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COMMENTS ON ANOTHER COMMEMORATIVE 

The Commemorative Limited Edition Pocket Knives have helped swell the 
bonus for Dick Winkler, Bud Boon and the income for George Ruclcman. 

The Liberty Bell, LB-1 and Paul Revere, PR-2, were far overs~ld before 
we produced the knives, and No. 3 on the "Hit Parade" the "1775 Minute 
Man" is illustrated and described on the page.which was sent to you 
from Ellenyille yesterday. 

Knife collection seems to be a growth avocation, as shown by the 
sales far in excess of our production of the. Liberty Bell and Paul 
Revere, which we limited to 2,000 dozen per pattern. 

Upon receipt of the catalog page~ kindly contact prospeets that you 
feel could benefit and sell these Limited Edition knives. 

You will recognize the pattern as Schrade 855RJ1. The blades are stain .• 
leas and the cover is black ,delrin. 

On previous production of the two Coamemoratives we could.only ship 
2/3's of the orders that were placed, and we're quite sure the 
"1775 Minute Man" will follow suit. The total number of knives tha.t 
we will make on this Limited Edition will only total 480 knives per 
State. 

These knives are offered for shipment in March. Note the brand - 
S.W. Cut. 

Sell from the catalog page, using'~5SRB to show blading, size, et_c. 
All orders must be in Ellenville before February 28th, 1974. 

HBB:sb 
P.s. Catalog 

~-y. 
~ 

pages forwarded via 3rd Class Mail on Thursday, 

./ 

January 3ls t • •· 
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L~ 
ell) - WE AAE STICKING OUT OUR NECKS 

In order to assu~e Schrade distributors of knives when they are 
needed, you can write up advanced•orders at the present March 1st, 
1974 price, and we will accept them for periodic shipments up 
through August 31, 1975. 

We have increased the amount of monies set·aside for consumer 
advertising, and we feel sure you know we offer the Jobber the 
largest discount on the fastest selling Pocket Knife and Hunting 
Knife line in the United States. 

Present shipping time is 8 weeks after receipt of order for ·the 
broad line, but in some cases if faster shipments will help for the 
Holidays or a large customer wants something, we'll do our best to 
expedite and help build your bonus if you contact us ·promptly-. 

Yours truly, 

HBB:sb HENRY B. BAER 



74-46 
12/10/74 

We are planning a mailing of the new Compact 75 Case, using the 
colored catalog page, and advising all prospects of the drop 
shipped $320.00 price, FOB Factory. 

We want to be sure that all of your Schrade prospects receive 
this mailing, but more particularly want to make sure that the 
names that you check off against the enclosed list of customero 
up-to-date are entitled to the extreme Jobbing price. 

Return it to us with a check mark to the left of the accounts to 
whom we should make this mailing. Give us the name of the buyer, 
if possible. 

Please return these to us PROMPTLY - we await your list before 
mailing, as the sooner you return these to us the sooner we can 
appr?ach your customers. 

Yours truly, 

Enc. 
HBB:sb HENRY B. BAER ------- 

' 
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To correct an impression that was given during the New York 
Sales Meeting, pleaee promptly add to your notes on "Schrad~'s 
Policy". 

Under certain circumstances you have transferred merchandise 
from one customer to another. We certainly want to discourage thi•, 
but nevertheless this should be done on an 'even exchange. Some 
of the men were of the opinion that there was a 10% penalty for 
this exchange, but this is. not correct, there !!. !!2. eenalty. It 
is an "even-steven"deal. 

In some cases where a customer insists on returning goods because 
they.are over-stocked or for some other.-reason, it ia essential 
that you get authorization from either - Dave Swinden, Harry B. 
Hazelton, Jr., Marty F. Zorn, or myself; in which case auch re 
turned merchandise when received in Ellenville would be carefully 
inepected, usually oiled-and refinished to make sure there is no 
rust, even though they are in original packaging. And such 
merchandise would be subject to a 10% penalty from the invoice 
price, and would have to be shipped transt)()rtation paid by the 
customer. after authorization. 

Yours truly, 

HBB:sb HENRY B ,. MER 

.. \ 
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DATING - SCHRADE 549-A ASSORTMENT 

As a test at the Sporting Goods Show in Chicago just completed, we offered 
dating on the 549-A Hunting Knife Assortment. Not only was the reaction 
dramatic but the orders were substantial. 

Here's how it works: 

1. Dating is as of October 1, 1974. 

2. Orders will be shipped on date as specified by the customer but in 
no case any sooner than 8 weeks. 

3. Orders for the 549-A Assortment must be on a separate order form. 

4. Be sure to note that this dating applies only to.the 549-A Assortment. 

This gives your Hunting Knife Accounts plenty of time to work on someone else's 
money. 

Let's get tiw.e ~e hooked now aftd f~ee.ze out the competition. 

JMJ:jnn 

------------------ 
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"A rIU!~TING WE WILL GO" 
WITU A DATU1G PF.OGRAH 

Although Pocket Knives take a grtnt deal of highly skilled labor to 
produce in the "Schrade" quality, the factory can produce rigid 
blade hunting knives with far fewer craftsmen, and anticipating a 
healthy volume of Fall business on rigid blade hunters, the boys in 
Ellenville have prepared a schedule of production that makes it 
possible to offer hunting_knivas for _shipment four weeks after 
receipt of order, .2,!0y!,ding the&e oreers---ftre-on-Separ-at-a.~~ ., • ann 
'incly,ou can giv~ October 1st dating to all accounts who regularly 
discount their bills. - 

This special offer applies to all 49ers, D1650T, 0150T, #1520T, 
Ul53UH and lil7lUH, but !!.2E_ E-15. 

ALL RIGID BLADE HUNTERS. 

Be sure to limit this to accounts who definitely discount their bills 
regularly. ~ ---== - .-- 
"How do you like them apples? •• 

Please refer to John Jenkins' Bulletin #74-9 of February 15, 1974. 

V!j.\J/0 /'1 I --- . _.-::::;;;;;:,.----·-· - - HBB:sb P.EURY B. BAER 

P.S. The No. 138L has been discontinued, but we have a limited 
quantity of these available in Ellenville. 



HERE'S GOOD NEWS 

and 

BAD NEWS •••••••••••• 

The Good News - 
contained in the May issue of Shooting Times (which you 

will receive under separate cover)*is to give you a bit of inspiration 
and indicate the retail price of some folding knives, particularly the 
Commemorative Limited Edition Kentucky Rifle Knife that we made last 
year, and judge for yourself its present value and why we continue to 
work up Commemorative Knives. 

The Bad News - 
is that due to the increased cost of transpoxtation, the 

increased cost of the Floor Case and the panels, and the cost of 
wiring them on, makes it nec~~~~ry for us to immediately withdraw 
freight altow!ID,ce on cases, even for those "Show S-pecials". 

In place of freight allowance you can offer a Free #1650T 
for a Show Special with each Floor Case, but the cases will be - 
FOB Factory, and our discount of 50 and 25% for Jobbers is still the 
largest discount in the industry, to the best of our knowledge. 

HBB:sb· 

Yours 

*See Page 38. 

Henry B. Baer - - 
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oer1a1 
SCHF<AOE WlLOEN, 

~fR 15 '1~ I 

Effective immediately all Picture Frame Deals Drop-Shil?J!i?_~ 
will be invoiced at 50 and 10% off Retail Price FREIGHT PREPAID. 

DISPLAY NO. 

570T-A 
58-'ll.-A 
59UH 
680T-A 
549-A 

We're confident that this will aid you in your endeavors. 

Yours truly, 

HENRY B. BAER 
sb 



@lmoer1a1 NO. 
Date 

74-21 
6/10/74 

Bulletin 

SCHRADE PATTERNS NOW AVAILABLE FOR AD SPECIALTY CUSTOMERS 

You're back in business! 

The limited line of 8 patterns shown on the two new full-color Schrade 
advertising distributor catalog pages attached are now available and with - 

GUARANTEED SHIPMENT IN 90 DAYS OR LESS! 

A mailing to your entire "AJ" list goes out today. You'll receive a copy 
in the mail as usual. 

To assure the 90-day shipment feature, the factory has concentrated on 
just these 8 patterns. NO other patterns (with or-without ad copy) will 
be available to your AS customers, except for the few we have been 
shipping during the past few _years. 

Now you can once again solicit your top potential AS jobbers with America's 
finest quality "Professional Knives" with reasonable delivery. 

We think your customers will like the new "sliding discount" schedule too. 
It's patterned after Imperial's. Discount varies from 50% in the two 
smallest quantity categcries, tc 45% (Q), 40% {R) and to 35% (S) in the 
really large qua~tities over 1000 pieces. This schedule gives the jobber's 
customer a real resson to place a larger order and realize very substantial 
savings per knife. 

Samples of each pattern with random imprint will be on the way to you 
shortly. 

And you'll be happy to know that we are working on sample.!.!!!, for Schrade 
adv~rtising knives. Details and samples will go forward within the next 
month or so. 

We have promised Ellenville go~d volume on this line in order to warrant 
the precious pJiority production time they have given it. I'm sure you 
will do everyt!'.!.n.g you can to back up this promise • •.... 
Good luck. 

att. (2) 
BML:sb 

• Lorenzen 
ger Advertising Specialty Division 

-------- ----- 

' 
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INTRODUCING•••••••••••• GRAND DAD'S OLD TIMER 

The actual knives are even more beautiful than pictured. 

To commemorate the 70~h year of quality cutlery manufacture. Schrade 
Cutlery Corporation proudly presents "GRAND DAD'S OLD TIMER" a Limited 
Edition. 

We believe this is the best darn good looking pocket knife we have ever 
made. 

The diamond engraved back is something new and original in pocket knives. 
The attached glossy expresses more than we can say. Disregard the blue 
color in the picture which is the result of the blue velveteen. The 
knife in the lower right hand corner shows the actual color. 

Each knife carries its own serial number engraved on the bolster. The 
fine quality of product is "true to tradition" of Schrade. 

Each knife will be gift packed in a walnut frame with a blue ve~eteen 
background. The frame can be hung on the wall, stood up on the 
counter, or of course laid flat for display. 

Only 18,000 of these Grand Dad's Old Timer Knives will be made. These 
will be allotted to each of our representatives based upon the pircentage 
of shipments of Schrade made during the last 3 months of '73 and the 
first 3 months of '74. 

Your quota totals pieces. 

You have until July 30th to sell your quota, after which time any that 
are not sold will be made available to other salesmen. 

The Grand Dad's Old Tireer will retail at $30.00 each. Jobber cost $11.25. 

A registration number and folder will accompany each knife. A catalog 
page is in the making. A sample knife we hope to have in your hands 
before the end of this month. Our plans are to make complete shipmeut 
on or before November 10, 1974 •••••• and sooner if possible. 

att. 
HBB:sb 
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Commemmorative Knives are still big sellers and we thought the attached 
page shows what one importer is getting for them. $43.75 for a single• 
blade knife with the raised pin bolsters will show you what a big buy 
our GRAND DAD' s OLD TIMER is. 

E!lenville is forwarding you 10 colo~ed catalog pages of GR.AND DAD OLD 
TIMER. More pages will be available later in the month as some were 
lost in shipment to us from the printer. 

Of course GRAND DAD OLD TIMERS have been oversold. 

HBB:mr 
att. 

--- - ------------ 



t;t.ti 11:NNIAL ARM~ 
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Muzzle Loaders are EXEMPT from Government 
Regulations and may be shipped anywhere 

without Federal Restrictions. 

.36 CAL. BRASS NA VY KIT 
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NOW $30.95 
j 
I 

I. 
r 
.I' Precision Made Brass Navy Pereus 

sion Revolver KIT .. 36 Caliber Only. 
Can Be Finished Into Fine Shooter. 
Made In Italy. 
ALSO AVAILABLE 
.36 Cal. Colt Type Flask 
.36 Cal. Bullet Mould . 

Regular SPECIAL 
$9.95 $UO 

.... $9.95 $6.80 
NOTE: THESE ORDERING INSTRUCTIONS MUST BE FOL 
LOWED, OR SRIPMENT OF YOUR ORDER WILL BE DE 
LA YEDl II 
No C.Q.D. Order MUST be auompanled with payment. A11ow 

SJ.SO per pistol for handlln,r, packlnr, ahlpplnr and ln111rantt 
(Ha, and 1Sc per flHk or mould (no 1tamp1). II 1hlppins coats 
not reeetvee. murhandiu will be ahlpped ,·la Railway EJ:P"" 
COLLECT. Evuythinr ,hipped F.O.B. Chlca10, Mono ordcra and 
ttrtlticd chec-k, henered tint, All other check, held 3 wccka. 
llllnoi1 naldcnh Inelude S •;. aalu tax, 
IMPORTANT- Manie loadeu ar• eumpt •nder sovernmtnt 

nrulatlons and may move freely in lntentate eemraer ee, hat 
PLEASE INCLUDE A STATEMENT THAT YOU ARE OVER 
2t YEARS OF AGE AND THAT THERE ARE SO LOCAL RE 
STRICTIONS AGAINST YOUR PllRCHASINC THE ITEMS 
ORDERED. Illlnoi1 ruldtnt, Mt:ST .end copy of tllinolt Fire 
arm, o .••. ae r 1.0. Card. 
Lhtlnr and price shuts available at SOc to eever cost of mall 

lnr and handllnir. No ll1tir,r1 Hnt free of charrel 
Counlt'r .....a\f"<. 11'1- hour~ 11nb: S1,t 10 A.)I. 10·:-. r.,1., Tu""· Soon to!> P.'tf., 
Tu". t:u·. i P.\I. lo 10 r \I .• WNI. '.\oon 111 !> P.\1., Thuri,.. "oon 111 S P.)I., 
Thun. f:, e, 7 r )I.,,.. to r.,1. ud Fro. ,·QOn to:. P.\I. 

Centennial Arms Coro. 
· F.F.L. No. 36-2716 Dept. ST-10 
ADDRESS ALL MAIL TO: P.O. sax 5916& 

3318 w. Devon Ave., Lincolnwood, Ill. 60659 

that I must leave out because of space. 
These men know guns, and how and 
when to use them, and are a great com 
fort when you kick in a door and go in 
for the bad guys. 

They are practically all either hunt 
ers or competitive shooters, or both. As 
far as I know they all belong to the 
National Rifle Association, and I'd 
like to interject here that almost every 
police officer I know supports the right 
of a decent citizen to own and use not 
only shotguns and rifles, but handguns 
as well. 

I am in the process of retiring from 
what I presume will be my last law 
enforcement post, that of Special Agent 
in Charge with the U.S. Drug Enforce 
ment Administration. It has been a 
rewarding career in many ways, one of 
the most important of which has been 
the close association with so many fine 
men with whom guns are a life style . 
This understanding of the. potential 
use of guns to do good has influenced 
my own life greatly - for the better. 

Over the long years I have been able 
to leave my cop duties occasionally to 
enjoy the outdoors and do a bit of 
hunting. In many instances my work 
has taken me into remote areas of the 
Southwest, and on plenty of occasions 
my holster gun has taken game that 
soothed what would otherwise have 
been a growling gut. 

While I enjoy hunting with the hand 
gun, I use a rifle or shotgun when one 
is indicated and available. One of my 
pet dislikes is the man who buys a 
magnum pistol, fails to take the time to 
learn to handle it, and goes out to 
cripple a game animal. 

Until recent years, hunting with the 
short gun was looked upon as some sort 
of stunt. Now many states have recog 
nized its legitimacy, and the growth of 
this sport has been rather spectacular. 

Th~se interested in pursuing ;it. 
ever, must realize that hunting with 
handgun is an exercise in 
discipline. 

As an officer and as a writer I 
become a wealthy man in terms of 
friends I have who share with me 
world of firearms. Hunters and 
men, military and civilian shoo 
champions, editors and writers, m 
facturers and dealers of firearms.] 
form a select and, to me, fascinaU 
coterie. I am prone to remark that gullt 
have been good to me. In actuality, k: 
is these people that have been good to 
me. -·~1 

In reading over the above words I 
am distressed at the frequency that 
word "I" appears. Since this install· 
ment of "Hipshots" is about me, .1 
know of no way to avoid it. I have 
never hidden behind the editorial "We.• 
Anything that I have written or will 
write is solely my responsibility. 

By now you are wondering why I 
am inflicting this resume on my long· 
suffering readers. It is at the request 
of my editors, who feel that it should 
be done. 

With cop chores behind me, I am 
going to be able to address myself in 
a more direct way to my second love, · 
the gun-writing profession. Among other 
things, I will at last be in a position to 
handle my correspondence in a more 
timely fashion. I hope that those of you 
who have waited inordinate periods for 
replies to your letters will understand 
the demands that have been made on • 
my time in the past, and that is one of 
my own reasons for writing this self· 
expose. 

In one form or another I've written 
this stuff for Shooting Times for more 
than eight years. Allah and the read 
ers willing, I will continue for 
more. 

Knife . ·callecto-rS-! 
Lu~· er" 
\''' . . ·•'1'"' ·.~ . » •• •.••••• ,-.,~ _? 
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October 24, 1973 

Gentlemen: 

1973 has been good to us. 

Almost without exception each of you has moved forward in sales; your sales 
versus budget is satisfactory; your earnings up. 

Our factories are busy but it's our job to keep them busier. Go to it! And 
try even harder to establish a better sales balance not only between divisions 
but between product lines. Don't be known as a Schrade man, or a Providence 
man, or a pocket knife salesman, or a houseware's salesman. Since we make all 
these products, to improve our position and yours, we need your continuing 
pressure to establish an improved product mix. 

We'll be together next month for a round of Regional Sales Meetings. 

We're anxious to get your copy of the Sales Book into your hands promptly so 
you'll have an opportunity to review it before we get together. 

As I think is clear, our creative and development people have worked hard to 
produce some exciting new products for you. Before the January Houseware's 
Show every key account will know of these important new products and hopefully 
will have placed orders for them. 

We have done our best to make this book concise. It has only one objective - 
to help you increase your sales and earnings. 

Don't forget to bring this book and all necessary records with you. 

See you soon. 

JMJ:jnn 



Dear Participant at the 1974 Regional Soles Meeting: 

As I write you this short note of Greetings and Welcome to your Regional Soles Meeting, 
I just wonder what new shock wo ']] hove between now and the time you attend the meeting. 

When I started thinking about saying a few words, it was before the Mets won the National 
League Pennant, Agnew was still Vice President and the War in the Middle East hadn't 
broken out. There used to be on expression 11011 good things come in threes" or "bad things 
come in threes", and perhaps we hove now hod the three and we con settle down too little 
more normalcy. 

It's difficult for me to realize that it hos been o complete year since we were together in 
Providence at the General Sales Meeting. I'm sure you feel the some as I do that we just 
don't know how the one year rolled by. During 1973 Limey Tolmon passed away. Limey 
was not only one of the first salesmen Imperial ever had, but certainly a pillar of strength 
to many, deeply beloved, and in asking you to be silent for o moment -- think about Limey. 
I think the greatest tribute paid to him and his memory, is the fact that Julian Raper, his 
son-in-law, and his grandson, Bucky, are with the Company. 

1973 was an eventful year. The United States assumed o new attitude toward Chino and 
other Socialist countries, including the Soviet Union. The United States ended its involve 
ment in the police action of war in VietNom, Loos and Cambodia. The United States mode 
a major revaluation of its currency. 

Who could hove predicted a few years ago that the Japanese Yen and the German Mark 
would be devalued in terms of the Dollar. It is almost inconceivable to think that the 
world felt that the Yen end the Mark were stronger currencies and hove more value than the 
U. S. Dollar. But, hod you traveled abroad and been out of the country attempting to cash 
travelers checks, you would hove found that this was so. 

Who could possibly have predicted that there would be shortages in the world - of labor, of 
plastics, of work, of leather, of electricity, of gasoline and many other commodities. 
Steel was formerly available for delivery in 6 weeks. If you can get it without on allocation, 
deliveries run 6 to 8 months I This means that we may be forced in 1974 to omit or delay 
certain items because of the lock of steel. Where o few years ago we had nothing but sur 
pluses, now we have shortages - not only in Schrade pocket knives, as phenomenal os the 
rise in the sales of Schrode is concerned. Schrade's knives ore making further and further 
penetration into the market, and it seems "the more we make, the more the customers want. 11 
We've mode a large investment in new facilities in Ellenville and we expect to increase the 
quantity of knives that we produce, but we pledge that Schrade will never sacrifice quality 
for quantity. 

As to prices, I don't see a possibility of holding the line. Go to a hotel in Paris or London. 
The prices are almost 3 times what they were o few years ago. Although our own prices are 
up, they hove not kept pace with the rises in other countries, or in other goods and 
services. For example, Swiss Army Knives which retailed not long ago for $21.00 each, 
are now up to $30.00 each, and that's not just for one knife but for the entire line. The 
German prices on pocket knives and cutlery are up in the last year 40 to 50%, and that's 
also true of Japan. 



-2- 

This letter is not supposed to be a course in economics, but you must realize that with 
merchandise of better quality being more and more in demand, this requires different 
thinking on your port as to the way you present goods and the way you create specials to 
your customers. It's not always going to be price - price - price, it's going to be how 
attractive it is, and how attractive it is to the consumer when competing for his money 
with many other products. 

1973 hos been a wonderful year for me too! My new wife and I ore anxious to meet you. 
She is an ex-cutlery salesman you know, because that's how I met her and we both wont 
to thank you who were so kind in remembering us, for your good wishes and thoughts. 

Good luck and good business to all you men in 1974. We wont, we need, we expect 
your help and cooperation to achieve our goals. Our goals are big. 

AMB:mr 
November 1973 

Sincerely, 

/ll_D,N ')J,J fl (ll._/ 
Albert M. (!er 



A SHORT HISTORY OF IMPERIAL 

Michael and Felix Mirando in 1916 left the Empire Knife Company in Winsted, Connecticut 
and came to Providence to start their own knife company, borrowing the back of o small black 
smith shop which belonged to a cousin, at a rental of $25.00 a month. 

In 1917 the first pocket knives were hand delivered by Michael and Felix, and sold for cash 
to the Hayward Company of Attleboro, Massachusetts. It wasn't a question of having a price list, 
it was a question of what Hayward would pay for the knives. The first knives were cigar cutters 
and, if you have never seen one, be sure and let us show you one of the original models. 

In 1918 a small space in the present plant at Imperial Place was rented for the then growing 
business. 

In 1919 Michael and Felix invited their boyhood friend, Dominic Fazzano, to join with 
them and Dominic came in as a partner of the firm. 

By 1921 100 people were employed and an entire floor at Imperial Place was now the factory. 

By 1939 the entire building was owned by Imperial. 

r-- 

During World War II, because the Government required more knives than any one factory 
could manufacture, Imperial began a cooperative effort with Ulster Knife Company owned by 
Henry and Albert Boer, and between the two factories more than half of all the knives to the 
Armed Forces were delivered. This led to plans for peacetime and the establishment of a joint 
company owned by Henry and Albert Baer, the Fazzanos and Mi rondos, which was known as the 
Kingston Cutlery Company. 

Both Ulster and Imperial received the Army and Navy "E" for their outstanding performance 
during the War and with the War over, Kingston began to expand forming Vulcan Safety Razor 
Blade Company, by acquiring Schr,~ln-Walden of Walden, New York and by diversifying the 
pocket knife business by making steak knives, kitchen knives and kitchen tools. 

In 1947 Kingston Cutlery Company was dissolved and Imperial Knife Associated Companies, 
Inc. was farmed and all interests of the Baer-Fazzano-Mirando group became as one. Following 
this, Imperial acquired the Imperial Plating Company which, as you know, does commercial 
plating as well as plating for the factory. 

We started the manufacture of stainless steel tableware and then, in conjunction with Richards 
of Sheffield, formed a joint company to sell scissors and Richards' products in the USA. 

In 1965, with the advent of electric knives, Imperial became the largest supplier of electric 
knife blades and this led to further expansion of Division 4 (Special Products) which included the 
manufacture of blades for electric scissors. If we could make blades for electric scissors, why not 
moke the scissors themselves? That is exactly what we did. 

As of today, in addition to electric scissors, we are beginning to manufacture a new type of 
electric can opener and in conjunction with a British company, Metal Box, from whom a license 
was secured for the manufacture of the can opener, a joint operation, Imperial Metal Box, has 
been formed to distribute and sell shredders and compactors. 

A chart of the subsidiary companies is attached. 



Viv. 1 Pocket 
Knives & Hunting 
Div. 2 Kitchen 

Cutlery 
Div. 3 Stainless 

Tableware 
Div. 4 Special 

Products 
Div. 5 Electrics 

( 

SL GSIDI!-.RY CO>'.?AlaES OF 

IMPERIAL KNIFE ASSOCIATED COMPANIES, INC. 
177 6 BROADWAY 
NEW YORK, N. Y. 

DUROL S.A. IMPERIAL SCHRADE IMPERIAL VULCAN SAFETY I?-1:PERIAL 
Thiers, INT'L. CORP. WALDEN CO. PLATING CO. RAZOR CORP. METAL BOX 
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IMPERIAL KNIFE COMPANY, INC. 

REVISED SALES POLICY 

(EFFECTIVE 1/1/74) 

1) It is Imperial's aim to gain widest possible distribution and sales of its 
consumer products through all channels of distribution in which merchandise 
of this type reaches consumers. 

2) Although we would prefer to attain the aim primarily through sales by Company 
salesmen to wholesale distributors, because of market conditions and trade 
practices, there are certain classes of trade to whom we~ sell direct: 

a) Auto Supply Chains 
b) Catalog Houses 
c) Club Plans 
d) Department Stores 
e) Direct Premium Users 
f) Direct Selling Companies 
g) Drug Chains 
h) Hardware Chains 
i) Jewelry Chains 
j) Mass Merchandisers (incl. Leased Dept. Operators) 
k) Military Stores & Exchanges 
1) Super Market Chains (Direct Buying) 
m) Trading Stamp Companies 
n) Variety Chains (National & Regional) 
o) Cutlery & Other Manufacturers 

l) Wholesale Distributors of all types are to be sold at current Jobbillg Prices, 
which are generally 50% and 10% (or better) off Retail List Prices. 

4) The Company's cash terms are 2% - 10, Net 30, to all classes of trade, with 
the following exemptions: 

Advertising Specialty Jobbers - 1% - 10, Net 30 Days 

Direct Premium Users 
Cutlery Manufacturers 
Other Manufacturers 
Accommodation Accounts 

Net 30 Days 
II II II 

11 11 II 

II II II 

5) All Shipments are FOB our factories. 

Full Freight will be allowed on all Household Cutlery and/or Gadgets in 
150 lb. minimum shipments to all wholesale/retail classes of trade. 

For wholesale customers who buy both Cutlery (and/or Gadgets)!!!!!!, Stainless 
Tableware, Full Freight will be allowed on Tableware also in 150 lb. minimum 
shipments (alone or combined with Cutlery and/or Gadgets). The factory 
should be advised as to those customers who qualify for FFA shipments of 
Stainless Tableware on this basis. 

Full Freight will also be allowed on all lines to certain classes of trade, 
as noted below. 



l 6) Our pricing and freight policies on sales to certain retail channels of ~ade 
are as follows: 

(NEW) A. Department Stores 

To be sold at retail less 50% with an Advertising Allowance 
of 10%, which must be accrued. Claims for such Advertising 
Allowance must be accompanied by tear sheets of ads, or other 
proof of performance. Full Freight Allowed on 150 lb. minimum 
shipments.(Terms: 2% - 10, Net 30 Days) 

B. Variety Chains 

To be sold on basis of Chain Store {V) Price Lists, which are 
generally 50% off retail, with 8% Warehouse Allowance, 2% 
Advertising Allowance available {by Credit Memo) upon claim 
accompanied by proof of performance. Full Freight Allowed on 
150 lb. minimum shipments. {Terms: 2% - 10, Net 30 Days) 

C. Drug Chains 

To be sold on same basis as Variety Chains. 

D. Mass Merchandisers 

To be sold on basis of Chain Store (V) Price Lists, with 
additional 8% allowance on warehouse or distribution orders. 
Full Freight Allowed on 150 lb. minimum shipments. 
(Terms: 2% - 10, Net 30 Days) 

E. Super Market Chains (Direct Buying) 

To be sold on basis of regular distributor pricing ("J" Price 
Lists), in Standard Factory Packs. 

F. Auto Supply, Hardware, and Jewelry Chains 

To be sold on same basis as (E) above. 

7) Our normal pricing policy (except for Department Stores and Drug and Variety 
Chains) on all lines precludes additional discounts for cooperative advertising 
and/or catalog allowances. However, in some cases we do recognize extenuating 
circumstances which make exceptions to this policy worthwhile. When salesmen 
believe that special consideration is warranted, they should contact the 
Sales ~fa.nager with full particulars. 

8) No Advertising Allowance will be paid unless the Imperial name or logo appears 
in the ad or catalog, along with the line logo where applicable (e.g. - 
DIAMOND EDGE). Proof of ad or catalog must accompany request for payment of 
any advertising allowance. 

~ 9) RETURNS FOR CUSTOMER CONVENIENCE 

A. No merchandise will be authorized or accepted for return 
for credit unless it is in original standard factory pack 
cartons. 

t 
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B, No returned merchandise will be accepted unless 
Mr. J. R. Fazzano's department has a record of the return 
authorization approved by one of the following: 

A. M. Baer 
F. A. Mirando, J~. 
M. F. Zorn 
H.B. Hazelton, Jr. 

C. Credits issued for all returns in accordance with (A) and 
(B) above will be subject to a 10% rehandling charge 
providing the merchandise in question is still in our 
regular lines (on current price list). 

Credits for any such merchandise which is obsolete 
(diacontinued) will be subject to a 50% rehandling charge. 

10) No orders £0~100.§) or less will be accepted. Exceptions to this policy 
are: 

Advertising Specialty Orders for 
imprinted knives. 

Drop Shipments to Variety and Discount 
Stores when merchandise is priced at 
50% off list. 

Those Premium Programs where merchandise 
is priced high enough t.o caver individual 
or small shipments. 

Sample Ordec•. 
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SCi.RADE HALDEN CUTLERY CORPORATION 
SALLS POLICY 

(EFFECTIVE 1/1/74) 

l) It is Schrade {falden' s aim to gain widest possible distribution and sales 
of its products through all channels of distribution in which merchandise 
of this type reaches consumers. 

2) Although we would prefer to attain that aim primarily through sales by 
Company salesmen to wholesale distributors, because of market conditions 
and trade.practices, there are certain classes of trade to whom we~ sell 
direct: 

a) Auto Supply Chains 
b) Lr ug Chains 
c) I:ardware Chains 
d) Jewelry Chains 
e) Variety Chains 

f) i~il Order Catalog Bouses 
g) Direct Premium Users 
h) Direct Selling Companies 
i) Trading Stamp Companies 

3) Pricing Policy (incl. FOB Terms) 

A. Wholesale Distributors (of all types) are to be sold as follows: 

a) Warehouse Shipments (Minimum 12 doz. - in Standard Factory Packs) 
@ "J" Prices (50% & 25% off Retail) FOB - Ellenville, N.Y. 

b} Drop Shipments (to Dealers - in Standard Factory Packs) 
@ "V" Prices (50% & 10,~ off Retail) FOB - Ellenville~ N. Y. 
(Hinimum Order - $50.00@ Invoice Cost). 

c) Drop Shipments (to Dealers - in less than Standard Factory Packs) 
@ 50% off l.etail · FOB - Ellenville, N. Y. 
(l·1inir.1um Order - $25. 00 @ Invoice Cost). 

B. Auto Supply & Hardware Chains are to be sol<l on the same basis as 
Wholesale Distributors, as set forth in 3A above. 

C. Drug. Jewelry & Variety Chains are to be sold as follows: 

a) Drop Shi;ements (to retail stores - in Standard Factory Packs) 
@ "V" prices (So;~ & 10% off Retail) FOB - Ellenville, N. Y. 
(hinimum Order - $50.00@ Invoice Cost). 

b) Drop Shipments (to retail stores - in less than Standard Factory Packs 
@ 50% off Retail FOB - f.llenville, N.Y. 
(Minimum Order - $25.00@ Invoice Cost). 

c) Warehouse Shipments (Minimum 12 Dozen - in Standard Factory Packs) 
@ "V" prices (50% & 10% off Retail) FOB - Ellenville, N. Y. 
Less 8% Warehouse Discount. 

~. ~iail Order Catalog Houses are to be sold: 
@ "V" prices (50% & 10% off Retail) FOE - Ellenville, N.Y. 
Less 8% Advertising Allowance on orders for Minimum of 
12 Dozen Knives - in Standard Factory Packs. 
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E. Premium Trade (Jobbers, Direct Users, Direct Sellers & Trading 
Stamp Co's.) to be sold: 

@ 50% & 10% off Retail FOB - Ellenville, N.Y. 

F. Mass Merchandising Chains (incl. Leased Depts.) 
This distribution channel can best be served by 
wholesale distributors who warehouse S-W goods. 
If it is necessary to sell any such accounts direct, 
they are to be sold on the same basis as Drug, Jewelry 
& Variety Chains, as set forth in 5C above. 

· 4) Cash Terms 
Schrade Walden's cash terms are - 2% 10, Net 30 Days - to!!.!. 
classes of trade except as listed below. 

Advertising Specialty Jobbers 
Direct Premium Users 
Cutlery & Other Yianufacturers 

1% - 10, Net 30 Days 
- Net 30 Days 
- Net 30 Days 

5) Advertising Allowances 
a) Our considerable expenditures for National Advertising (both 

Consumer & Trade), and our normal pricing policies (as above) 
preclude additional discounts for cooperative advertising and/or 
catalog allowances. When any salesman believes that special 
consideration is warranted, he should contact Mr. Henry Baer 
for full particulars. 

6) Returns 
a) The factory will accept the return for replacement of any 

knives that show defective workmanship or defective material, 
but we cannot and will not replace worn out or rusty or abused 
knives. 
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CURRENT IB~ CUSTOV.E~ CATEGD~IES 

CATEG0RY 
NO. DESCRIPTION 

01 
02 
03 
01. 
05 
06 

Hardware Jobbers & Chains (incl. Elec. Supply Jobbers) 
Houseware Jobbers 
Rack & Grocery Jobbers & Super Market Chains (Regular) 
Tobacco & Candy Jobbers 
Drug Jobbers & Chains 
'liiscellandous'' Jobbers (includes Variety, Notion, Sundry, 

Toy, Carnival, Dry~oods, and 
Souvenier Jobbers) 

08 
11 
13 
14 
16 
17 
18 
20 
21 
23 
24 
25 
26 
27 
29 
30 
37 
39 
40 

Sporting Goods Jobbers 
Cutlery Jobbers 
Hail Order Catalog Houses & Club Plans 
Restaurant r-!upply Jobbers 
Premium Jobbers & Incentive Houses 
Advertising Specialty Jobbers 
Variety Chains 
Auto Supply Jobbers & Chains 
Discount Chains & Leased Dept. Operations 
Jewelry Jobbers & Chains 
Misc. Chains & Retail 
Trading Stamp Companies 
Tea & Coffee Route Cos. 
Direct Sellers (Door-to-Door) 
Department Stores 
Premium Users 
Other Manufacturers (incl. Cutlery 'M..fgs.) 
Florest Supply Jobbers 
Miscellaneous & "Accommodat Lon" Accounts 

Please Note: 

Whe.n sending in an order for a new custoner, please indicate the proper trade 
category -s~ ~covisience :~Y proc~Scs the order wi$u; ~;la.y .• · · 
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WHERE DO I GO FOR HF.AT? - DIRECTION BY TRADE CHANNEL 

We recognize that some of you at times have been confused as to whom you should 
write or call about a particular problem. I don't say that the following policy 
is the whole answer but I am sure we can agree that it will eliminate some 
unnecessary duplication and expense. 

Your ?-fonthly Customer Year-To-Date Report, as you know, classifies accounts by 
trade channel. Our interest centers on those where we are either most effective 
or those that represent attractive potential sales possibilities. 

For your guidance, please get in touch -with New York Personnel as follows: 

DEMPSEY --- 
01 - Hardware Jobbers & Chains 
08 - Sporting Goods Jobbers & Chains 
11 - Cutlery Jobbers 
20 - Auto Supply Jobbers & Ch~ins 

02 - Housewares Jobbers 
21 - Discount Chains 
29 - Department Stores 

ARNOLD JENKINS 

03 - Rack & Grocery Jobbers 
04 - Tobacco & Candy Jobbers 
05 - Drug Jobbers & Chains 
12 - Military 

06 - Variety Notion & Sundries Jobbers 
18 - Variety Chains 

LORENZEN 

CHA UN CY 
13 - Mail Order Catalogs 
17 - Advertising Specialties 

16 - P~emium Jobbers 
25 - Trading Stamp Companies 
27 - Direct Sellers 
30 - Premium Users 

SCHRADl! 

Please direct all inquiries directly 
to Hr. Henry Baer 

--------- - --- 
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REPORTING FO~HS 

Hone of us like any more paper work than we have to out un with - we all want 
to devote the maximum time available to selling. Let's face it - that's where 
the money is. But~ let's also recognize that all successful comµanies require a 
certain amount of pap'=r Fork. Imperial requires a minimu~,believe it or not. 
I won7t belabor the point with so~e of my horror stories on J.C. Penny paper 
work - and they I re doing all right. After all, we mus t communicate and the 
telenhone, except in emerp.:encies, is too expensive. 

Certainly there is no sense in requ1r1nr, reporting forms if they1re not going 
to be used at the Home Office. I can assure you the reports we request are 
sought after frequently - not onlv by those in Sales but equally as often by 
our top brass. As you can imagine, it's embarrassing when one of our top men 
asks for so-and-so's itinerary hecause he must reach him immediately - the only 
trouble is that the report never came in. It's also a lot of fun when an urgent 
request is made for a man's Call Report only to ~et the answer that this parti 
cular man has decided he's not goj_ng to bother to mail it in - for some strange 
reason these incidents have registered. 

Believe me, I have all the paper work I want but I am asking for more now. I 
am asking. that if you have been guilty of not m.'.!iling in your Weekly Call Report 
and Itinerary every Friday night so it Is in New York on T-!onday morning, please 
do so in the future. It should be quite obvious that it is only in this way 
that we can know where you are going and what you are doing. Your compliance 
will be appreciated. 

And one further word for salaried men: Expense ~eports are weekly reports and 
I want them on Monday morning. When they don't come in on time not only can you 
run short of money but it distorts t~e records - and I've heard you complain 
about that. 

NEW YORK IS ROLE IN THE FIELD 

Most of you have had company in the field from one of us in the New York office 
at one time. or another - hopefully, we will be able to increase our personal 
contact with you and your key accounts. Although we feel sales will be accelerated 
by becoming more specific by trade channel, by account, and by product category, 
it is essential - particularly as our emphasis increases more and more on key 
accounts about which you will hear more later - that you recognize that when any 
of us make a trip that our interest encompasses all key accounts regardless of 
trade channel although our emphasis remains our specialty. 

Our role in the field is not to try to do your selling for you, any more than you 
would want us to try it even if 1,,e could do it, but r at+ier to supplement your 
efforts. But don't waste our time and money on the accounts you've got wrapped 
up or that offer no attractive potential unless you Hant to use us for public 
relations purposes. Give us the tough ones, the challenges, where to date you 
have had Problems and just maybe with two in on the act a program can be tailor 
made to get this account on your IJ3~t Report in an i111portant manner. 
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1974 LARGE USER - VIP PROGRAM 

In 1973 our Large User - VIP Program contim1ed to be a key in getting new business 
in most territories and we are sure this is going to follow through for the coming 
year. Our program is successful because: 

A. We still require only the purchase of one line, namely 200 
''Veri-Sharp" Cutlery to participate. We do not complicate matters 
by requiring purchases of multiple lines and reaching certain levels 
of increased volume to earn either a preferred discount on a day-in 
and day-out basis or year end rebate. 

B. We require no long range commitments, only that merchandise be 
bought as needed in facto~y standard packs. The result is balanced 
inventory, no overstock, maxiuum turns, and the least out of stock 
as possible. 

C. Our rebate program is simple - the customer knows where they 
stand at any time and need not wait until the year's end to see 
what percentage of increase has been achieved to determine the rebate 
they have earned. 

All··.of this adds up to maximum profits and what is just as important "less problems 
for the buyer" regardless of it being with his warehouse, his accounting department, 
his customer or his boss. 

We must continue to emphasize, however, that the purpose of setting up a customer 
as a Large User - VIP Program qualifier is that we expect this account to be in 
the $25,000, $50,000, or more volume cate&ory. We have gone along with you in many 
cases on customers whose volume is substantially less and we are going to review 
with each of you where we think this now has to be discontinued. 

The above has proven to be the best program and the best vehicle to sell major 
distributors everywhere. There are many that we have still not reached and we 
want you to place emphasis on these accounts during 1974. 

Details on VIP Rebate requirements and Large User Pricing are on the next two pages. 
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,f. Il'l'.PERIAL' S 1974 LARGE USER VIP PROGRAM 

The following are the details relative to pricing and Volume Incentive Rebate now 
in effect. This applies to shipments during the calendar year beginning January 1st 
and terminating December 31st 1974. 

First the details regarding pricing: 

A. Veri-Sharp Cutlery: 

All sets and the #224 Paring Knife are retail less 50% and 10% and 5%. 
All other Veri-Sharp open stock is retail less 50% and 10% and 7%. 

B. All other items on our Kitchen Cutlery Price List (KK-173J), except 
Granny and Diamond Edge are retail less 50% and 10% and 5%. 

C. All Granny items are retail less 50% and 10%. 

D. All Diamond Edge items are retail less 50% and 25%. 

E. LaCoutellerie Sets are retail less 50% and 25%. 

F. Our Volume Incentive Rebate includes all items on the attached Cutlery 
Price List, including Granny, Diamond Edge, and LaCoutellerie Sets. 

All Cutlery must be purchased in factory standard packs as shown on our price list. 

Details with regard to Volume Incentive Rebate are as follows: 

A. To qualify you must buy at least $10,000 total from Imperial-Pro'Yidence 
in all lines. This includes all Kitchen Cutlery as referred to above, 
all Stainless Tableware, and all Imperial Pocket & Hunting Knives. 
Based on total shipments from Imperial-Providence you will earn rebate 
on shipments made 1 January through December 31st 1974 on shipments of 
Veri-Sharp Cutlery, all Diamond Edge Cutlery, all Kitchen Companion 
Gadgets, all Worksavers, the Grand Opener, Granny Cutlery, and 
LaCoutellerie Sets as follows: 

1. From $10,000 to $19,999 - 1% rebate 

2. From $20,000 to $29,999 - 2% rebate 

3. From $30,000 to $39,999 - 3% rebate 

4. From $50,000 and over - 5% rebate 

Rebates are paid in the form of a credit memo to be issued in January of the following 
year. 



LARGE USER PRICING 

ITEM If NET PRICE ITEM II NET PRICE 

214 .582 K-149 .294 
220WE . 370 K-150 .294 
222 .582 K-151 .155 
224 .295 K-154 .250 
227 .620 K-155 .250 
228 .582 K-156/2 .295 
229 .498 K-157 .252 
230C .370 K-153 .380 
232 .620 K-160 .380 
239 .582 K-161 .250 

K-162 .250 
324 .250 K-167 .335 
3002 7 .110 K-168 .419 
3020 .750 K-169 .419 
3022 1.690 K-170/71 .335 
3024 .560 K-172 .335 
3027 1.690 K-173 .335 
3028WE 1.690 K-180 • 720 
3029 1.125 K-194 .419 
3031 .940 K-195 .550 
3032 1.500 K-196 .295 
3039 1.690 K-197 .550 
3052 .655 K-198 .250 
3056 5.610 K-199 .250 
3057 5.980 K-200 .295 
3059 7.480 K-201 .295 
3065 8.610 K-202 .250 
3066 10.110 K-203 .380 
3085 1.875 K-204 .380 
301579 9.360 K-205 .380 

K-206 .335 
873 .670 K-207 .295 
874 .535 K-952 .210 
875 .755 K-953 .252 
876 .450 SK-148/2 .419 
877 .400 WW-lWE 2.980 
878 .755 WW-2WE 3.400 
879 .580 WW-8 2.980 
8012 21.580 WW-15 4.240 
8014 25. 960 WW-16 4.690 



1 KEY ACCOUNTS BY TP.ADE CATEGORY (details in your folder) 

I'm sure you old-timers know all the most important accounts in your territory - 
whether you do business with them or whether you don't - and regardless of trade 
channel. However, we have quite a few new men and no doubt there will be more in 
the future as Imperial accelerates i.ts efforts to generate maximUtl'. sales from all 
the territories on a viable cost basis - who don't know who they are. 

It's an old tune and most of you heard it many times but it's none the less true, 
as a general rule of thumb, 80% of your volume comes, or should come, from 20% of 
your accounts. Check your IBM's - in some cases an even greater percentage will 
come from even fewer accounts. This obviously means that if your income is going 
to keep ahead of the continuing inflation of the 1970's yu must, more now than 
ever, redouble your efforts to either open up or increase your sales to these 
accounts. 

In your individual conference folders you will find the key accounts in your ter 
ritory listed by trade channel. Check them against your IBM. Develop your plan 
and then go get the business. Devote your time and your energies to where the 
fish are biting and if you need help run up the flag. We'll do our best to help 
if we can. 

i 
And let me add this thought, which though not new, is of-vital importance if you 
are to bring your key accounts up to potential: 

GUARD AGAINST OUT OF STOCK 

A recent survey has concluded the following two startling facts: 

1. :Modern sophisticated manufacturers keep "outs" to a maximum of 3i with 
their key accounts. 

2. The average manufacturers, even with their best accounts, allow 11outs11 

as high as 25%. 

To my knowledge, we have allowed 25% but have never approached 31.. 

So, here is a great opportunity for you to increase your key account volume other 
than by the obvious way of braodening existing lines and adding new ones. 

Out of stock means lost business you can never get back - So make it your bualness 
to make sure your key accounts are in stock at all times - It will make a big 
difference in your sales and compensation. 

I 
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FLOOR MERCHANDISER PROGRAM 

The MOD program has been one of L,perial's great success stories in recent years. 

Now it's time for ''MOD Phase II"! It's something you've been asking for for years - 

A Floor Display Merchandiser program, based on the same customized, "jobber's 
choice MOD philcsophy". 

Let's look at the basic floor display. It's got to be the most eye-catching yet 
practical merchandiser in its field. Just look at these exclusive features: 

• Clean, functional design - and solid as a rock. Just 24" wide X 54" high X 
17" deep. 

• Three separate display panels - one for each "line". Each behind domed 
unbreakable Plexiglas windows. 

• Serviced from the front, each display par.el has its own lock ~rt.th its backup 
stock right behind it. 

• Each display, with mounted display panels and appropriate price strips affixed, 
packed in individual shipper. 

• Complete backup stock for each assortment packed in single outer carton, with 
three inner cartons - one for each panel's backup stock. 

NOTE: Both display and backup stock cartons are prominently labeled for 
easy identification in warehouse (or stores) and both will be shipped 
together for all drop shipments. 

• Price strips are on the outside of the display for easy replacement, if 
necessary. 

Here are the four assortments featured with this spectacular display: 

FD-1 

268 PC. AL~-DIAMOND EDGE ASSORTMENT 

Developed specifically for the hardware dealer who is quality orientated in pocket 
knives and wants to sell a top quality cutlery line, DE Deluxe and DE (JM) 
pocket knives plus the 9 best selling DE kitchen knives. 

This is the complete Diamond Edge Floor Case that so many of you have been asking 
for. 

It contains panel C (these are the 10 knives from our MOD 3 Diamond Edge assortment), 
panel A (this contains the 8 pocket knives frou our DElOO assortment and the Mark 
Twain Barlow Knife), and panel F (this panel contains 9 cutlery items from our 
Diamond Edge Cutlery line). 

It should be a must at every key account hardware Dealer Show that you attend. 
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FD-2 

335 PC. POCKET & SHEATH KNIFE ASSORTMENT 

Here we have a good mix for the hardware and sporting goods wholesaler who carries 
our Jackmaster line, our Hammer Brand line, and our Imperial sheath knives. 

This assortment contains panel B {the 7 pocket knives from our Hammer Brand line, 
the 841RB, 846RB, 847RB, and the 836, which is the TL292 Workmaster Knife), panel 
E {15 Jackmaster pocket knives from our MOD 1 and MOD 2 assortments), and panel D 
{the 6 sheath knives from oq~ MOD SA assortment plus the 310DE, the HB9, and the 
819). 

:!m-3 

402 PC. PCCi<ET KNIFE AS~ORTMENT 

This assortment was developed for those dealers who can sell pocket knives but do 
not want to carry a lot of sheath knives. 

This assortment contaips panel B (the 7 pocket knives from the Hammer Brand line, 
t~e 841RB, 847RB, 846RB, and the 836, which is our TL292 Wor).onaster Knife), panel 
C (10 knives from our MOD 3 Diamond Edge assortment), and panel E (15 Jackmaster 
pocket knives from our MOD 1 and MOD 2 assortnents and there is only 1 sheath knife 
in this mix). 

FD-4 

383 PC. POCKET & SHEATH KNIFE ASSORTMENT 

The three best selling MOD displays have been the MOD 1, MOD 3, and MOD 5. 

This floor case contains panel C (10 kr..:tves from our MOD 3 Diamond Edge assortme1't), 
panel D {the 6 sheath knives from our MOD SA assortment plus the 310DE, the HB9, 
and the 819), and panel E {15 Jackmaster pocket kn:>~es from our MOD 1 and MOD 2 
assortments and include the 812 sheath knife which is not included in panel D). 

This should be one of the best selling assortments of the four cases available as 
more wholesalers have bought this combination of knives more so than the other 
canbinations offered. 

IMPORTANT: DO NOT OFFER ANY. CUSTOMER "SPECIAL" ASSORTMENTS. SELL ONLY THE FOUR 
VERSION'S OUTLINED ABOVE. SPECIAL ASSORTMENTS WOULD CAUSE UNACCEPT 
ABLE PROBLEMS AT THE FACTORY IN PACKING, BILLING, ETC. 

And, the pricing is "right" too. We've canvassed many potential customers, jobbers,. 
and chains. They all agree that the 40 and 10% discount, drop-shipment and pre-paid 
freight are OK. All readily agreed to "handle the paperwork" for 10%, especially 
when they will make the :egular full profit on reorders for years to come. 

All your custaners, both jobbers and chains, are to be sold the FD assortments at 
the above price and terms. Thus, just one Price List (I-173FD) will do the job. 

However, re-fill stock pricing will vary with the type of customer. So use Price 
List I-174J for jobbers refill stock information and I-174V for chains. Prices and 
minimum quantities are the same as for all other Imperial display case refills. 

- - _,. 
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You've got four separate full color catalog pages for the FD assortments. So you 
can give each customer sales literature just for the assortment(s) he decides to 
sell. 

If you know what pocket knife displays your wholesalers are buying, then you will 
know what floor case assortments to present to them and you have this information 
from your IBM read-out by customer and by item. If you don't use this information, 
your floor case sales will not hit the potential available from your territory. 

With proper presentation of the floor case program, you can have at least two of the 
four floor cases available at every show that you attend. 

We feel that of all the mixes available with the six panels that go into these floor 
cases, we have selected the four assortments that will sell best. 

Sell now for late January shipments. 

Dating - you can extend 90 days dating from the date of shipment on all FD assort 
ments. This should really make your wholesale selling that much easier as the 
jobber can extend this type of dating to his dealers, making it more attractive for 
the dealer to buy now and take advantage of the spring pocket and sheath knife and 
cutlery selling season. 



FLOOR DISPLAY CASE ASSORTMENTS 

@lmoer1a1 
POCKET & SPORTSMEN'S KNIVES 

PRICE LIST 
I-173FD 

Jan. 1, 1974 

Each of the following assortments comes with floor display. 

All knives of a pattern are packed in numbered shelf box. 

Each display, wit4 display knives mounted, shipped in individual carton. All 
back-up stock in separate carton. 

Asst. No, 

FD-1 -- 268 
asst. 
Knives 

FD-2 
'335 ... 
asst. 
Knives 

FD-3 .....- 
402 
asst. 
Knives 

FD-4 
388° 
asst. 
Knives 

Retail 
Contents Price - ~ 

Approx. 
Weight 

D.E. Deluxe Pocket Knives $941.44 
D.E. Pocket Knives 
D.E. Stainless Kitchen Cutlery 

$508.38 150 lbs. 

Jack-Master Pocket Knives 900,92 
Harmner Brand/Razor Blade 
Stainless Pocket Knives 
Sheath Knives 

486.50 170 lbs. 

Hammer Brand/Razor Blade 
Stainless Pocket Knives 
D.E. Pocket Knives 
Jack-Master Pocket Knives 

958.12 517 .38 160 lbs, 

D.E. Pocket Knives 
Jack-Master Pocket Knives 
Sheath Knives 

999.70 539.84 175 lbs. 

NOTE: See separate detailed price list for detailed 
information on re-fill open stock. 

NO SULSTITUTIONS WILL BE ACCEPTED IN ABOVE ASSORTMENTS. 

*Costs include drop shipments of individual assortments 
prepaid to any destination in Continental U.S.A. 

TERMS: 2% 10, Net 30 Days 

PRICES ARE SUBJECT TO CHANGE WITHOUT NOTICE 

Imperial Knlle .company, Inc. off/CE: 111s aRoAowAr. NEW von« N.Y. 10019/FAcroRY:'PRov10ENcE, R.1. 02ao3 



MOD SA 

The MODS has been replaced with our new MOD SA and the catalog page enclosed 
illustrates the changes we have made in this assortment to make it more saleable 
to the Hardware and Sporting Goods Trade. 

We have dropped the 838 Tungsten Carbide Sheath Knife and the 848 Sheath Knife 
and replaced these two numbers with the HBlO Woodsman Knife from the Hammer Brand 
line and the 309DE Sheath Knife from the Diamond Edge Deluxe line. 

If you will refer to your IBM read-out by customer and by item for the period ending 
September 30th, 1973, you have a complete record of who purchased the MOD 5 this year 
and last year. These are your immediate prospects for the new MOD 5A as the MOD 5 
display that is now in the hands of their dealers will be obsolete. 

You will also now have four sheath knives in this display that are comparable in list 
price to most of the sheath knives that were in the old Schrade Walden SW19 Display. 

This should really open the door for you to accounts that have been asking for a 
display of sheath knives in this price category. This should be a very strong 
selling point for the MOD SA and if you use it properly, you can sell more Imperial 
Sheath Knives in your territory than you have ever sold before. 

Sell now for January shipment. 

ITEM NO. SUGGESTED RETAIL JOBBER COST DESCRIPTION 

MOD SA $53.39 26-Pc. Sheath Knife 
Assortment Consisting of: 

$127.18 

7 each - 821 Stag Head Hunter @ $2.49 ea. 
5 each - 839 Fish Fillet @ 3.95 ea. 
4 each - HB-10 Slim Skinner @ 6.00 ea. 
4 each - H-15 Heavy Hunter @ 5.25 ea. 
3 each - 861 Kit Carson Skinner @ 7.50 ea. 
3 each - 309DE Hunter @ 7.50 ea. 

NEW VINYL SHEATHS 

Leather is increasingly hard to get and is prohibitively expensive. 

We are switching from leather to vinyl sheaths which will actually prove beneficial 
to the customer because it is mildew proof, longer lasting, won't crack or rot and is 
extremely resistant to excessive moisture. 

Details are: 

ITEM AVAILABILITY 

AR.H-70, DE-9, DE-10 (Tan) At Once 

FF-222SH (839) (Brown) At Once 

HB-8, HB-9, HB-10 (Black) December 1, 1973 

H-6, H-50 {Tan) January 1, 1974 



SILVER DAWN - CARVING SET & SALAD SFT 

Two of the "best values" in our tableware line that have not been recognized are 
these two fine quality sets. They compare favorably to the same type of sets 
selling for as much as $10.00 per set more. We simply have not gotten the results 
to date we should have. 

To change this, we have an outstanding promotion that represents an even greater 
value to the consumer - details are: 

Special Pack - 4 sets of an item w/free easel counter display card featuring these 
sets as follows: 

#2C/4 - Carving Set - Regular Retail: $14.95-Special Retail: $8.88 
Jobber Cost : $'F,OO;tscc (full 50% and 10%) 

/(Qc;.4-:S «r: 
#2S/4 - Salad Set - Regular Retail: $11.95-Special Retail: $7.77 

.Jobber Cost : $3 F9j'sct (full 50% and 10%) 
i'f- Oo /fS. SJ 

The easel counter card is a built in merchandiser, an essential to the success of 
any item - your customers will readily accept and use this. 

For the past four years, we have manufactured a carving set and salad set to match 
each of General Mills regular tableware patterns. They have promoted these as well 
as featuring them on a regular basis. They produce outstanding results and are 
considered to be an essential part of their overall tableware program. This customer 
reports that without question, they are responsible for increasing the sale of the 
regular tableware itself. We feel certain you can combine 24 and 50 piece sets in 
the Silver Dawn pattern for the same reason in your promotions. Don't forget the 
new better discount structure on sets (50% & 25%) as this can be a plus also. 

This is an ideal program for department stores, discounters, housewares & specialty 
stores. It is available in plenty of time to set up flyers or tabloid promotions 
for Mother's Day, June brides or other features. 

Go after your share of this business now. Don't forget this is____ru:u:.h_a fjrst and 
second quarter promotion. ......-- - 
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CASUALWARE FOR 1974 

I've just reread the original Casualware write-up in the November 1971 Sales Meeting 
Book - and the 1972 write-up as well. You should do the same. There's a lot of 
good "refresher" information in both. Two years ago·we embarked on a program that 
represented our greatest sales and profit potential and it still does! 

Where the job has been done right - where you, with proper Casualware knowledge and 
enthusiasm, have formed a "partnership" with distributors' salesmen and have worked 
their key retail accounts, substantial sales results have been generated. 

We're not so naive as to think it's an easy job - it sometimes means virtually doing 
the jobber's salesman's job for him. We recognize the frustrations because we're 
right in the middle of it with you. But we both do know that if the program is 
carefully explained to these salesmen and to the key people who sell Corning and 
Casualw are at re tail, "Casualw are momentum" can be accelerated. 

The other important key is the proper use of advertising funds. We have been most 
liberal and where you've utilized the available money and have tied· in Casualware 
with Corelle, substantial movement has resulted. 

Want some impressive Casualware facts? 

1. In 1972, our first full year of Casualware sales, shipments accounted for 
28% of our total Tableware business and an even higher percentage of our profits. 
I think you'll agree - a hot start. 

2. Through August 1973 Casualware shipments accounted for a little over 23% of 
our total Tableware business. In the face of: 

(a) A drop off in shipments to the oil industry. 

(b) An increase of regular stainless business • 

•••• and we've just started the usual heavy Fall shipments! We're doing alright, 
how about you? 

Let's be~ specific. 

New York City's largest Hardware Wholesaler, Mashack, have just completed their annual 
dealer show. It was a smash success - especially for Imperial and Casualware. Mel 
sold two and a half times as many sets of Casualware as he sold in 1972. And, 
remember, Mashack was one of our first Casualware distributors. They've had plenty 
of time to evaluate its movement. Not only were the sales of the regular 20-Pc. Sets 
great but Mashack moved twice as many Steak Sets as last year! Hostess Sets sold 
well too. 

A promotional program has proved a fine means of stimulating both distributors and 
dealers. The recent 20-Pc. Set Twin Pack Promotion was your most successful to date. 
Now you have a new one to "keep the ball rolling": 

TWIN PACK STEAK KNIFE SET PROMOTION 

May 6th - July 31st 1974 
Second Quarter 
$10.88 (Reg. $15.90) 
$4.90 (Re!. $6.80) - Full 

,~5Z{~~xp~~f a Color 

Retail Selling Dates: 
Sell To Distributors: 
Special Retail: 
Special Distributor Cost: 
Advertising Allowance: 
Case Pack: 

50/ 10% Discount 
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And you've got something new to increase "regular" Casualware sales too: 

A handsome new Casualware Counter Merchandiser which displays a 
5-Pc. Casualware Place Setting (supplied FREE) and a Corelle plate 
(furnished by distributor or dealer). This permanent display is 
made of heavy gauge molded plastic.with an eye-catching multicolor 
header card. 

1 
I 

This Merchandiser is free with the following NEW Casualware Set 
Assortment: 

ASSORTMENT 

Contains two 20-Pc. Sets of each of 4 colors - total 8 Sets 

PLUS: FREE COUNTER MERCHANDISER 
(Sets and Merchandiser packed in separate cartons) 

Distributor Cost: $68.00 Per Assortment ($8.50 per Set) 

NOTE: Although there is no advertising allowance available on this 
assortment, the distributor will accrue the usual per set advertising 
allowance on purchases o~ back-up-refill sets. 

And There's a "BONUS OFFER" for each distributor's salesman who does his job! 

"PHONE BUTLER" Telephone Self-Answering Attachment 
for each 15 #2000 Assortments sold. 

What a "natural" for every salesman! Here's a top quality, solidstate 
premium that's a bonafide $99.95 retail value. And, unlike the computer, 
it's a new item that hasn't been offered by everyone else. We'll 
automatically ship one PHONE B~T.~ER with each 15 #2000 Assortment 
ordered, IF orders specifically request them. It is up to each 
distributor to disburse them to his salesman as earned (Each PHONE 
BUTLER is packed in its own reshipable carton). 

FREE TELEPHONE CADDY FOR YOU 

The HB-21 Promotion turned out well and many of you now have a calculator 
at home. 

Certainly this Telephone Caddy is a welcome addition to most homes - 
especially for men who earn their money selling. 

You have the ground rules for the jobber salesmen - they have to sell 
15 #2000 Assortments (one deal) to earn a free Caddy. 

For you to earn a free Caddy (cost is $70.00) all you have to do is to 
sell 10 deals - so get ten jobber salesmen to go to work for you. 

For each 15 assortments (one denl) sold you will be credited for $7.00 - 
10 deals and you have a free Caddy. 

Let's see if we can't top our HB-21 Promotion! 

SELL TO DISTRIBUTORS: lST & 2ND QUARTER 

So, there you have it - a new dynamic program to help you expand and accelerate 
Casualware sales. 
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For maximum success you must follow through - "all the way". Just to place it with 
the distributor is only half the job: Then your real work starts. But if you persevere 
you'll reap maximum results from the greatest-potential line from Imperial. 



Did you ever want to be alone, undisturbed by the 
telephone? Have you ever missed an important call at 
home-or in your office-because you were out? Have 
you ever answered the phone only to be subjected to 
an aggressive salesman or bill collector? Have you 
ever been talking on one phone while the other one 
was ringing away? Did you ever want to leave a 
personal message or instructions for your children 
who came home to an empty house? Do you envy 
those who can afford a full-time answering service? 
Then you need the BSR-Metrotec Phone Butler. The 
complete home and office telephone answerer and 
message center. 

MODEL TA-1000 
ONLY -ss= 



EVERY FEATURE YOU COULD WANT YET SO SIMPLE TO USE. 

• Installs in seconds-just plug in and use. 
• Can be installed near phone, or anywhere 

7:1-~:.!. , else there is telephone wiring. 
'- ·:. •• '·' \ Speaker to playback recorded messages. 

~ 

Can be used as "electronic bulletin board" 
~ to leave messages for your family. ---~~t\----- Light indicates you are recording. 

_ -~=::....~~:---- ..... Supplied with answering tape recorded by 
_:... professional announcer which invites the 

caller to leave his name and number so you 
may return the call later. 

lit,~ ?.. • Built-in condenser microphone so you can 
record your own telephone answer, or leave 
a message for someone in your family. 
Simple, fool-proof, pushbutton controls for 
all functions. 

• High quality, ultra-reliable, cassette 
mechanism. 

• Answers after third ring ( or fourth or fifth if 
you prefer). 

• Unit need never be turned off. 
• Records up to 30 messages on a single 
cassette. 

• Automatic level control for both 
microphone and telephone recording. 

Never miss an important 
message, whether you're 
away for a weekend, out 
on the town for the 
evening, or just in the 
backyard. Never worry 
about children or 
household help forgetting 
to give you a message. 

Screen incoming calls. 
Monitor through phone 
while caller talks to the 
tape. Lets you hear who's 
calling before you speak. 
Callers don't know if you 
were home all along or 
just came in while they 
were taping you a 
message. 

Family message center 
feature makes it easy to 
record messages for other 
members of the family. 
No more magnets holding 
notes on the refrigerator. 
And great for young 
children who can't read. 

• AC operated, no batteries to wear out. 
• Complies with all applicable telephone 
company regulations. 

• Can be used with or without a telephone 
company coupler. 

• Can be used with both standard and 
multiple line business phones. 

• UL approved. 
• Uses computer-type logic circuits to 
answer phone-not moving parts. 

• Measures a compact 9"Wx1011Dx2%11H, 
ideal for home use. 



LA COUTELLERIE CUTLERY SET 

Man learned to cut before he learned to make fire, and he's been striving to 
improve cutting implements ever since. 

Even today, knives are chosen primarily for their sharpness and functional 
design. 

We believe there's a great opportunity to vastly increase our cutlery business 
by combining this long-sought desire for sharpness and functional design with 
fashion. 

Both surveys and actual sales of other kitchen/dining table implements dra 
matically prove that colorful, decorative items are what Mrs. Consumer wants 
today. (E~amples: Corning's Corelle, Spice O'Life, ••• etc.) 

Your sparkling, exciting new LA COUTELLERIE cutlery set was designed to hit 
this "target" squarely ••• it is sharp, functional and beautiful! 

When Ca~ualware was introduced, we discovered that the right product offered 
at the right time can generate great sales success. 

We believe LA COUTELLERIE offers even a broader potential appeal; since 
everyone needs fine knives, whereas the same wasn't true of colored tableware. 
If you don't believe this, just look through the cutlery drawers in kitchens 
of your most prosperous friends! 

LA COUTELLERIE coordinates with Corning's Spice O'Life just like Casualware 
coordinates with Corelle. And, Spice O'Life is the best-selling line of its 
type in Corning's line - and one of the most expensive! Need we say more? 

Your Merchandising Program for LA COUTELLERIE out does even the Casualware 
offerings. 

THE KNIVES 

Each knife is crafted of the finest high carbon stainless steel stock with 
Molybdenum added for remarkable edge retention qualities - we call it 
"MOLYBDENUM PLUS". 

Blades are "professional-gauge", each just the right thickness for .its job. 

Each is precision ground and feature a "double-header" grind you'll only find 
elsewhere on the most expensive hand-made cutlery. 

Handles are molded of DURAPLEX III, a sophisticated new plastic that is truly 
dishwasher-safe - no fading, no cracks. And notice the shape. Sleek, modern 
and comfortable! 

Over-size pure nickel silver rivets, of course. 



COMPETITION 

There is none that we know of. Other makers offer knife sets with holes in 
the blade and strictly functional racks. No one coordinated with cookware, 
and no one offers the fashion concept that we do. From a quality standpoint, 
the closest competition is Mac, who sells 4 knives and rack for $20. 

WHERE TO SELL 

LA COUTELLERIE is designed to sell with Corningware Spice O'Life cookware. 
It should be displayed with Spice O'Life to maximize sales. 

For these reasons, we are distributing LA COUTELLERIE only through Corningware 
(Corelle) distributors since they are so familiar with the sales and display 
techniques and the success of Spice O'Life. 

We also believe by adding LA COUTELLERIE to Casualware, you'll become even 
more important to these distributors who, we believe to be the best housewares 
distributors in the country. 

PRICING 

A six-piece set (5 knives and holder) retails for $24.95. The attached price 
sheet shows all the details. 

PLEASE NOTE: 

A. At a jobber cost of $9.36 per set, a jobber makes substantially more 
profit than on Spice O'Life. 

B. At 50 and 25 off list, a jobber can even sell department stores (who 
usually buy direct at 50% off plus advertising) and give them their usual 
diacourit'..and:adver~isi~g and also service and freight. 

C. Imperial will accrue $.50 per set for LA COUTELLERIE. It is NOT to be 
deducted from invoice. We will pay all advertising bills submitted up 
to a maximum of $.50 for each set purchased providing: 

(1) We receive an invoice and tear sheet. 
(2) The ad shows the Imperial trademark and the LA COUTELLERIE 

trademark. 

D. The jobber may use his accrual as he sees fit. Example - Jobber "A" 
buys 1,000 sets, and we therefore are holding $500. ($.50 x 1,000). 
He may have a key department store that only bought 200 sets, but if 
he wants to use all his ad dollars for that account, that's O.K. 



"SHOW~]'F" SAFETY HOLDER 

Truly outstanding and completely unique. Other lines hang knives blade-up on 
racks. But compare the racks! The "SHOW-OFF" combines true function with 
rare beauty. It alone affords a good reason to buy LA COUTELLERIE! 

It's injection molded for perfect finish and strength. The full-color decal 
adds a crowning colorful touch that makes the "SHOW-OFF" truly a "decorator 
touch" of any kitchen or pantry. 

The snow-white color means it compliments or coordinates with any background 
color. It looks perfect against natural wood, tile or Formica surfaces. 

Easy to affix to the wall too. For wood backgrounds, screws included with 
the set. Can be used for other surfaces. Just peel off self-stick tape cover 
ing on back and press against the wall. No need to permanently mar walls with 
screw holes. 

PACKAGING/DISPLAY 

We think you'll agree that the packaging is the best Imperial has ever de 
veloped. It had to be to match what goes in it! We've utilized the best 
full-color photography available to give this package the "class" look that 
LA COUTELLERIE deserves. 

But there's more. While each set is shrink-packed to assure factory fresh 
in-store condition, each package can function as its own individual display 
too! Clerk simply removes the shrink-wrap, swings open the cover and stands 
the completely packaged set vertically on the counter. 

You'll note the inside package cover doubles as an impressive counter "sign", 
highlighting all LA COUTELLERIE'S features. The actual set is now on full 
display with prospective customers able to touch both knives and rack. Yet 
neither can fall out accidentally and blade edges are protected by the plastic 
tray at back. And, the display set remains saleable, after it's served its 
purpose. 

PRINTED SALES AIDS. 

Handsome brochure is enclosed with each set. It not only points out the 
quality features of LA COUTELLERIE but spells out the Two Year Replacement 
Guarantee (see below for details). 

The full color catalog page exemplifies the same excellent photography and 
printing that the packaging does. (LA COUTELLERIE goes first class all the 
way!) 

TWO YEAR REPLACEMENT GUARANTEE 

The same straightforward guarantee as we offer on Casualware. No ifs, ands 
or buts. Any defective·knife will be replaced free of charge, including re 
turn postage, upon submis~ion of defective piece and replacement form directly 
to Providence. 



HOW TO SELL 

Your LA COUTELLERIE Sales Kit contains all the material necessary to make 
your sale. 

Instill suspense and drama in your presentation - it will pay off. 

Show the Spice O'Life catalog page and remind your distributor of the re 
markable acceptance of this style and color of cookware. 

Emphasize the fashion aspect of LA COUTELLERIE and emphasize the opportunity 
for increased cutlery sales by lmperial's combining fashion with the promise 
of function. 

Point out the unique blade styles and explain them. 

Emphasize the quality of blade material and the advantage of the added 
Molybdenum. 

Point out the quality of blade finish and how it differs from knives gener 
ally on this market. 

Emphasize the quality feature of the Duraplex III handle material and the 
dishwasher-safe capabilities of it. 

Emphasize the uniqueness of the package and the special guarantee that ap 
plies to LA COUTELLERIE. 

We believe that LA COUTELLERIE will be an even better selling item for us 
than Casualware, and be even easier to sell because: 

(1) La Coutellerie has the strong association with a winner -- 
Oorning's Spice O'Life. 

(2) La Coutellerie must be considered reasonable in price when com 
pared with other quality cutlery sets on the market. 

(3) Improved margins make it easier for jobbers to sell to direct buy 
ing department stores. 

(4) La Coutellerie is more unique as a cutlery product than Casualware 
was as a tableware product. 



TO: Martin F. Zorn 
DATE: 

October 16, 1973 

FROM: Mark L. Gardiner 
SUBJECT: 

Cotter Fall Market 

Dear Mr. Zorn: 

I'm sure you're interested in knowing what my reactions were at the 
recent Cotter Show, especially concerning our new cutlery set, La Coutellerie. 
The overall reaction to the set was favorable and I will list below what I 
feel are the major selling points: 

1. The definite tie in with Corning Spice of Life along with the 
assurance that the set is dish washer safe and comeswith a 2 
year replacement guarantee. 

2. The overall packaging including the shrink wrapped gift box and the 
holder packed in the box along with the brochure describing the use 
of the 5 knives and also giving the guarantee. 

3. The composition of both the blades and the handles and the explanation 
of the fine cutting edge. 

As I had previously told you the set was well received, especially by the 
women and an aspect that impressed the men the most was the explanation of how 
we edge each individual blade like a fine pocket knife. I do feel, however, that 
my presentation would have been greatly ehhanced if I had been able to show a 
completely finished set along with packaging and catalog pages. I found that I 
spent a good portion of my time telling the prospective dealer how the set was 
goiing to look rather than explaining the best points. 

Casualware was again a well thought of and popular item, primarily because 
of the tie in with Corelle and the red tag Spring/Summer broadside promotion. 
There were numerous dealers that had never had it in their line before and that 
were going to put it in, and there were only a few dea!ers that had it and had 
trouble selling it. Let me point out, however, that these dealers were going to 
keep it in their line and that a few of them thought that it was just a matter of 
time before it caught on. 

There were many compliments given on the Wildcat Skinner and Pro-Guide Knives 
and as usual the Schrade Walden Old Timers were in demand. 

Over all, my secon.d Cotter October market was very satisfying in that our 
total line was handled by most of the dealers and was complimented by same. And, 
I wish to hell I had that account. Any questions, please advise. 

MLG:bdk 

Best personal regards, Mar:ft:~ 
IC-671-10M-10-6' 
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HOUSEHOLD CUTLERY 

PRICE LIST 

6-PIECE 

LA COUTELLERIE CUTLERY SET 

NO. 4006 

Suggested Retail - $24.95 per set 

LJistributor's Cost - $ 9.36 per set 

Distributor's Discount - 50 and 25% 

Case Pack/Weight - 3 sets/7 ,0 lbs. 

Each set packaged in combination 
gift box/displayer 

ADVERTISING ALLOWANCE 

An advertising allowance accrual of 50¢ per set will 
be paid upon submission of tear sheet and invoice 
providing Imperial and La Coutellerie logos are 
used in ad. 

TERMS: 2% 10, Net 30 Days 

Full Freight Allowed in shipments of 150 lbs. or 
more within Continental U.S.A. 

Prices are subject to change without notice. 

1moar1a1 Knife comoanr, Inc. 0FF1CE: 1116 aRoAowAr. NEw roRI( N.Y. 10019/rAcroRY,PRov10ENCE. R.1. 02903 



DISCONTINUED ITEMS 

IMPERIAL POCKET KNIVES 

TC-6 (838) 

650 Yello:, and Pearl (keep Staglon only) 

653 Yellow and Pearl (keep Staglon only) 

N-785 Assortment (replaced by Assortment 785 using "crown" shields) 

N-1499 Assortment (replaced by Assortment 901 with all Staglon handles) 

15687-4 Assortment (replaced by 15687 all Staglon handles) 

IK-50 (previously announced) 

IMPERIAL CUTLERY & GADGETS 

H-192 

K-149 

K-173 

IMPERIAL STAINLESS TABLEWARE 

Verano 2-Pc. Salad Serving Sets 

Espana 2-Pc. Salad Serving Sets 

Startime(previously announced) 



SChI{ADE'S l;ff.TY iiOZl:.N FOk 1974 ~ 

H,1;116. A f-j-APPYf~c\ 
{ 1..-l-\ 

Our vledge to continue to make th~ World's Finest knives. 1) 

2) Plans are to increase national advertising, concentratino more on 
consumer raagaz Lne s , and using trade pubs for so to speak "Show 
Issues". 

3) '.!.'he new Loveless Lunter, custom made and exclusive. \r1e hope to 
have samples ava.i Lao l e in February. 

4) we are soft peddling slow moving patterns in order to produce more 
of the best sellers. 

S) Optimism for '74 for Schrade makes it necessary to limit the 
opening of new accounts, until we can better serve present loyal 
distributors. 

6) Advertisinr Specialty Jobbers again must be limited to a few 
select accounts. 

7) The following patterns to be phased out due to the slow sales 
over tt.e past 5 years. These are: 

t1o. 974 Ho. 861 
i'.lo. UL98 !io. 196 
Ho. UL55 lfo. 304 
iso , 735 No. 209 

8) Rep Lac Lng 410'i', with t lie new Sharp Finger 1520T on the Old Timer 
visplay, forruerly No. 570T. A new number to be assigned. 

Y) A re-vamp of 68uT, eliminating the sheaths on the panel, but in 
creasing the number of patterns. Details to follow. 

10) SS700, now made with an ivory delrin handle, unbreakable, easily 
"stampai.,le" and a big plus. 

11) Somettling really outstanding in a quality Old Timer Pocket Knife - 
it's a IJOW! 

12) An additional advertising appropriation to promote the "Bench 
hark 49ers". 



RACK JOBBERS, GROCERY JOBBERS & SUPERMARKET CHAINS 

In a recent survey of Food Retailer Buyers the question was asked if general 
merchandise manufacturers have knowledgeable and informed people to help them - over 
41% said no! The successful salesman to the Food Field is going to be the one who 
is capable of answering the following: 

"Tell us the whys of the item." 

"Has the consumer accepted the item?" 

"What are the introductory plans?" 

"What are the merchandising plans?" 

•• What are the recommendations on distribution?" 

Think about these and I am sure that you will all come to the conclusion that what 
the buyer is looking for is the right amount of knowledge, prepared properly and then 
presented to him so that he and/or his buying committee can arrive at a decision. 

How can you do this? 

A. Use some innovation in your selling - get away from the everyday "out of the bag 
handling of samples". If you realize the time this takes, both yours and the buyers, 
you will realize that it is not only being wasted but it is the opportunity for both 
of you to lose the train of thought and possibly the sale. We have told you many 

.-.... times of the success we have had by mounting samples on attractive posterboard. It 
makes them readily available and also the attractiveness of the display adds to the 
appeal of the product itself. Ed Clark made a presentation on Worksavers, mounting 
them on a board on which he had previously mounted brick wallpaper to give the effect 
of the Worksavers on the kitchen wall itself. The buyer's comment was, "Not every 
body has brick wallpaper but I'll buy 150 deals.11• If the buyer had wanted this 
presentation for a meeting it could have been left and picked up later for use else 
where and you can do the same thing. 

B. Follow through on your sales - buyers are all busy. For example, price changes 
this year drove them all crazy because with each change multiple steps were required 
to pass this along to all of their customers as well as their need to report all of 
this to the Government. The buyer needs to rely on you to check his store displays, 
to get an "in-store feeling on sales", and then to bring this back to him. Even 
with a computer many repeat sales are being lost because the buyer does not know what 
the product is actually doing nor has he the time to find out. At the start, be sure 
you push a buyer to check his computer figures because information on movement has 
to be there. Your store checks then can be made to verify or to correct this 
impression. Get away from the inclination to accept a "busy brush-off" as it is 
doing you or your customer no good. Don't forget, in most areas, stores are open 
at night and you can learn more in checking a few stores of the same chain many 
times than sitting across the buyer's desk. He can say, "We are solid Ekco." and 
then you find out he is not. He has no tools, he has no tinware, and this gives you 
a loophole to work on. When was the last time you checked a prospect's competitive 
status? 

C. With many we consider to be good Imperial customers we find little consistency 
in distribution. Where you see it report it and get the buyer to do something about 
it. A dozen Parers in 500 stores is better than half that number and in many cases 
it is only because the buyer is now aware some stores do not carry the whole line. 
On presentation - don't over-present each visit but hit hard with a product or 



promotion each time. You will gradually build up not only an image of breadth of line 
iµid program and also an image that you are a salesman there not to waste his time but 
to help him. Personalization is still a key - don't drop a contact when a buyer is 
~romoted or when you need support to sell a slow moving buyer. Keep in touch with 
people as they move up the ladder and waen you see them don't talk about golf when you 
have just come from a buyer's office with a major problem. Discuss the problem with 
the boss. They want to know what these are as much es you do. Selling your customerv~ 
customers is still effective, :i.n fact, our experience with Casualware brought this 
~ore clearly into all of our r:.inds. Here proper preparation and presentation is 
tmportant more than ever. You must etialyze what has to be done a:'.ld then do it. 
,; 

There is one factor that is becoming a definite necessity and that is information on 
waster carton - cube dimensions and to assist you we are attaching this information 
pn all Housewares' products. With modern warehouse operation this fact is a necessity 
"1:0 determine space requirements on any product. We are sure that you will find this 
,~ requirement from now on on most "new item forms". With your price list, catalog 
page, and this information you have all the facto you need to properly complete these 
on the spot. Again, with this and samples you can move much faster toward reaching a 
dec Lsaon , 

Without question a major problem this year waa the inability of our customers to get 
a true feeling on what they were doing ,-rith our new products. The above procedure 
will help greatly to avoid this. We know our new pt'oducts sold where we could get 
reports on them. A major grocery jobber in the Northeast ran a J-hook Prepack on 
5 Worksaver items and reported to us a sell-out in 10 days. He repeated two items 
along with some Kitchen Companion iten3 imnediately and then placed a reorder for the 
original prepack again. This was all accomplished in a period of less than three 
months. If he can do it so can all our custo~ers. 

The same is true of the Grand Opener. Early sales reports on our Display Shipper 
Promotion are excellent. We have additional quantities of this promotion and we are 
going to sell them not only to the Food Field but elsewhere. One item displays are 
becoming more popular everywhere end we just have to push stronger to sell this unit. 
How many customers did you actually show the set up display to? Our catalog page is 
great but not as effective as the display itcclf. This is the most attractive "self 
selling" display of its type we h.:1ve ever h::1.d. 

Pocket Knives in 1973 showed a remarkable increase (96% thru 8/31/73) and we see no 
reason why this cannot continue. Part of this is thro~gh R.S.A. Members, a new 
type customer for most of you. We are going to continue to spread our success here 
by working closely with their principals as well as field sales personnel. 
Convenience Stores and Drug Stores are the major outlets for R.S.A. Members and where 
a sale can be accomplished through a R.S.A. Member, his "service" can't help but 
produce plus volume. R.S.A. Members, however, do not cover 11all potential accounts" 
as many buy direct. The huge 7-11 (Southland Corp.) has "switched" to direct buying 
and others will follow. Other food chains are opening convenience store operations 
as a separate effort from their supermarket outlets. Bud Salasky wrote an order 
initially for 50 such stores on the MOD-1 and has since received a refill reorder for 
$6,500 with another 50 MOD-ls. He expects to receive another order in 30 days for 
110 additional MOD-ls and naturally more refills. Are you getting this business in 
your territory? 

These products together with Veri-Sharp, Granny, Kitchen Companion Gadgets, and 
Tableware, still give you a total merchandise presentation to the Food Field that is 
extremely attractive. Sales on these products are up also. Promotions for the 
January Shows follow in this section and again you will note we have an excellent 
selection of extra values to support your effort. We will also continue our 
participation in the ARHI and GMDC Trace Organizations as well. Prior to each 



convention you will be contacted so that any matters of importance you want to bring 
to our attention can be discussed with Members in your territory. 

In 1974 close the gap in selling your Food Trade customers. Talking in their language 
will do this. Are you ready to start talking? 



D) ADDITIONAL OPEN STOCK SHOW SPECIALS ARE: 

1. THE GRAND OPENER 

Purchase 72 - 240 Dozen 
Regular Jobber Cost Less 5% 

Purchase 240 Dozen or More 
Regular Jobber Cost Less 10% 

2 • l-JORKSAVERS 

Purchase 72 - 144 Dozen of an item 
Regular Jobber Cost Less 5%', 

Purchase 144 Dozen or More of an item 
Regular Jobber Cost Less 10% 

3. KITCHEN COMPANION GADGETS (Limited to the same 12 items as in 
the J-hook Prepack Assortment Special) 

Purchase 72 - 144 Dozen of an item 
Regular Jobber Cost Less 5% 

Purchase 144 Dozen or More of an item 
Regular Jobber Cost Less 10% 

All Show Specials are limited to one order per customer. Specials A, B, and C 
terminate March 31, 1974 with shipment by April 30, 1974. Special D terminates 
January 31, 1974 (orders on Special D must specify "At Once" shipment). 



CUBE DU1ENSIONS - IMPERIAL HOUSEWARES 

!TEN NO. CU. FT. ITEM NO. CU. FT. 

873 .7 K-151 .8 

874 .8 K-154 .8 

875 .5 K-155 .8 

876 .8 K-156/2 1.2 

877 .4 K-157 .9 

878 .5 K-158 .8 

879 .5 K-160 .8 

8012 • 71 K-161 .8 

8014 1.02 K-162 .8 

K-198 1.6 K-167 .8 

K-199 1.6 K-168 .8 

K-200 1.6 K-169 .8 

K-201 1.6 K-170/71 1. 2 

K-202 1.6 K-172 .9 

K-203 1.6 K-180 2.2 

K-204 1.6 324 .5 

K-205 1.6 K-952 .9 

K-206 1.6 K-953 .9 

K-207 1.6 K-194 1.56 

KG-5 .73 K-195 1.56 

SK-148/2 2.0 K-196 " .o 

K-150 .9 K-197 .9 



ITEM NO. CU. FT. ITEM NO. CU. FT. 

3002 .2 WW-lWE .62 . 
3065 1.0 WW-2WE .62 

3066 1.0 WW-8 .62 

3056 .4 WW-15 1.12 

3057 .7 WW-16 1.12 

3059 1.0 A081 1.19 

301579 3~0 A083 1.19 

3024 .4 224 .5 

3052 .4 230C .476 

3020 .4 .1GOWE .5 

3031 .4 229 .758 

3029 .4 214 • 710 

3022 1.48 222 .8 

3027 l .Li8 227 .8 

3028WE 1.4 228 .8 

3032 1.48 232 .8 

3039 1.48 239 • 7 

3085 1.48 WW-60PB .856 

TABLEWARE SETS TABLEWARE OPEN STOCK 

24-Pc. All Six Packs .8 T.W. Op_en Stock Carded .657 

50-Pc. All Six Packs .94 Teaspoon, Salad Fork, Fork, 

80-Pc. Individual Pack .6 Dessert S£oon Bulk .167 

Knife, Se~rvin.B_ Spoon BuH .258 



HOUSEWARES FOR THE MASS MERCHANDISER 

In the past 8 years we at Imperial have been coming up with new and better ways 
of expanding our business with the Mass Merchandisers. 

During 1973 we have made a big in-road through "Feeder Jobbers". These "Feeder 
Jobbers" or "Service Jobbers", as some continue to call them, can really do the 
job for us. They not only set up displays, pre-ticket merchandise, but on a 
regular basis inventory and write orders at the store level. The in-stock 
position afforded by this type of service means more retai1. sales. The Mass 
Merchandisers are looking more and more to this method of distribution for it 
not only means "in-stock" but faster turnover, less investment in inventories, 
and in the long run more profits. For you, the Imperial salesman, it means fewer 
detail calls and more concentration of efforts on key accounts. 

With this in mind we developed the new ATC-1 Program for 1974. Details were 
released to you in July. The flexibility of this set-up makes it most desirable. 
For even the smallest store can use it in part. This program is a proven program, 
for it has been used in hund~eds of stores by both Halmar Distributors and 
Federal Wholesale. Their sales of Tableware Sets run into a good figure each 
year. This with thousands of pieces of open stock Tableware gives them some real 
dollar volume, and resulting in nice profits. Up to this point they have had 
only the A723 Gondolas and Adapt-0-Racks for their displays, but now with this 
new set-up they are expanding and we are sure that 1974 will bring even better 
results. 

This program is outlined in detail on the following pages along with price lists, 
ett. 



PROGRAM FOR MASS MERCHANDISERS 

Many national and regional chains have found that present warehouse operations 
just can't afford the servicing their stores must have for maximum turn-over. 
The "Feeder Jobber" is more and more taking over this function. He gives the 
chain the extra servicing necessary to assure fresh, saleable goods that's 
always "in stock" and properly displayed. 

Your new Tableware/Cutlery Programs are aimed squarely to fill this need. They 
cover "all the bases", from a complete 9' display assortment of all lines to 
individual "Adapt-0-Rack" Assortments that let the jobber tailor-make his own 
display for each store. 

Even more importantly, your new program is profitable both for Feeder Jobber and 
store. In addition to the regular jobber discount, it offers the following extra 
profit features: 

Volume Incentive Plan - up to 5% bonus at year-end 

Large User Pricing - up to 7% extra discount 

The attached catalog page and price lists spell out all the details. Let me 
point out the new features of the various assortments. 

ASST. ATC-1 - the complete program. Tableware, Cutlery and Gadgets in just 
9 feet of pegboard space. And note the low regular retail 

,,--.. price - $1263.32 That makes it easy for the store to start and 
means frequent re-orders for the Feeder Jobber. 

Please note that this assortment has been designed to include 
only the best-selling items in all lines. You should make every 
effort to sell it "as is". However, if substitutions are 
absolutely necessary, they may be made. Order by regular Asst. 
No. ATC-1 and then list substitutions underneath. 

ASST. A724 - new pegboard wire display assortment of Standard patte~ 24-Pc. 
Tableware Sets and Open Stock. 

ASST. A725 - as above but with Custom patterns. 

ASST. A723 - revised gondola assortment replaces Luxury 50-Pc. Sets with 
faster-selling Custom pattern 50-Pc. Sets. (Please allow 
6-8 weeks for shipment of this assortment only.) 

ASST. A085 - new Adapt-0-Rack Assortment of Diamond Edge Stainless Steak and 
Cutlery Sets. 

PRICE LISTS - Enclosed are separate retail price lists for the ATC-1 and A723 
Assortments, plus a jobber price list showing all available 
assortments. Here also is a new retail price list that shows the 
entire TW, KK and Gadget lines on one sheet, with the exception 
of assortments. It can be used by jobbers in making presentations 
to their customers and should also be useful to you at dealer 
shows, etc. 

You will note that all the other "Adapt-0-Rack" TW and KK assortments are still 
available. That means your jobber can still "customize" assortments for smaller 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~-- -~~ ~~ ~ ~~ 



stores as he sees fit. 

We expect you to give prime emphasis to selling this program to the Feeder Jobber. 
Here lies your greatest potential for high-volume sales and best tum-over. Better 
stores servicing will always result in better sales. 

However, there may be a few chains in your territory who still insist on buying 
directly. You are of course free to solicit this business directly. 

FEATURES OF THE 1974 PROGRAM 

1. Flexibility - Use 4-10 feet of space 

2. Open Stock Tableware for added sales 

3. Complete program featuring Tableware, Cutlery and Gadgets 

4. Good, Best and Better program in Both Tableware and Cutlery 

5. Unique ''self-selection" vertical displays 

6. Packaging "color-coded" by price point for visual trade-up 

7. Small inventory for fast turnovers 

8. Price/number strips on displays 

9. All Tableware Sets shrinked wrapped 

10. Carded Open Stock - prepriced and color-coded to match packaged sets 
in each line 

11. Still available - Big selling point - Open Stock availability with in 
package direct order form 

12. 24-Piece Sets - Service for 6 

13. Full profits - no charge for displays 

14. Small reorder units (Tableware Sets packed only 6's) 

COI:1PETITION 

1. Open Stock not available on most patterns 

2. Bulky space consuming displays 

3. 24-Pc. Sets - mostly service for 4 

4. No tie-in between open stock cutlery and sets 

5. Usually offer secondary lines 

6. Imports - no continuity on patterns 



SELF-SERVICE 

@Imperial 

STAINLESS TABLEWARE/CUTLERY 

STAINLESS TABLEWARE 

PRICE LIST 
TC73-J 

July 1, 1973 

DISPLAY ASSORTMENTS 

Asst. No. Descri.2tion 
Retail 
~ 

ATC-1 Combo Tableware/Cutlery 
(sets and open stock) 

$1263.82 $568.72 

A723 Tableware floor display 
(sets and open stock) 

1328.16 664.08 

A724 Tableware Pegboard display 
(24-pc. sets & open stock) 
Standard patterns 

121.84 54.83 

A725 Tableware Pegboard display 
(24-pc. sets & open stock) 
Custom patterns 

156.64 70.49 

A081 Cutlery Set Pegboard display 
(4 ea. WWl and WW2WE steak sets) 

59.60 26.82 

A083 Cutlery Set Pegboard display 
(4 ea. WWS and WW15 cutlery sets) 

67.60 30.42 

A085 Cutlery Set Pegboard display 
(4 ea. 3056 & 3057 steak sets) 

123.60 46.35 

8012 

Cutlery Open Stock P/B display 
(60 asst. Veri-Sharp knives) 

Cutlery Open Stock P/B display 
(36 asst. Granny's knives) 

67.20 30.24 WW60PB 

47.94 21.58 

NOTE: See Price Lists TW-173J and KK-173J for individual open 
stock refill prices. 

FULL FREIGHT ALLOWED on shipments of 150 lbs. or more in 
continental U.S.A. 

TERMS: 2% 10, net 30 days. FOB Providence, R. I. 

P~ices are subject to change without notice 

1mner1a1 Knife company, Inc. oH1cE: ,11s sRoAowAY, NEw YORK, sr. 100!9/FAcroRY,PRov10ENcE, R.1. 02903 



STAINLESS TABLEWARE STAINLESS TABLEWARE 

PRICE LIST 
.TC73-ATC-l'R 
~eptember 17, 1973 

SELF-SERVICE 
STAINLESS TABLEWARE/CUTLERY 
DISPLAY ASSORTMENT ATC-1 

@1moer1a1 
Sets: 
4 ea. of two 24-pc. Standard sets@$ 9.95 ea. 
4 ea. of two 50-pc. Standard sets@ 19.95 1; 

4 ea. of two 24-pc. Custom sets @ 12.95 ~ ~ 

4 ea. of one 50-pc. Custom sets @ 24.95 
28 Sets Total $442.60 

Carded Open Stock: Standard Custom 
Patterns Patterns 

36 ea. teaspoons $.29 ea. $.39 ea. 
12 ea. table knives • 79 " .99 II 

12 ea. dinner forks • 39 II • 49 " 
12 ea. salad forks • 39 11 .49 ff 

12 ea. soup spoons • 39 !I .49 II 

12 ea. serv. spoons .59 " .69 II 

12 ea. tall drink • 39 II .49 " 
spoons 216 pieces Total $103.44 

TOTAL STAINLESS TABLEWARE $546.04 

STAINLESS CUTLERY 
Sets: 
1 Asst. A081 (4 ea. V-S WWl & WW2WE) $ 59.60 
1 Asst. A083 (4 ea. V-S WW8 & WW15) 67.60 
1 Asst. A085 (4 ea. DE3056 & 3057) 123.60 

24 Sets Total $250.80 

Carded Open Stock: 
1 Asst. 8012 (Granny Knives) $ 47.94 
l Asst. WW60PB (Veri-Sharp Knives) 67.20 
9 ea. 3024 (DE parer) 1.50 
9 ea. 3020 (DE utility/steak) 2.00 
9 ea. 3029 (DE sandwich knife) 3.00 
9 ea. 3039 (DE butcher knife) 4.50 
9 ea. 3085 (DE 9" roast slicer) 5.00 

141 Pieces 144.00 $259.14 
TOTAL STAINLESS CUTLERY $509.94 

STAINLESS GADGETS - All Carded Open Stock 
12 each of the following ''Work-Saver" gadgets with two 5-prong 
wire pegboard organizer displays: 
K-198, K-199, K-200, K-201, K-202, K-203, K-204, K-205, K-206 and K-207 

$ ~7.60 
12 each of the following "Kitchen Companion" gadgets: 
SK-148/2, K-150, K-154, K-155, K-158, K-160, K-168, K-170/1, K-180, K-197 and K-953 

·; $119.64 
252 pieces TOTAL STAINLESS GADGETS $207.24 

TOTAL RETAIL ASSORTMENT ATC-1 $1,263.22 

1moer1a1 Knile comoanv, Inc. 0FF1CE .. 111s BROADWAY, NEw ros« N.Y. 10019/FAcroRr .. ·PRovioENCE, R.1. 02903 



SELF-SERVICE FLOOR DISPLAY 
DISPLAY ASST. A723 

®lmoer1a1 

STAINLESS TABLEWARE SETS & OPEN STOCK 

STAINLESS TABLEWARE 

PRICE LIST 
TW73-A723R 

July 1, 1973 

Permanent floor display is offered with the following assortment of stainless 
tableware sets and open stock: 

6 of EACH of the following 6 of EACH of the following 
50-:ec. sets 24-pc. sets 

Luxury pattern tlA"@ $29.95 ea. Custom pattern 11C"@ $12.95 ea. 
fl II "B" ti " II ii t1011 II II 

Custom II t1C"@ $24.95 " Standard II "E11@ $ 9.95 II 

" II "D" II " " •• t1p11 II Ii 

Standard ti 11E11@ $19.95 II 

II II "F" " II 

60 SETS ••••••••••• TOTAL ••••••••••• RETAIL $1173.00 

Following open stock quantities to be ordered in BOTH one Custom and one Standard 
pattern of your choice: 

Pre-priced Retails 
Custom Standard 
pattern 2attern 

54 each - teaspoons .39 .29 
18 II - soup spoons .49 .39 
18 II - serving spoons .69 .59 
18 II - dinner forks .49 .39 
18 II - salad forks .49 .39 
18 II - table knives .99 .79 
18 II - tall drink spoons .49 .39 

324 PIECES ••••••••• TOTAL ••••••••••• RETAIL $155.16 

GRAND TOTAL RETAIL - $1328.16 

HOW TO ORDER: Write "ASST. A723" and list patterns desired in BOTH sets and 
open stock. 

Pattern Availability: Luxury 
Espana 
Verano 

Custom 
11arita 
Del rose 
Sea swept 
Startime 

Standard 
Early Rose 
Spanish Classic 
Falcon 

Weight per Asst. - approx. 350 lbs. 

Imperial Knife company, Inc. 0FF1CE .. 1116 aRoAowAr: NEw ros« N.r. 10019/rAcroRr..-PRov10ENcr R.1. 02903 



Only@lmperial offers a complete program 
for volume stainless tableware and cutlery sales 
in high-traffic "selt-seleetlun " stores 

ASST. ATC-1 
TABLEWARE/CUTLERY SETS, OPEN STOCK & GADGETS 

INCLUDES ALL PEGBOARD FIXTURES 
features - 

TABLEWARE KITCHEN CUTLERY GADGETS 
4 ea. of 4 patterns 
of 24-pc. sets 

4 ea. of 3 patterns 
of SO-pc. sets 

TOT AL - 28 SETS 

108 assorted open 
stock pcs. in ea. 
of 2 patterns 

4 ea. of 3 steak knife sets 

4 ea. of 3 cutlery sets 

TOT AL - 24 SETS 
4S asst. Diamond Edge 
knives 

36 asst. Granny's knives 

60 asst. Veri-Sharp knives 

120 asst. "Work Savers" 
( 10 diff. items) 

132 asst. "Kitchen Com 
panions" ( 11 diff. items) 

TOTAL - 2S2 PCS. 

(9' x 4') 

TOTAL- 216 PCS. TOTAL - 141 PCS. 

ASST. A723 
TABLEWARE SETS & OPEN STOCK 

WITH WOOD FLOOR DISPLAY 
features - 
6 indi victual patterns in 
24 pc. & SO pc. sets 

2 individual patterns in 
carded open stock 

TOT AL STOCK: 
24 24-pc. sets 

36 SO pc. sets 

324 pcs. open stock 

(S4" x 48" x 18") TC-73 



INDIVIDUAL DISPLAY ASSORTMENTS 
"Customize" your own tableware/ cutlery center! 

STAINLESS TABLEWARE ASSTS.: 

ASST. A724 - Contain s 4 24 pc. sets in each of two Standard 
patterns plus following open stock in either pattern: 24 tea 
spoons; 12 ea. table knives, dinner forks, salad forks, soup ~ 
spoons, serving spoons and tall drink spoons. 

TOTAL - 8 SETS plus 96 OPEN STOCK PCS. 

ASST. A725 - Same as above but with Custom patterns. 

"ADAPT-0-RACK" ASSTS. - Wire display rack that holds 
4 24-pc. or 4 50-pc. sets is offered free with each order for 
4 sets of a size and pattern. (List sets on orders and add 
"with Adapt-Os Rack " underneath.) 

STAINLESS CUTLERY & GADGETS ASSTS.: 

A081 

Contains: 
12 ea. 3" Parer 
12 ea. 5" Utility (Steak) 
12 ea. 6" Sandwich 
6 ea. 8" Steak & Poultry Slicer 
6 ea. 8" French Cook's 
6 ea. 8" Roast Slicer 
6 ea. 7" Butcher 

60 KNIVES - TOT AL 

@Imperial 

ASST. A081 
Contains 4 each Ver i-Sharp 
steak sets with wooden block 
and without block. 

ASST. 8012 
Contains 36 knives- 9 each parer, 
utility; 6" each boning, butcher 
and slicer. Packed in individual 
shipper. 

ASST. A083 
Contains 4 each Veri-Sharp 
3-pc. cutlery sets and 5-pc. 
cutlery sets. 

ASST. A085 
Contains 4 each Diamond 
Edge steak knife and 5-pc. 
cutlery sets. 

DISPLAY NO. KG-5 
FREE WITH ONE DOZEN OF EACH 

OF ANY 
5 "WORK SAVER" GADGETS! 

Made and Printed in U.S.A. ~ Imperial Knlle company, Inc. PROVIDENCE. RHODE ISLAND 02903 



THE JOBBER'S PLACE IN OUR MASS MERCHANDISERS PROGRAM 

Many jobbers specialize in servicing discount stores, primarily with small housewares. 
In general - the jobber buys at 50 and 10% off and sells to the discount chain at 
40 and 5%, or 40 and 10%. The jobbers' salesmen systematically service the store, 
writing orders, straightening our displays, etc. We have been successful in getting 
several of these jobbers into our tableware and cutlery program. The results have 
been most pleasing for all. Displays are kept full and properly organized. Volume 
has increased substantially. 

What accounts in your territory can you set up? 

It should be clear by now that the Imperial Stainless Program offers a great potential 
for increasing your sales of tableware and cutlery in your territory. 

Need we say more? Get out and make the contacts and reap the benefits. If you 
need help, ask for it. You'll find the results most rewarding. 

THE JOBBER A.1\ID THE DEPARTMENT STORE 

It is most important that we be selective in choosing jobbers for our new lines. We 
must pick jobbers who are strong with the class of trade which we are trying to cover. 
These jobbers are the ones who sell Corningware, Rubbermaid, Revereware, Libby Glass 
Snd other top lines of housewares. By limiting our distribution to these top flight 
jobbers, we'll be able to get good distribution and concentrated follow-ups. These 
jobbers have well trained and well paid salesmen who can and will sell in a competitive 
market. 

Imperial men must be willing to spend time with these organizations to make sure they 
are well equipped with samples, catalog pages and other selling tools. You must also 
be available to make calls with the jobber aalesmen (especially on key accounts). 
The leading department stores in your territory should be followed up with frequent 
visits making sure that our lines are properly displayed and the sales girls are 
properly trained. Knowledge imparted at the store level is most important. These 
are the people who really sell our goods and unless these contacts are made, selling 
information doesn't always get to them. 

We have during 1973 made some real progress with the housewares jobbers. During 
1974 we must continue to grow with them by doing our part of the job. 

Again, we say if you need help, ask for it. It's available. 

DEPARTMENT STORES 

1972-3 heralded the beginning of a new era for Imperial in Department Store selling. 
With Casualware we have come up with a wanted and saleable Department Store line. 
The results speak for themselves. Many thousands of sets of Casualware have been 
sold through these stores and many 2ds that have been run have helped create a 
National Image. The impact of the ads have helped sell Imperial merchandise in all 
types of outlets. It is important that we continue to develop this business during 
1974. The best way to do this is th~ough the Jobber. For the jobber to be successful 
with our programs much time must be spent with his men. This will pay off in 
building strong Imperial jobbers who can give you volumes of 50-100 thousand dollars 
a year. You only need 4-5 of these in a territory to generate a substantial percentage 
of your total volume. Yes - 20% of your accounts can give you 80% of your year's 
volume. Get it from your Department Store Servicing Jobbers. 



THE HOUSEWARE JOBBER 

With the introduction 
the Houseware Jobber. 
Specials during 1973, 
him protection by not 
money available. 

of Casualware in 1972, we strengthened our position with 
We added to his volume with some outstanding Casualware 

and as a result showed him some real profits. We offered 
selling direct and we also made cooperative advertising 

This type of Manufacturer - Jobber cooperation is hard to come by. It's from 
this strength that we are building our 1974 Program. We know that in order to 
give him the edge that he needs with direct selling manufacturers, he must have 
extra discounts. With this in mind we have gone to a 50 and 25% off on Diamond 
Edge Cutlery. He now can sell the Department Stores at 50 off (competing with 
Case), and still make a normal profit. We still offer the consumer an honest 
value with this line, which means that she'll buy. The new Display Cases makes 
an excellent selling tool. 

The introduction of our new Spice O'Life Cutlery Set means another good selling 
tool for the Houseware Jobber. Here again we're giving him the extra mark-up 
which he can use so advantag~ausly. By pushing these 2 lines you have with Casualware, 
a strength unsurpassed by competition. It's most important that you continue 
to cultivate these Houseware Jobbers. 

The Importance of the Houseware Jobber in Imperial's 1974 Program becomes ever 
so important; 

He sells: The Department Stores 

The Drug Chains 

The Variety Trade 

The Home Centers 

The Local Ha~dware Stores 

The Mass ilerchandisers 

His men inventory, write orders, and maintain displays. They pre-ticket and sell 
small broken case lots to these retailers. They specialize and as a result give 
the manufacturers substantial volume on their lines. 

THE MASS HERCHANDISER SELLS POCKET & HUNTING KNIVES 

With the advent of the new floor case in the Imperial line, every effort should 
be made to place these in all major outlets. You'll find that many of these outlets 
are being serviced by Sporting Goods Jobbers, and therefore, if you work with them, 
you can get distribution. There are some Mass Eerchandisers who run and service 
their own departments. These you must solicit directly. Using the set-ups offered 
under our Sporting Goods and Hardware Departments, present these to your Discounters 
and build your pocket knife volume. We're now doing a nice volume with Bradlees, 
Zayres, Gibson's and others, with our present set-up. These are being sold by our 
territory men and with little or no service do a substantial volume. The new floor 
case which we are introducing will add greatly to this volume. 

Place it and watch your sales grow. 



While at this time we are not interested in direct selling to department stores, we 
have much work to do in selling thera and lining up promotions with our jobbers. A 
good department store is still your best show case. Department stores advertisements 
are excellent selling tools for selling the jobbers and premium users. It takes more 
of your time but it makes for good steady repeat business in your territory with your 
other accounts. 

For '74 - 

More Imperial Department Store Ads than '73! 



THE VARIETY TFADE CHAt\~1EL 

Properly handled, promotions can increase Variety Chain business by as 
much as 50%. In fact, if you don't continually foment action in the form of 
promotions your warehouse listings will fade away as the competition takes over. 

Let's talk about: 

1 - POCKET KNIVES 
(a) So successful was J·.C. Penney's BD-50 (see Section L, page 3, 

1972 Sales Book) Pocket Knife Promotion that they wanted something equally 
hot for 1973. 

We provided it - a variation of the extraordinarily successful K-Mart 
Merchandiser which is in all their Sporting Goods departments. We call it - 
- Assortment IK-91. 

It consists of 
as follows: 

ITEM 

801 
802 
803 
804S 
805 
806 
808P 
812 
81@ 
82SP 

851DE 
852DE 
854DE 
85SDE 
856DE 

15 knives (one on the panel and five each back-up stock) 

COST RETAIL 

.89 $1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

.89 1. 79 

$1.19 2:39 
1.19 2.39 
1.19 2.39 
1.19 2.39 
1.19 2.39 

The assortment cost is $89.10. 
Refills are available at list less 50% in multiples of six of a number. No 
reorder should total less than $50.00. 

(b) Again, capitalizing on the success of the BD-50 we have developed 
IK-74. This assortment consists of: 

13 each - 278 
13 each - CR-685 (1/3 Pearl, 1/3 Yellow, 1/3 Staglon) 
12 each - CR-943 (1/2 Pearl, 1/2 Yellow) 
12 each - CR-63 (1/3 Pearl, 1/3 Yellow, 1/3 Staglon) 



Cost· S42.50 (repular variety chain pr1c1ng less 5% plus a few pennies to 
cover oacking material cost increases). 

Each assort~ent is individually packed an<l merchandised on the old IK-50 
board (shows prepricing of '$1. 49). 

He will drop ship. 

You will be interested in knowin~ t hat TJoolco did a fabulous job on this 
this fall and is considering usin? it in a promotion ap.ain next spring. 

2 - GADGETS 
K-t,art continues to do an incredible job with Assortment IK-73. It 

consists of ten stainless kitchen ite~s, as follows: 

ITEM If 

K-154 
K-155 
K-158 
K-160 
K-161 
K-162 
K-167 
K-168 
K-169 
K-170/71 

DESCRIPTION 

Slotted 8ervin~ Spoon 
Servinp. Spoon 
Super Server 
Super Slotted Server 
Cold Cut Server 
Sal~d Servin~ Fork 
Dressinf.? Ladle 
Gravy Ladle 
Spaghetti Server 
Butter Knife & 
SuS!ar Sooon 

R.ETAIL --- 
COST 
PER DOZEN 

$.59 
.59 
.89 
.89 
.59 
.59 
• 79 
.98 
.98 

$ 3.54 
3.54 
5.34 
5.34 
3.54 
3.54 
4.74 
5.88 
5.88 

.79 4.74 
$46.08 
+ 7.DS 
$53.16 
- 5.32 
$47.84 

(Plus An Additional Dozen of Iloth K-154 & Y.-155) ••• 

Less 10% Promotional Allowance .••.•..•.••••••.••••• 

This ~eans that each item costs .332c. 

If these were to be uromoted on the basis of "Values To 98¢ - Now 2/98c" 
you would generate a margin of 32.5%. 

We will drop ship FOB Providence to retail stores or to chadn warehouses 
prepaid (8% warehouse discou..~t applies). 

Minimum Order - 50 Assortments. 

3 - KITCHEN ClITLERY 
Several successful promotions h~ve been run with K-Mart and Woolworth. 

I'm not going to lay out the details except to say: 
(a) Pricinr is: Chain less 5% promotional allowance. 

{b) We will drop ship chain retail stores FOB Providence. 

I'd like to emphasize: 
1. Mount the individual ite~s on poster board before making your presentation 

and prepare a 3n x S" white index card listing the few essential facts - cost, margin, 
etc. 



2. Remember that chains, like jobbers, are hunv.r.y for promotions. They 
we Lcome them. Hany buyers es t Lmat e t hat a minir.mni. of 2 5% of their annual volume 
is generated by promotions. 

3. 1''-ost 'S.egional Chain buyers came f ron the Nat Lona l s , They have respect 
for them. Their ryhilosoµhy frequently is if it's good cnourh for them I can do a 
job on it too. 

4. If the promotion is successful, an<l the ones I have outlined here have 
proved themselves not only once but m~ny tlmcs, you have an excellent chance of 
gettinp the better sellers into basic warehouse stock. Let ~e give you an example 
of what I have in minrl. 

S.S. Kresge bought the Grand Opener. Their buyer told me they are always 
on the lookout for n~w items. They promoted it nationally and movement was so 
~ood it has been added to basic. In fact, we1ve already shipped many warehouse 
orders. 

~: If the ite~/items in the promotion are pood, your chances of 
incrcasinp. your warehouse listinr are excellent. 

A lot of potential business awaits you. 

If you have any questions, ask. 



IMPERIAL PROGRAMS FOR TI.ill HARDWARE AND SPORTING GOODS TRADE 

We are not giving away any shirts or ties and we are not loading the wholesalers' 
salesmen's pockets with "instant cash" BUT we do have programs that should really 
create some excitement in the hardware and sporting goods trade. 

We can get a lot of mileage out of these new programs if they are ?roperly presented 
and sold by you. 

Remember, an exciting new program gives you an excuse to call on all of your accounts 
and can also be a very effective weapon to help you sell other merchandise. 

If you digest the following pages carefully, it can only mean plus sales for you 
and make your sales quota for Imperial for 1974 that much easier to reach. 



IMPERIAL FLOOR CASES 

Imperial should really be awarded the royal crown and scepter for developing this 
new and unique method of merchandising pocket end hunting knives and cutlery in a 
floor case. 

If variety is the spice of life, then Imperial is giving you four unique floor case 
assortments with the right touch of mixes and ingredient& to add spice to your selling 
efforts. 

When you look at the beautiful catalog pages enclosed and see the floor cases at the 
sales meeting, you'll have to agree that there is no way competition can touch us 
with what they have to offer. 

Let's take a look at each of the four floor cases available and see where they belong 
in your distribution picture. 

FD-1 

268 PC. DIAMOND EY'-E ASSORTMENT 

This floor case was developed for a hardware dealer -:;;ho is quality orientated in 
pocket knives and wants to sell a top quality cutlery line. 

This is the complete Diamond Edge Floor Case that so many of you have been asking 
for. 

It contains panel C (these are the 10 knives from our MOD 3 Diamond Edge assortment), 
panel A (this contains the 8 pocket knives from our DElOO assortment and the Mark 
Twain Barlow Knife), and panel F (this panel contains 9cutlery items from our 
Diamond Edge Cutlery line). 

It should be a must at every key account hardware Dealer Show that you attend. 

FD-2 

335 PC. POCKET & SHEATH KNIFE ASSORTMENT 

Here we have a good mix for the hardwcr~ and sporting goods wholesaler who carries 
our Jackmaster line, our Hamr:ier Brand line, end our Imperial sheath knives. 

This assortment contains panel B (the 7 pocket knives from our Hammer Brand line, 
the 841RB, 846RB, 847RB, and the 836, which is our TL292 Workmaster Knife), panel E 
(15 Jackmaster pocket knives frcm our MOD 1 and MOD 2 assortments), and panel D (the 
6 sheath knives from our MOD SA assort!:lent plus the 310DE, the HB9, and the 819). 



FD-3 

402 PC. POCKET KNIFE ASSORTMENT 

This assortment was developed for those dealers who can sell pocket knives but do not 
want to carry a lot of sheath knives. 

This assortment contains panel B (the 7 pocket knives from the Hammer Brand line, 
the 841RB, 846RB, 847RB, and the 836, which is our TL292 Workmaster Knife), panel C 
(10 knives from our MOD 3 Diamond Edge assortment), and panel E (15 Jackmaster pocket 
knives from our MOD 1 and MOD 2 assortments and there is only 1 sheath knife in this 
mix). 

FD-4 

· 388 PC. POCK~T & SHE.A!H KNIFi ASST. 

The three best selling MOD displays have been the MOD 1, MOD 3, and MOD 5. 

This floor case contains panel C (10 knives from our MOD 3 Diamond Edge assortment), 
panel D (the 6 sheath knives from our MOD SA assortment plus the 310DE, the HB9, and 
the 819), and panel E (15 Jackmaster pocket knives from our MOD 1 and MOD 2 assort 
ments and include the 812 sheath knife which is not included in panel D). 

This should be one of the best selling assortments of the four cases available as 
more wholesalers have bought this combination of knives more so than the other 
combinations offered. 

After checking with a cross section of wholesalers across the country, our pricing 
of 40% and 10% delivered is right. The wholesaler bills the dealer at 40% off list 
and gets 10% for ha~dling the paperwork. The wholesaler then orders the back-up 
stock at regular jobber prices from the jobber price sheet. 

All Floor Cases sold will carry 90 day dating~ This should really make your whole 
sale selling that much easier as the jobber can extend this type of dating to his 
dealers, making it more attractive for the dealer to buy now and take advantage of 
the spring pocket and sheath knife and cutlery selling season. 

If you know what pocket knife displays your wholesalers are buying, then you will 
know what floor case assortments to present to them and you have this information 
from yourIBM read-out by customer and by item. If you don't use this information, 
your floor case sales will not hit the potential available from your territory. 

With proper presentation of the floor case program, you can have at least two of the 
four floor cases available at every show that you attend. 

We feel that of all the mixes available with the six panels that go into these floor 
cases, we have selected the four assortments that wi~l sell best. 

Please do not ask us to make any special mix of panels that will deviate from the 
ones we are presenting. This will present a tremendous problem in our factory and 
there just will not be any catalog pages available for mixes other than what we have 
presented to you. 

Sell now for January shipment. 

*From date of shipment. 



WAREHOUSING FLOOR DISPLAY ASSORTMENTS 

For jobbers desiring to warehouse these assortments, they may do so if they order a 
minimum of 3 assortments at a time. Pricing is: 

1. FD-1 Retail: $941.44 Jobber Cost: $423.65 
2. FD-2 Retail: $900.92 Jobber Cost: $405.41 
3. FD-3 Retail: $958.12 Jobber Cost: $431.15 
4. FD-4 Retail: $999.70 Jobber Cost: $449.86 

All shipments at the above pricing (50% & 10% off retail) are F.O.B. factory - 
Providence, Rhode Island. 

FLOOR DISPLAYS - NO BACK UP STOCK 

For distributors who wish to purchase any floor display assortment without back up 
stock for showroom display, the cost is $125.00 for any assortment. Use the NBS 
designation after the assortment number when ordering; for example - FD-lNBS, etc. 

All shipments are F.O.B. Providence, also. 

~~~~~-~~--~--~~- 



MOD 5A 

The MODS has been replaced with our new MOD SA and the catalog page enclosed 
illustrates the changes we have ma.de in this assortment to make it more saleable 
to the Hardware and Sporting Goods Trade. 

We have dropped the 838 Tungsten Carbide Sheath Knife and the 848 Sheath Knife 
and replaced these two numbers with the HBlO Woodsman Knife from the Hammer Brand 
line and the 309DE Sheath Knife from the Diamond Edge Deluxe line. 

If you ,vi.11 refer to your IBM read-out by customer and by item for the period ending 
September 30th, 1973, you have a complete record of who purchased the MOD 5 this year 
and last year. These are your immediate prospects for the new MOD SA as the MODS 
display that is now in the hands of their dealers will be obsolete. 

You will also now have four sheath knives in this display that are comparable in list 
price to most of the sheath knives that were in the old Schrade Walden SW19 Display. 

This should really open the door for you to accounts that have been asking for a 
display of sheath knives in this price category. This should be a very strong 
selling point for the MOD SA and if you use it properly, you can sell more Imperial 
Sheath Knives in your territory than you have ever sold before. 

Sell now for January shipment. 

ITEM NO. DESCRIPTION SUGGESTED RETAIL JOBBER COST 

MOD 5A 26-Pc. Sheath Knife 
Assortment Consisting of: 

$127.18 $S3. 39 

7 each - 821 Stag Head Hunter @ $2.49 ea. 
5 each - 839 Fish Fillet @ 3.95 ea. 
4 each - HB-10 Slim Skinner @ 6.00 ea. 
4 each - H-15 Heavy Hunter @ 5.25 ea. 
3 each - 861 Kit Carson Skinner @ 7.50 ea. 
3 each - 309DE Hunter @ 7.SO ea. 

NEW VINYL SHEATHS 

Leather is increasingly hard to get and is prohibitively expensive. 

We are switching from leather to vinyl sheaths which will actually prove beneficial 
to the customer because it is mildew proof, longer lasting, won't crack or rot and is 
extremely resistant to excessive moisture. 

Details are: 

ITEM AVAILABILITY 

ARH-70, DE-9, DE-10 (Tan) At Once 

FF-222SH (839) (Brown) At Once 

HB-8, HB-9, HB-10 (Black) December 1, 1973 

H-6, H-50 (Tan) January 1, 1974 



-- _._._.._ 

In bulletin #73-26, dated September 10th, 1973, we told you that your sample and 
catalog pages of this exciting new concept for merchandising Diamond Edge Cutlery 
were being sent to you. 

The catalog page enclosed is a reminder that this beautiful merchandiser is available 
for immediate shipment. 

It is a natural for the hardware trade. They now have a Diamond Edge Cutlery Center 
that is not duplicated by anyone else in the industry, 

This display enhances our Diamond Edge Cutlery line and adds prestige to its 
presentation, 

Our 50% and 25% discount to the trade gives you a definite selling edge over any 
of your major competitors, 

The wholesaler can sell this line to the dealer at 40% and 10% or 50% off list 
price and show a better profit than he does on any other cutlery line he may be 
carrying. 

If the dealer sells at our suggested list prices, he makes a better profit than he 
does on any other cutlery line in his store. 

This is a ''MUST" item for every one of your key hardware wholesaler accounts and 
should be in every one of your key hardware wholesaler Dealer Shows. 

We have given you the "edge" to "sharpen" your cutlery sales, so let's "cut the 
mustard" with this program. 

ITEM# DESCRIPTION 
SUGGESTED 

RETAIL 
JOBBER 
COST 

DE 3000 60 pc. Dia.~ond Edge Cutlery 
Assortment 

$186.00 $ 69.75 

NOTE: Open stock can be ordered in 6 dozen minimum assorted but must be in 
shelf pack of 6 each per item ordered. 



~~ COUNTER DISPLAY ASSORTMENT 
~ The Perfect Selling Vehicle - 

for 

Superior quality 
cutting instruments ... 
double-edged 
for ultra sharp 
friction-free cutting 

Curvex-ground for strength 
Diamond-tested for durability 

Dishwasher-safe Wonda-Wood® 
handles secured by over-size 
nickel silver rivets 

Diamons~JN~Qge 
Kitchen Knives 

FOR 
VERTICAL 

OR 
HORIZONTAL 

DISPLAY! 

Contents.; 

~ ~umber Pescrip,tJon Quant. Number Description ------.- 
12 ea. 30241:1 3' • clig ~a rer 6 ea. 30328 ham/bread slicer 
12 ea. 30208 5" ut Ii <'y Knife 6 ea. 30398 butcher knife 
~ ea. 30298 sandwich knife 6 ea. 30278 Fr. Cook's knife 
6 ea. 30148 fork s ea. 30858 9" roast slicer 

TOTAL - 60 KNIVES 
Weight per assortment -19.6 Jbs. packed in reshipper ;..._~~~~~~~~ 

Made and guaranteed by@ Imperial Knife Company, Inc., PROVIDENCE, R. I. 02903 

Printed in U.S.A. Canadian Div.: Imperial International Co., Brarnatea.Ontario KK73-3A 



ITEM NO. 

2010 
2011 
2012 
2013 

ITE11 NO. 

FW-72 
FW-72C 

HARDWARE & SPORTING GOODS WHOLESALERS 

DEALF.T:l SHOW SPECIALS 

IMPERIAL STAINLESS TABLFWARE 

FUNH.ARE 

DESCRIPTIO't-1 
JOBBER SHOT! 

LIST DEALER COST SPECIAL 

20-Pc. Service for 4 - Chinese Red Handles $14.95 $8.97 $6. 73 New Item 
20-Pc. Service for 4 - Lemon Handles 14.95 8.97 6.73 I! " 
20-Pc. Service for 4 - Lime (Green) Fandles 14.95 8.97 6.73 " II 

20-Pc. Service for 4 - Magenta (Purnle) Handles 14.95 8.97 6.73 " r; 

OPEN STOCK FUtn-JARE 

DESCRIPTION 
JOBBER 
COST 

SHOl! 
SPEC UL LIST DEALER 

72-Pc. Bulk Asst. 
72-Pc. Carded Asst. 

$60.48 
60.48 

New Item 
n " 

$36.29 
36.29 

$27.22 
27.22 

STANDARD PATTERNS: Early Rose, Falcon, Spanish Classic 

REGULAP.. OPEN STOCK TABLEHP...RE 

ITEM NO. 

A-72 
A-84 

DESCRIPTION 

SHOH TOTAL 
JOBBER SPECIAL JOBBER SHOH 

RETAIL COST DISCOUNT GIVES DISCOUNT 

72-Pc. Assortment Bu Lk Packed 
84-Pc. Assortment Carded 

$28.68 
35.16 

10% 
10% 

$12.91 
15.78 

10% 
10% 

20% 
20% 

COMBINATION TADLEHARE & CUTLERY ASSORTMENT 

ITill1 NO. DESCRIPTION 

:lEG. SPEC. REG. SPEC. 
JO fill ER JOBBER DEALER DFALE~. 

LIST COST COST COST COST - 
$173.10 $78.84 $70.96 $105 .86 $88.10 To Be Assortment 

Specified Consists of: 
4 ea. - 24 Early Rose 
2 ea. - 50 Early Rose 
4 ea. - PW-lWE Steak Set 
4 ea. - WW-2VE Steak Set 
2 ea. - WH-8 3-Pc. Block Set 
2 ea. - PH-16 Century "21'' 

6-Pc. Block Set 

We give 10% Show Discount of $7.88 from 
$78.84 per assortment which Jobber matches. 
This gives Dealer $15.76 Show Special 
Reduction or 15% Discount. 



HARDWARE & SPORTING GOODS WHOLESALERS 

DEALER SHOW SPECIALS 

The attached Show Special List covers the Imperial lines for the first half of 1974. 

Dealers come to a show basically for three reasons: 

1. They want to see new items. 

2. They want to buy prouotions at special prices. 

3. They want to look at other show specials that would be interesting to them. 

We have accomplished all of these points with the Show Specials outlined. 

Dealers will walk right by a booth unlens it looks like an "ACTION" booth. The only 
way that you can create activity in your booth is to advertise what you have to offer 
with signs and special packo:ges. 

If you are showing any new items, they should be marked as new items with the signs 
that are available from every wholesaler. This would apply to all new items that the 
wholesaler would be carrying and not just the new items in our line. 

On all of the other merchandise in your booth, you should make up signs showing 
regular dealer prices a~d special dealer prices and also indicate what he is saving, 
percentage-wise, by buying at the show. 

Where you are showing our cutlery sets, steak sets, tableware sets, and the Silver 
Dawn Carving Sets and t'.~.e Silver Dawn Serving Sets, you should plaster the booth with 
signs showing the specj_al discounts and indicating that these items are ideal gifts 
for bridal showers, weddings, Mother's Day, Father's Day, or whatever the occasion 
may be. 

Order empty boxes from the factory and gift wrap them in wedding paper, bridal 
shower paper, regular gift paper, and pile them around the items on display so that 
you can convey this message to t~,e dealers • 

Make a special background for the Casualware display showing some of the ads that 
have been run nationally. Make a fan display of the catalog pages showing the twin 
pack steak set promotion and gift wrap some of them underneath the sign. 

Show the La Coutellerie si;~ piece cutlery set with some of the Corning Spice of Life 
merchandise and gift wrap this item so that it can be a conversation opener in your 
booth. 

If you use some of these suggestions outlined above and come up with other ideas of 
your own, you can be the "ACTION" booth at every Dealer Show that you attend and you 
will write more dollar volume at your Dealer Shows than you thought possible. 

---- 



HARDWARE & SPORTING GOODS 

WHOLESALER DEALER SHOW SPECIALS 

IMPERIAL POCKET & HUNTING KNIVES 

SHOW TOTAL 
JOBBER SPECIAL JOBBER SHOW 

ITEM II DESCRIPTION LIST COST DISC. GIVES DISC. 

MOD-1 60 pc. Jackmaster Asst. $107.40 $ 46.14 5% 5% 10% 
MOD-3 40 pc. Diamond Edge P.K. 

Asst. 105.52 42.74 5% 5% 10% 
MOD-5A 26 pc. Sheath Knife Asst. 127.18 53.39 NEW ITEM 
HB-100 45 pc. Hammer Brand P.K. 

Asst. 160.00 68.40 5% 5% 10% 
DE-100 30 pc. Diamond Edge Asst. 187.50 75.94 5% 5% 10% 
PG-1 Pro Guide Hunter 12.00 4.86 5% 5% 10% 
WS-1 Wildcat Skinner 12.00 4.86 5% 5% 10% 

Please note that we have not listed any of the carded pocket knife assortments as 
Show Specials. Advise us if you are attending any Dealer Show where the wholesaler 
carries carded pocket knife assortments and we will advise you whether or not a 
Show Special Discount is available. 

ITEM ff 

POCKET & HUNTING KNIFE ASSORTMENTS 

DESCRIPTION 

DROP-SHIP - DELIVERED PRICES 
LIST DROP-SHIP 
PRICE DELIVERED 

COST 

SHOW 
SPEC. 
DISC. 

JOBBER 
GIVES 

TOTAL 
SHOW 
DISC. 

5% 10% MOD-1 
MOD-3 

MOD-SA 
HB-100 

DE-100 

*FD-1 
*FD-2 
*FD-3 
*FD-4 

60 pc. Jackmaster Asst. $107.40 $ 53.70 5% 
40 pc. Diamond Edge P.K. 

Assortment 105.52 52.76 5% 
26 pc. Sheath Knife Asst. 127.18 63.59 NEW 
45 pc. Hammer Brnnd P.K. 

Assortment 160.00 80.00 5% 
30 pc. Deluxe Diamond Edge 

Assortment 187.50 93.75 5% 

FLOOR DISPLAY MERCHANDISERS 

5% 10% 
ITEM 

5% 10% 

5% 10% 

268 pc. Assortment 
335 pc. Assortment 
402 pc. Assortment 
388 pc. Assortment 

$941.44 
900. 92 
958.12 
999.70 

508.38 
486.50 
517.38 
539.84 

NEW ITEM 
NEW ITEM 
N E W I T E M 
NEW ITEM 

*90 day dating from the date of shipment on Floor Display Assortments only 

As a special inducement at Dealer_Shows only, we will give one telephone caddy FREE 
for every 15 Floor Displays sold. 



ITEM II 

A081 

A083 

A085 

WWlWE 

WW2WE 

WW8 

WW15 

3056 

3057 

K-197 

K-197/48 

3000 

4006 

HARDWARE & SPORTING GOODS 

WHOLESALER DEALER SROW SPECIALS 

IMPERIAL CUTLERY SETS AND ASSORTMENTS 

DESCRIPTION 
LIST JOBBF.R 
PRICE COST -- 

SHOW TOTAL 
SPECIAL JOBBER SHOW 
DISC. GIVES DISC. 

4 ea. WWlWE & WW2WE Steak 
Sets w/ Adapt-0-Rack 

$ 59.60 $ 26.82 

4 ea. WW8-3 pc. Cutlery Set & 67.60 30.42 
WW15-5 pc. Cutlery Set w/ 
Adapt-0-Rack 

4 ea. 3056 Steak Set & 3057- 123.60 46.36 
5 pc. Cutlery Set w/ Adapt-0- 
Rack 

Veri-Sharp Steak Set in Box 6.95 3.13 

Veri-Sharp Steak Set in Block 7.95 3.58 

Veri-Sharp 3 pc. Cutlery Set 6.95 3.13 

Veri-Sharp 5 pc. Century 21 9.95 4.48 
Cutlery Set 

Diamond Edge Steak Set in Box 14.95 5.61 

Diamond Edge 5 pc. Cutlery Set 15.95 5.98 
in Box 

Grand Opener Assortment of 12 15.48 6~ 
($1.29ea.)($ ~rea.) 

Grand Opener 48 pc. Dump Display 61.92 27.87 
($1.29ea.)($ • .lt'((ea.) 

.si 
60 pc. Diamond Edge Cutlery 
Centre Assortment 

186.00 69.75 

*"La Coutellerie" 6 pc. Cutlery 24.95 
Set 

5% 5% 10% 

10% 

10% 

10% 

10% 

10% 

10% 

10% 

10% 

10% 

10% 

9.36 NEW ITEM 
(50-25% from List) 

5% 5% 

5% 5% 

5% 5% 

5% 5% 

5% 5% 

5% 5% 

5% 5% 

,. 5% 5% 

5% 5% 

5% 5% 

NEW ITEM 

*50¢ per set Advertising Allowance on above item with tear sheet 
showing list price maintained, invoice and use of "La Coutellerie" 
registered name and Imperial logo in ad. 



HARDWARE & SPORTING GOODS 

WHOLESALER DEALER SHOW SPECIALS 

IMPERIAL CUTLERY SETS AND ASSORTMENTS 

Page 2 
SHOW TOTAL 

LIST JOBBER SPECIAL JOBBER SHOW 
ITEM II DESCRIPTION PRICE COST DISC. GIVES DISC. 

*K198 'Work Saver' Wide Heel Parer $ .59 $ .265 5% 5% 10% 

*Kl99 'Work Saver' Clip Parer .59 .265 5% 5% 10% 

*K200 'Work Saver' Curved Fruit Knife .69 .31 5% 5% 10% 

*K201 'Work Saver' Fruit & Veg. .69 .31 5% 5% 10% 
Slicer 

*K202 'Work Saver' Tall Jar Fork .59 .265 5% 5% 10% 

*K203 'Work Saver' Peeler .89 .40 5% 5% 10% 

*K204 'Work Saver' Snack Server .89 .40 5% 5% 10% 

*K205 'Work Saver' Buffet Knife .89 .40 5% 5% 10% 

*K206 'Work Saver' Sp~ead & Cut .79 .355 5% 5% 10% 

*K207 'Work Saver' Steak/Utility .69 .31 5% 5% 10% 
Knife 

KG 5 'Work Saver' 5 Prong Pegboard FREE with 12 each of any 5 'Work Saver' 
Merchandiser gadgets 

*Show Discounts Do Not Apply On Any Orders For Less Than 12 Each of 5 Items 



ITEM II 

HARDWARE & SPORTING GOODS 

WHOLESALER DEALER SHOW SPECIALS 

IMPERIAL STAINLESS TABLEWARE 

DESCRIPTION 
LIST 
PRICE 

JOBBER 
COST 

SHOW 
SPECIAL JOBBER 
DISC. GIVES 

TOTAL 
SHOW 
DISC. 

5% 5% 10% *32 

*32 

*32 

A72 

A84 

ITEM II 

32 pc. Service for 8 $14.95 $ 6.93 
Early Rose, Falcon, Spanish 
Classic 

32 pc. Service for 8 
Marita, Seaswept, Delrose 18.95 8.52 

32 pc. Service for 8 34.95 15.72 
Royal Baroque, Silver Dawn 
Encanto, Bright M~adow 

7-1/2% 7-1/2% 15% 

10% 10% 20% 

*Packed 6 sets to a carton -- discounts only apply when sold on that basis 

72 pc. Tableware Open Stock 31.68 14.26 
Ass't. Bulk - Standard Pattern 

84 pc. Tableware Open Stock 38.76 17.44 
Ass't. Carded - Stsndard Pattern 

DESCRIPTION LIST PRICE 

5% 5% 10% 

5% 5% 10% 

JOBBER COST SPEC. JOBBER 
COST 

$ 5.61 $ 4.00 **2C 

**2S 

Silver Dawn Carving Set $ 14.95 

Silver Dawn Serving Set 11.95 4.48 3.50 

**Packed 4 sets to a carton -- special prices only apply when sold on that 
basis 



ll.\RDWARE ;, SPORTING GOODS 

WHOLESALER DEALER SHOW SPECIALS 

CASUALWARE 

ITEM II 
LIST 

DESCRIPTION PRICE 

20 pc. Service for 4 - Artie White $19.95 
20 pc. Service for 4 - S?ring Gr0en 19.95 
20 pc. Service for 4 - Alpin~ Blue 19.95 
20 pc. Service for 4 - AutL'.nln Gold 19.95 

JOBBER 
COST 

*200 
*201 
*202 
*204 

$ 8.50 
8.50 
a.so 
8.50 

*50¢ per set Advertising Allowance on above listed sets with tear 
sheet showing maint~ined prices of $19.95, invoice, and use of 
Casualware registered n.'.:Qc and Imperial logo in ad. 

**240 4 pc. Serving fct - Artie White 4.95 2.12 
**241 4 pc. Serving Set - Spring Green 4.95 2.12 
**242 4 pc. Serving Set - Llpine Blue 4.95 2.12 
**244 4 pc. Serving Set - Autumn Gold 4.95 2.12 
**260 4 pc. Steak Set - Artie White 7.95 3.40 
**261 4 pc. Steak Set - Spring Green 7.95 3.40 
**262 4 pc. Steak Set - Alpine Blue 7.95 3.40 
**264 4 pc. Steak Set - Autu:nn Gold 7.95 3.40 

**Additior_al 5% Adver t Ls Ing Allowance on above items with tear 
sheet showing naintaineJ list prices, invoice, and use of 
Casualwar2 ~egistercd r.a~e and Imperial logo in ad. 

REG. SPEC. REG. SPEC. 
LIST LIST JOBBER JOBBER 

ITEM fl DESCRIPTIC::i PRICE PRICE COST COST 

***260/2 Twin Pack Ste4k Set - $15.90 $10.88 $ 6.80 $ 4.90 
Artie White 

***261/2 Twin Pack Ste~k Set - 15.90 10.88 6.80 4.90 
Spr Lng Green 

***262/2 Twin Pack Steak Set - 15.90 10.88 6.80 4.90 
Alpine Blu.: 

***264/2 Twin Pack Steak Set - 15.90 10.88 6.80 4.90 
A·.1tt:.'!l::1 Gold 

***Additior.al 25¢ per ~~t Adve~tising Allowance on above items with 
tear sheet shc~in6 re~intained special list price of $10.88 per 
Twin Pack Set, Lrrvo Lcc , end us e of Casualware registered name 
and Imperial logo in ad. 



POLICY FOR HARDWARE & SPORTING GOODS DEALER SHOWS 

Dealer Shows are getting to be more expensive and more time consuming each year. 

This year we have committed for or have already attended approximately 65 Dealer 
Shows but have turned down some 20 Dealer Shows which we previously attended and 
the reason for this was based on past performance. 

In 1974, we intend to be more selective than we have ever been before and you must 
follow the following guide lines for all Dealer Shows that we do agree to attend. 

1. DFALER SHOW CONTRACTS: All contracts for Dealer Shows must be sent to the New 
York office for signature and approval. You are NOT to sign any of these contracts 
yourself. We have had this policy for two years now, and it is not being followed 
100%, so please cooperate. 

Any Dealer Show contracts forwarded to us by you must be accompanied by: 

a. A memo from you indicating whether or not you feel we should participate. 
b , A list of the items and Show Specials that will be featured, and at what 

discounts. 
c. All new items or lines you will be displaying at the show should be 

asterisked on this list. 

We attend Dealer Shows in order to increase our dollar volume with the wholesaler 
and the best way to do this is to add new items to his line for display at the show. 

You should receive an order from the wholesaler for any new items or lines you are 
adding PRIOR to the show. We have had too many instances in the past where the 
wholesaler told us to bring new items or lines into the show and if you sold them, 
they would add them to their stock, and it was never done. Therefore, this is a 
MUST and will be strictly enforced. 

Because of the rising cost in Dealer Show attendance, we must get a better return 
for our investment. Unless the above is complied with by you, we will have to 
seriously consider NOT attending some Dealer Shows that we have attended in the past, 
and only extenuating circumstances will alter our decision. 

2. DEALER SHOW INVOICES: All invoices for booth space and booth equipment must be 
sent to the New York office for approval and payment. Booth space invoices will be 
handled in the form of a check to the wholesaler and invoices for booth eQuipment 
wil~ be handled by check. NONE of these invoices are to be paid by you. 

3. SHOW SAMPLES: Wherever possible, use your own samples for Dealer Shows. If for 
some reason you are not able to do so, all orders for show samples should be sent to 
the New York office and NOT to Ellenville or Providence. As show samples must be 
invoiced, you should advise us whether or not they are to be charged to you or to the 
jobber. This also has not been followed 100% in the past and we must ask you to 
handle show samples on the above basis for all future shows that we will be attending. 

4. DEALER SHOW REPORTS: Enclosed is our Dealer Show Report Form and a supply of these 
forms has been sent to you. It is very important that you use this form and not the 
old form and it is also very important that we receive this report for every Dealer 
Show that you attend and as soon as possible after the show is over. 



PAGE 2 

There is no reason why we should have to write letters asking for the Dealer Show 
Reports six or eight weeks after the show is over. 

We will honor two orders from the Jobber at the Show Special prices; one order prior 
to the show and one order after the show. 

These orders must be marked or identified as being for merchandise displayed at his 
show and if the quantities exceed to any great extent what you report as actually 
being sold at the show, then the order will be questioned. 

If we receive your full cooperation on all of the above, we will be in a much better 
position to help you make the show as productive as possible. 



IMPERIAL KNIFE COMPANY HARimARE WHOLESALER DEALER SHOt,1 REPORT 

WHOLESALER CITY & STATE SHOi~ DAT£ 
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COST CUTLEF"~ ,6.SSORTMENTS s SETS 

HOD-1 I ' ro,rn;:-p l ')UTA1',1"'l'i'Y ! •••..• ..i...:.i...r_ .• .;\. ' \. •••. -· ~..l.--- l 
i~·-... ~ cosr I sot» 1 FYT~N1~ro1\' -~l~.. ~ ••..,.- ~ .,;...,,.) "-.t--~-~.,- L\ 

I I I 
1 I ---- ! i I I HOD-3 I sorz I I 

- I I 
i l I i MOD-SA i I "' -r ll 

I 
I oOJ.·, ! 

r- ----+- 
t I I i 

DF:-100 I l 

~ 
- . • 1A08l 

!" ! l ! I 
HB-100 ! =+ I A(\"'' ! I • ·- , 0.) -r l I I vs-i !qw-lWE ! 

I I L I h'S-3 I l \~~~2t·JE I 

f" l 
PG-1 I lww-8 

·1 
l I - ! . 

PG-3 f \{(,T-15 

f: ! I 
FLOOR DISPLAYS I r: ! ~,;\'!-16 ~ 

FDl l ft u 

-1- 



IMPERIAL KNIFE COMP ANY HARDWA..llE '(,ffiOLESALER DEALER SHOW REPORT 

WHOLtSALER CITY & STATE SHOW DATE 

CASUALWARE TABLEWARE 
JOBBER OUANTITY JOBBER OUANTITY I 

'NUMBER COST SOLD EXTENSION i'll.TMBER 'ATTERN COST SOLD i EXT. 

I 
200 Standard 24 ' i 

201 II 32 I 
202 11 50 I _ _._ 

I 
' 204 II 24 l 

240 •• 32 I 
241 I It 50 

I ..L__ 
242 Custom 24 I 

I 
l 

244 " 32 I 

260 " 50 I 
I 

261 " 24 I 
I 
I 
I 

262 " 32 i 

I I r- 
264 fl 50 ! 

I 
' 

TOTAL CASUALWARE: 
I 

Luxury 24 ! - 
" 

l 
CASUALWARE PROMOTION 50 
JOBBER QUANTITY 

NlP"1BER COST SOLD EXTE7JSION Prestige 24 
,. ·--· - 
! 

260/2 " 32 I 

261/2 
·t-- 

" 50 i 
I 

262/2 II 24 I 
i 

--· 
264/2 n 50 I 

I 
A-72 ! 

I 

A-84C I '---- I 
I 

I 
I I ----- 

TOTAL CASUALWARE PROMOTION: TOTAL TABLEWARE SET.3: 

TOTAL COL. 1: TOTAL PAGE 2: 
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- I?:PE:UAL KNIFE CONPANY HARD'.-!P..RE FBOLES,\LER DFALF.P_ SllO~\' 1:EP0RT 

HHOLESALER CITY & STATE SPOP DATE 
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1974 ADVERTISING SPECIALTY LINES 

The Winter SAA Show is early this year - January 22nd to 
25th, 1974 at the Conrad Hilton Hotel in Chicago. 

While we have not increased the prices of knives shown in 
the 1973 GIFTMASTER folder for the balance of this year, 
we expect to have the 1974 versions off the press and mailed 
about January 1st. 

You will receive your copies and all other details on the 
1974 Ad Specialty lines at that time. 



It seems impossible that another year is drawing to a close. 1973, as you probably 
realize, has been a difficult year in many ways. The cost of all items which we 
purchase has continued upward, with some major items showing increases of over 30%. 
The labor supply has been tight, and new, efficient employees have been difficult to 
get. Fortunately, we have a large experienced, conscientious group of people on our 
basic work force, and these people have been willing to work long, hard hours this 
year, a large group working over 50 or 60 hours each week. Without this group of 
devoted workers, delivery this fall would have been chaotic. Many of our basic 
materials have been in short supply, and deliveries which were 4-6 weeks in the first 
quarter are now 6 months or longer. Delivery promises from suppliers have been almost 
meaningless, so it has been necessary for the management staff to spend many extra 
hours following up with, and prodding suppliers. Qualities of many materials which 
we receive have deteriorated, and in order for us to maintain our quality standards, 
we have had to perform extra work. Steel, our largest single material, has been the 
major problem. 

In spite of all the problems, overall orders have been shipped more promptly this 
fall than any fall for many years. While there have been some increases in our prices, 
they have been modest when compared to what has happened to many of the items which 
we purchase. These things could not have been accomplished without the constant 
progress that our staff is making in manufacturing procedures, and the extra effort 
of our production workers. 

From an analysis of the figures at the present moment, it looks as if we will end 
the year with an excellent increase in pocket knife volume, a good increase in kitchen 
cutlery volume, and the same or a slight decrease in volume in stainless tableware. 
Our volume in electric products is somewhat down this year, but it appears that the 
loss in volume here will be made up in other items in the Special Products Division. 

As was mentioned at the Sales Meeting last year, there was a substantial building 
program in Ellenville, and that program is now complete. While delivery is still 
slow from Ellenville, substantial;·,growth in volume has been shown this year. Whereas 
Ellenville in past years has depended upon Providence for a fairly large percentage 
of their parts, this year a much higher percentage has been made in Ellenville. As 
the new facilities are more efficiently utilized, and new people properly trained, 
a higher percentage of parts will be made in Ellenville and shipping time should 
improve. 

The new building in France was completed in the Spring, and this facility is now in 
full production. Fortunately, sales are large enough in France that delivery is still 
a problem, and it is necessary for us to continue expanding the work force there. 

There is no question that wages, and prices of all that we buy, are going to continue 
upward. We must make every effort to keep our costs down to offset these items. The 
only way we can do this is to mechanize more of our operations. To mechanize 
efficiently, and amortize the equipment, it is necessary to have larger production 
runs of the same item. This means that we must constantly be dro-ping items which we 
do not sell in large volume, and adding items which will sell in larger volume. It 
a1so means we must make every effort to sell more of the items which are already tooled 
up, and which we are running in production. The cost of the interference factors which 
we get from small production runs is high. Also, the cost of the interference factors 
which we get from the many requests for special items, special assortments, special 
packing, etc. is extremely high. The number of these which arrive at the factory in 
any given month is incredible. The belief that because we are making an item it is 
no problem to put out a special assortment, pack it differently or price it differently, 
is erroneous. We do not want to discourage profitable business in reasonable volume. 
We plead with you, however, to ask yourself the question as to whether or not the 



potential profitable volume of any deviation from standard is worthy of the time it 
will take you, and the time and effort it will require of others in the Company. 

Last year at the Sales Meeting in Providence you met some of the new younger people 
we are bringing into the management staff. This summer we added another young man, 
Dick Engelman, to the staff at King Street. Our plan is to make Dick the manager 
of the Houseware Division as soon as he has acquired enough experience to handle the 
details. 

Again, we would like to emphasize that to combat ever increasing costs, we need every 
increasing volume. We must depend upon your men to get it for us. 

Our very best wishes for the coming Holiday Season. 

Sincerely, 

Julian R. Raper, Jr. 



Since we last met there have been major changes in the economic picture of the world 
which have and are having a great impact on our own economy and our position in the 
American market. 

Last year America imported a great deal more than it exported and now we are in the 
process of changing this and trying once again to balance our imports versus our 
exports. 

It would have been difficult for us to foresee last year how much less the U.S. dollar 
would buy in the markets of the wo~ld compared to a year or two years ago. 

In the beginning of this year the Japanese Yen, the German Mark and the currencies of 
various other countries were revaluated upward - and - the U.S. devaluated the dollar 
downward - the same procedure was rep2atcd -- to a lesser extent -- as the year 
progressed. Our whole international monetary system has undergone major changes - 
the U.S. dollar may even be undervalued today. 

Americans have to shell out more dollars - not only for travelling, but, also to buy 
foreign merchandise, raw materials and finished products as well. That means that 
foreign merchandise on the retail counters of America cost a great deal more than here 
tofore, be that the wool in a sweate~ you buy or the tableware you see. This did not 
happen only on account of the new exchange rates, but in addition - inflation is not 
limited to the western hemisphere - it is equally, if not more, apparent in the Far 
East and in Europe; I can even say throughout the world. There are shortages of 
people to work everywhere; there are shortages of raw materials to work with - all of 
this applies equally to Volkswagens as it does to Toyotas in the field of automobiles. 
Just remember that a "beetle" Volkswagen used to cost about $1,000. some 6 or 7 years 
ago - that same vehicle costs $2,400. todey, according to the latest announcement. 

I cannot tell you that the increase in cost in stainless steel tableware has gone 
exactly the same route, or-, better said, to the same extent as it has in cars or 
photographic equipment but let me remind you that in 1951 Mr. Baer bought a 24-Pc. 
stainless steel tableware set in Japan which was then retailing on the retail counters 
of America at $2.40 per set. This same type of merchandise is no longer being made in 
Japan. Nobody wants to make this type of goods today! The cheapest 24-Pc. set of 
tableware is being retailed today at $6.00 or over. 

Japan no longer wishes to produce inexpensive tableware. As a matter of fact, the 
cheapest tableware today is being made in che U.S.A. -- it is worth remembering. 
Japan wants to manufacture bette~ quality merchandise, higher styled merchandise and 
higher priced merchandise. The industry also lost a great deal of its labor force 
(which formerly was glad to be employed in stainless steel factories in Tsubame) to 
more sophisticated factories in the electronics field, in the automotive field, etc. 
"Inexpensive" tableware (in today's terminology) is being made in Korea and Taiwan 
today but also only in limited pr oduc t Lou , 

This type of merchandise is being assessed a punitively high duty in this country 
which makes this merchandise very dear and costly. 

Korea and Taiwan and the other !Jdeveloping countries" are depending on Japanese raw 
materials, be it steel or anything else, and Japan does charge a high price for the 
export of steel in order to control their neighboring countries. 

Although tableware from the Far E2st and Europe is still coming into this country, 
you will have noticed that the $10.00 retail price for a foreign made 50-Pc. set is 
a thing of the past and that merch~ndise that today is retailing at $20.00 was yester 
day retailing at $10.00 and the end is not yet in sight .•••.••••• 



All this offers a great opportunity to American manufacturers to recapture a larger 
share of the tableware market! 

To create attractive imports, and they still exist, it often becomes necessary to take 
one's ideas from country to country to find a source willing to make the type of goods 
which Americans wish to buy and - at the same time - there are world shortages; wood 
is becoming scarce throughout the world. Plastic is difficult to obtain. Delivery 
periods are extended. t·fuat we buy today for $5.00 will cost $6.00 tomorrow when you 
have to rebuy it and, again, the end is not in sight •••••••••• 

What a chance, what an opportunity to make use of our own facilities in this country 
and to create and sell to the American people their requirements from here. On top 
of that~ we have an opportunity once again, to offer our merchandise, competitively, 
to the markets of the world. The pendulum has swung! America can again export 
consumer goods in a large measure and we are trying to get our share of that export 
business - BUT the greatest opportunity is yours right here!! 

~~~~~~~~~~~ 



HELLO THERE,·-~\~-~ 
SONN'·l--'-fOU· ~. · 
\/IJ ... IST BE tH E .' 
)1,,,c RND ONLl/ . 
·JUGHAlD 
SiVl l 'F !! ~i. 

S~lul,. ~F'· ·~·-·· -v-· ~~··~--·~ J:!, .,. ,.~. ~,; ••. F... '. , t:' ,.::- ,t'.), .. ·~ .. ';.,·, ..: ~ - ' ~~\,.;... .,., 0 ~~· '\."fiwl' ~-..,,, ."- .• • 
. !?!,k.:,,. :. 1; :- • lk ... tiEr,mr "•kt - .• es., · VJ~-~:'"' ,r.,, . '< ~- < i . ii ·,~-. . . 1 • ~ ,~,. • • • • • ~l ~ ~ .,. ~ - . -: 111 ~ 

...• · ..... , __ .,...:.,... ... :·-· 
,:,...m '"--'·· -":' w. -~ 

UH--\./OUR .UNCLE SNUFFV · 
.- AND I' ARE OC BUDDY: .: 
BUDDIES rROM WAY BACK- 

. HE TOLD. ME ALL ABOUT 
.. L/QU ..,; __ .. :· 

I .., ~ 

. ti 

.... _ . 
I • ' • 



1974 

ACROSS THE BOARD PROMOTIONS 

JANUARY ONLY 

1. MODS 1 & 3 (minimum 12 units); DE-100; llB-100 (minimum 6 units), Based on the 
stipulated minimums, we will allow a 5% discount. Get in touch with your Pocket Knife 
customers now and write their orders now. A lot of placements now will·help your 
Pocket Knife business in all of 1974.~- -~ 

2. TIIE GRAND OPENER 

Purchase 72-240 Dozen 
Regular Jobber Cost Less 5% 

Purchase 240 Dozen or More 
Regular Jobber Cost Less 10% 

3. WORK SAVERS 

Purchase 72-144 Dozen of an item 
Regular Jobber Cost Less 5% 

Purchase 144 Dozen or More of an item 
Regular Jobber Cost Less 10% 

4. KITCHEN COMPANION GADGETS (Limited to the same 12 items as in the J-hook Prepack 
Assortment Special) 

Purchase 144 Dozen or More of an item 
Regular Jobber Cost Less 10% 
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Purchase 72-144 Dozen of an item 
Regular Jobber Cost Less 5% 
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1974 

ACROSS THE BOARD PROMOTIONS 

FIRST QUARTER PRmmTIO!'IS ONLY 

1. GRAND C7ENER DISPLAY SHIPPER ASSORTMENT 
#K-197/48 
Jobber Cost: $27.87 per Asst. - Earn 
Placement Alj_owance as Follows: 

Purcha3es 50 - 100 Assts. 
Purchases 100- 200 Assts. 
Purchases :..co ft~1cts. or More 

Earn$ .SO/Asst. P.A. 
Earn $1.00/Asst. P.A. 
Earn $1.50/Asst. P.A. 

Orders for Less than 50 Assor~ents - Regular Cost Applies 

2. vrRK SAVER 5 DOZEN j"-HOOZ PREPACKS (WITH "SAFETY J-HOOKS0) 
Minimum Order 50 0r ~ore Assortments 
Jobber Cost Lesa 5% 

If the dd s t r Lbut or want s to use th~i!'." own J-hooks which many stock in their ware 
honues , we t.rill deduct; 65¢ per assor tment in lieu of our supplying the hooks. 

Work Saver Ass or tment;s w:!..11 be Ln-, cir:cd a t xegul.ar distributor (J-list) 
cpen stock ccst with the appr opr Lat.e discounts that are earned then deducted from 
the invoice. 

3. KITCHEn co~~P!,.Ti:o:r .r-noox 6 D0:3El! ?~.EPACK ASSORTMENTS 
Avad Lab Ll.Lcy a t Once · 
Minirot:rr. Or de r 50 Assort..:il2nts 

C:~rle:rs f o r 50 - 150 Asccr trcencs - Joo::ier Cost Less 5% 

Orders for 158 Asaor tnent;o or No"'.'e -· Jo· ber Cost Less 5% and 5% 

Ar; we will be using the some ''St![c~y J-Hooks" as for Work Savers, the same procedure 
will app Ly if d::.: d Ls t r fbuzox supp l.Lcs his own .J-hooks , We will deduct 78¢ per 
assortnent in lieJ of c~p?lying J-hooks. 

Kitchen Cor::panion A::sorbentG Fi:.i.l also be billed as open stock with the appropriate 
d Lacount s earned c:educte:1 frc-:1 ::he :i.r.vcice. 

Kitc:.~n Cot-pan.l.on As s or tricnt s a-re limited to 12 items as follows: 

K-150 K-167 
K-lSlf K-168 
K-155 K-172 
I~:·~ l:i ·.,_• :z-194 
K-J.58 K--.1~5 
K-LO K-196 



FIRST QUARTER PROMOTIONS ONLY (con't.) 

*4. SILVER DAWN - CARVING SET & SALAD SET 

The three pack easel display of the Wildcat Skinner and Pro Guide were well 
received by the trade. It provided them with a built-in merchandiser, an 
essential to the success of any item. We've followed the same principle here 
and are counting on you for the same good results. 

Special Pack - 4 sets of an ite.~ w/free easel counter display card featuring these 
sets as follows: -- 

#2C/4 - Regular Retail: $14.95; Special Retail: $8.88 - Jobber Cost: 
$4.00/Set (A full 50% and 10%). 

#2S/4 - Regular Re·;:.ail: $11. 95; Special Retail: $7. 77 - Jobber Cost: 
$3.50/Set (A full 50% and 10%). 

*5. CASUALWARE #2000 DISPLAY ASSORTMENT w/ "telephone butler" - jobbers' salesman's 
incentive - bear in r.;ind this "telephone butler" represents an unusual incentive 
particularly to Housewares jobbers' salesmen. 

Assortment #2000 contains two 20-Pc. Sets of each of 4 colors - total 8 sets 
PLUS? Free Counter Merchr:ndiser with free 5-Pc. Casualware Place Setting - (Sets 
& Merchandiser.packed in separate cnrtons). 

Jobber Cost - $68.00/Assortment ($8.50/Set) 

NOTE: No Advertising Af.Lovance on {!2000 Assortments. 

*6. STAINLESS 

a. 32 Piece Service for 8 

Standard $6.50 

Custom $7. 76 

b. Twin Pack (2 regular 24-Pc. Sets banded together making a 48-Piece Service 
for 12) 

Standard $8 .96 

Custom $11. 64 

Since these sets are a special make-up and are intended for special events 
only, let's shoot for some real volume. 

Minimum Order: 200 Sets 

*Promote in Second Quarter too. 



1974 

ACROSS THE BOARD PROMOTIONS 

SECOND QUARTER PROMOTIONS ONLY 

1. "TWIN PACK" CASUALWARE STEAK KNIFE SET: This follows up on the successful 20-Pc. 
Twin Pack Promotion and ties in with the introduction of Corelle Meat Platters: 

RETAIL SELLING DATES: May 6th - July 31st, 1974 

SELL TO DISTRIBUTORS: Second Quarter 

SPECIAL RETAIL: $10.88 (Reg. $15.90) 

SPECIAL DISTRIBUTOR COST: $4.90 (Reg. $6.80) - Full 50/10% Discount 

ADVERTISING ALLOWANCE: 25¢/Twin Pack 

CASE PACK: 6 Twin Packs of a color 



JANUARY HOUSEWARE"S SHOW SPECIALS 

Last January, we wrote more business at the Houseware's Show than ever before. 

We hope to exceed that total at the 1974 Show. We've got the program to do it! 

Please keep in mind that dating is the most important concession - most expensive 
concession - a manufacturer can make to a customer. With interest rates around 10%, 
nothing else is really needed to write a boat load of business. 

But we're giving both dating and other allowances. 

Get a big jump on your 1974 budget! 

1. MODS 1 & 3 (minimum 12 units assorted); DE-100; HB-100 (minimum 6 units assorted). 
Based on the stipulated minimums, we will allow a S% discount. Get in touch with 
your Pocket Knife customers now and write their orders now. A lot of placements 
now will help your Pocket Knife business in all of 1974-.~ 

2. THE GRAND OPENER 

Purchase 72-240 Dozen 
Regular Jobber Cost Less 5% 

Purchase 240 Dozen or More 
Regular Jobber Cost Less 10% 

3. WORK SAVERS 

Purchase 72-144 Dozen of an item 
Regular Jobber Cost Less S% 

Purchase 144 Dozen or More of an item 
Regular Jobber Cost Less 10% 

4. KITCHEN COMPANION GADGETS (Limited to the same 12 items as in the J-hook Prepack 
Assortment Special 

Purchase 72-144 Dozen of an item 
Regular Jobber Cost Less S% 

Purchase 144 Dozen or More of an item 
Regular Jobber Cost Less 10% 

5. GRAND OPENER DISPLAY SHIPPER ASSORTMENT 
#K-197/48 
Jobber Cost: $27.87 per Assortment - Earn 
Placement Allowance as Follows: 

Purchase SO - 100 Assts. 
Purchase 100 - 200 Assts. 
Purchase 200 Assts. or More 

Earn 
Earn 
Earn 

$ .SO/Asst. P.A. 
$1.00/Asst. P.A. 
$1.SO/Asst. P.A. 

Orders for Less than 50 Assortments - Regular Cost Applies 



6. WORK SAVER 5 DOZEN J-HOOK PREPACKS (WITH"SAFETY J-BOOKS") 

Minimum Order 50 or More Assortments 
Jobber Cost Less 5% 

If the distributor wants to use their own J-hooks which many stock in their ware 
house, we will deduct 65¢ per assortment in lieu of our supplying the hooks. 

Work Saver Assortments will be invoiced at regular distributor (J-list) open stock 
cost with the appropriate discounts that are earned then deducted from the invoice. 

7. KITCHEN COMPANION J-HOOK 6 DOZEN PREPACK ASSOF.TI1ENTS 

Availability at Once 
Minimum Order 50 Assortments 

Orders for 50 - 150 Assortments 
Orders for 150 or More Assortments - 

Jobber Cost Less 5% 
Jobber Cost Less 5% and 5% 

As we will be using the same "Safety J-hooks" as for Work Savers the same procedure 
will apply if the distributor supplies his own J-hooks. we will deduct 78¢ per 
assortment in lieu of supplying J-hooks. - Kitchen Companion Assortments will also be billed as open stock with the appropriate 
discounts earned deducted from the invoice. 

Kitchen Companion Assortments are limited to 12 items as follows: 

K-150 
K-154 
K-155 
K-157 
K-158 
K-160 

K-167 
K-168 
K-172 
K-194 
K-195 
K-196 

8. SILVER DAWN - Carving Set & Salad Set 

Special Pack - 4 Sets of an item w/free easel counter display card featuring these 
sets as follows: ~~ 

#2C/4 - Regular Retail: $14.95 (Special Retail: $8.88) 

Jobber Cost: $4.00/set (full 50/10%) 

#2S/4 - Regular Retail: $11.95 (Special Retail: $7.77) 

Jobber Cost: $3.50/set (full 50/10%) 



9. CASUALWARE #2000 DISPLAY ASSORTMENT 

With "TELEPHONE BUTLER" - jobber salesman's incentive - bear in mind this "TELEPHONE 
BUTLER" represents an unusual incentive particularly to housewares' jobber's sales 
men. 

Assortment #2000 contains two 20-Pc. Sets of each of 4 colors - total 8 sets PLUS 
FREE COUNTER MERCHANDISER w/FREE 5-Pc. Casualware place setting - (sets and 
merchandiser packed in separate cartons). 

Jobber Cost: $68.00/Asst. ($8.50 per set) 

NOTE: No Advertising Allowance on #2000 Assortments 

$5000 -10,000 60 days 

DATING (IMPERIAL MERCHANDISE ONLY) 

For all orders written during January, whether at the show or in the field, the 
following dating applies (from shipment of order): 

$1500 - 5,000 30 days 

$10,000 and over 90 days 

GROUND RULES 

1. One order per customer 

2. "At Once" shipment 

3. All orders are subject to the approval of the credit department. 

Let's break our 1973 record! 



SHOPPING RETAIL 

This is really basic to intelligent preparation before calling on a buyer and most 
of us ignore it. 

After all, you're at your best in your brief encounter with your buyer if you are 
indeed the expert. You should know more about what's going on in his stores than he 
does. 

Intelligent selling is 90% preparation and 10% presentation. 

Know what's going on in the field. 

Knmv what your competition is before you make your call. All the buyer knows many 
times is what's on his inventory card and on his IBM report - frequently a far cry 
from what's going on in his store. 

Talk to the clerk who heads up the section. Talk to the store manager. You'll learn 
a lot about sources and turnover. Educate yourself. 

Your buyer will respect you for this because you've taken the time, made the effort, 
to custom shop his operation. 

This will help him determine what he should do with your line. And if you have 
tailored your presentation to meet the needs of his responsibilities, your chances of 
increasing your sales to him are greatly enhanced. 

Think retail. 

And work backward from the retail shelf to the wholesaler to the factory. Find that 
weakness and correct it. You can bet your bottom dollar it's there. Spot it. 

Do yourself a favor. 

Think about the above. 

It will help you. 

Guaranteed. 



POCKET KNIFE ADDENDUM 

This has been mentioned to most of you more than once but it is so important that I 
wanted to put it in writing in the hope that it will accelerate your Pocket Knife 
sales. 

In an August Newsletter, I reported that Jack Galick's doggedness had finally paid 
off with Sprouse Reitz, a large (400 store) regional variety chain. After only 
twelve years, they finally saw the light and switched from Sabre to our MOD-1. 

There are several factors involved: 

1. Quality 

2. Price 

3. Delivery 

The real reason they switched is that they can no longer count on even minimum 
standards on imported pocket and hunting knives. And, of course, with two dollar 
devaluations the Sabre Knife now retails for $1.99 against our $1.79. 

Delivery? 

Everyone knows what a sensationally good job our Pocket Knife Division does in 
shipping orders. 

So, there are three excellent reasons to substanially increase your Pocket Knife 
business. 

What else? 

Because everyone is upgrading to help cover increased costs, Sprouse has also added 
the MOD-3. 

In further evidence of this trend, J.C. Penney is taking a hard look at the DE-100 
for their 1974-75 line and so is Woolco. After all, quality pocket and hunting knives 
continue in tight supply as you know from your Schrade experience. Take advantage of 
this. With deliveries slow from Ellenville (it probably won't improve much in 1974- 
increased production is projected to be almost completely absorbed by increased sales) 
and expensive knives in generally tight supply, push the DE-100. It's a quality line 
at a reasonable price. 

Some of you have been most successful in placing DE-lOO's on this basis while others 
have let it slip by. 

The void exists. 

Fill it with DE-lOOs. 



SHOW ETIQUETTE 

From time to time, and we've all heard it, criticism has been leveled at us for our 
perfonnance in our space during the Houseware's Show - and other shows. 

I guess other companies have been affected by our problem too. 

We thought you might enjoy the attached. 

And, if you see yourself, and I'm sure none of you do, do something about it. 



lO NO-NO'S FOR EXH1BITORS, 

Not long ago a research project 
to check on the salesmanship of 
dants at big-city trade shows, 
the investigators found: 

was undertaken 
booth atten 
Here' s what 

( \ 

1:. Booth personnel failed even lo i,:_Et out 
their chairs when 

l.:. Some 20% of booLh personnel were not only 
smoking on the job, but many failed to put 
their butts down, or ou t , o r even take them 
out of their mouths when talking to booth 
visitors. 

~ Many salesmen showed no interest in booth 
visitors -- unless they happened to be pretty 
~i r l s , 

-r··-. -· ----- -. "'"""' r : • I'. 

3. About 10% were chewing gum. 

.!!_.: 53% of booth personnel had bad breath. 
(Even the vodka drinkers,) 

5. 61% of the personnel did not look as 
good as the booths themselves. 

8. Booth attendants tended to show little 
interest in prospects outside their firm's 
immediate geographical area. 

7. More than a third of sales personnel 
Tai led to try for an appointment in the 
p ro spcc t l s office, Almo s r 207. did no t even 
ask the prospect for his name and company 
affiliation. 

9, Only about half of all booth personnel 
bothered to introduce thcms c l vc s , or suppl y 
a business card, or. even lo wc a r a name card. 

10. 29% of Lhc buo t.hs were urul c rtnannc d .. Too 
many late comers; too many e a r l yvgcer s . 



NATIONAL TRADE SHOWS IN WHICH IMPERIAL WILL EXHIBIT DURING 1974 

1. A.R.M.I. Convention 
January 6th thru 11th 

Palmer House 
Chf.c ago , Illinois 

2. National Housewares Exhibit 
January 14th thru 18th 

McCormick Place 
Chicago, Illinois 
(Booth Nos. 3468-72) 

3. Specialty Advertising Association 
January 22nd thru 25th 

Conrad Hilton Hotel 
Chicago, Illinois 

4. National Sporting Goods Shew 
February 10th thru 1L,th 

McCormick Place 
Chicago, Illinois 

5. General Merchandise Distributor Council 
April 1st thru 5th 

Shamrock Hilton 
Houston, Texas 

6. New York Premium Show 
May 6th thru 9th 

Coliseum 
New York, N. Y. 
(Booth Nos. 2618-20) 

7, A.R.M.I. Convention 
May 12th thru 17th 

Diplomat 
Hollywood, Florida 

8. National Housewares Exhibit 
July 15th thru 19th 

McCormick Place 
Chicago, Illinois 
(Booth Nos. 3468-72) 

9. National Hardware Show 
August 26th thru 29th 

Coliseum 
New York, N. Y. 
(Booth Nos. 103-4) 

10. Chicago Premium Show 
October 22nd thru 24th 

McCormick Place 
Chicago, Illinois 
(Booth Nos. 1117-1118) 

Those of you attending any of these Trade Shows should make firm dates with your 
important Buyers b~fore you leave home for the show. You will miss many of them 
if you wait for them to find you there. 

And please be sure to let us know in New York ahead of time how we can help you with 
your important Buyers at these shows. 

After all, we're investing a substantial amount of time, money and effort to make 
these shows as attractive as possible and we on the scene at the show want to do 
everything we can to help you with your Buyers, so please let us know what we can 
do for you. 



PRICES SUBJECT TO CHANGE 

WITHOUT NOTICE 1muar111 10111 camo1n1. Inc. 
Off/CE.-1116 BROADWAY. NEW YORK. N.Y. 1D019 

FACTORY: PROVIDENCE. R.I. 02903 

PRICE LIST 
TC74-R 

Jan. 1, 1974 

HOUSEHOLD CUTLERY & GADGETS 
Item 

DESCRIPTION 
Case Pack Retail 

Number Weight Each 

DIAMOND EDGE ST AIMLESS CUTLERY 
3002 6-Pc. Steak Knife Set 6/8.5# $18.95 
3065 S.Pc. "Century 21" block set 6/14.5# 22.95 

-- 
3066 6-Pc."Century 21" block set 6/17.5# 26.95 
3056 6-Pc. Steak Knife Set 6/7 .0# 14.95 

-·- --- 
3057 S.Pc. Kitchenmate Set 6/8.5# 15.95 
3059 6-Pc. Homemaker Set 6/11.5# 19.95 

301579 S.Pc. Set in Syrocco holder 6/18.5# 24.95 
3024B 3" Paring Knife 72/7.5# l.50 
3052B Wide Heel Paring Knife 72/7.5# l.75 
3020B 5" Utility Knife 72/9.0# 2.00 
3031B 4¥" Fruit & Vegetable Knife 72/12.0# 2.50 
3029B 6" Sandwich Knife 72/10.5# 3.00 -- 
3022B 8" Narrow Blade Slicer 72./18.0# 4.50 

8" French Cook' s Knife ---- 
3027B 72/24.0# 4.50 

3028WEE 8" Roast Slicer(Wonda-~dge) 72 '21.0# 4.50 
--- 

3032B 8" Ham Slicer/Bread Knife 72/18.0# 4.00 . 
3039B 7" Butcher Knife 72121.0# 4.50 
3085B 9" Roast SI i cer 72i25.5# 5.00 - ,_ ____ 
3014B Fork 72/16.8# 3.00 

VERl-SHARP STAINLESS CUTLERY 
WWlWE 6- Pc. Steak Knife set 12/6.5# 6.95 
WW'lWE 6-Pc. Steak Knife set in block 12/8.8# 7.95 -- - - ·-··-- 

WWB 3- Pc. Block Set 12/12.0# 6.95 ·- ·- -- WW-15 S.Pc. "Century 21" Set 12/18.0A 9.95 
- 
\\'W16 ---- 

6-Pc. Century 21" Set 12/21.011 10.95 
---- --- 

224 3" Paring Knife 72/6.0# .69 -- -- ·- 
230( Curved Fruit Knife 72/6.0# .89 ~- --·- 220WE 5" Utility Knife (WE) 72/7.5# .89 

~·-- --- 
229 6" Sandwich Knife (WE) 72/9.0# 1.19 ---- -· >--- 

214 Fork 72/12.0# 1.39 
~· 

72/13.0#1 222 8" Steak & Poultry Slicer (WE) 1.39 ,_ __ 
227 8" French Cook's Knife 72/15.0#: 1.49 

-- 
228 8" Roast Slicer 72/13.0# l.39 
232 9" Ham Slicer (Wonda Edge) 72/19.0# 1.49 -- 
239 7" Butcher Knife 72/19.5#' l.39 

GRANNY'S ST AIMLESS CUTLERY 
873 Boning Knife 72/12.0~ 1.49 

874 Utility Knife 1219.5# I l.19 

875 Butcher Knife 72/17.5# l.69 

876 Fork 72/8.0# 1.00 

Item Case Pack Retail 
Number DESCRIPTION Weight Each 

GRAN HY'S ST AIHLE SS CUTLERY (cont.) 
877 Parer (she If pack -12 ea.) 72/7.5# $ .89 
878 Slicer 72/17.511 1.69 
879 Handy FI i pper 72114.511 I_~ 

STAINLESS GADGETS 
K-198 Wide Heel Parer 144/11.0# .59 
K-199 Clip Parer 144/11.0# .59 

---- 
K-200 Curved Fruit Knife 144/11.0# .69 
K-201 Fruit & Vegetable Slicer 144/11.0# .69 
K-202 Tall Jar Fork 144/11.0# .59 
K-203 Peeler 144/11.0# .89 
K-204 Snack Server 144/16.5# .89 
K-205 Buffet Knife 144/16.5# .89 
K-206 Sprear 'n Cut 144/16.5# .79 
K-207 Steak Utility Knife 144/11.0# .69 

SK-148/2 2-Steak Knives 144/22.0# .98 

K-150 Fruit & Vegetable Slicer 144/13.3# .69 
K-151 Scooper Scraper 144/14.0# .39 
K-154 Slotted Serving Spoon 144/19.0# .59 
K- 155 Serving Spoon 144/19.0# .59 

Kl56/2 2-lced Drink Spoons 144/15.0# .69 -- 
K-157 Tall Jar Fork 144/10.0# .59 

K- 158 Su per Server 144/28.5# .89 
K-160 Super Slotted Server 144/28.5# .89 

- 
K-161 Cold Cut Server 144/18.0# .59 
K-162 Salad Serving Fork 144/18.0# .59 
K-167 Dressing Ladle 144/15.5# .79 
K-168 Gravy Ladle 144/19.0# .98 
K-169 Spoghett i Server 1.11.'28.0# .98 

K-170/71 Butter Knife & Sugar Spoon 144/22.0# .79 
K-172 Breakfast Knife 144/16.011 .79 

K-180 2-Pc. Carving Set 144/42.0# 1.69 

324 3" Paring Knife- Wonda Wood 144/9.0# .59 

K-952 Wide Heel Parer 144/11.0# .49 

K-953 Curved Fruit Knife 144/14.5# .59 

K-194 Carving Knife 144/23.011 .98 

K-195 Flip 'n Cut 144/33.011 l.29 

K-196 Spread 'n Cut 144. 15.3# .69 
K-197 1 Grand Ooener (boxed) 72/17.0# 1.29 
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TERMS: 2%- 10 Days, Net 30 
All shipments 

F.O.B. Providence, R. I. 
PRI ES SUBJ(lT TO HANG! 

WITHOUT NOTICE 

lllDMll lnlll CGIDllll, Inc. 
Off/CE: 1776 BROADWAY. NEW YORK. N.Y.10019 

FACTORY, PROVIDENCE. R./. 02903 

PRICE LIST 
I - 174J 

Jon. 1, 1974 

POCKET & SPORTSMEN'S KNIVES 
IMPORTANT - ORDERS FOR ITEMS IN OTHER THAN STANDARD MINIMUM ORDER QUANTITIES 
WILL BE INCREASED OR DECREASED TO THE NEAREST MINIMUM ORDER QUANTITY. ORDERS 
FOR LESS THAN $50.00 CANNOT BE ACCEPTED AND WILL BE RETURNED TO YOU. 

ASST. CATALOG QUAN. MINIMUM ORDER 
NUMBER DESCRIPTION PAGE PER CONTENTS WEIGHT SUGG. RETAIL COST 

NO. ASST. (per assr.) (per Asst.) 
(each) (asst.) (o s s f .) 

HAMMERBRAND DISPLAY CASE ASSORTMENT ~ $2.50 to 6.00 
HB-100 I Pocket & Sportsmen's Knives I HB-73 45 ~ 20.5# (160.00) $68.40 

DIAMOND EDGE DELUXE DISPLAY CASE ASSORTMENT zr: <,.) 4.50 to 8.50 
I Pocket & Sportsmen's Knives I , 0 

DE-100 DE73-2 30 !!.. - 17.0# (187.50) 75.94 =..:o 

MODULAR DISPLAY CASE ASSORTMENTS 0 ~ 1.79 , :::, 

MOD-1 Jack-Master Assortment MOD73- l 60 ~ a.. 15.5# (107.40) 46.14 , 0 - , 
~ o- 1.59 to 2.49 

MOD-2 Jack-Master Assortment 
0 0 (107.91) 46.08 MOD73-2 54 a.. "' 15.0# a.. "' ~: 3. 2.39 to 3.29 O Cb 

MOD-3 Diamond Edge Asst. 
:::, a.. 

(105.52) 42.74 DE73-1 40 ~o 14.0# 
~ 2.49 to 7.50 0 

Sportsmen's Knife Assortment 
n 

\127.18) 53.39 MOD-5A MOD74-5A 26 ,_... 17.4# 

REFILLS FOR ABOVE DISPLAY CASE ASSORTMENTS: Shelf Pack - 6 each 
MINIMUM{6 dozen asst'd. knives - for Hammer Brand, Diamond Edge Deluxe and/or MOD-SA only. 
ORDERS l2dozen asst'd. knives - for MOD-1, MOD-2 and/or MOD-3 only. 

12dozen asst'd. knives - for combinations including all lines shown above 

PATTERN CATALOG WEIGHT SUGG. COST 
NUMBER DESCRIPTION PAGE PER RE T Al L (each) 

NO. DOZEN (each) 

OPEN STOCK REFILLS FOR HAMMERBRAND HB-100 DISPLAY 
HB-1 2-Blade Barlow 3 3/8" 1.8# $2.50 $1.07 

HB-2 2-Blade Camper 4" 2.0# 3.00 1.28 

HB-3 2-Blade Trapper 4" 2.0# 3.00 1.28 

HB-4 3-Blade Explorer 4" 2.6# 4.00 1.71 
:r: 

HB-5 2-Blade Nimrod 3 1/4" CP 1.2# 2.50 1.07 

3-Blade Backpacker 3 1/4" 
....•.• 

HB ·6 <,.) 1.6# 3.00 1.28 

HB-7 2-Blade Angler 4 7/8" 2.6# 3.00 1.28 

HB-8 Plainsman Sheath Knife 9 1/2" 6.0# 6.00 2.57 

HB-9* Trailblazer Sheath Knife 8 7/8" 5.6# 6.00 2.57 
HB-10*. Woodsman Sheath Knife 8 7 /8" 5.6# 6.00 2.57 

*Shelf pack 3 each 

Page 1 



REFILLS FOR DISPLAY CASES - continued 

Page 2 

PATTERN CATALOG WEIGHT SUGG. COST 
NUMBER DESCRIPTION PAGE PER RE T Al L (each) 

NO. DOZEN (each) 

OPEH STOCK REEILLS FOR DIAMOND EDGE DELUXE DE-100 DISPLAY 
322DE 2-Blade Folding Hunter 5 1/4" 5.5# $8.50 $3.44 
352DE Lorge 2-Blade Jackknife 4" 2.011 6.00 2.43 
353DE Lorge 3-Blade Premium Stock 4" 2.2# 7.00 2.84 
362DE Small 2-Blode Jackknife 2 7/8" 0 .8# 4.50 1.82 

Small 3-Blade Serpentine 2 7/8" 
m 5.00 2.03 363DE .....• 1.0# w 

382DE Medium 2-Blade Jackknife 3 1/4" N l.5# 5.00 2.03 
383DE Medium 3-Blode Jackknife 3 l/4" 1.6# 5.50 2.23 
392DE 2-Blade Dogleg Jackknife 3 7/8" 2.5# 6.00 2.43 
309DE* Hunting Knife 8 7/8" overall 5.6# 7.50 3.04 
310DE* Hunting Knife 8 7/8" overall 5.611 7.50 3.04 
*Shelf Pock 3 each 
OPEN STOCK REFILLS FOR "MOD" ASSTS. 

MOD-1 Jock-Moster 
801 2-Blade Jock (Stoglon) 3 1/8" I 1.311 l.79 .765 
802 2-Blode Jock (Yellow) 3 l/4" 1.1 # l.79 .765 

,;:: 
803 2-Blode Barlow (Staglon) 3 3/8" 0 1.6# l.79 .765 

0 

804S 2-Blode Jock (Staglon) 3 l/4" .....• 1.1 # l.79 .765 <.;-> 

805P 2-Blade SS Jock (Pearl) 2 7/8" ~ 
.8# l.79 .765 

8QS 2-Blade Jock (Stco lon) 2 3/4" .9# l.79 .765 
808P 2-Blode Jock (Pearl) 2 3/4" .811 l.79 .765 
811 2-Blade Fish (Yellow) 4 l/4" 1.8# l.79 .765 
812 Sheath Knife (Striped) 8 l/4" 2.1# l.79 .765 
818 4-Blode Komp-King (Black Stag) 3 3/4" 2.5# l.79 .805 

MOD-2 Jack-Moster 
809 3-Blode Small Serpentine (Stnq lon ) 2 3/4" 

I 
.8# 2.19 .935 

819 Sheath Knife (Black Stag) 9" 4.0# 2.19 .935 
l -Blade Fish (Staglon) 4 l/4" 

,;:: 
1.59 .68 822 0 l.3# 

0 
825P 2-Blade SS Pen (Pearl) 2 7/8" .•...• .6# l.79 .765 w 

826 2-Blade SS Pen (Stoo lon) 2 7/8" N .6# l.79 .765 
827 2-B lade Jack (Stag Ion) 2 7 /8" .8# l.79 .765 
829 3-Blode Premium Stock (Stoglon) 3 l/4" 1.1 ff 2.19 .935 
830 3-Blade Premium Stock (Stoglon) 3 1/2" 1.6# 2.19 .935 
831 2-Blade Jumbo Jock (Stoglon) 4" 1. 9# 1.98 .845 
832S 3-Blode Premium Stock (Stag Ion) 4" 2.0# 2.49 l.06 

MOD-3 Diamond Edge 

I 
851DE 2-Blode Serpentine Jock 2 7 /8" .711 2.39 .965 
852DE 2-Blade Serpentine Pen 2 7/8" .611 2.39 .965 
853DE 2-Blade Barlow 3 3/8" 0 1. 911 2.39 .965 rn 
854DE 2-Blade Medium Serpentine 3 l/4" .•...• 1.2# 2.39 .965 w 

855DE 2-Blade Small Serpentine 2 3/4" ~ .811 2.39 .965 
856DE 2-Blade Fish Knife 4 l/4" 1.8# 2.39 .965 
857DE 4-Blade Utility 3 3/4" 2.1 F 2.98 l .205 
858DE 2 -Blade Jumbo Jack 4" 1.8# 2.79 1.13 
859DE 3-Blade Medium Serpentine 3 l/4" 1.21! 2.98 1.205 
860DE 3- Blade Premium Stock 4" 1.8# 3.29 l.33 

OPEN STOCK REFILLS - MISCELLANEOUS 
836 2-Blade Workmaster 3 3/4" FD-2 2.511 2.49 1.06 
841RB 2-Blade (Stoql on) RBS Jack 2 7/8" 1.1 II 2.49 1.06 
846RB 3-Blade (Staglon) RBS Serp , 3 l/4" or 1.6# 4.95 2.12 
847RB 2-Blade RBS Fish Knife (Yellow) 4 l/4" FD-3 2.011 3.95 1.69 



PATTERN CATALOG WEIGHT SUGG. COST 
NUMBER DESCRIPTION PAGE PER RETAIL (each) 

NO. DOZEN (each) 

OPEN STOCK REFILLS FOR "MOD" ASSTS. (Continued) 
MOD-SA Sportsmen's Knives 

821 'Sheath Knife (Stcqhecd) 9" I 4.5# $2.49 $1.06 
HB-10 Hammer Brand (Staglon) 8 7/8" 3::: 5.6# 6.00 2.57 

Fish Fillet (Wood) 11" 0 
4.0# 3.95 l.69 839 0 ..•...• 

309DE Diamond Edge (Stoglon) 8 7/8" """ 5.6# 7.50 3.04 v, 
861 "Kit Carson" (Stag Ion) 9 1/2" )> 5.6# 7.50 3.04 
H-15 Sheath Knife (Leather) 9 3/4" I 8.0# 5.25 2.25 

CATALOG QUAN. MINIMUM WEIGHT SUGG. 
ASST. DESCRIPTION PAGE PER ORDER PER RETAIL COST 

NO. ASST. (as sts .) ASST. 

PRO GUIDE Sheath Knife (asst.) (asst.) 
PG-3 Counter Display Assortment 173-13 3 6 2.7# $36.00 $14.58 

(each) (each) 
PG-1 Individual Knife - boxed I 73-13 6 2 4.2# 12.00 4.86 
WILDCAT SKINNER Folding Hunter with Sheath (as st.) (asst.) 

WS-3 Counter Di splay Assortment I 73-12 3 6 2.3# 36.00 14.58 
(each) (each) 

WS-1 Individual Knife - boxed I 73-12 6 2 3.5# 12.00 4.86 
CAMPING CADDY SET with Roll 
TKP -33 j 33 -piece Set - boxed I 73-9A l 6 4.0# 19.95 8.98 
"AUTHENTIC REPRODUCTIONS" Gift Boxed Knives (asst.) 

AR-176 "Mark Twain" Barlow Knife 173-1 6 6 l.3# 3.50 8.50 
(each) 

ARH-70 "Kit Carson" Trail Knife 173-2 12 l 7.5# 7.50 3.04 
SUPER RAZOR BLADE STAINLESS POCKET KNIVES (asst.) 

RB-4 2-Blade Slim Jackknife (Stcclon) 
~ 2.49 12. 75 I 12 Iv 1.7# 
0 

RB-5 2-Blade Medium Jackknife (Staglon) ;;o 12 V> 2.3# 2.79 14.30 V> OJ 0 

695-RB 2-Blade Deluxe Jackknife (Staglon) ..:... 6 ~ 2.8# 4.50 11.55 ;; w a... 
697-RB 3-Blade Deluxe Knife (Stcqlon ) I 6 I 2.9# 4.95 12.70 

(each) 

902-RB 2-Blade "Anqler's Aide" Knife 173-4 6 l 2.5# 3.95 l.69 
(/l 

2- and 1-BLADE ASSTS. - 12 to a display card "O 

(asst.) ~ 785 Small Serpentine Jack - V> 

assorted Staglon, Pearl & Yellow 173-10 12 3 l.3# l.79 9.18 (1) 
0 ::J -· ,..._., 

t*l8685- 2-Blade Lorge Jackknife - assorted I 73-11 12 :::, - :::, 1.7# l.79 9.18 V> () 0 
"O -v, 

2-Blade Slimline SS Jackknife - asst. 
0-UCv, 

1.79 9.18 t *63SS- 173-10 12 <O O ~ 0 l.2# (ti () ::J ~ 

*278-S 2-Blade Bowie Barlow - clip blade 173-5 12 ..i::.. ;,i;:-lO (l) 2.1# 1.79 9.18 ~ a... 

650 2-Blade Jumbo Jackknife- all Stag Ion 173-11 12 ;:,<; l.3# l. 98 10.15 :::, 

15687 3-Blade Asstd. Knives-all Staglon I 73-6 12 < 2.0# 2.19 11.23 (1) 
V> 

653 3-Blade Jumbo Knife - all Stcq lcn I 73-6 12 I 2.6# 2.49 12.77 

tTo specify handle styles in above Assortments add digit as follows to Assortment Numbers: -1 ALL STAGLON; 
-4 1/2 STAGLON, 1 4 PEARL & 1/4 YELLOW. 

*These knives available in heat sealed plastic blisters on individual cards for self-service merchandising at same 
costs. To specify this packaging show the letters RJ- in front of the regular assortment number. 
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CATALOG QUAN. MINIMUM WEIGHT SUGG. COST 
ASST. DESCRIPTION PAGE PER ORDER PER RETAIL 

NUMBER NO. ASST. (as sis.) ASST. 
(each) 

SPORTSMEN'S POCKET KNIVES - 12 to a display card ow--=:;::; (each) (ass I.) 

*N -615 4-Blade Kamp-King Knife - Black Stag I 73-7 12 ~ CT~ o 2.5# $1.79 $9.67 ~ ;-. (/\ 

901 1-Blade Sports-Moster Knife - 4 1/4" 173-8 
O V> 1.59 8.15 12 tC O ,.....,_, 0 1.7# ~ VI ' -, 

V> - 

*943 2-Blade Fish Knife - 4 1/4" - asst. I 73-8 12 ~;+S?o~ 2.1 # 1.79 9.18 
SPORTSMEN'S BOXED KNIFE SET (each) 

HK-3550 2-P iece Stag Head Kombo Set 173-9 12 2 8.0# 4.95 2.11 
SPORTSMEN'S FIXED BLADE KNIVES 
FF -222SH D. E. Fish Fillet - individual carded 173-3 12 o- 2.1# 3.95 1.69 

I 
0 

H-6 Staqqed Huntinc Knife 12" V> 2.3# 2.19 .935 - V> 

Staq Head Hunting Knife 
••..... g 2.49 1.06 H-50 w 12 2.3# Cl) 
,0 0.. 

5.25 2.25 H-15 Sheath Knife (Leather) 9 3/4" I 12 4.0# 
ELECTRICl'2H'S KNIFE - on indiv. blister cards 
TL-292 2-Blade Work-Master TL-292 12 6 1.5# 2.49 1.06 

OTHER LARGE ASSORTMENT (asst.) (as st.) 

I Carded Assortment - 36 pieces 
1.79 

IK-36 IK-36 36 12 5.7# (64.44) 27.55 
DIAMOND EDGE POCKET KNIVES (each) 

"6- Pack" Assortments 
DE-1 2-Blade Slimline Jackknife 1.9# 2.39 5.81 
DE-2 2-Blade Slimline Penknife 1. 9# 2.39 5.81 

DE-3 2-Blade Barlow Knife 3.0# 2.39 5.81 
DE-4 2-Blade Medium Serpentine Jackknife ~ 2.0# 2.39 5.81 

0 N o-: 
DE-5 2-Blade Small Serpentine Jackknife m se- 0 

1.8# 2.39 5.81 ••..... :::, V> 
w V> 

DE-6 2-Blode Fish Knife < ~ 2.9# 2.39 5.81 ~ Cl) ;; V> 

DE-7 4-Blade Utility Knife 0.. 
3.0# 2.98 7.24 

DE-8 2-Blade Jumbo Jcckknije 3.0# 2.79 6.78 
DE-9 3-Blade Medium Serpentine Knife 2.1# 2.98 7.24 
DE-10 3-Blode Premium Stock Knife 2.9# 3.29 7.99 
PLASTIC BOXED GIFT KNIVES (each) 

MC-57 !Stainless Money Clip Knife - 12 6 1.8# 2.19 .935 

*These knives available in heat sealed plastic blisters on individual cords for self-service merchandising at some 
costs. To specify this packaging, show the letters RJ- in front of the regular assortment number. 
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PR ICES SUBJfCT 10 CHA~GE 
WI THOU r ~OT ICE 

TERMS: 2%-10 days; Net 30 
All shipments 

F.O.B. Providence, R. I. 
Full Freight Allowed on 
shipments of 15011 or more 

in Continental U.S.A. 

1mo1r1a1 1n111 comoany, Inc. 
OFFICE: 1776 BROADWAY. NEW YORK, N.Y. 10019 

FACTORY.· PROVIDENCE. R.I. 02903 
®lmpanal 
PRICE LIST 

KK - 17 4J 
Jon. 1, 1974 

HOUSEHOLD CUTLERY & GADGETS 

IMPORTANT - 
ORDERS FOR ITEMS IN OTHER THAN STANDARD CASE PACK QUANTITIES WILL BE INCREASED OR 
DECREASED TO THE NEAREST CASE PACK QUANTITY. ORDERS FOR LESS THAN $50.00 CANNOT BE 
ACCEPTED AND WILL BE RETURNED TO YOU. 

Item Case Pack Retail Cost 
Number DESCRIPTION /Weight Each Each 

DIAMOND EDGE STAINLESS CUTLERY 
- see catalog folder KK73-3/4 
Sets: 

3002 6-Pc. Steak Knife Set 6/8.5# $_18. 95 $ 7.11 
3065 5-Pc. "Century 21" block set 6/14.5# 22.95 8.61 
3066 6-Pc. "Century 21" block set 6/17.5# 26.95 10.11 

3056 6-Pc. Steak Knife Set 6/7.0# 14.95 5.61 
3057 5-Pc. Kitchenmate Set 6/8.5# 15.95 5.98 
3059 6-Pc. Homemaker Set 6/11.5# 19.95 7.48 
301579 5-Pc. Set in Syroco holder 6/18.5# 24.95 9.36 

Open Stock: lndiv. Carded Case Weight 
{shelf pack 6 ea.) Pack per dz. 

. * 3024 3" Paring Knife .63# 1.50 .56 
3052 Wide Heel Paring Knife .63# 1.75 .655 3:: 

* 3020 5" Utility Knife :, .75# 2.00 .75 
4%" Fruit & Vegetable Knife 

~3· 
1.0# 3031 -·C 2.50 .94 :" 3 

* 3029 6" Sandwich Knife °'~ .88# 3.00 1.125 .., a.. -·~ 
3022 8" Narrow Blade SI i cer ~ ~ 1.5# 4.50 l.69 ~ 0, 

* 3027 8" French Cook's Knife "'c 2.0# 4.50 1.69 0 ••• -· 
3028WE 8" Roast SI i cer (Wonda-Edge) 

Q )::,. 

1.8# 4.50 1.69 "' .., "' Q •••• 

*3032 8" Ham Slicer/Bread Knife ;:,, 1.5# 4.00 1.50 
~ -· 

*3039 7" Butcher Knife :, ~ 
1.8# 4.50 1.69 ~n ~ 

"' *3085 9" Roast Slicer 2.2# 5.00 l.875 
3014B Fork (bulk packed only) 1.4# 3.00 1.125 

Open Stock Display As s ort.: 
3000 60-Pc. w/counter display 1/19.6# 186.00 69.75 

*Add suffix ''B" to these open stock numbers 
for bulk packed knives (refills for Asst. 3000). 

Item Case Pack Retai I Cost 
Number DESCRIPTION /Weight Each Each 

VERl-SHARP STAINLESS CUTLERY 
- see catalog page KK73-1/2 
Sets: 

WW-lWE 6-Pc. Steak Knife set 12/6.5# $6.95 $3.13 
WW-2WE 6-Pc. Steak Knife set in block 12/8.8# 7.95 3.58 
WW-8 3-Pc. Block Set 12/12.0# 6.95 3.13 
WW-15 5-Pc. "Century 21" Set 12/18.0# 9.95 4.48 
WW-16 6-Pc. "Century 21" Set 12/21.0# 10.95 4.93 

Set Display Assortments: 
A081 w/4 WW-lWE & 4 WW-2WE Sets 1/8.0# 59.60 26.82 
A083 w/4 WW-8 & 4 WW-15 Sets 1/10.0# 67.60 30.42 

Open Stock: lndividuclly Carded 
(Shelf Pack - 12 each) 

224 3" Paring Knife 72/6.0# .69 .31 
230C Curved Fruit Knife 72/6.-0# .89 .40 
220WE 5" Utility Knife (W.E.) 72/7.5# .89 .40 

(Shelf Pack - 6 each) 
229 6" Sandwich Knife (W.E.) 72/9.0# l.19 .535 
214 Fork 72/12.0# 1.39 .625 
222 8" Steak& Poultry Slicer (W.E.) 72/13.0# 1.39 .625 
227 8" French Cook's Knife 72/15.0# l.49 .67 
228 8" Roast Slicer 72/13.0# l.39 .625 
232 9" Ham Slicer (Wonda-Edge) 72/19.0# l.49 .67 
239 7" Butcher Knife 72/19.5# l.39 .625 

Open Stock Display Assortment: 
WW-60PB 60-Pc. P /B Organizer j 1/10.5# 67.20 30.24 



Item I Case Pack Retail Cost 
Number DESCRIPTION /Weig ht Each Each 

GRANNY'S STAINLESS CUTLERY 
- see catalog page KK73-5 
Open Stock: (lndiv. Carded) 
(Shelf Pock - 6 each) 

873 Boning Knife 72/12.0# $1.49 $ .67 
874 Utility Knife 72/9.5# 1.19 .535 
875 Butcher Knife 72/17.5# 1.69 .755 
876 Fork 72/8.0# 1.00 .45 
877 Parer (shelf pack -12 ea.) 72/7.5# .89 .40 
878 Slicer 72/17.5# 1.69 .755 
879 Handy Flipper 72/14.5# 1.29 .58 

Assortments: 
8012 36-Pc. Open Stock Cutlery Asst. 1/12.0# 47.94 21.58 
8014 42-Pc. Bulk O.S. Cutlery Asst. 1/12.0# 57.68 25.96 
NEW "WORK-SAYER" ST AIHL ESS GADGETS 

_ see catalog page KK73-6/7 
(Shelf Pack-6 each)-lndiv. Carded 

K-198 Wide Heel Parer 144/11.0# .59 .265 
K-199 Clip Parer 144/11. 0# .59 .265 
K-200 Curved Fruit Knife 144/11.0# .69 .31 
K-201 Fruit & Vegetable Slicer 144/11.0# .69 .31 
K-202 Tall Jar Fork 144/11.0# .59 .265 
K-203 Peeler 144/11.0# .89 .40 
K-204 Snack Server 144/16.5# .89 .40 
K-205 Buffet Knife 144/16.5# .89 .40 
K-206 Spread 'n Cut 144/16.5# .79 .355 
K-207 Steak/Utility Knife 144/11. 0# .69 .31 

Open Stock Display: 
KG-5 5-prong "pegboard organizer" 

- FREE with 12 each of any 
5 "Work-Saver" gadgets - N.C. N.C. 

Item I Case Pack Retail Cost 
Number DESCRIPTION /Weight Each Each 

"KITCH EH COMPANION" ST AIHLESS GADGETS with 
- see catalog page KK73-8/9 asst. colored handles 
(Shelf Pock-12 each)- lndiv. Corded 

SK-148/2 2 Steak Knives 144/22.0# $ .98 $ .. 44 
- 

K-150 Fruit & Vegetable SI icer 144/13.3# .69 .31 

K-151 Scooper-Sera per 144/14.0# .39 .175 

K-154 SI otted Serving Spoon 144/19.0# .59 .265 
K-155 Serving Spoon 144/19 .0# .59 .265 
K-156/2 2 Iced Drink Spoons 144/15.0# .69 .31 
K-157 Tall Jar Fork 144/10.0# .59 .265 

K-158 Super Server 144/28.5# .89 .40 
K-160 SuperSlotted Server 144/28.5# .89 .40 
K-161 Cold Cut Server 144/18.0# .59 .2651 

K-162 Salad Serving Fork 144/18.0# .59 .265 

K-167 Dressing Ladle 144/15.5# .79 .355 
K-168 Gravy Ladle 144/19.0# .98 .44 
K-169 Spaghetti Server 144/28.0# .98 .44 

K-170/71 Butter Knife & Sugar Spoon 144/22.0# .79 .355 
K-172 Breakfast Knife 144/16.0# .79 .355 

K-180 2-Pc, Carving Set 144/42.0# 1.69 .755r-"\ 

324 3" Paring Knife - WondaWood 144/9.0# .59 .265 
K-952 Wide Heel Parer 144/11.0# .49 .22 
K-953 Curved Fruit Knife 144/14.5# .59 .265 

K-194 Carving Knife 144/23.0# .98 .44 
K-195 Flip 'n Cut 144/33.0# 1.29 .58 
K-196 Spread 'n Cut 144/15.3# .69 .31 
NE-W Grand Opener (boxed) 
K-197 -packed 12 to counter display/shipper 

(see pag, - asst. colors - red white & blue 
KK 73-10 I 72/25.0# I 1.29 I .58 



TERMS: 2%-10 days; Net 30 1moer1a1 10111 comoanv.1nc. r @JlmpeNJ" All shipments 
OFFICE: 1716 BROAOWAY. NEW YORK, N.Y. 10019 F. 0. B. Providence, R. I. 

Full Freight Allowed on FACTORY.· PROVIDENCE. R./. 02903 
shipments of 15011 or mare 

in Continental U.S.A. 

I l PRICE LIST 
PR!l"f5 SUAJ(Cl 10 (HANGf KK-l74V 

WI lHOUl ~01 ICl 

Jan. l, 1974 ~ 

HOUSEHOLD CUTLERY & GADGETS 

Item I Cose Pock I Retail Cost 
Number DESCRIPTION /Weight Each Each ---- 

DIAMOND EDGE STAINLESS CUTLERY 
- see catalog folder KK73-3/4 
Sets 

3002 6-Pc. Steak Knife Set 6/8.5# $18.95 $8.53 

3065 5-Pc. "Century 21" block set 6/14.5# 22.95 10.33 
3066 6-Pc. "Century 21" block set 6/17.5# 26.95 13.48 

3056 6-Pc. Steak Knife Set 6/7.0# 14.95 6.73 
3057 5-Pc. Kitchenmote Set 6/8.5# 15.95 7.18 

3059 6-Pc. Homekaker Set 6/11.5# 19.95 8.98 

301579 5-Pc. Set in Syroco holder 6/18.5# 24.95 11.23 
Open Stock: lndiv. Corded Cose Weight 
(shelf pack 6 each) Pock per dz. 

3024 3" Poring Knife .63# 1.50 .675 

3052 Wide Heel Poring Knife 3:: .63# 1.75 .79 

3020 5" Utility Knife 
:::, .75# 2.00 32§" .90 

-·C: 
3031 4'.%" Fruit & Vegetable Knife :" 3 1.0# 2.50 1.125 

"'~ 3029 6" Sandwich Knife -0 CL .88# 3.00 1.35 --<O '° ~ 
3022 8" Narrow Blade Slicer ~ "' 1.5# 4.50 2.025 "' c:, 
3027 8" French Cook's Knife 

O N 2.0# 4.50 2.025 ~- 
O l> 

3028WE 8" Roost SI icer (Wonda-Edge) "' 1.8# "'O "' 4.50 2.025 e =-'" 
3032 8" Hom Slicer/Bread Knife ;. -c 1.5# 4.00 1.80 ~ -· :::, '° 
3039 7" Butcher Knife 

-n 1.8# 4.50 2.025 '° "' 
3085 9" Roost Slicer 2.2# 5.00 2.25 
3014B Fork (bulk packed only) 1.4# 3.00 1.35 

Open Stock Display As sartment: 
3000 60-Pc. w/counter display I 1/19.6# 186.00 83.70 
* Add suffix •B" to these open stock numbers for bulk packed 
Knives (refills for Asst. 3000). 

Item I Cose Pock Retoi I Cost 
Number DESCRIPTION /Weight I E och Each 

VERl-SHARP STAINLESS CUTLERY I 
- see catalog page KK73-1/2 I 
Sets: I 

WW-lWE 6-Pc. Steak Knife Set 12/6.5# . $6.95 $3.48 
WW-2WE 6· Pc. Steak Knife in block 12/8.8# i 7.95 3.98 
WW-8 3-Pc. Block Set 12112.0# I 6.95 3.48 
WW-15 5-Pc. "Century 21" Set 12/18.0# I 9.95 4.98 
WW-16 6-Pc. "Century 21" Set 12/21.0# i 10.95 5.48 

Set Display Assortments: j 
A081 w/4 WW-lWE & 4 WW-2WE Sets l/8.0# 1 59.60 29.80 
A083 w/4 WW-8 & 4 WW-15 Sets I 1110.0# I 67.60 33.80 

Open Stock: Individually Carded I 
I 

(Shelf Pack - 12 each) I 
I 224 3" Paring Knife 72/6.0# ; .69 .345 

230C Curved Fruit Knife 72/6.0# .89 .445 
220WE 5" Utility Knife (W.E.) 72/7.5# .89 .445 

(Shelf Pack - 6 each) 
229 6" Sandwich Knife (W.E.) 72/9.0# 1.19 .595 
214 Fork 72/12.0# 1.39 .695 
222 8" Steak & Pou I try SI icer (WE) 72/13.0# 1.39 .695 
227 8" French Cook's Knife 72/15.0# 1.49 .745 
228 8" Roost Slicer 72/13.0# 1.39 .695 
232 9" Ham Slicer (Wonda-Edge) 72/19.0# 1.49 .745 
239 7" Butcher Knife 72/19.5# 1.39 .695 

Open Stock Display Assortments: 
IWW-60PB 60-Pc. P/B Organizer I l/10.5# 67.20 33.60 



Item Case Pack Retail Cost 
Number DESCRIPTION /Weight Each E a ch 

GRANNY'S STAINLESS CUTLERY 
- see catalog page KK73-5 
Open Stock: Individually Carded 
(Shelf Pack - 6 each) 

873 Boning Knife 72/12.0# $1.49 $ .745 
874 Utility Knife 72/9.5# 1.19 .595 
875 Butcher Knife 72/17.5# 1.69 .845 
876 Fork 72/8.0# 1.00 .50 
877 Parer (shelf pack· 12 each) 72/7.5# .89 .445 
878 Slicer 72/17.5# 1.69 .845 
879 Handy FI i pper 72/14.5# 1.29 .645 

Assortments: 
8012 36-Pc. Open Stock Cut. Asst. 1/12.0# 47.94 23.97 
8014 42-Pc. Bulk O.S. Cut. Asst. 1/12.0# 57.68 28.84 
NEW "WORK-SAVER" STAINLESS GADGETS 

- see catalog page KK73-6/7 
(Shelf Pack-6 each)- lndiv. Carded 

K -198 Wide Heel Parer 144/11.0# .59 .295 
K -199 Clip Parer 144/11.0# .59 .295 
K-200 Curved Fruit Knife 144/11.0# .69 .345 
K-201 Fruit & Vegetable Slicer 144/11.0# .69 .345 
K-202 Tall Jar Fork 144/11.0# .59 .295 
K-203 Peeler 144/11.0# .89 .445 
K-204 Snack Server 144/16.5# .89 .4451 

K-205 Btiffet Knife 144/16.5# .89 .445 
K-206 Spread 'n Cut 144/16.5# .79 .395 
K-207 Steak/Utility Knife 144/11.0# .69 .345 

Open Stock Di splay: 
KG-5 5-prong "pegboard organizer" 

- FREE with 12 each of any 
5 "Work-Saver" gadgets - N.C. N.C. 

Item Case Pack Retai I Cost 
Number DESCRIPTION /Weight Each Each 

•• KITCHEN COMPANION" STAINLESS GADGETSwith 
- see catalog page KK73-8/9 asst. colored handles 
(Shelf Pack· 12 ea.) - Individually Carded 

SK-148/2 2 Steak Knives 144/22.0# $ .98 $ .49 
K-150 Fruit & Vegetable Slicer 144/13.3# .69 .345 
K-151 Scooper-Scraper 144/14.0# .39 .195 
K-154 Slotted Serving Spoon 144/19.0# .59 .295 
K-155 Serving -Spoon 144/19.0# .59 .295 

K-156/2. 2 Iced Orin k Spoons 144/15.0# .69 .345 
K-157 Tall Jar Fork 144/10.0# .59 .295 
K-158 Su per Server 144/28.5# .89 .445 
K-160 Super Slotted Server 144/28.5# .89 .445 
K-161 Cold Cut Server 144/18.0# .59 .295 
K-162 Salad Serving Fork 144/18.0# .59 .295 
K-167 Dressing Ladle 144/15.5# .79 .395 
K-168 Gravy Ladle 144/19.0# .98 .49 
K-169 Spaghetti Server 144/28.0# .98 .49 

K-170/71 Butter Knife & Sugar Spoon 144/22.0# .79 .395 
K-172 Breakfast Knife 144/16.0# .79 .395 
K-180 2-Pc. Carving Set 144/42.0# 1.69 .845 
324 3" Paring Knife-WondaWood 144/9.0# .59 .295 

K-952 Wide Heel Parer 144/11.0# .49 .245 
K-953 Curved Fruit Knife 144/14.5# .~9 .295 
K-194 Carving Knife 144/23.0# .98 .49 
K-195 Flip 'n Cut 144/33.0# l.29 .645 
K-J.96 Spread 'n Cut 144/15.3# .69 .345 
NEW Grand Opener (boxed) 
K-197 - packed 12 to counter 

(see page display/shipper - asst. colors 
KK73· 10) - red, white & blue 72/17.0# 1.29 .645 



PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE 

1muar111 Knlta campanr, Inc. 
OFFICE: 1716 BROADWAY. NEW YORK. N.Y. 10019 

FACTORY.- PROVIDENCE. fl.I. 02903 

TERMS: 2%-10 days; Net 30 
All shipments 

F.O.B. Providence, R. I. 
Full Freight Allowed on 
shipments of 150;: or more 

in Continental U.S.A. 

@lmoa"al 
PRICE LIST 

l-174V 
Jan. 1, 1974 

POCKET & SPORTSMEN'S KNIVES 

ASST. CATALOG QUAN. COST 
NUMBER DESCRIPTION PAGE PER SUGG. RETAIL PER 

NO. ASST. CONTENTS WEIGHT (per asst.) ASST. 
(each) (asst.) (as st.) 

HAMMERBRAND DISPLAY CASE ASSORTMENT $2.50 to 6.00 
HB·lOO J Pocket & Sportsmen's Knives) 

~ (160.00) $80.00 HB·73 45 ~ 20.5# 
DIAMOND EDGE DELUXE DISPLAY CASE ASSORTMENT - 4.50 to 8.50 :::r w 

DE·lOO \ Pocket & Sportsmen's Knives I DE73·2 30 i~ 17.0# (187.50) 93.75 =.:.c 
MODULAR DISPLAY CASE ASSORTMENTS 0 ::." l.79 ~ :, 
MOD·l Jack ·Moster Assortment MOD73- l 60 g- a.. 15.5# (107.40) 53.70 

~ 0 -~ l.59 to 2.49 ~ o-: 
MOD·2 Jack ·Master Assortment MOD73-2 54 0 0 15.0# ( 107. 91) 53.95 a.."' a.."' 

-· 0 - ~ 2.39 to 3.29 
0 ~ 

MOD·3 Diamond Edge Assortment DE73- l 40 :, a.. 14.0# (105.52) 52.76 9-.. 0 ~ 
~ 2.49 to 7.50 0 

MOD-5A Sportsmen's Knife Assortment MOD74-5A 26 () 17.4# (127. 18) 63.59 ,..... 

REFILLS FOR ABOVE DISPLAY CASE ASSORTMENTS: Shelf Pack. 6 each 
MINIMUM { 6 dozen assorted knives - for Hammer Brand, Diamond Edge Deluxe and/ar MOD-SA only. 
ORDERS 12 dozen assorted knives - for MOD·], MOD-2 and/or MOD-3 only. 

12 dozen assorted knives - for combinations including oil lines shown above 

PATTERN l CATALOG WEIGHT SUGG. COST 
NUMBER DESCRIPTION PAGE PER RETAIL (each) 

NO. DOZEN (each) 

OPEN STOCK REFILLS FOR HAMMERBRAND HB· 100 DISPLAY 
HB·l 2-Blade Barlow 3 3/8" l.8# $2.50 $1.25 
HB·2 2-Blade Camper 4" 2.0# 3.00 l.50 
HB·3 2-Blade Trapper 4" 2.0# 3.00 l.50 
HB·4 3-Blade Explorer 4" 2.6# 4.00 2.00 

HB·5 2-Blade Nimrod 3 1/4'.' I l.2# 2.50 l.25 CP 

HB·6 3-Blade Backpacker 3 1/4" ..:.. 
l.6# 3.00 l.50 w 

HB ·7 2-Blade Arigler 4 7/8" 2.6# 3.00 l.50 

HB·8 Plainsman Sheath Knife 9 1/2" 6.0# 6.00 3.00 

HB·9* Trailblazer Sheath Knife 8 7/8" 5.6# 6.00 3.00 

HB · 10* Woodsman Sheath Knife 8 7/8" 5.6# 6.00 3.00 

*Shelf Pack 3 each 

Pagel 



REFILLS FOR DISPLAY CASES - continued 

Page 2 

PATTERN CATALOG WEIGHT SUGG. COST 
NUMBER DESCRIPTION PAGE PER RETAIL (each) 

NO. DOZEN (each) 

OPEH STOCK REFILLS FOR DIAMOND EDGE DELUXE DE-100 
322DE 2-Blade Fcldinq Hunter 5 1/ 4" 5.5# $8.50 $4.25 
352DE Large 2-Blade Jackknife 4" 2.0# 6.00 3.00 
353DE Loree 3-Blade Premium Stock 4" 2.2# 7.00 3.50 
362DE Small 2- Blade Jackknife 2 7 /8" c, .8# 4.50 2.25 
363DE Small 3-Blode Serpentine 2 7/8" m 1.0# 5.00 2.50 ....., 

w 
382DE Medium 2-Blode Jackknife 3 1/4" ..:, l.5# 5.00 2.50 
383DE Medium 3-Blode Serpentine 3 1/4" l.6# 5.50 2.75 
392DE 2-Blode Doqleo Jackknife 3 7/8" 2.5# 6.00 3.00 
309DE* Hunting Knife 8 7/8" overall 5.6# 7.50 3.75 
310DE* Huntinq Knife 8 7/8" overall 5.6# 7.50 3.75 
*Shelf pock 3 each 

OPEH STOCK REFILLS FOR "MOD" ASSTS. 
MOD-1 Jack-Master 

I 801 2-Blode Jack (Stoglon) 3 1/8" 1.3# l.79 .895 
802 2-Blode Jock (Yellow) 3 1/4" l.1 # l.79 .895 

2-Blode Barlow (Stoglon) 3 3/8" 
~ l.79 803 0 1.6# .895 

2-Blode Jock (Stoalon) 3 1/4" 
c, 

804S ....., l.1 # l.79 .895 w 

805P 2-Blode SS Jack (Pearl) 2 7/8" ~ .8# l.79 .895 
806 2-Blode Jock (Stco lon) 2 3/4" .9# l.79 .895 
808P 2-Blode Jock (Pearl) 2 3/4" .8# 1.79 .895 
811 2-Blode Fish (Yellow) 4 1/4" 1.8# l.79 .895 
812 Sheath Knife (Striped) 8 1/4" 2.1 # l.79 .895 
818 4-Blode Kamp-Kinq (Block Stoa) 3 3/4" 2.5# l.79 .895 

MOD-2 Jack-Moster 

I 809 3-Blode Sm. Serpentine (Stcql on) 2 3/4" .8# 2.19 1.095 
819 Sheath Knife (Block Stoa) 9" 4.0# 2.19 l.095 
822 1-Blode Fish (Staglon) 4 1/4" ~ 1.3# 1.59 .795 0 

825P 2-Blode SS Pen (Pearl) 2 7 /8" 
c, 

.6# 1.79 ....., .895 w 
826 2-Blode SS Pen (Stcqlcn) 2 7/8" ..:, .6# 1.79 .895 
827 2-Blode Jack (Staglon) 2 7/8" .8# l.79 .895 
829 3-Blode Premium Stock (Stculon) 3 1/4" 1.1 # 2.19 1.095 
830 3-Blade Premium Stock (Stcqlon) 3 1/2" 1.6# 2.19 l.095 
831 2-Blode Jumbo Jock (Stag Ion) 4" l.9# l.98 .99 
832S 3-Blode Premium Stock (Stcqlon) 4" 2.0# 2.49 1.245 

MOD-3 Diamond Edge 

I 851DE 2-Blode Serpentine Jack 2 7 /8" .7# 2.39 l.195 
852DE 2- Blade Serpentine Pen 2 7 /8" .6# 2.39 l.195 
853DE 2-Blode Barlow 3 3/8" c, l.9# 2.39 l.195 m 

854DE 2-Blode Medium Serpentine 3 1/4" 
....., 

2.39 w l.2# l.195 
855DE 2-Blode Small Serpentine 2 3/4" 

..:.... 
.8# 2.39 l.195 

856DE 2-Blode Fish Knife 4 1/4" l.8# 2.39 l.195 
857DE 4-Blade Utility 3 3/4" 2.1# 2.98 l.49 
858DE 2-BlodeJumboJock 4" l.8# 2.79 l.395 
859DE 3-Blode Medium Serpentine 3 1/4" l.2# 2.98 l.49 
860DE 3-Blade Premium Stock 4" l.8# 3,29 l.645 

OPEN STOCK REFILLS - MISCELLANEOUS 
836 2- Blade Workmoster 3 3/ 4" FD-2 2.5# 2.49 1.245 
841RB 2-Blode (Steel on] RBS Jack 2 7/8" l. l # 2.49 l.245 
846RB 3-Blade (Staqlon) RBS Serpentine 3 1/4" or l.6# 4.95 2.47:S 
847RB 2-Blade RBS Fish Knife (Yellow) 4 1/4" FD-3 2.0# 3.95 l.975 



PATTERN CATALOG WEIGHT SUGG. COST 
NUMBER DESCRIPTION PAGE PER RETAIL (each) 

NO. DOZEN (each) 

OPEN STOCK REFILLS FOR "MOD" ASSTS. (Continued) 
MOD-SA Sportsmen's Knives 

821 Sheath Knife (Staghead) 9" 3::: 4.5# $2.49 $1.245 
HB-10 Hammer Brand Knife (Staglon) 8 7/8" 0 5.6# 6.00 3.00 0 
839 Fish Fillet (Wood) 11' -..J 4.0# 3.95 1.975 .i:,.. 

309DE Diamond Edge (Stacilon) 8 7/8" u, 5.6# 7.50 3.75 )> 

861 "Kit Carson" (Staglon) 9 1/2" 5.6# 7.50 3.75 
H-15 Sheath Knife (Leather) 9 3/4" 8.0# 5.25 2.625 

CATALOG QUAN. MINIMUM WEIGHT SUGG. 
ASST. PAGE PER ORDER PER RETAIL COST 
NO. DESCRIPTION NO. ASST. ASST. 

(each) (as sts.) 

PRO GUIDE Sheath Knife (asst.) (as st.) 

PG-3 Counter Di splay Assortment 173-13 3 6 2.7# $36.00 $18.00 
(each) (each) 

PG-1 Individual Knife - boxed I 73-13 6 2 4.2# 12.00 6.00 
WILDCAT SKINNER Folding Hunter with Sheath (asst.) (asst.) 

WS-3 Counter Display Assortment I 73-12 3 6 2.3# 36.00 18.00 
(each) (each) 

WS-1 Individual Knife - boxed 173-12 6 2 3.5# 12.00 6.00 
CAMPING CADDY SET with Roll 
TKP-33 I 33-piece Set - boxed I 73-9A l 6 4.0# 19.95 9.975 

"AUTHENTIC REPRODUCTIONS" Gift Boxed Knives 
AR-176 "Mark Twain" Barlow Knife 173-1 6 6 1.3# 3.50 1.75 

ARH-70 "Kit Carson" Trail Knife I 73-2 12 l 7.5# 7.50 3.75 

SUPER RAZOR BLADE STAINLESS POCKET KNIVES (asst.) 

RB-4 2-Blade Slim Jackknife (Staglon) 1 12 I 1.7# 2.49 14.94 ~ 
"" RB-5 2-Blade Medium Jackknife (Staglon) 12 0 2.3# 2.79 16.74 :::0 "' CP "' 695-RB 2-Blade Deluxe Jackknife (Staglon) ..:... 6 g 2.8# 4.50 13.50 

w ~ 
0.. 

697-RB 3-Blade Deluxe Knife (Staglon) I 6 I 2.9# 4.95 14.85 

I (each) 

902-RB 2-Blade "Angler's Aide" Knife 173-4 6 ~ 2.5# 3.95 1.975 
() 

2- and 3-BLADE ASSORTMENTS - 12 to a display card U> (asst.) 

785 Small Sergentine Jack - asst. Stag, Pearl & Yellow I 73-10 
"O 

10.74 12 g l.3# 1.79 
2-Blade Large Jackknife - assorted "'~ t*l8685- 173-11 12 o 3 ,v l.7# 1.79 10.74 ~ ~ 

"O ~ 0 

t*63SS- 2-Blade Slimline SS Jackknife - assorted I 73-10 12 0 - "' 1.2# l.79 10.74 to "' "' ~ -0 Q 
*278-S 2-Blade Bowie Barlow - clip blade 173-5 12 .i::.,.. 0 ;- 2.1# 1.79 10.74 ~ 0.. 

650 2-Blade Jumbo Jackknife - all Staglon 173-11 12 ~ l.3# l.98 11.88 
;,<; 

15687 3-Blade Assorted Knives - all Staglon 173-6 12 ~ 2.0# 2.19 13.14 < ~ 
653 3-BladeJumbo Knife - all Staglon I 73-6 12 "' 2.6# 2.49 14.94 I 

tTo specify handle styles in above Assortments add digit as follows to Assortment Numbers: -1 ALL STAGLON; 
-4 1/2 STAGLON, 1/4 PEARL & 1/4 YELLOW. 

*These knives available in heat sealed plastic blisters on individual cards for self-service· merchandi-sing at sanie costs. 
To specify this packaging show the letters RJ- in front of the regular assortment number. 
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CATALOG QUAN. MINIMUM WEIGHT SUGG. I ASST. PAGE PER ORDER PER RETAIL COST 
NUMBER DESCRIPTION NO. ASST. ASST. 

(each) (o sst s.) 

SPORTSMEN'S POCKET KNIFES - 12 to a display card 0 
(each) (asst.) "' ~ v, ,..,,,, ,=:-; "'-' 

*N-615 4-Blade Komp-King Knife - Block Stag I 73-7 12 - ' :::, 2.5# $1.79 $10.74 
~ Q() '2_ ~ 

1-Blade Sports-Master Knife - 4 1/4" I 73-8 
=iwc tn 

1.59 9.54 901 12 ' 0.. 0 1.7# ""O c- -· :l,. 

*943 2 -Blade Fi sh Knife - 4 1/ 4" - assorted 173-8 12 
~ ~~ ~ 

2.1# 1.79 10.74 ~ 
SPORTSMEN'S BOXED KNIFE SET (each) 

HK-3550 I 2-Piece Stag Head Kombe Set I 73-9 12 2 8.0# 4.95 2.475 

SPORTSMEN'S FIXED BLAll>E KNIVES 
FF-222SH D. E. Fish Fillet - individually carded I 73-3 12 I 2.1# 3.95 1.975 o-: 

H-6 Stagged Hunting Knife 12 
0 

2.3# 2.19 1.095 "' "' - 0 

H-50 Stag Head Hunting Knife -.., 12 - 2.3# 2.49 1.245 w (1) 

'° 0.. 

H-15 Sheath Knife (Leather) 9 3/4" 12 I 4.0# 5.25 2.625 

ELECTRICIAN'S KNIFE - on individual blister cords 
TL-292 I 2-B lade Work-Master TL-292 12 6 1.5# 2.49 1.245 

- 
OTHER LARGE ASSORTMENT (asst.) (asst.) 

I Carded Assortment -36 pieces 
1.79 

IK-36 IK-36 36 12 5.7# (64.44) 32.22 

DIAMOND EDGE POCKET KNIVES (each) 
"6-Pack" Assortments 

DE-1 2-Blade Slimline Jackknife l. 9# 2.39 7 .17 

DE-2 2-Blade Slimline Penknife 1.9# 2.39 7.17 

DE-3 2-Blade Barlow Knife 3.0# 2.39 7.17 
DE-4 2-Blade Medium Serpentine Jackknife 2.0# 2.39 7 .17 

o- ~ 
DE-5 2-Blade Small Serpentine Jackknife 0 "-' 1.8# 2.39 7.17 ,,.... 

0 m :::> 
"' DE-6 2-Blade Fish Knife -.., < "' 2.9# 2.39 7 .17 w (1) 0 

"' ~ ~ 
DE-7 4-Blade Utility Knife (1) 

3.0# 2.98 8.94 0.. 

DE-8 2-Blade Jumbo Jackknife 3.0# 2.79 8.37 

DE-9 3-Blade Medium Serpentine Knife 2.1# 2.98 8.94 
DE-10 3-Blade Premium Stock Knife 2.9# 3.29 9.87 

PLASTIC BOXED GIFT KNIVES (each) 

MC-57 I Stainless Money Clip Knife - 12 . 6 1.8#- 2.19 1.095 

*These knives available in heat sealed plastic blisters on individual cards for self-service merchandising at same costs. 
To specify this packaging, show the letters RJ- in front of the resular assortment number. 
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available again- professional Schrade samplers! 
The only samplers with the revolutionary 
RAZOR BLADE STAINLESS™ BLADES 

cut cleaner! last longer! 

Unbreakable lvoroid Derlin handle. Brass 
linings and nickel silver bolsters. 41/z" closed. 
12.5 lbs. per 100 pieces. Maximum 33 letters 
per line, 2 lines per side. Pricing includes 
one-color Imprint on one side only. 

ALL ILLUSTRATIONS 
ARE ACTUAL SIZE 

72· 
...!!_ 
7.80 

SCHRADE 
WALDE~ 
-~' I~ .•. ) 
~-j 

100· 
249 
7.60 

250. 
.!!!.. 
6.82 

500· 
999 
6.17 
2PQRS 

1000· 
.!!.!!!.. 
5.62 

197 5 8llOPOI 

Unbreakable lvoroid Derlin handle. 
Brass linings. 4-11/16" closed. 
11.5 lbs. per 100 pieces. Maximum 
40 letters per line, 2 lines per 
side. Pricing includes one color 
Imprint on one side only. 

72· 100· 250· 500· 1000· .n, .!!!_ .!!!.._ 999 .!!.!!!._ 
6.50 6.30 5.64 5.08 4.62 

2PQRS 

Unbreakable I voroid Derlin 
handle. Brass linings. 53/•" closed. 

16.8 lbs. per 100 pieces. Maximum 52 
letters per line, 2 lines per side. Pricing 

Includes one-color Imprint on one side only. 
72- 100· 250· 500· 1000· 
...!!_ .!!!_ 499 999 ~ 
7.10 6.90 6.18 5.58 5.08 

2PQRS 

-ADDITIONAL INFORMATION - 

For Imprint l)n BOTH sides (In same color), 
add the following to prices shown above: 
(Same for all patterns.) 
72· 100· 250· 500· 1000· 
!!. ....!!!... 499 999 ..!!!!!'...... 
,50 .46 .40 .32 .22 

SP 

Cost for stamping die for logo or special type will be 
quoted upon submission of artwork. 

PacKlng - all knives shipped In Individual plastic en 
velopes, 6 to a shelf box. Gift boxes not available. 

AS74·1 



COVER EVERY PATTERN AND PRICE REQUIREMENT 
WITH THIS SPACE-SAVER rrCUTLERY CENTER" 

MINIMIZE SPACE AND HANDLING 
MAXIMIZE SALES ANO PROFITS! 

This exciting new permanent wooden floor 
merchandiser features three separate display 
panels - each effectively presenting a different 
Imperial line and price range. 

Each display panel, with display knives wired in 
place, is protected by an unbreakable Plexiglas 
"domed" window. Panels open from front for 
easy access to back-up stock and each has its 
own side lock. Same key fits all three locks. 

Pressure-sensitive price/number strips above each 
display panel can be replaced for price changes. 

ASST. FD-3 
Includes Floor Merchandiser plus 
following stock - 
! Hammer Brand Pocket Knives 
7 each Nos. HB-1 HB-6 

HB~ HB4 HB~ 
'-'~ HB-3 HB-5 

j Super Razor Blade Stainless Pocket Knives 
7 each Nos. 841RB 846RB 

! Workmaster Knife j 
7 each No. 836 

847RB 

! Diamond Edge Pocket Knives 
13 each Nos. 851DE 

852DE 
853DE 

854DE 
855DE 
856DE 
857DE 

858DE 
859DE 
860DE 

Jack-Master Knives 
13 each Nos. 801 806 818 

802 808P 825P 
803 809 829 
804S 811 83~ 
805P 812 832S 

TOTAL - 402 ASSORTED KNIVES 

Each pattern packed in numbered 
shelf box. All backup stock shipped 
in separate carton. 

Weight per asst. - 160 lbs. 

from @ lmperlal 

Made and guaranteed by@lmoerlal Knife company, Inc., PROVIDENCE, R. I. 02903 

Canadian Div.: Imperial International Co., Brarnatea, Ontario 
© IKCO 1974 FD-3 



PATTERNS IN ASSORTMENT FD-3 
SHELF PACK - 6 each 

HAMMER BRAND HB-7 852DE 858DE 804S 

/ POCKET KNIVES 

~ ~ 

HB-1 

~ ~ ~ 
2-bl. Barlow Knife Sheath Knife 2-bl. Angler 2-bl. Penknife 2-bl. Jumbo Jack Knife 2-bl. Jack Knife (81/4" overall) (3-3/8" closed) (4-7/8" closed) (2-7/8" closed) (4" closed) (3'14" closed) Black/Silver 

EBONNAIRE@Handle EBONNAIRE@Handle Buckhorn Handle Buckhorn Handle STAGLON®Handle Stripe Handle 
1 .6 lbs. per dz. 2.6 lbs. per dz. .6 lb. per dz. 1.8 lbs. per dz. 1.2 lbs. per dz. 2.2 lbs. per dz. 

HB-2 RAZOR BLADE 853DE 859DE 805P 818 STAINLESS KNIVES 

~ 

841RB~ 

~ d ~ ~ 
. 

2·bl. Camper 2-bl. Jack Knife 2-bl. Barlow Knife 3-bl. Serpentine 2-bl. Stainless Jack 4-bl. Kamp King (4" closed) (2·7/8" closed) (3-3/8" closed) (31/4" closed) (2·7/8" closedJ (33/4" closed) 
EBONNAI RE@ Handle STAGLON@Handle Buckhorn Handle Buckhorn Hand le Sim. Pearl Han le Bl. Stagged Handle 

1.9 lbs. per dz. . 8 lb. per dz. 1.9 lbs. per dz . 1.2 lbs. per dz. .8 lb. per dz. 2 .5 lbs. per dz. 

HB-3 846RB 854DE 

'"~ 
806 825P 

0 ~ ~ 
' 

~ 
' 

~ 
2-bl. Trapper 3·bl. Knife 2-bl. Jack Knife a-er, Premium Stock 2-bl. Jack Knife 2-bl. Stainless Penknife 
(4" closed) (31/4" cl®ed) (31/4" closed) (4" closed) (23/4" cl®ed) (2-7/8" closed) 

EBONNAI RE@Handle STAG LON R Handle Buckhorn Handle Buckhorn Handle STAG LON R Handle Sim. Pearl Handle 
2.0 lbs. per dz. 1.6 lbs. per dz. 1.2 lbs. per dz. 1.3 lbs. per dz. .9 lb. per dz. .6 lb. per dz. 

HB·4 847RB 85SDE JACK-MASTER 808P 829 KNIVES 

d ~ ~ 

801 

~ ~ ~ 
' 

3-bl. Expforer 
2-bl. Fish Knife a-er, Knife (41/4" closed) z-et. Jack Knife 2-bl. Jack Knife 2-bl. Jack Knife 

(4" closed) Maize (yellow) Handle (2'/4" closed) (3·1/8" (iDosed) (23/4" closed) (31/4" cl®ed) 
EBONNAIRE@Handle w/hook sharpener Buckhorn Handle STAG LON R Handle Sim. Pearl Handle STAGLON R Handle 

2.6 lbs. per dz. 1.8 lbs. per dz. .8 lb. per dz. 1.3 lbs. per dz. . 9 lb. per dz. 1.2 lbs. per dz . 

HB-5 WORKMASTER 856DE 802 809 831 KNIFE 

~ 

836 ~ 

~ ~ d ~ ~~ . 

2-bl. Nimrod z-br, Workmaster z-er. Fishknife z-er, Jack Knife 3-b!. Knife z-br. Jumbo Jack Knife 
(31/4" clocSd) (33/4" cQllsed) (41/4" closed) (31/4" closed) (23/4" cl®ed) (4" cl~ed) 

EBONNAIRE R Handle Monomac R Handle Buckhorn Handle Maize (yellow) Handle STAG LON R Handle STAGLON R Handle 
1.2 lbs. per dz. 3.0 lbs. per dz. 1.8 lbs. per dz. 1.2 lbs. per dz. . 9 lb. per dz. 1.9 lbs. per dz . 

HB-6 DIAMOND EDGE 857DE 803 811 832S POCKET KNIVES 

~ 
851DE~ J ~ ~ ~ ' 

3-bl. Backpacker 2-bl. Jack Knife 4-bl. Utility Knife 2-bl. Barlow Knife z-bt. Fishing Knife a-er, Jumbo Knife 
(31/4" closed) (2-7/8" closed) (33/4" closed) · (3-3/8" closed) (41/4" closed) (4" cl~ed) 

EBONNAIRE®Handle Buckhorn Handle Buckhorn Handle STAGLON@Handle Maize (yellow) STAGLON R Handle 
1 .6 lbs. per dz. • 7 lb. per dz. 2.1 lbs. per dz. 1.6 lbs. per dz. 1.8 lbs. per dz . 2.0 lbs. i,er dz. 



COVER EVERY PATTERN AND PRICE REQUIREMENT 
WITH THIS SPACE-SAVER ''CUTLERY CENTER" 

MINIMIZE SPACE AND HANDLING 
MAXIMIZE SALES AND PROFITS! 

This exciting new permanent wooden floor 
merchandiser features three separate display 
panels - each effectively presenting a different 
Imperial line and price range. 

Each display panel, with display knives wired in 
place, is protected by an unbreakable Plexiglas 
"domed" window. Panels open from front for 
easy access to back-up stock and each has its 
own side lock. Same key fits all three locks. 

Presswre-sensitive price/number strips above each 
display panel can be replaced for price changes. 

ASST. FD-4 
Includes Floor Merchandiser plus 
following stock - 
j Diamond Edge Pocket Knives 
13 each Nos. 851 DE 

852DE 
853DE 

854DE 
855DE 
856DE 
857DE 

858DE 
859DE 
860DE 

Jack-Master Knives 
806 
808P 
809 
811 
812 

818 
825P 
829 
831 
832S 

13 each Nos. 801 
802 
803 
804S 
805P 

Sheath Knives j 
4 each Nos. 
7 
13" 

309DE 
839 
819 

310DE 
861 
821 

HB-9 HB-10 
H-15 

TOTAL - 388 ASSORTED KNIVES 

Each pattern packed in numbered 
shelf box. All backup stock shipped 
in separate carton. 

Weight per asst. - 175 lbs. 

.0 ® 
from ~ lmoerlal 

Made and guaranteed by® Imperial Knile company, Inc., PROVIDENCE, R. I. 02903 
Canadian Div.: Imperial International Co.·, Bramalea, Ontario 

© IKCO 1974 FD-4 



PATTERNS IN ASSORTMENT 
SHELF J 
PACK 

POCKET KNIVES - 6 each 
SHEATH KNIVES- 3 each 
(exc. Nos. 812, 819, 821 and 839 

- 6 each) 

FD-4 

DIAMOND EDGE 857DE 803 811 POCKET KNIVES 

851DE~ 

~ (~ ~ 
2-bl. Jack Knife 4-bl. Utility Knife 2-bl. Barlow Knife 2-bl. Fishing Knife 
(2-7/8" closed) (33/•" closed) (3-3/8" (§)sed) (41/•" closed) 
Buckhorn Handle Buckhorn Handle STAG LON R Handle Maize (yellow) 

. 7 lb. per dz. 2.1 lbs. per dz. 1.6 lbs. per dz. 1.8 lbs. per dz. 

852DE 858DE 804S 812 

LJ 
~ 

_J ~ 
Sheath Knife 

z-er. Penknife 2-bl. Jumbo Jack Knife 2-bl. Jack Knife (8'/4" overall) 
(2-7/8" closed) (4" closed) (31/•" cl@)ed) Black/Silver 

Buckhorn Handle Buckhorn Handle STAG LON R Handle Stripe Handle 
. 6 lb. per dz. 1.8 lbs. per dz . 1.2 lbs. per dz. 2.2 lbs. per dz. 

853DE 859DE 80SP 818 

~ d I 
~ ~ 

. 

2-bl. Barlow Knife 3-bl. Serpentine 2-bl. Stainless Jack 4-bl. Kamp King 
(3-3/8"" closed) (31/4" closed) (2· 7 /8" closed) (33/4" closed) 

Buckhorn Handle Buckhorn Handle Sim. Pearl Handle Bl. Stagged Handle 
1.9 lbs. per dz. 1.2 lbs. per dz. .8 lb. per dz. 2.5 lbs. per dz. 

854DE 860DE 806 I 82SP 

~ ~ ~ I 0 
2-bl. Jack Knife 3-bl. Premium Stock 2-bl. Jack Knife 2-bl. Stainless Penknife 
(3'/•" closed) (4 ·• closed) (ZJ/4" closed) (2-7/8" closed) 

Buckhorn Handle Buckhorn Handle STAG LON(S)Handle Sim. Pearl Handle 
1.2 lbs. per dz. 1.3 lbs. per dz. .9 lb. per dz. .6 lb. per dz. 

8SSDE I JACK-MASTER 
829 KNIVES 808P 

~ 
1801 

~ ~ ~ 
2-bl. Jack Knife 2-bl. Jack Knife 2-bl. Jack Knife 3-bl. Knife 
(23/," closed) (3-1/8" closed) (ZJ/4" closed) (31/," cl&ed) 

Buckhorn Handle STAGLON®Handle Sim. Pearl Handle STAGLON R Handle 
. 8 lb. per dz. 1.3 lbs. per dz . .9 lb. per dz. 1 .2 lbs. per dz. 

"'"~ 
802 809 

"'~ 
I ~ d . 

z-er. Fishknife 

I 
2-bl. Jack Knife 3-bl. Knife 2-bl. Jumbo Jack Knife 

(41/4" closed) (31/," closed) (ZJ/4" closed) (4" cl®ed) 
Buckhorn Handle Maize (yellow) Handle STAGLON®Handle STAG LON R Handle 
1.8 lbs. per dz. 1.2 lbs. per dz. .9 lb. per dz. 1.9 lbs. per dz. 

832S 

3-bl. Jumbo Knife 
(4" cloAed) 

STAG LONI.Bi Handle 
2.0 lbs. per dz. 

Sheath Knife 
(9" overall) 

Black Stagged Handle 
4.0 lbs. per dz. 

SHEATH KNIVES 821 

HB-9 

Trailblazer Knife 
(8-7/8" ov~all) 

EBONNAI RE®Handle 
5.6 lbs. per dz. 

Sheath Knife 
(9" overall) 

Staghead Handle 
4.5 lbs. per dz. 

HB-10 

A, . 
Sheath Knife 
(93/4" overall) 

Leather Ring Handle 
5.0 lbs. per dz. 

"Kit Carson" 
Trail Knife 

(93/4" ov~all) 
STAGLON®Handle 

5.0 lbs. per dz. 

Woodsman Knife 
(8-7 /8" overall 

EBONNAIRE®Handle 
5.6 lbs. per dz. 

Stainless.Fish•Fillet Knife 
(11" overall) 

Rosewood Handle 
4.0 lbs. per dz. 

H15 

Sheath Knife 
(8-7/8" o_.ll._erall) 

STAG LONI.Bi Handle 
5.6 lbs. per dz. 

Sheath Knife 
(8- 7 /8" o;£_erall) 

STAG LONI.Bi Handle 
5.6 lbs. per dz. 



COVER EVERY PATTERN AND PRICE REQUIREMENT 
WITH THIS SPACE-SAVER "CUTLERY CENTER" 

MINIMIZE SPACE AND HANDLING 
MAXIMIZE SALES AND PROFITS! 

This exciting new permanent wooden floor 
merchandiser features three separate display 
panels - each effectively presenting a different 
Imperial line and price range. 

Each display panel, with display knives wired in 
place, is protected by an unbreakable Plexiglas 
"domed" window. Panels open from front for 
easy access to back-up stock and each has its 
own side lock. Same key fits all three locks. 

Pressure-sensitive price/number strips above each 
display panel can be replaced for price changes. 

383DE 
392DE 
862 

ASST. FD-5 
Includes Floor Merchandiser plus 
following stock - 
! Diamond Edge Deluxe Pocket Knives 
7 each Nos. 322DE 

352DE 
353DE 

362DE 
363DE 
382DE 

j Hammer Brand Pocket Knives 
7 each Nos. HB-1 HB-3 HB-9 

HB-2 HB-4 HB-7 
HB-5 

j Super Razor Blade Stainless Pocket Knives 
841RB 846RB 847RB 7 each Nos. 

Workmaster Knife 7 each No. 836 

j Jack-Master Knives 
13 each Nos. 801 

802 
803 
804$ 
805P 

806 
808P 
809 
811 
812 

818 
825P 
829 
831 
832$ 

TOTAL - 335 ASSORTED KNIVES 

Each- pattern packed in numbered 
shelf box. All backup stock shipped 
in separate carton. 

Weight per asst. - 160 lbs. 

from @ 11111111'181 

Made and guaranteed by @ lmoarlal Kn Ila company, Inc., PROVIDENCE, R. I. 02903 

© IKCO 1974 
Canadian Div.: Imperial International Co., Bramalea, Ontario 

54" high 
24" wide 
17" deep 

FD-5 



PATTERNS IN ASSORTMENT FD-5 
SHELF PACK - 6 each of a number 

D.E. DELUXE 383DE HB-4 847RB 804S / POCKET KNIVES a 322DE~ 

~ ~ ~ 
. 

z-er. Fish Knife Sheath Knife 
2-bl. Folding Hunter 3-bl. Serpentine 3-bl. Explorer (41/4" closed) z-bt, Jack Knife (81/4" overall) 

(51/4" cl&ed) (31/4" cl®ed) (4'" closed) Maize (yellow) Handle (31/•" closed) Black/Silver 
STAG LON R Handle STAGLON R Handle EBONNAIRE@Handle w/hook sharpener STAGLON@Handle Stripe Handle 

5.5 lbs. per dz. 1.4 lbs. per dz. 2.6 lbs. per dz. 1 .8 lbs. per dz. 1.2 lbs. per dz. 2.2 lbs. per dz. 

352DE 

"'~ 
HB-5 WORKMASTER 805P 818 

KNIFE 

~ ~ "'~ ~ ~ 
2-bl. Jack Knife 2-bl. Dogleg Jack 2-bl. Nimrod 2-bl. Workmaster 2-bl. Stainless Jack 4:b1. Kamp King 

(4" cl®ed) ( 3· 7 /8" 'i§)sed) (31/4" clo~d) (2·7~8" closed) (33/•" closed) 
STAGLON R Handle STAGLON R Handle EBONNAIRE R Handle (33/4" c~sed) Sim. earl Handle Bl. Stagged Handle 

2.3 lbs. per dz. 2.5 lbs. per dz. 1.2 lbs. per dz. Monomac R Handle . 8 lb. per dz. 2.5 lbs.·per dz . 3.0 lbs. per dz. 

353DE 862 HB·6 806 825P 

~ 
~ 

r 

d d ~ 
"Mark Twain" 

3-bl. Prem. Stock Barlow Knife 3-bl. Backpacker z-bt, Jack Knife z-bt, Stainless Penknife 
(4" cl®ed) ( 3·3/8" 'i§)sed) (3'/4" clo~d) (2·3/4" cl®ed) (2-7/8" closed) 

STAG LON R Handle STAG LON R Handle EBONNAIRE R Handle STAG LON R Handle Sim. Pearl Handle 
2.4 lbs. per dz. 1.6 lbs. per dz. 1.6 lbs. per dz. . 9 lb. per dz. .6 lb. per dz . 

362DE HAMMER BRAND HB-7 JACK-MASTER 80SP 829 
POCKET KNIVES 

~ 

KNIVES 

' HB-1 

~ 

801 

~ ~ ~ ~ 
2-bl. Jack Knife z-br. Barlow Knife 2-bl. Angler z-er. Jack Knife 2-bl. Jack Knife 3·bl. Knife 
(2-7/8" 'i§)sed) (3·3/8" closed) (4-7/8" closed) (3-1/8" ~osed) (2'/4'' closed) (31/4" cl®ed} 

STAG LON R Handle EBONNAIRE@Handle EBONNAIRE@Handle STAG LON R Handle Sim. Pearl Handle STAGLON R Handle 
. 8 lb. per dz. 1 .6 lbs. per dz. .2.6 lbs. per dz. 1.3 lbs. per dz . . 9 lb. per dz. 1.2 lbs. per di • 

363DE HB-2 
RAZOR BLADE 

STAINLESS KNIVES 802 809 831 
' 

~ ~ 

841RB~ 

~ d ~ 
3-bl. Serpentine z-er. Camper 2-bl. Jack Knife z-er, Jack Knife 3-bl. Knife 2-bl. Jumbo Jack Knife 
(2-7/8" 'i§)sed) (4" closed) (2-7/8" 'i§)sed) (31/4" closed) (2'14'' cl®ed) &4" cl®ed) STAGLON R Handle EBONNAI RE@ Handle STAG LON R Handle Maize (yellow) Handle STAG LON R Handle STA LON R Handle 
.9 lb. oer dz. 1.9 lbs. per dz. .8 lb. per dz. 1.2 I bs. per dz. .9 lb. per dz. 1.9 lbs. per dz. 

382DE HB-3 846RB 803 811 832S 

~ o ~ ~ ~ ~ 
2-bl. Jack Knife 2-1>1. Trapper 3-bl. Knife 2-bl. Barlow Knife 2-bl. Fishing Knife 3-bl. Jumbo Knife ( 3114" cl®ed) (4" closed) (31/4" cl®ed) (3·3/8" closed) (41/•" closed) (4" c~d) l STAGLON R Handle EBONNAIRE@Handle STAGLON R Handle STAGLON@Handle Maize (yello.w) STAGLO R H~ndle 1.3 lbs. per dz. 2.0 lbs. per dz. 1.6 lbs. per dz. 1.6 lbs. per dz. 1.8 lbs. per dz. 2.0 lbs. per z. 



~1moeria1® 

~rr·8hmf,®D America's finest popular priced cutlery 
... now with a WHOLE NEW LOOK! 

NEW "micro-ground" blades with consistantly sharp cutting edges 
NEW improved dishwasher-safe laminated Wonda-wood handles 

NEW sets in self-display, shrink-wrapped gift boxes 

PLUS ... 
NEW open stock 
hang carding - the perfect 
backdrop for America's 
fastest selling knives. 

Skin packed for safety and 
longer "shelf-I ife". 

lmOel'iaf' - 

vegetable 
&fruit 
slicer 
STAINLESS 
STEEL 
BLADE 

WON DAWOOD 
DISHWASHER 
SAFE 
HANDLE 

• NO 233 



Qift Sets 
Each in attractive full-color shrink-wrapped 
windowed gift package. 

VS-2 
6-piece steakknife 
set in wood-grained 
holder. 
Case pack/weight - 
12 sets/11 I bs. 

VS-1 
6-piece steak knife 
set in gift box. 
Case pack/weight - 
12 sets/7 lbs. 

\.J~5-~o~f~·ra~~~~ry wsae11 
holder. Parer, sandwich, 
utility, roast slicer & 
fork. 
Case pack/weight - 
12 sets/13 lbs. 

VS-4 4-pc. cutlery set 
in wood-grained wall 
holder. Parer, utility, 
butcher and steak & 
poultry slicer. 
Case pack/weight - 
12 sets/11 lbs. 

VS-3 z-pc. carving set 
rn wood-grained holder. 
Roast' slicer and fork. 
Case pack/weight - 
12 sets/7 lbs. 

SET ASSORTMENTS with exclusive 
pegboard/counter "Adapt-0-Rack" displays 

ASST. A087 
contains 4 each VS-3 
carving sets and VS-5 
5-pc. cutlery sets. 
Weight - 9 lbs./asst. 

ASST. A081 
contains 4 each steak 
knife sets VS-1 and VS-2. 
Weight - 8 lbs./asst. 

ASST.A088 
contains 4each VS-2 steak 
kn ife sets and V S-4 4-pc. 
cutlery sets. 
Weight - 10 lbs./asst. 

(9pen Stock 
All knives on individual skin-packed cards 

214 

220 

~224 
222 

228 

229 

~230 

"232 

0~00 oo~ 
Item 
214 
·220 
222 

224 
227 
228 
229 
230 
232 
233 
234 
239 

Description 
911•" Fork •12 dz. 13 lbs. 
Utility (Steak) 1 8 
8" Steak & 
Poultry Slicer l/2 14 
3" Parer 1 7 
8" French Cook's II, 16 
8" Roast Slicer 1f2 14 
6" Sandwich II, 9 
31/4" Grapefruti 1 7 
9" Ham/Bread II, 14 
4-5/8" rt. & Veg. 
Slicer 1 7 
Slotted Turner 1f2 13 
7" Butcher lf2 15 

VS60PB 
Pegboard Organizer 
Assortment 

Contains: 
6 ea. St. & Poultry SI. 
6 ea. French Cook's 
6 ea. Roast Slicer 
6 ea. Butcher 

TOTAL 60 KNIVES 

12 ea. Parer 
12 ea. Utility 
12 ea. Sandwich 

All packed on functional rack dispenser that 
mounts on any pegboard in seconds. 
Header sign goes above pegboard to save 
valuable display space. Weight 1 O lbs. 

Made and guaranteed by @Imperial Knile company, Inc. PROVIDENCE. RHODE ISLAND 02903 

KK75-2 © IKCO 1974 Printed in U.S.A. 
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5 !" - , - ... };,.:::-~ ~ 2£" 
$5.75 

o~-!?jij ~liii!4 I b;,. n+ w~ i_·· ·-- 5e; m I I ~ W/Sheath $15.00 I G . ,m~-- 

~ 

Cuts 

~ ~· Cleaner " RAZOR BLADE STAINLESS/~. KNIVES Cleaner 
0 ~ 0 

Lasts :, Lasts 
Longer Longer , -, I 

876 RB 

~ 

718RB 855RB 778RB 

2f' 2 a- 3f' 
~ 

3 9 " 2~" (SS) 4 16 
$14.50 

.. 

$7.50 $8.80 $10.00 $7.50 ~ 

163 
4ft"(W) 
$8.00 

'"'' ~ 272 3£" ·~~ 2 ~,, 
$8.00 ~ ~ $5.75 

218 293 
2£'' (P) 3~" 
$5.75 $9.50 

219 293Y 
2a" 3 7" 
4 ~ 8 

$5.75 

SCHRADE OPEN STOCK 

SHEATH KNIVES 
WITH GENUINE HEAVY LEATHER SHEATHS 

491L 
sf' (Blade 4:t'') 
$14.00 

499L 
Si" (Blade 4f') 

$14.00 

497L 
sf' (Blade 4f') 
$14.00 

498L 
9 f' (Blade 5") 
$14.00 

491S 
sf' (Blade 4t"l 
$12.50 

497S 
8 i" (Blade 4f') 
$12.50 

498S 
9 f' (Blade 5") 
$12.50 

499$ 
Si" (Blade 4 f') 
$12.50 

----------"--------SC_HR_!AD~E _c_UT_LER~Y_CO_R_P._0_1v_1s_,~_.~IAI. KNIFE ASSOC. cos .• INC. 



SCHRADE 
Catfout 

Hand made in U.S.A. by skilled American craftsmen 197 4 Line 
When you buy a SCHRADE knife, you buy a custom - made, hand - crafted 
professional quality tool that's designed for a lifetime of faithful service. Over 
half a century of experience, combined with incomparable craftsmanship, re- 
sults in assured quality and dependability - every time! 

CORP. 
ESTABLISHED 1904 

Genuine Sow Cot Staglon Handles o rig in a I o Lo Tl M ERR Knives - .. ch lndividuatlv G;ft Boxed 
1080T 
2f' 
$8.25 

Junior 

340T 
31'\-" 

$9.75 

Middleman 

l 250T /w/Sheath 
Lock Blade 
Folding Hunter 

I" 5,r 
$12 .00 

Mustang 250Tw/sheath 
5 t'' 
$16 .00 

SOT 
4" 

$10.75 

Senior 

® 
# ~~~ 

Hone Steel · sc~ ·· ': ',' · -., 
Sheath w/H,ndl•[: ~~~. ,,:=; '·-. ; - ,·· i ')f ~ bej 

Pat. Pend. 

$11 .00 

HSl 

1650T 
9 ~" 
(Blade 5!'') 

$1 5.00 

Sharp Finger 

$24.00 
w/Sheath 

Unique UNCLE HENRYR KNIVES - Guaranteed against loss 

- each Individually Gift Boxed 

285UH 
3 ~" 

$12 .00 

Pro-Trappers 

897UH 
3-i\" 

$13 .2 5 

l 27UH Lock Blade w/Sheath 
5 '/." 

$1 5. 50 

LOCK BLADE HUNTER 

171UH 
10 k" 

(Blade5 g'') 

$30.00 
w/Sheath 

---,_..... Pro Hu~ _ ----,,:,.>.........._ · ~\ ;I -=-----------~ Golden Spike 

Signature 
Premium 
Stock 

227UH w/Sheath 
I " 54 

$18.00 

153UH 
9 ! " 
(Blade 5") 

$30.00 
w/Sheath 

885UH 
4" 

$1 5.00 

King Ranch 

Folding Bowie 



Dear Participant at the 1974 Regional Soles Meeting: 

As I write you this short note of Greetings and Welcome to your Regional Soles Meeting, 
I just wonder what new shock wo'll hove between now and the time you attend the meeting. 

When I started thinking about saying o few words, it was before the Mets won the Notional 
league Pennant, Agnew was still Vice President and the War in the Middle East hadn't 
broken out. There used to be an expression "all good things come in threes" or "bod things 
come in threes", and perhaps we hove now had the three and we can settle down to a little 
more normalcy. 

It's difficult for me to realize that it hos been a complete year since we were together in 
Providence at the General Soles Meeting. I'm sure you feel the same as I do that we just 
don't know how the one year rolled by. During 1973 Limey Talmon passed away. limey 
was not only one of the first salesmen Imperial ever had, but certainly o pillar of strength 
to many, deeply beloved, and in asking you to be silent for a moment -- think about Limey. 
I think the greatest tribute paid to him and his memory, is the fact that Julian Roper, his 
son-in-low, and his grandson, Bucky, are with the Company. 

1973 was on eventful year. The United States assumed a new attitude toward Chino and 
other Socialist countries, including the Soviet Union. The United States ended its involve 
ment in the police action of war in VietNam, Loos and Cambodia. The United States mode 
o major revaluation of its currency. 

Who could hove predicted a few years ago that the Japanese Yen and the German Mark 
would be devalued in terms of the Dollar. It is almost inconceivable to think that the 
world felt that the Yen and the Mark were stronger currencies and have more value than the 
U. S. Dollar. But, hod you traveled abroad and been out of the country attempting to cash 
travelers checks, you would hove found that this was so. 

Who could possibly have predicted that there would be shortages in the world - of labor, of 
plastics, of work, of leather, of electricity, of gasoline and many other commodities. 
Steel was formerly available for delivery in 6 weeks. If you con get it without on allocation, 
deliveries run 6 to 8 months! This means that we may be forced in 1974 to omit or delay 
certain items because of the lock of steel. Where a few years ago we had nothing but sur 
pluses, now we have shortages - not only in Schrade pocket knives, os phenomenal as the 
rise in the sales of Schrcde is concerned. Schrode 's knives ore making further and further 
penetration into the market, and it seems 11the more we make, the more the customers wont." 
We've made o large investment in new facilities in Ellenville and we expect to increase the 
quantity of knives that we produce, but we pledge that Schrode will never sacrifice quality 
for quantity • 

As to prices, I don't see a possibility of holding the line. Go to a hotel in Paris or London. 
The prices ore almost 3 times what they were o few years ago. Although our own prices ore 
up, they hove not kept pace-with the rises in other countries, or in other goods and 
services. For example, Swiss Army Knives which retailed not long ago for $21.00 each, 
ore now up to $30 .00 each, and that's not just for one knife but for the entire line. The 
Germon prices on pocket knives and cutlery ore up in the last year 40 to 50%, and that's 
also true of Japan. 



c:r, o celebrate our 70th year of fine cutlery manu 
• facture, Schrade proudly presents GRAND DAD'S 
OLD TIMER. Each "limited edition" hand-finished 
knife with its own serial number engraved on the 
nique solid brass bolster. 

Note too, the diamond-engraved back, handsome 
shield and blade etch. Nothing has been spared to 
make this the finest cutting instrument we've ever 
cutlered. You'll find the special rust-resistant blades 

super-keen and, what's more, they'll hold their edges 
far longer. 
No. GDOT comes with clear plastic-domed wooden 
gift box suitable for wall mounting. 

SCHRADE CUTLERY CORP. S=El 1776 BROADWAY, NEW YORK, N.Y. 10019 

CORP. Division of Imperial Knife Assoc. Companies, Inc. 



Good luck and good business to all you men in 1974. We wont, we need, we expect 
your help and cooperation to achieve our goals. Our goals are big, 

AMB:mr 
November 1973 

Sincerely, 

/fi,t-'>H m f/(1,,_/ 
/ Albert M. lr 



1973 NATIONAL SALES MEETING SCHEDULE 

:, I I y!( -~ tJ-/"Y 
' ' 

JMJ CEA JAD SS ELLENVILLE FACT TOUR MSC 

TUE. TUE. TUE. TUE. TUE; IP WED. AM TUE. 
BALLARD 9:00 AM 9:30 AM 10:00 AM 10:30 AM 11 :00 AM K WED. PM 1: 30 PM 

TUE. TUE. TUE. TUE. TUE. IP WED. AM 
BOON 9:30 AM 10:00 AM 10 :30 AM 11 :00 AM 11 :30 AM K WED. PM 

TUE. TUE. TUE. TUE. TUE. IP WED. AM 
CHAMPLIN 10 :00 AM 10:30 AM 11 :00 AM 11 :30 AM 1:30 PM K WED. PM 

TUE. TUE. TUE. TUE. TUE. IP WED. AM 
CLARK 10 :30 AM 11 :00 AM 11 :30 AM 1:30 PM 2:00 PM K WED. PM 

TUE. TqE. TUE. TUE. TUE. IP WED. AM TUE. 
CLAYTOR 11 :00 AM 11 :30 AM 1:30 PH 2:00 PM 2 :30 PM K WED. PM 3:00 PM 

TUE. TUE. TUE. TUE. TUE. IP WED. PM 
EHRLICH 11: 30 AM 1:30 PM 2:00 PM 2:30 PH 3:00 PM K WED. AM 

TUE. TUE. TUE. TUE. TUE. IP WED. PM 
GALICK, J&J 1:30 PM 2:00 PM 2:30 PM 3:00 PM 9 :00 AM K WED. AM 

TUE. TUE. TUE. TUE. TUE. IP WED. PM 
HILL 2:00 PM 2:30 PM 3:00 PM 9:00 AM 9:30 AM K WED. AM 

TUE. TUE. TUE. TUE. TUE. IP WED. PM 
HOEYNCK 2:30 PM 3:00 PM 9:00 AM 9:30 AM 10:00 AM K WED, AH 

TUE. TUE. TUE. TUE. TUE. IP WED. PM 
"'"ENYON 3:00 PM 9:00 AM 9:30 AM 10 :00 AM 10 :30 Ai'1 K WED. A..M 

WED. WED. WED. WED. WED. IP TUE. AM WED. 
LAFOND 8:00 AM 8:30 AM 9:00 AM 9:30 AM 10 :00 AM K TUE. PM 1:30 PM 

WED, WED. WED. WED. WED. IP TUE. AM 
MAGOR 8:30 AM 9:00 AM 9:30 AM 10:00 AM 10 :30 Ai."'1 K TUE. PM 

WED. WED. WED. WED. WED. IP TUE. AM 
MAHER 9: 00 Ai'1 9:30 AM 10:00 AM 10:30 AM 11:00 AM K TUE. PM 

WED. WED. WED. WED. WED. IP TUE. AM 
MOYER 9:30 AM 10 :00 AM 10: 30 Ai'1 11 :00 AM 11 :30 AM K TUE. PM 

WED. WED. WED. WED, WED. IP TUE. AM 
ODELL 10 :00 AM 10:30 AM 11:00 AH 11 :30 AM 1:30 PM K TUE. PM 

WED. WED. 6 WED. WED. WED. IP TUE. PM WED. 
RUCKMAN 10 :30 AM .n :00 Af 11: 30 AM 1 :30 PM 2:00 PM K TUE. Af1 9: 30 Af1 

1 
WED. WED. WED. WED. WED. IP TUE. PM 

SALAS KY 11:00 Af1 11 :30 Afi 1:30 PM 2:00 PM 8 :00 Af! K TUE. AM 

WED. WED. WED. WED. WED, IP TUE. PM 
WINKLER 11 :30 AM 1:30 PN 2:00 PM 8:00 Ai'1 8:30 AM K TUE, AM 

WED. WED. WED. WED. WED. IP TUE. PM 
McFARLA.~ 1:30 PM 2:00 PM 8:00 AM 8 :30 AM 9:00 AM K TUE, AM 

NIEDENTHAL & WED. WED. WED. WED. WED. IP TUE, PM 
COOK 2:00 PM 8 :00 Afl 8:30 AM 9:00 AM 9 :30 .AM K TUE. Aff 



SUNDAY I NOVEMBER 12TB: 

S:00 P.M. 

7:00 P.M. 

MONDAY, NOVEMBER 13TH: 

8:00 A.M. 

9:00 A.M. 

The Agenda ls As Follows: 

9:00 - 9:05 A.M. 

9:05 • 9:30 A.M. 

9:30 - 9:45 A.M. 

9:45 - 10:00 A.M. 

10:00 A.M. • 1:40 P.M. 

A. 10:00 - 10:20 A.M. 
10:20 - 10:30 A.M. 

B. 10:30 - 10:50 A.M. 
10:SO - 11:00 A.M. 

c. 11:00 - 11:15 A.M. 

D. 11:15 - 11:45 A.M. 

11:45 A.M. - 1:00 P.M. 

E. 1:00 - 1:30 P.M. 
1:30 - 1:40 P.H. 

1:40 - 2:00 P.M. 

SALES MEETING SCHEDULE 

Hospitality Suite (Room 201/202) 

Cocktails and Buffet Dinner (Fireside loom) 

Breakfast (Fireside Room) 

Meeting & Presentations (Room 401/402) 

Welcome (Mr. John M. Jenkins) 

Address (Mr. Albert M. Baer) 

Address (Mr. Felix A. Mirando, Jr.) 

Coffee Break 

What's New (as follows) 

Grand Opener (Mr. Richard T. Hopcraf t & Company) 
Selling Details (Mr. Charles E. Arnold) 

New Gadget I,.ine (Mr. llichard T. Hopcraf t , Company) 
Selling Details (Mr. Charles E. Arnold) 

Pro Guide & Hammer Brand Promotion (Mr. J. A. Dempsey) 

Casualware - Past, Present & Future (Mr. Martin F. Zorn) 

Lunch (Fireside-Room) 

Funware, (Mr. Richard T. Hopcraf t & Company) 
Selling Details (Mr. Sam Sicchio) 

Questions & Answers - Limited to Questione on the 
Nev Products Just Presented 



2:00 - 4:20 P.M, 

l. 2:00 - 2:10 P.H. 

2. 2:10 - 2:20 P.M. 

3. 2:20 • 2:30 P.M. 

4. 2:30 - 2:40 P.M. 

S. 2:40 - 2:50 P.H. 

6. 2:50 - 3:00 P.M. 

3:00 - 3:20 P.M. 

7. 3:20 - 3:30 P.M. 

8. 3:30 - 3:40 P.M. 

9. 3:40 - 3:50 P.M. 

10. 3:50 - 4:00 P.M. 

11. 4:00 - 4:10 P.M. 

12. 4:10 - 4:20 P.H. 

4:20 - 4:50 P.M. 

4:50 - S:00 P.H. 

5:00 P.H. 

'l'UESDAY I NOVF.tmER 14TH: 

8:00 A.H. 

9:00 A.H. 

12:00 Noon 

7:00 P.M. 

- 2 - 

Salesmen's Presentations as follows at 10 minute intervala: 

How To Sell Our Veri-Sharp Line vs. Ekco'• 2900 Line 
(Mr • Lloyd Hill) 

How To Sell A Hardware Co-Op (Mr. John Odell) 

Our Role In Securing Retail Distribution & Advertising 
Of.Casualware (Mr. Robert Lafond) 

How To Sell Pocket & Hunting l(nife Assortments Through 
Gas Station Chains (Mr. Tom Maher) 

Effective Use Of Dealer Shows (Mr. George Ruckman) 

How To Sell Against The Ekcorama Program (Mr. Bud Salasky) 

Coke Break 

Effective Solicitation Of The Sporting Goods Jobber 
(Mr. David Ballard) 

The Gondola Program Pays Off (Mr. Gordon Champlin) 

Promotional Planning In The Food Field (Mr. Jack Kenyon) 

Programming Accounts For Future Deliveries (Mr. Mel Ehrlich) 

Promotional Planning In The Discount Pield (Mr. Tom Moye~) 

Effective Placement Of New Products (Mr. Robert Claytor) 

Vince Lombardi Film 

Wrap Up (Mr. Albert M. Baer) 

Everybody into the pool. Dinner on your own. 

Breakfast (Fireside Room) 

Individual Meetings & Plant Tours (see schedule) 

Lunch (Fireside Room) 

Informal Banquet (Fireside Room) 



WEDNESDAY, NOVEMBER lSTH: 

7:00 A.M. 

8:00 A.M. 

12:00 Noon 

3:00 P.M. 

9:00 P.M. 

THURSDAY, NOVEMBER 16TH: 

8:00 A.M. 

9:00 A.M. 

11 :00 A.M. 

12:30 P.M. 

3:00 P.M. 

Breakfast (Fireside Room) 
• 

Individual Meetings & Plant tours (eee schedule) 

Lunch (Fireside Room) 

Depart for Ellenville by bus from the Colonial Hilton 
(refreshments will be served in transit). 

Dinner in Ellenville 

Breakfast 

Plant Tours 

Meeting & Presentations 

Lunch 

Depart for New York Airports (The bus is scheduled 
to arrive at LaGuardia at 6:00 P.M. and at Kennedy 
shortly thereafter. Please make your plans 
accordingly for departure back home.) 



IMPERIAL KNIFE COMPANY, INC. 

REVISED SALES POLICY 

(EFFECTIVE 1/1/73) 

1) It is Imperial's aim to gain widest possible distribution and sales of its 
consumer products through all channels of distribution in which merchandise 
of this tyoe reaches consumers. 

2) Although we would prefer to attain the aim primarily through sales by Company 
salesmen to wholesale distributors, because of market conditions and trade 
practices, there are certain classes of trade to whom we~ sell direct: 

a) Auto Supply Chains 
b) Catalog Houses 
c) Club Plans 
d) Department Stores 
e) Direct Premium Users 
f) Direct selling Companies 
g) Drug Chains 
h) Hardware Chains 
i) Jewelry Chains 
j) Mass Merchandisers (incl. Leased Dept. Operators) 
k) Military Stores & Exchanges 
1) Super Market Chains (Direct Buying) 
m) Trading Stamp Companies 
n) Variety Chains (National & Regional) 
O) Cutlery & Other Manufacturers 

3) Wholesale Distributors of all types are to be sold at current Jobbing Prices, 
which are generally 50% and 10% (or better) off Retail List Prices. 

4) The Company's cash terms are 2% - 10, Net 30, to all classes of trade, with 
the following exemptions: 

Advertising Specialty Jobbers - 1% - 10, Net 30 Days 

Direct Premium Users 
Cutlery Manufacturers 
Ot~er Manufacturers 

- Net 30 Days 
" II II 

" " 
Accommodation Accounts - " 

5) All Shipments are FOB our factories. 

Full Freight will be allowed on all Household Cutlery and/or Gadgets in 
150 lb. minimum shipments to all wholesale/retail classes of trade. 

For wholesale customers who buy both Cutlery (and/or Gadgets) and stainless 
tableware, Full Freight will be allowed on Tableware also in 150 lb. minimum 
shipments (alone or combined with Cutlery and/or Gadgets). The factory 
should be advised as to those customers who qualify for FFA shipments of 
~tainless Tableware on this basis. 

Full Freir,ht will also be allowed£!!. all lines to certain classes of trade, 
as noted below. 



2. 

6) Our pricing and freight policies on sales to certain retail channels of trade 
are as follows: 

(NEW) A. Department Stores 

To be sold at retail less 50% with an Advertising Allowance 
of 10%, which must be accrued. Claims for such Advertising 
Allowance must be accompanied by tear sheets of ads, or other 
proof of perfQl'tllance. Full Freight Allowed on 150 lb. minimum 
shipments (Terms: 2% - 10, Net 30 Days). 

B. Variety Chains 

To be sold on basis of Chain Store (V) Price Lists, which are 
generality 50% off retail, with 8% Warehouse Allowance, 2% 
Advertising Allowance available (by Credit Memo) upon claim 
accompanied by proof of performance. Full Frei~ht Allowed on 
150 lh. minimum s}lipments. (Terms: 2% - 10, Net 30 Days). 

c. Drug Chains 

To be sold on same basis as '\hriety Chains. 

D. Mass Merchandisers 

To be sold on basis of Chain Store (V) Price Lists, with 
additional 8% allowance on warehouse or distribution orders. 
Full Freight Allowed on 150 lb. minimum shipments. 
(Terms: 2% - 10, Net 30 Days). 

E. Super Market Chains (Direct Buying) 

To be sold on basis of regular distributor pricing ("J" Price 
Lists), in Standard Factory Packs. 

F. Auto Supply, Hardware, and Jewelry Chains 

To be sold on same basis as (E) above. 

7) Our normal pricing policy (except for Department Stores and Drug and Variety 
Chains) on all lines precludes additional discounts for cooperative advertising 
and/or catalog allowances. However, in some cases we do recognize extenuating 
circumstances which make exceptions to this policy worthwhile. When salesmen' 
believe that special consideration is warranted, they should contact the 
Sales Manager with full par t Lcul.ar-a , 

A) No Advertising Allowance will be paid unless the Imperial name or logo appears 
in the ad or catalog, along with the line logo where applicable (e.g. - 
DIAMOND EDGE). Proof of ad or catalog must accompany reauest for payment of 
any advertising allowance. 

9) No merchandise is to be returned to our factories without prior written 
authorization from New York. Hhen we are not at fault in any way, such returns 
if authorized, are to be shipped at customer's ex~ense for freight. In - . 
addition, there will be a 10% charge deducted from the Credit Memo for 
inspection, handling and restocking. 



50% off list. 

c) Those premium programs where merchandise 
is priced high enough to cover individual 
or small shipments. 

d) Sample Orders. 



SCitRADE WALDEN CUTLERY CORPORATION 
SALES POLICY 

(EFFECTIVE l/1L?1J.. 

l) It is Schrade Walden's aim to gain widest possible distribution and sales 
of its products through all channels of distribution in which merchandise 
of this type reaches consumers. 

2) Although we would pref~r to attain that aim primarily through sales by 
Company salesmen to wholesale distributors, because of market conditions 
and trade practices, there are certain classes of trade to whom we .!!!!:!.!.t sell 
direct: 

a) Auto Supply Chains 
b) Drug Chains 
c) Hardware Chai!ls 
d) Jewelry Chains 
e) Variety Chains 

f) Mail Order Catalog Houses 
g) Direct Premium Users 
h) Direct Selling Companies 
i) Tra~ing Stamp Companies 

3) Pricing Policy (incl. FOB Terms) 

A. Wholesale Distribt~ (of 811 types) a~c to be sold as follows: 

a) WarehouGe Ship_ments (Mj.nimt>.m 12 doz , - in Standard Factory Packs) 
@ "J" Price3 (5C% & 25% oif Retail) FOB - Ellenville, N.Y. 

b) Drop Shipments {to D~ale~s - in Standard Factory Packs) 
@ 11V11 Prices {50% & 10% off Ketail) FOB - Ellenville, N. Y. 
Q:iinimu,n O::de:- - $50.00 @ Invoice Cost). 

c) Drop Shipments (to Dealers - in Leas than Standard Fac,.ory Packs) 
@ 50% off Ret3il FOB - Ellenville, N.Y. 
(Minimnr.1 .Q!.d~r - $25. GO @ !nv0i.ce Cost). 

B. Auto Supply & Hardw~~e~_gh~2,. are to oe sold on the same bat is as 
Wholesale Dd at r fbut or s , as set fortr. in 3A above. 

C. Drug, Jewelry & Vari~·:y_.9!!,ins are tu be sold as follows: 

a) Drop Shipment~ (tz retail stores - in Standard Factory ?acks) 
@ "V" prices (50% & 10% of<: Retail) FOB - Ellenville, N.Y. 
{Minimum~'.:. - $50.00 f In"'ioice Cost). 

b) Drop Shipments (to ·::--etail s tor as - in 1~ ~ St andrrd Factory Packs 
@ 50% off Retail FOB - Ellenville, N.Y. 
{Minimum Order - $25.00@ Invoice Cost). 

c) Warehouse Shipments (MinimQ~ 12 Do7.en - in Standard Factory Packs) 
@ "V" prices (50% & 10% off Retail) FOB - Ellenville, N.Y. 
Less 8% Warehouse Dfsc.ount. 

D. Mail Order C..:atal.,!}.g_Jfou~~ are to be sold: 
@ "V" prices (50% & 10% off Retail) FOB - Eller.ville, N.Y. 
Less 8% Advert::..::dng Al.Lowanco on orders for Minimum of 
12 Uozen Knives - in Standard Factory Packs. 
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E. Premium Trade (Jobbers, Direct Users, Direct Sellers & Trading Stamp 
Co1s.) to be sold: 

@ 50% & 10% off Retail FOB - Ellenville, N.Y. 

F. Nass Merchandising Chains (incl. Leased Depts.) 
This distribution channel can best be served by wholesale 
distributors who warehouse S-W goods. ll it is necessary 
to sell any such accounts direct, they are to be sold on 
the same basis as Drug, Jewelry & Variety Chains, as set 
forth in 5C above. 

4) Cash Terms 
Schrade Walden's cash terms are - 2% - 10, Net 30 Days - to all 
classes of trade except as listed below. 

Advertising Specialty Jobbers 
Direct Premium Users 
Cutlery & Other Manufacturers 

17. - 10, Net 30 Days 
- Net 30 Days 
- Net 30 Days 

5) Advertising Allowances 
&) Our considerable expenditures for National Advertising (both 

Consumer & Trade), and our normal pricing policies (as above) 
preclude additional discounts for cooperative advertising and/or 
catalog allowances. When any salesman believes that special 
consideration is warranted, he should contact Mr. Henry Eaer 
for full particulars. 

6) Returns 
a) The factory will accept the return for replacement of any knives 

that show defective workmanship or defective material, but we 
cannot and will not replace worn out or rusty or abused knives. 



CURRENT IBM CUSTOMER CATEGORIES 

CATEGORY 
NO. DESCRIPTION 

01 
02 
03 
04 
05 
06 

Hardware Jobbers & Chains (incl. Elec. Supply Jobbers) 
Houseware Jobbers 
Rack & Grocery Jobbers & Super Market Chains (Regular) 
Tobacco & Candy Jobbers 
Drug Jobbers & Chains 
"Miscellandous" Jobbers (includes Variety, Notion, Sundry, 

Toy, Carnival, Drygoods, and 
Souvenier Jobbers) 

08 
11 
13 
14 
16 
17 
18 
20 
21 
23 
24 
25 
26 
27 
29 
30 
37 
39 
40 

Sporting Goods Jobbers 
Cutlery Jobbers 
Mail Order Catalog Houses & Club Plans 
Restaurant Mupply Jobbers 
Premium Jobbers & Incentive Houses 
Advertising Specialty Jobbers 
Variety Chains 
Auto Supply Jobbers & Chains 
Discount Chains & Leased Dept. Operations 
Jewelry Jobbers & Chains 
Misc. Chains & Retail 
Trading Stamp Companies 
Tea & Coffee Route Cos. 
Direct Sellers (Door-to-Door) 
Department Stores 
Premium Users 
Other Manufacturers (incl. Cutlery Mfgs.) 
Florest Supply Jobbers 
Miscellaneous & "Accommodation" Accounts 

Please Note: 

When sending in an order a new customer, please indicate the proper trade 
category so Providence may process the order without delay. 



\..THERE DO I GO FOR WHAT? - DIRECTION BY TRADE CHANNEL 

We recognize that some of you at times have been confused as to whom you should 
write or call about a particular problem. I don't say that the following policy 
is the whole answer but I am sure we can agree that it will eliminate some 
unnecessary duplication and expense. 

Your 't-fonthly Customer Year-To-Date Report, as you know, classifies accounts by 
trade channel. Our interest centers on those where we are either most effective 
or those that represent attractive potential sales possibilities. 

For your guidance, please get in touch with New York Personnel as follows: 

DEMPSEY SICCHIO --·-- 
01 - Hardware Jobbers & Chains 
08 - Sporting Goods Jobbers & Chains 
11 - Cutlery Jobbers 
20 - Auto Supply Jobbers & Chains 

02 - Housewares Jobbers 
21 - Discount Chains 
29 - Department Stores 

ARNOLD JENKINS 

03 - Rack & Grocery Jobbers 
04 - Tobacco & Candy Jobbers 
OS - Drug Jobbers & Chains 
12 - Military 

06 - Variety Notion & Sundries Jobbers 
18 - Variety Chains 

LORENZEN 

CHA UN CY 
13 - Mail Order Catalogs 
17 - Advertising Specialties 

16 - Premium Jobbers 
25 - Trading Stamp Companies 
27 - Direct Sellers 
30 - Premium Users 

SCHARADE 

Please direct all inquiries directly 
to Mr. Henry Baer 



REPORTING FORMS 

None of us like any more paper work than we h:ive to put uo with - we ·all want 
to devote the maximum time available to selling. Let's face it - that's where 
the money is. But, let's also recognize that all successful companies require a 
certain amount of paper work. Imperial requires a minimu~,believe it or not. 
I won't belabor the point with some of my horror stories on J.C. Penny paper 
work - and they're doing all right. After all, we must communicate and the 
telenhone, except in emergencies, is too expensive. 

Certainly there is no sense in requiring reporting forms if they're not going 
to be used at the Home Office. I can assure you the reports we request are 
sought after frequently - not only by those in Sales but equally as often by 
our top brass. As you can imagine, it's embarrassing when one of our top men 
asks for so-and-so's itinerary because he must reach him immediately - the only 
trouble is that the report never came in. It's also a lot of fun when an urgent 
request is made for a man's Call Report only to get the answer that this parti 
cular man has decided he's not going to bother to mail it in - for some strange 
reason these incidents have registered. 

Believe me, I have all the papt=r work I want but I am asking for more now. I 
am asking that if you have been guilty of not maLl.Lng in your Weekly Call P.eport 
and Itinerary every Friday n+gh t so it's in New York on J-fonday morning, please 
do so in the future. It should be quite obvious that it is only in this way 
that we can know where you are going and what you are doing. Your compliance 
will be appreciated. 

And one further wcrd for salaried men: Expense Reports are weekly reports and 
I want them on Monday morning. When they don't come in on time not only can you 
run short of money but it distorts the records - and I've heard you complain 
about that. 

NEW YORKrS ROLE IN THE FIEL:, 

Most of you have h~d company in the field from one of us in the New York office 
at one time or another - hopefully, we will be able to increase our personal 
contact with you and your key accounts. Although we feel sales will be accelerated 
by becoming more specific by trade channel, by account, and by product category, 
it is essential - particularly as our e~phasis increases more and more on key 
accounts about which you will hear more later - that you recognize that when any 
of us make a trip that our interest encompasses all key accounts regardless of 
trade channel although our emphasis remains our specialty. 

Our role in the field is not to try to do your selling for you, any more than you 
would want us to try it even if we could do it, but rather to supplement your 
efforts. But don't waste our t Ime and money on the accounts you've got wrapped 
up or that offer no attractive potent:i_al unless you Hant to use us for public 
relations purposes. Give 'lS the tough ones, the challenges, where to date you 
have had problems and just maybe with two in on the act a rrogram can be tailor 
made to get this account o, your IBM Report in an important manner. 



1973 LARGE USER - VIP PROGRAM 

Imperial's 1973 Large User - VIP Plan will be vastly improved this year with the 
new Grand Opener and the Worksavers added to the list of products that earn both a 
Large User Discount and also VIP Rebate. Shipments of Funware and additions to the 
Imperial Pocket Knife line will, of course, be included in the gross shipping amount 
on which VIP Rebate is earned. 

The main purpose of this 
Veri-Sharp Cutlery line. 
regardless of "Ekcorama" 
better deal. 

program is still to produce increased sales of our 11200" 

In 1972 our program was extremely effective in this respect 
or other competitive offers. Pure and simply we have a 

We must emphasize, however, that when we refer to purchase of the uzoo" Veri-Sharp 
Cutlery line we mean the line or at least a reasonable portion thereof. We are not 
talking about selling a set or an item from open stock because this builds nothing 
and is only an excuse to earn extra discount on other portions of our line or more 
discount than they should be entitled to on the Veri-Sharp itself. 

You should also bear in mind that although we set a minimum total of $10,000 in 
shipments to qualify this program is really aimed at those customers who can achieve 
$25,000, $50,000 or more. 

We are going to review with each of you in our individual meetings your current 
list of Large User - VIP Accounts and we will amend this list if necessary. 

With substantial reductions in factory standard packs you will have another plus 
for 1973. These costly changes will only pay off if we get substantially increased 
volume. 

The above, in combination with new products, is still the vehicle to sell major 
users in any area of distribution you have not reached. With the right merchandise, 
the right packing, and a program that produces the right "profd t " we have given you 
a lot on which we request very little. It is up to you to get this across to the 
prospects in this area. 

Details on VIP Rebate requirements and Large User Pricing are on the next two pages. 



IMPERIAL'S 1973 LARGE USER VIP PROGRAM 

The following are the details relative to pricing and Volume Incentive Rebate now in 
effect. This applies to shipments during the calendar year beginning January 1st and 
terminating December 31st 1973. 

First the details regarding pricing: 

A. Veri-Sharp Cutlery: 

All sets and the #224 Paring Knife are retail less 50% and 10% and 5%. 
All other Veri-Sharp open stock is retail less 50% and 10% and 7%. 

B. All other items on our Kitchen Cutlery Price List (KK-173J), except Granny, 
axe retail less 50% and 10% and 5%. 

C. All Granny items are retail less 50% and 10%. 

D. Our Volume Incentive Rebate includes all items on the attached Cutlery Price 
List, in~luding Granny. 

All Cutlery must be purchased :!.n fr.ctory standard packs as shown on our price list. 

Details with regard to Vclu~~ Incentive Rebate are as follows: 

A. To qualify yo~ must buy at leuat $10,000 total from Imperial-Providence in 
all lines. This includes all Kitchen Cutlery es referred to above, all 
Stainless Tableware includi~g Fun:72re and all Iraperial Pocket & Hunting 
Knives. Based on total shipments from Imperial-Providence you will earn 
rebate on shipments made l Ja~uary through December 31st 1973 on shipments 
of Vari-Sharp Cutlery, all Di~mond Edge Cutlery, all Kitchen Companion 
Gadgets, all Woxksavers, the Grand Opener and Granny Cutlery as follows: 

. From $2.0,000 to $J.9,9J9 - 1% rebate J. • 

2. From $20,000 to $29,999 - 2% rebate 

3. From $30,000 to $39,999 - 3% rebate 

4. From $50,000 and over - 5% rebate 

Rebates are paid in tl1~ form of a credit n:.emo to be issued in January of the following 
year. 



RETAIL PRICE POINT 

.39 

.49 

.59 

.69 

.79 

.89 

.98 
1.00 
1.19 
1.25 
1.29 
1.39 
1.49 
1.50 
1.69 
1.95 
2.00 
2.50 
3.00 
3.50 
3.95 
4.00 
4.50 
4.95 
5.00 
6.95 
7.95 
8.95 
9.95 

10.95 
12.95 
14.95 
16.95 
19.95 

LARGE USER PRICE LIST 

L\fPERIAL KITCHEN CUTLERY 

RETAIL 
-50%-10% 

RETAIL RETAD. 
-50%-10%-5% -50%-10%-7% 

.175 

.22 

.265 

.31 

.355 

.40 

.44 

.45 

.535 

.56 

.58 

.625 

.67 

.675 

.755 

.88 

.90 
1.12 
1.35 
1.575 
1. 78 
1.80 
2.02 
2.22 
2.25 
3.13 
3.58 
4.03 
4.48 
4.93 
5.83 
6. 72 
7 .63 
8.98 

.155 Veri-Sharp Cutlery Only 

.21 Except 1224 and Sets 

.25 

.295 

.335 

.38 .37 

.42 

.43 

.508 .498 

.53 

.55 

.59 .582 

.64 .62 

.64 
• 72 
.84 
.855 

1.06 
1.29 
1.495 
1.69 
1. 71 
1.92 
2.11 
2.14 
2.98 
3.40 
3.83 
4.24 
4.69 
5.54 
6.38 
7.25 
8.53 



KEY ACCOUNTS BY TRADE CATEGORY (details in your folder) 

I'm sure you old-timers know all the most imoortant accounts in your territory - 
whether you do business with them or whether you don't - and regardless of trade 
channel. However, we have quite a few new men and no doubt there will be more in 
the future as Imµerial accelerates its efforts to generate maximum sales from all 
the territories on a viable cost basis - who don't know who they are. 

It's an old tune and most of you heard it many times but it's none the less true, 
as a general rule of thumb, 80% of your volume comes, or should come, from 20% of 
your accounts. Check your IBM's - in some cases an even greater percentage will' 
come from even fewer accounts. This obviously means that if your income is going 
to keep ahead of the continuing inflation of the 1970's yu must, more now than 
ever, redouble your efforts to either open up or increase your sales to these 
accounts. 

In your individual conference folders you will find the key accounts in your ter 
ritory listed by trade channel. Check them against your IBM. Develop your plan 
and then go get the business. Devote your time and your energies to where the 
fish are biting and if you need help run up the flag. He'll do our best to help 
if we can. 

And let me add this thought, which though not new, is of·vital importance if you 
are to bring your key accounts up to potential: 

GUARD AGAINST OUT OF STOCK 

A recent survey has concluded the following two startling facts: 

1. Hodern sophisticated manufacturers keep 11outs" to a maximum of 3% wtth 
their key accounts. 

2. The average manufacturers, even with their best accounts, allow "out s" 
as high as 25%. 

To my knowledge, we have allowed 25% but have never approached 3%. 

So, here is a gre2t opportunity for you to increase your key account volume other 
than by the obvious way of braodening existing lines and adding new ones. 

Out of stock means lost business you can never get back - So make it your bualness 
to make sure your key accounts are in stock at all times - It will make a big 
difference in your sales and compensation. 



WHAT'S NEW 

THE GRAND OPENER 

For years you, your customers and your customers' customers have been asking, "Why 
doesn't Imperial make an opener?". We simply were waiting to develop the right opener, 

Now here it is and what more appropriate name could we have selected than "The Grand 
Opener11• 

This item is simple to operate, there are no gears or levers. You do not have to 
be an engineer to understand it. It cannot rust and features a baked enamel coating 
in three colors - red, white and blue. These colors are not only attractive, but 
make "The Grand Opener" easy to find. This item can be hung on the wall making it 
readily accessible for use. Other openers are hard to operate, ours is not. Ours 
can reseal, others cannot. 95% of all canned, bottled, or jar packed items in the 
home can be opened. No other opener can be used on so many different sized tops. ·It 
even works on a bottle of nail polish. 

Many other less versatile openers are very expensive - at a $1.29 retail ours is a 
real bargain. 

And we have not stopped here. We have a new concept in display that will enable 
retailers to display this not in one, but several locations in the store at the same 
time. The opener is packed one dozen (assorted in each of the three colors) in a 
beautiful individual package, one dozen to a display shipper. They can be displayed 
in the beverage section, Health & Beauty Aids Department, candy section, with canned 
goods and even at the check-out all at one time. (There are other obvious locations.) 
There is not a retail store that cannot carry this item and display it in several 
places. The more stores, the more locations, the greater your sales. 

Other details are: 

Retail - $1. 29 each - Jobber Cost 58¢ each (earns 5% "Large User" discount also) 

Pack - one dozen as above to a display shipper - 6 display shippers to a master 
carton. 

Weight - per master carton J 7 ~ . 
Availability - Now 

Here is an item of fantastic appeal that will "open" many doors for you. 

Another Imperial innovation. 



WHAT'S NEW 

THE WORKSAVERS 

Here is a line that is new in design, new in merchandising_, and with an impulse sales 
producer never before available in this category of ware. 

Just look at these features: 

* On each card we include a new individual plastic wall holder FREE. Our new 
cutlery now becomes part of the kitchen decor as items can be hung on the wall 
individually or in any group of items desired. Additionally, the hook is de 
signed with a aafety tip to prevent the knife vibrating or falling off. 

* A new handle in an updated design ~n white, the sophisticated go with everything 
color. 

* The handle is manufactured from a new polypropylene material having a higher 
heat resistance than used before. We are also using a new stainless steel 
ferrule. 

* Additionally, the shape of the handle provides for a secure grip when the item 
is in use. It will not slip out of your hand. 

* What more appropriate appearance could have been selected than that of a chef's 
hat for this new line of ten Worksaver cutlery numbers. 

In the past it has been customary for all cutlery and gadgets in a kitchen to be stored 
in a drawer. Just think of the time wasted while looking for your favorite Parer, 
Peeler, or Utility Knife. We have solved this problem. As we indicated above, the 
hole in the handle has a definite function. 

Most important, however, the safety hook will generate a completely different consumer 
response in the "high impulse" purchase world we live in today. No one else has this - 
this is another Imperial first in an area where we have been extremely innovative over 
the years. Regardless of what other cutlery or gadgets are carried, these are not the 
same but a positive new addition. . 
To help sell more Worksavers a 5-Prong Pegboard Organizer Rack (KG-5) is available with 
"Your Choice" of any 5 items. The header of the organizer clearly pictures the function 
of the safety hook and therefore we are sure the organizer is going to be particularly 
effective. 

The ten Worksaver items are: 

ITEM DESCRIPTION RETAIL JOBBER COST 

K-198 Wide Heel Parer • 59 ea. .265 ea • 
K-199 Parer .59 II .265 ti 

K-200 Curved Fruit Knife .69 II .31 II 

K-201 Fruit & Vegetable Slicer .69 " .31 II 

K-202 Tall Jar Fork .59 ti • 265 II 

K-203 Peeler .89 II .40 II 

K-204 Breakfast Knife .89 " .40 II 

K-205 Hostess Knife .89 II .40 " 
K-206 Spread 'N Cut .79 " .355 ti 

K-207 Steak Knife .69 II .31 ti 
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To generate maximum distribution all items will be packed one half dozen to a shelf 
box, twelve dozen to a master carton. 

This packing is unheard of in this price range, but it makes this line accessible to 
any retailer. 

Details on weights are per Price List KK-173J. 

All Worksavers will earn a 5% "Large User" discount. 

Availability is - Stock Shipments Harch 1st. 

You will receive your samples NOW. 

We expect this to be the most readily received line of new cutlery we have ever had. 



WHAT'S NEW 

Il1PER.IAL POCKET & HUNTING KNIVES 

DE-100 - DIAMOND EDGE DELUXE POCKET & HUNTING KNIFE CASE ASSORTHENT 
(Replaces HOD-4A) 

TOTAL JOBBER COST 
.QUANTITY NillIBER. DESCRIPTION RETAIL EACH 

3 ea. 322-DE 2 Bladed Folding Hunter 5-1/4" @8.00 ea. $ 24.00 $3.42 
3 ea. 352-DE Large 2 Blade Jackknife 4" @5.00 ea. 15.00 2.14 
3 ea. 353-DE Large 3 Blade Premium Stock 4" @6.00 ea. 18.00 2.57 
3 ea. 362-DE Small 2 Blade Jackknife 2-7 /8" @4.00 ea. 12.00 1. 71 
3 ea. 363-DE Small 3 Blade Serpentine 2-7/811 @4.50 ea. 13.50 1.92 
3 ea. 382-DE Medium 2 Blade Jackknife 3-1/4" @4.50 ea. 13.50 1.92 
3 ea. 383-DE Medium 3 Blade Serpentine 3-1/4" @5.00 ea. 15.00 2.14 
3 ea. 392-DE 2 Blade Dogleg Jackknife 3-7/8" @5.50 ea. 16.50 2.35 
*3 ea. 309-DE Large Hunting Knife W/Sheath 8-7/811 @6.95 ea. 20.85 2.97 
*3 ea. 310-DE Medium Hunting Knife W/Sheath 3-7/8" @6.95 ea. 20.85 2.97 

30 Knives TOTAL•••••• $169.20 

*New Item Jobber Cost $72.33 (50/10/5% off list) 

THE DIAMOND EDGE DELUXE POCKET & HUNTING KNIFE STORY 

The MOD-4A has graduated. Now we've made it easy for you to present and sell our 
Diamond Edge Deluxe line of Pocket & Hunting Knives. 

Here is a luxurious new counter display where each pattern is dramatically displayed 
against a flocked background with all blades showing. 

We have added two new Hunting Knives to this line to further enhance its presentation. 
Both of the new hunters have a staglon handle and a genuine saddle leather sheath plus 
the famous Diamond Edge money back guarantee. 

This line should have special appeal to the Hardware & Sporting Goods Trade where 
quality at a price is a factor. 

Every one of your accounts who purchased the MOD-4A should be a definite sale for this 
beautiful replacement assortment. 

Every one of your accounts who purchased the Hammer Brand Assortment is a definite hot 
prospect for the Diamond Edge Deluxe Assortment. 

This is also a natural assortment for those accounts who want a quality line and can't 
handle the Schrade line. 

We'll be ready to ship the first of the year. Line up your most important customers 
now. 

See your Imperial Pocket & Hunting Knife Promotion Schedule for the exciting program 
we have to insure the sale success of our DE-100 Assortment. 
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PRO-GUIDE HUNTING KNIFE W/SHEATH 

NUMBER DESCRIPTION 
RETAIL 
EACH 

JOBBER 
COST - 

»INIMUM 
ORDER 

PG-1 
PG-3 
PG-lSK 

Individual Knife W/Sheath in Box 
3-Pc. Assortment W/Counter Display 
Salesmen's Sample Kit 

$10.00 
30.00 

$ 4.28 
12.83 

12 ea. 
6 Assts. 

l Free with each 3 Assortments of 
PG-3 up to minimum number of salesmen 

If you th~nk the Wildcat Skinner was hot wait till you start selling our new Pro-Guide 
Hunting Knife. A new and exciting design that will put every outdoorsman on cloud nine. 

Non-slip finger grip rosewood handle with triple oversize nickel silver riveting. 

The blade tang features a finger groove and serrated spine for precision "close in" 
cutting. Special alloy super stainless steel blade hand honed for extra sharpness and 
extra heavy gauge for rugged outdoor chores. 

A deluxe leather sheath with each knife. 

List at $10.00, the same as the Wildcat Skinner, with the same discount of 50/10/5% and 
with the same program we had with the Wildcat Skinner. 

This has to be a winner. 

Available for January delivery and will be featured at the Sporting Goods Show in 
Houston in February. 

Sell it now. 

HB-101 HAMMER BRAND 12-PC. SHEATH KNIFE ASSORTMENT WITH VACUUM FORMED COUNTER DISPLAY 

See Imperial Pocket & Hunting Knife Promotions for complete details. 

MOD-1 NBS 

This is your MOD Display Panel with no back-up stock. See Imperial Pocket & Hunting 
Knife Promotion Schedule for complete details. 



CASUALWARE 1973 

We are devoting some time to Casualware during the introduction of new products 
because of its importance to the growth of the Company and the growth of your 
income. It is as new and exciting today as the day we first showed it to you. 

Last month at the Premium Show in Chicago, it was by far the most interesting 
item in our booth. In the last few Dealer Shows in which Casualware was shown, 
it accounted for more housewares dollars than anything else. You all have seen 
the October issue of House & Garden so you know that Corning thinks it is good 
enough to complement Centura, their most expensive line. 

In a few moments we'll tell you about the 1973 Program and why we expect that 
Casualware will again account for more dollar sales and more dollar profits 
than any other tableware item we make. Let's first review where we have been 
with Casualware ••••• Just about one year ago we told you about Casualware. 
During the meetings we made a lot of statements about the product and a lot of 
promises to you about what you could and would do with the product. 

We said that infrequently in our lifetime do we have the opportunity to 
introduce a new product so timely and so unique that the selling of it is easy. 
That statement stands the test of time. We did and do find it easy to sell - 
but we also found out something else. Once we got it sold, the sale just began. 
To make Casualware the success it should be, we found out that the best jobber 
salesman needed help in selling his major accounts. We found out that even 
with large advertising dollars available for your local markets, it was not 
easy to get them spent. But we also found out that the areas that did spend 
those dollars, the merchandise moved well at retail. Your #1 job in 1973 - 
spend all the dollars you accrue in the territory to promote the sale of 
Casualware! 

We selected only authorized Corning distributors as our distributors of Casualware. 
There were some who questioned our ability to make that decision stick, and 
there were some who felt that such limited distribution would restrict the 
total sales of Casualware since it was made available to only 250 jobbers out 
of the thousands we sell. One year later, there can be no question that we 
"made it stick", and that better than 85% of the authorized distributors have 
bought, and rebought, Casualware. Our #2 job therefore in 1973 - try and sell 
all authorized distributors our program and to sell them at least one additional 
product! 

Casualware was created because research developed three pertinent points - 

1. Consumers like and want to live casually. 

2. Consumers are displaying more sophistication in their lifestyle. 

3. The young consumer wants items that are functional and yet have 
a high degree of aesthetics in color. 

These points are just as valid today, but having watched consumers in stores, at 
trade shows and dealer shows, there is a fourth point to be made - 

4. Even older consumers want functional items, well designed and 
colorful and are prepared to discard perfectly good traditional 
products when they find the right new product - like Casualware. 
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'flle last major point that we made last year was that we had no competition. A 
year ago Imperial alone was wise enough to cash in on the trend toward informal 
colorful tabletop fashions. That is the only statement we made that is no longer 
valid. We have competition today and when you examine that competition, you 
must believe as I do that it will do as much as anything we could have done 
to increase the salability of Casualware. We now have help in popularizing the 
concept of informality and color for tableware. You all know that when we first 
introduced a 20-piece set at $19.95, we were not accused of selling low price 
tableware. Examining the competition you can certainly see that we have the 
best value available. Casualware is proof positive that given the volume, 
American manufacturing knowhow can still compete with imports. 

During the meeting you will have an opportunity to see and examine your compe 
tition. You will see that Casualware is: 

a. The best quality, finish and design. 

b. The heaviest. 

c. The only line merchandised with the biggest selling line of dinnerware. 

d. The only line with a 2-year replacement guarantee. 

So much for consumer benefits in relation to competition. 

From the jobber standpoint, all of the above are equally important plus the fact 
that Casualware represents a jobber's best profit potential because: 

a. Limited distribution allows a stocking jobber to have a plus over his 
local competition. 

b. Price maintained to insure a fair profit on his sale. 

c. Merchandised with Corelle makes it easy to sell. 

d. New serving sets and steak sets gives him breadth of selection and price 
points. 

e. Open stock is now available. 

f. Generous advertising allowances help him promote the goods he buys. 

g. Off price promotions at full profit roake them exciting in the local market. 

h. The new open stock display is designed to enhance the dealer store and 
helps him sell Corelle and Casualware. 

So much for last year. 

Why then do we expect to sell more Casualware in 1973 than in the hot new introductory 
year? 
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Hindsight can make a genius out of almost anyone. As a result of last year's 
efforts, we must admit that if we knew then what we know now our introductory 
plan would have been different. When we introduced Casualware, we sold on the 
basis of the success of Corellc. We only had one set retailing at $19,95 for 
20 pieces, choosing to ignore the fact that there was no range of price points 
or items to merchandise. We chose to ignore that at $1.00 each many people 
would feel that $50.00 for SO pieces was expensive. In essence we said, you 
have Corelle, now how about your tableware? We knew that many people would 
not throw away their Encanto, Startime or Chateau to buy Casualware to go with 
their Corelle but we felt that enough would, to rush the Lnt roduc tion. Enough 
people did just that, to make Casualware our most profitable tableware product. 

Once we were established, we then offered $4.95 serving sets and $7.95 steak 
sets timed to the introduction of Corelle's new serving bowl. These sets 
filled the missing price gaps and allowed the consumer who had made a $20.00 
or $40.00 investment in Corelle to buy some Casualware to coordinate her 
table, and we felt at a later date satisfied customers would buy the balance 
of their needs. We found that at $19.95 Casualware sold, but not as fast as 
we had hoped, In other words, we started at the top and worked down. We could 
have made it a little easier by starting off with a lower ticket and working 
up. Now we have both - sets to retail at $19.95 and serving and steak sets 
that are more popular priced. 

We expect to sell more Casualware in 1973 than ever before because: 

1. The concept is not as new and revolutionary as it was last year, and 
most distributors know that the goods do sell, 

2. The advent of competition confirms that Casualware is still the outstanding 
product value of its type available, 

3. The investment is not at th~ sa!!'.e time for Hrs. Consumer. She already 
has paid for her Corelle. Remember your mar~et is not just the prospective 
Corelle customer but the owners of over 30 m:Lllion pieces of Corelle. 

4. Those owners of Corelle can now buy lower priced units should they so 
choose (serving sets, steak sets or open stock as she likes). 

5. Casualware has been exposed via newspaper and magazine ads consistently 
throughout the year with major advertising in color in the late Fall, 
mentally preparing the consumer for her purchase. 

6. To keep the promotional tempo going, two bargains are available this 
Spring - a $3.95 Special on the serving set and a $6.66 Special on the 
steak sets. That is what you call making an offer so good nobody can 
refuse. 

7. Casualware open stock available, allowing the consumer to buy what she 
wants, when she wants it and add to it gradually. 

All of the above, plus competition has convinced us, and I trust you, that 1972 
will again give us the lion's share of colorful tableware volume. 

We said a year ago that Casualware represents the opportunity of a lifetime for 
Imperial to capture a dominent position in the eatingware industry of America. 





--- FUNWARE 

In 1972 it was Casualware - new, distinctive, and timely. Through its definite 
association with another product we created a concept that resulted in sales to 
about 200 of the most important Housewares' Jobbers in the country. It was truly 
a "door opener11 as well as an "eye opener". 

For 1973 we have developed another key product in Funware. In fact, Funware 
answers the two major ::;.-,mpla.ints about Casualware: 

1. Retail Pricing - Initial outlay was above the reach of many consumers. 

2. Controlled Distribution - A marketing policy with no exceptions. 

A 20-Pc. Set of Funw&re has a suggested retail of $14.95. Open Stock, which is 
available immediately, features highly competitive prices. Consumers can start 
anywhere they want, when the want, to build their own service on a reasonable 
basis. 

Funware distribution is unrestricted and we do not intend to force people to 
maintain recommended retails. Every account, regardless of trade channel, 
therefore is a potential Fum-1are purchaser. Funwar~ is highly·promotable; 
we want it to be prom~ted - there are no handcuffs, rules, or regulations. 

Funware is significant in other ways too. 

1. The set package is outstanding. There is nothing like it on the market. 
It is functional, eye catching and the graphics are truly remarkable. It is 
our best performance on packaging to date. Individual card open stock not 
only uses the same outstanding graphics, etc. but it features shrink wrapping - 
a definite plus. 

2. Color continues to be a dominant factor in this fashion conscious setting. 
Our research team has scored again. Caeualware, of course, was tied to 
Corelle colors but the color applications of Funware are limitless. Its bright, 
compatible colors can be matched, mix-matched, and used with a much greater 
variety of table top ~asics and accessories. 

3. Our research tea~ else tells us that the contemporary form or shape of 
Funware tested extremely high compared to oth~r designs under consideration. 
It is highly adaptable to the application of color. The result is a product 
that has far broader appeal than most other color products on the market today. 
We also featu~e a n~w knife that was specially designed not only to look right 
but to feel right. 

4. We have an introductory offer on both 9ets and open stock of 5% off to 
the Jobber or Chain. This may be used as a promotional tool either in the 
form of an advertising allowance, a placem~nt allowance, or other sales incen 
tive. Details on appliccticn of the intr.oductory offer are covered in detail 
in this manual. 

In summary, it is obvious why we believe Funware will account for a substantial 
percentage of your sales in 1973. Why: 

A. We have a product th&t has no marketing or pricing limitations. 

B. It has been researched and tested - it is beautifully packaged. 

(Con' t) 
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c. Open Stock is available immediately. 

D. It takes advantage of current color trends to capture the bulk of the market. 

E. You have an excellent introductory offer. 

Stock shipments can be made starting January 1, 1973 - samples are on the way to 
you. 



*Number 
Sl-10 
Sl-11 
Sl-12 
Sl-13 
S3-10 
53-11 
83-12 
53-13 
59-10 
59-11 
59-12 
59-13 
F2-10 
F2-ll 
F2-12 
F2-13 

Descri£tion 

teaspoon 

soup spoon 

serving spoon 

dinner fork 

Handle Color Retail Ea. Cost Ea. Case Pk./Feight 

China Red 
Lemon Yellow s .69 $ .345 7.5 lbs. 
Lime Green 
Rare Earth 
China Red 
Lemon Yellow • 79 • 395 13 .0 lbs • 
Lime Green 
Rare Earth 72 
China Red 

PIECES Lemon Yellow .99 • 495 16.0 lbs • 
Lime Green 

OF A Rare Earth 
China Red 

KIND Lemon Yellow • 79 • 395 9.0 lbs • 
Lime Green 

AND Pare Earth 
China Red 

COLOR Lemon Yellow .79 • 395 7.5 lbs • 
Lime Green 
Rare Earth 
China P.ed 
Lemon Yellow .99 .495 12.0 lbs. 
Lime Green 
Rare F.arth 

F4-10 
F4-ll 
F4-12 
F4-13 
K7-10 
K7-ll 
K7-12 
K7-13 

salad fork 

table knife 

* Add suffix "C" for carded open stock. 

OPEN STOCK COUNTER/PEGBOARD DISPLAY ASSTS. - specify 2 colors desired with each asst. 

FW-72 
FW-72C 

1 asst./35.0 lbs. 
1 asst./40.0 lbs. 

72-pc. bulk asst. (2 colors) $60.48 $30.24 
72-~. carded~asst. (2 colors) $60.48 $30.24 

Terms: 2% 10, net 30 days. FOB - Providence, P. .• I. 
Full Freight Allowed on shipments of 150 lbs. or more in Continental U.S.A. 

Prices are subject to change without notice. 

Imperial Knife company, Inc. 0H1CE, 1116 BROADWAY, NEw roRK, N.Y. 10019JrAcroRY,PRov10ENCE, R.1. 02903 



FUl'JWA.R.E 
STAINLESS TABLEWARE 

uith 

Polymer-Coated Handles 

20-PIECE SETS - service for 4. Gift Packaged 

@1moer1a1 
STAINLESS TABLEWARE 

PRICE LIST 
FW73-J 

Jan. 1. 1973 

2010 with China Red handles Retail - $14.95 per set 
2011 with Lemon Yellow handles Cost - 6.73 " " 
2012 with Lime Green handles 
2013 with Rare Earth (Brown) handles Case Pack/Peight - 6 sets of a color/10.0 lbs. 

OPEN STOCK - bulk packed or 1:individually carded, S~elf pack 12 pcs. 

*Number Descrir_tion Handle Color P..etail Ea. Cost Ea. Case Pk,/Feig_ht 
Sl-10 
Sl-11 
Sl·-12 
Sl-13 

teaspoon 
China Red 
Lemon Yellow 
Lime Green 
Rare Earth 

$ .69 $ .31 7.5 lbs. 

S3-10 
S3-11 
S3-·12 
S3-13 

soup spoon 
China Red 
Lemon Yellow 
Lime Green 
Rare Farth 

.79 .355 13.0 lbs. 

72 

S9-10 
S9-ll 
S9-12 
S9--13 

serving spoon 
China Red 
Lemon Yellow 
Lime (;reen 
Rare Earth 

.99 
PIECES 

.455 16.0 lbs. 

OF A 
F2-10 
F2-ll 
F2-12 
F2-13 

dinner fork 
China Red 
Lemon Yellow 
Lime Green 
Rare Earth 

.79 
KIND 

.355 9.0 lbs. 
MID 

F4-10 
F4-ll 
F4-12 
F4-13 

salad fork 

China P..ed 
Lemon Yellow 
Lime Green 
Rare Earth 

.79 
COLOR 

.355 7.5 lbs. 

K7-10 
K7-ll 
K7-12 
I:7--13 

table knife 

China !led 
Lemon Yellow 
Lime C:reen 
Ra.re Earth 

. 99 .455 12 .O lbs • 

*Add suffix "C" for carded open stock. 

OPEN STOCK COUNTER/PEGBOARD DISPLAY ASSTS. -- specify 2 colors desired with each asst. 

FW-72 
FW-72C 

1 asst./35.0 lbs. 
1 asst./40.0 lbs. 

72-pc. bulk asst. (2 colors) $60.48 
72-Ec, carded asst. (2 colors) $60.48 

$27.22 
$27.22 

Terms: 2% 10, net 30 days. FOB - Providence, 
Full Freight Allowed on shipments of 150 lbs. or more 

n, I. 
in Con.tinental U.S.A. 

Prices are subject to change i;rithout notice. 

1moeria1 Knife comoanv, Inc. 0H1CE: ,11s aRoAowAY, NEw ron« N.Y. ,0019/rAcroRY,PRov10ENCE, R.1. 02903 



DISCONTINUED ITEMS 

IMPERIAL POCKET KNIVES 

RB-1 
TC-6/7 
KA-5/7 /9 
HK-5043 
MOD-4A 

IMPERIAL CUTLERY AND GADGETS 

Happy Helper Line 
1 Wild Ones Sets 

Bright 'n Lively Line 

Granny #880 Bacon Turner 
Granny #881 Omelet Fork 
Granny #8002 Steak Set 
Granny #8003 3-Pc. Set 
Granny #8013 Pegboard Organizer 

WW-7 
WW-6 
K-165 
K-166 

IMPERIAL STAINLESS TABLEWARE 

Treasured Rose 

HK-3507 
H-7 
HK-3551 
650-4 
653-4* 

3055 
K-193 
K-981 
G-216 Asst. 
G-192 

*After Present 
Stock Depleted 



SCH.RADE •••• The quality is long remembered 
after the price has been forgotten! 

We are building in Ellenville, and doubling our manufacturing space in 
order to take better care of your customers, and the increased sales that 
are expected in 1973. · 

I hope your customers recognize the strength and profit in Schrade, and 
that you will arrange for periodic shipments that will insure their 
having knives when their customers need them. 

Some plans for 1973 include the following: 

1) An even bigger National Advertising Campaign. 

2) A new improved line of Hunting Knives. 

3) New displays for sales aids. 

4) One or two new Pocket Knives. 

5) The sanie largest discount in the cutlery business - 
50 and 25% for legitimate Jobbers. 

Our most successful Schrade salesmen almost never ask for "priority 
shipments". 

They have covered their accounts early in the year with periodic shipments, 
and these advanced shipping dated orders are the first order of business 
each month and get their deservine priority. 

Plans are to streamliue the Schrade Walden name, and be known as - "SCHRADE", 
dropping the name "Walden", but this will take about 3 years to accomplish. 

When you are in Ellenville this trip, I'm sure Dave Swinden will proudly 
show you the new building which is under construction, and this expanded 
production should assure you of more prompt shipments. Quality standards 
are being maintained. 

We are doing less and less private brand business, and have passed up 
Government business, in order to concentrate on the Schrade line, so that 
your customers will get the mostest of the bestest at the soonest possible 
time. 

If you know of other items besides Pocket and Hunting Knives that might 
fit into our sales set-up and that could be produced with our present line, 
your suggestions would be welcomed. 

Remember - the quality is long remembered after the price has been forgotten. 



RACK JOBBERS, GROCERY JOBBERS & SUPERMARKET CHAINS 

Growth in this area of distribution continues and our experience is unique because 
it has been achieved in selling more people basic product. 

We recently compared sales for a two year period percentage-wise on the purchase of 
Imperial Kitchen Cutlery and Stainless Tableware with three Safeway Stores Divisions. 
The results are: 

DIVISION 
KITCHEN CUTLERY SALES 
1971 vs. 1970 

STAINLESS TABLEWARE SALES 
1971 vs. 1970 

Landover , Md. 
San Francisco, Calif. 
Portland, Ore. 

Up 45% 
Up 31~% 
Up 35% 

Up 19% 
Up 41% 
Up 43% 

In all cases volume during 1972 to date is ahead of 1971 in both product areas. This 
outstanding achievement verifies what we have said many times. It is a result of: 

* Fine Quality and Extremely Well Designed Products. 
* The Right Retail Price Points - The Right Profit Structure. 

* Excellent Merchandising. 
Veri-Sharp Cutlery, as an example, are pure and simply the best edged knives in their 
price range available today. When a customer purchases a Veri-Sharp Knife and uses 
it he returns to the same store to buy more because he is thoroughly satisfied with 
its performance. 

Veri-Sharp features the right price points that are not inflated prices to build 
margin, Even the French Cook's Knife is a basic and at $1.49 is priced way below 
similar knives if they are available at all. 

Our individual card merchandising insures saleable product from the time it leaves 
the factory until it arrives in the consumer's home. It features eye-catching graphics 
and colors as modern as the '70s themselves. 

Granny Cutlery, like Veri-Sharp, is still unmatched in its price range. Its 
distinctiveness continues to open many doors for us. 

Our Tableware, also, by offering up-to-date patterns in a "fashion" conscious area 
enables the user to continually build more volume. 

Imperial Kitchen Companion Gadgets surpass any in quality and merchandising and are 
extremely profitable. 

By using the purchase of Veri-Sharp as the basic requirement and building a program 
of profit around it (our Large User - VIP Program) including all other shipments from 
Imperial-Providence, we are very competitive. Despite the Ekco "Ekcorama Program" 
or even substantially greater discounts than we offer no one has put together a better 
program. 
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The Grand Opener, Worksavers, and Funware represent new products and selling concepts 
that we know will produce plus volume in this area of distribution. Details on each 
of these products are covered separately but all are going to be extremely well received 
and sold by customers in the Food Industry. Their beauty is that all are new products 
that do not conflict with any of our other existing merchandise but can be sold in 
addition to them. 

Besides new products, we have also made a substantial number of changes in our shelf 
packs and standard packs. Your customers have asked for these because they are sure 
they will increase turnover. All of you know how important this term has become. 

This change is a costly one and will only pay off if we achieve better turn of product 
and also sale of new product to customers in this field we have not as yet reached. 

Because we want you to devote all of your effort to all basic products, we plan no 
display shipper promotions for the first half of 1973. We are giving you an excellent 
introductory and 11Show Special" offer on new (as well as old merchandise) items to 
really get these off the ground. Details are covered separately in this manual. 

We will review with each of you your key accounts and we expect you to achieve with 
them in our individual meetings. 



THE MASS MERCHANDISER 

Since 1966 Imperial has been coming up with new and better ways of selling the Mass 
Merchandiser. 

During 1972, while our efforts were directed to new fields with Casualware, our Mass 
Merchandiser program was carried on its own strength. We maintained past business and 
Pdded to it. Zayres opened many new stores and our full program was incorporated in each 
of these. Gibson, along with the new stores, has had several very successful promotions. 
The most recent was a 42-pc. set of tableware on which they placed orders for over 6,000 
sets. 

The servicing Jobber has had a m~st successful year. Federal Wholesale of Ohio has 
!~creased its sales of Tebleware by more than 40% during the last three months by 
servicing Gondolas on a more regular basis. Those men who have put out the effort to 
get good set-ups in the discounters have come up with some interesting results. It's 
a matter of placements and follow-up. 

New 1973 opens up a new ball game. While during our marketing of Casualware through 
the Department Stores the Yi.e.ss Herchandiser has been sitting on the side lines waiting. 
His waiting dayn are over. Now he can have fun with "Funware". Yes, he'll be able to 
buy and promote this nev line during the Spring of 1973. Our new and unf.que way of 
packing and display makes it an ideal self-service selling line. You may offer this 
oa a direct basis or through the Service Jobber. We believe the Service Jobber in the 
Jon.g run can get you more buGiness and it's our suggestion that you work with him where 
p0t:isible. On promotions, it may be advisable to work direct but in both cases (:~1is 
should lead t!1e way to more and bigger sales of Imperial through the Mass Merchandiser. 

Tje A723 Gondola Progra.rJ. is being replaced by a new approach in 1973. 

DetRils of our 1973 Stai~less Program are; 

Et!ild sales with a "Do-It-Yourself" Pegboard or Counter Display. The accompanying 
Layout; :!.s a ma.ster plan which has proven most eff ec t Ive in developing more sales with 
a mini~um of inventory. The3e displays can be tailored to fit any space. The most 
~ffective way and the one which brings more do l.Lcz s and fastest turnover is the one 
attached. 

T:':!is display shoul.d be incorporated into a r'egul.ar store gondola. This establishes a 
hom2 which should be kept up. Promotions should be run on end cap displays but the 
,:·~gular every day sale items should be f ea turer' in its "home". 

In t.he past v.·e furnished the wooden gondola fixtures at a cost of about 10% to jobber 
account;s , With this new plan it w:Ul not be necessary to charge for the Adapt-0-Racks. 
We '11 even offer the Ad ape-Os-Rack packed with 4 sets of tableware. All you need to do 
is specify the pattern name, size (24 or 50-pcs.) and ask for the corresponding Adapt-0- 
Rack. They will come packed in one carton with the Adapt-0-Rack properly signed and the 
0 sets ready to be set up. 

T:1is s~t-up gives you much flexibility. Ycu can choose patterns, price points and 
rurnbar cf feet you wish to devote. An account may want to start out with just our 
tsbleware. He caz, do this and add Cutlery later. 
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This program has been successfully tested in both Zayres with 200 stores and in 
over 50 Gibson sto:res. Gibson is expanding this into all "Home Owned" stores 
in the very near future. Kings will use this in all new stores and as time goes 
on will replace any broken Gondolas with this more flexible set-up. 

A further suggestion is to place Funware in an adjoining section. The bright, 
cheerful,colorful set up will add much to your display. 

Suggested Patterns: 

Pattern A - 50-Pc. Espana 
Pattern B - 50-Pc. Delrose 
Pattern C - 50-Pc. Scnswept 
Pattern D - 24-Pc. Marita - 50-Pc. Open Stock 
Pattern E - 24-Pc. Early Rose - 50-Pc. Open Stock 
Pattern F - 24-Pc. Falcon - 50-Pc. Open Stock 

Cutlery Sets: 

1. Diamond F.dge Steak Sets, Cutlery Set 
2. Veri-Sharp Steaks with wooden, block and without block 
3. 3-Pc. Veri-Sharp Cutlery Set, 5-Pc. Veri-Sharp Sets Open Stock 

6 each of 6 Diamond Edge Knives 
1 - 8012 Cutlery Asst. 
1 - WW60PB Organizer 

Gadgets: 

18 Gadgets - Choice 

FEATURES OF THE 1973 PROGRAM 

1. Flexibility - Use 5-10 feet of space 
2 •• Open Stock Tableware for added sales 
3. Complete program featuring Tableware, Cutlery and Gadgets 
4. Good, Best and Better program in both Tableware and Cutlery 
5. Unique "self-selection" vertical displays 
6. Packaging "color-coded" by price point for visual trade-up 
7. Small inventory for fast turnovers 
8. Price/number strips on displays 
9. All Tableware Sets shrinked wrapped 
10. Carded Open Stock - prepriced and color-coded to match packaged sets 

in each line 
11. Still available - Big selling point - Open Stock availability with in- 

package direct order form 
12. 24-piece sets - Service for 6 
13. Full profits - no charge for displays 
14. Small reorder units (Tableware sets packed only 6's) 

COMPETITION 

1. Open stock not available on most patterns 
2. Bulky space conF.:·..:.:ning displays 
3. 24 piece sets - mostly service for 4 
4. No tie-in between open stock cutlery and sets 
5. Usually offer secondary lines 
6. Imports - no continuity on patterns 
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HOUSEWARE JOBBER 

With the introduction of Casunlware in 1972 we strengthened our position with the 
Houoeware Jobber. We added to his volume and as 3 reault showed him some real 
profits. We offered him protection by not selling direct and we also made cooperative 
advertising money available. 

This type of Manufacture-Jobber cooperation is hard to come by. It's from this 
strength that we should make an effort to get some of his staple business. He's 
bought and sold Caoualware - the "doo r opener "; Now sell him our Cutlery, Tableware 
and Kitchen Gadgets. The Diamond Edge line is an excellent cutlery line for the 
Department Store Trade and the ever popular Granny and Veri-Sharp lines are real 
winners for the Hardware and Variety Trade. Gadgets fit into every type of store. 
Tableware should be offered for placement with his promotional houses especially. 

The introduction of our 1973 Open Stock Casualware Programs again offers the Houseware 
Jobber a plus in sales. Every account who h~s been selling Casualware is a potential 
for our open stock assortment. Therefore, it becomes most important to keep 
cultivating these Houseware Jobbers. Keep pushing Casualware for this will continue 
to be a strength with the Houseware Jobber. 

The importance of the Houseware Jobber in Imperial's 1973 Programs becomes ever so 
important: 

He sells: The Department Stores 
The Drug Chains 
The Variety Trade 
The Home Centers 
The Local Hardware Stores 
The Mass Merchandisers 

His men inventory, write orders, and maintain displays. They pre-ticket and sell 
small broken case lots to retailers. They specialize and as a result, give 
manufacturers substantial volume on their lines. 

THE JOBBER'S PLACE IN OUR MASS MERCHANDISERS PROGRAM: 

Many jobbers specialize in servicing discount stores, primarily with small housewares. 
In general - the jobber buys at 50 and 10% off and sells to the discount chain at 
40 and 5%, or 40 and 10%. The jobbers' salesmen systematically service the store, 
writing orders, straightening our displays, etc. We have been successful in getting 
several of these jobbers into our tableware and cutlery program. The results have 
been most pleasing for all. Displays are kept full and properly organized. Volume 
has increased substantially. 

What accounts in your territory can you set up? 

It should be clear by now that the Imperial Stainless Program offers a great potential 
for increasing your sales of tableware and cutlery in your territory. 

Need we say more? Get out and make the contact• and reap the benefits. If you 
need help, ask for it. You'll find the results most rewarding. 
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THE JOBBER AND THE DEPARTMENT STORE: 

It is most important that we be selective in choosing jobbers for our new lines. 
We must pick jobbers who are strong with the class of trade uhich we are trying 
to cover. These jobbers are the ones who sell Corningware. Rubbermaid, Revereware, 
Libby Glass and other top lines of housewares. By limiting our distribution to 
these top flight jobbers, we'll be able to get good distribution and concentrated 
follow-ups. These jobbers have well trained and well paid saiesmen who can and 
will sell in a competitive market. 

Imperial men must be willing to spend time with these organizations to make sure 
they are well equipped with samples, catalog pages and other selling tools. You 
must also be available to make calls with the jobber salesmen (especially on key 
accounts). The leading department stores in your territory should be followed up 
with frequent visits making sure that our lines are properly displayed and the 
sales girls 4re properly trained. Knowledge imparted at the store level is most 
important, These are the people who really sell our goods and unless these 
contacts are made, selling information doesn't always get to them. 

We have during 1972 made some real progr~ss with the housewares jobbers. During 
1973 we must continue to grow with them by doing our part of the job. 

Again, we say if you need help, ask for it. It's available. 

DEPARTMENT STORES 

1972 heralded the beginning of a new era for Imperial in Department Store selling. 
With Casualware we have come up with a wanted and saleable Department Store line. 
The results speak for themselves. Many thousands of sets of Casualware have been 
sold through these stores and many ads that have been run have helped create a 
National Image. The impact of the ads have helped sell Imperial merchandise in all 
types of outlets. It is important that we continued to develop this business 
during 1973. The best way to do this is through the Jobber. For the jobber to be 
successful with our programs much time must be spent with his men. This will pay 
off in building strong Imperial jobbers who can give you volumes of 50-100 thousand 
dollars a year. You only need 4-5 of these in a territory to generate a substantial 
percentage of your total volume. Yes - 20% of your accounts can give you 80% of your 
year's volume. Get it from your Department Store Servicing Jobbers. 

While at this time we are not interested in di~ect selling to department stores, 
we have much work to do in selling them and lining up promotions with our jobbers. 
A good department store is still your best show case. Department stores advertise 
ments are excellent selling tools for selling the jobbers and premium users. It 
takes more of your time but it makes for good steady repeat business in your 
territory with your other accounts. 

For '73 - 

More Imperial Department Stores Ads tT:i.c.n '~·7.. 



THE VARIETY TRADE CHANNEL 

Both the National and Regional Variety Chains are important channels of distribution. 
We do well with some, fairly well with a few, and nothing with too many. 

There are two approaches that can lead to increased volume - promotions and new items. 

I - PROMOTIONS: 

Following are promotional suggestions that have been effective in generating substantial 
plus dollar volume and have helped to pave the way to warehousing selected items: 

A - GADGETS: 

The previous successful Gadget Promotion for K-illart was changed slightly to take on a 
new look. 

ASSORTMENT SSK-72 consisted of one each of the following twelve items: 

ITEM DESCRIPTION RETAIL EACH 

SK-148/211 2 Steak Knives • 98 
K-154 Slotted Serving Spoon .59 
K-155 Serving Spoon .59 
K-158 Super Server • 89 
K-160 Super Slotted Server • 89 
K-161 Cold Cut Server .59 
K-162 Salad Serving Fork .59 
K-168 Gravy Ladle .98 
K-169 Spaghetti Server .98 
K-170/71 Butter Knife & Sugar Spoon • 79 
K-150H Fruit & Vegetable Slicer .59 
324 3" Paring Knife .59 

DEAL COST 

Less 10% Promotional Cost ....•...•......•.....•.•....... 
Promotional Cost . 

$ 5.88 
3.54 
3.54 
5.34 
5.34 
3.54 
3.54 
5.88 
5.88 
4.74 
3.54 
3.54 

$54.30 
-5.43 

$48.87 

Promotional Offering - Values to 98¢ NOW - 2/$1.00 

Promotional Cost Per Item is .339¢ 

Promotional Selling Price Per Item is 50¢ 

Promotional Margin is 32.2% 

The promotion proved to be sc successful that not only was it repeated but four out of 
the twelve items were selected for warehousing and four more are currently under con 
sideration for warehousing. 
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B - KITCHEN CUTLERY: 

The Kresge Company has just asked for the following Special Assortment which they hope 
to schedule for a Spring Promotion: 

ASSORTMENT KC-3 consists of two dozen each of the following: 

ITEN DESCRIPTION RETAIL EACH DEAL COST 

222 
228 
2~9 

8" Steak & Poultry Slicer (WE) 
811 Roast Slicer 
711 Butcher Knife 

$1.39 
1.39 
1.39 

$ 8.34 
8.34 
8.34 

$25.02 
X2 Two Dozen of Each Item .............................. 

$50.04 
-5.00 

~45.04 
Less 10% Promotional Allowance •••••.•••••••••••••••• 
Assortment Cost . 

Promotional Offering - $1. 39 Value NOW - 88¢ Each 

Promotional Cost Per Item is .626¢ 

Promotional Selling Price Per Item is 88¢ 

Promotional Margin is 30% 

The Buyer asked that we not mix color handle cutlery with Wonda Wood. Other promotional 
offerings have been presented with assorted color handles only. 

The Woolworth Company is planning both a Gadget and a Cutlery Promotion for the Spring 
of 1973 - they are really variations on the Kresge/K-Mart Promotions described above. 
Please see me if you are interested in details. 

Please Note: 

1. When making these presentations prepare a poster board with each item mounted on it 
with the assortment number. This not only impresses the Buyer but makes it easy for him 
to present it to his associates. 

2. Recently I did some retail shopping in a Lamston (local New York Chain) Variety 
Store. Prominently displayed in their window was a 2/98¢ Gadget Promotion (on poster 
board) and in the Housewares Section the various items commanded a substantial amount 
of counter space. This is the way to go - no doubt about it. 



3. 

C - POCKET KNIVES: 

I thought the Special J.C. Penney Pocket Knife Promotion would be good but to my grea~ 
surprise they are still going crazy with it (one store reordered 15 assortments at one 
time and many other stores have ordered 6, 8 and 10 assortments at one time). What is 
it? 

ASSORTMENT BD-50 consists of: 

a) 12 each of N-615 and N-934 

b) 13 each of 278 and N-685 

The fifty knives are each in a poly bag and are all placed in a rugged white plastic 
bucket with a $1.29 promotional sign. Each deal weighs 7.4 lbs. The cost of the 
assortment is $36.00 or 72¢ per knife. 

The Promotional Retail is either 99¢ (margin 28%) or $1.29 (margin 44%) so the $1.29 
sign is good for either, since the retailer can scratch out the $1.29 if he want to 
promote it at 99¢. 

Woolworth is currently testing it and K-Mart is considering it. 

Try it - You'll like it. 

The volume will surprise you. 

SmtMARY: 

1. As you know, the Regional Variety Chains have great respect for the National Chains 
in general and 7resge and F. W. Woolworth personnel in particular. If you can tell yqur 
Buyers the actual success of a promotion with the National Chains you have a good 
chance of getting them started in the Regionals. 

2. They generate plus dollar, and frequently lead to certain items going into the 
warehouse. 

3. They can be adjusted to meet the individual requirements of your Buyer (see 
Section I - Page 4 - of last year's Sales Meeting Book). 

II - NEW ITEMS: 

A - FUNWARE: 

Would you believe that two or three months ago one of my Penney Buyers asked me when 
he'd get a crack at Funware. I had barely seen it myself. No question - good news 
travels fast. As you've seen yours~lf, we've got an attractive product, beautifully 



4. 

priced, that ties within with the fashion world of color. Active accounts such as 
K-Mart and F. W. Woolworth wi~l substantially increase their purchases by the addition 
of Funware. Funware, perhaps even more important, will open some of the doors that have 
been closed to us over the years such as W.T. Grant, McCrory's and Newberry. 

B - WORKSAVERS: 

I am sure most of you have run into the same thing I've faced many times - uYour gadget 
line is good but you either need more items - or you've got tc do something different - 
or both". Well, it's been done. The plus feature of the free plastic hook and the 
functional hole in the handle make these items readily accessible to the housewife. 
Both the style and price recommend this line to the consumer. 

C - GRAND OPENER: You've heard enough success stories about this but if initial place 
ments are any indication, you'll hear more. I see no reason why each of us can't add 
our orders to the heavy bookings we've already secured from our initial explorations. 

SUMMARY: 

1. It is a marketing fact of life that many of the most successful consumer products 
corporations generate up to 75-80% of their sPle~; from products developed within the 
last five years. 

As has been indicated in many Bulletins this year, I believe Casualware is in the 
vanguard of our 75-80% with Funware and other new items filling in the balance. 

2. The above are some of the specifics that have and will lead to substantial 
additional sales volume. This is plus business 2ver an existing base of regular line 
items. The National Chains we are now selling in depth have for many years done an 
excellent job on our 1120011 line - and the volume continues to grow. When you can lay 
down in front of a potential customer our regular Veri-Sharp line that Kresge/K-Mart 
uses, our private label Happy Home for Woolworth, and Fashion Manor for J.C. Penney 
you've got to make an impression - and get plus bus Lneas , In fact, we used this 
technique several years ago with telling effect. 

NOTE: 

We thought you might be interested in the following from a woman who is a sales clerk 
in a Woolworth Store in Racine, Wisc. 

As a result of reviewing this with the Buyer, our warehouse checking list is being 
changed so that K-150 not only goes in all Class 1 Stores, but into 2, 3, and 4 as 
well. This means that instead of having coveLage in only 150 Class 1 Stores that account 
for about 50% of the volume, we will have it throughout the entire system. 

I think you will agree that Mrs. Yilek's enthusiasm is contagious - this is real 
dedication. 

Let's figure out how we can get this acr oas to the rest of our customers. 



3415 WRIGHT AVENUE • RACINE, WISCONSIN 53405 
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f1-~~i t a nd v eg et a b Le knife to:·;Strd. a tJOO. O•J .r,;03,J. and WO'l':'L·i u o 
3. t the end of the 'year selling fifty 0:.1~ ( 51) 001. en, w l th 

J~ "1 8 .• s a l.e s of ;;J'.) • Or. 

3elievin3 we could do it again, we started to work towarJ 
a no t.h e r t300. 00 goal and tocia:r we crossed over it, .. with s a ; es 
ot- $304.1}4, selling forty t?'l.ree (4J) dozen, and you can be 
sure we won't quit until we beat l~st years record. 

ne~a'.lse we feel this .fantastic little item c.a n t t be pr a i s e d 
enou~h. we know it must be promoted, it cannot be bun; on G. 
Loo:\'. and saLes people must be sold on t t , WE A.HE SOLD O~J 7'.L'I 
~herefore, we 'have listed the following sel1ing points to 
c onv i nc e our customers that it is a ncc ec saz-y k t tc he n too). 

1:!ltll just th~ tip, you can section grapefruit,· or chop eg.ss. 
Quickly and-smoothly slices tomatoes or any'fruit. 
?8Bls all vegetables. 
SJ.ices c he e s e , 
Cuts thru Italian bread. 
311.ce:, Ange).food or Chiffon cakes so smooth. ·.you don't know 
the 1mife.went thru it. · · J, 
.:::i_"' ts thru all sandwiches, even Da.gwoods .• 
it's great for fileting fish. 
It sli~es thru baked ham and roasts. 
It is the best steak knife ev9r made. 

j'. 

2~va we c6nviriced you ?1?????~?????????????1 
W? should hqv0, because dur repetition of those selling poi~t; 
~onvinnea 1,128 customers that they ian'.t tun th~ir kitch~ns 
without them !I! 11 I !tilt~!!! 
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IMPERIAL POCKET & HUNTING KNIFE PROMOTIONS 

The Promotions outlined below should really create some excitement with all of your 
Pocket & Hunting Knife accounts, particularly in the Hardware and Sporting Goods 
Trade. 

A good promotion gives you an excuse to call on all of your accounts. It can also 
be a very effective weapon to help you sell other merchandise. 

We can get a lot of mileage out of our 1973 Promotions if they are properly presented 
and sold by you. 

Here they are: 

MOD-lNBS: 
This is a natural promotion for every wholesaler carrying our HOD-1 Display 
Assortment and back-up stock. 

The attached letter to the Trade and catalog page will be mailed immediately 
after this sales: meeting. 

Here is all you have to do to insure yourself of a successful promotion in 
your territory: 

1. Make sure your customer has received our mailing. If he didn't, give 
him a copy. 

2. Be sure that he orders a minimum of five (5) dozen assorted Pocket Knives 
for each one (1) MOD-lNBS he orders. 

3. Be sure he orders catalog pages for his salesmen. 

This program will run for the first quarter of 1973, expiring on March 31st. 

The earlier you start selling this program, the more MOD-1 Cases and MOD-1 Pocket 
Knives we will sell. 

Don't wait - start contacting your key accounts immediately. 



~mpe:::al Knife Associated Companies,lnc. 
~ PROVIDENCE,RHODE ISLAND 

Manukciurers of Cutle[)"' 
ADDRESS REPLY TO 

GENERAL SALES OFFICES 

1776 BROADWAY, NEW YORK, N. Y. 10019 
AREA CODE 212-757-1814 

Dear Imperial Customer: 

Hany of your dealers have old, shopworn and outdated pocket knife displays in their 
stores. We have made it easy for your salesmen to replace these with a brand new 
display at a minimum cost to you and to the dealer PLUS writing open stock pocket 
knife orders at the same time. 

Here are the details: 

ASSORTMENT MOD-lNBS 

This is our MOD-1 - $1.59 Jackmaster Display Case with no back-up stock. 

Your Cost - $6.73. We bill you only for the one each knife on the panel - you pay 
nothing for the Display case. 

Total Retail Value of the MOD-lNBS - $15.90. 

Suggested Dealer Price - $9.94. 

Every one of your dealers who has an old outdated pocket knife display in their store 
is an immediate prospect for this brand new updated display. 

PLUS 

Your salesmen can also write an IMMEDIATE order for the open stock the dealer will 
need to fill this case. 

For every 5 dozen assorted refills you order for our MOD-1 Assortment as illustrated, 
we will ship you one MOD-lNBS as shown with no back-up stock. 

You do not have to order equal quantities of each knife as long as there is a minimuq 
of five dozen assorted knives ordered. 

Use the handy order blank attached for your requirements of MOD-lNBS, open stock an~ 
catalog pages for your salesmen. 

This offer will expire on March 31, 1973 - order now and take full advantage of this 
long selling period. 

Very truly yours, 

JMJ:jnn 
Att. 

John M. Jenkins 
General Sales Manager 

IMPERIAL KNIFE CO .• INC, 
P'ROVIOENCE, RHODE ISLAND 

ULSTER KN1FE CO,, INC. 
ELLENVILLE, NEW YORK 

SCHRADE WALDEN CUTLERY CORP. 
ELLENVILLE, NEW YORK 



TO: Imperial Knife Company, Inc., 14 Imperial Place, Providence, R. I. 02903 

Please enter our RUSH order for: 

Assts. *MOD-lNBS@ $6.73 ea. l10D 73-lNBS Catalog Pages 

801 Knives @ .67 ea. 806 Knives @ .67 ea. 

802 Knives @ .67 ea. 808P Knives @ .67 ea. 

803 Knives @ .67 ea. 811 Knives @ .67 ea. 

8045 Knives @ .67 ea. 812 Knives @ .67 ea. 

805P Knives @ .67 ea. 818 Knives @ .70 ea. 

*For every 5 dozen assorted open stock knives you order as listed above, we 
will ship you 1 MOD-lNBS which is our MOD-1 Case and panel w/1 each knife 
mounted and no back-up stock. 

CITY: 

SHIP VIA: AUTHORIZED BY: ~~~~~~~~~- 



HB-101 - HAI1UER BRAND 12-PC. SHEATH I<NIFE ASSORnIBNT 

Here is a Promotion that will really cut the mustard for you with all of your 
Hammer Brand customers plus other accounts you were not able to sell the Hammer 
Brand Assortment Program. 

Here are the details; 

1. Assortment contains four (4) each HB-8, 9 and 10 - Hammer Brand Hunting 
Knives - in a vacuum formed counter display. Display will be priced "Your 
Choice $4.88 Each - Values $5.00 And $6.00 Each". 

2. Total Retail Value - $64.00 - Special Retail Value at $4.88 each - $58.56. 

3. Jobber Cost Regular - $27.40 - Special $26.35 (50/10% discount from Promotional 
List Price) 

This Promotion is to be sold for delivery April 1st through June 30th. 

It's a natural Summer Circular G'.".mping Knife feature. 

It's a natural Summer or Fall Catalog feature in the Sporting Goods Trade. 

It's a natural protlk)tional selling program for every Hardware and Sporting Goods 
Jobber salesman for a Summer Camping feature in their dealers' stores. 

The attached mailing will go to the Trade prior to our February Sporting Goods 
Show in Houston as this will be a key feature at the show. 

Put this program in your show and tell folder - it's really worth talking about. 



~-mpe~al Knife Associated Companies, Inc. 
~ PROVIDENCE,RHODE ISLAND 

Manukclurers of Cutlery-- 
AOCRESS REPLY TO 

GENERAL SALES OFFICES 

1776 BROADWAY, NEW YORK, N. Y. 10019 
AREA CODE 212~757-1814 

Dear Imperial Customer: 
Our HB-100 Hammer Brand Assortment of Pocket & Hunting Knives was a real winner for us 
thanks to the fine sales efforts of you and your salesmen. 

Now we have a promotion on our Hammer Brand Sheath Knives that can't miss. 
Here are the details: 

:·--.-101 HAMMER BRAND 12-PC. SHEATH KNIFE ASSORTMENT 

Lssortment contains four each HB-8~ and 10 Hammer Brand Hunting Knives with Sheaths in 
a vacuum formed counter display. Display will be priced "Your Choice $4.88 Each - 
Vales $5.00 and $6.00 Each". 

Total Retail Value - $64.00. Special Retail Value - $4.88 each - $58.56. 
Jobber Cost - Regular - $27.40 - Special $26.35 (50/10% discount from Promotional List 
Price) 

It's a natural Summer Circular Camping Knife feature. 

It's a natural Summmer or Fall Catalog feature. 

It1s a natural Summer Camping Promotional Sell display for every Hardware and Sporting 
Goods store. 

This program will be available for delivery April 1st thru June 30th. 

Use the order blank below for your Sunnner and Fall requirements oi assortments and 
catalog pages for your salesmen. 

Sincerely, 

JMJ:jnn John N. Jenkins 
General Sales Manager 

---------------------------------------------------------------------------------------- 
TO: Imperial Knife Company, Inc., 14 Imperial Place, Providence, R. I. 02903 

Please enter our RUSH order for: Assortments HB-101 HB-101 @ $26.35 each --- 
HB-101 Catalog Pages --- 

CJMPANY STREET -----------------------------------~ 
CITY STATE ZIP CODE _ 

SHIP VIA: AUTHORIZED BY ---------------------------,- 

IMPERIAL KNIFE CO .• INC. 
PROVIDENCE, RHODE ISLAND ULSTER KN1FE CO., INC. 

ELLENVILLE, NEW YORK SCHRAOE WALDEN CUTLERY CORP. 
ELLENVILLE, NEW YORK 



1. Enclosed is a mailing we will make to the Trade in January 
covering this promotion. 

2. Also enclosed is a sample of the Sales Kit that will be available 
for wholesaler salesmen participating in this program. 

In summary, we are giving the wholesaler salesmen their choice of two 
Hathaway Ties, a Hathaway Shirt, or one Hathaway Sport shirt for every three 
(3) DE-100 Diamond Edge ueluxe Assortments they sell. This is a must sale 
with every hardware jobber and sporting goods distributor in your territory. 

A lot of your accounts will buy this assortment now, but you will 
also have some accounts who will want to purchase it later for their Fall 
Catalog. As we do not want to lose any sales of this assortment due to 
timing, we are running this program through June 30th which should overcome 
any sales resistance you might encounter. 

\JE' VE GOT AlJOTHER hOT ONE HERE - LET' S BURN UP YOUR TERRITORY WITH 
SALES RESULTS. 

P.S. We also have available for your customers our sample roll of 
knives si~ilar to the one we used for the HB-100 Assortment. 

We will furnish the velour roll with one each of the Diamond 
~dge Ueluxe Knives at a price of $12.06 each ~hich is 50% off the Jobber Price 
for the knives only of $24.11. When ordering this, identify it as follows: 

DE-110 ROLL - (10 Each DE Deluxe Knives) 



c:i-mpe~al Knife Associated Companies, Inc. 
~ PROVIDENCE.RHODE ISLAND 

Manukciurers of Cutlerr 
ADDRESS REPLY TO 

GENERAL SALES OFFICES 

1776 BROADWAY, NEW YORK, N. Y. 10019 
AREA CODE 212 ·757-1814 

Dear Imperial Lustomer: 

Enclosed is a catalog page on our DE-100 0iamond Edge Deluxe Pocket & Hunting Knife 
Assortment. 

You just can't fight success. Our Hathaway Shirt Promotion for the HB-100 IIammer 
Brand Assortment was so successful we have again teamed up with the Hathaway Shirt 
Company to give your salesmen a prestige promotion and the best sales program avail 
able. here are the details: 

Your Salesmen can earn two Hathaway Ties to go with the shirts they have already 
earned, a $15. 00 Ilachaway Sport Shirt, or a $15. 00 liathaway long or short sleeve 
shirt if they need any more shirts. They have their choice of any one of these 
three awards for every three DE-100 Diamond Edge Assortments they sell during the 
contest. 

We have a Special Sales Kit that will consist of a brochure illustrating the ties, 
sport shirts, and regular shirts, a DE-100 catalog page, and an order form they send 
to us after the sales contest is over. 

This program will run for the first six months of 1973 and will expire on June 30th. 
You do not have to be involved with any of the bookkeeping. All your salesmen have 
to do is send the bonus form into us with their order for the ties, sport shirts, 
or regular shirts they have earned, and we will take it from there. 

We believe that the DE-100 Diamond Edge Deluxe Line of Pocket & Sheath Knives is a 
natural for your customers who want quality, beautifully displayed, and at 
attractive prices. 

Please use the order blank below for your requirements of sales kits, catalog pages, 
and merchandise. 

Sincerely, 
IllPERIAL KNIFE ASSOCIATED COS., INC. 

Enc. 
JMJ :sh John M. Jenkins, General Sales Manager 

TO: Imperial Knife Company, Inc., 14 Imperial Place, Providence, R. I., 02903 

Please enter our RUSH ORDER for: 

~~~~~DE-100 Diamond Edge Deluxe Pocket & Hunting Knife Asst.@ $72.33 Each. 

Db-100 Catalog Pages DE-120 HPSK kits ----- 
STREET ----------=::'.~:-:::-:::-::---- 

STATE ---------- 
IMPERIAL KNIFE CO., INC. 
PllOVfDllNCE, RHODE ISLAND 

AUTHORIZED BY ------------- 
ZIP CODE ---- 

ULSTER KNtFE CO., INC. 
ELLENVILLE, N~ YORI( 

SCHRAOE WALDEN CUTLERY CORP. 
ELLENVILLE, NEW YORK 



~mpe~al Knife Associated Companies, Inc. 
~ PROVIDENCE,RHODE ISLAND 

Manu.kclurers of Cutlery- 
ADDRESS REPLY TO 

GENERAL SA.LES OF"FICES 

1776 BROADWAY, NEW YORK, N. Y. 10019 
AREA CODE 212 ~757~1814 

Dear Wholesaler Salesman: 

We have upgraded our MOD-4A Assortment, added two beautiful Sheath Knives with staglon 
handles to the line, and now feature our Diamond Edge Deluxe line in a luxurious display 
case as illustrated on the catalog page enclosed in your Sales Kit. 

We have also decided that you just can't fight success. You did such an outstanding job 
of selling our Hammer Brand Assortment and earning Hathaway Shirts that we are enlarging 
this program to give you more incentive to sell our DE-100 Diamond Edge Deluxe 
Assortment. 

Here are the details: 

1. We will have a sales contest on the Diamond Edge Deluxe Assortment that will run 
from January 1, 1973 through June 30, 1973. 

2. For every 3 Diamond Edge Deluxe Assortments you sell you will have your choice of 
2 Hathaway Ties to go with the shirts you have already earned, a $15.00 Hathaway Sport 
Shirt, or more $15.00 Hathaway Shirts if you need them. 

Here is all you have to do: 

1. When the program is over, list the names of the dealers you sold Diamond Edge 
Deluxe Assortments to on the enclosed order form. 

2. Fill in your name and address in the shipping space on the top of the form. 

3. Have your buyer sign the form and mail it directly to us so that we can forward 
it to the Hathaway Shirt Company and speed your selection of ties, sport shirts, or 
regular shirts to you. 

4. If you select ties all you have to do on the order form is fill in the tie number 
and colors you desire in place of shirts. 

This is an outstanding bonus program for you and deserves your efforts. 

The features are spelled out for you on the catalog page. All you have to do is sell 
it - good luck - good selling. 

Sincerely, 

L'1PERIAL KNIFE ASSOCIATED COMPANIES, INC. 

JAD:jnn J • A. Dempsey 
Hardware Marketing Manager 

IMPERIAL KNIFE CO •• INC. 
PROVIDENCE. RHODE ISLAND 

ULSTER KNIFE CO., INC. 
ELLENVILLE, NEW YORK 

SCHRAOE WALDEN CUTLERY CORP. 
ELLENVILLE. NEW YORK 



POLICY FOR HARDWARE & SPORTING GOODS DEALER SHOWS 

1. DEALER SHOW CONTRACTS: All contracts for Dealer Shows must be sent to the New York 
Office for signature and approval. You are NOT to sign any of these contracts yourself. 

Any Dealer Show contracts forwarded to us by you must be accompanied by: 

a. A letter from you indicating whether or not you feel we should participate. 

b. A list of the items and Show Specials that will be featured. 

c. A list of new items or lines you will be displaying at the Show. 

When we receive this information from you, we will be in a better position to help you 
make the Show as productive as possible. 

If we receive a Dealer Show contract here in New York, we will advise you so that you 
can, in turn, give us the information requested in the paragraph above. 

2. DEALER SHOW INVOICES: All invoices for booth space and booth equipment must be sent 
to the New York Office for approval and payment. Booth space invoices will be handled · 
in the form of a credit to the Wholesaler and invoices for booth equipment will be 
handled by check. NONE of these invoices are to be paid by you. 

3. SHOW S~~1PLES: Wherever possible use your own samples for Dealer Shows. 
reason you are not able to do so, all orders for Show samples should be sent 
New York Office and NOT to Ellenville or Providence. As Show samples must be 
you should advise us whether they are to be charged to you or to the Jobber. 

If for some 
to the 
invoiced, 

4. DEALER SHOW REPORTS: Enclosed is our Dealer Show Report Form. It is very important 
that we receive this report for every Dealer Show you attend and as soon as possible 
after the Show is over. 

Do not ask us to accept orders from Jobbers at Show Special prices based on what the 
Jobber thinks his requirements will be to cover Show orders. This is costly for us 
and where we spend money for attending a Dealer Show and manning a booth, the Jobber 
is not entitled to receive credit for merchandise not sold at the Show. 



HIPERIAL KNIFE CONPANY HARDWARE WHOLESALER DEALEF SHOW REPORT 

WHOLESALER CITY & STATE SHOW DATE 
>; 

JOBBER QUANTITY 
ITEM COST SOLD EXTENSION CUTLERY ASSORTMENTS & S~TS 

JORBER QUANTITY 
MOD-1 ITEE NO. COST SOLD EXTENSION 

MOD-2 WW-60PB 
I 

MOD-3 I 8012 

MOD-5 t\014 

DE-100 A081 

HB-100 A083 

HB-101 HW-lWE 

WS-1 WW-2WE 

WS-3 WW-8 

PG-1 WW-15 

PG-3 WW-16 
Misc. (List all information for 
other items sold) 3002 

3065 

3066 

3056 ' 

3057 

3059 

301579 

K-197 

' 

TOTAL CUTLERY ASSORTMENTS & SETS: 

! TOTAL POCKET KNIVES: 

TOTAL POCKET KNIVES: TOTAL PAGE 1: 

- I - 



IMPERIAL KJ.~IFE COMPANY HARDWARE WHOLESALER DEALER SHOW REPORT 

WHOLESALER CITY & STATE SHOW DATE 

CASUAL WARE TABLJWARE 
' I 
I JOBBER QUANTITY JOBBER OUANTITY 

imMBER COST SOLD EXTENSION NUMBER PATTERN COST SOLD EXT. 

200 St:2-ndard 24 • 

201 " 50 

202 " 24 

204 II 50 
I 

240 Custom 2:. 

241 II 50 

242 " 24 
c 

244 II 50 

260 Luxurv 24 

261 " 50 

262 II 24 

264 " 50 

CW-180 Prestige 24 

TOTAL CASUALWARE II 50 

FUNWARE " 24 
JOBBER I QUANTITY I 

NUMBER COST SOLD EXTENSION II 50 

2010 Standard 25 

2011 Custom 25 

2012 A-72 
,. 

2013 A-84C ; 

FW-72 ,, 

FW-72C TOTAL: 

TOTAL FUNWARE: ' TOTAL COL. 1: 

TOTAL COL. 1: TOTAL PAGE 2 : 

- 2 - 



IMPERIAL KNIFE COMPAHY HARDHARE 1\THOLESALERS DEALER SHOW REPORT 

WHOLE SALEH. CITY & STATE SHOW DATE 

I ! I I ' 

JO BEER QUANTITY · 1 JOBBER QUANTITY I 
ITEH NO. COST SOLD EXTENSION ITEM NO: COST SOLD EXTENSION 

SW-590T 

SW-680T 

SW-70UH 

SW-777 
I 

SW-19 

401 
I 

402 

FC-9 

FC-10 

FC-12 

r 

TOTAL ASSORTMENTS TG~AL OPEN STOCK 

BOOTH COST: 
l I Ii TOTAL SCHRADE: 

BOOTH EQUIPMENT COST: TOTAL HlPERIAL: 

(')OTAL: GRAND TOTAL 

SCRRADE WALDEN SCHlu\DE - OPEN STOCK - List all items sold 



El PJ)HARE & SPOP_TINC GOODS WHOLESALERS 

DEALER SHOH SPECIALS 

The attached Show Special List covers the Imperial lines for the first 
half of 1973. 

Dealers come to a show for two reasons, which are to see new items and 
to buy promotions at a good price. 

We feel that we have accomplished both of these with the Show Specials 
outlined. 

So that you can really make the Imperial Rooth the "ACTION'" booth at 
every Dealer Show you attend, we have concentrated our efforts for the 
show on our scheduled promotions and big ticket sales in the Pocket & 
Punting Knife line, the Cutlery & Gadget line, and the Tableware line. 
We are also emphasizing all of our new merchandise to be featured at 
shous as new items with no discounts. 

He will discuss this program in full detail with you in our separate 
meetings. lJe do want to make two points very clear, however. 

1. Use your Show Specials as a wedge to g e t nev items at every 
Dealer Show you attend. 

2. Show Specials are not to be used for any other purpose Pithout 
our knowledge and permission. 



HARDWJ\RE & SPC'RTING GOODS 

WHOLESALEP. DEALER SHOF SPECIALS 

IHPE:rIAL POCKET & llUNTING KNIVES 

JORBER DEALER SHOW 
LIST COST PRICE SPECIAL 

$15.90 $6.73 $9.54 l)isplay Case 
r~o Charge 

ITEM NO. DESCRIPTION 

HOD-U1BS J'"fOD-1 Displav Case W/1 Each Knife 

REFILLS FOR MOD-lNBS 

LIST JOBBER SHOP TOTAL 
PRICE COST SPECIAL JOBBER SIIOH 

ITEf NO. DESCRIPTION EACH EP..C-H DISCOUNT GIVES DISCOUNT --- 
801 2-Blade Jack (Staglon) 3-1/8'' $1.59 .67) 
802 2-Blade Jack (Yellow) 3-1/4" 1.59 .67) 
803 2-Blade Barlow (Staglon) 3-3/8" 1.59 .67) 5%* 
804S 2-Blade Jack (Staglon) 3-1/4" 1.59 .67) 5 Dozen 5% 10% 
80SP 2-Blade SS Jack (Pearl) 2-3/8" . 1.59 . 67) Assorted 
806 2-Blade Jack (Staglon) 2-3/4" 1.59 .67) '~Applies only to Open 
808P 2-Blade Jack (Pearl) 2-3/4" 1.59 .67)Stock orders over and 
811 2-Blade Fish (Yellow) 4-1/4" 1.59 .67)above required 5 Doz. 
812 Sheath Knife (Striped) 8··1/4" 1.59 .67)assorted for each 
818 4-Blade Kamp-King (Black Stag) 3-3/4'' 1.59 • 70) 1 MOD-lNBS 

ITEM NO. 

HB-·101 

DESCRIPTION 

SHOW 
JOBBER JOBBER SPf.CIAL 

REG. SPECIAL COST COST DEALER 
LIST LIST REG. SPECIAL Pf ICE 

$64.00 $58.66 $27.40 $26.35 $45.20 
(50/10% (40% off 
from Special 
Special List) 
List) 

Hannner Brand Camping Knife Promotion 

ITEM NO. DESCRIPTION LIST 
JOBBER SHOW 
COST SPECIAL 

DE-100 30-Pc. Deluxe Diamond Edge Assortment $169.20 

ITE!f NO. 

]'fOD-3 
MOD-5 
IIB-100 
HS-3 
/.R-176 
PC---1 
Pr--3 

$72.33 Jobber Salesman 
(50/10/5% Can Credit Sales 
off List) For Hathaway 

Shirt and Tie 
Promotion 

DESCRIPTION 

SHOH TOTAL 
JORBER SPECIAL JOBBER SHOW 

LIST COST DISCOUJ'1T GIVES DISCOUNT 

40-Pc. Diamond Edge Assortment $ 96.76 $39.04 NONE NONE NONE 
24-Pc. Sportsmen's Knife Assortment 98.36 41.10 Nmm NONE Not1E 
45-Pc. Hammer Brand Assortment 154.00 65.83 5% 5% 10% 
3-Pc. Wildcat Skinner Assortment 30.00 12.83 5% 5% lOZ 
Hark Twain Barlow Assortment 18.00 7.65 5% 5% 10% 
Pro-Guide Hunter 10.00 4.28 lrnF ITEN 
3-Pc. Pro-Guide Hunter Assortment 30.00 12.83 NEW ITFr! 



ITEH no. 

H-192 

ITEM NO. 

HJ.!IDWARE & SPORTING GOODS 

WHOLESAL?-?.. DEALEr. 

IMPERIAL CUTLERY SETS & ASSORTMENTS 

REG. 
REG. SPECIAL REG. S~ECIAL 

PP-OM. JOBEFR JOBBEF DEALER DEALER 
LIST COST COST PRICE PRICE DESCRIPTION LIST 

$49.00 $77.66 $63.36 ~ 
(15.8% (.33 ea. 
reduct.) 18.5% 

reduct.) 

DESCRIPTION 

snow TOTAL 
JOBBER SPECUL JOBBER SE:0H 

LIST COST DISCOUJ'l~T GIVES DISCOUNT -- 
K--197 C:rand Opener Assortment of 12 $15.48 $6.96 5% ,'< 

($1.29 ea.)(.58¢ (Assts. 
ea.) only) 

i:Jobber must order minimum of 12 K-197 assortments (144 Pc s , ) for 5% 

ITEM NO. 

KG-5 

WW-lWE 
WW·-2WE 
WW-8 
WW-15 
WH-16 
PW-60PB 
A-081 

A-083 

8012 

8014 

192-Pc. r.adget Asst. in 
Bushel Laundry Basket 

$129.60 $84.48 $58.20 
(@.49 - (@2/.88) 
.98 ea.) 

5% 10% 
(Ass ts. (Ass ts. 
only) only) 

Show Discount. 

DESCRIPTION 

SJTOP TOTAL 
JOP.EER SPECIAL JOEBEP_ SllOF 

LIST COST DISCOUNT GIVES DISCOUNT 

Forksaver Gadp.et Assortment Determined Determined NEW ITEMS NO SPECIALS 
12 each of 5 items By Asst. Ry Asst. 
6-Pc. Steak Set in Box $ 6.95 $ 3.13 5% 5% 10% 
6-Pc. Steak Set in Block 7.95 3.58 57 5% 10% ,J 

3-Pc. Cutlery Block Set 6.95 3.13 5% 5% 10;~ 
s-ve , Century "21'' Block Set 9.95 4.48 5% 5% 10% 
6-Pc. Century "21" Block Set 10.95 4.93 5% 5% 10% 
60--Pc. Veri-Sharp Cutlery Asst. 67.20 30.24 5% 5% 107, 
4-ea. WH-1 & WH-2 Steak Set 59.60 26.84 10% 10% 20% 
W/Adapt-0-Pack 
4-ea. PW-8 3·-Pc. Cutlery Set 67.60 30.44 10% 10% 20% 
& 4-ea. FW-15 5-Pc. Century 
"21" Block Set H/Adapt-0-P,~ck 
36-Pc. Granny Knife Asst. - 47.')4 21.58 5% 5% 10% 
Carded 
42-Pc. Granny Knife Asst. - 57.68 25.96 10% 10% 20% 
Bulk 



HARDWARE & SPORTING GOODS HFOLESf.LERS 

DEALER SHOW SPECIALS 

Il".PERIAL STAINLESS TABLEWARE 

STANDARD PATTERNS 
Early Rose, Spanish 
Falcon 
25-Pc. Service for 6 
U/Bonus Serving Spoon 

SFOF TOTAL 
JOBBER SPECIAL J()DBER SHOW 

LIST COST COST GIVES DISCOUNT 

$10.44 $4.70 $4.48 5% 5% 

Classic, 

ITEU NO. DESCRIPTION 

*25 CUSTOM PATTERNS $13. 54 $6.085 $5.88 5% 5% 

Harita, Delrose, Seaswept 
25-Pc. Service for 6 
W/Bonus Servin!? Spoon 

*Hinimum order 6 sets each W/Adapt-0-Rack if specified on order. 

CASUAL WARF. . 
REG. SPECIAL -REG. SPECIAL 

RF.G. SPECIAL JOBBER JOBBER DEALER DEALEP 
ITEH NO. DESCRIPTION LIST LIST COST COST COST COST - 
**240 4-Pc. Serving Set - White $4.95 $3.95 $2.12 $1. 78 $2.97 $2.37 
**241 4-Pc. Serving Set - Green 4.95 3.95 2.12 1. 78 2.97 2.37 
**242 4-Pc. Serving Set - Blue 4.95 3.95 2.12 1. 78 2.97 2.37 
**244 4-Pc. Serving Set - Gold 4.95 3.95 2.12 1. 78 2.97 2.37 

**260 4-Pc. Steak Set - White 7.95 6.66 3.40 3.00 4. 77 4.00 
1•*261 4-Pc. Steak Set - Green 7.95 6.66 3.40 3.00 4. 77 4.00 
**262 4-Pc. Steak Set - Blue 7.95 6.66 3.40 3.00 4. 77 4.00 
,";*264 4-Pc. Steak Set - Gold 7.95 6.66 3.40 3.00 4. 77 4.00 

**Additional 5% Advertising Al Lowance on these items with tear sheet, invoice 
and use of Casualware reeistered name and Imperial logo in ad. 

SHOW TOTAL 
JOBBER SPECIAL JORBE!'. SHOP 

ITEM NO. DESCRIPTION LIST COST DISCOUNT GIVES DISCOUNT -- 
***200 20-Pc. Service for 4 - White $19.95 $8.50 NONE NONE NONE 
,'<**201 20-Pc. Service for 4 - Green 19.95 8.50 •• II II 

***202 20-Pc. Service for 4 - Blue 19.95 8.50 " Ii II 

**,.~204 20-Pc. Service for 4 - Gold 19.95 8.50 ii " II 

***50¢ per set Advertising Allowance on above with tear sheet, invoice and 
use of Casualware registered name and Imperial logo in ad. 



ITEM NO. 

2010 
2011 
2012 
2013 

ITE11 NO. 

FW-72 
FW-72C 

HARDWARE & SPORTING GOODS WHOLESALERS 

DEALF.T:l SHOW SPECIALS 

IMPERIAL STAINLESS TABLFWARE 

FUNH.ARE 

DESCRIPTIO't-1 
JOBBER SHOT! 

LIST DEALER COST SPECIAL 

20-Pc. Service for 4 - Chinese Red Handles $14.95 $8.97 $6. 73 New Item 
20-Pc. Service for 4 - Lemon Handles 14.95 8.97 6.73 I! " 
20-Pc. Service for 4 - Lime (Green) Fandles 14.95 8.97 6.73 " II 

20-Pc. Service for 4 - Magenta (Purnle) Handles 14.95 8.97 6.73 " r; 

OPEN STOCK FUtn-JARE 

DESCRIPTION 
JOBBER 
COST 

SHOl! 
SPEC UL LIST DEALER 

72-Pc. Bulk Asst. 
72-Pc. Carded Asst. 

$60.48 
60.48 

New Item 
n " 

$36.29 
36.29 

$27.22 
27.22 

STANDARD PATTERNS: Early Rose, Falcon, Spanish Classic 

REGULAP.. OPEN STOCK TABLEHP...RE 

ITEM NO. 

A-72 
A-84 

DESCRIPTION 

SHOH TOTAL 
JOBBER SPECIAL JOBBER SHOH 

RETAIL COST DISCOUNT GIVES DISCOUNT 

72-Pc. Assortment Bu Lk Packed 
84-Pc. Assortment Carded 

$28.68 
35.16 

10% 
10% 

$12.91 
15.78 

10% 
10% 

20% 
20% 

COMBINATION TADLEHARE & CUTLERY ASSORTMENT 

ITill1 NO. DESCRIPTION 

:lEG. SPEC. REG. SPEC. 
JO fill ER JOBBER DEALER DFALE~. 

LIST COST COST COST COST - 
$173.10 $78.84 $70.96 $105 .86 $88.10 To Be Assortment 

Specified Consists of: 
4 ea. - 24 Early Rose 
2 ea. - 50 Early Rose 
4 ea. - PW-lWE Steak Set 
4 ea. - WW-2VE Steak Set 
2 ea. - WH-8 3-Pc. Block Set 
2 ea. - PH-16 Century "21'' 

6-Pc. Block Set 

We give 10% Show Discount of $7.88 from 
$78.84 per assortment which Jobber matches. 
This gives Dealer $15.76 Show Special 
Reduction or 15% Discount. 



ADVERTISING SPECIALTY LINE FO~ 1973 

Ad Specialty sales were up a healthy 36~~ in 1-971 and r esu Lt.s t11is vear inc-l:lcate 
another pood increase for '7'2. Th anl you. nut .•..• 

He1re still just scratchin!! the surface! You l-i2ve at least one or two lit~li-notentiP.J. 
"s Leeper s ' in your territory, who cou Ld easily "'ouble or trinJ.e your i\S s a les r-ex t 
year. (Ask Ed Clark. ?.e r:ot one o rrle r for over $P.(),')O() this ~UmTTIP.r!) It:'s un tn 
you to root them out. We certainly don It exoect vou to spend much tiTI"e ~,dth AS cal Ls , 
your re too husy on other. "quf.ck r esu Lt s" calls. However, a l S-minute call on the 
zood AS j oh hers every time you I re in t ovn can rlo t he j oi... It' 11. make t hem cal 1 vou 
when "cut.Le ry' is needed. 

VIP line sales from your new franchise johlJprs has, so f ar , heP.n rli.saP!10intine>. 
We've talked to one or two jo~bers who '"'aven It even S.'l.!llnlerl thi>ir sa l esmen yi>t ! You 
can't sell what you can't show. Please be surf:' to visit your VIP customers an0 s<>P. 

that they "hypo" their sales force. He know VIP sells. 'T'he rlirect seJ.l:tne> houne s 
(Rrown & Rir.elow, etc.) proved it last year: VIP has ev<>rythino: P.O::!.ng for it - 
unique knives, p:reat packavf.ne; (key cases), the ''rio:ht' nr t c+ne a1"rl I'.T''c; ~'<'"r.LTJ<;Imi'. 

Your 1973 adver t Ls Lnr specialty line will be introduced at the A~. Sveci;.,lty Show in 
the Palmer House, Chicago (Feb ruar v '.?.'1th -· 11arch ?.nil). As usua I , vou ·,rill ri:~ceive 
advance information several •,reeks b ef o r e . A maf Lf.ne r-1:l.ll g,o to vour ·1Af' list at 
the same time, 

P.dvertisinf'. Snecialties vs. Premiums 

As you know, Imperial has senarate divisions for 1-.oth. To P.voi~ confusion, all 
orders, inquiries, etc. from hona fie-le ,\nVf.PT.ISINr. Sl'Er.IALTY rlistri.hutor-s (usua l.Iy 
SA..ti. and/ or ASI members) should come TO THF AT) SllECIALTY T)JVTSIOl\l, •r'iether for: an 
specialty OR premium items. Orrler s , inquiries, etc. from p-q_F"'TlP.1 Jl)'f3!{EllS for rH.rect 
premium users. wher<?. they are to be so l d directly) shoulrl P'O ru~our,u ur:F r.1!.AJJNGV' S 
Premium 0ivision. 

Since many advertising distributors are now act:'-ve in premium salPs also (for bant:s, 
store openings, dealer loaders, etc.) it is imnor-tant that you ~tr.ictly a~here to 
this procedure to avoid delays, f ou.Lvup s , etc. 

'1efinitions: 

:,Ad Specialty" - usually applies to items ~vith irn,:,rint that are P'iven away free. 

'Premiums" - usually unimprintec. items that can be e.Lt.h e r ~iven a•vav or ·•self 
liquidateci" at cost. 

****•'<** 
P1POilTANT - No formal time has been scheclu] ed for Af at the Sales ~feeti-ri~. PJ.eP..sP 

contact me as soon as possib]e after arrival in Provictence. He'll 
arran~e a <late to discuss your innivirlual a<l snecialtv nrob1.ems ~urin!': 
your free time. 

Tl. 16• Lorenzen 



STAINLESS TABLEWARE 

1973 will be a good year for our stainless tableware business because: 

1. The enormous inventories of imports are now disappearing and this together with 
the devalued dollar a-::". continuing inflationary tendencies throughout the world will 
mean new imports arriving in the United States will cost more. 

2. Expanded sales o: Casualware are anticipated particularly through the new open 
stock program and other promotions. 

3. Our new Funware offers a potential in sales to many new markets as well as those 
in existence. 

4. Stainless Gadget sales continue to grow. 

5. New promotions, for example our 25-Pc. Service for 6 featuring a Bonus Serving 
Sp~~~ - while competition offers a 25-Pc. Service for 4 - is further evidence of 
our c~~tinuing growth in the Stainless Tableware business. 

Although no new patterns will be introduced now we are continuing our surveys and 
serious consideration is being given to additional patterns at various price points. 

PACKAGING CHANGES FOR 1973 

1. All sets for all trade classifications will be packed 6 to a master carton. 

2. Bulk tableware open stock standard packs are changed to 12 dozen per master 
carton (1 dozen per shelf box). This will enable your customers to order more open 
stock and increase their turnover on all item~ - this is a national trend. 

DROPPED PATTERNS 

Treasured Rose. 

We do expect that Startime will be phased out by June 30, 1973. Those of your 
customers still buying this pattern should get authorization for an appropriate 
replacement in the near future. 



-------, -,-- --- ------- -- .. -,-- 
We have seen the beginning of imports of some crude, yet interesting, merchandise 
from the People's Republic of China, and have already seen some rather well made 
goods which probably won't be very far behind. Alao, cotm.tries from behind the 
Iron Curtain make a serious play to get a share of the American market. 

Stainless steel tableware is being made in more and more countries. Now Spain 
has entered the group of exporting coentries, and there are other countries to 
follow. Imports from the Far East are arriving for consU!'.l~tion entries in the 
United States in an orderly fashion within the quota, four times a year, and the 
quota is filled within the first few days,-it is even being exceeded in less 
than a week. 

The enormous fla.tw~re invectories in the United States, which concerned us through 
out the year, se2m to be gradually disappearing, resulting in the fact that with 
the devalued dollar and due to the inflationary tendencies throughout the world, 
stainless steel tableware arriving in the United States will cost more and it 
will not be cheap or poo r Ly made goods which you will meet in the market, but 
sophisticated, medium and higher priced me-rchan.dise. 

Attractive stylin.g and even way-out pat terns are being imported and we must 
recognize that it is easy for the importer to experi~znt in this manner with way 
out patterns, and that represe~ts one of the advantages left to him since, price 
wise, there will not be such g~eat discrepancies between imported and domestic 
merchandise in the futur~. 

What impressed m~, personally, this Fall while abroad was the terrific inflation 
which you face a.11 over and the desire of all people to make ~1;-;tter goods" and 
to work in more sophisticated plnnts rather than in the cottage industry. All 
this means only one thing,-foreign goods will cost more money, stainless steel 
imports will be higher pr f.c ed , 

I would also like to t~.11 you that you might see more household cutlery offered 
from abroad, much of it yery sophisticated, and yet even more very, very, cheap 
and inexpensive promotior.al mercha~dise. The broad medium ranges will, however, 
not be affected by. it. 

Imperial International is expanding its lines into the gift field sector more and 
more,-Cookware, Oven·-to-Table Ware, etc., and also with us style and higher priced 
merchandise play an increasing role. 



1973 ACROSS THE BOARD PROMOTIONS 

1 • MOD- !NBS : 

This is a First Quarter Promotion. This is the regular MOD-1 with one each of the 10 
knives wired on 1·.~ the panel and shipped in a display case with no back-up stock. It 
retails for $15.90 with a jobber cost of $6.73 which is 50/10/5% off list. To qualify 
for this promotion, the customer must buy a minimum of 5 dozen assorted refills for 
each MOD-lNBS purchased. What we're trying to do here is to make sure that all MOD-1 
cases in retail outlets are clean, properly priced, and up to date in all respects. 

2. HB-101: 

This is a Second Quarter Prom0tion. The Promotional List Price is $58.56 and the 
Promotional Jobber Cost at 50/10% off list is $26.35. The promotional pitch is Values 
-~ $5.00 and $6.00 - naw $4.88 each. This attractive merchandiser contains 4 each of 
HB-8/9/10 in a vacuum formed counter display, with sheaths. 

3. CASUALWA.RE (4-PC. SE~VING & STEAK SETS): 

This is to be offered during the Second Quarter only fo::: retail selling from May 7th 
through July 31st. Please note: 

a) A 5% Advertising Allowance will be accrued on both promotional sets. 

b) Special promotional la~~ls will be shrunk wrapped with both sets. 

c) Promotional pricing is: 

REGULAR 
REGULAR PRmmTIONAL JOBBER 

SET RBTAIL RETAIL COST 

4-Pc. Serving $l1. 95 $3.95 $2.12 
4-Pc. Steak 7.95 6.66 J.40 

PROl10T IONAL 
JOBBER 
COST 

$1. 78 
3.00 

Plsa~~ ncte: Ther.e a,:-o full profit prcif..otions. 

!+. SPECIAL 25-PC. STAINLESS FLATWARE SERVICE FCR SIX: 

Shipping and proEotion~l periods are the same as on the Casualware Sets above. All 
prrtterns are ava~lable with the Fre~ Serving Spoon which converts them into a 25-Pc. 
promotional set. The sales pitch here is that we 're offering a 25-pc·. service: for six 
~hile competition offe~s a 25-pc. service for four. In effect, we're offering one third 
moz e place settings. The package is the same as the regular 24-pc. set but will have 
3n attractive label telling the story of thG free Serving Piece. The patterns available 
are our regular lines and the jobber can use whacever patterns he carries regularly in 
stock for his promoticn. Examp Le - P.. .Jobber who carries Marita may wish to promote 
the 25-Pc. Marita Set. He wiE get the san:e packaging (which fits the Adapt-0-Rack 
nnd Gondolas) with the speciel labcJ.. This means with the open stock he's carrying 
that his custorr-ers can offer a full set to their customer. 

Remember, this is a limited time offe;:-. Make sure you confine your promotions to the 
specified date3. 



2. 

There will be other promotions coming along but due to uncertainties in the pricing 
of stainless we'll have to delay these announcements. 

I'm sure it's obvious that the above promotions are applicable to most of the trade 
channels we sell. Let's get our share from all of them - Sporting Goods, Discount, 
Variety, Automotive, Hardware, etc. 

5. Please see section Q for Show Specials. 



JJJ-illARY FOUSEWARE' S SHOW SPICil'LS 

You did an outstanding job last year in placing new items early. That was the key to 
a great "racing start" for 172 and total sales for the year echoed that great beginning. 

We've designed a new "Earlybird Special" Program to help you get your customers "off 
the blocks" even faster in '73! 

Our aims? 

l. Write the largest amount of NEW ITEM business ever. 

2. Write the greatest total dollar-volume as early as possible. 

3. To get your customers into our booth in Chicago. 

The details are spelled out as follows - we think we've covered all the bases. It's 
a 'solid' program that will help you do the job but it will take a maximum effort on 
your part to reach our aims. The next two months will tell the story. 

DURING-THE-SHOW PROMOTIONS 

l. Regular terms plus 60 days extra dating (from shipment of orders). 

2. Introductory Allowance on these NEW items only: 

"Worksaver" Gadgets - extra 10% 
"Grand Opener" - extra 10% 
"Funware" - extra 5% 

3. Show Discount on these current items only: 

"Kitchen Companion" Gadgets - extra 5% 
Hammer Brand Pocket Knife Refills - extra 5% 

4. *Hathaway Shirt Bonus Offer applies to all Imperial items ordered and is .!!!_ 
addition to the Specials outlined above: 

TOTAL ORDER NUMBER FREE SHIRTS 

$1 , 000 Minimum 
$2,500 Minimum 
$5,000 Minimum 

$10,000 Minimum 

3 
6 

12 
18 

GROUND RULES: One order per customer. 
Minimum order - $1,000. 
"At Once" shipment. 

PRE-SHOW PROMOTIONS 

The following applies to orders placed between the Sales Meeting and start of the 
Housewares Show (January 15th): 

• "Specials" 1, 2 and 3. (NOT Shirt Bonus) 

*Shirt Bonus Offer order forms will be available in our booth at the Show. 



• Single pre-show orders for NEW ITEMS only will be added to 
the Show Order from same customer to compute his Shirt 
Bonsu total. NOTE - customer only 11earns" shirts IF he 
places the additional order during the show. 

POST-SHOW PROMOTIONS 

11Specials" 1, 2 and 3 remain in effect for all orders received after the Show 
through February 28, 1973. 

IMPORTANT - to assure proper credit for your customers, be sure to send 
Mark Gardiner (NYO) copies of all shirt bonus orders). 



NATIONAL TRADE SHOWS IN WHICH IMPERIAL WILL EXHIBIT DURING 1973 

1. A.R.M.I. Convention 
January 7th through 12th 

Sheraton Chicago 
Chicago, Illinois 

2. National Housewares Exhibit 
January 15th through 19th 

McCormick Place 
Chicago, Illinois 
(Booth Nos. 3468-72) 

3. National Sporting Goods Show 
February 4th through 8th 

Astrohall 
Houston, Texas 

4. Specialty Advertising Association 
February 28th through Y.&arch 2nd 

Palmer House 
Chicago, Illinois 

5. General Merchandise Distributor Council 
April 9th through 11th 

Riviera Hotel 
Palm Springs, California 

6. New York Premium Show 
Hay 7th through 10th 

Coliseum 
New York, New York 
(Booth Nos. 2618-20) 

7. A.R.M.I. Convention 
May 20th through 25th 

Diplomat 
Hollywood, Florida 

8. National Housewares Exhibit 
July 9th through 13th 

McCormick Place 
Chicago, Illinois 
(Booth Nos. 3468-72) 

9. National Hardware Show 
August 27th through 30th 

Coliseum 
New York, New York 
(Booth Nos. 103-04) 

10. Chicago Premium Show 
October 1st through 4th 

McCormick Place 
Chicago, Illinois 
(Booth Nos. 1703-04) 

Those of you attending any of these Trade Shows should make firm dates with your 
important Buyers before you leave home for the Show. You will miss many of them 
if you wait for them to find you there. 

And please be sure to let us from New York know ahead of time how we can help you 
with your important »uyers at these Shows. 

After all, we're investing a substantial amount of time, money and effort to make 
these Shows as attractive as possible and we on the scene at the Show want to do 
everything we can to help you with your Buyers, so please let us know what we can 
do for you. 



PRICE LIST PACKAGit-iG CEANGES 

We've made some important packagine changes on our new Price Lists that have 
made us~~ competitive on standard factory master cartons and shelf packs. 

\le are doing this for two reasons: 

1. 1o speed delivery of orders to your customers. 

2. To increase sales. 

Obviously by reducing the shelf pack and the master carton sizes it's going __ .~o 
cost the company some money, but the consensus is that we' 11 more than make' up 
for it. liere are the details: 

1. TABLEWARE: 
Sets: Six sets per master carton (no change). 
Open Stock: Carded goo<ls remain at 12 dozen per master, bulk goods are 
reduced from 24 dozen to 12 dozen per master. !lo change from the one 
dozen shelf pack. 

To <lesignate the new 24-Pc. Sat with the 11onus Serving Spoon, we will use 
the number "25" plus the pattern name. 

2. CASUALwARE: 
Sets: Eight sets (one color) per master carton (no change). 
Open Stock: One dozen shelf pack and six dozen to a master carton 
(one color only). 

3. FUNWARE: 
Sets: Six sets (one color) per master carton. 
Open Stock (hulk and carded): One dozen shelf pack (one color) and 
six dozen to a master carton (one color). 

Nerchandiser: 
FW-72 Bulk Display: Specify the two colors you require. 
FW-72C Carded Display: Specify the two colors you require. 

4. CUTLERY (VERI-StlARP & GRANNY): 
The shelf pack on all items retailing for $1.00 or more will be reduced 
from one dozen to one-half dozen. The master carton on all items regard 
less of the retail price will be reduced from 12 dozen to 6 dozen. 

A. New Worksaver Line: 
Shelf pack will be 6 each with 12 aeBeft shelf packs to a 
master carton. Displayer: A new displayer (KG-5) is available 
with the purchase of one dozen each of 5 of the 10 available items. 
Stock will i.,e inner-packed with the merchandisers. 

5. POCKET KNIVES: 

A. MODS: 
Pack is now either three of a kind, 6 assorted, or 1 with a 
refill order. 

B. To assist your customer in maximizing turnover for minimum 
investment, refills are being made available in assortments. 



S lJMr-'lARY : 

1. There no longer is a "less than Standard Factory Pack". There is only 
one price schedule on all three lines. 

2. There is no longer a $5.00 surcharre on orders under $50.00. In line 
with competition. such orders will be returned to the customer 
accompanied by a letter from Bill Hayward. 

3. All orders will either be upgraded or downgraded to meet the Standard 
Factory pack requirements. 

4. Please see the Price Lists which follow for details. As you can see, 
the change for packaging becomes effective -- January 1, 1973. 
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