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“Far different from anything we've ever
seen before!

“Far better than anything you’ve ever
sent us!

“We'll go to town on this campaign!”

This is the brand of enthusiasm on the
loose when dealers meet up with the out-
standing new sales promotion material
which RCA Radiotron offers with the 1936-
37 Check-Up Campaign. No “ifs, buts or
maybes” about it—dealers tell us—RCA
Radiotron has prepared a sure-fire direct
mail campaign no aggressive retailer will
pass up for a minute. It is different—it is better

—in fact RCA Radiotron believes it is a new peak
in powerful, distinctive radio-dealer advertising.

See the letter with the little card-board hatchet
enclosure (direct mail material shown on next
page), or the one with the tuft of cotton attached
in the corner. Then there’s the message from
“The Listening Ear” and a window display that
expert display men call “absolutely the best yet!”

People who “just don’t seem to get around to
having the radio looked at” are knock-downs for

"BUT | HAVE
THREE
REASONS
WHY | DONT
WANT YOu
TO GIVE
MY RADIO
J A /
CHECK-UP”

the big guns of the new Check-Up. They’ll know
you're in business—they’ll know you're a live
wire when they get the effects of your Check-Up
show. Your advertising will be the talk of the
town for smartness, cleverness—people will get a
chuckle and a big kick out of your Check-Up
“hatchet” or “cotton” letters, not to mention “The
Listening Ear” stunt.

Gives Dealer Big Play

Thousands of dollars (a larger sum than ever
spent before) have been put behind the new
Check-Up to make it a wow—the type of smart,
fast-moving stuff which any dealer would be
proud to use as his own. And any dealer can have
it as his own for a song.

The new material which is shown throughout
this special Check-Up edition of Service News
1s ready now. Dealer imprinting is planned for
nearly every piece. Don’t regard this new Check-
Up as just as another tube promotion. Look it
over and you’ll be convinced that it is unselfishly
designed to feature the dealer and servies man——
to advertise his business—to give him the big
play he ought to have.

Behind this array of business-getting waapons,
the new Check-Up offers a course of organized
thinking and planning which, if adopted by the
dealer, will give him every advantage in his use
of the Check-Up advertising material. For one of
the soundest merchandising practices in the retail

Ve YOU SEEN MY LITTLE
RED HATCHET ?

field has been applied to the Check-Up program
in forceful, common-sense style.

Read in other pages of this issue of Service
NEWS how an increasing number of aggressive
radio dealers are capitalizing on this merchandis-
ing scheme which leads to longer profit sales.
Dealers who are looking for a simple, sound and
organized scheme of selling radio merchandise
as well as other appliances and accessories, should
lose no time in contacting their distributor for
the details of this new Radiotron Merchandising
program,

“SAVE 'EM, LADY -
WITH THIS
RCA TELEPHONE
SALESMAN'S ot
MANUAL,
'VE GOT
ALL THE |
ANSWERS.
WHAT TIME
SHALL I,
CALL?
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RADIOTRON
PRESENTS

the finest selling aids for

the Radio Dealer and Service
Engineer ever offered to the
Radio Industry. . ..

Turn to pages 4, 5 and 6

and send In your order today.


















