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For service, accuracy, highest dependability, buy 

Your dollar buys 
more instrument 
... in our Model 

110 
Volt-Ohm•Mil-Ammeter 

by R. L. Triplett 
PRESIDENT 

Because we build every major 
part of our instruments the quality is 
carefully controlled. For example, we 
know we have more torque driving 
our pointers because we designed and 
built the complete instrument. We 
know we have sustained dependence 
in the shafts and switch contacts of 
our test equipment for the same rea-
son. Cycle tests for switches exceed 
several times the rigid requirements 
of the armed forces. 

There is another important value 
to you. Because we make our own 
components we eliminate the profit 
another manufacturer would make in 
selling them to us. And this "profit" 
is passed on to you. 

Consider these features of Model 
630 V.O.M., for example— 

One Hand Operation—One 
switch with large recessed knob has a 
single position setting for each read-
ing. Leaves one hand free. Eliminates 
switching errors, trouble, saves time. 

Ranges—AC-DC Vol ts: 3-12-60-
300-1200-6000 (AC, 5000 Ohms/Volt; 
DC, 20,000 Ohms/Volt). 60 Micro-
Amps. 1.2, 12, & 120 Mil Amps. DB 
scales at 1.73V on 500 Ohm line, 0-66 
DB output. 

Highest Ohm Reading—To 
100 Meg. in steps of 1000-10.000-
100,000 Ohms-100 Megohms. 

Yes, with us it's a matter of per-
sonal pride to make "Triplett" stand 
for better construction and more 
service for your test equipment dollar. 

ez 
PRESIDENT 

TRIPLETT ELECTRICAL INSTRUMENT CO. 
Bluffton, Ohio 

630 V. O. M. 

owlet $39e-5-P 

Triplett) 



pEOPLE and_--
LACES 

IRA KAMEN has been named vice-president of the Brach Manufacturing 

Corp., a subsidiary of the General Bronze Corp. . . . The Eastern division of the 

Sales Managers Club has elected BERNARD L. CAHN, General Sales Manager 

of the Insuline Corp. of America, as their 1952 Chairman. . . . FRED A. LYMAN 

has been appointed national merchandise manager of the Allen B. Dumont Re-

ceiver Sales Division. . . . MORRIS F. TAYLOR CO. will handle the West Vir-

ginia and Pennsylvania territory for the General Cement Mfg. Co.; SOUTHERN 

SALES takes on Kentucky and Indiana. . . . J. D. POTTENGER was elected 

President of the Missouri Valley Chapter of NEDA; JACK FISHER is Secretary-

Treasurer, with MARTIN BROTHERSON, Chapter Director. . . . The Cathode 

Ray Tube Division of Allen B. DuMont Labs has named the CLIFF LANDIS 

SALES CO. as their sales representative in the New York Metropolitan area. . . . 

GRAYBURNE CORP. has been named as the national sales coordinator to parts 

distributors for Jackson Industries. . . . Ampex Electric Corporation's Chicago 

office is now under the management of RUSSELL J. TINKHAM. . . . Berlant 

Associates of Los Angeles has appointed DAVE GURY national sales manager. 

. . . DAVID A. HARKAVY is the new advertising manager of Harrison Radio 

Corp. of New York... . HARRY BITTAN AND CO. named manufacturer's repre-

sentative for Crest Laboratories in the New York area. . . . Baker Manufacturing 

Company has appointed A. M. REPSUMER as their television supervisor. . . . 

KENNETH C. DEWALT is the new manager of engineering for the General 

Electric Tube Department. . . . HARRY ADELMAN has been recently appointed 

advertising and sales promotion manager of Arrow Electronics, Inc. . . . The 

Parts Division of Sylvania Electric Products, Inc., has named DON F. KING 

their East Central District Sales Manager. . . . DONALD W. JACKSON has been 

appointed Assistant Sales Manager of the Belmont Radio Corp. . . . NEELY EN-

TERPRISES to cover California, Nevada, Arizona, and New Mexico for Markel 

Products Company. . . . RADIO SPECIALTIES CO., of Los Angeles, is going to 

open up their new outlet on their 20th anniversary in the parts distributing busi-

ness. Festivities are planned for customers and friends on this occasion. . . . 

Service Management 

In June Presents 

SUMMER BUSINESS BUILDERS 

DON'T MISS IT 

over 2,000,000 in use today! 

outsells 
all others 

no. AT102 

iF111111110 
TV lightning arrester 

Protects home and TV set against lightning 
hazards and static charges. Installs anywhere. 
Complete with stainless steel strap and ground 
wire for universal mounting. Only $2.25 list 

Aire-egron see your jobber bu &lie") 
e or write for Form No. 84 

1F1:1 Mfg. Co. 
Brooklyn 4, N.Y. 
BEnsonhurst 6-9200 

world's largest manufacturer 
of TV antennas & accessories 

Transistors Increase 
Tube Markets 

J. Milton Lang, general manager of 
General Electric's tube department, re-
cently reported that he believes that 
transistors will replace tubes in certain 
applications but that they will also open 
up new fields in which tubes must be 
used. He discounted the possibility that 
transistor and other semi-conductor de-
velopments will mean a lag in the ex-
pansion of the tube industry. 

"It seems to me that ... as we 
broaden our experience with transis-
tors," Mr. Lang said, "we may confi-
dently expect the opening of new fields 

in electronics and the development of 
a myriad of new electronic products. 

"In these new products, most of 

which haven't reached the drawing 
board yet," Mr. Lang continued, "tubes 

and transistors will both be used in 

important roles. There will be many 

applications for which a semi-conductor 

is suitable and many for which the tube 
is essential. Thus, the development of 

transistors can be expected to lead to 

an even greater market for electronic 
tubes." 
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e ilaeA e DIAMOND 
ROTATOR 

#470 

$34.95 
LIST 

Special aluminum alloy casting with 
diamond-like strength. 

• Simple three wire installation 
• Streamlined against high winds 
• Fingertip control 

FREE: Write for How to Make Good Rotator 
Installations. 

Write, Wire or Phone your order today! 

MANUFACTURING CORP. 
Division General Bronze Corp. 
200 CENTRAL AVENUE 
NEWARK 4, NEW JERSEY 

Grayburne Corp. 
Appointed 
Jackson Industries, Chicago, have 

completed arrangements to offer parts 
distributors their line of television and 
radio products. 

Under the terms of a recent agree-
ment, Grayburne Corporation of New 
York becomes sole marketers to parts 
distributors in the United States. Gray-
burne, through their representatives, 
will promote the sale of Jackson's de 
luxe line of TV, AM, AM/FM and 4-
Band Chassis, and the highly efficient 
Jackson Booster Antenna. 

These products will be shown at the 
Radio Parts Trade Show, Conrad-H_lton 
Hotel, Chicago, May 19-22. 

Jack Grand, president of Grayburne, 
stated that in his opinion this new 
association will be of great interest to 
the distributor. It will make readily 
available Jackson's distinctive line of 
products with the assurance of Gray-
burne's continuing sales help and well-
known service. 

Complete data on all products are 
available and may be obtained by writ-
ing to Grayburne Corporation, 103 La-
fayette Street, New York 13, New York. 
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"OUR OPINION" 

MO THE Radio-TV Parts and Equip-
' ment Distributor May is "market 

month." It is the month when he trav-
els to Chicago to attend the annual 
Parts Show. There he will see new 
parts, equipment and accessories 
planned by manufacturers for fall de-
livery; get first-hand information on 
new promotional plans; talk to the "top 
brass" of most of the manufacturers 
whose products he handles and, the 
chances are, this year he will sit in on 
a series of excellent lectures that have 
been arranged to give him the "how 
to" information about keeping his busi-
ness ship afloat during good times and 
bad in this fast-changing industry. At 
the end of the show the participating 
manufacturers will add up their orders 
for new products and set their produc-
tion schedules for the summer months. 
But the month of May holds a differ-

ent meaning to the service business 
executive and the service dealer. The 
major commodity that he handles, la-
bor, cannot be bought in May for de-
livery in September. His payroll and 
operating expenses are very real things 
in which the TIME element is always 
NOW. He must be constantly con-
cerned with the service business he 
must get today and tomorrow, for his 
operating costs go relentlessly on. 
The month of May should be a month 

of serious planning on the part of every 
service business operator. It is the 
month when the winter and spring 
business starts to taper off. That is the 
prelude to the tough summer months 
ahead. It is the beginning of the dreary 
overture with its grating melody of 
financial doom for so many — far too 
many — service businesses each year. 
The planning that should be done in 

May should be predicated on the think-
ing that service — all kinds of elec-
tronic and electro-mechanical service — 
can be SOLD during June, July and 
August. The business is there, in the 
homes and in the automobiles, but the 
customers must be SOLD on having the 
sets repaired during the summer when 
service businesses need that income so 
badly. 
Many TV service business executives 

had hoped the TV station construction 
freeze would be lifted early enough to 
allow the first CF recipients to get their 
station construction started before sum-
mer. The psychological effect of the 
actual work being under way to expand 

television coverage, they felt, would 
stimulate summer TV service business 
everywhere. But since the hearings on 
channel applications will not start until 
July there is little likelihood for this 
renewed TV activity to have any effect 
on the installation and service business 
this summer and especially in present 
TV-served areas. 

So the best insurance policy a service 
operator can buy to keep his service 
business volume from hitting rock bot-
tom during the summer months ahead 
is to perfect plans during May and June 
to SELL SERVICE aggressively during 
July and August. It can be done — if 
a program is carefully planned and dili-
gently exploited. 

But a word about selling service. 
Selling service does not mean offering 
to perform service at a reduced price. 
Neither does it mean persuading a cus-
tomer to buy something he does not 
want or need. It means, simply, to moti-
vate a customer to have needed services 
performed at the time a service business 
needs the business. Like retail coal 
companies, for instance, that use "Fill 
Your Coal Bin in the Summer" cam-
paigns to keep their trucks and delivery 
men employed during the months that 
home owners don't need coal. 

Offering reduced prices on service 
in the hope of increasing business 
volume is a very dangerous — and 
profitless — practice. Where labor is 
the major factor involved, service that 
can be profitably sold at reduced rates 
was priced too high in the first place. 
As a matter of fact, there are very few 
service businesses that make the mar-
gin of profit to which they are justly 
entitled when business is good. When 
the average service business offers to 
perform service for less than their nor-
mal rates it stands to reason that it 
will lose money on every job, regard-
less of volume, unless, of course, the 
price cutter cuts corners and gives an 
inferior type of service. 

During June, July and August, SER-
VICE MANAGEMENT will bring you some 
very useful and important articles and 

other information about how to get 
summer -time service business. You 
will find in the June. July and August 
issues of SERVICE MANAGEMENT a wealth 
of ideas for getting business when you 
need it most. Be sure to look for them. 

P. H. W. 

"I 

PHOTOFACT Users 
Write Our Best ADS! 

Hundreds of unsolicited letters tell 
what the world's finest Radio & TV 
Data means to Service Technicians 

Louis Geller 
112 E. Wylie Ave. 

Washington, Po. 

"I have just received PHOTOFACT Set No. 
159, which brings me up to date. I had use 
for this set within 24 hours, so the time saved 
in servicing a TV set with a PHOTOFACT 
Folder more than pays for the cost of an 
entire set. Therefore, I figure that all 16 vol-
umes of PHOTOFACT have cost me nothing." 

Seth R. Williams 

3237 Hiatt Place, N.W. 
Washington 10, D. C. 

"I'd like to express my appreciation to 
Howard W. Sams & Co., Inc. Not only do 
PHOTOFACTS save time and labor, but they 
make servicing easier and more enjoyable 
since the work of tracing and drawing your 
own schematics has been done already." 

Alfred F. Nowak 
Fred's Radio Service 
14 S. Mountain Ave. 

Melrose, Moss. 

am a steady buyer of PHOTOFACT and 
am more than pleased with them." 

NOW! GET THE PROOF FOR YOURSELF! 

We'll send you a Free Photofact 
Folder on any receiver listed in 
"PF Index & Technical Digest." 

Learn for yourself—at our expense—how PHOTO-
FACT pays for itself by earning bigger repair 
profits for you! Select any Folder from the PF Index 
(if you haven't an Index, get a free copy from your 
distributor). When you write us for your Free Folder, 
be sure to state Photofact Set and Folder Number 
as shown in the Index. Get your Free Folder now. 
Examine, use, compare—see why you can't afford 
to be without PHOTOFACT! 

FREE 

HOWARD W. SAMS & CO., INC. 
2201 East 46th Street • Indianapolis 5, Indiana 

May, 1952 5 



for better, quicker 
servicing 

à hh. USE 

all Maudis 

Television Servicing 
Here are derailed, illustrated instructions for 
locating and correcting EVERY flaw or failure 
that may occur in each stage of today's TV re-
ceivers. You'll learn simple signal tracing pro-
cedures; trade tricks in diagnosing troubles in 
minimum time; the essentials of successful VHF 
and UHF servicing; how to trouble-shoot A.G.C. 
circuits, synchroguide circuits, and all other 
circuits, including the latest improvements. A 
complete master trouble index enables you to 
QUICKLY find the cause of and procedures for 
correcting any trouble, including those hard-to-
find troubles. Hundreds of diagrams, original 
photographs of flaws as they appear on the TV 
screen, oscilloscope patterns and other illustra-
tions further aid you in locating trouble, testing, 
and making adjustments. 

Noll 's 

Television 

for Radiomén 
Very clear, thorough, non-mathematical explana-
tions of the function and operating principles of 
every element and circuit in TV reception; how 
the receiver is constructed; basic principles of 
transmission; and the techniques of installing, 
adjusting, and aligning today's receivers, with full 
instruction on test equipment and its use. Here, 
in the simplest, clearest terms, is the basic knowl-
edge that is a MUST for good TV work. 

AND 

Nona Mandrs 

Television 

and FM 

Antenna Guide 
Are fringe area reception, ghost reception, interfer-
ence your problems? This book shows you how to 
overcome them—how to improve gain; minimize 
noise on the transmission line; get the MOST out 
of the antenna system at any location. It tells 
how to determine the right type of antenna for 
the site and the best position for it; gives full 
data on all types of antennas including those for 
the new UHF and VHF locations, yagi antennas, 
stacking, boosters, and other fringe area aids. 

NOW MORE THAN EVER, YOU'LL NEED THESE 
EXPERT SERVICE AIDS. 

SEE THEM ON APPROVAL 

The Macmillan Co., 60 Fifth Ave., N. 'V. 11 s 1 

Please send me the books checked below. I will 
either remit in full or return the books in 
10 days. 

D Mandl's TV Servicing 85.50 El TV II FM Antenna 
D TV for Radioman $7.75 Ovid. $6.25 

Signed   

Address   

(This off...good only within continental limits of U.S.A.) 

• ECHNICAL 
OPICS 

The Effect of Technical Developments and Products 
Upon Your Present and Future Business Activities 

By EDWARD M. NOLL 

An old television receiver has no 
value in trade. It has no significant cash 
value toward the purchase of a new 
receiver by the customer. The dealer 
can make little or no profit on its re-
sale. In fact, he often feels the sale of 
a used receiver has stymied the sale of 
a new set. 

The logical approach to the problem 
is to have the customer retain the used 
set as an upstairs or den receiver and 
thereby acquire continued operation of 
the set and additional viewing con-
venience. 

Multi-Outlet Methods 

A dual antenna or multi-outlet in-
stallation must be made to permit two-
receiver operation. This necessity pro-
vides installation income for the service 
department. Likewise, two receivers 
instead of one will require continued 
service. Thus customer, dealer, and ser-
vice department benefit from the dual 
installation. 

A two-receiver installation requires 
dual antenna facilities. Here we have 
choice of three possibilities — two roof 
antennas, one roof and one indoor, or 
a multi-outlet arrangement. The dou-
ble roof antenna generally (but not al-
ways) gives peak performance but is 
least attractive to the customer and 
more costly. 

A multi-outlet box is ideal when 
sufficient signal is available — there is 
a substantial signal loss in most outlet 
boxes. If signal levels are weak a wide-

band booster can be used ahead of out-
let box. 

The basic functions of a multi-outlet 
unit are to eliminate interaction be-
tween receivers attached to same an-
tenna system and, at same time, have 
only a minimum reduction in signal 
levels. Interaction is in form of loading 
when both receivers are set on the 
same channel or interference between 
local oscillator of one receiver and sta-
tion being received on second set. The 
most common and most pronounced 
interference is local oscillator feed-
through which occurs when the local 
oscillator frequency of one receiver is 
on same channel selected on second 
receiver. 

In a typical experimental installa-
tion, figure 1, two sets were operated 
side-by-side using a Brach multi-outlet 
box with a minimum of interaction and 
some loss in signal level on the high 
band channels. This loss goes unnoticed 
on channels 3 and 6 with just slight 
re-adjustment of contrast. On channel 
10 (weaker signal area for this station) 
some line structure noise became ap-
parent because of lower signal level. 

With the addition of a wideband 
booster (Blonder-Tongue) as in figure 
2, ahead of outlet box, channel 10 sig-
nal level is raised above receiver in-
put noises. In addition, presence of 
booster permitted reception of New 
York channels (low band stations), 
some 70 miles away, via multi-outlet 
practice. 

FIG. 1 FIG. 2 
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When a given type of outlet box does 
not give sufficient isolation it is ad-
visable to position an individual tunable 

AMTDINA VilDUIAND 
tOOSTER 

MULTI-
OUTLET 
tOX 

Fm. 3 

RECEIVER AI 

—•• RECEIVER «2 

booster at each receiver and attach 
antenna directly to outlet box, figure 4. 

»RINI« 
MULTI. 
OUTLET 
312X 

TIMM! 
»OSTER 

TUNAILE 
ROOSTER 

FIG. 4 

This arrangement can result in a some-
what poorer signal-to-noise ratio as 
signals are not amplified prior to divi-
sion. An excellent plan for fringe area 
multi-outlet reception, figure 5, is to 

AIRIM0110 W10011.1 
800STU 

MULTI. 
01.111.17 
00X 

FIG. 5 

110010111 

Tu..su temple 
0005T011 

use a wideband booster type prior to 
outlet box to keep signals above re-
ceiver input noises despite division 
losses of outlet box. 

Distribution Amplifiers 

This plan of amplification before di-
vision is employed in the commercial 
types of multi-outlet systems. These 
systems vary from two to hundreds of 
outlets. The small four-position outlet 
systems consisting of wideband ampli-
fier and two multi-outlet boxes are 
effective in duplex and semi-detached 
housing. A single high-gain good qual-
ity antenna installation serving four 
receivers (either four apartments or 
two families with receivers on both 
floors). 

If a high gain antenna is installed, 
good fringe area reception is possible 
with this arrangement. In a very weak 
signal area or for a very weak signal, 
separate tunable boosters at each re-
ceiver can be of help. If a strong signal 
is received, however, and one of the 
boosters has feedback tendencies (or 
input and output leads are positioned 
too near to each other) oscillations can 
be sent along the entire multi-outlet 
system and interfere with the operation 
of other receivers on the line. 

Just what can be accomplished in the 
way of simple and elaborate outlet sys-
tems is best understood by discussion 
of typical commercial units. For ex-
ample, Blonder-Tongue has three basic 
units available which can be used in 

various combinations to supply from 
2 to 2,000 TV sets. These units are: 

1. Wideband amplifier with a gain of 
approximately 30. This unit is used 
to bring up signal level particularly, 
for a fringe area distribution instal-
lation. For least difficulty in a dis-
tribution system, the signal level of 
each channel should reach a 10,000 
microvolt level. When signal levels 
are lower, line runs must be planned 
carefully to minimize noise and in-
terference pick up. 

2. Distribution outlet amplifier to sup-
ply signal to two individual re-
ceivers. The function of this unit is 
same as outlet box. However, this 
type of vacuum-tube outlet box em-
ploys a circuit that improves the de-
gree of isolation between receivers 
without signal level loss. 

3. Distribution outlet amplifier with 
eight individual receiver outlets with 
thorough isolation and no signal loss. 
A line outlet is available on both 
eight- and two-outlet amplifiers to 
permit continuance of the line path 
on to similar units. Some slight sig-
nal loss is encountered at these line 
outputs which are held down to 75 
ohms for line matching. Receiver 
outlets are 300 ohms. 

Possible combinations of these basic 
units in practical distribution systems 
are illustrated in the block diagrams of 
figure 6. The first shows a 12-receiver 
combination that can be used in pri-
mary areas either as a store or small 
apartment system. A fringe installation 
requires the addition of the high gain 
wideband amplifier to bring up signal 

ANTENNA 

ANTENNA 

WIDE8AND 
AMPLIFIER 

ANTENNIA 

WIDEBAND 
AMPLIFIER 

8-OUTLET 
AMPLIFIER 

L. 

8-OUTLET 
AMPLIFIER 

• 4 e • 
EIGHT 

RECEIVERS 

8-OUTLET 
AMPLIFIER 

levels. Notice that both the two-outlet 
and eight-outlet amplifiers have a line 
outlet for feeding into successive units. 
For example, more outlets can be ob-
tained by adding units to the chain. 
Each wideband amplifier recovers the 
losses encountered in the preceding sec-
tion of the distribution system so line 
and distribution of signals can be con-
tinued on and on. 

Still another plan recommended for 
large hotels and apartments is pre-
sented in third diagram. Here a single 
eight-outlet amplifier and numerous 
two-outlet units can supply some 30 
receivers on a single floor. A similar 
arrangement is used on each floor. 
Intermediate wideband amplifiers can 
be inserted between sections wherever 
required. 

Indoor Antenna Application 
Often in a strong signal area with sec-

ond receiver upstairs and higher above 
ground level an indoor antenna will 
suffice for second set. Antenna for that 
matter can be located in the attic — 
the higher the better. 
With the new indoor Directronic 

which can be taped to closet, room, or 
attic ceiling, peak indoor performance 
can be attained. Switch orientation fea-
ture permits it to take full advantage 
of whatever signal levels exist in the 
building. In a great many primary areas 
two of these antennas taped to the attic 
ceiling (right beneath top or apex of 
roof) delivers high signal levels through 
separate lines to each of two receivers 
in the house. At an especially good 
location, a single antenna and outlet 
box could serve two receivers. Still 

(Continued on page 26) 
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TO THE AMERICAN PUBLIC 

In some countries products are endorsed by the 
Crown, and bear the arms of the royal family. 
That gives them prestige which stimulates sales. 
But in democratic America our products are 

endorsed solely by the approval of the American 
people, and are identified by brand names and 
trademarks that have won esteem the hard way. 
Here every product must stand on its own feet, 

and fight for survival in the intense competition 
of the market place. 
Here there is no easy road to popularity or 

leadership—no suggestion from government as to 
what you shall buy or what you shall pay. Under 
our brand system, which is the very keystone in 
the structure of our free economy, people can 
separate the wheat from the chaff and make their 
purchases solely on the basis of merit and appeal 
to their personal tastes and preferences. 

Our system of brand names and advertising is 
important to the American way of life for two 
other basic reasons: 

1. It develops broad markets for our goods, which in 
turn stimulate volume production. As a result, many 
conveniences that would otherwise be luxuries can 
be sold at prices almost everyone can afford. 

2. Brand competition spurs our manufacturers to 
greater efforts to please us. And this results in con-
stant product improvement and the birth of many 
new products to add to our comfort and happiness. 

• • • 

Do as the majority of America's most successful 
stores do—get on the brand bandwagon for your 
own sake—as well as your customers'. 

eW_rand ellnee weilatei.erk 
INCORPORATED 

A NON-PROFIT EDUCATIONAL FOUNDATION • 37 WEST 57th ST., NEW YORK 19, N. Y. 
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Stand Responsible and Accountable 

With Brand Names 

A VERY wise man once said: "The big change that has occurred in our span of 

life is reflected in the fact that the real commodity which most businesses 

have to offer is not animal, vegetable or mineral, but spiritual." 

This is so because every reputable manufacturer and business organization is 

founded on public faith which centers around a symbol or word — the trademark 

or brand name. In the last hundred years, American shoppers have witnessed the 

growth of a whole economic system based upon this faith, a system which makes 

available to all of us, thousands of familiar products made by people who are 

proud of what they make and glad to stand back of them. 

Too many TV Service organizations have overlooked or underestimated the 

importance of these things in terms of their own businesses. Yet no industry has 

more or better brand names than the TV-radio industry. 

The brand names in the TV-radio industry are those that the majority of TV 

servicemen's customers rely on, because brand advertising suggests sound pur-

chasing and better living. Brand manufacturers in the TV-radio industry, like 

manufacturers in other fields, perform an enormous service by providing expert 

knowledge that is required to make wise purchases. 

Brand manufacturers, realizing that the customer, the ultimate consumer, is 

boss, must serve their customers well, give them exactly what they want, keep 

faith to stay in business. 

The TV Service organization that is so absorbed in its animal, vegetable and 

mineral aspects of its business that it .overlooks these obvious facts, is losing one 

of its best bets to make a good name for its business and for the TV Service 

business as a whole. 

The Hon. James A. Farley, chairman of the board of the Coca-Cola Export 

Corporation, recently stressed the importance of brand names when he said: "Let 

us consider for a few minutes what brand names stand for. 

"First, our brand names and trade-marks symbolize America's products. Then 

they symbolize the maker of the products. Then the reputation of the maker. 

Every one of the great galaxy of American trade-marks implies a unity of re-

sponsibility. 

"It suggests the individual's responsibility for his acts, the corporation's re-

sponsibility for the quality and value of its products. It expresses the seller's 

responsibility for his service. Each one in the chain stands responsible and 

accountable." 

When TV Service organizations join the brand name chain, they are recog-

nized as Mr. Farley has said. They are recognized by the public, by their customers, 

as standing responsible and accountable. TV Servicemen, everywhere, will enjoy 

a great improvement in their customer relations if they will follow the leaders 

. • • and emphasize the brand names associated with parts they sell as a part of 

the service they render. 
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Service Charges 
and 

Customer Relations 

By PAUL H. WENDEL, Editor 

Service Management 

Your Customers Want to Know What Is Behind the 

Cost of Service—It Is Up to You to Set Them Straight 

It is extremely unfortunate that the 
majority of men who operate radio ser-
vice shops do not know the simplest 
fundamentals about how to deal with 
their customers on service charges nor 
are they seemingly interested in learn-
ing about them. Because of this con-
dition, unfavorable publicity continues 
to appear in newspapers to throw the 
shad3w of doubt about the honesty of 
all men engaged in repairing radio and 
television receivers. 
A case in point is the following ac-

courn. of an experience in having a radio 
repaired that appeared recently in a 
by-lined column in one of the Indian-
apolis newspapers: 
Under the caption, "TAKEN," it said, 
"I don't know what to think about 

this. I'll leave it to you. 
"I have a bedside radio. It cost about 

$19.00, a couple of years ago. And it 
blew a tube. 
"On my way to work I stopped in at 

a radio store on N. Capitol and had the 
tube put in. It took from 12 to 15 min-
utes. 

"I paid two dollars for the tube, and 
$2.00 for the labor. 

"I'm no authority on the price of 
tubes, but I know what labor's worth. 
And two bucks for slipping in a new 
tube made me pay at the rate of $16 
to $20 an hour. 

"If you think I'm going back to that 
store again, you can guess again, and 
keep guessing the rest of your life. 

"That's what's turned the public sour. 
Once in awhile they've been taken. And 
they don't forget it. 

"I made just one mistake. I didn't 
ask, 'How much?'" 

We have no idea how this service shop 
arrived at the price of two dollars for 
labor or service for checking and re-
placing one tube. Perhaps they have 
a minimum price of two dollars for 
any service job. If so, of course, this 
price should have been posted where 
it could be readily seen by any service 
customer. Whether this charge for ser-
vice was too much or too little is be-
side the point. 

This customer has a radio that cost 
him $19.00. That is his yardstick for 
appraising what he thinks service on 
it should cost. To have just one tube 
replaced cost him $4.00. It took only 
"12 to 15 minutes" to locate the trouble 
and replace the tube yet it cost him 
more than 20 per cent of the initial cost 
of the complete receiver. In his igno-
rance he felt he was "gypped." 
What this man did not see nor take 

into consideration was (1) that a radio 
shop was handy in a traffic location to 
have this radio repaired; (2) that he 
got immediate service; (3) that the shop 
had the equipment to test the tubes and 
the set so the repairs could be accom-
plished in a maximum of 15 minutes; 
(4) that someone with experience, 
"know how," was there to accomplish 
the work quickly; (5) that the shop had 
a tube in stock to make an immediate 
replacement. 

Inform the Customer 
All of these are intangible things that 

the customer does not see nor consider 
in appraising what good radio and tele-
vision service actually is worth. Conse-
quently, users expect service on radios 
to be "cheap." 
The fault of this radio shop was not 

in over-charging for its labor but in 
its failure in handling this service cus-
tomer. It epitomizes the almost uni-
versal failing in radio servicing to sell 
consumers the true value of the ser-
vices they render. 

In contrast, consider the following 
experience in automobile servicing: 
One of your editors recently left his 

car in an eastern dealer's service de-
partment with instructions that it be 
given a motor tune-up, wash, grease 
and oil change. On returning for it he 
found the service charges covered only 
the wash, grease and oil change. A note 
on the repair order stated that the en-
gine needed a carbon and valve job, 

10 SERVICE MANAGEMENT 



hence, the motor was not tuned since 
they felt it would be a useless waste of 
money. 

Their estimate of the cost for this 
job - labor and parts - was $44.00 and 
they would have to have the car for 
two days to do it. Time did not permit 
this delay so the car was driven with-
out having this engine work completed. 

A Customer Saving 

Later, the car was left with a dealer's 
service agency in the owner's home city 
to have the carbon and valve job done. 
Here again the estimate for labor 
and parts was $44.00. However, when 
the job was completed the charges 
amounted to only $27.25 for both parts 
and labor - a difference of $16.75 in 
the customer's favor. 

In discussiong this differential be-
tween the estimate and the actual 
charges the service manager of the 
latter agency said, "We have found it 
more satisfactory in maintaining cus-
tomer good will to estimate jobs where 
parts are involved on the basis that all 
wearable parts will have to be re-
placed. The customer is then prepared 
to pay the maximum bill if the job 
requires it. Then if the job does not 
require all of the parts that were fig-
ured in the estimate, his bill will be less 
than he had anticipated and he will 
feel that he "saved money" on the re-
pairs. In many cases the difference be-
tween the estimate and what he paid 
looms bigger in his mind than the ac-
tual cost of the work. He is a satisfied 
customer. 

"On the other hand," he continued, 
"if you try to minimize what the job 
will cost, or if you just quote the actual 
labor charges plus parts without a parts 
estimate, the customer will usually 
anticipate a small bill for the work. 
Then if you have to replace a lot of 
parts and the charges run to twice or 
three times the labor cost the customer 
will be sore. He hadn't expected to pay 
that much for the job. So you end up 
with a dissatisfied customer." 

It would be an exceptionally good 
movement in the direction of building 
customer confidence in radio and tele-
vision repair shops and for lifting the 
public's "expectation level" on charges 
for servicing radio and television re-
ceivers, if a booklet like the one avail-
able from the Sprague Products Com-

pany was given to every service cus-

tomer at the time a radio or television 

receiver was repaired. This booklet 

titled, "Your Money's Worth in Good 
Radio and Television Service" explains 

clearly and graphically why good ser-

vice cannot be cheap service. It de-

(Continued on page 20) 

TELEVISION FLAT RATE LABOR CHARGES* 
GENERAL SERVICE 

Home Call 1st 1à hour   $5.00 minimum 
After 1st 1,à hour   5.00 per hour 
Home call, pickup, delivery, pull. install and adjust up to 17" 7.50 
18" to 24"   7.50 
Projection   10.00 

Warranty Parts exchange - minimum per set   1.00 
Picture tube, yoke, transformers. etc.  1.00 ea. 
Operating tubes, resistors, by-passes   .25 ea. 
Maximum per set   2.00 

Call Backs All call backs regardless of trouble  2.00 minimum 
Call backs other trouble   5.00 
Checkup and test at shop: 

when customer brings in and picks up  3.50 minimum 
(over 1,2 hour add regular hourly rate) 

Bench Hourly rate   5.00 
Minimum   5.00 

Tube Replacement, locate and replace defective   1.00 minimum 

SHOP SERVICE 

Antenna Install built-in   3.00 
Locate and repair broken wire (built-in)   3.00 
AC interlock -locate and install defective   1.50 

Alignment RF tuner   hourly rate 
Audio Section IF   2.50 

Discriminator   2.50 
Ratio detector   2.50 
Complete   4.50 

Video section   8.50 
Beam Bender   2.00 
Capacitor R.F. section   7.50 

and Audio   5.50 
Resistor Sweep section   7.50 maximum 

Video section   5.50 
Power section   5.00 
Filter unit power section   7.50 maximum 
Filter unit sweep section   7.50 maximum 

Choke Power section   3.50 
Coils Wave trap and adjustment   3.00 minimum 

Audio section   4.00 
Sweep section   4.50 
Video section   5.50 
Focus coil   4.50 

Controls Audio section - volume control, single   3.50 
dual   4.50 

Video section  single   3.50 
dual   4.50 

Clean controls   1.50 
Connection Loose - locate and repair   6.50 
Dial Dial cord replacement 

simple   3.00 
complex   5.00 

Modifications Pt,. Labor 
Modify to remove retrace   65 2.50 3.15 
Modify to prevent blooming   2.00 2.00 
Modify GE 811 Hi V Labor   15.00 

Picture Tube Resolder pins   2.00 
Install and adjust CRT up to 9"   3.00 

10" to 17"   7.50 
18" to 24"   8.50 
Projection   hourly rate 

Rectifiers Selenium-replace  3.50 

Short All circuits - locate and clear   6.50 
(except tuner) 

Transformer Audio section   4.50 
Power section- mounting charge $4.50 

plus 25e per connection 8.00 minimum 
Sweep section- output - horiz.   6.50 

oscillator, horiz.   6.50 
output, vertical   5.50 
oscillator, vertical   5.50 

IF transformer, video   6.00 

Tuner Pull and install   12.50 
Clean, lubricate and adjust contacts   3.50 
Locate and replace defective capacitor or resistor  7.50 
Locate and repair loose connection or short  hourly rate 

Yoko   4.50 
NOTE: The above charges are the basis for repair 
labor. We often list them collectively (3 or 4 
charges) as "shop service," then the total amount. 

ANTENNA INSTALLATION AND SERVICE 

Installation Installed complete with, not to exceed 50 feet of 300 ohm 
lead-in, all necessary standoffs and mounting base, with 6 ft. 
mast on private two-story home  30.00 
(This is outside installation of lead-in wires. Any fishing of 
wires between walls or special installation will be quoted on 
request and there will be additional time charges at $7.50 per 
hour, plus material.) 

Installed on chimney with bracket and 6 ft. mast  35.00 
Installations on large private homes and apartment buildings, 
prices are quoted. 

Antenna Work All antenna repair work   7.50 per hour 
min. charge 

• June 15, 1951, Chase TV Service, Inc., 16311 Grand River Ave.. Detroit 27, Michigan 
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LOWELL 
MASS. 

Service Center 

By CHARLES G. SAMPAS 

To build goodwill and keep it in a 
jet-propelled age requires ingenuity, an 
ear to the ground and constant experi-
mentation. 

In the constantly-swirling world of 
merchandising and service, you've got 
to be "on the ball." All this may seem 
obvious — but it must never be for-
gotten in the radio-electronics service 
industry, particularly. It is a fast and 
competitive field and in the rapidly 
"tightening-up" situation of 1952 ser-
vice remains the super keynote. 

It is a survival of the fittest — plus. 
There is no time for second-guessing 

— for waiting — for letting things slide. 
These thoughts are brought to mind 

after a study of the firm of Beaudry 
and Monette, Inc., Merrimack Street, 
Lowell, Mass. — an example, a prime 
example indeed, of the role the radio-
electronics service industry must play. 
"Remember — It's the Service That 

Counts!" 
That is the basic psychology — the 

slogan — used by Beaudry and Monette 
— and it is on this basis that the firm 
has bailt, in six short years, a company 
which enjoys the confidence and re-
spect in the Greater Lowell community 
which encompasses a wide area and 
includes approximately 250,000 inhabi-
tants. 
The Lowell firm has the community 

acceptance which many firms take 
many years to acquire. And therein 
lies the story. 

In :945, Beaudry and Monette came 
into existence on Lowell's Number One 
street — Merrimack Street. The com-
pany is headed by Ernest Beaudry, 
president, and Francis L. Monette, 
treasurer. 

The firm's immediate aim was to ren-
der to the people of the Greater Lowell 
area the finest service possible for ma-
jor and traffic appliance radio . . . and 
when it finally did come . . . television. 
The firm sought personnel of the finest 
caliber in personality and technical 
knowledge. This type of personnel did 
not come immediately, but today Beau-
dry & Monette's proudest claim is that 
it possesses the highest type of per-
sonnel in the area. 
The company's officials point out that 

personnel is the key to the entire oper-
ation. All the gadgets in the world 
could not serve as a substitute for the 
human factor. 

Service Independent Operation 
The service department of Beaudry 

and Monette is a separated company — 
entirely outside the sales department. 
This was accomplished in 1951 as a 
means of controlling service cost fig-
ures, purchases, maintenance of equip-

ment and the ability to have a direct 
control over the entire operation with-
out interference from sales, office, pro-
motion and merchandising costs. 

This separation of service from sales 
has proven to be most successful and is 
headed by Ernest Beaudry. This in no 
way took away from the sales organi-
zation — rather it became possible as 
the only way to give more efficient ser-
vice to the consumer. 
The sales department pays for its 

servicing of the products it sells to the 
consumer — a fixed fee for delivery, 
installations and service to the service 
company. These fees vary according to 
the products. For example — an auto-
matic washer will carry a fee far great-
er than a refrigerator, due to the in-
stallation, demonstrations and service 
being more complex. 
The service company does not do any 

work for any other companies, but 
Beaudry and Monette work on mer-

In front of the Beaudry and Monette store on Merrimack Street, Lowell, Mass., 
are seen seven of the nine trucks used by the service department. 
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A small section — of the Beaudry and Monette service 
above — Supervisor Andrew Balamotis at the right, John 

chandise other than that purchased 
from Beaudry and Monette. Such work 
is on a limited basis, however. 

It is interesting to note that the cus-
tomer ratio of Beaudry and Monette 
sales is carried by the service company 
about 3 to 1. It is felt that these people 
deserve first consideration or call upon 
it for service. 
The service company sells service 

contracts on television and offers to its 
customers second and third year war-
ranties. This has proven a tremendous 
basis of consumer satisfaction, for the 
firm has determined, by survey, that 
a satisfactory picture at all times is a 
satisfied customer. The people who give 
the most bother and who are always 
complaining are the consumers who are 
NOT protected by warranties. 
The sales organization sells new TV 

sets on the basis of a contract for ser-
vice. The ratio of sales with contract 
is approximately 95 per cent. This has 
had a reflection on quantity of sales, 
but has brought about a healthier tele-
vision picture on both sales and service. 
Mr. Beaudry is head of the service 

department—he supervises installation, 
delivery and service on major and traf-
fic appliances (or electric housewares), 
radio and television. 

Mobile Maintenance 
The service department has nine 

trucks. Three vans are used for instal-
lation of television or major appliances 
when needed. Three are radio and TV 
service technician trucks. 
There is a major appliances repair 

truck with the carry-all body common-
ly used by public utility trucks. This 
truck carries the major replacement 
parts necessary for this work at all 
times. Then, there is a major appliance 
one-ton pick-up truck — used in the de-
livery of refrigerators, ranges, etc. And 
then, there is one truck used for pack-
age deliveries and emergencies. 

department is shown 
Maselunas on the left. 

There are 14 members in the per-
sonnel of the service company, headed 
by a supervisor on radio and television 
who purchases, allots work inside, and 
orders, under Mr. Beaudry's super-
vision. His responsibility is only for 
the repairing in this department. The 
major and traffic appliance department 
also has its supervisor and personnel. 
The company also has one man who 

takes care of all merchandise received 
and merchandise to be returned to fac-
tory for replacement or credit. It is 
also his job to arrange and supervise 
inventory in the department. This has 
proven, especially with television, a 
very worthwhile investment. 

In merchandising its service, Beaudry 
and Monette believed in this business 
of electronics by installing two-way mo-
bile communication in all of its trucks. 
This alone is repeated in all of the sales 
ads on merchandising. Not only is it 
a merchandising tool, but a means of 
rendering prompter service at a re-

duced cost. It has provided a decided 
savings and enables the company to do 
more work with less personnel than was 
thought possible. 
A girl dispatcher answers the tele-

phone calls of the company and assigns 
the calls to the respective trucks. These 
trucks are assigned given areas of the 
servicing area and are contacted by 
radio. The dispatcher checks the call 
when received by her as to whether it 
is in a guarantee, type and kind of set, 
and if it is a call that is to be paid or 
charged. She also checks the credit 
standing of the customer. This infor-
mation is given out in code to the tech-
nicians as sometimes some of the cus-
tomers do go out to the trucks to see 
what this new "contraption" is all 
about. 
Says Mr. Monette, speaking on be-

half of the company: "To us at Beaudry 
and Monette who stress service as our 
byword, we cannot conceive of anyone 
in our complex business selling appli-
ances and electronics without a service 
department. We believe that the posi-
tion in the great community of Lowell 
that we enjoy is wholly dependent on 
our service department." 
Mr. Monette has expounded this the-

ory many times, before many dealers, 
in his capacity as a director of the Na-
tional Appliance and Radio Dealers 
Association. 

Continues Mr. Monette: "Everyday 
folks buy from Beaudry and Monette 
because of some customer telling them 
of the service rendered. Every day, 
more and more, as the appliances have 
more automatic attachments, people are 
looking toward the servicing appliance 
dealer for their appliances. Without 
service as an aid to sales, a dealer is 
rendering only 50 per cent of his obli-
gation to the consumer he is selling. 

(Continued on page 21) 

A girl dispatcher is shown receiving and sending out service calls to the Beaudry 
and Monette trucks. All the trucks are equipped with two-way mobile radio — 
and fast service is paying off for the Lowell, Mass., firm. 
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By E. C. TOMPSON 
Public Relations Counsel 
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Seeleee9 
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Sala 
Most TV Servicemen have heard peo-

ple say: "It isn't what you know but 
it is who you know that counts." This 
common saying is often expressed when 
somebody has not obtained what he 
wanted. But the person saying it sel-
dom bothers to learn the lesson of his 
own utterance, or he would not bother 
to ta-k that way. 

If you have ever felt that your com-
petitors are getting more business than 
you are because of favorable acquain-
tances, have you ever asked yourself 
if you have done everything possible 
to establish your business in the eyes 
and the minds of your customers? If 
you have you are a really alert TV 
Serviceman. If you have done any-
thing about it, you are the exception 
rather than the rule. 

Almost everyone in business has a 
continuing opportunity to make his ser-
vices better known to his customers and 
prospects. Even when everything seems 
to be under control, there can be no 
let-up in effort to increase customer 
relations with "who" you know. 

Now let's take a look at "who" you 
know. At least two very important 
groups come quickly to mind: your cus-
tomers and your parts manufacturers. 
You probably know your parts manu-
facturers pretty well. But when you 
look at your customers and prospects, 

the trouble is that you do not know 
them as well as you should. The oppo-
site is equally true. Now how can you 
improve the situation? 

Last month we suggested an impor-
tant step that you can make in the for-
ward direction. We suggested that you 
conduct random market research to 
find out how you can render customers 
more service. This is important because 
the more service you render to a given 
customer, the better you will get to 
know each other. 

However, let's suppose that you did 
not heed our suggestion. Let's suppose 
that the only thing that you really know 
about your customers is that they own 
a TV set and will, sooner or later, need 
service that you can render. What do 
they know about you? 

If the answer is not much more than 
that you once aligned their set, installed 
their TV antenna or once or twice re-
placed a receiving type tube, they really 
know practically nothing about you. 
The blame for this unhappy situation 
is yours, Mr. TV Serviceman. You have 
a job to do. Fortunately, there is ample 
opportunity to correct the situation but 
don't delay. The time to start is right 
now. 
A good way to start is to make the 

other "who" you know, go to work for 
you. The other "who" is the group of 
manufacturers that make the parts you 
use and sell. Many of your parts manu-
facturers have, at considerable expense 
and effort, made it known who they 
are. They have carefully built-up their 
brand names so that you and your 
customers will accept them and their 
products. 

Point-of-Sale Recognition 
By recognizing this fact, you can let 

it be better known who you are. The 
process serves in much the same way 
as an introduction to a stranger. The 
TV Serviceman who lets his branded 
parts introduce him to his customers is 
far ahead on the road to better cus-
tomer relations, better business and 
easier profits. So make it a point to 
plug those good brand names. Get and 
use every form of "point-of-sale" ma-
terial that your good manufacturing 
friends have taken pains to prepare for 
you. 
Make use of any suitable material 

that your manufacturers supply for 
your reception room, your shop, your 
windows, your trucks and your sales 
promotion including direct mail. If 
they also provide giveaway material 
to be left with your customers, good. 
Make it a point to get it to work. Your 
customers can be encouraged to recog-
nizè the fact that you use name brand 
parts. This recognition begets better 

(Continued on page 21) 

"The TV Serviceman who lets his branded parts intro-

duce him to his customers is far ahead on the road to 

better customer relations, better business and easier 

profits." 
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anybody can "lake claims... we back them up! 

Yes, your money back if this booster 
does not give you as fine a picture 

as any booster on the market! 
(1) New, balanced input and output 

circuits for greatest gain. (2) Built-in 

TVB-2BX television booster $39.95 list power transformer (not 
AC-DC) with long-life 

selenium rectifier. (3) Utilizes finest 
turret tuner ever designed. (4) Fine tuning 

control. (5) Smart metal cabinet finished 
in wear-resisting mahogany enamel. 

(6) Pilot light illuminates selected channel. 

See your nearest National distributor 

NATIONAL COMPANY, Inc. 
MALDEN, MASSACHUSETTS 
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Distribution Patterns Analyzed 

and a New Approach Advanced 

Profitable Audio 

For All 

to promote the distributor as his end 

medium of distribution. And the dis-

tributor had no other recourse but to 

promote and sell audio himself if he 

was to make the business successful. 

Even distributors soon found out that 

audio had to be merchandised inde-

pendently and many of them set it 

aside to concentrate on the parts busi-

ness they knew. As a matter of fact, 

many manufacturers found it necessary 

MANUFACTURER DISTRIBUTOR DEALER 

By MARTIN WELLMAN 

Probably no subject has received a 

greater hands-off treatment than the 

distribution patterns of the audio in-

dustry. A market that few foresaw has 

arisen and in its sudden rise the audio 

business has foresaken one of sales' 

mos* potent truisms — mass distribu-

tion. The intent of this article is to 

analyze present patterns and to point 

out a more effective approach in ex-

ploiting the tremendous inherent po-

tential of this market. 

Take a close look at audio distribution 

today. The audio product in most cases 

is shipped from the manufacturer to a 

relatively few audio-minded distribu-

tors. At that point the usual pattern of 

distr.bution is abandoned, with the 

dealer overlooked and the distributor 

selling direct to the customer. Nowhere 

in this sale does even the technical tal-

ents of the service industry come into 

use. 

The blame for this inconsistent pro-

cedure lies principally with the service 

industry. For if the audio manufacturer 

had had to depend upon the service 

dealer to market his product after the 

war the twilight of the industry would 

have soon followed the dawn. Up until 

1949 the dealer was either indifferent 

to audio's outlook or had little capital 

and organization to undertake the busi-

ness. Both the audio manufacturer and 

the distributor tried to arouse the deal-

er's interest and met without success. 

In '49, television had reached its peak 

in TV areas and service-dealers in 

those areas placed their primary em-

phasis on television. They had been 

content to concentrate on TV and com-

pletely ignore the other facets of busi-

ness open to them and for which they 

have the equipment, skills and mer-

chandising facilities to handle. 

The manufacturer was thus forced 

to franchise local audio (music) spe-

cialists and to sell them at distributor 

price levels. 

Today, the resultant situation of yes-

terday's forced operation has placed the 

distribution and sale (and service) of 

audio products into somewhat of a 

hodge-podge. Some dealers buy both 

from the manufacturer and the distrib--

utor, with the distributor and dealer 

competing for the same customer. The 

list price, meanwhile, becomes nothing 

more than a price on which to base dis-

counts. 

Practically everyone you talk to, 

whether it be dealer, distributor or 

manufacturer, is unhappy about the 

pattern of audio distribution. Today, 

all progressive elements agree on one 

thing — the future of audio requires 

selling and merchandising on the local 

level. Custom-built audio which makes 

demands upon a knowledge of interior 

decoration and cabinetry, however, still 

should remain in the province of the 

specialist. We should be primarily con-

cerned with the mass replacement mar-

ket for such audio products as needles, 

cartridges, arms, turntables, speakers 

and chassis units (amplifiers and 

tuners). 

The market for audio products can 

be made a profitable one for all — deal-

er and distributor alike. Given mass 
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distribution, audio sales and service 

could soon become a billion dollar mar-

ket. 

A typical market area was examined 

to determine the shortcomings in to-

de's distribution pattern. You can see 

by examining figure 1 that under the 

present set-up the audio manufacturer 

isn't getting at the mass market. On 

the other hand the pattern set forth in 

figure 2 would be more profitable in 

this area. More customers are reached 

by the local service-dealer and the dis-

tributor gains the necessary increased 

turnover. 

Let us remember, however, that this 

is just paper distribution as long as the 

service-dealer does not assume the sales 

and merchandising functions expected 

of him. It would serve both the manu-

facturer and the distributor well if they 

would re-evaluate the service industry. 

No longer is it a slip-shod, penny-

pinching, unimaginative operation. 

Television has made both financial and 

merchandising demands upon service 

organizations. Today, most of them 

stand equipped to promote, sell and 

service audio products in the replace-

ment market. They are managed by 

business men capable of doing a busi-

ness-like job. And from the standpoint 

of pure self-interest television service 

organizations today will serve their fu-

ture well by getting actively engaged 

in audio as another facet of their busi-

ness. They have the tools, the man-

power and most important, the cus-

tomers. 

The market is there — waiting. Pros-

pective customers have the money to 

buy the things they are inspired to 

want. And they can be "inspired" to 

want to hear good music faithfully 

reproduced. Service contractors need 

this additional volume of business. Let 

manufacturers and distributors de-

velop the merchandising tools to reach 

this market through the service con-

tractor and all will gain — the public, 

service contractors, distributors and 

manufacturers. 

FIGURE 1 — Limited Distribution 

FIGURE 2 — Potential Moss Dist ribut ion 
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ROD UCT 
REVIEWS 

VARIABLE RF CHOKES 
Gray bu rn e Corpora-

tion, 103 Lafayette St.. 
New York 13, N. Y., has 
announced a new line of 
variable r-f chokes pro-
viding a variation in in-
ductance as high as ten 
to one. The new vari-
able r-f chokes feature 
compactness, large in-
crease in Q, reduction 
in d-c resistance, cop-
per, distributed capacity 
and weight. Model V-6 
providing inductance 
ranging from 0.65 to 6.0 
mh and model V-25 pro-

viding inductance ranging from 5.0 to 
43.0 mh are standard types. Other vari-
able chokes can be supplied with a wide 
range of values up to 150 millihenries. 

TEN-ELEMENT YAGI ANTENNA 
Channel Master Corp., Napanoch 

Road, Ellenville, N. Y., has announced 
a new ultra-sensitive 10-element Yagi 
antenna which is said to provide over 
12 db gain on the single bay. The an-
tenna incorporates an impedance match-
ing feature, the Z-Match system, and 
can be stacked to produce over 14 1/4  db 
or 78% more gain than the single bay, 
and more stacking gain than any other 
long Yagi, according to manufacturer's 

claims. Excellent 300 ohm match is said 
to be achieved in the stacked array. 
StacKing bars are supplied free. The 
antenna is "boom braced" to prevent 
crossboom bounce and so eliminates pic-
ture flicker. The new "Big 10" antenna 
is supplied completely preassembled. 

NEW LOW-COST MULTIMETER 
Electronic Instruinent Co., Inc., 84 

Withers St., Brooklyn 11, N. Y., has an-
nounced a new low-cost multimeter 
with a 41/2", 400 ua meter movement 
that provides thirty-one different 1,000 

ohms-per-volt ranges. These include 
a-c or d-c voltages: 0-1, 0-5, 0-50, 0-500 
and 0-5000; a-c or d-c current: 0-1 ma., 
0-10 ma., 0-100 ma. and 0-1 ampere. 
Resistance readings provided include: 
0-500 ohms, 0-100,000 ohms and 0-1 
megohm. Six db ranges are provided 
between minus 20 and plus 69. The 
Model 566 multimeter is supplied in a 
high-impact bakelite case that measures 
63/4 " x 51/4 " x 3". 

VHF-UHF TV MIXER AMPLIFIER 
Blonder-Tongue Laboratories, 38 No. 

Second Ave., Mt. Vernon, N. Y., have 
announced a complete, self-contained 
master antenna system for vhf and uhf 
TV reception that eliminates need for 

antenna rotators, separate boosters, uhf 
tuners or other elements. The Mixer, 
Amplifier, Type MA4-1 contains power 
supply, signal-mixing circuit, output 
terminal and one broad-band input for 
strong ghost-free signals. Socket recep-
tacles are provided for one to four plug-
in strips for specific channels. The mix-
er amplifier will handle signals from 
five different antennas and mix and feed 

them through one output to any TV re-
ceiver or distribution system. The unit 
is enclosed in a sturdy, well ventilated, 
gray hammertone steel case. A weather-
proof housing is available for antenna 
mounting. 

FLIP-UP SPEAKER DATA 
RCA Tube Department, Harrison, 

New Jersey, is offering radio service 
dealers and TV-radio servicemen a 
novel flip-type index providing basic 
electrical and mounting information on 
RCA radio and television speakers. The 
index is less than six inches square, is 
suitable for wall or top service bench 
mounting and provides all necessary 
data for the installation of any one of 
twenty-two types of RCA speakers. The 
index is available through RCA elec-
tronic components distributors. 

MICROSCOPE INSPECTS NEEDLE 
The Electrovox Co., Inc., 60 Franklin 

St., East Orange, N. J., will make a high 
powered microscope, capable of en-
larging customer's needle tips 200 times, 
available to phonograph record dealers. 
The microscope will be a part of an 

, needle here 

'the 

attractive display stand and it will be 
used to provide visible proof that most 
needles rapidly become chisel-shaped 
and seriously cut and damage record 
grooves. It will be used to promote the 
sale of Walco Needles. For further de-
tails, address Electrovox directly. 

(Continued on page 20) 
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MADE TO ORDER FOR THE 
COMPONENT PARTS TRADE 
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The Permo Line gives you everything you need 

to make needle replacements fast, easy and 
profitable. You get (1) Handy and accurate 
service data, (2) Individual needle packages 
complete with (3) Installation tools and acces-
sories with instructions, and (4) Stock-display 
and re-order case. See your jobber for fast-
moving assortments or individual needles. 

PIKMO, INC • 

Developed Scientiiically 

EnOneered Speciiie 

Made Precisely 

Priced Competitively 

Packaged Practically 

Simple Inventory Control 

Installation lools, Accessories 
and Instructions SupOed 

Complete Service Data 

National Distribution 

6415 Ravenswood, Chicago 26, Illinois 

MANUFACTURERS OF ''FIDELITONE" "PERMO•POINT' , AND 'PERMO PRODUCTS 

LONG LIFE PHONOGRAPH NEEDLES • RECORDING TAPE AND WIRE • RECORD BRUSHE 
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PRODUCT PREVIEWS 
(Continued from page 18) 

AUTO ANTENNA DISPLAY 
JFD Manufacturing 

Co., Inc., 6106 16th Ave-
nue, Brooklyn 4, N. Y., 
has announced the re-
lease of a new four-col-
or display for distribu-
tors and dealers in which 
the JFD "Sky Streak" 
line of auto antennas is 
featured. The display 
holds five samples of the 
new JFD auto antenna 
line, including three 
side cowl models. The 
displays are obtainable 
from JFD on request. 

UMBRELLA ACTION TV ANTENNA 
JFD Manufacturing Co., Inc., 6101 

16th Avenue, Brooklyn 4, N. Y., reports 
that it is about to launch an intensive 
promotional campaign for its new "Je-
tenna" that is said to reduce installation 
time to a minimum. The new antenna 
is a conical type with a fan front and a 
single reflector. Unlike other preassem-
bled antennas, it is said to snap into 
place like an umbrella. The "Jetenna" 
is constructed of aircraft aluminum 
with elements of %" od seamless tubes. 
Further information on single, two-bay 
and four-bay arrays may be obtained 
on request to Edward Finkel, sales 
manager. 

NEW ANTENNA DEVELOPED 
BY VEE-D-R 

A revolutionary new all-channel an-
tenna has been developed by VEE-D-X, 
it was announced recently by Jerome 
E. Respess, president of the LaPointe 
Plascomold Corporation. 
Named the "Q-Tee," this antenna is 

designed primarily for use in metro-
politan areas and incorporates an en-
tire_y new principle, Electronic Channel 

Separators. This permits the antenna 
to be broad banded with the elements 
performing dual functions on both the 
high and low channels. The same prin-
ciple permits the antenna to be peaked 
on specific channels in any metropolitan 
area. Designed to replace conicals and 
other broad band type antennas, the 
"Q-Tee" has a uniform response across 
the entire high and low bands, with 
higher gain and better front-to-back 
ratio. The impedance is matched to 
300 ohm twin lead over both bands. 
The "Q-Tee" may be double stacked 
for the near-fringe and 4-stacked for 
the fringe areas. 

Mort Farr Addresses 
Canadian TV Dealers 
Seven steps that should be taken to 

master the TV business from the start 
were the subject of a talk by Mort Farr, 
president of the National Appliance and 
Radio-TV Dealers Association during 
the recent annual meeting of the Ca-
nadian Association of Radio and Appli-
ance Dealers held in Toronto. 
Mr. Farr traced the history of TV 

merchandising in the United States and 
outlined his proposed program for Ca-
nadian dealers. He also cautioned that 
early, flashy, easy sales don't continue 
in TV for long, adding that the eight, 
ten and twelve time turnovers per year 
soon dwindle to two and a half to four. 
The seven steps he outlined to the 

dealers included: building a solid heal-
thy business from the start; doing a 
good job of consumer education; be-
coming a self-servicing dealer; con-
fining inventory and sales effort to a 
few brands; cooperating with other 
dealers through organization; using the 
organization to keep the industry free 
from government domination; and co-
operating with distributors and manu-
facturers to build TV as a valuable ser-
vice to customers. 

Revolutionary new "Q-Tee" developed by VEE-D-X. An all-channel antenna 
inco,,porating Electronic Channel Separators, a new design principle. 

SERVICE CHARGES AND 
CUSTOMER RELATIONS 
(Continued from page 11) 

scribes the intangibles back of good ser-
vice. Its cost, imprinted with the name 
and address of the service shop that 
distributes it, is insignificant. Yet, if 
a copy of it was given to every service 
customer at the time a repaired receiver 
was delivered, it would do much toward 
increasing consumer appreciation of 
good radio and television service. 

Flat Charge Program 
Major service contractors have, of 

course, been very conscious of the 
necessity for maintaining good custom-
er relations. They have found that ser-
vice customers do not expect a lot for 
nothing. But they do want to feel that 
they are getting full value for the 
charges they pay for service on their 
radios and television receivers. 
One very successful television service 

contractor developed a schedule of 
"TELEVISION FLAT RATE LABOR 
CHARGES" based upon a series of time 
studies of the operations involved. This 
schedule is used basically as a yard-
stick to measure the efficiency of the 
shop on each service job that is handled. 

In actual practice, the bench time on 
every job is clocked on the shop card 
covering the job. When the billing is 
made up this bench time is compared 
with the flat rate for the same job or 
jobs. If the charges for the work at 
regular hourly rate exceed the flat 
rate, the billing is made at the flat rate. 
If, however, the hourly rate for the 
job is lower than the flat rate, it is billed 
at the hourly rate. In other words, 
the flat rate charges are used as the 
maximum for any job. 
This service company has found it 

advisable to give estimates on all of 
the larger service jobs based upon their 
flat rate schedule. They have found 
that they can do a better job and have 
a happier customer if the set owner 
knows that the work and parts may 
cost him as much as $50.00 than if they 
take the job without giving an estimate 
and have the customer expect the 
charges to be only $15.00 or $20.00. 

Louisiana-Mississippi 
Chapter of NEDA 
Newly elected officers of the Lou-

isiana-Mississippi chapter of the Na-
tional Electronics Distributors Asso-
ciation include: Ralph Thibodeaux, 
president, Radio Electronic Supply, La-
fayette, La.; M. N. Sandefur, vice presi-
dent, Central Radio Supply, Alexandria, 
La.; Alfons Schadler, secretary-treas-
urer, Southern Radio Supply Co., New 
Orleans; and Bill Kerlin, chapter direc-
tor, Shuler Supply Co., New Orleans. 
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BRAND SELLING 
BOOSTS SALES 
(Continued from page 14) 

recognition of you and it means better 
customer relations. 

While looking for brand-name oppor-
tunities, don't hesitate to embark on 
a new direct mail campaign. It will 
help you in the form of a postcard or 
as a handsome four-color mailing piece. 
If the available material is timely, 
don't wait for a change of season. Get 
it out promptly. Remember that many 
manufacturers have prepared cam-
paigns for you. Each mailing piece 
may not bring you an order but they 
will contribute to the value of your 
customer relations and make it easier 
to get orders in the future. 

Whenever possible mention the 
brand names that you support. Men-
tion them in your correspondence. In-
struct your technicians to mention them 
during service calls at every oppor-
tunity. Use brand-name point-of-sale 
material wherever you have customer 
contact: in their homes, in your recep-
tion rooms, in your shop and in the 
customer's mail. Overlook no oppor-
tunity to make your employees brand-
name conscious. 

If you will make this effort, your 
customers will soon learn that you 
know "who" is best for them. Half of 
your charges will be proved in advance, 
the parts part. The other part, labor 
charges, will also be easier to collect. 
Customers who know that the service 
organization selects identified parts will 
assume that it is also discriminating in. 
its selection of good and reliable tech-
nicians. 

This progressive situation can be 
made to work rather easily in the TV 
Service business because the leading 
set manufacturers are identified with 
leading parts manufacturers. There 
are few, if any, TV set makers who 
make their own components. TV sets 
are assembled products. 

Sales by Association 
By identifying the parts that you use 

and sell with those of original equip-
ment, you are, in effect, sharing the 
wisdom of the manufacturer in the se-
lection of parts. By indirection, your 

D customers will pleasantly think that 
the parts you use and sell have been 
as thoroughly tested as the parts they 
bought when their set was newly pur-
chased. 

The chances are that this is true, but 
it might be a very difficult fact to sell 
to your customers without the ob-
vious association with the respected set 
maker. The indirect association of ideas 
is easier for you and for your customer. 
Doubtless you have seen expensive 

advertisements sponsored by the manu-
facturers of tubes and other parts in 
which they proudly show brand-names 
and trade marks of the set makers who 
use their products. This promotion is 
designed to impress you by letting you 
know "who" has given their products 
recognition. 

You can adopt and profit from the 
same principles, just as you can adopt 
and profit by the principles of market 
research that we outlined last month. 
The only difference between your use 
of principles and the use of them by 
leading manufacturers is that you need 
not spend so much money. The big 
manufacturer has to spend money be-
cause his program is big and he does 
not have the time or people to spare for 
the details. 

The TV Serviceman, operating a 
smaller business in a smaller area need 
take only a few minutes a day of his 
own time and devote it to application 
of the principles of promotion in a small 
way to get proportionate results. And 
if he is alert, he will find that a great 
deal of work has already been done for 
him by progressive manufacturers. He 
need only ask for professionally pre-
pared sales helps to get on the band 
wagon. 

SERVICE CENTER 
(Continued from page 13) 

Speaking on mobile radio, Mr. Mo-
nette stated: "We also found that with 
our two-way mobile radio a decided 
saving in forms was possible, for each 
call assigned to each truck is recorded 
at the office. The only forms necessary 
for the technician to have is a tag form 
if the customer's property is to be 
brought in for repairs and a receipt 
form if he collects for work completed 
in the home. 

"When the technician reports back 
to the office, every call assigned is ac-
counted for. This eliminates the neces-
sity of multiple forms for various con-
trols. The service men are charged 
with part and tube inventory on their 
trucks and replacements are given to 
them on a one-for-one basis. If the 
part is a replacement, it must be tagged 
with the customer's name and type and 
serial number of set or appliance." 

The high reputation, the high sales, 
the high-speed service — all these are 
testimony to the pride of Beaudry and 
Monette management. 

"Remember — It's the Service That 
Counts!" It is the proud slogan of the 
Lowell firm — and one which they 
value — for on it is based their repu-
tation and the future of their rapidly-
expanding business. 

VHF AND UHF TV 
EXPANDS WITH END 
OF FREEZE 
The decision of the F.C.C. to end the 

TV freeze on April 13 opens up 2,053 
TV channel assignments in 1,291 com-
munities and 242 uhf channels for non-
commercial educational service. Thirty-
two existing vhf stations will be alloted 
new frequencies and all TV stations are 
placed in a single class with three geo-
graphic zones. 

Anticipating a rush in applications 
for new TV stations, the F.C.C. has an-
nounced a temporary processing pro-
cedure, and has indicated that its aim 
is to make TV service available to the 
greatest number of people in the short-
est period of time. The Commission has 
therefore set up separate processing 
lines for different categories of appli-
cations. The first applications processed 
will be those for TV stations presently 
operating, whose channel assignments 
will be changed. 

Generally, the processing of appli-
cations will be in the order of popu-
lation size so that the largest concen-
tration of population, now having no 
TV service, will be handled first. 
The F.C.C. formula for assignments, 

in part, is as follows: 
1950 Channels 

Population vhf & uhf 
1,000,000 and above 6 to 10 
250,000-1,000,000 4 to 6 
50,000-250,000 2 to 4 
Under 50,000 1 or 2 
The basis of allocations by the F.C.C. 

is "to meet the two-fold objective: to 
provide television service, as far as 
possible, to all people of the United 
States; and to provide a fair, efficient 
and equitable distribution of television 
broadcast stations to the several states 
and communities." Allocations will be 
determined by priorities that have been 
defined as follows: 
1. To provide at least one television ser-

vice to all parts of the country. 
2. To provide each community with at 

least two television services in all 
parts of the United States. 

3. To provide a choice of at least two 
television services to all parts of the 
United States. 

4. To provide each community with at 
least two television broadcast sta-
tions. 

5. Any channels which remain un-
assigned under the foregoing priori-
ties will be assigned to the various 
communities depending on the size 
of the population of each commu-
nity, the geographical location of 
such community, and the number of 

(Continued on page 26) 

See pages 22-25 for channel allocations. 
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PROPOSED ALLOCATIONS BY STATES AND CITIES: VHF-UHF 

UNITED STATES AND TERRITORIES 

Channels identified with an asterisk (1 are reserved for non-
commercial education stations. 

ALABAMA 

VHF 
Channel 

No. 
Andalusia 
Anriston 
Auturn 
Bessemer 
Birmingham 
Brewton 
Clanton 
Cullman 
Decatur 
Demopolis 
Dothan 
Enterprise 
Eufaula 
Florence 
Fort Payne 
Gadsden 
Greenville 
Guntersville 
Huntsville 
Jasper 
Mobile 5.8 
Montgomery 12 
Opelika 
Sheffield 
Selma 
Sylacauga 
Talladega 
Thomasville 
Tro3. 
Tuscaloosa 
Tuskegee 
University 

9 

7' 

ARIZONA 
Ajo 
Bisbee 
Casa Grande 
Clifton 
CooLdge 
Douglas 3 
Eloy 
Flagstaff 9.13 
Globe 
Holbrook 
Kingman 6 
Mesa 12 
Miami 
Morenci 
Nogales 
Phoenix 3,5.8*,10 
Prescott 
Safford 
Tucson 4,6..9,13 
Williams 
Winslow 
Yuma 11,13 

ARKANSAS 
Arkadelphia 
Batesville 
Benton 
Blytheville 
Camden 
Conway 
El Dorado 10 
Fayetteville 13* 
Forrest City 
Fort Smith 5 
Harrison 
Heler a 
Hope — 
Hot Springs 9 
Jonesboro 8 
Little Rock 2*,4,11 
Magnolia 
Malvern 
Morrilton 
Newport 
Paragould 
Pine Bluff 
Russellville 
Searcy 
Springdale 
Stuttgart 

7 

CALIFORNIA 
Alturas 9 
Bakersfield 10 
Brawiey 
Chico 12 
Corona 
Delano 
El Centro 
Eureka 3.13 
Fresno 12 
Hanford 
Los An-
geles 2,4,5,7.9.11.13 
Madera 
Merced 

UHF 
Channel 

No. 

CALIFORNIA — Continued 

VHF UHF 
Channel Channel 

No. No. 
29 Modesto — 14 
37 Napa _ 62 
56. Oakland (see San Francisco) 
54 Oxnard — 32 

42,48 Petaluma — 58 
23 Port Chicago 15 — 
14 Red Bluff — 16 
60 Redding 7 — 
23 Riverside — 40,46 
18 Sacramento 3.6*,10 40,46 
19 Salinas — 
40 Monterey 5 28 
44 San Bernardino — 18,24',30 
41 San Buena-
19 ventura — 38 

15.21 San Diego 8,10 15*,21,27,33,39 
49 San Francisco — 
40 Oakland 2,4,5,7,9* 20,26,32,38,44 
31 San Jose 11 48,54',60 
17 San Luis Obispo 6 

42*,48 Santa Barbara 3 
20.26',32 Santa Cruz — 

22 Santa Maria — 
47 Santa Paula — 
58 Santa Rosa 
24 Stockton 13 
64 Tulare — 
27 Ukiah — 
38 Visalia — 

45.51 Watsonville _ 
16 Yreka 11 
— Yuba City _ 

COLORADO 
14 Alamosa — 
15 Boulder 12' 
18 Canon City — 
25 Colorado 
30 Springs 11,13 
— Craig — 
24 Delta — 
— Denver 2.4.6*.7.9 
34 Durango 8 
14 Fort Collins — 
— Fort Morgan 
— Grand Junction 5 
28 Greeley — 
31 LaJunta — 
17 Lamar 
— Leadville 
15 Longmont — 
21 Loveland — 
— Montrose 10 
25 Pueblo 3.5.8* 
16 Salida — 
— Sterling 

Trinidad 
Walsenberg 

34 
30 
40 

20.26 
16 
44 
16 
50 

36.42* 
27 
18 

42.49 
22 

52 

19 
22 
96 

17'23 
19 
24 

20,26 
15 
44 
15 
21 
50 
24 
18 
14 
32 
38 
18 

28.34 
25 
25 
21 
30 

CONNECTICUT 
Bridgeport — 43.49.71 8 

64,74 Hirtford 3 18.24 
50 Meriden — 65 
49 New Britain — 30 
26 New Haven 8 59 
41 New London — 28,81 
22 Norwalk (see Stamford) 

16'1%22 Norwich — 67.63 
24 Stamford-
54 Norwalk — 27 
15 Waterbury — 53 
52 
39 DELAWARE 

17,23 Dover — 40 
28 Wilmington 12 53,59' 
46 DISTRICT OF COLUMBIA 
43 Washington 4.5,7.9 20.26* 
28 
44 
36 
19 
33 
35 
14 

29 
23 

52 
33 
16 

18*,21,47,53 
21 

22.28*.34 
30 
34 

FLORIDA 
Belle Glade 
Bradenton 
Clearwater 
Daytona Beach 2 
DeLand 
Fort Lauderdale — 
Fort Myers 11 
Fort Pierce 
Gainesville 5* 
Jacksonville 4,7'1%12 
Key West 
Lake City 
Lakeland 
Lake Wales 
Leesburg 
Marianna 
Miami 2*,4,7,10 
Ocala 
Orlando 6,9 
Palatka 
Panama City 7 

25 
28 
32 

44 
17.23 

19 
20 

30,36 
14,20 

33 
16.22 

14 
26 
17 

27,33 
15 

18,24' 
17 

30',36 

FLORIDA — Continued 

VHF UHF 
Channel Channel 

No. No. 
Pensacola 3 15,21*,46 
Quincy 54 
St. Augustine — 25 
St. Petersburg (see Tampa) 
Sanford 35 
Sarasota 34 
Tallahassee 11 24,51 
Tampa - St. 
Petersburg 3',8,13 38 
West Palm 
Beach 5,12 15'21 

GEORGIA 
10 25 

31 
8' 60 

2.5.11 30..36 
8,12 

35 
28.34 

45 
33 

Albany 
Americus 
Athens 
Atlanta 
Augusta 
Bainbridge 
Brunswick 
Cairo 
Carrollton 
Cartersville 
Cedartown 
Columbus 4 
Cordele 
Dalton 
Douglas 
Dublin 
Elberton 
Fitzgerald 
Fort Valley 
Gainesville 
Griffin 
LaGrange 
Macon 13 
Marietta 
Milledgeville 
Moultrie 
Newnan 
Rome 9 
Savannah 3.9e.11 
Statesboro 
Swainsboro 
Thomasville 6 
Tifton 
Toccoa 
Valdosta 
Vidalia 
Waycross 

IDAHO 
Blackfoot 
Boise 4*,7,9 
Burley 
Caldwell 2 
Coeur d'Alene 12 
Emmett 
Gooding 
Idaho Falls 3.8 
Jerome 
Kellogg 
Lewiston 3 
Moscow 
Nampa 6.12 
Payette 
Pocatello 6,10 
Preston 
Rexburg 
Rupert 
Sandpoint 
Twin Falls 11,13 
Wallace 
Weiser 

ILLINOIS 
Alton 
Aurora 
Belleville 
Bloomington 
Cairo 
Carbondale 
Centralia 
Champaign-
Urbana 
Chicago 
Danville 
Decatur 
Dixon 
Elgin 
Freeport 
Galesburg 
Harrisburg 
Jacksonville 
Joliet 
Kankakee 
Kewanee 
LaSalle 
Lincoln 
Macomb 

41..47 
57 
51 
48 
61 
59 

22 
20 
27 
14 
35 
37 
26 
16 

33 

15 

26 
23 

17 
33 

15* 

14 

41 
27 
21 

27 
20 

48 
16 
54 
15 
24 

34.61' 
32,59 

3 12..21.27.33 
2,5,7,9.11' 20,2622,38.44 

24 
17.23 

47 
28 
23 
40 
22 
29 
48 
14 
60 
35 
53 
61 

63 
53 

28.34' 
43 
25 
32 

Anderson 
Angola 
Bedford 
Bloomington 
Columbus 
Connersville 
Elkhart 
Evansville 
Fort Wayne 
Gary 
Hammond 
Indianapolis 

15 Jasper 
16 Kokomo 
23 Lafayette 
18 Lebanon 
52 Logansport 
39 Madison 
50 Marion 

Michigan City 
Muncie 
Richmond 
Shelbyville 
South Bend 
Tell City 
Terre Haute 
Vincennes 
Washington 

ILLINOIS — Continued 

VHF UHF 
Channel Channel 

No. No. 
Marion — 40 
Mattoon — 48 
Moline (see Davenport. Is.) 
Mt. Vernon — 38 
Olney — 16 
Pekin — 49 
Peoria 8 19,37..43 
Quincy 10 21 
Rockford 13 39,45* 
Rock Island (see Davenport, Ia.) 
Springfield 2 20.26* 
Streator — 65 
Vandalia — 28 
Waukegan _ 22 

INDIANA 
— 
— 
— 

61 
15 
39 

4 30..36 
42 
38 
52 

7 50,56.,62 
— 21.27..33 

6.8.13* 

50,66' 
56 

20',26.67 
19 
31 

4'7'59 
18 
51 
25 
29 
62 

49,55,71' 
32 
58 

34.40',46 
31 

10 57'.63 
44 
60 

IOWA 
Algona — 97 
Ames 5 25 
Atlantic — 45 
Boone — 19 
Burlington — 32,38 
Carroll 39 
Cedar Rapids 2,9 20,26* 
Centerville — 31 
Charles City — 18 
Cherokee — 14 
Clinton — 64 
Council Bluffs (see Omaha, Neb.) 
Creston — 43 
Davenport-Rock Island-
Moline (Dl.) 4.6 30'1%36,42 
Decorah — 44 
Des Moines 8.11.,13 17.23 
Dubuque — 56,62 
Estherville — 24 
Fairfield — 54 
Fort Dodge — 21 
Fort Madison — 50 
Grinnell — 48 
Iowa City 12* 24 
Keokuk — 44 
Knoxville — 33 
Marshalltown — 49 
Mason City 3 35 
Muscatine — 58 
Newton — 29 
Oelwein — 28 
Oskaloosa — 52 
Ottumwa — 15 
Red Oak _ 32 
Shenandoah — 20 
Sioux City 4.9 30',36 
Spencer _ 42 
Storm Lake — 34 
Waterloo 7 16.22* 
Webster City — 27 

KANSAS 
Abilene — 
Arkansas City — 
Atchison 
Chanute 
Coffeyville 
Colby — 
Concordia — 
Dodge City 6 
El Dorado — 
Emporia — 
Fort Scott — 
Garden City 9,11 I
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KANSAS — Continued 

VHF UHF 
Channel 

No. 

Goodland 
Great Bend 2 
Hays 7 
Hutchinson 12 
Independence 
Iola 
Junction City 
Kansas City 
(see Kansas City, Mo.) 
Lamed 
Lawrence 11- ' 
Leavenworth — 
Liberal 
McPherson 
Manhattan 8' 
Newton 
Olathe 
Ottawa 
Parsons 
Pittsburg 7 
Pratt 
Salina 
Topeka 13 
Wellington 
Wichita 3,10 
Winfield 

KENTUCKY 
Ashland 
Bowling Green 13 
Campbellsville — 
Corbin 
Danville 
Elizabethtown 
Frankfort 
Glasgow 
Harlan 
Hazard 
Hopkinsville 
Lexington 
Louisville 
Madisonville 
Mayfield 
Maysville 
Middlesborough — 
Murray 
Owensboro 
Paducah 6 
Pikeville 
Princeton 
Richmond 
Somerset 
Winchester 

LOUISIANA 
Abbeville 
Alexandria 
Bastrop 
Baton Rouge 
Bogalusa 
Crowley 
DeRidder 
Eunice 
Franklin 
Hammond 
Houma 
Jackson 
Jennings 
Lafayette 
Lake Charles 7 
Minden 
Monroe 
Morgan City 
Natchitoches 
New Iberia 
New Or-
leans 2',4,6.7 
Oakdale 
Opelousas 
Ruston 
Shreveport 3,12 
Thibodaux 
Winnfield 

MAINE 

10 
2,5 

7 

8 

12- * 
6,13 
8 

Auburn 
Augusta 
Bangor 
Bar Harbor 
Bath 
Belfast 
Biddeford 
Calais 
Dover-Foxcroft 
Fort Kent 
Houlton 
Lewiston 
Millinocket 
Orono 
Portland 
Presque Isle 
Rockland 
Rumford 
Van Buren 
Waterville 

5 
10 

8 

42,48' 
24 

16.22' 
43 

Channel 
No. 

31 
28 
20 
18 
20 
44 
29 

15 
17 
54 
14 
26 
23 
14 
52 
21 
46 
38 MICHIGAN 
36 Alma — 
34 Alpena 9 

Ann Arbor — 
Bad Axe — 
Battle Creek — 
Bay City 5 
Benton Harbor — 

59 Big Rapids — 
17 Cadillac 13 
40 Cheboygan 4 
16 Detroit 2,43 

East Lansing — 
East Tawas — 
Escanaba 3 

12 

MARYLAND — Continued 

VHF UHF 
Channel Channel 

No. No. 

Hagerstown 52 
Salisbury 16 

MASSACHUSETTS 
Barnstable 52 
Boston 2",4,5,7 44,50,56 
Brockton 62 
Fall River 40.46 
Greenfield 42 
Holyoke (see Springfield) 
Lawrence 
Lowell 
New Bedford 
Northampton 
North Adams 
Pittsfield 
Springfield-
Holyoke 
Worcester 

35 
23 
43 
28 
36 
19 
20 

27,33 
3.11 - 15'21.41,51 

26 
49 
24 

57.63 
33 
14 
43 
14 
45 
130 
22 
37 

42 
e2 
53 

28.34",40 
39 
21 
14 
64 
48 
51 
30 
18 
48 

38,67 
19'25 

30 
43 
36 
17 
15 

2026.32.61 
54 
58 
20 

MARYLAND 
Annapolis 
Baltimore 2.11.13 
Cambridge 
Cumberland 
Frederick 

24 
22 

23 
29 
16' 
22 
65 
41 
59 
20 
18 
17 
24 
17 
14 

47..53 
19 
25 
55 
15 
35 

Flint 
Gladstone 
Grand Rapids 8 
Hancock 5 
Houghton 
Iron Mountain 9 
Iron River 12 
Ironwood 
Jackson 
Kalamazoo 3 
Lansing 6 
Ludington 
Manistee 
Manistique 
Marquette 5 
Midland 
Mount Pleasant — 
Muskegon 
Petoskey 
Pontiac 
Port Huron 
Rogers City 24 
Saginaw - 51.57 
Sault Ste. 
Marie 8.10 

Traverse City 5 
West Branch 

MINNESOTA 
Albert Lea 
Alexandria 
Austin 
Bemidji 
Brainerd 
Cloquet 
Crookston 
Detroit Lakes — 
Duluth-Superior 
(Wis.) 3.6,8* 

Ely 
Fairmont 
Faribault 
Fergus Falls 
Grand Rapids 
Hastings 
Hibbing 10 
International 
Falls 

Little Falls 
Mankato 
Marshall 
Minneapolis — 
St. Paul 2',4,5,9,11 
Montevideo 
New Ulm 
Northfield 
Owatonna 
Red Wing 
Rochester 10 
St. Cloud 7 
St. Paul (see Minneapolis) 
Stillwater 
Thief River 
Falls 

Virginia 
Wadena 
Willmar 
Winona 
Worthington 

38 
32 

28,34 
36 
15 
64 

55,61 
14,20 

41 
30 

20,26* 
46 

58.64 
63,73' 

42 
39 
45 
36 

50,56'8,62 
60 
25 

16,22',28 
40 

17',23 

19 
27 

6 

12 

11 

MISSISSIPPI 
Biloxi 

14 Brookhaven 
18.24',30 Canton 

22 Clarksdale 
17 Columbia 
82 Columbus 

31 
48 
36 
54 
18 
15 
14 
17 
19 
47 

29,35 
31 
44 
34 

28.34' 
20,26' 

21 

57 

MISSISSIPPI — Continued 

VHF UHF 
Channel Channel 

No. No. 

Corinth 
Greenville 
Greenwood 
Grenada 
Gulfport 
Hattiesburg 9 
Jackson 12 
Kosciusko 
Laurel 
Louisville 
McComb 
Meridian 
Natchez 
Pascagoula 
Picayune 
State College 
Starkville 
Tupelo 
University 
Vicksburg 
West Point 8 
Yazoo City 

11 

2* 

MISSOURI 
Cape Girardeau 12 
Carthage 
Caruthersville — 
Chillicothe 
Clinton 
Columbia 8* 
Farmington 
Festus 
Fulton 
Hannibal 7 
Jefferson City 13 
Joplin 12 
Kansas City 4.5,9 
Kennett 
Kirksville 3 
Lebanon 
Marshall 
Marysville 
Mexico 
Moberly 
Monett 
Nevada 
Poplar Bluff 
Rolla 
St. Joseph 2 
St. Louis 4,5,91,11 
Sedalia 6 
Sikeston 
Springfield 3.10 
West Plains 

MONTANA 
Anaconda 
Billings 
Bozeman 
Butte 
Cut Bank 
Deer Lodge 
Dillon 
Glasgow 
Glendive 

36 Great Falls 
Hamilton 
Hardin 
Havre 
Helena 
Kalispell 
Laurel 
Lewiston 
Livingston 
Miles City 
Missoula 
Poison 
Red Lodge 
Shelby 
Sidney 

- Whitefish 
Wolf Point 

51 
24 

44 
21 
18 

32,38 
16 
40 
20 
16 
20 
29 

14 
15 
22 

2 
2,8,11' 

9' 
4.6.7' 

3.5 

4 
9,11 
10,12 

8 

13 

3.6*,10 
11*,13 

NEBRASKA 
Alliance 13 
Beatrice — 
Broken Bow — 

17.23 Columbus 
19 Fairbury 
43 Falls City — 
26 Fremont — 
45 Grand Island 11 
63 Hastings 5 
55 Kearney 13 
33 Lexington — 

Lincoln 10.12 
39 McCook 8 

Nebraska City — 
15 Norfolk — 
26 North Platte 2.4 
27 Omaha 16.7 

Scottsbluff 10 
York — 

31 
61 
32 

13 44',50 
37 
16 
32 
35 
28 

6 

NEVADA 
Boulder City 4 
Carlin 
Carson City 
Elko 10 
Ely 3.6 
Fallon 
Goldfield 5 

NEVADA — Continued 

VHF UHF 
Channel Channel 

No. No. 

29 Hawthorne 
2127 Henderson 2 

24 Las Vegas 8,10•,13 
15 Lovelock 
56 McGill 8 
17 Reno 3,8 

19'25,47 Tonopah 9 
52 Winnemucca 7 
33 Yerington 
46 
31 

30,36' 
29 
22 
14 

34 
38 
20* 
41 
56 
49 

18 
56 
27 
14 
49 

16,22 
52 
14 
24 
27 
33 
30 

19',25,65 
21 
18 
23 
40 
26 
45 
35 
14 
18 
15 
31 

30,36' 
30,36,42 

28 
37 

26',32 
20 

22 
15 
20 
25 
20 
16 
18 
23' 
17 

14 

16 

21 
18 
18 
14 
14 
16 
20 

21 

NEW 
Berlin 
Claremont 
Concord 
Durham 
Keene 
Hanover 
Laconia 
Littleton 
Manchester 
Nashua 
Portsmouth 
Rochester 

HAMPSHIRE 

11' 

9 

NEW JERSEY 
Andover 
Asbury Park 
Atlantic City 
Bridgeton 
Freehold 
Hammonton 
Montclair 
Newark 13 
New Brunswick — 
Paterson 
Trenton 
Wildwood 
Camden 

NEW MEXICO 
Alamogordo 
Albuquer-
que 4,5'3,13 
Artesia 
Artrisco-Five 
Points 
Belen 
Carlsbad 6 
Clayton 
Clovis 12 
Deming 
Farmington 
Gallup 
Hobbs 
Hot Springs 
Las Cruces 
Las Vegas 
Lordsburg 
Los Alamos 
Lovington 
Portales 
Raton 
Roswell 3'11.10 
Santa Fe 2,9'.11 
Silver City 12,10' 
Socorro 
Tucumcari 

3,10.8* 

31 

28 

214%27 

33 

26 
37 
27 

45 
21. 
43 
24 
48 
54 
19 
21 

69* 
sa 

46,52 
64 
74' 
70' 
77" 

19*.47 
37 
41 
4e 
BO* 

17 

21 

18 
24 
23 
27 
35 
14 
17 

48 
19 
22 
14 
23 
20 
27 
22 

46,52' 

15 
25 

NEW YORK 
Albany-Schenectady-
Troy 6 17'23,35,41 
Amsterdam — 52 
Auburn — 37 
Batavia — 33 
Binghamton 12 40.46' 
Buffalo 4,7.2 17,23..59 
Cortland — 56 
Dunkirk — 46 
Elmira — 18,24 
Glens Falls — 39 
Gloversville — 29 
Hornell — 50 
Ithaca — 14',20 
Jamestown —  sa 
Kingston — 66 

40 Malone — 20,66' 
Massena — 14 
Middletown — 60 
New York 2,4,5,7,9,11 25',31 
Ogdensburg — 24 
Olean — 54 
Oneonta — 62 
Oswego — 31 
Plattsburg — 28 
Poughkeepsie — 21.83' 
Rochester 5,10 15,21'27 
Rome (see Utica) 
Saranac Lake — 18 
Schenectady (see Albany) 
Syracuse 3.8 43' 
Troy (see Albany) 
Utica-Rome 13 19,25' 
Watertown __ 48 

NORTH CAROLINA 
Ahoskie — 53 

— Albemarle — 20 
14 Asheville 13 56',§2 
37 Burlington — 63 
— Chapel Hill 4* — 
— Charlotte 3.9 36,42' 

Durham 11 40'.46 
Elizabeth City — 31 

14 
49 
35 
38 
52 
21 
27 
19 
23 

18'24 
17 
50 
33 

16',22.28 
16 
15 

29 

May, 1952 23 



NORTH CAROLINA - Continued 

VHF UHF 
Channel Channel 

No. No. 
Fayetteville - 18 
Gastonia - 48 
Goldsboro - 34 
Greensboro 2 51'.57 
Greenville 9 - 
Henderson - 52 
Hendersonville - 27 
Hicxory - ao 
Hign Point - 15 
Jacksonville - 16 
Kannapolis - 59 
Kinston - 45 
Laurinburg - 41 
Lumberton - 21 
Mount Airy - 55 
New Bern 13 - 
Raleigh 5 22',28 
Roanoke Rapids - 30 
Rocxy Mount - 50 
Salisbury - 53 
Sanford - 38 
She:by - 39 
Southern Pines - 49 
Statesville - 64 
Washington 7 - 
Wilmington 6 29,35* 
Wilson - 56 
Winston-Salem 12 26,32* 

NORTH 
Bismarck 
Bottineau 
Carrington 
Devils Lake 
Dickinson 
Fargo 
Grafton 
Grand Forks 26.10 
Har-ey 
Jamestown 7 
Lisbon 
Minot 66.10,13 
New Rockford - 
Rugby 
Valley City 4 
Wahpeton 
Williston 8.11 

OHIO 
Akron 
Ashtabula 
Athens 
Bellefontaine 
Cam °ridge 
Canton 
Chillecothe 
Cincinnati 5,9.12 
Cleveland 3,5,8 
Columbus 4.6,10 
Coshocton 
Dayton 2,7 
Defiance 
Find.ay 
Gallipolis 
Ham.lton-
Middletown 
Lancaster 
Lima 
Lorain 
Mansfield 
Marion 
Massillon 
Middletown (see Ham- ilton) 
Mount Vernon - 
Newark 
Oxford 
Piqua 
Portsmouth 
Sandusky 
Springfield 
Tiffin 
Toledo 11,13 
Warren 
Youngstown 
Zanesville 

OKLAHOMA 
Ada 
Altus 
Alva 
Anadarko 
Ardmore 
Bartlesville 
Blackwell 
Chickasha 
Claremore 
Clinton 
Duncan 
Durant 
Elk City 
El Reno 
Enid 
Frederick 
Guthrie 
Guymon 
Hobart 
Holdenville 
Hugo 
Lawton 7 
McAlester 
Miam: 
Muskogee 8 
Norman 

12 

5 

DAKOTA 
5,12 18.24' 

16 
26 

8 14 
2,4 17' 

6,13 34",40 
17 

22 
42 
23 

20 
38 
32 
45 
34' 

49,55' ,61 
15 
62 
63 
26 
29 
56 

48'.54.74 
19,25',65 

34".40 
20 

16,22 
43 
53 
18 

65 
28 

35,41 
31 
36 
17 
23 

58 
60 
14' 
44 
30 
42 

46.52 
47 
30' 
21 

27.33,73 
so 

50 
36 
30 
58 
55 
62 
51 
64 
15 
32 
39 
27 
15 
56 

21,27 
44 
48 
20 
23 
14 
21 

28",34 
47 
58 

45".66 
31.37 

OKLAHOMA - Continued 

Oklahoma 
City 
Okmulgee 
Pauls Valley 
Ponca City 
Pryor Creek 
Sapulpa 
Seminole 
Shawnee 
Stillwater 
Tulsa 
Vinita 
Woodward 

Albany 
Ashland 
Astoria 
Baker 
Bend 
Burns 
Corvallis 7- * 
Eugene 9',13 
Grants Pass 
Klamath Falls 2 
La Grande 13 
Lebanon 
McMinnville 
Medford 4,5 
North Bend 
Pendleton 
Portland 6,8,10'1,12 
Roseburg 
Salem 3 
Springfield 
The Dalles 

VHF 
Channel 

No. 

9,13•,4 

22,.6.11'8 

OREGON 

PENNSYLVAN 
Allentown 
Altoona 10 
Bethlehem 
Bradford 
Butler 
Chambersburg 
Du Bois 
Easton 
Emporium 
Erie 
Harrisburg 
Hazleton 
Johnstown 
Lancaster 
Lebanon 
Lewistown 
Lock Haven 
Meadville 
New Castle 
Oil City 
Philadelphia 3.6.10 
Pittsburgh 2,11,13' 
Reading 
Scranton 
Sharon 
State College 
Sunbury 
Uniontown 
Washington 
Wilkes-Barre 
Williamsport - 
York 

RHODE ISLAND 
Providence 10.12 16,22' 

SOUTH CAROLINA 
Aiken - 54 
Anderson 58 
Camden - 14 
Charleston 2,5,13' - 
Clemson - 68' 
Columbia 10 19",25,67 
Conway - 23 
Florence 8 - 
Georgetown - 27 
Greenville 4 23,29' 
Greenwood - 21 
Lake City - 55 
Lancaster - 31 
Laurens - 45 
Marion - 43 
Newberry - 37 
Orangeburg - 44 
Rock Hill - 61 
Spartanburg 7 17 
Sumter 47 
Union - 65 

SOUTH DAKOTA 
Aberdeen 9 17 
Belle Fourche - 23 
Brookings 8' 25 
Hot Springs - 17 
Huron 12 15 
Lead 5 26 
Madison 46 
Mitchess 5 20 
Mobridge 27 
Pierre 6,10 22' 
Rapid City 7 15 
Sioux Falls 11.13 38,44' 
Sturgis - 20 
Vermillion 2' 41 
Watertown 3 35 
Winner - 18 
Yankton - 17 

12 

6 
8 

UHF 
Channel 

No. 

19,25 
26 
61 
40 
54 
42 
59 
53 

29,69' 
17.23 

28 

55 
14 
30 
37 
15 
16 
49 

20,26 
ao 

43 
48 

16 
28 

21,27 
28 

18',24 
37 
32 

IA 
39,45 
19,25 

51 
48 
43 
46 
31 
57 
42 

35,41',66 
27,33,71 

63 
56 
21 
15 
38 
32 
37 
45 
64 

17,23.29.35' 
16.47,53 

55,61 
16.22,73 

39 
44* 
65 
14 
63 

28,34 
36 

43,49 

TENNESSEE 

VHF 
Channel 

No. 
Athens 
Briston 5 
Chattanooga 3,12 
Clarksville 
Cleveland 
Columbia 
Cookeville 
Covington 
Dyersburg 
Elizabethton 
Fayetteville 
Gallatin 
Harriman 
Humboldt 
Jackson 9 
Johnson City 11 
Kingsport 
Knoxville 
Lawrenceburg 
Lebanon 
McMinnville 
Maryville 
Memphis 5.10*,13 
Morristown 
Murfreesboro - 
Nashville 2'.4.5 
Oak Ridge 
Paris 
Pulaski 
Shelbyville 
Springfield 
Tullahoma 
Union City 

Abilene 
Alice 
Alpine 
Amarillo 
Athens 
Austin 
Ballinger 
Bay City 
Beaumont-
Port Arthur 4.6 
Beeville 
Big Spring 4 
Bonham 
Borger 
Brady 
Breckenridge 
Brenham 
Brownfield 
Brownsville 4.5 
Brownwood 
Bryan 
Childress 
Cleburne 
Coleman 
College Station 
Conroe 
Corpus Christi 6,10 
Corsicana 
Crockett 
Crystal City 
Cuero 
Dalhart 
Dallas 
Del Rio 
Denison 
Denton 
Eagle Pass 
Edinburg 
El Campo 
El Paso 4.7".9,13 
Fa If u rrias 
Floydada 
Fort Stockton - 
Fort Worth 5.10 
Gainesville 
Galveston 11 
Gonzales 
Greenville 
Harlingen 
Hebbronville 
Henderson 
Hereford 
Hillsboro 
Houston 2.8*,13 
Huntsville 
Jacksonville 
Jasper 
Kermit 
Kilgore 
Kingsville 
Lamesa 
Lampasas 
Laredo 8,13 
Levelland 
Littlefield 
Longview 
Lubbock 11,13.5 
Lufkin 9 
McAllen 
McKinney 
Marfa 
Marshall 
Mercedes 
Mexia 
Midland 2 
Mineral Wells 
Mission 

6.10 

TEXAS 
9 

12 
2',4,7,10 

7 

3* 

4,8,13' 

2' 

TEXAS - Continued 

UHF 
Channel 
NO. 

14 Monahans 
46 Mount Pleasant 

43.55•,49 Nacogdoches 
53 New Braunfels 
38 Odessa 
39 Orange 
24 Pampa 
19 Paris 
46 Pearsall 
40 Pecos 
27 Perryton 
48 Plainview 
45 Port Arthur - 
25 (see Beaumont) 
16 Quanah - 
34 Raymondville - 
28 Rosenberg - 

20'26 San Angelo 6.8 
50 San An-
58 tonio 4,5,9'.12 
46 San Benito - 
51 San Marcos - 

42,48 Seguin 
54 Seymour 
18 Sherman - 

30,36 Snyder - 
32 Stephenville - 
51 Sulphur Springs - 
44 Sweetwater 12 
62 Taylor - 
42 Temple - 
65 Terrel - 
55 Texarkana 6 

Tyler 7 
33 Uvalde - 
34 Vernon - 

Victoria - 
Waco 11 
Waxahachie - 
Weatherford - 
Wichita Falls 3,6 

25 
18.24,30* 

25 
33 

15 
14 
52 
15 
36 
19 
54 
40 VERMONT 
57 Bennington - 33 
21 Brttleboro - 58 
48 Burlington - 16'22 
20 Montpelier 3 40 

16',22 Newport - 46 
47 Rutland - 49 
56 St. Albans - 34 
28 St. Johnsbury - 30 
25 VIRGINIA 
16 Blacksburg - 60' 

23,29,73 Charlottesville - 45',64 
16 Covington - 44 
52 Danville - 24 
17 Emporia - 25 
26 Farmville - 19 
26 Fredericksburg - 47 
27 Front Royal - 39 

20,26 Harrisonburg 3 34 
52 Lexington - 54 
45 Lynchburg 13 16 
22 Marion - 50 

20,26" Martinsville - 35 
49 Newport News - 33 

35,41,47" Norfolk-
64 Portsmouth 3,10,12 15,21*.27.33 
62 Norton - 52 
23 Petersburg 8 41 
58 Portsmouth (see Norfolk) 
42 Pulaski - 37 
19 Richmond 6.12 23'.29 
63 Roanoke 7,10 27.33' 

23,29 South Boston - 14 
15 Staunton - 36 
as Waynesboro - 42 
49 Williamsburg - 17 
14 Winchester 28 
59 WASHINGTON 
40 Aberdeen - 58 
28 Anacortes - 34 
40 Bellingham 12 18,24 
15' Bremerton - 44,50 
38 Centralia - 17 
32 Ellensburg - 49,65' 

32,38 Ephrata - 43 
20•,26 Everett 22,28 

46 Grand Coulee 37 
20 Hoquiam - 52 
85 Kelso - 
19 Kennewick - 
16 Longview - 
32 Olympia - 
50 Omak - 
18 Pasco 
38 Port Angeles 
14 Pullman 

VHF 
Channel 

No. 
9 

7 

UHF 
Channel 

No. 

35 
40 
62 
24 
43 
17 
33 
31 
16 
22 
29 

42 
42 
17 

17,23' 

35,41 
48 
53 
14 
24 
48 
30 
32 
41 

58 
16,22 

53 
18".24 

19 
20 
18 
19 

28•,34 
45 
51 

16',22 

Brigham 
31.37' Cedar City 

as Logan 
Ogden 

43 Price 
33 Provo 

Richfield 
St. George 
Salt Lake 
City 
Tooele 
Vernal 3 

UTAH 

5 
12 
9 
6 

11 
13 

10' 

36 

30.48' 
18",24 

22,28- ' 

18 

20,26 
44 

39 
25,41 

33 
60 
35 
19 
16 
24 
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WASHINGTON — Continued 

VHF UHF 
Channel Channel 

No. No. 

Richland — 31 
Seattle 4,5.7,9* 20,26 
Spokane 2,4.6,7* — 
Tacoma 11,13 56*,62 
Walla Walla 5.8 22* 
Wenatchee 45•,55 
Yakima — 23,29,47* 

WEST VIRGINIA 
Beckley 6 
Bluefield 
Charleston 
Clarksburg 12 
Elkins 
Fairmont 
Hinton 
Huntington 3.13 
Logan 
Martinsburg 
Morgantown 
Parkersburg 
Welch 
Weston 
Wheeling 7.9 
Williamson 

WISCONSIN 
Adams 
Appleton 
Ashland 
Beaver Dam 
Beloit 
Chilton 
Eau Claire 13 
Fond du Lac 
Green Bay 2,6 
Janesville 
Kenosha 
La Crosse 8 
Madison 3 
Manitowoc 
Marinette 11 
Milwaukee 4,10*,12 
Oshkosh 
Park Falls 
Portage 
Prairie du Chien — 
Racine 
Rhinelander 
Rice Lake 
Richland Center — 
Sheboygan 
Shell Lake 
Sparta 
Stevens Point — 

21 
41 

43* 49 
22 
40 
35 
31 
53* 
23 
sa 
24* 
15 
25 
32 

51.57 
17 

58* 
42 
15 
37 
57 
24 

19*,25 
54 

63 
61 

32*.38 
21*.27,33 

65 
32,38* 

19.25,31 
48 
18* 
17 
34 

49.55 
22 
21 

15,66* 
59 
30* 
50 

20,26 
Sturgeon Bay — 44 
Superior (see Duluth, Minn.) 
Wausau 7 16.46* 
Wisconsin Rapids — 14 

WYOMING 
Buffalo 
Casper 2,6 
Cheyenne 3.5 
Cody 
Douglas 
Evanston 
Gillette 
Green River 
Greybull 
Lander 
Laramie 
Lovell 
Lusk 
Newcastle 
Powell 
Rawlins 11 
Riverton 10 
Rock Springs 13 
Sheridan 9.12 
Thermopolis 
Torrington 
Wheatland 
Worland 

U. S. TERRITORIES 
PUERTO RICO 

Arecibo 13 
Caguas 11 
Mayaguez 3.5 
Ponce 7,9 
San Juan 2,4,6* 

ALASKA 
Anchor-
age 2.7*.11.13 
Fairbanks 2,4,7,9*, 

11,13 
Juneau 3•,8,10 
Ketchikan 2,4,9* 
Seward 4,9 
Sitka 13 

HAWAIIAN ISLANDS 
Lihue, Kauai 3,8*, 

10,12 
Honolulu, Oahu 2*, 

4,7,9,11,13 
Wailuku, 
Maui 3,8,10*,12 

Hilo, Ha-
waii 2,4•,7,9,11,13 

VIRGIN ISLANDS 
Christiansted 8 
Charlotte 
Amalie 10,12 

8* 

29 

24 
14 
14 

17,31 
16 
40 
17 
18 
36 
19 
28 
30 

15 
27 
24 
34 

HERE'S HOW TO 

HOLD your customers 

and get more! 
The rising flood of responses following announcement of SERVICE 
MANAGEMENT'S "forecast" and other notable issues shows that the 
menial receiving systems of TV Servicemen are catching all the 
signals. 

Service Management Means Business 

They are quick to realize that survival — and growth — depend on 
business skill as well as technical ability. They ask: "How can we 
improve our financial position?" . . . "How can we maintain closer 
contact with customers and prospects?" . . . "How can we best con-
trol inventories?" . . . "Check up on insurance protection?" . . . 
"Stop losses"? . . . "Keep books properly and safeguard our rec-
ords?" . .. "Maintain the goodwill of our sources of supply?" 

Service Management Means Business 

More and more the Service Industry understands the need for a 
business magazine. SERVICE MANAGEMENT is edited by men who 
REALLY KNOW the business problems of the Service business from 
personal, first-hand experience. It is the one magazine — in the field 
of television, radio, audio, electronics — which accents and persis-
tently preaches the importance of business fundamentals as they 
apply specifically to this field. 

In the matter of maintaining solvency, making 
money, overcoming unfair criticism — growing, 
prospering — Service Management may well be 
your most important piece of "equipment." SER-
VICE MANAGEMENT MEANS BUSINESS. Don't 
miss a single copy! 

Fill In 

Coupon 

Mail 

Your 

Subscription 

NOW! 

LECTURE BUREAU PUBLISHING CO. 
161 Luckie Street, N. W. 
Atlanta, Georgia 

GENTLEMEN: PLEASE ENTER MY ORDER FOR A SUBSCRIPTION TO 
"SERVICE MANAGEMENT" AT $3.00 A YEAR. (TWO YEARS, $5.00.) 

D CHECK D MONEY ORDER D CASH 

NAMF 

ADDRESS 

152 
(Pleose Print) 

CITY STATF 

SIGNED BY POSITION  

Type of Business: 

13 SERVICE CONTRACTOR; D  DEALER 
D TECHNICIAN; CI DISTRIBUTOR 
1:1 PARTS JOBBER 
CI MANUFACTURER OF  
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TECHNICAL TOPICS 
(Continued from page 7) 

another possibility where an indoor an-
tenna must be used is a wideband boos-
ter and multi-outlet box with an attic-
mounted indoor antenna. 

Yagi Modification 
We very much appreciate the wide 

interest in Yagi modifications. To an-
swer this demand and do a thorough, 
complete work we are devoting a full 
section of our new fringe area notebook 
to the topic. We are continuing the re-
search and expect to have the notebook 
available in early summer. This will 
permit us to be much more thorough 
and complete than if we answered so 
many individual letters. 

It is significant that the full versa-
tility of a Yagi has not been realized. 
Consequently, we are not only con-
cerned with the gain factor but have 
learned to dimension Yagi for special 
conditions such as wideband operation 
and maximum rejection of co-channel 
and especially adjacent channel inter-
ference. For example, dimensions of 
Yagi shown, figure 7, do not make it a 
peak gain type but do give it a good 
gain for reception of New York chan-
nels 2-4-5 in an area infested with se-
vere spill-over from local channels 3-6. 
It has been planned for N.E. section of 
Philadelphia and suburban sections 
north and east of Philadelphia. Yagi 
has been designed with a good gain and 
with excellent rejection of 3-6 rear 
pick-up. 

68" —I> 

107" —I> 
8Y' — le' 

-7/- 4- 23" 

DOUBLE REFLECTORS 
INSULATED FROM EACH 
OTHER AND CROSSARM. 

MOUNT IN SAME VERTICAL 
PLANE 

Fic. 7 

JFD Readying New 
Sets of Catalogs 
The advertising department of the 

JFD Manufacturing Company, Inc., of 
Brooklyn, N. Y., is presently preparing 
three completely new catalogs for ser-
vice-dealers, sales representatives and 
distributors. Immediately after being 
printed, these catalogs will reach those 
who handle JFD products, a line of 
6,000 items. 

Two of these catalogs have been de-
signed in the well known JFD "Picto-
Price-List" fashion, a real divergence 
from the general mode of television 
antenna and accessory presentation. 
These two catalogs, the Form 200 for 
service dealers and the Form 350 for 
distributors and sales representatives, 
will contain along with price listings, 
information and illustrations on every 
item. Included, to simplify inquiry and 
ordering operations, will be packaging 
quantities, shipping weights and a spe-
cial easy reference indexing system. 

Both of these catalogs, ready for im-
mediate consulting, will be supple-
mented with the new JFD No. 75 cata-
log. 

This catalog will venture more deep-
ly in explaining each JFD product 
specifically and in detail. The data 
which it offers will be presented in an 
unusual design pattern to make its 
reading even more interesting. In it, 
too, each item will be illustrated. Ac-
tually, the Form No. 75 will be most 
widely used as a dealer's parts catalog. 
Prices will be included. 

G. E. Survey of 
Replacement 
Tube Market 
John T. Thompson, manager of re-

placement tube sales for General Elec-
tric, recently reported a G. E. Survey 
that showed that about 1,100,000 TV 
picture tubes worth about $44 million, 
and 110,000,000 receiving type tubes 
worth about $220 million will be sold 
during 1952 for radio and TV replace-
ments. He also reported that the chances 
are that about one in every fifteen of the 
nation's 16 million TV sets will need a 
new picture tube by the end of 1952. 

New Association 
Formed in Elmira 
Protection against "unscrupulous" 

television and radio repairmen is the 
avowed goal of the newly organized 
Southern Tier Electronics Association 
which met at the Mark Twain Hotel 
in Elmira, N. Y., recently. 

Floyd B. Allen of 419 Balsam St., 
secretary of the organization, reported 
the group is composed of a majority of 
the radio and television repairmen in 
the Elmira area. Individuals interested 
in electronics, either part or full time, 
may also join. 

Officials of the association include: 
Richard Marshall, president; Justin 
Sadler, vice-president, and William 
Ozard, treasurer. 

Allen reported that 80 persons from 
Nornell, Bath, Corning, Geneva and 
Sayre, Pa., have been invited to attend 
the next regular meeting of the asso-
ciation. 

"We're interested in establishing a 
code of ethics to guard the public from 
fly-by-night individuals," Allen stated. 
He said the rate of installation and 

repair of new TV sets soon will be 
about 500 a week in the greater Elmira 
area. "In two and a half years, the 
problems of installation and repair will 
reach their peak," Allen said. 
The association will attempt to pro-

mote standardized service procedures 
and keep abreast of new circuits, sta-
tions and factors in reception. A fair 
standard of base rates is under con-
sideration. 
A key part of the group is the mu-

tual aid and research committee. Mem-
bers will study problems associated 
with better reception. 
The association plans to conduct an 

educational program throughout 
the Southern Tier. Nationally known 
speakers are to be contacted to speak 
before the group on the latest radio 
and television problems. 

Almo High Fidelity 
Demonstration Room 
The Almo Radio Co. has announced 

the opening of its new High Fidelity 

Demonstration Room at 509 Arch St., 
Philadelphia 6, Pa. The new demon-
stration room provides leisurely, com-
fortable, quiet surroundings where in-
stantaneous comparisons may be made 
between amplifiers, pickups, baffles, 
speakers and other items in the high 
fidelity audio field. 

VHF AND UHF TV EXPANDS 
(Continued from page 21) 

television services available to such 
community from television stations 
located in other communities. 
The Commission reported on April 

13: "If all vhf and uhf channels are 
utilized, there should be few, if any, 
people of the United States residing be-
yond the areas of television service. 
Provision has been made for at least 
one assignment to over 1,250 commu-
nities and it has attempted, where pos-
sible, to provide each community with 
at least two assignments." 
When the F.C.C. completes processing 

of applications it will establish two 
processing lines to operate concurrent-
ly. The operation of these two lines is 
not expected to begin before the first 
of July, so that a reasonable time will 
be allowed for filing new applications 
and amending those on file. 
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Federal- , 
The Original Miniature Selenium Rectifier! 

IT PAYS YOUR CUSTOMERS in finest quality 
and dependable, long-life performance—proved by over 

30,000,000 units shipped to the field! 

IT PAYS YOU, Mr. Serviceman, in customer 
satisfaction and goodwill—and a good profit on every job! 

Here Are Other Specific Reasons Why "Federal" 
Is Your No. 1 Choice for Servicing the Big, 

Growing Radio-TV Replacement Market: 

• Tests by receiver manufacturers 
show a life expectancy of well 
over RTMA guarantee. 

• Over 250,000 tests prove supe-
rior immunity to shelf-aging. 

• Federal's synthetic barrier layer 
stops change during long storage. 

• Quality rigidly controlled. All 
units fully tested before release. 

• Units available either packed 
in the attractive Federal resale 
box or in bulk. 

• Constant research keeps you 
up-to-date on rectifier progress. 

SAVE TIME-SERVE YOURSELF 

from Fe•deral NEW 

ItiemtelteplacelnhilsKUI 

Federal e 
SELENIUM RECTIFIERS 

7r11' 

America's Oldest and Largest Manufacturer of Selenium Rectifiers 

LOOK FOR IT 

ON YOUR 

DISTRIBUTOR'S 

COUNTER! 

Federal Telephone and Radio Calera/ion 
FEDERAl TELECOMMUNICATION LANOSA• 
TORIES, N utley. N. J  a unit of 
IT&T's world-wide research and 
engineering organization. 

SELENIUM-INTELIN DIVISION 

100 KINGSLAND ROAD, CLIFTON, NEW JERSEY 

In Canada: Federal Electric Manufacturing Company, Ltd., Montreal, P. Q. 
Export Distributors: International Standard Electric Corp., 67 Broad St., N.Y. 



Glass bead type assembly is 

stronger, both mechanically 

and electrically—gives 

greater protection against 

leakages and arcing. 

ouble cathode tab 

provides double pro-

tection against failure 

in the cathode circuit. 

Low resistance of outside 

conductive coating minimizes 

radiation of horizontal 

oscillator sweep frequenc 

1111 TUNG-SOL ELECTRIC INC., Newark 4, N. J. • Sales Offices: Atlanta • Chicago • Culver City (Calif.) • Dallas • Denver • Detroit - 

Tung-Sol makes All-Glass Sealed Beam Lamps, Miniature Lamps, Signal Flashers, Picture Tubes, Radio, TV and Special Purpose Electron 

igid control of internal 

conductive coating materially 

improves service reliability. 

RADIO, TV TUBES, DIAL LAMPS 


