Outperforms them all!
Outsells them all!

JERROLD g

TRANSISTOR

POWERMATE

PREAMPLIFIER

BY FAR THE BEST antenna preamplifier in the business—that’s
POWERMATE! On black-and-white, and where it really counts—on
color TV—POWERMATE'’s superiority shows up across the country.
The better VSWR (impedance match), flat response, ultra-high
gain, special broad-band neutralizing transformer, and better power-
supply filtering—all add up to an outstanding product. No polarity
problems . . . no call-backs . . . transistor protected from lightning-
coupled surges . . . remote a-c power supply feeds 2 sets.
Step up to POWERMATE, and step up to a tremendous new profit
opportunity. See your Jerrold distributor now.
Model APM-101 $39.95 list, complete

JERROLD ELECTRONICS CORPORATION
Distributor Sales Division, Dept. 1DS-217, Philadelphia 32, Pa.

Jerrold Electronics (Canada) Ltd., Toronto ¢ Export: CBS International, New York 22, N, Y.
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JERROLD
DISTRIBUTORS

ANDREWS ELECTRONICS
1500 W. Burbank Bivd., Burbank
TH 5-3536

B AND D ELECTRONIC DIST.
12433 Ventura Blvd., No. Hollywood
TR 7-4794

COOK ELECTRONICS
210 E. Hardy St., Inglewood
0S$ 9-2296

ELECTRONIC SUPPLYING INC.
2486 Third St., Riverside
OV 3-8110
BRANCH

323 W. Seventh St., San Bernardino
TU 44791

FIGARTS RADIO SUPPLY
6320 Commodore Sloat Dr.,
Los Angeles
WE 6-6218

HURLEY ELECTRONICS
1429 So. Sycamore Ave., Santa Ana

Kl 3-9236
BRANCHES
1501 Magnolia, Long Beach
HE 6-8268
1023 So. Cleveland, Oceanside

SA 2-7694

222 W. "B’ St., Ontario
YU 6-6638

501 E. Date St., Oxnard
HU 3-0133

390 So. Mount Vernon, San Bernardino

TU 8-0721

NYSTROM BROTHERS
2426 Fourth Avenue, San Diego
BE 4-7231

WESTERN RADIO & TV SUPPLY
1415 India St., San Diego
BE 9-0361

WHOLESALE ELECTRONIC SUPPLY
265 So. Laurel, Ventura
M] 8-3163

BRANCHES

209 W. Cannon Perdido, Santa Barbara
WO 5-5238

311 No. Mclelland $t., Santa Maria
WA 5.7213

KIESUB CORP.
640 W. 16th St., Long Beach
HE 6-9697

BRANCHES
2615 F Street, Bakersfield

FA 7-5533

1162 Industrial Ave., Oxnard
HU 3-9541

910 W. 11th St., San Bernardino

TU 8-6807

14511 Delano St., Van Nuys
ST 1-3930
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EDITORIALLY SPEAKING

DON MARTIN

SHADES OF SHERLOCK HOLMES AS FTC
OPENS FULL SCALE TUBE INVESTIGATION

For over two years, the Federal Trade Commission has had under investigation
the picture tube manufacturing industrv. During this time, very little seemed to
be happening but all of a sudden, a lew weeks ago. a full team of FTC men
swarmed in on Southern Califlornia distributors. These distributors, some of them
pure industrial, were asked to produce all of their records. invoices, etc. of CRT
purchases going back several vears. |t seems that the FTC can not understand
how and why picture tube prices have dropped over 35% in the last two vears in
spite of a sales decrease, lor the industry, and rising production costs.

The investigation has caused complete confusion in Southern California with
on again and off again tube deals, irate distributors and worried manufacturers.
The guy in the middle, the distributor, seems to be getting the squeeze again. Before
this so-called price war began, a few vears ago, the picture tuhe was his chief
source of sales profits, while today it has become his “price loss leader”. It wasn't
meant that way . . . but that’s what happened.

The dealer. on the other hand, was given a golden opportunity to make hay with
a litle more profit but he, in turn. dropped his price and the consumer, who was
by now nse to $75 picture tube replacement charges was very happy to have these
cut to $35. It’s going to he difficult for the dealer to go back to that 875 price
tag if the tube prices should regain their 1960 level.

It seems strange to me that we are all in business to make a profit and when
the siqueeze for more sales comes down the line it is usually solved by price reduc-
tions. In mv hook anyone can reduce prices . . . it takes a salesman to sell quality
and hrand names.

Last month one of Southern California’s oldest and largest re-builders closed its
doors. Pioneer Electronics had started as a small back yard business and had
evolved into a multi-million dollar business, emploving over 200 people and a
public company. No one felt that they would be out of husiness today . . . especially
those distributors who are holding the Pioneer warranties. Only one one thing
caused this firm to call it quils . . . the pressure of price in a compelitive market.

The re-builder is an important part of the picture tule business and does a job
at a certain price level. Thev can not compete with brand name merchandise on
an equal basis because of [acilities, volume and finances but. on the other hani.
do provide products for certain tvpes of dealers. There are dealers that would not
install anvthing but a first line major hrand picture tube and makes a point of
merchandising this fact. There are many others who want 1o offer two prices to a
customer and then there are dealers who are selling price ouly and must take the
consequences.

It must be remembered that this country was founded on the hasis of small
business and its strength is the opportnnity of making that small business as large
as possible. We don’t pretend to know the answer to the present investigation and
will reserve our position for the courts to decide. It does seem possible that after
the smoke rises we may all have a clearer picture of our industry. Stable pricing
has not heen one of the electronic industries hest points, Receiving tube prices do
nothing but invite trouble for the manufacturer, the distributor and the dealer.
Transistor pricing is almost impossible to figure out and it doesn’t seem to he
improving.

Of course. the electronic industry is mighty voung and many of these problems
will he worked out over the vears but mavhe the current nation wide FTC investi-
cation will open some eves and pricing will give way to a “normal profit”.

With the dust hardly settled on the recent anti-trust action. against some of the
largest manufacturers in the country, it is difficult to understand how it might he
allowed to happen again in our industry.

MODERN ELECTRONIC SERVICE DEALER
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LETTERS TO
THE EDITOR:

Mr. Don Martin

Modern Flectronic Service Dealer
618 South Western Ave.

Los Angeles 5, California

Dear Mr. Martin:

We have been receiving vour fine
publication for some time now and want
to let vou know how much we enjov it.
There are many good technical maga-
zines but none that help service shops

deal with business, ethical and public
relations problems.

\s secretarv of the Clark County
(Nevada) FElectronics Association |

would like 10 know if it would he pos-
sible for vou to send vour magazine to
the following oflicers of our Association?

Larry Forbach. Quality TV. 161515
Fremont. Las Vegas, Nevada.

Bob McCoy. Oran Gragson Furn. &
App.. 1300 E. Charleston Blvd., Las
Vegas. Nevada.

Bill Precce. Master TV. 1204 Stewart.
Las Vegas. Nevada.

Dennis Bowmer. Boulder Appliance.
1268 Wyoming. Boulder Citv. Nevada.

Sincerely vours,

Phillip T. Hubel

MR. HUBFL, we will be very happy
10 add 10 our mailing list the four deal-
ers you mention in your letter. You may
be interested to know that we are plan-
ning on expanding our publication into
the Waushington, Oregon, Nevada, Utah,
Colorado and Arizona areas within the
very near future. We feel that these
markets are extremely valuable and, if
I may. will call on you for some dealer
information in your area that we can
carry in. MESD. Thanks for your kind
words and let us know if we can ever
be of further help.

February 19. 1962
Mr. Don Martin
Lditor
Modern Electronic Service 1ealer
Dear Mr. Martin:

I'm enclosing a picture that ran on
the second front page of The Sacramento
Union of Feb. 2 and Keith Kerstein.
CSEA execntive secretary, informs me
he has sent vou clips.

But. perhaps of interest 1o vour
readers is some hackground that wouldn't
be in the news story.

The day hefore the TV set was given
the Senior Citizen Center here hv Sac-
ramento  Chapter, CSEA, the chapter
retained me 1o handle their PR. pro-
motion and advertising. [ told them to
be alert for such appeals as the one
that resulted in the gift—and as you
can see thev were. They jumped on it
first thing and of course they didn’t let
the PR potential go unexploited. Thev

6

worked in close harmony with me to
make it succeed.

This was just a beginning, and the
group will have a consistent program of
public relations. publicitv and promo-
tion. The lesson, | would think, would
he a valuable one for vour other chap-
ters. I hope vou can make use of the
photo and information.

Yours very truly.
ASSOCTATED CONSULTANTS
Bert Clinkston

WE WERE SO IMPRESSED with the

idea that it has been written as an ar-

ticle in this issue of MESD. Thanks for
the information.

Mareh 13. 1962
Modern Electronic Service Dealer
618 S. Western Ave.
Los Angeles 5, Calif.
Gentlemen :

i passing along this information in
hopes it will save somehody else from
taking the same loss we did. We rented
a Delmonico T.V., Model PTV-19. serial
240732 10 a Robert . & Lsther Carroll.
These are their correct names as far as
local authorities can determine. Rent
was paid with a siolen, forged. pavroll
check.

Needless to say. the change from the
check, $60.00. the T.V. and the Carrolls
all dicappeared at the same time.

These people had on a previous oc-
casion rented a T.V. from us so we
weren’t expecting anv trouble.

Sincerely vours.
Gordon C. Prentice,
O\\vner

SURE  HOPE THIS DOES SOME
GOOD, MR. PRENTICE . . , If any oih-
er dealer has had a similar problem
lately please let us know and we will
publish the information. If there is
enough of the material it might be pos.
sible 10 set this up into a regular month-
ly feature. We will judge the sitnation
by future comments but thanks again
for the information and I hope it helps
some other dealer.

March 11
Mr. Donald J. Martin
Publisher
Modern Llectronic Service Dealer
618 South Weslern Avenue
los Angeles 5, California
Dear Don:

While looking through vour recent
issue it occurred 1o me that an evcellent
mailing piece for vour CSEA members
wonld be a copy of vour code of ethics.
You might even consider a blow-up of
thix page for use in dealer windows.

Please give my best regards 1o Keith
the next time vou see him.

Best regards,

F. J. Nataly. Manager
Distributor Advertising and
~ales Promotion

THANKS FRED for the interesting
note. h seems like a real good idea to

1962

me and 1 will certainly pass it on to
Keith as well as to individual chapters.
Merchandising our assets is certainly one
zood way to improve the dealer image
to the consumer. A code of ethics in a
mailer or blow up could do a lot of
zood.

Mareh 5, 1962.
Vr. Don Martin,
Associated Publications.
618 So. Western Ave.
Los Angeles 5. Calif.

Dear Don.

Here's some chapter news for vour
CSEA publication. The enclosed cireular
will give vou part of the information.
The + RTA Chapters involved. who have
heen having joint meetings once a month,
so the attendance will warrant obtaining
a good program, are: So. Bay. Los Cer.
ritos, Long Beach, San Antonia.

The meeting was advertised as open
to all TV technicians and dealers in the
area. We had an attendance of 160 men,
and you could hear a pin drop for 215
hours while Mr. Hooten gave his illus-
trated lecture.

Mr. Hooten was introdnced hv Mr.
Larry Aichinson, Service Manager for
Sues. Young and Brown, the L.A. Zenith
set distributor.

For some reason. these four RTA
Chapters have failed to give vou data on
their meetings. but, believe me. thev
have had some wonderful and informa-
tive meetings this past vear. Fach month
a different chapter is responsible for the
I)I‘Ogl'i“n.

Since vour magazine goes lo all deal-
ers. it would certainlv help the growth
of CSEA if these meetings were reported
to vou. | haven’t the answer as to how,
but I would be glad to work with vou on
the reporting. il vou like.

Very trulyv vours.
RoBert K. BursLey.

Thanks, Bob I have written up
this meeting in another part of this issue.
Whenever you have something, we will
be happy to use it.

Do You Want To Go
To The Seattle

WORLD'S
FAIR?

See Your
HURLEY ELECTRONICS
SALESMAN
TODAY!

MODERN ELECTRONIC SERVICE DEALER



dates

CSEA LOS ANGELES
CHAPTER TO FEATURE
COLOR COURSE

According to an announcement b
Mr. Hugh Wilkins, during the recent
Zone F Council meeting, the los An-
geles Chapter of CSEA will sponsor a
I2-week color course to hegin around
the middle of April.

Mr. Wilkins stated that Mr. Stan
Auerbach has agreed to put on this
program that will be designed to em-
phasize the practical side ol color serv-
icing along with a little theory. He
plans 1o get those attending into the
sets themselves rather than just lectures.
The 12-week program will consist of
215 hour meetings and the cost will
he around $1 per lesson. The exact
time of beginning as well as the place
will be announced in a special bulletin.

Al
Zone F Elects

TTe L] ~N .
Wilkins Chairman

The zone I" Council of the California
State Electronics Association elected Mr.
Hugh Wilkins as its chairman flor the
next vear at their recent meeting in
Loz Angeles. With 10 chapters being
represented at the meeting the new
chairman will take over at the next
regufar monthly meeting of the group.

Flected to the position of vice-chair-
man was Mr. Fverett Pershing for the
second conseculive vear. Mr. Harry
Midkiff was clected Secretary and Mr.
Harry Kivomura was named as treas-
urer of the Zone.

Directors will be voled on at the next
regular meeting but a report of the
nominating cominittee recommended
Ralph Johonott. Ron Keeley, Emmett
MefTord. Bob Whitmore. Don Reed and
Norm Shannon. Further nominations
will Le opened 1o the NNoor.

TWO NEW ASSOCIATIONS
CHARTERED BY CSEA

Two more chapters joined the grow-
g ranks of CEA in recent weeks. ac-
cording 10 Keith Kirstein. Fxecutive Sec-
retarv of CSEA.

Antelope Valley CSEA (includes Lan-
caster and Palmdale) named Mr. Phil
Wood. Custom Electronies, 33226 N. 6th
St., Palmdale, as their president and in
Santa Barbara. Mr. Rosco Low. of Low’s
Radio and TV. 535 Chapala, will head
that new group as President,

These two new chapters certainly have
our heartwarm welcome and best wishes
for the years to comme. CSFA is certainly
proud of them and happv to have them
with us.
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chapter news

Annual CSEA Meeting Set

For June 9-10 In Fresno

Unusual Program Approach To
Highlight Statewide Conference
States Kieth Kirstein

The Annual Meeting this vear is 1o be
held in Fresno in the Town and Country
Lodge June 9 and 10. In the past we
have had the Board of Directors and
Board of Delegates meetings and ban-
quet at the Annual Meeting. Also. we
have had speakers, sometimes manufac-
turer’s booths and attempted 10 have
technical and product information to
pass on to those in attendance. Most
local associations have manv such meet-
ings throughout the vear. This vear vour
committee leels that due to the need for
increased communications hetween asso-
ciation and problems developing in local
associations. we should have a different
format for the Annual Meeting. We will
still have the meetings of the two Boards
and the banquet. It is proposed that the
emphasis be put on assisting vour local
association. [t is planned that three
workshops be presented: one on associa-
tion meetings what the programs
should he). the second one on advertis-
ing. and the third will he vonr Appren
ticeship. A workshop is a type of an
organized “bull session” in which exper-
iences and information are passed on to
others and questions can be asked to
clear up certain points. The State Ofhice
is aware that there are many associa-
tions throughout the state that have real
fine programs, and it is the intent of this
meeting 10 share this knowledee so that
vour representalive can come back from
this meeting with new ideas on how to
improve vour local association. There
will be a resource person in each of the
group to assist in conducting these in-
formative sessions.

In the first two workshops. each asso-
ciation will have a representative who
will bring to this “roundtable” discus-
sion. a complete explanation of their
outstanding programs and their results.
to share with others. Your State Ofhce
is often sent adverlising material that is
being conducted on a local level. How it
is organized. what it costs and how effec-
tive it is, we are not sure, but feel that
in some cases it must he eflective for
there is continued usage. Those associa-
tions who have tried and experienced

certain problems in these ficlds will be
able 1o pass on to other associations sug-
gestions of the things to do and not to
do when planning such a program. There
will be more information on this sent
out in the verv near future, but, for
instance, it is felt that at this meeting
considerable information can be received
from associations who have been doing
outstanding jobs. such as San Diego on
on their advertising particularly. maost
recently on television; [Pasadena and
their monthly programs; Sacramento
and their hiring of an advertising
specialist. and many other activities that
are being conducted by local associa-
tions.

The third phase of the Annual Meet-
ing Workshop will be a mock Appren-
ticeship Committee. which will actually
go through the formation of a local JAC
in which there will be federal. state and
emplovee’s representatives there to assist
us in making sure that local associations
throughout the state will be well in-
formed on just what the JAC is. It is
felt that actually going through the
motions and actually setting up a sample
local JACU by all those in attendance at
the meeting, thev will be better prepared
to go back 1o their local association with
all the facts ahout apprenticeship.

The most important item will he for
vou to make sure that you have repre-
sentation at this two-day session in which
most of the time will be spent in helping
vour representative to gain knowledge
that will benefit vour association. Your
Delegate is required to he there and be-
cause of the amount of information to be
disseminated. it is felt that at least two
people from each association should be
in attendance. With the 7 new associa-
tions that are now in, I am sure that
both old and new will benefit by the
exchange of ideas and experiences. This
meeting will be designed 1o strengthen
vour local association, so START PLAN-
NING NOW!

A cordial invitation is extended to all
those members of CLSA who do not be-
long to any association, so that vou can
be prepared in the event an association
is formed in your area.



JOINT PROGRAM BRINGS
OUT OVER 150 DEALERS
TO HEAR COLOR TALK

Over 150 dealers throughout the Long
Beach area truned out at a joint meeting
of the South Bav. Los Cerritos. Long
Beach and San Antonia chapters of RTA
to hear Mr. Harry Hooten of Zenith
give a 2% hour illustrated lecture on
color servicing.

Mr. Hooten was introduced by Mr.
Larry Atchinson. Service Manager for
Sues, Young & Brown. Inc., the Zenith
Distributors in Southern California.

These four chapters present joint
meetings every month so that the atten-
dance will warrant the ohtaining of a
good program. Each chapter takes a turn
in producing the program and the sys-
tem has worked out verv well over the
past year.

This system has worked out very well
for these four chapter and it might he a
good idea for other chapters to consider
a similar co-operative program.

B & K Seminars
Draw Record Crowds

Early last month a series of dealer
seminars were presented by B and K. on
modern TV Servicing including color
and transistor, throughout the Southern
California area with record attendance
leing reported hy the distributors.

The seminars were jointly sponsored
by Wholesale Electronic Supply in Santa
Barbara: Radio I"roduct Sales. Inc.. Los
Angeles: Hurlev Electronics. Santa Ana:
Radio Parts Co., San Diegzo: Sonthwest
Wholesale Radio in Phoenix and Inland
Electronics in Tucson.

Featured during these meetings were
the latest unique and valuable tips on
new time-saving shorl-cuts explained by
factory experts. Also demonstrated were
the B and K Television Analvst and
Transistor Radio Analvst.

Brand l{eplu(‘(-menl
Survvy Now
Underway

Over 25.000 servicemen have heen
asked to indicate their brand preferences
in replacement components.

Brand Name Survevs, an independent
research organization acting on hehalf
of a group of manufacturers, mailed
questionnaires to the servicemen in late
February and early March. This is the
ninth consecutive vear in which the
survey has been made.

According 1o a spokesman for Brand
Name Surveyv. the information gained
in the survey assists manufacturers by
telling them how their products and
service might be improved.

PASADENA CSEA HOLDS INSTALLATION
BANQUET FOR NEW PREXY DAVE WYMAN

The PPasadena Chapter of CSEA recentlv held their annual installation banquet
in honor of their new president Mr. David Wyman of San Marino TV.

The annual event was held at the
Huntington Sheraton Hotel and was
preceeded by cocktails in the Mirror
room and dinner in the Wentworth
room.

Master of Ceremonies for the evening
was CSEA president Robert Whitmore
who introduced the guest speaker \r.
Jack Berman and his wonderful presen-
tation of the “Bedside Manner”. A spe-
cial added attraction for the evening was
the well known Las Vegas team of Louie
and Keely—protraved v Bob Dumes of
Grossman and Reynolds and Don Davitt
of HIFI Service doing “That Old Black
Magic”.

The other officers installed were: Mr.
Robert Kealey. Kealev TV, lst vice
president; Mr. Mustala Siam. Silwani
& Co.. 2nd vice president: Mr. William
Lawlen. Television Central. Secretary
and Mr. Phester Sheppard. Shepperaflt
Flectronies, Treasurer.

LOUIE AND KEALEY of TV and Las Vegas fame
were the hits of the evening. Portrayed by Bob

Dumas of Grossman aad Reynolds and Don
Davitt of Hi Fi Service, ‘‘that old black magic’
took on o new meaning for those attending.

. %
THE FORMAL INSTALLATION of the new presi-
dent David Wyman of San Marino TV was per-
formed by CSEA President Bob Whitmore. The

event took place at the Huntington-Sheraton
Hotel in Pasadena.

DINNER AND DANCING completed the evening
for the Pasadena CSEA Chapter members and
their wives. Widely acclaimed as the most out-

standing installation dinner of all time it is

going to be hard to top next year.

Statewide Apprenticeship
Program Moves Towards Approval

The sul-commitiee of the State Joint
Apprenticeship Committee (State JAC)
has been meeting regularly and has de-
veloped a set of sample standards to be
presented to the statewide JAC on April
2 in Fresno at the Town and Country
Lodge. Il the State JAC approves of the
standards set up by the sub-committee
on April 2, CSEA’s statewide Apprentice-
ship Program will be a reality. The
State Committee is made up of 5 em-

plovees. 5 emplovers. | Federal man, 1
State man. and local school officials.
Aflter this date information will be sent
lo various associations on how to pro-
ceed with each chapter’s program.

At the annual CSEA meeting in June,
the complete program will he outlined
in order to clarilv any questions in the
minds of any local chapters that may
not have answered by that time.

MODERN ELECTRONIC SERVICE DEALER



THIS IS THE SAME picture that appeared
in the Sacrame-=to Newspapers
foilowing the preseniaiion

of a gift TV by the

Sacramento CSEA Chapter.

Sacramento Group Aids
Senior Citizen's Center

One of the most outstanding examples
of what can be done through a good
public relations program came to light
recently when the Sacramento Chapter
of CSEA presented a free television to
the Senior Citizens Center in Sacra.
mento.

The actual presentation was caused hy
a series of events that began when the
chapter engaged the public relations
firm of Associate Consultants. This firm
took over its duties on February lst
with a statement by its Managing Di
rector Bert Clinkston to “be alert for an
opportunity of gaining recognition.”

The words hardly left his mouth when
the next dav an item appeared in the
Sacramento Union’s “Good Morning”
columns telling how personnel from the
center were trving without luck to pick
up a television set for the place.

Almost at the same time different
members of the Sacramento Chapter =1
spotted this item and the wheels began
to turn. With the aid of Mr. Clinkston
immediate action was taken by the
group and the TV maide available to
the center. This action resulted in a two
column picture of the Senior Citizens
enjoving their new set and full eredits
to CSEA Sacramento Chapter No. 1.
The story that accompanied the picture
was as follows:

TV for Senior Citizens
Picks Up Some Static

Things broke fast Wednesdav in the
case of a donated television set for Sac-
camento’s new Senior Citizens Center.
First an item appeared in The Sacra.
mento  nion’s “Good Morning” column
hv Kirt MacBride, telling how personnel
from the center were trving—without
Inck—1to pick up a television set for the
place. Next. the item was spotted at
nearlv the same time by several mem-
bers of Sacramento Chapter. California
State Electronics Association. trade or-
ganization of a number of local tele-
vision-radio dealers and repairmen.
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To help the elders out, Vern Berlog,
partner of Woodlake Village TV and an
association director, conferred with an-
other director, Darrell Petzwal of Petz®
wal’s TV, and Berlog agreed on behalf
of their group to donate the set. a floo
model on casters. Petzwal agreed to
supplv a set of ear phones and jacks to
give the hard of hearing easier listen-
ing, and an antenna, if needed.

HIGHER AUTHORITY

Over at the center they said this
would be fine.

Then Ralph Martin. Berlog’s partner.
delivered the TV set. But it seems a
fittle red tape stood in the way. Stafl
emplovees on duty felt that authorities
had to give it the official “OK’ and the
were not immediatelyv available.

Martin left the center with the sel
still in his truck. but he plans to make
another trv at giving it awav this after-
noon. Harry Renfree, in charge of the
center for the citv. said Wednesdayv
night there will he no obstacle today.

“We'll take anvthing like that we
can get.” said Renfree. “ht shows peo-
ple’s hearts are in the right place.”

Good public relations can not be over
looked if we are to build a stron
healthy service industry that demands
the respect of every community. The
case of the Sacramento chapter is not
one that stands by itsell hecause almost
every chapter of CSLEA has some form
of program that is similar. The differ-
ence is that this completely unselfish
action resulted in consumer publicity
that will, in the long vun, build the
strong unity and organization we are all
working to produce.

The public certainly learns of all the
dirty linen that is exposed bv the 7%
of our industrv so whv not let them
hear some of the gzood. Thev will never
know unless something is done to make
these thines better known. Take advan.
tace of situations that will place ou
industry and CSEA in the limelight.
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LET’S

GET

THE RECORD
STRAIGHT

A JFD competitor is currently circulating the
“unbiased” antenna amplifier comparison chart
shown on the right. This enlightening analysis
(not surprisingly) claims the competitor's
amplifier superior in every respect.

However, my competitor overlooked (?) one
important detail.

HE CONVENIENTLY OMITTED THE
JFD TRANSIS-TENNA AMPLIFIER.

I am not surprised, but | am disappointed at my
competitor's oversight.

Just for the record, only the JFD transistorized
amplifier has the unique and desirable feature
of mounting directly on the dipole terminals at the
point of lowest noise level. It is available as a
built-in part of 16 JFD Transis-tenna antennas.
It is also used as an ‘“add-on” amplifier that is
universally adaptable to any other antenna be it
inline Yagi, conical or otherwise. !n my opinion,
this versatility makes the Transis-tenna the best
of the “add-on” amplifiers.

| had believed that the members of the antenna
industry had outgrown the need for such so-called
“authentic” comparison charts. At this point,
however, | feel that every distributor and dealer
is entitled to know the complete story. So with
apologies to our competitors, we are reproducing the
data from his chart with the JFD features added.

I invite your review of the now complete analysis.
Judge for yourself which is truly the best “add-on”
antenna amplifier in value and performance.

JFD ELECTRONICS CORPORATION

Clasd Fntocl

Edward Finkel,
Vice President — Sales

Open this flap for the complete
“add-on” amplifier story...



HERE IS THE ANTENNA AMPLIFIER COMPARISON CHART

THIS IS THE ANTENNA

AMPLIFIER MANUFACTURER
WHO MADE THIS TEST g

ANTENNA AMPLIFIER
COMPARISON
CHART

COMPETITOR A

N

List $29.95 plus Batt.

COMPETITOR B
List $44.95

COMPETITOR C
List $39.95

...WITH

JFD TRANSIS-TENNA

$36.95-AC and $34.95-DC List

S

AMPLIFIER

1. Average gain, low band 13 db 4 db
2. Average gain, high band 14 db 7 db 9.5 db 135 db 15db
3. Average VSWR, input 1:1.5 1:2 1:2.5 1:2 1:1.4
4. Average VSWR, output 1:1.5 1:2 1:3 1:2.5 1:1.4
5. Balanced input & output ferrite NO NO
transformer WES (INPUT ONLY) |  (INPUT ONLY) YES NO "‘—l
6. High pass input filter YES NO NO NO YES
"7. Channels where amplifier phase
shift hurts picture pqualit)? NONE CH.2 3, 4 Ch.2,3 CH.2,6 NON E
8. Uses MADT 4-lead (VHF) transis-
:pr with high gain, low noise YES NO NO NO NO e
igure
9. Designed with enough power to ]
drive up to 6 TV or FM sets YES NO NO YES YES
10. Two section power supply filter YES NO YES NO NO .—'—{
11. Circuit stability (won’t oscillate) | EXCELLENT FAIR POOR GOOD EXCELLENT
. AC receptacle on Power Supply
for plugging in TV YES NO NO NO NO
2. Polarity and Gain Control switch YES NO NO NO NO &
3. 3-way amplifier mounting rNESSTg[T_?_EgA\A?LLEYN
bracket that is easily mounted
$nyplace from antenna boom to YES NO ARN,_':PMLCI)[;-IEES [!-SRCI)?,&' YES NO
v
og ANTENNA)
4. Rectifier, filter condenser and BATTERY TYPE
power transformer in power unit
ir}§f(ead of up on antenna am- YES POWER SUPPLY YES NO YES
plifier
5. Electric Power Supply with AC
™ isolaflon t_raﬂsfoyggr YES NO YES YES YES \
6. No-strip terminals on both input OUTPUT OF
and output of amplifier and YES YES YES NO
| power supply AMPLIFIER ONLY
7. Number of set outputs on power
el 2 4 4 2 4
1. List price 34.95 29.95 + BATT. 44 95 39.95 $36.95-AC and $34.95-DC List
2. Dealer net price 20.97 19.00 + BATT. 28.77 26.63 A
3. Compact, set-up display carton YES NO NO NO YES
| 4. Nationally advertised to your
| customers YES NO NO NO YES
5. Cost per year to operate 27¢ BAAq[,—-::Eé\,__-SgLi%g[?A 27¢ 27¢ 27¢

HAT COMPETITION FORGOT (?)

THE JED SPECIFICATIONS

transis-
tenna

Ferrite transformer is used in JFD amplifier input only.
Not needed in output because the output circuit has
been designed for 300 ohm balanced operation.

MADT denotes “micro-alloy diffusion transistor” pro-
duction technique. JFD uses PADT denoting “post-alloy
diffusion transistor’’ production technigue. Both types
are 4-lead VHF transistors with high gain, low noise
figures.

JFD power supply is designed to provide more than
adequate filtering under standard load. Why use two
filters when one better filter will do as well? With the
bonus of fewer parts that minimize servicing needs.

Why add something not really needed? Almost all AC
outlets are duplex types nowadays. Besides, power
supply and amplifier will always remain ‘“‘on” if TV
set is plugged into built-in AC receptacle. JFD “sen-
sible”” engineering provides you with “on-off” switch
so amplifier can be turned off when TV is not being
used.

No gain control is needed in JFD amplifier since it is
designed and tuned for maximum gain on all channels
at all times. Moreover, if a local signal is strong
enough to require attenuation, why penalize all the
other channels by turning down the gain control?
Instead, JFD engineers recommend that the service-
man pad the offending channel only, leaving all the
others to come in with maximum gain.

Neither is a polarity switch needed. Polarity is set
at time of installation. Why offer the TV viewer a use-
less polarity switch? If he or one of the family should
accidentally reset the switch, it means a needless call-
back at the serviceman's time and expense.

It's common sense to provide a minimum of neces-
sary operating controls for the use of the consumer.
The fewer the controls the smaller is the possibility of
trouble with consumer handling of unit. This is part of
JFD engineering philosophy.

Because the best place for the amplifier is at the
antenna terminals. Why defeat the very purpose of an
amplifier by attaching it any place but the right place?
— at the point of highest signal-to-noise ratio — the
antenna’s take-off points. Be it single-driven, twin-
driven, stacked-conical, Yagi or any other antenna de-
sign, that’s where the JFD amplifier goes.

No-strip terminals are used only on output of JFD
amplifier and JFD power supply. The input to JFD ampli-
fier is effected through indestructible heavy gauge
solid aluminum busbars which attach directly to an-
tenna terminals. (One less potentially troublesome twin
lead connection.)




...AND HERE ARE SOME MORE EXCLUSIVE transis-tenna

...................

AMPLIFIER FEATURES OUR COMPETITION NEGLECTED TO MENTION!

JFD supplies 300 ohm male JFD power supply employs JFD multi-set distribution

and female twin lead on-off switch for viewer's system uses fow-foss ferrite
connectors for 4-set W convenience and use when \ core transformer circuit...
[0 d operation or to provide \ set is shut off. (Also used 0). not lossy resistor design
e § four different locations

by competitor A) such as that of our
where set(s) can be used. competitor's.

6

\ N T NS _
] \\\\\\ ‘o JFD amplifier is corrosion- 1 l ” |||] ~ Only JED offers choice of ~ _ Only JFD provides you with
el ; \., [resistant. It is constructed | 125 AC ‘or DC operated amplifier "*’,y ~ the widest selection of
( = of aluminum busbars, -, {exceflent for accessible (9 electronic Transis-tenna
k/\ v butyrate housing and an = g% attic installations). antenna-amplifier-
-‘, \\ iridited steel terminal plate. L ] o dtllstribultion systems
73 TN | Y that helps you make every
N | r‘ antenna sale a profitable

Transis-tenna sale.

Only the JFntransis-tenna amplifier integrates
~ itself into your antenna system

The Transis-tenna is the only amplifier designed to be an electrical and
mechanical built-in part of the antenna.

JFD mounts its amplifier at the point of highest signal-to-noise ratio.
You do not attach it to the mast, or the crossarm, or at the set—but at
only one place, the right place—directly to the antenna take-off points.
That is why you get no makeshift straps, clamps or brackets with the
Transis-tenna. And for all-new antenna installations, JFD offers you the
choice of 16 different Transis-tenna systems complete with integrated
amplifier, antenna, power supply and set-coupling units. You pick the
right electronic antenna package, perfectly matched to the location.

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

amplifier converts any antenna
type into a truly electronic .

antenna system! S I

BARS

%
The Transis-tenna amplifier mounts directly to the take-off points of any *Ln‘ STACKED
BROADBAND

antenna in 30 seconds. ARRAY

JFD invites your on-the-job comparison of the design and performance advan-

NUW g PROVE THE TRANS'STENNA,S tages of the Tr.ansis-tenn.a. See for yoursglf why more quality-cpnsciws, per-
SUPERH]R PERFORMANCE -m YOURSELF' fT(Jr;r::ir;ie;?];s;ls:Isi,ﬁsrr.oflt-consmous service-dealers are switching to the JFD

THE BRAND THAT PUTS YOU IN COMMAND OF THE MARKET
é'e:é'é YOUR JFD ELECTRONICS CORPORATION
JFD DISTRIBUTOR 6101 Sixteenth Avenue, Brooklyn 4, N.Y
TODAY FOR JFD Electronics-Southern, Inc., Oxford, North Carolina
transis_ tenna JFD International, 15 Moore Street, New York, N. Y.
JFD Canada, Ltd., 51 McCormack Street, Toronto, Ontario, Canada



by

F. J. Nataly
Mgr. Dist. Sales
Prom. & Adv.

General Electric Co.

-..and you'll find you bave all the

elements of a fine promotional

program rz;gbt i your own J‘/)OP

Here are the basic elements of any selling situation: . . .
Sustain interest . . Build desire . .. Create conviction . . .
and Urge action.

And, the real point is not what vou sell or how deeply
vou helieve in its value . . . but how vou present your case
to others.

Do you put yourself and vour products belore the public
a little better . . . a little more attractivelv . . . with a little
more “Schmaltz” than vour competitors? Or. in two words.
do vou THINK PROMOTIONALLY ?

To sell more parts and to service more sets. you must
think promotionally. You must develop the habit of thinking
promotionally. You must examine evervthing you think of,
evervthing vou see and hear from the viewpoint of promoting
voursell. You must think like a brass band!

l.et me take a few minutes to emphasize how important
it is to train your mind to think habitually. Let’s take a few
examples of people who do this in other lines of work.

I was at lunch with a newspaperman one time when we
heard in a radio newscast that a schoolhouse in Texas had
blown up killing several hundred children. My friend’s first
thought was: “What kind of a headline will | write on that
story?” This man is not particularly hard-boiled. He has
kids of his own, and I dare sav le is as sensitive and human
as any of us. But he is in the habit of thinking evervihing in
terms ol news.

A doctor views people through the eves of medicine . . .
engineers think in engineering terms. You probably have
heard them even speak of the human body as a machine.

Of course, unless you devote all your time to advertisin
vou will never fully develop habitual thinking. but with a
little conscious effort at first, vou can pick up the knack of
thinking prometionally.

For example, when a distributor representative calls on
you to sell you a new line of electronic parts, try thinking
of what he has to offer in a little dillerent light than vou
might normally. Ask voursell. “How could | use this product
to promote my business?” Is it something vou could display
i vour window? Does it have consumer henefits that are
worth advertising?

Actually. everything vou see and hear can be analyzed for

MODERN ELECTRONIC SERVICE DEALER



ilg advertising content. And 1o develop the habit of analyzing
things rom this standpoint vou have to begin by making a
conscious eflort. '

Sometimes this conscious effort is forced upon a fellow.
I 'know of a neighhorhood meat market that had heen doing
fhme for years. Then finally a huge supermarket. with a
meat department twice the size ol the neighhorhood store,
was built about a block awav.

To.sluy in business, the neighhorhood merchant was forced
to think promotionally. First he made a promotion of har-
bv.cue specialty culs together with barbecuing tips
printed in a little pamphlel. Fverv week he had a new idea.
As | said, he had to have new promotional ideas. The end
result was he did betler than ever.

In vour lhllsille§s. vou must develop the habit of regarding
a customer nol just as a man with a technical problem
which von can solve. You must also think of him as a po-
tential source of husiness. Il von don’t do this now. then
vou'd hetter start. ‘

You may decide when vou finish this article that from
now on you wil think prometionally. But developing the
hahit 1akes more than that. It takes more than thinking
about it just once. One way to make your mind continue
thinking promotionally is to read about advertising and
promotion ideas.

In case vou are not familiar with it, there is a publica-
tion put out bv the federal government called “Small Mar-
keters Atds.” You can get this simply by writing 1o the
Small Business Administration, Washington 25. D.C.

A recent copyv leatures an arlicle called “Advertising
for Profit and Prestige.”” And here is what this one partic-
ular article gives vou:

Definition of Advertising

First. a definition of advertising in terms ol the small
independent husiness man:

“One owner of a small business recently expressed his
views on advertising in this fashion: He said. ‘Yes. T adver-
tise. | place ads in a newspaper; sometimes | send ont flvers,
and occasionally T buv a few spots on radio —now and
then on TV. My ad tells people what I’ve got 10 sell. That’s
all there is 1o it, isn't it? There is no mvstery to adver-
tising.’

“Well. advertising is an art. True there’s no mysterv to
advertising. but there is an art to it. Yet this fact is all 100
frequently overlooked by small business advertisers.

Many of them. in fact. appear to spend their advertising
without much reflection. Blithelv unaware of the need
nd it with much care, thev seem to feel that anv slap-
hurriedlv-conceived ad will bring in customers and

its. Advertising for sake of advertising is a dangerous

{ expensive delusion.

‘You might protest that vou have lots ol customers .

at they come in and buy . . . and so nothing much can he

rong with your ads.

“But think again. How do vou knew that the right kind
of ads might not attract customers with larger spending
ability? How do vou know that the right kind of ads might
not sell those higher-priced jobs? You don’t.”

Why do vou advertise? You advertise to let people know
vou are in husiness . . . 1o let them know what you’re sellin

. 10 keep vour name belore the customers, potential cus-

tomers as well as present ones and 1o make special
offers on special oceasions. Tn addition. vou advertise some-
times hecause vour competitor advertizes.

These reasons for advertising. however. are hardlv even
the beginning. For these reasons must be converted into
action which calls Tor some difficult decisions by vou.

To do this, the larger companies have marketing research
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organizations. These statistical departments search out fhigures
which precisely define the markets for certain products or
services. The average service dealer cannot afford to spend
greal suins of money or iong periods ol time on market
research. But he must know his market and T am snre
that you know vour market much better than [ do.

Practice Promotional Thinking

~Here is a way you can practice thinking promotionally.
or the more you learn about your market, the more von
will easily and naturally think of ways to reaching customers
with advertising messages.

Here's another example of how to think promotionally.
You know, of course, that every satisfied customer is a po-
tential advertising agent for von. Human natnre being
what it is. that statement almost goes without saving. Bul
how many times have vou aciually tried to develop a corps
of satisfied customers as such? | dare sav you do their
service work and take pride in what you have done for them.
But have you actually merchandised the fine work you have
done? Have you ever. in some fashion, encouraged vour
customers to speak up in vour favor when the proper
moment comes? It’s worth thinking ahout.

Another way to help voursell think promotionally is to
examine carelully all the merchandising aids that are made
available to vou by manulacturers and distributors.

Although the chaices are that a number of them are not
suitable in your particular circumstances, | would like to
point out that it is well worth while studving ten ideas to
find one good one. Il we in our advertising work at General
Llectrie could hit an idea ratio like that, we’d he tickled
to death. So don’t miss any hets—remember, the more vou
think abont advertising. the better chance vou have of com-
ing up with some whiz-hang ideas. There’s a lot of material
here. For instance, do vou realize that my companvy alone
makes available to vou more than 150 different service dealer
aids?

Planninng A Program

Planning is important. though often diflicult and time-
consuming. Bnt the reason | sav it is important is that a
one-shot ad or radio spot or sales promotion project makes
a very. very small dent in the sales resistance of potential
customers. (Ine blow with an axe will not hring down a
tree, unless it be an exceedingly rotien tree. But a continu-
ous series of blows. each one no harder than the others, will
bring home some firewood. The same is true of advertising.
The force of advertising does not merely add with repeli-
tion——it muhtiplies.

The dilliculty you face in a long-range continuous adver-
tising program is the cost. A large. high volume company

let’s sav a tobacco company. oil eompany or scap
concern . . . can afford such a program. In lact. they cannot
afford 10 do without continnous advertising. But in vour
circumstances, vou munst make each advertisement or pro-
motion pav for itsell. You hope. of course. that it will do
more than pav for itsell. But even il it does not, you still
will gain the long-term advamage ol having brought vour
name hefore the public. The more times vou do this, the
more husiness vou will draw—though in many cases you
mav not be able to velate it directlv to the action message of
any one particular ad.

Think promotionally. Perhaps vou feel vou are doing very
well without anv advertising or with just a little advertising,
But did yvou ever think how much better vou might be doing
if vou were to expand vour advertising or improve what vou
are doing? You must continually ask voursell specific ques-
tions like this.

(Continued on Next Page)



HOW TO THINK PROMOTIONALLY

Now let’s get down to some hard thinking on a program
which will hoth do vour business some good and keep you
thinking promotionally. Probably most of vou take inven-
tory of vour stock. For a change, take inventory ol vour
services and how vou promote them.

First. develop vour shop’s personality. A shop can have
a personality just as well as a man. And people respond to
the personality ol a shop. If it is a pleasing shop personality,
people are attracted. Il it’s displeasing, people are repelled.
You know these things, and probably vou keep the shop
tloor swept, the walls painted and the window dusted. But
even so, now that we are starling a campaign to think
promotionally. it will not hurt to go over evervihing again.

Take a look ai the exterior of your shop. Take a good
long look and decide if it reflects a pleasing personalitv.
Check the visibility of identifying signs, the physical con-
dition of the building, the decoration of windows and doors.
Does it have an action message that makes people want 1o
come in?

Now walk inside as though you were a customer. What do
you see? Is the stock that’s visihle neatly arranged? Is liter
ature from manufacturers available and pleasinglv displaved?
Are customers greeted by someone pleasant? Ave the bills
and letterheads and other things that come to the cusiomers’
altention pleasing ?

Go through all those points with an active mind . . . with
a view 1o searching out wavs to improve vour shop’s person-
alit

Bedside Manner

Next point:

You know that doctors often are known bv their bedside
manner. And in fact, many doctors’ fortunes rise and fall
with their bedside manner. | =uggest that vou need a good

“set-side” manner when vou go into a customer’s home.

Allllough vou know this, | think you should review vour
“set-side” manner in the light of (Ievelopmg the habit of
thinking prometionally. So. take a few minutes to check over
just what happens when vou and vour men go into a cus-
tomer’s home,

Are vour tools, tool kit and tube caddy neat and proles-
sional-looking? 1)o vou assure the customer you will do or
have done all you can to repair his set satisfactorily in hi
home? Do vou offer a replacement set if vou find yon have
to pull his? Are you carelul of the customer’s furniture and
rugs? Have you explained things so the customer feels
confidence in you?

You must review each question to know whether or not
you have a good “set-side”” manner.

Business Image

Let's examine your business image. No one ever has a
business image which can’t lie improved.

First, vou must have sound and [air service policies and
rates. And vou must make these known 1o your cusiomers.

Second. here’s a little exercise that will start vou thinking
promotionallv. Find a gimmick.

\s an (’\dnll)]f‘ ol what 1 mean, although perhaps not the
best examplv in your circumstances. do vou remember the
impact of “MAD-MAN MUNTZ"? There’s a combination
title and phrase which was carefullv designed to he re-
membered and it is remembered.

There’s an upholsicrer in the town where | live who calls
himself “Dan, The Seat-Cover Man.” He uses this on his
signs, his billheads. his newspaper ads. and his business
card. It’s a sort of a trade mark.

Those ol vou who are amateur radio operators prohably
will know of the ham dealer who goes by the name of “Uncle
Dave” in Albanv. New York, He even uses this gimmick as
a cable address. written all as one word,

HURLEY ELECTRONICS HURLEY ELECTRON!
1429 South Sycamore 1501 Magnolia 501 East Date Street
Santa Ana, California Long Beach, California  Oxnard
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BUY THE BRAND THAT IS
“RLL-WAYS NEW!

Zenith TV Picture Tubes are 100%
NEW from face plate to socket, assuring N
ybu of the highest quality and performance

for every replacement need. Remember,

Zenith leads to long life and finest picture quality.

"AVAILABLE IN MOST POPULAR SIZES

SUES, YOUNG & BROWN,

For your convenience, Zenith parts and tubes, in or out of warranty,

ENITHN

N

INCORPORATED

are available from the following parts distributors

CS HURLEY ELECTRONICS GROSSMAN & REYNOLDS ANDREWS ELECTRON
1900 West Valley Boulevard e
Alhambra, California

ELECTRO:
1500 West Burbank Boulevard 2483 - 3rd
Burbank, California Riverside, (

MODERN ELECTRONIC SE.



Trv to think up such a gimmick for vourself. You may
never arrive at one vou really want to push. But you will
have exercised vour noodle in some prometional thinking.

As a matier of facl. a good example of a gimmick is the
bear symbol that is the CESA oflicial emblem. Actually, it
is more thaun a gimmick. It is a symbol of integrity.

Participate In Your Commaunity

Another big area of activities that will improve vour
business image is participation in community aflairs. You
may belong to service clubs, contribute to the Red Cross,
and buv Girl Scout cookies. However, those are merely pas-
sive communily actions. What 1 am relerring 1o are aclive
and positive actions. This isn’t the Army; don’t be afraid
to volunteer. You sav vou have no time? Well, vou know
the old saving: |l vou want something done, give it to a
busy man.

There is a lot of good sound psychologv in that old saw.
For a husv man is one who is active. And activity can be
as much a habit and wav of life as passiveness. Obviously,
some people, by their nature. will he more active than
others. But anyone can develop active community participa-
tion lo a certain degree.

Why community activity? What does it buy you? Well,
the specific results may he hard to measure at first. But, in
the first place. if you develop an interest in the welfare of
vour neightbors and your community, you may be sure that
vour neighbors and vour commumity will develop an interest
in vou. They will like you and respect vou.

And along with liking and respect will come contacts.
Remember. the more people vou talk to, the more you learn.
Participation in community aflairs will improve your person-
ality. your stature in the community. and your interest in
life. And | would he verv astonished if someone could prove
to me that it will not. in the end. improve vour husiness.

You must be sure that vour promotion efforts are eflicient.
I hardly need tell vou that it is all 100 easy to fritter away
your advertising money in scattered actions that do you
no good.

To avoid this vou must regard advertising expenditures
as investments.

The hest wav to get into this efliciency frame of mind is
to set up a budget. This may sound like a waste of time. But
il you regard vour advertising money as an investment, then
vou must spend some time planning how to use it. After all.
when one invests in the stock market, he thinks and plans
before he purchases.

You must do the same with all vour ad money. T know
that it may he diflicult to plan an entire vear's promotion
effort, because many things will come up suddenly that re-
quire fast action. But vou can at least set up a frame-work.

Mayhe vou want to plan to have some kind of promotion
say once a month. Perhaps vou have discovered just where
vou want to place vour advertising messages—and so now
the thing to do is to plan how much monev you’re going to
spend in that area in the coming vear. As [ mentioned bhe-
fore. vou must do some market research to promote effi-
ciently. And again. you must keep track of the results of
your promotion work.

It is sometimes diflicult to know how to promote new TV
and radio service husiness. There isn’t any magic formula.
The method will vary in each town . . . and with each
service shop.

As vou develop the habit of thinking promotionally. you
will find that you will begin 1o promote more effectively.
Your door and vour store window will be attractive. You
vill be using the business aids you get from distributors and
aanufacturers. You will be participating in the cooperative
programs. You will he promoting a theme . . . and usin the
principle of repetition. You will he merchandising vour
assets instead of just letting them lie on the shell.
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Federal Reserve Bank
COMPARATIVE SALES INDEX
of Department Store Volume

Percentages of changes in the value of Department Store sales
for the periods shown are compurisons with the corresponding
periods a year ago. Figures are taken from the weekly reports
of the Federal Reserve Bank . . . Statistics being what they
are, we remind our readers that in interpreting these figures the
significance may sometimes be affected by an unusual situation
of one or two years previously: by special holiday selling
periods which may not coincide one year with another; and
other pitfalls to the analyst. With this caution in mind, this
mon(tlhly chart is an excellent weather vane of the retail sales
trends

THE PACIFIC AREA

% CHANGE FROM SAME

(12th district) PERIOD LAST YEAR
Metropolitan Area, One week 4 weeks Cumulative
Center or FRB district ending ending from Jan. 7,
Mar. 10 Mar. 10 Mar. 10
LOS ANGELES-LONG BEACH AREA 0 + 7 + 5
DOWNTOWN L.A. 8 3 1
WESTSIDE L.A. 0 6 4
SAN DIEGO AREA 3 +14 22
SAN FRANCISCO-OAKLAND AREA 2 + 4 + 4
SAN FRANCISCO 3 1 4+ 2
OAKLAND 1 5 + 5
SACRAMENTO AREA 3 13 +13
SAN JOSE AREA 6 0 + 2
PORTLAND AREA 3 3 + 4
SEATTLE AREA 12 + 7 + 9
TACOMA AREA +18 3 + 6
SPOKANE AREA 1 11 +9
SALT LAKE CITY AREA 8 2 + 5
TWELFTH DISTRICT + 1 + 6 + 6
UNITED STATES 6 " 3

A SPECIAL SERVICE FOR . . .
CSEA MEMBERS!
&
THEIR EMPLOYEES

GROUP LIFE INSURANCE

and

COMPREHENSIVE MAJOR MEDICAL
EXPENSE BENEFITS
PLAN

Issued and Underwritten

by

Woodmen .\ccident

The
o ~ Protecting
and Life Company Hand
Lsncoln, Nebraska ®

A MUTUAL LEGAL RESERVE COMPANY + ESTAGBLISHED 18950
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TEN GOOD REASONS WHY CALVIDEO
QUALITY + ECONOMY =DEALER PROFITS

l(l
l

3 ) ALUMINIZATION: High vac- T INTERNAL CONDUCTIVE

PHOSPHOR SCREEN: The
technique for screening
used by all manufacturers
throughout the world was
developed by the President
of Calvideo Electronics, Mr.
Stephen Tidik in 1939, Cal-
video utilizes the giant auto-
matic settling belts used by
only a few manufacturers in
the U.S.A. This assures pre-
cise control of phosphors,
and finest picture quality.
(Every tube contains 100%

new screens).

7 GLASS ENVELOPE: From in-

coming inspection the bulb
receives ten (101 glass in-
spections before shipment.
Glass stains are reduced as
the Calvideo plant is thor-
oughly equipped with over-
head conveyors to avoid ex-
cessive handling.

uum automatic aluminizing
equipment assures consist-
ent sharp contrast. Ad-
vanced lacquering and alu-
minization controf tech-
niques offer high brightness.
All tubes- are 100% newly

aluminized.

COATING: A positive con-
nection between the anode
and electron gun is provid-
ed by Calvideo's newly de-
veloped imported graphite.

ELECTRON GUNS: Guns used
by Calvideo are manufac-
tured exclusively to meet
the high O.E.M. standards,
utilizing a (.025} aperture
opening, allowing a 34%
over all improved focus and
resolution.

PIN SOLDER: Callbacks due
to ‘open pin connections”
dramatically reduced. The
new Calvideo pin soldering
technique extends solder far
up info pins—offers maxi-
mum contact with wire.
(Crimping and soldering will
be a thing of the past.

@ FACE PLATE: Each face plate

is inspected a minimum of
ten (10} times throughout
production and polished
with high speed optical
equipment to eliminate dis-
tractful viewing surfaces.

Every Calvideo picture tube
utilizes 100% new Phosphor
Viewing Screen; 100% new
Aluminization; 100% new
Internal Conductive Coating.
Calvideo is the only inde-
pendent that has or can
make this statement.

cmsn: The new Calvideo

electron gun uses a special
‘'getter’ dispenser ring
which contains 4%: times
more geter material than
the old stirrup type getter
used by other tube compa-
nies.

@ruas SOCKET: Calvideo's

new innovation, *Epoxy Re-
sin Cement,”” has perma-
nently eliminated loose sock-
ets.

TUBE-T! )TER AS A BONUS FEATURE ALL CALVIDEO TUBES COME PACKAGED IN THE NEW EASY TO HANDLE “TUBE TOTER" CARTON.

PATENT PENDING

Calwdeo Electronics Inc.

* the largest independent picture tube manufacturer, supplying the replacement field

CALVIDEO PICTURE TUBES ARE SOLD ONLY THRU AUTHORIZED DISTRIBUTORS — FOR INFORMATION REGARDING
YOU NEAREST DISTIBUTOR, CALL OUR SALES DEPT., NEVADA 6-0741 IN COMPTON, CALIF.

MODERN ELECTRONIC SERVICE DEALER



DEMONSTRATING OSCILLOSCOPE TRACES . .
on closed circuit TV is Mr. Charlie Wack of RCA
during a recent color program sponsored by RCA
Victor Distributing Corp. in Los Angeles. Mr.
Wack is a Field Service Engineer for RCA and
a color service speciolist.

RCA HOLDS SECOND
DEALER COLOR SEMIN AR

Part two of RCA Viector Distributing
Corporation’s color servicing technigues
was held recentlv with well over 200
dealers in attendance in each of two
presentations.

The program. moderated by Walt
Pasuer, Nanager Electronic Parts De-
partment. included a dvnamic demonstra-
tion of actual service problems encoun-
tered in the field and how to tackle
them by Mr. Charles Wack. RUA Field
Service Engineer. Mr. Wack nsed a
closed circuit TV set-up to show Oscil
loscope traces on a 23" moniior in his
demonstration,

This part of the program was fol-
lowed by Mr. E. A, Hilderbrand. E.E.
RCA Victor RV Product Performance
Specialist of tndianapolis. Indiana. who
discussed the technical and psychological
approach to color servicing and what
test equipment to nse. when and how

These two speakers were then ashed
questions from the floor hefore adjornrn.
ing to the refreshments.

FOLLOWING THE COLOR SEMINAR PROGRAM
. these RCA Executives took time out to

answer questions of the over 200 dealers that

ottended. Standing (I to r) Mr. Jack L. Hoffman,

Charlie Wack, Andy Hilderbrand and Walt

Pasner.
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INDUSTRY NOTES

WESTERN ELECTRONIC WEEK
'63" BEGINS TO TAKE SHAPE

Plans for Western Electronic Week
“63” are beginning to take shape as the
Board of Distributors met for the first
time last month.

Under the direction of President Cap
Kierulfl. Mr. Frank Eckert was named
as chairman of Western Flectronics
Week. Mr. Norh Dean as chairman of
the Pacific Electronic Trade Show
Charles Silbev as executive vice presi-
dent of the organization and Mr. Bvron
Perkins as Business Manager and shov
coordinator.

It will be the duty of this nain core
of men lo set their ditferent committee
chairman and make sure that evervone
carries ont the duties assigned to him.

The first oflicial action of the Board
of Directors was to set the dates for
Western Flectronic Week as February
1-10th. 1963 with the show dates slated
for Februarv 8. 9. 10 at the Shrine
Ixposition Hall in downtown Los An-
geles.

Further action of the board included
the election of one additional hoard
member. Mr. Don Martin, publisher of
Modern Flectronic Service Dealer Vaga-
Zine.

TV Picture, Receiving
Tubes Sales Up in January

Factorv sales of hoth TV picture and
receiving tubes increased in Januar
over December totals. according to latest
figures released hv the Electronic Indus-
tries Association’s Marketing Data De-
partment.

There were 802,061 television picture
tibes sold in January worth £15.625.30 1
and 29.592.000 receiving tubes valued
at $24.789.000. In Decemher. 709.356
TV picture tubes and 20.052.000 re-
ceiving tubes were sold with an accrued
revenue of $11.099.555 and $25.084.000,
respectivelv.

In January 1961 picture tubes totaled
707.833 worth £11.130.602 and receiv-
ine tubes. 26.313.000 valued at $22.
227.000.

FIA's latest fignres for tubes appear
below :

Television Picture Tubes

Units Dollars
lanuarv 1962 802.061 $15.625.3011
December 1961 709.556 11.099.555

Januarv 1961 707.5:
Receiving Tnbes

Units Dollars
20.592.000 $2:1.789.000
29.052.000 25.081.000
26.343.000 22.227.000

14.130.602

January 1962
December 1961
January 1961

LOS ANGELES
GUESSES 1CE MELTING
TIME AT PETS

REP

Jere Davis. advertising and sales pro-
motion manager (lLeft) of Ungar Elee
tric Tools, electronic division of Eldon
Industries, Inc. presents J. T. “Jimmy”
Walbert. sales representative for the
Lawrence Shriver Company ol Los An-
geles a $100-check as first prize for
guessing the approximate time it look
an Impexial soldering iron handle to
drop from iis frozen, “pid. way position
within a 310-pound block of ice during
a unique trade show contest ICC(‘HI])
sponsored by the company.

Do You Want

i New

FORD
ECONOLINE
DELIVERY
VAN?

See Your

HURLEY ELECTRONICS
SALESMAN
TCDAY!
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Second Bi-Annual Invitational E.RA.

Palm Springs Conference A Success

E.R.A’s Palm Springs Conlerence
kicked off 1o a widely publicized Western
Electronics Week in Southern Califor-
nia.

Thirty-five member companies of the
Distributor Division of the Southern
California Chapter of E.R.A. played hosl
to 90 manuflacturers and 57 distributors
at the Palm Springs Riviera Hotel, Feb-
ruary 3-0.

Total attendance exceeded 450 people.
Distributers and manufacturers actively
participated in 37 pre-arranged morning
conference periods at the hotel’s Medit-
terranean Room. The sunnv alterngons
were used for informal meelings. a
ladies’ lashion show. tour of four prom-
inent local homes as well as a high
spirited goll tournament. The evenings
were the social highlights of the Con-
ference. consisting of a Get-acquainted
evening Saturday. Western Night on
Sunday and finally a colorful Swiss
Night on Monday.

At the final luncheon on Tuesday
immediately aflter the husiness sessions
a Grand Prize drawing was held in
which the participating distributors were
eligible 1o win a Chevrolet Manza sports
coupe, Packard-Bell Color TV set, I’olar-
oid land cameras, and a case ol cham-
pagne.

The enthusiasm ran high at both the
business and social affairs, Manuflactur-
ers were competing to sce who could
write the most orders, and all found the
conference even more rewarding than
the first conlernce held in 1960.

»—>

THE CONFERENCE'S GRAND PRIZE was won by
Mr. lrv Phillips, Pacific Radio Exchange on the
far left. Presenting the prize is Mr. Jack Carter
general chairman of the ERA Conference. Mr.
Phillips wife, Pauline, joined her happy hus-
band for this picture.

PARTICIPATION AT THE PALM SPRINGS CON-
FERENCE won for Mr. Jim Reynolds of Westera
Radio in San Diego this beautiful new Television.
Presenting the Award, on the far right, is Mr.
Norm Marshank,

eat PHILCO ..

ACCESSORY DIVISION

6393 E. WASHINGTON, LOS ANGELES

RAymond
3-0345
PArkview
§-8163

DISTRIBUTORS OF
SUPPORTING THE

LEADING

PARTS-LINES
INDEPENDENT DEALER AND SERVICEMAN ONLY

SELLING TO AND

5 . THORDARSON
RSTATIC FAST. . Same Day Delivery Service MEISSNER
5 T e o WALD
KLEEN-AIR in Los Angeles and 77 surrounding cities CROSLEY
CLETRON Tr LITTLE FUSE
& C and communities SIERD BEARS
WARD PHONE US BY 11:00 A.M. TEVCO
MILWAUKEE . TACO
B8 K Delivered Same Day HEDDIX
ELMENCO PHILCO 20/20 STARBRIGHT & PHILCO REX CR TUBES S?:;ggz
VACO
UNGAR Complete Lines of Parts for PHILCO Products . . . Radio, Television, DE-RO
SPRAGUE Air-Conditioning, Hi-Fi, Refrigerators, Freezers, Ranges, Washers, Dryers, WELLER
ARKAY Duomatics, Commercial Washers, RADIO RECEPTOR
LAUNDRY PARTS FOR EASY, HOTPOINT, BLACKSTONE, FRIGIDAIRE, ACROLYTIC
TEMPCO KELVINATOR-ABC, GENERAL ELECTRIC, MAYTAG, NORGE, SPEED QUEEN, EVEREADY
THERMOGUARD WESTINGHOUSE, WHIRLPOOL, KENMORE. BLONDER-TONGUE
20 MODERN ELECTRONIC SERVICE DEALER
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eleclronic

aecvice dealer

Mrs. Mary Trace
Secretary-Treasurer
Highland TV Service, Inc.
National City

E. H. O’Brien
El Cajon Television Center
San Diego

Ed Fort, Jr.
Mobil Shop Television Service
San Diego
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FORUM

The Question:

WHAT SHOULD CHARACTERIZE THE WORKING
RELATIONSHIP BETWEEN A NON-SERVICING
RETAILER AND THE SERVICE ORGANIZATION

HANDLING SET-UP. MAINTENANCE AND REPAIR

OF THE MERCHANDISE HE SELLS?

Because the retailer’s customers are excellent potential vegular trade for the
service dealer and lecause this represenls a large account, we might favor the
retailer trade over other customers. Thev also are granted a favorable price,
such as a discount on parts. We reserve the right to identily ourselves to the cus-
tomer. ol course. and use no hlind trucks. Also a record is kept of each service
customer for the retailer’s merchandise and anvthing else they have that needs
repairing. Hetailer-developed business leads to new customers. but it’s not par-
ticularly profitable in itself. A peculiarity in our case: We retail merchandise
on our own, too. but respect the rights of any retailer who calls on us for service
and don’t compete on those customers identified as his.

We've alwavs operated as ourselves, not as an agency for the retailer. The store
puts a sticker with our name on it hehind the set: that lets us handle the service
problems right from the start without the annovance ol their being re-directed to
us. We charge other customers $5.95 for normal service calls and retailers $4.95.
It’s mostlv warrantv work. Their delivery people hook up antennas and then call
us. We do this work for two retail firms regularlv. 1'd sav that the most impor-
tant thing was getting on the right basis from the start. We must give the retailers
a clear understanding of how we do business. Ours know that we won’t patch a
job but insist on doing it right. We treat their customers as we would our own.
One of our retailer customers takes trades, but we have an understanding that if
it can’t be fixed for £10 i’s to be junked out.

You can’t make money on this kind of service. The profit margin is too small.
The only profit comes from [uture husiness and it is hest regarded as bhusiness
handled for advertising cost by the service dealer. Normally they charge the cus-
tomer. Some retailers give 30 davs service. The discount firm is likely to charge
the customer for all service and pass along the discount we might allow to the
customer. impeding our chances to get our normal price when they become accounts
of ours. My private feelings are that we’re better off sticking to one type of cus-
tomer—the consumer—and treating them all as squarely and equally as possible.

A retailer who asked that he be allowed to remain anonvmous:

Somehow service firms have the idea that all retailers are crooks out to skin
them of their fast dime. [t’s ridiculous for them to put us all in the same bracket.
Some ol us are simply trving to get out from under service so that we can con-
centrate on selling. My ideas of the right relationship hetween the retailer and
the service firm are: (1) The retailer gives a service firm «all of its business with
the understanding that he gets prompt. reliable performance. (2) One instance
of tube pulling or an unnecessarv shop job should be all it takes lor the service
dealer 1o lose the account. (3) We aven’t entitled to anv profit on the work of
the service firm or anv commission on having sold his service, but we do deserve
a favorable price for our customers. (4) The service organization should back
up our sales eflorts. compliment the customer on his choice ol dealer and product
and assure him he’s going to get a lot of pleasure from the purchase “once wve
fixed it up a little.” (5) We should quit fussing at each other and start working
together; otherwise the industrv and both our areas of business will likely suffer.
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o ‘.'day is | av '."-- I-- " i ' -. 'y l.' 3 c Py oy
stay...they are n being used everywhere; jn radio, television, Hi-F
intercoms, and in nearly all new electronic equfpment. o ’

Why put oft transistor circuit servicing any longer... ;
there's gold in them thar hills. But you must be
equipped to do the job tast and efficiently. Here are
the tools that you will need.

NEW SENCORE TRANSI-MASTER

This Tester will analyze the entire circuit in minutes and test transistors
in-circuit or out of circuit. Here is how you can pin point troubles step
by step.

First, check the batteries with the 0 to 12 voltmeter. If the batteries are
O.K., check the current drain with the 0 to 50 milliamp meter. A special
probe is provided so that you do not need to break the circuit. Excessive
current indicates a short; low current indicates an open stage or cracked
board. All PF schematics indicate average current.

If trouble is not located by now, isolate the trouble to a specific stage
by touching the output of the harmonic generator to the base of each
transistor and note spot where sound from speaker (or scope where no
speaker is used) stops or becomes weak. The generator becomes a sine
wave generator for audio stages to help find distortion.

If trouble points to a transistor, check it in a jiffy with the exclusive
in-circuit power oscillator check provided by the TR110. A special probe
is also provided for this.

If the transistor checks bad in-circuit, remove it and give it an out of
circuit check with the oscillator check or the more accurate DC check.
The DC check is provided for comparison reasons, experimental or engi-
neering work and to match transistors in audio output

stages. Beta (current gain) is read direct or on a good-
bad scale for service work. DEALER NET, ONLY $4950

Tests all transistors
in-circuit or out-of-circuit

Model TR110
It's 23 COMPLETE TRANSISTOR TESTER

¢ SIGNAL TRACER ¢ VOLTMETER
e BATTERY TESTER o MILLIAMMETER

SENCORE BATTERY ELIMINATOR
AND TROUBLE SHOOTER

F‘ NEW SENCORE TRANSISTOR
i AND DIODE CHECKER

Here is a low cost tester that has become Amer-

22

ica's favorite. The TR115 provides the same
DC out of circuit checks as the TR110; leakage
and current gain. Beta (circuit gain) can also
be read direct or as good or bad. Opens or
shorts in the transistor are spotted in a minute.
‘The TRI115 checks them all from power tran-
sistors to the small hearing aid type. Japanese
equivalents are listed also. This {amous tester
is used by such companies as Sears Roebuck,
Bell Telephone and Commonwealth Edison.

For replacing batteries during repair.

Many servicemen say that they wouldn't serv-
ice transistor circuits without this power supply.
The tried and proven PS103 is a sure fire
answer. It can be used to charge the nickel
cadmium batteries as well. Dial the desired
output from 0 to 24 volts DC and read on
meter. Low ripple insures no hum or feedback.
Total current drawn can also be read on the
PS103 by merely flicking the function switch

New circuits enable you to make service checks Model TR115 :Kmml‘lylilﬁmg;m'gleml(’i?;smwlie:hthg‘ponl Ii"\lt':gg Model PS103

without s;-l-up 'c_hartsheven though charts are Dealer Net supplies such as Phileo, Sylvania and Motorola. Dealer Net

provided for critical checks. No other supply has a third lead. $ o5
$1995 19

SENCORE

ADDISON,

MODERN ELECTRONIC SERVICE DEALER

SENCORE

ILLINOIS
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JED ELECTRONICS . . .

ol Brooklvn announces a new UHF
antenna. designed for top-of-the-set use.
Designated as the SONATA VModel TA-
119, this latest addition to the JFD
line of indoor and outdoor UHF-VHF
television antennas. is merchandised in
a sturdy new 3-color protective package.
Fastv-to-lollow instructions on the car-
ton make this antenna especially ap-
propriate for the “do-it-voursel[” trade.

The Sonata features a wire grid re-
flector that captures all UHF signals and
concentrates this [ull energy on its
clectronically - matched tri-angled two-
hav solid howtie dopoles. This results
in sharper directivity. higher gain and
higher [ront-1o-back ratios on channels
1+ 1o 83 than that found in conventional
UHF indoor antennas.

The reflector is plated entirely in
lustrous brass and embodies a G-clel
design that contrasts attractively with
the satin ehony finished dipole assem-
bly. Plastic-tipped legs maintain tip-
prool antenna stabilitv without marring
surlace of cabinet.

MERCURY ELECTRONICS.. .

has just introduced a new deluxe model
dynamic mutual conductance tube tester
with many extraordinary innovations.
The new tube tester. designated as
the Model 1200. features push-button
settings. This unique set-up method can
be compared with the ease ol selecting
a record on a juke box. The technician
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Benejit To The Electronic Service Dealer In The West

saves valuable time as it requires ouly
a few seconds to tlest any tube under
actual dynamic conditions.

Push buttons provide complete ver-
satility in accommodating all tube types
and basing arrangements. [t will test the
new tube tvpes including Nuvistors,
Novars. Compactrons and new 10-pin
tubes. It will also test foreign and hi-h
tubes, voltage regulators. battery type
tubes, auto radio hvbrid tubes. thyra-
trons and most industrial tube tvpes.

In addition to heing one of the most

advanced tube testers available, the
Model 1200 will also test black and
white picture tubes . . . test transistors

. and test hatteries.

A SPECIAL

ol selected tubes. ideal for replacement

RANGE

as well as new equipment, has been
introduced hv TLC— International Elec-
tronics Corp., New York 12, New York.

Every tube in this new line, the Mul-
lard 10M =eries, has been individualh
lahoratorv-tested and selected to meet
exacting standards and is gnavanteed
for 10.000 hours of effective perform-
ance within a two-year period [rom the
date of purchase.

Tests 1o extremely
are conducted [or
cathode stability. grid cut-off. grid
emission. heater current, transconduc-
tance, interelectrode leakage. etc. Hum,
noise, microphonics and distortion are
kept to the alsolute minimum-—life to
the maximum.

The tubes in the Master TONM Series
exhibit extreme tube to tube uniformity
as well as section to section uniformity
in multi-element tubes. such as double
triodes, triode pentodes. etc.

Each tube is provided with gold-pro-
tected pins and packaged in foam [or

tight parameters
contacl potential.

extra protection during handling and
shipping.

“POPS”. “BURPS”,

AND “WHINES™ . . .

that frequently interfere with two-way
radio reception in cars can now be
choked out with new noise suppression
kits developed by Ravtheon Company,
The “do-it-yoursell” kits are designed
to reduce electrical noises that sometimes

interfere with Citizens Band radio opera-
tion. They also increase the effective
range of CB equipment by lowering the
threshhold of background noise.

Offered in a standard and deluxe
form, the kits are easilv installed by
users of anv Dbrand of 27-megacycle
transceiver. For ordinary engine noise
the standard kit provides generator and
spark coil capacitors and distributor and
spark plug suppressors along with neces-
sary mounting hardware and complete
mstructions.

In addition to the suppressors and
capacitors in the standard kit, the de-
luxe kit for more complete noise suppres-
sion includes two additional capacitors,

RC network and shielded generator
wires.

A NEW FM ANTENNA . . .
amplifier introduced by Jerrold Elec-
tronics Corporation will double the pri-
mary receplion range ol FM tuners and
FM radios. According to Mr. Walter
Goodman. Manager of Jerrold’s Distrib-
utor Sales Division in Philadelphia,
which is marketing the equipment, the
FM Range Extender (Model FMX) is
thus able 10 overcome the reception range
limitation of the new FM multiplex
broadeasting. The FNMX also provides re-
ception of additional FM stations and
adds characteristics of high fidelity
sound even to inexpensive tuners.

Mr. Goodman cited a recent FCC re-
port which described the primary range
of stereo hroadcasting as 23 miles from
the transmiitter instead of the 46 mile
range ol ordinarv FM transmission. He
stated, “The large number of people who
listen to FM music look forward to re-
ceiving the new FM multiplex broad-
casting, which is a remarkable develop-
ment in providing high fidelity sound.
However. limitation in the reception
range ol this new broadecasting technique
makes this difhcult or impossible flor
many owners of standard FM sets or
tuners, The FMX Range Extender is di-
rected to the listening needs of such per-
sons. |t will recoup reception loss and
bring the new sound to the large market

(Continued on Next Page)
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waiting for it—as well as provide recep-
tion of additional FM stations and im-
proved qualitv on FVM stations already
received.”

Displaying a high gain of 20 dh mini-
mum over the entire M hand, the new
one-tuhe antenna amplifier eliminates
background noise and “drifting” of sig-
nal.

The FM Range Extender, now in pro-
duction, has heen engineered for simple
indoor installation anvwhere in the home
between the antenna and the FM tuner
or radio. It mav be mounted in an attic,
closet. or on anv convenient wall or flat
surface where a 117 volt 60 cycle outlet
is available. 1'sed with Jerrold’s Model
ME-2 or MF.L multi-set couplers, the
FMX Range Extender can feed signal 1o
two, three or even four FM receivers.

The amplifier is extremely compact.
weighing slightly over two pounds. h
incorporates the latest 61)J8 frame grid
tube. insuring stable. high-level perform-
ance.

COLMAN ELECTRONIC
PRODUCTS . .

announces a new size sprav can flor their
popular service spravs. Rid Ox for tun-
ers and switches, and Lube-A-Trol for
controls of all tvpes, are now available
in 3 oz. caddv size sprav cans.

Fach can is provided with 4 free ex-
tension which allows the serviceman to
inject the sprav into tuners. swilches and
components that are hard to reach. The
cans may he used without the special ex-
tension if desired.

In order 1o provide the serviceman
with a comprehensive listing of the cor-
rect type of sprav to use in the many ap-
plications he encounters, Colman Elec-
tronic Products has made availahle a
special chart. This chart. known as the
“Pocket Selector Guide” Form FB-11.
lists 61 different applications and the
correct cleaner to use with each. A
unique service aid. this chart is avail-
able through all distributors or from
Colman Flectronic Produets. Amarillo.
Texas.
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A 2.SET TV COUPLER . . .
housed in a genuine Bakelite case, which
mounts anywhere and permits the use
of two TV receivers without any adjust
ment switches. is being marketed by
Snvder Manufacturing Co., Philadel-
phia. 10, Pa.

The new Snyder 2-set TV Coupler
(Model AC 900) is so versatile it can
be mounted on either receiver. hetween
receivers or even out-of-sight in hase-
ment or attic. lt comes complete with
lead-in terminals for quick and easy
installation.

The coupler. attractively Skin-Pakt in
clear polythvlene for protection and for
full connter or window display, provides
the minimum gain for each receiver and
minimizes interaction because of the
development of a specially-designed
long-line transformer arrangement by
Snyder engineers.

The coupler uses bifilar type coils
which creates this isolation hetween two
sets. Interference is decreased thirough
minimizing osolater signal coupling.

THE TYPE Sk-1
SUPPRESSIKIT . . .
which provides effective radio frequency
interference suppression in mohile and
marine radio installations, is now avail-
able from Sprague Produets Company.
The kit contains 5 hasic components.
is easv to install, and is designed for
use with citizens hand. amateur, public
service and commercial mobile radio
equipment. |nstallation of the SK-I
Suppressikit permits more readable and
less tiring mobile communications.
The SK-1 contains new. extended-
range THRIU.PASS® capacitors which
permit eflective suppression of radio

frequency interference up to and bevond
400 megacvcles.

The kit does not interfere with engine
clliciency. Complete installation instruc-
tions are packed with each SK-1 Sup-
pressikit.

d 1

TO BE MARKETED . . .

here later this vear, this 10-inch Toshiba
portable television set weighs only 28
pounds. The circuit features a cascade
tuner, 15 tubes plus picture tube, 3
stages of 1.F., a germanium diode and
a silicon rectifier. Power consumption
(AC) is 120 watts. Controls include
channel selector (1-13). fine tuning,
contrast. ofl-on switch and volume,
focus. AGC. vertical height, horizontal
hold. vertical hold and brightness. The
set also has a distance-local reception
switch. earphone adapter, rear-mounted
telescopic antenna and a built-in carry-
ing handle. To be sold for less than
8130, the television set will he dis-
tributed nationally by Transistor World
Corp., 513 West 214 St.. New York City.

NEW COLOR CODE
METHOD FOR WIRE

To simplify the prollems of maintain-
ing wire inventories in a multiplicity of
colors. Formulahs Industrial Inks, Inec.
has announced a new method in hand-
ling and color coding of aircralt wire,
appliance wire, hook-up wire. communi-
cation cables. etc. Formulahs™ wire cod-
ing process makes it possible for a
manufacturer to stock only natural color
wire. and by use of standard applicator
equipment have immediatelv available
any one ol more than 10.000 possible
color combinations.

Formulahs. Inc.. the worlif's largest
manufacturer of specialty inks. has been
testing this process for over two years,
and has demonstrable proof of its value
in production by electronic and electrical
manufacturing plants throughout the
country.

A brochure explaining this new proc
ess in detail has been prepared and is
available hv writing Dept. 104, Formu-
labs Industrial Tnks, Inc.. 529 W. Fourth
Avenue. Escondido. California.

MODERN ELECTRONIC SERVICE DEALER



Hurley Electronics Holds
Spring Bonanza Contest

Hurley Electronics announced re-
cently their Spring Bonanza Contest that
will feature the giving away of free
prizes at everv Hurlev store.

For example. a five dav trip for two
to the Seattle World’s Fair, a week-end
trip for two to Las Vegus and dinner,
dancing and champagne for two at the
world famous Cocoanut Grove are all
individual store prizes. To top this off,
there is an additional list of prizes to be

iven away hv all stores combined that
includes a 1962 Ford Econoline truck,
RCA WR64A Dot Generator, B & K 120
Picture Tube Checker. Winegard ST+X

Teletron. Garrard Model A., Jerrold
APM-101 Powermate and an Electro-
voice [.5-12 speaker. Actually. over

$6.000 in prizes are to be given away
between March I, 1962, and May 31I.
1962.

All of these prizes are hased on pur-
chases by the dealers. For each purchase
a certain number of Bonanza-Pons are
given. These are. in turn, placed in the
drawing containers and on June 9th,
1962. the winners will be drawn.

NEXT BEST THING 10 THE
WINEGARD ELECTRONIC
POWERTRON Ty ANTENNA

NEW TRANSISTOR TV-FM

WINEGARD

TENNA-

BOOST -

MOUNTS ON ANY ANTENNA

e Polarity

ALL ELECTRIC, ALL-AC POWER
SUPPLY costs less than 27c¢ a
year to operate. Many exclusive @

INSTALL IT... FORGET IT! I

features.
No costly, nui-

sance batteries!

Built-in two set i
coupler. m“ 7

AC outlet on

power supply.

FOR THE ULTIMATE IN °
TV RECEPTION

/Con'rol Switch
'

NEW 14+INCH COLOR TV
ANNOUNCED BY TOSHIBA

A l4-inch color television set which
gives twice as bright a picture as stan-
dard 17-inch models has just bheen de-
veloped by Tokyo Shibaura Electric Co.

The picture tube is a 3-gun, shadow
mask type designed by Toshiba. The set
contains 28 tubes, 3 germanium diodes,
2 silicon diodes and 4 thermistors. The
synchronization system features react-
ance tube control and automatic phase
regulation. Picture color is controlled
by a single dial.

The set will be on the market next
spring.

MOUNTS ON
ANTENNA

Model
MA-300

34

19 DB GAIN! CUTS SNOW...BOOSTS SIGNAL!

Now you can make any TV or FM
=, antenna work better by magnifying
signals with the new Winegard tran-
sistor Tenna-Boost.

Tenna-Boost has up to 19 DB
gain, no peaks and valleys. Ultra low
noise. Linear f{requency response.
VSWR input better than 1.5:1
across all frequencies. Qutput
VSWR 18:1 or better. This fine
frequency response plus the very
low VSWR make Tenna-Boost ex-
cellent for color.

Winegard's exclusive input band-
pass filter eliminates interference
from citizen's band, Hams, garage
door openers, etc. Only TV and FM
signals are amplified.

All metal parts are anodized, irri-
dized or stainless steel. Completely
weather-proof, trouble-free. Install
it .. forget it.

There’s a big difference in antenna
amplifiers! Ask your distributor or
write for technical bulletin.

Winegard

APRIL,

19612
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Guarantee Against
Obsolescence Announced
By Seco

PI1ICO-PARTS| |

PICTURE TUBE SAVINGS

WHOLESALE ONLY! ,
DIRECT MANUFACTURER TO
THE DEALER ON
TOP QUALITY — FIRST LINE TUBES |
ALL SIZES — ONE YEAR GUARANTEE /

A guarantee against obsolescence of
its tube testers for a period of one full
vear from date of purchase is announced
by Seco FElectronics, Inc., of Minne-
apolis.

The electronic service equipment man-
ufacturer declares categorically that Seco
model 88, model 107A. and model 350
tube testers are henceforth uncondition-
allv guaranteed to be up-to-date for the
testing of receiving-tvpe tubes. Adaptor
kits or set-up data will be furnished with-

LOS ANGELES LYNWOOD EAST LOS ANGELES oul cosl lo purchasers o keep their test-
3660 ) iy v e alic R o ers up-to-date for one full year from

date of purchase.

BUY, SELL, TRADE, HIRE HERE

r

FOR SALE EQUIPMENT ® SERVICES FOR SALE ® REPS. WANTED L

I NSNS TN NN

SINPSON TV TUNERS * USED—Tv's * |/\YE MANUFACTURE

LAB TYPE WIDE REBUILT OR EXCHANGED AS 1S 25,000 Loudspeakers daily.

RANGL ALL MAKESQ;;“‘L MODELS WHOLESALE TO We sell only a few accts.

OSCILOSCOPE L.A. TUNER EXCHANGE DEALERS in West. Need rep. who
MODEL 2610 4611 W. Jeferson 100's OF SETS TO CHOOSE i .

Used only 2%% months Los Angeles 16, California . - knows jobber business plus

Cost $600—Sell for $350 RE 3-9189 #y%%vgxgg}{as can call on the five O.E.M.

Tavlor 8-.3273 > 4920 ww{llc%zé,.:\. 19 taccts. Our Co. first in field

Anahenn BUSINESS OPPORTUNITIES = | for value at price. Box 15Q

bV V. i T i Van Ve Ve Ve Ve

ELECTRONICS SALES & Service Busi-
ness desiring 10 sell for net inventory
. We have other interests. Good

296, 4041 Marlton Ave.

BUSINESS SPACE ¥ Los Angeles 8, Cal.

N T Y T Ve Ve Y VO
OFFICE FOR LEASE

FOR SALE EQUIPMENT °
B S

. location, excellent recreational and
F SALE—2 USED NEON SIGNS. g .
(:R ‘NEON” E‘_‘ TV & Radio: educational surrounds. ldeal for ski IDEAL FOR ELECTRONICS
N i : fishing or hunting enthusiasts. Blue | Park in front of vour office. All utilities

Value Price $425; Only $150.
2—Floresent RCA Signs, $175 Value,
Only $65. Sam’s ‘I'V Service, 120 E.
Ave, 26, los Angeles. CA 5-7875.

WRITE YOUR OWN WANT AD

paid. Excellent Van Nuys, Calif. loca-
tion

7537 VAN NUYS BLVD.
VAN NUYS, CALIF. TR 3-3888

HOW TO USE
WANT AD PAGE

TO PLACE AN AD:
BY PHONE: In Los Angeles call
AXminster 2-0287. (This is the
number of the Classified Dept.
only) ask for NANCY BROOKS.

IN PERSON: Come to 4041

skies, clear air! Immediate answer re.
quested. ESCO, Box 588, Mt. Shasta,
Calif

HOW TO WRITE YOUR AD:
Figure approximately 6
words to the line.

RATES: $.95 Per Line. Minimum
five lines.

DISCOUNTS: Lless 109% 2nd &
3rd times; less 159% there-

Marlton Ave. in the Crenshaw
Shopping Center, next to Bar-
ker's. {This Address is for the
Classified Dept. only.)
BY MAIL: Send your ad to
ELECTRONIC SERVICE DEALER
Classified Dept., 4041 Marlton
Ave., Los Angeles 8, Calif.

® RATES ©

Blind Box No.?_____Run for. times. after. ‘| 95¢ PER LINE, one time.
MINIMUM: 5 lines.
How large do you want ad? - BLIND BOX NO'S: Add 50c. CONTRACTS: Apply for rates at
AXminster 2-0287. )
NAME - 3 POSITIONS WANTED: Less g,?;geﬂoé;dAjfowsgc“ﬁg"}g‘;
15% cash with order. reply éddress.
ADDRESS. RERUNS. 2nd and 3rd. times
NANCY BROOKS less 10% each, 4th and there-
CITY_ = 7Z0ONE STATE Classified Ad Manager . ﬁ:;tpe; less 15% each. Same
Phone {Los Angsles) HEADLINES, ETC.: Large head-
- — - — AXmi 2.0287 i )
Signature minster 2-028 lines, box borders and 2-col.

Clip Out and Mail to NANCY BROOKS, 4041 Marlton Ave., L. A. 8, Calif.

ads available at modest charge.
“POSITIONS WANTED": Less
15%, payable in advance.

MODERN ELECTRONIC SERVICE DEALER



NOW! Only 4 Picture Tubes

can fill 50% of your replacement needs’

Si|vemum
| w2555

o The Most Fasted Same in Blectronics
b .a ONe WAt On (W smracy

‘ .
5i|vcmma Sllvemma
[ oras

: - A The Mo 1,
The Most l’m«l"'d '\"'_’L“ .',':'E.hl o s, (m:::l:’&‘:k.'ﬂ .E_l«lron,l. y

Bapn. CORPORATION

2

RCA 21CBP4A, 21AMP4A, 21ZP4B and 21YP4A Universal Silverama®
Picture Tubes Replace 33 Industry Types

Now, four—only four RCA Universal Silverama types can take
care of half your picture tube replacements. Think of what this
means to you in terms of simplicity, economy and efficiency:
@ Fewer trips to the distributor.
You can keep these four types in your shop, knowing that
you will quickly have use for them.
@ Faster service.
For half your picture tube replacements, you have the right
tube on hand, in the shop. Saves hours of time picking up the
proper tube or waiting for it to be delivered. The time saved
gives you a competitive edge!
® Picture tube replacements from your service truck.
It’s simple to carry one of each of these Universal types on
your service truck so you can make half of your picture tube
replacements right on the spot.
@ Fewer types to take care of.
Think of the headaches and extra bookkeeping this simpli-
fication saves.
These four types are part of a growing family of RCA Universal
Picture Tubes designed to help you fill the maximum number
of sockets with the minimum number of types.

RCA Universal Silverama Picture Tube types are made with an
all-new electron gun, the finest parts and materials and a higk-
quality envelope that has been thoroughly inspected, cleaned
and rescreened prior to reuse.

Start now to simplify your picture tube replacement problems.
See your authorized RCA Distributor this week about RCA
Universal Silverama Picture Tubes.

*Based on EIA figures for the national movement of the picture tube types below.

RCA Silverama *Universal®’ Type Replacing

21ALP4 21ANP4A

21ALP4A  21BTP4 21CBP48
21ALP4B  21CBP4 21CMP4
21CBP4A 2IANP4 21CBP4A

21ATP4 21BAP4 21CWP4
21ATP4A  21BNP4 21DNP4

21ATP4B  21CVP4 21FLP4

21ACP4 21AMPAA 5 pcps

21AMP4A 21ACP4A  21AQP4
21AMP4  21AQp4p  21CUP4

21ZP4B 212P4 212P4A 21ZP4B

21YP4A 21YP4 21YP4A 21AFP4

AUTHORIZED RCA DISTRIBUTORS

ANDREWS ELECTRONICS RADIO PRODUCTS SALES INC. RCA VICTOR DISTRIBUTING (O.

1500 W, Burbank Blvd., Burbank
TH 5-3536

1501 So. Hill St., Los Angeles, Calif. 6051 Telegraph Road, Los Angeles 22, Calif.

Rl 8-1271 RA 3-6661

STYLES S. ENGELMAN, INC. WESTERN RADIO HURLEY ELECTRONICS

‘“22 Years Serving the Dealer'

2255 BANCROFT AVE,, SAN LEANDRO
LO 9-9433

APRIL, 1962

1415 India Street, San Diego

1429 S. Sycamore, Santa Ana

BE 9-0361 Ki 3-9237
STORES IN: SANTA ANA, OXNARD, LONG BEACH
SAN BERNARDINO, ONTARIO, OCEANSIDE
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30-second

story on the

WISE BUY

Muake *285 to *169° more profit on a 21" Admiral Ensign

Now Admiral's vast purchasing
power and national distribution
give you the one picture tube line
with everything: Finest quality
workmanship and material ...
famous brand-name acceptance
...attractive list prices...plus the
biggest profitmargin in the industry.

You can actually pocket from
$2.85t0 $16.00 more profitona 21”

Admiral Ensign than on other
brands. (Comparably higher mar-
gin on all other tube sizes.) Get the
facts! Compare Ensign quality, per-
formance, prices and profits. Dis-
cover for yourself why dollar-wise
servicemen are switching to the
Admiral Ensign. Call your nearby
Admiral Distributor today! Start
earning more right now!

NOTICE: All materials and parts used in the manufacturing of Admiral
Ensign tubes are new, except for the envelope, which prior to re-use, was
carefully inspected to meet the standards of the original new envelope.

ADMIRAL

GNSIGN

N

NEW Admiral Tube Carton

Remarkable new pack-
age s lighter, stronger...has
built-in carrying grips...
takes 40% less space!
Another Ensign “‘Extra.’”’

Picture
Tubes





