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UNIFORMITY

HETHER in cartons or carloads, you will find TRIAD
quality absolutely uniform! UNIFORM because the
complete materials for TRIAD Tubes (except glass and base)
are made right in the TRIAD plant; UNIFORM because the
manufacturing process, from first to last, is personally super-
vised by world-famous radio engineers; UNIFORM because
TRIAD Tubes are subjected to nine exhaustive tests for vital
characteristics before ever reaching the packing department
-—and even there they are sorted for uniformity and again
inspected before shipment! Even the testing machines them-
selves are made by the TRIAD Company, and are built to
the U. S. Bureau of Standard Specnﬁcatlons TRIAD Tubes
are “honor-built” — throughout' That is why TRIAD alone
can insure every tube for six months’ perfect service—and it
is exactly the reason why you can win (as thousands of other
dealers are now doing) far greater tube sales and profits
with TRIAD than you have ever enjoyed before!

Call-your jobber or write us direct for
complete TRIAD dealer information.

TRIAD MANUFACTURING COMPANY, Inc.
Triad Building — Blackstone, Middle and Fountain Sts.

PAWTUCKET R. L

TRIAD

INSURED

RADIO TUBES

Above is shown TRIAD
T-24 — Screen Grid Tube
forr AC use.

h 4

Tune in on the “Triadors™
— every Friday evening
8 10 8.30 Eastern Daylight
Time — on WJZ and as-
sociated NBC Suations.
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T
T'he only complete portable |

radio testing laboratory

HE SUPREME DIAGNOMETER is recognized by every radio engineer and technician as the
most complete, thorough and efficient testing apparatus ever devised. Complete in every
detail, yet surprisingly simple. All service can be performed so easily and quickly that the
cost of servicing is negligible compared with antiquated methods, and returns to distributors or
factory for repair or adjustment are completely eliminated. ¢‘Scientific Analysis’’ is substituted
for ‘““Guesswork’ and ‘‘Experimentation,’” insuring the perfect results that create enthusiastic
customer satisfaction and good will.

Tube Testing Plus

The only dependable test on all tubes, including screen grid. Tests
each plate separately of ’80 type rectifiers. . . . An exclusive feature
of prime importance. Tubes tested under actual working conditions,
revealing every possible deficiency, many of which cannot be deter-
mined by any other service instrument or tube checker.

Screen Grid Analysis, etc.

Accurate screen grid analysis without producing oscillation in
the set. |
Synchronizing by thermo-couple meter or A. C. meter. Easy |
and accurate; the same method almost universally employed |
in factory practice.

S Neutralizing external connections to all apparatus.
All continuity tests without the use of batteries.

THE DIAGNOMETER’S COMPLETENESS, RANGE AND FLEX-
IBILITY WILL PROVE ASTOUNDING. Write for the chart,
““A Test That Challenges Attention.”’

“Set Testers” prove only /ey Kty ow
29110 407 efficient in comparison [ (T ;IR Ge s oot vemberivs
withthe SUP REME DIA.GN OMETER g of sales is such that buyers are

cautioned toplace their orders now.
Reservations will be made against

- all orders placed for future delivery
Sup reme Servl’ce League on sp:ciﬁed dates. Make :;se of
TO RADIO OWNERS: this plan to avoid disappointments.

l

Look for this emblem in your radio shop, on the
lapel button or card of your service man. Itis your | qupreME INSTRUMENTS CORP
guarantee of dependable radio service. 338 Supreme Bldg. )
Greenwood, Miss.

Most good distributors carry the SUPREME DIAGNOMETER in | “p "™ 0 cobn o0
stock. If yours cannot supply you, send direct on form to the right. ETER Modl:al 400-B on basis checked

below.
(0 Net cash $139.50.

O Time payment plan—$33.50
cash and 8 monthly payments
of $15.00 each.

All prices are F. O. B. Greenwood,

Miss. No dealer’s discount.

Radio Diagnometerv | |cw.. =~~~

. Street Address .......................
concewvable City State.

Makes eVem test on any Badio Set_ i’lease give three or more bank or trade refer-

ences and names of distributors from whom most
purchases are made.
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Power Driven

|

Impress Neat,
Clean Letters

ELECTRIC
TUBE BASE

BRANDERS

into
your

Bases

THE LATEST AND BEST
Machines for Marking Bases

Designed and Built by

GEORGE T. SCHMIDT, Inc.

4100 Ravenswood Ave.

Chicago, III.

Dealers can carry
a more complete,
convenient and less
expensive stock by
purchasing sepa-
rate units.

244 o

“The Speaker

OF THE YEAR”

—in these cabinets of true Early
American design combine the
skill of scientist and wood work-
cr toproducean instrument that
marvelously reproduces every-
thing from the talking voice to
a symphony orchestra.

Write dep’. G for descriptive
folder and address of nearest
sales office.

WRIGHT DE COSTER, Inc.

ST. PAUL, MINNESOTA

o SEPTEMBER
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The New
MODEL 547
RadioSetTester

- saves time

—simpliﬁes testing
— tncreases sales

ERVICE men ‘remember the

time when radio set testing re-
quired hours of time and satchels
full of equipment. The Model 537
reduced radio set testing to its
utmost simplicity and made radio
servicing a profitable business in-
stead of a necessary evil.

NOW — Model 5 47 —for /A. C. and
D. C. Receivers meets the service:testing
requirements of radio’s latest develop-
ments, ‘even taking into account the
number of Héw tubes, sets, and circuits.
Handsome in appearance, it is light, but
rugged, convenient and complete.

Provided with three instruments,
carrving case, removable cover, panels
and fittings of sturdy bakelite.

A. C. Voltmeter—750/150/16/
8/4 volts. Only one selector
switch is necessary.

D. C. Voltmeter—high range
increased to 750 volts. Other
ranges—250/ z00/50/10/5 volts.
D.C Milliameter—double rihge
100/20 M. A. provides for lower
readings with better scale char-
acteristics.

Tests—On A. C. sets the heater volt-
age and plate current can be read through-
out the test while the D. C. voltmeter
may be indicating plate bias or cathode
voltage.

Self-contained, double-sensitivity con-
tinuity test provided. This can also be
used for measuring resistance as well as
testing for open circuits.  Grid test can
be made on A.C.or D. C. screen grid
tubes—also the “27 tubes when used as a
detector—without the use of adapters.
Two sockets on the panel—UY tube
adapters eliminated.

PIONEERS

A SLNCE 1888 A ;
INSTRUMENTS |

WESTON ELECTRICAL
INSTRUMENT CORP.

604 Frelinghuysen Ave.
Newark, N. J.
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The most perfect detector made —
that's why SPEED 227’s cost more
forus to make,but not for you to buy.
Burn - out proof! Fast heating — 5

seconds flat (not by words—by test!) New? Not to us. In production in

1928 when demand was only ex-
perimental. While others have been
‘ announcing, we have been improv-
ing. That's what foresight and tube-
making experience were able to do. |Perfected and in production weeks
ahead of others. Very rigidly con-
structed — extra bracing of the
elements and special anchoring of
THE SPEED Tube line is, of course, complete*, filament in the SPEED 245 give
But these are the /Big Three’’ now—the ones ‘ added volume and finer tone quality.
you're interested in particularly, because they're
the ones your customers want. Carry the quality
227's, 224's, 245's,—SPEED — and your tube
business is assured. * The SPEED line also includes the 201A,
The SPEED proposition demands the consider- 13?},3?;? A\)g,D;J(I)XV,DS;S%, 22?5'7\98’071928':\'
ation of every wide-awake jobber and dealer as a
matter of good business. Work fast—write at once
—franchises are going fast.

84-90 No. Ninth St., Brook'yn, N. V.

MAKERS OF RADIO TUBES SINCE 1924
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LIXE A cArR WiITH A
BALKED GAS LEVER
HEAVY TRAFFIC

T e S i

'
]

Gl

This shows the exclusive rocking disc construction

of Centralab volume controi. ''R* {s the resist-
ance. Contact disc '‘D'* has only a ro-king action
on the resistance. Pressure arm "'P** together
with shaft and bushing is fully insulated.

This is the action of the usual wire wound con-
trol afrer it has been in use for some time .
like dragging a stick over a cobblestone pavement.

\

The taflor uses the same principle as Centralab.
He does not want to ruin the garment by placing
the iron on it so he places a cloth in between.
Centralab controls cannot ruin the resistance
because the rocking disc is in between the pres-
sure arm and the resistance.

YOUR foot on the gas
brings a jerky response you're
holding up traffic that’s anxious to
move.

Your varnable resistance feeds the
“gas’’ to your radio receiver and
there’s all the difference 1n the world if
it’s a CENTRALAB.

Quiet, even flow of current without a
crackle or a sputter . . . that’s CEN-
TRALAB performance a scientif-
ically constructed precision resistance
control for the modern radio receiver.

Write us for Free Booklet
“Volume and Voltage Controls
—Their Uses”

Cen

CENTRAL RADIO

20 Keefe Ave.

LABORATORIES

Milwaukee, Wis.

THE TECHNICAL DEPARTMENTS OF
?-‘;' “Ap‘ol

i
1DE

807%

OF THE GREAT RADIO
MANUFACTURERS
SPECIFY

¢l POLYMET
PRODUCTS

This statement appeared in our Saturday
Evening Post advertising. The publishers
investigated its truth before we could use
it- We wereglad they did for now you can
know that “80% equip with Polymet” is not
80 many words, but so much fact.

Doesn’t such overwhelming endorsement of

POLYMET
Radio Set Essentials speak foritself ?

Use the Quality Parts used by the Industry.
POLYMET MANUFACTURING CORP.
837 East 134th St. New York City

4 SCREEN-GRID TUBES

AND POWER-DETECTIONI

4 SCREEN-GRID

Tubes for utmost sensitive-
ness and distance,—a newly

designed system of Power Detection necessary to get the most
out of the modern high-percentage-modulation broadcasts;
—Band-1"ass Tuning for .complete separation of stations

The NATIONAL Vel-
vctone Amplifier
Power Supply is an
R C A liccused push-
pull power amplifier,
sold complctely
wired, and designed
for finest perform-
ancc with the MB-29,
Write today for com-
plcte information.

without any cutting of side-bands,—these are only three of
the outstanding features of the new NATIONAL MB-29 Tuner.

The shiclded aluminum chassis, precision matched coils,
new NATIONAL Projector Dial and Weld-Built Condensers,
all make possible the construction of an A. C.
which combines the cleancut finish and appcarance of the
fincst factory-built model with the quality and perfection
of a custom-built job.

There are available a sclcction of beautifully finished and
specially priced consoles and tables for housing the MB-29,

Receiver

iu various popular combinations.

NATIONAL CO. INC., Malden, Mass.

NATIONAL
SCREEN-GRID—

246 ©
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MB-29
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Screen Grid
Tubes and

| Power
| Detectors
i

Get the Thordarson
August Buﬂﬁ

1 Input Couplings
; Speaker Couplings
‘ Filament Supply

Power Com pacts

‘ For the new *“245” power
| tubes single or push-pull—
and the new screen grid power
detector.

Traasformer Specialists Since 1895

THORDARSON ELECTRIC MFG. CO.
Huron, Kingsbury and Larrabee Streets

Chicago, 1ii.

e
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SUPREME/

in everything that counts in an Electric Fick-up

ALES-PRODUCING features — engi-
neering leadership, correctness of
design, precision manufacture, and

a resulting magnificance of tone — you
get them all in the newest, finest
Webster Electric Pick-up!

What a profitable success it has been
for dealers everywhere. The few weeks
since its introduction have proved this
irrefutable fact:

The public wants Webster’s product!

They recognize the Webster Electric
Pick-up as a perfect medium for the
true reproduction of music in any form.

Accurate, life-like interpretation of in-
strument or voice, in soft whispers or
crashing crescendos, determines Web-
ster selection in every comparison.

Webster tone is the logical result of the
Webster features listed below. Collec-
tively, they represent the highest pick-
up development in the sound-reproduc-
tion field.

The new Webster Pick-up is available
in two models, each for either battery-
operated or A. C. sets. Both models
are packed in attractive self-selling car-
tons—if your jobber has not stocked
the Webster, order direct.

These Features Make the Webster Supreme

Model 2B includes Pick-

up head, separate vol-

ume control, and neces-
sary adapters.

1 —The famous Websterlow- 3 —Highest grade Cobalt

inertia stylus bearing, utiliz-
ing an all-metal pivoting ac-
tion, eliminates necessity for
bulky construction. Posi-
tively no rubber on bearings.
Perfect balance is assured.
2—The Webster Pick-up
bhead is small and compact,
perfectly balanced, light in
weight. Weight of head on
record only 414 ozs. No
counterbalancing or springs
necessary.

magnet of greatest possible
density is used.
4—Shock-absorbing arm
bearing with pivot at base
— an exclusive Webster de-
velopment.

5 —Unique method of turn-
ing head with arm to conve-
niently insert playing needle.
6 —Volume control incorpo-
rated in base—compact and
easiest to install — an orig-

inal Webster feature.

7—Base is weighted. Can
be screwed to motor board
or merely set in place.

8 —Card completely con-
cealed — all bearings free
from play and chatter.

9 — Construction lends itself
easily to use of varied
lengths of agym for either
standard or talking picture
records.

*h { B =
The New Webster Model 2A includes
Pick-up head, supporting arm, built-in
volume control and adapters.

Xy

The Webster Electric Theater Pick-up

This special model is offered for use with
16” records operating at 3315 R. P. M.
An adjustable counterbalance makes it
possible to correctly control the weight
on the record. Provisions are made for
mounting of base with rubber bands to
obtain vibration-free mounting, Standard
length from needle point to center of
base is 127, but shorter length may be
specified. Finished in instrument black.

Model 2D —Standard Impedance

Head List $25.00
Model 2D-1—Low Impedance
Head (200 ohm)................ List 30.00

Model 2D-1 can also be furnished with
an impedance matching transformer at
$7.50 extra.

WessTER ELeEcTRIC CoO.

Racine, Wisconsin
Export Department:

154 Nassau Street, New York City

m Electric Pick-up

e SEPTEMBER 1929 o
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Only the BEST

is tJood Enonugh
SorJhe

DURHAM Metallized RESIS-
TORS and POWEROHMS are
available for every practical
resistance purpose in radio
and television circuits, 500 to
200,000 ohms in power types;
1 to 100 Megohms in resistor
types; ratings for all limited
power requirements; stand-
ard, pigtail, or special tips.

There are many makes of resistance
units—but only one DURHAM-—the
Resistors and Powerohms which are
used by leading quality receivers. Freed
Radio could cut thc cost of their re-
sistances by a small fraction, but their
engineers, their dealers, their jobbers
and their ultimate consumers get added
value in finer reception because FREED
RADIO RECEIVERS use Durhams. The
presence of Durhams in a rcceiver is a
guide to the quality of all other parts.

We shall be glad to send engineering data
sheets and samples for testing upon re-
quest. Please state ratings in which you
are interested.

THE LEADERS STANDARDIZE ON

¥ =IMETALLIZED El

% |
RESISTOR S
& POWEROHMS

INTERNATIONAL RESISTANCE CO.
2006 Chestnut Strcet. Philadclphia. Pa.

] —‘:‘!A‘{RMA: B’.I"m
; wng e i

A Resistance Unit

that embodies an entirely new develop-
ment in construction—the only doubly-
insulated, moisture-proof, wire-wound,
non-inductive accurate resistor. =%
screw terminals permit its instant use
in any type of circuit in any convenient
manner as well as in standard grid-leak
mountings or fuse-clip mountings or by
soldering.

The SUPER AKRA-OHM

besides containing all these unusual features has
a very low temperature coefficient, a minimum
distributed capacity made to dissipate one watt
but will stand an overload without injury. Type
6-M has a tolerance of accuracy of approximate-
ly 19, plus or minus. Closer tolerances made
on special order.

Complete stock of all values enables us

to make immediate shipments. Full

information and prices will be fur-
nished promptly on request.

| aywavs. i fe
R Shalleross Mig. Company Fm
o ELECTRICAL SPECIALTIES A
LG, 700 PARKER AVENUE _ [Ism.
\ @og!i.pgdgle.fa. ///‘/

e e,

S

Jewell Radio Set
Analyzers revolu-
tionize radio servic-
ing. They service
screen grid sets; test
tubes, and test re-
ceiversin service,
stage by stage. Bind-
ing posts make all
instcuments availa-
ble for special tests.
Data and instruc-
tions simplify servicing, and make it accurate.
Every serviceman should have a Jewell, For sale by
jobbers everywhere.

FREE o SERYICEMEN

Jewell Booklet
containing data
on sets of lead-
ingradiomanu-
facturers furn-
ished free to
servicemen.
Mailcoupon
today.

Jewell Electrical Instrument Company
1650 Walnut Screet, Chicago, llinois

Send your booklet, *‘Instructions for Serv-
icing Radio Receivers,” also literature de-
scribing Jewell Radio Service Insrruments.

P LUG in a Falck Claroceptor between wall
socket and radio set and eliminate
“static’’ from motors, street cars, telephones
and electrical appliances. This new improve-
ment by a pioneer radio parts manufacturer
grounds and thus blocks out line interference
noise and radio frequency disturbances. Also
improves selectivity and distance. Requires
no changes in set. Measures just 375 x 5% x
214 inches. Thousands now all over America
use the Claroceptor for clearer A. C. recep-
tion. Get one right away—at radio parts
dealers. Write for descriptive folder.

$7.50 complete with
cord and plug

CLAROCEPTOR

Built y ADVANCE ELECTRIC CO.
1260 W, Second St. Los Angeles, Calif.
JOBBERS and DEALERS, GET OUR PROPOSITION

EROVO

BUILT BETTER |
ONDENSERS AND RESISTOR

Moulded Mica Condenser
Acknowledged Standard

CCURACY, minimum dielectric

losses and freedom from change
under the influence of varying tem-
perature, weather and chemical
action have contributed to the ac-
knowledged pre-eminence of the
moulded mica condenser for use in
radio frequency circuits.

In Aerovox Moulded Mica Con-
densers—made in a variety of shapes
and sizes to fit every requirement—
only the best grade of India Ruby
mica, pure tinfoil plates and high
quality bakelite are employed. High
quality materials, skilled workman-
ship and constant research combine
to produce a moulded mica con-
denser that is accurate, permanent
and efficient.

Send for Catalog
Complete specifications of Aero-
vox moulded mica condensers and
other units are contained in a com-
plete catalog that will be sent free of
charge on request.

The Research Worker
contains, each month, valuable in-
formation on radio design. It will
be sent free on request.

AFROVOX WIRELESS CORP
76Y2 Washington St., Bki n, N. V.
PRODUCTS THAT ELI,DUBE

248 ©

e SEPTEMBER 1929 e



Z RADIO BROADCAST ADVERTISER N

444

With EVEREADY

RAYTHEON 4-PILLAR
Tubes, you can get the MOST

from your presefnt‘\;adio receiver

VT e YR
b

wy

PEOPLE in all parts of the Eveready Raytheons are built types. At your dealer’s. He
country are telling of the stronger—immune to the also has the famous-B-H tube
greater power, increased dis- bumps and jolts of shipmiéfit="for “B” eliminator units.
tance, improved tone,and quick and handling. They come to NATIONAL CARBON CO., Inc.
action of these remarkable you in as perfect condition s,  General Offices? New York, N. Y.
new tubes. The reason is that when they leave our labotatéty<" =, Unitof . m ard Carhon
test room. iy
The Eveready Raytheon 4-
Pillar construction is exclusive
and patented. Examine the
illustration at the bottom of
this page. See how the ele-
ments of this tube are anchored
at eight points. v

D A e

This is of particular impor- .
tance in tubes of the 280 recti- | ,
filer and 224 screen-grid type
which have heavier elements,
and in tubes used for push-pull
audio amplification, where uni-
form characteristics are most
essential. Eveready Raytheon
4-Pillar Tubes come in all

Eveready Raytheon Screen-Grid Tube,

Showing the exclusive, patented Eveready = -
Raytheon 4-Pillar construction. Note the ER 224. Without Eveready Raytheon's
sturdy four-cornered glass stem, the four 4-Pillar construction, this type of tube is

heavy wire supports, and the bracing by delicate, liable to severe damage in

e RAYTHEON s

Trade-marks

¢ SEPTEMBER 1929 o e 249
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. . . among other things

HE many readers of this magazine who are

interested in the selling of radio and all that
pertains to it have welcomed the division of our
articles into the two distinct sections of the
magazine. The Merchandising section of Rapro
Broabpcast contains interesting and useful informa-
tion about selling problems as they are and as we
would like them to be. It happened that in our
August issue, wholesalers and retailers from many
different parts of the country found a number of our
articles notable enough to request reprints. These
were gladly furnished and it is our hope that they
were of help in the merchandising of radio—a con-
tinual problem of this industry in which Rapio
BROADCAST is primarily interested.

THOSE primarily interested in radio selling will
find the issue now before them of more than
usual service. A successful house-to-house selling
plan is described in the story beginning on page 253;
comments on deferred payments selling are helpfully
made by G. S. Corpe (page 256) who has been on the
firing line for years; Howard Dickinson, a merchand-
ising authority of national reputation, discusses
trade gossip and its evils (page 258); the annual
behavior of tube sales are detailed on page 260—
and interesting information it is too; and B. H.
Darrow, who has been associated with schools for
many years, outlines the size of the radio school
market (page 263).

THE October Rapio Broapcast will present

many short articles on the most useful sales
ideas, tested in the furnace of practical experience,
a discussion of the best means of advertising a local
radio shop, a consideration of the merchandising
plans for the current year to meet new problems,
and many other articles written from a practical
background.

HE technical section will contain a description,

published for the first time anywhere, of the
new Stromberg-Carlson automatic volume control
set, an engineering discussion of the British pentode
tube (about which we are going to hear much more
in this country as the months roll by), and an
unusual article on detection problems by a tube
engineer of national repute. These articles are all in
addition to the regular features which regularly
appear and which have become so popular.

—WiLLis KINGSLEY WING.
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st your ears “

: By the only standard which gauges

W8 sales success—the ears of the pur-
\ chaser—the T:C:A Dynamic is a
better speaker.

T:C:A’s claim for superiority does
not hang on the slender thread of a
detail here or a detail there. It does
not hang on an obscure character-
istic of only academic interest.

It hangs on a definite and perfectly
apparent tone value that impresses
itself not only upon the critical ear
of the engineer, but upon the un-
practiced ear of the ultimate layman
who buys the set.

After all, the most important func-
tion of a speaker is to faithfully re-
produce the broadcast program.

It is this characteristic that sells the
set and pays the dividends.

As audio amplification specialists, the T-C-A or-
ganization is at your service. The T-C-A Dynamic
is, however, only the final step in the audio series.
The precision, uniformity and tone quality of the
audio transformers and chokes are by no means a
secondary consideration. Nor can a noisy, humming
power-pack be corrected by any companion parts. Like -
the links in a chain, each successive unit from the
power-pack to the speaker must carry the responsibility
for perfect reproduction. T:C-A parts are meeting this re-
: sponsibility squarely in many of the finest and most popu-
i lar sets on today’s radio market.

- TRANSFORMER CORPORATION OF AMERICA
2301-2319 South Keeler Avenue, CHICAGO, ILLINOIS
 SALES OFFICES IN PRINCIPAL _CITIES y-

¢ SEPTEMBER 1929 e ® 251



Z RADIO BROADCAST ADVERTISER S

—

SECOND CHURCH OF CHRIST,SCIENTIST,BOSTON, MASS.,PAM EQUIPPED

Increases seating

capacity

ECAUSE of the PAM installation no
one need stand or be turned away for
lack of seats at the Second Church of
Christ, Scientist, Boston, as long as there
is a seat available in the Sunday School
Room or other parts of the church.

Every word of the speaker is picked up
by microphone and PAM amplified for
the loud speakers, which deliver it crys-
tal clear to the overflow assemblages.

Main Office:
Canton, Mass.

dsm“:/écfﬁ?@
e

Every church or parish house is a logical
prospect for PAM equipment for this or
entertainment purposes, and every radio
dealer should see to its installation.

A new 16-page bulletin giving mechan-
ical and electrical characteristics, repre-
sentative installations and many new
PAM amplifiers will be sent upon receipt
of 10c in stamps to cover postage. When
writing ask for bulletin No. R.B.-10.

Factories at Canton

and Watertown, Mass.

Manufacturers Since 1882
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“44TER EIGHTEEN months of experience, a
small but active organization in New York
City has proved to its own satisfaction
that the principle of housc-to-house can-
vassing, so successful in selling washing
machines, vacuumn cleancrs, and other elec-
trical appliances, can be applied to radio receiving sets with
profit. Furthermore, the two men behind Reynolds Radio,
Inc., of 130 West 42nd Street, New York City, have found
that when properly modified and amplified to fit the particular
necds of the trade, the house-to-house method of radio sales
has produced greater profits than can be expected from the
less intricate and supposedly more stable appliance lines.

The two men, K. L. Saunders and Herman Resnick, started
on January 1, 1928, with what Mr. Saunders describes as ‘“ two
salesmen, ourselves, and an idea.” The two salesmen were
good, Saunders and Resnick had worked successfully together
in managing a direct-to-consumer washing-machine busincss,
and the idea seemed to have a few more advantages than dis-
advantages.

Disadvantages of Plan

The disadvantages which militate against a house-to-house
selling business in New York City are more numerous in the
radio trade than in any other, especially so since Saundcrs and
Resnick decided to confine their efforts to Manhattan and the
Bronx. There are almost as many radio stores in those
boroughs as there are drug-stores. The New York newspapers
carry more radio advertising of rctail shops than do the papers
in any other city, and a large proportion of those shops are cut-

e SEPTEMBER 1929 e

How Two Young Men Buill Up a
Paying Business in New York City

price stores. Furthermore, house-to-house selling is of necessity
a time-payment business, and with one-third of New York's
population “transient,” and one-quarter of the ‘‘ permanent”
residents addicted to moving to new addresses on every Octo-
ber 1st, the possibilities for lost sets and untraceable debtors
are large.

The Advantages

To offset those drawbacks, Saunders and Resniek figured
that the all-elcctric set has a greater appcal to apartment
dwellers than it has to house-owners, a greater appeal to the
always-busy New Yorker than to the suburbanite who has
long evenings in which to tinker over his own concoction or
keep his old set in good condition. They balanced the possi-
bilitics of absconding debtors against thc natural honesty of
liuman nature and the highly developed credit statistics
available to all New York inerchants through the credit associ-
ations. And thcy knew that a radio set is a luxury, and that
people will buy luxuries for the home far inore readily than
they will buy such efficient labor-saving appliances as washing
machincs.

At the cnd of the first year, they had a forcc of fifteen sales-
men, had donc a gross business of $157,000, and cleared a
net profit of $15,000, or 15 per eent. And they had found some
very interesting facts.

“From the beginning, we handlcd only onc line of sets.
We have found that our policy has more than justified itself.
Our salesman know the set thoroughly, and have confidence in
it. The customer feels that if we didn’t think it was the best
set, we wouldn’t be banking on it to the exclusion of others.
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And by handling only one line, our service problem is simphi-
fied, and we are sure that our servicemen can give expert work
and satisfaction. Once the set is installed and has been ser-
viced, subsequent complaints can often be handled over the
telephone. At the present time, we are giving service satis-
faction by telephone in about 20 per cent. of our complaints,
since we can diagnose the troublc from the customer’s descrip-
tion.”

The average contract has been for $200, and the medium-
class market has been the best.

“We never let a repairman work on the interior of a set in
the customer’s home, where the customer can see him fiddling
around with a soldering iron or puzzling over a diagnosis. We
pull the set right out, replacing it with a good set. In many
cases, we leave the loaned set there permanently, and, after
the other set has been reconditioned to our satisfaction, we
treat it as a new set. Our follow-up service system assures us
that there will be no dissatisfaction from the purchaser of the
set, since if we can’t recondition it properly we discard it,"

Mr. Saunders explained.

Some business has becn done
in the very wealthy districts,
and a little in the very poor,
but thec people who are buying
radio sets are those in the
middle level of salary and
social position.

The quality of service ren-
dered has been the determin-
ing factor in clinching the
house-to-house sales, and
Saunders and Resnick have
built up a service department
which few if any retail stores
have attemptcd to equal. The
installation problems in New
York apartments have made
an ‘“‘interfcrence elimination”
department absolutely neces-
sary, and the work of that
department has in turn
brought increased business to
the salesmen.

Sets are never sold at less
than list prices, despite the
competition of cut-price stores,
and with the quality of ser-
vice which accompanies that
higher price, only onc customer
out of every three hundred has
made any complaint regarding
the initial cost.

The policics and practices of the successful house-to-house
canvass are best illustrated by taking a theoretical case. The
salesman 1nakes his contact, interests the customer, and ar-
ranges to have a set installed for demonstration. No sales
contracts arc signed until after the customer has heard the
set in actual operation in his or her home, and is satisfied with
its performance. If the delivery-inan who makes the installa-
tion finds that there is interference or noise, he will not let
the customer accept the set until it has been serviced by the
interference-elimination department. If the interference-
elimination is successful, the customer pays for the cost of
the materials (the filter condensers and so on), but pays
nothing for the labor involved. If thc interference cannot
be eliminated, the set is not sold.

One Year Guarantee

All scts are sold with a service guarantcc of onc ycar, and a
six-months guarantee on tubes. A record card of cach set sold,
sliowing the date of sale, with customer’s and salesman’s name,
dctails of installation work, and individual records of each
service call during the year, is kept at the office.

If a sct proves faulty, or otherwise in need of repair, it is
removed from the customer’s homne and another one substi-
tuted during the timc required for repairs.
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Keith L. Saunders

The operations of the inter-
ference-elimination depart-
ment can be shown by one
incident, where the cost to the
customer ran to the unusual
total of $127.50. The usual cost
varies from $7.50 to $20. The
customer was a wealthy man,
living in a large coOperative
apartment. He had never been
able to get a radio set that
suited him, because no dealer
could eliminate the house in-
terference. The Reynolds man
went to work, and before he
was through he had to take
care of interference from six
elevators, five sérvice pumps,
and eight electric ice-boxes.
The customer was more than
pleased, paid the cost of ma-
terials gladly, and, as a result
of that work, the salesman
was able to place two other
sets in the same apartment.

In several apartments, where
house interference had made
radio reception virtually im-
possible, the salesman have
arranged with four, six, or
cight prospective customers to
share the cost of eliminating
the interference, and in every such case each prospective
customer signed a sales contract gladly as soon as the inter-
ference was removed.

Quoling Prices

The Reynolds salesmen always quote the final price to the
prospective customcr. They are not permitted to use the
*““less tubes” or ‘“‘less speaker’’ quotations. The price given
the customer at first approach is the price he will pay
for the set complete, installed, and in actual operation, unless
therc is an interference-elimination charge.

Frank confession of previous troubles in ‘““bad’ areas is
also a first tenet of the Reynolds sales policy. No set is sold
without actual trial in the location where it will bc used, and
in some cases sets are removed against the prospective cus-
tonicr’s wishes.

“We’ve found that if the set docsn’t function to suit our
servicemen'’s standards, there is no sense in leaving it there,
even though the customer says he doesn’t mind the interfer-
ence or the other deficiencies. Sooner or later, the customer will
mind them, and then we will be in for more service trouble
than thc sale is worth. Sometiines, of course, if the customer
insists that he wants the set and is willing to forego the guaran-
tee which we won't give him, the set is sold. There was one
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case like that, a man major broadcast attrac-
who lived in the same tion. The rule now is
building with a beauty COST OF OPERATION that no sets are sent out
Parlor. We C(?uldn’t elim- Sales Ex penses on tria.l on the two days
inate the interference, preceding such events.
we tried three different SCIVICE .« v $5,345.29 “Ninety-five per cent.
types of filters without Advertising. . .. ... 220.65 of the repossessions werc
getting results that Trade-in allowance. . ......................... 1,014.13 due to outside misfor-
suited us, and finally we Installations .. .. ... . 2,588.53 tunes which made it im-
told him we couldn’t give Installation supplies. .. ....................... 1,580.75 possible for the custom-
him the kind of radio ers tocontinue payments,
service we insist on giv- General Expenses and arc the natural
ing, so we took the set hazards of installment
out. A few weeks later, OﬁicerentS 2,250.00 selling. Many of those
b’ came in, said he Stationery, printing. .., ....................... 766.83 reposscssions, however,
missed the radio, and Telegrams. .. ...t 104.09 were transferred directly
bought the set because, Telephones. ................................... 525.54 to friends of the original
even with the poor re- Office SalaTiesy.w aiz marn v n e o wra stis §5 wi's &6 < Harawa 11,382.00 custorner bl Theservice
ception he got, he liked guarantee still in force,”
it,” Saunders said. Income said Mr. Resnick. *‘ Less

Service within twenty- (05 5l o o S0 s G o 5 % oo s o i s s s $157,152.91 than one-half of one per
four hours of every com- Regular sales (cash) . ........................ 31,724..50 cent. of our sets were
plaint has been a fixed Net Profit v ow i une v pwe s evsam s e mes sg5 i as 15,095.90 stolen by customers mov-
rule of the company ever ing away before their
since it started. That ser- payments were com-

vice is possible becausc

of the accessibility of all of the company’s customers, the
boroughs of Manhattan and the Bronx being easily divided
into service districts.

Repossessions, or charge-backs, sets which have had to be
removed because the customers failed to pay up their install-
ments, amounted to 2 per cent. of the gross business in 1928,
and will be smaller in the future because of added safeguards
now taken by the company. One thing that the Reynolds
company learned during its first year was never to install sets
on trial just before an important prize-fight, election,or other

pleted.”

In the accompanying table are figures of sales'and general
expenses for the year 1928. These will make interesting com-
parison with those of retail store dealers in the same area.
The figures are not completely reproduced here, only the more
important and unusual items having been selected. Officc
salaries were about $5,000.00 larger than necessary during the
first year of operation (1928), owing to what Mr. Saunders
calls “our experiments and inexperience.” They will be
considerably lower than the 1928 figure this year, despite the
expansion of the business.

HOW RETURNS AND ALLOWANCES

HE PRELIMINARY report on the National Retail Credit

I Survey, recently released by the Domestic Commerce

Division of the Department of Commerce, includes
statistics on the percentage of bad debts on open and install-
ment credit sales for department stores, automobile dealers,
and independent retail grocery stores reporting by April
13, 1929.

The open credit loss, in the case of both department and
grocery stores, was found to vary inversely with the size of
establishments, i.e., the larger the store the smaller the pro-
portion of open-credit loss. No such relationship was found
between the size of department stores and their installment-
credit losses.

The average loss for the 440 department stores reporting,
representing the ratio of total bad debts to total open and
installment credit sales, was 0.4 per cent. on open-credit
accounts and 1.1 per cent. on installment accounts. Chain de-
partment stores had an average loss on open-credit sales of 0.8
per cent. and on installment sales of 1.3 per cent. compared
with 0.4 per cent. and 1.0 per cent. for other department
stores.

The 339 automobile dealers, on the other hand, lost less on
their installment accounts than on open-credit sales, bad
debts representing 0.4 per cent. of installment credit and 0.9
per cent. of open-credit sales.

The percentage of bad debts on open-credit accounts for

e SEPTEMBER 1929 e

VARY WITH VOLUME OF BUSINESS

the 843 grocery stores doing cash and credit business was
0.6 per cent., the range being from 4.9 per cent. loss for stores
with total sales under $9000 to 0.4 per cent. for stores with
total sales of $250,000 and over.

VALUE OF CREDIT INFORMATION

HE data collected in the study of credit conditions

among Louisville retail grocery stores showed that, as

a rule, the credit stores which used a credit bureau
had a lower percentage of bad debts than those which did not.
The difference is brought out by the following table:

AVERAGE Bap DEBT LOSSES
Vorume Group No. or
or SToREs Stores With Credit Without Credit
Bureau Bureau
Under $5000 10 9.4% 11.6%,
$5000 to $9000 9 2.4 5.5
$10,000 to $24,000 59 2.7 3.9
$25,000 to $49,000 52 1.3 1.7
$50,000 to $99,000 25 0.5 1.1
Over $100,000 10 0.4 0.3

Retail radio dealers who are not using credit information
available to them through their local Merchant’s Association
credit bureau should investigate the cost and compare it with
the cost of doing without it. It is especially interesting in
examining these Louisville figures to note that the most
severe losses were not in the largest volume stores but those
doing less than $10,000 annually.
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THE DEALER

and the
Y FINANCE COMPANY

By G. S. CORPE

70U KNOw, although all of us prefer other
parts of our business, the finaneial side of it
Just must have at least a small portion of our
attention and effort. Whether we like it or
not, we have to mix in a little collecting of
slow accounts with shooting bugs out of
somebody’s bum radio; and we are foreed to eall on our banker
once in a while, along with our calling on prospeets for a new
model radio receiver.

Regardless of how mueh money a radio dealer may have,
it seems to be the eonsensus that it is best to let a finance
company handle and colleet time-sale paper. And now-a-days,
when 85 per eent. or more of our sets are sold on the monthly
payment plan, what dealer has not a eonneetion with some

sort of a finanee eompany? That is what we wish to talk about
liere—your relations, as a dealer, with a finanee company.

It doesn’t matter much whether the party who handies your
paper is a big nillion-dollar eorporation, or just a well-heeled
friend; there are eertain things in eonneetion with your rela-
tionship that deserve the same careful attention that your
advertising, servieing, selling, or any other department gets.

Speaking broadly, the good old Golden Rule covers the sub-
ject. Don't try any “fast ones’’ on your bank or finanee com-
pany that you wouldn’t want to have tried on you, were your
positions reversed. Handle every transaetion with your finan-
eier just exaetly like you would wish him to do for you.

If he asks that you get one-third down on all sets sold on
contraet, get one-third down. Don’t try to get by with a

Table Shows Cost of IFinancing Radio Installations of Various Values

(These data were prepared {roin the rate table of one of the largest finance companies handling radio paper, and are considered representative.)

UN;*r' TotaL Cost or Financing Over A Pemop or* CosT Down UN;* Tortar Cost oF Financing Over A PeEriop ofF* CosT Down
PAID=Y| oF SET| PayMENT |{PAID oF SET| PAYMENT
Bar- | ¢ 6 8 10 12 15 18 Bar-| 4 6 8 12 15 18

ANCE i Mos. | Mos. | Mos. | Mos. | Mos. | Mos. [ Mos. | (ApproxiMATEY) ANCE | Mos. { Mos. | Mos. | Mos. | Mos. | Mos. | Mos. | (APPROXIMATE})
$55 38 $8 $ 69 $ 14 $280 [$11.20/$11.00($16.80 $19.60($22,40($28.00/%530.80| $350 $ 70
60 8 8 ) 15 285 | 11.40] 15.25| 17.10, 19.95| 22.80| 28.50/ 31.35| 356 71
65 8 8 81 16 290 { 11.60| 14.50 { . 363 73
70 8 8 88 18 295 | 11.80] 14.75 369 4
75 8 8 %10 94 19 300 | 12.00] 15.00 375 75
80 ] 8 10 100 20 305 | 12.20] 15.25 381 76
85 8 8 10 106 21 310 | 12.40] 15.50 388 78
90 8 8 10 $10 112 22 315§ 12.60| 15.75 394 79
95 8 8 10 10 119 2.1 320 | 12.80| 16.00 400 80
100 8 8 10 10 126 26 325 | 13.00[ 16.25 406 81
105 8 8 10 10 132 27 330 (- 13.20] 16.50 413 83
110 8 8 10 10 $12 138 28 335 { 13.40] 16.75 419 84
115 8 8 10 10 12 141 29 310 | 13.60| 17.00 425 85
120 8 8 10 10 12 150 30 315 | 13.80] 17.25 431 86
125 8 8 10 10 12 156 31 350 | 11.00f 17.50 438 48
130 8 8 10 10 12 163 33 355 [ 11.20] 17.75 441 89
135 8 8 10 10 12 169 3t 360 | 1+.40{ 18.00 450 90
140 8 8 10 10 12 175 35 365 | 11..60] 18.25 456 91
145 8 8 10 10.15| 12 181 36 370 | 14.80] 18.50 463 93
150 8 8 10 10.50] 12 188 38 375 | 15.00] 18.75 469 94
155 8 8 10 10.85| 12.40 191 39 380 | 15.20] 19.00 475 95
160 8 8 10 11.20{ 12 80{$16 200 10 385 | 15.10| 19.25 481 96
165 8 8.25| 10 11.55| 13.20| 16.50 206 11 390 | 15.60| 19.50 488 98
170 8 8.50( 10.20| 11.90| 13.60| 17.00 213 43 395 | 15.80| 19.75 4194 99
175 8 8.75| 10.50| 12.25| 14.00| 17.50 219 41 400 | 16.00| 20.00 500 100
180 8 9.00| 10.80( 12.60| 14.40{ 18.00 225 45 420 | 10.80] 21.00f 2 525 105
185 8 9.25/ 11.10| 12.95| 14.80] 18.50 rs | 46 410 | 17.60| 22.00] 550 110
190 8 9.50| 11.10( 13.30! 15.20] 19.00 237 47 415 | 17.80] 22.25 556 111
195 8 9.75| 11.70 3.65 15.60] 19.50 243 438 450 | 18.00[ 22.50 563 113
200 8 10.00| 12.00| 14.00] 16.00] 20.00(822.00] 250 50 455 | 18.20] 22.75 569 111
205 8.20| 10.25 12.30| 14.35| 16.40] 20.50| 22.55 256 51 460 | 18.40] 23.00 575 115
210 8.40| 10.50( 12.60| 11.70| 16.80] 21.00| 23.10] 263 53 465 | 18.60| 23.25 581 116
215 8.60] 10.75| 12.90( 15.05| 17.20) 21.50| 23.65] 269 S5t 4170 | 18.80| 23.50 588 118
220 8.80] 11.00| 13.20( 15.40! 17.60] 22.00( 21.20] 275 53 475 | 19.001 23.75 594 119
225 9.00| 11.25| 13.50| 15.75| 18.00| 22.50| 21.75| 281 56 480 | 19.20| 24.00 600 120
230 9.20| 11.50f 13.80] 16.10} 18.40] 23.00| 25.30| 268 58 485 | 19.10] 24.25] 2 606 121
235 9.40] 11.75| 14.10[ 16.45| 18.80] 23.50/ 25.85] 294 59 490 19.60| 24.50; 2 613 123
240 9.60] 12.00] 14.40( 16.80] 19.20] 21.00/ 26.10] 300 60 495 19 80 24.75 619 12t
245 9.80] 12.25| 14.70| 17.15| 19.60] 24.50 26.95 306 61 500 | 20.00[ 25.00. 625 125
250 | 10.00| 12.50[ 15.00] 17.50] 20.00] 25.00/ 27.50 313 63 505 | 20.20] 25.25 631 126
255 | 10.20f 12.75] 15.30| 17.85| 20.40| 25.50 28.05] 319 61 510 | 20.10{ 25.50 638 128
260 | 10.10| 13.00| 15.60( 18.20[ 20.80] 26.00/ 28.60| 325 65 515 | 20.60[ 25.75 614 129
265 10.60] 13.25| 15.90] 18.55] 21.20| 26.50 29 .15/ 331 66 520 | 20.80| 26.00 31.20| 36. 41 o o 650 130
270 | 10.80] 13.50] 16.20{ 18.90| 21.60| 27.00' 29.70| 338 68 5140 | 21.60| 27.00 32,10 37.80] 43.20| 51.00 59.40[ 675 135
275 | 11.00j {3.75 16.50! 19.25) 22.00; 27.50/ 30.25( 311 69 560 [ 22.40) 28.00 33.60: 39.20; 45.00; 56.00; 61.60| 700 110

*In the compitation of these figures il was assumed that the unpaid balance
plus the finance charge would be amortized in equal mionthly instaltments.

**(n an average the unpnid balance is approximately 80 per cent. of the
hst price of the receiver, i. ¢., the usual down payment is 20 per cent.
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tAssuming that the customer makes a down paymeut of 20 per cent., the cost
of financing is as indicated in this table. I a l:ll‘f(‘l‘ or smaller down payment
is made it is necessary lo determine the unpaid balance and then refer to
the lefi-hand eolumn.
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contract with only one-fourth down; and let’s not try the old
trick of “bubbling” the contract, so that it appears that the
total price and the down payment are inore than they actually
are; finance people make it their business to have full knowl-
edge of prices on all sets they will handle paper on.

If your financier asks that payments do not run longer than
10 months, make all your contracts that way. Don’t bother
him by asking him to make a spceial exception and take on a
12-month contract just be-
cause you know the buyer is
good pay, or because he is a
close friend of yours, or for
any other reason.

Probably one of thc most
eommon causes for a falling-
out between a radio dealer
and his finanee company is
the failure to coOperate in
making collections. The pay-
ments on radio paper are us-
ually of such a sinall amount
that the finanee company
cannot afford to be sending
out a collector, and depends r \
upon the dealer to take care
of delinquent payments. The
usual procedure is to send a
past-due notiee when the
payment becomes five days
delinquent; then another
stronger one ten days after
the due date; and usually a
final notice five days later,
or 15 days after the due date.
The dealer gets copies of
these past-due notices. And
if he wants to eontinue to
get along with his financier,
he will get busy and find out
why the payment has not
been made—just as soon as
he gets the first notice, and
without letting a second
notice become necessary.
Don’t throw that notiee in
the waste-paper basket and
just hope the customcr will
pay soon; give it honest at-
tention, right away. You will find that prompt collecting on
any slow accounts will help you in more ways than one. It in-
ereases the respect of not only the finance company for you,
but actually of the customer, also. And remember that a
prompt follow-up may often save you from a serious loss.

Why a customer will sign a contract, setting forth payments
on certain dates and then proceed promptly to forget it, is a
mystery; but it seems to be human nature, which we cannot
change; and the live-wire dealer will be right on the job re-
minding his customer and getting the money.

Advertising your ability to sell sets on monthly payments
in a judicious way will often give you a profit that otherwise
might be lost. The angle of this depends upon the community
where you do business; study it and work it accordingly. For
example, if your business is in a rural community you would
hardly advertise that “Sets can be paid for on the budget
plan’’—most of your customers may not even know what you
mean. And likewise, if your business is in a city where industry

Don’l throw that pasl-due
notice in the waste-paper

basket and just hope thal

the customer will pay soon:

give it honest allention, right
away.

with him.
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Now-a-days 85 per cent. or more of our
sels are sold on lhe monthly paymen! plan.

q Advertising your ability lo sell sels on
monthly payments in a judicious way
will oflen give you a profil that otherwise
might be lost.

Nearly all finance companies
have what is called a *‘road man™
. . . llere is your chance to get
some valuable information. Talk
over general business conditions

A dealer’s motlo should be *‘Gel the
money, keeping the customer in good ////
humor whenever it is humanly possible
to do so: but if you have to do il, gel him
mad enough to pay.”

is the main-stay, tell your customers that payments may be
arranged to be met from their salary, each month, and on the
date most convenient for them to pay. Or if you are selling to
farmers where their money is received only from one or two
principal crops a year, go to your bank and arrange to discount
that type of paper, and don’t be bashful in telling your farmer
customer that you can put a radio in his home upon the
payment of only one-third down and that you have arranged
so that the balance may all
be paid in one payment,
when his crop is sold.

A successful connection
that I have observed be-
tween a good dealer and a
good finanee company re-
sulted in scveral hundred
dollars additional profit each
year. The dealer knew the
finance company would *go
the limit” with him; and in
turn, the finance company
knew that the dealer was
absolutely dependable and
that anything or everything
he told them would always
check up 100 per cent. With
that common ground to work
from, the dealer proceeded
to sell successfully all kinds
of radio accessories on small
monthly payments; many of
them on such small payments
that the paper would be hopc-
less to sell, ordinarily. He
sold complete sets of replace-
ment tubes, instead of selling
only the one which abso-
lutely needed replacement;
and he took as down-pay-
ment the price of the one
necessary tube; the balance,
of course, was covered by a
contract and note with
monthly installments. He
sold dynamic loud speakers
to people who had a good set
but wanted a modern loud
speaker; and lie took their old
loud speakers at a very low figure for thc down-payments and
got the balances in such casy installments that the buyers werc
not hurt at all. One of the most important things he did along
this line was getting clear of old sets; all of us know how these
will accumulate. But he moved them out at from $10 to $25
each, on mighty easy terms and his finance company handled
the paper on them, too—because they knew he would get the
money on every contract, promptly. Phonograph pick-ups,
short-wave receivers, power amplifiers, and even amateur trans-
mission equipment, were sold on the monthly payment basis.
And, at the risk of boring you, let me repeat: the only way he
was able to swing all this extra volume of business was through
the implicit confidence his finance company had in him.
Every dealer should conduct liis dealings with his outlet for
paper in the same manner, and with the same end in view.

I stated above that it probably is best to let someone else
handle tiine-sale paper, even if you have enough money to

(Concluded on page 289)
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THAT
TRADE
GOSSIP

By
HOWARD W.
DICKINSON

4T 1S REALLY a wonder that any industry ever
settles into its stride. The men who make
their bread and butter through a particular
industry seem bound to keep the industry
upset and themselves in a perilous state of
uncertainty by the recklessness of their
gossip. This would be easy to correct if it were not based on
human nature. Gossip is a very human pastime.

Radio dealers want their business to “stay put” long
enough to sell their stocks on hand, at least. But—*I hear
that Manufacturer A is coming out with a set which utilizes
the wind on the roof for power.” Or *“They tell me that ABC is
about to go broke and their sets will be in job lot sales.” Or
“The Gyps have all the best of this business. I can’t keep
prices where there’s a living in it.” Or ‘*‘We got stung by
XYZ’s advertising promiscs and stocked up and look what
happened to XYZ.” Or “Wonder how PQ gets away with it,
he never made a good set in his life.” Or *“JZ is playing up
to the big dealers and doesn’t give the regular radio shop a
look in,” or worse and worse.

The Dangers of Gossip

Gossip in a new trade prescnts great dangers and a very
difficult problem.

Actual news of the trade is very important. It is very fool-
ish to shut your cyes to the facis of your industry. You
should know them. And yet unrestrained gossip in an industry
is a breeder of many evils. Here are some of them.

Fear or getting thc imagination sct upon the difficulties
of your business. These things grow and grow in the imagi-
nation, and soon fcar looms bigger than the hope of profit and
growth. That is a condition which almost surely dooms a dealer
to failure. It has many forms, such as fear to invest in neces-
sary stock, lcst it shall go stale; fear that a competitor will
allow more on a turn-in and so you will losc the sale; fear that
the industry as a whole is on thc skids. Fear is not the frame of
mind to carry onc to success. Carelcss gossip is its breeder.
Fear and Success do not ride in the samc car.

Price Culting. ‘‘Evcrybody’s doing it.” “Only way to
compete with the big people.” “This business just won’t
lct you makc a good living and get ahead.” *“‘So much ncw
stuff on the market, no chancc to move it all—then bang!
Prices will go right under us and lcave us carrying the bag.”
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There are insidious forms of price cutting, sometimes
fostered by the very same manufacturer who should protect
you. I have been offered an unbelievable ““turn-in”’ allow-
ance, provided I would buy a certain high-priced set. The
offer was $150 on any set I might turn in, even an old one-
tube set. I was tempted to wrap some wire around a couple of
old tin cans and see if I could get $150 allowance for that. I
believe it would have been accepted.

How can I ever figure I am getting the bottom price on
that expensive set? As a believer .in reasonable performance
in trade, I wouldn’t have that set at any price, even if it were
the most perfect reproducer on the market, and no matter
how much it is advertised. Until it is priced reasonably, no
dealer should be asked to carry it.

Uncontrolled gossip breeds distrust. This is shown in an

FEAR
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attitude of repulsion to ideas which may be profitable to you,
but which you refuse because you think that mayhe you are
being played for a sucker. “Why is he so anxious to unload
this thing on me? He makes it sound good, but how do I know
there isn’t a nigger in that woodpile?”

A dealer needs to buy well just the same as he needs to sell
well. An over-suspicious attitude makes him a poor buyer
both selectively and in the quantity he buys. It spoils his
trade judgment and dumps him into just the hole he is trying
to avoid.

Gossip in the retail trade spreads to the distributor and
the manufacturer. Such gossip upsets them and injures the
codperative friendliness which should extend through all the
parts of an industry. A salesman suspicious of the good intent
of a dealer, working with a dealer suspicious of the manu-
facturer whom the salesman represents—that is an all too
common picture and does not make a good background for a
mutually profitable business. The only man who wins under
those conditions is the Gyp, who has learned how to make a

PRICE CUTTING

profit out of being suspicious of everybody, and who has no
good will to protect. He doesn’t care a hang who is suspicious
of him. Extravagant and foolish gossip plays right into his
hands. He does not appeal to the quality sense, anyway. The
price nerve is all he tries to excite.

Customer Distrust

Worst of all, upsetting gossip works on the cusfomer
and makes him doubtful about what to buy, makes him wonder
if this is the time to buy. If a dealer is in a gossipy condition
his customers get reflection of it, shy off from their intentions
to buy and wait for things to settle down or until the wild-cat
predictions of impossible new inventions shall come true.
Those vague predictions come to the customer through
customer gossip as well. Customer gossip can be made harm-
less only through the dealer’s calmness and his knowledge of
facts.

Everybody in radio knows pretty well that the business has
suffered greatly from foolish and uncontrolled gossip ever
since it started. How can we keep up to the minute in the real
news of the industry and also help kill destructive gossip?
The answer is not to keep mum, but to be sensible in what we
say.

To go back—

Fear is an imaginative bogie man. He can be killed by
realities and by getting the imagination as well as the legs and
voice at work doing business and making money. There is
plenty of business to be had, even if too little of it comes in
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DISTRUST

and begs you to sell to it. Imagination working upward leads
to the nccessary boldness, taking full profit and letting it be
known that you intend to keep on doing it, insuring yourself
in credits, and not falling for turn-ins on which you can’t
make full profit. Allowing $50 on a set that you’'ve got to sell
for $7, if you can sell it at all, is ridiculous, and no matter if
a million dealers are doing it, it is unnecessary. Customers
will admit it, too, if you tell them so frankly. If it is done it
is because dealers are weak-kneed—because they follow each
other in this thing like a flock of sheep. Some other industries
have cleaned their houses of this pest and have standardized
profits.

Price Cutting

Losing customers by price cuffing of competitors is
unnecessary to any great extent. Building a reputation for
fine service, quality goods, and courteous treatment will abso-
lutely cure it. Price isn’t always the customer’s first con-
sideration. Competition shopping takes time and most people
are busy. Be known as a fine, reliable shop and you can get
along without the bargain hunters. In fact, if you have a fine
reliable shop you will give many genuine bargains on which
you will make your profit.

In a certain great city there are two fine stores, not radio
shops, a block apart. They carry similar lines of merchandise.
In one store the mark-up is 50 per cent. In the other it is 100
per cent. There is one line—a standard line which they both
carry—on which they both do just about an equal volume at
very different prices.

Distrust is destructive to an open mind. If a mind is not
open it is not receptive to new ideas. You need new ideas.
You need progressive development of your store display, ideas
on dcmonstration, on new and better merchandise, on how
you can advertise at a profit. These things are all upset by
uncontrolled and foolish gossip. The wise man realizes that
talk is cheap and that there are many cheap talkers. I have lost
a little money in the years past by trusting friends. But by
having friends I have made a hundred dollars for every dollar
I have lost. With an attitude of distrust it is hard to have
friends. The balance of profit is overwhelmingly in favor of
having friends.

Cooperate With Manufacturers

Ever since manufacturers made goods and retailers
sold them, these two partners in trade have been suspicious
of each other, have made love to cach other, have fought each

(Concluded on page 302)
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The shadow cast by the twelve repre-
sentative tube cartons in the illustration
on the left indicales the way in which the
sale of vacuum tubes varies throughout
the calendar year. Each tube carton
represents a month, starting on the teft
with January and ending with December
on the right.

HOW TUBE SALES GO

By T. A. PHILLIPS

Manager, Research Division. Doubleday Doran, Inc.

T. A. Phillips

SeporTiNG EVENTS and other broadcasts
which create national interest affect the
sale of radio tubes tremendously. A study of
the monthly sales of tubes in the past three
years demonstrates the influence of such
events on tube sales. It was found, for ex-
ample, that the Tunney-Dempsey fights of
1926 and 1927, and the Presidential Cam-
paign of 1928, made decided changes in the

trend of the sales curves for radio tubes for

the years in which they occurred.

It was possible also to determine how the demand for

tubcs varies throughout the average year. In June—the be-
ginning of the radio ycar—the sale of radio tubes is near its
lowest ebb, and from this point business begins to pick up
gradually during the months of July and August. Sales take a
big jump in September, and, in October, according to the
average curve, reach the peak of the year. After October
tube sales begin to drop, gradually at first and then more
rapidly after the first of March. The lowest point in the sales
curve is reached during the month of May.
These facts are illustrated graphically on this page. Below
will be found a chart giving tube sales in percentages by
(Concluded on page 301)
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COURT
DECIDES™

Some Decisions of the Higher Courts of the
Country Affecting the Daily Interests of Dealers

obtaining legal information is the avoidance
of litigations. Obviously, a person who under-
: /% stands his obligations is less likely to per-
form acts that will
%, %// result in legal lia-
bility, when compared with a dealer
who is unfamiliar with the law or
one who relies upon ‘‘hear-say”
information which, in the majority
of instances, is quite undepcnd-
able.

Moreover, frequently the records
of fresh higher Court cases may be
utilized advantageously in defend-
ing a suit. Therefore, the purpose
of this article is to review several
higher Court cases, deeided during
the past few months, involving radio dealers in which un-
usually important points of the law are explained.

Purchaser of Defective Radio Sels

The majority of persons arc familiar with the established
law that the maker of a ncgotiable note is bound to pay the
proceeds to a disinterested and innoeent party, who purchased
it from the original holder, although the latter defrauded the
maker when reeeiving the note.

In other words, a retail dealer of radio rceeivers is bound to
pay a note given in payment for defective radio equipment,
providing the manufacturer of this apparatus sold the note
in good faith to an innocent purchaser.

On the other hand, it is im-
portant to know that this law
is not effective undecr circum-
stances where the manufaeturer
sells the note to a person for the
purpose of avoiding the responsi-
bilities of the law, whieh is a
rather frequent practiee.

For illustration, in Stevens vs. Gaude, 120 So. (Louisiana)
179, it was discloscd that a retail radio dealer purchascd several
radio sets from a manufacturcr who guaranteed them to be
satisfactory. The mapufacturer accepted notes in payment
for the equipment and soon thereaftcr sold the notes to a
man named Stevens.

When the radio dcaler discovered that the radio sets would
not opcrate satisfactorily he refused to pay the notes and
Stevens filed suit, contending that he was a disinterested
party.

However, in view of the fact that the manufacturer had
agreed to repay Stevens any expenses he incurred in colleeting

¢ SEPTEMBER 1929 e

By LEO T. PARKER

Attorney at Law

the notes, the Court held the retail dealer not required to pay
the samne, saying:

“The testimony of the defendant, Gaude (radio dcaler),
corroborated by his son and two other witncsscs, shows that
the radio receiving sets were not
satisfactory, and that for some
reason they would not work in a
satisfactory manncr. ... We there-
fore find that the notes are and
were without consideration at thc
timc they were executed. . . . It
is our eonclusion that these notes
were never ncgotiated and deliv-
ered to Mr. Stevens in the execu-
tion and performance of an intent
to sell them to him outright, but
that the transaction between Mr.
Stevens and the manufacturing
company was merely a plan whercby the notes were sued on
in the name of Mr. Stevens for the purpose of cutting off
the equity of the makers.”

Conlract Held Legally Allered

In many instances, buyers and sellcrs enter into contracts
the terms of which are caneelled or altered by mutual consent
of the parties, although no written evidence may be in-
troduced to prove conclusively the facts.

Therefore, it is important to know that the Courts look
through obscurities surrounding sale contracts and endeavor
to render verdicts in accordance with the truc intentions of
the parties.

For example, in F. A. D. Andrea, Inc., vs. Dodgc, 28 F.
(2d) 147 (Pennsylvania), it was
disclosed that a manufacturer of
radio cabinets and a manufacturer
of radio receivers entered into a
contract by the termis of whieh
the latter agreed to purchase ap-
proximatcly 900 cabinets each
month.

Later the buyer rcquired a greatcr number of cabinets
monthly and wrote the scller the following letter:

“Starting December 1, we are willing to allow you a bonus
$1.00 per cabinet for eaeh eabinct that you deliver, provided
that deliveries of 1100 cabinets per week are sustained
throughout the balance of the eontracts. We are willing to
pay you this bonus at the end of eaeh montl if your deliveries
throughout that month amount to 1100 or more cabinets cach
and every week.”

Some time aftcr Christmas, the radio manufacturer wrotc
the seller explaining that he did not rcquire so many cabinets
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monthly, and requested the seller to reduce thc shipments
and revoke the bonus agreement. The seller answered that he
had rearranged his production and agreed to supply fewer
cabinets each month, but did not agree to reduce the $1.00
bonus per cabinet which the purchaser had agreed to pay in
the above quoted letter. However, the seller failed to bill the
buyer the $1.00 bonus for the cabinets delivered after agreeing
to reduce the monthly shipments.

Later, controversy arose between the partics and the seller
filed suit against the purchaser to
recover $14,571, including $1.00
bonus for all cabinets delivered
after the purehaser agreed to
pay this additional amount. The
seller contended that the pur-
chaser was liable because the
offer to pay $1.00 was accepted
by both parties and becamne a part of the contract which
neither party had altered after the monthly deliveries
were reduced. However, the Court held the buyer not
liable for payment of the bonus, thus showing that in litiga-
tions involving uncertain contracts, the Courts endeavor to
interpret the intended meaning of the parties.

Employer’s Liability

Since in many instances radio dealers have been held
liable for damages caused by employees who install radio sets
in purchasers’ homes, the recent case of Davis vs. Harry B.
Loeb Piano Co., Inc., 119 So. 746 (Louisiana), imparts un-
usually valuable information.

The facts of this case are that an employce, sent by a
radio dcaler to install a radio set in the purchaser’s home,
removed a scrcen and in restoring it he failed to fasten
or securc it properly. Subsequently the purchaser’s minor
child, who was accustomed to play on thc window and use
the screen as a support, fell through the window by reason
of the insecurity of the fastening of the screen, and sustained
severe injuries.

The child’s parents sued the radio dealer for hecavy damages,
contending that the employee’s neglect to fasten securely the
screcn in its position was the proximate cause of the injury.
However, it is interesting to observe that this Court held the
radio dealer not liable and stated important

executed contracts, where he has enjoyed the benefit of them
and cannot restore the other party to his original position.

In other words, if an “infant” makes a sale contract for
a radio, and receives the radio and disposes of it before
his majority, either by losing, expending, or squandering
it, this is nothing more than the law anticipales of him, and he is
not required to pay for it.

For instance, in Shutter vs. Fudge, 143 Atl. 896 (Connecti-
cut), a minor seventcen years old purchased $415 worth of
radio parts and used them for
the purpose of building radio sets
which he sold to various purchas-
crs. He refused to pay for the
parts and the dealer filed suit.
However, the Court held the boy
not required to pay the bill,
saying:

“It is evident that, if the infant is, in every case, bound to
return the consideration which he received, or its equivalent,
in order to avoid or rescind his contract, the protection ac-
corded to him, as such infant, is seriously impaired, and may
often be destroyed, for it is preeisely because he is supposed to
be improvident, and likely to misuse and squander what he
receives, that his contracts are made voidable. . . . Where he
(infant) has cxercised his right to repudiate the contract,
the infant may be required to return the eonsideration, or such
part thereof received by him, as still remains in his hands
and under his control. But if, during his minority, the infant
has lost, wasted, or otherwise disposed of the property or
other consideration received under the contract, he may,
nevertheless, repudiate it without making restitution in
order to give effect to his disaffirmance.”

Monopoly of Patent Contract

In Radio Corporation of America vs. Lord, 28 F. (2d) 257
(Delaware), it was diselosed that the Radio Corporation
owned certain patents and made contracts with various firms
containing clauses by which the Radio Corporation endeavored
to induce the firms licensed to build radio sets under its patents
to use in such sets the vacuum tubes manufactured by the
former, on which its patents had expired. The Court said:

** A single old clement, whose patent monopoly has expired,
cannot be put into a new patented combination as

law, as follows: w
“In order to be a proximate cause, a cause
must be, cither in itsclf or in connection with
other causes, in direct and unbroken sequence,
an efficient cause of an accident; but where the
supervening cause, such as in this case, the per- (]
mitting of the child to use the screen as a sup-
port, was in itsclf an efficient cause of the accident, the other
cause then becomes the remote causc. . . . To hold a person
liable under the circumstances set forth in this case would
be far-reaching in its cffect, because any one who made an
installation of any kind would, by virtue thercof, bccome
liable to third pcrsons injured by coming in contact with
or through the usc or misuse of the particular installation,
notwithstanding the damage could not be foreseen, and not-
withstanding it was caused by some supervening cause.”

Minor Not Required to Pay

Contrary to the opinion of the inajority of persons, the law
gives to a minor, for his protection against persons taking ad-
vantage of his inexperienee, the privilege of avoiding con-
tracts which are injurious to him and rescinding all others,
whether fair or not, excepting contracts for necessaries, and
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a constituent element, and thus have its individ-
ual monopoly revived for seventeen years more.
This would be a new method of securing a patent,
or a means of evading the patent law, by doubling
the length of the life of a patent. . . . A patentee
may not prevent the individual inanufacture, use,
and sale of a single unpatented element, which the
world is frce to make, usc, and sell, by simply including itas an
element in a new patcnted combination. To put it differently,
the inelusion in a patented eombination of an unpatented ele-
ment does not give the patentee of the combination a monopoly
of each element, and the exclusive right to make, use, and sell
that element independent of the combination. So long as the
patent covering vacuum tubes was in existence, the patentee
of this clement of the combination was protected, and it
could not be included in the eombination without a license to
do so; but, when the patent on this tube elemnent expired, the
rights, which were theretofore vested in the patentee, be-
came the property of the public, and not of the patentee of
the combination. . . . A patentec nay sell his patented pro-
duct at any price e desires, to whomsoever he will, and
under whatcver restrictions lie eonceives to be advantageous,
provided lic does not violate the law in doing so.”
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LITTLE RED SCHOOL. HOUSE

COMES TO MARKET

By B. H.

W/,MERICA S GREATEST INDUSTRY—Education—

is turning to radio. Here lies a golden op-
%/% 3, portunity for the radio industry which should
- / receive the careful consideration of every
_ manufacturer distributor, and dealer.
T, /// 7 Briefly, it means that the schools in the
United States represent a potential market for three hundred
thousand radio receivers and for nearly one million loud
speakers!

The fact that radio broadcasting has been recognized gener-
ally by educators as a medium of instruction in schools is a
question which no longer need be debated. Many of thc schools
which are radio equipped have reported enthusiastically upon
the results which have been obtained, and every day word is
received that new schools are planning to install radio appa-
ratus. However, there is still much room for development in
this field, for only a very small number of the schools—proba-
bly not more than one per cent.—have facilities for receiving
broacast programs.

Interest on the part of educators in broadcast programs is,
of course, a direct result of the effort made by station manage-
ments during the last few months to provide educational pro-
grams. Whereas until recently practically all daytime radio
programs were made up of ‘““talks to the housewife,” music,
direct advertising, etc., to-day there are many features of in-
terest to schools which are broadcast regularly. Such programs
as the Damrosch lessons in music over the wear chain, the
“Ohio School of the Air” over wLw, the school broadcast by
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wmaQ, Chicago, the standard educational program of kFt, Los
Angeles, etc., provide adequate proof of this trend.

In addition to the deliberately planned educational pro-
grams which are regular features of many stations, education
by radio has other values which are axiomatic, and which alone
are quite sufficient to make it imperative that radio be un-
leashed and set to work with the childhood of America. For
example, an address by the president of the United States or
events of current historical interest may be brought directly
to the classroom. In this and in many other ways radio makes
possible an equality of opportunity never before dreamed of,
in which the smallest country school with an inexpensivc radio
set is on an equal footing with the million-dollar metropolitan
school.

Size of the Market

From the viewpoint of those in the radio industry, statistics
on the size of the educational market should be of interest. In
the opening paragraph of this article it was stated that educa-
tion is America’s greatest industry, and, after analyzing the
tables accompanying this article, this fact should not be diffi-
cult to appreciate. In this connection the following figures are
also rather convincing: the value of school buildings in the
United States is over $5,000,000,000; the yearly cost of operat-
ing our schools is $2,750,000,000; there are approximately
1,000,000 classrooms in 275,000 school buildings; 978,310
persons are employed as teachers; 29,001,761 persons are en-
rolled as pupils; and it is forecast that $569,172,000 will be

Number of Elementary, Secondary, and High Schools

ELEMEN- PuBLic PRIVATE ELEMEN- PuBLIC PRIVATE ELemMEN- PuBLic  PRIVATE
TARY Hign Hign TARY Higr Hicr TARY Hicn Hicu

StaTE AND ScroOLS ScHooLs STATE AND ScrooLs ScHooLs STATE AND ScHooLs ScrooLs
SEconD- AND SEcoND- AND SEconD- AND

ARY ACADEMIES ARY ACADEMIES ARY ACADEMIES
Alabama 6,237 220 47 Maine 2,807 212 54 Oklahoma 6,344 519 38
Arizona 525 41 ] Maryland 2,369 157 50 Oregon 2,709 249 21
Arkansas 6,611 255 26 Massachusetts 2,959 347 117 Pennsylvania 12,854 999 145
California 5,348 406 109 Michigan 9,007 567 77 Rhode Island 503 22 17
Colorado 2,888 190 14 Minnesota 9,192 529 52 South Carolina 4,306 224 22
Connecticut 1,496 92 58 Mississippi 6,347 327 33 South Dakota 5,101 287 13
Delaware 444 25 6 Missouri 10,099 725 61 Tennessee 6,488 307 42
District of Montana 3,546 191 11 Texas 12,395 722 51
Columbia 160 15 30 Nebraska 7,653 565 35 Utah 722 71 7
Florida 2,285 177 25 Nevada 381 23 Not listed Vermont 1,370 76 18
Georgia 6,867 313 36 New Hampshire 1,073 10 28 Virginia 6,133 353 67
1daho 1,694 131 11 New Jersey 2,182 174 7 Washington 3,045 313 27
Indiana 5,385 809 36 New Mexico 1,479 92 17 West Virginia 7,116 240 18
Towa 11,950 917 102 New York 12,101 766 258 Wisconsin 8,280 425 39
Kansas 9,196 722 33 North Carolina 6,759 567 57 Wyoming 1,491 62 2
Kentucky 7,853 540 74 North Dakota 5,097 355 16 Illinois 14,028 958 113
Louisiana 3,250 251 50 Ohio 7,975 1,077 105 Total 256,104 17,710 2,350

SEPTEMBER 1929



spent for new school building construction during the current
year.

The table on page 263 shows the number of schools of various
types in the forty-eight states. These figures include schools of
all sizes from the one-room country school, of which there are
approximately 150,000, to the large city school. However, it
must be remembered every school regardless of its size is a
sales opportunity, and some of the larger schools may find
need for four or more receivers.

The illustrations and tables on pages 264 and 265 give more
specific facts which are of dcfinite aid in determining thce sizc
of the educational market in the various states. The data

RADIO BROADCAST

below were taken from “ Statistics on Public School Systems”
prepared by the U. S. Department of the Interior, Bureau of
Education. These figures show, for elementary schools, the
numbcr of pupils enrolled, the number of teachers, and the
value of all property uscd for school purposes. From these
figures it is also possible to estimate the approximate number
of classrooms (usually there is one teacher for each classroom)
which is useful as it is indicative of the number of loud speak-
ers which would be required in order to equip fully each school.

The way in which the pupils and teachers are divided among
the various kinds of schools is shown clearly on the next page.
It is important to note that 79.5 per cent. of the total numbecr
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TEACHERS PuriLs VALUE oF ALL TeAcHERS PupiLs VALUE oF ALL
EmPLOYED IN ENROLLED IN PRoOPERTY EMPLOYED IN ENROLLED IN PROPERTY
STATE ELEMENTARY  ELEMENTARY USED FOR STATE ELEMENTARY ELEMENTARY USED FOR
ScHooLs ScuooLs ScHooL ScHooLs ScuooLs ScaooL
PURPOSES PURPOSES
Alabama 13,237 538,984 $ 43,738,697 Nebraska 11,405 266,828 66,045,345
Arizona 2,204 70,745 12,131,560 Nevada 588 12,804 4,664,986
Arkansas 11,078 462,175 28,413,757 New Hampsthiire 2,363 59,628 16,217,312
California 20,854 759,676 328,428,349 New Jersey 16,707 629,774 212,243,706
Colorado 7,879 195,101 54,643,686 New Mexico 2,424 79,529 9,516,286
Connccticut. 7,592 279,106 83,352,004 New York 60,352 1,643,215 625,182,175
Delaware 1,114 33,590 6,912,068 North Carolina 20,691 734,170 82,764,628
District of Columbia 1,996 60,027 22,885,000 North Dakota 7.946 149,565 38,052,613
Florida 9,462 307,603 53,370,802 Ohio 30,616 1,031,644 171,083,252
Georgia 14,548 623,684 40,876,987 Oklahoma 14,453 65,884 80,857,406
Idaho 3.284 95,831 20,897,820 Oregon 5,758 142,711 39,514,790
1llinois 34,725 1,095,618 322,871,774 Pennsylvania 43,103 1,581,767 419,964,289
Indiana 14,482 488,780 155,313,619 Rhode Island 2,897 96,486 23,131,959
lowa 18,179 121,376 129,470,931 South Carolina 11,200 435,425 33,911,840
Kansas 14,256 340,330 74,382,427 South Dakota 7,103 138,166 26,216,471
Kentucky 12,937 529,996 35,339,705 Tennessee 14,518 600,584 40,432,610
Louisiana 9,041 349,488 45,748,847 Texas 26,981 1,015,951 145,543,621
Maiue 5,408 112,534 27,420,035 Utah 3,205 110,695 25.018,095
Maryland 0913 229,971 38,678,684 Verinont 2,383 53,551 9,757,365
Massachusetts 18,333 616,809 182,799,503 Virginia 13,704 481,799 54,850,000
Michigan 27,040 744,253 240,017,020 Washington 7,526 258,814 68,403,558
Minuesota 16,668 455,853 136,075,817 West Virginia 12,331 346,716 61,733,333
Mississippi 12,772 529,881 36,737,629 Wisconsin 14,856 415,888 131,933,085
Missouri 19,911 612,414 128,090,771 Wyoming 2,436 40,474 13,717,006
Montana 5,172 96,919 27,190,286 Tolal 644,63¢ 20,981,902 $4,676,603,539
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of pupils and tcachers are in elementary schools which com-
pose radio’s largest educational market, not only because of
the large number of pupils but also because education by radio
is best suited to the requirements of this class of school.

The tremendous growth of education in America is indicated
by the figures on the right. Thesc data, which were prepared
by the Architectural Forum, show the forecast of thc moncy
which will be spent for new building construction during the
currcnt year. It will be noted that schools hold the third place
on the list.

What Has Been Done

It has already been explaincd that at thc present time the
installation of radio apparatus in public schools is almost a
virgin field, that only a few thousand of the one million class-
rooms have been equipped for radio reception. However, this
condition is changing very rapidly and in some sections of the
country as many as 20 per cent. of the schools are able to tune-
in on educational broadcasts. This is true of Ohio.

In the state of Ohio there are 210 cities, towns, and villages
part or all of whose schools are equipped. Some of the villages
have but one school, whereas soine of the cities have as many
as forty. In the latter class is Dayton which has auditorium
or classroom reception for every school. The city of Cincin-
nati now has thirty-eight schools equipped and several other
schools in the city are planning to have receivers installed.
Columbus will have 128 classrooms equipped for reception
when the schools open next fall. In addition, Clevcland,
Youngstown, Sandusky, Elyria, Kent, Barnesville, and many
others from modest beginnings are starting on a program
which calls for equipping every classroon.

How Pupils Are Divided

GARTENS

ELEMENTARY

_KINDER

SCHOOLS

ToraL Per CENT.
SchHooLs TEACHERS PupriLs  TEACHERS &
PupiLs

Kindergarten Public 10,852 673,231 15
Private 2,140 54,458

Elementary Public 644,631 20,984,902 79.5
. Private 56,272 2,143,100

High Schools and Acade- Public 169,538 3,757,466 14.1

mies Private 20,145 295,62

Prept_uawr{ Departments  Public 721 10,456 0.2
of Higher Institutions Private 3,196 45,176

Umver§il.ies, Colleges and  Public 20,169 280,437 27
Professional Privale 38,138 486,704
Teachers’ Colleges and  Public 11,216 252,907

Normal Privale 1,292 17,299 1.0
Total Public 857,127 25,959,399
Private 121,183 3,042,362

Grand Total 978,310 29,001,761 100

Forecast of New Building Construction
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BuiLping TYPES VALUE Per CenT.

Apartments $ 652,829,000 18 2
Office Buildings 584,510,000 11 8
Schools 569.172.000 11.5
Dwellings 479,877,000 9.7
Hotels 312,001,000 6.9
Public Buildings 330,801,000 6.7
Hospitals 306,283,000 6.2
Industrial 260,816,000 5.3
Apartment Hotels 217,518,000 1.4
Churches 211,142,000 4.2
Automotive 197,431,000 40
Club 175,963,000 36
Theaters 161,938,000 33
Stores 116,221,000 2.9
Banks 137,394,000 P
Welfare 106,574,000 25
Community 74,796,000 h -
Totul Value $4,955,266,000 1009

Although the cities in the statc of Ohio arc probably the
most progressive from the radio instruction viewpoint, there
are several other areas which are rather heavily equipped.
In the East there is considerable activity in the vicinity of
New York City, Boston, and Hartford; in the South, radio
interest is greatest near Atlanta and New Orleans, and the
vicinity around Chicago and parts of California also report a
considerable number of school radio installations. In each of
the cases cited above it is most interesting to note that the
equipping of the schools has followed the provision of suitable
programs by the broadcasting stations.

The facts given above show that although the addition of
radio instruction to the curriculum is not general throughout
the entire country, the schools have been quick to take advan-
tage of radio when regular programs of a suitable character
have been made available by the stations. This is especially
noticeable in Ohio which may be taken as an example of the
results which may be accomplished by codperation between
station managements and educators.

It was believed originally that few schools boards would
have both the money and the inclination to purchase radio
equipment for their schools, but this proved false. In the Ohio

(Concluded on page 292)
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RADIO VS, AUTO SERVICE

Dealers Who Look into the Service Systems
in the Automotive Field May Find Ideas
Which Will Aid in Solving Their Problems

THERE 1s no one sure way of getting rich
in any line of endeavor, and, in the radio
servicefield, there is no single method which
may be followed that will by itself spell
success. That magie word “‘suecess’’ must be
made up of a large number of well-planned
systems for doing everything which needs
to be done in any particular business.
A group of good servieemen will not make
a serviee business or a service department
pay for itself unless the prices are correctly designed, the
records are carefully kept and intelligently used, and the
costs of giving good service and the overhead costs of doing
business are known and closely regulated. We must also know
how to secure customers without spending too much money
getting them, and, once gained, how to kecp them.

In the space of this article we ean’t discuss all the ways
that experience has taught us are condueive to suecess in the
radio service game, but we shall consider briefly a few of
them. In this connection a few of the remarks made to the
author by H. R. Coblcigh, secretary of the National Automo-
bile Chamber of Commerce in New York, should be of interest,
as they considered the solutions to service problems in the
automotive industry whieh might very profitably be applied
to problems in thc serviee branch of the radio industry.

Perhaps the most striking thing Mr. Cobleigh pointed
out was the difference between the words ‘ maintenance” and
“serviee.” Some years ago there was a great deal of discussion
among automobile men about the advisability of employing
the word “service,” he explained. There were many who
thought ‘“‘maintenance’” would be a better term because they
felt that ““service” was firmly fixed in the customer’s mind as
meaning something that is frce, whcreas the use of “mainte-
nanee” would removc some of the difficulties in eollecting for
service performed after the end of the frce-serviee period. The
answer to the question was that maintenanee means keeping a
car in proper running ordcr, but that service means satisfying
the cuslomer, and there is a wide difference between the two.

An aectual cxpericnee with automobile serviee illustratcs

John S.

Dunham
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this point very clearly. A ear owner went into a repair shop,
waited fifteen minutes before anyone paid attention to him,
asked for an estimate of the cost of the work he desired done
and how long it would take. He was told it would cost some-
where between thirty and forty dollars, and that they would
try to have it ready by two o’clock the next afternoon. He
returned at the tine mentioned the next day, waited an hour
to get his car, found that the bill was $45., and notieed as he
drove out that his steering wheel was greasy and the wind-
shield had not been wiped off. The repair job by that eoncern
was properly done and the fee charged was a fair one for the
time spent and materials used, so that the work could be
Justly called proper maintenance, but the customer was very
far from being satisfied.

The next time that ear owner wanted serviece performed on
his car he went to a new service station a block away from the
first one. He was greeted promptly and courteously, was given
an exact statement of the cost of the needed repairs, and was
told definitely when his car would be ready. When he ecalled
for the car at the specified time, it was waiting for him, the
windshield was cleaned off, the whole car had been dusted, the
stcering wheel and the seat were clean, and the bill presented
to him was exactly the amount he had been told it would be.
The radiator was filled with water. The service salesman
asked if he might fill the gas tank and check the oil and air in
order to replenish them if necessary. That work was service.
The customer was more than satisficd—he was pleased—
and he has consistently patronized that serviee station ever
since.

Suppose a radio serviecman went into the home of a eus-
tomer, looked at the radio without asking what the eomplaint
was, found no trouble in the set other than a dirty volume-
control rheostat which he cleaned, and then immediately
packed up his kit and left without regard to the question of
whether or not the work done would satisfy the customer.
If the set was working normally when he left, the work done
could be termed proper maintenance. However, suppose the
customer’s complaint was not about the slight noise ex-
perienced when adjusting volume, but that his complaint
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was of variation of volume during the course of an evening
and of much noise which he was experiencing and very natu-
rally blaming on the set. Although such a call would result in
the rendering of proper maintenance, it very decidedly would
not result in the rendering of service. The customer would be
dissatisfied, it would be difficult to collect from him, and the
next time he wanted service he would go to some other service
organization.

Flat rates for all kinds of service work, against the old
method of rendering service on a time and material basis,
was another subject which Mr. Cobleigh discussed at some
length. In the automotive field their experience has been—
and it applies to owners of radio receivers just as much as to
owners of automobiles, because they usually are the same
individuals—that people want to know before they have a job
done exactly what the work is going to cost. When they know
beforehand that it will cost them $100 to have a car over-
hauled, or $15 to have their radio overhauled, if they accept
that figure and give the order and the work is satisfactorily
done, they are invariably satisfied that the money was well
spent. On the other hand, if either the automobile or radio
service organization cannot give them a definite figure at all,
or can give them only the cost of parts and tell them that the
labor charge will depend on the time it is found necessary to
spend on the job, there will be many cases of dissatisfaction
with the amount actually charged, even though the work is
properly done. Our own experience of nearly six years with an
independent radio service organization has amply proven that
the experience of the automotive industry in that respect
can be very profitably used as a guide in the radio industry.
Before we instituted the flat-rate system we had a great
deal of dissatisfaction, not with the work done but with the
cost of that work, simply because the customer thought he
might have been ablc to have the same work done inuch
cheaper somewhere else. If he knows just what a service call
will cost he can then get estimates from other concerns, and he
will be satisfied with the cost of the job because he has
found, by comnparing estimates and the quality of service
rendered by various concerns whose work he has tried, ap-

RADIO BROADCAST
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proximately what it will cost to get the kind of work he wants.
Since we instituted the flat-rate system some three years ago,
we have had practically no complaints or dissatisfaction be-
cause of our charges. )

The U. S. Chamber of Commerce has stated, as a result of a
very comprehensive survey made in all retail ficlds, that only
about fifteen per cent. of the business that is lost by the
averagce individual retailer is lost because the customer con-
siders his prices too high. When we started business in 1923
we charged for labor at the rate of $1.50 an hour. In 1925, in
fear and trembling lest we lose too many customers, we
raised our rate to $2 an hour, and we were surprised and
greatly relicved to find that, so far as we were able to deter-
mine, we did not lose any customers. About a year ago we
realized that our rates were still too low for the service we
were rendering and again with a great deal of trepidation
we revised our entire schedule of flat rates on the basis of
$2.50 per hour, or $20 per man per day. The tabulation of
the results of a survey made this past summer showed us
that only about two per cent. of the customers we lost fol-
lowing our last raise in rates left us because of that raise.
So long as a service department or a service organization in
any industry gives the best service that is humanly possible,
the customers and prospective custonuers of that organiza-
tion will not worry about the cost of service, provided it is not
appreciably higher than other service concerns charge for
rendering comparable service. The average individual is far
more concerned about the quality of the service he gets than
about the cost of that service, and the dealer’s service depart-
ment or the service organization can safely charge fees which
will perinit a reasonable net profit over the cost of rendering
the best of service, without any fear of losing customers
thereby.

In the automotive business, a policy which has grown
up out of the flat-rate practice, is the method of paying
mechanics, not by the month, week, or hour, but by the job.
Approximately two-thirds of the automotive service stations
in the New York metropolitan area pay their men on that
basis, according to Mr. Cobleigh. The mechanics make more
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This curve showing the number of service jobs

handled per month during the last four years

by a well-known radio firm in New York City indicates a slight tendency to flatten out.
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money on an average over the year than they made before on
the hourly basis, the employer pays his labor only for work
done, and he knows exactly what his labor cost for each job
will be. The disadvantage of the system appears to be two-
fold: one is that the men work overtime in the busy season
and make abnormally high wages, while in the slack season
they do not have ecnough work to do and consequently make

less than their average
weekly pay over a period of
a year. The other disadvan-
tage is that at all times, and
especially whenever there is
insufficient work, consider-
able care must be exercised
by the service manager to dis-
tribute the work equally among his men.

When employed on a picce-work
basis, fewer men are required in each
shop than were previously needed
because each mechanic does more work
than he did before and the men in a
shop do not want to have additional
llelp°taken on, even in the busy season,
as long as it is physically possible for
them to handle all the work. That has
the advantage that less labor turnover
is requircd—less hiring of men at the
beginning of a busy season and less firing
of men when work slackens. In a certain
repair shop which was using the old
hourly system of pay, twenty-two men
were employed. When the piece-work
system was instituted during a some-
what slack period, eleven of those men
were discharged. The remaining eleven
men were able to handle the work easily
and made considerably more money.
When the busier season arrived and the
work became heavier day by day, the
men in the shop went to their employer,
asked him to pleasc refrain from hiring
any more men, and assured him that
they could handle the additional work
by staying overtime. The boss con-
sentcd, as a matter of trial, and the shop
went through the busy season without
hiring more men. Those mechanics madc
a great deal more moncy than they
would have made had more men been
taken on, the cost to the employer for
the work done was no greater than it
would have been with twice the numbcr
of men employed, and he was rclicved
of the high cost of hiring and breaking
in new men.

Perhaps you are thinking that when
a man is paid a flat rate for a ccrtain
job his natural tendency will be to hurry
that job at the expense of doing it
properly, and that much customer dis-
satisfaction would therefore result from
carcless work. The way the problem has
been solved in the automotive field is
by requiring, whenever a job is incor-
rectly done in any respeect, that the
serviceman  responsible shall do  the
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N. P. Brooym (Adler): *“The man-
ufacturers of radio have been laying
the ground for the interchange of
patents within the radio industry,
and I believe before the present
year is over this will have been

achieved.”

b4

Joun W. VAN ALLEn (counsel,
R.M.A.): “Radio program sponsors
need listeners to be successful. The
public has accepted sponsors of pro-
grams but has not accepted sales
talks as sufficiently entertaining
to sustain interest.”

X%

GoroonN C. SvLeeper (Temnple):
“Radio dealers are increasingly
prosperous and daily becoming in-
creasing factors in their cornmuni-

ties.”
X%

H. B. Rickmonp (General Ra-
dio): “This year we find a large
number of manufacturers putting
their receivers through a complete
performance test. Receiver design
has been reduced nearly to a mathe-
matical formula.”

X%

SostHENEs BeHn (president 1.
T.&T.): “The engineering develop-
ment of communications facilities,
in respect to cables, wires, and wire-
less, has outdistanced the adoption
of more advanced commercial prac-
tices in the use of such services. . . .
The new types of cables, carrier cur-
rent for wire service, and short-
wave wireless equipment will have
so much greater traffic capacity
that new commercial practices and
services must he adopted to ab-
sorb these capacities.”

X

Arrrep Hanop (Edison): *“The
questions before most companies
is not whether to advertise; it is
how to advertise. Manufacturers,
in general, owe a certain obligation
to their distributors and should do
all they can to build up good will
and a buying urge in favor of their

product.”
X%

Domestic  Commerce  (Govern-
ment): “The opinion of 53.3 per
cent. of manufacturers dcfinitely
answering the question (does dealer-
pricc cutting affect ny distribu-
tion?) was that when dcalers cut the
price of a manufacturcr’s product
ils distribution is decreased.”
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work over on his own time. The result is that each mechanic
is very careful to do the job as it should be done the
first time. Whether the piece-work system would work out
satisfactorily in the service branch of the radio industry,
as it has in the automotive industry, is a question well
worth while considering. It seems to the author that the
majority of our problems so closely parallel those of auto-

mobile service that the
method of paying men a defi-
nite percentage of the flat
labor charge for each job
should be tried out. The
only way to determine
whether it would be better
than the present haphazard
method of paying for labor is by trial.

We believe that a graph of the
amount of radio scrvice performed dur-
ing the year has higher mountains
and lower valleys than a similar graph
depicting the work of the average
automotive service department or or-
ganization, which, under the piece-work
systein of pay, has the disadvantage
that either the pay of a radio service-
man would fluctuate more widely or
clse that more hiring and firing would
be necessary than is the case at
present in the older industry. How-
ever, progressive automobile shops
have done a great deal to fill up the
hollows in their yearly volume graph
and to straighten out the whole curve
by selling combination jobs and gen-
eral ovcrhaul jobs at much lower than
normal rates during their slack periods
and by selling an increasingly large
proportion of their customers on the
benefits and the economy of regular
periodic  service. If those remedies
can be applied successfully to auto-
mobile service they certainly can be
applicd to radio scrvice.

The yearly curve of radio business
has straightened itself out gradually
during these nine years of broadcast-
ing by reason of better summer fea-
tures, better quality of transmission
and reception, and greater power used
by local stations to pcrmit a very
high signal to noise ratio even under
bad atmospheric conditions. Although
there has been gradual improve-
ment, the maximum amplitude of
that curve is still a large multiple
of its minimum and it will always
be so unless the minimum portions
are artificially stinulated by intensive
sales effort. The fact that an older in-
dustry has been successful in artificially
raising the low periods of their yearly
curve is very hopeful evidence indeed
that we can do exactly the same thing
if we start cinploying both mental and
physical activity to get that work which
can be obtaincd.



PROFESSIONALLY

4 5 6 7 8

3
6 5 4
5 6 7 8 s .2
2 STV Ry N [ =S T T RN PR KIS LD | WwLiridd
3 4 5 6 7 8 s 5

HEU ="y 2 "~

WHAT COST ENGINEERING?
! FEW YEARS ago there was little demand for high-

grade radio engineers. Pseudo-engincers did most of

the engineering, chiefly because they were young
enough and with so few responsibilities that they did not mind
getting small pay for the work they would do at home anyhow
at no incomc. Competition among set manufacturers has
put a stop to this business of flirting with thc undertaker,
technically speaking. At the present time no high-grade set
manufacturer can stay in business if he does not possess a
laboratory and a staff to work in it.

What does it cost to engineer radio receivers?

In reply to such a question Rapio Broapcast received
some very strange answers. One chief engincer stated that ““in
our own case, it would be a matter of considerable difficulty
and would involve a very considerable expense to give even
approximate answers’’ to the questions we asked on the cost
of engineering radio sets made by this well-known company.
In other words, the chief engincer did not know how nuch it
cost him to engincer his company’s production! Fortunately
this answer was not at all characteristic.

For example, the following figures are quoted from a letter
from another well-known manufacturer:

1. Total amount charged to radio engineering in 1928:
Production drafting $10,451.27

Engineering administration 34,797.24
Experimental 12,968.27
Research 1,401.82

Tolal 1928 $59,618.60

2. The total cost of apparatus (meters, bridges, etc.)
utilized by Engineering Department plus the cquity in a well-
known licensing organization was $75,000. This company
employed six engincers and thrce laboratory assistants.
In 1928, the company sold 145,000 sets.

Another company which made approximately 100,000 re-
ceivers and 10,000 dynamie loud speakers had a technical
staff of five engineers and two electrical mechanics. The
laboratory equipment, which represented an investment of
about $18,000, was being increased all the time. The engineer-
ing costs, exclusive of inspection, ran close to 13 per cent. of
the net selling price. These are comparable figures, certainly.
Such figures come from the books of successful manufacturers;
they indicate that the manufacturers in question are not con-
tent to let amateurs do their engincering. The only conclusion
is that such expenditures must pay.

A side light on this subject is the fact that there seems to be
a dearth of really high-grade experienced engineers. A licens-
ing organization with home office in New York had two long-
distance calls froin the Chicago area within an hour recently,
both asking for engineers who were equipped so that they
could step into positions paying up to $7500 a year. The licens-
ing organization receiving these urgent requests had no en-
gineers in mind ; they did know where to look. Consolidations
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among set manufacturers will relecase some men of the proper
caliber, but therc will always be good positions for good men.

One of the manufacturer’s best safeguards against decad-
ence must lie in his engineering departinent. This departinent
will cost about 1% per cent. for engineering alone; and the
manufacturer will have some difficulty in finding and keeping
good engineers unless he is willing to pay good money for
them.

A WORD TO THE WISE IS SUFFICIENT

HE FOLLOWING quotation from the Erhibilors’ Herald

I World—a trade journal of thc motion-picture in-

dustry—is so succinct and needs so little paraphrasing

to makc it a shoe for the foot of some manufacturers of radio

receivers that we reprint it as it appeared in the May 4, 1929,
issuc of that journal.

*“It would be amusing—if the matter were not one of such
vital importance—to see thc number of persons connected in
one way or another with mnotion-picture affairs who have sud-
denly set themselves up as experts on reproducing devices.
The intentions of some of these may be worthy enough but
the exhibitor who depends upon their guidance is headed for a
painful and expensive experience.

“It scems alinost too obvious Lo state that when a person
wants advice on a technical matter he should go to a technician
—and not to a banker, baker, or candlestick maker. But this
very thing is being done by exhibitors in connection with con-
tracting for reproducing equipment. The theatre man who
follows this course will have to be lucky indeed to escape
seriously unpleasant results.”

UNIFORM SELECTIVITY IN 1930?

NE OF THE engineering advances which the screen-grid
O fervor has masked rather thoroughly is that which
gives radio-frcquency amplifiers a flat frequency
characteristic and endows a receiver with uniform r.f. gain.
The tuned r.f. set of a year or so ago had a voltage amplifica-
tion that varied at least three to onc over the band and many
varied in a much greater ratio than this. At the same time the
selectivity of the set varied in at least a three to one ratio.
The result was a set which seemed very selective and some-
what dead at 550 kc., and very broad and of proper gain at
1500 ke.

Now what is really desired is an amplifier that has constant
gain over the band—disregarding any peculiar method of allot-
ting station frequencies indulged in by thc Radio Commission
—and in which the percentage selectivity at the high fre-
quencies is three times as great as at 550 kc. For example, at
the lower end of the band we desire to pick a 10-ke. channel
out of 550 kilocycles, or one in 55. This calls for a frequency
separation of 1.82 per cent. Now at 1500 kc. we want the same
10-kc. channel, or one part in 150 or a frequency separation
of 0.66 per cent.—threc times as great as is required at the
other end of the broadcast band.

(Concluded on page 298)
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The figures on this map give an estimale of the lolal radio set sales for the radio year of 1928-29 (July-June).

AN ESTIMATE

OF SET SALES

By T. A. PHILLIPS

Manager, Research Division, Doubleday, Doran & Company, Inc.

RIS 1S the last and concluding article analyz-
ing the radio survey made by the Bureau of
Foreign and Domestic Commecree, electrical
equipment division, in cooperation with
e National Electrical Manufacturers Associa-
2 tion. The first two articles discussed the
most important phases of the survey. This article reports
some of the other items covered that are of general interest.

The survey gives radio set sales by states July 1, 1928 to
March 31, 1929, which presents the opportunity of making

an estimate of total set sales for the radio year (July 1, to
June 30) by states. The radio year has passed but it will be
many months before the totals are known. In the meantime,
these estimates will help in determining the future business in
light of past results. The NEMA estimates that set sales will
reach a total of $650,000,000. Taking that as a base we have
made the estimate given in Table I. Note that New York,
New Jersey, and Pennsylvania account for more than one-
quarter of the total sales. The territory east of the Miss-
issippi and north of the Ohio River accounts for more than

Table I: Estimate of Total Radio Set Sales for Each State for 1928-1929

Estimaled Eslimaled Estimaled
Percent.  Total Sales Percenl. Tolal Sales Percenl.  Tolal Sales
of in Dollars. of in Dollars. [ in Dollars.
Tolal Radio Year Tolal Radio Year Total Radio Year
Slale Sales 1928-1929. Slale Sales 1928-1929, Slale Sales 1928-1929,
NEW ENGLAND STATES WEST NORTH CENTRAL WEST SOUTH CENTRAL
STATES STATES
Maine 0.89 5,655,000 | np; sot 2.04 13.260.000
New Hampshire 1.00 6.370.000 | Towa o0 258 12.260.000 | Arkansas 0.59 3,835,000
Vermont 0.36 2,210,000 ] A 3.55 23075.000 | Louisiana 0.42 2,730,000
¢ Missouri 3. ! . Ollah
Massachusetts 4.39 27,690,000 | North Dakota 0.38 2.470.000 ahoma 1.15 7,475,000
Rhode Island 0.92 5,915,000 | g, » 6 Texas 2.60 16,900,000
¢ £t 104 12'282°000 Nouth Dakota 0.40 2,600,000
onnecticu . ,285, as .
e BERa1g gLl W AL B S 476 $30,940,000
G Total 0.50 $60,125,000 Kaasas 2.00 13,000,000
Henp - P Group Total 11.06 $71,890,000 | prrounTAIN STATES
SOUTH ATLANTIC STATES Moumna 0.25 1‘625‘000
MIDDLE| ATUANTIC STATES }\)A(wla“lmrel 0.28 1,820,000 wuho_ 0.3(9) 1,930,000
arylanc 1.20 7,800,000 yoming 0.0 585,000
Rew ok 1.8 74750,000 | District of Columbia 1.91 5.915.000 | Colorado 1.04 6,760,000
Pc“’ “l“ey. 10.66 67.340°000 | Virginia 1.00 6,500,000 | New Mexico 0.04 260,000
cnnsylvaniy oy West Virginia 1.22 7,930,000 ,tkjrizonn o.lg . ag;s,ooo
North Carolina 0.37 2,405,000 tah 0.9 ,370,000
Gronp Total 26.88  $170,690,000 South Carolin 0.49 3'185.000 | Nevada 0.11 215,000
eorgia 0.34 2,210,000
Florida 0.24 2,210,000 | Group Total 2.91 $19,110.000
EASSTTATI;g"T'" CENTRAL Group Total 6.15 $39,975,000 .
Ohio 7.75 50,375,000 [ Fiomarne o TRAL Washington 2.16 13,975,000
Indiana 3.16 20,540,000 | .. o — Oregon 2.38 15,105,000
Iinois 5.90 38,350,000 | }entucky .79 5,135,000 | California 8.06 52.325.000
Michigan 4.39 28.535,000 Aﬁm;ﬁ:* 8,613 1-%?3-888 & — oy g
g o 9 414 5 . 3 ) Ay 2. d ’
Wisconsin 2.141 15,860,000 ilimsissip 025 1.625.000 roup Tota b
Group Total 23.61 $153,660,000 | Group Total 2.47 $16,025,000 | Grand Total 100.00 $650,000,000
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The figures on
this map show
the average vol-
ume of radio sales
per dealer in each
state. The data
were taken from
the radio survey
for thefirst quar-
ter of 1929 which
was prepared by
the Bureau of
Foreign and
Domestic Com-
merce in cooper-

ationwith NEMA.

The average
values of radio
receivers sold
during the first
quarter of 1929 in
each state are
given in the map
on the 'right.
Thesefigures vary
from $143.50 for
Oregon to $191.50
Jor Nevada. The
average for the
entire country is

$165.00.
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almost 60 per cent. of the total sales. The comprehensive-
ness of the survey allows for considerable reliance upon
the figures showing the percentage of total business done
in specific states. Should future estimates of total radio
sales for the radio year 1928-29 differ from the NEMA

estimate of $650,000,000, the per cent. of sales by states
will still, in the main, hold true.

The percentage of the total radio sales handled
by dealers in various districts of thie United
States is shown in the chart on the left. These
data are taken from Table I which also gives
. the percentage of total sales by states.
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Tying In With Aviation

“//IVE YEARS AGO, radio occupied the same
public attention and the same libcral space
in the press that is to-day accorded to
aviation. There was then no item of the
~ broadcast studios or of the industry too
. insignificant to break into print and one
w ho had a working knowledge of radio became autoniatically
a social lion. The radio i{adustry successfully
established itself on a sound footing before its
command of the front page wore off.

Radio is remarkably well adapted to asso-
ciate itself with aviation in the news of the
day. By such an alliance, it may share the
limelight. Most broadcasting organizations have
been too concerned with direct advertising to realize that, in
aviation, they have an ally which may bring them once again
to the front page of the newspaper and to the forefront of
public interest. Consequently, they have made rather limited
use of their cpportunities restricting themselves to such events
as the start of the recent transatlantic flights, the inaugura-
tion of the transcontinental air-rail service, and occasional
talks by various aviation experts. These features arc scheduled
during obscure broadcasting hours when audiences are at
their minimum.

If the newspapers had as little conception of news interest
as the broadcasters, they would still be carrying aviation news
in a half column on the fourth page. Why restrict aviation
broadcasts to relatively unimportant hours?

Aviation also means opportunity to the dealer. The public
is flocking in huge numbers to airports, particularly on Sun-
days and holidays. During May, 22,072 pcople paid admis-
sions to visit Roosevelt Field, Long Island. Leisurely crowds
at airports can be entertaincd by radio reception to the ad-
vantage of the radio dealcr who capitalizes this opportunity.
Open air demonstrations show up the capabilities of the
modern receiver to the best advantagc.

Let Dealers Mould Advertising Policy
RADIO MANUFACTURERS spend tens of millions annually

in newspaper and magazine advertising to stimulate
sales of radio receivers. The influence of that expendi-
ture depends not only upon its magnitudc and the skill used
in sclecting mediums, but also upon the directness and power
of the appeals made in the advertising copy itself. Oue must
go far from radio and the advertising profcssion to cvaluate
effectiveness of copy appcal upon thosc wlio are neither tecli-
nically familiar with radio nor sufficiently intcrested in broad-
casting to purchase a rceciver. To pass judgiment, one must
consider advertising copy in the light of the qucstions asked
by the prospects whio visit the
radio dcalcr’s store for the first
time and upon close obscrvation
of the influences which attract
the new prospect and lead him
to buy.
Advertising policies are usu-

The MARCH

Putting Radio on the Front Page
Let Dealers Suggest Advertising Copy

- D A
AVIATION
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ally determined by persons who have no real contact with
buyers and prospects. They are based more upon theory
than upon practice face-to-face with buyers. All sorts of
methods are resorted to by the advertising agents to ac-

quaint themselves with the new buyer attitude. But
none have the opportunity of the average dealer to secure
first-hand information as to the sales appeals arousing the
grcatest interest in the non-owning group, now by far the
largest potcntial market. The dealer can help to mould ad-
vertising policies by practical suggestions made
to the manufacturcrs whose products he han-
dles, based on his selling experiences.

Radio manufacturers’ advertising has an
unconvincing uniformity to the average non-
owner. The claims made by most makers are
almost stereotyped, such phrases as ‘‘magnifi-
cent tone quality,” ‘“‘revolutionary in principle,” and “new
precision,” appearing everywhere. Another favorite advertis-
ing technique is to coin an esotcric technical term to lend a
vell of mystery to what is usually a perfectly ordinary design
feature. This may captivate the dealer who gathers some
glimmer of meaning from the verbiage, but it is doubtful
whether a new prospect was ever won by the hocus-pocus
appeal in advertising.

The disadvantages of being tcchnically expert, when asso-
ciated in the preparation of advertising, are usually not ap-
parent to those who pay the advertising bills. Dcalers usc
copy sent them by the manufacturer because of its convenient
form and the prestige of those who prepare it. But many a
dealcr is better able to suggest copy themes which will bring
people into his store than the manufacturer or his advertising
agent. The dealer’s idea of copy nay violate all the principles
of advertising which have been laid down so carcfully by
armchair experts, but it would be based upon an intimate
knowledge of the buyer’s attitude when he enters the radio
storc. For that reason, suggestions and conclusions based on
careful observation should be welcomed. A dealer contest for
advertising copy suggestions would be a productive source of
copy ideas for any manufacturcr.

The WCFL Controversy

ONSIDERING THE immense political agitation brought
G forward in behalf of wcrL, the Chicago Federation of
Labor broadcasting station, one would dcrive the
impression that its activitics are of vital importance to the
well-being of labor. We werc, therefore, sufficiently intcrested
to read the brief filed in reply to wcrL’s appeal by the Federal
Radio Comunission with the Court of Appeals of the District
of Colunibia.

The Commission pointed out that the station, in the long
period that it has had full timc on its channel, had dcvoted
only 30 to 65 minutes daily to programs of special intcrest to
labor, that it has broadcast
patent-mcedicine advertising
and violated the order that
phonograph records be iden-
tified. The Commission con-
tends that labor unions as
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a class are mo larger or more important than numerous
fraternal and political bodies which could, with equal pro-
priety, claim an exclusive channel on the basis of their

numerical strength. By making the fate of
wcFL a ‘‘cause,” politically potent labor
may force upon the Commission the neces-
sity of granting it a clear channcl. Such a
decision would establish precedents which
will encourage other groups to make pleas for
exclusive channels on the same grounds.

There is no instrumentality which serves the public without
discrimination on a broader scale than radio broadcasting.
It is unfortunate to attempt to make this the tool of any class
or grouping of society. WcrL should base its case on supcrior
service to all the public and prove itself a better station from
the program and service standpoint than other Chicago sta-
tions assigned clear channels. Dependence on service to labor
unions rather than to the general public might indeed bc
construed as a realization that its case is weak from the public
service standpoint. Any group, including organized labor,
better able to serve than existing broadcasters, is entitled to
the channel facilities of inferior broadcasters, but nonc
deserve consideration on the basis of political threat or
influence.

A Fortune for a Feature

so successfully that numerous stations have been

broadcasting special phonograph recordings released
them each week. Recently, the services of these artists were
purchased by the National Broadcasting Company from
Station wmaQ for a sum reputed to be $100,000, apparently
the highest price to be paid to date for the release of a single
broadcast act. The sum is not verified, but it is quite probably
correct. '

There is no shortage of good radio talent, but it is a matter
of the utmost difficulty to secure real hcadliners whose merit
and distinctiveness establish extensive and
enthusiastic followings. It is probable that the
National Broadcasting Company will be fully
compensated for its purchase. No doubt, there
is a great deal of scurrying around to find an
advertiser to sponsor these two capable and
expensive enterlainers. One of these days, they
will appear in the name of toothpaste, halitosis, or scrcen-
grid tubes.

In this connection, it is interesting to learn the conclusions
of Duane Wanamaker, advertising manager of the Grigsby-
Grunow Company, sponsors of the ‘“Majestic Theatre of the
Air,”” after presenting Moran and Mack as a headline feature
over the Columbia System. There has been no question about
the popularity of this feature, he states in Broadcast Adverlis-
ing, but headline artists win attention to themselves rather
than to their sponsors.

This reasoning might justify the conclusion that an or-
dinarily good broadcast feature, not sufficiently outstanding
to arouse great public interest in the artists presenting it,
centers good will upon the sponsor and his product most effec-

“! mos 'N° ANDy” have captivated the radio public
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Paramount Enters Broadcasting
District Judges Become Commissioncrs
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tively. Thereforc, such a program is a better paying broad-
casting proposition than a ‘“big-name” feature.

It is doubtful, however, whether an “average’ feature can
attract as large an audience as outstanding
headliners. The average radio advertiser is
no longer content to make his advertising
secondary to good radio performance. Such
reasoning, it seems to -us, is fallacious be-
cause the first essential to successful radio
advertising is to attract the largest possible
audience through the program merit of the feature itself.
The advertiser may secure thc benefits of headliners by identi-
fying them with names suggesting his products.

Paramount in Broadcasting at Last

interest in the Columbia Broadcasting System, form-

ing a combination somewhat similar to the Radio-
Keith-Orpheum. The statement issued at the time of the
mcrger set forth that it was brought about by Paramount’s
desire to associate itself with radio on account of the coming
of practical television. It is our guess that this was simply
publicity strategy because television has yet to reach a stage
of development of interest to the general public and does not
promise to do so in the immediate future. Paramount has
been linked with the effort to start broadcasting chains
for several years and this merely represcnts the consummation
of their work in this direction.

PARAMOUNT-FAMOUS Prayers have purchased a half-

District Judges Become Commissioners

HE FeEpERAL Rapio Commussion bids fair to be dis-

placed in its most iinportant functions by the District

Court of Appeals of the District of Columbia. All the
Commission’s major high-frequency allocations in the con-
tinental and inter-continental channels have now been
brought before that court by appeals. This amounts to placing
the decision as to how the high-frequency allocations will be
made with that judicial body. Attacks have
centered upon the generous allotment of fre-
qguencies made to the Universal Wireless Com-
munications Company. The Mackay Radio
Corporation, Radio Communications, and In-
tercity Radio bave appealed the Commission’s
decisions. The latter two fear no comparison
with Universal Wireless Communications in cxperience in
practical commercial radio telegraphy, their contender in
high frequencies having had nonec to date.

It is all an extraordinary mess which has not been in the
least simplified by the existence of strong prejudices against
some of the interests involved. Radio cominunication is of
such importance in national and international relations that
it is well to consider decisions not only from the standpoint
of how they affcct the relative positions of various cominunica-
tion companies and the pet hatreds of some Senators and
Congressmen, but primarily how they affect the cconomic
future of the United States and its position in international
communication.

—E. H. F.
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New Recetvers Announced

KELLOGG SwIiTcHBOARD AND SUPPLY
Co: Three new receivers, especially de-
signed for use in districts supplied with
25-cycle current, have been added to the
line of sets manufactured by this company.
These new sets, models 526, 527, and 528,
will use 224-type screen-grid tubes and
an automatic volune control. The 526
and 527 have phonograph pick-up jacks.

STERLING MANUFACTURING COMPANY:
This is the first season that this company
has manufactured radio receivers al-
though they have been in the electrical
business for 23 years. Three sets are being
made, the Stuart, the Avon, and the Ox-
ford. The sets use screen-grid tubes and
245-type power tubes. The loud speaker
is a 10-inch dynamic.

STEwART WARNER CoRPORATION: The
series 900 screen-grid receiver and the
Stewart-Warner dynamic loud speaker
are now available in a new console of 17th
century English furniture design.

TempLE CoRPORATION: The new receiv-
ers of this company are arranged so that
either screen-grid or ordinary 227-type
tubes may be used, the change over from
one type to the other requiring about
thirty minutes work. All models use the
Temple 14-inch dynamic loud speaker.
In converting a Temple set from 227 tubes
to a screen-grid tube receiver, two radio-
frequency transformers and two resistors
must be changed. Then two 224-type
screen-grid tubes are substituted for the
227 tubes in the r.f. stages and the job is
done. The Temple Corp. feels that the
possibility of using either 227- or 224-
type tubes in their sets is a protection for
their dealers in case of a screen-grid tube
shortage.

STROMBERG-CARLSON TELEPHONE MAN-
UFACTURING Company: The inodel 846
receiver is a screen-grid set with automatic
volume control. Two special features pro-
vide for quiet reception. Oneof these is a
control which reduces the sensitivity of the
set when powerful locals are being received
or when there is considerable static. The
second feature is the **silent key” operated
by a push button, which enables the user to
cut out background noises and station
signals when tuning from one station to
another. The set uses a linear detector and
is tuned by means of a single dial in con-
junction with a tuning meter. A phono-
graph pick-up jack is provided.

Miscellaneous New Apparatus

Rapro Recepror Company, Inc: Four
new powcr amplifiers have been designed
by this company. The pyp-245 is a three-
stage amplifier with two 227-type tubes
followed by two 2453-type tubes in push
pull, the px-245 is a two-stage amplifier
with one 245-type tube, the pxp-245 is a
two-stuge amplifier with 245-type tubcs
in push pull, and the pxp-250 amplifier
contains three stages with 250-type tubes
in push pull.

JENkINs Terkvision  CORPORATION:
This company rccently demonstrated a
complete television receiver for homc use.
The complete receiver was contained in a
cabinct measuring 18 by 18 by 24 inches and
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News, Useful Data, and Information on the

Offerings of the Manufacturer

the apparent size of the image was 6 by
6 inches. The set is operated by first turn-
ing on the neon glow tube by means of a
snap switch and then tuning in the tele-
vision signal. A crank on the set is turned
to frame the picture properly. The interior
mechanism consists of a synchronous mo-
tor and the scanning drum. A special dis-
tributor serves to flash in succession the
four plates contained in the neon lamp.
Two transmitters of the company, one
at Jersey City, N. J., and the other near
Washington D. C., are on a regular sched-
ule transmitting television programs. Both
stations are rated at 5 kw. and operate on
140 meters.

JEwELL ELEcTRICAL INSTRUMENT COM-
PANY: The pattern No. 199 Set Analyzer
is now available in a portable cabinet pro-
vided with a drawer and compartments
for tools and tubes.

Personal Noles

C. J. CaLLAHAN, has assumed the duties
of sales promotion manager of Colin B.
Kennedy Corp. Mr. Callahan was for
several years promotion manager of the
Zenith Radio Corporation, of Chicago.

AT A SPECIAL MEETING of the Midwest
Radio Trades Association held at the
Electric Club of Chicago, E. J. Brennan
was formally elected to the board of direc-
tors. Mr. Brennan is Chicago district
radio sales manager for the Kellogg
Switchboard & Supply Co.

GEORGE MUCHER, of the well-known
family of Mucher brothers, who operate
in the radio field under the name of the
Clarostat Manufacturing Company, of
Brooklyn, N. Y., has just joined the Clar-
ostat engineering staff, following his
graduation from the Rensselaer Polytech-
nic Institute.

D. W. McKinnoN has been chosen
division manager for the Colin B. Kennedy
Corporation, of South Bend. Mr. McKin-
non will cover the Mid-West territory.

Davip GriMEes, radio inventor, has
been appointed chief research engineer of
the Pilot Radio & Tube Corporation, it
was announced by I. Goldberg, president
of the firm. He has taken charge of the
main Pilot laboratory, 323 Berry St.,
Brooklyn, New York, where he will con-
duct investigations along original lines.

Epwarp Strauss has joined the Bruns-
wick national organization, and he will
be succeeded by Frank S. Horning as the
New York district sales manager.

AMONG THE recent additions to the Colin
B. Kennedy Corporation executive per-
sonnel is G. H. Kratsch, divisional super-
visor at the main office.

O. H. Escunorz has been appointed
manager of the patent department of the
Westinghouse Electric and Manufactur-
ing Company, succeeding O. S. Schairer,
who resigned to accept a similar position
with the Radio Corporation of America.
Mr. Eschholz’s headquarters will be at
the company’s East Pittsburgh works.

E. W. BurLER, for the past five years
with the sales and engineering depart-
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ment, San Francisco office, E. T. Cunning-
ham, Inc., has been transferred to the
New York executive offices of the com-
pany, it is announced by C. R. King,
vice-president and assistant general man-
ager of the company. Mr. Butler will de-
vote his time in the same capacity at the
company executive headquarters.

Tue SterLinG MAanuracTUurRING CoM-
pPANY, Cleveland, announces the addition
to their staff of Geo. J. Eltz, Jr. Mr.
Elitz will act in the capacity of manager
of the Radio Division.

A. A. TRoSTLER has just been made sales
manager of the Radio-Panatrope Division
of the Brunswick-Balke-Collender Com-
pany, of Chicago. This concern recently
purchased the Bremer-Tully interests.

KEerrH SaunbERs, well-known figure in
the New York radio sales field, has been
appointed assistant sales manager for
the Freed-Eisemann Radio Corporation.
Mr. Saunders will handle all the shipment
problems of the Freed concern and will
contact with the Freed Radio distributors
throughout the nation.

EXECUTIVE PROMOTIONS are announced
by E. T. Cunningham, Inc. George K.
Throckmorton, formerly vice-president
and general manager, to the position of
executive vice-president and general man-
ager; C. R. King, formerly assistant
general manager to the position of vice-
president and assistant general manager;
and M. F. Burns, formerly general sales
manager, to the position of vice-president
and general sales manager.

News from Distributors

W. E. DArbEN has been elected vice-
president and Hal Motor has been elected
treasurer of Ernest Ingold, Inc., Atwater-
Kent distributor of San Francisco.

C. V. CuisnoLm, manager of the Edison
Distributing Corporation, of Boston,
Mass., New England distributors of Edi-
son radios, phonographs and records, re-
cently announced the appointment of
Guy P. Clement as their representative
for the state of Maine.

Tt. B. WoLFE, sales representative of the
Atwater-Kent Manufacturing Company
assigned to the Sioux City distributing
area, has moved to Sioux City and will
serve in the territory embraced by the
A. A. Schneiderhahn Company.

THeE BURR-TRUE CORPORATION, At-
water-Kent distributors in Syracuse, N.
Y., devised in connection with their an-
nual Atwater-Kent Dealers Convention,
a very novel and arresting announcement
and reservation blank in the form of a
check, making payable to the invited
dealer ‘“One Profit-ful Day and Enjoyable
Evening,” collectible at par at the Conven-
tion Headquarters. The lower part of the
perforated double check, to be returned to
the Burr-True Corporation, is detachable
for the purpose of reservations.

NEW DISTRIBUTORS APPOINTED

TrE KELLOGG SwWITCHBOARD AND Sup-
pLY CompanY has appointed the Em-Roe
Sporting Goods Company, 209 West
Washington Street, Indianapolis, Indi-



Z RADIO BROADCAST AN

NEW CONSOLES

(A)

(B)
(C)
(D)
(E)
(F)

(G)
(H)

@)
)

The new Victor receiver which has attracted considerable attention. The tuning control consist of a transparent indicator which
slides over an illuminated dial.

A rather interesting cabinet houses this screen-grid receiver manufactured by the Sterling Manufacturing Company. The dynamic
loud speaker is connected to a power stage using two 245-type tubes in push-pull.

This illustration shows the Jensen Imperial Model dynamic loud speaker. This model is available with either the Concert- or Audi-
torium-type dynamic units.

Automatic volume control and power detection is used in this model (No. 846) Stromberg Carlson receiver. The r.f. amplifier
employs three screen-grid tubes.

The Stewart Warner series 900 screen-grid receiver in a 17th Century English Console. The receiver uses eight tubes including
the rectifier.

An Atwater-Kent Screen-Grid receiver and dynamic loud speaker in a well-designed console. The receiver uses three screen-grid
tubes and two 245-type power tubes.

Here is a picture of the Eveready Model 33 radio receiver. It is one of the ten models included in the Eveready line this year.

The Bosch Radio De Luxe Highboy. Sliding doors are used in this artistic piece of furniture. The receiver uses screen-grid tubes
and a dynamic .oud speaker.

Here is a unique cabinet design. No loud speaker grill is required for the loud speaker plays through an opening in the bottom
of the cabinet. It is the Colonial Model 32.

The Radio-Victor Corporation of America makes this receiver, known as the Model 33. The legs are readily detachable making
a table model receiver.
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ana, distributor for the southern Indiana
territory.

Western Missouri and the entire state
of Kansas will be served by the Univer-
sal Equipment Company, 1201 Winches-
ter Avenue, Kansas City, Missouri. An-
other distributor recently appointed by

.

Veer, Inc., Boston, Mass.; J. H. Blimline
& Sons, Reading, Pa.; G. S. Means Co.,
Fort Wayne, Ind.; John Y. Parke Co.,
Philadelphia; and the Gertler Electric
Co., New York City.

W. R. McCALLISTER, sales manager of
the Federal Radio Corpor-

The television receiver pictured above
has been developed for home use by the

Jenkins Television Corp.

the Kellogg Switchboard and Supply
Company is the F. D. Lawrence Company,
Inc., 219 W. 4th Street, Cincinnati, Ohio,
who will serve dealers in eastern Ken-
tucky, southwest Ohio, and the south-
western portion of Indiana.

THE Triap Mrg. CompANY has ap-
pointed the Northeastern Radio, Inc.
and John V. Wilson, of Boston, Triad
wholesalers for the New England terri-
tory.

THoMmas A. Epison, INnc., maker of the
Edison Radio, have completed negotia-
tions with Morley Bros., of Saginaw, Mich-
igan, for the distribution of Edison radios,
phonographs, and records in that state,
according to an announcement recently
made by Roy S. Dunn, western sales
manager of Thomas A. Edison, Inc. Mich-
igan Edison dealers will now be served
by two Edison distributors, the other dis-
tributor being E. A. Bowman, Inc., of
Detroit, who is intensifying his Edison
activities within the environs of Detroit.

Tne Corin B. KENNEDY CORPORATION,
announce the appointment of the follow-
ing distributors: Belknap Hardware &
Manufacturing Company, Louisville, Ky.;
Lindsay Electric Company, Rochester,
N. Y.; Whiteemore, Bros., Worcester,
Mass.; Narrangansett Radio Corporation
Providence, R. Il.; Tri-State Radio Co.,
Huntington, West Virginia; Ashton-Dc-

ation, Buffalo, N. Y., an-
nounces the appointment
of the Haas Electric Sales
Company, Cleveland,
Ohio, as a Federal whole-
saler. The company’s terri-
tory extends throughout
about half of the state of
Ohio and the tier counties
in the southeastern portion
of Michigan. The company
contemplates opening a
branch in Toledo in the
near future, thereby giving
immediate service to its
trade in its western terri-
tory.

JOBBER-DEALER MEETINGS

DEALER MEETINGS dur-
ing the summer were held
by the following Atwater-
Kent jobbers: Louis Beuhn
Company (Philadelphia);
Knerr Company,
(Harrisburg, Pa. terri-
tory); D. T. Lansing Company (Scran-
ton, Pa. territory); Southern Wholesalers,
Inc. (Washington D. C. territory); E. J.
Edmond Company, E. B. Latham, and
E. A. Wildermuth (metropolitan New
York area); Bertram Motor Supply Com-
pany (Boise, Idaho, area); Sunset Electric
Company (Washington state territory);
Ernest Ingold, Inc. (San Francisco terri-
tory); Ray Thomas, Inc. (Los Angeles
area); Albany Distributing Corporation
(Albany, N. § area); Stiefvater Electric
Company, Utica N. Y.; Columbus Ignition
Company, Columbus, Ohio; C. L. Hart-
man Corporation, Rochester, N. Y.; Burr-
True Corporation, Syracuse, N. Y.; Kurtz-
mann Company, Buffalo, N. Y,; Strevell-
Patterson Hardware Com_ any, Salt Lake
City, Utah.

| 1

TEMPLE DISTRIBUTORS dealer meetings
were held during the summer by Bihl
Brothers, Buffalo, New York, and by the
Ackerman Electric Company in Grand
Rapids, Michigan. At Pittsburgh, Pa.,
the Keps Electric Company gathcred 315
dealers to hear the Temple story and a
similar meeting was held fo. the West
Virginia territory by the Front Company,
Temple wholesalers in that territory.

Neuws of the Industry

THe active Pacific Radio Trade Asso-
ciation, with George H. Curtiss as secre-
tary, has been sending out dealer window
strips during the summer, plugging sum-

mer radio entertainment to be had over
the West Coast networks. Window strips
at other seasons for important broadcast
events have also been sent out.

NINETEEN DEALER helps are listed in
an illustrated catalogue recentiy sent to
Atwater-Kent dealers. Among the sales
helps available are the following: window
sign; girl cutout, cardboard musical in-
strument group, name blocks, humorous
cardboard cutouts, organ and disc cut-
outs, heraldic figures, color shafts, minia-
ture postcrs, 24-sheet posters, bridge sets
valance and window transparencies, card-
board letter, match folders, whistles, and
balloons.

Parks anp Hurr, Atwater-Kent dis-
tributors in Baltimore, issue each week a
folder giving highlights of local broadcast
programs. The cover of the printed piece
gives program features on the air at the
same time every day as well as a list of
regular attractive types of programs to be
heard. The two inside pages are multi-
graphed each week and refer especially
to local programs of interest. Highlights
of Local Programs, as Parks & Hull have
named the sheet, is available to retail sales-
men.

W. 8. TaussiG, service engineer of
Freshman-Freed Eisemann, believes that
radio manufacturers should encourage
codperation with manufacturers of elec-
trical and other devices which are, in oper-
ation, capable of setting up interference
with radio reception. In this way, he
thinks, these makers can be induced to
cure the trouble at the source and in a
great measure, relieve the industry of the
onus of curing interference after it is
created.

THE Fresaman Company have con-
tracted with the makers of electric flasher
signs, electric pianos,
elevators, telephone ap-
paratus, street cars,
electric refrigerators,
etc., to furnish informa-
tion about the parts of
their products causing
interference and to assist
them in ways of remov-
ing the causes without
altering the operation of
the apparatus.

L. T. Breck

WarrHAL’s, New York radio chain, an-
nounce the appointment of Miss Nellie
Brennan as manager of their New York
City store at 142 East 86th Street. It
is said she is the first woman radio store
manager on record.

Walter Nussbaum, president of Wal-
thal’s, announces the opening of the 15th
store in the system in Brooklyn.. Another
store was recently opened in New York City.

Crosley distributors and representatives of seven leading furniture manufacturers met in convention recently
at the Crosley factory at Cincinnati, Ohio.
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