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MUSIC- F?ADIO
Electric Appliances

aasaaaaVODEL 16 .. . . S8L50

A lowbey console cabinet of rare beauty.
finiched in American Walnut.
Superheterodyne «¢ireuit. .. Sereen Grid,
Variable-Mu, Pentode Tubes ... Uni-Selec-
tor...Tone Color Control...Turret-type
Full Range Volume
Power Detector...12” Dyramic
Speaker...7 other models; list prices com-
plete with tubes $39.50, $67.50, $81.50,
$139.50, £119.50, $169.50 and 3225.

.7 tube

Tuning Condenser...
Control...

rI;ll'] Brunswick sales plan will help you
move Brunswick instruments off your
floor, and into the homes of satisfied cus-
tomers—at a substantial profit to you...

Ask us about 1t..

prices are lower than ever before in

.Values are greater—

Brunswick history...Now is the time to

tie-up to Brunswick for both immediate

and future profits.

BRUNSWICK RADIO CORPORATION — Division of Warner RBros. Pictures, Inc. - NEW YORK,
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¢S, TRADE-UP
il you want to
stay in Business

HIS season is the last stand for many radio

dealers. If you don’t make a profit this year
can you survive . . . . and can you make a profit
on units of sale that are too small?

Stromberg-Carlson is a radio line where quality
justifies to the public the price—and this price
means a high enough unit of sale to make net
profit a certainty.

Far-sighted radio merchants, in greater numbers
than ever before in Stromberg-Carlson history,
are seeking this franchise which leads other lines
in profitable sales.

“Trade-up” with Stromberg-Carlson!

STROMBLERG-CARLSON TELEPHONE MFG. CO.,
ROCHESTER, N.Y.

Distinctive Stromberg- Carlson Consoles
from $175 to $375. The Multi-Eecord Radio,

(automatic radio-phonograph combination, U U-I\T/rﬂﬂ.
electriecal).2660. (Time prices,complete with
tubes, East of Rockies.)
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Stromberg-Carlson [

MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE, THAN THIRTY-FIVE YEARS
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*And here’s
the reason®

— says the president and {ouwnder of the FADA Company!
=The FADA ATTTOMATIC FLASNSHOGRA P!
Beeause it insures aceurate tuning, and perfect tone is aute-
matic when red light reaches highest pointin the Neon tube.

This amazing device added 1o genuine FADA quality at the
lowest prices in FADA history will make bigzger sales for you.

FaDa Automatie Flashograph is exclusive with FADA. You
have something to sell that the other fellow hasn’t got.

Business is good with FADA-Dbusiness will be
better for dealers who sell FADAL

And FADA prices give you something to shoot at elear
across the market dial. No blind spots in this price range
and FADA reputation for quality makes selling easier.

Here are values!
Prices complete with tubes on the
New FFadas

%69.50 889.50
s112.50 S12 150
S117.56 8159.50
=175.00

Forge alead with rAD.1!

Manufactured by Fo A ANDREA, Tne,
Long I~land City. N Y,
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To Retail for

using standard 16 MM film

A real motion picture camera that every-
one can afford—with real proﬁts for you

THE CHRISTMAS GIFT SUPREME!

LL sales records broken for home movie cameras. In just a few months the Movie-

Maker has made real sales history. It has met with the instant enthusiastic

approval of the public and sales are going ahead hy leaps and bounds. Thousands have
been sold by dealers everywhere and many have already re-ordered several times.

Here’s a camera that everybody has been waiting for—an item that will bring
the crowds into your store—a wonderful holiday item, yet also a fine all year round
seller. No investment tied up. Quick turnover—and a very generous margin of
profit for you.

The Movie-Maker takes exceptionally clear fine pictures. It is made of the finest
materials—mechanically perfect—the result of years of research—fully guaranteed.
The users of the thousands of cameras already sold have swamped us with enthusi-
astic letters telling us about the remarkably fine re-

sults obtained. To
Get your share of this additional business. Act Retail
quickly—send the coupon for full details. Our national o
advertising has already started. $12.75
v N A ~ { wad o,
THE VITASCOPE CORPORATION %
200 Fifch Ave. Dept. R New Yeork City
. . . The MOVIE-
(O Please send me full details and disecunts on The Movie-Maker. MAKER PROJEC- € —
Please send me a sample camera and projector at full dealer’s TOR-—a fitting companion for
\\ % K discount and bill me through my jobber. The MOVIE- MAKER Camera—
MOV{E‘M/\KER in appearance, in mechanical ex-
\ﬁ,lr/ Name ... s cellence, in operation. It projects
Addre large, clear pitures. Plugs into
AAEress —oovvoever Tt ’ your eleetric light circuit. Is very
Jobber’s Nane portable,weighing only 614 pounds.
WS
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TWATER RENT
RADIO

For the Redl
HOLIDAY

PROFITS

OW as you come toward the holiday season, the sales peak of the
year, do justice to your business and yourself—sell the line that
nets a real profit, and builds an aftermath of year-round good-

will—Atwater Kent Radio.

This is the season when the spending public is asking for extra
value. And youw’ve got it to scll in the new Atwater Kent line. There’s
extra value in Automatic Volume Control, in the Atwater Kent Antenna
Adjuster, in the powerful Pentode Output, in the new Golden Voiced
speaker—in every one of the 17 striking features. And a generous,
clean, full-size net profit jor you. Three million salesmen—all satisfied
Atwater Kent owners—are out to help you get it!

ATWATER KENT MIG. COMPANY. 4. Ancater Kent, Pres., 1700 Wissahichon Ave., Philadelphia, Pa.

GOLDEN VALUES vith we Golden Voice
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When you show a customer a $99.50 washer in com-
parison with your $69.50 or $79.50 washer your hopes
for a bigger sale and more profit must be pinned on
something more substantial than a few extra nickel-
plated trimmings on the $99.50 washer.

Your customer must see and must understand extra
value before she parts with her money. You must show
her extra service in better, faster or easier washing.

Today we are selling to a public that is more critical
and wise as to Values. Price alone is not the objective.
To be effective—the low price must be offered in com-
bination with natural assurance of quality and reputa-
tion as by the “Easy” Name.

Nobody can deny the importance of the low-priced
washer in selling. You must offer
a low-priced washer to meet
“price” competition—but if you
sell too many you're sunk. You
haven’t enough dollarsinasale to
make a decent profit no
matter what the dis-
count may be.

Damp-Dryer models.

Model 2-W—Vacuum-Cup washing principle;
centrifugal electric pump to empty water; bigger
capacity; bigger wringer with larger rolls; por-
celain-enameled tub. Same color and beauty as

a-F Model 4-F—agitator wringer-type with centrifugal electric pump that empties 4-F
water at touch of control button. Same color and beauty as Damp-Dryer models. *"

Model 3-F—the lowest price at which «ny nationally known,
nationally advertised washer ever sold; wringer-agitator type;
) genaine EASY quality throughout. Has equal pulling power to

| a $20.00 lower price on unknown makes or private brands.

- EABY -

WASHERS

& IRONERS

The answer to this problem is the famous EASY
“Step” Plan. No matter where you start with the EASY
line, you always have some place to go. Begin at the
bottom and step up—or at the top and work down—or
in the middle and go both ways.

No other line of laundry equipment can compare with
EASY in meeting this modern merchandising condi-
tion. Each EASY model offers visible extra time- and
labor-saving features that justify the increased price.

Study the EASY line. Starting in with Model 3-F—the
lowest-priced quality washer on the market—you have a
model at each popular selling price up to the marvelous
new EASY 2-Tub Damp-Dryer Washer that does many
extra things no other washer will do.

Get the facts on this business-
building line of home laundry
equipment now. Write for infor-
mation today.

SYRACUSE WASHING MACHINE
CORPORATION

Syracuse, N. Y.

~{
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Big Volume EASY Washer Sales
in the *100 Class . e

This new model with cen-
tifugal pumpjustifies higher
prices in wringer agitator
washzrs — Increases dealer’s
volume—Adds to his prcfits.
No maucer how you empty an old-fash-
ioned wringer-type washer, it causcs

mess, inconvenience or labor. There
are only three ways to empty it:

. Wheel washer to basement drain.

. Without moving washer open drain
valve and let water find own way to Yyl BB i
drain. Mop up mess afterward. ”’]} \ It i ',‘. -

. Hold bucket under drain valve. Lift ‘ I
or carry heavy bucket and pour out. |||

H “' HI ' [
|
All this eliminated by the New FASY |,| ..|| 1 |
Model 4-F with centrifugal pump.
With this new EASY simply turn a ‘
kever and the washer swiftly pumps u
itself empty. No mess—No labor— b uMH
No inconvenience.

l' l llln...m ,.

hm 01 ot
Think what this pump mecans in rins- l
ing! Everybody knowsthe thoroughness &l llhlml h ‘

of the mechanical rinse. This method
is impracticable with old fashioned
washers because of the work it makes.
But—with the pump to empty the
washer quickly and easily—clothes can
be given the fast, efficient, mechanical
rinse rizht in the washer without work
or bother.

The centrifagal pump is a tried and
tested improvement. It is identicaily
the same pump offered heretofore only
on EASY Damp-Dryer models. Over
600,000 already in use.

Thepump and its extra serviceare visible
features which the customer can under-
stand. Demonstrate the pump right in
your store. Se¢ how it pushes up your
unit sale and increases your profits.

Features in addition to centrifugal
pump: Bigger wringer. Bigger balloon
rolls. Greater washing capacity. Beauty
of appearance. Same color and finish
as Damp-Dryer Models.

l- AS\' DEMONSTRATE THIS

WASHERS EXTRA VALUE

Increase your sales and your proﬁts
&EIRONERS
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New 30-minute record

Going Over Big!

. . . . Has caused rebirth in
phonograph music. Dealers

predict new field of profits.

IT is bound to take America by storm
... this marvelous new Victor rec-

ord that plays half an hour! And it will!

Dealers everywhere say it’s just the thing 1 ;7”

the industry needs! / /
It plays 15 minutes on a side. .. nearly / /5

four times longer than the ordinary type. AT

It affords @ complete symphony on one 12-inch
record. It is made of Victrolac, a new

material that is lighter, more flexible,
and minimizes surface noise.

Cash in on this new product, and
enjoy a profitable repeat business. Put
in a sample stock of records right away.
Call up your RCA Victor distributor
today. RCA Victor Company, Inc,
Camden, N. J., A Radio Corporation of
America subsidiary.

RCA Victor [
\

1. Selections from ™ Band Wagon’'
—Fredand Adele Astaire, in
“High and Low,” "Dancing in
the Dark.” "I Love Louisa,”
‘New Sun in the Sky,” and 5
other numbers...played by Leo
Reismanand 23-piece orchestra
...10-inch record . . . . SE50

2. Rhbapsody in Blue—by Paul
Whiteman's Orchestra, and
Victor Prize Selections—"Noc-
turne,” “March,” and “Song of
Bayou" by Victor Salon Group
...10-inch record . . . . $1.50

B Victor Herbert Melodies No. 2

Victor Concert Orchestraand
Victor Salon Group... Two 10-
inch records . . . . 81.75 each

Victor Records

Radios l’lwnograph Combinations

Present type: 8 minutes

New type: 30 minutes

New Victor records that play as long as 30 minutes apiece:

8. Symphony No. 5 in C Minor
(Beethoren) —by Stokowski and
Philadelphia Symphony
Orchestra...complete on one
12-inch record .. . .. $4.50
3o Nutcracker Suite (Tschaikou -
sky)—Stokowski and Philadel-
phia Symphony Orchestra. ..
complete on one 12-inch
record . ... ... ... $4.50

G.H. M. S. Pinafore (Gilbert-
Sullivan)—by D’Oyly Carte
OperaCompany...completeon
threel2-inch records.$3.00each

7 Salon Suite No. 1—byVictor
Salon Orchestra...10-inch
record $1.50
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DUETTE |

- / ]
for SRING FLUID

Makes
Dry-Cleaning atHome |
SAFE
EASY

CONVENIENT
ECONOMICAL

|

[ uSEWTHDUETT

€\
| oY CLEARERWASHER '\
|

Manufactured Y NY
\R wmmm.;\nwl
' CHICAGO

Ay o

W]

Demand for DU ETTE Flid
GROWS and GROWS and GROWS!

NO RISKS
NO SERVICING—
NO DULL SEASONS

With DUETTE products you make moncey, while

finding prospects for other merchandise.

DUETTE QUICK DRY CLEANING FLUID is
all CASH business, which is continuous and ever
growing. It is to the Radio retailer what the Rec-
ord business used to be to the Talking Machine
dealer in the good old days.

When you sell a DUETTE, you are helping
your customer to SAVE MONEY. Dry cleaning
bills are a serious item in many a home. With the
DUETTE HOME DRY CLEANER a garment can
be thoroughly dry eleaned—IN FIVE MINUTES

FOR AS LITTLE AS FIFTEEN CENTS

DUETTE FLUID CLEANS IN 5
AMD DRIES IN 15 MINUTES

HERE IS |
A
CASH
LINE |

WITH EVER INCREASING
REPEAT BUSINESS

-~ Every Duette Machine Sale Means
a Permanent, Ever Increasing Fluid Busi-

All Cash!

ness.

DUETTE Is an Easy and Fast Seller

The fact that the prominent houses mentioned
below and SCORES of other pre-eminent stores
throughout the country are daily using, selling and
re-ordering DUETTE products proves their superior
salability and quality.

GIMBEL BROS,
FILENES \
JORDAN MARSH |
KAUFMANNS

LEWIS & CONGER
HAMMACHER, SCHLEMMER

MARSHALL FIELD
JOHN WANAMAKER
B. ALTMAN

LORD & TAYLOR
FRANKLIN SIMON

L. BAMBERGER & €O

ABRAHAM & STRAUS WEED & CO.
LOESEES I'HE FAIR
BLOOMINGDALE BROS. .. S. AYERS

EASTERN HARDWARE CO.
STEWART & CO.
GRIFFITH VICTOR DIST. CO.

It Will Pay You
To Fill Out And Mail This Coupon
IMMEDIATELY

STERN BROS.
McCREERY
RUSSEKS

- — —— e e o o o o e B S S e S ot e . . S e S S S o e e | S T

Send me full particulars about DUETTE PRODUCTS.

Name Street

City State

Mail this to

SCHREYER, IHIAMILTON COMPANY
SALES DIVISION, RUSKO PRODUCTS CO.
221 FOURTH AVENUE, NEW YORK CITY

Phone ALgonguin 4-3353
REAJ
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HE KOLSTER POLICY

MODEL K80

Completely shielded, nine tube. band

puss superheterodyne with autematic

e cabinet by Jan Streng sug;
influence of Seventeenth Century
English design. Oriental walnuat top rail
n. Matched butt walnut pilas-
rative instrument panel.Spool
streteher, Lacquer finish.

List $129.50 with tnbes

Dealeors everyiwhere quick (o sense
increoased selling possibilities of
Superheterodyne REFINED!

@ Justafew short months ago we announced
the New Kolster International for the first time
...announeed it as a set that had been built up
to certain predetermined standards of perform-
ance . .. as a set in which the hasically sound
principle of the superheterodyne had been
REFINED through advanced engineering and
non-skimping manufacture.

Today the New Kolster International is estah-
lishing itself everywhere. A great distributor
and dealer organization has sprung into exist-
ence. Consistent national advertising is carry-
ing the message of Kolster performance every-
where. The publie is proving that it will pay a
fair price for a quality product. The Kolster
policy of non-skimping manufacture has justi-
fied itself. The New Kolster International is
off to a flying start. There’s no depression at

| B ——
| —1

Kolster International Ieadquarters!

The New Kolster International is being sold
only through distributors and dealers of recog-
nized standing in the industry...and only on a
basis that will insure a fair profit for all eon-
cerned. Write today for full information direct
to Kolster Headquarters, International Tele-
phone & Telegraph Building, 67 Broad Street,
New York City.

KOLSTER RADIO INC.
International Telephone and Telegraph Building
New York Office:

67 Broad Strcet, New York City

In Canada: Kolster Radio Ltd. Factory : 360 Thoma« Street
Toronto, Canadsa Newark, V. J.

N KO

INTERNATIONAL
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Profils

e o o INVESTIGATE THIS
UNPARALLELED OPPORTUNITY

REATING a new market
for Radio dealers has
won first rank position
for the L. Tatro 32 Volt

Superheterodyne. Quick
sales to hundreds of thousands of
farm light plant owners are wait-
ing — so we say investigate this
unparalleled opportunity without
delay. Write or wire for full de-
tails of our ununsnal profit-making
dealers sales plan.

FEATURES

A 9 tube Superhcteredyne with 9 tuned eir-
cuits employing the mnew variable voltage
tubes; namely, four No. 336 Screen Grid
Tubes, three No. 337 General Parpose Tubes
and two No. 338 Power Pentodes in push-pull
audio arrangement developed by L. Tatro
engineers to give greater sensitivity and 259
more undistorted volume, Economical oper-
ation using less than 35 watts from the light
socket and in addition to give surplus volume
it employs a 9G velt plate supply unit which
is guaranteed for 8 months. 10 kilocycle
selectivity, shadow tuming, tone control, static
modifier, full size chassis, 127 dynamie
speaker and finely finished cabinets of wal-
nut and contrasting woods. Pioneer in the
tield. Time tested and proven,

NEW LOW LIST PRICES

Nationally advertised. Leading na-
tional and seectional farm papers
throughout the country are carrving
L. Tatro advertising — More than
10,000,000 sales messages for you
to eash in on,

L. TATRO PRODUCTS N 2 VO LT

CORP. Dept.T.M.

e -2 % SUPERHETERODYNE
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QUALITY PROVEN IN AUSTRALIA!

From the other side of the globe comes another

report of the superiority of National Union radio

tubes...the superiority which has made them fa-
mous as ‘“the Standard Tube for Standard Sets.””

The supreme test of a radio tube is its
ability to give perfect reception . . . crystal-
clear tone. . . all the subtle notes of even the
most complicated orchestration.

National Union tubes have thatability. They
not only bring in programs where many
other makes of tubes fall down, but they
bring them in clear as a bell . .. without
crackle or hum or buzz.

Even away off in Australia National Union
tubes have demonstrated their definite su-
periority.

Mr. Charles E. Forrest, Managing Director
of the International Radio Co., l.td., of
Sydney, says: “Itwas impossible to get day-
time programs in one entire section of our
country, because of the atmospheric condi-
tions. Many makes of tubes had been tried;
all had failed.

“National Union tubes were installed, and

an amazing example of their superiority
was recorded. FFor the first time,” accord-
ing to Mr. Forrest, “reception equally as
good as night-time reception was obtained
throughout the day.”

Why did National Union tubes provide
such reception when other tubes could not?
Simply because of the technical perfection
built into them by Dr. Ralph E. Myers, the
famous National Union engineer, who has
developed these tubes on revolutionary
scientific principles.

Thus distant Australia discovered what set
engineers in this country already knew.
IFor American experts by the score have
selected National Union tubes as standard
equipment. Their endorsement has helped
to account for National Union’s spectacular
rise to second place in sales among all tube
manufacturers.

National Union tubes are the best that
money can buy. And behind their excel-
lence is the National Union Sales plan,
which is making profits for thousands of
dealers. Write and let us tell you how you,
too, can make money out of this booming
line of tubes ... ‘“the standard tube for
standard sets.”’

NATIONAL UNION RADIO CORP., 400 MADISON AVE., NEW YORK CITY
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LYRIC paves the way lo

BETTER BUSINESS AND BIGGER PROFITS
with

AMERICA’S MOST BEAUTIFUL CLOCK RADIO and a
MAGNIFICENT DELUXE SUPER-SET

For real profits on bigger sale, feature Lyric’s new clock model and S-10
Deluxe Console.

The S-62 Lyric Clock model encases a superb Lyric Superheterodyne
chassis—seven tuned circuits, Pentode and Variable Mu Tubes. The
cabinet is true colonial in design, finished in hand-rubbed walnut with
insets of burl walnut veneer. The clock is a Hammond Electric with
metal etched dial and numerals that can be easily read at a distance. A
beautiful piece of furniture—a splendid radio—a big value—giving
Lyric dealers a real opportunity to cash in on the growing demand for
clock sets.

The Lyric S-10 is a Deluxe creation for those who desire the finest radia
set that experience can produce and money ean buy. Here, briefly, is the
“ne plus ultra” of superheterodyne performance encased in an exquisitely
finished six-leg cabinet of authentic Gothic design. Its ten tube circuit
and special acoustically correct tone chamber produce a tone that is
thrillingly beautiful from the faintest whisper of reception to auditorium
volume.

With Lyric’s S-6, S-7, S-8 and $-61, and these two new models round
out a complete line that is unequalled in appeal—and in profit making
opportunity.

YR 11
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Write or wire for details of the liberal Lyric Franchise.
ALL-AMERICAN MOHAWK CORPORATION
llllllllll!;f—{;kga

|

|

\1} 3 g UaEr et » / 10 Tube Lyric Superheterodyne

complete with RCA Radiotrons

(IR eSS Y

I’'ush pull Pentodes and Variable
Mu Tubes

Automatic Volume countrol

Tone control

Acoustically perfect tone chamber

Great range and power

tlair-line selectivity

Hum-free, anti-static reception

Six lez. hand-rubbed Gothic eabinet

Spotlight dialing.

M 14

S-62
58930

complete with RCA Radiotrons

1.yric Superheterodyne chassis
Seven tuned circuits

Pentode and Variable Mu Tubes
Large dynamic speaker

True Lyric tone

Hum-free reception

Critical selectivity and sensitivity

LY RIC

RADIO

PRODUCT OF WURLITZER
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Ken-Rad Leads

Ll Modern Tube Merchandising!

BLAZES THE TRAIL TO
GREATER PROFITS!
THE TALKOF THE INDUSTRY!

THE
ROBBERS

IN MILLIONS
OF RADIOS
ARE BEING

EXPOSED

Ken-Rads Are the Fine Tubes of Radio

Ken-Rad gives you the fine tubes of radio—plus the “big idca;” the sensational Ken-Rad Acremeter sales
plan that moves tubes faster than they have ever moved before. Write for the amazing story of the successes
dealers are enjoying with Ken-Rad Tubes, the Acremeter sales plan and the powerful merchandising and

advertising ideas built into it. Tve Kex-Ran Corvorarion, Tncorporated, Owensboro, Kentucky.

There Is ()7//] One ACREMETER and Ken-Rad Has It/
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YOU'RE 7/&/E/[RE WITH A CROSLEY

tade Output
| Peatble Mu 1
| Superhe(erodyl“ |
| Camplete |

The Crasley

When that happy, everyday,

13

k with Tubes \ LITLFELEA
e Th Crosley LITiL.FEL-
c—ncws-hrl(l)):',c!:nhlo moicl

1.

SUPERHETRODY NE radio
receiver incorporating biz ket
f-atures—DPentode  Oetjarr—

———tremendously human group of
“REAL FOLKS" broadcasts

every Monday n ht over a
pationwidc IN. i3. (. network
—You're TIHERE with a

Ya le. Ma—full thoating
moving voil dynamic speaker
—and other ¢rosley fealures.

The Crosley ]‘l TL]‘ 0Y

An exquisite lowboy console housing the same
type 5-tube Pentode, Varinble Mu Superhetero-
«dyne radio receiving set and Crosley full size full
flouting dynamic speaker ns The LITLFELLA.
Front panel is of American black walnut. The
poxrts and gireichers are ed in walnut. The
rides and top are of 5-ply - '

nut vencer. An unusual radio $4‘850

value,

124 Series, Pusk

The Crosley TEN

Output SUPERIH
roum! out this se

compact table model Pentode Output, Variable Mu S§tJ
Some of radio’s greatest eng
{ their ability to produce this sensationul, super-per-
ODYNE which is already eausing a furore
ing Crosley
roducing
e 8-tuhe,
This mar-

CROSLEY sweepn aside all precedent in offering the

thut is almest unbelievably low.
aicians have been tuxed to the utmost of
forming, extremely low-priced SUPERITETER
among radio dealers. Not content to ridealong with the easy success of the ama
LITLFELLA, and determined 10 uphold the enviable reputation gained through
sensstion alier sensation in the rarlio industry, Crosley has designed and developed t
Seri 'l Peniode Output, Variable Mu SUPERHETERODYNE.
e most recent radio refinements and is priced sensationally low.
1 the Crosley HAPPY HOUR, 10-tube Push-Pull, Pentode
E with METER TUNING and Automatic Volume Control

s all of th
RIIKE

Crusley.

Ping

sensational €rosley LITLFEILLA, a
PERIIETERODYNE, at a price
ineers, artists and tech-

Complete With Tubes

are of high-l

1
the new Craosley 8-tube pu
rul, Variable Mu Supert

+ Crosley fall float

ker. Fombo

wich sperlative radio

F Wi

all wood tabde or mantel
ide, 1024 deep
a

Front
hed in

rcisandarchiop
nish. !ncorporates
h-pull Pentode out-

and

srod yne chuss
moving «oil dyan:

s all the new

® 5
Crosley features. Never before s 1 975

per-

furmance at solow a price.

Complete with 8 Tubes

The Crosley
CHEERIO

full
high, hous-
ingthenew Cronley 8-
tube push-pull Pentode,
Vurinble Mu Super-
heterud yne chassis and
newest Crosley  full
flonting moving coil
dynamic speaker. All
new Crosley features
are incorporated.

Complete
65
8 Tubes

The Crosley
MERRY MAKER

Another forty inchcon:

golc of unusually at
tractive desizn  and
sound constructior
housing the new Gres
ley #-tube push-pubi
Pentode, Variable Ma
Superheterodyme
chnssia plus the pew
type Crosley Andiler
ium _size full Moatiry
moving coil dynamic
speaher.

$ mw Complete
755
8 Tubes

The Crosley
ANNOUNCER
Oneof the most bes

ful door rousile n
els. Stauds forty

inehes h Incorpo-
rates the new Crosiey
si-tube pe i1 Pen-
tode, ¥ ble  Mu

Superhveterod yno
chassis phus the new
Vype Groley Auditor-
um size Hidt MNoating
moving coil dypamic
rpeaher.

$ Compl=te
85 v
& Tub«s

v ens: iional line. Compare Crosley, feature by feat:l;e with other radio re-
ceivers. them you il know yon're getting the greatest value per dollar with a Crosley. See your
Crosiey distributor. Or write the fictory direct.

10-Tube Push-Pull Pentode Output SUPER-
HETERODYNE with Meter Tuning and
Awtomatic Volume Control

The ey TENSTRIKE

An umusually aftractive and compact table
madel receiver imcarporating the new Crosley

10-tube push-putl Pentode ontput, variable
1w Superheteradyne chassis with METER
Tl NG and Auditorium size Crosley full

floating moving coil dynamic speaker. Stump
walnnt veneer fronl panel with burl maple
overlay. Walnut tinish sides, top aud pilasters.
Grill openings coved and

backed  with ¢ peable
cloth.  Dimensbm 2035 S 50
inches high, 16 inches wide,

10 inches deep.
Complete With 10 Tubes

l; > -~
The ey HAPPY HOUR

Front punel of this magnificent six-legged
of beautiful tigured stump walort
ched with burl maple in 1wo tone
nd high-ighted.  Carved pilusters of
Iy selecied stump walnut veneer
u black walnut veneer 1op and sides
Six turned and tluted legs, capped with oval
medallions in contrasting shadex, The spindle
units of Lhe stredcher extend in a fan-like man-
nar fram the b: rail to each lee. Incorpo-
rates the new Crosley 10-tube push-pull Pen-
tode oatput, vuriable Mo Superheterodyne
chassis  wil "ER
J sandAuditorium 5()
all floating moving
coil dynamic smaker.
Complete With 10 Tubes

THE CROSLEY RADIO CORPORATION
POWELEL CROSLEY, Jr.. President
Home of ““the Nation’s Station’ —WLW
CINCINNATI
(Monlana, Vvvomirq. Colorado, New Mexico and Wes'
i ol fmh Wy friahor N

Fhe (rosley
PLAYTIME

Hereitis! 3 dream come treel
A grandfather typ- A C eloe-
1ric hal)clock incorporating the
new Craslev 8-tube push-pnll
Pentode. Variable Mu Super-
heterodyne radio secriver awd
Crasley Aunditorium  size, frll
flosting moving cail dynamir
speaker. The same A. €. houmm
current connecticn  operate
bota clack and radia.

$ Complete
5 With
3 Tubes

R-A-D-1-O-
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ment records in such shape that your men can operate with utmost speed and accuracy.
as any of the others.
service department self supporting.

Mr. RADIO DEALER!

Your service department costs money to run.

RADIO & Electric Appliance JOURNAL for November, 1931

Are You Giving Your Service Department
An FEven Break ?

You’'re careful about yonr
sales records because you must know what vou sold.

list of prospecis because you wish to sell us many receivers as
possible.

bookkeeping records because vou must know the condition of
your husiness.

BUT WHAT ABOUT YOUR SERVICE DEPARTMENT?

Selling a receiver is not sufficient. You must give service. Are your service depart-
These records mean just as much
Good service men and good service data will make your

Give your service men an even break to show what they can do. Give them the service

data they require to do good work—fast work—profitable work.

The “PERPETUAL TROUBLE SHOOTER’S MANUAL” prepared by John F. Rider is the manual recognized by the entire

radio receiver manufacturing industry. It was prepared with the cooperation of the radio receiver manufacturers who supplied

the original service diagrams and other data.

It is as accurate as the original manufacturers service manuals because the

pages were photographically reproduced.

Here Is An ldea Of What You

-

10.
11.
12,
13.
14,

@

. More elaborate

3. Instruectiona!l

, Canadian
. Power Amplifiers.

. Eliminators and Power Paeks.
. Commercial

Will Find In Rider's Manual

and accurate ser-
vice information covering  com-
mercial receivers than you will tind
in any olther manual,

. Service dati coverage of the period

between t919 and inclusive of 1431.
data upon ‘Trouble
Shooting.

. Information about Coutinuity Test

Methods.

. Service information in explanatory

form about superheterodynes, auto-
matic  volume coatrol  systems,
power supply devices, loud speak-
ers.

in series filament DC receivers.

- Instruction in the basic design and

use of set analyzers and set testers.

. Information about the changes made

in eommercial receiver chasses.

. Information about the peculiarities

to be encountered in radio re-
culvers.,

Schematic or electrie diagrams.
Chassis or factory wiring diagrams.
Chassis layouts,

Socket layouts.

Electrical values of resistances and
condensers.

. ‘I'est voltage data.
. Color coding of transformer con-
nections, connecting wires, resist-

ance markings, conderser markings,
speaker markings, erc.

. Tube Voltage Tables,

American Broadeast receivers in

clusive of Midgets.

Broadcast receivers,

Set Avalyzer Wiring

Diagrams.

. Short Wave Reccivers.
. Kit Receivers.

. Explanation of voltage distribution |

We know of its accuracy

of the fact that il is vecoyniced  of the fact that o s aeclaumed by the entir
radio industry. . . Yy the entire

. That is why we offer you this manval. . . . We kunow that wou need it—that you

wil’ make good use of it that it will be a good investment—with a good retwrn.
The “PERPETUAL TROUBLE SHOOTER'S MANUAL™ with its 1809 pages arranged in lovse leaf form
is the manual acclaimed by thousamls of service men. . . . . Ask vour service man. ... e will tell yvou

that this ‘munu:ll contains every bit of information which will enable him 1o work faster and with
mote profit to you. . . . The fact that the original material is supplied by the radio receiver mamiface
turers make possible the egreal amount of information te be found in this book. EVERY THING UNDER
ONT COVER!! o

The “PERPETUAL TROUBLIL SHOOTER'S MANUAL"™ contains more than diagrams of the circuit
wiring. . . . It contains the chassis diagrams and loyouts—voltage data  peculiaritics in receivers—socket
layouts  enlor coding—the internal conncctions of units sealed in cans. Everything which will

save time for your service man. .
bronght into your place. Why
department.

. . Everything which will enuble him to service whatever receiver is
not service all receivers. ‘The income will help carry the service

You Mr. Radio Dealer will find the “PERPETUAL TROUBLIS SHOOTER'S MANUAL" the greatest aid
to rour service department. . . . Here is a chance of securing all of the required service information
under ONE %OI’EI»’. b i]\u lu_nﬁer will it ]be necessary to hunt through . maze of loose and separated
pages. . . . No more bother with torn or lost pages. . . . Remembder Rider's “PERPETUAL

SHOOTER'S MANUAL" is everything in service under one cover. ) TEOVELE

What betler recommendation is there than its use by hundreds of radio dealers in United States, Canada.
Mexico—by thousands of radio service men the world over-——by hundreds of radio schools'colleges‘
libruries—wherever the men require a eompilation of radio service data for reference, schooi work 01:
actual practical service.

Rider's “PERPETUAL TROUBLE SHOOTER'S MANUAL" is modern
Just what your service man and department needs. . . . You cannot appreciate this manual until you
have seen it. . . . Once you deliver it 1o your service department—it will work for you—just as it is
woraing for many thousands of other men.

up to the minute—up to date.

Do not delav— Gel vour copy TODAY. . . . It will be the most proktable investment you ever made. . . .

Book Department
RADIO & Electric Appliance JOURNAL
5941 Grand Central Terminal

New York City

1000 pages
2000

diagrams

Hereo is $5.00 for which vou are to send to me postpaid. one copy of
Rider's PERPETUAIL, TROUBLE SHOOTER'S MANUAL.

illustrations

Name

Street

layouts, ete.

City ....
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The New Majestie Line
has had the most astounding

Exclusive Features
e Dramatic Merchandising

*Unequaled Values
—did it!

Majestic’s alert, aggressive engineering  depart-
ment gave the current line of Majestic sets three
outstanding engineering developments that were
exclusive. These advantages were then presented

to the public in such a way that the tremendous ,
MAJESTIC ELLSWOOD

importance of these features was fully appreciated A 1whov of earty EERE

by millions of families. Majestic’s unrivaled sign. Equipped with Majestic
f X ) [ ., "|| \ ] superheterodyne chassis of
manufacturing facilities made possible Values to monitor construction, UWHg
ifact ¢ facilit (5. 1ade .loa: : s By Shictd and Pentodé

be found nowhere else in the industry. tubes, " Modulated " cireait,
4 tone controf and Grand Opera

Majestic dealers are capitzlizing on those three f’r:‘zk‘:;“ wwer $59.50
ereat features — Spray-Shield Tubes., Twin Power
Detection and the “ Modulated™ Circuit. Each of
the eight models is superheterodyne—each em-
ploys Multi-Mu and Pentode tubes. Let a Majestic : 3
Distributor give you «ll the advantages of a MAJESTIC BRENTWOOD

Jacabean Lowhoy. The Majestic
superheterpdyne chessis uses9
tubes. including Spray- Shield,
Multi-Mu and Twin Pentode
Output, Twin Power Detection,
tone controf nnd Grand Opera

Aol &‘.:" $99. so

Majestic franchize.

GRIGSBY-GRUNOW COMPANY. CHICAGO, TLL.
World’s Largest Manufacturers of COMPLETE Radio Receivers

All prices slightly higher West of the Rockies.

Just
Announced
Avalue in grond-
father clocks —
amozing in per-
formaonce os a

License, dumler,mu-nl.\ andapplis upt'r"“ t‘,mdyne o : \:

radio . .. perfec- cations of K. C. A.. lazedtne,

. La Tour, Lowrll & Dunmore and

'ion as a plece Hoonton Rescarch Corporation,
of furniture.

BRUCEWOOD MULTI-MU and PENTODE... of'cputse_,r;'
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RO you can sell

AMERICAN BOSCH
Latest moclel ) AIO

SUPER-HETERODYNE
M ~ T FOR

R-HE (>

Read These
American Bosch
1932 Features
SUPER-HETERODYNE
PENTODE POWER TUBES
MULTI-MU TUBES
SCREEN GRID TUBES

: COMPLETE FAST-HEATER TYPE TUBES
" WITH TUBES s FULL RICH TONE
£ PERFECTED TONE
» ! ! : CONTROL
£ an VOLUME CONTROL
INSTANT STATION
HERE A
ELECTRO-DYNAMIC
SPEAKER

iIT |s/

COMPLETELY SHIELDED

LARGE CHASSIS —
NOT A MIDGET

IS REAL FURNITURE PIECE
—39 INCHES TALL

And best of all it is American Bosch heavy
duty built — built to stand up and not to
go out of balance after short usage. Pro-
tect your radio reputation — sell right this
season. This quality radio is the achieve-
ment of engineers who think in terms of
radio which will last — not how cheaply

SUPER-HETERODYNE it can be built.

Sell this radio now while this low price

MODEL 31-H is in effect. Write to the factory now or
Other models from $43.50 to $139.50 the nearest branch for details on the
complete with tubes. American Bosch Radio line.

UNITED AMERICAN BOSCH CORPORATION

SPRINGFIELD, MASS. . Branches: NEW YORK . CHICAGO . DETROIT . SAN FRANCISCO

B \

e T Sy e 3 U R e I T £ ST, PO S S T SR,
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* MUSIC-RADIO
Electric Appliances

ME AMISEMENT FROCLXCT

New York, N. Y.

5941 Grand Central Terminal,

Glad. Henderson, Editor

Daniel Webster, Managing Editor
Raymond Ganly, News Editor

H. E. Speare, Electric Appliance Editor

NOVEMBER, 1931

Archery may be a bit old-fashioned, but
it had one guiding principle that every
dealer should remember. The ardher
always shot at a definite mark. Taking
a tip from him, the wise merchandiser
always aims at carefully selected prospects.

Vol. XXXI
No. 5

5(0c a eopy
$5.00 a year
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PRICE REDUCTION” AS A
reason for buying goods doesn’t
have the power of action that it had last |
year, for everyone is talking price. A
washer recently reduced from $37.50 to
$27.50, but the new price didn’t prompt
the dealers to go to work, for there is less
profit to them at the new price than at the
old. Maintenanee of the original price,
plus so much advertising per washer, or a
PM to the salesman, would be much more
stimulating. Constant reductions of list
prices on tubes has not developed sales, be-
cause the customer is not familiar with
prices in the first place. Tube sales growth
came from the style to have MORE tubes
per set in order to get better music, and
this trend is the factor—not whether the
set sells for $124.50 or $123.25. Lower
prices stimulate up to a certain point, but
not beyond it. We believe the low-price
average for radio sets and tubes was made
last Spring. Since then, the unit of sale has
increased considerably. The $125 model 3

1

of a famous line is the leading seller, al-

. though a $62 set is also made; the 836

midget of a line is a dud, with the $49.50
selling like football “extras”; the leading
seller of one big line is $95, and so it goes.
Dealers are tired of working for nothing
and they are exhibiting signs of aggressive

. selling, which means that the unit of sale is

bound to get larger.

VMAGINE OUR FEELINGS WHEN AT

a refrigerator wholesalers’ meeting, a
meter manufacturer offered to give a 25-
year guarantee, which makes a 3-year re-
frigerator guarantee look like a radio man
on the last day of a Convention. And as for
a 60-day guarantee on radio, let’s not men-
tion it. The vicissitudes of 25 years of
business life prompted most of these men
to pass over the ¢“25-year guarantee” as
manunfacturer’s enthusiasm, and not one of
them believed it. But people do believe
in the 3-year guarantee on refrigerators,
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and when a line is not built right—one re-
frigerator jobber we know sold 1,000 re-
frigerators in six months and replaced the
units on an average of two and an eighth
times during the next six months—no
three-year guarantee is necessary to make
good.

B UT FEW REPLIES CAME TO A
radio manufacturer, who, to test
the market, offered a 11-tube set (7 tubes
and 4 on short wave) in a six leg cabinet,
complete with tubes, for $24, net, to de-
partment stores and other “big” buyers.
The net profit to this man on a deal like
this, in quantities, was 45¢, B.T.D. (before
tube drop). Ordinarily, stores would stand
on their head to get this merchandise, but
today they prefer TRADE-MARKED radio
sets. The public must feel acquainted with
the set, before the store can run a sale.
The store can only work by helping to
destroy the reputation which was secured
by the manufacturer over a period of
years. The moral to the foregoing, if look-
ing for morals instead of sales, is that the
manufacturers of trade-marked profits are
better off today than at any previous time
in the history of the business, for when
radio sets as “merchandise’ cannot be sold,
the trade-marked manufacturers can feel
encouraged to develop their own prestige.
When the radio industry arrives at the
point mentioned above, it is the sign for
better days, believe us and believe us.

S OME TIME AGO A MANUFACTURER

brought out a modified form of
grandfather’s clock and radio set, and an
expert exploitation job was done but as the
price was near $200, only about 8,000
were made and sold. Several other houses
brought out grandfather clocks and sets,
but none seemed to “‘click.” On the coast,
a firm was formed to produce grandfather
clock sets but it went out of business.
Crosley, on the other hand, designed a
grandfather clock and set at $95, complete,
which was put out in a mild manner in

order to test the demand. The unusual
merit of the Crosley clock is producing an
unheard of volume of sales with the indica-
tions that 60,000 of these will be sold dur-
ing the last five months of 1931, Talking
to twelve Crosley jobbers from all over the
country, the unusual demand is reported
from each territory, with no attempt to sell
them by the wholesaler. No campaign, out-
side of regular work, has been put on this
model and dealers sell them easily. “What
makes it sell?”” is the question in every-
body’s mind. In appearance, it is a good
looking grandfather’s clock; in operation,
it is a good set, is our summary, Other
makers, seeing this big market develop, are
introducing models of similar style, but at
present most of the clock market is a Cros-
ley concession.

A RADIO JOBBER IN NEW HAVEN,

Conn., bought a car-load of washers
on his own initiative, without asking any-
one about the brand, and got hooked beau-
tifully. He could have spent a 2¢ stamp to
The JOURNAL, and that order for $4.,000
worth of washers wouldn’t have gone out.
The factory promised Plenty of co-opera-
tion before the order but after the $4,000
was paid the factory acted like a chorus girl
whose boy friend lost his roll. The result
was a chastened jobber, who thinks wash-
ing machine manufacturers are ogres or
worse but the lesson was not entirely un-
educational, as this jobber thinks the radio
business is “the best on earth,” Good
washers are profitable, to both jobber and

dealer, but one had better know which are
the good ones.

€¢

REE TRIAL” ON REFRIGERA-

tors is the latest move of several
wholesalers, the latter putting in a box for
a dealer at a cost of $2 for ten days. The
determining factor of the ““trial” is the
credit standing of the prospect. During
March, April and May, 7 out of 10 boxes
stayed sold. During June, July, August
and September, 9 boxes out of 10 were
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sold. After the first three months, the 10-
day trial was cut to 3-days with better re-
sults, During this time, 1,000 boxes were
put out on trial all told, but 150 came back,
which shows that at $2 per box cost, free
trial plan is proving profitable. The pur-
pose of the trial is to show the customer
that he can afford it and to give an idea of
what he has been missing. Perhaps a
similar or modified plan could be put into
operation by radio jobbers for radio deal-
ers, if they can get the radio dealers to
loosen up for the two-spot. The radio boy
is the guy who dies with his grandfather’s
boots on—and he has had to follow that
plan.

WHEN A

MANUFACTURER

makes a whirlwind success, the

wind comes in so many directions that it
is practically impossible to ‘stay on the
bridge.”” When orders start to drop, and
the jobbers begin to get ‘“‘loaded”, then is
the time to stop production. For a factory
to operate on a len-day schedule is con-
sidered perfection by anyone, yet a ten-day
production of 8,000 sets, daily, is 80,000
sets. “Radio sale fodder’ is only produced
by the same type of action that prompts a
man, feeling good after half a pint, to try

to consume a quart.
N OT HAVING RECOVERED YET

' from hearing ‘‘25-year guarantee
on meters,” it is almost impossible to
deliver a tinctured oration on the 3-year
refrigerator guarantee. So many jobbers
and dealers that we have talked with are
against the 3-year plan, because they are
the boys that will officiate at the ceremonies.
Give us a little time to recover from that
25-year meter guarantee!

DURING THE PAST FOUR AND A
half months, the Journal editor
has traveled 17,000 miles, visiting many
cities, many manufacturers, many jobbers
and many dealers. This does not in-

ju31 19

clude the tremendous mileage of our re-
porters and advertising hounds, which
aggrezate about 4,000 calls a month. We
cite this to show the reason for the huge
amount of information and facts about the
business which appears in The JOURNAL
and in no other trade journal. There isn’t
a shiny pair of trousers in our entire or-
ganization. although most of us need new
shoe soles and heels. It is this close con-
tact with the trade that enabled The
JOURNAL in a year’s time to become the
second largest radio trade paper in the
country, with a volume of monthly billings
exceeding the sales of last year. Most of
the other papers are off in volume, one or
two being off as much as 50%. Some of
the biggest men in the business tell us that
they read The JOURNAL closely, and no
others, for it is the only paper with facts.

(Adv.)

AND TALKING ABOUT METER

plan of selling refrigerators. All
October Journals are out of print due to
the demand for information on meter sell-
ing in that issue. The Meter-ice was the
original 25¢ plan; another meter permits
use of half dellars or quarters; another has
a clock with 25c¢ slots; another uses a bank
for quarters. Some retailers require $10
down payment plus the meters, but this
down payment cuts sales in halves. Big
stores in large cities can use this plan more
profitably than small dealers, for with the
latter, dealers do not like to cut the income
of their salesmen. Incidentally, the
quarter-a-day plan is not new to old timers
in refrigerators, as this was used seven or
eight years ago and the trade thought they
had finally got rid of it. Installment paper
on the quarter a day plan must be held for
60 days by the dealer before it can be dis-
counted. Everyone in the business is watch-
ing the meter plan of selling for it is doing
exceptionally well for its users. Bloom-
ingdale’s sold three car-loads of refrigera-
tors (about 1530) in a week. Gimbel’s in
Philadelphia sold about 200 in nine days.

and so it goes.
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Don Gildersleeve

O SELL electric appliances, stock a
variety, only nationally-known mer-
chandise and push only one thing at
a time, says Don Gildersleeve, presi-
dent of the Grand Rapids Radio Co.,
Grand Rapids, Mich. Mr. Gilder-
sleeve is primarily a radio dealer,
; but today about ten per cent of his
sales are eleetric appliances. On these sales his costs
are less than on radio for he carries a small stock and
pays his salesmen straight commission.

“Specifically, as to selling electric accessories, or
household goods, one idea is to work according to sea-
sons. Pushing one item at a time. Take the early
spring, house-cleaning time: mid-summer, fan time:
fall and winter, heaters, heating pads, and in between
and all the time washers, ironers, waflle irons, flash-
lights, percolators, toasters, curling irons. The line is a
big one, but the fact that it is diversified helps to in-
crease our sales.

“The plan that works well is to take one district of
homes at a time, say 200 selected homes known to be
in the buying class for the items offered. We take vacu-
um cleaners as the spring
item. A personal letter, not
a cheap, poor imitation that
will go directly into the
waste basket, is sent to this
200 list, and is followed by

the salesmen. The letter
states that Mr. Johnson is
going to call, and when

,]ohnson does cqll he says
to the house manager: ‘You
had a letter about me. I'm
Mr. Johnson.” That direct
introduction helps.”

At least 10 calls a day are
made, on the average. Thus

Push one
appliance
aft a time

That's how we add a
profitable ten per cent
to our total sales

Says Don Gildersleeve

President, Grand Repids Radio Co.

four salesmen can eover
the 200 names in about
five days, although the
200 “blocks” are usually
figured as one week’s
\\Olk

“We have something
timely, and waste no ef-
fort. Atter we cover
our trading area on the
vacuums, along eomes
fan time, and now we
are getting ready for the
wonderful new lines aof
electric heaters. I look
for a big sales volume
in these. My windows
will be made up as liv-
ing-rooms, a radio, the

heater, red lights at
night. Cozy, inviting,
cheerfnl.”

HARPER, Geo. A
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The electrical appliance
salesmen receive 209 com-
mission. as an average, no
salary, with semi-annual
bonuses on certain total
sales averages, whiclh have
fluctuated somewhat during
the past year,

The electrical appliance
salesmen specialize on elec-
tric appliances, but can also
sell radios, on commission,
no salary. They are 100
per cent outside men. On
radio sales where outside

rcoil

licat

gatl
af:




5 Seminole Drive.

men bring customers to the
store these salesmen receive
their usual commission.

“There is one faclor to be
developed more than at
present. What does our ser-
vice man know about the
electric  accessories? He
should be well posted; he
gains entry to a home where
the solicitor, as such, may
not. Once within that home
a check-up on the electrical
equipment can be made. Is
there a washer, an ironer, a
flat iron, or heater? I sug-
gest report cards giving a list
of electrical appliances in
the home, as a solid founda-
tion for our mailing lists.

“And for Mazdz lamps the
service man can get a bunch
of orders, for this is a home
necessity, and often the ser-
vice man can sell Mazdas
right from the service truck,
in dozen lots. This one idea
pays and pays big.

“The service man may not
be a keen salesinan, but he
can get tips and leads which

1 Phona 37891

Sewing Machine Tozast-

ator Refrigerator

ings Pad, lleater

- and is friendly-

can be converted into
coldl cash.”

or 5.30 Gildersleeve’s service
men do sell, but make

no special effort along

6T ted by that line, aside from

D. G Mazda lamps, a stock
of which is carried in
the service cars. A
nominal commission is paid on these sales 1o service
men. The service man is a prospect “scout.” His in-
structions are to create a friendly relationship, stressing
the fact electric appliances can be purehased from
Gilderslecve and serviced as are the radios. Tactful
queries and investigation oftem uncover an appliance
need, or desire. “1 wish | could afferd a washer, ironer.”
or whatever it may be.

No special printed forms are used, merely memos on
regular 315 x5 bristol filing cards—alphabetically ar-
ranged, and these leads distributed according to terri-
tories, to salesmen.

“I suggest as the Cliristmas combination a percolator,
waffle iron, and toaster. These can be grouped, because
they are suggestive of good menus. quick breakfast, eas-

ily prepared, fine gifts for winter mornings, and for all

purposes. Give a thought to the added lines for the
holidays, work them in with radios, and when we
itemize our profit incomes on January lst, we'll find,
as [ have in the past, the added lines, the electrical ac-
cessories, have been a mighty strong help.

<[ think many of us fall into a rut, by being satisfied
with existing conditions. We feel we are getting about
all we can expect, but we do not expect enough; we are
not go-getters, A well trained, fine appearing body of
solicitors, on a conmnission basis, cost nothing if not
productive, and surely do pay, if productive. Back em
up with the best letters that it is possible to produce.
and work systematically. small districts, one seasonable
item at a time.”

Gildersleeve's position as succesful radio dealer gives
him this advantage with electric appliance. He has the
store, the space and location, which would be devoted
to radios primarily, diversified lines mean extra profits.
National and lecal newspaper advertising by radio firms
brings in folks who might otherwise not come simply
for the appliances. The radio angle, with radio heme
demonsirations and radio service, as outlined, offers a
special opportunity to secure inside information.
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Coughenour
almeost gave up
refrigerators

By Harvey Noss

able to achieve by adding electric
refrigeration to his radio business,
V. J. Coughenour, of Springfield,
Ohio, three years ago almost threw
out the department. By completely
revamping his sales efforts, however,
he doubled his sales of refrigera-
tors each of the three years. During the same period.
his radio business has shown a smaller, but steady.
growth.

Mr. Coughenour dates his success with refrigerators
from the time he started to go after this business ag-
gressively instead of trying to handle it like a side-line.
He signed a franchise for Copeland refrigerators, and
appointed Carl Windel, an expert refrigerator salesman,

in charge of the departmem. Mr, Windel is the kind
of a man who can sell with the best, can train and hold
an efficient sales organization, and can don overalls and
superintend a commereial installation.

With Mr. Windel as the nucleus of a growing refrig-
erator department, nothing was left undone to uncover
every possible sale in Springfield. Past customers were
converted into assistant salesmen through the granting
of a five dollar credit to all leads supplied that later
developed into sales. Coughenour has always featured
his service department, and he doesn’t charge for refrig-
erator service calls, The service men, as a matter of
fact, call regularly on old customers., This policy has
uncovered hundreds of leads from satisfied customers.

Every possible form of advertising is used to feature
the store’s refrigerator business. Newspaper and direct
mail copy constantly tells the story, and now billboards
have been added. House-to-house canvassing is per-
haps the most important single source of sales. Win-
dows are given special attention by a local trimmer, at
the cost of $2.50 a window.

Cooking demonstrations are valuable lead-providers.
Last Spring, Coughenour displayed his refrigerator at a
cooking school sponsored by a local newspaper. For
a week’s display and demonstration, including the giv-
ing away of a refrigerator on a “Lucky Number” con-
test, the total cost was $255. The names deposited in
the contest were checked each evening during the week
and immediately followed. Over a thousand excellent
prospects were secured.

V. J. Coughenour, who three years ago nearly gave
up refrigeration, now directs an active and successful
organization of ten men. In addition to Mr. Coughe-
nour and Mr. Windel, there are J. B. Brugger, account-
ant; Brooks Reeder, refrigerator service manager; E. U,
Snyder, radio sales manager; Robert McDonald, credit
manager, and the following salesmen: E. C. Roehll.
E. J. Doyle, F. Kenney, Robert McGregor, N. A. Powell.

As proof of what a hard-hitting refrigerator sales or-
ganization Mr. Coughenour controls, in a recent con-
test his men were able to close in ten weeks 90 per cent
of the amount of sales previously made in six months.

“Our experience has shown conclusively that the com-
bination of radios and electric refrigerators is an ideal
set-up for a successful all-year-round business on a prof-
itable basis.” says V. J. Coughenour. “Our radio busi-
ness of the past three years has shown a slight increase
in volume in spite of the depression, while our refrig-
eration business has almost doubled each vear for the
past three vears,
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Swartzbaugh

ADIO  dealers who are
R making a success of sell-

ing electric appliances tell
us that one of the greatest of
sales assets is the timeliness of
the product. Featuring the thing
which is in the back of your
custonter’s mind is the quickest
wayv to side-step sales resistance.

The next three months will
see hall of the year’s total of
heaters sold. Now is the time
to jump into this business with
both feet and cash in on the in-
cipient demand. Last vear near-
ly a (uarter of a million elec-
tric heaters were sold, bringing in over
a million dollars to dealers’ tills. This
vear, according to manufacturers who
have been sizing up the potentialities
of their market, should set a record.
Even the economic situation is work-
ing for the sale of more heaters, many
families and landlords cutting down on
their coal bills and concentrating heat
in necessary spots or rooms,

If you are going to sell electric heat-
ers. clean out vour mind the concept
of the old-fashioned appliance that was an eve-
sore, a dust-gatherer and an inefficient consumer of
current. The heaters on the market today have been
so tremendously improved, both in appearance and
operation, that they are practically different appliances.
Present them to your prospects accordingly. Show the
handsome designs, explain the economical operation.
alk about them as marvelous new developments, which
they are, and work up enthusiasm for these modern
purveyors of electric heat.

Heaters should be valuable cash sellers for the radio
dealer. They sell from about two dollars to over fifty
dollars, giving a wide range that permits an excellent
opportunity for a “build-up.” Many families will pur-
chase a second and third heater, so there is practically
no =aturation possible in this field and each sale may
lead 1o another. It is estimated that four out of five
wired homes have no heater, indicating the vast poten-
tialities .of this market.

To make a big noise about electric heaters. get a few
of the most unusual models and feature them. It will
start your prospects talking and make them “heater-
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RED-HOT
sellers for

conscious.”  The modern electric heater (is offered in
many amazing forms to help you atiract attention. For
instance, there are wall models which swing on hinges.
There are heaters with fans to blow warmed air in any
dircetion, required.  There are designs which throw
heat in three directions, insulating only the back of the
heater.  There are the electric-steam’ radiators which
combine the adaptability of electric heat with the ad-
vantages of steam. :

Radio dealers selling automobile radio sets will be
interested in the electric heaters for cars. Models sell-
ing from eight to forty dollars will keep the family auto-
mobile warm this wiuter. They are easily installed
and smart radio dealers find that they are practically
without competition in this field. ,

It is the unusual item in the dealer’s store or window
which attracts attention. Featuring something novel.
something mechanically  interesting
and something which fills a very
definite need, the modern electric heat-
er will make your store discassed Iy
the neighbors,







Add offices
to your list
of prospeects

Shaw-Walker desk equipped with General Motors radio. In the front
of the chassis is the speaker, which is silenced when the drawer is

pushed in.

HERE are more ways of making

money in the radio business than
standing in your store waiting for
customers to buy sets. The dealers
who lhave armed themselves with
technical information and gone out
to sell centralized installations have
proved this point. Frequently they
found, too, that with the assistance they received from
the manufacturer’s engineering division the past expe-
rience was not as vital as the ambition which brought
them outside.

Business offices are becoming a very important place
in which the live dealer can find sales. At the recent
New York Business Show, where all kinds of equipment
for the efficient office was displayed, great interest was
focussed in an executive’s desk which included a buih-
in radio =et. Actually, it took very little skill to install
the set. A General Motors chassis, turned on its side
with the controls shifted. was encased in a metal cabi-
net that fitted the desk’s deep drawer. Aerial and power
lines were led in through the back of the drawer. It
was the type of special installation that any good ser-
vice man could handle, yet it created enthusiasin among
many business executives.

Radio promises to be an important adjunct to the
modern office. To date there have not been enough
business features on the air to interest executives, but
brokerage houses are beginning to broadcast special
services for the advertising value. Additional features
will doubtless follow as the demand for thcm grows.

Unbusiness-like as it may sound, the World Series

and other sports broadcasts. a~ well as political speeches,
are tremendously valuable in selling radio sets to offices.
The inference that a busy executive cannot spare the
time to attend these events in person will often close
the sale.  Of course, the sheer novelty of having a radio
set built inmto one’s desk will close many of the people
who insist on being first in everything,

More than radio can be sold. once the office doors
have been opened to the radio dealer. For instance, the
new window ventilators which admit air but exclude
street moises were alsa featured at the Business Show
and were carefully inspected by thousands. This item
fits the radio dealer’s stock. it he plans to carry his
salesmanship into offices.

Refrigerator specialties are finding a wider accept-
ance into modern offices. Ice-coolers may be an impor-
tant part of the refrigerator line you now represent, but
how big it looms on your horizon depends on the
amount of work you give it. Similarly, the new room
coolers, although out of season at the moment, will be
sold to thousands of offices next Spring and Summer.
If you are preparing the way now, you should be ready
to get in o a good share of this business,

Incidentally, contacting men in their offices in this
manner will do your regular business a great deal of
good. You may try to sell an important person a radio
for his desk and wind up by having him take a refrig-
erator as a Christmas present for his wife. or even a
midget radio for his son. Give one outside man the job
of contacting offices and discover for yourself the un-
developed possibilities awaiting on Main Street.
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HE thousands who have always
wanted a Brunswick Radio at a
price they could afford are pre-dis-
posed to buy now ... For never be-
fore in Brunswick history have prices
been lower, choice of cabinets wider,
values greater
1t is good business to recognize the
preference for Brunswick that exists
in the radio buying public’s mind —
and to cash in profitably on this
preferen(‘(‘ by concentrating your
sales efforts on the new 1932 Bruns-
wick line.
Brunswick offers eight new models
at prices to meet every purse—$39.50

to 8225 with tubes.

There is a difference in the musical quality of a

radio...Hear it on the new

BRUNSWICK
RADIO

MODEL 12
List Price $81.50
Complete with Brans-
wick Tubes. 7 tube Su-
perheterodyne in min-
iature highboy eabinet.

BRUNSWICK RADIO CORPORATION
NEW YORK - CHICAGO - TORONTO

Pivision of Warner Bros. Pictures, Inc.
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Find 2 Profits

where only ONE grew before

|
(i
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RCA Victor Radio Phonograph Model
RAE-56. 10-tube De Luxe Super-
Heterodyne, complete 10-point Syn-
<bronized Tonc System. Slow-speed
cutch for playing new Program Tran-
scriptions. Automatic record changer
with 10-record ca-

pacity. New Home $ 3 S OOO

Recording unit . .

lb’o:‘] .tlhcse. 10 Points of the RCA Vietor
nz) « I‘;‘{HIIZ(‘(I Tone System without which
radio can be called up-to-the-minute!

1 Super-efficient RCA

Victor Super-Heter-
odyne circujr,

»

6 New RCA Victor
automatic volume
lcvglcr that corrects
fading,

Complete

o .
2 Continuous band-
Pass variable tone

s Three-poine shield.
control,

ing (tubes, chassis
cable), ’
.
3 Shock-proof, rubb
. er 4
mounted chassis, L I)ﬁ:f:,:: ;a:(m?"c Syné
zation o
) ) ] chassis a cabi
‘.SL'IL‘ntlfi(‘:l“}' el cabinet.
Impregnated con-

l.

¥ Over-size .
stze electro-

ensers, r

dynamic speaker.

1O New RCA Pengode

By . S
e o» Noise chmmating
power transformer.

RCA Victor Radio Phonograph Model
RAL-26. 9-tube Super-Heterodyne with
complete 10 - point Synchronized Tone

System. Slow - speed
cluteh, antomatic rec- $2 éi 7 50

RADIO

OTHER
PHONOGRAPHS
AT FROM $129.50 TO %995

tuhe.\\'ith push-pull
application,

ord changer with 10-
record capacity . . . .

Complete

These are the Kind of Dollar-Stretching Values
the Public Wants—and the Kind of Full-Profit
Numbers the Radio Business Needs. Two-in-
One Instruments at Prices the Public Will Pay.

The BIG SWING this year is to
combinations. Because they mean
bigger values! Because they mean
com plete entertainment! Because
Victor’s sensational new long-
playing records — Program
Transcriptions with 30 minutes
of music on a 12-inch record —
open up a wholly new kind of
finer-toned, more convenient
music-in-the-home!

With these instruments, you
can get the cream of this profit-

Your trade gets nearly 4
times as much music from
the new Victor Program
Transcriptions as from old
records of the same size.
They pay only about 2wwice
as much. It's a bargain
for them...and it's a bar-
gain for you, for every
Program Transcription
sale pays rouphly twice
the profit of an old-style
record sale!

RCA Victor

RADIOS . . . VICTOR RECORDS
PHONOGRAPH COMBINATIONS

TS

able business. They’re both radio
and phonograph—in one cabinet
—at onc low price—with one
down payment—sold at the cost
of making one sale and yielding
a profit that’s worth working for.

So get busy. See your RCA Vic-
tor distributor. Get these instru-
ments in and go after profitable
business! RCA Victor Company,
Inc.,, "Radio Headquarters,”
Camden, N. J. A Radio Corpora-
tion of America Subsidiary.




How New York System
finaneces dealers’

entral station

RETAIL SHOPS

refrigerator sales

By C. L. Law

General Commercial Vanager. The New York Edison Co.

vey of the refrigerafor field in New

S OME time ago a rather detailed sur-
New York

York was made by the
Edison System (consistirg of five com-
panies. namely: The Nes Yerk Hiison
Compuny, Dirooalyn Ideur  Compeny,
United Bleetrie Light and tower Com-
pany, New Yark and Queens Klectric
Light and Pewer Compamy and The Yon-
kers Electric Light and Lewe= ompany)
in view of the dctermininz of potential
possibilities of that marke:i. urd as a re-
sult of this investigation it sermed quite
evident that there was a larwe ficld for
the scle of refrigerators that under the
present  system had not as yet been
reached. ’I'is fi-ld consisty of the o.der
apartment houses of whicn thewe ere a
great number in the Citv, that is. those
apartments built prier to the line when
it beecame customary for the owner to in-
stall electric refrigeratiom 45 a part of
the cquipment. The owrers of  these
apartment houses were repudly Jesiag ten-
ants to the newer and mare madorn baild-
ings and it seemed very evident that in
order to maintain a fair pertentage of oe-
cupancy it was necessary to plice these
buildings in the competitive ffeld by mod-
ernizing them.

The terms that were affered by refrig-
erator compamies which were normally 10
percent down and obe year for payment
eould not be me! by many of these owners
and we realizedl that, it this “arge zroup
of prospective customers  was  to  be
~eached. it couid onlv he ihrengh more
favorable terms than those tisit werce be-
ing offred at the time, It was dctermined.
therefore, that in cooperstion with four
compinics. the companies of the FEdison
System wou'd offer to finance such instal-
,ations where tne eredii was acceptable
to us on a hasis of three veurs with a down
pavment of 10 pereent and with no fi-
nance charge except simple intcrest at 6
percent on the unpaid balance.

At tha! tam= there were fouar companies
who were working in  cooneraticn  with
the Systemn Companies in their  narmal
sales activities; those were Capeland.
Frigidaire, General Electric and Kelvi-
nator, and our suggestion to them met
with a very hearty respense and a prom-
ise 0° very active cooperation. These four

companies agreed with us on a standard
m~thod of procedure which secrus to have
heen working very satisfactorily

In no case is the representative of the
utiiity to make the ssle, as all of these
sales are made Hy the deaier’s szlesmen.
When the contract is signed for an apart
ment house installation the dealer secures
al. eredit information obtainable and sub-
m-is this contract to us for our approval.
If we find that the credit is .atisfactory
and that the current account o>f the cus-
tolaer is good, we then notify the dealer
that we will accept assignment of this
contract. The contraet is then assigned
tc us, using a s-andard form und as de
liveries are mado against this contract the
dealer colleets and retuins the down pay
ment, sending to us the aceeptance of de
livery and an invoice eovering the total
price of the refrigeratars delivered at that
time, less :the down payment and the in-
terest charge.  Payment is made direetly
te the dealer while w= collect monthiy
from the purchaser for the period named
in the contract. It was thoughl advisable
not to include this in the regular bill for
elcetrical serviee so a special bill is sent
ont to each purchaser about tne first of
the month.

If there is a delay in payment the deal
er is notified and if subsequent efforts to
enilect are not successful the contract re
verts to the dealer, he paying us the bal-
ance due. We have been very “ertunate.
hawever. reducing these reverts te a mini-
mam and so far they nave nct exceeded
ome halt of one per cent.

Although this activity was designed for
the apariment house ficld alone. we were
luter convineed that i¥ more Lberal terms
were granted for retail sales, Le. the sale
of not mere than two refrigerators, that
the activity might be desirably srunulated.
We therefore agreed with these dealers to
finanec the sale to individual wsers on a
hasis of not more than twae years and
with a small down payment. In a case
¢f this kind, the procedure is about the
same except that the contract, invoice and
delivery receipt are sent to us at the same
time and if ous current account is satis
factory, payment to the dcaler is im-

(Continned ou aert page
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Finances Refrigerator Sales

(Continued jrom page 29)

mediately made. 'This contract, of course
is assigned to us in the usual way with
the understanding that in case of default,
the dealer will repurchase the contract
from us at the balance due.

We have also extended this same plan
to cover small commercial installations,
i.e. those not exceeding $1,500, and in the
very limited time during which this has
been undertaken, a considerable number
has been brought to us for financing, Our
co-operation with the dealers is not con-
fined to financing alone, but we have under-
taken special promotional work which we
also feel has been very successful. Special
advertising and circularization has been
carried on which has heen very cffective
and in addition to that our Refrigeration
Divisions have been considerably enlarged
and a crew of men formed who contact
apartment house owner only. These men
do not attempt to sell anything except the
idea of electrical refrigeration and having
interested a prospective user in the in-
stallation of refrigerators, the leads are
turned over to the dealers who usually
consumate the sale.

We are also making a complete survey
of all of the occupied apartment houses on
our lines to determine, first, whether elec-
trical refrigeration is installed, and second,
if it is not, whether the class of building
and occupant indicates that there may be
i prospect of so equipping the building.
As these surveys are completed, they are
turned over to the dealers whose sales-
men immediately contact the owners. Our
men also call on the owners as quickly as
possible and in this way nothing is left un-
done to secure this business.

As we felt that it was not entirely fair
to include only the four refrigerators in
this plan, we deeided that any machine of
proved reliability and well backed financial-
ly might be included soon as we were en-
tirely satisfied that the performance would
be satisfactory to our customers. ''his has
led us to include several others which our
investigation indicate are worthy of in-
clusion in the plan. Of course the suc-
cess of any undertaking of this kind is
shown by the results and as in the past
twelve months we have accepted 17,200
contracts for 61,000 refrigerators, at a total
cost of about $11,500,000 and an estimated
annual revenue from current consumption
of $2,200,000, we feel that this plan has
been successful.

The total contracts submitted to us
during this period are 19,120 for 82,439
boxes, the aggregate price of which is
%15,192,500 and from which a revenue of
%2,940,300 may be expected when deliveries
are completed. For various reasons 1,160
contracts have heen rejected for financing,
representing 9,787 refrigerators whose price
is approximately $1,600,000.

There are 85,000 employees in the New
York Edison System and as the importance
was realized of utility employees adopting
for their own use the equipment that we
are selling to our customers, a plan was
put into effect, whereby for a limited
period, special terms were given to all
employees who desired to purchase re-
frigerators for their personal use. As this
plan was conceived by President M, S,
Sloan it become known as “The President’s
Plan”. With the cooperation of the same
four companies, it was agreed that we
should offer each employee of the System
an opportunity to purchase a refrigerator
at an attractive price and on easy terms
and at the same time these employees were

urged to furnish to us the names of friends
who might be interested in a purchase.
In our agreement with the companies,
it is understood that definite limits would
be prescribed for discounts offered and this
was arranged so that no company might
take undue advantage of another. 'The
prices to the employees were list less 209
to 25% and as an added contribution, the
companies furnished a certificate which
when signed by the employee was received
in lieu of the down payment. This was
equivalent to approximately an additional
4% discount. The Companies agreed to
finance all these sales giving the employee
two years in which to complete payment.
To encourage the employces in the second
part of the plan, the dealers offered sub-
stantial prizes for all leads turned in that
resulted in sales. The prize being in form

T T e e N e YT T T
Since this article was writ-
ten, ficures to September
3 show: 23,680 contracts
for 82,460 refrigerators
with an annual current
consumption of $2,290,-
000 accepted, and 25,-
780 contracts for 105,-
889 refrigerators submit-
ted.

R e s et T e U el Y

of some electrical device selected by the
cmployee which listed at a price of ap-
proximately $10.00. In organizing for this
undertaking, a general chairman was ap-
pointed in cach Company who in turn or-
ganized his Company into a general com-
mittee consisting of a chairman from cach
department and in the larger departments
these in turn were broken down into sub-
committees, the groups being so small that
cach sub-committeeman could make direct
contact with each employee with whom he
was associated. Through this organization,
dealers’ folders were circulated so that
cach man was entirely familiar with the
plan and with the product of each of the
four Companies. As soon as the plan got
well under way, it was found that a very
healthy competition sprung up among the
departmental chairman and although there
was no attempt to coerce any of the
employees, a rather intense selling spirit
soon developed and very keen interest was
shown in the departmental results and per-
centages as they were reported each week.
In order to put over the story of electric
refrigeration in the strongest way, many
meetings were held by different depart-
ments which were addressed by representa-
tives of the dealers and by Dr, G. W.
Allison, Manager of the Refrigeration
Bureau of N E L A headquarters. Many
small meetings were held in Company time
and the larger meetings were always held
after hours and very frequently in addition
to the talks given, some rather interesting
entertainment features were also included,
each department taking care of all of the
details connected with these gatherings,

they themselves securing the speakers and
entertainers. A careful account shows that
374 meetings were held during the cam-
paign which were attended by 47,000 em-
ployees and it has proven that these meet-
ings were responsible for a large part of
the enthusiasm that was shown in this
campaign.

The campaign continued in this manner
for eleven weeks and during that time
6,208 employees purchased refrigerators
and 732 refrigerators were sold through
leads furnished by the employees, a total
of 7,080. As a further result of this
activity subsequent to the time that it
was actually in progress, the leads that
were turned in have been continually pro-
ducing results and it has been reported
by the dealers that 750 refrigerators have
been sold to prospects since the campaign
closed. We are certain that there is a
continuing benefit resulting from this
activity for we must consider its educa-
tional value, for during the time when
it was being conducted every employee
in the Company was made to realize the
advantages of electrical refrigeration and
he in turn will continue to spread word
among his friends.

Heretofore we felt that many of the
employees disregarded any thought of the
advantages and benefits that might be
derived from electrical appliances but this
undertaking seemed to bring a new
thought home to them for since the close
of the campaign, we find considerable in-
creased activity among the employees in
bringing in names and addresses of people
they have come in contact with who may
be prospects for household devices of any
kind.

The success that was attained in the
prior Campaigns for leads subhmitted by
Company employes was so marked that at
the termination of the period assigned to
the President’s Plan, one of the dealers
requested that he be permitted to extend
this feature for an additional period of
two months. As we believed that this
might be productive of further good re-
sults, we agreed that such a plan might
be carried on for this subsequent period.

Briefly the plan is this: Every employe
was furnished with what was called a
lead card, and on this he was supposed to
note the name and address of a prospective
customer for an electric refrigerator.

It was not our thought to attempt to
make a refrigerator salesman out of each
of 35,000 employees of the System, but
rather to so interest our people in this
matter that they would discuss it with
their friends and acquaintances, and if any
interest was shown their name, with the
prospect’s consent, was submitted through
the Company to the dealer. The dealer’s
salesman immediately called on the pros-
pect and if he was successful in making
a sale, a stated number of credits were
assigned to the submittor of the lead.

These credits were cumulative and the
certificate that was issued for each 500
credits could be, at the end of the Cam-
paign, turned in to the dealer to be ex-
changed for prizes ranging from an auto-
mobile to a cigar lighter depending on the
number of credits,

During the two months in which this
Campaign ran, about 38,300 leads were
turned in by the employes and approxi-
mately 700 refrigerators sold during that
time representing 21 per cent of the leads
submitted. Of course it was often a diffi-
cult matter to close a sale promptly, so
that although this very respectable num-
ber were sold during the Campaign prob-
ably more than double that were sold after
its termination.
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How to Service

Electric Refrigerators

"IN HE idea of Radio Dealers or Service Men servicing refrigeration units is self-evident and
the thought has occurred to perhaps untold thousands ever since electric refrigeration
started. Yet nothing was done, because the average man knows liitle or nothing about re-

frigeration. Compared with servicing a radio set or wiring a home for electricity. the servic-

ing of a refrigerator is absurdly simple. once you get the “hang” of it.

The OFFICIAL REFRIGERATION SERVICE MANUAL has been
edited by L. K. Wright, who is an expert and leading refrigeration
amthority. He is a mewmber of the American Society of Mechanical
Engineers, American Soriety of Refrigeration Engineers, The National
Association of Practical Engineers, ete.

In this Refrigeration Service Manual every page is profusely il-
lustrated; every refrigerator part carefully explained; diagrams are
farnished of every known machine; special care is given to the ser-
vicing end. The tools needed are iBustrated and explained; there
are trouble shooting charts, and other important service data.

Eemember there is big raoney in the refrigeration servicing business.
There are thousands of firms selling refrigerators every day and they
need to be cared for periodically.
refrigerators than radies. Why not increase your earaings now with
a spare or full time business by servicing electrie refrigerators,

Eventually there will be more

Here are some of the important chapters:

Introduction to the Refrigeration Servicing Business
History of Refrigeration

Fundameuntals of Refrigeration

Description of All Known Types of Refrigeration
Service Tools and Shop Equipment

Motors and Trouble Shooting

Unit Parts, Valves and Automatic Equipment
Makes and Specifications of Units

Manufacture of Cabinets

Eefrigerants and Automatic Equipment

and Many Other Important Chapters.

Already hundreds of copies of the OFFICIAL REFRIGERATION
SERVICE MANUAI have been sold; and there still remains the

greatest opportunity for thousands more to learn how to make more
money in a short time through openings in this new field.

To Radio and Refrigeration Dealers
and Serviee Men This Book

Is Invaluable - — - — — — — —

OVER 1,000 DIAGRAMS
352 Pages
Flexible Looseleaf Binder
9 x 12 Inches

Complete Service Data

$

OO The Copy

OFFICIAL

REFRIGERATION
SEAVICE MANUAL
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COLUMBIA

TrLE-Focal, Raprio

Superheterodyne Models with
Multi-Mu and Pentode Tubes

These headliners of the Columbia
line are showing dealers how to
make more out of radio.

Follow the line of least sales resist-
ance—it’s a fast moving profit maker.

Model C-33 Model C-34

A compact radio in a rich cahinet of dis-
tinctive design, suggestive of Ilepplewhite.
The carved shell-and-spray ornamentations,
at the top, flow into the graceful grille
opening of slender straight-line simplicity.
At the base of the grille members, small
carved ornaments further enhance the effect.
Truncated ball feet give an air of sturdy
solidity, while the Dbutt walnut panel sets
off the whole. A thoroughly distinetive and
beautiful piece of furniture, this, with a pure
tone quality insured by the heavy ply con-
struction,

Dimensions: 19 5/8 ins. high, 15 1/16 ins.
wide, 10 5/8 ins. deep.

Lia Price, Complete with Columbia Rapid-
Heating Tubes, 867.50,

In this model, the glorious voice of Colum-
bia Radio is housed in a strikingly beauti-
ful cabinet of the Sheraton style of design.
The offset front posts are fluted and are
ornamented at top, and bottom by cross
hatching. The legs are turned and fluted.
The front of the cabinet in rich hutt walnut
veneer center matched, is relieved by corner
carvings at top and is framed by a shaped
moulding and base rail finished with red
wood burl. Serpentine tie rails and turned
stretcher complete the picture.
Dimensions: 39 1/2 ins. high, 23 ins. wide,
13 1/4 ins. deep.

List Priee, Complete with Columbia Rapid-.
Heating Tubes, $87.50.

Write for details of the Columbia Radio Line, com-

plete specifications, folders. window cards, ete. to

COLUMBIA PHONOGRAPH COMPANY. INC.. 55 Fifth Avenue. New York

COLUMBIA

All Trade Morke Reg. U.S. Pat. Of1.;
MR M Ing Rgioae'Neo 18413y 18420 ar 0.

Ageeie 1990 5 $6008 4o 13 o Agaste 197+ Lioms
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Baltimore

Parks & Hull Acquire
Kclster Line

Parks & Hull, Inc, prominent Balti-
more distributing organization, has just
taken on the Xolster International ra-
dio line, with exclusive distribution for
the entire State of Maryland, the District
of Columbia, Jefferson, Berkeley, Mor-
gan, Hampshire, Mineral, Grant, Hardy
and Pendleton counties, in West Virginia,
and the northem section of Virginia.

S. Gordon T Parks is president of the
fast-moving comncern, and he assumes di-
rect supervision of its radio merchandis-
ing activities. Covering Ballimore and the
surrounding areas will be E. W. Ameat,
connected with Parks & Huil radio distri-
bution for a number of years; Robert
Lee Riley, a cewcomer to the Parks &
Hull selling staff, will look after Kolster
International sales in the Capital City
and vicinity. A branch warehouse is
maintained in Washington. In addition,
a special sales and show room will be
arranged for the purpose of allowing the
dealers to inspect the new Kolster Inter-
national line.

Mr. Parks’ firm also distributes West-
inghouse electric refrigeration.

Moeser & Jordan Ken-Rad
Agents in the South

Moeser & Jordan, Inc., well-knawn
merchandising specialists, will represent
Ken-Rad in the South, announcement
comes from Richard E. Smiley, general
sales manager of The Ken-Rad Corpars-
tion, of Owensboro, Ky.

“We are indeed pleased to have Messrs.
Moeser and Jordan with us as represen-
tatives,” declsred Mr. Smiley. “Their
years of experience in radio circles, com-
bined with the personal relatioms they
have had with many of the largest ac-
counts in the Southern States, brings to
The Ken-Rad Corporation a firm with
established business connections and sales
capacity.”

Messrs. Moeser and Jordan are indeed
very well known in radio circles because
of their former connections, besides pres-
ent affiliations. As Ken-Rad represen-
tatives, they will have a wide range of
activity in premoting the sale of Ken-
Rad tubes and in presenting the Acre-
meter tube mcrchandising plan to radio
dealers in their Southern territory.

Harold Jordan, one of the members of
the firm, recently visited the Ken-Rad
factories in (Owensboro, and was much
impressed with the modern equipment,
quality production, and up-to-date faeili-
ties evident there.

George C. Beckwith Dies

The trade was shocked to learn of the
loss of one o its most popular members
when George C. Beckwith, head of the
radio distributing company in Minne-
apolis, bearing his name, met with a fatal
accident while hunting.

Eastern Hdwe. Executive
Quotes Some Fine Advice

Howard McCarthy, presiding over the
refrigesation department of the Bastern
Hardware & Supply Co., which among
cther things handles the Copeland elec-
tric refrigesator, draws the attention of
the locil trade to some very pertinemt re-
marks made recently by W. D. MeElhin-
ny, vice-president of Copeland Products,
Inc, manufacturing the Copeland prod-
nct.

Naturally Mr. McCarthy is very en-
fhusiastic over the remarks of the Cope-
land esecutive and he believes that they
are warth quoting, in toto. Mr. McEIl-
hinny’s comments are as follows:

“Radio was one of the most sslesable
devices ever offered to the publie. But
-adio and refrigeration are purchased on
two very different principles or sales ap-
peals.  Refrigerators are not hought
through feeling or emotion, but with very
definite reasoning. The family budget,
with due regard to initial imvestment, op-
erating costs, and conveniences obtained as
compared with any previous type of re-
frigeration used, are all taken into con-
sideration. Because electric refrigeration
sales ere based on reason rather than
emotion, many merchandisers have been
bitterlr disappointed in the results of
their celling efforts. In the first place,
many of them were disappointed in sell-
ing efforts that hardly can be classified
as effurts. In the second place, where
sincere efforts have been made, they were
in many instamces improperly planned, ill
timed, and were simply made with the
hope that they would produce something
and with a vague idea that a true course
would finally be charted through a maze
of obstacles, lack of knowledge, misin-
formatfion, and misunderstanding. Again
the human element has entered in. Some
sulesmen, dealers and field men are not
fitted to the refrigeration business or are
unwilling to pay the price of hard work
that at least initial success in this busi-
ness demands.

Electric refrigeration is sold on an en-
tirely different basis from radio. It fur-
nishes a se~vice in the home, a ut.litarian
and not an entertaining service, one that
is a basic need. It deals with food, and
in our modern life it has become a nec-
essary parl of practically all the foods
that we eat.

Very few people have ever bomght an
electric refrigerator because they wanted
to make ice cubes and thus get away from
the iceman. They buy electric refrigera-
tion because they want proper’y pre-
served food and low temperature. They
want cleanliness and sanitation. They
want convenience. They want a plenti-
ful supply of ice cubes and the ability to
make frozen desserts. They want to be
independent of all outside source:. They
want the utmost in convenience. They
want to be modern, and they take pride
in ownership.

“There are some 28 major base:. of ap-
peal in selling electric refrigeration. Sel-
dom is there a spontaneous impulse on
the part of prospects to buy. The entire

Kaufman Joins Ollendorf-
Hirsch Sales Ranks

I. Kaufman, winner of the fifth prize
in the recent National Radiotron contest,
has joined the sales personnel of Ollen-
dorf-Hirsch, Inc. distributors of RCA
Victor product, with branch houses in
Washington, D. C., and Richmond, Va.

“Mr. Kaufman comes to us not only
with all 1he experience necessary for the
promotien of RCA Victor products, but
alko with dealer confidence that is beyond
compare,” announces George Ollendorf,
president of the wholesaling concern. “For
the past several days, I have been busy
accepting mutual congratulations upon
our acguisition of Mr. Kaufman from
the dealer clieatele in Baltimore and
Washington.”

Mr. Kuufman was formerly associated
with a prominent radio distributing or-
ganization in Baltimore in the sale of
RCA products for the past 8 years and
is recognized threughout the territory as
a keen and progressive selling personality.

Gilham Electric Co. New

Clarion Distributor

The Gilham Electric Co., of Atlanta,
Ga., has been uppointed distributor for
Transtormer Corp. of America, manufac-
turers ot the Clarion radio. P. C. Gil-
ham, president cof the jobbing firm, maae
his first conneciipn in radio wholesaling
25 years ago as sales manager for Carter
Electric Co. About 15 years ago, the
Gilham ‘Schoen RElectric Co. was formed
and 9 vears later the name was changed
to Gilham Electric Co., with Mr. Gilham
retaining control.

“We have been impressed with the
Clarion line for some time,” declared Mr.
Gilbam, “and are only too glad to dis-
tribute the radio that is known for its
remarkable service record. Clarion’s serv-
ice percentage, 2-10ths of 1 percent, is
protably the lowest in the industry.”

sale. organizatian must be geared up to
high-grade specialty selling. A very large
amount ef time must be devoted to edu-
cating the trade to sell refrigeration, and
continual pressure should be applied to
every organization, no matter how good it
i, in order to gain best results,

“Competition is keen. Differences in
price of a few dollars seldom amount to
anything. Proper coverage, proper adver-
tising, proper sales education, proper
field contact, proper service layout, prop-
er finance plan, and the most intelligent
supervision are the major parts of a
properly co-ordinated sales plan, which
should be like a series of concentric cir-
cles. The largest circle embraces the fac-
tory sales and advertising organization
plan and execution. Practically the same
plan but in a smaller way should be ap-
plied to zone territory, which represents
the second circle. The third, fourth, and
fifth circles represent distributors’ set-ups
with dealers, depending on their size, and
so on dewn through the individual sales-
man.” :
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FOR THOSE WHO WANT TH FINEST

COPELAND

DEPENDABLE ELECTRIC REFRIGERATION

DISTRIBUTORS

Baltimore and Western Maryland

The Eastern Hardware & Supply Co.
BALTIMORE, MARYLAND

Every refrigerator test that has been thought of has been given to
the COPELAND Refrigerator, and it stands up 100%.

But no mechanical test is as pleasing to the Copeland dealer as the
ease of selling Copelands. The “sparkle” of the Copeland is a plus-
factor of this long established refrigerator, and the proof of the selling

test is gained the day one starts as a Copeland dealer.

Write us now for full particulars and let us tell you all about the

value of being a Copeland dealer.

The

Eastern
Hardware

&

Supply
Company

Copeland
Distributors
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Baltimore

Maryland
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Parks & Hull, Inc.

1031-35 Cathedral Street

Baltimore., Md.

Wholesale Distributors of

The New KOLSTER

INTERNATIONAL

We are proud to announce our appointment as Diistributors of The
New KOLSTER radio line, which is sponsored under the financial and

engineering resources oi Mackay Radio & Telegraph Company.

In The New KOLSTER radio is found everything you need for
making a prefit with radio, especially as the trend of higher unit sales is
the *“style” for radio selling. Kolster prices are low, too, but every
model gives to the customer a completed radio set including every
known practical improvement. The New Kolster is of unusual value to
those dealers, who, after they sell a set, associate socially with the cus-
tomer without fear of complaint or loss of personal prestige. You can
look at your customer, after you sell The New KOLSTER, KNOWING

he is highly pleased—the greatest asset a radio dealer can znjoy.
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Baltimore Dealers
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A 10tube DeLuxe comsole
and two mrodels for European
operation come from Fada this
month. The 65 lists at §124.50
to round omt the Fada line
ranging from $69.50 to $175. It
is a lowboy, open-face console,
3814 inches high, 22 inches
wide and M inches deep. With
the other DeLuxe models (48
and 49) 65 has a 10-tube super-
heterodyne circuit, ausomatic
Flashograph tuning, antomatic
volume control, tone filter,
pentode tubes in push-pull and
a tuning silencer.

Fada models 61 and 63, for
export, operate on 200 to 550
meters with a switch-over to
1000 to 20#0 meters. Model 61
is a midget cabinet and 63 a
console. Chassis is a five-tube
circuit including two 35%. one
24, one 47 and one 80.

RCA-Victor

The new RCA Victor combi-
nation meodel tor playing slow-
speed records, listing at $350
complete, should be deseribed
as RAE.59 instead of RAE-56
as it appears in the advertise
ment on page 28 of this issue.
This model has the 104ube De
Luxe supesrheterodype circuit
with the 10-point synchronized
tone system, slow-speed clutch
for playing the program tram.
scription records and an auto-
matic record changer with a
ten-record  capacity. Model
RAE-26 is a 9tube superhete-
rodyne, automatic phenograph
combination with a slow-speed
clutch, to Tist at $247.50.

General Motors

A midget, a console and =
convester have been anneunced
by General Moters Radio Corp.
The converter tremsferms a
tuned radio frequemcy set into
a superheterodyne and also
provides remote control. It is
buili to resemble a smoking
stand, standing about 22 inches
high with a glas: asm container.
It is said to bring to tumed
radio frequency sets the sensi-
tivity and selectivity of the su-
perheterodyne circuit.  Its re-
mote control feature is oper-
ated entirely electrically and
requires no preliminacy set-
ting. The converter is easily
and ouickly attached te any re-
ceiver.

“Little Corporal” isthe name
of ithe new General Motcrs
midget, which lisis at $39.50. A
24 is used as first detector, with
a 27 as oscillator and a 3% in
the radio frequeney. Second
detector is a 24 witk a 47 ia the
aadic. Tuning dial is vermier
drive and volume control regu-
lates amplification of receiver
as well as anteuna input eir-
cuit.  Walnut-fimished cabinet
contsine a 6-inch dyramic
speaker.

The “Salem™ is 1 sevendube
superheterodyne console listing
at £69.50. A 35 tube is first de-
tector and intermadiate ampli-
fier. A 24 is second detector,
with a 27 as uscillator and 47
in the output and a 27 gives
amtomatiic volume control. The
iMimch high cabinet contain:
an 3.inch dynamic speaker.

Electrie Ieeman

Claiming that it will sell ten
to fifteen times more refrigera-
tors than other merchandising
glans, the Electric Iceman is
ane of the new 25c. a day re-
frizerator clecke. It can be
used with any model eleetric
refrigerator and the manufac-
turers claim that it presents the
fnsiallment-paying plm 1o the
housewife in such a tonvincing
manner that she welcomes the
salesman.

Easy Washers

Two new Easy washers have
been anncunced %o the radio-
electric-appliance rrade to give
a low-priced leader and a high-
priced feature. Model ¥ is
presented at “The lowest price
ever placed on any Easy wash.
er and the lowest price ever
offered on amy nationally-ad-
vertiszed nationally distributed
washing machine of any make.”
It iz a wringeragitator type
with the following features:
Special-design  wringer  with
ballecon tvpe rolls; family-size
capacity; standard Eavy agita-
tor gear rase; new KEasy agita-
tor; a new color combination
of mottled gray porcelain
enamel tub with satin silver
base, legs and wringer.

Model 4F is announced be-
cause, “The dealer meeds high-
er-priced models with extra
features to build up his retail
dullar volurae and to increase

his profits.” Its outstanding
feature is the Easy electric
pump which is offered for the
firsc time on an Easy gelling
for less than $165. Other spe-
cial features include: bigger
wringer with bigger, softer
balloon rolls; greater capacity;
bigger agitator; standard Easy
agitator gear case; greater
beaunty with Easy beige porce-
lain enameled tub with French
gray base, legs and wringer.

Lyric

A new clock model, a new
teudube superheterodyne and a
new four-cubic-foot refrigerator
are announced by Lyric.-Mohawk.
The clock is Hammond-equrp-
ped and contains the Lyric
Super - Superheterodyne. The
cabinet is hand-rubbed Walnat,
691 inches high, 14 inches wide
and 9% inches deep, occupying
only a square foot of floor
space. It is cataloged as Model
S-62, and lists at $89.50 com-
plete with tubes.

Model S-10 is the new Lyric
ten-tube superhet. It is contain-
ed in a sixleg, burl walaus
cabinet in Gothic design. The
chassts employs push-pull pen-
todes and variable mu tubes,
spot-light dialing, automatic
volume control, tone control.

The Mohawk Model 4 re-
frigerator stands 511 inches
high with legs, 2234 inches
wide and 22 inches deep. Cubic
foot capacity of four feet and
shelf area of 6.6 square fees.
Two ice cube trays with a
capacity of 18 cubes each are
provided. The motor is the one-
fifth horsepower, low speed
txpe and the refrigerant =
Methyl Chloride. Interior is
seamdess porcelain and exterior
ts baked lacquer.
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Radio Tube List Price “Racket’

Grouping ... *Bunking™
THE TUBE SITUATION TODAY

v Chaos reigns in the Tube industry.  All kinds of prices, discounts,
qualities, wild elaims, bonuses, free meters, free goods—have confused
the dealer and publie. Few in the trade know today where they stand
in respeet to cost and SELLING.  Tube sales are consummated with cus-
tomers, only after a careful study, with knitted brows, of either list or
net prices.

WHAT CHAMPION IS DOING

Champion senses the opportunity for constructive leadership. Champion
believes there is a genuine profitable markei for Tube selling. Champion
knows many dealers will weleome a solution of standardized prices with
legitimate discounts: therefore, Champion iz grouping all Tubes at 50¢,

75¢, $1.00, and $£3.00.

WHY CHAMPION DOES THIS

Quick reference to the Champion Group list price chart—easy to re-
member as time goes on—discloses but five list price groups. This will
permit Champion to establish a price in the minds of the publie. Sales-
men, dealers, and the consumer will become familiar with Champion
prices, thereby establishing a non-confusing standard prices.

HOW THE CHAMPION PLAN
BENEFITS YOU

As a dealer, you sign no complex papers, and yon need no adding ma-
chine to tell you whether you are profit-making, beecaunse every Champion
Tube sold gives you INSTANTLY the standardized spread for profits.
Mystic lures of ““volume business” in the prospective, which are never
realized and are insulting at the start, are eliminated in favor of conduet-
ing Champion’s methaed of Tube sales. Prices are divided into five
GROUPS.  Consumers ask for Tubes, and Champions—because of the
list price grouping. “PRICE GROUPING” belongs to Champion.
“PRICE GROUPING™ saves the day for dealers’ profits.

As a wholesaler Champion List Price “GROUPING” permits you to buy and sell in the
open, you secure the highest standard of quality Tubes at the lowest prices and net a

proper profit. Champion’s GROUP LIST PRICE assures distributors of Permanency, Pro-
tection and Profits.

Let your early inquiry be evidence of your endorsement and acceptance of Champion’s en-
deavor to establish the sale of Radio Tubes on a sound merchandising basis.

CHAMPION RADIO WORKS

DanVers, Mass.
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uick Heator

RECOGNITION

r]:lE quick-acting priuciple iu a. ¢. tubes is now, more than
ever, accorded full appreeiation by set and tube manufacturers.
jobbers, dealers—and, most important. consumers.

Arcturus pioneered that principle over three years ago, in
May 1928 —with the fammous 7-second action tnbe.

This Arctarus contribution met with immediate suceess as
users no longer were willing to tolerate the delay in getting
reception caused by the old slow-heater.The demand for quick-
heaters has become so insistent that the old slow-heater type
has now been relegated to an inferior classification and must
of necessity be priced appreciably lawer. This difference in
list price is evidence that the superior merits of the quick-
heater are fully appreciated.

A lower price for slow-
heaters is nnimportaunt to set
nserx, They will not sacrifice
efficiency for price. So they
demand quick-acting tubes,

Arcturus Blue Tubes are
all quick-acting — the same
as the original “7-second
tube”. Areturus guick-acting
tubesare positively not affected
by “hum”. Arcturus quick-
acting tubes have become
the standard of the industry.

ARCTURUS RADIO TUBE €O., Newark, N, J.

ACTS IN. 7 SECONDS

ARCTURUS

Dayrad Testers

ey
D EE I
;

Two new Dayrad tube testers
feature a big dial which gives
the prospect an immediate re-
port on the condition of his

| tubes. The dial gives a read-

rinz of poor, weak and good
tubes, easily nnderstood by the
non-technical customer. The
size of the testers is such that

| they fit the new merchandisers
offered hy RCA Radiotron Co.,
Inc.

Model 375 direct reading
tube analyzer furnishes direct
current to the plate and grid
circuits of the tube by means
of an accurate power pack and

' rectifier circuit contained in
the instrument. It places a sig-
nal voltage and frequency on
the tube approximately the ac-
tual working of the tube in a

| set and the meter measures the

| ability of the tube to perform

' in any well-designed set. There

| is a socket for each type of

| tube and a few spares for fu-
ture tubes. Net price to deal-
| ers, $174,

I Model 360 uses the same big
meter and gives instant reports
on the quality of the tube. Net
price to dealers, $75.

| -

' Pam-O-Graph

Complete home - recording
phonograph model for either
commercial work in offices or
entertainment at home is being
offered by Samson. All that is
necessary to operate the Pam-
O-Graph is to plug it into a
socket and talk into a micro-
phone. A neon light bulb
guides the voice level. Sepa-
rate tone arms are supplied for
recording and reproducing.
Records are made on alumi-
mm discs, six to twelve inches
wide. Packed complete with
tubes, microphone, microphon-
exstand, cable, recording
needles and playback needles it
lists at $325.

Telechime

Instead of a buzzing doorbell
or telephone, “Telechime” is
being offered to give a pleasing
call to attention. It can be con-
nected to doorbell or tele-
phone, or may be used as a
dining-room announcer. As a
novelty for radio-electric-appli-
ance dealers it gets great inter-

| est from customers.

Sentinel

New detector-oscillator sys-
tem has been designed for the
Sentinel 116, five-tube super-
heterodyne. Cabinet is 1534
inches high, 134 inches wide
and 8 inches deep. A 24 tube
is used combined in first de-
tector and oscillator, a 24 as
second detector, a 35 in the in-
termediate-frequency, and a 47
in the output.

Revere

the Patrician

Two models,
and No. 39, both midgets, have
been added to the console No.

59 of the Revere line. The Pa-
trician departs from usual
midget design by setting back
a speaker tower from the cabi-
net body. en in operation,
the speaker grill is illuminated

The cab-

with a soft red glow.
inet is crotched walnut, hand-

rubbed. List §$47.50 complete.

No. 39 has the standard Re-
vere b5-tube super-pentode cir-
cuit, in a crotched walnut cabi-
net. List $39.95 complete. Mod-
el 59 is a full-sized console of
American black walnut with
recessed tuning panel of bird’s-
eve maple. Standard Revere
5-tube pentode circuit. List
$59.50.
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Detroit Sells “"Better Radio™ Idea

The local radio trade benefitted tre-
mendously by the recent newspaper cam-
paign informing the buying public that
it is the better part of wisdom to in-
vest its money in up-te-the-minute receiv-
ers.

C. R. Moores, president of State Dis-
tributors, Inc, was one of the leading
factors in the drive, and it was his sug-
gestion that the distributors cooperate
with the newspapers in such action that
started the ball rolling towards better-
ment of radio merchandising conditions.

“After holding meetings with all dis-
tributors, leading retailers, stations and
theatres, the newspapers told the Com-
mittee that if the rest would cooperate
they would go ahead without any obliga-
tion from either distributors or dealers
and put on an extensive promotional
campaign along lines similar to those
suggested originally by Mr. Moores, the
newspapers furnishing of their own free
will large display promotional ads and
news notices featuring such an effort. As
a result the ‘Better Radio Season,’ em-
phasizing the slogan, ‘In a radio you get
only what you pay for,” was pushed with
great vigor by the Detroit papers, Times,
Free Press, and News, and broadcasting
stations, advertising dealers and the Pub-
lix theatres. Improved broadcasting de-
mands the latest in radio was the thought
hammered home.”

With Sam Lind acting as chairman of
the Dealers’ Committee. The distribu-
tors contributed cards, which the dealers
exhibited in their windows. Every co-
operation was offered the Publix circuit,
which reciprocated by screening a trailer
four times daily at their 18 houses, adver-
tising the campaign to movie-goers. Sta-
tions regularly featured the drive, and
are, as a matter of fact, still doing so.

Terming the newspaper support as
“marvelous,” Mr. Moores declares that
“the campaign has proven to be the larg-
est campaign of its kind ever inaugurat-
ed in the U. S.,, as far as we are able
to learn, where newspapers have cooper-
ated to as large an extent in promoting
any single commercial industry.” News
items appeared in the Times, Free Press,
and News practically every day from
Sept. 27th to Oct. 18th, cencentrating on
this high-class promotional copy. During
the three weeks they did not feature com-
mercial radio ads.

As a follow-up reward, the distributors
and dealers contributed a special radio
section on Sunday, Oct. 18th, to the news-
papers, and thus secured more coopera-
tion for manufacturers, distributors, and
dealers than was possible in the past.

Large display promotional ads, consist-
ing of beautiful hand art work and ex-
cellent make-up, were furnished by all
three newspapers in all sizes up to sev-
eral full-page spreads. The News fea-
tured a special $700 Slogan Contest, of-
fering prizes to those who would furnish
the best slogan as to why they should
purchase the latest type of receiver. This
contest received almost daily publicity
during its run. In addition, the News
printed 500 window posters and gave
them to the dealers to promote the con-
test.

Ten or 12 similar plans are being or-
ganized in Michigan at the present timc.
The only other one now in operation is
in Grand Rapids, where the Herald and
Press are cooperating to the fullest ex-
tent in the same manner us the Detroit
papers. Publicity began on Oct. 22nd.

A GOOD PROGRAM DESERVES A GOOD RADIO

g Fratures of
U Reaie
g DETROLY TIMES

2BUY A GOOD T '

RADIO NOW!
Comein and let us Demonstrate the
NEWEST and FINEST in Radios! ]I 5

2

Editorials from Recent Issues of

and in Grand Rapids and other cities
that are of a similar size or similar, an
extra feature is being promoted, with
very good success, according to Mr.
Moores. Window cards have been placed
in all merchants’ stores, and in many
cases the merchants are cooperating by
permitting the display of a radio receiver
at the same time, thus tieing in the whole
publicity of the town on this special ra-
dio campaign. In Grand Rapids, the
campaign was called “A better reception

with a better radio,” while in other towns
the phrase, “A new radio means hetter
reception,” was called into play.

The Puhlix chain, under the direction
of its Detroit manager of publicity, Ar-

thur  Schmidt, was most cooperative.
“The plan put over hy the Michigan
Theatre was most outstanding and ex-

traordinary,” Mr. Moores rcports. “They
displaved 12 of the leading makes in their
beautiful lobby the week of Oct. 3rd-
10th, and they built up their entire vau-
deville program around the radio indus-
try, which was very ably handled and
featured through the leadership of Gus
Van. who was the headliner on the bill
that week. The entire stage set-up was
most unusual, Cut cut of a huge chassis,
with mammoth tuhes, power packs, ete.,

THE DETROIT TIMES
their own wonderful 65-piece orchestrs
was seated up in the middie of the power
pack, and later on the entertainment con
sisted of 16 dancing girls, who danced in
the lighted tubes. The whole effect was
very beautiful and startling, and, of
course, goes without saying, was a won-
derful radio tie-in.”

Mr. Moores also complimented the lo
cal lighting companies upon their coop-
cration, “In practically all of the town:
where this campaign has been started,”
he said, “the local light company is very
anxious to cooperate with and further
this kind of campaign, as they are very
much interested in securing a larger load
for their lines, and are particularly in-
tercsted in promoting any high-class cam-
paign of this kind.”

Mr, Moores has received many requestr
from other cities for complete informa-
tion and personal help to imaugurate
similar campaigns in other cities. “So
tar as it is possible, I will be very pleased
to help in every way in any place where
the information or help is needed,” he
states.

At the request of H. G. Erstrom, ex-
ecutive sccretary of the Radie Whole-
salers, Mr. Moores made a special trip
to Chicago last month and present
ed the plan to a regular meeting of the
Chicago Wholesalers.  'They unanimously
requested that arrangements be made im-
mediately to start a similar drive in Chi-
cago. The plan was also presented to
the 100,000 Club at its annual conven
tion at the Stevens.

“Information from distributors and
dealers  in  the Detroit area confirms
everyone’s opinion and belief that the
campaign in Detroit is actually producing
results in spite of all the apparent han-
dicaps to any campaign of this kind be-
ing presented at this lime,” Mr. Moores
informs the JOURNAL. “It is not a
cure-all for poor business—there is real-
Iv nothing new about it, but it is simply
a coordinated and concentrated effort on
the part of everyone in the business, with
the object to educate the public that it
cannot expect ot get the same perform-
ance from a cheap radio as it can from
the better ones; also that its own set is
not what it should be-
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Thomas Alva Edison
Died October 18. 1931
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Some of the 252.5713 attendance at the New York Radio-Electrical show as they thronged into Madison Squa arden to_discover
what radio set, refrigerator or electric appliance to buy.

g N I/ il
Roll E @t lobby# the French Lick Springs Hotel, French Lick, Ind., during the
Nor& i ok The flashlight exposes Alonzo Levy of Buffalo, Glad. Henderson,
Y 4 ;

JoU Hito rry Montague of Philadglphia, H. E. Blood, President of Norge, Jack
Wagkichot Boston, Herbert Brennan of New | ork, the back view g
sonville, and the Gambill ion and father of N4
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Tompkins & Hart, Inc., of Brooklyn, report that one of
the best ways they have found to reiterate their message
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what do you think?

Hore is the radio and musie trade’s arena of controversy,
shot at.

What is your “pet” aversion or your opinion on a trade topic?
is the space

in which to discuss them.

where anything (nearly) can be said on any subject without even being
All dealers have a certain number of problems, and here
Editor—The Journal.

Tube Replacements and
Prices

Dear Mr.

I have before me your night letter an-
nouncing a substantial reduction in prices
on tubes,

In my estimation, the sale of radio
tubes by the dealer and distributor alike
at these prices can only be profitable if
a sale is made on a basis of finality. By
that I mean that to continue to handle
tubes on the existing replacement basis
will not alone absorb what profit there is
for the distributor, but will occasion the
distributor an actual cash loss.

I have been of the same opinion for
well over two years, which opinion has
been strengthened greatly in the past
year—that the existent racketeering on
replacement  will ultimately diverce
distributors from the sale of radio tubes.

Similarly, I do not believe that any
manufacturer can make a profit on tubes
by continuing to give the same liberal re-
placement policy which you have had in
force for so many years. When radio
tubes sold for $6 and $6 each, with a
questionable life because of inexperience
in manufacture and engineering develop-
ment, it was your duty and obligation
to the public to guarantee your tubes for
a reasonable period of time, and from
that guarantee developed the now exist-
ing perpetual replacement program.

The present price of merchandise does
not warrant a contribution of any such
guarantee. It is my earnest recommenda-
tion that your company and the leaders
in the field of tube sales by virtue of ad-
vertising and public acceptance, take the
initial step which is incumbent upon you
because of your responsibility of leader-
ship.

’I}‘)his step should be the definite testing
of the tube by the dealer to the consumer
at the time of sale. Such tube, if then

operating properly, becomes a final sale,

RADIO RECEIVERS
AUTO-RADIO RECEIVERS

TELEVISION RECEIVERS

LICENSED BY R.C.A.& AFFILIATES

TRAV-LER MFG.CORP.

R SAINT LOUIS -

without recourse. Similarly, the jobber
should test his tubes before shipment to
the dealer, and all claims by the dealer
must be made within five days, tubes to
be identificd by the jobber before ship-
ment to the dealer, in order to eliminate
the abuse which the dealer is making of
the return privilege.

An analysis shows me that in our tube
business, we handle a tube on an aver-
age of seven times for each sale. We pur-
chase a tube from you, and it is handled
once upon its initial receipt. It is han-
dled again upon shipment to a dealer. Qur
replacement shows that for each tube
sold, the dealer returns it to us, necessi-
tating a third handling. We, in turn, han-
dle the tube in our shop a fourth time to
determine whether the decaler’s claim is
Jjustifiable or not. It is then handled a
fifth time by our shipping department in
making a replacement to the dealer. It
is then handled a sixth time by shipping
the defective tube to . And it is final-
ly handled a seventh time upon its receipt
from

As regards the transportation costs, we
stand the initial transportation costs on
our purchases. We stand the replace-
ment transportation cost to the dealer, as
the dealer definitely and finally will not
pay more than one transportation on an
item which he buys. We handle a third
transportation cost in shipping the tube
from our stock to your laboratory. We
ahsorb a final fourth transportation cost
upon your shipment of the replacement
tube from your laboratory to our stock.

Obviously, at the present price of tubes,
any such handling charges not alone ab-
sorb our initial profit, but leave us in the
red, without taking into consideration our
internal overhead charges of shipping
room, shop, packing, and accounting.

The handling of the proposed 20 per
cent bonus effects a further handicap on
us for not alone will we sell 20 per cent
less tubes because of this bonus, but we

ADVERTISING MANAGER OR DEALER
COOPERATION MAN

Several years' experience in phonograph.
radio and hardware fields as advertising
manager for two retailers and a manu-
facturer. Knows how to produce sales
promotion literature and how to get the
cooperation of the dealer. *“Knows how to
get the most out of the advertising dollar.”
Box C. H. ¢/o Radio & Electric Appliance
Journal, 5941 Grand Central Terminal
New York.

AubioL/

"Known for lts Tone"

~ SUPEREETERODYNES
ALY/ MIDGETS
High Grade/ Set Builders
/7, Since 1921/ /
v, }{)LA/RAD/IQ o0
ICHICASY

m

will have a 20 per cent additional replace-
ment factor on which we will absorb the
various overheads outlined above,

It should be apparent to you that other
than the transportation items, you incur
all of the expenses which we incur in your
own shipping and replacement depart-
ments, to say nothing of the cost which
You incur by the replacement of defec-
tive merchandise with new.

Our experience shows us that a hundred
tubes which we take out of stock for use
in our own stock for testing purposes.
gives us a life of three months minimum.
with not more than 5 per cent of actual
defective tubes. Between this 5 per cent
and the number of tubes which are re
handled by us for our dealers’ account~
is a percentage running in various terri
tories, from my observation and inquiry
from 20 per cent to 50 per cent. These
additional claimed defects should be
branded for what they are—namely, dis
honest racketeering,

I believe that a dealer is essentially
honest, but there is some strange quirk
in his makeup which permits him to seli
a customer a replacement set of tubes.
take in from that customer a used set.
which has given normal service, without
allowance to his customer for any sum
against the new purchase price, return
these used sets to his distributor, and ex
pect a 100 per cent replacement, and then
deliberately sell them over his counter
for full price.

Both the distributor and manufacturer
is being victimized. No individual dis
tributor can stop this abuse. But —
and the , because of their position
of leadership in the industry, can and
should accept their moral responsibility
for the correction of this abuse.

I believe that this letter is of general
interest. I believe that the responsibility
is squarely on your shoulders. I believe
that it is time that these abuses were
stopped. And I believe that it is time
that the manufacturer protect his distrib-
uting organizations by taking a stand
which will insure his distributors a rea-
sonable profit for the efforts they ex
pend.

I am, therefore, forwarding a copy of
this letter to the various trade journals
in the hope that they may editorially be
of value and service to you in moulding
public opinion towards the acceptance of
this policy. T realize that it is a question
of public education and that in taking
this step you will be entitled to the sup-
port of the industry in helping you mould
public opinion to the realization that they
are not entitled to any further guarantec
on a radio tube than they are on their
Mazda lamp. It is for this reason that 1
feel that the trade journals can be of
value to you, and it is with the hope that
vou will rapidly and promptly give your
serious consideration to this problem that
I am addressing my communication to
you.

With my kindest and most cordial per
sonal regards, I am.

Most sincerely yours,

STERN & COMPANY, INC.
F. E. Stern. President
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chophane
through its Quality gives

UNC

to your
Sales Effort
and Sales Story

Echophone supplies you with wonderful sales
arguments when you are standing face to face
with a customer. The reason is simple. There’s
that Echophone Quality so well known since
1921. You can say a lot about that. It’s the
quality that has built Echophone sales year
after year and made money for dealera An
Echophone demonstration and Echophone ap-
pearance puts plenty of punch into your sales
efforts. A wide range of new models gives you
the right receiver for any prospective purchaser.
Get Echophone “punch” into your business now
—let Echophone do a big profit-making job for
you.

ECHOPHONE RADIO MFG. CO., LTD.

Executive Offices and Factory
WAUKEGAN, ILLINOIS

Export Division—Echophone Company Expeort
44 Whiteball St. New York. N. ¥.

Model ‘90" Superhetcrodyme—Large Type Chas-
sis, eight tubes, including two Pentodes Push Pull
and four Variable-Mu, Pre-selector, 4-gang Con-
denser, 10-inch Jensen Dynamic Speaker, Full
Vision Dial, Tone Control, Phonograph Jacks.

Burl Walnut Panels . . .
389.50 complete

ACTION 1S THE THING!

Model *“60 Superhetero
dyne, (Left) Seven tabes
neluding Pentode and
three Variable-Mu, Jen-
sem Dynamic Speaker,
Full Vision Dial, Tone
Control, Phonograph
Jacks, Walnut Cabinet—
6 mches deep.

353.75 complete

Model 80" Superhetero
dyne, (Right) Eight
tubes including two Pen-
todes Push Pull and
toree Variable Mu, Pre
selector, Jensen dynamic
Speaker, Full Vision
Dial, Tone Control Plhon-
ograph Jacks, 4-gang
Conder.ser, Burl Walnut
Calinet—6 inches deep

869.50 complete

Get in touch with our nearest distributor o1 write us direct for

complete details.

Our new line is outstanding in quality and

is the finest we bave yet produced. Feature the quality that

zives you the sales puach.

Echoette Model 40" four tubes including Pen-
tode and VariableMu. Dynamic Speaker, Wal-
nut Panelled.

832.75 compleie

Model *“70" direct curremt superheterodyne—1
tubes including D.C. Pentodes and D.C. Variable-
Mu. Jensen Dynamic Speaker.

859.50 camplese




The Last Word

Champion Astounds Industry
With New Group Tube Prices

By J. C. Hall

Professors of mathematies have been
tired from the Champion tube factory al
DanVers, Mass., by that “old marster”
of tube selling. Frank W. Marsh, and
group tubc prices on Champion  tubes
have been announced. Instead of having
a different price for each tube, with dis-
counts of various eolors and hues, plus a
henus, President Marsh has seized the
tube bull by the seruff of the neck, with
the result that Champion dealers and Job-
bers have only five tube prices, 50c., 75c.,
31, X130 and 3 fo remember. No more
need dealers and jobhers be obliged to
face an astrological chart on their desk
to discover a tube price. In addition,
will be another “one price™ for obsoiete
tubes, which will be priced so low, regard-
less of former lists, that Mr, Depression,
himselr, will leave by the rear door.

Herewith is one of the first Champion
aunouncenents by Gimbels, one of New
York’s noted stores (original size of one
toot high by 6 inches wide) in which the
people of the Mctropolitan centre were
acquainted with the new Champion plan.
This shows the type of tube, the old list
price and the new Champion method of
list prices, in five groups.

In a chat with F. W. Marsh, he said:
“Our  main ambition in promoting this
new group plan of selling is to make the
work of ‘the dealer and the jobber more
profitable,  “This saves a lot of time in
tiguring prices and eliminates eonfusion
on the part of the public. 1 realize that
conditions in the tube business perplex
the trade and I also know, judged by the
expressions  of opinions of dealers and
Jjobbers, that <implicity of prices, plus
fiest-class  guaranieced tube, with rational
discounts, is the one type of tube product,
giving dealers suflicient time 1o sell tubes.
I think one of the main troubles of the
tube business during the past vear has
been the uncertainty of major plans and
policies which, added to the rumors that
are constantly  circulated, prompt trade
memhers to put their attention to other
products and only being what tube busi-
ness is required by voluntary orders.

“The Champion plan is based upon sane
methods, whereby dealers and jobbers get
zood sized discounts, and the use of group
priccs.  We believe that the retail and
wholesale tube business, based upon turn-
over and only a fair amount of attention
to selling, results in good-sized profits.
There is no need to make tubes the foot-
ball of radio. and many dcalers deplore
a condition that creates an overhamging
fear that ‘something is going to hap.pen.’
Protits can be <ecured hy selling Cham-

GIMBE;LS

We Nunounce . . . .
NEW LOw PRICES

on the famous
o

48100 Persocd Sercice,
o, nederry by mait.
3t o1 orure oul
Lape o New Frice
)

(;imbels makes the first announce-
ment of Champion prices.

pion tubes and we are exerting every in-
Hluence we can not only to make a reliable
product but to merchandise Champion
tubes in a modern, efficient manner.”

When interviewed in New York, Gregg
Hallam, sales manager, Champion tubes,
had just finished reading a number of
letters from dealers and jobbers who had
been advised of the new Champion policy,
and thev were mighty pleased. Mr. Hal
lamn said: “When customers endorse our
move as they do, it is mighty gratifying
to the officials of the Champion Co. as
it shows that we are on the right track.
Considerable thought was given to the
plan by Frank W. Marsh, our president,
myself and other members of the com-
pany. with the basic aim in mind to help
dealers,  We think the average dealer can
double his tube business if he is encour-
aped, and the first thing to do is to sim-
plify the routine of his getting goods. So
many  hokus-pokus plans of marketing
have been offered to him, and so much
ol his time has been spent puzzling over
this. and over that, that it has made great
inroads on his time. most of which can

bc spent more profitadly getting busi-
ness.  We have vet to sce a dealer who
deliberately wastes his time, but we have
seen many dealers misled on future pos-
sibilities of adequate returns from tying
up money in equipment or merchandise
that is entirely irrclevant to direct tube
selling.  Much of the tube replacement
business is secured from cemergency calls,
and with the dealer now feeling confident
that the Champion gronp plan of prices
#ives him evervthing that is possible to
«et, he can stop his hewilderment of the
past and go to work with but five tube
prices in mind.”

Mr. Hallam has had considerable exper-
ience in the marketing of products in the
department store ficld; he is familiar with
the trials and tribulations that come from
the sa  termed “easyv  selling” life. and
most of them in his opinion, are but a
little sugar over a mighty bitter pill. Mr.
Hallam helieves that the intelligence of
radio dealers mnust not be insulted by
manufacturcrs. for every dealer in the
country knows that things that are free
absorb an awfrul amount of expense be-
fore the final results are known.

Jimmie Davin in East
for Norge

Jimmie¢ Davin, who needs no introduc-
tion to JOURNAL readers, has been ap-
pointed New York State and New Eng-
land district manager for Norge. Jim-
mic is busy now calling on the thou-
sands of friends he has known in the
trade since 1914.

Seventeen years ago James came to the
trade under the banner of the New York
Talking Machine Co. and since then The
JOURNAIL has chronicled his successes
with Reincke Kllis Co., in 1922, Ormes
and  Musical Instrument Sales Co., in
1924, Ampico Corp.. American Piano
Co., in 1926, Grigsbv-Grunow Co., in
1928, and since the first of this vear as-
sociated with Wm. C. Grunow.

Jimmie is associated with Geln (P’Har-
ra. Norge Eastern manager,

L. S. Gordon, President
DeForest and Jenkins

The DeForest Radio Company and the
Jenkins  Television Corporation of Pas-
saic, N. J., announce the resignation of
Charles G. Munn as president of both
companies, and his election as chairman
ol the executive committee of both com-
panies.  Leslic S. Gordon, who has been
identified with banking and manufactur-
ing aclivities in Chicago, succeeds Mr.
Munn as president of the DeForest and
Jenkins  companies. The personnel of
hoth organizations remains the same.
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All-Wave Reception Popular

Ben Abrams Reports Huge Demand
Sets

Cable Radio Tube Corp.
Active in Television

The Cable Radio Tubw Corporation of
Brooklyn, N. Y., manufacturers of Speed
radio tubes, have set aside a large portion
of one of their plants for the manufac-
ture of various types of television tubes

and other aecessories embodied in  the
television field.
[t is reported that Cable cngineers

have developed a radically acw television

tube called “The 'I'ripe Twin” In ad-
dition to this intense activity on tele-
vision, and radio production practieally

up to capacity, Cable is producing a large
quantity of various types of photo-elec-
tric cells for commereial use. DExecu-
tives of the Cable Radio Tube Corpora-
tiou cstimate that the coming season will
show large increases over figures of last
vear,

for

Ben Abrams, one of the most popular
figures in the music and radio industry,
with which he has been successfully ident-
ificd tor over fifteen years, reports that
the 1932 trend towards all-wave recep-
tion is creating a great demand for the
Duo receivers that the International All-
Wave Radio Corp, announced a couple
of months ago. Mr. Abrams is president
of the eompany, which maintains sales of-
tices both in New York City and at its
factoryv in Ann Arbor, Mich. Associated
with Ben ar. W. Keene Jackson, vice-
president ané Western sales manager, C.
A. Verschoor. in charge of the factory,
(. J. Fritts and Farl Cress in Ann Arbor,
and Max Abrams, secretary and treasurer
of the company. who is in charge of the
New York office.

Ul_lique Disi:iay Nets Sales

Central Radio Corp.. Neuwark, N. J., stages a powerful display that made sales of
tha new Crosley Plavtime

New 25¢ a Day Iee Meter
for $18.75

\ new ice-meter for 25c.-a-day selling
) refrigerators is being introduced at
218.75 each by an Ohio manufacturer and
will  be  announced in the December
JOURNAL, This meter will be sold on
¢ money-baek-in-ten-days guarantee. 25¢.
¢ day will permit the refrigerator to work
for 24 hours, and a number of quarters
may be inserted at one time.  The unusual
low price of $I18.75 is possible as this
honse has been making coin attachments
for years.

Stewart-Warner Shipping
1,200 Sets Daily

I'he Stewart-Warner  Corporation  re
ports that its radio division is shipping
1.200 receiving sets daily and is far be-
hind on orders. W, .. Zucker, vice-presi-
dent, in making the announcement, said
he viewed prospeets for buciness as indi
cating  steady improvement. 'The June
quarter showed the company had net ir
come of $110,937, reducing the deficit for
the first six months of the year to
4220819, against a net income of $1.528.-
«t2 in the corresponding petiod last year.

International All-W ave

43

Ben Abrams

The oryginal modeis of the Internation-
al All-Wave Corp. show the amazing
vialue this organization has been able to
baild into a receiver. For a price asso-
ciated with only a midget set, $69.50, this
company  offers  an  cight-tube  receiver.
complete  with tubes, for operation on
bath short and long waves. The chassis
uses varinble mu and pentode tubes: two
35°s three 24's, once 27, one 47 and one
80, Two tuning dials, one for short waves
and one for long, are provided. In addi-
tion to the Duo models, a full line of
superheterodyne  sets. ranging in  price
from %3050 to %£79.50 are made by the
s{me company,

Greet Mayﬂower Delegaies

Who’s Who at the Mayflower Factory

.
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Executives of the Mavflower refrigerator organization, who greeted delezates to its
recent convention
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Electric Refrigeration Bureauw Plan Cewmmittee in session in Chicago.

Berno Westinghouse Radio
Sales Manager

Harry L. Berno, who has been associ-
ated with the Westinghouse Electric and
Manufacturing Company for eleven years,
has been appointed acting radio sales
manager. Mr. Berno is a graduate of
Ohio Wesleyan, majoring in business ad-
ministration. For the past five years he
has been associated with the merchan-
dising department and for the last two
and one-half years has been assistant to
F. R. Kohnstamm, director of merchan-
dise.
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Bureau Plans Bigger Refrigeration Sales

Pilot Adds 6 More

Distributors

C. M. Sherwood, general sales manager
of the Pilot Radio and Tube Corporation
at Lawrence, Mass., announces the follow-
ing additions to their distributing organ-
ization: Farrar-Brown, 494 Forrest Ave,
Portland, Me.; Splitdorf, 5254 Brookline
Avenue, Boston, Mass.; Varrick Company,
Manchester, New Hampshire; Whitte-
more Bros., 122 Main Street, Worcester,
Mass.; ILyons Battery & Electric Co.,
2501 Union Avenue. Altoona, Pa.; R. J.
Locke, Baltimore, Maryvland.

A Record Selling Display

This Columbia record display did a
record selling job according to Rudolph
Fractman, proprietor of the Rialto Music
and Radio House, 168 North State St.,
Chicago. Casual passersby simply had to

stop when confronted by a window so at-
tractively dressed. Once stopped, the ap-
peal of the merchandise drew them into
the store. There it was easy to do the
actual selling.

APRI2Y, 1931

Left to right: C. E. Greenwood, N. E. L. A., A. C. Watt,
Commonwealth & Southern Corp., W. H. Hodge, Byllesby Engineering, ¥'. E. Underwood, Lord, Thomas & Logan, Inc., A. M.
Taylor, Kelvinator Corp., M. E. Jacobs, Nebraska Power, Marshall Adems, W estinghouse, E. D. Doty, Frigidaire Corp., L. H. Rosen-
berg, Lord, Thomas & Logan, Inc., W. ]J. Daily, General Electiic Co., G. W. Allison, Electric Refrigeration Bureau.

Houck Joins Kolster

After a ten-year association with the
Dubilier Condenser Corporation and
predecessor, Harry W. Houck has re-
signed as chief engineer in order to join
Kolster, as assistant chief engineer.

WANTED—Sales Connection either Manu-
facturer or Distributor—Several years ex-
perience in New Jersey as Sales Repre-
sentative for Manufacturer and Distributor
Can furnish reference. Box L. L. c/o
Radio & FElectric Appliance Journal, 5941
Grand Cenrtal Terminal, New York, N. Y.

Proven Television

SEE-ALL
Televisor Kit

Noneedtowaitanylonger
to enjoy modern television
when SEE-ALL offers
proven equipment at such
low prices.

Less than 20 minutes
required to assemble it.

All essential parts and simple in~
structions to assemble a fool-
proof televisor included.

SEE-ALL Short-wave Receiver
Lists for $39.50 -ess tubes.

Distributors — Dealers
Good territory still open.
Write.

\ISION MFG.Copp,

2\

5 UNION SOQUARE

OF AMERICA,INC. g
NEW YORK CITY
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COIN

Meters

for 25¢c-daily refrigerator selling

ERE is a meter that shuts off the refrigerator if the customer
doesn’t drop in 25¢ daily, and it must not be confused with
“bank type” of devices, which are merely receptacles for money and

do not shut off current.

This is the lowest priced meter on the market.

We have manufac-

tured coin-meters for vears, and our meter stands up under all tests.
Our meter is easily attached, durable and is fool-proof.

Write us at once for the full story, telling
about how many you think you want. Our
prices about 259, less than any other
meter.

Frank E. Pierman

Coin Meter Manufacturer

FRANK E. PIERMAN

Ottawa. Ohio

Send me details of 25¢ daily meters.

Name

Addres:

Ottawa, Ohio

E. J. Dyﬁs—t;a Again Clarion
General Sales Manager

Transformer Corporation of America
announces the reappointment of K. J.
Dykstra as general sales manager. He
resigned due to ill healtk from the Trans-
tormer Corporation of America, prior to
the June Show, but has returned fully
recovered and in excellent spirits, to con-
tinue his work of extendiny Clarion dis-
tribution. Res C. Atwood will continue
ns assistant sales manager, in charge of
the field sales organization.

B. E. Klank. formerly director of pub-
licitv, is now advertising and sales pro-
motion manager for Transformer Cor-
poration of America. Mr. Klank, who

has been associated with Clarion for the
past 18 months, was instrumental in in-
creasing sales by his promotional efforts,
and has successfully eonducted several
sales contests that created a spirit of en-
thusiasm and rivalry among Clarion’s
large distributor organization

Incorporate Stewart-Warner
. r !
Film Mfg. Corp.

The Stewart-Warner Film Manufac-
turing Cerporation has been incorporated
in Delaware to carry on the color film
raanufactaring of the Stewart-Warner
Corporation. The latter concern has been
experimenting with color film for more
than twc years and will eater actual
production in the near future.

Duette Repeat Busiress
Appeals to Jobbers

Li. Paul Hamilton, genersl sales mana-
ger of Duette, the radio dealers’ cash line,
reports two new, live wholesalers: Stand-
«rd  Talking Machine Ceo.,, Joseph C.
Rousch, president, Pittsburgh, aad Buf-
talo Talking Machine Co., O. L. Neal,
president,  Buffalo, N. Y. 'These two
houses are well known in their respective
territories, and their handling of the Du-
ette and Duette fluid is a tacit endorse
ment of the value of these prodmets.

Mr. Hamilton also said: “While dealers
make a profit on the Duette, the bulk of
the money comes from repeat business on
the fluid, sales on the latter being a con-
stant source of income.”

SALESMAN WANTED to handle low price fast selling
line, exceptional product and exceptional prices
want sales representative to handle departmen: store
trade. Address Box C.C, ¢/o Radio & Electric Appliance
Journal, 5921 Grand Central Terminal, New York, N Y.

Also

r et

MANAGER—Young married man with 12 years
experience in the radio and music lines is desirous
of making a change for improvement.
qualified to take charge of entire store cor depart-
Has knowledge of modern merclandising,
outside sales organization, profitable service de-

Will go out of town if
Box Z, Radio & Electric
Appliance Journal, 5941 Grand Central Terminal,

ment.

partment, collections, etc.
proposition warrants it.

New York.

Fully

List Price

$25.00

e > R
AT

&

thick and is nearly twice as heavy as any other
Model “BB” micropkone in its class.
Heavy 2t Kt. Gold Spot Centers.
diaphragms. Hair line precision of manufacture,
Fully guaranteed. Finished in highly polished
chrome plate.
Model “BB”, listing at $25.00, with any 240.00
to $50.00 microphone on the market.

UNIVERSAL MICROPHONE CO., Ltd.

1163 Hyde Park Blvd.,

THE MASTERPIECE

In Microphone Construction
‘The New Heavy Duty
Model “BB”
A two-button microphene that has

become the talk of the radio in-
dustry. It is 3 in. in diameter bv 2 in.

&

N

Equipped with Extra
Duraiumin

Compare this new. heavy duty

Inglewood, Calif., U. S. A.
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D:tWALD

PENTODE SUPER SERIES 1932
Licensed Under R.C.A. Patents

A Complete Line of Super-Quality Radios at
New Lower Prices on Which You Can Make
Bigger Profits

CHASSIS

Why handle non-descript merchandise on which you sacrifice profits as well
as your reputation, when you can buy the nationally known line of Pierce-
Airo Receivers at new low prices, maintain your reputation for quality and
service, make a better profit and offer

A RADIO CHASSIS FOR EVERY PURPOSE

Model 735 Model 535 Model 637 Model 547A

Pentode Variable-Mu Pentode 5-tube Super- Pentode 6-tube direct Pentode 5-tube Super
Super Het chassis. Tuned radio fre- current chassis; em- Tuned radio fre

. quency, Variable-Mu ploys all heater type quency, Variable-Mu
Same chassis with 8 (paqsis of tremendous tubes and provides The mighty “Cub” of
tubes Model 746 M. power. For A.C. cur- for wide variation of the Air. For A.C
For A.C. current. rent. line circuit. current.

Write today for circular illustrating and describing the
entire line of new 1932 DeWald-R.C.A. Licensed Receivers.

512 SIXTH AVE.
- MODEL 547A
PIERCE - AIRO, Inec. v vork city gy g MODEL S#TA
MANUFACTURERS OF FINE RADIO SETS FOR TEN YEARS OF THE AIR

\

2
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From the home of midgets comes the new
POWELL Midgt Radio

which ix just 12 inches high and weighs a pound for every
inch., 12 Ibs. [t has everything a good set should have, and the
dealer price is $14,70, fess tubes. Made with high-gaic litz wire
coils: full vision dial: pentods tube: dynamic speaker: tone can-
trol with walnut eabinet. tu

You get a quick turn-over of capital with the I'owell, as dealcrs
sell them easily, especially during the holidays.

Even a small amount of newspaper advertising on the Powell
brings people into the dealer’'s store-——truly an advertising leader
in every way. It is the set that gives great value for the monsay
and right in line with today’s tendencies of the public to demand
the most for the money.

No Individual ean buy the parts and produce a set like this

Powell model for the money we xell it at, and we are living up to
our slogan “most radie fcer the money.”

JOBBERS:

) ()G () -GN () -SEED- () - G- ( )’

Send us an order for o
Start right away on the
holiday business.  Das
counts are right. Dealors
price $14.70, per set, less
tubes. Time is short and
cvery day counts before
the Christmas trode, so
write, wire or telephone
ns today.

POWELL MFG. CO.
6121 So. Western Ave,
Los Angeles, Calif.

B OG- () - (

|| CHICAGOS NEWEST
DOWNTOWN HOTEL

' RUNNING ICE WATER

IN EVERY ROOM q:x.

$950 $300 N &
2\.‘/ AND 3¢ Wfihﬂl

ITH BATH 10y
NO HIGHER \".2
~ !‘

R

n

3

=5 B

PARKING
WORRIES

l DIRECT ENTRANCE
(| FromM HOTEL TO
i |

HARRISON PARKING
GARAGE

HARRISON STREET JUST OFF
MICHIGAN- BOULEVARD

CHICAGO

~Jobbers!..

)-E-() -G ()-SR ) < ( )-SND- () -GND ( ) -G (

b

@BrLYER[®

Electric Radio - Phonograph Motors

L

In ordering
samples give
voltage aud
frequency.

Al ]
They stick to FLYER
ECOGNIZING their superior basic simplicity of
design and balanced efficiency, leading builders of
quality Radio-Phonographs were among the first to use
Flyer Electric Phonograph Motors. They have kept right
on using them . . . it will soon be three years. When
better motors are made they will be Flyers.

The Green Flyer and its larger running mate, the Elue
Flyer. For all A. C. Radio-Phonograph work. Amply
powertul, operating on all commercial voltages and fre-
quencies. Also the Green Flyer for direct current, either
110 or 220 volts.

And now . .. the Green Flyer can also be furnished in
these new specifications:

78 R.P.M. Governor Speed Controlled or Constant Speed.

33-1/3 R.P.M. Governor Speed Controlled or Constant
Speed.

33-1/3 and 78 R.P.M. within the same motor with either
Governor or Constant Speed.

(Mo condenser required on Constant Speed)

The GENERAL INDUSTRIES CO.
3111 Taylor Street, Elyria, Ohio

TESTED SAFETY

Atlas - Cases are individually designed for the radios and refriger-
ators thcy carry. Eefore the first shipment is ever made, the
deﬂlgn is subjected to searching laboratory tests that prove ite
superior strength—and its superior economy.

Nothing is left to chance. You know, before you ship, that your
product is traveling in a container of ample strength to with-
stand every hazard of the road.

Write for our new howklet, “Why You Can Be Sure of a Better
Case,” ilescribing this new method.

ATLAS PLYWOOD CORPORATION
Park Square Building, Boston. Maseachusetts C

New York Office: Chicago Office:
33 West 42nd Street 449 McCormick Building
Factories: Richtord, Vt.; Montgomery Center, Vt.; Morris-
ville, Vt.; Greenville, Me.; Stockholm, Me.; Goldsboro. N, C.:
Waterloo, Quebec. Braneh Factories in Twelve Cmes

5036
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ASSOCIATIONS

RADIO MANUFACTURERS’ ASSOCIATION

Bond P. Geddes, Exccutive Vice-President
1 West s2nd Sreet, New York, N. Y
M. F. Flanagan Exenutive Secretury

32 W. Randolph St, Chicago, Il
President: J. Clarke Colit.

1st Vice-Pres.: A. § Wells,

2nd Vice-Pres.: F D. Williams.
3rd Vice-Pres.: N. I. Bloom.
Treasurer: L. F. Muter

RADIO WHOLESALERS’ ASSOCIATION
H. G. Erstrom, Executive Vice-President.
32 West Randolph 5t, Chicago, Ill.

President: Louis RBuehn.

Vice-Pres.: James Aitken, David Goldman, H. E.
Richardson, D M. Trillirg. A. A. Schaeicerhahn,
F. A. Wiebe.

Secretary: H. J. Shartle.

Treasurer: Robert Himmel.

Chairman: Harrv Alter.

NATIONAL ASSOCIATION OF
MUSIC MERCHANTS
Delbert L. Loomis. Executive Secreiary
45 West t5th S, New York, N Y,
President: Edwin R. Weeks.
Vice-Pres.: Jay Grinnell, C. H DeAcres, W. W Brac-
fora, Phil A. Lehman.

Secretary: Charles H. Yuahrling.
Treasurvr: Carl A. Droop.

NATIONAL ELECTRICAL
MANUFACTURERS’ ASSOCIATION

Arthur W. Berresford, Managing Director.
420 Lexington Ave., New York, N
Presidert: Clarence L. Ccllins.
Treasurer: R. H. Goodwillie.
Vice-Pres,: F. R. Fishhaek, C. H. Strawh-idge, S. L.
Nichelson, D. R. Bullen, W. E, Sprackling.

VACUUM CLEANER MANUFACTURERS’
ASSOCIATION

C. G. Frantz, Seeretary & Treasurer.
1087 E. 132nd St., Cleveland, Ohlo.

Chairman: Julius Tuteur.
Vice-Chairman: C. A. FParker.

WASHING MACHINE MANUFACTURERS’
ASSOCIATION

J. R. Bohnen, Secretary.
89 Fast Jackson Blvd.

President: E. N. Hurley, Jr
Vice-Pres.. B. D. Hunt. A. H. Peters.
Treasurer: W. H. Voss.

16MM BOARD QF TRADE
A. D. V. Storey. Treasu-er & Fxecutive Secretary.
Hotel Victoria, New York, N. Y.
President: Jalius Singer.
Vice-Pres.: A. B, Ayers.
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SURE WAY TO INCREASE

TUBE SALES!
REE T This Tube Tester

] Brings Them into the

- ' .

This *750 Tube Tester: Store and Sells Them Tubes
Hickok Space A.C. 4301 (List Value $750.00)

and WHAT IT DOES — and It Costs You Nothing
. Reads dynamic mutual conduetance directly on meter. -
on Our Tung-Sol Preferential

Dealer Plan!

o =

. Reads plate current direetly on meter.
. Reads grid enrrent or gas directiy on meter.

Checks for cathode-filament leakage.

9o

Indicates shorts between all elements of tubes on series of Let folks know that yvou’ll test their tubes y—

lored 1 S, N .
Splonaicaiips and you'll make a lot of money out of tube sales.

6. S!um.ylies up 1o 250 volts D.C. for place cireuit. thus making Handled R‘igllllv vour tube business can pay your

possible a dependable and accurate test. overhead and leave you that much more net profit.
7. Checks all trpe tabes, The Tung-Sol Preferential Dealer Plan makes
8. Meters cannot be burned out or ijured. your store headquarters for tube testing and lor
9. Operates from 60 eyele 110 volt A.C. line—requires no bat- tubse sales. It is a definite “hook” for bringing old

tubes into your shop for replacing with new.
This plan is arranged for you so that it works
almost automatically.

teries of any kind.

10. Compensates for all line fluctuations,

Here is some of the material you get FREE under
this Plan:

1. Hiekok A.C. 4301 Tube Festing Equipment (List Value
8750.00). In your window or on the connter this tester
is a great atsractian and a fine salesman. It brings them
in—then sells thenu tubes.

2. Iickok A.C. 47 (List Yalue $125.00). A smaller and
portable tester.

3. Tube Carrving Kit. A safe and easy way for people to
take tubes to and from your shop. (Dealer’s imprint
charge of $2.50.)

4. Mailing Fokler. Two colors, imprintcd with dealer’s
name and giving htest kst prices of all Tung-Sol Tubes.

5. Mats for newspaper advertising announcing free tube
testing service by the dealer. Varions types and sizes.
Space for dealer’s imprint.

6. Window Displavs. Streamers, Pyramid Displays, Fes-
toons, Transparemcies and Hangers, in striking eolors
and designs.

. Counter Displays. Counter cards, list price cards, re-
placement gatides,

T l
Become a Tung - 5ol Prefer- U N L Sales Divisions:

|
(-mml.Dcalcr a‘n({ own this Atlanta, Baltimore, Boston,
material free. For full infor- R A D I ] T U B E s Charlotte, Chicago, Cleveland,
RO\ Detroit, Kansas City, Los

=1

maiion write at once to our

4 nearest sales divisien. One of the. . o) Sel Products Angeles, New York, St. Paul
Made by Tung-S«ERy asdnc., Newark,N. J.
—
(1 pozation of Americx
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TO
RADIO
MERCHANTS

WHO NEED ADDITIONAL PROFITS

A year ago we told you that ‘““Copeland sales
climb when radio sales decline.’”

We told you that Copeland knew its business
when it came to helping radio dealers merchan-
dise electric refrigeration.

Now we are winding up our most successful fiscal
year. Sales for the first ten months of our 1931
period were far ahead of 1930—this in a year
when other businesses have had hard going.

You, who wish to
devote time and
energy to profit-
able sales during
the slack season in
radio, can share in
Copeland’s success
—can gain a sub-
stantial return.

DEC| JAN | FEB MARAPRIL MAY JUNE JULY ALG | SEP

Copeland sales climb when radio
sales decline

As we approach 1932 we want to tell you that
our plans call for even more intensive merchan-
dising effort through radio outlets next year.
Copeland was the first manufacturer of electric
refrigeration to see the possibilities for radio
dealers to make money in the refrigeration
field. We have had five years’ experience in
building up practical procedures for radio
dealers to follow in selling electric refrigeration.
Now we are ready to put our resources to work
for a still greater sales volume through radio
merchants.

Here is a made-to-measure opportunity for you
to share in Copeland’s progress.

COPELAND SALES COMPANY
350 CASS AVENUE MT. CLEMENS, MICHIGAN

COPELAND

ELECTRIC « REFRIGERATION

DEPENDABLE -«




