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An announcement

of tremendous importance to
the radio music industry

appears in this issue
on page 2/

§ ,

BRUNSWICK RADIO CORPORATION

' DIVISION OF WARNER BROTHERS PICTURES, INC.
‘ 120 WEST 42nd STREET, NEW YORK, N. Y.

O UBNAL



/S YOUR fd&d (o3t |

HIGHER THAN

YOUR ﬂ/(dﬂé i L?O? ¢

HF average cost of selling a radio set has stayed
wav up compared with the “mark-up”onanav-
erage priced radio set. 1fyou doubt that statement
just divide your cost of doing business last year
by the number of sets you sold and get a surprise.

Suppose the average cost of making a sale and
delivery is 535 per set (in addition you have
the trade-in problem). Assume you average 10% 1
gross profit on the sale—what does that leave you
when your average sale drops even to 51257

You are sure of a profit on Stromberg-Carlson
sales, hecause the lowest priced Stromberg-Carl-
son radio is 8175.

Dealers have discov-
ered. too, that prac-
tically every radio
prospect believes:
“There Is Nothing
Finer Than a Strom-
herg-Carlson.”

Distinctive Stromberg. Carlson
Consoles from $175 to $375.
The Multi- Record Radio, (au-
tomatieradio-phonographcom.
bination, electrical), $660,
('Time prices, complete with
tubes, l<ast of Rockies.)
STROMBERG-CARLSON TELEPIIONE
MANUFACTURING CO.
ROCHESTER, N. Y,

No. 19 Superheterodyne
(illustrated). Mahogany
finish,

Stromberd-Carlson!

MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS
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Announcing. SPARTON
REFRIGERATION

Hf[S will serve to formally announce Sparton’s

entrance into the Refrigerator Field on Janu-

“ary 1, 1932.

. Hl\ is only a logical step, following thirty years

28 of manufacturing precision products.

h ARE pleased to accept dealer and distributor

appllcmom for open territories.

The Sparks-Withington Co.
Jachkson, Michigan, U. S. A.

SPARTON of CANADA, LIMITED

London, Ontario
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Licensed under patents and appli-
cations of R. C. A., Hazeltine,
La Tour, Lowell & Dunmore, and
Boonton Research Corporation.

/J

o
Superheterodyne

RADIO

offers you TEN great models
from which to choose

Majestic dealers can carry the entire line to satisfy every possible
whim and budget of their prospects or can put on their floors an
assortment of cabinets which, from experience, they know will “go”
well in their neighborhoods.

Every Majestic is a superheterodyne . . . . every model incorporates
CHELTENWoop Wulti-Mu un(! .Pentode tub.es. The Majestic dealer, .however, has the
additional exclusive advantage of Spray-Shield tubes,
Twin Power Detection and the “ Modulated ” super-
heterodyne civcuit. These are features which Majestie ‘

i

gathered and perfected from all over the world.

You do not have to explain who the manufacturer is
. « . you do not have to “talk up” the quality.  Over
3.000,000 Majestic sets have made the name
and performance known the world over.
It will pay to have a talk with the Majestic
distributor.

GRIGSBY-GRUNOW COMPANY, CHICAGO, ILL.
World's Largest Manufacturers of COMPLETE Radio Receivers

ELLSWOOD

BRUCEWOOD BRENTWOOD

- - N - (¢ - -
Majestic Eleetrie Refrigerator
Perfectly balancing the seasonal  hold with the public as have few
sales of radio is the now famous  productsinrecent years, It is made
Majestic Refrigerator. ... Mighty  inthe three most popular sizes...is
Monarch of the Arctic. A quality  exceptionally attractive in appear-
product. .. priced right...it took ance..and carriesa3-year guarantee. ABBEYWOOD

COLLINGWOOD
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Grouping - “Bunking™

Results are coming
fast to those who
have joined the ‘“de

bunking’ parade.
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TO PROFITS
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Just made
for a Christmas Gift!

This new Victor Record
that plays 30 minutes 18
bound to perk up your

holiday sales

ERE’'S a novel, entertaining, and
inexpensive product thatanswers
to the question thousands will ask
this Christmas: *“What shall I give?”

It's something that few people have
as yet. It's something that anybody
will enjoy if they have a combina-
tion radio-phonograph that can play it.
It's the new Victor long-playing record!

You can also make a nice follow-
up profit byselling records to customers
who have bought combinations. To
spur your Christmas business, Victor
now offers many new musical releases
on the long-playing and standard
records. Some are included in the list
at the right. Order today from your
RCA Victor distributor. RCA Victor
Company, Inc., Camden, N. J. 4
Radio Corporation of America Subsidiary.

CURRENT

Raggedy Ann’s Sunny Songs for
Children.

L-7001—Symphony No. 5 in C Minor
( Beethoren)— by the Philadelphia
Symphony Orchestra, dir. Leopold
Stokowski (Long Playing Record).

L-4504-4505 — Foster Melodies, Suite
No. 1 by Nathaniel Shilkret and
Victor Orchestra (Long Playing).

L-24003 — Gems From The "Band
Wagon’’—Leo Reisman and his Or
chestra (Long Playing).

RELEASES

M-116 — Debussy Album — Leopold
Stokowski and the Philadelphia
Orchestra.

7142 — Shepherds’ Christmus Music —
Parts 1-2, Stokowskiand Phila. Orch.
202-i6— Ob Come All Ye Faithful and
Joy To The World—Trinity Choir.
19816 — Christmas Fantasy — Parts 1
and 2, Mark Andrews (Grand Organ).
22834— Cuban Love Song—Waltz
(From the motion picture "Cuban
LoveSong”)-Tell Me Witha LoveSong
—Paul Whiteman and his Orchestra.

Victor Records

RADIOS . . .

@ RCA Vietor

PHONOGRAPH COMBINATIONS
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FIGURE THE FREIGHT
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'& Radios must be amply proted’ed against tronsporfohon
~~%=  hazards, yet every pound added in packing increases the
cost of freight. Added freight makes your radios harcer
to sell.

Now, by the Atlas Laboratory Method of Packing Case
Selection, you can eiiminate the surplus pounds that pad
your customers’ freight bills. Laboratory tests which du-
plicate every hazard of the road check the packing needs
of your sets. They enable Atlas engineers to design
coses which have cmple strength, yet weigh nct ene
pound more than is necessary for complete protection.

The services of the Atias Laboratory cre
offered without charge or obligation. They
will save money for you as they have for
every other manufecturer who has taken
advartage of our offer. Our new booklet,
“Why You Can Be Sure of a Better Packing
Case,” tells what the Atlas Laborarory is
and how it will help you. The coupon will
bring it promptly. Clip and mail it today.

:ZQ tl pél k’ln ds 3@

e IF ATLAS I’L\ Woom CORP OHI\TIO\I

o k‘lll 117{";
Lobarotory tested Atlas

coses give rodio cohi-
nets complete protec-
tion in tronsit without
surplus weight to in-
crease freight bills.

“‘rw‘lﬂd ﬂ'\“l
R'hio

ATLAS PLYWOOD CORPORATION PARK SQUARE BUILDING
BOSTON, MASSACHUSETTS We are interested in ary plan that will cut shipping costs.

Please send wus, entirely wiithout obligation your booklet
on the work of the Atlas lLaboratory.

NEME
COMPANY
ADDRESS

n
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THE SIXTH ANNUAL

RM A TrADE SHOW

AND 8™ ANNUAL CONVENTION

MAY 23-26,1932

CHICAGO

TEE ONLY OFFICIAL R M A TRADE SHOW—
RADIO’S BIG ANNUAL CONCLAVE

Held by and for the Industry—Advanced to May, for Eady Trade

NOTE—The May. 1932, Trade Show is the only Radio Show sponsored by the
RMA and under its management, for RM A members, Jobbers and Dealers.

Everybody in Radio will be at Chicago during the week

IMPORTANT

Radio sales will be helped g-eatly by the 1932 Presi-
dential Election Campaign!

The Republican and National Conventions are planned
next June. Therefore. the annual “JUNE" trade show
and Convention of the R. M. A. is being advanced to
the week of May 23rd. 1932—for the Radio Industry
to start early, before the Pres'dential nominating Con-
ventions and Campaign.

of May 23rd.

This is the Radio Industry’s own and largest annual
meeting! Thirty thousand (30.000) square feet of
Radio Exhibits in the Stevens Hotel. Public not ad-
mitted. For the trade only.

All Exhibitors required to show current merchandice
—no vacant booths.

Twenty thousand (20.000) radio manufacturers, job-
bers and dealers to attend.

Reduced railroad rates—Special trains.

Official Hotels—Stevens Hotels and The Elackstone
- —together on Michigan Avenue.

4 e (;'T'ﬁ Joint meetings—Radio Wholesalers Associaion. Na-
3 "f' !I:::‘_jlll;:l = tional Federation of Radio Associations and other
1" ‘lllm +r A 2 J;:u industrial organizations.
Ad g griiiee B rer par RS A I -
'l CXISTHR o ;:: !’ = Invitation credentials for the Trade Show will be
‘.pl :33:::::5‘ i m"{t,,;( mailed about April 15th. 1932. REMEMBER THE
’ L et s ‘754, :’,;- i DATE—AHAY 23rd—AT CHICAGO!
! ,"' SRR e ég:r
B /57 (REVTY e f”." LU T o |
) CLTC, | O (TR AT o CEerrs 1\
UZIETATLIT ~ L ﬁAmo MANUFACTURERS ASSOCIATION el o
= STEVENS HOTEL =T~ 11-W.42n0STNY.City 32 W.RANDOLPH ST.CHICAGO HOTEL

'World Radio Histol

i
4
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OPPORTUNITY
{o DOMINATE

MODEL 31-G SUPERHETERODYNE WITH SLIDING DOORS $87 50 COMPLETE WITH TUBES

AMERICAN BOSCH

RADIO

e The New American Bosch Superheterodyne in the Most Beau-
tiful of Sliding Door Cabinets for $87.50 complete with Tubes

i
!
!
i
t i
it

Pt

o

vmp e (Tihe =N

One of the finest examples of the cabinst maker's art—a real furniture
piece with sliding doors that will attract buyers to your store and pul
profits in your bank balance. This fine Superheterodyne is American Bosch
precision-built, which mears everything that is moderr in design and su-
perior quality in manufacture. Tone, selectivity, sensitivity—all the features
of performance which keep radio merchandise sold are built into this
new model as only American Bosch knows how to build. This is new and
timely merchandise which carries a full orofit so write or wire ot once.

UNITED AMERICAN BOSCH CORPORATION

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

American Bosch Radio is licensed under paterts and applicaticns of R. C. A, Wesrern prices slightly higher,

N RN SN TN EE I VR AL RS (T ST T S I T 0 I S I R AT RN S v RSN Sy s e
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PE]RF"IL\IAN!‘E DACKED RBY
REPUTATION WILL SELL |
IN MARKET

. Just a few short months ago the New Kolster
International was an idea. 1t was backed, of course,

from both a financial and an engineering standpoint
by one of the largest communications companies in
the world, Mackay Radio and Telegraph Company.
Yet, after all, at that time it was just...an idea.

Today,with precision manufacturinginacompletely
modernized plant...with a new and complete line of
sets that have already established new standards of
radio performance...with a steadily expanding dis-
tributor and dealer organization...the New Kolster
International is forging ahead. It is proving that per-
formance,backed by reputation, willsellin anymarket.

The New Kolster International is being sold only
through distributors and dealers of recognized stand-
ing in the industry and only on a basis that will in-
sure a fair profit for all concerned. Distributors and
dcalers who can gnalify on that basis should write
today for full information.

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

Main Office and Factory : 360 Thomas Street, Newark, N. J.

MODEL K30 In Canada: Kolster Radio Ltd.. Toronto, Canada

Complectely shiclded, mine tube,
band pass superhetcrodype with
automatic volume eontrol, push-
pull pentode output. The eabinet
by Jun Streng suggesis the influ-
ence of Seventeenth Century Eng-
lish design. Oriental walnuttoprail
and apron. Matched butt walnut

pilusters. Decorative instrument
punel. Spool stretcher. Lacquer
tinish, List 8129.50 with tubes

Above: Final testing of the New
Kolsterlnternationalchassis just
before installing in  cabinets.

Atright: Final assembly line in
the Kalster plant, Newark, N. J.
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E€ROSLEY SUPERHETERODYNLE

Pentode Output.Variable Mu
Full Size DynamicSpeaker

SUPERHETERODYNE

LLA " 3636

Complete with Tubes

yThe Crosley LITLFELLA (above) is un entirely
new am utterly different 5-iube Pentode oulput,
variable Mu Superheterodyne usines a full size
Crosley full floating moving coil dynumic speuker.
Senruationally low priced for such super-perform-
ance. The uattractive cubinet of beautiful veneers
is only 17 inches bigh.

The Crosley LITLBOY

An exquisite lowhoy consol: (right) housing the
same charsis and dynamic speaker as The LITL-
FELLA. Front panel is of Amerienn hlack walnnt.

Ponrts and stretel lnvru are wnlaut finish, $ 50
Sides uwd top are 5-ply waluut vencer. 48'
Complete with Tubes

Tuke PusliPull Pentode Qutput
(nﬂ‘l} l Variable Mu.Dynamic Speak

~en vE R
S aimnas

%”ﬁﬁ‘;’fﬁ.u s 69

Complete with 10 Tubes

A compact table model receiver (above) incor-
porating the new Crosley 10-iube push-pull
Pentede output, varisble Mu Superheterodyne
chasms with nieter tuning. autematic volume con-
trol and anditerium size Croslev full floating
moving coil dynamic speuher. The magnificent
all wood cabinet is 20%4 inches bigh.

The CrosleyHappy Hour

A mmgnificent 44-inch siz-legged console (right)

incorporating the snme chussts and features as

The TENSTRIKE uand an auai- -

torium size full dynamic speuker, $9930
Complete With 10 Tubeux

RADIO RECEIVERS

are the Greatest of
ALL Radio Values

No matter what comparisoas you may make, you'll not find as great a value for the dollar
in a radio receiver wx you'll find in these new Crosley madels. From tiie Crosley LITLFELLA,
a SUPERHETERODY NE using Pentode and variable Mu tubes and incorporating a full
size foll flonting moving coil dynamic speaker, to the Crosley HAPPY 1HOUR, a 10-tube
push-pull Pentode output, variable Mu SUPERHETERODYNE embodying meter tuning,
automatic volume control, and using an auditorium type full floating moving coil dynamic
speaker, there is 1 CROSLEY to meet every demand for radio reception and to satisfy every
purse. Every Cro<ley receiver shown is a SUPERIIETERODYNE—every one under $100!

Jhe Cro%oy s 9 75

Complete with 8

An exquisitely derigned all wood table or mantel
model {ubove) 17 inches high, 1714 invhes wide, 101¢°
inches deep.  Frowt panel is of imported Oriental
wood finished in 1wo-tone effect.  &'he solid side
punels and arch top are of high-lighte« walnut finish.
Incorporates the new Crosley 8-tube  push-pull
Pentode output, vuriable Mu  Superheterodyne
chassis_and latest Crosley full floativg moving coil
dynamic spenker. KEmbodies all the new Crosley
featurcs. Never before such superlutive radio
performunce at se low a price.

The Crosley ANNOUNCER

One of the mort beautiful door console models
(right). Stands 42 inches high. Incorporates the new
Crosley 8-tube push-pull Pentode, voriable Mu
Superbeterodyne chassis plus the new type Crosley
auditorium size fidl floating moving $8500
coil dynumic speaher

Complete With 8 Tubes

The Crosivy
CHLERIO

A magnificent cabinet of
rare beanty, full 40 inches
high, housing the new
Crosley 8-tube push-pull
Peatode, variabk:  Mu
Superheterodyne chassis
and pewest Crosley full
flonting movingcoildyna-
mic speaher. All new
(Ironln y feutures

e $6500

Complete With8Tubes

The Crosley
MIRRY MAKER

Another 40-inch console
of unusually attractive
i and sound con-
struction  howsing  the
new Crosley 8-tnbe push-
pull Pentode, variuble
Mu Superheterodyne
chursis plus the new type
Crosley auditorinm  size
full floating moving cail

dynamic Q;—SOO

spwicher.
Complete With8 Tubes

Tube Push-Pull Pentode Output
Variable Mu..Dynamic Speaker

SUPERHEIERODYNE

The (rosley
PLAYTLINME

Tere it isl A dream conie
true! A grandfuther type
A. C. electrie hall clock
incorporating the new
Crosley 8-tube push-pull
Pentode,  varinble Mo
Superheterodyneradiore-
ceiver und Croxley audi-
torium size, full floating

moving _coil  dynamic
speuker. The same A, C
house current connec-
tion operates both

clock and $950()

radio.
Complete With8 Tubes

THE CROSLEY RADIO CORPORATION

POWEL CROSLEY, [Ir.. President
CINC

N

Home of *“the Nation's Station™ —WLW

(Monlaua, Wyoming, Colorado. New Merico and wesl, prices slightly higher.)

YOU'RE THERE WITH A CROSLEY
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Here’s a Real '
Live Item ¢

$10

Retail
’ A wonderful item for
(m Ckristmas and all year
QM)WQ round. CASH sales —
large profits—quick turn-
aver. Thousands of deal-
a er ers everywhere are re-

porting big sales.

Stock this quality movie eamera —display it on your
counter—in your window—use the display material —
counter cards, window stickers, folders, etc. which we
furnish. Cash in NOW om the natural demand for an
honest to goodness movie camera at only $10. Every
one of your customers is a good praspect—call them
up, send them a postal, or one of our folders.

This camera takes exceptionally clear fine pictures,
equally as satisfactory as those rtaken with cameras cost-
ing $100. and more.

Write us today and we will give you the name of your
nearest Movie-Maker distributor and all details regard-
ing our liberal discounta. The coupon is for your con-
venience.

The Projector $12.75
The MOVIEMAKER PROJEC.

TOR—= fitting companjon for
The MOVIE-MAKER Camera—
in appearance, in mechanical ex-
vellence, in operation. It pro-
jeets large, cleur pictures. Plugs
into your electric light circuit.
Is very portable, weighing only
6% pounds.

THE VITASCOPE CORPORATION

200 Fifth Ave. Dept. R New York City

W % [7 [0 Please seud me full detzils and discounts on The

b ’IEM[?}( = Movie-Maker.

IR [ Please send me a sample camera and projector at
full deafer’s diccount end bill me throngh my
jobber.

Address .. ..eeeeienn

Name . ..--- : e
Jobber’s Name .. ..

QUO VADIS!

(Whither Goest Thou?)

It was just about a year ago that the
more astute radio wholesaler was
seriously considering the problem of
“Where are we going?” and where was
he to secure sufficient business to main-
tain his organization at a profit. These
“thinking wholesalers” have operated
during the past year “in the black”
while many another’s experience has
been quite the reverse.

Where are YOU going, Mr. Radio
Wholesaler, and what are YOU doing

to keep yourself abreast of the times?

If you do not have sufficient in-
formation at your fingertips to deter-
mine what procedure you should fol-
low during the coming year, why not
contact these successful radio whole-
salers when they meet at the coming
Convention? There, you will have an
opportunity to gain first hand knowl-
edge from leading wholesalers all over
the United States. Comprehensive re-
ports on various activities are being
prepared for your benefit. Attendance
at the Convention and affiliation with
the Radio Wholesalers Association will
prove to be the wisest investment you
can make in 1932.

PLAN NOW TO ATTEND !!

SIXTH ANNUAL CONVENTION

NATIONAL FEDERATION OF
RADIO ASSOCIATIONS, INC.

AND

RADIO WHOLESALERS
ASSOCIATION, INC.

FEBRUARY 16-17, 1932
PHILADELPHIA, PENNSYLVANIA
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svtomatic RADIO

LONG CISTANCE

10-TUBE
SUPER- HETERODYNE
Semi-Highboy (Mode1 91)

*155

COMPLETE

8-TUBE
SUPER-HETERODYNE
Highboy (Model 90)

135

COMPLETE

10-TUBE
SUPER-KETERODYNE
Highboy (odel 92)

*195

COMPLETE

14-TUBE
HYPEF-HETERODYNE
Highboy(Model103)

%290

COMPLETE

~ 7-TUBE

SUPER-HETERODYNE
Table Model (Model LH)

$409.95

COMPLETE

7-TUBE
SUPER-HETERODYNE
Lowboy (Model WH)

$69.95

 COMPLETE

7-TUBE
SUPER-HETERODYNE
Highboy (Model MH)

$79.95

COMPLETE

11
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CLEAN UP WITH THE

COLUMBIA

HOME DRY CLEANER anp WASHER

This is the new household utility
dealers are cleaning up with. It's a fast
moving item, priced right for easy. profit-

able sales. Every home should have one.

The Columbia Cleaner is quick—safe
~thorough. Saves time, money, and
clothes. Will last a lifetime. Nothing to
get out of order. It is large enough to
dry clean several dresses at a time yet is

light and easily handled.

PROFITS IN REPEAT BUSINESS

Everv time vou sell a Columbia Cleaner vou will regularly
sell gallons of the Columbia Cleaning Fluid—the non-explosive
cleaning fluid specially produced for use with the Columbia
Cleaner. It is safe to use and what's more, can be used again and

again.

COLUMBIA PHONOGRAPH COMPANY, INC.
55 Fifth Avenue, New York, N. Y.

—

=

oy

I
Mail 10 Columbia Phonograph Co.. lnc. |
55 Fifth Avenue, New York, N. Y. ‘
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WEDWMM
Your Greatest Opportunity in Radio History! |

THE BY-PRODUCTS SURPLUS CORP.

CHARLES IZENSTARK and RAYMOND ROSEN
117 North 7th St., Philadelphia

has acquired by outright purchase the entire factory and distributors’ inventory of the new
1932 current models of

A few of the prominent merchandisers

festuring BRUNSWICK RADIO: 1 These nationally famous instruments are now be-
now lea

Abraham & Straus-&3$°§‘?r'l“ ing liquidated, and it is possible for any responsible
Ludwig Baumann—INe

Davega, 1"S°{—Sevéhi{g;§ dealer to retail Brunswick Radio at practically half
The Fair Store—

" - York 9 . 9 5 .
glmlll)tel& %?E%?ashl\i‘:;on,ou C. the established factory list price and still make his
ec . H
Jenkins Music Co.—Kansas City

Co.—Boston usual profits.
Jordan Marsh Co.
Maison Blanche—New Orleans

e }s\fay Cg‘ffl_‘i}ﬁl{::furgh WIRE, 'PHONE OR WRITE TODAY
ay-dtern M

The Outlet Co.——Il:rovilgen(‘f‘as FOR COMPLETE INFORMATION o
Platt Music Co.—Los Ange

ix ller Co.—3t. Louis
S,;".‘@E:fdrgf g“c‘la:;thier _hiladelphia CHARLES AR U
?/::1 Electric Co—New York 1
John Wanamaker——N.ew York :
Wieboldt Stores—Chicago numerous to RAYMOND ROSEN

and many others too - N'
mention Suite 152—Hotel Astor,—New York

Christmas, and this is your chance
to do a great holiday business.

Mail this Coupon NOW

Charles Izenstark From The RADIO JOURNAL
and

Raymond Rosen
Suite 152, Hotel Astor, New York.

Please mail me full particulars as per “ad.”

Name

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

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

5
%
%
% Only a short time between now and
%
%
é
é
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Now the Model D
TWO-SPEED 33Y% & 78 rp.m.)

Governor - Controlled

Green Flyer

Stroboscope Please

Disc sent specify
FREE. Shows voltage and
correct 88 1/8 frequency
and 78.26 required.
r.p.m, |

Induction type Ample power.
SI‘ECIALLY designed for perfection of dual service. the new Green

Flyer Model D Electric Motor with turntable provides for play-
ing the new 33 1/8 r.p.m. records and also those recor led at 78 r.p.m.
Shifts from one speed to the other by pushing a consenient lever.

Furnishes positively uniform speed under severe variations of volt-
age and record drag. Governor control provides a 10% rarge of
speed adjustment as desired.

For all vollages and frequencies: also supplied for 110 or 22¢ volts
d.c. Furnished complete with turntable, speed regulator dial and speed
change escutecheon. Automatic stop is optional.

% (GENERAL INDUSTRIES CO

3111 Taylor Street, Elyria, Ohie

S$PEED

R. C. A. Licensed

RADIO TUBES

—no FREE merchandise
—no TRICK bonuses

—just a business-
like quotation which
assures a clean profit
in resale.

Cable Radio Tube Corp.

Executive Offices

230-240 N. 9th St., Brookiyn, N. Y.

EVERY
ARCTURUS TUBE

musil pass :
LIRS

137 TESNTS Bl

1N JSA
anp cnecks R
Reductionsinpricesor revisionsin meth-

od= eannot ... will not...interfere with
Arcturus’ rigid standards of giving each
bine tube 137 tests and ehecks hefore it
leaves the factory. The quality of Aretu-
rus Blue tubes, recognized by eritical
engincers of leading set manfacturers,
jobbers, dealers, consumers...and erven
conceded by other tube manufacturers
...will not be sacrificed for any reason!

Not an Arcturus Tube cscapes these
137 tests and checks. All raw materials,
cach operation, every part...each tnke
ix interminably “third-degreed.”

Each Arcturus Tube niust meet the
rigid Arcturus limits.cluser than those of
any other manufacturer; it must cheek
for the highest degree of vacuum prae-
tically obtainable, precise characteris-
ties. humless and undistorted reprodue-
tion in actual receivers. gruelling life
tests, continuously checked and re-
checked. Then, and only then, is the
tube ready.

Areturus Blue Tubes, jealously gnard-
ing an established reputatien for qual-
fty. reliably back-up the reputation of
sour store. You can depend on them to

WeArT AL LA HUAL AN JiL |||

catisfy your customers. to make the seix -
vou sell stay sokl and to ereate a “blue™ >
tube repeat business for your store. Get -
the details of these most profitable, fast- -
est selling blue tubes from vour jobler, -
or write us. .;
ARCTURUS RADI®O TUBE CO., NEWARK, ™. 1. -‘

<]

RCTU IRE!S
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L.ook ahead with
RCA Victor

A leader in 1922 . ..
“RADIO HEADQUARTERS”
Leads again in 1932 . .. toward
better business . . a sounder foun-
dation for retailers . . . profits

worth working for!

19 31 IS PAST. What of 1932? RCA Victor

stands on the solid foundation of
Victor’s 30 years and RCA’s 12 years in the
business of providing entertainment in the

home.
With no heavy inventories to liquidate .

With a line crystalized and established—a
line built on quality with price ... With two
great names, two great records, linked in one

common bond of leadership through the years.

And with new things—great things_daring
things in store for the coming 12 months!

Dealers who realize that the present situa-
tion is a passing phase—decalers who are build-
ing a business, not operating a one-night stand
—will march with RCA Victor in 1932.

If you want a soundly founded business—if
you want an established place as a merchant—
if you want steadier income for a more solid
business—keep in touch with your RCA Victor
distributor. Watch RCA Victor in 1932.

RCA Victor Company, Inc., “"RADIO
HEADQUARTERS,” Camden, N. J. A Radio
Corporation of America subsidim‘y.

“BUILD FOR THE FUTURE WITH RCA VICTOR”

% RCA Victor

“RADIO HEADQUARTERS”

Radios . . . . len,ograph Combinations . . . . Victor Records
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The goat who rules the destinies of
December is not to he enafused with the
unhappy scapegwat, who=e function is to
bear the hrunt of other<” blunders. This
is a busy and prosperonz fellow. He is
the mobiir goat who has learned to bt
his way to bigger sales.
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HIS LAST “SMACK ON THE NOSE”

to tube list-prices, whereby one or

two tubes, particularly, are “listed™ at be-
low any cost of production, when equip-

ment discounts are figured, brings up the |
query : “Why should tubes be sold by every- |
one at certain list prices?”’ If it is true that |

replacement tube business is only done un-
der emergency conditions, and if tube
prices are lowered to almost a vanishing
point, what inducement will be left for deal-
ers to SELL tubes? The unit of sale on
midgets got so low in the Spring that The
JOURNAL found it easy to interest dealers
in the move for higher prices, with the re-
sult today that the poorest sellers in some
lines are the lowest priced models. I no
opportunity exists for anyone to make a
profit on tubes under present prices, deal-
ers will become immune to “pep talks and
literature” and tubes will become to radio
dealers what sugar is to grocers.

F THE CUSTOMER WANTS A 224

tube in a hurry, what difference does

it make if the price is $2, $1.50 or $17? One
cannot sell two tubes because the price is
81, and the customer won’t stop buying if
it is $2, because the set must work. The
tube replacement trade is one place where
reduced prices do not inerease the possibili-
ties of sales, generally speaking, and we
have heard no enthusiasm expressed by
dealers or jobbers over the new list prices.
It would not be surprising if a few tube
manufacturers, always skillful in merchan-
dising in the past, will recognize that the
tube list price is a relic of the past, and will
present a line of tubes with the prices
properly based on manufacturing costs and
rational dealer profits. It would appear that
a tube, so presented, would be welcomed
by many dealers.

T LOOKS AS IF 859 OF REFRIGERA-
tors are sold on time payvments, and
repossessions are at the lowest in the busi-
ness, despite the so termed “depression.”
Reports indicate that but 59 of service
calls are henafide, with 809, of «ervice ealls
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due to faulty installation. If the latter is
true, education is required for service men,
for such a huge percentage of calls is waste-
ful. A dealer in Rockville Centre, N. Y.,
sold 550 refrigerators in 1931, with only
one going back—and it was a cash sale with
money refunded. In 1924, it is said that
there were 200 makers of electric refrig-
erators, and that today, there are but 45.

Will history repeat?

P ROPER COMPENSATION OF
wholesale salesmen is getting the at-
tention of the bosses. Wholesale salesmen
in one territory will earn five times the
money obtained by a salesman doing the
same kind of work but not the same resulis.
One successful jobber in a town of 500,000
pays 5% on refrigerator sales and 6% net
on radio sales, with $50 weekly drawing
account. One of his men makes $1,000
monthly, but excluding him, the average is
$300 monthly. No expenses are paid.
When radio is sold on 409, discount, the
salesman gets 8%, but if sales are made to
a 40-10 buyer, the commission is 4%. Sev-
eral wholesalers in larger cities give whole-
sale salesmen 5% flat, no expenses, on all
sales, and in some of the Metropolitan
areas, salesmen earn as high as $1,500

monthly.

OTHER JOBBERS PAY THEIR MEN
$150 monthly salary, with $25
weekly car allowance, plus 19 on sales,
which means roughly that $4,000 worth of
sales must be made to even up. Other job-
bers pay a flat salary of $150 to $250, in-
sisting that a car be used out of this money,
and even then, owing to the lack of possibil-
ities, they do not earn their money on the
5%, basis. It stands to reason that every
jobber wants to pay as much as possible to
the earners, but the trouble is that some ter-
ritories have smaller population; that the
dealers are located in small towns and do
not sell a great deal of goods, although in
the aggregate, the volume is satisfactory to

the jobber. A salesman with a Metropoli-
tan jobber, handling a few large accounts,
makes more money than the heads of many
businesses.

II ll OUSE ORGANS ARE ON THE

wane. 1931 was the test and they
were found mighty poor business getters.
The neutrality of the house organ is
against it at the start; the verbosity of
getting over an idea; the clamor devoted to
the line, itself and the lack of editorial
“ring” to give stamina to the contents, all
tend to make the average house organ a
publication nit-wit. When houses engage
in the publication business on the side, the
same type of result is secured as if the pub-
lishers of this paper were to engage in the
jobbing business. We speak only of those
house organs that go to dealers, as this is
where our experience is. What the value
is of a house organ to the public, we don’t
know. Dealers do not have the time to
wade through high-school-boy house
organs. They know everything is written
with prejudice and that the text is devoted
to an exhortation of one line. We’ve seen
any number of them flipped into the waste
basket unopened because of their ungodly
dullness, and at the same time seen postals
with price changes or new items carefully
filed. A mailing campaign of intensive
coverage for a month—ten or twelve pieces
of mail — occasionally as conditions
warrant—costing the same during the year,
is much to be preferred. Many house
organs are written for the man at the top,
the dealer is only the innocent bystander,
who is expected to waste his time reading
eulogies—like the guy at the banquet who is
so unfortunate to hear ‘‘unaccustomed as
I am to publie speaking, etc.” ad
nuisancem.

W[TH AN AVERAGE RETAIL

price of $125, a Journal-read-
er-dealer sold 62 washers last month with-
out even putting on a “sale.” Also this
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dealer specializes in service work, employ-
ing five service men and netting $1.200 for
that month’s work—and by net we mean
profits and not sales of service. Itis amaz-
ing how good dealers can sell respectably
sized units when they want to. Then in a
short time each customer is a prospect for
a “‘small” washer. In radio, a console sale
can be followed with a midget without
much trouble, but to sell a midget, and then
a console, is difficult.

A BOSTON DISTRIBUTOR OF A

ccrtain washer goes blocey, and
the New York sales manager of the washer
lets Bloomingdales have about cighty of
them to wlvertise and sell at $99.50, ~egu-
lar price $155.09. Result was that on the
third day of the sale, a Jamaica dealer had
three repossessions, the customers forfeit-
ing the'r down pavment and buving the
washers at the ““third-off sale.”” Why man-
ufacturers permit these things 10 happen.
when alittle extra discount offered to their
own dealers would move them. is beyond
all comprehension. It just raised hell with
the already lowered prestige of this make
of washer, and aroused such a bunch »f an-
tagonism among dealers that will take a
vear of time and twice the amount of
money involved in the sale. to ameliorate
(what a wonl).

REPORTS FROM DEALERS INDI-

cate that many of the tube testers
rate too high, and that many tubes shown as
“perfect” should go into the ‘“‘medium”
class. These dealers claim the proof of this
is putting the tubes back into the set, and
comparing with a new set of tubes, with the
latter winning, 14 to 0. It is claimed that
many lubes, after 1,000 to 1,500 hours,
show up on some of the meters as “per-
fect.”” One dealer made ten tests of tubes
on year-old sets, and nine bunches of tubes
showed up as “‘perfect,” but he claims from
now on it will take three magnifying glasses
in unison te find many perfect tubes on the
meter he uses. He says the purpose of us-

ing meters is to sell tubes, and not to be a
“sealer of weights and measures.”” A good
tube tester, so he says, should show an aver-
age of 509, replacement of tubes.

‘l HREE CALLS PER SET, AVERAGE,
seems to be the normal service ex-
pectancy of a dealer that handles half doz-
en radio makes. One of these calls is the
installation, thereby making legitimate
“service” figure two calls per set. 409 of
another dealer’s service cails are to push
back the plug into the socket, and he does
this with great ceremony and eclat, the cus-
tomer not knowing what he did but assum-
ing that he is a worker in magic. He charges
for it, too. Another dealer finds that he is
obliged to reject 259 of all sales on ac-
count of credit risks, therely giving the lie
to the report that ‘“‘those who do not intend
to pay are not buying.”

VERYWHERE I GO IN WHOLESALE
merchandise circles 1 see signs:
““Special values for department stores’ and
I am puzzled by it. Does it mean that these
goods are for ‘‘advertising purposes and
are of skrimpy value’ or does it mean that
there is an organized move with whole-
salers to give department stores more for
the money than small merchants get? Does
it mean that department stores wave a mys-
tic selling wand over the public? 863 de-
partment store radio managers get The
JOURNAL and they conduct their business
with every degree of expertness; rarely do
they sell any bargain in radio that other
dealers cannot offer at approximately
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days

——————  sufliciently ~old so
that the dealer can profitably develop
the incipient demand. FEverv sale to-
day is zoing to lead to two or three
sales tomorrow.

Christmas gives vou your chance to

wedge into the automobile radio
marker. There are twenty-two million

pleasure cars in this conntry. Rela-
tives .and {riends of the owners of these
twenty-two million cars are racking
their brains to find suitable gifts. Radio
has always proved a tremendously
popular present, as past sales at Christ-
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radio seems to be over.
now teady for the dealer who goes
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over a vear lo get across the idea of
listening to radio programs while
automobiling. but now the publie is
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Parts of the Motor Majestic 110

mas time prove. Automobile radio sets
give vou the chance to open up a field
where praetieally every one of your
old eustoniers are live prospects.

In going after this special business,
it woulll be wise to advertise installa-
tion after Christmas. The set can be
delivered, or a certificate furnished,
and the installation work done after
the holiday rush. As will be explain-
ed further, it is usually best for the
dealer to have this installation dene
by an ignition service man.

One thing whieh makes it vital for the dealer to
get into the automobile set business as soon as pos-
sible is the faet that many of the new ears will be
radio equipped. General Motors have their own
Deleo automobile radio and (our other companies
are planning to offer radio as optional equipment on
their next year’s models. This is going to give tre-
mendous publicity to the automacbile radio set and
create enormous sales to old-car owners. The dealer

Crescent
Auto Radio




Moteor car radio will
prove a big aid to stimu-
late sales in summer.

Votorola

Gypsy radio

who has estahlished himself in the field by that time
will get these sales. .

The radio dealer is admitted to be the logical owlct
for the antomobile radio distribution, but there are
many things which he must master before he can con-
trol the flow of this business to his store. Althongh the
final result to the set is radio reception, the selling. in-
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Auto-Dial Installation

stalling and servicing are a new business. At the present
time it is anybody’s money, with the odds in the favor
of the radio dealer, but if he passes it up other outlels
will take it

Although arguments have been heard pro and con
the radio dealer selling automobile sets, the largest
manufacturers in the country of this equipment place
their faith in their regular dealers’ ability to handle
motor car receiver sales. The radio dealer has the
selling ability, the customer’s good-will, tlre entry to
the home and the ability to finance.

The radio dealer’s ability to nstall the motor car
set, however, is not so widelv recognized. Tt is point-
ed out that this is specialized work. requiring an jgni-
tion expert who commands $2.00 an hour or better.

Ignition wires must he thoronghly shielded; rods,
wires and other pieces of the car which extend from
beneath the hood tp under the driver’s seat must be
gronnded. A great many hour’s of high-priced labor
can be wasted in lecating motor noises if the installa-
tion is not handled by an expert. It is figured that
50 percent of the installations are perfect the first
time, 25 percent require at least one more check-up,
and 25 percent mav take sixteen hours’ work.

Universal equipment

In view of this need for expert installation, dealers
who do not maintain a thoroughly efficient swrvice staff
should make arrangements at a flat rate with their
local ignition experts. A price for such installation
should be aronnd $10 or $12. As most sets are adver-
tised less installation prices, the dealer should figure
his normal profit en this work.

At the time of writing, excellent sales of automobile
radios are being enjoyed by dealers in Western states
where distances are greater and more time is spent
outside of heavy traffic zones. At present the market
is not to be measured by car registrations as much as
by local conditions,

SPARTON AUTOMOBILE RALIO
MODEL 40
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How Levine

overcomes prie
competition

By F. W. Briggs

Mr. Briggs has been intimately associated with the talking machine and radio business both in advertising and art
work, since 1916 and he is now specializing as consultant to the individual dealer.

ONEY invested in the past years by a
dealer to build prestige through ad-
vertising should be regarded in the
same light as money invested in real
estate or stock. When a radio deal-
er has put nearly a third of a mil-
lion dollars into newspaper adver-

=" tising over a period of ten years, he

should be drawing handsome dividends today. However,

Arrow’s i
displ.y 10

sny in the Last fo

. feadership in Radie vale
Arrow's 0 iebniment has
Seen ealablished for yesrs.

has on displey all te Colon-
ATTOW 12l Modeln and we can defin-
itely say that you hase never wesrd sach
reption yon have never mtd such
you have never known mich
valvew

A0 Colomal Dowlor Wa Are Abls tw Prove .
Come In Today for » Orestatratun,

FOLLOW THE ARROW
FOR RADIO

“Easy 1o Pay the Arrew Woy”

ALY
W

PHONE
DELAWART

IVENNT) 388-390 JACKSON AVE., JERSEY CITY, N.v.

OPPOSITE the CLAREMONT BANK~

A typical Arrow display, seven columns wide, featured in the
local newspapers during his prestige building campaign in 1928.
Compare the amount of space featuring “Arrow” with that used
to display the actual merchandise, and the absence of price. The
text in this case was of congratulatory nature in connection with
the opening of a new movie house in Jersey Cizy.

when this money has been spent to create intangible
good-will and the dealer finds that his customers are
being lured by the purely price appeal of bargain stores,
he is confronted with a very real problem of protecting
and realizing on his investment. How to maintain cus-
tomers’ good-will and yet meet the low price cries of
Metropolitan stores is the question.

Al Levine, presi-
dent of Arrow
Electric Co., in
Jersey City, N. J.,
one of the largest
single retail stores
in the country, is
combatting this eb-

AN

Radlo

Six-lexged Highboy

Wtk the Wow Rodse Wander

Padio Pioneers

stacle. He realizes

fully that the pub- ged

lic is now “price What that means
conscious,” that it to You

will shop before
buying, and that it
is up to him to in-
stil confidence in
the public that his
prices compare fa-
vorably with any
in town. Altogeth-
er, this shrewd

I,\ THESE chaotic timen of sales here—nabes
there, nutes everywhere -the windom of pur-
chasing at & long etablished house is obsioun. %

1t 18 true that today there are som: remarkable
offerings in radia . . Hul only a veteran dealer

with a market hnowledge gained solely by y ears
of ntimate contact ean purchase whely and
economiically for you.
Arrow's enarmous purch wing pawer developed
through twetve successful years in Hudwn

County guarantees the best in Radio for YOU
« . Performance, Nafety and I'rice.

CHOOSE YOUR RADIO
S§HOP FOR PRICE

merchant has spent 7 %G W 24
$300,000 within the DN SLECIPCCBAD cone, |, o
. - 988-390 JACKSON AVE. JE RSEY CilY
past decade build-
ing up the good name of Arrow, and certainly he isn’t
standing idly by watching the labor of ten years suc-
cumb to a temporal condition. He is maintaining in
every current ad the same sound and progressive policy
that has characterized Arrow advertising since radio’s
inception. Parodoxical as it may sound, he is uphold-
ing the “quality” appeal of his ads while simultaneously
injecting the current price motif.

Mr. Levine and 1 fornwlated Arrow’s radio advertis-
ing policy during radio’s birth year, 1921. Our guiding
principal has ever been: every dollar Arrow spends
on prestige advertising (distinct from bargain advertis-
ing) brings in its full return of value, whether that
value materializes on the date of insertion or next
month or even next year. Our view has always been
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dictated by the longer perspective of really worthwhile
merchandising, the ability to look down the years and
to build all the time for the future. This viewpoint is
diametricallr opposed to bargain newspaper ads which
aim only for quick turnover and care not a whit for
tomorrow. Such copy is all too frequently resorted to by
unethical dealers to rid themselves of questionable mer-
chandise. 'We have never departed from our decision
that if Arrow was to grow steadily and surely, it must
crcate good will and confidence; never, therefore, have
Mr. Levine’s customers been taken for a merchandising
“ride” through ads that make a direct price appeal. It
has been Mr. Levine’s experience that ads based on
direct price appeal never in the past produced results
any more renumerative that his prestige advertising. Of
course, times have changed with the arrival of the “price
year” in radio and in every other business, due to the
current “depression.”” That is the reason why Arrow
has departed in a way hardly noticeable from the
prestige tenor of its ads and has injected more of the
“price” atmosphere. But I will speak of that later.
First, I wish to poimt out some details of Arrow ad-
vertising that repaid itself a thousand times in the
past and has given Arrow its in-
vulnerable position in New Jersey
retailing circles.

One feature that has always mark-
ed the Arrow ads is the policy to
promote the above mentioned good
will in community and local activities;
special forn was devoted to any event
of outstanding importance in Jersey
City and its environs, the Arrow ads
tieing-in with these occurences. An
example of this was had in the open-
ing of Loew’s Theatre in Jersey City
when the Arrow advertising made a
“friendly gesture” to the new theatre
and further enhanced Arrow’s reputa-
tion. Similarly, the opening of the
new Staten Island Bridge last month,
giving the Island direct contact with
Jersey City, was ancther occasion for
featuring the Arrow name in a spe-
cial ad celebrating the event and in-

P

Three of the pres-
ent Arrow series,
emphasizing price
~—but price in the
abstract. Note the
duplication of lay-
out, yet pictorially
different enough to
renew interest. Text
attempts to iron
out the confusion
of prospects caused
by the extravagant
claims of compet-
ing houses.
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viting Staten Island. -~
ers to inspect Arrow’s
radio merchandise
and get acquainted
with the warm Arrow
contact and service,
Another point has
always given strength
to the Arrow adver-
tising—a point which
Mr. Levine and my-
self have seen ripen-
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ing into profits ever b
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Current example of a special display
taking advantage of general publicity
attending the opening of the new Staten
Island Bridge, plus a good-will gesture
to a new fertile field for Jersey City
merchants. This type of display also re-
acts on local readers, who are now fa-
miliar with Levine’s up-to-the-minute
displays.

The ads, too, have always been run
in scries form, entirely different as
to content but decidedly similar in
make-up so that it has always been
easy for the reader to identify
Arrow’s ads. The repetition in style
makes them recognizable and suc-
ceeds in focussing the reader’s atten-
tion, gets him to read the message
and makes him remember whose it is.
It has been found valuable, also, to
bunch the Arrow newspaper space
and to use it once a week, preferably
in the Friday papers, in one great
smash ad, instead of using a small
amount of space each day. An im-
portant reason why the Arrow advertising has always
succeeded is because we have employed “personal en-

pmect Store L8

deavor.” In other words: Arrow doesn’t use simply
mats, but individual methods calculated to handle
Arrow’s individual territorial problems—problems

which cannot be comprehensively grasped by manufac-
turers’ advertising managers located thousands of miles
away who are probably unacquainted with particular
problems peculiar to certain territories. Personal ap-
plication to the solution of existing territorial problems
has always been amphasized in Arrow ads and that is
one reason, after all, why they’ve clicked.

Now when price made its unwelcome entrance into
the radio retailing world and stores in Arrow’s territory
succumbed to the cut-price advertising lure, Mr. Levine
perceived that, altho he had an unequalled reputation
for quality merchandise, service, etc., still the buying
public might possibly regard him as too “high hat” in
price, a supposition that would prove injurious and
drive many a prospect to the cut-rate radio shops. Radio
stores adjacent to large trading centers know what this
sort of competition means; all too often the gyp who

(Continued on page 31)
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that makes
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Galty toes in —
into the home

MERCHANDISING idea old in the
kitchen wutensil field is  eliciting
plenty of sales and prospeets for
the Roval Llectric Equipment Co..
in Woodhaven. Long Island. AL G,
Gatty, proprictor, has found that it
pavs to concentrate his <elling activ-
ities on eleetrical appliance demon-
strations at private homes in his territory. e has four
or five salesmen doing this work all year round.

This is the way he works it:  He or one of his sales-
men will approach a neighbor prominent in social af-
fairs with the request that she consent to a group dem-
onstration of the Royal Vacuum Cleancr or the Sun-
beam MixMaster at her home. Most women ure keen
for this sort of thing. and in litle time the hostess-to-
be has selected her list of guests (limitel 10 12 or 15,
as a rule;. Women fcel there’s a per-onal obligation
to cooperate when her home has been selected for the
demonstration. more =o than it it were held at a club.

Gatty avoids women's clubs and chureh societies, as
it has been his experience that the home demonstration
is much more acceptable. The average ol a dozen guests
at such gutherings is maintained. as it has been found
preferable to addvess a smaller andience. It is casier
to obtain the women’s attention when only a few are
present: with a larger crowd it is diflicult to prevent
the woman from talking among themselves.

“We stress the fact to the hostess and the guests that
nothing is sold at these demonstrations and that no
prices are quoted. Naturally, we present a demonstra-
tion and talk that is very interesting. For instance, we
make it a point to feature a new appliance that is prae-
ical and necessary in the home. like the MixMaster
and the Roval Vacnum Cleaner, with its new purifying
featnres.” Following the demonstration the hostess is

presented with an appropriate gilt prize by Mr. Gatty
in appreciation of her kindness.

L reality, this is an application in the electrical ap-
pliance ficld of the “endless chain” idea, used so suc-
cessfully for the past 15 years in selling kitchen uten-
sils. The hostess usually furnishes coflee and cake, and
the only expense to the retailer is his time and effort
and the gift bestowed upon the hostess. The latter, of
course, turns over her guest list to Mr. Gatty, and assist~
him in checking up on the names and addresses of
those who for some reason or ancther were unable to
attend. Tn this way every potential buyer attends a
demonstration.

“Well. I don’t know many peoplk,” some prospective
hostesses will remark when the idea is snggested to
them. Then Mr. Gatty ventures the further suggestion
that each of her friends whom she is inviling should
ask a personal {riend to come along with her to the
proposed demonstration.  “In this way you will meet
new friends.” the hesitating hostess is told.

Every guest is eventually comtacted by one of Mr.
Gatty’s salexmen, who calls upon her at her home. It
is then that the actual sales are made. The demonstra-
tion, therefore, is verbally free of obvious commercial-
ism.

In summer the outlying districts are worked with
this plan, while during the winter the urban sections
reecive the attention of Mr. Gatty and his assistants,
The Royal Electric Equipment Co. operates thronghout
Brooklyn, the Bronx, and Long Istand.

“Even if 1 put on a demonstration and immediate
sales are not forthcoming, I at least get good publicity
out of the ~tnnt. We determine by canvassing how much

of a prospect a party is and we put all the information
into owr prospect file.”







He is paralyzed —
but each month
he handles 2.000
service calls

ERVICE men not only can sell, but
they are the best class of salesmen,
according to the Radio Doc, who
employs nothing but service men.
Four salesmen in addition to him-
self and a bookkeeper average near-
ly two thousand service calls a
month, working on a minimum
rate of $1.00 a call or $2.00 an hour. Fourteen different
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The Radio Doc handles 2,000 service cells a month

makes of radio are sold by the Doc and in October he
sold 863 tubes.

Dr. D. I. Wadsworth, commonly called the “Radio
Doc,” is a shining example mot only of how service calls
can be made profitable, but also of how a man handi-
capped with physical disabilities can rise above his en-
vironment. His success should be inspiring to dealers
who have the full use of all their faculties. Sixteen
years ago Doc was a prosperous dentist, but arthritis
struck him, depriving him of the use of his legs and
the partial use of his hands. He turned to radio. whieh
had been Lis hobby, and today he has built an organiza-
tion in Pasadena, which is known throughout Scuthern
California.

The telephone and antomobile play a big part in
Doc’s business plan. On every week day frem eight
a.m. until ten p.m. and every holiday from ten to five,
Doc is seated in a special chair in his store. By merely
turning his head he can answer the phone and a writing
pad and switchboard at his fingertips permits him to
take any message or relay any call to other parts of the
store. He advertises for service work in the local news-
papers and telephone directory, and he gives a type of
service which sends friends of customers to him.

“My sales depend mostly upon the ability of my men
while out on service calls”, the Doe told the writer.
“Poor tubes, interference and cheap sets are the most
usual causes for service calls. Three men outside with
special service trucks and ome man in the store with
myself handle from 1,700 to 2,000 calls 2 month, about
90% of which come in by telephone. All of these men
are skilled salesmen, although they are all paid a
straight salary. In October they sold 863 tubes alone,
and they sell everything pertaining te radio.”

Among the sets handled by Doc are Westinghouse,
Atwater Kent, General Motors, Brunswick, Crosley,
Zenith, Kolster, Bosch, Echophone, Apex and Sparten.
In his advertising, a= well as soliciting service and re-
pair business, he invites prospects to compare all the
leading makes of radio.

Doc claims to be the largest and oldest exclusive radio
dcaler in Pasadena. His success would be outstanding
even for a man with full physical abilities; consider-
ing Doc’s handicaps his work has been amazing. From
the little store in the rear of his residence to the big
two-story brick building and new trucks he recently
added is an achievement which should silence the mast
pessimistic of radio dealers.
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/\n announcement of
tremendous importance to

the radio music industry
o

BRUNSWICK announces

that its laboratories have been concentrating for a long
time on the development of new instrumentalities—instru-
mentalities that will be unique—that will interest the buy-
ing public—that will command and justify higher unit
prices to the consumer—that will permit the dealer to sell
“up” not “down”.

BRUNSWICK antzcipates

the opportunity to publicly announce, within three or four
months, the final perfection of these new instrumentalities,
whose introduction will have far-reaching consequences in

the trade.
o

BRUNSWICK 7s confident

that these new instrumentalities will materially broaden
profit opportunities and promote higher standards of mer-
chandising in the Radio Music Industry—and that their
sale can be profitably harmonized with currently-known
radio products.

BRUNSWICK #hanks

its dealers for service and loyalty that transcends ordinary
business ethics— and assures them that they will have the
first opportunity to profit by the new instrumentalities
developed in our laboratories.

BRUNSWICK RADIO CORPORATICN

DIVISION OF WARNER BROTHERS PICTURES, INC.
120 WEST 42nd STREET, NEW YORK, N.Y.
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Abore— New ABC Liber.
tv. Full 55-0h. capacity .
Beautiful two-tone gres
with grev stippled parce-
lain tub. enameled ingide
aud out. Exclusive ABC
aon-crush wringer. W est -
tnzho Totor. Three-

H "ne.
All parts
exponed to water are
rust-proofed.  Built 10
stand the gaff no
service probibem,

Below  "The peer of them
all—the ABC Maodel 77
Spinner— the popular
priced centrifugal dryer
wanher thas hus oo eom-
petition. These 1wo
maodels. together with the
other ABC madelr. pro-
vitle the ty s size sty le
and priced  warher for
every hind of buyer.

MODELWO

T'S a sensation! From Maine to California, and

from the Arctic to the Gulf come the enthusias-
tic reports from ABC Distributors and Dealers,
that the new low-priced Liberty is a victory—a
triumph of quality and super-value. Every day
new reports confirm the sweeping success of the
new ABC Liberty. ABC’s factories are working
day and night to mect the demand—carload after
carload—a literal flood of orders.

With the addition of the brand new low-priced
Liberty, ABC today presents a line that leads
them all by such a wide margin that, to paraphrase
a famous quotation, ‘“‘there is no second.” What
Distributor or Dealer can’t meet all competition
and do a real job of merchandising with the ABC

Liberty? What ABC Dealer can’t more than
mectcompetition with the low-priced Spinner
77 in the centrifugal dryer ficld, the ABC
Companion in the square tub field, and the
ABC Playmayd in the intermediate field?

Here, indeed, is a line that talks out loud,
a quality line that is priced right.

Conceived and designed to meet present
conditions, the new ABC Liberty is more
than doing this as exemplified by the tre-
mendous demand from Coast to Coast.

Let us send you a sample—just one look at
the Liberty will convince you that this new
low-priced, high quality ABC washer is just
what you need to start the ball rolling.

ALTORFER BROS. COMPANY (Est. 1909) PEORIA, ILLINOIS




!
|
|
P
b

-

Help—and be helped by —
the radio dealer who is

central station

now selling appliances
By Harold E. Speare

tors and dealers ave all seeing the

wisdom of elose cooperation. By
combining their mutual interests, these
thyee divisions of appliance merchandis-
ing can greatly help each other, thereby
selling more awd better appliances and de-
ing away with hurtful dissatisfaction om
the part of any one of thew.

The Valley Electric Supply Co., of Fres-
no, Calil., is owned by the San Jjaoquin
Light & Power Co. It functians as a dis-
tributor and also has two retail stores. In
add:tion, it works closely with the dealers
and includes them in all campaigne held.
The outcome is shown in the standing of
the utility in California. It rates higher
thun any of them in appliances sold per
meter. The Valley Eleciric Supply Co.
state that they owe their exveptional sue-
cess 1o their dealers who work wil them
100 per cent.

Comtrast this with condittons today in
Kansas, the utilities having discontinued
retailing appliances. The volume for the
state is shot to pieces. The prometional
work of the utilities is missed, resuliing
in a decline of some millions represented
by the business done heretofore by the
central stations, This additional business
is lost, the dealers being unable to bold
their own, let alome make up the lighting
companies” deficiency.

In our November issue we had a re-
markable article by Clarence Law, general
merchandise manager of the New York
Edison Co.. in which he explained haw
his eompany hvpothecates customers’ re-
frigeration Teases, and the success of this
plan. He is very much pleased with the
new venture as it has increased the sale

PLBLIC utilities, appliance distribu-

of refrigerators on the companies’ lines.
This they know to be a fact and will
doubtlessly continue.

Other utilities would do well 10 follow
in their footsteps as an electric refrigeca-
tor should be in -~very home and dealers
work with a free mind as they don't have
to worry about selling their paper.

The Edison Electric Illumimating Co..
of Boston, work very closely with 1heir
dealers, including the department stoves.
In some campaigns, all of thewr advertis
ing carry the dealers’ names.

The Union Electvie Light & Power Co..
of St. Louis. are proud of the dealers’ co-
operative job. The Niagara Hudson have
placed the dealers’ names and addresses
in seme of their ads.

Dealers, particularly some radio cem-
panies whe are new in the appliance field,
sheuld take advantage of this cocperative
spirit of the utilities and become well ac-
quainted  with their local merchandise
manager. The latter ean help themn in
many ways and will gadly do it. The
testing laboratory should be of real inter-
est to all dealers as the utilities test most
appliances and know their good and bad
features,

Central station merchandise manager-
will do well to investigate the radio deal-
ers who have entered the appliauce busi
ness, because their activities will he vepre-
semted profitably on the power company’s
load or unprofitably in the utility’s serv-
ice departmeni. Con:idering the natter
of refrigerators alone. the radin dealer has
become wvitally important to the central
station. Twa or three vears ago the wtil-
ity and the manufacturing company’s

(Continued on next page)
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How we can gross $2.000 a month
servieing electrie appliances.
netting as high as 8$750.

From an Exclusive Interview with

J. E. Hardee

NE OF the best known electric ap-
pliance dealers in Long Island has
attained this distinction not only
through good selling plans, but by
a further step the maintainance of
a very large and complete service
department. Five outside men are
on a definite salary and commission
basis, not counting the employees in the store who
actually do the service work. Newspaper advertising in
telephone books, advertising that is segregated into

separate towns, brings inquiries and personal calls at
the store as well as calling attention of a reputable
house to a woman who wants a cleaner or washer re-
paired and looks in the phone book for some-
body whose name she recognizes. In this way these
five men are kept busy following up these calls which
are new business, as well as taking care of customers
who have purchased appliances originally from the
dealer.

The ads invite inquiries on cleaner repair work and
state that a thorough oiling, cleaning and adjustment
will be done for $2.50. This is attractive to the customer
yet almost every cleaner needs a few new parts, pos-
sibly a bag, a belt or brushes. These parts, of course,
are extras and the original $2.50 job usually turns out
to be a $10.00 or $12.00 job.

This dealer maintains in his business a most com-
plete and modern repairing department. In fact, it
looks like a young factory. Any washing machine, or
vacuum cleaner, no matter how leng ago it was made
can be repaired. If parts are not obtainable, they can
be made right on the premises, and when the machines
are finished, as in the case of a cleaner, it is buffed so
that it shines like a brand new machine, the handle is
re-lacquered and it is returned to the customer in per-
fect order and looking very much as it did the first day
it was shipped from the factory. The same applies to
other appliances, including washing machines.

The service department is almost a store in itself.
When a cleaner is finished and waiting to be returned
to the customer, it is placed in an illuminated glass
show case so that the other customers may see just how
effectively this company does its service work and at the
same time protect it from dust, etc.

Calls coming in are to a surprising percentage turned
into sales of a new appliance. Each service man works
in a dual capacity. They naturally make more money
when selling a new appliance than they do servicing the
old one, and therefore spend most of their time in in-
teresting a customer in the home in the endeavor to
persuade her to buy a new modern appliance.

The ability of the proprietor and his combination
men is shown by the fact that in washing machines
alone approximately 60 are sold retail monthy at an
average price of $150.00. Today’s average washing ma-
chine sale is below $100 and the very fact that this com-
pany can maintain a much higher average in the face
of the keenest competition, as practically every washer

<
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of any note is sold in this terrtiory, it clearly shows that
via the route of salesmanship retail sales of the higher
priced washers still can be made.

This company has a $59.50 washer on its floor and
it has been sold and then returned for a high priced
machine so many times that they have actually lost

count. One very valuable sales help is that this store
carries a brand new washing machine of every make
that is in demand in the territory is to be seen on the
floor so that when a customer comes in and wants to
look at a “Whoozis” washing machine, she is im-
mediately shown a brand new one, but when she leaves
the store she is the happy and preoud possessor of the
highest priced and best constructed washing machine
this company features.

Twe things have been accomplished by this invest-
ment in washing machines. One is that the customer
can eee any machine she wants to see although she
doesn't buy it, and the second point is that the com-
pany never has to say, “No, we don’t carry that particu-
lar make.” It is elearly seen that this company is rapid-
ly and surely building up the reputation of having the
most complete stock in Long Island.

Sonie idea of the amount of service work done by
this company may be gained by looking at their books,

(Continued on next page)
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which show an average of $2,000.00 monthly, gross, come
from service alore; of which $500.00 to $750.00 is net
profit. Of course you must appreciate that this dealer
has a very large investment in parts and equipment,
which is naturally necessary in order to operate on such
a large scale. Yet, we also know, that the proportionate
net profit is much greater on a small operation,

The machine shop and replacement parts department
which the writer personally inspected are really startling
to the average clectrical appliance merchant. For in-
stance there are hundreds of wringer rolls for every type
and style of washing machine, saying nothing of the
bins full of gears, shafts, castors, belts, etc. They neces-
sarily carry about 50 to 75 assorted types of motors, so
as to be able to make motor replacements immediately.
The vacuum cleaner service department bins are filled
with all types of brushes, belts, bags, handles, switches,
bearings, armatures, fans, etc.

The machine shop has a 3H.P. double extension shaft
buffing moior, turning 3450 R.P.M.’s, with buff wheels
enclosed with metal hoods, and connected to a large
blower which carries all buffing waste oustide into a
large metal, cone-shaped tank. This blower system
keeps the shop clean and also protects the operator’s
health, as generally required by Sanitary Laws where
large buffing machines are used. Other equipment is a
large, black-geared, screw-cutting lathe, used to cut
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down shafts, bearings, armatures, and many other things
which the writer is not mechanic enough to understand.
Then there is a large power drill press, used for drill-
ing heavy machinery: a flexible shaft outfit, for polish-
ing the insides of tubs; a wringer roll refinishing ma-
chine, for re-surfacing worn wringer rolls; a paint-spray-
ing, compressed air outfit, for refinishing washing ma-
chines. Incidentally, all washing machines brought into
the shop for overhauling, are re-lacquered and return-
ed to the customer looking exactly like a brand new
machinc. There are many more devices such as testing
outfiis, grinding machines, portable drills, etc., too
numerous to mention.

The work benches arc covered with brown battleship
linoleum, which is cleaned and waxed every night, in
other words when the shop is closed at night, cvery
tool must be put in its place and the benches scrubbed
and waxed, each mechanic being held personally re-
sponsible for the condition of his bench.

Another thing I should have mentioned, is the whole-
sale parts and machine work done by tliis company for
the accomodation of the smaller electrical dealers
throughout the territory. There are many dealers who
bring their service work to Hardee’s, and then pick it
up and return it to their customers who think that their
local dealer actually did the service. This system is
naturally profitable to all parties concerned; including
the customer, whe would never have been as thoroughly
satisfied had the dealer done what is commonly known
as a “screw-driver and plyers” job.

How Levine Overcomes Price Competition
(Continued from page 23)

doesn’t give a rap about the higher sort of retailing
ethics gets away with it, pawns off sets and tubes of an
inferior quality and turns potential rooters for radio
into angry customers who feel they have been victimized.

Realizing, therefore, that “prestige” could prove a
handicap while the public has the price fever, we
evolved a plan whereby Arrow hurdles this obstacle. It
would have beem expensive to have the reputation for
expensiveness and so we changed the complexion of the
Arrow ads a trifle and the price inference was injected
in a clever way that did not weaken the Arrow name.
It is true “bargains” are there, but they are inferred
rather than stated in the usual bold face type and the
screaming “bargain” head. By adopting this method,
price is suggested and not brought out too plainly. Need-
less to say, the new Arrow copy successfully circum-
vents the outspoken advertising of less painstaking com-
petitors and attracts the price-conscious prospect.

Price is emphasized painlessly by the use' of such
heading as “Your Radio Dollars,” “What Price Radio,”
“Radio Safety at No Extra Cost,” “Radio Pionecrs and
What That Means to You,” etc. These ads stress the
fact that Arrow is in the position to offer value compar-
able to those of any other store in town, of whatever
calibre. This point is stressed rather forcefully at times,
particularly with the slogans at the bottom of the ads,
such as, “Choose Your Radio, Shop for Price, Then See
Arrow” and “Arrow DMeets All Competition—Any+
where.” They turn the trick very well as they pinch
the prospective buyer on price, and if he is at all in-
terestcd he reads the ad and learns what Arrow has to
offer.

We have phrased the Arrow text so that-Arrow does

not make the mistake of under bidding competition.
Too many dealers, large and small, succumb to price
this way and cut their own throats in doing so. Arrow
claims that it will equal, not beat, rival prices.

Help the Radio Dealer

tContinued from page 291

branches sold the big majority of electric refrigerators.
The power company had a very definite word in what
refrigerators would be placed on its lines, how they
would be advertised and what terms would be offered.
Today radio dcalers have embraced electric refrigera-
tion. many of them trying to retail these machines with
no previous experience in installing or servicing. The
central station runs the risk not only of being forced to
meet competition by inefficient merchardising methods,
but of taking over the service work of dealers who drop
out of the field. It is therefore of great interest to the
merchandise manager that he works closely with the
dealer.

The radio dealer will be glad to gain from the ex-
perience of the central station. He will listen to ad-
vice about a chcice of lines to sell, about home can-
vassing mecthods and installment payments. The mer-
chandise manager is usually in eloser touch with the
manufacturer than the isolated dealer and he will be
able to pass on valuable information about coming
models or price ehanges.




Graham Avenue, Brooklyn, where Le Winter

has three stores within four blocks.

F ONE salesman
and one demon-
stration won't close
a prospect, per-
haps two will. If
the sccond fails,
perhaps a third
will land the or-
der. And if the third misses, possibly
the prospect will come back to the
first. That, in a nutshell, is why Louis
Le Winter maintains three radio
stores on Graham Avenue, Brooklyn,
within four blocks of each other. In
these days of cutting down overhead,
it i3 amazing to learn that L.e Winter

wouis Le Win er
hunits sales with
a repealing rifle

stores

on one
stre

store at 58, and then six months
later discovered that he could get a
better lease at 18. In other words,
each time he moved to larger quar-
ters he opened the new store before
closing the old, and then found that
both were sufficiently profitable to
keep the old.

“[ made a mistake every time I
opened a store of mot getting a big
enough place,” Le Winter explains.
“Then I found myself with two prof-
itable stores, later three, on the one
street. Although in one sense they
reach two different neighborhoods,
they are all within four blocks, and
they don’t compete.”

Le Winter showed us sales figures

Louis Le Winter, whose merchandiss that proved each store is making

can blanket a neighborhood with dising skill and knowledge of cus- money. Incidentally, there are five

stores and make cach one pay hand.  tomer psychology are rapidly bring- ., Lier stores in the same four blocks,
somely ing him to the forefront of successful Wi “Th
. Metropolitan dealers, but, as Le Winter says, € more

Louis Le Winter is a young man in
years, but he iz scasoned in merchandising radio and
phonographs and he knows his costs and net profits to
the decimal point. He has instant, visible records that
tell him not only how much business is done each week
in each of his six radio stores, but how much that busi-
ness cost him and the overhead percentage for each
store. He has expcrimented with his three stores on
Graham Avenue to discover whether he couldn’t make
a greater net profit with only one or two stores, and he
is thoroughly convineed that his present set-up is best.

Fifteen years ago Le Winter had a phenograph store
on Sumner Street. His brother-in-law had a drcss store
at 91 Graham Avenue, with a lease but no business.
Louis took over the lease and put in phonographs.
They sold so well on Graham Avenue that he had to
take a larger store at Number 35. The lease at 91
hadn’t expired. so Louis found himself with two stores
on the one street. They both were so successful that
when the lease at 91 expired he opened another store
at 73. When the lease of 35 expired, he opened a larger

radio stores, the more radio business
for all radio dealers on the street.”

During four months of Summer, Le Winter closed
one of his stores to cut overhead, and see if he couldn’t
attract the business to the other two. It made no dif-
ference to his other storcs. Then he reopened the third.
store under a different name. It didnt do so well.
When he changed it back to the Le Winter banner, it
pepped up immediately, but his records show no sales
stolen from his other stores.

An intimate knowledge of the psychology of the
shopper is Le Winter’s greatest sales asset. He has
been firmly entrenched in his neighborhood for a dec-
ade and a half, and his reputation for fair dealing has
won him hosts of friends among his customers. Le
Winter knows, however, that although a prospect is
sold on his brand of service, each salesman does not ap-
peal to all customers. A prospect may refuse a “Yes”
to one salesman in one store, but he will be won over
by another.
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Crosley

The Tenstrike and the Hap-
py Hour are two new members
of the large Crosley radio
group. They both feature a 10-
tube super-heterodyne chassis
with meter tuning and auto-
matic volume control. 569.50 is
the retail price for the Ten-
strike, a table model, while
€99.50 is the price of the Ilap.
py Hour, a sixlegged de luxe
console.

The new Crosley 10-tube
push-pull pentode output, vari-
able mu, and auditorium size
Crosley full floating moying
coil dynamic speakers are con-
tained in these models, whose
chassis employs the following
tuhes: two "Z%'s, twoe 35 or 51
variable mn screen grids, three
°27s, two PZ or 47 screen grid
pentode power output tubes in
push.pull, and one ’80 reciifier.
Other features are illominated
hairline shadow dial ealibratel
in channels and having a ver-
nier drive, continuous (step-
less) static and tone control,
heterotonal response, aundio
level control, resistance
coupled intermediate audio fre-
quency amplifier and phono-
graph pick-up jacks.

Universal

An extensive line of portable
radiant electric heaters is now
being offered by Landers, Frary
& Clark, one of the largest
manufacturers of electrical ap-
pliances in the country. The
Universal  beater  illustrated

here is number 7937, retailing
for $6.95. The rveflector is 14
ins. in diameter while the ap-
pliance stands 17 ins.; 625
wattage.  Chrominum plated
and bronze finish.
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Reproductions Co. offers the
refrigerator dealer imitation
foodstuffs for display in ice-
chests in the window. Special
material is used in the manu-
facture of this imitation food
which makes possible a much
more life-like finish thar is us-
uval, and it does not fade nor
melt in the heat. A wide range
of products is made in the Re-
productions factory, repBcas of
the Majestic polar bear being
in biz Jdemand by Majestic
dealers. The foodstnfls lend an
air of reality to the refrigera-
tor display and makes possible
an attractive presentaticn.

Echophone
s g éﬁ‘,’

A new 7-tube
dyne, the Model 65. encased in
a handsome console calinet, is

super-hetero-

announced by the Echophone
Radio Mfg. Co., Lid. Iis retail
price is $63.75 compleie. The
dimensions are 36% ins. x 19%
ins, = 12 ins. The current
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presentation of  Echophone
product, composed of some six
different models, has a price
range extending from $32.75 te
$80.50. Included in this com-
pany’s merchandise are such
qualifications as super-hetero-
dyne chasses, pentode, vari-
able-mu tubes, Jensen dynamic
speakers, etc.

Majestic

"

Two new Majestic radio re-
cetvers are the latest additions
to the Majestic family. They
are the “Sherwood,” a grand-
father clock basically Sheraton
in style, and the “Brucewood,”
a highboy modernization of
Early English. Prices are $84.50
and 8129.50 respectively, an-
nounces the Grigsby-Grunow

0.

The “Sherwood,” provided
with an electric clock of high
quality, with a Majestic model
15 type chassis, is a super-hete-
rodyne using the new Spray-
Shield tubes, also Multi-Mu,
screen-grid and pentode. A
stepless tone control and am.
ply large full dynamic speaker
complete the radio installation.

The “Brucewood,” a 9-tube
super - heterodyne, pro vides
Twin Power Dectection, con-

tained in the tvpe 25 Majestic
chassis, also includes the Mnul-
ti-Mu, screen-grid, Spray-Shield
and pentode tube features.
Carefully matched oriental and
richly grained butt walnut and
a control panel of imported
Lacewood characterize the cab-
inet.

Superior Automatic

The “King,” a fully auto-
matic record-chaneing mechan-
ism of new simplicity, has been
developed by the Superior Au-
tomatic Phonograph Co. and is
had in two new model phono-
graph and radio combinations,
one coin operated for commer-
cial use, and the other a do-
mestic model for the home or

club.
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Nick Cuarter has restgned as president . .
of the Carter Radio Co. to form the Radio dealers cooperated with the local

L ¢ utility during the November electric re-

Carter Television (:‘Io., planning tele- frigerator drive, induding Helshro Radio

vision sets, automobile radio parts and & Electric Shop, Radio Sales Co., General

dynamic speakers. Rudio Co., Herbert Radio Station, Nola

Rado Co., Uptown Radio Co., Radio Elec-
tric Service and Dil]l Radio Shop.

MOVIE CAMERA
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Radio dealers find that space devoted ro the display of Vitnscqpe home moving H. L. Berno, who was recently ap-
icture camerus and projectors make their cash registers ring with “spot” sales. ointed acting manager of the radio
p proj p g

division of Westinghouse.

The Amnual Distributor Convention held by the Leonard Refrigerator Cbo., in Detroit,
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New Muodels

Crosley

The Tenstrike and the Hap-
py Hour are two new members
of the large Cresley radio
group. They hoth feature a 10.
tube super-heterodyme chassis
with meter juning and auto-
matie volume contrsl. $69.50 is
the retail price for the Ten-
strike, a tahle model, while
$99.50 is the price of the Hap-
py Hour, a six-legged de luxe
console.

The new Crosley 10-tube
push-pull pentode output, vari-
able mu, and auditorivm size
Crosley full floating moving
coil dynamic speakers are con-
tained in these models, whose
chassis emplovs the following
tubes: two ’24’s, twa 35 or 51
variable mu screen grids, three
27s, two PZ ar 47 sereen grid
pentode power outpui tubes in
push-pull, and one 40 rectifier.
Other features are illnminated
hairline shadow dial calibrated
in channels and haxing a ver-
nier drive, centinuoms (step-
less) static and tone control,
heterotonal response, audio
level eontrol, resistance
coupled intermediate audio fre-
quency amplifier and phoneo-
graph pick-up jacks.

Universal

An extensive line of portable
radiant electric heaters is now
being offered by Laniers, Frary
& Clark, one of the largest
manufacturers of electrical ap-
pliances in the country. The
heater

Universal illustrated

here is number 7937, retailing
for $6.95. The reflector is 14
ins. in diameter while the ap-
pliance stunds 17 ins.; 625
wattage, Chrominum plated
and bronze finish.

INITATION Fedos
wale e
REPAGOUCTIONS sogTVe.

o

b gat

Reproductions Co. offers the
refrigerator dealer Imitation
foodstutfs for display in ice-
chests in the window. Special
material is used in the manu-
facture of this imitation food
which makes possible a much
more life-like finish than is us-
ual, and it does not fade nor
melt in the heat. A wide range
of products is made in the Re-
productions factory, replicas of
the Majestic polar bear being
in big demand by Majestic
dealers. The foodstnffs lend an
air of reality to the refrigera-
tor display and makes possible
an attrartive presentation.

Echophone

A new T7-tube super-hetero-
dyne, the Model 65, encased in
a handsome console cabinet, is
announced by the Erhophone
Radio Mtig. Co., Ltd. Its retail
price is $63.75 complete. The
dimenszions are 361 ins. x 19%
ins. x 12% ins. The current
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presentation of  Echophone
product, compased of some six
different models, has a price
range extending from $32.75 to
$80.50. Included in this com-
pany’s merchandise are such
qualifications as super-hetero-
dyne chasses, pentode, vari-
able-mu tubes, Jensen dynamic
speakers, etc.

Majestic

'

i"

Two new Majestic radio re-
ceivers are the latest additions
to the Majestic familyv. They
are the “Sherwood,” a grand-
father clock basically Sheraton
in style, and the “Brucewood,”
a highboy modernization of
Early English. Prices are $34.50
and $129.50 respectively, an-
nounces the Grigshy-Granow

“Sherwood,” provided
with an electric clock of high
quality, with a Majestic model
15 type chassis, is a super-hete-
rodvne using the new Spray-
Shield tubes, also Mnlti-Mu,
screen-grid and pentode. A
stepless tone control and am-
ply large full dvnamic speaker
complete the radie installarion.

The “Brucewood,” a 9-tube
super - heterodyne,  pro vides
Twin Power Detection, ron-

tained in the type 25 Majestic
chassis, also inclndes the Mul-
ti-Ma, sereen-grid, Spray-Shield
and pentode tube features.
Carefully matched oriental and
richly grained but?! walnut and
a control panel of imported
Lacewood characrerize the cab-
inet,

Superior Automatic

The “King,” a fully anto-
matic record-changing mechan-
ism of new simplicity, has been
developed by the Superior Au-
tomatic Phonograph Co. and is
had in two new model pheno-
graph and radio combinations,
one coin operated for commer-
eial use, and the other a do-
mestic model for the home or
club
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Nick Carter hus resigned as president

of the Carter Radio Co. to fjorm the

Carter Television Co., planning tele-

vision sets, automobile radio parts and
dynamic speakers.

Radio dealers cooperated with the local
utility during the November electric re-
Jrigerator drive, including Helshro Radio
& Electric Shop, Radio Sales Co., General
Radio Co., Herbert Radio Station, Nola
Radio Co., Uptown Radio Co., Radio Elec-
tric Service und Dill Radio Shop.

MOVIE MAKER
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Radio dealers find that space devoted to the display of Vimwo_pe home moving H. L. Berno, who was recently ap-
picture cameras and projectors make their cash registers ring with “spot” sales. pointed acting manager of the radio

division of Westinghouse.

The Annual Distributor Canvention held by the Leonard Refrigerator Co., in Detroit, Mich
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Help—and be helped by —
the radio dealer who is

central station

RETAIL SHOPS

now selling appliances

By Harold E. Speare

tors and dealers are all sceing the

wisdom of close cooperation. By
combining their mutual interests, these
three divisions of appliance merchandis-
ing can greatly hclp each other, thereby
selling more and better appliances ard do-
ing away with hurtful dissaiisfaction on
the part of any one of them.

The Valley Electric Supply Co., of Fres-
no, Calif., is owned by the San Jaoquin
Light & Power Co. It functions as a dis-
tributor and also has two retail stores. In
addition, it works closely with the deualers
and includes them in all campaigns held.
The outcome is shown in the standing of
the utility in California. It rates higher
than anv of them in appliances sold per
meter. The Vallev Electric Supply Co.
state that they owe their exceptional sue-
cess to their dealers who work wih them
100 per cent.

Contrast this with conditiens today in
Kansas, the utilities having disconunued
retailing appliances. The volume for the
state is shot to pieces. The promctional
work of the utilities is missed, resulting
in a decline of some millious represented
by the business done heretofore by the
central stations. This additional business
is lost, the dealers being unable te hold
their own, let alone make up the lizhting
companies’ deficiency.

In onr November issue wo had a re-
nrarkable article by Clarence Law, general
merchandise manager of the New York
Edison Co., in which he explained low
his companv hypothecates customers’ re-
frigeration leases. and the success of this
plan. [te is very much pleased with ihe
new venture as it has ireased the sale

PUBLI(. utilities, appliance distribu-

of refrigerators on the companies’ lines.
This they know to be a fact and will
doubtlessly continue.

Other utilities would do well ta follow
in their foctsieps as an electric refrigera-
tor should be in ¢very home and dealers
work with a free mind as they don’t have
to woirry about selling their paper.

The Edison Electric Hluminating Co.,
of Boston, work very closely with their
dealers, including the deparimemi stores.
In some camnpaigns, all of their advertis-
ing carry the dealers’ names.

The Union Electric Light & Power Co.,
of St. Louis. are proud of the dealers™ co-
operative job. The Niagara Hudson have
placed the dealers’ names and addresses
in some of their ads.

Dealers. particularly some radiw com-
panies who are mew in the appliance field,
should tzke advantage of thi- cooperative
apirit of the utilities and become well ac-
aquainted  with their local merchandise
manager. 1he latter can help them in
many  way: and will gladly do it. The
testing laboratory should be of real inter-
est to all dealers as the utilities test most
appliances and know their good and bad
features,

Central station merchandice managers
will do well to investigale the radio deal-
ers who have ervtered the appliance busi-
ness, beeausa their activities will be repre-
sented profizably on the power company’s
lead or unprofitably in the wfility’s serv-
ice department. Considering the matter
of refrigerators alone., the radio dealev has
become vitally important to the central
gtation. Two or three years age the uatil-
itv and the manufacturing  coirpany’s

(Continuned on next page)
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How we can gross $2.000 a month
servicing electrie appliances.
netting as high as $750.

From an Exclusive Interview with

J. E. Hardee

NE OF the best known electric ap-
pliance dealers in Long Island has
attained this distinction not only
through good selling plans, but by
a further step the maintainance of
a very large and complete service
department. Five outside men are
on a definite salary and commission
basis, not counting the employees in the store who
actually do the service work. Newspaper advertising in
telephone books, advertising that is segregated into
separate towns, brings inquiries and personal calls at
the store as well as calling attention of a reputable
house to a woman who wants a cleaner or washer re-
paired and looks in the phone book for some-
body whose name she recognizes. In this way these
five men are kept busy following up these calls which
are new business, as well as taking care of customers
who have purchased appliances originally from the
dealer.

The ads invite inquiries on cleaner repair work and
state that a thorough oiling, cleaning and adjustment
will be done for $2.50. This is attractive to the customer
yet almost every cleaner needs a few new parts, pos-
sibly a bag, a belt or brushes. These parts, of course,
are extras and the original $2.50 job usually turns out
to be a $10.00 or $12.00 job.

This dealer maintains in his business a most com-
plete and modern repairing department. In fact, it
looks like a young factory. Any washing machine, or
vacuum cleaner, no matter how long ago it was made
can be repaired. 1f parts are not obtainable, they can
be made right on the premises, and when the machines
are finished, as in the case of a cleaner, it is buffed so
that it shines like a brand new machine, the handle is
re-lacquered and it is returned to the customer in per-
fect order and looking very much as it did the first day
it was shipped from the factory. The same applies to
other appliances, including washing machines.

The service department is almost a store in itself.
When a cleaner is finished and waiting to be returned
to the customer, it is placed in an illuminated glass
show case so that the other customers may see just how
effectively this company does its service work and at the
same time protect it from dust, etc.

Calls coming in are to a surprising percentage turned
into sales of a new appliance. Each service man works
in a dual capacity. They naturally make more money
when selling a new appliance than they do servicing the
old one, and therefore spend most of their time in in-
teresting a customer in the home in the endeavor to
persuade her to buy a new modern appliance.

The ability of the proprietor and his combination
men is shown by the fact that in washing machines
alone approximately 60 are sold retail monthy at an
average price of $150.00. Today’s average washing ma-
chine sale is below $100 and the very fact that this com-
pany can maintain a much higher average in the face
of the keenest competition, as practically every washer

of any note is sold in this terrtiory, it clearly shows that
via the route of salesmanship retail sales of the higher
priced washers still can be made.

This company has a $59.50 washer on its floor and
it has been sold and then returned for a high priced
machine so many times that they have actually lost

count. One very valuable sales help is that this store
carries a brand new washing machine of every make
that is in demand in the territory is to be seen on the
floor so that when a customer comes in and wants to
look at a “Whoozis” washing machine, she is im-
mediately shown a brand new one, but when she leaves
the store she is the happy and proud possessor of the
highest priced and best constructed washing machine
this company features.

Two things have been accomplished by this invest-
ment in washing machines. One is that the customer
can see any machine she wants to see although she
doesn’t buy it, and the second point is that the com-
pany never has to say, “No, we don’t carry that particu-
lar make.” 1t is clearly seen that this company is rapid-
ly and surely building up the reputation of having the
most complete stock in Long Island.

Some idea of the amount of service work done by
this company may be gained by looking at their books,

(Continued on next page)
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(Continned from page 30)

which show an average of $2,000.00 monthly, gross, come
from service alone; of which $500.00 to $750.00 is net
profit. Of course you must appreciate that this dealer
has a very large investment in parts and equipment,
which is naturally necessary in order to operate on such
a large scale. Yet, we also know, that the proportionate
net profit is much greater on a small operation.

The machine shop and replacement parts department
which the writer personally inspected are really startling
to the average electrical appliance merchant. For in-
stance there are hundreds of wringer rolls for every type
and style of washing machine, saying nothing of the
bins full of gears, shafts, castors, belts, etc. They neces.
sarily carry about 50 to 75 assorted types of motors, so
as to be able to make motor replacements immediately.
The vacuum cleaner service department bins are filled
with all types of brushes, belts, bags, handles, switches,
bearings, armatures, fans, etc.

The machine shop has a 3H.P. double extension shaft
buffing motor, turning 3450 R.P.M.’s, with buff wheels
enclosed with metal hoods, and connected to a large
blower which carries all buffing waste oustide into a
large metal, cone-shaped tank. This blower system
keeps the shop clean and also protects the operator’s
health, as generally required by Sanitary Laws where
large buffing machines are used. Other equipment is a
large, black-geared, screw-cutting lathe, used to cut

down shafts, bearings, armatures, and many other things
which the writer is not mechanic enough to understand.
Then there is a large power drill press, used for drill-
ing heavy machinery: a flexible shaft outfit, for polish-
ing the insides of tubs; a wringer roll refinishing ma-
chine, for re-surfacing worn wringer rolls; a paint-spray-
ing, compressed air outfit, for refinishing washing ma-
chines. Incidentally, all washing machines brought into
the shop for overhauling, are re-lacquered and return-
ed to the customer looking exactly like a brand new
machine. There are many more devices such as testing
outfits, grinding machines, portable drills, etc., too
numerous to mention,

The work benches are covered with brown battleship
linoleum, which is cleaned and waxed every night, in
other words when the shop is closed at night, every
tool must be put in its place and the benches scrubbed
and waxed, each mechanic being held personally re-
sponsible for the condition of his bench.

Another thing I should have mentioned, is the whole-
sale parts and machine work done by this company for
the accomodation of the smaller electrical dealers
throughout the territory. There are many dealers who
bring their service work to Hardee’s, and then pick it
up and return it to their customers who think that their
local dealer actually did the service. This system is
naturally profitable to all parties concernmed; including
the customer, who would never have been as thoroughly
satisfied had the dealer done what is commonly known
as a “screw-driver and plyers” job.

How Levine Overcomes Price Competition

{Continued from page 23)

doesn’t give a rap about the higher sort of retailing
ethics gets away with it, pawns off sets and tubes of an
inferior quality and turns potential rooters for radio
into angry customers who feel they have been victimized.

Realizing, therefore, that “prestige” could prove a
handicap while the public has the price fever, we
evolved a plan whereby Arrow hurdles this obstacle. It
would have been expensive to have the reputation for
expensiveness and so we changed the complexion of the
Arrow ads a trifle and the price inference was injected
in a clever way that did not weaken the Arrow name.
It is true “bargains” zre there, but they are inferred
rather than stated in the usual bold face type and the
screaming “bargain” head. By adopting this method,
price is suggested and not brought out too plainly. Need-
less to say, the new Arrow copy successfully circum-
vents the outspoken advertising of less painstaking com-
petitors and attracts the price-conscious prospect.

Price is emphasized painlessly by the use of such
heading as “Your Radio Dollars,” “What Price Radio,”
“Radio Safety at No Extra Cost,” “Radio Pioneers and
What That Means to You,” etc. These ads stress the
fact that Arrow is in the position to offer value compar-
able to those of any other store in town, of whatever
calibre. This point is stressed rather forcefnlly at times,
particularly with the slogans at the bottom of the ads,
such as, “Choose Your Radio, Shop for Price, Then See
Arrow” and “Arrow Meets AIll Competition—Any+
where.” Tbey turn the trick very well as they pinch
the prospective buyer on price, and if he is at all in-
terested he reads the ad and learns what Arrow has to
offer.

We have phrased the Arrow text so that Arrow does

not make the mistake of under bidding competition.
Too many dealers, large and small, succumb to price
this way and cut their own throats in doing so. Arrow
claims that it will equal, not beat, rival prices.

Help the Radio Dealer

(Continued from page 29)

branches sold the big majority of electric refrigerators.
The power company had a very definite word in what
refrigerators would be placed on its lines, how they
would be advertised and what terms would be offered.
Today radio dealers have embraced electric refrigera-
tion, many of them trying to retail these machines with
no previous experience in installing or servicing. The
central station runs the risk not only of being forced to
meect competition by ineflicient merchandising methods,
but of taking over the service work of dealers who drop
out of the field. It is therefore of great interest to the
merchandise manager that he works closely with the
dealer.

The radio dealer will be glad to gain from the ex-
perience of the central station. He will listen to ad-
vice about a choice of lines to sell, about home can-
vassinz methods and installment payments. The mer-
chandise manager is usually in closer tonch with the
manufacturer than the isolated dealer and he will be
able to pass on valuable information about coming
models or price changes.




Graham Avenue, Brooklyn, where Le Winter

has three stores within four blocks.

F ONE salesman

and one demon-
stration won’t close
a prospect, per-
haps two will. If
the sccond fails,
perhaps a third
will land the or-
der. And if the third misses, possibly
the prospect will come back to the
first. That, in a nutshell, is why Louis
Le Winter maintains three radio
stores on Graham Avenue, Brooklyn,
within four blocks of each other. In
these days of cutting down overhead,
it is amaging to learn that Le Winter
can blanket a neighborhood with
stores and make each one pay hand-
somely.

Louis Le Winter is a young man in
vears, but he is seasoned in merchandising radio and
phonographs and he knows his costs and net profits to
the decimal point. He has instant, visible records that
tel him net only how much business is done each week
in each of his six radio stores, but how much that busi-
ness cost him and the overhead percentage for each
store. He has experimented with his three stores on
Graham Avenue to discover whether he couldn’t make
a greater net profit with only one or two stores, and he
is thoroughly convinced that his present set-up is best.

Fifteen years ago Le Winter had a phonograph store
on Sumner Street. His brother-in-law had a dress store
at 91 Graham Avenue, with a lease but no business.
Louis took over the lease and put in phonographs.
They sold so well on Graham Avenue that he had to
take a larger store at Number 35. The lease at 91
hadn’t expired, so Louis found himself with two stores
on the one street. They both were so successful that
when the lease at 91 expired he opened another store
at 73. When the lease of 35 expired, he opened a larger

Louis Le Winter, whose merchandis-
dising skill and knowledge of cus-
tomer psychology are rapidly bring-
ing him to the forefront of successful
Metropolitan dealers,

Louis Le Winter
hunits sales with
a repeating rifle

3 stores
on one
street

store at 58, and then six months
later discovered that he could get a
better lease at 18. In other words,
each time he moved to larger quar-
ters he opened the new store before
closing the old, and then found that
both were sufficiently profitable to
keep the old.

“] made a mistake every time I
opened a store of not getting a big
enough place,” Le Winter explains.
“Then I found myself with two prof-
itable stores, later three, on the one
street. Although in one sense they
reach two different neighborhoods,
they are all within four blocks, and
they don’t compete.”

Le Winter showed us sales figures
that proved each store is miaking
money. Incidentally, there are five
other stores in the same four blocks,
but, as Le Winter says, “The more
radio stores, the more radio business
for all radio dealers on the street.”

During four months of Summer, Le Winter closed
one of his stores to cut overhead, and see if he couldn’t
attract the business to the other two. 1t made no dif-
ference to his other stores. Then he reopened the third.
store under a different name. It didn’t do so well
When he changed it back to the Le Winter banner, it
pepped up immediately, but his records show no sales
stolen from his other stores.

An intimate knowledge of the psychology of the
shopper is Le Winter’s greatest sales asset. He has
been firmly entrenched in his neighborhood for a dec-
ade and a half, and his reputation for fair dealing has
won him hosts of friends among his customers. Le
Winter knows, however, that although a prospect is
sold on his brand of service, each salesman does not ap-
peal to all customers. A prospect may refuse a “Yes”
to one salesman in one store, but he will be won over
by another.




RADIO & Electric Appliance JOURNAL for December, 1931 35

speaking

o NN

Ben Barber is row Rediotron Cen-
tral district sales promotion manager.

Donating a Copeland to help ex-service men.
George James, Edwin Denby Post, American

Just one-third of the building, crowd Legion, W. D. McElhinny, vice-president of

and equipment at the radio show Co ;

. h peland, Mme. Schumann-Heink, Veno E.
sponsored b}f ‘the S[‘. Louis  Radio Sacre, commander, and S. ]. Leve, chair-
Trad.ea.Assocmu.an u:luch had a 26% man, Edwin Denby Post, Ralph H. Graham,

increase in paid attendance. president Copeland of Detroit, in front of
refrigerator.

Arthur Berg, familiar with phenograph

dealers through his nine years’ associa-

tion with Columbia has joined Young

& Rubicam, Inc., as head of the radio
department.

LEONBED RL/FETRITOE (4
WYL ISTRIBUTE CONVIN]ZN.

DEgmEry (ARH. OT 23X s

brought reports of eathusiasm by radio distributors who have been handling this line.
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what do you think?

Here is the radio and music trade’s arena of controversy, where anything (nearly) can be said on any subject withont even being

shot at. What is your “pet” aversion or your opinion on a trade topic?
is the space in which to discuss them.

All dealers have a certain number of problems, and here
Editor—The Journal.

Tube Pricing
Dear Glad.:

We wish to take this opportunity to
express our appreciation for your com-
ments in connection with our reeent an-
nouncement of Champion “Group List
Priees.”  Your article in  November
RADIO & JElectrical Appliance JOUR-
NAL clearly and fairly states our case,
espeeially so in relation to our claim that
“Group List Prices,” with normal dis-
counts, remove the incentive to quote the
consumer other than standard established
list prices.

For many months, dealers have com-
plained of the loss of prestige and eus-
tomers, as a result of the tactics of the
so-called “cut-price artists,” who owe
their existence to their ability to under-
mine legitimate and ethical retailers.
Champion believes this evil can be attrib-
uted to abnormal discounts, thereby mak-
ing the established list prices misleading.

May we bring another point to your
attention? The one that really inspired
the creation of our new merchandising
plan. Tt has to do with the following:

Good advertising practices demand es-
tablishing a price in the minds of the
public if the manufacturer expects the
public to respond. Under the old order

CHAMPION
“De BUNKS"

RAD!O TUBE

1
PRIC

CHAMPION
GROUPING

means..

Champion price chart

of things, we considered it hopeless to
even attempt establishing seventceen dif-
ferent prices covering twenty-five types
of tubes to the consumer., To make mat-
ters worse, not only was the public gen-
erally eonfused over the varying prices,
but they were suspicious as well, when,
upon  purchasing Radio Tubes, they
found it possible, in most cases, to buy
at a much lower figure than the adver-
tised established list prices. With suech
conditions existing, it is no small wonder
the public’s confidence has been destroy-
ed. Certainly, it is logical thinking to
assume that with varying prices, saspi-
cions are automatically aroused about
“varying quality.”

“Any deviation from natural merchan-

dising laws results in serious conse-
quences.”  This has been an  infallible
rule, so often expressed by the leading
merchandising  geniuses of  the country.
Champion’s new plan adheres to natural
merchandising laws.  Champion further
intends the success of its sales activitics
will come from organized effort, more

F. W. Marsh

plainly identified as “intelligent hard
work,” and efective advertising, rather
than easy schemes and spasmodie jerks
that result in the “consequences,” as men-
tioned in the above quotation.

By following the so-ealled “natural
merchandising laws,” Champion will lead
the trade to a profit—certainly the best
selling plan yet perfected to cement our
relations with the trade, and to carry
their patronage into the future.

Very truly yours,

Cuampion Rapbio Works, Ixc.,
F. W, Marsh, President

25¢ a Day Meters
Dear Glad.:

With respeet to idea of the twenty-five
cents a day refrigeration, personally 1 do
not think the thing will go over. The
following are my many reasons:

In the first place, I feel that if this
idea were good (it is certainly not new),
it could be applied to many other kinds

of commodities and would have been ap-
plied long ago. As you are quite aware,
the money in the slot machine has been
tried by the gas companies on gas me-
ters, but today very few slot meters are
in vogue.

As you are very conversant with the
public utility companies, you will know
why they do not adopt this idea. You
can realize that it would save them mii-
lions of dollars per year in bad debts and
worry if the thing was good. In the first
place, 1 think you know and I know of
plenly of people who have decided all of
a sudden to put a certain amount of mon-
ey away eaeh and every week in order
to accumulate a savings account, and
what was the result?

The answer to this problem is that they
do it for a short while and then start to
procrastinate.  The people buying these
things, in my opinion, are interested
mainly in three things. First, keeping up
with the Joneses, second, no down pay-
ment, and, thirdly, twenty-tive cents.

Put yourself in the position of the de-
partment store selling on this basis, They
have to pay cash for the job to the manu-
fucturer. ‘They have to dcliver the job,
which will cost them at least $7.50. They
have to pay interest on the money bor-
rowed to pay the manufaclurer for the
Job.  They have to buy, and I believe the
price is $25.00, the clock to put on the
Job, which means this much profit taken
from them.

Now, from the customer’s angle, the
mos: he will pay is $7.50 per month, or
about $90.00 per annum. Supposing peo-
ple buy them that are Jjust renting the
place, they will probably get out and
leave the thing, and I don’t doubt for one
moment that many of them will rifle the
clock before they leave, just in the same
way as people rifled gas meters.

I firmly believe that the average job
coming out of a home would cost at least
$15.00 to put in presentable order again.
There would also be another $7.50 for
cariage back again.

Another bad feature to this Job is that
I fear some of these wise guys will relay
the wires so that they miss the clock.

My firm opinion is that the class of
people buying refrigeration on this score
are people who should not be sold me-
chanical  refrigeration. When anvone
takes into consideration the remarkable
terms and conditions offered by the pub-
lic utility companies today, T do not see
that anything further is necessary. To
be frank with you, were I a dealer, 1
would not even entertain the idea, as 1
firmly believe the cost of cartage, recon-
ditioning, collector emptying boxes, in-
surance against holdups of the collector,
and cost of clock, would mean a pretty
poor deal for the dealer.

I am asking that you do not cite me
on this letter. These are personal feel-
ings, and have got nothing to do with
our corporation.

Very truly yours,

—
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The Last Worad

Compiied as The JOURNAL goes to press, to give the last word of news

Clock Patents

Kodel Electric & Mfg. Co. has
been found guilty in the U. S.
District Court at Cincinnati of
infringement and contributory
infringement of synchronous
electric clock patemts held by
Warren Telechron Co. An in-
junction has been issued against
further violation. The device
said to be infringed is used by
about 10% of all A.C. clocks.

J. M. Spangler Manager
Raytheon Tubes

National Carbon Company, Inc., has
announced the appointment of J. M.
Spangler as manager of its Eveready
Raytheon Tube Division, succeeding Fred

J. M. Spangler

D Williams, who recently resigned to be-
come an officer of P. R. Mallory & Co,
New York City. Mr. Spangler’s appoint-
ment follows sixteen years’ connection
with the company, during which time he
has held many important positions.

E. A. Nicholas Elected
RMA Director

E. A. Nicholas, sales manager of the
RCA Victor Company, of Camden, New
Jersey, is a new director of the RMA
Board, succeeding E. E, Shumaker, presi-
dent of the Camden organization, who is
retiring and resigned from the RMA
Board. At the November 19th meeting
of the Association’s Board of Directors,
Mr. Nicholas was elected to fill the un-
expired term of Mr., Shumaker, ending
June, 1933,

H. E. Young Joins Gibson

Refrigerator Manufacturing Organization
Attracts Many Prominent Radio Executives

The welding of the refrigerator indus-
try with that of the radio and phono-
graph is remarkably well illustrated in
the new line-up at the Gibson Electric
Refrigerator Corp., Greenville, Mich., of
which Herbert E. Young has just been
appointed Eastern representative. Mr.
Young finds himself with a host of earlier
friends.

Gibson is headed by Charles J. Gibson,
president, Frank S. Gibsoen, Jr., vice-
president in charge of sales, and John
Lewis, vice-president and general mana-
ger. These men have grown up in the
refrigerator industry, Last month the ap-
pointments of F. A. Delaro as general
sales manager, Harry H. Bailey as assisi-
ant sales manager in the West, and W.

R. Marshall as sales promotion manager
in the East were announced. Mr, Delano
has been training sales organizations in
the phonograph and radio field for years,
most recently being associated with Ma-
Jjestic, where both Mr. Bailey and Mr.
Marshall were employed. Other recent
Gibson appointments from the radio in-
dustry include: P. W. Peck, formerly of

Majestic; George M. Farrin, formerly
with RCA-Victor; H. G. Seldomridge,
formerly of RCA-Victor, and J. F.

Krankel, formerly with Majestic.

H. E. Young takes control of the Gib-
son sales in the entire Eastern sector, in-
cluding such Metropolitan centres as
Cleveland, New York, Boston, Philadel-
phia, Baltimore, and Washington.

Radiotron-Cunningham
Sales Unified

Unified sales direction of Cunningham
and Radiotron has been announced hy
E. T. Cunningham and G. K. Throckmor-
ton, G. C. Osborn becomes vice-president
in charge of sales for both companies.
Meade Brunet is Eastern sales manager,
M. F. Burns Central sales manager, and
F. H. Larrabee Western sales manager.

The individuality of the two tube
brands will be maintained by two dis-
tinctive sales promotion programs.

Five New Southern

Zenith Distributors

Murphy & Cota, factory representa-
tives, have appointed the following
Zenith distributors in the South in the
past six months: .

Phillips & Buttore Mfg. Co., Nashville,
Tenn.; A. Baldwin Company, New Or-
Leans, La.; Stratton-Warren Hdwe. Co.,
Memphis, Tenn.; Allen & Jemison Com-
pany, Tuscaloosa, Ala.; Dinkins-Davidson
Hdwe. Co., Atlanta, Ga.

Jim McKee Joins
Kolster

Ralph B. Austrian, sales manager of
Koister Radio, Inc., has announced the
appointment of James McKee to the sales
staff of Kolster Radio, Inc. Jim entered
the radio business seven years ago in the
distributing field. For four years he was
with the Atwater Kent Manufacturing
Company. Later, with Westinghouse, Mr.
McKee was assistant merchandising man-
ager, and then assistant to the radio sales
manager.

Stevens Hotel Again
Show Headquarters

The Stevens and Blackstone Hotels, in
Chicago, will again be hcadquarters for
the hosts of the radio industry in May,
1932, for the Eighth Annual Convention
and Trade Show of the RMA. The trade
show will be held again in the grand ball
room and exhibition hall of the Stevens
Hotel, with 80,000 square feet of exhibit
space.

Plans of the RMA Show Committee for
the 1932 industry events were approved
November 19th by the Association’s
Board of Directors at their Cleveland,
Ohio, meeting.

Special trains to the RMA conclave in
May will be run from New York by both
the New York Central and Pennsylvania
Railroads. These will afford the usual
special entertainmenis and accommoda-
tions for eastern visitors to the Chicago
events.

Petrie Appoints 9 New
Leonard Distributors

R. 1. Petrie, sales manager of the
Leonard Refrigerator Co., has appointed
the following distributors:

Southern Wholesalers, Inc., Washing-
ton, D. C.; Ozark Motor Supply, Spring-
ficld, Mo.; Vermont Hardware Co., Bur-
lington, Vt.; D’Elia Electric Co., Bridge-
port, Conn.; Frank M. Brown Co., Port-
land, Me.; National Automotive Equip-
ment Corporation, Syracuse, N. Y.; Capi-
tol Paper Co., Indianapolis, Ind.: J. J.
Dougherty, Inc., Milwaukee, Wis, and
Birmingham Electric Battery Co., Bir-
mingham, Alabama.
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Vote Now! X

How Do You Want Your Tubes Priced?

Higher? Lower?

Can you make money on radio tubes at present
Prices? . ...

Did the recent price reduction stimulate your sales?

Can vou sell one line of tubes that are priced higher
than the others in your store and make more money for
yourself and salesmen? ............. ... ...

Should present replacement policies be abolished?

Have tube testers helped you sell tubes? ...........
Have they helped you sell other merchandise? . . ...

e o o What?

The JOURNAL wants to help make the selling of radio tubes
profitable for the dealer. Will you please tell us what you want?
Are you a distributor, dealer or manufacturer?

Name «.coveenennn e e e

Address .. vvvivii i e e

Mail 1o RADIO & Electrie Appliance JOURNAL, 5941 Grand
Central Terminal, New York, N. Y.

No Changes Planned in
Fada Prices

“As evidence of our conviction that
commoditly prices for both basic raw ma-
terials and manufactured articles of good
quality will go no lower, we have just
issucd a bulletin to the radio trade which
guarantees that there will be no change
whatsoever in present Fada prices,” said
Frank Andrea, president of the Fada
Company, in a statement issued recently
from his Long Island City headquarters.

Mr. Andrea’s bulletin said in part:

“Distress merchandise of certain makes
is now appearing on the market. There
will be no distress Fada merchandise.
Fada prices are firm and are based on
fair value of manufacture and will not
be reduced.

“There will be no liquidating sales of
Fada merchandise, because we have noth-
ing to liquidate. Ior several months now
our production has been ‘geared to sales,
and we intend to keep it so geared
throughout the future.

“All distributors may therefore main-
tain reasonable stocks of all models of
Fada machines, with definite assurance
that there will be no price reductions and
no dumping, and they may give similar
assurance to their dealers, and the deal-
ers may in turn give similar assurance to
their customers.”

MacDowell Joins Howard

Lanin Music

T. Wayne MacDowell, formerly of At-
water Kent and later organizing conven-
tions for a number of companiecs, has been
appointed business manager of Howard
L.anin Music¢, of New York.

% Vo /A
’ 7

AvubioL A
“Known for 14 %ne" '
SUPERHETEROBYNES

AND MIDGETS

High Grade Set Builders
Bince 1921

AUDIOLA RADIO CO.
CHICAGO .

/]

Universal Microphones

Proved Value — Superior Performance

Unparalleled values at rock-botton prices. Enthusiastically

\\_ endorsed for every sound use.

Exclusive design features. Super- The New
careful  workmanship. I'il‘este(} MODEL “BB”
performance. Complete line o H 5
microphones, stands. cables, ctc. List Price $25.00
. . . at challenging prices. Un-
conditionally guaranteed. Con-
sider carefully the UNIVERSAL

line before you buy. For

sale by dealers everywhere.

2-Button Handi-Mike
List Price $15

Universal
Microphone Co., Ltd.
1163 Hyde Park Blvd.

Inglewood, Calif.,, U. S. A.

SAN FRANCISCO MAN

Who knows the trade, wants to handle line
of radios, refrigerators, washers and cleaners in
Californmia from San Francisco. Kmnow jobbers
and dealers and can transaet a profitable busi-
ness for manufaeturers,

All letters eonfidential. Write to me at

e/o RADIO & Electrical Appliance JOURNAL
5941 Grand Central Terminal, New York

BOX S.F.
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MODEL
135
CHASSIS

Why handle nan-descript merchandise on which you sacrifice profits as well
as your reputation, when you can buy tbe 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 537 Model 547A
Pentode VariableMu Pentode 5-tube Super- Pentode 6-tube direct Pentode i-tube Super
Super Het chassis, Tuned radio fre- current chassis; em- Tuned radio fre
< . i Ith quency. Variable-Mu ploys all heater type quency. Variable-Mu.
same ‘“ha'“’ Ao 8 chassis of tremendous tubes and provides The mighty “Cub’ of
tubes 3fodel 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 descrtving the
entire line of new 1932 DeWald-R.C.A. Licensed Receivers.

D:WALD

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

PIERCE-AIRO, Inc.

MANUFACTURERS OF FINE RADIO SETS FOR TEN YEARS

512 SIXTH AVE.
NEW YORK CITY

MODEL 547A
NEW 5 TUBE MIGHTY CUB
OF THE AIR

WIT

d THE JOURNAL ADVERIISERY
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MORE THAN 20,000 CIRCULATION

ARTICLES, FEATURE STORIES, TRADE NEWS

ASSOCIATIONS

RADIO MANUFACTURERS’ ASSOCIATION

Bond P Geddes, Execut:ve Vice-President
11 West 42nd Street, New York, N. Y.
M. F. Flanagan, Executive Secretary,

32 W, Randolph St., Chicago, Ill.
Presdent: J. Clarke Coit.

1st Vice-Pres.: A, S. Wells.

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

RADIO WHOLESALERS’ ASSOCIATION

H. G. Erstrom, Executive Vice-President.
82 West Randolph St., Chicago, Il
President: Louis Buehn,
Vice-I’'ves.: James Aitken, David Goldmar, H. E.
Richardson, D. M. Trilling, A. A. Schneiderhahbn,
F. &. Wiche.
Secretary: H. J. Shartle.
‘I'reasurer: Robert Himmel.
Chairman: tlarry Alter.

MATIONAL ASSOCIATION OF
MUSIC MERCHANTS

Delbert L. Loomis, Executive Secretary.
45 West 45th St.. New York N. Y.
President: Edwin R. Weeks.
Viee-’'res.: Jay Grinne!l, C. 1I. DeAcres, W. W. Brad-
ford. Phil A. Lchman.

Secretary: Chatles H. Yahrling.
‘Treasurer: Carl A. Droop.
NATIONAL ELECTRICAL

MANUFACTURERS’ ASSOCIATION

Arthur W. Berresford, Maaaging Director.
420 lL.exington Ave., New Yovk, N
I’resident: Clarence L. Collins.
Treasurer: R. 1. Goodwillie.
Vice-Pres.: F. R. Fishback, C. H. Strawbridge, S. L.
Nichoison, D. R. Bullen, W. E. Sprackling.

VACUUM CLEANER MANUFACTURERS’
ASSOCIATION

C. G. Frantz, Secretary & Treasurer.
1067 E. 152nd St., Cleveland, Ohio.

Chalrman: Julius Tuteur.
Vice«€hairman: C. A. Parker.

WASHING MACHINE MANUFACTURERS’
ASSOCIATIONM
J. R. Bohnen. Secretary.
80 East Jackson Bivd
President: E. N. Hurley, J-r.
Vice-Pres.: R. D. Hunt, A. H. Peters.
Treasurer: W, H. Voss.

16MM BOARD OF TRADE

A. D. V. Storey. Treasurer & Fxerutive Secretary.
Hotel Victoria, New York, N. Y.
President: Julius Singer.

Vice-I'res.: A. B. Arers.
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VEN FREE!

ONICKOK SPECIAL

A.

10.

C. 4301 (List Value $750.00) and
WHAT IT DOES
[ ]

. Reads dynamic mutual conduct-

ance directly on meter.

. Reads plate current directly on

meter.

. Reads grid current or gas directly

on meter.

. Checks for cathode-filament

leakage.

. Indicates shorts between all ele-

ments of tubes on series of colored
lamps.

Supplies up to 250 volts DC for
plate circuit, thus making possible
a dependable and accurate test.

. Checks all type tubes.

. Meters cannot be burned out or

injured.

. Operates from 60 cycle 110 volt AC

line—requires no batteries of any
kind.

Compensatesforallline fluctuations.

It Gels Customers

into Your Store!l

Every dealer who subacribes to the Tung-Sol Preferential
Dealer Plan may get this $750.00 Hickok T ube Tester abso-
lutely free of charge. Also valuable advertising aids for the
promotion of a tube testing service and the sale of tubes.

Dealers whe have adopted the Tung-Sol Plan are making a
great suceess with it. Many are paying their rent or overhead
out of the extra tube sales.

Thiz Tube Tester whieh proves tubes by light and dial
before the customers’ eyes, gets people to bring in their tubes
for testing. Half the battle in selling new tubes iz to get the
old ones tested. Naturally, it is easy for you to replace old or
worn tubes with new Tung-Sols. The sale really makes itself.
In additien you sell other merchandise, for you get the people
intoyourstore which is the first requirement in a retail business.

Write today for full details of the Tung-Sol Preferential
Dealer Plar: and full description of the equipment and material
given free. An inquiry places you nnder no obligation what-
soever. Address our nearest branch.

TUNG-SOL

RADIO TUBES

One of the Famous Tung-Sol Proeducts
Made by TUNG-SOL RADIO TUBES Inc., Newark, N. J.

Lirensed unider patents of the Radio Corporation of America

Sales Divisions: Atlentu, Baltimore, Boston, Charlotte, €hicago, Cleveland, Detrait, Kansas City,
Los Angeles, New York, St. Paul,




8 NEW MODELS

2 ALL-PORCELAIN ANOTHER SOURCE OF PROFIT
FROM THE SAME OVERHEAD

LEONARD

with the “LEN-A- Dor”

and many other

EXTRA FEATURES! !

Everyone who has seen the new Leonard — ‘
distributors, salesmen, competitors, news-
paper men and engineers—is agreed that it

is @ beauty—and that it WILL SELL.

It has many features —some of which are
exclusive—others that can be had only on the
larger, more expensive electric refrigerators.

The “LEN-A-Dor”—a touch of the toe and
the door swings open—is unmistakably the
greatest sales feature in electric refrigeration
to-day. And only Leonard has it. But you must
see this remarkable Leonard achievement
before you can appreciate how outstanding it
really is. It is the result of more than half
a century of experience in household
refrigeration.

The Leonard franchise offers an unusual

and the
opportunity for radio dealers to level the

door == peaks and valleys of seasonable business,

and insure steady, profitable volume. Wire

swings " or write for details without delay, as terri-

tory is being rapidly closed.

LEONARD REFRIGERATOR COMPANY
DETROIT, MICHIGAN





