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Today the woods are full of them—radio brands, not
tigers.

But choose the wrong one and you’ve got a tiger by
the tail—a brand you won’t want to hang onto and yet
won’t dare to let go of once postwar selling gets down
to bare-knuckle competition.

Best way to avoid that is by making the right choice
now—and the only thing you can be sure of from past
history is this: In postwar years a lot of new brands go up
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to the top, oldtimers often have trouble holding their own.

Get the facts . . . all the facts . . . then your decision is
on safe ground. And for some of the most thought-pro-
voking facts about the future of radio selling, get the
just-published Olympic Radio brochure, *“A Man HasTo
Think Twice.”” Backed by more than 10 years’ leadership
in the export radio field, Olympic now makes an an-
nouncement of unusual significance for you.

Just mail the coupon below. You’ll receive the brochure
pronto.
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ES, TODAY, after three and a
half years of war, the nation-
wide organization of Philco dis-
tributors presents a solid front that
spans the country ... the strongest
distributing organization in the

appliance field.

Philco is particularly proud of the
record of those distributors during
the trying days that taxed their
ingenuity and resources. What they
have accomplished under extremely
difficult conditions to render service
to Philco users ... what they have
done to help their dealers stay in
business . . . all this is brilliant
testimony to their initiative, their

lclory, Ugacre,

enterprise and their resourcefulness.

Today, that solid, strong, successful
organization of Philco distributors
is one of Philco’s most important
assets for the future. They are mak-
ing their plans now to fulfill the
opportunities and the obligations
of the Greater Philco of Tomorrou.
When the ““Go” signal is given,
they’ll be ready to serve their dealers
in every section of the country with
their seasoned experience in the
appliance field and their intimate
knowledge of Philco merchandis-
ing, promotion and service.

That, too, is Philco Leadership!
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‘Spot’ Production
Expanded by WPB

The War Production Board re-
cently added trucks, passenger auto-
mobiles and radios to the list of
civilian articles which may be manu-
factured in limited quantities under
the “spot authorization procedure.”
Immediately, however, spokesmen
for the agency stated they could hold
out no hope for speedy production
of these items.

Officials explained that the appli-
cation of the “spot” ruling, which
now guarantees neither priorities as-
sistance nor materials allotmernts, to
the three new civilian items was
chiefly an intermediate step taken be-
fore lifting altogether the limitation
orders which have heretofore for-
bidden production.

Manufacturers who wish to under-
take production of these civilian
“hard goods” will apply to local pro-
duction, manpower and military of-
ficials. If it is decided that man-
power and materials are available,
quotas placing a ceiling on produc-
tion will be assigned to applicants
with the explanation that they will
be given no help in finding mate-
rials, components or other essentials
to production.

Maximum Average Price Plan
Presented to Phonograph
Record Manufacturers

At dn organizational meeting of
the Phonograph - Record Manufac-
turers’ Industry Advisory Commit-
tee with officials of the Office of
Price Administration in New York
N. Y., June 7, a plan calling upon

4
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manufacturers to maintain a maxi-
mura average price schedule for all
phonograph record production was
presented to the industry.

The proposed maximum average
price plan would be similar to others
that have been put into practice by
OPA in other industries. The ar-
rangement would require each man-
ufacturer to sell records in each price
range in such propertion that the
maximum average price during any
one quarter would ke equal to the
maximum average price obtained in
a designated earning period.

Industry representatives pointed
out a number of difficulties of setting
a representalive earning period and
a base period for determining maxi-
mum prices and will submit a brief
in which they will suggest repre-
sentatives base periods to OPA.

The period from 1936 to 1939 is
frequently used by OPA as a period
of representative peacetime earnings,
but record manufacturers contend
these years are not their representa-
tive earning years, since marked
business expansion began for them
in 1935. Many new manufacturers
entered the field, and the industry
feels that the years 1936-1939 do
not allow for the increased capital
investment in the industry and
therefore should not be used as a
base period.

Milton Diamond, Decca Records,
Inc., 50 West 57th Street, New York,
N. Y., was elected chairman of the
industry committee. Other comnmit-
tee members are: J. W. Murray,
RCA Victor Corp., Front and Coop-

er Sts., Camden, N. J.; J. Gerl, So-
nora Radio & Television Corp., 325
N. Hoyne Ave., Chicago, Ill.;: Paul
Puner, Musicraft Corp., 40 West 46th
St., New York, N. Y.; Edward Wal-
lerstein, Columbia Recording Corp.,
1473 Barnum Ave., Bridgeport,
Conn.; Glenn Wallichs, Capitol Rec-
ord Co., 1483 N. Vine St., Holly-
wood, Calif.; Eli Oberstein, Majestic
Record Co., 29 W. 57th St., New
York, N. Y.

Restrictions Lifted on
Construction of Broadcast
Stations

Tht manner in which amendment
of Limitation Order L-41 to allow
more freedom on small construction
jobs will affect the broadcasting in-
dustry was outlined recently by off-
cials of the War Production Board’s
Radio and Radar Division.

Construction in connection with
a broadcasting station may now be
undertaken without WPB permission
where the amount involved is not
more than $1,000, the previous max-
omum having been $200. This ap-
plies to alterations to an existing
building and to the conversion of a
building to a new use as well as to
the construction of new buildings.
The cost of new equipment being in-
stalled must be included in the cost
of the job.

The kind of installation that must
be considered construction under the
terms of L-41 is set forth in Inter-
pretation 9 of the order. Under the
interpretation, the construction of a
new radio station is covered by the
order.
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Family Desires for the coming Arvin Top Flight Radios |
are being pre-sold to customers for you—through a se fos |
?f full pages, like the one reproduced below ‘abpea;lx:as {
in current issues of The Saturday Evening Po'st Collier’g |
Weekly and Better Homes and Gardens. All thi; pre-sellS
ing effort~wi}l add up to fast sales for Arvin dealers later-

MOTHER: Ah-h-h. .. now we'lihave Schubert's
Unfinished Symphony!
DAD: Symph shucks! Let's hear the ball

game.
NANCY: But, DAD! I've been waiting for the
“Southern Swingsters 2
JIMMIE Hey, Mom! Hoy, Pop! 1 wanta hear
~Buck Broncho!™

T E ANSIWER, of course,1s Arvin Top Flight Radios —plent

one for cach member of the family

of Arvins
stairs, downstairs, all through

Then there’ll he no conflicts, 0

.. Arvins up-
the house — and outdoors, tov.
r arguments or disappointments.
be an Arvin for cach person.

Somewhere in the home there'll
Mother can get the programn she wants. So can Dad and Nancy

and Jimmie. As Mother does her daily houschold tasks, she'll
find an Arvin in almost cvery room (0 cheer her as she works.

The new linc of Arvin Top Flight Radios will include a wide
d small models, There'll be radio-phonograph
ecord changers and FM, table and
floor modcls, portables and farm battery sets. With them you
can radio-cquip your home completely and economically. And
in the very near future there’ll be other Arvin Family Products,

too, to add to the comflort an

choice of large an
combinations with automatic

d pleasure of your home.

ARVIN FAMILY PRODUCTS are engineered ond built by N

perience in manufacturing

2% years’ ex

here'll be a wide

Comlng: As peacetime production begins, t
Arvin Top Flight

range of useful Arvin products for your home
Radios . . . Arvin Metal.Chrome Dinette Sets...Arvin Outdoor Metal
Arvin Portable Electric Healers Arvin Automa®c
Arvin Roll-a-Round Laundry
Arvin Car Heaters.

Furniture
Electric lrons and Other Appliances
Tubs Arvin All.Metal lroning Boards

OBLITT- SPARKS INDUSTRIES, INC,, Columbus, Indiano

Eleven plants in five indiana cities

GETTING BIGGER
ALL THE TIME
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AND WOMEN ARE THE BIGGEST BUYERS OF RADIOS

Eye-appeal means buy-appeal . . . particularly

to your women customers! And Sentinel’s complete
new line of quality radios has been style-and-beauty
approved by noted interior decorators and home furnishings
authorities to assure eye-appeal!

The reaction will be terrific—reaction that will mean
buying action—and profits for you! In all new Sentinel Radios—
new performance will be matched by new beauty—a perfect
combination for increased dealer sales! And the complete
Sentinel line means sales to all your prospects . . . It will
include AM and FM, AC and DC, Battery and Electric—
table models, portables, consoles, radio phonographs—a
radio to harmonize with every room in every home!

Amy Freeman, noted
authority on home
Sfurnishings, in consul-
tation with Sentinel
executives regarding
feminineeye-appeal in
comingSentinelmodels.

For Studio Tone in Your Home

L 2
Sentln El RADIO CORPORATION

2020 RIDGE AVENUE, EVANSTON, ILLINOIS
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Dear Mr. Parks:

Received your nice letter about the
special meeting of the Radio Service
Association in Baltimore, but since
our last meeting I have been called
to the Army Air Corps. My wife
still sends me Radio Television Jour-
nal and Electric Appliance Journal,
and I have looked forward to receiv-
ing them each month.

Since I was unable to attend the
meeting in Baltimore on May 24th,
I hope you will be good enough to
let me know what was decided. Hope
to'see you soon again.

Sincerely,
Charles T. Reichert.

592 A. Air Base,
Squadron B, Box 779,
Ferrying Division, A.T.C.,
Fort Dix, New Jersey.

* * * It was very good to hear
from Mr. Reichert, and we were sur-
prised to learn that since our last
meeting he had joined the Army Air
Forces. We were especially glad to
learn that he still receives his Radio
Television Journal and Electric Ap-
pliance Journal, and hope they are
doing a job for him in keeping him
informed of the latest developments
in the radio world.

We were sorry he couldn’t attend
the meeting and hope the report in
the July issue of the Journal will
be of great help to him in follow-
ing the events of the meeting. We
bring such detailed reports of these
meetings to help all associations
throughout the country as well as to
keep those who are unable to attend
abreast of the meetings’ agenda.
Progressive associations like the
Radio Service Man’s Association of
Baltimore can serve as a blueprint for
similar groups in the forty-eight
states, and any new organizations
that want assistance in forming their
constitution and by-laws should con-
tact the Association Editor of Radio
Television Journal.

Dear Mr. Parks:

The formulation of data on the
question of “Trade-ins” we endorse
as a worthy service to the trade in
general; however, we find it difficult
to answer your questions specifically
as outlined.

Here in Hawaii perhaps our prob-
lem has always been of a different
nature than that faced by mainland
merchants. We, of course, had the
“trade-in” problem with us, but be-
cause of our distance from a heavily
competitive market, most used mer-
chandise was traded in at a very low
figure, or perhaps more near to its
actual value than in any mainland
areas.

With the varied economic status of
our population there was always a
ready market for repaired or rebuilt
“trade-in” merchandise. Again, be-
cause of our war prosperity, plus the
untold thousands of military person-
nel which will pass through our
area, plus the fact that merchandise
of all types will be practically worn
out by the time we can offer new
goods, we do not look forward with
any trepidation for some time to
come on the problem of trades. We
certainly expect to be so short of
merchandise that few trades will be
needed, but those we do accept will
be at such a figure that they can well
be sold for profit or junked com-
pletely and eliminated fm‘n the mar-
ket.

Very truly yours,

Jack jenkins.

Bergstrom Music Company,
1045 Fort Street,
Honolulu, Hawaii.

* * * It was very enlightening to
receive Mr. Jenkins’ comments on
the “trade-in” situation out in Ha-
waii. It was especially interesting to
note that conditions in Hawaii are
not so very different from those that
prevail here on the mainland, and
Mr. Jenkins’ attitude toward “trade-
ins” does not seem greatly at var-

iance with many of the dealers who
recorded their reactions in the June
Radio Television Journal survey on
“trade-ins.”

In common with the majority of
the dealers in the survey, he does not
expect “trade-ins” to loom as a very
major problem in the immediate fu-
ture since merchandise is scarce and
old radios will also be almost totally
useless. Many dealers are apt to
forget, however, that once the imme-
diate postwar boom has passed,
“trade-ins” will reappear as a knottty
problem. The public may be will-
ing to buy a new radio as soon as
possible after V-J for the full price
and with no questions asked, but
when that new set begins to wear the
old problems will return. Because
of this situation, we feel the question
of “trade-ins” should be given seri-
ous consideration by all radio dealers
and that united action should be
taken before the problem actually
crystallizes.

Remember, if you have any sug-
gestions how to deal with this ques-
tion, we will be glad to print your
ideas. The active exchange of ideas
among our readers often highlights
some of the most vital problems of
the day, and gives everyone a chance
to get down to fundamentals.

» » »

Dear Miss Dooley:

I wish to thank you for the addi-
tional information you gave us over
the phone in connection with the ar-
ticle “How to Operate a Radio Con-
cession Department,” which ap-
peared in your May issue.

I found the article extremely inter-
esting and hope to possibly use the
general theme of this article as a basis
for an operation we have had in
mind.

Very truly yours,

J. Hoffman, President.

Home Radio Service, Inec.,
324 East 34th Street,
New York, N. Y.

(Continued on page 10)
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4640-50 W MARRISON STREET
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CHICAGO ads. ILLlNOIS

Almost two years ago—long pefore VE Day ¢/as in sight——CLARlON, in the midst of war produc-
tion, developed a 6-point program as the Lsis of peacetime operations. Here it is again:
1. To direct CLARION RADIO sales through independent appliance distributors and dealers,
assuring them adequate merchandis to meet public demand.
2. To apply to civilian production the ~ngineering and designing skill gained through our work
for the armed forces—plus our years of experience in building fine radios.
bles, farm sets, table

3. To produce 3 complete, carefully planned line of table models, porta
combinations, consoles and console combinations that will enable the Distributor and Dealer
demands with a minimum inventory.

to satisfy his customers’

4. To produce only those models of radios which careful analysi
that the public wants.
A tranchised line that will have continuous public demand because of well-develo
ing features and trouble-free performance.

6. To insure public acceptance of our product through liber

s on dealers’ floors has shown

ped sell-

al sales promotion and advertising

help.
Today, despite the fact that it was @ long view ahead, CLARION RADIO'S 6-point program re-
quires not a single amendment.

undness of CLARION RADIO planning. From

Time has only served to confirm the fundamental SO
it has sprung @ strong national Distributor organization.
h a friendly organiza-

Should you become @ CLARION RADIO dealer you will enjoy affitiation wit
tion that knows exactly where it is going and how to get there.
Cordially yours.

e

Reau Kemp
General Sales Manager
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RECORDI

Instantaneous Recording Blanks

= g

e e

...because making

“SNAPSHOTS-IN-SOUND"

is fun...

. « . leading dealers will teetify
that more people make instan.
with
RecorDiscs than with any other
blank in America. These prae-

taneous home recordings

tically self-selling RecorDisc
blanks provide a steady market
for profitable sales twelve

months of the year.

WPB,
we are able to produce a lim-
of fine

have a flawless,

By permission of the
ited quantity these
blanks. They
mirror-like
available

Contact

surface, and are
in pre-war qualities.
your mnearest Recor-

Disc representative.

THE RECORDISC CORP.

395 BROADWAY, NEW YORK 13, N. Y

Cable Address: Recordisc, New York, N. Y
Export Dept: Royal National Company, Inc.
89 Broad Street, New York

Readers Write

‘ (Continued from page 8)
|

% * It was very gratifying in-
deed that our feature article, “How to
Operate a Radio Concession Depart-

(

| |\ment,” proved of such high value to

| Mr. Hoffman.

As he told us in a
telephone conversation, this article
|answered many of his questions on
the numerous problems attendant to
switching from independent owner-
\ship to a department store concession.
| As we understand it, he planned to
\make this change in the near future,
and used our article as the basis for
his operations. It is our constant
endeavor to print only those articles
which will prove the most practical
and informative for every radio serv-

| | ice-dealer, and when, as in this case,

we feel we have reached our goal,

{ it becomes a source of real satisfac-

tion.

If we can help any others of you
with this or similar problems, we will
be glad to drop you c line. Only by
keeping in constant touch with our
readers can we hope to serve you
adequately.

Gentlemen:

Our clients are interested in receiv-
ing a one-year subscription to your
publication, “Radio Television Jour-
nal.”

Kindly enter the name of our cli-
ents on your mailing list, sending the
publication direct via printed matter
post to the following address:

Mr. Anthony Scerri
The Malta Movie News
53 St. Pauls Street
Valletta, Malta

Thanking you in anticipation of
your prompt attention, we are,

Yours very truly,
L. C. Melnick.

Gerhard & Hey Co., Inc.,
44 Whitehall Street,
New York 4, N. Y.

* * * It makes us feel real proud
that a fellow publication in faraway
Malta is interested in receiving cop-
tes of your Radio Television Journal.
It has long been a source of consid-
erable satisfaction to us that radio
service dealers from all corners of
the globe have faithfully subscribed
to our magazine, but it is rare that
we get the opportunity to send copies
of the Journal to trade publications
in such distant lands.

We'd appreciate it very much if
Mr. Scerri would take time out from
his many duties to send us a copy of
his paper, The Malta Movie News,
and if he’d also drop us a line giving
his reactions to Radio Journal. That
way we could really “see ourselves as
others see us,” and find new ways to
make your magazine more interest-
ing and better informed.

RADIO JOURNAL SENT TO BARCELONA!
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“Why 1s Sparton
; Radio’s most desirable
Franchise?

@ Sparton’s exclusive dealership policy under
the S.C.M.P. gives dealers the power to sell
against any competition—at a profit.

@ Sparton has built consumer acceptance with
strong national advertising.

@ Sparton has back of it a strongly financed
company with 45 years experience in pre-
cision electrical equipment manufacturing.

@ Sparton has 5 modern, fully equipped plants
capable of producing large volume with no
sacrifice of quality.

@ Sparton engineers have made many famous
contributions to radio — and the new line
will be equally advanced.

@ Sparton has always been a pioneer in sales
features.

@ Sparton has been a favorably known name
in radio for 20 years.

sk Recent advertisement announcing Sparton deal-
erships were open in some territories received
over 300 phone calls, more than 600 wires and
approximately 4,000 letters.

A view of one of the Sparton assembly lines. Equipped
with the most up-to-the-minute precision equipment
available. Many of the machines were specially
designed by Sparton engineers to insure peak produc-
tion with maximum inspection. 5 plants have been
modernized throughout, providing unequalled facilities
for manufacture of quality radios.

Write today for complete information on S.C.M.P. for your community!

Address: Ed. Bonia, Sales Manager, Radio and Appliance Division

THE SPARKS-WITHINGTON CO., JACKSON, MICH.
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I’D LIKE to draw your particular
attention this month to the re-

production of a Sears-Roebuck ad- CM y

vertisement which appears in the ?/’ You Can Buy the
upper right hand corner of this

rage. This advertisement was pub- RADIO TU BES at SEARS

(;Zl;e%;a"s}fi;;tcg:tﬁ:?x: t;‘:ju:n In the Type You've Been Waiting For!
see it offers the public hard.to%et Famous Silvertons . . . Guaranteed to Give Satisfaction
tubes—tubes which very few parts
jobbers or radio servicemen have
seen for two or three years. What
is even more significant, these
tubes are advertised at prices be-
low that which the average parts
jobber has to pay, not to mention
the exorbitant prices servicemen
have been paying during recent
times.

Furthermore, Sears is offering
these tubes under their own brand
name. Now this raises certain e S
questions which every parts jobber A on Sl ol
and serviceman should do his best
to have answered. To begin with,

if these tubes are pre-war models,

Fouwr Conveniently Located Stores

Wacsasin Ave. st Aemaris (16} ORdway N2
i 911 Blodowsbury Rood NE. (2) Fonkfin 7500
it seems to me that government pily o i P
agencies have been lax in allowing 28 Goorgia Ave. NW, (11} Andoiph 1122

them to remain on the market.
They were quick to seize the Phil-
lips tubes for use in the Na
despite evidence that these tubes were unfit for naval use. This being so, why were
these tubes left in circulation? On the other hand, if these tubes have been pro-
duced recently, it seems to me there must be something unfair in a situation which
allows big mail order concerns to obtain tubes which are denied to the average parts
jobber and serviceman.

I feel this whole matter of advertising hard-to-get tube types to the public is some-
thing our industry is going to have to solve very soon. If there is enough productive
capacity to manufacture tubes today for a large outfit like Sears, and in such quantity
that they can sell them at reduced rates to the public, then it stands to reason there
must be enough productive capacity to manufacture these tubes for the thousands of
servicemen and parts jobbers who have tried in vain to obtain them.

Therefore, let me suggest that you write to your Congressman today and
bring this unhealthy situation to his attention. This is the only way we will be able
to stop the unfair, cutthroat competition which is represented by this advertisement to
the general public for hard-to-get tubes. This, combined with the fact that most radio
servicemen are forced to hold up vital receiver repairs for lack of tubes, will result
in another black eye for the servicing industry. The public will at once assume that
the serviceman could get tubes if he wished, and is merely using the tube shortage as
an excuse to fleece the public.

If Sears can get the tubes—why can’t every parts jobber and serviceman get
them too?

Allﬂllﬂo’mhﬂul’—dlmbcmlnru.

Yot (45—
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Littelfuse, the first manufacturer to receive Underwriters’
Approval on glass-enclosed fuses in current ratings over 3
amps at 250 volts NOW has Underwriters’ Approval on
fibre-enclosed fuses from 10 amps to 20 amps at 250 volts.

These 3 AB “TINY MIGHTY"” fuses (1Y%xY dia.) will
take the place of bulky cartridge or plug fuses and mountings
used in heavy-duty electric appliances, power supplies, ampli-
fiers, communications and electronic equipment, radio, motor
circuits, etc. To reduce fusing space and weight get approved
protection with 3 AG and 3 AB“TINY MIGHTY" Littelfuses.

Ranges of Underwriters’ Approved 3 AG Littelfuses, 1/16
amp to 8 amps inclusive; Underwriters’ Approved 3 AB
“TINY MIGHTY” Littelfuses, 10 amps to 20 amps inclusive
at 250 volts or less.

LITTELFUSE INCORPORATED
4757 N. Ravenswood Ave., Chicago 40, lllinois

Plants in Chicago and El Monte, Colifornia.



Let Your Wartime Sia

Bring Postwar Sa

By Jimmy Kent
Merchandising Editor

Before too many of us let our-

selves be led astray by all the ethe-

real promises, the Utopian dreams,
and other forms of fantasy that we
have been hearing about this so-
called “Postwar Period,” it might be
a good idea to carefully analyze the
entire situation in the light of both
past experience and postwar plans of
other dealers.

During this conflict we have all
learned a great deal about merchan-
dising under difficult, and even cha-
otic, conditions. In many cases it
was necessary to handle substitute
merchandise, but in most cases other
features of the business that up until
this time had been subordinated to
the selling of new products, were de-
veloped to their fullest extent. First
and foremost among these phases is
the repair and service end of the
business. This phase was d:veloped
to a high degree, and in many cases
was the only thing that has kept the
business going during these trying
times!

Shall we

The question now is:

drop all our hard-earned war experi-

ence, and get on the “new stock”
bandwagon, or shall we remember
the lessons that we learned and
adopt our carry-over lines in the
postwar era?

Among the dealers who have found
an answer to this question is Ray
Cherrill, service manager of the
Witte Radio & Television Company,
of Philadelphia. He maintains that
while the great majority of dealers
will scramble to get all the new mer-
chandise they can squeeze into their
display space, he will continue to
place a great amount of emphasis on
the standby that kept the firm going

14

during the war. That is the installa-
tion of industrial sound equipment,
and the repair of radio and television
sets.

As Mr. Cherrill analyzes it, when
the war is over, the national income
will drop. When this happens, people
will survey their existing equipment
most carefully, and any item that can
be made usable through repairs and

A WITTE EMPLOYEE REPAIRS A TURNTABLE

servicing, will be retained and sent
down for the necessary work. Not
only that, but the Witte concern ex-
pects less competition in this field,
due to the fact that they feel all the
other dealers will be placing all their
efforts towards the sale of new mer-
chandise.

In view of this fact, any alert, pro-
gressive dealer who has a service de-
partment would be doing a wise
thing by enlarging and promoting
this part of his store. The same ap-
plies to servicemen. They are going
to be faced with the same conditions
that the dealer is, in sofar as repair
business goes, and it behooves them
to “clear their decks for action” on
the repair and servicing front.

Thousands of industrial plants
throughout the country have had loud

elines

€S

speaker systems installed, both for
intercommunication and as a morale
factor. Making these installations
represents a fine source of steady in-
come, as does the servicing of exist-
ing installations. Each time the loud
speaker system in a plant is serviced
its returns compare favorably with
those derived through the sale of a
piece of merchandise, and yet there
was no salesmanship or display
needed, and there is no thought of
having to contend with returned mer-
chandise.

Another factor to consider is that
once you either make the installation,
or are called in for the servicing, you
are looked upon as a “regular” serv-
iceman, and will be automatically
called in on other occasions where
the same type of equipment needs at-
tention.

During the war many hotels, fun-
eral homes and other businesses did
not rate a priority for sound equip-
ment, but felt that such equipment
was necessary. To meet this need,
many dealers that we have contacted
solved the problem by renting out
the necessary equipment on a long
term basis. Hotels especially were
interested, as they had need of the
speakers for conventions, business
gatherings, and large social events.

Where the demand for the equip-
ment was not steady enough to leave
the installation intact all of the time,
the system was removed, and rein-
stalled upon a call from the hotel or
other concern needing the service.
After a short period of time, many
of the dealers that had developed
this phase of their business found
that they were getting a considerable

amount of additional calls from peo-
(Continued on paze 18)
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KEEP YOUR EYES ON BELMONT

People are looking to Belmont for note- Belmont will offer the magic of television
worthy contributions %0 ped etime elec- on arge screen receivers. There will be
tronics. And their confudence will be fully Belmont radiog inspiring in performance
jueliﬁed. Belmont ski I8 that have been and beauty. N usic lovers will be able to
heightened by their successful applica tion enjdy new worlds of tone delight with Bel-
to wartime electronirs will yield new mont FM receivers and Belmont Radio
benefits for millions of buyers: anid Phonograph combinations- Keep your
mont’s pational adver tising 18 telling the ey=8 on Belment! Belmont Radio Corp-»

public about these ccming benefits noOW. 5935 W. Dickens Ave.,Chicago 39, 1llino1s.

Be\mént Radio ¥
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HIGH-YOLTAGE
CAPACITANCE
y

® Especially handy for compact radio or
electronic assemblies, Type 14 Aerovox
vertical-mounting oil capacitors enjoy
widespread populority. Recommended for
high-voltage filkter circuits such os coth-
ode-roy tube power supplies, and for
high-voltage by-pass circuits in trans-
mitters ond public-oddress equipment.

Meet the higher-voltoge operating re-
quirements, especially at high altitudes.
Immersion-proof one-piece molded bake-
lite pillar insulator and cap, for maximum
spacing between live terminal and
grounded can. Upright or inverted mount-
ing. 2000 and 3000 v. D.C.W, .01 to
.25 mfd.

® See Our Jobber . . .

Ask him ahout your capacitor needs. Ask
for latest catalog. Also for free subscrip-
tion to the monthly Aerovox Research
Worker. Or write us direct.

-
/v//?/ .‘{d

l& v
INDIVIDUALLY TESTED

Y

AEROVOX CORP... NEW BEDFORD. MASS., U. §. A

n Canada A[ROVOX CANADA LTD.. mmmu _ONT.
Expnn 13E 4051 Nszonx‘G N.Y.-Cable “ARLAB’

| record hit
| Shines on the Moonshiners.” This was

20 Yoars Ago in The Journal

In an apparent effort to boost record
sales during the customary summer
slump, Pathe started pushing its For-
eign Record repertoire, with attendant
claims to having the largest selection
in the world. Most of the other firms
in the industry also made Herculean
|efflorts to ward off the annual slack
season, but apparently with the usual
lack of success. And this in spite of
the fact that there was a great variety
of “portable” instruments on the
market.

There was a great hulabaloo raised
this month by the signing of popular
|singing star Marion Harris as an ex-
clusive Columbia recording artist.
This was even topped off with the
|dramatic proclamation of a Marion
|Harris week, from August 28 to Sep-
tember 3. Dealers were urged to or-
der all the necessary sales material
zmmedwtely, and to get a special let-
'ter out to every name on their mail-
ing list. This special event was timed
to inaugurate the opening of the Fall
|business season, for which everyone
had high hopes.

* € *

| . o
There was a certain trade practice

prevalent that was in direct violation
of the Sherman Anti-Trust Act,
|which was exposed in a feature ar-
ticle in the Journal this month. Ap-
| parently clauses were inserted in
|most dealers’ contracts that would
prevent them from handling merchan-
dise produced by any other manufac-
turer than the one with whom they
had originally signed. The Journal
|came out very strongly against this
| practice in its expose, and urged all
dealers to resist any such clauses in
their contracts with manufacturing
companies.
«© * *

A most unusual merchandising set-
up was created by the Darrow Music
Company of Denver, in promoting the
“When the Moonlight

recorded by Bert Williams, so they
had a full sized photograph of Bert
perched on a corral fence. One hand
was pointing at the moon, while the
other was playing a guitar (one-
handed). Beside him was an upturned
heer keg into which a phonograph
mechanism had been inserted, and

RADIO-TELEVISION JOURNAL, AUGUST,

Interesting Items Culled from the August, 1920 Issue of the Journal

which kept playing the record being
featured. At the boltom of the keg a
spigot had been driven, and a semi-
circle of steins was attractively ar-
ranged around the entire window. Lat-
est reports indicated that this display
proved highly successful, and many
people on passing the window in-
stinctively started to hum the tune.
* * *

An interesting sidelight of the an-
tics through which many of the com-
panies are going through to impress
both the trade and prospective cus-
tomers is the recent statement by
Emerson Records to the effect that
they have signed up “Maurice, the
world’s most famous dancer.” As
near as we can discover, Maurice’s
duties will be to place his stamp of
approval on all Emerson records,
thus assuring the customer that the
rhythm measures up to his profes-
sional standards. It will be interest-
ing to note what effect, if any, this
bit of promotion will have on the

sales curve.
* * *

Much importance is being attached
to the announcement of a series of
new appointments in the Edison Lab-
oratories, at Orange, N. J.

R. Michie, until now the manager
of the order service department, suc-
ceeds F. C. Pullin as manager of the
record service department, the latter
having been made manager of the
Disc Re-Creating Manufacturing Di-
vision.

F. S. Brown, who succeeds Michie,
is in turn succeeded as office mana-
ger by A. M. Hird, who until this
promotion served as assistant to the
manager of the Music Phonograph
Division.

All of the above men have been
connected with the firm for a number
of years, and there are reports circu-
lating that this will have far-reaching
effects on the Edison production poli-
cies.

* %

Bain Bros. & Friedberg, Victor deal-
ers in Brooklyn, will shortly move
across the street into a large new
building that is in the last stages of
completion right now. The firm has
several branch stores, and will continue

(Continued on page 18)

1945



Marion Glass-to-Metal Truly Hermetically Sealed
2% and 3% Electrical Indicating Instruments

We've been delivering them since April 15, 1945!

Since April 15, 1945, we of Marion have been shipping our glass-to-metal hermetically
sealed electrical indicating instruments to different branches of the Armed Services. They've
been vacuum checked and inspected in accordance with latest test procedures recom.
mended by the Services. Our capacity is continuously increasing, and essential users may,
therelore, expect 60 to 90 day deliveries on most ranges. May we supply you with samples
for your particular requirements and specifications? Deliveries, at present, on these is
approximately 30 days The same type of service that we are rendering in wartime will
be in effect in peacetime, when Marion hermetically sealed instruments will help sustain
the performance of radio and electronic equipment throughout the world.

They’'re positively interchangeable_and they cost
no more than standard unsealed instruments.

Write for our new,

12-page };.>'1toch.?re. We -
Treicor o7 Jbal SO (\/) MARION ELECTRICAL INSTRUMENT €O
|

for instruments with new
and special charactens-
tics for new and unusual
applications.

MANCHESTER NEW HAMPSHIRE

WASTEPAPER IS AMERICA'S NO. 1 CRITICAL WAR MATERIAL .. . SAVE EVERY SCRAP
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CERAMIC
CAPACITORS

@® Available in Temperature
Compensating and Hi-K type.
Dielectric factors 19 to over
1200. Solid Silver condenser
plates, non-aging and non-
corrosive, gauged to thou-
sandths of an inch, fused for
long life performance.

Hi-Dielectric Enamel Finish
withstands mechanical and
thermal shock.

Color coded for accuracy in
identification.

ELECTRICAL|

REACTANCE

CORPORATION
FRANKLINVILLE, N. Y.

) = 7

25 Years Ago
(Continued from page 16)

to feature the Victor line under the

managership of Irving A. Fenison.

* * *

The Grafanola Company announces
that they are ready to offer all their
dealers a new high grade trade-
marked Grafanola polish. This will
enable the dealers to assure their
customers that they will be able to
maintain their instrument finish with
a high grade product. The Company
also suggests that the dealer use the
new polish himself, and cites two rea-
sons for this practice. In the first
place, it will keep his sales floor mod-
els at their best, and in the second
place, by doing this he will be dem-
onstrating the polish to its best ad-
vantage to all his customers.

Complete coverage of the first an-
nual Sonora Dealers Convention, held
during July in New York City was
featured in this month’s Journal.
George D. Brightson, president of
Sonora, welcomed the distributors
from all parts of the country to the
Waldorf, and the convention finally
got under way.

There were a great many speakers,
and they proceeded to verbally paint
the picture of Sonora’s proposed
schedule aimed at increasing con-
struction. For instance, there is a
matter of completing the construction
of several new factory buildings, as
was brought up by Joseph Herzog,
Vice President. It was estimated
that the company would be able to
fill jobbers’ orders completely within

three months.
* *® *

It is interesting to note that the
foremost experts feel that between 50
and 100 playings constitutes the life
of the average phonograph record.
Yet in the August Journal there is a
report from a man who displays his
various merchandise at Canadian
County Fairs. Getting weary of the
strain of “barking” he invested in a
phonograph, and had his spiel record-
ed. By counting the needles he used,
he was able to arrive at a very close
estimate of the number of times that
that one platter was played during the
current season. Although the machine
was not in operation constantly, he re-
ports that the record was played over
two-thousand times during the entire
season. However, at the end of the
season, he admitted that the record

was pretty well worn out. This would
seem to set some kind of an endur-
ance record that all companies now in
the field, or about to enter it would
do well to shoot at.

* * *

Harry Rosen, president of the
Phonograph Sales Company, of Bos-
ton, announces that the retail depart-
ment of the firm has been sold tv the
Phonograph Outlet Company, a firm
which has just been organized. It is
the main purpose of this new firm to
operate a number of small retail out-
lets throughout New England. and
this will be the first venture. The
company plans to handle the Del-

pheon line.

Mr. Spears, who plays Answer Man
to all the Dealers writing in to the
Journal, was asked the following in-
teresting question this month:

In view of the fact that I have been
asked by some local dealers to attend
a meeting to discuss the relative merits
of a record exchange scheme, will you
please inform me as to the pros and
cons of this question.

In his answer, Mr. Spears had this
to say: “Do not be a party to any
movement which is going to hurt your
business. The record business today is
in a healthy condition, because we
sell records and never see them again,
but the minute we start an exchange
plan we are going to suffer a relapse.
Get your friends together and try to
fight this very foolish idea.”

KENT
(Continued from page 14)
ple that had attended occasions where
the systems were in use, and wanted
them themselves, either in their own
business or at their homes, for such
affairs as outdoor weddings, etc.

While it seems to be true that there
will be a short upswing in the sales
of new radios and other items, it
will be well for the dealer to keep in
mind the factors that carried him
over the wartime rough spots, and to
give much careful thought to his own
situation before he scraps his war-
time practices, and jumps up on the
“pent-up demand” bandwagon. Re-
member, the grass always looks
greener on the other side of the fence.
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FEWER SERVICE CALLS
equal

HIGHER PROFITS

You know only too well what profit-
eaters post-sales service calls can
be. That's why postwar Lear Home
Radios will be built to keep them as
free from post-sales service as it is
humanly possible to make them. All
components will be made with
watchmaker precision and accuracy
— and will be built from under-
rather than over-rated materials.

What's more — Lear is in the home
radio business to stay. There'll be
no happy honeymoon followed by a
quick divorce. Lear has made spe-

cialized radios for more than 15
years. The skill, the precision gained
in this operation will be embodied
in all Lear Home Radios—plus all the
advances and improvements Lear

has made in radio during the war.

if you want to eliminate post-sales
service calls — if you want to handle
radios that will sell fast to people
who know and want the best—you'll
want complete details on the Lear
Franchise. For information, write
LEAR, Incorporated, Home Radio

Division, Sales Dept., 230 E. Ohio
Street, Chicago 11, lllinois.

LEAR RADIO (4
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The Shnpé of ’l'hinf;s to Come . ..

Three-Dimensional Movies
Without Glasses

In Moscow’s Sgvintorkino studio
a new type of glass screen has been
developed which is said to give third
dimensional effect to ordinary motion
picture images without the use of
stereopticon aids.

The film on the glass screen en-
graved with more than 2,000
converging lines, is said to have
depth as well as height and width.
The only alteration in photography
required on standard cameras is the
addition of two or more mirrors fitted
near the lenses to reflect images onto
the film.

In projection, these mirrors catch
the image which is then thrown on
the screen, where the lines unseram-
ble the images and provide a clearer
picture than has heretofore been ob-
tained.

Demonstration screen, reportedly
made in one day, measures six feet
wide and three feet high.

Answers Phone When
You’re Away

A recording and reproducing ap-
paratus for phonograph records that
will answer your telephone while you
are away from home, record any
message that the caller leaves, and
transmit to the caller any message
that you record has been invented by
John J. Shively and Harry R. Van
Deventer of New York City, for
which they were awarded patent
2,374,842. The recording equipment
consists of two or more turntables
mounted close together, either of
which may be used for recording or
playing back recordings. When your
telephone rings the vibrations of the
bell actuate a detector which connects
the telephone to the apparatus. The
reproducing pick-up is lowered to
the record you have recorded and
your message is given to the caller.
Then a gong signal sounds, telling
the caller that he can begin giving
the message he wishes to leave for
you, which is recorded. When he has
finished recording, the apparatus
automatically “hangs up” the phone.

The device may also be used for dic-
tating letters, recording radio pro-
grams, and playing back standard
phonograph records.

Eliminates Carbon Paper

Muss, fuss and time may be saved
in thousands of offices and places of
business where carbon paper is used
when a newly patented paper sand-
wich consisting of two gelatin or
cellulose sheets with a layer of thick-
colored liquid between comes into
use. When the point of a pencil, type-
writer type or other printing instru-
ment strikes the paper sandwich the
gelatin or cellulose sheet on the back
side of the sandwich is ruptured, re-
leasing the thick colored liquid onto
the undersheet, producing a localized
stain in the shape and size of the
mark made by the pencil or type.
Facts about this new paper sandwich
are embodied in U. S. Patent 2,374,-
862, just awarded to inventer Barret
K. Green of the National Cash Reg-
ister Company, Dayton, Ohio and
assigned to that firm.

12 Programs on 1 Radio
Channel

A new system of radio transmis-
sion, making it possible to broadcast
as many as 12 different programs
simultaneously from a single radio
transmitter, has been announced by
the Federal Telephone and Radio
Laboratories, New York.

The new system, called Pulse Time
Modulation or PTM, the result of
nine years of research, provides sta-
tic-minimized reception of sound
broadcasting at the same time that it
effects great economy in transmission
and simplifies and improves the ef-
ficiency of reception.

Actually, PTM distributes pro-
grams over one radio channel, much
as several train sections are able to
speed along a single railroad track at
the same time without colliding.

Pulse Time Modulation receivers
do not “tune” like conventional radio
receivers, since they receive all radio
programs on one frequency channel.
Instead, they are equipped with push-

button circuits able to separate each
program after it is received, com-
parable to the way train sections
going into the railroad yard are
switched to different tracks in the
terminal.

Regular broadcast receivers pick
up static and noise because the broad-
casts are electrically similar to this
type of interference. PTM transmis-
sions differ enough from static to
permit a PTM receiver to filter out
such noise. Background disturbances
of atmospherics or other kinds are
largely eliminated from reception as
in Frequency Modulation (FM).

The new system has been named
PTM because the radio signals are
transmitted in the form of short
pulses accurately timed. The time
intervals between pulses in the new
system, since it operates on very high
frequencies, are extremely minute.
Insertion of separate synchronizing
pulses permits more than one pro-
gram to be transmitted on a single
channel. Reception of a particular
program is accomplished by synchro-
nizing the radio receiver through this
pulse.

Other programs, transmitted with
differently synchronized pulses, are
received by readjusting the synchro-
nization in the receiver.

Switch on Windows

Windows that close themselves
when it rains go next on your list of
postwar possibilities. They would
have a switch which only a few drops
of water would set in motion—an
idea based on the device used to raise
and lower the landing gear on land-
ing craft. Still another window for
your dream home would open or
close itself as the temperature rises
or falls.

Liquid Plastics For
Outdoor Furniture

Lighter weight outdoor furniture
that will be impervious to dampness
may be made in the future from a
new family of liquid plastics which,
when combined with glass, will have
a per-pound strength equal to steel.
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Rocord BDelocses of the Monith

CAPITOL

BD-12

Slack's Boogie Woogie — Freddie
Slack and Orchestra

207 Lily Belle—The Pied Pipers with Paul
Weston Orchestra
We'll Be Together Again—The Pied
Pipers

208 I'm A Shy Guy—The King Cole Trio
I Tho't You Ought to Know — King
Cole Trio

209 Homesick—That's All—Skip Farrell and
the Dinning Sisters, Jerry Vaughan
Orchestra
Love Letters—Jerry Vaughan Orches-
tra

210 Koki Koka—Carlos Milina and O-ches-
tra, Bobby Rivera Vocal
Nocturnal —Carlos Molina and Or-
chestra

COLUMBIA

6744 Headin' Down the Wrong Highway—
Ted Daffan's Texans
Shadow on My Heart—Ted Daffan's
Texans

6745 It's Too Late Now to Worry Any
More—Roy Acuff and his Smoky
Mountain Boys
Wait for the Light to Shine—Roy
Acuff and Orchestra

36280 Homesick—That's All—Frank Sinatra,
Axel Stordahl Orchestra
A Friend of Yours—Frank Sinatra

36821 Say it Over Again—Kate Smith, Jack
Miller Orchestra
And There You Are—Kate Smrith

36822 The Charm of You—Ray Noble and
Orchestra, Larry Stewart Vocal
What a Sweet Surprise—Ray Noble
and Orchestra, Larry Stewart Vocal

36826 |'d Rather Be Me——Frankie Carle and
Orchestra, Paul Allen Vocal
| Was There When You Left Me—
Frankie Carle and Orchestra, Phyllis
Lynne Vocal

26828 Till the End of Time—Les Brown and
Orchestra, Doris Day Vocal
He'll Have to Cross the Atlantic—
Les Brown and Orchestra

36829 On the Atchison, Topeka and the
Santa Fe—Tommy Tucker Time, Vo-
cal by Don Brown
Welcome Home—Tommy Tucker, The
Three Two Timers Vocal

36830 1 Fall in Love Too Easily—Frank Sin-
atra, Axel Stordshl Orchestra
The Charm of You—Frank Sinatra

DECCA

Album A-393  Five Ten Inch Records: Songs

18678

18679

18680

of Devotion, Fred Waring Glee Club
and Orchestra

Ave Maria — Bach-Gounod, Jane
Wilson, Soloist

Now the Day |s Over—Jane Wilson
Holy, Holy, Holy—Jane Wilson
This |s My Father's World
Nobody Knows the Trouble I've Seen
—Gordon Goodman ,Soloist
Sometimes | Feel Like a Motherless

Child—Walter Scheff, Soloist

18681

18682

18688

18692

18693

23425

23428

Faith of Our Fathers
Blest Be the Tie That Binds

Onward Christian Soldiers
Battle Hymn of the Republic—Gor-
don Berger, Soloist

Please No Squeeza De Banana—The
Jesters and Milt Herth Trio

Fuzzy Wuzzy—Milt Herth Trio
When the Boys Come Home—from
“Bloomer Girl," Russ Morgan and
Orchestra

| Can't Believe [t—Russ Morgan
and Orchestra, Marjorie Lee Vocal

If | Loved You—from “Carousel,”
Leo Reisman and Orch., Marshall
Young Vocal

What's the Use of Wond'rin'—from
“Carousel”, Patti Clayton Vocal
I¥'s Only a Paper Moon—Ella Fitz-
gerald and the Delta Rhythm Boys
Cry You Out of My Heart—Ella
Fitzgerald

June Is Bustin' Out All Over—from
“Carousei”, Hildegard with Guy
Lombardo Orchestra

This Was a Real Nice Clambake—
from "Carousel”, Hildegard with
Guy Lombardo

JAMBOREE

902 Little White Lies—Don Byas and
Quartet
Out of Nowhere—Don Byas and Quar-
tet

903 Deep Pursle—Don Byas and Quartet
Them There Eyes—Don Byas

MAJESTIC

7083 I'l Walk Alone — Louis Prima and
orchestra
Robin Hood — Louis Prima and or-
chestra

7092 Twilight Time—The Three Suns

Shaga, Shuga, Shuffle—The Three
Suns

7106 Angelina Louis Prima and or-
chestra
Oh Marie—Louis Prima and orches-
ira

7124 Hitsum-Kitsum-Bumpity-ltsum — Louis

Prima and orchestra

What's the Matter Marie? — Louis
Prima annd orchestra

Just a Prayer Away—The Three Suns
Wooden Shoes — The Three Suns
Laura—Jerry Wald and orchestra
Candy — Jerry Wald and orchestra

(Continued on page 40)
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record scravch, ond
more pertect plays =

Fidelitone

STYLUS

a professianal stylus of tue Fidelitone quality for home recording.
The platinum metols (Petmivmt} Fip is oceurately shoped ond pre-
ision-ground 1o scientific specificotions. The finest stylvs ovoilable

for homa recordings.

Fidelitone MASTER

provides all these: (1) Floating powt comtruchan, (2} Horirontal
and rertical shack obsorption. (3} Permive | metoh tip [tovr times
more cortly than gold) orures mosimum needte W, 14] Finest re-
production. {3) Increared kindness to recordy (6} Fitered tecord-
seraich, (7] Potented self-locking wrertion deign.

Fidelitone DELUXE

with the Permometat* Tip. Giver smooth, cratch-frae reprodicrion

< Months of sofisfoctory service . .. Floating point comtruchion . ..
Kind 10 records . ., Patented seil -locking design. The best needle o
doltar con buy.

Fidelitone

worth more thon the price. By Roating point comtruction filters

FLOATING

metals fip ouures up to 1000 or 1
1o records.

DE LUXE
RECORDING

POINT




A TREE
GROWS IN
CHICAGO
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. and has been growing and growing for over a
quarter century!

I’s the “Radionics Exclusively” tree! And the wise
owls are the radio dealers all over the country who
are roosting in it! This tree grows the finest of home
radio sets! You'll find no ranges, no refrigerators,
washing machines or electric irons sprouting from
its limbs.

For this is the “*Radionics Exclusively” tree. .. special-
izing in the fruits of the science of radio waves, only!
No wonder the “wise owls” of the radio business
are latching onto a Zenith franchise! With one stroke
of the pen, they cut themselves free from forced com-
binations of profit-eating “‘also ran” appliances.
Freedom of choice is an American heritage. It’s
the right of every retailer to choose the best of each
from among the appliance lines at his disposal. And
Zenith, by concentrating on Radionics Exclusively,
takes its stand, shoulder to shoulder, with you

radio merchants of America. This is only one of
the constructive policies that have brought Zenith
through the years toits present position of supremacy.

As the time draws closer when Zenith Radios will
be available, we reiterate this promise—Zenith will
continue to concentrate on Radionics Exclusively—
to bring you the finest *Advanced Engineering”’ line
of Radionic Radios it is possible to produce!

WATCH ZENITH! Keep in touch with
your Zenith Distributor. He has the last
minute “dope’” on factory developments.

ZENITH RADIO CORPORATION ¢« CHICAGO 39, ILLINOIS

for the Best in Radio/

: #LONG D|STA&([¢RADI° RADIONIC PRODUCTS EXCLUSIVELY—

WORLD’S LEADING MANUFACTURER

RADIO - FM - TELEVISION - RADAR - SHORT WAVE - RADIO-PHONOGRAPHS - HEARING AIDS
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THE INTERIOR OF DE YOUNG'S NEW DEALER-SERVICE SHOP

How One Seorvice Dealon
xpanded During Wartime

Back in 1929 Ben DeYoung first
came to Ithaca, New York, and set
up his own radio repair shop in one
of the low rent districts of the city.
As he puts it, “he enjoyed a nice
business for several years,” and then
with the ever-increasing expansion of
radio he felt his side street estab-
lishment was no longer in keeping
with the stature and importance of
the industry he represents. He [elt
that radio gradually passed from the
luxury class into the realm of actual
necessities, and that his industry was
soon to become second to none in
public importance and recognition.
In his own words, he feels “radio
should have top-billing everywhere—
it should have the best locations, and
be sold and serviced only by experts.”
Accordingly, he moved to Ithaca’s

main street, and in making this move

he streamlined his new store inside
and out. Today, he is completely in-
stalled in his new location, and is
doing a thriving business with the re-

pair and maintenance of radio sets.
It is of particular significance that
he was able to expand his shop dur-
ing wartime, when may radio dealers
are devoting all their energies to
make even a small margin of profit.
But Mr. DeYoung’s belief in the fu-
ture of radio, plus his established
policy of giving all his customers ef-
ficient. honest and neat repair jobs,

EDITOR’S NOTE

Today most service-dealers are
having a tough time making both
ends meet due to the shortage of
radio sets and tubes. Ben De-
Young of Ithaca, New York, how-
ever, has managed to make such
a healthy profit from wartime
servicing, he has moved to larger
headquarters on Ithaca’s main
street. In this article he explains
his modern approach to servie-
ing which has kept his ledgers
favorably balanced during the
difficult war years.
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have resulted in enough surplus cap-
ital to make today’s expansion pos-
sible.
Main Sireet Radio

The new store fronts directly on
Ithaca’s main street, West State
Street, and is easily three times as
large as the average service store.
Almost the entire front of the store
is devoted to two large display win-
dows, with a convenient entrance in
the center. The store’s interior is
light and airy, and presents a sharp
contrast to the dark, untidy service
shops so many customers have been
forced to deal with during the recent
war years. The walls are painted a
restful light green which harmonizes
with the ivory ceilings. Both colors
are well chosen to add to the pleas-
ant, home-like atmosphere which the
store very successfully creates. In
the same way, the floors are var-
nished to insure long wear as well as
an attractive surface. The home at-

(Continued on next page)
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DE YOUNG

(Continued from previous page)

mosphere has been carried out in a
multitude of ways, including rugs,
chairs and tables, and wherever pos-
sible, numerous vases of flowers.
These furnishings are not just inci-
dental, but are an integral part of
the store. For example, one of the
spacious display rooms contains two
maple chairs placed near a small
table for magazines. Each chair has
an ash tray placed next to it for the
customers’ convenience, and the en-
tire room is built for the comfort of
the customer. Instead of trying to
crowd a few uncomfortable chairs
into the least.attractive corner of the
store, Mr. DeYoung has built his
store from the customer’s viewpoint,
and has emerged with a roomy, well
arranged store which invites relaxa-
tion and a chance to talk thing over.
It is part of Mr. DeYoung’s phil-
osophy that customers planning to
make such major purchases as con-
sole radios or television sets sh.ald
not be hurried into a sale, and need
ample time to look at each model and
discuss its merits among themselves.
When the time does come for the
postwar retailing of these goods, he
believes the unhurried atmosphere of
his store will contribute materially
to his volume of sales.

Servicing Pays

It 1s a source of considerable pride
to Mr. DeYoung that his entire war-

i ik 4

e
s b

time business has consisted of serv-
icing radio sets. As he tell us, “I
didn’t have to carry a line of baby
carriages, but made all my money
from repair work.” This is indeed
something of a record, when we con-
sider that his servicing activities
proved so profitable he was able to
move his headquarters to the high
rent district. His unusual success in
this line is not due to accident, how-
ever, and he has many advanced ideas
on the much-abused question of radio
servicing. To begin with, he himself
is the head of the servicing depart-
ment, and with the help of two assis-
tants conducts the entire work of re-
pairing the multitudes of worn and
damaged sets that are brought to the
shop during the course of a day.
Those two assistants are unusual in
themselves, since they are both young
girls instead of the conventional re-
pairman. Furthermore, they are
“darn good workers,” in Mr. De-
Young’s opinion, and he finds them
neater workers than any men he for-
merly employed. “They are quick to
learn and soon become very handy
with a soldering iron. and turn out
as much work as any serviceman in
the business,” he adds. So enthusi-
astic is he about his two girl assis-
tants he claims he wouldn’t exchange
them for any two repairmen who
might come his way. This is Mr.
DeYoung’s answer to the wartime
problem of finding reliable, trained

personnel for his service department,
when so many service shops have

been plagued with alleged mechanics
who demand high wages and then
quit after a few weeks of shoddy, in-
efficient work. Since he was pro-
gressive enough to ignore the old
prejudices about letting “women run
a service shop,” he was able to find
two valuable assistants who have done
an excellent job of servicing during
the busy war years.

Sound-Proof Servicing

His advanced ideas on servicing
don’t stop with regards to his per-
sonnel, however, and the layout of
the department is in keeping with
his progressive mode of thinking. To
begin with, the department is in
plain view, and contrary to many
shops, the actual repair work is
not relegated to a dark, untidy room
in the rear. As he puts it. “The
service department is in plain view
of the customer so that he may
observe whatever operations are be-
ing performed, and thus be sure
of the highgrade servicing his set
receives.” As soon as time permits,
he plans to add a finishing touch to
his service center—he is going to

have it enclosed in sound proof glass.
Thus customers will be able to see
the actual repair work in action, but
the noise involved will not interfere
This is one of Mr. De-
Young’s favorite ideas, that sales and

with sales.

service should join hands to increase
the volume of profit.

(Continued on page 26)

Lo RADIO & TELEVISION Zetours
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PICTURED ABOVE ARE THE SPACIOUS DISPLAY WINDOWS OF DE YOUNGS' NEW STORE IN ITHACA
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To men and women in every corner of the
earth, radio has become a vital symbo of free-
dom; a promise of the brave new world of
tomorrow. ~

Fada ce froud of its achievements in radio
over a period of many years. And — &s quickly
as Government restrictions are modified, Fada’s
great productive capacities will be diverted fo
making the finest in radio receivers available,
once more, to civilians. =

Fada deater franchises
are available now. If your
jobber has not tole ycu about
Fada’s profit-buildiag mer-
chandising plans, we suggest
that you contact him — or

Ra dl:O write to us directly.
OF THE FUTURE

Pamous Scuce Broadcasting Began !

FADA RADIO AND ELECTRIC COMPANY, INC., LONG ISLAND CITY, N.Y.
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DE YOUNG

(Continaed from page 24)

Sales Tie-In

In order to make this idea work, he
plans to tie-in each sale with a guar-
antee of excellent repair work when
the occasion arises. In his own
words, “There are a number of types
of radio stores, most of them with
poor service departments, and some
without any service department. 1
believe that sales and service can be
combined to an advantage . . . and
we can give the customer a guaran-
tee that whatever he purchases at
DeYoung’s will be property serv-
iced.” Chances are this will prove a
very salient selling point in the post-
war era, for thousands of customers
have learned the value of a good re-
pair job. They are no longer will-
ing to buy any model on faith that
it will continue to operate indefinite-
ly, and will demand some assurance
that they can have it repaired when
necessary. Mr. DeYoung’s modern
service department will provide a

ready answer for all such inquiries.

Naturally, Mr. DeYoung has de-
voted some thought to the questions

of merchandising expensive items like
television sets and FM console
models. His ideas here are in keep-
ing with his desire to make his store
the most attractive and efficient radio
center in town, and he plans to erect
individual demonstrating rooms for
all such merchandise. Keeping in
mind his hope to make his store as
inviting as possible, he plans to in-
stall a comfortable chair in each
booth, and to make these booths as
attractive as he can within the space
limits.

Thus Mr. DeYoung is preparing
to face the future with confidence
that his store will be among the
leaders in Ithaca’s sales and service
business. Since he has established
the store’s reputation for honest, effi-
cient repair work during the troubled
war years, he can expect many cus-
tomers to return to the store that
gave them a good servicing job
when they are able to purchase new
radios. Furthermore, by keeping his
service department at the same high
level once actual sales again begin to
appear on the books, he can build
almost unlimited good will. His store
is bound to be one of tomorrow’s

leaders—and better still, it is show-

ing a good margin of profit today.

SHOWN HERE IS A COMFORTABLE CORNER IN THE ATTRACTIVE DE YOUNG DISPLAY ROOMS
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War Production Board Lifts

Some Restrictions

Restrictions on the production and
sale of parts required for the manu-
facture and repair of electromic equip-
ment, including radio sets, were re-
moved by the War Production Board
July 24 as a major step in reconver-
sion of the radio industry. In addi-
tion, restrictions were removed from
the sale of electronic equipment when
produced under WPB authorization,
the agency announced.

This was effected by amendment to
the WPB limitation order (L-265) con-

trolling electronic equipment.

Although electronic equipment may
now be assembled and sold under
“spot” authorization, WPB said that
the public need nct expect any quan-
tity of new sets in the near future,
since manufacturers must first seek
WPB permission and then obtain ma-
terials and component parts before
they can assemble sets and release
them to retailers.

There are no restrictions on either
the production or sale of component
parts for electronic equipment under
the zmended order just issued, WPB
pointed cut, adding that the only re-
maining limitations on quantities that
may be purchased are those on inven-
tories in Priorities Regulation 1.

Manufacturers who wish to assemble
the more common types of end equip-
ment must have an authorization from
WPB. The types of equipment that
are still restricted are listed in Sched-
ule A of the order as manual of auto-
matic phonographs, record players,
home recorders and phonograph am-
plifiers; amusement devices of the
types usually coin- or token-operated;
radio transmitters or receivers, includ-
ing amplitude modulation, frequency
modulation, facsimile and [television;
public address systems and equipment
including inter-communication systems
and test equipment.

Since the amended order contains no
restrictions on the production or sale
of component parts, the consumer’s
and supplier’s certifications previously
required have been deleted, and are not
required in the sale of component parts.
However, a new clarification is includ-
ed that may be used, although not re-
quired, in buying parts from a manu-
facturer. If any distributor, dealer or
person purchasing repair parts from a
producer certifies that he will use or
resell them for repair only, the order
may be treated as though having an
AA-3 rating, except that manufacturers
do not make delivery on such orders in
the same sequence in which they are
received. A manufacturer must dis-
tribute his available supply of repair
parts to his various customers so as to
obtain a wide and equitable distribu-
tion, WPB said.

Direction 1 to the order has been
amended to agree with the principles
of the basic order.
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A utomatic is now ready to sign distributors to an exclusive franchise. If
you qualify, we will give you exclusive territory in which to handle both
the Automatic and Tom Thumb lines.

With twenty-five years of successful manufacturing experience on which to
draw—plus enlarged research and experimental laboratories—with new
skills and manufacturing methods developed by the urgency of war—
Automatic Radio will deliver to you better-than-ever Automatic and Tom

Thumb Radios soon!

Write or wire for details today. Act now !!!
-,

* Automatic

RADIO MANUFACTURING CO., Inc
122 Brookline Avenue, Boston, Mass.
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Journal Editor Addresses
Brooklyn Association

Almost one hundred radio dealers
and servicemen from the Brooklyn,
New York, area, attended a special
meeting on July 25, at Temple Hall,
Brooklyn. This organizational and
membership meeting was under the
direction of Chairman of the Board
Mr. Irving Horowitz, of the Brook-
lyn Radio and Electronic Dealers’ &
Servicemen’s Association.

After calling the meeting to order,
the Association Counsel, Mr, Charles
Sarret, spoke briefly on the organiza-
tion’s aims and ideals, and concluded
with a discussion of the group’s mem-
bership drive. After brief talks by
two local WPB ofhcials, the fea-
tured speaker of the evening, Mr.
Mal Parks, Editor Radio Television
Journal, addressed the group.

Mr. Parks pointed out that during
the past two years he had been privi-
leged to assist in the formation of
twenty-one local radio service dealer
associations. He briefly outlined
some of the problems which will face
radio servicemen, among them being
that of the returned government-
trained radio technician who may
upset the price structure of the in-
dustry and thus make it impossible
for servicemen to make a profit.

Offieers of tbe Brooklyn Association, left to right:

Couneil for Assoeiation;
ZACHERY KRAITZ,

PERCY DOLSON,
Member of the Board;

Member of the Board, and (seated) IRVING HOROWITZ, Chalrman

of the Board.
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Mr. Parks then analyzed the place
which television would hold in the
postwar radio servicing picture, and
while he admitted that television had
a tremendous potential for increased
sales, he pointed out that television
would bring in its train problems that
would have a direct bearing on the
postwar future of the average radio
service technician. For one thing, he
showed that there will be many tech-
nical difficulties connected with the
prorer installation and maintenance
of television receivers. He offered to
wager that not one per cent of the
assembled guests had the necessary
technical knowledge to solve the
problems connected with even a sim-
ple television installation. He added
that it is only through the dissemina-
tion of such information by an asso-
ciation. plus informative lectures by
engineers and manufacturers’ execu-
tives, that the technician can hope to
bring his knowledge of television to
a satisfactory level.

Mr. Parks then touched briefly on
the controversy which has developed
concerning licensing, and stated cate-
gorically that some form of licensing
would be necessary to protect the fu-
ture of the servicing industry. He
pointed out that an association can
control its members only so long as

ALEX SARETT,

BENJAMIN SOSKEL, Brooklyn Radi
rooklyn Radio

"A"\

& FElectronic Dealers & Servicemens’
while Radio Television Journal Editor,

This feature is designed to bring

vyou last minule reports from

service-dealer  assoeiations  all

over the country. Be sure to send
a complete account of your as-
sociation to our Association Edi.

tor for our mext issue.

there is enough work to keep every-
one in business. However, when
competition gets keen, some members
always charge a lower price for their
services than the standard recom-
mended by the association, and then
serious trouble begins. Mr. Parks
said it was his considered opinion
that licensing would enable today’s
servicemen to control the conditions
under which newcomers would enter
the field in the postwar period.

At the conclusion of his talk, he
pointed out that Radio Television
Journal was sincerely interested in
the growth and progress of the asso-
ciation, and as a token of its interest
Mr. Alex Kolbe, publisher Radio
Television Journal, presented a $50
check to Mr. Horowitz. Mr. Horo-
witz then thanked Mr. Parks and Mr.
Kolbe for all they had done for the
association.

After Mr. Parks had finished speak-
ing, the Hon. James A. Blanchfield
spoke on the subject of licensing
radio servicemen, and recommended
that licensing be accompanied with
bonding and a system of fingerprint-
ing.

After Judge Blanchfield had con-
cluded, there was a further discus-
sion on licensing and the meeting ad-

journed. (Continued on page 32)

ALEX KOLBE, (center) Publisher of Radio Television Jourmal, pre-
sents a $50.00 check to IRVING HOROWITZ, Chairmun of the Board,

Ausociation,

MAL PARKS, looks on.
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A two-way radiophone — for lifeboafts?’

Here's when a telephone comes in rather
handy . . . when you can “get your party”
and hear “We'll be there to get you in a
couple of hours!”

With the new RCA compact lifeboat
radio, that’s exactly what happens. A kite
or a balloon, takes the antenna up 300 feet.

Turn the power-generating cranks and
out goes an SOS—along with a direction-
finder beam so shore stations can figure
your exact location.

But even more amazing, shipwrecked
mariners can talk with the men on their
way to the rescue. They can “pick up” ships,

RADIO-TELEVISION JOURNAL, AUGUST, 1945

airplanes, and that wonderful place called
“land " even if it's 1000 miles away!

Endless research, such as went into de-
veloping this lifeboat radio, goes into all
RCA products.

And when you buy an RCA Victor radio,
or television set or Victrola, you enjoy a
unique pride of ownership in knowing that
you possess one of the finest instruments
of its kind that science has achieved.

Radio Corporation of America, RCA
Building, Radio City, New York 20. « Lis
ten to The RCA Show, Sundays, 4:30 P. M.,
E.W.T., over the NBC Network.

Joseph McDonald and Donold Kolb
(holding balloon) are the Radio-
marine engineers who developed
this lifeboat radio. Here is the bal-
loon that is inflated with helium
and carries the antenna as high as
300 feet into the air.

RADIO CORPORATION of AMERICA
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BENDIX RADIO ADDS NATIONWIDE POSTER
SHOWINGS TO ONE OF THE BIGGEST NATIONAL

ADVERTISING CAMPAIGNS IN THE INDUSTRY

BUILD BEST WITH BENDIX . . . FOR



QUALITY DEALERS ACCLAIM BENDIX RADIO

BENDIX RADIO]
B o

ANOTHER REASON WHY

Because Bendix Radio believes that actions
speak louder than words, it is forging ahead
on all fronts with one of the biggest adver-
tising and merchandising programs in the
history of radio. As an added feature of the
Bendix million and quarter dollar program,
the Bendix message will appear on the streets,
highways and byways of America in a nation-
wide poster campaign. This is the kind of
backing you want in the months and years

"

ahead. This is the kind of backing you must
have when competition gets keen. And Bendix
Radio dealers will have it today and tomorrow
because Bendix sights are fixed on the years
ahead. Get the whole Bendix Radio story.
Like everything else about this world-famous
organization it’s big, sound, exciting. Write
direct to Bendix Radio Division, Bendix
Aviation Corporation, Baltimore 4, Maryland.

Listen to "MEN OF VISION® Sundays ? P.M. E.W.T. CBS

Bend/y’

RF0/0

e

ear. 0oy,
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PRESTIGE . . . PROFITS . . . PERMANENCE!
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Associations

(Continued from page 28)

California Association Formed

To Protect Servicemen

Due to the recent mushreoming of
dishonest, fly-by-night servicemen in
all parts of the country, the legiti-
mate repair men of Southern Califor-
nia have banded together to form the
Radio and Electronic Service Asso-
ciation, Ine. The group is composed
of all honest, established servicemen
in the vicinity, and headquarters at
1914 Vermont Avenue, Los Angeles.

It is a non-profit group, meeting
once a month, and each meeting is
dedicated to ways and means of pro-
tecting the honest serviceman’s repu-
tation. Every member shop displays
the association’s official insignia,
which gives the customer assurance
his radio will receive honest servic-
ing. If the customer has any com-
plaint, he reports the shop in question
to the association and the matter is
taken up by the Complaints Commit-
tee.

Here are a few of the avowed goals
of the association:

1. To give the public confidence in
every member shop.

2. To eliminate radio tinkerers
and backyard mechanics, as well as
dishonest operators.

3. To give each radio man a voice
in postwar radio and parts distribu-
tion.

4. To eliminate free service calls
and regulate prices and wages to

maintain a higher standard of living.

5. To teach the public that the
radio serviceman is a highly trained
technician, worthy of their respect.

In line with these goals, Max $.
Karp, Acting President of the Asso-
ciation, has written a bill for licens-
ing radio servicemen in California.
This bill, known as Bill 1426, failed
to pass the state assembly, but Mr.
Karp hopes to see it enforced some
time in the future. In brief, the bill
provides for the licensing of all those
who do radio or television servicing
work. Repairmen could obtain such
a license only after passing an exam-
ination drawn up by a Board of Ex-
aminers of Radio Servicemen. Any
applicant must furnish proof of two
vears’ apprenticeship before he is eli-
gible to take the examination, which
is composed of oral and written tests
plus an actual demonstration of re-
pairing a damaged set. The fee for
a license would be $10.00, with a
yearly renewal fee of $5.00. The bill
also provides for revocation of li-
censes for the following offenses:
Habitual drunkenness or the use of
narcotics, conviction of a crime in-
volving moral turpitude, adjudication
of insanity, fraud in obtaining a li-
cense or fraud in servicing opera-
tions.

Other officers of the association be-
sides Mr. Karp include: S. J. Cooper,
of Music City, Hollywood, Secretary;
Bill Williams, owner of Bill’s Radio,
Los Angeles, Treasurer, and Jerry
Costigan, owner of Jerry’s chain
radio shops, Chairman of the Board
of Directors.

OFFICERS OF THE CALIFORNIA ASSOCIATION

(Left to Right): J. COSTIGAN, Chairman of the Board; S. J. COOPER, Secretarys
M. S. KARP, Acting President; W. WILLJAMS, Treasurer,
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Phoenix Radio Electronics Club
Adopts Apprenticeship Standards

At a regular meeting of the Phoe-
nix Radio-Electronics Club, held at
Sky Harbor the night of June 15th,
it was almost unanimously voted to
approve the apprenticeship standards
for the radio service industry as sub-
mitted by the apprenticeship commit-
tee. Speakers of the evening were
John T. Douthit of the War Man
Power Commission, Benj. F. Payton
of the U. S. Employment Service, and
R. L. Vulver, chairman of the Appen-
ticeship Committee.

Milwaukee Association Meets To
Revive Dues and Activities

The Executive Committee of the
Wisconsin Radio Refrigeration &
Appliance Association, Milwaukee,
Wis., held a meeting in that city on
June 20 to plan a revival of associa-
tion activities for the postwar period.
When the merchandise drought hit
the industry, this association discon-
tinued the collection of association
dues, but kept the organization oper-
ating on a skeleton basis during the
war emergency.

With the promise of merchandise
for appliance dealers by fall, the com-
mittee was asked to authorize an
active revival of the association on
July 1. This association includes in
its membership both wholesale dis-
tributors and retail dealers and each
group has a committee already in ex-
istence to handle postwar problems.

REMEMBER'!

$50.00
IN PRIZE MONEY FOR
ALL ASSOCIATIONS

* kX K

Radio Television Journal is offer-
ing $50.00 as prize money for
every association that enters our
annual membership contest. For
further information see page 56
of the July issue, or write to the
Association Activities Dept.

Radio Television Journal
1270 Sixth Avenue, New York, N. Y.
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Wht efiect do horn formule, flare ancd leag-h have on low frequency “cut-off?” In the most
comxnls usec frequencies which hora is most directional — one with large or one with
sma.l moath? \Vhct are the advantcges of the reflex type horn? How is x 500-watt “bull
hom " zomstructed? What are the advombages of the new Hypex.* originated by sensen, over
the expcractial type horn?

“"HCHIN T”YPE LOUD SPEAKERS”— snseN Monograph No.5,— the latest number in the
JENsiN Vcaogr aph series ard now avaikeble, discusses simply and clearly these and many
othar questioas pertinent to the study o electroacoustics. By means of photographs, dia-
grems crd grapls it revisws the prirc ples, performance characteristics and applications
oZ 2orn tspe louc speakers and illusirates modern reproducers employing horns.

Ge: your copy of this or any others of the series today from your Jensen jobber or
daaler cr from the JeNseN Technical Service Department. Price each 25c.
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FREE 1o men in the Armed Services,
ond to Technico! ‘Schaols, Colleges

d Lib Jensen RADIO MANUFACTURING COMPANY |
OH rcnes. 6623 South Laramie Avenue, Chicago 38, Ill. ‘
Send me the Monographs checked |
[ (1) “Lovd Speaker Frequency-Response Measurements
s [ (2) "‘Impedance Matching and Power Distribution.
'.:".:-'-':':-—"" [ (3) "Frequency Range in Music Reproduction. st
v s TR : 1 [C] (4) “The Effective Reproduction of Speech.” l:rneac;
[] (5) “Horn Type Loud Speakers. boock ordered.
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Booking Orders NOW

For the Forerunners of America’s

No.1 Small Radio

The drive begins! The first step in a great dealer-consumer
campaign to reaffirm Emerson’s LEADERSHIP in Smail
Radio—to hasten the delivery of goods when the “GO”
signal is given.

With amazing new designs — new cabinet materials — new
performance features—models for every purpose and every
purse—the new Emerson line will be in all ways sensational.

Price and discount policies will be liberal. National and
cooperative advertising and sales promotion will focus pub-
lic interest on Emerson FRANCHISED Dealers and lead
logically to post-war prosperity.

Only a Few Franchises Open.
Call Emerson Distributor Today

Emerson Radio

and Television

EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y.©
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paign in Emerson History

All of America is awaiting this NEWS—and all
of America will get it in big doses—continuously
from now on. In leading magazines, newspapers,
billboards and other media. Ask for copy of big
broadside which tells the entire story.

‘Fmerson Radio @&

¥
Emerson,

and Television B

EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y.
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LUXURIOUS STORES SUCH AS TIIlS IN MEXICO CITY CAN BE BUILT THROUGH
CAREFUL PLANNING. (Photo Courtesy RCA.)

PLANNED rOR ACTION

Expansion in the radio-television.
electronic field is almost inevitable
after the war, with the multitudes
of wartime inventions and applica-
tions discovered on the field of bat-
tle. The attendant stepped-up activ-
ity in the radio trade itself will result
in two very beneficial trends in the
industry: new stores will be opened
in all our major cities and established
dealers will expand their selling ac-
tivities. Starting a new business or
expanding a present location is not
a casual, over-night operation. how-
ever, and each requires planning and
meticulous attention to detail. Oth-
erwise, the plague of over-expansion
can easily overtake the trade and
healthy competition will be replaced
by price wars and bargain-basement
tactics. In order to prevent such a
catastrophe in the reconversion pe-
riod, and to give every dealer a blue-
print which is applicable either to
starting a new store or expanding
operations, we are presenting five
steps essential to planning for the
future. These points are flexible
enough to apply to large or small
stores alike and form a handy guide
for any dealer.

The Committee for Economic De-
velopment has developed these and
other points efter a period of c-re-

36

ful research into the many f{actors
entering into retailing. They sincerely
believe that retailing in all its forms
is now a mature enough American
industry to warrant careful planning
and accurate blueprinting, and con-
sequently they hope to guide every
dealer into successful business opera-
tions.

Step 1: Making a Plan for Estimated
Sales
First of all, the committee mem-

bers believe that every phase of re-
tailing will experience a considerable
period of reconversion in the post-
war era and that changes will be felt
by every dealer. New kinds of stores
are now being formulated and they
will eventually mature as vigorous
1947 models. In order to include
your store in this group of forward-
looking dealers, you must plan ahead
now, much as you would plan for
Christmas or seasonal sales. A pro-
gram made now. based on estmated
sales volume and covering every ac-
tivity of the store. can be utilized
whenever it is needsd. In order to
insure the full effectiveness of such
a plan, one man must be placed in
absolute charge and this man must
be the head of the business. He
cannot conduct al! the anerotions
called for in the plan single handed
and cnnsequently needs a committee

of hand-picked men and women to
aid him, but he must assume the full
responsibility of an executive. Once
his position is established, he can
call upon a few of his employees to
aid him. Thus planning can often
spring up from below as well as be-
ing passed down from above. and
the store that gives recognition to its
own best people will in turn make
the best people want to work there.
Of itself, the plan should always be
kept as simple as possible and should
start from a familiar premise. In-
stead ‘of asking the vague question,
“How can we modernize?” the pro-
vocative point, “How can we sell
more radios?”” should be used as a
starting place. Once ideas have been
developed, either to increase the
scope of sales or to insure a success-
ful sales record for a new store, the
next step is to assign each working
member of the committee a definite
role of action. With each member
of your force sure of his responsibil-
ities, there will be no overlapping of
authority or petty jealousies. The
plan will then unfold itself unham-
pered by disagreements and time-
wasting discussions, and both man-
agement and salesmen will be able to
operate to the best of their abilities.

(Continued on page 38)
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Yes...the “Lab” work i1s Complete!

UR post-war plans, policies and perfected

line of Eastern sound equipment have long

ago passed the stage of draft-board design and
laboratory tests! We’re “'in the groove”—ready to

go! Based on our many years of experience, the

new Eastern equipment incorporates the many

wartime techniques which we have been building
into guality units for Uncle Sam.

For details and information please fill out and
mail the Coupon today. Eastern Amplifier
Corporation, 794 East 140th Street, New York
54, New York.

EASTERN AMPLIFIER CORPORATION, Dept 2-B

r]
P ? 794 East 140th St., New York 54, N. Y.
) i YONT

P,
P = o
for complete information on
our post-war line and the Pl YT NAME
details of our proposition.

CITWaSR..+

RADIO-TELEVISION JOURNAL, AUGUST, 1945

INDIVIDUAL

We are [] JOBBERS, [] DEALERS,,[] A SERVICE ORGANIZATION, [] SOUND
SPECIALISTS. We're definitely interested in your post-war line, your policy, your
proposition. Mail us complete information, without obligation.

ADDRESS ..........



TOMORROW"S
STORES

(Continued from page 36)

Step 2: Deciding What Lines to Carry
and Immproving Relations with Sources

In this phase of building for the
future, it is always best to remember
that dependable merchandise is the
basis of satisfactory trade. At times,
inferior goods may show a better
profit, but they do not build a busi-
ness or establish lasting customer re-
lations. In deciding what lines to
stock in the future, it is advisable to
review your present merchandise and
make a check list for your own use:

a) List the lines of goods now
carried.

b) Decide which goods bring the
most profit and which the least.

c) Decide on a proportion be-
tween longer profit, slow-moving
merchandise and traffic items to
reach a planned average gross profit.

d) Consider pushing some longer-
profit items as a feature of vour
store to insure making a profit.

This same type of procedure
should next be carried through in re-
gard to your relations with your
sources. For example, list sources
from which goods are now purchased
and then analyze your situation. Are
you buying from too many sources?
Too few? Would it be more profit-

able to have closer relations with a
few sources? Check further into
vour relations with your suppliers
and unearth any causes of complaint
that have developed over a period
of time. Make sure that all buying
is done on the merit of the merchan-
dise rather than through prejudice,
hear-say or personal friendships.
Lastly, you should investigate new
lines and new sources which may ul-
timately bring you greater profits.
It is best to review all your present
literature on hand from manufac-
turers and set up a program to make
sure you receive all such pertinent
information in the future. Later,
when shortages are relieved, cut
down duplicate stocks and close out
lower quality goods. In short, ap-
proach your entire stock with the
critical eye of your most meticulous
customer and make sure you carry

the most profitable, durable merchan-
dise in the field.

Step 3: Adopting Methods for In-
creasing Sales to a Planned Volume

The initial step here is to figure
out a workable sales goal based on
past sales records. Many dealers
seem to pick an arbitrary figure for
their salesmen to shoot at, regardless
of the actual chances for success. In-
stead of providing an incentive, such
a policy often irritates salesmen who
realize the impossibility of the pro-

posed task. Another serious draw-

T IR W

CAREFUL PLACEMENT OF FURNITURE PLUS A RESTFUL ATMOSPHERE HELP
SPUR SALES. (Photo Courtesy RCA.)
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back to a rapid turnover of goods is
the practice of stocking up on items
never really in great demand. This
error is often committed in the rec-
ord department of radio stores and
idle stocks of once-popular discs lie
like so much wasted money on the
shelves. Perhaps the most serious
pitfall ahead, however, is that of es-
tablishing fair, remunerative prices.
With the present trend toward raised
prices, dealers may be tempted to
jack up prices regardless of value,
but in the higher price range of con-
sole sets and television this may be
a serious error. Here are a few of
the points the committee suggests to
arrive at a fair price:

a) Analyze all your prices 1o see
whether you can meet present and
post-war competition.

b) Overhaul all your overhead
costs for all possible reductions.

c¢) Decide whether customary
mark-up makes the store’s prices too
high to appeal to the majority of
your customers.

d) Set mark-up according to your
lines and turnover, not store-wide.

In order to meet your competition,
it is a good idea to initiate methods
of reaching new customers now 1In
this line you can train your sales
personnel to make friends with more
and more people in the neighborhood
and thus direct a natural flow of
trafic to your doors. In the same
way lry to give your store a definite
personality through individualized
advertising, which is carried through
in newspaper ads. window display
and occasional posters within the
store. This can also be brought into
your direct mail advertising which
should be checked regularly to in-
sure its effectiveness. Lastly, direct
telephone appeals can be utilized to
a considerable extent after the war
and, if handled with a light touch,
can often be very useful.

Step 4: Deciding What Changes Are
Needed in the Store Itself

When a new store opens or a mod-
ernized store appears in an old loca-
tion, people expect something differ-
ent and exciting and through ad-
vance publicity and circulars a con-
siderable interest can be built up.
The grand opening should not be a
disappointment and the best way to

(Continued on page 40)
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Get the Largest Share of a Backlog Market
for 60,000,000 Renewal Tubes

AUTHORITIES estimate that there is a backlog
L\ of demand for 60,000,000 tubes needed as
renewals for civilian radio sets. This tremendous
market already exists—it awaits only the release of

the necessary tubes.

Of the 60,000,000, metal tubes will represent a
very substantial share.

Since RCA is by far the largest producer of metal
tubes—RCA has made more than 150,000,000 metal
tubes since 1935—the public, as well as the industry,
has known and accepted RCA metal tubes as standard
for a decade.

THE FOUNTAINHEAD OF MODERN TUBE DEVELOPMENT |S RCA

Lsten to “THE MUSIC
AMERICA LOVES BEST,”
Sundays, 4:30 PM,
EWT, NBC Network

After the war, Preferred-1

# A me tu wil
* Stock-saving advantages of the RCA Preferred-Type
Program.

& High performance assured by the greatest experience in
producing metal types.

# Easier servicing.

Thus, when you go after your share of the
60,000,000 market, keep this in mind: If your metal
tubes are RCA, they’re already sold—they’ll move
through your stock automatically, and they’re sure
to satisfy your customers.

RADIO CORPORATION OF AMERICA

RCA VICTOR DIVISION ¢ CAMDEN, N. J.
LEADS THE WAY ... In Radio...Television... Tubes..

Phonographs... Records.. . Electronics



TOMORROW'’S
STORES

(Continued from page 38)

insure a successful beginning is to
direct all the elements of a store to-
ward selling goods. Many dealers
now plan many of their store’s fea-
tures toward the vital task of selling,
but few realize all elements can per-
form this function. Here are a few
of the guide posts every retail store
should possess:

a) Make all your merchandise ac-
cessible. Let the customer try the
new radio or television set himself;
he will get the added thrill of operat-
Ing a new invention.

b) Lay out your store so custoners
follow a definite route leading to a
maximum number of sales.

c) Group related merchandise.
Record players sell records, records
sell needles and record brushes, etc.

d) Departmentize your store for
greater sales efficiency.

e) Keep your store clean and at-
tractive.

f) Light can sell merchandise; ex-
amine your store for dark spots and
give your most expensive items the
best lighted corners.

g) Have simple, eye-catching dis-
plays which are often changed. Many
people pass a store twice a day on
their way to and from work and the
same display can actually become
irritating.

h) If possible, re-design the front
of your store along modern, fluid
lines. If your budget will not per-
mit this much outlay. at least give
the front a coat of paint and make
sure your signs are attractive and

well lighted.

Step 5: Organizing, Compensating and
Training Personnel

In the final analysis. a store is
made up of people and these people
are more important than a building
or merchandise. Selection and train-
ing of the right people can be more
important than any other phase of
planning for the future, since they
can assure your success as a retail
dealer. In order to insure con-
tented, interested sales personnel, it
is best to consider some form of the
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many iﬁGltive plans now in com-
mon practice. Once you have a core
of well trained salesmen, you can
lay your plans for adding new mem-
bers to the staff. More and better
selling will be needed as new items
connected with television come into
your stores and a good salesman is
always a good investment.

Selling is usually most remunera-
tive when you cater to the customer’s
wants, rather than following any
prescribed sales talk. Customers ex-
pect three main things from a sales-
person:

a) The customer expects interest
and a courteous reception from the
salesperson.

b) The customer expects defer-
ence, which means an honest respect
for his wishes and judgment. It is
always better to guide the course of
a sale rather than trying to dominate
it completely and thereby forcing a
purchase.

¢) The customer expects knowl-
edge of the location of merchandise,
their price, assets, durability, ete.

By following these three guiding
rules, salesmen can soon reach the
status of good, steady producers,
without resorting to high - pressure
methods. If some of your forces
need an outside stimulus from time
to time, build up a sales manual
with the help of your entire force.
Collect and file information about
radios, television sets, new electronic
devices, etc., which your salespeople
can memorize as a convenient sales
aid. In the same way, train all your
sales personnel to make only true
statements about the merchundise
and thus build up the confidence of
your customers.

By carrying through these ideas
in the various phases of retailing, a
successful sales volume can often be
guaranteed. Radio retailing is as-
suming the proportions of big busi-
ness day by day and, in order to keep
up with the times, accurate plan-
ning and designing are almost man-
datory. Success will not come to a
slovenly, haphazard radio shop which
idly displays the same $9.95 bargain
set in its window month after month
—new developments are arising
every day and must be brought viv-
idly to the public mind. To keep
pace with tomorrow’s world, start
your store planning today.

Record Releases
(Continued from page 21)
7130 The More | See’ You—lerry Wald
and orchestra
He's Home for a Little While—Jerry
Wald and orchestra ¥
7132 Sweetheart of All My Dreams—The
Three Suns
Don't Apologize — The Three Suns
7133 Dream — The Three Suns
It's Dawn Again — The Three Suns
7134 Bell Bottom Trousers — Louis Prima
and orchestra
Caldonia — Louis Prima and orches-
tra.
7135 | Was Here When You Left Me —
Louis Prima and orchestra
Please No Squeeza Da Banans —
Louis Prima and Orchestra
7136 Up Jumped Love—The Three Suns
Out of This World—The Three Suns
7137 Clarinet High Jinks—Jerry Wald and
Orchestra
A Friend of Yours—Jerry Wald and
Orchestra
7138 Can't You Read Between the Lines—
Jerry Wald and Orchestra
Clarinet Boogie Blues—Jerry Wald
and Orchestra
7139 I'm in a Romantic Mood—The Three
| Suns
| Hope to Die If | Told a Lie The
Three Suns
7140 There! I've Said It Again—Louis
Prima and Orchestra
7141 | Don't Want to Be Loved—Louis
Prima
Brooklyn Bridge--Louis Prima
7142 Flower Dance—The Three Suns
Busy Holiday—The Three Suns
7143 What Would Annie Say?—The Three
Suns
Midnight Time—The Three Suns
{7144 You Won't Be Satisfied—Louis Prima

There's a Broken Heart for Every
Light on Broadway—Louis Prima
VICTOR BLUEBIRD

20-1694 A Hundred Years From Now
Carson Robison and orchestra

There's No More Feudin' in the
Mountains — Carson Robison and
orchestra

34-0730 Five Feet Four — Jazz Gillus
Go Back to the County — Jazz
Gillum

34.0731 Detroit Blues—Tampa Red

Sure Enough | Do—Tampa Red

VICTOR RED SEAL

M-1004 Prelude, Chorale and Fugue
Rubinstein

M-1006 Death and Transfiguration — Sto-
kowski and the New York City
Symphony

10-1173 Cradle Song — Blanche Thembom
Virgin's Slumber Song — Blanche
Thembom

10-1174 June Is Bustin' Out All Over

Thomas L. Thomas
I If | Loved You — Thomas L.
Thomas

ATTENTION DEALERS
Ken-Rad and Hytron Tubes
Available on AA-2 MRO Ratings
RADIO SUPPLY SERVICE
Box 482
Ithaca, New York
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Henry Hutchins Announced
As New President of
John Meck Sales Corp.

Mr. Henry Hutchins has
been elected president of
John Meck Industries Sales

Corporation, which has its of-
fices at 35 East Wacker Drive,
Chicago, Ill. National sales
of Meck radios will be han-
dled from there under the
direction of Mr. Hutctkins.

Mr. Hutchins has just re-
signed from the National
Union Radio Corporation,
where for more than fifteen
vears he headed the sales of
that company. The National
Union Radio Corporation has
taken a leading part in devel-
oping the importance and
growth of the radio parts
jobber and the radio service
dealer.

"LATE NE

CLARION

Seated at the desk

Ww$

are John Holmes,

OFFICIALS DISCUSS FALL PRODUCTION

President of Warwick,

listening to an explanation hy Jack Morgan, Chief of the Clarion

Design Staff.

Fred L. Holmes, Secretary;

Standing back of them (from left to right) are
Gordon G. Brittan,

Vice-President;

Earl E. Sproul, Clarion’s Advertising Counsel; Resu Kemp, Gen-

eral Sales Manager;

E. W. Piehler,

Plant Superintendent, and

Howard A. Gaies, Director of Engineering. |

FLASHES

Moore and Hackenyos
Appointed G. E. Electronics
Reps

C. E. Moore has been ap-
pointed a representative of
the General Electric Com-
pany’s Electronics Depart-
ment in the West Centrul Dis-
trict, with headquarters in
Kansas City, acording to A.
A. Brandt, department general
sales manager. Mr. Moore
will report to R. J. Meigs,
West Central District elec-
tronics manager.

N. W. Hacknyos has also
been appointed a representa-
tive of the G. E. Electronics
Department, and will operate
in the Atlantic District with
headquarters at Philadelphia

He will report to T. B.
Jacocks, electronics district
manager.

Emerson Radio Launches “Head Start” Campaign Toward Postwar Sales
Company Launches First Definite Product-and-Policy Campaign

With a program entitled
“Head Start Toward Civilian
Radio Business,” Emerson
Radio and Phonogr:ph Cor-
poration has launched the
radio industry’s first definite
product-and-policy campaign
with specific models, approx-
imate descriptions and prices
and equitable merchandise al-
locations to the trade. This

announcement was m.de at
enthusiastic distributor mcet

ings in New York and Chi-

cago on July 9-10 and July
t16-17, respectively.

While contingent upon the |

release of materials and man-
| power and Government rulings
| with regard to price and dis-
‘count structures, the program
set forth was to all intents
land purposes a head st rt to-
|ward the resumption of nor-
| mal manufacturing and sell
ing. The dramatic product
and promotion exhibits por-

{trayed actual new radio mod-

| duction,

els and a galaxy of advertis-
ing «nd sales promotion plans
and materials.

Mr. Ben Abrams, president |
of Emecrson Radio, presented

| the first four new basic mod- |

els which the company is
planning to manufacture in
huge quantity as rapidly as |

facilities and materials are }
released for th.t purpose.
While making it entirely|

clear that there is to be no
let up of Emerson’s war pro-
Mr. Abrams stated

that the head-start program
is in every way consistent
with the Government’s policy
and desire to bring about an
orderly and rapid transition
from wartime to peacetime
functions within the radio m~-
dustry.

The forerunner Emerson
radio models include a com-
pact set to retail in the meigh-
borhood of $25.00, a portable
set at $35.00, a phonoradio at
$85.00 and a pocket receiver
at $25.00.

EMFRSON PHONORADIO MODEL 506

RADIO-TELEVISION JOURNAL,

AUGUST, 1945

NEW EMERSON MODEL 502
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MEW PRODUCTS NEWS

NUMBER 1

NUMBER 2

NUMBER 3

In order to keep the thousands of service dealers who read Radio Television Journal up to date on

the numerous new produets appearing on the market today, we are inaugurating this feature. For
further information on these new products, just write to Radio Television Journal, 1270 Sixth Ave

nue, New York, N. Y. Be sure to give the key number of the item you are interested in.

1. New Circuit Tester

A new All-Purpose Circuit Tester
for all who have to do with electri-
city, has been made available. It is
convenient vestpocket type, and indi-
cates voltages from 90 DC , and 60
AC, to 500 volts AC or DC. A Gen-
eral Electric neon lamp on the top
glows in varying .intensities indicat-
ing circuit conditions. No glow indi-
cates a dead line. The lamp lights
on currents as low as one micro-
ampere.

2. Waterproofing Liquid

A waterproofing liquid for electric
motors, ignition systems, batteries,
internal-combustion motors, wiring
and numerous other devices subject
to corrosion or affected by water or
moisture, has just been released for
civilian use. The liquid insulation
product has been widely used by the
arined forces of waterproofing igni-
tions and preventing battery corro-
sion.

3. Announce New Tester

A new piece of test equipment, the
Voltohymst, which is one compact
unit provides the means for measur-
ing 4-c or a-c voltage, resistance,
audio level. and FM discriminator
balance, has been announced to the
trade.

The new Voltohmyst combines a
6-range d-c voltmeter, an ohmmeter
reading from .1 ohm to 1000 meg-
ohms, a 6-range a-c voltmeter, a
linear audio frequency voltmeter, an
audio level meter, and an FM dis-
criminator balance indicator.

4. Long Range Speaker

This new loud speaker is a high
powered directional loudspeaker for
long range speech projection through
high noise levels. Range is approxi-
mately one mile over open country
and two miles over water. Primarily
designed for speech reproduction, it
has a frequency range of 300 to 5000
cycles per second and handles 150
watts of audio power.

5. Lightweight Resistors

An improved line of non-inductive
resistors specifically designed for use
where light weight and compact size
are important has just been an-
nounced. These components function
under adverse atmospheric condi-
tions and may be subjected to heavy
overload without premature break-
down. Accuracy is retained through-
out the life of the unit.

6. Tube Extractor

This new modified version of the
standard tube extractor has rubber
covered gripping surfaces, and the
prongs open wide enough to fit all
tube sizes. Special design of the ex-
tractor reduces breakage of thin-
walled tubes to a minimum, to say
nothing of the savings in fewer burnt
fingers, and a great deal of time.

7. Facsimile Unit

This newly refined fecsimile unit,
designed for postwar was engineered
to transmit and receive simultaneous-
ly either by radio or over ordinary
telephone lines. This unit is surpris-
ingly small and compact. Its dimen-
sions are 15 inches in width, 9 inches
in depth and 14 inches in height.
Complete with its power supply, the
instrument weighs approximately 25
pounds.

8. Lock-In Electron Tubes

Featuring sturdy mechanical con-
struction to withstand vibration,
shock and rough service in aircraft
and radio and electronic control,
these lock-in tubes provide many
electrical advantages for high and
ultra high frequency applications.
Tube bases of all metal design pro-
vide shock-proof positioning of the
tube in its socket. Solid socket pins,
which provide excellent mechanical
and electrical contacts with socket
parts, are welded directly to the tube
elements.

RADIO-TELEVISION JOURNAL, AUGUST, 1945



NUMBER 5

NUMBER 6

UNI-DAPT
[(UNIVERSALLY-ADAPTALLE)]
i REG. U. S. PAL. OFF. PNDG.

POWER TRANSFORMERS

The Stancor Uni-dapt Power Transformer line—"universally adapt-
NUMBER 8 able’’—will serve more than 80% of all radio transformer replacement

requirements. Four auxiliary mounting brackets facilitate adaptaticn to a
variety of mounting positions for ready interchangeability. Heavy insulated
leads are tinned for easy soldering. Electrostatic shielding minimizes line
interference. Proper selection of core and coil design with Stancor quality
impregnation insure long, trouble-free life.

Stancor manufactures a complete line of transformers. Inquiries are invited
from radio servicemen, amateurs and electronic engineers.

STANDARD TRANSFORMER CORPORATION

1500 N. HALSTED STREET ’ CHICAGO 22, ILLINOIS
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R.M.A. News is published monthly for the purpose of developing better understanding between Mfrs. and Dealers.

New FM Receivers Expected
To Cover 88-108 Mc. Band

Post-war FM radio receivers in all
probability will cover the entire band
from 88 to 108 mc., instead of
merely 92-106 mec. recently assigned
to commercial FM broadcasting by
the Federal Communications Com-
mission.

Chairman Paul Porter has advised
radio manufacturers to design their
FM receivers to incorporate the 106-
108 mec. assigned to facsimile. indi-
cating that the FM band will be ex-
tended to cover this frequency when
facsimile ultimately moves up lo the
400 me. region. Educational FM
was given 88-92 mec.

Meanwhile, the RM\ Engineering
Department will begin work on new
standards to cover FM, and the FCC
will hold conferences with industr:
representatives this month on stand-
ards and regulations to govern the

new services when become

operative.

they

War Orders for Radio Equip-
ment Remain High for
One-Front War

War orders for radio and elec-
tronic equipment for the third quar-
ter, beginning July 1, are expected
to run only about $12.000.000 a
month under early 1945 requirements
for a two-front war, according to
information given RMA.

The anticipated monthly average
of requirements for military and
rated civilian radio and electronic
end equipment during the third
quarter is $195.000.000. as against
a monthly delivery rate for the first
five months of 1945 of about $207.-
500.000. The monthly average of
war orders for the fourth quarter
is expected to be about $180 000.-
000. By the first quarter of 1946

R.M.A. LAUNCHES PROMOTIONAL CAMPAIGN

TWO OF THE ATTRACTIVE PHOTOS NOW DISTRIBUTED BY
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military and rated civilian require-
ments will drop only to an estimated
$145.000,000 a month.

The distribution of the third quar-
ter requirements is roughly as fol-
lows: Navy. $§103,000,000; Army Air
Forces. $63.000.000; Army Supply
Forces (Signal Corps), $26,000 000,
and essential civilian, $3,000.000.
AAF spokesmen stated that its cut-
backs on radio and electronic equip-
ment for the one-front war over a
six-month period is about 32 per
cent.

Radio and electronic deliveries to
the military services on prime con-
tracts amounted to approximately
$201.000.000 in May, as compared
with $207.400.000 in April. The
drop in deliveries in May was at-
tributed to cutbacks in Signal Corps
requirements and a reduction in mili-

tary orders late last fall preceding
the German advance in December.

FOR DEALERS

RMA TO STIMULATE PUBLIC INTEREST IN RADIO
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IN NEW ELECTRONIC STETHOSCOPE

TO’gaA’eRAYTHEDN TUBES ARE USED

il The conventional “acoustic stethoscope,” used by doctors since the horse-and-
.v buggy days, now gives way 1o a revolutionary electronic stethoscope called the
> “Stethetron.”

\ Human lives are saved by making diagnosis easier and more accurate with

the “Stethetron™ made by The Maico Company, Inc. Of particular interest to
you is that miniature Raytheon High Fidelity Tubes are used in this remarkable
device because of their complete dependability and precision performance.

This is just one more example of ihe superiority of Raytheon Tubes—the
line that you should feature to give your customers the best possible service.

Feature Raytheon Tubes now—for greater profits—and watch for the Ray-
theon merchandising program designed cspecially for established radio serv-
ice dealers who want to lead the field in postwar volume in their communities.

Inereased turnover and profits, plus easier stock control, are benefits
which you may enjoy as a result of the Raytheon standardized tube
type program, which is part of our continued planning for the future.

Raytheon Manufacturing Company
RADIO RECEIVING TUBE DIVISION
NEWTON, MASSACHUSETTS * LOS ANGELES °* NEW YORK = CHICAGO = ATLANTA

vy

““MEET YOUR NAVY'
AMERICAN BROADCASTING CO.

- Every Monday Night
All FOUR DIVISIONS HAVE Devoted to Research 4 'Cyoau fo Coaug
BEEN AWARDED ARMY-NAVY and the Manufacture of Tubes for the New Era of Electronics 181 Stations

“E" WITH STARS
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Yot Down Jo farth
.. . Jor Future Planning

By Fred Merish
Business Management Editor

A nation can’t fight a war without
men, equipment and a medium of
exchange, this trinity fused into a
solid front with some sort of over-
all plan of action. The radio deal-
er’s postwar position is similar, so
now is the time to plan your mode
of operation after the war. Each
dealer must “roll his own,” there is
no pattern to follow, he must analyze
his own position and then draft a
program based upon an intelligent
appraisal of essential factors pecu-
liar to his business. It may be only
a rough draft but the time and ef-
fort spent along these lines will not
be wasted because it will bring into
bold relief the many problems that
are etched into the picture and which
are apt to by-pass the mind.

The radio dealer’s postwar prob-
lems are many and here are some
of the things he must consider in
planning postwar operation.

Danger Points

What has the war done to your re-
sources? Is your working capital
ratio better or worse than before the
war? How does your financial
standing compare with that of the
prewar days? Has your net worth
increased or decreased? Has your
merchandising and servicing equip-
ment any trade-in value or is it prac-
tically junk? What will it cost you
for deferred repairs to business build-
ings and equipment? Many dealers
have been stymied on repairs be-
cause they could not get materials
or help during the war or substand-
ard repairs had to be made because
the usual grade of repair work was
unobtainable. Many temporary re-
pairs have been made during the war
which will have to be re-done in the
postwar period. Will such repair
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work set you back substantially, af-
fecting your investment in postwar
modernization, expansion and pro-
motion? If you figure on expansion,
how many additional men will you
need, how much will the expansion

cost you? What volume must you
get to pay the over-all cost of doing
business and net a profit on the
enlarged operation? How much
must you appropriate for advertis-
ing, either to rebuild prestige lost
through discontinued advertising

during the war or to get enough vol-

REMEMBER THE LAST DEPRESSION? IT
WON'T HAPPEN HERE IF YOU LAY
PRACTICAL PLANS TODAY

ume to promote sales with maximum
profit in the postwar period?

What were your business costs be-
fore the war? What have they been

during the war? Why the differen-
tial? Less help, discontinued adver-
tising, and a seller’s market have
tended to cut costs for many dealers,
although this reduction has been
offset by the inability to get resale
goods to keep volume up where the
overhead ratio was in the safety zone.
Despite this resourceful dealers in
all fields have been able to check-
mate losses by stocking ‘“foreign”
lines and services, and consequently
have earned more profit during the
war than before—but these are in

the category of war profits. When
postwar normalcy returns, when the
seller’s market becomes a buyer’s
market again, when war factories
and the armed forces turn back their
workers to civilian production and
soldiers enter the business fields,
when restrictions are removed or
eased, competition will put every
dealer on his mettle and he will have
to prove up or go down. Some deal-
ers we talked to are banking on infla-
tion or big war savings as a post-
There will be
ample funds to buy but there is no

war business-getter.

assurance that prices will remain
skyhigh for an extended period,
bringing wide margins to the dealer.
Apparently this is what some dealers
hope to beget through inflated prices,
because our productive capacity has
been stepped up more than 60 per
They should

remember that if our industrialists

cent during the war.

go full blast in the postwar period,
spilling their products into purely
competitive markets, these industrial-
ists can turn out at peak capacity
more goods in a year than the popu-
lation can consume, and this is not
likely to keep prices up in the clouds
for any lengthy period after war’s
end.

Your Questionnaire
Where has high taxation left you
on pocket-profit? Are you in a war
zone? If so, has this increased your
If so,

what steps must you take to replace
this business when the war workers
go home? If you are handling
“foreign lines,” will you retain them
after the war or kiss them good-bye?

volume over prewar days?
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Will you add new secvices and addi-
tional lines of merchandise after the
war? If so, how much additional
capacity and how much additional
promotional effort will be required
and the estimated cost? What will
war’s end do to your salable mer-
chandise? Many items have been
made with substitute materials and
as soon as the genuine are again
available, the public .will scorn the
ersatz items and want the real stuff.
In this regard, what is your inven-
tory position likely to be at war’s
end? The bigger the inventory, the
bigger the write-down for inventory
obsolescence. What about the write-
off on equipment? If you have
taken enough depreciation during
the past to absorb original cost in a
period of time that coincides with
actual wear, tear and obsolescence,
you are safe. If wear, tear and ob-
solescence take your toll before the
assets are written off on your books,
you stand to lose the difference and
this is a sock at net worth, weaken-
ing your financial condition, making
it just that more difficult to get
credit accommodations in the post-
war period.

Money Problems

How much capital will you need to
swing your postwar business pro-
gram? How much will you have
in the kitty for this investment? If
you haven’t enough money to finance
your postwar program at war’s end,
can you get credit accommodations?
If your financial statement shows up
badly, you may have a hard time
getting accommodations and it is
poor business to wait until you de-
cide to invest to find that out. Will
you need additional working capi-
tal to finance postwar operation?
Will your own funds, as indicated
by the current ratio on your bal-
ance sheet, do the trick? Working
capital is not investment capital.
The former supplies the funds to
pay current bills, payroll, taxes, etc.,
the latter is taken Trom surplus cash
you have set aside to modernize or
enlarge. If surplus funds are un-
available in your own organiza-
tion, you may get the money through
a loan or credit providing your bal-
ance sheet rates the accommodation.
Remember that expansion or, in-
creased promotional activity in the
postwar period will “up” the demand

for working c<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>