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Keep Radio Profits Up
by pushing Balkite—

The year round line

The New Balkite Trickle and
High-Rate Charger

MODEL J. Has two charging rates. A low trickle
charge rate and a high rate for rapid charging and
heavy duty use. Can thus be used cither as a trickle
or as a high rate charger and combines their advan-
tages. Noiseless. Large water capacity. Visible elec-
trolyte level. Rates: with 6-volt battery, 2.5 and .5
amperes; with 4-volt battery, .8 and .2 ampere. Spe-
cial model for 25-40 cycles. Price $19.50. West of
Rockies $20. (In Canada $27.50.)

Balkite Trickle Charger

MODEL K. For those who require a charger of
limited capacity only. Can be left on continuous or
trickle charge thus automatically keeping the battery
at full power. Converts the “A” battery into a light
socket A’ power supply. Charging rate about .5
ampere. Over 350,000 in use. Price $10. West of
Rockies $10.50. {In Canada $15.)

Three New Balkite ©B”’s

Balkite “B” eliminates ‘‘B’’ batteries and supplies

B’ current from the light socket. Noiseless. Per-
manent. Employs no tubes and requires no re-
placements. Three new models. Balkite “B”-W at
$27.50 for sets of 5 tubes or less requiring 67to 90
volts. Balkite **B”-X (illustrated), €or sets of 8 tubes
or less; capacity 30 milliamperes at 135 volts—$42.
Balkite “B”.Y, for any radio set; capacity 40 milli-
amperes at 150 volts—$69. (In Canada “B’’-W $39;
“B”-X $59.50; “B”.Y $96.)

Balkite Combination

When connected to the ‘A’ battery this new Bal-
kite Combination Radio Unit supplies automatic
power to both “A” and "'B" circuits. Controlled by
the filament switch on the set. Entirely automatic
in operation. Can be put either near the set or in a
remote location. Will serve any set now using either
4 or 6-volt ““A’ batteries and requiring not more
than 30 milliamperes at 135 volts of “B” current—
practically all sets of up to 8 tubes. Price $59.50.
(In Canada $83.)

All Balkite Radio Power Units operate from 110-120 volt AC current with models for
both 60 and 50 cycles. Also 25-40 cycle model for the Balkite Charger and Balkite “B"-W.

Maunufactured by FANSTEEL PRODUCTS COMPANY, Inc., North Chicago, Iflinois
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~ Balkite ﬂﬁrm

The Balkite Line of Electrolytic Dovices is Protected by .
Edgar W. Engle U. . Keissue Put. No. 16,438, Dated Oc 1.12, 1926
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“Birds of a Feather
Flock Together’’

“Like seeks like” and “a man is known by the com-
pany he keeps” are truthful old adages that merchants
could bear in mind with profit to themselves.

When a jobber is notable for the prominence of the
manufacturers he is privileged to represent, it’s a pretty good
sign of his trustworthy qualities.

Ever notice the brands in our catalog—such as these:
Majestic Weston King Farrand Balkite

Cunningham Eveready Stewart Crosley

Bremer-Tully General Radio Hammarlund

WAKEM & McLAUGHLIN, Inc.

2285 East lllinois Street Chicago, lllinois
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Make These Big
Buildings Your Warehouse

Now with the summer months coming on, you'll per-
haps feel it prudent not to carry too heavy a stock of radio
apparatus on your shelves.

And why should you? That’s what we're here for—
to be your stock department—to carry, at your call, every-
thing you need in radio—and give it to you in a jiffy.

Try out this service of ours. You'll find we ship so
fast it’s just like having huge stock right at your finger tips
all the time.

Have You Our Catalog R-1009?

WAKEM & McLAUGHLIN, Inc.

225 East lllinois Street Chicea.go, Illinois

_
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A Vast Plant with Super
Facilities at Your Call

After all, everything depends upon your jobber con-
nection. So, take a look at the picture below and you'll
realize that our dealers enjoy the advantage of jobber facil-
ities that afford a service few can equal.

That such facilities are much desired is proved by the
constantly increasing number of radio dealers who concen-
trate all their buying here. They know our stocks are large,
trustworthy and of high quality. And they know, too, that
no one but a dealer can buy here.

We can render you a service you'll find mighty satis-
factory. The best way to make us prove it is with a trial
order. Do it. You'll be surprised!

WAKEM & McLAUGHLIN, Inc.

225 East lllinois Street Chicago, Illinois
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Now YOU Put Us to
the Test

For months and months, now, we've been telling you,
through these pages, a lot of things about ourselves, aimed
to cause you to test us out.

A great many of you have tried us, and—if we can
judge by your constamy——hwe found us equal to every-
thing you require in the way of service. Still, there are
some who have not yet “tasted” our offerings.

To them we say: this is a one-policy house. Every
dealer gets the same fair, generous treatment. Every one
gets the same liberal discounts. That's the practice that’s
made us successful—that’s the practice that eventually will
turn you, too, in our direction.

WAKEM & McLAUGHLIN, Inc.

225 East lllinois Street Chicago, llinois
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Majestic
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Capacity Nine
201-A tubes or
equivalent. 45 mil.
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How oftenhave you had to
run-down “B” Batteries
of all those reception “n
Put an end to such *
with the annoyance an
stantly replacing wasteful *B’* Batteries. Go
to your nearest dealer and ask for a Majestic
“B”Current Supply Unit to try on your set,
Then, your “B” power troubles are over.
You will have permanent, “full strength”
“B" current direct from your light socket
every time you turn on your set.

Majestic ‘B Current Suppl)f‘%ﬁ{\

The best «B".Unit regardless of price

Batteries are just about gone”
embarass yourself by explaining that
and not your radio set were the cause
oises” —or worse, no reception at all?
‘embarrassing moments.” Do away
d expense of con-
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Positive control of
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What About A. C. Tubes

and the
Electrified Set?

Will They Help or Hurt the Business
of the Radio Merchant?

By WILLARD C. HOWE

was turned upside down recently by publicaticn in

one of the Metropolitan newsypapers of an article
containing a mixture of facts and misinformation about
the alternating-current tube on whicn the General Elec-
tric Laboratory at Schenectady has been experimenting
for two or three yvears.

Among the statements contained in that article was
one to the general effect that this tube—designated the
UX-225—would revolutionize the radio business by elimi-
inating all batteries, eliminators, chargers, etc.

As a story, judged by newspaper standards, the
report was a work of art, but it was premature, extreme-
ly annoying to R. C. A, and Cunningham, and altogether
misleading as applied to the particular tube mentioned,
which is designed solely to eliminate the A battery. hav-
ing no relation, whatever. to the B-current supply.

There is no question, however, that the premature
publication of such tacts as were contained in the article
had its beneficial side, from the standpoint of the radio
industry. For one thing, it served to put a number of
set manufacturers on their guard. to awaken them to the
possible dangers of disregarding the activities of the

{31

THE radio situation in the vicinity of New York
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most powerful factors in the business who are also the
holders of most of the important patents.

It seems rather important, however, to sift the facts
from the fiction and to set down here some tangible in-
formation which may be helpful to every radio merchant
who is called on to answer questions regarding light-
socket operation. There is no doubt that the public is
intensely interested in the subject, nor is there any pos-
sible way of dodging the issue, since electrified sets have
been on the market and an increasing number of them
will appear during the coming season.

Getting at the Facts

First we may as well have a iook at the facts, as
related to the UX-225: As far as my information goes,
this tube has been under experimentation for something
like three years in the Schenectady laboratory. It is
based on the principle of utilizing a large removable and
replaceable heating element in lieu of the ordinary type
of filament. It differs from the conventional type of tube
chiefly in that it is designed to use alternating current
for heating the cathode. It has no bearing, whatever,
on B batteries or B eliminators, but in use would elimi-
nate the A battery or the A battery substitute of the
types now on the market.

As the result of publication of the article already
referred to, David Sarnoff, general manager of R. C. A,,
issued a peculiarly worded statement, as follows:

“The research Laboratories of the General Electric Company
and the Westinghouse Electric & Manufacturing Company, work-
ing in co-operation with the Radio Corporation of America, have
been engaged for some time in the development of various types
of vacuum tubes in which the current ordinarily supplied by ‘A’ bat-
teries is obtained from the electric light mains through a small step-
down transformer. Research work on this problem is still pro-
ceeding, and, although the lahoratories have developed several types
of so called ‘A. C. Tubes,’ there are a number of practical problems
to be solved in the application of such tubes to radio broadcast
receivers hefore the production stage can be reached. Among such
problems is the elimination of so called ‘A. C. hum’ in high-quality
broadcast receivers where the loudspeaker response goes deep into
the hase and below 200 cycles.

“The statement in this morning’'s press, although, I am certain,
unintentionally so, is mevertheless misleading in some respects.
For example, the A. C. tube when available will only eliminate the
necessity for an ‘A’ battery. So far as the ‘B’ plate supply or the
‘B’ battery is concerned, it will be necessary, as in the past, to con-
tinue to use either a ‘B’ battery or a ‘B’ Battery Eliminator; nor
will the A. C. tube function properly in existing types of broadcast
receivers unless the internals of the receiver itself are redesigned.
So far as concerns the final result to the human ear, there is no

N
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reason to expect a different result from a tube which is energizeg
by alternating current than is provided by present-day broadcast
receivers using standard types of vacuum tubes.

“The Radio Corporation of America is continuing to produce
and market its present types of standard tubes and receiving sets
and knows of no reason why anyone should hesitate to purchase
any of the standard tubes or receiving sets now on the market.

“L.et me be emphatic in the statement that these tubes will not
render obsolete radio broadcast receivers =mploying the present
types of vacuum tubhes and present methods of securing A. C. opera-
tion, of which there are many: neither do they dispense with all
bhatteries. They merely do away with the necessity for an ‘A’ bat-
tery.”

The Cunningham Version

The Cunningham organization followed this with an
advertisement which appeared in the New York news-
papers the same week, which said:

“Type CX-325, our equivalent of UUX-225, has been in an experi-
mental and development stage for nearly two years. [ts outpur and
capabilities are similar to those of our well-known type CX-301A.
In CX-325 we are attempting to replace the filament with a cathode
heated directly by house A. C. supplied through a step-down trans-
former. When and if successtul, this tube would eliminate the A
battery, substituting raw A. C. It will not eliminate the B and C
batteries, or B eliminators. This tube has not yet reached a com-
mercial stage. It is difficult to manufacture and would have to sell
at a price from $6.00 to $9.00 each. It is our opinion that the prac-
tical difficulties connected with the manufacture of CX-325 will
prevent it ever heing commercialized. If perfected, it could not by
any stretch of the imagination he called a revolutionary develop-
ment. CX-325 could not he used in present equipment without sub-
stantial wiring changes. and then would not improve reception, hut
merely eliminate the A battery.”

Other A. C. Tubes

These statements are doubly interesting, as much
for what they omit as for what they say. They confirm,
definitely, the fact that the A. C. tube recently reached the
point where it received a commercial designation. They
omit the fact that specimen tubes have been supplied to
set manufacturers for consideration. They raise the
probability, over and above all other suggestions, that the
UX-225 is not the tube which will serve as the basis of the
electrified Radiola line when that line makes its appear-
ance. We may safely infer, from facts at hand, that
there are other tubes in prospect, the secrets of which
have been better guarded.

Meanwhile, despite the fact that both R. C. A. and
Cunningham are so skeptical about the possibilities of
such a tube, the McCullough A. C. tube is on the market,
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as it has been for two years; the Sovereign and Van
Horne tubes are formally announced; Kenrad is expected
to announce its A. C. number in the near future and
others are expected any day. So it appears that although
the sales departments of the R. C. A. and Cunningham
organizations are skeptical, there are plenty Cf other tube
producers who believe the A. C. tube is going to be a real
tactor and are ready to make and sell them.

This type of tube, however, does not accomplish the
complete light-socket powerizing of the set which has pro-
vided so much basis for conversation. It disposes of the
A battery, and B power remains as necessary as before.

A newer tube which will accomplish the complete
elimination of all batteries is quite another matter. One
such tube is now ready for the market. Its full name
and specifications can not be given thus far, but it will
make probably its initial appearance in the new Freed-
Eisemann line of receivers which are to be shown about
the time this issue of RADIO MERCHANDISING is
being mailed.

This tube, of the gas filled type, is a rectifier which,
in connection with a filter and necessary transformers,
takes alternating current from the 110-volt line, converts
it into direct current, smooths out the ripples and de-
livers the high voltages required for the plate circuits
as well as the low voltage required for operation of the
ordinary detector, amplifier and power tubes.

While the operation of this tube is yet to be tested
on a commercial basis, those who are acquainted with it
are entirely confident that its operation will prove alto-
gether satisfactory and that the sets using it will per-
form to the entire satisfaction of their users.

So, regardless of the R. C. A. and Cunningham
statements, it is obvious that complete light-socket op-
eration has come to stay.

This being true, the next question is: What does it
mean to the radio trade as a whole, and, particularly, to
what extent is it going to hurt the retail end of the busi-
ness by curtailing sales of accessories?

Here, perhaps, is a clue: The same evening the
UX-225 story appeared in a New York newspaper, 1 was
sitting at home in the Long Island village where I live
listening to a radio concert, received on a standard set
deriving its power from an Exide storage battery and
some Eveready B batteries, when the lights went out.
Candles were lighted and exactly one hour passed before
the current came on again; but the radio continued to

-,
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function. Had my set been one of the completely “elec-
trified” tyvpe, obviously it would have gone out with the
lights.

A Device for the Cities

Now. the important point is simply this: For those
misguided souls who live in New York and Chicago and
other big cities—who live in such centres through choice
—the light-socket set will be a fine thing. Such places
have highly dependable central station service, seldom
are troubled with breakdowns. and the apartment dwell-
ers, who are generally the laziest people in the world,
as tfar as physical exertion is concerned, can be relizved
of the annoyvance of charging storage batteries, occasion-
ally replacing B batteries, etc.

But for the millions of us who have to depend on
small and more or less erratic central station companies
for our alternating current, in communities where the
power is apt to go oftf or be shut off at any hour any day.
light-socket operation is not so attractive a prospect. It
does not offer any improvement of any sort in quality of
reception. Its only advantage is one of convenience,
which, in our case, is very apt to turn too readily into
inconvenience.

Bear in mind that our troubles with light-socke: de-
vices are not limited to those occasions when the current
fails. Other occasions are far more numerous when the
voltage drops to a point where it will not assure satis-
factory operation af any devise unless designed to stand
up under heavy variation.

Batteries Are Better

On the other hand. the factor cf trouble with bat-
teries has shown steady decline. Manufacturers of acid-
tvpe storage batteries have developed improvements in
plate and separator design which have rendered the
standard batteries of today about as dependable as any
device can be. In the dry-battery field, likewise, research
has developed a long-lived product of most depencable
character. And in both cases the cost to the consumer has
come steadily down in proportion to the life and service
delivered.

The ideal radio power unit, seemingly. would be one
that would operate direct from the light socket, but with
batteries floating on both tilament and plate circuits to
provide reserve current for emergencies. Such an ar-
rangement would be both complicated and costly, how-
ever, and is not likely to prove practical in the near
future.
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The situation we are facing, therefore, is a choice
between battery operation or eliminator operation on the
one hand and direct light-socket operation on the other.

Broadening Radio’s Appeal

Assuming that the equipment is correctly designed,
it seems probable that there will be ample field for both
types, increased sale for both. The battery-less receiver
will have its distinct and principal appeal in the big cities
where conditions are most favorable for its use. The ordi-
nary set will go steadily forward elsewhere, with manu-
facturers of batteries devoting increased energy to tell-
ing the public how dependable present-day batteries are,
as compared with the products of five and ten years ago.

In the talking machine field, dealers are selling the
Electrola and the Victrola side by side, as parts of one
standard line. It would be just as reasonable to say that
the Electrola is likely to abolish the moderate-priced
Victrola as to assume now that the light-socket set is
going to abolish the battery and eliminator-operated re-
ceivers, particularly when we know that elimination of
batteries does not offer any improvement in the quality
of reception.

There is one very important work to be done, how-
ever. The public, in spite of a great deal of intelligently-
planned advertising by the battery manufacturers, still
thinks of batteries too largely in terms of trouble. This
condition has been brought about by the flood of cheap
batteries of all types, sold entirely on the strength of
price. These cheap wares have done a great deal of
harm. It is time to throw them out, to quit selling bat-
teries on the basis of price, and to devote a little more
attention to stressing the high efficiency and dependable
character of batteries of standard makes.

Nothing to Worry About

Thus far, there is nothing better in sight for the vast
majority of set buyers than the power equipment which
has been standard during the last season? Eliminators
have come to stay and batteries are vastly better than
they used to be. Both are good. The new tubes probably
will be equally good when producers have had time to
profit by experience. But the sum and substance of the
situation is that light-socket operation will merely open
up an additional field; it will not, as far as present indi-
cations point, hurt existing business or greatly alter the
trend of the industry.

(Concluded on Page 48)




“Dirty Play” and the Radio Game

Is Radio a Business or a Gambling Match? Is the
“Gyp” Jobber to Wreck the Retail Business for
Lack of Organization Among Radio Merchants?

By E. H. ROBINSON

Richardson’s Radio Department
Boston, Mass.

[ This is a remarkable article. It portrays, without exaggera-
tion, a situation which exists in every large radio market and in
many smaller centers. It presents the retail side of the case with-
out gloves. It goes to the very root of the troubles afflicting thou-
sands of retail radio enterprises. Finally, it suggests a remedy with
which Radio Merchandishing is heartily in accord—Organization.
The question remains, however: Are there enough radio merchants
who are willing to do something tangible, enough two-fisted fighters
who believe action is in order to make effective organization possi-
ble? Read what Mr. Robinson says. Then, whether you agree or
disagree with him, let’s have your views.—Editor.]

games, we have the element dise, advertising, and demon-

of “dirty playing.” In the strating with service, wakes up
last few years steps have been to see, in his daily newspaper,
taken to eradicate this element that all that effort and cost have
in most professional games. been wiped out. His customers
This article will discuss some to whom he has sold the sets,
of these methods of “dirty play- perhaps on the installment plan,
ing” in the Radio Game and await him with fire in their
ways to defeat such players who eyes. “What a fine ‘gypper’ yon
persist in their nefarious ways. are;” “Take back your set; I
We shall lightly touch some of can buy a new one at less than

IN THE Radio Game, as in all  through stocking the merchan-

the more important and then half my balance due you;” “I
confine ourselves to one in par- want a refund; So-and-so is sell-
ticular: The johber. ing for $29.75 the same set for

The manufacturer iz some- which 1 paid you $65.” The
times a very dirty player dealer is in a quandary. What
through his methods of “dump- shall he do? His shelves are
ing.” His practice is to close stocked with merchandise of
out to a department store chain very little value, his customers
or “gyp jobber,” for cash, a are dissatisfied, he cannot col-
large quantity of sets at ridicu- lect on h:s leases, all his efforts
lous prices. The dealer who in that line have come to
has had faith in this manufac- naught. In any other line of
turer and has put time, effort, business he could turn to other
and money into his products manufacturers, but in this game

(9]
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it is too often the leading, ‘“re-
liable,” manufacturers who are
doing the “*dumping.”

There is but one solution:
Dealer organization to forecibly
bring to the attention of these
manufacturers that such ‘“dump-
ing” spells their finale in the
Radio Game. If they must
dump, let them do so through
the dealer himself who has
built them up, has stocked their
merchandise, and is entitled to
any “breaks” that the manufac-
turer can give him.

The broadcasting stations
themselves do their dirty play-
ing by stealing one anothers’
wave-lengths, The United
States Government has made
new regulations to put an end
to this form of dirty playing.

The Newspapers Play It, Too

The newspapers, whose part
in the game is exceedingly im-
portant, are about the worst
factors in the dirty playing be-
cause they spread the poison.
“pumping.” “gyping.” ruining of
lines thromgh price-cutting and
other dirty tactics could be of
no avail nnless spread by the
newspapers. They force the
legitimate dealer everywhere to
suffer the harm done by a very
few “gyvppers.” A dealers’ or-
ganization with set rules would
wipe out that canker very
quickly.

The jobber, whose cut is the
most unkind after all, is the
subject of this articte. The
manufacturer in arriving at his
list price allows the dealer a
legitimate profit to carry on his
business, pay his expenses, and
leave him a fair profit if he mer-
chandises fairly and squarely.
Frequently the jobber, whose
theoretical position is that of
guardian and helper of that
dealer, tries in every conceiv-
able way to steal that profit
from his protege. It is this com-

petition or dirty playing that
takes all the pleasure out of
plaving the Radio Game fairly
and like gentlemen. We can
forgive to some extent the oth-
ers because there are extenuat-
ing circumstances, but the job-
ber has no defense whatsoever.
When we compare the actions
of Judas and Brutus with this
type of radio jobber, they ap-
pear to be honest, straightfor-
ward gentlemen; the man who
steals the pennies from a btind
man is an angel when compared
to the jobber who steals the
livelihood of the dealer with one
hand while he sells that very
dealer merchandise for which
the dealer must go to the job-
ber.

The Jobber's Rightful Place

This jobber has as his right
of existence that he carries the
manufacturers’ finished stock,
sells same to his hundreds of
dealers, and pushes new and de-
serving factories and items so
that the manufacturer may
spend all his time and effort in
manufacturing, improving and
developing his products with
the least amount of trouble in
selling, distributing, and collect-
ing from a vast number of small
accounts, The jobber carrying
many lines can concentrate the
salesman power and number of
accounts,  All these duties are
the plays assigned to the jobber
as far as the manufacturer is
concerned.

Now for his plays as far as
the dealer is concerned. In all
the trade magazines we rtead
of the jobbers’ salesman as an
individual whose time is spent
calling on the trade, pushing
merchandise that is up-to-date
and popular, advising as to the
window display, store layout,
giving the dealer help on sales,
how to move slow.moving mer-

r‘"‘
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chandise, and in every way
helping the dealer to a bigger
and better radio business. In
over six years of bhuyving radio
for four retail stores, two manu-
facturing concerns, anl one
wholesale concern, 1 have met
but two salesmen of the story
book type. Both men quickly—
too quickly tor me —received
promotions that took them off
the road. Almost every other
salesman appears to be an or-
der taker. who comes in, lounges
around, spills his catalogs (if he
has any) all over the counter,
butts in on salesmen talking to
customers  and in  all ways
makes  himself  obnoxioas  in-
stead of helptul,

How 1t Works

l.et’s see just what the aver-
age joubber in real life does. le
takes a known line and sells it
to his various dealers. If any
service is needed he returns the
merchandise to the manufac-
turer billing the dealer tor the
work done by the manufacturer
and causing the dealer an extra
loss through delay. He usually
has o retail outlet, which is
large or small, according to his
own size.  In this retail outlet
he sells the merchandise to the
public¢ at a price with which the
retailer cannot compete and
live. He advertises this outlet
and its prices in the newspa-
pers. Of course, the ouatlet is
under a different name. It is
not difficult, however, for the
trade to tind out who the outlet
is and what jobber is supporting
it.  This was the first sign of
the jobbers' dirty playing. Such
places can be controlled by the
dealers’ organization, who com-
pel the jobber to make his out-
let hehave or the dealers will
boycott him entirely and give
their business to a real 100 per
cent wholesaler, We have

fought against this method in
the old days and have diseredit-
cd it with the public to a small
extent.

Foolish Competition

When these outlets started to
compete with one another, and
foolish dealers started to com-
pete agaiust both, the jobber
had to look to other sources.
He happened on the unfair or
coultesy discount method. This
started as a courtesy to large
industries in return for other
business A nominal 15 per cent
discount would be given tae in-
dividual who presented a large
corporation’s  purchase order
and paid cash, Soon the portals

opened  wider. Certain  indi-
viduals became known to the
men hehind the counter and

they were able to buy w.thout
the purchase order. The job-
ber’'s cash register started to
ring  merrily, and more men
were put behind the counter.
Then ¢oHmpetition  started in
and dircounts went up. It wasn't
very long until the full dealer's
discount was given to any Tom,
Dick or Harry who came ir with
or without a purchase order.
F.nally business, cash and over
the coun-er became so brisk that
the jobber had to enlarge this
at-wholesale retail department.
This form of robbery became a
terrible, hearthreaking ooposi-
tion to the dealer. Last year he
had bad reception, competition
with the furniture houses and
their  dollar-down-dollar-a-week
methods, poor bhusiness eondi-
tions in other industries, and, to
cap the climax, jobber competi-

tion through unfair discounts
reached its height,
“Wholesale” Transactions?

I shouid like to have a jobbher
justity his sale of two B Batter-
ies, one two or even three
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tubes, or three dry cells at full
dealer’s discount on the basis
that these are dealer’'s pur-
chases and not for the personal
use of the purchaser or his
friend or neighbor. One local
jobber went over his cash sales
with me about three weeks ago
when I spoke to him about his
unfair methods, and every sale
on its face was an individual
purchase. Everyone will have
to admit that such sales are the
bread and butter of the radio
game. If the dealer loses those
sales his next step is to look for
a job with his friend or arch en-
emy, the jobber.

After the Money

The PUBLIC, who derive the
benefit of this unfair device, are
not satisfied or fair. They are
the pack of wolves who follow
the lone traveler up north,
snatching at the pieces of meat
he throws to them, but never
satisfied until they “get” the
man himself. Having received
a discount from the jobber, they
expect a full discount, service
and advice from the dealer who
is trying to run a legitimate
business and derive a fair profit.
The customer to whom the deal-
er has given advice, help and
agsistance turns to the jobber
ter the merchandise, but re-
turns to the dealer when he
gets into difficulties, as the job-
ber cannot run an information
bureau at the price he sells the
merchandise.

The jobber who indulges in
these practices does nothing to
further radio. He has no inter-
est in radio other than the mon-
ey end. He takes no interest in
the advancing of circuits, help-
ing the public build or perfect
what they have. Money! Mon-
ey! Money! is his war cry.
“Let the dealer worry about the
upbuilding of the industry.” The
one thing that should interest

the jobber, the turning of a
game into an industry, the fur-
thering of radio in the public
mind, never interests him. He
can't afford it. Let him get his
“pound of flesh,” and if he takes
a little blood and bone, too,
from the dealer it makes no dif-
ference, as there is another
dealer around the corner.

I could go into thousands of
cases where unfair discounts
have robbed my concerns of
customers whom we had nur-
tured from crystal-set days. But
every dealer has had his experi-
ences. If any jobber is inter-
ested, I'll give him names of
customers and jobbers and will
present sales slips of the vari-
ous jobbers to show what I say
is not a pipe dream,

The Only Remedy
The way to put a stop to all

evils of the jobber is, once
more, dealer organization. Let
us define who a dealer is! Let

us insist that no one but a
*“(ealer” bhe given “dealer” dis-
counts. Woe to the jobber who
knifes us. Secondly, let us de-
fine a jobber! We want a man
or company who knows what a
dealer’'s discount is and what it
is for; never mind how many
men he travels, but how many
of his men are aids and helps
to the dealer. Are you interest-
ed in hearing your own cash
register ring as the dealer's
death knell or would you rather
help him? What can you do to
help this bhusiness along: to
make it an industry instead of
a game?
What Justification?

There are usually two sides to
a question. If so, what is the
justification for this so-called
courtesy or trade discount? The
ordinary reasons are: Well, the
A Company is a big concern and
gives us a lot of electrical or mu-
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sical or hardware business, and
we do it as courtesy. How
about the full discount and the
lack of purchase order? Mr. X
has a garage, he charges A bat-
teries once in a while, he buys
odd parts to fix the cars he
works on nights. He is entitled
to buy tubes and batteries for
his own use and for his friends
at a full dealer’s discount, AVhy?
The corner drug store sells ev-
erything. Radio is something.
Therefore he is entitled to a
dealer’s discount. Does hs serv-
ice or carry a stock? N) He
buys on the customer’s order.
He orders one tube or one dry
cell, usually for himself or for
his clerk. This is a fact, as I
have had this matter thrown in
my face every time 1 go into a
certain drug store in my neigh-
horhood.

One Boston jobber circular-
ized the drug stores last year,
saying that the summer busi-
ness in radio was on tubes and
bhatteries and that they would
only have to carry a very tiny
stock, replenishing it daily to
get the protits away from the
radio dealer. Mr. Z is a school
teacher. He is entitled to a
dealer's discount. Why? Mr.
W works for the post offize. He
is certainly entitled to the deal-
er's rent, advertising and over.
head money as far as the jobber
is concerned. The man who ac-
cidently walks into the highly
advertised jobber’s wholesale
(retail) store receives a discount
on his individual purchase; he
is entitled to that discount.
Why? For the same Teason
that the others get it. SIMPLY
BECAUSE THE JOBBER
WANTS HIS CASH. Let's hear
these jobbers justify such ac-
tions!

Another Rotten Practice

To illustrate another evil
cansed by the jobber: I was in

court the other day trying to
collect for a set I had sold a
triend at a courtesy discount—
I'm tarred with the same brush
myself from necessity, although
[ hardly ever sell a friend, due
to further trouble and loss of
Iriendship that nearly always
follows such transactions, The
man who gets discounts carries
trouble and dissatistaction with
him,

As it happened a radio case
came up hefore mine, Twa men,
meat salesmen, who had bought
sets at tull dealer’s discount
from a local jobber and 1esold
these sets at 25 to 40 per cent
discount to anyhody (they had
no overhead, as the meat busi-
ness paid their salaries and all
between what they got and
what they paid was velvety had
sold a set that went bad. A
transformer had burned out.
These men qualified as RADIO
EXPERTS, although they spent
a hard day in the meat market.
On the stand they were asked
as experts the reason the trans-
former had burned out. One,
the boss, didn’t know; the other
claimed, because of too much
volume. He reiterated tim= and
time again that it was the vol-
ume of sound and not any
mechanical difficulty that had
burned ount the transformer.

There is the RADIO EXPERT
as fostered by some of the job-
bers.

Let’s Qualify Our Experts

Some day our legislature will
pass a law requiring an exami-
nation or license before a man
can receive pay as an expert. 1
personally am a Harvard tech-
nical graduate, studied radio at
school, have handled radio in
every way—manufacturing, re-
pairing, servicing, advising, etc.
—for 8ix years, but I am afraid
to call myself a Radio Expert.
I don't know anywhere as much



S w e Ty

14 Rabio MERCHANDISING, April, 1927

about Radio as a real expert
should know.

How skillful or good can a
game be that has as experts
and stars such as we have illus-
trated?

Some Typical Cases

For four years a certain man,
electrician by trade and automo-
bile mechanic evenings, bought
various parts for radio from one
of our retail stores. We gave
him service and advice and
showed him every courtesy
shown in any reliable retail or-
ganization. lHe was perfectly
satistied to pay the same price
as any other customer and had
never asked for a discount. One
day he happened to be in an
electrical jobbing house which
»uad just taken ou the jobbing of
De Forest tubes. They were be-
ing exploited, and he had read
some of the glowing advertise-
ments. He bought one and to
his amazement received a 30
per cent discount. This put an
idea into his mind. As he wasn’t
sure of his ground, he went in
the next day and bought anoth-
er tube and B battery. The
clerk again gave him a full
dealer's discount without any
red tape. His next step was to
come in and say that we had
been cheating him out of a dis-
count that he had been entitled
fo for years. He claimed that
he was getting from 50 to 60 per
cent off from «all his purchases
from all the jobbers on «ll radice
items. This sort of customer al-
ways exaggerates, believing he
will receive sowe disconnt if he
asks for a lot. At first I threw
him out, but later when he had
come in for advice, as his job-
bers would give him none, I
teok him aside and explained
to him that we had to charge
niore to cover our guarantee on
all merchandise, service and ex-

perts we employed. He agreed
we were right, but once in the
possession of the facts as shown
he sought out all the jobbers
and now buys from them at the
same price charged the dealer.
He is now a radio dealer, in di-
rect competition with us, but
still sends his customers and
himself comes to us for infor-
mation. Iis store is his house,
Lis  purhases are daily those
things which he has sold the
night before. He gives every-
body a discount, as his overhead
expense is nil. What shall we
do with such customers created
by jobbers to steal away our
livelihood ?

I could go on citing hundreds
' such cases, but I haven't the
space.  All radio dealers have
had them, but have never done
anything to put a stop to these
practices. Individual effort can
accomplish nothing.

Shall We Quit or Fight?

What are we dealers going to
do?  Wait till the sheriff nails
an auction sign on our f{ront
door or until we put our bank-
ers into the Radio business, we
who have bankers with enough
faith in the Radio Game to lend
us money?

A genuine dealers’ organiza-
tion with definite purposes as to
manufacturer, jobber, dealer, ex-
pert and the public, taking al-
ways into consideration those
who are working towards the
development of the Eighth won-
der of the world, is the real an-
swor,

The best time for such devel-
opment is in the month of May
or thereabouts, as Summer las-
situde has not set in and Spring
feelings are not yet dissipated.

I should like to see the cards
shuffled again and a new hand

(Concluded on Page 4%)



Broadcast Advertising
Helps the Merchant

Actual Experience with Balkite Hour Shows Public
Receptiveness Replies Roll Up Startling Volume.

Just what is the real effect
of broadcast advertising on the
sale of any product? What ef-
fect does it have on the busi-
ness of the retail dealer han-
dling the product? Thes2 are
questions frequently asked and
very frequently answered erro-
neously by self-styled advertis-
ing “experts.” who have had no
practical opportunity to test
this new and still novel form of
advertising.

RBelieving that radio mer-
chants generally ought to be in-
terested in this phase of their
business, RADIO MERCHAN-
DISING recently asked the Fan-
steel P’roducts Company, spon-
sor of “Balkite Hour,” for the
results of its experience with
one of the most costly and care-
fully planned radio features thus
far put on the air for advertis-
ing purposes. The article that
follows is bhased on facts fur-
nished hy the Fansteel compa.
ny.—Editor.]

Selling merchandise for pub-
lic consumption undoubtedly re-
quires three separate activities
—namely, publication advertis-
ing, direct mail advertising and
salesmen. It is admitted by the
hest students of distribation
that all three have an equal
power and are equally necessary
in effecting the sale of giods.

They must, therefore, receive
equal attention and driving force
from the sales management.

Publicity in the editorial col-
unmns of the publication is ad-
mittedly a fourth factor and
very effective.  but  a  nmuch-
abused and nishandled tool of
the sales department, bhecause
its use is not understood. Edito-
rial departments ot our puklica-
tions are glad, even anxious, to
print news and articles of legiti-
mate interest to the reader. The
trouble is the sales manager
thinks of the reader only as a
customer who must receive di-
rect attack, while the editor con-
siders the reader’'s own interest
rather than that of the acver-
tiser—and rightly so. Whenaver
a magazine is edited from the
advertiser’'s angle alone the
reader knows he's heing “propa-
canded,” reader confidence is
lost and the whole structure
falls dow. to the advertiser's
nltimate loss.

A New Kind of Publicity

There is a very distinet place
for legitimate publicity of real
reader interest, however, which
the editor appreciates and the
sales manager docs not. If a
sales manager wants his pub-
licity to fall down let him ap-
proach ths editor through the
advertising department of the

(15]
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J. M. TROXEL
President Fansteel Products Co.

paper. There is no way to
make more sure that the editor's
waste basket will be the ulti-
mate destination of his contri-
bution. This refers, of course,
to publications that will con-
tinue to maintain a place in the
publishing field.

And so we come to the fifth
and latest aid in creating a mar-
ket for goods—namely, radio
broadcasting. It can be, and
has been, much abused by small-
er stations, where the sponsor
is mentioned with every piece
broadcast and where the quality
of the sponsor’'s goods is orated
upon at length to the disgust of
the listener-consumer, who flips
his dial to other programs and
the station, exactly like the fly-
by-night publication without edi-
torial ethics, passes out of busi-
ness.

Again, paralleling true pub-
licity in magazines and newspa-
pers, out of the mass of mush
thrown on the air emerges the
Jegitimate publicity broadcast,

sponsored by reputable con-
cerns, with the finest class of
music obtainable. Certainly the
listener-consumer interest is un-
questioned. Therefore this meth-
od of publicity is to become a
settled institution, because it is
economically sound. The spon-
sor gets his financial return, the
radio station hecomes a profit-
able institution and the consum-
er's interest is most certainly
well served.

Quality as a Keynote

Studying these factors care-
fully and realizing their impor-
tance, the Fansteel Company of
North Chicago, Il., well-known
makers of Balkite radio power
units, deliberately moved to ob-
tain the best there was in the
musical world and finally suc-
ceeded in securing Mr. Walter
Damrosch and his New York
Symphony Orchestra. As an
added service to the listener-
consumer the company arranged
with Mr. Damrosch to include
an educational program on bet-
ter music as a feature of alter-
nate concerts. This is ‘“bread
cast on the water,” returning
after not so many days. The
Fansteel Company believes in
the principle of service bhringing
its own reward. The company
name and product is mentioned
only at the beginning and clos-
ing of the hour of broadcast.
Not a single criticism of this
short announcement has reahed
tHe sponsor.

On the contrary, quotations
from the several thousands of
letters received show that the
policy of the Fansteel Company
in selecting high-class service
to represent high-class products,
laid down by J. M. Troxel, its
president, is well justified.

“Yonr programs now make
our $1,000 radio set worth-
while.”
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“If your product is as good
as your programs, I want a
Balkite unit.”

“[t gives so much pleasure to
the poor people, who never
could pay to hear your wonder-
ful concerts.”

“The radio is surely a crown

to your career. The Middle
West is being educated—and
thank you.”

“With such contributions on

the air the ownership of a ra-
dio receiving set assumes a
value and importance bheyond
estimate.”

“So many indifferent pro-
grams are given on the 1adio
that it was a pleasure to listen
to something so absolutely de-
lightful and worthwhile.”

“Damrosch knows his
stuff.”

“Please forward this letter fo
the patrons of the entertain-

sure

ment. A heartfelt “thank you’
to the patrons of this great
treat.”

“In appreciation of Balkite

Hour so generously contributed
by the Fansteel Products ¢om-
pany.”

“loney. no chow tonight for
me. | want to listen to the
Balkite Ilour.”

“You must change the night,
as it is seriously interfering
with an old custom—the Satur-
day night bath.”

“I want to commend the en-
terprise of the Balkite people
in that they not only give wide
publicity to their name. but
also provide a valuable and ex-
quisite educational opportnnity
in worthwhile music.”

“T am interesting over 1,000
pupils in these valuable and
worthwhile programs.”

“We have written Mr. Dam-

rosch, but realize that without
the courtesy of your company
it would not be possible to have
this type of entertainment, so
we wish to thank you also.”

*The radio is no longer a toy,
made for amusement only, but
a utility of the utmost impor-
tance in the lives of the Amer-
ican people. To the gentiemen
of the Ifansteel Company, who
inaugurated this series of pro-
grams, is due the sincere grati-
tude of meny.”

And, so on, to the number of
over 14,000 letters after 13 con-
certs. As indicated by the quo-
tations these letters come from
all walks of life—the Wall
Street bhroker, the Iowa farmer,
the veterinary. the salesman,
l.ady So-and-So, the horseshoer,
the resident of the *“Plaza,” etc.
ITundreds of letters ask directly
for shipment of Balkite prod-

uets, commend the excelient
shipment of Balkite prod-
uets, and denote intention of

purchasing Balkite products, be-
cause they surely must be of a
quality in keeping with the high-
c¢lass entertainment being broad-
Cast,

One might assume the ma-
jority of these letters would
identify the writers as *“high-
brow” music students. On the
contrary, they indicate a thirst
for legitimate music on the part
of writers confessedly “low-
brow.” The largest numbers of
letters come from the common
walks of lite. The list of re-
1urns by states below shows the
larger nuimber originating in the
smaller towns in the Middle
West., The daily returns seem
to increase rather than decrease
as time goes on.

The following is a tabulation,
by states, of the letters received
by the Fansteel Company, up to
and including February 9, 1927,
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containing comment on Balkite
Hour:

Alabama ................ 31
Arizona ... ..., 6
Arkansas ... ... L. 64
California ....... . ....... 6
Colorado ... ... ... ...... 201
Connecticut .. ..... .. - 73
Delaware ... ... .. . ... 14
Dist. Columbia .......... 7Y
Florida ................. 28
Georgia ................ 33
Idaho
Hlinois
Indiana ......... ... .. ... Jo7
lowa . .. ... 0. 1170
Kansas ..., .. ... ... .. . 356
Kentueky ... ....... .. 60
Louvisiana ........ .. .. .. 53
Maine ... ... .. ... ... 42
Maryland ... .. ... .. .. . . 79
Massachusetts ..., . ... . 586
Michigan ..., ..., . ... Tu1
Minnesota .............. 859
Mississippi ..., . . . .. 39
Missouri ........ . .. ... 1.831
Montana ..., ..... ... . .. . 29
Nebraska ., .. ..., ... .. 210
Nevada .............. .. . 1
New Hampshire .. ... . . 26
New Jersey .... . ........ 491
New Mexico ........... . n
New York .............. 1,910
Carolinas ... ... ... . 29
Dakotas 198
Ohio ... ... ... .. . 1,166
Oklahoma ... .. ... . . . . 124
Oregon ... .. ... ... .. . 4
Pennsylvania ....... .. 1.123
Rhode Island ... ... ..., . 12
Tennessee ... ...... ... 60
Texas ............... ... 331
Vtah . .o . o 6
Vermont ... ... ..... .. .. 29
Virginia ... ..., .. ... 25
Washington B
West Virginia .......... 40
Wisconsin ... ........ .. 542
Wyoming ............... 18
Canada ................. 149
Mexico ................. 13
Total ................. 13.968

These tigures show, conclu-
sively enough, the tremendous
influence exercised by an adver-
tising program engineered with
the thoroughness which has
heen characteristic of Balkite
Hour. It is particularly striking,
also, to note that in spite of the
high musical calibre of the pro-
grams, responses from lowa
have been at the rate of one for
every 2500 of population, as
compared with one for every 10,-
000 of population in Massa-
chusetts, indicating that the
highest class of music makes its
most  effective appeal to the
cordinary” people as readily as
to the “high-brows.™

The figures furnish conclusive
evidence of the power of broad-
cast advertising, properly con-
ducted, and of the leverage it
exerts in behalf of the mer-
chant who is fortunate enough
to be handling the advertised
goods,

A-K Exhibit at Home CTongress

During  the  second  week in
AMareh the Women's Federation of
Clubis held the first National TTome
Congress at the Shrine Temple,
D Moines,  lowa. The event
marked the opening of the new
Shrine auditorium and convention
hall, one of the outstanding feats
in architecture in this section of
the country for a number of years.

buring the four days of the Con-
grexs, the mornings were oceupied
with talks by various speakers
from  different  gections  of the
country, Authorities on  Home
Economies, Home Decoration, Mu-
sic in the iIlome and various other
subjects gave  practical help to
lirge audiences at every session,

A feature of the affalr was a
number of very pretentious ex-
hibits by leading manufacturers
of nationally known comnmwodities.
Threugh the courtesy of V. W.
Collamore, one of the leading dis-
plays was @ complete presentation
of Atwater Kent Radios and Poo-
ley Cabinets. R, B. Gamble, of
the Atwater Kent Mfg Co., to-
gether with members of the Har-
ger & Blish Sales Department,
were in charge of the display. The
Congress attracted an attendance
from various statex, the daily reg-
istration numbering from 3.000 to
1,000,




Television Arrives

It Is Now Possible to ““See’” Long Distances by Wire
or Radio—First Demonstration of the Perfected
Device, Developed by Bell Laboratorics.

ELEVISION has arrived. come of thte long series of ex-

I The perfecting of a de- periments, conducted simultan-
vice which makes possible cousty in many American and

the transmission of anthentic FEuropean laboratories, designed

living images by either tele- to tind some practical means ot
phone line or radio was doemon- converting images, as they are
strated to a distingnished audi-  seen by the eye, into electrical

ence in the Bell Telephoue Lah- currents capable of being trans-
oratories, under the anspices of mitted to distant points and re-

the American Telephone & Telo- converted into pictures.,
graph  Company. New  York. Coming hut a few weeks after
Aprii 7. Dr. K. F. W. Alexanderson,

Thus is brought 1o coneclusion speaking tor the General Elee-
a tremendous amount of =peen-  tric Company. had predicted that
lation as to the ultimate oui- considerable time would elipse

Television, handled by radio, has not yet reached the stage of
one-dial control. The equipment shown is that used in receiving a
television broadcast from Station 3XN, of the American Telephone
& Telegraph Co., at Whippany, N. J. The audience at Bell Tele-
phone Laboratories in New York City saw as well as heard a faith-
ful reproduction of an entertainment program from Whippany.

{1,
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hefore any satisfactory method
of achieving the necessary
transmitting speed would be
found, the A. T. & T. demonstra-
tion of devices that may be said
to have reached the commercial
stage came as a distinct sur-
prise to most people who were
not aware of the progress the
Bell organization had made dur-
ing the last year.

It had been generally ex-

pected. also, that the first de-
velopment of actnal television
wou.d come in the form of cop-
per-circuit transmission. "When
presented, however, the device
was demonstrated both as an
adjunct of the telephone and as
an auxiliary to radio broadcast-

ing.
By way of introduction of the
demonstration, President Wal-

ter S. Gitfford, of the American

The glass screen here shown presents the moving images trans-
mitted by wire or radio, perfectly synchronized with the scunds re-
produced by a loud-speaking telephone back of the lower screen.
Or. Frank Gray, of the Bell Telephone staff, who is largely respon-
sible for this method of receiving, is in the foreground.
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Telephone & Telegraph
pany said

‘Today we are to witness an
other mile-stone in the conquest
of nature by science. We shall
see the fruition of years of
study on the problem of seeing
at a distance as though face ta
face. The principles underlying
television, which are related to

Com

the principles involved in elec¢
trical transmission of speech,
have been known for a long
time, but taday we shall see its
successful achievement

The elaborateness of the
equipment required by the pres-
ent nature of the undertaking
precludes any present possibility
of reglevisiou being avaliable it

—ptp e

I s

This is the television transmitting apparatus installed at Wash-
ington, D. C.,, which enabled an audience in New York to see as
well as hear Se:retary Herbert Hoover as he spoke via the long-

cistance lines of the A. T. & T.
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homes and offices generally.
What its practical use may be
1 shall leave to your imagina-
tion. I am confident, however,
that in many ways and in due
time it will be found to add sub-
stantially to human comfort and
happiness.”

Hoover Opens Demonstration

The first feature of the demon-
stration, after the making of
necessary  telephone  connec-
tions, was the transmission from
Washington by long-distance
telcphone of an address by Sec-
retary Herbert Hoover, of the
Department of Commerce, whose
“speaking face” appeared on the
screen, his facial expression sO
reproduced ihat the audience
could check the synchronizing
of his lip motion with the words.

After the transmission  of
Hoover's address and picture,
the audience was shown an en-
tertainment program, sent by
radio from the A, T. & T. studio
in Whippany, N. J.. and pertectly
reproduced by screen and loud-
speaker.

For purpose of reproduction,
two types of screen were used.
One was small approximately
two by three inches, mounted
on the base of an ordinary tele-
phone instrument and indicative
of the device which eventually
will be a part of normal tele-
phone equipment, enabling the
user to see the persons with
whom he converses. The larger
sereen for showing images be-
fore an audience has the gen-
eral appearance of a motion
picture screen, although in fact
it is an extremely long neon
tube, bent back and forth so
that its parallel sections form
a flat grid, the whole being cov-
ered by translucent glass or
other suitable material.  This
neon tube, as demonstrated, con-
tains 2.500 sections. with 2.500
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pairs of electrodes actuated by
an equal number of wires which
make up a giant “optic nerve”’
transmitting the electrical im-

pulses 1o illuminate various
parts of the “screen” at sucii

high speed that the eve, instead
of seeing a series of illumina-
tions, sees a completed picture
in all its detail.

The initial demonstration
passed off smoothly in all re-
spects,  While it is conceded
that many jmprovements will be
made as experimentation goes
forward. paralleling the ad-
vances of the telephone from the
relatively crnde device of the
early days to the automatic of
the present, it was evident that
the television goal has been
definitely achieved and that com:
mercial adaptations may be ex-
pected to come very rapidly.

—_——g

New Freed-Eisemann .
Socket Power Unit
The Freed-Eiseman Radio Cor-
poration recently announced that
production samples of its Advance
Models, including a new B and C
socket power unit equipped with
Raytheon rectifier and voltage Teg-
ulittor tubes, will be ready for re-
lease April 15, The new sets in-
clnde  the socket-powered single-
control  Neutrodyne already an-
nounced and an {-tube loop-oper-
ated movable Neutrodyne set. The
hew socket power device will list
at s

Operadio Reorganized

The business of Operadio Corpo-
ration. bankrupt, has been taken
over by Operadio Manufacturing
Company. J. M. Stone, l'resident,
and the nNew cOmMpany. which is
<nid 1o he well tinanced, will pro-
ceed with the marketing of model
7. which will list at $112. The plan
is 10 sell direct to welected dealers,
eliminating the jobber altogether.

Uhniversal Battery Adds to Its Line

The Universal Battery Company
has  virtually completed its plans
cor the coming season and will ex-
hibit its entire line at the Trade
Show, October 11 to 15. The com-
pany will produce separate A and
13 socket power units and a com-
bined A and 1B unit, an automatic
charger and a txickle charger, in
addition to its well known line of
A and BB hatteries.
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Going
Bigger
Every Month!

Complete 1 AT pag
with €6 5% 50-150 |
Raytheon Tube ' ; '

TYPE 2
For 110-120 Volt A C
60 Cycle Current

$35.00
TYPE 2A
Higher Powered Elimi-
nator for extremely
large sets

$42.50

TYPE 2C
For 110-120 Volt A C
25 or 30 Cycle Current

ingsto
B BATTERY ELIMINATOR

No Fixed Voitage Taps: With the Kingston three dif-
ferent voltages are obtainable at the same time.

Extreme Flexibility: Each tap is adjustable over &
wide range., making any voltage from 5 to 150 possible.

The Raytheon Tube: The Raytheon Tube is used as «
rectitier—only the highest quality is used in the Kingston

Is Without Noise: The Kingston ojerates with extreme
quictness and without vibration, and will not heat.

No Acid or Solution: No trouble to operate, and opera-
tion cost is extremely low. Will not get out of order.

THE KINGSTON B BATTERY ELIMINATOR. &
yuality product throughout. marks a new era in radic
reception, Made of the finest materials, absolutely guar-
inteed 10 give complete satisfaction, handsomely finishec
in black and nickel, and backe@ by a vigorous nationa!
advertising and merchandising campaign, dealers every-
wnere will find it one of ‘their most popular items.

Write At Omnce for Full Farticulars

ifinestoN

Lay yvou saw it in Radio Merchaudising
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For thatvital thing—

N EUTR

Get a Neutrodyne set and prove to yourself
that its selectivity is proper. Here is the simple
way to do it: Listen late in the aft-rnoon, be-
fore the majority of stations have come on, or
late at night, after the majority have signed
off. Run up and down the dial. Find two
distant stations separated by 10 kilocycles.
Several such couples should be available. Note
that one such station is heard perfectly, with-
out a trace of its neighbor only 10 kilocycles
away in frequency. Note even silence for a
point or two on the dial between them.

Such is Neutrodyne selectivity.

Many sets are not nearly so sharp as that,
and so they admit- unwanted signals Others
are sharper, or can be so controlled as to be
so — which is wholly undesirable, as then the
side bands are shaved off and quality of re-
production is ruined, in the attempt to split
the unsplittable.

Don’t "et the present chaos in the air fool you.
It will not last, for the new Radio Commission
will end it, and it need not spoil radio enjoy-
ment for your customers now any more than
in the future. Hundreds of thousands of
Neutrodyne owners find their sets meeting
even the jumble of unbridled broadcasting and
they are looking forward, not impatiently but
interestedly, to the early day when proper

‘GET A NEU

Say you saw it in Radio .\Ierchandlsll{g
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SELECTIVITY—
O DY N E

separation between broadcast stations will in-
crease the number of available programs.

The period of chaos is but adding to Neutro-
dyne’s reputation, for the public today is
having a convincing demonstration that Neu-
trodyne’s absolutely accurate, scientifically
correct selectivity separates stations with no
sacrifice in tone. With radio once more under
Government control, the reputations created
during these difficult times will carry Neutro-
dyne sales to heights never before reached.

Look for this trade-mark

UCENSED BY

D
N t"" RADIO nmuncw REAS
arn Ilm“hu
»..vmnﬂ“ nos. “50039'“,_""'

ot WTinE
'_\.“ 1233858 1577.421 ‘Co
OTHER PATENTS PENDING

Jrousmron
c

'

L ".uo 1vd $'n°034

It is your protection against patent
infringement liability

HAZELTINE CORPORATION

(Sole owner of Neutrodyne patents and trade-mark)

15 Exchange Place, Jersey City, N. J.

All correspondence relating to the Hazeltine patents
and trade-mark should be addressed to:

INDEPENDENT RADIO
MANUFACTURERS, INC.

(Exclusive licensce of Huzeltine Corporation)

331 Madison Avenue, New York, N.Y.

TRODYNE

Say you saw it in Radio Merchandising
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Show Card Lettering Made
as Easy as Writing

Sixth Lesson on Show Card Writing.

Teaching How to

Make Your Cards More Striking With the Use of
Original Lettering, Decoration and Show Card
Colors
By MAXWELL L. HELLER, B.A., M.A., LL.B.

Head of Art Decpartment, Seward Park High School. City of New York

In our work in the previous
lessons. we contined ourselves to
the two forms of letters taught,
Gothic and Roman; and we gain-
ed variety by the use of small
type and large type, our various
pens enabling us to make either
light faced or bold faced type.

It is possible to get still great-
er variety., In the specimens
shown in Fig. 1, we took the
Gothic alphabet and ehanged the
proportions of the letters. We
made them tall and narrow and
save a slight curve to the sides.
Note carefully that we modified
every single letter in the alpha-

Where Space Is at

Premium This Con-

densed Gothic Letter Is
Very Useful,

bet. We did the same thing to
the lower case, to make them
match the capitals.

In the next alphabet shown,
we took the Gothic alphabet and
added a serif. or spur. Note
again that we did this consist-
ently throughout each letter in
the alphabet., both upper and
lower case. Careful letterers and
poster artists, who devise their
own alphabets frequently draw
out an entire alphabet on a work-
ing sheet before they use them
on their signs. In this way, they
make sure that they have created
consistent  letters—that is, let.

ABCDEEORIJKLMN
0PQRSTUVWXYZ

abcdefghikimnoprt
ABCDEFGHK

abcdefghijkn

The More Exténded
Gothic Is Even More
Attractive and Legible.

ABCDLFobcede

[26]
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ters that belong to each other
because theyv are the same style.

Hand lettering makes it pos-
sible to create a style lettering
for a special purpose. Original
lettering may tell a story ahnost
as effectively as the words which
they spell.  lLook at the word
CATERPILLAR in the illustra-
tion. See how the artist has
given the word the curves and
the bends of a caterpillar. See
how he has added the litile feet
to the bottoms of the letters,

In the word POLAR tha artist
has consistently varied each let-
ter by leaving the upper part
white, giving the impression of
snow or ice covering the tops.
In the word SPAGHETTI. note
that the artist has struck a slip
pery. curving and gracefully slid-
ing note in his lettering, by
carefully avoiding sharp turns
and corners. Compare this word
with SETH THOMAS, which is
ax sharp and precise as you ex.
pect a clock maker to he. Note
the graceful and refined italie
type of ORINOKA, which ex
presses draperies. It does this
mitch better than the block type
which savs MOTOR OILS could
do it.  WROUGHT ITRON has
not the delicateness nor the re
finement of SKTH THOMAS and
vou would not expect it to have.

(-]
-1

It is bold and heavy like wrought
iron.

It is with a two-fold object
that we dwell upon the elabora-
tion of type for various purposes.
First. to encourage those of our
readers who have the knack and
courage to credte new and appro-
priate letters for their show
cards. Secomd. to deter you from
taking any style of letter from
a place perhaps where it may be
most appropriately used and to
try to nse it in connection with
a commuodity or an idea which it
cannot express because of its
character.

Remember, finally, that yon
never make a mistake by Keep-
ing vour work simple. Plain

GATERpILAR

Qrin@ka

& UPHOLSTERIES

/)R,\PFRH 3

RISCO

For //-_ymy -For Shortening
Foi Cake Making

MOTOR OILS

These Specimens
Show the Possi-
bilities of Effec-
tive Variation in
Lettering.

WROUGHT IRON
The Kind of Range

SETH THOMAS

Spaghetti

Ready cooked

ready to serve
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Above: A Good Decorative Sign.

Right: Three Sets of Suggestions for
Suitable Borders Generally Useful in

Sign Work.

lettering is always a virtue and
at all times readahle. In creat-
ing variants the tendency is al-
ways to overdo., so be on your
guard.

How to Make Decorative Spots
and Borders.

The primary object of decora-
tion in a display card is to make
the card more attractive and
thereby hold the interest of the
reader for a longer time, and to
make him more likely to remem-
ber it. Decoration can, however,
defeat its purpose if it draws too
much attention to itself at the
expense of the reading matter.
The decoration must at all times

sLwen
w @t
At ‘o 9(:' ))\ ‘., Qﬁ

% o 3325

¥

be a means to make people read
the card and remember it, noth-
ing more. The use of color in
your letting will frequently be
suficient  decoration for your
card.

In a design all the parts must
relate to each other—that is,
they must belong together and
£0 to make up one idea. You
should know that when the space
between two dots is smaller than
the width of the spots them-
selves, these spots become re-
lated. It will be necessary for
us to remember this fact in mak-
ing decorative spots consisting of
many elements.

The simplest spot is the circu-
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lar dot. made with any of our
pens. By repeating the dots
either allowing them to touch or
with a small space between
them. we get a bead design. By
elongating the dot into a dash,
we get another effect. If we al-
ternate the dot with the dash we
get quite an ornamental design.
These simple geometric combina-
tions are inexhaustible. Tt is
tun to play with the pens and
to produce them,

Flower-like designs like those
shown in our illustration make
very attractive spots for your
cards, whether done in black or
in color. They will serve not
only to decorate your signs. but
the use of one of them may be
the very thing ncecessary to bring
vour card into perfect halance.

These fowers may also be
grouped and spotted into your
sign as decorative horders,

Use of Show Card Colors and
Colored Cards.
The show card colors which

vou have employed in your let-
tering may be used with telling
eflect  in yvour decorat-ve ele-

ments.  These colors on white
cards or on colorved cards will
do much to enliven your wiu-

dow and counter displays,

How to Combine Your Colors.

If vou do much show card let-
tering. it will be well to buy an
asrortment of the colors. At
253¢ the bottle. they are inexpen-
<ive, for they will last you a
long time. If they dry. add wa-
ter to dissolve then.

The following charts will aid
yvou in getting good combination
of color, either where you want
to uxe two colors on a white
card. or where you want to knhow
what color to use on a colored
card.

Colors may be classified into:

1. PRIMARY COLORS—
Rad. Yellow, Blue.
2. SECONDARY COLORS—
Orange (made by mixing
red and yellow).
Green (made by mixing
vellow and blue).
Parple (made by mixing
blue and red).
Arrange these colors
fashion:

in this

YELLOW
ORANGE GREEN
RED BLUE
PURPLE
To Obtain Contrasting Colors
The cclors that are opposite to
each other in the above arrange-
ment give us the greatest con-
trast. as vellow and purple; red
and green; orange and blue. Any
color may be uxed on a white or
a black vard. DBut when you are

using colored cards, you will
have to select a color as sug-

gested above, if you want to get
a pleasing effect.  For instance,
if vou are using a yellow card.
the color that will give you the
most contrasting effeet on it is
purple: blue on an orange card;
orange on a blue card, ete.

Of course you can get very
harmonious effects by using a
darker shade of a color on a card
of the same color, Dark blue on
a  tight blue card, yellow or
orange on a brown card.

Be careful in the use of your
colors.  Follow the above rules
amd voi ocan’t go wrong.,

Conclusion.

These lessons have furnished
vou with more than the essen-
tial intormation about shew card
lettering. 1t remains for you to
practice and to apply it. With a
little perseverance, you will have
an  acromplishment that will
save vou mueh money it you are
working for yourself. and be of
great \alue to your employer if
vou are working for others.



The Radio Mercimnt’s Calendar

Monday, May 2: It there is
any month in which business
will be what you make it. this
is its beginning. Real Spring
weather is due. with its call to
the out-of-loors. But there's no
better relaxation, after a stren-
uous May day, than an evening
with the radio. If Spring Fever
gets you now, you are in for a
slow month. But if Spring
means more energy to put into
the drive, you can shove the
sales record up a notch or two.
Let's begin with the usual rite,
the monthly e¢leanup. Stoek in
order, Windows overhauled,
with a Spring note in them.
Everything shipshape for twen-
ty-six days of strenuous going.
And we're off!

Tuesday, May 3: Watch the
newspapers and the radio pe-
riodicals  for news of the
changes that are coming in
broadcasting, The Radio Com-
mission is doing things. Your
customers are going to bhe in-
terested in every move that
promises improvement, Keep
yourself intormed, so you can
make the most of every new de-
velopment,

Wednesday, May 4: Have you
ever stopped to consider how
much more important you, a
Radio Merchant, are in the eyes
of the jobber than in the eyes
of the manufacturer who comes
to vou with a direct selling
proposition? To the jobber you
are one of a tew hundred deal-
ers in a territory he knows in-
timately. To the manufacturer,
you are one of many thousands,
perhaps in a territory about
which he knows virtually noth-

ing. Is it any wonder that the
jobber  provides security  and
service you can't count on else-
where?

Thursday, May 5: Are you
losing business to the mail or-
der houses? This is the season
when catalogs multiply as mos-
quitoes in  the New  Jersey
cranberry hogs. Sears Roebuck
and Montgomery Ward are tak-
ing radio orders out of thousands
of communities where the deal-
ers could have the husiness just
as well. You can't meet mail-or-
der competition until you real-
ize that it exists and that it is
actually hurting. When you get
over those hurdles, the next
thing to learn is that your cata-
log competitor is easy picking.
if you are ready to tight for the
business, But the very essence
of the catalog business is the
sale of parts. Are you turning
siuch business away?

Friday, May 6: Modesty is
sometimes o mighty poor as-
set. Particularly in a retail
business. Are you building a
business on the strength of your
own ability and reputation, or
are yon running a sort of ware-
house through which pass the
goods of various manufacturers
who may choose some other
outlet next year? This is the
first law of merchandising: The
merchant is the most impor-
tant cog in the whole machine.
Rate yourself accordingly.

Saturday, May 7: Are you
keeping your publi¢c constantly
reminded of the good programs
coming? We must all learn, in
this business, what good show-

[30]
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men know in all the other fields
of entertainment—the thiug to
talk about is the show that's
coming. Never mind what hap-
pened yesterday.

Monday, May 9: A Texas ra-
dio merchant keeps a month-
by-month record of trouble and
servicing necessitated by faulty
manufacture and inspection of
each line he handles.  His tig-
ures show conclusively which
manufacturers are carcless, and
the curious thing about it is
that they show, also, the care-
less manufacturers to he the
ones who object most strenu-
ously when claims are made,
The result has been very help-
ful in determining which lines
are yielding more trouble than
protit.

Tuesday, May 10: Whit about

the fellow who comes to you
for technical help and advice,
and buys at a discount from

some gyp” wholesaler? s it
good business to tell hin, that he
ought to get his advice where
he buys his goods? No. You
can’'t blame the customer for
going where he can get the low-
est price.  The only charge you
can make against him is that
he shows a surplus of nerve
when he buys elsewhere and
brings his troubles to you. But
vinegar makes  poor  fly-bait,
Help him as much as yvou can,
keep his good will, and see that
your own dealings are countined
to wholesalers who protect you.

Wednesday, May 11: When a
customer asks for some nation-
ally advertised line you don’t
handle. are you scletimes
tempted to resort to that old
alibi that it is too ceostly be-
cause it is advertised? [t is poor
policy to try to convince people
that advertising inereases costs,
Generally they know better,

And it you try to use such ar-

gument in behalf of an un-
known line, against an adver-
tised line, you will probably

strengtiaen the customer’s in-
terest in the advertised goods.

Thursday, May 12: There is
one principle of window-dress-
ing which many radioc mer-
chants overlook: It is a serious
mistake to put pa=ters of any
kind on the glass, unless you
are wiiling to sacritice the at-
tention-vahie of the goods in-
side.  Experience has taught,
as  window experts generally
will tell vyou, that anything
stuck on the glass invariably
detriacts attention from the rest
of the window and most people,
when their attention is attract-
ed to such pasters, will see
nothing in the background.

Friday, May 13: [ you are
selling on installments, it pays
to keep in mind that this is a
most dangerous season ot the
year as far as small initial pay-

ments  are  concerned. New
models will be coming along
soon, many manufacturers will

dump -heir odds and en<ds, and
customers who have bought on
excessively easy terms are like-
Iy 1o regret their bargains. At
this time of vear it pays to get

the best possible down pay-
ment,

Saturday, May 14: Do you
quote  prices  over  the tele-

@

phone?  Many radio merchants
say it is bad policy. for several
reasons. First, you seldom can
be sure of the identity of the
person who cualls you for price
information; he may be speak-
ing for your competitor. Sec-
ondly, a cold quotation ¢ver the
telephone, with no demonstra-
tion or showing of the goods, is
a decidedly negative influence,
and, in the third place. anyone
who is sufficiently interested in
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anything you sell to phone for
a price on it is apt to respond
favorably to an invitation to
come in and talk it over. But
it doesn’t pay to say grumpily,
as a New York dealer recently
replied to a call from RADIO
MERCHANDISING, “We don’t
quote prices over the tele-
phone.” Another, to whom the
same inquiry was telephoned,
replied: *“We prefer not to
quote prices over the telephone,
but if you will come in I am
sure we can satisfy you on
price and quality both.” That,
you must admit, is a ehade bet-
ter.

Monday, May 16: Are you fol-
lowing the national advertising
of the lines you are selling? If
it is good advertising, display
it and make it work for you.
If you think it is bad, write the
manutfacturer why yon think so.
If he has enough merchandising
sense to stay in business, he
will be glad to have your criti-
cism,

Tuesday, May 17: llaynes-
Griffin, leading New York City
radio merchants, recently held
a “Chestnut Sale.” They ad-
vertised an assortment of mis-
cellaneous sets, parts and ac-
cessories at special prices and
told the public they were tired
of seeing these chestnuts in the
stores. The stunt worked very
satisfactorily and the chestnuts
sold out in a tew days.

Wednesday, May 18: If you
wish an expert opinion as to
the artistic value of a set or
speaker, ask a woman. The av-
erage man may be a good
judge of several things, but he
is not an expert on furniture. If
the women folks like the ap-
pearance of a piece of radio
equipment, you can chalk up
one big point in its favor. Many

a good sale has been spoiled by
Mother saying, “I don’t like its
looks.”

Thursday, May 19: A western
radio merchant has found it
good business to promote ‘‘ra-
dio smokers” in connection
with a number of fraternal or-
ganizations, He installs the
necessary equipment for an
evening and makes a demon-
stration that invariaby sells
several sets,

Friday, May 20: The slogan
they are using in Wisconsin,
“Agk ‘em to Listen,” is selling
quantities of radio goods. It
covers the greatest weakuess in
radio selling—too much thought
about the equipment and too
little about the entertainment.
Ask them and tell them why
they should listen.

Saturday, May 21: The time
is coming when every school
room will have its radio set. In
Atlanta. Ga., a city-wide 6ys-
tem of radio instruction is
working most effectively. s
there a chance for such an in-
stallation in your community?

Monday, May 23: Watch the
condition of your demonstrat-
ing sets. Scratches and grime
on a demonstrator may spoil a
sale, Your customers don't
visnalize the newness of a set if
the one you show is a wreck.
You can do wonders with a lit-
tle furniture polish and the ex-
ercise is fine.

Tuesday, May 24: Ilere is a
practical problem: The health
exercises broadcast every week
day trom the Metropolitan Tow-
er, New York, are piling up an
army of fans. But the average
radio set is located in the liv-
ing room. The family can’t as-
semble there for the morning
drill.  What counld be better
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than one or two extra speakers
that will carry the daily dozen
to the sleeping quarters?

Wednesday, May 25: Are the
hospitale of your community
radio-equipped? This is a com-
ing field. In the large cities
many leading hospitals have
found radio installations highly
desirabhle, Convalescents are
much easier to handle when
provided a little entertainment.
Radio is practically the only
thing of the sort which has
proven practical. If you have
one or more hospitals in your
selling area, a little sugzestion
now may result nltimate.y in a
very profitable sale.

Thursday, May 26: In
families there is pronounced
disagreement as to programs,
offering a real basie for the in-
stallation of a second set. Par-
ticularly in a household where
students are anxious to benefit
by the educational broadcasts,
a head-phone set which can be
used without interfering with
the family's entertainment pro-
gram is the solution. There
was a time, not so long ago,
when the average automobile
manufacturer assumed that one
car to a family wounld saturate
the market. That theory has
fallen of its own weight. The
same possibility exists in the
radio field. Are you looking for
such opportunities?

many

Friday, May 27: The govern-
ment post-card is one of the
most effective means of local
direct advertising, in proportion
to its cost. With circulars and
letters taking a high rate of
postage, plus the cost of paper,
printing, letterheads, etc., it is
worth remembering that 1 cent
pays the entire cost of a postal,
You can reach 100 pecple for a
dollar bill, pluse the slight ex-

pense of mimeographing. Many
radio merchants are finding
that a weekly card, addressed
to 100 or 200 live prospects is
one of the best ways of bring-
ing buyers into the store,

Saturday, May 28: A radio
merchani in the Corn Belt has
found it worth while to display
each day a bulletin showing the
day’s quotations on farm prod-
nets, This goes in the window,
with the heading: “With your
own set vou can receive this
information every day. Make
vour radio pay for itself.”

Monday, May 30: If you are
carrying a number of items of
radio furniture, now is a good
time to put in some extra effort
to move it. Many changes in
models will render old numbers
obsolete and hard to sell at any
price.

Tuesday, May 31: The wind-
up of another month. Almost
time to pack your grip for the
Trade Show. Whether ¥ou go
or stay at home, bear in mind
that the next two weeks will be
the last chance before a lot of
new goods appear. 1t's time to
clean out the stock and get
ready for an early season.

Crosley-DeForest Stock Merger

Notice has been sent te stock-
holders of the DeForest  Radio
Comipany that stock of the Cros-
levy Radio Corporation will be is-
sued, sharve for share, in exchange
for outstanding DeForest certifi-
cates, This cxchange will estab-
lish control of the dlellorest busi-
ness in the Crosley company, con-
firtning and rendering peruniinent
the contract arrangement entered
into br Powel Crosley, Jr.,, some
time ago,

Harry Alter Takes Orthoscnic Line

The Harry Alter Company has
taken on distribution in western
Miehigmn, northern  indiana and
Ilinois for the Federal Orthosonic
line aad will carry a full stock,
including the art models, in ity
new and elaborate show-rooms at
Michigan Avenue and Eighteenth
Street




Editorial Ramblings

TELEVISION, now added to the long list of the
triumphs of electrical research, is a bit hard to grasp.
Most of us are going to require a little time to get ac-
customed to the idea that soon we shall be able to see
across the continent or around the woild, with no more
effort than we require for hearing a voice transmitted
by telephone.

The American Telephone & Telegraph Company
is so far in advance of other organizations, in the mat-
ter of research, that the perfecting of the complex de-
vice whereby the range of human vision is extended to
limitless distance might well have been expected to
come out of its laboratories. The real surprise, how-
ever, lay in the dual adaptation of the equipment—its
demonstration by wire and radio on the same day.

The story in this issue is probably the first tiade-
baper presentation of the facts about television as per-
fected by the distinguished workers in the Bell Tele-
phone Laboratories. This is hardly the time, however,
for speculation as to the future of this new at. Its
possibilities are revolutionary. Its future must unfold
gradually. But there can be no possible doubt that, as
President Gifford of the A. T. & T. said, “it will be
found to add substantially to human comfort and hap-
piness.”  And it seems likely, in some way, to become
a very substantial part of the radio business of the
future,

* * *

THE NEUTROWOUND folk, out in Chicago, have
an apology coming. Last month, based on a very
definite statement from a source we regarded as entire-
Iy reliable, we mentioned them as “departing” from
the radio field. Actually they are doing no such thing.
In fact, we are informed, they are one of the few
manufacturers who have never had to dump any sets
or adopt other devious methods of disposing of their
surplus production. It hurts to find, after as much
preaching as we have done about the ugly character
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of trade rumors, to find that we have fallen for one
that was quite without foundation. The fact that it
had all the appearance of authenticity doesn’t help
very much, either. Dut this expression of regret is
the least we can do under the circumstances. And
we may add that the Neutrowound sales program tor
the coming season provides tor continuance of the past
policy of distributing through autemotive jobbers ex-
clusively—that policy having proven highly satistac-
tory.
* * ¥

PERHAPS we should mention, also, the fact that
Operadio, mentioned last month as in bankruptey. was
very quickly reorganized. The Operadio Manufac-
turing Company, a new corporation, took over the
business and was able to continue it almost without
interruption,

* * *

IT'S NOT a case of horn-tooting when we call
vour attention to the fact that people actually engaged
in the radio business are having an increasing part,
month by month, in writing and making RADIO MER-
CHANDISING. Our idea of a real business paper is
one that is made largely by the industry or trade it
serves. Rditors are all very well in their way, but no
Editor can speak with the authority of people who are
running stores and factories. They know. So we hope
that RADIO MERCHANDISING will be increasingly a
meeting-place for such discussion of trade problems by
the trade.

* * *

THE NEW Radio Commission is having its trou-
bles. For one thing it has no money. Congress having for-
gotten the minor detail of providing an appropriation.
Having overceme this handicap, it finds little unanimity
of opinion as to what ought to e done. The public
hearings recently held in Washington developed many
ideas as to what might not be done, but not much in
the way of constractive ideas. But the Commission
seems to be functioaing rather effectively thus far. The
symptoms are encouraging and it is our guess that with-
in a few months the broadeasting tangle will have been
<0 unraveled that the public will have little cause for
complaint. It can’t be done in a day.

* * *
NEXT MONTH, by the way, we shall have a
rather interesting discussion of the broadcasting prob-
lem, the magnitude of which is far beyond most con-
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ceptions. And watch, also, for further discussion and
comment on unfair discounts by jobbers and cut-price
dumping by manufacturers.

* * *

NEW THINGS keep coming to upset the equilib-
rium of those who would like to get the radio business
comfortably settled in an easy chair. Where do we go
from here? With inventions and improvements com-
ing in such rapid sequence that every day renders
yesterday’s ideas more or less obsolescent, there’s but
one thing to do: Get on your toes, be ready for change,
because change spells improvement, and look forward
to a better business that probably will compensate for
the terrific difficulties under which this industry has
labored thus far,

Voice of the Trade

A Believer in List Prices Offers
Some Good ldeas.

March 28, 1927,
To the Editor:

1 have read with much inter-
est the letter by Mr. E. M. Car-
ter and the reply hy Mr. 'W. A,
Bruno, published in the March
issue of Radio Merchandising.

As for myself, I have been in
the radio game since the World
War and have never handled
anything but standard equip-
ment, and I have never sold any
radio merchandise at other than
its list price. Unlike Mr. Car-
ter, 1 have never had any of the
merchandise that I have han-
died disposed of by the manu-
facturer at cut prices, but 1
nave had my share of trouble
with the *cut-price retailer” and
bis inferior grade of equipment.

As 1 see it, there is only one
possible solution for the radio
problem. We, the reputable
manufacturers, jobbers and re-
tailers, should form some sort
of union or organization and

agree to handle or to manufac-
ture first class equipment only
and to dispose of that equip-
ment at its standard prices only.
This, of course, will take time,
but the sooner we do something
of this sort the sooner will the
radio industry be established on
a sound basis,

The time is coming when the
public, the ultimate consumer,
is going to demand a standard
class of radio equipment and
will be willing to pay standard
prices for it, but so long as the
radio public knows little or
nothing of radio technic the
“cut-price dealer” is going to be
able to “sluff off”” inferior equip-
ment, for all they know of the
quality of the equipment is what
the dealer tells them about it.
It there was a well organized
and well advertised association
whose members were bound to
manufacture and to handle only
first class radio equipment and
to sell that merchandise at

(Continued on Page 38)



Rapto MerciraxmsiNG, A pril, 1927

To the Radio Trade:

The Latour Corporation desires to call to the
attention of the radio trade that it is the owner of
the following issued U. S. Letters Patent of
Marius C. A. Latour, which are now being widely
infringed by manufacturers of radio receiving
apparatus:

U. S. Letters Patent No. 1,405,523,
granted February 7, 1922.

Reissue Patent No. 16,461, granted
November 9, 1926.

U. S. Letters Patent No. 1,607,466,
granted November 16, 1926.

U. S. Letters Patent No. 1.614,136,
granted January 11, 1927,

The Latour Corporation has expended large
sums of money in perfecting its patent situation,
and intends to enforce its legal rights thereunder
against infringers

Among those who have already acquiesced in
and acknowledged the patent rights of Latour by
acquiring simple non-transferable licenses are the
American Telephone & Telegraph Company, the
Western Electric Company, and the Radio Corpo-
ration of America.

The Latour Ccrporation hereby gives notice of
its intention to promptly and vigorously prosecute
all direct or contributory infringers of the above
identified Latour Patents.

It also directs the attention of tne Radio trade
to the fact that it is the owner of the following
issued U. S. TLetters Patent of Brillouin and
Beauvais.

U. S. Letters Patent No. 1,404,573,
granted January 24, 1922,

S. Letters Patent No. 1,404,574,
granted January 24, 1922.

S. Letters Patent No. 1,405,267,
granted January 31, 1922.

S. Letters Patent No. 1,465,250,
granted August 21, 1923.

c & <

Infringers of these patents will also be promptly
and vigorously prosecuted.

LATOUR CORPORATION

15 Exchange Place, Jersey City, N. ].

Say you saw it in Radio Mer-handising

37
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standard prices the radio public
would in time know where to
zo for their radio merchandise
and would know what to expect,
and they would also expect to

pay standard prices for that
equipment.
This  would take time, no

donbt, but at least it is a step in
the right direction.

What does Mr. Bruno and Mr.
Carter think of this plan?

Who has a bhetter suggestion?

What do you think?

Very truly yours,
CLARK & SON,
Lutesville, Mo.

(Signed) Herb. Clark, Jr.

This Merchant Opposes Yearly
Models.

March 31, 1927,
To the Editor:

Since an answer is invited to
“What About the Dumping Prob-
lem™ I am going to make my
contribution. It seems this is
about the time of the year that
it will be listened to whether it
deserves it or not.

is that of a small
dealer (not so small at one
time) who has been selling ra-
dio sets and parts ever since
they have heen on the market.
My biggest worry is that 1 shall
have sets on hand during the
summer season—that is, too
many sets, so many that it will
bhe necessary to sell them at any
price to the public in order to
get rid of them. All this in an-
ticipation of a change in model
for the coming season. Were it
not tor this change in model
(which in most cases means a
new cabinet) it would not be
necessary to sacrifice, because
with last season’s overstock one
would be all gset for the fall and
winter sales. The loxs on over-
stock would be slight in com-
parison with that of the dump-

My side

ing process (also practiced by
dealers) and would spoil no po-
tential sales for the coming sea-
son. Ilere 1 might state that it
has not been my experience te
have even reasonable success in
the sale of sets during the sum-
mer. "With accessories it ig dif-
ferent,

When a manufacturer comes
out with a new set and claims
it to be so much superior to his
last year’'s model it makes me
think that he is a poor one to
tie to for more than one reason
—tirst, this manufacturer has
probably unloaded last season’s
model, and these sets are being
sold at highly competitive
prices, thereby causing grief to
his jobbers and dealers; second-
1y, the dealer wants new models
only when he has had time to
clean out his old miodels. This
seems selfish, of course. It
makes the owner of a set feel
mean to know that his is an an-
tique model after a few months’
use of his set also.

Why the Annual Models?

What is the necessity of a
model change yearly? Would it
not solve many prohlems to
change less often? Why don't
more set manufacturers try it,
the same as some automobile
manufacturers? There are not
many reasons why the radio
game should be the best one to
lose money on. 1 am forced to
he over conservative so as not
to lose money, and this is an
enemy to expansion. If the
mannfacturer wants to improve
his set let him do so in a way
that will not force the jobber
and the dealer to sacrifice or
junk that manufacturer’'s previ-
ous model.

Don’t think that I am all het
up while writing this. As things
are today the manufacturer is
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up against it as much as the
dealer.
Very truly yours,
M. J. BISIIOF,
Oshkosh, Wis.

The Problem of Dealer Protec-
tion as a Jobber Sees It.

March 28, 1927,

Dear Mr. Howe:

1 was very much interested in
the last issue of your good little
book. and yvou are certainly to
be congratulated for the service
vou are doing this industry.

Among other things, 1 was
particularly interested in the
story about Trilling & Mon-

tague. 1t has not been an easy
task for the radio jobker to
draw lines in the disposition of
hiz catalogues. So many differ-
ent tvpes of retailers are deal-
ing in radio that the demand for
johbers’ catalogues is quire pro-
miscuouns. One hardly knows
where to stop in distributing
such catalogues.

We all know that jewelers,
hardware stores, gavages and
many other types of stores car-
ry radio, and naturally so long
as this condition exists it would
seem that these established re-
taiters should he given the priv-
ilege of the use of a jobber's cat-
alogue.

On the other hand, it is our
belief and the belief of many
manufacturers that a  great
many of the future’'s gonod re-
tail dealers will grow ou* of the
hresent ranks of so-called *‘set
builders.” As the matter now
stands. this class of inquiry is
the most difficult one to pass
upon.

Many of these set builders are
really  building the foundation
cor a successful retail radio
business. At any rate, they are
more to be eneonraged than the
man who has a few doilars but

Jewell Lightning Arrester

Thunder
Storms—

—are now with us, Your cus-
tomers will e asking for de-
pendabh’e lightning protection.
Jdewell  lichtning  arresters
have been tested and  are
listed by Unilerwriters Lab-
oratoaries for indaor or out-
doar installation.
A Stabte Mtem

Profit

with Guood

Jewell Electrical Instrument Do.
1650 Walnut St. - Chicago

27 Years Making Good
Instruments’’

no knowledge of the business,
and vet these fellows now have
no commercial standing what-
ever. What is to be done with
them from the johbers’ stand-
point?

We note especially the letter
which Trilling & Montague use
in answer to inquiries, and we
believe we go even a bit further
than they do, becanse we use a
form obliging the inquirer to go
on recod and give us full data
about s business,

It ix an unfortunate c¢ommen-
tary on the rotten conditicen gen-
erally to be found in this field
that more than 10 per cent of
the inquirics which we receive
are from bona fide dealers. In
our advertising copy we put real
resister.ce by demanding refer-
ences: hut, none the less, we re-
ceive scores of inquiries from
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individuals. Then when we re.
tuse them they come back with
nasty letters giving us the
names of other so-called jobhers
from whom they have purchased
at wholesale prices.

You know as well as we do
that the solution of this matter
rests squarely with the manu-
facturers themselves, and we
long for the day when all of the
“gyps” in this connection will
have been run to cover.

Cordially yours,
W. C. BRAUN COMPANY,
52 8. Clinton St., Chicago, I,
(Signed) Loyd E. Back.

Priced Sets Will
tinue to Sell.

March 30, 1927.
To the Editor:

It appears to us that it will be
a very difficult proposition to
produce a radio set that actunal-
ly eliminates both batteries and
battery eliminators. We already
have receivers that are using
battery eliminators, and a set
may be manufactured in a way
to dispose of the so-called elim-
inators as a separate or auxil-
lary device, but it is necessary
to substitute equipment in the
set to do the work of the elimi-
nator, which will put the cost of
the set on the same plane with
a set hooked up with separate
eliminators. What we mean is
the equipment is used, but ap-
plied to the receiver in a differ-
ent form, and all of these modi-
fied stunts are apparently not
reducing the cost of the re-
ceiver, but apparently increas-
ing the cost, which means that
the sets will never reach the
masses of the larger per cent of
the buying public.

It does appear from what we
see of radio receivers that it
will take a long time to elimi-
nate the cheap sets from the
market. Mr. Ford's bhillion dol-
lars comes from the production

Lower Con-

of an apparatus that could bhe
purchased by 75 per cent of the
people, and it makes but little
difference if the other 25 per
cent can buy Pierce Arrow and
Rolls Royce cars.

The popular radio sets are go-
ing to be those that are inex-
pensive, and unless these new
inventions and receivers ecan
reach the masses at a very rea-
sonable price it is dificult to
see where the new receiver is
going to injure radio merchan-
dising.

Very truly yours,
THE CHAMPION CARBON
MPEFG. CO., INC.,
Cincinnati, Ohio.
J. E. Peavey,
Vice President.

(Signed)

“Electrification” May Upset the
Dealers.

March 30, 1927.
To the Editor:

On the question of the effect
which the new alternating cur-
rent tube UX 225 will have on
our husiness we feel justified in
stating that it will have the
usual effect which guch an-
nouncements have had in the
past—that is, our dealers, in
common with those of all other
radio manufacturers, will be
considerably disturbed and un-
easy and will feel that the radio
business is very unstable and
unreliable,

Our own opinion is that the
reports in regard to the tube re.
ferred to are very much exag-
rerated and that it is improba-
ble that any tube will be placed
on the market in the near fu-
ture which will result in revo-
lutionizing the radio industry.

Yours very truly,
THE ELECTRIC STORAGE
BATTERY COMPANY,
Allegheny Ave. and 19th St.,
Philadelphia, Pa.

(Signed) L. B. F. Raycroft.
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More Money for You
in RADIO

Hundreds of ambitious men are
already earning thousands of dol-
lars in this wonderful new indus-
try——you, too, can get your share.
Mail coupon below for Free Book
which describes fully the amazing
money-making opportunities n Ra-
dio and tells you how YOU can
leharn quickly to take advantage of
them.

THE astounding growth of
Radio has created thou-
sands of big money opportu-
nities. Millions of dollars were
spent during the past year
on Radio, and thousands of
young men are needed right
now to meet the ever-increas-
ing demand of work.

Men ere needed to build, sell and
install Radio sets—to design. test, ve-
palr—as Radlo engineers and exe:u-
tives —as operators at land statlons and
on ships, travellng the world over—as
operators at the hundreds of broadeast-
ing stations. And these are just a ‘ew
of the wonderful opportunities.

Easy to Learn Radio at Home
In Spare Time

No matter if you know nothing
about Radlo now, you can quickly
become a Radlo Expert, by our
marvelous new method of practical
fnstructions.

Scores of young men who have taken our
course are already earning frem $73 to $200 a
week Merle Wetzel of Chicago Hetghte,
1., advanced from Ilneman to Wedlo Enpi-
neer, Increasing his salary 1009, aven while
1aking our course! Emnnett Weleh, right afler
finishing his training, started earning $300 a
wmonth  and expences.  Another graduate s
now sn operator of a brondrasting station—
PWX of Havana, Cuba—and earns $250 a
month.  Still snother graduate, only 18 years
old, is averaging $70 a week in a Redio store

Take advantage of our practical training
and the unusual conditions In itadlo ta step
into a big paying position in thiz wonderfu!
new fleld. Radio offers you more money than
you probably eier dreamed possibla—fascinat-
Ing, easy work—s chance to trave! and see
the world If you care to, or to take any one
of the niany Radio positicns all around yom
at home. And Radlo offers you a glorious
future!

The Natlonal Radio Institute s one of
America’s Pioneer Radlo Schools—established

in 1914. Our course 1s an absciutely com-
vlete one which qualifies for a government
first-class commerclat iicense. It trains you

for bigger paying jobs in Radlo.

Say vou raw it in

Send for
FREE RADIO BOOK

Learn more about thls tremendous new
fleld and it remarkable opportunities Learn
how you caa quickly become a Radis Expert
and make blgz money in Radlo.

We have just prepared a rew 64-page bool
which glves a thorough outiine of the fleld of
itadlo—and describes our amazing. practirel
training in detail.  Thizs Free Book, “"Rich
Rewards in Radio,’” wiil be sent to you with-
rlmt the slightest obligation Mall coupon for
t now.

We are nhow offering a reduced rate to
Act promptly and

these who enroll at once.
save money.

National
Radio
Institute,
Dept. DB-8,
Washington,

NAT!ONAL RADIO lNSTlTUTE-
Dept. DB-B Washington, D. C.

Please eend me without the slightest obli-
gation yowr Free Book, ‘‘Rich Rewards in
Radlo,”’ a1d fuil details of your special Free
Employment Service, Please write plainly,

ADDRESS....

Wdio Metchandising



There’s Real Value in
Jobber-Dealer Meetings

By PAUL B. LANIUS,

President Rocky Mountain Radio
Corporation

Regardless of the efforts that turers’ Association at Chicago in
are made in radio merchandis- June this year will be a most
ing to obwviate the falling off in important influence in attempt-
radio sales during the spring ing to bridge over the general
and summer, the radio jobber summer inactivity in radio mer-
and distributor is obliged to chandising. At this time radio
recognize the fact that generally manufacturers, jobbers, and
throughout the United States the dealers will have an opportunity
period of greatest activity in  to convene together and discuss
radio sales is in the fall and at leisure the many phases of
early winter. As a radio distrib- radio merchandising which are
utor in the Rocky Mountain re- pertinent to their existence and
gion for the past five years our success. Outstanding manufac-
experience has shown two very turers will undoubtedly at that
definite seasonal trends in sales. time have available for inspec-
First off, each year at the com- tion their lines of radio receiv-
mencement of the season in the ers and accessories for the com-
lute summer or early fall, sales ing season which the dealer and
activities amongst radio dealers jobber may consider to his fuli
have commenced the actual sell-  satisfaction. Once the jobber
ing season at an earlier date, has had an opportunity to com-
and inversely, radio sales after prehensively know the lines of
the Christmas season have radio apparatus which he can
tended to slacken at a time  handle during the coming sea-
nearer and nearer to the open- son, e can return to his own
ing of the new year. community and immediately

Like many others, we are op- lormulate his own plans for in-
timistic and really believe that troducing his accepted lines to
the time will come when radio 'he dealer trade.
sales more nearly approach a In our own individual case, we
vear round selling activity and  y,ve held radio dealer conven-
one of the factors which will  (jons Lere in Denver for the two
undoubtedly have a marked past vears in the month of July
hearing on a continuity of radio |yt each time we have been con-
siales during the entire year is siderably handicapped in pre-
the fact that the industry, genting our lines to our dealer
starting with the manufacturers, trade by the fact that a num-
is getting its house in better or- per of the manufacturers whom
der, we represent had not completed

Th= initiation of holding a their lines of radio receivers or
meeting of the Radio Manufac- accessories at that time, and we

{42]
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could not fully satisfy our deal-
er following as to the merchan-
dise which we would have dur-
ing the coming season. This
vear there is every indication
that our selling campaign for
the fall and winter of 1927 will
be finally decided at some time
prior to July 1, and we will then
be in a position intelligently to
present to our dealers at a deal-
ers’ convention in July the va-
rious makes and tyvpes of radio
apparatus which we will handle
for the entire season. Our
dealers in turn will be fully ad-
vised so as to determine their
own selling activities and ac-
cordingly be able to anticipate

the first retail selling activity
of the season.

From our experience, a prop-
erly conducted radio dealers’
meeting can (o more to promote
radio sales than any other sales
activity that is available to the
jobber, With the manufactur-
ers’ coopeiration and the jobbers
initiative *hese dealer meet-ngs
can be so conducted so that in
time they will have a very
marked influence in bridging the
summer inactivity of radio, as
the inertia of summer sales can
be met with the selling enthus-
jasm of naw lines and the pros-
pects of increased fall and win-
ter selling.

Activities in the Jobbing Trade

Continental to Celebrate Sev-

enth Birthday.
In May Continental Radio &
Ilectric Corporation, of New
York, will celebrate its seventh

JOSEPH STANTLEY

Manager Continental Radio &
Equipment Co.

birthday as a jobbing organiza-
tion, which definitely puts it
in the pioneer class. The Con-
tinental business was establish-
ed in May, 1920, by Joseph
Stantley, its present marager.
Prior to that time Mr. Stantley
had been manager of the radio
department of the Manhattan
Electric Supply Company but,
foreseeing the future develop-
ment of the radio business, and
determined to take advantage
of the opportunity which he be-
lieved would soon develcp, he
resigned his position with Man-
hattan and opened a retail
store at 6 Warren Street, to
which & wholesale department
across the street at No. 15 was
soon added.

In a few vears the wholesale
end of the Continental busi-
ness grew to such proportions
that the retail department was
eliminared. In its early stages
the ccmpany devoted itself
largely to parts, but with the
evolutliionary change which
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came as standard sets made
their appearance the relative
volume of the parts business de-
clined and the get business
rapidly grew, unti] today the
sales are about 90 per cent sets,
the company confining itself en-
tirely to the R. C. A. line. Con-
tinental was one of the three
original R. C. A, jobbers in the
Metropolitan District and has
had a very prominent part in
building the big Radiola busi-
ness in the New York territory.

In addition to sets, the com-
pany handles a few lines of
standard accessories, including
Philco power units, Nationa]
Carbon batteries, King chargers,
Jewell testing and measuring
instruments, Pacent cones, and
Brach and Dubilier products,

The officers of Continental
are: President, George E,.
Burghard; Vice-President, John
Grinan, and Secretary, Treasur-
er and General Manager, Joseph
Stantley.
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Cleveland Products Sees Big Fu-
ture in Parts Business

Harry J, Buehler, president
and general manager of the
Cleveland Products Company,
has long been a firm believer in
the soundness of the parts busi-
ness as the foundation of g big
and growing distributing busi-
hess. Recently RADIO MER.
CHANDISING asked him for an
expression of his ideas on this
subject, and whether hig faith
in the parts trade had much or
little to do with the growth
which forced him to take
larger quarters recently, In his
reply, he said:

Along about Marceh, 1922, some
of the radio “‘Bugs” of Northern
Ohio came to me, and asked me to
start a radio jobbing concern, so
that they could purchase radio
Parts necessary in building sets.
The most important Jdtem,  they
said, was panel material, I then
organized this company and for
ahout two years sold l"urmiv.a in
any size, cut to order and drilled.

About the latter part of 14923,

the parts industry showed con-
siderable activity and we put in a

in Its New Quarters the Cleveland Products Company Provides

This Attractive Display Roo

m for Sets and Accessories,
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line of variable condensers, crys-
tals,, rheostats, transformers. etc.
This started some of the electri-
cal dealers in radio; in fact. deal-
ers in about every line of bhus.ness.

When the dealers discovered that
the building of sets required con-
siderable technical experience and
technical men, they prevailed upon
us to build sets for them. We
therefore designed and manufac-
tured a five-tube tuned radio fre-
quency set known as the ‘'Cleve-
land,” which enjoyed a wonderful
sale both in the form of eomplete
sets and Kkits,

The parts game held the zenter
of the stage until the 1924-1925
season, when sets began to ar-
rive that would work faivly well,
The average deualer then decided
that there were s0o many parts
necessary to stock that he started
stocking sets and letting hig parts
stock  bhecome  obsolete, By the
time he discovered that setg have
a certain time of the year to run,
his parts were obsolete and he con-
demned the parts game,

We, therefore, put in sets to
comply with the deaters’ demands.
The sets, however, caused consid-
erable trouble and service was as
much a problem as the rise and
fall of parts. During the inter-
i the professional  set  builder
put in his appearance, and with
thousands of them operating in

all parts of the country develop-
mentg came fast and
furore among the

caused a
manufacturers,

Improvements came so fast that
the manufacturer had a hard time
keeping pace. Each time a new cir-
cuit came out and was perfected
some new manufacturer was made
and as a result we had more manu-
facturers than we could take care
of (when I say “We” I mean the
jobbing trade), which caused some
of these new manufacturers to
appeal to the dealer direct. A
good number of dealers side-track-
ed the jobbers and worked dlrect
with some of the manufacturers—
but these manufacturers were not
properly sinanced. organized or
consistent.  As an outeome, many
dealers were left with a lot ol or-
phans and condemned radio. But
the dealers who Kkept faith with
the jobbers were not overstocked,
they had the jobber handy for
advice, for holding over credit, ete.
and these dealers are still doing
business.

Thisx brought us into the parts
pame heavier than ever. The
deaters hiid seen us prosper with
only a side line of sets, and quite
a few have rejoined us on parts,
As a matter of fact, practically
every one of the real bonafide
radio deaters that have not joined
us the vyear around, are putting
in purtz for the summer business,
proving that year in and year out,
the denler with parts has his bread
and butter,

In the season of 1926-27 we
hiave come into the parts bhusiness,
stronger than ever. We lelieve

The Cleveland Products Company Has Built a Large Part of Its

Business on Parts.

This Shows How It Handles Its Parts Lines in

the New Quarters,
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have the largest parts
New York and
quality {tems manu-
factured by manufacturers that
sell to the jobher only. We do
not =ell the “Long Discount’ lines
offered to dealers. Any manufac-
turer that makes good merchan-
dise, properly merchandises it and
protects the johber so he can sell
it. Any lines that do not sell have
4 reason for it.

that we
stock  between
Chicago, all

I will be glad to dlagnose any
particular manufacturers' line and
tell him why it doesn't sell in this
territory. Some manufacturers
miake the mistake of designing an
item, putting a price on it and
wonder why it doesn't sell. Why
don’t some of these manufacturers
ask the jobher hefore they come
out with such items. Who is in
a  bhetter position to counsel a
manufacturer than the jobber who
is handling similar items and has
the  hard experiments of the
trade?

Too many jobbers in the parts
business spoil it for everyone. We

have had havd sledding “with too
much  competition in the parts
ganme. There were too many

Jobbers in other lines grasping at
radio for a life saver, making prop-
ositions to their dealers on radio
merchandise to hold themn strong-

er on their regular lines. Radio
parts should be sold by a radio
parts  jobber whe apecializes on

parts, know them, knows the mar-
ket, where to put them and what
they do and what they won't do.

Radio parts are
themselves as  our
proven. We sget our goal in 1922
when we had 400 square feet of
spice under a sidewalk and have
gradually  grown until today we
have approximately 7.500 square
feet of first-floor space, with the
highest  class  fixtures, display
rooms, service quarters and of-
fices, =0 that we can give the
dealer real co-operation on parts,
aecessories, sets, and al equip-
ment.

in a class hy
success has

New Jersey Radio Conducts

Window Contest

New Jersey Radio, Inc., of
Newark, N. J., distributor of
Atwater Kent and Pooley prod-
ucts, is staging a window dis-
play contest in which all of its
dealers have bheen invited to
participate. The jury which
will decide the contest will be
composed of the editors of
seven trade publications identi-

fled with the radio, electrical
and talking machine fields, with
Bruce Barton, the distinguished
writer and advertising authority,
of Barton, Durstine & Osborn,
New York, as its foreman.

North Ward Protects Dealers

The North Ward Radio Com-
pany, of Newark, N. J.,, which
handles Steinite electric sets,
recently received a letter from
a druggist who suggested that
if the company would install a
demonstration set in his store,
he could get a cousiderable
number of orders. The offer, of
course, was rejected. Comment-
ing on the episode, the com-
pany writes: “The sale of radio
eq\ﬁpmem to the promiscuous
retailer is a stumbling block in
the path of the legitimate radio
dealer who is equipped to ren-
der satisfactory service to his
patronage. We therefore exer-
cise every means of keeping
competition clean by preventing
the illegitimate retailer from
stocking radio merchandise.”

Radio
Radio Merchandising Syndicate

Rocky Mountain Joins

The Rocky Mountain Radio
Corporation, one of the best
known of western radio jobbers,
with headquarters at Denver,
C'olo., has hecome a member of
the Radio Merchandising Syndi-
cate and will henceforth hold
the franchise for the far-western
territory. Paul B. Lanius, presi-
dent of this company, is an ac-
tive advocate of all-year selling.
Elsewhere in this issue he has
something pertinent to say
about the value of dealer con-
ferences at which the combined
genjus of the jobbing and re-
tail departments of the busi-
ness can be combined to speed
up selling activity.



Tiine to Time,

Tests and Examinations in the

Radio Merchandising Laboratory

RADIO MERCHANDISING
Commercial Testing and Inspection of Radio Equipment
Submitted by Manufacturers and Will Publish, From

Conclusions

Now Undertakes the

Bascd 0. Such Tests.

GEMCO
tured by
Company,
tributed
price $45.

This speaker is of the predestal
and drum type, as illustrated, The
unit is mounted at the base of the
prdestal, Tl comical horn,  of
lanminated paper u»m]mxlllnn" has
very  moderate taper and is o free
from resonanee, Yields gond vol-
tme, distinguished by o stightly
lower piteh than is chariaeteristie
of most speakers of this general
type, il excellent quality. Cabi-
Nnet work is gum, walhot finished,
well worked. Should e a  good
item for many dealers, making o
particularty attractive showing at
the price.  Approved,

.\‘I’I-).\Kl 10— Munufae-
CGeneo \I.lnufm turing
Milwaukere, Wis.  Dis-
through Jul»lwls. 1aist

ORIOLE RECEIVEI=Manufae-
Ph-etrie Company,

Dristributed by
Chicago, Specitmen
Model 71, serial Noo 75304,
a six-tube set, bFased on
rinmmm™ patented  circuoit.
Two-dial control, two rheostats and
Battery switeh mounted om panel.
Three acrial posts allow for varia-
tion from 25 to 150 feet, amd Set
pertorms satisfactorily on a loop.

The set wias uirder intermttent
obrervation for sixty dars, sub-
Jected to o wide range of receiv-
ing conditions, It tun:s very
shioply when used with antenna
over 140 feot long, tuning througsh
local stations  offeetively for DX
by adjustment of secondary control.
Grves  nost satisfactory results
with 201A detector and 112 in last
stage, with 27 volt . Wired,

tured by W-K
Kenosha,  Wis,
Zinke Company.
te \Iul

Oriole Receiver

Gemco Pedestal
Speaker

however, for use without
tery, using %0 volts on plote
201A tunex tlooughout if
The  eircuit s tuned  radio
queney with e regen ration

Tatented fenture involves the sys-
tem of ihilizing the circuit,

The trical  assembly  shows
thoroug  care inmanufieture,

Wirine is well handled under sub-
patnel. SocKets  are nf <ushion
type.  Litz wire in v f. comdary
coils. No los - mpluu 11 Tube
spacing is d.\n:nul to avedd tabwe-
to-tube transfers of energy. Cabi-
et work s oof  excellent  quality,
from an  attractive design. Ap-
proved on the basis of perforinance.

Jo S0 Lot SPEAKER—
\I.mufmlulul by A, ) Stevens &
Co, (101 LLtd.,  Waolverhampton,
England.  Specithens tested  were:
Large horn, wood tlare; smdl horn,
metal  flare, and  cabiner, The
Large horn type s distinguishen
particularty by its ability tH» hamlle
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overloading without blare. The de-
signs are conventional, workman-
ship considerably better than the
average domestic product of com-
parable price and the units tested
out well, This line, on account of
the 30 per cent duty, §s hardly
likely to achieve volume sale in the
17, 8., but is approved on test per-
formance and may offer an oppor-
tunity to retail dealers specializing
in  higher-priced lines for dis-
criminating buyers.
FANTENNA—Manufactured by
Day-Fan BElectric Company, Day-
ton, Ohio This is an auxiliary
1uning device, for inclusion in the

antenna circuit, to sharpen tun-
ing and eliminate interference. Two
dial control. Adaptable to sets
utilizing six or more tubes. Under
exhaustive test with various re-
ceivers, increased selectivity suf-
ficiently to provide satisfactory
separation of many conflicting sta-
tions and eliminatlon of heterodyn-
ing with others. Iarticularly ef-
fective with somne 'sets employing
single dial control., Approved as
one of the best of the selectivity
devices, It is not usable with all
circuits, however, and in case of
doubt should be ehecked for per-
formance before selling,

“Dirty Play” and The Radio Game

(Concluded from Page 14)

dealt out. A real spirit of busi-
ness with the manufacturer, job-
ber and dealer working together
instead of at cross purposes will
bring back to the radio game
the glow of past and better

years. We can turn the busi-
ness from a juvenile sport into
a real industry.

Write in pyour own concrete
ideas and let us do it NOW.

Bosch Device Electrifies
Phonographs.

A new device just announced
by American BBosch Magneto Cor-
poration is said to provide owners
of old-type phonographs with a
means of securing the same type
of record reproduction as is ob-
tained with the recently introduced

out mutilation of either phono-
graph or receiver. It is merely
substituted for the phonograph re-
producer, carrying the reproduction
electrically from the phonograph to
the detector socket of the radio
set, apnd the record is thus re-
produced through the radio set and
the loud speaker. A volume con-
trol is provided and the whole de-

muodels.  The Bosch ‘‘Recreator' vice is capable of being instantly
reproduces records electrically, attached and detached. The de-
through the radio receiver. with- vice lists at §20.

What About the A. C. Tubes?

(Concluded from Page 8)

If you, as a radio merchant, believe you have a field
for the sale of light-socket powered sets, take them on.
But don’t imagine that they are going to substitute for
your present lines, or that they are going to be so im-
portant as to justify your putting into their sale, energy
that is subtracted from your efforts in behalf of other
goods.

And remember this: If the development of socket
power is a step forward, all the talk in the world will not
stop it; but you may be thankful, for the present at
least, that standard accessories are going to continue sell-
ing in increasing volume. Without batteries, eliminators
and other such equipment, your business would be about
as profitable and enduring as that of a Gillette dealer not
permitted to sell blades.
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Consult These Leading Jobbers for
Nationally Known Radio Products
Listings in this monthly section are open to recognized
jobbers of good standing.
RATES ON APPLICATION
HARRY ALTER CO. R. H. McMANN, INC.
Ogden at Carroll Ave. 122 Chambers Street
Chicago, il New York City
Distributors of nationally Distributors of nationally
advertised Radio products. adveriised Radio products.
CLEVELAND PRODUCTS cCO.,
2136 Ninth Ave. Pres. and Treas., M P RADIO CO.
H. J. Buehler; Sec., 0. E. Kon- 818-820 No. Broad Street
naus. Philadelphia, Pa.
Dé'str;tb‘utgr.;z 2‘/. nati%nultly
. . a .
Continental Radio & vertised Tadto products
Electric Corporation NORTH AMERICAN _ RADIO

Fifteen Warren Street
New York City

Distributors of nationclly
advertised Radio products.

CORP., 1845 Broadway, N. Y. C.

DETROIT ELECTRIC CO.
113 E. Jefferson Ave.
Detroit, Mich.

Co- ’:artners, Harry A. Abra-
amson and Raymond
Abrahamson.

Elgin Radio Corporation

67-69 N. State Street
Elgin, Ill.

Distributors of nationally
advertised Radio products.

Mountain Radio

Corporation

1512 Broadway
Denver, Colo.

Rocky

Distributors of nationally
advertised Radio products.

TRILLING & MONTAGUE
49 North Seventh St.
Philadelphia, Pa.

Partrners, Harry Montcgue
and David M. Trilling.

E. B. LATHAM & CO., 550 Pearl
St., New York City.

WAKEM & McLAUGHLIN,
I .
225 East Ilinois St.
Chicago, Il

Gen. Mgr.,, J. Wallace Wa-
kem ; Mgr., R. A. Whipple.

Say you saw it in Radio Merchandising
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One Cut
One Order

and in two weeks your copy is

appearing in the 2,402,000 pros-

perous homes reached by 3778
home town newspapers.

Eighty-eight per cent of
these homes are in towns
or communities of un-
der 2,500 population.

WESTERN
NEWSPAPER
UNION

210 So. Desplaines St., Chicago, Ill.
239 West 39th Street, New York City

Say you saw it in Radio Merchandising
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vII

Make Your Own
Show Cards

learn by
Doing

The *“New Standard
Letterer,”” by Maxwell
L. Heller, is the book
you need. The re-
sult of twenty years
of actual teaching and
ractice. The latest and
est on the subject.

Teaches both Pen and Brush Lettering. Processes are
carefully analyzed into the various movements involved.
They are set forth step by step, with nothing taken for
granted. The reader is led, as the teacher leads the
student, with directions at every stage that prevent dis-
couragement and lead toward successful results.

Over 200 illustrations, including 48 full-page alphabet
plates, 60 drawings and diagrams exemplir ing methods
and principles, 42 show-cards showing different layouts
and styles of lettering, 5 color charts, etc., etc.

Large octavo, 7x10V, inches, printed by offset lithog:
raphy on a high grade of heavy white paper, profusely
illustrated in line and half-tone, and duragly bound in
extra cloth.

Price, now, $3.00 (cash with order)
We have made arrangements with the publishers of this
splendid new book which enable us to offer it to our
readers PREPAID at the net price quoted. Send in your
order NOW.

RADIO MERCHANDISING

239 WEST 39th STREET
NEW YORK CITY

Say you saw it in Radio Merchandising
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A way to be sure you
| are salting the right tail

CONSIDER the salt as your selling and dis-

tributing costs.

Aren’'t you shaking more salt than is neces-
sary or is it because you are wasting salt on
the wrong tail?

Why not eliminate any doubt in your mind?
| It pays to know who and what you are trying
to catch

Consult our service department for manu-

| facturer and jobber lists. We offer you only
the legitimate and well rated names in the trade.

It's part of our service to the radio industry.

If you think it will be helpful we want you
to ask for it.

RADIO MERCHANDISING

1 239 West 39th Street
NEW YORK CITY

Use the coupon for further facts and information

| 1 am interested in

i [0 List of rated radio jobbers

[J List of manufacturers of..........

[0 Assistance in laying out a merchandising plan for........

N T R T iy e T i,

ATATCSS] i B > E M52l » Bl b s il hiem = 5 i 4 ‘s v eIl a4 sl o

Cily OIS tate:s B A e b & diais s dies s/l e ahi e Al S 4 (a4 bl
(Attach your Catalogue or Sales Literature if possible)




Eveready

) Luayerhilt
L “B°’ Bultery
No. 484,

A

Radio is better with Battery Power

Rapio reccivers designed for qual-
ity reproduction operate best on
well-made dry cell “B” batteries.
What your ear tells you about the
performance of battery-run sets
is confirmed by laboratory tests
that reveal that batteries alone
provide steady, noiseless “B” cur-
rent, taking nothing from and add-
ing nothing to radio reception.
Batteries, and batteries alone, pro-
vide pure DC (Direct Current).
Only such current can give the
best results of which a radio set
is capable.

Battery Power is dependable,
convenient and reliable, under the
user’s sole control, ever ready to
serve when the set is turned on.
As “B” batteries approach the end
of their usefulness, a slight drop
in volume gives warning ia ample
time. No one need ever miss a
single concert from a battery-
equipped set.

Not only in results, convenience
and reliability are “B” batteries
unequaled, but they are also un-
approached in economy, provided,
of course, the correct size batteries
are used. That means the Heavy

The FLaperbilt
pulented conxtruc-
tion reccaled.

-

Duty type for all receivers operat-
ing loud speakers, as mest do now-
adays. Smaller batteries are not
as economical, though they give
the quality advantages of Battery
Power.

Those are the fundamental facts
about radio batteries, as given to
the public in our April adverusing.
That it will have a tremendous
influence on battery sales is evi-
dent. Stock up on the Eveready
Layerbilt “B” Battery No. 48, the
best and most economical “B’ bat-
tery ever built. Order from your
jobber.

NATIONAL CARBON CO., Ixc

New York San. Francisco

Atlanta Chicago Kansas City
Unit of Union Carbide and Curbon Corgoration

Tuesday night is Evercady Hour Night—
9 P. M., Eastern Standard Time
wFAF-New York
wJyar-Lrovidence

WEEI-Boston
wrac-Worcester
wri-Philadelpliia
wor—Buffalo
weae-Liltsburgh
wsal-Cincinnati
wraM-Cleveland wsn~Atlanta
wwj—Detroit wsx-Nashislle
wMc—Memphis

weN—Chicago
\\'OC—Daj‘l}({ﬂr}'Oﬂ P
. inncapolis
WECO\ 5¢. Paul
Ksp-St. Lonis
wre—IVashirgton
wey-Schenectady
wHAS—Lowisville




ATWATER KENT
RADIO

With more than a

MILLION SALESMEN

\ JHAT sELLs more Arwater Kentr Radio than

anything else? Ies performance in the homes

of owners. The neighbors look, listen, ask ques-

tions—and joia the parade to the Arwater Nent
dealer’s store.

Isn't thar your experiencet—*One person hears
it in anorher’s home and that’s the way Arwater
Kent Radio is sold.”

So ¢very Atwater Kent Reeciver is a sure-fire
salesman—and there are more than a million of
them on the job. ’

Think what this means in vour town, think
waat this means ro yoru. it you are an Arwater
Kent dealer.

In the husiness of selling, is thare anyrhing
like having a praduct that makes frends
wherever it goes?

Writefor illustrated kookler of drwater Kent Radio
ATWATER KENT MFG. COMPANY

A. Arwoter Rent, President Moprr 35, H illustrated,
. P . . tube ONE Dial Receiver.
4727 Wissahickon Avenue  Philadelphia, Pa. Radio Speak-r, Model H,

Ses



