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eAn Exceptional Condenser

The Bradleydenser is a thorough-
bred. It is not built down to a
price but up to a standard. Sol-
dered brass plates, a new bearing,
a dust shield, anid other features
make it a fast seller in the low-loss
field. Investigate, today, by mail-
ing the coupon for dealer facts.

Standardize on These ‘Radio “Devices

The distinctive Allen-Bradley Checkered Carton identifies the
Allen-Bradley line to the radio fan. Extensive advertising keeps
Allen-Bradley Radio Devices always before your customers.

and Quick Turnover

Why do leading radio dealers and jobbers sell the
Allen-Bradley line?

Because each unit is a complete stock in itself. One
Bradleystat can be sold for any tube. A stock of five
Bradleystats is equivalent to twenty wire rheostats.
Therefore, the turnover is tremendous and the profit
worth while.

Do you realize the money-making possibilities of the
Allen-Bradley line?

Mail the coupon for dealer facts.
n-Bracley Co.

lecttic Controlling Apparatus,
489 CLINTON ST. MILWAUKEE, WIS.

Mail the
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Eveready means more and e

Avoip slow-moving mer-
chandise. Handle only the
best goods. Concentrate on
nationally advertised lines.

“With these principles in
mind,” writes Mr. E. F.
Hickey, of the Hickey Elec-
tric Co., Atlanta, Ga., “I
decided to concentrate on
one make of ‘B’ Battery,
and my selection was
Eveready.

“The results of this pol-
icy have more than met my
expectations. [ have sold
more ‘B’ Batteries and with
less sales resistance than
ever before. It certainly
pays to handle the product
that is generally regarded as

Rapio RETAILING, March, 1925

being the best, that is well
advertised, and then push it
for all it is worth. ‘B’ Bat-
tery business is a substantial
part of any radio dealer’s
business, the battery is vital
totheset. . . . Tobuildupa
profitable radio battery busi-
ness the first requisite is to
handle the Eveready line.”

Sound merchandising
principles are leading deal-
ers everywhere to sell Ever-
eady Radio Batteries for the
satisfaction they give and
the profits they bring.

Manufactured and guaranteed b,

NATIONAL CARBON CO.,, Inc.

New York Sanx Francisco

Atlanta Chicago Dallas Kansas City
Canadian National Carbon Co., Limited, Toronto, Ont.

eVEREADY

Radio Batteries

—they last longer

asier sales

EVEREADY
HOUR
Every Tuesday at
9 P. M.

Eostern Standard
Time

For real radio en-
joyment, tell your
customers to tune in

the Eveready Group.

Broadeast through
stations

WEAF New York
WIAR Providence
WEEI Boston
WF1  Philadelphia
WCAE Pittshurgh
WGR Buffalo
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The Popular Windsor Radio Console

With Its Own Loudspeaker—Concealed!

unit and inbuilt horn, $40

Here is the contribution to Radio that MOTHER has so
patiently awaited. And every prideful housekeeper. For
it restores LAW and ORDER to the living room.

A stunning console that accommodates ALL your radio
equipment. Your set goes on top. Therest of your outfit—
is CONCEALED. No more clutter of equipment to clash
with the surroundings.

Batteries need no longer scrape polished baseboards, nor
endanger handsome rugs. There’s a place INSIDE for the
largest A and B wet batteries required for any home radio
set, and plenty of room for a big charging outfit, too.

What about the HORN? Out of sight and out of mind!
This clever console has its own loudspeaker horn, inbuilt,
of resonant wood, which does not mutilate the tone as
does any harsher material. With a unit selected without
prejudice or preference from a score of makes. Phono-
graphs no longer have unsightly horns. The horn is now
retired in home radio reception. Equally welcome should
be the news that artistic appointments of the drawing
room need not be set at naught by a litter of
apparatus.

Your dealer has this console, finished in mahogany or
walnut. The 38 x 18 top takes any set—with elbow room
in front—knee space beneath—room for all else inside.
Substantially built and beautifully finished; the product
of an old and respected furniture maker. And only $40,
loudspeaker included! (West of Rockies, it’s $42.50.) Full
description and name of nearest dealer on request.

Price, including

Dealers: This new and useful member of the furniture fam-

ily has been joyfully received into thousands of homes—

and a million homes still need its orderly aid. It was

designed for everyone’s use—for
it accommodates any outfit.
It appeals to all classes—for it
is a real piece of furniture.

The diagram shows how the back
provides ample space for the
safe storage of any home out-
fit. Out of the way and out
of view—but readily accessible
when wanted. From the front
you can see only an attractive
piece of furniture—such as would

Not even the artistic grill that
conceals the soundbox hints of
utility. An altogether graceful
exterior, designed and finished
with the care which has charac-
terized Windsor furniture forty
years. Strong and sturdy, too.
There is no wobble or waver to
this console, though laden with
heavy equipment. It is 38 in.
long, 18 in. deep, 29 in. high.
Finish, mahogany or walnut.
Sales have been phenomenal.
Write for proposition.

be bought ag quickly foritsbeauty
as for its tremendous usefulness.

Loudspeaker Console

Windsor Furniture Company
1430 Carroll Ave., Chicago

-



Back of this Business Card

LAROES

THOMAS

RETAIL ADVISORY BUREAU

T DISPLAY couNTE
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S. JONES

0.
RER-GILLETT C
lS-/["{I:I\ND CLARK, CHICAGO

R SpECI/\LlSTS

Business for You

Your store should be the best advertise-
ment for your goods. That’s why you
trim your windows. But the best win-
dow display can only bring in people.
Counter display se//s them.

The power of attraction shrewdly de-
pended on in every famous big store
works for every retailer who uses Sherer
Display Equipment.

Sherer Display Cases and Counters are
rated so high as profit makers, because
they are sold only where they wil//
make a profit!

The Sherer Retail Advisory Bureau con-

sults withmerchants, gives them the bene-
fit of display experience as wide as all
business, and determines their real needs.

Everything Sherer display experts have
learned in 72 years of business contact
is available to you, to apply right to
your own problem in speeding up turn-
over, reducing depreciation, building
good will, enlarging net profits.

The Sherer Advisory man is a good man
to talk to when he comes in. Or write
now giving him an appointment. Or
just ask for descriptive literature, if you
want to think 1t over first by yourself.

Retail Advisory Bureau, SHERER-GILLETT COMPANY, 17th and Clark Sts., Chicago
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Standandynm

AND THE US. AlR_

DISTANCE
SMASHERS
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ELIGHTED owners of

Standardyne Radio Sets
all over the country look forward _"
every night to the pleasure of i
listening to Far Distant Stations. |
And they are never disap-
pointed.

Standardyne Distance Perform-
ance is always dependable. ]

That’s why hundreds of |
Standardyne fans are added to |
the rapidly growing list of pleased ,
owners each week.

The 5 Tube Tuned Radio Frequency Set With the
Famous Re-Acted Cireuit.

These owners appreciate a set which couples with ‘L‘
Dependable Distance Performance, rare beauty of
cabinet design, complete lack of annoying distortion
and noise, selectivity which eliminates the undesired
station immediately, and volume clear and strong.

THEY BOTH
MAKE THE
SAME STOPS

NEW YORK
R CUTISCEEESORES CHICAGO For information regarding distribution
PHILADELPHIA rights in your territory aurite us
DENVER

LOS ANGELES

PITTSBURGH
CLEVELAND f MANUFACTURED BY

i tandard Rapio CorPORATION~ :
FT. WORTH WORCESTER, MASS. |

NEW ORLEANS
DETROIT

ST. LOUIS
KANSAS CITY

" COAST TO COAST
1S NO \DLE BOAST
KWITH tandandgne
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PREMIER

TONE—VOLUME —SELECTIVITY

\S

The Essential Qualities of Radio
are Tone, Volume and Selectivity

To the initiated there is but little thrill left in
mere radio reception; already the novelty of
picking something out of the air has worn off;
even distance is rapidly becoming commonplace;
every radio set will receive some signals and
cover some distance; but the faithful reproduc-
tion of tone, with nothing added and nothing
lost; an exact reiteration of every word and
note; clarity of sound, with whatever volume
is desired, is the quality that everyone is seeking
and it is this quality that the builders of Premier
Sets deliver.

Premier Reflex Sets are so carefully balanced
that they possess all the essential qualities of
tone, volume, distance and selectivity to an ex-
tent that meets the requirements of the most
exacting, but we want to lay particular stress
upon their dependability in tone reproduction,
for it is in this—the rarest quality in radio—

that Premier Sets show thetr

superiority.

more readily

Premier Receiving Sets were designed primarily
for volume reception on loop, but will work
equally well with either outside or inside antenna.
The radio buyer wants satisfactory reception;
the radio dealer and manufacturer want satisfied
customers. Premier demonstrations will make
sales and satisfied customers.

The dealer who wants a quality radio Receiving
Set to offer his trade is the one we are seeking,
for we want the best possible representative in
each locality and are prepared to offer such
dealers an attractive propositior as well as an
exclusive franchise in the territory assigned with
full protection from all interference.

Write for full particulars to

“ Premier Radio C orporation:

Defiance, Ohio
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MATCHED

DUPLEX

STANDARD
CONDENSERS

(IN SETS OF 3)

Your Condenser

Selling Problem
Solved!

Your cost of selling a condenser is too high. You have to
talk too much, show too many brands, and finally let the
purchaser decide for himself or walk out. Because there

is nothing you can say about any condenser that can’t be
said about several others, except—DUPLEX.

"Matched Set of Three” Argument

When you take down a carton of three laboratory matched
and sealed DUPLEX Standard Condensers your pros-

pect stops asking questions about this or that method of
construction.

If he is building tuned radio frequency, you've got him on
the fact that DUPLEX Matched Condensers afford uniform
dial readings at all wave lengths—rea/ set calibration. You
also discourage his mixing new and odd-sale brands. If he
is building a reflex ot other set, demanding that two dials
read alike, you still have him. If he wants only one con-
denser, or something cheaper, you have established a quality
for DUPLEX no other condensers have— factory refponsi-
bility. This impression of quality carries right through the
DUPLEX line and gives you good turnover at a good profit.

These Duplex Condensers
Will Standardize Your Sales

Fill in the coupon today. We will mail you full details imme-
diately. This is the only real condenser selling and advertis-
ing plan yet developed to increase condenser sales, decrease
stocks, maintainlist pricesand increase profits forradio dealers.

D U P lEX H-IIIII-IIII-IIIlll--l------illlIIl;él:;;;llllll'l'.'..lﬂ:
. CONDENSER & RAD .
J u I ‘ I ( ) R : DUPL;ZX Flatbush Ave. Extension, Brooklyn, N. Y.

DUPLEX

STANDARD
CONDENSERS

SERIES FR

ing plan, which will solve our Condenser selling problems.
i s ;

.
.
.
a
.
=' ding your Duplex Condenser metchandis- ‘=
i in
% Please send details, regarcing y ]
E L]
: s
-
-

H Signed

-

Address—— - ’
3 :
» -l
s

"..-..-ll.llll-lllllllllllllllllllllllﬂlllllllllll'lllll.l‘
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Sell your set-building customers

Type 247-H

Low Loss Condenser
With Geared Vernier
0005 MF. Price $5.00

4
Y[

Type 247-F

Low Loss Condenser
Without Vernier Gear
.0005 MF. Price $3.25

Type 268

Single Tap Variocoupler
Price $3.50

Type 301

Rheostats and Potentiometer
10 ohm.—30 ohm.—200 ohm.
Price $1.25

The Best

In buying radio apparatus your customers know
that Radio is a Science depending upon definite
electrical principles. They know that to get good
reception they must use instruments that are sci-
entifically correct—electrically and mechanically.

The parts buyers today are experimenters who
can intelligently compare relative merits of differ-
ent parts—they are no longer “bargain hunters."”
Bitter experience has turned them from parts
with a price appeal to reliable apparatus with a
quality appeal.

The radio apparatus manufactured by the General
Radio Company has been developed by experi-
enced radio engineers after exhaustive research
and careful study of actual operating conditions
in well equipped radio laboratories.

All General Radio parts are constructed to meet
the most exacting requirements of radio reception
and are of the same high standard of material and
workmanship as the laboratory precision instru-
ments manufactured by the General Radio
Company.

The Prices are as low as the highest quality of
materials, workmanship, and efficient manufac-
turing methods permit.

When you re-adjust your stock of parts to meet
future demands remember that since 1915 the
General Radio Company has been the pace setter
in advanced radio design. The General Radio
Company introduced to popular use the first
low loss condenser, which began the era of low
loss parts so much talked of today. The first
closed core audio transformer was a General
Radio—and today the new type 285 audio trans-
former is the standard of excellence in audio
amplification.

The time is now at hand for successful dealers to
concentrate on a well-rounded and well-estab-
lished line of parts. Why not pick a leader and
a winner? Naturally, General Radio!

232

Dealers—write for our new parts catalog 920-R
with price sheet

Type 285

Audio Transformer
Price $7.00

Type 247-W
Wavemeter and Filter
Price $10.00

Type 269

Variometer
Price $5.00

Type 299

UV-199 Socket
Price 50c.
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Retalling’’ in securing information for-the
issues already published, and issues now im
preparation. The black dots on the map in-
dicate branch offices of the publishers of
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How 25 Radio Dealers Raised Money

The Story that More Than 100 Readers of *‘Radio
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“If I Were a Radio Dealer,”
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“If I Were a Radio Manufacturer,”
by John W. Van Ness
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Broadcasting Programs
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In 1923, the average radio
sale was $16.22

In December, 1923, the unit or average
sale in a certain group of five radio
stores that keep careful records, was
$16 22. For December, 1924, one
vear later, the corresponding average
sale had increased to $51.83.

This ‘“‘unit sale” figure is the average
of all radio sales, including sets. acces-
sories, supplies and parts. In other
words, it represents the quotient ob-
tained by dividing the fotal dollars of
sales made during the month by the
total number of sales transaclions. As
the five stores studied were located two
in the East, two in the Middle West,
and one in the far West, the increase
is probably representative of the whole
country.

The striking growth in the “‘unit sale”
shown, is undoubtedly due to the
tendency of the public to buy more
sets, as well as to buy more expensive
sets, loud-speakers and accessories.

234

How the
“Average Sale”
in Radio
Is Increasing
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Cne year later, in 1924, the average radio sale was $51.83

-

RAap10 RETAILING, March, 1925



VoLuME 1

Numser 111

=

e

@
;
A

116 Readers Wrote in and Asked ‘“Radio Retailing’ for This Article—

How 25 Radio Dealers
Raised Money to Expand

Expansion Is the Dream of Every Retailer, but Not Every One Has the Necessary
Capital. Following Are 23 Ways in Which Recognized Dealers Solved the Problem:

Took Financial Statement to
Home Banker

ERE is the financial statement
chat a New Jersey radio dealer
took to his local banker in
seeking a $1,000 loan that would
enable him to get a larger stock for

his new store:

Assets
Merchandise on hand, at cost. .. .$3,000
Cash on hand and in bank 1,000
Accounts receivable

Tools and equipment........... 100
Furniture and fixtures......... 400
Automobile. unencumbered ..... 500

Liabilities
Accounts payable .............. $600
Neotes payable to bank........... 200

The banker put his hand on the
dealer’s shoulder and said: “That is
a good statement, my boy, and radio
is a great business. Yet on the basis
of that statement alone I would not
be justified in lending you over $500.
But I have known you a long time,
I knew your people, and I watched
vou grow up. Because your business
record has always been good, and be-
cause I have confidence in you, I am
willing to put up the $1,000.” This

merchant’s experience well illustrates
the point that personal character,
business record, local friendships and
abeve all, personal acquaintance
with the banker, count large when
the dealer is seeking a loan from his
neighborhood bank.

Formed a Partnership. Simple
Agreement as Basis

Sometimes a question arises in the
dealer’s mind whether to “take in a
partner,” or to form a stock com-
pany and obtain money by issuing
stock. By all means the simpler plan

ADIO is growing so rapidly

that the radio dealer will find
it is not alwayvs possible to
finance, directly out of present
earnings, such expansion of his
business as he feels fully justi-
fied in attempting.

But when calm, cold judgment

Five Sources of Capital and Credit—

(1) Local Banks, (2) Jobbers, (3) Relatives, (4) Friends, (5) Newspaper Want Ads |

dictates a better store in a better
location or a larger stock, or
more employees, the dealer
should know that there are estab-
lished sources from which to get
the money he needs.

(1) His local banks, (2) his
jobber, (3) relatives, (4) friends

or acquaintances, and (5) news-
paper “want ads,”—these are the
five main channels for getting
capital for retail businesses. How
radio dealers have tapped these
various financing agencies is told
in these 23 reports of actual
experiences in “getting the
money to grow on.”

[
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WANT ADS
Receved Here

~
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A Small “Want Ad” Inserted in a Local Paper Secured Enough
Capital to Start a Dealer on the Road to Prosperity

is that of a partnership. This
method is surrounded by the least
red tape under most state laws, but
has the disadvantage that in case of
death of one partner, the firm is dis-
solved—whereas a corporation goes
on.

A Chicago dealer found a man
with $3,000 who wanted to invest in
a going retail radio business. A
simple partnership agreement was
drawn up between the two, and the
$3,000 was paid over for the right to
share in the business. As this store
now returns $100 a month to each
partner (after meeting all expenses
and setting aside a reserve of 25 per
cent), the deal proved a 40 per cent
investment for the financial partner.

Jobber Is a Lender of Credit

The relation of the jobber is not
that of a lender of money itself. But
the jobber can grant credit for radio
merchandise, which merchandise the
dealer can quickly convert into cash,
under the conditions of rapid turn-
over now prevailing in the radio
field. Every jobber has a close and
friendly interest in seeing his
dealers grow—and in retaining their
business as they grow.

Sometimes, however, the jobber
has set a limit of credit on a pros-
pering dealer—a limit which, while
fair enough six months or a year be-
fore, does not represent conditions as
the dealer’s sales have increased.
With this in mind, a Long Island
dealer called on his jobber and pro-
tested that he was now entitled to a
line of credit larger than the limit
set early in 1924. He was asked to
submit a new statement. This
showed his business in good shape,
and local reports indicated increas-
ing sales and a good moral risk.
The dealer had asked for $500
credit. Ordinarily his statement as

236

rendered would -have justified $250,
but on his pointing out that he was
putting his business through only
the one jobber and intended to stick
to that policy, the credit manager
0. K-ed the $500 limit.

Morigaged His Car
But Kept It in Use

A St. Louis dealer found that he
could raise $250 cash on his automo-
bile, and still keep it in daily use,
making radio-set deliveries and serv-
ice calls. He had answered the ad.
of a financing company, and this con-
cern offered to loan him 80 per cent
of the machine’s listed value in the
“used-car rating book.” Accepting,
he paid for his loan “6 per cent in-
terest” plus a “service charge” that
brought the total cost around 10 per
cent. A chattel mortgage was put
on the car, and the dealer was re-
quired to take out fire-and-theft in-
surance to protect the lenders.

Had Wealthy Customers

A Connecticut dealer had started
in a small way and had built up a
nice business in installing radio sets

in a wealthy community. Certain of
his customers liking him and having
faith in his ability, held a meeting
and advanced him $1,000 for expan-
sion. He paid an interest rate of 6
per cent although his backers, at
first, did not want him to do this.
Today he is free and clear, and is do-
ing a nice business.

Borrowed on His Life-
Insurance Policy

The dealer who has been carry-
ing a life-insurance policy can
usually turn to his insurance com-
pany for limited amounts, depend-
ing on the cash value accumulated on
the policy. This plan has the advan-
tage that such a loan is not “callable,”
as is a bank loan, so that the dealer
is not likely to be caught short by
demands falling due at embarrassing
moments. A radio dealer who had
been carrying a $5,000 straight-life
policy for five years, paying an an-
nual premium of $125, found that he
could borrow $200 on this policy. In-
terest of 6 per cent had to be paid
annually on the loan. In the event of
his death, the beneficiary would be
paid the difference between the face
of the policy and the loan, or $4,800.

When Advertising
for Money Paid

Doing a nice business in one of the
larger Eastern cities, this radio
dealer put a classified advertisement
in one of the daily papers:

WANTED: Partner with $4,000 to take
active or silent interest in established, prof-
itable retail radio business, which has op-
portunity to double present sales with
increased capital. Address Tribune 386.

A gentleman answered who had a
nephew he wanted to start in busi-
ness, radio preferred. After refer-
ences had been exchanged, the deal
was closed on a 51 per cent-49 per
cent basis, the dealer insisting on re-
taining control. Through keen in-

Making a Friend of Your Local Banker and Showing Him Your
Healthy Financial Statement Will Aid in Getting Funds

~




sight he was able to invest his new
capital to advantage and to-day the
store has prospered and the dealer
and young man with it.

Pooled Outside Interests

Three partners in a going radio
concern, feeling the need for expan-
sion, were unable to secure sufficient
credit to finance the move. One of
them had nearly $5,000 worth of
stock in a large corporation, another
owned a fine piece of land-and the
third partner had some good bonds.
By pooling these outside interests
with a total valuation of nearly
$25,000, they were able to secure a
loan sufficiently large to carry them
along. The necessary papers were
drawn up by an attorney for $25 and
the bank, from which the loan was
made, required the usual 6 per cent
interest.

Jobbers Carried Him Along

This dealer secured credits of
from $60 to $100 with four differ-
ent jobbing houses and was able to
carry these along for about 90 days.
He would pay off a little on each and
then start all over again. Though
an unbusinesslike procedure, the sys-
tem worked successfully for several
months—long enough for him to get
the start he needed. The plan was a
risky one for he might have been
tripped up and put out of business.
Not recommended.

Jobber’s Salesman Helped

Salesmen ever on the alert for in-
creased business, often assist in a
material way the expansion of a
worthy dealer, The case in question
was of a rather small radio store in
a town of 5,000 inhabitants. This
town, however, fed the surrounding
territory for a good many miles. A
salesman of one of the large, city
jobbing houses, kept a careful
check on this dealer and was con-
vinced that if he was assisted a little,
he could greatly increase his busi-
ness. Upon broaching the subject to
the dealer he was met by suspicion,
but this was soon allayed and the
salesman turned over $5,000 at 6 per
cent to help the dealer expand.

The salesman’s aggressive ideas
did much to assist the dealer dispose
of his stock to surrounding farmers
and the small store was soon doing
an excellent business. The dealer
made his profits, the salesman
secured a good return on his invest-
ment with the store and increased
his earning powers with the jobber
by augmenting the dealer’s sales.

-
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A Connecticut Dealer’s Relatives, Believing in His Integrity, Loaned Him
Enough Money to Make a Profitable Expansion

Clearance Sale of Obsolete
Stock Raised Cash

This dealer, doing a nice business,
felt that he could do better if he had
larger quarters and a better stock.
His store and cellar were cluttered up
with a large number of old sets and
parts and in order to finance his ex-
pansion, he held a big clearance sale,
preceded by a big splurge of adver-
tising. By doing this he secured new
recognition in his community, and he
got the money which he wanted.

The Manufacturer
Helped with Credit

Co-operation between manufac-
turers and established radio dealers
is one of the commonest forms of ex-
pansion at present. In one case the
owner of a successful small store
was extended a credit of $300 by a
manufacturer of parts. He was
given 90 days in which to meet this
obligation. Frequently in cases of
this kind, friendly jobbers, upon hear-
ing the news, will also extend credits
of from $50 to $100, to make sure of
the account.

How a Dealer Used His Lease

This owner had an annual rental
which amounted to $2,400 and, desir-
ing to lay in a fuller line of radio
materials, he was able to negotiate a
loan through his bank on a 6 per cent
basis, by turning his lease over to
the banker. The bank loan only
amounted to $500, which the dealer
had no difficulty in meeting.

Tied Up with Another Dealer

The owner of a small radio store
in a side street opened negotiations
with another dealer located in much
the same way and through the pool-
ing of their interests, credits and
stocks, a successful store was opened

in the heart of the business section.
The combined stock of the two stores
together amounted to in the neigh-
borhood of $5,000 and together they
had a cash capital of a little under
$3,000.

The extra store fixtures which
could not be used in the new location,
were sold for $350—enough to pay
two months’ rent in the new location.
The increased stock and capital gave
them a greater credit with the job-
bers and manufacturers and since
the change, both men have made
more money than ever before.

Sold His Automobile

This dealer also felt the need of
expansion and he was able to dispose
of his automobile for $300 cash. By
careful manipulation this money was
used to buy the radio parts he wanted
and today he is rolling around in a
brand new $2,000 car.

Borrowed from Rival

This store, run by a woman, was
doing a fairly good business but she
wished to expand a little, and was
able to borrow $1,500 from another
radio dealer at 8 per cent interest,
putting up sufficient of the stock to
cover the sum borrowed. The woman
who negotiated the loan formerly
worked for the man who lent the
money. Unfortunate circumstances
and keen rivalry, however, made it
impossible for her to meet her obli-
gations and it was not long after-
ward that she was in the hands of a
receiver.

Formed Corporation
Among Relatives

Two young men, brothers, were
doing a successful business in install-
ing and repairing radio sets, but in

(Continued on Page 258)
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Mr, McDonald is known nation-
ally not only as a manufacturer,
with progressive merchandising
ideas, but as a leader in the
organization of America’s broad-
casting forces, serving as presi-
dent of the National Association

of Broadcasters.

F I WERE a radio retailer, putting the matter
I naked, I should say I would—

1. Employ salesmen and not order takers
" 2. Maintain price

3. Advertise

4. Give service

Nothing new in these four points. They make up
an old prescription that has been working wonderfully
well in all kinds of business. It is my earnest belief
that if a retail radio business is not flourishing it is
because these four points have not been applied in the
fullest measure.

This may seem a dogmatic statement, but I have
every reason for making it,—Radio up to the present
has not been merchandised. The business has pro-
gressed despite the dealer, rather than because of him.
It has been a seller’s market and the average dealer
when entering the radio business was impelled by the
thought that all he need do would be to put in a
stock of radio and hire a policeman to maintain order
in the crowd that would overrun his store. This applies
to the music dealers as well as to the electrical dealers,
except that it may be said to the credit of the music
dealer, that when he realized his mistake, when he saw
that without selling effort his radio business would be
insufficient, he set about to get busy, as was his habit
in the music business.

It would pay many radio dealers to spend an after-
noon calling on stores handling pianos and talking ma-
chines. One experiment would be to see how long it
would take for a salesman to rush up and offer service.
Then watch that salesman hang on with bulldog te-
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If I Were
a Radio

Dealer,

I Would—

Employ Salesmen—
Not Order Takers

2. Maintain Price

1.

3. Advertise

4, Give Adequate Service to Customers

By E. F. McDONALD, Jr.
President, Zenith Radio Corporation

nacity. It would not do to give your name and address
unless you wanted to be hounded for months in a
stretch. The average piano or talking machine sales-
man hates to let go of a prospect.

Then step into the radio stores of one of your com-
petitors to determine how much sales effort would be
expended upon you there. I wager it will not be much,
I say this from considerable experience. I have always
felt that the most fertile field for the shoplifter is the
radio store.* No one receives the least attention unless
he steps forward with money in hand and announces,
“I want a radio.” Make this test and get first-hand
proof of the difference between radio salesmen and
order takers.

As to the next point—maintaining prices. Theatre
ticket scalpers buy most of the seats for the opening
night of the Ziegfeld Follies and raise the price per
seat from $6 to $25. Why? Because the demand is
greater than the supply. You would consider a ticket
scalper crazy if instead of raising the price on the
opening night he cut it to $5.50. It would, however,
be just as consistent for him to cut the price, as it is
for the average radio dealer to hang a red shingle in
front of his store announcing “cut prices” in glaring
letters on the product for which there is a greater
demand than supply.

Radio dealers can learn a great deal from the aver-
age music merchant on this point, because the music
industry as a whole is pretty well committed to the
policy of selling goods at a fixed price. There are price
cutters among them, to be sure, but very few. One

(Continued on Page 272)
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If I Were
a Radio

Manufacturer,

I Would—

1. Study Dealers’ Problems
2. Price to Insure Fair Profit to Dealers

3. Advertise in Co-operation with Dealers

4. Select Dealers Who Can Give Service

By JOHN W. VAN NESS,

Van Ness Electric Company, Valparaiso, Ind.

gelling radio, it has been a more and more im-

portant part of our business. Our radio sales
have grown steadily, being about one-seventh of our
total business in 1923, and about one-fourth of our
total business in 1924. Selling conditions in radio have
.changed and our selling problem and methods have
.changed to meet the condition.

There is now in our community, a marketing condi-
tion more nearly normal, more competitive, more like
that which exists in other lines such as the electric
.appliance game.

Radio today must be sold through advertising and
by "direct solicitation.

The day in which anyone can be a radio dealer is
‘passing. The real dealer has to study competition
and develop selling plans to meet it—he has to create
.a market for the particular radio lines he is handling:

In the earlier days the manufacturer was a source
:of material only. If the merchandise was satisfactory
and if it could be obtained, that was all the dealer
.expected from the manufacturer. But with present-
.day conditions the manufacturer’s policies are just as
important as his product to the dealer. The manufac-
turer, jobber and dealer have a common problem which
they should work out together. If I were a manufac-
turer, I should study the dealer’s problems and fit my
‘policy to meet the conditions the dealer has to face,
just as I am trying to see the manufacturer’s viewpoint
in my present capacity.

(1) T would price my merchandise to insure the
Aealer a profit. On sets for instance, the price within

.THROUGH the three years our company has been

A McGRAW-HILL PUBLICATIOW

In Middle West radio - trade
circles Mr. Van Ness is pointed
out as one of the very best
small-town radio dealers in the
business. The viewpoint he
expresses here is one shared
by many dealers in smaller
communities.

reasonable limits does not affect the sale to the usex
if the dealer does an active selling job. The dealer
must go after and develop the prospect into a purchaser.
When he does this the difference of $10 or more on a
set would not affect the sale either way. But an addi
tional $10 or $15 would make the difference to the dealer
of a net profit or the absence of one. In the average
sale of a set complete and installed, the stripped set
does not come to more than half the total of the sale.
The best dealer’s discount on sets compares favorably
with the best dealer’s discounts today on electrical appli-
ances sold at $50 or over. This would be much more
satisfactory if the whole transaction showed this mar-
gin. But it does not. The accessories that make up
one-half the sale cut this discount to an average of
about 33 per cent or less. Now few dealers can show an
overhead of less than 30 per cent. There is, therefore,
no net profit for the dealer. No manufacturer can build
up a strong distribution unless his dealers are making
money, and for his own profit and permanence the
manufacturer should make it possible for his dealers to
make a worth while net profit. This is more important
than a low price to the consumer.

(2) T would not have too many dealers. Through a
selected list of jobbers, I would create a selected list
of dealers. By insuring my dealers a profit I would
make my dealers’ franchise valuable and sought after
by the best class of dealers.

(3) Because radio requires servicing as well as sell-
ing, I would select dealers who can give the proper
service to the user. The dealer should ‘be accustomed

(Continued on Page 272)
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To Earn a Salary of $20 10 $25 a Week, a Radio Salesman Should Sell at Least $275
Worth of Radio Goods a Week

How Much Should a

Salesman Sell?

Average Wages of Retail Radio Store Clerks—Methods of Paying and Quotas
Required Shown in Field Study Made by “Radio Retailing”

OR the past two or three
Fmonths Radio Retailing has

been making a study of radio
salesclerks in the average radio
store. These were some of the
things we wanted to find out:

What kind of an individual is the
average radio sales clerk?

How much does he sell?

How old is he?

How much is he paid?

How is he paid? Salary or com-
mission?

How long does he stick at the job?

All in all, just what kind of a job
does he do for his employer?

We have found some interesting
facts. Our investigation shows
that:

The average radio salesman is 27
years of age.

He sells from $500 to $1,200
worth of radio a month in small
towns.

He sells from $1,000 to $2,500
worth of radio a month in cities.

He receives from $20 to $25 a
week in small towns.

He receives from $25 to $32 in
larger towns and cities.

He is paid a straight salary in

By LAWRENCE A. HANSEN
Contributing Editor, “Radio Retailing”

most cases, sometimes also receiv-
ing a small commission.

As a general rule the average
salesman selling radio behind the
counter is a man close on to thirty.
In practically all cases he is one who
has had previous selling experience
and he is personally much interested
in the merchandise he sells. Indeed
most store salesmen are themselves
experimenters, testing this hook-up
and that. In fact many of them de-
sign circuits of their own for the
store. It is probably this radio
knowledge, resulting in a very defi-
nite understanding of the merchan-
dise they are handling across the
counter, that enables them to sell
with success.

Radio Stores Pay Chiefly Straight
Salaries

Again, this interest in radio,
coupled with the higher remunera-
tion generally received (for radio
clerks get very good pay as far as
selling salaries go), accounts for the
way the radio salesman keeps his
position. He is not what one might
call a roamer—that is, when com-
pared with other types of sales clerks.

RApio RETAILING, March, 1925

The greater number of stores re-
porting wuse the straight salary
method in paying their radio sales
clerks. The average salary paid was
found to be $123.70 a month. This
is practically $30 a week. The high-
est salary paid, in any individual
instance, was $250 a month, while
the lowest was $90 a month. One
store reporting pays its sales clerks
$120 a month, with a two per cent
commission on all sales. According -
to the average sales volume of its
clerks—$2,500 a month, the clerk
receives by way of commission $50
a month. This makes his earnings
about $170 a month—exceptionally
good pay.

Those stores using the straight-
commission method of reimbursing
their salesmen paid a commission
ranging from ten per cent for store
salesmen—to about twenty per cent
on gross sales for house-to-house
salesmen. In no case did this com-
mission increase with increased
sales. If it was a cash sale the com-
mission was paid in practically every
instance when the sale was made. In
selling a set on the installment plan,
the salesman received his commis-




sion when payments were made. In

only a few cases was he paid his
commission at the time of a sale,
or when the sale contract was signed.
One concern reported a variation in
the paying of this commission. It
paid ten per cent on all installment
sales, but twelve per cent on cash
sales. The object was to urge the
salesmen to get the cash whenever
possible. For this reason it was wil-
ling to give an additional two per
cent reward or “bonus.”

Stores paying commissions and
salary, a combination method were
very few except in the case of those
giving a bonus in the form of a one
or two per cent commission on total
sales. It practically all of the stores
any commission given in addition to
salary was very low. One radio mer-
chant paid a five per cent commis-
sion on all sales over $600. The
practice of scaling commissions in
accordance with sales volume is not
common. Many other fields, do, how-
ever, especially is it true in the sell-
ing of electrical appliances, where
we find it is a common practice to
vary commissions with the total
sales of the individual.

Salary Expense Is High,
Comparatively

All in all we cannot but say that
the radio salesman is pretty well
paid. The total selling salary ex-
pense figures about 10.5 per cent of
the gross sales.

It i3 interesting to compare this
salary percentage with those pre-
va. ing in other fields. When studied
with the following percentages for
salaries paid in the different depart-
ments of department stores (com-
piled by the Retail Ledger), 10.5 per
cent seems even very high.

Percentages of Total Sales Paid to
Retail Clerks in Department-
Store Departments

Per cent Per cent

Men's clothing 5 Women’s clothing 4}
Men's shoes 6 Women's shoes H
Men’s hats 5% Millinery 6

Boys' clothing 54 Furs 34
Men's furnishings 53 Jewelry 63
Toilet goods 6 Dress goods 51
Notions 7 Linens 43
‘Gloves 53 Hosiery 4}
Furniture Infants' wear 5

Rugs and linoleum 4 Kitchen ware 53
Groceries 6} Luggage 5%
Sporting goods 6 Books 6}
Stationery 7% Draperies 43

The preceding figures, one must
remember, are those of retail fields
where selling merchandise has be-
come close to a science. But they
do show what good management
means in terms of reducing oper-
ating costs in selling. To the
small individual store, except for
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this, they can mean but very little.
Perhaps the better comparison would
be with the percentages paid in sala-
ries in the following types of retail
establishments, compiled by the
same authority.

Percentages of Total Sales Paid to
Clerks in Retail Stores

Per cent Per cent
Groceries 7 Furniture 7
Hardware 6} S 9
Drugs 8% Jewelry 11
Clothing 7% Dry goods 6}

The salary percentage of 10.5 per
cent paid to the radio sales clerk is
higher than in most fields, but it
can be readily understood. It takes
a different type of salesman to sell
radio than it does to sell many other
types of merchandise. We have al-
ready pointed out the fact that a
large part of these sales people have
had previous selling experience.
They have a certain technical knowl-
edge of radio. This is essential if
they are to answer the many ques-
tions of the prospective purchaser
intelligently. This experience, this
knowledge of the merchandise, of
how to sell, must be properly paid
for, and it is very doubtful if any
merchant can operate a radio store
profitably without this type of sales-
man. Competition is creeping into
the market. An extensive amount of
national advertising is going on.
People are reading more and more
of the merits of this set and that.
They therefore enter the store with
some idea, hazy though it may be,
as to what type of set they want.
It is then, that the sales clerk’s job
begins. It takes real selling and a
real knowledge of the set being sold
before a customer can be convinced
to buy, especially if it is a different
set than that which the customer had
his mind set on.

That the sales clerk is successful
is beyond question. There was no
store that showed a smaller average

monthly sales volume for each clerk
than $500. For the most part, the
total individual monthly sales volume
reached a figure of from $1,000 to
$2,500, while the average sales were
about $1,428 a month.

This volume had its usual varia-
tions on account of store location,
but it ran fairly evenly throughout
all the stores. Seasonal variations in
sales volume was also very marked.
It is this fact that shows the real
value of knowing how much your
sales clerks are selling.

Boosting sales is not enough. I
know “increase sales volume” is the
rule of the day. But there is a limit.
Increasing sales volume is a good
thing only, and only, if done with a
definite knowledge of what it is cost-
ing to accomplish this increase.
There would be fewer merchants
coming to grief if they would give
more attention to the relationship
between expense and sales. If they
would give more attention to what
it cost to produce the sales by way
of salesmen’s salary expense.

Breaking Sales Records Caused -
a Failure

Let me illustrate this point. Some
time ago I visited one radio mer-
chant who apparently was setting a
city agog breaking sales records.
Other’s sales were going down hill,
yvet this store was enjoying a phe-
nomenal success in selling. “How
does he do it,” went up from all
sides. “He sells at list, he has no
locatiort advantages that we do not
have, to be sure he advertises very
heavily, he spends a lot on window
trimming, yet how does he make
such sales and the profit he claims
to get?”

After several months I visited the
store again, but never to get inside.
The padlock was on, the sheriff had
made his visit, and the store had
broken sales records only to face

run high, especially for the
radio merchant. They should
be carefully watched. Figures
that are too high in these two
departments are the chief rea-
sons for the failure of many
radio stores.

For example—a sales volume
of $9,000 a month, a total sell-

Selling Expense and Salesmen’s
Salaries

ing payroll of $1,080 a month—
and the store went on the rocks.
The cause—failure to set sales
quotas, failure to keep selling
salaries in proportion to in-
dividual sales volume, and
failure to keep other overhead
expenses within proper rela-
tionship to total sales.
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ruin, and the sales were the cause.
Here again was the cause—the mer-
chant did not know his cost of doing
business, he could not set a definite
sales quota to cover the cost.

Knowing the cost and setting a
sales quota to cover this cost and
bring a profit should have been his
goal, not just sales, then more sales.
In his zealousness to make sales, lick
everyone else in the town, he had lost
sight of his operating cost. He cer-
tainly did advertise, he certainly did
spend money on window trim. But,
though he brought sales to the store,
expense grew larger and larger, and
then—then the tragedy, another bus-
iness failure.

Watch the Relation of Selling
Salary Expense to Sales

This store’s total volume of sales
was $9,000 a month. Its total salary
payroll for salesmen alone was
$1,440 a month. Add to this, the
manager’s salary of $250, bookkeep-
er’s salary of $115, and there was a
total payroll of $1,805. There were
eight salesmen being paid a weekly
salary of about $38 to $40, produc-
ing on an average of about $1,125
in sales a month, per man. In other
words, sixteen per cent of the gross
sales were spent for salesmen’s sala-
ries alone. There was little left of
the margin to pay the other high
expenses of operating the store and
which were soaring in the owner’s
effort to increase sales.

Knowledge of these facts could
have saved this business. If a sales
volume of $9,000 was reached, the
next question should have been: what
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can I afford to spend for salesmen to
continue this sales volume, or in-
crease-it? Let us say he could afford
to pay twelve per cent of the gross
sales for selling salaries, then he
could pay out each month $1,080 for
sales clerk hire. If the type of man
needed could not be hired for less
than $38 to $40 a week (which is
extremely high in itself) this store
could only afford six men. Each of
these six men should have produced
about $1,500 a month, in terms of
sales. This is, measuring produc-
tion, setting production sufficiently
high so that the total gross margin
would cover the total operating ex-
penses and leave at least something
as profit. h

Four million radio sets have been
sold during the last four years. Nine
million phonographs have been sold
during the past twenty years. Here
is an interesting comparison. It
shows not only a popularity in the
radio sets, far in excess of the pho-
nograph, but there is also a lesson
that may be drawn from such a phe-
nomenal growth.

Hectic Conditions Make
Planning Difficu.t

Any merchandise selling this fast
is very apt to be attended with all
the evils of a trade in the desperate
attempt of merchants in general to
make a “killing while the killing is
good.” Stores are very apt to fall
all over themselves in an effort to
reap a harvest, in terms of sales.

It’'s a good idea to first, definitely
know the expense of operating the
business. Then plan for a sales vol-

ume to cover that expense. Every
retail merchant should do it. Plan
the sales for the store. Know what
volume must be reached to cover all
expenses of the business. Then, al-
locate the proper proportions of the
total sales volume to the individual
salesmen.

Radio Dealer Pays Little
Attention to Selling Costs

This is what many term “budget-
ing sales,” not alone for the entire
store but for the sales people in-
dividually. Perhaps there is no type
of merchant that should keep a
closer eye to his selling cost than
the radio dealer. Yet, it is this very
merchant who, it seems, pays little
attention to the subject. There can
be little doubt, the one main objec-
tive seems to be, sales., Many may
find in only too short an experience,
that it would do well to give more
thought to management details. It
would be well to know the cost of
running the store, the cost of selling
the merchandise. Keeping these
costs in their proper relationship to
the sales volume should be the ob-
jective.

Planned sales is the only way to
accomplish it. Planned sales for the
store, and setting sales quotas for
the individual sales people is the sur-
est way to profit. This is important
—sales quotas must not alone be
planned but plans must be put in
practice. These quotas of sales must
be the goal of each salesman, and
they should be reached.

If they are not reached something
needs adjustment.

Thirteen Rules

1. Never write checks with a pencil.
Use pen and ink or, if possible, a check
protector.

2. Fill in all blank spaces.

3. Don’t erase Errors should be cor-
rected by writing a new check and de-
stroying those incorrectly written.

4. Strangers are not always crooks
but crooks are usually strangers. Never
give a blank check to a stranger and
never cash a stranger’s check without
an indorsement which you have posi-
tively verified.

5. Make checks payable to “cash” or
‘“bearer” only when you personally pre-
sent them at your bank. Otherwise use
the name of the person you intend shall
receive payment,

to Foil the Check Raiser and Forger

By JAMES E. BAUM

American Bankers’ Association

6. Never place your signature alone
as an indorsement on checks you intend
to deposit. Write above or below your
signature the words “For deposit only.”

7. Never sign blank checks. If you
expect to be absent any length of time
open a separate account subject to
check of your employee or agent.

8. Guard your cancelled vouchers as
you would a valid check, leaving none
where they may be easily taken.

9. Keep your check books securely
locked up and be caretul how and where
you sign or exhibit your banking
signature.

10. Beware of the magic of the word
“certified.” Scrutinize all “‘certified”
checks carefully. Ordinary certification

stamps can be duplicated almost as
easily as any other rubber stamp.

11, Watch checks which apparently
bear the makers’ “O. K.”” or other form
of approval. They are more easily
forged than the full signature.

12. Safeguard your checks as you
would your money for they represent
money.

13. Deposit slips provide space for
your name, usually upon the upper
lines. Those written incorrectly should
be destroyed as otherwise your signa-
ture will be available for fraudulent use.
You can prevent loss by first writing
the detail of amounts deposited and
then printing your account namd on
the deposit slip.




“Don’t Undervalue the

Market”

Connecticut Contractor-Dealer Makes Quality Pay in Town of
25,000 Population by Creating a Demand for Better Merchandise

HE purchaser of radio equip-

I ment today demands quality

merchandise. He wants results
from the set he buys and he is will-
ing to pay for it. The trend to
higher class products has been felt
for some time in the larger cities
and it is now being clearly“shown
in the smaller towns of the country
as well.

The Bruce Electric Company, of
New London, Conn., a city of 25,000
population, has carried out the
“quality only” idea since its entrance
into the field of radio retailing in
the fall of 1923.

A background of ten years as an
electrical contractor-dealer in New
London gave B. F. Bruce, owner of
the business, the necessary technical
and merchandising foundation. so
that when radio began to assume
large proportions as an industry, the
Bruce Electric Company was in a
strategic position to sell radio prod-
ucts successfully.

But his experience and knowledge
would have been useless, Mr. Bruce
declares, if he had committed one
very great, and very common, mis-
take. And that is, undervaluing the
. local radio market.

In order adequately to convey
Bruce’s policy of “quality only” and
his idea of creating and satisfying
the demand for the highest type of
radio merchandise, it is necessary
first to give a short review of radio
conditions in New London.

The owner of a competitive radio
store had made the statement, often
heard in other towns also, that ‘“‘you
can’t sell anybody in New London
a set that sells for more than $100
complete.”

Bruce built his business on the
opposite basis. There was a local
market for Packards, Pierce Arrows
and Cadillacs, as well as flivvers, so
why, if the market for quality auto-

mobiles was there, could not a mar-
ket for quality radio sets be devel-
oped? Bruce asked himself the
question and proceeded to answer
it himself.

He studied the situation over a
year before making his final de-
cision. And when he reached a de-
cision, it was to sell only radio prod-
ucts of the highest standard. That
was less than a year and a half ago.
Today, when you go to New London
and ask any radio man who is doing
the best radio job in New London,
the answer is, “Bruce Electric.”

“Take It for Granted They
Want the Best”

“I have never agreed with the
idea that those who buy radio sets
and parts must be considered essen-
tially as ‘cheap skates,” and sold the
cheapest possible merchandise,” Mr.
Bruce says. “There are in New Lon-
don, just as there are in every town,
men whose incomes range from
$10,000 to $15,000 and more a year,
and who can afford to spend two or

three hundred dollars for the better
line of sets. I went into the radio
business with that idea in mind—to
sell a high grade of sets and parts
and make it appear that I took it for
granted they wanted the best and
would pay for the best.”

Following along those lines, Bruce
installed a “sideline” of radio parts,
sets and accessories, a ‘‘sideline”
which has already walked away with
the yearly gross and which Bruce
describes as being better than the
sale of electrical supplies and ap-
pliances.

He stocked a wide variety of the
better sets and specialized in the
more expensive outfits, with prices
based on complete installations.
Within a year of the inauguration
of his radio department, Bruce found
it necessary to double his floor space,
taking the store next door and break-
ing down the intervening wall.

Service and the necessary facil-
ities to give service, Bruce has found
indispensable in conducting a radio
business. It has become such an

Stock carried: Highest grade
of sets, parts and acces-
sories, specializing in higher
price sets completely in-
stalled.

Features quality, service
and satisfaction and reputa-
tion gained from ten years
in electrical trade. Full list
prices.

Advertising: Small newspaper
space, tending rather to
store “exhibitions” and dis-
plays at local industrial
shows.

How Bruce Sells Ra_dio—

Selling methods: Store only..

Service and repairs: Featured.
Two men kept busy and °
large department recently
installed. Full service given
and reasonable charge made.

Sales talks: Founded on repu-
tation of set, its quality and
performance, integrity of
Bruce’s, and policy of serv-
ice and satisfaction with
every purchase.

Time payments and trade-ins:
Sells on partial payment
plan if customer wants it.
No trade-ins accepted and
none planned. F
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important factor to the Bruce Elec-
tric Company that a complete serv-
ice and repair department, fully
equipped, has just been installed.

Every possible article needed in
building, repairing or testing a radio
set may be found in this department.
It is Bruce’s idea to give his cus-
tomers as complete and modern a re-
pair gervice as is possible to give.

In addition to two repair men
continually busy, Bruce plans to per-
mit his customers to use the service
department to build or repair their
own sets, supplying them with all
the necessary tools and equipment
and the advantage of working under
the supervision and with the expert
technical advice of his regular re-
pairmen. In this way Bruce believes
he is building customer satisfaction
and making his shop the radio head-
quarters of New London.

An unusual feature of this unique
service department is the fact that
it is furnished with a number of
tables so that each set sent in for
repair will have a table to itself,
thereby effectively preventing loss of
parts or mixing them with parts
from any other set.

Each Table Is a Miniature
Workshop

Also, this individual table idea is
convenient for customers who use
the workshop, as each builder is as-
signed to a table and his work re-
mains untouched until he is finished.
Each table has its own batteries,
soldering iron, wires leading to aerial
and ground, etc., so that every table
is an individual workshop complete
in itself.
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Radio Buyers Want
Quality

The success of the radio de-
partment conducted by the
Bruce Electric Company,
New London, Conn., in han-
dling only radio products of
the highest class, clearly
demonstrates that the
smaller towns are following
the bigger cities in the trend
toward more expensive radio
apparatus.

The Bruce Electric Com-
pany made it a point not to
undervalue its local market
and the success it has
achieved bears out the claim
that the demand for “the best
there is in radio” is daily be-
coming greater in city and
small town alike.

The laboratory is also equipped
with tube testing instruments, bat-
tery testers and other necessary in-
struments and tools used in repair-
ing or building.

Bruce believes in advertising, not
so much in newspaper space, although
the Bruce company is always well
represented in local papers, but in
such stunts as making exhibits at
local “Home Products” shows and
having “radio displays” of several
days’ duration at the store, when
no sales are made, new sets and
models only being on display.

A striking way of presenting the
success attained by Bruce in selling

| —

A glance at the stock of sets Bruce car-
ries will show that each one is the prod-
uct of a standard, well-known manufac-
turer. While a wide variety is carried and
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a large range of prices provided, this com-
pany specializes on the more expensive in-
stallations, appealing to the man whose in-
come gets up into five figures.

radio is as follows: it has been esti-
mated that eveiry person in the
United States has $3 a year to spend
on radio, this figure being based on
the 1924 population and the 1924
gross radio sales. Bruce, last year,
averaged $1 of the three that every
resident of New London was sup-
posed to have spent on radio, using
New London’s population and Bruce’s
radio gross as the basis of the fig-
ures. In other words, his 1924 gross
was approximately the same figure
as the city’s population, which seems
to be hitting a pretty good stride
when you take into consideration the
fact that Bruce makes his big play
to the man who has several hundred
dollars to spend on a radio set.

“Don’t undervalue your market,”
is the lesson which may be learned
from Bruce’s success.

Studied Radio a Year Before
Deciding

“I studied radio a year, technically
and industrially,” Bruce says, in
parting, “before I decided what
stock to buy and what policies to
follow. I asked my customers in
electrical supplies what they wanted
in radio, what they would like to
have me put in stock. The answer,
invariably, was, ‘The best there is.’

“I followed that advice and what
success I have attained is due to the
fact that I have sold only reliable
and standard radio products.”

Wisconsin Dealer Uses
Radio “Log Contest”

A “Log Contest” was an interest-
ing stunt recently used by a Wis-
consin radio shop. The contest con-
sisted in offering a prize of $5 to the
radio fan turning in the log listing
the greatest number of stations
heard by the contestant.

Of course, in putting on this con-
test the dealer was forced to rely
on the honesty of the contestants,
but he felt that mighty few would
be so eager for the money that they
would try to “put over anything”
that wasn’t absolutely true.

All of the logs entered were given
a good display in the show windows
of the store and attracted a great
deal of attention. Also, to add in-
terest to the display, a card was
attached to each log turned in by
a single contestant, stating whether
or not the set used was of home
manufacture or was of standard
make.




Luxurious Displays Are Becoming the Vogue

The Ximberly Radio Corper-
ation. Michigan Boulevari,
Chicag», provides its radio ds-
plays with luxurious surroumd-
ings and its success amply justi-
fies the necessary expenditu-e.
Compare these photos with rcur
memoary of the first radio supply
stores Jack in 1921 and you will
get anidea cf the great progr=ss
radio aas made in four saert
years

Tapestries, paintings, easy cha rs,
art ob_ects, and standing lamps
give a home effect and provide |
rich s=rroundings in which milio

may ke heard at its best.
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Opera Singers Open Up Huge

Just as Caruso and Other Artists Lifted the Phonograph from a Mechanical
Curiosity to a Musical Instrument Desired by Millions of Discriminating Buyers

ROADCASTING by John Mec-

Cormack, Frances Alda, Flor-

ence Easton and other famous
opera singers has infused a new and
golden quality in the ether waves.
The surrender of the great artists
of the phonograph disks to the micro-
phone is destined to have an im-
portant effect upon the radio indus-
try. It has created a new era in
broadcasting and a decided increase
in the sale of receivers is foreseen.

The effect these artists are going
to have upon the radio trade is sim-
ilar in character to the growth of
the phonograph business. A con-
trast of the practically parallel con-
ditions in these two closely allied
achievements reveals what radio re-
tailers may expect and what they
must do to profit by the high calibre
concerts.

A new opportunity is open to radio
dealers as it was to the music stores
when Caruso first recorded his im-
mortal voice. Phonographs were not
in great demand and were not recog-
nized as a medium of high class
entertainment until artists of dis-
inction recorded their voices. Phono-
graphs then became popular. Now
the music by the world’s best musi-
cians is wafted freely through space
and is accessible to every home.
Already a stimulating effect has been

The early phonographs, such as the
model shown below, first made their ap-
pearance about 1890, reaching the peak of
their popularity in 1900. From then to
1906, the only improvement in de-
sign was to make the horn larger.
Records had announcers in those
days, too. How well do you re-
member the famous line, “This is
an Edd-ee-sohn R-R-R-Reck-ord.”

noticed by manufacturers and deal-
ers, although only a few of the lead-
ing opera stars have appeared before
the microphone.

One New York dealer sold forty
sets in a single day after the radio
debut of McCormack and Bori, Calls
were received from out-of-town deal-
ers for stock to supply the newly
awakened demand.

There are 26,000,000 homes in the
United States. It is estimated that
only 4,000,000 are equipped with re-
ceivers. The Department of Com-
merce calculates that 375,000 farms
have radio sets. Why have compara-
tively few placed their homes in tune
with the ether?

Worth-While Programs Have
Been Long Awaited

It is true that many have hesitated
because they have anticipated rad-
ical improvements; others caught
their first impression of radio at its

- worst, through big tinny horns pro-
truding from store windows in the
early days of broadcasting, and it is
difficult for them to conceive that
radio can faithfully reproduce music.
Some are waiting for static to be
eliminated, but there are millions

Then, Iin 1904, Enrico
Caruso (center) made his
first record, the demand
far operatio records reach-
ing its greatest from 1908
. to 1910. Mme. Ernestine
Schumann-Heink (left) and the popular
Geraldine Farrar (right) also had a large
share in quickening the phonograph's de-
velopment from a toy to a recognized
musical instrument. Recordings by famous
operatic stars played a very great part
in putting the phonograph industry among
the world’s commercial leaders. Were it
not for the recording of these great artists
it is doubtful if the music stores would
have been able to sell 10,000,000 phono-
graphs to the homes of this country.
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who have not purchased because they
have been waiting for worth-while
programs.

Thousands have heard radio in the
homes of their friends and in many
instances they have been convinced
that the apparatus has passed
through the experimental stage and
is now of high quality. The question
that has remained unanswered in
their minds has been “When will the
quality of programs improve to war-
rant the expenditure of one hundred
dollars or more for a radio set?”

o W

In 1906, the Victor Phono-
graph Company brought out
the first console model, which
created a sensation in phono-
graph circles, and, except for
a few refinements, is prac-
tically the same as the phonograph console
in use today. However, it was not until
just before the World War, about 1914,
that the sale of console phonographs began
to reach any great heights.

This question has been answered by
the world’s great voices.

How can the golden tones in the
ether lanes be transformed into gold
by the radio retailer? There were
thousands who refused to listen to a
phonograph in its early days and it
was a most difficult job to get per-
mission to place a machine in a home
for a demonstration. The present
position of the radio retailer is not




New Radio Market

So Recent Operatic Concerts Are Creating Demand for Su-
perior Radio Outfits in Countless Homes of Culture and Taste

half as difficult. Radio never re-
ceived the “black eye” that distorted
voices and popular songs gave the
phonograph because of its early im-
perfections and tinny horns. Broad-
casting developed for twenty-five
years under the name of ‘“‘wireless,”
and in that period many of the im-

e Py = 3
O

Parallelling
ment, but much faster in its progress, is the

the phonograph’s develop-

history of radio. Broadcasting on its
popular large scale began in 1920, impetus
being given to wireless telephonic com-
munication by its wide use in the War. In
1921, the outfit shown above was typical
of radio reception conditions. The party
most interested was the ‘Penrod” of the
family and his receiver a mess of wires and
batteries he put together himself was
usually relegated by an irate father to the
cellar or the attic.

perfections were ironed out. When
the big companies started to broad-
cast in 1920 and 1921 they had fairy
good transmitters and before the
audience numbered several hundred
thousand, many improvements had
been made. Until recently it was
merely a question of getting the best
voices and music on the air.

The demand for high priced re-
ceivers is expected to increase, be-
cause many feel that expensive sets
are necessary to reproduce the voices
of great artists. Comparatively
there is not such a big difference
between the price of a good set and
a poor one. A hundred dollars makes
a big difference in a radio purchase,
while it takes several hundred dol-
lars or even a thousand to make a
vast difference in the quality of auto-
mobiles. Then, why spoil good
music with an inferior receiver?

A

N

Why not have a set, for
a few more dollars, that
will reproduce all the

1925

By 1925, father had
become a more rabid fan
than his son ever was and
demanded a factory-built,
complete-in-itself instru-
ment that was as easy to
3 operate as a phonograph
and which he wouldn’t have to wind up at
the end of every selection. Then, in 1925,
artists ot such world-wide fame as John
McCormack (left), Mme. Frances Alda
(center), and John Charles Thomas (right),
made their first radio broadcasts.

fine shades of the voice and music
with the utmost fidelity ?

The radio retailer has a good sell-
ing point in the fact that every one
of the millions who have tuned in
the noted artists have enjoyed the
opportunity of hearing them at short
range, which is very rare. When
singing in the opera house the singer
is obliged to vibrate a large volume
of air and force his voice to reach
all sections of the auditorium. The
finer shades of the tones are some-
times lost. In singing before the
microphone the artist finds his audi-
ence, so to speak, but a few feet in
front of him. He is able to give the
best of his art to the invisible audi-
ence, which hears him as distinctly
and intimately as though they were
in the same room.

Demonstrate in the Home
During Concerts
Actual demonstration of radio sets
in. homes, while the opera singers
are on the air will do much to in-
crease sales. One Long Island re-
tailer used this method and capital-
ized on football broadcasting by
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What part these improved radio
programs, with recitals by opera
and concert stars, will play on the
development of radio, remains to be seen.
Already, months before they began to send
their golden voices through the air, the
radio set had developed into the complete
console model, a type of which you see
above. Nq longer a toy, or a new thing
for experimentation, concerts by these
artists prove that radio is recognized as an
artistic and recreational necessity in every
modern home.

sending a return postal card to 600
people in his town, who did not own
radio sets. On the card he listed
the important gridiron contests
scheduled for broadcasting and at
the bottom of the card he said, ‘“Mail
the return card, which is a free
ticket for any game. We will gladly
install on approval and demonstrate
any type of receiver you wish in
your home without charge or obliga-
tion on your part.” He realized over
$650 profit from the cards, which
cost him about seven dollars.

The same plan can be made at-
tractive to music lovers. Undoubt-
edly, there are more broadcast lis-
teners who like good music than
those who would sit all afternoon
and listen to the description of a
football game. The football appeal
is limited over a period of several
months but the music appeal can be
featured throughout the year. The
opera singers and musicians under
contract with the Victor Talking Ma-
chine Company broadcast every
other Thursday night from 9 to 10
o’clock Eastern Standard Time,
through station WEATF, New York;
WCAP, Washington; WEE]I, Boston;
WJAR, Providence; WDBH, Worces-
ter; WGR, Buffalo and WCAE, Pitts-
burgh. Talent controlled by the
Brunswick-Balke-Collender Company
entertains every Tuesday night from
10 to 11 o’clock, through station
WJZ, New York; WRC, Washington;
and WGY, Schenectady. Incidentally,
the Army, Navy and Marine band
concerts and the New York Phil-
harmonic orchestra may attract
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Other Famous Stars Who Are Giving Their Talents to the Millions of Radio
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Set Owners

Renee Chemet

Mario Chamlee

Florence Easton

Emilio de Gorgorza

Elly Ney

some people and stimulate them to
hear a demonstration.

Simplicity of operation is a good
gelling point for any radio set.
Where a receiver is installed for a
special demonstration, during a fea-
ture concert, it is a good idea to
place the set in the home the day
previous and let the household be-
come familiar with- its operation.
To have a service man in attendance
creates an impression that the set
is difficult to tune and that it re-
quires the attention of an expert. On
the other hand if the housewife or
one of the children turns the dials
and perfect reception results, it will
be a difficult job to remove the set
after the demonstration. A good
radio set sells itself in such a case.
The main problem for the retailer is
to create interest and get permission
to install the set for a demon-
stration.

It is a good plan to call up on
the phone and inquire during the
feature concert if it is being re-
ceived clear and satisfactory. If not
a service man should be sent to the
home to rectify the trouble, which
will probably be a slight misunder-
standing of the tuning adjustments.
In many instances it will be found
advantageous to leave the set a day
or two after the concert because the
special feature will not always have
the flavor expected and perhaps if
the set is left for several days, a
jazz band or a talk will strike the
fancy of someone in the home and
the sale will be made,

Stores that have demonstrating
parlors will find it advantageous in
many instances to stay open during
important broadcast events. Extra
chairs will turn the store into a
radio ‘“‘auditorium.” The public can
be invited to attend the concert
by cards, letters or by advertise-
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ment in the local paper. In some
cases it will be possible to make ar-
rangements with school or civie
authorities to use an assembly hall
or classroom for a radio event of
community interest, such as the in-
auguration of President Coolidge.
The sales force should be on hand
to look after the comfort of the
audience and to answer questions.

Good Music Has a Universal Appeal

Programs of a feature concert can
generally be obtained at least a week
in advance from the broadcasting
station or newspaper radio editor.
This affords the dealer plenty of
time to have a program printed, sim-
ilar to the program of a regular
musical concert. Several pages of
the program should be devoted to
advertising for your store, the ap-
paratus you sell, and the service ren-
dered. Window displays should fea-
ture the invitation to the public and
the program of the event.

Everyone who attends such a radio
performance is a potential buyer.

Golden Voices Will
Pour Golden
Dollars

into the pocket of the radio
dealer who is wide awake to
the opportunities operatic
concerts are putting within
his grasp.

With these stars of high
magnitude the dealer has a
point of entrance to the
homes of people in all
classes, rich and poor alike,
music lovers or not, to whom,
otherwise, radio might mean
little.

~ in their homes.

He should be followed up with per-
sonal calls and if possible a demon-
stration in his home.

Clubs offer an excellent opportu-
nity for demonstrating a radio set,
during a concert by opera stars or
any other interesting broadcast. The
best set and clearest loudspeaker
should be used, because upon the
success of the demonstration will de-
pend the sales. When a demonstra-
tion is made in a club it is a good
idea to have a salesman there to
operate the set, otherwise everyone
will take a turn at the dials to “tune
it in Dbetter,” and the set, in the
hands of many, will not have a fair
chance to show what it can do.

What type of audience listens to
the opera singers? To whom should
the new appeal be directed? Some
believe that the concerts by the great
artists will stimulate only the sale
of the expensive sets, because the
well-to-do will be attracted to the
opera broadcasts. True, there is a
golden horseshoe in the Metropolitan
Opera House, where the wealthy sit
in lavishly decorated boxes to hear
the opera, while the poorer classes
stand throughout the performance.

Broadcasting by the renowned
singers will attract rich and poor
and the Hertzian waves are within
range of them all. In the new mar-
ket for radio receivers will be found
many foreign born now in America.
In their native lands they were
often accustomed to hear famous
singers frequently and at little ex-
pense. Now radio gives them the
opportunity to hear the best music
These people who
stand in the opera house will not be
in the market for radio sets in elab-
orate cabinets but they will want a
machine that will faithfully repro-
duce the music they have loved since
childhood.




Getting Teamwork in the Store

The Boss Shouldn’t Have to

’ HE traffic policeman waved
I his hand to the waiting line of
vehicles. A big handsome pair
of draft horses attached to a coal
wagon in the lead, stirred, seesawed,
slipped and seesawed again while
auto horns honked and motorists
swore. Finally the coal rig moved
on. “That,” remarked the driver,
disgustedly as he slapped the near
horse with the reins, “is the most
willing team I ever saw. One horse
is willing to pull the whole load and
the other one is willing he should.”
Much the same thing is happening
every day in hundreds of retail
stores, not excepting radio stores
either.

The proprietor has usually served
an apprenticeship in selling radio
himself. It is second nature for him
to hustle out to the front the mo-
ment a customer enters. Now that he
has the responsibilities of a store of
his own, he is more than ever
anxious that no sale worth while
.shall be lost.

He feels pretty sure of his own
ability to land his customer, but he
is nowhere near as sure of the
capabilities of his clerks. So he

takes on all the “tough ones’” himself

and his clerks sit back and let him.
Also he is given to cutting in and
helping out on most other sales of
any size. From this some of his
clerks get the habit of becoming very
busy at nothing in particular when
they could be really useful.

By this process the boss is
eventually carrying most of the load
and if some of his clerks are not
soon telling the “fellers” that work-
ing for him is a cinch they will prob-
ably be thinking it.

All this is the proprietor’s own.

fault, of course. He thinks he is a
very busy man, which is true, but he
is placing limitations on his chances
for growth. The only way he can
hope to handle more business, be-
yond a certain point, is to develop
some good helpers, men who can
carry a share of his responsibilities,
who know enough about the goods
and about selling so that they can
take a good part of that end.of the
business from the proprietor’s
shoulders.

As it stands he has the opinion
that good clerks are scarce. He may
have some men working for him

Do Most of the Radio Selling

who, because of tastes and disposi-
tion, are not cut out for salesmen.
If the dealer has a mind to take his
working force in hand, he can in a
short time train them into just the
kind of men he wants, if they are of
the sort worth having to begin with.
‘He does not have to be a college pro-
fessor to do this. Straightforward
talks, giving his ideas as to the most
effective way to handle store prob-
lems, to make sales and to do the
various things that fall to a clerk,
are what is wanted. The clerks will
get it if you will give it to them.

They need to be taught to take re-
sponsibility much as they are taught
anything else. Gradually responsi-
bilities can be delegated and if you
show faith in the clerks’ ability to
come through they will try hard to
come up to your estimate of them.
“Now go after this just as if this
business were your own,” we once
heard a proprietor remark to an em-
ployee. The latter did and made
good.

A “First Aid” Kit for
Radio Troubles

In radio, as in all other types of
intricate repair work, before any
adjustments can be made, the
trouble must be located. In too
many cases, it takes a much longer
time to find out what is wrong with
the health of the radio set than it
does to apply the remedy. Many
dealers have assembled their own
testing apparatus but there is still a
great demand for reliable testing
equipment that the dealer can suc-
cessfully operate.

N

The portable testing outfit illus-
trated is made by the Radio Head-
quarters Laboratories, 403 Alder
Street, Portland, Ore. All tests that
can be made by a small shop test-set
are incorporated in this instrument
as well as a number of additional
tests which include testing induc-
tances of coils, wave lengths of
resonant circuits, phones, loud-
speakers, condensers from .000040 to
.006. For checking tubes, the follow-
ing values may be secured: tube
oscillations, filament current, plate
current, grid and plate character-
istics.

By simply placing a special socket
attachment in a set brought in for
repair the circuit of each stage may
be tested with this “Trouble
Shooter.” If any of the circuits are
not correct it will show up at once
on a meter. After the trouble is
located and corrected, by starting the
phonograph included in the outfit, a
broadcast station is available with
which to test the set.

Holds Race Between Best
Radio Sellers

A Minneapolis radio store recently
staged an interesting window dis-
play in which the ten articles of
radio equipment which it sold in the
largest quantities were attractively
displayed. Cards were used with
the articles for the purpose of telling
how the articles ranked in the point
of sales.

Many people found it interesting )
and entertaining to look at this
window display and they also com-
mented on it to friends and rela-
tives, thus giving the concern a
splendid amount of worth while
word-of-mouth publicity which, of
course, was the object sought.

7

The test unit illustrated is made for
either shop work or for the ‘“radio doctor.”
It is finished in a special case similar to a
suit  case, covered with leather, The
smaller unit is used for testing tubes for
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oscillation. There is a switch in the upper
left-hand corner for applying voltages in
steps of 2 volts for testing WD11 type, 4
volt for UV199 type and six volts for 201A
type of tube.
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Profits from Part-Time

Salesmen

Youngstown, Ohio, Dealer Uses Men with Good Positions and High
Community Standing to Sell Radio Sets in Their Spare Time

UILDING a business on a
B policy of selling the customer
in his home means building a
business on the salesmen that go
into the home to do the selling job.
Getting the right kind of salesman
and holding him in line is all im-
portant. Just as the approved rec-
ipe for rabbit stew starts with the
direction, “first catch the rabbit,”
the success of the dealer who fea-
tures home demonstrations depends
on first getting the right kind of a
sales force. First catch the salesman.
A good radio salesman should
know radio and be able to answer
the questions he is asked. He is a
real radio enthusiast and most of
all he should know the people of
the town where his work is to be
done. :
As most radio selling in the home
must be accomplished in the even-
ing, it may easily be an extra job,

an additional income for the man
with a good daytime job. That this
method can be most successful is
shown by the success of one radio
shop using the part time salesman.

Choose Men with Many Friends
and Acquaintances

The Youngstown Radio Shop,
Youngstown, Ohio, is advertised as
“Youngstown’s Exclusive Pioneer
Radio Store,” having served that
community ~for more than three
years. The owners of this business,
Rob Phillips and Jack Burson, have
pioneered in selling ideas as well
as radio products, and their experi-
ence with the part time and the full
time salesman contains suggestions
of value to other dealers.

“Not just anybody who wants to
pick up some extra money will do
to sell radio in addition to his other
work,” says Mr. Burson. “He should

The second-floor location of the Youngs-
town Radio Shop has been no obstacle to
an active parts business. The gentleman

in the white shirt behind the counter is
Jack Burson, one of the owners of this
live-wire concern.
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have a wide acquaintance or his
regular work should bring him in
contact with a number of people.
For it is in the selling approach
that this type of salesman excels.

“First of all our part time men
are radio enthusiasts. They became
interested in selling radio sets be-
cause so many of their friends, know-
ing they were radio fans, kept
asking them what kind of set they
should buy, where they should buy
it, if they should buy now or wait
awhile and all the usual line of
things people want to know.

“They were always being asked
to drive over and look at a set and
see what was wrong with it, or hav-
ing people come to their homes and
look their receiving equipment over
to get points on what they should
have. This type of man, with many
acquaintances and friends, spends a
lot of time in what amounts to
selling, so why shouldn’t he actually
sell and make a profit out of it?

“Of course, this type of salesman
does no canvassing. He doesn’t have
to. His time is taken up following
first class leads. One of these sales-
men of ours has sold a set every
evening for three weeks which
shows how much business there is
in selling to personal acquaintances
and their friends.”

“This particular salesman,” Mr,
Burson explained, “is a superin-
tendent in a manufacturing plant
and among the many customers he
has sold are a number of the men
who work with him and under him.
The big thing is that they trust his
judgment as to the proper set to
buy. He knows radio and recom-
mends the set that best suits their
conditions. The result is perfect
satisfaction to the buyer and a
strong recommendation to the
buyer’s friends.”

Another one of these salesman of




Mr. Burson’s is an automobile sales-
man, who knows the people who buy
cars and who have the money for
radio or anything else they want.
A third is an executive in a local
company who has contact with the
society set. With all these men, the
difficult first part of selling, the
approach, is made easy through ac-
quaintance, Many of their customers
come to them as a source of radio
information that can be relied on.

“In selling through this type of
salesman,” said Mr. Burson, “the
element of service is of special im-
portance. These salesmen will take
every precaution to see that their
friends get satisfactory service. We
are successful in getting such high
class men to work with us because
they know we will go to any lengths
to keep their friends and customers
satisfied.

“We have sold our customer,” con-
tinued ‘Mr. Burson, “not only a set,
we have sold him the pleasure and
benefit of good reception. If the
customer does not get absolutely
satisfactory reception they look to
us to make it satisfactory. It is part
of their purchase and we must make
good on it. We feel that an argu-
ment with a customer is one thing
we cannot afford and we go to any
length in the way of service to main-
tain customer satisfaction.

“Free Service” Costs $100
a Month

“This pays us or we wouldn’t do it.
Our free service costs us about $100
a month and is more productive of
business than the same amount
spent in advertising. We take care
of our c<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>