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Now

A New Brandes Cone
Retaz’lz’ng ) /‘b;- $19.50

The latest Brandes achievement now being announced to
the public. Unusual performance at half the usual price.
Wonderful tonal qualities—all the low tones hitherto
difficult. 'When your customers hear this remarkable cone,
they will be surprised at its very low price. Let them hear
it—they will be delighted.

Beautiful in appearance too. Antique bronze finish.
Adjustable. Fifteen inches in diameter. Tts extensive ad-
vertising will make it the season’s sensation.

Brdandes

means the ultimate in reproduction
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The UTAH BOOK

Utah presents the speaker sensation of the season—the
new Utah Book. An exclusive feature with Utah—
fully protected by patents. Only Utah can offer you
a Book Speaker.

Made of parchment—it looks just like an opened book
—beautifully illustrated on the two open pages.

h 20 are
Com? . .. .
%;\l‘:o week® Thest e The parchment slightly slack, giving an added sensi-
1o 1O0€ :‘e";b\e 0 ‘f:;; tiveness to delicate sound waves.
Jhers @ a0
Qs ene Uy ‘ec:ou' The tones are clear and well-rounded—perfect repro-
) m Sy re duction of instrument or voice.

This speaker at $19.00 is sure to bring you a large
volume of businesss. It is new, ornamental and a
speaker which appeals to the eye of the home lover as
well as the ear of the radio fan.

Masterpiece of Loud Speakers

Utah Standard

The Horn with the
Golden Throat

14 in. Horn
$22.50
Utah Junior
Utah 11 in. Hom
Superflex Utah $12.50
$10.00 Supreme
$25.00

Reg. U. S. Pat. S B
Office Reg. U. S. Pat. Office

UTAH PHONOSPEAKER Vit stand 810 %0

We are Manufacturers not assemblers

=

7
[ MadeinSaltLakeCity |

Trade MarkRegisteved

UTAH RADIO PRODUCTS CO.
1421 So. Michigan Ave.,

hicago Jm mm

I




2 RADIO RETAILING, A McGraw-Hill Publication

2 = ——
B -

. 7 \ r‘“ﬁ h
mm/crg~ (rtson nounces
J . 2} . .
Chniversal' Moaz4 in O-tube Receivers

The Rochester laboratories of the Stromberg-Carlson Company again triumph. This time in
the production of a receiver so “universal” that a dealer is now enabled to offer his customer:

1. Choice of power supply—batteries or socket connection for filament and plate current. 2. Choice of audio
amplification—UX-112 tube or UX-171 tube or external amplifier. 3. Choice of pickup—Iloop or antenna.

i

No. 601 Receiver, treasure chest type, 6-tube;  No. 602 Art Console (above) American Walnut;
totally shielded; dual control; equipped with volt- space for all operating equipment. 6-tupe totally

meter; solid mahogany. shielded; dual control; Equipped with voltmeter.
Furnished in both regular and Universal models. Furnished in both regular and Universal models.
Prices, less accessories: Prices, less accessories: .
East of Pacific Lastof Pacific Canad
Rockies Coast Canada Receiver, Regular Rockies  Coast anada
Receiver, Regular. .. . . $210.00 $225.00 $290.00 (Built-in cone speaker) $340.00 $360.00 $470.00
Receiver, Universal Receiver, Universal—
(Loop extra) . . . . 22500 24000 315.00 With external cone

No. 101-A Loop Outfi. . . 2250 2500 31.50 speaker (Loop Extra) 365.00 385.00 510.00

Stromberg-Carlson Telephone Mfg. Co. PSR
+ Rochester, N. Y. No. 5-A Cone Speaker

berg-Carl

Rockies Coast Canada
$35.00 $40.00 $45.00
Makers of voice transmission and voice reception apparatus for more than thirty years
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1 The deliveries, the quality,
* the service, that come out of
a new two-million-dollar
plant with 37 years’ electrical
experience behind it.

fe'

LR

2 The kind of franchise you
* would write yourself—main-
taining prices, protecting
territories, allowing good
profits—a franchise proved
right with 3000 dealers, and
lived up to in the past.

I
‘ 3 The exclusive handling of a
g ¢ radio receiver that has spread

into every state in the Union
in three years; is now one of
the six leaders; was the first
practical single dial control
set; is still the only set ac-
companied by its own Air
Telephone Directory.

4 Twenty-two full page adver-

*tisements in four months in
the Saturday Evening Post,
the Literary Digest, Liberty,
bringing buyers to you.

5 A line from $95 to $250.00
* —five, six, and seven tube—

k the lowest prices on the
market for sets of such tone
] quality, beauty, selectivity,

3 and volume.

. ot 22
are proved by our past experience. J“.‘—-—‘i——‘ s
4

HE Day-Fan business is now twelve times

Zas big as it was five years ago. Day-Fan has

just expanded into a new two-million-dollar
plant, trebling its production facilities.

Day-Fan’s success is based not only on turn-
ing out a remarkable radio receiver, but also on
bzing one of the first radio manufacturers to
stabilize the dealer’s business with a franchise
that meant more than words. These are not
vague promises. They are things which

We invite correspondence from all
high class radio dealers, and are pre-
pared to show you the reason why
you should handle Day-Fan.

If you take on Day-Fan this coming
season you will be taking the first step
in the building of a solid, substantial
and profitable business. Send the

JAU,

". Y% 4
ZRU TS

coupon.

RADIO RECEIVERS

DAY-FAN ELECTRIC COMPANY

Formerly The Dayton Fan & Motor Company

DAYTON, OHIO

DAY-FAN ELECTRIC COMPANY DenLE

DAYTON, OHIO

You may send me particulars regarding Franchise
for (J Distributors [J Dealers.

Por More Than 37 Years Manufacturers of High Grade Electrical Apparatus

NAME

|

ADDRESS.

TOWN STATE.
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Radio’s Best Wire
“From the Ground Up”’

From the ground to the aerial, there is a Corwico wire that gives the
longest and most efficient service for the particular purpose designed.
That’s why Corwico is the best and most profitable line of radio wire
for the dealer to sell and handle and the most convenient and economi-
cal for the set manufacturer to buy from.

Every spool or coil is guaranteed full weight, full length, full gauge
best grade of copper, insulated with the best materials obtainable, free
from all defects and up to the highest specifications in every respect.

A Guarantee of Quality and Value

N e A T T T Te N T e T T T e T e T T T T T T E =~

CORWICO In fact, the name Corwico is a guarantee of quality and

PRODUCTS value to all buyers of radio wire. To the trade-dealers,

Antenna Wire jobbers, and manufacturers—the name Corwico is a

(Solid},}StFéi:éi)ed and guarantee of service, for the completeness of the
ral

Corwico line as to types and sizes of radio wire and the
magnitude of our stocks assure prompt delivery of the
wire you want when you want it.

Magnet Wire
Bus Bar Wire
Hook-Up Wire

SIS N SN A SRR RTINS ST AR A IR N SR SRS I T N B T T T S I N T LN SNSRI N \
\,
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Annunciator Wire TO DEALERS

Flexible Wire Corwico is a branded and advertised line of radio wire that outsells
Lead-in Wire the unknown lines. Order Corwico through your jobber.

Litz Wire TO JOBBERS

Loop Aerial Wire Werite us for full particulars regarding the Corwico proposition.
Battery Cable TO MANUFACTURERS

Let us quote on your wire requirements.

CORNISH WIRE COMPANY

30 CHURCH STREET, NEW YORK CITY
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LEADS THE FIELD

UT-DISTANCING, out-performing—the new
Tower Cone sweeps ahead as the first choice
of thousands. Such public preferment can mean
but one thing—an infinitely finer quality of repro-
duction, an unequalled superiority in all those at-
tributes most essential in a Cone Speaker. It will cost
you nothing to see and hear this outstanding achieve-
ment in radio acoustics.
There’'s a Tower Distributor in Your
Tervitory. Write us for His Name if

You Wish to Handle the Fastest Selling
Cone Speaker on the Market.

TOWER MFG. CORP.,
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To Radio Salesmen Everywhere

By actual demonstration, NEUTROWOUND will convince you of its vast superior-

ity. You can put NEUTROWOUND up against any of them—at any price—and come
away with their scalps.

NEUTROWOUND isn’t just so much mahogany furniture. It’s built like a radio
set should be built—and is strikingly handsome in appearance. It looks different
and itis different. Mahogany didn’t sell radio last year. Mahogany will not keep
youin the radio business. Performance and nothing but performance, will continue
to sell radio. NEUTROWOUND gives you all the radio there is, and the price is so
low that everybody is a NEUTROWOUND prospect.
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~ “The 1927Model

SUPER-POWER
eutrowoumnd

Neutrowound Radio Receiving Sets are manufactured under our own patents and under a
Reciprocal License from the Navy Department of the United States Government

Year ’Round Reception

Cut Down Static With Neutrowound

Neutrowound owners enjoy year 'round radio reception. They are
able to tune out most of the static or background noises that infest
other radio sets. Static comes through when the radio-frequency
tubes are pushed in order to get audible volume. When only two
stages of audio-frequency amplification are used, a stronger signal
must be delivered to the detector. Consequently, the radio-fre-
quency tubes must be worked harder, permitting the static to
crash through.

Neutrowound’s three stages of audio-frequency amplification de-
liver sufficient volume from a weak signal to permit tuning down
the radio-frequency tubes and thus cutting down static.

Power Control Helps Tuning

Neutrowound’s positive power control also helps in cutting out
undesirable noise. With the Neutrostat you can set your Neutro-
wound at just the desired level of sensitiveness—that is, just sensi-
tive enough to pick up the signal strength without the interfering
noises. Thus so long as theisignal strength exceeds the static level,
the Neutrowound owner is assured of radio reception.

The Neutrostat likewise provides control of the signal strength
where it is most effective — in the radio-frequency circuits and be-
fore detection takes place. Thus distortion due to overloading the
detector is avoided.

Neutrowound Efficient — Not Neutralized

A radio receiver is most efficient, weak signals the loudest, just
below the point of oscillation—and this ideal point varies with the
different wave-lengths being tuned. Naturally a radio set that can-
not be tuned to a point just on the verge of oscillation for each and
every wave-length cannot give the best in tuning range and station-
getting ability.

Buys a NEUTROWOUND Six-Tube, Super-

power set, and you couldn’t buy more radio
if you spent a thousand dollars.

In Canada, $115

West of Rockies, $90

Neutrowound is built on the idea of controlling tne power instead
of neutralizing it. Oscillation can be prevented or produced at will
at every point on the dial—it is under absolute control for every
wave-length. Likewise the point of highest efficiency —impossible
to attain with neutralization—is always right at'your finger tips with
the Neutrowound.

Why It Has 3 Dial Control

A radio set has three distinct circuits, each tuned by a variable con-
denser. Efficient tuning of distant stations depends upon putting these
three circuits into resonance with each otherand with the broadcasting
station. This can be done only byindividual control of each condenser.

Neutrowound’s outstanding station-getting ability is recognized
wherever good radio is known. We are unwilling to sacrifice in the
least this first essential of a radio set in a futile attempt to do some-
thing which, in itself, is electrically and mechanically impossible.
Neutrowound retains individual control of variable condensers as
indispensible to good radio.

NO CUT PRICES— No Bargain Sales

Neutrowound is sold exclusively through Authorized Distributors
and Sub-Distributors — who are fully protected. It is not sold by
“Gyps,” Department Stores or Cut Price Stores, yet during the past
season we were absolutely unable to build enough sets to fill the
flood of orders that we received. It was the outstanding success of
the year—yet-there was not a single Neutrowound Set advertised at
“Bargain Prices” throughout the entire United States.

DEALERS: Fill out and mail coupon for full information about
the 1927 Super-power NEUTROWOUND and our exclusive territory
proposition to sub-distributors.

Dealers Goupon

NEUTROWOUND RADIO MFG. CO.
Dept. 712, Homewood, Il

Station WOK —operating on 5000 Watts—wave length 217.3 meters—owned
and operated by NEUTROWOUND RADIO MFG. CO., Homewood, IlL.

Send complete information Dealers’ Dis—
counts and Neutrowound Sales Plan.

Name
NEUTROWOUND RADIO MFG. CO. Street
Dept. 712, HOMEWOOD, ILL. .
Radio Division Advance Automobile Accessories Corporation City

P R R R S A B X ...




480 A
Fada 8, Table Type
$300

100% shielded. .

4 stages tuned radio fre-
quency,detector.

3 selective audio scages,
20wet tube always in

nal stage. .

For loop or aerial opera-

tion,

JRADIORETAILING, A McGraw-Hill Publication

SF 50/80
Fada 8, Console
$400

100% shielded.

4 stages tuned radio fre-
guency,detector.

3 selective audio :tages,
power tube always in
Inzal stage.

For Joop or aerial opera-
don.

425 A
PFada Cone Speaker

Floor Type—$5¢
Full tonal range.
Faithful reproductian

ofeveryaudibletone.
Harmonious uacbtre-
sive design.
Classic antique broaze
floor ‘pedestal wica
three foot columa.

415 A
Fada Cone Speaker
Table Type—$35

Full tonal range

Faithful rerrodiction
of every sudibl2tone.

Harmonicus umobtru-
sive des ge.

Classic anrique b:onze
pedestal.

460 A
Fada 6 (Shiclded)
$150
3 srages tuned radio fre-

quency, detectot.
2 selectve audio stages,
ower tube always in
gnal stage,

Prices are east of the Rockies

S. B. 30/70

Queen Anne Desk $300

S. F. 10/70 S. F. 40/70 §. F. 20/70
Davenport Table $225 Console $275 Beethovea Grande $250
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PFADA
| R adto
19026 ~ 1927

Announces

A Real Revelation in Radio
Fada Harmonated Reception

N the opposite page are pictured threc New Fada Receivers and the
New Fada Loud Specaker—the result of more than two years of
labaratory labor behind closed doors.

These New Fada instruments contain many prirciples and features never before em-
bodied in any receiving appararus.

AND ALL OF THESE SPECIAL FEATURES INTERLOCK IN THEIR
FUNCTIONS TO PRODUCE FADA HARMONATED RECEPTION—by
all odds the nearest approach to perfect reproduction yet achieved in radio.

To listen in on Fada Rececivers used with the New Fada Loud Speaker is to
leave no doubt whatever as to the truth of this statement.

FADA RADIO has never failed to make goed a promise.

You may be certain of this—demonstrations of Fada Harmonated Reception
will mean definite sales. \

BECAUSE THE PUBLIC HAS NEVER HEARD ANYTHING THAT EVEN
ngROACHES FADA HARMONATED RECEPTION in complete faith-
fulness.

A bcok—"Words and Works’'—which describes in detail the New Fada
Receivers, the New Fada Loud Speaker and FADA HARMONATED RE-
CEPTION will be sent on request.

It means certain sales and unparalleled profits for 1926-27. Send for it!

F. A. D. ANDREA, INC.

Manufacturers of TUNED RADIO FREQUENCY receivers
using the highly efaciens NEUTRODYNE principle

1581 Jerome Avenue, New York

152 A 175 A 185 A
Neutrolette $85 Nentroceiver 8125 Neutroia $175
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Because —

Absolute maintenance of price <

No unloading <—

No over-production <—

Limited dealer appointments <—

Custom-built—not assembled <

Greatly increased advertising campaign <

Exclusive features <

Binocular Coils S-L-F Condensers
Colortone Low-Wave Extension Circuits
Flexible Unit Control Protective Fuse

A. H. Grebe & Co., Inc., 109 West 57th St., New York
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.
Factory: Richmond Hill, New York

This company owns and operates
stations WAHG and WBOQ
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Because —

—> Full return on investment

> Protects your stock

- No over-stocking

— Unfair competition eliminated

» Minimum service

— Liberal cooperative newspaper allowance

—~ Quicker sales

A protective policy, a satisfactory discount, a superior set
backed by a stable company specializing exclusively in receiving
sets for seventeen years—what better ‘set up’’ on whichto do a
profitable business?

Write for full details

A.H. Grebe & Co.,Inc., 109 West 57th St., New York
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.
Factory: Richmond Hill, New York

11
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EXPERIMENTS
PROVE THE WORTH
OF THE REGULAR

Shyder Speaker

E HAVE conducted many experiments

with cone type speakers. Yet, despite
these costly tests, we have found nothing to
compare with the tone quality of the reliable
Snyder Horn Speaker. Therefore, we shall
continue with this type and will not produce a
cone speaker as contemplated.

The Snyder Speaker is mechanically right in
every way. The general shape was determined
after 18 months of experimental research. The
graceful acoustic curve, plus the non-resonant
metal alloy used in the goose-neck, makes
possible exceptional tone quality. A test
comparison immediately shows the fidelity
with which the Snyder re-creates the broad-
casted subject. The Snyder Speaks for Itself.

Remember! The Snyder is made in one model
only—no heavy stock to carry. It has one
price only—$18.00—and there is no speaker
at any price with better tone.

Snyder Speakers are sold by good jobbers
throughout the country at a price that gives
you a good profit. Write us for all the facts.

HOMER P. SNYDER MANUFACTURING
COMPANY

Little Falls, N. Y.

Snyder

FOIR FAITHFWUL
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Tone Sells

THE present variecy of program puts an extra-
ordinary demand c¢n all radio loud speakers. For
sure satisfaction in reproducing orchestras, ball games,
solos, or lectures, you can recommend the Snyder.

There is no distortion cf tone—no trying metallic ring—
no dull muffled growl The subjects on the air will
come from the Snyder Speaker clear and natural. Put
the Snyder on test in your store—it will sell itself and
the radio sets, too.

Write us at once if your jobber cannot supply you.

RE—~—CREATION
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This is the New
Philco Socket Power ““AB”

0309,' amd@«uu/c ?ﬂofd
Jov the Radio D

yo)
ealey!

New and Complete
Selling Plan

We have worked out in
careful detail the most complete and
effective selling plan ever offered to the
retail radio dealer. It is a selling plan
that absolutely works. It has been
tried and tested and is remarkably
easy to carry out. It will be given to
you in detail by your radio jobber.

This selling plan provides
for trade-in allowance for the old “A”
storage battery. It also provides for
installation FREE—a simple matter.
It also provides for a time-payment
plan that you can easily handle. Direct
mail broadsides and advertising of real
business getting effectiveness. It is a
selling plan that will make your Philco
A and B Socket Power a big and profit-
able success.

LOOK!

Important Notice to Victor Jobbers
and Dealers
Write us or ask your jobber for the full
details of the wonderful new built-in Philco
Socket Powers for Victrola-Radiolas.
Tested, approved and sanctioned by
Victor Talking Machine Company

©H. B. B,

Here is without question one of the greatest radio accessories
ever offered the radio dealer and jobber. Retails for a goodly sum with liberal discounts.
Amazingly rapid seller. That means quick profits and big profits for you. Philco Socket
Powers sell today as rapidly as radio sets at their peak three years ago.

No Competition. Big Discounts.

Remember, the Philco A and B Socket Power is the only one

of its kind that contains complete radio power IN ONE CABINET — controlled by one
switch. It certainly looks as though you will have very little competition.

The discounts are very liberal. Ask your nearest Radio Jobber.
And bear in mind that each sale runs into a goodly sum and at the same time your turnover
will be amazingly rapid.

Backed by Tremendous

Full pages beginning September in The Saturday Evening Post
and Liberty Magazine. Not the so-called good-will and general prestige advertising, but
written around a specific offer to create immediate sales for you and other dealers. When
our National advertising starts Philco sales will start in your store at once.

FREE! Each and every Philco dealer receives, without one

cent of cost, the most complete retail merchandising manual ever prepared by a radio accese
sory manufacturer,

~Sign and Mail This

The dealer franchise for Philco A and B Socket Powers in your
community will be worth a lot of money within the next few months. It costs you only 2 cents
to get the full and complete details. You surely cannot afford to overlook a matter of this

*1. ) RadioA’and"“B”

L " Socket Powers




RADIO RETAILING, July, 1926 15

This switch

controls
w_erythin‘g

[/, ' e ~your Apower

~your B power

l / ~even the radio

Radio
Current -

Ore Retbadlev on 30 et e Tarning o
Mw/ @ﬂm'&6,000' @ W ./ ONE switch controls
.

(¥ » g,

o o

{0 W ‘
\\\‘\;“%\\‘\‘\\“a

‘

T

A —
U e

30

everything. Snap it ON and
from the electric current you
get a strong, uniform flow of

Philco A and B Socket Powers—a radio accessory that abso- both “A” and “B” power. Snap
lutely does away with all “B” batteries, dry cells, the ordinary ‘““A” storage battery and it OFF and the power is shut
chargers. It supplies perfect radio power for any make or any kind of radio set. No hum. off. The radio is silent.

No distortion. Everything contained IN ONE CABINET and controlled by one switch. No hum. No distor-

tion. Philco Socket Powers sup-

' ° ° o_o
ply perfect radi fi
Nine Million Buyers W aiting e ey
regardless of hook-up or circuit,
or whether home-built or man-

And they are ready to buy today! The fact that The Phila- ufactured.
delphia Electric Company sold 1650 Philco Socket Powers in 30 days proves this. Philco Socket Pow-
All present set owners—six million—are potential customers. grs are enclosed in one handsome

brown mahogany finished case.

Three million new sets will be bought this year. And remember, any kind or make of radio Simple to use. Simple to connect

set gives wonderfully clear reception when connected to these famous Philco A and B Socket
Powers.

‘National Advertising < AT T A W
o

Hundreds of big, half-page newspaper advertisements
‘will appear over the entire United States, including your locality. These adver-

Special

;iierr:;r;t; will tell the public just how they can purchase Philco Socket Powers \\%‘\\\\\ Inform ati on
It will be the kind of advertising copy \\\% / OF FER COUP ON

that produces the business right away and produces the
sales in your particular store.

Coupon Today

Simply sign your name and address to this coupon
and mail it in to us at once. We will then send you the prices, discounts, and
tell you all about our National advertising co-operation plans and our selling
plan in detail. Sign and mail the coupon today. Be the first in your community.

Philadelphia Storage Battery Co.

Ontario and C Sts., Philadelphia, Pa.
Dept. 2025

GENTLEMEN:

Please send full and complete details
of your National Selling Plan for Radio
Dealers on the Philco A and B Socket
Powers, including prices and discounts.
It is understood that this request for

]
I information does not incur the slightest

obligation.

Name.

Philadelphia Storage Battery Company
Dept. 2025 Philadelphia, Pa.

Manufacturers of the Famous Diamond Grid Batteries for Automobiles

Address _
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The UPRIGHT

Other Models
The Compact
The Junior Upright
The Sharitan

 SYNTONIZED Y

means “perfectly in step
in tone,” or perfect uni-
son of operation in the
receiver, freedom from
distortion and oscilla-
tion, pure tonal quality,
maximum volume and
distance, regardless of

ideal degree of selectiv-

wave length, with the9

¢ SINGLESIX
is Ready

After five years of intensive experimentation and successful
manufacture of radio we have perfected the Single-Six—the
only perfectly syntonized* receiver made.

We have been building good receivers for five years—but the
Single-Six is superior to them all. It is entirely free from
oscillations—free from all distortions—has a constant transfer
of electrical energy—and it will perform like no other re-
ceiver can. It has six tubes and a single control — the
Single-Six.

All Hartman cabinets are made with the Single-Six Unit
shown above as standard equipment. Retail cabinet prices
range from $100 to $180, with western prices slightly higher.

If you are in radio fo stay, you owe it to your business to in-
vestigate this newest development. Remember that a superior
product will always find a ready sale. We have prepared
“The Complete Hartman Story,” a booklet giving an outline
of our house policy and a description of our line. A copy is
ready for you—there is no obligation.

The Hartman Electrical Mfg. Co.

MANSFIELD, OHIO

COSHOCTON, OHIO CHATHAM, ONT.

ity for all conditions
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Showing the Vesta
Trickle Charger
hooked up with
Vesta A’ Battery
and light socket.

VESTA RADIO “A’” BATTERY

') S— = et

VESTA BATTERY CORPORATION,

C i s -

to Every Dealer
who Secks Success

You now have ALL the essential Radio Units under
the reliable name “VESTA.”

This name, known in the automotive battery field for
over 25 years as a quality leader, is now playing a
highly important part in the Radio field by virtue of
the quality built into these Radio Units.

1t is no longer necessary for dealers to handle Radio
Units that have no substantial backing.

“Vesta” Radio Units are backed by this old line mak-
er—a name that commands respect EVERYWHERE
—with a sales’ value that keeps the line moving with
rapid turn-over profits.

A nation-wide advertising campaign to the consumer,
¥ J this coming season, will add tremendous power to the
Vesta name, for the dealer’s benefit.

Vesta Trickle Charger

Here is a product with truly marvelous sales-possibilities. Every
Radio owner wants -a trickle charger that is noiseless, efficient
and SAFE. The Vesta Trickle Charger improves and simplifies
radio operation. Keeps the ““A” battery fully charged — cannot
overcharge when left on all the time. Has no bulbs or moving
parts to wear out — cannot get out of order.

Write for the name of the Vesta “Central” nearest you or ask us
to have him call and show you how to boost your profits with
the Vesta Radio Units.

~VESTA~

AUTO-RADIO _P_RODUCTS

- _—

~—

“Uesta for Uitality

VESTA *“A”
UNIT—BATTERY AND
TRICKLE CHARGER IN ONE

VESTA RADIO “B” BATTERY

- ]
2100 Indiana Ave., CHICAGO
— — — .
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'SPARTON

|
Sparton Radio-is built by

| EpESIE SJTpe bathfinder |
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RADIO

WHICH to Buy and WHY?

“Volume~Selectivity—Distance—Clarity”
—jump at you from 2very printed page—
but how can you choose from so many?

The thinking buyer will loak for the
reputation behind thz product. Only here
can you find your arswer, and the assur-
ance that your Radio dollars will bring
you full realization.

Twenty-five years ago The Sparks.
Withington Company started building
goodwill znd fine electrical ejuipment,
and has loag been known as the leader of
its field. Our quarter-century reputation
is your guarantee of the ultimate in radio
reception.

The Sparton is a perfectly balanced five
tube Tuned Radio Frequency circuit of
remarkabl:z and proven performance.
Cabinets are in rich two-toned walnut at
prices of $63 and urward.

Hlustratec models:

Sparton Model 5-15, $63.00 Sparton Model 5-26, $83.00
Weste-n and Canadicn prices slightly more
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The Cruiser 5 tubes—$100.

AMERICAN BOSCH

BRANCHES: NEW YORK CHICAGO DETROIT SAN FRANCISCO
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RADIO

ARMORED LINE

The soundness of Bosch Radio policies is known to you—and now
we announce the New Bosch Radio Models—receiving sets
which show a most remarkable advance in home entertainment.

The Amborada— the embodiment of perfect radio and quality in
furniture. It is a completely armored and shielded seven tube
receiver, of the utmost simplicity in every detail of operation.

There are but two controls — a station selector and
volume control. Ample space is provided for all batteries, chargers
or power units. No antenna is necessary with this new model.
The Cruiser—a compact, perfectly armored and shielded five tube receiver. Its
simplicity is expressed in the unified control which
gives the advantages of a single station selector
for powerful stations, but when “cruising the air”
two dial tuning advantages are always present.
The Bosch Radio Line is complete —three
receivers, five, six and seven tubes in a popular
price range. Two cone type reproducers-—

| the fatious Bosch NoBattry and
other items, completing a most
desirable radio franchise for you.
Are You The Man to sell Bosch
Radio? Regardless of the radio you
now carry, investigate the Bosch
line. Tell us in confidence about
yourself, your business, your ex-
perience and financial strength. We
will tell you the direct benefits to
you, of the new Bosch Radio plans.

All prices slightly higher, Colorado and West and in Canada.

MAGNETO CORPORATION

MAIN OFFICE AND WORKS: SPRINGFIELD, MASSACHUSETTS

The Famous
Model 16 at $150.

é3

The Amborada
7 tubes—$310.
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A rose in a tumbler keeps just

s well as a rose in a Cloisonné
vase. But offer a woman both
articles at the same price and
see which one she takes!

From this day on_ Sightly Radio!

THE first radio sets were engineers’  shapes can nolonger find refuge in novelty.
jobs—and they had an engineering, me-  For radio is no longer novel. Suchssets can-
chanical look. They weren’t built for es-  not gain, or long retain, public favor.
theticappeal-radio was wonderful enough The history of merchandising proves
without it in those days. Then came set  this. Compare today’s telephone with yes-
makers, many of whom, ever since, have terday’s—or take automobiles, or furnaces,
unconsciously followed these early setsin  or sewing machines. Refinement of ap-
general appearance and design. pearance everywhere. Dealers who first

Numerous dials, switches, plugs, pro-  sensed this trend reaped their harvest.
truding tubes, drab panels and awkward The Magnavox Company has long an-
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of Magnavox progress in Radio

ticipated this change. Magnavox cabinets
arethe products of skilled furniture design-
ers. Single dial control permits a simplified
and beautiful dial panel. Mahogany is used
(two-toned in some models.) Knobs are in
subdued finishes. Artistry, symmetry and
simplicity predominate. Character and ex-
pression are present with magnetic appeal.

Magnavox is the proved and perfected
single dial set—the set without sustained
service-demands. Only thirty-seven sets of

out entire production last year were re-
turned to the factory as defective.

Magnavox Cone Speakers are the new
sensation—the most worthy successor to
the original loud speaker which was cre-
ated by Magnavox. Four hundred thousand
Magnavox speakers are now in use—a
powerful selling asset to you. » Write at
once for the Magnavox proposition.

'The Magnavox Company » Gen. office & factory, Oak-
land, Cal. - Chicago sales office, 1315 S. Michigan Ave.

23
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STEWART

cMatched ~

INSTRUMENT plus TUBES plus

Here’s where your real
) Radio Profits lie—

{1}In selling a Radio line made by a big, nationally-known, universally-
accepted manufacturer.

(2} In selling Radio of unquestioned quality, outstanding value and
completely satisfactory performance.

{3} In holding an exclusive Franchise that gives you 100% protection
against price-cutting, unloading, the “yearly model” evil and all other
unfair or questionable trade practices.

2 2 B @ © @

Stewart-Warner dealers have an open road to permanent success,
because the Stewart-Warner Matched-Unit Radio line fulfills all

three of the above requirements.

We are in the Radio business to stay—and to succeed in a big way.
Our product is right and our sales plan is right. And the entire rep-
- utation and resources of the great Stewart-Warner organization are
behind our radio products.

Stewart-Warner has already made radio history. It will make more.

T

T W ELVE M1 LLION PEOPLE A R E TODAY




RApIio RETAILING, July, 1926 25

“WARNER

‘Unit‘Radio

REPRODUCER plus ACCESSORIES

It has weathered every storm thus far, and will remain in its position
of leadership long after many another manufacturer of less stability,
experience and resources has failed and been forgotten.

Already over 3000 progressive dealers have seized the opportunity to 7 o~
succeed with StewartWarner. They have been granted the exclusive o L
Stewart-Warner Franchise which assures them of profits, protection, %

permanence and prestige.

Not every dealer can qualify for the Stewart-Warner Franchise. To
do so requires meeting ceftain rigid standards ol character and busi-
ness reputation:

A limited number of exclusive Franchises are still available—possibly
there is an opening in your own locality. If you think you can qualify,
write or wire us today.

STEWART-WARNER SPEEDOMETER CORPORATION
1820 DIVERSEY PARKWAY, CHICAGO, U.S. A.

i, ‘ ] L ‘ | I =

I JIY |
0 L] TE A SRR :
[ I

= ; = | :

USIL NG STEWART-WARNER PRODUCTS
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Unipower is attractivel
housed in a hard rubber
composition case. It fits
snugly into most radio
cabinets.

Unipower—the solution to
your summer sales problem

ABIG problem confronts radio owners in
warm weather. Static spoils long distance
reception and even hampers local results. Con-
sequently, there isn’t a large market for com-
plete sets in the summer. But the fans who
already own setsare not going to lay them away.
They keep right on buying tubes, batteries,
and other accessories throughout the summer.

The solution to the dealer’s problem, then,
is to interest them to better in some way their
summer reception. Dealers everywhere have
found that solution in Unipower.

More than merely the pioneer “A” power
unit, Unipower is a basic improvement in
radio. It improves tone quality. It furnishes
unfailing power. It is the only unit employing
the trickle charge principle that also provides
for full charging. It gives fool-proof, automatic
control of both set and power supply, regard-
less of the type of “B” power used.

All your customers who bought sets will be
coming in for “A” dry cells, or for an “A”
storage battery rechargg. Sell them Unipower.

Unipower

Off when it’s on— On when it’s off

Have it hooked up ready to demonstrate. Keep
a lot of literature about it on your counters.
Unipower sells easily—the important thing
is to let your prospect see it in action. Your
profit on each sale is large, too.
1 4 1 4 1 4

Unipower is supplied in two models for use with
110-125 volt A, C. Standard models are for 60
cycle. (Special models, 25-50 cycle, are available at
slightly higher prices.) All are equipped with special
Balkite rectifying element. The 4-volt model is for
199 tubes or equivalent and retails for $35; the
6-volt for 201-A tubes or equivalent, retails for
$40. (West of the Rockies, prices are $37 and $43.)

THE GOULD STORAGE BATTERY CO.,, Inc.
250 Park Avenue, New York

Branches: Chicago, Kansas City, San Francisco

A post card or letter will
ring you a brand new
bocklet, “Radio’s best off-
season seller.” In it are
twelve constructive ideas
to help you boost your
summer sales.
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One Fact

that mdicates how far
ahead of the market the
new Freed-Eisemann Line is:

1T INCLUDES METAL SHIELDED

SETS OF THE SINGLE AND

DOUBLE CONTROL TYPE FROM
$750 LIST UP!

N and after July 1st, Freed-Eisemann dis-
tributors will present to you the full
details of this new line, which is so revolution-
ary in design and performance that it is bound
to change present-day radio standards.

But the Freed-Eisemann policy of protecting
the dealer will continue in even greater force.
It includes generous discounts, franchise con-
tract, whole-hearted co-operation and a larger-
than-ever advertising campaign.’

Before you commit yourself for the next sea-
son, study the Freed-Eisemann proposition

FREED-EISEMANN RADIO CORPORATION
Junius Street and Liberty Avenue Brooklyn, N. Y.

PRICE RANGE

3609 to 365000

FREED-
EISEMANN
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ATWATER KENT

RADIO

It’s the Radio people want

Model 30, .six-tube receiv-
er. Less tubesand bauteries,
but with battery cable at-
tached, $85.00

Model L Speaker, dark
brown crystalline finlsh,
#$16.00

Model 32, seven -tube re-
ceiver. Less tubes and bat-
teries, but with battery
cable attached, 140.00

All Atwater Kent Speakers are
equipped with nine feet of flex-
ible cord and are designed to take
the volume and current of the
new power tubes using 135 to
180 volts on the plate.

—and 1t stays sold

These are FACTS. Check them with

your own observation:

1 Three out of four pecple who ask for Radio
by name ask for Atwater Kent.

2 More people who expect to buy Radio this year
have their minds fixed on Atwater Kent than
on any other make.

Atwater Kent is the Radio every other make is
compared with.

Atwater Kent is the easiest Radio to sell. People
like best what they know best,

Atwater Kent Radio stays sold. Care in manu-
facture (evcry set is tested 159 times) assures
uniformity in the product and insures your cus-
tomer and you agairst disappointment.

The dealer who handle: Atwater Kent Radio
is the dealer who is gett'ng ahead in today’s
competitive market.

Awwater Kent ONE DIAL operation, reduc-
ing Radio to its simplest terms, has instantly
created a great NEW market.

8 Atwater Kent is the Radio most dealers want
to sell.

Its profits never melt away in service costs. It
makes money for you—it is fairly priced—it sells

easily and it STAYS sold.

Gentlemen, the day of bargains and orphans is
waning. Atwater Kent Radic is permanent. [t is
nationally advertised and backed by a manufacturer
who is in the radio business to STAY.

ATWATER KENT MFG. COMPANY
A. Arawater Kent, President
4733 WISSAHICKON AVE. PHILADELPHIA, Pa.

Prices slightly higher from the Rocties west, and in Canada

Model 35,six -tube receiv-
er, shielded cabinet, less
tubes and batteries, but
with battery cable at-
tached, $70.00

Model H Speaker, dark
brown crystalline finish,
$21.00

Model 20 Compact, five-
tube receiver. Less tubes
and batteries,but with bat-
tery cable attached, $60.0c

Every Sunday Evening
—The Atwater Kent Radio Artists
bring you their summer program at
9:15 Eastern Daylight Time, 8:15
Central Time, through:

WEAF . New York
WEEL. .. Boston
wsAl. Cincinnati
wCaPi ashington
WSD . . St. Louis

weeo. § Mpls.

{ St.Paul
WGN. . . Chicago
WGR . . .Buffale
WwJ . . Detroit
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ADIO RETAILING’S leadership in covering
the domestic field is being duplicated in its
plans to cover foreign markets as well.

Figures on radio exports issued by the Depart-
ment of Commerce and shown in the above chart
indicate that exports tend to increase during the
months in which domestic sales start their summer
decline. Note in the chart that domestic retail sales
show a steady decrease from the middle of Decem-
ber until the middle of July and that the total
U. S. exports of radio products show a fluctuating
increase of about 10 per cent between the middle
of January and the middle of July so that a manu-
facturer who desires to keep his production schedule
on a fairly even level can do so by making a serious
attempt to increase his foreign sales during the
slow domestic period.

With this end in view Radio Retailing each year
arranges its February, March and April issues to
secure widespread circulation in foreign countries.
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By RAY V. SUTLIFFE

Western Editor, “Radio Retailing”

¢ HE farmer will buy radio if
T properly cultivated — but
‘high-pressure’ methods

won’t do it.”

We were discussing the subject of
psychology and its relation to selling.
It was a glorious morning in late
May. From the porch ,of R. E.
Brinser’s home at Madison Lake,
Minnesota, we could see, through
lilac bushes.in full bloom, beautiful
Madison Lake. It is from this
southern Minnesota lake that Brin-
ser’s headquarters town of 225 souls
takes its name.

“The farmer is the hardest pros-
pect in the world to close,” Brinser
continued, “because he knows that
the smart city chap thinks he’s a
country sucker. He is, therefore, on
guard every minute in the presence
of this type of salesman. There is
a way to overcome this instinctive
sales resistance, and I think I have
discovered what it is.” In this ar-
ticle, this former jewelry salesman
who left Chicago and its teeming
millions three years ago to sell radio
to a Minnesota farming population
of less than 1,500, will divulge the

Page 32

Selling the farmer is 90 per cent
psychology—get close to him—
know him and help him with his
everyday problems—Ilearn what he
wants to buy and /ow he wants to

be sold.

“secret” of gett?ng under the farm-
er’s skin and selling him a radio set.
The first season on the new job the
“city chap” was a complete flop.
Worked hard and talked fast but
couldn’t seem to enthuse the rural-
ites, he told me. But last season,
R. E. Brinser, ex-Chicago jewelry
salesman, active worker in the
Northwest Radio Trade Association,
fountain head of radio information
and service for six townships, author-
ity on crops, hog butchering and
sales psychology, sold 126 radio out-
fits in eight months, or at the rate of
one set every 1.9 days, by personal
calls on farmers in the rural commu-
nity which he had made his home.

) Three Things to Do

Here, in the order of their impor-
tance, are the three big things to
do if you would sell the farmer, ac-
cording to Brinser:

(1) Understand and cultivate him.

(2) Route your calls.

(3) Develop sales promotion stunts.

Brinser is a most likable fellow
and a good talker. Why not let him
tell the “human equation” part of
this story? .

“The first winter after I moved up
here from Chicago I just couldn't
seem to get to first base,” he ex-

plained. ‘I worked hard, called on
lots of prospects, told about the set,
obtained a few demonstrations but
didn’t seem able to close. 1 was as
disappointed as the small boy who
crawls under the tent to see a circus
and discovers he’s in a revival meet-
ing.

“Now my very best friend is the
local garage man. He was born and
raised in the town of Madison Lake
and had all the farmers for miles
around coming his way. I spent one
entire day simply hanging around his
garage listening to his conversation
with customers and studying his
methods. Suddenly it dawned on me
—and how simple it was. I had
been trying to force the farmer to
buy a radio set whereas he wants
to do the buying when and how he
pleases.

“‘First, sell yourself” my friend
told me. ‘Sell the advantages of ra-
dio also, but don’t talk too much.
Chat, rather than argue, and, better
still, act—turn to and help the farmer
in his every-day problems, if you can.
Above all don’t patronize, don’t, by
the slightest hint, talk down to a
farmer. He may not show his re-
sentment but you are lost then and
there.

“I'll never forget the first time I
tried out the new system,” Brinser
continued. “It was about 10 o’clock

Radio Retailing, A McGraw-Hill Publication




Brinser Cultivates
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in the morning. This farmer, his
name was Niels Nielsen, was on his
way to the pig pen with a shotgun
in one hand and a long wicked-look-
ing knife in the other. I joined him
and discovered that we were on our
way to kill a fat sow. The hired man
and I ‘shooed’ the other pigs away
and Niels did the shooting and knif-
ing. Then we hitched a rope on the
sow’s hind foot, knocked off a few
boards from the pen and dragged
her out.

“Well, it looked to me as though
those boards should be nailed back
again or the other pigs would be all
over the farm. Nobody paid any at-
tention to me so I found a good stone
and nailed up the boards. Well sir,
everything seemed to go wrong with
that butchering party. The hot
water was spilled and more had to
be heated; the hoist broke and let
the hog down in the dirt and the
neighbor who was supposed to help,
and whose place I was evidently fill-
ing, failed to show up.

“All these things made Nielsen
pretty mad and slowed up the ‘party’
80 we did not finish the job until
dusk.

“*Well,—good night, Mr. Nielsen,’
I said.

“‘Good-pye, tanks young man,” he
grunted.

“For all he knew or seemed to care
I might have been Barney Google
or President Coolidge.

“But three days later I left a radio

Radio Retailing, July, 1926

set with Niels Niel-
sen and two days
after that he paid
me cash in full for
a complete instal-
lation.

‘“Another example
along the same
line—never stop a farmer
to talk business when he
is doing his chores, or
when he comes in from
the field at the end of the
day’s work, but help him
if you can. If you can’t
do that, chat with him in
a sincere and easy manner
about his hobby. How do
you know what it is?
Nine times out of ten it’s written
all over the farm—neatness, cows,
machinery, oats. Many times the
farmer is a highly educated man.
Get his background just as soon
as possible and play up to it.

“One thing I always do is to
have the latest farm market re-
ports with me. I get them every
morning over my radio before I
start out.

“‘By the way, I just heard over
the radio that hogs are quoted
$13.25 and $13.40 on the Chicago
board,” I casually remark. This
always leads to a discussion of the
best time to sell and the impor-
tance of getting the market prices
at once — not twenty-four hours
later.

“There are times when ingenuous
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THERE are approximately
6,500,000 farms in the
United States. Less than
15 per cent of these are
equipped with good radio
sets. Estimates as to the
purchasing power of this
market for radio apparatus
vary, but it is safe to as-
sume that at least 75 mil-
lion dollars found their way

into radio dealers’ pockets
from this source alone dur-

ing the 1925-26 season.

A market of such won-

derful possibilities and
proven worth should be
intensely cultivated. In this

article one who has done
that very thing gives us the
secrets of his success.

methods must be employed with the
farmer. Not in closing the sale, but
in getting permission to leave a set
for a few days. ‘I know you do not
intend to buy, Mr. Brown, but won’t
you let me leave this set here so that
I may enter this on my report to
the factory as another demonstra-
tion? You see, I am supposed to
turn in so many demonstrations a
week and I need just this one more
to make my quota.’

“Applesauce, of course, but the
point is that once you get a set in
the farmer’s home it is quite likely to
stay there and this little appeal gives
me a good reason for leaving it and
makes the prospect feel that there
is no obligation involved.

“My experience of the last two sea~
sons convinces me that the farmer
must be sold on the farm. A fancy
radio store means little to him but
if you are a ‘purty good feller,” whom
he has learned to know and to trust,
you can get a set in his home on

trial, and provided you let him make
up his own mind, your chances of
closing are most excellent.”

Routes His Calls

Brinser divides his territory into
six routes. “You must be systematic
when covering farming territory,” he
declared, “or transportation expenses
and wasted time factor will eat up
all your profits.”

These routes are covered once a
month. His call list includes prac-
tically every farmer as well as own-
ers of sets.

“Even though a farmer can’t af-
ford to buy he will feel offended if
you pass him up, so I say ‘Hello’ to
them all.”

It takes Brinser approximately
four days to cover each route in his
present field. He is able to make
contact with about 240 users or pros-
pective users a month.

“] always take along some acces-
sory to show my customers,” he went

farmer.

price.
plan.

Madison Lake

Radio Means Momney to You

A radio set is a money-saving
farm implement

Get more out of your land, stock, and
poultry by means of Radio.
there are many market reports, prices and
lectures that are most important for the

W e can furnish radios for almost any
Inquire about our easy payment

Minnesota Radio Laboratory
Phone No. 7

Every day

Minnesota

RADIO RETAILING, A McGraw-Hill Publication

on. “One month it was a miniature |
loud speaker, another time, a pair
of headphones. I don’t deliberately
try to sell these devices but I show
them and operate them and let the
sale take care of itself. I think the
average farmer, even if he were
burning up tc buy something, would
say ‘No’ if pressed too hard.”

To meet the farmer in his own
backyard and to understand him is
the first essential. Brinser has
acquired that ability. But he is too
much of a hustler to lose sight of
opportunities for general publicity
and “mass selling” activities. Here
is a résumé of some of the more out-
standing promotional “stunts’” which
he has found particularly effective:

1. Was local master of ceremonies
at radio cooking lectures broadcast
by WCCO last winter. Here's the
idea—the high school class in do-
mestic science was excused every day
at 10 a.m. to go to Brinser’s store
and listen to the cooking instructions
from Minneapolis. At the last meet-
ing, each girl submitted a cake.
Prizes were awarded for the best
three. Light refreshments were
served to the girls, their mothers and
any other ladies who desired to at-
tend. Brinser thus became part of
the community. Helped the women
folks with their cooking. Personal-
ity stuff. Showmanship as shrewd
as was ever found on Broadway.

2. Runs the “Dial Twister” column
in two local newspapers.

3. Advertises every week during
eight months of the season. His
copy stresses—“What radio will do
for the farmer.”

4. Subscribes to Radio Retailing
and the Department of Commerce
radio bulletins. Xeeps fully posted
on new developments and passes the
information along to his customers.

5. Arranges ‘“Telephone Line” and
“Cow Testing” parties among the
farmers. Furnishes the ice cream
and radio music.

6. Works in closest harmony with
the local garage man. “We exchange
prospect tips and credit informa-
tion,” he states.

Brinser sells radio to the farmer
as a necessity; not as the little box
that changes electric waves into
sound waves. He concluded—*“Gain
the farmer’s confidence, show him the
dollar-and-cents value a set will be
to him along with its entertainment
features, let him play with the set
for a few days,—and the sale’s

_ yours.”




On the following pages—

Radio Receiving Sets
of 1926-27

Ly

ACH year, just prior to the opening

of the Fall radio buying season,
Radio Retailing plans to present to the
trade as complete a picture of manufac-
turers’ lines as it is possible to obtain, so
that dealers, jobbers and manufacturers
may be fully informed as to the various
lines on the market for the Fall.

This service, inaugurated last year, met
with instantaneous approval, and on the
following pages will be found manu-
facturers’ lines for the ensuing season,
one or two models in each line being
illustrated according to price range, fol-

lowed by complete specifications of each
manufacturer’s entire line.

Specifications of radio apparatus is a
monthly feature of Radio Retailing. In
the issues to come, look for this informa-
tion concerning loud speakers, batteries
and battery eliminators, batteryless re-
ceivers, phono-radio combinations, cab-
inets, circuit units, and many other radio
parts and accessories.

Supplementary illustrations and speci-
fications of sets received too late for in-
corporation in this listing will appear in
the August number.

Radio Retailing, July, 1926
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Radio Receiving Sets Manufacturers

Table Type, $38 to $85

————m . B

Diamond T Radio Mfrs., $49.50

Automatic Radio Mfg. Co., $45

Keystone Radio Labs., $55

Amrad Corp., $60

Rhason Mfg. Co., $65

378

Indiana Mfg. & Electric Co., $75

Beacon Radio Mfg. Co., $75 Neutrowound Radio Mfg. Co., $85
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T Are Marketing for the Season 1926-27

Table Type, $90 to $450

Roth-Downs Mfg. Co., $100

A. C. Electric Mfg. Co., $135

=

Air-way Electric Appliance Corp., Distantone Radios, Inc., $150
* bt 4

$137.50

Advance Radio Research Lab.,
$140

Machen Mfg. & Distribution
Co., F. E., $180

Andrea, Inc., F. A. D., $300

\ Ferguson, J. B., $226 Golden-Leuts, Inc., $450
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Radio Receiving Sets, 1926-27 (continued)

Console Type, $89.50 to $190

Gormac ﬁlle;lric Co., Farmers Wireless Telephone

Co., 8115

A. C. Electrical Mfg. International Radio
Co., $139 Corp., $160

Reichmann Company, $185 Simplex Radio Co., $185 International Radio Corp., $190
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Radio Receiving Sets, 1926-27 (continued)

Console Type, $195 to $610

Simplex Radio Co., $195 Federal Radio Corp., $200 Stromberg-Carlson, $225

MacLaren Mfg. Co., $300

Corp., $400 ° Golden-L Inec., $610
Rodgers Radio Corp., $395 orp., $400 olden-Leutz, Inc., $
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Radio Retailing’s Complete Specifications

Equipped] Operates
Style of Type | No. of Total to on
Name and Address Trade Nawme and List Type [Cabinet and is| No. |Stages|Stages| of Tun- | Dimensions | Weight, Use Antenna
of Manufacturer Rlodel Number Price of Loud-Spcaker of 0 ol AF. ing in Inches in 3or and
Circuit Built In Tubes| R.F. | AF. | (See | Dials Pounds | 5-Volt | Ground
Note) Tubes | or Loop
Blair Radio Labs. Standish $50.00 TRF Console, yes 6 2 3 R 3 33x38x16 60 5 Both
368 6th Ave, N. Y. Blair Radio-11 75.00 TRF Table, no 6 2 3 R 3 22x14x12 12 5 Both
I’Elegante 75.00 TRF Console, yes 6 2 3 R 3 36x25x17 80 5 Both
A-C Elec’'l Mfg. Co. A-C Dayton X1L.-20 56.00 TRF Table, no 5 2 2 Tr 3 17x10x114 24 Both Both
Dayton, Ohio 25 79.00 TRF Table, no 5 2 2 Tr 2 21x8x8} 25 Both Botn
30 135.00 TRF Table, no 6 2 2 Tr 2 24%x|2§x12% 50 Both Both
25 139.00 TRF Console, yes 5 2 2 Tr 2 24;x44,x|4} 102 Both Both
30 210,00 TRF Congole, yes 6 2 2 Tr 2 37ix41x17 170 Both Both
30 255.00 TRF Console, yes [ 2 2 Tr 2 404x413x18% 181 Both Both
Adroit Tool Co., Inc. Adrola R-5-P 60.00 TRF Tahle, no 5 2 2 Tr 3 9x21x9 22 5 A&G
14 Front St., N. Y. R-5-8 75.00 TRF Speaker, no 5 2 2 Tr 3 9%x30x9 30 5 A&G
R-5-C 125.00 TRF Console, no 5 2 2 T 3 42x23x17 65 5 A&G
Advance Radio Research |Advance H.F-3, short wave| 72.00 Table, no 3 2 Tr 2 8x9x20 13 5 A&G
Lab., 254 W_ 18th St., N.Y. Advance TR-5 39.50 TRF Table, no 5 2 2 Tr 3 8x9x20 1 5 A&G
Advance Neutro R-5 100.00 TRF Table, no 5 2 2 Tr 2 8x8x25 144 5 A& G
Advance Super Power 7-B | 140.00 TRF Table, no 7 4 2 Tr 2 9x12x20 20 5 Loop
Advance Supcr Power 8-A | 185.00 TRF Table, no 7 4 2 Tr 2 T1dx133x31 32 5 Loop
Advance Super 8 225.00 TRF* Table, no 8 5 2 Tr 2 8x11x27 24 5 Loop
Aerodyn Co. Aerodyn 38 75 TRF Table, ves 5 2 2 Tr 3 163x9} x84 1A 5 A&G
1780 Broadway, N. Y.
Air-Way Electric Appliance Air-Way 61 98.50 TRF Table, no 6 1 4 R 2 29%x114x15 42 Either A&G
Corp., Toledo, Ohio Air-Way 62 137.00 TRF |Consolette, yes 6 1 4 IR 2 29ix14x15 56 Either A&G
American Apparatus Co. Amaco 1s-6 150. 00 RF Portable 6 3 2 Tr ] 7x14x17 15 Botn Loop
Riehmond, Ind. Amaco E-6-B 150.00 RF Consolette 6 3 2 Tr 1 Ix14x17 15 RBoth Loop
American Bosch Magneto Information not ready folr rel case.
Corp., Springficld, Mass.
American Radio Mfg., Co. American Beauty 55.00 TRF Table, no 5 2 2 Tr 3 9x21x10 5 Both A& G
Kansas City, AMo.
American Specialty Co. Republic-30 59.50 TRF Table, no 5 2 2 Tr 3 10x22 27 5 A&G
Bridgeport, Conn
Amrad Corp. Amrad 8-522 60.00 | Neut ‘Table, no 5 2 2 Tr 3 27x9x113 5 A& G
Medford Hillside, Mass.
Andrea, Inc., F. A. D. Neutro-Junior-195-A 40.00 | Neut Table, no 3 1 2 Tr 2 164x7x9 9 Both A&G
1581 jerome Ave.,, N. Y. One-Sixty-160-A 60.00 | Neut Table, no 4 2 2 Tr 3 19x8x8 16 5 A&G
Neutrolette 192A 85.00 Neut Table, no 5 2 2 Tr 3 22x10x13 17 Both A&G
Neutroceiver-175-A 125.00 | Nuet Table, no 5 2 2 Tr 3 26x12x17 26 Both A &G
Fada-6-460-A 150.00 Nuet Table, no 6 3 2 Tr 2 24x11x14 40 5 A &G
Neutroceiver-175-AL, 175.00 | Neut Table, no 5 2 2 Tr 3 26x12x17 28 Both A& G
Neutrola-185-A 175.00 [ Neut Table, no 5 2 2 Tr 3 26x21x17 40 Both A &G
Neutroceiver-175-90A 175.00 | Neut Console, no 5 2 2 Tr 3 27x42x18 56 Both A&G
Neutrola-Grand-185-90-A | 2. .00 | Neut Console, no 5 2 2 Tr 3 27x51x18 70 Both A &G
Davenport SF-10-70 22..00 | Neut Congole, no 5 2 2 Tr 3 49x33x18 100 Both A&G
Beethoven 8F-20-70 250.00 | Neut Console, no 5 2 2 Tr 3 50x46x17 150 Both A &G
Console SF-40-70 275.00 | Neut Console, nd 5 2 2 Tr 3 36x41x19 150 Both A&G
Queen Anne SF-30-70 300.00 { Neut Desgk 5 2 2 Tr 3 38x42x23 150 Both A &G
Fada-8-480-A 300.00 Neut Tuble, no 8 4 3 Tr 2 32x14x17 80 5 Both
Fada-8-SF-50-80 400.00 | Neut Console, no 8 4 3 Tr 2 32x53x18 150 5 Both
Anylite Elec. Co. King Cole 4 65.00 TREF Table, no 4 1 3 Ty, 1 2 22x11x10 5 A&G
Ft. Wayne, Ind. 5 80.00 TRF Table, no 5 I 3 (Tr.I},1 2 22x11x10 Both A&G
6 100.00 TRF Table, no 6 4 |Tr,R,1 2 Both A&G
7 150.00 TRF Table, no 8 4 |Tr,R,I 1 Both A&G
Arrow Radio Labs., Inc. Arrow D-14 60.00 RF Takle, no 4 I 2 Tr 2 22x11x13 5 A&G
Chicago, HI. D-15 70.00 RF Table, no 4 1 2 Tr 2 24x12x13 Bothand! A & G
C-15 110,00 RF Console, ves 4 1 2 Tr 2 47x26x16 power A&G
F-16 150.00 RF Table, yes 6 2 3 R i 28x12x16 5 A&G
Atlas-Colonial Corp. Information not ready folr release
Long Island City, g] Y.
Atwater Kent Mfg. Co. Maodel-20 60.00 TRF Table, no 5 2 2 Tr 3 65x193x6% 1} 5 A&G
Philadelphia, Pa. 35 70.00 TRF Table, no 6 2 2 Tr ! 8ix174x54 12 5 A&G
30 85.00 TRF Table, no 6 2 2 Tr I 6 x19%x61 123 5 A&G
32 140.00 TRF Table, no 0 3 2 Tr 1 73x231x6% 151 5 A &G
Audiola Radio Co. Midget 10.00 Tabtle, no I 1 S5ix74x43 3 11 A &G
Chicago, 111 Sealed Five 60.00 TRF Table, no 5 2 2 Tr 3 11x203x93 30 5 A&G
527 T 70.00 TRF Table, no 5 2 2 Tr 2 11x204x93 35 5 A&G
Big Six 90.00 TRF Table, no 6 2 1*x) Tr 3 124x231x91 41 5 A&G
627 T 100.00 TRF Table, no 6 2 1**  Tr 2 13x27x10} 43 5 A&G
527 Console 120.00 TRI® | Console, ves 5 2 Tr 2 144x294x41 98 5 A&G
627 Console 185.00 | TRF | Console, ves [ 2 1#%  Tr 2 T6ix34x42 145 5 A &G
**And Push-Pull Raby Grand 250.00 TRF Console, ves 6 2 I**  Tr 2 32x314x40 170 5 A &G
Automatic Radio Mfg. Co., ARC 35.75 TRF Table 5 2 2 Tr 3 5 A &G
Inc., Boston, Mass. ARC 37.50 TRF Table 6 2 2 Tr 3 5 A&G
Blue Bird 42.50 TRF Table 5 2 2 Tr 3 5 A&G
Blue Bird 45.00 TRF Table 5 2 2 Tr 3 5 A&G
Blue Bird 50.00 TRF Table 5 2 2 Th 3 5 A &G
Blue Bird 57.50 TRF Table 5 2 2 Tr 3 5 A &G
Baker-Smith Co., Inc. Information not ready folr release.
San Francisco, Cal.
Ball Sq. Radio Co. Baird BD-5 80.00 | TRF Table, no 5 1 3 R 2 9x26 12 5 A &G
Somerville, Mass.
Barty Radio Company Standard 35.00 TRF Table, no 5 2 2 Tr 3 20x9x8 15 Both A &G
66-68 Jamaica Ave. DeLuxe 37.50 TRF Table, no 5 2 2 Tr 3 20x16x9! 19 Both A&G
Astoria, L. 1. Semi-Console 75.00 TRF | Console, ves 5 2 2 Tr 3 23x16x16 35 Both A&G
. Standard Console 100. 00 TRFE | Console, ves 5 2 2 Tr 3 33x42x15% 105 Both A &G
DeLuxe Console 110.00 TRF | Console, yes 5 .2 2 Tr 3 27)x46x14 90 Both A&G
Bechaud Raio Labs. Big Five 120.00 | TRF & | Table, no 5 1 3 R 2 32 5 A&G
Fond du Laec, Wis. Regn.
Ben Radio Corp. Ren A-3 59.00 [ TRF | Table, no | 5 2 2 | Tr 3 20x10 30 5 A&G
Freeport, L. 1. Petite 50.00 TRF Table. no 5 2 2 Tr 3 17x5%5% 20 5 A&G
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of Receiving Sets for the Season 1926-27

Equipped| Operatee
Style of : Type | No. of Total to on
Name and Address Trade Name and List Type |Cabinet and is| No. |Stages|Stages| of un- | Dimensions | Weight Use Antenna
of Manufacturer Model Number Price of Loud-Speaker| of of 0 AF. ing in Inches in 3 or an
Circuit Built In Tubes| R.F. | A.F. | (See | Dials Pounds | 5-Volt | Ground
Note) Tubes | or Loop

Bosworth Electric Mfg. Co. Bosworth B-2 $115.00 TRF Table, no 5 2 2 Tr 2 21x13}x9} 25 5 B A&G

Norwood, Cincinnati Bosworth B-1 155. 00 TRF Table, no 5 2 2 Tr 3 30x124x13 40 5 A &G
Bosworth B-3 155.00 TRF Tahle, no 6 3 2 Tr 2 265x12}x84 30 5" A&G
Note—Model B-1 has inte[rchangeable coils: coil set [No. | co|versfrom| 200-562 nieter|s; Set [No. 2, |160~28|5 mete|rs; Set [No. 3, 50~142| meters.

Bremer-Tully Mfg. Co. Counterphase 165.00 Table, no 6 3 2 Tr 2 34x11x15 5 A&G
Chicago, 111

Brown Radio Mfg. Co. Thorobred B-77 100.00 TRF Table, no 5 2 2 Tr 3 224x13x10 40 5 A&G
Kingston, Pa. Thorobred B-88 130. 00 TRF Table, no 6 2 3 Tr 3 28x13x10 46 5 A&G

Thorobred B-66 225.00 TRF | Console, no 6 2 3 Tr 3 41x32 104 5 A&G

Browning Drake Corp. 5R 95.00 | Regen. Table, no 5 1 3 R 2 10x11x24 20 Both A&G
Brighton, Mass. R.F. '

Bruno Radio Corp. 999 35.00 | Regen. Table, yes 3 2 I 2 18x8 5 A &G
23d St. and 40th Ave. Diamond 60.00 | Regen. Table, yes 5 I 3 I 2 34x8 5 A&G
Long Island City Oriole 150.00 | Regen. Table, yes 5 1 3 I 2 76x20 5 Both

Nightingale 175.00 | Regen. Table, yes 5 ! 3 1 2 36x14x30 5 Both

Buckeye Electric Mfgrs. Aristocrat-200 100.00 TRF Table, no 5 2 2 T 3 27x11x9 5 Both

Gladwin, Michigan Aristocrat-300 125.00 TRF Table, ves 6 2 3 R 3 30x14x12 5 Both
Aristocrat-400 150.00 TRF Table, yes 7 2 4 R 3 32x24x12 5 Both

Caladyne Radio Co. Caladyne Junior 50.00 TRF Table, no 5 2 1 Tr 3 8x30 28 5 A&G
San Franeisco, Cal.

California Radio Corp. Aztec 75.00 TRF Table, no 5 3 2 Tr 3 31x10x8 22 5 A&G
Redwood City, Cal.

Cardinola Radio Corp. Cardinola 1-N 60.00 | TRF Table, no 5 2 2 R 1 33x13x20 40 5 Antenna
Indianapolis, Ind. Cardinola 2-N 90.00 | TRF Consolette 5 2 2 R 1 5 only
Champion Radio Co. Monarch C-5 38.00 TRF Table, no 5 1 2 |Tr&R, 2 74x81x18 30 5 A&G
1270 Ontario St. hampion B-5 39.50 | TRF Table, no 5 2 2 Tr 3 84x94x21} 30 5 A&G
Cleveland O. Champion B-6 49.50 TRF Table, no 5 2 2 [Tr&R 3 8ix94x214 30 5 A&G

Chelsea Radio Co. Bearcat 26.00 | 3 ckt. Table, no 3 2 Tr 1 11x7x8 5 Both A&G
Chelsea, Mass. Superfive 50.00 TRF Table, no 5 2 2 Tr 3 20x9x8 8 5 A &G

Supersix 60.00 | TRF Table, no 6 2 3 3 20x9x8 8 5 A &G
Ambassador 95.00 | TRF & Table, no 7 3 3 2 26x11x9 15 5 Both
Regen.
Cleartone Radio Co. Information not ready for |release,
Cincinnati, O.

Crescent Radio Mfg. Co. Crescentyne C-5 75.00 TRF Table, no 5 2 2 Tr 2 7x21 28 Both A&G
1026-2nd Ave., South, Crescentyne C-6 80.00 TRF Table, no 6 2 3 Tr 2 7x21 30 Both A &G
Minneapolis, Minn, Crescentyne E-5- 90.00 | TRF Table, no 5 2 2 Tr 2 7x21 30 Both A&G

Crescentyne E-¢ 95.00 TRF Taole, no 6 2 3 Tr 2 7x21 32 Both A&G

Crosley Radio Corp. Information not ready for| release.

Cineinnati, O,

Day-Fan Electric Co. Day-Fan 5 TRF Table, no 5 2 2 Tr ! 22x104x10% 5 A&G

Dayton, O. Day-Fan 6 TRF Table, no 6 3 3 Tr I 22x104x10} 5 A &G
Day-Fan 7 TRF Table, no 7 3 3 |Tr&R ! 22x104x10% 5 A&G
Dayecraft TRF Table, yes 5 2 2 Tr ! 30§x|2§xl4§ 5 A&G
Daycraft TRF Table, yes 6 3 3 Tr 1 30 leQxHi 5 A &G
Daycraft TRF Table, yes 7 3 3 |Tr&R 1 303x124xi4 5 A&G
Daygrand TRF | Console, yes 7 3 3 [Tr&R | 38x39x18 5 A&G
Daytonia TRF | Console, ves 7 3 3 |Tr&R ! 423x404x18 5 A&G

DeForest Radio Co. Information not ready for |release.

Jersey City, N. J.

Diamond T Radio Mfrs. Super Special 49.50 t TRF Console, yes 5 2 2 Tr 3 9%x9x 26 30 5 A&G
526 N. Niles Ave., De Luxe 68. 50 TRF Console, ves & 2 3 Tr 3 9x10x26 35 5 A&G
South Bend, Ind. Baby Grand 89. 50 TRF Console, yes 6 2 3 Tr 3 37x30x16 65 5 A&G

Distantone Radios, Inc. A 37.50 | TRF 5 2 2 Tr 3 16 A&G
Earle Ave, B 47.50 | TRF 5 2 2 Tr 3 A &G
Lynbrook, N. Y. BE 60.00 TRF 5 2 2 Tr 2 31 A&G

C 75.00 TRF 5 2 2 Tr | 21 A &G

F 115.00 TRF 6 2 2 Tr | 22 A %G

D 150.00 | TRF 6 2 2 Tr 1 19 A &G
Batteryless 6 2 3 [R&Tr 20

Diva Radio Corp. Diva-3 35.00 TRF Table, no 5 2 2 Tr 3 181x9x9 20 5 A&G
294 E. 137th St. Diva-2 45.00 | TRF Table, no 5 2 2 Tr 2 194x104x9 20 5 A&G
New York Diva-1 65.00 | TRF Table, no [ 3 2 Tr i 263x114x10 20 5 A&G

Dixie Radio Corp. Dixie-11 250.00 | TRF Table, no 5 2 2 Tr 3 32x18 55 Both A &G
Cameron, Mo. ixie-7 285.00 | TRF Table, yves 5 2 2 Tr .3 44x18 65 Both A&G

Note—Both operate from (100 to 12|0 volt, 60| cycle, supply | eliminlating |A, B, [C batt|eries.

Dotson-Hiebert Co. Dotson B-6 90.00 [ TRF Table, no 6 2 3 R 3 . 24x8x11 30 5 A &G
4345 France Ave., So., Minn. Dotgon C-6 115.00 TRF | Console, yes 6 2 3 R 3 24x11x9 35 5 A&G

Dungan-Sternfield Radio Red Band 60. 00 TRF Table, no 5 2 2 Tr 3 7x18x10 20 5 A&G
Sales, Chipago, Tl

Dunn Mfg. Co., Clarinda, Ia. Dunsonola 50.00 TRF Table, yes 5 2 2 Tr | 20 5 A &G

Electrical Products Mfg. Co. Dymac Somerlog 175.00 Bal. Table, no 6 3 2 Tr 2 28x15x19 29 5 A&G
Providence, R. 1. Bridge

Eling Co., R. W. Ravmond R-18 45.00 | TRF Table, no 5 2 2 Tr 3 7x18x8 18 5 A &G
Chicago, 1.

Empire Electric Mfg. Co. Empire-5 57.50 | TRF Table, no 5 2 2 Tr 3 7x18 5 A&G
25 Juneau Ave. Fmpire-58 75.00 TRF Table, no 5 2 2 Tr 3 29x9x13 5 A&G
Milwaukee, Wis, 5C Console 90.00 | TRF Table, ne 5 2 2 Tr 3 31x13x39 5 A &G

E. & N. Froducts Co. Sovereign Model 163 125.00 | TRF Table, no 5 2 2 Tr 2 26x14x14 30 AC.

1744 Ogden Ave. Sovereign Model 169 160.00 | TRF Console 5 2 2 Tr 2 37x55x16 35 AC.
Chicago, Il Sovereign Model 214 160.00 | TRF Table, no 7 3 3 R 2 30x16x16 35 AC.
Sovereign Model 238 225.00 TRF Console 7 3 3 R | 2 37x55x16 60 AC.
Note—Sets complete with [tuoes realdy to opelrate directly o|ff hous|e curre|nt, elilminatilng all |batteries.
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Radio Retailing’s Complete Specifications of

Equipped|Operates -
Style of Type | No. of Total to on
Name and Address Trade Name and List Type |Cabinet and is| No. (Stages|Stages| of un- | Dimensions | Weight Use Antenna
of Manufacturer Model Number Price of Loud-Speaker of [} of AF. ing in Inches in 3or and
Circuit Built In Tubes| R.F. | AF. | (See | Dials Pounds | 5-Volt | Ground
Note) Tubes | or Loop
Essex Mfg. Co. Knight Super Six $100.00 TRF Table, no 6 2 3 1-Tr 2 45 5 A&G =
Newark, N. J. 2-R
Farmer’s Wireless Aurodyne 50.00 TRF Table, no 5 2 2 Tr 3 22x9x9 18 Both Both
Telephone Co. Aurodyne 70.00 TRF Taole, no 5 2 2 Tr 3 22x9x9 18 Both Both
157 Chambers St., N.Y. Aurodyne 95.00 TRF Conscle, yes 5 2 2 Tr 3 24x10x9 27 Both Both
Aurodyne 110.00 TRF [ Console, ves 5 2 2 Tr 3 24x10x9 27 Both Both
Aurodyne 55.00 |}
Aurodyne 75.00 [ } As abo|ve but with U [X-120 |or UX-[I12 at |the las|tstage.] Phonograph| panels
Aurodyne 40.00
Aurodyne 55.00 TRF Table, no 6 2 3 R 3 24x10x9 17 5 Both
Aurodyre 75.00 TRF Table, no 6 2 3 R 3 24x10x9 17 5 Both
Aurodyne 95.00 TRF | Console, yes 6 2 3 R 3 24x10x9 17 5 Btoh
Aurodyne 115.00 TRF | Consvle, yes 6 2 3 R 3 24x10x9 17 5 Both
Federal Radio Corp. Ortho-Sonic A-10 75.00 TRF Taole, no 5 2 2 Tr 3 24x11x12 65 Either | A & G
Buffalo, N. Y. - 250.00 TRF Console, yes 5 2 2 Tr 3 35x43x21 130 Either A& G
C-20 250.00 TRF Table, no 7 4 3 Tr 2 36x16x18 100 Either Loop
C-30 300.00 TRF Table, yes 7 4 3 Tr 2 36x23x18 17 Either Loop
C-35 400.00 TRI® | Congole, yes 7 4 3 Tr 2 27x54x17 180 Eitner Loop
Federal Tel. Co. of Calif. Kolster 6D 85.00 Table, nn 6 3 2 Tr 1 03x184xi13 24 5 A&G
1077 Woolworth Bldg., N. Y. Kolster 6E 125.00 | Kolster | Console, yes 6 3 2 Tr i 32;x 18ix11} 48 5 A&G
Kolster 8A 175.00 | Split Table, no 8 4 3 Tr | 12§x278x14% 63 5 Both
Kolster 8B 275.00 | Circuit | Semi-con., yes 8 4 3 Tr 1 41 %x30xl 5% 85 5 Both
Kolster 8C 375.00 Console, yea 8 4 3 Tr i 481x334x18 126 5 Both
Ferg 1son, Inc Model-10 110.00 TRF Table, no 6 2 3 R 1 25x15§x19 40 5 A&G
225 W_ 57th bt N. Y. 6 180. 00 TRF Table, no 6 2 3 Tr 2 33ix135x103 37 5 A &G
8 226.00 TRF Table, no 6 2 3 Tr 1 44x16%x20 87 5 A&G
6 290.00 TRF Console 6 2 3 Tr 2 5 A &G
8 348.00 TRF Console 6 2 3 Tr 1 5 A&G
Francrone, Inc Francrone Electric F-1 150.00 Table, ro 5 2 2 2 24x8x10 32 5 A or
297 Fulton St Bklyr. Loop
Franklin Radio Co. Big Five 125.00 RF Table 5 2 2 Tr 3 21x11x9 100 5 A&G
529 So. Franklin St. Cheltenham 150.00 RF Console 5 2 2 Tr 3 41x30x15 130 3 A&G
Chicago, Il Portaole 180.00 RF Portabie 5 2 2 Tr 3 19x9x15 39 3 A&G
. Consolette 180.00 RF Table, yes 6 2 3 R 1 36x11xi4) 145 5 A& G
Note—Prices include all e|cuipment, batteries, tubes, [speakers,| ete., in a|ddition to recejiving s|ets.
Freed-Eisemann Radio Information not ready fol|r release
Corp., Brooklyn, N. Y.
Freshman Co., Inc., Chas. 6-F-6 38.50 [ TRF Table, no 5 2 2 Tr 3 10x20x 11 16 5 A &G
240-248 W. 40th bt N.Y. 6-1"-7 42.59 TRF Table, no 5 2 2 Tr 3 10x20x12 18 5 A&G
6-F-5 57.50 TRF Tabvle, yes 5 2 2 Tr 3 9%x30x 10 282 5 A&G
Receiver of Franklin Cons|ole Model 69.50 TRF Table, yes 5 2 2 Tre 3 12x31x13 4] 5 A&G
6-F-3 69.50 TRF Console, yes 5 2 2 Te 3 36x31x13 43 5 A&G
6-F-4 71.50 TRE | Console, yes 5 2 2 Tr 3 36x31x13 43 5 A&G
6-F-1 99.50 TRF Console, yes 5 2 2 Tr 3 43x22x 16 66 5 A&G
6-F-2 106.50 TRF | Console, yes 5 2 2 Te 3 43x22x16 66 5 A&G
Garod Corp. Garod EA 275.00 | Neut. Table, no 5 2 2 I 3 | 414x364x153| 105 CX-112 Both
Belleviile, N. Y. CX-299
CX-310
Garod Neut. 7 4 2 I | 201-A None
C CX-310
Note—Both operates on 1]10v-60 cycle house current.
Goerdes Company, Fred W. Dolores De Luxe 125.00 TRF Plate Glass 6 2 3 Tr 3 30xi1 27 5 A &G
Newark, N. J.
Gold Medal Radio Corp. Gold Medal-5-60 25.00 TRF Table, no 5 2 2 Te 3 7x18x7 17 5 A&G
Bronx, Y. Gold Medal De Luxe 40.00 TRF Table, ro 5 2 2 Tr 2 10x20x14 22 5 A&G
Golden-Leutz Inc. Admiralty Stand. PL-10-6 | 125.00 | Special Table, no 6 2 3 Tr&l 2 20x1ix10 28 5 A&G
Sixth & Washington Aves. Iimperial Standard PL-10-6{ 185.00 Special Taole, no 6 2 3 |Tr&l 2 31x20x12 38 5 A&G
Loog Island City Admiralty PL-10-6-JR. 210.00 | Special Table, no 6 2 3 |Tr&l 2 21x11x10 30 5 A &G
Imperial PL-10-6-JR 270.00 | Special Table, no 6 2 3 |Tr&l 2 31x20x12 38 5 A&G
Imperial Standard PL-10-6] 275.00 | Special Console 6 2 3 |Tr&l 2 36x12x55 105 5 A &G
Admiralty PL-10-6-SR 280.00 | Special Table, no 6 2 3 Tr&l 2 32x1xI10 40 5 A&G
Admira:,ty Super-8 350.00 | Special Table, no 7 2 4 |ir&R 2 32x11xi0 40 5 A&G
Imperial PJ.-10-6-SE 309.00 | Special Table, no 6 2 3 (&l 2 40x18x45 80 5 A&G
Imperial PL-10-6-JR 400.00 | Special Console 6 2 3 {Ir&l 2 36x12x55 110 5 A &G
Imperial Super-8 460.00 | Special Table, no 7 2 4 |Ir&R 2 40x20x12 80 5 A&G
Imperial PL-10-6-SR 500.00 | Special | Table Console 6 2 3 [le&I 2 30x18x45 110 5 A& G
Imperial PL-10-6-SR 520.00 | Special Copsole 6 2 3 |Ie&l 2 36x18x65 140 5 A&G
Imperial Super-8 570.00 | Special | Table Console 7 2 4 |Ir & R 2 40x 18x45 1o 5 A&G
Imperial Super-8 610.00 | Special Console 7 2 4 |Ir& R 2 36x18x65 140 5 A&G
Universal Transoceanic 990.00 | Special | Metal Cont. 9 4 4 [Tr&l -5 74x16x12 220 5 Both
Gormac Electric Co. Gormac G-2 40.00 TRF Table, no 5 2 2 Tr 3 9x |8x8; 174 Both A& G
311 W. 59th 8t., N.Y. Gormac G 45.00 TRF Table, no 5 2 2 Tr 3 9x18x81{ 174 Both A&G
Gormac Air Pilot 55.00 TRF Table. no 5 2 2 Tr 3 9x20x9 19 Both A &G
Gormac Highhoy 115.00 TRF Console, yes 5 2 2 Tr 3 48x24x 143 90 Both A&G
Grebe & Co., Inc. Synchrophase Type MU-1! 155.00 TRF Console 5 2 2 Tr 1-2-3 23ix14 22 Both Both
109 W. 57th St., N Y CR-18 100.00 | Reger. Table, no 2 1 Tr 2 17x7 17 Both A&G
Short wave receiver 10 to [200 mete|rs.
Grimes Inc., David Informatior rot ready fo|r release.
New York
Guthrie Co., inc. Nightingale-5 35.00 TRF Console, no 5 2 2 Tr 3 7x21x9% 20 Both A&G .
Grafton, Ohio 6 40.00 TRF Console, po 6 2 3 Tr 3 7x21x9% 20 Both A&G
5-50 50.00 TRF Table, no 5 2 2 Tr 3 9x224x 11 22 Both A& G
6-60 60.00 TRF Table, ro 6 2 3 Tr 3 9x224x 11 22 Both A &G
Halldorson Co. Halldorson RF-500 75.00 TRF Table, no 5 2 2 Tr 3 8x9x22 17 A&G
Chicago, Ill. .
Harold Herbert, Inc. Harold Herhert 39 39.50 | TRF Table, no 5 2 2 Tr 3 31x10x13 30 Both A&G
Long Island City Harold Herbert 59 59.50 TRF Table, yes 5 2 2 Tr 3 31x10x13 30 Both A&G
Hartman Elec., Mfg. Co. Hartman Compact 100.00 TRF Table, no 6 3 2 Tr ] 16x85x5 11 Both A&G
Mansfield, Ohio Hartman Junior gnght 135.00 | TRF Console, no 6 3 2 Tr ! 18x40x12 40 Both A&G
Hartman Upright 165.00 { TRF | Console, yes 6 3 2 Tr 1 28x44x14 60 Both A&G
Hartman Sharitan 180.00 TRF Console, yes 6 3 2 Tr | 28x42x14 65 Both A& G
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Receiving Sets for the Season 1926-27 (continued)

Equipped| Operates
Style of Type | No. of Total to on
Name and Address Trade Name and List Type |Cabinet and is] No. |Stages|Stages| of Tun- | Dimensions | Weight Use Antenna
of Manufacturer Model Number Price of Loud-Speaker of of [} AF ing in Inches in 3 or and
Circuit Built In Tubes|{ R.F. [ AF. | (See | Dials Pounds | 5-Volt | Ground
Note) Tubes | or Loop

Hearwell Electric Co. Forbes Short-Wave $15.00 1 ! 12x8x7 5 3 3 strand

53 Devonshire St. Note loop covers Wave Ban|d from 50| to 200 m|eters, by using |a spea1 al atta|chmen [t cover|s from |10 to 50 meterfs Loop
Boston, Mass. 3.75 | 2ckt ery|stal receiver.

Henderson Bros. Henderson Campact 29.50 TRF Tanle, no 5 2 2 Tr 3 15x8x8 5 A&G
93 Federal Street, Boston Standard 45.00 TRF Table, no 5 2 2 Tr 3 25x9x9 5 A&G

Hunt Co., W. D. Hexadyue 125.00 RF Portable 6 3 2 ] 10x14x14 35 3 Loop
4961 Sunset Blvd. *Hexadyne 300.00 RF Console 6 3 2 1 28x42x 15 Both Loop

1.os Angeles, Calif. *Note—lncludes battery e|liminator(s, power |amplifier, cone speakler.

Herald Radio Co. Herald Dyne-6 50.00 TRF Console 6 2 3 R 2 24x40 68 5 A&G
366 W. 110th St., N. Y.

Illinois Radio Appliance Co. Emmors Premier-18 40.00 TRF Table, no 5 2 2 Tr 3 8x9x20 16 5 A &G
1426 E. 70th St. 21 60.00 TRF Table, no 5 2 2 Tr 3 94x11x24 19 5 A&G

Chicago, Il 28 75.00 TRF Table, no 5 2 2 Tr 3 9ix11x31 23 5 A&G
H-18 150. 00 TRF Console, yes 5 2 2, Tr 2 15x24x37 67 5 A& G

Illinois Radio Engineers [linois-3 80.00 TRF Table, no 3> 2 2 Tr 3 8x26 15 Both A& G
Mt. Vernon, Il

tmperial Radio Corp. Imiperial-5 55.00 TRF Table, no 5 2 2 Tr 3 20x93x11% 24 Both A& G
Grand Rapids, Mich.

Industrial Radio Service Ultra-Marvel TRF Table, no 5 2 2 Tr 2 85x20x9 5 A&G
Saginaw, Mich. Ultrola TRF Console 6 3 2 Tr 2 85x22x9 5 A&G

international Radio Corp. Rotofor- 3 69.00 TRF Table, no 5 2 2 Tr | 5 A &G
{45 Pac. Elec. Rldg. 5 89.00 TRF Table, no 5 2 2 Tr { 5 A&G

Los Angeles, Cal. 10 97.00 TRF Table, no 5 2 2 Tr | 5 A&G
5 20 110.00 TRF Table, no 5 2 2 Tr 1 5 A&C

30 150. 00 TRF |End table, yes 5 2 2 Tr { 5 A &G

41 160. 00 TRF | Upright, yes 5 2 2 Tr I 5 A &G

51 190.00 TRF Desk, yes 5 2 2 Tr 1 5 A &G

40 235.00 TRF | Highboy, yes 5 2 2 Tr 1 5 A&G

50 250.00 TRF Console, ves 5 2 2 Tr 1 5 A&G

Jones Radio Mfg., Co. Jones DeLuxe 150.00 RF Table, no S 3 2 Tr 1. 20x8x12 30 Both Loo
419 Neutaw St. Concerdyne 175.00 RF Table, no 8 4 3 Tr 2 30x9x14 50 Both Bot!

Baltimore, Md. Oriola 250. 00 RF Console 8 4 3 Tr 2 40x42x14 100 Both Both

Kehler Radio Labs. Tranadyne 110.00 TRF Table, no 5 2 2 Tr 3 10x254x1{0 25 5 A&G
90] W.1st8t., Adilene, Kan.

Kellogg Switchboard & Sup.| Information not ready fo|r release. Kenn|edy Clorp.,Clolin B|. I|nformation mn|ot availa|ble.

Co., Chiesgo, Il St. |Louis, |Mo.
Keystone Radio Co. Classic-5 50.00 TRF Table, no 5 2 2 Tr 3 2ix124x104 18 5 A&G
reenville, Penn. Classic-6 165.00 TRF | Console, yes 6 2 3 R lor3|414x324x164 150 5 A&G
Keystone Radio Labs., Inc. Keystone-| 35.00 TRF Table, no 5 2 2 Tr 3 21x9x104 17 5 A&G
154 Whiting St. 2 50.00 TRF Tabe, no 5 2 2 Tr 3 21x9x10} 18 5 A&G
Chieago, Ill. b 55.00 TRF Table, no 6 2 3 Tr 3 21x9x104 18 5 A&G
3 60.00 TRF Table, no 5 2 2 Tr 2 21x9x10% 17 5 A&G
4 60.00 TRF Table, no 6 2 3 Tr 2 21x9x103 17 5 A &G

King’s Radio Sales Co. Kings RF-5 45.00 TRF Table, no 5 2 2 Tr .3 25 Both A&G
St. Liouis, Mo. Kings RF-5 95.00 TRF | Console, yes 6 2 2 R 3 60 Both A&G

Kodel Radio Corporation Gold Star C-111 12.00 Table, no 1 1 ’ 5 A&G
Cincinnati, Gold Star C-112 20.00 TRF Table, no 2 1 5 A&G

Gold Star C-113 30.00 | TRF Table, no 3 2 12§x63x61 6 5 A&G
Unitrol Standard 5 85.00 TRF Table, no 5 2 2 Tr 1 193x11ix9% 124 5 A&G
Unitrol Big 6 115.00 TRF Table, no 6 3 2 Tr 1 233x10§x12% 183 5 A& G

Langbein-Kaufman Radio Elkay-58 80.00 RF Table, no 5 1 3 1-Tr 2 94x11x21 5 A &G

Co., 511 Chapel St, 2-R
New Haven, Conn. Elkay-6-S 125.00 Tord- Table, no 6 2 3 11x14x26 5 A&G
Elkay

Larkin Co., Inc. No.-65 120.00 TRF | Console, yes 6 2 3 I-Tr 2 45x21x40% 100 5 A &G
Buffalo, N. Y. 2-R

1.enford Inc. Lenford Speeial TRF Table, no 5 2 2 I 3 12 5 A &G
408 W, 27th 8¢, N. Y.

Lester Radio Shop Lester A.C. 22.00 | Reflex Table, nn 2 1 1 Tr 2 9x 16x9 22 5 A&G
221 West 2nd St. Lester-5 50.00 | TRF Table, no 5 2 2 Tr 3 9x24x9 32 Both A&G

Los Angeles, Cal. Lester Portable 54.00 TRF Portable 4 1 2 Tr 2 9x9x9 20 3 Loop
Yester Grand 75.00 TRF Console 6 3 2 R 3 10x20x9 40 Botn Loop
Trans. Continental 200.00 | Super Table, no 9 5 3 R 2 9x30x9 60 Both Loop
Listen-In-Co. Talking Book 5.00 | Crystal 1 6x8}
Boston, Mass. set

Machen Mfg. and Distr. w-5 180.00 | TRF Table, no 5 2 2 Tr 3 29x12x93 23 5 A&G
Co., F.E., Cedar Rapids, Ia.

MacLaren Mfg., Co.. Inc. Domin-Aire 250.00 TRF Table 5 2 2 Tr 3 39x12x15 70 5 A &G
26 Park Place, N. Y. *A and B 300.00 | TRF Console 5 2 2 Tr 3 39x15x42 85 5 A &G

*Note—This receiver oper|ates without the use of bat|teries, ta|king its p[ower supply frlom eit{her 110 volt 6|0 eycle| altern|ating current |or 110 vo|lt direct c|urrent.

Magnavox Co., Oakland, Cal.| Information not ready for| release.

Malone-Lemmon Prod., Model 31 78.50 TRF Table, no 5 1 3 R 2 ' A&G
Inc., 52 Vanderbilt Ave. SP5 95,00 TRF Table, yes 5 | 3 R 2 A&G
N. Y. C. Power Six 140.00 | TRF | Table, no 6 2 3 | R 3 Either | A & G

MR-6* 195.00 TRF Table, no 6 2 3 I&Tr 2 A&G
*Note—Designed specially |for marin|e use.

Mazda Radio Mfg. Co. Consomello Concert 85.00 RF Table, no 5 2 2 Tr 1 10x25x 113} 5 A&G
3405 Perkins Ave. Consomello Premier 175.00 RF Table, no 8 2 Tr 2 10x30x12 5 Loop
Cleveland, O. Consomello DeLuxe 235.00 RF Console, no 8 2 Tr 2 40x36x16 5 Loop

-y Consomello Royal 285.00 RF Console, yes 8 2 Tr 2 47x36x16 5 Loop

Melodee Radio Mfg. Co. Mel-o-dee Five 35.00 TRF Table, no 5 2 2 Tr 2 24x8x8 Both A&G
2627 W, Lehigh Ave. Mel-o-dee Five 90.00 TRF Console, yes 5 2 2 Tr 2 48x26x 14 Both A&G
Philadelphia, Pa. Mel-o-dee Six 125.00 TRF Console, yes 6 2 3 R 2 48x26x14 Both A&G
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Radio Retailing’s Complete Specifications of

Equipped Operatee
“Style of Type | No. of Total ‘to on
Name and Address Trade Name and List Type [Cabinet and is| No, |Stages[Stages| of Tun- | Dimensions | Weight Use Antenna
of Manufacturer Model Number Price of Loud-Speaker of of o AF. ing in Inches in 3 or and
Circuit :Built In Tubes| R.F. | AF. | (See | Dials Pounds | 5-Volt | Ground
Note) Tubes | or Loop

Melodyne Radio Co. Electric Receiver 10 $200.00%| RF Table, no 5 2 2 Tr 3 11x14x20 40 5 Either or

116 W, 65th St., N. Y. 140. 00% Without
11 300.00 | k. coup. (“onsole 6 2 3 R 1 80 5 Either or
without
11-A | 300.00 {R. coup. Console 6 3 2 R 1 80 5 Either or
Without
12 350.00 |R. coup. Console 7 3 3 R&l 2 80 5 Either or
& imped. Without
t1A.C. i1D.C. Note—All these receivers [operate flrom hous|e current, D.C.| or A [C.

Metro Electric Co. Metrodyne 88.00 TRF Table, no 5 2 2 Tr 1 5 A& G
Chicago, HI

Metropolitan Engr. Service Veriphone B-2 175.00 | Neut. Table, no 4 2 2 Tr 3 32x13x11 17 3 Ad& G
Beston, Mass.

Midwest Radio Corp. Miraco Ultra 5 49.75 TRF Table. no 5 2 2 Tr 3 7x8x27 Both A&G
Cineinnati, O. Miraco Unitune 89. 50 TRF Table, no 5 2 2 Tr 1 12x13x28 Roth A &G

Mississippi Va]]ey Radio Co. Lafayette 65.00 TRF Table, no 5 2 2 Tr 3 20x8x8 19 5 A &G
St, Louis,

Modernola Co., Inc. Caddy 50. 00 TRF Table, no 5 1 2 Tr 2 10ix18 Both A&G
Johnstown, Pa. Sheraton 75.00 TRF Table, no . 5 i 2 Tr 2 154x19 Both A &G

Delano 135.00 TRF Console 5 1 2 Tr 2 50x24 Both A &G

Monroe Radio Mfg. Co. Monrona 300 150.00) TRF &| Portable, ves 5 3 2 Tr 2 20x16x10} 55 Either Both
Monroe, Mieh. Reflex

Morris Register Co. Monarch 60.00 TRIF Table, no 5 2 2 Tr 3 30x8x8 8 5 A&G
Council Bluffs, Ia. !

Morton, Geo. Morton Madel A-102 85.00 TRF Table, no 5 2 2 Tr 1 2] Both A &G
Stockton, Calif.

Mu-Rad Radio Corp. Mu-Rad Type B 125.00 TRF Table, no 5 2 2 Tr J 24x13x10 5 A&G
Asbury Park, N. J. AMu-Rad Super-Six 195.00 TRF Table, no 6 2 3 Tr 1 334ix14x12 5 A&G

Murdock Co., W. J. Murdock M-26 65.00 Neut. Table, no 5 2 2 Tr 3 5 A&G
Boston, Mass.

Mutual Radio Co. Super Rix—Type S 95.00 | Super h.| Table, na 6 3 2 Tr 2 21x8x8 3 Loop
Francis Rd. Type L 110.00 | Super h. Table, no 6 3 2 Tr 2 30x8x10 3 Loop
Woellegley, Mass. Type TC 140 00 | Super h.| Console, yves 6 3 2 Tr 2 24x15x10 3 Loop

Type FC 175.00 | Super h. | Floor console 6 3 2 Tr 2 3 TL.oop

Naylor Radio Corp. Sterling 39.50 TRF Table, no 5 1 3 [1Tr2R 2 84x9x20 12 5 A&G
161-163 Chambers St. Sterling-5 Table Cabinet 64.50 TRF Table, yes 5 1 3 !1Tr2R 2 13x12x29 27 5 A& G
N.Y.C. Sterling-5 Console 69. 50 TRF Console, ves 5 1 3 {1Tr2R 2 36x143x34 50 5 A &G

Neutrowound Radio Mfg. Neutrowound 85.00 TRF Table, no 6 2 3 Tr 3 34x61x9 23 5 A&G
Co., Homewood, IlI.

New York Album & Card Nyaceo R-5 40.00 TRF Table. no 5 2 2 Tr 3 204x8%1x9 5 A&G
Co., Inc., Y. Nyaceo Port 65.00 TRF Portable 6 2 3 Tr 3 18x9x12 26 3 Loop

Norbert Radio Service Melodee Console 75.00 TRF Console, yes 5 3 2 |Tr. & 3 36x33x133 Both Both

. Bureau, 152 West 42nd St. 75.00 TRF Consnle, yes 6 3 3 R 3 36x33x134 Both Both
New York Melodee S-6 53.50 TRF Table, yes 5 3 2 | Tr. & 3 Both Both
Melodee N-5 53.50 TRF Table, yes 6 3 3 R 3 Both Both
Famous-5 28.50 TRF Table, no 5 2 2 Tr 3 5 Both
Northwestern Radio Mfg. Noreo-55 75.00 RF Table, no 5 2 2 Tr 3 9x10x204%
Co., Portland, Ore. Norco 165.00 RF Console, yes 5 2 2 Tr 3 45x253x14

Nunn-Landon Company Cascade 135.00 RF Table 5 2 2 Tr 2 25x13x10 29 5 A&G
Milwaukee, Wis. Cascade 260.00 RF Console 5 2 2 Tr 2 25x13x10 29 5 A &G

Okay Radio Corp. RF-2 50.00 TRF Table, no 5 2 2 Tr 3 11x10x20 35 Both A&G
Brazil, Ind. 2-DeLuxe 65.00 TRF Table, no 5 2 3 Tr 3 13x10x34 48 Both A&G

RF-4 70.00 TRF Table, no 5 2 2 Tr 2 12x10x22 32 5 A&G
RF-3 85.00 TRF Table, no 6 2 3 Tr 2 21x10x22 32 5 A&G

O'Neill, William O’ Neill 90.00 Table, no 4 0 3 R i 7x10x24 5 A&G
Bowners Grove, 1l O’ Neill 200.00 Table, no 3-5 3 R 1 5 Both

Operadio Corp. Operadio 160. 00 RF Portable, yes 6 3 2 Tr 1 9x123x17% 55 3 Both
Chieago, Il

Orator Radio Corp. Orator Midget 15.00 | Crystal
1717 Broadway, N. Y. Popular-3 45.00 Table, no 3 |} 2 Tr 2 19x7x9

Popular-4 58.50 Table, no 4 2 2 Tr 3

Light-6 98.50 Portable, yes 6 3 2 Tr 1 18x18x4} 25 3
Console-4 150.00 Console, yes 4 2 2 Tr 2 20x15x10

Master-8 550.00 Table, yes 10 2 7 R 2 36x24x12

Orthodyne Radio Mfg. Co. Airo-Master Chest 60.00 TRF Small chest 5 2 2 Tr 3 20x10x10 5 A&G
24 Waoster St., N. Y, (front. door)

Airo-Master Concert 75.00 [ TRF Table, yes 5 2 2 Tr 3 20x10x18 5 A &G
Airo-Master Highboy 130.00 TRF Console 5 2 2 Tr 3 36x42x12 5 A &G
Patterson Radio Corp. Bupreme C 65.00 TRF Table, no 5 2 2 Tr 3 8x12x20 21 5 A& G‘
239 8. Los Angeles St. T 75.00 TRF Table, yes 4 ! 2 Tr 2 8x12x27 30 Both A&G
Los Angeles, Cal. T 90.00 TRF Table, yos 5 2 2 Tr 3 8x12x31 33 5 A&G
K 100. 00 TRF Console, yes 5 2 2 Tr 3 13x38x33 57 5 A&G
B 125.00 TRF Console, ves 5 2 2 Tr 3 14x42x32 65 5 A &G

Penna Radio Mfg. Co. De Luxe-5 85.00 TRF Table, no 5 2 2 Tr 3 27x10x15 24 Both A& (,:.

New Castle, Penn. De Luxe-6 90. 00 TRF Table, no 6 2 3 R 1 27x10x15 25 Both A&G
De Luxe-5 150.00 | TRF | Console, yes 5 2 2 3 42x40x15 70 Both | A &G

Pennsylvania Wireless Mfg. Ambassador 35.00 | Regen Table, no 3 Tr | 21x8x8 143 5 A& Q

Co., 38 Montgomery St. Ambassador 55.00 | TRF & | Table, no 5 1 2 Tr 2 26x13x11 184 5 A&G
Jersey City, N Regen

Pfanstiehl Radio Co. Overtone- 18 95.00 TRF Table, no 5 2 2 R 2 24x9x14 16 5 A& (i

11 So. La Salle St. 20 125. 00 TRF Table, no 6 2 3 R 1 20x104x134 19 5 A& (:
Chicagao, I, 181 135.00 TRF Console, no 5 2 2 R 2 39x21x14 5 A& Q
182 170. 00 TRF Console, yes 5 2 2 R 2 39x21x14 5 A&G
201 170.00 TRF Console, no 6 2 3 R 1 4lx|8xl33 5 A &G
202 210.00 TRF | Console, yes 6 2 3 R | 41x18x13 5 A &G
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Receiving Sets for the Season 1926-27 (continued)

Equipped| Operate
Style of Ty;)e No. of Total to on
Name and Address Trade Name and List Ty?e Cabinet and is| No. |Stages|Stages| o un- [ Dimensions | Weight Use Antenna
of Manufacturer Model Number Price o Loud-Speaker of of o A.F. ing in Inches in 3or and
Circuit Built In Tubes| R.F. | AF. | (S8ee | Disls Pounds | 5-Volt | Ground
Note) Tubes | or Loop
Plaza Music Co. Fine-Arts R-1 $35.00 TRF Table, no 5 2 , 2 Tr 3 9x11x204 16 5 A &G
10 West 20th St.,, N. Y. - 50.00 TRF Table, no 5 2 2 Tr 3 12x18x22} 30 5 A&G
R-6 50. 00 TRF Table, no 5 2 2 Tr 3 16} x34x42 78 5 A&F
R-3 85.00 TRF Console 5 2 2 Tr 3 104x124x294 28 5 A&G
R-99 90.00 TRF Highboy 5 2 2 Tr 3 133x271x46 55 8 A&G
Note—These sets may als|o be had with 6-tubes retail|ing at $2|. 50 addit/ional on each jabove |model.

Porter, Frank R. Porter 350.00 RF Table, yes 26x42x32 150 5 Loop
Washington, D). C.

Ports Mfg., Co. Prmeco Model-105-A 42.00 TRF Table, no 2 2 Tr 3 21x8x14 5 Both
Fresno, Cal. Prmco Model-105 70.00 TRF Table, no 5 2 2 Tr 3 21x8x14 5 Botn

Prmco Model-110 75.00 TRF Table, no 6 2 2 Tr 3 21x8x14 5 Botn

Premier Radio Corp. Allen, 8, Rectaflex 37.50 | R. coup.| Table, no 5 i 4 5 A&QG
Defiance, O. Premier, 20 75.00 | R. coup.| Table, no 7 2 4 5 A&G

Priess Radio Corp. Straight Eight PR-4 175.00 | Priess Table, no 8 5 2 Tr i 14x28x11} 38 5 Loop
693 Broadway, N. Y Straight Nine 195.08 | Priess Table, no 9 6 2 Tr 1 14x28x 1 14 38 5 Loop

Straight Nine 335.00 | Priess Console 9 6 2 Tr i 18x36x42 70 5 Loop

Q. T. Radio Products Co. Q.T.-B 45.00 TRF Table, no 6 2 3 R 3 8x21x9 12 5 A&G
140 Park Ave. QO.T.-A 60.00 TRF Table, no 6 2 3 R 1 8x27x12 20 5 A &G
Eust Orange, N. J. Q.T.-C 95.00 TRF | Console, yes 6 2 3 R | 42x32x16 70 5 A&G

Radio Corp. of America Radiola- 3 15.00 | Regen Table, no 2 ! Tr | 1-1 A&G
233 Broadway, N. Y 3-4 35.00 | Regen Table, no 4 2 Tr | -1 A&G

20 115.00 TR Table, no 5 2 2 Tr | 19:x11} 30 3 A &G
25 165.00 Table, no 6 Tr | 28x19x37 43 .3 Loop
26 225.00 b Portable, yes 6 Tr 2 144x13x94 30 3 Loop
28 260.00 8850 Desk, yes 8 Tr | 264x63x17 42 3 Loop
8 340.00 | 85 & | Uprieht, ves | 6 Te | 2 145 3 Loop
30 575.00 | m= o Crt)msole, ves 8 Tr 1 461 x46]x22 280 3 Loop

Radio & Electrical Co. Information not ready folr release
Kansas City, Mo.

Radio Products Corp. Superflex Model-A 80.00 TRF Table, no 4 | 2 Tr i 234x93x9} 16 Yes A &G
3816 N. 28th St. B 90.00 TRE | Portable, yes 4 N 2 Tr 1 22)x151x10 16 Yes A &G
Birmingham, Ala. C 139.50 TRF Console, yes 4 i 2 Tr | 441x29x194 45 Yes A&G

Radio Receptor Co., Inc. RM-2-DC 125.00 | Reflex Table, no 4 2 3 2 8x24 30 5 Both
106 7th Ave., N. Y. M-DC 142.00 RF Table, no 5 2 2 2 8x24 30 5 A&

RF-6 150.00 TRF Table, no 6 2 2 and 2 8x24 35 3 and A &G
power uv-210
RM-2-AC 180.00 | Reflex Table, no 4 2 3 2 8x24 60 5 Both
M-AC 182.00 RF Table, no 5 2 2 2 8x24 60 5 A &G
P-F-6 250.00 TRF | Console, yes 6 2 | 2and 2 27x45 100 3&7ipwr. A
. power tube

Rauschenberg Radio Shops| Magnatone Midget 25.00 TRF Table, no 5 2 2 Tr 3 5ix6x15 6 Both A &G

Greenville, Pa. Magnatone W-3-D 45.00 TRF Table, no 5 2 2 Tr 3 9x13§x2l 143 5 A&G
W-1-D 55.00 [ TRF Table, no 5 2 2 Tr 1 94 x134x21 144 5 A &G
C-3-D 125.00 TRF Console 5 2 2 Tr 3 16x36x40 58 5 A&G

Ray Isler Radio Co. Ray Isler-3-A 65.00 | Regen. Table, no 3 None 2 Tr 2 22x8 35 Both A&G

1021 Park Ave. Ray Isler-3 70.00 | Regen. Table, ro 3 | None 2 Tr 3 22x8 35 5 A&G
Rochester, N.Y. Ray Isler-55 90.00 Table, no 5 2 2 Tr 1 22x8 40 5 Both

Reichmann Co. Model 57 60.00 Table, no 5 2 2 2 11ix114x204 5 A&G
Chicago, Il AModel 59 g185.00 Console, yes 5 2 2 2 384x384x17 5 A&G

Rhason Mfg. Co. Air Tune B 45.00 TRF Table, no 5 2 2 Tr 3 204x9x9 15 Both A &G
217 48th St. A 65.00 TRF Table, no 6 2 3 R 2 23x10x13 19 Both A&G

Union City, N. J. H 135.00 TRF Console, ves 5 2 2 Tr 48x26x15 55 Both A&G
Rich Mfg. Co., Geo. H. 3 35.00 { Regen. Thale, no 3 0 2 Tr 2 5 A&G
8. E. Cor. 18th and Dauphin 50.00 | Reflex Table, no 3 2 2 Tr 3 5 A&G
Sts., Philadelphia, Pa. 4 55.00 'II;,r and Table, no 4 1 2 Tr 3 5 A&G
egen. .
Special 5 75.00 TR- Table, no 5 2 2 Tr 3 5 MN&G
*Note—Built-in A & B elimin|ator. *6 200.00 | Special | Console, yes 6 3 2 Tr 2 5 G

Rodgers Radio Co. Rodgers 395.00 TRF Console, yes 7 4 3 R 1 37x20x34 150 Both A &G
Chicago, IlL

Rose Radio Co. Aurora-2-A 35.00 TRF Table, no 5 2 2 I 3 21x9x9 11 5 A& G
245 Barrett St., Bklyn, N.Y. Aurora-2-B 80.00 TRF | Console, yes 5 2 2 I 3 24x36x18 100 5 A&G

Roth-Downs Mfg. Co. Orpheus Type A 130.00 TRF Console, yes 5 2 2 Tr 2 34x341x14 38 Both A&G
St. Paul, Minn. C 100.00 TRF | Console, yes 5 2 2 Tr 2 22x164x13 26 Both A&G

H 75.00 TRF Table, no 5 2 2 Tr 2 22x104x103 19 Both A &G

Sthowers Bros., Co. Consola-20 TRF Console, yes 6 2 3 Tr | 73x173x83 9% 5 A&G
Bloomington, Ind. 5

Signal Electric Mfg., Co. Information not ready fo|r release.

Menominee, Mich,

Simplex Radio Co. 6-A 135.00 TRF Table 6 2 3 Tr 1 19x104x9 13 5 A&G

Sandusky, Ohio 6-A 175.00 TRF Consolette 6 2 3 Tr | 39x13x12 36 5 A& G
6-A 195.00 TRF Console 6 2 3 Tr | 39x13x12 44 5 A&G

Seery Mfg., Co. Seeryola 150. 00 RF Table, yes 5 2 2 Tr 3 24x21x11 42 5 A&G
Lansing, Mich.

Shamrock Mfg., Co. A 95.00 TRF Table, no 6 2 3 R | 103x144x25% 5 A&G
196 Waverly Ave. B 130.00 TRF Consolette 6 2 3 R I 14t x15x31} 5 A &G
Newark, N. J. D 275.00 TRF High Boy 6 2 3 R | 514x18x32 5 A&G

Simplex Radio Co. Simplex Conipact 45.00 TRF Table, no 5 2 2 Tr 3 9x9x 15 12 5 A&G
Rector and Main Sts. Simplex SR-9 65.00 TRF Table, no 5 2 2 Tr 3 9x10x21 15 5 A&G

Philadelphia, Pa. Simplex SR-9 Consolette 95.00 TRF Table, yes 5 2 2 Tr 3 9x12x30 24 5 A &G
Simplex SR-9 185.00 TRF Console 5 2 2 Tr 3 40x17235 48 5 A& G

Simpli-Dyne Electric Co. Simpli-Dyne Junior 60. 00 RF Table 5 2 2 Tr 3 24x12x9 20 5 A&G
Bradford, Ill. Simpli-Dyne De Luxe 145.00 RF Console 5 2 2 Tr 2 14x30x16 50 5 A&G

Singer Co., Inc., F. 26 70.00 TRF Table, no 5 2 2 Tr 3 22x15x9 35 Both A&G
40 Hudson St., N. Y. 27-p 80.00 TRF Table, no 7 r 3 3 ITr&R 2 22x15x9 35 Both A&G

27C 135.00 TRF Desk 7 3 3 [Tr&R 2 30x30x15 45 Both Both
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Specifications of Radio Receivers, 1926-27 (concluded) |

Equipped| Operates
Style of Type | No. of Total to on
Name and Address Trade Name and List Type {Cabinet and is| No. [Stages|Stages| of un- | Dimensions | Weight Use Antenna
of Manufacturer Model Number Price of Loud-Speaker of of of AF. ing in Inches in 3or and
Cirenit Built In Tubes| R.F. | AF. | (Ree | Dials Pounds | 5-Voit | Ground
Note) Tubes | or Loop
Slagle Radio Co. 10 $70.00 RF Table 5 2 2 Tr 3 Both A&LG
Fort Wayne, Ind. 12 100. 00 RI Table, yes 5 2 2 Tr 3 Both A&G
4 100. 00 RF Table, no 5 2 2 Tr 3 Both A&G
5 150. 00 RF Table, no 5 2 2 Tr 2 Both A& G
9 175.00 RF Console 5 2 & Tr 3 Both A &G
Console-4 300.00 RF Console 5 2 2 Tr 3 Both A &G
Console-5 350.00 RF Coasole 5 2 2 Tr 3 Both A& G
Sleeper Radio & Mfg. Corp.. Scout, 90.00 RF Table, no 5 2 2 Tr 2 35xix11 50 5 A &G
Long Island City Serenader 115.00 RF Table, yes 5 2 2 Tr 2 35x16x11 60 5 A &G
Sonora Phonograph Co. D 125.00 RFL Table, no 6 2 El Tr 2 5 A &G
16 IZ. 40th St., I‘P Y.
Sparks-Withington Co. Sparton-5-15 63.00 TRF Table, no 5 3 2 3 20x9x12 28 A &G
Jackson, Micl. Sparton-5-26 83.00 TRF Table, no 5 3 2 3 27x11x15 40 A &G
Splitdorf Electrical Co. Splitdorf RV-580 80.00 TRF Table, no 5 2 2 Tr 3 28x11x6} 5 A&G
Newark, N. J. RV-695 95.00 TRF Table, no 6 3 2 Tr 2 22x123x10 5 A& G
C-200 200. 00 TRF Console 5 2 2 Tr 3 32ix17}x441 5 A&G
C-215 215.00 TRF Console 6 2 2 Tr 2 324x174x44} 5 A &G
Square Deal Radio & Elec. Celestaphone 25.00 | Regen. Table, no 3 I 1 Tr 2 18x8x9 5% 5 A&G
Co., Fenton, Mich. Harmodyne 40.00 RF Portable 4 I 2 Tr 2 21x7x18 3 3 Loop
Goldtone 50.00 TRF Table, no 5 2 2 Tr 3 21x8x9 18 5 A &G
Super Six 125.00 TRF Table 6 3 2 Tr 2 28x10x12 22 5 Both
Super Six-2 150.00 TRF Console 6 3 2 Tr 2 38x18x22 45 5 Both
Steinite Labs. Steinite C-27 70.00 TRF Console, yes 5 2 2 Tr | Local-; 38x30x18 50 5 A&G
Atchison, Kan, Steinite-27 40.00 TRF L Table, no 5 2 2 Tr |ized*t 21x9x10 24 5 A&G
*13 control Steinite 6.00 | Crystal I 2x7x8 3 A& G
Stewart Warner 300 65.00 TRF Table C. 5 2 2 Tr 3 84x22x9% 5 A&G
Speedometer Corp. 330 65.00 TRF T.C. 5 2 2 Tr 3 83x22x9% 3 A&G
1826 Diversey B]V(B, 325 75.00 TRF T.C. 5 2 2 Tr 3 $5x234x10¢ 5 A&G
Chicago, 111 340 75.00 TRF Cons. 5 2 2 Tr 3 9%x234x10} 5 A&G
305 95.00 TRF Table C. 5 2 2 Tr 3 124x233x113 5 A&G
310 175.00 TRF Cons. 5 2 2 Tr 3 453x27%x15% 5 A&G
335 175.00 TRF T.C. 5 2 2 Tr 3 453x271x15% 3 A&G
315 250.00 TRF Cons. 5 2 2 Tr 3 39¢x42{x17% 5 A&G
320 400.00 TREF Cons, 5 2 2 Tr 3 533x374x183 5 A&G
345 TRF Table C. 6 3 2 Tr I8 &x198x104 5 A&G
350 TRF T.C., ves 6 3 2 Tr I 144x23ix14 5 A&G
355 TRF Console 6 3 2 Tr 1 441x253x16 5 A&G
Stromberg-Carlson Tele- No. 601—Universal 225.00 Neut Table, no 6 3 2 Tr 2 |27 {%x14}x18 % 75 5 Both
phone Mfg. Co., No. 602—Universal 365.00 | Neut Console, no 6 3 2 Tr 2 51x28x19 175 5 Both
Rochester. N. Y.
United Elec. Co. of Chicago Superior A-2 100.00 TRF Table, no 5 2 2 Tr 3 29x 10x 11 273 5 A&G
9030 Comimercial Ave. Superior A-2-¢ 140. 00 TRF Console, no 5 2 2 Tr 3 40x37x16 66 5 A&G
Chicago, I Superior De Luxe 220.00 TRF Hi-boy, ves 5 2 2 Tr 3 55x37x 16 100 5 A &G
United Radio & Mfg. Co. Chummy 15.00 Table, no I 1 9x14 Both A &G
Gary, Ind. Rover 32.50 Table. no 3 2 Tr 1 9x18 Both A&G
Air Scout 60.00 Table, no 5 2 2 Tr 3 9x20 Both A &G
Harmoney 80.00 Table, no 5 2 2 Tr 3 10x26 Both A &G
International 85.00 Table, no 4 2 2 Tr 1 10x20 Both A& G
Majestic 150. 00 Table, no 8 4 2 Tr 2 10x30 Both Loop
- *Majestic De Luxe 300.00 Console, yes 8 4 2 Tr 2 36x16x45
*Note—Cormplete with loop, a|ll tubes, A battery, B elimlinator ete|.
U. 8. L. Radio, Inc. Receptor 75.00 TRF Table, no 6 2 2 Tr 2 200x111x94 16 5 A &G
Niagara Ifalls, N, Y.
Walbert Mfg. Co. Walbert Isofarad-5 140.00 | Isofarad | Table, no 5 2 2 Tral 3 32x15x14 81 5 A &G
925 Wrightwood Ave. 6 180.00 | Isofarad| Table, no 6 3 2 M &1 4 36x15x14 94 5 A& G
Chieago, I11. 6 200.00 {Isofarad| Table, no 6 3 2 |Tr&l 2 36x15x14 94 5 A &G
7 350.00 | Isofarad| Console, yes 7 3 3 [Specll 2 36x60x18 250 5 A &G
Wells Mfg., Co. Wells- 25 55.00 TRF Table, no 6 2 3 R 3 10x22x10 5 A &G
Fond du Lac, Wis. 27 75.00 | TRF Table, no 5 2 2 Tr 2 10x22x10 5 A&G
35 100. 00 TRF Table, no 6 2 3 IR 3 105x27x16 5 A&G
45 175.00 TRF Console, yes 6 2 3 R 3 40:x29x16 5 A&G
White Beauty Electric Co. White Beauty C-119 65. 00 TRF Table 5 3 2 Tr 3 30x9x9 15 5 A &G
Chicago, IIl.
Wilcox Lab. Cathedral Junior 80.00 | TRF Table 5 2 2 Tr ] 124%174x9 20 Both | A &G
Charlotte, Mich. Cathedral Grand 150. 00 TRF Table, yes 6 3 2 Tr 1 13x30x123 36 Both A&G
Wilkins Radio Co. Artay Crystal 5.00 2 5x5x8 4 A&G
5317 Central Ave. Artay A 27.50 | Reflex 2 1 2 Tr 2 26x8 28 5 A &G
Los Angeles, Cal. 45.00 | TRF 5 2 2 Tr 3 30x8 28 b A &G
D 50.00 RF Portable 6 3 2 Tr 1 17x10x14 36 3 Loop
B 85.00 B Console 2 I 2 Th 2 60 5 A &G
Windsor Radio Corp. A-1 TRF Table, no 5 2 2 Tr 3 8x20x9 15 5 A & G
Minneapolis, Minn, A-2 TRF Table, ves 5 2 2 Ti 3 13x20x12 23 5 A& q
A-3 TRF Console, yes 5 2 2 Tr 3 40x42x14 65 5 A&G
B-1 TRF Table, no 6 2 3 R ! 12x14x10 18 5 A &G
B-2 TRF Table, yes 6 2 3 R | 15x14x10 24 5 A&G
-3 TRF Console, yes 6 2 3 R 1 40x42x14 65 5 A &G
Wippel-Raine Co. Wippel-Raine W-R-88 88.00 TRF Table, no 5 2 2 Tr 3 29ix11x9 20 5 A& Q
215 E. Pearl St. 7 | 175.00 | TRF | Console, yes 5 2 2 Tr 3 37x16x40 75 5 A&G
Cincinnati, Ohio 22 | 195.00 | TRE | Console, yes 5 2 2 Tr 3 37x16x40 80 5 A&G
16 | 250.00 | TRF | Console, yes 5 2 2 T: 3 37x16x55 100 5 A&G
W-K Electric Co. Oriole-7-D 125.00 RF Table, no 5 2 2 Tr 2 124x29x] 1 30 5 A&G
Kenosha, Wis. 7-D 145.00 RF Consolette 5 2 2 Tr 2 12§x29x35 40 5 A &G
7-D 210.00 RF Console, yes 5 2 .2 Tr 2 21x43x37 90 5 A&G
Work Rite Mfg. Co. WorkRite-16 80.00 Neut. Table, no 6
1812 . 30th St. 26 145.00 Neut. Console, yes 6
Cleveland, Ohio 36 270.00 | Neut. | Console, yes 6
Woarld Radio Corp. World Compact 29.50 | TRF Table, no 5 2 2 Tr 3 15x8x8 5 A&G
349 Washington St., Boston Standard 45.00 | TRF | Table, no 5 2 2 Ti 3 25x9x9 5 A &G
Not>—Transformer = Tr. Resistance = K Impedance = 1
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Using “Plate Glass Salesmanship” Effectively

Appealing to the

Farmer

Meier and Frank Com-
pany of Portland, Oregon,
presented the attractive
farm scene at the right
in their recemt window
display. Needless to say
it received widespread at-
tention.

Atwater Kent Contest Winners
The window display at the left—that of the
Alex. A. Gettlin Company, Philadelphia, won
first prize ‘n the window display contest held
in Philadelphia during the recent Atwater
Kent Distributors Convention. The prizes,
silver loving cups, were awarded by the M. P.

= !
RSN | L

~ <

‘..‘:: M VEN-? 4 8
WEEK | =

Radio Company and the Louis Buehn Com-
pany, both distributors of the Atwater Kent
line in the Philadelphia territory.

Second prize (at the right) was won by
Walter Stainthorpe.

Tying in with
“Great Artists”
Programs

The Phelps Dodge
Music Company, of
Dawson, New Mex-
ico, combines the
radio and phono-
graph in the same
display by using
“great artist” cut-
out figures supplied
by a talking ma-
chine company.
“Hear them over the
air as well as on
their records” is the
obviqus message.
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r ':‘\HERE are but two commonly
employed -methods by which
retail radio dealers finance

time-payment sales: (1) Through

commercial credit companies, and

(2) by financing their own paper, in

other words, by carrying the ac-

counts themselves.

Of these methods the credit-com-
pany plan is the one most generally
employed. In such a system the
dealer investigates credit references
furnished by the customer and if
these prove satisfactory, collects a
down payment and secures promis-
sory notes for the balance. These
notes and a signed chattel mortgage
permitting the dealer to repossess
the merchandise if the customer
defaults in payments are mailed to
the finance company which discounts
the notes for about 90 per cent of
their face value.

Under this plan the commercial

company actually purchases the
paper and mails all maturity notices
to the customer, also duplicate

notices to the retailer who made the
sale. This service saves the dealer
the trouble of bookkeeping on in-
dividual accounts, but he is held re-
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sponsible if sets are returned or if
payments are not made. In such
instances he must make good the
finance company’s loss by redeeming
the customer’s notes.

The advantage of this system is
obvious. The retailer is relievd of
practically all accounting routine.
Notices, ete., are mailed to the cus-
tomer by the finance company.
Several drawbacks have only re-
cently become evident. First of all
the instability of various clients of
the finance companies has caused a
reduction in the term of time-pay-
ment contracts, and now transactions
which run more than six months are
not ordinarily accepted.

Many of the commercial finance
companies are now taking only pa-
per which offers as collateral one
of the very well known makes of
receivers. In many instances ex-
clusive franchises and closed retail
territory instigated by manufac-
turers has made it impossible for a
reputable dealer to obtain these
lines, thus preventing him from
obtaining credit on this plan, though
his line is as reliable as those stipu-
lated by the credit companies.

o to Your Local

How the Manning-Hall
Company, radio dealers
at Far Rockaway, V.Y .,
use local institution to
get funds for carrying
radio installment paper.

Next, a rather high rate of in-
terest, or carrying charge is im-
posed by companies which specialize
in radio time-payment finance.
Though this is usually added to the
final payment of the customer it
creates no little difficulty for the
retailer. A customer will enter a
retail store, listen to a receiver and
show every indication that he is
pleased with it and intends to buy.
But when it comes to making out
the deferred-payment contract how-
ever, the dealer may try in vain to
explain that the “extra charge” on
the last payment is only an interest
charge and not an addition because
the transaction is not for cash. He
may go on to say, by way of ex-
planation, that such a charge is
always added on time-payment sales
in other lines, but is usually added
to the cost of the merchandise and
distributed evenly or a portion of it
included in each payment. But the
customer often cannot see it that
way, and will not be convinced.
Right here a stumbling block is in-
terposed in the process of making
the sale.

Financing Your Own Tinfe
Payment Paper

Dealers who finance their own
time-payment paper, who in other
words retain notes tendered by the
customer until maturity and then
collect them themselves, are in the
minority. Obviously this method
ties up capital which could be used
elsewhere to greater advantage. At
this time of the year the retailer is
usually in a position where a reduc-
tion of capital and stock tie-up is
imperative. It is therefore impos-
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Bank in Order to Finance

sible for most dealers to carry much
deferred payment paper in this way
and business is lost because of their
inability to finance such transac-
tions. As it is at this season that
ratio of time-payment sales over
cash sales increases this is partic-
ularly unfortunate.

Often the radio retailer uses a
combination of the two systems,
financing his own accounts to the
extent of a few hundred dollars and
relying on the commercial system to
finance the rest. At best this method
is a makeshift. If the retailer can
afford to handle all his time sales
himself, without relying on outside
sources of credit, well and good.
But is seldom possible. For this
reason it is to the advantage of the
retail dealer to establish other credit
connections. ’

Why Not Your Local Bank?

Local banks earn thir money
largely on the interest accruing from
commercial loans. This is their reg-
ular business and they are con-
stantly seeking commercial enter-
prises which merit financial support.
In the larger cities, the commercial
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banks have been rather “cold” to-

ward radio paper. First of all
such metropolitan organizations can
afford to be discriminating, to ex-
tend credit only to time-honored
concerns and trades. In the larger
cities there is more than enough
business of this kind available and
the comparative instability of the
radio industry in the past has caused
the average city banker to look ask-
ance at financing radio-set purchases.

Furthermore, in the past, radio
trade conditions in the cities have
been far from satisfactory; cut
prices, dumping and such irregular-
ities have all made adverse impres-
sions which will take time to erase.
Eventually metropolitan banks will
see the wisdom of offering better
credit facilities to the radio retailer.
At present they are not favorably
inclined as a rule.

On the other hand, conditions in
the small towns in the rural districts
are entirely dissimilar. The small
bank in the outlying district is in
an entirely different position. It
must usually cater to all local busi-
ness enterprises if they have any
merit and does not base its opinions

Time Payments

on the past of an industry. The
small bank must be on the alert to
secure every commercial loan offered
by responsible and reliable mer-
chants for the development of local
trade, if for nothing else.

In the smaller towns, radio trade
conditions have always been more
favorable than in the cities. Price
cutting, dumping of merchandise
and other irregularities have not
been frequent occurences, and in
many cases the man in the radio
business has conducted some other
business in town for some time.
Quite often the applicant for radio
credit is a personal friend of a bank
official, or is one of the responsible
residents of the community.

How Dealer Establishes Credit
With Bank

The Manning-Hall Company, Far
Rockaway, N. Y. finances all its
time-payment accounts through a
commercial bank. The store man-
ager, R. Jacobs says, “It remains
for the responsible, reputable dealer
in the radio business to take the
initiative and to call on the officials

(Continued on Page 58)
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Facing Seasonal Slumps

EALERS in farm implements
D have always had to face a
drastic falling off in business
during a certain portion of the year,
this “slump” coming in the winter,

however, instead of in the spring or

summer. C. E. Woodward, of
Minneapolis, has had 30 years ex-
perience in the implement game. A
digest of his recent address, deliv-
ered before the Northwest Radio
Trade Associaticn, is given herewith
because its clear cut, common sense
analysis of “slumps” is based on a
broad experience in a business which
meets, recognizes and overcomes sea-
sonal depressions.

“We in the implement business
have always had to face the problem
of the seasonal ‘slump.’ It is nothing
to be alarmed at whatever,” said
Mr. Woodward. “It is a normal,
healthy condition, one that almost
every line of business encounters.
This annual cycle of activity and lull
is most essential to the well-being of
an industry. The lulls give us time
in which to prepare for the busy sea-
son, time to perfect our plans for
getting the greatest volume of busi-
-ness in the most efficient manner.

“But it must also be remembered
that the ‘slump’ should not be per-
mitted to become of such dangerous
proportions that it menaces the life
of the dealer.”

Mr. Woodward then stated there
were three ways in which “slumps”
can be viewed.

First—the attitude of negation.
The “there ain’t no sich critter,” way
of reasoning. To continue to spend
almost as much effort and money to
sell merchandise when the public
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does not want to buy as when it
does, may not always be good busi-
ness, according to Mr. Woodward.
Sales expenses jump to dangerous
proportions when sales returns are
meager, he said.

Second—the attitude of combative-
ness. The “let’s fight the slump and
lick it,” brand of thinking. This is
an excellent policy if wisely carried
out, he stated, but here again it is
hardly good business to overdo it.
Adapting sales efforts to the buying
capacity of the public at any one time
of the year is the rule of the older
industries who have learned by ex-
perience, he remarked.

Third—the attitude of adaptation.
This may be accomplished in any
one of three ways or by combinations
of each.

a. Continuing a degree of sales ef-
fort and propaganda to keep radio
interest alive. Adapting the or-
ganization to meet seasonal require-
ments.

b. Diversification of lines. Adding
non-radio lines that have a hot-
weather appeal.

¢. Use the quiet period to prepare
for the fall and winter. Get more
business during the rush and get
that business at a minimum sales
cost by working during the summer
months; compiling and pruning
prospect lists; conducting consumer
surveys; selling service contracts;
selling parts and accessories; pre-
paring newspaper advertisements and
circulars with a local “punch” in
them; drawing up time saving forms
and systems; improving appearance
of store; making personal contacts
with future prospects and mastering

Many trades encoun-

ter seasonal depres-

sions and have worked

out ways to survive

them — How operat-

Ing costs jump as sales
ecrease

every sales and service point about
the set or sets carried.

For the purpose of analysis as to
just what happens to an average re-
tail radio business in summer, the
editors of Radio Retailing have
drawn up the accompanying chart
based on the average monthly radio
sales percentages compiled by this
magazine.

For convenience, the major groups
of expenses are classified on the
chart as follows: Occupancy and ad-
ministrative, selling and publicity,
and “other costs.”” The first class
can be assumed as being invariable,
since rent, administrative salaries,
ete.,, remain practically constant re-
gardless of seasonal fluctuation of
sales. Hence, their percentages vary
indirectly in proportion to sales. The
selling and publicity expenses may
be variable, in that a dealer may,
within certain limits, increase or de-
crease his commissions, salaries and
publicity from season to season. On
the chart, however, it is assumed
that this group also is constant, vary-
ing indirectly with sales.

A glance at the chart immediately
reveals that in the average radio
store the occupancy and administra-
tive expenses alone eat up the entire
margin during July and August,
and that the total expenses exceed
the margin for six months, from
April to September, inclusive. Since
the radio stores reporting in Radio
Retailing’s survey of retail costs
made last year showed an average
yearly profit of 5.5 per cent, the net
profit in dollars and cents for the
six winter months necessarily was
large.
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This summer, then, the individual
radio dealer has this problem to
face: Will he sit back and take his
loss and expect the winter harvest to
replenish his storehouse; will he put
extra sales effort into the summer
months in an attempt to keep the
gross margin above expenses, or will
he adapt his business to meet sea-
sonal requirements?

These questions were put to sev-
eral leading Los Angeles, Cal.,
dealers by a representative of this
magazine. Most of them had every
intention of adjusting their selling
policies to seasonal conditions.

In looking for dealers who won’t
admit defeat in summer, the writer
called on A. G. Farquharson, secre-
tary of the Radio Trades Association
of Southern California. “I didn’t
know there was a summer slump,”
he said. “Go downstairs to the radio
sales and service store and see what
P. E. Fuller, the sales manager, has
to say about it.”

Mr. Fuller proved to be a man who
makes it a business to enjoy being in
business. That attitude alone would
make it pretty hard on the summer
slump. His business, winter and
summer, he said, is based on his
sales philosophy and policy of “per-
sonal contract.” The “r” in “con-
tract” is not silent.

By “personal contract,” Mr. Fuller
explained, “I personally close every
time payment deal and put my own
name down on the dotted line with
that of the purchaser. Ninety per
cent of our sales are due to that
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“Slumps can be handled
in three ways,” says a vet-
eran business man who has
had to face them for 30
years:

1. The Negative Way—
the, ‘“there ain’t no sich
critter” attitude.

2. The Combative Way
—the, “let’s fight the slump
and lick it,” frame of mind.

3. The Adaptive Way—

adjusting one’s business to
fundamental conditions.

method of closing. Although we
have mighty good salesmen, I find
that it makes a better impression on
a customer and makes a surer sale
if I take charge just before time for
closing.”

“And how do you get your pros-
pects?”’ the writer asked.

“My ‘shakers of the brush’ attend
to that,” he answered.

“Shakers of the brush?”

“Yes, prospectors, ‘shakers of the
brush,” a mining term that I apply
to the men who prospect for my gold.
When they find it, I work the vein.
Our business is built up on just that
system; my regular employees are
‘shakers of the brush’; many of my
friends are ‘shakers of the brush’;
and they in turn have their ‘shakers
of the brush,’ an endless chain,

you see.

Jan.(12%) | Feb.(09%) | Mar.(07%) | Apr.(06°0) | May(05%) June(04%) | July (03%) Aug.{O.'S"Io) Sept.(06%) | Oct.(10%) | Nov.(15%) | Dec.(20%)
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“Several months ago I sold a
wealthy man a set. A few weeks
later I went out to see him and
found him enthusiastic over the
beautiful tonal qualities produced.

“‘How would you like to be a
‘shaker of the brush’? I asked, and
explained that I wanted him to in-
vite his acquaintances in to hear the
set and to send those who were in-
terested to see me. Although he
wasn’t interested in the commissions
offered, he liked the idea of giving
radio entertainments, so consented
to try it. Several of his friends
purchased sets and were pleased. He
now is one of my most valuable
‘shakers of the brush.’”

“But what influence does that sys-
tem have in overcoming the summer
slump ?”’ the writer asked.

“With us there is no summer
slump,” he answered promptly. “Bus-
iness keeps up, because we don’t just
sit around and wait for people to
come into the store. The ‘shakers
of the brush’ send them in. Of
course, we don’t expect the July
business to be as large as the Decem-
ber business, but there is no slump
if by slump you mean a great fall-
ing off in business.

“Incidentally, I want to mention
right now that many of the ideas
that are ‘making’ this business were
gleaned from your magazine, I
don’t mean that I put everything into
practice that I read, but by a sys-
tem of selection and adaptation, I
gain many helpful ideas that make
me money.”

This chart shows how expenses increase as sales
Note that during the summer months
when little business is done selling expenses go

decrease.

far up over the margin of profit.
along the bottom of the chart are the percentage
of yearly business done month by month.

The figures



Service School for Dealers Keeps

Jobber’s Repair Bills Down

r I \HE problem of the radio
dealer, whose service organiza-
tion lacks the necessary tech-

nical knowledge to service properly

the sets he sells, is of vital interest
to the jobber as well as to the dealer
himself. The jobber, in the final
analysis, must bear the brunt of the
trouble and expense resulting from in-
sufficiently trained retail service men.

It takes a certain amount of elec-
trical knowledge to demonstrate or
install radio equipment. It takes an

even greater degree of gkill to do a

real servicing job. The Illinois

Electric Company, a radio dis-

tributor in Chicago, Ill., is supplying

this necessary training to dealers and
their men free of charge through
the medium of their recently in-
augurated service school. They

have met their responsibility as a

jobber, both to manufacturer and to

dealer, in a manner worthy of con-
sideration by other wholesalers.

Helps Retail Sales

“We feel that no radio dealer can
establish a reputation for efficient
service in his community unless
either he or some of his men possess
a fair knowledge of radio engineer-
ing. This is obtainable only from
technical experts,” says J. A. Dun-
can, sales manager for the company.
“Since this school was started we
have noticed a marked falling off in
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lllinois Electric Company of Chicago has
solved the “returned set” problem by edu-
cating dealers to do their own servicing

the number of sets returned for re-
pairs or for credit. We are able to
point out to our dealers that, in
many instances, it is cheaper for
them to make their own minor re-
pairs and adjustments than it is to
box up a set and ship it back.

Finds School Has Saved Jobber
$200 a Month

“This latter method entails un-
avoidable expenses, losses and de-
lays. I estimate that this school has
saved my concern over $200 every
month that it has been in operation,
as it cost practically nothing to
equip it. Also, the aggregate
amount saved by our dealers must be
far greater than our own individual
saving.”

This school, which is in charge of
an expert, meets every Wednesday
from 9 a.m. to 4 p.m. in the offices of
the jobber at Chicago.

“Since it is difficult for the aver-
age service man to leave his work
for more than one day,” continues
Mr. Duncan, “we have endeavored to
make our program include the im-
portant points on each item, so that
a man who attends one meeting gets
all the necessary features. Our cus-

tomers, however, are welcome to at-
tend as many meetings as they
wish.”

The program given below is
strictly adhered to. Inquiries by
mail requiring additional informa-
tion on any special problems, are
given prompt attention.

The Service Course Program

9:00-9:15 — Discussion — What
Service Means to the
Dealer.
9:15-9:30—Unpacking Sets When
Received. Re-packing
Sets When Returned
for Repair.
9:30-12:00—Set Operation and Trou-
ble Shooting.
1:00-2:00—Blackboard Talk.
2:00-2:30—Loud Speakers.
2:30-3:00—Eliminators—Their Oper-
ation and Use.
3:00-3:30 — Tubes — Description,
Application, Opera-
tion and Testing,
3:30-4:00—Adjustment of Defect-
ive Tubes.
Questions and Answers.

Over 150 dealers or their men at-
tended this school during March and
April for instruction in the servic-
ing of radio sets and accessories
with a consequent reduction of han-
dling costs.
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How to Get the Correct Mark-up
and Turnover
Method of figuring for a desired

profit—Usual basis is on selling price.

ETTING one’s facts straight

as to mark-up and turnover

is a long step towards a
profitable business. Such facts are
easy to find and to apply. The fol-
lowing simple rules show how to do
this:

1. The number of times a stock is
turned in a year is determined by divid-
ing the net retail sales by the average
monthly stock at the selling price.

2. Do not use the amount of the an-
nual inventory as the divisor to obtain
the rate of turnover. The annual in-
ventory is nearly always too low. Use
the figures of the average monthly
retail stock on hand.

3. Do not divide amount of net an-
nual retail sales by average stock at
cost prices. Use selling prices. Both
amounts must be on the same basis,
either cost prices or selling prices.

4. The rate per cent of overhead
expenses is determined by dividing
amount of expenses for the year by
net retail sales.

5. Figure profits on the basis of the
selling price of the goods.

Refer to item No. 1: If the gross
sales of an article like radio plugs
amount to $1,000 for the year, and
the average monthly quantity of
plugs on hand amounts to $50 (at
selling prices; not cost) the turnover
would be 20. .

Refer to item No. 4: If the retail
sales of a business amount to $50,000
for the year and the expenses for the
year amount to $15,000, dividing the
expenses into the retail sales gives
the percentage of overhead expense.
Namely, $50,000 sales, divided by
$15,000 expenses, is 30 per cent.

Asg to the right and wrong way of
figuring profits on selling prices, re-
ferred to in item No. 5, the two para-
graphs that follow will make the mat-
ter clear and simple.

This paragraph shows where the
error is in figuring prices on the
bagis of the cost of the goods. Sup-
pose the article to be priced cost $1.
Let the overhead be 20 per cent and
the net profit desired 10 per cent,
making the rate of gross margin 30
per cent. Thirty per cent of $1.00 is
30 cents. On this basis the selling
price is $1.30. Now deduct 30 per
cent from $1.30 and there remains 91
cents, or 9 cents below actual cost.
This is why dealers who figure by
the foregoing method find returns
not up to expectations.

This paragraph shows how to
figure profits correctly on the basis
of the selling price. On this basis
the selling price whatever it may be
is 100 per cent. Let the cost of the
article be $1.00 and the gross profit
30 per cent. Subtract 30 per cent
from 100 per cent and there remains
70 per cent. So the cost of the
article, $1.00, is 70 per cent of the
selling price. Divide $1.00 by 70
gives .0143, which figure multiplied
by 100 gives the selling price, or
$1.43. So the article must be marked
up 43 per cent on the cost in order
to pay 30 per cent on the selling
price. By deducting 30 per cent
from $1.43 the correctness of this
way of figuring is shown ag the re-
mainder is $1, the original cost of
the goods. From the method of
figuring shown in this paragraph the
correct rate per cent of mark-up can
be found for whatever profit is
desired.

Lists Hours When Stations Can
Be Heard
“Something Doing Every Minute,”

is the slogan on a placard hung on
the wall of the salesroom of a Colo-

‘rado radio dealer.
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Under this title
appears a list of the various stations
that can be heard in the section at
any given hour of the day and night,
with the data arranged according to
the hours at which the various sta-
tions broadcast from 9 o’clock in the
morning until midnight.

“Radio Bug” Startles
Salt Lake City

Station F-E-L-T, or “The Radio
Bug,” is the latest invention to keep
the residents of Salt Lake City, Utah,
awake to the fact that radio is still
on the map. Station F-E-L-T is sim-
ply the service car used by the Felt
Radio Supply House, of Salt Lake
City, dressed up for advertising pur-
poses.

The back of the car has been made
to represent a large receiving set
and on the roof is the aerial and loud
speaker. The actual receiver is on
the seat beside the driver, who tunes
in as he drives about and treats the
populace to concerts from whatever
stations are on the air at the time.
The idea puts the Felt Radio Supply
House vividly in the public’s mind.

V. P. Felt, manager of the concern,
believes that the dealer who uses the
best means of advertising his busi-
ness and who handles only standard,
well-advertised lines, is the one who
is going to get the largest share of
the radio trade.

The car not only broadcasts con-
certs for the “Main Street” crowds
but is also the store’s delivery wagon.
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V. P. Felt, manager of the Felt
Radio Supply House, Salt Lake City,
advertises his business by decorat-
ing his service car as shown. The
fore part of the car is dome in alu-

minum paint and on the back a
large radio set is built. A sign in-
vites the witness to phone the shop
for a free radio demonstration in
his home.




Get Live Leads to Work on This Summer—

Radio sets can be sold every month in the year, but the
dealer must have a good, up-to-date list of red hot prospects

Radio Circulars Mailed With
Monthly Remittances

“When a merchant receives a remit-
tance, he is in a receptive frame of
mind and that is the time to suggest
a radio set,” says R. Jenkins, pro-
prietor of the Jenkins Radio Store, 114
East Second Street, Davenport, Ia.
Jenkins has a personal charge account
in most of the prominent stores in town.
He settles these accounts once a month
by check and incloses an advertisement
of his radio store with each remittance.

Jenkins says that in a small town
the proprietor of a store frequently
goes over his remittances and at that
time is in a very pleasant mood. Ap-
parently this is sound philosophy as
Jenkins sold three sets last month di-
rectly traceable to this scheme.

Letters Offer Old Customers
A Commission for New Sales

“Your old customer is the best source
of leads,” according to J. M. Bess, of
the J. M. Bess Radio Company, Spring-
field, Mass. “We decided to try getting
our old customers to furnish leads,”
says Mr. Bess, “and mailed letters of-
fering 6 per cent sales commission for
each lead we succeeded in closing. The
morning after I mailed these circulars
five leads came in from a customer and
more than paid for the postage and
labor on the letters. One resulted in
a $275 sale and of the others, three will
probabls: be sold in the next few days.”

Baseball Fans Are Good
Prospects

The baseball fan who finds himself
marooned at an office desk, away from
the ball park will go to almost any
length to secure the score returns.
This has been the experience of the Fay
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Radio Company, 1206 Main Street,
Springfield, Mass. “Many of the bosses
in the downtown section of the city are
rabid ball fans. Last summer we made
a canvass of all the local office build-
ings and succeeded in installing a num-
ber of sets,” said the manager.

Model Home Installation
Sells Sets

When several merchants of New
Baven, Conn., got together and fur-
nished a model home in the outskirts of
the city, the proprietor of the Auto
Tire and Repair Company jumped at
the chance to install a light-socket re-
ceiver.

The model home was visited by
thousands of local residents and this
dealer was right on the job to demon-
strate his set.

Musical Survey Provides

Radio Leads

Two girls were recently employed, at
a salary of $18 per week, by the Sher-
man & Clay Company, Portland, Ore.,
to make a “musical survey” of that
city. These girls made about 100 calls
a day on local residents. No mention
of Sherman & Clay was made in the

survey, unless the canvassers were
questioned.
Among the questions asked and

listed on a card were: “Have you any
children?” “Are any of them studying
music?” “Have you a piano—a phono-
graph—a radio?” “Have you any
other musical instrument ?”

In many instances the housewife
volunteered the information that she
possessed some musical instrument and
intend