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Stability, n. The quality of
being steady or constant, having
durability or permanence.

—Daictionary.

oCet the dictionary guide

Your Choice of a

Radio Manufacturer

ANY good radio sets have been made—
good to look at, good performers.
Why aren’t they on the market today?
Lack of stability of their mukers.
Poor financing, over-production, bad manage-
ment—a dozen reasons sent these sets to the
bargain counter. Perhaps you've handled some
of them and suffered with their makers. It’s made
you “gun-shy’’—and rightly.
You're the very man we want to talk to, for you
need the Browning-Drake Line. The Browning-

Drake set-up is entirely free from the elements
that brought about these failures. Carefully
financed, managed by experienced radio-trained
men, absence of balloon-type sales promotion,
conservative production — this sound founda-
tion is behind a set that, for performance and
appearance is second to none.

A. C. Models, $102.50 to $188.50; Battery
Models, $75.00 to $119.50, all screen-grid. Send
for details of our particularly attractive fran-
chise. Browning-Drake Corporation, 226 Calvary
Street, Waltham, Mass.

SCREEN-GRID

BROWNING-DRAKE ¥ A6

LOver 1,500,000 people listen-in on Browning-Drake sets
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screen grid tubes

Exhaustive research has proved that “Four
Screen Grid Tubes’ are necessary to derive
the fullest efficiency from the ‘Screen Grid"
circuit — to get power beyond any possible
need—to insure perfect clarity of tone.

Three new Brunswick models—each an eight-
tube set, and each designed for 4 screen-grid
tubes—assure both the trade and the public
the most sensational values in the industry.

Model $-31, Panatrope with Radio

(pictured at the left) .. . %249
Model S-21, Brunswick Highboy Console $154
Model $-14, Brunswick Lowboy Console $129

Prices quoted are without tubes

Just repeating “wonderful tone” —
whether in advertising or in sales-talk
—isn't going to sell any radio sets in 1930.

Storm flags are already flying. Unless, in
this year of strenuous competition, a dealer can
prove his claims for marvelous tone, he is almost cer-
tain to experience a Cold Summer and a Hard Winter.

Fortunate, therefore, the dealer who has back of him the
House of Brunswick—schooled for more than twenty years
in producing musical instruments of the finest quality.

Fortunate, first, because the public has come to expect great
things of Brunswick...second, because in the new 1630 Bruns-
wick sets (introduced almost 3 months ago and equipped with
4 screen-grid tubes), its expectations are completely realized.

In 1930 the most powerful radio-salesman will be TONE.
Assure yourself of sustained and increasing radio sales by
lining up with Brunswick—now.

RADIO .. . PANATROPE WITH RADIO ... RECORDS
THE BRUNSWICK-BALKE-COLLENDER CO., Chicago, New York, Toronto — Branches in All Principal Cities

Radio Retailing. February, 1930. Vol 11, No. 2. Published monthly. McGraw-Hill Publishing Company. Inc.. Tenth Avenue at Thirty-sixth Street, New York, N. 7,
$2 per year. 25 cents per copy. Kntered as second-class matter, April 10, 1925, at the Post Office at New York, N. Y., under the Act of March 3, 1879. Printed in U, S. A.

www americanradiohistorv com



= wed

T

[Dealers read
Rap1o RETAILING

because— U

l Radio  Retailing  makes it v
snappy. Goes to the nub of f

the nutter. Forgets the generality

stutf. 1as something to say or keeps

silent.

-~ Writes up ideas that have

e “praved out”—not theories. !

3 Is not afraid of an idea be-

. cause it is new, if it's a good

one—or of a necessary policy because

it may prove unpopular.

‘ Is the “methods” paper of the
entire industry—not primarily

a news magazine.

= Covers the individual prob- i

. lems of all classes of dealers. !

- Senes its trained writers into |

the field to analyze the facts—
first hand. Does not glorify methods
or mien unnecessarily but aims to
present both sides of the picture.
Radio Retailing possesses a

4 distinctive personality. It has
warmth; is vibrant with life.
Radio  Relailing is  keenly

aware that ours is a business

of rapid transitions—and of wonder-

ful opportunities; that its first duty

to its readers, therefore, is to provide
them with pertinent information
essential to healthy growth; that
many of its rcaders already arc in a

rut and that the path of the proces- :_
sion must be pointed out to others.

.
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OU won’t find stock market “mountain

peaksand valleys”in Stromberg-Carlson
sales charts! But consistent growth . . . .
continuous prosperity ....are there. One
look at the five years’ figures reveals an elo-
quent story.

Conservativebuilding along thelinesofsound
business economics, is Stromberg-Carlson’s
policy.Every effortismadeto protect dealers
—to insure that they make money. Prices
guaranteed bythefactory.Noradical changes
| in design. Nothing, in fact, but quality mer-
| chandise offered at prices guaranteeing fair
I)roﬁts!

Telephony—which has contributed so much
toradio’s growth—is responsible for a great
deal of Stromberg-Carlson’s success. Its in-
fluence in perfecting these famous instru-
ments is amply demonstrated in the two
new models recently completing the line. -

STROMBERG-CARLSON TELEPHONE MFG. CO.,
l ROCHESTER, N. Y.

No. 846 ArtConsole. Embhody-
ing automatic yvolume control, ' No. 654 Radio-Phonograph

visual tuning meter. Iriple ISz Combinati Pl cords

Screen G rin!. 10O Tubes, Priece, $8 »700,000 willh ;'lll;:x‘l?l‘)lerﬂ-(?z:lsl;: radio

lesslulnin.lmut $347 50 Listen Monday Evenings to tone. 'I‘ripIeFScreen Grid.

of Rockies . . L the Coast-to-Coast Broadcast Price, less tubes, $ 3 69
East of Rockies . .

ofthe Stromberg-Carlson Or-
chestra over the National
Broadcasting Company’s
Blue Network and Associated

Stations.
1928
$6,200,000

1917
$4,300,000
1926
- B & $ 3,200,000
N No. 652 Low Console, Com- '
lg;:.' ?‘43 l’{l:gh ::o:sole‘ W(ghf:l“ 1915 pact waluut finished cabinet,
Pril:ee l;sﬂr:ﬂhee.screen LS $710,000 Triple Screen Grid. Price, less
East of Roclnlies..I $ 2 5 9 é l Klol::i‘i;s F'a_“ . "f $ 2 3 9

Consumer purchases of Stromberg-Carlson radios in the nation’s
most competitive market, Boston and New York, for five
years. Each year September through August.

&
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z
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The on|y
big new feature tc

i.ncrease Radio Sales
is 'REMQITE -CONTROL”

& WERE COMES THE fUTURE |
t impart to a MO oment like rom an editorial i

he twrm M ialinTh

e St

Ph'\\os:}p\nc onclusions of
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1oud.
The events £ 1929 show {hat, no matter what the? allied
likel that_ever , four O five years
- REALIZIN
il t’?cthat remote control
ome, Utah engineers

have
spent yea
RemsthiCantial. perfecting Utah

In the Ui
tah laboratories twenty-Ffi
-five

| R
but it 2380 1 qhowmg evidence of a
guat new sepax ate art, as the talking mac
oped a8 @ great new addition to the field ¢ musical instru- distinct type b
ments. : ResTdvE b
Tens 0f millions of peopie are veady and wilhing to buy Ered and 'mp"rovedien tested, meas-
radio product if they see @ reason why they should. emote Control. D ° Perfect Utah
Considerab\e doubt  be said t surround urther 1evo- were diScarded.b ozens of model
Tutionary development 1 o performance’ t ig enoug neers prono efore Utah en s
sensitiv ity, se electivity or ioné volu in ava lable tube hoo C°ntro| 12 Unc.:.ed Utah Re g1-
ups and there is ques jon whethex any newer oY ctive will practical .f%ady SCientiFié I r-nOte
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YGRADE Radio Tubes are licensed under the
Radio Tube Patents of Radio Corporation of
America, General Electric Company and West-
inghouse Electric and Manufacturing Company.

To us these patents mean every modern facility
of manufacture. To you they mean that Hy-
grade Radio Tubes will continue to be a
stable and profitable item in an unstable field.

HYGRADE
Radio Tubes

A COMPANION PRODUCT OF HYGRADE LAMP BULBS

HYGRADE LAMP CO., Salem, Mass.
LAMPS YOU CAN DEPEND UPON-—TUBES YOU CAN TRUST

Hygrade Radio Tubes are Licensed under the Patents of Radio Corporation of America, General Electric
Company and Westinghouse Electric and Manufacturing Company.

www americanradiohietory com



AUTIOUS, cold-eyed,

tight-lipped—enter, the

skeptic. Shy of words,
keen on facts, he judges shrewdly
the true worth of each set. Prove
the case and bind the bargain; that
is his way of buying. And Grebe
franchise-holders meet him on
level ground, because that is their
way of selling. Their formula for
thawing him out is simple: demon-
strate the new Grebe—let it re-
place his doubt with confidence—
watch how quickly it brings his
checkbook out of seclusion.

Here is a man who sees thru
meaningless generalities—finds
tinseled superla-
tives inane — bris-
tlesat whoop-it-up
sales talk. He has
owned a set be-
fore and, in addi-
tion, his mind is a
catalog of those

Gre
ra

SUPER- SYNCHROPHASE @\J

Radio Retailing, I'ebruary, 1930

which he has
heard in the
homes of his
friends.

But, tho
hours of radio
listening have
made him critical, they have given
him an established basis of com-
parison. So that, when he hears
the Grebe, he realizes that it is at
least a year ahead of the field.

Turn the dial under the Grebe

escutcheon — separate the power-

ful local station without the small-
est overlapping fringe. Step across
the continent and bring in feeble,
distant broadcasts with local clar-
ity and volume. All the while,
let him enjoy Tri-toned radio—
reception so vivid, so warm, that
it melts away his last doubt.
Newer than screen grid, the
Grebe sells your ‘“‘hard’ pros-

pects. It brings
back the hesitant

o
1)

buyer, turns the
cynic into a fan
and converts the
skeptic. It means
extra profit for the
franchise-holder.

converted

Alfred H. Grebe —‘‘From the
start, the technician, thru scien-
tific reasoning, has recognized this
new set as an engineering achieve-
ment. To the public, it has made
its successful appeal thru the ear
and the eye. Now, in our news-
paper advertising, we chart its
performance—make a comparison
of twenty of the most popular re-
ceivers for selectivity, sensitivity
and audio quality. Proving by
scientifically accurate tests that
the Grebe ranks first in every
quality essential to radio enjoy-
ment, we strenghten our appeal
to the senses of hearing and sight

IE]

with an address to common sense.

A. H. GREBE & COMPANY, Inc., Richmond Hill, New York
Western Branch, 443 So. San Pedro Street, Los Angeles, California

www americanradiohistory com
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ILVER

-MARSHALL

L

RADIO

EXTRAORDINARY

Score Another for Silver!
Three New Models with

Double-Deck Pre-Selection

To give every SILVER dealer the two
most powerful weapons in the field—the
two radios that will out-perform, each in
its own field, every competitive set—that is

the SILVER PROGRAM.

To the present Models 60, 75 and 95
SILVER RADIOS, which provide supe-
rior distance reception in almost any local-
ity without any external antenna connec-
tion, are now added the new “B” Models—
with selectivity as far outclassing the mar-
ket as does the sensitivity of the present
“30” chassis. Tone fidelity and sensitivity
with aerial), are everything that the world
expects in a SILVER RADIO. The price
is fifteen dollars lower than present models
—and one less "24 tube is required.

So the SILVER dealer—as usual—is
“sitting pretty”—SILVER advertising is
being redoubled in intensity—and oh, what

a difference, when you can start next sea-

son with a record of having steadily sold

goods that are worth the price and stay that
!

way!

SILVER RADIO Now Comes in Two
Series—

Standard Models 60 ($160), 75 ($173), 95 ($195) :
Four screen-grid tubes (eight tubes in all), band-
selector tuning, screen-grid power detection, push-
pull UX 245 tubes, matched-impedance electro-
dynamic speaker, without hum, and the famous
SILVER RADIO Overtone Switch, for static reduc-
tion or brilliant, life-like tone. No antenna required.

New Models 60B ($145), 75B ($158), 95B (§145):
Three screen-grid tubes (seven tubes in all), double-
deck pre-selection providing sharpest selectivity avail-
able on the American market; improved screen-grid
power detection; phonograph jack for direct connec-
tion to pickup; the same humless push-pull '45 output,
and same matched-impedance electro-dvnamic speaker
as the present models.

All prices list, less tubes.

60 AND 60B LOWBOYS 75 AND 75B CONCERT GRANDS 95 AND 958 HIGHBOYS

Phone your Distributor or Wire the Factory
SILVER-MARSHALL, Inc., 6421 West 65th St., Chicago, U. S. A.

SILVER - ON - RADIO - IS : LIKE - STERLING - ON - SILVER

www americanradiohistorv com
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OMING,,»

£y
NEW
RADIO
TUBE

IF this were merely the an-

nouncement of another new
radio tube, it would not com-
mand your interest. New radio

tubes arrive all too frequently.

But this is the new radio tube,
long awaited. Itistheradiotube
which had to come, as the nat-
ural result of the formation of
the Natienal Union Radio Cor-
poration.

It was 1o be expected that this
huge $16,000,000 combine of
resources and engineering
genius would result in a radio
tube new in quality, new in sales

appeal, and new in its possibil-

ities for profit to dealer and
jobber.

This new tube will represent
a high water mark of present-
day radio tube engineering. It
will offer evidence in its tone,
its performance and its long
life, of the untiring efforts of a
famous group of engineers. It
will take its place among the
more noteworthy achievements
of American industry.

It will be produced in plants
that are modern-to-the-minute,
equipped with the newest and
most remarkable developments
in automatic machinery and
manned by the finest workers
in the field.

NEW

IN QUALITY

So much painstaking care will
be lavished on the production
of this new tube, that it will
create a new conception of how
good a radio tube can be. A
Sales Inspection Department,

without responsibility for speed

or cost-of-production, will
double-check the daily output.
There is little question in the
minds of dealers and jobbers
as to the very tangible effects of
radio tube quality on radio tube
sales. We have built our new

tube with that thought in mind.

- NEW
IN SALES
APPEAL

We have clothed this new radio
tube with an idea which will
make it a star of the first magni-
tude in the radio sky. The most
brilliant of merchandising, the
most effective of advertising
will be employed in its behalf.
To the dealers and jobbers who
will be entrusted with the pres-
entation of this tube to the
American public, we offer these
assurances of a prosperous

business relationship.

WAIT!

NATIONAL UNION

RADIO CORPORATION

400 Madison Avenue.

» » »

www americanradiohietory com
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. .. not an isolated section of the country

... but the whole world

comes in with amazing clarity on

= NEw TI;EUTZ

SHORT WAVE RECEIVER

Engineered and built only for short wawes . . . .
not an adapted set

Now there is no need for your
customers to wait for foreign pro-
grams to be rebroadcast. Let them
hear the program direct, via short
waves !

This new set is built only for short
wave work. It is so selective and
so sensitive that it sets an entirely
new standard in distant reception.
New and original features are in-
cluded which overcome the early

difficulties encountered 1n such
work. It is reliable and easy to
operate.

Get a running start on this fasci-
nating new field with the standard
short-wave set—

LEUTZ

Descriptive literature gives the
complete details of this amazing
set. Write now for information.

C. R. LEUTZ, INCORPORATED
ALTOON AEA:(; fﬁ), 1\E'J;(-S. A.

WEST COAST
B. J. Howdershell

Detwiler Bldg., 412 West Sixth St.,

Los Angeles, California
»

NEW YORK
112 West 42nd St., New York, NX. Y.

FRANCE
Baldwin M. Baldwin

1 Boulevard Haussman. Paris, France

Cables: Experinfo, Paris

www americanradiohistorv com



"WHEN A PROGRAM SOUNDS
FUZZY, IT MAY BE THE
WEATHER, BUT MORE LIKELY
IT'S A SOUR TUBE. PUT A
NEW EVEREADY RAYTHEON
IN EVERY SOCKET OF YOUR
PRESENT RECEIVER FOR THE
BEST IN RADIO RECEPTION.”




]

NATIONAL \\{

v
UNION CARS

RAYTHEON|

ER224 |

§ [VEREADY

_ ‘

HAVE YOUR SER-
VICE MAN REPLACE
THEIR TUBES WITH

EVEREADY
RAYTHEONS

IF A CUSTOMER can listen to
the difference in his own
receiver, it is easy to sell
him a set of new Eveready
Raytheon Tubes. You can
explain to him that tubes
wear out gradually and im-
perceptibly. After normal
average use, there’s a tre-
mendous loss in quality,
power and sensitivity . . .
which your customers can
best appreciate if you show
them the great improve-
ment that a complete set
of new Eveready Raytheons
will make.

Equip your service-man
with Eveready Raytheon
4-Pillar Tubes. Then let him
demonstrate their differ-
ence to your customers on
his service calls. Demon-
strations with Eveready
Raytheons are so easy—and
the best way to prove their
obvious superiority.

wwWwW americanradiohistorvy com
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You can easily see the
difference in an Eveready
Raytheon Tube. Look at the
diagram on this page. Ex-
amine one of these tubes.

See the solid, four-cor-
nered glass stem, supporting
the four rigid pillars which
hold the elements. Notice
how this 4-Pillar construc-
tion is braced at the top by
a stiff mica plate, ,

Eveready Raytheons give
better reception because
they are stronger . . . im-
mune to the hazards of
shipment and handling
which endanger the per-
formance of ordinary tubes.
The unusual precision with
which Eveready Raytheons
are built is safeguarded by
their4-Pillar construction.
With Eveready Raytheons,
only, can you give your cus-
tomers all the advantages
of this construction, for it
is patented and exclusive.

Eveready Raytheons
fit all standard A.C. and
battery-operated sets.

www americanradiohietory com



TO BOOST YOUR SALES

HEeRrE is a striking counter dis-
play (10"x12%'') that draws
customers’ attention to tubes,
and to the special points of RA

Eveready Raytheon superior- YTH EON
ity. There is a five-piece win- .

dgw display which will help 4'P ll[ar ElbeS
dress up your window—and
help your Eveready Raytheon —
sales. There 1s ?ISO a muslin ~ VERFADY ,Q;
wall chart showing character- RAYTHEON '
istics of various tubes and a ‘ /4
tube register showing types of
tubes for various sets. Hang LONG LIFE W' LoNG LiFE

RADIO TUBE v o " RADIO TUBE
this chart in a prominent loca- WATIONAL CmBON e S W J
tion. It will prove very useful, - 1 ERER:
both to you and to your cus- R

tomers. You can have any or
all of this material by writing

to the nearest branch of the - :
NationalCarbonCompany.Inc. 4-Pl"a'l' v AI'lChOI'Cd 4POIB‘I’S
We welcome inquiries from Construction I | TOP and Bottom

alert dealers. Eveready Ray-
theon Tubes are selling fast

through a selected number of jobbers,
conveniently located. Ask your jobber or
write us now for the names of jobbers
near you. We also make the famous
Eveready Layerbilt “B*” Battery.

NATIONAL CARBON CO., Inc.
General Offices: New York, N. Y.
Branches: Chicago Kansas City New York

San Francisco

Unit of Union Carbide and Carbon Corporation

TRADE-MARKS

www americanradiohietory com
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Tune in on the Graybar IHour, 10 to 10:830 Eastern Standard Time every Tuesday night...Columbia Broadcasting System.

YOUR OWN
LITTLE STOCK
MARKET....

Oh, yes, you have one. Right on your
own floor, too.

Some dealers have a lot of fun (and
expense) with it. They gamble on any
quantity and kind of merchandise.

Graybar dealers don’t need to. The
Graybar distributing system shoulders
the expense of maintaining stocks for
them. The nearby Graybar warehouse
takes care of quantity. The complete
Graybar line takes care of variety.

It's all part of a consistent plan to
uncover new economies in distribution
(which Graybar has been doing for
industry for sixty years).

= There’s an individual plan to fit your
individual needs.

GraybaR

OFFICES N T3 PRINCIPAL CITIES—EXECUTIVE OFFICES: GRAYBAR BUILDING, XNEW YORK, N, Y.

www americanradiohistorv com . _
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AUDAK’s

latest achievement . ...

wTUNKD

PICK-UP

The pace of progress is swift. Electron tubes have opened new
vistas of possibility in the virgin realms of television, remote con-
trol, guidance of aircraft from afar . . . and in the “sound”’ province.

The world is moving, and moving fast.

Radio sets of but three years ago cannot fit today’s demands. A
pick-up of only two years ago is pitifully inadequate now. Even the
ELECTRO-CHROMATIC Pick-up—standard by which others are
judged and valued—capable of reproducing every chromatic detail
of voice and music, has lacked some means to perpetuate its ex-
treme sensitivity.

The problem was, first, to sensitize the pick-up so that it could re-
produce EVERYTHING with exact fidelity. The radio-music world
looked to AUDAK for that solution, and the ELECTRO-CHROMATIC

Pick-up was our answer.

The next man’s sized job was to maintain that exact fidelity by a
tuning principle that would insure realistic, chromatic reproduction
at ALL times, independent of external conditions. What an assign-
ment! Truly a Herculean task even for the leader in the sound-
engineering field! Again the trade looked to AUDAK, and here is
our answer . . . The TUNED Pick-up—a revolutionary advancement.

Fine, sensitive instruments are

No sound system depending affected by the elements and by

upon the pick-up can afford . g .

to be without the ELECTRO- the hand of man. Violin, piano,

CHROMATIC Pick-up and its microphone, electric meter . .

revolutionizing running mate, -~ v

the TUNED Pick-up. Saves they all get “out of tune’’ sooner

returns, complaints, handling or later. Th iti h

expense, waste motion and ater. e more sensitive the

grief in general! instrument, the more pronounced
is this condition.

The AUDAK COMPANY,

“Creators of High Grade Electrical

www americanradiohistorv com
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....0nce more demonstrating the truism

“LOOK TO A LEADER FOR LEADERSHIP”

Heretofore, when a pick-up got “out of tune,” it had to be taken
apart and reconditioned. This cut down profits and worked to the
detriment of all hands . . . in retail shops, in theaters—wherever
the pick-up was used as a medium of interpreting sound. It is this
heretofore uncontrollable condition that AUDAK’s great new prin-
ciple overcomes. Now you can have perfect music and speech, any
time and all the time . . . the pure, realistic performance of the
ELECTRO-CHROMATIC Pick-up . .. as natural today as yesterday,

regardless of atmospheric conditions or any other influence.

A very important development . . . for retail radio merchants, for
theater owners and operators, for wholesalers who cater to them.
and for manufacturers of combinations.

We present this new principle to
the radio trade . . . our first major

A very helpful treatise on

the theory and principles announcement for 1930. There
of the TUNED Pick-Up will be other announcements . . .
has been prepared by our technical staff has been busy

Maximilian Weil, Presi- . . . g
dent of this Com;any. y with plans which will have a far

] TR reaching effect upon the music
asking. world. Plans that will re-inforce
AUDAK’s reputation as pioneer
and creator!

565 Fifth Avenue, New York

and Acoustical Apparatus Since 1915”7
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= WHy NOT SPARE TUBES?

D THEY ARE THE
< “SPARE TIRES” OF THE RADIO

EVERY radio set owner should have spare or

STANDARD
QUALITY
ALWAYS

extra tubes. They insure against interruption

and disappointment.

The idea of spare tubes is relatively new—but
every radio owner will appreciate your suggest-
ing it. Advise your customers to keep a couple
of Ken-Rads—the standard quality, licensed
tubes—always on hand. There’s money in the
replacement tube business if you will go after it.

This is one of the ways to get it.

THE KEN-RAD CORPORATION, Incorporated
OWENSBORO, KENTUCKY

A Division of KEN-RAD TUBE & LAMP CORPORATION

RADIO TUBES

LICENSED BY RADIO CORPORATION OF AMERICA

(.3
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The Road to Radio Profit

HIS year 1s full of golden opportunity for the distributor and

dealer who takes the Right Road to Radio Profit. Now 1s the
time for you to look over the Landmarks and determine if you are
on that Road.

The Distributor and Dealer of Today is interested in Stability,
Financial Resources, Engineering Ability, Manufacturing Capacity,
Sales and Merchandising Cooperation, and what the Manufacturer
will do for him. For that reason, you should give serious considera-
tion to Kennedy, not only for 1930, but for the ultimate security
of your business in the years to come.

Consider a product which, in design, performance and beauty,
has never been surpassed for quality, and is backed by a pioneer
manufacturer whose integrity of purpose and reserve resources are
unquestioned and unshakable.

Consider a program of cooperative merchandising and selling,
designed to crush sales resistance and build up a permanent volume
of proftable business, created by an organization of men who have
never known failure in their many years of business experience.

There are many other advantageous features offered by Kennedy
which afford the progressive distributor and dealer an opportunity
to travel greater distances along the Road to Radio Profit.

Colin B. Kennedy Corporation, South Bend, Indiana.

Investigate Kennedy! Get the facts! Get first hand
information on why the Kennedy Exclusive Sales
Franchise is so desirable! But do it Now! A letter,
wire or 'phone call puts you under no obligation.
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Simplicity nnd clegance have been so
embodicd in this model thag it harmo-

nizes with the furnishings in any room.

SCREEN-GRID
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Y()U have seem radio
history made in the past
cight years. You have
seen a great industry
girow from infancy to
maturity. During all
thesechanging yearsyou
have seen one name
steadily moving ahead.
That name is Atwater

HKent ... Think it over.

ATWATER KENT MANUFACTURING COMPANY
ol Mtwwatcr Kent, President

4733 Wissnhickon Avenue. I’hilndelphin, Pa.

www americanradiohictory com
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THEY’RE SENDING CUSTOMERS LOOKING FOR YOU
If You’re Sylvania’s Dealer!

The Sylvania Foresters provide more than just radio entertainment. They are
business builders locally, for every Sylvania Radio Tube Dealer——and their friendly
salesmanship makes customers for him out of hundreds who otherwise would
merely be passers-by.

Wherever “‘the flashing S on a green oak leaf™ appears on a Sylvania Dealer’s
window, it is just as though his name and address were mentioned in the radio
announcements of the Sylvania Foresters—and these announcements are heard

by millions each week.

SYLVANIA PRODUCTS COMPANY

Emporium Pennsylvag
Licensed Under R.C.A. Patents

These are the Syl-
vania Foresters —
Orchestra and
Quartette—a Na-
tional Radio Fea-
ture—Every Week
Over WJZ, KDKA,
KWK, KYW,
WBZ, WBZA,
WHAM, WREN,
WBRC, WNBZ,
KFAB.

FORESTERS

www americanradiohietory com
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Our Broadcast Structure

Must Vot Crumble
U nder P olitical P ressure

prosperity of the whole radio industry. With

millions of listeners, the industry looks to the
radio authorities at Washington to protect the interests
of radio, and to maintain the broadcast spectrum under
best operating conditions.

It is a difficult and thankless job—that of sitting on
the lid at Washington and defending the intangible rights
of the public against the onslaughts of greedy commer-
cialized stations and selfish politicians in Congress. The
work of the radio commissioners calls for vigilance and
courage of a high order, if the public interest is to be
protected.

Already, however, there are signs that political pres-
sure on the commissioners is making itself felt, and that
under its effects the integrity of the broadcast structure
is slowly crumbling. Already there is evidence that
political expediency rather than established engineering
facts are controlling recent actions by the commissioners,

GOOD broadcast reception is vital to the sustained

NE of the ominous and disquieting events which

points this new trend is the assignment of a New
York City station to a channel only 30 kilocycles from
two other local New York City stations—in spite of the
consensus of all radio experience that a spacing of 50
to 100 kilocycles is desirable betweeh stations in the same
community. Moreover, this shift puts the New York
station on the same channel with a popular Baltimore
station only 160 miles away (although such separation

Radio Retailing, February, 1930

should not be less than 1,200 miles, for good service).

The result of this grievous new assignment is to pro-
duce “‘cross-talk” locally between the two New York
stations so close on the dial. Meanwhile in both New
York and Baltimore the channel affected is beset by a
howling heterodyne outside of the immediate precincts
of the stations themselves.

> P

BY ITS regrettable order the commission has thus
taken the first step back to the very condition of such
insufficient spacings and consequent bedlam which so
nearly wrecked radio in 1926, following the law’s break-
down. The granting of even one such permit is bound
to lead to other demands for similar assignments, backed
by added political pressure, now that the entering wedge
is driven.

The commission has committed a serious mistake in
yielding to politics and outraging the first principles of
radio. The damage it has done can be repaired only by
an immediate restoration of sound operating conditions,
at every point on the dial. Restoration made, the com-
mission should next proceed to make broadcast conditions
better, not worse.

It will cost the radio industry millions of dollars in
future sales and the public an immeasurable loss of price-
less facilities, if the radio structure is allowed to crumble,
under insidious but cumulative. tinkering. Political
meddling must not be permitted to let broadcasting slip
back again toward the deplorable bedlam of 1926.

21
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A straight-from-the-shoulder
presentation of the present at-
titude of the bankers on the
financing of radio time paper
—What the dealer, jobber and

manufacturer must do to help adey 0V

: keen analacis of
the radio .itua-
tion merit: close

reading.

Radio Retailing, February, 1930
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By
Ray V. Sutliffe

NE of the immediate results of the October
O financial upset was a tightening of policies gov-

erning the purchase, by the banker, of radio time
payment contracts. At a time when dealers needed
ready cash they were told that their paper was no longer
acceptable.

This condition still obtains. It is no secret that it is
harder to discount bills of sale today than at any other
time in the history of radio merchandising.

Who is to blame for this situation?

What can be done to remedy it? To again make
possible the partial financing, at least, of the radio re-
tailer’s business from the cash value of his customers’
mortgage agreements?

And what is the future outlook?

Radio Retailing recently interviewed thirty of the
country’s outstanding contract purchase corporations.
Here is the consensus of their opinions:

a. The financing houses have no prejudicial viewpoint
against radio paper other than that occasioned by certain
special circumstances which have become associated with
this type of sales contracts, many of which, they claim,
are of the industry’s own making; radio manufacturers
and dealers both are to blame.

b. When the October tremor shook the country it
found many radio dealers with little cash reserve and
with extended obligations. Shortly thereafter it found
radio sets of established value being reduced in price,
others heing thrown on the market at prices considerably
under former standards. And it found hundreds of
local finance companies out of funds, because in absorb-
ing the tremendous volume of business that had come to
them almost unsolicited, they had “lived up to” their
capital resources and bank lines. With the tightening of
the financial situation in September it was impossible for
them to secure further funds either from the bank or
from the public. Such companies had no recourse except
to stop purchasing paper. - '

c. Radio Retailing’s survey finds that the stronger
financial institutions will still consider radio paper but
only on terms compatable with sound financial principles
—see accompanying box which itemizes the corrective
measures that must be applied by the industry.

Here are boiled-downs from some of the telegrams and
letters received:

Have Utmost Confidence in Industry

“Following the stock market crash we purchased more
radio paper than in any other time in our history, show-
ing that we have the utmost confidence in the industry

Radio Retailing, February, 1930

Radio paper still can be sold to the bankers. But—
before the retailer or the jobber can hope to find a
ready market for time payment contracts the radio in-
dustry first must comply with certain conditions. Un-
less it does the financiers will be forced to make the
decision for the industry—and the cure may be a drastic
one.

Consensus of opinion, Radio Retailing’s
recent interviews with the leading dis-
count companies.

DEALERS

1- Selling costs must be held well within gross
margin, allowance being made for a reasonable profit.

2- Accurate operating statements must be avail-
able for inspection at all times. Jobbers have the right
to demand this information of their dealers—and finance
companies of both.

3- Inventory items must be priced at present mar-
ket values.

4- Collections must be closely followed. Past due
accumulations discourage customers and the sale sours.

-5- Do not allow over 24 hours for a demonstra-
tion. Failure to observe points 4 and 5 freezes necessary
working capital.

6- Hold trade-in allowances to a minimum. Many
dealers would be better off by cutting this allowance in
half—even though they sacrificed 25 per cent of total
sales volume,

7- First obtain the confidence of your local banker.
Reputable finance companies will not do business with a
merchant who cannot get some credit from his local
banker. Finance companies are supposed to supply
secondary service only.

8- Furthermore don't sell all your installment
paper. A dealer should expect to keep from 20 to 30
per cent of his sales contracts in his own safe. The
interest income from this free paper helps meet obliga-
tions—including the guaranty on outstanding paper. -

9- Plan financing ahead. Make sure that the con-
tracts are properly executed and comply with all the
requirements of the banker buyer.

10- Have sufficient working capital to keep the
business going through its first two critical years.

11- Practice these four essentials: the ability to
make sales; to select good credit risks; to collect in-
stallments when due; and to anticipate your financing
requirements.

JOBBERS

1- Verify the financial stability and business ability
of each and every dealer before signing him up.

2- Concentrate on the dealers who are doing a real
selling job. Don’t be afraid to demand of your dealers
frank, frequent and fair statements of their business
progress and present financial standing.

MANUFACTURERS

1- Maintain standards of value. Formulate price
policies, stick to them and see that others support you in
this necessary principle—if you expect your dealers to
find a market for their time payment contracts covering
the sale of your products.

o If you must use the quota system base it on
actual market consumption capacity, each territory and
dealer to be considered separately. Fix quotas on the
actual market for your line; not on what you would
like it to be in order to meet home office expediencies.

wwWwW americanradiohistorv com .
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and that we are committed to use our money, experience

and unsparing effort for the assistance of dealers who

are in the radio industry “to stay’—as we are. . . . .

But, we must insist that the radio dealer comply with

certain rules of good business which, heretofore, he has,
in the main, cheerfully disregarded.”

W. Lee Wiiitg, Treasurer,

Bankers-Commercial Security Co. Inc.,
New York, N. V.

Radio Manufacturer Must Help

“From the finance company's point of view, there is
too much instability in radio manufacturing, merchandis-
ing and distribution. Second, the method of selling is
too lax—the dealers will not adhere to the conservative
down payment of from one-third to forty per cent be-
cause they are hampered by competition from depart-
ment stores, chain stores and installment houses, who are
selling radios on small down payments. Third, the
finance companies realize that the resale value of a radio
is very little, and must depend upon endorsement of the
dealer. This, together with the ever changing models,
types, obsolescence and price instability makes the radio
of minor security. ’

“The radio manufacturer could do a great deal to bring
about changes for the betterment of the entire situation
by taking into consideration the above matters, and work-
ing toward a betterment of each item mentioned.”

Louis HILLER, President,

Universal Finance Corp.,
Omaha, Neb.

Quota System Blamed

“Predetermined, fixed quotas of sets to be sold is
probably the most disturbing factor in the policies of
radio manufacturers. To acquire and hold a distribu-
torship has necessitated a stipulated volume of sales.
Dealer franchises, therefore, are also granted frequently
on the basis of a large anticipated volume. The dealer
must sell whether or not there exists a normal, healthy
demand for his merchandise. . . . . Such a system en-
courages sales for the sake of sales only; with the result
that time paper credits are questionable, replevins fre-
quent, and collections slow.”

R. P. Bascock, Gen. Mgr..

Long Island Bankers, Inc.
Jamaica, N. V.

Scrutinizing Policies of Dealer and
Manufacturer

“Finance companies have no regrets for the business
they have accepted in the past. But they now are care-
fully studying each lease presented; studying not only
the ability of the person who bought the radio to pay for

it, but also the make of set and the business methods and
policies of the dealers, and of the radio manufacturers,
behind it.”

HENRY EDSON,

General Contract Purchase Corporation,
New York City.

Manufacturer and Jobber Must Help

“We believe the manufacturer and his jobber should
be more careful in selecting dealers. Then, if such deal-
ers need financial assistance, the manufacturer or jobber
should co-operate by arranging with the finance company
to handle the dealers’ time sales paper and guarantee the
performance of the contract the dealer negotiates.

“If this were effected we believe the reaction would be
favorable in all quarters.”

Jos. A. HErTELL, Mgr.. Industrial Dept..

American Credit Corporation,
Omaha, Neb.

Capable Radio Merchant Has Worth-
while Future

“We believe in the basic soundness of time payment
sales of radio and in the future of the radio business
generally. The capable radio merchant has a worth-
while future. Naturally, care in extending terms is
desirable but we don’t think this is a time for unreason-
ing timidity. . . . . The radio manufacturer can help
greatly by educating the dealer on the importance of
sound time payment policies.”

R. J. Gre1L, Vice-president,

Commercial Investment Trust Incorporated,
New York, N. Y.

A Jobber Speaks His Mind

“Dealers fail to protect their credit standings. . . . .
Beware of loose selling methods. . . . . Adjust your-
self to a buyer’s market. . . . . Proper connection with
one finance company is best. . . . . Substantial down

payments. . . . Volume within safe limits. .
Weekly payments are best. . . . . Stop profit leaks in
demonstrations. . . . . Sell the prospect the set he can
afford.”

Extracts from an admirable booklet on this matter of
financing time paper, entitled “Radio Talks,” by
Davip M. TRILLING,

Trilling and Montague, jobbers,
Philadelphia, Pa.

Further Discussion to Follow

The March issue of Radio Retailing will continue the
discussion of this pertinent and basic subject. Frank
comment by a leading banker and the reaction of mem-
bers of the radio industry will be presented.

e —

“In this 1ssue—

On pages 30-31 appear the best summation
of the problem of volume or profit I have

ever Jseen.

Everyone connected with the

radio industry should read it.”

MicHAEL Ert, President,

National Federation of Radio Associations.

———————— ]
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R amifications
of the

Radio Corporation

RaDio CORPORATION
OF
AMERICA

J.G.HARBORD,
Chairman of the Board

DaviD SARNOFF,

(Organization chart of L
R.C. A., published

for the first time,

shows many

affiliated

companies

/ NATIONAL UNION RADIO CORP. (TUbeS)W
(Through a $2,000000Loan)

[R.C.A.COMMUNICATIONS, INC.

(Trans-oceanic) N

[Raiomaring CorPoRATION OFAMERICA|
L (Ship-to-Shore)

[ R.C.A.PHOTOPHONE,INC. |
(Sound Pictures)

J

(RADIO-KEITH - ORPHEUM
(Theatres,Vaudeville)

NATIoNAL BroapcasTiNg Co.
(Broadcasting)
Owned:50%R.C.A.,30% G.E.,

20% Westinghouse

RADIO Music COMPANY |
(Holders of Music Copyrights)

R.C.A.INsSTITUTES,INC.

(Instruction in Radio)

E.T.CunNINGHAM, INC.
(Vacuum Tubes)

RADIoTRON CORPORATION

President

N RESPONSE to many N\

inquiries received from
readers in the radio trade, ask-
ing about the relationships between
the various operating companies of
the Radio Corporation group, the
accompanying chart has been prepared AN N
by the editors of Radio Retailing, and is A\

relationships where stock interest or ownership exists to some degree.

The Radio-Victor Company will manufacture at Camden, N. J., all
radio sets distributed under respective brand names by the General Electric
jobbers, Westinghouse jobbers, Graybar distributing houses, and the Radio-
Victor distributors.

presented here as a matter of general interest. \"‘9 \g'?x

It will be noted that, with the recent changes \\’)9 ~
in its set-up, the Radio Corporation of America \g), AN
has become purely a holding company, having no \Q"X h
contact with the public except through its subsidiaries N
in the various fields of communication, sound pictures, \\
broadcasting, manufacturing and merchandising. For lack N
of space the chart omits a number of R.C.A. foreign affili- N
ated companies engaged in communication or manufacturing \\
which are operating abroad and in our insular possessions. The \\
diagram is not intended to indicate lines of direct control but rather N

s

i (Vacuum Tubes)

RApio-Victor CoMPANY
Owned: 50% R.C.A.,
30% General Electric Co.,
20% by Westinghouse
(Has four major distribution outlets)

GeENERAL MoTors Rabpio CorP.
Owned: 51% by R.C.A..,
| 49% by General Motors

.

LicCENSEES
Set Manufacturers
32 licensed to make
receiving eouipment

LICENSEES
Tube Manufacturers
12 licensed to make

tubes for specified purposes

Radio Retailing, February, 1930
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Programs j

ultimate in effective salesmanship, drop into any

first-class art gallery and you will find it—hanging
on the walls. There the ideas, the mental images of
men, are so attractively expressed and vividly presented
that the spectator instinctively wants them, and needs
no urge to buy.

The same idea is applicable to purely commercial
salesmanship. An automobile manufacturer, for ex-
ample, invites prospects to demonstration rides with
the promise, “If Auburn cannot sell itself, you won’t
be urged to buy.”

This is the selling principle that is now being used
by an ever-growing number of extremely successful
sales organizations. It will be the dominating note in
the salesmanship of the '30’s. To practice effectively
the examples of this style, which will be offered, some
understanding of the last decade in selling is necessary.

The early ’20's found us at the peak of “scientific”
salesmanship—whatever that meant! We were told that
we must lead our prospects through the four successive
stages of attention, interest, confidence and desire—
and then we were to impel them to buy. Those were
the “do it now” days when, having reached the “crucial
moment” of our talk, we committed everything short
of homicide to get a signature.

The opening of the new decade finds scientific sales-
manship as mummified as old King Tut. Its famous
five-point formula. largely shorn of three points, is but
a dying star in the selling heavens; only attention and
desire remain to remind us how things have changed.
And how they've changed!

IF you want to witness the last word, the very

EST week, while visiting in a Buick showroom, I
heard a prospect tell one of the salesmen that he
wanted to look around at some other cars and get their
prices, before he committed himself to Buick—which,
he admitted, was a corking fine car. The situation is
familiar to all who sell.

Now, ten years ago, such a situation would have
provoked a fine outburst from the salesman. He would
have uncorked his choicest variety of high-pressure
closing methods and, as the saying used to go, “put
him over Niagara Falls before he got out.”

But this salesman, lounging carelessly against a car,
smilingly nodded his acquiescence and, murmuring that
he hoped to see them again soon, accompanied the
prospect and his wife to the door, Halfway there, he
turned to the man and asked:

“Mr. Wallace, how long have you been married ?”

26

By
Alan Streeter
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IWield words that
stir the emotions if
you would suc-eed
in the art of sales-
manship

The man who doesn’t use the
current day’s programs in his
sales talk is ignoring his surest

means to an order

“Wh-wh-why, three years—but why do you ask?”

“Oh, nothing personal, Mr. Wallace—don’t get me
wrong. 1 was just wondering, that’s all.”

“Wondering what?”

“Well, I was just wondering if, a couple of nights
Defore you proposed to Mrs. Wallace, you said to her:

““Y'know, dear, I like you. You're a corking fine
girl—good to look at, probably economical, and all that.
I think I'd like to propose to you and, probably, I will
eventually. But not just tonight, dear, because I want
to run down the line and look over some other girls
before I commit myself to you.

“Or, Mr. Wallace, did you realize that Mrs. Wallace
had qualities good enough for any man—qualities good
enough to warrant your immediate action? The com-
parison is odious, I know, but this Buick N

I wish I could truthfully report that, as Wallace and
his wife left the showroom in a gale of laughter, they
left the salesman holding their order. I can’t do that,
but I can report that Wallace phoned him on the follow-
ing day, to come around and get it—and Wallace and
his wife greeted him with a laugh.

The salesman, a friend of many years, tells me he
no longer applies heavy closing pressure on any except
those prospects of a low order of intelligence. He
claims the higher mentalities definitely resent coercion
and that they do not require it if a quality product
is properly pictured.

N ONE of the days that Angelo Patri was broad-

casting recently, I stood in a radio store and heard
a salesman rave to a pair of prospects who had their
seven-year old daughter with them. “Three screen-grid
tubes,” he was declaiming. “Three of them, mind you
—_three screen-grid tubes.” And reams more about
selectivity, distance, ad nausewn. They. listened to him
with blinking eyes and those silly smirks that betray
the person who is trying to be polite. Then they walked
out, setless.

Why didn’t he say:

“Angelo Patri is on the air today, Mrs. Young—
Patri, you know, the country's greatcst specialist in
parental educational methods. He'd be a lot of help
to you—help you give the youngster here a jump of
four or five years, perhaps, in her cultural progress.
You'd find this set particularly advantageous for getting
Dr. Patri's programs because he comes in on one of
the low wave lengths—where all the stations are grouped
closely together,—and you need a sharp-tuning set to
separate him from the stations right above and below
on the dial—or their noise will spoil his program. One
of the reasons why he comes in so sharp and distinct
on this set is because it is equipped with three screen-

(Please turn to page 63)
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er’s Introduce the

- Editorial and Controversial Comment on Radio’s

is coming. It will be a factor at the Trade Show

in June. Already the newspapers are telling the
public about this, radio’s latest improvement, and sug-
gesting that it will make possible lower price sets of
greater efficiency. Despite the worthy intentions of cer-
tain manufacturers to withhold the introduction of this
tube until a more propitious time, the march of progress
cannot be stayed. Developments of the past 30 days
have changed the picture and account for our voicing
of the preceding prediction.

With the advent of the pentode which, it appears,
will make possible a better set with fewer tubes, comes
another opportunity for the radio industry to start
afresh; to amend certain errors it has committeed on
past occasions of a similar nature.

Here, then is a situation which can be used to help
or harm the radio manufacturer, jobber and dealer—-
depending entirely upon the degree of intelligence and
of finesse used in introducing it to the public and in
marketing it in sets.

Unfortunately the history of the past is not assuring.
Exaggerated statements regarding new inventions and
their possibilities for reducing prices to the consumer
have upset established markets and values without
making for a counter-balancing increase in volume and
in deserved profits.

Let us, therefore, take advantage of this. latest op-
portunity and act constructively. The radio industry
should present this tube to the public as an invention
which will improve the quality of reception at no
increased expense to the consumer. If greater manu-
facturing or merchandising margins are attainable
through the introduction of the pentode tube they
should be used to establish the industry on a firmer
financial basis.

Furthermore, we must not overlook the fact that
many selling costs all down the line, from laboratory
to consumer, are more or less fixed; that newspaper
space rates, traveling and shipping expenses, demonstra-
tion costs and salaries will apply with almost the same
force per unit sale in the future as in the past—
regardless of the individual price of the set.

The manufacturing members of the radio industry
should discuss together, therefore, the proper handling
of this new problem. They should consider not only
the matter of a proper return to their dealers and
distributors, per unit sale of the “pentode receiver,”
its proper introduction from the viewpoint enlighten-
ing publicity as to just what this invention will con-
tribute to the performance of sets but also its relation
to the economic structure of the industry.

To bring radio men up-to-date on some very rapid
developments which have occurred within the last ten

I ET us face the situation frankly. The Pentode tube

28

days Radio Retailing presents the following views of
a number of executives most vitally concerned with this
matter,

Thinks Industry Not Yet Ready

A group of large tube manufacturers view the situa-
tion as follows: We are not planning to introduce the
pentode this season, they report, for these reasons: In
the first place we feel that the majority of set manu-
facturers are not ready for this tube. With liberal
stocks of good receivers waiting to be moved why should
they, at this time, be burdened with the problems and
expense of experimenting with new circuits, scrapping
manufacturing equipment, tooling up all over again—
this in order to produce sets for which there is no public
demand and whose increased efficiency still remains to
be proven?

One of this group expressed himself in this manner:
“Nineteen-thirty should be a year of orderly progress,
of stabilization. The public should not again be upset
with startling claims or with tales of coming reductions
in the price of sets. Furthermore let us first exhaust to
the fullest the possibilities of the screen grid tube. This,
as yet, has not been done.” -

Chairman of Engineering Committee,
RMA, Issues Statement

In a news story, released to the press Jan. 27, Walter
E. Holland, chairman of the Engineering Committee,
Radio Manufacturers Association and chief engineer of
the Philadelphia Storage Battery Company. makes the
following statements :

“No improvement in performance can be obtained with
pentodes that cannot be had with present tubes,” the
official statement declared, “and it is unlikely that pen-
todes will replace present tubes this year. . . .

“A given result is possible with less tubes, using pen-
todes, but it is unlikely that the cost of a complete
receiver would be any less. . . .

“Many radio receiver and vacuum tube engineers in
this country have experimented with this type of vacuum
tube, and are thoroughly familiar with its characteristics
and possible applications. There is nothing new or
revolutionary about pentodes. . . .

“There is a possible application of the pentode to radio
frequency circuits, but it is unlikely that this type of
tube will prove of much practical importance as a radio
frequency amplifier. . . .

“It is a most difficult tube to manufacture with uni-
formity owing to its complexity, and to the fact that it
must be exhausted to an extremely high degree of vac-
uum. It is inherently a high-cost tube. . . .

“In radio receivers for use on the common alternating-
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I atest Development

current supply used for house
lighting, the pentode presents
a more difficult problem from
the standpoint of manufactur-
ing cost, than the standard type
of power tube. . . .

“Owing to the high cost of
pentodes and the greater com-
plexity of the circuits, it is a
question whether it is practical
to use pentodes in push-pull.”

The Other Side of
This Controversy

But there is another side of

this controversy — and its
champions are just as sincere
and as well-meaning in their
attitude as. these other gentle-
men. We quote Ernest Kauer, \
president of CeCo Manufac- \
turing Co., Providence, R. 1.
Mr. Kauer has prepared a spe-
cial statement for the readers
of Radio Retailing. His com-
pany introduced to the press
and public a new type of pen-
tode tube at the Park Central
Hotel, New York City, Jan.
22, 1930.

“Withholding the introduc-
tion of the pentode, or de-
crying its merits, can have no
good effect on the radio indus- radio’s
try,” declared Mr. Kauer. “To .
deny that the development of
this type of tube is an advance
in the radio art is as futile as
was the attempt of automobile :
manufacturers who tried to
delay the use of halloon tires
and four-wheel brakes.

“Furthermore I consider as ill-advised and misleading
the recent release of an article for public perusal which
made certain derogatory statements concerning the pen-
tode and its application. Tests in laboratories other than
our own show that the alternating-current pentode, as
develaped by CeCo, will do all that we claim for it.”

Another tube concern which has been actively develop-
ing this tube is the Champion Radio Works, Inc.,
Danvers, Mass. Its president, F. W. Marsh, in a per-
sonal interview, declared himself as follows:

“On January 15 our engineers gave a demonstration be-

torch

I
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fore the Radio Club of Amer-
ica at Columbia University of
the pentode tube we have de-
veloped.  The interest dis-
played at this meeting gave
evidence that both set and
other engineers are doing
some serious thinking as re-
gards this new development.
However, it seems that at
the present time tube engi-
neers are far in advance of
set engineers and it will be
many months hefore the latter
catch up.

“In other words it is now
up to the set manufacturers to
develop circuits and learn how
to use this new tube before we
can expect it to be marketed
to the public.  There is no
doubt hut what it is a devel-
opment for the betterment of
radio reception. Perhaps our
present pentode may have to
be changed slightly in order to
meet the needs of the set en-
gineer. However, Champion
tube engineers are ready and
waiting for set manufacturers
to say what they want in order
to give the public the benefit
of this latest tube. We believe
it to have great possibilities.”

The Pentode—does it symbolize

of progress®

Haste Makes W aste

Speaking as vice-president
of the Arcturus Radio Tube
Co., George Lewis, who also
is chairman of the RMA vac-
uum tube committee, presented
the picture in these words:

“Someone has recently taken liberties with the radio
version of Pandora’s box. From the point of view of
the radio industry—or at least a good part of it—when
the lid was lifted a lot of unpleasant things flew ether-
ward, and they were all pentodes, pestiferous objects
with a multitude of prongs and such things associated
with the blue devils.

“But it seems to me that these folks who so ungra-
ciously welcome the pentode have forgotten the other
half of the Pandora fable—the little voice that begged

(Please turn to page 64)
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$12,000
per month — $79O NET

OR the last several years, I have watched the retail
Fradio trade carefully and critically, The one thing
which has impressed me more than any other has
been the average dealer’s mad scramble for volume sales.
Too few have measured their facilities and their capi-
tal, then computed the maximum volume they could ad-
vantageously handle, and they sought to fill that volume
with desirable profitable business. Most dealers have
just gone ahead, doing all the business they could, feariul
only of one thing—that they might lose a sale 10 some
other dealer,

Volume of sales mecans nothing.
counts.

Let me illustrate my point by taking three stores.
selling the same goods, at the same gross profit, and with
the same overhead and expenses, each doing business on
a slightly different plan, and then let us check the results
and see why profits vary so.

Net profit is what

SSUME $200 a month for rent, light, heat, power
4 X and incidentals, and another $300 f{for salaries,
making the fixed overhead $500 per month.

On variable overhead, let us assume an advertising and
demonstrating expense of $5 per radio sold, a service call
cost of $1.50 per call, and a loss ratio of  per cent on
volume of business done.

We will sell nothing but a radio listing at $200, with 40
per cent off, and give the salesman 10 per cent for
selling it.

30

Let us also assume that we will need $100 capital for
each set sold.
With this “even break’” we start our stores.

Store No. 1—The “Happy-Go-Lucky,
Anything-for-Volume” Dealer

To make quick sales and do a lot of business we, the
Volue Company, will throw off 5 per cent ior cash, take
a loss of $15 on a trade-in, and give 5 free service calls
on each set sold. This will enable us to sell 60 sets per
month—with the following results:

Gross profit perset. .. ... ool $80.00
1095 sales commission. .. . . . $20.00
Advertising cost. ... 5.00
5% cash discount. . 10.00
Lossontrade-in.. .. .. .. .. ... ... ... ... ... .. ... ... 15.00
5freeservice calls. .. 7.50 57.50
Profit on each set. . 322.50
Profit on 60 sets. A 1,350.00
Overhead. ... ... . A 500 00
Lossratio. . . .. ..... 60.00 560.00
Net profit for the month. .. ... . $790.00
Volume of sules. .. ... .. - 12,000.00
Capitalrequired. ... ... ... L. 6,000.00

$790 profit on $6,000 capital, equals 13.13 per cent.

True, the preceding is an arbitrary case, and as such is
subjcct to practical revision. But, for comparative pur-
poses, and to illustrate my point, it will suftice.

Store No. 2—The Careful (?) Dealer

Now, let’s be a little more conservative: We do not in-
tend to fool ourselves this time, by taking a loss on trade-

Radio Retailing, February, 1930

www americanradiohistorv com



e

$6,000
per month — $98S Ner

A
sk

L'L_'tﬁnta; =, S,

G

i

By Laurence M. Jeger

President, Standard Securities Corporation
Milwaukee, Wis.

ins, but we will meet competition on cash discounts and
free service calls. We expect to lose some sales. Suppose

we do one-third less business than Messrs. “Volume
Company.” Here are the figures:
Gross profitperset........ ... $80.00
10% sales commission.... . ...
Advertisingcost. ... ... ... . .
5%eashdimcount. .......... ... ... ... .. ... ... ...
Sfreeservizecalls, ............ ... .o i 42.50
Profitonenchset.., ......... .. ... ... i .l $37.50
Profitom4fsets. ........... ... .. ... . 1,400.00
Overhead. ...t 500.00
Lossratio. ... .o.oiuiiiein i 40.00 540.00
Net profitforthemonth.. .. ...................... ...... $860.00
Volumeofwales....................... ... Ll 8,000.00
Capitalrequired. ......................... ........ ...... 4,000.00

$86D profit on $4,000 capital, equals 21.5 per cent.

Bear m mind that the net profit percentages in this
article are figured on capital and not on gross sales per
annum. The latter would be substantially lower.

Store No. 3—The Courageous, Far-Sighted Dealer

Now for the courageous individual, the man who is
a real merchandiser. Inasmuch as this will be our last
example let us say that this enterprise will be conducted
on the assumption that there will be no trade-in losses,
absolutely no cash discounts and that only three free
service calls will be given with each sale of a new
receiver.

For the sake of argument let us assume that in this
case we only do one half the amount of business that
out first example, store No. 1, does.

Radio Retailing, February, 1930

————
The figures for store No. 3 will then be:
Grossprofitperset. ...... ... ... i $80.00
109%, sales commission... .....
Advertisingcost. ............
3freeservicecalls.......... 29.50
Profitoneachset.................... ... ... ... .. 50.50
Profitson 308ets............ ... L 1,515.00
Overhead............. ... i 500.00
LOBS TR0 « vt e e e e i s 30.00 530.00
Net profit forthemonth............ .. .... ...... ...... $985.00
Volumeofsales. ... ... e 6,000.00
3,000.00

Capital required.......... . ...
$985 profit on $3,000 capital, equals 32.83 per cent.

From the foregoing, we get the following comparative
figures:

Store No. 1 Store No. 2 Store No. 3
Volume of sales............ $12,000.00 $8,000.00 $6,000.00
Netprofit. .. ................ 790.00 860.00 985.00
Capital required............... 6,0600.00 4,000.00 3,000.00
Profit percentage.. .......... .. 13.13 21.50 32.83

OMPARING Store No. 1 with Store No. 3, we find
that we did twice the business in the first case—but
needed twice the capital, probably twice the sales force,
and certainly suffered twice the grief. And at the end of
the month made $195 less net profit than Store No. 3.
Again, on the basis of capital invested, Store No. 3,
with half the sales, yielded a 32.83 per cent profit return
(on active capital invested) as against the 13.13 per cent
earned by Store No. 1. The former, therefore, on the
basis of capital employed, was a 280 per cent better in-
vestment than the latter.
The preceding illustrations should not be misconstrued.

(Please turn to page 63)
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ELvAa MAE RICHARDS

lp{qgf?

Here’s an inexpensive

For 152 hours, without a wink

of sleep, Miss Richards, of Dav-

\ ton, listened continuously to a

radio set in full blast, making

L her the world’s champion en-
durance listencr.

This is a challenge.  Sce if your
town hides a potential champion.
Run a Listeners’ Marathon—
and let folks know about your

making the headlines

day as long as any of them could move a
jaw. In this elimination, two radios, a
Temple and a Philco, were awarded after
the last heavy-eyed listener gently col-
lapsed and ended his 74-hour vigil.

At some contests a nurse was in attend-

store!

ADIO publicized! Radio on every tongue, radio
Ron the front pages of the newspapers, radio stamp-
ing itself indelibly on the public mind—all through

the simple agency of a 3Marathon Listeners’ Contest.

Dealers all over the country have been advertising their
stores by giving the public an opportunity to prove its
sleep-resisting powers. Aspirants for the long distance
waking title were required to listen continuously to a
radio set in full view of the passer-by. The entrant who
stayed awake longest won, and was presented with the
radio set to which he had listened so long—if he still
wanted it.

This novel bit of drama took on a national aspect under
the sponsorship of the Sylvania Products Company.
Tocal jobbers co-operated, and usually arranged to have
one of the lines they handled represented in the awarding
of the prizes. The dealer in each instance, provided the
set, the store space, and formulated rules to govern his
particular competition.

In the ear-bending marathon held in the windows of
the Wurlitzer Music Store, Louisville, Ky., under the
auspices of Lampton, Crane and Ramey, jobbers for
Sylvania and Crosley, contestants were not allowed to
leave the building ; five-minute rest periods were allowed
eight times a day; smoking was allowed only during rest
periods, and no artificial stimulants of any kind were
permitted. The “endurers” took turns adjusting the
dials of the Crosley set which brought dance tunes from
the air to keep them awake. Sixty-nine persons entered
this contest, and the winner, a young mother of two
children, had to stay awake 106 hours, almost four
days and a half.

The listeners, of course, had to eat. In Buffalo the
problem was solved by a local sandwich shop which took
advantage of the opportunity to tie-in with the contest
staged there by the Medo Electric Corporation. [t an-
nounced that it would feed the contestants three meals a

32

ance and at some even barbers stood ready
to ply their trade with any of the listeners
who would risk being talked to sleep.
Public interest was of the kind that
calls for special police to hold hack the
crowds. The Dayton, Ohio, contest was held in a large
public auditorium. The cheering crowd which filled
every seat in the house saw the next-to-last sleep-evader
disqualified by a snore, making Miss Elva Mae Richards
the world's champion radio listener, holding what is to
date the record of 152 hours of continuous listening.
This is the current mark announced by the original spon-
sor of the contest, who is comparing returns.

The spectacle of disheveled men and women fran-
tically chewing gum, playing checkers or cards, or roam-
ing the narrow confines of a show window in a desperate
attempt to keep awake, inevitably drew large crowds.
Every bist of entries included some self-appointed clown,

Wo You En joy “R D10 i
: Sycran
ive. CONTE

Syl rariia.
TURES

Hozw long can they listen? Thousands of people wanted to know.
followwed the newspaper accounts,
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. L 1n Yices DBranches

. an (ce. The-Contestants
4718 MARKET ST JC€ ¢ vad.Coiffured  THRUOUT THE CITY

In the Wurdow:

pubiicity stunt that’s |
and selling sets as well —

Ey N. F. Doyle

The contestants in this contest
were fed, shaved and coiffured
right inside the show window.

whose antics drew more
people to the sidewalk in
front of the dealer’s store
and furnished more copy

Every contest un-

ii;g;i‘fe jo":';emgc’;‘ for the newspapers.
g T——— " - ' genius wha ke[;‘; This last effect was prob-
oW on ; . the onlookers en- ably the most striking and
B o ' ;j}f;g;;";‘g gebti"coh" the most valuable result of
- M- .

(L4 S8 ”I&CQ fortable without these contests. This was
. : RADIO putting himself to more than mere publicity;
i s I ikins FERROGD sleep. it was news of the snappiest
]

and most attractive type.
Newspapers grabbed at it, clamored for photographs,
gave it prominent space. Th= stores in which the contests
were held were swamped wit1 phone calls inquiring about
the progress of the grind.

The Listeners’ Contest idea put radio before the public
with force. Any dealer can duplicate this interest-getting
stunt at an expense no greatzr than the cost to him of a
set as a prize and of a few signs and show cards. It
has been found that the dealers who have already worked
this plan have obtained, in editorial publicity in the news-
papers alone, free space wo-th many times the expense
of the contest.

1 More important still, it & to a public made highly
To find out they crowded about the contestants in the window, radio-conscious by means like this that the trade will sell
and telephoned for the latest results. 4 merchandise quicker and easier.

Lyfesients sved th couresy of Gerlngs Sandvch Shype

2RSS
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Carload Buying |

E‘roug/z Concertea’ Eﬂort

Editors Note: Seven months ago we By
published the story of how a score of
radio dealers in Chicago merged their M. F. Kaemmmerer
assets and executive control for the pur- President, Kaemmerer Music Shops, Inc.,
pose of increasing buying and selling St. Louis, Mo.

efficiency, and hence net profits. This
scheme proved somewhat top-heavy and,
in actual practice, difficult to operate
harmoniously because of 1its elaborate !
structure.

In the following article, related by a
participant, the same objectives are
sought, and the method of arriving at
them also is through co-operative action;
but, because each of the six St. Louis
radio dealers in this agreement retains his
own capital structure, local operative
control and executive policies, this plan
is much simpler to execute. -

a cure-all. So far, however, it has functioned

beautifully in the accomplishment of its purpose:
carload buys, mass publicity and increasing efficiencies in
selling.

There are six of us in this proposition (more would
like to get in under the tent but we think six live outlets
sufficient) : The Gaertner Electric Company, the Samp-
son Company, Kissell Music and Radio Company,
Kaemmerer Music Shops, Inc., Brandt Electric Company
and the Zerweck Jewelry Company. Those who know
their St. Louis will tell you that these firms are substan-
tial concerns and well regarded.

But, for many months, prior to the inception of this
working agreement, we had been fighting one another in
a costly manner; competing for special positions in the
St. Louis papers, for example. Then the idea of co-
operative buying, advertising and selling was conceived.
Julian Sampson quickly became enthusiastic, so did Zer-
weck of East St. Louis and many other well known radio
retailers.

The next step was to see what we could do. I went to
New York and made a contract with a set manufacturer
—on a carload shipment basis. Soon we had favorable
contracts with other manufacturers and jobbers and
things were running along very smoothly.

The co-operative newspaper advertising campaign

I \IRST may I state that the “St. Louis Plan” is not
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| JEWELRY co | comkiE

Na tiﬂnally

(The M, factnr

Nine Reasons Why Yom
Should Buy This Radio

1 Allslectric—AC Operation.

Powerful 9-Tabe Set...

$200 Featuriu in this set at 879

Completely ahielded—intures sharp toning,
3 protection aghinet duat wnd intersfervace af
I!t ety

A 4 Velvet tone—Selectivity)—Dlatance?
5 LIMITED
ettt QUANTITY *
? One-dial control. A child can tune it only at This
Special
e epvemm o Price of

S$6=.00

powN "

] T -
"ZERWECK ‘rsmson (KISSEL

Just Recelved...A Tremendous Shlpment
Known Radio

q ¢ That We Do Not Mention Name)

Gives You Everything You Desire in Radio

.Humless Dynamic Speaker
Beautiful Cabinet...Marvelous Tone

You'll readily admit that it ie the most beaut¥ful, best finished Radio you heve ever soem, at
anywhere near the price. Vou'll like the umooth, humless, haunting sweetness of tone. You'll
| be amazed to hear the powerful Dynamic Speskor. You certainly owe it to yourself to soe
and hear tbe incomparable new receiver before you buy any radio.

8200 Features in a Set at 0nly

ORDER YOURS TODAY
Can Be Purchased on Deferred Pagment Plan, Small Carrying Charge Added

PER
WEEK

This Special Available Only at the Merehants Listed Below

T e e
J C CO.

i

Remember...This Special Carries Our Usnal
w ell-Knou‘n Guarantee With Service

CAERTNER ZERWECK THE SAMPSON
ELECTRIC CO. JEWELRY CO. COMPANY

350 Collinsville Ay, EAst 1117 3624 Olve 5t JEff. 806T

Jeal NiGrandl  “COlfaxi2600, East St. Louis, 111 4909 Delmar FOrest 712j

KISSEL HAEMMERER BRANDT
MUSIC & RADIO CO. MUSIC SHOPS, Inc. ELECTRIC CO.
38th St., at Lafayette GR. 6390 g\'z.:; ';‘0:, mlf'd_c;;'z‘: 804 Pine St.  CHestnut 9220

OGPEN EVENINGS UNTIL 8 O°CLOCK

Concerted buying, through jobber channels as well as dirvect, and co-opgrative advertising has made possible

“punch” publicity similar to the above display.
dealers located in the St. Louis territory.

started witly almost full page space. Each adv. empha-
sized some one feature of the product we were pushing.
The names of our six signing members were rotated in
their position at the bottom of the copy so that each re-
ceived equal Prommence ‘

4 g;»?_

NF,; of the most mterestmg—and 1mporta’nt—ele—

ments in this plan is the weekly rounds table dis-
cussion. It is an ironclad rule that every mémbe;: -must
attend.. With a tabulation of hlS needs befor&im, each
asks4fig’cthers, “What do you't *need ?” Thus the “shorts”
replesit their stock from those having a surplus. Then
we'ﬂScu@ next week's advertising plans and exchange
ideas on merchandxsmg policies. A rule of strict silence
hag been adopted so that competitors will not obtain ad-
vance information as to what 15 to-be featured during the
coming week.

‘The individual service departments, too, have- foupd it”

a great help to.be able fo phone a member service shop
to talk over a puzzling problem. Jobs that to the inde-
pendent would have been posers are relatively simple
when solved by the huddle system.

The free service problem has been overcome by giving
three free service calls but with no limit on time. Under
the time guarantee system, it was found that on the ex-
piration date the customer would ask that a service man
be sent out on the pretext of trouble just to make use of
that last free call. Also, many cards expired in March,
April and May, necessitating putting on extra service
men just when business was slacking up a bit. This has
now been remedied by the use of a standard service pol-

Radio Retailing, February, 1930

The members of this plan are well regarded, established,

icy giving three free calls over an unlimited time. The
psychological effect has been to the advantage of this
dealer-team ; where they formerly had from 10 to 20 calls
a day they now have but two or three.

Trade-ins, the thorn in the side of every dealer,
have been effectively handled by establishing and sug-
gesting the use of definite trade-in values for each type
of used set.

Aside from the financial advantages of buying in large
lots and of advertising co-operatively, the plan has proved
invaluable in many other. ways. When a member has to
be out of town he calls a fellow member to watch his
business and help his employees over difficult spots. For
example: Mr. Brandt, of the Brandt Electric Company,
asked me to keep an eye on his store affairs while he
went on his vqca‘gmonv Each morning, therefore, his “head
man” reported té m&over the-phone. One day a customer
asked for a $750- combination, a model temporarily out
of stock:” The clerk ‘phoned me and one was delivered to
the showroom before the customer left. The sale was
made arid the instrument delivered that same evening.

The success of this organization has brought many re-
quests for membership but it has been decided to con-
tinue with the six original ones.

We have found that our monthly advertising bill runs
less than half the former cost per member, and we are
doing more business than under the old ways. Aside from
the pecuniary benefits of the plan it has fostered good-
fellowship. We are working and co-operating for one
thing—more radio business at less expense—and our
combined efforts are producing this result.
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(Above) Each de-
partment — radio,
clerical, musical —is
separate and spacious,
and yet a part of the
general design. At
the extireme rear of
the store is the rec-
ord and sheet music
counter. Three booths
equipped for trying
out selections are
beside it.

(Right) No two of
these wall booths are
alike; one is a gate-
way, one a pergola,
another a stately
porch. Each one
displays o different
radio manufacturer’s
line; customers are
not confused by a
jumble of makes and
models.
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Setting

EW things help the radio dealer to stage

successfully his selling act more than a per-
fect setting. The little drama enacted by
salesman and prospect moves more smoothly
and surely toward the right ending when the
store background is harmonious, individual, and
professional looking.

On these pages are photographs of the interior
of the radio-music store of R. A. Montalvo, of
New Brunswick, N. J. Mr. Montalvo has ar-
ranged his store to reproduce consistently the
atmosphere of a Spanish garden, and has used
a method of displaying his radio merchandise in
wall booths, with a different booth for each line.

These pictures illustrate the effectiveness of
careful store planning carried out with the idea
in mind that a conveniently arranged, well
decorated store is a first-rate advertisement. and
a very valuable sales asset.

] ‘1.-3-, "'.‘Ivc-

5
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(Bebow) The left side of
the store apjrea-s as the
exte-ior of a S'tanish ha-
cienca. Gay axnwngs shade
grillzd wmdrw:, and a
blue tropic sey is wvisible
above the ded roof.
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Originality and careful
dlanning make this dealer’s
store arrangement his best
ad and his greatest sales aid

(Above) A gen-
eral view of the
store shows its
consistency of
design and its
practical conven-
ience.
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Service

WHEN a radio concern grows so hig that
it takes 22 men and a ﬂeet of 12 trucks to
handle its service work, system becomes abso-
lutely essential.  Sherman, Clay and Co., San
Francisco, not only has attained these heights
and systematized service but, hecause of its
complete records, finds that it is possible to
complete 90 per cent of all repair jobs in the
home. On-the-spot servicing is desirable be-
cause, no matter how carefully a set is handled
in transit, extra adjustments, at the expense of
the dealer, frequently must be macde on sets
that are removed from the owner’s premises.
Time, shop and clerical overhead also are
greater on store repair jobs. Only those sets, therefore,
requiring major attention or replacements are loaded
on the service trucks.

Sysfemwz'zm’

Complete set of written
records heighten efficiency
and permit a majority of re-
pairs to be made in the home.

all the salient features of a complete service record sys-
tem. Their careful examination, from the viewpoint of
an aid in reshaping one's servicing policies, as well as
that of cutting costs, is recommended.

T[Z34[5 6789 0N |G |14 15[16[IT118] P [D|B|B[D| 24 5] %] B n|zo|m|av

The 1llustrations and explanations on these pages cover
CALL

1 T}w Comes Iﬂ

This form is filled in by a man

| DATR ,
Telephone SUtter 6000 SHERMQH" SSE‘SA"..YH & Co Taken ’|1,o |10 oy ‘2'
San Francisco T | Premised \{1—0 ?m %
s.l..mm_\:\v_% SALES and SERVICE REPORT P
1 Started | Lbﬁ 3:30
Name__ L. V. than \‘r_\nJ'\J [Finished "{'.3-0_'2'
Address_ 2. wWM— Total A §
City. __(E_Lin&_'-.a Oy Phona. ‘1 489 _ Phoned | \20 | %4:34” : l

assigned to that special duty. The

original is for the customer ; the card-
hoard duplicate ends up in the com-
pany's files, indexed according to the
name of the customer.

On the back of the original is a
concise statement of Sherman Clay's
servicing policy. On the front is this
rubber stamped notice: “If service is
unsatisfactory, notify service depart-
ment within 24 hours. No adjust-
ments made after 5 days.”

“Work Roqmnd ©° Q ! g f ”

o Rolaia shsabu Lad,
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cREDIT®\ KD BY RECEIVED B ! SUry SIS TR T Faure mm K
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1 |
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T~ [he C M.
_ he CALL s ade
Sherman, fillay & q .
Keanny AN 7T s / Sh When he makes the initial
bl ermy 3 service call, each Sherman Clay
a2 et ", W& ¢, T & Co. man leaves this card in
! 4 o N, Grera, R = © ) ‘ ) .

ﬁ11£$5 ‘I:.I::LLJ i A \Q\/\,, S S, % ; the set. He enters the date, his
“nlp ADogy e initials and the work done. Each

‘\‘“"'ag”’ﬂ. Qor_ﬁu‘r Ss_ 2 \ L.
EIFI T P s (e I . subsequent call is listed, so that
! [ seny, Sevice pgyy i K “a il any service man who does any
. a::i,: 3 °mfol;;, od here fod, 1/“) R)d‘] / work on the set knows just what

{ 3 om.,,,,[i"’" k:;,;‘:;& ﬂ: LG to expect.
farther cot’ %4 stope TN oo If the person called upon is not
h Sleg ) l 7l3 SH:”be d:'ﬁ""" Un ¢ foung o at home, the smaller card is left
. RMan, ': e b ,,«,6 in the mail box. Tt informs the
| el N J——S o customer of the call, and stipu-
' : e K / lates that the company will make
= e / no further attempt to service the
2 g e W set until instructed to do so.
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W hen the
J SET Ity New

On the reverse side of the com-
pany’s copy of the 0r1g1na1 service
form is space for entries describing
the transactions which took 1)lace
upon the sale of the set.

A demonstration report lists the
call, location and dial settings of
each station received hy the repre-
sentative demonstrating the set.

The salesman who gives the dem-
onstration also fills out a report on
the same card on the results of the
work of the service man who in-
stalled the set.

SET _ (e — 2

The Service
-) Man’s Day

At the end of the day, each service
man turns in this daily report, which
furnishes an itemized account of his
operations. Each call made and the
time consumed by it is listed, as well
as delays of any kind. Filed in
chronological order, this form serves
as a further check on service ren-
dered, as the employee’s time card,
and as an indication of his efficiency.

The information it bears is used in
figuring costs, and in estimating the
amount of work one man can do in
a day, on a basis of what he has done
hefore. This keeps jobs from being
left over from day to day.

Radia Retailing, February, 1930
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A Route TAG
for Shop Job

Of course, it is sometimes inadvisable

home.

wants the work done while he is away.

ing as their method of handling home calls.
repair and route tag is affixed.
work to be done.
“0. K. card.

of all work done,
shipping order are made out.

to

attempt the necessary repairs on a set in the
Perhaps the job is too large or too com-
plicated ; perhaps the customer ohjects to hav-
ing a man working about his living room, or

Cases like these are frequent enough to have
warranted Sherman, Clay and Co.’s develop-
ing an inside system as rigid and smooth work-

When such a set is brought into the shop. 2
It carries the
report of an inspector, with notations on the
After the final repair opera-
tion, a technician in the shipping department
makes a thorough test and attaches the red
The route card, bearing a record
is filed, and the hill and

DAILY JOB REPORT

DATE » SERVICE MAN
@. NANE q o ‘ D A::\A‘DRES:&Q‘R q TTI;E ’ ' : ’;O iﬂ"'?v DO NOT WRITK DELOW
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14 To
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Feature these

PTOgTdWS for

A remarkable
series of broad-
casting events for
these influential
classes of listeners

is in the making

Message
from
Secretary
Wilbur

To the readers of Radio Retailing:

“It is inevitable that great use will be found for
radio in our public educational system. The re-
sponsibility for the adaptation of this wonderful
instrument to the field of training rests mutually
on the shoulders of municipal, state and national
governments, educational institutions and the radio
industry.

The development of means for making proper
use of radio calls for a new viewpoint in education.
A searching study should be made as to how this
can best be accomplished. As beginners in this
field we must think in modest terms and try many
experiments if we are to have steady and safe
progress. It is a multiplication of human power
that is staggering in its possibilities.

It is fortunate that we have great broadcasting
companies, radio manufacturers and radio merchants
interested in bringing radio into the schoolroom.”

Ray Lyman WILBUR,
Secretary of the Interior,
U. S. Government.

Women

The children pictured here earned this radio outfit for the

fluence of the female and of the younger members

of the American home. More and more program
sponsors, realizing this situation, are appealing to these
two types of listeners.

Beginning this month, and running into late spring.
the air will be full of special broadcasts for women and
children. To help radio merchants cash in on these
opportunities there is listed, with this article, a summary
of the outstanding programs appealing to the fair sex.

Because of the elaborate character of the plans for
reaching the youth of our country, a more detailed ex-
planation is required. Radio, as a medium of education,
now is fully organized. It has passed the period of
theory and has arrived at the stage of practical appli-
cation. Forty state governments, for example, now are
broadcasting educational lectures or courses oan regular
schedules. And 60 stations are devoting their entire
time to this subject. Witness, also, the following recent
and specific examples:

The Ohio School of the Air, under the auspices of the
Ohio State Department of Education, broadcasts care-
fully prepared courses for school children every day
from two to three p.m. over station WLW, Cincinnati.
Supplementary text sheets, for teacher use, are dis-
tributed throughout the schools of the state.

Three Alabama colleges, who co-operatively own radio
station WAPI in Birmingham, shortly will establish a
“School of the Air” for high schools. Governor Bibb
Graves has offered the financial support of the state.

And the radio manufacturers are doing their {full
share to help the cause of modern education. Grigsby-
Grunow and the Radio Corporation of America are

a-LERT dealers everywhere realize the buying in-

Radio Retailing, February, 1930
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Programs o f Special
A [Jpeal to Women

The National Radio Homemakers Club

Owver the Columbia coast-to-coast network, two
morning hours daily devoted to experts on cook-
ing, fashions, beauty, interior decorating, etc.

The Women's Magazine of the Air

Over the NBC nation-wide hook-up, one hour
daily of feature talks on subjects of interest to
women.

The National Farm and Home Hour

On the NBC stations, two hours a week of special
value to the farm housewife.

Miscellaneous Programs

An average of three daylight hours a day of

interesting entertainment, valuable features, and

musical offerings, to take away the monotony of
housework,

R. G. Fewixt High School, Trussville, Ala.

unusually zctive along these lines.

Under the title, “The American
School of the Air,” Majestic 1s
sponsoring a series of educational
broadczsts for schoolroom reception.
These start=d Feb. 4, over a Columbia
chain hook-up comprising the follow-
ing compretensive coverage: Akron,
WADC; Baltimore, WCAO; Buf-
falo, WKBW; Chicago, WMAQ;
Cincinrati, WKRC:; Cleveland,
WHK: LCetroit, WGHP; Fort
Wayne. WOWO; Kansas City,
KMBC; MNew York, WABC; Oil
City, Pa.,, WLBW; Omaha, KOIL;
Philadelphia, WFAN; Pittsburgh,
WJAS: St. Louis, KMOX; Syra-
cuse, WFBL; Toledo, WSPD;
Washingtor, WMAL; Harrisburg,
WHP; Indianapolis, WFBM;
Youngstown, WKBN; Waterloo, WMT ; Milwaukee,
WISN : Asheville, WWNC; Roanoke, WDBJ; Chat-
tanooga, WDOD ; Memphis, WREC; Wichita, KFH;
Denver, KEZ; Salt Lake City, KDYL; Seattle, KVI;
Spokane, KFPY and San Francisco, KFRC.

Tuesdays and Thursdays, until May 15, from 2:30
to 3, Fastern Standard time—1:30 to 2 Central and
11:30 to 12 Pacific time—are the days and hours chosen.
Special opportunities will be arranged so that radio
dealers can help their local schools secure receiver
equipment.

Here, then, is a very definite gesture not only to
make available for children in the remoter communi-

Radio Retailing, February, 1930

Attention! Little hands are folded and little minds alert, when the lesson
comes through the air and down the wire. And later in the day liitle.
tongues tell mother and father what fun radio is.

ties lectures by the leading minds in the country on
history, literature, civics, health, etc., but to implant in
their young and impressionistic minds the indispensa-
bility of radio.

A 24-page booklet entitled, “Twentieth Century Edu-
cation,” recently has been published by the Radio Cor-
poration of America. It describes and illustrates some
nationally broadcast programs which have been specially
featured in the schools. Another section lists a series of
educational programs which have been broadcast by
stations in every state in the Union. A copy of this
booklet is being mailed to every grade school, high school
and college in the country.

41
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LOSE on the heels of the Japanese household's

demand for electricity comes radio.  Its popularity

is attested by the fact that there are 685,000 sets
now in use, with approximately 5,500 dealers located in
the eight largest cities of the “Island Lmpire.”

Japan is still in the stage of too many irresponsible
manufacturers and dealers. The patent situation, also,
is notably loosc—with the result that 20 per cent of the
retailers are making sets.  Inquiry at the largest depart-
ment store in Tokyo revealed that a receiver of any type
would be assembled on request.  The sets displayed in-
dicated no attempt to feature standard makes.

The itinerant dealer and manufacturer operates on so
low a margin that no large concern can compete.  There
is, therefore, practically no concentration of capital in
this field. The leadership which such a concern would
provide is entirely missing. Sixty per cent of the sets
are manufactured in comparatively nameless shops: 40
per cent by the dealers themselves.

The tube situation 1s quite different. as 90 per cent
are manufactured i one large factory in Japan:; the
affiliated representative of an American manufacturer.

The importation of foreign made sets is almost un-
known. Parts. on the other hand. are generally of
American or German make, but. as in America, no
longer enjoy a wide sale.

Battery sets are quite m evidence, although the tend-
ency 1s toward a.c. To date. however, not more than
12 per cent of the entire number of sets 1 use are lamp
socket actuated: this, in spite of the fact that electric
service in the home is almost universal.

Sets are cheap. From 350 to $60 is asked for a 7-tube
outfit, while smaller sets can be obtained from $1.25 up.
The most popular set sells for $30. 1t is stated that

492

Which

1S to say:
Sel]ing

Radio

By
Clotilde Grunsky

Radio Retailing's special represcnta-
tive, now touring the Oricnt
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300000 of the total sets owned are crystals, another
300,000 ofi the battery type and not more than 83,000
are a.c. Most of these are located in Tokyo where the
proportion of modern type sets is about one-third. To
appreciate the situation, one must realize the extreme
poverty of 85 per cent of the population, who have no
leeway for purchases beyond necessities.

HI country districts are as yet practically untouched.

There 15 great need here for entertainment facilities.
hut the couservatism of the ruralist, and the lack of any
enterprise large enough to conduct an educational cam-
paign, has left the field untouched.

With small shops and custom-made sets, almost every
transaction is an individual one.  Prices and terms are
largely a matter of bargaining.  Servicing is usually paid
for. Time payments are coming into vogue, but disas-
trous experiences during a period of hard times have
taught caution.  Credit accounts are by no means widely
accepted. Home demonstrations are infrequent and field
sclling 1s practically unheard of.

In general, “merchandising”™ on the part of the small
merchant 15 a nwore or less unknown art. The customer
buys, rather than is sold, and sometimes takes his chances
on results,

Bookkeepimg is an elaborate and individualistic art,
greatly {acilitated by the ingenious hand calculating ma-
chine or “abacus™ which is universal throughout the
Orient.  Collections must wait on Oriental courtesy and
are sometimes difhcult.  With shops not infrequently
located in the homes and with service largely in the
hands of the proprietor and his family, overhead is low.
In spite of these things, profits are often elusive. Mortal-
ity among small shops 1s reported as high.

Radio Retailing, February, 1930
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1925 atmosphere still
prevails—but outlook
for modernization of
products and mer-
chandising methods is
encouraging
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The sale of radio 1s at present combined generally with
the sale of electrical appliances, but there is a tendency
for the music store to take 1t up. It must not be over-
looked that there exist department stores and certain
large dealers whose methods are standardized and prices
fixed and that these are probably the largest retail outlets.

Radio Retmling, February, 1930
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nterior
wiie of the better radio stores

and exterior view of

w Japan. (Upper right) Set
etener’s license blank. (Lower
weft) The latest in radio equip-
ment as shown in a recenl
catalogue.

Broadcasting in Japan is notably
weak. There are nine stations,

but many of them repeat the Tokyo
program. The set owner, therefore
usually has veryv little choice in the matter.
This service is in the hands of a licensed com-
pany and is paid ‘or by the consumner at the
rate of about 50 cents a month, collections being made
by the post office departmen:. There 1s a movement on
foot to better programs.

Booklets, which sell for ¢ few cents and which give
instructions in the bnilding of sets and the erection of
antennas, are published by tie broadcasting company to
further public interest i racio and to icrease its num-
ber of subscribers.

But despite this picture of “1925” conditions, the
tuture for radio 1s bright. Lveryone wants a radio.
Young couples of new Japan. who are following western
ways, demand radio.  The industry is bound to grow
and to develop 1ts own structure as it grows.

At present there is little opportunity for the foreign
manufacturer. Such an opemng may come, however,
through the market for phonograph and phonograph-
radio combinations. One American manufacturer has
paved the way by opening a branch plant.
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Workable methods that wide-

awake dealers have used to

accelerate the business tempo

Clears Trade-ins on Bonuses

N SPITE of the attractive prices posted on
them, a mid-western dealer found that his
stock of used radios was constantly growing. The fault, investi-
gation proved, lay not in the merchandise, but in the fact that
his commission salesmen did not put any particular effort into
their selling due to the small amounts involved. ] .
To get around this difficulty the dealer told his men that in
selling the used outfits they could add fr‘om $3 to $5 to the regular
price, which extra sum they could retain as a bonus. ,
With this added stimulus, the salesmen soon cleared the dealer’s
shelves of trade-ins and enabled him to put the money into new,
live merchandise.

“Homelike” Booths, Inside and Out

N ONE CORNER of the store of the Up-

town Electric and Construction Company,
Chicago, is a little “house,” lighted and curtained like the
homes of most of the prospects who enter the showroom.
Inside each of the inviting doors of the cottage is a demon-
stration booth, where customers may hear the sets offered
for sale in surroundings similar to those in which they will be
used. It is the original touch like this, novel but practical, which
makes a dealer’s store stand out.

44
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$36.50 for

A\ID a good stroke of business it was, too, states
A. F. Wilkens, owner of six radio stores in
Los Angeles, California.

Wilkens pays his store managers a straight 20 per cent com-
mission. These managers must stand the cost of any trade-in

“Moneyless Charity Drive” Lowers
Trade-in Allowances

MANY inmates of hospitals and public homes
in and about White Plains, N. Y., are
grateful to Arnold Beebe, proprietor of Beebe's Radio Shoppe, 30
West Post Road, for his part in providing radio entertainment.

That gratitude is one of the valuable by-products of Beebe’s
original method of disposing of trade-ins. By means of a news-
paper advertisement, a “moneyless charity drive” was announced.
Any buyer who turned in an old set would be allowed the “usual
trade-in discount” toward a new model, and his old set would be
donated to any charitable institution he might name.

The unexpectedly large response to this offer seemed to show
that the radio buying public was willing to sacrifice the difference
between bid and asked as a charity offering.

Insures Against Installment Lapses

BY presenting the six per cent finance charge
on time payments as “insurance” against the
customer’s losing his set, the H. B. Koenig Company, of Tona-
wanda, N. Y., takes much of the sting out of collecting interest
on unpaid balances.

Suppose a customer owes $100 on a set, which he will pay in
monthly installments over a period of ten months. The interest
on the diminishing unpaid balance will amount to about $5. The
customer is told that this amount insures him against losing his
set through his temporary inébility to meet the payments.

If circumstances prevent his fulfilling the obligation, the cus-
tomer must report the fact at the store. But he is not dunned:
the point is stressed that his “insurance” will carry him over
until the next month, when he can catch up. A three-month
delinquency, however, is the limit.

Ray Koenig, manager of the radio department, says of the plan:

“We want all our customers to feel that it is our desire to help
them all we can. About 75 per cent pay installments promptly.
The other 25 per cent, for one good reason or another, need addi-
tional time. The retailer must give his customers, within limits,
this added time to meet the obligation. Why not do it graciously ?

“This insurance feature is an aid to greater selling. While we
don’t use it as a main selling point, we do mention it to show
how we co-operate with them from start to finish.”

Radio Retailing, February, 1930
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allowances they grant—hence this sale which was accomplished at
no loss to the boss.

Many of the sets here shown will be reconditioned by their new
owner and sold to the less well-to-do who live in our export
markets bordering the Pacific.

Advertising Radio by Radio

FTER ex-

A perimenting

with various media ‘of advertis-

ing, Schwegler Brothers, Bui-

falo, N. Y., has found tHat noth-

ing does more to popularize the

organization with the radio

buying public than the sponsored
broadcast.

Since 1927, Schwegler's
“Happy Hour,” broadcast eve-
nings from 6:30 to 7:30 has
been one cof the best known
programs on the air in the vicin-
ity of Buffalo and throughout
western New York. From sta-
tion WEBR is broadcast a bal- .
anced musical program designed to appeal to the majority of
listeners. At 15-minute intervals the Schwegler name is men-
tioned. The appropriateness of advertising radio by radio in the
opinion of this up-state dealer, is largely responsible for the
splendid results experienced,

Dept. Store Holds Private Show

THE well-known Canadian company, T. Eaton,
Ltd., recently co-operated with a dozen lead-
ing radio manufacturers in staging a private radio show. The
receivers were displayed in separate sections, each one decorated
and illuminated according to the ideas of the manufacturer
occupying it. The result was some excellent free advertising for
the sets displayed and a list of live prospects for the department
store, in addition to a satisfactory number of sales.

“Service Record” Saves Money

THE practice of pledging free service over a
period of several weeks to buyers of sets
proved unnecessarily expensive to D. D. McFarland of the New-
bery Electric Corporation, Los Angeles, Calif.

A buyver, be found, was afraid he wouldn’t get his money’s
worth unless he had frequent recourse to the service department

Radio Retailing, February, 1930

Would You Take

$5 for an IDEAZ’>

RADIO RETAILING will pay $5 for
every sales idea accepted for pub-
lication in this department.

All you have to do is to write us a
letter telling us about that successful
display, that sales-getting campaign,
or any other experiences which
helped to increase your business. If
possible, send us a photo or diagram.

Address:

SALES IPEA EDITOR,

Radio Retailing, 36th Street and Tenth Ave.,
New York City.

during the period of the guarantee. Consequently, his service
men made needless trips and costly adjustments. And, even than
in many instances, the customer wasn’t satisfied.

To remedy this, a policy was inaugurated of giving five service
calls free, regardless of the time elapsed since the purchase.
Any calls made after the fifth were to be charged for at a
fixed rate.

A “Service Record” is placed inside each set at its delivery. It
states clearly the policy of the company in regard to service and
provides space for the service man’s entry of five calls marked
“no charge.” The next spaces are headed by the statement, “Your
service charge in the future will be per call.” Mr. Mc-
Farland finds that customers conserve these calls jealously and
make few for which they must pay.

A Huge Success

AVISITING circus gave Gardner Radio Sales
the cue for an advertising stunt which created
somewhat of a furor in Kendalville, Ind. A lumbering elephant,
borrowed for the day -and answering, if the spectators but knew,
to the name of “Mom,” was escorted through the streets with
her barn-like sides emblazoned with the Gardner company’s name
and address and the slogan of their feature line of radio sets.

The extreme. novelty of this publicity idea made it valuable
from the point_of view of coverage: every person on the streets
of Kendalville, teeming with circus day crowds, turned to stare
at the sight, and, judging from sales results, remembered the radio
dealer’s message.

www americanradiohictory com



Make
1 hese

Your Red

2 3 4

1 ST. VALENTINE'S DAY
Install an appropriate window trim.
“Radio! the ideal alentine”

17 CaLL A “BREAKFAST TABLE
SALES CONFERENCE”

Meet your men right after the mormng
tub. Ideas and friendliness are at their
best over the ham an’.

around to them.

e e e e RO T OGRS TR ORI

FEBRUARY
S M T wW T F §

2 BrusH Ur THE Trabi-INS

Preparatory to holding that clearance
sale. Don't neglect the appearance of
these sets just because they're second-
hand.

2 CLEAN Up COLLECTIONS
Start now to get in those delinqueni
accounts, or replevin the set.

The road to oblivion is paved with good intentions. Most radio dealers
“intend” to do the things pictured above, but, somehow, never quite get

Keep these calendars before you during February and March. Translate
into action these Red Letter Day suggestions.
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Letter Days

] ANALYZE THE FIGURES
Did you make money or lose it during
February? How about relative expenses?
Your books should give you this infor-
malion.

& HoLp “SrtcoNp SET SALE”

Clear the decks for uction and liquidate
those liabilitics.

v

1 BEAR DowN 0N DEMONSTRATIONS

Make this vour “close the saie or pull
the set” weelk.

MARCH
S M T W T F

1 St. PaTRICK’S DAY

One of the easiest holiday motifs to
carry out 1n store ard window display.

20 Try THE TELEPHONE
From six to nine pan. is the best time
for working that teleplhione canvass idea.
Hard on the salesman but a lead-getter.

31 QUARTERLY AuUDIT
Retailers should analyze their running
cvpenses and stocks frequently; once
every three imonths if possible.
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The operator of the
car drives towards the
source while the ob-
server rides on the
back where he has full
view of possible causes.

RADIO INTERFERENCE

of Power Lines
Cut-outs
Lightning Arrestors
Series Connections

Sources Unknown

Faults on Lines Over 8,000 Volts

Total

Summary of Sources of Interfer-
ences, Investigated During Fiscal

Year, 1928-29 by Canadian

Inspectors
Domestic and  Power Radio
Commercial Lines Apparatus
1,650 4,271 356

Cases Due to Distribution Systems

Contacts with Ungrounded Metals
Contacts with Grounded Materials
Defective Insulators or Bushings

In

Total
6,277

3,186
194
182
441
126

24

110
4,271

HE federal government of the Domin-

ion of Canada takes an active hand in

eliminating radio interference within
the provinces, and through an efficient field
organization of experts polices the ether
channels in the interest of broadcast
fisteners. Marked improvement in recep-
tion conditions is reported as the result of
the service and both listeners and dealers
have benefited.

This important work is in the hands of
the Inductive Interference Section of the
radio branch of the Department of Marine
and Fisheries, under which Canadian radio
supervision falls. The Inductive Inter-
ference Section was organized in February,
1925, to deal with radio interference caused
by power distribution systems and electrical
apparatus used throughout the Dominion.
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Beginning with one engineer, three elec-
tricians, and one specially fitted car, this
service has grown rapidly, until at the
present time there are 24 radio interfer-
ence-testing cars in operation throughout
the Dominion. .

Inspection establishments are maintained
in 18 of the principal cities and part-time
men are employed in 30 of the smaller
towns. The air is monitored every night
and interference of any nature on the
broadcast band is noted. If of local origin,
it is attended to locally; if it comes from
another division, that inspector is advised;
and if international, it is referred to head-
quarters.

RACTICALLY all Canadian towns
and cities have overhead distribution

www americanradiohietory com
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Listeners and déalers benefit

from dominion-wide system

of policing broadcasting
wavelengths

8 By Henry Baukat

systems for electric light and power sup-
ply, as are common in the United States,
and such systems are frequently found to
be sources of interference. The slightest
spark occurring on such a system produces
oscillations that are radiated from the long
lines as antenna and are hence carried long
distances and may affect as many as sev-
eral thousand listeners.

The Canadian government has developed
close contact with local power supply au-
thorities in order that no time be lost in
remedying bad cases of such trouble. As
a result, the listener is kept comparatively
free of this source of interference but when
there is cause for complaint he has assur-
ance that it will be remedied as soon as
practicable. The listener may report his
trouble either to the government or to his

Radio Retailing, February, 1930



local radio dealer who, in turn, takes it up
with the nearest government man.

If the local radio dealer or distributor
finds that in a certain locality there is
serious source of interference which af-
fects his sales, he may request the aid of
the government to clear up the interference
so that he may go into that territory and
successfully sell radio receivers. The gov-
ernment department also acts as a mediary
between the utility company and the listener.
While no statutory authority to compel
utilities to remedy defects has ever been
asked, the whole arrangement is working
out very well on a basis of co-operation.

This. of course, ties up the radio dealers
very closely with the government and as a
result they sell most of the set licenses,
which are required of all listeners, at $1
per year for each set in use. For this
service the seller receives a 10 per cent
commissionn on the cost of the license fee.

The amount authorized for the trouble-
clearing service during the past year was
$237,160. The average cost of running an
inspection unit is around $6,000 per year.

N ADDITION to the regular tours of
the interference cars, special trips are
made by investigators either with the in-
terference car, or by train, when the inter-
ference reported is aﬁectmg many broad-
cast listeners, and the town would not bhe
visited, on the regular tour, for some time.
The radio interference cars are manned
by two radio electricians who are familiar
with electrical distribution principles and
electrical equipment generally. Each car
is equipped with sensitive portable radio
receivers operating in conjunction with a
loop antenna, mounted on the car roof for
directional reception, and other special in-
struments and meters required in investiga-
tions. Duplicate equipment is also held at
each inspector’s office for replacements and
for trips by train when urgent cases call
for immediate attention.

The automobiles also carry small portable
receivers fitted with exploring coils for
investigations in power louses. In case the
interference reported is not heard when
the investigator visits the town, he en-
deavors to produce, artificially, such con-
ditions as will cause the interference to
start. With the permission of the public
utilities, he strikes the poles carrying trans-
formers and other electrical apparatus with
a big mallet and shakes the guy wires
causing the power lines to swing and vibrate
as they would in windy weather, or when
heavy traffic causes the poles to shake.
If the interference is apparently caused by
the distribution system or apparatus belong-
ing to the public utility, the investigator

This loose street light socket caused
wmterference for many blocks.

obtains the assistance of a lineman to help
locate the exact source. When the source
of interference is located, the public utili-
ties invariably take steps to correct it. They
are very willing to do this in most cases
because it means a saving of power to them.

N CASE the interference has originated

in some privately owned electrical ap-
paratus, the owner is requested to take the
necessary steps to eliminate it. The gov-
ernment investigator may assist him in test-
ing this apparatus to determine where the
fault is. Where the interference is caused
by the normal operation of electrical ap-
paratus, the investigator tries the effect of
surge traps and preventive devices, which
are carried in the car. Where it is possible
to prevent the interference by such means.
the owner of the electrical apparatus may
purchase the necessary equipment from the
department at cost. In some cases the
local listeners affected subscribe the cost
of the device which usually is only a few
dollars and easily installed by an elec-
trician.

This work has even gone so far that
several manufacturers of electrical ap-
paratus have been approached regarding
certain features of their products which
cause radio interference, and, by co-opera-
tion with the radio branch, the designs have
been revised to eliminate the objectionable
features. Some dealers guarantee their
products not to cause radio interference.
This is a great aid to him in his radio
sales and is creating much good will.

Members of local radio clubs are taught
how to deal with simple sources of inter-
ference and they are provided with cir-
culars describing tests to assist them in
locating and eliminating the same. This
is a very excellent idea which might well
be carried on in this country.

Some Americans who have studied Cana-
dian radio conditions, express the hope that
time will see more of this type of work
being done in the United States which,
with its more closely settled communities
and network of power lines is a prolific
source of radio interference. Similar work
has already been started by the Department
of Commerce with its modern instrument
cars and these will be increased in number
as rapidly as the funds are available.
Meanwhile, the way in which this inter-
ference-correction work is done by our
next door neighbor and the types of cars
and apparatus used, are certainly worthy
of close study by all persons involved in the
interference problem.

How to Measure Plate
Voltage of 240 Tube

In taking plate voltage readings when
using the 240 tubes in resistance coupled
amplifiers, the voltmeter should be con-
nected between the filament of the tube and
the B battery tap or B eliminator tap which
connects to the B plus end of the plate
resistor, rather than to the plate terminal
of the tube.

This method, of course, is not the one
usually used in obtaining the actual plate
voltage being applied to the plate of the
tube. The difference in the manner of tak-
ing the plate voltage reading in the case of
240 tubes is due to the fact that recom-
mended plate voltages are given for this
type of reading when using a 250,000 ohm
resistor in the plate circuit, taking into
account the voltage drop that will take
place through the resistor.

With 180 volts applied to the B plus end
of the plate resistor and using a plate coup-

(Please turn to page 63)

The receiver, maps and drawers for records are
compactly placed in the rear.

Radio Retailing, February, 1930
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A convenient arrangement which gives the operator
control of the car, set and loop at the sume time.
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Plain Busin‘ess

FEBRUARY 1930

Corrective Measures Necessary

HE leading article in this issue deals with a very

disturbing problem now confronting radio mer-
chants. Finance companies, for their own protection,
as well as for the protection of the radio industry which
they serve, must, and are, refusing questionable time
paper. Part of this policy results from general business
conditions and part from the fact that a large number
of radio merchants are not careful enough in their
business methods.

But there is no need to be unduly pessimistic. The
nation as a whole is going to continue to buy radio
equipment and finance companies are going to continue
to accept trade paper. However, it is time for radio
merchants to brush the cobwebs from their thinking and
inject into their business certain common rules. Instead
of pushing sales for the sole sake of unit volume the
time has come carefully to watch net profit.

The radio manufacturers, it will be noted, also come
in for a good share of the blame for this credit situation.
The pressure they put upon dealers to sell more radio
sets than the market could readily absorb and their part
in the unstabilized price situation, are the reasons ad-
vanced by the bankers for their indictment. Read the
first article in this issue thoroughly—then read it again.
It goes to the bottom of one of the industry’s most
serious problems. Take the medicine prescribed and
when conditions turn for the better, you will still be in
business.

A Year ’Round Use for Portables

HE portable radio set will always be a seasonable

item unless it can be sold as an indoor as well as an
outdoor device. In other words it must compete directly
with the standard size set.

The latest developments in portable design make it
possible to interchange batteries and an a.c. or d.c. power
. pack with a minimum of trouble. Thus equipped, the
portable becomes “a radio for every room in the house”
—the power pack enables a user to carry the set about
and plug it in on any house current outlet. For camping
trips, picnics, etc., the batteries are quickly installed, and
the lure of radio on the road presents itself as before.

Opportuntties like this, for evening up the annual sales
curve, are precious to manufacturer and dealer alike.

Are You a Buyer or a Seller?

VERY important thing for the radio dealer to
remember is that when a sale involves a trade-in
he should never let the discussion rest too long on the
old set. If he does the customer will warm up to his
subject with enthusiasm and soon the dealer may be
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placed in the position of being a buyer of an old set
instead of his correct place as a merchandiser of new
equipment. True the trade-in should be mentioned,
but for no longer time than it takes to refer, perhaps,
to a trade-in “Blue Book” and to mention the fact that it
is worth so much if the customer buys a such-and-such
set. Then force the conversation to stay on the merits
of the merchandise being demonstrated and prove the
superiority of the new set to the oblivion of the old one.

That Extra Ounce of Precaution

HE radio dealer can make one extremely productive
application of the old maxim which says that “It’s
the little things that count.”

The other evening one of our editors was called in by
a neighbor to help make a choice between two popular
makes of receiver which he had on demonstration. The
manufacturer’s reputation, the price, quality and appear-
ance of the sets were about equal.

After listening to each set for a few moments, how-
ever, it was noticed that one gave a little better perform-
.ance than the other. A check-up at once revealed the
cause. One dealer had taken the trouble to erect an out-
side aerial and make the proper lead-in connections—so
that his set might operate under the most favorable con-

ditions possible. The other dealer, in a slipshod manner,’

simply connected the set to the electric light line by means
of a socket antenna, which, in that location, did not give
particularly good reception.

Naturally, the balance swung in favor of the dealer
who had done just a little more to insure a perfect
demonstration. It was just the additional effort that won
him this sale, and, in all probability, many more sales.
“It’s the little things that count.”

The Silver Lining

Now the dumping days are come,
The saddest of all the year.
Apologies to William Cullen Bryant.

GAIN have the hopes of the optimistic heen dashed

to earth. Again have the lessons of past years fallen

on deaf ears. For ‘“dumping,” with all its attendant
evils, is abroad in the market places.

But the darkest of clouds have a silver lining, ’tis said.
And the other side of this cloud, in our opinion, is no
exception to this saying.

What, therefore, will be the ultimate results of these
“below value” offerings?

Based on Radio Retailing’s preliminary survey of
1929 retail sales, there will be sold not less than
4,300,000 sets this year. Assuming that 400,000 of these
will represent distress merchandise, we find that the
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large majority of 93 out of every 100 purchasers will
buy standard goods at a fair market price.

Furthermare, for every set that is jettisoned, replace-
ment tubes ultimately will be purchased. Again, these
sales are creating additional radio lovers, many of whom
will buy new outfits through the regular channels of
trade within a period of one to three years.

Apart from the tendency to destroy the public’s
standard of radio values, a serious factor in this situation
and one greatly to be deplored, dumping, after all, is
but a surface convulsion whose effect quickly wears off.
We should, therefore, take our medicine with as good
grace as possible. Let us remember that this purging
process will, in the long run, benefit the patient.

The Voice in the Parlor

RADIO as a companion for the housewife during her
solitary daylight hours of work about the home! How
many dealers realize the part that this “voice in the
parlor” has come to play in the domestic life of the
stay-at-homes? Since the perfection of the a.c. tube,
thousands of women tune in their favorite station, after
hubby’s hasty departure for the 7:46, and leave it on
for hours at a time. X

Here, then, is a powerful sales point—and one that
has not been stressed sufficiently in the past. Sell radio
for its cheery comradeship in the morning stretch, as
well as for the more spectacular aspects of its evening
performances.

New “Body” Lines

RIOR to 1921, the automobile manufacturer was

chiefly concerned with perfecting the mechanism of
his car—external design was secondary and pretty much
standardized. Then some bright person sold his direc-
tors on the need for changing outside appearances; and
the distinctive radiator, the streamline, and the low-hung
bodies made their debut.

Is the time ripe for a similar movement in radio
furniture? Does the present console adequately distin-
guish the marvelous instrument it houses? Would more
radical designs or individualistic treatments—rather than
the adaptation of existing, age old styles in cabinetry
—be better?

According to a former president of the Radio Manu-
facturers Assaciation, the outstanding achievement in
radio during 1930, from the public viewpoint, will come
from the designers of radio furniture.

This much is known: that changes in styles, properly
timed, have stimulated business in the large majority of
industries where style is a factor. Will not this rule
apply also to this business of ours?

Radio Retailing, February, 1930

The World for an Audience

O N TUESDAY, January 21, the royal gallery of the
House of Lords, England, was the stage of a dra-
matic action heard by the peoples of the entire continent.

This clear transmission of the opening address to the
members of the five-power naval conference, by King
George, over a globe-girdling network of air waves and
wires, is, to date, radio’s crowning achievement. Ma-
jestic in its conception and scope, democratic in purpose,
it will not be easy to exceed in spectacular quality this
first emotional impact on the whole world of listening to
history in the making.

The successive addresses from the representatives of
the great maritime powers quickened the imagination of
listeners not only in London, New York, Paris, Berlin,
Rome, Montreal, Cape Town, Calcutta and Tokio but—
because Schenectady rebroadcasted this rebroadcast on
two short wave lengths—these speeches thrilled the
lonely trapper beyond the Arctic rim and the sailor on
the deep.

And ours is the industry that has made possible this
miracle.

In the light, therefore, of this epochal event, and in
the surety that it marks but the beginning of radio’s
broader usages, let us resume courageously the battle in
the market place for better business.

Looking Up to New Program Heights

_ |

Copyright N. Y. Herald-Tribune
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Products for

This editorial section is prepared purely as a news service, to
keep readers of “Radio Retailing” informed of new products.

Two Auto-Radios Seen At New York Automobile Show

The American Bosch motor-radio installed

American Bosch chassis

Bosch Auto-Radio

NEAT and compact screen-

grid radio set for installation
on the dash-board of the auto-
mobile was displayed for__the
first time at the New York
Automobile Show in January by
the American Bosch Magneto
Corporation, Springfleld, Mass.
This receiver is carefully engi-
neered for auto installation,
either at time of manufacture of
the vehicle or later. It utilizes
four screen-grid tubes and a 112
power output amplifier, thor-
oughly shielded from outside in-
terference and from the electri-
cal system of the car.

The set and the cone type
electro - magnetic speaker are

contained in one small unit
mounted behind the instrument
panel. The control unit, no
larger than a man’s hand, can
be placed in any convenient
place on the dash. A key switch
is provided to prevent tamper-
ing. There are two knobs, one
for tuning and one fo control
the volume. Tuning is made
easier through the use of the
Bosch “Line-O-Lite” dial. The
station selector dial lights inde-
pendently of other lights on the
car.

The Bosch motor-radio oper-
ates from the storage battery
of the car and from the dry cell
batteries which are carried in a
weatherproof steel container
mounted beneath the car. A
revolutionary type of antenna is
employed, one that is fastened
to the car chassis and not con-
tained in the top as is usual.
No mutilation of dash, uphol-
stery or top is necessary to
make the installation. The in-
tended retail price, complete with
tubes, batteries, shielded wiring,
etc.,, but not including installa-
tion, is $140.-—Radio Retailing,
February, 1930.

The Transitone on a Chrysler dashboard

New “Transitone”

HE new ‘‘Transitone” auto-

mobile radio is a six-tube,
t.r.f., single control receiver, the
product of the Automobile Radio
Corporation, 37-7 Queens_Blvd.,
Long Island City, N. Y. It con-
sists of two units, one contain-
ing three stages of t.r.f., and the
detector (normally installed at
the right side of the car and
controlled through a single dial
and volume control knob) and
the audio unit which consists of
two transformer coupled stages
together with the output filter
and fllament control apparatus.
These two units are linked by a
5-wire cable. The batteries are
carried in a metal compartment
usually mounted under the front
seat.

The tubes used are four 201A’s
and two 112A's, They are sus-
pended in bayonet-base, spring-
cushioned sockets to protect
them from road shocks and
vibration. The magnetic speaker
is installed under the cowl.
Patented features completely
shield the =et from the ignition
system and suppress electrical

Transitone chassis

disturbances, the maker says.

Among the cars equipped with
aerials at the factory are Chrys-
lers 70 and 77; De Soto; Dodge:
Stutz; Franklin; Gardner; Hup-
mobile 8's; Jordan _Airway
models; Moon; Packard; Peer-
less and Pierce Arrow.

Arrangements have been made
with the Willard Storage Bat-
tery Co. whereby this nation-
wide system of service stations
will sell, install and service
these sets. X

The intended retail price is
$120, less tubes and batteries.
The price installed on antenna-
equipped cars is $165. If not
equipped with antenna an addi-
tional charge of $10 is made.—
Radio Retailing, February, 1930.

Fada D.C. Screen-
Grid Console

HE newest addition to _the

line of F. A, D. Andrea, Inc,
Long Island City, N. Y., a con-
sole for use on d.c., employs
three 224’s in three stages of
t.r.f., two 227's, one in a power
detector circuit and the other in
the first stage of a.f., and two
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245’s in the final audio stage.
The radio frequency circuits em-
body tuned impedance coupling
which assures maximum uni-
form amplification. The chassis
is equipped with a two-section
radio frequency power line filter
to suppress power line interfer-
ence. It operates without loop,
antenna or ground for local re-
ception. The speaker is the
model 7B electrodynamic and
the cabinet is made of burl wal-
nut with matched panels. The
intended retail price is $175.
Chassis and speaker only, $145.
E[;’Ondio Retailing, February,

The “Autovox’

N electrical reproducing in-

strument with selective re-
mote control is now on _the
market, the product of the Link
Co., Inc., Binghamton, N. Y.
These selective control boxes
may be placed at any distance
from the instrument. Any one
of 10 selections can be played.
A button is pushed until the
number of the selection desired

is illuminated. Each record is
on a separate turntable obviat-
ing breakage, warping, etc.
From 1 to 20 coins may be de-
posited, a selection being played
for each without touching. A
selection may be repeated any
number of times and all makes
of records may be played. The
dimensions are 58 in. high x
24% in. deep x 403} in. wide.
The weight, boxed, is 465 lb.—
Radio Retailing, February, 1930.
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Short-Wave Receiver

for Television

ANY of the failures in the
M radiovision field may be
traced to the use of the usual
short-wave receiver. A special
short-wave radio receiver em-
ploying a non-regenerative de-
{ector has been developed by the
Jenkins Television Corporation,
Jersey City, N. J. The receiver
is a.c. operated and includes its
own power pack with a 280 type
reclifier. It makes use of one
stage of tuned screen grid r.f.
amplification, followed by a spe-
cial band pass filter. This feeds
a 227 type non-regenerative
power detector, which in turn
feeds a two-stage resistance
coupled amplifier employing 224
screen grid tubes, The final or
power stage is a 245 type power
tube.

It has a single tuning con-
trol, volume control and cou-
pling control. Its range is from
100 to 150 meters. Due to a
special resistance network in the
audio frequency amplifier, it
amplifies uniformly over a range
of from 15 to 30,000 cycles.—
Radio Retailing, February, 1930.
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without advertising considerations of eny kind whatsoever.

Bell & Howell “Project-O-Phone”

HE need for practical, port-

able equipment for the pre-
sentation of talking movies has
been answered by the Bell &
Howell Co., 1801 Larchmont
Ave., Chicago, Ill.,, with the de-
velopment of its ‘“‘Project-O-
Phone.” This device is partic-
ularly suited to the requirements
of business men in presenting
their sales message audibly as
well as visibly.

The complete outrdt consists
of three small units, each in its
own case. Any Filmo projector
can be adapted for uase in this
equipment. A standard 16 in.
phonograph record of the 334
revolutions per minute type is
perfectly synchronizel with the
projected pictures. .

The projector and playing unit
are driven by separzte motors,
and are coupled together me-
chanically by means of a flex-
ible shaft so that positive
synchronization is assured.

The playing unit consists
of a power pack, amplifier,
turntable, electrical pick-up
and tone arm. A rectifler
and three amplifier tubes are
used in the amplifier which is
located immediately under
the turntable and easily ac-
cessible. Although of special
design, tube replacements
and repairs can be made by
the regular radio repair man.

The unit is designed to
operate on a.c. but if only
d.c. is available, a small port-
able converter may be had.—
{i’ga(éio Retailing, February,

93

The Pentode Tube

HE CeCo Manufacturing Com-
1 pany, Providence, I, has
just announced the availability
of an a.c. Pentode or 5-element
tube. The new tube is a sort
of double screen-grid, having a
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screen around the plate, as is
the case with the screen-grid
tube of the present, as well as
another screen between the con-
trol grid and the cathcde. The
insertion of the second grid per-
mits a greatly increased ampli-

Radio Retailing, February, 1930

fication—three or four times as
great as the screen-grid, accord-
ing to the manufactur=r.

Its characteristics a-e said to
be as follows: Heater, 1.75 amps.
at 2.5 volts; plate impedance
250,000 ohms; mutual conduc-
tance 2,300 micromhos; ampli-
flcation factor 575; max. plate
voltage 450; recommerded plate
voltage 250 at which it will
draw 4 mils; screen-gr.d current
13 mils at 135 volts; and space
charge grid current 5 mils at
plus 10 volts,

This tube, which CeCo has
designated at No. 225, has been
designed and is being applied as
a radio frequency amplifier. The
intended retail price will be
$8.00.—Radio Retailing, Febru-
ary, 1930.

Filter Condenser

A NEW filter condenser of
high working voltage, small
and compact in size, has been
introduced by A. M. Flechtheim
& Co., Inc., 136 Liberty St., New
York City. The capacity is
2 mfd.; working voltage 550
r.a.c. (RMS), 1,000 volts a.c.—
Radio Retailing, February, 1930.
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Sparton Model 589

LI, the characteristics of

former Sparton receivers,
made by the Sparks-Withington
Company, Jackson, Mich., have
been retained in the new Model
589 just placed on the market.
A feature of this new set, says
the manufacturer, is that it can
be effectively operated on_ ex-
tremely short aerials without
affecting the sensitivity and dis-
tance-getting ability.

The cabinet is of the open-
face console type. Intended re-
tail price, $159.85, complete.—
Radio Retailing, February, 1930.

Three “Silver” Sets

SIX models of Silver radio,
instead of the present three,
are now being presented by
Silver-Marshall, Inc., 6401 W.
65th St., Chicago, Ill. A new
chassis, known as the Model
30B, operating with three screen-
grid tubes (together with one
227, two 245's and a 280) of-
fered in the lowboy, highboy
and concert grand models, in
addition to the present eight-
tube chassis will be available.

In these latest models a sim-
ilar screen-grid circuit is used,
with improved screen-grid de-
tector. Two of the four tuned
circuits are ahead of the first
tube (for greater selectivity)
and, according to the manufac-
turer, this gives absolute free-
dom from ‘“cross-talk.” The
same audio circuit and dynamic
speaker are used. A phonograph
jack is provided. The intended
retail prices are: Model 60B,
lowboy, $169.50. complete ; Model
75B concert grand, $182.50 com-
plete; and Model 95B highboy.
$169.50, complete.—Radio Retail-
ing, February, 1930.

Model 66B

New A K Cabinet

HE Atwater Kent Munufac-

turing Company, Philadel-
phia, Pa., announces that a new
walnut lowboy, known as model
A K, 100, has been added to the
regular line of cabinets avail-
able exclusively for its screen-
grid sets, including model 686,
It is finished in dark walnut
with a molded front enhanced
by attractive recessed paneling.
The speaker opening is covered
with a fleur-de-lis pattern tap-
estry done in old gold. ’'T'he di-
mensions are: height, 38% in.,
width, 24% in., depth, 15 in.

As Model 1055, with screen-
grid receiver and dynamic
speaker, the intended retail
price is $109.—Radio Reluiling,
February, 1930.

Utah Remote Control

OLUME can be regulaled
from the remote control point
with the device just perfecled
by the Utah Radio Products
Company, 1737 8. Michigan
Ave,, Chicago, IlIl. One of the

features is a tiny motor of new
design, 3 in. in diameter and 3
in. long, both brushless and re-
versible. Relays have been en-
tirely eliminated and the speaker
is not cut out during tuning.
Two units comprise this auto-
matic remote control, one being
attached to the variable con-
densers of the receiver and the
other to a remote control swilch
box, the two being connected by
a cable of any desired length.
The remote control switch box is
6 in. long, 2% in, wide and 1% in.
high, and may be placed at any
point desired. It contains a
switch for automatic tuning of
9 pre-selected stations, two but-
tons for tuning in stations other
than the pre-selected ones, and a
knob for volume control.—Radio
Retailing, February, 1930,
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JModel 90

Majestic 1930 Line

OUR sets and two radio-

phonograph combinations, to
be known as the 1930 ‘‘Prosper-
ity Models,” are now ready for
dealers according to a statement
from the Grigsby-Grunow Co.,
5801 Dickens Ave., Chicago, 1lL
Certain improvements and re-
finements have been incorpo-
rated but fundamentally the
chassis is the same. A “Colo-
tura” dynamic speaker, free of
all fuzziness and barrel-effect at
any volume according to the
manufacturer, is used. In the
combinations, a new electric
pick-up is employed.

Model 90, in a Tudor design
cabinet of American walnut with

AModel 92

a brocade-covered speaker open-
ing, has an intended retail price
of $116.50, complete,

Model 91 comes in an early
English design cabinet of Amer-
ican walnut. The center panel
is matched butt walnut overlaid
at the top with imported Aus-
tralian lacewood. Price, com-
plete, $137.50.

Model 92 is housed in a high-
boy cabinet of Jacobean design
in American walnut. The doors
are matched butt walnut, front
and back. Price, $167.50, com-
plete.

Model 93, housed in a lowboy
of English design, has center
and side panels of matched butt
walnut. Price, $167.50, com-
plete.

Model 102, a combination, is
similar in design to model 93.
compartment for two record
albums is provided. Price,
$205.50, complete.

. Model 103, also a_combination,
is $225 complete.—Radio Retail-
ing, February, 1930.

e

Model 102 Combination
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Stromberg Models
652 and 654

A LOW type console receiver
and a radio-phonograph com-
bination, each with essentially
the same set chassis used in the
previous model 642, are an-
nounced by the Stromberg-Carl-
i?ny'l‘el. Mfg. Co., Rochester,

Model 652 receiver has a large
diameterelectro-dynamic speaker
which employs a non-rattling,
moisture-proof cone, suspended
flexibly to give extra sensitive-
ness. As in all Stromberg-Carl-
son sets, provision is made for
using the audio system in con-

Model 654

junction with a pick-up for the
electrical reproduction of phono-
graph records. The cabinet is
ornamented and stands 243% in.
wide, 42 in. high and 15 in.
deep. It is of the open type,
exposing the grille panel. The
intended retail price is $239.
Model 654, the combination,
has all the features of the 652.
The turntable is rotated by a
silent electric motor. 7The auto-
matic stop operates on either
spiral or eccentric stopping
grooves, It is compact, being
only 46% in. high and 27% in.
wide. Full length doors are used
on this model. The intended
retail price of which is $369.—
Radio Retailing, February, 1930.

Model 652

A Volume Control
With Power Switch

COMBINATION volume con-

trol and power switch is now
offered by the Clarostat Mfg.
Co., Inec, 285 N. 8ixth 8t,
Brooklyn, N. Y. One knob
serves the double function of
turning the radio set on and off,
and adjusting the volume to any
desired degree.—Radio Retail-
ing, February, 1930,

Aerial Kits

HE North East Ignition Com-

pany, 5620 Woodland Ave.,
Cleveland, Ohio, is now making
aerial Kkits and electric_ iron
cords.—Rudio Retailing, Febru-
ary, 1930,

B-L Battery Booster

O arranged as

to be easily
connected to the
battery terminals
without lifting the
floor boards, the
battery booster
made by the B-L
Electric  Co., St.
Louis, Mo, should
find a ready mar-
ket with car own-
ers. 'This booster
is doubly suited
for sale by radio
dealers as it may
also be used with radio batteries.

Alternating current is taken
direct from the light socket and
fed to the automobile battery
to take care of the excessive
drain so common in cold weather.
A socket, which connects directly
to the ammeter, is clamped to
the instrument board. The
booster comes in a metal case,
with input and output leads, a
B-L full-wave dry rectifier unit,

step-down transformer and vis-
ible dial to show that it is

charging. There is no danger
of overcharging, it is said, as
the current tapers off automati-
cally. The size is 6% in. by 3%
in. by 2% in. and it can be hung
on the wall, the 12 ft. cord being
sufficiently long to reach the
car, The intended retail price
is $12.50.—Radio Retailing, Feb-
ruary, 1930.

Loud Speaker

for Automobile Sets

WHAT is said to be the first
loud speaker to be developed
especially for use in connection
with automobile radio sets has
just been placed on the market
by the Amplion Corporation of
America, 133 West 21st St,, New
York City. Tt is known as the
Model GW automobile chassis
speaker. It utilizes a small but
high powered magnetic unit of
the balanced armature type. Due
to the special steel used, an in-
tense magnetic fleld is main-
tained. The unit is mounted on
an aluminum foundation in such
a position that the drive pin
actuates the cone from the in-
side. The cone is approximately
7 in, in diameter and the depth
of the entire speaker chassis i<
only 4% in, A special aluminized
cloth is used for the cone ma-
terial.

The entire chassis, with the
unit, weighs only 15 ounces.
While the speaker may be
mounted in any desired position
it is generally placed behind the
automobile instrument board, so
that the latter acts as a baffle.—
Radio Retailing, February, 1930.

Jenkins Radiovisor

HIE latest model of the

“Radiovisor” made by the
Jenkins Television Corp., Jersey
City, N. J., is intended for home
use, operating on 110 volts, a.c.
for automatic synchronism by
means of a synchronous motor.

It operates in conjunction with
a short wave receiver, and a
resistance coupled amplifier
which includes a 245 type power
tube, The radiovisor consists of

a large synchronous motor, ver-
tically mounted, which drives
the scanning drum and selector
disks; a neon or television lamp
of the single-plated type, and a
magnifying lens and shadow-
box for the control panel, all
mounted in a walnut cabinet,
The radiovisor is intended to
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receive the standard 48-line,
15-pictures-per-second signals.
1t has pin jacks to receive the
usual speaker cord terminals.—
Radio Retailing, February, 1930.

Synchro-Matic
Electric Clock

ILVERAL models are offered

in the line of “Synchro-
Matic” electric clocks brought
out by the Electric Clock Corpo-
ration of America, 536 Lake
Shore Drive, Chicago, 11l. These
new clocks are of the synchro-
nous type, operating from the
lighting circuit. Being of the
synchronous type, they are, of
course, available for a.c. use

only.
The clock illustrated is the
“Churchill’””’ model, listed at

$7.95. It has a bakelite case, 7
in, high, resting on a base 53% in,
X 4 in., The case may be had in
a choice of colors—mahogany,
walnut, Chinese red, jade green
and variegated autumn tones.
The price range of the new
clocks is from $7.95 for the
model described above to $125
for the Chippendale grand-
mother clock.—Radio Retailing,
February, 1930.

“Bud’” Removable

Partition

A REMOVABLE partition is
now being supplied with the
convenience outlets made by
Bud Radio, Inc, 2744 Cedar
Ave., Cleveland, Ohio, This par-
tition can be inserted in a gang
electrical switch or receptacle
box so that wires of different
voltages as well as live and
dead wires can be put into the
same box and under the same
plate. 1t is made of 14 gauge
steel, cadmium plated.—Radio
Retailing, February, 1930.
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(Continued from page 49)

ling resistor of 250,000 ohms, with the plate
current drain at .2 milliampere, the voltage
drop through the resistor will be equal to
50 volts so that the plate voltage applied
to the plate will be 130 volts.

When a voltage of 135 volts is applied,
the plate current will also be .2 milliampere
at the correct grid bias of three volts and
the drop through the resistor will be equal
to 50 volts, giving a net voltage of 85 volts
on the plate of the tube.

It is easy to see, therefore, the importance
of applying a higher voltage than 90 volts
in the plate circuits of such circuits to com-
pensate for the drop in voltage through the
resistor. The same holds true when 222
tubes are used in resistance-coupled am-
plifiers.

Don’t Use Neutral Wire
for Radio Ground

Several electrical inspectors in Chicago
have recently found wiremen connecting
the ground wire of radio receiving sets to
the neutral wire of the lighting circuit in
the nearest receptacle outlet. This type of
construction is dangerous, as a reversal of
polarity may result in serious consequences
to the receiver and also create a life and
fire hazard where inside aerials are stapled
and run between joists with ordinary bell
wire.

Sound System Data in
Handy Form

For the purpose of guiding anyone,
whether technician or [ayman, in the
proper planning, selection and installation
of a power amplifying and sound dis-
tributing system, the Radio Receptor Com-
pany, Inc., 106 Seventh Avenue, New York
City, has just issued its new catalog.
Instead of plunging directly into a listing
of the organization’s products, the catalog
opens with an analysis of audio amplifica-
tion and sound distribution, how to plan
an installation, and the engineering features
essential to satisfactory results. There fol-
lows the listing of units which may be
assembled into steel racks and switch-
boards for meeting any requirements, with
the same flexibility as that which made the
sectional bookcase famous. The “Power-
izer” sound systems include not only the
centralized switchboard, with radio set,
microphone panel and phonograph pick-up.
but also the speakers, faders, outlets, and
controls.

A copy of the Powerizer catalog may he
obtained for the asking.

Careful Circuit Design
Needed for 224 Tube

According to recent tests conducted by
Cunningham research engineers concerning
utilization of the new a.c. shield grid tube,
they point out that the prospective experi-
menter should exercise care in seeing that
each radio stage (as well as the tube itself,
in some instances) be completely shielded:
that by-pass condensers and choke coils be
used in each plate “B” and screen-grid
leads; that high potential leads between
stages have a metal covering over the in-
sulation for the necessary complete shield-
ing; and last, that all R.F. coils be de-
signed so as to give proper primary im-
pedance, otherwise the tube will not amplify
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For SERrVICE on this Receiver
CaLL

Exchange.......... .... No......
Dealers Name.................
Address

The above is suggested as a small card that
radio dealers may have printed. These
should be placed securely inside the receiver
at the time it is sold. Each one should be
placed where it can readily be seen.

the incoming signals to proper rating.
Because of these requirements it is
pointed out that it is not advisable to at-
tempt to rebuild present sets designed for
226 or 227 type tubes, used as radio fre-

quency amplifiers.

Tube Service Manual

The number of large manufacturers of
radio receivers and the number of models
which each manufacturer has placed on the
market have increased to such an extent
that even the best posted dealer and service

.man finds it impossible to remember the

types of tubes required for each model,
much less the actual relative positions of
the tubes in the receiver.

E. T. Cunningham, Inc, has recently
published a very complete data book of
standard commercial receivers, which gives
complete details regarding the tubes neces-
sary for operating the various models of
thirty-six of the leading manufacturers of
radio receivers.

Each data sheet gives the name of the
manufacturer, the various models which
use the same chassis, a list of the tubes
required, a sketch of the location of the
tubes on each chassis and a brief, general
description of the circuit employed.

The socket booklet is for distribution
exclusively to the trade and may be obtained
free of charge upon application on the

business stationery of dealers, jobbers and
servicemen, to the New York, Chicago or
San Francisco offices of E. T. Cunning-
ham, Inc.

HINTS from HANK

Remember antennas and power lines do
not mix very well. If you don’t believe it,
try mixing ’em—and get hurt.

* % %

Don’t take things apart before you make
sure that's what you really want to do.
* % %
Get that insulated screw driver.tod_ay——
before you cause any more short circuits.
* % ok

When the pilot light doesn’t work it's
usually because it's loose in the socket,
caused by the continual jar of turning the
set on and off.

* o %

It doesn’t cost any more to take your
hat off when you enter the customer’s
house. And, it certainly makes a better
impression.

Radiotron Data

The Radiotron division of the Radio-
Victor Corporation, 233 Broadway, New
York City, has just brought out a ready
reference book called the “Radiotron Data
Book.” It has 106 pages of carefully pre-
pared information which tells at a glance
the proper tube to be used in each socket
of radio sets produced by practically all
the leading manufacturers. It is being dis-
tributed free to all Radiotron dealers and
distributors.

The receivers are indexed twice, by the
manufacturer’s name and by trade name.
A simple rectangle represents each receiver,
with small circles indicating the actual
position of the tube sockets. The type
number of the correct tube appears next
to each socket together with elementary
circuit information as a further guide. As
an additional convenience, there is included
a simplified reference chart giving the
characteristics of all receiving Radiotrons.

Uniformed Service Men Prevent Fraud

One of the largest service departments and one of the best trained is that
shown above, maintained by the Sun Radio Company, Bosch radlo enthu-

siast which erates seven stores in Akron
; ad This efficient service corps handles that phase
Before the days of uniformed gas meter

in the Sun radio school.
of the work for all seven stores.

Ohio. Each man is trained

readers, it was not an unusual occurrence to read of robbery or other
crimes being committed by men (not in uniform) representing themselves

to be “from the Gas Company, etc.”

Sun Radio Company’s unigue system

safeguards the woman of the house, left alone all day.

WWW.americanradiohistorv.com
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The Scene Shifts

Pithy

Paragraphs

FEBRUARY, 1930

More Latitude Asked for Program Makers—The Cleveland
Convention—New Tube Makes Its Bow—Rypinski,
Haugh, Klein Back in the Fold—Other Ap-
pointments—Baldwin-Symphonic Deal

happenings.

statement, M. H.

By Detector

OW that radio activities are, more than ever,
the subjects of debate and investigation by the
lawmakers, and sources of income for the lawyers,
Washington is becoming the scene of many news

One of the most constructive of these hearings
== took place Jan.
Aylesworth, president of the National Broadcasting

15, when, in a carefully prepared

Company, asked the Senate Committee on Interstate Commerce for greater

latitude for the development of the

broadcasting art.

“I have no objection,” said Mr.
Aylesworth, “to governmental regula-
tion designed to protect the public in-
terest in broadcasting. But, since the
technical engineering phases of the
radio science change almost over night,
it is my earnest hope that the regulatory
measures may have a flexibility ade-
quately adapted to the special situations
at hand.”

Other Washington Whispers

Synchronization of stations, permit-
ting two or more to operate on the
same frequency without causing inter-
ference, was also held up to the com-
mittee as the probable solution of the
present aerial traffic complexities. No
prediction as to just when this could be
accomplished, however, could be made
at this time but, it was stated, radio en-
gineers have hopes of success. .

Dr. Frank Conrad of the Westing-
house Electric and Manufacturing Com-
pany, suggested this same solution. He
also advocated the use of a new antenna
system to increase the strength of local
signals and minimize those of distant
ones when desired by the listener.

On Jan. 20, the Supreme Court indi-
cated it would dismiss the Radio Com-
mission’s appeal in the WGY case. This
case involved the legality of the com-
mission’s action in ordering this power-
ful Schenectady station to surrender
full-time use of its 890-kilocycle wave
length. Such action would imply that
WGY, owned by the General Electric
Company, was entitled to the use of its
present channel on a full-time basis.

Much interesting testimony for and
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against the extension of claimed patent
rights into the field of related manufac-
turing and merchandising policies has
been spread upon the records of the
Senate Interstate Commerce Committee
these past five weeks Among those
whose opinions could be construed as
against too broad an interpretation of
“patent rights” were the following
executives: Newcomb Carlton, president
of the Western Union Telegraph Com-
pany; B. J. Grigsby, president of the
Grigsby-Grunow Company; Oswald F.
Schuette, secretary of the Radio Pro-
tective Association; E. W. Stone, presi-

Young Russia Also Listens

instead of jazz, is the

Political news,
principal radio fare of the youthful Com-

munists of the Soviet Republic. Groups
like this gather daily before the reproducer
for political instruction. .
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dent of the Federal Telegraph Company
and LeRoi J. Williams, chairman of the
Patents Committee of the Radio Manu-
facturers Association.

The Cleveland Convention

As this issue of Radio Retailing
reaches the hands of its readers, the
Fourth Annual Convention of the Na-
tional Federation of Radio Associations
and the Second Annual Convention of
the Radio Wholesalers Association will
be in full swing at the Hotel Statler,
Cleveland, Ohio. Detector will be there,
hand to his ear and note book on tap.
Look for a comprehensive and sym-
pathetic report in our March issue,
written by one who has grown up in
radio with these most worthy organiza-
tions; who sat in at their first feeble
meetings, and who has seen ‘“Federated”
grow to lusty manhood.

Here is an outfit that merits the active
support of every dealer and jobber in
the industry.

We Welcome Messrs.
Rypinski, Haugh and Klein

“It's a hectic game, but Lord how
we love it!” Neither golf nor Florida
can keep the old timers from our midst.

o wit:

M. C. Rypinski has been persuaded
to join the Westinghouse organization
as general manager in charge of radio
sales. His duties will include the per-
fecting of the distributional machinery

the Westinghouse Electric Supply
Company to market the Westinghouse
branded set. It will be remembered
that Mr. Rypinski formerly was a top
executive with the Brandes Products
Company, and later with the Kolster-
Brandes Company, Inc.

Arthur T. Haugh—“Art” the inimit-
able—recently was elected vice-presi-
dent in charge of merchandising for the
Valley Appliances, Inc., Rochester,
N. Y. This concern manufactures the
Symington reproducer. Mr. Haugh is
a past-president of the Radio Manufac-
turers Association. He formerly owned
the Rochester Auto Supply Company,
also of Rochester.

R. M. Klein, after a year’s vacation in
the sunny Southland, returns to his old
love, F. A. D. Andrea, Inc, Long
Island City, N. Y. His title will be
that of general manager. Mr. Klein
states that Fada has increased its force
and will announce in the near future
several new sets to complete its present
line of a.c. receivers. Coincident with
this appointment is the advancement of
L. J. Chatten to the post of vice-presi-
dent in charge of merchandising.

Radio Retailing, February, 1930



to Washington

on Recent Happenings

NEW YORK, N. Y.

Sarnoff Reaches the Top

Following the resignation of Owen
D. Young, as chairman of the board of
the Radio Corporation of America and
the appointment of General James G.
Harbord to that position, David Sarnoff
was elected president of this organization.

Although Mr. Sarnoff is not yet forty
he has crowded into his business life
the experiences of a dozen average
executives. He began his radio career
as messenger boy with the Commercial
Cable Company twenty-five years ago.
When the “Titanic” sank, this boy from
foreign shores stuck to his post with
the Wanamaker station for seventy-two
hours. In 1917 he became commercial
manager of the Marconi Company.
From then on his rise has been both
rapid and spectacular. In 1919, when
the Radio Corporation of America was
formed, Sarnoff was taken over, shortly
thereafter to become its general
manager.

Other Appointments

Appointments to major executive po-
sitions have been numerous these past
thirty days. Detector is pleased to record
the following:

R H. Woodford assumed his new
duties as general sales manager of the
Crosley Radio Corporation the fore part
of January. He succeeds Neal E. New-
man, resigned. For the past five years
Mr. Woodford headed the sales depart-
ment of the radio division for Stewart-
Warner Company, Chicago. Prior to
that time he accumulated a world of ex-
perience in the music instrument field
with the Columbia Phonograph and
American Piano companies.

Fred W. Piper is now at the sales
helm of the good ship, “Howard Radio
Corp.,” whose home port is South
Haven, Michigan. Fred’s headquarters
will be in the Kimball Hall Building,
Chicago. Referring to this announce-
ment, Austin A. Howard, captain of the
craft, characterized Piper as one of the
most widely known and best liked men
in the industry.

The Perryman Electric Company,
Inc., tube manufacturer, announces the
appointment of R. B. Lacey as its gen-
eral sales manager. For three years
R. B. has been serving this same con-
cern in the capacity of western sales
manager. He is familiar, therefore,
with the problems of the jobber from
first hand knowledge.

Two major changes are announced by
the Colin B. Kennedy Corporation,
South Bend, Ind. William B. Nevin,
formerly general sales manager, becomes
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its vice-president and James De Pree
assumes the task of sales manager. The
latter gentleman is well known because
of his success with the Bush and Lane
Company, Chicago. Nevins’ advance
also is well merited as it is due largely
to his untiring efforts and clear vision
that Kennedy scored such marked
progress during 1929

Roy Staunton, formerly with the
Gardner Advertising Agency, New
York, will act as assistant sales manager
to M. C. Rypinski in the latter’s new
duties with the Westinghouse interests.

L. T. Breck, until recently vice-presi-
dent in charge of sales for Kolster, is
now acting in an executive position with
the Utah Radio Products Company.

“Gentlemen!
Gentlemenl!!

The convention will please come to
order.”

Barring earthquakes or volcanic
eruptions the lovable “boss” will be
seen in action, as chief gavel wielder,
at the Fourth Annual Convention of
the National Federation of Radio As-
sociations, meeting February 10 and
11 at Cleveland, Ohio.

Michael Ert, of Milwaukee, ap-
propriately called “Mike,” was one
of the founders of this national dealer-
jobber organization (originally called
the Federated Radio Trades Associa-
tion). This month rounds out his
first year as its president.

Those of our readers who are not
so fortunate as to be reading this item
within the fellowship of the Statler
will find the activities of this im-
portant convention fully reported in
our March issue.
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Nathaniel Baldwin, Inc.,
Active

Under the terms of an agreement re-
cently consummated, an affiliation of the
Symphonic Radio Corporation of America,
with Nathaniel Baldwin, Inc., of Salt Lake
City, Utah, has been effected, whereby the
Symphonic company’s plant at Bloomsburg,
Pa., with a daily capacity for assembling
2,000 radio sets and speakers, will assemble
Nathaniel Baldwin products exclusively,
having the rights and use of Baldwin, Inc.,
patents, management and engineering re-
search. ~ Parts for the assembly of the
products will be shipped from Salt Lake
City, where the Baldwin company’s gen-
eral sales office is located.

With the consummation of this arrange-
ment, the Baldwin interests have assembly
plants in Salt Lake City, Los Angeles,
Chicago and Bloomsburg, with a total ca-
pacity of 6,000 radio sets and speakers
daily.

Officials of the Nathaniel Baldwin, Inc.,
state that this deal is in no way a merger
of the two organizations, but simply an
arrangement whereby provision is made
for additional output of Baldwin products.

As we go to press negotiations are still
pendlpg for the sale of the assets of the
Buckingham Radio Corporation, Chicago,
IIL,, to Nathaniel Baldwin, Inc, for ap-
proximately $100,000.

A K Has New Sales Manager

A. Atwater Kent, president of the At-
water Kent Manufacturing Company,
announces the appointment of F. E.
Basler as general sales manager of the
company succeeding V. W. Collamore,
who has resigned.

Mr. Basler was previously assistant
sales manager of the company in charge
of sales administration affairs and has
been active in the general sales affairs
of the company. He brings to his new
position a wide experience in sales and
financing, having served in sales execu-
tive capacities with nationally known
companies in other fields.

RCA-Victor Policies

The following statement concerning
the future policies of the RCA Victor
Company was given Detector by Ed-
ward E. Schumaker, president of this
concern:

“To correct an erroneous impression
which was created recently, I would say
that the RCA Victor Company, the
stock of which is owned 50 per cent by
the RCA, 30 per cent by the General
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Electric Company, and 20 per cent by
the Westinghouse Electric & Manufac-
turing Company, will manufacture at its
Camden, N J., plant all the radio broad-
cast receiving sets, loud speakers, ac-
cessories, etc, which were formerly
manufactured by the General Electric
and Westinghouse Companies. The
RCA Victor Company, where all these
activities have been concentrated, will
distribute its products not only through
the distributing channels of the Radio
Corporation and the Victor Talking
Machine Company, but also through the
distributing channels of the General
Electric and Westinghouse Companies.
The arrangement effected with the Gen-
cral Electric and Westinghouse Com-
panies whereby their vast facilities of
national distribution will be at the serv-
ice of the RCA Victor Company will,
it is confidently expected, increase the
volume of production of the Camden
plant and make the products of the
RCA Victor Company even more
readily available to all parts of this
country.”

Talking Picture Combination
Demonstrated by Sonora

A new development in the radio com-
bination line was recently demonstrated
in New York and Chicago by the Sonora
Products Corporation, to editors, techni-
cians and merchants connected with the
radio field.

The new device embodies a moving pic-
ture projector with synchronized sound
reproducer, and a screen grid radio re-
ceiver, housed in one console cabinet. It
is a “home talkie-movie-radio.”

Production for retail distribution is
planned for the near future. The combina-
tion will retail, it is said, within the pop-
ular price range.

Quantity production of a new power
radio for automobile installation is also
planned by Sonora for early in 1930.

RCA Grants Tube License to Triad

A license to manufacture radio tubes
under the patents of the Radio Corpora-
tion of America has been granted to the
Triad Manufacturing Company, Inc.,, Paw-
tucket, R. I.

George E. Palmer Joins Tobe

George E. Palmer, for years general
sales manager of the Dubilier Condenser
Corporation, has resigned his former con-
nections to join the force of the Tobe Deut-
schmann Corporation, Canton, Mass., as
vice-president in charge of the condenser
division. He assumed his new duties about
the first of February.

Crosley Completes New Plant

A modern eight story factory has been
constructed by the Crosley Radio Corpora-
tion in Cincinnati, Ohio. There are some
222,000 square feet of additional floor
space made available by this new unit. Six
floors are given over to set construction.
The seventh contains the engineering de-
partment and general offices. On the eighth
are located the executive offices and the
new studios of WLW, the Crosley broad-
casting station.

To properly handle the output of the
augmented plant, a one-story assembly and
shipping building, capable of loading 29
freight cars at one time, was also erected.
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Directs “American School
of the Asr”

Alice Keith, broadceasting director of the

“American School of the Air,” sponsored
jointly by the Columbia Broadcasting Sys-
temm and the Grigsby-Grunow Company,
Chicago.

Stone Is Receiver for Kolster

On Tuesday, Jan. 21, the Newark Chan-
cery Court appointed Ellery W. Stone,
president of the Kolster Radio Corporation,
as one of three receivers for this concern
and for its affiliated companies, the
Brandes Products Corporation and the
Brandes Company.

Vice-Chancellor Church urged the re-
ceivers to work out a reorganization plan
which would operate for the best interests
of all concerned. The future of this well-
known radio manufacturer is, at present,
undeterminable. Assets, however. are
claimed to be well in excess of liabilities.

Rosert W. BENNET has joined the Trav-
Ler Manufacturing Corp., as vice-president
in charge of sales and advertising. Mr.
Bennet has been connected with the A. C.
Dayton Co. as general sales manager, and
is one of the organizers of the Federated
Radio Trade Association and of the St.
Louis Radio Trades Association.

Staxtey 1. BEEBE is now advertising
manager for F. A. D. Andrea, Inc.

TuE SPRAGUE SprECIALTIES COMPANY.
Quincy, Mass., has acquired a new produc-
tion plant at North Adams which contains
some 1,208,000 square feet of floor space.
The offices and laboratories of the com-
pany, however, will remain at Quincy.

New Tube Makes Its Bow

A new five-element vacuum tube,
known as the “Pentode” was demon-
strated Jan. 22, at the Park Central
Hotel, New York City, by Ernest Kauer,
president of the CeCo Manufacturing
Company of Providence, R. I. This
tube, a novelty to America in its present
form but in use in England and the
Continent for over two years, will be
three times as powerful as the screen
grid, it is claimed, and will tend
further to simplify sets. See the New
Products department of this issue (page
55) for the technical description of this
tube. Its use requires a special circuit
although existing ones can be adapted
for it within certain limitations.

Local Trade Associations Busy

Inspired by the coming national conven-
tion many local radio trade associations
are doing real things these days. To men-
tion a few:

ATLANTA, GA—Alvin C. Foster, of
the Cable Piano Company, has been re-
elected president of the Atlanta Radio
Dealers Association. Election of other
officers followed an address by H. G.
Erstrom, executive secretary of the Na-
tional Federation.

PHILADELPHIA, PA—*“The Answer”
is a publication of the Radio Retailers As-
sociation of Philadelphia. “Through our
own co-operation we are finding the answer
to many of our own problems,” it says
in the leading editorial of its first issue.
Walter Stainthorpe, its editor and secre-
tary of this organization, may be reached at
732 Bankers Trust Building.

BIRMINGIIAM, ALA.—At the Jan. 23
meeting of the Birmingham Radio Leaguz
it was decided that jobbers should con-

tinue as members. Roy Ingram was
elected president and R. C. Wiggins, of the
Knight Electric Company, first vice-
president.

BOSTON, MASS.—Plans are being

laid for the formation of a strong and
representative radio association in the city
of the sacred cod. It is expected that an
“observer” will be sent to Cleveland to see
how the other boys do it.

INDIANAPOLIS, IND. — Efforts of
national radio associations to stabilize the
radio industry were outlined in Indianapolis
recently by H. G. Erstrom, executive secre-
tary of the National Federation of Radio
Associations. Ted C. Brown, executive
secretary of the Electric League of Indian-
apolis, presided at a dinner which was
sponsored by the radio trade division of the
league.

The

Prisoners’ Song

It comes to them by
radio in the up-to-date
jail. The Muskogee,
Okla., dealer who sold
this Crosley to the
local hoosegow prob-
ably didn’t realize how
much he was encourag-
ing crime. No doubt
he was only interested
in opening up a new
market for radio—
think of all the jails in
the world!
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What the Wh

Smaller Dealer Meetings
Increase Co-operation

To pramote closer contacts with dealers,
the Aitken Radio Company, Crosley dis-
tributor in the Cleveland, Toledo and De-
troit territories, has inaugurated a new
schedule of dealer meetings this year. In-
stead of holding a mass meeting for all
Crosley dealers in these territories, the
Aitken Company decided upon a series of
smaller meetings, held at shorter intervals
for the dealers of each separate town.

Each salesman’s territory is divided into
two sections. The salesman arranges a
banquet for all dealers in each section.
Officials of the Aitken Co. and Crosley
representatives speak at each gathering.

These meetings have by their higher de-
gree of concentration kept the company in
close touch with the problems of dealers.
Numerous meetings have been held, with
between twenty and thirty dealers attend-
ing each gathering. Dealers convened at
Bay City, Mich.; Port Huron, Mich.;
Findlay, Ohio; Tiffin, Ohio; Byron, Ohio;
and at Ann Arbor, Mich.

An especially successful meeting was
held in the Tod House at Youngstown,
Ohio. Nearly a hundred Crosley dealers
of Mahoning, Columbiana and Trumbull
Counties were present. James E. Aitken
spoke on the functions of the dealer or-
ganization.

“The Early Bird” "Tis Said—

A trip with all expenses, to the June
R.M.A. Show at Atlantic City is the
reward offered by the Harten-Knodel Dis-
tributing Company of Cincinnati in a con-
test being conducted by them open to every
Zenith dealer and dealer salesman in its
territory.

Every sale of a Zenith radio receiver
gives the salesman a certain number of
points in addition to a cash bonus equal
to lc. for every point earned. Points are
based on the list price of the receiver, one
point for every dollar. In this way, each
competimg salesman is rewarded in cash
for every sale and given a certain number
of points in the contest. The one gaining
the greatest number of points up to the
close of the contest wins the free trip.

The contest will end March 15.

Conron Organization Meets

Perhaps one of the most important meet-
ings of the salesmen of the Conron Dis-
tributing Corporation was held recently.
In attendance were the executives, sales-
men, and two new salesmen, who have
been recently added to the staff, L. L.
Wilson and Paul Pierson. Mr. Conron
discussed in detail the Philco distributor’s
meeting which he attended in Philadelphia.
Mr. Hartley, factory representative, de-
scribed the new Philco Model 76.

A-K Conclave

The TFirst Atwater Kent distributors’
convention in 1930 was held at the Hotel
Pennsylvania, Philadelphia, last month.
Practically all the ninety-odd A-K whole-
salers, their sales executives, factory offi-
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There’s Cause for This Smile

A sunny day, a new suit, Milwaukee beer
(?) and a Kellogg distributorship up his
sleeve—why shouldn’t I. R. Witthuhn, of
the Standard Radio Company, look happov?

cials and field men were in attendance.
High lights of the convention, presided
over by F. E. Basler, newly appointed
sales manager of the company, included
a tremendous ovation accorded Mr. Kent
upon the occasion of his first appearance;
whole-hearted approval of the policy to
continue the manufacture and sale of the
present screen-grid models during the
spring selling season and unrestrained en-
thusiasm over the presentation of new ad-
vertising plans, for the vear 1930.

Support Your Association

A good trade association s
worthy of all the support it can
’ possibly get. In the radio industry
we have the Radio Wholesalers
Association, Inc., affiliated with the
National Fedcration of Radio Asso-
ciations, Inc. This organization
has done outstanding work n the
past, work which has benefited all
those belonging to or affiliated with
it. Plans to increase the scope of
its activities are now being made.

Ewvery wholesaler should join this
association because the vyear 1930
will be one requiring closer co-oper-
ation among all branches of the
radio trade. So, get on the band
wagon now and do your share that
you wmay reap some of the benefits.

If there is no local body in your
territory, form one. Then act to
become affiliated with the national
organization.

WWW.americanradiohistorv.com

olesalers are Doing

Distributor Activities

The AraBama Erectric SuppLy CoM-
PANY, Birmingham, Ala.; the O. M. C.
SurpLy ComPANY, Pittsburgh, Pa.; ELLior
AND WappingToN CompPaNy, New Castle,
Pa.; GReer AND Laing, Wheeling, W. Va.;
and Smite axp Priiies Music Com-
pany, E. Liverpool; Rica ELECTRIC SALES
Inc., Cleveland; Geo. Byers Sons, Inc.,
Columbus; OnIo BATTERY AND IGNITION
Company, Canton, all of Ohio, have re-
ceived commission to distribute Gulbransen
radios.

Tue AcMe CoMPANY, Birmingham, Ala,,
and the DUkE City ELECTRIC DISTRIBUTING
CoampaNy of Albuquerque, N. M., were re-
cently appointed Lyric radio wholesalers in
their respective territories.

Asuton, DEevER Inc., Boston, have been
signed up as distributor of Marvin radio
tubes.

Tue Lincouy SaLes Co., Crosley-Amrad
distributor in Baltimore, sponsored a dealer
meeting at which price changes and the
merchandising possibilities they offer were
discussed.

Majestic DisTtriBUTORS, INC, has been
formed by the Grigsby-Grunow Company
to handle the distribution of Majestic sets
and combinations in New England. Head-
quarters of the new organization will be in
Boston.

SanNForp Bros.,, Mackville, N. C., will
distribute Ken-Rad tubes in the southern
states. D. J. HarTneTT, San Francisco, is
also announced as a Ken-Rad wholesaler.

Tue Keystone Rapio CORPORATION,
Pittsburgh, Pa., is announced as new dis-
tributor for Colonial radio.

Tower-Binrorp Co., Virginia distributor
for Crosley radio, entertained twenty-eight
dealers at the Mosque in Richmond.

WILKENING, INcC.,, Philadelphia, dis-
tributor for Crosley and Amrad, will be
wholesale representative for the Johnson
Motor Co., handling Johnson motors and
Sealite boats.

W. T. MorAN, salesman for Wakem and
Whipple, Inc., Chicago distributor for Kol-
ster and.Brandes, was one of the winners
in the recent Kolster merchandising con-
test, and is proudly displaying a handsome
Hamilton wrist watch.

The ‘M & M Company of Cleveland,
Sparton distributor, assembled 600 dealers
and dealers’ salesmen at a series of three
sessions, the first at Cleveland, the second
at Akron, and the third at Youngstown.
A banquet, followed by talks outlining the
plans of the manufacturer and of the dis-
tributor, featured each meeting.

ALLIANCE Moror CoRPORATION, Roch-
ester, has been appointed a distributor by
the Perryman Electric Company, North
Bergen, N. J. New EncrLanp DistriBUT-
in¢ ComPaNY, Boston; WEINBERG AND
CoMpaNY, Chicago; ATLANTA SALEs CoM-
PANY, Atlanta; WALTER AsHE COMPANY,
Lance Erecrric CompaNy, St. Louis; BEL-
MONT CORPORATION, Minneapolis; HANSON-
Durute Company, Duluth; ATLAS
Pravyer RorLL CoMmpany, Newark, were
also announced.

D. W. May, Inc, Newark, N. J, has
been assigned the northern New Jersey and
southern New York territory by the Tem-
ple Corporation. A branch will be opened
at 34 West Houston St., New York, to
handle the metropolitan district.
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Naylor Tellr Manufacturers T/zaz‘
Breakfast | able Conferences

IVE me a handful of men, fresh from

the shower, let me sit with them
through the breakfast ham and eggs, the
coffee and cream; and I'll tell you more
about them, and how they sell their wares,
than one could learn in a month of cor-
respondence. And they will be better sales-
men, too, as they flick the last cigarette
ash into the coffee cups.

My personal preference, therefore, for
field conferences is the breakfast party.
Minds are clear and eager in the morning.
I have discovered some of the finest sales
ideas in the world, and have had more
sales problems solved for me, between
grape fruit and coffee!

A dinner is your next best bet, and
while the gathering may lack the spon-
taneity of a morning get-together, there is
plenty of time and the mellowing influence
of a cigar and a demi-tasse is quite effec-
tive. Luncheons, however, are definitely
out. Half the party is invariably late,
and the meeting is necessarily cut short
by those who leave precipitately to keep
other appointments.

Fifteen is about the ideal number at such
gatherings. This is an easy, informal num-
ber—one never feels that he is addressing
an audience, and there is sufficient variety
to stimulate an incessant flow of thought.
I generally endeavor to have present a
handful of our salesmen, two or three men
from the office and representatives of our
distributors.

But to accomplish these results the sales
manager frequently must relinquish the
pride and comfort of his mahogany desk
and establish and maintain intimate con-
tacts among his associates on the outside.
As much as I dislike to leave my office,
I must admit that one week in the field
will give me a better appreciation of con-
ditions and the human factors necessarily
associated with salesmanship than I could
gain in the home office over a period of
many months.

The successful sales manager, to have a
thorough understanding of the problems
with which his salesmen are confronted,
should appreciate them from the salesman’s
point of view. His understanding must
be sympathetic. Only in such a way can
he hope really to know the man who is
selling his product, do full justice to his
ability and guide his efforts or detect in-
efficiency with speed and accuracy.

The formality of the office or store is an
atmosphere hostile to the fostering of this
wholehearted understanding. As stated, I
have found that the most profitable re-
lationship between branches of a sales or-
ganization can be built up by informal
meetings across the breakfast or dinner

table.
L. P. NAvLoR,
Sales Manager,
Arcturus Radio Tube Company.
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Coin Operated Time Switch

The Walser Automatic Timer Company,
342 Madison Avenue, New York City, has
developed, for manufacturers’ use, a coin
operated time switch known as Model
015-C. This is to be used on any electrical
device which uses not more than 6 amperes
at 110 volts. The unit is developed to use

coins of any denomination and for any
time period of from five to sixty minutes.
The circuit breaker used in this device
is a standard toggle switch. The circuit
is not closed until a coin of the proper
denomination has been placed in the slot,
and a knob or handle turned the required
distance. This company also manufactures
a straight timing switch without the coin
feature. Further information and manu-
facturers’ prices may be had by writing
directly to the above company.

TaE BREMER - TUuLLY MANUFACTURING
CoMmPANY announces the new location of
its sales division at 623 So. Wabash Ave.,
Chicago.
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New Markets for Radio
Mean Stability

The radio industry is fast approaching
the time when it will be generally recog-
nized as one of the most stable of Ameri-
ca’s industries.

Such a prediction may seem somewhat
over-optimistic right now, in view of the
late lamented slump, but foresighted busi-
ness men, nevertheless, consider it more as
an inevitable fact than as an opinion.

At the present time, radio is a seasonable
business. There is a “rush” season and a
“slack” season. The slack season will di-
minish gradually until, without noticing it,
it has disappeared. Improvements in radio
equipment will make listening-in increas-
ingly popular as the years go by. New
uses and applications will constantly be dis-
covered. Furthermore, they must be dis-
covered if permanent stability is to be at-
tained. For example the field has already
been expanded to include home automatic
phonographs, sound and motion picture ap-
paratus for private use, airplane radio
equipment, new applications for tubes, and
television products.

Just around the corner is a new market
that will give another outlet for radio
sales—“the automobile radio.” By spring.
not less than 4,000,000 of this type of
prospect will be thinking about the lure
of “Radio As We Go.” Who will get this
business? Plainly it’s a job for the radio
industry. And don’t overlook the fact that
the automobile-radio will be, in the main,
spring and summer business.
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