GREATER SALES STIMULANT EXISTS

than the enthusiasm of a customer passed on to a prospect.
This always has been and is today a powerful factor in the sale of
Stewart-Warner Radio sets. Furthermore, we intend to perpetuate this
sales stimulant and to strengthen it as time goes on.

Ever since those pioncer days when Stewart-Warner first entered the
radio field, the sets sold under this great name have incotporated the
latest in radio development both in cabinet design and chassis engi-
neering. Sales have increased steadily. Backed by great resources and
years of experience in precision manufacture, Stewart -Warner Radio
today, as always, presents the most ovtstanding values on the market.

Here is a franchise you can bank on in the future as well as the pres-
ent. It is the fairest, most dependable franchise in the industry — one
with profit possibilities that few forward looking dealers—building for
the future —will wish to overlook. Ask your Stewart-Warner distribu-
tor for full details. Stewart-Warner Corporation, Chicago, Illinois.

STEWART-WARNER
RADIO

“A GREAT RADIO BACKED BY A GREAT NAME’

www americanradiohietory com:=—— g o,
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LA straight course

Radio dealers know now that
the one sure way to profits
lies in the sale of merchan-
dise that is built to sound
standards of quality and is
backed by a name of long-
established reputation. Bril-
liant stars may flash across
the sky...but they burn out

while the steady, unflick-

... straight ahead!

ering light of old, standard
names grows from year to
year as a dependable guide
to the safe and sure path-

way to proﬁts and success.

Brunswick Radio Corporalion

MANUFACTURERS OF RADIO, PANATROPE AND
THE WORLD-FAMOUS BRUNSWICK RECORDS

NEW YORK —CIHICAGO — TORONTO
Subsidiary of WARNER BROS. PICTURES, Inc.

BRUNSWICK LOWBOY
MODEL 15

Armored chassis with 4 screen-grid
tithes and two 45% in parallel. Uni-
Selecior and Hlluminated Horizontal
Tuning Scale. Tone Conitrol. Cab-
inet of seasoned and selected butr-
walnnt with carred 31:5950

front panels.
Other models $170up ~ (less tubes)

BRUNSWICK RADIO

www americanradiohistorv com
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|H f you could write

vour own Franchise!

Suppose you, a dealer, were to write the radio manufacturer’s
merchandising policies, under which you would operate, wouldn’t you
1nsist on —

NO DUMPING?

How many rebates have you had to give on lines that iwere
dumped ? No Stromberg-Carlson dealer ever has had to rebate
to a cash customer for such a reason. No Stromberg - Carlson
dealer ever has had to adjust a time payment contract.

And, in writing the franchise that would protect your business —
wouldn’t you insist that — CONSUMER PRICES, ONCE ESTAB-
LISHED, NEVER BE REDUCED?

Stromberg-Carlson never has reduced a consumer price. The good
will and respect customers have for Stromberg-Carlson never 1is
jeopardized. A Stromberg-Carlson dealer’s profit is certain.

*NO DUMPING” and “CONSUMER PRICE MAINTENANCE” are
two cardinal principles of a Stromberg-Carlson franchise. We will tell
you of others in following issues of this magazine.

One of the reasons these policies have been so steadily maintained is
because practically every executive and key man in every department
of the Stromberg-Carlson organization are the same as when Stromberg-
Carlson entered the radio receiver field. Control of Stromberg-Carlson
is in the hands of its employees and their families.

Stromberg-Carlson is a line around which to build a business. It is a
good product deserving a good merchant.

Stromberg-Carlson unsurpassed quality Receivers range in price from
$155 to $369. The Multi- Record Radio (automatic radio-phonograph
combination, electrical), $645. (Prices, less tubes, Fast of Rockies.)

Listen to the Stromberg - Carlson Hour Monday Evenings in a Coast-to-Coast Broadcast of the
Rochester Civic Orchestra over the N. B. C. Blue Netivork and Associated Stations.

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

Stromberg-Carlso

MAKERS OF VOICE. TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS

WWW.americanradiohistorv.com
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“There is nothing

finer than a
Stromberg-Carlson”

The list of outstandingly good merchants who are
Stromberg-Carlson dealers, includes: —

The Aeolian Co. Heaton’s Music Store ~ Knight-Campbell Music Co.  J. W. Greene Co.
Grinnell Bros. G. A. Barlow’s Son Co. Edw. J. Walt Music Co. Levis Music Co.
Sherman Clay & Co.  W. J. Dyer & Bro. Edmund Gram H. C. Prange Co.
Robelen Piano Co. C. C. Harvey Co. Homer L. Kitt Co. Otto Grau Piano Co.

Watch for other outstandingly good merchants in subsequent issues.

www americanradiohistorv com




Radio Retailing, A McGraw-Hill Publication

I AUDIOLA )
I T APEX 3
I ATWATER KENT )
l BOSCH )
I BRUNSWICK )

CLARION

l " coloniaL )
__ I STAR-RAIDER )
I CROSLEY )

l | Emsorta Vi
) )

lv " FADA )

I GENERAL ELECTRIC 7
l GENERAL MOTORS )

i GRAYBAR )
I GREBE )
I GULBRANSEN )

N

HOWARD

I | KENNEDY 7 )

; i KOLSTER )

~ [he

ToYOUR customer’s

L ]
Licensed
under

RCA Patents

@

ATCH a man buying radio tubes. Analyse

his reactions. He's puzzling over the same
problem he faces when he buys gas—oil —spark-
plugs for his car. He wants to know if the make
you sell is right for him to use. Usually he gives
up and asks you.

With Sylvania Set-Tested Tubes, you answer
this question before it is asked — usually before it
even comes up in your customer's mind. You tell
him that Sylvania Tubes have been tried out in
radios just like his—that they have passed strict
tests for tone . ..volume ... distance ... and selec-
tivity. You make a sale quickly and easily, because

your customer knows you have what he wants.

WWWw.americanradiohistorv.com
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first Question

Learn at once what SET-TESTED tubes have done
for successful dealers everywhere—what they can
do for you. The coupon brings you FREE the
Sylvania Certified Test Chart showing tube com-
binations that have been checked under practical
conditions in every make and model radio listed

on these pages. Send for it today.

SYLVANIA PRODUCTS CO., EMPORIUM, PA.

SYLVANIA RADIO TUBES SYLVANIA INCANDESCENT LAMPS

Clip the attached coupon at once. It brings
you a copy of this chart FREE. It lets you
learn for yourself what Set-Tested Tubes can
do for your business.

'| ~massnc )
| I— CPHILCO )
I—-— e RvADIaLA T 3
I SILVER MARSHALL )
I SIMPLEX j
[ SONORA )
I | SPARTON ‘ ) |
; l STEINITE *>
I” o TSERUING, )
I STEWART WARNER )
I STORY & CLARK )

I STROMBERG CARi.SbN)

_ I - VICTOR )
. I VICTOREEN )

l 'WESTINGHOUSE )

ZANEY-GILL )
‘ ZENITH )

& % L g

This is the new Sylvania
Certified Test Chart, giv-
ingcompleteinsrructions
for selecring Sylvania
Tubes, together with a
signed statement by the
Chief Engineer of the
Company.

SYLVANIA PRODUCTS CO.

Emporium, Pa.

Gentlemen. Please send, without obligation, vour new Sylvania Set-Tested
Chart for easier tube sales

Address. ..o

e Gty

Jobbers. ...

www americanradiohistorv com




6 Radio Retailing, A McGraw-t1il Publhcation

THIS

MARKET

Must be Supplied

KELLOGG

Every customer of yours who owns and operates any
of the following sets, must buy Kellogg 401 A. C.
Tubes for replacements!

KELLOGG Sets—510, 511, 512, 514, 515, 516, 517, 518,
519, 520, 521. McMILLAN Sets—26, 26PT. MOHAWK
Sets. SPARTON Sets—692, 63, A-C 7. DAY FAN Sets—
5143,5144,5145,5148,5158. MARTI Sets—TA2, TA10,
DC2, DC10, CS2, CS10, 1928 Table, 1928 Console.
CLEARTONE Sets—110. And the first A. C. models of the
following: Bell, Walbert, Wurlitzer, Pathe, Shamrock, Bush &
Lane, Minerva, Crusader, Liberty, Metro, Supervox, and Case.

The manufacturers of these sets actually designed and
equipped them with original Kellogg tubes. This is
a profitable market—representing an enormous sales
opportunity for progressive dealers everywhere.
Stock and display Ke”ogg tubes—they are the only
tubes that can be used to maintain the good per-
formance of these sets.

A supply of colorful advertising folders to send to
your customers will be furnished to dealers and job-
bers upon request Write Department 50 for name
and address of nearest Kellogg tube jobber.

KELLOGG

SWITCHBOARD & SUPPLY

COMPANY

1066 W. ADAMS ST. CHICAGO, ILL.

WWW.americanradiohistorv.com
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No other analyzer offers you so much
testing capacity and such high aecu-
racy at such an extremely low price
as the new Readrite No. 700 Analyzer.

$l5 It simplifies testing to a few simple

operations. [t fills every need for the
u FT cxpert serviceman or the beginner for
radio set analyzing.

No.GOOANALYZER

Contains the same equlpment as No.

700.  Carrving case is lock equipped  Now, in one complete unit Readrite combines three meter analyzers

to take care of every tube and set testing need. It is complete in its
range——simple to operate—and provides many meters in one at a
price that appeals to everyone.

The No. 700 analyzer with selector switch tests voltages of plate,
grid, cathode and sereen grid as well as plate current, filament,
line and power voltage. The grid swing test for tubes is used.
Continuity tests of transformers, condensers, etc., can be made and
resistances up to 100,000 ochms can be measured.

The eight scale readings of the meter may he used separately—
0-60-300-600 D.C. volts, 0-10-140-700 A.C. volts and 0-20-100

with space for tools and tubes. Test milliamperes.

equipment is removable and can be

used for complete test panel for shop Order yours today — at vour jobbers . . . if
purposes. Price $18.00 Net. ordered direct, remittance must accompany order.

READRITE METER WORKS

Established 1904
7 College Avenue, Bluffton. Ohio

WWW.americanradiohistorv.com



Columbia University,
New York City
Here, over a year ago on Jan-
uary 15, 1931, the Power
PENTODE was first demon-
strated by Champion engineers.

Home of Champion Radio
Tubes
PANVERS, Massachusetts
For more than a quarter-cen-
tury, the name CHAMPION has

stood for sterling worth and
integrity.

Champion Laboratory,
DANVERS, Massachusetts
Through the untiring efforts of
Messrs. Briggs and MacLeod of
Champion Engineering stall the
Power PENTODE attained its

present perfection.

POWER PL

Chazpio®

Radio Retailing, A McGraw-Hill Publication

ENGINEERS' |9‘3©

CREATION

PUBLIC 93'

ACCEPTANCE

ON January 15, 1930, Messrs. Briggs and MacLleod of
Champion's engineering staff, demonstrated before a distinguished gather-
ing at Columbia University, the principles of a radically different radio
tube—the POWER PENTODE. In the March 1930 issue of the *Pro-
ceedings of the Radio Club of America, Volume 7, No. 3," the following
paragraph is noted: “‘Those who heard the demonstration of the Pentode
Tube, which followed the presentation of the paper (demonstration of a
Pentode by A. D. MaclLeod and R. S. Briggs of the Champion Radio
Works, Inc.) will recall that, etc., etc.”

Then came months of study and experimenting . . . of |aboratory tests
~ of intensive effort, day and night by the entire engineering staff of
Champion to PROVE it's finding. Champion's new tube must meet the

most rigid specifications of set manufacturers . it must be SUPERIOR
in every way . . greater in tone brilliance . . . more faithfully reproduc-
ing the high notes . . . duplicating every tonal inflection of the artist as

though he stood before you!

Now the Power PEN-
TODE Tube is ready!
Ready for your most criti-
cal audition. Ready to
demonstrate a depth of
power, tonal beauty and
brilliancy never before
available in radiol Hear
it. Decide for yourself!
You'll admit—once more

—Champion is FIRST.
®
CHAMPION
Radio Works, Inc.

pANVERS
Massachusetts

WWW.americanradiohistorv.com



ATWATER
KENT

THE NEW GOLDEN VOICED

~ COMPACT

~ with the PENTODE TUBE

| [SUPER-HETERODYNE]




SMALL ONLY. IN
SIZE AND PRICE

BIG IN
PERFORMANCE,
IN WORKMANSHIP,
DEPENDABILITY,
VALUE

ATER KENT

RADIO

WITH THE

PENTODE TUBE

(SUPER-HETERODYNE)

Atwater Kent adds another FIRST

to this impressive record:

FIRST with Compact radio (1925)

FIRST with Metal Chassis (19235)

FIRST with complete One-dial control (1926)
FIRST with All-electric at popular price (1928)
FIRST with perfected Screen-grid (1929)

FIRST with evenly spaced Quick-Vision Dial (1930)

And NOW FIRST with perfected use
of the new PENTODE TUBE in

a Compact Super-heterodyne

HE NEW PENTODE TUBE

is a five-element power amplifier.
Used as audio output in the new cir-
cuit devcloped by Atwater Kent for
the Golden Voiced Compact, it handles
as much power as two 2457s plus the
amplification of one 227—all three of
which it replaces.

Atwater Kent now uses the wonderful
PENTODLE TUBE to improve audio fre-
quency amplification just as Atwater
Kent screen-grid power improved radio
frequency amplification.

In short, by means of the new special

circuit designed for the PENTODE
TUBE, Atwater Kent engineering has
found the way of making a small radio
of big performance at every point.

This is all accomplished without sac-
rifice of Atwater Kent standards of tone
quality, super-heterodyne selectivity,
sensitivity or reliability.

From top to bhottom, the Golden
Voiced Compact is a typical Atwater
Kent quality radio. No radio has ever
been made of better materials or with
finer workmanship. The Golden Voiced
Compact will sell easily—and stay sold!

THE NEW-GOLDEN

www americanradiohistorv com™



PENTODE TUBE

(SUPER-HETERODYNE)

COMPLETE

WITH TUBES ;

Prices slightly higher

west of the Rockies
and in Canada

1932 Model

MODEL 84, Golden
Voiced Compact, with the
Pentode Tube. Cabinet de-
sign, Cathedral Gothic.
Front, matched butt wal-
nut; sides, selected striped
walnut. Dimensions: 19 x
1554 x 954.  Quick-Vision
Dial. New Electro-dynamic
speaker. Antenna adjuster,
securing full efliciency on an-
tenna of any length. Ar-
mored chassis fully shielded
to prevent radiation. Per-
fected super-heterodyne cir-
cuit, getting maximum se-
lectivity, with rich, full tone.

RADIO

WITH THE




FROM THE
PIONEER

UNOBTRUSIVE
RADIO

SIX YEARS AGO Atwater Kent brought out
the first multiple-tube compact receiver.

Every radio merchant who was in business at that time
remembers the “Model 20 Compact.” It was no larger than

a row of books on a living-room table.

The sensational success of that little model changed the
whole design of radio.

Receiver and speaker were separate in those days. Now
they are one. To make them work properly in a very small
case requires special skill in design and manufacture.

The Atwater Kent Manufacturing Company is fortunate
in having this skill at its command—and in having the
many years’ experience in precision workmanship required
for the manufacture of such a radio.

Look inside the new Atwater Kent Golden Voiced Com-

pact. Never before, in any radio of less than ‘‘standard

size,” have you seen such sturdy construction.

It’s the radio you will be proud to sell and any customer
will be glad to own!

The new sales value of the new Golden Voiced Compact
with the new PENTODE tube, with the Super-heterodyne
circuit, plus Atwater Kent public acceptance, plus the ex-
tremely low price, coupled with your own able selling efforts,
will result in the turnover that means good net profits.

ATWATER KENT MANUFACTURING COMPANY

A. Atwater Kent, President

4700 WISSAHICKON AVENUE PHILADELPHIA, PA.

ENTODE TUBE
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KEEPING

PACE

ARCTURUS Bl

Throughout the radio industry Arcturus
is known as a pioneer— steadily blazing
the trail to new tube developments. ..
always quick to offer the most advanced
ideas in tubes.

Now Arcturus again demonstrates this
pioneering ability by announcing two new
Arcturus Tubes, that made possible marked
advantages in radio set design.

Arcturus Type PZ Pentode

High mutual conductance, and exceptional sensi-
tivity are features of this new Arcturus Tube. Be-
cause it is approximately 4 times as sensitive as a
‘45 power output tube it makes possible greater
volume, minimizes distortion, and makes smoother
reception a certainty.

Arcturus Type 551 Variable- Mu Tube

By using new principles, this Arcturus Tube elimi-
nates the need for double pre-selectors, dual vol-
ume controls, and ““local-long distance’” switches.
Even with signal input voltagesincreased 25 times,
operation is free from distortion. Receiver hiss is
reduced; maximum cross-talk is divided by 500.
Circuits using this new tube are simpler, as well as
more efficient. Arcturus’ well-known quick action
is an additional feature.

Leading radio set manufacturers
arenow designing sets using these
new Arcturus Tubes. You will
be selling these improved re-
ceivers soon. Many of them will
come to you equipped with
Arcturus Blue Tubes...the tubes
that insure satisfactory service
because of their dependability
and Life- Like Tone.

ARCTURUS RADIO TUBE CO., Newark, N. J.

“THE TUBE WITH THE

ARCTURUS

www americanradiohistorv com



14 Radio Retailing, A McGraw-Hill Publication

and sweeping DOLLARS
into DEALERS’ POCKETS

8-TuBE SUPERHETERODYNE
mantel model. Matched walnut panel
with imported marquetry inlay. Sold

complete with Majestic g
tubes, $69.50; less tubes, ?4780

SIX AMAZING, ENTIRELY NEW
SUPERHETERODYNES USING

‘ New 8-TuBe MaJESTIC SUPER-
HETERODYNE chassis in a beautiful
Tudor lowboy. Panels of matched butt
walnut. Sold complete only with
Majestic tubes, $119.50; $9780

less tubes

.9-TUBE SUPERIHETERODYNE in
Hepplewhite highboy of beautiful
matched walnut. with genuine mar-
quetry inlay. Sold complete only with

nine Majestic tubes,
$149.50; price lesstubes, $ 1 2 340

ALL PRICES SLIGHTLY HIGHER
WEST OF TIIE ROCKIES

NEVER HAVE DEALERS seen
such a swing to a new set.
Orders are flooding in. The slump
is over for Majestic dealers right
now, and dollars are rolling in.
Imagine demonstrating in day-
light on stations 1000 miles away
—and getting “‘the coast” in the
evening during store hours! They
are doing it right now with an
8-tube superheterodyne that sells
for only $47.80 less tubes!
Automatic volume control, auto-
matic station and tuning indi-

MAJESTIC'S SENSATIONAL NEW

cator, noiseless tuner, static
" modifier, and an amazing new
circuit that tunes razor-sharp! Tone
free atlast from hiss,hum and tube
distortion! Distance that amazes
every listener! It’s the greatest
set ever built—and the fastest sell-
ing line in America right now.

Put your undivided effort be-
hind a live one. The Majestic
franchise is “money in the bank”
today. Phone or wire your dis-
tributor now. Grigshy-Grunow
Co., Chicago, linois.

Licensed under patents and

applications of R. C. A.,
Hazeltine, R.F. L., La Tour,

also by Lowell & Dunmore

www americanradiohistorv com
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Will Your Oscillator
Adjust These Sets?

130 K. C. Super-Heterodynes,
D. C. Line Operated,

Battery operated farm and motor car

The Jewell Pattern 560 Radio Service Oscillator provides
the serviceman with a means of making radio frequency
adjustments on these and the standard types of radio
receivers.

Two frequency ranges are provided: 550 to 1500 K.C. for
adjusting tuned stages of all reccivers; and 125 to 185 K.C.
for adjusting intermediate frequency stages of all super-
heterodyne receivers. This range includes the popular
180, 175 and 130 K.C. types. A simple switch allows a
quick change from either range, and the output of the
oscillator is adjustable to any point in either hand.

The Jewell Radio Service Oscillator operates from com-
pletely self-contained batteries of very long life. As it is
independent of external power supply, the Jewell Radio
Service Oscillator may be used 10 service battery operated

Pattern 560 Oscillator

List Price . - $97.00
Dealers’ Price . ............... 72.75

Complete with tubes, batteries
and portable output meter.

Oscillator without Pattern 559 Qut-

farm, motor car and aviation sets, and D.C. line operated sets.

Don’t buy a radio service oscillator that doesn’t provide
these necessary features. Write for the bulletin describing
in detail the many exclusive features of the Jewell Radio

Service Oscillator.
The Jewell Electrical Instrument Company builds a

complete line of radio service equipment. Jewell Tube
Checkers, Set Analyzers, and Portable Meters are exelu-

put Meter. sive equipment in many of the largest service organiza-
List Price — $82.00 tions.
Dealers’ Price . ............... 61.50

Pattern 559 output meter only.

List Price . . .. .$15.00
Dealers’ Price ................ 11.25
These P’rices For The United States Only

31 YEARS MAKING GOOD INSTRUMENTS

EWEL

Jewell Electrical Instrument Co.
1642-A Walnut Street, Chicago, IlI.

Please send me the booklet I have checked.

“1Jewell Oscillator ["1Jewell Time Payment Plan

Name . . ETITIEIETIY -CEETEX - i it X LE

Address ... ...

WWW.americanradiohistorv.com



16 Radio Retailing, A McGraw-H1ll Publication

“1 WAS AMALZED
WHEN HE TOLD ME”

“Until a General Electric
Supply Corporation
salesman gave me his
complete story, I had
the idea that he just sold
merchandise and sup-
plies. Now I know that
he can help me in many
different ways.”

You may obtain the helpful assistance of
specialists . . . in organizing sales cam-
paigns, in planning your store for effective

display, in preparing your advertising, in

budgeting for financial control, and in

other problems of management.

Your efforts will be more effective . . .

and you will make more net profit . . .

when you concentrate your selling pro-

You can obuain prompr delivery of gram on his one standard, well-known
everything electrical from a General
ElectricSupply Corporation whole- line of electrical merchandise.

sale warehouse near your store.

GENERAL @ ELECTRIC

SUPPLY CORPORATION

www americanradiohistorv com
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Get the low-down on Radio’s hottest line side that describes in detail the new
—the 1931 Clarion line. Write today —

now—this minute—for the new big broad-

Clarion fine, selling helps, advertising —
the whole startling new Clarion story!

www americanradiohistorv com —
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-

because of its own weakness, the true situa-
tion in radio becomes more and more apparent.
Under the surface there remains the great, unshaken
foundation of quality buyers who form the bulwark
of American industry. They are the sound custom-
ers who don’t want distressed merchandise, who
don’t buy it, and who enable the strong manufac-
turers in any industry to sell their products through
good times and bad.

Sparton has kept an even keel by continuing to
cater to this solid market. Sparton dealers have
survived the storm by tying in with this sane policy.
Both are anticipating a flying start as conditions in
radio right themselves, and there are still openings
for dealers with the same sound outlook.

THE SPARKS-WITHINGTON COMPANY
JACKSON, MICH,, U. §. A.
{Established 1900}

Pioneers of Electric Radio without batteries of any kind

S the maﬁia for purely price selling checks itself

SPARTON ENSEMBLE
Model 235

A 12-record, fully automatic, com-

bination radio-phono- $ {

graph, Sparton - built 2 80 h

throughout, for . . . . ess tubes

Only SPARTON bas the MUSICAL BEAUTY of

PARTON RADIO

Western and Canadian prices slightly higher

“Radio’s Richest Voice’’

(619)
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You have a Big Market for this
New Low-priced Clothes Washer

Just plug Cinderella in any
electric outlet and it _does
the washing in a jiffyv—
for only one cent an hour.

Cinderella is useful for the
week’s wash, and  for
quickly needed things that
are washed every day.

A big seller to small families—
especially those with children

Cinderella is a big seller
to small families—espe-
cially to families with

young babies.

.

sinderella * 377

Portable Electric Clothes Washer

Cinderella is safe for the
daintiest silks and laces; it
has no moving parts to in-
jure clothes.

Cinderella is just right for
apartment dwellers. It can
be tucked away in small
space when not in use.

HE Cinderella is just what thousands of
women have been waiting for. A com-
plete electric Clothes Washer they can really
afford. Naturally, at the low retail price of
$37.50, Cinderella is going over big!
But low price isn’t the only feature of the
Cinderella. It washes by an amazing new
“Vacuum-Action” principle that wins
women on sight. No moving parts touch
the clothes—hence there is nothing to wear
out dainty fabrics or pull off buttons.
And when it comes to speed, capacity and

economy, Cinderella is a little wonder.
Takes only two minutes to fill it and start
it running. Then in 15 minutes the clothes
are thoroughly washed and ready to rinse.
It costs less than a penny an hour to run!

You can sell a lot of Cinderellas in your
vicinity—and you will make a $60 profit on
each $90 invested! For Complete Sales Plan,
mail the coupon below. Cinderella is a
product of the Black & Decker Mfg. Co.,
World’s largest manufacturer of Portable
Electric Tools. Send the coupon now.

Black & Decker Mfg. Co.,
602 E. Pennsylvania Ave.
Towson, Md.

| Please send me the name of my state distributor and the sales plan on the new Cinderella Clothes Washer.

Namre. .
T
'I;]his géassd deﬁ:onstrator Street No......
shows Cinderella’s ‘‘Vac- .
uum-Action” inaction, and City . oveeeiiiiiii L COuMtY........cooveiiiiaii i, SLate. ..,
helps you make sales. L_ _____________________________________________
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Radio Retailing, A McGraw-Hill Publication

Ken-

Ra

Fine Radio Tubes

A A

What Kind of Economy is 1his?

1LL1oNs of dollars are spent each
M year by set manufacturers for
engineering and development work
alone—to give you dealers and distrib-
utors better radio performance to sell.
But the finest instrument possible to
build can be no better than the tubes
that are used. Fine tubes can make a
cheap set do more than the finest set
with cheap tubes.
Why, then, should you or any set
manufacturer supply any but the finest

tubes available? . . . This certainly 1s

the last place that anyone should
attempt to economize—because cheap
tubes always prove to be false economy.
You can get cheaper tubes than Ken-
Rads—but you can’t get finer tubes.
You practice sensible economy when
you supply Ken-Rad Fine Radio Tubes
as equipment in every set you sell. And
you make more money, because the
better performance of Ken-Rads will
get and hold more customers for you . .
May we have the opportunity of pre-
senting definite proof? Just write us!

THE KEN-RAD CORPORATION, Incorporated, Owensoro, Ky.

Licensed Radio Tubes and Incandescent Lamps

WWW.americanradiohistorv.com
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RADIO - —

RETAILING

HOME ENTERTAINMENT MERCHANDISING
A McGraw-HiLL PUBLICATION. EstaBLIisSHED 1925.

Making the Most

of the MIDGET

' HE midget now is with us in force. Probably two thirds of

I the receivers sold this year will be such small sets. Unmis-

takably the public has registered its first-blush approval of

the idea behind these attractive little units, which appeal because of
price and because of compactness.

Radio Retailing emphatically welcomes the “midget idea” as
filling a need in places where a more expensive set is beyond the
purchaser’s reach—and as a second or third set in many homes
already provided with other receivers. Radio Retailing heartily
sympathizes with the thrifty public which wants the best buy for its
radio dollar and we congratulate the manufacturers who foresaw this
small-set market.

BUT we caution the industry (and it, in turn, should educate the
public) against any type of set—either console or midget—which
is deficient in tone fidelity, or which lacks the reality and tonal full-
ness on which permanent satisfaction with radio can only rest.

The great broadcasting stations are now delivering well-nigh
perfect tone quality right up to the door of the listener. If he uses an
inadequate or obsolete receiver, he is short-changing himself and his
family, and missing half the show.

FAR-SIGHTED midget manufacturers recognize this need for
tone quality and are exerting every effort toward wide-range tone
response. They find that many populous radio areas get along well
with comparatively low radio sensitivity, and the savings thus made
they are partly putting into improved tone on the audio end and
partly sharing with the purchaser. Such fitting of the product to
actual conditions is good engineering and good business.

Radio Retailing only reminds the trade that above all, tone reality
is the one final requirement in any successful set--console or midget—
and that antiquated, tinny reproduction cannot be tolerated amid the
high acoustic standards of 1931,

Editor

o &1%

Radio Retailing, April, 1931
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He

demonstrares
them

~ They HEAR
|

first interested in midgets. If it were not for
the low-priced sets we could not get a toe-hold
on their business. Yet only 9 per cent actually buy and
keep mantel sets. The other 91 per cent wind up with
consoles. And those who do stick to their guns and
| order miniatures are largely legitimate prospects for
small radio and should really buy nothing else. Midgets
produce profitable extra business for us and are posi-
tively the best ‘leaders’ lhat ever came down the pike.”
This was Ed Schmidt’s story and we were stuck
on it. For he is doing a whale of a radio business within
commuting distance of New York’s gyp-row, where
sets sell for cigar coupons, and he should by all rules be
griping about the “repression, or sumpin.” So, “Tell
us more,” we urged, removing a ream of note paper
from a capacious inner pocket and dexterously snaring
an ashtray.
“Midgets are here to stay,” he observed, “and are
R | very attractive to the public.” We nodded vigorously.
“My salesmen sell them when noth-

EDWARD C. SCHMIDT ing larger can be sold, taking their

¢ I \ORTY-FIVE per cent of our customers are

smaller profit without a whimper,

of the Franklin Parlors furniture but make doggone certain that no
store in Englewood, N. ]., directs a nlidget ever Stays where there is
crew that sold 644 consoles and 65 room for a console and money to
midgets in 1930 pay for one if any human power

can prevent it.
“In our estimation there are just two conditions which
prohibit the sale of consoles:
1. Space limitations.
i ey 2. Insufficient means.
B : " | “Students, teachers, chauffeurs, maids, transients,
| roomers and second-set buyers, who simply have not

t
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They COMPARE

the room for large cabinets, fall in the first category.
People who, in our estimation, cannot afford to pay more
than $2 a week and those with poor credit ratings are
in the second. Midgets are made for just such people
and midgets are what we sell them. But there are
others, very much in the majority and with plenty of
room and ample earnings, who are attracted by the
exceptionally low prices of the miniatures. These we
religiously try to weed out and swing to better sets.”

“What do consoles offer that a good midget cannot
give?” we queried, pencil poised in mid-air.

“Realism, demonstrated by comparing midget against
console,” Schmidt replied. “We tune our best midget
and the lowest price console on the floor in on WJZ
or WOR, snap the antenna switch to the midget, let
them listen, snap it to the console and let them make
their own comparison. Ninety-nine of 100 make their
decision in favor of the console. ‘Only $2 more a
month,” we tell them, avoiding reference to the total
cash difference.”

“Midgets are pretty good,” we hinted. “Maybe you're
exaggerating.” Anyway, we were from Missouri.

So he showed us. It took us less than ten seconds
to make up our mind. A good midget is as clear as
crystal. But a good console has this clarity plus realism
which is only obtained by more accurate reproduction
of notes in the lower register because of ample baffie
area. Demonstrated alone a well-made midget sounds
like perfection itself. Demonstrated against an equally
well-made console the difference in depth, naturalness
of reproduction must be apparent to all but the musically
dumb. The reason for the difference in price between
the two sets is demonstrable. Don't take our word for it.
We didn’t take Schmidt’s. Try it. Try it on your

Radio Retailing, April, 1931

Then BUY

family. Then try it on your customers.

“Consoles must sound better than midgets if people
are expected to pay more for them,” Ed resumed, “and
we have discovered that they not only do but that we
can prove it. Instead of pulling a lot of convivial
chatter about tone, construction and cabinet on a
customer who thinks all radios, large or small, are alike,
we let him hear the difference and judge for himseli.
No midget is demonstrated in the store without the
salesman turning on a console for comparison. Not a
miniature goes out on trial without a larger set right
beside it on the truck. And when a small set is sold and
installed the salesman is back at the house within a week
for permission to demonstrate something better if he
thinks he has a chance of stepping up the sale.

“I could mention a number of cases in which com-
parative demonstrations sold larger sets to people who
originally would look at nothing but midgets.”

“Please do,” we interrupted, just to be nasty, and Ed,
who evidently has a habit of proving things, fished a
sheaf of sales slips from the recesses of his desk.
“Here’s a good one,” he informed us.

v

“James Malloy, one of the officials of the Englewood
General Hospital, came into the store the other night
intending to buy an $88 midget in an undersize console
cabinet. We soon found out that he owned his own
home and that his wife had selected the diminutive
model because she had been told that all radios sounded
alike, that the only difference was in the cabinets. We
rang in our usual comparison, using a new $157 model,
and he liked it so well that he telephoned his wife to
tell her that he intended to take it home on trial.

“Mrs. Malloy could not see the price at all but she

23
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agreed to let us bring both sets out that same night.
When we demonstrated them in her home, the console
stayed. By direct comparison, the midget wasn’t good
enough. She probably would have heen satisfied if she
had heard it alone.

v

“H. G. Lowe of Tenafly had an old Garod that had
not been working for some time. He wanted a new set
but because business was poor selected a $68 midget.
All he was interested in was a set that would give him
Amos and Andy and speeches. Surely any radio would
do that.

“We discovered that lie was the president of a local
paper company and decided that a midget was not good
enough for him. A $203 job went out with the midget
and he was so impressed with the difference in realism,
even on speech, that we eventually worked him up to a
$390 model. It took two
weeks to swing it but he

did not result in an immediate step-up. For Adams
telephoned that we could bring out the console if we
would allow full credit on the set he had bought.

v

“A Mr. Myers of Hackensack was turned in to us
by one of our old customers as a good prospect. When
our man called he found Myers ready to talk business,
particularly price. This gentleman, like many others,
thought the only difference in radios was in the cabinets.
The salesman decided to leave well enough alone and
arranged to ship a midget on approval.

“Myer’s occupation was reported to me as general
manager of a large Dairy——it looked like an ‘undersale’
if there ever was one. So I loaded $128 set on the
truck with the midget, under protest from the salesman
who had visions of disappearing commissions. and I went
out on the demonstration myself. Once again I found that
it is a mistake to permit
any prospect to get away

bought the larger console.
v

“Mrs. Margaret Owen
of Englewood ordered a
clock model from one of
the men. Her next-door
neighbor had one and she
was sure that it was plenty
good enough. She ad-
mitted that she had not
heard onc of the new con-
soles and consented to

THE BUSINESS BREAKDOWN

Radio Sales, 1930 ......... $101,000 gross

644 consoles @ $135 average list

61 midgets (Aug.-Dec.) @ $68

4 midgets with consolette

tables (@ $112.50

Radio Sales, 1929 .. ........ $75,750 gross
382 consoles @ $185 average lis!

Present Stock. . ... 103 consoles, 19 midgets

Turnover last year was eight
times capital imvestment

with the statement that all
radios sound alike. For all
T did in this case was to
hook up both sets side by
side and let Myers com-
pare their performancc.
He hought the console.

v

“Dudley Kresskill came
in and asked to see the
nmidget we had advertised
in the paper for $60. We

have a $120 model sent
out on trial too. The sales-
man went with them. made
a quick changeover from
one to the other, switch-
ing the aerials, and came
away with a check for the
console in his vest pocket.

v
“A. Gohde of Dumont
also came in answer to our
ad. He was so sold on
the little set from the de-
scription in the paper that I think he had his hand on
the $68 in his pocket when he entered in the store.
He listened to the midget, liked it, was ready to buy.
We pushed a $128 super-het under his nose and he
walked from one to the other, throwing our antenna
switch back and forth. He paid $57.50 down on the
console. All we did to step him up was to let him hear
the difference and remind him that he could buy the

better set for a couple of dollars a month.

Parlors’ radio business.

v

“Edward A. Adams of Leonia was chalked up as a
midget prospect after a canvass. He wanted a set that
would fit on an end-table in his bungalow and insisted
that he could not clutter up the place with more furni-
ture. Adams knew what he wanted and stuck to the
small model even after we had demonstrated it against
a $128 console. So we sold him the mantel job and
then left him alone.

“Ten days later we discovered that our comparative
demonstration had not flopped after all even though it

24

Personnel. . . . .. 8 men full time, 3 part time
Sales manager on a salary

4 radio salesimen; 1 straight salary, 3

3 furniture, appliance and radio
salesinen, salary and commission
3 radio servicemen, salary

Qutside selling produces 72 per cent of Franklin
Salesmen cover most of
Bergen County, approximately 91,200 families

showed it to him, let him
tune it, and then switched
him to a $120 console by
letting him sell himself on
the difference in tone. If
it had not heen for that
midget ad we probably
would not have attracted
Kresskill. The price
looked good, but when he
had compared the two sets
he evidently decided that
a few dollars made a lot
of difference.”

“"Nough,” we broke in, convinced. “Don’t you ever
miss fire on this selling-up stuff? It sounds too good
to be Webster.”

“Sure,” Schmidt grinned. “We do not pretend that
we bat 100 per cent. Once in a while we think we have
a console lead and it is really extra midget business.
Sometimes we misjudge and let console prospects get
out with midgets. And we often fail to swing console
prospects whom we know have the ‘makings.’” But when
we miscue that’s onr fault, not the fault of the midget
manufacturers. The little sets they have given us at-
tract more prospects than we have ever known before,
prospects for consoles as well as for the midgets them-
selves.

“It doesn’t cost anything to demonstrate them both.
Then, if we are not salesmen enough to distinguish
between the two classes of business and to make the
most of our opportunities it is nobody’s fault but our
own.”

We thought a good deal about this last remark of
Schmidt’s on the way back to New York.

and commission basis

salary and commission

Radio Retailing, April, 1931
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Our New Presidents Address Special
Messages to the Readers of Radio Retailing

|

Radio Retailing, April, 1931

KEEP FAITH. ... s
James E. Aitken

President, National Federation of Radio Associations

President, Aitken Radio Corporation,
Toledo, Detroit, Cleveland, Davion

HE fifth annnal radio convention has passed, and with it another year of disillusion

and confusion in the radio husiness and in the world at large.
A two-year depression in the radio industry may well cause those who are in it to stop
and wonder. But let us not be discouraged. Ours is a new commercial activity.  [f we
were to study the history of some of the older ones, many of our fears and doubts would
disappear. Let us have faith—not particularly a blind faith—but a faith that is based on
reason. There arc more homes in the country than ever. Radio has become a necessity
in them. The number of sets sold last year is encouraging. [f profit was not made on
them, ours is the fault and not the public’s, who have always shown a disposition to
buy radio.
With the improvement of general conditions, the improvement of radio broadcasting
and the constant improving of radio receivers, the public will buy radio in increasing
numbers. It simply remains for us to set our house in order.
It would seem that an article such as radio, produced under centralized patents, could
be regulated from a production standpoint and that the stream of radio merchandising
could be more purified at its source. The stream of radio distribution and merchandis-
ing can be clarified—and will be.  And in the end dealers and jobbers will be refreshed
by 1ts presence.
In no way can our problems be more quickly solved than by cooperation. Tf we
are to have maximum progress the manufacturer, jobber and dealer must unite and
work together. The National Federation of Radio Associations offers the jobber and
dealer an opportunity to cooperate for a common good. Every tradesman owes it to him-
self and the industry to become a member and bring 10 himself the protection and profit
he deserves.

R.W.A. Can Become A GrEaT INFLUENCE

Should have frequent contact with R.M.A. says
Louis Buehn

President, Radio Wholesalers Association
President, The Louis Buehn Company, Philadelphia, Pa.

N ACCEPTING the presidency ot the Radio \Wholesalers Association, 1 was in-

fluenced by the knowledge of what this organization had accomphshed and the belief
that i1t could become a great influence in assisting to stabilize the radio husiness. It isto
this end I pledge my administration during the ensuing vear.
Trade association work 1s not new to me as I have had the privilege of service in
the old National Association of Talking Machine Jobhers. 1t is out of this past experi-
ence that I am willing to predict that the present Radio Wholesalers Association will he
an even greater factor in the radio business and will render a worthwhile service.
Many problems are facing this industry. DProblems of production, distribution, ad-
vertising, trade discounts and others, any one of which can bring about endless discussion
as to what is the proper solution.
My belief 1s that the greatest good can he accomplished by frequent contact between
our organization and the Radio Manufacturers Association and I am sure that out of
such conferences a great many of our present problems can be solved.
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1,274

SCt Sales..’* a:_

There are two ways to retail radio sets. The
first, the easiest and most dangerous, features
price lures and depends on volume to “yet by.”
The second is not so flashy, it requires sales
stamina of a high order, but its ultimate returns
are more certain and more profitable.

The folluwing article covers a large scale
merchandising operation of this laiter type.
Businesslike policies are laid down and rigidly
adhered to. That now-so-necessary factor, out-
side selling, is emploved extensively. And suc-
cess, so far, has rewarded the courageous efforts
of those behind this case in point.

portance of the outdoor salesman may be gained

from the fact that last year onlv 7% per cent of the
1,274 customers who bought sets from this Harrishurg,
Pa., concern came to its store to do so. And many of
these had heen previously interviewed by salesmien. This
ratio is due to the verv definite reason that \W. Arthur
Baptisti and Lloyd Farling helieve that the way to get
radio business is to go out after it.

Nor does this indicate that the store itself does not
amount to much. True, it is a block from the business
center of the city, but the selection of a location was not
a hit-or-miss affair. Both partners are sold on the “out-
of-the-store representative” as the most satisfactory and
most profitable radio “outlet.” They are sure it would
not pay them to move into the high rent district for the
sake of the few additional sales which might come. The
wisdom of this course is best indicated by results
achieved while following it. The sale of 1,274 sets in
a year which most certainly was not characterized by
good general business conditions is 1o mean feat.

BAPTIST] AND FARLING'S estimate of the in-

Handling Salesmen Perfected

The handling of outdoor men has heen developed to
a high point of perfection by this concern. Nothing
has been left to chance. Individual ability on the part
of salesmen is regarded as highly desirable but is not
taken for granted. The men are carefully selected and
completely trained for the work at hand; their etforts
supervised with meticulous care.

When Baptisi and Farling went in for extensive out-
door work they knew that most failures have come
through lack of competent supervision. Accordingly
a manager was selected who had had wide experience in
the handling of door-to-door men in other lines. e
brought to the company a sound knowledge of funda-
mentals plus a full appreciation of what the right kind
of outside selling might be made to accomplish for a

26

W. A. BAPLISTI

responsible company that picked good men and then
backed them up.

Salesmen must report on every prospect seen—and
do it on the day they make the call. These reports are
filed on cards provided for the purpose. In addition to
giving complete information regarding his visits these
reports make it readily possible to ascertain whether
or not the salesman is really working.

A Meeting Each Morning

Every morning the manager meets his sales force in
conference. The cards turned in the previous day are
reviewed thoroughly. Salesmen are encouraged to talk
about their problems and every etfort made to give sound
advice in connection with them. If a card indicates an
especially knotty sales problem he analyzes the situation
and tells just how he would approach the prospect in
order to close the sale. If desirable—and this frequently
is the case—he goes with the salesman to visit the pros-
pect. Not infrequently, when studying cards after
salesmen have left the conference, this sales manager will
decide to call on a certain prospect alone. If the sale
is closed on this visit, the salesman who reported the
“suspect” is credited with it—which is but another of

Employee

Date
This is to certify that I authorize Baptisti and Farling to install a
Model
at

on approval. 1 now have acrial. 1t is understood 1 am under no
obligation to buy, but will be responsible for the equipment while installed
in my home. 1 will return entire equipment upon demand by Baptisti and
Farling.

Value of equipment.

Telephone No. Signed

Final disposition

Radio Retailing, April, 1931
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Selling “the hardest
bl N

way” brings best re-

sults for Baptisti and

Farling—A narrative

of success based on
common sense

& FARLING

BARPTISTI Organization outings pro-
mote good fellotwship and

help sales

FO9CHESTNUT ST,
HARRISBURG -PA,
BELL PHONE
5405

the seemingly little things
that do so mwuch to in-
spire loyalty and make
the sales organization
successful.

The salesmen all have
automobhiles and each
carries a portahle unit
"« for making demonstra
tions. Portable demon-
strating sets have proved
very successful. They
have reduced demonstra-
tion costs and have made
it possible for the men to
obtain numerous demon-
strations and subsequent
sales which would have
been nipped in the bud
had it been nccessary to

These illustrations depict
todav’s essential machin-
ery  for merchandising
radio—a contented sales
force. an elert and '‘mo-
bile” service crew, and
printed card records for
stimnlating and  control-
ling sales effort.

DEMONSTRATION COUPON

Set send to the store and
No. have a truck deliver a
- _ ) ~complete outht.

No complete set is left on demonstration longer than 72 hours.

Bt When it leaves the store it is recorded. Salesmen are naturally ex-

Name pected to follow up their demonstrations promptly, but here, again,

Address nothing is taken for granted. One of the men in the store has the

Salesman job of checking up on these outfits and it is his business to “‘pull”

Remarks: them at the end of 72 hours, whether the salesman has interviewed
the prospect or not.

Naturally, sets are seldom if ever “pulled” without the salesman
having done his best to complete the sale. The idea behind this
system-—and, for this radio dealer, it has worked out particularly
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well—is to keep the men on their toes and to insure the
company against expensive procrastination in getting
definite reports. Baptisti and Farling believe that, if a
set can be sold at all it can be sold within three days.
To leave it in the home longer without getting a con-
tract signed is to invite lost motion, lost prestige and
an actual loss of money.

It has been found that the best hours for outdoor
selling are from 9:30 until 11:00 in the morning ; from
1:00 until 4:30 in the afternoon and from 6:30 until
9:30 p.m. Of these, the last three hours are by far the
best and the majority of their sales are closed during
this time when the man of the house is at home and radio
reception is at its best.

It will be noted that the morning and afternoon hours
do not conflict with 1eal time preparations. Nothing is
more annoving to a womnan than to have her lunch or
dinner preparations interrupted by a salesman—and noth-
ing is more apt to be discouraging to a salesman than her
reaction to his efforts at these times.

How Men Are Selected

When asked how men are sclected for outdoor sell-
ing work, Mr. Baptisti smiled and retaliated with another
question.

“If you were going hunting, what kind of a dog would
you want?” he asked.

“Why, T suppose 1 would want a hunting dog,” came
the answer.

“Exactly.  And you’d pick a beagle every time in pref-
erence to a greyhound. That’s our method in selecting
door-to-door men. We want those who are good hunters.
Equally important, we want men who are persistent.

“At the same time, we feel it is mighty important to
impress salesmen that they are infinitely more than mere
door-bell ringers. No salesman can go far in his work
if he gets the idea that he is just an ordinary peddler.
Consequently. we sell them on the idea that the man in
the field is the very heart of our organization-—a fact of
which we are firmly convinced. Also, while insisting
that they go over their territories with fine tooth combs,
we have no hesitancy about going out with them. That
makes ’em feel good by proving that we are not asking
them to do something we wouldn’t do ourselves.”

Radio also can be sold profitably to farmers by the
out-of-the-store method, it appears. In going after this
husiness it is necessary to refrain from any “high hat”
methods.

“Many’s the time I've dressed in old clothes and
walked through plowed fields to talk radio to a farmer
—and ended not only hy selling the set hut by being in-

vited to stay for dinner as well,” said the field manager.

The necessity for evening work in outside selling was
especially emphasized. Women are not so good for out-
side sales work because they lack persistency. It isn’t
every man who can keep from becoming discouraged
when doors are slammed in his face and women have
proved particularly susceptible to this failing.

About 40 per cent of the Baptisti and Farling home
demonstrations result in sales—a splendid achievement in
view of the 20 per cent records established by many
dealers who regard their outdoor selling as successful.

Relative to this it was stated that the big reason for
the failure of a lot of dealers to do a better outside
job lies in the fact that the demonstration itself seems to
he the objective of the salesman’s solicitation. Instead of
selling the prospect on the idea of owning a radio, he
sells him or her on the idea of getting a free demon-
stration.

“Perhaps she may not even he thinking seriously of
buying an outfit but sees no reason to refuse a generous
demonstration offer which places her under no obligation.
We get around this by making an installation charge
but, most important of all, by insisting that our salesmen
sell sets and not free demonstrations. If the prospect
is first sold on radio as an adjunct to the home, then
the demonstratien is merely an incident in the selection
of the right outfit for the particular home and loca-
tion,” explained Baptisti.

July and August Key Months

“It takes a lot of diplomacy,” he continued, “to keep a
force of outdoor men on their toes during July and
August. Then, as every dealer knows, sales are at low
ebb and the sales manager’s hig job lies in keeping his
crew intact and working. However, consistent work
during this time is highly mmportant. The daily routine
of each field man must be planned by the manager.

“Men who keep plugging steadily along when the
thermometer is flirting with 100 are the men who will
show best results in the fall and winter. \Warm weather
work uncovers a lot of perfectly good prospects who
may not buy until later. DBy contacting them every couple
of weeks, our men have a decided advantage over the
other fellows who wait until later to do their selling.
If nothing else can be done, our men make a practice
of dropping in to see prospects every few weeks just
for the sake of saying ‘hello’ and getting their friendship.
And it goes almost without saying that, after the sale
has been made, salesmen also keep in particularly close
touch with customers as one of the best means of uncov-
ering other prospects.”

Average Price of Radio Sets, 1922 to 1930

N the March issue of Electronics, figures for the aver-

age unit retail price per radio set were shown, based
upon the total volume of set sales each year divided by
the number of radio sets (consoles and midgets).

Comparable yearly averages taken for the total sales
of radio sets and phonograph-combinations were given in
Radio Retailing for March.

In order that the two sets of yearly averages may be
compared, that is, averages of “sets alone,” and averages
of “sets and phonograph-combinations,” the two series of
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figures are reproduced below. Note that the influence
of the combination was not apparent until 1928,

Average Unit Retail Selling Price

1922 1923 1924 1925 1926 1927 1928 1929 1930
only
and

Receivers
(consoles
midgets)

Radio receivers
and phono-
graph-combina-
tions

$50 $60 366 $82 $114 $125 $109 $125 $82

$50 $60 $66 $82 $114 $125 $118 $133 $87

Radio Retailing, April, 1931
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e FACTS

prove Otherwise §
VVlingiam S. Paley

President, Columbia Broadcasting System

"NOR the vear 1930 the audience mail of my com-
pany showed a quantity increase of 82.2 per cent
over that received during prosperous '29. We, the

broadcasters, are keenly aware, however, that in spite of
this irrefutable evidence of swiftly growing public good
will toward hroadcasting there are some set owners who
grumble at the length and character of the advertising
announcements of those who pay for sponsored
programs.

What arce the facts?

Less than three per cent of Columbia’s total time on
the air 1s occupied by advertising matter. This con-
firms the leading editorial in the Felruary issue of
Radio Retailing. Furthermore we are exerting every
effort to liven up, to “humanize”—and, if possible, to
shorten—these necessary announcements. When, how-
ever, it is rcalized that the vast costs of operating the
Columbia Broadcasting Syvstem were met by manufac-
turers who last year hought but 27 per cent of all our
broadcasting time—receiving for this financial outlay
but two minutes advertising time per sponsored program
—the radio industry and the listener should temper
criticism with understanding.

It 1s my hope that the radio dealer will marshal the
truth about our mutual broadcasting problems—the
necessity for advertising announcements, the comipara-
tively small amount of time they consume, the ever im-
proving quality of programs, and the growing interest
in them.

All of these assertions are backed by evidence. What
could be a better measure of listener interest than this
actual data of audience resporise, not to any one program
or any one station, but to the aggregate of all programs

Radio Reiarling, April, 1931

On The Lncrease

1,270046 “fan”

letters

were sent Columbia last
year by program listeners
—a convincing demon-
stration of the continuing
growth of interest

broadcast over the 76 stations of a coast-to-coast network
during a period of 12 months?

This audience response is not to be dismissed as “fan
mail” in the ordinary sense of the word. That is, it does
not consist in large part of “fan letters” addressed to
radio periormers in appreciation of their talent. It repre-
sents, rather, a complete cross-section of the public writ-
ing, for instance, to ask sound financial counsel for con-
servative investment, to approve or criticize the rendi-
tion of a Puccini opera, to request menus for home cook-
ing, to ask advice on interior «ecoration, to get savings
data, to request reprints of discussions on American
industry and international relations, to secure classroom
manuals of education.

The broadcasters will be the first to sense any let-down
in this growth. The whole structure of network broac-
casting in the United States is based upon giving the
public what it really wants to hear. both seriously and
irivolously, in the fields of education. music. art and
humor. Through the medium of audience response, we
are happily able to know, week by week, just how well
we are doing this.

The steady and continwing growth in audience re-
sponse refutes completely any propaganda to the effect
that inierest in radio is diminishing, and wihile leading us
toward no attitude of complacency, it steadily imparts
new wvigor to our policy of giving the radio public con-
stantly higher levels of radio programs.
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“Tell Us More About

HMWSSOund

Getting Hotter...

Interest Is Keen ... Your Questions Answered . . ..

6 HAT’S the present status of synchronized
‘;‘/ sight and sound for home use? And what will
this development mean in my young mer-
chandising life?’ “How can | tie up with a line of pro-
jectors?’  “What about the distribution of films and
records?”  “Costs?’ “Profits?” ‘“Experience neces-
sary 7’ “Demand ?”

In overwhelming numbers, radio dealers and distrib-
utors have been firing these questions at the writer—
following his allusion to this new opportunity at [ndian-
apolis last month. Obviously, the industry is intensely
interested in this coming “first cousin” line—and quite
properly so. And it wants more light on this subject.

Sound pictures for domestic presentation should be
studied by the radio retailer and the jobher from all
angles. The apparatus; film subjects and distribution;
how to get started; mer-
chandising ; servicing ; profit
opportunities and the expe-
rience of those who are now
pushing this device. must be
carefully considered.

The matter of manufac-
turing satisfactory project-
ors with sound, for home
use, is the least of the prob-
lems involved. This subject
was discussed in our Sep-
tember, 1930, issue (pages
60-61). I quote from this
article: “There are already
on the market, or shortly
will be available, many
makes of home motion pic-
ture projectors equipped
with a synchronous sound-
reproducing attachment.
These devices are well huilt,
compact, and quite suitable
for general use. They range
in price from $125 to $700.
Mechanicallv, synchroniza-
tion of picture and speech
has proved simple. Records,
16 in. wide, but turning at
33 1/3 r.p.m. instead of at

range.

ducers.

now
producer.
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FAVORABLE FACTORS
APPARATUS— is ready.

Types for all purposes and in wide price

FILMS—and synchronized sound recordings, on
discs, are avatlable.
features, made by the big Hollywood pro-

Sell for $19.50 to $24 per 400 ft.

11 minute presentation.

PUBLIC INTEREST—already wroused.

who have purchased are highly enthusiastic.

PROFIT POSSIBILITIES—regular
prevail on apparatus.
film pays for it. Opens the door for establish-
ing “repeat” business.

BUT
TRADE MUST —establish convenient film depots

in every (rading center of 80,000 or over and
be prepared to render a film and disc rental
service to the consunier comparable to that
offered the

the usual phonograph speed of 78 r.p.m., are being used
exclusively. Sound on 16 mm. film. another method of
synchronization, has not as yet proved feasible.”

The manufacturers of these machines are now husily
engaged in appointing distributors—a majority of them
from the radio industry—and in arranging with the pro-
ducers of film subjects for making available comprehen-
sive assortments of subjects—juvenile, educational and
feature.

The Film Bottle-Neck

Films, their suitability, distribution, rental and main-
tenance, heretofore have been—and still are—the retard-
ing factors to the rapid advancement of this art. Those
who make the projection apparatus are not in a position
to produce pictures. And film producers are not manu-
facturers. Hence we have
two separate interests whose
close co-operation is essen-
tial to the commercial suc-
cess of home talking movies.

Resistance on the part of
the Hollywood magnates to
the re-printing on 16 mm.
film, of the vast number of
suitable subjects in their
standard libraries, has now
decrease to the point where
at least four of these big
producers have set up
“home” departments. whose
job it is to select and pre-
pare snitahle subjects for
domestic use. The man-
agers of these departments
have catalogs ranging from
100 to 300 attractive suh-
jects especially selected for
family consumption. Most
of these are single reel
length, running 400 ft., ac-
companied by a 16-in. syvn-
chronized record. The run-
ning time 1s ‘approximately
11 minutes. Film and disc
are purchasable at prices

Simple to operate.

300 subjects, shorts and

Those

disconnts
Fifteen rentals of a

theatre owmer by the

Radio Retailing, April, 1931
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Home

1Ctu

By Ray V. Sutliffe

which range from $19.50 to $24, according to subject.

This brings us to the point of distribution. Because
95 per cent of the retailers cannot afford to purchase
outright a sufficient number of subjects to constitute a
local library, and because the present demand for sound
film subjects is not lively enough to make such an invest-
ment worth while, films and discs undoubtedly will be
purchased by financially strong radio distributors—for
leasing to their dealers, or will be handled by film library
specialty depots on a similar basis. A third method of
distribution will be through the manufacturers of the
projection apparatus. These manufacturers already have
arranged for supplies of films, and, in turn, will lease or
sell them to their distributors.

The process, from a dealer’s viewpoint, will involve
carrying a small film stock and library catalogs. The
dealer will then order from the distributor and will rent,
for approximately $1.50 per 400 ft. subject, films and
records to his customers. It will be the radic dealer’s
responsibility to check these films, to re-wind and repair
them. Thus the radio dealer must master the subjects
of film “patching” and of film rental bookkeeping.

Servicing will be a comparatively simple matter, inas-
much as it involves but very little additional knowledge
not now in the possession of the average radio servicer.

From the above, it will be seen that the next step is
for radio distributors not only to tie up with some manu-
facturer of motion picture apparatus, but also, and this is
more important, to arrange for placing at the disposal
of the radio dealer a supply of films and records ample
enough and varied enough in character to make the pur-
chase and use of a home projector an attractive propo-
sition.

Experience Testimony

Does actual experience confirm these deductions?

Abercrombie & Fitch Co., “The Greatest Sporting
Goods Store in the World,” ‘New York City, has been
featuring a $550 dev1ce——pr0Ject01, synchrom7ed sound
and radio receiver-—since the first of February.

“If we don’t sell at least one of these devices a day,
we are greatly surprised,” states Department Manager
C. L. Hede. “Many of our customers buy their film
features outright. Many have rented the same subject
two or three times.”

Hede caters to the wealthier trade. He feels that

Radio Retailing, April, 1931
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dealers must not expect to make money out of the film
leasing end of this business during the first six months.
That amount of time necessarily will have to be devoted
to the matter of acquiring a film handling technique, to
building up a following and to amortizing the initial
capital outlay for filin and rccord stocks.

On the other hand Willoughhys—a verv large eastern
photographic supply house—has found its greatest call
for a popular-priced synchronized turntable attachment
for use with existing projectors. This utilized also the
sound amplitication system on one's radio set.

With few exceptions, radio merchants should not plan
on huying films and records for the purpose of establish-
ing their own local libraries—Iirst cost and limited turn-
over will not pernnt. Their efforts should be directed

WE MAKE OUR Bow

Radio Retailing presents the first published listing of
projector manufaclurers and film producers who are going
after the “home” market:

Manufacturers of Talking-Movie Apparatus
Cabinet Types for Home Use

BELL & HOWELI, CO.

1801 Larchmont Ave., Chicago

11 West 42nd St., New York, N. Y.
HOLLYWOOD FILM ENTERPRISES, INC.

6060 Sunset Blvd., Hollvwood, Calif.
PATHE, INC.

35 West i5th St.,
QRS-DEVRRY CORP.
333 No. Michigan Ave., Chicago

630 Ninth Ave., New York, N. Y.
SENTRY SAFETY CONTROL CORP. |
13th and Cherry Sts., Philadelphia

SPRAGUE SPECIALTIES CO.
Quincy, Mass.
VICTORR ANIMATOGRAPH CORT
Davenport, lowa
242 West 55th St., New York, N. Y.
VISIONOLA MFG. CO.
60 East 42nd St.. New York. N. Y.

New York, N. Y.

Portables for Commercial and Home Use

ACMIE SOUND PRODUCTS CO.
35 East Wacker Drive, Chicago

AMPRO CORPORATION

2839 N. \Western Ave., Chicago
DBELL & HOWERELL CO.
1801 Larchmont Ave., Chicago

11 West 42nd St.,, New York, N. Y.
PACENT ELECTRIC CO., INC.

91 Seventh Ave., New York, N. Y.
PEKO, INC.

2400 W. Madison St.,
QRS-DEEVRY CORP.

333 No. Michigan Ave., Chicago

630 Ninth Ave., New York, N. Y.
SENTRY SAFIETY CONTROIL CORP.

13th and Cherry Sts.,, Philadelphia
VICTOR ANIMATOGRATPII CORY.

Davenport, lowa
242 West 55th St.,, New York, N. Y.

Chicago

Film and Synchronized Record Producers
16 mm. Subjects for Family Groups

BURTON HOLMES (TRAVIEL) [

7150 Ashland Ave., Chicago
COLUMBIA PICTURES CORPT.

729 Seventh Ave., New York, N. Y.
FITZI’ATRICK PICTURES, INC.

729 Seventh Ave., New York, N. Y.
HOLLYWOOD FILM ENTERPRISES, INC.

6060 Sunset Blvd,, Hollywood Calif.

6 Kast 46th St., New York, N. Y.
HOME FILM LIBRARIES, INC.

Grand Central Terminal, New York, N. Y.
PATHE, INC.

35 West 45th St., New York, Y.
SHOW-AT-HOME (UNIVE RSAL)

730 Fifth Ave. New York, N. Y.

U.F.A. FILMS, INC. (EDUC \TIO\IAI)
1540 Broadway, New York, N

toward efiecting a working agreement for an adequate
list of subjects and for obtaining quick delivery library
service. Contact should he made cither with a film
producer, library, projector manufacturer or, best of all.
with one’s own radio distributor.

One library specialist, for example, will lease feature
films and discs to the dealer on a plan whereby the latter
gets 40 per cent of the customer rental fee. “Block”
coupon books are now very popular with the silent film
trade and will be used extensively to facilitate the distri-
bution of “talkies.” One of these books, now in use,
contains five coupons and sells for $12.50. Each coupon
($2.50) entitles its owner to the use of two reels and
accompanying discs for one night. Cooperation hetween
a group of dealers will lower film rental costs.

RCA’s Attitude

Of more than usual significance, with respect to the
future of this new art, are the following paragraphs—
which constitute a part of the annual report to the stock-
holders of the Radio Corporation of America, issued
March 11, by Gen. James G. Harbord :

“RCA is ready to begin commercial production of
home talking motion pictire apparatus as quickly as the
necessarv associated services are sufficiently developed.
These include the continuous production of motion pic-
tures to meet home requirements, a svstem of distribu-
tion which eventually may be able to serve 20,000.000
“little theaters” of the home, and technical and industrial
development which will bring the cost of film service
within the range of the great majority of the public. . . .

“Among the various developments of the year. 3
I nhrqement of licenses to competitive radio manufac-
turers authorizing the manufacture of super-heterodvne
broadcast receivers, radio hroadcast television reccivers
and apparatus for reproducing motion pictures and talk-
ing pictures in the home.”

Regarding Profit

WIII this new venture be worth while? What of its
profit possibilities ?

Based on the experiences of those already in this
business and predicated also on the fact that there will
he developed a repeat husiness in films and discs which
ultimately should exceed in volume the amount of the
original sale, the answer undeniably is “Yes.”

tach dealer must base his merchandising policies on
local conditions. He can obtain an inexpensive projector,
mechanically synchronized to a turntable, to retail for as
low as $125. This device is connected electrically with
the owner’s radio set, for its sound amplification. Dealers
in better neighborhoods will, of course, stock the com-
plete self-contained units, some of which include tubes
and circuits for independent radio reception if desired.
This same logic should be applied to the selection of film
subjects.

Dealers who go into this activity must make up their
minds that they must be salesmen and sales prospectors.
They must contact the schools, institutions, camps and
many other likely places, as well as the homes of the
hetter class. There are countless promotional stunts
which can Dbe employved. Weekly ‘“shows” in the
dealer’s store already have been used with very satisfac-
tory results.

The business is waiting. But,
have to be fought for from the
walk in the door.

unlike radio, it will
begimning—it will not

Radio Retailing. April. 1931
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“Sound”
SIDELINE

TZEL-McCARTHY, Inc., 9 Snyder Ave., Brook-
E lyn, N. Y., installs and services radios on a flat-rate

basis for Abraham & Straus, A. I. Namm and
Bloomingdale’s, three prominent department stores. Mr.
Etzel directs a crew of from 3 1o 6 service men,
depending upon the season. These men are not inter-
ested in the sale of sets.

About a year ago he took on the “Amplion” line of
public address apparatus, investing $400 in a single unit
comprising a speech amplifier, 15-watt power amplifier.
a.c.-operated exponential horn and a two-button stand
microphone.  Stocking this equipment purelv as a side-
line. without devoting any advertising or promotional
effort to it other than the insertion of his name in the
“Amplifier” section of the local classified telephone direc-
tory, he has since sold 5 complete jobs, ranging in price
from $525 to $950. These five installations were pur-
chased by: Church of St. Catherine of Alexander,
Flathush; Lock Arbor Baths, Lock Arbor, N. J.; “The
Gold Mine,” Coney Island; Steeplechase Park, Ashury
Park, N. J., and the 27th Div. Armory, Brooklyn.

Etzel also rented one stock amplifier on 10 separate
occasions to such people as the N. Y. Polish Legion and
the local Rialto and Kingsway Theatres at $75 per night.

Low Stock Investment

Public address equipment is a most profitable sideline
for this organization. The investment is low, the equip-
ment is easily installed either permanently or temporarily
by the same men who service radios, though Etzel usually
supervises such jobs himself, and little trouble is experi-
enced with the amplifiers when they have once been
installed.

To date the concern has handled only the small ampli-
fier sizes. Estimates for equipment which is to be sold
are based upon at least a 40 per cent markup on the $400
apparatus, plus an extra charge for additional speakers
and the estimated cost of installation labor. Simple tem-
porary jobs usually take 2 men from 2 to 5 hours to
complete while permanent installations may require from

Radio Retailing, April, 1931

ETZEL-M:CARTHY
CO.. INC.
010 SERVICE

Etzel-McCarthy,
service specialist, sold 5 pub-
lic address systems for $3,250,

rented one for ten $75 one-

Brooklyn

night stands in a vear

one-half to 2 davs, depending upon the location of the
speakers and practical difficulties encountered on the job.

Etzel finds it advisable to remain with the equipment
on its one night stands, when the amplifier is installed
on a rental basis. While close attention is not usually
required he finds that speakers have a tendency to wander
around in the vicinity of the microphone and that some-
one must constantly remind them that it is necessary to
remain in a fairly central position before the stand. His
presence also produces new business and guards against
possible failure of the equipment at the crucial moment
due to mishandling of the controls.

“Inside jobs are much easier to handle,” he tells us.
“The local noise ordinance has made it inadvisable for
us to go after outside business in the last few months.
Public address equipment has proven to be the best sort
of sideline for our particular type of business.”
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THE PLOT:.

THE TIME:....
THE PLACE:....

associated with one of the tube racketeers mentioned

last month in Radio Retailing’s editorial “Building
on Sand.” The Blank piano and radio store, by whom I
was employed as a serviceman during December, Jan-
uary and February, sold 446 tubes with sets and a lot
more on service calls wilhout buying a single one in
that entire time! There were about 100 tubes of various
‘makes and types on the shelves when I joined the com-
pany and this skeleton stock was still intact when I left.

How did this racket work? The service manager in-
structed us to pick up all the old tubes we could lay
hands on. Their age didn’t matter. The defects made
no difference. And he did not-care a whoop if they had
been sold by the store or not. “Just bring in old tubes
and don't ask questions,” we were told, and this we did
to the tune of about a dozen a day per man.

Three bins were provided for them in the shop, one
each for two very well known lines and a third for the
other makes. Into the proper bins we dumped our
spoils at the end of each day, carefully scratching off all
labels before doing so. At the end of a week or ten
days the first two were usually full. The third took us
about a month to fill.

When this quantity had accumulated the service: man-
ager went to the phone and notified the proper jobbers,
with whom the company did business, to call for “defec-
tives.” Pick-up trucks arrived invariably within three

IHATE to admit it, but up to last Saturday I was

34

days after our phone
call and carted the
tubes off, to be
shipped back to manufacturers for credit I suppose.

Not once were we questioned about our returns and
the policy of the jobbers was so lax—probably because
it was easy for them to induce manufacturers anxious for
business to replace—that it was not even necessary to
ship the tubes back in their original cartons. We often
returned them in the inside wrappers alone and I do not
recall ever having seen a checkoff sheet which indicated
that we recceived other than 100 per cent replacement.
New tubes came back for old ones within one week after
the jobbers picked the duds up. Some of our returns
were more than 18 months old.

HAVE figured that the profit which the company
made on tubes received from gullible jobbers to replace
those which I collected, few of which were originally
sold by the store, paid more than half my salary! We
got our tubes for nothing but the customers paid for
replacements if they had had their set more than 90 days.
Our returns were so abnormally heavy that I cannot

understand why the jobbers did not smell a rat. Here

is our record of three months replacements:
MAKE “A” MAKE “B” MAKE “C”
54—227’s 30--227’s 21—227’s
35—226’s 22—226’s 12—226’s
22—280’s 13—280’s 4—280’s
45—224's 29—224’s 12—224’s
22—245’s 13—245’s 5-—245’s
22—171A’s 22—171A’s 19—171A’s
200 129 73

About 2 per cent of all the tubes we returned for re-
placement were really legitimate defectives. The balance
were racketeered.

Radio Retailing, April, 1931
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The present

A large eastern city

Servicemen collect 401
worn-out tubes, from 0
months to a year old, in
90 days. Dealer obliter-
ales date labels—returns
lot to 3 jobbers—qgets
100% replacement, no

questions asked

I{ACKET

By
C. Schafer .... SERVICEMAN

I recall one case in which, acting on struc-
tions from the service manager, I picked up two
224’s at Mrs. M ’s.  Both tubes had been in
use for more than a year in a Stromberg and
bore the familiar S-C etching on the glass. This
etching is easily removed if you know how.
They went into our bin.

Mrs. C reported weak reception on a
Victor 32 and T sold her two 226’s, one 227 and
a 245 at full price list to replace duds. All four
of them went back to jobbers for credit and this
set was not even one of our own sales. We were
just called in to service it.

Mr. A , a Zenith dx fan, kicked ahout
lack of pep and we advised him over the phone
to buy new tubes as the set had been out for
some time. He agreed and I was sent out to
install them and replaced all but a 280 which he
had recently bought. While checking up I found
four spares laying loose in the cabinet, tubes
which had been discarded months before. These
went into my bag, along with those removed
from the sockets. Some jobber gave us new
ones for them within 10 days.

Mr. R , who lives about 20 miles
from the store, bought a set and wanted
it delivered at once. None of us were
around to take the set out so the boss put
it in his car with all tubes in their sockets
and drove it out. When he arrived at the
house half of the tubes were so micro-
phonic that it was necessary for me to
follow-up and replace them. I called his
attention to the danger of transporting sets
with the tubes but he remarked that so long
as it was just tubes he wouldn’t worry!

Radio Retailing, April, 1931

“I  picked wup
eight or ten
worn out tubes
a day and the
boss  returned
these to job-
bers for credit”
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An up-and-coming dealer has put a Siver-Marshall

power amplifier to work broadcasting between-chukker

announcements at the Evanston, Illinois, polo field. This
is just one of many uses for such sideline equipment

FOLLOWS UP LEADS

ABSONS, New York, dealer in home motion-picture equip-
ment, uses this effective card to follow up on prospects re-
ported by the manufacturer as inquiring about the apparatus.

Although worded to attract the putative purchase of camcras
and projectors, with slight changes the message which accompa-
nies it would be applicable to the field of radio.

The text of the letter sent with the card is as follows:

“Some time as you wrote to the Bell and Howell Company
of Chicago, concerning their Filmo motion-picture equipment.
You have since received literature from them, and you have
formed somie idea of these perfect little machines.

“Nothing, however, can prove to you their simplicity and gen-
eral excellence as well as an actual demonstration. Will you not
allow us to offer our services to provide this?”

WORDS, WORDS, WORDS

FADA dealers have just been through a veritable epidemic of
word-building contests, designed to obtain publicity for the
line. In Waterloo and Dubuque, Iowa and in Rock Island, Keo-
kuk, Minneapolis and St. Paul, Minn, they sponsored contests
which involved the writing of store names and the trade naime
of the set as many times as possible on one side of a government
post card. Thousands of replies were received and in one in-
stance a winner squeezed in more than three thousand.

In metropolitan New York and Northern New Jersey another
contest was conducted with essays limited to one hundred words
on the subject, “Why I would choose a Fada for my next radio.”
Davega, in New York, ran a similar contest based on the number
of words which could be built from the letters in the words
“Davega Radio”. Word-building contests have also been staged
in Cleveland, Columbus, St. Louis, Chicago, Buffalo and Roch-
ester and it is reported that over 18,000 replies were received in
Cleveland alone by the George Worthington Company.

SIDEWALKS OF 'FRISCO

HE Eastern Outfitting Company of San Francisco has a
recessed doorway flanked on either side by deep show win-
dows. During Radio Week last fall it occurred to the manager
of the radio department to take advantage of this lobby as a
place to display his wares. So he lined the space with sets,
twelve in all, representing his best lines. Across the store front
a sign reading “Radio Show” was suspended.
There were no salesmen in attendance and, quite deliberately,
no prices on the sets. The public was attracted in large num-
bers to the display which was so easy of access. Those who were

Money

just curious were satisfied with this viewing and passed on but
others interested in buying a set wanted to know more. In par-
ticular they wanted to know how much the various models cost.
And so they did what they were expected to do—stepped inside
the store to inquire. According to manager H. K. Marrion, the
store did a record radio business that week.

TAG

03 ADIO DOC” of Los Angeles, who specializes in service
and repair work, believes that out of sight is out of mind
so far as his customers are concerned. So he has distributed
little one inch square pink stickers bearing his name and ’phone
number with the advice that these be pasted in some out of the
way corner of the radio for future reference.
When something goes haywire the customer naturally looks
within his set and instantly sees the sticker. “Doc” also takes
a supply of them along and does some of his own pasting.

SLAM

GARRITY and Shiels of Dallas can trace at least 25 set
sales to their practice of staging periodic bridge parties in
their downtown store. Their wives invite friends and these
iriends bring other women, so keeping up a continuous circle
of prospects. The store furnishes score cards, light refresh-
ments and simple prizes.

The parties often tie in with broadcast bridge lessons, the
women playing the hands announced over the air to improve their
game. No direct sales effort is made during the parties but
naturally the names of the players are recorded and these are
eventuaily followed up for business. Little difficulty is experi-
enced in obtaining attendance due to the efforts of the wives.
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