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“Philco Radio is going out after
that 23% to 112% greater reader

interest in Liberty”

says SAYRE M. RAMSDELL
Mgr. of Sales Promotion
Philadelphia Storage Battery Co.

... Says Mr. Ramsdell: “We're gearing up o make 1932 a
stll more profitable year. That means examining old methods,
old ideas, old rraditions. Keeping the good. Discarding the un-
proved. Adopting the new wherever new [acts show promise . .
“We're starting from the basis that adverusing is multiplied

sales lalk.

“There arc many ramifications to advertising. Butin thiclong
run, the sales talk that reaches the most people is the sales talk

that sells more goods.

“We’ve gone over the Philco list with a fine tooth comb.
Studied rates. Studied duplication. Studied reader interest.
And we think we’ve got to the point where Philco advertising is
going to reach more persons per dollar expended than at any
previous time in the product’s history.
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““As part of our plan to get the utinost out of every advertising dollar in
1932, Philco Radio is going out after that 23% to 112% greater reader

interest in Liberty.

“When a disinterested authority like Dr. Gallup of Northwestern Uni-
versity gives us new facts showing that such an opportunity exists . . .
“When he bases his ligures on 15,000 house to housc calls, 4,000 elab-
orate interviews with readers of current issues of Liberty and other

weeklics . . .

“When he proves tlic same situation in city after city, issue alfter issue
S Ys s

SIX LImes in a row . . .

“Then we say that here is sound evidence that Liberty belongs on
Philco’s bed rock magazine list for 1932.”

In answer o the demand of current
conditions for more facts and fewer theories,
Dr. George Gallup, Professor of Journalism
and Advertising, Northwestern University,
recently made the first examination of the
FACTS of reader interest in weekly mag-
azines.

Instead of asking opinions as to how thor-
oughly different magazines were read, Dr.
Gallup’s investigators made readers go
through their magazines page by page,
checking exactly what actually had heen read.

The findings were no surprise to students
of publishing.

The average editorial feature in Liberty
was found read by:

17% more persons than in Weekly A
69, more persons than in Weekly B
419% more persons than in Weekly C

Logical, because Liberty is the only mass
weekly whose editorial policy has been
established since the War . . ..

Whose stories and articles are live, con-
troversial, brief, in tune with the spirit of
these changed times . . ..

Whose readers want it enough to come
back for it week afier week, copy by copy,
52 (imes a year, making Liberty “America’s
most-asked-for magazine’’!

Equally logical were Gallup’s findings
that the average advertising page in Liberty
had stopped:

489 more persons than in Weekly A
239, more persons thanin Weekly B
1129 more persons than in Weekly C

I'ew advertisements can get a chance 1o
go to work unless a clever editor has first
attracted a crowd.

And the ads in
Liberty have an extra
break, because every
one is next to a com-

One of the Philco Radio advertisements
now running in Liberty.

plete story. Liberty’s method of make-up
permits no ‘“continued on page one hundred
and blank” runovers next to which go% of
all ads elsewhere are buried. Fvery adver-
tisement in Liberty is next to leading matter!

No wonder that Philco, like General
Llectric Hotpoint Electric Ranges, Pontiac,
and a long list of other important adver-
tisers, has arranged its 1932 list to include
Liberty!

Thmes like these call for facts, not fancies

trail blazing, not rut following action,
not quibbling.

Because so many lists are being held open,
re-opened and adjusted in connection with
Dr. Gallup’s new findings, vou will want 10
examine them for yourselt hefore you com-
mit vour stockholders’ destinies for 1932.

A copy of the Gallup Report is available
to everyone. Address Liberty, 420 Lexing-
ton Avenue, New York City.

Some New Advertisers

Bristol-Myers Co.. fngram’'s Mitkireed Cream
Californiu Packing Corp.. Del Monte Food Products
Fred G. Clark Co., Hveis Motor Ol
Colgate-Palmolive-Pect Co.. Colyale Shavivg Cream
Durium Produets Corp., Hil-of-the-Week Records
General Electriec Co., Hotpoini Electric Range
General Kleetric Co., Holpoind Table Appliances
General Kleetric Co., Refrigeralor

Generul Foods Corp., Varwell House Coffee
General Foods Corp., Post’s Bran Flakes

Generul Foods Corp.. Poxtam

H. ). lleinz Co.. Spaghetli

Johnson & Johnson. Modess

Krovhler Mfg. Co., Furniture

Lavoris Chemieal Co.

Lehn & Fink, Hind s Greaseless Terfure Cream
Lehn & Fiuk. Lvsol

Muybelline Co.

Morton Salt Co.

Phoenix Mutual Life Insurance Co.

Royal Typewriter Co.

Spool Cotton Co.

U. S. Tobaceo Co., Dill's Bext Tohacco

Vick Chemical Co.. Vick’s Vapo-Rub

Reap Wee.
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also, the usability of each article.
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A MESSAGE FOR APRIL
TO RADIO DEALERS

About 25% to 50% of your net profit on a time
pavment sale depends upon whether or not your
selling price includes interest charges. Wouldn’t
you like to have the interest charges automatically

assured you on every time paynlent sale?

Stromberg-Carlson’s advertised price is its suggest-
ed “Time” price. Its suggested “Cash’ price is 5%

lower.

In selling at our advertised price on all your time
payment sales and at our cash price on all your
cash sales, you are assured a good profit on every
sale and, in addition, carrying charges on every

time payment sale.

iromberg-Carlson

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

www americanradiohietory com
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Arcturus Blue Tubes were and are used by
more set manufacturers than any other tube!
We are building for Arcturus Dealers and
Jobbers a bigger replacement market than
any other tube!—establishing millions of
satisfied blue tube users who in 1932 will
become blue tube customers!

. The distinctive blue color of Arcturus Tubes
gives you a tremendous advantage. It’s the
only distinctive tube on thé market.

Are you in line to get your share of this
vast replacement market and the profits on
this fastest-selling tube?

. Thousands of new set owners and millions
of Arcturus users are going to demand blue
tube renewals. Here’s a big market you can’t

afford to overlook.

ARCTURUS RADIO TUBE COMPANY, NEWARK, N. J.

ARCTURUS

e TUBE il 14z LIFE-LIKE TONE"

www americanradiohistorv com
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~ MODEL NO. 505

The Refrigerator with the

OVERSIZE

marks A NEW STEP / UNIT
in REFRIGERATOR HISTORY by offering a
Standard, First Quality Model at $99.50

The line of Zerozones shown above, and
the great, new LEADER below are
primed and ready. They’re waiting for
you—together with a tremendously ef-
fective merchandising plan that opens
up a new profit era.

AND AT $99.50 IT'S A TREMEN-
DOUS LEAD-OFF ITEM TODAY'!

And then the rest of
Zerozone  line—four  strong——irresist-
ably priced——will hammer home its

the quality

selling impetus. They make the Zero-
zone franchise an immensely valuable
thing. If you're open for this great
opportunity, write today for further de-
tails. Make no commitments until you
look into this!

message to your prospects:
"Now is the time to buy
refrigeration.”

Meet the sensational, new Zerozone
Leader. Here's a guwality box—sturdy
and honestly built—featuring the stand-
ard, Zerozone Oversize Unit. It's a box The Zerozone Leader and
vou can sell with full confidence and all the Zerozone Line bring
vour enthusiasm. It's a true Zerozone, leadership to its sponsors.
which means “Lifetime Refrigeration. They bhave a tremendous

The

ZEROZONE INCORPORATED
40 EAST 49TH ST., NEW YORK, N. Y.

L,erozone
LEADER

A MAGIC ROX AT
THE MAGIC PRICE
OF $99.50

[HE FAMOUS NEW
LEADER-—MODEL NO. 405

wwWwW americanradiohistorv com
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...Newest G-E Auxiliary Clocks
run two hours without current!

Greatest advance since the
electric clock was a’eveloped

Current interruptions don’t mean a thirg now ...
with these new General Electric Clocks. The instant
there is any break in the flow of power...the G-E
Auxiliary Movement starts to work. And keeps at it
...with perfect timekeeping...for as long as two hours.

The Auxiliary Movement is just as automatic and
carefree as the electric motor itself. It starts itself. It
stops itself. It is an electrically-wound spring . ..
kept wound automatically by the current. As a
selling point...it is an outstanding feature.

A full assortment in exquisite designs in both
chimes and silent models has been developed for
this new Auxiliary Movement...with list prices to
suit every requirement, beginning at $14.95. Stand-
ard models (without Auxiliary Movement) for as
little as $5.50 list.

Call up your G-E Distributor and let him show
you the last word in Electric Clocks.

Model AB-831~Co-
lonial period, up- §
right. Mahogany
with lacquer finish.
Height 6%4". Silent,
with Auxiliary Move-
ment, $14.95.

GENERAL @ ELECTRIC
CLOCKS

HANOVER: Full
size grandfather
clock of Colonial
petiod. Mellow
Westminster
chimes. Auxiliary
Movement as
standard equip-
ment. 87%" high,
$340.00 list.

Model ABR-638:
Lovelytambour,
Westminstcer
chimes, Honduras
mahogany with
lacquer case. 8%’
high, $39.00 listc.
With Auxiliary
Movement, $5.00
extra.

Section T-684, Merchandise Department . General Electric Company, Bridgeport, Conn.

www americanradiohietory com
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CONSISTEN]

in new design

in convenience to the
manufacturer

in convenience for

replacements
Centralab VOLUME CONTROLS have been

consistently first in new designs that might
improve their quality; and what is equally im-
portant to the manufacturer, their ease of
assembly installation. Centralab was the first
to introduce the 110-volt switch into the cover
of the volume control. Centralab also
pioneered the placing of a fixed resistor mini-
mum in the volume control.

And speaking of fixed resistors—why not
send for the new booklet describing how
CENTRALAB FIXED RESISTORS are
made —it is called “THE BAPTISM OF
FIRE” and is “free for the asking.” Send
for it today.

CENTRAL RADIO

MILWAUKEE

MAIL COUPON NOW

Central Radio Laboratories
920 E. Keefe Ave., Milwankee, Wis.

Please send booklets as requested below
BAPTISM OF FIRE—FREE [0
Volume Contrel Guide—25¢. [J

Name
Address e C ittt aaccacnnane

City . ... NN State

www americanradiohistorv com
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qnmle/ 60 SHORT-WAVE CONVERTER— Encased in a beautiful
table type cabinet, this 4-tube converter transforms any standard AC
broadcast receiver into a short-wave Superheterodyne by simply plug-
ging into light socket and connecting the aerial and ground wires.
Full AC operation, with integral voltage and current supply system.

|

o

oo

Q"oclpl 16 AW MuLTI-
WavE RECEIVER—A de
luxe 12-tube Superhetero-
dyne in a cabinet of char-
acteristicSpartonrichness.
Two separate tuning con-
trols provide exceptional
operating simplicity. A
turn of the band selector
and control knob instantly
adapts this super-modern
instrument for either long
or short wave reception.
Super-sonne chassis, Auto-
matic Volume Control,
Tone and Static Control,
Phono Pick-up Jack and
all other latest Spurton
features.

Short wave reception has revived the first
thrills of radio—and more!

To obtain it, old sets are being replaced or
modernized with converters.

And the added lure of short wave reception is
causing many people to buy who have not pre-
viously known the delights of radio ownership.

With the new Sparton Multi-Wave Receivers
and the new Sparton Short-Wave Converter,
Sparton dealers are perfectly equipped to cash
in on this tremendous and constantly expand-
ing sales opportunity.

SPARTON BAND SELECTOR

To change the frequency band it is not necessary to change
coils in the Sparton Mulii-Wave Receiver, as all frequency
changes are automatically made by the Band Selector Switch.
This permits therapid selection of the frequency band desired.
The particular station desired is easily tuned in by adjusting
the main tuning dial while the selector is in position. Fre
quencies are identified by reading the scale whose color
coincides with the dot to which the selector is sel.

THE SPARKS-WITHINGTON COMPANY
(Established 1900)
JACKSON, MICHIGAN, U. S. A.

(792)

PARTON RADIO#%-

Only Sparton has the Musical Beauty of Sparton

Efiu Refrigerator ;%

) =
e '/)Automobile

Home ©
Warning Signals

N ~
() /" /
Movie-Talkies Automobile Radio A//::’ Tubes

www americanradiohictory com
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An Industry Is Reborn...offering..

N

Bosch Motor Car
Radio is conve-
niently controll-
ed fromthesteer-
| ing post. Thedial
is flluminated
with Line-o-lite
tuning.

American Bosch uses a full dynamic
loud speaker which is installed under
the instrument panel.

- J 1

The engineering of the American
Bosch Motor Car Radio reflects the
corporution’s unique combination of
radio and automotive electrical ex-
perience,

The American Bosch Magmotor for-
evereliminates«“B batteries an

noiselessly supplies constant 160 volt
“Bcurrent . $25.00 extra.

N

RAND NEW

The Amem

OTOR CAR RADIO has been treated like a

Cinderella stepchild, waiting for some prince
of a manufacturer to come along and take a gen-
uine interest in it.

Some time ago we concluded that there was
a big opportunity in motor ear radio. Early last
year we put it up to American Bosch engineers
... men who had pioneered not only in radio for
the home but in automotive electrical work as well.

Towards the first of 1932 they were ready—
with the new American Bosch 9:20 Motor Car
Radio. Into it they built 20 major developments
. . . nine of them combined for the first time in
any motor car receiver. Afler hearing this sel,
dealers have cast aside their prejudices; have re-
vised all their ideas; have realized that this is
going to be a big money maker for the dealers.

The American Bosch 9:20 rivals the perform-
ance of the finest home set. 5009% more sensitive.
Gets distant stations with an ease that many a
home radio would like to boast. Acknowledges
no handicaps...but brings in elear,unin terrupted,
perfected radio reception regardless of changes
in road surfaces...in conditions of reception...
in distance from the broadcasting station.

In a year when most dealers are looking for
new sources of reliable, honest profits, the Amer-
ican Bosch 9:20 offers you a timely opportunity.
Ask your jobber or write us direct.

UNITED AMERICAN BOSCH CORP.
Springfield Massachusetts

Branches: New York Chicago Detroit San Francisco

ar

American Bosclr Radio is licensed under patents and applications of R. C. A,

www americanradiohistorv com

ROFITS TO DEALERS

(4-—@—- 20 — Ty

MAJOR DEVELOPMENTS

‘9 of them combined for
the first time in any motor
car radio set.

*1. Over 5007 greater sensitivity

*2. Full automatic elimination of
fading and overloading

*3. Magmotor which forever
eliminates «B** batteries

*4. Double-detection superheter-
odyne

*5. Kuife edge selectivity

#6. Power-saving tubes save 169
battery drain

*7. Home-like reception

“8. Improved dynamic speaker

*9. Diede-Triode tube

10. 3 Pentode Power tubes

11. Completely armored against
ignition interference

12. Ianternal filtering of extra-
neous noises

13. Under-car plate antenna with
matching coil

14. Double-quick-heating tubes

15. Removable or replaceable in
30 seconds

16. Plug-type connections

17. Rugged construction

18. INuminated dial

19. Steering post station selector

20. Low cost

GG

Complete with tubes and

allaccessories (except*“B”

batteries and antenna);
ready to install.

e’

SCH

ADIO
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THE most talked-about refrigerator today.
That’s Westinghouse! First came announce-
ment of the famous Dual-automatic Refrig-
erator. Thousands called at showrooms. Dealers’
sales and profits zoomed!

Now comes another sensational announce-
ment. Four amazing new features. All-Steel
Cabinets! Electric-Lighted Interiors! Easy Roll-
ing Shelves! Built-in Crisping Pans!

Westinghouse is setting the pace for all
refrigerators in 1932 . . . in product and in dealer
cooperation. Compelling advertising . . . effective
merchandising plans . . . promotion material of
all kinds is being rushed to dealers in endless
number. That’s why the Westinghouse Refrig-
erator is easier to sell than ever before. That’s
why Westinghouse dealers are finding their
franchise increasingly profitable!

You, too, can share in these profits . . . can tell
the same convincing story . . . when you enlist
as a Westinghouse dealer. Write, wire or tele-
phone for complete franchise details . . . todayv!

WESTINGIIOUSE ELECTRIC & MANUFACTURING COMPANY

Hefrigeration Division Mansfield, Ohio

THIS COUPON BRINGS FACTS
THAT YOU SHOULD ENOW!
Westinghouse Electric & Mfg. Co.,
Mansfield, Ohio. (R.R. 4-32)

Please give me full particulars

about extra profit from Westing-
house Dual-automaticRefrigerators.

Name.............. . ... ...

Address. .. ... ... ... ... ... .....

City.......... ... State. ......
|

www americanradiohistorv com —
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“Sitting
ON THE WORLD™

The biggest buying season the industry has
ever seen is coming around the corner—loaded

down with prospects and PROFITS!

Prospects—millions of them!Prospects for low-
priced domestic cabinets—medium-priced cabinets—high-
priced cabinets. Prospects for water cooling equipment
—milk cooling equipment. Bakers, butchers, bankers,
grocers, druggists— with money to invest in electric re-
frigeration. Restaurants, chain stores, hospitals, florists,
clubs, office buildings, apartment houses, hotels—
millions of prospects— and every one of them is a
Kelvinator Prospect!

With the most complete line of Domestic and Commer-
cial equipment in the industry, Kelvinator dealers are
“sitting right up on top of the world”, In the Domestic
field, they have 17 Models— a complete range of sizes and
prices for every prospect. In the Commercial field, they
have a full line of equipment for every refrigeration need.

Every prospect for electric refrigeration is a Kelvinatar
Prospect—which means that the Kelvinator dealer is in
the most advantageous position, with unlimited sales and
profit possibilities. Which brings us up to this question
—Why should YOU, when you go into the electric re-
frigeration business, handicap yourself with a limited
line, restrict your market and confine your profit oppor-
tunity? There is no wisdom in being satisfied with the
“crumbs” when as large a piece of the “cake” as you care
to have is within your grasp. We shall be glad to discuss
the Kelvinator Full-Coverage, Full-Profit Franchise with
you. Wire, write or phone when you want to see us.
KELVINATOR CORPORATION, 14263 Plymouth Road,
Detroit, Michigan. Kelvinator of Canada, Lid., London,
Ontario. Kelvinator Limited, London, England.

(516)

Kelvinator

wwWwW americanradiohistorv com
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X

Backed by an out- /% /’ '
standing Dealer Help é‘g‘a P )
Plan that directs Pros/ |
pects to Your Stoye 1\

Whether you are now in the camgfa business or not,#ou can
share in a great and growing demafd, created by a Lingfof Movie
Equipment, such as has never before been offeredd in movie
camera history.

Stewart-Warner offers you thif complete new gbvie equipment
line—the leader of which is aymovie camera it offers a combi-
nation of astounding featurgh not found ingdny other camera at
any price. Even has four speeds, includigg’ s-1-o-w motion, and
talking pictures.

Make no mistake—a vastgharket is read# — waizing for this camera.
Forit offers the masses exdctly what thg¥ want. A camera that makes
the taking of brilliant th€atre-like ies easy for everyone—a cam-
era without complicagons or pugfling charts or directions—a dis-
tinctly high quality mvie camegfi at a price within the reach of all.

With the first camgfa to cogfpletely fulfill the popular demand
for Quality, Popyfar Pri¢é’ and Simplicity, you cannot fail to
profic from a magket mafly times greater than has ever before
been offered to ghe campra trade. Remember 100, it is a line that

ygu cagftake on without adding to your overhead.

o

A/Complete ““Selling Set-up’’ for You

Sgfwart-Warner nationally advertises this new type
ovie equipment, which is opeaing up a vast new
market. Sends you actual prospects and furnishes
you a complete local sales campa:gn that turns pros-
pects into customers. First profit from the camera ;
sale—next from the sale of projector and screen— | W
and then enjoy a regular income from films, lenses : . e
and equipment sales. :

Get all the facts. S in y ighborhood
Wie“ proﬁt—;lc); no(()x;lgg;le B Compact, furnished complete with lcather-bound,

waterproof carrying cese of sporty new design. $50
? DE LUXE HOLLYWQOOD MODEL, only
e e ‘ ———— ,
| 3 A AT EA S ST TR S A IS EEATEREES
b

Movie Camera Division, Stewart-Warrer Corporation,

1826 Diversey Parkway, Chicago, Illinois
Gentlemen : Please send me all the facts on the Stewart -Warner
Movie Equipment Line and complete Re-Sale Plan.

f Name. . .. i R
NEW STEWART-WARNER PROJECTOR NEW STEWART-WARNER SCREEN Address .ol
Vatriable speed —can be stopped or Roll-up, Standing type — permanently at-
reversed at will. Has the most power- tached to case which acts as a base. Alu- City_.___...__._ Pe———— e revp—— Stare ...
ful light—500 wactts—ever offered in minum coated surface providing life-like RR-4
a home movie projector. color values in all picrures. Size 32"x 40", TS ANEESSEEEENEEEESEESEEASEESNE

OVER 30,000,000 SATISFIED OWNERS OF STEWART-WARNER PRODUCTS

www americanradiohietory com el



12 Radio Retailing, A McGraw-Hill Publication

SALES

Are Telling the Story

IN the last three months of 1931, Leonard
shipments showed an increase of 25% over the same
period in 1930.

Shipments for January, 1932, were 34% above those
for January, 1931.

All records went by the boards in February, with a
151% increase over the same month last year.

These figures reflect the enthusiasm with which the
public has received the new Leonard Electric line,
and indicate the sales value of the LEN-A-DOR and
Leonard’s many other extra features.

The ease with which the Leonard Electric sells also
explains why radio distributors and dealers have
taken on the liberal Leonard franchise in the past
few months.

Leonard offers you a complete, compact line of 9
beautiful new models (2 all-porcelain) —“package”
merchandise that requires no installation except plug-
ging into an electrical outlet—low price and favorable
discounts —~and a strong program of advertising and
merchandising helps.

If you are interested in this opportunity to level
the sales valleys of a seasonal business, and insure
profitable, year-round volume, write or wire promptly.

LEONARD REFRIGERATOR COMPANY
14259 Plymouth Road, Detroit, Michigan

A TOUCH OF THE TOE AND
THE DOOR SWINGS OPEN

GREATEST CONVENIENCE
FEATURE IN THE INDUSTRY TH E IIEN-A-DOR

Il G ERATOR

(461)
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FOR YOUR STORE

Radio dealers everywhere have recently voted
the new modern-type tube analyzer the greatest
of all helps in building tube profits! Analyzers
make tube sales go up in spite of bad business
conditions. They increase tube profits from 30%
to 100% in a single month. They build cus-
tomer goodwill —bring in new set prospects as
nothing else can!

Now Sylvania offers you a counter analyzer of
the most modern type. Youcan put this analyzer
to work for you at once. It is scientifically con-
structed, handsomely finished. It has sockets for
the various types of tubes, visible readings, short
tester and all other modern features. Your cus-
tomers see results of each test with their own
eyes. You save time testing, and make quicker,
easier tube sales!

Clip the coupon and learn how easily you can
get this analyzer at no actual cost to you. Find
out what a modern analyzer has done for others
—what it can do for you! A complete plan for
building tube sales is yours for the asking.

REGISTEREG U 5, PAT OFF

THE SET-TESTED TUBE

SYLVANIA TUBES

are advertised by THE
SYLVANIANS, broad-
cast Sunday at 7:45 New
York time, over the
Columbia network, and
by newspaper campaigns
in 16 cities.

My Firm Name

Address............. .

1 City......
1
L3

My principal Jobber'is....................

FOR YOUR SERVICEMEN

Sylvania also offers a portable analyzer hav-
ing all the features of the big analyzer, but
so compactly designed that it fits in a hand-
some green leatherette covered case smaller
and lighter than-that of a portable typewriter!

This portable analyzer allows you to make
convincing, business-building tube tests in
the home. It puts you on a friendly basis
with the best type of customer. As one dealer
reports, “A single serviceman with the
analyzer can do as much as five without.”

The portable Sylvania Analyzer also comes
to you on a liberal plan, that means no actual
cost to you, The coupon brings full specifi-
cations and all other details.

HYGRADE SYLVANIA CORPORATION
Sylvania Division, Dept. R-4-2, Emporium, Penna.

Please send me full details of the Free Sylvania Analyzer Plan.

U 51'3

13

NEW TUBE-ANALYZERS
—that bring the greatest possible tube prof-
its and at a price every dealer can afford. ..

www americanradiohietory com
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Radio Retailing, A McGraw-1{ill Publication

Our Praxns

ORGANIZE

No kitchen repairs, intricate adjustments, or
replacement of parts. .. fewer moving parts and
none exposed...clean, quiet and economical

. compact cabinets with maximum food
storage capacity . . . no installation problem
in any building.

Here is the highty
simplitied refrig-
etating unit—buile
in one rigid piece.
The few necessary
moving parts are
hermetically seal-
edinchelowerpor-
tion, and placed in
the base of the re-

frigerator cabinet.

this new sales work

XTOU’LL agree that electric refrigera-
tion is bound to have a successful year
in 1932—with the pioneering years past
and saturation of the market still far away.

Can you add this new source of sales
to your present business without upsetting
your organization? Can you be sure of get-
ting your full share of business ?

The answer to both of these questions is
“Yes!”

The Servel Hermetic fits right into your
present business — requires no costly and
complicated Service Departments to handle
installations or repairs. It’s a*‘package job”’
complete in one crate—and you sell it and
deliverit justlikeany ordinary merchandise.

You will realize thatthe Servel ITermetic
is the most advanced electric refrigerator
when you see the highly simplificd working
unit, with fewer moving parts. Andall parts
most likely tocause future trouble have been
eliminated entirely.

www americanradiohistorv com

Servel Dealers face 1932 with a bold and
aggressive program of advertising and mer-
chandising complete in every detail. These
plans are at your service—with our vigor-
ous co-operation in putting them into effect.

These plans will help you organize a
successtul selling operation — make your
sales work simple and efficient.

Write —NOW —for full details of our

attractive Dealer Plan.

SERVEL SALES, Inc.
Evansville, Ind.

Makers of a complete line of household and

commercial refrigeration.

SERVEL

HERMETIC

. (/m/aZ/u:J z%wycraz&n,
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AFTER TRYING
4-PILLAR TUBES
CUSTOMERS KEEP
COMING BACK
FOR MORE

IT’S a well-lknown fact that if you sell a customer
something which gives him better results than the
product he is accustomed to use, he’ll keep coming
back to your store. If you sell him a decidedly bet-
ter radio tube, he’ll be back for more — giving you
an opporlunity to make additional sales in other
lines of goods.

Dealers all over the country are finding Ever-
eady Raytheon 4-pillar Tubes the kind of merchan-
dise that makes repeat sales. These tubes give
customers a totally new kind of reception . .. and
there’s a definite reason for it which can readily
be explained to any customer.

Eveready Raytheons have the strength to safe-
guard their vital accuracy! Four strong pillars
anchor their elements firmly in place, protecting
them from the jolts all tubes receive in handling,
and from the dangerous vibration of dynamic speak-

ers. All other tubes have only two supports for the Notice the four strong pillars, With this solid foundation
elements, and can easily lose their accuracy. Once the fragile parts canmot move a hair’ R
that is impaired, a tube can never again give faith- fixed positic ve

ful, powerful reception. tion. ead

Any customer can see the four pillars inside an
Eveready Raytheon, and can realize how much more

. o g . SERVICE-MEN! A4 blue-print, giving complete engineering data
protection this gives the fragile elements than the pris Eiving P & -

on 4-pillar tubes, will gladly be sent to you free. Thousands

usual two supports. If you explain this briefly, then of service-men are using this material to advantage. We will

let the customer listen to the difference that 4«pillar gladly put your name on our mailing list to receive the tube-

tubes can make, he will never be satisfied until his bulletins, issued by our Engineering Department, conla_ining

set has 4-pillar tubes throughout. valuable technical information. MAIL THE COUPON
BELOW.

NATIONAL CARBON COMPANY, Inc. Dept. RR4
i 30 East 42nd Street, New York
E 1 Check the item you want
1 ' _ Y Please send me free your blue-print for service-men [
R 5 YT H E O N Please put me on your mailing list for tube-bulletins ]
! - g Name- =

TRADE - MARKS Address. o r

4-PILLAR TUBES _n -

www americanradiohictory com —
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GETTING DOWN

Il HHAS&AI\EKS'

With ever gathering force the Trade-Wind sweeps to-
ward the Trade-In. Predictions from reliable sources,
based on authentic data, portend that at least 65% of
all radio sales for 1932 will be trade-ins. Two out of
every three sales you make, Mr. Dealer, will involve a
trade-in allowance. € Getting down to brass tacks,
doesn’t this mean that you must sell higher-priced
units . . . in order to make profits as well as sales?
€, Furthermore, doesn’t this mean that Zenith dealers
are especially fortified to make profitable trade-ins 2
Not only because Zenith radios are high-priced units,
but also because they are high-quality units . . . com-
manding full price from the public, and full price by
the dealers. Zenith Radio

Corporation, Chicago, III.§

with two-thirds of your sales Trade-ins
you must sell higher-priced units!

™ Y

=N
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RETAILING

HOME ENTERTAINMENT MERCHANDISING
Established 1925

McGraw-HiLL PusLisHing Company, Inc.

TUBES...Volume Greater
but Profits Vanish

EST vear we sold more tubes than during 1930. Yet sales. in dollars, fell off
42 per cent. This is but one of the many factors which indicate the present
unsatisfactory status of the tube business. Dealers and jobbers evervwhere declare
that it is practically impossible to merchandise tubes at a profit under existing
price and distribution conditions. They [requently voice their sentiments some-
what as follows: “The public would pay more if it had to. We must have a larger
profit margin to carry fixed selling expense. Unless prices are raised, and ‘special
deals’ with the dumping outlets discontinued, we’re off tubes.”

The situation is so bad that many well-known and reputable tube makers have
been forced out of business. From a retail viewpoint, dealers who sell at suggested
lists are faced with competition down the street, or through the mails, which offers
new tubes of nationally known makes to the consumer at 50 per cent off list.

VERPRODUCTION, of course. has been largely the cause of these im-

possible conditions. And the piling up of “hang fire” inventories has reduced
our second best radio item from a $119,000,000 business in 1930 to a $69,000.000
one in’31. Yet, based on a careful study of the situation, it is a reasonable assiunp-
tion that, irom now on, the tube business should gross at retail not less thau
$100,000,000 per annum. That is if tubes are priced to return a fair profit all down
the line and properlv marketed.

What must be done?

First: Tube prices must be revised-—upward. Tubes must be priced at their
true worth because present levels not only deprive the dealer and jobber of their
legitimate profit but are bankrupting practically every tube manufacturer in the
country.

Second: The tube makers should agree on an industry policy.— all partici-
pating in this discussion . . . from the largest to the smallest. In view of the
crisis which now prevails in this industry, it does seem that this suggestion might
now be carried out.

Third: Clean up the market and keep it clean. The annual consumption rate
for tubes has pretty well heen established. For 1932, replacements and new sets
will require 60,000,000. Budgeting production to a proper pro rata share oi this
total among the tube makers should go far toward stopping present dumping and
“bait” merchandising practices.

Fourth: Stop granting special ‘deals’ and discounts. Lquality of treatment
for all must be the rule if the tube industry is going to profit from its present

opportunity. /{

Radio Retailing, April, 1932
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REJUVENATE Radio

Q Broadcasters and Radio Industry Leaders Join

W ith Radio Retailing 7z Nationwide Campaign

’ I \T11% radio dealer’s volume of sales is off. Reduc-
tion in number of sales, on the one hand, and lewer
unit prices on the other, have combined to bring

many a radio retailer’s gross business for the current

season, down to about half what it was two vears ago.

All over the country, dealers are looking about for ways

to build back some of this lost volume. For it is this

additional business that can mark the difference between
operating at a profit and barely paving expenses.

Yet right in their own familiar home territories nost
dealers have a source of additional business. that onlv has
to be cultivated and canvassed, to open up service sales
that will pay their way and to lead to prospects for radio
set sales that can build back gross volume.

Sixteen million homes in the United States have radio
sets. Hundreds if not thousands of these sets are right
in vour own territory or neighborhood, within walking
distance or a short automobile run of your store.

Yet how many of these listeners in your town are
really getting good radio reception—"100% Satisfactory
Radio ?”

Surveys made by Radio Retailing indicate that on the
average half to two-thirds of our present radio listeners
do not really know what “good radio reception’ is. In-
stead, they are served with programs that are faint and
wealk, shot through with noise, buzzing and clicks, and
lacking in the wonderful reality and richness of tone
that a set of good tone quality would deliver.

Many of these listeners have
improperly installed sets and an-

To Give Your Customers tennas. By slight changes in their
antenna wiring and location, sta-
100% SaTISFACTORY RADIO tions now entirely lacking, could

be hrought in strong and clear.
Tubes are old and spent and

have to be overloaded to bring in

any audible volume. Thousands

Means steady employment for
your service department

More sales forthe dealev from of tubes in these sets need replac-
new leads ing, making for volume in the
Additional business for the dealer’s tube business. For not
2l without good tubes of high emis-
distributor sion can there be “100% Satisfac-
Building sales volume for the tory Radio.”

manufacturer Other parts of sets need over-
I . e, hauling. Resistors need to be re-
ncrease tstemer “circu- placed, condensers have Dbroken

lation” for the broadcasters down, rheostats have gone to
pieces. sockets have hecome loose,

What the Dealer and

18 Radio Retailing, April, 1932
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Reception in Every Home

G Means Sales of Service, Tubes, Parts and Sets, and

Increase of ‘‘Listener Circulation” for Broadcasters

contacts have become poor, loudspeaker diaphragms have
gotten out of adjustment and buzz with the modulation
of the music—all these troubles need the expert attention
of a radio service man to restore to the radio-set owner
“100% Satisfactory Radio.”

Tre MeNace or “MAxNyMAaDE StaTic”

ND then, aside from the troubles within their own
radio sets, thousands of present set owners are
suffering untold annoyance and irritation from electrical
noises and interference originating in the neighborhood,
and which could be eliminated by a little intelligent study.
Heating pads cause irregular clicks that may ruin the
most superb, silvery note of Jeritza. An improperly
guarded oil-burner may wreck Amos'n’Andy for all
the listeners within three blocks. An unmuzzled vacuum
cleaner or dishwasher may make Kate Smith’s famous
moon rise over the mountain to the accompaniment of
machine-gun barrage! Often pipes and electrical con-
duits lie in such a way as to cause clicks or annoying
changes in volume, whenever anvone walks or moves in
the neighborhood. A hundred ditferent possibilities
assail good reception in any home.

All of these troubles can be solved, of course, by a
litrle study and attention, and by installing condensers,
choke-coils and interference eliminators. Here is profit-
able business for the radio man who can locate the trouble
and elininate it.  And incidentallv he will earn the und: -
ing gratitude of the folks to whom he has hrought
freedom from interference on their favorite programs,
through giving them “100% Satisfactory Radio.”

HeLpr LisTENER BRING IN MI1SSING STATIONS

N some cities, the complaint of the listener is that he

cannot “get” some popular or favorite broadcasting sta-
tion. Programs of the greatest interest or musical value
may be going out over this station. yet to the listener
whose set is shielded by buildings, steel irames. sign
structures, or general topography this station may be
“only a dead spot on the dial.”

Tests already made by especially experienced service
men have shown that in almost every such case, the miss-
ing station can be restored to full satisfactory volume
by making a few changes in the location or construction
of the antenna. Too oiten sets are carclessly installed in
such a way as to bring in two or three stations with good
volume, yet because of some local shielding, failing to
pick up satisfactory signals from some leading broad-
caster whose programs curry the cream of the broadcast-

Service Man Must Do

Radio Retailing, April, 1932

‘ These forces are i
working for you

|
|

Telling

Listeners to

[ ]

The national chains are
coast-to-coast network periods,
would cost many thousands of dollars,

with nationally known speakers
[ ]

Individual broadcasting stations are invit-
ing local radio leaders to speak on the
value of good reception and proper condi-
tioning of listeners’ sets

®

Broadcasting announcers are inserting
crisp twenty-word announcements morn-
ing, night, and afternoon, reminding
listeners, “if you have troubles, see your

nearest radio dealer!”
[

Radio manufacturers are including “‘one-
minute tabloid” reminders in their own
broadcast hours, and national advertising
®

National magazines will carry articles by
leading musical authorities, on the impor-

tance of clear reception and tone quality
®

Radio industry bodies and radio leaders
are giving recognition to the campaign n
public utterances

[ ]

This effort will continue throughout April
and May, leading to the baseball openings
and national political conventions in June

contributing
which

www americanradiohictory com
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ing crop! In such a case the radio service caller can he
of real service to the set owner. e can, at one fell
swoop, transfer that household from the days of pre-
broadcasting silence to the modern broadcasts of 1932,
opening the way for the great of the ecarth and the
talented geniuses of the world to enter that living-room!

Listeners DonN’Tt Kxow Wriar Trey Miss

N each of the instances ahove recited the radio set

owner probably docs not know what he is missing by
listening to his impaired radio. Tlaving never heard
anything Dbetter, or having reconciled himscl{ to the
irritating noises, lack of tone fidelity, and inability to
hear stations, he is conscious only of a general dissatis-
faction with radio. He is “sore” but often he doesn't
know exactly the reason why. He complains to his
friends, he is irritated by “the advertising,” and too
often he simply turns off his set and “won’t listen any
more” as he puts it. Yet an intelligent radio service man
could give him radio reception of a quality, clearness,
volume, and fidelity that would restore him and his listen-
ing circle to enthusiastic radio fans.

To meet this need on the part of the public, and to
build back business volume for himself, it means that the
radio dealer must start his hest service and contact men
out calling on all the homes in ihe neighborhood, whether
an antenna is in sight or not.

People always like to talk about the radio reception
they get. Men who have heen out on canvasses of all

They APPROVE

From Dr. Walter Damrosch

“In the great broadcasting stations no pains or cxpense

kinds, report that householders will tallkk more freely
about their radio troubles, likes and dislikes, than about
anything else.

After listening respectfully to the housewife’s com-
ments for a minute or two, the radio man can reply:

“Perhaps that trouble can be fixed by a slight adjust-
ment. I'll be glad to step in a minute, and look it over
for you, without any charge for the inspection.”

One-half to one-third the houses the radio man calls
upon will have no radios. These are prospects for brand
new sect sales, of course. In such cases the radio man
properly asks: “Have vou noticed noise or interference
on some of your neighbors’ sets?” This question will
invariably bring out the plain unvarnished truth about
the neighbors’ outfits, revealing at the same time the
speaker’s own impressions of radio, interest in programs,
favorite type of set, price interest, etc. And there again
a prospect has been established for a iuture sale.

A campaign in your territory to “Rejuvenate Radio
Reception”  thus means much for everybody in-
volved.

It will bring radio satisfaction to the listeners; it will
increase the listener circulation of the broadeasting sta-
tions and so perpetuate the service which is the lifehlood
of all radio sales; it means steady employment for radio
men ; it means the sale of replacement tubes, condensers,
resistors, supplies and parts; and it can lead the way to
the sale of new radio sets of modern tone range and
full-quality reproduction.

are spared to put the finest possible rendering on the air.
But whether the listener gets this music with all its tone
beauties undistorted or wndisturbed by noise. will depend
upon the condition and quality of his own radio set and
on is intelligent manipulation by the listener.”

. . <e Y
WaALTER Damrosci, Musical Counsel “"5‘-‘—
National Broadcasting Co.

From Lowell Thomas

“With the baseball openings this spring and with the
big political conventions coming in June, I can see the
mnportance of getting all radio receiving sets in best pos-
sible condition for the big cvents ahead. Every listener
will want lis receiver at 100 per cent operating efficiency
this spring, swinmer and fall.”

LowerLL Triiomas.

From the Radio Commission

“The Federal Radio Commission has cleared the tracks
of the ether for the transmission of the programs which
the broadcasters send out, bul the wultimate satisfaction
and pleasure of cach lstener in his rudio will depend
upon the fidelity and sensitivity of his receiving set. It
is, therefore, no less important to have all receivers in
good condition, than to have the broadcasting stations and
the ether channels wmaintained in a high state of effi-
ciency. A large nmumber of people have written to the

20

Federal Radio Commission complaining of the allocation

made to broadcasting stations. Numerous imvestigations

have been made and 11 very muny cases the fault was
found to be wn the listener’s own radio receiver”

C. McK. Savtzyan, Chairman

Federal Radio Commission.

From Columbia’s President

“The steady advance in the quality of radio programs
and their transmission, Is lost by those who have
antiquated or inferior receiving scts. There are count-
less sets that should be replaced or showuld at least be
overhauled.

“The editors of ‘Radio Retailing’ are to be con-
gratulated upon their campaign to mfluence the public
to demand high standards of radio reception.”

WirLiaa S. Pacev, President
Columbia Broadeasting System.

Radio Retailing, April, 1932
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SHOOT

Present Status of the Battery Receiver ...What Dealers are Doing

HE “back to the farm” movement in the radio
industry has taken definite shape. For four years,
prior to 31, battery operated sets at radio shows were
scarce as hen’s teeth. At the last trade show, however,
two or three manufacturers exhibited a new type of
battery set. And by January, this year, 21 concerns were
on the market with modern battery sets for the farmer
and others living in unelectrified dwellings. Most of
these manufacturers are cooperating in the engineering
development of these receivers—using the laboratory
facilities of a large battery maker, who also supplies them
with the special, long life hatteries now in common use
in these efficient sets. A further indication of this trend
for mutually cultivating the rural market is seen in the
fact that, at the 1932 radio show, held at Chicago, 12
battery-operated models were exhibited in one grouping.
This movement is progressing steadily but surely.
Cooperative advertising plans are now under considera-
tion and dealers and distributors are being instructed in
the care and servicing of these new sets.

ANY dealers are now climbing aboard the battery
band wagon. Mere’s a typical case. Luke’s Music
Store, Ardmore, Okla., writes as follows:

“Our sales on air cell sets amounted to 25 last fail.
Would have been twice as many if we had heen able to
get the merchandise. The new set sells itself on demon-
stration and as soon as it is explained that no storage
battery is required, that its batterv will operate for a
thousand hours and that reception is equal to that of the
a.c. receiver. We now have a prospect list for 35 sets.”

K. Rawlings and Company of Seveirville, Tenn., also
lLas sold 25 battery sets, at an average price of $110. This
business excecded that of its line of all-electric receivers
for city use. At the rate Rawlins is now going he will
double this record this year—"“and will get around $15
every 10 months for batteries and tubes per each set that
has heen out over a year.”

This view of the
many different sets
in the testing lab-
oralory of the Na-
tional Carbon Com-

pany indicates the
exien! and char-
acter of this co-

operative movement
to  produce tech-

Radio Retailing, April, 1932

Commissioner
L afount’s
Opz'n ion
Business Man...Farmer.. . Radio Authority

Lditor, Rudio Retailing:

“The development of the new tvpe air-cell radio
receiver will, in my opinion, result in a marked
growth in radio audiences during the next two vears.
At present only one-third of the families living on farms
have sets. This, despite the fact that the farmer uses
his radio for pleasure and profit to a far greater extent
than the city dweller. With the advent of the alter-
nating current set the radio industry abandoned the
farmer to concentrate on the town market.

“Up to twelve months ago there had not heen a single
major improvement in hatterv operated sets for more
than six years. The result has been that the farmer has
refused to buv receivers which offer poor reception and
entail excessive maintenance charges.

“Now, however, all the leading set makers are pro-
ducing the new type receivers, which in quality of recep-
tion and trouble-iree service canpare favorably with the
latest of electric sets. These new battery receivers would
seem to solve the problem of satisfactory rural reception.

nically perfect 2-
volt air cell sets.

Al pre-produc-
fion  models
nicrit the approval
of the baltery com-
pany’s engineer as
well as that of the
technician with the
set naker.

st
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Statement

F(egarding

ROM such a confused mass of conflicting state-
ments and data regarding television, only by picking
out the pertinent facts from the work that has heen
done in the past, and the Tacts that are presented in the
present situation, is it possible to draw any conclusions
regarding its future. These [acts have been many times
oversold, at times maligned and altogether misunder-
stood, not by the public alone but by the leaders ol the
radio industry itself, which must sponsor this new art.
This statement is only intended to array the lacts of
the past and present to point out some of the future pos-
sibilities thus made apparent.

EvoruTtion or TreLEVISION

S FAR back as 1834, Nipkow. a German experi-
menter, realized that to transmit visual images it
wotld be necessary to resolve those images into elements,
each element to be faithfully transmitted and re-
converted into a corresponding light value at the receiving
end. To do this he emploved scanning discs. and later
in 1894, Amstutz, an Illinois experimenter, carried on
the work in this country even further. In 1913, Jenkins.
of Washington, started his work on the development of
television which culminated in 1925 in the showing of
animated motion pictures by television. In Tingland,
John Baird, after several vears of work. showed his first
pictures in 1926. In 1928, the Bell Telephone Labora-
tories transmitted a picture from Washington to New
York, and since that time several other experimenters
have been carrying forward the development. Prominent
among these have been the RCA Victor Company in
Camden, the Jenkins Television Corporation of Passaic,
Philo Farnsworth, now with the Philadelphia Storage
Battery Company, General Ilectric Taboratories in
Sclienectady, and U. A. Sanahria of Chicago.

ITIZ problems encountered in accomplishing television
transmission and reception have in the past been
manifold.

First—the problem in the method of scanning which
started with the ordinary disc. was followed later by a
disc with lenses which greatly increased the efficiency.
Then came the drums and discs with mirrors. Begin-
ning with a Russian named Rosing, twentv vears ago,
several experimenters have been using electrical prin-
ciples of scanning which are utilized in the cathode ray
oscillograph tube.

Second—the problem of transmission has proved to
be very difficult.  The light values of the elements of the
transmitted picture must be converted to electrical values
and then transmitted faithfully either by wire or by radio.
This is only successfully aceomplished by emploving a
frequency side band ol several hundred thousand cycles.

22

by the Engineering

Rapio MaNuUFac

This hecomes of interest when compared with the width
of a side band for present-day radio voice transmission
which is approximately 5.000 cyvcles. Modulation of the
high carrier frequencies for these picture transmissions
becomes very difficult.

Third—the reception of television signals has presented
still more complicated problems. The radio television
signals must be received, amplified, de-modulated and
again amplified to operate a light source. De-modulation
ahove 30.000 cycles has presented many engineering diffi-
culties. Much work has heen done on the light sources,
the most common of which have heen the neon discharge
glow lamp, the Kerr cell and the cathode rav tuhe.

Fourth—the great problem has been that of securing
finances.  Unfortunately, companies have resorted to
over-statements. lured prospects with the possibilities of
television in order to sell stock. and often in these state-
ments nusrepresentations were made, with the result
that the public has been veryv much confused as to the
actual state and present possibilitics of the television art.

It was earlv recognized that in this maze of work,
some official organization. representing most of the tele-
vision experimenters. should endeavor to crystallize as
much as possible the growing embryonic art. Conse-
quently, in 1928 a sub-committee of the Lngineering
Division of the RNMA, known as the Committee on Tele-
vision, under the direction of D. 12, Replogle, was
appointed. This conunittee not only embraces members
of the RMA, but invites as guest members every out-
standing experimenter. It has helped in encouraging
experimenters along every line of development and in
securing Federal aid in the wave length assignment of
television, and has been the only official recommended
party in this countrv whose function has been to guide,
if possible. this growing art. Due to the work of this
committee, much confusion in regard to practices, terms
and definitions have been eliminated.

PresenT STATUS

HE present facts of television which arc available
are as follows:
First—for scanning, mechanical features using rotat-

Radio Retailing, April, 1932
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elevision

Division of rthe

TURERS ASSOCIATION

ing parts are in wide use and offer a most practical means
of securing passable pictures.

Second—a direct pick-up system which has come to
the front rapidlv this vear is that of the camera idea.
This system can be used for television pick-up in a lighted
studio, for outdoor pick-up, ctc.

Third—a great deal of successiul development has
been made with the cathode ray tube system for trans-
mission and reception. This system has proven tech-
nically sound and shows the greatest possibility. Its
chief difficulties are in the production of large quanti-
ties of thesc systems at a reasonable cost.

Fourth—the television broadcast transmission spec-
trum allows only for five channels, namely: 2.000-2.100
ke., 2,100-2.200 kc., 2.200-2,300 ke.. 2,750-2.830 ke.. and
2,850-2,950 ke. This frequency spectrum is not adequate
for good picture transmission on account of the very
wide side band frequency necesary for picture detail.
so in addition to these bands, on the extreme short waves
—5-7 meters, frequencies from 35.000-80.000 kc. have
been requested for television service. Most of the pres-
ent transmitters are operating in the frst-nientioned
bands. but a few operate in the neighborhood of 46.000
to 48,000 kc.

Fifth—reception has been possible by tuning with
either a superheterodyne or tuned radio frequency
recetver designed for television reception.  Syuchronized
sotind very olten accompanies the picture transmission
and it is common practice to reccive the voice trans-
mission on the standard broadcast receiver. This requires
two receivers for receiving synchronized sound and pic-
ture transmussion. In the television receivers. mechan-
ical scanning and cathode rav electrical scanning have
been emploved. The cathode ray tvpe of scanning has
been capable of excellent results and shows great possi-
bilities for further development.

Strth—with the present economics of broadeasting, it

has been impossible to secure much data on the enter-
taining value ot the subjects that can he broadcast due
to the cost in presenting programs. The Federal Radio
Comnussion has up to the present time considered tele-
vision only experimental and will grant no commercial
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rights. “I'his means that all such broadcasting must be
done for the experimental value only and no paid pro-
grams can be transmitted. This ruling has made impos-
sible the receipt of anv money in staging television
programs.  With commercial rights granted by the
Federal Government. the problem will still be complicated
as to whether advertisers will continue to assume the
increascd costs that television must impose for its suc
cessful operation, or whether the public can satisfactorily
be taxed to hear this hurden.

Furure ProsrecTs

ANY problems appear which must bhe overcome

hefore television can be a satisfactory micans of
home entertainment. The most important of these are
listed as follows:

1. Greater detail should be obtained 1 received pic-
ture.

2. Television transmission pick-up equipment should
he portable and as easilv used as present-day sound-
picture pick-up equipment.

3. Transmitting systems must he evolved which will
render a satisfactory and reliable service over an exten-
sive range.

4. Receivers as simple in operation as our present
radio receivers must be designed and built at a reason-
able cost.

5. Quiet and satisfactorily illuminated picture equip-
ment for the home must be designed and bwlt at a
reasonable cost.

EGARDLESS of the present problems that confront

the industry. there has been enough work done to
justily some predictions which can be conscientiously
made.  With the development of the new short wave
channels at frequencies higher than 35,000,000 cycles.
reliable transmission of television can be predicted.
Ample room for an adequate number of transmitting
stations can be visualized in this short wave region. It
is perfectly conceivable that a sight and sound service
can be worked out to be received on a single receiver
with a simplified tuning and control mechanism.

As never hefore. the new art ol television 1s going
to require the rigid and sure hand of a governing body
to set up the standards for both transmission and recep-
tion. Surely no better hody is suited {or this task than
the Radio Manufacturers Association. which embraces
both transmitting and receiving set manufacturers.
Because of this situation. television presents a real chal-
lenge to the RM A, which if accepted, can and will bring
new prosperitv to its members but only if this challenge
is correctly and courageously met by the entire coopera-
tion of its members.
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These Men Sell
REFRIGERATORS

By H. P. Bridge, Jr.

ROM April. 1931, when the Universal Radio
FCompany of Philadelphia took on electric refrigera-

tion, until the latter part of October. volume in this
new line totaled somewhat less than $5.000.

Manager Victor 12, Moore looked over these figures,
weighed them against possibilities, and decided that a bhig
opportunity was heing neglected. He re-vamped his sales
methods and the result was as startling as it was sig-
nificant. IFrom a volume of $5,000 for the first eight
months, refrigeration sales leaped to a total of $40,000
for November and December, the first two months of
intensified activitv. Radio volume for the same two
months barely exceded it. totaling $45,000.

In January 1932, radio sales dropped $3.000 bhelow
those for the preceding year. Filty refrigerator salés,
however, brought the total business for the month up to
$5,000 above that for 1931 with the net profit for the
month being just a trifle less.

It is typical of Mr. Moore that, upon making his
decision to do more with refrigeration, he immediately
cast around for the best electric reirigeration man there
was to be had to run the new department. Walter P.
Davis, who had literally grown up in the business, was
selected for the jobh and immediatelv got to work, With
Davis came a lot of changes.

A separate refrigeration crew of 24 men was formed.
For the first time, the concern went into extensive news-
paper advertising. Then it added to its direct mail and
increased its already extensive broadcast advertising.
Refrigerator displays rivaled those of radio in the con-
cern’s three stores.

OORE considers door-to-door selling imperative in
moving refrigerators. Ie considers it essential,
too, that separate sales forces be maintuined for both
radio and refrigeration.  (Charles L. Reynolds —

24

*40,000
‘worth the

next 2 mos.

“Refrigeration Saved Ny Shirt,” Radio Retailing,
March-—holds the opposite view.) “We don't care
whether our refrigeration salesmen even know we're in
the radio business,” savs Moore. “\Ve tried having the
same men sell both and it doesn’t work. Let them divide
their effort and bhoth lines will suffer. A man who is
really working on refrigerators and going good won't
hother with radio and he’ll kick if he finds that our radio
salesmen are cutting in on refrigeration.

“Likewise. we feel that a different sales training 1s
necessarv for the two. \We’ve found that it’s pretty hard
to tell a man how to sell radio. If he’s good and if vou
treat him right, he’ll sell. That business is pretty much
a {ree lance proposition.

“On the other hand, refrigeration salesmen must be
trained and carefully supervised. There is very definitely
a hest way to sell electric refrigerators and you’ve got to
train the men to do it that way.”

Savings, convenience and reliability are stressed in sell-
ing refrigerators. Each man is equipped with definite
facts and figures and is expected to use them. More
than that. he has to know the features of the company’s
line, (which comprises I.eonard, Copeland, Norge,
Majestic, Mayflower, Kelvinator and Gibson products).
\When a prospect is considering some other machine, the
salesman is expected to know which one of his units
compares most favorably with it and sell accordingly.
Moore has broadened his stocks with this end in view.

Salesinen are required to report promptly at 8:30.
Sales meetings are held twice weckly, one on an cvening
and the other on Saturday morning. As usual in out-
side selling with large crews, prize contests have heen
found invaluable. DPrizes range from money to traveling
bags, hats and novelties and do much to spur the men on
to greater effort.

A straight 10% commission is paid on outside sales.
During December, 1931, the best men averaged nearly
$100 a week. They are all bonded. Each one is
required to build up a cash reserve ol $100, this being

Radio Retailing, April, 1932
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These Men Sell
RADIOS

*5,000
worth of

Refrigeration

in first 8 mos.

deducted from commissions at the rate of 10% per week.
The reserve insures the company against ‘‘sharp-
shooting” and floaters. When a salesman leaves he does
not get the money until six months later.

“The secret of success in outside refrigerator selling
on a large scale,”” says Mr. Moore, “is to get the best
men obtainable, train them carefully and then supervise
their activities. Weed them out if they don’t produce
and make sure you are fully protected at all times. Don't
adopt any high and mighty attitude in dealing with sales-
men. Don’t impose on them and don’t let them impose
on you. Make them realize that they’ve got a real joh
and then cooperate to the Tullest extent. Never adopt
a policy of hiring all comers on the assumption that you
N don’t have to pay 'em anything when they don’t produce.

"\ Like most ‘easiest’ ways, that one is apt to cost a lot of

money and prestige in the long run.”

>
ACTI Universal salesman spends one day a weel on
the sales floor in a store. There he gets full credit
l l e on sales and is also permitted to follow up leads obtained.

This system is decidedly beneficial. It helps the men
make sales and it keeps them in close touch with store

policies. And it promotes better understanding between
O S men and management.
S No salesman is asked to make collections although this
does not relieve him from sclling ouly to responsible
parties.  Sales are cleared through the store credit

department and a double check is made following delivery
of a unit. First a letter goes out thanking the customer

Victor

P‘ for the business and outlining terms in detail.  Then
e a young lady calls at the customer’s home, ostensibly for
1\1 oore the purpose of seeing that everything is satisfactory, but

also to make sure that the customer fully understands
the agreement.

Less than 5% of all units sold are first installed on
approval. This practice is discouraged as unnecessary
although a 10-day trial is granted if both salesman and

(Plcase turn to page I7)
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How the
AUTOMOBILE

INDUSTRY

IS revamping 1ts

M anufacturer-

The third of the series in which

Radio Retailing presents construc-

tive suggestions for putting the radio
business on a sounder basis

its troubles. Believe it or not, there’s heen quite

a bit of mutual recrimination within the dealer.
jobber and manufacturer set-up of the much-quoted
automobile business. Many of the problems of this
latter industry arc identical with our own. But here’s
the difference: A very definite start has heen made to
put the automotive house in order. This move should
largely be credited to C. A. Vane. general manager of
the National Automobhile Dealers Association, and to the
Hupp Motor Car Corporatian. Hupp has scen the light
and 1s following the reconmmendations of Mr. Vane.

Because of this close paralleling of problems niuch
may he learned from a study of a new form of manu-
facturer-distributor contract presented to the automobile
producers by NAD\. adopted (with minor changes) by
Hupp. and now being given serious consideration by
many other car makers.

Says Mr. Vane: “This is a new type of contract.
which is needed to end the 25 years of controversy
which has been going on hetween dealers and car makers.
In my opinion the injustices of the former relationship
has largely been accountable for bringing automohile
merchandising to its present low repute and for destrov-
ing dealer relationships with the hanks.

“Although this first contract relates to lactories and
distributors. its principles must be applied to everv retail
outlet. This contract can be written to apply directly
to dealers.

“The contract is in two sections: Part One is the
SaLes AcreEMENT: Part Two is the Cope or Per-
FORMANCE. In its entirety it represents, in principle.
what the dealer mus/ have to protect his investinent.”
(The italics are ours.)

RADTO 1s not the onlv industry that's been having

A “Radioview” of the New Automobile
Sales Agreement

Let’s analyze those sections of the new contract that
apply to radio interests: (Again, the italics are ours.)

26 Radie Retaiing, April, 1932
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Because Mmzy of lts Probiems Paratlel Our Own

Situation Much Can Be Learned From This Article

Dealer Relationslzz’ps

I. Territory: Manufacturer grants to distributor, for
a period of five years, the exclusive right, except as
hereinafter provided, to purchase its products for dis-
tribution within the following territory.

3. Competitive Products: During the life of this agree-
ment the distributor agrees that it will not, directly or
indirectly, handle or sell other makes of automobiles
or parts made by anv other manufacturer in such a
manner as will injure the reputation or prejudice the
sale of XYZ automobiles or parts.

4. Quotas: For purposes of establishing a basis of esti-
mate of factory production and to corrtrol sales.
Manufacturer and Distributor mutually agree that
this exclusive territory has an estimated yearly poten-
tial of new automobiles. Distributor agrees
to keep on order at the factory or on hand in its own
stock, or the stocks of its dealers. a quantity of XYZ
cars which shall bear the following percentage rela-
tionship to the total estimate, as follows: (here iollow
the monthly percentages).

Distributor agrees that its failure to keep on hand or
its refusal to order sufficient automobiles to maintain
inventory at the foregoing percentages mayv be deemed
by the manufacturer a cancellation of this contract.

Monthly Estimate: Prior to the tenth day of each
month the distributor will submit an estimate of its
requirements for the following month.

7. Changes in Price and Model: Manufacturer mav
change discounts and list prices on its products at any
time. Il the discount or list price of its motor cars
is reduced. Manufacturer agrees to refund to the
Distributor in cash, within 60 days. ihe difference
between the new rediced factory price (list price less
discount) and the price paid by Distributor to Manu-
facturer, on Distributor's stock of new and unused
automobiles, on hand, or in transit, providing such
motor cars on hand were shipped by Manufacturer
within the siv months preceding the date of such price
reduction.

10. Cancellation: This agreement may be cancelled
with or without cause at anv time—(a) By mutual
agreement. (b) Upon six month’s notice {rom either
party. (Editor’s Note: This is the NAD.\ specimen
contract, one of the drastic changes for which it is
fighting. The Hupp agreement grants the dealer or
distributor but 30 davs’ advance notice. )

1
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11. Repurchase of Stocks: (Editor’s Note: Another
radical step, and a first victory for the organized deal-
ers and distributors inasmuch as Hupp has incor-
porated this provision in its new contract.) “The
manufacturer agrecs that, if it cancels this contract, it
will repurchase all new, current model Hupmobiles,
(quoting now from the Hupp contract) which were
shipped by it to the Distributor (uring the sia months’
period preceding termination date of Agreement, in
such Distributor’s hands, at the net cost to him. as
paid by him to the manufacturer Should
this Agreement be cancelled by the Distributor, the
Manufacturer has the option of repurchasing such new
cars but is not obligated to do so.”

29. Dealer Agreements: No sales agreement hetween
the Distributor and its dealers shall he cancelled hy
Distributor excep! wpon the written consent of the
Manufacturer.

Under the Hupp plan, rom the dealer angle, the fol-
lowing new features are of special interest to radio men:
(1) Dealer authorization is required for shipment of
cars; (2) Price cuts apply to cars in dealer stock. for
which he is compensated ; (3) Upon cancellation of con-
tract. current model cars are repurchased at net cost hy
the factorv; (4) The contract runs for five vears: (5)
Each dealer gets exclusive territory, and (6) The dealer
is allowed a reasonable profit on handling charges.

v
“Faces the Problem Squarely”

Bv R. S. Core
IZice-President in Charge of Sales
[iupp Motor Car Corporaiion

“The new Hupp sales contract looks squarely at the
problems of the distributor and dealer. It is designed
to more carefully safeguard their investment and their
profit possibilities.

“The distributor and dealer has, we believe. the right
to huild his business on the basis of long-term representa-
tion. Hence our ‘five-vear’ clause. Note, also. the
protection atforded our representatives against forcer!
shipments, and price and discount reductions.

“Our entire organization, field and home, has been
very much pleased with the working out, so far, of this
new contract.”

27
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52% of Fred W. Kussin’s 1931 Volume
Was In Auto-Radios Sold During

SET THAT WILL
SELL IN THE
SUMMLER - TIME
.. . this is something
dealers have sorely nceded
since they first discovered
that warm weather head-
aches were synonymous with
radio retailing. And manu-
facturers have at last per-
fected merchandise which
does precisely this. Auto-
radio, introduced more than
three years ago with moder-
ate success, has finally shed
its pin-feathers to emerge a
ful-fledged contender for
slack-season sales honors.
Auto-radio has “arrived,”
take our word for it. Or
take TFred W. Kussin’s.
This upper Manhattan mer-
chant, as if to prove our
statement m advance. sold
68 sets during 1931 from
two (3025 Broadway and
1806  Amsterdam  Ave.)
stores, installing 97 more for
others on a fee basis. Auto-
motive set sales hulked 52

June... July....and

August

etﬁect

per cent of his total radio
volume for the entire ycar
despite the fact that most of
them were merchandised in
June, July and Augnst. “Just beginning to hit its stride,”
says Kussin. “1932 will be a real auto-radio year!”

Here’s how Fred got the business:

Late last May he personallv canvassed 20 garages
between 145th and 135th Streets, demonstrating the set
in his own car to the garage owners and mechanics. By
cutting the customary installation charge he succeeded at
once in selling four sets to this group. Circulars were
left with all others. This provided a nucleus of boosters
in constant contact with many prospects and the enthu-
siasm of these early buyers still hrings in husiness. One
mechanic turned four new customers over to K. C. Radio
Service within one week of the canvass.

Several other garage men have since bought sets for
their cars, part of the installation fee being charged off
to advertising. No commissions are ever paid for leads
subsequently received. Business comes in, notwithstand-
mg this fact.

The concern owns three cars, two with passenger
bodies. These were equipped with sets (Motorola and
Philco) and one parked at the curb before each store.
Fitted with signs calling attention to the make of receiver

March
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April May

in operation and the proximity of the shop, they were
lkept in constant operation whenever they were not actu-
ally rolling. This attracted widespread attention and has
from the verv outset heen one of the hest sources of
business. Because of its novelty auto-radio can still he
sold by placing sets where thev can be seen and heard.

EW Yorkers have a penchant for staring into ex-
4 N cavations. A man with a pneumatic hammer, or at
the controls of a steam-shovel, frequently finds himself
star actor on a great outdoor stage. K. C. Radio pro-
vides its own street show, capitalizing upon the inherent
curiosity ol humans, by making all “suppressor” installa-
tions in front of the Amsterdam Avenue store. Chassis
and antennas are installed elsewhere in a rented garage
but ignition noise 1s tracked to its lair and cornered in
the open. This mvolves no hardship as suppression is
hest accompiished outdoors in any event. Ignition noise
frequently “hounces hack” ofl the wall, upsetting normal
conditions when this work is attempted in a building
with the hood raised.
The sporting element is at present the cream of the
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- K.C.RADIO SERVICE
sold 68 car sets, in-

stalled 97 for other

dealers last season

installations, depending upon
the nature of each particu-
lar job. e also installed
a number of sets at the
same hgure for consumers
who bought elsewhere. Such
contracts were attracted by
his experience record. In-
stalled his first auto-radios
(Bosch) in January, 1930,
and is locally recognized as
an authority. There is no
substitute for practical ex-
perience in this field, he con-
tends. Every set, every make
of car, every model of any
particular make, and even
two identical cars in differ-
ent condition presents a new

problem.
“B”  Dbattery  business,
which died a natural death

when electrified sets became
popular, has been revived.
Fred is just beginning to feel
the effect of auto-radio in-
stallations on replacement
battery-block demands. Dur-
I ing the week in which this
| article was written he sold 3

June July

auto-radio crop. This prompts Fred to drive radio-
equipped cars to such places as the Polo Grounds, Yankee
Stadium and Madison Square Garden when important
athletic contests are in progress. Fven “sandlot” gamcs
afford sales opportunities, crowds gathering around the
car to listen to play-by-playv descriptions of distant major
league contests. Sales approaches such as these, coupled
with the numerous recommendations of old customers,
kept the store’s three servicemen and part-time
upholstery expert busy throughout June, July and
August.  Auto-radio business started with vacation
periods when home set sales started to lag and kept going
until people spruced up their homes again in the fall.

So during the summer months this radio dealer left
one store to the tender mercies of an employe2 and the
other under the wing of his sister, while he followed up
automotive leads outside.

Installation work for others proved profitable in itself
and in addition the contacts so made produced many
direct sales. Fred had an arrangement with the Union
Furniture Company, a “Chrysler” sales agency and sev-
eral other outlets whereby he received $25 or more for
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cases. This will undoubtedly

AUQUST develop intec a profitable
source of income as more
cars are equipped. Ilimin-

ators, though not yet stocked, are also looked upon as a
means of re-selling old customiers.

Sixty-one per cent of the company’s sales have been
to people owning cars valued at $2,000 or more. To
this fact its ability to sell all bhut two sets for cash may
probably be attributed. The exceptions were transactions
with personal friends. 90 per cent of all customers had
new cars. People with older automobiles apparently
hesitate to install a $100 accessory which does not add to
the trade-in value of the machine. It is still difficult to
remove a set from a car without leaving ugly “scars”
which, if anvthing, injure trade-in value.

Anto-radio installations are becoming more profitable
from the labor standpoint. The almost universal use of
plug-in cables has greatly simplified the work, leaving
more operating margin. Design has been materially
improved in the past year, further cutting service costs.

“I carry electric clocks (Telechron) and several other
minor electrical appliances (Samson) that help 61l in the
warm weather gap,” says this dealer. “When it comes
to major appliances 1 am convinced that auto-radio is a
‘perfect’ summer line.”
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In an effori to determine the real attitude of
the public toward radio tube replacements, the
Hygrade-Sylvania Corporation recently asked these

Iwwo questions of people listening 1o its chain

broadcast programs:
1. How often do you change your tubes?
2. Wiy do vou change them?
The returns properlv analyzed, constilute an
excellent picture of consumer replacement habits.
(Publication is exclusive with “Radio Relailing” ).

ESS than fifty per cent of those who replied were
able to give cven an approximate answer to question
one. Of those who did reply, 17 per cent said that they
changed tubes every six months; 7 per cent every eight
months; 7 per cent {rom about six to eight months; 40
per cent once a vear; 4 per cent one and one-hali years;
8 per cent two vears; 2 per cent two and onc-half years;
8 per cent threc years. One set-owner waited three and
one-hali vears, six are still using their tubes after four

30

New rubes

or QLD

years, one aiter five years, and the daddy of them all
has been in use practically every day for six years, with
two replacements in that time.

At the other end of the scale, one set owner changes
“cvery few weeks,” trying “everything that comes on
the market” ; one, almost every month; three, every three
months, and three, irom four to five months.

N giving reasons for replacement, the group that

changes tubes every six months, and some of those
who change from six months to one year, say that they
do so to maintain good reception. In this group are the
discriminating radio listeners who will not tolerate any
let-down in reception quality. Not all of this group have
their tubes *ested before replacement. When they do,
they keep all the tubes that show a satisfuctory test for
emergency replacements, but in most cases they put an
entire new set ol tubes in the receiver.

The next group, those who change them approximately
once a vear, give as their reason noisy or weak reception.
This is the gronp that may be accepted as representing
the average radio owner’s attitude on the question of tube
replacement, since it comprises 40 per cent of the total.
This typical radio owner knows that weak tubes cause
poor reception and that they should be replaced before
thev actually burn out. However, he will rarely take the
trouble to have them tested while they are still giving
passable service, nnless tube testing i1s macde conventent.
Ile sees no reason for discarding tubes that are still
giving reasonably good reception and seldom replaces a
complete set at one time, unless each and every tube is
proved deficient by a test that he can understand.

In the group that gave eighteen months to two vears as
the replacement period, there are also many who will not
be coerced into buving new tubes until they are fully
satisfied that they have received the utmost in value
irom the old ones, even though the delay may mean much
less than perfect reception. It is this group, combined
with the one-vear group, which comprises the largest
tube replacement market.

When radio owners pass the two-vear replacement
period thev belong either to the class that does not read
or listen to radio tube advertising, or to a small special
group who have been unusually fortunate in their first
installation of tubes, and who are now trying to establish
a record for long use. After the tubes pass the three
vear mark, “still going strong” their owners consider
them nmiembers of the family.

Radio Retailing, April, 1932
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Schools are one of
the best prospects

il e

945 Wadl

Centralized Vnstallations and Public Address Systemy

O determine specificallv the manner in which the
average radio dealer is concerning himsell with
centralized radio and public address installations. Radio
Retailing recently mailed questionnaires to 1.000 repre-
sentative subscribers.  Over 20 per cent replied. From
the 212 reports received, the following summary has
heen prepared :
Schools, hotels, restaurants, dance halls, road houses,

apartment houses, hospitals, lodges, churches and athletic.

fields are the most likely sources of business—in order
of importance as given—for centralized service.  Public
address prospects, according to this survey. come {rom
the following sources (the numerals indicate the number
of sales reported): dance halls, 35; fairs or carnivals,
34; athletic tields, 30; schools, 25; lodges, 23 churches,
22; hotels, 17; road houses, 16; restaurants, 15; hos-
pitals, 7 and apartment houses, six.

Contrary to general opinion the market for permanent
installations scems to be a larger one than that for rentals
or temporary contracts, 64 per cent (145 dealers reply-
mg) of all sales being in the first class.

Is there dollar volume for the dealer who goes i {or
centralized radio? The average price of a complete in-
stallation of this nature was $2.123. Further. 39 dealers
totaled $128.377 last year. or an average “extra’” business
ol $3.292 per dealer.

Public address volume ran somewhat less per single
sale but the total gross for the year was greater. The
figures are as follows: average price, per public address
system sold, $1,247 total revenue per dealer (12 month
period), $+,241.

Material, such as component parts. ifor these special
services was purchased about equally direct from the
manufacturer and f{rom the jobher. From this it would
appear that approximately half the jobs are factory-
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made while the remaining number were assembled by the
local technician according to the special character of the
requirements.

What do those who have been “‘plaving” with one or
hoth of the logical extensions oi the radio man's job
think about the proposition? Here are some character-
1S11C eXPressions

“Please notify every manufacturer of centralized radio
svstems that we are interested in their prices and equip-
ment because we have three big jobs which we are going
1o sell within the next month.”

“Our public address equipment has paid excellent
dividends and has becn invaluable to us as a medium of
publicity mn our community.”

“This is a pioneer year for such activities.”

“A good field for radio dealers with some electrical in-
stallation experience . . . Best equipment will fail if not
properly wired.”

“The field for servicing these johs alone is worth
cultivating.”

“We are equipping a sound track and two fixed loca-
tion public address jobs.”

“Our P.A. rentals last vear amounted to $2.460.”

“This community is too small for such a business.”

“The cheaper P.A. systems are hurting this game.”

In these dayvs of decreasing gross. it would appear that
the logical activity for many radio dealers is the promo-
tion of centralized radio installations and public address
svstems. or both. Certainly the possibility of adding
$5,000 a year to one’s present income should not lightly
he ignored. Too many dealers have overlooked this
opportunity for increasing the productivity of their serv-
ice department, for adding to their reputation as a radio
specialist and for gaining distinction through radio engi-
neering work.
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What’s the first thing you think of

when the weather gets like this?

“hot” summer line for the radio dealer to handle.

The initial investment for stock need not De
burdensome and turnover is rapid. The portable fan is
an excellent “floor traffic” item, discounts are ample and
selling expense is well within the safety limit.

Eighty per cent, in unit sales, of all the various types
of fans sold are of the table and bracket design—for
home, office, hotel and factory use. During 1930, the
retail value of portables was $11,466,000. The modern
home, to be properly equipped. should contain from
three to five of these indispensable devices.

It will he scen that the fan market is wide open;
saturation is not a factor. Because of this it is possible
for real merchandisers to sell at manufacturers’ sug-
gested retail prices—and to make a real profit on every
fan that lecaves the store.

But the dealer must le ready to “shoot the works” the
moment the first hot spell arrives. It is an opportunist’s
proposition. \While electric fans are more often “hought”
rather than promoted, it is the dealer whose display
stock is on hand, who has his lithographs. his mailing
pieces, his newspaper copy and his prospect list right on
tap, who will get the business. In no merchandising
activity is the saying, “strike while the iron is hot,”
more appropriate than with fans.

Many vears of observation has shown that few electric
fans are voluntarily purchased prior to the first reai
hot spell of the new season. But when they want them,
thev want them in a hurry.

I :LECTRIC fans meet all the requirements of a

HEI\’E, then, is the procedure:

Arrange NO\W your source of supply. To help
radio dealers do this we have prepared the accom-
panving list of the leading makers of fans for domestic
use. Inasmuch as the dealer cannot anticipate what
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| Electric Fan Listing
(portables) |
| NAME oF TRrADE NUMBER Price RaNce DIAMETER, IN.
MANUFACTURER NaME oF MODELS Lowest HicHEST Min. Max.
Barber-Colnian Co. Barcol 4 $4.00 $5.75 6 8
Rockford, Iil.
Century Electric Co. Century 7 6.50 50.00 8 16
1806 Pine St., St. Louis, Mo.
| Delco Appliance Corp. Delco 7 6.50 36.50 8 16
Rochester, N. Y.
Diehl Mfg. Co. Dhehl 4 6.50 35.00 8 16
| Llizabethporty, N. J.
| Emerson Elec. Mfg. Co. Emerson 7 6.50 35.00 8 16
2018 Washington Ave., St. Louis, Mo.
Fitzgerald Mfg. Co. Star-Rite 3.95 30.00 7 16
Main Street, Torrington, Conn.
General Electric Co. General LElectric 3 6.50 35.00 8 16
Bridgeport, Conn.
A. C. Gilbert Co. Gilbert 7 2.95 17.50 6% 18
New Haven, Conn.
Graybar Electric Co. Gravbar 7 6.50 36.50 8 16
420 Lexingion Ave., New York. N. Y.
Knapp-Monarch Co. Monarch Hy. Speed 3 3.95 9.95 8 10
9500 Carbon Street, Belleville, Il
Peerless Electric Co. Peerless 16 6.50 35.00 3 16
740 W. Market St., Warren, Ohio
Robbins & Mvers Sales, Inc. R. & M. 10 6.50 35.00 8 16
Springfield, Ohio
Signal Elec. Mfg. Co. Signal 11 4.25 30.00 61 16
Menominee, Mich.
F. A. Smith Mfg. Co. ArticAire 1 3.50 8 8
187 Norih Water St., Rochester, N. Y.
United Electrical Mfg. Co. Eskimo 6 4.50 25.00 7L 16
Adrian, Mich.
Victor Electric Products, Inc.  Victor, Airplane, 2, 1500 . .. 12 12
712 Rea(/ing Road, Cincinnatt, Ohio Lunjinail'e
Wagner Elec. Corp. Wagner 4 6.50 35.00 8 16
6406 Plymouth Ave.. St. Louis, Mo.
Westinghouse Elec. & Mfg. Co. Westinghouse b 6.50 37.50 8 16
Mansfield, Ohio
Most fan manufacturers now use motors which do not set  radio set. The fan may, therefore, be run at the same time
up electrical oscillations causing radio interference in one’s  as the receiver.

the total demand will be, he should obtain from the
manufacturer the name of his nearest jobber. As a
general thing, the jobber must, and does, stock [ans;
the dealer buys for display and 10-day requirements only.

Included in the initial order should be a request for
window and store display materials. These cards and
posters should he carefully put away in anticipation of
the warm wave. In fact the wise merchant will plan
thetr exact use in advance. Furthermore he will see that
his salesmen learn all the talking points of their new
line and conduct a preliminary survev oi likely prospects.

As mentioned before, call in the newspape- man and
prepare a sertes of fan ads. These should be set and
plated, and a running schedule arranged—so that, when
the time arrives, all that the dealer has to do is to tele-
phone the one word, “Shoot”

In pioneering a new device the radio dealer alwavs

Radio Retailing, April, 1932

has had this advantage : his list of radio customers. This
list will, of course, be circularized the day the weather
man predicts, “Hot wave coming.” TIn fact, the telephone
canvass would be ideal at this time for a line like fans.
Then there is the ventilating, or exhaust, fan. DMost
concerns make one or more of this tvpe. They are grow-
ing in popularity every dav—and can be sold any time.
In the opinion of many meteorologists mild winters
usually are followed by an carly spring and a hot sum-
mer. Therefore, the expectation is that this coming
summer will open with unusually high temperatures.
Statistics show that 1f May and June prove to be unusu-
ally warm months almost twice as many fans are sold,
throughout the season, than is the case when the hot
weather holds off until August.
There's quick, clean profit in fans. Prepare now to
get your share. :
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A

What a
BARBER
and S other

MERCHANTS
DO
to make radio

a profitable

stdeline

kinds of dealers to make a radio husiness. This is the
story of five small dealers who are selling sets as a
sideline in rural districts and (we must admit) doing a
cleaner job than many of their larger. urban brothers.
Small as these outlets are, there is yet a lesson to he
learned through study of their sales methods. Constant
customer contact is the one thing that keeps them going.
And it is the one thing which will enable dealers every-
where to ride through the present economic storm.

IT takes all kinds of people to make a world—and all

v

C. MacDowarr 1s A BINGHAMTON BARBER. He
opened his clean little shave-and-haircut emporium in
northern New York over 30 years ago and then, one slack
winter season, discovered that he could utilize store traffic
to sell tobacco. For the next few vears cigar, cigarette
and pipe-tobacco sales grossed $83 to $120 a week.
Jecoming more ambitious, he took a whirl at fishing
tackle. This “flopped.” Anglers evidently preferred to
patronize sporting goods stores.

31

Ihen, m 1922 radio came along. Mac heard an early
model 10 Atwater-Kent in the home of a friend and
mstantly appreciated its potentialities. With true Scotch
cannimess he went to a local jobber, ordered one set, and
connected 1t up m his shop to get the public's reaction.
Tonsorial patrons proved interested so he went into the
radio business, selling 9 sets in the first short season.

Since then this harber-who-became-a-salesman has sold
421 radio reccivers. (75 in 1929, 51 in 1930 and 49 in
1931). He contacts his customers, one might say, while
applying hot towels. One sct is installed in the shop by
way of display but in addition this dealer has converted
the front porch of his nearby home into a demonstrating
parlor wherc most of the closing is done. He has had
as many as 32 sets in the cellar at one time, with 18 more
out on demonstration.

In the winter Mac gives most of his time to radio,
leaving a man to run the barber shop. In summer, barber-
ing takes most of his time. He does all his own install-
ing. services simple troubles and refers serious grief to
the jobber, carries all his own time payment paper and
makes collections himself. Because of lis many and

Radio Retailing, April, 1932
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Binghamton Barber

beside the tll and . . . .

varied contacls, trade-ins are always disposable at higher
than take-in prices.

“People come to my home for demonstrations more
readily than they would go to a store.”” says MacDowall.
“And once there they evince less desire to hurry away. 1
have plenty of time to sell.”

v

Harry C. Kark or HarpPURsVILLE, N. Y., IS AN
UNDERTAKER. He 1s also town clerk, politician, furniture
merchant and radio dealer. For the past 8 years he has
successfully competed with an automotive outlet, several
exclusive set shops and mail-order houses simply because
he is in constant contact with most of the people in town
through one or another of his activities.

He does a store bhusiness, maintaining a separate
establishment next door to his funeral parlor for furni-
turc and radio displavs. Prospects usually think of
him first purely hecause he is in the public eye whenever
they are in the market for a receiver.

v

Epwarp BartoN oF DBriseex, N. Y., IS IN THE FEED
BUSINESS. But in his mill office he has installed a set and
when farmers come in to buy grain or grass-seed thev get
a radio sales talk thrown in gratis.

Barton has worked the scheme with profit for miore
than 5 vears, his constant contacts with farmers standing
him in good stead, and, while distant prices have tempo-
rarily thrown a monkev-wrench into the works, he will
undoubtedly continue to serve the radio industry well in
his own, small way.

v

VERN STRUBLE SELLS AGRICULTURAL MACIHINERY tO
the better class farmers in and around Athens, Pa.

Radio Retailing, April, 1932

Vern, in the course of his major husiness, must conluct
cvervbody in his tervitory more or less constantly by
automobile and for seven years has talked radio as well
as machinery, carrying a sample at all times. \Where he
can’t sell one he sells the other. Sometimes he sells both.
In several instances he has made special radio trips carry-
ing a stock ol sets for immediate installation.

He mantains a display in a drug store but most sales
are made 1n the field, 50 per cent being hattery receivers.
The newer 2Z-volt tube sets will aid him materially this
year and with them he will undoubtedly mtroduce radio
into many farm homes which might otherwise remain
non-users for some time.

v

I'. B. CARKHUFF wWAS SUPERINTENDENT OF A MILK
peroT at Grand Gorge, N. Y., until recently. Farmers
from the surrounding district were accustomed to bring-
img milk to him for shipment and waiting around the
office for payment.

So Carkhuff converted a large closet in the office into a
radio salesroom, displaying a receiver, batteries, tubes and
accessories, and proceeded to run a modest business on
the side. Ilis sales, too, were chieflv batterv receivers.
about 60 per cent going to farm homes not having central
station electric service and he obtained this business with-
out stirring from his office. Here agam, contact turned
the trick,

v

Not every dealer can successfully juggle two or three
different lines at once, and not everyone wants to. DBut
most radio salesmen can increase their consunier contacts.
Canvass, carry stamps, join the “Elks”-—do something.

You can’t sell radio to people you don’t meet!

35

wwwW americanradiohistorvy com =



Reviewing the

Dance 424 Show Hit Records

by “Discus”

ECORD dealers shouldn’t complain this month about

the lack of popular music array. The “big three”
have some highly-thought-of releases: snappy show hits,
dance teasers, vocal best sellers and some excellent classic
sets and singles.

Columbia

Columbia’s merger with Grigsby-Grunow points to
enlarged activities in recording Dby this new concern:
The Columbia Phonograph and Radio Company, Inc.
Outstanding among this month’s releases are: “Dancing
on the Ceiling” and “Just Friends™ by our old favorite,
Ben Selvin and His Orchestra (No. 2618D); “One
More Kiss, Then Good Night” and “We’ve Got to Put
That Sun Back in the Sky” by Ted \Vallace and His
Campus Boys (No. 2613D); a low down “Business
F” by the irrepressible FFletcher Henderson coupled with
the Louis’ Harlem Stompers’ record of “‘Casa l.oma

" This Month’s Classics

VICTOR. The Philadelphia Orchestra’s record
of Tschaikowsky’s “1812 Overture” (Nos. 7499,
7500) is sensational. Play it for tone quality
demonstration.

The album sets: Mendelssohn’s “Symphony
No. 4 in A Major” (Italian) and Schumann’s
piano “Etudes Symphoniques” are appealing.
The La Scala Orchestra, Milan, plays the first
and the incomparable Alfred Cortot interprets
the “Etudes” This piano recording is really
great.

COLUMBIA. Lotte Lehmann, soprano, was a
big success in New York this winter. Push her
“Dich teure Halle” and “Gebet der Elisabeth”
from Wagner’s “Tannhaeuser” (No. G-4063M ).
Listeners will want her other records, too. Rich-
ard Tauber again with Hugo Wolf's “Heimweh”
and Schubert’s “Ungeduld” (No. G-4064M ).

BRUNSWICK. Brahms® “Symphony No. 4”
(Album No. 24) is a best seller. The same or-
chestra and conductor—Max Fiedler and the
Berlin Philharmonic Orchestra—now play the
second “Symphony in D Major” of Brahms.
Album No. 35 should repeat No. 24’s success.
Heinvich Schlusnus, baritone, sings two iovely

Hugo Wolf songs on disc No. 85010.
&
36

Stomp” (No. 2615D). . . . Of especial interest are the
six excellent recordings of excerpts from Gilbert and
Sullivan’s “Yeomen of the Guard.” These half-dozen
discs were recorded in England where authentic Gilbert
and Sullivan performances are the rule. Show Nos.
2607D to 2612D, inclusive, to lovers of “The Mikado,”
“Pirates of Penzance,” etc. . . . “Auf Wiedersehen” is
already a hit. Columbia has it on No. 2614, played by
Miclkey Alpert’s orchestra; the coupling is the familiar
favorite, “Rain on the Roof,” and Alpert’'s performance
1s as good as any we've heard.

Victor

The most recent long-playing record of the popular
variety is a potpourri of blues and hot stulf by Duke
Ellington and his orchestra: three numbers—“Mood
Indigo,” “Hot and Bothered,” “Creole Love Call”—ali
foxtrots (No. L-16006). . . . This Harlem organiza-
tion has a 12-inch (No. 36049) in the regular list “A
Creole Rhapsodyv,” in two parts, arranged for concert,
but it's danceable. . . . Two {oxtrots, “Sometime in
Summertime,” by Leo Reisman and His Orchestra, and
“That's Living,” by Waring’s Pennsylvanians, are al-
ready on the road to popularity. . . . The Jack Hylton
recordings—and they never should be missed either as a
straight record sale or for demonstrating a combination
—are “Time Alone Will Tell” and “I Believe in You,”
waltz (No. 22926). and two tangoes, “Jalousie” and “O
Cara Mia” (No. 22928).

Brunswick

Not content with the Boswell Sisters, Bing Croshy,
the Mills Brothers, Victor Young and Ben Bernie, this
concern recently signed up Guy Lombardo and Duke
Ellington.  And to top it all it has completed negotia-
tions with the English Decca Company, London, whereby
the discs of Jack Hylton and His Orchestra will now be
available.

Brunswiclk makes much of the 12-inch ($1.25) variety
of discs. The “Of Thee | Sing” twelve-incher was, and
still is, a great hit. Gershwin’s tuneful music has cap-
tured all of us and this disc (No. 20103) contains the
cream of the score. Guy Lombardo makes his Bruns-
wick debut with gems {rom Jerome Kern’s “The Cat
and the Fiddle.” Guy plays (with vocal trios) “Try To
Forget,” “She Didn’t Say ‘Yes,”” and “The Night Was
Made For l.ove”” On the other side of this clever
medley—expertly arranged, by the way—is “Between

(Please turn to page 477)
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Some radio reccivers seem to havs
8 lifelike quality not possessed by
others of the same manufacture. Did
it ever oecur to you that the

sparkle’’ of lifelike tone might be
found in expert

your radio

installation and
service? The Fair Store specializes
in installing Philco. Bosch, Majestic
and RCA Radiola receivers expertly.
Call Bingham 2176 and learn why—

|
l,

WHITE SPACE
“Small space ads (2 col, 5 inch), no art work, “It P"y’_m Have Your Radio
copy pitched in a conversational key, ard the fea- , Fair Store Installed”
turing of a slogan, has made these daily blurbs

il
i

S ingtally.

1 - B L]
R(: of p,(.{, Pail I

pull better than quarter pages,” declares Fred
Dodge, advertising manager of The Fair Store,

Binghamton, N. Y.

T'o Make GopULL

The Following Stations Were Received February th, from 7:10 F. M. to
12:40 A. M. on a Stock Model 1-31

Get the thrill |77
GENERALE ELECTRIC
FULL-RANGE RADIO

Other
of ) tu"i”y - in Foreign Conntries!
J ger-Ugs vlen® 3.
we one of !
FOREIGN STATIONS |-~
Used 6-ft. aerial at 1350 South Ogden. 61 Broadeast Wave
Lengths were received out of a possible $5. Only stations that

announced were recorded.

“The Set So Selective That There Is a

D o A D R e L T B

] You CAN With This New
.00
Stution on Every Line.”—MovEL H-31 ... ... .. .. .. 31 69"“07‘“ STEWART-WARNER
l;: srvo. . 7: g " TIME !
U RMTH

RYoe M. €ty
Deneve, ol
hout. luma

Rovend -the-World RADIO

Bring in all the world as well
5 the Ameriean broadcasting
stations  Here fare the
Tinent of radio wets pluk m short
wave qunverter—atl in onebes $
ful cabinet—and at u price

higher than that a«ked tor ordi

wary rudio sets. Superbetervdye

tubes, telerinion  rerpunsiv—
multi-an and  pentode

aet that will never becomr ohso.
lete!

Kanras 43y,
Larcds, Teu. &

Complete With Tubes

eireait,

Easy Terms—Home Demonstrations—Liberal Trade-In:

H. M. OLMSTEAD ELECTRIC CO.
et K SOuth 8329

THE PROOF OF THE PUDDING

“I’s what the set can do that counts,” “Not that every prospect will buy one but

writes H. M. Olmstead, from Denver. “This because, when the old copy no longer ap-

advertisement attracted unusual attention. In peals, the novelty of trans-Atlantic DX will

the twelve days following its appearance, bring ’em to your store—it did to ours,” says

twelve sales, attributable to it, were made.” Phoenix Radio, New Haven, Conn.
Radio Retailing, A4pril, 1932

FEATURE SHORT WAVE
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Dealers . .. Get Behind

Broadcasting Announcements

1711l Pave the I"ay for Calls

RESENTLED eclsewhere in this issue is the

outline of a campaign—instituted by Radio
Retailing—to better reception and, as a direct
result, increase dealer sales.

This cooperative movement is unusual in many
respects. Because of its scope and constructive-
ness, and the national broadcasts and printed
word publicity which are already marshalled be-
hind it, every radio dealer in the country should
make up his mind to fulfill his part in this plan.

This is the first time that the big chains have
publicly recognized the importance of the radio
merchant as the logical field contactor, circula-
tion and good will builder for the broadcasting
interests.

For the past two weeks NBC and Columbia
announcers, and the editors of this magazine—
spcaking over nationwide hook-ups—have been
telling YOUR customers to “Call on your local
radio dealer and have that set of yours recondi-
tioned.” These announcements will be continued
throughout April and May.

The live dealer will develop his own local plans
to supplement this cxceptional campaign for bet-
ter reception—at the receiving end of the broad-

v

You Dealers are Being Featured
PROFIT FROM THIS CHANCE

It costs $3,000 for 15 minutes use of the air
over a national hook-up. Between $15,000 and
$20,000 worth of program time was donated to
the radio industry last month—telling set own-
ers to consult their local radio dealer. And
even more broadcasting time is scheduled for

April.

What a “break” for the dealer. Make the

most of it. Now it’s up to you.

Radio Retailing wants to hear from you.
What do you think of the plan? How may it
be improved? How are you tieing in with it?

A

— Other Comment

casting circuit.  He will do this through store and
window displays, newspaper advertising, by sell-
ing the idea to his local station and, especially, by
calling at the home of every set owner in town. At
the front door he will call attention to these
broadcasting messages and inquire as to the opera-
tion of the set. Because the housewife or husband
has received this advance notice of his visit, a
more than cordial welcome should await the
dealer, salesman or serviceman who makes these
calls.

I/ hat the Plan T i1l Mean
T IS CONSERVATIVELY estimated that

fully 90 per cent of all sets, or set installations,
need reconditioning or reconstruction. For the
radio industry, therefore, this ‘“rejuvenation”
campaign will mean :

a. Lmployment for service men.
profitable servicing business.
set sales.

Increase of
New contacts for

b. Sale of tubes, condensers, resistors, rheo-
stats, coils, antennas, etc.

c. Appreciation of tone quality in radio and rec-
ognition of the value of the new sets with im-
proved tone fidelity.

Danger Ahead

HE electrical industry is wondering today

whether the many new manufacturers, dis-
tributors and dealers coming rapidly into the re-
frigeration field constitute a threat to that profit-
able business, according to our contemporary,
Llectrical Merchandising. “There is an indication
of such a possibility in the low prices announced
by the new manufacturers and the rumors current
as to the price policies of the industry’s leading
makers . Many of the recent recruits to re-
frigeration come from the radio trade,” it con-
tinues.

But the threat is not so much from the entrance
of radio men, it would appear, as from the danger
of too rapid expansion. Manufacturers who may
now be stampeded into low prices by the threat
of competition and dealers who may stock heavily

Radio Retailing, April, 1932
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1"his Nationwide Plan

by the Editors .

in the belief that price alone will sell refrigerators
are equally a menace to what is today a profitable
structure.

HE sound reason for lowering prices is to

expand markets, Llectrical Mevchandising
concludes. Otherwise, it is a profitless struggle
over a declining volume. Lower prices will not
greatly expand the market for refrigeration. We
know the market for 1932. Tt is approximately
1,000,000 domestic refrigerators. We know that
this market can be sold only by the same consist-
ent sales and advertising pressure that has built
the husiness to it present size.

The attempt to expand this market as rapidly
as it is possible to expand manufacturing and dis-
tributing facilities will bring overproduction which
will inevitably climinate the dealer, erase manu-
facturing profits and leave the distributor on the
rocks.

Blind Better than Bonfires
EPRESENTATIVES of the blind in New

York have been in touch with Radio
Retailing to protest against the destruction of
radio trade-ins by bonfires.

Such bonfires, they point out, produce only mo-
mentary spectacular notice, while destroying
workable sets which would still give lonely blind
persons many happy hours.  Why not present
these serviceable sets to responsible institutions?

I hy I ait Farmer?

NE of the chief deterrents to the sale of low-

drain battery receivers in rural districts is
the belief, common among farmers, that clectri-
fication is “‘just around the corner.” They see
cross-country distribution lines and assume that
local service will come next.

Dealers operating in such areas would do well
to familiarize themselves with the expansion plans
of the power companies. It will be found that
many farm homes are quite outside the area likely
to be clectrified in the next few years and this
information, relayed along to prospects, will help
sell modern battery sets.

Radio Retailing, April, 1932

It
\

Traces Seven Overhauling Jobs

to Caldwell’s First Radio Talk

Will “Radio Retailing’s” campaign for better-
ing the operation of scts producce results? The
following letter, written three days after the first
broadcasting gun was fired, supplies the answer:

Gentlemen,—

We want to express our appreciation for
O. H. Caldwell's 1alk of Saturday evening,
March 12. No less than seven general over-
haul jobs in the last two days have been di-
rectly traceable to this radio specch, as well
as considerable cusiomer comment which,
though less concrete, is neveriheless very
valuable.

I. Russell Brownell
The Browntnr Rapro Lass., St. Charles, Mich.

v

Your Customers are Not Gelling

10070 SATISFACTORY RADIO

If their musical programs are marred by
clicks, buzzing, roars, squeals, gunfire.

If they do not hear the rich, low notes and
the brilliant highs exactly as played in the
broadcasting studio.

If they cannot receive clearly, and with good
volume, all the nearby stations their neighbors
hear.

“Rejuvenated Radio Reception” means: no
electrical interference; full-range reality of tone;
clear signals from favorite stations.

A
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’I‘HE possibilities of the “filter” game occurred to me
long ago but it took this continued depression to make
me tackle it. So I am, it seems, indebted to hard times
for getting me started in a new husiness which hids fair
to lash straight scrvice work to the mast insofar as re-
muneration is concerned.

Last month I placed a one-inch ad (reproduced on this
page) in a local daily paying in advance for one week’s
insertions. Eighty people, believe it or not, responded,
indicating that there is much interest in the elimination
of radio racket. Out of this lot I have already obtained
a full week’s work, $101 clear and plenty of prospects
left.  The field seems to be wide open.

Mr. Preston, publisher of the “Herald-Traveler,” %as
the first customer to respond to the ad. T silenced radio
interference at his residence at 246 Beacon street for
$143.50. “Tobe” Filterettes—$120, labor—$21, material
—$2.50. The work involved two electric refrigerators, 2
electric furnace stokers. elevator motor, vacuum cleaner,
washer and radio rotary converter. Preston is completely
satisfied, both with my work and with the bill. He will
undoubtedly prove to be one of my hest sources of busi-
ness in coming months, recommending me to his
numerous friends.

A. J. Crowley, prominent realtor, owns property on
Brattle Street, where interference was so had that ad-
jacent radio stores were unable to demonstrate sets. The
seriousness of the situation may he hetter appreciated
when it is known that Crowley’s property is in the heart
of the local radio district. e filtered to the tune of
$50 net profit, equipment being furnished on a cost

40

says

Minot A. Simmons

Boston technician
nets §101 1712 one week

by selling filters

%)‘;M&, Bu&-?»ual
o> infrtenalion call Xof 7567

This one inch ad. running for a week in the
“Herald-Traveler,” brought in 80 prospects

basis. Did a job on the blower motor and pump motor
of his oil-burner, effecting a complete cure. Funny thing
local radio dealers didn't clear up this trouble long ago.

The occupants of L. S. Thierry’s building at 296 Mt.
Auburn St., Watertown, threatened to move unless he
quieted down radio interference in the building. He
turned out to be my third customer. A $19 job on the
oil-burner turned the trick and Thierry’'s comment to me
after the job was completed is typical. He said: “T’d
have had the thing fixed long ago if T had known it was
so easily possible”.

My experience to date has convinced me I can con-
sistently make money in the radio interference climination
business. By specializing in the work I believe 1 can.
from my little shop, get better immediate returns than
are possible in regular repairs at the present time.

I think I’ve found a new, and profitable, business.

Radio Retailing, April, 1932
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cannot be eliminated by ordinary methods
when installing auto - radio. The usual
method of reducing this sparking is to
remove the rotor, flattening the end of the
contact in order to lengthen it slightly, but
this is at best only a temporary measure.

To make a more permanent job I sand
the contact of the rotor and apply just
enough solder to cover the tip end. Then,
the rotor tip is marked up with white chalk
and the part replaced in the distributor
housing. By turning the starter over sev-
eral times with the ignition off the rotor
is made to revolve and upon removing it
from the housing ‘inspection of the chalk
mark shows where filing is necessary to
insure a tight fit.

+

Boosting Aircell Voltage
By Dana B. Iecbner

Here's a kink on the “Aircell” battery.
When the unit begins to drop in voltage
add a 1% volt drycell in series with the
negative side, inserting a rheostat in this
lead to keep the overall voltage within
bounds. This will add about a hundred
hours more to the life of the Aircell as
there is usually plenty of amperage left in
1t even after the voltage falls off.

+

Flexible Continuity Meter

By W. T. Golson

The continuity test meter shown in the
accompanying diagram will read not only

circuit-to-ground but will test even a.c.
filament transiormer windings for shorts

The meter is a
scale instrument with a

between turns and core.
Weston 0-1 Ma.

series variable resistance for full scale
adjustment before using.
When  checking  filament  transformer

windings set switch No. 1 at LR and switch
No. 2 at the 3 ohm tap. Sct the variable
resistor to read full scale on the meter and
the instrument should then show a reading
ol 0.98 mils. for a 2.5 volt supply winding,
0.96 for a 5 volt winding. FFor 15 ohm
center-tapped resistors a reading of 0.4 to
0.5 mils. should normally be obtained.
Power transformer primary windings will
read 0.2 to 0.3 mils, if ok.

5,000 ohms Iv?/l
20000 otums DL/
(1] W p—
22} volts “R
——“I'—r—;wﬂ‘ch Switch S50hms

No.7 Mo.2
14 volts

Prods

With switch No. 1 at HR and No. 2 in

the open position (center) resistors and
r.i. coils of from 10,000 to 1,000,000 ohins
may be checked. 10,000 ohms will recad
0.7 mils., r.f. coil primaries from 0.3 to 0.4
mils. For high voltage transformer wind-
ings set switch No. 1 at LR and leave No.

2 open. Readings should be from 0.7 to
0.8 mils. Half windings will show 0.3 to
0.4 mils.

With switch No. 1 at LR and No. 2 at
55 test all circuits going to ground not over
1,000 ohms. With No. 1 at LR and No. 2
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at the open position test all audio, input
and output transformers, also dynamic
speaker feld coils.

+

I.F. and Broadcast
Frequency Oscillator

By Paul G. I'recd

Aun oscillator for intermediate and broad-
cast frequencies, made of A-K parts, has
been in satisfactory use in our shop for
some time. It works from any 110 volt,
60 cvele line without batteries. The har-
monics of the 100 kc. oscillating {requency
arc used for the broadcast band. Practi-
cally any intermediate frequency can be
ohtained. Once the dials of Cl and C2 are

_ Cloth covered
/000‘7!2

T

calibraterd the desired frequencies are avail-
able whenever needed.

It is well to check the settings cach day
before using the oscillator. Simply con-
nect the mstrument to a standard receiver,
known to have accurate dial settings, and
readjust C2 to take care of any calibration
inaccuracy. For example: if setting dial
of CI to read 38 and sctting dial of C2 to
read 34 gives a frequency of 100 kc. then
from day to day C2 may have to be varied
to get really accurate results.

Parts shown are as {ollows:

1]

0005
25 W famp

L1—A-K part No. 18160 (list 31)
‘No. 0
(list $1)
b , $0,000 ohms, (list $J
R2—No. 11250, 10,000 ohms, (list $1.10

C1—17 plate condenser
C2—3 plate condenser
C3—.0005 condenser
V1—71-A ty9oe tube
V2—25 watt lamp

Mount L1, 1.2 and L3 by running a brass
bolt through the center of these coils, 1.1
on top. L.2 in the center and .3 on the hot-
tom. Be sure the windings run in the same
direction or the oscillator will not work.
Make all leads as short as possible.

’.
Shielding Tubes
Bv I'rank L. Bowers
To shield a detector or other tube from
parasitic fields, wind Stiktape on the bulb,
with each successive turn overlapping the
other. Ground the end of the metallic

tape and the job is done.

+
More About Dirty Sockets
By J. Richard Kearns

1 have seen quite a few suggestions for
cleaning tube socket prongs, including
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sandpapering, oiling and scraping with
glass but no serviceinan has thought of
using a wire bristle brush, apparently.
Such a brush is particularly effective.

S. R. Rich, in Radio Retailing’s July
issue, suggested the use of a No. 6 machine
screw. This is a good stunt but the screw
should be equipped with a convenient han-
dle for best results, A piece of metal
about  in. wide and 7 or 8 in. long, with
a hole drilled in one end, in which the
screw may be held with the aid of a nut
and lock washer, is suitable. The handle
should be bent at a 90 degree angle ior
best results. ’

I use a length of “Erector” toy for this
purpose. Incidentally, heing of a good
grade of steel and conveniently drilled, this
material makes excellent brackets for all
sorts of purposes.

Improving Small Irons

A L. Kewmp

Some of the smaller electric irons do
not hold heat enough for good soldering.
Wrap about three layers of sheet asbes-
tos around the heater portion of such an
iron and fasten it tightly in place with
bare copper wire. The iron will lheat
quicker, get hotter, and the asbestos cover
will also act as a guard when soldering
near coils and other inflammable parts.

+
Tightening Loose Knobs

By W. C. Rhettenback

When knobs on RCA or Philco re-
ceivers loosen on the shaft this is usually
due to weakening of the small spring which
is supposcd to maintain tension. Slip a
split, spring washer, such as is used for
8/32 screws, into the slot between the knob
and the shaft and the dial will be tighter

than originally.
+

Pickup Connection
By M. A. Porter

Sets using a type ’'27 detector may be
equipped with a pickup connection quite
casily, with the detector providing some
audio amplification in addition to the regu-
lar a.f. amplifier. Open the cathode lead
of the detector circuit below the by-pass
condenser and run two wires to both con-
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tacts oi a toggle switch and then on to
tip-jacks as shown.

Plug the pickup into the jacks. Opening
the switch places it in the circuit while
closing restores the normal radio circuit.
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EXHIBITS OPEN MAY 23
MAIN MEETING WEDNESDAY

Prominent Speakers and “National Clinic,” Features

Prominent speakers, a “national clinic’
on our vital problems and unique enter-
tainment will be the outstanding charac-
teristics of the industry's “Sixth Annual
Trade Show and Eighth Annual RMA
Convention.” Chicago again will be the
meeting ground for this conclave, with the
Stevens and Blackstone hotels as official
headgnarters.

Leslie I'. Muter is chairman of the Con-
vention Committee. Details of the pro-
gram for each day, Muy 23 to 26 inclu-
sive, were presented by Mr. Muter to his
aides, and to the directors of the Radio
Manufacturers’ Association, who met at
Chicago the fore part of last month.

The principal meeting of the convention
is scheduled for Wednesday morning, May
25. The “clinic” opens on Tuesday morn-
ing. This latter affair is to provide an
opportunity for dealers and jobbers to
“have the floor” and to express themselves
frankly as to industry conditions, and to
ask questions of the manufacturers.

Further facilities for visiting dealers and
jobbers will be provided by the National
Association of Radio, Refrigeration and
Electrical Distributors and by the National
Federation of Radio and Electrical Asso-
ciations. Aleetings of these organizations
will be held during show week.

The Exhibits

Note that the new lines will be dis-
played earlier this vear. The latter part
of May, instead of the middle of June,
was chosen because of the political situa-
tion.  Many new models should be available
for the special demand for sets which
precedes the holding of the Democratic
and Republican conventions.

Despite the depression, many manufuc-
turers have reserved larger exhibition
space than formerly. Fven at this early
date over 70 per cent of all available show
space in the Stevens exposition hall has
been spoken for. All the prominent, and
most of the lesser, sct, tube, television,
parts and refrigeration concerns will he
represented.

Music Merchants Postpone
Convention Until 1933

Acting upon the results of a question
naire sent by the executive office to the
citire membership of the National Asso-
ciation of Music Merchants and a vote
of the Board of Control of the organiza-
tion, President \Weeks announces that the
annual convention scheduled for May or
June of this year, will he postponed to 1933
when it will doubtless be held in Chicago
at the time of the World's I'air.

President Weeks makes it clear that this
decision is solely for the purposc of con-
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servation of resources at a time of extru-
ordinary business conditions. It indicates
no lack of interest on the part of mem-
bers. Furthermore, Mr. Weeks announces
that the activities of the association wiil
continue in exactly the same manuer as
heretoiore, looking toward the holding of
the largest and best convention in the
history of the Association in 1933,

It is probable that a mecting oi the
Joard of Control of the association will be
held in New York carly mn June. 1i this
is done, it will be confined to one day and
will be open to all members of the associa-
tion who wish to attend.

Cuckoo King Goes Hollywood

Raymond Knight, famous radio star,
is now heard on the Kelly Springfield
broadcast Sunday evenings, over
WJIZ and associated stations at 9:45
p.m, ES. T, in “Making the Movies.”
The photograph shows Ray filming
the famous radio drama, ‘““The Haz-
ards of Ifelen”

De Forest Purchases Jenlkins
Television Assets

At a stockholders’ meeting held on
March 11, the Declforest Radio Company
was authorized to purchase the assets of
the Jenkins Television Corporation. Ac-
cording to Leslie S. Gordon, president of
hoth organizations. this move will effect
marked savings in the operations under
joint management, as well as facilitate the
more rapid development and exploitation
of the television art. The consolidation
of interests completes the plans of the
DeFForest Company. begun with the acquir-
ing of a controlling interest in the Jenkins |
Corporation through an exchange of stock,
some two ycars ago.
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I'he News of the Month

Clarion Chassis and

Speakers Now Available

Convinced that there is a large and re-
ceptive market for separate chassis and
speakers, Ross D. Siragusa, president of
Transiormer Corporation of America, an-
nounces that these items will now be avail-
able for dealers to retail in the same man-
ner as sets.

“Of the 17,000,000 radios now in use,
approximately 11,000,000 are obsolete,”
states Mr. Siragusa. “But many of these
obsolete chassis are housed in cahinets of
great beauty and cost. so great indeed that
the owners refuse to give up their hand-
some cabinets even for the advantage of
modern reception. The one way to reach
this large class of dissatisfied users is to
offer them a new chassis for their old
cabinet.

It is believed that this plan will open up
untapped sources of revenue for the dealer
and that it has the following advantages:
no trade-in allowance involved; most sales
will be for cash; the dealer will secure the
old chassis, for salvage of parts or resale;
can huy chassis “less tuhes”; in a position
to handle special installations, where no
cabinet is required; a chance to contact old
customers.

Kent Auditions to Continue

A sixth National Radio Audition, with
first-place prizes of $3.000 each for the
young man and young woman singers rat-
ing highest in their respective groups, is
announced by the Atwater Kent Founda-
tion.  Additional prizes aggregating an-
other $5,000 will go 1o the four young men
and four young women who survive as
runners-up in the final audition.

In announcing the decision to continue
through 1932 its annual quest for the best
voung vocal talent in the country, A. At-
water Kent, president of the Foundation,
stated that the impetus given to musical
interest throughout the country hy these
auditions and the progress demonstrated
by the young artists who have participated
have heen such as to convince the Founda-
tion that these contests constitute the most
valuable contribution that body can make
to America’s civic and artistic development.

Kolster Production Increases

Production of Kolster sets has speeded
up materially since the completion of ar-
rangements with the Westinghouse Elec-
tric  Supply Company to distribute the
Kolster 1932 line. More than 100 em-
ployees have Deen added to the working
force at the Kolster plant in Newark.

Acceptance of the Kolster International
sets is facilitated by the close identity with
the company of Dr. Frederick Kolster,
formerly physicist of the United States
Department of Standards and originator of
the Kolster radio compass.
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the Trade Show

Condensed for the Busy Reader

New York, N. Y.

Show and Convention in Capable Hands

Last month, the above RMA members met in Chicago to put the finishing

touches on the Trade Show

Thus

plans.
a good time

Beatty, Frankel, Simpson and Olson.

They’'ve been

throu’gh the mill bhefore.

] is assured for all
Back row, left to right: chairman Leslie Muter and Messrs. Flanagan, Galvin,

In the foreground, E.

N. Rauland and

Bond Geddes.

Interesting in Records
Reviving

M. J. Siegel, president of the Bruns
wick Record Corporation, manufacturers
of Drunswick, Vocalion and M\elotone
Records, and of the American Record Cor-
poration, manufacturers of Perfcct, Banner
and Romeo records, is certain that record
sales are staging a comeback.

“The future of the record husiness is
brighter right at this time, than it has heen
at any time since the peak year of 1929
he states. “This opinion is based not only
on our own observation, but is confirmed
in the number of letters we are receiving
daily from dealers all over the country
showing a definite awakening of interest in
the record business. Many of these letters
are accompanied by orders from dealers
who have not stocked any of the newer
records for several years.

‘This awakened dealer interest has been
created by public interest in the new
artists that have been introduced on records
in recent months. Where one vear ago it
was difficult to get an adequate sale of a
record by any singer or group of singers,
the situation now is completely reversed,
and at the end of each month we find that
among the top sellers are such artists as
Bing Crosby, the Mills Brothers and the
Boswell Sisters. \lost of these are com-
paratively new mnames to the record
mdustry.”

“Hit the Ball” Contest

What will probably be the world’s great-
est “Hit the Ball” contest is now in full
swing as four leagues consisting of Ma-
jestic dealers in Missouri and Kansas get
set to compete with “Old Man Quota.”
Dealers all over the territory have been
organized into teamns and will do battle to
decide who among them shall he known as
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the League Champions and get the silver
loving cup that goes to cach lcague.

Each reirigerator sale is going to be
chalked up as a score. The team scoring
the greatest percentage against their quota
will bhe declared League Champions. The
five leading salesmen in each league will
be known as “Hard Hitters” and will
receive special honors.

To Deal in Specialized Service

The United Co.,, 9418
Almond  St., has been
tjormed to reunder specialized wholesale
radio service for dealers on power pack
equipment. It will offer prompt service
unconditionally guaranteed for a period of
a vear. Dan Kennedy, a certified service-
man, is manager. Stations have been es-
tablished in San Francisco, Qakland, and
San Jose.

Radio Service
Oakland, Calif.,

CHARLES
STRAWN

In charge of
refrigeration
sales for
Stewart-1Varner

MARK SMITH

Now heads nezwly
orgairised Radio
Television Co.
Los Angeles
ECright)
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ASSOCIATION NEWS

V. H. Maurer is the new president of
the Wisconsin Radio, Refrigeration and
Appliance  Association, of Milwaukee.
A. Van Antwerpen will head the jobbing
activities of this organization while \W. F.
Seemuth will look after the dealer interests.

The San Francisco Service Engineers
and the San Francisco Service Managers'
Associations have consolidated to be known
as the San Francisco Radio Servicemen,
an affiliation of the Pacific Radio Trades
Association. The following officers have
been elected : president, Collis B. Williams.
service manager, Hale Bros.; vice-presi-
dent, Arthur TFylling, service engineer.
Sherman, Clay & Co.; secretary-treasurer,
J. Edward Jomnes.

All the officers of the East Bay Radio
Service Managers’ Assn. have heen re-
elected. They are: president, I'red Brandis ;
vice-president, Fred Hardy, and secretary-
treasurer, Al Ahronian, all of Oakland,
Calif.

DISTRIBUTOR DOINGS

Stewart-Warner radio distribution in the
Minneapolis territory will, in the future,
be handled by MarsuaLL WeLLs Co., Du-
luth and Minneapolis. This territory has
heen serviced by Winne Sales Company.

\WENGER-BrLL Co., distributor of radio
parts and accessories, Oakland, Calii., has
opened a branch in San Francisco at 1270
Mission St.  The branch is under the man-
agement of John Shaw, formerly of
Universal Agencies.

Staxparn  TRANSFORMER CORPORATION,
Chicago, announces the appointment of the
following sales representatives:

Marthens, Schroter & Company, New
York City, to cover Metropolitan New
York.

Arthur S. Detch, Portland Ore., to cover
Washington, Oregon, Idaho and Montana.

F. H. SteINING, professor of mechanical
engineering at Pittshurgh University, in
charge of their course in refrigeration en-
gineering, has been appointed general man-
ager of the refrigeration department for
Hamburg Brothers, distributor of Majestic
products in wvestern Pennsylvania.

ArLL-ANERICAN Momawk DISTRIBUTORS.
Ixc., has been organized in New York
City to merchandise Mohawk refrigerators
and Lyric radio sets in the metropolitan
district. The personnel of Steelman, Inc.,
has been taken over “en bloc” in this new
set-up.

WHhoresaLE Rapio Service Co., New
York, moves to larger quarters at 100
Sixth Avenue. This is its third expansion
in five years.

Worre Rapio Co.,, New York, will act as
exclusive representative for the Pilot Radio
and Tube Corp. This deal re-unites busi-
ness friends of long standing.



Caldwell Fires First Gun

His Majesty, the Majestic
Bear

Referring, of course, to the papier
mache animal on the right. But, on
the other hand, you might call Henry
S. Nelson, ‘mew business” salesman
for the St. Joseph, (Mo.) Railway,
Light, Heat & Power Co., a bear of a
salesman. He sold 21 DMajestic re-
frigerators in six weeks.

Stewart-W arner Enters
Refrigeration Field

A line of electric refrigerators is an-
nounced by the Stewart-Warner Corpora-
tion, Chicago, makers of electrical products,
radios and automotive parts, since 1906.

Production, already under way, is for the
present being limited to three models for
household installation.

Distribution is to he effected through
authorized jobbers, and the present radio
distributor-dealer set-up will provide the
nucleus for its marketing organization.
At a recent distributors’ meceting, held at
the factory, the new reirigerator models
were received with great enthusiasm.

A separate division has been organized
to handle refrigeration sales. W. J.
Zucker, general sales manager of Stewart-
Warner, has appointed Charles \WW. Strawn
as sales manager of the refrigeration divi-
sion. Mr. Strawn has a wide acquaintance
among distributors and dealers, having
served as manager of the Stewart-\Varner
wholesale radio division, as divisional man-
ager for Lyon and Healy, Chicago, and as
general manager of both the Cleveland
and DBuffalo branches of Wurlitzer.

Engineers to Cooperate

In the development of motorcar radio,
the RMA Engineering Division is plan-
ning to cooperate with the Society of Auto-
motive Engineers. The growing popu-
larity of motorcar radio and, engineering
problems i1 its development make co-
ordinated action between automotive and
radio engineers desirable.
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“CALL IN YOUR

RADIO DEALER™

SAYS EDITOR OF RADIO RETAILING

“Rehabilitation” Speeches, Over NBC
Chains Should Also be Broadcast from Local Stations

“The broadcasters are spending $35,000.000 a vear on talent and programs

alone to interest and pleasc you.

They have spent other millions on modern

station apparatus to deliver their programs to vou in perfect condition technically.
But vour ability to hear and enjoy these broadcasts will depend upon the condition

of vour radio set,

A telephone call to your nearest radio dealer will put your

radio reception in the best possible condition, quickly and inexpensively.”

NEW JOBS FOR

DUANE WANAMAKER

For the past five vears vice-president of
Grigshy-Grunow, Mr. Wanamaker now
joins United Air Cleaner Corporation as
director of sales promotion. He will work
closely with F. IF. Paul, general sales man-
ager of the Sentinel line.

C. C. CHoaTE

An experience which, in variety and ex-
tent, is hardly paralleled in the reirigera-
tion industry is brought by C. C. Choate‘
to his new position as southern sales rep- |
resentative in the refrigeration division
of the Grigsby-Grunow Company.

J. M. CartwrIGHT

Is now direct factory sales representa-
tive to southern distributors with head-
quarters at 1349 Vinton Ave.. Memphis,
Tenn. Mr: Cartwright formerly was gen-
eral sales manager for Supreme Instru-
ments Corporation.

Wrrriay MasoN BalLeEy

Formerly with the Wireless Specialty
Apparatus Company, of Boston, Mr. Bailey
is now chief engineer of the Dubilier Con-
denser Corporation, New York City. For
many vears this engineer has specialized
in condenser design and production prob-
lems, making an exhaustive study of mica
condensers and their applications at all
{requencies.

Leo RaviTT

A veteran in the ranks of the Grigsby-
Grunow organization, he has recently been
transferred to the western territory where
he will devote his full time as sales rep-
resentative for Majestic refrigerators.

!
E. A. NorTOXN i

Now functioning as general manager,
Westinghouse refrigeration division for |

Ray Thomas, Inc., well known L. A. dis-
tributor. He 1s considered one of the most |
experienced electric supply executives on
the Pacific Coast.

Avrrep H. Horore

As engineer in charge of the receiver
division of the Del‘orest Radio Company.
Has been identified with American Tel. &
Tel. developing mput equipment.
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These remarks—which will act as a
direct and immediate stimulant to the
business of radio dealers—were delivered
over an extensive NBC hook-up, by
Orestes M. Caldwell, editor of Radio
Retailing, Saturday evening, March 12
They constituted part of a 12-minute ad-
dress—the first of a series of similar
nature—designed to point out to the
listener the wisdom of having his set in-
spected or “rehabilitated” by his local
dealer. (See feature article and editorials
m this issue which detail this plan.)

Dealers who tuned in on the Blue net-
work Saturday evening, March 19, or on
the Red networks the Mondays of March 21
and 28, at 6:45 p.m., heard Mr. Caldwell
again stress the need for having one’s set
inspected at frequent intervals.

Other excerpts from Caldwell's opening
address, which local stations will be glad
to feature if the dealer explains how this
plan will help listener interest, follow :

“Is vour radio set bringing in the sta-
tions you want to hear—clearly, distinctly
and free of irritating noise? If not—or
if vour radio reception is anything short
of “perfect,” rest assured the trouble is
in vour own receiving set or vicinity and
can bhe casily corrected. For the broad-
cast programs sent out by modern radio
stations come to your antenna crisp and
sparkling, and reproduce faithfully every
note and whisper in the studio.

“Unless vou are getting reproduction
that ‘sounds just as i{ the players were
in the room’ with you, vou are not enjoy-
ing the wonderful 1932 radio that is there

| right above your roof, and can be had for

the taking.
“So, ask yourself these questions:

“. Do I hear clearlv, all the stations
that my neighbors hear?

“If not, perhaps vour antenna or ground
need rearranging. Or vour radio set may
need new tubes, or some minor part, easily

replaced.  Your nearest radio dealer can
quickly fix it up for you.
“2 Are there irritaling noises 1 iy

sel which interfere with its enjoyment?
“If so, these may he caused by some
nearhy source, or some faulty part in your
set. In either case your nearest radio
dealer can undoubtedly correct the trouble.

“3. Does my set sound Huny, lacking in
reality, and in the enriching bass notes?

“If so, you are missing the wonderful
radio music of 1932, Your nearest dealer
can adjust vour set or supply vou with an
adequate modern sct at low cost.”
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One Boss—Two Crews

(Continued from page 23)

supervisor regard it as absolutelv essential.
are generally extended over a two-vear periad.

A few refrigerators have been sold under the 25-cents-
a-day meter plan, but not many. More than 95% of
the sales are for boxes of more than four cubic foot
capacity. DMoore does not regard it feasible to use the
meters on anything larger than this size due to the greater
investment in more spacious hoxes, making it necessary
to collect at the rate of more than a quarter a day. .\l
service on refrigerators is handled through the local dis-
tributors.  Thus. unlike radio, the store’s joh is only that
of selling and collecting.

Payments

OORE warns radio dealers who go in for refrig-

eration not to neglect their radios. Each must
receive a fair share of attention. The two types of
merchandise conibine admirably, he believes, and it is
unwise to consider one more important than the other.
If the dealer lacks the experience necessary to hring
refrigerators to the fore or if greater effort in this direc-
tion would detract from his effectiveness in sclling radio,
he should get a fully experienced. aggressive man to
handle the new department.

This vear, while not relaxing radio selling effort in
the least. he is looking forward to the sale of at least
2.000 refrigerators. with the average sale running in the
neighborhood of $230. Nlore than that. he expects to sell
a goodly number of washers and other appliances which
are now heing added. If husiness conditions warrant it.
additional branches will be opened in Philadelphia and
Camden (N. J.) this vear. As this is written, a fourth
store has just opened, and one of the old ones is moving
to a more favorahle location.

Davis is lining up his refrigerator force for a drive of
the most intensive sort during the Big Selling Season that
comes with warm weather. Moore is working his radio
men overtime to get in all the sales he can while cold
weather holds.

Reviewing the New Records

(Continued from page 36)

the Devil and the Decep Blue Sea,” introducing “Blues
in My Heart.” All of which is superbly recorded on
12-inch disc No. 20104. . . . Red Nichols and His Five
Pennices do old favorites in a new manner: “Clarinet
Marmalade” and “Sweet Sue. Just You.” You don't
need to be told about Red's popularity. The number:
6266. . . . Connie Boswell, divorced for the nonce from
her warbling sisters, sings, “I Cried For You” and “I
Can’t Belicve That It’s You.” No. 6267 is especially
appealing. . . . As the Brunswick advertising manager
savs, “There’s enough in the first few grooves of ‘Fall
ing in Love With You,” by the Casa T.omas (No. 6263).
to sell the record.” He’s right. “You're Still in My
Heart” is the coupling. . . . When your customers ask
for real tangocs. give them No. 6264 : “Carina Gaucho”
and “Caminito,” played in the authentic manner by
7Z1to’s Tango Orchestra. . . . . Another Lombardo num-
her, which would be a crime to forget, is “Too Many

Tears”; the Turk-Ahlert hit. “Love, You Fuunv
Thing” 1s the coupling of No. 6261. . . . For insinuat-
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ing rhythms, hot effects and unimpeachable tempo.
demonstrate the new Duke Ellington “It Don’t Mean a
Ihing (Ff It Ain't Got That Swing) ™ and “Rose Room”
record (No. 6263).

The Show Hits

Victor has the scoop this month with first publications
from two of Broadway’s latest shows. IFrom “Through
the Years” come “Drums in My Heart” and “Kinda
Like You,” by Leo Reisman’s orchestra (No. 22913),
and from “IFace the Music” we have “Soft Lights and
Sweet Music,” a melting foxtrot, and “Let’s Have An-
other Cup O’ Coflce,” by Waring’s Pennsylvanians ( No.
22936). Another disc by the Warings from “Face the
Music™ is “On a Roof in Manhattan” and “I Say Tt’s
Spinach ” (No, 22939). . . . And from Ziegfeld’s roar-
ing “Hot-Cha” comes “There I Go Dreaming Again”
and “You Can Make My Life a Bed of Roses” (No.
22937). George Olsen and His Music provide stirring
interpretations. . . . Last but not least there is Maurice
Chevalier’s latest “What Would I Do?” and “Oh That

Mitzi” from the Paramount picture “One Hour With
You.” No comment needed, Maurice ; except the num-
ber: 22941.

... . Pity the dealer who can’t sell these records!

Interferes aith Interference

L4
N AN illustration of the fact that local interfercnce

can be eliminated—if properly attacked—note some
of the more recent “cures” effected by I'red D. Rowe.
radio interference investigator for the Pacific Radio
Trade Association :

Three large generators in a power house were creating
enough noise to blanket reception of anv kind 10 blocks
in all directions. Iilters were installed and the trouble
eliminated.

Cable car signal was filtered and contacts cleaned. A
foud intermittent bump had been spoiling reception.

Two cases of where transforniers had shifted. causing
the cases to touch conduit pipe down lead, were stopped

‘hy moving the pipe away.

Aerials get old in a few years. Not a few complaint:
have been due to aged or dilapidated aerials and loose
vround connections.

Guy wire fastened to a pole carrving 11.000 volts was
rubbing against a steel trolley pole, causing extremely
loud power leak which {ollowed the trollev wires for
blocks. Guy wire was moved away {rom trolley pole and
elimmated trouble.

Flevator in apartment house caused noise until filter
was installed on 220-volt input and the shields of shielded
lead-in aerials were more thoroughly grounded.

Defective heating pad created neighborhood trouble.
Owner sent it for repair.

Diathermy equipment caused bad interference for
many blocks. Owner now installing filter equipment.

Prompt attention of the DPacific Gas & I<lectric Co.
prevented a possible burn-down of a 4,400 volt line. A
power leak that was located proved to he a piece of
wire laying across one wire of the 4,400 and swinging
in the wind would almost touch another wire, A crew
was there to remove it in less than an hour after it was
found.
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Audiola Shortwave
Table

The Audiola shortwave table,
when combined with any modern
midget set, makes 1 combination
long and short wave radio.

The attractively designed table
is a shortwave converter of the
latest design on which the niid-
get can be placed. The short-
wave Sset increases the range
from 200 down to 20 meters.

The list price is $26.50 less
tubes, and it is made hy the
Audiola Radio Co., 430 S. Green
St., Chicago, Ill.—Radio Retuil-
ing, April, 1932.

Globe Midget

Television Set

In a cabinet no larger than
the usual midget broadcast re-
ceiver, there is now offered for
hoine living room use a conplete
television tuner, amplifier and
televisor combination, the prod-
uct of the Globe Television &

Phone Co., 26th St. and 11th
Ave., New York City.
The pictures appear on a

ground glass screen measuring
4x53% in, with suflicient brilli-
ancy and detail to entertain half
a dozen persons, it is said.

The metal chassis receiver
employs two screen grid tubes
for the r.f. stages, a ’27 detec-
tor, a ’24 first audio, a '27 sec-
ond audio, and two ‘45 power
tubes for the third audio stage,
together with the '&0 rectifier.
A power pack is included for
full a.c. operation.

The televisor consists of a
specially developed svunchronous
motor made unusually quiet for
the purposxe. Framing and svn-
chronizing are accomplished by
turning one knob. A 60-line
lens disc is employed, in com-
hination with a crater neon
lamp, for projected images.—
Radio Retailing, April, 1932.
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Sentinel Line

Featuring Model 125, an §-tube

allwave superheterodyne, the
United Air Cleaner Corp., 9705
Cottage Grove Ave., Chicago,

has brought out ils new line of
Sentinel receivers.

Aodel 125 covers from 13 to
550 meters. Each bhand is coni-
pletely calibrated on a single
dial, and tuning is accurately
accomplished by operating only
one control dual-speed knob.
This set incorporates a method
of using a portion of the voltage
generated in the radio-fre¢uency
automatic  volume control to
govern the audio amplification,
thus preventing the possibility
of overloading the receiver, and

reducing distortion to a mini-
niun. This set comes in a
6-legged console of Tudor design,
and lists at $89.50, complete.

Model 118 10-tube superhet
console, with automatic voluime
control and tuning meter, uses
full wave detection in the sec-
ond detector, producing a high
degree of automatic volume
control action. $9%%.50 complete.

Model 120, an 2-tube superhet
console, with same automatic
voiume control feature as the
Model 125, is $79.50,

Model 110 priced at $62.50 as
a console and at $15.75 as a
midget is a T-tube job.

Model 124 is a 6-tube superhet
consolette, of the 6-legged type.
$56.50. In a table model, $39.95,
—Radio Retailing, April, 1932,

H & H Surface
Radio Outlet

To provide a connecting point
for straggling wires from aerial,

ground and the nearest power
outlet, the Hart & Hegeman
Division of Arrow-Hart & Hege-

man 1Slectric  Co., Hartford,
Conn., offers an all-Bakelite
duplex surface outlet. The set
can be placed anywhere and
plugged into this radio outlet
installed beside if.

Catalog No. 2178, including
“GH"” cap. $1.60.—Radio Retail-
ing, April, 1932,

Stewart-Warner
Refrigerators

Production is already under
way on the 3 household electric
refrigerators the Stewart-Warner
Corp., 1826 Diversey Blvd., Chi-
cago, has entered the refriger-
ation field with. They vary in
capacity from 4.2, 5.7 to 7.1
cu.ft. The feature number iun
the line is the 4.3 cu.ft. bhox, to
retail at $119.50. This number
is known as the ‘‘Apartment
Model,” makes 40 large size
ice cubes, has 8-stage cold con-
trol, noiseless, vibrationless
ihotor, extra heavy insulation,
porcelain interior, durable white
lacquer exterior. Tt stands 51%
in. high by 21 in. wide.

The '“Town House” model
(5.7 cu.ft. capacity) makes 60
cubes, and has the same char-
acteristics as the above model,
but is more heavily insulated.
60 in. high by 28 in. wide.

The “White House’ model is a
7.1 cu.ft. unit, making 60 large
ice cubes. It ig 61 in. high by
32 in. wide.—Radio Retailing.
April, 1932,

“Auto-Lite” Motor
Car Radio

Condcnsed  specifications  of
the Auto-Lite motor car radio
which can be obtained from the

Electric Auto-Lite Co., Toledo,
Ohio, avre—
7-tube standard chassis,

shielded against electrical dis-
turbances and measuring 9§ in.
long by 6% in. wide by 7§ in.
high, for imounting belind the
instrument board. Convenient
control on the steering post, with
station selector, volume control,
tone control, illuminated diai
and key switch. It uses three
236 screen-grids, one 237, two
227's and a 247 pentode outpul.
The electro-dyvnamic speaker is
adequately baffiled and mounted
in a dustproof metal house.
There is a drain of only 2.8 am-
peres on the storage battery,
according to the announcement.
—Radio Retailing. April, 1932,
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Echophone Superhets

Available as a midget or as a
lowboy, the six-tube superhet
the Kchophone TRadio Mfg. Co,,
Waukegan, Ill, has brought out
lists at $39.75 in the table cab-
inet and at $10 1ore in the
console cabinet.

The tubes used are two 35's,
and one each of the 47, 24,
and 80 tyvpes. Both sets have
electro dynamic speaker, full
vision dial, tone controt and
phonograph jack.—FRadio Retail-
ing, April, 1932,

New Arcturus Series

A series of tubes labeled 1364,
137A, 138A and 139A, may now
be obtained from the Arcturus
Radio Tube Co., Newark, N. .J.

These “A’ tubes are identical
with types bearing the sanie
identifving nuwmbers in all re-
spects save tilanient construction,
which now takes the form of an

“M” within the insulator, re-
placing the more usu:itl coiled
filament.

The “A” construction, accord-
ing to the company, increases
filament and heater life and
reduces tube noise.—Radio Re-
tailing, April, 1932,

Permo Ironer

Quantity production has just
been startea by Permo Products
Corp., 4311 Ravenswood Ave,
Chicago, on its new type flat
plate ironer.

One motion, requiring one
hand only, actually irons as it
presses. An automatic sliding
action of the ironing plate puts
the sheen of hand ironing on
linens. Another feature com-
pensates for contact emmbroidery
and all raised surfaces.

The board i3 of a self-compen-
sating tvpe that evens contact
with garments thicker on one
end. The ironing board meas-
ures 10 x 26 in.

Tharmostatic heat control and
Chromolax electric heating unit
are includerl.

It is available also in a steel
kitchen table that completely
conceals the ironer and folders
like a typewriter desk.—Radio
Retailing. April, 1932.

Radio Retailing, April, 1932



New Philco’s

Philco has brought out Alodel
90X, a smaller edition of the
newly announced 112X, to sell
at ¥100 complete.

This is the first model to be
equipped with Philco’s new and
improved automatic volume con-
trol, and it has pentode tubes
in its push-pull stage of ampli-
fication, replacing the two 15's.

The cabinet is of the sane
design and construction as the
112X, and contains the super-
speaker with large inclined
sounding-bhoard.

Other new Phileco’s are Model
71, a six legged highboy with
7-tube superhet chassis, $77.95 .
D.C. model $89.95; and a short
and long wave receiver, also a
7-tube superhet, $89.50. With
9-tube chassis, $110. Philadel-
phia Storage Battery Co., Phila-
delphia, Pa.—Radio Retailing
April, 1932.

S-C Slow Speed
Phonograph Panel

With the coming of the new
long-playing program transcrip-
tions, the Stromberg-Carlson Tel.
Mfg. Co., Rochester, N. Y, has
brought out & new single record
phonograph pauel which may be
operated at 335 r.p.m. for the {0
and 12 inch program transcrip-
tions, or at 7¢ r.p.m. for the
standard records. This panel is
designed to he installed in the
No. 26 Stromberg-Carlson con-
vertible console—F/adio Retuwil-
ing, April, 1932.

Victor Projectors

Vietor Animatograph Corp.,
Davenport, lowa, announces that
a new optical system of excep-
tional efficiency, giving twice
the illumination of the regular
sycten1 when the same projec-
tion lamps are used, has been
developed.

The growing popularity of 16
nm. films and projectors among
educational, retigious and indus-
trial users has resulted in de-
mands for more light to meet
daylight projection and audi-
torium reguirements.

The new *‘“Hi-Power” optical
system consists of a ‘“super-re-
flector,” adjustably mounted in
a special lamp house exten-
sion. a set' of precision-ground
Bull's Eye condensetrs and a
more powerful projection lens.
These parts may be easily in-
stalled by any Viector owner,
and are availahle at a reason-
able cost.

The new system will not re-
place the regular system but will
be provided on order.—Radio
Rotailing, April, 1932,

Radio Reiailing, April, 1932

Tricold and Chilldare

Refrigerators

A new principte in refrigera-
tion, through which it is pos-
sible to obtain greatly improved
results, is introduced in the Tri-
cold refrigerator, a product of
the Tricold Refrigerator Corp.,
of Buffalo, N. Y., and Detroit,
Mich.

Instead of one compartment,
the Tricold has two—each com-
pletely insulated frem the other
—a large upper compartment
for food storage and a smaller
lower compartment for freezing,
quick-chilling, ete.

This is supplemented by
another change. Instead of the

freezing unit being in the food
storage chamber, it is built into
the lower or freezing compart-
ment.
partment
fin

The food storage com-
is refrigerated by a
type cocling coil of
It is claimed that by

special
its own.

placing the freezing unit in its
own compartment, the air in the
general food storage compart-
ment retains its normal humid-
ity, eliminating the dehydration
of foods.

Despite its variety of refrig-
erating services, there are no
complications in either its proc-
esses or refrigerating machinery.

The Tricold is made in two
sizes—one for larger families
and a size for families of aver-
age size. They are finished,
interior and exterior, of seam-
less white porcelain.

This company has developed
a companion line of conventional
design, to be known as the
“Chilldare,” to meet the demand
for a refrigerator of lower price.
The Chilldare comes in four
sizes—+4.05, 4.87, 6.17, and 7.90
cu.ft. capacity.—Radio Retailing.
April, 1932.

“Laiz-Flat” Radiolet

In order to place the radio
set at some distance from the
outlet, and still not have un-
sightly wires around the roomni,
William Herst Co., 822 W. Jack-
son Blvd.,, Chicago, Ill., has
brought out the ‘“Laiz-Flat
Rudiolet,” consisting of a 15 ft.,
4-wire, Laiz-Flat electric band-
ing, plainly marked for aerial,
ground, etc. It may be tacked
on the wall, Dbaseboard, or
slipped under the rug. Polar-
ized receptacle makes it simple
to contact correctly.

This company also makes an
extension outlet for use in
homes that are inadeguately
}\;)iggd.—-l{adr’o Retailing., April,

Grinnell Refrigerator

One of the prominent features
of the new refrigerator an-
nounced hy the Grinnell Wash-
ing Machine Corp., Grinnell, Ia.,
is the ‘“tloated” unit which is
mounted on one-piece steel base
suspended or ‘‘floated” on four
large steel springs to eliminate
metallic sound or vibration
traveling through the cabinet or
unit. The unit itself is installed
in the top of the cabinet and
may be removed in two minutes,
Ventilation is provided by a set
of nine louvers on either side
near the top of the cabinet.

Cutler Hammer switch with
automatic overload cut-out, nine
point temperature conutrol, dry
expansion type of cooling unit
and 3 in. dry Zero insulation on
top, bottom and sides are among
the other features.

This is a 4.7 cu.ft. storage
capacity unit with the exterior
finished in three coats of white
baked enamel and a white por-
celain interior. 21 cubes of ice
may be made in each of the
iliree trayvs. Price, $99.50.——
Radio Retailing, April, 1932,

Janette B-Eliminator

The Janette ‘“Auto-B-Power’”
consists  of a small Janetle
dynamometer and a filtering
device mounted in a strong steel

box. It transforms the or
12-volt current of an automo-
bile storage battery into ‘the
higher voltage B-current re-

quired by an auto-radio set.
1t has a dynamically balanced
armature so that it runs with

a minimum of vibration. It is
practically inaudible when
placed under the hood, (floor
boards or seats.

This unit requires but little
room, measuring 12x6x5} in.,

and weighing 20 1h.
The Auto-B-Power is made by

the Janette Mfg. Co.,, 556 W,
Monroe St., Chicago, Ill, and
lists at $31.50, complete with

voltage divider and voltage taps.
—Radio Retailing, April, 1932.

Multiscope

Raid to he the only one-dial
controlled seven combination
speed gear unit in existence, the
“Multiscope” is being offered in
combination with the Ampro de
luxe 16 mm. projector by the
Multiscope Co., 33 N. La Salle
St.. Chicago.

The dimensions of the fully
assembled chassis are 24 in.
wide by 17 in, high, and 17} in.
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deep, so that it may be enclosed
in combination with a radio in
a cabinet 49 in. high, 26 in.
wide, by 17% in. deep.

All mechanical parts of the
multispeed gear box are sealed
in oil. Unusual steadiness of
the machine is possible through
floating power and free wheel-
ing. Both 331 and 78 r.p.m.
nmay he played.

The total internal mechanism

consists of two barrel cams,
four shifting levers, the sanle
number of clutches and six

gears. The motor is of the
15 hp. condenser type equipped
with triple grooved pulleys and

the entire unit is driven hy
means of triple V belts, each
guaranteed for the life of the
instrument. — Radio Retailing,

April, 1932.

Crosley 4-Tube
Superhet

The most resent developments
from the laboratories of the
Crosley Radio Corp., Cincinnati,
Ohio, are the “Tynamite” and
the “Bonniboy,” 4-tube super-
hets, the former a table model
listing at $29.75, the latter &
console tyvpe, $39.75, complete.

Both types have the ‘hal-
anced image suppressor pre-
selector” by which it is said
troublesoime and annoying ‘“two-
spot reception” is eliminated.

Another development by
Crosley engineers is the dual
dynamic speaker which is now
a part of the standard equjp-
ment of the following models:
“Merrymalker,” $75: ‘““Announc-
er,” $85; “Playtime,” $%5, and it
may be had as optional equip-
ment in the “Happy Hour’’
moq)el.—Rmiio Retailing, April,
1932.

AC.

Car Generator
The A-C ‘“Cargen’’ generator,

which the Barr-Thorp Electric
Co., 507 E. 16th St.,, Kansas
City. Mo., manufacturers, re-

places the standavd car genera-
tor, and, in addition to this,
furnishes alternating current
for sound-equipped cars or
trucks. Voltage regulation i
electrically automatic at vari
able speeds, corresponding to
any practical car speed. It fur-
nishes ample power supply for
110-volt a.c. amplifiers employ-
ing a maximum of six 250 tubes
output.

It can be installed under the
hood, out of the way, and draws
no current from the battery.
Fan begt driven. Known as
Model S.E. 1A, with a price
$195, f.o.b. factory.

Smaller models for radio will
he available at a later date.—
Radio Retailing, April, 1932,

49



“Magic Maid” Mixer

The Fitzgerald Mfg. Co., Tor-
rington, Conn.,, makes the Star-
Rite “Magic Maid,” which is a
mixer, beater and juice ex-
tractor. It is 1009 portable,
and can be carried to the table
or other parts of the Kkitchen
when needed.

The Magic Maid mixes batter
for calke, mutfins, walfiles,
blends shortening into pies,
mashes potatoes, creams vege-
tables, mixes meat loaves, whips
cream, egg whites, mayonnaise,
ete. It has powerful multi-
speed detachable motor, double
beater, beverage mixer, two mix-
ing bowls of jade green, opague
glass, and lists at §$19.50 com-
plet;a.——Ra(lio Retailing, April,
1932,

“Pantry Pet” Mixer

by the
Dayton,
everything from
whites of eggs to bread dough,

The Pantry Pet, made
American Mfg. Co.,
QOhio, mnmMxes

squeezes limes, lemons, or-
anges and grapefruit, grinds raw
or cooked meats and mashes
potatoes. It has a heat-resisting-
clear glass bowl, and the action
of the wire beater so closely fol-
lows the contour of the crystal
bowl that one egg may be
whipped at a time. The power-
ful G.E. motor operates on a.c.
or d.c. current, 110-volt. This
mixer has five speeds without
shifting gears and is portable.
All attachments snap on or off
with a touch of the finger-tip.
The price, including all attach-
ments is $59.50.—Radio Retail-
ing, April, 1932.

“Royal” Mixer

The new “Royal” model elec-
tric food mixer, juice extractor

and drink mixer made by the
A. F. Dormeyer Mfg. Co., 2640
Greenview Ave., Chicago, Ill,
lists at $18.75, with extra meas-
uring pitcher and mixing bowl
Another model, listing at $16.50,
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is equipped with revolving ball-
bearing turntables and drink
mixer beater (but not including

mixing bowl, self measuring
pitcher and juice extractor
attachment).

Some of the features claimed
for this mixer are: it can he
slipped up and down the sup-
port rod for different quantities
of mixes, and can he swung
back and forth when operating
on the stand. The bowl, too,
revolves on the turntable. Ad-
justable fingers on the turntable
automatically fit all sizes,
shapes and styles of bowls, pauns,
etc. It has lustrous chromium
finish. The beater hlades are
made of stainless steel, and the
bowls have convenient pouring
spout and handle.—Radio Re-
tailing, April, 1932.

“Dawn” Mixer

A new appliance of interest
is the Dawn electric food mixer
and extractor, which is being
made by the Dawn DMfg. Co,
2811 N. Ashland Ave., Chicago,

I11. It has the feature of a
swinging mixer, allowing the
mixer paddles to move to all

parts of the bowl. The mixer
can also be used as a portable.

The Dawn nixer combination
comes quite complete, including
extractor assembly, convenient
stand for supporting mixer or
extractor, and french ivory-fin-
ished mixing bowl. Paddles and
case are of stainless steel. It
is known as Model 32, and sells
for $14.95.—Radio Retlailing,
April, 1932,

ABC Washer

The ABC 1933 World's Fair

spinner washer, equipped with
automatic drain pump, has been
introduced by the Altorfer Bros.
Co., Peoria, 111. This automatic
drain pumnp eliminates the neces-
sity of lifting and carrying the
water when emptying the washer.
The tub and dryer basket are
finished in a two-tone shade of
{igll)n green with a beige stippled
u

ABC has also brought out a
new Liberty model, also equipped
with automatic drain pump.
This model is built for the low-
priced market, and lists at
%3,2504—Radi0 Retailing, April,

New Columbia Line

Columbia  Phonograph Co,,
Ine., 55 Fifth Ave., New York
City, announces its new line.

Model C-53 is a walnut figured
compact set with superhetero-
dvne chassis, $44.95.

Model C-59 is a lowboy with
the saime chassis, $59.95.

Mcedel C-256 is a lowboy, em-
ploving 9 tubes in a superhetero-
dyvne circuit, $84.50.

Model C-5% is an all-wave set.
The regular receiver has the
6-tube superheterodyne chassis
and the converter is model C-12
described below, $84.95.

Model 559 is a radio-phono-
graph combination, $99.50.

Model C-223, also a combina-
tion, comes in_a Charles II de-
sign cabinet. This 12-tube model
has automatic record changer
handling 10 records. Plays both
the new long-playing records
and the regular 78 r.p.m. rec-
ords, $290.

Model C-12 is a shortwave
converter, in a cabinet ot figured
walnut. This converter will work
with any set 1nd is a.c. oper-
ated. It covers wave lengths
from 15 to 200 meters, and is
priced at $38.50.

All these sets use the spray-
shield, multi-mu  and pentode
tubes, and have tone control.—
Radio Retailing, April, 1932,
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Howard All-Wave Set

Howard Radio Company,
South Haven, Mich.,, has just
introduced a 19-tube super-

heterodyne all wave set, listing
at $395 complete. It has auto-
matic volume control, visible
tuning meter, and two special
matched Howard dynamic speali-
ers. Connections  and ample
power are provided for two
additional speakers where spe-
cial installations are desired.
This set uses 6 ’35s, 5 '27Ts,
4 '47s, 2 '80s and 2 '24s. It is
housed in a de luxe walnut
console cabinet 39 in. high by
37 in. wide by 193% in. deep.—
Radio Retailing, April, 1932.
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Stewart-WarnerHome
Movie Equipment

Two impertant additions to
the Stewart-Warner line of home
movie equipment have been an-
nounced—-a 16-mm. motion pic-
ture projector and a 33 x 40 in.
moving picture screen.

The projector is equipped with
a 500-watt projection lamp that
provides the more powerful il-
lumination for showing pictures
of professional brilliance and
detail.

The a.c. and d.c. motor drives
the projector at a constant speed
and has a power surplus suftfi-
cient to operate both machine
and sound mechanism when that
is attached. All operating con-
trols are mounted upon a panel
at the back to simplify opera-
tion in a darkened room. A
coupling for sound mechanism
drive, light weight, centralized
oiling and pilot light are other

features.

Stewart-Warner Corp., 1826
Diversey Parkway, Chicago,
plans to augment the camera
line with special lens equipment,
sound units and other acces-

sories, giving the dealer a wide
Radio

selection.
April, 1932.

Retailing,

A

Easy Ironer

Model 30 has heen added to
the line of Easy fully automatic

ironing machines made by the
Syracuse  Washing _ Machine
Corp., Syracuse, N. Y. This

new model, which bears an east-
ern list price of $69.50, is
mounted onr a two-tone green
steel table with extension drop
leaf. It is equipped with tinger-
tip control, and the easily oper-
ated roll-stop device that is
standard on all Easy models.
The 26 in. roll is fully open at
the left end, and the 1,200 watt
shoe has extra heat at the open

end to provide higher ironing
temperature at the point where
most ironing is done.-— Radio

Retailing, April, 1932.

Auto-Radio Antenna

Three types of ‘Effarsee”
auto-radio antenna, designed for
all makes of cars, may be ob-
tained from the Fishwick Radio
Co., 226 East §th St., Cincinnati,
Ohio. These antennas fit under
the running board, and can be
installed in a few minutes. They
are said to be waterproof, and
cannot break or crush. All metal
parts are protected. They range
in price from $3.50 to $5.—
Radio Retailing, April, 1932.

Radio Retailing, April, 1932
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MODEL 36-B—Console—Six tube super-
heterodyne. Cabinet of walnut and pat-
terned veneers. Full range tone dynamic
speaker. Full vision tuning scale $56.00

MODEL 91- H—Console —Seven tube
superheterodyne. Full Automatic Vol-
ume Control. American and Oriental
walnut veneer cabinet. Full range tone
control . . q . 4 $65.00

MODEL 40-J — Console — Eight tube
superheterodyne. Duo-Diode—full
Automatic Volume Control. Beautiful
cabinet of walnut veneers. Full range
tone control . . . . $78.00

MODEL 40-G — Console — Eight tube
superheterodyne. Duo - Diode ~— Full
Automatic Volume Control. Full range
tone control. Cabinet with sliding doors
and walnut veneers . ] $89.00

MODEL 40-L — Console ~ Eight tube
superheterodyne. Duo-Diode—Full Au-
tomatic Volume Control. Full range
tone control. Beautifully designed slid-
ing door cabinet of burl and striped
walnut veneers . N . $139.50

les 30/,

With this PROVEN best seller of
the year, which supplements
the popular Model 5-A

1931 a slow year? In 1931 dealers
sold almost 50% more American
Bosch Radio sets than the year be-
fore. How were they able to do it?

One big reason is the American
Bosch Personal Radio shown at the
left. A spontaneous success, a hit
from the start, it has proven itself the
best seller everywhere. People fike
the way itlooks—the way it fits snug-
ly into a bookshelf or rests comfort-
ably on an end table —the way it
can be tucked under an arm and carried from room to
room, upstairs or down—for it weighs only 21 Ibs.

The new Personal Radio—the Model 36- A —is a six tube
superheterodyne with perfectly amazing performance.
Its cabinet of solid mahogany is refined, beautiful and
well proportioned. lts sensitivity and selectivity are un-
usual, even compared with sets 3 times the cost.

Itis rugged, more compact. Its full-toned, dynamic speak-
er provides a tone quality that is truly remarkable, es-
pecially in its bass note reproduction.

The advances in the Personal Radio are indicative of the
many developments incorporated in the American Bosch
line—the newest line in radio for 1932. All superheter-
odynes—3 new chassis—duo-diode system—full auto-
matic volume control and every other important new
radio principle have been included. Look over the sets
shown on this spread, then if you, too, are interested in
boosting your sales 50% to 100% this year, write for
the new American Bosch sales plan.

UNITED AMERICAN BOSCH CORP.

SPRINGFIELD MASS.
Branches: NEW YORK CHICAGO DETROIT SAN FRANCISCO

American Bosclh Radio is licensed under patents and applicationsof R.C.A.
Western Prices Slightly Higher.

0 for 1332
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NewPROFITS

or

Auto Radio Dealers

Unit is completely enclosed by easily re-
moved cover. Filter pack prevents commutator
interference. Rubber mountings protect against noise and vibra-

tion. Made and fully guaranteed by the makers of Emerson

75

LIST

Motors and Fans.

Savcs its $
costs by ecliminating “‘B" battery

replacements. Size 8%x734x6",
fits in regular “B’’ battery com-

partment.

Write Today!

To your Jobber or to

The Emerson Electric Mfg. Co.,
2022 Washington Avenue,
Saint Louis, Mo.

Send me full information and discounts on the Emerson “B”
Power Unit.

My principal jobber is

. City, State
My Name
Address

MERSON

‘B"PoweRr UNIT
)

THE EMmersonN “B” Power Unit improves the
tone quality, volume and distant reception
of auto radios by delivering adequate constant
“B” power at all times, replacing the “B” bat-
tery whose efficiency diminishes daily with use.
The uniform reception which the power unit
furnishes at all times, day in and day out, is
comparable to the clear, sharp reception of a
home radio set.

Low Current Consumption

Operating from the regular six volt “A” auto
battery, the “B’’ Power Unit delivers 180 volts,
40 M.A. direct current and consumes only 2
amperes of current when the radio set is in
operation—the equivalent of a small parking
light. There is nothing to get out of order—
nothing to require attention. The first cost is
the last.

Liberal discounts and a fast-growing demand
mean profits—big profits—for you. Ask your
radio distributor or write for full information
today. Stock up now. Be prepared to profit by
the auto radio season which is close at hand.

(Other markets include radio-equipped police
cars, motor boats, busses, farms and camps where
electric light current is not available.)
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ESPITE the fact that the 6th Annual Radio Trade Show and the
8th Annual Radio Manufacturers’ Association Convention will be
keld in Chicago, not in June, but during the week of May 23rd, Radio
Retailing's June issuc will be its Annual Special Trade Show Number.
Just a little publishing dexterity makes it possible for the June number
to be printed, bound and delivered to subscriber-readers and delegates at

the Chicago gathering on the day the festivities commence.

Our editors have been working overtime to make the 1932 Trade Show
number immenscly interesting and highly worthwhile. They have many

surprises in store that will give the June issue extra reader interest.

ANUFACTURERS of radio and allied merchandise will be
M interested in learning that over 23,000 worthwhile members of
the industry, whether they attend the Chicago Show and Convention or
whether they stay home, will get a copy of Radio Retailing’s special June
“Annual Trade Show Issue” simultancously with the opening of the Show.
Twenty-three thousand readers will study the issue carefully, advertise-
ments included, because manufacturers’ new lines and new plans will not
be divulged until the publication of Radio Retailing’s Trade Show num-
ber and the opening of exhibits at the Show itself. Incidentally practically

all exhibit space at the Show has already been sold.

Advertising managers will, we feel sure, be glad to co-operate with the
publishers of Radio Retailing in producing the June issue for distribution
at the Trade Show by sending in advertisements the first two weeks in

May. Final advertising forms will close May 16th.

McGraw-Hill Publishing Co.. Inc,
330 West 42nd Street, New York, N. Y.

Remember, copies of Radio Retailing’s June Trade Show Number and the
Trade Show -tself will be opened simultaneously on May 23rd

WwwWwW americanradiohistory com
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KOLSTER

Affiliated with MACKAY RADIO AND TELEGRAPH COMPANY

s

FROM COAST TO COAST
BY THE FOLLOWING LEADING DISTRIBUTORS

Albany, N, Y.

Westinghouse Electric Supply Co., Inec.
360 Broadway
Allentown, Pa,

Westinghouse Electric Supply Co. of Pennsylvania

433 Green Street
Baltimore, Md.

Westinghouse Electrie Supply Co. of Pennsylvania

16 South Howard Street
Baugor, Me.
Wetmore-Savage Electrie Supply Co.
175 Broad Street
Binghamton, N. Y.
Westinghouse Electric Supply Co.
48 Wall Street
Boston, Mass.
Wetmore-Savage Electric Supply Co.
76 Pearl Strect
Buffalo, N. Y.
MecCarthy Bros. & YFord
75 West Mohawk Strect
Burlington, ¥t
Wetmore-Savage Electric Supply Co.
Park Street
Butte. Mont.
Westinghouse Electrie Supply Co.
50 East Broadway
Charlotte, N. C. )
Westinghouse Electric Supply Co.
236 West First Street
Chicago. 1.
Westinghouse Electric Supply Co.. Inc.
113 North May Strect
Clereland, O.
Westinghouse Electric Supply Co.
1430 West Ninth Street
Columbia, S. C.
Westinghouse Electric Supply Co.
701 Gervais Street
Dallas, Texas
Westinghouse Electric Supply Co.
409 Browder Street
Des Moines, lowa
Westinghouse Electric Supply Co., Inc.
218 Second Street
Detroit. Mich.
Westinghouse Electric Supply Co.
547 Harper Avenue
Duluth, Minn.
Westinghouse Electric Supply Co., Inc.
306 West Michigan Streel

Elmira. N. Y.
Westinghouse Electric Supply Co., Inec.
107 East Charch Street

Evansuille, Ind.
Westinghouse Electric Supply Co.
12 N. W. Sixth Street

Fargo. N. D.
Westinghouse Electrie Supply Co., Inc.
Bristol-Swect Building

Fline, Mich.
Westinghouse Electrie Supply Co.
1022 Begole Street

Fort Worth, Texas
Westinghousc Electric Supply Co.
301 Joues Street

Grand Rapids, Mich.
Westinghouse Electric Supply Co.
507 Menroe Street, N. W.

Houston, Texas
Westinghouse Electric Supply Co.
1905 Magnolia Street

Indianapolis, Ind.
Westinghouse Electric Supply Co.
539 Madison Avenue

Jacksonvitie, Fla.
Westinghouse Electric Supply Co.
37 South Hogan Streel

Los Angeles, Cal.

Westinghouse Electric Supply Co. of Southern Calif,

905 East Second Street
Madison, Wisc,
Westinghouse Electric Supply Co., Inc.
1022 East Washington Avenue
Mason City, Iowa
Westinghouse Electric Supply Co., Inc.
107 Eighth Street, S. E.
Memphis, Tenn.
stinghouse Elcetric Supply Co.
366 Madison Avenue
Miami, Fla.
Westinghouse Electrie Supply Co.
82 N. E. Twentieth Street
Milwaukee, Wisc.
Westinghouse Electric Supply Co., Inec.
546 North Broadway
Minneapolis, Minn.
Westinghouse Electric Supply Co., Inc.
215 South Fourth Street
New Haven, Conn.
Westinghouse Elcetric Supply Co.
240 Cedar Street

A FEW JOBBING TERRITORIES ARE STILL OPEN

%‘
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INTERNATIONAL

and other units of THE INTERNATIONAL SYSTEM

Newark, N. J.
Westinghouse Electrie Supply Co., Inc.
152 Mulberry Sireet
Newark, N. J.
B & O Radio, Inc.
23-25 Sussex Avenue
New York City, N. Y.
Westinghouse Electric Supply Co.
150 Varick Street
Oakland, Cal.
Westinghouse Electric Supply Co. of Northern Calif.
106th and Alice Streets
Oklahoma City, Okla,
Westinghouse Electrie Supply Co.
10 East California Street
Omaha, Nebr.
Westinghouse Eleetric Supply Co., Inc.
117 North Thirteenth Street
Peoria, IIl.
Westinghouse Elcetrie Supply Co., Inc.
104 South State Street
Philadelphia, Pa.
Westinghouse Electrie Supply Co. of Pennsylvania
1101 Race Sireet
Phoenix. Ariz.
Westinghouse Eleetric Supply Co. of Southern Calif,
315 West Juchson Street
Pittsburgh. Pa.
Iron City Electrice Co.
Corner Sixth and Diamond Streets
Portland. Ore.
Fobes Supply Co.
Eighth and Davis Streets
Providence, R. I.
Wetmore-Savage Electric Supply Co.
51 Pine Street
Raleigh. N. C.
Westinghouse Electric Supply Co.
322 South Harrington Street
Reading, Pa.
Westinghouse Electric Supply Co. of Pennsylvania
619 Spruce Street
Richmond, Va.
Westinghouse Electriec Supply Co. of Pennsylvania
Fifth and Byrd Streets
Rochester, N. Y.
Westinghouse Electric Supply Co., Inc.
240 St. Paul Street
Sun Antonio, Texas
Westinghouse Electric Supply Co.
1201 East Houston Street

TELEPHONE

San Francisco, Cal. " _—
Westinghouse Electrie Supply Co. of Northern Calif.,
260 Fifth Street

Scranton, Pa.
Penn Electrical Engineering Co..
517 Ash Street

Secattle, Wash.
Fobes Supply Co.
558 First Avenue S,

Sioux City, lowa
Westinghouse Electric Supply Co., Inc.
1005 Dace Sireet

Spokane, Wash.
Westinghouse Electric Supply Co.
152 South Moenroe Street

Springfield. Mass.
Wetmore-Savage Electrie Supply Co.
46 Hampien Sireet

Svracuse, N. Y,
Westinghouse Electrie Supply Co., Ine.
961 West Genessee Street

St. Louis, Mo.
Westinghouse Electric Supply Co.
320 South Broadway

St. Paul. Minn.
Westinghouse Electric Supply Co., Inc.
145 East Fifih Street

Tampa, Fla.
Westinghouse Eleetrie Supply Co.
417 Ellamac Street

Toledo. Ohio
Westinghouse LElectric Supply Co.
812 Lafayette Street

Trenton. N. J.
Westinghouse Electric Supply Co., Ine.
2435 Narth Broud Street

Utien. N. Y.
Westinghouse Electric Supply Co., Inc.
113 North Genessee Street

Washington, D. C.
Westinghouse Electrie Supply Co. of Pennsylvania
1216 K Street, N. W,

Waterloo, Iowa
Westinghouse LElectric Supply Co., Inc.
328 South Jeflerson Strect

Wilmingron. Del.
Westinghouse Electric Supply Co. of Pennsylvania
Second and Walnut Streets

Worcester, Mass.
Wetmore-Savage Electric Supply Co.
28 Southbridge Street

York. Pa.
Westinghouse Electric Supply Co. of Pennsylvania
143 South George Street

OR WRITE ... foday!

KOLSTER RADIO INC.

New York Office: International Telephone and Telegraph Building, 67 Broad St., New York City
Factory: 360 Thomas St., Newark, N. J.
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CHICAGO

Official Hotels =

Stevens Hotel

Blackstone Hotel

MAY 2326

19 3 2

Radio Retailing. 4 MeGraw-11i11 Publication

Ain s arve in store

el ﬁrall who attend

TRADE SHOW

EIGHTH ANNUAL

CONVENTION

‘ | SIXTH ANNUAL

- STEVENS HOTEL -

RADIO’S BIG ANNUAL CONCLAVE

EXHIBITING ALL NEW LINES AND
THE LATEST RADIO AND TELEVI-
SION PRODUCTS.

ELECTRICAL PRODUCTS ALSO IN
TRADE SHOW AND MANUFACTUR-
ERS’ DEMONSTRATION ROOMS.

EVERYBODY IN RADIO (NEARLY
25,000 RADIO TRADESMEN LAST
YEAR) ATTENDS THIS ANNUAL NA.-
TIONAL RADIO GATHERING, THE
BIG INDUSTRY MEETING EACH
YEAR.

Better business early in 1932

The RMA event this year is advanced to
start sales early. In June, a few weeks after
the RMA exhibits of manufacturers’ latest
products, there will come the big Republican
and Democratic national conventions in
Chicago to nominate presidential candi-
dates. In June also another heavyweight
championship match between Schmeling
and Sharkey is scheduled.

GO TO CHICAGO MAY 23, SEE THE
LATEST RADIO AND ALSO ELEC-

TRICAL PRODUCTS OF RMA MANU-
FACTURERS, AND GET IN EARLY ON
THE 1932 TRADE.

This is the big and only national indus-
try radio show, sponsored by the RMA and
under its management, for RMA members,
jobbers and dealers.

All exhibitors required to show current
merchandise—no vacant booths.

Electrical products also displayed.

Thirty thousand (30,000) square feet of
radio and electrical exhibits in the official
hotels—the Stevens and Blackstone.

ADMISSION TO THE TRADE ONLY,
PUBLIC NOT ADMITTED.

Reduced railroad rates—special trains—
one and one-half fare for round trip to
Chicago from everywhere.

Official hotels—Stevens and Blackstone
—together on Michigan Avenue. Regular
rates. Make your reservations early.

Important and interesting business meet-
ings of industry and allied organizations.

Invitation credentials for the trade
show will be mailed about April 15th.

REMEMBER THE DATE—MAY 23—AT CHICAGO.

RADIO MANUFACTURERS ASSOCIATION

1-WEST 42nd ST.N.Y.CITY

* 32 W.RANDOLPH ST. CHICAGO

WWW.americanradiohistorv.com
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MAKE MORE MONEY

Take these 3 steps to

1—L.ook at THE AMERICAN WEEKLY
every Sunday

2—Note the products advertised on
its pages

3—Display those products in your
windows and on your counters

Then watch those products produce the business!
This is because THE AMERICAN WEEKLY has
nearly twice the circulation of any other maga-
zine, and therefore invites almost twice as many

people to buy goods featured on its pages.

THEAMERICAN
S WEE@_Y_

Main Office: ggg Eighth Avenue, New York City

PaimoLive Bipg.,, Cuicaco . . . § WiNTuror Squark, Boston . . . 753 Bonnie Brag, Los ANGeres . . . 222 MonabpNnock Brpg., San Francisco

raL Morors Broc., Detroit . . . 1138 Hasna Bine, CrLeverano . . . 101 MarieTia St., ATtANTA . . . INTERNATIONAL Bipc., St. Louis

WWw.americanradiohistorv.com
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GET SET NOwW......
and lick that summer sales slump!

No need to worry about losing business in July and August if vou
plan now and devise ways to cash in on the many sales possibilities
open in ‘“hot weather” for the alert merchant. There is one sure
source of ideas. It is that helpful business publication—RADIO
RETAILING.

RADIO RETAILING is read by 23,000 progressive radio mer-
chants, radio and electrical wholesalers, department store
managers and buyers, central station merchandise ‘managers,
radio service men, and other dealers interested in the sale of all
home entertainment products.

RADIO RETAILING brings to those men a “dolkar value” seturn
uncqualled by any other radio publication. It is not a “fan”
magazine. It is the clearing house of all the practical selling
ideas developed by salesminded distributors of radio sets, tele-
vision receivers, portable and auto radios, phonograph combina-
tions, 16 mm “home-talking” movies, shortwave sets, tubes and
allied items. It will contain in the next few issues dozens of
practical ways of building mid-summer radio business.

RADIO RETAILING is not sold on any newsstand. It is sold
through subscription only and mailed direct to recognized
dealers once each month. Don’t depend on some one else’s copy.
Have your own mailed direct to you for less than 9¢. a month.
Use it now to prepare for summer business.

Special Half-price Offer

The regular price of RADIO RETAILING is $2 a year. Here
is your opportunity to secure a full year's subscription at just
half-price. Simply send in $1 with the coupon below and the
next 12 issues will be sent to you. Check, money-order or
currency may be sent at our risk. PAYMENT MUST AC-
COMPANY ORDER at this low rate.

M ail this coupon * with $1.00 TODAY

RN N RGN A AN NG NANEE AN ENSANSENENINANENTARAGT NGRS EAREREEE LEETITYEETE P MY masEmmammann afsnmsmEpEmaRNssasEEnEnn SeSEEENESSEsNEEEEESEAEEATEESEmmEEmEEE anm

;r RR 4-32

RADIO RETAILING, 330 W. 42d St., New York, N. Y.

Here is my $1. Enter my name for a year’s subscription (12 months) to Radio
Retailing at special half price rates starting with the Mav number.

SAVE $1 WITH
THIS COUPON

The regular price of Radio
Retailing is $2 a vear. This U1 Check kere if you are already a subscriber and want vour subscription extended
coupon and a check, monev- at Special 1 price. ($2 in Canada — $3 elsewhere.)

order or cash for ¥1 will u
bring you the next 12 issues ; Name .. .. PP A PP e P N - . R
of this practical dealer Y Jddress

merchandising service at 1

o e e e hY AR S

the regular rate. Gl o - o e S s (IR PP . . WP

: 2 M - oo o - S . . A — BTG oy eyt e o S o s ST i
Mail Your Order — NOW Company Position ceees
Payment must accompany order 7 o i ; .
s Wwelcannouibiiieal Nednced Naturc of Business ... .
rate. Price ouiside U. S. and Cuuada $3 a. wear. Price in Conada $2.50 wear. with o special rate of $2
SEND MONEY AT OUR RISK Wopanent wccompenies order.  Canadien currency aeceptahle ai par.
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Is easy-to-read dial

cTR‘cAL lNSTﬁUMENT Co

0t
€

o KEY T0 COLOR CHART W

\SFACTORY UOUBTFUL SATISFACm&
= y

NSAY
60

This attention arresting
three-color dial of the
Pattern 538 is cver eight
inches in diamazter.

Tube readings in the red
colored sections indicate
Unsatisfactory perform
ance; pink, Doubtful
and green, Satisfactory.

o D
/’wv
£
JEWELL &’ PATTERN 538
TUBE CHECKER SERIAL NO.

Thousands of successful radio dealers are finding
the large, easy-to-read meters of Jewell Tube-
Sellers the key to increased tube, set, and appli-
ance sales.

When customers read the condition of their tubes
on these impressive meters, they are quickly
convinced and buy needed tubes. After seeing the =
Jewell Tube-Sellers demonstrated, set owners This is the popular Jewell Pattern 533

bring their tubes in for testing. Tube-Seller. Its impressive appearance

. convinces customers you consider tube
Most important of all—customers who come for testing important, and causes them to

tubes or tube testing buy new sets and other bring in their tubes. Jewell Tube-Sellers

merchandise. are available in seversal models; the
coupon will bring the complete story.

You should know all about the Jewell Tube-Sellers P . P v

with the big, popular, easy-to-read Jewell meter.

Mail the coupon today!

% 32 YEARS MAKING INSTRUMENTS ; | Jewell Electrical Instrument Co.
I 1 Hanyes Avenue, Newark, N. J.
Please send me the new Jewell catalog. I am interested in:
| [J Tube-Sellers.

{J Radio Service Instruments.

I
I
Name City I
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mex ((Confidenc
as Justified

WHEN 169 RAILROADS FAILED IN 1893,
JOHN H. PATTERSON SAID:

WHEN PIG 1RON

history of the United States. Great ques-
tions were to be solved, every industry
was stagnant. Some closed down, some
lost courage, while a few pushed ahead

“This panic wi
course and pass away leaving no
impediment to the return, in due

WHEN DEEP, DARK GLOOM RULED IN 1921,
THOMAS FORTUNE RYAN SAID:

. DROPPED 50% IN
“The year has been unparalleled in the 1907, ANDREW CARNEGIE DECLARED :

“Our merchants have been buying only
what they can sell quickly for cash. The
consumer has had to listen to so much
pessimistic talk that he buys onlv what
is absolutely necessarv. People every-

soon run its

and worked harder than ever iwith con-
fidence in the future. We did not let the
hard times interfere with our work.
When times got duller, we advertised
the more and worked the harder.”

season, of another period of whole-

some, because needed, expansion of

our resources.

“We have had the greatest ex-
pansion of modern times. Reaction
had to come—will prove healthful.
Nothing can stay the rapid prog-
ress of the Republic. She is all

where have been scared. They are get-
ting over that.

“Our people are the greatest consumers
of food and manufactured articles in the
world in normal times—and normal times
are coming back. 4

right.’

AMERICcA CAME T

In 1893 stark ruin stalked through the land.
467 banks failed in a few months. Mills, furnaces
and factories shut down everywhere. Bankruptcy
was on every hand. America had twice as many
unemployed per thousand population as she has
today. But she put them all back to work.

In 1907 panic broke loose. The production of
pig iron dropped 50% in less than a year. All but
the strongest men lost heart—‘"\We are ruined”,
they declared, “‘recovery cannot come in our time.”
Yet in two years prosperity had returned.

HROUGH!

In 1921, when many honest and thoughtful
people were predicting worse conditions, the coun-
try was already beginning to climb to the greatest
era of prosperity it had ever experienced.

History tells how America has fought and won
19 major depressions. Good times always follow
hard times, as surely as day follows night. Pros-

perity always comes back. It is coming back this
time, too.

\bove all things, let us have faith.

America Has Beaten 19 Major Depressions
She will Beat this one

THE NATIONAL PUBLISHERS ASSOCIATION

“As the most nearly self-contained nation, we have within
our own boundaries the elemental factors for recovery.”

(From the Recommendations of the Committee on Unemplovment Plans and Suggestions of the President’s Organization on Unemployment Relief.)
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Not ¥ in 20—

this simple fact

knows

that helps ANY service department
run more smoothly

Out of over 400 made . . . exactly 24 resis-
tor values meet 95% of replacement calls.
Do YOU know what the ‘''24-most-used-
values” are? Make up a list of your own—
compare it with facts our recent check-up
uncovers—see how near right you are! And
get special introductory offer on famous
EX-STAT resistor kits that make every
service man’s job easier. Just send your
name and address on a postcard—NOW-—to

Tilton Manufacturing Co.
15 E, 26th St.. New York (Dept. R.R.)

Headgnarlers for IEXN-STAT specialties . . . DF
SIGNED for radio service mon.

EX=STAT

“Service Men’s Headquarters”

I

TBTHTTTIHEIG)

LI

“FULCO” Radio Covers in-
sure deliveries in perfect
condition—without scratches
or broken parts. Well padded,
btrom;ly sewed, and made to
give maximum service ut
minimum cost. Also Dust
Covers. Write for prices.

Fulton Bag & Cotton Mills

Atlants 8t. Louts Dallas
Minneapolls Brooklyn New Orleans Kansas City, Kan.

New Low List Prices

1 Watt 30c.; 2 Wartt 40c.; 3 Wau 50c.

for Jobbers—Dealers—Servicemen

LYNCH Resis torFB\E E

Replacement Manual ity
LT

FREE with purchase of 10 / o, tu“‘~ /
LYNCH Metallized Resistors i
at regular trade disconnt, or
Manual may be bonght for
$1.00.

All the RESISTOR INFORMATION

need.  Saves TIME and
experhnenting. Useful, autheritative,
invatuable.  Move than 200 circuits—
¢ every popular make of radio re-
ceiver. (Gives vatue, R.M.A, Color Code
schedule and table of Resistanee Values,
together with data on Mullipliers.

you will ever

Steel 50-Drawer
Resistor Cabinet

Useful,
Durable

Drawers 8x3
xlly  inches
inside. Case §
is 33x18%x
8% inches.

Wire Waund Pigtail  and
Cartridge Types.

Precision

Metallized

1, 2, 3 Watts { TXSE:Y
Send order today for Manual, £
new reduced price catalog and or
RMA Color Code Card. details

LYNCH MFG. CO,, Inc., 1775R Broadway, New York City

WIHRTHTHITIVI LA

IllﬂﬂmnmﬂIllIII||l||l||IllIIIIIIIIIIIII|IIlllI|IIIIIIII||I|I|IllIIIIII|||||l|||ll|||||IIIIIIIIIIII|||I|ll||l||l|||l|m|U|l imunnmmniannimm

RADIO WIRE PRODUCTS

LEAD-IN \\ll{l
E HOOK-UP WIRE

N AC( I‘,\QORIES \\'\'U\'(‘IA’]()R Wllu‘b
L I(-IIT\I\(- ARRESTERS CABLES

WRITE FOR CATALOG AND PRICES

1f Your Jobber Cannot Supply You—Order Digect

30 CHURCH ST.,
NEW YORK, N. 1}

CORNISH WIRE CO.

Makers of the Famous

Only Reliable Products
can be continuously

advertised

Auto-Radio
Without
DryBatteries--

T YT T IO T TN L4 1T

JANETTE AUTO-B-POWER

Here's permanent B-Power for aule
radios, giving full volume, undimin
ishied by time or usage. Completely

replices dry ‘B baneries. Tran:
forms 6 or 12 volt current from stor-
uge hattery into 135 or 180 volt “'BY
current. Furnished  complete  with
voltape-divider for tapping off *'C
current.

Clear Reception

The special Janefte Filter eliminates
ripnle ov hum, assuring elear veception

Delivers Pure D.C.

generates pure, continuous D. C. just like hat-
with vibrator or interruptor-types

Janette dynamotor :
tery current—no pulsations us
ol transformers.

For New Installations or Replacement

Janeite Auto-B-Power for new installations or for old
service, and prevent trouble calls

Recommend
installations that come to you for
due to failing "B batteries.

Low Price
low for this unif.
Janetie¢ Rotary Converter.

which is equal in qual-

The price is remarkably
Built for Iite-

ity to the world-lamous

lime service.
MAIL COUPON TODAY

EEEEEESEEAAAETEEFESUNAGHGENETETPETEANNGNTCNNSTUANETENTAAEANANAARAREAUTATERRE

ETTE M 0.
5535 West Monroe st., Chieago, 1L

I'lease send complete information our " Auto-1i-1ower.”’

D T S T T A

Address

City and State.

(ORI BRI

i mn I
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WHO

has been doing
the BIG THINGS

in radio

WHO HAS DONE MOST, in_the past 12
months, to provide the radio trade with a
line that's really in tune®with the times?

at ever-lower prices?

WHO HAS DONE MOST, during 1932,
to meet the demand for ever-higher quality

WHO HAS GONE FARTHEST to provide
profits worth working for—instruments that
bring buyers back for other purchases?

NALYZE what radio manufacturers have
done for you —and you’re bound to admit
RCA Victor has done the big things.
No line has been marked by as many notable
advances asRCAVictorline inthe past12 months.
No line today offers the range, performance,
appeal or smartness that RCA Victor offers.
No line opens up the multiple-profit possi-
bilities of the radio-phonograph — provides the

WHO IS IT that has built for your future
with a line and a name that the whole
radio public knows, respects and follows?

backing of quality famous for the past 30 years.

RCA Victor promised the trade big things for
1932. It has made good on those promises. But
RCA Victor is still “stepping ahead” —still go-
ing places.

It will continue to pay you to keep in touch
with your RCA Victor distributor. RCA Victor
has been doing the big things in radio —and in-
tends to keep on doing them!

RCA Victor Company

A Radio Corporation of America Subsidiary

Camden, N. J.

WWW.americanradiohistorv.com
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Every radio Dealer,

Jobber and Manufac-

LU

and fheir cure turer Needs this book :
@ The fourth and greatly enlarged
edition of “"Radic Noises and Their
s:gt'“scg:"css Cure,” now available contains 76
Oil Burners 812-in.x1l-In. pages crammed with
Home Appligriess wiring  diagrams, drawings and
;’j";“g‘,:m“}”‘""“’ I photographs showing where inter-
Y wverters oL . -
F'fgrmm'“é‘ rebus ference originates, how it is dis-
e e aonce ! tributed and how to ecliminate it.
PRICE 80 COTS A wealth of hitherto unpublished
information of utmest value to
Radio manutacturers and Radio
Dealers.  Send e for your copy
todiy.
TOBE DEUTSCHMANN
CORPORATION
FILTERETTE DIvIsiox
CANTON, MASSACHUSETTS
IO

UGBTI HHTRTRG I

Practical Pointers that

help vou LEARN more, EARN more
The ART of LEARNING

By WaLter B. PitkiN
Author of The Art of Rapid Reading

409 pages, 5Y2x8, $2.50 postpaid.

Do you want to master new knowledge?
—to keep abreast in your business or pro-
fession? — to open new outlets for your
own abilities? — to increase your earn-
ings? Then this book was written ex-
pressly for you! For it explains practical
and direct methods for mastering new sub-
jects more quickly and effectively. Tt
shows how to make the most of your
mental powers, how to analyze vourself
for special talents and abilities. Tt tells

just how to attack new knowledge and
make it vour own. Concentration, atten-
tion, memorizing, analyzing and digesting
facts, training and developing your mind
—are all discussed in a way easy to under-
stand and to follow.

—f—

X
Send for a copy for ten days’
free examination.

McGRAW-HILL BOOK COMPANY, Inc.
330 West 42d Street, New York ¥

e A. C. Electric Plants

ALTERNATING CURRENT ELECTRIC PLANTS now available in
sizes from 500 to 10,000 watts. Ten models of modern generating
units furnishing the SAME CURRENT as SUPPLIED BY POWER
COMPANIES-—A.C. 110/220 volt, 60 cycle, single or three phase.
ldeal standby units.

OPERATES A.C. RADIO, PUBLIC ADDRESS
AND SOUND CAR EQUIPMENT

Runs Washing Machines. Water Pumps. Refrigerators,
A€ motors. Fer all Household and Commercial Re-
quirements. All models conipiete and ready to run.
Cost of operation and upkeep very low.

D.C. MODELS AS LOW AS $99

Direet Current models in 119 or 32 volt,
sizes 300 1o 13500 watts, ranging in price
£99 and up.

ONAN High-grade, less expensive FLECTRIC
PLANTS offer opportunity for many sales of
plan wiring and appliances. Write for
details.

D. W. ONAN & SONS

270 Royalston Ave., Minneapolis, Minn.

st we a
GOOD[]SCILLATOR

For good superheterodyne servicing—the kind that
builde profits and reputation—a complete, accurate
Oscillator is vitally nccessary.

Only with such an instrument as the Weston Os-
cillator, Model 590, can you reliably and accurately
align LF. stages and gang condensers, determine
sensitivity and selectivity, check R. F. transformers,
condensers and the oscillator stage of modern
receivers.

Unusually complete, extremely practical, highly
accurate—NModel 590 covers the broadcast band of
350 to 1300 kilocycles, and the intermediate fre-
quency band of 110 to 200 kilocycles. Frequencies
between 200 and 550 and above 1500 kilocycles ob-
tained by mecans of harmonics.

OUTSTANDING FEATURES

GRID DIP MILLIAMMETER ~ definitely indicates that Oscillator is Functioning.
Enables individual tests of each R, F, stage. Determines resonance point of any coil and
condenser circuit within oscillator range.” Also serves as filament and plate voltmeter.
ATTENUATOR—to control oscillator output. Special unique design. Permits unusually
smooth and gradual adjustment of output over entire range.
TWO TYPE '30 TUBES—one for the R. F., the other to modulate the R. F. to produce
an audible 400 cycle note with 309% modulation.

e — SELF-CONTAINED BATTERIES — a shielded com-

& partment provided for one 2214 volt /B’ battery and

four 114 volt Aashlight celis.

COMPLETE SHIELDING —effectively shiclded by
thick cast aluminum case partitioned for batteries and’
Output Meter.

<= RADIO SET TESTER—Model 565. Complete porte
able radio laboratory. Contains A, C.—D. C. Radio
Set Tester; checker for all A. C.—D. C, tubes, includ-
ing pentode and automobile types; R. F. Oscillator,
direct-reading Ohmmeter, Output Meter and Cone
denser Meter.

ELECTRICAL INSTRUMENT CORP.
581 FRELINGHUYSEN AVENUE...NEWARK, N. J.

| want more information on that

O Model 590 Oscillator
Name
Address
City

O Model 565 Radio Set Tester

State

wwWwW americanradiohistorvy com
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The I.R. C. FORMULA
TO GREATER PROFITS

RESISTOR

COLOR CODE | CERTIFIED
GUIDE

CHART KIT
equals
SPEED + ACCURACY + PROFITS

The I.R.C. Resistor Replacement
Guide tells you whether the set has
a defective Resistor.

The 1.R.C. Color Code Chart gives
the resistance value of each defective
unit.

The I.R.C. Certified Kit contains the
resistance value you need to repair
the receiver.

_|._

Send check or money
order for $3.30 and
get this Kit with the
complete I[RC.
Formula shown
above.

[THoUs \Nps

p

Z O 0F RESISTOR VALLES

- /‘-v T . WITH VHESE
W WL

£ A ROstoRs

WCL/[[Q&L Resistors

INTERNATIONAL RESISTANCE CO.

2006 Chestnut Street, Philadelphia

TITHNEITE TR e

L

E TR

FEED the Goose that
Lays the GOLDEN EGGS

S your Service Depurtment just a “Little Orphan
Annie’—uniwcelcome, but must be tolerated?

1f so, you need a NEW viewpoint. Service work
earns PROFITS for service men who make replace.
ments  with  high-quality, timesaving ELECTRAD
Resistors and Voltage Controls. They PERFORM
BETTER and COST LESS.

Don’t despise the Service Goose that lays the Golden
Profit Eggs. FEED her!

Mail the coupon for literature that tells HOW.

175% Varick St. New York, N.Y,

* ELECTRAD -

TMEC o VAN AR

BLECTRAD, INC,, Dept. RIR-5, 175 Varick St, New York. N. Y.
Send me literature on Electrad Replacement Resistors and Voltage
Controls.

Address

AT T T AT i s

“EXPERIENCE IS A GREAT TEACHER
—BUT YOU CAN LEARN MORE FROM
BOOKS, QUICKER AND CHEAPER.”

And that wise proverb fits RADIO to a “T.”

Here is a Library that will give you more actual facts and
REAL KNOWLEDGE about radio than you can get in years
and years of experience.

Not only do they tell you the Zow and awhy of every impor-
tant radio problem but they g
include TELEVISION too—
and make it as clear as day
with instructions for build-
ing a television set. These
books will increase your radio
knowledge so much that your
self-confidence will jump like
a thermomecter on a hot
August day. Send the cou-
pon in snowr. Examine the
Library FREE for ten days.

PrcTick. RamIo
PRACTICAL o
DNSTRICIE Tpegy

RADIO
MoveR
AND

MOYER AND WOSTREL’S

RADIO CONSTRUCTION LIBRARY

(3 volumes—1119 pages—615 illustrations)
INCLUDING TELEVISION INSTRUCTIONS
FREE EXAMINATION

Send for these books and examine themm FREE for 10 days at
our expense. We pay the postage, even if you send them back.
But send for them and see if you do not agree with us that having
them in your home or shop is like having another first-rate radio
man to advise and help you.

WHAT THE BOOKS CONTAIN

Volume 1. Practical Ladie. 410 pages, 236 illustrations and
diagrams. Presents the fundamental prineciples of radio =o clearly and
simply that anyonc ol average training will be able to understand and
apply them. Deals with recent developments in television, ineluding
deviees for its practical application. The latest types of photo-electrie
cells and neon glow tubes for television services and the difliculties of
“geanning” are fully explained. Contains full information needed to
understand newer 1ypes of receiving tubes. especially those for operating
with alternating current.

Practical Radio Coustruction and Repairing. 386 paves.
179 illustrations and diagrams, Discusses fully all the clementul prin-
ciples of radio construction and repair. Incluiles sueh  subjects as
Sources of electricity for radio tubes—Audio [requency amplifiers—Con
struction of impedance coupled and “‘Universal” four type receiving sets—
Short wave recciver—The television receiver—and many others.

Volume 3. Lladio Receiving Tubes. 323 pages. More than 203
illustrations and diagrams. Clearly cxplains the essential principles
underlying the operation of vacuum tubes. Includes compleie informa-
tion on the newest types of radio tubes and improvements which have
been made in tubes already in general use. Gives complete descriptious
of apparatus required for radio reeeiving sets and for industrial cauip-
ment: also of devices utilizing radio receiving tubes as essential parts.
particularly in the field of radio surgery, where applications of the radio
needle have met with suceess.

SMALL PAYMENTS
Examine these books for 10 days FREE.

Volume 2.

Then, if you keep

them, just send us $1.50 at that time and $2.00 2 month until the
small price of $7.50 has been paid.
ball rolling toward success.

But do it now and start the

FREE EXAMINATION COUPON

]

MeGraw-Hill Bogk Co., Ine, 330 West 4:2d Street, New York. !
Gentlemen:—S8end me the RADIO CONSTRUCTION LIBRARY, all 3
charges prepaid, for 10 days’' Free Examination. If _hﬂ.[le:lClOI'_\'. H
I will send §1.50 in ten days and $2.00 a month until $7.50 has %
been paid. If not wanted [ will return the bools at your cxpense. =
H

T 1T T I N H
H

HOme AQATOSS .« oo oo e e E
H

CHY AN SLUTE ottt e e E
H

Nume 0 COMPANE o i i e m i 5
H

Occupation ... ... I A . ... RR.4-3% &
To insure prompt shipment. write plainly and fill i all lines. E

" 1
R ASasEaEaYENRSSEEUS EESESSEESSSASNENGNSASCEdEEEGENEsEARERGREINNARERAARaARRERaRaAS:
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EMPLOYMENT and BUSINESS

UNDISPLAYED—RATE PER WORD:

INFORMATION :

OPPORTUNITIES-—SURPLUS STOCKS-—DISCONTINUED MODELS

DISPLAYED—RATE PER INCH:

iti 5 4 wor ini Box Numbers in care of our New York. 1 ineh ... ... .. 87.50
5 S i . i By 4 3 y 0 .

Pog{{gﬁs zlllvxa?li;gf'ti)ox(i‘m]:)?iylul‘)‘lgxLi‘u "IldI\“:;luce Chiciigo or San Franeisco oflices count 2 to 3 inches. . c....... 7015 an inch

' 10 words additional in undisplayed ads. 4 to 7 inches. ....... ... 7.00 an inch

Positions Vacant and all other ¢lassifien- Replics lorwarded without exira charee. Ilates for larger spaces. or wearly rates,

tions. 10 cents a word. minimum charge Discount of 10% if one payment is mado on request.

$:2.00. I advanee for four consecutive inser- An advertising inch is measured verfically

. ; : tions of undisplayed ads (not ineluding on one columi. 3 columns—30 inches—

Proposals, 10 cents a line an insertion, proposuls) . oL acey Radio Retailin:

-y #':: “‘:4--(-‘

POSITION WANTED

RADIO and automotive electrician .desires po-

sition or will take elcetrieal department on
commission or what have you to ulfer. PW-165,
Radio Retailing, 330 West 42d St., New York.

SALESMEN WANTED

Electrie Refrizerator Speciatty Salesmen

Wanted to sell Norge in city of 40,000. Ex-
cellent opportunity for laree earnings.  Satura-
tion point very low. We buclk up with radin,
newspaper and direet muail progranm. Drawing
account and commissions.  SW-167, Radio Re-
tailing, 5:0 No. Michigan Ave.. Chicago, Il

AGENTS WANTED

MEN WANTED. We require a man in oevery

comniunity. and every industrial plant, full or
spare time. The work pays well, from %1 to %3
an hour. You simply recommend and call to the
attention of business men and fellow cmployeey
husiness and technieal books published espeeially
for them so they ean make more money. No
experience required. You can muke a substantial
extra income quickly and easily by simply show-
ing our lists. Complete equipnient, free. Write
Tom Crawford, Dept. 13, McGraw-Hill Book Co.,
330 West 42d St.. New York (ity.

COLLECTIONS

Does Anyone Owe You Money?
Your bad accounts collected for you no matter

where located or how old. Checks are what
you want and we get them for you. No col-
lection, no charge. National Creditors Pro-

fective Service,
New York.

BUSINESS OPPORTUNITIES

Suite 704, 365 Fifth Ave.,

Incorporate Liberal Delaware Laws
Preparatory financing inventions, business. Se-
cure organizers perpetual control. Reasonable.
Boolklet. forms free. Universal Charters Syndi-
cate, Dover, Del, -
Radio Tubes
Only  first elass manufacturer for Rumania
wanted. Letters with offer under BO-166, Radio
Itetailing, 330 West 42d St., New York.

SPECIAL NOTICE:

To the Radio Industry

Advertising in connection with legitimate offers of
surplus  stoeks and  discontinued models of radio
merehandi is acceptable in this section of ""Radio
Retailing.”

Txtreme care will be exercised by the publishers to
prevent the use of adverlising in the Searchtight
Section to encourage jwice cutting on current
models of wmerchandise or equipment. Nor will
advertising which invites violution of the dealer's
coutract with the wanufacturer be acceptable.

All wmerchandise offered in the Searchlight Section
must De accurately and fully deseribed and must
he uxuilable on order.

RADIO DEALERS

Bolster up your business with the sale of R-
NEWED vacumm cleaners and replacement parts.
Free NEW illustrated folder on request. Standard
makes—=585.00 and up.  Armature rewinding. re-
placement parts, attachments. 24-hour service.
Lowest Prices—Iighest Quality
RE-NEW SWEEPER COMPANY
‘i

2262 Gratiot Avenue, Detroit, Mich.

RADIO DEALERS
RADIO SERVICEMEN

NEW
Radio Handbook

CONTAINING: Sent postpaid
Technical Information.

Volume Control Guide. 25c.

Tranzlormer and Condenser Guide.
Radiv Replacenient Parts Catalog.
Hard to Get Parts—We have theni.
Send ns your repair work for estimate.
Grant Radio Laboratories
6521-R South Halsted St.. Chicago, IlI,

Surplus
Stocks

When you have surplus stocks of
radio equipment to sell—coils, tubes,
sets, speakers, cabinets, insulators,
etc., or when you are in the market
to purchase such surplus stocks of
other dealers—

Use a “Searchlight ” Ad.

RR-5

The Best Seller
in Radio Books

r:zzzzl_iﬁl‘

|
|
|

Serving Servicing

Super-
heterodynes

\ wr=e- || ByJohnF.Rider

Have you got your copy? The major-
ity of modern receivers are superhets.
These receivers require service.

Are you prepared to tackle superhet
service problems? . . . 5000 of these
books were sold in the first 40 days
after the announcements. No service
department or organization is complete
without one of these books. . . . Get

QUFC!I'W.{'Z;O J)/nas

WOHNF. RIDER

your copy today. Price $1.00
postpaid.
161 pages . type set .. bound in

canvas cover . .. size 75 x 5%, Sold
with a Money Back Guarantee.

RADIO TREATISE CO., Inc.

1410 Broadway, New York City

; For Sure, Quick Money, Sell

Portable Sound-on-Film

a1 to Theatres, Schools,
1 N Clhiurehes, Clubs.
Write for nanufacturers’
prices  on  Soundheads,
Photocells, Optical Sys-
tems,  Reetificrs.  Ampli-
fiers, Horns. Faders, Syn-
chronous Motors, Projec-
tors, Lumphouses. Screens,
Mierophones, ectc.

S.0.S. CORP.
(Dept. R. I.)
Cable “‘Sosound'

1600 B'way, N.Y.C.

FOR FIXIT SHOPS
Free Foto Guide

amdt Vacuum Cieaner Parts Catalog.  Most com-
nlete ever published. Lists_over 800 items and
speeiul teols. 12 pages. Illustrated.  Standard

nuateriul at lowest cost.
ohsolete parts.

5 Valuahle source data on
Big help to all repair shops,

WASHING MACHINE PARTS

Combined washer, vae, and small motor servicing
attracts trade and reduces operating expense. \We
can supply most replicement parts. Uniformity to
highest standards guaranteed. Lowest known prices
with saving on transportation and tronhle.  Con-
solidated orders carn maximum discounts.  Instrne-
tive catalog rree.

URON INDUSTRIES, INC.

=37 W. 6Lh St., Clevelund. Ohio

www americanradiohictory com




FOR AUTO RADIO
WITH THE NEW

Radio Retailing, A McGraw-Hill Publication

DISTANCE-QUALITY-SELECTIVITY

... means more radio sales, more profits for you!

0 OWNER can get the full value of his
N auto radio in tone quality—distance
—selectivity—unless it is equipped with a
Pixes “B’” Battery ELinviixaTor: The new
Pixes ‘B’ Battery ELIMINATOR mukes
this possible because it delivers constantly
the full required voltage for maximum
reception.

Pixes ‘B’ Battery ELIMINATOR consists
of a very efficient motor in combination
with a rotary transformer. It is built of the
very highest quality of materials through-
out and is designed to give years of service
under all conditions of use. Water, slush
or extremes of temperature do not in any
way affect its operation or efficiency. The
current requirement of the ELIMINATOR is
less than that of a single headlight on an
automobile.

Pixes ‘B’ Battery ELIMINATOR is so
simple and rugged in its entire structure
that there is nothing to get out of order.
It is not necessary to oil or grease any
parts, neither is it necessary to make

PINES WINTERFRONT COMPANY

adjustments of any kind at any time.

Pixgs ‘B’ Battery ELIMINATOR can be
very easily installed. It bolts directly to
any convenient place under the floor of the
car. Requires no cutting.

Engineered by a nationally known firm
specializing in the manufucture of quality
produects, you can proudly offer Pines ‘B’
Battery EviaviNaTor with the feeling of
security that every sale means a satisfied
customer. They will gladly spread the good
news to others resulting in an endless chain
of sales and profits for you.

To the users, Pixes “B’” Battery ELim-
INATOR brings a constant, steady voltage,
producing a clearness of tone for both local
and distant stations never before thought
possible in an auto radio. Itsaves money,
too, because the first cost is the only cost.

Don’t delay. The Pings ‘B’* Battery
ELIMINATOR means Big Money to you.
Remember—it takes only one sale to start
the profits rolling. Write today for further
information and prices.

PINES

"B'-BATTERY

ELIMINATOR

Recommended by leading radio manufacturers

Also for motor-bout, bus, airplane and home radio

DEPT., A, 1153 NORTH CICERO AVENUE
CHICAGO, ILLINOIS

This index is published as a convenience to the reader.

but Radiv Retailing assumes no respounsihility for

Every care is taken to make it accurate,

-

rrors or omissions.
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SUPFRHETERODYNES

are Fast-Moving Merchandise

Tlu' Cru.s'll'l[ TYNA\WIITF

The value that is pached into
this radio receiver is amazing.
This 4-1ube superheterodyne in-
corporales pentode output and
vartable mu (ubes, image sup-
pression pre-selector, combined
volume control and on-ofl switch, illuminated station
selector and full floating moving coil dynamic speaker.
Brings in distant stations when used with an antenna of reason-

able length. Iere are big set features at a remarkably low price.
Dimensions: 1314” high, 934" wide and 7'4” deep.

COMPLETE WITH ¢ TUBES

ROSLEY radio receivers are buill and
priced lo meet. Lhe needs and requirements
of TODAY’S market. Crosley extremely
low prices, sensational performance and ex-
quisile cabinel design enable dealers every-
where (o clinch sales and make more prolits
NOW! No other radio receivers oller more
for your customers’ dollars than do Crosley
receivers. Every radio relinement has been
incorporated inlo the fast-selling Crosley
line. Crosley receivers are the prolil-makers
for 1932. Sce your Crosley Distributor for
complete details about the Crosley hine.

The Crosley CAROLER

A superl) 8-tube superheterodyne console
model. It incorporates pentode oulput
and variable mu tubes, continuous (step-
less) tone and static control, illuminated
hairline shadow dial with vernier drive,
and latest type Crosley full floating mov-

ing coil dvnamic
'29=

speaker. Dimen-
2284”7 wide and
COMPLETE WITH 8 TUBES

12347 decp.

sions: 40”7 high,
AND TENNABOARD

N 4[;I'UIH“.S PLAYTIME, Jr... ... %79.75 CAROLER. . .859.75 PLA)TIME_._Q ... %95.00
TY By &29 75 —_ i al Spe:
—— A '.'jjj'j'_-;lf_;; T TUBES MERRY MAKER g0 (Vith Dual Speukers)
CROSLEY 5 TURH FORTY FiVE....... $45.00 (With Dual Spexkers) TENSTRIKE. . 569.50

LITLFELLA .. 36 8 TUBES ANNOUNCER. .. . 85.00 HAPPY 1IOUR...... . 99.50
MODELS BIGFELLA 42! 48 PLAYBOY. ... . . %19.75 (With Duul Speakers) (With Dual Speakers) .. 109,05

COMBINATION SITORT-WAVE AND STANDARD BROADCAST RECEIVERS
-—wr DISCOVERIZR (7 Tubes;. ... $77.50 ADVENTURER (12 Tubes) ... $119.50
All above models are SUPERIETERODYNES and are priced complete with tubes.

Montana, Wyoming, Colorade, New Mezico and west, prices slightly higher. DPrices subjecl to chunge.

AnyFederal or Slule laxes which may be levied must be added to prices.

THE CROSLEY RADIO CORPORATION

Powel Crosley, Jr., President

CINCINNATI

Home of ““the Nation’s Station”—WLW

YOU'RE THERE WITH A CROSLEY

www.americanradiohistorv.com -




ANDREW J ALLEN Z
240 HAMPTON DRIVE

INDIANAPOLLS IND

,h—.r—-"‘"—'ﬁ_

TURES mnn pv: gyl
RCA I!ADIOTI!ONS
e ——————

“MERCHANDISER TRIPLED
MY TUBE SALES”« - + -

Says Wayne Spinks of Memphis, Tennessee

\X/AYNE SPINKS’ attractive store testifies “After we placed this complete, butcom-
to his painstaking method of doing busi- pact, display on our floor, our tube sales
ness. A constantly swelling group of loyal were at least tripled. Tube sales are pleas-
and appreciative customers is a ant and profitable, and any dealer
natural and just consequence of who has failed to place in his store
this practice. a Radiotron Merchandiser is cer-
Ever alert to new merchandis- tainly overlooking a good bet.”
ing ideas, Mr. Spinks recognized Join the ever-growing army of
in the Radiotron Star Merchan- successful dealers who, like Mr.
diser a means of quickly and positively de- Spinks, entrust their radio tube merchan-
veloping his Radiotron sales. His statement dising problems to a company known for
confirms the correctness of this estimate: developing sales aids that really sell.

RCA RADIOTRON COMPANY, INC, HARRISON, NEW JERSEY
A Radio Corporation of America Subsidiary

THE HEART OF YOUR RADIO

WWW americanradiohistorv com



