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A VICTOR HEADS THE RAD
‘AN PARADE!

Farm radio sales doubled! That's RCA Victor's record for the
beginning of the new radio season now in full swing. And ic's a

record that clearly indicates this is going to be the biggest, most

profiteble farm set season cver!

It's a record that marches straight and true in the footsteps of the

———

sensatzonal “city” radios—the ones with the "Magic Brain” and
“Magic Eye” and RCA Metal Tubes.

Farmers and cheir families are “all het up” about RCA Victor's
big and bzautiful 1936 models. They're gazing in wonder as these

thrilling sets bring in world-wide entertainment ““just as easy as pie.”

Fl e

They'te highly impressed with the low cost and operating economy
of the new models. They're pleased with the wide choice of cabinets
and table models, in addition to having their pick of air-cell or

B

storage-battery scts. An intensive advertising campaign in national
farm papers keeps our sales story before them all the time—makes
them RCA Victor conscious.

And—hecause of all this—they’re BUYING! That's why we urge
you—push RCA Victor farm radios—and the farmers will push

their money into your hands!

Selling FAST an ire farsz! Model BCG6-4 looks and is a lat of set for orly 35%.50 (less : !i li ii ” |

batteries, f.ob. Cemeen, subject ta change without notice). Hindsomr: ne. tuning

raxge 540 20 6900 hes., which includes the 49-mecar banc. RCA Mfg Co., Inc., Camden, N. J A SUbSidiﬂl‘y of the

RADIO CORPORATION _OF AMERICA

o —
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Model 770

A distinctive console receiver styled
in gaceful modern lines; 38" high,
99" wide, and 12”7 deep. Frequency
range, 18 m, c. to 535 k.c.,in three
non skip bands. Three metal and
four glass tubes, full10” dynamic
speaxer, AVC, ATC, band expansion,
and - m.v. average sensitivity. For110-
120 volt, 50-60 cycle A, C., or other
voltéges and frequencies on order.

Belmont Racio Corporation
1957 Fullerton Ave., Chicago, lll.
Cable address: Belrad

wooe, 770

DELITY

"'-I T wr—‘——:—rT——v—
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QUTPUT AUDIO VOLTAGE
Ao

RADIO RETAILING. November, 1935. Vol. 20, No. 11. Published monthly, price 25c. copy. Subseription rates __United States and Central and South American countries,
$2.00 a year. Canada, including duty, $2.50 a year. All other countries $3.00 a year or 12 shillings. Entered as second-class matter April 10, 1925, at Post Office
et New York, N. Y., under the Act of March 3rd, 1879. Printed in U. S. A. Cable address ‘“McGrawhill, New York.”” Member of A.B.P. Member of AB.C. Copy-
right 1935 by McGraw-Hill Publishing Co., Inc. 330 West 42d Street, New York, N. Y.

Printed by The Sehweinler Press. N Y
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a challenge

has—this year—enjoyed a greater
increase in publz'c acceptance than
the product of any other manu-

facturer of radio recez'w'ng sets. . .

WE CHALLENGE ANYONE TO
DISPUTE THIS STATEMENT

There must be a veason

"ZENITH RADIO CORPORATION

3620 IRON STREET, CHICAGO, ILLINOIS

A ric anradiobictan, com
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LOOK AT STROMBERG-
CARLSON SALES JUMP]!

= L Vou CAN PROVE
: ' i | EACH MODEL 15
WORTH 1TS PRICE!

WHY NOT — g
WITH THAT - O S AT
PRICE RANGE? ACOUSTICAL gr i
" i
.l

{LABYRINTH |

ON FOUR
MODELS

AND SEVEN
HIGH FIDELITY
MODELS |

-n

%@Fﬂ Big Sales Increase Means Real Profit for ﬁiﬂ

L |[E0s ¥ &) Dealers and Dealers’ Salesmen me SN
j No. 61-11 =" U[ “w
o Good men are better men when they are selling a line 9
e with the thrill of life in it. The “jump” to Stromberg-Carl-
WH son radios this fall is inspiring Stromberg-Carlson dealers’
ST | &) ( | salesmen to new victories everywhere.
orT = ';O\L_T') —And what a showing!

Popular price models which out-do all competition.
Seven High Fidelity numbers, more than in any other
manufacturer’s list. Radios with the already famous and
exclusive “Acoustical Labyrinth.” Every model in the
Stromberg - Carlson line carries a worth - while margin
of profit.

The longest price range in the industry, $59.50 to $985.00.
(Texas, Rockies and West, slightly higher.) 4 few territories
are still open to live merchants. Write us.

STROMBERG-CARLSON TELEPHONE MFG. CO., 100 CARLSON ROAD, ROCHESTER, N.Y.

*No. 74

*High Fidelity

There is Noihing Finer
Models

Than a Stromberg-Carlson

wwwwarmericanradiohistory com
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DYNAMIC POINT-OF-SALE ADVERTISING OF

“RE-CREATES THE ARTIST

IN YOUR HOME”

ATTRACTING THOUSANDS OF NEW BUYERS

The “eye value' — outstanding STYLE — of Emerson
Harmonized Unit Radio, on these MOVING displays
and against these attractive backgrounds, is stepping up
the selling-power of dealers’ windows everywhere.

Put them to work in YOUR business. Get the details of
these and other forceful helps from your local distributor
or direct from Emerson headquarters.

Emerson's policy of “‘promotion where the goods are sold”’

is jumping dealer sales of the entire line— 19 great

models, $17.95 to $129.95.
o

Mirrored Window Feature

For EMERSON “Duo-Tone”
and Other Models

'{'HE .h‘ﬂTf 5 r '."-‘I'

Attractive, substantial combination of hard wood, chrome
metal trim and thick mirror. Large round background
in cream lacquered plyboard with die-cut lettering and
design in contrasting colors and gold. Base of gold finish.
(Mirrers reflect rear grille of ““Duo-Tone'* models.)

Size approximately 5V feet high, 3 feet wide.
Shipped in individual carton.

Note how this display serves as a striking center piece around which
sets may be grouped. Emerson Models illustrated are 106, 107, 111,
109 and 108.

o

Motor Turntable Display

Putting the Emerson “Duo-Tone” Models in Motion!

Attractive red and silver revolving table mounted on highly efficient
motor capable of handling fity-pound weight. An ideal arrange-
ment for demonstratmg the identical front and rear grille of the
Emerson *'‘Duo-Tone" models.

Dimensions: Tumtable 16 inches in diameter, 43/ inches high.
Shipped in individual cartons.

EMERSON RADIO AND PHONOGRAPH CORPORATION, 111 Eighth Avenue, New York, N. Y.
The EMERSON Line Also Comprises Models for Every Foreign Market Cable Address: EMPHONOCO N. Y.

oy americanradiohistory. com
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what makes
a tube line

profitable?

This portfolio develops and dis-
cusses the nine basic qualifications
found to be essential in a tube line.
It proves that all nine must be pres-
ent if a line is to pay the retailer a
full profit on every sale while build-
ing his business and prestige on a

sound and permanent basis.

The Tung-Sol wholesaler who serves
your locality has this presentation.
It summarizes the experience of
thousands of successful radio re-
tailers who wanted to know what
makes a tube line profitable.

We feel sure that this tube merchan-
dising analysis will interest you. Go
through it with the Tung-Sol whole-
saler and discuss with him the pos-
sibility of your appointment as an
authorized agent. Or, if you will
write to our nearest sales office,

they will give you details promptly.

TUNG-SOL

CJC_mQ-g loowr radio Julies

TUNG-SOL LAMP WORKS, INC.
Radio Tube Division
SALES OFFICES:
Atlanta, Boston, Charlotte, Cleveland, Chicago
Dallas, Detroit, Kansas City, Los Angeles, New York
General Office: Newark, N.J.

www-americanradiohistorv com
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M. L oAY IS FROM MISSOURI
Il —and FORGES AHEAD

win EADA

All-Metal Tube Sets!

Says he —

] have been a franchised Fada dealer ever since
1925—this makes the tenth year.
1 like the Fada line of Radios because they last

longer—and give better customer satisfaction than

\ any other Radio on the market that I know of.

M. L. Day_ ) “I like your new Metal Tube Radios for 1936.
* from Missouri—*' owns ;
the telephone exchange in I’'m selling them and they are making good.

bis town. Ten years, satis-
fying radio customers,
make him a pioneer with

the stability and judgment
that come from experience. . a%
'

Oavner
Niangua Telephone Exchange

NIANGUA, MISSOURI

YOU can forge ahead

FADA offers a radio for every

purse . . . from compact to HI- bt
FIDELITY console . . . straight wlt
AC and AC-DC WORLD-WIDE

receivers . . . from $19.99 to

$144.50. Write for Distributor or
Dealer proposition.

1920 A)]M
Radlio
o o Famous Since Broadcasting Began o o

FADA RADIO & ELECTRIC COMPANY
LONG ISLAND CITY, N. Y

g americanradiohistons.com
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THE ATWATER KENT RADIO HOUR SELLS SETS FOR YOU
on Thursday evenings at 8:30 E.S.T. Columbia Coast-to-Coast Neiwork

waaALamericanradiohistornys. com- . L]
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PIPE DOWN, AUSTRALIA

An open letter o O. F. Mingay, Editor, “Radio &
Electrical Merchant,” S ydney, Australia.

In your admirable magazine, Sept. 13 issue, appears
an article under the not too conservative head: “Metal
Tube Debacle . . . American Set Manufacturers Up
Against It . . . Tube Makers on the Spot.” Two letters,
written from this country about the first of September
are presented as the basis for these rather startling
conclusions.

Pardon me, brother editor, if I suggest that you may
have been a bit too quick with your trigger finger.
Much metal tube history has been written here in Amer-
ica these past two months.

Last week I took a tour through our mid-western
states.  Dealers reported fairly adequate delivery of
sets equipped with metal tubes and their entirely satis-
factory performance—with field failures of the new
“valve” not greater, sometimes less, than the glass

product. They are waking up to the merchandising
possibilities of this type tube, are beginning to push it
as out-dating its predecessor, are recognizing that it
has several specific advantages.

I cencluded my trip with a visit to a large tube plant.
Frankly, Mr. Mingay, I too have had my fingers crossed
on this m. t. proposition—until I there witnessed a pro-
duction of 15,000 metal tubes a day; with rejects now
so low as to no longer constitute a manufacturing or
economic hazard. All major processing problems ap-
pear to have been solved. Vacuum-tight welding has
now become a routine matter. In fact many engineers
and production managers are enthusiastic over the
ultimate manufacturing efficiencies of this tube and, I
might add, its potentialities for further development.

Las:ly, it is not beyond the bounds of probability that
some of these days we may see a diode-triode come out
in a nice new metal jacket.

Yours in a common cause,
Ray Sutliffe, Editor.
Rap1o RETAILING

oy americanradiohistor. com
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THE TWO GREATEST ADVANCES IN RADIO

WILL HELP YOU SELL PRESENT RADIO OWNERS

NEW STEWART-WARNER FERRODYNE

To Make Money this Year
You’ve Got to Sell Your
Old Customers Again! e s

Radio business is better than ever! Radio : calls, ate. |lluminated dial. 12-inch
owners are giving up old-fashioned sets dynamic speaker.

and replacing them with modern, up-to-
the-minute receivers. Like the automobile
business, radio is now largely a replace-
ment business.

== :
B e e

To build the most profitable volume, you
need convincing “reasons why” present
owners should buy the sets you are selling.
And Stewart-Warner gives you these
“reasons.” For Stewart-Warner gives you
more than just metal tubes, which almost
every set has this year. Stewart-Warner
gives you the exclusive Ferrodyne Chassis
plus metal tubes. And dealers everywhere
are getting the business with this new
Ferrodyne story.

The Ferrodyne Chassis is no compromise.
It’s an entirely new kind of circuit, exclu-
sively developed by Stewart-Warner to
give the listener every advantage of the
new metal tubes.

Listen to the amazing Ferrodyne reception.
Then look into the Stewart-Warner mert-
chandising program that will help you sell
this new line of radios. Sound selling
ideas, especially designed for replacement
business, are backed with newspaper ad-
vertising, And you can have something en-
tirely new—your own local radio program
with big-time talent!

Youwill find that the two greatest advances
in radio—the Ferrodyne Chassis and metal
tubes — will bring you the replacement
business that every radio dealer is out after.
So write, wire, or phone today—we’ll give’
you full details.

STEWART-WARNER CORPORATION
CHICAGO, ILLINOIS

A

S-tube Round-the-World Receiver 7-tube Ferrodyne Table Model 7-tube Ferrodyne Table Model

STEWART-WARNER
enreotly ne RADIO

waany amaricanradinhictans cam
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PHILCO SETS will continue to
use glass tubes, at least till the sum-
mer of ’36, according to a statement
by L. E. Gubb, president of the
Philco Radio & Television Corpora-
tion.

+ o+ 0+

ON THE OTHER HAND a mid-
October letter to the parts trade,
signed by C. E. Carpenter, sales
head of Philco’s tube division, an-
nounces that a line of “Philco” metal
tubes for the replacement demand
now is available. They closely ap-
proximate, in types and list prices,
those metal tubes now in current
use. “Please understand that this
does not put Philco’s endorsement
on the metal tube for use in Philco
receivers,” Mr. Carpenter’s letter
stated in part. It was felt that this
company should give its dealers a
complete tube replacement service.

+ o+ 4+

AIR CHARGERS are paving the
way to profitable battery business.
One radio jobber, within a recent
90-day period, grossed $7,500 on
heavy power accumulators due solely
to the fact that they were sold as
the necessary complement for the
wind-operated generator. Prior to
taking on the roof-top generator his
storage hattery sales were nil.

+ 0+ 0+

TWENTY-FIVE HUNDRED in-
dividuals registered at the three-day
New York Convention of the In-
stitute of Radio Service Men. This

News and Views

display of interest in the mainte-
nance end of radio offers convincing
proof that the average servicer
wants to be both a better technician
and a better business man.
Throughout the country all signs
point to the fact that he is achieving
both objectives. The success of last
month’s affair at the Hotel Penn-
sylvania has assured its annual “re-
peat performance.”

+ o+ o+

THE SIGNIFICANT feature of
the Archbishop of York’s address on
the World Situation was not pub-
lished by the American press. That
is the fact that the sermon not only
was broadcast to the world at the
time of its delivery, but that during
the succeeding 24 hours an electrical
recording of the address was broad-
cast five times over the British short-
wave systems. To no other official
utterance has the British government
—or any other government—ever
given so sweeping a circulation.

The U. S. listeners who heard that
speech received an amazingly accu-
1ate advance statement of the policy
which the British government has
consistently pursued in all its subse-
quent dealings with the League of
Nations.

+ o+ 0+

GEORGE PAYNE, FCC, in a re-
cent speech, cautioned broadcasters
to improve the cultural quality of
their offerings if they would retain
their present freedom from strict
regulation, warned against “an arro-
gant assumption of political power.”

7~

AL oaaricanradichictaorny com
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Total
Unwired Homes Wired 2,300,000
9,970,000 Farms Setson
(Includes farms) 760,000 Farms
v ¥
T T i,

Our Radioless Rural Market

21,030,000 Homes Unwired 4,300,000 Farms
with Line Power 5,940,000 without Radio
Total Homesin U.S. Total Farmsin U.S. A 65% Unsaturated
31,000,000 6,600,000 Market
FARM INCOME RURAL RETAIL SALES
B.7 Billion' Dallars -=.f~5.w_st_;'_:
(Estimated) . ﬁmﬂ 5 Hp 0%
1935 o 1934 1935
IN THE NORTHWEST Wheat Oats
,!f HayBo‘érn 200%Barle R
704, xlso%! 300% 590%
1934 1935 034 olae i 1935 <—mc oo s N
Hog quotations have more than doubled in Gains ranged from 70 per cent for hay to

more than 550 per cent for rye. Wheat shows
a 130 per cent advance; com, 150 per cent;
is up from 20 to 100 per cent. oats, 200 per cent and barley, 300 per cent.

12 months. Every product from butter to bulls

Where Parts Are Purchased

(We surveyed 10 towns—238 dealers and servicemen)

From local jobbers.......... 68% From set manufacturers. . . .. .. 9%
From parts makers........... 16% Mail order houses.......... 6%
Othersources.............. 1%

Automobile financing. . ..o vt iit ittt e e i e e 80% above '33
Apartment rentals. . ..ottt i i e e e i e, 57% of '26 load
House rentals. .. ooiviin ittt ittt ettt eieeens 82% of peak load
Residential building. . ... oo . 21/3 greater than '34
Electric refrigerators. . « o oo veveee e iiiiinnnnn. «...up 721% from depression low

470,000 new electricity users were added to the power lines during last twelve months

Broadcast Advertising—Total for first eight months, $31,615,000........... 18% over 1934

10

Radio Retailing, November, 1935

~
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News and Views

FAILURES in the radio field are
fewer than formerly, according to
Dun & Bradstreet, Inc. Total lia-
bilities (manufacturers, wholesalers,
dealers) in 1931 were $8,186,000; in
1932, $3.806,000; in 1933, $5.533.-
500; in 1934, $3,148,700 and in 1935
(Jan. to Sept. inclusive) they were

only $443,000.
+ 4+ 0+

NOW THAT at least one maker of
metal tubes actually is stocking cer-
tain types, sees the feasibility of pro-
ducing a diode-triode, is out with a
commercially acceptable 574 recti-
fier and has reduced manufacturing
methods to the point where lower
production costs are *'just around the
corner” we are forced—against our
wishes—to sound two notes of
warning :

1. Metal tube types should he held
down—kept within reason.

2. Metal tube prices should he held
up—kept above cost levels.

The m.t. slate, right now, is fairly
clean, Let's keep it that way.

+ + o+

GRANTED THEIR choice of the
same nake and type of set—cither
metal or glass tubed—present con-
sumer choice runs about 50/50.
Some jobbers, dealers, manufactur-
ers report a 60/40 division.

+ + 0+

EUGENE FARNY. formerly in
charge of radio sales for the Rudolph
Waurlitzer Manufacturing Company,
is opening a chain of radio and appli-
ance stores in Ohio. Merchandising
policies appear to he modeled after
those of the old Wurlitzer stores.

+ o+ 0+

WORD COMES from Cincinnati
(headquarters office) that most of
the branch members of the “revised”

Radio Retailing, November, 1935

Waurlitzer Stores organization—op-
erating under recent drastic modifi-
cations of former practices—are
doing rather nicely, thank you.

+ o+ o+

A CERTAIN SET wmanufacturer
put 23500 receivers through the
production lines during the weck of
October 14, Production of sets by
all makers is catching up. The de-
ltvery jam may be broken by the
time Radio Retailing mails.

+ o+ o+

FAR-REACHING changes in the
wave-length structure of hroadcast-
ing, including the likely authoriza-
tion of some twenty stations with
super-power and the licensing of ad-
ditional local stations, may grow out
of present studies being conducted
by the Federal Communications
Commission.  Any action of this
nature would result in a reshaping
of the entire broadcasting setup—
and should be entered into only after
the most careful investigation.

THE REFUSAL of the British
Broadcasting Company to re-trans-
mit a speech by Baron Aloisi, the
Italian diplomat at Geneva, to Amer-
ican audiences focused world atten-
tion on the importance of shortwave
transmission in international good-
will or as a medium of disseminating
propaganda.

Broadcasters in this country point
out that the nations with'the most
powerful shortwave transmitters
hold an advantage in international
diplomacy almost equal to that of a
trade balance,

+ 0+ o+

REPLACEMENT parts makers
are angling for industrial accounts,
sometimes with meager results. A
certain resistor salesman presented
a certain railroad purchasing agent
with a $200 cellar bar, followed up
with another peace offering of a
$100 set of glassware for same,
only to discover that this client had
bought precisely $180 worth of re-
sistors the vear before. Byv com-
parison  the radio replacement
market is still pretty hot.

+ o+ o+

SCRAP THOSE old junk sets, ad-
vises a Cleveland dealer. Otherwise,
as actually has happened, some siart
trader will buy one from you—;for
$2—take it to a rival dealer and turn
it in for $20 on a “‘regardless of age
or condition” deal,

36% of New Home Builders Buy New Radios

PERCENTAGE

PIANOS L. _______.__.
LAWN FURNITURE__ _

WASHING MACHINES __ __
SILVERWARE . _____ |

CARPETS AND RUGS_ . _
FUORNITURE __ _ ______
CURTAINS ________ _

“ 50 60 ©° 80 % 100
T
|

FIRCENTAGE OF HOME OWNERS SURVEYEDS
[THAT PURCHASED NEW FURNISHINGS FOR
NEW HOMES BUILY 1N 193438

J. D. Veith, Chicago University, has just completed a study
of the buying habits of people who built new homes in 1934-
35. He found that 36 per cent of them simultaneously bought
new radios, points out that such people rarely use all their old
furishings. Radio did not stand as well up on the tabulation
as other modern appliances, indicating a need for more inten-

sive promotional effort

|
4 50 &0 ™ [0 0 100
PERCENTAGE"

o wwwamaearicanradinhictary com
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93,000,000 HOMES HAVE RADIOS*

16% have sets 1 year old
14% have sets 2 years old
12% have sets 3 years old
15% have sets 4 years old
43% have sets 5 years or more old

* November 1 estimate.

Why 5 Years Old is OBSOLETE

RADIO DESIGN 1931 | 193211933 | 19341935 |
ADV ANCES : : '

Electriﬁéd Hon%ue Rach:os

WHAT THEY MEAN
TO THE USER

lShortwave Tuning

Foreign Programs}

metal Tubes

L

Rugged Performance |

i_High Fidelity Tone

Improved Realism i

[Full Vision Dials_ E

Easier, More Accurate Tuningj

albasgesls

N7:- 2 g
| Visual Tuning Indicators

' B_ett_ef Tone |

moise Reducing Antennas

Quieter Reception |

Automobile Receivers

l piael Matciﬁng Cantials i ]

Built-In Appearance. {

L
|
]

Better Car Performance

i |

. : E :
I'Tio Suppressors ; { —_:———.d
T f | ) |
: E : l

Rural .a'pd Farm Sei::s

|Low Drain Battery-Tubes

No Battery Charginli

(Wind Driver;— Chargers

Greater Economy j

e Accessories |
Fewer Accessories

lplug in Batteries =

Less Hook-up Trouble |

|

'B Battery-less Sets 5 — : ' 44
5 |

<

k|

‘
|
1
\
i
'
!

FIVE YEARS AGO TODAY

12
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Comparative Demo Is Season’s “Must”

st that replacement buyers hear difference between
~and mnew before quoting allowance says

L

)

)

Leland F. Gray

side Ty side with their old models.

i Then theyv quickly realize that there

- as much difference as between a new
% nd a model T Ford.

realize, as well as any, that a

spnstration policy is apt to he

nless it is carefully con-

1 our estimation, demon-

sart of the 1936 radio

A1t is up to the dealer

‘head of his drive,

iep costs within
‘s demonstrated
sin allowances.
iter into any

e demonstra-
www.americanradiohistofvecaine cus-

sale declines. Trades are sold in hulk
to an outlet which specializes in their re-
conditioning and sale to lower classes of
purchasers. They bring in from $1.50
to $10.

“When cultivating the replacement
market,” says Gray, “we find that it is
wise at this time to concentrate on the
better class of homes. The people in the
upper middle class group now seem to
be in a position to buy good sets and
there are enough of them to keep us
busy. Our profit margin is kept up
when selling this group. Table models
are being sold at the present time largely
as second sets, for use in bedrooms, dor-
mitories and vacation camps. Margin
enhani-e T T T s PR

1s i
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"Sixty per cent of our radio business
was obtained from September to April
last year. So we are concentrating on
this business during the same period
this season somewhat at the expense of

appliances. Positive knowledge that we
are selling primarily to replacement
buyers is proving particularly useful
when wording advertising copy, fram-
ing verbal sales stories.”

Co-op Collection Office
Saves 5 Dealers 50%

Central office re-finances delinquent
accounts, charges 1 per cent per month

DENVER—A cooperative collection
office, maintained for the handling of
delinquent accounts, saves 20 to 50 per
cent in office expense, reduces losses for
five of this city’s most active retail
stores handling radio. The outlets are:
Charles E. Wells Music, Knight-Camp-
bell Music, American Furniture, Fred
Davis Furniture and D. F. Blackmer.

Under the plan collections average 95
per cent, according to George Rock,
offrtce manager. Refinancing, with the
addition of a one per cent per month
carrying charge, permits new division
of payments according to the delinquent
purchaser’s needs. The additional in-
terest makes up for the delayed receipts
of each individual store,

When a customer of any one of the
five stores proves unable or unwilling
to pay according to the original
schedule a letter suggests that the ac-
count be discussed with the central
office, organized as the National Finance
Company. Accounts are turned over to
the central office after two payments
have been missed. The purchaser is
urged to contact this office.  Rock
works out a revised schedule of pay-
ments, the time varying according to the
amount still due, with one year set as
the maximum. Since faster payments
mean a saving on interest the plan
favors quick cleanup of overdue sums.
If payments are subsequently missed by
the re-financed customer he is contacted
by phone, given three days’ grace. Then
a truck is sent for the merchandise.

The total expense of the operation is
determined each week. Divided by the
number of accounts handled, each store
is then billed according to the number
of collections the central office is ac-
tively handling for it.

The dealers claim three advantages
for the system. First, it saves on col-
lection costs. One store with a large
credit business formerly found it neces-
sary to employ a manager and two spe-
cial investigators for delinquent busi-
ness. In addition, one truck had to
serve part time duty and the investi-

Radio Retailing, November, 1935

gators’ transportation had to be pro-
vided.

Assuming that there were 16 or more
accounts requiring investigation the
total individual cost in this case would
be:

Two investigators, at $25 per week.. $50
One office manager, at $30 per week. 30

Gas and oil for investigators. ... ... 15
Truck and driver ............ ..... 7.50
ToraL ... Lol L $102.50

This same store pays from $60 to $75
per week for such collection service
under the new plan.

Secondly, the dealer’s own truck does
not have to handle the necessary pick-
ups. A plain, unmarked truck main-
tained by the central office, takes over
this duty.

And, thirdly, the additional one per
cent per month interest is returned to
the store. With only actual operating
expense charged by the central office de-
linquents do not represent a loss because
of the longer time involved and interest
charges take care of a large percentage
of each store's share of the collection
office costs.

Once a week, the dealers meet with
Rock to go over operation policies. Col-
lection losses are running less than one-
half of one per cent.

Where credit volume is sufficient to
maintain such an office any group of radio
and allied line retailers would find such
a plan workable, thinks Rock. “It is a
simple matter,” he states, “to figure the
costs in proportion to the volume of busi-
ness which would be given to the central
credit office.”

Delinquent furniture accounts are also
handled by the central office for three of
its supporters but the two exclusive radio
stores do not share this expense. They
pay only their share of the expense in-
volved in radio work.

METAL. TUBE SIGN SWELLING STORE TRAFFIC

Ische Brothers, Milwaukee dealer, known locally by its theatre-size sign, reports
substantial increase in store traffic since the public was invited to come in and hear
metal-tubed sets. ““If you don’t think they are the season’s best curiosity arouser try

a sign like ours,” says Gordon Ische

waans amaricanradiohistans com
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Grocery Store Exhibit
Sells 11 Refrigerators

Radio outlet says idea is ap-
plicable to other home devices

WASHINGTON—A novel experinient
which developed 11 refrigerator sales in
a few weeks is reported by the Okay
Radio Company. The idea involved a
display of boxes in a chain grocery store
just across the District line in Silver
Springs, Md,, and produced two washer
sales and a number of radio leads.

A display of refrigerators was placed
in the store, one of the machines filled
with fresh vegetables and other perish-
able foods. A salesman familiar with
most of the local residents was in con-
stant attendance.  While customers
waited for their grocery orders to be
completed they were engaged in conver-
sation by this salesman, who stressed
the food savings possible by means of
electric refrigeration.

According to J. J. Finnegan, Okay
manager, the inducement which clinches
the bargain with managers of grocery
stores is the offering of a $5 food ticket,
convertible only in that particular store,
to each refrigerator purchaser during
the life of the campaign. The store
manager further realizes the value of the
free advertising. ‘More people came
into the store because of the little ads
we ran in the community paper, which
cost us only $2 per insertion. We also
printed and distributed handbills all over
the section. In the center of each ad

QF  MUS(C sta

-

SAMERICAS MO-

SEMSATIONAL REFRIGERATOR

A P.A. MAN SENDS IN THIS ONE

Here's *‘Sailor Sam,"" the public-address equipped sand-
wich man, who sells speedboat rides to Chicago's throng
travelling the Michigan Avenue bridge.
be sold to many businessmen who need ballyhoo

The stunt could

we illustrated one of our refrigerators
(Kelvinator), grouping all around it
grocery specials featured by the co-
operating store.

“The success of the experiment is
due, to my mind, to the large store
traffic attracted by grocery chains. We
tried the same plan some time ago in an
automobile showroom but it didn’t click.
There wasn’t enough traffic.”

When purchases of refrigerators were
made an order for $5 worth of groceries
was delivered with the box. At the end
of each week the manager of the gro-
cery stores sent these to Washington.

HESINE,

SHELVADOR:

MUSIC STORE'S REFRIGERATOR DISPLAY PULLING

Manager Al Sirota of the Temple of Music Stores, operating in Lynbrook, Hemp-
stead, Freepdrt and Bayshore, Lona Island, sends in this photo illustrating an effective
method of expanding a window display by utilizing the entrance-way. It's cheap,

effective and doesn't block the door
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California Music
Inaugurates 90-

Day Time Plan

Insurance and carry-

ing charge saving ap-

peal sells short terms
to trade

SAN DIEGO—By stressing short
terms as a means of saving insurance
and carrying charges the radio depart-
ment of the Southern California Music
Company, Stuart Ashenberg, manager,
is selling 15 per cent of its sets on a
90-day basis.

Under Ashenberg’s new plan the
customer pays one-fourth down and
the remaining 75 per cent in 90 days
at the rate of 25 per cent per month.
Risk and depreciation in this period
aren't considered great enough to re-
quire insurance. And, the extra profit
obtained by holding terms down more
than makes up for the cost of carrying
charges.

“If a person has money coming in
selling this plan is a simple matter,”
says Ashenberg. ‘“The saving on a
decent console model amounts to
enough to sway buyers. And our
money is not tied up as long. We find
that a lot of people are in the habit of
asking for maximum terms when they
really have no reason for so doing.
Such people readily buy under our
new plan.”

Radio Retailing, November, 1935
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Dual

Discounts

Called

Season’s Major
Distribution
Problem

HALL the manufacturer and the

jobber continue to make it pos-
sible for the large retailer to crucify
the small dealer by granting these big
buyers an extra discount?

Last month we asked 400 whole-
salers this question: “What is the
most pressing problem you will have
to face during the next six months?”
The replys are in. They disclose that the chief fly in
the ointment (in many cases the only one) is this matter
of dual discounts. A majority of the wholesalers are
disturbed about this growing trend. Others find it no
detriment to the normal conduct of their business, or can
circumvent it. In the smaller distribution centers they
do not find it necessary to grant any special dispensa-
tions.

Detroit offers an interesting case example. In that
city, while it is felt that the big downtown stores are
losing their position as advertising and sales volume bell
wethers, the jobbers are disturbed by the fact that special
margins no longer assure special retail effort for any one
line. Reason, the big retail outlets get special discount
preference from many sources. Often this discount
advantage is abused, in the form of too liberal trade-in
allowances—price competition in the guise of big offers
for that old set, “regardless of condition.”

The same is true in Cleveland, although there one
courageous wholesaler sticks to his guns—and gets away
with it—by insisting that retailers who demand jobber
prices must function as jobbers. When they want local
delivery service they buy from him at 40 per cent.

Returning to the Detroit situation. Three of the wisest
heads in Fordville last month looked into the crystal ball

18

BIG STORES |

like this do an important radio volume but

there is a growing tendency among jobbers

to avoid granting them discounts which
permit market-disrupting practices

and told Radio Retailing the past, the present and the
probable future. They were Charles H. Harrison, Gen-
eral Electric Supply Corporation, the world’s first radio
distributor; Sam W. Phelps, manager of the Detroit
branch of Philco Radio and Television Corp., and A. H.
Zimmerman, oldest Zenith distributor, of the Republic
Electric Co.

This is what they saw in the crystal ball:

The astonishing Jack and the beanstalk setup that now
prevails with nearly every large downtown radio outlet
has distributors and dealers alike by the ears. Still it all
started out logically.

How Prestige Account ldea Started

Just as a candle has a wick to guide its flame, so must
a distributor have prestige accounts to get his product
launched and accepted properly in the community. For
this the 40 and 10 discount originally given large outlets
permitted these stores to advertise, and this advertising
benefited the small dealer. In return for the extra dis-
count, the big stores generally agreed to see that 60 per
cent of their volume was to be on the generous brand.

Now there was no particular threat to small dealers
when this was first started. The longer profit of the big
fellows was eaten up by higher expenses. Another thing

Radio Retailing, November, 1935
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6é ’ .
Extra 10’57 to large operators no longer assure sufficient

preference for any one line to compensate for upsetting
of small dealer’s applecart, say jobbers . . . . . . .

the move did was to stymie the private brand because,
under this deal, the nationally known set became more
attractive.

But with every distributor shooting for the big retail
outlet, in no time at all things were running out of
bounds. Advertising allowances jumped from 50-50 to
75-25, and in some cases 100 per cent. Discounts
stretched until some set makers now quote jobber’s prices
to class A dealer accounts.

Now it is obviously impossible for a large downtown
store to promise 60 per cent of its total volume to every
distributor whose brand sits on his floor. Furthermore,
these long discounts have been in effect long enough to
be customary. So there has arisen a tendency to penalize
any line which does not come across, regardless of vol-
ume. For example, floor salesmen receive—

1% on merchandise bought at 40 off

2% on merchandise bought at 40 and 10

3% on merchandise bought at 50 off.
It isn’t hard to see that a salesman will drag a prospect
away by the ears from a penalized set, and quite natur-

LITTLE STORES

like this, while individually less important

than the giant operators, collectively form

the backbone of the business, will be
cultivated in 1936

Radio Retailing, November, 1935

ally the distributor will wonder at the small business he
does with the store.

All isn’t quiet on the Potomac with the distributor or
the manufacturer in this new picture. Instead of a 16
per cent profit, the distributor sees himself dragged down
to a 5 per cent.

The manufacturer occasionally gets burned himself.
In one American city a radio maker who felt that he
could plunge with a large downtown store, and get the
money back from small outlets all over the state, is said
to have spent $38,000 in cooperative advertising last year.
The volume from the store for whom he did the publicity
was about $150,000. He spent approximately 25 per
cent for white space and the plan didn’t “jell” with his
small dealers at all.

However, a trend has appeared which will probably
hasten the day when distributors pull in their horns with
large outlets. There is a tendency afoot for giant re-
tailers to take one of their extra 10 per cent discounts
and use it in paying finance costs, so as to enable them
to sell a radio with no carrying charges at all. The new
trend hits the small dealer where he lives, since he can-
not meet this competition.

Position of Factory Branch

One of the continual topics of luncheon conversation
1s the question as to whether factories will gradually set
up branches in key cities and perform the jobber’s work.

Factory sales managers from far away places envy the
big, juicy downtown accounts. Constantly nudging their
elbows are superintendents trying to push up volume. A
constant threat hanging over the distributor’s head is the
fact that he must sell these big outlets, or the factory
may do so directly. The thing that gives the factory
pause is the realization that the distributor is on the
ground doing a twelve-months’ specialty job. An over-
the-head sale will mean that the distributor may take on
other lines and scatter his efforts. Realization that after
all, the smaller, outlying accounts are the profit producers,
does much to check ambitions along this line.

The automobile manufacturer is said to have recently
discovered that 70 per cent of his business comes from
towns of 10,000 and less. The same awakening is com-
ing to radio—the small town and outlying accounts are
the profitable ones and the ones worth cultivating.

Instead of scraping the barrel to make it possible for
the big downtown outlet to pay floor salesmen 2 or 3 per
cent more, there is a tendency on the part of the dis-
tributor to spend this money in training the small dealers’
salesmen, giving him window trims, and cooperation that
will hop his volume.

The trend in distributing and in factory branches as
well has been to stress cooperative advertising, keep con-
tests going and act as a clearing house for dealer pro-
motions. This sort of thing is getting results.

Prestige accounts downtown will always be valuable
but not all big downtown outlets are prestige accounts.

(Please turn to page 46)
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20 Radio Retailing, A McGraw-Hill Publication

‘ These 12 Leading Radio Manufac-
G turers are now offering Wincharger
p in combination with their new 6-volt
-~ o \ \ farm radios:

\ \ o““ﬁ Atwater-Kent Manufacturing

P I,

Crosley Radio Corporation

Emerson Radio and Phonograph
Corporation

Fada Radio and Electric
Company

Fairbanks-Morse Home
Appliances, Inc.

General Household Utilities
Company

Noblitt Sparks Industries

RCA Manufacturing Company

Setchell-Carlson Radio Products

L’Tatro Products Corporation

Westinghouse Electric Supply
Company

Zenith Radio Corporation

matter how remote or
NO isolated his home may be,

there is no longer any
reason why anyone should be
denied the pleasure and oppor-
tunity for self improvement to be
derived from radio. Heretofore,
due to the expense and incon-
venience of taking farm radio bat-
teries to town for re-charging, and
also because of the inefficiency of
the farm radio, countless homes in
the land were forced to do with-

out the comforts of radie. Wincharger has

changed all this. By revolutionizing the farm

Positive . :

Centrifugal radio industry Wincharger makes it possible for
Airbrake the farmer to enjoy night and day, city radio
Governor performance with world wide reception at prac-

(Patent Pending) tically no operating power cost.

wWwar-americanradiohistorv-com
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HARGER WINS

TIONAL RECOGNITION AS

THE MOST OUTSTANDING 6-VOLT
WIND-DRIVEN BATTERY CHARGER

Because Wincharger has a patented Airbrake Governor.
This highly efficient governor is operated by propeller
speed rather than by the wind pressure method. Keeps
propeller speed under perfect control regardless of wind
velocity.

Because Wincharger is built for service. The Albers
Airfoil Propeller of light wood reinforced with metal is
larger and more scientifically designed than the average
propeller of this type, giving it sufficient power to start
charging in winds as low as 73 miles per hour.

Because the Wincharger Generator is constructed of new
material throughout and designed especially for wind
charging purposes. Has capacity of 18 amps and starts
charging at 340 rpms. Postively not a rebuilt generator.

Because it has the endorsement of ten leading radio manu-
facturers. The Wincharger takes care of the battery drain,
permitting radio engineers to design a 6-volt farm radio
equal in performance to the city radio, at an operating
cost of 1c a week. Thus it opens up a vast new sales field
among 8,000,000 immediate farm radio prospects. Also
gives amazing impetus to heavy duty battery, 6-volt lamp,
and wire sales. One dealer reports that through the adop-
tion of Wincharger he sold 1,000 heavy duty batteries in
90 days where previously he had sold none.

If you are not already representing one of the above radio
manufacturers, get in touch with one of them at once
regarding farm radio franchise.

l WINCHARGER USES
ONLY THE BEST
OF MATERIALS

The following are some of the nationally
known suppliers of quality materials and
parts that go into the manufacture of Win-
charger:

American Brass Company

American Chain Company

American Sheet & Tin Plate Company
Anaconda Copper Company

Delco Remy Corporation

Dexter Company

General Electric Company

Hoyt Electrical Instrument Company
Hygrade Sylvania Corporation

Long Bell Lumber Company

Missouri Rolling Mills

Mueller Electric Company

National Printing Company

Joseph T. Ryerson & Son, Inc.

U. S. L. Battery Corporation

Verstegen Printing Company

Westinghouse Electric & Mfg. Company
Yost Superior Company

Youngstown Sheet & Tube Company I

MAIL ME TODAY

Wincharger Corp.
2700 Hawkeye Drive, Sioux City, Iowa

Gentlemen: Please send complete details on De Luxe and
Utility Wincharger. Am interested as

D Jobber D Dealer

Make of Radio Now Handled. ......................coiunn.

Firm Name . .......ciutiiiiitiit it i iaieeieaanaanon

Clty cveps , State ... ... .....

WORLD'S LARGEST MANUFACTURERS OF
6-VOLT WIND DRIVEN BATTERY CHARGERS

SIOUX CITY

2700 HAWKEYE DRIVE

IOWA

MANUFACTURERS OF 32-VOLT WINCHARGERS SINCE 1927

www americanradiohistorvy com
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HIGH RESISTANCE . . . SATISFIED SALESMANAGER HE WRITES 'EM DOWN . . .

Fairbanks of Intemational Cushway of Thordarson Golenpaul of Aerovox

Men of Parts

“Radio Retailing’s"  candid
camera catches them at the

[RSM’s New York show

FRIENDLY RIVALRY . . .
Hill of Ohmitelgicght) and Ehle of

EIGHT-MILE SMILE . . .
Adelman of Cornell-Dubilier

BUSINESS AS USUAL. ..

Tobe Deutschmann

TECHNICALLY, TON-
SORIALLY CORRECT . ..
Flick of Jefferson

KLASS-B KING . . .
Baraf of United (right) and R. C. James

EVERYTHING UNDER
CONTROL . ..
Osmun of Centralab (left)

22 Radio Retailing, November, 1935
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THE INTERNATI_E_NAL
[ TE

The Most Sensational

Value In Radio

ANEW Moderne design with strikingly beautiful cabi-
net of selected American walnut and band inlay of
J rich cross-fire oriental walnut. Horizontal grille open-

ings with gleaming control knobs and polished base in POWERFUL Ac_bc

black ebony finish lend a modernistic touch now very : -
much in vogue. € Sharply selective, with amazing - SUPERHETERODYNE
performance and natural full tone. Two distinct bands e AMATEUR
tuning 550 to 1600 Kilocycles and 70 to 180 Meters.
Fully shielded I. F. transformers; coils impregnated . ®AIRPLANE
against moisture. Sturdy, rust-proof chassis with two- / 5
gang, ball-bearing condenser. Pilot-lighted, full- / ol g
vision, double-pointer dial; powerful 5-inch electro- / * STANDARD BROADCAST
dynamic speaker.
Write for full details of complete Kadette line, priced List Price Complete

95

from $13.50 to $76.00. / $
INTERNATIONAL RADIO CORPORATION ‘ 9—

ANN ARBOR - MICHIGAN (Western Prices Slightly Higher)
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Chart For Estlmatlng Daw,nlr and
Tell each set
DAY SERVICE (Radius in Miles)
buyer what stations .
y Level Open Rolling Country
) Salt Marsh and Salt Water Country Suburban areas
to tune in for ——
. En. SPLi ; RSec.I U'Z:i } Pri.  Sec. Pri. Pri. Sec.
L. . roan Subur. . g
minimum noise and ur. Rura _Urban Subur. Rural |Urban Subur. Rural
LOCAL STATIONS
) ) 100 WATTS
fading and unjust 1500 ke. 6 14 43 9 6 15 ) 6 11
1200 k. 6 15 46 9 7 16 9 7 14
250 WATTS
squawks about good 1500 ke. 7 20 60 3 9 18 3 7 14
1200 ke. 8 922 65 3 10 29 3 9 17
merchandise will REGIONAL STATIONS
soosgwl\("s
L. 1500 ke. 12 48 105 6 15 27 5 12 20
diminish 1000 ke. 13 51 125 7 91 4 & 18 928
550 ke. 15 57 160 8 39 73 8 27 46
2500 WATTS
1500 ke. 24 77 154 | 10 22 36 8 16 28
1000 ke, 97 890 187 | 12 T 56 | 11 25 44
550 ke, 28 108 9242 | 16 52 103 | 16 44 80
5000 W{:\TTS
1500 ke. 31 95 180 | 12 o5 40 | 10 19 12
By | 1000ke. 35 110 915 | 16 37 63 | 14 30 50
B ) 550 ke, 39 138 955 | 99 62 120 | 20 53 94
dgar H. Felix CLEAR CHANNEL STATIONS
10,000 WATTS
1000 k. 68 170 290 | 96 53 85 | 21 40 66
800 k. 71 187 320 | 31 68 110 | @5 59 84
600 ke, 74 210 360 | 37 90 152 | 32 69 112
50,000 WATTS
1000 ke. 110 934 370 | 37 7 110 | 29 53 %0
118 958 400 | 46 90 140 | 37 &8 113
131 200 445 | 60 122 195 | 48 91 150
e ————— —— T N N T ——

THE AUTHOR...with the mobile field-strangth measuring
instruments used in a recent survey for Station WOR. He

drove 6,436 miles, took over 800 readings

ID you ever consider how many different ways a
D prospective purchaser may view a radio receiver?

One prospect may think of a radio primarily as a
piece of furniture concealing a device for reproducing
music; another the practical embodiment of the magic
carpet for bringing in programs from far places; a
utilitarian may conceive it to be a means of securing news,
quotations and diversion; still another may choose his
receiver because of its precision dial and its trick selling-
slogan gadgets.

24
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Perhaps the least considered foundation for the owner-
ship and sale of a radio receiver is its prime function—
a device for converting the radio signals available at the
installation point into useful sound waves. Without a
suitable radio signal, all of the properties endowing a
receiver with selling appeal are without use or merit.
This real foundation for listener satisfaction—available
radio service—is almost invariably taken for granted.

I have spent many years, travelled hundreds of thou-
sands of miles, in every part of the United States for the
purpose of determining, by means of field intensity meas-
urements, the extent and nature of radio service offered
the listener. Thus I may have an exaggerated idea of
the importance of signal levels as the foundation of
listener satisfaction. But almost every time I stop to
make a measurement within sight of a radio listener, I
find myself confronted with a barrage of questions.

“Why does Station WANG come in so poorly on my
radio set? What radio should I have bought to bring in
its programs clearly?” Or “I get fine reception during

Radio Retailing, November, 1935
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Night Service at Broadcasting Stations
NIGHT SERVICE
Hilly and Rocky | High Mountains i
Smaller Cities Largest Cities
Pri, Pri. Sec. | Pri.  Pri. Sec.
Urban  Subur. Rural|Urban Subur. Rural
? 4 7 1 3 4 | Local stations are generally ‘atlocated so close together that they rarely render
? 5 9 1.5 3 5 satisfactory service at night beyond their 2 millivolt, or primary suburban, con-
tour. Exceptions are found when the nearest local on the same channel is more
Q 5 8 9 3 5 than 200 miles distant.
2 6 12 2 4 7
3 7 11 3 4 7
5 11 17 4 & 11
7 19 32 -] 13 22 Wide variations exist on regional channels; generally far better west of the Mis-
sissippi than to the east. Usual contour protected lies midway between primary
5 9 15 6 11 suburban and secondary rural day contour. Very few regional stations have an
8 14 213 5 9 25 undistorted range exceeding 50 miles at night; many suffer occasional interfer-
13 27 48 9 18 31 ence under good conditions within 15 or 20 miles of transmitter.
6 10 19 4 7 13
9 15 27 6 10 19
15 392 63 11 21 35
12 24 38 7 15 27 | Intense fading area begins from 50 to 120 mile radius, efficient low-frequency
15 28 48 10 18 34 stations in good terrain tending toward latter figure ‘and low-power, low effi-
21 39 66 14 21 44 ciency and higher frequency stations in poorer terrain toward the former figure
From 250 to 400 miles, fading is generally less pronounced and of the slow-
16 30 56 10 21 40 drift variety within the control of ave. This useful area extends from 500 to 1200
21 39 70 13 26 50 miles from the transmitter, according to season, station efficiency and power,
29 59 o9 19 34 B4 Beyond that, momentary or extended ‘‘fadeouts’’ make continuous entertain-
ment unreliable.
g e —

the day but at night the receiver is practically useless.”

I make it a practice to investigate the conditicns which
give rise to such inquiries. Several pronounced conclu-
sions are inevitably reached as a result of accumulated
experiences of this kind:

(1) Complaints of poor reception are almost invari-
ably blamed upon improper functioning of the receiver
and upon the dealer who sold it;

(2) Complaints arise as frequently in areas having
ample radio service as in those far from good broadcast-
ng centers;

(3) Unsuitable antennas and poor installation are a
frequent cause of dissatisfaction with radio reception;

(4) Listeners generally do not have the slightest
notion as to what causes fading, cross-talk or heterodyne
interference and feel that the dealer is in some way
responsible;

(5) Listeners do not use the best available radio serv-
ice and are rarely assisted by dealers in assuring the
maximum satisfaction and usefulness of their receivers.

Radio Retailing, November, 1935

Own SIGNAL STRENGTH

Experience shows that dealers are lax in acquainting
themselves and their customers with available radio serv-
ice. Listeners grope blindly through a maze of signals,
some of adequate level and stability for good reproduc-
tion, others totally unsuited to producing satisfactory
entertainment.

As long as a station can be reproduced at full speaker
volume, it is assumed to be capable of rendering enter-
taining service. Any antenna system which brings in
enough signal for that purpose is considered satisfactory,
regardless of its height or length or the type of lead-in
used. Because almost any new receiver has sufficient
inherent selectivity and sensitivity to produce speaker
volume with almost any kind of signal, the listener is
usually left with a wholly unsuitable installation and
relies upon any audible station which he happens to like.

A great deal could be accomplished by specific knowl-
edge of the available service of primary urban, primary
suburban and rural standards, with a view to encourag-

(Please turn to page 44)
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' BZ4 Socket with Unused
- Holes Blonked Cut

5 ':VEIG.S _

Wiy Blanked-Out Octal Sockets?

OST stories begin with “once upon

a time.” But that presupposes that
the event took place in the past. This is an article about
what may take place in the future if a condition which has
just appeared in the radio industry is not corrected im-
mediately.

We refer to the “blanking out” of holes in the new
octal base socket by a few manufacturers of radio sets.

When the octal tube was first announced, many of us
(particularly those in the service end of the game and
those of us who build test instruments for radio service
work) breathed a big sigh of relief. At last we had a
socket which would “stay put” and not grow additional
“holes” every so often.

As first announced, the new metal tubes were character-
ized by an octal arrangement of the pins which were
separated from each other by angles of 45 degrees, or
multiples thereof, so that, let us say, a 7 pin octal base
would be so arranged that 2 of the pins would outline

e T e T e
523 @ | @ & e |
524 66 o o o
(642 @ @ @ @ ®@ @ 0 ¢ O
s @00 O o0 |
&5 @ 0 @ 'i-‘:’“_-;ié' <
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Penny-pinching by set de-
signers could cost service-

men $150,000 for adapters

By
Samuel C. Milbourne

Supreme Instruments Corporation

one angle of 90 degrees and all other angles would be out-
lined by the pins as 45 degree angles. It was obvious,
therefore, that octal tubes, regardless of the number of
pins per tube, could not be fitted into earlier types of
sockets; but all octal tubes, regardless of the number of
pins per tube, could be fitted into any octal tube socket,
just so long as the socket had all 8 holes pierced and
separated one from another by % of the circumference
of a circle, any two holes of which formed an angle of
45 degrees as illustrated in Figure 1.

This allowed for the insertion of any octal tube in this
standard socket and also allowed for the insertion of any
standard 8 prong analyzmg plug or adapter for making
the usual routine service tests.

The present set up on octal tube types results in terminal
arrangements on each tube as listed in Figure 2.

Tube manufacturers are producing octal tubes with
only the necessary number of pins thereon as the additional
pins would be of doubtful practical value and would only
increase the cost of the tube, the pins being so arranged
(as previously explained) that all types of octal base
tubes will fit one standard 8 hole socket.

Upon the 8 hole socket depends the complete set-up of
selective analysis of radio sets so popular with servicemen
today. A standard & pin analyzer plug or adapter fits
this socket and may be used for analysis work on any octal
tube circuit without the bother of changing adapters as
the test proceeds from socket to socket in the » adio set.

But uniformity is doomed with the advent of the

(Please turn to page 46)
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Can you afford to lose a
$100.00 sale—or a customer?

SPECIAL OFFER TO

Dealers and Servicemen

FOR NOVEMBER ONLY

When replacing metal tubes, some
¢4G’’ types should be shielded. Dur-
ing November, Arcturus distribu-
tors will give, free, a kit containing
6 complete sets of ‘“G’’ shields
(form-fitting and self-grounding)
with each initial order of $8.50 list
value of Arcturus ‘“G’’ Tubes. This
offer expires Nov. 30 -~ get in touch
with your distributor immediately.

This kit con-
tains 6 com-
plere sets of
Arcturus

“G” shields.

N ADDITION to the profitable replacement market that is
I being created by the huge number of Arcturus “G” Tubes
that are being shipped asiinitial equipment, critical servicemen
and dealers more and more are using Arcturus “G” Tubes for
replacement of metal tubes.

They know that Arcturus “G” Tubes, built along experience-
proved methods, will perform efficiently;

They know that ‘service call-backs’ won’t happen because
of tubes;

They know that Arcturus “G” Tubes, identical in character-
istics and pin connections to metal tubes, will do the job better!

They know that customer satisfaction is insured;

They have no fear of losing a set sale or a customer when
using “G” Tubes.

If you are interested in low cost of sales or service and big-
ger profits, better get the details of Arcturus “G” Tubes from
your distributor. Arcturus Radio Tube Co., Newark, N. ].

ARCTURUS
“G” TUBES

(GLASS COUNTERPART
OF ALL-METAL TUBES)

1. Characteristics identical to all-metal

tabes.

2. Pin connections and base same as all-

metal tubes.

3. Type numbers correspond to all-metal

tubes (except our 5Y3 is a counterpart of

the 524).

4. Positively interchangeable with all-

metal tubes.

S. Proved efficiency; built along conven-
 tional manufacturing practices; not an

experiment.

6. Available now in quantities.

7. Currently used as initial equipment
by several leading set manufacturers.

Showing general appearance ofthe *‘G"" Line Tubes,
with all-metal tube base connections and guide pin.

ARCTURUS

RADIO TUBES

Characteristic Chart sent on request,

wanny americanradinhistory caom
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nristmas \/V indows

Practical suggestions for the
man who does the decorating

By Ernest A. Dench

FFECTIVE window displays, al-

ways an important aid to store
traffic, are especially so just prior to
Christmas when people with gifts to
buy take their sidewalk shopping
seriously. The primary requisite of a
good window is promotion of the
Christmas Spirit, the secondary ob-
jective featuring of your own particu-
lar class of merchandise. Don’t be
hard-boiled about it. People really
are sentimental about their purchases
at this season.

Of all the displays seen and in-
stalled last year the following seven
seem to me to be the most effective
and the least expensive:

PERENNIAL FIREPLACE

There’s nothing so homey as a fire-
place. One store built its entire display
around one. At the rear and to one side
of the window a wooden structure cov-
ered with red brick crepe paper, logs,
red crepe paper flames and lights simu-
lated the fireplace very well indeed. The
comforts of home were suggested by
lifelike cutouts of a cat and a dog. The
mantel was decorated with a candlestick
at each end, bric-a-brac in between.
Several holly wreaths, alternated with
framed pictures, adorned the rear wall,
the middle of which was constructed
with a French window effect. A win-
tery appearance was imparted by at-
taching pieces of absorbent cotton to a
backdrop outside to represent snow.
One radio only was placed at the right,
with a lighted lamp on a little table
nearby. A high grade rug completed
the picture.

ANOTHER FIREPLACE IDEA

Another shop simulated a fireplace in
very much the same way, placed a bear
rug on the floor directly before it. This
window had no background in the strict
sense of the word, but was framed at
the top rear and sides with alternate
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strips of red and green crepe paper.
The paper, about three inches wide, was
slightly twisted.

A frame, or stage, effect was obtained
with the assistance of a cross beam at
the rear. Crepe paper hung from the top
of this beam to the floor. More paper
decorated the sides of the beam. The
fireplace was inside the stage setting
effect. There was a basket of logs, fire-
tongs and several cushions beside it.
Each side was occupied by a decorated
radio model. A sign down front sug-
gested:

“This Christmas give your family a
new radio. Transform the long restless
evenings nto bright home gatherings
encouraged by music.”

“STRETCHING” THE WINDOW

A third firm deepened its window in
order to allow more room for a Christ-
mas display. The extra space gained
was graduated backward and upward to
produce perspective and the effect of
distance. A cave-like aperture was
formed in this manner, with three

mounds, each covered with absorbent

cotton to simulate snow, inside. Three
radio models were placed in the respec-
tive hillocks, a frosty atmosphere being
obtained by means of cold grey-blue
drops at the sides and rear. The cave
mouth was arched by a number of small
holly wreaths, on which the name of the
radios was spelled out. Several addi-
tional sets were grouped down front.

HARDWORKING SANTA

The fourth window represented the
back wall of a red brick house. The drop
was made of paper maché. Snow dust
covered the roof and top of the chimney,
while artificial icicles hung down the
sides of the building. In each corner
and to the sides were branches of trees
covered with artificial snow. Stumps of
trees covered with snow dust were at
each end of the window. A long sled
was placed in the center, a radio placed
on the sled. Attached to the set was a

waany amaricanradiahictary com.

large white card noting the make and
price. The rope of the sled was wound
around an enormous cut-out of Santa
with a pack on his back. He seemed to
be pulling the sled, pointed to a show-
card telling why the radio displayed
was especially desirable.

ANOTHER “CAVE” TRIM

Still another store deepened its win-
dow especially for Christmas by remov-
ing several of the back panels. Inside
this opening were cut-outs of husband,
wife and two children, grouped around
a tree, beside which was a radio. It was
a typical, and good, “surprise” morning
display. The rear of the opening was
enclosed with beaver board, covered
with decorated paper.

THE POINSETTA SIGN

A sixth store centered its display
around a unique sign, suspended from
the middle of the ceiling by means of
red rope chains. The sign appeared to
by a number of poinsettas strung to-
gether in a row, The flowers were made
of cardboard, with a letter on each
flower, so that the name of the radio
featured was formed. A large set occu-
pied the right side of the display. A
deep border of cut-out cardboard icicles
covered with glittering snow dust
formed a frame at the top of the window
while a border of holly was draped
around the bottom and sides. The floor
was draped in white.

THIS ONE’S DIFFERENT

The seventh and last store created the
illusion of the roof of a red brick house,
covered with snow. The rear of the
window showed an extra ledge to the
house and two chimneys, these extend-
ing upward about four feet. They were
covered with cotton batting snow.

Above the chimneys and ledge was a
strip of blue cloth about four feet wide.
Upon this were attached star-shaped
photographs of different radio artists.
This looked like a bit of night time sky.
A radio was placed in the center of the
window. A frame of two pieces of stout
wood at each side and extending about
three feet above the radio (where they
were fastened to a cross-piece to give a
pergola effect) were decorated in white
cloth and twined with green leaves.
From this arrangement a poster was
suspended by means of red and green
tufted ribbon. The poster named and
priced the set.

" Radio Retailing, November, 1935
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When a Sale waits on a Credit Checkup

CALL TODAY OUR NEAREST

LOCAL OFFICE

Abilene ~ Akron . Albany «~ Altoona
Amarillo ~ Asheville ~ Atlanta «~ Augusta
Bakersfield - Baltimore - Bangor - Bay Shore
Beaumont ~ Beckley -~ Binghamton
Birmingham . Boise . Boston .~ Bridgeport
Bronx « Brooklyn « Buffalo ~Butte .- Camden
Cape Girardeau~ Cedar Rapids .« Charleston
Charlotte » Chattanoaga «~ Chicago
Cincinnati ~ Clarksburg ~ Cleveland
Columbia « Columbus - Cumberland .- Dallas
Dayton . Denver . Des Moines « Detroit
Ei Paso . Erie « Florence ~ Fort Wayne
Fort Worth .~ Fresno ~Glens Falls ~-Greensboro
Greenville « Hagerstown « Harrisburg
Hartford . Hempstead - Hickory - Hauston
Huntington, W. Va. « Indianapolis
Jacksonville ~ Jamaica ~ Jamestown
Jersey City ~ Johnson City ~ Kansas City
Knoxville -~ Lexington . Lincoln - Little Rock
Los Angeles «~ Lovisville ~ Manchester
Memphis ~Miami .~ Milwaukee « Minneapolis
Mobile-Montgomery-~Mantpelier—~Mt. Vernon
Nashville ~Newark .~ Newburgh -~ New Haven
New Orleans ~ New York «~ Norfolk
Oklahoma City.~ Omaha~Orlando.«Paducah
Paterson «~ Peoria «~ Perth Amboy
Philadelphia . Pittsburgh - Portland, Me.
Portland, Qre. . Portsmouth « Poughkeepsie
Providence .~ Raleigh ~ Reading - Reno
Richmond . Roanoke - Rochester - Rome, Ga.
Sacramento ~ St. Louis ~ Salt Lake City
San Antonia «~ San Diego «~ San Francisca
San Jose ~ Scranton « Seattle « Shreveport
Spartanburg « Spokane - Springfield, Mass.
Springfield, Ohio ~ Stockton ~ Syracuse
Tampa « Toledo « Tucson « Tulsa « Utica
Washington .~ Watertown ~ Wheeling
White Plains «~ Wichita ~ Wilkes - Barre
Wilson + Yakima + Youngstown

Dealers and manufacturers want a Finance Service which
moves fast and gets results. That describes C. 1. T. Right in
your city, or near you, is a C.I.T. Local Office which is a
complete financing unit. It will check your prospective cus-
tomers and report, at no expense to you. It will take your
contracts as you make them and promptly give you cash.
It will make collections for you... tactfully, through trained

C.I.T. men who know local conditions.

Only when you have this type of finance cooperation can you
be sure that time payments are paying you your full profit.

C.1.T.Plans cover all models of approved types of radios; also

mechanical refrigerators and water coolers, electric ranges

. and electric water heaters. Alarge percentage of the coun-

try’s most successful dealers use C. 1. T. Service. A phone call
to our nearest office will bring a C. 1. T. fleld-man, glad to
talk over with you how C. 1. T. Service n;ight aid you.

C.1.T. CORPORATION

NEW YORK — CHICAGO — SAN FRANCISCO

A Unit of COMMERCIAL INVESTMENT TRUST CORPORATION
CAPITAL AND SURPLUS OVER $100,000,000
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INSTITUTE OF RADIO SERVICE MEN
HOLD GALA GATHERING AT NEW YORK CITY

Over 2,500 Register During Three-Day
Event—Notable Addresses by Technical Experts

AN OUTSTANDING demonstration of the important place
which the service man occupies in the radio industry was
given last month at the Hotel Pennsylvania, New York City.
With a total registered attendance topping 2,500, with practi-
cally every important parts manufacturer present at his booth
and with the large lecture room frequently filled to capacity,
the Third Annual New York Convention of the Institute of

Radio Service Men was a decided success.

Noteworthy was the inter-
est shown in the uses of the
new testing equipment, par-
ticularly in the talks on ca-
thode ray explorations applied
to the new circuits.

E. C. Arnold, national pres-
ident, of Rochester, N. Y.,
presided at all the lecture ses-
sions. His introduction of the
many speakers was done with
tact and understanding of the
subject at hand—although he
laid it on a bit thick when
introducing the editor of
Radio Retailing.

Too much credit cannot be
given to Ed. Mandeville, New
York, who was chairman of
the arrangements committee.
Also to his co-workers. The
boys did a fine job. Every-
thing went like clockwork.
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Every lecture session was
well attended. Even the morn-
ing meetings drew over 100
seekers of information.

The Sales Managers’ Club,
with a membership of many im-
portant eastern parts makers,
met (privately) the first day of
the convention. We heard that
something in the way of impor-
tant policy changes is in the
wind.

Sam Roth, formerly of Fed-
erated, was busy fostering his
new idea in parts catalog
building. Now running the
United Catalog Publishers,
Inc. The plan is to supply
some 300 parts jobbers with
stock catalog sheets on the
popular lines.

Public-address men and am-
ateurs have gone “nuts” about
crystal and velocity mikes.
The things are so good that
it is hard to think of any other
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kind. May we remind our
readers, however, that there
are still applications in which
a good carbon job will do the
work and do it without high-
gain speech amplifiers. There
is a place for all kinds of
mikes and sometimes the new
ultra-ultra types are too good.

Parts Jobbers May Form

National Association

NEW YORK—The possibil-
ity that early next year may
witness the organization of a
national association of parts
jobbers was seen in the favor-
able sentiment expressed dur-
ing the service convention last
month. At a meeting of parts
distributors, held at the Hotel
Pennsylvania, Oct. 25, Mau-
rice Despres presiding, it was
voted to call another meeting
in the near future to arrange
for the holding of a national
representation meeting the
fore part of 1936—probably at
the March convention of the
IRSM in Chicago.

Mfrs. Agents Meet

Another group who seized
the opportunity afforded by
the IRSM convention to hold
a get-together was the manu-
facturers sales representa-
tives. An organization com-

JIMMIE MECK, Clough Bren-

gle, Chicago,and his New York
man Friday, JOHN FORSHAY

""WEE""—But Oh My Gosh!

Qutstanding features of the Radio Show at Philadelphia
were the crowning of Jean McCool! as ‘‘Miss Radio 1935"
and Station “WEE," world's tiniest radio broadcasting
station with four one-hundredths of a watt power in contrast

to WLW's 500,000 watts,

Miss McCool represented

Philadelphia in the Atlantic City Beauty Pageant this year.

Also present is Andy Stanton

announcer and

for seven years manager of the P‘\iladelphia radio show.

mittee was appointed headed
by Perry Safler, of Buffalo.
Other members are: Dan R.
Bittan, L. R. Schench and

. E. Schmitt, all of New
York City, and Jack Simber-
koff, of Brooklyn.

G-E Service Meetings

BRIDGEPORT—Concluding
its current series of service
meetings for radio service men
and dealers’ salesmen, G-E
Radio. General Electric’s Mer-
chandise Department, Bridge-
port, Conn., will conduct
meetings in 100 cities over the
country from Nov. 12 to Dec.
15.  Supervision will be in
charge of G-E Radio field
engineers.

Tobe Gets RCA License

The Browning-35 and Tobe
amateur receiver are now
being manufactured and sold
under a “kit” license agree-
ment recently consummated
between the Radio Corpora-
tion of America and the Tobe
Deutschmann Corp.

wWWW.americanradiohistorns.com

New Emerson Price Tag

NEW YORK—An effective
self-selling device is the new
identifying and descriptive
price tag now being attached
to each Emerson set. As a
merchandising feature, it
gives the retail salesman and
customer a quick résumé of
all of the outstanding quali-
ties of the set, together with
the essential general values
of importance to those con-
cerned.

L. BURLINGAME, Supreme
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