RCA Victor Phonograph- Radno
.Combination Mm?:l U .
Magic Voice. M:
Magic Eye, Metal 1
superheterodyne with band cov-
erage from 150-410 and 530-60,-
000 kes. 12-inch dynamic speaker.
Selector Dial. Band Spreader.
Two speed tuning. Automatic
Record Changer. Automatic Rec-
ord Stop. Many other great fea-
tures. $250.00.
RCA Victor Phonograph-Radio
Combination SU .. 5-tube, 2-
band s gcrh(tuodync with 530-
1900 and 5800-21,600 kc. tuning
range. 8-inch dynamic speaker
. illuminated dial . . . im-
proved tone arm . . . many other
great features. $69.95.

~oe

Human nature is the same the world over. This was forcefu‘lly
demonstrated at two widely separated radio shows recently. One,
the National Radio Exposition, was held in New York — the other,
Radiolympia, in London. And, although thousands of miles di-

vided these shows . .. although they differed in many respects . ..
they had one thing in common.

That was the enthusiastic admiration shown for combination
phonograph-radios! These “Double Entertainment” instruments
were the center of attraction!

Vigorous, aggressive, sales-getting dealers are going to take
advantage of this great public interest. They are going to feature
RCA Victor’s Phonograph-Radios.

RCA Victor’s 1937 series of these de luxe instruments is com-
plete. Ranges in price from $69.95 for a delightful table model to
$600 for the most magnificent musical creation ever built! This
comprehensive price range — plus the acceptance of the RCA
Victor name — plus the great array of sales features — plus national
advertising—means MORE MONEY FOR YOU! Get busy NOW'!

Prices fo.b. Camden, New
Jersey. Subject to changewith-
out notice

‘\ Listen to **The Magic Key”
) Sunday, 2 to 3 P.M., E.S.T.
on NBC Blue Network

RCA MANUFACTURING CO, INC, CAMDEN, NEW JERSEY
A Service of the Radio Corporation of America
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You Can’t Hear It!

YAxLEY

Replacement
Volume Control

Silent—houndless—you can’t hear it—here’s the answer to the
Serviceman’s prayer. Mallory-Yaxley has perfected the univer-
sal SILENT Replacement Control — and that’s news you have
been waiting to hear about volume controls for a long time.

The roller that doesn’t roll holds the secret of silent, velvety
smooth operation. With it goes a track with an exclusive
Mallory-Yaxley compound (with twice the wear) that permits
no hard, thin surface as on ordinary track. It means perfect,
soundless contact; complete prevention of noise-making dust
and dirt; with absolute electrical and mechanical smoothness.

Silver to silver contacts eliminate corrosion. Silver shortouts
for switch action. Perfect smooth tapers. Low humidity and
low temperature coefficients; no need to fear “damp spots”
or “hot spots.” Uniform characteristics. Long life. New spring
wedge avoids possibility of loose terminals. Equipped with
the famous Yaxley attachable switch and other exclusive
universal features.

You’ll want Yaxley Silent Replacement Volume Controls for
every service requirement. If you haven’t tried them yet, get
after your distributor today. Just say—"I wanta Yaxley Silent.”

YAXLEY MANUFACTURING DIVISION

of P. R. MALLORY & CO., Inc.
INDIANAPOLIS INDIANA
Cable Address— PELMALLO

ALLOR
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HOW THOSE Ll sis18%; R~

LABYRINTH RADIOS PROVE THE SELLING HIT
OF THE YEAR . .. FROM COAST-TO-COAST,
STROMBERG-CARLSON DEALERS ARE SET-
TING NEW SALES AND PROFIT RECORDS

SMILE provoking sales are the rule with dealers who fea-
ture Stromberg-Carlson Labyrinth radios.

Here is a feature that out-demonstrates and out-sells any-
thing the radio industry has enjoyed since all-electric sets.
Here is an exclusive Stromberg-Carlson development that
will prove to a customer, in two minutes, that his old radio
is hopelessly out of date. The Labyrinth not only can be
seen but explained, simply and in non-technical terms. It
also can be demonstrated, with ear-startling success. It is a
proved sales-builder.

Selling-up becomes a habit with every salesman when he

discovers how easy the Labyrinth Radio has made it.
with Labyrinth. Price,

3,1275.00

12 Labyrinth
MODELS FROM
$14.9.50

The long, winding passageway of the
Acoustical Labyrinth takes the place of
the usual box-like cavity in the cabinet
which is the source of the exaggerated
boom in low tones. It gives you deeper
bass notes, with a new fidelity and in-
creases the volume capacity and accu-
racy of the loud speaker.

“There is Nothing Finer Than a Stromberg-Carlson.”

Stromberg-Carlsons range in price from $49.95 to $985. (All prices slightly
higher in Southeastern States and West of the Mississippi.)

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

Stromberg-Carlson

PAGE 2 RADIO RETAILING, NOVEMBER, 1936
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to those who have shared with us
in the advancement of broadcasting

NATIONAL BROADCASTING COMPANY, INC.

A Radio Corporation of America Service

NEW YORK : WASHINGTON : CHICAGO : SAN FRANCISCO

RADIO RETAILING, NOVEMBER, 1936



www.americanradiohistory.com

"ljeoEs PROOE.

LEADING MERCHANDISERS ARE TURNING

NEW YORK ciTY

30 DAVEGA

e I o
. LHIS

A
Y 15 =
Yo $‘-\'\"“ v ® There are no two ways about it! The LEADERS
— = areturningto Majestic. America’s keenest merchan-
& disers are SELLING the Majestic line in a big way.

' Y
CONELAND 4 Orders are pouring in every day.

L EVEY
Dozens of letters like this come in every day:

A s

PAGE 4
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Majestic gives
your customers
every Zmpor-
tant NEW sci-
entific feature,
plusadditional
exclusive im-
provements. 15
super-powered
Deluxe mod-
elscompeti-
tively priced.

I was a Majestic dealer in the old days. Please
rush me the facts about your new Selective
Dealer Franchise.”

Dealers are soliciting #s. And no wonder!

Territorial Protection . .. Plus PRICE!

Positively NO destructive price cutting is possible.
Majestic’s Selective Dealer Franchise limits distri-
bution to only a few dealers in each territory. In
some towns we appoint only ONE dealer. Better
still, Majestic not only offers you absolute profit
protection . . . but a higher profit margin as well.

More Than 5,000,000 Maijestics Sold!

More than 5,000,000 Majestics have been sold . ..
and millions of satisfied prospects are open for
replacement sales. These people will be hard to
switch to any other brand. More than $29,000,000
have been spent in advertising Majestic. ..a good-
will backing that staggers the imagination.

Get the FACTS about Majestic’s revolutionary
merchandising plan . . . the sweetest set-up in the
radio field. Let it help you get smmediate sales . . .
faster turnover . . . greater net profits . .. witha grow-
ing sales volume.

Get the FACTS! Phone or wire us NOW!

EACTORY: MARION, INDIANA

:
.
-
-
=
4

RADID & TELEVISION CO.
ADAMS ST. CHICAGD, ILL.

NEW YORK OFFICES: 815 BROADWAY

RADIO RETAILING, NOVEMBER, 1936
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O. FRED. ROST, Editor

BROADCAST the BROADCASTS

FOR THE RADIO INDUSTRY, the recent
political campaign served to drive home a lesson
that none can afford to forget, namely, if we
want to get the most out of the business we are
in, we must help to broadcast news about the
broadcasts.

Radio receiving sets as such merely are so
much wood and glass and metal; they are an
inanimate, inarticulate mass of materials, which
of itself would remain silent forever. Their
conglomerate collection of gadgets can spring
into activity, can bring forth voice and music,
in fact the whole scale and variety of sounds,
at the touch of a button only because some-
where those sounds are put on the air in re-
ceivable form. If there were no broadcasting,
radio sets would be worth about fifty cents
apiece net in scrap.

During the recent political battle, maore ex-
tensively than ever before, radio was used as a
tool of the campaigners. In their editorial
columns newspapers announced radio speeches,
printed radio speeches, discussed radio speeches.
From hundreds of platforms speakers re-
ferred to racdio speeches of others and adver-
tised those yet to be mace. In the streets sound
trucks and posters advertised forthcoming
radio talks. In other words, through the spoken
and printed word coming broadcast events
were effectively and cortinuously being adver-
tised to thousands.

[

IT 1s TOO SOON TO APPRAISE intelligently the
extent to which radio cealers cashed in from
this temporary but tremendous increase in the
use of radio sets. However, many responsible
dealers, contacted by Kadio Retailing within
forty-eight hours after election, reported jumps
in the sales of radio sets and replacement tubes

that averaged 50% and ranged all the way up to
100 per cent more than any comparable period.

Of course, a political campaign like that of
1936 cannot occur oftener than every four years
but, fortunately, the radio industry does not
need to look to political sources for programs
it can publicise. °

EvERY HOUR OF EVERY DAY, year in and year
out, the air is supercharged with programs.
During the first six months of 1936 the Na-
tional, Columbia and Mutual networks alone
collected over 28 million dollars from responsi-
ble advertisers for the privilege of using broad-
casting facilities.

The programs thus regularly broadcast in-
clude concerts, operas, educational lectures,
baseball, football, hockey games, races, prize
fights, dance music and entertainment, all fea-
tures that are known to enjoy a vast public
following.

Those broadcasts are susceptible to regular
promotional sales building effort and as such
they deserve to attract the best merchandising
effort of dealers, distributors and manufacturers
throughout the year. And when forthcoming
broadcasts involve famous talent or events of
extraordinary interest correspondingly intensi-
fied effort should be expended to build up the
public’s desire to listen in.

Broadcasts are the very life blood of the
radio industry. They are the most vital factor
in giving it life and indispensable in keeping it
alive. "The industry cannot exist without them
and it cannot grow unless broadcasts provide
the motive power,

Broadcast news about broadcasts to your
public, merchandise the programs like you
merchandise goods. Then watch your sales
grow.

RADIO RETAILING, NOVEMBER, 1936
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LOOK AT THAT. . . .
\N\)W. ToNE PROJECTOR
RRET SWELDED CHASsys

@ Fairbanks-Morse exclu-
sive Tone Projector and
Turret Shielding are only

n a score of
new improved featureg
found only in F.y radios.
These new features are win-
ning extry sales for Faj,.
hanks-Morse radio dealers,
The mode] i“uslrated., 72.
C.2, retails for $69.95 f.o.b.
factory. Others, $19.99 4,
$149.95 If you are inter-
ested in exirg profits, wrjte
us about the F-M radio
franchijge. Fairbanks, Morse
& Co., Home Appliance D;.
vision, 2060 Northweslern
Ave., Indianapoiis. Indian,,

FAIRBANKS

Get the facts about Fairbanks-Morse

c T. non-recourse finance pian
I I | T Y 936
1. 1. I
RADIO RETAILING, NO EMBER,
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RCA Uectos celebrates
NBC’s 10th Anniversary

with the greatest radio values in its history!

Tie in with it by featurz'ng magnificent
RCA Victor-NBC Aunniversary Models
and gain the benefits of this great news-

paper and broadcasting program!

Elaborate plans for the celebration have been
made by both RCA Victor and NBC. “RCA
Victor-NBC Tenth Anniversary Models” are
going to attract nation-wide attention. NBC is
putting on a gigantic nation-wide prize contest
during which 5 of these models will be awarded
to winners each day during the contest period!

The Magic Voice Contest created an unprece-
dented demand for Magic Voice models. A con-
tinued barrage of RCA Victor advertising—
over the air, in the magazines, and in the news-
papers—will still further increase the demand
for RCA Victor—radio’s greatest value. If you
are not one of those already aboard the RCA
Victor profit wagon—get aboard now.

Remember, in demonstrating the “RCA Victor-
NBC Tenth Anniversary Models” to your cus-
tomers, that these fine sets are designed and
engineercd by the same skilled craftsmen who
supply broadcasters with most of their equipment!

% RCA Victor-NBC 10th Anniversary Model 10K . .. has
famous Magic Voice, Magic Brain, Magic Eye, Metal Tubes,

150-410 to 530-60,000 kc. band coverage, phonograph RCA METAL
connection, two-speed tuning, band spreader, selector dial, TuBES
super-fidelity speaker and several other fine features. A Listen to “The Magic Key” every Sunday, 4
great RCA Victor value at $150.00. 2103 P.M., E.S. T, on the NBC Blue Network Holer Aaio

RCA Manufacturing Co., Inc, Camden, N.J. ¢ A service of the Radio Corporation of America

RADIO RETAILING, NOVEMBER, 1936 PAGE 7
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No Worry

over

Installation Problems

MALLORY

Two examples of new Mallory
Mallory HAS solved the question of universal application— Universal Replacements

and now 69 Mallory Replacement Condensers service 100%
of all sets using electrolytic condensers.

Mallory provides practical universal mounting features for
both round can and carton type condensers. Mallory has
eliminated completely the need for splicing leads. Mallory
has produced universal application for a line of humidity-
proof, surge-proof, temperature-proof condensers of greater
efficiency and smaller size—a quality combination that simply
cannot be duplicated. Only Mallory has all these points of
superiority! And with it all, Mallory offers a free service

NOTE: UR 189 = UR 188
EXCEPT FOR CARTON

to service men that is the finest help ever devised for prac- 200v 25V
tical field servicing — the Mallory Condenser Service and 5) RED RED BLUE BLUE YELLOW YEAI\_LOW
Replacement Manual. 1 I I JA' r/
20 Minutes of Reading Thousands of service men have
. . . L. written us... “Sure do give sat-
will Yield Blg Dividends isfaction”. .. .“Your parts are
. . . ‘tops’ with us”. .. .“Best by far BLACK BROWN GREEN
in Time Sav“]g g & &9 —no jobs bounce back™. . . .“The

Give 20 minutes to the reading Manual is areal guide”.... These
. are only fragments of enthusiasm,
of 12 pages in the Mallory Con- . they tell a mighty story of

denser Replacement Manual and  Mallory quality.

save yourself hours of servicin L
y € Ask your distributor about

Mallory-Yaxley —today. And if
youhaven’treceivedyourMallory
means quick solution of the Condenser Manual, write us—
knotty problems. today! We’ll send your copy free,

time. That means more profit
and satisfied customers. That

AT P. R. MALLORY & CO., Inc.
INDIANAPOLIS INDIANA
A L L o R Cable Address — PELMALLO

PAGE 8 RADIO RETAILING, NOVEMBER, 1936
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November

1

9 3 6

THE RADIO MONTH

ELECTION BOOM

Everybody was interested in radio
speeches, Sets were turned cn from
early morning until late into the night.
Millions listened in and radio dealers
cashed in millions (of dollars). Some
retailers ran short of tubes, others were
stripped of stock of certain model sets.
We saw one dealer sell three sets—
total $192—in less than half an hour;
another in a small mid-western city
had the biggest weekly sales 1otal in
15 years; October sales of a large
Chicago store doubled the 1935 figure.
Repairmen were kept busy—some had
to press extra men into service. The
radio business booms when all the news-
papers are hoosting interest in radio
programs,

SOBS FOR SPIFFS

Get the crepe ready and make the
coffin because before long the radio
industry is going to witness the official
and legal burial of prizes, “spiffs”,
bonuses, “push money” and elaborate
cruises or joy rides. Those bad trade
practices are going to be taboo under
the merchandising reform plan that was
recently adopted by the Set Division
of the Radio Manufacturers Associa-
tion—while in consultation with the
Federal Trade Commission. More of
that anon.

RURAL MARKETS

According to the Edison Electric
Institute, during the first six months
of this year 71,243 additional farms
received electric service, bringing the
total up to 860,000. In October nearly
$30,000,000 was loaned or earmarked
for additional extensions. Funds have
been allocated for projects in Georgia,
Illinois, Indiana, Montana, Ohio, Okla-

RADIO RETAILING, NOVEMBER, 1936

homa, Virginia, Minnesota, that will
add another 7,500 farms. By the time
the 1937 crops are harvested there will
be over 1,000,000 highline electrified
farms in this country. What a whale
of a new market this progress in rural
electrification provides for radio sets
and companion lines of appliances. See
that you get your share of that new
business.

NOT SO BAD

We visited a wide-awake radio. re-
frigerator and music dealer in an
Indiana town last week. His store was
no more than average in size, the store
interior only mediocre, the show win-
dow displays positively punk, but—his
October sales volume was three times
that of October, 1935, and he ascribes
this tremendous increase to three things,
namely (1) more and better outside
selling, (2) selling bigger sets, (3) con-
centrating on three lines instead of
scattering sales effort over 6 different
lines. We wondered what his sales
might have been if he had been a more
aggressive merchandiser.

WHOLESALERS

Recently when the Radio and Tube
Committee of the National Electrical
Wholesalers Association met, it made
two recommendations that deserve the
support of the whole industry. The
first of these urges that distributors
should encourage dealers and service
men to use standard parts. That’s sound
merchandising because in the long run
no one ever made money on gyp parts.
The secend is a plea that manufacturers
bring out fewer set models. The com-
mittee believes that 80 per cent of the
total sales of sets represent only 25
percent of available models. The other

________uany omaricanradiaohictan, com

seventy-five per cent of models sell in
driblets and score only twenty per cent
of the sales. What a pile of money
manufacturers, distributors and dealers
could save if sales effort could be con-
centrated on fewer models.

A GOOD SHOW

At Milwaukee they had a radio show
—operated by local distributors and
dealers. It was a wow—as a show
and a money maker for the exhibitors.
Sales at the show in most cases more
than paid for all the expenses and the
prospect list that was built up is going
to keep the exhibitors’ salesmen busy
for weeks and months to come.

CHRISTMAS RUSH EXTRA

Big corporations are pouring hun-
dreds of millions of dollars into the laps
of stockholders and employees in the
form of extra dividends and extra
bonuses. That extra money should make
extra set sales—thousands of them—if
radio dealers will put extra steam be-
hind their sales and advertising effort
and—if they build up extra stocks to
meet that extra demand.

You lose your whole profit every time
you lose a sale. Order your extra sup-
ply of sets now.

/i

EDITOR
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INDUSTRIAL

DISCOUNTS

® Radio and appliance dealers warn presi-

dents of big plants employee discount buy-

ing skims normal profit from 20 per cent

of city’s retail sales, strains distribution
system

® Eleectrical contractors,

fuel merchants,

grocers, furniture dealers and hardware
stores join drive

By Tom F. Blackburn

JCENE—Any old “Down East
drama”: (*“Woo-0-0-0”, goes
the wind outside the little cottage.)

Old mother—' My, what a dread-
ful night it is to be out in. See
how the snow dashes against the
window pane.” (Sock a little more
of that white confetti, boys.) “Why,
oh why, did you ever drive our darter
away with that purchasing agent? I
am sure no good will come of it.”

Old father—"“My daughter, humph.
Don’t mention her name to me! She’s
made her bed and now she can lie
in it.”

(Stage directions — bang,
bang at the door.)

0Old father—“Who in tarnation is
that? Open the door.” (Waw, goes
a voice outside.) “Look, maw, some-
body has left a baby on our door-
step.”

bang,

Familiar to every gaslight theater-
goer is the age-old scene of the father
who feels his children’s doings are
none of his business. In Milwaukee
the Wisconsin Radio Refrigeration
and Appliance Association has bor-
rowed this time-tested dramatic
theme for the purpose of driving
home to presidents of bhig corpora-
tions that sooner or later their indif-
ference to industrial selling is indeed
gomg to put a baby on their own
doorstep—give their own dealer
orgariizations something new and
strange to worry about.

Milwaukee, a city of 578,249 popu-
lation, has about 85 radio dealers in

RADIO RETAILING, NOVEMBER, 1936
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its Association. Beginning with the
depression, complaints started to come
in on industrial discounts. Louder
and louder grew the squawks until in
October, 1935, there was one vast
crescendo of belly-aching. At that
time a polite little letter of protest
was sent to the presidents of 200
leading institutions employing 75
people or more. It made about as
much noise as beating on a fur cap
with a lamb’s tail.

“The thing grew until a fifth of the
retail radio business was slipping
away from legitimate dealers,” W. F.
Seemuth, of Real Radio Company,
explained.

“My guess would be that fully
$500,000 worth of radio a year was
bought through industrial channels.
If not, the customer used the fact
that he could go to his purchasing
agent as a club over the dealer.
Plainly we were dealing with a condi-
tion and not a theory. Milwaukee has
approximately 200 plants, each em-
ploying from 75 up to 5,000 people.
There are 94,769 employees, accord-
ing to Chamber of Commerce figures.
Multiply this number by $1,000, the
average salary, and you find $94,-
769,000 in the pay envelopes of
workers in firms big enough to have
purchasing agents.”

Whether through motives of keep-
ing wages low or desire to do favors,
it cannot be said, but with the last
year the buying by purchasing agents
for employees spread amazingly.
Last summer when there came rumors
of drought one firm bought carloads
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of groceries ior its people wholesale,
thereby knocking any number of
grocery stores out of legitimate pro-
fits. Another house bought thirty
fans for employees. A corporation
got seventeen refrigerators for people
on its payroll.  Furniture, auto-
mobiles, coal, in fact, any number of
things totally unrelated to the fac-
tory’s normal function, were ordered
by purchasing agents. Jobbers dared
not refuse to take these courtesy
orders lest they be punished by dis-
crimination on bigger sales. As a
result the purchasing agent, running
hog-wild, threatened to upset the en-
tire retail distributing structure.

“Now it so happens that nearly all
of these manufacturers have their
own dealers selling their products,”
Howard L. Ashworth, executive sec-
retary of the Association, explained.
“They wouldn't like it a bit to have
their particular dealer short-circuited
out of normal profits. While per-
fectly willing to see the butcher, the
haker, and the candlestickmaker out
of luck, it never dawned on them that
the other fellow might strike back
by doing the very same thing to
them.”

Hurts All Business

So an executive committee headed
by F. W. Greusel, president of the
Association, decided the time had
come to go over the heads of the
purchasing agents and put the situa-
tion before the presidents of these
large corporations. They decided to
show the top men just what these
shinnanigins were leading to. In
short, they decided to put the baby on
the president’s doorstep and make
him conscious of the sin his family
was committing.

A series of letters is now being
sent out by the Association telling this
story. As Radio Retailing goes to
press the Electric League, the Elec-
trical Contractors Association, the
Fuel Merchants Association, the Re-
tail Grocers Association, the Retail
Furniture Dealers Association, and
the Retail Hardware Dealers Asso-
ciation of Milwaukee are steaming
into action with a barrage of similar
letters. If the presidents of the big
organizations do not get the idea
before long. it will be because they
cannot read.

“About 25 responses were received
during the first month of our mailing
to 200 firms.” Mr. Ashworth relates.
“Of these 25 presidents or general
sales managers, some 24 pronounced
themselves in accord with us, and
agreed to take action to stop their

PAGE 12

purchasing agents. The 25th man
said that he could not see where his
firm was doing anything different
than the department stores were doing
by selling to their clerks. One hun-
dred seventy-five company heads are
still to be heard from, and so the
campaign goes merrily on.”

Toughest nuts to crack are the
firms manufacturing for other manu-
facturers. They have no dealers and
are not menaced by any threats to
check through that sort of channel.
However, the people they sell to do
have dealers, and the Association
proposes to carry on until they can
finally be reached by the right parties.

That most top executives are rea-
sonable once they are acquainted with
the situation, is evidenced by, the fol-
lowing letter received by the Associa-
tion from the Lakeside Bridge &
Steel Company. In it Paul Codding-
ton, the president, says:

“It has never been the policy of
this company to make wholesale pur-
chases of merchandise for employees

to the detriment of the Ilocal
merchants.
“On special occasions we have

bought some particular article for
an employee but the sum total of
these purchases seldom exceeded $500
in any one year. As a rule we dis-
courage this purchasing through the
company because of the nuisance in
handling and also for reasons set
forth in your letter.

“You may be sure we are as much
interested as you are in keeping legiti-
mate persons in business.”

Five Forceful Letters

Five letters have gone to presidents
of large industrial concerns so far.
Dated September 7, September 14,
September 21, September 28 and Oc-
tober 5, these are herewith printed
in their entirety:

* * *

1 . . . and so hundreds of merchants
closed their doors because they
“just couldn’t keep on”.

And the community as a whole
suffered, Big factories and in-
dustries, because of the inevitable
cycle of business, suffered along
with the little fellow.
It all came about because of an
earnest effort on the part of the
industrialist to be a “good fellow”.
. and in due course of time it
threatened to “kick back” ... a
sort of “bite the hand that’s feed-
ing you” proposition.
It grew to such proportions that
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the leaders in the various indus-
tries, the civic minded folk, and the
Chamber of Commerce organiza-
tions took notice and sat up nights
figuring a possible solution.

YOU have that solution in the
palm of you hand. We'll tell you
more about it . . . later.

* * *

A few days ago we sent you a
rather alarming letter.

We did that purposely to impress
you with the seriousness of a
situation that is slowly but surely
“squeezing out” thousands of
merchants throughout the land.
And right here in the Milwaukee
area an increasing number of
merchants are feeling the pinch
of competition resulting from the
fact that thousands of employees
of great industrial plants are “buy-
ing at wholesale” thru their em-
ployer’s purchasing department.
This organization appreciates the
altruistic motive that prompts and
permits such practices.

Yet, viewed in a broad, construc-
tive, civic light, that same altruism,
which sooner or later results in
closing up these various merchants
who cannot possibly compete on
that basis, reverts back to unem-
ployment, bankruptcy and the
other attendant evils which add to
your tax and relief problems.
Surely . . . that condition merits
vour attention and a closer study
of the economic reactions of such
a policy.

Won’t you kindly give this some
thought?

x % %
At a recent meeting of our
organization . . .

several members (small as well
as large merchants) got up to
complain bitterly about a form of
co-operative buying at “wholesale”
that, if continued, will cause them
to go out of business.
They mentioned names . . .
big industries, whose employees
were buying everything from foods
to refrigerators at wholesale.
Not one . . . but dozens of plants
throughout the city, were, in the
most kindly spirit, helping their
employees procure these vital
necessities at a price that leaves
the independent merchants “out in
the cold”.
Co-operative buying of this type
(Please turn to page 50)
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F1GURES

RADIO RETAILING’S MONTHLY
BUSINESS BAROMETER

SALES BY TYPES

Sampling a sufficient number of dealers
from coast to coast to obtain a suitable
average “Radio Retailing” finds that as it
goes to press 42 per cent of the radio
receivers being sold at this time are table
models, 52 per cent are consoles and 6 per
cent auto-radios.

It is further determined that 86 per cent
tune in the shortwave bands while 14 per
cent receive broadcast band stations only.

FACTORY FIGURES

Frank A. Hiter of Stewart-Warner ad-
vises that 209 per cent more radio re-
ceivers were sold by the company during
the nine months ended September 30,
1936, than during a similar period of 1935.
Unit refrigerator sales showed an 88 per
cent increase. At the present time the
radio division is working at capacity pro-
duction, in two shifts, in anticipation of a
continuance of the sharp upward trend.

Crosley reports that its radio assembly
lines will continue at or near capacity
through the current quarter up to mid-
December in order to handle the high
rate of distributor re-orders. An unnsually
large backlog of unfilled orders is on hand.
Due to ready sale of several larger and
more costly models in late September the
margin of profit obtained by the factory
is somewhat better than in 1935. Kefrig-

erator sales are destined to reach z new
high.

H. W. Burritt of Kelvinator says 316,629
refrigeration units were shipped during the
fiscal year ending September 30 as com-
pared with 240,340 units

for the cor-

responding period last year, an increase
of 31.7 per cent. E. V. Walsh informs
us that the company’s oil burner unit ship-
ments during the same period showed a
202 per cent increase.

R. 1. Petrie of Leonard reports an in-
crease of 44 per cent in refrigerator unit
shipments for the fiscal year ending Sep-
tember 30,

J. R. Bohnen of the American Washing
Machine Manufacturers’ Association tells
us that shipment of household washers
broke all industry records in August by
totalling 173,678 units, topping the record
of last March by 4,539 and exceeding
August, 1935 by 20.5 per cent. The total
for the eight months of 1936 is 1,204,227,
which is 30.56 per cent above the same
period of 1935. Ironers shipped in August
totaled 16,440, compared with 14,018 in
August, 1935, an increase of 17.2 per cent.
The eight months’ total was 119,428, 27.55
per cent above a similar period of 1935.

Says Walter M. Schwartz, Jr., vice-
president and sales manager for Proctor
& Schwarts: “Sales are 358 per cent ahead
of 1935 and production is up 307 per
cent. Our Roast-Or-Grille, introduced re-
cently, is largely responsible for the in-
crease but all appliance sales are ahead.”

Earnings of $332,046 against a net profit
of $47,481 for the fiscal year ending Sep-
tember 30 is reported for Universal Cooler
by F. S. McNeal, president and general
manager. Net sales for the year total
$5,248,813. The substantial net profit in-
crease was the result of greater volume
shipments by all divisions of the company.

David Sarnoff, president of the Radio
Corporation of America, releases the fol-
lowing figures relative to income and sur-
plus of the parent company and all its
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service divisions for the third quarter of
1936 and the first nine months of the year:
The statement shows a net income of
$1,083,604 for the third quarter, ending
September 30, representing an increase of
$571,617 over the corresponding period of
last year. The net income of $2,847,384
for the first nine months of 1936 is an
increase of $46,261 over the corresponding
period of 1935,

SERVICE CENSUS

The Department of Commerce, Bureau
of the Census, preliminary report on
service establishments for the year 1933
includes data on 8,250 radio repair shops.
Total receipts are given as $14,360,000.
Active proprietors and firm members are
listed at 8653 and full and part time
employees as 2,252, Salaries and commis-
sions paid employees (proprietors ex-
cluded) during the year totalled $1,495,000.
Of this, $1,238,000 went to full-time em-
ployees and the remaining $257,000 to part-
time men.

Fifty per cent or more of the revenue
of concerns covered by the Census was
from service. If less than 50 per cent of
a firm’s volume was in merchandise it was
included in the retail trade figures shown
in the box on this page.

S RECORD SALES

National Broadcasting Company’s gross
network time sales in September topped
all previous records for this month, reach-
ing $2,886,637, 33.4 per cent over Septem-
ber, 1935.

The first six months of 1936 show an
increase of 60 per cent in NBC national
spot and local revenue. as compared with
last year. The overall non-network rev-
enue of all U. S. stations rose 19 per
cent during this same period.

-P()
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ONE-SET-PER-HOME

HAT trinity of fundamental fac-

tors which even the Phoenician
traders of the pre-Christian era recog-
nized as basic requirements in the
proper consummation of any busi-
ness transactions, namely quality—
quantity—price, still is considered as
the indispensable foundation upon
which radio dealers and distributors
must plan to build their business if
they wish to be successful.

At least you may be sure, if you
lappen to talk with E. Alschuler,
president of Erla and Sentinel, that
sooner or later he will lead the conver-
sation back to one or the other of that
trio of fundamentals. Then he will
proceed to parade his proofs to show
that the radio industry is particularly
in need of putting it and the two
other props to better use if it wants
to maintain a suitable foundation and
grow as quickly and soundly as it de-
serves—and should.

Quality

. Talking of the first factor—quality
__Mr. Alschuler promptly goes to the
core of the trouble. He says, “It is
too easy for anyone to get started in
building radio sets. All one needs to
acquire is a screwdriver, a soldering
iron and a small loft to work in.”

He contends that radio sets which
have such haphazard beginnings will
but rarely give proper satisfaction
even in the hands of the ones who
built them. As far as pleasing the in-
nocent and but little tinker-minded
public is concerned, those loft-made
sets just ruin many good sales pros-
pects for dealers who sell sets that
were scientifically designed, properly
assembled, carefully inspected and
then sold by and through legitimate
channels.

And, in his opinion, this quality
problem ties right in with the equally
serious one of price. He says, “The
natural sequence has been an unstable
condition of prices, with the result
that not only the buying public but
also the manufacturers, jobbers and
retailers generally try to see how low
a price they can get rather than to
keep the quality factor in mind first.”

Price
“It is often said.” continued Mr.
Alschuler, “that Henry Ford was a

benefactor of mankind because he suc-
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WHEN E. ALSCHULER. president of the
Electrical Research Laboratories, Inc. and Senti-
nel Radio Corp. discusses any topic related to
the radio industry, he does so with a background
of experience that started when radio was in its
infancy. He has been in the business almost ever
since the first sets were put on the market; he
has seen the industry suffer its inevitable growing
pains, and has helped it to clear some of the

worst hurdles.

He has been on both sides of the fence, a maker
of sets and a seller, so that the problems of getting
sets produced and finally geiting the public to
buy them have been his to meet and to solve.

The suggestions Mr. Alschuler makes for
sounder policies on price and quality, and partic-
ularly his bold proposal to aim at getting many
instead of only one or two sets into a home, are
well worth serious consideration

ceeded in making available satisfac-
tory means of transportation at very
low prices. If that same reasoning is
followed through, it would be proper
to assume that the supplier of radios
at low prices is also a benefactor of
mankind.

“This would be acceptable to me in
every sense, if quality of the product
were given at least equal consideration
along with price, but from my own
observation during more than ten
years as a manufacturer of radio sets,
there are too many makers and sellers
of radio sets, who are actually seeking
an absence of quality.

“They reason that by providing an
only partially satisfactory set at a
cheap price the purchaser will not
keep it long and then bring it back so
that then they can make the sale of a
higher priced set, while incidentally
allowing for the cheap set what was
paid originally for it, or crediting that
amount as the first down payment, if
it’s an installment sale—.

“That kind of sales building has too
many dangers and pitfalls for anyone
who is interested in building up a
lasting reputation for - quality ~and
honesty, because in offering and ac-
tually “selling radio sets that do mnot
give satisfactory performance there
arises the possibility of creating costly
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dissatisfaction and perhaps permanent
dislike for radios.”

Quantity

Then the interviewer asked, “What
about that third factor, this question
of quantity ? What is the outlook for
sales, how near are we to the mythical
saturation point, how in your judg-
ment, should the radio industry pro-
ceed to build either new or broader
markets for sets?” That query re-
leased some observations which every
maker, distributor and dealer migiit
well pass on to his entire sales force.

“As far as old man ‘Saturation
Point’ is concerned,” said Mr.
Alschuler, “I do not think that we
have to fear him at all for the present.
In fact, if we succeed in getting the
industry more closely and coopera-
tively organized, we will not need to
think about the saturation point for a
long time to come.

“For instance, I think that we all
are making a mistake when we think
about just one radio set in a home.
and we are still entirely too modest
when we get behind the movement to
get fwo radios into a home.”

“Of course in extremely small
homes, small apartments and under
certain other conditions, one set may
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IS NOT

By gearing itself to sell two or more

the industry can push its satu-

ration point far into the future

says

E. Alsehuler

President, Elecirical Research Laboratories,
Inc., and Sentinel Radio Corporation

This is the second in a series of interviews with

important industry executives by O. FRED. ROST

be ample, but what about those large,
two and three story homes in the
suburbs, the large farm houses, the
big apartments? What about the hun-
dreds of thousands of homes where
the installation of an oil or gas burner
or an automatic coal stoker las re-
leased valuable space to muake a
recreation room for the home folks
and visitors, which is just crying out
for another radio set ? What about the
children’s playroom, the various bed-
rooms, the kitchen, the laundry, the
servants’ quarters and—Ilast but not
least—what about the bathroom ?

“In other words, we should urge
three, four, even five, radio sets where
the size of the home warrants it, and
think no more about doing sc than
does the plumber who urges and sells
several bath rooms, or the decorator
who sells curtains for each room. It’s
just a case of gearing the whole ndus-
try and every salesman in it up to go-
ing out after more-sets-per-home busi-
ness and I have no doubt whatzoever
about getting it.”

The interviewer asked Mr. Alschu-

ler whether he thought that the time
is here when radio-set manufacturers
should broaden their line to include
models that are especially designed
for particular locations, such as the
bed room, the play room, the kitchen.
“That,” he replied, “is something
that will come in time. We have wit-
nessed in recent years a tremendous
upswing in the use of color in the
home. The women, our home-makers,
are today more color conscious than
they were before and color harmony
has been introduced into every room
including the kitchen. I see no reason
why in time we should not have radio
sets in special cabinets that in shape
and color fit into the decorative scheme
of the bed room or kitchen just like
we have furniture, rugs, draperies and
ir the case of the kitchen the refrig-
erator, gas and range, washing ma-
chine provided in finishes that har-
monize with their surroundings.”
“But,” he concluded, “before we get
to that, we must stop being too modest
and sell the public on the idea that
one set in the home just isn’t enough.”

If you were to ask Alschuler whether he has any hobbies, he
would probably tell you that his hobby is RADIO — and mean
it. But he is not adverse to using the airways whenever radio
business can furnish the excuse for a flight.
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1926 CONTROL ROOM 1936

With more stations there is less confusion
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“"%CARRYING THE BALL

| WITH THE NEW

reception on a par with high-priced consoles
yet you can feature it for only $32.50!

Moreover, it sounds like a million dollars—its tone
quality is beyond criticism. Here’s how Kadette has
accomplished this sales producing result.

First by limiting operation to the narrower, but really
worthwhile portion of the short wave band (16-36
meters) thereby stepping up foreign reception to a new

high peak. Second, by providing a special short wave
stabilizer that minimizes fading and holds the station!
For domestic reception (540-1600 kilocycles) the per-
formance is likewise unexcelled. Large, full dynamic
speaker combined with continuous variable Tone
Control and full Automatic Volume Control are some
extra-quality features.

COMPLETE WITH TUBES
AND ANTENNA

Beautiful new lay-down style cabinet in striking modern
treatment of straight and heart grain walnut veneers
inlaid with bands of light aspen and grille in figured
butt walnut, base and edge finished in ebony. Large
airplane dial, edge-lighted and crystal protected.

i %" high, 17%" wid %" deep.
Size 9%” high, 17%4" wide, 7%" deep INTERNATIONAL RADIO CORPORATION

Get behind this fast-moving Kadette Stabilized AC 519 Williams Street
Super and see the sales roll up. ANN ARBOR MICHIGAN

@reufm-s of.
Quu /ily @Ompucfs
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DISPLAY ..... MANAGEMENT .....

I tilitcy Sponsors
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NEWSPAPER ADS

All of these, seen every
day by the public, are
used to promote the
second-set idea

TROLLEYS

TRUCKS

BIRMINGHAM—Radiomen through-
out the country are watching with con-
siderable interest a campaign to sell
second-sets to people already owning
radios, started early this fall by the
Birmingham Electric Company, cooper-
ating with dealers and distributors han-
dling American-Bosch, Crosley, Sears,
RCA-Victor, Zenith, Stromberg-Carl-
son, Philco, General Electric and Gru-
now receivers.

Trolleys, busses, trucks, and passen-
ger cars owned or operated by the Util-
ity or the retailers concerned have been
equipped with signs promoting the use of
more than one set per home. Bill-
hoards throughout the entire Birming-
ham area repeat the theme and news-
paper advertisements continue it. In

Second-Set

Mrive

addition, the Utility, not selling sets
itself, has instructed 50 of its outside
men selling electrical appliances to turn
in the names of good radio prospects.
These names are distributed to cooperat-
ing dealers.

Retailers are further pushing the
second-set idea by devoting window dis-
plays to the subject. In addition, the
servicemen of the city are offering to
check up receivers for a $1.50 flat rate
charge, during the campaign. Through
the use of window cards and every other
means at its disposal, the Utility is
endeavoring to aid retailers in this
effort, its sole interest being the addi-
tional power which will inevitably be
used by the consumer as more radios
are connected to its lines. Birmingham

o -

DESERVES A

SECOND RADID

con tertaining
mc{'c/ucaz‘tonal

& : ?owz 7&/72 z'/y

Qg;T?//‘ |
A =

pusic |

> i ~
T\ <
3 g \

. DT

=

7"5“2’5 0o sccounting for tustes, Some of us
tike clossical music; seme like jazz. Politics
ix intereating to some and drama thritls vthars,

With o many excellent entertaining and sdu-~
cutional programs now on the wir why aot sty
family seguments by adding &« second radio? It
can be placed in the kitchem, in a bedroom. or in
any nook away from the radio you now have. Then,

1

Put Your Radlo in Tip-
Top Shape for-Another
Gloricos Radio Season.
Cali Your Favorite Ra-
dio 8apnirman for 2

* 10-POINT
RADIO CHECKUP

1$1.50 .-

Buy a Second Radie From Your Favarite Store.
We Do Not Sell or Repair Radics. 'We Sell . . .

CHEAP ELECTRICITY

‘ Which Brings You THE GREATEST SHOW IN THE
WORLD at Lowest Cost!

BIRMINGHAM . ELECTRIC co.’

) BIRMINGHAM  —
2 "

“Electri¢ity Is CHeap fré Birmingham—

{ The More You L'se, the Cheaper It [sI”

when the fumily is split on the subject of station
seloction, the music lovers may gather {n the living
roam und the politiclans may relire with the seer
ond et to rettle the uffsira of the nation.

Your femily deserves a second. radio
ated with Birmingbem's cheap electricity, radios
offer toduy's biggeat burxain in entertainment and
education.

Oper-
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ADVERTISING ..... SELLING .....

has a population of 350,000 and it is
estimated that more than 70 per cent
of its homes already have sets. The
remaining 30 per cent offer considerable
resistance to radio salesmen, or are not
financially in a position to buy. For this
reason it is felt that expansion of the
set market can be obtained most readily
by selling people who already have
sets, newer, or more, merchandise.

Until the campaign is concluded def-
inite figures regarding the increase in
sales resulting cannot be obtained. It
is known, however, that service sales
have already increased considerably due
to the combined effect of the second-set
advertising and the check up plan. It
is further known that set sales are in-
creasing rapidly and that the unit price
is steadily rising.

Birmingham’s second-set drive, it is

felt, hits the industry’s most fertile
promotional reserve squarely on the
nose.

BUSSES SOUND — On

INSTALL
the upper deck of Chicago’s new
busses a speaker is installed The
driver calls streets into a micro-
phone. A concealed amplifier steps
up volume between the two units
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SERVICE FOR ALL TO SEE — This cutout in Harry Dodge’s partition

separating the store proper from the service shop serves two useful pur-

poses, It is used as a counter across which machines brought in for repair

may be passed and also “frames” the Dodge tesling instruments so that
they may impress the customer

DEMONSTRATION

WHILE YOU WAIT — Erick Dumke

shows his

daughter Martha how he casually tunes in GSB while the bookkeeper, Mrs.
H. E. Clark, takes her time recording the payment of a gas bill (Above)

Two Ways To

CHICAGO—Harry Dodge, proprietor
of Dodge’s Radio Service, permits his
store to be used two or three times a
year as a polling place. Voters in his
precinct thus pass in and out of the
shop, look through a large “window” to
see the imposing array of test equipment
in the back. He also obtains a list of 600
registered voters in his district, uses
this list for mail promotional effort.
Erick Dumke, on the north side, near
Evanston, has arranged with the Utility
companies for payment of gas and elec-

WAL aericantadiobisten/s/com

Build Traffic

tric bills at his store. Next to the
cashier’s window he places his latest
radio model. Tuning in a foreign sta-
tion almost invariably prompts people
paying bills to ask questions.

Dumke also offers radios, washing
machines and refrigerators on a time-
payment plan which permits monthly in-
stallments to be paid with gas and elec-
tricity bills, This simple neighborhood
service brings over a thousand people a
month into a radio store which might
otherwise be just another little shop.
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JOBBERS WITH IDEAS—Carter Mullaly and George A. Hales

Suggests Independent Appraiser

OKLAHOMA CITY—It costs a
radio dealer at least 25 per cent to do
business. The trade-in can give away
profit. For this reason the distributing
house of Hales-Mullaly thinks it might
be a smart idea for dealers in each
town to appoint independent apprais-
ers to pass on trades. This would pre-

Pro-Rates Overhead

ST. LOUIS—Overhead costs are
computed semi-annually by the Buder
Radio Company, pro-rated to each serv-
ice job to make sure that all work han-
dled results in a true net profit.-

For illustration, say total expenses
amount to $100 for one month, and serv-
ice work for the same period is 200
hours. The overhead of $100 is divided
by the number of hours in service work,
or 200, which indicates an overhead cost
of 50 cents an hour.

Take a service job that requires a
part listing for $1 and one hour’s labor
at $1.50, and which totaled up is $2.50.
Then the overhead cost of 50 cents is
added, making a total charge to radio set
owner of $3.

Actual current overhead cost is 28 per
cent and this is charged against total
cost of parts and labor. For example, if
parts and labor on a job came to $3 the
customer would be billed 84 cents for
overhead, making the total repair bill
$3.84 instead of an even three dollars.
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vent a lot of jockeying by shoppers.

“For example,” relates George A.
Hales, “there was a man who called on
a Hobart dealer and was offered $10 for
his trade-in. ‘Why, I can get $12.50 at
Cordell, he said. ‘I’ll give you $15°, re-
plied the Hobart dealer. As a result the
final allowance was $35, wiped out the
profit entirely. '

to Each Service Job

General costs and number of service
jobs fluctuate and the Buder Company
finds it advisable to compute the per-
centage of overhead charges every six
months. In the first half of 1936 the
charge was 35 per cent. An increase in
service jobs, or work hours, brought
about a reduction in general costs per
job.

Good records are essential to the
billing plan. To eliminate the heavy
detail of books, the Buder Company’s
sales manager, G. L. Weseman, devised
three sales ticket forms which are num-
bered and dispensed by a record ma-
chine.

The face of the three forms, which
are the customer’s, office and shop
copies, are similar. On the reverse side
of the shop copy is a complete record of
the work performed. Space is alloted
for the set’s serial number and the type
of tubes as a protective measure. And
also for the make of car the radio set is
installed in, if it is an auto-radio.
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The service man enumerates the parts
used and the list price. The work order
goes to the office. (Here also the net
prices for a radio or automobile dealer
are put down.) The office totals up the
parts charge, to which is added the labor,
overhead and sales tax charges.

The customer and office copies are de-
signed to show the order number of a
dealer and the signature of the radio
owner or his agent below a line that
states the set was “received in good con-
dition.”

The Buder Company employs eight
service men and has arrangements with
47 radio, electric appliance and automo-
bile dealers to handle their radio service
work and to make standard car installa-
tions. No contract work is taken. The
labor charge is the same for both the
individual radio owner and the largest
dealer. The latter is given a net price on
parts.

Radio sets are always taken to the
shop for a repair estimate at a flat
charge of $1, which is refunded if the
work is ordered done.

Dealer Cheeks
Handbill Results

DENVER—Bring your customers to
the store through effective handbill ad-
vertising and then sell them an auto-
radio by actually demonstrating the set
in a moving car. That’s what Claude
Smith, manager of United Radio Service
recommends.

Smith distributes handbills in parked
autos throughout the downtown area.
His latest effort was an 8% by 11} inch
sheet bearing the following headlines:
“An auto radio . . . more than doubles
the joy of a ride. . .. Eliminates the
monotony and reduces driving strain.”

The circular then goes on to offer a
free demonstration at 30, 50 or 75 miles
per hour. Most prospects avail them-
selves of this offer but few, according to
Smith, insist upon the high-speed test.
But it clicks as an advertising message.

In order to make certain that hand-
bills are properly distributed, men that
are not too voung are engaged for this
work. It is pointed out to them that
quality, rather than quantity, is desired.
They are, furthermore, paid a commis-
sion of 50 cents on every auto-radio sold
as a result of handbill advertising, in
addition to a salary. Each distributor
uses handbills of a different color, so re-
sults may be readily credited to the cor-
rect source. A free antenna installation
is given to prospects who bring the hand-
bills with them.
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O ESTR o
o ey enyou did us

a real favor ¢
Mr.Martin when
you sold us that

“Had a good radio a couple of years back. Ran fine and got everything on the
air—as long as the batteries held up. Seemed, though, everytime I got mighty
interested in a weather report or a good talk on crops, out came a squawk like
a pic callin’ contest n’ then nothin’ at all. Meanin’ a signal for me to put my hat
anc coal on amd start down to the village luggin’ a battery. Didn’t mind this in
good weather but vou ought to try it sometime when its rainin’ or snowin’ like
blazes. To t2ll the truth, there aint no radio program worth all that trouble.”

“Now, I'm no hand =t testifyin’ about something that tickles me, but both Molly
and I want to thank you for tellin’ us what this new radio would do tied up with
a Power-Charger. We can play the radio from the time we get up until bedtime
and forgat about he batteries. Top of that, we've rigged up a set of electric
lights in the house ‘bout as good as the folks down in Pipestone have ‘em.
Molly can peel potatoes without cuttin’ off a finger ‘n I can smoke my pipe
and read without gettin’ crosseyed.”

“You ought to come out to the farm and see how I've rigged up
this combination. John — my oldest boy — showed me how to
hock-up and run our grindstone from the charger motor. Used

his head, I'd say. since its his job to sharpen the tools.”

“And the whole outfit cost so little can’t see why everybody
don’t get up to date. Thanks, Mr. Martin. You sure did us
a favor.”

BRIGGS & STRATTON CORP., Milwaukee, Wisconsin

O oo B BN T E5E BN w25 IR e
BRIGGS & STRATTON CORP., Milwaukee, Wisconsin
Send complete information at once on
the 6-volt, 200 Watt Power-Charger.

Name of Radio handled. ..

............................. Dealer ... Distributor
_____ Firm ...
Street Address.............
Y e State......._...._....
Sigmed.............. RT-6
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NEXT MONTH'S WINDOW

Be kind,
We want a

THE FINISHED DISPLAY . . . Santa seems to be starting down the chimney

ERY often a mechanism de-

signed for one purpose is
found to be even better for some-
thing unthought of by the developer.
Such is the case with the little motor
used in this display. Originally de-
signed to give a lurching, life-like mo-
tion to a cardboard ship, it also sets
up a motion that can be used to make
a cardboard Santa Claus start down
a cardboard chimney.

A discovery of the past few weeks
this idea is presented in these pages
for the first time in combination with
other elements to make up a com-
plete Christmas display, one which
is not difficult to construct because
it is so largely composed of stock
items readily obtained.

First, secure one of those stock
folding cardboard chimneys sold by
many display supply houses, set it
up and nail wooden cleats on the
inner sides, with another across the
bottom. When the baseboard of the
motion section is nailed to the top
of the cleats a firm, rigid structure
is the result.
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A head of Santa is also another
stock item, although the head may
have to be cut off from a complete
cardboard figure. The motor has an
eccentric arm with holes in each end.
By means of bolts, washers and nuts
—and the cardboard arrangement
shown in the lower drawing—this arm
is readily attached to the back of the
head. A foot or more of drill rod
or stout wire is then bent with three
loops, as shown in the top drawing.
Through these loops go screws to hold
the moving section to the baseboard.
The ends are looped, with the aid of
round-nose pliers, through the holes
in the motor. Put the ends through
and then twist them around to the
other side. This wire support can
be bent into the correct position—it is
adjustable.

The wreath may be a stock holly
wreath, and the background extension
may be a piece of cut cardboard with
gold paper mounted on it. Candles
will look better if they are actual
electric candles, although the candles
may be painted, or cut-out lithos

wiany americanradinhistorny, com

If you plan to put in a
holiday display to please
sentimental shoppers in-
clude motion and make it

sell

By I. L. Cochrane

mounted. The lettering is a sugges-
tion—you will probably have other
ideas. However, with a red brick
background, a light green mat board
with bright red and gold lettering
will stand out and be Christmas-like.

The complete motor unit, ready for
bolting to the back of Santa’s head,
is made by the Speedway Mfg. Co.,
1834 South 52nd Avenue, Cicero,
Illinois, and 5 Great Jones St., New
York City, at a list price of $4 each.
This is an a.c. motor for 60-cycle,
110-120 volt current. Tt can be used
for other “motion” displays.

BOLT HERETO
CARDBOARD

| E}TC‘IH‘
ARM

I DRILL ROD

OR WIRE

#

Lccw—TO MOTOR-——-

MOTOR HOOKUP Designed
originally to make a cardboard ship
rock realistically, the motor pictured
is drafted for service in this unique
Christmas display.

Our artist shows how three small
loops are bent in a length of soft
drill rod so that screws may be placed
through these loops into a rigid
wooden base. The upright ends of
the rod are then bent through holes
in the motor arm.

Below, a method of avoiding the
placing of bolts through Santa’s head
is shown. Two pieces of cardboard
are glued together and then to the
back of the head.

RADIO RETAILING, NOVEMBER, 1936
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Here’s the brand new Stewart-Warner line!
It starts where last year's “record-smasher”
left off! And here are. ..

SIX BIG REASONS WHY YOU

CAN MAKE MORE MONEY WITH
STEWART-WARNER IN 1937!

vy americanradiohistaorvy. com
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STEWART-WARNER
LEADS AGAIN WITH

ERE it is—the 1937 line you've been waiting for! Twice
as hot as last year’s record-smashing Stewart-Warners
that boosted sales 127%.

The 1937 Stewart-Warners have brand new eye appeal —
new beauty inside and out.They have utterly new time- and
work-saving conveniences. They have dependability and
current economy that’s nationally famous. And above all,
they have MORE FEATURES FOR YOUR MONEY.

Join the thousands of dealers who are already set on this
great new line. You can start now and capture the holiday
business with the new Stewart-Warners while competitors
worry about cleaning out old stocks.

POWERFUL 1937 MERCHANDISING PLANS ALREADY UNDER WAY

i You know that our last year’s merchandising

: ”J and advertising packed plenty of wallop. This
year’s are as much ahead of them as the new

\y Stewart-Warners are ahead of the 1936 models!
The 1937 Stewart-Warner Refrigerator selling
plan features HORACE HEIDT and his nationally famous
Brigadiers in a series of COAST-TO-COAST BROAD-
CASTS over the Columbia network. These popular radio

stars will send prospects in your neighborhood to you—

already half sold! In addition, Stewart-Warner merchan-
dising plans give you these important helps: . . . hard-hitting
newspaper ads . . . a special series of holiday ads featuring
a sensational Christmas Finance Plan that will scoop the
field . . . powerful interior and window display material . . .
plenty of attractive folders . . . and a floor plan actually
offered without a FINANCE CHARGE! Get all the details
of the Stewart-Warner 1937 Selling Plan from your near-
est Distributor TODAY !
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STEWART-WARNER LEADS AG#

See, phone or wire your nearest Stewart-Warner
Distributar for complete details NOWI

STEWART-WE

CHICAGO, ILLINOIS
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ee@) TICK ‘em up!” When you hear

b Y this, if you're a smart radio
dealer, you'll reach for the ceiling.
You won’t argue. You won’t vell
For the man hehind the gun 1s just
as nervous as you are—but he has
the gun and it might go off.

Erick Dumke, well known Chicago
and Evanston radio dealer, recently
had the unpleasant experience of
looking into the business end of a
45 automatic and handing over the
day’s cash receipts.

“That gun looked like Big Bertha,’
remarked Dumke as he grimly re-
called the holdup. I was ready to
sell the whole works for nothing down
and no payments while thar gun was
pointed my way. Of course I have
mmsurance and my loss was fully
covered, but I didn’t know whether
he knew how willing I was to com-
ply with his demands.”

Radio Service Engineering. near
the fashionable gold-coast district in
Chicago was not so fortunate. Man-
ager Don Kress tells the story. “I
was out when three unwelcome ‘cus-
tomers’ dropped in. They followed
my assistant back to the service room.
then tied him up with aerial wire and
adhesive tape. Three customers wh
came in were likewise trussed up
The robbers got away with over $80,
a wrist watch and a gun we had in the

| stasnean womcavms
SAFY MUBCEARY PO

protection.

is a
likely it

RADIO RETAILING, NOVEMBER, 1936

cheap

“Hraas all the money in your
store is less important than a
bullet in vour belt-line.”

desk for just such an emergency. We
didn’t have insurance but you can bet
we won't again be without full insur-
ance pratection.

What Protection Costs

Insurance against holdup, either in-
side or outside the store, protects cash
and property. Storekeepers also need
burglary insurance which protects
merchandise against theft by forcible
entry after the store is closed. Dealers
who keep their cash in a safe should
also have insurance against loss
occasioned by sale-crackers.

A special combination policy of par-
ticular value to small retail dealers
is offered by some companies. Such
a policy, available in $250 or $500
units, will reimhurse for losses up to
the face value of the policy resulting
from any one of seven perils.

These are: 1, hold up during busi-
ness hours; 2, burglary bv forcible
entry of the store; 3, safe-cracking,
including damage to the safe; 4, prop-
erty damage as a result of actual or
attempted robbery ; 5, stick-up on the
street while carrying store funds; 6,
robbery of store funds in the store-
keeper’s home; 7, robbery after busi-
ness hours by bandits who force the
dealer or any of his emplovees to
open the store or safe.

The dealer must keep accurate
records of his stock, fixtures and
cash, witnessed by at least one of the
employees. This record is often nec-
essary to prove the extent of loss.

The rates for insurance are gov-
erned by a schedule founded on ac-
tual experience in your particular
community. If the rate is high, the
risk is great and your need for in-
surance is likewise greater.

Crime Sometimes Pays
If vou are robbed, make the most of
the resulting publicity. After noti-
fying the police and your insurance
company, call your newspaper to send

a photagrapher and a reporter.
Don’t disturb any trace of the
thieves’ activity until i* has been
checked by the police and photo-

Insurance is the best
Don’t think a gun

substitute. More

may be your death-
warrant.”

waany amaricanradiohiston/.cor

SAFEGUARDING
YOUR CASH

By Charles Phillips

graphed. Give an accurate descrip-
tion of the robbery.

If you've seen the thieves, try to
remember certain details of their
hands or face which vou could iden
tify. A mole or a scar, a cauliflower
ear or a gold tooth—these little de-
tatls help police to round up the crim-
inals. It also helps the newspaper
reading public to spot and report men
answering this description.

The business resulting from the
publicity following a robbery may be
worth more than your loss, but in-
surance actually pays your loss.

Don’t think a gun is a cheap sub-
stitute. More likely it may be your
death warrant. Bandits rarely shoot
unarmed men who offer no resistance.
All the money in your store is less
important than a bullet in your belt-
line!
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BUSINESS

at your
finger tips!

"

e
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"”,,///) y

Millions of Arcturus
GLASS TURES, used ini-
tially in radio receivers.
create a natural replace-
ment market for Arcturus
Dealers and Servicemen.

And Areturns CORONETS
FOR REPLACING GLASS
TUBES are new, exelusive,
made - to - order. to boost
your siales and profits,

Millions of =G TUBES The active demand among
of Arctirus manufacture manufacturers and public

are in use today. Here i3 for Arcturus CORONETS

a hig repla(‘enwm market . “THE PERFECTED
for yvou. METAL TUBE" —is a
further tribute to Aveturus

quality,

if you sell the ARCTUR US 4-WAY line

Business is never turned away by the dealer who handles ARCTURUS. For
here is the one line that enables you to meet the demands of every customer
— the only line that gives you the 1 types of tubes set owners are asking for

|- ANNOUNCING™ | today!

Cthe Aretnras \J Line ARCTURUS has pioneered 7 of the 8 fundamental developments in
. (GLASS EQUIVALENT
OF ALL-METAL TUBES)

a.c. tubes. This company has won wide public recognition as a dominant
factor in the quality field. And ARCTURUS alone provides a 4-way sales
and profit set-up.

See your Arcturus Jobber or write today for full details.

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

il ARCTURUS

The PIONEERS of ‘G’ TUBES

Arcturus, a year ahead of the GLASS _“G"

industry (the above advertise-

menc appeared in o Awe.  CORONET =The Perfected Metal

pioneered ‘G’ Tubes, An-
other in the long list of
Arcrurus achievements.
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Why :
GOOD SERVICE CANT BE CHEAP

The Simplest Repair, On the Smallest Radio, Requires:

e

g

W |-

CONTINUAL STUDY

Good servicemen know the en-
gineering principles of your set.
They spend at least 1 hour a day
reading technical magazines and
books

LONG EXPERIENCE

Good servicemen have a prac-
tical knowledge of other re-
ceivers like yours. The average
has been in business 7 years

ADEQUATE STOCK

Good servicemen keep a costly
supply of standard parts on
their shelves. Thus they may
render quick as well as reliable
service

MANY DIAGRAMS

Good servicemen maintain man-
uals containing 8300 or more
individual data-sheets so that
they may know each intricate
detail of every manufactured
receiver

TEST EQUIPMENT

Good servicemen have $200 or
more invested in delicate
measuring instruments neces-
sary for accurate diagnosis of
trouble. They improve and re-
place this equipment frequently

Well-Trained and Well-Equipped Servicemen . Fix
Radios So They Stay Fixed . . . . . Saving You Time,

Trouble and Money

[VVIV VIV VI 2PN dTataYataa) dighicton, co fon)
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ASK THE “FIX-IT” MAN!

Service men prefér KEN-RAD Radio Tubes

Right before the big broadcast, when
the service man is called in to fix the
radio, he’s just ‘“‘got to get results.”
That’s why so many servicemen use and
recommend Ken-Rad glass or genuine
all-metal radio tubes.

As makers of highest quality radio
tubes and incandescent electric lamps
Ken-Rad has merited the confidence of
dealers and the public for years. In-
crease your business the Ken-Rad way.
Write us for our complete sales plan.

KEN-RAD
+ Radio Tubes «

KEN-RAD TUBE & LAMP CORPORATION, Inc., Owensboro, Ky.

Also manufacturers of Ken-Rad Incandescent Electric Lamps.

Manufacturers of a complete line of Standard
Glass Types, G Series, and Genuine
All-Metal Radio Tubes.
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MAGIC

MEMORIES

AUTOMATIC TIME
CLOCKS make it vir-
tually impossible for
the listener to miss a
favorite program

By Thelma .
Purinton

MODERNISTIC CASE. . .. Compact
enough to be placed almost anywhere,
yet attractive enough to appear right
out in public, is the Mark-Time

RADIO RETAILING, NOVEMBER, 1936
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MATCHES THE FURNITUEE. . . .
The author selects her evening pro-
grams and a Clok-Trola does the rest
(Above)

WORLD TIME TOO. . . . This new
General Eleciric switch also tefls time
in distant countries (Left)

APPLIANCES AS WELL. . . . New
Haver’s offering, and the others illus-
trated, will control most electrical
appliances, too (Right)

TWENTY-FOUR HOURS. . . . This
Tork model performs at any hour,
day or night (Below)

www americanradiohistorvy com

EVERYBODY WANTS A CLOCK.
. . . So this Warren Telechron device
serves two useful purposes
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COMMUNICATION
Last Word For

A MAN WITH A HOBBY can’t rest until he

owns the finest equipment within his means

By W. MacDonald

S the neighborhood dealer passing

up a good bet by not carrying at
least one “communication” receiver in
stock? We think he is.

At a recent local radio show a re-
tailer planted such a set smack in the
center of a display made up of the us-
ual home-type consoles and table mod-
els. The sheer novelty of the receiver’s
appearance attracted many and it was
quickly found that there were pros-
pects for it among those who were be-
coming interested in shortwave dx
reception as a hobby.

Another dealer of our acquaintance
is an amateur and has his transmitter
and a communication receiver in the
store. He has found that the very
prominence of this equipment helps
establish him as an expert on short-
waves and aids the sale of regular
broadcast and shortwave receivers.

It is our opinion that the average
retailer could well afford to stock at
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least one communication receiver if
for nothing else but to use it in his
window as a novel display. And we
are convinced that every dealer has at
least one prospect on his list for such
a set. For every neighborhood con-
tains transmitting amateurs who to-
day realize that they can no longer
expect to build at any appreciable sav-
ing, sets as good as those designed
by trained engineers. And every
neighborhood contains ordinary lis-
teners who have become interested in
the shortwave feature of their regular
home receivers to the point where
they can be induced to buy a commer-
cial-appearing unit obviously designed
to do a specialized job of dx-ing in
order to gratify a hobbyist’s desire
for the best equipment the pocketbook
will stand.

Investigation discloses that the
average consumer does not know that
there is such a thing as a communica-

waany americanradiohistonz.com

tions receiver. Neighborhood dealers
have donated this business to those
few houses specializing in amateur
supplies. Such houses are few and far
between, concentrate on amateurs
alone, with the result that the new
crop of dx-listeners is almost wholly
neglected.

Provide Many Refinements

Communication receivers, typical
examples of which are pictured in
these pages (most of the manufac-
turers making them have additional
models), have many features which
permit them to drain the last available
drop of energy out of the shortwave
bands. For example:

They “band-spread” shortwave sta-
tions over many degrees of the dial so
that distant transmitters operating ex-
wremely close together with respect
to frequency may be readily sepa-
rated.

They employ circuits pepped up
to secure the absolute maximum of
sensitivity.

They include, either in stock models
or as extra equipment, crystal-filters
which provide the very last word in
extreme selectivity.

They include beat-frequency oscilla-
tors which not only make it possible
for the amateur to copy code but also
facilitate tuning in of extremely weak
signals which might otherwise be
passed over.

Few of these refinements are prac-
tical in combination broadcast and
shortwave sets for they can be ob-
tained only at the expense of simple,
foolproof operation and appearance.
The shortwave hobbyist cares little
ahout these factors. He prefers a
certain complication of controls which
permits him to squeeze for the last
ounce of performance.

Many communication receivers, in-
cidentally, tune in the regular broad-
cast band as well as on shortwaves.
Some can be equipped with the broad-
cast range at slight extra cost. So such
sets may be used as a “second-set”
for the home too.

Here’s a modest but profitable mar-
ket that should have been called to the
neighborhood radio dealer’s atten-
tion long ago.

RADIO RETAILING, NOVEMBER, 1936
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RECEIVERS

Shortwave Fans

RCA
(ACR-175)

Tunes from
500 kec. to
60 mc.

IS THE NEIGHBORHOOD
RADIO DEALER PASSING
UP A GOOD BET

6)

Sets like these, by their very
complexity of appearance, at-
tract attention and build pres-
tige. And there is a growing
market for them among upper-
crust shortwave listeners as well

as transmitting amateurs.

CIRCUIT DIAGRAMS appear in

the Service Section

SARGENT
(1)

Tunes from
545 kc. to 34

mc.

NATIONAL
(NC-100)
Tunes from 540
ke. to 30 mec.

HALLICRAFTERS
(Super Skyrider)
Tunes from 545 kc. to
38.1 mec.

RME
(69)

Tunes from
550 kc. to
32 mec.

BRETING
(14)
Tunes from
550 ke. to
34 mc.

HAMMARLUND
(Super Pro)
Tunes from 1160 ke. to
20 mc.

__MmLzmericanradiohismrv.com
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NEWS

PEOPLE -

PRODUCTS - PLANS

SET MAKERS SUBMIT
REFORM PLAN TO FTC

Program Bans 'Spiffs," May Effect Cruises. Ties in With Robinson-Patman Act.
Manufacturers Working Individually to Insure Distributor Cooperation, Reduce
Advertising Allowance Abuses

WASHINGTON—A program for sweep-
ing reforms in radio set merchandising has
been adopted by the RMA in consulta-
tion with the Federal Trade Commission.
Prizes, “spiffs,” “push money,” and bonuses
frequently condemned by “Radio Retail-
ing” are among the evils attacked in a
program formally submitted to the Fed-
eral Trade Commission. The plan is sup-
ported in part by the new Robinson-
Patman Act.

The initiative and leadership in the pro-
gram was begun several months ago by
Commander E. F. McDonald, Jr., of Chi-
cago, chairman of the Fair Trade Prac-
tice Committee. The reform plan itself
was adopted unanimously at a special
meeting of the RMA Set Division held
October 21, at the Commodore Hotel in
New York. This followed a meeting on
October 20 of the Fair Trade Practice
Committee at the office of David Sarnoff.

A major feature of the new clean mer-
chandising program for set manufactures
is a new rule of fair trade practice. This
new rule. which is expected to be adopted
by the Trade Commission, provides :
«Rule 83—The granting or giving or promis-
ing to grant or give by manufacturers in the
industry, directly or indirectly, to employees
of retail sales outlets selling com etitive
lines of radlo merchandise, of cominissions,
bonuses, premiums, prizes, “gpiffs,”” ‘‘push

money,” gratuities, privileges or anything of
value in any form whatsoever in considera-
tion of the said employee’s influencing the
retail purchase of industry products manu-
factured by the grantor or donor, whether or
not the same shall expressly be granted or
given for that purpose, to the extent that
such practice has a tendency and effect of
improperly influencing and deceiving the buy-
ing or consuming public by reason of the
fact that the purchaser is not aware of such
subsidy or consideration and expects the re-
tail employee to be unbiased, impartial and
free from any such influence as between
different merchandise sold by him, is an un-
fair trade practice.”

Cruises, although not specifically named,
are construed to be included.

While the proposed new tradc practice
rule applies only to action of manufac-
turers and extends only to radio retail
salesmen, wider effect, specifically on radio
distributors, will be attained through sup-
plementary action of the set manufac-
turers. At the RMA Set Division meeting
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on October 21, the set manufacturers also
approved unanimously a separate contract,
which has already been signed by a num-
ber of leading companies, that they will
“yse all lawful means” under their con-
trol to prevent their distributors from
violating, either in letter or in spirit, the
proposed trade practice rule and prevent
distributors from granting the prohibited
premiums, prizes, “spiffs,” etc, to retail
salesmen handling competitive sets.

For enforcement of the provision of the
agreement of manufacturers affecting their
jobbers, action would be had under the
jurisdiction of the Federal Trade Com-

Weinig Joins Zenith

Success and growth of Zenith's automo-
tive radio business has prompted the
creation of a separate department,
which is to be greatly enlarged in
anticipation of a banner 1937 season.
R. F. Weinig, formerly with Atwater
Kent, has been appointed manager

Consumer Crowds Jam Philly Show

Indicative of better business throughout the remainder of the season is the success

of the Electrical Association of Philadelphia's Ninth Annual Electric and Radio Show,
Convention Hall, October 5-10. Exhibits upped 10 per cent, attendance increased
even more

wany americanradiohistornz.com
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mission upon complaint of alleged unfair |

competition.
With the merchandise reform plan thus
effective on manufacturers, retail sales-

men and also jobbers, the Robinson-Pat-
man Act will re-eniorce the merchandising
program so far as dealers are concerned.
The Robinson-Patman Act requires the
manufacturer to make available to all
competitive dealers any dealer allowance
which he makes available at all. This
will specially meet the situation regarding
cruises as manufacturers would be re-
quired to extend the privilege of cruises
to all dealers.

Also and niost important, a number of
leading manufacturers are instituting sep-
arate merchandising reforms relating to
advertising allowances. The Fair Trade
Practice Committee was advised that the
anti trust and other laws would not permit
definite, binding and concerted action
among manufacturers regarding adver-
tising allowances. Therefore, any such
action must come separately by individual
companies. It is understood that without
any agreement or understanding what-
ever, several leading set companies are
adopting advertising policies which will
result in tremendous improvement in fu-
ture radio merchandising practices. For
instance, it is reported that several leading
companies will require a minimum contri-
bution of fifty per cent by dealers in co-
operative advertising. It is also under-
stood that some set companies will hold
the advertising allowances to their dis-
tributors to between two and three per
cent.

Joins Motorola

Carl McKelvey, formerly an RCA sales
executive and at one time assistant
sales manager for Zenith, has just been
made general manager of the Galvin

Manufacturing Corp's newly formed
home radio division. Concurrently with
McKelvey's appointment, president P.
V. Galvin announces the acquisition of
a 74 acre tract, including a railroad
siding, on which construction of a one-
story modern plant begins immediately,
for occupancy May |

RCA Man Analyzes N. Y. Market

City Dealers Sold 600,000 Sets In 1935, Replacing Only One-Third Of Those
Over 4 Years Old, Says Radiotron Sales Manager

NEW YORK—Said E. N. Deacon, RCA
Radiotron sales manager, on October 19,
addressing radio and electrical appliance
dealers approved by the New York Edi-
son Company:

“On the lines of N. Y. Edison there are

3,000,000 people—800,000 families. These
families have purchased over 3,000,000
radio sets in the last ten years. On Jan-

uary lst, 1936, there were 4,500,000 radios
in homes, places of business and recrea-
tion in New York State. The New York
Trading Area represents 68 per cent of
the state’s total sales or 3,000,000 sets in
active or semi-active use.

439—1,290,000 sets are 5 or more years old
15%—450,000 sets are 4 years old
58%—1,740,000 sets are 4 or more years old

“The retail outlets in New York in 1935
sold about 600,000 radios. This is the
equivalent of only about & of the number
of sets over 4 years old being replaced
with new sets in 1935. There was a mar-
ket for the sale of new sets, on the most
conservative estimate, for 200,000 more sets
than were sold in 1935, at a retail value
of $12,000,000.

“If the retail outlets in New York had
sold these additional 200,000 sets in 1935,
there still would have been 900,000 radios
in this market over 4 years old—a high
percentage of which are in poor operating
condition and in need of repairs and re-
placement parts.

“These sets represent an additional mar-
ket to the retail outlets of New York for
5,580,000 renmewal tubes at 90c. average
retail price per unit, or $5,022,000 retail
value.

“Also a market for transformers, con-
densers, and other parts of about $2,500,000.
—Plus labor charges for replacing these
tubes and parts which would run into 5
or 6 figures at least.

“It is estimated that less than 60 per
cent of this dollar volume in tubes and
replacement parts was sold by retail deal-
ers and radio service men in 1935.

“There are other sales opportunitics in
your market—60% of your neighbors
haven't a modern radio; 35% of your
neighbors want a 2nd or 3rd radio; 66%
of your neighbors have no electrical re-
frigerator; 51% of your neighbors have
no washing machine; 58% of your neigh-
bors have no electric clocks; 52% of your
neighbors have no vacuum cleaners.

“What the electric appliance and radio
dealer needs is more contacts. More con-
tacts means more opportunities to make
sales. We have a plan to help you build
more contacts. This plan is the RCA
Radio Check Up, a plan which will un-
cover prospects for radio—radio service
—parts—tubes—accessories and other elec-
trical appliances.

“The contacts and sales which this type
of publicity and radio check-up merchan-
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Urges More Contacts

E. N. Deacon proves effectiveness of
Check-Up Plan with facts and figures

dising is building for thousands of deal-
ers throughout the country is typified in
this report. A large dealer in a nearby
city started mailings to its customers and
prospects May, 1936.

Cards mailed to date.............. 20,000
RetUINS ovvievireeeannancnnenans 2,000
Radios serviced ................... 1,643
Daily mailings ................ 300 to 350
Average daily return (mail 25, tele-
phone 10) ........ ..ol 35
Percentage of returns............. 10%
Average income per call............ $4.00
Gross profit ........c..eieiaiinn 35%

“As a result of the activity from May
to September, books were balanced, all
service calls made for the store were
charged off and $1,000 was turned back
to the store by the Service Department.
As a result of these service contacts, this
dealer also sold $43,000 worth of electrical
appliances and radio sets.”

New C-D Packaging

NEW YORK—Cornell-Dubilier  has
just gone over to an entirely new and
different package design for all of its prod-
ucts. The familiar blue and yellow colors
distinguishing C-D products have been
retained but packages have been “stream-
lined” to increase visibility and also to
make stacking easier.
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SOLID GOLDEN .
BRONZE and °«¢\
CORRUGATED A
BLACK I
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VNew!

J
BRING THEM IN
WITH THESE BIG

xw/, -me -quick Ualues.!
, FIBRE-BRONZ
e and BRONZ-LITE

BRONZE

HE gleaming beauty of genuine golden bronze—the snappy combina~

tion of golden bronze with rich black—in three smart new numbers,
rich in eye-appeal, priced for quick action.

No. 990 BOND FIBRE-BRONZ DEAL

No. 990 Deal consists of 6 No. 2299 Bond corrugated black and golden-
bronze Fibre-Bronz 2-cell Focusing Spotlights packed in a colorful
FREE DISPLAY and 48 No. 102 Bond Super-Service Mono-cells. No.
2299 Spotlight priced to retail complete for only 99¢.

‘\" Retail value—$9.54 Cost to you—$6.36 Your Profit—$3.1¢
e ; No. 198 BOND FIBRE-BRONZ BABY SPOTLIGHT DEAL
F'BRE.BRO“Z No. 198 Deal consists of 4 No. 2093 Bond corrugated black and golden-
] § ) bronze Fibre-Bronz Baby 2-cell Focusing Spotlights packed in a FREE
~potlight~ . DISPLAY and 12 No. 101 Bond Super-Service Mono-cells. No. 2093
Baby Spotlight priced to retail complete for only 98c.

Retail value—84.32 Cost to you—$2.88 Your Profit—$1.44

e i No. 980 BOND BRONZ-LITE DEAL
' b No. 980 Deal consists of 6 No. 2298 Bond 2-cell Focusing BRONZ-

LITES (solid bronze) packed in a FREE DISPLAY and 48 No. 102 Bond
Super-Service Mono-cells. No. 2298 Bronz-Lite priced to retail complete
for only 99c.

Retail value—$9.54 Cost to you—$6.36 Your Profit—%$3.18

- . sk your. Jobbers Salesman for. full details
*‘Alwaq; Use 50“6.;§uper~;50-|'vic§ Mono-Cells B o N D E L E c T R I C c o R P o R AT I o N

New Haven, Conn. ¢ Chicago, lll. San Francisco, Calif.
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RADIOS

® REFRIGERATORS
¢ AUTOMATIC HEATING

RANGES

ELECTRIC WASHERS
IRONING MACHINES
WATER HEATERS
DISH WASHERS

% COMMERCIAL REFRIGERATION

AIR CONDITIONING
ROOM COOLERS
VACUUM CL

AND OTHERS

Office
MA, Birmingham
obile

CONN

ew Haven
DIST.
FLOR

uisville

Worcgster

NEW HAMRSHIRE, Manchester
Portsi th

NEW JERSE
Jersey
Newark
Paterson
Perth Amboy

NEW YORK, Alkany
Bay Shore,\L. 1
Binghamto!
Bronx
Brooklyn
Brooklyn
Buffalo
Glens Falls
Hempstead, L. I,
Jamaica, L. L.
Jamestown
Mt, Vernon
Newburgh
New York
Poughkeepsie
Rochester
Syracuse
Utica
Watertown
White Plains

CIT.

g Y o \\ﬁL
e/ biggest ngvys,r in Radio

DIVISION

Address
2009 Third Avenue South
900 First National Bank Bldg.
122 Church Street
945 Main Street
410 Asylum Street
70 College Street
17th and H Streets, N, W.
118 West Adams Strect
600 Biscayne Boulevard
102 South Orange Avenue
502 Stovall Professional Bldg.
317 Clematis Street
223 Peachtree Street
805 Broad Street
6 West Fifth Avenue
35 Bull Street
709-710 City Bank Building
305 W. Broadway

84 Harlow Street

477 Congress Street
Charles & Preston Streets
7 Centre Street

307 Arcade Bldg.

664 Comonwealth Avenue
146 Chestnut Street

390 Main Street

Kennard Bidg., 1008 Elm St.
3 Pleasant St.

300 Broadway

880 Bergen Avenue

11 Hill Street

249 Market Street

Perth Amboy Nat’l Bank Bldg.
75 State Street

First Nat'l Bank Bldg.
86 Court Street

2488 Grand Concourse

1 Hanson Place

1600 Kings Highway

220 Delaware Avenue

190 Glen Street

250 Fulton Avenue

90-04 161st Street

3rd & Cherry Sts.

140 East Third Street
77-79 Broadway

250 West 57th Street

11 Market Street

154 East Avenue

4 Harrison Street
Genesee Street

200N\W ashington Street

31 maroneck Avenue

NORTH CAROLINA, Asheville
Charlotte:
Greensboro
Hickory
Raleigh
Salisbury
Wilson

OHIO, Akron
Canton
Cincinnati
Cleveland
Columbus
Dayton
Springfield
Toledo
Youngstown

Zanesville
PENNSYLVANIA, Altoona

Erie

Harrisburg

Philadeiphia

Pittsburgh

Reading

Scranton

Wilkes-Barre
RHODE ISLAND, Providence
SOUTH CAROLINA, Columbia

Florence

Greenville

Spartanburg
TENNESSEE, Chattanooga

Johnson City

Knoxville

Nashville

(see Central Divisian)

VERMONT, Montpelier
VIRGINIA, Norfolk

Richmond

Roanoke

WEST VIRGINIA, Beckley
Charleston
Clarksburg
Huntington
Wheeling

CENTRAL

ARKANSAS, Little Rock
COLORADO, Denver
ILLINOIS, Carbondale
Chicago
Peoria
Rockford
INDIANA, Evansville
Fort Wayne
Indianapolis
Richmond

%dta‘ze the C.1.T. BUDGETL )

A

406 New Medical Bldg.
212 So. Tryon Street
114 North Elm Street
1036-13th Street

239 Fayetteville Street
132 N. Main Street

113 East Nash Street

9 South Main Street
120 Tuscarawas St,, West
107 East Fourth Street
1621 Euclid Avenue

50 West Broad Street
25 South Main Street

8 West Main Street
410 Huron Street

26 Market Street
Fourth & Market Sts.
1214 Eleventh Avenue
619 Erie Trust Building
216 Locust Street

121 North Broad Street

5648 Friendship Avenue

607 Washington Street
Chamber of Commerce Bldg.
66 West Market Street

15 Westminster Street

1400 Main Street

200 West Evans Street

201 Peoples Nat’l Bank Bldg.
509 Andrews Bldg.

412 Hamilton Nat'l Bank Bldg.
126 W. Market Street

612 South Gay Street

119-7th Avenue, North

52 State Street
229 West Bute Street
201 North Fourth Street

1115 Col.-Amer, Nat, Bank Bldg.

Raleigh County Bank Bldg.
100 Capitol Street

Maln & South Third Streets
Fourth Ave. at 11th St,
12th and Chapline Streets

DIVISION

508 Wallace Building

13th & Broadway

206 W. Main Street

333 North Michigan Avenue
301 South Adams St.

315 West State Street

416 Main Street

116 E. Berry Street

320 No, Meridian Street

10 North Seventh Street

IOWA._ Cedar Rapids
Lies Moines
KANSAS, Wichita

KENTUCKY, P&hcah

(4 4 4

”’Finqnciné

209 Higley Building

712 Hubbell Building

307 Fourth Nat'l. Bank Bldg.
416 City Nat’l Bank Bldg.

see Eastern Division}

LOUISYANA, New Orleans
MICHIGAN, Detroit
MINNESOTA, Minneapolis
MISSOURI, Cape Girardeau
Kansas City
3t. Louis
NEBRASKA, Lincoln
Drmaha

OKLAHOMA, Oklahoms City

Tulsa
Seminole
TENNESSEE, Memphis

226 Carondelet Street
7310 Woodward Avenné
1645 Hennepin Avenue
215 H & H Building

10 East 17th Street
3713 Washington Blvd,
206 S. 13th Street

510 Keeline Bldg.

Third & Harvey

714 Commercial Building
315 E, Broadway

46 N. Third Street

{sce Eastern Di-ision)

TEXAS. Abilene
Amarillo
Beaumont
Dallas
El Paso
Fort Worth
Houston
Longview
McAllen
San Antonio
Texarkana

WISCONSIN, Milwauke:

WESTERN

AR]Z’.O'IP:IA. Phoeniz

ucson
CALIFORNIA, Bakersfield

Fresno

Los Angeles

Sacramente

San Diego

San Francisco

San Jose

Stockton
IDAHO, Boise
MONTANA, Billings

Butte
NEVADA, Reno
ORGEON, Portland
UTAaH, Salt Lake City
WASHINGTON, Seattle

Spokane

Yakima

C.1.T. CORPORATION « NEW YORK * CHICAGO + SAN FRANCISCO

A UNIT OF COMMERCIAL INVESTMENT TRUST CORPORATION

CAPITAL AND SURPLUS MORE THAN $100,000,000

MELPING DEALERS TO WIDEN THE SCOPE OF THEIR BUSINESS

www. americanradiohistorv.com

1049 N. Third Street

107 Third Street

805 Amer. Nat'l Bank Bldg.
1700 Patterson Avenue

520 El Paso Nat’l Bank Bldg.
616 W. T. Waggoner Bldg.
Main at McKinney St.
Green & Methvin Streets
1301 Beaumont Avenue

115 W. Travis Street

209 Pine Street

744 North Fourth Street

DIVISION

602 Title and Trust Bldg.
323 E. Congress Street

2007 H Street

1060 Fulton Street

1151 So. Broadway

1508 K Street

625 Broadway

525 Market Street

28 North First Street

408 E. Miner Avenue

516 Flrst Nat't Bank Bldg.
314 Fratt Bldg.

409 Metals Bank Bidg.

13 West Second St.

921 S. W, Washington Street
1301 Continental Bank Bldg.
1326 Fifth Avenue

W est 926 Sprague Avenue
Corner 3rd and A Streets

=
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SOBOL STATIONS
SELL HOME SETS

NEW YORK—George Solomon, who
for the last few months has concentrated
on the business of writing a series of sales
training and management articles for
“Radio Retailing,” advises that he has
joined Sobol Bros. Service Stations, Inc.,
as manager of its radio division, with
headquarters at Fifth Avenue and 110th
Street.

Sobol operates a chain of more than
100 gasoline filling stations in greater
New York and has sold automobile
radios for some time. Now the firm adds
midget and table models for home use, in
line with its plans to expand into other
fields of selling.

Solomon, who has passed along to inde-
pendent dealers reading “Radio Retailing”
many valuable merchandising ideas, has
had wide experience in the radio field.
He was at one time an official of the old
Perfection chain operating in this city,
later joined Vim and then went to Wash-
ington, D. C., to direct sales for the
George Radio Co.

Rhine Wins Clarostat Contest

NEW YORK—With a remarkably
close estimate of 490,848 ohms, or 4 per
cent decrease, as against an actual read-
ing of 490,600 ohms, or 4.05 per cent
off, Arthur E. Rhine, Bronx serviceman,
won the Clarostat volume control contest
conducted at the recent IRSM Conven-
tion, held here,

Visiting servicemen were asked to esti-
mate the resistance change in a standard

300,000 ohm stock Clarostat composition-
element control in constant operation for
three days, totalling 17,071 swings of the
contact arm. Large users of carbon ele-
ment controls allow for from 10 to 15
per cent change in value when designing
receivers, says George J. Mucher, chief
engineer, who further points out that the
RMA Standards accept 10,000 rotation
cycles as the equivalent of three years
of average set use.

Electric Amp. Corp. Organized

NEW YORK—L. A. Meyerson, former
president of the Morlen Electric Com-
pany, has organized the Electric Ampli-
fier Corporation at 135 West 25th Street
and is issuing catalogs to dealers request-
ing these on their business letterheads.

STROMBERG OFFICIALS TRAVEL

ROCHESTER—Lee McCanne, secre-
tary and radio sales manager of the
Stromberg-Carlson Telephone Manufac-
turing Co., has just returned from an
automobile trip through the eastern sec-
tion of the country, combining business
with a much needed vacation. He stopped
at Boston, Philadelphia, Baltimore, Wash-
ington and Richmond. McCanne reports
a healthy increase in receiver sales in the
middle price group.

George A. Scoville, vice president and
general manager for Stromberg, has just
left for Winnipeg, Canada, and will go
from there to Cincinnati, Chicago and
other key points, calling on radio dis-
tributors and dealers.

On the Trail of Business

Trailers are everywhere proving their effective-

ness as a means of bringing a complete line

of demonstrators right to the dealer's door.

Here's one just put into service by The Home

Modernizing Company, Emerson's South Bend
distributor

3 £ MERS
% HOME MODERN IZING C0.
. ‘Make Your House Hore Like Home

0N RADIOSE
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Returns to Triad

Harry H. Steinle, who assisted George

Coby in the formation of the Triad

Mfg. Co., served as its vice president

in charge of sales, then left to join

Arthus H. Lynch, Inc., is back with

Triad as vice president and director of
sales

PARTS REPS ELECT OFFICERS

NEW YORK-—At a meeting here Oc-
tober 6, “The Representatives,” an or-
ganization of men representing radio
parts manufacturers, elected Earl D.
Dietrich president, Perry Saftler vice-
president and David Sonkin secretary-
treasurer. Election was by unanimous
vote in each case.

The outgoing president, Jack Price,
thanked members for their cooperation.
Talks were also delivered by Earl Diet-
rich and Ken Hathaway, executive secre-
tary of the IRSM.

Lang Heads GE Advertising

SCHENECTADY—With the consoli-
dation of the advertising sections of
the Appliance and Merchandising depart-
ment of the General Electric Company’s
plants located at Bridgeport and Cleve-
land, vice presidents C. E. Wilson and
E. O. Shreve announce that Chester H.
Lang, manager of the publicity depart-
ment, will be in charge of this division,
as well as of apparatus and general ad-
vertising.

Frankelite Opens Akron Office

CLEVELAND—The Frankelite Co.,
Crosley distributor for the past six years.
has just opened a branch at Akron, ac-
cording to sales manager E. J. Rueth.
The new office will be directed by Carl
Kromer, who has sold Crosley products
in this territory for a number of years.

The new office will include a centrally
located warehouse and service department.



www.americanradiohistory.com

EADY LAYERE
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RECORD-SMASHING VALUES

“LAYERBILT”
$198

at a new low prz'ce

Genuine “Eveready Layerbilt”
“B” batteries, famous for years
for extra long service, now cost
but a few cents more than ordi-
nary, wasteful, short-lived, old-
fashioned round-cell “B” batter-
ies. You can now buy genuine, ex-
clusive “Layerbilc”” “B” Barteries
for less than many makes of
round-cell battery. And “Layer-
bilt” now gives you the new,
crack-proof cushion top in addi-
tion to the advantages of pat-
ented “Layerbilt” construction.

Standard "'Frerecady’ Round Cell ""B’’ Butteries,

NATIONAL CARBON
General Offices: New York, N. Y,
Unit of Union Carbidg

The words “Eveready’ and
“I ayerbilt'” are trade-marks of
the National Carbon Co., Inc.

Prices slightly higher in Far Western States

“Layerbilt” gives you longer serv-
ice because there’s no waste space,
and because “Layerbilt” construc-
tion permits the power-making
materials to be more completely
used up. For example, the active
material in a round-cell battery is
contained in 30 zinc cans. Thezinc
is eaten away to make electricity,
and usually tiny holes appear in
the zinc long before the battery
should be used up. Air gets in, the
chemicalsdry out,the battery
dead quickly, before it is usg
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The Longest Lasting
“B’’ Battery ever offered at only

“SUPER LAYERBILT”

$925

In “Layerbilt” batteries, the
plates perforate also, but ng
admicted and no harm
That’s why long af
cell battery has qud
goes on pouri
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W1XAL Broadcasts Radio Course

Station Operates On 6040 Kc., Weekly, Using 10 Kilowatts

BOSTON—The World Wide Broad-
casting Foundation has completed plans
for a series of air lectures on modern
radio for broadcast listeners, servicemen,
amateur operators and others. These will
be given by C. Davis Belcher, former radio
inspector for the FCC and now in-
structor of commercial radio operating for
the Massachusetts University Extension.

Transmissions take the air Monday
evenings at 7 p.m., E.S.T. over WIXAL,
using 10 kilowatts on 6040 kc. A bulle-
tin containing further details will be mailed
to interested listeners on request. Blue-
prints are also available to students. The
schedule is as follows:

November 2—History of radio. No-
vember 9—Theory of Radio Communica-
tion. November 16—Summary of Electron
Theory of Electricity. November 23—A.C.
Electricity. November 30—Vacuum Tubes.
December 7—Vacuum Tube Characteris-
tics. December 14—Amplifiers and Their
Classification. December 21—Audio Ampli-
fiers, Other topics will be announced at
a later date as the Foundation plans 32
lectures in all.

Immediately following the technical lec-
ture series instruction in code will be trans-
mitted.

Wright Leaves May Company

COLUMBUS, OHIO — Nelson P.
Wright, for 10 years merchandise man-
ager and buyer of the Major Appliances
Department for The May Company, Cleve-
land, has resigned to become general man-
ager of the Appliance Distributing Com-
pany, succeeding B. A. Morgan. Mr. Mor-
gan returns to the Tracy-Wells Company
to do promotional work for the parent
company and its subsidiary, the Arnold
Wholesale Corporation.

Harmon Becomes Mission Bell C.E.

LOS ANGELES—P. L. Fleming, presi-
dent of the Mission Bell Radio Mig.
Co. of 833 Venice Blvd., announces the
appointment of W. S, Harmon as chief
engincer. Harmon was at one time chief
engineer for the Emerson Radio and
Phonograph Corp. and also served General
Household Utilities.

Tobe Man Speaks On Noise

FRAMINGHAM, MASS.—At a meet-
ing of the Kiwanis Club, held here late
in October, Clarence Metcalf, of the Tobe
Deutschmann Corp., told more than 40
local business men what caused serious
radio interference within the town limits,
demonstrating methods of correcting such
disturbance at its source.

Power-Plant Demonstrator

AT Tages - BOATS -
FAMP TRANIRS: FLOGD LIdsTé €10, §

Mounting equipment in a compart-
ment at the rear of salesmen's auto-
mobiles, Briggs & Stratton is sending
out a fleet of special demonstrator
cars on a tour of the country to
familiarize dealers and farmers with
the advantages of 6-volt, 200-watt
"Power-Chargers''

Electrad Releases V. C. Guide

NEW YORK—Electrad, Inc, of 175
Varick Street, has just received from
its printer copies of the n