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

Use

MALLo

REPLACEMENT

CQONDENSERS. .

. VIBRATORS

Just as sheer quality alone has
made these two condensers
the most popular in the
field, so has sheer merit made
the Second Edition of the

MALLORY-YAXLEY

Radio Service incyclopedia

indispensable in your work. Even if you
own a copy of the First
Edition, youhaven’t seen
anythinguntilyousee the
Second Edition.336pages
against 200. Be sure to
get your copy today.You
will pay for it with the

time you save on one job.

RY | YAXLEY -

REPLACEMENT
VOLU ME CONTROLS
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DEALERS ARE ALREADY
__AWAY TO A SUCCESSFUL 1939
VENIENCE £ Foor OVERSITE
NEW ECONOMY

#DELIVERED AND INSTALLED 5 YEAR PROTEcnoN PLAN $5.00 ADDITIONAL ... PRlces SLIGHTLY HIGHER IN SOUTH AND weST
/“\__ “/ B b

———— e

e
REFRIGERATION'S NO. 1 SALES APPEAL . THE CONVENIENT SHELVADOR PLUS

LOW PRICES

GIVE DEALERS A RUNNING START IN GETTING PROSPECTS - CLOSING SALES

iy N T e e S |
THE SMARTLY CONCEIVED AND SMARTLY PRICED “DELUXE LINE"” OF NEW 1939

CROSLEY SHELVADORS

ATTRACT CUSTOMERS NOW « ARE HIGHLY SALABLE « AND MOST PROFITABLE
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Mr. George Gillespie (righe). ™

owner of El Ranclf(:ec(::xghdtg’
Mesa, Arizona ’

No eomfortable living room for this radio to nestle in.
Half the time it is bounced around on a pack horse over hills
and trails. So, the tubes in it must be TOUGH—for the nearest
place to replace a new tube may be 40 miles away—and un-
necessary service call-backs are prohibitive.

Years ago the Cattle Country found that RAYTHEONS
are the tubes that can take it. Today it’s pretty hard to buy
anything but a RAYTHEON in the Southwest.

For the same reasons, they are used by the U. S. Army,
Navy and Air Corps. The majority of Set Engineers specify
them—and you will ind them in most auto sets and com-
mercial planes.

Do not compromise on any other line of tubes. Protect
vour customers with the best—RAYTHEONS! You'll build
good will, increase your service business, and enjoy greater
permanent tube profits.

Remember, RAYTHEONS cost no more than the
second-best tube. They are your assurance of the safest and
most profitable tube investment.

RAYTHEON

~

“"WWORLD’S LARGEST EXCLUSIVE RADIO TUBE MANUFACTURERS"

RADIO RETAILING, DECEMBER, 1938
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Radio Brings 4L1. Music
1o ALL People-

Radio Lets tae Nation Enjoy
U. S Army, Navy, and
Marine Bands

CAPT. THOMAS E. DARCY, Jr.
Leader U. . Anny Band

LIEUT. CHARLES BENTER
Leader U. § Navy Band

‘;,

Leader U. S. Marine Band

Every village has its band, but Uncle

Sam’s Army, Navy, and Marine Bands

rank with those great concert bands
*  which have glorified brass music.

PAGE 4

A

NRC Symphany Orchestra, under di- "\
rectfon of Arturo Tascanini rehearses
long hours te achieve perfection on the
air.(Ahove, the woodwinds rehearse)

@ HILE RADIO has made outstanding contributions
UL to American culture through scores of instructive
programs. . . radio’s supreme contribution is music.

Consider the musical contributions of NBC, one mem-
ber of the family of RCA! It is generally conceded that
the most brilliant musical accomplishment of radio is the
NBC Symphony Orchestra, under the leadership of the
great Maestro Arturo Toscanini.

Another member of the family of RCA, RCA Victor,
manufactures outstanding radios. And, through Victorand
Bluebird Records, RCA Victrolas, and inexpensive RCA
Victrola Attachments, RCA Victor offers to all the oppor-
tunity to repeat the music they want when they want it.

By helping make all America music conscious, the
Radio Corporation of America has created a market of
unlimited possibilities for the retailers and wholesalers
who go ““RCA All the Way’” and reap the benefits of the
public acceptance of all things made by the only organiza-
tion that makes and does everything in radio and sound.

Listen to the *‘Magic Key of RCA™’ every Sunday, 2
to 3 P. M., E.S. T., on the NBC Blue Network.

Radio Corporation of America

RADIO CITY, NEW YORK, U. S. A.

National Broadcasting Company o RCA Institutes, Inc.
RCA Manufacturing Co., Inc. * R.C.A. Communications, Inc.
Radiomarine Corporation of America

RADIO RETAILING, DECEMBER, 1938
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EMEMBER this—most replacement coils
are built to a plus or minus 25% tolerance.
Consequently, certain radio sets which have a
preponderance of parts of +25% by accident
are extremely hot—and dangerously near the
point of oscillation. These wide tolerances
create a serious problem because the addition
of a +25% coil to a set already too hot would
produce an inoperative condition of oscillation.
Meissner Coils—built of high quality ma-
terials to the most exacting engineering re-
quirements—are held to a plus or minus 5%
tolerance and therefore are perfect replace-
ment parts for any radio.

“UNIVERSAL-ADJUSTABLE"”
ANTENNA-R. F.-
OSCILLATOR COILS

It is no longer necessary to
order hard-to-get exact du-
plicates when an Antenna,
R.F. or Oscillator coil needs
replacing. These new ad-
justable-inductance Ferro-
cart (Iron Core) coils will
replace the Broadcast Band
coils in practically any re-
ceiver! The Oscillator coil
is also designed to provide
complete adjustment for
receivers having intermedi-
ate frequencies from 175 to
520 kc. and may be used in
either cut-plate tuning
condenser or padding con-
denser circuits!

DOUBLE-TUNED
I. F.
TRANSFORMERS

This is the ideal replace-
ment transformer for
Servicemen and Experi-
menters who demand
the utmost in I.F. trans-
former performance at low cost. Unusually
high gain—extremely wide frequency range
—and double-tuned with Meissner Low-Loss
Ceramic Bass Mica Di-electric Trimmer
guarantees you a superior, more efficient
transformer.

FERROCART

ANTENNA AND
R. F. COILS

Constructed with Iron
Core material which adds
substantial gain, and in-
creases the selectivity of
radio frequency trans-
formers by improving the
“Q” of the windings.

These (Iron Core) coils
are designed to cover the
broadcast band (540 to
1600 kc) with a 365 mmf
condenser. Will work with
any of the standard types
of tubes, including metal
and the battery-operated
2-volt series.

r—

SEE YOUR PARTS JOBBER
OR WRITE DEPT. R-12
MT. CARMEL, ILL.

MT. CARMEL, ILLINOIS
‘"R FAMOUS NAME FOR TWO DECADES"”

RADIO RETAILING, DECEMBER, 1938
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HARRY BOYD BROWN IT
National Merchandising
Manager of Philco

More Going After Customers
Instead of
Woaiting For Customers

is pretty generally agreed that
things look good for 1939.
Business is certainly on the up-
grade. Some economists definitely
predict a boom. Employment figures, income
figures, news of wage increases—all point to
increased purchasing power for the coming
year. With more money in their pockets,
people are certainly in the mood to buy—and
in the mood to spend more money for what
they wish to buy.

So far as the radio dealer is concerned, he
had better re-examine his policies and prac-
tices and be sure that they fitin with customer’s
psychology and buying power. Particularly
those dealers who have sold themselves on the
idea that the public wants nothing but low-
priced merchandise.

When we sit around the luncheon table, most
of us who are interested in retailing, readily
agree that the idea of “selling-up” is pretty
sound. We agree that its the only way to put
the real profits into the radio business. In fact,
when some of us get real worked up, we insist
that it’s the only salvation of the radio industry.

But when we go back to our stores and find
that “selling-up” requires effort and initiative,
all too many of us are ready to take the line of
least resistance and accept the sales that come
easy. Such sales require no salesmanship and
build no very satisfying bank accounts.

Surely no one can blame the radio manufac-
turer for supplying the kind of merchandise
that the dealer sells. But the dealer can well
blame himself if he puts his main effort on
price brackets that yield meager profits. And
when it gets to the point where so many deal-
ers are complaining that they make a lot of
sales but make no money, the matter has be-
come a major problem for the industry.

I have talked to many dealers in recent
weeks who laughed when I told them that
some dealers don’t seem to be able to sell

higher-priced merchandise. They tell me that
higher-priced sales are as ripe for the picking
as ever. Butthe picking methods have changed.
The sales are there and the profits are there as
much as ever—but it takes resourceful adver-
tising — more selling— more “going after”
customers instead of “waiting for” customers.

To be specific the smart dealer today uses
his windows and the floor of his store to dis-
play the better quality, the higher-priced radio
merchandise, He emphasizes terms and trade-
in allowances, and he uses the newspapers and
direct mail with heart-to-heart, human interest,
proposition copy that brings REPLIES—IN-
QUIRIES—BONA FIDE PROSPECTS.

And, while those dealers who sell higher-
priced, more profitable radio merchandise in
real volume, also carry low-priced radio mer-
chandise, they use it intelligently. They advertise
their low-priced merchandise—the $39.00 and
$49.00 and $59.00 furniture models—oanly to
pull trafic—to create prospects. And then is
when they really go to work.

They see to it thattheir retail salesmen thor-
oughly know the quality radio merchandise in
stock—every feature—every improvement—
every reason why itis worth more money. They
train their salesmen to Sell-Up, and they pay
them accordingly. They teach them not to be
in constant fear of “walk-outs” but instead to
go after bigger, better sales and make money.

And finally, the wise radio dealer in 1939
will place PHILCO MYSTERY CONTROL
RADIOS—just as many as possible—on FREE
TRIAL in the homes of responsible people.
Every day sees more and more Philco Mystery
ControlRadios sold by FreeTrial in the home—
because after a few days’ use of Mystery Con-
trol in the home—with no more jumping up
from the easy chair every 15 minutes to change
programs—people are never again satisfied
with the old-fashioned, troublesome method
of radio tuning.

RADIO RETAILING, DECEMBER, 1938



The
RADIO

MONTH

DECEMBER

Twins Team Up Already exist-

ing prospects
for continued improvement in radio
business through 1939 are further
brightened by the good news that
radio’s Siamese Twins, the manu-
facturers and broadcasters, are go-
ing to join forces in a nationwide
campaign to increase public interest
and appreciation of radio.

A more propitious time for such
effort could not have been selected.
Within the last year or two, justly
or unjustly, radio has been assailed
increasingly by scores of critics.
Some of these directed their wrath
at the broadcasters, others at the
manufacturers. Much of the ecriti-
cism had its foundation in misunder-
standings or misconceptions of ra-
dio’s problems and limitations, but
at no time has an authorized voice
of the industry risen to explain, to
appease, to conciliate.

That situation is to be corrected
by the Joint Committee for Industry
Cooperation which has just been cre-
ated by the National Association
of Broadcasters and thie Radio Man-
ufacturers  Association for the
purpose of organizing and conduct-
ing a nationwide, industry spon-
sored campaign.

The committee faces a stupendous
task. Particularly it must weld all
the interests of the industry—the
broadcasters, manufacturers, dis-
tributors, dealers and servicemen—
into one great cohesive group, of
which each member will know and
tell the story of radio so that the
public will understand.

Much of the success or failure of
the whole campaign will depend upon
the radio dealers and servicemen
for they and they alone are in con-
stant personal touch with the public.
They may be expected to cooperate
widely and effectively, if given
proper opportunity to function.

Dumping? We have just com-

pleted a leng circuit of
visits to the factories of most of the
well-known manufacturers of radio
sets. What we were after (and

RADIO RETAILING, DECEMBER, 1938
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obtained) was some first-hand infor-
mation on existing production
schedules, factory inventories, dis-
tributors stocks, etc., so that we
might determine by our own meth-
ods of calculation just what the
chances are for the industry to go
through the forthcoming post-holi-
day season without any scrious
dumping of sets or destructive price-
cufting campaigns.

Our findings emphatically con-
firm our earlier predictions, namely :
That stocks all along the line are
clean and well down to current re-
quirements. Excepting  isolated
cases involving a few slow moving
models, sets finished and in produc-
tion would cover no more than
mangmum December  requirements
and that in the face of a steadily
growing wave of consumer buying.

Scveral manufacturers had ac-
cumulated an enviable log of back
orders on their “hot” models while
their reserve stock on others was
dwindling down rapidly. Not a sin-
gle maker was scriously worried
about either inventories or commit-
ments and looked forward to enter-
ing the new year with the cleanest
slate in many years.

Thus it seems that the old buga-
boo of dumping and price cutting
has been licked through closer gear-
ing of production to consumption.
In that process the R.M.As new
system of reporting undoubtedly has
heen a factor. Ii Radio Retailing’s
barometer of retail sales has helped
also, its purpose is being accom-
phished.

/ EDITOR

RETAIL
|Radio Set Sales
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November Sales
Business Barometer

N November radio set sales by dealers climbed

four points above the level of the two preced-
ing months, pushed our unit sales barometer to
the 97 mark, highest point that it has reached
this year, only 3 per cent below the same month
of last year.

Many dealers, principally those located in cities
or industrial areas, for the first time this year
reported unit sales that equalled or exceeded
the total for the same month of 1937, while all
along the line the dollar value per sale continues
to hold well below last year's average.

Encouraging fact is that the average dollar
value per set sold in November was higher than
at any time since June, thereby confirming the
reports coming from many quarters fo the effect
that more higher priced table models and con-
soles are moving into the hands of the public, al-
though it must be expected that sub-priced
midgets will continue to account for a large slice
of the industry's total unit volume.

Studied individually, the sales reports for No-
vember indicate that many aggressive dealers
have been successful in a concentrated drive for
large unit sales so as to overcome thereby the
handicap of low dollar value. Thus increases in
unit sales ranging from [0% to 55% above last
year were produced.

Specifically, total reports from dealers in nine.
teen of the nation's forty-eight states showed
varying increases in unit sales over November
1938, in ten other states the score was nearly
even, while from the balance, mostly agricultural
states, dealers still report their sales below last
year, with spots where new rural extensions have
been built providing the exception.

PAGE 7



RCA feels that every radio service dealer
is not only entitled to constructive mer-

chandising assistance but should expect

100% cooperation from the maker of his

tubes. In 1938 RCA gave this cooperation
and will continue to do so during 1939.
You do not have to use extra selling effort
“to get the goods across” because the public
acceptance for RCA Radio Tubes, backed
up by sound promotional programs, will
do it for you. So stock these tubes and we’ll
help you sell them.

Over 325 million RCA Radio Tubes have been pur-

chased by radio users...in tubes, as in radio sets, it
pays to go RCA All the Way.

Listen to the Magic Key every Sunday, 2to 3 P.M., E.S.T.,
on the NBC Blue Network

New Sales Aid Catalog

Ask your RCA Radio Tube dis- o

tributor for a copy of the new

1939 Sales Aid Catalog. Contains W
many interesting pages of sales

RCA Manufacturing Co., Inc., Camden, N. J.

A Service of the Radio Corporation of America

= help for your use.
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TRAINING THE VOICE

with a smile . . .

AVE you ever wished you could listen to yourself selling? These girls did,
and as a result learned to do it better.

They are telephone solicitors for classified advertising in the New York World-
Telegram. Their ingenious boss quietly installed a Presto recorder in his office, had
it connected to the output of the switchboard. In three days he made 100 recordings
of sales solicitations, customer responses. From these he selected the most effective
methods of approach, incorporated them in a set of training discs.

The girls listened to the training discs, later had an opportunity to blush when
they were permitted to play back their own recordings in private.

Here’s a novel but highly practical use for recorders that once again illustrates
the tremendous sales potential of such machines. Industrial prospects for recorders
are everywhere, require only ingenuity and imagination to interest.

RADIO RETAILING, DECEMBER, 1938 PAGE 9



MUSIC UP, OVERHEAD DOWN BLIND MAN NO BLUFF

Photoshorts for July pointed omt the possibilities for Featured in a Bob Ripley cartoon not long ago is John Smith of
record-player sales to dancing teachers. Here’s an- LaCygne, Kansas, believed to be the only totally blind radio dealer in
other typical example, one of the 24 Ansley D-I's the country who runs a store without help, does all of its selling and
used by the famous Arthur Murray school in New servicing. In addition, Smith sells Philcos door-to-door, is an expert
York. Murray also owns several Dynaphones scat- watch repairman and piano-tuner on the side

tered throughout the bmilding

“BOLOGNA BULLS.” TIPS STRAIGHT FROM CHICAGO’S STOCKYARDS

Dean of the country’s farm market broadcasters is Jim Poole  such as “yellahammas”, “snipes”, “rats”, “phoney yearlings®,
of WLS, whose stockyard reports to listening farmers bear a “trash”, “pea vines”, “canners”, “cutters” and “bologna bulls”.

note of authenticity, ate liberally spiced with vivid terms His kind of stuff makes good farm radio a necessity

*AGE 10 RADIO RETAILING, DECEMBER, 1938



DEPARTMENT STORE

RECORDS HITS RECORDS HARD

—— Virtually stagnated for sev-
. . '(' T eral years, the record depart:
d g ment of Milwaukee’s Boston

| store has been revitalized by

a new island sales counter,
(left) three air-conditioned

audition rooms. Result: A
new crest of disc sales

e
aresabme

WINDOW OF THE MONTH

High in interest during the peak of
the football season was this display
(right) featuring one Stewart-Warner
model by the Sales Furniture Com-
pany of Louisville. Local sports shops
loaned tie-in props

COMPLETENESS OF STOCK 1S HIS STRONGPOINT

Master of display is Saum Schwartz of New York’s Sun Radio, experimenter at the right. Tubes, at the left, keep staple sales
whose first floor (lower left) illustrates. Note effective island separate. Upstairs (lower right) are sets, another island dis-
displays, featuring of catalogs. Parts attract the amateur and play for small appliances. Note plug for consoles in wall sign

RADIO RETAILING, DECEMBER, 1938 PAGE 1}
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TR AFFIC

and

TURN

OVER

Pedestrian count in Milwaukee’s mainstreet throws

new light on importance of store location. Careful

weighing of rent vs. walk-in prospects suggested

RACTICALLY every radio

dealer, and every other retail
merchant for that matter, wishes
at one time or another that he could
obtain accurate information con-
cerning the volume of pedestrian
trafhc flow past his store, as well as
the traffic flow on the entire street
on which his store is located.

Sales are definitely related to pe-
destrian traffic flow, especially in
the case of radios and electrical
merchandise, for from the surging
stream of people traveling the streets
every day, a radio dealer draws
many, many prospects. “Drop in”
prospects can amount to a great deal
to any radio dealer on a day when
the streets are full of people.

Radio stores located on N. Third
Strect, Milwaukee, hetween W.
Lloyd and W. Meinecke Sts., —
Schefft’s,  Schuster  Department
Store, Milwaukee Electric Appli-
ance, Kornely Hardware, Walgreen
Drug, Reed’s Drugs, Lconomy Boys,
and J.&R. Motor Supply—recently
got some valuable information per-
taining to the relation of sales to
volume of traffic through an exten-
sive, twelve hour, three block pedes-
trian count made by the Milwaukee
Board of Public Land Commission-
ers, with WI’A checkers.

By MARTIN FRANCIS

This count, complete in every
detail, revealed that the west side
of Upper Third Street gets three
times as much pedestrian traffic on a
normal shopping day as does the
east side of the street.

Radio dealers and other mer-
chants immediately began studying
these traffic figures, and some raised
the question as to whether rents on
the poorer side of the street, as well
as taxes, should bhe three times
lower than on the good side of the
street. It was argued that since
most retail sales, especially radios,
electrical appliances, etc. come from
“draw in” prospects, that rental and
taxes should be based on the volume
of pedestrian traffic.

The Milwaukee figures show that
approximately 12,000 people entered
the checked area within a twelve
hour period. One block, the center
one, got a traffic count of more than
17,000, indicating that many people
passed back and forth in this block.
This spot is also a street car and
hus transfer point, which accounted
for part of the high total.

Ernie Schefft, well known, pro-
gressive Milwaukee radio dealer,
and the Schuster Department Store,
operating a large radio department,

(Continned on page 60)

|. SCHUSTER—Hus a big, extremely
active radio department on an upper
floor

2. SCHEFFT—Radio and electrical ap-
pliances split volume about 50-50

3. KORNELY-—Display near door and

hasement showroom move many sets

4. MILWAUKEE - Heavily in electrical

appliances but still a radio factor

5. ECONOMY—Majors in small sets, car
radios; moves some inexpensive con-
soles

6. J & R—Geis fair radio volume, prin-
cipally in table model receivers

7. WALGREEN—Selis smull, low-priced

sets only, sometimes using windows

8. REEDS—Has limited line of small,
low-priced sets, rarely publicized

RADIO RETAILING, DECEMBER, 1938
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Selling Sound takes

By

TOM

BLACKBURN

AVLE you a nose lor news?

Has a little bird told you that
Susie McCarthy is going to throw
a swell church wedding? Do you
know that the merchandise manager
over at the Innes Department Store
wishes he could have some Christ-

mas carol singers like Marshall
Field has up in Chicago? Did you

know that the iron voiced announcer
down at the Pere Marquette sta-
tion has laryngitis?

That, mister, is your stock in
trade as a sound equipment dealer
if you work under the system set
up by the K.LLA. Laboratories in
Detroit, Michigan. About half of
Michigan is apportioned into this
network of dealer tipsters, about
twelve arcas in all.

All you carry in stock is one
small public address system for last-
minute rental use. Your job is to
keep an ear to the ground, and
when Mother Machree dics, you
suggest a set of synthetic chimes in
the First Methodist Church as a
memorial instead of another stained
window. Then when you get a
nibble you excitedly call the K.L.A.
Laboratories and either Stanley L.
Almas or George H. Howell comes
on the run and buttons up the busi-
ness, Your cominissions are good
for $500 to $1,000 a year. It’s a
swell business if you have that
precious nose for news.

Sell, Don’t Rent It

The K.L.A. firm—which started
life as Kraus, Ludringsen and Al-
mas—both wholesales and retails.
Its dealers, with their 20 per cent
commission for leads, are playing a

wing part in the picture. Rental

re or less avoided unless neces-

USES BIRD DOG METHOD-—George H. Howell of Detroit’s K.L.A. Labora.
tories. He has “spotters” sending in sound equipment leads on a commission
basis all over Michigan

sary or seasonal. Out of a $35,000
volume last year only $6,000 was
for rental of sound equipment.
Reason for this, says Stanley Al-
mas, is due to the fact that rented
equipment is abused more than
when owned and, furthermore,
there is quite a good deal of obso-
lescence in this material, which in-
terferes with its renting returns.

Stanley puts on a gaudy show
when he is presenting his story. He
pops into the picture with a signal
generating device and proceeds to
measure up the place, taking a rec-
ord of the noise level in various por-
tions of the building. This stunt
fascinates the prospect and proves
that Stanley knows his business, as
the sound equipment invariably
works out.

Because Detroit has been hard hit
by strikes, K.L.A’s method of sell-
ing sound equipmient has delved
down to bedrock fundamentals.

Competition  with  home-made

outfits has been largely stifled in its
cradle in three ways. First of all,
the Ford Motor Company in De-
troit is known as a very economical
buyer. Ford will not fool with
home-made sound equipment, pre-
ferring apparatus made for the job,
which sets an example. Second,
when a fellow buys a home-made set
he must accept what is built for
him, no matter how punk. Third, it
is possible to demonstrate factory-
made outfits in advance which is
impossible with the home-made
layout.

Show Prospects Their Need

Beer gardens have afforded
K.L.A. some of its juiciest business.
Generally considered bad credit
risks, nevertheless Stanley Almas
has had less than 1 per cent of re-
verts from this source of trade
which incidentally flourished all
through the worst strike.

Reason for this success, says
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a NOSE For NEWS

Flashy demonstrations turn leads into contracts, one-

syllable-word operating instructions make equipment stick

b

FASCINATES PROSPECTS—With the STRAWBERRY, NOT STRUMBERRY!—Essential when selling inter-comms

aid of an amplifier and output meter 1o restaurants, says salesman George Stevens, is a short course in English for
Stanley Almas checks noise levels the waitresses. There’s a right way to gel over a short order and a wrong

way that drives chefs wild, jeopardizing the job

Stanley, is his understanding of
beer garden psychology. Once a
week, mind you, he sends a col-
lector around. Now this collector
isn’t foolish enough to come buzz-
ing in on a Friday which is the day
the beer garden buys its liquor. No,
he appears on Monday morning
when the till is full. He not only
gossips and gets leads for future
customers but also meets the orches-
tra. He cultivates the glassware
salesman and the floor finishing
people who know better than any-
one else when new businesses are
going to set up.

One salesman realized the per-
petual fear in a synthetic chemical
plant over explosions or fires.
When things go wrong, they have
to be taken care of in a hurry or
the place is wiped out. His inter-
communicating system paid for it-
self in a month, as a big resin kettle
took fire, sound equipment brought

(Please turn to page 60)
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Gome bring with a noise
My merry merry boys,
Che Christmas [og to the firing

—Robert Herrick, 1591-1674

“Ceremonies for Christmas”

1), i)

“Firing the Yule L9g”" — From a wood-cut by ELTER, illustrating the festive ceremony that

in olden times officially opened the Christmastime season.

finliday Greetings

FROM HYGRADE SYLVANIA CORPORATION
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Is your 0 ' RA'E. really worth what you tlmk |t is?
4 Reasons Why The Dealer Who Tnkes a Used Set ;
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Seven-league design strides by
manvfacterers who need business ot
once make earlier models look crude
and cumbersome

Conveniences such as push-button g
tuning so widely advertised to hasten
replacement buying have convinced
the public that older sets are truly
obsolete

* Willingness to pare new set profits
and so keep factories running through

a recession has wiped out past price

standards

Engineers spurred by the de-
mands of their sales departmentis have
substituted realism for mere cood
tone

E

: el _ \‘I'HERE IS NO SUCH THING AS "SOMETHING FOR NOTHING" ...
- - DIO S 9then an allowance is offered that you know is out of propor-ien
RETAILING B o to 'rhe old equupmenf s acfucl resale worth you may be sure thot the

B 4 10T | pmce-fcgﬁ_ on the nevn( metchundlse offered is fictiziously bigh



YOU HAVE DONE
A NOBLE THING

—YOU RETAILERS WHO
HAVE SOLD REFRIGERATION
TO AMERICA!

Thousands saved yearly by better refrig-  America eats over twice as much of
eration. In one disvase alone (enteritis),  health pretecting, body building fresh
the clectrical refrigerator has been called  fruits and vegelables . .. shipped from
a main factor in the death rate drog from  all over the world, foods only in demand
100 per 100,000 10 13. becanse of home refrigeration.

As America Celebrates
the 25th Anniversary of Electric
Refrigeration in the Home

il Celerating the

i

i

b

¥

25:zh Anniversary
af the fiist

Home Eleciric

Refrigerator,

{ made by Kelvinator
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Every ten years, a year of life is added
through better living conditions. Doc-
tors credit electrical refrigeration with
changing America’s eating habits from
heavy to well-balanced diet.

Ever-lower prices have brought elec-
trical refrigeration within the reach of
every wage-earner. Contrast the cost of
the first Kelvinator with present prices,
for a Kelvinator many times more efficient.

=~ S A SVS e,

Millions of dollars saved yearly on food
which would otherwise spoil. Elecirical
refrigeration introduced anew and better
way of marketing and of keeping perish-
able foods constantly safe.

it

Kelvinator Invites Every Refrigerator Dealer

in America to Share in the Golden Opportunity
of the Silver Jubilee

NEW SILVER JUBILEE KELVINATORS TO BE SHOWN JANUARY 2*

ODAY, every electrical refrigerator

salesman and dealer can be proud
of the part he’s played in making this
a finer world. The pictures above tell
the story of what has happened since,
in 1914, Kelvinator built the first
electric refrigerator for the home and
began this great industry.

Naturally, you can expect outstand-
ing models in keeping with the Silver
Jubilee occasion. These new models
are completely new—completely re-
designed—the most beautiful refrig-
erators built.

A new cold-making story will add
laurels to Kelvinator’s title of Cham-
pion Ice Maker . . . a new interior set-
up will put the teeth in any sales talk

. . a new adverlising campaign will
sell the Jubilee program to the public
...acampaign planned to start people
thinking about not just the money
they can save. .. but the luxuries they
canafford...anidealdealer’scampaign.

This year we expect people tochoose
Kelvinator as their first refrigerator
. or as their second on trade-ins.
This year we expect so much because
the Kelvinator line offers so much.

We urge you to take advantage of
this chance of a lifetime—to feature
on your floor this new line of Silver
Jubilee models . . . to share the spot-
light and the profits with us. KEL-
VINATOR, Division of Nash-Kel-
vinator Corp., Detroit, Mich.

-

~ ON JANUARY 2ND
A MESSAGE FROM

e

Vice-President
in Chorge of Soles for Kelvinator—Division of
Nosh-Kelvinotor Corporation

He will make an announcement
of vitiul, personal interest to retail
sulesinen and to dealers in elec-
trical appliances. This announce-
ment will affect the net profits of
dealers and will have a lasting

i influence upon the earning

; power and the business future of °

retail salesmen.

T Sty 7t KEIVINATOR

GET IN THE SPOTLIGHT WITH KELVINATOR!

RADIO RETAILING. DECEMBER. 1938
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FIVE FURNITURE

HE average furniture mer-

chant’s objective in St. Louis
calls for better profits in radio selling.
He tries to avoid losing profit on
trade-in deals. The sales pioneering
in new things is relinquished to
others but the furniture dealer later
gets his share of the business when
the new radio or home appliance has
come to be looked upon as a neces-
sity. It is an axiom that the “old
furniture customer” drops in at his
store to look over a radio set or elec-
tric refrigerator before buying.

Radios as much as two years old
are repaired at no cost to a furniture
customer at some stores. The latter
expects it and gets a service call and
some parts without charge because it
is considered a necessary merchandis-
ing practice in order to hold the
customer’s furniture business.

Cold canvassing for prospects in
radios is generally out of the question
for a furniture store’s specialty sales-
man, and to get floor traffic the neigh-
borhood furniture store uses shopping
news sheets, and the major husiness
district stores, the metropolitan news-
paper. The furniture stores usually
hammer away on “house prestige.”

To meet the speciality store’s com-
petition, as well as to maintain a
husiness tie with old customers who
have not been in the store for some
time, a contact man calls at their
homes. 1Ii he is a prospect for radio
or anything else it is the contact
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HOWARD BARMAN

man’s husiness to find it out and per-

suade the old customer to drop in.

* k%

How do furniture-minded manage-
ments view the basic problems of
radio sclling today?

FRED DAU of Dau, the House
Furnisher, Inc., operating three stores
says:

“The speciality salesman's activities
sometiimes make quite a problem for
the furniture dealer. He (the spe-
cialty salesman) runs helter skelter

over town, making a house-to-house
canvas and he winds up by making
all kinds of deals. What is the re-
sult? The specialty dealer has made
little profit from his outside selling.
Then when the buyer comes to the
furniture store for a new radio he
expects us to give him the same kind
of a generous deal. We can’t do it
and make money,

“The furniture merchant doesn’t
pioneer in new things. He didn't
pioneer on the radio or the electric
refrigerator. We consider ourselves
a washout on electric ranges today.
And we operate in three sections of
the city. After appliances have been
introduced and the missionary work
done a large part of the business,
however, comes to us.

“As far as outside selling is con-
cerned we don’t follow up on leads
and we don’t give home demonstra-
tions unless it is for an old customer
whom we know quite well. How-
ever, our extensive community news-
paper advertising has made our fur-
niture stores more widely known as
radio-appliance stores in some quar-
ters.”

* L

GEORGE SAUTER, radio de-
partment manager of Hellrung &
Grimm H. F. Co., makes this com-
ment:

“Radio sales in a furniture store
are of a different type than those
closed by the specialty store. Re-

Common RADIO Problems:

Necessity of giving practically unlimited service guarantees in
order to avoid jeopardizing other business

Successfully competing with cold-canvassing specialty shops
while at the same time maintaining expensive stores

Selling ot prices expected by the conservative management
against more flexible smail outlets offering concessions

Minimizing allowances made for trade-ins to avoid criticism by
other departments with no vsed merchandise problem

RADIO RETAILING, DECEMBER, 1938



DEALERS speak their mind

pairing radios as old as two years at
no charge is an item which the furni-
ture store feels obliged to do. If you
don’t keep your old furniture cus-
tomer satisfied you will lose one who
has been a profit to you in furniture
sales. Nevertheless, we like radio
business. It is added volume.

“Some instances of old customers
bringing in old radios which they
think we should repair without cost
to them took place only last week. A
newly married couple furnished their
home at our store and bought a radio
console costing $80. After they had
owned it for eighteen months, the
young wormman came to the store and
said they never got satisfaction out
of the sct. A radio service man (a
friend of the couple) had put in the
wrong volume control, and as they
were fine paying customers our serv-
ice man put in a new tube and made
the service call at our expense.

“A customer bought a $100 con-
sole and after a year’s use stopped
payments because, lie said, the radio
wouldn’t play. He was a good cus-
tomer in furniture and we gave him
a service call and a tube to adjust the
radio without charge. Customer was
satisfied and resumed payments.

“If they are to come back for more
house furnishings, we must please in
every possible way.”

* k%

JOHN HART, radio and appli-

ance buyer of the Lammert Furniture
Co., looks at radio problems from
this angle:

“Selling against specialty dealers
who canvas house-to-house and who
will sell at some kind of a discount
is competition we cannot meet. We
offset this kind of competition by sus-
tained metropolitan newspaper adver-
tising of current models and empha-
sizing our house prestige; advertising
last season’s radio models at the larg-
est possible discount, and following
up all prospects with our radio-appli-
ance selling force.

“We have capable radio service
men to make new radio installations
and we take care of the customers’
interest as long as the expense in-
volved is compatible with reasonable
profits

“Our store is departmentalized and
it is necessary to keep all depart-
ments interested in the radio end by
holding meetings when we show all
the new features. We also strongly
tie in the radio department with all
store-wide activities and large sales
promotions.

“While we do no outside canvas-
sing, in every other manner the radio
departmient has a strong specialty
slant.

“The main factor in whatever suc-
cess we have had in the appliance-
radio department is the fact the de-
partment stands distinct from all
others and does all of its own selling.

Typical RADIO DEPARTMENT Solutions:

Willingness to let others pioneer new products, thereby holding
sales costs down while a demand is created

Use of ‘‘contact men’’ who, while not attempting to sell in the
home, do regularly invite customers to the store

Heavy pressure on the sale of house prestige, principuily by
substantial expenditures in community newspapers

Joint financing of radios along with any other home furnishings
the customer may he paying for on time"

RADIO RETAILING, DECEMBER, 1938

Employees of other departments sim-
ply bring in the furniture customer
as a prospect for radio. If a sale re-
sults the outside employe is compen-

sated.”
% * L3

WM. F. IGOE of Igoe House
Furnishing Co. says:

“Our common problem is to get
store traffic not only for radio but for
all other departments. To get pros-
pects we'll use the metropolitan news-
paper.

“Qur problems in selling radio are
no more annoying than they are in
merchandising furniture where we
have to contend with the curbstone
broker who tells the engaged-to-wed
couple that he will get a bedroom
suite for them at a price a little above
wholesale.

“We have this advantage: We can
sell the bride-to-be a radio, refrigera-
tor and all her house furnishings and
put everything on one bill. She then
has only one monthly payment to
make for everything needed to fur-
nish her home.”

* ok k

WALTER BARUTIO, radio
buyer of the Schaab Stove & Furni-
ture Co., says:

“Our No. 1 problem for the last
two years is long trade-in allowances
which really amount to a discount.
Competitive practices have forced us
to allow $25 on an old radio set that
won’t sell for more than $3. If an old
customer of ours is offered a long
discount by another dealer, we will
go along. If we didn’'t meet this
competition we might lose a furni-
ture customer permanently.

“To keep in touch with our cus-
tomers, we employ a contact man who
calls on them at their homes. He may
have a few items with him which will
give him entree to the home. If he
reaches the old customer’s home be-
fore the man doing a cold canvassing
job on radios rings the doorbell, we
may not have to compete with a big
trade-in discount. Furniture stores
have a large overhead and they must
get a Dbetter profit out of radio
sales.”
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Dramatize
Low Readings

By HAROLD F. JENKINS*

W holesaler
Elmira, N. Y.

ELLING radio tubes to over

300 dealers during the past
four years, our company has con-
stantly campaigned to increase sales
to the radio owner. Many methods
have been suggested and tried by
our dealers. The one that has shown
outstanding results is quite simple,
requiring only a little salesmanship
by the man doing the selling.

First, we know that any tube hav-
ing more than a year of use, when
tested, will show a somewhat lower
reading than a new one, although
probably still registering on the
“Good” part of the meter scale.

Usually, by showing this minute
difference by direct tube compari-
son, tube for tube throughout the
radio, with a simple explanation, a
complete new set can be sold the
owner, rather than only one or two
tubes.

The explanation? Simple. Point
out that the small difference is the
reading of each tube, multiplied by
the number of tubes in the radio,
makes a very noticeable fotal drop of
emission, with lowered set efficiency.

Clinching this, is a simple com-
parison of the radio with a water
supply svstem. The power unit fur-
nishes a constant, predetermined
pressure of plate voltage to the vari-
ous tube circuits. Each tube, acting
as a valve, is supposed to pass a defi-
nite portion of the total current flow.

Now, if ewvery tube is slightly
weak, failing to pass its share, a
back-pressure is created. The plate
voltage builds up, and the resulting
strain may break down other com-
ponents, such as condensers, bleeder
resistors, transformers.

Such a breakdown, it is pointed
out, may cost the owner more in re-
pairs than would a complete new
set of tubes.

This plan does work. In 1936 our
tube distribution increased over 40
per cent after a campaign in which
our dealers cooperated in trying it.
Now. after a two-year test, we are
sure that it is one of the very best
plans for increasing tube sales that
we have found.
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Demonstrate
Common Troubles

By JOHN T. FRYE*

Retailer
Logansport, Ind.

UILDING bigger, legitimate
tube sales reduces simply to a
problem of locating defective tubes
and persuading the owner to replace
them with new ones.

Locating the defective tubes is the
greatest problem. Of course, the
serviceman catches the ones that ac-
tually burn out and render the re-
ceivers inoperative; but these repre-
sent a very small percentage of the
noisy, gassy, weak and worn-out
tubes that are causing distorted, un-
satisfactory reception in a fourth of
the homes in the United States.

The trouble lies in this fact: Most
radio owners still consider a tube
that lights a good tube. They are
not aware of just how many ills a
radio tube is subject to or how many
different types of poor reception a
bad tube can cause. If they can be
made to understand these facts, tube
sales will soar.

Across one end of my shop there
is a streamer bearing these words:
“Every One of These Tubes Lights,
BUT . .. ” Directly beneath this
banner are suspended six placards,
each having a defective tube
mounted upon it. One placard
says: “This Tube is Gassy”; an-
other “This Tube Has an Open Ele-
ment”; still another “This Tube Has
a Loose Connection”; a fourth “This
Tube Has a Shorted Element”; a
fifth “This Tube is Microphonic”
and a sixth “This Tube Has Lost
Its Emission.”

For

More TUBE

Replacements

When one of my customers com-
ments about this display, and nearly
everyone does, I demonstrate just
what each defective tube does to re-
ception. All the defective tubes fit
one or two radios I keep in the
shop, and I let the customer hear
the difference in reception when one
of the bad tubes is used in place of
a good one. The gassy tube makes
a popping noise; the microphonic
tube causes a howl; the open ele-
ment tube and the low emission tube
both cause a great drop in volume
and distortion; the tube with the
loose connection causes a scratching,
rasping sound and the shorted tube
kills reception and produces a loud
hum.

While I am giving this demonstra-
tion I give a little talk on tubes that
is filled with simple analogies illus-
trating the importance of good tubes
to radio reception. I tell the cus-
tomer that the tubes in the set are
arranged in series so that one bad
tube can destroy the operation of
all the good ones. I explain that a
tube’s lighting is no more an indica-
tion of its quality than a dog’s wag-
ging tail is of his good intentions.
I run over the bad effects that poor
tubes can have on reception: Low
volume, distortion, scratching, rasp-
ing, howling, popping, whistling and
fading. I emphasize that tubes are
to a radio what sparkplugs are to a
motor. Finally, I impress upon the
customer that his tubes should be
tested twice a year and must be
tested once a year to insure good
reception.

The proof of this simple, practical
method of boosting tube sales lies in
the fact that 1 get as many “tube
checkup calls” as I do straight ser-
vice calls.

* Honorable Mention in Radio Refailing’s Tube Sales 1dea Contest
ADDITIONAL PLANS WILL APPEAR IN EARLY ISSUES
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. ...HELP BRIN‘G RADIO ENJOYMENT

TO THOUSNDS OF FARM HOMES'
i \\\- '///// \\\\ W \\\ '/,/

R and rural communities, modern battery
\\ radios are providing fine radio per-
o /? formance for farmers and their fami-
= ! lies. Without the convenient facilities
of the city dweller for radio service, SRARSFORMERS AND
these farm receivers must be soundly and dependably built, ; CHOKES

‘ ﬂ* y I N thousands of isolated farm houses

That's why so many radio manufacturers are selecting Utah Speakers
and Utah Vibrators for their Farm Radios; they know that they can

rely on both for real dependability and outstanding performance.
AND TONE CONTROLS

Servicemen, too, in the city and rural communities alike, are relying -

on Utah Vibrators and Speakers to keep their customers happy. P
PLUGS AND JACKS

Always ask your Jobber for Utah—it’s a sign of quality performance

AMATEUR and absolute dependability!

TRANSMITTER KITS

e

VITREOUS RESISTORS

MIDGET MOTORS NN : ) T SWITCHES

RADIO PRODUCTS CO.
CHICAGO, U.S.A. CABLE: UTARADIO, CHICAGO

DEPENDABLE SINCE 1922
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K hear a lot about how to sell

electric refrigerators. We are
told to canvass for prospects, contact
users for prospects, circularize the
neighborhood, advertise, and do a lot
of other things.

All this is very well, of course, as
far as it goes. But it comes, more
specifically, under the heading of how
to get prospects. After we get the
prospects, we still have to sell them.

This series will concern itself with
getting the name on the dotted line.

There are different ways of getting
a name on a dotted line, and the dif-
ference depends, largely, upon the
article you are selling. Generally
speaking, some articles of merchan-
dise are bought, others are sold.

An article of merchandise which is
bought is usually, but not always. one
the purchase of which elfects no
economy or actual saving for the pur-
chaser. It is always one concerning
which it is difficult or impossible for
a salesman to develop an #rresistible
sales talk. He may know his product
well, and be able to talk about it con-
vincingly—but there is nothing about
it or its nature on which he can build
an irresistible argument. The pros-
pect has at least got to wwant it, or the
salesman can’t sell it. The prospect
may not feel as if he can atford ir.
but he's got to want it.

The Irresistible Argument

For example, a radio, much like a
suite of furniture, comes under the
heading of merchandise which, ordi-
narily, is bought. There is no irre-
sistible argument that can be ad-
vanced concerning why a prospect
should purchase a radio—if she al-
ready has one, which she usually has.

We sell radios, of course (and to
people not admittedly in the market
for them), but we have to be very
smart to do it, due to the lack of an
irresistible selling argument. Because
a radio is sufficiently portable, we get
it in the prospect’s, or suspect’s home,
any way we can. But the: what do
we do?

We can’t show the lady where she
will actually save money by buying it.
So we simply have to use a lot of
Body English. We talk about the
weather, we pat the baby on the head,
we sell ourselves. True, we point out,
in great detail, what a magnificent sat
it is and how easily it can be bought.
But we still cannot say, in effect
(though euphemistically) : *“Why,
Mrs. Jones, you're positively stupid
if you don’t buy this set.”
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CASWELL ODEN

Refrig

All this 15 one way, and what I
consider the most effective way, of
telling you that with the electric re-
irigerator you have an entirely dif-
ferent proposition. If Mrs. Jones
doesn’t buy a box from vou, after you
have talked to her, it is either hecausc
she is very stupid, or because you do
not know, or use to its best advant-
age, the irresistible sales argument.
(I'm assuming, of course, that she
can buy it; that her husband is work-
ing, etc.)

We can sell electric refrigerators to
people who want them, and we can
sell boxes to people who don’t want
them—or at least to people who had
no idea of buying before we started
talking to them. In other words, we
have more than just an article of
merchandise to sell; we have an idea
to sell too. If a person doesn’t want

Galloway

of

eration

a box, we can sell lim the idea of
wanting it. After we have done that,
then we can sell the hox itsef.

The three things to sell when selling
an clectric refrigerator are the Box
Itself, the Convenience, and the
Economy involved in its purchase.
The order in which we sell them,
however, depends upon the prospect.

It is extremely difficult to explain
the proper procedure to be followed
in selling an electric hox, because dif-
ferent people have to be handled in
different ways. With a pushover,
with a person who admits he wants a
box and is going to buy one (rare
creature though he is), we have
merely to sell the Box Itself. (Al-
ways giving the gentleman to under-
stand, however, that we can sell him
anv make box he wants. We are
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nierely pointing out the advantages of
this particular box because we hon-
estly believe it is the best buy for him,
everything considered.)

But I am not dealing with push-
overs; I am dealing with people who
have been contacted on a canvass, and
who have, as a rule, evinced only a
slight interest in a box. The desire
may be there, but the interest is
slight; and this is nearly always due
to the fact that the person in question
has not been sold on the idea of elec-
tric refrigeration, the ecorﬁomy or ac-
tual sawving involved, ahd ™ conse-
quently believes that a box is too
expensive a proposition for her to
consider.

This is true in at least nineteen
cases out of twenty. In nineteen
cases out of twenty the outside sales-
man, dealing with canvassed pros-
pects, has only to sell electric refrig-
eration. The rest is easy; jhe can sell
any make box he chooses.

In spite of this fact, we should al-
ways try to sell the Box Itself first.
Jecause the thing to do, in selling
anything, is to create a desire for the
product, first, and then sell it. Wher-
ever possible we should have the Box
Itself and along with it the Conveni-
ence thoroughly sold, before swoop-
ing down with our irresistible argu-
ment: the Lconomy. LEven if the
desire is already there, we should
increase it, build it up to the high-

est point, before talking Economy.

In some cases, however, this can-
not be done. In these cases it is im-
possible to create any interest (even
though the desire is there), because
the lady simply knows she can’t af-
ford it, and therefore will not even
look at your pictures. In such cases,
although you are putting the cart be-
fore the horse, the only thing to do is
sell the Economy first.

Economy as a Weapon

I'm going to assume, however, that
we have an average prospect, a pros-
pect who admits that she’d like to
have an electric box, but is quite sure
she can’t afford it. Let’s even say
that she is very emphatic about not
being able to afford it, but not to the
point where she won’t even look at
our pictures.

One of our men canvassed this
lady and when we ring the bell she
comes to the door and says, “Oh, yes,
I remember him. But I told him I
couldn’t afford it.”

There are so many different things
that you can say right here, that it
may be unwise to be specific. The
important thing is your aititude, your
bearing; you should be just about the
most agreeable cuss in the country ; no
matter what the lady says, at this par-
ticular moment she’s right. Bearing
this in mind, one of the things you
can say, with an engaging smile, is:

Salesmanship

First of a Series for RADIO DEALERS
NEXT MONTH: “Selling the Box Itself”

"THREE THINGS TO
TALK ABOUT. . .
Do it in this order:
1. The BOX ltself

2. CONVENIENCE, and
3. ECONOMY

The text tells you why
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“Well, Mr. Brown told me thar,
Mrs. Jones. But I wanted to talk to
you, anyway.” Now you take another
look at the card the canvasser gave
you, as if you are a little puzzled by
the paradox; as if, forgetting busi-
ness, you’ve got something here
which interests you personally. “Mr.
Brown tells me that vou are spending
15¢ a day for ice. Is that true, Mrs.
Jones?”

Mrs. Jones says it is quite true.

I'm not going to say more. From
now on the best thing to say depends
entirely upon what Mrs. Jones says.

Inside the Home

But what we want to do is get in-
side the house, and do it without sell-
ing her the Economy, if possible.
Why? Because selling her the Icon-
omy, alone, is going to take longer
than she will want to stand at the
door.

Of course, as a last resort, we'll
sell the Economy at the door, or try
to. But there are devious ways of
getting into the house. (Don’t get
discouraged—they’re not all as tough
as Mrs. Jones!)

None of these ways are sure-fire,
of course, but some of them work
quite often. And some of them look
much sillier on paper than they really
are. For instance, asking Mrs. Jones
to let you use her telephone (but only
if you’re sure she’s got one) looks
very silly on paper. But the fact re-
mains that after you’ve called the
office and said you’d be in about four,
and hung up while they’re saying
“Who cares?” you are inside the
house ; and Mrs. Jones isn’t going to
let you stand up with all those chairs
around.

But one of the best ways I know is
to get to talking to Mrs. Jones about
her ice box. It’s a shame how inter-
ested in it you can get, if you try.
She keeps telling you things about it,
and you keep asking questions, and
finally she tells you something that
vou, obviously, find just a little hard
to believe. Then she takes you in
and shows you.

Anyway, we finally work our way
into the house. It is in the afternoon,
and we know we'll have to come back
to see the husband. But now, where
the lady won’t get tired of standing
up, we are going to sell her so thor-
oughly that she will get our story
across to her hushand-—not as well as
we ourselves will later, but well
enough that he will, in all proba-
bility, be willing to talk to us.

PAGE 25



A Company is Anown by

Distributors Like These;-can Pick and Choose!

-THESE CHOSE LEONARD

Let Them Tell You—in Their Own Words— Why They Handle Leonard Electric
Refrigerators — Why Leonard Dealers Like the Leonard Way_of Doing Business

A DEALER, handling many dif-
ferent articles, might choose some-
thing less than the best line for a

particular department of his busi-

ness and still prosper.

A distributor, with his merchandising eggs in fewer
baskets, must select the goods he handles with the
greatest care. He investigates, studies, compares—

constantly.

On the right are listed Leonard’s distributors,
together with some of the major appliance lines they
handle. It is significant that these merchandising lead-
ers should have chosen the Leonard line of electric
refrigerators. Sound, experienced business men with
established businesses and ample finances, they could
pick and choose among the many refrigeration fran-

chises. They chose Leonard.

At the start, this choice was probably largely due to

the Leonard refrigerators themselves. Year after year,
the line has been made up of brilliantly designed,
soundly engineered, correctly priced models, filled
with selling features and fitted to the current markets.
(All this, incidentally, will be true of the 1939 line

to be shown next month.)

But there was something more. For instance, the

Leonard way of doing business. Hard to put into

words, but recognized as a real advantage by dis-
tributors who keep in close touch with dealers and
their daily problems. Maybe “friendly understanding
on a personal basis” describes it. Anyhow, dealers
who have handled Leonard know what we mean.

We suggest that you have a talk with the Leonard
distributor in your territory —or his representative —
before you make any refrigerator decisions for 1939.
Ask this question, “Why did you take on the Leonard

line?” Ask about the Leonard way of doing business.

And—

% Hbe 970 Zoonarroty —
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E. S. & E. CO INC i zim mmiimed pifdes B Albany, N. Y. BUHL SONS CO..... . ... .....Detroit, Mich. PARAMOUNT RADIO SHOP, INC... ... .Omaha, Nebr,
Zenith Thor Leonard Zenith, Emerson ABC Leonard Majestic hor Leonard
ELECTRIC APPLIANCE DISTRIBUTORS .. ... Altoona, Pa. MULLIN FURNITURE CO........... Dodge City, Kans. GLEAVES & SON.. ... .. . . .. e Paducah, Ky.
Stromberg-Carlson Prima Leonard Philco, Emerson Easy Leonard Majestic Speed Queen Leonard
NUNN ELECTRIC CO....................... Amarillo, Tex. DELTA HARDWARE CO.. .. ... ....... Escanaba, Mich. COHEN FURNITURE CO....... . Peoria, 1l
Zenith Easy e RCA-Victor Thor & Bendix Leonard Philco-RCA Leonard
LAMAR-RANKIN CO.. . . ... . Atanta, Ga. J. A, W;IIT_E DISTRIBUTING CO.....Grand Rapids, Mich. MOTOR PARTS CO. . L ... _Philadelphia, Pa.
RCA Apex Leonard enith Meadows Leonard Stromberg-Carlson Bendix Leonard
BROOME DISTRIBUTING CO.. . .......Binghamton, N.Y. KNERR, INC........ PO pe—— Harrisburg, Pa. GRAYBAR ELECTRICCO................. Phoenix, Ariz,
Philco ABC Leonard Zenith Thor Leonard Easy Leonard
WATTS-NEWSOME CO. .. ........ .. Birmingham, Ala. UNITED DISTRIBUTING CORP... .. .. ... Indianapolis, Ind. J. A WILLIAMS CO.. . ... Pittsburgh, Pa.
hilco ¢ Easy Lér::agdam 4 Motorola ABC Leonard Zenith Bendix Leonard

. FEDERAL DISTRIBUTING CO.. .. .. .. ... Kansas City, Mo. CRESSEY & ALLEN. ... ... .. .. .......... Portland, Maine
BERTRAM MOTOR SUPPLY CO......... ;2 Bolse Idaho S e Bk OVt o Tasiten.
MAYTAG APPLIANCE CO......... ... .Knoxville, Tenn. ELECTRICAL DISTRIBUTING, INC..... ... Portiand, Ore.
J. H. B%Tt(ilgo. ....... ARE chBnt{::odn. Mass. Maytag Estate Leonard Zenith ABC Leonard
GRAYBAR ELECTRIC CO...... ... .....Los Angeles, Cal. BALLOU, JOHNSON & NICHOLS CO.... Providence, R.1.
. STRATTON-TERSTEGGE CO.... . ... _Louisville, Ky. GRAYBAR ELECTRIC CO.. ... ... ... .. .Richmond, Va.
VERMOQE:_’:,?&\;FARE COJABC """" L'c'g::;ggmn' vt. Stromberg-Carlson, Arvin Thor Leonard Stromberg-Carlson  Thor Leonard
. BEAUCAIRE, INC.. ... ... .. ... ... .. .Rochester, N. Y.
ESKEW, SMITH & CANNON . ... .. .. Charleston, W, Va, | HARRY T. WILSON CO.................. Momenis: Tienns hilco Leonard
Zenith Horton Leonard Majestic Apex Leonard
. d GRAYBAR ELECTRIC CO.. . ..... .. ... San Francisco, Cal.
A. K. SUTTON, INC Charlotte, N. C MAJOR APPLIANCES, INC............... .Miami, Florida Stromberg-Carlson Meadows Leonard
ofag Philco ' e Easy Leonard M RCA-Victor Easy Leonard 2
il sy ] ) ELECTRIC LAMP & SUPPLY CO. . . St. Louis, Mo,
L.C. WISWELL CO.. .. ........... Chicago, Il TAYEOR ELECTRICHCOr: sagrmnmum: 1w Y ERK B WiSEE Zenith hor Leonard
- T €I
Estate Easy Leonard ! ~eonard UNITED ELECTRIC SUPPLY CO...... Salt Lake City, Utah
SCHUSTER ELECTRIC CO............ Cincinnati, Ohio HEMHONERArTICO! - ~meweer: -uar - KIS0 NN Motorola Easy Leonard
RCA-Victor Bendix Leonard 1leo rog: conand HOUSEHOLD APPLIANCE DIST. ....... . . Scranton, Pa.
ARNOLD WHOLESALE CORP.. . .. ... . _Cleveland, Ohio MATHEWS FURNITURE CO........... .. Montgomery, Ala. Emerson Leonard
Zenith ABC Leonard Zenith, Philco, Crosley Leonard SEATTLE HARDWARE CO................ Seattle, Wash,
APPLIANCE DISTRIBUTING CO........ . . Columbus, Ohio McWHORTER, WEAVER CO.............. Nashvifle, Tenn. Zenith ABC Leonard
Zenith ABC Leonard Monarch Easy Leonard CLOUD BROS.. ... ... ... ............. South Bend, Ind.
E Elect:
PEASLEE-GAULBERT CORP.. .. . Dalias,Texas | E.B.LATHAM CO..... . ... Newark, N. J. merson cctromaster  Leonard
RCA-Victor, Emerson Easy Leonard Zenith Bendix Leonard MORRIS DISTRIBUTING CO.. . Syracuse, N. Y.
YORK SUPPLY CO Dayton, Ohio | SHAPIRO SPORTING GOODS CO Newburgh, N RCA Bendix Leonard
Py bY@ E i L yton, Ohio | SHAPIRO SPORTING GOODS CO.. ... .. ewburgh, N. Y. .
RCA Easy Leonard RCA Quality freee e ELECTRIC RANGE & EQUIP. CO.. Toledo, Ohio
Estate Leonard
LINN & SCRUGGS. ... .................. Decatur, 11, H. M. TOWER CORP.. ... ............. New Haven, Conn. A
Philco Easy Leonard Motorola 1900 Leonard SOUTHIEQ%“A%TC(::;ESALE-RSAE%C‘ """ {gz’::g‘g"’ D.C.
HENDRIE & BOLTHOFF CO........... ... Denver, Colo. RADIO SPECIALTY CORP.. .. ... ...... .New Orleans, La. McKELVEY’S Wichita, Kans.
RCA Bendix Leonard Zenith Easy Leonard ¢ Philco S 'Lcon'gr::{l e
A. A. SCHNEIDERHAHN CO........... Des Moines, lowa E. B. LATHAM CO... i biwicas S A New York, N. Y, PERSINGER SUPPLY CO............. _Williamson, W. Va.
3 Zenith Easy Leonard Zenith Thor Leonard Zenith Thor Leonard

IF YOU PREFER, MAIL THiS COUPON TO US
LEONARD, L-6—14250 Plymouth Road, Detroit, Mich.
Please send information about 1939 Leonard Electric Refrigerators and
your dealer propusition,

We now handl

Signed

Addre =
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VALUE
MERCHANDISE

Right Quality. ..
Right Prices!

)
-
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=
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MAGAZINE
“MUSIC
YOU WANT” 'ADVERT|S|NG
PROGRAMS in 23 powerful

publications with

1,000,000 listeners! 92,130,794 read-

NEWSPAPER

o ers per issue!
;:&"5 e ADVERTISING
S that sends pre-sold
o OLDEST prospects to your
N VICTROLA store!
s CONTEST MAGIC KEY
PROGRAM

designed to bring
live prospects to
you!

9,000,000 listeners
every Sunday!

VICTOR
RECORD SOCIETY
47,831 members to

date to visit RCA

Victor dealers
regularly!

40th
ANNIVERSARY
CELEBRATION

which was cele-
brated in a big way
— with sales!

RCA Manofacturing Co., Inc.,, Camden, N. J. A Service of the Radio Corp. of America
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MINUTE BIOGRAPHIES

e « » INDIANAPOLIS Set Distributors

Third of a Series

} < A
I'J/I: / ]
ADOLPH WAGNER (Wagner Radio
Co.)—Thinks phono-combinations are in
for a big year, says scarcity of merchan-
dise is his present headache. Thinks
Gaborieau is still the best detective story
writer, says won’t play golf until too old
for anything else. Handles Philco.

S. C. KAHN (Capital Paper Co.)—His
queer merchandise combination, paper
and radios, works out well. Collection
machinery functions nicely on both and
travel dovetails to permit excellent cov-
erage at low cost. Distributes Fairbanks,
Morse.
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GERALD F. HYDE (Griffith Dist. Co.)
——This sales manager who has Stewart-
Warner sets under his wing comes from
LaCrosse, Wisc., is just learning to put
kite-shaped wearing apparel on 1% year
old daughter Frances. Hobby is pho-
tography.

HUGH C. GREEN (Kiefer-Stewart Co.)
—Feeling good is this RCA-Victor de-
partment manager who increased record
business from $200 in January to $5,000
in September. Out of office hours grows
roses, pets dog “Jinks,” tears off to every
available ball game.

C. J. KRUSE (United Dist. Co.)—The
boys in his office say this Motorola dis-
tributor plays golf for exercise, reads for
pleasure, is a “doodler” who chews paper
to help him think. A Wabash college
man, he took over the business at his
father’s death.

PAUL D. CAVE (Specialty Dist. Co.)—
Does a job for Crosley throughout the
area. Has recently opened a retail de-
partment to prove to dealers that Bendix
washers really roll with the right kind of
specialty effort behind them.
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No. 3925-H Table Model No. 335-H Authentic Chippendale No. 310-H AC or 6 volt Battery

==-Stromberg
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The eight reindeer of Saint Nick never brought more joy than
these new Stromberg-Carlsons will bring to the heart of a radio
dealer. Something to sell—that sells easy. Something to sell that sells
at a profit. Something to sell that freshens up your whole store.

A Table Model in authentic Chippendale design—brand new in
radio. New authentic Corner Cabinets—one in mahogany, one in
walnut—completing the choice of woods in this distinctive style. A
new Streamlined Modern Console and two Console Grands that
appeal to a wide, new market. And four of these new sets with
the Labyrinth—biggest selling feature of them all!

No 345.X /\ulh:(ghc Enthsh 18tL1 Century Console

rand. Labyrintl

No. 340-W Authentic Tudor Corner Cabinet. Labyrin th No. 350-S Streamlined Modern Console. Labyrinth

Carlson

RADIO RETALILING, DECEMBER, 1938

ONE IN WALNUT

AUTHENTIC DESIGNS

including a table model

AJ’WM
7r0ct0072 CONSOLE
WITH HIGH FIDELITY

2 SLANTING PANEL
CONSOLE GRANDS

228 Carlson Road.
Rochester, New York

Name......

Stromberg-Carlson Telephone Mfg. Co. 1
1
!
1
!
|
Address......... I

{
I
4
{ I am interested in these new models,
I
[
|



COMMITTEE GHAIRMEN IN IMPORTANT JOINT RADIO CAMPAIGN

BROADCASTER—Neville Miller,
president, NAB

_ . 3
MANUFACTURER—James M. Skin-
ner of the RMA

TRADE TO PLAY ACTIVE PART IN RMA-NAB DRIVE

Window display awards

may be

offered

cooperating  dealers.

Listener competition with merchandise or cash awards also possible

CHICAGO—Proposed as part of the
imminent RMA-NAB joint campaign to
increase consumer use and appreciation of
radio was a nationwide listener competi-
tion involving merchandise or cash awards,
Radio Relailing learns. Also contem-
plated is some method of actively linking
radio retailers into the promotional effort,
possibly by the use of window display
awards. Neither activity was definitely
okehed but will, it is understood, come
in for close scrutiny as possible ways of
further strengthening campaign plans al-
ready agreed upon.

Not reported by the daily press follow-
ing the December 1 meeting of the Radio
Manufacturers Association here at the
Stevens Hotel, in which delegates of the
National Association of Broadcasters se-
cured a definite RMA commitment of
cooperation certain to he echoed by the
entire NAB board of directors as this
issue mails, were the above possible cam-
paign plan amplifications, Nor had it
been reported that a 10-man joint RMA-
NAB committee has already been formed
to work out actual campaign details
which may conceivably be completed by
February to be placed in effect at a time
when both broadcasters and the trade most
nced such promotional help. Joint com-
mittee members representing radio manu-
facturers include James M. Skinner, H.
C. Bonfig, Powel Crosley, Jr., E. F.
McDonald, Jr. and A. S. Wells. For the
broadcasters, members of the committee
are: Newille Miller, H. Bliss MacNaugh-
ton, I. R. Lounsberry, E. Klauber and
Theo. Streibert.

Basic objective of the joint campaign,
similar to one proposed some time ago
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by the RMA and tabled by the NAB be-
cause the latter was at that time going
through reorganization, is to aid both
groups by making the public more con-
scious of the entertainment and educa-
tional advantages of radio and the im-
portance of not only listening more often
but of maintaining equipment capable of
doing quality programs full justice. Ob-
vious interest of the broadcaster is to
swell the listening audience, improve pub-
lic relations. Similarly, the radio trade
expects to benefit through the sale of
additional sets per home, replacement of
obsolete receivers and repair of sets now
{unctioning poorly. To this end the RMA
has agreed to contribute one-half of
whatever sum the joint committee decides
is necessary to substantially influence the
buying public, a like amount to be con-
tributed by the NAB.

Total appropriation for the important
RMA-NAB promotional effort has not
vet been decided upon as Radio Retailing
mails. Nor has any decision heen reached
regarding the media to be used in the
drive. Certain it is, however, that hroad-
cast time will be the spearhead.

WQXR Sets Seen

NEW YORK — WQXR, high-fidelity
broadcasting station, has placed on the
market for limited sale a new “WQXR
High Fidelity Radio.” Designed to ren-
der the best possible quality, the receiver
tunes from 540 to 1,800 kc., works on a.c.
or d.c, is incased in either a walnut or
mahogany cabinet approximately 1 yard
square by 17 inches deep. Dials and
other controls are concealed under a top

lid, space is provided for a record turn-
table and pickup (available for $30 or $35
extra.)

As we go to press an exhibit of the
new set is being set up at the station’s
studios by John V. L. Hogan and R. M.
Wilmotte, under whose direction it was
designed. Address is 730 Fifth Avenue.
Simultaneously, the Ansley Radio Corpor-
ation at 128 West 57th Street, actual
maker of the unit, opens a showroom
exhibit.

The receiver, according to initial an-
nouncements, will sell for $135, including
installation and a year’s service.

“Remote Control 0K". .. FCC

Comish adopts proposals heard in
September, requires no licenses but
warns against interfering designs

WASHINGTON-—The Federal Com-
munications Commission adopted Novem-
ber 21 rules relative to the use ol wire-
less remote control devices essentially the
same as those proposed early in Septem-
ber and printed in their entirety on page
27 of Radio Retailing for that month.

In essence, the FCC's ruling okehs
wireless remote control but says it will
treat it just like licensed radio transmit-
ters should emissions carry more than a
specified distance (15 microvolt limit at

157,000 t A from the apparatus) or
f (ke.) o pp

interfere generally with other services.
Rulings are left sufficiently flexible so that
use of unnecessarily high power radio
control devices or other violation of FCC
design recommendations could be spiked
before doing serious injury to other serv-
ices,

The Commission offers to work with
designers of wireless remote control de-
vices to assure interference-free opera-
tion.

Amplifier Co. Moves

NEW YORK—The Amplifier Company
of America has moved to larger quarters
at 17 W. 20th Street.

“S0 BIG”—Cloaked in mystery is one
set in Continental Radio & Televi-

sion’s new line. All the press has
been able to ferret out is that it is
“about the size of six detective stories,
will be shipped book-fashion to the
trade. Entire line is to be in dealers’
hands January twentieth
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Arthur Moss, A. A. Berard, Ken Hathaway, S. N.

Shure, H. E. Osmun, K. C. Prince. All are directors of the important exhibit to be held at Chicago’s Stevens Hotel June

14 to 17

Parts Show June 14-17

First two days for jobbers. Last
two for entire trade

CHICAGO—The board of directors of
Radio Parts Manufacturers National
Trade Show, Inc. at its annual meeting
held here late last month, voted that the
1939 National Radio Parts Trade Show
should he held at the Stevens Hotel
June 14 to 17 inclusive.

Unanimous approval was given the
proposal to designate the first two days,
June 14 and 15, as “Jobber Days,” dur-
ing which time only jobbers, manufac-
turers, manufacturers agents and manu-
facturers engineers would be admitted
to the exhibition hall. On Friday, June
16 and Saturday, June 17, the Show is
to be opened to all groups in the radio
trade with special emphasis among the
exhibitors on manning their booths with
technically trained attendants.

Show hours on Jobber Days will be
from 10 am. to 6 p.m, on Friday the
Show will open at 2 p.m. and continue
until 11 pm. and on Saturday it will
open at 2 p.m. and continue until 10 p.m.

Elected to succeed themselves in office
for the coming year were the following
men: S. N. Shure, president; Arthur
Moss, secretary-treasurer; A. A. Berard,
vice-president and H. E. Osmun, director.

Gale Products Formed
GALESBURG, ILL.—Gale Products is

a newly formed division of Qutboard,
Marine & Manufacturing Company, will
take over all refrigeration and air-condi-
tioning activities formerly handled by the
Johnson Motors Division. Products here-
tofore sold under the name “Briggs” will
bear the trademark “Gale.” A new factory
and office just completed alongside the
first unit constructed here about a year
ago will provide substantial production.
Executive personnel of the new division
consists mainly of men long connected
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with other divisions of the company and
thoroughly coordinated. Included are
C. P. Rossberg, manager; L. H. D.
Baker, general sales manager; C. A.
Thompson, assistant sales manager; J. E.
Armes, advertising and sales promotion;
J. F. Furry, George Lindgren, Bill
Walters, Chuck Geske, Harold Bourdon
and Don Tharp.

Four Big Shows Next Month

House furnishing men to find elec-
trical appliances, radio much in
evidence

CHICAGO—The bleak January sun,
which finds buyers with the load of
Christmas off their minds, will rise on
four trade shows here this year. New
arrival is the House Furnishing Manu-
facturers Association, which will show
at the Palmer House, January 8 to 14.

Records kept by the oldest of the Chi-
cago shows, the American Furniture
Mart, reveals that a surge of 15,000
merchandisers now annually stream into
the Windy City each year, a trade mi-
gration that equals anything Leipsig or
any old world town has to offer. Style
trends will be especially observable at the
Furniture Mart, whose doors will be
open from January 19 to 21, and will
feature a Kitchen Clinic and a design
show. At the Merchandise Mart, same
dates, the 14th floor will be full of elec-
trical equipment and the lamp displays
will be especially complete.

From January 8 to 14 at the' Stevens
Hotel is held the 12th Annual' Exhibit
of the National House Furnishing Manu-
facturers Association. With it will be
given the first home laundry equipment
display in Exhibition Hall, sponsored
by the American Washer and Ironer
Manufacturers Association.

RCA EXECS VISIT INDIANAPOLIS Visiting the RCA Manufacturing
Company’s Indianapolis plant late last month, left to right, front row:
Vance C. Woodcox, Thomas F. Joyce, F. H. Corregan, Lewis M. Clement
and Robert Shannon. Rear: N. 4. Mears, F. R. Deakins, H. C. Bonfig,
Eugene W. Ritter and J. M. Smith, vice president in charge of the plant
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TRADE GIVES TELEVISION TOPIC THOROUGH AIRING

Manufacturer now marketing televisors outlines plans,

Radio makers say

"ready when there are satisfactory programs,” tell dealers television will

supplement rather than supplant sound broadcasting.

“loan" public televisors.

NEW YORK—In the news this month
are numerous happenings and statements
which may logically be grouped and
mentally appended to Radio Retailing’s
November “Report On Television.”

Growing among the trade and rapidly
counterbalancing early hysteria is a
practical conclusion that, while television
publicity may conceivably dent radio
sales initially, no mass buyer’s holdback
is likely to last long in the face of intel-
ligent radio selling since even those manu-
facturers to whom television will eventu-
ally be a major activity are willing to
be quoted that television will supplement
rather than supplant sound broadcasting.
Greater appreciation among hitherto
radio-minded men of the fact that while
television cannot be talked into the back-
ground commercial and even technical
hurdles prevent it from starting a na-
tional stampede overnight indicates a
similar willingness to be broadminded
on the other side of the fence. Thus two
industries heretofore considered by some
to be “lion and lamb” take the first steps
toward a mutual bed in the established
radio store and, lo, it becomes increas-
ingly apparent that they are, rather, two
branches of the same home entertainment
family.

Milwaukee Queries FCC

In Milwaukee Harry C. Eldred of the
Milwaukee Journal, owner of WTMJ and

Milwaukee may

awaiting FCC permission to transmit
television programs, announces that a
department is being set up to handle
transmissions of both studio talent and
film. The station would distribute at its
own expense to strategically located
homes 50 television receivers of various
types so that practical field tests might
be made. Several public places will also
get televisors which may be seen by the
general public. Likely is a similar
“planting” of loaned sets when television
programs are available, in at least one
other big city.

To the Milwaukee Journal November
9 went a telegram from RCA’s David
Sarnoff, offering congratulations to
WTM] for being among the first to apply
to the Commission for a television license,
approving the application for license
“during the pioneering stages when many
problems still call for solution before
a general service of television to the
public can be provided.”

DuMont in Production

To department stores with radio de-
partments and other large operators go
demonstration models of table-type tele-
visors with glass sides and top and neon
lights designed to illuminate the “works”
even in periods of non-operation from
the Allen B. DuMont Laboratories, Inc.
of Passaic, N. J. Reported by boss
DuMont himself is the sale of a number

NOT TO BE CAUGHT NAPPING—To Europe on the Statendam went

General Electric’s radio division manager E. H. Vogel (third from left)
last month. He will study television, discuss its commercial applications in
several foreign countries in which it is already marketed. “Seer-offers,”
left to right: D. W. “Winnie” May, P. F. Hadlock, Mr. Vogel, 4. A. Brandt,
Tom Erwin and J. F. Bahn. Simultaneously from G-E comes the announce-
ment that the firm will arrange to have the public participate in as well as
see television programs at its New York World’s Fair 1939 exhibit
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DuMONT OF DuMONT—Snapped in
his Passaic office, Allen B. DuMont,
very much in the news these days

of such units primarily designed for dis-
play and promotional purposes. In the
factory, Radio Retailing’s reporter saw
conventionally cabineted table models
coming off the production line, was in-
formed that stores have already taken
orders for a number of these and that
consoles were ready for production. Com-
ing from this plant is a still unannounced
device which will facilitate installation
and adjustment of televisors during
periods when transmitting stations are off
the air, will simultaneously be valuable
for demonstration purposes where no
television stations exist. With equipment
shipments go freshly printed booklets
bearing the slogan “So You See As Well
As Hear”, containing pictures of two
available models, other sales data.

McCanne Suggests ‘“‘Converters”

From Stromberg-Carlson’s Lee Mec-
Canne to dealers November 17 went a
letter which, in essence, said that tele-
vision would supplement rather than sup-
plant radio, that two company models
would tune in television soundtracks in
the ultra-high frequency ranges and that
all Stromberg-Carlson receivers could be
used with suitable converters to receive
such soundtracks and would, because of
their inherent quality of reproduction, be
ideal for this purpose. Ownership of a
really good radio now, according to Mec-
Canne, would reduce the television pur-
chase later. He further stated as his
opinion that it would probably take years
for television to serve the entire nation,

Galvin in the Ring

Another open letter to the radio trade
went November 30 from P. V. Galvin of
the Galvin Manufacturing Corporation
to 20,000 Motorola dealers and distribu-
tors. In the covering letter to Radio Re-
tailing from Victor A. Irvine, Mr. Irvine
stated: “We have no quarrel with those
who are promoting television and believe
that it is now time for home television
set distribution. But we do feel that
a publication such as yours should help
to clarify the situation as to the limita-
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in the future, overemphasis at the start
would prove to be a tremendous financial,
industrial and artistic dissappointment.
He predicted, however, a much more
rapid rise for television in the United
States than in England because of its
handling by individual enterprise. He
also, like most men making statements
this month, insisted that television would
supplement rather than supplant sound
broadcasts.

Simons With Rowe

CHICAGO-—Robert Simons has joined
the staff of the Rowe Radio Research
Laboratory  Company, will handle
DuMont, Deutschmann and Rowe Robot
Motor lines in the area.

“STUBBY” TUBES — Admiring new
“Stubby” cathode ray tubes which per-
mit large screens for the image without
great length from back to front of the
housing cabinet (RR news-note page 28,
September) are National Union’s F. M.
Paret, A. Harcher, Marshall P. Wilder
and F. Jinks

tions of television in the minds of your
readers.”

Mr. Galvin’s open letter advised that
Motorola’s engineering department was
carrying on experiments and is keeping
fully abreast of all television develop-
ments both here and abroad, that the firm
would market television when a satis-
factory transmission service was achieved.
Mr. Galvin pointed out that television
standards had not yet been adopted by
the FCC, that the ultra-high frequency
transmissions would provide a 50-mile
service limit, that expansion of the art
commercially required heavy investments
everywhere for transmitting stations and
programs, that televisors would initially
be much more expensive than sound re-
ceivers, that chain service was unlikely
for some time. These points have re-
peatedly been reported in detail by Radio
Retailing. (See “Television Retailing in
England”, November 1937; “Two State-
ments on Television,” December 1937;
“Report on Television,” November 1938
and numerous editorials and news items
throughout the past year.)

Do you know how
it is to (
keep your shop

easy

up to the minute
with latest high
efficiency test

equipment . . . the

NATIONAL UNION WAY?

Philco Statement

Still another statement not available
for Radio Retailing’s November report
went in late November to Philco dealers

and distributors from the Philadelphia

. Select the equipment you want.

4,

Order a small quantity of
National Union tubes and/or con-

. . ; . . Sign a National Union tube i i
plant, advising ghat Plul(;o had allre'ad) ang/or condenser  purchasing g;:‘l::::e:tt the time you sign the
proven through its extensively publicized agreement. :

television experiments that it would not
be caught napping commercially, In a
press release Carlton L. Dyer, manager
of Philco Radio and Television Corp. of
Great Britain, where television has been
sold commercially for more than two
years, stated: “The current stir in the
United States over television seems to
me like much ado about nothing.” Dyer
indicated a belief that, while television
definitely can become a great industry
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3. Place a small deposit which will
be refunded to you as a mer-
chandise credit when your pur-
chasing agreement is completed.

Come On!

wn

. Apply your regular monthly pur-

chases of tubes and condensers
against the requirements of the
contract.

Build Customer Confidence with
NATIONAL UNION TUBES and CONDENSERS!

For name of nearest Distributor write—

7 NATIONAL UNION RADIO CORP'N Newark, N. J.

RR-12 38
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EXTENSION TELEVISOR-What an extension speaker is to radio Ameri-
can Television Corporation’s “kinet” may be to television.

Portable,

adjustable, equipped with its own cathode-ray tube and magnifying lens,
the pictured accessory works from the output of a television receiver

elsewhere in the home

Andrea In Television

WOODSIDE, N. Y—From Frank A. D.
Andrea of the Andrea Radio Corpora-
tion comes word that three complete
televisors and one kit are shortly to be
placed on the market. A table model
televisor will, according to Mr. Andrea,
sell for about $200, a console using the
same 9-inch cathode-ray tube for $275
and a combination televisor, radio and
automatic phonograph for just under
$£600. The kit, including all components
for both sight and sound, with a 5-inch
cathode ray tube, will go on sale for $125.

More New RSA Chapters

CHICAGO-—The RSA has affiliated dur-
ing the past several weeks the Lehigh
Valley Radio Service Association of
Allentown, Pa., under the direction of
T. W. Reichard, J. A. Muthart, H. H.
Fillman; the Hartford Institute of Radio
Technicians, under the direction of Gerald
Miller, James H. Smith, Jr., Kenneth
G. Anderson; a Washington, D. C,
chapter under the direction of J. B.
Austin, Jr., Pat Hendrican and Bill
Carrick.

The Association, beginning shortly
after the first of the year, is to sponsor
in conjunction with the regular meetings
of all its local chapters business meetings
during which individual members may
have the benefit of business and adver-
tising advice. RSA will use as a text-
book for these meetings a publication se-
cured through courtesy of the magazine
Radio Retailing.

Leonard Ups Jeffrey

DETROIT—Walter Jeffrey, with the
Leonard refrigerator division of Nash-
Kelvinator for the past nine years, has
been upped to position of assistant general
sales manager of this division. For the
past few months he has been acting
director of advertising and sales promo-
tion for Kelvinator.
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“LIKE THIS”—Stewart-Warner’s John
F. Diizell (left] receives a model of
the company’s newly announced elec-
tric range from president J. E. Otis.
The real thing is already in pro-
duction

E 3

CHARLOTTE'S SHAW-—Charlev Golenpaul of Aerovox (left) drops in

Philco In Refrigeration

Subsidiary to manufacture

Conservador line

PHILADELPHIA—Starting with 1939
a subsidiary of the Philadelphia Storage
Battery Company will manufacture and
Phlico Radio & Television Corporation
will sell a new line of Conservador reirig-
erators.

Contracts for distribution, according to
Larry E. Gubb, will be separate and
distinct from contracts for distribution of
Philco radios. In some cases the dis-
tributors and their territories may be the
same. In most cases they will probably be
different. The policy will be to give
equal consideration to applications for
distributorships from former Conservador
distributors, Philco radio distributors and,
in some cases, from distributors who have
not sold either in the past.

School For Salesmen

DETROIT — Announced during Nash-
Kelvinator Corporation’s recent conven-
tion of distributors was a “National
Salesman’s Institute,” a new type of sales
training school designed to improve tech-
nique not only in the sale of Kelvinator
products but in others.

Launched at the convention was the
“Silver Jubilee Year of Refrigeration,”
celebrating Kelvinator’s 25th anniversary
in the field.

New Solar C.E.

NEW YORK—Solar Mfg. Corp. of this
city and Bayonne, N. J., announces the
advancement of J. I. Cornell to the posi-
tion of chief engineer, recently vacated
by the resignation of N. Schnoll. Cor-
nell came to Solar as consulting and
field engineer early in 1938, having pre-
viously been a chief engineer and director
of the Magnavox Company.

A

on J. R. Ledbetter, Fred Easiep and Robert Thompson of Charlotte, N.C.’s

Shaw Distributing
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Model CX.  An 87 9
10" or 127 turntable, not
shown, is supplied.

OU’LL sell more portable and table-model phono-

graphs with this new-design, light-weight constant
speed General Industries motor.

Self-starting induction type. Quickly develops full re-
quired speed. Fan cooled. Silent, helical-cut gears and
bearings in sealed oil chamber. Patented drive gives turn-
table (not shown) positive insulation between the turn-
table and motor.

Order a sample of Model CX for testing. Be sure to
state frequency of current you use, and size of turntable.

Ze{3ENERAL INDUSTRIES CO.

3837 Taylor Street Elyria, Ohio

Janette otary Converters

For Converting D.C. to A.C.

Built for radio and sound apparatus
—capacities 110 to 3250 volt amperes
—with or without all wave filters.
Dynamotor construction—economical to
operate—ruggedly built for years of
trouble-free service—used or recom-
mended by the largest manufacturers
of radio and sound apparatus—in use
all over the world.

Why Experiment—Insist on a Janette

Ask for Bulletin 13-25

BELL PUBLIC ADDRESS SYSTEMS

A leader in dependability and qual- =2 .
ity! Sizes and types for every instal- 1

lation, permanent or temporary. Easily
serviced, as they are made of stand-
ard parts. Exceptional tone fidelity.
Easily operated! Modern in appear-
Whenever or wherever sound

ance!

amplification is required, think of

BELL.
Beilfone INTER-OFFICE SYSTEM

Permits conversation between department;
by merely pressing a key and talking!
Any number of stations can be combined.
Operates off regular line current. Write
for details on this modern business essen-
tial, and on BELL'S complete line of
sound equipment.

BELL Sound Systems, Inc.

1185 Essex Avenue
Export Office: 308 W. Washington St.
Chicago, illinois, U.S.A,
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Columbus, Ohio., U.8.A.

The man we're looking for has
asuccessful radijo service buysi-
ness. His location s free from
interference with already es-
tablished Tung-So] agents. He
has the technical knowledge
and equipment to sell radijo
tubes. He turns his tube stock
OVer every three or four
months. He has g clean, at-
tractive establishment in
which to yse display mater.
ial. He maintainsg standard
prices. He wi]] Systematically
make monthly reports of con-
signed stock with remittance
for tubes already solqd. He has
the foresight and judgment
toappreciate an unusual prop.-

Osition which multiplies hig

tube profits without tying up
capital. Mayhbe You're the
Man. 1t You think you are
write for detajls.

TUNG.so| LAMP WORKS, Inc.

Dept. B
Radio Tube Division

goles Offices . Atlantg Chicago Daili
! . alla
NenVer Detroit o Kansas City » |55 Angeles
. s
ew York General Offices Newark, N, 3
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qwe.f you

HIGH OR LOW PITCH

WITH THE SAME MICROPHONE

With the flip of a finger you can now (1) Iower
or raise the response of the microphone. . . (2)
adjust the microphone for most desirable re-
sponse for close talking or dxslam pickup. .

(3) adjust the system to any “taste”, room con-.
dition, or equipment.

MODELS RBHk, RBMk, with Acoustic Compen-
sator, frequency range 40 to 11000 cps, output,
-65 db., complete with switch, cable connector
and 25° of cable $42,00 LIST

NEW! MODEL RSHk (hiimp); RBSk
(200 ohms) Frequency range 60 to 8000
C.P.S. Output -68db. .... Chrome or Gun-

: $32.00 LIST
NEW LOW PRICE CONTACT “‘MIKE"
Model SKH (hi-imp); SKL (2000hms) $12.00 LIST

MODELS RAH-RAL, excellent for speech and
music. Reduce feedback $22.00 LIST

Write for Complete Illustrated Bulletins and
Valuable Sales Helps.

561 BROADWAY, N. Y.
AM PERITE C Cable Address: Alkem, New Yotk

AMPERI TE ) g =——
MICROPHONE

Now... Get REAL
RESULTS with

BRACH

Antennas

NOISE REDUCING Scientifically Designed

DOUBLET ANTENNA

to Insure -

v BETTER RECEPTION

v EASY ‘INSTALLATION
v PERMANENCE

v SATISFIED CUSTOMERS
v GOOD PROFITS

v MORE SALES

The BRACH fine is-a complete
line and every item is priced
right. Large stocks on hand at
all times insure prompt deliveries.
Send ‘for new- catalog teday!

|
WIRE AND CABLE
ALL TYPES OF

AUTO fAERIALS
=

Wire %/W;_'u—z’

SUPPRESSORS

World’s -ln(ge'sf Makers of Antenna Systems

L.S. BRACH Mfg. Corp.

on Streef

Newark, N. J.

Established 1906
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STROMBERG-CARLSON
drive plans at the Denver Athletic Club. One of several meetings in the
Rocky Mountain area recently, including the cities of Casper and Cheynne,

Wyo.,

Sonora In New Plant

Appoints new production superin-
tendent. Gerl, Fetterman travel-
ling schedules heavy

CHICAGO—Close upon the heels of im-
portant announcements concerning the
acquisition of Ferguson Radio & Tele-
vision Corp. of New York and the physi-
cal assets of the Clinton Mfg. Co. of
Chicago Joe Gerl, president of Sonora
Radio & Television Corp. of this city
announces removal of Sonora manufac-
turing activities to a new and expanded
radio factory. Located virtually in the
center of Chicago, the new plant is in
a modern six-story structure, has its
own railroad siding.

Simultaneously with the announcement
of the move comes word that James G.
Oldfield has been made production su-

perintendent of the new plant. He has
in the past been associated with such
firms as Detrola, General Household

Utilities, Crosley and Majestic.
Traveling on a heavy schedule fol-
lowing attendance at the IRE’s Rochester
Convention is chief engineer Don Fetter-
man, keeping abreast of current radio
and television developments. Also riding
the Pullmans is president Joe Gerl, who,
following supervision of construction at

DEALERS BANQUET—Dealers hearing

sales

Colorado Springs and Pueblo, Colo. and Albuquerque, N. M.

the new Chicago plant, left for the East
to negotiate still another program of
major importance to the company but to
date undisclosed to the press.

C-D and Standard Cooperate

SOUTH PLAINFIELD, N. J—An-
nouncement has been made by Octave
Blake, Jr., president of Cornell-Dubilier
Electric Corp., and H. M. Pease, vice-
president of International Standard Elec-
tric Corp.,, 67 Broad St., New York, of
an agreement reached between their re-
spective companies. Under the terms of
the contract the assistance of the engi-
neering, manufacturing and commercial
divisions of Cornell-Dubilier for the pro-
duction and sale of electric capacitors
becomes available to the International
Standard Electric through its following
affiliated manufacturing companies
abroad: Le Materiel Telephonique,
France; Bell Telephone Mfg. Co., Switz-
erland; Standard Telephone and Radio
A. G, Switzerland and the Bell Tele-
phone Mfg. Co. of Belgium.

Several engineers from the companies
abroad are at present visiting Cornell-
Dubilier’s plant here and C-D engineers
will visit Standard factories in Europe
in an advisory capacity in the near future.

300 EAT—Here’s the heavy turnout that resulted when Denver’s Harry
Moll invited dealers in his territory to see the new Majestic set line
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Sideline Interest High

Survey points to good market
among radio dealers for electri-
cal appliances, cameras, other
merchandise

NEW YORK—Among 579 typical radio
dealers subscribers located in virtually
every State during the last two weeks of
November Radio Retailing’s editors con-
ducted a survey to determine what addi-
tional products these dealers sold, or
intended to sell shortly. 94.3 per cent
were found already merchandising elec-
trical appliances and other allied prod-
ucts or about to stock such lines. The
remaining 5.7 per cent handled radio only.

The following tabulation shows at a
glance what appliances are handled, or
will shortly be handled by the retailers

contacted :
% Selling or

Product Planning to Sell
Electric refrigerators. 90.119%
Washing machines. ... f
Electric ranges....... 66.85
Electric razors....... 60.99
Gas ranges .......... 48.90
Qil-burning heaters. ... 43.77
Room coolers......... 29.85
Cameras ............ 21.98

“MAC” BACK IN PARTS GAME—
Eddie Riedel (right) of Raytheon and
the Sales Managers Club congratulates
McMurdo Silver upon his return to

the amateur kit and parts game.
“Mac” has just joined Edwin I. Guth-
man & Company, at present making
a concerted drive in the field through
sales representatives, amateur and
parts jobbers

TWO MEN, ONE PACK—W ater Bau-
man (left) sales manager and Paul H.
Tartak, new president of the Ariston
Manufacturing Co. and Laboratories,

Chicago. Paul continues as head of
Oxford-Tartak

Needles, Bluebirds, Tubes

RCA active on all three products

CAMDEN—Featuring Victor and Blue-
bird records and the newly déveloped
RCA Victor coin phonograph needle; one
of the most comprehensive displays ever
devised by RCA Victor will be exhibited
at the eleventh annual Coin Machine
Show to be held December 12-15 at the
Stevens Hotel, Chicago, under the aus-
pices of the National Associafion of Coin-
Operated Machine Manufacturers. In
addition to the display, the firm will
have a suite of rooms at the hotel for
the convenicnce of visitors. Standard
Phono Company, which handles distribu-
tion of RCA Victor’s foreign records,
will have an adjoining suite.

Inclusion of the 35-cent Bluebird
record repertoire in the Victor Record
Society plan has just been announced by
Edward Wallerstein, manager of RCA
Victor’'s recording and record sales.
Members of the society can now choose
from the firm’s complete series of re-
cordings in making their personal seclec-
tions of records under the plan.

Four new types of radio receiving
tubes which are being used as initial
equipment in many new radios have just
been made available to RCA tube deal-
ers and servicemen for replacement sales,

in the RCA Radiotron, Cunningham and
RCA Victor brands. All are single-
ended metal tubes with interlead shield-
ing. Types are: 6SF5, 6S]7, 6SK7 and
6SQ7.

Philco In New Movie

PHILADELPHIA—From Philco Radio
& Television Corp. comes word that a
Philco “Mystery Control” set will appear
in the forthcoming movie starring Con-
stance Bennett and Roland Young, en-
titled “Topper Takes a Trip.” Ernest
B. Loveman, Philco’s advertising manager,
is devising ways and means of tieing in
with the picture following its release.

Rider Addresses RSA

NEW YORK—To the Metropolitan
New York Chapter of RSA, of which A.
E. Rhine is secretary, John F. Rider of
Service Instruments, Inc. demonstrated his
“Chanalyst” instrument at the Hotel Capi-
tol December 12. Several instruments
were on hand so that attending radio
service engineers, radio repairmen, ama-
teurs, experimenters and service students
could instantly grasp the many different
functions of the instrument.

RLrxcerrcf

* ORGANS -{

AM

£t

BELL-LESS BELFRY—Up on top of
Rangertone’s building at Newark
Major R. H. Ranger has installed a
speaker. When his new chime rec-
ords are played downstairs in the
office the neighborhood is flooded
with sweet music

ASK SENTINEL WHY ITS DEALERS CONTINUE
TO MAKE MONEY YEAR AFTER YEAR!

Rt

COMPLETE
LINE
SENSIBLY
PRICED

—=._ == (QUALITY RADIO SINCE 1920)

T ————
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Sentinel Radio Corporation - Dept. RR - 2222 Diversey Pkwy., Chicago
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Prevue of New

RC AVICTOR

HAHE -
LA

LITTLE NIPPER SERIES,
named in honor of the
Victor Dog are 5-tube
a.c.-d.c. superhet minia-
ture radios housed in
moulded plastic and
wooden, cabinets. Re-
ceive standard broad-
casts, have illuminated
dial, electro-dynamic
speaker, built-in  an-
tenna.

R C A Manutacturing Co.
Camden, N. J.

MODEL 96X-1t — One
of a series of eight
molded plastic table
model radios. Four of
the series are available
in four colors with elec.
tric tuning while others
are in similar cabinets
without electric tuning.
Five tube, a.c.-d.c., do-
mestic and forelgn
short wave reception.
Model illustrated in
walnut $19.95

DETROLA

Detrola Corp.
1501 Beard Ave., Detroit, Mich,

COMBINATION —
Model 258PC — Radio
Phonograph — 7 tube
a.c. with automatic tun-
ing, continuous tone
control, 8 in. electric
dynamic speaker, self-
starting induction mo-
tor, tone and volume
controls same on phono
and radio, latest type
crystal pickup. Slightiy
inclined dial, top raises
to show phonograph
turntable. List $79.50.

GE

RADIOGRANDE —
Model G-76 cabinet is
styled with Eighteenth
Century classic feeling.
Eight station touch tun-
ing, oscillator stabiliza-
tion circuit, cathode-
ray tuning indicator,
multj-vision louver dial,
12 in. speaker, visual
4-point tone fidelity
control, automatic band
indicator, manual tun-
ing, automatic volume
control and automatic
tone compensation.

General Electric Company
Bridgeport, Conn.

DuMONT

EMERSON

MODEL BW-231 — Six
tube a.c. superhet with
Miracle Tone Chamber
and Miracle Dial. Cov-
ers American, foreign,
police bands. Auto-
matic volume control,
6!/ in. dynamic speaker,
tone control, dynamic-
coupled power output.
List $39.95.

Allen B. DuMont Labs., Inc.
2 Main Ave., Passaic, N, J-

TELEVISION RECEIVER
— Simply operated
table receiver with 8 «x
10 in. black and white
screen image. Six op-
erating controls for
both sound and video
make adjustment com-
paratively simple.
Twenty - one tubes in-
clude the cathode ray
tube, 8 in. dynamic
speaker for sound. List
$395 complete with
tubes but without an-
tenna. Console model,
list $445.

Emerson Radio and Phonograph Co.
Il Eighth Ave., New York, N. Y.
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Radic Merchandite

KADETTE

international Radio Corp.
Ann Arbor, Mich,

TRAVEL SET—Model
K-150 in walnut and
Model K-151 in ivery
Plaskon is a 5-tube a.c.-
d.c. superhet with elec-
tro - dynamic  speaker,
tone control, broadcast
range of 535 to 1625
kc. Has 20 foot an-
tenna, 2-position tone
control, wave trap. List

$22.50

MAGNAVOX

COMBINATION —
Radio-phono. Chairside
model covers tuning
range from 540 to
18,000 ke. Tone control,
electric-eye tuning, au-
tomatic volume control,
illuminated dial, 12 in.
double cone high fidel-
ity speaker. Phono has
crystal pick-up, self-
_starting constant speed
motor, automatic stop
and automatic tone
compensating volume
control.

ANSLEY

Electro-Acoustic Products Co.
Fort Wayne, Ind.

Ansley Radio Corp.
240 W. 23rd St., New York, N. Y.

COVENTRY — The 18th
Century cabinet in a
variety of woods will
contain any Ansley con-
sole, Dynaphone or com-
bination, single record
or the R-2 automatic
record-changer. Con -
trols and speaker be-
hind right door, record
cabinet behind the left.

PHILCO

MODEL 31XF—Electric
push-button tuning for
eight stations, 6 tubes,
inclined control panel,
balanced field cathe-
dral speaker. Broadcast
bands cover standard,
foreign and American
shortwave, state police
and day amateur

broadcasts. List $69.95

Philco Radio and Television Corp.
Philadelphia, Pa.

TRANSITONE — A 5
model line of superhets
selling from $9.95 up,
employs new loktal
tubes. Cabinets are
plastic in brown, ivory
and brown and amber.
Mode! TP-51 is a 5-tube
superhet with push but-
ton tuning to 5 stations
and manual tuning.
Ivory Bakelite, covers
standard broadcasts,
state, local and munici-
pal police calls.

DECCA

RECORD PLAYER—De
Luxe player handles 10
or 12 in, records with
the top closed. Con-
stant speed motor, au-
tomatic stop and start
feature, hand rubbed
walnut cabinet. List
a.c. $27.50.

Decca Distributing Corp.
621 W. 54th St., New %rk, N. Y.
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PREVUE OF NEW RADIO MERCHANDISE

Crosley Corp.
Cincinnati, Ohio

SHELVADOR

REFRIGERATOR —
Model LL5-65 has a
net food storage ca-
pacity 6.5 cu. ft. and
total shelf area of 13.98
sq. ft.. 112 cubes at
one freezing. Eighteen
point temperature con-
trol, patented Shelvador
feature, two position
sliding shelf, porcelain
enamel food compart-
ment with acid resisting
bottom, fast freeze
compartment, drawer
type vegetable crisper.

Detrola Corp.
1501 Beard Ave., Detroit, Mich.

DETROLA

ELECTRIC SHAVER —
Hollow - ground chro-
mium plated shaving
head takes care of long
as well as short hair, re-
taining channels elimi-
nate scattering of cut
hair, can be cleaned
without removing shav-
ing head. Constant high
speed self-starting mo-
tor, simple construction,
no radio interference.

List $7.50.

Permo Products Corp.
Chicago, Iii.

PERMO

PHONOGRAPH
NEEDLE—Two Permo
Round needles mounted
on "Speed Checker"
card make an effective
and noticeable merch-
andising package, retail
for $1.00. Patented
construction makes it
possible to play over
1000 records without
needle change, it is
claimed. Speed Checker
card aids in testing
turntable speed

Consolidated Wire Corporations
512 S. Peoria St., Chicago, Il

ANTENNA SYSTEM —
Especially effective in
apartment buildings
and hotels is the All-
Wave Multiple Antenna
System which accom-
modates | to 25 re-
ceivers from one aerial.
Universal receiver coup-
ler for each set assures

J equal distribution of
tenna.

CONSOLIDATED WIRE

energy from the an-

AVNET—A trim-mast aerial by Charles Avnet Co, New York,
mounts easily on roof, wall, pole or window. Rustproof and non-
directional, it is available with all-wave noise reduction transformer.

AMERICAN PHENOLIC—American Phenolic Corporation, Chi-
cago, offers an 8-position, single pole switch for impedance match-
ing, universal power transformers, circuit selection on oscilloscopes
and similar applications. Base is molded bakelite, contacts brass,
switch arm phosphor bronze. All electrically charged metal shielded
by snap-on cover. Side set screw locks switch in any position.
List 75c.

KENYON—Kenyon Transformer Co., New York, introduces a mag-
netic focusing yoke, Type T-701, for use with short neck type tele-
vision tubes. The d.c. resistance is 1000 ohms, current for magneto-
motive force of 500 ampere turns is 70 ma. and maximum current
is 85 ma. Magnetic circuit is designed to concentrate a flux pat-
tern of proper shape in the neck of the tube to focus the electron
stream.

CLAROSTAT—Much the same in general appearance to usual
midget potentiometer is the rotary type power switch operating
on a 30 degree arc which Clarostat Manufacturing Co., Brooklyn,
is making for the radio trade. Switch is available in S.P.S.T.,
D.P.S.T., S.P.D.T., S.P. with bushing terminal, S.P. reverse opera-
tion and 4-wire S.T. Rated at | amp. 250 v., 3 amp. 125 v,, and
10 amp. 12 v.

GORDON-—Of interest to radio amateurs is the new Gordon heavy
duty r.f. relay for antenna change-over. multi-band transmitter tank
switching and 60 cycle power switching. Handles | k.w or more,
¥ in. silver contacts self-cleaning wiping action, double pole
double throw. List $15.00. Gordon Specialties Co., Chicago.

IRC—Three new types of precision wire wound resistors by Inter-
national Resistance Company, Philadelphia employ an ingenious
method for bringing both terminals out at one end. Base is designed
so that resistance wire is returned internally through ceramic, yet
completely insulated. IRC precision resistor line now comprises
fourteen units, sizes, shapes and in both inductive and non-induc-
tive types.

RANGERTONE—Rangertone, Inc. of Newark, N. J. is building up
a library of stranght chime recordings with echo and extra reso-
nance properly controlled for best reproduction. Material used is
harder and more durable than usual pressings. Record 530 features
Christmas songs. The Tower Tone, a special unit for church instal-
lations, incorporates latest playback facilities with sturdy turn-
table motor and speed regulation.

RALSTON—Three double-sided 10 in. records and an instruction
book are offered by the Ralston Record Company of Philadelphia
as a practical and inexpensive method for amateurs to learn the
code. When played properly, the student hears the transmissions
in the same tone and under virtually the same conditions which
prevail in actual radio code work, Records are divided into parts,
or lessons, clearly marked. A simple learn-by-ear method.

RIDER—A revised 64-page section, "How It Works” of Rider's
Manual, Vol. IX, explains mechanical features and anticipates grow-
ing importance of mechanical knowledge in servicing automatic
frequency control, electric tuning and newly incorporated technical
features in the 1938-39 receivers. The 1650 pages contain service
data on 1938-39 American made receivers, information on electronic
musical instruments, etc., $10.00.

UNIVERSAL—An automatic titler for use with a movie camera
produced by Universal Camera Corporation, New York, is capable
of setting up three rows of letters of twelve characters each.
Small wheels, each operating a continuous ribbon of 42 characters
(alphabet and numbers from 0 to 9 and punctuation marks} give
white letters on black background. $3.95.

WARD-LEONARD—A new cover for midget type relays is an-
nounced by Ward Leonard Electric Company, Mount Vernon, New
York. Available where relays with molded base are mounted on a
panel. Covers are of modern design and are held in place by
"snap on" fit to the base. Provide protection against dirt and
damage to relay.
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PREVUE OF NEW RADIO MERCHANDISE
PHILCO

Phiico Radio and Television Corp.
Philadelphia, Pa.

TESTER—Model 028
vacuum tube volt meter
and circuit tester, which,
in addition to being a
complete circuit tester
with necessary a.c.-d.c.
voltage, milliampere,
ampere, resistor and
capacity ranges gives
service as an efficient
vacuum tube voltmeter.
List $55.00.

STROMBERG-CARLSON—A new mahogany corner cabinet model
340-Y in authentic Georgian design which will retail at $132.50 f.o.b.
Rochester, N. Y., has been added to Stromberg-Carlson's corner
cabinet line in which models are now offered in maple and walnut.

TOKFONE, JR.—An inexpensive two-way communication system
made by Regal Amplifier Mfg. Corp., New York, for use between
any two remote points in office, factory or home. Master station,
remote station. Master station has talk-listen, off-volume controls.
List $26.95.

WESTON—Model 763 ohmmeter has ranges from 0.2 ohms up to
300 megohms and is designed for use where resistance measurement
requirements call for extremely broad coverage plus constancy in
operation. Requires only 50 microamperes for full scale deflection.
Measures leakage on all types of condensers, even those with resist-
ances of approximately 300 megohms, Operates from 60 cycles a.c.

PRECISION—A tube tester, push-button operated by Precision
Apparatus Co., Brooklyn, N. Y., incorporates ballast test facilities.
Designed to emphasize tube selling appeal in addition to usual Pre-
cision engineering and construction features, it features large ¢ in.
meter and chromium reflector which lights up the meter.

WARD PRODUCTS—Aerial made by Ward Products Company of
Cleveland, Ohio, mounts vertically to any suitable surface such as
soil pipe, cornice or window frame. Mast made of nickel-plated
bronze tubing, four sections, 12 feet in height.

WINCHARGER—A 6-volt heavy duty unit generator is said to
increase current output nearly 100% over previous 6-volt wind-
electric machines, has a top output of 25 amperes, starts charging
at wind velocity of 6 mi. per hour. Wincharger Corp., Sioux City,
la.

Amperite Corp.
541 Broadway, New York, N. Y,

AMPERITE
MODEL SKH contact
unit for home radio sets
is suitable also for con-
cert work. Actually a
high output contact
mike which can be con-
nected to any stringed
instrument, Uses stand-
ard receiver as ampli-
fier and reproducer.
High or low impedance.
$12.00 list.
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NEW!
Model CC

CAPACITOR
ANALYZER

7his advanced new model has
all the good features of our famous CB model
... PLUS high capacity scale, high test voltage,
simplified scales and sloping panel. A.C. oper-
ated. INustrated model, No. CC-1-60, for 110 volts,
60 cycles operation, less tubes, costs $24.90 Net
.. . through your jobber.

SOLAR - MFG. CORP. 599 Broadway, New York

110 VOLTS AC ANYWHERE!

With KATOLIGHT, Furnish standard 60-cycle AC for operat-
ing sound truck equipment, AC radios, transmitters, flood
lights, motors, moving picture projectors, etc.

A complete line of light and
power plants ranging up to
10,000 watts capacity. Also 6,
12 and 32 volt battery charg-
ing plants, Diesel plants, ro-
tary converters, and frequency
changers.

List prices $50.00 and up.

Kato Engineering Gompany
MANKATO, MINN., US.A.

Ken-Rad Tubes have earned
their good name through
the use of honest mate-
rials, skillful precision
workmanship and advanced
technical knowledge.

Ken-Rad Tube & Lamp Corp.

Owensboro, Kentucky

TUBES

RADIO
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PREVUE OF NEW RADIO MERCHANDISE

MEISSNER

COMMUNICA .-
TIONS RECEIVER
—"Traffic Master"'
Model 10-1115 14
tube, 5-band, receiver
in kit form. All parts
supplied, including tun-
ing-unit, dial, coils,
sockets, condensers, re-
sistors, power ftrans-
former, filter choke,
controls, knobs, tuning
meter. Frequency range
530 kc. to 32.4 mec., 5-
band pre-aligned tuning
unit, tull ave operation,
8.5 watts output

INTERCOMMUNI-
CATOR —System 305-7
provides for five speak-
ers with amplifier de-
veloped up to 7 watts.
Amplifier utilizes four
standard radio tubes,
equipped with pilot
light, master control
and volume control
switch., Possible to talk
or listen to any one or
all five speakers at
once.

Meissner Manufacturing Co.
Mt. Carmel, (I

David Bogen Co., Inc.
663 Broadway, New York, N. Y.

AMPLIFIER — Seventy
watt DX70 Binaural
model. Electronic tone
correction, twin 35 watt
output channels, four
microphone and two
phonograph inputs. Pro-
vision for 2 channel re-
mote control operation.
With dual circuit de-
sign auditory perspec-
tive is achieved. Ob-
tainable in low imped-
ance inputs if specified.

Webster Company .
5623 Bloomingdale Ave., Chicago, Ili.

SERGE

Connecticut Telephone and Electric Corp.

INTERCOMMUNI-
CATOR — Master in-
strument may be con-
nected with two or
more other stations. A
person may talk with
any one or all stations
at the same time. "Call"
and “talk" button con-
trol.  Station selector
knob is available for
multiplie station sys-
tems. Portable,

AUDAX

Audak Company
500 Fifth Avenue, New York, N. Y.

\

PICKUP—Model AT-12,
a low priced pickup
that is designed to ap-
proximate compensated
microdyne performance

set head, response
over 6000 cycles,

for records up to 12 in.
Smart, streamlined off-

to

new
needle guide, new non-
resonant arm, precision

ball-bearings, 200 - 500

ohms or high imped-

ance.

THORDARSON

TRANSMITTER KIT---A
100 watt "multi-band"”
transmitter kit. Instan-
taneous band switching
for any three pre-
selected amateur bands,
100 watts input on all
bands from 10 to 160
meters, power supply
r.f. section on one chas-
sis, provision for either
CW or phone opera-
tion. The r.f. lineup
has 6L6 oscillator, 6L6
Buffer Doubler and TZ-
40 final; 6L6 modulator
unit has own power sup-
ply on smgle chassis.

OPERADIO

Thordarson Electric Mfq. Co.
500 W. Huron St., Chicago,

Operadio Malnufaciurlng Co.

St. Charles,

gatherings, etc.

R C A VICTOR

PORTABLE SET—Com-
pletely self - powered,
encased in a sturdy
cabinet covered with
airplane luggage cloth,
it is suited for home,
vacation, travel or out-
ing use.. Employs low-
drain tubes for long
battery life. Measures
8 in. high, 14 in. long,
8ll4 in. deep. List
$29.95 fob less bat-

teries.

Camden,

PORTABLE P. A. UNIT
—Theentireunit,
weighing 15 pounds is
enclosed in gray metal
carrying case. Consists
of amplifier with output
of 5 watts, 2 speakers
and microphone with 25
feet of cord. Designed
for use at Bingo games,
concessions, small

RCA Manuf’aciuring Co.
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NEW PROFIT OPPOGRTUNITIES for

Radio Merchants, Sound Equipment
Specialists, and Radio Service
Organizations.

1. TOWER-TONE — A number of de-
sirable territories open for reliable rep-
resentation for the sales, installation
and servicing of the famous Ranger-
tone Amplified, Electric Chimes,

Large unit sale—a virgin market—
attractive profit possibilities for ag-
gresive, reliable organizations. Send
for details.

2. CHIME RECORDS—Electrical tran-
scriptions of the famous Rangertone
Chimes. For homes, churches, institu-
tions, etc.—12 inch, durable, long-life
recordings (not acetate}—excellent ton-
ality-—very low surface—will also help
promote amplifier sales—one or two

td
SUPREME'S NEW CE—’E G. Pf’r' sides—five minutes each—78 R.P.M.
kins, Supreme Instruments’ new chief Our custom recording division will
engineer, has heen in the engineering ﬁ‘:‘s‘iec Ct‘;mio"‘f:m::’se;ﬁié’;gﬁ;s"i:ﬁ?ﬁg}
HYGRADE'S CRAHAM——Re-elecle’d | department for three years. “Perk” guaranteed—prices reasonable.
to serve a second term on the LRE’ . Lo 10 o Tou Beta Pi and ‘[ Standard library of chime records

hoard of directors is Virgil M. Gra- Kappa Mu Epsilon fraternities while | being added to regularly.

ham, Hygrade-Sylvania’s tube applica- For quick Christmas profits — our

tion chief obtaining his B.S. degree in electrical double 12 inch chime records of Xmas
engineering at college. Claims he Carols—record numbers 528, 529, and
a d . ' 530. List $4.00 each-—prompt deliver-
Reps Announce Meetll‘lg Dates majored in baseball and football! ies. See our advertisement on page 32
-—November issue of Radio Retailing.
NEW YORK-—From “The Representa- :
tives” of radio parts manufacturers, ac- RASU HMoves Write for details.
tive national group, comes the following | MILWAUKEE—The Retail Appliance e

schedule of meetings to be held in the Salesmen’s Union has moved its offices = TONE.INC
Fifth Avenue Tavern, 4 West 40th Street, | from the Metropolitan Block to Room ' NUER

New York: December 13. January 10, ‘ 300, third floor, at 734 North Third ELECTRIC-MUSIC
February 14. March 14, April 11, May 9 | Street. New ’phone number is Marq. 201 Verona Ave. Newark, N. J.
and June 13. 6880.

YOUR LAST GHANCGE!

v DUES WILL BE INCREASED JANUARY 1, 1939
% $1.00 of 1938 dues will be credited on 1939 dues if you join before Jan. 1, 1939

- ) RSA has pioneered and estab-
- lished these benefits for you.
CO“?ON' - 1 Join now—so you can get them:
W AL 1‘;\::&,“ NG 1 v Membership in t}}e onl’y
| n OF A 0. W Amete | Independent Servicemen's
Y - gRVICE . chicod gorice™ i ] Organization in the industry.
wADIO b Deo° " o te BOH® i % Advanced Service Courses
» 308 %° on tor ™ et R | for Members. y Technical ad-
| Gegt\e“‘w plics® S | vice and assistance for mem-
1nes® srare bers asking it. Y Recognition
Ll ;,aa:ess et et pues B by and representation in the
B uomwe x.q.o.xm‘“’\ ocd . entire servicing business.
O T e L ooty ¢ - ® - % RSA is as important to you
pum ™ e watoR . - as your job or your business.
Bd‘“e: e.“c\Oil‘“q 5 - - Don‘t wait—send your applica-

| “;\?nc\uded' - - tion in today!

me‘se:: $200 RADIO SERVICEMEN OF AMERICA, INC.

YOU EVER INVESTED. JOE MARTY, Jr. Executive Sec'y. 304 S. Dearborn St., Chicago.
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FIX

OU can’t do a good job without

good tools and you can’t fix a
radio in the home with the few tools
you can carry in a car and be certain
of doing a good job.

All T carry into the home on a
service call is a screwdriver, pliers
and combination tube and set analyzer.
If the tubes are all right but the set
doesn’t perk, I check each socket for
the normal voltages and plate, screen
and cathode current. A circuit dia-
gram isn't necessary as I have enough
knowledge of the general principles
of all circuits to reason out tube
functions.

This checkup is just to get a line
on the trouble. If I can positively
identify it I can give the customer an
estimate, otherwise, I tell him frankly
that T have to use the instruments at
my shop to find the trouble and I'll
‘phone him the estimate before going
ahead with the repair. My card car-
ries a good picture of my test bench
and it impresses the customer with
the f{acilities which will be used to
repair his radio,

Bringing the set into the shop gives
me a chance to do a real job. Not
one set in a dozen is lined up right
after having been in service several

months. Furthermore, by pulling the
set, I can make more calls in daylight
and have the evenings free for the
tough repair jobs. If I stayed with
each set, cluttering up the house with
tools and instruments, dropping solder
on the carpet and then failed to do a
good job, I couldn’t make a living
out of service work.

As it is, I bring everything back
to the shop, take my time about fixing
it without the owner on hand to make
wise cracks or ask dumb questions. I
charge a price that nets me about
$2.00 an hour except on the tough
ones where I know the trade will
only stand about so much. I charge
the extra time up to my cost of
eduacation, because I learn enough on
the tough job, to know what to do on
the next one like it. On shop service,
I can get full list price for the parts
I use whereas if the customer saw

IT ON YOUR BENCH - Says E. F. Staunton

me putting a 30c. list resistor in his
set, he'd expect to be billed 6¢c. for
it, the same as resistors are quoted in
radio catalogs he receives. (Yea bo,
and do those catalogs circulate in
my town!)

I used to leave sets in the cus-
tomer’s house while fixing his old
set in the hope of selling a new job,
but that’s out because it creates too
much suspicion that you are more
interested in sales than in service. If
a customer wants a set while I'm
fixing his old one, I offer to rent
him a midget set for 50c. I've got
just as good a chance to sell it as if
I left it for nothing and it's 50c. more
on the final bill. You'd he surprised
how quick a little set pays for itself
and begins to earn a profit at 0c. per
rental.

Another advantage of bringing the
set in for repair is that I get to spend

SHOP vs.

$ ' 3
A1
e

1
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more time ‘in my shop. While my
helper can handle store trade and
answer the ’phone, he is not so hot
on actual service. Besides, I'm de-
veloping a fair auto-radio service busi-
ness and you know how that is—a
customer can only spare his car a
few hours, during which you must
be on the job and have his set fixed
by the time he calls back for it
Taking a tip from the shoe store
clerk who takes off your shoe and
prevents you from leaving while he
finishes up with the other customers, I
always have my assistant take the auto
radio sets out of the car while I'm
away and make a stab at fixing them.
If he can’t get the set working right
after testing the tubes, he calls me
in when I ’phone to pick up any new
calls. Meanwhile the customer can’t
get away without our fixing the set
unless he will put it back himself.

Maybe you think I'm running a
racket, but I give the customers good
service and I’ve got three kids that
eat regularly. They’d go hungry if
I fooled around with each set trying
to fix it in the customer’s home.
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FIX

HERE I can do a good service

job in the customer’s home
without taking the chassis to my
shop, I do it. And I make a good
living at it. It is honest and con-
vincing service. The customer is not
without the use of his radio for more
than the time it takes me to fix it.
And I save the time of a double trip,
the danger of jarring the set out of
alignment when bringing it back from
the shop, and I earn the confidence of
my customer. If, at a later date, 1
have to bring the chassis to my lab,
my customer is convinced that the
trouble is serious and he is in a mood
to pay the higher cost, which includes
my time both ways at $1.50 an hour.
Home radio service requires good
portable instruments. I take only a
tube tester and a multirange meter
into the house when called to repair a
radio. After a preliminary look to
see if there is any obvious trouble
and a few questions to determine the
customer’s exact complaint, I usually
test the tubes and check the d.c.
voltages either with a wafer socket

IT IN THE

FIELD -

Says Charles Phillips

HOME scervice

adapter or at the speaker field, if it is
easy to reach,

If only a simple fault is evident,
such as an open resistor, a burned or
open condenser, bad contacts or
speaker rattle, I ask the customer if
he will permit me to bring the rest
of my equipment in from the car and
make immediate repairs, or if he
wishes me to take the set to my shop.
The usual answer is to fix it on the
spot. What if a few papers do have
to be spread on the floor—it is not
unusual for a doctor to perform a
minor operation in the home, and at
the worst a radio serviceman will
not make any worse muss than a
plumber.

On my second trip to my car, I
bring in a signal generator, a small
oscillograph-frequency wobbler, my
soldering iron and stand, and if I
suspect a defective resistor or con-
denser, I bring in a small kit of uni-
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versal spares consisting of a wide
assortment of resistors and condensers.
The first thing I do with the solder-
ing iron is to unmsolder one of the
voice-coil leads and hang a small
variable resistor across the output
transformer leads to provide a suit-
able load and to eliminate the noise
of the oscillator. If I have located
the trouble in a resistor or condenser,
I replace the defective part, otherwise
I go through the set methodically
with the signal generator and the
oscillograph until the exact trouble
is located. If possible, I repair the
trouble, then continue with the oscil-
lograph until every stage is func-
tioning right.

During my examination of the
radio, the customer doesn’t hear a
sound. If he watches me, and I
enjoy having an interested customer,
he is properly impressed with the
oscillograph patterns and is made to

realize that radio has changed since
he built his B-T Nameless set back
in 1927.

Once in a while—and it is very
rare, I find a set with a bad if. trans-
former, or a burned out power trans-
former, or a broken range selector
switch. These cases leave no alter-
native. The chassis must come into
the shop and an equal or duplicate
part must be installed. On other
occasions with sets that have poor
tone, I sell the customer on the
idea of installing a tone compen-
sa<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>