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Best! by Test-

After assembly, every Mallory Vibrator is tested for electrical char-
acleristics . . . outpul, balance, wave form, starling voltage and
steady operuhpn on this meler-board and cathode ray oscilloscope.

After assembly, every Mallory Vibrator mechanism is carefully
checked to see thot all mechanicol adjustments ore perfect.

Every Mallory Vibrator is tested for noise in a sound-proof room Life test. A percentage of every production run on every type of

Mallory Vibrator is tested under actual set operating conditions

under actual set operati onditions,
P g coneitons for 1000 hours.

Insist on ]‘/Iallory _ Mallory Vibl.'u.tnrs hqu: won o'verwhelnlil.lg ‘pref-

erence as original equipment in the majority of
auto radio receivers by *““Show Down®® tests. Tests

Buy the best — and long life records have settled the question

of “‘what vibrator to use” indisputably in their

They COSt no more ! fuvor: I\‘Iunufaclurers find them better. That’s

why it is no wonder that Mallory Replacement
Vibrators lead the field.

Only the Second Edition Mallory-Yaxley
Kadio Encyclopedia gives you all data on
every Vibrator application, Itcoversevery
servicing problem —you cannot afford
to be without it. Ask your distributor.

MATLORY YAxLEY

REPLACEMENT REPLACEMENT
CONDENSERS... VIBRATORS VOLUME CONTROLS

WWW-americantadiohistops.com
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N the past ten years knowl-
edge of good music has grown
a thousandfold. An informed
electorate has been created b
the thorough airing of public
issues. Drama, literature, the
arts and sciences are vastly better
understood. Students, from kin-
dergarten to university post-
graduates, have found new in-
terest in their studies.

The National Bro: adcasting
Companv the broadcasting ser-
vice of Radio Corpmatmn of
America, has given long and
careful thought to the building
of programs of an educational
nature. N BC now offers each
week many “public service pro-
grams’ planned to fit into the
scheme of education in the
United States. They do not seek
to replace educators or supplant
schools or colleges. Rather they
are planned to help the work of
teachers by inspiring greater in-
terest in learning.

RCA Victor Radios, RCA
Victrolas, and Public Address

Youth’s is a great heritage. Today
through the magic of radio, whether
it be the first generation in this coun-
try, or the tenth, the vounger genera-

tion and afl people of the United States
understand and appreciate their coun-
try better —are more widely informed
on more subjects than ever hefore.

Svstems are instruments foredu-
cation. Factis, RCA has helped
muke radio a fourth “R” in the
famous series . . .“readin’, ’ritin’,
’rithmetic”’and radio. And —inso
doing RCA has rendered a ser-
vice to dealers, service men and
distributors who handle equip-
ment built by RCA. It pays to
go “RCA All the Way.”

168

Through Radio, theCross-

Re teaches in mare than 70,000

Listen to the roads School finds itself ““1 like schools o
"/‘J{a;irl\’ey of at the Crossroads of the scheol The ""Music Appreciation ‘Hour,”
RCA W World —Typical councry now conducted by Dr. Waiter Damrosch

school in New Castle
Towaship (N.Y ) where
today radio opens new
fields of cultural oppor-
tunity.

Radio Corporation of America

RADIO CITY, N. Y.
R.C.A. COMMUNICATIONS, INC.

we've
got a
radio!”’

Sunday, 2 t0 3 and hroadcast eac
PM.,EST
on NBC Blue

Network.

3 ndas dgring the
regular part .
¥ in mpre than

NATIONAL BROADCASTING COMPANY
RCA INSTITUTES; INC.

L]
RADIO RETAILING, MARCH, 193

RCA MANUFACTURING COMPANY, INC.
RADIOMARINE CORPORATION OF AMERICA

PAGE 2
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Thelaggest??
JRATOR S

OM coast to x:ast the best Parts Jobbers now
have complet= stocks of Meissner Vibrators
—the finest that money can buy.

No expense hcs beem spared to make the
Meissner name mean “tops’’ on wbrators -ust as
it always has or -o:ls.

The Meissner Lne is ccmplete, a model for
every replacemen:—all extensively field tested.

Each Meissaer Vizratorismznufactured, zested
and aged on the skelf ai the facdory. Thenitis
‘tested againto k= sare the metallurgical changes

‘have not impairec its efficiency or uniformity.
We believe this exrensive saleguard is not done
by any other vib-ator manufacturer. It is your
L. GUARANTEE of tcp quality. Ard, of course,
i Meissner Vibrators cost nc more than less re-

Mail the coupon foday or ask your Parts Jobber for vour
FREE copy of the Vibrator Replacement Guide. Witk its
aid you cam tell in a minute exactly which vibrater to
use in what set for top efficiency.

Mt. Carmel, lilinois, Dept. R-3 E

FRE " copy of the Vibrator Replacement Guide
I is to be mailed to the address given below.

: INaIME v o o, Bl rih e vas < g« ¢ Br8ar o ooy e 00 o we 52 e as oo

F- =TRAN§§0RME&S I AdAReSS:, i 5L T bt s o T a1 Tori o S BB ST LAY i

s ﬂC£ ?AR]’S nmis swn’a“Es T“’NING uN"’s City ............................ Statte. ............. !
= : = m4- vq

'A ,‘r'nmous ,unmn_.,,__;
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Yes...eight thousand six hundred and
twenty-four attended the National
Radio Parts Trade Show in Chicago
last June —the biggest get-together

the Radio Parts Industry has ever
held! Look at the record —see how the

National Radio Parts Trade Show has

grown in interest and attendance with

each successive year! Every branch

of the Industry has been represented..
Manufacturers, Jobbers, Manufac-
turers’' Agents, Engineers, Factory Men,
Sound Specialists, Servicemen and
Amateurs—from all over the world —
meet in this one and only big annual

1938 1937 1936 1935 1933 1933 event for the Radio Parts Industry.
8624 6529 4036 1819 1243 927

IT PAYS TO ATTEND THE TRADE SHOW

Whatever you do, don’t miss the next National Radio
Pargs Trade Show at the Stevens Hotel in Chicago, June
14,15,16,17. Over 100 Manufacturers have already taken
exhibit space. That's setting a new record-and means
the biggest show ever! Make plans now to attend.

[939 JUNE [939

WED THU FRI SAT

14 | 15 | 16 | 17

OPEN these two
days to Jobbers,
Manufacturers,
Manufacturers’ icemen, Amateurs,
Agents, and Manu- Retailers, Students
facturers’ Engi-
neers only.

OPEN on these
two days to Serv-

and others.

National Radio Parts Trade Show

Sponsored by Radio Manufacturers Association and Sales Managers Club

JTIONAL TRADE SO InC.

*Executive Office—53 West Jackson Boulevard, Chicago, Hlinois
;]

PAGE 4 RADIO RETAILING, MARCH, 1939
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. / ) 3LOCKADE THE WEST ROAD;
—~X - /W TWO MEN AND A WOMAN!
f. i 8t CAREFUL! THEY'RE KiLLERs:

. &® o s L' '

o ﬂ y YTHEON TUBES

Illinois Police Radio Blockade
Cuts Crime Careers Short!

The ‘“‘radio blockades®® of the IHinois State Policc and police of many
other states have become famous throughout the country. In Cook County,
Hlinois, the blockade begins in the well-eqquipped police station WQPC pictured
below. Once the alarm is sounded, every road is blockaded immediately —cutling
off all escape channcls for fugitives.

Fighting crime is no game for “panty-waists,”” Police must be tough and
efficient. Squad cars must be swift and sturdy. And radio tubes must be de-
pendable—and ready for emergency flashes.

That’s why RAYTIIEONS are used by so many State Police organiza-
tions. Why RAYTHEONS are used, too, in millions of homes. in leading auto set
radios, by leading Commercial Airlines, the U. S. Forestry Service, Coast Guard,
Weather Bureau, etc.

Anywhere sturdiness and long life under adverse conditions are required
—you will find RAYTHEONS. Yet they cost no more than the second-best tube.

RAYTHEON is your guarantee of the best turnover of any tube invest-

_|-

ment!

! NEWTON, MASS. * NEW YORK ¢ CHICAGO ¢ SAN FRANCISCO ¢ ATLANTA

“"WORLD'S LARGEST EXCLUSIVE RADIO TUBE MANUFACTURERS"

RADIO RETAILING, MARCH, 1939 PAG
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WHY SELL AT ALL IF Y(

\ MERRY-GO-ROUND rider can travel
a long time and get off exactly where

he got on.

A dealer can sell a lot of refrigerators

and come to the end of the year
exactly where he started. It’s hap-

pened before this.

The Leonard Way of Doing Business aims at a net

profit rather than mere volune.

First of all, merchandise must be kept moving. You
can’t make money with your capital tied np in a ware-
house. Neither can we. So sales by dealers mean more

to Leonard than sales to dealers.

Dealer problems must he recognized as factory
problems. So ours is a shirt sleeve partnership. H you
have headaches we want to know about them. We

want to help you to sell rather than “gang up” on you

IT'S EASIER TO MAKE
MONEY WITH THE

WWW._america:

THELEONARD WAY OF DOING
BUSINESS IS APATHTO A PROFIT

Dealers, tired of merry-go-round
sellz'ng— lots of work without gettz'ng
anywhere—are as,éz'ng to hear

Leonard’s story for 1939

to buy. Naturally we want you to have Leonard refrig-
erators in stock. But not one red cent’s worth more

than vou can sell.

We. too. think about net at the end of the year. We
couldn’t show a profit if we had to build a new dealer

organization every year.

The only way we know to keep dealers from year
to year is to help them to make their profit—and we

do keep them.

That’s the real, low-down on the Leonard Way of
Doing Business. And that’s why our whole programn

is tailored to fit you and your own sales problems.

One dealer—and a typical dealer. by the way —said
the other day. “Leonard treats me as an individual.
And both the factory and my distributor seem to think

my problems are just as important as their own. My

net is what seems to count with Leonard” LEONARD,
14250 Plymouth Road, Detroit, Michigan.
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MORE FAMILIES, FOR MORE YEARS, HAVE KEPT THEIR FOOD
SAFE IN LEONARD THAN IN ANY OTHER REFRIGERATOR

This statement is in itself an
additional graranty of quality
and performance —the kind of a
guaranty that refrigeration
shoppers appreciate. It backs
up the brilliant array of sell-
ing features which they can see
for themselves—or which ycu
can demonstrate —the stainless

steel Zero-Freezer, the “lce-
Popper’” Trays, the Master
Dial, the Vegetable Bin, the
Meat File, the Show-Case Food
File, the 3-Way Len-A-Latch,
the Bearranging Shelf and,
of canrse, the economical,
trouhle-proof, quiet Glacier
Sealed Unit.

Leonard Travels in

Good Company

Albany, N. Y. .........

Altoona, Pa. . .
Amarillo, Tex.... ...
Atlanta, Ga..
Binghamton, N .Y..
Birmingham, Ala..
Boise, Idaho.
Boston, Mass. .
Buffalo, N. Y.
Charieston, W. Va.
Charlotte, N. C..
Chicago, 11l.
Cincinnati, Ohio
Cleveland, Ohio
Co'umbus, Ohio. . ..
Dallas, Texas
Dayton, Ohio
Decatur, {11,
Denver, Colo.

Des Moines, lowa.
Detroit. Mich.
Dodge City, Kans.
Escanaba, Mich.
Grand Rapids, Mich.
Harrisbury, Pa.
Indianapolis, ind.
Kansas City, Mo,
Knoxville, Tenn.
Los Angeles, Cal.
Louisville, Ky..
Memphis, Tenn. .
Miami, Florida . .
Milwaukee, Wisc.
Minneapolis. Minn
Montgomery, Ala.
Nashville, Tenn.
Newark, N. J.
Newburgh, N. Y,
New Haven, Conn.
New Orleans, La,
New York, N. Y.
Omaha, Nebr.
Paducah, Ky..
Peoria, .
Philadelphia, Pa..
Phoenix, Ariz.
Pittsburgh, Pa.

Plattsburgh, N. Y. .. ..

Portland, Maine .
Portland, Ore.. .
Providence, R. I.
Richmond, Va,
Rochester , N. Y, .
Salt Lake City, Utah
San Francisco, Cal.
Scranton, Pa.
South Bend, ind..
Syracuse, N, Y.
Toledo, Ohio
Trenton, N. J.
Tuisa, Okla..
Washington, D .C. .

Wiltiamson, W. Va.. . ..

E.S. & E. Co., inc.

Electric Appliance Distributors
Nunn Electric Co,
Lamar-Rankin Co.

Morris Distributing Co.
Maygic City Appliance Co.
Bertram Motor Supply Co
1. H. Burke Co.

Joseph Strauss Co.

Eskew, Smith & Cannon
Page-Williamson, Inc.
..L.C. Wiswell Co

Schuster Electric Co.

Arnold Wholesale Corp.
Appliance Distributing Co.
Peaslee-Gaulbert Corp

York Supply Co.

Linn & Scruggs

Hendrie & Bolthoff Co

. .A. A, Schneiderhahn Co.
Buhl Sons Co.

Mullin Furniture Co

. Delta Hardware Co.

J. A, White Distributing Co.

. Knerr, Inc.

United Distributing Co.
Federal Distributing Co
Maytag Appliance Co.
Graybar Electric Co.

.. Stratton-Terstegge Co
Harry T. Wilson Co

Major Appliances, Inc
Taylor Electric Co.

Enger Supply Co.

Mathews Furniture Co
Nashville Chair Co.

: ... .E.B.Latham Co
Shapiro Sporting Goods Co.
H. M. Tower Corp

Radio Specialty Corp.
E. B. Latham Co .

... Paramount Radio Shop, Inc.
Gleaves & Son

Coher Furniture Co.

. Motor Parts Co.
........Graybar Electric Co
1. A. Williams Co.

A, H. Marshatl Co

Cressey & Allen

Electrical Distributing, Inc.
Ballou, Johnson & Nichols Co.
Graybar Electric 80.

Kemp Equipment Co.

United Electric Supply Co.
Graybar Electric Co.
Household Appliance Distributora
Cloud Bros

Morris Distributing Co.
Electric Range & Equip. Co.
Adams Distributing Co.

. . Otasco Supply Co.
.. Southern Wholesalers, Inc.
. . Persinger Supply Cn.
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COMPANY DEPENDABILITY: Sylvania
hezs invested vast sums in engineering
brains —to insure its leadership for the
future! Sylvania is one of the world’s
la-gest manufacturers of radio tubes!

PRODUCT DEPENDABILITY: Sylvania
tubes are made of only the finest materi-
als . . . with infinite skill and precision!
And Sylvania eliminates ‘‘seconds” by
destroying any tube proved imperfect!

PROFIT DEPENDABILITY: Sylvania quality is your insurance against kick-
backs—and that means dependable profits for you! Sylvania gives you a full
line of powerful sales-promotion items—to help you help your business!

The success of any retailing business depends all, in PROFIT. You need full measure on each.

largely on the brand-merchandise sold. That is Take stock .. . then take Sylvanias. For you get
why it’s so important for radio tube retailers to “all three” if you sell the Sylvania line—not only
feature a line that offers 3-way dependability— company and product dependability—but prROFIT

dependability in company, product, and above DEPENDABILITY, too!

Hygrade Sylvania Corp., Emporium, Pa. ® Also makers of Hygrade Lamp Bulbs.

SELL SYLVANIA

SET-TESTED RADIO TUBES

PAGE 8 RADIO RETAILING, MARCH, 1939
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The

RADIO MONTH

MARCH

Let no one be
The Outlook  iscouraged
hecause right now some lines of
business still are feeling a post-holi-
day lull of unusual duration. They
will surely snap out of it when
spring comes, and meanwhile cur-
rent reports are producing plenty
of evidence that underlying business
conditions are good, and that retail
business this year is bound to be far
ahead of 1938.

For instance, steel production
since January 1, 1939, has been run-
ning over 60% ahead of 1938, auto-
mobiles are being turned out at an
average of over 80,000 per week
against a weekly average of less than
60.000 last year this time. The
index covering machinery produc-
tion has gone up 35% in 3 months.
The awards of contracts for new
construction work, made during the
first eight weeks of this year, were
299, above the same period of 1938,
and incidentally January was the
higgest construction-award month
since 1929.

What about retail business? Well
__here are some fgures that will
surprise you. Retail sales of auto-
mobiles during January were ‘way
above 1938, Chevrolet sold 31%
more new cars to consumers than
last January, Nash retail sales were
wp 559, Oldsmobile up 78%, Pon-
tiac up 85%, and even the high-
priced Cadillac-LaSalle line topped
last year’s January sales by 50%.
Chain store and mail order sales
are up.

The sad part is that radio set
sales are up in units, 25% in De-
cember, 18% in January, but de-
plorably down in dollar value.

Prices on automobiles have not
heen cut. They involve hundreds of
dollars per sale, and the terms at
which they are sold are no better
than those available on radio sets.

What’s the answer?

Barring unexpected develop-
ments, the outlook for business is
gnod. Retail buying is increasing.
There are plenty of good radio sets.
Good sales terms can be offered to

RADIO RETAILING, MARCH, 1939

1939

induce buyers. If, therefore, the
radio industry can develop the same
nerve and salesmanship that is typi-
cal of the automobile industry, radio
set sales should go up—not merely
in units, but the dollar value per
sale would be retrieved from the
sub-cellar levels of today and carried
into more profitable price brackets.
THE TIME IS RIPE AND IT
CAN BE DONE.

TIT Big figures—
20 Millions 5. = Heap
big palaver for radio dealers. Never-
theless there are today just that
many registered automobiles travel-
ing the highways and by-ways
WITHOUT a radio.

True—that some of those cars
don’t “rate” a radio. For others,
their owners can hardly afford to
buy tires, when needed, much less
than a radio.

But—ecut that figure in half if
you prefer—even fen million cars
offer a big sales opportunity for the
radio dealers who don’t take no for
an answer.

Just remember that sales of auto
radios can't be made from an arm-
chair or in a swivel chair, instead
you have to go out and do a selling
job if you want that kind of busi-
ness.

Manufacturers are  supplying
auto radios of unquestioned quality,
to fit any car and anybody’s purse.
There are enough non-radio cars in
any territory to give a dealer plenty
of “sales opportunities. Passing up
this business is passing up good
profits. If you do—don’t blame the
radio industry.

Radio and Congress;
land of proverbial liberty, our free-
dom of action and speech—guaran-
teed under the Constitution and the
Bill of Rights—is taken so much for
granted that many of us do not
recognize a time when there is need
for an active campaign in protection
of that freedom, when failure to de-

oy americanradiohistorn,. com

RETAIL
Radio Set Sales

(in units)

&

145—

TTTTTTITT

SameMen

February Sales

Business Barometer

l’ERSISTENT promotions, particularly of mi-

crobe models, are keeping unit set sales for
the country at large well above last year's level,
even though last year the figures were arfificially
upped through the tremendous volume of dump-
ing that was going on.

Thus the fact that for February our barometer
stands at 113, or 13% above last year, indicates
that the public is absorbing sets in good quan-
tities, but from all over the country come grum-
blings and complaints that distributors and deal-
ers are getting decidedly weary of going through
a lot of motions without much or any profit.

In some of the large cities, department or
chain stores staged special promotions which
helped independent dealers. In a few spots,
campaigns to sell a recently announced sub-
microbe set pushed up unit sales. Nevertheless
numerous dealers report that trading-up tactics
are successful when the extremely cheap sets are
not shown, others say they can't sell expensive
sets at all right now.

From southeastern states, particularly Alabama,
Florida, Georgia and Louisiana, a surprising num-
ber of dealers report healthy increases in Febru-
ary sales with the average values per sale well
above the midget levels and not far below last
year.

Most of the midwestern retailers appear to be
holding their own in unit sales, but dollar volume
is substantially below last year.

Reports from North Atlantic coast states reflect
unit performance about on par with last year,
while in metropolitan centers special promotions
are getting good response without building up
great dollar volume. Similar conditions seem to
prevail in the Pacific Coast states.

PAGE 9
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fend it may mean forfeiture of the
privilege of its enjoyment.

It appears that for the radio in-
dustry right now such a time is at
hand. Free speech and the American
system of broadcasting are under at-
tack. Congressional committees are
investigating radio. Numerous meas-
ures introduced in Congress propose
all sorts of regulations, limitations
and worse. Just what will come out
of all this, no one knows. Certain it
is that the radio industry and the
broadcasters must fight for self-pre-
servation or find progress and ex-
pansion hampered or perhaps en-
tirely stifled by the government.

What government interference or
control may mean is demonstrated
by recent news reports from Canada
where the government-controlled
Canadian Broadcasting Corporation
reigns supreme.

That body has decreed that there
are to be no privately owned fac-
simile broadcasting stations. Simi-
larly, the development of privately
owned television stations is frowned
upon, and only recently an already
existing Canadian broadcasting sta-
tion (in good standing) was denied
the privilege of investing $85.000 in
television transmitting equipment by
being refused a license.

Under its charter, the CBC prac-
tically controls the ether, may regu-
late, determine or prescribe in con-
nection with all broadcasting activi-
ties. Its regulations and censorship
reach right down into the termin-
ology of broadcasts. And, as in Can-
ada’s mother country, Great Britain,
owners of radio sets must pay an
annual tax of $2.50 for the privilege
of listening in. It is probable that if
British listeners did not have access
to the highly popular Luxembourg
programs, and Canadians could not
tune in on United States programs,
but that they would have to listen
solely to what government con-
trolled stations dished up to them.
hoth countries would have far fewer
radio sets.

It is our constitutionally guaran-
teed freedom of speech and action
that has enabled the American
radio industry to lead the world in
development, has enabled us to put
at least one radio set into 9 out of
every 10 homes, has given American
broadcast programs world-wide
popularity,

It behooves everyone, directly or
indirectly interested in radio, to
help guard that freedom against any

PAGE 10

encroachment, actual or implied,
from whatever quarters it may
threaten. Only by demonstrating
our readiness to protect that free-
dom can we prove that we are
worthy of its enjoyment.

On the Loop Sales feature

sufficiently
dramatic to attract consumer atten-
tion this season is the built-in loop
of special construction designed to
make certain sets under certain con-
ditions “antennaless.” Cleverly ap-
plied several months ago to home
sets by one manufacturer who im-
proved an early idea by adding static
shielding, the stunt lent itself to
many new battery portables when
compact and efficient winding types
were developed. And now it appears
certain that many power-line receiv-
ers will adapt it to further add to the
convenience of home set installation.
Noted in most instances will be
some directional pickup character-
istics. Used to favor broadcast sig-
nals and discriminate against un-
wanted electrical noise, especially
where effective static shielding is
provided, the feature can do much
more than just simplifv installation.
And where an outside antenna is re-
quired in remote areas it will be
found that in most cases binding
posts are provided for such external
collectors.

Tube Life Recently. while

testifving  before
the Temporary National Economic
Committee in Washington. Dr. F.
B. Jewett, Vice President of the
American Telephone and Telegraph
Co., mentioned a 50,000-hour vacu-
um tube used in long distance tele-
phone service.

Some investigators pounced on
the item. thought that somebodv had
been holding out. wanted to know
why such long life tubes were not
made available to the public for use
in radio sets.

Dr. Jewett points out that to
build such long life into anyv tube
“would definitely entail a greater
cost” and suggests that in connec-
tion with radio sets. that are a
“thing of relatively short life, per-
haps four to six years” nothing
would be gained by using tubes
whose normal life is eight to ten
times the life of their associated
equipment.

From the standpoint of the com-

wwwLamericanradiohisters~—com

mittee, Dr. Jewett's statement from
which we quoted should settle the
matter.

From the standpoint of the radio
dealer and serviceman, it appears
that, as far as the public is con-
cerned, 50,000 hour tubes have heen
supplied ever since tubes were put
into radio sets. The set owner leaves
the tubes undisturbed until some-
thing happens and then resents the
fact that new tubes may be needed.
Many set owners brag about the fact
that they have not touched a tube
in their sets since they hought it.

It is about time that the industry
tell the public just what highly sensi-
tive function a radio tube performs.
how continued service impairs per-
formance, why periodical replace-
ment is necessary to perfect recep-
tion.

Dealers and servicemen will co-
operate in educating the public if
manufacturers will supply material
for a ““change your radio tubes once
a vear” campaign. Who will star!
the ball rolling?

Hollywood Holdout From
Hol-

Iywond come persistent rumors that
movie makers, attributing a pinch
at the pocketbook to radio and con-
cerned about the imminent competi-
tion of television, plan to deny
broadcasters continued use of their
brightest stars.

Should such a ban bhecome effect-
ive we suspect that the movies will
lose infinitely more than will radio.
For the box-office power of movie
stars depends very nearly as much
upon their ability to keep in the
public eye through every available
publicity medium as it does upon
their actual ability on the silver
screen. And radio is the most effect-
ive publicity medium vet devised by
man.

/ EDITOR
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The Webster Electric Amplifier Assures
a Complete High Quality Mobile Sound System

When you buy a Mobile Sound System you
might just as well get outstanding appear-
ance as well as outstanding performance.
You very definitely get both in this fine
Webster Electric unit.

Note the illustration. Have you ever seen a
better looking unit? Follow the arrow and
see how simple it is to change for either
110-volt operation or 6-volt battery opera-
tion. It is convenient, too. Four speaker re-
ceptacles are provided with change-over
switch for matching impedance. The power
output is 20 watts at 5% harmonic distor-
tion. Gain: 130 D. B. for microphone; 91
for phono unit.

The complete system includes amplifier
with turntable and crystal pick-up; hand
type crystal microphone with shielded cord
and plug; two P.M. dynamic speakers with
cords and plugs; set of matched tubes and
power packs for operation off of 110-volts
A.C. and 6-volts D.C. and battery connect-
ing cord.

Write for complete specifications on com-
plete line of amplifiers and portable sys-
tems. It is a well-known fact that you can-
not secure anything better than Webster
Electric quality—at moderate prices.

WEBSTER ELECTRIC COMPANY
Racine, Wisconsin . . . U.S. A. . . . Established 1909
Export Dept., 100 Varick Street, New York City
Cable Address "ARLAB"” New York

“Licensed by FElectrical Research Products, Inc., under U. S. Patents of American
Telephone and Telegraph Company and Western Electric Company, Incorporated.”

Webster ¥ Electric

“Where Quality is a Responsibility and Fair Dealing an Obligation”

ELECTRIC
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HESE top-notch mer-

chandisers know «

good thing when they see it . . . are more

than willing to back it up with newspaper

advertising like this! At $9.95, with the

magic aatenna Aeroscope, Admiral is the

hottest thing in radio today! Over one

; -3 hundred thousand Admiral radios have

{, 7t Surcayg, been sold since January first! Ask your
- ,—r/r,ém'ml,' oy X jobber or write for descriptive circular.

Agoseops CONTINENTAL RADIO & TELEVISION CORP.

3800 W. Certiand St. Chicago, IlI,
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S ma l l T owi S E T U l’ e o o These are the principal out-

lets through which sets reach the public in Beaver Dam, Wisconsin

(Pop: 10,000. Considered average by U. S. Dept. of Agriculture)

| 2 r

RADIO—Harry Guenther of Guenther APPLIANCES—Mrs. Evans of Beaver SERVICE—Neal Blanc of Beaver Radio
Electric cultivates young people, believes Appliance handles the store while hus- concentrates on repairs, moves a lot of
in liberal home demonstration band Bill sells on the outside Ireplacement tubes

SERVICE—Earl Dowd of Dowd Service DEPARTMENT—Barney Spoon, radio BICYCLES--Lawrence Buchta of Larry’s
likewise concentrates on repairs, much manager for the Gamble Store, sells Cycle Shop does a job on both radio and
of it for other dealers mostly for cash electrical appliances

.

HARDWARE—N. R. Klein of Zweck- HARDWARE—Art Volkmann of Volk- PAINT—Merritt Belling finds Quandt’s
Wollenberg sells largely through news- mann Hardware keeps his well handled Paint Store floor traflic ideal for radio
paper ads and old customers radio display up front selling

(Other outlets jor radio: Witt Auto, Economy Boys, Coast to Coast, Gus Hall)

RADIO RETAILING, MARCH, 1939 PAGE 13
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TWIN LINE
MODEL STORE

Here’s one ideal way
to display both radio
and refrigeration, as
visualized for dealers
by Crosley. Note defi-
nite split, on floor and
in  windows, island
display for auto-radio
up front

EXIT CARRIER PIGEONS

Last year Harper’s Bazaar ballyhooed its Paris correspondent’s
pre-season fashion review by sending advance copies to style.
setters via carrier pigeon. This year the magazine’s Carmel
Snow broadcast the news, exec Fred Drake sent RCA-Victor
battery portables to 175 via messengers so they could listem

PAGE 14

COPS REALLY BIG NOISE

Used to promote street safety and to direct traffic is this sound
car maintained by the Idaho State Police. Tricky-looking
weatherproof speakers on the front fenders are Atlas “Marine
Midgets.” Haight’'s Radio Service of Boise supervised the
installation

RADIO RETAILING, MARCH, 1939
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30-WATTS WORTH OF RELIGION

To isolated mountain regions of the Virginias,
religion is carried by the Diocesan Missionary
Fathers of Richmond in this new trailer. Included
is a sound system installation incorporating radio
tuner, phono turntable and mike, just completed
for them by the Lafayette division of Wholesale
Radio Service

RADIO RETAILING, MARCH, 1939
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NEAT, BUT NOT GAUDY,
WINS $100

One hundred smackers richer is
Rochester’s Arthur W. Granger, who
designed this mechanically efficient,
wsthetically effective radio service
shop layout, submitted a picture of
it and won $100 offered by Hygrade-
Sylvania in a modernization competi-
tion just concluded. Granger Radio
Service has been in business five
fruitful years
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Are NEW RADIOS
GOOD ENOUGH ?

One way to help the dealer sell up

is for the manufacturer to build up

CROSS the Editor’s desk with

significant frequency come let-
ters from the trade like the follow-
ing:

“U have just lost another sale
through no fault of my own. A
man camme into the store and said
that if I could demonstrate a new
radio that would pick up less code
interference than his six year old
receiver he would buy it. I confi-
dently took a $79 set to his homne
and, wmuch to my consternation, it
not only failed to reduce the inter-
ference but actually was bothered
more. Furthermore, while I natu-
rally did not admit it at the time, I
agree with the man that the tone
quality of his old set was at least as
good as that of the new one.”

The trade is becoming skeptical
about the performance of many new
models. Admitting that some are
easier to tune and cover more wave-
bands, the average dealer is not too
certain that actual reproduction on
local broadcast stations to which
most people now listen is “all .it
should be. -

This attitude among retailers is
not conducive to successful selling.
Should it be communicated to the
consumer, the inevitable result
would be a reduction in vital re-
placement business. For while fea-
tures that make a radio easier to
operate and designs with striking
eye-appeal undoubtedly create initial
interest in a new set to a much
greater degree than that which in-
dustry so loosely terms “quality”
the latter is assumed by the replace-
ment prospect and its omission is
apt to throw a monkey-wrench into
a sale during comparative demon-
strations.

Expediency Vs. Future

Technical questions asked by the
trade include such obviously cynical
ones as these:

“Is the omission of TRF stages
from most of today’s superhetero-
dynes a step forward, or backward?

PAGE (6

“Is the almost universal use of
single multi-element tubes rather
than earlier push-pull triodes desir-
able?

“Is the wmarket best served by
speakers with small baffles plus tone
compensation systems which dis-
guise low note deficiency or by sets
equipped with adequate baffles in
the first place?

“Is the manufacturer jusiified in
skimping the safety factory of parts
w order to further compress either
the size of the set or the price?

Less technical, but still in the
same questioning vein, are letters
such as this:

“Is the semi-modernistic cabinet
style in which most new radios are
encased really what the average
woman wants or are they too ob-
trusive?

Difficult Line to Draw

To the trade it appears that some
recent design trends are justified,
if for no other reason than tem-
porary economic necessity. It is

- also felt, judging from our mail, that

the manufacturer may be justified
in any effort which through actual
volume: praductiofi savings, employ-
ment of new circuits, tubes and com-
ponents puts radio within reach of
more people. However the feeling
is growing that it may be neither
in the public’s ultimate interest nor
that of the manufacturer to cut
prices still further by omitting
things which his own engineers un-
doubtedly tell him belong in any
modern model. Shrewd dealers ob-
serve that such practice might be
considered “selling one’s birthright
for a mess of pottage.”

Just where to draw the line of
demarcation is a serious question
which involves more than just the
manufacturer. There are features
whose omission may perhaps be
economically justified when satis-
fying low income bracket demand
or when designing models specifi-
cally for auxiliary use. Other fea-

_WAWW-americanradiehistorv-com-———
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! by PROVISIGN FOR PHONO

ADEQUATE BAFFLE

GDOD VENTILATION

LOW DISTORTION CUTPUT STAGE
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CONSERVATIVELY

MINIMUM HUM RATED PARTS
{f :

N
\

TR_F STAG EX\

/ L : These increase convenience, aid
/ appearance, quickly distinguish
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B UNSEEN QUALITY
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CAREFUL FACTORY INSPECTION

EASE OF SERVICIfIS
The Consumer’s Dollar Should

Buy a Good Measure of BOTH



www.americanradiohistory.com

Did the

Radio Industry

140 1929 1930 1934 1935 1936 1937 1938 1939
lose its nerve
A in 19387
120 —\— w ——
)
A
1 - =1 '
100|— 4 aa ey s i°_°-°’f’ | S -
. @
[ 3 NE RAL
go| © al J
| | |
[ | [
60 — — | —_— = cis
o |
0\
h |
40 > | =
| Here Genera! Business
| | | turned sharply upward
20 - ' [ [ while Radio Prices
| | continued to fail
X BUSINESS WEEK | |
0

tures cannot be dispensed with if re-
placement sales are to continue to
people who want and can afford to
pay for quality and who should be
sold without recourse to razzle-
dazzle methods.

Dealers, prone to be vitriolic when
writing to a magazine such as Radio
Retasling which they know to be
edited in their interest, generally
say that manufacturers are largely
responsible for the gradual cheap-
ening of radio in the eyes of the
public. And to a certain extént we
must agree, pointing out in passing,
however, that many factories have
undoubtedly found it essential to
cut corners through lean times in
order to eat, and would not in nor-
mally profitable years stoop quite
so far.

Because we know that most of
our retail readers can “take it” as
well as “dish it out” and would
prefer not to be Pollyanna’d we
simultaneously say that while the
manufacturer’s featuring of price in
advertising has been one of the chief
causes of unit sales price declines
so also have many dealers, despite
profession of dislike for cheap sets,
fostered this trend by taking the line
of least resistance and virtually de-
manding still cheaper sets for com-
petitive use.

Two things must happen if the
radio industry is to continue as a
profitable major business. Manu-
facturers must stop cutting corners
where such shortcuts jeopardize to-
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morrow’s market. And dealers must
support such a policy after it is
established by materially intensify-
ing whatever effort to sell better
merchandise they have made in the
past. This is just paraphrasing
our headline to the effect that deal-
ers must sell up and manufacturers
must simultaneously build up. Nei-
ther effort is apt to be very suc-
cessful without the other.

If you like your spades called
spades . . . most people already re-
place radios only when major re-
pairs seem imminent. They think
a cheap new set is just as good as
models priced up closer to what
they paid for their old one insofar
as noise-free quality on locals most
frequently listened to is concerned.
Many feel that the convenience fea-
tures and bulk of higher priced
sets are scarcely worth the extra
cost. And some in the trade pri-
vately agree.

This is not a healthy condition.

Not 4 Question Of Size

When we say in just so many
words that reproduction quality of
all new radios, regardless of price
or size, should be at least equiva-
lent to that turned out by older re-
ceivers designed for the buyer in
the same general income bracket,
we know that many loopholes are
thereby left open for “needlers”.

There are those who will say that
the public should not expect as
good quality from a new $15 table

WA americanradiohister~—ecom

model as from a $50 table model
made five years ago. Or as good
quality from a new $50 console as
from an older $150 job. But the
public does and if it is not forth-
coming there will be trouble. The
trade, rather than the public, has
established new low, medium and
high price group ideas and has led
the consumer to believe through in-
tensive and  none - too - modest
claims that startling savings have
been effected without sacrificing
quality simply by employing new
circuits.

It is not a question of size. Rock-
bottom priced midgets and table
models of today should in all re-
spects perform at least as well as
the lowest priced sets of yester-
year, even if there is a wide differ~
ential with respect to cost, if they
are to do more than temporarily
fascinate people who are replacing
similar sets. Table models and
consolettes of today designed for
the middle-class buyer must simi-
larly outperform older receivers
with respect to quality, even if the
medium-price range has been ma-
terially lowered by the industry’s
own efforts. And upper-bracket
consoles and combinations should
turn out obviously better stuff for
the tone-critical than earlier “super-
super”’ specials.

We do not mean to imply that
the cheapest midget made today
must deliver quality better than that
of a $300 console made in 1934.

RADIO RETAILING, MARCH, 1939
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The average consumer, even if slick
copy has partially sold him that
idea, can be readily convinced that
this is asking too much. We do mean
that that same cheap midget must
compare favorably with the lowest
priced radio ordinarily available in
1934.

There are also those who will say
that tone quality does not mean a
thing to the average radio listener.
We will admit that it is not yet
tangible to many, but we are con-
vinced that this idea is too readily
accepted by the trade for its own
good. As pointed out in an earlier
paragraph, visible features may
make a very necessary flash first
impression but good tone is as-
sumed to be part of any new radio.
And tone consciousness is becom-
ing more pronounced every day,
particularly where the consumer has
become interested in recordings.
Comparative  demonstrations on
quality will be the major sales ap-
proach of the future. We must
make sure new sets will win in this
respect as well as in others.

Tone is admittedly hard to sell
because it s so intangible. But it
will, tomorrow, be the soundest
argument for replacement. Modern
radios simply must have it. Other-
wise the whole business is asking
for a black-eye.

Trick cigar-lighters do help sell
automobiles . . . but the essential
functions of this transportation de-
vice, speed and riding comfort, are
continually improved.

“Double-jointed” shelves do help

sell mechanical refrigerators . . . but
new boxes are designed as a mat-
ter of course to keep food better,
freeze ice faster.

These and other businesses rec-
ognize the fact that the public is
something of a “setup” for style but
they do not go quite so far as to
assume that this is so to the exclu-
sion of discrimination regarding
actual results. Nor do they often
cut prices below a limit determined
by minimum requirements for
preservation and improvement,
however slight, in such fundamental
results.

This is just good, old-fashioned
horse-sense.

Entire Industry At Fault

While certain manufacturers, and
certain models of certain manufac-
turers, are perhaps beyond criticism
and some dealers may be straining
every muscle to sell up, we will
“stick our neck out” for the good
of the industry’s soul far enough
to make this flat statement:

It is not enough that just a few
manufacturers make just a few
models that are functionally better
than old sets. Nor is it enough that
just a few dealers sell up. The en-
tive industry, including manufactur-
ers, distributors, dealers, servicemen
and the press, must wipe out any
impression created in the wind of
the consumer by any new radio that
ALL new radios lack quality.

Just how “building up” is to be
accomplished throughout the manu-
facturing group is a matter for de-
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cision by the RMA. Two possibili-
ties come to mind: Sets designed
for auxiliary use about the home
might be so labelled. Members of
the Radio Manufacturers Associa-
tion might find it more desirable to
establish minimum technical stand-
ards for sets regardless of price.
Such standards should have a prac-
tical meaning to the consumer
rather than just to the engineer.
Given better merchandise with
which to do the job, it will then
remain for the dealer to sell it.

“Selling up” by the retailer is
absolutely essential if any move
made by manufacturers to improve
quality is to be successful. Com-
parative demonstration must be
practiced to a much greater extent
than it is today. If retailers ask
that manufacturers have the cour-
age to soft-pedal cheap sets they
themselves must have the courage
to chance a lost sale or two in
order to stop people who can afford
really good radios from buying sets
intended for people down at the
bottom of the financial ladder.
They must not sell “second” sets
s “first” sets.

This is no job for the manufactur-
ers alone but one for the entire
industry. The joint job of build-
ing up and selling up is one which
should be tackled immediately to
avoid further heightening the al-
ready non-too savory reputation of
the radio business.

100
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How to A¢ct When the

It’s a lot easier to get people to call you when

they need service than it is to actually get their

business after they call . . . and that’s what counts

SUCCESSFUL plan to build

business by telephone, just as
any other sales plan, must rest upon
the bedrock of service—the radio
retailer’s ability to do in a pleasing
manner what the customer wants,
when he wants it, and for a price
he is willing to pay.

It is with this in mind, that the
following five-point plan to get
more telephone business is con-
structed.

Most telephone plans you've read
about probably begin with ways to
get more telephone customers. But
before you lay plans to get more
people to call you, make sure you
are handling the telephone business
that now comes to you in a way
to promote customer satisfaction

PAGE 20

and to bring you the most dollars
possible.  So the first point in
our plan is:

Make every possible improvement
in the service given on calls you
now receive.

WE have put this point first
because service improvement
is the first step toward getting more
telephone business. If you give
good service on your telephone
calls, your customers will tell
others about it. And there’s no
better advertisement than a satis-
fied customer.

Examine carefully your methods
of handling telephone calls with this
question in mind: Do I handle all
calls now—from the time the tele-

BAD—Ofthand handling of calls by irre-
sponsible employees can kill more business
than any telephone can bring in,

WA= erieanradiohistern~ecom

phone rings until I complete the
job—in a way that is satisfactory
to the customer?

Start at the beginning. How do
you answer the telephone? Do you
pick up the receiver, and in a gruff
and more or less uniriendly way
say “Hello,” without giving the cus-
tomer any idea that he has reached
the proper place for good, depend-
able and friendly radio service?

When you answer the telephone,
use your firm’s name and your
own—"Blank Radio Service, Mr.
Jones speaking.” Say it in a way
to let the customer know that you
are glad he called and are ready
to give prompt attention to his
wants. Incidentally, be sure that
some responsible person—someone
who knows the details of your busi-
ness and is familiar with your way
of handling customers—is always
at hand to answer the telephone, if
you can’t be there yourself.

In every telephone interview
make sure that you understand just
what the customer wants, so that
you won't leave the shop only par-
tially prepared to do the job. If
you can’t do the job at the time
wanted. tell the customer so and

RADIO RETAILING, MARCH, 1939
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try to arrange a time that is mu-
tually satisfactory. In other words,
keep whatever promises you make.

Remember that, on a lot of calls,
the customer will be getting a first
impression of you and your ways
of doing business. Make this first
impression a good one. Let him
know that you appreciate the op-
portunity to serve. And when you
have finished the interview, thank
the customer for the call and bid
him a courteous goodbye.

Only after you've looked into the
matter of handling your incoming
calls properly, are you ready to give
consideration to the next point in
our five-point plan.

Be sure that you get as many
dollars as you can out of your pres-
ent telephone business.

GOOD—Careful handling of
calls is assured when the em-
ployee pretends that the cus-
tomer is present in person.

calculated to swell the nickel input.
article.

*We asked this New York Telephone Company sales solicitation expert to don false
whiskers and investigate the use of telephones as business-getters in radio stores
with faint misgivings, rather expecting him to come back with a roseate picture
We're less hard-boiled since we read his
For Mr. Harrel leans over backward to help telephone subscribers get
the most for the money they already spend on the service, makes some practical
suggestions which we feel certain will be of genuine value to our readers.

OW many people call you to

ask about a repair job and
then don’t give you the “go ahead”
signal because of an unsatisfactory
telephone interview? The other
day we overheard a conversation in
a radio shop that went something
like this:

“Well, T'll come out and look it
over. Of course, you know we have
a minimum service charge of a
dollar for making any kind of in-
spection, even if we don’t get
the job.”

That repairman didn’t get that
job, and it isn’t likely that he will
get any future jobs from the caller
because of this unsatisfactory in-
terview.

A customer calling you for the
first time usually asks a number of
leading questions in order to find
out what you're like, what your

RADIO RETAILING, MARCH, 1939

service policy is, whether or not you
can do the job for a reasonable
amount. Go back in your mind
over the last few interviews of this
sort that you have had. Put down
the questions you've had customers
ask you and then figure out answers
to them—answers calculated to get
the customer to let you make an
inspection of his radio or refrigera-
tor or whatever it is he wants re-
paired. You can talk over the
price later.

These calls that come in will
group themselves into several dis-
tinct classes. Look at your tele-
phone business with this in mind,
classify the various types of calls
you have, and then work up your
part of the interview. Have in
mind in general terms what you
are going to say, how you are going
to meet situations presented.

_ ywanvamaricanradinohistory. com,

“possible.

Another means of getting the
most dollars out of every call 1s

“suggestion selling.” Many calls
offer an opportunity to suggest to
customers some item of your stock
which they may need.

Say you have a special price on
an electric iron. If one of your
service calls is from the woman of
the house, you have an opportunity
to tell her about the special, to
describe the iron in enough detail
to get her interested, and to offer
to bring it out with you when you
come to repair the radio so she
can see it. Incidentally, experi-
ence indicates that customers ap-
preciate helpful sales suggestions.

Put this suggestion selling on a
seasonal or related item basis, if
Examples of seasonal
suggestions are electric heaters at

(Continued on page 60)

PAGE 21



www.americanradiohistory.com

SERVICE by SYSTEM

By HAROLD F. JENKINS

Fred C. Harrison, Parts Distributor

FTER five years of close asso-

ciation with radio servicemen,
I am convinced that many of the
management problems confronting
them can be readily solved.

Frankly, T believe that the aver-
age serviceman, like most people of
a technical turn of mind, is an ex-
tremely poor businessman. Sales
methods, and most important, per-
haps, collection methods, are
“Greek” to him.

The suggested remedial plans in
this article are all tried and proven.
Two of them, I have “stolen” from
successful service shop operators,
with their permission of course.

First, let’s cover price-cutting
competition. Curlously, your cut-
price competitor may be doing it
unknowingly, as I have frequently
found.

Checking closely on the customary
complaint that the fellow down the
street is doing work for nothing, a
surprising fact showed itself. Be-
lieve it or not, few servicemen have
the slightest conception of how much
to charge for work done. Some who
are considered price-cutters, are
merely afraid to charge a fair rate,
because they think the other fellow
is asking less.

Of course, a definite price sched-
ule for various types of work done
cannot be adopted which would work
in all sections of the country. Con-
ditions, and living costs vary too
greatly. However, where there are
organized service groups, a frank,
round table discussion will do won-
ders in improving this condition. As
an example, in Elmira, N. Y., the
local organizations have worked out
a scale of minimum charges for va-
rious types of work. Each individual
may charge as much more than this
as he desires, but all agree to avoid
going under the established figure.
It has worked successfully for three
years, and definitely raised the status
of the servicemen in the community.

Now, for advertising. I have
found that most servicemen believe
that the word, applied to them, con-
sists in its entirety, of the follow-
ing: (1) A constantly run classified
ad, (2), a post card mailing every
six months to approximately 5% of
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SUGGESTED MINIMUM — The
author thinks these service charges
are fair to the consumer, profitable
for the serviceman

the total number of set owners in
the community: (3) and as a super
colossal climax, a once-a-year drive
on free home tube-testing. This drive
consists of a one inch, one column
insertion in a daily paper, followed
by patient waiting for the telephone
to bring results. This drive always
takes place at some time of the year
when business is slow. Why does it
fail? When customer interest is
low, results would be meagre, even
though you were to offer a free tube
or two. The real time to try this is
at the peak of the season, some win-
ter month. And the real reason for
the drive should not be to sell a few
extra tubes, but to make permanent
new customer-friends.

I am only going to suggest a pro-
motional method that can be worked
the year around, costs nothing, and
is perfectly ethical. It is based, first,
on eliminating an itemized repair
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bill. By this, I do not mean tubes,
but rather a statement broken down
which shows $3.00 labor charge, and
a part replaced which lists at 27¢.
The customer never can understand
this. To itemize a bill, unless re-
quested to do so, is just sticking
your neck out for trouble.

The plan? Here it is. When you
are called to a radio owner’s home
and find that the chassis must be
taken to the shop for repairs you are
usually asked what the cost will be.
Estimate slightly high. Then, return
the set with the charges 50¢ or a
dollar under this figure.

Analyzing the customer’s mind,
we find that his impression is this:
The first estimate was a given fig-
ure. Yet, the final cost was less.
The serviceman could have collected
the higher price. But, he did not.
Now, here is one honest radio man.

(Continued on page 62)
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You Can Make Money At Kelvinator’s

bl

CUT YOURSELF IN
on 1his biggest Refrigerator selling

event in 25 years — Kelvinator’s

Silver Jubilee Celebration!

XPERIENCED MERCHANDISERS—de-

_i partment slore executives—dealers
who know what it takes to get store
traflic—appreciate the sales value of
special events. Experijenced merchan-
disers are saying, ““This Jubilee of yours
means business for us.”

Every Kelvinator dealer and distril)-
utor is getting ready to cash in on the
big celebration . . . with its six-day
Birthday Party . . . brand-new promo-
tional material . . . live-wire local co-
operative advertising and free gifts!

Thisis going tobe the “hottest” sales
promotion of the year. Behind it is the
story of the first sucé®ssful refrigerator
and the latest Kelvinator models . . .
the story of improvement after im-

RADIO RETAILING, MARCH, 1939
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BIRTHDAY PARTY!

DL

dealers and distributors plan to give away free gifts and special frozen desserts to celebrate the occasion.

provement that dates back to the very
first eleciric refrigerator.

Behind it is the new 1939 Kelvinator
line, with more new features to talk
about . . . more new features to sell . . .
with new low anniversary prices that
will make Kelvinator the “value” line
of the year.

Behind it is the practical, effective
sales training program of the Kelvina-

tor National Salesmen’s Institute,
turning lookers-around into buyers,
demonstrations into sales, store traflic
into profits.

All this means that 1939 is going to
be Kelvinator’s big year . . . your big
year, too—if you include Kelvinator
in your plans. Don’t just wish you had
—get your share of the profits now,
IT’S NOT TOO LATE!

Perfected Product of a Quarter-Century!

ODAY, Kelvinator adds a

fitting climax toits first 235
vears of pionecring ... by in-
troducing the new Silver Ju-
bilee models . .. modern . .
beautiful ... sensational . ..
as revolutionary as the first
Kelvinator that  introduced
electrie refrigeration.

These new “selling features®
give voun the opportunity to
make 1939 a volume vear for
you and your salesmen.

Silver

NEW! Conditioned Cold—the
latest refrigeralion diseovery
.« . flavor proteetion in spe-
cial compartments for meals,
vegetables. and frozen des-
serls.

NEW! The Polarsphere—con-
sidered the most eflicient cold-
producing unit made. Com-
pletely sealed in a welded
sticel ball . . . produces ecold
power ¢nougzh for five refrig-
erators.

NEW! “Family Planned” in-
terior . . . shelving arranged
to end groping and fambling.
New wider front, less depth,
more storage space.

NEW! Vegetable Bin. Dry
storage for nearly two bushels
of onions, potatoes, squash,
ete. Tilts open easily. Attrac-
tive chromium type handle.

Kelvinator,Division of Nash-
Kelvinator Corp., Delroin,
Michigan.

- AEIVINATOR

BE IN THE SPOTLIGHT WITH KELVINATOR IN 1939

wiwwLamericanradiohistopns.com
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TESTERS and TIRES

Facts and figures about instrument upkeep, car maintenance expense

ACK in the bold, bad Mis-

sissippl River steamboat gam-
bling days, there was a card sharp
named Broncho Billy who used to
fight his way out of tight spots by
butting. Apparently possessed of
a skull an inch thick, Herbert As-
bury says in his book, “Sucker’s
Progress,” that Billy would hold
his victims arms and bang him
with his head, with dreadful re-
sults. Still, poor Broncho Billy died
early of lead poisoning.

In the radio repair business, I
am appalled by the number of fel-
lows who try to butt their way out
of tough situations by brute force.

Fixing radio is a difficult enough
gamble. Why should a man de-
pend on his head alone when there
is so much equipment to help him?
In my peregrinations, I observe
that there is a severe turnover in
servicemen. What makes so many
lads give up radio repairing to re-
turn to careers as bundle-wrappers
in grocery stores and as pilots in
livery stables? With an estimate
of 26,428,797 radios in the United
States and 5,283,000 sold in 1938,

the amount of work for servicemen
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By JOE MARTY

Executive Secretary
Radio Servicemen of America, Inc.

is continually increasing. So why

this turnover? Why?
One Way to Oblivion

One of the quickest ways down
the chute to oblivion as a radio
repairman is followed by the fel-
low who lets his test equipment be-
come obsolete, the fellow who tries
to substitute eyes, ears, hunches
and a screwdriver for critical ap-
paratus that will really tell what’s
wrong. Like a doctor who throws
dust in his patient’s eyes by using
big words, he may get away with
it for a while. Sooner or later,
the sick radios come home to roost
and a serviceman gets a bad repu-
tation. Then it is a case of back
to truck driving or nothing.

In the survey made by the Ra-
dio Servicemen of America on
average monthly expenses, we en-
countered something which should
make the test equipment people

open their eyes wide. We found
that smart operators were con-
stantly buving new stuff. The

wwWW-_americanradiohisterv-com

lowest figure reported was $5.40
per month for replacement on test
equipment. The highest report was
$13 a month with an average
of $8.15.

When I opened up shop as a
serviceman several vears back I
had this investment:

Analyzer ............... $100

Mutual conductance tube
tester ............... 125
Second hand oscillator. . . 40
$265

After six months 1 found that
the oscillator was no longer suit-
able because there were new fre-
quencies being used. I laid $47
on the line for a new one. Then
came along new tube bases and the
old analyzer was out. I bought a
new checker for $40.

A year later, in 1935, I had to
junk my signal generator again.
The new one, with a wobbulator,
cost me $75. I bought an oscil-
loscope for $84.50. Incidentally,
when I felt I needed it, I got ten
lineup jobs at $7.50 to pay for this
gadget. By 1936 my tube tester
was out again, and a new tube
checker cost $57. At that time
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Item

Repairs (misc

* One typical case.

Gasoline (2,864 gal.). ..........
Oil (460 qt.). .................
Greasings (72) ...............
Woashings (23] ................

Joo
Battery .................... ..
Tires .. ...
lnsurance ....................
Licenses (7) ..................

Totals for operation. . ....... ...
Depreciation . ................

Grand total cost..............

COST of Operating Ford Car Six Years™

Total Mi. per
Cost Unit

oo $469.91 17.61. .. ..
12746 . ... .. .. 109.66. . . ..
70.18 .. ... 700.64. . . ..
1800 . ... .. ... 21933. ... ..
17063 .. ...
2238 .
48.08 ... ...
6830 ...
60.75 .
$1,055.69 ... ... ...
405.63 ...
$1,461.32 ...

Cost per Cost-Cents

Unit per Mile
..... 164c... .......0.9315
..... 27.7¢c...........0.2526
..... 97.5lc..........0.1392
..... 783¢c...........0.0356
..................... 0.3382
..................... 0.0444
..................... 0.0953
.................... 0.1354
....... 9.00 ea........0.1205
..................... 2.0927
..................... 0.804!
..................... 2.8968

there was nothing on the market
with which to check vibrators on
the automobile radios I was in-
stalling. I built one and the parts
cost me $42. Then I put in a
screen room in my place and that
set me back $25. In 1937 along
came another tube checker for
which I laid out $50 and a new
signal generator was bought for
about $50 more. There, gentle-
men, you have a total of $403.50 of
additions made within three years
to my original layout of $265.

The serviceman who doesn’t add
to his equipment and keep it up
to date with the changes in the in-
dustry is going to butcher his job.
He may think he gets away with
it, but I assure you that the pub-
lic, while it may be fooled on meth-
ods, is a darned good judge of re-
sults and will quickly put the bung-
ler out of business.

Another Common Headache

Next greatest stumbling block
that puts servicemen out of busi-
ness is their failure to recognize
that transportation is a considerable
item of expense. In our survey
we found this to be the case:

Shoot a paper wad into any
servicemen’s convention and the
chances are nine to one that you
will hit some fellow who says, “Oh,
I don’t have any car expense. I
just run around in my old jallopy.”

This fact, however, remains: If
you make a service call anywhere
within a radius of two miles around
your place it is going to cost you
25 cents to get there and back.
You are going to average two to
three miles per call. In the busy
season you will probably travel 25
miles a day and be able to spread
the cost over a number of jobs.
You may go only five miles a day
during your slack season or, say,
ten miles on the average day in
and day out. And each call should
bear its percentage of the cost.

Because servicemen notoriously
are fond of buying used cars it is
difficult to tell what the actual cost
of driving is. A used car is gener-
ally subject to more trouble than a
new car. Few owners keep any
cost records and the few who do
only note the gasoline, oil and repair
costs, insurance. IL.icenses and in-
cidentals are items often forgotten.

Once in a while there is some

AVERAGE MONTHLY EXPENSES

Average All Lowest Highest
5 Reports Reported Reported
Car storage........oovvvvuen.. $ 2.00 None $ 6.00
Gasoline .........covvvuuennn. 18.25 $6.00 50.00
Tires c.ooiviein i enn. 2.05 .50 5.00
License plates................. 1.50 .35 2.35
Car depreciation............... 13.70 4.00 25.00
Car iNSurance................. 1.05 None 4.50
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man who has done more detailed
bookkeeping on his automobile.
C. Milo Thelin, designing engineer
in the city engineers office at Fort
Worth, Texas is one of these, He
drove a model “A” Ford over a
period of 6.11 years, travelling
50,446 miles, or an average of
8,256 miles per year. All necessary
work on the car was done by garage
mechanics or service station at-
tendants except for an occasional
washing or polishing. Fire and theft
insurance in a private mutual com-
pany was carried continuously by
the owner and public liability in-
surance for the first two years only.
Depreciation of $405.63 was calcu-
lated by subtracting the trade-in
value of $267.00 from the original
cost of $640.25, plus $20.18 for
exchange on tires, $6.00 for car-
buretor air cleaner and $6.20 for
suitcase carrier, a total investment
of $672.63.

Thelin found it cost him 2.89
cents per mile to travel in a model
A Ford. This car probably repre-
sented automobile travel at about
its cheapest as it was a 4-cylinder
job. It’s a cinch that Buick, Dodge,
8-cylinder Fords and Plymouths
cannot cut this expense factor.

If you want to follow rule-of-
thumb, hang a map up in your
office and mark a radius of two
miles. Charge your customer 25¢
for every trip made in that radius.
From 3 to 4 miles charge them 50¢.

Play safe and your automobile
won’t put you out of business.
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OF THE SERVIGEMAN,
BY THE SERVICEMAN,
FOR THE SERVICEMAN!

ap'EREEEEE MAIL THIS COUPON IR Illlll: Yes . . . the RSA is yours, Mr. Serviceman! It's run
»n = by and for its members—uncontrolled by any outside
m RADIO SERVICEMEN OF AMERICA, INC. = interests. You elect your representatives (all respon-
m 304 8. Dearborn Street, Chicago, IIL. e sible officers are bonded)—and they work for yos!
M Gentlemen: m Here is what RSA gives you: v Advanced Circuit
n I hereby make application for membership in the [ Notes for Members each month. ¢ Technical Help
] Radio Servicemen of America m on Service Problems. Y Access to its National
u ] Speakers Bureau. v Advanced Service Courses to
e 0 T [ Members at slight cost. Y A Monthly RSA Publica-
o [ ] tion. Y Annual Convention. Y And many other
: AGAFESS .+ . e ettt e e u benefits now being planned,
= - Make progress this year by using your time to the
- best ad Send the C Today—and b
] ¥ Bonaaaaacaa0006aa008008AE06A08aEaaRGAG State.............. = est advantage. Send the Coupon Today—an e
= “in” with your fellow servicemen!
= I am enclosing $4.00 for Dues and Initiation. (Does not include ]
Local Chapter D h iz H
= oca apter Dues where Local Chapters are organized.) : Natlonal Yearly nues e e e e e s3_00
EEEEEEEEEEENEEEEEENEEEEEEEEEEEDL. Initiation Fee . . . . ... . . . . $1.00

Let’s Grow Together in 1939!
RADIO SERVICEMEN OF AMERICA, INC. *

Joe Marty, Jr., Executive Secretary 304 S. Dearborn Street, Chicago

*

STRIKING DESIGN MATCHED by BRILLIANT
T ~ &OST Take a look at this new Bell 15 watt P, A, System , _ . PERFORMANCEina NEw

then double check its features! Packed in its smartly

designed case of dustproof gray you’ll find such hit BELL ls WATT SYSTEM

[ MP LET E refinements as improved tone-control, larger baifles,
]\ - 3\ illuminated control panel, three input channels, heavy-
I'-. S = duty permoment magnet speakers, high-gain amplifier,
Ll N;E TBE octal series tubes—and many others! Supplied with any

current type microphone. Easy to service, too—ampli-
fier cover fastens {irmly with only two screws!
Readily portable in o compact unit, and available with
walnut speaker baifles and pedestal mike stands for
permanent installations. The biggest buy of the year!

Bell's complete line leads the field. Write for full
information . . . today!

11185 ESSEX AY
COLUMBU
OHI

e, Clevelawd, Ofie

ST : = THE SENTINEL DEALER HAS NO “JUST-AROUND-THE CORNER*
- COMPETITION ON HIS OWN LINE T e

/ COMPLETE
" LINE
SENSIBLY
_ PRICED.

Sentinel Radio Corporation - Dept. RR - 2222 Diversey Pkwy., Chicago
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How to Sell
AUTO-RADIO

By

FRED MERISH

IN a field survey covering eastern
radio retailers we found that
too few appreciate the profit possi-
bilities in auto-radio. Yet these
dealers, who get from 5 to 25 per
cent of their total volume from auto-
radio, report increasing sales from
year to year, with an average net
profit of 11.3 per cent on sales.

The big improvement in auto-
radio during the past few years
has brought a larger volume of
buyers into this market. Five fac-
tors, we were told, have largely
contributed to this increase: better
tone and tone control, push-button
tuning for greater safety and con-
venience, eye-appealing designs,
high signal-to-noise ratio, more
adaptable installation technique.

When car radios were super-sen-
sitive to interference from chassis,
generator, wheel or tire static and
external  electrical  disturbances,
when installation was difficult, ex-
pensive and often necessitated dis-
figuring a car, the auto-radio
possessed too many mechanical de-
fects to warrant acceptance by all
car owners. Often installation had
to be made piecemeal. Today, car
radio is a packaged job, quickly
sold, installed and serviced.

Cars On Road Best Bet

The average unit sale computed
from our survey work sheets runs
between $40 and $50, with fewer
complaints anent price buying than
formerly, eighty per cent of the
sales are to owners of cars from
1 to 3 years old. Fifteen per cent
are sales above $65, 8 per cent
above $75. Ninety per cent of all
sales are for cash. Some dealers
who had been advertising time-
payments discontinued the offer
through lack of demand.

RADIO RETAILING, MARCH, 1939
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INQUIRING REPORTER-—He got the lowdown from radio retailers

attributing between 5 and 25 per cent of their volume to car sets

Our field studies show that 15
per cent of all new customers come
in for panel controls, aerials and
automatic tuning devices to modern-
ize car radios in use, and dealers
frequently utilize thege contacts as
a wedge to sell new jobs complete.

Recommended Advertising Methods

Dealer hLelps play a big part in
promoting car radios. Many dealers
use display boards, complete with
built-in antenna and battery racks,
cooperative newspaper ads, color-
ful broadsides, posters, wall charts,
banners, window trims, neon-effect
signs, handbills and direct-mail.
These silent salesmen are doing an
excellent job for radio retailers who
seem to appreciate it, because we

vy americanradiohistorz.com

found many evidences of their use.
Some dealers are using coopera-
tive ads with success, others in-
clude car radio listings with home
radio ads. Power-line supply de-
vices were noticed in many show-
rooms, are used to eliminate the
danger of having a battery go dead
or weak during demonstrations.
Some dealers have built up a
substantial business in storage bat-
teries by selling power adequacy to
car radio purchasers, replacing old,
inefficient units with new. Other
dealers recommend service stations
and garage men to car radio pur-
chasers for battery and generator
replacement sales and service.

It apparently pays to establish
connection with service stations,
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battery dealers, garage proprietors,
dealers in trailers, car dealers and
owners of used car lots because
they contact many potential pur-
chasers for car radios. In some in-
stances, radio retailers provide
demonstrating units to such outlets,
but they advise certain limitations.

One dealer with 22 outlets insists
that each sell at least one car
radio monthly to keep the demon-
strator. Commissions should not
exceed 15 per cent. Some outlets
demand almost all the margin. Wise
dealers turn them down. The ra-
dio retailer must get sufficient mar-

gin on cooperative sales to pay for
the additional investment in demon-
strators, installation and servicing.
Demonstrators become scratched,
the models grow obsolete quickly
and they must be kept in good op-
erating condition, therefore mar-
(Continued on page 64)

1939 AUTO RADIO SPECIFICATIONS

Number Speaker
. and Type Type, Recom- Audio
Number Ll-sl Type Tun-  Size, and mended Qutput Tone Vibrator Battery I.F. Special
Model Price Tubes ing Location Antenna (Watts) Control Type Drain Peak Dimensions Features
ay @ @ @ &
Automatic Radio Mfg. Co., 122 Brookline Ave., Boston, Mass., (4ulomatic)
Cc70 $22.95 6G PD SE TFW 2.5 No NS 5.5 456 64x5x13
C30 17.95 5GT D SE TFW 2.5 No NS 4.5 456 6x4x9
C40 19.95 6G D 5E All 2.5 No NS 5.5 456 64x5x13
€50 24.95 6G R 6E All 2.5 No NS 5.5 456 83x74x7
€60 19.95 6G D S5E TFW 2.5 No NS 5.5 456 64x5313
‘C80 39.00 8G R 6E TFW 5 Yes NS 7.5 456 83x74x7
‘Continental Radio & Television Corp., 3800 Cortland St., Chicago, Illinois, (Admiral)
58 $24.95 5GM P SE All 3 NS 5.5 456 53x11x5%
69 39.95 6GM R 6E All 3.5 Yes NS 456 73x7x8%
Crosley Corp., (Cincinnati, Ohio, (Crosley)
A259 $19.90 5 *PD ESS All 3.5 No N.S. 6.7 455 5x5x12
Al69 2495 6 *PD ESS All 35 Yes NS, 7.0 455 5x5x12
* Electro-Magnetic Tuning.
Galvin Mfg. Corp., Chicago, Illinois, (Motorola)
9-24 $24.95 6LM P 6EC * 5 No NS 6.5 455
9-29 29.95 6GM R 6ES L 5 No NS 6.5 262
9-44 44.95 6GM R 6ES 1 5 Yes NS 6.5 262 Boost-O-Matic aeria
9-49 49.95 6LM P 6ES * 5 Yes NS 6.5 262 Motor driven tuner
9-69 69.95 SLM P 8p * 14 Yes NS 8.0 262 Motor driven tuner
15-F A 6GM P 6EC * 5 Yes NS 6.5 455 Ford 4+
16-C A 6 P 6EC * 5 Yes NS 6.3 455 Chevrolet 4+
17-D A 6GM P 6EC * 8 Yes NS 7.5 455 =+
18-0 A 6LM P 6E * 8 Yes NS 6.5 455 Oldsmobile 4=
19-B A 7LM P 8PC * 12 Yes NS 7.5 455 Buick +
20-P A 6GM PR 8E * 5 Yes NS 6.6 455 Pontiac 4
21-L aN 71GM PR 6iPC * 10 Yes NS 7.0 455 La Salle-Cadillac +
22-S JaN 6GM PR 634PH * 5 Yes NS 6.6 455 Studebaker 4+
24-K N 71GM PR 8E * 10 Yes NS 7.0 455 Packard 4+
25-N A 6GM PR 8PC * 5 Yes NS 6.6 455 Nash +
* Motorola type with Booster coil
1 Price includes antenna
A Price includes antenna and installation
T Dodge, DeSoto, Plymouth and Chrysler
=+ Specific models fit exact locations provided by car manufacturer
General Electric Co., 1285 Boston Ave., Bridgeport, Conn., (General Electric)
GA-62 $27.95 6GM P 6E All 3.5 No NS 7.3 465 63x71x12%
Howard Radio Co., 1735 Belmont Ave., Chicago, Ill., (Howard)
HA-10 $39.95 6GM DP 6iPC TFW 2.5 No NS 6.6 465 83x54x3
Noblitt Sparks Industries, Columbus, Indiana (Arvin)
7A $24.95 S5GM R SES w 3 No NS 6 455 84x84x6} Phantom Filter
8A . 29,95 6GM DP SES W 3 No NS 6 455 64x63x12 Phantom Filter
44C 49.95 6GM R 8ES w 4.3 Yes NS 6.7 170 83x84x74 Phantom Filter
6 22.95 S5GM DP 5ES w 3 No NS 6.0 455 6ix64x11% Station Variator
RCA Mfg. Co., Camden, N. J., (RCA, Vicor)
9M1 $24.95 5M DP SES TFW 4.0 No NS 6.8 455 6x6x11
9M2 29.95 6M DP SES TFW 3.5 No NS 7.3 455 6x6x11
Transitone Automobile Radio Corp., Tioga and * C ' Sts., Phila., Pa., ( Philco Auto Radio)
936 $29.95 6-GL R Eg8 wWu e NS 470 9x83x6%
937 49.95 6GL PR ES WU Yes NS 470 9x81x61 Reception Control
938K 69.95 7GL PR EC WU Yes NS 470 9x8+x6 Reception Control
933 39.95 6L PR *E W Yes NS 470 63x4 %x9%
* Speaker mounting optional; dash, instrument panel or universal.
Troy Radio & Television Co., 1144 So. Olive St., Los Angeles, Calif., (Troy)
557 $27.50 5G PD 55 All 2.5 No NS 5.5 460 12x8x7
85 34.50 5G R 548 All 2.5 Yes NS 5. 463 104x74x7
United Motors Service, Detroit, Michigan, (Delco Radio)
R-675 5SMG PD SEg Any 3.5 No NS 6.3 455 12x64x5%
R-676 6MG R 6ES Any 4 Yes NS 6.5 260 104x7§x6%
R-677 6SMG PD EPCH Any 4.5 Yes NS 7.0 455 12x64x5%
R-678 6SMG *PD 8EC Any 5.0 Yes NS 7.0 455 103x9x64
* Custom Built.
Wells-Gardner & Co., 2701 N. Kildare Ave., Chicago, Ill., (Wells-Gardner, Arcadia)
46C11-21 6G R 6ES W 6 Yes S 7.5 175 10}x73x6}
26C9-21 6GM P 6ES/C w 3 Yes S 7. 455 84x73x7
25C10-21 SGM P 6ES w 1.25 No S 5.5 455 63x12x1% or 6
(1} G—Glass (2) R—Remote (3) E—Electro-dynamic (4) B—Built-in Roof (5) ¥ S—Synchronous
—Metal D—Direct P—Permanent Magnet T-—Top S—Non-Synchronous
GM-—Glass and Metal P—Pushbutton S—In Set F—Fishpole
L—Loktal C—Cowl W-—Whip
H—Header U—Under Car
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IF YOU are this man, you qualify under the
Tung-Sol Consignment Plan. This means an
adequate supply of world-famous Tung-Sol
Tubes without investment. Write for details.

TUNG-SOL LAMP WORKS INC.
Dept. B Radio Tube Division

TUNG-SOL

RADIDO

TUBES ”%%/MZ/

SALES OFFICES: Atlanta - Chicago - Dallas - Denver - Detroit - Kansas
General Offices: Newcrk, New Jersey

City *+ Los Angeles - New York
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DRALER SPECIALS

LOW PRICED for HIGHER
DBALER MARK-TPS!

HModel 651—6 Tubes
6 tube (includes hallasr)
AC-DC superhet. Automat-
ic volume control. Tunes
533-175¢ Kes. Plastic cabi-
ne< in Ivory or Walnut.

N

UK

Model 259 EB—6 Tubes
Fall 6 tube AC superhet. 2
tinimg bands. 6 pushhbutton
permeability tming. Gen-
ume walnut cabinet, Maodel
2D5%EB. 7 tubes (incl. bal
a1y AC-DC.

Model IA39—5 Tubes

4C superhet with auto-
matic volume control,
dide-rule dial. Genuine
walnut cabinet, Model
D59. 6 tubes (incl. bal-
hst) AC.DC.

- "&&%I-éé",%@' G

Model P1A59—Phono

Combination
3 tube AC radio. Phono-
srystal pickup, self-start-
ng motor, antomahe
stop. 10” turntable. Cabi-
1et genuine walnut, gum-
vood finish. Model
PI1D59. 6 tube (inel. hal-
ast) AC-DC.

h- 2600 W. 50th ST.

CHIGAGO.ILLINOIS

4
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Prevue of New

MOTOROLA—"Golden Voice', Model 9-69
made by Galvin, 8 tube with & station push-
button tuning. List $69.95.

MOTOROLA &5 Augusta B Chicago, Il BELMONT 1257 Follerion” Ave.” Chicago, II.

"BOOST - O - MATIC"

MODEL 9-44 — with auto-

matic variable sensitivity .

unit matched to ''Booster' PORTABLE —Model 403
aerial, highly selective. employs new 1.4 volt
Sensitivity development tubes, has battery com-
permits the model to pick partment large enough to
up stations in low-signal hold  battery which will
areas not ordinarily ob- deliver 250 hours of ser-
tainable. Six tubes, rub- vice.  Size, height 113,
ber-mounted 3-gang tun- width 13, depth 4/, in.
ing condenser, push-button Furnished without bat-
tone control, self-con- teries.

tained & in. electro-dy-

namic speaker. List $44.95,

PHILco Transitone Automobile Radio Corp.

Tioga and C Sts., Philadelphia, Pa.

AUTO RADIO—Model 933
is an all-electric & tube
superhet operated with
single, positive-action,
push-button, automatic
tuning combined with di-
rect manual controlled
dial tuning. Easily in-
stalled. Shielded and fil-
tered against car ignition
interference.

MODEL 519—Contains
5-150 milliampere tubes,
built-in aerial, six button
automatic tuning.

SETCHELL CARLSON 3353"5'.'1;&?!;'?;’“AVL“.?‘sf. Paul, Minn.

D.C.-A.C. PORTABLE—
Dry cell or a.c. operated

AIR CONDITIONER —Op- portable tunes 540 - 1820
erates from simple con- kc., 2.3 to 6.3 mc. Self-
trol, quiet, uses little cur- contained loop antenna;
rent, the illustrated uses 2-45 volt "B's" and 4
York-Cool-Wave air con- flash-light cells in d.c. po-
ditioner is one of a line sition; plugs into power
which includes 1/3 h.p., i line when available; in
h.p. and 3% h.p models. rugged, weather-proof

aero - luggage case with
slide-rule dial; weight
20 Ib.

PAGE 30 RADIO RETAILING, MARCH, 193¢

wwwamericanradiohistorv-com


www.americanradiohistory.com

RCA VICTOR

o

LITTLE NIPPER, Mode
9TX23—Contained in mod-
ern style cabinet, walnut
with  mahogany sides,
edge-lighted vertical sta-
tion scale on dial. Electro-
dynamic speaker, 5 tubes,

c., d.c., built-in antenna,
automatic volume control.
Tuning range is 540-1720
ke. List $16.95.

RCA Manufacturing Co.
Camden, J.

MODEL U-127E—End table
cabinet houses & tube
radio-phono with cabinet
designed to accommodate
regular 12 in. record
albums. Phono has feather-
touch crystal pickup, auto-
matic stop, self-starting
constant-speed motor. Im-
proved RCA electric tun-
ing to 5 stations, auto-
matic bass compensation,
illuminated station scale,
continuously variable tone
control. Tuning range,
540-1720 kc. List $79.95
f.o.b. Camden, includes
membership in Victor
Record Society plus in-
troductory supply of
records.

Westinghouse Electric Supp! Co
150 Varick St., New York, l‘

WR-165 SERIES — Five
tube superhet, 6 to | ver-
nier drive, clear vision
illuminated -dial, weight
of 4/, Ibs. American
broadcast band, built-in
antenna, 4 in. dust-
proofed electro dynamic
speaker, automatic volume
control.  WR-165-M illus-
trated has solid mahogany
cabinet with maple finish,
ivory dial, brown contro!
knobs.

EMERSON

COMBINATION — Model
BM-242 radio-phono with
"Miracle Tone Chamber'',
electro dynamic speaker,
automatic overload control,
4 tubes and one ballast,
unit, receives standard
American broadcasts and
police calls. Full-vision
dial, velvet drive tuning
assembly, beam power
tube, built-in antenna.
Phono has crystal pickup,
constant speed motor, tan-
gential tone arm. Cabinet
is acoustically constructed.
List $29.95.

WHOLESALE

MODEL CC-55, Lafayette
portable receiver can be
operated anywhere by
means of the self-con-
tained batteries or from
either a.c. or d.c. light
lines where such service is
available.  Built-in loop
eliminates necessity for
other types of antennas
except in difficult recep-
tion areas. Dimensions
13, x 8% x 8 in. and
weight 20 pounds includ-
ing batteries. Enclosed in
case of aero-luggage type,
weather - proofed. Tuning
range is 550 to 1700 kc.

WILCOX-GAY—Wireless record player,
A-6] by Wilcox-Gay Corp., Charlotte,
lists at $14.95.

Model

Emerson Radio and Phonograph Corp.
111 Eighth Ave., New York, N. Y.

MODEL CH-253—""Miracle
Tone Chamber, electro
dynamic speaker, auto-
matic volume control, full-
vision dial, beam power
tube, built-in antenna, are
features of this 5 tube a.c.-
d.c. superhet which covers
standard American broad-
casts and police calls. The
case has padded, domed
top and embossed design,
is available in ivory mo-
rocco, red morocco and
brown morocco. List $14.95.

Wholesale Radio Service Co., Inc.
100 Sixth Ave., New York,

RADIO RETAILING, MARCH,
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A BUTTON
—there's your
station!

AMAZING
ELECTRIC $ 95
TUNING
VALUE! ONLY..
Push a Button—"There’s Your Station!

RCA Victor Console Model 98K2. A superh 8-
tube radio with Electric Tuning for 6 stations,
Victrola Burton, 3-band Super-Sight Dial, Plug-in
for Victrola Attachment, Magic Eve, RCA Metal
Tubes. Instrument panel and top, rolls over, has
Oriental wood veneer cut on 45 degrees in the
center with heart walnut on either sideand band of
butt walnut at bottom. Many other great features.

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

For finer radio performance—
RCA Victor Radio Tubes

NN

oY

SENSATIONAL NEW MODELS DESIGNED,
STYLED AND PRICED FOR FAST SELLING!

Once again RCA Victor steps out in front with new sets
that se/l. Priced right for you and for your customers!
Packed with features that make them want to buy!
Designed and styled so those who come to look will
remain to buy! Values such as these are sending RCA
Victor dealers off to a flying start towards another great
RCA Victor year. Make sure you cash in on them, too.

LOOK AT THIS
END TABLE

MODEL! ONLY.. $6995)lé ;

Push a Button — There’s Your Station!

RCA Victor End Table Model 9GE2.
Has improved Electric Tuning for
6 stations, 3-band Super-Sight Dial,
Victrola Button, Plug-in for Vic-
trola Attachment, RCA Metal Tubes.
Cabinet has top of “V’" matched
Oriental wood face veener. Front
and sides are of butt walnut face

veneer with band of zebra wood
veneer, top and botitom. Many
other sales-making features,

(\0

G
\)5\\ € Wt
7 et

*All prices f.0.b. Camden, Neu
Jersey, subject to change
without notice.

/'\
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DECIDE NOW TO BECOME
AN RCA VICTOR MUSIC MERCHANT—
HANDLE VICTOR AND BLUEBIRD RECORDS

The re-birth of the record business is one of the most re-
markable phenomena of recent American business history.
If you are not handling Victor (both Red Seal and Black
Label) and Bluebird Records you are missing a rare op-
portunity to make more money not only this spring—but
for years to come. Think what the record business offers:
1—Cash sales—no instal-  5—Lowcapitalinvestment

ment risks. —-quick turnover.

2—Increased store traffic.  §__grimulant to your in-

3—No trade-ins. strument sales in all
4—Repeat sales. price brackets.

Your RCAVictordistributorwill gladly furnish information
about basic stock and plans for quick, inexpensive install-
ation of a Victor and Bluebird Record department. He will
also tell you the complete advertising story— radio, maga-
zines, and newspaper; and show you the many sales-making
plans that are yours as an RCA Victor Music Merchant.

WIS MASTER'S VOICE

GET IN THE RECORD BUSINESS THIS SPRING—
SEE YOUR RCA VICTOR DISTRIBUTOR NOW!

N

L. ToMMY

\IiORSEY

A

A TREMENDOUS SALE5 MAKER
—THE VICTOR RECORD SOCIETY

You are familiar with the famous Victor
Record Society offer. In one short year more
than 100,000 members have joined. And—
this is important to you—not orly have most
of these members continued to buy Victor
and Bluebird Records, but thousands have
graduated to higher priced RCA Victrolas.

This is just one of the many sales-mak-
ing plans which go to work for you when
you become an RCAVictor Music Merchant.

For finer radio perfornrance—

RCA Victor Radio Tubes

RCA MANUFACTURING CO., INC., CAMDEN, N. J. - A Service of Radio Corporation of America
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HE striking RCA Victor Radio Tube display illus-

trated is the Spring Tonic your radio tube business
nceds now. Use it to start a big push on RCA Victor
Radio Tubes that will mean real profits for you.

This display is only a part of the fine 1939 RCA
Victor Window Display Service which consists of:

1. Four separate 8-color window displays, each made up of

a number of individual pieces—any or all of which may

be used effectively by itself as a display for different parts
of your store.

2. Two attractive window streamers will be furnished with
each of the four window displays.

RADIO
TUBES

3. A quantity of World Series score sheets.

4. A suprly of complete 1939 collegiate football schedules.
This sales-getting material will help you make more
money—not only this Spring—but all year long. Ask
your RCA Victor Distributor how you can obtain
this service. .

Listen to the ‘Magic Key of RCA” every Sunday, 210 3 P.M., E.S. T.
on NBC Blue Network

For finer radio performance—RCA Victor Radio Tubes

2405 RADIO TUBES

RCA MANUFACTURING CO., INC., CAMDEN, N. J. - A Service of the Radio Corp. of Amerita
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Ilustrated is RCA Victor ConsoleRecorder MI-12700.
This instrument records and reproduces records at a
speed of 78 or 33! revolutions per minute using
10”, 12" or 16” discs. Employs inside-out or outside-
in recording methods. Visual indicator. New cutting
and recorder head with cutter-head float stabilizer.
High fidelity amplifier and speaker. Volume and tone
control. Completely selt-coniained, providing all nec-
essary elements for recording and *
reproducing discs and records with $47500
RCA Velocity Microphone . . .

*

YOU PROFIT IN ALL THESE WAYS!

1. On the recordings made in your store.

2. On the sale ot RCA Victor Recorders to your
customers.

3. On the sale ot RCA recording discs.

4. On recordings made outside vour store.

5. By rhe great inCrease in your store trafic—making
extra sales 1o those drawn by this new arttraccion.

6. By making sales of RCA Victrolas, RCA Victor
Radios, Victor and Bluebird Records,and many other
musical instruments for which this attraction wiil
create new interest.

O

RCA MANUFACTURING CO., INC., CAMDEN, N. J. - A Service

-

RADIO RETAILING, MARCH, 1939

A Profitable Brand New Business
Offered to You on a Platter!

ReA Vecto
RECORDERS

Custom recording is sweeping the
country ...and RCA Victor offers
you now a plan to establish ycu as
a leader in this growing business.
Your prospects are legion for the
newRCAVictor Recorders and for
the recording service you can offer
in your store. Music Students, Pub-
lic Speakers, Business Offices,
Clergymen, Lawyers, are but a few.

Now, for the first time, you can
offer highly efficient record mak-

R

%

Portable RCA Victor Record-
er, MI-12701 comes in attrac-
tive, gray carrying case with
handte. Turntable speed, 78
revolutions per minute. Will
handle discs upto 12”. Volume
indicator meter. Tone control.
Completely self-contained. All
necessary elements for record-
ing and reproducing, includ-
ing RCA Aerodynamic Micro-
phone. Employs outside-in
recording
method.

*Prices f.0.h. Camden, N. J.,
subje:t to change without notice.

RCA Vbodo2 RiCOR

WAAMAA-americanradiohistons. com

ing equipment by RCA Victor, the
leaderin record makingandrecord
playing instruments.

Backed by outstanding promo-
tional material, displays. and ad-
vertising, RCA Victor Recorders
mean new business. And new
profits! In addition, this business
means new stimulat'on to all your
musical instrument business. De-
tails from your RCA Victor dis-
tributor—or write us in Camden.

DERS

of the Radio Co-p. of America
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WESTON

U.H.F. OSCILLATOR —
Model 787 ultra high fre-
quency test oscillator cov-
ers 22 to 50 mc. with
continuous band - spread,
no band switching. Self-
contained 400 cycle modu-
tation; portable; weight
16 Ib.; accuracy | per
cent. Provision for audio
and video modulation.
Output may be supplied
by small rod antenna or
output jacks. Designed for
police, amateur, aircraft
and television testing;
price $125.00 list.

Weston Electrical Instrument Corporation
Newark, N. J.

RADIO CITY PRODUCTS

Radio City Products Co.
88 Park Place, New York, N. Y.

PUSHBUTTON ANALYST—
In model 504 analyst,
ranges are selected by
pushbuttons. Permits cur-
rent and voltage readings
at the same time. No
danger when two buttons
are depressed. Six sockets
including loctal built into
panel; complete with [0
wire analyzer cable.

HICKOK

TESTER—Model TS-50 vibra-
tor and universal speaker
tester, meter equipped.
Meter is connected to spe-
cial winding on output
transformer so that it will
read in watts. Special
features include "A' bat-
tery circuit for auto radio
testing. Substitute speaker
section includes perma-
nent magnet dynamic
speaker with universal out-
put transformer for match-
ing load of 2000 ohms to
30,000 ohms in seven steps.
Substitute speaker field
available having resist-
ance of 300 ohms to 10,000
ohms.

The Hickok Electrical Instrument Co.
Cleveland, Ohio

USALITE

United
222 W.

States Electric Mfg. Corp.
14th St., New York, N. Y.

A AND B BATTERIES—For
portable radios. No. 624
45 volt portable ''B" is
equipped with plug-in
socket for all standard
makes of 1.4 volt portable
receivers supplied with
"B" battery plugs. Dated.
List $1.50. No. 634 I,
volt plug-in "A'" battery
for use with all standard
makes of 1.4 volt portable
receivers equipped with
A" battery plugs. Dated.
List $0.50.

Consolidated Wire and Associated Corp.
514 S. Peoria St., Chicago, lIL.

AUTO RADIO ANTENNAS
—Cowl and hinge type an-
tennas are announced. Both
models are built of three
rods of stainless steel, two
of which are firmly fixed
with center rod operating
on slide for extension. Both
models have insulated
copper lead-in with rub-
ber sleeve. Cowl mount-
ing type held in place by
heavy rubber suction cups
and when mounted with
cement provided is secure.
List $3.50. Hinge mount-
ing type installed by driv-
ing hinge pin out, plac-
ing mounting bracket over
hinge and replacing. List
$2.50.

CONSOLIDATED

Crowe Name Place and Manufacturing Co.
1745 Grace St., Chicago, IlI

CROWE

AUTO-RADIO CONTROLS
—Panel kits for 1939 cars
contain all additional
parts needed for custom
installation of remote con-

trol units. Model illus-
trated suitable for Ford
cars.

Zip-A-Bag Corp.
35 E. 20th St., New York, N. Y.

ZIP-A-BAG

—A novel arrangement on
the vacuum cleaner bag
makes it possible to empty
bag without detaching it
from cleaner. Comes in
a variety of colors and
materials. Complete with
all fittings.

Aerolux Light Corp.
653 Eleventh Ave., New York, N. Y.

AEROLUX

GLOW LIGHTS — For use
where a subdued light is
desired; embossed replicas
of flowers, figures, comic
characters fluoresce to soft
glow when current is ap-
plied. Operate on prin-
ciple of electronic ioniza-
tion of gases. Operate on
a.c. or d.c., 100 to 120 v.,
consume | to 5 watts de-
pending on type.
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Pathe Radio and Television Corp. .
PATHE 2264|elndian: Ave., Chicago, Ill. CONSOLIDATED—Consolidated Wire and Associated Corps., 514 S.

MICROPHONE — High fi-
delity induction dynamic
microphone, high imped-
ance for use with broad-
casting or P. A, equipment.
Complete with stand. List
$3.00. Microphone is de-
signed for use with the
Pathe Mystic Tuner de-
scribed on p. 30 February
issue, Radio  Retdiling,
which lists at $19.95 with-
out microphone.

Star Machine Manufacturers, Inc.
1377 East Bay Ave., Bronx, N

AUTO RADIO CONTROL
—For the 1939 Chevrolet
—to re-install any 1936,
1937 or 1938 Delco, United
Motors or Chevrolet cus-
tom built radio into the
1939 car only this plate is
necessary utilizing original
control. The plate is a
die casting and is an
exact duplicate of the
original dummy plate on
the dash board of the
1939 Chevrolet. List $3.50.

Peoria St., Chicago, Hl., announce a new line of volume and tone controls.
Line includes resistances from 5,000 to 1,000,000 ohms in 5 types, without
switch or intermediate tap; without switch but with intermediate tap; with
single pole, single throw switch without intermediate tap; with single pole
single throw switch and intermediate tap; and with double pole single throw
switch without intermediate tap.

CORNELL-DUBILIER—Designed primarily for use in amateur transmit-
ters. Type 86 mica condenser has current range including the 10 meter band
(30 mc.). Made by Cornell-Dubilier Electric Corp., South Plainfield, N. J.
The design is claimed to have eliminated corona and reduce internal heat-
ing so that the Q on high frequencies is high. Dielectric loss in the units
is low, permitting long periods of heavy-duty operation without change in
electrical constants. Available in capacities from 2,000 to 12,500 volts.

PETER GREY —Fashioned from the spines of the Mexican Cactaceae by
Peter Grey, Inc., Thirteenth Ave. at 2029, Oakland, Calif. Kacti phono-
graph needles are softer than the record surface and so are particularly
desirable from the standpoint of record wear as well as for fine reproduc-
tion. Needles can be repointed, will play 5 to 15 records without repointing.

ONAN —Model WIs-M, WIE-S; WIE-A |500 watts a.c. water-cooled gen-
erating plants equipped to operate on gasoline, natural or manufactured
gas are announced by D. W. Onan and Sons, Minneapolis, Minn. Plants
are enclosed in metal housing which covers it and its controls and protects
it from all weather conditions. Supplied in manual, self-starting or full
automatic types. Range from $99 for a 350 watt unit up to prices for a
5000 watt plant.

PHILSON PHANTOM—Top Cowl Auto Radio Aerial telescopes out of
sight between side of cowl and kickpad to show only about 2 in. above car.
Made by Philson Mfg. Co., Inc., 156 Chambers St., New York, N. Y., in
3 sections, telescoping brass tubing, chromium plated, top section stainless
steel, extended it opens to 50 in. in height. No obstruction inside car, no
interference with vision. Shielded loom housing furnished with pigtails for
grounding purposes to eliminate motor noise when only partly raised.

THORDARSON —Replacement filter chokes for a.c.-d.c. receivers are
designed by Thordarson Elec. Mfg. Co., 500 W. Huron St., Chicago with
specific resistances of 200, 250, 300 and 350 ohms. The filter chokes produce
a minimum voltage drop in circuits where this factor is important.

MILLION R

SIGNALYZER — Indicates
the presence of a signal
throughout all sections of
a receiver, Four input
connections, one a coaxial
cable which makes instru-
ment usable on ultra-high
frequencies. Three inputs
operate on a.c. and one
on a.c. or dic. Input ca-
pacity is approximately
five mmfd. No current is
drawn from circuit at any
time. Especially suitable
for trouble shooting dead
or intermittent sets. Cir-
cuit incorporates elec-
tronic rather than radio
engineering principles,
simulates functions of
vacuum tube volt meter,
output indicator and po-
tential measuring device.
Any four sections of a
radio may be checked
simultaneously.

VACUUM TUBE VOLT-
METER—Potential measur-
ing device featuring push-
button ranges from 3 to
3,000 volts a.c. or d.c.
Will not disturb circuit
under test. Input imped-
ance 24 megohms. Uses
co-axial cable. One zero
adjustment for all voltage
ranges. Covers 30 cycles
to 40 megacycles, a.c.
operated. Model XM.

TRIPLETT Vi, St mremet o

¢ TESTER—Model 327 is a
__,.--ImT—I'-;},_L_ 3-in. milliammeter designed
A S ) for flush mounting, fea-
il o4 o4 tures extra long scale
MILLIAMPERES o length and excellent read-

ability. The 0-1 d.c. milli-
ammeter has a net price
of $4.67, 0-10 d.c. milli-
ammeter is $3.83.

FLEX Flex Record Co.
9 Rockefeller Plaza, New York, N. Y.

RECORD BLANK—For in-
stantaneous recording Flex
is a flexible disc which is
very light in weight. |ts
mirror-like surface is made
of patented plastic, shav-
ings are non-inflammable,
is not affected by reason-
able change in tempera-
ture. Available in 6, 8,
10, 12 in. sizes, in prices
ranging from $0.20 to $0.75
each.

RADIO RETAILING, MARCH, 1939
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Operadio Manufacturing Co.
St. Charles,

OPERADIO

SPEAKER — Model 45Y4T
four in. electro dynamic
speaker has been designed
with particular attention
to low or bass response.
For use in midget type
radio and other compact
installations.

Amperite Company
§61 Broadway, New York, N. Y.
FOOT VOLUME CON-
TROL—Smooth and easily
controlled crescendos can
~  be obtained with foot-
pedal control. Can be
used with high impedance
Kontak microphones for
musical instruments, Vol-
ume can also be set at
any point and foot re-
moved. Since control is
wired as a ''T" pad, any
number up to five can be
used in parallel and fed
into one input. When used
in parallel any of the con-
trols can be varied with-
out affecting the others.
Model FK, list $12.00.

AMPERITE

Service Instruments, Inc.
404 Fourth Ave., New York, N. Y.

YOLTOHMYST — Multi-
range electronic voltmeter
—ohmmeter measures .05 to
5000 volts in 9 ranges; .t
to 1,000,000,000 ohms in 7
ranges; accuracy 2 per
cent on voltmeter at full

cent at half scale, up to
and including ultra-hign
frequencies regardless or
tube or line voltage
changes; input resistance
constant at 16 megohms
measures avc., afc., abc.,
ave. voltages; highly
stable push-pull  circuit;
100-130 volt, 25-80 cycle
operation; net to service-
men $57.50.

CLARION

Transformer Corp. of America
69 Wooster St., New York, N. Y.

SOUND SYSTEM — Model
C-489A, a 70-98 watt am-
plifier and unified system
designed to handle the
very largest of sound in-
stallations. Translucent
control  dials, automatic
volume control, automatic
volume expansion, four in-
put channels, cathode
“eye'' output indicator.
Amplifier employs 4
tubes. Complete range of
output impedances from
2 to 500 ohms. System in-
cludes 4 heavy duty 12 in.
p.m. speakers, choice of 2
microphones, stands, cable,
4 wall baffles. System lists
at $299.50, Amplifier No.
C-39-TS is $139.02 list.

C-D

CAPACITOR—Paper tubu-
lar capacitor. Supplement-
ing type DT "Dwarf Tiger"
the new unit is impreg-
nated in Dykanol ‘''D"
which makes possible the
production of tubulars
with internal series resist-
ance of over 5000 meg-
ohms per microfarad. Ap-
proximately fifty capaci-

ties are available in 400, |

600, 1,000 and 1,600 rat-
ings.

Cornell-Dubilier Electric Corp.
South Plainfield, N. J.

SPRAGUE

Sprague Specialties Company
North Adams, Mass.

PUSH BUTTON TUNER —
Single adjustment screw
for both antenna and os-
cillator trimmers on the
CX-52 push button tuner
gives ease of adjustment
and high stability. Avail-
able in front or back ad-
justment types up to &
buttons.  Vernier adjust-
ment screw on antenna
condenser to facilitate
tracking.

KAu FFMAN KS?.Ungi?s, A}Lro‘Condifioning Corp.

ROOM COOLER—Type A
summer air conditioning
unit that cools, dehumidi-
fies, filters and circulates
the air. Cooling capacity
10,000 B.T.U. per hr., posi-
tive air circulation, 350
cu. ft. air per minute dis-
charged. No drain con-
nections necessary,
movable, fresh outside air
admitted to room through
ventilating damper in any
quantity up to 209% of
capacity of cooling fan.
Unit heavily insulated to
deaden noise, condensing
unit and motor mounted
on spring suspensions for
quiet operation.

§ s sy

Model 600 B
MODEI 500—police converter with two metal tubes, variable condenser an

illuminated dial. Very sensitive,

aoators waniea  ABC RADID LABORATORIES 1ndivasbiie, Shaiana;’ U'S:a.

d
Exceptional distance range. List Price $21.85
MODEL 800—with fixed condenser, two metal tubes, Long range. S

SHORT WAVE CONVERTFRS
FOR CAR RADIOS

Can be attached to any car radio.
Has on and off switch. Does not
affect the reception on the standard
broadcast bands. ODEL 600—
covers 49, 31, 25, 20, 19 and 18
meter bands. Designed for reception
of American and Foreign short wave
broadcast. Especially adapted to use
in tropical countries and the more
remote parts of the world. Distance
range 5000 to 10000 miles. A very
attractive unit. List Price $24.95
For Use of Police and Other
Law Enforcement Officers
MODEL 100-A police converter with
fixed condenser. _Covers 1500 to
2600 kllocycles. List price $12.50.
MODEL 200 police converter with
variable condenser and illuminated
dial. Covers 1500 to 5500 kilo-
cycles. Xist Price $17.95.

List Price $15.95
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