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TRADE MARK REG. U. S. PAT. OFF,

MALLORY

You can be absolutely sure of exact replacements, and thorough
coverage of cvery condenser need because the Mallory line of
Replacement Condensers has been specifically developed around
an exhaustive study of millions of condensers in all makes and
models of standard radio receivers.

Mallory Tubular Condensers are available in over 50 ratings with
common anode, common cathode and separate sections where
sizes permit. All types afford exclusive mounting features that
save time and money on every installation.

*FP (Fabricated Plate) Condensers, made by Mallory, have

brought about a new high in efficiency and performance. Averag-
ing field returns of only 5/100ths of 1% . .. FP Condensers give
you features not duplicated by any other condcnser.

Mallory Type BB Condensers likewise afford Fabricated Plate
Construction and give all of its advantages in these smaller sizes.
Encased in a heavy, one- ]necc, drawn aluminum can, they are
insulated with an attractive cardboard tube well marked for
rating identification. Strong internal construction eliminates
troublesome open circuits.

Sce your Mallory distributor today. He can give you complele
information on the full Mallory line. .. and vou’ll ‘find him well
stocked to serve you.

P. R. MALLORY & CO., Inc.

INDIANAPOLIS INDIANA
Cable Address — PELMALLO

MALLORY

APPROVED

PRECISION PRODUCTS

——— = wwweamericanradiohistorv.com
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To the public, FM is the symbol of new radio
enjoyment. To you, FM is the most powerful,
most profitable sales builder in the industry.
Dealers say that FM “Staticless” demonstra-
tions actually make radio owners eager to
trade in their old sets.

Get your share of this worthwhile business
with Stromberg-Carlson—the only line that
includes FM backed by over a year’s field
experience . . . the line with the exclusive
Labyrinth and Carpinchoe Speaker Audio
System ... and the line with powerful national
magazine advertising support.

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

All Stromberg-Carlson FM Receivers are licensed under Armstrong
Wide-Swing Frequency Modulation patents.

No. 535-P$ AUTOMATIC RADIO-PHONOGRAPH with Sapphire
Pick-up—NO NEEDLES TO CHANGE. Includes FM band,
Labyrinth and Carpinchoe Speaker.

NOW THAT FM 1s HERE
WE'RE GOING TO GET
A NEW RADIO ... A
STROMBERG~-CARLSON

w;ll reud of the-New
@mberg-(urlsons
WIIH FM!

AURLE ‘
o \\\"“‘S
e The Saturday

Evening Post

: % Lidio rograpr

Time ond Tke
New Yorker

S S S lﬁaa/mf

Cdllier's
ond Life

RACIO ond Television RETAILING, SEPTEMBER,

WWW- americanradiohistorv-com

1540

181


www.americanradiohistory.com

Gems of the Radio 9ndustry

Beautiful! . .. Exquisite! . . . Handsome!
Gorgeous! . . . Gem-like! . .. Harmonizing!
Are just a few of the exclamations made by those who have seen and heard the

New 194] 2N

115 SERIES CATALIN MODELS

Qutstanding among the many new FADA 1941 models are these eye-thrilling, colorful RADIOS.
The chassis is a powerful 5 tube Superheterodyne with 7 tube performance, operating on either
AC or DC current. The set has it's own built-in FA-DA-SCOPE LOOP ANTENNA. The con-
venient DROP HANDLE makes it easy to carry from room to room. For STYLE and BEAUTY
these GEM-LIKE CABINETS are breath-taking in appearance. They resemble such precious stones
such as Onyx, Alabaster, Ruby and Lapis Lazuli. Your choice of 5 color combinations are listed.

MODEL 115A—All Alabaster Cabinet. MODEL 115MA—Ruby-like Maroon Cabinet with Alabaster Appointments.
MODEL 115AR—Alabaster Cabinet with Red Appointments. MODEL 115BA—Blue Lapis Lazuli Cabinet with Alabaster Appointments.
MODEL 115XA—O0nyx Cabinet with Alabaster Appointments. All cabinets have illuminated translucent Dial and drop handle.

All models in this group

LIST PRICE

5195

COMPLETE

SEND FORDESCRIPTIVE CATALOG OF THE NEW 1941 FADA LINE These models also available in 2 band

For 1941; FADA presents the most COMPLETE LINE in its history. TABLE MODELS in
Plastic, Catalin and Wood from $9.95. 3 WAY PORTABLES from $19.95. Beautiful CON-

—16 Meters listing at $22.)5.

SOLES; PHONO-RADIO COMBINATIONS; HOME RECORDERS; FARM BATTERY SETS i DISTRIBUTORS!
and EXPORT MODELS in every STYLE and PRICE RANGE. I boiee torritory stil available. Fill
Your name and address will bring you FADA'S NEW 94| PORTFOLIO. SEND FOR IT 3 2°M° cloiee, teriion :
TODAY! CASH IN on a BANNER SEASON with a BANNER LINE! § S CoRpontior Selgiis
i NAME.

FADA RADIO & ELECTRIC CO., INC. { ADDRESS
30-20 Thomson Avenue Long Island City, New York i Iy STATE
RADIO and Television RETAILING, SEPTEMBER, 1940 PAGE 3
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Here is the Capehart-

Farnsworth automatic
record-changer attach-
ment, Model BP.2 for
modernizing straight
radios. Show it to your
customers who have re-
cently boughta radio,and
you'll not only make an-
other sale but also whet
their appetites for a com-
bination unit later on.

Qutstanding values
in the Farasworth
table models, in
both wood and
plastic cabinets, is
exemplified in this
exquisite model
with period trim. A
quality performer,
priced for thrifty-
minded buyers.

Your customers will
go for this Chairside
model. They sit in a
chair, tune in and re-
lax ... they try it...
they buy it. The only
Chairside automatic
combination on the
market at anywhere
near its price.

RADIO and Television RETAILING, SEPTEMBER, 1940
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A BIG NATIONAL AD EVERY WEEK

Farnsworth advertising in Life, The Saturday Eve-
ning Post and Collier's will crowd dealers’ stores

THE CAPEHART-FARNSWORTH CHANGER with prospects for this great new line of radios

and phonograph-radio combinations.

. . . one of the many reasons why Farnsworth is
the hottest combination line today. Another is Here are the first three of the many blg ads that
that Farnsworth gives you every type and style of 3 .
cabinets your prospects could possibly ask for. will POllﬂd home the dynamlc Farnsworth sales
Most important of all, Farnsworth walzes, model message to prospects in your community . . . ads
for model, are not matched by any line...in per- . e » s

with “sock” and power that set a pace way above

formance, in price, in design and in dealer profit.
the usual run-of-the-mill radio advertising.

« The Empire, another
Farnsworth innovation

EVERY AD IS YOUR AD!

Every one of these national Farnsworth ads is designed
to create permanent prestige for Farnsworth dealers . . .
without losing sight of the need for /mmediate store
traffic and profits for you. Local tie-in ads are built the
same way—to get prompt results. Hard-hitting promo-
tional material hits the same fast pace.

ON THE AIR TOO!

National spot radio advertising in major cities from coast
to coast will add another important push to the big swing
to Farnsworth. All this, plus the industry’s greatest line
of combinations and sensational values in consoles, table
models, portables and home recording, sums up to this
important answer— You«'re losing money every day that you
delay “going Farnsworth™!

TRANSMITTERS AND RECEIVERS, THE CAPEHART, THE CAPEHART-

RADIO ond Television RETAILING, SEPTEMBER, 1940
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FARNSWORTH . MAKERS OF RADIO AND TELEVISION

PANAMUSE AND FARNSWORTH PHONOGRAPH-RADIO COMBINATIONS

in an automatic phono-
graph-radio, has “Tip-
Top Tuning.” To tune,
the customer simply
pulls out the convenient
dial panel that's “always
at hand whether you sit
or stand.” Many big fea-
tures for little cost.

This big console‘
model (BC-80) gives
your customers a lot of
radio for the money.
Styled to blend with any
room setting. And just
chock-full of exclusive
Farnsworth radio fea-
tures that you can
demonstrate.
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EVERY NEWS-STAND IS HELPING YOU SELL

.. The Instrument Great Artists Choose!”

What's BEHIND this Advertising ?

THE HOTTEST
RCA VICTROLA
Here’s the Greatest Aa‘vertisizzg Support that
ever backed any P/Jonogmpb-Rczdio /

LINE IN HISTORY!

“Choose the Inscrument Great Art- Acceptance of RCA Victrola fea-

ists Choose!” That's the theme of
the biggest national advertising
campaign ever devoted to the RCA
Victrola line. .. the biggest campaign
oftered by @»y manufacturer of
phonograph-radios!

Pages ... double-page spreads. ..
full color! Circulation that reaches
millions and more millions!

Results? The biggest buying-
tide in the history of phonograph-

radios is on right now!

RCA Vectrota

Combines Record and Radio Entertainment
A Service of the Radio Corporation of America

—~—
p?

tures...insistence on genuine RCA
Victrola models. .. is the greatest
in history!

Let this great tide sweep yox on
to greater profits! Every news-stand
in your town is helping you sell
the genuine RCAVictrola! Take full

advantage of this greatest adver-

RCA VICTOR
PREFERRED TYPE
RADIO TUBES

tising support— you're
sure to prosper!

Over 380 million RCA RadioTubes
have been purchased by radio nsers.

&~
For Finer Rodio
Performance

RCA VICTROLA ANNIVERSARY
MODEL V-405 ... Automatic record
changer, 167 or 12" r=cords. . .new, exclu-
sive RCA Victor tone guard . .. American,
foreign reception, 3 bands...12 wasts push-
pull outpur . ..stabilized electric twning
on 6 stations. Large record storage com-
partiment ia cabinet. Also available with
home recording as Model VHR-407.

DE LUXE RCA VICTROLA V-300 ..
Aucomatic record changer for 10" or 12
recorls...new exclusive RCA Victor tone

guard...10 tubes, plus Magic Eye... Amer-
ican, foreign reception, 4 bands., . Over-
seas Dial, special 31-meter spread band . ..
new stzbilized elerrric tuning...Supersen-
sitive 15”" Electso-Dynamic Speaker plus
20 watts push-pull cutput.

. “/{gf* N RCA VICTROLA V-100...5 RCA Victor
——— b@”L Bz | ee— Preferred Type Tubes, Superheterodyne cir-
\ / y cuit . . . constant-specd, self-starting motor

... built-in Magic Loop Antenna... plays

10" or 12" records with lid closed.

PAGE 6 RADIO ond Television RETAILING, SEPTEMBER, 1940
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PROFITS HIT ALL-TIME
HIGH FOR COLUMBIA
RECORD DEALERS!

Sensational Re-Pricing Plan Pioneered By
Columbia Scoring Nationwide Triumph

® Columbia’s bold move in slashing classical record prices has opened up mass markets
never before exploited. From Los Angeles to Boston, dealers (with full rebate credits
on their stock from Columbia) are reporting history-making volume on Columbia
‘““Masterworks.” Sales of a few weeks are more than sales of the past six months!

And this is only the beginning. Columbia’s revolutionary move to bring the world’s
finest music within the reach of everyone has yet to realize its full benefit. Popular sales
are on the way up, too—thanks to increased store traffic created by

Columbia’s intensive “Masterworks” advertising campaign.

Columbia is re-writing record history—and making more money

for every Columbia Record dealer!

HERE’S WHAT DEALERS SAY ABOUT COLUMBIA’S DRAMATIC MOVE

The Boston Music Company, Boston, Mass.—
“Since the Columbia ‘Masterworks’ announce-
ment. .. we have enjoyed one of the best August
months in record sales.”

Liberty Music Shop, Incorporated, Ann Arbor,
Mich.—*“At the new prices our Columbia vol-
ume has already doubled and we anticipate still
greater gains when the fall season starts.”
Stradler’s, Incorporated, Chicago, I1l.—“We
have noticed in our monthly operating statement
for August a decided increase in the sales of
Columbia records over same period last year.”

The Record Album, Oakland, Cal.—*Sold more
Columbia‘Masterworks’'Records duringthe past

month than our total volume for the previous «

11 months.” . . 5

The May Company, Los Angeles, Cal.—‘We
doubled our sales force to take care of added
business ... unable to take care of the crowds
adequately.” 5 . .

The Emporium, San Francisco, Cal.—“Enlarg-
ing our facilities to take care of increased sales.”
H. F. Cole, Inc., Grand Rapids, Mich.—*Sales
of ‘Masterworks’ increased more than 5009,.”

*

Columbia Recording Corp., Subsidiary of The Columbia Broadcasting System, Inc. ¢ Bridgeport, New York, Hollywood

COLUMBIAwsrerwores RECORDS

PAGE 8 RADIO and Television RETAILING, SEPTEMBER, 1940
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HERE IS THE CAMPAIGN THAT WILL STIMULATE
YOUR BUSINESS...ONE OF THE GREATEST RADIO
SALES PROMOTIONS OF ALL TIME.

© IN LOCAL NEWSPAPERS ... with jumboe
advertisements running regularly in newspapers in
every territory, telling the story of the new 1941
Emerson Line and high-spotting outstanding models.

@ IN NATIONAL MAGAZINES... full-page
and half-page color advertisements in major national
magazines—with endorsements of famous motion pic-
ture and radio celebrities.

© IN DIRECT-BY-MAIL ADVERTISING

.. attractive literature and dodgers for dealer distri-
bution will get across the wide selection of Emerson
Models for every purpose and every purse.

@ IN STORE WINDOWS. .. crowd-stopping
streamers, window displays and reprints of national
magazine advertising will tie up your store with the
complete over-all campaign.

@ ON STORE FRONTS ... powerful color post-
ers and metal store front fixtures will “identify” your
business and head customers your way.

@ IN YOUR STORE...a new type of “talking”
exhibit and “triangle” banners will enhance the ap-
pearance of your store and enable you to display and
demonstrate Emerson Models to the best advantage.

Prepare now to CASH IN on this great Sales Drive
WATCH FOR EMERSON DISTRIBUTOR ANNOUNCEMENT

EMERSON RADIO AND PHONOGRAPH CORP., NEW YORK, N. Y.

WORLD'S LARGEST MAKER OF HOME RADIO

RADIO and Television RETAILING, SEPTEMBER, 1940
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® You, too, will give the new Utah Public
Address Reproducers your vote when you
see and hear them. They have won the
immediate acceptance and approval of the
industry.

Through these new reproducers, Utah

engineering and precision manufacturing
have again scored an outstanding triumph.
They include the latest and most worth-
while refinements in sound equipment
construction. They provide an easy means
of profitably meeting the most exacting
requirements.

Utzhs NEW BAFLEX REPRODUCER

In the new Utah Baflex Reproducer, Utah
engineering has incorporated all the latest
developments and improvements of re-
producers for public address systems,
schools, colleges, taverns, dance halls,
auditoriums, clubs, etc. They are available
in four models.

These new Utah Public Address Repro-
ducers are marked by a total absence of
“back radiation.” There is no distortion
in the greatly improved bass response.

THE NEW ZZa4 BI-DIRECTIONAL SPEAKERS

The Utah Bi-Directiona! Speaker embodying
the latest speaker design and construction
features, has been especially developed and
engineered for factory calland paging systems.

Their sturdy construction and improved

The new Utah Wall Reproducer is the
effective solution for sound systems that
require a reproducer for music as well as
voice. Its low price makes it an economical
one as well. The finish blends with any
decorative scheme,

AND 107 OTHER UTAH SPEAKERS

In the balanced line of Utah Speakers there is a
speaker to meet every requirement. Utah engineers
will be glad to help you solve your speaker problems.

www-americanradiohistorv.-com

design combined with their popular price
make them ideal for factories, hotels, clubs,
etc. The baffles are molded, non-metallic.
There is no excessive low frequency response
to distort intelligibility. A swivel joint bracket
assures correct mounting.

Utahs NEW WALL REPRODUCER

UTAH RADIO PRODUCTS COMPANY, 810 Orleans Strect, Chicago, Illinois.
Canadian Office: 560 King Street. West, Toronto. In the Argentine: Ucoa Radio
Products Company, S. R, L. Buenos Aires. Cable Address: Utaradio, Chicago.

Two models are especially designed for tele-
vision and Frequency Modulation receivers
which require a wide audio frequency
range. The frequency response has a range
up to approx. 9500 cycles per second.
The cabinets are of sturdy, extra-heavy
construction, scientifically designed to
eliminate cabinet vibration and reso-
nance. The cabinet design is strikingly
modern, with an attractive, durable satin
bronze finish.

The tone quality has been immeasurably
improved by the molded, non-metallic
housing. Ideal coverage of a given area
is assured because of the scientifically
engineered angle of this new Utah Wall
Reproducer.

WRITE FOR CATALOG

Be sure to have complete information
about Utah Speakers; write today'

RADIO and Television RETAILING, SEPTEMBER, 1940
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Magnavox factory-to-dealer !
franchises open in many ter-
ritories. Write for details/

MAGNIVON

A%
% [’//////%4/[ Commagle /7950

THE MAGNAVOX COMPANY, INCORPORATED « FORT WAYNE INDIANA

RADIO and Television RETAILING, SEPTEMBER, 1940 PAGE 11
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TRUST G-E TO TURN OUT

Don’t fail to see and to
hear the brilliant new line
of G-E Golden Tone Ra-
dios. I#’s the Leadership
Line for 41!

Every set — a star! Tops
in tone — tops in styling
— tops in sales perform-
ance!

Display these sensational
new radios prominently
— on your sales floor, in
your windows. Then
watch how sales mount.

P

oo

MODEL J-809—A Gorgeous Com-
bination. E?ipped with Special
MODEL ]-805—Special Election- ““Roll-Out’’ Phonograph Compart-
eer Console. Priced to sell where ment.

the sales are thickest.

MODEL JFM-90—A New FM Trans-
lator That Permits Practically Any
Standard Radio To Receive Frequency
Modulation Broadcasts.

MODEL J-$t — Special Electioneer
Table Sec. Splendid Design. Qutstand-
ing Value.

N

asy B Zive R/ith
\__/

INVESTIGATE Get in touch

with the G-E Radio Distributor :
— today. . OO TR
MODEL J-7t — De Luxe Table Model. MODEL JM-7—Something Different! A
Equipped with Frequency Modulation Key Portable Home Recording Record Player
—3 Bands—Dual Beam-a-scopes. Qffered At A Price Surprisingly Low.

RADIO AND TELEVISION DEPARTMENT, BRIDGEPORT, CONN.

GENERAL ) ELECTRIC

PAGE 12 RADIO and Television RETAILING, SEPTEMBER, 1940
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leacarship in-‘*this new produ;d-
and eng\neer& who are no: fcnz

Dmelawi price Type 'S’ Pexi-Dynamic
Projectos (Mle. SEH-81) complete with Pérmament
Magnef Sgeake: installad, $31.20 Fet (mount-
ing stancasd exfra).. Cimensions; 24-inch bell;
30 inches overal length.

I=T,

RADIO and Television RETAILING, SEPTEMBER, 1940 PAGE I3
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NOW...THE PERIOD BEAUTY AND

SUPERB PERFORMANCE MILLIONS HAVE WANTED

o e e

Y '.-‘_ﬁi'/::":\!l.ag-\\
e
AL ST e

Leading Dealers Helped
Us Create Them to Bring

Real Profits Back to Radio

CTUALLY DESIGNED in cooperation with
A more than a dozen leading dealers. 1o
give all dealers what customers with taste are
demanding! Built to challenge $500 instru-
ments in tone, performance and beauty . .,
and priced awithin reach of modest budgots!
That’s why dealers call the Concert Grand
line a revolutionary achievement!

\uthentic period designs, in choice of wal-
nut. mahogany or blonde mahogany, give
the nine Concert Grands cabinet beauty
thar has long heen wished for by prospects
with good taste in furnishings . . . beauty
that will last through the vears.

And performance is equally adyanced.
With Magic Baton tone controls for com-
plete mastery of tone balance . . . new Cur-

vilinear speaker with vesilient baffle ... new
reserves of undiztorted power .. new Magie
Antenna controlled from tuning panel . ..
and many other improvements, the Concert
Grand provides radio enjoyment such as
few have known before.

And new Silk Glove Automatic Record
Changer, handling up to 11 dises, operates
=0 defily that it eliminates all fears of Jdam-
age 1o cherished records, false starts and
other common troubles.

Because Coneert Grands are what pros-
pects want, they are now featured by Sher-
man-Clay. Jenkins Mnsic Co., and Wurlitzer
stores, Birkel-Richardson, Marshall Field
and other leading music and department
stores. See your Stewart-Warner distributor

for details. or write the factory direct.

BY STEWART W

Another Stewart-W arner product, completing a full line of fine radios, radio phonographs and radio-
phono -recorders.  Also _makers of Dual-Temp Refrigerators and Scotch Maid Electric Ranges.

PAGE 14 RADIO and Television RETAILING, SEPTEMBER, 1940
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36 PREFERRED TYPES "’

F ALL RCA TUBES now being

supplied to set manufacturers
for new radios, better than 9 out of
10 are now Preferred Types! Of all
tubes of every make, by every tube
manufacturer supplying tubes for
new radios, neatly half are Preferred
Type numbers!

This is a good thing! Good for
us. Good for yox. It means that this
year’s 5,000,000 receivers using Pre-
ferred Type Tubes will simplify re-
placement-tube inventories for dis-
tributor, dealer and serviceman
alike...will give increased turnover
of fewer, faster-moving tube types
—faster deliveries, from manufac-

With a choice of over 500 receiving tube types

available, designers of this year's receivers have

called for almost as many of the 36 Preferred

Types—27,000.000 of them—as for all other
types combined!

TV 7755 = JO0G 00 rves

FOR 5,000,000 OF THIS YEAR’S NEW RECEIVERS!

‘’490 OTHER TYPES "’

turers’ stock—and better, more uni-
form tubes!

18 important radio manufacturers
have endorsed and adapted the
RCA Preferred Type Tubes Program
because they, too, have benefited.
Practically any type of receiver can
be designed for finest performance
at lowest ultimate cost. The RCA
Preferred Type Tubes Program is not
only the best suggestion ever advanced
to solve the headache of “too many
tube types”...it is the only construc-
tive step so far offered! It deserves
your support— for your own benefit!

Over 380 million RCA Radio Tubes have been pur-
chased by radio users.

RCA VICTOR —1
PREFERRED TYPE

RADIO TUBES

referied Type Tubes ==
Performance
RCA MANUFACTURING CO., INC.,, CAMDEN, N. J.

A Service of the Radio Corporation of America
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Cool weather means more time for home
entertainment. That's why these two new
Westinghouse models are so popular. The
first is a combination radio phonograph
and home recorder that will enable you to
make the most of this fascinating hobby.
The second is a superb table model, of
unexcelled tone and performance, at a
modest price. These two Westinghouse
21st Birthday instruments are priced for
fast selling . . . with a worthwhile profit to
you on every sale.

ANOTHER ENTERTAINMENT
STANDOUT! MODEL WR-290

Builtfor those who are willing to pay a little more for
the best in table model tone and performance. High
quality 3-band circuit with tuned R.F. stage. Push-
pull output and powerful 6-inch speaker. Upright
walnut cabinet in eye-catching “waterfall”’ design.

WHAT AN ENTERTAINMENT VALUE!
MODEL WR-486. Sece how much you can offer your

customers . . . at a price many of them have paid for a
standard console radio.

® Superb 9-tube radio . . . with push-pull output, 12-inch
dynamic speaker, loop antenna, and 5 station push-
button tuner.

® Automatic phonograph . . . plays six 12-inch or seven
10-inch records.

® High quality cutting head . . . makes recordings, either
of the radio program or by microphone.

® Provision for making recordings of other records. (Sepa-
rate record player needed.)

® Microphone and speaker may be used for home enter-
tainment or as public address system.

@ Supplied complete with crystal recording microphone
and six blank records.

©® Handsome cabinet of beautifully grained, hand rubbed
walnut with divided lid.

Write or phone your Westinghouse Distributor today!

PAGE 16
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CHALLENGE T0 INDUSTRY'S PATRIOTINM
Calls for Plain Speaking

T is a pity that the greatest national defense effort
in American history had to be made during a presi-
dential election campaign. For a modern defense effort
involves an intensely practical industrial project, while
an election campaign involves an intenscly emotional
political propaganda. And those two don’t mix,

That, as 1 see it, is the chief reason for the welter of
claims and denials, charges and counter-charges that
have been getting in the way of contracts for planes,
tanks, guns and all the rest of the armament for which
thedAmerican people are so nervously peering down the
road.

We are told that the managers of industry, smarting
and suspicious under the repeated attacks of government
officials for some years back, have been reluctant to assume
the abnormal risks of defense contracts without commensur-
ate safeguards, and that the politicians who must authorize
those safeguards have been reluctant to do anything that
might be construed as letting down the bars for unscru-
pulous business men to exploit the national emergency. For
the one, the business risks of full speed ahead have been
too great; for the other, the political risks of full speed
ahead have been too great. So we don’t go full speed
ahead.

This is not written to increase that clamor of re-
crimination on ecither side. On the contrary, it is an
appeal for some decent and thoughtful consideration on
the part of all concerned—consideration for the urgent
needs of the nation, for the problems and responsibilities
of both the politicians and the industrialists, for the
elementary principles of prudent business management,
and for the good opinion of the man on the street. He
is necither a politician nor an industrial executive. But
his hide and his pocketbook are at stake in the national
defense program—and he knows it. He has a right to the
low-down on what is going on. And if he is left in
ignorance or deliberately deceived, for the sake of cither
political or business whoopee, the payoff will be mighty
poisonous political medicine for the politicians and
equally poisonous business medicine for the business men
who may be responsible.

% Ed Ed

The plain stark fact, to be faced squarely by us all, is
that the national defense program is an emergency
project—a desperately urgent emergency project.

As in every emergency that confronts a democracy, we
are harassed by a confusion of counsel. As always, some
of the confusion arises from honest but conflicting judg-

ments, some of it from ignorance or muddy thinking.
But, unhappily, much of it reflects the deliberate purpose
of self-seekers to fish in troubled waters—to capitalize the
conjunction of a national emergency and a political
campaign to boost their own interests. ~Already the charge
that American business men are unpatriotic and interested
only in profit has been put out as a smokescreen to cover
up deficiencies for which business men are in no way
responsible.

Now the man on the street finds it hard to see through
this maze of excited contradiction. Not because he isn’t
smart—the average American can think straight enough
when he has the facts. But in this case the facts are
obscure and complicated—they have to do with matters
that are strange to him. And to make it worse, at the
height of his confusion, raucous voices constantly assail
his ear with “simple” explanations of it all. But, as so
often happens, most of these “simple” explanations make
the matter a lot simpler than it really is.

% & ES

Consider, for cxample, the cry that “industry refuses
to get busy on national defense until its profits are
guaranteed”. Very clear and simple, to be sure; but also
very false. The charge that American capital is “on
strike” in the hour of national need. As silly as it is
simple. The assertion that our manufacturers “won’t
even talk with a government anxious to place orders with
them, without large financial concessions”, and that
“American corporate industry refuses to expand its
resources for defense until it receives immunity from
proper taxation”. The resounding demand that we “con-
script wealth as well as men”—whatever that may mean.

Particularly political has been the attack on the air-
craft industry. It has been made to appear that aircraft
manufacturers were instituting a sit-down strike because,
in their grced for profits, they demanded more than
8%. Actually the 8% was not a net profit at all and
the only concern of the manufacturers was to fight
against incurring losses under the 8% limitation. And
army and navy officers have sustained the aircraft manu-
facturers’ viewpoint.

The air is full of explanations which, however simple
they may sound, do not explain. And in most cases, I
am convinced, the purpose of those who offer them is
not to explain but to inflame. Those who try honestly to
explain these issues from either side, find it impossible to
do the job in such ringing phrases.

As I have said, our country has been caught short. As

Ay amaricancadiohistopLecomm
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a result, there are many reasons for the confusion and
controversy. The plain fact is that we can produce our
war equipment by only two means: (1) by converting
the industries of peace into the industries of war, so
far as that is possible; and (2) by building from
scratch the new facilities we need to supplement them.
In other words, we must create—with desperate haste—
a new industry in America—an armament industry.

Right there is the crux of the problem that now con-
fronts the industrialist sincerely trying to equip himself
for his part in national defense. For this new armament
industry is not the ordinary business risk against which he
has learned to weigh the interests of his employees and
his stockholders. It does not deal with familiar products
and processes. It is not continuous—at least it has not
been heretofore in this country—and it may fold up as
suddenly as it has opened. It cannot hope to serve
thousands of potential customers: it has but one sure
customer—the United States Government—and wielding
the sovereign power that customer can do just about as it
pleases with respect to its needs and demands. Which
means that not even this one is a sxre customer,

* * *

No more unfair or deceptive charge ever has been
leveled against American industry and American busi-
ness men than the accusation of being unwilling to take
the normal business risks of the defense program. The
risks they are trying to minimize—they cannot possibly
avoid them all—are very special and extraordinary risks
indeed. So clearly is that true, that I doubt very much
whether such questions and charges ever would have
risen were it not for the fact we are engaged in a
political campaign.

Already some of industry’s great units have gone
ahead with the building of new facilities, the Furchase of
special materials, and the actual production of armament
in the face of all risks, gambling that their government
eventually would work out some reasonable plan to pro-
tect them against excessive loss. Others, doubtless will
follow suit.

But many other companies, for one reason or another,
are not in position to do that. So before they begin to
expand their facilities to handle defense contracts, they
have asked their only potential customer for those new
facilities to guarantee them—no! excessive prices, not
exorbitant profits, 7ot immunity from taxation, as we are
being told, but simply against the excessive losses that may
result from very extraordinary conditions.

As this is written, it looks as though the legislation and
the rulings necessary to accomplish this purpose soon
will be forthcoming. Thoughtful and responsible officials
of the government understand the situation and what is
needed. But, unforfunately, their understanding and action
will not quiet the professional business-baiters. So long as
those gentlemen have their own interests to serve, so long
as political excitement makes it easy to whip up public
demand for a scapegoat to atone for disappointing progress
with the defense program—just so long will the business-
baiters find a receptive audience for their criticisms.

All of which suggests that business men must carry
at this time a double responsibility, in addition to their

obvious obligation to do the very best job they know how
on their individual parts of the defense program.

The first of these added responsibilities is, of course,
to avoid any possible basis for the charge that industry is
exploiting the defense program in hehalf of excessive
profit, unfair treatment of labor or any other unworthy
self-interest. The second is to see that the man in the
street knows and understands all that I have tried to set
down in the foregoing.

For the man in the strect is deeply involved in all
this. He is "in the street” only to the political orators.
To the rest of us, he is the man in the factory, the man on
the truck, and the man behind the orders that industry
fills. In short, he makes up this living American in-
dustry on whom the politician’s charges spatter. As an
employee he has a stake in the solvency, the security, and
the reputation of the very plants at which criticism may
be directed. Knowing the tPacts, he can answer the critics
so far as his own plant is concerned and can see how the
same kinds of facts apply to all industry. If he is a
customer, suffering inconvenience as a result of the
plant’s service to national defense, a knowledge of the facts
behind the plant’s problems will help to make him a de-
fender rather than a critic of responsible business manage-
ment. If he is a neighbor in the community, the facts will
equip him to be an interpreter of industry’s problems to
the people of the home town.

In this national defense effort, business enters into a
new partnership with government, but, more importantly,
into a deeper partnership with the American people. It is
more than ever essential that it take all of the American
people into its confidence, beginning with the people in
its plants and going out through the ranks of its
customers and its community neighbors to show them
that they have a common interest in seeing that the task
of national defense is undertaken in the American way.

As we all know, there are in this country some people
who would like nothing better than to see American
industry fail in this supreme test of service to the nation.
They will watch with jealous eyes every move of every
company that is engaged on a defense job. They will
disparage its achievements, exaggerate its shortcomings,
and distort its motives. For they would like to make over
American industry to their own pattern, and they’ll never
have a better chance to get started with it than has been
opened up by the national emergency. Or so it looks to
them.

So, great as are the business hazards of the defense
program for the individual business man, even greater
hazards are involved for American industry as a whole.
But, knowing the temper of American industrial leader-
ship as I do, I am confident that it will handle its defense
assignment with credit to itself and with great advantage
to the nation that it serves—whether in war or in peace.

To help in that supreme test is the opportunity and the
privilege of the McGraw-Hill organization.

President, McGraw-Hill Publishing Company, Inc.

T bhis message is appearing in all McGraw-Hill industrial and business publications,
reaching over a million readers.
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SEPTEMBER

1940
Fall CAMPAIGN Number

This Vital

LAST QUARTER

By W. MacDONALD

JORTY-FIVE PER CENT or more of 1940’s retail radio business will

be closed in the vital last quarter.

This estimate is probably conservative because it was exceeded in 1938
and nearly equalled in 1939. And in neither of these years did we have
presidential campaign broadcasting. Nor had production for defense defin-
itely indicated early stimulation of national income.

If ever the advisability of an aggressive Fall Campaign was indicated
this is the vear.

Purchasing Power Up

Consumer purchasing power is up and there are figures in the panel on
this page to prove it.

Let’s look at the facts:

In 1929 total income of all Americans in the form of wages, salaries,
interest, dividends, manufacturing profits, mining and service operations was
$80,611,000,000. In 1932 it declined to $49,289,000,000. In 1937 it rose
to $70,262,000,000. And in 1940 national income payments will reach
$70,024,000,000 if they merely continue at the pace maintained to date.

National income payments in 1940 will still be only 86.8 per cent of what
they were in 1929. But in computing purchasing power, the really signifi-
cant figure (particularly when attempting to estimate so-called “semi-
luxury” purchase-potential) cost-of-living must be taken into consideration.

Using the index figure of 100 for 1929 as a basis of comparison, cost-of-
living was 80.2 in 1932. It was 84.7 in 1937. And it is 83.4 as we write
in 1940.

Paychecks, in other words, have regained much lost ground while the
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PEOPLE and their

PURCHASING POWER

1937

“Recovery High”

1929

“Climax of the 20's”

1932

“Depression Low”

NATIONAL INCOME
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1940 PURCHASING POWER Is Actually 4.2% Greater
Than 1929 Because NATIONAL INCOME Has Sub-

stantially Recovered While COST OF LIVING
Stayed Down

Has
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A Study of
AVERAGE SALE Level vs. GROSS PROFIT Rate *

by Robert Lee Coshland
with Sirota, Kraus & Gleason, C.P.A.

SALES -DOLLAR SALES DOLLAR
$30 Average Sale $55 Average Sale

Cost of
Merchandise

Cost ot
Merchandise

65.2¢

58.0¢

*Based on analysis of radio department figures ¥
plied by a representative group of New York retal

EDITORS NOTE: Net profit obviously hinges upon more ‘than just gross profit ra’
even the higher dollar “‘take” per sale here emphasized. Importance of unit volume ot
abid by selling inexpensive sefs, to people who actually cannot afford to buy beMer
for auxiliary use, will be discussed In o coming instalment of Mr. Coshland’s:- Mg
Maonagement article szries.’
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(Continued from page 17)

outgo for necessities has stayed down since its early nosedive. Less money
today actually buys niore than it could yesterday. In fact if national income
figures are “deflated” by cost-of-living you get something like this: $80,611,-
000,000 in 1929. $61,458,000,000 in 1932. $82,954,000,000 in 1937. And
$83,962,000,000 in 1940.

A simpler way to say the same thing is to say that if purchasing power is
considered 100 in 1929 it was 76.2 in 1932, 102.9 in 1937 and is 104.2 in
1940. Four-and-two-tenths more purchasing power this year than in 1929.

Here is a market worth working on.

The money is there.

Now, What About Profits

Retailers can approach the Fall season with a fairly high degree of con-
fidence insofar as unit sales are concerned.

But what about profits?

These depend upon the dollars the trade succeeds in getting back from
the consumer for the merchandise it sells. Upon the margin in that mer-
chandise. Upon the cost of operation. And to a large degree upon the
trade’s ability to sensibly “sell up”, simultaneously expand dollar income,
without materially upping overhead cost per sale.

Slogan suggested for serious consideration by salesmen is: Combinations
if you can. Consoles and Compacts if you can’t.”” Selling from the top down
rather than from the bottom up. Cheap sets only to people who actually
cannot afford better or for auxiliary use. To people with money only
where it is absolutely certain that it’s these or nothing.

The sell-up path to profit is never easy but it should be easier this season
hecause there is at long last practical evidence that manufacturers are now
concentrating miore national promotional effort upon this job.

This pressure from the top will go a long way.

But it won’t do it all.

Specialty Methods Again

Sale of upper-bracket merchandise will bog down before it gets well
started again unless dealers recognize the significance of the market trends
already indicated and resume certain neglected specialty selling methods.

The smaller sets can frequently be sold like so many pounds of nails but
this is rarely true of the larger.

Prowmotion will have to be geared once more to this job. Traffic of the
right kind for the store must come in for its full share of Fall Campaign
attention. Selling should be re-examined with the possibility in mind that
increased outside effort may now be made to pay. Demonstration within
the store might with profit be supplemented by more out in homes. Display
could perhaps do a more effective “sell up” job.  And Service could con-
ceivably be harnessed still closer to sales.

These italicized words constitute a pretty fair outline of points all dealers
should check in preparation for the big push. They are, in fact, the actual
headlines of feature articles to bhe found within this special issue of Radio
Retailing, planned primarily to aid readers in this direction.

Similarly, this same issue also contains every scrap of printed help we
could devise which might conceivably help dealers promote upper-bracket
merchandise. In many instances this promotional material is presented in
such a manner that it may be directly used to influence the consumer.

This, we repeat, is the year for an especially aggressive Fall Campaign.

And we're practicing, you see, what we preach, in this Fall Campaign
Number.

_anana amaricanradinhictarnys caom
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You Are 4

Selling

UNNY THING about the radio busi-
ness. It has almost lost sight of
what it really must sell.
Other businesses have periodically suf-
fered sieges of sales-blindness too. But
rarely so protracted.

AUTOMOBILE BUSINESS, for in-
stance.
Pin your pants pockets and walk into

“. . . first sell Joys of the Open Road.”

the nearest car showroom. Step right
up to the newest model and ask how
many cylinders it has.

The floorman will tell you. In mono-
sylables. If you insist. And then defer
detailed discussion by taking you out
for a ride.

He's selling the Joys of the Open
Road. In any new car. Then specifically
in his new car.

This broad selling job by the entire
automotive industry is one of the things
that has kept it so continuously pros-
perous.

MUSIC BUSINESS of the old, pre-
radio era built piano and band-instru-

/

. even subsidized music teachers.”

ment volume on a similar principle. By
means of some broadly constructive
schemes of it's own.

Schools were conducted for children.
Teachers and pupils were brought to-
gether in retail stores. Teachers were

even subsidized. Concerts were every-
where arranged and sponsored. Propa-
ganda of every description rolled off
printing presses without so much as a
mention of relatively unimportant instru-
ment differences.

The music business first sold Apprecia-
tion of Music. It knew that with this
story well - planted and continuously
nursed purchase of some article of mer-
chandise was certain to follow. It re-
served technical trivia until the prospect
was nine-tenths sold.

RADIO BUSINESS selling, on the
other hand, has steadily degenerated.

The industry as a whole now struggles
to sell a specific make first and the
extra pleasure provided by any modern
machine second.

The broad job of stimulating replace-
ment urge generally is left to George
and the broadcast stations. Which is
all very cheap and cosy if the appeal of
new models can be relied upon never to
run down. Like perpetual motion.

. more than a mess of wood and wires.”

Now we're as hard-boiled about the
market as the next man but it seems to
us that if straight gadget-selling con-
tinues to the virtual exclusion of sound
long-range promotion momentum will
soon decline.

And this seems to be the psychologi-
cal time to start making sure that it does
not. For there is a definite manufactur-
ing trend toward higher quality radios.
Greater interest at the factories in sell-
ing up. And every indication rising costs
will prevent further use of the dollar
sign as the sales spearhead.

When it comes right down to brass-
tacks we have something much more im-
portant to sell than a mere mechanical
mess of wood and wires.

We must sell radio's lavish entertain-
ment fare. And Musical Reproduction.

Save Your Breath About Gadgets Until You Are Sure the Service Is Sold

PAGE 20
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THE FALL of 1940 presents a
new and intriguing problem in
advertising.

National income is increasing.
At the same time manufacturers are
providing deluxe merchandise which
is lower in price than equipment
heretofore sold largely to upper-
bracket buyers and yet higher than
the sort of sets lower-bracket buy-
ers normally consume.

The important thing to remember
in preparing promotion of any sort
is that the small wage-earner can
now afford the luxury of semi-de-
luxe instruments.

Before presenting your sales
story to this group as well as to
that comprising people in higher
income brackets consider the many
improvements and additional fea-
tures in this year’s lines.

See how easy it is for all families
to possess these new products. You
ought to be enthusiasticc. And
enthusiasm this season is going to
be the real push behind effective
promotion to a really receptive
audience.

Direct Mail

If you've kept an accurate, up-to-
date record of your radio-phono-
graph and record-player attachment
customers, you have an excellent
mailing list for phonograph record
customers. At least once a month,
send your own or record manufac-
turers’ circulars to this list. Regu-
lar mailings are essential to prevent
customers from losing interest in
records and insure valuable repeat
contacts.

The “personal” letter method of
inducing a customer to visit your
store will get even hetter results if
you enclose a circular listing the
new models of the merchandise
makes customers own at present.
No doubt practically every set is
good, but haven’t you noticed that
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Building Fall Business Via
e o o Phone. Publications and Mail e

_ ProMoOTION

By

ROBERT CORENTHAL
Adv. Mgr., Terminal Radio Corp.

people seem to prefer a newer model
of what they already own—like you
and your car?

Here’s an inexpensive stunt for
this fall to replace the time-worn
station log card. Have your printer
make up a hardy little card of local
college and high school football
schedules, and, of course, include
your own advertising message. In
larger towns and cities, diagrams of
stadium seats make these cards last
longer in the hands of football fans.

In regular mailing pieces which
you are probably contemplating
right now, try to reflect the quality
of the merchandise offered in illus-
trations and copy, and let the prices
speak for themselves. It might also
be a good idea, after you've mailed
vour fall circulars, to start building
your Christmas mailing list. It is
the writer’s opinion that the volume
of business done by radio retailers
this fall and winter will justify an
elaborate promotion for greater and
highly profitable Christmas season
activity. Maybe Christmas is far
away, but don’t say we didn’t give
vou twelve weeks’ notice!

Publication

In newspapers, consistency is of
prime importance. It is advisable
for the independent retailer to run
many small ads rather than a few
big ones. If you have a “‘token”
to offer, like the football schedule
already suggested, tell your news-
paper readers to call, or write for
one, and don’t forget to add the
names and addresses obtained to
your mailing list.

We've explained other newspaper
advertising angles in earlier issues
(see Radio Retailing for July, 1940)
and there’s not much more to tell
radio retailers about this media.

Send occasional briefs to the local
radio editors about anything in new
radios interesting enough to merit

THE BIG PUSH

starts here, at your desk

reader interest. The mere mention
of vour store name and address in
any of these news items will be
reward enough for your effort in
writing such publicity stories.

Try to anticipate social and politi-
cal functions at vour local churches,
auditoriums and meeting rooms.
Your advertisement in the local
church weekly may be a deciding
factor when you bid for a sound
system sale or rental.

Although radio and record ads
in the concert programs of Carnegie
Hall, Town Hall (New York City).
Berkshire Music Festival, have
made many regular customers for
retail radio establishments, it is diffi-
cult to predict the success of adver-
tising to music-lovers attending con-
certs and recitals in your own
locality.

The general procedure is to offer
fine radio-phonograph combinations
and recordings of selections heard
during that performance, as well as
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other works of the composers
honored that evening. In New
York, Boston, Minneapolis, Phila-
delphia and other large cities you
could also emphasize recordings of
local symphony orchestras and guest
artists.

1f vou carry an attractive selec-
tion of phono-combinations and suf-
ficient classical recordings, it might
pay you to investigate the results
possible from promotions to a con-
centrated audience of people who
prefer good music to movies.

Telephone

Why not follow-up your “per-
sonal” sales letter with a phone call?

The proven method is to assign a
stack of file cards to each salesman,
with instructions to keep after these
prospects and to notate on the cards
sufficient remarks and comments to
enable them to renew their contacts
later, should immediate results not
he obtained.

PAGE 21
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”Cupsule"

NCE BAN

Yi—Victor Co—Columbia Br—Brunswick Ro—Royale
Bb—Bluebird Ok—Okeh De—Decca Va—Varsity
LEADER NO. IN
BAND TIHEME SONG  PLAYS VOCALISTS BAND RECORDS
ALEXANDER, VAN Still Waters Cor “ Butch '’ Stone 13 Bb, Va
Phvllis Kenny, Bill
Shallen
ARMSTRONG, LOUIS On the Sunny Side of Trum  Sonny Woods, L. 13 BbL, Ok, De
the Street - Armstrong
AYRES, MITCIIELL You Go to My Head Violin  Mary Ann Mercer, it Bb
. Tommy Taylor
BARNET, CHARLIE Make Believe Ball- Sax Harriet Clark, Larry 16 Bb
room Taylor
BARRON, BLUE Sometimes I'm  ....... Russ Carlyle, Alan 12 BbL
Happy Homes, Charlie Fish-
er, 3 Blue Notes
BASIE, COUNT One O'Clock Jump  Piano {?mes Rushing, Helen 15 Co, Ok, De
umes
BERIGAN, BUNNY I Can’t Get Started Trum ............ ....... An Vi, Ok
BERNIE. BEN Lonesome Old Town Violin Donald Saxon 12 Ok, De
BRADLEY, WILL Strange Cargo Trom  Ray McKinley, 14 Co, Ok
Jimmy Valentine
BREESE, LOU Breezing Along With Guxtar Skip Morr, Don Hus- 17 Va
the Breeze Trum  ton
BROWN, LES Dance of the Blue Sax Doris Day, Herb 14 Bb, Co, De
Devils Clar use
BUTTERFIELD, ERSKINE ................... Piano .............. ..., 7 De
BYRNE, BOBBY = ... ...l Trom immy Palmer, 14 De
orothy Claire
CALLOWAY, CAB Jumping Jive (... ... Avis Andrews, Cab 13 Vi, Bb, Ok,
Calloway Br
CHESTER, BOB Sunburst Sax ]S)olores O Neill, Al 14 Bb
tuart
CLINTON, LARRY Dipsy Doodle  ....... Helen Southern, 15 Vi, Bl
Terry Allen, Jack
L. ) Palmer
COURTNEY, DFL (Original) Piano iTioe Martin, Sherman 11 Ok
ayes
CROSBY, BOB Summertime ~ ....... Bonnie King, Bob 12 De
Crosby, Bob-o-links
CUGAT, XAVIER My Shawl ... ... Miguelito Valdes 16 Vi
DONAHUE, AL Low%)owu Rhythm Violin Dec Keating 13 Ok, De
in a Top t
DORSEY, JIMMY Contrasts Sax Bob Eberly, Helen 17 De
Q’Connell |
DORSEY, TOMMY Getting Sentimental Trom  Connie Haines, Frank 14 Vi, Bb
Over You Sinatra The Pied
X Pipers
DUCHIN, EDDY Twilight Dream Piano  Tony Leonard, June 13 Vi, Co, Br
Robbins, Lew Sher-
wood, Johnny Drake
ELLINGTON, DUKE East St. Louis Piano Ivie Anderson 1S Vi, Bb, Co,
Toodle-oo Ok, Br, De
FIELDS, SHEP Rippling Rhythm ... .... Hﬁll Derwin, Dorothy 12 Bb
en
FISHER. FREDDIE .., . .. ... ... . . . .. Sa%  purmesma e SR e o De
FITZGERALD, ELLA A Tisket-A Tasket  ....... Ella Fitzgerald 14  DPe
GARBER, JAN My/Deary = emeomin ek shice et s 1. Vi, (‘),k, Br,
De, Va
GOODMAN, BENNY Let's Dance Clar Helen Forrest 13 gi, Bb, Co,
r
GORDON, GRAY One Minute To One . Meredith Blake, Cliff 13 Vi, Bb
Grass, Art Perry
GRAY, GLEN Smoke Rings Sax Pee Wee Hunt, Ken- 15 Vi, Ok, De
] ny Sargent
GREEN, JOHNNY On the Trail Piano  Jack Smith, Carol 17  Ro
Horton, Beverly,
Louanne
HALL, CEORGE Lovg Letters In the ....... Dollie Dawn Bb, Ok
an
HAWKINS, COLEMAN ... ... .. .. .. . ... Sax _]'Eune Harris, Warren 15 Vi, Bb, Ok,
vans e,
HAWKINS, ERSKINE Tuxedo Junction Trum  Jimmy Mitchelle, 15 Bb
Dolores Brown
HAYTON. LENNIE . ... Plano ................... 14 Ok, De, Va

(Continued on Page 72)

Record Sales Increase When You Know More Than the Customer
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NE LOOK is worth a thou-

sand words. This is particu-
larly true of ideas to build store-
traffic, dealer problem number one
at this season.

Following are suggested traftic-
building ideas depending more upon
visual than upon oral appeal. All
of them have been successfully used

by established retailers, in or close
to the radio business.
Baseball “Hook™

World’s Series days are here
again.

Rebroadcast the' daily playotts
through outside speakers and install
an inexpensive scoreboard upon

which hits, runs and errors may be
recorded.

Use tie-in signs in the window
and outside (here’s the real traf-
fic-builder) inviting fans to come
into the store for {ree score-pads or
schedule-cards.

If vou want further variation of
the idea invite men to register their
opimions with you concerning the
probable winner. Print entry blanks
for this purpose to make it look
official.

Closest “prophet” might win
title of “Champion World’s Series
Oracle.” Might have his picture in
the papers.

You can think up your own in-
ducements to “vote” And when
baseball’s over try it on foothall.

Campaign Paper

Oldest, yet still one of the most
effective Fall campaign boosters, is
publication of your own special
“newspaper.”

Sounds pretty ambitious and ex-
pensive? You can fit the idea to
your own requirements by scaling
down the suggestions given in the
following paragraphs, written for
the “well-heeled” group:

Try an eight-page “private paper”
of the tabloid size and stvle. In-
clude current radio programs, pho-
tos of local radio celebrities or net-
work stars. Radio stations will fur-
nish such shots free of charge if
vou explain what you want them
for.

Incorporate a “For and By the
Reader” column in which people in
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your territory air their pet radio
peeves or spot their radio praise.
Shoot invitations to write such
“copy” to vour entire prospect-list
through the mails and watch the
leads such comment automatically
produces. Ask contributors to
bring their stuff to the store for
“discussion  before  publication.”
(This is the “hook” that does your
traffic-building job.)

You might wish to distribute the
finished sheet only at the store, to
those actually coming in for it. Cost
of publication might even be borne
in part by accepting advertising
from non-competitive businessmen
in your neighborhood. It is, in fact,
frequently done on such a coopera-
tive basis with greatest success. Pic-
tures of your radios are, of course,
featured.

Even a single-sheet paper handled
on this basis will help.

Like Premiums?

The newspaper idea may be “too
rich for your blood.”

How about inexpensive Fall cam-
paign premiums? Some dealers like
the idea and some don’t but, at

Tricks to Help You

Build It for Your Store

s
may, ]

i = il

least, it has the virtue of being

simple.

In selecting premiums, if you do

decide to use them, be sure and

select things that have definite value
rather than merely novelty appeal.
Such things as pen and pencil com-
binations, calendars for the desk,

table sets and even model airplanes
for the kiddies work well, I have
noted.

For servicemen, radio logs are
especially recommended. Radio war-
maps, on the other hand, are good

traffic-builders at this time for any

type of operation.

Recordings Sure-Fire

Many dealers are already using
personal recordings very success-
fully .as a means of building store-

traffic.

Some offer one made by the

prospect with the purchase of mer-
chandise of any kind over a certain
dollar total. Others prefer to use
them solely to promote the sale of
the recording instruments them-
selves. Still others sell personal
recordings virtually at cost just for
the goad they do the operation when
properly promoted by swelling store-
traffic.

One thing to keep in mind if the
last-mentioned promotional method
is considered is that many dealers
using personal recordings primarily
to swell traffic still advertise them
sufficiently above cost to make this
service profitable in its own right.
And report that they still “pull.”

Schoolday Angle

Schooldays are here again.
Even if your operation is not big
enough to swing the idea alone

RADIO and Television RETAILING, SEPTEMBER, 1940

waany americanradiohistanscola

how about staging a cooperative
“kiddie show” with other local mer-
chants?

Contestants on the program
should be hand-picked after elimina-
tion contests, by an impartial school
committee consisting of dramatic,
music and dance instructors. You
thus duck many personal head-
aches when making awards.

Parents flock to see their own
and neighbor’s kids at such affairs.
particularly in the smaller towns,
and you can arrange radio demon-
strations during intermission.

Program can consist of songs.
dances, imitations. Applies to grade
schools, Junior High and, with a
little more extensive planning, even
to High Schools.

Sells radios, appliances or what
have you.

Later, perhaps. sound or radio to
schools.

PAGE 23
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Tripling

Home
ENTERTAINMENT

RADIO

Brings the World
nto Your Home

PHONOGRAPH

Plays What You \
Want When You
Want It

RECORDING

...The Nation's
NEWEST Hobby

Permits Personol
Snapshots In
Sound

Now You Can Buy All Three in COMBINATION
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OME DEALERS  carrving
radio and other household
specialties are getting along without
outside soliciting (not that they
should). But you and I have a
small store, stock a few radios, re-
[rigerators, washers. We have 1o
collectors, no extensive customer
list of financed merchandise, not
even a good location. And we
haven’t much money to spend on
advertising. Outside selling is our
only means of staying in business.
We have a girl in the store to
answer the plhone, wait on the rare
walk-in, and we're going to do our
own selling—outside. We're preity
good salesmen and we know that the
two of us, at a dealer’s discount,
will he able to pay owr small over-
head and still come out better than
if we were working as salesmen for
somehody else.

The two of us alone should do a
pretty good {fall campaign job—
but we’re not going to be satishied
with that, even though we could live
on it. We want volume, other men
working for us. What shall we do?

Finding Men

Well, we know we can't get fin-
ished salesmen—men who would
disturb us in no way except by
handing us signed contracts with
down payments. I'm not going to
explain why we can’t get them,
agam, and I'm not going to repeat
the reasons why they’d be working
in the wrong way even il we could
get them. We just know by now
we can’t get them, and, if you think
we can, put an ad in the paper and
try.

However, we're not going to let
that stop us from hiring men. We
know that there are a lot of men out
of work, and we can get and hold
as many of them as we want—if we
give them the proper help and coop-
eration.

We may have to nurse them like
habies for a while, but—so what?
(a) Inasmuch as it’s the only thing
we can do, we'd better do it. (b)
And so long as we can sell, and
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therefore shouldn't spend our valu-
able time canvassing anyway, why
shouldn’t we get some new men
(who can't sell but can canvass)
to dig up the prospects for us, so
that we can spend all our time clos-
ing? (c) It's getting chilly now,
and we'll be pushing radios. And
as important as it is to separate
canvassing from closing, in selling
any appliance, it is more important
with radio than with any other item.
So we put an ad in the paper:

MEN—Do you know any specialty sales-
men who are not earning a living? We
do. We can even tell you why they are
not. But there are also specialty sales-
men who are earning good money—and
we'll tell vou how you can be one of
them, if you wish. Don't let anybody
kid you that specialty selling is easy. It’s
not, and that's why we don't ask you to
do it. But if you want to learn how,
and receive a salary and commission
while you're learning, come in to see us
Monday morning at nine o'clock. (Ad-
dress.)

Picking Men

We are deluged with applicants,
but we talk to each one by himself.
And the most important thing we're

By

CASWELL ODEN

looking for is a pleasing personality,
as good an appearance as possible.
Forgetting all other considerations,
the thing to bear in mind is this:
the more he appeals to us, just as a
man, the more he will appeal to a
woman at the door.

We tell him exactly what our
propasition is, and we do it without
a lot of -inspirational chatter. We
explain that he must canvass five
hours a day, five days a week, and
for that we’ll pay him $10 a week,
at $2 a day, and 5% — with the
understanding that he can switch
over to a straight 10% whenever
he wishes.

“Ten dollars a week isn’t much,”
we admit. “And we don’t expect
you to live on that. But it’s a lot
to get before you earn it. Do you

That's the way to make most effective use of manpower

One Type to CANVASS

Another to CLOSE

———S E LLING e © o Here's One Way to Do an Qutside Jo

know where e¢lse you can get it?”
He shakes his head. “You can go
elsewhere and get a hundred dollars
a week—if you earn it first. We'll
give you the same thing. But we're
giving you far more. We're paying
your expenses for you, closing your
business for you, and paying you a
commission on it. All we ask you
to do is work. Want the job?”
He does.

Directing Men

We give the men we hire what
literature they need, and tell them
a little something about the mer-
chandise—but only enough for their
approach. (Not so much about the
quality of the merchandise—more
about what to say at the door. BOX
—pays for itself. WASHER—
ditto. RADIO—story to get it in
the house). And this we supple-
ment the next morning by actual
demonstration, canvassing with the
man, letting him watch us, then
watching him. One day of this is
enough, however, for he'll learn very
quickly once he’s working.

We may take on six men (three
apiece), or only two at first, can-
vassing some ourselves, and waiting
until the first two are broken in well
before taking on more. The slower
way, of course, is the safer. The
one point to bear in mind is this:
anv man who canvasses 25 hours is
certain to be worth his salary—but
only if we supervise him carefully
and give his prospects the proper
attention.

Assuming we take on six men,
we face an outlay of $60 a week.
For that we want $1200 volume.
And that doesn’t mean $400 from
one man and $100 from another—
as an average. If a man can’t aver-
age at least $200, something is
wrong.

If any man doesn’t earn his salary,
that’s our fault, not his. Because
we're supposed to see to it that he
does, replace him if he doesn’t. In
fact, we want men who will be ask-
ing for a straight 10% before too
long.

PAGE 25
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RANGE You Can Buy for the BEST THINGS IN MUSIC
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ow to Tell

Quality
FURNITURE

CHEST-OF-DRAWERS or radio cabinet, furniture is still furniture.

There is more to quality than just good exterior design and fine finish, although
both are hallmarks. Construction is important if the piece is to withstand handling
and vibration, changes in temperature and humidity.

How does one readily recognize quality construction? We asked experienced
furniture salesmen this question and received more hints than we bargained for,
more than we can in this instance print.

There were, however, five points about furniture that seemed particularly
applicable to radio cabinets and these can be illustrated.

;o
TOP OR LID Cross band 35 -~

One good manufacturing meth-
od invaives this "frame' con- ===l
struction ond 5-ply

£ I
ace veneer jg

4 5 2
Back veneer 53"~ 4 ‘- Cross band z

" — BASE
’] Sturdiness is here achieved with
Foof- <@—  ‘“tennons’, “brace-block” ond
long screws
7 1
Tennon - /fé @ ! £nd rail
A
A BACK OF CASE
N ¥ This design oids rigidity. Drow-
. i !
@‘V Brace-block ings show both face and plon
Front a7 views of back
rail - 3 S 1
H .- Back pane/
/-' 4 ¥ T2,
4 ! £nd
e .. 2"screws panel ...
Y. w .
~Top back rail
IR
__Top and T T
;// d l I
§ end buﬂ‘om/en ] Top back
3l panel cleaft J
ponel o] : rar/
I e -
. block Lr y =
Nail through tennon | 7
[ Il
Post b ESE—= ==\ |r _____ Back panel
e {.,__. £End pane/
FRONT RAILS |
Showing the use of desirable |
cleats, noiled tennon, bleck to |
hold frant rails i k_,ScreWS
L

CHASS1S-BOARD

i Simpler board to hold radios,
<=  phonos, may be folse construc-

tion economy

S-ply re versing veneer

There Is More to Good Construction Than Meets the Casual Eye
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HE TECHNIQUE of demon-

strating in the store, or in the
home, is an important factor in the
closing of a sale. This is particu-
larly true of models in the higher-
price brackets.

It is not only important to know
how to demonstrate but when and
where. Otherwise costs can run
wild.  Properly employed, demon-
stration is perhaps the most power-
ful single weapon a salesman has
when attempting to close and from
dealers long aware of this fact we
glean the following suggestions.

For Ladies Only

One dealer not far from Radio
Retailing’s  editorial offices says
women are becoming increasingly
numerous as radio and especially
combination purchasers, has devel-
oped a special technique for demon-
strating to them. Says he: “Con-
centrate on quality reception, fine
cabinetry and the way the set will
fit in with other furnishings. Al-
ways show your most expensive set
first (even though you don’t expect
to sell it) and avoid any discussion
ol technicalities.”

The radio department manager of
a nearby chain, on the other hand,
has developed a definite routine of
demonstration “steps,” religiously
follows it regardless of whether the
prospect is a man or a womau. In
order, these steps are:

Quality

Performance

Features

Value
Program Service

“Home Display”

Queried on home demonstration,
the manager of the Hunt Music
Shop, White Plains, N. Y., in-
formed us that outside “previews”
are today made only on sets up
around the $100 dollar class. Inter-
ested in selling radios even at much
lower prices if necessary, he never-
theless feels that this is about where
store demonstration should stop and
home emonstration begin. Experi-
ence has proven that prospects for
merchandise at this end of the scale
are most responsive to home treat-
ment.  DPercentage of sales 1o
demos is not only higher but there
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1» more margin with which to pav
the cost.

The owner of French Radio Co.,
Stamford, Connecticut, personally
supervises all outside cemonstra-
tions. Says 73 per cent of his busi-
ness results from “home display”
(that’s a novel thought!) of mer-
chandise. Culls leads from service
calls, advertising and is an ardent
checker-upper on the ‘“personal”
columns announcing engagements
and marriage licenses. The latter
are sure bets as radio buyers. Makes
no calls without a sales opener.

The “Loan” Gag

Another Connecticut retailer finds
outside demonstration a necessary
part of his business. Says success
with this type of merchandising re-
quires ability to “‘qualify” prospects
for it. This comes under the head
of experience, is sort of ‘“born to,”
not “bred.” Wherever possible
leaves a new set in the home when
pulling sets for service, finds this an
excellent sales clincher, especially
for that extra set so often needed by
the client.

When the P. & M. Radio Co.,
Hollis, Long Island, receives per-
mission to deliver a set on trial
it trys to arrange showing for an
evening when the important mem-
bers of the family are all at home.
Repeat visits increase cost of outside
demonstration and it is ignoring of
little fine points like this that put a
drag on the business instead of the
profit proper demonstration can
produce.

The trade seems to agree that
when you run up against a “sour-
puss” it is best not to overstay your
demonstration visit. Pull the set
and control the tongue. Curiously,
when the prospect throws off his
grouch he frequently signs the con-
tract for the model displayed or even
a better!

Check Floating Stock

A live-wire retailer of Hempstead,
Long Island, pushing radios and

_ _IDDEMONSTRATION....

appliances, said he would home-
demonstrate any article in the store,
but would not permit more than a
48 hour stay in the prospect’s home.
Thought that was plentv long
enough for the customer to make a
decision. Makes this a fast rule.
Employs an accurate checking sys-
tem on all floating stock. Important
to watch this angle, otherwise con-
siderable money can he ued up in

Fine Points for Use

outside demoustrators,

On outside demonstration dealers,
as a rule. thought that 75% of the
sale was concluded when a trial set
was placed in the home. Was com-
parable to the strategy adopted by
the automobile salesman whose first
effort is to get the prospect behind
the wheel on the theory that mer-
chandise so demonstrated will prac-
tically sell itself.

“QUALIFYING” Prospects

Check these test questions:

1. Is it better than a 50-50 bet that a sale

YES NO
0O

will follow home demonstration?

2. Is it certain that the prospect’s credit

is good?

3. Is there a good chance that by demon-

0O
N

strating at home you can ““sell up”’?

4. Is there someone else at home who has

to be sold?

5. Is the gross profit on the model involved

0o
0 O

enough to justify itwo outside calls?

If the answer to three or more is “Yes” what are you waiting for!

~ wanwny americanradiohistarnvs.com.s ';é

in Store or Home
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- QN AT THESE FEATURES!

Here’s a value in radio phonographs that will stop 'em
cold! Beautiful cabinetry . . . superlative performance
... glorious tone . .. "Slide-A-Way" automatic record
changer.. . all at a sensational price.

Model 62-B7 Chassis Specifications: 7 tubes, AC superhet; two
complete bands, standard and foreign short wave from 5.5 }MC to
18.1 MC.; directional Aeroscope; automatic *uring; RF. stage for
extreme sensitivity; large, heavy-duly P.M. dynamic speaker; bass
compensation; ‘'Scfg'o” dial. Avtcratic recorc-changsr plays 12"
or 10" records. Smartly stvled, matched walmut cabinet.

Presto! Open the doors
...out slides the record _

Equipped with RCA Preferred Type Tubes

AMAAL americantadiohisto om
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You'll smash

records with ‘this new

fable rgb'd'él combina-
ith auvtomatic

record changer. It's an

Admiral sensation!

Model 64-K5 Chassis Spec-
ifications: 5 tubes, AC super-
het.; standard broadcast;
Aeroscope magic antenng;
heavy duty P.M. dynamic
speaker; bass compensation;
AR.C.plays12"or10" records.

Model 43-B4

Model 64-K5 .

Model 61-K7

Radio Phonograph

with Recorder

Boost Battery Set Sales!
Here's a value that will do it . .. got "'em
all topped on every count: economy of
operation, tone excellence, and beauty.

Model 43-B4 Chassis Specifications: 4 tube 1.4
volt "AB" battery superhet; standard band, from 535
KC to 1730 KC.; 6" P.M, dynamic speaker; avtomatic
volume control; iran core antenna cail.

Model 61-K7

New Table Model Recorder

It's a honey . . . this new Admiral table
model combination with recorder. Records
programs from the air or from the mike. Can
also be used as a P. A. system.

Model 61-K7 Chassis Specifications: 6 tube, AC supers
het.; tunes standard broadcast band; Aeroscope antenna;
6" PM dynamic speaker; bass compensation; microphone,

Note: All prices slightly higher in West and South and subject to change without notice.

CONTINENTAL RADIO

3800 W. Cortland St., Chicago, II. o

& TELEVISION CORP.

Export Office: 116 Broad St., New Yerk
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Stations

OPERATING UNDER EXPERIMENTAL LICENSE

Frequency Power

Call Licensee {me.) kw.)
WI1XK Westinghouse Elec. & Mfg, Co., Hull, Mass .. . ' 42.6 I,
WI1X0J The Yankee Network, Inc., Paxton, Mass. .......... . . 43.0 50.
WIXPW WDRC, lInc.,, Meriden, Conn. ... .................. ... 43.4 |
WI1XSN Wes'fnnghouse Elec. & Mfg. Co., E. Springfield, Mass. . 42.6 I
WIXSO  Travelers Broadcasting S. Corp., Avon, Conn..... ... . 43.2 I
WIXTG  Worcester Telegram Pub. Co., Inc., Holden, Mass. .. ... 43.4 [l
W2XDA  General Electric Co., Schenectady, N. Y. .. ... . ... ... 432 .05
W2XMN  Edwin H. Armstrong, Alpine, N. J.............. .. 428 and 117.43  40.
W2XOR  Bamberger Broadcasting Service (WOR]), Carteret, N. J. 434 Iz
W2XOY  General Electric Co., Albany, N. Y. {New Scotland, IKW) 43.2 A5
W2XQ@R John V. L. Hogan (WQXR) New York, N. Y. .. ... . 43.2 .
W2XWG National Broadcasting Co., New York, N.. Y... ... 426 1.
W3XMC McNary & Chambers, Bethesda, Md............. 42.6 N
W3X0 Jansky & Bailey, Georgetown, Dist. of Columbia. 43.2 I.
WBXAD WHEC, Inc., Rochester, N. Y. .. ... ... . .............. 42.6 .
WB8XFM  The Crosley Corp., Cincinnati, Ohio. .. 43.2 I
W8XVB Stromberg-Carlson Tel. M. Co., Roches'rer, N Y. 43.2 f.
W8XVH WBNS, Inc., Columbus, Ohio. . o Y T 43.0 .25
W9IXAO The Journal Co., Mllwaukee Wis .- 42,6 i
WOXEN  Zenith Radio Corp., Chicago, Il ... ... ... .. ... .. 42.8 1
WIXYH  Head of the Lakes Broadcashng Co Superlor Wis .. 43.0 [

COMMERCIAL APPLICATIONS PENDING
Frequency Coverage

Location Applicant (me.)  Sq.Miles Population
Alexandria, La. Alexandria Broadcasting Co. .. 43.3 3,025 116,119
Baltimore, Md. The A. S. Abell Co..... ... .. 443 15,489 3,308,983
Baton Rouge, La. Baton Rouge Broadcasting Co. 44,1 8,100 361,382
Binghamton, N. Y. Howitt-Wood Radio Co...... 44| 18,000 1,836,300
Boston, Mass. The Yankee Network, Inc.. .. .. 43.9 35,500 2,020,162
Chicago, Il Moody Bible Inst. of Chicago. 439 15,300 5,091,500
Chicago, Il National Broadcasting Co.... 433 12,520 5,241,300
Chicago, il WGN, Inec. ......... ... ... 443 16,822 6,344,983
Chicago, Iil. WJID, lne. ... 44,7 3,700 4,051,000
Chicago, Il Zenith Radio Corp. .. .. o 43.5 10,760 4,500,204
Columbus, Ohio WBNS, Incorporated ... .. .. . 43.1 12,400 1,104,642
Detroit, Michigan John Lord Booth......... .. .. 44.] 4,400 2,514,753
Detroit, Michigan The Evening News Assn. ... ... 43.1 25,280 5,641,981
Detroit. Michigan James F. Hopkins. ... ... ... 44.5 3,050 2,133,811
Detroit, Michigan WJR, The Goodwill Station. . 43.7 14,144 3,636,615
Evansville, Ind. Evansville on the Air......... 43.7 8,398 465,600
Hartford, Conn. Travelers Bdestg. Service Corp. 43.9 14,768 4,893,439

Hartford, Conn. WDRC, Incorporated . .. . 43.1 13,944 1,337,805
Kansas City, Mo. Commerclal Radio Egqm. Co.. 449 2,995 673,759
Lexington, Ky. American Bdestg. Corp. of Ky. 44.| 7,290 415,501
Los Angeles, Cal. Don Lee Bdestg. System...... 43.5 6,944 2,604,104
Los Angeles, Cal. Standard Broadcasting Co. ... 45.1 1,427 1,901,124
Milwaukee, Wis. The Journal Company........ 43.1 15,642 2,168,091
New York, N. Y. Marcus Loew Booking Agency. 43.5 12,949 13,950,852
New York, N. Y. National Broadcasting Co..... 439 16,880 15,524,420
Pittsburgh, Pa. Walker & Downing Radio Corp. 435 8,400 2,100,000
Providence, R. . The Outlet Company......... 443 16,370 6,263,346
St. Louis, Mo. The Pulitzer Publishing Co.. ... 43.5 6,564 1,631,182
St. Louis, Mo. Star-Times Publishing Co. .. . 43.1 9,900 1,640,000
Salt Lake City, Utah Radio Service Corp. of Utah. 44,7 623 194,102
Schenectady, N. Y. Capitol Broadcasting Co... ... 435 6,589 967,733
Schenectady, N. Y. General Electric Co..... .. .. 43.9 16,030 1,560,000
Worcester, Mass. Worcester Telegram Pub. Co.. . 43.1 20,437 6,606,882

The Picture As of September 1, 1940
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OST EFFECTIVE window

display theme 1 can think of
for a radio dealer’s Fall Campaign
is a tie-in with the “Listen Before
You Vote” slogan.

T've devised three of these: One
for large operations interested
primarily in set sales, another for
smaller organizations just about
equally interested in sales and serv-
ice but relying heavily upon service
contacts to produce new business
and a third for service specialists.

For Set Sales

Window suggested for set sales
promotion consists of two outer
panels made of Beaverboard nailed
on 1 by 2-inch firring strips, 1-inch
side up. Elephant and donkev
sketched in black lines on white
background, bordered by narrow red
hand and wider blue one with white
stars.

Center unit to be platform for
radio display made of Z-inch boards
and back by flag decoration or with
red, white and blue crepe paper or
satine drape on 1 by Z2-inch frame.
Scroll in center is showcard sign
curled on ends.

If motton is desired recommend
having head of elephant and donkey
sway from side to side. Suggest
“Gregory” electric pendulum unit.
The heads are in this case painted
and cut out separate from rest of
panel and placed over same, being
attached to pivot point of elec-
trical unit and swung through a
curved slot in panel behind heads.
(Gregory Motors, 59 E. 34th St.,
New York City.)

For Sales and Service

Simpler display for both set and
service sales consists of two panels,
made of either cardboard or Beaver-
board, on 1 by 2-inch firring strip
frame, 1-inch side up. Painted white
with narrow red stripe and outer
wider blue stripe with white stars.
Panels in this case are devoted to
“Listen Before You Vote Copy”
while center panel. also made of
cardboard or Beaverboard, is braced
in bhack to stand up, also holding
two outer panels. Upon center
panel sketch in black lines the radio
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store and building with white back-
ground.

Artwork such as radio on crutches
is painted on cardhoard or Beaver-
board and cut out. A\ cardhoard
"V Dbrace should be glued at the
hack to make these stand up. Sales-
Service sign made of cardboard can
he flat against building or protrud-
ing, as in sketch. Size of panels
must obviously suit available space
but proportionate sizes should be as
illustrated.

For Service

The simplest display, {or service
specialists, consists of two  panels
mace of erther cardboard or Beaver-
hoard on 1 by 2-inch firring strip
frame, 1-inch side up.

The center panel is hordered hy a

1 For SET SALES
2 For SALES and SERVICE

3 For SERVICE

narrow red stripe and wider blue
stripe with white stars, and devoted
to copy. It is braced in back to
stand up and holds two outer panels
up also.  Two outer panels arc
sketched with black lines on a white
background. lettering in red, with
red and blue stripe at bottom as
per sketch.

Panels can he made to fit any
available space.

DISPLAY ® o @ Three “Listen Before You Vote” Windows

By

ALFRED HARVEY
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NO CHAIN is stronger than it's weakest link.

In radio the "links" are individual parts connected in the circuit. Over-
all performance cannot be good if even one is bad.

Sub-standard parts are false economy for both the consumer and the
dealer.

TEST Typical Parts With These “Quality Questions.”*

FILTER CONDENSER—Does it get excessively warm in
normal operation? Does cardboard-type electrolytic
container show stain from chemical contents?

BYPASS CONDENSER—Is rated working-voltage suf- _I_
ficient to handle voltage peaks? Are terminal leads

securely fastened to ends?

RESISTOR—Will the wattage-rating be sufficient for
the job? Will it heat enough to "boil out" other
adjacent parts?

VOLUME CONTROL—Is zero-signal reached before the
switch cuts off? Is volume change smooth and gradual
rather than jerky and rapid?

POWER TRANSFORMER—Will it operate 10 hours a
day if necessary without overheating? Are output
voltages up to snuff at the required load?

I. F. TRANSFORMER—Are windings securely fastened
and well-insulated? Would trimmer edges or coil
leads readily touch the shield can?

OUTPUT TRANSFORMER—Will audio voltage arc over
to speaker frame and make it "hot"? Will core handle
power without distortion?

SWITCH—Is push-button switch type insulation husky
enough to prevent warping and release of contacts?
Are band-switch contacts likely to oxidize early?

*Troubles reported most frequently encountered.

For the Few Cents Difference It Pays To Use Standard Parts
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IGGEST BATTLE in pro-
moting sales is the one stage
on the prospect’s doorstep.

Any method that will get the
salesman into the home is well
worthwhile and the simplest is to
hide him behind the beard of a serv-
iceman, often envied for his easy
entrée,

Let ’em Gab

Servicemen, when urged to he
part-time salesmen, usually resent
this “doubling in brass.” But they
can obhtain valuable ammunition for
the salesman almost without lifting
a finger.

During service calls people are
off guard and will offer in normal,
gossipy conversation facts and even
figures about their personal lives
that they would attempt to withhold
from a contract-pusher.

People often ask: “How is the
radio business?’ When the serv-
icer replies: “Picked up quite a bit
lately,” and elaborates, it sounds
perfectly natural when he later
asks: “How are things in your (or
your husband’s) line?”

The deluge of data brought on
by such simple questions may have
to be almost forcibly stopped if the
serviceman is to complete his calls
that day, but place of business, posi-
tion, financial responsibility, and
credit references are immensely
valuable to the sales staff.

On escape to the shop, these facts
as well as hobbies, type of home
furnishings, appliances owned and
their age, in fact anything observed
or discussed in the home can be
noted down.

May Seem Silly

When the dealer or  salesman
looks over a service card he should
get a mental picture of his prospect,
lusiness, hobbies, appliances owned,
interests. He can then judge the
next item to be purchased and
formulate a logical method of attack.

Suspected prospects from the job
card data are a natural for the sales-
man using a service door approach.
Suppose a man walked into your

gy oy
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_____S E R ‘ IC E e ¢ o How to Use It as a Sales Stepping-Stone
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