fncluding
ELECTRICAL
APPLIANCES

Section
See pp. 55-78

CALDWELL-CLEMENTS, INC. %  JANUARY 194e

KEEP YOUR STORE
BEFORE HER EYES

Radio, FM,/Appliances,
Records and Service.




RUE, your Mallory distributor has the best replace-
ment parts that money can buy. But, equally impor-
tant, he has a thorough knowledge of the business . . .
has the willingness to be of service and the eapacity to

give it generously.

Yow’ll Get Help

and loits of it
From Your

MALLORY
Distributor

Your Mallory distributor will quieklv help vou locate the
parts you want . . . assist vou in installing them properly
..« help vou in problems of sales, management and per-
sonnel training . . . in short, save you a lot of time and
money. That's why he’s a friend worth cultivating—ani
a good man to do business with.

Here is What He Offers

A complete line of Mallory replacement parts . ..
many of them first developed by Mallory re-
search . . . ALL of them guaranteed against
premature failure by vears of service in the field.

A program of standardization that meets the
maximum number of application needs with the
minimum number of parts . . . reduces invest-
ment, simplifies replacement, speeds up delivery.

Eflicient service . . . backed by detailed informa-
tion on prices, parts, catalog numbers. .. promptly
applied whether orders are large or small . . .
especially effective in meeting emergencies.

Technical serviee helps . . . bulleting, booklets,
catalogs, letters with complete data on what to
use and where to use it . ., special publications
on radio fundamentals and new developments,

A background of personal experience . . . ac-
quired through vears of service in radio . . .
helpful in solving difticult or unusual problems
... effective in training dealer personnel.

Commercial “know how” . ., implemented by
sound methods of keeping vour business “on the
beam™. . . with special attention 10 promation
devices that belp sell your story to the public.

P. R. MALLORY & CO., Inc., INDIANAPOLIS 6, INDIANA
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FOR FASTER, BETTER AND MORE COMPLETE SERVICE
TO ALL CUSTOMERS

MAGUIRE INDUSTRIES, INC.

ANNOUNCES THE FORMATION OF ITS NEW

ELECTRONIC DISTRIBUTOR

and

INDUSTRIAL SALES DEPARTMENT

THIS NEW DEPARTMENT WILL ASSUME ALL

MERCHANDISING
SALES

and
CUSTOMER RELATION

DUTIES AND RESPONSIBILITIES ESSENTIAL IN
MARKETING THE COMBINED PRODUCTS OF THE

THORDARSON DIVISION
MEISSNER DIVISION
RADIART CORPORATION

* * *

& - )
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THESE SUPERIOR PRODUCTS NOwW
AVAILABLE FROM A SINGLE SOURCE

TRANSFORMERS

Precision engineered and quality built transformers

for all requirements. ..replacement, communications,
RDAR sound amplifier, industrial, experimental and amateur.
TRU-FIDELITY AMPLIFIERS

In new, modern designs featuring advanced tone
compensation, conservative ratings, ample ventilation,
low hum level, multiple input channels and maximum
flexibility of controls.

COMPONENTS

Precision-built components including antenna, R. F.
and oscillator coils; standard, plastic and Ferro-cart
transtormers; windings, coils, chokes and accessories.

SERVICE INSTRUMENTS

Meissner Analvst—-operates by ‘‘signal tracing”’
method, fastest and most reliable —furnished complete.
Signal Calibrator—a portable self-contained unit.

VIBRATORS

Radiart Correct Replacement Vibrators are individu-

e ally engineered to meet exactly the physical as well
as the electrical requirements of each application.
a I a | RUST-PROOF AERIALS
; A complete line of newly designed aerials to fit all
- cars; 3 and 4 section models—cowl, fender and
under hood types . . . all made of finest materials.

SEE FOR YOURSELF!
" See the outstanding products of the Flectronic Divisions
of Maguire Industries, Inc., at the Winter Meeting of the
I. R. E. atthe Hotel Astor, New York on January 23 to 26.
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MER

4427 North Clark 5t. Long Beach 6311 CHICAGO 40, ILL.

] HE demand for

MERIT TRANSFORMERS is

greater than anticipated —
MERIT wishes they could
take care of this demand but
face the reality that it will
be several months before

orders can be filled.

TELEPHONE

A Statement on
Editorial Progress

In the program of expansion and
improvement on which RADIO &
Television RETAILING is engaged,
this is the third issue of our new
larger size, on heavier coated paper,
and featuring the magazine-within-
a-magazine, ELECTRICAL APPLI-
ANCES.

But what about the men (and

"women) who produce these edito-

rial pages?
Here they are, with biographical
notes outlining their experience:

John L. Stoutenburgh, managing
editor. For 12 years manager of a
large retail radio-electrical-appli-
ance store, in charge of sales and
service. Wide writing experience on
merchandising and radio topics.

Stephen I. Hall, merchandising ed-
itor. Specialist on retailing
methods and profitable practices.
Graduate Harvard School of Busi-
ness. Author of new handbook on
radio and electrical merchandising
“1946 Profit Manual”.

William Moulic, Jr., technical editor.
Expert on radio and television cir-
cuits and servicing. Author of many
articles and studies on radio repair.

Helen Thurman, associate editor.
Formerly of Cosmopolitan and Tide
magazines. Author of many articles
on appliances, records, merchandis-
ing to women customers.

Charles F. Dreyer, specialist on
store modernization and layout, ap-
pliance and cabinet design.

Nathaniel J. Kern, retailing special-
ist. Wide contacts with radio and
electrical retailers. Author of many
studies of business methods.

Solomon Heller, service editor.
Practical radio serviceman with
long experience at bench. Practical
repair methods and short-cuts.

E. T. Bennett, Ruth Morris, edi-
torial assistants. Experience in
compiling radio and appliance
studies, magazine writing, etc.

RADIO & Television RETAILING
has the largest staff of experienced
editors of any trade magazine serv-
ing the radio-electrical field. We
have more correspondents in key
cities supplying us with news you
want to know. It is the people
listed above who are keeping RA-
DIO & Television RETAILING at
the top, because they are making it
the most helpful magazine you can
read. We, and they, hope to con-
tinue to merit your high regard.

0. H. Caldwell M. Clements
Editor Publisher

RADIO & Television RETAILING e January, 1946




In December we began shipping
Phonola Acoustic Models

AND NOW...

we've started production
on the new electrically

AMPLIFIED PHONOLAS

e In December we made the statement that shipment of
Acoustic Phonolas would begin immediately, and we lived up
to our word to tne letter. Now, just one short month
later, we're in a position and happy to say that the new
s  AMPLIFIED Phonolas have been put in production, with
delivery depending only on the speed with which we
can get the materials we need.
® These brilliant new AMPLIFIED Models
will fill out your Phonola line completely, and
will just as completely fulfill a widespread
desire for portable phonographs of unrivalled

= - “\ tone—at prices that are strictly competitive.
- (‘—"
-~ P

&Y,

DU I MAAN

ACOUSTIC AND ELECTRONIC PHONOGRAPHS

Eastern and Export Sales Office + 17 E. 42nd Street, New York City, VA. 6-2079
Midwestern and Western Sales Office - 224 5. Michigan Ave., Chicago, HAR. 1880
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N this country, the quality of sales direction newspaperman knows the town in which he
and sales planning has been going ever higher works and lives.
—a happy thing in an economy where distribu-

.. 5 And that’s where the specialized, localized
tion is such a vital factor.

knowledge of the Hearst Advertising Service
Now, however, comes an even greater need for can be uscful to you.

completeness in the reconnaissance

of a territory and the briefing for CALL THE H-A.s MAN In the ten key markets of the
country listed below, H-A-S men—

) “reporters with a nose for sales”—
s tmvte - are constantly consulting with sales
iuformaiion on ame  and advertising executives, collect.
yeur 1ype of product) ing vital facts, keeping pace with
) current conditions in a score of
"'—’_5{,.‘ 4/ different lines — equipping them-
a0 sclves to work with you in an
intelligent, helpful way.

( Why not call the H-A-S man today?
- puhsa_p..
\

action — the scanning of possible
points of resistance and points of
strength.

Jause drep

In 1946, as never before, we shall
need an intimate knowledge of the
selling terrain. We shall need to
know our giant markets and vital
sales objectives in an informed and
intimate way—in the way that the

HEARST ADVERTISING SERVICE

HERBERT W. BEYEA, Manager

Representing:
New York Journal-American .+ Pittshurgh Sum-Telegraph  +  Chicago Herald-American
Baltimore News-Post-American + Boston Record-American- Advertiser + Detroit Times + Albany Times-Union
San Francisco Examiner =+ l.os Angeles Examiner - Seattle Post-Intelligencer
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...when you handle

eh? But it’s a fact—this is
why:. .. Ever stop to think how

SOUNDS too good to be true,

many homes have one or more
G-E lamps, fans, irons, refrig-
erators, and other appliances,
aside from G-E radio sets? The
G-E monogram Is everywhere—
famous sign of quality and
owner satisfaction. Right in
your area, thousands of G-E
products, by their dependable
performance, are pre-selling

GENERAL @3 ELECTRIC

RADIO & Television RETAILING o January, 1946

radio owners on the fact that
wbes carrying the G-E mono-
gram are the BEST! . . . As a
G-E radio tube dealer, put this
army of 24-hour home sales-
men to work for jyox—then
watch profits increase! Don’t
delay. Write for information
about G-E tube selling rights to:

Electronics Department,
General Electric Company,
Schenectady 5, New York.

radio tubes

fery el
/Iql,e[ gy, J./lal:‘;ld
f"“t- E, /14;,,/ (74
C/"W‘d t/I //e,/ T/téy’
Clerys e
/ET _15. I["rICJ Boaé/‘t
ree c‘ap] I‘)m”r

176-E1-8850




¥ Atmco 5°

Newly designed in every detail . . . magnets, hous-
ings, magnetic structures, voice coils and cones . . . and
incorporating the new and powerful - M¢#/€0 5 magnet
material, this new family of PM speakers will add an imposing
and important series of speakers to the JENSEN line.

These new models are now being tooled for production and, when
ready, complete specifications and prices will be issued to the trade
in Data Sheet TD-133. . . . Watch for other postwar innovations
soon to come from the JENSEN laboratories.

JENSEN RADIO MANUFACTURING COMPANY, 6625 S. Laramie Ave., Chicago 38, 1Il.
IN CANADA: Copper Wire Producis, Lid., 138 Oxford St., Guelph, Ont.

e licie 0/’ Frne Adeowslic "{f(/lll/unell/
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A PARTIAL LIST OF

DISTRIBUTORS

 DLTRATONE §

THE COMPLETE PHONOGRAPH LINE e o

Gambill Distributing Co.
117 Ninth Ave. No.

Yes—feature ULTRATONE phonographs for profits and for satisfied customers. Nashville 3, Tenn.
ULTRATONE phonographs offer record dealers a higher unit sale and a Tri-State Supply Company
1148 Market St.
higher unit profit. In addition—the high quality full tone reproduction of Chattancoga 2, Tenn.
ULTRATONE phonographs will build sales of phonograph records. J. Geo. Fischer & Sons, Inc.

Lapeer at Second

Remember too— when you sell ULTRATONE phonographs you offer your Saginaw, Mich.

Williams & Shelton Co.
Charlotte 1, No. Car.

customer a musical instrument of guaranteed quality. Guaranteed by

engineering and production "know how" devoted exclusively to the manu-
Stratton-Warren Hdwe. Co.

facture of quality phonographs. Every ULTRATONE phonograph is backed e

by the RMA warranty. Morley Brothers
5943 Second Boulevard

Detroit 2, Michigan

I
|
1
|
|
]
|
!
l
I
i

Truly America’s Finest Phonographs
The Rodney Young Company
49 Central Avenuve
Cincinnati 2, Ohio

DEALERS — CONTACT YOUR ULTRATONE
DISTRIBUTOR OR WRITE DIRECT.

"RIES

 MANUFACTURERS. OF ULTRATONE PRONOGRAPHS 5,,ll't,u-t."vlﬂ-¢lITY, IND., US.A.

RADIO & Television RETAILING e January, 1946 9




the market Located at the heart of Amer-

ica, the great Chicago market offers you in one
compact, easily accessible area, more business than
13 states combined. No matter whether your praduc-
tion is large or small, here is enough business to
absorb all or the major part of your output,

AV
the medlum Start right now in this

$4,496,734,000 market with o single advertising
medium—the Chicago Tribune —that is o powerhouse
among dealers and consumers. One out of every three
fomilies in 756 cities and towns of 1,000 or more
population in this area reads the Tribune on week
days. On Sundays, it is olmast every other family.

\ : = {//////////
: — | //

® Now available for your
study and use is o specific
Tribune, sales program based
on the findings of on ovto and

h bald 1 1 .

gation among consumers ond
dealers. To get these pertinent
facts, address: C. . Benham,
Manager, National Advertis-
ing, Chicago Tribune, Tribune
Tower, Chicago 11, lllinois.

the demand Fortified by diversified in-

come and billions in sovings, the Chicago market
shows a huge pent-up demand for autos, refrigero-
tors, washing machines and “big unit" products gen-
erally. Long famous for its tremendous volume pur-
chases, this market has repeatedly broken sales
records.

o

Only the Tribune gives you a choice of mono-
roto, coloroto, comicolor, newsprint color, or
black and white printing—at milline rotes
which are among the lowest in the country.
Now is the time to get going. For marketing
facts and merchandising ideas, call a Tribune
representative,

here. Dealers and consumers are within easy reach
of foctory and salesmen. Here you can get quick
sales and get set for continved dealer ond consumer

preference after the first easy selling conditions pass
and the competition starts to get tough.

10 RADIO & Television RETAILING o January, 1946




“Congratulafions on your new models” . . . *‘First G-E sets beyond all
expectations” . . . “New G-E radios even better than you promised"
« « < “Your new line is the line for me” . . . *“Outstanding performance
—everything a customer could ask for.” Scores of these messages

are arriving every day—from everywhere!

PERFORMANCE IS THE ANSWER!

YES, the big thing that’s bringing these messages in is General
Electric’s new high in radio performance . . .a direct outcome
of the vast additional electronic “"know how” gained in the war-
time manufacture of more radio and radar than any other home
radio manufacturer. Performance is feature #1 in every G-E radio!

Soon many outstanding models will be added containing new
and exclusive features that will prove G.E. the hottest line in radio
today. Everything possible is being done to speed deliveries.
Keep your eye on G.E.—and keep ahead!

Investigate the radio line that’s backed by the greatest consumer
advertising campaigns. See your nearest G-E Radio Distributor
today or write for descriptive folders to Electronics Department,
General Electric Company, Bridgeport, Cénin.: .

LEADER IN RADIO, TELEVISION AND ELECTRONICS

GENERAL @@ ELECTRIC

|

!
a
-4
1
-2
=

E‘Hx“;:

G- MODEL #100 — 5 tube set with big set Egrformance. Grueling

field tests in the toughest locations prove t
performer—a real buy!

G-E MODEL #103 — Another beautifully styled set that
exceptional performance. Equipped with the new G-E
Metal Grille—another bargain!

178-K%

is set an outstanding

uarantees
ulti-weave

PORTABLES + TABLE MODELS - CONSOLES - FARM SETS - AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION

RADIO & Television RETAILING o January, 1946
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L UNION
°

COous

"D'U'N;m Y

Get Immediate Deliveries of All Types for
Standard Radio and Other Replacements

Now you can bring many thousands of good, serviceable battery-
powered radio sets back 1o /ife. Portables—Farm Radios—"'carry-
about" sets! Here are the batteries you need to bring in this flood
of profitable service and parts business. Order now and re// your
customers to come on the run for the batteries they need.

In batteries as in other products, N. U. quality helps you build
for the future. The patented construction of N. U. Batteries
permits more active materials—more service hours per dollar.
Every N. U. Bartery is engineered to the highest initial equip-
ment standards and is designed for universal replacement.

PLACE YOUR BATTERY ORDER TODAY—with YOUR N. U. DISTRIBUTOR

Renew with N. U. .. . the quality line that brings
repeat sales ac full profit to radio service men'!

NATIONAL UNION RADIO CORPORATION, Newark 2, New Jersey

NATIONAL UNION
RADIO TUBES AND PARTS

Transmitiing, Cathode Ray, Receiving Special Purpose Tubes - Condensers « Volume Controls Photo Electric Cells

+ Panel Lamps + Flashlight Bulbs

12 RADIO & Television RETAILING e January, 1946




LYNCHBURG, VIRGINIA
AIRFLOW PRODUCTS CO.
WILKES BARRE, PENNSYLVANIA
ALLIED ELECTRIC SUPPLY CO.
PITTSBURGH 22, PENNSYLVANIA
LEONARD ASHBACH CO.
CHICAGO 10, ILLINOIS

ASSOCIATED DISTRIBUTING CORP.
BALTIMORE 1, MARYLAND

CEORGE W. BAUER & SON
UTICA, NEW YORK

C. C. BROWN COMPANY
SAN FRANCISCO, CALIFORNIA

CAPITAL BEDDING CO., INC.
HARRISBURG, PENNSYLVANIA

CHAMBERS RADIO SUPPLY CO.
g CINCINNATI 10, OHIO

! CHAPMAN DRUG COMPANY

i\ ! ] _

{4 { \ .
/ ADKINS & CO. INC.
I

-~

KNOXVILLE 10, TENNESSEE

CLEMBRO APPLIANCE CORP.
CHATTANOOGA, TENNESSEE

ELECTRIC PRODUCTS CORP.
NASHVILLE, TENNESSEE

THE FURBAY-SOMMER CO.
CANTON 2, OHIO

GILBERT BROTHERS, INC.
PORTLAND 4, OREGON

RADIO & Television RETAILING o Januwary, 1946

GOLDEN APPLIANCE COMPANY
CLEVELAND 14, OHIO

THE JAKE HAYUTIN & SONS COMPANY
DENVER 2, COLORADO

HUNTINGTON PAPER & SUPPLY CO.
HUNTINGTON 12, WEST VIRGINIA
INCANDESCENT SUPPLY CO.

LOS ANGELES 13, CALIFORNIA
INCANDESCENT SUPPLY CO.
FRESNO, CALIFORNIA

K STORES COMPANY

BOSTON, MASSACHUSETTS

LIFETIME SOUND EQUIPMENT CO.
TOLEDO, OHIO

MAGA DISTRIBUTORS, LTD,

MACON, GEORGIA

MILL DISTRIBUTORS, INC.
CHARLOTTE, NORTH CAROLINA
MISSOURI FURNITURE ASSOCIATION
ST. LOUIS 2, MISSOURI

MONARCH SALES COMPANY
BIRMINGHAM, ALABAMA

MORLEY BROTHERS

DETROIT, MICHIGAN

MORLEY BROTHERS
SAGINAW, MICHIGAN

McGOWIN-LYONS HARDWARE
& SUPPLY CO., INC.
MOBILE 7, ALABAMA

Garod Radio Corporation ® 70 Washington Street ¢ Brooklyn 1, N. Y.

NATIONAL RADIO DISTRIBUTORS, LTD.
MIAMI, FLORIDA

PARAMOUNT DISTRIBUTORS, INC.
SPRINGFIELD .3, MASSACHUSETTS

RADIO TUBE MERCHANDISING COMPANY
FLINT 3, MICHIGAN

GIL SCHAEFER DISTRIBUTOR
GRAND RAPIDS 2, MICHIGAN

SOUTHERN ELECTRIC CO.
STAUNTON, VIRGINIA

STERN & COMPANY
HARTFORD, CONNECTICUT

TEDE & ETCHINGHAM
POCATELLO, IDAHO

TEL RA APPLIANCE CO.
HARTFORD, CONNECTICUT

TEL RA APPLIANCE CO.
PHILADELPHIA &, PENNSYLVANIA
TEL RA APPLIANCE CO.
PROVIDENCE, RHODE ISLAND
UNIVERSAL PRODUCTS CO,
NORFOLK 7, VIRGINIA

W & K WHOLESALE DISTRIBUTORS
FORT WORTH, TEXAS

WILSON DISTRIBUTING CO.
COLUMBIA 59, SOUTH CAROLINA

HERB E. ZOBRIST CO,
SEATTLE 1, WASHINGTON

13
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Antenna

Model 616 A
6 tube*, AC

Two-hand. walnut table
model.

Model 636 C and D
6 tube*, AC-DC
W ood table model. silvered
oakh and walnut finishes.

With these outstanding features . .
... Speeial tone-puritving Feed-Back Circuit
—ANR (Inbierent Noise Redueing) Cireuit.. . Swing- \-
Door . . . Pre-tested Styling
lixtra-large record storage space in all consoles
Alnico PM and Elecetro-Dynamic Speakers
engineered Aviation Quality chassis .
Dials . . . lmproved. Automatic P
. all backed by one of the largest advertising and
merchandising programs in the industry.

Bendix Beam

... Phantom ial . ..

ol

... Bendix-
.2 3-Dimensional
ush-Button Funing

s ST I,

Model 526 B—5 tube®, AC-DC
\Inico speaker., one-picee ivory
Shr . . . . ) %S g . -
Model 636 A l)ld.\.ll( (alnll;( L]'h)r|‘gndl” u)ln
6 fube*, AC-DC Ve l.l(( 5 (Y.IH IX '( atures  the
Brown olastic \hinet one-picee cabinet with enclosed-
r \- N l\v . (.: ) ‘l . . . -
. Pl ¢ 2 back and built-in concealed handle. Also available in
bie set tone. : il -9
e brown plastic tmodel 520 A).

Model 526 E
5 tube*, AC-DC
Alnico speaker, walnut
table model.

Model 716 A—7 tube*

3 band. \C. walnut table
maodel. electric push buttons,
clectro-dy namie speaker.

Model 656 A—6 tube*
I{a(lio-|’lmnogrelp|1 table
model. automatic record
changer. Alnico speaker.

RADIO & Television RETAILING @ January, 1946




Model 736 C—7 tube™
This Bendin 3-band
Radio-Phonograph
brings vour custonmwrs
the wtimate in conven-
ient single button con-
trol, record changing
and loading . .. with the
Swing-A-Doeor. an excha-
sive advancement that
turn: demonstrations
into sales!

*Including rectifier tube

Model 676 C—6 tube™

Consolette  combination in

drawer panel (a:
trated), this smartly
stvied living  room
piece beeomes today’s
most modern radio.
Snap the power
switech off aml the
Bendin Phantom Dial
magically disap.pears!

Model 736 A—7 tube™

Console radio. three bands,
clectrie push buttons, elec-

tro-dynamic speaker.

Model 736 B—7 tube™

knotty pine. two band chassis
with automatic record plaver,
farge  record  storage. \lsu
available in rich walnut.

Compact radio-phoangraph,
single button control, automatic
record changer, three bands.

NOTE: Specifications subject to change withaut notice.

PR\ V—

(BENDIX RADIO |

N\
LU TR ™ @ PAL Offe

BENDIX RADIO DIVISION
BENDIX AYIATION CORPORATION
EALTIMORE 4, MARYLAND

PRODUCT

Rrecision

Equipmet

OF

AVIATION CORPORATION

RADIO & Television RETAILING o

January, 1946




Uhe initials. “CRL” in
the Diamond stand for Centralab

They are an integral part of the
Centralab name, and for more than
o quarter of a century have rspre-
sented the utmost in engineering
skifl and precision . . . the height of
maaufacturing perfection.

Both in original equipment and in
replacements, the symbol “CRL" is
the Mark of Quality.

. Always specify Centralab.

Ceramic High Voltage Capacitors
Bulletin 814

Ceramic High Voltage Capacitors
Bulletin 814

- &

Variable Resistors )
PRODUCERS OF Bulletin. 697 Tubular Ceramic  Selector Switches
Capacitors Bulletir 722
Ce'omlt Trimmers Bulletins 630
Bulletin 695 and 586
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As the bright hope of the New Year

lights up the horizon, we turn our vast

facilities . . . the pent-up good will

accumulcted over a quarter of a cen-

tury of radiio leadership . . . to the task

of making 1946 the most spectacular

sales year in the history of FADA

dealers.

FADA hos done great things in the : E&T::'“
past. But they are only a stepping RE
stone to> what the future will bring

And - wz’ll fortify this exciting line

of radio receivers with a wallup-

packed program of dealer helps that

will bring more and more customers

into the sales rooms of FADA dealers.

ustrated here are two more point-of-
sale helps . . ..a beautiful and sturdy
stamnd for the display of FADA radios
and a zolerful window or store door
decalcemania designed to get imme-
diate attention. A few FADA dealer
franchises are still available. We sug-
gest that you communicate with your
distributor or with us, now!

YOU CAN ALWAYS DEPEND ON

= -
sADA... FOR PER CRMAN.C[

OF THE FUTURE N

7amacw Scuce Broadcasting geyaxN

FADA RADIO AND ELECTRIC COMPANY, INC., LONG ISLAND CITY, N. Y.
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THE
AMAZING
NEW
PLENTI-POWER

CIRCUIT

THE CONCERT GRAND

An antomatice ra(lio-phonn-"rraph in_an exquisite how front
cabinet. The exelusive P CI'E TE-POWER CIRCUIT gives
this moderately
priced. 7-tube instru-
ment 10 watts of un-
distorted ountput
more than most 12.
tube sets had prewar.
lixtra large record
storage space. Six
electric push buttons
Single
button control auto-

- —— - e —— —

THE DUO

A revolutionary new radio-phono- Lift out the g(‘;l:'l:';:';:::;l\c‘h:::fl');e
graph with an automatic record radio... tone controd . . . 7
changer and a slide out earryabout tubes including recti-
radio that can be used anywhere in | fier. Standard and
the house! The fow slung, compact, | Shortwave Bands.

air-stream cabinet is in beautifully [}
marked mahogany veneer . . . the

automatic changer is operated with ...and play it \Ql\
a single button —it is simple and anywhere. {7
will stay in adjustment . . . built-in
loop antenna . . . continuously vari-
able tone control . . . 6 tubes. includ-
ing rectifier . . . Standard Band.

RADIO’S FIRST NAME




THE LITTLE JEWEL

Only 914"x 6"x 6". Never before has such performance been
packed into a set of this size. It’s a console radio in capsule

m—with power output you'll have to hear to believe . ..

7

am cabinet in ivory or pastel green plastic and gold

'
sh metal . . . completely enclosed and styled on all
ractable, disappearing handle . . . built-in loop

b tubes including

The exelusive Westinghouse PLENTI-
POWER CIRCUIT provides the extra re-
serve of power you need for true-to-life per-
formanee. For example, it gives the popularly
priced 7-tube Westinghouse sets more undistorted output
than most 12-tube sets had prewar. And the Westinghouse
1-+-tube instruments have nearly tiice as much undistorted
power as comparable prewar sets . . . 17 watts of flawless
output that reproduees the program with the full brilliance
of completely natural tone.

THE FM CENTURY

The finest reception of FM, AM, and
Shortwave—at the lowest possible cost!
You can’t kuy finer radio engineering
at any price. The exclusive W esting-
house” PLENTI.POWER CIRCUI'T
provides 17 watts of undistorted output
nearly twice as muebh undiztorted out-
puat as prewar sets with a comparable
namber of tubes. It provides the full
sower you need for full-color reception.
i(il'h mahogany veneer cabinet ...
tuning eve . . . six electrie push buttons
. 14 tubes, including rectifier. FV,
Standard, Shortwave and facsimile
bhands.

s Westingh

RADIO

ouse =

TELEVISION

THE SYMPHONIC 14

TUNE IN: John Charles Thomas, Sunday, 2:30 p. m., EST—NBC.
Ted Malone, Monday through Friday, 11:45 a. m., EST—ABC.
Westinghouse — maker of 30,000,000 bome appliances.

So small . ..
sosmart...so
easy to carry,
it can be used
in every room.

A magnifieent musieal instrument

. a masterpiece of cabinet erafts-
manship! The exclusive PLENTI-
POWER CIRCUIT gives this in-
strument 17 watts of undistorted
power . . . true-to-life M that
only the finest engineering ean
provide . . . the most dependable
automatic record changer ever built

.. entire width of cabinet is avail-
able for record storage spaee . . .
hand-rubbed erotech mahogany
veneer’cabinet. It tubes ineluding
rectifier. FM, Standard and Short-
wave Bands,

6 to 10 times the record
storage space as in the
same size prewar cabinet,

© 1915, Westinghouse Electric Corporation



USER OF THE SPRAGUE TRADING POST

A PERSONAL MESSAGE TO EVERY

With the gradual reappearance on the market of peace-
time radio parts and equipment, it becomes obvious that
the four-year-old Sprague Trading Post has outlived
its usefulness. Rather than buy old materials, you will
want factory-fresh new ones. Instead of trading obso-
lete equipment, you will now want to avail yourself of
the many developments that wartime engineering has
produced.

Thus, we are sure that the thousands of radio men,
amateurs, experimenters, instructors and those in the na-
tion’s armed forces who have benefited through this free
buy-trade-sell advertising service will fully understand
our reasons for discontinuing it with the December js-
sues of the six leading radio magazines wherein it has
appeared.

In closing this chapter of Sprague cooperation with
our friends throughout Radio, it is intcresting to reca-
pitulate briefly:

During the life of the Sprague Trading Post, ap-
proximately 12,000 individual classified advertisements
were run absolutely free of charge. As a result, hard-to-
get equipment was made rapidly available through those
who no longer had need for it. Tubes. test equipment,
manuals, receivers, transmitters, and dozens of other
items including complete service shops were bought,
sold and exchanged in tremendous quantity. So many
ads were sent in to us that, on several occasions, we

* Trademark Reg. U. S. Pot. Off

had to increase our advertising budget in order to buy
enough magazine space in which to accommodate them
all. All told, we invested over $70,000.00 to make this spe-
cial wartime service as effective as was humanly possible.

What does the Sprague Products Company expect to
get out of all of this? Well, the answer to that one is
easy. It is simply that we believe that anything we can
do to help our friends is good business for us. Now
that Sprague Capacitors, *Koolohm Resistors and Test
Equipment are again becoming available in complete
lines. we believe we can count on the loyal support of
every radio man we tried to help when the going was
tough. We believe we can count on you to use Sprague
materials wherever possible—and if you do, we assure
you that you will be getting the best; most dependable
units money can buy.

Meanwhile, should any new opportunity for a co-
operative service such as the Trading Post present itself,
you can count on Sprague to render it to the utmost.
Not only this, but I'll personally welcome suggestions
and correspondence along this line from all of you who
have benefited even a little through the Sprague Trad-
ing Post effort during the hectic wartime vears.

W%

SPRAGUE PRODUCTS CO.,, NORTH ADAMS, MASS.

CAPACITORS FOR

20

EVERY SERVICE AMATEUR AND EXPERIMENTAI. NEED
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Yes, Templetone is saying it with merchandise—not

words. Merchandise produced despite uncertain con-
ditions, merchandise produced despite extra manu-
facturing expense—so that once the skies cleared,
Temple Distributors and Temple Dealers would be
in position to 4o business pronto! Another reason

why it pays to “team up with Temple”.

[ ] [ ]
Here it is!
Model E-514— AC and DC

In limited, but continuous pro-
duction for the past two months,
our stock of this fine new Temple
table set assures a “'flying start™
in sales and profits for Temple
Dealers everywhere.

TEMPLETONE

RADIO MFG. CORP.

NEW LONDON, CONN.

EXECUTIVE OFFICES — 220 East 42nd Street, New York, N. Y.

“WHERE FM ALSO MEANS FINEST MADE"
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As we go to press, dealers in each of the cities shown
on this map are preparing for their first showing of

the world’s finest radio-phonograph—the new Scott.

A radio-phonograph as fine as the Scott can be built
only in limited quantity—and only a restricted
number of exclusive dealer franchises were available

nationally.

Practically all of these are now held by top-flight retail
firms with an established clientele of people who are
"the Scott type.” Additional dealerships will not be

granted in their territories.

If, however, you are in a city more than 40 miles
distant from those listed here, it may still be possible
to qualify for this selected group. Address inquiries
to Scott Radio Laboratories, 4450 Ravenswood Ave.,
Chicago 40, Illinois, telling us what facilities you have
for presenting the Scott to people who are interested
in radio-phonographs selling at $500 and more. If
you qualify, and if your territory is open, we will be

pleased to send you details of the Scott franchise.

SCOTT /

RADIO-PHONOGRAPH /

X
\.'-—‘/

4
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Why authorized dealers make

Stromberg-Carlsons the main

One reason (among many) is:

they're

The BEAUX ARTS — Campact autamatic
radio - phanograph. 3-gang candenser.
Standard broadcast and spreod-wave
shart wave bond. 6 statian push buttans.

The NEW WORLD—Unique disappear-
ing doorsl Standard broodcast, twa FM
bands, shart wave band with spread-band
tuning. Engineered far wire recarding.

The AUTOGRAPH — Standard, twa FM
bands, two shart wave bands with
spread-band tuning. Carpinchoe speaker,
Acoustizal cabyrinth far utmost fidelity.
Engineered far wire recardirg.

The DYNATOMIC — Utra - madern in
design| 3-gang condenser for ‘'big
radia’'’ performance. Cancealed hand-
hald faor partability.

The HEPPLEWHITE — Standard, twa
FM bonds, and short wave band with
spread-band tuning. Engineered far
wire recarding.

ES, the new Stromberg-Carlsons dre really new.
New in advanced engineering. New in beauty. New

in the far wider range of customers they serve. New and

finer Stromberg-Carlson reception and reproduction.

And then just look at these features. All but one of
the table radios have 3-gang condensers—a feature hith-
erto found only in radios selling at two or three times
their price! “Big, expensive radio” performance, sharp
tuning and a minimum of noise between stations.

All FM receivers employ the genuine Armstrong FM
system for virtually staticless reception. All FM receiv-
ers are engineered and fitted for addition of wire record-
ing units. All have two FM bands, for both present and
newly approved FM frequencies. All have spread bands
for accurate tuning of international short-wave programs.

The new phonographs are quieter — speedier — fitted
with replaceable needles. The Autograph has the famous
Stromberg-Carlson patented Acoustical Labyrinth and
Carpinchoe speaker. Other FM receivers have “full float-
ing” speakers, mounted in live rubber for clearer tone.

STROMBERG-CARLSON

ROCHESTER 3, NEW YORK
Radios, Radio Phonographs, Television,

Sound Equipment and Industrial Systems, Telephones,

Switchboards and Intercommunication Systems.
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"SAMPLE'" Days Are Over—
SELLING DAYS ARE BACK!

@ The independent retailer is turning his eyes away from merchan-
dising mirages to gaze at last on the real thing—actual merchandise
in quantities sufficient to put selling on a paying basis again.

The great day is virtually here, and the dealer, who has had his
hopes alternately elevated and depressed so many times, is at long
last on the threshold of the greatest sales era of all times.

Merchandise is commencing to flow into dealer stores and the sup-
ply will increase rapidly from day to day.

Selling from samples for future delivery; signing customers up on
priority lists and finagling around with requests for returned de-
posits will soon be forgotten merchandising techniques. In place
of such expedient measures retailers will be using salesmanship again

—selling real merchandise and getting real money for it.

A few months after full production has been attained in the man-
ufacture of radios and electrical appliances, competitive selling will
again be the order of the day. For this reason the independent re-

tailer should revamp his selling methods #ow. New, in order to be

ready to get his share of business in the coming competitive market.

Since the merchant is able to foresee that the return of the neces-
sity for selling is just a question of time, he should employ salesman-
ship in all his transactions now. Even in “wrap-up” sales, he should
do all in his power to secure the good-will of the customer.

Those customers fighting for scarce merchandise today will be
resisting sales efforts tomorrow.

Let’s forget the past. Forget the days of famine and the days of
“in-the-bag” sales. Let us remember what happened in other fields.
There are plenty cf cigarettes now; there are beefsteaks, metal razors,

face tissues and nylons.

One day soon there will be plenty of radios and electrical ap-
pliances.

So let’s get in line to sell successfully in a buyer’s market by prac-
ticing salesmanship in a seller’s one.

RADIO & Television RETAILING @ January, 1946 25




RADIO, Electrical Appliances,

INMPORTANT MERCHANDISING TREND s

DEALERS SHOULD WARN their customers to be on
the lookout for swindlers who pretend to be house-
to-house salesmen. Under this guise, bogus salesmen
are mulcting consumers by accepting deposits for non-
existent sets or appliances. Efforts should be made to
urge the public to buy from recognized retailers only,
and to be on the alert for the fly-by-nighter.

CABINET BOTTLENECK is now worrying radio-set
manufacturers because so many furniture makers are
turning efforts back to their more-profitable furniture
lines, and giving radio consoles the go-by. Recent 20%
price increase across the board granted on furniture by
OPA, has made radio’s former difficult situation worse,

particularly holding back combinations and large A3 -
FM floor models.

READJUSTMENT PERIOD EXPECTED-—By middle
of 1946 business will enter an era of prolonged pros-
perity, financial circles predict. But first there is ex-
pected a period of hesitation, marked by a slight re-
cession in volume of production. This will not be
severe enough to warrant the term “depression” be-
cause it will be counteracted by the rising level of
commodity prices and the great abundance of money
and credit.

“THE APPLIANCE BUSINESS is one of the na-
tion’s most competitive and no manufacturer could risk
withholding his product from distributors and dealers
who might immediately seek franchises from another
manufacturer””—R. L. White, president of the Na-
tional Electrical Manufacturers Assn.

LAMP MANUFACTURERS HOLD PRICES!—One
of the stores in a famous five-and-dime chain, through
error, was selling 15 cent bulbs at 10 cents—the
price of the “D” types. An independent dealer re-
ported this to a high official of the chain and the
situation was remedied with lightning speed. “Price
controls like the lamp makers exercise are something
I want to see in the radio-appliance field,” asserts this
retailer, who adds, “They can even stop the chains
from price-cutting their products.”

“TAG—YOU'RE IT!” seems to be the new game im-
posed by OPA on radio industry and trade exclusively.
No radio set may legally leave a radio factory wunless
it bears an OPdA-approved retail price-tag. Yet no fac-
tory price tags have yet been observed on new automo-
biles. Wiy this discrimination in the bureaucratic tag
game:

“NEW SAPPHIRE NEEDLE BY DECCA” (to retail at
$2.50) marks that firm’s entry into a class market on
a mass buying basis. And it’s good news for dealers!

seen in an action taken by the N. J. State Board of
Pharmacy in a statement to druggists in which it re-
corded its disapproval of pharmacies taking on “unre-
lated” lines of goods. Radio-appliance retailers all over
the country will doubtless be eager to agree not to sell
pills and cosmetics if the druggists will agree to quit
handling small electrical appliances.

DUAL-BAND FM SETS will be marketed by Ansley,

Freed, Magnavox, Stromberg-Carlson and Zenith.
These sets will receive FM on the new high band
(88 to 108 mc) as well as on old low band (44 to 50
mc) which, though now assigned to television, can-
not possibly be utilized for video for the next year or
18 months, since no television transmitters will be
available.

O =

PLAN /7 K"
N OW. - s \’;-/—/

MAKE PLANS NOW, MR. DEALER, for all-out

selling of hot weather specialties such as room coolers
and fans and, of course, the handling of peak sales of
refrigerators, food freezers.

THE TIME IS RADIO TIME--Still in the planning

stage is the new time-telling outfit, Electronic Time
Inc. of New York, headed by Albert R. Mathias, con-
sulting engineer, RFC. Proposed is a plan for con-
tinuous sponsored time and weather reports, on per-
sonal sets approximately half the size of a pack of
cigarettes, or on desk ‘“‘clock” gadgets, which may be
plugged in. Application for a channel has already
been filed with the FCC. A directive beam, atop a
N. Y. office building is planned, with a radius of
about 25 miles. Another angle would be a home
alarm clock service by radio. Raytheon Mfg. Co. will
manufacture transmitting and receiver equipment if
application is granted.

WANTED—RED, YELLOW, BLUE ELECTRONS

~—Practical television laboratory experimenters see no
early commercialization of any electronic technique for
producing color television. “Trouble is electrons are
all alike,” explained one lab executive. “If we could
only get, say red, yellow and blue electrons impinging
on a single screen, electronic color would be easy.”

TO MAKE MORE FANS FOR FANS the fan section

of the National Electrical Manufacturers Assn. has
launched an educational program directed toward
those who think of this product as merely a comfort
device for hot weather. Fan was first of all electric
appliances to find popular acceptance. First one was
made in 1885.
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Records, and Television, TODAY

LOW-DOWN ON COLOR TELE—Most optimistic
realists in color television see no basic advance beyond
old CBS experiments with “sequence” or revolving-disk
video of four years ago, except minor refinements in
shutter synchronizing. One such set already built has
cost $5,000, but production men expect someday to get
commercial cost down to about double cost of black-
and-white set. Color tele in high video band would re-
quire double channel width or 12 mc. ds for elec-
tronic television, nothing feasible seems in sight for next
10 years, say guys who ought to know.

HARE & TORTOISE GETAWAY was registered after
reconversion at Crosley plant in Cincinnati, with elec-
tric appliances showing all the speedy pickup. In
fact, reports Gen’l Sales Mgr. Cosgrove, radio output
was so delayed that in December for every little $30
radio coming off the line, two big refrigerators
(worth together $300) were being turned out.

RAILROAD EYE—Oune of principal railroad lines is
considering placing television cameras at front end of
locomotives of crack trains and piping image to lounge
and dining cars so that passengers may see country
ahead of trains on which they are traveling. Television
may thus fulfill boyhood ambition of many to ride in
an engine cab, and so attract travel business when com-
petition resumes normal proportions.

RADIO GETTER-UPPER—Several 1946 novelty lines
will combine a small radio with an electric alarm
clock. At appointed morning hour, the radio is first
turned on for gentle awakening; a few minutes later
a loud alarm bell starts ringing, if the sleeper still
slumbers on.

BACK HOME AND RICH—4 Ponca City, Okla., re-
tailer, himself a vet of the ETO, gets many a belly
chuckle from the back-room approaches of recently dis-
charged GI's. Seens that many of them remember very
well their wild experience with the overseas black
market. They offer as much as $500 cash for imme-
diate delivery of a 7 ft. order-taker refrigerator model!

“NOWHERE DOES ANY MANUFACTURER in this
industry seem to agree with Chester Bowles that mer-
chandise will sell itself, without advertising, without
promotion.”—From American Washer & Ironer Man-
ufacturers’ Assn. bulletin.

HIGH COST OF OPA—Price Administration people

claim to be holding down prices, but cost of OPd’s
services comes awfully high in incidental expenses. One
radio maker kept memos on cost of securing Washing-
ton price approval on his $29.95 set. Found that rail-
road fares. long-distance phone calls, and other ex-
penses totaled $750 on this model alone, without count-
ing salaries of executives whose time was thus occupied
for many days.

OUTPUT NOSE-DIVE—In its reconversion plans, one

radio manufacturer had arranged to produce 20,000
sets in September, 40,000 in October, 60,000 in No-
vember and 100,000 in December, or 220,000 during
1945. Actually, because of delays in parts and pric-
ing, only 30,000 of those radios were turned out be-
fore the year closed.

TELE GOT A WONXNDERFUL “PRLESS” following

the showing of the Army-Navy game in NBC’s New
York studio. Utilizing RCA’s image Orthicon tubes
and special lenses, the telecast came over coaxial cable
to stations in Philadelphia and Schenectady as well.
“Like watching a clear newsreel but without the jerky
loss of continuity,” said the United Press.

MARCH OF THE MEGACYCLES—As the new year

opens, it is interesting to take stock of the continuous
upping of radio frequencies. In the early days, rela-
tively long waves were thought best. But here is a
rough outline of the advances toward shorter waves
and higher frequencies since the close of World
War I:

1920 1000 k¢ = 1 mc¢
1925 3000 k¢ = 3 mc
1930 30,000 k¢ = 30 mc
1935 300,000 k¢ = 300 mc
1940 3 x 108 k¢ = 3000 mc
1945 30 x 10® k¢ = 30,000 mc

1950? 300 x 10° kc 300,000 mc?

RADIO-PHONOGRAPHS as well as radio and phono

loud speakers will be made by Mec-Rad Division,
Black Industries, Cleveland. Walter Widlar has been
appointed general manager of Mec-Rad.

PILOTONE RECORDS MADE OF VINYLITE, non-

breakable plastic, are being introduced by Pilot Radio
Corp. of Long Island City, N. Y. The records will be
made at the Pilot factory. They will be 10” discs and
will feature light classics, popular and dance music,
opera favorites, piano, vocal, rumba, etc. Four records
to an album will retail at $3.95, and single discs at
95c. Pilot will not make any shellac records.

YEAR-ROUND SALES TRAINING program for re-

tail salesmen being staged by Electric Institute of
W ashington, trade group in the electrical industry.

In This Issue—THREE MAGAZINES IN ONE, covering RADIO; ELECTRICAL APPLIANCES; SERVICE

Latest Radio Merchandise, pages 34, 35, 36, 37, 38, 39, 40, 41, 42, 116
Newest Electrical Appliances, pages 60, 61, 62, 64, 66, 67, 68, 72, 73, 155
New Things for Service and Sound, page 100

Listing of Radio Manufacturers, page 52
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Radie Faces

THE RADIO-ELECTRONIC INDUSTRY
Data Covers Year Ended December 31, 1945

Total .Annual Average Number Annual

Investment Gross Revenue of Employes Payroll
Radio manufacturers (1200) $ 350,000,000 $3,000,000,000 350,000 $750,000,000
Radio distributors, dealers, ctc. ... 280,000,000 200,000,000 100,000 150,000,000
Broadcasting stations (965) including talent €osts........coccoveovevmenieeevecivrcnrvinnn, 90,000,000 300,000,000 *20,000 55,000,000
Commercial communication stations................. 60,000,000 = ... 15,000 7,000,000
Listeners’ sets in use (56,000,000} .......c..cccevvreerimveemnriiencreencnnens 3,500,000,000  n e 350,000,000

Note: Manufacturers’ gross revenue was almost entirely for Army-Navy radio-electronic production, which reached a peak rate of $4,623,000,000
per annum in the early part of 1945,

*Regular staff—not including part-time employes, artists, etc., who number at least 25,000 more.

tAnnual operating expense for listeners’ sets, for tube replacements, electricity, servicing, ete.

ANNUAL BILL OF U. S. FOR RADIO, 1945 CIVILIAN RADIO SETS IN USE IN
Sales of time by broadcasters, 1945 $250,000,000 UNITED STATES
Talent costs 50,000,000
Electricity, batteries, etc., to operate 56,000,000 receivers 195,000,000 January 1, 1946
500,000 home receivers, at retail value......coevvvuererueennnnn, 20,000,000 United States h with radi 34,000,000
30,000,000 replacement tubes.........c.cceeerrienieenrenrenieennieinne 35,000,000 Secondary sets in above h e 12,000,000
Radio oarts, supplies, ete. «we 70,000,000 Sets in business places. institutes, etc. ........cooooee oo 4,000,000
Phonogcraph records, 170,000,000..................cu.. 85,000,000 Auto radios 6,000,000
Radio-set repairs. servicing 60,000,000
- TOTAL sets in United States... ........................... 56,000,000
TOTAL $765,000,000

60
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Statistics Compiled
for 20th Consecutive
Year by Your Editors
Show Production,

RADIO SETS IN. U. S. BY STATES

Use, Distribution and

Value of Radio.

How the map of the
U. S. would appear if
areas of states were
proportional to  the
number of radios in use
in each state

Alabama . ... 784,000 ldaho ...... 224,000 Michigan ...2,352,006 New York...6,664,000 Tennessee ... 952,000
Arizona ..... 168,000 lilinois .....3,920,000 Minnesota ..1,176,000 No. Carolina. 840,000 Texas ......2,184,000
Arkansas ... 504,000 Indiana .....1,680,000 Mississippi .. 392,000 North Dakota 224,000 Utah ...... . 224,000
California ..3,640,000 lowa ....... 1,232,000 Missouri ....1,792,000 Ohio ....... 3,472,000 Vermont .... 168,000
Colorado ... 504,000 Kansas ..... 784,000 Montana ... 224,006 Oklahoma .. 952,000 Virginia .... 840,000
Connecticut . 840,000 Kentucky ...1,064,000 Nebraska ... 616,000 Oregon ..... 560,000 Washington . 896,000
Delaware ... 112,000 Louisiana ... 616,000 Mevada ..... 56,000 Pennsylvania 4,648,000 W. Virginia.. 728,000
D.of Columbia 336,600 Maine ...... 392,000 MewHampshire 224,000 Rhode Island. 336,000 Wisconsin ..1,288,000
Florida ..... 616,000 Maryland ... 728,000 New Jersey..2,184,000 So. Carolina. 392,000 Wyoming ... 112,000
Georgia .... 728,000 Mass. ...... 2,240,000 New Mexico . 112,000 South Dakota 280,000 TOTAL ....56,000,000

PRODUCTION OF CIVILIAN RADIO EQUIPMENT — 1922 TO 1945

|
Total Civilian Sets Total Civilian Tubes Automobile Sets Revoralon | Auto Sets | Homes with Total Rasie] o,
Manufactured Manutactured Manufactured « Equipment in Use Radio Sets | "'y, s, of
Number Value Number Value Number Value Value Numb Numb Numb
1922 100,000 $ 5,000,000 1,000,000 $ 6,000,000 $60,000,000 260,000 400,000| 1922
1923 550,000 30,000,000 4,500,000 12,000,000 151,000,000 1,000,000] 1,100,000 1923
1924 1,500,000 100,000,000 12,000,000 36,000,000 358,000,000 2,500,000 3,000,000 1924
1925 2,000,000 165,000,000 20,000,000 48,000,000 430,000,000 3,500,000 ( 4,000,000 1925
1926 1,750,000 200,000,000 30,000,000 58,000,000 506,000,000 5,000,000 5,700,000 1926
1927 1,350,000 168,000,000 41,200,000 67,300,000 425,600,000 6,500,000 7,000,000 1927
1928 | 3,281,000 400,000,000 50,200,000 110,250,000 690,550,000 7,500,000 8,500,000 | 1928
1929 | 4,428,000 600,000,000 69,000,000 172,500,000 842,548,000 9,000,000 { 10,500,000 | 1929

1930 | 3,827,800 300,000,000 52,000,000 119,600,000 34,000 $ 3,000,000 496,432.000] ... e | 12,048,762 | 13,000,000 1930
1931 3,420,000 225,000,000 53,000,000 69,550,0C0 108,000 5,940,000 300,000,000 100,000 | 14,000,000 | 15,000,000 | 1931
1932 | 3,000,000 140,000,000 44,300,000 48,730,000 143,000 7,150,000 200,000,000 250,000 16,809,562 | 18,000,000| 1932
1933 | 3,806,000 180,500,000 59,000,000 49,000,0C0 724,000 28,598,000 300,000,000 500,000 |20,402,369 | 22,000,000 1933
1934 | 4,084,000 214,500,000 58,000,000 36,600,000 780,000 28,000,000/ 350,000,000 1,250,000 (21,456,000 |26,000,000| 1934
1935 | 6,026,800 330,192,480 71,000,000 50,000,000 1,125,000 54,562,500 370,000,000( 2,000,000 /22,869,000 30,500,000 1935
1936 | 8,248,000 450,000,000 98,000,000 69,000,000 1,412,000 69,188,600 500,000,000| 3,500,000 24,600,000 33,000,000 1936
1937 | 8,064,780 450,000,000 91,000,000 85,000,000| 1,750,000 87,500,600 5§37,000,000{ 5,000,000 26,666,500|37,602,000 1937
1938 | 6,000,000 210,000,000 75,000,000 93,000,060 800,000 32,000,000 350,000,000{ 6,000,000 |28,000,000|40,800,000| 1938
1939 10,500,000 354,000,000 91,000,000 114,000,000 1,200,000 48,000,000 375,000,000 6,500,000 28,700,000 |45,300,900( 1939
1940 (11,800,000 450,000,000 115,000,000 115,000,000( 1,700,000 60,000,000 584,000,000 7,500,000 | 29,200,000 | 51,000,000| 1940
1941 (13,000,000 460,000,000 130,000,000 143,000,000/ 2,000,000 70,000,00| 610,000,000 8,750,000 29,700,000 | 56,000,000 1941
1942 | 4,400,000 154,000,000 87,700,000 94,000,000 350,000 12,250,000 360,000,000 9,000,000 |30,800,000 59,340,000 | 1942

1943 17,000,000 19,000,000 75,000,000 | 8,000,000 32,000,000 | 58,000,000 | 1943
1944 22,000,000 25,000,000 85,000,000 7,000,000 | 33,000,000 | 57,000,000 1944

1945 500,000 20,000,000 30,000,000 35,000,000 105,000,000 | 6,000,000 | 34,000,000 | 56,000,000 | 1945
L) ] L]

Figures for sets include value of tubes in receivers. In normal years replacement tubes have run 259% to 409 of total tube production. Al
figures are at retail values, (Statistics Copyrighted by Caldwell-Clements, Inc.)
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Design Makes Store

® More business, but no more
space! That is the problem which
confronts radio and electrical ap-
pliance dealers all over America.

Merchandise will be rolling in
until the old store will appear to
“bulge” at the walls. But moving
or expansion is often impossible at
present because of the shortage of
available store locations.

This makes store layout upper-
most in the minds of thousands of
dealers. More than ever before, the
radio and electrical appliance store
must be an efficient selling tool.
Every square inch of space counts.

"Appliance Department

" Modern store design does more
than improve the appearance of the
store interior. It makes selling
more easy. It does for retailing
what the assembly line does for
production.

Dealers Now Plan

Layouts to Facilitate Store

Traffic Just as Assembly Lines Speed Up Production

fic flow. Aisles are spaced wide
and inviting so that the customer
can walk easily to any section of
the store.

The third principle is related dis-
play. All similar products are
grouped near each other.

There are two ways in which
these principles can be utilized in
any store layout. The first is by
the position of the products in the
store. The second is by the type of
fixture used.

In the illustration shown, the
major electrical appliance section
has been placed at the right of the
store as the customer enters. Elec-
trical appliances are somewhat
more important in this particular
store than radio receivers.

When a customer enters a store,
he tends to turn to the right. This
is because most -people are right-
handed. Therefore the most im-
portant merchandise should be

-

| in which he is‘interested.

N

“SEES ALL—KNOWS ALL”

By removing all possible barriers to the eye, modern
store designing makes it possible for the customer to
take in at a single glance the entire contents of the store.
By making aisles wide, modern layout gives the cus-

tomer instant knowledge of how to reach the merchandise

\‘

/

Accompanying this article is a
modern layout for a radio and elec-
trical appliance store. It illustrates
the principles that save steps, space
and time.

The first principle is total visibil-
ity. The store is so designed that
the customer can take in at a single
glance all of the merchandise car-
ried in the store.

The second principle is free traf-
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placed there.

In the store shown, electric ranges
are placed on the floor. Some deal-
ers still do this for all their major
products.

However, more and more dealers
are placing their floor appliances
on platforms to set them off. In
this store, platforms are used for
all the large appliances along the
wall.

RADIO & Television RETAILING o

Vacuum cleaners are placed in a
demonstration area near the major
appliances. By keeping them on the
appliance side of the store, the
dealer helps to create the impres-
sion of a larger electrical appliance
stock than if he placed them near
the radios.

Radio—Music Department

The radio department in this
store is on the left as the customer
enters. Floor radios are displayed
three ways.

Some radios are displayed on
platforms in the window and along
the wall to match the display treat-
ment given to the major electrical
appliances. In addition, six radios
are placed, three on a side, on a
combination platform - and - back -
ground display fixture, Two radio-
phonograph combinations are
backed against each other and
placed on the floor.

The phonograph record depart-
ment is situated adjacent to the
radio department. This position
helps to give the impression of
greater size to the radio-music sec-
tion of the store, since these two
departments are related to each
other.

Getting Customer Interested

Album racks as shown are a great
stimulus to the impulse buying of
record albums. At the same time
conventional wall shelving permits
the compact stocking of a large
assortment of albums and single
discs.

When displaying major electrical
appliances or radios, it is a good
idea to leave doors open or mechan-
isms exposed on some models in
order to attract attention. For ex-
ample, on two radio combinations
shown, a lid is lifted on one and
the automatic record-changer is
pulled out on the other. This re-
veals the features to the customer
and helps to suggest that someone
foundthe product interesting,opened
it up and left it that way.
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Active customer manipulation of
products is a great aid in selling.
For this reason it is desirable to
have as many radios and electrical
appliances as possible plugged in
and ready to operate. If feasible, a
product like an automatic washing
machine should be plumbed in to
permit actual washing of clothes.

RADIO & Television RETAILING o
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Small appliances also should be
connected whenever possible, thus
inviting the customer to pick up
the small appliance, operate it and
by doing so, sell himself.

In the store illustrated, small ap-
pliances are stocked on a step-up
table. This type of store fixture

makes it possible to display effec-

1946

Efficient Selling Tool

tively more small appliances in the
same square footage than with a
flat table. A dealer can, however,
achieve much the same effect by
backing two ordinary tables to-
gether and placing a sham in the
center to create a step-up.

Small appliances are

(Continued on page 104)

usually

to see entire store interior.

B Locate major appliances here

only If they outsell radlos.

CPlace vacuum cleaners near
appliances and store traffic.

D Console radios (or major
appliances if secondaryl.

E Displaying records near
radlos helps sales of both.

F Small appliances in cen-
ter of traffic.

G Table for low-cost
demand items.

H Shelving for tubes
and parts.

{ High - value de-
mand items.

J Wrapping
counter.

K Listening
booth.

L Service
room
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Philco COMBO, RADIO

Model 1213, features an FM system,
motor-driven push-button tuning for
both FM and AM, and the Dynamic re-
producer for professional record repro-
duction in the home. Model utilizes 11
tubes, including rectifier, to afford high
fidelity performance with FM circuit,

audio system and grand speaker. Push-
pull beam power output of 10 watts,
standard and shortwave bands. New
motor tuning device permits quick pre-
cision tuning of FM and AM stations
by push-buttons. Phonograph record
changer handles ten 12" or twelve 10"
records. Chassis housed in authentic
Chippendale design of custom built ma-
hogany cabinet.

Portable radio model 350 is for ac-dc
and battery. New superheterodyne cir-
cuit, incorporates 5 miniature tubes and
a rectifier to give 8-tube performance.
High efficiency built-in loop aerial,

beam power audio output, oval speaker,
and automatic switching from house
current to battery operation are features
of this receiver. Covers all standard
broadcasts from 540 to 1600 kilocycles.
Housed in hardwood case covered with
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tan Fabrikoid: .contrasting walnut grille
and controls concealed by a roll tam-
bour cover: weighs 14 1bs., including
batteries. Philco Corp., Tioga & C Sts.,
Philadelphia, Pa.—RADIO & Television
RETAILING

Aviola RADIO-PHONOS

Table model 508; S-tube automatic
phono combination housed in modern
bleached cabinet.

Model 1005A. 15-tube AM and FM
automatic phono combination. All Avi-
ola automatic record changers feature
self-lubricating bearings, silent opera-

tion. five second changes for records:
play twelve 107, or ten 12" records:
have large die cast streamlined base
plate. Radios now in production. Aviola
Radio Corp., 673 Ivy St., Glendale, Cal.
—RADIO & Television RETAILING

New Radios to Make

Magnavox RADIO-
PHONOGRAPHS

“Contemporary” model. Specifications:
12” duosonic speaker; fully automatic
record changer. Magnavox “Pianissimo”
pick-up. Optional FM chassis incorpo-
rates 8 tubes including tuning eye and
rectifier, in addition to tubes in AM

chasgis. AM radio-phonograph chassis
with power output of 12 watts contains
9 tubes including rectifier and tuning
eye. Chassis features: 6-station auto-
matic pushbutton tuning. Broadcast
band and world-wide shortwave band
covering a tuning range of 4.9 mc to
18.3 mc. Variable selectivity, high fi-
delity band expander, bass control, con-
tinuously variable treble control, volume
control, high ratio manual tuning con-
trol. Modern styling with traditional
influence. Available in mahogany, wal-
nut, white oak and prima vera. Outside
dimensions: 30" wide, 18” deep, 34,"
high.

“"Belvedere” model. Specifications:
Two 12” duosonic speakers; fully auto-
matic record changer. Magnavox “Pian-
isgimo” pick-up. Optional FM chassis
incorporates 8 tubes, including tuning
eye and rectifier in addition to tubes
in AM chassis. AM radio-phonograph
chassis with separate power supply and
power amplifier with power output of
25 watts incorporates 13 tubes including
two rectifiers and tuning eye. Chassis
features: 8-station automatic pushbutton
tuning. Broadcast and shortwave band
covering range of 4.9 megacycles to 18.3
megacycles. Variable selectivity, high
fidelity band expander, bass control.
frequency selector treble control, auto-
matic tone compensating volume con-
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trol. Styled Chippendale reproduction.
Available in mahogany, walnut and
white oak. Outside dimensions: 36"

wide, 18Y,” deep, 34Y2" high. The Mag-
navox Co.. Ft. Wayne 4, Ind—RADIO &
Television RETAILING.

Garod RADIO-PHONO

Model 8APX2, “Chippendale” two-
tone walnut cabinet houses a de luxe
automatic radio phonograph combina-
tion. “Grand tone” electronic circuit
has 8 multi-purpose tubes for foreign,

domestic, and short wave reception.
Two-post record changer accommodat-
ing twelve 10” or ten 127 discs, is
mounted in “Hide-a-Way” drawer. Rec-
ord compartments concealed behind
two lower doors. 12” high fidelity Ca-
thedral speaker. Model 8APX3 available
in rich mahogany. Garod Radio Corp.,
70 Washington St.. Brooklyn 1, N. Y.—
RADIO & Television RETAILING

_ Admiral RADIO, PHONO

Table top radio models in stream-
lined plastic or walnut veneer. Battery
operated farm radio, top. Below, a

radio-phonograph with automatic record
changer. Admiral Corp.. 3800 Cort-
land St.. Chicago 47, lll.—RADIO & Tel-
evision RETAILING

GE RADIOS
Model 220, ac-dc 6 tube table model;
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superheterodyne circuit: standard
broadcast and short-wave bands. Tone
control. One-piece molded plastic cab-
inet: deep recessed molding sets ‘off
well-lighted dial, with specially de-
signed surface to give three dimen-
sional look to numerals. Also available
in ivory plastic (Model 219). Size:
131" wide, 8 1/16” high, 833" deep.
Model 321, below. ac-dc 6 tube su-

perheterodyne circuit. Standard broad-
cast band. Tone control, push-button
tuning. Felt feet on bottom to prevent
marring of furniture. Multi-weave
speaker grille. Size: 13%” wide, 9”
high, 7 15/16” deep. General Electric Co.,
Schenectady. N. Y.—RADIO & Televi-
sion RETAILING

Temple RADIO

Table model E-513, One band, 535
to 1700 kc. Two watts output, permanent
magnet speaker, 105-125 wolt, ac-dc

operation. Slide rule dial with pointer
travel: self-contained loop:; high sensi-
tivity. List price approximately $30.
Templetone Radio Mig. Corp.. New
London, Conn.—RADIO & Television
RETAILING

(Continued on page 36)

35




New Radios Streaming

Crosley RADIOS

Table model 66 TC radio receiver.
Special features include 2 complete
bands, for broadcast and overseas; con-
tinuous tone control; and signal web

antenna. Large size dial; 6 tubes;
4-watts undistorted output with 6-watts
as maximum power output. Modern
cabinet styling, walnut cabinet 93"
high, 16" wide, 773" deep.

Table model 56 TC radio receiver.
Special' features include 2 complete

bands, exclusive signal web antenna,
and automatic sensitivity control. §
tubes; ac-dc; electro-dynamic speaker.
Modern cabinet styling, striped walnut
wood cabinet 813” high, 133" wide,
6%" deep. Crosley Corp.. Cincinnati
25, Ohio—RADIO & Television RETAIL-
ING

Sentinel RADIO, COMBO
Model 294-1 table radio. 6 tube ac-dc
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superheterodyne; two bands for short-
wave and broadcast. Sensitive R.F.
stage for distant reception. Built-in
loop aerial, full range tone control; il-
luminated slide rule dial. Ivory-finished
plastic cabinet. 6’ oval permanent-
magnet dynamic speaker. Size: 111," x
75/8” x 63/4/1.

Model 292-K table radio-phonograph.
6-tube ac superheterodyne radio. Latest
type automatic record changer holds
twelve 10” or ten 12” records. Genuine

Built-in loop
aerial. Sensitive R.F. stage for distant
reception. Beam power output. Clear
vision illuminated slide rule dial. Full
range tone control. 6" electro dynamic
speaker; automatic volume control.
Size: 157" x 1234” x 1654". Sentinel
Radio, 2020 Ridge Ave., Evanston, Ill.—
RADIO & Television RETAILING

walnut veneer cabinet.

Arvin RADIOS

Model 524, 3.way portable with
molded case. 5-tube set, operates on
batteries, and ac or dc. Built-in loop

T

A\

V2221

§

antenna; 5" heavy duty speaker. Molded
plastic case, with bright metal front-
grille and trim, approximately 12" wide,
10” high, 5" deep.

Mode! 444A in the ivory finish, or
444 in the walnut finish, is a 4-tube ac-
dc table model. Antenna extends 20-30
ft.; weight of radio approximately § lbs.
Non-breakable cabinet with mar-resist-

RADIO & Television RETAILING o

ant enamel finish, approximately 6Y,"
wide, 514" high, 4’ deep. Other models
include: an ac-dc table mode! 544A in
ivory plastic, 544 in walnut; model 555
in walnut plastic, an ac-dc table model,

&

alse available in ivory, 555A. Noblitt-
Sparks Industries, Inc., Columbus, Ind.—
RADIO & Television RETAILING

Teletone RADIOS

Model 100, above, 5-tube superhetero-
dyne, ac-dc, unit. ‘“Radioptikon”—en-
closed antenna looped for greater sen-

Muminated full vision slide-
Alnico £5 speaker 5’. Al
wood cabinet of selected walnut ve-

sitivity.
rule dial.

neers.
Mode! 101, below, same as model

V=l

above, except for simulated leatherette
rawhide cabinet with wood trim. Tele-
tone Radio Co., 609 W. Slst St. New
York 19, N. Y.—RADIO & Television
RETAILING
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from Production I.ines

Westinghouse COMBO, RADIO

Concert Grand model, fashioned of
seasoned hardwoed and mahogany ve-

neers this seven tube phonograph com-
bination console incorporates 18th cen-
tury design in its bowiront.

The Super 7 is a de luxe table model
with push button tuning for both stand-

ard band and shortwave reception.
Westinghouse Electric Corp., Radio Re-
ceiver Div.., Sunbury., Pa.—RADIO &
Television RETAILING

ECA RADIO, PHONO

Model 107, 7 tube ac-dc table model.
Hand rubbed wood cabinet of func-

2Y,.-watts (5%) undis-
output. 6 Alnico V

tional design.
torted power

RADIO & Television RETAILING e

speaker. Tone control. Full vision
slide-rule illuminated dial. Uniform
sensitivity over entire tuning band
from 540 to 1700 kilocycles. Di-fusa-tone
grill. Large, built-in loop antenna for
improved sensitivity.

Model 105, S5-tube radio-phonograph
combination. Durable two-tone leather-
ette cover with handle for portability.

Manual operation. One-watt undistorted
power ocutput (5%). 5” Alnico V speaker.
Uniform sensitivity over the entire tun-
ing band from 540 to 1700 kilocycles.
Full vision slide-rule illuminated dial.
Di-fusa-tone grill for equalized sound
diffusion. Built-in loop antenna. Tone
control. Light weight crystal pickup.
Electronic Corp. of America, 45 W. 18th
St.. New York 11, N. Y.—RADIO & Tele-
vision RETAILING

Stewart-Warner RADIOS

Model 9002-B. 6-tube single band
table model: ac-dc: 540 to 1650 kc.
Plastic cabinet in ivory. Low impedance
loop. three-gang condensers, and tuned
radio frequency stage for maximum se-

lectivity and sensitivity. Inverse feed-
back audic system. Speaker magnet
is new Alnico No. 5.

Model 9000-B (shown.) 6-tube, 2-band
table model: ac-dc: 540-1650 kc. and
9-12 mc. Low impedance loop. three-
gang condenser, and tuned radio fre-
quency stage for maximum selectivity.
Inverse feedback system. Speaker mag-
net is new Alnico No. 5. Other models

January, 1946

are: Model 9007, a 6-tube, 3-way, ac-dc
battery portable; model 9001-E, a mi-
hogany hepplewhite-styled Pembroke
drop leaf table, with record player.

Stewart-Warner, Chicago 14, Il.—RADIO
& Television RETAILING

Sonora RADIOS

Model RX-223, 4-tube 14 volt farm
radio. Superhet chassis. Automatic

vaolume control: 6” speaker. Compart-
ment for battery pack. Size: 1773 long,
934" deep, 9 11/16” high.

Model RBU-207, 5-tube ac-dc super-
het. Walnut cabinet. Tunes 535-1620
kc. Dynamic speaker. Automatic vol-
ume control. Size: 11!4” long, 64"

deep. 8’ high. Sonora Radioc & Telev.
Corp.. 77 W. Washington Blvd., Chi-
cago, Il.—RADIO & Television RETAIL-
ING

(Continued on page 38)
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Motorola RADIOS

Model 55X12 table radio, above. 5
tubes including rectifier. Brown or

ivory finish plastic cabinet. Ac-dc su-

perheterodyne circuit: electrodynamic
speaker.” Self-contained “aero vane”
loop antenna. Full vision illuminated
dial over speaker. Size: 111" x 6" x
614" deep.

Model B65T21B table radio, below.
Modern blonde mahogany or walnut
veneer table model. 6 tubes including

rectifier. 2 bands—American and for-
eign reception. 6" powerful electro-
dynamic speaker, Self-contained “aero-
vane” loop antenna. Size: 181" wide.
9% high, 93" deep. Galvin Mig. Corp..
4545 Augusta Blvd., Chicago, Ill.—
RADIO & Television RETAILING

RCA Victor FARM SET

Table model radio especially de-
signed for consumers in rural areas.

Equipped with a battery-saver switch,
this battery radio is convertible to line
power by plugging in the RCA Victor

38

“electrifier” which automatically con-
verts the set to 105-125 volt ac opera-
tion. When nearby stations are tuned
in, switch provides instantaneous ad-
justment and cuts “B“ battery drain.
RCAR Victor, Radio Corp. of America,.
Camden, N. ]J.—RADIO & Television
RETAILING

Musitron
PORTABLE PHONOGRAPHS

Model PT-10, is a four-tube amplifier
unit, with a specially designed 8~

speaker, 20 o0z. permanent magnet.
Capable of handling 10 watts of undis-
torted volume.

The Piccolo model will be featured in
three types of phonographs: Electric
amplified phonograph with straight ac
current, three-tube with a 4”x 6" ellip-

tical speaker: ac-dc amplifier with hand
wound motor so that the unit can be
used either indoors or outdoors on ac
or battery current: and a plain acousti-
cal hand wound phonograph. These
three models will be equipped with a
newly designed stitched and padded
top and bottom. L. M. Sandwick Asso-
ciates, 223 W, Erie St. Chicago 10,
NI.—RADIO & Television RETAILING
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New Radios for a

Scott RADIOS

Modern cabinet in bleached mahog-
any, fielded or beveled doors, inter-
esting and functional handle design
which facilitates operation of pull-out

panel and drop front at any point.
When speaker doors are open they do
not project forward beyond the face
of the cabinet. Cabinet finish is harvest
wheat.

The chassis, as in all Scott cabinets.
will have 24 tubes on FM cycles and
will cover the new band of 88 to 108
mc. On AM it will cover the full broad-
cast band and the 19, 31, 25 and 49

meter bands on which principal short
wave sets operate.

Other Scott models include a Chip-
pendale styled cabinet, with corners
softened in design by round., fluted
columns., Drawer faces on this model.
are of the lip variety, projecting slightly
forward to give an overlap quality.
Hardware is of the period. Finish hand-
rubbed to further bring out quality of
mahogany. R Georgian cabinet, with
unusual panel treatment, is another
console model. Both these sets have
chassis described above. E. H. Scott
Radio Labs.. Inc.. 4450 Ravenswood
Ave., Chicago, [Il.—RADIO & Television
RETAILING
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Howard RADIO

Model 902-W, table model is shown.
Receives full broadcast band, some po-
lice signals and American and foreign

shortwaves. Picture frame cabinet of
Thermo-Set walnut plywood, hand
rubbed high lustre finish. Top sides

and frame finished in walnut, front
panel in blonde mahogany with dark

louvres in speaker grill. Size: 12~
wide. 83" high, 7" deep. Howard Badio
Co., 3150 N. Lincoln Ave. Chicago 13,
II.—RADIO & Television RETAILING

Ansiey RADIO-PHONOS

The Rondo, below, is a compact table
model radio-phonograph. Available with
model 32 chassis, with automatic rec-

ord changing Dynaphone. Hinged top
NIEN
b ':;N"’.'- ——

%‘— %

for easy access to radio controls and

record changer. Size: 12" high, 21"
wide, 151" deep. Light modern finishes
on oak or birch and traditional finishes
on mahogany,

The Whitby, available with model 53,
54, or 63 chassis, is housed in’an 18th
Century English cabinet. Striped ma-
hogany, with inlaid mahogany panel.
and fluted pilasters. Automatic record
changing Dynaphone. Size: 31" high,
341," wide, 17 deep. Choice of 3 dis-
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Great New Market

tinctive mahogany finishes. Ansley
Radio Corp., 2i-10 49th Ave., Long
Island City 1. N. Y.—RADIO & Televi-
sion RETAILING

Hoffman RADIO, COMBO

The “Hacienda,” model A200. 5-tube,
ac-dc circuit. Plastic cabinet in ivory or

walnut.

high.
The “Avalon,” model A40l, radio-

phono table combination. 6-tube ac cir-

Size: 11” wide, 6” deep, 63"

cuit. Plays ten 12" or twelve 107 records.
All wood cabinet in walnut mahogany
or blond finishes. Hoffman Radio Corp.,
Los Angeles 7, Cal.~RADIO & Televi-
sion RETAILING

January, 1946

Stromberg-Carlson RADIO

“The Dynatomic,” especially de-

signed for personal radio reception.
Special feature combines its dial and
a convenient hand-hold at the top of
the plastic cabinet. Available in brown

or ivory finish. Superheterodyne re-
ceiver, constructed for ac-dc perfor-
mance. Stromberg-Carlson Co., Roch-
ester 3, N. Y.—RADIO & Television RE-
TAILING

Automatic COMBO, RADIO

Phonograph-radio combination shown
has 5 tubes, plays on ac only. Tone
control: plays 12" records with cover

down. Built-in aerial, crystal pick-up.
De luxe table model 612, has 5 tubes.

runs on ac-dc. Super PM dynamic

speaker, built-in automatiscope speaker.

Automatic Radio
Mig. Co., 122 Brookline Ave., Boston 15,
Mass.—RADIO & Television RETAIL-
ING

and easy-view dial.

(Continued on page 40)

39




New Radios for More

Bendix RADIO-PHONOS

Model 656-A, table radio combo
featuring 8-tube performance, through
6-tube superhet circuit using two dou-
ble purpose tubes. Three gang con-
denser; heavy Alnico core speaker;

automatic record changer with single
button control: permanent needle. Spe-

cial radio-phonograph changeover
switch and tone control; separate set-
tings for radio and phono. Three dimen-
sional, vertical slide rule dial. Stand-
ard broadcast, police reception, 535-
1725 kc. Built-in antenna; ac only.
‘American walnut with center panel.
211" wide, 10Y,” high, 16” deep.
Model 736-B, radio-phonograph in
modern classic design cabinet. 9-tube
performance through 7-tube superhet
circuit; two double purpose tubes. Au-
tomatic record changer with single but-
ton operation and automatic shutoff.
Featherweight pick-up tone arm; per-

manent precious metal needle; record
storage well. Radio-phono changeover
switch and tone control, separate tone
settings for radio and phono operation.
Full standard broadcast, police recep-
tion, 535-1725 kc. Two short wave bands
with band spread tuning, 5.8-12 mc and
12-22 mc. Automatic electrically op-
erated push buttons; special tone
purifying feed-back circuit; full push-
pull beam power output, balanced 10"
electrodynamic speaker. Bendix beam
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antenna featured. American walnut
with center panel in butt walnut. 32"
high, 31,” wide, 18 1/168” deep. Ben-
dix Radio, Div. of Bendix Aviation
Corp., Baltimore 4, Md.—RADIO & Tele-
vision RETAILING

Sparton RADIO-COMBOS

Model 14-AM-76-PA, above; model 10-
AB-76-PA, below. These radio phoneo-
graphs have FM, automatic record play-

ing, standard broadcasts, and foreign
short-wave. Sparks-Withington Co., 2400
E. Ganson Ave., Jackson, Mich.—RADIO
& Television RETAILING

Lincoln RECORD PLAYER

Portable record player, Model 3l11.
Plays 10” or 12" records. Heavy duty
dynamic speaker, 3 tubes, tone and
volume control. Cabinet is made of 3
ply veneer, covered with durable
leatherette, leather handle and brass
fittings. Size: 143%;” wide, 16” deep.
81,” high. OPA retail price (Zone 1)
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$37.90 including federal tax. Lincoln
Electronics Corp.. 653 Eleventh Ave.,
New York 19, N. Y.—RADIO & Televi-
sion RETAILING

U.S. Television RADIOS

Model R210-P is a “permanent power”
portable radio, with specially designed
long-life batteries. 7-tube performance,

“secret circuit’ design. Dial in con-
trasting colors. Case of washable, dur-
able plastic cloth. Weight: 15 lbs. Size
8"x 5" x 12", Plays on ac-de¢ current,
as well as on batteries.

Model R3005 “Chambermusic” radio,
below. Has larger “table console” cab-
inet, with "“secret circuit” design: ac

current. U. S. Television Mlig. Corp.
106 Seventh Ave.. New York 11, N. Y.
—RADIO & Television RETAILING
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ales in Days Ahead

Lear RADIO;
RADIO-TELE-PHONO
Deluxe plastic table model. 5-tube,

ac-dc; domestic broadcast, full-vision
dial, beam type power output tube,

=

automatic volume control. Built-in an-
tenna; 5 permament magnet speaker.
Mahogany: list price $19.95; Ivory: list
price $22.95.

Deluxe console phonograph combina-
tion, with television. 14-tube FM and
AM. Push-button control: deluxe record
changer; Lear wire recorder: 14"

speaker. In mahogany and walnut
period designs. Priced: $500 to $600.
Lear Inc.. Home Radio Div., 230 E.
Ohio St.. Chicago., Il.—~RADIO & Tele-
vision RETAILING

DeWald RADIO

Model A-502, “Jewel.” 5-tube super-
het featuring: ac-dc operation: stand-
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ard American broadcast and police re-
ception; easy-vision, slide-rule dial;
high ratio Vernier tuning: automatic
volume control; large dynamic speaker:
built-in loop-tenna (eliminates outside
aerial and ground.) Available in five
color combinations. DeWald Radio Mig.
Corp., 440 Lafayette St., New York 3,
N. Y.—RADIO & Television RETAILING

Farnsworth TELE SET,
CONSOLE

Table model video set among forth-
coming television receivers to be of-

fered by this manufacturer, in addition
to larger consocle types.

Combination phonograph-radio, model
E-264; 6-tube. Features the deluxe 3-
point suspension record changer that
changes 12 ten-inch and 10 twelve-inch
records. Lightweight tone arm, equipped
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with sealed crystal pickup and perma-
nent stylus is used: moving dial with
illuminated lucite pointer. Available in
both rich walnut and harvest colors.

Other models include, EP-350, a porta-
ble: a console, EC-260, and a rural model
of this number, EF-450, that is battery
operated, but easily converted for oper-
ation on house current. Farnsworth Tel-
evision Radio Corp., Fort Wayne, Ind.—
RADIO & Television RETAILING
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Olympic PORTABLE, COMBO

Model 6-606. “Hi-Power” portable re-
ceiver. Operates on dry batteries or ac- |
6-tube, three-gang

dc house current.

condenser used with one stage r-f
ahead of converter tube. Wide tuning
range, powerful 5’ P.M. speaker em-
ploying new Alnico magnet; built-in
“Hyper-Q” antenna: “slide-rule” type
dial with clear numerals. Leatherette
luggage type case with plastic features.
Size: 135" long, 9%;” high, 61" deep.
Weight complete with batteries in car-
ton approximately 17 lbs.

Model 6-507 (for ac operation omly)
automatic radio-phonograph. Tru-Base,
built into audio circuit, expands audible
range to full tonal scale: three gang

tuming condenser used; wide tuning
range. Automatic record changer plays

up to 12 records automatically and
changes records in 5 seconds. Powerful
6” x 9" electro dynamic speaker. Built-
in “"Hyper-Q” antenna. 5-watt power
ontput on radio and records:; spread
vision dial. Functional modern cabinet
in walnut veneers and hardwoods. Size:
17Y,” long. 131" high, 17" deep. Weight:
approximately 38 lbs,

Other models include a table radio-
phonograph, model 6-504, stream-lined,
plays single records. Table models in
the line include models 6-506. a contem-
porary cabinet in walnut, 6-501 a mod-
ern cabinet in plastic. Hamilton Radio
Corp.. 510 Sixth Ave., New York 1, N. Y.
RADIO & Television RETAILING

(Continued on page 42)
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New Radios, Merchandise

Trav-Ler PHONOGRAPH,
TABLE MODEL

Deluxe electric portable phonograph,
model 7003. Cabinet covered with
brown and tan imitation rawhide fabri-

coid cloth, Features variable tone con-
trol, 6” PM speaker: Alnico V magnet.
Crystal pickup arm. Plays 107 or 12~
records with lid closed. Retails for

$31.85.
Model 5002, 6-tube plastic table
model. Superheterodyne circuit, two

dual-purpose tubes, 5 PM speaker,
automatic volume control circuit, built-
in loop antenna; ac—dc. Cabinetin wal-
nut or ivory finish plastic. Retails for

$23.15. Prices are OPA retail selling
prices, including federal excise tax, for
zone l. Prices for zone 2 are slightly
higher in accordance with OPA regula-
tions. Trav-Ler Karenola Radio & Tele-
vision Corp., 1036 West Van Buren St.,
Chicago 7, ll.—RADIO & Television RE-
TAILING

Ultratone PHONOGRAPHS

Model OM-6, open top single record
player model. Heavy duty PM speaker:
tone control. Separate on-off switch for
motor and amplifier; two tube amplifier.
Self-starting phono motor plays 10” or
12” records. Feather weight crystal pick-

up. Size: 117 wide, 9” deep. 5" high.

Cabinet of matched walnut veneer.
Model PB-6, carryabout battery ampli-

fied, spring driven portable model PM

speaker. Record storage compartment
in cover. Uses standard portable radio
batteries. Cabinet is- made of strong 3-
ply veneer, covered with durable leath-
erette. Size: 13” wide, 14” deep, 8” high.
ARudio Industries, Michigan City, Ind.—
RADIO & Television RETAILING

Movie-Mite PROJECTOR

Model 63-L is a 16 mm. sound-on-film
projector, intended to give small-sized
groups a portable, low-priced unit.
Weighs 27}/, 1bs. complete, and is only
slightly larger than a portable type-
writer. May be unpacked and readied
for use in less than 3 minutes. Both pro-
jector and amplifier operate on ac-dc.

Units will soon be ready for delivery.
Movie-Mite Corp., Kansas City 6, Mo.—
RADIO & Television RETAILING

Pro-Electronics
POCKET RADIO

Slightly larger than a pack of ciga-
rettes. Set can receive local stations

from 550 to 1500 kc. The 1/4-in. speaker
has thin aluminum diaphragm. Antenna
doubles as carrying handle. Four hear-

ing aid type tubes are employed in
superhet circuit. Batteries are self-con-
tained and permeability tuning is used.
Case opens in half to replace batteries,
which are stated to last a month on a
2-hr-per-day duty cycle. Pro-Electronics
Corp., 16 W. 36 St. New York. N. Y.—
RADIO & Television RETAILING

Adel SLIDE VIEWER

Model 200. Magnifies and brilliantly
illuminates color slides. Large rectangu-
lar viewing lens, corrected to minimize
distortion, permits comfortable viewing
by two persons. Simple feeding system

takes 2 x 2-in. slides of all types. Op-
erates on self-contained battery or 110
v ac or dc. Adel Precision Products
Corp., Huntington 17, W. Virginia—RA-
DIO & Television RETAILING
(Continued on page 116)
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RADIO & Televisi

The Big News of 1946
is PHILCO ...

Dealers all over America now know the sensa-
tional story of Philco for 1946, direct from its chief
executives. In a spectacular Convention Film, they
have seen a complete line of brand new Philco
radios and phonographs, full of new ideas and

great new developments. They have heard the

0
merchandising, advertising and promotional plans

which are all set to double Philco sales in 1946...
and, more than ever, to keep Philco dealers and

distributors in first place in the radio industry.

Yes, the Big News of 1946 is PHILCO!

RETAILING o Januar y, 1946




- Service Know-How

Brings Profit to War Vet

Former Coast Guardsman Sets Up Maintenance Store in Missouri

and Is Doing Fine! Personal Dealings Draw Steady Business

® Natives of St. Joseph, Mo., where
Jack Benny insists “they love him,”
are pulling for Bob Murphy. He is
one of the first of the returned war
veterans from this city of 85,000
back from the war to establish his
own radio servicing business.

“I've always wanted to operate
my own store,” Murphy stated.
“Nothing elaborate; some good
equipment, a cash register—no
bosses—just an opportunity to
serve the friendly people of St.
Joseph by keeping their receivers
in first class condition, and earn-
ing a reasonable profit."

Last March, the dream of this
World War II veteran, who served
about two and a half years as a
radio operator and instructor in
the Coast Guard became a reality.
At that time, he opened a modest
store on a moderate investment

with money he borrowed through
the Veterans Administration.

It might be good news to other
war vets who harbor similar plans
for the future to mention that Bob
Murphy is doing all right!

Sales Volume Goes Up

In April, 1945, the second month
of the establishment’s operation,
there were 55 radios and electrical
appliances put into A-1 shape by
this Missouri technician. In August,
approximately 105 receivers and
various small appliances crossed
the main work bench of Murphy
Radio & Appliance Service. That’s
making progress!

Are returning war veterans
granted any special business privi-
leges only because they were for-
mer members of the armed forces?

VETERAN WHO WANTED TO BE OWN BOSS GOT
GOING BY BORROWING MONEY THROUGH THE

VETERANS ADMINISTRATION.

PEOPLE IN ST

JOSEPH LIKE TO TRADE HERE. THIS IS THE
WAY BOB MURPHY OPERATES:

Believes that Sales Go to Those Who Go After Them

Offers Topnotch Maintenance Work

Cooperates Fully with His Customers

Says War Vets Must Be Alert Merchandisers

Informal Relation with Patrons Builds Good-Will

Advertises in Newspapers and Veteran's Magazine

RADIO & Television RETAILING e

“Definitely not!” retorts Murphy.
“The vet must stand on his own
business feet and competes with
other establishments for trade. He
is thrown on his resources, and
must be an alert business man.

“Despite his status as a veteran,
he must have merchandising know-
how, technical skill, and the proper
apparatus, if he is going to operate
profitably. If the vet cannot give
speedy and efficient service, he had
better try something else.”

As stated previously, this tech-
nician’s investment in equipment
was a moderate one. How much
will a “moderate” investment buy?
According to Murphy, it doesn’t
buy too much equipment, but it is
sufficient to acquire enough essen-
tial apparatus to remove a store
from the fix-it category. Also, this
vet’s instruments are of good qual-
ity, permitting him to do accurate
and precise work.

Good Selling Methods

In any case, Murphy contends
that a radio-electrical appliance
technician’s chief assets are his
two hands and enthusiasm for his
work!

Business is booming here. Cus-
tomers like to bring their sets to
this store, and they also “go” for
its proprietor. The establishment is
building a reputation for efficient
maintenance work.

However, trade isn't coming to the
store without any sales effort on the
part of its owner. Murphy is a practi-
cal business man who knows that
profits come only to those who go
after them. He combines skillful
servicing with aggressive sales
policies.
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Veteran Bob Marphy at bis service bench. He is making friends and
sales by offering fast and efficient maintenance on sets, appliances

It isn't done with mirrors! Ad-
vertising helps to a large extent.
While the firm’s advertising budget
is of moderate size, it does not per-
mit excessive expenditures. Ad ex-
penses are Kept in proportion to
the store’s voiume of business.

Ads Attract Patrons

Small ads with copy that pull,
hold the edge over larger ones in
this establishment’s advertising
programn. Ads are placed con-
sistently in one of the communicy’s
leading newspapers. They are also
inserted frequently in a monthly
magazine sponsaored by the local
branch of the American Legion.

Using the lasi mentioned publi-
cation as a profit-getting medium
has brought many of Murphy’s
former buddies into the store. Ads
stress topnotch workmanship on

radios and electrical appliances, a
two-day service, and a ninety-day
guarantee.

A friendly, personal relationship
between the customer and the
dealer is one of the reasons respon-
sible for the store's successful op-
eration. Business is conducted on
an informal level. Patrons coming
to the establishment are assured of
courteous treatment. This retailer
profits on his knowledge of cus-
tomer psychology.

There is a great deal of genuine
cooperation tied up with the profit.-
able business transacted at the
store. Inr cases of “emergencies”,
Murphy will give some customers
extra consideration in servicing
their sets and appliances.

For example, a few rabid base-
ball fans brought in radios which
went off the beam, last summer,
just when interest in baseball was

RADIO & Television RETAILING @ Jaruary, 1946

approaching its peak. Murphy gave
these set owners top priority be-
cause he is a baseball fan himself.

Rural residents bring a lot of
business to the store, and the
proprietor makes it a must to give
them outstanding service. Farmers.
as radio customers. constitute a
large proportion of the trade done
in St. Joseph. Saturday is “farmer’s
day” in town. At this time, the
rural folk bring in receivers for
servicing and request the tech-
nician to have them ready by the
succeeding Saturday.

Profitable Farm Trade

Murphy accommodates farmers
as much as possible. If he cannot
repair a set by the time specified,
he drops the farmer a card ex-
plaining why, and suggesting when

(Continued on page 118)
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Above, small goods smch as light bulbs

draw more store traffic. Table and floor
lamps ase profitable items here. Light
fixtures are also pushed. Right, store-
front is neat and permits clear view cof
merchandise displayed in establishmen?.

-Radio-Electrical Appliance Dealer Shows Movies of Manu-

® Julius C. Rosendahl, manager of
the Rosendahl Electric Co., Irwin,
Pa., has an unusual method of ad-
vertising his radio-electric appli-
ance establishment which he
claims is more valuable to him
than the services of two salesmen.

This retailer finds using sourd
moving pictures, which he shows
at women’s clubs, civic organiza-
tions, etc., to be ar excellent profit
builder.

“For my purposes, I've found
sound movies to be a wonderful
advertising medium,” Rosendahl
stated. “I've been very successful in
getting new business by using this
means of advertising in the pasi,
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and I will definitely continue us-
ing this sales builder in the fu-
ture.”

He finds many advantages in
showing movies to get more vol-
ume. For example, customers are
easily persuaded to see this type of
advertising. They enjoy seeing a
moving picture which dramatizes
new goods.

Customers Are Interested

The manager of the store prefers
to show films to interested audi-
ences in preference to having an
outside salesman making contacts.
The store feels that since there are

RADIO & Television RETAILING o

facturers’ Films to Create Sales: Caters to Young Folk

no interruptions while a movie is
being shown, customers will pay
close attention to what to see and
hear.

Money has been invested by the
firm in motion picture equipment,
but it feels that merchandising this
way is inexpensive, and brings in
proiits. Also, there are no sales-
man’s commission to pay when
sales are made by utilizing this
method.

“One appliance manufacturer,”
Rosendahl said, “made some good
films last year which are very in-
teresting. One of them pertained
to kitchen equipment. I believe
that if I show a film of this type,
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using trailers of my store and per-
sonnel, to sufficient numbers of
people, at least 20 out of 300 per-
sons will come in to buy.”

Manager Rosendahl feels that
radio manufacturers and distribu-
tors will help retailers sell more re-
ceivers if they make dealer helps
of this type available.

Gets Good Publicity

Using motion pictures for adver-
tising has brought the store much
word-of-mouth publicity. The chief
value in using movies for bringing
in business, according to the store’s
manager, is that they have enter-
tainment value. People enjoy see-
ing these pictures, and they tell
their friends about them.

“My Bell & Howell motion pic-
ture equipment has been a great
help in building sales volume now
and for the future,” this operator
has declared.

The store will use newspaper and

Right, good service is the backbone of
the business. Below, record

section builds sales

for all goods.

RADIO & Television RETAILING e

direct mail advertising also to sell
more radios and electrical appli-
ances. However, the greatest part
of the organization’s selling effort
will be in offering free talkies to
groups in this trading area.
Today’s young men and women
are tomorrow’s customers for elec-
trical goods, believes the manager
of the establishment. In view of
this, the firm concentrates on

winning the confidence of young
folk.

“It pays to be on the best of
terms with boys and girls who are
of marriageable age, or who are
approaching this period of life,”

= -yt
.“1 H‘:‘-J'-‘n,{ !
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Rosendahl explained. “When these
people get married, they open
homes, buy receivers, appliances,
and other household goods. By
cultivating this trade, I hope to in-
crease my sales volume constantly.”
The company’s record depart-
ment supplies one method to get
into the good graces of present
and potential buyers. In addition
to being profitable, the disc section
enables the firm to keep frequent
contact with young people.
Selling a record to a young per-
son means a future sale of a radio,
washing machine, etc. Because of
this, the company carries a com-

plete line of popular and classical
records. The dealer who will get
the most radio-appliance profits
tomorrow is the one who builds
his business today, this merchant
believes.

Careful Merchandising

“I feel that the same care and
caution is needed to sell a small
item like a record as we use in
merchandising a high priced item.
We are interested in building a
reputation which will be in our

(Continued on page 104)
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Store

® “The dyed in the wool football
or baseball fan hasn’t a thing on
the equally dyed in the wool rec-
ord enthusiast,” states J. H‘arold
Beat, who manages the record and
appliance sections of the J. W.
Greene Co., one of the oldest stores
in Toledo, Ohio.

Understands Cusiomers

“If you doubt this,” he continued
“start a conversation with a dise
customer concerning Mozart. Cho-
pin, Brahms, or about popular mu-
sic featured every day on the radio.
One way we get more sales and
profits is by understanding each
type of record customer from the
‘carriage trade’ patron to the hep
cat addict.”

In view of this, the firm spreads
its sales efforts over many kinds of
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Sells
Holiday, Birthday, ete., Promotions Bring Profit.

disc buyers. These patrons include
the bobby sox contingent, the semi-
classic music lover, the teacher and
the collector of better music, the
record library owner, etc.

The chief difference which the
popular and classics have, as far as
the company’s cash register is can-
cerned, is that the the average disc
buyer and the younger set spend
up to $2 for popular discs per sale,
while with the true music lover,
there is no limit. The genuine rec-
ord collector may spend as mueh
as $50 at one time on classics, if
the correct sales approach is used,
the store finds.

The firm’s record sales staff is
well-acquainted with music and
with the latest news of the record
world. “It is important to us that
our salespeople be able to ‘talk’

RADIO & Television RETAILING o

Small ads with lots of
punch are placed twice
weekly in local eve-
ning papers. These
small advertisements
bring big business
here. Ads are written
to appeal to all types
of record fans, from
lovers of “’long hair’
music to hep cats.

Listening Pleasure to Customers:

records and music with customers,”
manager Beat declared. “It’s sur-
prising to learn how many custom-
ers appreciate good music, attend
ccncerts, ete.”

In going after sales, the company
stresses that it “sells” music and
the pleasure that people derive
from listening to music, instead of
merely selling a record, or a radio-
phonograph combination as such.

“Pleasure* Builds Volume
Selling “pleasure” pays off in
cold cash. For example, a customer
who had been buying platters reg-
ularly, wanted to know about the
new combinations. Before he left,
he placed a $200 deposit on a new
Capehart on which he had set his
heart a long time ago.
Beat explained further that a
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wealthy patron and the girl behind
the counter at the food market
aren’t far apart when it comes to
wanting the good things of life.
For that reason, the store sells
what a record or radio will do for
the customer.

W. W. Smith, president of the
company, who is a member of the
board of the National Assn. of Mu-
sic Merchants, is an ardent lover of
music. This dealer carries his per-
sonal feelings into business opera-
tion.

“Where can you get so much ~

value as is obtained when a record
or radio is bought?” Smith asks.
“It’s year ’round entertainment of
your own selection.”

Constant customer contact is one
of the reasons responsible for the
firm’s profitable operation. Custom-
ers are informed of new releases
by malil, or by telephone. On spe-
cial occasions or events such as St.
Valentine’s Day, Easter, Mother’s
Day, etc., special announcements
are issued stressing records for
friends, sweethearts, and others.

Customer Contacts Pay

The store keeps records of some
customers’ birthdays and anniver-
saries. At the proper time, these
patrons are contacted to sell them
discs in addition to other merchan-
dise. The bookkeeping for these
records is relatively small, as this
method of promoting sales applies
only to the most important cus-
tomers.

Little advertisements go a long
way and make big business here.
The store is advertised consistently
twice a week in one of the com-
munity’s evening newspapers. The
ads are small but each packs a
solid sales wallop.

At different times, the ads stress
various features. One day the ad-
vertisements will push boogie
woogie music; another time, the

ads may promote a certain brand

of records; or the store may publi-
cize a prominent recording artist.
High pressure salesmanship has
no place at this establishment.
Helpful selling is used to keep cus-
tomers buying. The firm feels that
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Note 1n Disc Sales

patrons will accept the salesman’s
suggestions on what to buy when
the salesperson understands the
products he sells, and is sincere in
his efforts.

Sales Staff Knows Music

The record album section, as well
as most of the single disc racks, are
self service. Customers are invited
to browse about and play the music
they want to sample in one of the
several listening booths. Miss Janel
Santelli supervises the record de-
partment assisted by three sales-
women “who really know their
music.”

” -

HERE IS HOW THIS
STORE UPS VOLUME:

1. Spreads selling efforts  over
various kinds of disc buyers

2. Salesforce "’clls'; musle.

3. Sells enjoyment records bring

4. Promotes special occasions

. Cordial customer relations

v

6. Carries well-known brands

7. Firm is active in local affairs

Catering to a great variety of
musical tastes means carrying large
record stocks. Therefore, the num-
ber of single discs and albums
available run into the thousands.

Only the leading makes of rec-
ords, radios and electrical appli-
ances are sold by the store. The
firm opposes selling goods which
are unknown, or whose quality is
doubtful. The organization believes
that a store can have a profitable
future only by merchandising goods
which have complete public ac-
ceptance.

It is a daily obligation for the
establishment’s employes to make
friends and to build repeat sales.
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No customer, no matter how small
his purchases may be, is treated
discourteously. Each patron gets at-
tention and consideration.

One of the company’s chief as-
sets, according to Manager Beat, is
the ability to look ahead. The store
sees a large volume business for it-
self in 1946, and is planning to ac-
commodate this trade. The coming
year will be a banner one for the
store.

While using vigorous sales meth-
ods to obtain new customers, the
firm will continue to stay in the
good graces of its steady patrons.
These purchasers represent the
backbone of any business, so the
store will retain these contacts by
mail, personal calls, or through fre-
quent advertising.

People buy more readily from
attractive stores. In view of this
fact, the disc and radio-appliance
departments have been streamlined
and modernized. At present, the
establishment is one of the most
attractive of its kind in this area.

During the war period, the rec-
ord department prospered, and the
sales volume increased to a large
extent. This section contributed in
a big way to profits, along with the
small goods division, a large piano
department, and a service section.

The company is active in the
musical affairs of its community.
A band training course is conduct-
ed by the establishment for» boys
and girls of school age. Rehearsals
are held weekly and instruction is
given under the direction of a well-
known local musician.

Sells Sets, Appliances

All the music-minded residents
in this area are potential custom-
ers for the store’s lines of records,
receivers, electrical appliances, and
musical instruments. Cordial rela-
tionships with music lovers mean
more profits for the firm.

The company’s 75 years of fair
customer dealings is one of its
biggest assets in selling well-known
brands of goods. There’s money in
music and electrical appliances,
and the firm hopes to earn more
of it in this New Year.
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Decca’s Andrews Sisters have rung the bell
again with a new one, “Money Is the Root of
All Evil”’ (23474). Sung with the Calypso feci-

Disc Sales

News for Dealers in Plastice

Records, Color on Platters.

] i

Top, one of Columbia‘s ncw displays, the single album holder. ‘ = =

Above, winning dealer window in the Columbia monthly contest. " 'y “" Production Starts to Roll in
Miller's Music Store in Salem, Mass., won first prize of a $100 -L

Victory Bond. Paul Davis designed the display. Below, Columbia‘s

Modernaires recording of “Coffec Five—

Doughnuts Five” (36878) is making a hit!

New Plants. Manufacturers

Reudy Promotion Aids.

® Although temporarily bottle-
necked in some areas due to labor
conditions, manufacturers are nev-
ertheless readying merchandise for
record dealers, and the future looks
bright for disc sales this year. New
pressing plants are being completed
and many are a.ready in act:on.
Columbia is offering its dealers
new merchandising aids in the form
of steel display counter holders for
25 records in red and blue on ivory;
steel supplement holder 63g” high,
11” long, 11%” deep, to hold 300
supplements; record merchandiser
to accommodate 300 discs; a single
album merchandiser; and a giant
record display 48" in diameter, also
made of steel, mounted on a skele-
ton wood frame. This last display
is varnished black to simulate a
record, with interchangeable red or
blue label printed in gold. All of
these are moderately priced.
Victor’s news for the dealer is a
series of 15 storage albums for the
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ing, it's on the way to equalling “Rum and Ceca
Cola” in popularity. They are shown here before
a CBS mike on their Nash-Kelvinator shaw.

Victor's Wayne King is featured in thls month’s
color portrait display pleces.

Future Looks Rosy

grouping of recordings by popular
artists, individually. Covers are
duplicates of the four-color por-
trait easeled displays previously
issued.

Victor will continue to promote
its “firsts” in introducing more new
American artists in both the popu-
lar and classical fields. This theme
will be presented to the public in
Victor’'s 1946 ad campaign in Life.
January release will be Blanche
Thebom'’s rendition of opera arias,
and Defauw conducting the Chicago
Symphony in ‘“The Birds”. The
opera arias will be on a single disc.
“The Birds” is recorded in ‘“Show-
piece” album form. Pop artists’ por-
traits will be of Erskine Hawkins
and Wayne King, for release this
month.

Victor brings out “In the Groove”,
a companion counter piece to its
“Victor Review”. The latter being
for listeners to serious musie, this
new booklet will appeal to the
teen-agers and to champions of
popular music. It will be bright,
breezy. and lively with color, and
will review the populars.

Decca has readied a new record
display rack which is built imn 3
panels. It can be used all in one
or separated into three parts, and
can be secured through Decca’s
sales offices at a moderate price.

With its new Hollywood plant now
in operation, production increases
are planned from the present 4 or 5
singles and 1 album weekly to up
considerably. Two albums sched-
uled for release Jan. 3 are “Treas-
ure Island”, dramatic narrative,
and the second volume of “Okla-
homa!”. Decca’s end-of-year re-
lease is heralded as an all-around
hit. It includes: Anrdrews Sisters
and Guy Lombardo in “Money Is
the Roat of All Evil” (23474); Dick
Haymes in “State Fair” songs
(18740) ; Connie Boswell and Russ
Morgan, “Walkin’ With My Honey”
(18741) ; and a Josh Whiie feature
on 23475. Album on this release is
“In the American Traditien”. read-
ings of famous speeches by former
Presidents Jefferson,Lincoln, Wilson
and Reosevelt, as interprefed by
Orson Welles (A394).

A Decca peak in Crosbiana, slated
for early issue, is a ten-incher
which combines the perennial Bing,
Ethel Smith, the Song Spinners and
Lyman Engel. The songs are
“Mighty Lak’ A Rose” and “The
Sweetest Story Ever Tolcd”.

Sonora’s “Old Timers” album cap-
tures the nostalgic charm of ‘“the
good old days”. Including 4 discs,
it retails for around $2.60 and in-
cludes ‘“Shine on Harvest Moon”,

(Continued on page 158)
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Below, James J. Walker, left, president of Ma-
jestic Records, Inc., and Eugene A. Tracey, presi-
dent of Majestic Radio & Telcvision Corpotation,
examinc onc of their new discs of plastic called
“Duraflex’’. Majestic Records’ new release, the
Alfred E. Smith Memorial Album, wili be awail-
able in two styles: the shellac-type record and
a deluxe edition containing records made of
Durafiex.
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DeMambro Opens Branch New Products Shows With Ohio Distributor
DeMambro Radio Supply Co., announces The New England, “New Products Lee R. Kemberling has become asso-
b R fits b l;pi;,‘ ! Mai Show,” will be held in the Mechanics ciated with the Lifetime Sound Equipment
W op::mng Dt loranchioticelat729 ain Bldg., Boston, April 6-13, 1946. Scheduled Co., Toledo, Ohio, and will be in charge
St., Worcester, Mass. The new branch is for May g4-11, 1946, is the New York, of its amateur radio equipment division.
designed in the modern manner and carries “New Products Show,” to be held in The firm recently enlarged its quarters

a complete line of electrical goods. Grand Central Palace. and expanded its activity.
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When B&Wodwt talks

about 1roning...
MILLIONS OF WOMEN WILL LISTEN!

Before long now, Betty Crocker (world’s best
known home service authority) will have a
fascinating subject for millions of followers. It’s
a new iron—an iron that will set new standards
of ironing performance for homemakers . . .
because its temperature is controlled not by a
thermostat located up in the iron, but by the *
actual ironing surface of the iron itself.

This is General Mills TRU-HEAT control, a
method and principle of heat regulation that
minimizes heat loss, accelerates heat recovery
so that correct, safe ironing temperatures are
maintained regardless of how fast or how slow
the user irons. '

When Betty Crocker reveals the facts about
TRU-HEAT control and all the other
important, exclusive features of the General
Mills Iron—you know women will act. They’ll
want the iron Betty Crocker sponsors . . . just
as they now want . . . and buy . . . hundreds of
millions of other General Mills products recom-
mended by Betty Crocker.

WHAT TRU-HEAT CONTROL IS

TRU-HEAT control is a simple, sturdy mechanism
which permits the expansion and contraction of
the iron’s soleplate to make and break the heating
circuit. Thus the actual surface in contact
with the fabric being ironed controls the P
ironing temperature. So sensitive is TRU-HEAT
control that it holds ironing temperatures with
amazing accuracy.

BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC, §2 5.

i

GENERAL MILLS, INC,, HOME APPLIANCE DEPARTMENT . MINNEAPOLIS 13, MINNESOTA
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Formula for More Sales

Find and Apply the Most Powerful “User’” and “Producer’ Sales Facts

® In any recipe for retail success
the indispensable ingredient is
salesmanship.

There are two phases to sales-
manship. One is the subjective
phase. This deals with the sub-
ject of personality in selling.

The other phase is the objective
or impersonal phase. This phase
is the subject of this article.

The objective phase of sales-
manship deals with the selling
points of your merchandise or the
sales facts. These facts may be
described as falling into two main
classes—user facts and producer
facts.

Appeal to Buying Motives

Any selling force in your store
may supply user facts to your cus-
tomers. Displays or actions or
words that inform your customers
what advantages they will derive
through the purchase of the prod-
uct you are offering are user facts.
In the appliance field these are
such facts as that when a woman
buys an appliance she does so to
save time, to lighten work or be-
cause the product is easy to handle.

She will buy a radio for the en-
tertainment and information it will
bring to her and to her family.

These user facts dip down deep
into the well springs of human de-
sire. They appeal to the eternal
buying motives.

What are these buying motives?
You learn them by asking people
why they bought. When you do
this your customers will tell you “I
wanted that appliance because I
felt sure it would do this user-fact
or that user-fact for me.”

After all that is not strange. The
very word appliance means appli-
cation—what will it do?

Convince the Customer

User facts, however, are not
enough in salesmanship. They are
nothing but promises. You may
promise better help or greater con-
venience but you need additional
facts to prove that your product
will really do what you say it will.

These facts are producer facts.
Any display or action or words

that describe to your customer
qualities or features of the prod-
uct are producer facts. These ex-
plain how it will satisfy one or
more of her wants.

By themselves, producer facts
are weak. They contain no appeal
to buying motives. But when you
use them to back up and support
your user facts you arouse the
emotional urge to buy in the mind
of your prospective customer.

What is the source of producer
facts? These facts come from the
manufacturer. They stem out of
his production. He builds certain
features of excellence into his
product and then he tells people
about them.

veloping the art of salesmanship
through practice.

There is a faster and better way
for you to improve your salesman-
ship and that of your staff. When-
ever you make a sale ask after the
sale is completed “Why did you
buy this appliance, Mrs. Jones?” If
it is a major appliance train your
installation man or your demon-
strator to ask this simple question
after the product has been in-
stalled.

When you lose a sale ask people
in a friendly way “Why did you buy
that X brand appliance, Mrs.
Smith?”

If you get ito this simple habit
you will soon see which are the

EXAMPLES OF TYPICAL SALES FACTS

Product
Radio Receiver

User Facts

Brings entertainment

Producer Facts
Style of cabinet or box

Electric
Refrigerator

Electric Washer

Electric Range

Imparts information
Offers education

Preserves food

Gives more storage room
Operates quietly

Costs less to run

Saves time

Lessens fatique

Saves money

Gives cleaner, better
laundered clothes

Makes clothes last longer

Makes food taste better
Retains vitamins
Eliminates danger

Details of chassis, circuits,
or speaker

Temperature and humidity
control

Size of compartment or
shelf area

Mechanism

Type of agitating mechan-
ism

Features of wringer or
drier

Control apparatus and au-
tomatic devices, if any

Heating element
Oven insulation
Control features

Makes cleaning utensils

easy

Where do user facts come from?
Is the manufacturer also in an
ideal position to supply a dealer
with these facts? As a rule he is
not.

The dealer is right there at the
point of sale while it is taking
place. He should develop his own
user facts.

While you are in the process of
selling goods you use both user and
producer facts to register pictures
on the minds of your prospects
which will make them buy. Through
trial and error you tend to select
the better sales points and gradu-
ally drop the others. That is de-
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most common, most powerful user
facts to employ in making sales.
Then you may use them and train
your salesmen to use them to sell
other people.

Develop Powerful Talks

This is the scientific inductive
method of developing more power-
ful sales talks. It is the same
method that has been used in
medicine to cut the mortality rate
of the world. Scientists feed one
medicine and learn that 60 per
cent lived instead of 10 per cent.

(Continued on page 118)
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® Electrical appliance dealers of
America longed for a white Christ-
mas. White with the gleaming fin-
ishes of appliances they hoped to
stock and sell at long last.

Instead, the Christmas season
was a ‘“blue” one. Though some
dealers did fairly well with sub-
stitute merchandise and with gift
certificates, the season all-in-all
was disappointing.

Pricing delays, strikes and mate-
rial shortages cut the expected tor-
rent of postwar electrical appli-
ances to a mere dribble. For the
dealer, it was just one more dis-
appointment at the end of a long
period of famine.

Leading dealers have taken this’

philosophically. The old year is
past and cannot be changed. But,
they inquire anxiously, what does
this portend for the future? When
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What Dealers Want to Know About Deliveries.

Prices, Stocks on Hand, Volume to Meet Demand

will they begin to receive electrical
appliances in volume?

There are indications that large
electrical appliances will come to
dealers’ floors in 1946 actually
faster than some dealers now think.

There are unmistakeable signs of
under-the-surfacé progress that
will soon become apparent. Added
together, they mean that the log
jam of production has at last been
broken.

New Plants

One cause of delay has been the
establishing of low-cost manufac-
turing plants. Manufacturers had
the choice between rushing into
production on a high-cost basis or
creating new production units. Most
of them chose the latter course.

They faced labor and material
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costs that had increased more than
their OPA controlled prices. They
set out to close this gap by putting
in the very last word in mechan-
ized equipment.

This has taken time. A number
of manufacturers have revamped
their production methods com-
pletely. Many have expanded their
plant facilities. Some have closed
down plants and moved to
branches in other cities. All have
put in new conveyorizing and
streamlining to take down the cost.

This period of preparation has
for most producers come to an end.
Their facilities are at last set up.
The refrigerators, ranges and wash-
ers are coming off assembly lines
with ever increasing speed.

And when top output is reached,
the volume of these major electri-
cal appliances will be truly stag-
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gering. It will be the result of con-
version to the most streamlined
and modern type of production the
industry has ever known.

There are other reasons why vol-
ume production of electrical ap-
pliances can be expected early in
1946. For one thing, January first
was a milestone. Now that it has
passed, there is little that will pre-
vent full production.

“Bottlenecks” Wider

The end of 1945 brought sig-
nificant changes. With the new
year, the period of re-tooling and
preparation is definitely past. The
period of production is here.

As in any transitional period,
“bottlenecks” appearcd on the path
to peace. Most of these have been

solved, barring new complications.

Fractional horsepower motors are
still short of supply, but the situa-
tion is improving, at least on con-
ventional type motors. One diffi-
culty has been that many refrigera-
tors are being made with sealed-in
mechanisms that require special
motors designed to be an integral
part of the mechanism.

Sheet steel has been one of the
difficulties in refrigerators and
ranges. Producers need a good qual-
ity of sheet steel. Inferior steel
will not take a good finish and will
not permit deep-draw. Most of
these large appliances are now
made with deep-draw like automo-
bile fenders and bodies.

Labor Puzzle

The steel situation has been puz-
zling. Supplies of many components
have been up and down.

For instance, thermostats and
switches for ranges have been short.
But they no longer seem to be the
critical factor in holding back pro-
duction. Manufacturers are obtain-

RADIO & Television RETAILING o

ing these items by the time they
get the steel drawn and procure
the enamel for the finish.

The producer and the materials
are, however, only part of the story.
The rest is the attitude of labor.

Factory workers of the kind used
in producing electrical appliances
cannot stay out for any great
length of time. When they get no
pay checks they become restless.

As men continue to pour out of
Armed Forces separation centers
the supply of good labor willing to
work at something less than top
war wages will be steadily increased.

Despite these facts, the effects of
restlessness of labor will not disap-
pear overnight. Manufacturers may
continue for some time to expe-
rience production difficulties aris-

ing from strikes or lack of morale.

As an example of this, one vacu-
um-cleaner manufacturer has just
re-established his production line
on this product. Since he makes
other products, he was able to reach
out and bring back the same or-
ganization which he had before the
war, at 20% higher pay.

Slow Tempo

This producer had a pre-war out-
put of 2,000 units a week. He has
now had this production line run-
ning for four weeks. And yet the
current output is less than 800 units
weekly.

It appears to this manufacturer
that these people do not want to
work as hard as they did before the
war. Undoubtedly labor conditions
at this plant and many others must
undergo some further changes be-
fore top production can be assured.

When production “bugs” have
finally been ironed out, there is still
a need to fill up the “pipelines” be-
fore the dealer can see substantial

(Continued on page 157)
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Merchant’s Selling Pro-
gram Saves Money, Boosts
Volume, Lowers Costs:
Tells How to Get Leads,
Aveoid Trade-Ins

® A fully mapped-out program-
for-profit, developed during the
war years, is being launched by the
Lake Shore Radio Sales & Service
Co., Chicago. The firm’s selling
plan has begun on a large scale and
is geared to sell more radios and
electrical appliances than it did in
its peak pre-war year.

The organlzation, one of the
largest in the city, started the
“sales ball” rolling by opening three
appliance stores, in addition to the
main establishment at 4560 Broad-
way.

Completion of the carefully-
planned program awaits only the
availability of merchandise in suf-
ficlent quantity. Once receivers,
refrigerators, washers, and other
goods, are streaming into the stores
(and out again), the company’s
sales volume should break all pre-
vious records.

Co-proprietors of the organiza-
tlon are David and Paul M. David-
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Speeds

«€ Salesman Peter Lombardo
explains features of ‘‘new ar-
rival” to interested spectators.
Separate display rooms high-
light new scis and appliances.
¥ Fioor plan is designed to
sell more of each type of goods.
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son. General manager is Norman
J. Siskin, who also supervises the
three recently established stores.

Promotion of profits will be car-
ried out by using various sales
channels in order to get the atten-
tion of a large part of the public.
A good example of the firm’s cash-
making selling methods is illus-
trated by its experience with coal
stokers.

Sold Many Coal Stokers

For the past several months, the
organization has enjoyed a fine
trade in the sale of coal stokers to
home owners. The line was taken
on to provide an additional source
of profit. - The methods used are
also of help in selling other ap-
pliances.

Leads are obtained from differ-
ent channels of persons likely to
buy stokers. Recent purchasers of
homes are good prospects, and
these names have been secured by
looking over the transfer of title
records kept at the property re-
corder’s office.

The building contractor is an-
other source from which leads are
obtained for boosting stoker sales.
Following up every sales “clue” to
increase volume is paying off. The
company finds a handsome profit

in merchandising stokers, and feels
the business is well worth going
after.

Arranging the store into separate
departments for appliances, radios,
and records is one of the methods
being used to sell more of each
type of merchandise. Separate
rooms are used, in addition to flioor
displays, to highlight the goods
shown.

Along the rear of the store are
five rooms, each designated for a
specific purpose. One of these de-
partments is devoted to spotlight-
ing the latest electrical appliances.
Refrigerators, electric ranges, ete.,
are on display here. Customers are
taken to this section for “private”
showing of new appliances.

Going After Set Sales

Two rooms have been set aside
for exclusive display of television
and FM receivers. The sections to
exhibit these sets were especially
built, and are completely sound-
proof.

The remaining two sections are
for the benefit of record customers.
Within each room is the best in
sound reproducing equipment. To
provide a true rendition of the discs
played, these rooms have also been

Left, Sam Ball, and John Dasher, of the Division St. store, show cus-

tomer new washers.

Lombardo display mew refrigerator.
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Below, Manager Norman Siskin and Salesman

January, 1946

Electrical Appliance Sales

soundproofed for customers’ com-
fort.

On the sales floor of the estab-
lishment are two display racks
which are used for showing off
traffic appliances. Both racks are
placed close to the major appli-
ance display in order to make more
tie-in sales.

Wins Patrons’ Good-Will

In merchandising electrical ap-
pliances and radios, the company
feels that correct sales psychology
must be used. The salespeople here
are directed to display a cordial at-
titude towards every customer,
whether the patron buys an in-
expensive small appliance, or a
costly household unit.

The co-owners believe that even
if a sale is lost, the customer must
be made to feel that he has been
given fair treatment. Customer re-
lations are given a great deal of
attention by these retailers.

“Despite the fact that our loca-
tion enjoys a heavy pedestrian
traffic,” Manager Siskin points out,
“we are more interested in selling
the same person many times than
in having only one-shot customers.
We devote all our efforts to build-
ing a steady, repeat clientele.”

One of the methods which the
firm will use to cut its costs and
increase profits will be the avoid-
ance of trade-ins. Dealers David
and Paul Davidson are convinced
that they, as well as other radio-
electrical appliance merchants, will
be asked to accept dilapidated ap-
pliances or such other junk as part
payment toward the purchase of
new goods.

Side-Steps Trade=Ins

Handling trade-ins is a delicate
problem — especially where good
customers are concerned. In view
of this, the firm has its trade-in
handling procedure “down pat.”

A customer asking for a trade-
in allowance will be tactfully ad-
vised that it would be to his ad-
vantage to dispose of the radio or
appliance himself. The patron
will be informed that since there

(Continued on page 126)
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New Electrical Appliances

Philco REFRIGERATOR

6 cubic foot unit, Model 622, includes
a built-in freezer locker for frozen
foods storage. vegetable crisper, meat

keeper and vegetable bin. Removable
panel shelf. Philco Corp. Tioga & C
Sts., Philadelphia, Pa.—RADIO & Tele-
vision RETAILING

Hat-Box WASHER

Production of the new “hat-box” size
washer, designed by John Tjaarda &
Associates is planned for middle of
January. It will retail under $30.00.

Made of
"Dainty-Maid Personal Laundry” is 18

anodized aluminum, the
long. 9” square, weighs 15 lbs. John
Tjaarda & Associates, 818 Fisher Build-
ing, Detroit 2, Mich.—RADIO & Televi-
sion RETAILING
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Calkins BREAKFASTER

Combination toaster-cooker. Quick-
action electric element in the top plate
provides instant heat for frying, cook-
ing. coffee-making, toasting. Pull-out
compartment below serves as toaster,

miniature grill and broiler. Both can
be used at the same time. Calkins
Appliance Co., 224 W. Jefferson Blvd.,
South Bend 2, Ind.—RADIO & Televi-
sion RETAILING

Infralectric HEATER

Operates electrically on a new heat-
ing principle. Heats through glass by
means of invisible radiant rays. Where
conventional type heaters first warm

the air in the room, this heater warms
objects in the room. Radiant Heater
Corp., 5§21 Fifth Ave.. New York City.—
RADIO & Television RETAILING

RADIO & Television RETAILING o

GE CLOTHES DRYER

Model AD-6. Automatic tumbler dryer
has capacity of 9 Ibs. of dry clothes.
Will dry one batch of laundry while

second batch is being washed. Average
load can be damp-dried in 15 to 25
minutes; completely dried in 30 min.
General Electric Co., 1285 Boston Ave.,
Bridgeport 2, Conn.—RADIO & Tele-
vision RETAILING

Naxon PORTABLE WASHER

§——nt

2-sheet washer, has an 8-gallon tub,
complete with drain hose and cover.
Naxon swive! wringer may be attached.
Swings into position for wringing
clothes into or out of tub. One of
the first Naxon products to be released.
Naxon Utilities Corp., 2101-2111 West
Walnut St., Chicago 12, IIlL.—RADIO &
Television RETAILING
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Frigidaire RANGE

Frigidaire’s first postwar electric
range, Model BI-17 is now available to
the public for unrestricted sale. Has

cooking top lamp., “Radiantube” cook-

ing units, "Thermizer” deepwell cooker,
“Even-Heat” oven. The Dayton price
is $167.00 installed. exclusive of sales
and excise taxes. Frigidaire Div., Gen-
eral Motors Corp., Dayton, Ohio.—
RADIO & Television RETAILING

Thermo-BROILER

Electric Thermo-Broiler, complete
portable electric unit. Bakes, grills,
frys, broils, roasts, toasts. Parts re-

movable for easy cleaning. Full size,
holds whole fowl. Thermo-Broiler Co.,
1465 Broadway, New York City.—
RADIO & Television RETAILING

Admiral
DUAL-TEMP REFRIGERATOR
Has separately insulated f{reezing

locker and large “Moist Cold” compart-
ment for storage of fresh foods and bev-
erages. Freezing locker has capacity
of 2 cu. ft. of low-temperature space.

RADIO & Television RETAILING e January,

Below the Freezing Locker is the
“Moist Cold” Compartment. Increased
storage space and flexible shelf arrange-
ment. Admiral Corp., Chicago., Il.—
RADIO & Television RETAILING

Miracle FOOD MIXER

Portable, has five speeds, weighs 31,
lbs. Patented stainless steel beaters
give double beating action. Guard

Operates
on ac or dc, 110-120 volts. Miracle
Electric Co.. Chicago 3, Nl.—-RADIO &
Television RETAILING

protects beaters and bowls.

1946

Waring BLENDOR

All-purpose Waring Blendor for mix-
ing beverages and for liquifying foods.
Overall height 16 inches.

Glass con-

tainer holds 37, ounces. Motor ac-dc.
115 volts. Waring Products Corporation,
331 Madison Ave. New York City.—
RADIO & Television RETAILING

Kelvinator RANGES

New electric range line is comprised
of 3 models, features the “Automatic
Cook” device which starts, times and

— 2

stops all coocking operations, including

top-of-range. oven and deep-well. Ad-
ditional feature is automatically con-
trolled warmer drawer. Now in produc-
tion. Kelvinator Div., Nash-Kelvinator
Corp.. Detroit 32, Mich.—RADIO & Tele-
vision RETAILING

(Continued on page 62)
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continuing Electric Appliances

L. & H. ELECTRIC RANGES

Completely automatic models will

feature cooking controls, enclosed sur-
face cooking units, new large oven,
and over-all surface smokeless broiler

self-contained in oven. Expect deliv-
eries on most of new models after first
of year. Prices approximately the same
as before the war. A. J. Lindemann &
Hoverson Co., Milwaukee 7, Wis.—
RADIO & Television RETAILING

Avco DOOR OPERATOR

Automatic door actuator opens ga-

rage door as button is pressed on
dashboard of car while it is passing
over mercury switch buried under
driveway. Also operates driveway
floodlights and lights in house and
garage. A control button located in
the house closes and locks garage
doors and puts out garage lights. The
Horton Manufacturing Div., The Avia-
tion Corp., 2485 Scotten, Detroit 9,
Mich.—RADIO & Television RETAILING

Universal WASHER

One of the first Universal washers to
come off its production lines. Landers,
Frary & Clark, New Britain, Conn.—
RADIO & Television RETAILING

Hotpoint DISPOSALL

Disposall receptacle for installation
in kitchen sink. Operates when cap is
replaced, completing the electric cir-
cuit when the cold water is turned on.

Quillen HOME FREEZER

This firm will make 2 models in home freezers, trade named Home-Freez, one a
16 cu. ft. model and one 25 cu. ft. Model 16 shown is 35" high, 78" long, 28Y," wide.
Equipped for both food freezing and frozen food storage. Quillen Bros. Refrigerator
Co.. 1639 Lafayette Rd., Indianapolis, Ind.—RADIO & Television RETAILING
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Operates as conventional strainer as
well, and has a position that permits it

to hold the water in sink. Edison
General Electric Appliance Co., 5600
West Taylor St, Chicago 44, Ill.—
RADIO & Television RETAILING

Zephyr ELECTRIC HEATER

Small, compact heater 14" wide, 9~
high, 5" deep. Weight 6% lbs. Sealed-in

elements. No exposed parts. Portable.
Comes in walnut finish, Its light weight
makes it easily portable. Zephyr Dis-
tributing Co.. 317 Monroe St., Passaic,
N. .—RADIO & Television RETAILING

Koiled KORD

Retractive Koiled Kord for home elec-
trical appliances, as well as various in-
dustrial purposes. The cord was orig-

(Continued on page 64)
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CROSLEY 1946 MAGAZINE advertising
puts 182,669,000 messages before the
eyes of able-to-buy families in every city,
town and rural area in the country. Each
message carries a direct demonstration
of product features that only Crosley
dealers can offer.

Behind these messages are the new
Crosley products. In engineering, design
and mechanical excellence this line sets
new high standards—a challenge in sala-
bility and performance to the entire
electrical appliance industry. Crosley has
it! Wise dealers know it!

IT'S EASY to sce that the
Crosley SHELVADOR?®
makes twice as much food
get-at-able in front row
space. 1'hat means only
half the shuffling of foods.
*Reg. U.S. Pat. Off.

SHELVADOR* avoids much
of the food shuflling and
chances of tipping and
spilling because it puts the
foods most often necded
in front row space at your
finger tips.

THIS ELIMINATES many a clean-up job occasioned by
tipped-over foods. Livery clean-up costs time and
money plus the loss of cold air through the open door.

RANGES HOME
FREEZERS

LAUNDRY KITCHEN SINKS
EQUIPMENT AND CABINETS

RADIO & Television RETAILING @ January, 1946

THE CROSLEY CORPORATION, CINCINNATI 25, O.

REFRIGERATORS : HOME FREEZERS : KITCHEN SINKS AND
CABINETS : RANGES : LAUNDRY EQUIPMENT : RADIOS
RADIO PHONOGRAPHS : FM : TELEVISION : SHORT WAVE
ELECTRONICS : RADAR
HOME OF WLW—""THE NATION’S STATION”
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A COMFORT IN HIS OLD AGE TOO!

Yes, The TRILMONT is really
a long-term investment

ERE'S why ...lIts design is unique, in that The
H TRILMONT employs two oversize, non-
glowing coils which heat a large volume of air and
diffuse it by natural convection throughout the

enlire room—not just a spot. These long-lasting
s No need to tell

the children "not
to touch.” All sides are
always cool .., no dan-
ger to youngsters or pets,

heating elements are enclosed in a dual-walled
cabinet whose four sides are aiways cool . . . Even
if tipped over or turned upside down, the Trilmont
wili continue to function without danger... Spot-
welded throughout—nothing to “come opart,”
nothing to service .. . Trilmont is the auxiliary heater
you would want for your own home, and the one
you can recommend with complete confidence. ..
Write today for descriptive literature and name of

Radiates a gentle pene-
trating heat that warms

but does not burn. No fans
or noisy moving parts!

nearest distributor.

SPECIFICATIONS . . . Wudth 194", Height 18Y2", Depth
911", 120 Voits, 1200 Watts, AC or DC current. Weight 19
Ibs. Carries Underwriters' approval.

APPRCVED $ oo
OPA PRICE Including Cord Set

95¢ EXTRA AT AND WEST OF THE MISSISSIPPI

TEIINIT
Q\"d * D"'Gf
< Guaranteed by %
Good Housekeeping
L7 IF DEFECTIVE OR W
Las A0vensep S

B

13
)
. \\VV‘ ~

~s ’

7P RAAIONE
A lifetime investment in
appearance and comfort.
lvory-enameled or brown
tc blend with your room.

TRILMONT PRODUCTS COMPANY

PHILADELPHIA 3, PA.

inally used in inter-com systems on

l submarines and bombers. It will be

distributed through retail outlets as a
replacement item and will also be sold
to manufacturers for use as standard
equipment on new appliances. Kellogg
Switchboard & Supply Co., 6650 So.
Cicero Ave., Chicago 38, Ill.—RADIO &
Television RETAILING

Amana HOME FREEZER

i T
= I
£

=E el

Model 50 frozen food cabinet has ca-
pacity of 5 cu. ft. Waist-high. Tempera-
ture control. Amana Society. Refrig. Div.,
Amana, lowa.—RADIO & Television RE-
TAILING

Voss WASHER

First in production is model 41-C.
| Features floating agitator, which drives

suds through floating clothes 480 times
a minute; and “Electro-Safe” wringer,
which stops entire machine when safety
bar is contacted. Voss Bros. Mig. Co.,
Davenport. Iowa..~RADIO & Television
| RETAILING
| (Continued on page 66)
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Ll - ATexasDealerGoes
For Economical and

Dependable Service

(19

Af!er very carefully cheosing a line of appliances
that would give ccomomiecal and dependable service,
we looked for the same attributes in a financial institu-
tion with which 1o do our business. It was easy 1o see
from the record why Commercial Credit Company

would mecetl our requirements.

“Yi is gratifving that the new Commercial Credit set-up
will offer more 1o on- firm, as well as to our customers,
than the other finanzial firms have been willing to pro-
vide. 1t i~ another source of satisfaction 10 do business
with an institutien which over a period of years has had
an irreproachable for integrity and

fair deulings.”

7E

b & . 2

v b nittes Secrelary- freasurer
i

SOUTHWESTERN APPLIANCE COMPANY

Amarillo, Texas

COMMERCIAL CREDIT COMPANY

BALTIMORE 2, MARYLAND

Capital and Surplus more than $80,000,000

RADIO & TFclevision RETAILING @ January, 1946
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Industry Readies Many

Admiral HOME FREEZER

Freezer for home use is companion to
Admiral's new line of household appli-
ances, Admiral Corp.. Chicago 47, Ill.—
RADIO & Television RETAILING

Manning-Bowman TOASTER

Permits varied degrees of heat for
toast—from light to dark—is dial-con-

trolled to “pop-up” the toast: one slice
may be removed at a time. Manning.
Bowman & Co., Meriden, Conn.—RADIO
& Television RETAILING.

Sylvania FLOODLIGHT LAMPS

For indoor and outdoor service on
115, 120 and 125 volt circuits in clear.

66

reflector and projection types. Now
available. Sylvania Electric Prods., Inc..
Salem, Mass. —RADIO & Television
RETAILING

Blackstone WASHERS

Two models of Blackstone washers—
the Model 130 deluxe wringer washer,
and the Model 132 washer, are now
coming off the production line. Model

130, shown here, has a large, extra-ca-
pacity tub of triple-baked porcelain
with splashproof rim: a chassis of mono-
steel construction with stamped steel
base and legs welded into a single rig-
id urit; fully enclogsed wringer coiumn:
controls located on the wringer head;
and a standard-make, full 4 h.p., rub-
ber-mounted motor which includes a
rubber-jacketed cord. Blackstone Corp..
Jamestown, N. Y.—RADIO & Television
RETAILING

L.& H. WATER HEATERS

Will be supplied in capacities for
every domestic requirement from 30 to

87 gallons.

Heating elements will be
directly immersed in water and ar-
ranged for continuous or off-peak heat-
ing. A. ]. Lindemann & Hoverson Co.,
Milwaukee 7, Wis.—RADIO & Television
RETAILING

RADIO & Television RETAILING e

Frigidaire REFRIGERATOR

First of Frigidaire’s postwar refrig-
erators, model MI-7 is now coming off
production lines. Has 12 sq. ft. of us-

able shelf space and is equipped with

“Meter-Miser,” finish of baked enamel,
meat tender and “"Quickube” ice trays.
Frigidaire Div., General Motors Corp..
Dayton, Ohio.—RADIO & Television
