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Get a Copy of

This Invaluable Replacement Vibrator Guide

ALLORY believes in giving service beyond the sale. That’s why it
backs up its products with complete technical information—literature
Plus These Other Helps of tremendous help to your service department—Iliterature like this Mallory

Replacement Vibrator Guide.
Work goes smoother—often costs less

to do—with Mallory publications like Bigger and better than ever before, this new Guide is the one publication
these to help your service departtuent. that tells your servicemen everything they want to know about vibrator
' Many others are in preparation: 5 Ao AR . . J q

replacement in all prewar receivers. It contains information never before
1946 Fifth Edition Radio Service available—not even in the 17 editions of the Guide that preceded this one.

Encyclopedia It is comprehensive. timely, unique. invaluable,
i Guid ~ o g E - .
Replacenep ity cpiCaine i Depend on Mallory to continue its policy of making up-to-date data avail-
Mallory Technical Manual able to your servicemen. As new auto radios appear on the market, Mallory
ApprorcdlBreeonIE A e Catale will issue supplementary bulletins. covering proper vibrator replacements. J

Meanwhile, if they don’t have a copy of this Replacement Vibrator Guide,
get in touch with your Mallory distributor.

P. R. MALLORY & CO., iInc., INDIANAPOLIS 6, INDIANA
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The case of the MISSING OUTLETS

GROCERY manufacturer in a major city was
doing a fair job. But the manufacturer
wasn’t satisfied. His sales force was large enough
and his sales volume was good, bx¢ it wasn’t up
to the market potential.

The manufacturer discussed the
problem with a Hearst Advertis-
ing Service man. Together they
selected a typical sales division
and prepared a complete analysis
covering every food outlet.

The analysis revealed two condi-
tions. First, the manufacturer’s
distribution was extremely spotty.
Second, in those stores which
stocked the manufacturer’s prod-

CALL THE H-A-S MAN

ucts the sales per outlet were low.

With this clear picture at hand the manufac-
turer took- steps to improve the situation —
applying his sales force for better coverage and
better servicing of every potential
outlet— getting greater results

Just drop us a note from the same man POW&I‘.
saying, ‘'I'm inter-

ested in your market  ‘This is the kind of cooperation

information on (name , X

your typeofproduct).” ~ that's coming more to the fore as
more businessmen realize the

value of knowing sales territory

in the informed, intimate way

that a newspaperman knows it.

If you have a problem why not
see what H-A-S can do to help
you?

HEARST ADVERTISING SERVICE

HERBERT W. BEYEA, General Manager
959—8th Ave., New York 19, N. Y. —Offices in principal cities

Representing:
New York Journal-American e Pittsburgh Sun-Telegraph e Chicago Herald-American

Baltimore News-Post-American e Boston Record-American-Advertiser
San Francisco Examiner e Los Angeles Examiner e

e

e Detroit Times e Albany Times-Union
Seattle Post-Intelligencer
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e »@3&;‘3@-&@%9&3‘?&«_&
e G

i S -

: “ﬁ%“"

RADIO & Tejevision RETAILING e July, 1946




WITH THE SENSATIONAL NEW

LENITH rans-oceanic (] |PPER

STANDARD AND SHORT WAVE PORTABLE

|

Dealers all over America are telling us that this new

Zenith Trans-Oceanic Clipper portable is far and away the most

Removable Wavemagnet

outstanding portable ever built. And no wonder—for it’s

literally loaded with features that attract—appeal—sell! For

example, it plays anywhere—n planes, trains, boats,

motor cars . . . it has a four-button Radiorgan tone control,
pop-up Waverod, 5 short wave bands, Short Wave Wavemagnet
...and it’s just as beautiful in appearance as in performance.
This Clipper portable is typical of the merchandise Zenith

gives its dealers to sell—and only Zenith builds the Clipper!

T
NG

Visit our exhibit at the N.A.M.M. Trade Show, July 15-18, Room. 864, Palmer House, Chicago

Zenith Radio Corporation ’ Chicago 39, lllinois

Backed By 30 Years of Know-How In Radjonics Exclusively

Radiorgan Tone Control 5 Short Wave Bands

RADIO & Television RETAILING e July, 1946
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Our “RBRig-Four” Cover
and Sections

A Statement from the Publishers

The new front cover and the sec-
tionalized RADIO & Television RE-
TAILING you are now reading rep-
resent a significant change physi-
cally, but are the culmination of an
editorial trend evident for the past
two and one-half years.

What was your first reaction on
looking at the cover? You may have
been surprise at the wide scope of
merchandising activities contained
in the magazine. But if you will
recall for a moment our issues you
have read recently, you will see
that actually there is nothing new
except our way of stating the situ-
ation. The editorial scope is being
illuminated with a giant search-
light, in place of the signal beacons
we formerly used.

The important thing that prompt-
ed this immediate move is the over-
whelming truth that RADIO & Tele-
vision RETAILING is no longer
purely a radio-trade magazine, just
as the bulk of our dealers are no
longer single-product (radio) re-
tailers. This is the “Big-Four” mer-
chandised now by our dealers:

1. Radio and FM
2. Electrical Appliances
3. Records and Phonographs

4. Service and Sound

We are a merchandising and dis-
tribution magazine, covering the
needs of retailers in this field with
information to help them sell and

Still far ‘behind in deliveries— service the variety of home equip-
but . o ment they now handle. There is a
_makmg every effort to dis- sounder strategy in the diversifi-
tribute fairl to all cust L cation of dealer products, too. Not
Y. omers. -- only is the combined business sub-

Send for this new cui'alog. e Ject to less seasonal variations in

sales from single products, but its

over-all volume is increased through

the consumer convenience of being

able to buy all needs—radios, re-

i frigerators, washers, records and

I' servicing—under one roof. That is

_‘ l 1946 retail store operation. And so

; é’ B wdl D)5 i i this i§sue inaugurates a still more

1 : | SESrerseRee St fszé;'ctlve magazine t.o help {&mer-

& TRANSFOR ica s. dealers do a still finer job of

] ME R CORP. making the American home a more

TELEPHONE { comfortable and a more convenient
place in which to live.

The Publishers

MERIT

£427 North Clark 5t Long Beach 6311 CHICAGO 40, ILL

RADIO & Television RETAILING .o July, 1946




The
RADIO
. of
TO-MORROW
TO-DAY!

[0PS

Yes ... ' 'Tops' is the word for FADA. The FADA
1000 SERIES line of radios, brilliantly designed for beauty of
6 TUBES appearance and precision made for beauty of
tone, emphasizes the accuracy of our slogan, *'The

Radio of Tomorrow . . . Today.”

And, back of the unmatched consumer acceptance
of FADA's "‘radios of tomorrow' is the amazing
durability of the FADA radio of yesterday. In
every town and every city in the land there are
FADA radios in everyday use . . . radios that have
given ten, fifteen or twenty years of brilliant
service. '

Small wonder that these hundreds of thousands
of satisfied users look forward to getting one of
the new FADA receivers, equipped with Sensive-
Tone for finer, clearer reception.

652 SERIES
6 TUBES
Small wonder that FADA good-will,

PLAC E YOUR FA ITH IN v augmented year after year since {W

broadcasting began, is your assur-
- ance of rapid, continuous sale of

\\
FADA radios for many years to come! }

FADA 6 fube models are

3 - ;%pAped with the new

_ . ""Sensive-Tone"’

R a dLO . . . assuring greater sen-
‘ -sitivity and clearer re-

7dmom Scuce gmm&n¢ ZW/V ception,

==

FADA RADIO AND ELECTRIC COMPANY, INC., LONG ISLAND CITY, N. Y.
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: -18 — Booth 14
See ECA Radio Exhibit at Music Merchants Cénvention, Palmer House, Chicago, July 15-18 o e

LLECTRON/IC CORP. OF AMER/CA

RADIIOo

.. N efecTione” combimation a7
buitdls Castormer Confidence

Every ECA Radio is a masterpiece of electronic and engineering skill. Only the finest
precision parts are permitted to go into ECA Radios—assuring unsurpassed listening pleas-

ure and superb performance for fmany years to come. All this adds up to pleased customers
- - - repeat sales . . . increased profits for you!

® Sold direct to a limited number of dealers. This insures
weavier deliveries to each dealer.

Retail profits maintained, dealer profits protected.

Freight paid to your city,

A complete range of models in every style and price.

Handsome cabinets of fine wood or modern Plastic,

Exclusive ECA Radiq DI-FUSA-TONE*

An important tonal feature
in every ECA Radio that transmits
to every part of the room, all the bass
and treble tones and overtones that
give music rich, thrilling beauty.

*Reg. U. S. Pat. Off.

ovs ECA Radio Warranty Tq
Attached fo every ECA.Radio, this i
'form‘t':ﬁve__‘_‘icbel" lists_the radio’s
curate Perfarménce Rating . . . enables
your customers to pi"e:_-l[;.:u':l'ge:}?or them \

selves .., and to compa
‘before they buy. Anbth
ECA .Radio sales plus ¢
ool . ;

/onomanyy
BADIO
2 'y
4 2apio DI-rusA-TOW

A few franchises still open. Write for details today.

nm!n'cn 170 53rd STREET o BROOKLYN 32, N. VY.

RADIOS RADIO PHONOGRAPHS - PORTABLES « FM TELEVISION « RECORD PLAYERS
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GOOD business is waiting for you, at a return

that will mean handsome profits! And the
way to secure these quick-money sales is to
handle G-E radio tubes!

Owners of radio sets requiring new tubes—
every home in your area has one or more such
sets—prefer G-E tubes because that’s the brand
they know best, and respect the most. The fa-
mous G-E monogram is found everywhere, on
radios, lamps, irons, refrigerators, other house-
hold appliances that have given long, depénda-
ble service. Radio owners buy General Electric
both by force of habit and from conviction—and

GENERAL @@ ELECTRIC

FIRST AND GREATEST

RADIO & Television RETAILING e July, 1946

NAME IN

they’ll be yozr steady customers for tubes once
they see the G-E sign on your door!

Time to stock and sell G-E tubes is #ow, while
this hungry market—further stimulated by G.E.’s
national electronics advertising—still is look-
ing for a convenient supply source in your
neighborhood. Write for information about
tube selling rights to Electronics Department,
General Electric Company, Schenectady 5, N. Y.

Every tube dealer and service man should
have G.E.’s Tube Characteristics Booklet
ETR-15. Send for your free copy today!

176-E4-8850

ELECTRONICS

v




R AT

L

NE HISTORY

ation’s Best Salesman

For Forty Years
s Has Been Av

s,

ier

Coll

LESTONES IN MAGAZI

MI

nce the days of Kitty Hawk.

tion si
firs

I Hill

Avia
s the
| Devi

tin

Irs

s has been F
tory of 1910 wa

Collier’
Th

ight

tness story of the \Wr

tty Hawk.

Wi

t eye

IS s

Ki

r

flights at K

Brothers




PEOPLE WHO W
7 READ COLLIER'S

Notice the people who buy Collier’s at
newsstands. They represent America’s
most promising prospects — intelligent,
progressive and financially responsible.
They’re in the ‘“age of acquirement’ and
they’re thinking ahead to new clothes,
more comfortable homes, more complete
health supplies and labcr-saving house-
hold equipment, more insurance, new lux-
uries as well as necessities. They’re in
a buying mood because they can afford to
be and a sure straight way to their good
favor is through the pages of Collier’s. ¢

ADVERTISERS WHO

The most convincing sales story in the
world can fall flat if it’s told to the wrong
audience. In happy contrast, the adver-
tiser who uses Collier’s is displaying his
merchandise to a modern, responsive
audience. He is talking to families who
are anxious for new and better things,
adults and teen-agers who speak the lan-
guage of progress right along with him.
Collier’s readers are typical of the think-
ing millions who set the buying trends for
the whole national market. Their week-
after-week loyalty to the ‘“magazine of
progress’ inspires Collier’s editors to
maintain its high standards in fiction and
features . . . and just as faithfully they
look to Collier’s advertising pages for the
things they want to buy.
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The percent of industry

you have set as your objective...

at the advertising cost

per uvnit youv have budgeted...

is wailing for you in the

GREAT CHICAGO MARKET

Available for your study and use are the findings
of a comprehensive survey of the ownership of and
preference for electrical appliances among consumers
in the great Chicago market. Tied in with the results
of a companion study made among retailers, these
facts provide the base on which you can build sound

“selling and advertising programs, which can help you

take advantage of today’s conditions and get set for
the time when competition gets tough.

Long famous for its consumption of electrical appli-
ances, the Chicago market invites your special atten-
tion now. Easily served by factory or warehouse,
readily covered by salesmen, it is q compact unit in
which you can achieve the percent of industry you
want . . . and do it at the advertising cost per unit
you have budgeted.

Here is the market in which you can gear advertis-
ing into se||ing'0r_1d watch it work through the market-
wide coverage and influence of the Chicago Tribune.

One out of every three families in 756 cities and
fowns of 1,000 or more population in the Chicago
territory reads the T;;ibline on weekdays. On Sundays
it is practically every che} family. You can use color
or black ‘and white, run of Paper or special section,
with_‘,lhe iu’nit size and insertion frequency you find
best- fitted 1o Your program. .Rates per 100,000
circulation are among the lowest in America.

s

. To gét the Facts of this Key market, big enough in'itselfi to buy
Your entire annual output or g major part of it, address C. S. Ben-

ham, Manager, National Advertising, Chicago Tribune, Tribune
Tower, Chicago 11, lMinois,

CHICAGO TRIBUNE

The World’s Grealost Necwsprapion

May average net paid total circulation:

Daily, over 1,055,000; Sunday, over 1,450,000

RADIO & Television RETAILING e July, 1946
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A TRIUMPH IN RECORD REPRODUCTION
A TRIUMPH IN NATURAL COLOR TONE :

A TRIUMPH IN COMPETITIVE VALUE

G NER G B RTa S

ducer

Best-Seen Radio Advertising in radio
history (Starch Report), appearing in

This great new
; invention recre-
ates music on an electronic wave
—reveals new beauties in -even
the most familiar records.

four colors in such leading magazines as
Life, Look, Collier's, and the Saturday
Evening Post pre-sells your customers
on this triumphant combination,

SEE YOUR G-E DISTRIBUTOR —QUICK!

Model #326 G-E radio-phonographs demonstrate so
dramatically ‘and are such outstanding value that they
will sell 10 times faster than they can be produced.
There’s no time to lose. Place your order for this
triumphant combination TODAY! See your G-E
Radio Distributor or write Electronics Department,

General Electric Company, Bridgeport, Connecticut.

THE FIRST AND GREAT

GENERAL

HERE IT IS—the great #326 G-E radio-phonograph that can be demon-

strated more dramatically than dny combination in history! Both records
and radio sound as though real human beings were just behind the grille
playing or singing their hearts out! The amazing G-E Electronic Reproducer
spells good-bye to the old fashioned needle—and “natural color tone”
glorifies both radio programs and recorded music.

Retractable Stylus can be dropped on
the record—even scraped across the
record grooves—and no harm done
because it withdraws snszantly,

Cat-Quick Record Changer plays 10
twelve inch or 12 ten inch records. Its
all-new design makes it quiet—sturdy
—and unusually dependable.

EST NAME IN ELECTRONICS

Permanent Sapphire Stylus rides the
walls of the record groove, instead of
digging into the bottom. Finer tone
—virtually eliminates wear and tear.

More Record Storage Space than you
used to sell in radio-phonographs cost-
ing twice as much. ‘Generous record
compartment holds. 118 records.

ELECTRIC

178-£7

PORTABLES » TABLE MODELS « CONSOLES ¢« FARM SETS AUTOMATIC PHONOGRAPH COMBINATIONS « TELEVISION

RADIO & Television RETAILING @ July, 1946
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‘Here fhey are—-!he f‘rst models in Delco
“‘iRudioﬁs advanced new line, In them you
' :see—and\ )(qy'll hear—fhe best of all that's

W A 1"-new in radlo Excmng new styling in a

:-'.;nganefy of cabmet models and materials —

MODEL R-1232—
Wood, Walnut Finish.
5 Tubes (Including
Rectifier). A C.-D.C.

MODEL R-1234—
Plastic, Ivory Finish.
6 Tubes (Including
Rectifier). A.C.-D.C.
Tone Control. Also
available in Plastic,
Mahogany Finish,
Model R-1235.

o i
o m;a . i
e N S

@@mﬂ@

o S
o «&’%2@@‘%3&&&3
i 2

MODEL R-1238 —Wood, Walnut
Finish. 6 Tubes (including Rectifier).
A.C.-D.C. Avtomatic Tuning and Tone Control,

5Wuich for other new models shll fo come.
They, too, wnll reflect . Delco Radio s vast_ .

engmeermg experlence as ihe Iong-hme >

:radnos for Chevrolei, Ponhac, Oldsmoblle,_.‘-" _
"Bunck and Cadlllcc Af fhe warhme manufoc-i' '

‘eqmpmenf for the armed foi'ces. _Yes, you’ill;“

get the best of all ihaf’s new w:fh Delcc"'-_

S N e
MODEL R-1230—Plastic, Whlfe Finish.
5 Tubes (Including Rectifier). A.C.-D.C.

Also available in Plastic, Mahogany
Finish, Model R-1231.

MODEL R-1236—Plastic, Ivory Finish,
6 Tubes (Including Rectifier). A.C.-D.C.
Automatic Tuning and Tone Control.

v EDeIco ome and auto rad:os are
_ d:stnbuted nationally by United
Motors Service dlsfnbutérs. o

12
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A FRANK STATEMENT

ABOUT YOUR FUTURE-

YOUR REPUTATION is at stake these
days—every bit as much as ours is.

It’s no easy job to stick to our guns
here at Stewart-Warner and refuse to
put out inferior merchandise, to substi-
tute quantity for quality. And it’s o easy
job for you to resist the temptation to take
on potential “orphan’ brands.

But you know that there is no future
in being a “one-time” seller; you realize
that your greatest single asset is your
customers’ satisfaction.

Remember, it will take you much longer

to build back your.good reputation in your
neighborhood than it is going to take us to

get to you all the Stewart-Warner radio

sets you can sell in your territory!

That’s why we ask you to be patient
just a little while longer. People who
trade with you expect nationally known,
brand merchandise in which they have

faith and confidence. Don’t let them -

down now—or yourself either—just as
the production log-jam is being freed.

Stewart-Warner radio sets are on the
production march . ..

Fortunately your customers have had
a great deal of experience with shortages
of all kinds and understand their causes.
They are remarkably patient and wise

in waiting for what they want. They may
be a bit restless temporarily at slow de-
livery . .. but they will never forgive
you, their trusted dealer, for selling
them an “orphan,” merely because you
can deliver it zow.

Remember, out of 886 radio brands
introduced since World War I, 742 were
discontinued by 1940. Think before you
stock. Consider your long-term invest-
ment in customer satisfaction and qual-
ity merchandise. Don’t, at this late date,
take a chance with a prospective “or-
phan” brand. You can look forward
with confidence to high volume and top
profits with Stewart-Warner in the 3rd
and 4th quarters of this year!

Senior Vice-President

Stewart-Warner

-Corporation

CHICAGO 14, ILLINOIS

RADIO & Television RETAILING o July, 1946
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HYTRON KNOW-HOW MAKES EASY THE APPARENTLY EASY

RELY to apply an insulating coating to tungsten
heater wire—that should be easy. To say the
illustrated heater-wire coating machine simplifies the
Jjob appears a paradox. Why, the machine looks like a
product of Rube Goldberg’s fertile mind ! ;
Imagine, however, the complexity of producing a thin
but perfect insulating coating—a dielectric with a
resistance of tens of megohms—yet capable of operating
at over 1500° Kelvint Chemical purity of the coating
must be rigidly controlled. Application must be in
thin multiple layers to achieve uniform adhesion and
density. Thickness must be exact for correct: stacking
of the folded heater when inserted into the cathode
sleeve. Just the right degree of hardness must be

N\
YTR

w

i

MAIN OFFICE:

14

SPECIALISTS IN RADIO RECEIVING TUBES SINCE 1921

SALEM, MASSACHUSETTS

maintained to provide stiffness without britf;leness.

A complex precision machine actually does simplify
the job. Fundamentally its compact mechanism un-
spools and spools the wire. Guided by threading pulleys,
the wire passes eighteen times through coating cups
and drying oven via a cross-over figure-8 path. Speed
and oven temperature are finely regulated. An ingenious
electromagnetic device smoothly maintains proper wire
tension. Completely coated wire is wound by a spooling
head in a basket-weave Pattern.

The know-how of this Hytron coating operation is
hidden away within the cathode sleeve. Trouble-free
tube performance, however, gives you concrete proof
of the know-how Hytron constantly strives to expand.

RADIO & Television RETAILING e July, 1946
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SEE THE FIRST SHOW'AING OF
38/]02.}/?3070 FM RADIO-PHONOGRAPHS
AND OTHER FAMOUS Pe/]ﬂ/}/?ad/o ;;73-/ ./

- S - : BENDIX RADIO DIVISION, BENDIX AVIATION CORPORATION . -
NDIX RADIO J BALTIMORE 4, MARYLAND :

REG. U. §. PAT. OFF,

(BE

AVIATION CORPORATION

RADIO & Television RETAILING ® July, 1946 15
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When a manufacturer asks you to “watch for

our ads in the Post,” he’s calling your attention
gy

to the best kind of local support.

For advertisements in the Post reach your best
customers—the leaders, who are first to buy the

new and better things.

And advertisements in the Post get attention.
For people like to read ads in the Post—far

more than in any other magazine.
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~N. U. BUSINESS-BUILDERS

‘One of the.largest and finest assortments of dealer helps
and sales promotional material ever offered to radio service
vldeal‘ers'f is now available from National Union Distributors.
Here are’ business-builders for practically every need of the
radio service engineer. All are smartly designed in the most
:modern styles. Many are offéred with personalized imprint
of your name and address. Let N. U. help you advertise
gour business, find new customers and increase ‘your sales.

Ask Your N. U. Distributor Today

National Union Radio Corp.
Newark 2, New Jersey

‘Transmitting, Cathode Ray, Receiving, Special Purpose Tubes » Condensers «

Volume Controls » Photo Electric Cells «

NOW AVAILABLE

BUSINESS - BUILDERS ® Trouble Finder Folders
® Window Decals ® Battery Cross-Indexes
® Book Matches
o DTy Cotions TECHNICAL HELPS
® Stationery ® Electronic Engineers

3 Reference Manuals
® Job Tickers : ) o

. ® Service Engineering

® Embosograf Signs Bulletins

® Newspaper Ad Mats
® Telephone Ad Marts

® Uniballast Manuals
® Visual Aid Vacuum

® Cartoon Cards Tube Charts
COMING

® Window Displays ® Imprinted Scotch Tape

® Outdoor Signs ® 4 Purpose Tube Decals

® Indoor Sighs ® Shop Coats’

Panel Lamps Fiashlight Buibs

RADIO & Television RETAILING ® July, 1946
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*Model now being featured in LIFE adver-
tising is Majestic Radio-Phonograph
Model 85473 with automatic record changer.

e BRI A s o

Here’s proof that you can see — proof that
Majestic Means Business. . . and lots of it!
The power and prestige of LIFE Magazine
. . . the effectiveness of unusual ads link-
ing Majestic Records and Majestic Radio-
Phonographs—all this repeated again
and again, month after month, to Life’s
22,000,000 readers per issue!

Yes, here’s proof that you can see. And
it's proof that you will feel —in ever-
increasing demand for Majestic Records
and Majestic Radio-Phonographs.

MAJESTIC RADIO & TELEVISION CORPORATION, ELGIN, ILLINOIS
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more efficient
...1n miniature

With the aid of a little hand micro-
phone, the ship’s officer, speaking in a normal voice,
can be heard by any vessel in the fleet. Contrast this
to the ineffectual bellowings through the huge
megaphone of yesterday. The trend of science has
been to develop greater efficiency in miniature. Tt
was true of the megaphone, it is true of the elec-
tron tube.

TUNG-SOL Miniatures offer many advantages,
especially in high-frequency currents. They are
more impervious to shock and vibrations. The glass
bases have better dielectric properties. They offer

TUNG-SOL LAMP WORKS, INC., NEW

Sales Offices: Atlanta s Chicago « Dallas

20

lower lead inductance, lower inter-
element capacitance and higher
mutual inductance.

New radio sets and other electron-
ic equipment with Miniature Tubes
areappearing on the market. Dealers,
therefore, must have miniatures as well as large
type tubes available. TUNG-SOL Jobbers and
Dealers are in a position to furnish miniatures,
G-Gt’s-metal and large glass tubes for servicing
every type of equipment.

ELECTRON | C TUBES

"ARK 4, NEW JERSEY

t1 *Denver « Detroit » Los Angeles » New York
Also Manufacturers of Miniature Incandescent Lamps, All-Glass Sealed Beam Headlight

Lamps and Current Intermittors

RADIO & Television RETAILING o July, 1946
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No wonder

Temple

Radios

“Stand up”

TEMPLE MODEL E-511
Radio-Phonograph Com-
bination. In walnut or
mahogary veneers.

TEMPLETONE RADIO MFG. CORP., New London, Conn.

-..and still
a FINAL TEST

One last complete check, despite all
other previous careful tests is here
made by experts with specially devel-
oped Temple testing devices—an
assurance that every Temple
Radio will reach the final
purchaser in perfect

condition.

@ There’s no magic about it. In fact 259 of the time
it actually takes to make a Temple Radio is devoted
to exhaustive, painstaking tests and inspections —to
insure Jasting peak performance. Nothing is left to
chance. Even the smallest sets are tested with the iden-
tical equipment ordinarily used for the most expensive
radios. The same measure of care holds true of Temple

cabinets. No wonder Temple Radios ‘“stand up.”

Executive Offices — 220 East 42nd St., New York, N. Y.

RADIO & Television RETAILING o July, 1946

)

= |

21




at last...the first real
cabinet design

BACKED BY THE FIRST /V[W SALES IDEA!

Would you wrap rubies in burlap? Could you make a hit with a '46 motor in a
Model “T” body? Then why sell modern, postwar radio engineering principles
m anything but the most modern,

postwar cabinet on the market today? And
that is what Electromatic offers you in the Coluratone Combination.
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You might think you have enough of a p tek Pascoe name
. . . the national and newspaper advertising . . . the counter circulars and
self-sales tags . . . the brilliant technical feature.

1 s. But we've added a “some-
thing else” that will be a sure-fire selling idea!

*THE ELECTROMATIC PIANO TEST!

Even if you have only basic selling knowled
you surely realize that it is most difficult to x
because of its wide range. We have

romotion in the Ar

ge about electronic equipment,
eproduce the tones of the piano
no fear of this reproduction on the
: . 't goes on display on your floor, you will
receive a recording of Greig’s Piano Concerto, as played by a world-famous
artist. The record has been prepared with convincing commentary by Andre
Baruch, the well known radio announcer, on the quality of the ELECTROMATIC
'COLURATONE COMBINATION. Be sure to use it

OLUJ | Be with every demonstration —
nothing can be more convincing than this self-salesman!
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IN TELEVISION...IT'S TUBES
...and only Du Mont features
20-i‘nch Television Tubes

® The Cathode-ray Television Tube is the heart of every tele-
D : vision receiver. And, the larger the Television Tube, the larger
CE the incoming image—the clearer and brighter the picture.
e Only Du Mont Telesets™ boast the giant 20-inch Television
Tubes. Only Du Mont Telesets give you the largest, most
in national magazines satisfying DIRECT-VIEW pictures. ® Here is another assurance of
continuing leadership...it’s DuMont for the FINEST in Television.

*Trade-mark Reg. Copyright 1946, Allen B. Du. Mont Laboratories, Inc.

and newspapers. It is.

building television

receiver business for
you, especially in high
quality instruments.

It is Du Mont’s policy
to supply every
authorized dealer with
a profitable volume.
For this reason, we
must restrict Du Mont
dealersto averylimited
number in 1946,

The trade’s wide-
spread interest in
Du Mont Telesets, lS
greatly apprecxated
We expect to retain
it. 1947 holds
tremendous promise
for television.

Qegtminster

Complete home entertainment unit, classi-
cally styled in rich natural mahogany or

g : e . walnut. 20-inch Television Tube with disap-
V - =2 pearing screen,advanced FM, AM and Short

Wave radio, plus automatic phonograph.
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