


PREMIUM QUALITY

Your guarantee of PERFORMANCE &

The words “Approved Precision Products”
on a Mallory box mean something more than
an advertising slogan. They’re your guarantee
of premium quality—a guarantee backed by
fifteen years of performance.

They’re reminders that more Mallory-made
vibrators are in use today than all other
makes combined. .. that Mallory capacitors
areuniversallypreferred because they’reback-
ed by the most rigid purity-control standards

APPROVED

PRODUCTS

in the industry...that Mallory resistors,
fixed and variable, are justifiably famous for
closer tolerances, extra dependability.

“Approved Precision Products,” too, mean
a complete line of parts—parts that are sold
through carefully-selected, conveniently-
located distributors with the capacity and
desire to serve you well., Look for the words
“Approved Precision Products.”” They’re not
a symbol of higher cost—just that

YOU EXPECT MORE AND GET MORE FROM MALLORY

P. R. MALLORY & CO., Inc., INDIANAPOLIS 6, INDIANA

PRECISION

at no exitra cost
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Emerson Radio Model 511. In ivory and gold (also
Model 517 in ebony and maroon) AC-DC superhetero-
dyne. Modern design which creates a sensation \her-

ever shown. Feature it as a style and $ ;
reception LEADER . . . . . . . 2995

Emerson Radio 3-Way Portable Model
536. Most highly powered set. Handsome
cabinet, sturdily constructed. All advance

features. Less batteries. $3995

Radio’s Greatest Promotion
Campaign

Backing greatly increased production and dealer shipments of new 1947
Emerson Radio models in all territories —

A new series of BIG Factory-Distributor ads in more
than 300 cities . . .

Local tie-up ads by hundreds of Franchised Emerson
Radio Dealers . . . Participating dealer ads in more than

1,000 towns.

Emerson Radio Model 508. Tremendous

selling pocket receiver in unbreakable tenite Blg space — continuously — by major outlets. Dramatic
case. Unbelievable power $ 50 point-of-sale promotion
and tone. Complete . 37 p
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Emerson Radio Model 540. A handful of SUPER
POWER and TONE. All new quality set features.
Tubes: 1 type 12BE6, 1 type 12BA6, 1 type 12ATS,
1 type 50B5, 1 rectifier 35W4. In colors—Walnut Fin-

ish, Ivory, Green, Red. $ 1 995

(in Walnut Finish)

Emerson Phonoradio Model 525. Com-
pletely automatic. [t has “evervthing” in
advanced features and outstanding per-

formance. Walnut cabinet. 39995

In Behalf of ALL Dealers
Alike ‘Emerson,

Radio and
Television
Emerson Radio headquarters and all Emerson Radio distributors are e
united in this promotion for ALL DEALERS ALIKE.
All advertising in this campaign carries the urge to “SEE YOUR
EMERSON RADIO DEALER.” :
In addition to the overall promotion, all dealers are given opportunity
to tie in with their own newspaper copy. Newspapers everywhere are
cooperating in this joint effort.
This is the COMPLETE promotion service which enables YOU to Emerson Electric Record Player Model
“Lead with the Leader in 471" §42. Plays 10-inch and 12-inch records.
: Easy portability. Full, rich tone. Beautiful,
Call Your Emerson Radio Distributor sturdy, cabinet . . . . $3995
RADIO & Television RETAILING © March, 1947 F
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Everything in produc-
tion facilities plus engi-

5

neering resourceful-

ness means the utmost
in transformer per-
formance and depend-
ability today. Merit
Quality is the answer
to your ‘p'roblems.

EXPORT DEPARTMENT:
1791 Howard St., Chicago 26, U. S. A.

Cable Address: MERIT

W“E?IVL AND TRR&?&RM:R“’“

__ FBd5aEan o i e
MERIT cou 2 TRANSFORMER CORP.

TELEPHONE

4427 North Clark St. Long Beach 6311  CHICAGO 40, ILL.

Spring-time—
As Any-time—

Is “Big Four’ Time

March is Spring-Cleaning time.
That’s when you check your mer-
chandise and plans, as warm
weather products replace winter
stocks, This is also a good time to
review your “Big Four” activity of
offering your community a full
line: Radio, Appliances, Records,
Service, This year, with the ex-
ception of a few appliances and
some large consoles, much mer-
chandise is available, Manufac-
turers and distributors plan their
production and deliveries well
ahead, so get your orders in now.

Your biggest bet is in the port-
able and personal RADIO, With
new models coming on the mar-
ket, you can sell “music wherever
they go”’—to beach parties, for
weekends in the country, or for
personal use in the city, Don’t
forget to order batteries, too, for
replacement sales.

Promotion of warm - weather
APPLIANCES starts now, Do you
know that refrigerators and laun-
dry equipment, to say nothing of
fans (and now, food freezers) sell
best during the next few months?
Make the most of that.

PHONOGRAPHS and radio-
phonograph combinations are in
better supply to meet increasing
demand, Portable sales pick up
as the “outdoors” open up. Sell
these together with RECORDS.
And don’t overlook needles and
accessories.

Remember our national ‘“Tune-
up, Tube-up, Check-up” program
last Fall? End of Winter gives
you an opportunity to check re-
ception of sets, to repair an-
tennas, to install or overhaul
auto radios. Check November’s
SERVICE Section for a refresher.

The publishing job of Rapnio &
Television RETAILING is to serve
dealers and distributors with sell-
ing and servicing information on
all their chief activities, The trade
handles these together; we publish
within the covers of a single month-
ly magazine, all the information
you need. Success of this Big Four
publishing policy: thousands of
dealers across the U.S. are now in
Big Four retailing to stay—for more
business, for business throughout
the entire year, for larger profits.
Nothing succeeds like success,

The Publishers

RADIO & Television RETAILING @ March, 1547
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m Radio Warranty Tag

gives the facts...builds customer
confidence . . . clinches sales!

“Precision engineering, magnificent tonal quality,

RADIO

. MODEL" 131, Auto-

_malic phono-radis’in
.- porfable style cabinet,
S !_'l:qs';ﬁev}_ly'ﬁdeveloped_
& Sélenium rectifier, giv-
- ing twice -the power

_ of:comparable sefs.

o ‘ ,;_ : R v”m%&é R

N ®

inions on rac

A on.ly.‘”_f'__“.". el R i S
SRR P R T Y RS

superb cabinetry, outstanding dollar-for-dollar
value . . . all these are yours with ECA Radios.
But added to these, is an exclusive sales plus—
the ECA Radio Warranty Tag—the first “infor-
mative label” on radios . . . hailed—and used—
by dealers as a powerful sales-making feature.

lios may

MODEL 132. AC-DC. Amazing
console quality tone, power, per-
formance; 7 tubes (incl. recti- 5
fiers); 3 watts undistorted output.
Greatest value in table radios.

&

@ ECA RADIO DIRECT-TO-DEALER competition, and protected - MODEL 201. With new
SAlLES PfOLICY—Means greater profits for you. war-developed miniature
o VZ “fE . y:“::‘;‘:m"' ® NATIONAL ADVERTISING— tubes . . . greater power,
DEALERS ARE SELECTED—AND Reaching millions of pros- itivit lectivity.
LIMITED. That means pro- pects and pre-selling them 7:"3" 'v.: Y" senec 'vdl.y
tected territories and higher for you, : A;(I’)C GRUET™ O,
sales potential for your store. @ COOPERATIVE NEWSPAPER -DC.
@ RETAIL PRICES MAINTAINED: ADVERTISING —To help you
Freedom from price-cutting bring ‘em J4pto your store. S e W oy e A e
The ECA Radio Dealer Franchise offers | ELECTRONIC CORP. OF AMERICA # R-3
an outstanding. money-making oppor- i 170 53rd St., Brooklyn 32, N. Y.
tunity. Your territory may still be i
open ... wrile for information, TODAY! i I am interested in the ECA Radio Dealer Franchise,
] Please send details.
'"ye&» . = 4 Name ..
i e % . P . = = . i Please Print
CTRONIC CORP. OF AMERICA | oo ™"
i - . | TRRY LY
170 53rd STREET, BROOKLYN 32, N.-Y. G Adccessiag :
c ST T o T LEnEdiStacerl.. S W

@
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RADIO PHONOGRAPHS ¢ PORTABLES ® FM o TELEVISION © RECORD PLAYERS
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Attach 1o your Letterhead
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A totally new radio experience!

o s AR S L

FM-AM CONSOLE RADIO-PHONOGRAPH

AM push-button tuning, rectifier and 8
tubes, tone control, permeability tuning,
inverse feed-back, RF stage both bands,
built-in antennae. AC-operated. Intermix
changer. Two album compartments. Ma-
hogany cabinet, no-lift top.

DIRECT-VIEW TELEVISION A[] 13 telecast
bands with- FM sound, plus the finest
AM radio. Bright, clear pictures under
living-room lights. A*whole theater for
the home, tavern, or hotel! Big 10-in:
picture tube. Custom-built cabinets.

Stewart -Warner's thrilling new

Against a background of velvet
silence, you hear music in the rich- .
ness of its full dimensions. You
hear, at last, the beautiful harmonic

overtones and the real-life.quality
of every instrument and voice.

With FM, static and interference vanish. Fading
disappears. Your favoric€ type of music is revealed
in a thrilling new brilliance, as true and natural
as a personal performance. A

Stewart-Warner FM reception is unbelievably dis-
tinct and clear—a totally new kind of listening
pleasure.

Listen to Stewart-Warner FM Strobo-Sonic Tone
for the wonderful difference!

FM-AM TABLE RAEIOS

Selenium rectifier and 7 tubes, AC-DC, built-in an-
tennae, 5-in. PM dynamic speaker, inverse feed-back.
Smart wood cabinets in desert tan, walnut; plastic in
ivory, walnut.

THE AIR PAL A Console in a Jewel Case!
Powerful AM performance anywhere
you plug in AC-DC—ship, train, hotel,
office, home. Small as a phone, yet has
slide-rule dial, planetary tuner, built-in
aerial. UL-approved. Weighs 31!{ Ib.
Ebony, walnut, ivory plastic. It’s terrific!

A MODEL FOR EVERY PURPOSE —A RADIO FOR EVERY ROOM

Stewart-Warner

CHICAGO 14, ILLINOIS

i

RADIO & Television RETAILING e March, 1947
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AUTHORIZED DEALER

N GENERAL@ELECTMC
’ RADIO TUBES

...WHEN HE CHARTS HIS SALES, THAT GROWTH AND RISING PROFITS

COME FROM SATISFIED CUSTOMERS WHO BUY AGAIN!

ITAL to your shop’s expanding suc-
cess are the clients you’ve served well
—who therefore will come back. .. as well
as recommend you to oiher radio owners
needing service.
Tubes which you install, determine to a
great extent how well—and how long—
repaired sets will per-

name in which the public has learned to
place complete confidence.

Thus you’ll make loyal friends of owners
whose radios you service, to a point where
brand-new customers will become “frost-
ing on the cake” instead of your principal
source of revenue. From today on . . . build

for more repeat business,

form. So give your clients
the BEST! Always replace
faulty radio tubes with
General Electrics. They’re
tops in quality . . . long-
lived . . .

carry a famous

increased profits, byinstal-
ling and selling G-E pre-
cision-made radio tubes!
Electronics Department,
General Electric Company,
Schenectady 5, New York.

@ G. E.'s fact-filled
Tube Characteris-
tics Book ETR-15
will help you in
your radio ser-
vice work. Send
for your copy.
It's freel

ELECTRIC

GREATEST NAME

GENERAL

FIRST

i 176-F3-8830
AND IN ELECTRONICS

RADIO & Television RETAILING @ March, 1947 7




\
The new 6BJ6  \§

PENTODE
Actua | Size

“Now, take that fish line, Joe.
If it breaks now you’ll be plenty
sore. It doesn’t make any differ-
ence if the fellow who made it
made a thousand or ten thousand
perfect lines before this one. It’s

the one you're using that counts.

“It’s the same with a line of radio
tubes. The one you’re using is
the important one. You know we
dealers have learned that it pays
to look for quality in the lines we

carry. Quality does two things for

us. It builds customer good-will
and assures that the work we do
stands up . . . don’t have to do it

over on a no-charge call-back,

“That’s why I recommend the
Tung-Sol line. Those Tung-Sol
people know quality. They
should! They’ve been maintain-

ing high standards on precision

TUNG-SOL
vietralovr-tostod

ELECTRON TUBES

TUNG-SOL DEALERS

can] 4@/}1 fa/@'rzy aéﬂf i /

jobs in mass production since
1907. Their tubes and dial lights

are tops.

“The line’s complete so you can
take care of everything that
comes in, Joe, if you can, deal
with a Tung-Sol jobber. He's not
only interested in selling you but
he will give you some idea on how
to move merchandise and get
more service business. Get your
fish in, Joe. Don’t let my talking
bother you.”

TUNG-SOL LAMP WORKS, INC., NEWARK 4, NEW JERSEY
Sales Offices: Atlanta « Chicago » Dallas - Denver + Detroit « Los Angeles - New York
Also Manufacturers of Miniature Incandescent Lamps, All-Glass Sealed Beam Headlight Lamps and Current Intermittors

8 RADIO & Television RETAILING o March, 1947



Recordic

T. M. REG. U. S. PAT. OFF.

@ Each RECORDIO sale starts a series of allied repeat sales of RECORDIO DISCS
and RECORDIOPOINT NEEDLES. This is especially true of the DUO-CORDER . . .
a dual-speed, portable RECORDIO—Recorder-Phonograph. The Duo-Corder offers
professional-type recording excellence and its dual speed recording feature more
than doubles the recording time on standard size recording discs. Begin your

cycle of repeat profits now. . . the Duc-Corder is available for immediate delivery!

7y
.
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RECORDIOD WILCOX-GAY CORPORATION « CHARLOTTE, MICHIGAN

110M
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is Beamed
to the Age
of Acquirement

e e e S s
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- Facts Prove Collier's
The Best Buy of the “BIG 3" Weeklies

o e o —— s i ———— i — et S — — ——————— i T S S W G SO S o S — ———— S— G— —— o —— — e i S o et et

Collier's spotlights America’s richest market . . . the Age of Acquirement . .. the 25 to 45 year
age group. And to the advertiser who thinks ahead this is important . . . for these are the people
who buy. These are the men and women who are carving out a future for themselves . . . establish-
ing homes, starting families, acquiring possessions . . . in other words, making their dreams come
true. Recently, The Psychological Corporation . . . in ‘a survey of eight thousand homes in 125
representative towns and cities . . . proved that Collier’s families rate well above the average
buyer in their “plans to buy.” To tap this profitable market costs less through Collier's than

through either of the other "Big 3" weeklies.

FOR FEWER DOLLARS

That Collier's rates have not increased in five : THEF ISR JAGE RATE CosTiRER(M

. ) K: WEEKLIES CIRCULATION
years is no accident; The low rates are the 3

i Wl o E

;'es.ult of a dete'rmme: efrort to .keeptth: c;.rcu E = COLLIER'S | $ 7,000 L $2.49 %

y N I
:.hon constanlt.tm or :rt otclonhnue toTh e |vert' g =] = WEEKLY (B) 14,500 2.79:
the same quali y mar! G at low cc.?s 0 G cos WEEKLY (C) A01005 270t
per thousand circulation of Collier’s is the :

lowest of the “Big 3" weeklies. *AB.C. tPublisher's Guarantee

MORE SALES MESSAGES
Collier's low unit rate brings continuity within Eﬂ T";;Ezﬁs: - thsltl’.,oBol:,Y SALES_MESSAGES
reach of the limited budget . . . enables the Eﬂ — ,
advertiser to buy more insertions, more impres- h—‘“ — ":u COLLIER'S 7.14 pages 20,058,695
sions, more weeks of national coverage . . . D |—j WEEKLY (B) 3.45 pages 17,940,000
makes deeper penetration of the market WEEKLY (C) 5.00 pages 18,500,000
possible. ;
MORE BUYERS

THE “BIG 3" % OF MEN AND WOMEN IN
Collier's is patrticularly appedling to the 'Age Q ~ WEEKLIES AGE OF ACQUIREMENT
of Acquirement” . . . the 25 to 45 year age &‘ L 0
group . ..the men and women who buy. Of the r\'j m W COLLIER’S 42.6%
“Big 3" weeklies, Collier's has the greatest ‘ WEEKLY (B) 38.1%
percentage of men and women in this bracket. ' WEEKLY (C) 38.7%

Collier’'s for Action...

RADIO & Television RETAILING @ March, 1947
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Four models of a distinguished line . . . lead-
ers in their price class . . . backed by consist-
ent national advertising . . . entrenching
Clarion. Dealers against the coming buyers’
market. The sensational success of the
CLARIONETTE is being duplicated by the
Symphonette table combination, the 3-Way
portable and the Manhattan table model, a
strictly competitive value. Each is “beamed”
to reach today’s most active consumer mar-
ket, Write for booklet “Sound Selling Steps.” j;%

WARWICK MANUFACTURING CORPORATION
4640 West Harrison, Chicago 44, lllinois

e et

Gl Zhe WYl o gos Doos

AMERICA’S FIRST RA * I o
AUDIBEL RATED . < ~
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The CLARIONETTE—World’s
Most Compact radio-phono-
graph console combination.




Exhausted
Mount

‘Sealed-in
Mount

BIG TUBES MAKE LITTLE ONES

Tl’iat’s right. Big power tubes help build little receiving tubes. Secret of the

electronic tube is its ability to pass a controlled stream of electrons through a

vacuum. During the intricate exhaust process, electronic induction heating assists

in creating that vacuum. i
The induction heater (small illustration) is a 750-kilocycle, 6-tube, 10-kilowatt

power oscillator whose tank coil is coupled to the exhaust coils. Four of these

coils poised over Hytron 12SA7GT sealed-in mounts are caught by the camera a,
split second before the exhaust machine automatically positions them around

the mounts.

High frequency current in the coils quickly heats red hot by induction the inter-

nal metal parts of the mounts. Gas driven off is sucked through the exhaust tube

of each mount by the vacuum pumps. Heater leads riding in the two circular

tracks supply filament power to activate each cathode. Also by induction heating,

“getters” are flashed to absorb residual gasses. Fingers of gas flame finally melt

and seal off the exhaust tubes.

An intricate machine—assisted by electronics itself—performs the ticklish ex-

haust job easily, speedily. Again know-how supplants the element of human error

with the infallibility of the machine. Machine:paced, a sequence of finely-controlled
precision operations gives you Hytron tubes of typically uniform quality.

SPECIALISTS IN RADIO RECEIVING TUBES SINCE 1921

Have you received your
copy of the new, compre-
hensive Hytron Miniature
Tube Reference Guide? If
not, write for it today.

MAIN OFFICE: SALEM, MASSACHUSETTS

IRADIO & Television RETAILING @ March, 1947 13
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LHIS codperative
advertising plan helps
you and your dealers!

EACH DEALER GETS

)

Cooperative

Advartising

Lyperss fuogmrin 11
e ators 2

! ranl CineyT
&

cchuo

¢ . BARGAIN

I
(AT T

1 Better identification of your local outlets

2 Enthusiastic dealer support

3 Advertising that pays off right away!

—

RESULT: More sales for your producis in the
Great Chicago Market!

Now! Cooperative advertising can pay off better for you and
your dealers. The Chicago Tribune’s new Plan gives each of
your dealers the kind of a campaign he likes . . . aimed di-
rectly at the market he serves, And he pays just 2-1/6¢ a line!

For quick, effechve
coverage of the Great
C icago Market, there

is no medium quite
llke the Chicago

Tribune. 63.4% of
the $414 757,552 volume for home
appliance purchases during the first
year they are available will be
spent by Tribune-reading families.
Rates per line per 100,000 circulation
are among the lowest in America.

January average net paid fotal circulation:
Daily, over 1,040,000; Sunday, over 1,500,000

Under this Plan, you can get the jump on competition . . .
and corral more of the Great Chicago Market . . . a market
whose size is revealed in the Tribune’s Durable Goods Study
among Consumers and Dealers.

To find out more about the Plan and the Durable Goods
Study, contact your nearest Tribune representative,

H. N. King, Chicago Tribune
810 Tribune Tower, Chicago 11

@ [ ]
! l @ a g o T r l b u n @ E. P. Struhsacker, Chicago Tribune
e Horld's Grealesl Newsfocfror -

220 E. 42nd St., New York City 17

Fitzpatrick and Chamberlin
155 Montgomery St., San Francisco 4

W. E. Bates, Chicago Tribune
Penobscot Building, Detroit 26

MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC,

14
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ANOTHER
ALL-STAR
'BENDIX
RADIO...

Turn a drawer pull and the
“Phantom Dial" glows through
the mchogany grained pan
as if by magic.

THERE'S PROFIT
IN THE STARS FOR YOU!

‘With this all-star Bendix Radio-Phonograph in your show:
room you just can’t miss extra sales—extra profit! There’s
more eye appeal— more demonstration magic — more
practicality ~ more performance - more value in this
sensational Bendix than in any other chairside radio-
phonograph. Here’s another example of the far-sighted,
extra effort of Bendix Radio to give you all that’s best of
all that’s newest. Another reason why there’s added
profit for you in Bendix Radio — the stars of 1947!

A Fully Automatic
Phonograph

Slide back the "toble top" for
easy access to the automatic
record player.

BENDIX RADIO

AVIATION CORPORATION

e et v Ravio 15 awavs semer win €N X Faa’/ o

DIVISION OF BENDIX AVIATION CORPORATION

*
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HERE’S THE
h

TO SALES

*REG.U.S. PAT. OFF,

retail promotion

W the biggest story in refrigeration
Any refrigerator does 4/l its business through its door!
This simple, basic fact makes the new Crosley campaign

the high-voltage refrigerator promotion for right NOW.,

This smashing program will tell the women in
your community that the exclusive Crosley Shelvador* *
is the only refrigerator that gives extra help every time
she opens the door; that 28 feet of front-row food” is -
her “Speed Way For Meals,” and that only her Crosley . .
dealer can deliver her big Shelvador*,
It's ready. A buttoned-up program to give every _@ﬁ S — (
Crosley dealer a stand-out advantage in his community. — ___% ___%b
eed 3 THORLL oo v e o
C;& 2’ W% {/ 3 ‘ Faster, easier breakfasts e Faster, easier lunches » Faster, easier dinners




NATIONAL ADVERTISING

98,568,587 hard-hitting messages in
60 days! Full-color, full-page ads-in

STORE DISPLAYS

‘S'“triAkin/g displays

NEWSPAPER ADS

Hard-hitting ads are ready to run in
local newspapers over Crosley dealers’

R —

carry the theme of this story right into your
store windows . . , onto your sales floor .
attract store traffic . . . capitalize to the fullest
on the national advertisirig.”

American Weekly, This Week, Parade,
Saturday Evening Post, Collier’s, Amer-
ican, Good Housekeeping, Ladies’
Home Journal, McCall’s, Better Homes
and Gardens, Parents’, Woman’'s Day
and Household.

signatutes; they tie-in with the na-
tional advertising, and the displays.

HELPFUL BOOKLET

Every woman who walks into a Crosley Dealer’s
store will get her copy of an authoritative guide on
food arrangement . . . telling her what shelf ar-
rangements will save her food and time, and why ,
.. . explains the many advantages of orderly food I
organization and why the Crosley Shelvador* is
the only refrigerator feature that helps solve that

universal household problem.

RADIO SCRIPTS

A new national recorded radio program is ready
—the 30-minute hit “SHOWTIME” . . . and
available through Crosley distributors for dealer
promotions. Spot radio announcements for local
use are available now . . . to hit the ""Speed Way
For Meals” theme day-in-and-day-out.

%W%’%%ﬁfmﬁmﬂw g\ k
on the way 10 you now .
. g ‘;\

The retail guide to this activity is on its way to Crosley i
ealers now. It outlines the entire’ activity . . . gives a .
R time-table that makes it easy to fit this program to yout ' !

own sales activities. ' il

Kitchen Sinks and Cabinets ‘
Be on the alert for this *Speed Way To Sales”. ”

\_/b‘\ jﬁ

&l
—GRO‘S"L‘E DIVIS}O‘ET—K-The. Aviation Corporation, . é i
i ¥ Cincinnati 25, Ohio. N

& LY
\ ¢ M

*REG.U.S.PAT. OFF,

Refrigerators—Home Freexers

Ranges—Laundry Equipment
Radios—Radio-Phonographs
FM—Television—Short Wave
Radar—Home of WLW, "The

Nation’s Station"
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roundings. Its up-to-the-minute electronic designing,

plus the use of the finest compo-
nents exclusively, make it as out-
standing in operation as it is in
appearance. In addition, the
Utiliphone offers a number of im-
portant features that make it not
only the finest intercommunica-
tion equipment available any-
where for the money, but the
most convenient and easiest to
operate in every way.

Over 100,000 Sales

Last Year!

Good Looking . . . Expertly Designed . ..
Has These and Other Important Features

® Individual Station Control—Simple, in-
stantaneous operation, push-button control.
® High Amplification—Highly sensitive, 3-
tube amplifier has plenty of power. You s;

in normal tones.

® Easy to Install—You merely connect the
master and the sub-station with the wire
plug the master into an electrical outlet, and
turn it on.

® Sturdily Built—Housed in unbreakable
steel case, attached to sturdy steel chassis.

® Operates on ACor DC

Limited Number of Distributorships Still Available
Wire or Phone Sales Division, Indianapolis, Rlley 1551

EI.ECTRONIC LABORA'

INDIANAPOI.IS
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THE FIRST Tep-Zewality INTERCOM
IN THE POPULAR PRICE RANGE!

® You'll find the Utiliphone an entirely new and big-
ger value in a two-station intercom set. Handsome in
contour and styling, the Utiliphone, with its metallic,
grey-bronze finish and chromium trim, graces any ‘sur-

The Utiliphone is the efficient, economical answer to
intercommunication in smaller offices, stores, homes,
on farms and estates! Business men, doctors, dentists,
lawyers, car dealers, garages, radio shops, farmers,
housewives, all find it useful wherever there is need for

people in two different places to
talk back and forth. The sub-
station may be placed anywhere,
as far as 500 feet from the mas-
ter. With its high utility . . . wide
range of application : : : fine
quality . ; ; and reasonable cost,
the Utiliphone opens a wide and
profitable market for distribu-
tors and dealers! Order your
stock of Utiliphones now.

LIST PRICE
$ 95 Complete with
9 Interconnecting Wire

PRICES SLIGHTLY HIGHER, DENVER AND WEST

INDIANA
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MODEL 1000

AC - DC Superheterodyne
in beautiful gem-like
“Fada - lucent” cabinets,
Five Tubes plus Rectifier
Tube.

MODEL 602

New Superheterodyne AC Table Model
Radio Phonograph Combination with Auto-
matic Record Changer in a Caobinet of
Beautiful Mahogany Veneers.

'FADA 5-fubes — plus-rectifier-tube

§5 8¢ 1 1
B 0

MODEL P82

Tri-power portable Superheterodyne with
Hi-Gain tuned RF stage in rich fwo-tone
simulated leather covered wood cabinet. 5
tubes plus rectifier tube.

models ore squipped with
the new FADA ‘Sensive-Tone"
... assuring grecter sensitivity
ond clearer. raception.

Rad:io
Scuce Broadcacting Began!

FADA RADIO AND ELECTRIC COMPANY, INC., LONG ISLAND CITY, N. Y.

RADIO & Television RETAILING o March, 1947
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Full rich voice speaks

with the power and clarity
of a console radio!

Weighs only 13 pounds

- The ideal traveling companion!

Piays on AC-DC current
atteries

or self—contained b
verywhere! ’ x
E) 3 =¥ R

Qutstanding reception €
ing leatherette case

Stunn
1 ~ of simulated alligator!

: ; A delightful eyeful, earful!
Hear it! See it, today!

g e %
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The Du Mont DEVONSHIRE combines superb large-screen television, standard radio, FM, shortwave,

and automatic record player in a distnguished cabinet designed by Herbert Rosengren. Six cther models.

DU MONT PRESTIGE IS GUARANTEED

Du Mont prestige is built on technical superiority, superb cabinet artistry, made known to the public
through dominating advertising. Du Mont Telesets* undergo 150 scientific tests to assure perfect
performance. And to assure service satisfaction, your technicians will be Du Mont-trained to install

and service the complete line of Du Mont Telesets, under the Du Mont Certified Service Plan.

FEATURES OF THE

DU MONT
Dealer Snarclidse

1. Limited to community leaders.

2. Liberal discount.

3. Strong 1-year picture tube warranty.
4

. Training program for dealer salesmen
and servicemen.

5. Extensive magazine and newspaper .
advertising.

. 6. Effective dealer helps.
Tt with the Fornest in TELEVISION TR R

television receivers.

ALLEN B. DU MONT LABORATORIES, INC. » GENERAL TELEVISION SALES OFFICES AND STATION WABD, 515 MADISON AVE., NEW YORK 22, N. Y.
DU MONT'S TELEVISION STUDIOS, WANAMAKER PLACE, NEW YORK 3, N.Y. . HOME OFFICES AND PLANTS, PASSAIC, NEW JERSEY

Copyright 1047, Allen B. Du Mont Laboratories, Inc. $Trade-mark

RADIO & Television RETAILING ‘® March, 1947 21
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GROUP 'EM ALL TOGETHER

® Here's a money-making idea for you: When you
get your stock of these Arvin family products from
your distributor, display "em as a group—all together
—in your window and in your store. Then, many
customers will take two or more—and you'll make
more money from multiple sales.

‘% }3\‘\\\\

P2

: i
BESS .
00013 o8 Buegon

G ;”
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i

"
i
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i
.

" FULL PAGES ;, the Saturday
Evening Post will featyre these

and other Arvin Products qfj
through the year,

\ : . . . is the name on profit-building products from

LITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA

RADIO & ‘Television' RETAILING e March, 1947
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Adaptable to a
Variety of uses

0OFFICE OF GENERAL DISPOSAL

Many types of Airport and Airway lighting equip-
ment including runway marker lights, cone assem-
blies, globes, portable field lighting sets and
associated equipment, are now available.

Much of this equipment can be adapted to
many uses calling for outdoor portable lighting
fixtures.

Most of this inventory is offered on a sealed
bid basis. You may bid on entire sets complete
or on such parts as are specified in sealed bid
offering lists. Some items are sold at fixed prices
only.

Write to the Birmingham Regional Office re-
questing that your name be placed on their

mailing lists when offerings are made of this type
of equipment.

SSETS ADMINISTRATION

Offices located at: Atlanta + Birmingham .« Boston « Charlotte «
Denver + Detroit « Fort Worth « Helena « Houston « Jacksonville
Angeles « Lovisville . Minneapolis « Nashville . New Orleans

24

Chicago « Cincinnati « Cleveland « Dallas
Kansas City, Mo. « Little Rock + Les
e NewYork o Omf:ha « Philadelphia

Portland, Ore. « Richmond « $t. Lovis « Solilake City « San Antonio « San Francisco « SeaMlT « Spokane « Tulsa

RADIO & Television RETAILING e March, 1947




new SONORA radio phonograph combinations have a
buy-compelling eye appeal topped only 'by the famous
“‘Clear-As A Bell” Torie that has made SONORA 2 leader
in pe}fect tone reproduction for over 30 years. Watch
for the dramatic national ads in eleven of America’s

major magazines that tell your customers of the tone
brilliance of new SONORA models. And watch

the increased consumer preference for SONORA in '47.

RADIOS *+ FM COMBINATIONS * TELEVISION SETS °

RADIO & Television RETAILING o

Leaders in beauty—champions of tone . . . the

March, 1947

@ RMR-219...Beautifully styled cabinet
of finest selected and matched ribbon-
striped mahogany. Gives ""Clear As

A Bell” reception for complete shertwave
and standard band broadcasting.

Variable tone control gives every possible
tonal variation with a simple twist

of the wrist. Fast action record changer
plays twelve 10" or ten 12’ records.

@ RKR-215...Table model phono-radio with automatic
Record Changer. Plays ten 12/’ or twelve 10" records.
New low-pressure crystal pickup and long-life needle.
Big dynamic speaker, no aerial or ground required.
Cabinet of choicest walnut veneer, glamorously styled
with handsome curved lid that adds 2 note of distinction.

Sonor:
Clear as a Bell

HOME ENTERTAINMENT AT ITS BEST

SONORA RADIO & TELEVISION CORP
325 North Hoyne Avenue « Chicago 12, Tllinois

REGORDS * PHONOGRAPHS - RECORDERS

25




SNARLED BATTERY INVENTORY FLOORING YOU?

Simplify your stock with one complete line -
"Eveready” Radio Batteries

26

W Lfnuu,,

Ty,

F YOU'RE tired of stocking all kizds of

“Johnny-come-lately” radio batteries, just
think of this: ,

“Eveready” radio batteries fit virtually /I
makes of sets! You carry less inventory, tie up
less capital, and insure more customer satisfac-
tion . . . because you are giving your customers

MINI-MAX
RADIO BATTERIES

The registered trade-marks "Eveready”’
and ""Mini-Max"’ distinguish products of
NATIONAL CARBON COMPANY, INC.
30 East 42nd Street, New York 17, N. Y.
Unit of Union Carbide and Carbon Corporation

ULC]

the recognized battery braad! You don’t have
to buy anything else to get “Eveready” radio
batteries—and they are never marketed under
any other brand name, or private label!

Get out from under that complicated battery
inventory. Standardize on famous “Eveready”
radio batteries now!

RADIO & Television RETAILING e

March, 1947




THE OUTSTANDING .COMBINATION FOR QUALITY AND FAST SALES!

The smart new, versatile “Court Jester” is the latest
addition to the brilliant Air King line. Here is the
popular priced radio-phonograph combination
your customers can afford to buy. Masterfully engi-
neered for tone; superbly styvled for beauty.

The huge demand for just such a high-quality,
low-priced combination means that here is a unit
that will sell itself—built for quick turn-over and in-
creased profit. Too, the all purpose “Court Jester™ is
a natural in every home because it goes in any room.

‘Air King “Court Jester” Features

Compact, modern design in glistening, hand rubbed
walnut finish.. Superheterodyne radio receiver with

%42 ﬁ%jya/ %mi‘/y t/ J%m/io

RADIO & Television RETAILING @ March, 1947

precision die-cut antenna rendering superb sensitive
ity and maximum signal. All controls conveniently
located. Alnico V PM speaker. Stepped-up power
stage for incrcased volume. Plays 10- or 12-inch
records. Equipped with Fidelatone lifetime needle.

List Price $39.95
%e %yrzéy of :%I(ﬁ? .%lm 7920

AR RING

RADIO

Division of HYTRON RADIO & ELECTRONICS CORPORATION

% WE HAVE A LIMITED NUMBER OF DISTRIBUTOR AND DEALER TERRITORIES OPEN
Write: Air King Products Co., Inc., 1523-29 63rd St., Brooklyn, N. Y. Export Address: Air King international, 75 West Street, New York 6, N. Y.

*
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Keeping Tone Conscious Customers

Well Satisfied

Every Business Man Keeps His Eye
on Satisfying the Customer

—that’s why Webster Electric Tone Arms and Cartridges are
widely sold for use on radio-combinations and record changers.

The Webster Electric crystal cartridges are uniform producers
of true tone quality. In addition to faithful reproduction, they
are dependable and have long life. Their past record of perform-
ance insures their future dependable service.

The Webster Electric cartridge has balanced construction that
produces maximum output at designated tracking pressures—
with minimum distortion and minimum mechanical reproduc-
tion. There ar¢ models designed for sharp cut-off at higher
frequencies, while others provide response over an exceptionally
“vlde frequency range through use of an extremely lightweight
Slectric development. Sharp reso-
nance peaks are avoided and efficient performance obtained.

WEBSTER ELECTRIC
CARTRIDGES

Write Webster Electric Company, Racine, Wisconsin, for full
information and complete listing of tone arms and cartridges
that are now available.

(Licensed under patents of the Brush Development Company)

WEBSTER ELECTRIC

|
RACINE gl WISCONSIN
Established 1909
Expori Dept. 13 E. 40th Streef, New York (16), N. Y. Cable Address "ARLAB" New York City

““\xw:
&-@i‘%

‘“Where Quality is a Responsibility and Fair Dealing an Obl

\, ntn et
e
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WE CERTAINLY hope there is smooth sail-
i

ng ahead for radio retailers.

Production headaches have been soothed.
There is still a big unsatisfied demand for
nationally known and accepted radios,
but ... ’

How much would it take to turn that
sweet zephyr you’re sailing with into a
hurricane of old distribution miseries?
Remember those camouflaged discounts,
circus promotions, the dumping, and the
regular whirlwinds of price cutting.

Sparton dealers aren’t worried about
what’s over the horizon. S.C.M.P.* is full
rotection against any storms brought on
Ey a return to the practices that once made
radio retailing second-cousin to election day
in a Banana Republic.

First, they are backed by full-scale pro-
duction in Sparton’s factories. They have

beautifully styled and skillfully built models
to offer. They have the gorgeous full tone
of “Radio’s richest voice since 1926!”

Second, Sparton dealers have S.C.M.P.*
——the exclusive merchandising plan with
one, and only one, Sparton dealer for each
area. Distribution costs are slashed by direct
factory-to-dealer shipments. All of which
means profitable selling prices that are amaz-
ingly low—-competitive with mail order
house brackets.

A final . point, Sparton’s appealing and
eye-catching national advertising works
100% for the one Sparton dealer in any
area. Fvery copy of every ad coming into
the territory goes to his prospects. It’s easy
to see why S.C.M.P.* is here to stay.

It pays to be a Sparton dealer!

THE SPARKS-WITHINGTON CO., JACKSON, MICH.
Radio and Appliance Division—Plant 5

Radio’s Richest Voice Since 1926

SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive
* L] L] [ ] ® method of profitably retailing radios and home appliances that has been

and is being advertised regularly to consumers in leading magazines.

RADIO & Television RETAILING o

March, 1947
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ONE

p DEALER

in each community

Check These

Profit-Increasing Features

o o @

One exclusive dealer in each
area

Direct factory-to-dealer
shipment

Low consumer prices
National advertising

Factory prepared and dis-
tributed promotion helps

Seasonal promotions
Uniform retail prices

Products styled by
outstanding designers

29



' hetter (ofg get the whole picture ...

If you want to know about Frequency Modulation, there’s no sense getting part of the picture one place,
another part somewhere else.

Not when you can have it all—presented concisely, accurately, intelligently—in FREQUENCY MODULATION
BUSINESS, the on/y magazine that is 1009 for and about FM.

Through its pages you can follow the expanding pattern of this new broadcasting service. You can learn the
latest facts about FM development. You can read the opinions, predictions, case histories and interpretations
of leading FM authorities. You can learn about FM trends before they become realities, follow the technical
advancements of FM, gain important information about every phase of this new, booming industry.

All this—presented in a crisp editorial package, easy to read, in understandable language—is yours with
FREQUENCY MODULATION BUSINESS.

Nowhere, no matter how many publications you read, can you find so much information about FM—
information that is up-to-the-hour, pertinent, profitable. Three dollars brings you FREQUENCY MODULATION
BUSINESS for one year. Three hundred dollars can’t get you as many facts about FM anywhere else. It’s so
much for so little. '

d Y | _ Subscribe Today a

' ——————————————————————————————— -
FREQUENCY MODULATION BUSINESS

Murray Hill Hotel
Park Avenue at 40th Street
New York 17, New York

YES, we want to receive FREQUENCY MODULATION BUSINESS regularly.
Please enter our subscription to start with the current issue as checked below:

[] 2 yeors $5. []1 yeor $3.
Add 50c yearly for Canada

FREQUENCY MODULATION

Name .. Position
BUSINESS

Firm e e

Address

City Zone No State

[] 8l firm [] Bill Me [[] Check enclosed
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Your all-star radio sales foree for 1947
is

Olympic’s Supreme Court
of Radio Listening

The wives and families of your customers’ favorite radio
stars are the Supreme Court of Radio Listening. When
these famous people tell the big news about the new 1947
Olympic ‘tru-base’ radios, everyone pays attention!

Every month during 1947 this Supreme Court of Radio
Listening will be doing just that! Telling customers about
the thrills of ‘tru-base,” Olympic’s exclusive, electronic de-
velopment that enables table radios for the first time to
reproduce the full, audible tonal range, from the richness
of deepest bass notes to the wispy delicacy of reediest
trebles. And that’s just one of many electronic advances
Olympic is featuring for 1947.

The new Olympic cabinets are big 1947 news, too. 1947
cabinets are fashioned of precious hardwoods and lustrous
plastics by master designers. They’re cabinets that add
richness to any living room. So beautiful that these new
1947 models are meeting with an enthusiasm exceeding
even that which greeted the 1946 models.

FIBBER McGEE AND
MOLLY’S CHILDREN

MRS. KAY KYSER

Smashing color ads in national magazines tell the
powerful story. This big 1947 Olympic news breaks in two
of America’s most potent customer-convineing magazines
—The Saturday Evening Post and Collier’s. With full page
ads in full color. Every month of the year!

Add ‘em up—all these strong points of the new 1947
Olympic Radios—and get a brand new idea of how to
make bigger and better radio profits. Just think! *Tru-
base’ plus other electronic advances plus greater cabinet
beauty plus the convincing Supreme Court of Radio Lis-
tening. With all these, the coming year should be your
biggest Olympic year . .. your biggest rodio year, ever!

Olympic | Radio

B Ul sar Oes,

The only radio # with 'Tru-Base’

OLYMPIC RADIO & TELEVISION, INC., LONG ISLAND CITY 1, NEW YORK

RADIO & Television RETAILING @ March, 1947
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What you should &now about EZE
to sell Refri derators

According to a fly-by-night research organization, most of our feathered
A friends are notoriously fickle in their friendships.

' Pigeons, though, are different. In a way, they're more like people—male and
female generally sign a long-term contract. But note that a pair of pigeons
have simple needs—they ask only for each other and bread crumbs. While
people, when they pair off, must augment amour with everything from

roast beef to refrigerators.

Now a new refrigerator takes a big bite out of the family budget. So male
and female must agree on the make before théydmake with the moola. Not so
with; say, phonograph records. If he yearns for Bach while she burns for

boogie-woogie, each can buy the platters he or she wants.

- So whether you're pushing refrigerators or phonograph records, washing

machines or radios, you've got to sell two sexes—males and females. Either
together or separately. _

And who can woo males and females like The Ameri$an Magazine!
- . Dollar for dollar, page for page, no % \

other magazine can match the multi- . :

- million cfrculat_ion_delivered by ... eﬁm eric an.

| : Sagazine

THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y.,'PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION

%
32 3 RADIO & Television RETAILING e March, 1947




RADIO

RETAILING

O. H. CALDWELL, Editor * M., CLEMENTS} Publisher * 480 LEXINGTON AVENUE, NEW YORK 17, N. Y.

Multi-Selling Will
Keep Us Prosperous!

The “radio-in-every-room” campaign touched off by the Radio Manu-
facturers  Association symbolizes a large section of the rampart being
erected by a far-sighted American industry against a possible depression.

In order to keep prosperity we must sell an output of goods v1rtually
as high as the colossal amount we produced during the war.

Maintenance of such huge-scale- manufacture is a pushover for our
factories. The real feat is to sell this merchandise fast and at fair prices.
. We must sell more and more to each home. To do this we must !{
view yesterday’s “saturation” goals as being pitifully inadequate today. |
Multi-selling is the formula which not only promises more profits but a
continued prosperity, and a better living standard for Americans.

Just as we used lethal weapons to win the war we can use manufac-
turing and sales weapons to win a continued era of peace and plenty. In-
spired by RMA’s campaign to sell a radio for every room we can apply
this multi-sales theme to the other products we sell.

For instance, fans in every room, a food freezer along with the refri-
gerator; clocks in every room, electric blankets on every bed—electric table
appliances in the basement rumpus room; vacuum cleaners for each floor;
space heaters and room coolers throughout the home.

There are many new and exciting things to sell too. There is radio
with new features such as FM and television; electric ranges for an almost-
virgin market, new automatic washers, more and more new “health” lamps
and scores of other things. Added to all these, the great new interest in
discs and record players will continue to bring new dollars to the field.

We have the selling weapons, so let’s train our sales sights in order to
calibrate them with continued high-production. Manufacturers, jobbers,
dealers and consumers must make more, sell more and buy more goods. In
this way we can prevent a depression from creeping up on us.

RADIO & Television RETAILING @  March, 1947 33 |
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RADIO,

FCC CHAIRMAN DENNY PREDICTS 700 FM sta- WHOLESALE TRENDS IN THIS INDUSTRY. More

tions by the end of 1947. Sees public demand for
FM home receivers growing rapidly from here on.
FM broadcasters continue to plan ‘active tie-ins with
retailers in order to promote sales of sets.

RETAILING TRENDS IN RADIO/APPLIANCE

field. Dealers planning to resume wide-scale outdoor
selling. . . . Few trade-ins thus far, but dealers figure
they're on the way in great numbers soon. . . . Priority-

buying about done with. When customers can't get

what they want they “shop” for it. . . . Flood of “please
deliver” requests costing merchants real dough. . . .
Dealers rushing to get in line to sell fans and room
coolers for what looks like biggest season ever. . . .
Easy terms being advertised again. . . . Possible changes

in discount structure present topic of great imterest.

RADIO/APPLIANCE MANUFACTURING TRENDS.
Small number of “straight” consoles turned out in ’46

bears out predictions made a couple of years ago. .

Concentration of more facilities in factories aimed at
less dependence on suppliers. .. . . Exciting’ news on
airborne TV transmitters being readied. . . . Some
manufacturers working on appliances to “‘make” con-

centrated coffee in the home. . . . With exception of

those having totally different vacuum cleaner models,

practically every manufacturer now has tank models;
most have hand vacs, too. Few have straight suction

uprights. . . . Improved insulation techniques make
possible placing of ranges right up against metal and

non-metal walls. . . . Manufacturets getting lots of

good publicity via announced price reductions. -

JOBBERS, ALONG WITH MANUFACTURERS
and-retail merchants, find that their costs of operating
have climbed sky-high. Some of the upped-expenses
have been pointed out by L. B. Calemaris, executive

secretary of the National Electronic Distributors dsso-
ciation, as follows: countermen, who before the war:
were paid $20 to $25 a week now receive $50 and $60

and sometimes $70; jobbers who formerly traveled a
couple of salesmen at $30 to $35 a week, now employ
flve or more at an average weekly salary of $75.

“TELEVISION HAS HAD MORE STARTS aad stops

than a horse-drawn milk wagon quipped Ray C.

Cosgtove, president RMA, before American Market-
ing Association. He looks for production of 300,-
000 TV sets during 1947, most of which will go

into NY area.’ (In 46, TV output totalled 5070
table models, 1385 consoles and 10 projection sets.)

“DON’T-YOU-KNOW-THE-WAR’S-OVER ?” gripes
from consumers to dealers becoming more frequent
along the service-estimating front. Such beefs put the
merchant on a spot because his costs have skyrocketed,
and are still climbing, particularly, his labor expenses.
 It’s often difficult to justify repair charges to consumers
who See many commodity prices dropping, but who fail
to realize that the merchant must still pay top salaries.

men being put on road to call on dealers. . . . Smart
distributors frowning' on compulsory ‘“‘assortment”
deals. . . . Many a jobber considering further diversi-
fication of his lines. . . . Wholesale store improve-
ment programs being aimed at encouraging visits by
retailers. . . . Great new interest in dealer-financing
problems as money tightens up. . . . Discount struc-

‘tures being analyzed and discussed. . . . Jobber visits

to factories increasing.

SOME SIGNS MARKING RETURN OF COM-

PETITIVE selling: “Personal” lending companies
doing big volume of business, “One-Day Watch Re-
pairing Service” signs in windows; some electrical ap-
pliances being offered at 50% off to retail customers,
cut-priced cigarettes, smiling head-waiters; installment

 business increasing; taxi drivers soliciting customers;

used car “for sale” advertising space away up, and
“thank-you's” being given in return for smaller-than-
ever-lips in restaurants, barber shops, etc. Up to $100

trade-in allowance on old radios offered by one New

York 'clz(zin :

THERE IS NO EVIDENCE OF A TREND on the part

of refrigeration manufacturers to set up additional
jobbers and dealers for: their food freezers. Most
announce they will continue to use established out-
lets. Newcomers will have to do battle with the

~ famous-name brand makers who'll go after the mar-
ket, hammer and tongs. Some predictions for freezer
- sales for 1947 run as high as 750,000 units. There

are about 450,000 in use today.

~ “YOU CAN TAKE IT WITH YOU” is the state-

‘ment alert radio/appliance merchandisers will be mak-

ing to many a customer interested in buying a portable
radio during the coming vacation season—a season not
so far off that the dealer has any too much time to plan
his purchases, promotion and sales of the carry-about
sets, which last year were scarce as hen's teeth.

BENDIX PRODUCED 300,000 home laundry units in

1946. Firm estimates that it will turn out 700,000
automatic washers, 150,000 automatic dryers and
100,000 automatic ironers in 1947,

THERE'S A MOVE ON FOOT AMONG manufac-

turers in the radio field to standardize diagram repre-
sentation of tube sockets, switches and similar elements,
for the benefit of the retail servicer.
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Records, and 'Télevision, |

THE SPECIAL -EMPHASIS ON FM IN RMA'S
DRIVE to promote “A Radio for Every Room—A
Rodio for Ewery Purpose,” has been pointed out by
Edward R. Taylor, chairman -of the RMA sub-com-
mittee in charge of the campaign. “FM broadcasting
opens an entire new field of radio entertainment,” says
Myr. Taylor, “and offers a compelling reason for every
family to increase the number of radios in its home.”
The increased number of radio stations which FM is
bringing to the air makes it more imperative for the
consumer to have additional radio receivers, he declared.

DEALERS ARE TIGHTENING UP ON “OPEN
CREDIT” now that money is getting tighter, and
many “transient” householders are comsidering the
possibility of going back from whence they came.
Due to this trend, look for a sharp increase in busi-
ness being -done by the nation’s lending institutions.

MAKE MORE MONEY, MAKE MORE FRIENDS
by selling more of this-and-that in every home. Here's
a theme for radio/appliance retailers to adopt for 1947.
In order to keep prosperity, full-employment and to
prevent another depression, we must sell more goods.
Along with active participation in RMA's radio in
every room campaign, dealers should try. to sell cer-
tain appliances for every room, too. Multi-sales will
increase dealer’s profit, and will help raise American

, living standards.

BACKLOG OF DEMAND FOR STANDARD discs
in manufacturers’ catalogs which have been built up,
now shows promise of being filled. Production of
records has geen going ahead at such a steady pace
that manufacturers are planning to re-issue record-
ings of established contact artists for which demand
has been great.

“UNFAIR AND DETRIMENTAL TO THE
TRADE” is the “Common” practice of requiring
dealers to make “tie-tnw’’ purchases, etc., in order to
secure special franchises or desired merchandise, asserts
the Westchester Gas & Electrical Appliance Dealers
Assn., Mount Vernon, N. Y., in a resélution. Copies
will be sent to manufacturers, jobbers and sales repre-
sentatives with whom the members do business,

PROMINENT RADIO MANUFACIURER will
shortly appoint service centers in dealer establish-
ments for installation and warranty repairs of his
television receivers. A full year guarantee will be
offered, but the consumer will pay for it undet. an
“insurance policy” plan,
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REVISED RMA PRODUCTION FIGURES est:-
mate 1946 total receiver output at fifteen million. Of
“the sets reported by RMA members, 10,219,191 were
table models, including 1,215,924 radio-phonos; 925,
171 were consoles, of which 820,979 were also com-
binations. . 1,153,458 auto radios were produced and
the total number of portables was 1,022,689,

“WE ARE HEADED FOR A BUYERS’ MARKET just
as sure as shooting! The days of soft selling are
numbered. In some instances those days are gone—
definitely. Smart dealers are getting set to sell. They
are rectuiting able sales staffs and training them to
do a selling job.”—H. L. Clary, Norge general sales
manager. -

NEW “UNIVERSAL” PROBUETSANNOUNCED
by Landers, Frary & Clark include a two-speed washer,
a bantam electric range which plugszn regular outlet,
and a vacuum cleaner having cn automatic light, warn-
ing user when bay needs emptyings The firm’s large
and complete line of majot and small appliances is
currently being shown in-a number of cities. Details of
a new automatic washer will be announced soon by
the company.

HYTRON WILL SHORTLY ANNOUNCE a new
ultraviolet ray lamp which will be marketed at a
popular price.

THE PEAK OF THE LABOR CRISIS HAS BEEN
REACHED New York advertising executive, B. M.

* Reiss, believes. He predicts that there will be fewer

strikes in ‘47 than in ‘46, fewer workers involved in
strikes this year than last, and that strikes in 1947,
will last for a shorter average period than in 1946.

SELLING REFRIGERATORS TO ESKIMOS, that
mythical super-salesmanship qualification, may one
day be put to test now that we’re commencing to in-
habit the Arctic regions, punned an appliance manu-
facturing executive, One way around obvious argu-
ments against purchasing on the part of the Eskimo,
we suggest, would be to offer him the appliance as
a device in which he could keep food warm.

AN EXPEDITION TO AFRICA’S fabulous Motin-
tains of the Moon, to explore the mysterious Lost Lakes
of the Ruwenzori, and to conduct scientific research
and short-wave radio experiments has been announced
by the Gatti-Hallicrafters Expedition. The group
which will leave the United States in August, expects
to kleep in constant touch with Hams throughout the
world. :
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@ ONLY RCA VICTOR MAKES THE VICTROLA

The demand is terrific , . . and no wonder!
The exclusive “Golden Throat,” and other
RCA YVictor features, join to produce the
finest instruments in RCA Victor history!
Dynamic full-page advertising in leading
magarzines creates an advertising campaign
unequalled in dominance!

And, 148 NBC stations, from coast to
coast, bring the latest news on RCA Victor
instruments to over 6 million people . . .
with the popular RCA Victor program,
“Music America Loves Best.”

records and radio programs,

*

Here’s why your customers want

Turn to the striking full page of color
that tells your customers about the 65U
Victrola radio-phonograph in:

Life—March 10
Saturday Evening Post—March 8
Collier’s—March 15

Try the 65U yourself . . . listen to any
radio program , . . play any record, jazz or
symphony . . . compare it with anv other
radio-phonograph in or near its price class
and you’ll understand why your customers
want . , . and will wait for this Victrola.

Here are a few of the outstanding features the 65U offers:

“GOLDEN THROAT” acoustical system produces new high-fidelity reproduction.
brings out the singing, golden tone of ~ UP TO TWELVE RECORDS (10-inch)

may be played without change to insure

“SILENT SAPPHIRE” permanent jewel- up to 40 minutes of recorded music. Ten
point pick-up eliminates “*hiss”” and 12-inch, records may be played for up
needle chatter ., . prolongs record life . . . to 50 minutes ol enjoyment.

The 65U ... richly finished in walnut
and other carefully selected woods.

“Yictrola”—T. M. Reg. U. S. Pat. Off.
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RCA VICTOR instruments!

RCA Victor instru-
ments mean profits . . .
big dollar profits for you!
RCA Victor’s engineering
skill assures the superiority
of these instruments . . . and
dominant advertising builds an
overwhelming demand . . . a con-
sumer preference that will last long
after this ““seller’s market’’ has faded.

Watch for RCA Victor’s second page
of brilliant color advertising the 65X 1 and
the 65X 2 in:

Life=-March 24. Collier’s—March 29
Saturday Evening Post—March 22

The 65X 2. .. smartly cased in 2
smooth ivory-finish plastic. R i’

Then compare these two compact table model sets for
beauty of appearance and performance with any other
radidin the same price class. See for vourself how they give
better value to your customers . . . faster profits for you!

The 65X 1...
rich in its walnut-
plastic cabinet,

The finest tone system in RCA Victor  Listen to the “Golden Throat” in
history! Richer, higher fidelity is pro- action, and you’ll know why your
duced by the “Golden Throat™...the customers will come to you——to' see,
exact balance of cabinet, loudspeaker  hear, and buy RCA Victor radios and
and electronic amplification. Victrola radio-phonographs.

rod Jrcrorn @&

DIVISION OF RADIO CORPORATION OF AMERICA
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Four-Way Flow of

@ “Ble-Ponr” glore layeus deggned
to “graw” buyers through every de-
parusnent, PRz exclusiwg represen
m of many famous makes gy

top-fught merchandising methods

h ong New Jersey merclignd’'s for-
mula for ocreasing sales volume
and profity

Opening on Elsetion Day 1945,
the Harmony Shop in Millbamn,
K. J. had by the following year
been voted Number QOme Fig-4
Dealer im the area, according
the jogal utility company's gurvey

The phenomena? record of this
tast-growing outft is easfly ex-
plained by store mansger Donsid
W. Collins, formerty reeord and rs
Lo buyer for the wﬂi&m Bam-
berger depavbmen ‘
ark, N. 1,

Housed s a beautiful new build-

4-WAY STOAE LEADS BUYERS TO RADIOS, RECORDS,

fog constrecied not on high-rentst
Main Street or Millbgrm Avenue
bat around the eormer on Essen
Street, the store faces on the mu-
nicipal free parking lot adjo
the railroad station. This b L3
iz also at the base of the roads ey~
tering twwn from the Bhort Hills
community, one of the richest in
the East. the residents of whickh
find the stores joeation & great

gonvenience

g

ansoles Aet os Hegnel

The layout was designgd m
great attention paid to fzafd

movement, with the result m
visitors entering the front door are
inevitably attracted through the
appliance and record salesrooms
down to the radlo displays in the

" _

i a *

Nlhtu,& Lthe g 2 CRR see directly
i = Juires TwastiLy
through ¥ sllen -getti
daspabay, puseh] o
Qom sales inessag

e 4 ks B

¢ 4

the succession of displays. The

srchwny to this last unit space will
be broken through the rear wall of
the ronsgle radio showroom. To be
used in radio demonstrations, the
ceiling will be dome-shaped for
acousuic reasons, while the foor
will be supporied on pillars fank-
ing an inclined auto dejve ramp
The new romm will thereby act s
shelter for aute-radio servicing
work.

fsen behind one of the delivery

APPLIAMNCES, SERVICE

g - 5
- g 4

'

saerins

soe of rhe Lirgest ssloctinos of heavy
ond grsll wppilences &y the cowntry, Fuutwsd
Hemi  woiwile washers, donem, cleaners aod
Srevsers.

Asplioncy fepsrioment, wheve

Lovking through e, woll-lghted windoo dis-
$hey st Joty, vhopgin wo past axniitiply grches
2 awer wioes. Flow ples, shown leks, s
Gxatey boms-way divislon of opoca,




Profite

Store Planned to Draw
Customers Set-by-Step
Through Big Sections
of Varied Merchandise

Manager Don Collins demonstrates a de-
fuxe console in the comfortable, sound-
treated big-radio sales room,

‘ The service department entrance ad-
joins! the sales room above, leading
downstairs to two clean modern shops.

trucks is a room now used’'as an
office, which is to confain the tele-
vision displays, although ultimate
plans call for a separate shop along
the lines of a “telévision center”.

Layouts of the various rooms
were selected partly from plans
submitted by leading distributors
based on their experience.

Stresses Leading Makes

Every attempt has been made to
secure exclusive representation in
the town on many=of the leading
makes of radios and appliances,
while the store carries a record
stock claimed to be the largeést in
Essex County. Besides the record
display room shown, a large stock-
room is jam-packed with replace-
ments.
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Q Four walls of the record department carry part of this store’s large stock. Behind the small-
radio display a ‘long island offers every type of portable and table model record player.

Activities of the Harmony Shop
extend to the sound field, includ-

. ing the installation, and rental of

PA and the sale of intercoms. This
work, like the radio- and appliance
service department, is under the
charge of Jules Seiler, a 20-year
specialist in service.

Fifty per cent of the shop’s serv-
ice activity is “outside” console
work, in which the two trucks are
used, while a well-organized serv-
ice bench and stockroom permit
quick action on repairs, doing the
kind of job that has rapidly earned
the store a fine reputation for re-
liability and service.

Appliance sales represent a large
proportion of the Harmony Shop’s
trade, and the first room at the
store’s entrance is filled with white
stock, as well as light appliances.
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® YVigorous support of the theory
that reliable radio servicing is the
key to profitable radio sales is fur-.
nished in the spectacular growth of
the Deason Radio Company, San
Antonio, Texas.

When a manufacturer of a lead-
ing line of radios recently revealed
that C. G. Deason’s concern had
merchandised 54.4 per cent of the
car radios of that line sold in the
San - Antonio territory, he ; con-
firmed the idea that Deason’s is
headquarters for many car radio
owners.

Specialty servicing and specialty
selling has been a company strong
point since its beginning. The work
is done on modern eguipment
amidst stimulating surroundings.

In a 25’ x 25’ shop, with steel in-
cased, frosted-glass windows, which
provide a natural light, the tech-
nicians turn out from twenty-five
to forty service jobs daily.

“We’re the biggest auto radio re-
pair outfit in town,” claims Mr.
Deason. “Although' we ballyhoo

40

our virtues less than any radio
dealer in San Antonio, we closed
the 1946 books with a yearly busi-
ness that totaled over $100,000.00.
Personal -attention to each service
problem, that results in regular,
satisfied customers; money-back
guarantee on repair work, -that
really sticks; up-to-the-minute
service facilities; '‘and the finest
advertising in- the world—a well-
lighted showroom-—was the com-

bination that produced the 1946

record-crashing service and sales
volume.”

Appliances Are Demandedd

Four years ago, in a building on
one of the city’s main arteries of
traffic, after moving from a loca-
tion four years previously whieh
he shared with a gas service sta-
tion, C. G. Deason resolved that,
with the exception of service equip-
ment, future alterations would be
limited and inexpensive. )

He failed to reckon with his serv-
ice customers’ postwar de‘man‘g for

N

This Texas dealer had been a specialist in auto radio sales and
service, but postwar times brought expansion into home products.

the complete galaxy of electrical
appliances. His intuition didn’t
tell him that the friends his serv-
ice department had been accumu-
lating since 1938 would be beating
a steady path to his door, not
merely to buy home and auto ra-
dios, but to purchase the complete
gamut of appliances from electric
clocks to refrigerators.

Deason remodeled again. Count-
ers and other fixtures were finished
in blond oak. A green vitrolite fin-
ish was applied on counter tops.
Walls were painted a gleaming
white. But of all the moderniza-
tion feafures, Deason fancies the
eight big, 4-tube fluorescent fix-
tures, which he keeps burning all
night.

Four years §3§‘0 the San Antonio
dealer maintained that he would
never again remodel his quarters.
He had just finished a sparkling
modernization that transformed the
building into something pretty ad-
vanced in the way of design, light-
ing and decoration. A spacious

RADIO & Television RETAILING e ‘March, 1947
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San Antonio Retailer
Serenades the Auto
Radio Fans — and
Others—to the Tune
of $100,000 a Year

drive-in arrangement with provi-
sions for fifteen automobiles had
been completed. A shelter arrange-
ment for minor auto radio servic-
ing had been installed—in bad
weather, the shelter is a boon for
motorists whose ailing sets require
only cursory attention.

Deason calculates that the inter-
est kindled by the window displays
has figured plenty in the develop-
ment of his enterprise into “the
most profitable little business in
this man’s town”.

He has 'ideas by the boatload
about window display arrangement,
but his chief principle is to change

Radio technicians at the store turn out from 25 to 40 jobs daily.

S

window exhibits freely and move
merchandise about in the building,
because “if you place a large dis-
play of merchandise in the win-
dows and allow it to remain indef-
initely, it creates the impression
that no one is buying.”

Merchandise Circulated

“Shifting merchandise around is
a key tactic of effective visual sell-
ing,” asserts Mr. Deason. “We re-
move half of our merchandise one
day, install a new line-up, and re-
place the other half the next day.
The window shoppers assume that

000

G. Deason says that this modern building is practically “the house that service built,”’

A

S
'lmtgm

%

Wy, =

the replaced products have sold,
conclude that the merchandise has
customer approval, investigate for
themselves., We shift merchandise
constantly, make daily changes of
the spotlighted products featured
under the big fluorescent lighting
equipment, and leave the lights on
all night.”

Among the facilities of the Texas
radio company is a complete parts
department, an essential section in
operating a successful service shop,
according to this dealer.

“Not only does it conserve time
to have every part at yocur finger-

(Continued on page 176)

The department has spacious drive-in facilities, complete parts stock,
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that reliable radio servicing is the

key to profitable radio sales is fur-.

nished in the spectacular growth of
the Deason Radio Company, San
Antonio, Texas.

When a manufacturer of a lead-
ing line of radios recently revealed
that C. G. Deason’s concern had
merchandised 54.4 per cent of the
car radios of that line sold in the
San Antonio territory, he , con-
firmed the idea that Deason’s is
headquarters for many ecar radio
owners.

Specialty servicing and specialty
selling has been a company strong
point since its beginning. The work
is done on modern equipment
amidst stimulating surroundings.

In a 25" x 25" shop, with steel in-
cased, frosted-glass windows, which
provide a natural light, the tech-
nicians turn out from twenty-five
to forty service jobs daily.

“We're the biggest auto radio re-
pair outfit in town,” claims Mr.
Deason. “Although' we ballyhoo
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This Texas dealer had been a specialist in auto radio sales and
service, but postwar times brought expansion into home products.

our virtues less than any radio
dealer in San Antonio, we closed
the 1946 books with a yearly busi-
ness that totaled over $100,000.00.
Personal -attention to each service
problem. that results in regular,
satisfied customers; money-back
guarantee on repair work, -that
really sticks; up-to-the-minute
service facilities; -and the finest
advertising in* the world—a well-
lighted showroom-—was the com-
bination that produced the 1946
record-crashing service and sales
volume.”

Appliances Are Demanded

Four years ago, in a building on
one of the city’s main arteries of
trafiic, after moving from a loca-
tion four years previously which
he shared with a gas service sta-
tion, €. G. Deason resolved that,

with the exception of service equip- —

ment, future alterations would be/

limited and inexpensive. i
He failed to reckon with his serv-

ice customers’ postwar demand for

the complete galaxy of electrical
appliances. His intuition didn’t
tell him that the friends his serv-
ice department had been accumu-
lating since 1938 would be beating
a steady path to his door, not
merely to buy home and auto ra-
dios, but to purchase the complete
gamut of appliances from electric
clocks to refrigerators.

Deason remodeled again. Count-
ers and other fixtures were finished
in blond oak. A green vitrolite fin-
ish was applied on counter tops.
Walls were painted a gleaming
white. But of all the moderniza-
tion features, Deason fancies the
eight big, 4-tube fluorescent fix-
tures, which he keeps burning all
night.

Four years ago the San Antonio
dealer maintained that he would
never again remodel his quarters.
He had just finished a sparkling
modernization that transformed the
building into something pretty ad-
vanced in the way of design, light-
ing and decoration. A spacious
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San Antonio Retailer
Serencdes the Auto
Radio Fans — and
Others—to the Tune
of $100,000 a Year

drive-in arrangement with. provi-
sions for fifteen automobiles had
been completed. A shelter arrange-
ment for minor auto radio servic-
ing had been installed—in bad
weather, the shelter is a boon for
motorists whose ailing sets require
only cursory attention.

Deason calculates that the inter-
est kindled by the window displays
has figured plenty in the develop-
ment of his enterprise into “the
most profitable little business in
this man’s town”.

He has ideas by the boatload
about window display arrangement,
but his chief principle is to change

Radio technicians at the store turn out from 25 to 40 jobs daily.
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C. G. Deason says that this

window exhibits freely and move
merchandise about in the building,
because “if you place a large dis-
play of merchandise in the win-
dows and allow it to remain indef-
initely, it creates the impression
that no one is buying.”

Merchandise Circulated

“Shifting merchandise around is
a key tactic of effective visual sell-
ing,” asserts Mr. Deason. “We re-
move half of our merchandise one
day, install a new line-up, and re-
place the other half the next day.
The window shoppers assume that

modern building is practically ‘“the house that service built.”

the replaced products have sold,
conclude that the merchandise has
customer approval, investigate for
themselves. We shift merchandise
constantly, make daily changes of
the spotlighted products featured
under the big fluorescent lighting
equipment, and leave the lights on
all night.”

Among the facilities of the Texas
radio company is a complete parts
department, an essential section in
operating a successful service shop,
according to this dealer.

“Not only does it conserve time
to have every part at your finger-

(Continued on page 176)

The department has spacious drive-in facilities, complete parts stock.
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Store Lay-out Is a
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Magnet to Customers

B8 This window display of the San Diego dealer is
_ very simple, but looks effective through wide
glass, All display areas are kept polished.

T R sy

Designed for Selling

® After thirty years of doing busi-

With a frontage of only 50 feet,

cluding Magnavox, Zenith, RCA-

A

ness at 630 C Street in San Diego, the store is 200 feet from front to Victor, Philco, General Electrie, and i
Calif., the Southern California Mu- rear with a full basement and mez- Stromberg-Carlson. Corner shelves 3
sic COmpahy has remodeled its zanine—a total of 23,000 square are effectively used for the exhibi- ;
store and combined = functional feet of usable floor space. The front tion of table model sets. £
beauty with profit-making, ) third of the main floor is occu- Here they have an opportunity

The plans were changed seven pied by a large radio and piano dis- to make a, casual inspection of
times before the present store lay- play area (left) and a record sales merchandise and to ask questions. 55‘_«
out was chosen. Alfred D. La Motte, department (right). A wide cor- This area also serves as a sort of !(‘
the landlord, and Eugene R. Jaeger, ridor along the center extends “separation center” where the r
the executive vice-president and from the middle of the store to the salesman has an opportunity to be-

manager, were determined to have
a store that (1) would be easy to
operate, (2) would handle a large
number of customers, and (3)
would have an atmosphere appro-
priate to the firm’s reputation.

Mr. Jaeger says that “there is a
deflnite reason for the location of
every section of the store. From
the customer’s viewpoint, a visit to
the Southern California Music Com-
pany of San Diego is a pleasant ex-
perience; from the employe’s view-
point, the establishment is both a
beautiful and a convenient place
in which to work. ‘

rear. Opening off this corridor-is
the manager’s office, cashier’s of-
fice, general office, accessory sales
department, a band instrument
sales room, and several rooms for
radio and piano sales.

Prospects Are Stopped

Pedestrians on the sidewalk can
look through the full length win-
dows into the store’s glittering in-
terior. Entering through the solid
glass doors, the customer finds to
his left a display of the leading
models of the company’s lines, in-

come acquainted with the custom-
er, discover his likes, and determine
what models most specifically in-
terest him. When a prospective
customer has been separated from
the ranks of the ‘“suspects,” he is
then escorted to one of the radio
sales rooms opening off the corri-
dor. :

In the radio sales room the cus-
tomer has an opportunity to see
and hear and compare the various
makes and models in a quiet at-
mosphere. Here, too, the salesman
has an opportunity to do a thor-
ough selling job without the inter-

s
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ference and noise of store traffic
and without interruptions {from
other customers. Two cardinal
rules laid down by manager Jaeger .
‘are (1) customers must be greeted
within a minute or two after they
enter the store, and (2) under no
circumstances may a salesman be
disturbed when he is with a cus-
tomer in any one of these sales
rooms.

The record sales department oc-
cupies the large area to the right
of the entrance and just opposite
the radio display floor. Working
on the theory that customers will
be prompted to make additional
purchases if they are allowed to
browse through the titles, the store
has albums displayed on open
shelves and single records banked
up on special counters. There are

six modern, comfortable listening
booths equipped with Magnavox Above, the radlo display floor shows all table units on neat shelves. Only smaller sets are sold
el . " T
players, in addition to the five lis- ::::nd ':3';:; t::u r:::::: ndep; y -:oﬁi:?u:see::: :::albrfcmmg'l' v::ht an electric lift con;:ealeedd
. - . . T a a € b
tening posts next to the single rec- ] _pfan seven revisions produc

ord counters.

Floor Strategy

Adjoining the record department
is a separate department for the
sale of needles, record brushes, and
accessories. Directly across the
corridor from the accessory depart-
ment is the cashier’s office and
general business office. A glass-
enclosed manager’s office adjoins
the cashier’s office and is next to
the radio display floor. From this
vantage point the manager can
keep an eye on all activity in the
store. He is able to go to the aid
of salesmen when help is needed,
answer the questions of customers,
and is available for decisions need-
ed by the general office.

The mezzanine forms a balcony
which rings the entire corridor. It
is reached by two stairways in the
center of the store and contains
seven soundproof studios, in addi-

(Continued on page 176)
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Crosley COMBO

Model 56-TZ table style automatic
radio-phonograph. PM-type oval speak-
er, beam power output tube. Signal
Web antenna. Two-position tone con-
trol for both phono and radio, auto-
matic sensitivity control, 4 radio tubes
plus rectifier. Plays ten 12” and 10”

intermixed records, or ten 12” or twelve.

10” discs. Automatic shut-off, Floating
Jewel tone system. Walnut veneer cab-
inet has woven plastic grille cloth
framed with Macassar ebony (Model
57-TQ is lime walnut with New Guinea
wood trim). Measures 95" high by
193" wide by 17%” deep. Crosley
Division, Aviation Corp., 1329 Arlington
St. Cincinnati, Ohio—RADIO & Tele-
vision RETAILING

Hoffman COMBO

Model B-400 end-table size automatic
radio-phonograph engineered for small
apartments and crowded rooms. Illu-
minated slide rule dial, ac-dc, built-in
loop antenna, automatic volume control,
Alnico PM dynamic speaker. Low pres-
sure tone arm, plays ten 12” or twelve

10” discs. Modern design cabinet
"Styled in California.” Measures 83"
high by 15” wide by 21” deep. Will
list under $100. Hoffman Radio Corp.,
3430 S. Hill St. Los Angeles, Calif.—
RADIO & Television RETAILING

ECA RADIO

Model 204 three-way portable receiv-
er, 7 tubes including rectifier. Three-
gang variable condenser, tuned RF
stage, one watt undistorted power out-
put’ on ac-dc. Separate power output
tube on batteries—for economical oper-
ation. Alnico § speaker. Recessed con-
trols on slenderized design . cabinet.
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Sturdy case covered with leatherette.
Electronic Corp. of America, 170-53 St.,
Brooklyn, N. Y.—RADIO & Television
RETAILING

Communophone
INTERCOMMUNICATORS

New Deluxe line of intercommunica-
tion units consisting of LA, LC and LS
series, from which all types of systems
can be designed. LA units are for sys-
tems using one master and a number
of remotes. LC series includes all master
systems providing a number of private
simultaneous 2-way conversations—this
series has the “Discrete Busy Signal”
indicator system. LS series provides a
number of masters operating with a
number of remotes. Master units in
each series come with either 10 or 20

‘selective pushbuttons. Handsets avail-

able for LC and LS series. Operate on
110 v AC. David Bogen Co., Inc., 663
Broadway, New York 12, N. Y.—RADIO
& Television RETAILING

Tele-fone RADIO

Model 145 three-way superhet port-
able receiver, self-contained loop an-
tenna, Alnico 5 PM speakeér. Operates

on ac-dc or self-contained batteries—
uses 5 flashlight size D cells as A sup-
ply plus single Eveready No. 467 67V/;-
volt battery or equivalent for B supply.
Four tubes plus selenium rectifier—no
waiting for heat-up. Slide rule dial,
-automatic volume control. Simulated
leather cabinet with plastic front meas-
ures 9%" by 315" by 7”. Weighs 51,
Ibs. with batteries. $29.95 retail. Tele-

tone Radio Corp., 609 W. 51st St., New

York, N. Y.—RADIO & Television RE-
TAILING

Emerson RADIO

Model 511-—the “Moderne” table unit
with three-dimensional dial, five tubes.
Plastic cabinet molded in one piece of
Resinox: plate and dial are Lustron.

" Recess streamlined into top of cabinet

to provide carrying handle. Grille is
fabricated from pierced metal in color
contrast to cabinet. Curved transpar-

ent plate for feature dial. Comes in
selection of black, ivory and gold com-
binations. Emerson Radio & Phono-
graph Corp., 111 Eighth Ave., New York
11, N. Y. $29.95.—RADIO & Television
RETAILING

Setchell Carlson
PORTABLE RADIO

Model “55” battery-or-ac portable re-
ceiver with two bands. Tunes 540 to
1820 k¢ plus 6.3 to 2.3 mec. Uses two
small 45-v “B” batteries and four regular
flashlight cells, all self-contained. Five
tubes, directional adjustable loop an-
tenna. Automatic cut-off switch discon-
nects batteries when used on ac. Dyna-
mic speaker, slide rule dial. Sturdy
.weather-proof case, modem aero-lug-
gage style. Measures 73" high by 121"
long by 634" deep. Weight, less bat-
teries, 13 lbs. Setchell Carlson, Inc.,
2233 University Ave., St. Paul, Minn.—
RADIO & Television RETAILING
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Faraday REFRIGERADIO

Model C-259 kitchen receiver, table
unit, designed to simulate tiny refriger-
ator. Superhet with 6 tubes, including
rectifier; ac-dc, Alnico 5 speaker. Built-

in Franklin directional antenna, two-
gang condenser. white-on-black dial
letters to contrast with white cabinet.
Machine lock-cornered cabinet of solid
wood; door made of special plywood to
retard warping. Washable finish.
Measures 1214” high by 7Y,” wide by
7” deep. Faraday Radio Mig. Co., 259
Church St. Annex, New York 8, N, Y.—
RADIO & Television RETAILING

Farnsworth FM-AM COMBO

Model EK-141 console ac superhet

combination, with AM, shortwave, FM
and automatic record changer. Push-
buiton tuning for AM or FM. phono
compensated circuit. continuously vari-
able base & treble tone controls.
Shielded rotatable Bilt-In-Tenna for AM;
built-in dipole for FM. Band spread tun-
ing, 3-gang tuning condenser with
tuned RF amplifier, Beam power output,.

RADIO & Television. RETAILING o March, 1947

push-pull amplification, 12 PM Alnico
speaker. Slide rule Travelite dial AVC,
automatic stop. Tune 540 to 1600 kc:
FM from 88 to 108 mc; shortwave from
9.4 to 154 mc. Cadmium plated steel
chassis. Farnsworth deluxe 3-point sus-
pension automatic disc changer plays
twelve 10” or ten 12” records. Feather
weight tone arm, sealed crystal pickup,
precious-metal stylus. Automatically
illuminated changer compartment. Cab-
inet measures 354" high by 425"
wide by 18” deep. Farnsworth Tele-
vision & Radio Corp., Ft. Wayne 1,
Ind.—RADIO & Television RETAILING

Jewel RADIO-CLOCK

Model 505 *“Pin-Up” superhet re-
ceiver-and-electric-clock, for use on the
kitchen or bedréom wall or any shelf
or table. Circuit uses selenium “Miracle
Rectifier” plus 4 tubes. "Magic Voltage
Control” to handle voltage surges—
helping to increase tube life. Plastic
case comes in variety of colors. $39.95.
Jewel Radio Corp., 583 Ave. of the
Americas, New York, N. Y.—RADIO &
Television RETAILING

'

Cyart RADIO

Model B two-band table receiver with
6 tubes. Five-inch Alnico 5 speaker. All
visible parts made of plastic. Features
use of grille made of Plexon (Product
of Plexon, Inc.) which can be wiped
clean with damp cloth. Plexon yarns
come in 120 different colors, providing

many color combinations. Grilles of red-
and-white or red-and-yellow used on
this set to compliment lucite cabinets
of yellow, red, butterscotch or blue.
$65.95. Cyart Plastics, Inc., 2292 Harlem
River Terrace, Bronx, N. Y.—RADIO &
Television RETAILING

Bendix COMBO

Model 697-A step-table automatic
radio-phonograph with Phantom Dial.
Superhet tunes 540 to 1620 kc, 6 all-
radio tubes plus selenium wafer-type
rectifier. Push.pull beam power output.
8” Alnico speaker, “Super-Signal” built-

‘in antenna. Automatic changer (under

sliding top) plays up to twelve 10”
discs. featherweight tone arm, semi-
precious alloy permanent-type needle.
Mahogany step-table styles, designed to
make radio-phono functions invisible,
serves occasional, end table or chairside
use, measures 285" high by 1673” wide
by 281" deep. Bendix Radio Division of
Bendix Aviation Corp., Baltimore 4, Md.
—RADIO & Television RETAILING

Brunswick AM-FM COMBO

Model T-1711 “The Buckingham” au-
tomatic AM-FM-radio-phonograph com-
bination, with 10 tubes. 12 PM speaker.
Covers new FM band, push-pull output,
8 w undistorted output. Deluxe disc
changer with automatic stop plays ten
12” or twelve 10” records, permanent
needle. Cabinet in early 18th Century
English Georgian style; hand-rubbed
African crotch mahogany throughout
the front: classic design mouldings and
drawer pulls. $375 in East including tax.
Radio & Television, Inc., 244 Madison
Ave., New York 16, N. Y.—RADIO &
Television RETAILING

(New Phonographs on page 100)




® Sales of radios, records and ap-

pliances are piling up at the Wm.

H. Block Company, Indianapolis,
Ind., and the managers report that
it’s all due to a steady and con-
sistent emphasis on extensive ad-
vertising, unusual window displays
and strictly modern methods in the
store showrooms.

The firm advertises in three local
newspapers, and broadcasts over
four radio stations. The store spon-
sors news broadcasts and sporting
events as well as amateur musical

In this corner—an array of appliances at
Block’s neatly shown with suppliers’ displays.

46

Hoosier Organization Keeps Its Rig
Stocks Profitably in the Public Eye

L]

programs and = recorded shows.
Block also goes in for direct mail—
using elaborate pamphlets mailed
to a restricted list, as well as.a
regular “shopping news.”

The company is one of Indiana’s
largest and most modern stores
and it now operates three neigh-
borhood outlets. Some of the points
stressed in Block’s big-scale adver-
tising are: (1) A complete assort-
ment of all types and models, (2)
Merchandise in all price ranges,
(3) The policy of stating openly
that stocks are limited if such be
the case in some lines, (4) Use of
the store’s prestige and buying
power to offer valyes, and (5) Cen-

- trally located stocks in pleasant

surroundings.

“Take It Easy’® Note

The store has a spacious record
department, which has been ar-
ranged to look specially restful and
pleasing. There are a total of 15

-listening booths, and room has been

provided for those who want to
relax in the midst of their buying.

The appliance section has been
made as complete as it is possible
to do, with shortages still existing,
in some major lines. Salespeople

are trained not only to sell the

merchandise, but to instruct the
customers carefully on the proper

tore Rounds Up Sales

uses of the units in the home. Au-
tomatic washers and ironers, for
instance, are demosntrated in the
home by trained experts, after the
appliances have been delivered.
The officials at Block’s have found
that this pays off, in eliminating
complaints that might result from
confusion as to how the units can
best do their job.

Service Gets a Play

The service department plays a
big part in keeping the customers
all satisfied. This section is the
one which inspects all outgoing
merchandise, and is charged with
the job of seeing that all the mer-
chandise is properly installed for
best service and results. “Block’s -
Dependable Service” is stressed as

. & merchandising idea. Guarantees

are given detailed and careful at-
tention. y

There is no elaborate sales train-
ing program but there is a marked
effort to make full use of all the
“sales helps” which the manufac-
turers have to offer. This often
involves a great deal of detail be-
cause Block’s handles a complete
assortment in several lines and the
firm is an exclusive 'dealer for g
number of suppliers. But regard-
less of the number of these point-
of-sale materials that are pressed
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into use, the store is careful to
keep the showrooms and display
areas looking neat and trim at all
times.

The Block advertising and pro-
motion experts have a tendency to
list complete technical data on the
advertised sets. More than at the
average store, ad writers at Block’s
feel -that the reader is entitled to
know the fundamental character-
istics of the circuits. However,
great care is taken in the ad lay-
outs to keep the display from look-
ing dull. Sets are most often shown
in large sizes, and the combina-
tions with the roll-out features are
shown as they look in use, as well
as in their more handsomeé “closed”
position. Block’s likes to present
the new models in photos or draw-
ings of home settings, as a rule.

Lively Advertising

Although the store prefers to in-
clude a wealth of circuit informa-
tion in its new paper ads, the lan-
guage of the set description waxes
enthusiastic in the headlines. For
instance the store said recently, in
presenting a new combination, that
“You've been waiting a long time
for just such a radio as this new
radio-phonograph when you
hear it youw’ll find fresh enjoyment
in your favorite radio programs and

records, and discover new pro-
grams for your delight . . . it’s
built by furniture craftsmen of
beautifully, matched veneers with
a. smooth satin finish.”

The store makes little effort to
keep. the radio-appliance window
displays within the conventional
rules and has attracted wide atten-
tion with its novel effects. The
newest ideas get a brisk try-out at
Block’s, in lighting, seasonal ideas,
and color trims.

.

On the theory
that customers
buy more if
given a chance
torefax, Block’s
supplies plenty
of comfort in
therecord dept.
At the semi-
circular counter
is disc buyer
J. Gasaway, On
the left hand
page, a sampie
of how the In-
dianapolisstore
shows a variety
of radios
against light-
colored walls
and shelves.

With all this emphasis on dis-
play, advertising and the “front”
aspects of the business, Block’s re-
mains a store that will continue to
accent its service department. The
pace of future promotions will un-

* doubtedly increase as the industry

moves deeper into the buyers’ mar-
ket, but it can be seen that the
company’s ads will never get too
big or too fancy to feature a sound
policy of standing behind .its rule
of “Block’s Dependable Service.”

On decorative flooring material appropriate to kitchen merchandise, the Indiana firm has grouped

enough ranges to make the selection look like the last word.

On duty is buyer C. Sheets.
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PRODUCTS OF RADIO AND TELEVISION MANUFACTURERS

Listing the companies whose lines cover one or more of the six groups of greafest importance to retailers and distributors
Compiled by RADIO & Television RETAILING, 480 Lexington Ave,, New York 17, N. Y.

The following manufacturers of radio receiv-
ers have returned our editorial questionnaire

giving the information needed for these listings

Home AM-FM

Combinations

Television

Auto Radio

Commercial*

Abbott Instrument, Ine., 8 W. 18th St., New York, N. Y.. ...
Admiral Corp.,, 3800 W. Cortland St., Chicago, Ill.. ........
Aero Communications Co., 231 Main St., Hempstead, L. 1.

Air Associates, Inc., 5827 W. Centry Blvd., Los Angeles 45, Calif.

Air Communiecations Co., 2233 Grand Ave., Kansas City, Mo.
Air King Prod. Co., Inc., 1523 63rd St., Brooklyn, N. Y.....
Airplane & Marine Instruments, Clearfield, Pa.. ............
Allied Radie Corp., 833 W. Jackson Blvd., Chieago 7, Ill.. ...
American Communications Co., 306 Broadway, New York, N. Y.
Andrea Radio Corp., 43-20 34th St., Long Island City, N. Y.
Ansley Radio Corp., 41 St. Joes Ave., Trenton, N.
Apex Industries, 192 Lexington Ave., New York 16, N. Y.. ...
Atlantic Mfg. Co.,, Hamburg, Pa.. .. ...........c0o00uuu...
Atomic Heater & Radio Corp., 104 Park Row, New York, N. Y.
Autocrat Radio Co., 38535 N. Hamilton Ave., icago
Automatic Radio Mfg. Co., Ine., 122 Brookline Ave., Boston. .
Aviola Radio Corp., Phoenix, Ariz.. .. ... ......0000uin...
Baronette Radio & Tube Corp., 220 Fifth Ave., New York, N. Y.
Rex Bassett, Inc.,, 311 N. W. 1st Ave., Ft. Lauderdale, Fla.. . ..
Bell Radio Co., 125 E. 46th St., New York, N. Y.. .. .......
Belmont Radio Corp., 5921 W, Dickens Ave., Chicago, Ill.. ...
Bendix Radio, Div. of Bendix Aviation Corp., Baltimore, Md.. .
Biltmore Radio Corp., 153 Ave. “A”, New York 3, N. Y.. .. ...
Cavalcade Industries, 39 S. La Salle St., Chicago, IIl........
Collins Radio Co., 2920 First Ave., Cedar Rapids, lowa. .. ...
Colonial Radio Corp., 254 Rano St., Buffalo, N. Y..........
Columbia Electronic, Ine., 185 E. 122nd St., New York, N. Y.
Communications Co., Inc., 300 Greeco Ave., Coral Gables, Fla..
Communications Equip. Corp., 134 W. Colo. St., Pasadena, 1, Cal.
Concord Radio Corp., 901 W. Jackson Blvd., Chicago.......
Continental Electronies Ltd., 252 Norman Ave., Brooklyn, N. Y.
Crosley Corp., 1329 Arlington St., Cincinnati, Ohio.........
Crystal Products Co., 1519 McGee Trafficway, Kansas City, Mo.
Delco Radio, Div. of General Motors Corp., Kokomo, Ind.. ..
DeWald Radio Mig. Corp., 35-15 39th Ave., Long Is. City, N. Y.
Allen B. DuMont Laboratories, 515 Madison Ave., New York. .
Dynavox Corp., 40-35 21st St., Long Island City, N. Y.......
Eastern Electronics Corp., 41 Chestnut St., New Haven, Conn..
Echophone Radio Co., 2611 So. Indiana Ave., Chicago, Ill.. ..
Eckenroth Co., 32 Ross Street, Brooklyn, N. Y.............
Eckstein Radio & Television Co., 1400 Harmon Pl., Minneapolis
Electromatic Mfz. Co., 88 University Pl., New York, N. Y., ...
Electronie Corp. of America, 170 53rd St., Brooklyn, N. Y.. .,
Electronic Devices Co., 601 W. 26th St.,, New York, N. Y.....
Electronic Laboratories, Inec., 24 W. 24th St., Indianapolis, Ind.
Emerson Radio & Phono Corp., 111 8th Ave., New York, N. Y.
Emor Radio, Ltd., 400 East 118th St., New York, N. Y.... ...
Espey Mfg. Co,, Inc., 528 E. 72nd St., New York, N. Y.......
Fada Radio & Electric Co., Inc., Long Island City, N. Y.. .. ..
Farnsworth Television & Radio Corp., Fort Wayne, Ind.. ... ,
Federal Telephone & Radio Corp., 391 Broad St., Newark, N. J.
Fisher Radio Co., 41 E. 47th St., New York, N, Y...........
Fisher Research Lab., 1961 University Ave., Palo Alto, Calif.. .
Flush Wall Radio Co., 15 Washington St., Newark, N. J.......
F. M. Radio Mfg. Co., Inc., 10314 Superior, Cleveland, Ohio. . .
Freed Radio Corp., 200 Hudson St., New York, N. Y

Galvin Mfg. Corp., 4545 Augusta Blvd., Chicago, IIl.. ... ... .
Garod Radio Corp., 70 Washington St., Brooklyn, N. Y,. .. ...
General Electric Co., Bridgeport, Copm..................,.
Gilfillan Bros., 1815 Venice Blvd., Los Angeles, Calif.. .......
Globe Electronics, Ine., 225 W. 17th St,, New York, N. Y.. .
Hallicrafters Co., 2611 S. Indiana Ave., Chicago, Ill.........
Hammarlund Mfg. Co., 460 W, 34th St., New York, N. Y.....
Harris Mfg. Co., 2422 W, 7th St., Los Angeles. ........... q
Harvey Machine Co., Inc., 6200 Avalon Blvd., Los Angeles. ...
Harvey Radio Labs., Inc., 447 Concord St., Cambridge, Mass. . .
Harvey-Wells Electronics, Inc., Southbridge, Mass. . ........ .
Herbaeh & Rademann Co., 522 Market St., Philadelphia, Pa.. .
prfman Radio Corp., 3430 So. Hill St., Los Angeles, Calif.. .
‘Howard Radio Co., 1735 Belmont Ave., Chicago, Ill.. .......
Hudson-American Corp., 25 W. 43rd St., New York 18, N. Y..
Industrial Electronic Corp., 505 Court St., Brooklyn 31, N.Y.
Industrial Tool & Die Works, Inc., Minneapolis, Minn.... ...
International Detrola Corp., Beard Ave., Detroit, Mich.
Ray Jefferson, Inc., 40 E. Merrick' Rd., Freeport, L. I.,
Jewel Radio Corp., 583 Sixth Ave., New York 11, N. Y.......
Kaar Engineering Co., 619 Emerson St., Palo Alte, Calif.. , ..
Co., Inc., deomo,lnd...................,
Kluge Electronics, Inc., 1031 N. Alvarado St., Los Angeles 36, Cal.
La Magna Mfg. Co.,'51 Clinton Pl., E. Rutherford, N. J.... ..
Laurehk Radio Mfg. Co., 3931 Monroe Ave., Wayne, Mich.. ..

Lear, Inc., 110 Ionia Ave., N. W., Grand Rapids 2, Mich.. ... ‘

Lostradio Corp., 4 St. Francis St., Newark. N. J............
Lineoln Electronics Corp., 633 11th Ave., New York, N. Y...
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Manufacturers not listed may furnish data for

the next issue. No advertising obligation.

Additions ar revisions will be made monthly.

Home AM-FM
{ Combinations

“Television

Auto Radio

| Amateur

1 Commercial*

Fred M. Link, 125 W. 17th St,, New York, N. Y.. .. .o .. ...
Magnavox Co., 2131 Bueter Rd., Ft. Wayne 4, Ind.. . ........
Maguire Industries, Inc., 936 No. Michigan Ave., Chicago, Ill.
Majestic Radio & Television Corp., St. Charles, IIL.. .. .. .. ..
Marco Industries, 245-A So. Beverly Dr., Beverly Hills, Calif..
Mason Radio Products Co., Kingston, N. Y.. ... .......... .
E. W. McGrade Mfg. Co., 406 W, 34th St., Kansas City, Mo.. .
Mec-Rad Div., Black Industries, 1400 E. 222nd, Cleveland 17, O.
John Meek Industries, Plymouth, Ind.. ... ... ..c0o0uvun...
Medco Mfg., Co.,, 5 W, 45th St., New York, N. Y,. ...
Megard Corp., 1601 S. Burlington Ave., Los Angeles, Calif.. ..
Meissner Mfg., Co., 936 N. Michizan Ave., Chieago, Ill.... ...
Midwest Radio Corp., 909 Broadway, Cincinnati, Ohio... ...
James Millen Mfg. Co., 150 Exchange St., Malden, Mass..
Minerva Corp. of America, 238 William St., New York, N. Y., .
Molded Insulation Co., 333 E. Price St., Philadelphia 44, Pa.. ..
Monitor Equipment Co., 640 W. 249th St., Riverdale, N, Y.. ..
Musitron Co., The 223 W. Erie St.; Chicago, Hl.......,.....
National Co., Inc., 61 Sherman St., Malden, Mass.. .. . i
National Design Service, 96 Liberty St., New York, N. Y.. ...
National Union Radio Corp., 37 State St., Newark 2, N. J... .
Noblitt-Sparks Industries, Ime., Columbus, Ind,..... P ol
Northeastern Engineering, Ine., Canal St., Manchester, N. H.. .
Northern Radio Co., 2208 4th Ave., Seattle, Wash.. ..,.....
Olympic Radio & Tele., Inc., 5310 Sixth Ave., New York, N. Y.
Packard-Bell Co., 3443 Wilshire Blvd., Los Angeles, Calif.. ...
Panoramic Radio Corp., 242 W. 55th St., New York 19, N. Y.
Phileco Corp., Tioga & C S$ts., Philadelphia. Pa.. ...........
Pilot Radio Corp,, 37-06 36th St., Long Island City, N. 36
Port-O-Matic Corp., 985 Madison Ave.,, New York, N. Y......
Precision Specialties, 210 N. Western Ave., Los Angeles, Calif.
Press Wireless, Inc., 1475 Broadway, New York 18, N. Y.. ...
Quality Industries, 25 E. Jackson Blvd., Chicago 4, Ill.......
Radio Craftsmen, Inc,, 1341 S. Michigan Ave., Chicago. .. ...
Radio Engineering Laboratories, Inc., 36th St., L. I. City, N. Y.
Radio Laboratorits, 2701 California Ave., Seattle 6, Wash.. . .
Radio Mfg. Engineers, Inc., Peoria 6, Ill.. .. . .......... PP
Radio Navigational Inst, Corp., 305 E. 63rd St., New York 21. .
Radio Process Co., 7618 Melrose Ave., Los Angeles, Calif.. . .
Radio & Television, Inc., 244 Madison Ave.,, New York, N.Y.
Radio Wire Television Inc., 100 Ave. of the Americas, New York
RCA Victor Div., Radio Corp. of America, Camden, N. J.....
Regal Electronics Corp., 20 W, 20th St.,, New York; N. Y.. .. ..
Remler Co., Ltd., 2101 Bryant St., San Francisco, Calif
Z. M. Sargent Co.. 219 9th St., Oakland, Calif.............
Scophony Corp. of America, 527 5th Ave., New York, N. Y.. ..
Scott Radio Labs., Inc., 4450 Ravenswood Ave., Chicago, Iil.. .
Searle Aero Industries, Inc., P. O. Bex 111, Orange, Calif.. . . .
Selectograph Mfg. Co., 502 W. Colo. Ave., Colorado Spgs., Colo.
Sentinel Radio Corp., 2020 Ridge Ave., Evanston, Ill.........
Setchell-Carlson, Inc., 2233 University Ave., St. Paul, Minn.. . .
Sheridan Electronies Corp., 2850 S. Michigan Ave., Chicago. . .
Signal Electronics, Ine,, 114 E. 16th St.,, New York, N. Y.. ..
Silver Co., MeMurdo, 1240 Main St., Hartford 3,Conn.......
Sonora Radio & Television Corp., 325 N. Hoyne Ave., Chicago
‘Sparks-Withington Co., Jacksom, Mich.. ... .. .............
Stewart-Warner Corp., 1826 Diversey Pkway., Chicago, Il1
Stromberg-Carlson Co., 100 Carlson Rd., Rochester, N, Y.....
Symphonic Radio & Electronic Corp., Main St., Cambridege, Mass.
Taybern Equipment Co., 120 Greenwich St., New York, N. Y.. .
Telequip Radie Co., 1901 S. Washtenaw Ave., Chicago, Ill.. ..
Teletone Radio Co., 609 W, 51st St., New York, N. Y.....
Televox, Inc., 431 S. 5th Ave., Mt. Vernon, N. Y......... ..
Telicon Corp., 851 Madison Ave., New York, N. Y.. ..
Templetone Radio Mfg. Corp., New London, Conn.. ... ...
Transmitter Equipment Co., 345 Hudson St., New York 14, N.
Trav-Ler Radio & Tel. Corp., 371 W. Jackson, Chicago
Trebor Radio Co., Box 497, Pasadena, Calif...............
Union Electronics Corp., 38-01 Queens Blvd., Long Island City
United States Television Mfg. Co., 3 W. 61st St., New York, N. Y.
Vibraloc Mfg. Co., 325 Miguel St., San Francisco, Calif.
Viewtone Co., 81 Willoughby St., Brooklyn, N, Y...........
V-lectrical Engineering Co., 828 N. Highland Ave., Los Angeles
Walker, Inc., 684 S. La Fayette Park Pl., Los Angeles, Calif. . .
Warwick Mfg. Corp., 4640 W. Harrison St., Chicago, IIl.. . . ..
Watterson Radio Mfg. Co., 2700 Swiss Ave., Dallas, Texas. . ..
Wells-Gardner & Co., 2701 N. Kildare Ave., Chicago, IIl.. ...
Western Electric Co., 120 Broadway, New York. .... .. oW
West’n Sound & Elec. Labs., Inc., 2512 W. St. Paul Av., Milwaukee
Westinghouse Electric Corp., Receiver Div., Sunbury, Pa......
Wilcox Electrie Co., Inc., 1400 Chestnut St., Kansas City, Mo.. .
Wilcox-Gay Corp., 604 Seminary St., Charlotte, Mich
Zenith Radio Corp., 6001 Dickens Ave., Chicago, Il

*Commercial or Special.
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For “Wheré to Buy Electrical Appliances”, see page 138.
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...a challenge to the radio industry

Frequency Modulation radio is out of the theory and experimental stage. FM is
now a commercial reality, ready to provide the public with radio communication
far superior to anything known in the past. In fact, F M has obsoleted old-fashioned .
AM radio. . _

This simple fact presents the radio industry—including the manufacturers, the
dealers and the broadcasters—with the biggest single challenge in radio history —
and with the biggest single opportumty

The opportunity lies in the greater service made possible by FM’s superior quality
of radio transmission, and its vastly improved coverage through greater
numbers of non-interfering stations. The opportunity is equally ‘apparent in
the enormous new markets which such advance opens for the radio industry.

The challenge lies in the manner in which these opportunities are acted upon.
They can be developed to the great and mutual advantage of the public and
the radio industry. Or they can be exploited for the short run gain of a few
and permanent harm for the many.

The opportunity will best be realized and the challenge squarely met:
—If manufacturers see to it that the true advantages and quality of genuine
Frequency Modulation are built into every piece of FM broadcasting and
receiving equipment.

—If dealers are careful to demonstrate the true performance and educate
the public on the selection, use and enjoyment of bonafide FM receivers.

—If broadcasters are quick to bring new FM stations to high power levels
of efficient signal transmnssnon and coverage.

—In short, if all the components of the radio industry wnll work together
to give the public the full advantage of Frequency Modulation from the
outset.

FM has been pioneered, proven and is now in mass production. We have entered
the FM era of radio. The public is entitled to the best from FM from the beginning.

(i oy



. et '_‘ - . -
PR PR L T S < T A whia
e LRSS AR TR (od R oot 19,2&‘;%.__'_
BT s L iy p AYRaTRTL L
s S &-n RS i)
s L'.&tgv.-;?.. :

g

Viseg g nasttins

AONG PATENTS

LICENSED UNDER RS

FM stands for Frequency Modulation, the revolutionary static-free system
of radio broadcasting and receiving perfected and patented in 1933,
after 20 years of research, by Dr. Edwin H. Armstrong, who also in-
vented the regenerative circuit, the super regenerative circuit and the
superheterodyne radio circuit.

FM represents the highest state of the art of radio communication. It is
now available to serve the public with high-fidelity, natural, staticless
broadcasting and receiving of the finest music and clear, faithful repro-
duction of all radio signals,

’

The public has heard about FM, and daily increasing numbers are actually hearing FM itself.
Having once heard what radio can be like, they are no longer satisfied with old-fashioned

AM radio.

If FM progress had not been delayed by the war and other barriers, more than a billion
dollars worth of FM sets would already be in use. Now that the barriers are finally down,
production of FM sets is proceeding at a rate of well over 100 million dollars per year, and

* increasing every month.

The buyers of the thousands of new FM sets which/wil'l ‘be built this year are entitled to,
and should insist on obtaining, the full advantages of genuine frequency modulation.

e AR e o — o
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- Accordingly, for the public’s protection, all manufacturers licensed to
| “ use the Armstrong System of Frequency Modulation are authorized to

dentify their sets with the symbol reproduced h‘bby_e:_ ‘A complete list

 of these licensed companies is printed on the next page. a
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@® Airadio, Inec. @® Fred M. Link
@ Ansley Radio Corporation @® Magnavox Company, Inc.
@ Browning Laboratories, Inc. @® Maguire Industries, Inc.
® Canadian M i Co.
Cartathan, Nrprg @® Minerva Corporation of
& CoverDual Signal Systems, Inc. America
@ Doolittle Radio, Inc. ® Pilot Radio Corporation
@ Electric and Musical @® Scott Radio Laboratories, Inc.
Industries, Ltd.
@ Espey Manufacturing @ Radio E“E_?'“"‘e"“g
C . Laboratories, Inc.
ompany, Inc.
@ Fada Radio and Electric ® Stewart-Warner Corporation
SompEny e @® Stromberg-Carlson Company
® Fi 1 ications
Finch Telecommunications, ® Templetone Radio
Ine. 1 ‘
7 Manufacturing Corp.
@ Freed Radio Corpotation
= @® Western Electric
@ Garod Radio Corporation Company, Inc.
@  General Electric Company - ® Westinghouse Electric
@  Hallicrafters Company Corporation
@ Howard Radio Company ® Zenith Radio Corporation

THE ARMS] ONG SYSTEM

LICENSED UNoER ARMSTAONG PTENTS

The following pages include a series of state-
ments and advertisements by authorized manu.

facturers of genuine Armstrong FM equipment.
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FM Go-Ahead
Up io the Dealer

This is the time when the retailer can drop a
few measured words into a sweet new industry
and make a very tasty financial dish for himself.

Thousands of Americans will shortly be say-
ing yes or no to the specific suggestion that they
buy FM receivers. A vast number of transmitters
are being set up. The sets are expected to move in
fabulous carloads into U. S. homes, and all eyes
are now turned to the man who finally gets the
answer from the buying public.

Thus the fellow who has the most to say at

" this climax in the FM market is the retailer him-

self. When this man receives the set, the critical

instant has arrived. It’s up to him to give the
right signal — the Go-Ahead kind.

S

In coming months, masses of buyers will get
their most important impression of what FM
can do. And these folks will probably act as self-
appointed missionaries to the rest of the popula-
tion, so that their opinions are truly trade-
shaking.

Now the development of FM has been no
simple trick. When the heart-warming tones
first tumbled from the speaker and the music
lovers went to their knees, everybody agreed
that FM’s costly and complicated pioneering
process had been worth while.

FM, stopped in its tracks by the advent of the
war, has come back to add a great new impetus
to the radio market.

The Signal for Sales

It is a dramatic fact that FM is here with a
reception quality which fits the ear of the U. S.
It is up to the retailer — the man at the strategic
point of sale position, to give FM the sort of
sales promotion it needs — plus the right kind
of installation and maintenance know-how.

The situation is one which calls for an alerted
status on the part of all merchants. The FM
manufacturer and supplier should remind them-
selves that they must now place the FM products
totally in the hands of the retailer. And the
dealer should tell himself again that if he is to
be the well-paid hero of the piece, he should
make his performance a first-rate one.

As the retailer occupies the key spot in a new in-
dustry, he should make dead certain that he has the
information /a.n\d\ the optimism required for the
position. When an aggressive and well-equipped
merchandiser says “Go!” to a ‘proposition like
FM, thait’s about all the industry needs.

RADIO & Television RETAILING @ March, 1947
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& FM gives the listener just what
he has always wanted in radio—
static-free reception, high fidelity
and absence of “background”
noise.

'FM provides such remarkably
different and better reception that
its first-time hearers are profound-
ly impressed; its regular listeners
become ardent FM fans who will
never be satisfied” to do without
this great modern-day radio,

The matchless performance of a
good FM receiver is due to the in-
clusion of an FM circuit engineered
and built into the chassis at the
factory, To receive satisfactory FM
reception a precision-built instru-
ment must be used.

For the same reason that a “reg-
ular” AM radio receiver must be
built with first-class components
and must have a speaker capable
of producing rich, full tones, in or-
der to operate at peak, so must an
FM set be a first-class product. It
must be engineered, manufactured
and installed in a technically cor-
rect manner.

FM’s many features have been
forcefully demonstrated by the na-
tion’s retail merchants who have
been a big factor in educating the
consumer—convincing him that FM
is truly different.

A leading dealer in Massachusetts
gave shelter to a man and his wife
who were caught in a severe thun-

derstorm. While in the store the
visitors were treated to a demon-
stration of an FM console. In spite
of the fact that the electrical storm
was right on “top” of the town, the
set poured out its superb music
without any static. Flashes of
lightning which made the custom-
ers flinch, even inside the store,
found the set operating with a
background of dead silence. '

That’s one of the ways sales are
made. One of the methods em-
ployed by retailers in selling FM.
The Massachusetts dealer sold an
FM radio to the couple who'’d come
in out of the storm.

Moreover, later the man and wife
enthusiastically “demonstrated” the

RADIO & Television RETAILING @ March, 1947




set in their home, to0, described the
episode of the store demonstration
to visitors and sent numbers of
“recommended” sales to the dealer.
FM has been a boon to dealers
and users who live in areas where
“interference”. exists to a high de-
gree. Dealers have made vivid
demonstrations in noisy sections,
particularly in large cities, by play-
ing AM and FM sets alternately.

If FM had but the single feature

of providing static-free operation it
would still be worth the extra cost
over an AM set, but the fact that
it provides its listeners with a
wider range of tones, greater clar-
ity and improved fidelity makes an
FM radio a value-plus instrument.
Because there is no noise within
the hearing range in the back-
ground when a station is properly
tuned in, FM reception, even with-
out its high-fidelity feature would
be considered a phenomenal instru-
ment on this point alone. Back-
ground noises which are always
present to some degree in AM re-
ception materially affect the qual-
ity of any program. !

Buying Factors

In buying an FM receiver, the
purchaser should consider three
things as being essential to satis-
factory operation. First, he should
make sure that he gets a real FM
receiver, capable of all the merits
of FM reception as listed at the
right. Second, he should insist upon
a first-class installation, having
suitable antenna. Third, he should
realize that an FM set is very crit-
ical of tuning, and he should make
sure that he, and others who will
operate the set, know exactly how
to tune in for peak performance.

One of the false impressions one
might get about FM is that it is
strictly for the ‘“long-hairs”—those
lovers of fine—and often ponderous
—music. This supposition is far
removed from actual fact. FM re-
ception enhances the quality of any
-radio program. It makes the news-
caster’s voice more pleasing to the

ear and increases the intelligibility.

of his speech. FM brings in ‘the
high, liquid notes of the flute, the
true bass of the ’cello. There is
true reception of the various tones

RADIO & Television RETAILING o March, 1947

and sounds actually present at the
transmitter to be heard over the
good, properly-installed, correctly-
operated FM set.

‘The. following explanation of FM,
written in non-technical terms by
O. H. Caldwell, editor of Rapio &
Television RerarLing, can be used
by dealers in talks on FM with cus-

tomers, and by all others who want - -

to understand what this great new
contribution to radio is—and how
it works:

Everyone has heard of FM, the
two letters which stand in the radio
world for Frequency Modulation.
But many people do not under-
stand what Frequency Modulation
means in general, and may mean
to them as radio listeners in par-

ticular. ¥M is a new and improved.

system of broadcasting which radio
engineers accept to be superior to
the usual standard broadcasting
known as AM or Amplitude Modu-
lation. '

FM cuts all static out. of radio.
In FM broadcasting there is not
even any background noise. FM is
noted also for its high fidelity.

There can be no static on FM be-
cause (1) the wave lengths (or ra-
dio frequencies) on which FM oper-

ates carry very little natural static,

and (2) any residual static is com-
pletely eradicated by special ar-
rangements of radio circuits (nota-
bly those of Dr. E. H. Armstrong).
The radio frequencies now author-
ized for use by FM range from 92

to 106 megacycles or millions of "

cycles a second. .
High fidelity, which is such an

| :
i

me

important feature of FM broadcast-
ing, simply means that the high
notes or frequencies, as in music,
are fully reproduced and brought
into the tone picture which the ear
hears. In the AM type of broad-
casting, because of its limited band
(5,000 cycles), these finer shades of
sound cannot be reproduced. There-
fore, in regular broadcasting as we
have known .it, a certain ‘“cut-off”
or distortion of sound takes place.
FM is able to reproduce the higher

. notes because of the wider  fre-

quency bands assigned to it by the
Federal Communications Commis-
sion (which supervises all arrange-
ments of ' radio frequency and
channeling of the air waves).

In FM the sound waves are re-

produced in quite a different way

than in AM. Momentary changes
(or modulations) of the frequency
of the radio waves account for the
fidelity of the sounds heard on FM.
In AM it is the amplitude or vol-
ume of the radio wave which is
being constantly changed, and not
the frequency. Hence we might
compare broadcasting in general to
the sending of messages by a light-
blinker system. In this blinker sys-
tem let us suppose that dots and
dashes are used to convey the mes-
sages. We could say, carrying on
the . comparison, that AM broad-
casting would be like switching the
light on and off to give the desired
long and short light signals. In
FM broadcasting the brightness of
the light would always remain the
same, but the light would change
in color, or frequency.

| FM- Wagic Tuctiate Whichk Wean-

T ————
5 2 i

Superb Reception Without Static
Elimination of Electrical Ini‘efference

Wider Range of Tones for Music and Speech

d Increased Fidelity With No Distortion

Absence of "Background" Noise
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Go-Ahead

Up io the Dealer

This is the time when the retailer can drop a
few measured words into a sweet new industry
and make a very tasty financial dish for himself.

Thousands of Americans will shortly be say-
ing yes or no to the specific suggestion that they
buy FM receivers. A vast number of transmitters
are being set up. The sets are expected to move in
fabulous carloads into U. S. homes, and all eyes
are now turned to the man who finally gets the
answer from the buying public.

Thus the fellow who has the most to say at
this climax in the FM market is the retailer him-
self. When this man receives the set, the critical

instant has arrived. It’s up to him to give the
right signal — the Go-Ahead kind.

In coming months, masses of buyers will get
their most important impression of what FM
can do. And these folks will probably act as self-
appointed missionaries to the rest of the popula-
tion, so that their opinions are truly trade-
shaking.

Now the development of FM has been no
simple trick. When the heart-warming tones
first tumbled from the speaker and the music
lovers went to their knees, everybody agreed
that FM’s costly and complicated pioneering
process had been worth while.

FM, stopped in its tracks by the advent of the
war, has come back to add a great new impetus
to the radio market.

The Signal for Sales

It is a dramatic fact that FM is here with a
reception quality which fits the ear of the U. S.
It is up to the retailer — the man at the strategic
point of sale position, to give FM the sort of
sales promotion it needs — plus the right kind
of installation and maintenance know-how.

The situation is one which calls for an alerted
status on the part of all merchants. The FM
manufacturer and supplier should remind them-
selves that they must now place the FM products
totally in the hands of the retailer. And the
dealer should tell himself again that if he is to
be the well-paid hero of the piece, he should
make his performance a first-rate one.

As the retailer occupies the key spot in a new in-
dustry, he should make dead certain that he has the
information and the optimism required for the
position. When an aggressive and well-equipped
merchandiser says “Go!” to a proposition like
FM, thdt’s about all the industry needs.
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and today General Electric backs its FM line
with promotions more powerful than ever!

(CINCE 1938 General Electric has been a leader in FM radio
S receiver production, transmitter production and in FM pro-
motion. This leadership began when G. E. built for Major
Armstrong the first receivers, other than laboratory sets, used in
this new kind of broadcasting.

General Electric FM is featured in striking four-color ads
month after month in Life, Saturday Evening Post, Look,and Col-
lier’s.G.E. also hasprepared powerful FM promotionalaids for you.

This exciting new film in kodachrome is a real sales Ask your General Electric Radio Distributor’s salesman about

builder. Now General Electric helps you build busi- the 1947 complete G-E plan for building FM business. Use the

ness with this graphic, simpie explanation of the romotion material General Electric has prepared to help vo

advantages of FM. Ask your G-E distributor's P. . " C. prep ; . p you

salesman about getting the “Natorally—If's FM" ring up more and bigger sales. Or write Electronics Department,

film, so that you can arrange showings in your town. Receiver Division, General Electric Company, Bridgeport, Conn.
i\ v

PORTABLES - TABLE MODELS - CONSOLES - FARM SETS - AU\TOMATIC PHONOGRAPH COMBINATIONS - TELEVISION
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NEW G-E GUILLOTINE TUNER. This
General Electric development now
makes tuning of high frequency
bands as accurate and convenient
as tuning of standard broadcasts.

7

ety

e
e e s 1 et i

-

______ A
SUPERB GENERAL ELECTRIC FM-AM RADIO-PHONOGRAPH—MODEL 417.
Leader of the G-E FM line. Both old and new FM bands and finer reception
of standard and short-wave. Precision tuning with the G-E Guillotine Tuner.
Sensational G-E Electronic Reproducer. Handsome 18th Century-inspired
mahogany cabinet. Stores approximately 120 records. 9 tubes plus rectifier.

SENSATIONAL G-E ELECTRONEC REPRO-
DUCER— for the finest record repro-
duction you ever heard! Recreates
every note. No needles to change.
Self-protecting sapphire jewelled sty-
fus normally is unharmed by acci-
dental dropping or sliding on record.

THE FIRST AND GREATEST NAME IN ELECTRONICS

GENERAL ") ELECTRIC

RADIO & Television RETAILING @ March, 1947
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Sell the static-free reception,

® The more good FM receivers the
dealer sells the more money he
makes for himself; the more
friends he makes of his customers
and the more sales prospects he
makes of the customers’ friends.

All in all, this FM merchandising
picture is certainly something for
the book!—the book that carries
an account of the merchant’s
profits.

Successful Selling

But selling FM isn’t just a push-
over proposition. FM isn’t some-
thing that will sell itself, FM needs
special sales treatment by the re-
tail merchant who wants to do a
real job. FM merchandise needs
glamorous surroundings, sparkling
demonstration, attractive display
and the best there is in installa-
tion and maintenance.

In order to impress the customer
with the fact that the extra he
pays for good FM in a radio set is
a sound investment, the salesman
must first make certain that the

FM sales are plus-sales.

customer knows what FM is; how
its superb reception sounds, how it
will operate during a severe elec-
trical storm without any static,
and how its absence of background
noises enhances the quality of mu-
sic, whether it is played by musi-
cal instruments or comes to the
listener via the human voice.

In featuring FM, the salesman
must not take it for granted that
the customer will know what he is
talking about if he merely says,
“this set has FM” While it is true
that nearly everyone has heard of
FM, it is also true that compara-

tively few people have ever heard"

it at this time. Moreover, it is true

wider range. This is called high-
fidelity. It permits you to hear for
the first time over radio certain
‘highs’ and ‘lows’ as they are actu-
ally being played in the studio.
Second, the reception is static-free,
even during a severe thunder-
storm. Then too, there are no
background noises in FM.”

Of course the salesman doesn’t
have to use a “canned” speech for
his introductory remarks, but it is
important that he get across to the
customer the chief features of FM
as quickly as he can.

In demonstrations, FM is cer-
tainly a “natural.” The dealer can
compare the set by actually play-

that while nearly everyone has
heard of FM, most of your prospec-
tive customers do not really know
what makes it “tick.”

FM radio operation should be ex-
plained simply and briefly to the
prospective purchaser, the sales-
man should make sure that the
customer knows the true features.
The next step is to demonstrate
the set to the customer.

Here’s a sample introductory
statement for the salesperson to
use:

“Frequency Modulation—or FM-——
as it is usually called, is a great
hew improvement in radio. / First,
there is remarkably true tone in a

ing an FM and AM receiver alter-
nately. Some dealers have pro-
vided interference-makers which
they turn on while an AM gset is
playing. They then switch over to
FM—and, presto, the noise has
vanished!

One of the most important things
for the FM dealer to set up is a
reasonably quiet spot in the store
in which to demonstrate the re-
ceivers. Prospective customers
should be provided with comfort-
able chairs under surroundings
which will permit them to see and
hear FM in an advantageous set-
ting. Some dealers have con-
structed sound-proof rooms for the

RADIO & Television RETAILING @ March, 1947
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display of FM and de luxe receiv-
ers of all types. :

FM show window displays must
be interest-intriguing and should
be changed frequently. In each
display, the dealer should make
certain that the passerby under-
stands that the sets being shown
are FM. .

He can put across such message
in many ways. By cutting “light-
ning” streaks out of pieces of red
cardboard and fastening them to-
gether to make one continuous
jagged ‘“bolt”, the window dresser
can bring this piece down from the
ceiling to the set, thus stressing the
static-free operation which is fur-
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ther explained on 2 card beside or
on top of the set. ‘“Perfect Recep-
tion Even During Electrical Storms,”
or similar phrase can be used.
Instruments such as flutes, vio-
lins, clarinets, etc., can be placed
on easels in the show window dis-
playing the FM’s. Cards on each
musical instrument can be worded,
“LIKE, TO HEAR THE FLUTE?—
You'll marvel at the true fidelity,
bell-like clarity in your own home
over FM.” Other themes could in-
clude stressing the fact that FM is
not really expensive, proving this
point via price cards on some of
the models. Other ideas include
exhibiting an FM chassis, with a

RADIO & Television RETAILING o March; 1947

sign reading, for example: “FM—
Radio’s NEWEST MAGIC is in this
receiver. . . . You CAN'T SEE i,
but you CAN HEAR IT by stepping
inside for a demonstration.”
Another idea is the “living room”
in‘ the show window. Using rugs
on the floor, and some living room
furniture and floor lamps together
with suitable backgrounds, the
merchant can quite easily arrange
a traffic-stopping display. Some
“dummies” of adults and children
could be borrowed from a local non-
competitive store by the dealer
who agrees to place a small card
crediting such store in a conspicu-
ous place. Backgrounds for the

“living room” may be made of wall-
board, painted or covered with wall
paper. A whole “dummy” window,
glass, frame and all, set off with
curtains and placed on the back-
ground setup, will create further
the desired illusion.

‘Manufacturers’ advertising dis-
play pieces should be used in all
displays in the store and in the
show windows. Large FM letters
can be sawed out of various mate-
rials, then painted and used to get
over the FM message to the pros-
pective customers.

The dealer should use newspaper

copy on FM which urges the reader .

to hear the newest thing in radio—
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Sound-proof demonstration room pays.

FM. He can suggest a visit to the
store, or, if he specializes in home
demonstrations, he should feature
this service in his ad copy. Mer-
chants who buy radio time can
make good use of the FM theme in
their advertising messages too. Di-
rect mailing of manufacturer-
provided stuffers or printed to or-
der pieces will bring results also.
The dealer who is known as an FM
expert will get more sales.

" Careful Installation

Because FM usually requires spe-
cial installation handling in many
cases, and certainly depends upon
skillful service for top performance,
the merchant should sell all of the
necessary “extras” at the time the
set is sold. Such procedure will
result in satisfied customers, and
will prevent after-sale arguments.

The day of money-making in FM
is at hand and the dealer who sets
himself up to sell and service it
the right way will make real money.

Compare FM to make more sales,
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- FM Sales Will Climb!

Big Money-Maker Will Bring Profits, Prestige to the Industry

® FM is that great new something
in radio!

Manufacturers, wholesalers and
dealers in this field are on the
threshold of a new and exciting
sales era in FM merchandising be-
cause FM is spreading like a prairie
fire across the nation’s sales ter-
rain.

Interest grows by leaps and
bounds in the many communities
where stations have opened up and
in those sections —and they are
widespread-—where FM stations are
on the way (see lists of cities and
towns on following pages).

The prospects for great new prof-
its through the sale of FM receiv-
‘ers are rosy indeed. The term “FM”
is an every buyer’s tongue. ‘The
money to buy FM is in the con-

sumer’s hands and the buying de- .

sire is in his heart.

It may be that the estimates ap-
pearing on this page are over-opti-
mistic. On the other hand, they
may be too low. What’s important,
though, is that FM is here! The
“missionary” work in acquainting
the public with this great new ra-
dio art has been completed. Now
we're ready to sell it!

‘The history of radio development
is highlighted with examples where
new things have sparked new prof-
its, new interest and new life into
the sales picture. It will be remem-
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J=lioneyl! :'-}Money!

WITH CONTINUED PRODUCTION AND SALES OF FM FOR THE YEARS 1947, 1948
AND 1949, THE NATION'S KEY DEALERS WILL GET——

The Nation's key dealers will get following h
EXTRA money out of FM

% 9 49 $509,880,000 Extra Gross business from
* alone or more than $17,000 per dealer.

60

WHAT FM MAY DO
Since industry leaders figure that somewhere between fiftcen and eighteen

million sets of all kinds will be produced in 1947, and that 20 per cent of them
will be FM, continued growth in the same ratio can be expected in the years 1948

1947 - 3,200,000 $320,125,000
$496,326,000

1948 - 6,200,000
F-M SETS

1949 - 12,140,000 $728,400,000

F-M] SETS

s Sz

alone or more then $11,000 per dealer.

t
bered that the radio field took on | .
a Klondike appearance when “all- | Geﬁ ?hr ce sales in one
electric” sets commenced replacing | =
of battery models. Inclusion of Wlﬂl F M !
short-wave bands came 'along too, A
hopping up buying-desire, as did Average Tabt®
“combinations”, push-button Midget == Model

$22.50 $49.50

equipped types and the all-wave |
portable.

_ Today’s “new” is FM! There’s - Average
real money in it, and there’s real | g:.:':o

promotion behind it. FM is being i
“sold” by the manufacturer, the $99.50
broadcast interests, the wholesaler, SELL ALL 3 — GET
the retailer and the FM user.
FM is here! $171-5°
°

Sell One FM-
COMBO SET

$355°

e B e S B A B g 3 -

e = $80.00 More with FM!

“-Money!

9 47 $225,000,000 Extra Gross business from FM ? ‘AM
= galone or more than $7,000 per dealer. °°§';;';°63"e
g 9 48 $347,428,000 Extra Gross business from EM i .

AM Combo-Console




RADIO & Tolweistor REYAILING o mweh, F947 w



THE GEORGIAN — Model 1135-PF —The finest Stromberg-
Corlson automatic radio-phonograph ever made. In an ex-
quisitely-rich cabinet of matched African swirl mahogany.
Twelve push-buttons control both AM and FM programs. Auta-
matic push button AM-FM switching. Exclusive “*Acoustical
Labyrinth’ and matchless Carpinchoe speaker. Plays 10 and
12-inch- records intermixed. With complete FM and engineered
for wire recording.

: ' in production. Stromberg-Carlson produced
FI RST more F'M receivers with the Armstrong System
- : jthan .any other. manufacturer in the prewar
-period. Stromberg-Carlson’s FM receiver pro-
- “duction in the postwar period, up to January 1st
-of this year, was 16.7% of that of the whole radio
rmanufacturing industry. Stromberg- Carlson’s
production of FM-AM phonograph consoles in
FI RST the same postwar period. was 20.6% of that of
the industry. i

_, manufacturer to produce a- complete line of
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