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Equally Matched
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There’s no place for a “weight advantage” in the
assembly of a vibrator. Unless every part is accu-
rately matched to every other part the performance
of the vibrator will be erratic.

Mallory vibrator parts are measured to a minute
fraction of an inch and then assembled so that
related parts maich accurately. The reed matches
the reed arms, the reed arms match each other,
the weight matches the reed, and the coniacts

The Mallory Replacement Vibrator
uide is free. ‘The 1ibrator Data
Book is $1.00-—from vour distributor
or bv mail,

MORE MALLORY VIBRATORS ARE

match the assembly. Even the
finest scale could not register
a significant difference.

Mallory Vibrators Make
the Best Replacements

Careful manufacturing makes
Mallory vibrators free of
bounce and chatter, depend-
able in siarting, and reliable
in operation. More of them
are used in original equipment

than all other makes combined. That’s convine-
ing prool thev are the best replacement vibra-
tors for you to stock.

In addition to assured quality, Mallory offers
the most complete vibrator line in the business.
Mallory standardization permits 12 basic vibra-
tors to meel 90% of vour replacement require-
ments. But a complete line of 52 vibrators is
available to meet virtually every vibrator need.

The Mallory “Good Service
for Good Business” Plan

willincrease business and profits iu your shop.
A unique follow-up file makes it easy to
e keep customers.

You tie in with
Mallory acceptance to
develop uew business
—ask yonr distribu-
tor about it

IN USE THAN ALL OTHER MAKES COMBINED

P: R. MALLORY & CO., Iné., INDIANAPOLIS 6, INDIANA
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COVER—July's Store of the Month. The Sage Four-Way store
of Sacramento, California. This unique building with
its circular shape is a perfect example of how an
entire sales-floor can act as its own window display.

EDITORIAL—The Temporary Slump in Set Sales
WHAT'S AHEAD—IN RADIO, APPLIANCES, RECORDS & TELEVISION

NEWEST RADIO PROFIT-MAKERS ... 34
Pictures, and specifications of the latest AM, FM, and Television receivers.
Data on phonos and recorders.

SPEED SERVICING FOR BIGGER PROFITS ... .., 36
Maintenance from the merchandiser's viewpoint. How to increase repair speed-
rate, repair net earnings, customer good-will.

SELL TELEVISION TO THE LOOKERS ... 38
Know-how in selling and demonstrating is ¢ must. Here's the way to overcome
“stock objections” by customers. How to get more sales.

GOOD PLATTER PICKINGS ... ... P S L 42
Variety of latest recordings. Profit-making platters to up disc sales.
MUSIC MAKES REGISTER RING .. i 44

M. Doyle Marks & Son, Elmira, N. Y., celebrates its fiftieth anniversary.
Quarter-million dollar volume firm shows way to success.

CASHIN ONICLEANERS! .o mmesonmians dhoiiscmommsistisbovortssssosimsads ol oo sisams st s it ittt 50
Here's how to display, demonstrate and SELL those vacs. How to handle
trade-ins.

NEW ELECTRICAL HOME APPLIANGCES .. ... e 52
Details of newest appliances engineered for the home and designed to put
more dollars in the dealer’s pocket.

TV-FM SPARKS DRIVE TO ORGANIZE .. ........imiiiiiii i 55
Service-Dealer Associations are springing up from coast to coast. Here's a
listing of them.

REPAIRING SWITCHES . e 56
Tips for servicing the many types of switches in today's radios and radio equip-
ment.

NEW. SERVIGE! (PRODOCTIS! sieecs cttiarcmsaiiemnmmrmmessmic et =it seismeoeiseatsl-ovems 59

Recent developments in servicing aids.

AM, FM, TV, PA SERVICE AIDS it 61
Testers, Microphones, tubes, antennas, and ampllfers for the service dealer.

TECHNICAL NEW PRODUGCTS i 64
Latest helps for the service bench.

TECHNICAL END OF THE PA BUSINESS ...
Beginning a series of articles discussing maintenance, sales, and rental of
public address systems.

NEWS OF THE INDUSTRY ... o Begins on page 67
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Bendjy Radlo

THE OXLY DIRECT DEALER

COMBINING RADIO I/VO’ I ‘ I : I I :

Tow Con You Miss with
& Fogram ike This/”

EDWARD C. BONIA

Sales Manager, Bendix Radio Division

® The appointment of only one dealer in each community ® Direct factory-to-dealer shipments @ Freight prepaid
to destination ® Low [consumer prices competitive with national chains and mail order houses @ Liberal
dealer discounts

® Nationally advertised retail prices protected by your exclusive franchise ® Radio and tele-
vision built to Bendix aviation quality standards e A complete line of radios and radio-

famous Bendix Long Range FM ® The most advanced television created by the acknowl!
and radio engineering ® Consistent national advertising that builds store traffic for you @ Compelling point-of-
sale promotion helps ® Special promotion models to meet competitors’ ""off-season’’ distress sales
® Plus many new profit-building features soon to be announced.

phonographs including
edged leaders in radar

S
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(BENDIX RADIO)
SEPTENRER 4 =

REG. U.S. PAT, OFF,
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Nonw Offers lou
MERCHANDISING PROGRAM

VISMON !

Come to the Bendix Radio Open

House at the Summer Mart in
Chicago . . . See the Amazing
“Front Row’’ Television . . . See
the Complete New Bendix Radio
Line . . . Hear the New Long-
Distance AM-FM Console Com-
binations. Get a Front Row Seat
at the Greatest Show on Earth.

Wn'te Today

for full details of

o the new power-packed
Bendix Radio and
d ;Eadlo / Television
eﬂ Merchandising

Program.
BENDIX RADIO DIVISION of my
BALTIMORE 4, MARYLAND /7
AVIATION )
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Merit quaLiTy
with COST SAVING

Profits begin with cost-saving. But it is not a saving unless it is accompasied
by Quality that insures performance. Quality, w-th price economy distinguizhes
Merit Transformers.

Check these values with your local jobber.

MERIT UNIVERSAL LINE TRANSFORMERS

to couple various line impedance: to a voice coil

Type List Ohms Impedance
No. Price Pri.
A-2906 $1.90 500-1000-1500-2000 6-8
A-2907 3.2 500-1000-1500-2000 .2,6-8
A-2908 { 500- 1000-1500-2000 - .Ié8
&
6-8

Mtg
Sec. Watts Centers

A-2909 ] 45.50 -4,6-
A-3005 . 500

Dimensions.
w.
2 13/1e
27

s
3 11/1e
2 13/1¢

MERIT COIL & TRANSFORMER CORP.

TELEPHONE

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

Radio & Television
Retailing’s Big
Directory Issue

IS SCHEDULED FOR
NEXT MONTH.

It covers the field of “The Big-Four”
merchant—the dealer who sells radios,
appliances, records; and maintains his
own service department.

RTR's DIRECTORY ISSUE

is outstanding because it is TIMELY,
COMPLETE, and ACCURATE. In the
first place, the information is new, be-
cause questionnaires are sent out only
a few weeks ahead of the editorial
deadline. (A feat in publishing annals).
Second, it is truly complete. Every
manufacturer who has cooperated with
the editors in returning his question-
naire is included. Third, it is accurate.
This is because each return is analyzed,
interpreted and edited by experts in
each of the fields covered.

IN THIS DIRECTORY,

every single item one can think of—
in radio, TV, FM, recorders, electrical
home appliances, phono records and
players; service and sound equipment
for use and re-sale—is listed.

THE FOREGOING ARE SOME

of the reasons why RTR’s Directory is
so far out in front—so valuable to the
reader for so many months of the year.

IN THE APPLIANCE SECTION

of the next issue there will be a
money-making idea in the article en-
titled, “Money in ‘Midget Major’ Ap-
pliances.” Shows how to sell the big-
little products in homes where space
is at a premium, due to the acute
housing shortage.

JUST TO AROUSE YOUR
CURIOSITY,

(we're sure of your interest), we also
announce that TELE SPECS is on the
way. In another issue you’ll find out
what it’s all about. Suffice it to say,
at this time, that TELE SPECS will be
a first, first, first!

LOOK FOR A GREAT NEW

spurt in radio servicing volume, and a
wider recognition of the radio tech-
nician as an expert, as television
spreads its magic over the land. With
expensive servicing equipment, and
genuine know-how, the real radioman
appears at long last to be coming into
his own.
THE PUBLISHERS

RADIO & TELEVISION RETAILING o July, 1948
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these

smart new

automatic radio-phonographs

7G11—AM Autamatic Radio-Phono-
graph. Traditional walnut cabinet,
$169.95. With FM, $199.95.

X, d TELEVISION OPTIONAL!

No need to worry about these smart new Admiral radio-
phonographs becoming obsolete because of television. They're
styled to match perfectly Admiral’s famous Magic Mirror
television consoles.

Here’s the perfect answer for the customer who wants to
wait for television. He can enjoy an Admiral automatic radio-
phonograph with Miracle tone arm and famous static-free
“ratio-detector” FM right now. Later, when television comes to
town, he can add an Admiral in beautiful matching console.

In television markets, it's the perfect answer for the

30A12 — Magic

7G14—AM Avutomotic Radio-Phono-
graph. Modernwalnut cabinet, $169.95.

9B14—FM - AM  Automatic Radio-Phono-
graph. Modern walnut cabinet, $299.95.

customer with a limited budget. Either unit, the radio-phono-
graph or television console, can be purchased first and the
other added later.

Based upon actual production figures, 9 out of every 10
American homes have a radio-phonograph console that is
eight years old or older . . . or have none at all. There is plenty
of combination business to be had . . . especially when you
can answer the “what-about-television” question. With an
Admiral it's television optional!

Small additional charge for mahogany and blond cabinets. Prices slightly
bhigher in far South ...subject to change without notice.

Mirror Television
console with the
clearest picture
of them all. 29
tubea plus 107
picture tube. Tra-
ditional walnut
cabinet, $299.95.

30A14 — Magic
Mirror Television
console. 29 tubes
plus 10° viewing
tube with the
clearest picture
of them all. Mod-
ern walnut cabi-
net, $299.96,

RADIO & TELEVISION RETAILING e July, 1948



A standard by
which all tubes
may be measured

GENERAL {3 ELECTRI

176-GAS. 8080

FIRST AND GREATEST NAME IN ELECTRONICS



THE...SAME... AMOUNT...OF... MONEY...CAN...PLACE...

MORE...SALES... MESSAGES...IN...COLLIER’S...THAN...IN...

EITHER ... OF...THE...OTHER...BIG... THREE... WEEKLIES

Collier’s quality market, packed with millions of money-in-the-
hand customers can now be reacled more often, sold harder and

with positive results at the lowest cost in the big weekly field.

Want all facts quickly? Write or telephone any of the Collier’s
offices listed below.

You can buy

New York, 250 Park Ave.; Chicago, 333 N. Michigan Ave.; Detroit, General Motors Building;
Boston, Statler Building; San Francisco, 235 Montgomery St.

RADIO & TELEVISION RETAILING e July, 1948
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B O o of te Wnarch

For days, Jor weeks the search goes on. Through tangled brush and twisting
streams till—there—there stands the monarch of the jungle. The Mahogany tree.
Rising tall and clean, straight as a guardsman, the Mahogany tree is
literally a tower of strength. It has to be, to survive two hundred years and

; , more of fungi, and insects and choking vines, of floods and gales and steaming heat.

!&

/ _ To this hard upbringing Mahogany owes the unparalleled beauty of its richly

' varied grain, its renowned strength and resistance to wear. Add to these a.

workability that has delighted generations of craftsmen, and you know why
Mahogany is the most wanted of cabinet woods. Happily, Mahogany

~  for furniture is now in greater supply. You will see more and more

of the superb veneers, the strong yet graceful framing that only

Mahogany can produce. Ask for it; take nothing but the best.

pFor nothing in all the world of furniture can claim so many sales

and so much satisfaction as the single word—Muahogany!

To protect you and your customers against substitution, the
Mahogany Association issues these labels to manufacturers
producing genuine and honestly made Mahogany A
items. Use them in your personal selling.

MAHOGANY

ASSOCIATION, INC.

ONE HUNDRED FEET —and more—straight up!
Here you see why Mahogany provides the longest,

Suite 803 C * 75 East Wacker Drive * Chicago 1, lllinois the widest, the clearest, the most nearly
perfect lumber of all cabinet woods.

“‘AFTER ALL ... THERE'S NOTHING LIKE MAHOGANY?”

10 RADIO & TELEVISION RETAILING e July, 1948



UGUST IS A HOT MONTH

for Back-to-School" sales!

Get ready now for back-to-school selling. It's the big
", morey opportunity of the next sixty days—yousz chance
for extra business if you feature and push G-E natural
‘tolor tone radios. Place your stock-filling o-cer now
th your G-E radio distributor. Or write today to:
“General Electric Co., Electronics Park, Syracesz, N. Y.

nafural color tone

oo Y
S gt

sota
T b

= Model 102
“P'm ¢razy about my new college roommate” (It's a G-E

radio), says Beverly Cochran, popular university co-ed. Big buy for the budget-wise. Big in everything but price. Big
See the August G-E “back-to-school ad” in Life, Look, The rosewood plastic cabinet. Big tone —natural color tone —plenty
Saiurday Evening Post, Country Gentleman, Farm Journal, of power. 5% Dynopower speaker—with G-E Alnico 5. Model 102
and Progressive Farmer, with their 71,948,000 readers. —a fast seller at $19.95.*

Radio stations use the same repro-
ducer. Hep-cats and long-hairs go for the
G-E Electronic Reproducer and natural
color tone of this G-E de luxe automatic
combination. Model 304 below. $109.95*

Wakes ‘em up fo music. A depend-
able G-E clock—a natural color tone
radio—an electronic reminder all in one.
Superheterodyne circuit. AC only. Rich-
looking rosewood plastic cabinet, Model
60 below. $39.95*

Model 210

Model 150
Genuine FM plus AM. Built-in an-

tennas for both FM and AM. G-E mat-
ural color tone. Dial light, Tone
control. AC or DC. Stunning rosewood
plasticcabinet. 5%" G-E Alnico §
speaker. Model 210 above. $64.95*

Handsome AC-DC and battery port-
able with natural ¢olor tone. Maroon
plastic case. Marvelous selectivity. Amazing
power. New selenium rectifier, Model 150

above. $39.95° Model 60

*Western prices slightly higher. Prices
subject to change without notice.

GENERAL @) ELECTRIC

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

RADIO & TELEVISION RETAILING e July, 1948 I
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Only ZENITH Can Give You

A PORTABLE WITH SUCH FEATURES

PRESS T E BaeT70N

P

FOCRS POP OFEN
v

W EAACNET
PORE WP

v
| ST NS 7 AAY

“UNIVERSAL"

PORTABLE RADIO

BEITER SONE - MORE St
1 L d
| STURDY METAL DNRASEAIE
g L d
NEW LCATER WERST
L]

AC-OC SANERY PONE=6D

There’s Listening-Magic in the New “Pop-Open” Universal". . .

and there’s Sczles—Mczg

I 7

n this Power ful NEW DISPLAY!

s LA E Y e RN S ) ‘E$ _' ® Never before a portable like this—with so many big
i 'J-.‘-“lﬁ
e " features you can demonstrate and sell. This brand new
- NEW POP-O®EN BUTTOM NEV/ POP-LP WAVEMAGNET* @
r‘.:f Simply p-ess it, and {mproved design — pulls - Universal really has everything . . . striking beauty,
i ) ; :
1 evagything] heppengiat W Ea "'e"_k o digant plenty of “wallop,” magnificent 1one, plus the amazing
I ense. . . . The doors pep signals. Easily detacha-
. opem, the Wcvemagnet 7“"‘1 ble for use in trains, new "Pop-Open” feature. Yes, here’s real Sale-Abilicy!
poa: up, and the sat "“ planes, steel-shielded £
begins ro alae. buildings, efc. 5 A powerful display is ready to help you sell Zenith
¥
j portables, too . . . with eye-catching flash and plenty
NEW DIALSPEAKER NEW METAL DURA-FRAME .
Mew Zanis develop- Combines the strength Ik | of feature selling. Ask your Zenith distributor for the
ment (Pa1. ho. 2272660) e of metol with the beat- ~ necw complete Portable Promotion Package . . . or for
. et g ty and light weight of %g
v
-l us? SRR plastic — set is 18% . the unit shown above, display No. R-861.
reaiflng diot sind logye 1525 lighter, yet sturdy *Reg. U. S. Pat. OfL.
. poweriul Full-voiced enough for the most rug- KEEP YOUR EYE ON
[ Z2nith-built speaker. ged outdoor use,
g

tly

=

ZENI'I'H RADIO

6001

— =g

A

CORPORA'I'ION

W. DICKENS AVENUE CHICAGO 39, ILLINOIS
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Get the complete catalog of RCA Battery Sales
Promotion Material from your RCA Distributor

Powerful Sellers. .. dll geared to the radio trade!

Greatest Radio Battery Promotion Program in the Field!...

v Banners v Streamers v Cartoons v Counter Displays ¥ Counter
Merchandisers v Direct Mail Post Cards v Advertising Mats
v Battery Guides ¥ Dealer Price Lists ¥ Battery Cartons

Again RCA leads the battery field in progressive mer-
chandising with a complete line of powerful selling
aids specifically designed for the radio trade!

Now you can get everything you need to sell more
RCA Batteries than ever before...compelling full-

color displays to lead more customers your way . . .
self-serving counter merchandisers that sell batteries
on sight...banners and seasonal window streamers to
let all radio owners know you’re headquarters for RCA
Radio Batteries.

Don’t miss the extra business these new sales aids
will bring you. Ask your RCA Battery Distributor for
Bulletin No. 2F406 that contains the complete story
on the most comprehensive sales promotion plan in the
radio battery industry today!

SELL RCA BATTERIES —THE COMPLETE LINE FOR THE RADIO AND ELECTRONIC TRADE

1

—— |

Flashlight

Portable A's Portable B's Portable AB's
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with the CHICAGO TRIBUNE'’S

. Selective Area Advertising Plan!

Market studies reveal the consumer’s marked tendency to buy hardline
goods from neighborhood dealers. Here’s a plan that gives each of your
With the Tribune’s Plan, dealers a highly localized campaign and enables you to realize this

your dealers get sales-win- . .
ning, prestige-building ad- neighborhood potential.

vertisments for as low as
el f{;;den';f,f; The Tribune’s Plan is productive and inexpensive. It works like this:
op the ';‘}‘l’:‘;ﬁ;:‘_dea'e“ involved. On Sundays, the Tribune publishes five separate sections, each delivering
some 200,000 circulation in five separate metropolitan Chicago areas. By
EACH DEALER GETS: listing mon-competing dealers in the advertisments that run in each
1 Selective coverage of his local section, each dealer can get exclusive benefit of copy in his own trading

k
s area. Even dealers with small advertising allowances can participate.

2 Prominent display of his name and
location

This kind of co-operative advertising is fitted to the needs of dealers
and distributors. It can help you boost sales in the rich Chicago market—
YOU GET: alone big enough to take all or an important part of your production.

1 Betlte'r identification of your local The plan can be applied in practically any newspaper market.
outlets

2 Enthusiastic dealer support Manufacturers have proved the plan in Chicago. Selling everything
3 Advertising that pays off right away! from records and shoes to radios and washing machines, they have
already spent $425,000.00 in the Tribune. Contact your nearest Tribune
representative today for complete details.

3 The low rate of just 1.4¢ a line!

MANUFACTURERS ENTHUSIASTIC —Users of the Gay and Zenith; as well as Bendix Home Laundry,

Tribune’s Plan include these radio manufacturers: Coleman Heater, Columbia Records, Eureka Vac-
Admiral, Bendix, Farnsworth, General Electric, uum Cleaner, Horton Ironer, Jacobs Launderall,
Howard, Majestic, Philco, RCA-Victor, Stewart- Landers, Frary & Clark Automatic Blanket, May-
Warner, Stromberg-Carlson, Westinghouse, Wilcox- tag Washer, and Enna Jettick Shoes.

A. W, Dreier, Chicago Tribune
HICAGO TRIBUNE |5
c E. P. Struhsacker, Chicago Tribune
220 E£. 42nd St., New York City 17
The World’s Greatest Newspaper Fitzpatrick & Chamberlin

155 Montgomery St., San Francisco 4
. . R 448 South Hill St., Los Angeles I3
Sunday average net paid total circulation: over 1,600,000 N g

W, E. Bates, Chicago Tribune

Sunday average net paid city and suburban circulation: over 1,000,000 Penobscot Building, Detroit 25

MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC.
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The Wall type Telehome with 6-station
capacity fits in the modern kitchen

All new construction . . . every
electrical kitchen . . . every re-
modeling job where kitchens are
being modernized should include
a “Telehome” wall type inter-
communication system. This is a
real modern convenience and
step-saver for the housewife.
“Telehome” is also a protection
as doors can be answered with-

out opening them, by installing
a door speaker unit. It puts one
in voice-to-voice contact with
various rooms in the home, up-
stairs, recreation room, work
shop or garage. It eliminates the
need to run around. The central
location of the wall type master
unit in the kitchen is preferred
by many.

Licensed under U. S. Patents of Western Electric Company,
Incorporated, and American Telephone and Telegraph Company

WEBSTER @ ELECTRIC

RACINE

WISCONSIN

Established 1909

Export Dept. 13 E. 40th Street, New York (16}, N. Y. Cable Address ““ARLAB" N. Y. City

“Where Quality is a Responsibllity and Fair Dealing an Obligation

THE LATEST ADDITION TO

THE MODERN HOME

Sold as a Package
Containing
Recessed Model
and Door Speaker

MAKE ‘‘TELEHOME’’ AN ADDITION TO YOUR LINE ... IT’S PROFITABLE!

RADIO & TELEVISION RETAILING e July, 1948



“/ele-lones

GREAT

TRIUMPH
IN PORTABLES




HERE ARE OTHER MEMBERS

IN THE %'W LINE

-
v -

a4
R

t

L]

Model 157TW . . . o poce setter in tonol
brilliance and styling $l4.95 retail

Model 182 | g portable record player Model 165

with brilliant tone

$19.95 ...

-..»E'L.E"ToNE

. a sensational price for o
top-notch performer

$9.95 i

. a honey for featyres, ... a $16 95 o
\' retai

sensotion for style

Model 183 . .. an automatic phonograph

with powerful circuit for reproduction of
superior quality

$34.95 ..

AND “/ele-lones sensational

NEW LOW PRICED TELEVISION

ONLY

143

plus $1.30 federal tax
installation extra

il

® All channel tuning

® All controls accessible
® Llarger tube complement
® Easy-View screen

fus Sk 2 ® Simple installation

® Mahogany cabinet

®  "Audio-Vision" tuning
® FM circuit for noise free

reception

All prices slightly higher west of the Rockies.
Printed in U.S.A.



6601 So. Laramie Ave., Chicago 38
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Two Reflex Radial models from

h.
24-inch to 10-inch.

Four Reflex models from 24-inch to 9-
inc
in price.

Exclusive Jensen Hypex formula (Pat-

ent 2,338,262) gives improved acous-
tical performance and wider sound

distribution.

21
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ACCLAIMED/

for sterling Television performance

Mode! 799

FADA
TELEVISION

with FADA ‘SENSIVE-TONF’
paves the way for

more customers . . .

quicker sales . . . greater profits

Large 54 inch screen . . . exceptional picture resolution, brightness and Model 799 T
AD.
contrast. Extraordinary brilliance even in daylight. Full 13 channel coverage. List $375 \ta ”
, . .07
Choice of exquisite hand rubbed Walnut or Mahogany veneer cabinets. Plus Tax g[lAl”eT

\l\“%}
Plays Anywhere! 3 Way AC-DC Portables

Model P80 . . . AC - DC AM - FM RECEIVERS

and self contained battery
operation. Choice of Ebony,
Walnut, Maroon or genu-

ine Ivory Plastic Cabinets,
o

Model 790 AM . FM . . .
Eight tubes plus ballast.
Choice of Walnut or genuine
Ivory Plastic Cabinets. ‘Gem-
Loid’ illuminated dial.

... List $59.95
Choice of Model 790 List $59.9

Model P80 Less Batteries four luxury In Walnut Plastic
List $34.95 In Ebony Plastic color plastics

FADA RADIO & ELECTRIC COMPANY, INC.

BELLEVILLE, NEW JERSEY

22 RADIO & TELEVISION RETAILING e July, 1948



The leader in disc recording
now gives you the finest in TAPE !

THE NEW

C‘I'

Y. M. REG. U § PAT, OFF

WllCOX GAY

Full half haur of-continuous record-
ing .. simplified threading... tape
can be erised and re-used ... high
speed wind . .. 9" x 6" elliptical dy-
namic speaker .. records from mi-
crophone or radio . . tape easily cut
nd edited . .. weighs 40 pounds .

dimensions: 174" x 15%’/ x 10%8"".

EXTENSION SPEAKER

available as accessary,
meets requirements of schools
and colleges for use in audi-
toriums, 12-inch speaker
complete with carrying case.

® Connt on the /eader for the finest! Wilcox-Gay, pioneer in disc recording, meets

your demands for a tape recorder that is portahle, easy to operate, brilliant in per-
In musical training,

both vocal and instru-
mental, Tope RE-
CORDIO s practical
and economical,

formance. The new Tape RECORDIO contains many advanced fearures perfected
by Wilcox-Gay engineers—features that make this amazing new RECORDIO the
pace-setter in the tape recording field. Get full details. You'll like the new Tape
RECORDIO because it spells S-A-L-E-S and P-R-O-F-[-T-S!

Becouse tape con be

used again and again,

Zape RECORDIO and MAGNETIC TAPE are Tope” ECORDIO i
eol for use in spemch,

. v . di ic 1!
now available from RECORDIO distributors. R oo

Tape RECORDIO hos
many uses in business,
such as recording con-
ferences and sales
meetings.

Record fram mi-
¢rophone or radio. m - Tape RECORDIO, with public
RECORDIO will record < address feoture and eaten-

a holf hour program - ————— sion speaker has sufficient vol-
on one tape. W ume for large auditorium,
£

WILCOX-GAY CORPORATION - CHARLOTTE, MICHIGAN s mancom comran

RADIO & TELEVISION RETAILING e July, 1948 23



Hore come Dee

w%stinghouse Foily

} o %
4 h'_‘\‘.

y B - - o i
e AR P 4 ol 4
. A P
. "‘?‘I. Y

WESTINGHOUSE 169— No finer radio- WESTITGHOUSE 186—a magnificert musiczl

phonograph has ever been built—ar any price! instr_ment with tested, easy-to-sell ‘eatures
Every exclusive Westinghouse feature— - . . Electronic Feather . . . Automix record
plus a custom cabinet—at a sellable price changer PLUS dual tone control amd six
customers will go for. electric push buttons.

WESTINGHOUSE 191— WESHNGHOUSE 190—

An all-new console combination A sleex, modern version of
at a realistic price. Plenti-power . . . the 191, with the same exclusive fesures—
Rainbow Tone FM . . . Extra-Large plus quadruple record storage space: Here's
record storage . . . phantom grille radio-phonograph that promises to pile up

permits playing with closed doors. jprofits for you!



WESTINGHOUSE 157 —

Sa good last year, we're
repeating! Small, compact table
model, Plenti-powered for the
performance customers want.

WESTINGHOUSE 178 —

Aa outstanding battery radio
for farm, ranch or camp.
Packed with selling features and
pegeed at a reasonable price.

H.: e ...
i ;‘-’f;,d‘lll‘ll-!

o8

WESTINGHOUSE 187 —

An entirely new modern
AM-FM radio-phono with
Henti-power . . . Rainbow Tone
FM . .. Electronic Feather . .
Drial Tore Control . .

€ clectric push buttons.

WESTINGHOUSE 188 —

Herc's Westinghouse power and
performance, clad in a gleaming
black plastic Chinese Chip-
pendale case. The low, LOW
price promises profits for you.

WESTINGHOUSE 139

Big, Powerful, Luzurious
FM-AM-Phono Console
Custom features to catch the
cudtomer’s cye . . . make
him buyi

WEBTINGHOUSE b65 —
This -*Prince of Portables™” has
power and tone on AC, DC,
or battery. Luggage-type case

| s

superb reception makes ‘em buy!

WESTINGHOUSE 61—

Tbe finest AM-FM table
madel ever built! Exclusive
Rainbow Tone FM at a hard-
to-believe low price. A sure
sades leader

WESTINGHOUSE 184 —
Demonstrate the indestructiblo
MICARTA cabiuct on this
table model radie-phonograph
show custameers the LIFT-

OUT sadio that ean be used in any
raom . . . and you've made a sale!

E———
|

@
0 _“1-\|\
1

< =

WESTINGHOUSE 125—

Here's the table model that's
outsold anything in the
industry. Same amazing power
and tone this year, but choic:
of cotors Is wider.

WESTINGHOUSE 204—

A rock-bottom priced table set
with genuine FM and excep
tional AM performance. Styied
nght in tough, resilient plastic.

WESTINGHOUSE 163 —

A feature-packed console-
combination at a price so low
customers can’t pass it by.
Dolible- Wide record storage . . .

Lenti 19
Plenti-power .

record reproduction.

WESTINGHOUSE 17—

A small, sleck sonsoletie with
LIFT-OUT radio and huge
record storage space. Sell this
one as the »second set,” or to
customers with limited

living space!

WESTINGHOUSE 185—

A featberweighi 3-way portable
in rich-looking plastic case.
Style, power, tone, performance,
and price are right for biy

sales, big Profits!

WESTIMGHOUSE 195—

A luggage-type lightweight,

this 3-way portable has power

to spare . . . performance 10

please . . . and a price 10 clinch sales.
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STYLED RIGHT %:;

sturdy,
easy to corry...indoors, a smart-
ly styled table modall

ENGINEERED RIGHT

No warm-up period required. 3%
speaker, unusual for o small setl

TIMED RIGHT 2 rivae-e

demand. Just in time to cash in on

a profitable portable season|

PRIcEn RIGH Invites compar-
ison on dollar-

for-dollar valuel Plenty of spread for

dealer and distributor profits ot:

SUGGESTED LIST

2 8 = MODEL A-520
Less
Batteries Maroon or Ivory

Includes federal excise tax Now delivering!
Bllghtly higher in 2onc 2

New AIR KING 3-Way Portable for every purpose.
Outdoors or in the living room, the new AIR
KING 3-Way Portable packs enough power to
pull in even hard-to-get stations. Skillfully
designed, it’s light and compact for travel and
is also a table model befitting any room in the
home. A Polystyrene cabinet...maroon or
ivory...with recessed, easy-to-read dials
makes for durability. Like other models in the
AIR KING line, the new 3-Way Portable is
designed to sell for you!

These are your Selling Features! No warm-up
period required, even on AC-DC... a 3%-inch
speaker (unusual for so small a set) ... self-
contained loop antenna...Polystyrene cabinet
in maroon or ivory with contrasting grill...
Vinylite handle. .. Superheterodyne.. . 4 tubes
plus selenium rectifier (1-1R5, 1-185, 1-1T4,
1-3V4)...weighs 4% lbs. with batteries...takes
3 flashlight type “A” batteries and 1-671-volt
“B” battery. Size: 8% long x 47" high x
4” deep. For immediate delivery—order now!

. AIR KING PRODUCTS C€O., INC., BROOKLYN 32, NEW YORK Export Address: Air King International, 75 West Street, New York 6, N. Y.

Division of HYTRON RADIO & ELECTRONICS CORP.

\Bw.5ine7
7 Ry L of Rect Seicce 1920
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Just ask yourself

Who gets the Blame
for High Prices?

It’s over your counters that your customers shell out those high
prices that hurt so much. They don’t pay the manufacturer. They
can’t pay labor. They pay you!

And so they blame you!

You can fight this stigma, and at the same time strike a major
blow at the inflation that threatens your entire business, when
you advertise U. S. Security Bonds.

Purchase of Security Bonds by your customers reduces the
potential for credit inflation, stabilizes business, keeps money
in your community, makes better customers for you.

To restore the confidence of your customers in you, to demon-
strate that you are side-by-side with them in the same battle,
advertise and display this symbol and slogan!

JOIN THE FIGHT AGAINST
= \GH PRICES “America’s Secursty is Your Security”

BUY securire BONDS

This campaign will be nationally advertised, nationally broad-
cast, nationally displayed. Customers will look for the slogan
and symbol in your advertising, in your store.

You benefit yourself and your country by making this plan
work. If you haven’t yet received your complete Advertising
and Promotion Kit, write to Retail Consultant, Advertising
Section, U. S. Savings Bonds Division, Treasury Department,
Washington, D. C.

The Treasury Department acknowledges with appreciation the publication of this message by

RADIO & TELEVISION RETAILING
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A GREAT LINE %(

“For every purpose and every purse’’—there are OUT-
STANDING: Emerson Television models—with varia-
tions to me=t the desires of ALL prospects.

Ao . -

.'..‘. :

/

k —
Y ! ‘ﬁ'
J b malie I
.- o “Emerson,
n Television

N i

4
e Emerson Phonoradio
Model 605

FM-AM with 12-inch speaker.
Complete “combination” Phoneo-
radio in mahogany veneer cabinet
— matching “Consolette” Tele-
vision Model 606.

$14995

Emerson Television Model 606

The “Consolette”— with 52.square-inch
screen — fits anywhere in home or office.
Handsome mahogany veneer console. See
basic features on next page.

*209%0

Optional “4-Way” Combination

Emerson Radio and Television

Models 605 and 606
FM.AM Radio — Phonoradio — Television — for
side-by-side arrangements or individual settings.

BOTH fo§4‘4‘945

“BUTHNISION, STYLLE,
TONE, PERFORMANCE
and VALUE

EMERSON RADIO AND PHONOGRAPH CORPORATION « NEW YORK 11, N. Y.
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Lmerson
GREAT MODELS |

24

Compare the features—the popular prices—the universal appeal | i _ i
of this great line—with all others. Emerson Television Model 571

Ask your Emerson Radio and Television distributor how YOU See its hasic features at left. BIG 52=quare-inch
screen — a superb performer in a handsome
Honduras mahogany cabinet.

269
Installation extra

can capitalize the growing development of Emerson Television

in connection with your Emerson Radio franchise.

“IMAGE PERFECTION”
BIG 52-Sq.-Inch Screen

FM “STATI-CLEAR” CIRCUIT
Frequency-Modulation sound on TELEVISION ."
and FM radio — noise-free voice and music. §

“MIRACLE PICTURE LOCK”
Holds picture steady on the screen — pre-
venting flickering and drifting.

BIG 52-SQUARE-INCH SCREEN

Gives you the ENTIRE PICTURE with amazing
eye-ease clarity.

»

Full 13-channel Television coverage

¥

—_\ GRS
-

EMERSON “4-\%/AY” MODEL 585
Television — FM-AM Radio — Phonoradio

A truly mz gnificent *comDination” of radio and televisiom
in handsor2 comsole. All SUPER features at an anbeliev-

able price.
$ 49 500

® Ask Your Emerson Radio
and Television Distributor

EMERSON RADIO AND PHONOGRAPH CORPORATION « NEW YORK 11, N. Y.
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9 Reasens Mty
CAPEHART DEALERS
have this year's Greatest Profit

Opportunity
. No. I Name
2. Complete Line
3. Engineering Leadership
4. Ample Margins
Quality of product
6. Public acceptance

w»
B

7. Proper retail prices
8. Strong Advertising

9. Adequate distributor and
Sactory merchandising help.

—
.

7

APEHART’S position s unique.

It has been acclaimed everywhere by leading music critics
—and chosen for America’s finest homes—as ““the world’s finest
instrument for musical reproduction.”

This year, the magic of the Capehart name has been ex-
tended over a far wider range of phonograph-radios than ever
before. Customers who were never thought of as “Capehart
prospects” can now afford the pride of Capehart ownership.

This brand new Capehart market for you to service is asales

opportunity that comes only once in a lifetime.

THE INCOMPARABLE

REASONS 2 10 9 will be discussed in subsequent
advertisements. Your Capehart distributor wall

give you the whole 9 point story.

LIVING MUSIC’'S GREATEST RIVAL

28D
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O. H. CALDWELL, Editorial Director % M. CLEMENTS, Publisher

The Temporary Slump in Set Sales

Old-timers are not fooled by the valleys in the radio merchandising pic-
ture. They know that there are well-defined peaks and valleys in the busi-
ness of selling sets. But many of the new-comers become alarmed—as they
are today, when the "brakes” are on and the “breaks” are out.

In other words, many believe that the radio receiver business is shot
—permanently finished.

In light of what is happening it would be silly to say that radio receivers
(excluding, of course, television sets, and portables) are being sold in
satisfactory quantities. Such is not the case.

But, sets will sell well in the Fall! The radio business will came back as it
always has. A look at the record should convince even the most skeptical.

For instance, in studies made by this magazine, it has been brought out
that set sales follow a more or less stable and familiar seasonal pattern.
April, for example, can be counted on for about 6% of the year’s sales;
May for 5%, June for 6%, July, 4%; August, 6%, and September, 8%,.
Now look at these: October, 11%; November, 12%, and December, 18%.

So it will be seen that while the present may be discouraging, the future
looks good. And it will be good for those who try to make it better.

In the meantime, the merchant needs to increase his selling tempo. He
needs to fight the seasonal slump with every tool at his command, re-
membering the while that there is #o slum p in his overhead.

In most sections of the country, there is big business to be done in the
sale of carry-about receivers, and in television areas, a genuine boom is
on. Before long almost all dealers will be selling the picture sets; sharing
actively in this great new boon to the industry.

So far as the sales of midgets, table models, FM and AM combinations
are concerned, the dealer should remember that the potential is still here.
He should realize that every single sale he can make today through out-
standing effort is, as we've frequently pointed out, easier than almost any
sale made during the decade preceding the late War.

In spite of over-production of certain models by some manufacturers, and
the comparatively mild epidemic of dumping and price-cutting, the radio
business is in nothing more than one of its summer sleeps. And, it is
bound to awaken this coming Fall, to emerge again full of life and primed
for profits. The slump in set sales is a temporary one.

RADIO & TELEVISION RETAILING e July, 1948
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What's Ahead!—in Radio,

MAKING A REAL CONTRIBUTION TO THE

tndustry are those manufacturers and jobbers
who are rigidly policing their list prices, dis-
enfranchising organizations known to be re-
ducing prices.

HIGH-OVERHEAD, LARGE RETAIL OUTLETS

kicking like steers over the low mark-up on
television sets. (It’s between 22 and 28 per
cent.) Numbers of independent dealers report
that they can make out all right so long as
manufacturers assume installation and service,
and trade-ins stay away from their doors.

THE LATEST ON THOSE FAMILIAR, STILL

SCARCE electrical appliances, (you know the
brands), is that they will not be in adequate
supply at any time during 1948. In the mean-
time, according to reliable pipelines and grape-
vines, execs of some of the firms unable to even
begin to satisfy the clamor for their merchan-
dise, are frankly worried over the inroads other
makers are establishing with similar products
now in fairly heavy production.

“DEEP-ROOTED ANXIETY OVER LOSING A

SALE” is the way one of the country’s foremost
merchandising authorities describes the action
of the dealer who cuts the price of a television
set in the present SELLER’S MARKET. Re-
minds one of the “I’ll tell you what I'm going
to do for you,” opening remark of many a sales-
man during the Depression, who announced his
intention to lacerate the list before the cus-
tomer had a chance to open his mouth.

NEW PURCHASERS OF RECORD PLAYERS

often go on needle buying sprees, seeking the
“best”, according to dealers who have become
quite familiar with this habit pattern. A month
or 8o after, they settle down to a definite choice.

NORGE’S NEW AUTOMATIC WASHER fea-

30

tures more than 18 lbs. clothes capacity, low
water consumption, “five-way” washing action,
ete. It’s powered with a 15 HP motor, and will
sell for approximately $319.95, installed.

THE 4TH ANNUAL PACIFIC Electronic Ez-

hibit, at the Los Amngeles Biltmore, will be
held Sept. 30, October 1-2. The event is spon-
sonored by the wide-awake West Coast Elec-
tronic Manufacturers Association, headed by
the mewly-elected president, James L. Fouch,
of the Universal Michophone Co.

BEFORE FALL, ONE LARGE RADIO MANU-

FACTURER expects that 25 per cent of his
firm’s production will be rolling out to the gov-
ernment under the present defense program.

PLENTY OF MISSIONARY WORK IS still

needed in the radio/appliance field so far as list
prices are concerned. In a recent survey, almost
all dealers reported that their customers be-
lieve the prices of the products are too high.
Such belief, which is based upon exposure to so
many out-of-line prices in other fields, needs
correcting, which can be accomplished by com-
parison with pre-war prices, and by stressing
small cost, great value, and long life of radio
and appliance products.

WESTINGHOUSE PLANNING PRODUCTION

of the dishwasher, announced some time ago.
The firm is now preparing sales training mate-
rial for this appliance, and also for its Waste-
Away garbage disposer, and its full line of
heaters.

A LOT OF MONEY IN LITTLE THINGS is seen

in the manufacturing of long-life phonograph
needles—now a 25 million dollar ndustry when
sales of needles for initial equipment are added
to sales to consumers as replacements.

FOR A NUMBER OF YEARS, we've asserted in

print that “Business helongs to the man who
goes after it.” The little saying continues to be
a truism. For instance, one manufacturer ex-
hibiting at the Chicago “Parts” show, who put
some extra effort into his selling, wrote six
thousand dollars’ worth of business—all with
NEW customers—the day before the show
officially opened. This business represented the
sale of a great many units.

MUCH FAVORABLE COMMENT OVER Uni-

versal’s smart promotion for dealers who mer-
chandise Landers, Frary & Clark vac cleaners
and the firm’s bantam, portable range.
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Appliances, Records and Television

RADIO BATTERIES SELLING like hot cakes
this year as the carry-about receivers continue
to grow in popularity. As pointed out in a pre-
vious issue of RTR, the portable radio, once a
Juvenile item, is now selling well to persons in
all age groups.

IN A MARKET WHERE CONSUMERS are cer-
tainly willing to pay list prices for famous make
phonograph records, the height of something
or other is seen in those few stores that sell
’em at cut rates, “three for so-and-so.”!

VERY FEW OUTSIDE SALESMEN ARE mak-
ing night calls these days, according to a num-
ber of merchants questioned. While they do cut
into the salesman’s rest, it must be agreed that
the visits after dark are the most productive.
Additionally in favor of making evening calls
is the fact that canvassers are reporting a much
higher rate of ‘“‘outs” during the day than pre-
vailed pre-war. This is doubtless due to the
high employment of housewives, particularly
among the young married ones.

TERRIFIC SALES BATTLE AHEAD in bids for
business by the automatic washer makers, with
some new-comers in the field. The way things
shape up now, the battle royal will not be a
“price fight”, but one in which features will be
stressed; good retail outlets strongly contested
for.

TELEVISION SERVICERS are “sweating out”
an array of the most amazing problems ever
encountered in the radio busines, with many of
the conditions affecting reception contradicting
well established theories, and even facts. Tech-
nicians are dealing with such outlandish things
as sap running in trees, rising and falling gas
storage tanks, along with the more or less
familiar affecting agents such as buildings,
mountains, atmospheric conditions, etc.

MANUFACTURER’S “SHOPPER” FOUND that
only 42 clerks out of a hundred visited, sug-
gested another phonograph record in lieu of the
one the shopper asked for, and knew in advance
was not. in stock.

RADIO & TELEVISION RETAILING o July, 1948

NUMBERS OF RETAILERS complaining that

they do not get enough free advertising mate-
rial, signs, folders, etc., from manufacturers
and jobbers.

THEY WON'T BUY UNLESS THEY KNOW

WHAT it is! RTR articles have stressed that
point many times in articles urging dealers to
place cards carrying explanatory messages be-
side products which the customer may not be
able to identify. One dealer reports that he fol-
lowed our advice regarding the display of those
midget washers which look somewhat like an
oversize canning ketile. Claims he sold his erst-
while slow-moving stock as a result of a large
card, attractively lettered, used with a window
display.

IN PROMOTING SMALL RANGE SALES for

his firm, W. J. Cashman, director of promotion,
publicity and advertising for Landers, Frary
& Clark, sizes up the market by pointing out
that there are 5,000,000 old oil ranges alone
in need of replacement, and ‘“‘countless thou-
sands of wood and coal stoves on their last legs
in rural and small towns. . . .”

NEW REFRIGERATOR DOOR-STOP hinges and

a compensated control, as well as an accessory
freezer alarm system, are among the improve-
ments now being incorporated in Hotpoint’s
refrigerators and freezers.

SEEN ON THE ROOF OF A Bronx, N. Y.

apartment house, the family wash hanging on
a television antenna array. Perfect setting for
an inter-family or inter-neighbor feud.

AN INTENSIVE NATIONAL CAMPAIGN to

boost radio repair sales for authorized radio
servicemen, including a continuing series of ads
in national magazines has been launched by the
radio tube division of Sylvania Electric Prod-
ucts, Inc. In addition to the ad campaign, the
firm has an attractive set-up of point-of-sale
material for the servicer.
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instrument for every cusfomer

The RCA VICTOR line, backed by intensive advertising,

brings you bigger profits through higher turnover

o These models are members of a line of instruments that
can’t he beat! No matter what your customers prefer,
there’s an RCA Victor model for them.

Whether your customers want a console. table model,
or portable—AM, FM, Short Wave, Records or Television
—dollar for dolar, these RCA Victor instruments will
give them more pleasure, betier performance and a greuter
listening thrill than any other brand.

Appealing advertising constantly reaches your customers
. sends them to you for the RCA Vietor instrument
of their choice. Smashing full-color pages in LIFE,
COLLIER’S. and SATURDAY EVENING POST with
black-and-white advertisements in LOOK reach hundreds

FINEST TONE
SYSTEM IN RCA
VICTOR UISTORY

of potential customers of yours every month. The RCA
Victor Show reaches millions of listeners every Sunday
over 163 NBC stations from coast to coast.

Look for the dramatic advertisements in these leading
national magazines . . . listen to “The Music America
Loves Best” over your favorite NBC station every Sunday
at 2:30 P.M., ED.T.

Cash in on the ever growing preference for RCA Victor
instruments. Tie in your advertising and store displays
with the national campaign. Let your customers know
that you have RCA Victor instruments. Only part of
this great line is shown here. If you don’t have the full
line on display, contact your distributor NOW!

rcit Jrcrorn @<

DIVISION OF RADIO CORPORATION OF AMERICA

ONLY RCA VICTOR

- X Coming to the July Furniture Market in Chicago
The “Golden Throat” tone system is P S —July 5-17? We’ll be waiting to see you in Booths MAKES THE VICTROLA
o

bringing a new listening thrill to millions.
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0 44 1048 and Spaee 235 on the mezzanine floor.

Victrola, T. M. Reg. U.S. Pat. Off.
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GE TELEVISION RECEIVER

Model 810 table television set uses 10-inch
direct-view picture tube with an aluminum-

backed fluorescent screen. This backing acts as
a mirror which prevents loss of light and stray
reflections inside the tube. The set has a list
price of $299.50 (slightly higher in the West).
General Electric Co., Electronics Park, Syra-
cuse, N. Y...RADIO & TELEVISION RE-
TAILING

Capehart LINE

New television receivers introduced include
four Capehart television-phonograph-radio com-
binations and a Farnsworth table model. Top-
ping the television line is model 651P, shown,
which has a mahogany breakfront cabinet of
traditional English design. This console-com-
bination retails for $1395, features: 12-inch
direct-view tube, automatic phonograph with

intermix record changer, AM and FM radio,
and storage compartments. Model 502P has the
same specifications, but is modern in design,
and the four-compartment cabinet is covered
with a light modern fabric that looks like
leather. This unit is priced at $1295.

Model 504P, retailing for %875, has a 10-
inch direct-view tube, automatic intermix
changer. Cabinet is of Chippendale styling.
Modern cabinet, finished in bisque, with a 10-
inch picture tube, intermix changer, lists for
$795.

Television receiver model V261 has a 10-inch
picture tube, is housed in a compact mahogany
cabinet, and retails for 3395 including normal
installation and one year service.

Fourteen Capehart phonograph-radios were
introduced by the firm, with three Concert
Grand models ranging in price from $1275 to
$1695 heading the list. The instruments have a
number of new technical developments, in-

Newest Radio

cluding an improved turnover record changer;
a noise eliminator which reduces record sur-
face noise. The Capehart turnover record
changer is incorporated in two Deluxe series
instruments, models 116P4 and 118P4. They
are priced at $845 and $795 respectively. The
other nine new Capehart phono-radios headed
by the 21P4 Chippendale at $595, have the
new automatic intermix record changer, noise
eliminators and providle AM and FM radio
reception. Farnsworth Television & Radio
Corp., Ft. Wayne, Ind.—RADIO & TELEVI-
SION RETAILING.

RCA Victor PORTABLE

Model 8BX5 three-way portable radio fea-
tures colored plastic modern cabinet. Styling
effect achieved by contrasting maroon plastic,
and the simulated alligator luggage-type cover-
ing. Portable operates on battery, AC or DC,

has four tubes and one rectifier, is 914 inches
high, 11 inches wide and 5 inches deep. Clock-
type dial mounted over speaker louvers. Sug-
gested retail price of $34.95, less battery. It
takes an RCA battery pack (VS060), which
has a Retail price of $4.50. RCA Victor Div.,
Radio Corporation of America, Camden, N. J
RADIO & TELEVISION RETAILING

Garod PORTABLE

Model 4B1 “‘Starlet 1I,” self-contained four
pound personal portable, features cover and
safety lock. Retails at $19.95. Plastic case
available in ivory, maroon, ivory-maroon,
ivory-blue with contrasting and matching plas-

tic carrying handles. Overall size: 8 inches
wide, 534 inches high, 3% inches deep. Re-
ceiver utilizes superheterodyne -circuit, four
multi-purpose tubes. Garod Electronics Corp.,
70 Washington St., Brooklyn 1, N. Y.—RA-
DIO & TELEVISION RETAILING

Zenith TABLE MODEL, CONSOLE

‘“The Viceroy” model 8H832, shown, twin-
speaker, FM-AM table model radio. Features
standard broadcast reception and Armstrong

FM on both tuning bands: matched magnet
speakers, built-in wavemagnet, Zenith light-
line FM antenna ; radiorgan tone control offers
listener choice of 64 tonal combinations. Cab-
inet of contemporary design finished in walnut,
speaker grill of gold weave cloth. Suggested
retail price $99.95. Slightly higher on West
Coast.

Model 7R887, AM console combination, has
been added to the line. Features exclusive
Cobra tone arm; silent-speed record changer,
10-inch PM speaker; wavemagnet eliminates
need for outside antenna; Radiorgan tone
control. Cabinet of contemporary design, with
top and sides of walnut veneer. Suggested re-
tail price is $169.95. Zenith Radio Corp., 6001
West Dickens Ave., Chicago 39, IIl.—RADIO
& TELEVISION RETAILING

Farnsworth RECORD CHANGER

Automatic record changer, automatically
plays twelve 10-inch, and 12-inch records sep-
arately or intermixed, without any manual ad-

justments. There are no levers or suspension
posts to be placed in position and no manual
adjustments to be made in preparing the
changer for operation. Farnsworth Television
& Radio Corp., Ft. Wayne, Ind.—RADIO &
TELEVISION RETAILING

Radio Apparatus POLICALARM

For police call fans, this firm has announced
an R.A.C. Policalarm FM receiver. The re-
ceiver tunes from 152 to 162 megacycles, and
receives cabs and other mopile services. Comes
ready to operate with its own built-in an-
tenna; outside antenna can be purchased sep-
arately. Walnut veneer cabinet 914, inches x
614 inches x 614 inches deep. Operates on AC
or DC. Retail price is $39.95. Radio Apparatus
Co., Indianapolis, Ind.—RADIO & TELEVI-
SION RETAILING

OTHER NEW PRODUCTS ELSEWHERE IN
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Profit-Makers

Tele-Tone PORTABLE

Model 185, 3-way portable has five tubes plus
rectifier, built-in loop antenna, hinged back. It

is 10 inches wide, 714 inches high, 4%, inches
deep. and weighs 63; lbs. complete with bat-
tery. Cabinet of polystyrene front has a gold
metal grill, drop-door. Available in sand and
maroon colors at $27.96. Tele-Tone Radio Co.,
640 W. 58 St., New York, N. Y..-RADIO &
TELEVISION RETAILING

Wiremaster WIRE RECORDER

Wire recorder has 18 tubes; records and re-
produces a frequency response of 40-10,000
eycles ; plays through a Jensen high fidelity
8-inch PM speaker housed in a separate cabi-

net; all controls located on the front panel;
two high-impedance microphone inputs; play-
back arm for playing dises up to 12-inches:
entirely self-contained and portable. Sells for
$295.60, complete with 1 half hour spool and
2 quarter-hour spools of wire. Precision Audio
Products, Inc., 1133 Broadway, New York 10,
N. Y..—RADIO & TELEVISION RETAILING

Garrard RECORD CHANGER

Automatic record changer, model RC70, for
moderately priced sets or custom installations.
Features: simplicity of construction; plays
ten 10-inch or ten 12-inch records and auto-
matically switches off after last record has
been played; separate platform for 10-inch
and 12-inch records, controlled by a lever on
the mounting plate; turntable is weighted for
fly-wheel action, driven by means of a drum
on the inside; center spindle removable. Model
available with Astatic crystal cartridges, GE
variable reluctance pickup, or Garrard mag-
netic at no change in price. Garrard Sales
Corp., 315 Broadway, New York, N. ‘
RADIO & TELEVISION RETAILING
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Air King TELEVISION SET

Model A-1000, 30-tube table model television
receiver. Features 10-inch direct view tube.
Set has 13 channel coverage, complete FM
audio circuit; picture size of approximately

[—_—

52 square inches. Cabinet of mahogany veneer.
Dimensions: 26 inches long, 141 inches high,
19 inches deep. Retails at $369.50. Air King
Products Co., Inc., 170 53 St., Brooklyn, N. Y.
‘-RADIO & TELEVISION RETAILING

il

Temple PORTABLE

Model H-411 personal portable, shown. Radio
operates on self-contained batteries. Specifica-
tions: 814 inches wide, 61 inches high, 6%
inches deep. Weight 51 1bs. including bat-
teries. Set has a non-breakable cabinet. :Re-
tails for $12.95. Available in five golors.

3-way personal portable, available in five

colors, uses special single long life ‘A’ bat-
tery. Set operates on both house current and
self-contained batteries. Four tubes plus recti-
fer in newly developed superheterodyne circuit
permits instant reception. Size: 8 inches high,
474 inches wide and 41 inches deep. Weighs 5
Ibs. including batteries. Retails for $24.95.
Templetone Radio Mfg. Corp., New London,
Conn.—RADIO & TELEVISION RETAILING

Packard-Bell TABLE MODELS
Model 682, shown, 6-tube set, including rec-

tifier, is housed in attractive wood ecabinet,
features metal grille, large handle, tone con-
trol. Priced to sell under $30.00 in walnut
finish, slightly higher in natural.

Model 100, “‘Pack-ette” an AC-DC set, priced

to sell under $15.00 in brown plastic, and
slightly higher in an ivory plastic cabinet.

Model 771, 7-tube set including rectifier, fea-
tures both standard broadcast and short wave
coverage. Chassis housed in cabinet designed
to fit home occasional table. Features: station-
ized dial, automatic volume control, tuned
RF stage on both bands. Packard-Bell Co., Los
Angeles, Calif.—RADIO & TELEVISION RE-
TAILING

Hoffman TELEVISION RECEIVER

“Malibu” model television set features: 12-
inch acoustically treated speaker, independent
operation of television unit, visible glass sand
blasted for glare protection; cabinet doors ad-

justable to block side reflections. Choice of 10-
inch or 12-inch tube in same cabinet. Video
tube has special eye-angle mounting for a
slight upward screen tilt. Available in blonde
wood or mahogany finish. Lists at $425. Hoff-
man Radio Corp., 3761 S. Hill St., Los Angeles
7, Cal.—RADIO & TELEVISION RETAILING

Rembrandt TV RECEIVER

Model 1950 table model television receiver.
Features: 12-inch tube; 78 sq. in. picture; FM
radio; DuMont imputuner; AFC clipper cir-

cuit. Cabinets hand rubbed, finished in blonde
mahogany, mahogany, curley birch, maple, and
Chinese pastels. Remington Radio Corp., 80
Main St., White Plains, N. Y. -RADIO &
TELEVISION RETAILING

More New Products
Elsewhere

In this Issue
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The dealer who realizes that there’s
more to service than merely rendering
it, is always out in front pushing sales
of maintenance work. Servicing, he
knows, is a merchandising function. His
aim is to make a satisfactory profit on
every job he does.

In order to do this he must keep
the work coming in and going out at
a fast-paced rate. When his mechanics
spend more time than is actually neces-
sary on repairing a radio or appliance,
or in delivering finished work, the
dealer, in checking up, finds that many
of such repairs have been made with-
out profit, and worse, that some jobs
have been performed at a loss.

In cases where the dealer has esti-
mated, in advance the charge to be
made to the customer, he'll find it ex-
tremely difficult, in nearly every in-
stance, to justify a higher price because
the job took longer, or required more
parts than he had anticipated.

Even with the non-estimated jobs,
the repair department which isn’t op-
erating efficiently, is often unable to
ask an adequate charge, since such
charge, because of excessive time spent
through breakage, or unfamiliarity with
correct repairing procedures, is obvi-
ously out of line.

In considering speedy repairs, the
dealer should never sacrifice quality
of work for speed, but it is a fact that
a greatly accelerated pace can be
achieved through stepped-up facilities
and practices.

The faster the work can be turned
out, the greater the department’s ca-
pacity for taking on more work will
be. In addition, customers welcome
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rapid service, and will continue to do
business with the firm who does good
work quickly. Of course, too, the
longer a job hangs around the shop,
the longer the dealer has to wait for
his money.

It goes without saying that only top-
flight mechanics must be employed by
the merchant whose aim is to obtain
greater volume, and larger profit on
each job. Having the right sort of men,
who can work fast, and under pres-
sure, the department must provide such
employes with the kind of shop layout
which will permit them to operate with
the least amount of lost motion. Too,
there must be adequate and efficient
equipment, and an orderly arrange-
ment for the storage of parts.

Have Data on Hand

One of the most important time-
savers is a file of manufacturer-fur-
nished diagrams and service proce-
dures. Every service department should
strive to build up and maintain such
a file because it is a real money-saver.

Working without a diagram of any
kind, even the skilled mechanic may
be stymied for too long a time, disas-
sembling a “strange” product—say an
automatic toaster, for instance.

Too, where the mechanic is unfa-
miliar with the item, whether it is a
radio or an appliance, breakage is like-
ly to occur in the disassembling or as-
sembling. The information file, filled
as it is with time-saving know-how, is
certainly one of the most necessary
parts of the profitable service depart-
ment.

Here Are Ways

Hard-to-get-at nuts, bolts, screws
and so forth, often require special tools
such as off-set wrenches and screw-
drivers for fast servicing. In addition
to having most of such tools on hand,
the well-equipped shop has the ma-
chinery and the know-how to make up
special tools in short order, in cases
where they are not readily at hand.
Efficient testing equipment is always
employed in order to save time, since
the diagnosis of trouble is the first step
in efficient repair.

The parts stock end of servicing is
important too. If it is not carefully
supervised the dealer will often find
that it has become top-heavy with sel-
dom-used components, and short on
the fastest moving items. In view of
the necessity for giving the customer
fast service, and for providing rapid
turnover for the merchant, an adequate
parts stock is a must.

The Parts Stock

Parts should be bought in sufficient
quantities, and should be selected care-
fully. No matter how much thought is
given to the question of parts buy-
ing, there is bound to be an accumula-
tion of “excess” parts merchandise, but
the rate of accumulation can be cut
down if a real effort to do so is made.
“We’ll have to send to the factory for
a part” is a report as discouraging to
the customer as it is to the dealer.

Unless carefully routed, delivery and
pick-up service can eat into the deal-
er’s profit rate. Some systematic sched-
ule needs to be maintained.

Hit-and-miss operation of “rolling
stock” is costly. Furthermore, it is in-
efficient and time-wasting, and it re-
sults in fast service to some customers,
unsatisfactorily slow service to others.

Some dealers set up certain sched-
ules for pick-ups and deliveries, put-
ting a certain day aside for this work,
and arranging routes which do not
criss-cross. With the upped costs of
operating motor vehicles today, every
merchant needs to watch this end of
his service business with the utmost
care.

So far as the business side of servic-
ing goes, the department should em-
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Servicing for Bigger PROFITS

to Malke More Money on Each Muaintenance Job

ploy fool-proof bookkeeping methods.
The system does not need to be top-
heavy, but it should provide a means
for readily and wunfailingly charging
the right amount of time and parts
used against each job.

Charge sheets, or cards should al-
ways be attached to the job, and in
most cases, information should be post-
ed during the process of repair, not
after completion. Such in-process pro-
cedure does not depend upon memory,

who asks for an estimate, does not ask
how much time the mechanics on the
dealer’s payroll will consume in fixing
the radio or appliance. They want to
know “how much and when?”

So, in light of the customer’s known
attitude, the dealer can readily see the
relationship between adequate charge
and speeded up repair facilities. For
instance, an improperly handled wash-
er overhaul job can cost the customer
$40 —the dealer $45, representing a

enced estimating ability, plus a fast-
moving service department is the basis
for a profitable operation.

In figuring charges for maintenance
services, the retailer should take into
consideration the potential “come-
back” rate, bearing in mind the fact
that the customer would much rather
pay a fair price in the beginning than
he would to pay any additional sum
on a “come-back.”

The “come-back” potential is part

INCREASE REPAIR SPEED-
RATE by
Employing
chanics
Improved shop layout—suffi-
cient parts
Use of modern test and serv-
ice equipment
Keeping a diagram and re-
pair procedure file
Eliminating  duplication in
delivery & pick-up routes

top-flight me-

INCREASE REPAIR NET
EARNINGS by

Estimating carefully

Proper record-keeping
Charging adequate prices

Anticipating '"come-back"

rates

Active merchandising of
service

INCREASE CUSTOMER
GOOD-WILL by

Suaranteeing repair work
Turning out work speedily
Charging fair prices
Performing efficient service

Cutting down come-back

rate

which is often faulty, and it does pro-
vide the required information in in-
stances where a servicer turns over a
job to another man for completion.

The dealer who gives good service
should ask and get a fair price. Fair
from both his viewpoint as well as
that of the customer. Servicing without
profit doesn’t make sense.

Every dealer knows that a certain
kind of repair job is worth a certain
amount of money. Years of experience
have taught him this fact. Most cus-
tomers, too, have fair, though often
vague ideas about whether a repair
job seems to be in line from a price
standpoint. In many cases they base
their judgment upon the value of the
product itself.

By and large, the customer does not
care how much time the dealer’s serv-
ice department spends to do a certain
job. They want to know how much it
will cost, and how efficiently the pro-
duct will be repaired. The customer
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direct loss of $5 to the merchant. So
far as he 1s concerned, the customer
doesn’t care whether the work took
one hour or ten. If the job is well done,
the faster it’s finished, the better satis-
fied the customer is.

Estimating the Repair

In the above example, it might well
be that the dealer’s estimate of time
required to overhaul the washer was
accurate by all standards at his dis-
posal. But, that while he knew, within
a reasonable degree, how long the job
should take, it just didn’t work out that
way because of one or a combination
of factors which might include such
things as deliberate time-killing, im-
proper tools, breakage, inexperience on
the part of the mechanic, expense in-
volved in sending “away” for parts,
or in time spent in making parts no
longer available.

Adequate charge, based on experi-

of the dealer’s overhead. Even in cases
where something else, other than the
part originally repaired or serviced,
breaks down soon after service, the
dealer usually has to bear the brunt
of the additional expense in order to
maintain the goodwill of the customer.

In every community one can discover
service departments where charges are
considered *a little high”, but where
work is noted for its excellence; where
a repair guarantee means something,
and where honesty is known to pre-
vail. A customer-rating such as the
foregoing is much more to be desired
than a label such as “cheap, but un-
reliable.”

To make real money in servicing,
and to build up a valuable following,
the dealer needs to do first-class work,
charge fair prices, guarantee his work,
and, equally important, he must have
a set-up capable of turning out the
work quickly, without an excessive
“come-back” rate.
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S Tehinin
wite Lookers!

¢ In selling a new product like televi-
sion, what the salesman says and does
is all-important.

Merchants in TV areas report lots of
“lookers”, lots of “suspects” visiting
their stores along with those, of course,
who buy “on the spot”, or are sold at
another time.

Just how many of the “lookers” and
“suspects” are scared away by the
wrong sort of sales and demonstration
techinque is not known, but the number
must be considerable. In striving to em-
ploy effective sales methods, the mer-
chant must realize that while every
man, woman and child in the country
has heard of television through the
terrific impact of the publicity it has
received, a great many actually know
little, if anything about it.

In addition to not having sufficient
accurate information about television,
many persons have received scads of
misinfarmation causing them to put off
buying.

Overcome Objections

Very often, that mythical person, “the
man in the street”, has put in his “two
cents’ worth” of misinformation about
television so effectively that certain of
his hearers have decided that it's un-
wise to put a comparatively large sum
of money into something that is likely
to prove unsatisfactory.

The good television salesman must be
able to overcome “stock objections” to
buying television. Furthermore, the set-
up in the store itself must be ideal for
demonstrating the receivers.

Here are five “musts” for the dealer
who wants to make more prospects of
suspects:

1. A quiet, out-of-traffic spot should
be used to demonstrate the sets. Provi-
sion must be made for making viewers
relaxed and comfortable.

2. The demonstration sets must be
operating at peak performance. The
salesman should know how to operate
the receiver without fumbling, or mak-
ing the tuning seem to be an engineer-
ing job.

3. In addition to a simple explanation
about how the set works, the salesman
should be familiar with television pro-
gramming. (Later on, we will see just
how important this is.)

4. While he should not evade answer-
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ing questions about installation, the
salesman certainly shouldn’t picture
such installaticn as some gigantic un-
dertaking

5. In selling a television receiver, the
salesman should be able to justify the

(Photo by Ewing Galloway)

cost, which is, “high” in the minds of
most consumers.

Heading the list of the before-men-
tioned five “musts”, is proper demon-
stration. While the “television theatre”

(Continued on page 40)
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l‘eason

’l/Uhy — Du Mont is the most sought after

/ranchise in television

The Du Mont dealer is exception-
ally free tfrom servicing worrles
because Du Mont’s long televi-
sion experience and electronic
“know how’ has eliminated most

of the po.-sible sources of trouble.

ﬂ U M “NT Gist with the Frest sie Jeleriine

TELEVISION RECEIVER SALES DIVISION
Allen B. DuMont Laboratories, Inc. - 515 Madison Avenue, New York 22, K. Y.
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Sell TV to the Lookers

(Continued from page 38)

(meaning here a more or less elaborate
set-up) is ideal, since its very label
smacks of entertainment, and it is al-
ways ready, physical limitations in
many stores make it impossible to set
up a theatre. In such cases, some nook
or corner of a store can usually be
found, and set off from the general
salesfloor through the use of screens or
hangings.

In considering the demonstration
angle, the merchant who wants to do
a big job in television, finds that be-
cause receivers in demonstration rooms
or “theatres” are often hidden from full
view, additional displays of sets need
to be set up in the show-room, and in
show-windows, in plain view of those
who visit the establishment. It goes
without saying, that receivers in opera-
tion in open display must be in perfect
working condition at all times. A poor
picture is worse than no picture at all.

In the demonstration area itself, the
correct degree of light is very impor-
tant. The room should not be too dark,
neither should it be flooded with light
to the extent that it “dilutes” the image.
Later on in this article, we shall see a
sales reason, too, why sets should not
be demonstrated in dark rooms or the-
atres.

Adequate Viewing for All

An all-out effort should be made to
provide customers with comfortable
seating facilities, placed so that the
video screen may be viewed a#f best
advantage, not too far to either side of
the screen. Since there is a marked
difference in vision between the various
people who will come in to see the
television sets, customers should be
urged to select their own position with
relation to distance from the image. Un-
less customers are invited to find the
degree of proximity best suited to their
eyesight, they may sit through a dem-
onstration suffering eyestrain from
viewing a distorted picture.

The finest precision-made television
set, housed in the most attractive of
cabinets will not “sell itself” unless it
is operating in an efficient manner. In
addition to not “selling itself”, the
poorly performing receiver may contri-
bute to “selling” the prospective cus-
tomer “off” television as a whole—
casting doubts. as to whether the video
art is really here, or is still in the ex-
perimental stage.

For all of these reasons, the dealer
who isn’t willing to keep his demon-
stration models in perfect working con-
dition can never expect to close as
many sales as the man who makes cer-
tain that the customer sees and hears
the best possible in television.

Some dealers go to all ends to prop-
erly install the sets they sell, yet ne-
glect their own installations at the very
source where nearly all sales originate.

Demonstration models are always
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considered to be operating at peak by
the prospective purchaser, and num-
bers of the latter think that the deal-
er’s demonstrators are better than the
ones they’ll get if they buy.

Many skeptical shoppers believe
demonstrator receivers are “rigged” or
“souped up.” The realization that such
beliefs exist, points out the necessity
for maintaining top-flight reception.
A poor performing set in a store sends
a mental signal to the customer that
it will be even worse in his own home.

“Previously-mentioned “musts” num-
bers three, four and five are concerned
with what the salesman says, and how
he can overcome certain pre-conceived
notions on the part of many buyers.

Still a Seller’s Market—RBut

While it is true that over the whole
picture, television is still very much
of a seller’'s market, and that it ap-
pears certain that about all of the sets
made this year will be sold without
too much effort, the fact remains that
we need to do lots of missionary work
in selling the television art as a whole.

The salesman who bends every ef-
fort toward selling a TV receiver to
every “looker”, and to “sell” the whole
idea of television to those who do not
buy at the time of interview, is mak-
ing a definite and worthwhile contribu-
tion to the industry. Such salesman
will never let a visitor leave with the
idea that television is, after all, some-
thing to wait for, not to buy now.

In order to answer objections the
salesman who has forceful explana-
tions designed to overcome them —
will help the television industry, him-
self, his firm and his customer.

Following are the chief objections be-
ing encountered by merchants today;
together with the right sort of answers:

1. “The programs are mostly wres-
tling, baseball, boxing and old movies.”
The salesman needs to explain that TV
programing is as varied as radio. Sports
do not occupy any more time on the
air on TV programs than they do on
AM or FM. Sports are a plus feature.

Printed program schedules will con-
vince the prospective customer that
television brings him everything he
wants—live drama, newsreels, movies,
meetings of important groups and per-
sonages, children’s programs, etc. So
far as sports go, in almost every home
in the country, live persons who want
sporting events, such as championship
boxing bouts, football, baseball, ete,,
above everything else.

In addition to describing what is
available now to the television set
owner, it should be pointed out that
from here on programs will improve
greatly in quality and in variety, and
this in spite of the attacks on TV pro-
grams by self-styled “experts.”

2. “I don’t think the set will work in

my neighborhood.” Such statement is
nearly always derived from complaints
the would-be buyer has heard from
dissatisfied users in his vicinity, or
from some more self-styled “experts.”

The experienced merchant, who has
installed numbers of video sets, can
explain that while there are “tough”
spots, he has found out how to lick
conditions in such areas, and can guar-
antee perfect reception. If the customer
mentions specific trouble reported by
neighbors, the salesman should be able
to explain with a reasonable degree
of accuracy why such trouble exists,
and how his expert installers can elimi-
nate it.

3. “I don’t like to be forced to sit in
a darkened room as one has to do in
viewing television.” Via the demon-
stration model, the salesman can show
the prospect ideal room lighting con-
ditions, which certainly will not be ob-
jectionably dark. Explain that even at
night, a certain amount of light in the
room is desirable.

4. “I think I'll wait for color televi-
sion.” Every salesman knows that color
television is still some years away, and
he should have no difficulty convincing
the customer of this fact, making com-
parisons in other fields, for instance,
the putting off of buying a new car, on
a similar premise of “waiting” for im-
provements. Along with questions about
color TV, customers often express the
belief that present video sets are in
their “infancy”, and that vast improve-
ments may be expected as a reward
for those who wait.

Obsolescence Far in Future

Naturally, the salesman explains that
improvements are always being made,
but that in purchasing television, or
anything else, for that matter, the cus-
tomer is wise in enjoying the new
things right now. Obsolescence, due to
technical improvements cannot be fore-
seen with any degree of accuracy—
even by the engineers.

And, in proving that it is doubtful
whether present television sets will be
made obsolete in the near future, the
salesman can point out that many pre-
war television sets are still operating
efficiently, and that they can be read-
ily adapted to receive any of the new
frequencies now on the air, or sched-
uled.

Too, in almost every home, there is
an “old” radio (some made nearly 20
years ago), still “going strong.” Calling
attention to such faithful performance,
and pointing out that such sets still
receive all of the AM stations, is a
telling means for combatting ideas cus-
tomers may have regarding obsoles-
cence of television sets.

5. “Television is too expensive. 'm
going to wait until the price drops.” In
overcoming objection to price, the
salesman has plenty of forceful am-
munition at his disposal. For instance,
he can point out that in this market,
nothing appears likely to be materially

(Continued on page 83)

RADIO & TELEVISION RETAILING e July, 1948



ASK YOUR

i

Distributor

representative

TO PROVE THE

Pt Vil

OF THESE GREAT

AM-FM

RADIO-PHONOGRAPHS

PALM SPRINGS

MT. VERNON |

STEWART-WARNER’S new American Group
AM-FM combinations give you feature-by-
feature plus values . . . in every model! You
get more for your money—your customers
get more for their money. Ask your Stewart-

Warner distributor representative for /)roof.’

For PLUS VALUE=Sell B =l a0

Stewart-Warner

FM RADIOS AM * RADIO-PHONOGRAPHS * TELEVISION

CHICAGO 14 %%’ ILLINOIS
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Andre Kostelanetz adds his deft touch to this
collection of Latin American rhythms for an ex-
citing pockage entitled ''Carnival Tropicana,”
{Columbia MM-753.}

©

\‘\
7[§CLASSICAL WORKs

BACH: “Brandenburg Concerto No. 6
in B-Flat,” Boston Symphony Or-
chestra, Serge Koussevitzky, con-
ductor. RCA Vietor DM-1211

Another one of the Koussevitzky se-
ries of Bach works recorded during the
music festivals at Tanglewood. Dealers
can give albums “extra” push by plan-
ning displays tying in with past re-
leases.

LALO: “Symphonie Espagnole,” Ye-
hudi Menuhin, violinist, Jean Four-
net, conductor, Orchestre Colonne.
RCA Victor DM-1207

The “Symphonie” was recorded in
Europe during Menuhin’s 47 concert
tour, and is a complete recording of
the Lalo work. Menuhin’s artistry flows
effortlessly and flawlessly through this
recording.

MILHAUD: “Symphony No. 1,” Darius
Milhaud conducting the Columbia
Broadcasting Symphony. Columbia
M-MM-704

This first symphony by this modern
composer, may not be familiar to many
collectors, but dealers should press its
musical importance. Performed in four
movements, the work is pastoral and
peaceful in feeling.

MOUSSORGSKY: “Dance of the Per-
sian Slaves,” Sir Thomas Beecham,
Bart,, conducting the Royal Phil-
harmonic Orchestra. RCA Victor
12-0239

Beecham extracts the full “Russian-

Oriental” flavor of a sensuous dance in
this colorful recording.

RAVEL: “Concerto for Piano and Or-
chestra,” Leonard Bernstein, pian-
ist-conductor, The Philharmonia
Orchestra of London. RCA Viector
DM-1209

The young American conductor,
whose name has become synonomous
with contemporary musie, presents this
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Good Platter

moving Ravel work. The concerto is
definitely “American” and almost
Gershwin-like in feeling. Collectors
will welcome this item to add to their
“Twentieth Century” music libraries.

STRAUSS: “Ein Heldenleben,” Pitts-
burgh Symphony Orchestra, Fritz
Reiner, conductor. Columbia M-
MM-T748

Strauss tone poem receives intelli-
gent, and heart-warming performance
in the talented hands of Fritz Reiner.

SULLIVAN: “Overture-Iolanthe,” Sir
Malcolm Sargent, conductor, Liver-
pool Philharmonic Orchestra. Co-
lumbia 72526-D

Traditional fast and furious pace,
with full capricious spirit of G&S oper-
etta, translated in this light-hearted
single.

TCHAIKOVSKY: “June”-“November,”
Jose Iturbi, pianist, RCA Victor
12-0242

The popular pianist has more than
just “musical” appeal, as a number of
his fans label him a “movie star.” His
rendition of classical favorites always

a good selling bet.

GOULD, MORTON: “Morton Gould
Symphonic Band,” Columbia MM-
743

Works written for band playing
given an almost “symphonic” touch,
with wide variety of compositions by
Prokofiev, William Still, Sousa, Percy
Grainger and Gould originals in-
cluded. Dealers will find some excel-
lent tie-ins with local school music de-
partments possible.

DN\ ERTS

“FREDDIE THE FLEA,” narrated by
Phil Kramer. Apollo J-1
Two unbreakable records, packaged
in illustrated envelope, tell story ac-
companied with songs and music.

“LITTLE TOOT,” Don Wilson and the
Starlighters. Capitol DAS-80

Single record comes, in attractive

color cover. Story of tiny tugboat is
from Disney film, “Melody Time.”

“SLEEPING BEAUTY,” Let’s Pretend
players. Columbia MJ-45
The timeless fairy tale, lovingly
presented by a well-trained cast. Good
orchestral background.

Dealers Can Profit from

ALLEN, BARCLAY: “Cumana”—“St.
Louis Blues.” Capitol 15107
Debut disc for the piano soloist. First
side is familiar Latin melody; reverse
old favorite, done with unusual back-
ing of guitar, bass and drum solos.

“AMERICAN WALTZES,” Harry Hor-
lick and orchestra. MGM 25
Styled for smooth dancing, as well
as easy listening, this collection of
waltz Americana contains everyone’s
favorite dances.

“BROADWAY MELODIES,” Mark
Warnow and orchestra, Glenn Dar-
win, Betty Mulliner, and Lyn Mur-
ray chorus. MGM 8

Top song hits such as “Begin the Be-
guine,” “Indian Love Call,” “Dancing
in the Dark,” and “Bess You Is My

Woman” included in this slick album.

CAVALLARO, CARMEN: “Beyond the
Sea”—“Summer Moon.” Decca
24414

Pair of decidedly different tunes, with
haunting appeal heightened by excit-
ing Cavallaro piano technique.

CUGAT, XAVIER: “On An Island with
You”—“Charise.” Columbia 38194
“Island” side and flip, lush with vio-
lins and soft rhythms; styled for the
“Latin listening trade.”

DAMONE, VIC: “It’s Magic”—“It’s You
Or No One” Mercury 5138
Tunes from “Romance on the High
Seas” nicely done.

GODFREY, ARTHUR: “Youre Over
the Hill”—“Mother Never Told Me.”
Columbia 38195

Godfrey fans go for his inimitable
chuckle, a feature of the “Over the

Hill” recording; and his semi-serious

singing style, which he puts across in

the novelty flip.

HANNON, BOB: “If I Live to Be a
Hundred”—“Your Heart and Mine.”
Apollo 1097

Radio singing star, Hannon, does
two top ballads with definite over-
all appeal.

HAYMES, DICK: “It’s Magic — “It’s
You or No One.” Decca 23826
Two ballads from the picture “Ro-
mance on the High Seas.” The baritone
is in fine voice on both sides.

HOWARD, EDDY: “The Flower Seller”
—“Crying for Joy.” Majestic 1256
The popular maestro does both vocal
solos, for some good dancing-listening
musie.
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Pickings

Variety of Recorded Material

“IRVING BERLIN SONGS,”
Whiteman. Decca A-70
This collection features some “early”
Berlin music, of the 20’s, such as “All
Alone,” and “Remember.”

JAMES, HARRY: “The Carnival of
Venice”—“Trumpet Blues.” Colum-
bia 38199
James takes his trumpet in hand and
turns out a unique coupling—for espe-
cially good listening.

KYSER, KAY: “Woody Wood-Pecker”
_“When Veronica Plays the Har-
monica.” Columbia 38197

“Wood-Pecker” tune one of those
zany novelties that show great promise
of catching on; flip filled with good
humor.

Paul

LAINE, FRANKIE: “All of Me’—
“When Youwre Smilling.” Mercury
5143

Tunes from the picture “Romance on
the High Seas,” done by Laine in his
own blues style.

LEE, PEGGY: “Caramba! It's the Sam-
ba”—“Don’t Be Mad at Me.” Cap-
itol 15090

Backed by Dave Barbour and The

Brazilians, the “Samba” is a good fol-

low-up to the “Manana” success. Back-

ing a rhythm ballad.

LOGAN, ALAN: “I Love You Much
Too Much”’—“Pigno Fantasy.” Na-
tional 7021

Keyboard artist Logan does a familiar
tune, and ,aunting “Piano Fantasy”
for good addition to ranks of instru-
mental platters. Good rhythm accom-
paniment.

MANSON, EDDY: “The Shoemaker
Serenade”—*“Fiddle Faddle.” Rain-
bow 10080

This boy makes a harmonica sound
like a symphonic orchestra. Fast clip
of “Fiddle Faddle” side, coupled with
echo chamber effect, make it a good
novelty bet. “Shoemaker” pop English

Hit Parade number.

MOONEY, ART: “Blue Bird of Hap-
piness”—“Sunset to Sunrise.” MGM
10207

“Blue Bird” side a decidedly “dif-
ferent” type pop song which Mooney
has great hopes for; flip is the or-
chestra’s theme.

EVELYN TYNER, slick pianist, offers ''Beanero”
and "'Callate’” for her first MGM recordings.
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MORALES, NORO: “Llegaste”—“Mo-
rena.” MGM 10203

The Morales rhumba rhythms will

be gobbled up by dancing enthusiasts.

NOBLE, RAY: “It's a Most Unusual
Day’—“Judaline.” Columbia 38206
Ray Noble weaves a beautiful or-
chestra background for the vocals of
Anita Gordon and Al Hendrickson on
this pair of songs from film “A Date
with Judy.”

PASTOR, TONY: “A Boy from Texas,
A Girl from Tennessee” — “Ram-
bling Rose.” Columbia 38207

Good rhythm coupling for dance
fans—or for those who just want to
listen to Tony and the Cloony sisters.

SHORE, DINAH: “I Get Along With-
out You Very Well’—“I'll Be See-
ing You.” Columbia 38201

These two standards provide Dinah
with excellent vehicles for projecting
her own brand of song-styling. Excel-
fent musical listening.

“SIDEWALKS OF NEW YORK,” Guy
Lombardo. Decca A-655
Always managing to keep in step
with the times, the Lombardo band
always finds a wide audience. “Rosie
O’Grady,” “The Band Played On,” and
album title tune, are songs included.

SINATRA, FRANK: “Nature Boy'—
“S’posin’.”’ Columbia 38120
The Jeff Alexander Choir accom-
panies Sinatra on the “Nature Boy”
side. The crooner puts this popular hit
across in sweet voice. Flip done in an
intimate manner, with trio backing.

SINATRA, FRANK: “It Only Happens
When [ Dance with You"—“A
Fella with an Umbrella.” Columbia
38192

Both tunes are by Irving Berlin, from
the film “Easter Parade.” The Sinatra
style-technique shines through to the
last note on this pairing.

SMITH, JACK: “Tea-Leaves”—“High-
ways Are Happy Ways” Capitol
15102

Slow romantic number wijth good
potential “Tea Leaves” side features
the singer, with the Clark Sisters.

THE MARLIN SISTERS: “Toolie Oolie
Doolie”-“You Can’t Be True Dear.”
Columbia 38211

Both tunes have particular “foreign”
polka and waltz flavor that seems 