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retains his full benefits with

PHILCO
TELEVISION

From the beginning, it has been Philco’s
firm conviction that the sound growth of the tele-
vision industry depends upon preserving for the
dealer and independent service man their full
functions, responsibilities and profits. We saw no
reason why these vital links in the chain of dis-
tribution could not render in television, to the
advantage of the buying public as well as them-
selves, the same service they performed in radio.
That’s why, from the first, Philco refused to make
“‘gales agents”
priate the legitimate profits of the television dealer
and service man.

out of their dealers and to appro-

The strength and soundness of that policy
is becoming more and more apparent each day.

On every Philco television sale, the Philco dealer
retains his identity, his responsibility and contact
with his own customers. And the independent
service man retains the opportunity to establish
himself as an individual in his community and
to reap the full business profits which properly
belong to him.

That has been and will continue to be
the Philco policy in television. On this foundation
we believe the public will receive the highest benefits
and Philco dealers and service men will enjoy the
biggest profits . . . as we bring to market the greatest
advancements, performance, quality and value in
the television industry.

PHILCO

Famous for Quality +he World Over
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Television Arithmetic

$200 Television Set + $5 Antenna = $5 Picture
$200 Television Set + $25 Antenna = $225 Picture

Yes...it’s as simple and basic as that. Just like 2 plus 2 equals 4. Let all
of us square up our thinking and recognize OPENLY that in a great,
great majority of cases, the television buyer can get the full value from
his set ONLY with a good outdoor antenna properly installed.

Certainly, there is great value for the indoor antenna. We make them
ourselves, and good ones, too, BUT ...

We'll be the first to admit that the best indoor antenna cannot compare
with even the poorest outdoor antenna for picture quality. In certain
*ideal” conditions, an indoor antenna will perform satisfactorily, BUT...

Let us not abuse this "condition” by recommending indoor or *built-
in" antennas where they will not give the customer his full dollar’s
worth. It is up to the Television Industry to see that the American
Public gets its money’s worth in television and that means simply...A
GOOD OUTDOOR ANTENNA SHOULD BE INSTALLED
WHEREVER POSSIBLE.

The indoor antenna is a good short cut to quick consumer sales, BUT
DOES NOT GIVE THE CUSTOMER THE PICTURE HE IS
PAYING FOR! This is the truth about television antennas. .. as
related to picture quality. Tell it to your customers, let them decide
for themselves.

THE MAKERS OF THE COMPLETE LINE OF GOOD TELEVISION ANTENNAS
THAT MAKE GOOD TV SETS EVEN BETTER!

THE RADIART CORPORATION  CLEVELAND 2, OHIO

Reprints of this adversisemens
available upon request.
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ALWAYS OVERSOLD
NEVER
OVERLOADED

How Emerson’s Basic Dealer Policy
Takes The “"Guess and Gamble” Out Of Your Business

26 YEARS OF EMERSON LEADERsHIP have perfected
a basic policy that pays off in profits and growth
for Emerson Dealers.

It’s a policy that keeps you always oversold—
never overloaded.

It protects your inventory...guarantees prices
...insures product salability...frees you from worry
about obsolescence, dumping, close-outs
and profit-slashing deals.

What’s more, it’s a policy that builds
up your business with powerful mer-
chandising and advertising cooperation.

This year, more than ever before,
Emerson dealers have cashed in on
the tremendous popularity of Emerson
Radio and Television receivers. They’ve
enjoyed the biggest year in Emerson
history —with the demand for 1950
building up to even greater proportions!

That’s why the Emerson Franchise
is considered the most valuable and

Prosperous New Year

profitable in the industry...the set up to get your
net up. Sound dealer policy plus outstanding con-
sumer acceptance have made Emerson the sure line
of success in Radio and Television today!

At this Christmas season we wish to extend our
thanks to all Emerson distributors and dealers whose
cooperation has made this progress possible.

%MWWWMMW&%

Merry Cheistmas
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It might be wise to offer to lend an
album or two for use at club meetings,
thereby getting an effective demonstra-
tion on the potential customer’s “home
ground.” Although, the reproduction
of some radio broadcast albums is pro-
hibited on the air, local radio stations
usually welcome the opportunity to
present “something different”.

“he following album titles have been success-
5 sold and promoted: Columbi ‘Facade” ;
“I Can Hear It Now; ‘““Macbeth”; “Julius
Caesar”; “Twelfth Night”; “"Merchant of Ven-
tce”; “Adventures of Oliver Twist & Fagin’’;
“On a Note of Triumph”; “The Murder of
Lidice”’; “The Voice of Poetry”’; ““King Rich-
ard II”; “A Christmas Carol”; ‘“Robin Hood" ;
“Treasure Island”’; ““Six Excerpis from ‘Ham-
let’”; “You Are There—Baitle of Getiysburg,”
“Signing of the Magna Carta.”

RCA Victor albums tha} are suitable include:
“The White Cliffs of Dover”; ‘“Leaves of
Grass”; ‘“‘Macbeth”; “Edna St. Vincent Msl-
lay”; “Judith  Andersom in  “Dramatic
sketches’ ”’; ‘‘Rubaiyat of Omar Khayyam”;
“Latwrence Oliver’s ‘Hamlet.” ”

Important Decca releases are: ‘‘American
Herstage’”; ““Medea”; ‘Scemes from Oscar
Wilde Plays”’; “Sorry, Wrong Number”; “The
Count of Monte Cristo”’; “Our Common Heri-
tage’” and ‘“The Lonesome Trail.”

Additional titles to comsider: “Prelude to
Pearl Harbor” (London); “My Beloved” (Mer-
cury); and ‘“This Is My Beloved” (Atlantic)

Educational records are not merely
“instructive”, but are frequently en-
tertaining as well. This is a broad cate-
gory, into which many selections from
the children’s, classical, and even folk
classifications fall. There are available
albums specifically designed for chil-
dren, helping them to appreciate and
recognize the music of the masters. A
complete set of records, graded for ele-
mentary and junior high school ages,
is also available. Such subjects as his-
tory, geography and religious bible
stories are covered on discs. There is
also a series of records, suitable for
adults, to which a beginner, learning
to play an instrument, can “play along
with” a professional of outstanding
reputation. Language instruction al-
bums provide another source of profit-
able returns.

Dealers can do a lot to up their vol-
ume by continually pushing, stressing,
and selling records of this type to par-
ents, in addition to the generally fam-
iliar nursery stories. Children of ten
and over, are particularly good mar-
kets for the “educational” record.

Local Parent-Teacher associations
are good testing grounds for the deal-
er to advertise his records. PTA groups
are wielding more and more influence
in schools. Impressing this group with
the value of the recordings, means not
only incorporating records into the
school curriculum, but can result in a
greater use of discs in the home.
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The National Association of Music
Merchants in cooperation with the
American Music Conference is doing
a lot to foster a greater national inter-
est in music. These groups have been
working with local music teachers to
good advantage, and dealers who can
continue working along these lines as
well, will find the music teacher a
valuable friend in helping spread the
use of records for “at home” music in-
struction.

Lending albums of a suitable nature
for use in Sunday schools is a nice
gesture that will pay off in good-will
as well as sales. Aid and abet all these
merchandising angles by planning in-
terest-arousing displays in store win-
dows and interior.

"his -category is extremely large and varied,
ond for a really complete listing retailers should
consult the record company caialogs. An in-
finite number of childrew’s albums might be in-
cluded here, but are omitted for space reasons.
Suggested are: RCA Victor—‘“Library of Rec-
ords for Elementary Grades,” “Children’s Treas-
ury of Music”; “The Chimes Rang”; ‘““American
Singing Games”’; “In Which a House Is Built
at Pooh Corner”; ‘“Melodies for Children”;
“Prayers and Poems feaiuring the wvoice of
Cardinal Spellman”; ‘“Seven Riddles of Life,”
by Msgr. Sheen.

Columbia Records suggests—“The Young
Persow’s Guide to the Orchesira’’; “Living Lan-
guage Cosurse—French & Spanish”; “Americon
Psalms & Fuguing Tunes’; “Instruments of the
Orchestra”; ““Columbia History of Music”;
“History Speaks Series” ‘“‘Masterpiece of Liter-
ature, Poetry and Prose.”

Decca Records has available—"Songs of
Safety’’; “Language Instruction—French, Span-
ish, Italian”; “Songs of Devotion™; “Rock of
Ages”’; “The Lord Is My Shepherd”; ‘Garden
of Bden”: “Noahk’s Ark’; “Dawvid and Goliath.”

Releases of Sacred Records and Bibleione
also fit into this cotegory.

Foreign language discs are nothing
new ‘on the dealer’s shelves. But deal-
ers can enlarge present departments,
or start a “foreign flavor” section with
a little imagination and planning.
Language instruction albums may fall
into this, as well as the educational
category. There are also a number of
comedy dialect routines that find an
enthusiastic audience even among
listeners who don’t speak the patois
featured on the record. Selections from
the popular and classical catalogs such
as Irish ballads, Latin-American music,
authentic Scotch pipe music, French and
Italian operatic arias, and any music
that is representative of a country’s
culture belongs in a “special foreign
record” section. There is a growing in-
terest in foreign crooners and “chan-
teuses” that is catching on.

Dealers who experiment with such an
arrangement will find that while many
of these albums did not sell as popular
or classical records—they will sell when
displayed separately and suggested to

Dises

customers. A direct mailing piece to
organizations in the community with
“old country” ties should prove profit-
able; as well as advertising in foreign
language newspapers and radio pro-
grams. Ads in school papers appealing
to language students also bring re-
sults.

Similar methods of presentation and
suggestion selling can be applied to
specific American folk music albums.
Some of these “longhair” collections by
folk singers can be sold with the same
ease and profit as the “hillbilly” folk
music, if properly exploited. In the
past few years, concerts by folk singers
and folk groups have become increas-
ingly popular. Dealers can cash in on
these audiences, and enlarge upon
them, by again stressing suggestion
and display. Some square dance music,
suitable for listening, as well as danc-
ing might be included in such a record
round-up.

{ “music of oll mations” round-up cam be
specialised” or “gemeral” depemding on the in-
dividual dealer’s approach. Some titles worthy of
scrutiny are: Decca—*‘Latin-American Music”;
“Scotch Bagpipe Selections”; “Somgs of the
South African Veld”; “Somgs from the Veld”;
“Edith Piaf Sings”; “Songs of Many Londs.”
Decca’s “Square Dance Music”; “Folk Music”;
“Square Dances”’; “Burl Ives.”

Columbia catalog Ksts verious seciions of
folk music for the American Negro, Louisiana
Creole, as well as Hungarian, Russion, Scoich,
Spanish, English, Irish, Gypsy and Italian songs.
The label's Frankie Yankovic has met with great
success, Some classical music which might fit in
include: “Sevestas (Brasilian Seremade); *Latin
American Songs”; ‘‘Folk Songs of BrasiP’ “Pia-
tigorsky om Russian Melodies” ; “Italian Operatic
Arias” ; ‘““Xango, Religions African Chant,” and
recordings of Edith Piaf and Lucienne Boyer.

RCA Victor, has a tremendous catalog of
“foreign” music and international material. The
folk music listed in the casalog includes such
headings as American, Amevican Indian, Aus-
trian, Barbados, Csechoslovakian, Dutch, Eng-
lish, Finnish, French, German, Irish, Italion,
Mexican, Norwegian, Poriuguese, Russion,
Scotch, Spanish, Swedish, Tyrolean and Welsh.
Some titles which the dealer might readily have
in stock are “Album of Polkas,” “Mischa Borr’s
Csardas,”” “Eili, Eili,”” “Hora Staccato,” “Inter-
national Night,” “Meadowlands,” “Mexican Hot
Dance,” “'Christmas Carols of Many Laonds,”
“Maurice Chevaller Returns,” and records by
the Musette Orchestra.

Londow Gramaphone Corp. has issued the
foliowing : ‘““The Royal Welsh Male Choir”; Fan-
tasia on Welsh Nursery Tumes”; ‘‘Irish Bal
lads” ; “Reel Medley”; “Jig Medley” ; “Hornpipe
Medley”; “Training Battalion of Scots Guards
Pipe Band.” In addition, London has a wvaried
German catalog.

Mercury has some interesting albums in “Tom
Glaser - Sings Olden Ballads,” *‘‘Songs of the
Old Chisholm Trasl” amd *“Josh White Sings.”
Edith Piaf’s records for Vox have been success-
ful. Cetra-Soria has released a wide variety of

Ibums suitable for this category. Israel Music
Foundation has released several albums vecorded
in Palestine that are of excellent merit, Other
manufacturers who specialise in foreign langxage
records are: Celtic Record Co., Tara Irish Record
Co., Seeco Records, Coda Record Co., Banner
Records, Bell Records and Scondimavia Music
House.

(Continued on page 45)
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Special Discs
(Continued from page 35)

Although not necessarily “special”
discs, there is a quantity of excellent
material available on records that do
reguire special selling, and for that
reason a brief mention of such record-
ings should be made here. Particularly
in the classical catalog, there is a ten-
dency on the part of some dealers to
let slow-sellers just gather dust on the
shelves. Of interest to classical record
customers are recordings on which the
composer is featured performing or
conducting his own works; dealers
should play up this angle, perhaps pre-
pare placards calling this interesting
tact to the browser’s attention. Selec-
tions written for one instrument, (the
piano) and adapted for violin, or for
the talents of a particular virtuoso,
should also be listed on a counter card.

Again, many albums depend on selling
and demonstration rather than “name”
appeal to obtain their full sales poten-
tinl. Dealers should get behind selec-
tions of this type—and give them a
push. Particularly, needing promotion
are such recordings of selections which
are not too familiar, but which do have
a wide sales appeal once heard by the
customers. Sometimes complicated or
virtually unpronounceable titles scare
customers away. Dealers should play
portions of the recordings, and make
up brief explanatory cards which can
be tacked up around the store, telling
something about the selections being
pushed. American “serious” music is
hard to sell in some locations, and
again careful handling and wide pro-
motion will bolster sales.

Retailers should use their judgment picking
out “serious” music that ir susted to feature
thiz type of promotion.

There are some interesting records
available of music box melodies, chimes,
and even glockenspiel. Church music
and religious organ music, appropriate
for year-round use, not merely dur-
ing holidays, should interest a number
of customers. Many people are not
even aware that such recordings are
pressed, unless it is brought to their
attention.

Borsand Music Boy Record Co., has some
lovzly music box melodies auadablc Tho’:u_u J.

ﬁlmstmas Revords

MEAN D

Y RELEASED

® HERE COMES $ANTA CLAUS

(Right Down Santa Claus Lane)

TWELVE DAYS OF CHRISTMAS
(Traditional Christmas Carol)

BING CROSBY- ANDREWS SISTERS
Decca 24658

® YOU'RE ALL1 WANT FOR CHRISTMAS
THE FIRST NOWELL (Traditional Carol)

BING CROSBY Decca 24659

@ CHRISTMAS CAROLS
Deck the Hall—Away in a Manger—I
Saw Three Ships—Good King Wences-
las—~We Three Kings of Orient Are—
Angels We Have Heard on High

BING CROSBY

@ ALL | Want for Christmas Is
MY TWO FRONT TEETH

DANNY KAYE and PATTY ANDREWS @

A MERRY CHRISTMAS AT
GRANDMOTHER’S HOUSE

DANNY KAYB-ANDREWS SISTERS
Decca 24769

@ MERRY CHRISTMAS POLKA
CHRISTMAS CANDLES

ANDREWS SISTERS and
GUY LOMBARDO Decca 24748

@ THE MERRY CHRISTMAS WALTZ
AN OLD-FASHIONED YREE

GUY LOMBARDO Decca 24770
® THE MISTLETOE KISS

BLUE CHRISTMAS

RUSS MORGAN Decca 24766

See Decca Catalog and latest Supplements
for many otber greas Christmas Albums and
Single records.

Decca 24670 @

" For B
ve Bigger
viday

@ DECEMBER

HAPPY NEW YEAR
GORDON JENKINS

Decca 24767

@ ON THIS CHRISTMAS EVE

MY CHRISTMAS SONG FOR YOU

MILLS BROTHERS Decca 24768
WHITE CHRISTMAS

BLUE CHRISTMAS

ERNEST TUBB Decca 46186

HERE COMES SANTA CLAUS
(Right Dowrt Santa Claus Lane)

RED FOLEY

OUR CHRISTMAS WALTZ

RED FOLEY and JUDY MARTIN
Decca 46185

SILENT NIGHT (Christmas Hymn)
WHITE CHRISTMAS

SISTER ROSETTA THARPE
Decca 48119

Single records 75¢ each (pli ta

DECCA

RECORDS

Valentino, Inc., has a big
etc. Catafow of the rccord compamu reveal o
greai deal of other “special”’ instrumental se-
lections.

Although “be bop” is no longer new,
dealers can sell more of these, and the
real “jazz” recordings by playing them
up in such a way that fans of both
types of music will be interested.
“Blues” songs have been increasing in
appeal with certain segments of the
buying public. Again, many of the
present day orchestra leaders are fea-
turing “new moods and rhythms” in
music, which the store could plug to
advantage.

Dealers should plan representative
displays and demonstrations; arouse

(Continued on page 79)
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Dept. RR, 17 Obert Street,

1 Out of Every 2 Outdoor Installations

Is made with

SOUTH RIVER PRODUCTS

Write for catalog describing Chimney Mounts, Wall Brackets,
Pipe Mounts, etc.

WARNING . . . South River Chimney Mounts are patent
protected. Imitations and infringements are being prosecuted.

See U. S. Patent No. 2482575.

South River Metal Products Co., Inc.

South River, N. J.
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PA Systems for Music Distribution

Solve Special “Music for Background” Problems

considerably more. In the case of
Muzak their systems are designed to be
flat throughout the audible spectrum,
and are limited only by the telephone
lines which they use (high fidelity
broadcast lines), which go out to 8000
cycles. Ordinary telephone communica-
tion lines for speech only cut off at
about 3000 cycles.

As for the low range of the sound
spectrum, this may or may not be ob-
tained, as desired. As is already known,
adequate reproduction of the low range
depends on, among other things, the
size of the speaker and the baffle. In
a large commercial installation, econ-
omy usually precludes the use of large
speakers and large baffles, so that no
attempt is made in this direction, ex-
cept where the speakers may be built
into a wall. In this case, where prop-
erly executed, the wall acts as an in-
finite baffle and favors the projection
of low tones. With music operating at
a low level, however, too much em-
phasis on the low range would be ob-
jectionable. The reason for this is that
attenuation of sound in air is least at
low frequencies, and therefore the
“thumps” of bass would predominate
over everything else.

Need Dynamic Compression

It is also advisable to severely com-
press the dynamic range of the music
—or in other words, limit the swing
from the quietest to the loudest pas-
sages. Music for background should be
continuous and uniform. If not, it will
at times drop down into the noise, and
at other times crash out above it and
cause a waitress to drop a tray of dishes
or a factory worker to drop a stitch.

A certain amount of monitoring is
done in the cutting of commercial pho-
nograph records and the broadcast of
commercial programs, but this will not
be found sufficient. Additional monitor-
ing may be done by an operator at the
turntable or tuner feeding the system,
and additional beyond that by incor-
porating a limiter into the amplifier.
Circuits for limiting-amplifier stages
and dynamic compression units are
available in the various reference texts.
In a typical example of the latter, a
portion of the signal voltage is recti-
fied and applied as negative bias to an
amplifier. As the signal increases, the
bias becomes more negative and the
gain of the amplifier is reduced. If the
signal is low, the bias is less negative
and the gain of the stage increases. This
tends to level off the signal in much the
same manner as AVC does with an RF
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signal, or feedback on an audio ampli-
fier.

In designing a music distribution sys-
tem according to the policies outlined
above, considerable latitude will be
found necessary in accommodating the
tastes of the purchaser. In order to take
the subject into a little more specific
ground, -however, we shall suppose a
typical situation: we have a factory of
a certain size, where the noise level is
approximately 80 db. It is usually rec-
ommended that the sound level of a
PA system be 10 db above the noise.
If we consult our tables for this par-
ticular type of installation, we find that
100 watts of audio power is required to
create a sound pressure of 90 db. How-
ever, only one-tenth that power (10 db
less) would be required to equal, but
not over-ride, the noise level. This
would be a tremendous saving which
would more than balance the additional
cost of a high-fidelity amplifier.

We cannot lay this down as a law
that you may reduce your audio power
requirements to a tenth by the use of
a low-level, high fidelity music distri-
bution system, since a good deal de-
pends on the configuration of the rooms
to be filled, the acoustical absorption
qualities of the room and its contents,
etc. Suffice it to say that the usual
“rules of thumb” require some re-
evaluation when setting up this type of
system. Since most sound installers
work from experience rather than from
sound meter readings and tables of
absorption coefficients, it will probably
mean that the first job will be an “edu-
cated guess” in which the usual sound
power requirement will be cut in half
and the results observed.

As for speakers, one “rough rule”
which may be used is that, assuming
uniform distribution of sound, each
speaker will handle a power equal to
the total power required divided by
the number of speakers. For instance,
if 100 watts is fed to 10 speakers, each
will handle 10 watts . . . if 20 speakers,
5 watts apiece, etc. In actual practice,
it is unlikely that more than 1 watt
would be fed to a single speaker in
a multi-speaker situation because of
the very high level of sound which
would exist close to the speaker. This
is due to the fact that every time the
distance from the listener to the loud-
speaker was halved, the volume would
be quadrupled.

Avoiding Echoes

Another factor which would have to
be taken into consideration is that,
whatever the distance between speak-
ers, the watts input to each speaker
should be such that the sound would
carry little more than half the dis-
tance to the next speaker. If the speak-
ers “overlapped” considerably in cover-
age and yet were quite far apart, a
person placed between them would hear
both and would experience echo and
cancellation effects because the sound
arrived from the different places at
different times. Close spacing of speak-
ers such as has been recommended to
keep the volume level low will obviate
this possibility.

An actual solution to a low-level,
high fidelity music distribution problem
will be outlined in the next installment
of this series.
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Lafayette Radio, 100 Sixth Ave.,
New York 13, N.Y.: A new radio and
television catalog has been issued cov-
ering radio and TV receivers, public
address systems, and component parts,
replacements, ham equipment, and
tools. A special feature is the assem-
bling of a dozen “high fidelity pack-
ages” for custom installations. The
catalog is available in all Lafayette
stores, or may be obtained by writing
to the firm.

Aluminum Ladder Co., Worthing-
ton, Penna.: *“Alco-Lite Aluminum
Ladders for Industry” are described
in a new 12-page folder just published
by this firm. Folding step ladders,
warehouse ladders, and straight lad-
ders are illustrated and described.
Many of the ladders are appropriate
for TV installation teams.

American Microphone Co., 370 8.
Fair Oaks Ave., Pasadena 1, Calif.:
Catalog # 43 is a 12-page, illustrated,
catalog covering American micro-
phones and phonograph pickups, and
accessories for broadcast, PA, and
replacement use.

Cory Corp.,, 221 N. La Salle St.,
Chicago 1, IlL.: In connection with
the promotion campaign of the Cory
rubberless glass coffee brewers on a
guarantee against breakage basis, the
firm has prepared a cartoon-type edu-
cational pamphlet entitled “Flash Gor-
ham, Super-Salesman.,” The pamphlet
shows the potential customer ap-
proaching the sales clerk, asking the
various questions that will arise, and
giving the sales clerk’s detailed answer
to each query.

Celomat Corp., 521 W. 23rd St.,, New
York 11, N.Y.: A new catalog sheet is
available showing the complete line
of Super Vision Vue Scope TV mag-
nifying lenses. Complete descriptions,
with photos and list prices are pro-
vided.

Snyder Mfg. Co., 22nd and Ontario
Sts., Philadelphia 40, Penna.: A new
1950 catalog is off the press presenting
the complete line of Snyder Redi-
Mount series TV aerials as well as
the Head-Line group, plus the Tele-
Port indoor aerials and the Redi-
Mount TV accessories. Copies of the
3-color catalog may be had by writing
the firm,

Noblitt-Sparks Industries, Inc., Co-
lumbus, Indiana: A new 16-page book-

tat  anrlbat cima and illactrated  with

payment accounting has been

hed by the Management Con-

Division of Remington Rand.
The six-page brochure outlines what
is described as the “fastest, simplest
and most accurate means yet develop-
ed” for handling these procedures.
The folder, No. LL-180, may be ob-
tained free of charge at any Reming-
ton Rand office or by writing the
Home office at the above address.

General Electric Co., Electronics
Park, Syracuse, N.Y.: Booklets of
silicone tissues for cleaning eyeglasses
are being made available to General
Electric TV dealers for consumer
handouts. G.E. plugs “Daylight” tele-
vision in the booklets.

Markel Electric Products, Inc., 145
Seneca St., Buffalo 3, N.Y.: In a new
12-page booklet, the firm unveils their
complete line of wall-attachable, wall-
recessed and portable heaters. Besides
carrying photographs and complete in-
formation about each series of Heaet-
aires, the catalog doubles as a non-
technical buyer’s guide and installation
manual. Charts, diagrams and air-flow
diagrams simplify the selection of a
heater for each situation.

International Resistance Co., 401 N.
Broad St., Philadelphia 8, Penna.:
“The Proof of the Plan is the Profit”
is the title and theme of a new IRC

booklet for distributors who want to
build a year-round industrial and gov-
ernment-agency business. The book
is a report to the independent parts
distributors concerning the success of
the original IRC Industrial Service
Plan.” Interested jobbers may obtain
their copies by writing direct to the
firm.

H. G. Koenig Engineering Co., 735
Southwest Blvd., Kansas City 3, Kan-
sas: A new 4-page illustrated catalog
describes the Koenig “Tele-Beamer”
TV antenna rotators and mounting
accessories, including list prices. The
catalog is available free on request.

American Phenolic Corp., 1830 So.
54th Ave., Chicago 24, Ill.: “Sell a TV
Picture” is a 16-page booklet for sales-
men, extensively illustrated and writ-
ten in a non-technical manner. The
booklet shows how great a part the
antenna plays in obtaining the best
possible TV picture. Snows, ghosts
and fuzziness are explained, and the
salesman is shown how an inadequate
antenna causes them. The Amphenol
Inline antenna is described with
particular emphasis on the satisfaction
it brings the customer. The booklet
is part of a 3-fold campaign which
also includes a customer folder and
newspaper mats.

(More on opposite page)

impedance

e All-wave, high gain on all
channels

aluminum {will not rust)
@ Quality at the right price

without masts.

1) 4 A“‘E““As

(Hi-Lo Conical tType)

® PRE-ASSEMBLED AT FACTORY,
READY TO INSTALL (no loose parts)

® Matches 72, 150 and 300 ohm

@ Durable construction of finest

@ Excellent all-around performance
eliminates constant servicing and maintenance

Tricraft *X"* ANTENNAS are furnished in single,
double or quad element assembly, with or

Unique damp simpli-
fies installation—just
push in ond tighten.

Available at leading jobbers.
Write for technical information, literature and prices.

Tricnade

1535 North Ashland Ave., Chicage 212, fil.

Products (o.

Marufacturers of compleie line of Television, FM and AM cnlennos ond ccceriories
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Unusual Show-Windows

(Continued from page 31)

cars. Cover locomotive with signs on
either side. “A Portable Radio—You
CAN Take It With You,” or similar
slogan. Operate train at slow rate of
speed.

|\\\\\\\\\\\—

IS

"How Many?"’ Game
Advertises Service

All the components of a midget radio
are displayed in a fishbowl. Alongside
is the set’s stripped cabinet. Card may
say something like, “You guess how
many separate parts are in this dis-
assembled radio—WE KNOW, just as
we KNOW how to put your radio in
the best possible operating condition.”

COLORED

FERRULE

FERRULE |-

CONDUCTORS

FEED LINE ( HIDDEN)

Novel “Electric Light Plant”

Bulbs “grow” here in a most mys-
terious fashion, and many a passerby
will drop in to ask “watt” makes this
display tick. @A number of round
electric light bulbs, ferrules up remain
lighted, though no wiring is visible.
Here's the way it works: Ferrules are
removed from a number of burned
out round lamps, and are fastened to
bottoms of other “good” round lamps
with acetate cement. Conductors are
soldered to each of the lamps, then
drawn down to the bottom of the
receptacle used where all are fastened
to the feed line, brought in through a
small hole. Feed line is then hidden
with crepe paper or other floor cover-
ing. The “real” lamp ferrules are
buried completely in the sand, pre-
senting the striking appearance of a
set of light bulbs, illuminated without
being connected to any electrical
source.
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SHOESTRINGS
{ Entarged View )

CONDUGCTORS

Light on a Shoestring!

Used to sell electric light bulbs,
electrical contracting, etc. Thread two
small metal conductors inside a pair
of shoestrings, soldering one lead on
side of lamp ferrule, other to contact
at bottom of lamp, suspending the
display from the ceiling.

EXHAUST
FAN

DRAWS AIR

USE CONGEALED
FAN TO INCREASE
CURTAIN MOVEMENT

Year ‘Round Display

A mock-up window comes in handy
to sell kitchen ventilating fans, need-
ed in all seasons. (Call attention to
this latter fact via sign.) Use attrac-
tive curtain material in this action-
piece.

Olson “Radio Glass”

A most novel and effective adver-
tising premium is being offered to the
radio servicemen by Olson Radio
Warehouse Inc., of Akron, Ohio. The
premium is referred to as the “Olson
Radio Glass.” It is a gracefully pro-
portioned drinking glass that is beau-
tifully decorated with over twenty-five
popular radio symbols. Further infor-
mation on the “Olson Radio Glass” and
how one may be obtained, is available
from Olson Radio Warehouse, Inc,
Akron 8, Ohio.

Tele King Names Landau

Milton Landau has been named di-
rector of purchasing by the Tele King
Corp., 601 W. 26th St.,, New York City,
makers of Tele King television sets.
Mr. Landau, a veteran in the radio
and television fields for the past twenty-
seven years, previously served on the
staffs of Hamilton Radio, Charles
Freshman Co. and a number of other
companies in this field.

Represents La Salle

The appointment of Sundre and
Wood, Inc., direct factory representa-
tives of Atlanta, Ga., to represent La
Salle Lighting Products, Inc., of Buf-
falo, manufacturers of portable, wall-
insert, and wall-attachable electric
space heaters, as well as Wallamps,
has been announced by Nelson R.
Zicherman, sales manager. Sundre and
Wood will represent La Salle in Ten-
nessee, North and South Carolina,
Alabama, Georgia, Mississippi, and
parts of Kentucky and Florida.

GE Names BonDurant

Walter H. BonDurant has been ap-
pointed northeastern district manager
of appliance sales for the General Elec-
tric Company, it has been announced
by A. M. Sweeney, general sales man-
ager of the Appliance & Merchandise
Department. He succeeds C. A. Reeves,
who has been assigned other duties.
Mr. BonDurant was formerly central
region manager for Hotpoint, Inc. He
had been with that company since 1923.

Lewyt Appointment

The appointment of John O’Donovan,
as retail merchandising manager has
been announced by Walter J. Daily,
manager of the vacuum cleaner divi-
sion, Lewyt Corporation. Mr. O'Dono-
van will devote all his time to the
operations of the Lewyt “Outside Sell-
ing Plan” in the field. He was formerly
an executive in the sales training divi-
sion of the Appliance and Merchandise
Department of General Electric, and
before that, assistant sales manager of
the Norwalk Lock Company (Segal),
Norwalk, Conn.

Promotes Charles C. Smith

The Minnesota Mining & Manufactur-
ing Co., St. Paul, has announced the
promotion of Charles C. Smith to the
position of general sales manager for
its tape division. Mr. Smith, who joined
the 3M organization in 1928, had been
sales manager for cellophane tapes
since 1941.

Name Carl A. Stone Co.

Carl A. Stone Co., Los Angeles, has
been appointed southern California
representative for Radio Craftsmen,
Inc., Chicago. J. L. Courtois has been
added to the Stone staff for territory
on the direct writing recorder of San-
born Co., industrial division, Cam-
bridge, Mass.

Expands Sales Territory

Conrad R. Strassner Co., Los Angeles,
will hereafter represent the radio hard-
ware line of Herman H. Smith in
northern California. Previously he had
covered only the southern California
territory.

RADIO G TELEVISION RETAILING ¢ December, 1949







































