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Buy of the Month!

Huge 17" Screen!

in Mahogany Finish

MODEL 17M1 . . . Famous Air King
precision-built chassis in a hand-
some blond finish table cabinet.
[ ]

Contact your distributor today
for details of the

AIR KING RETAIL
MERCHANDISING PLAN!

in Blond Finish as shown, $259.95"

*Prices slightly higher West of the Rockies

* Advertised in
this month's

March 10 and 31 issues

... has everything!

March 19 issue

AIR KING PRODUCTS COMPANY, INC., 170-53rd Street, Brooklyn 32, N. Y.

www-americanradiohistorn-com
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THE ECONOMY CHAMPION
ALL-IN-ONE UNIT WITH
SELF-CONTAINED SPEAKER

Fully illuminated dial, built-in chrome
trimmed control head. Compact yet
powerful, with a rich, natural stu-
dio tone. Automatic volume control,
noise filter.

for 21 years...the favorite
AUTO RADIO of millions of motorists

LOW PRICED, COMPACT
SET WITH POWERFUL
SEPARATE SPEAKER

Easily mounted behind instrument
panel. Low battery drain; automatic
volume control, broad range anten-
. Na system. Exfrc-powerful separate
speaker with rich, full-range tone.

ALL-IN-ONE MODEL WITH
CUSTOM FIT CONTROL HEAD
AND BUILT-IN SPEAKER

Hluminated dial, chrome trimmed con-
trol head, Powerful, self-contained stu-
dio tone speaker. Automatic volume
control and patented motor noise filter.

s
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SEPARATE SPEAKER
SET WITH CUSTOM-
FIT CONTROL HEAD

Compact, easily installed. Finest
quality powerful speaker. Nat-
ural studio tone. High gain an-
tenna circuit, automatic volume
control, motor noise filter.

RADIO & TELEVISION

AUTOMATIC PUSHPUTTON
TUNING, HEAVY DUTY
COMPACT CHASSIS

Powerful speaker mounts behind in-
strument panel, has life-like full
range tone. High gain antenna cir-
cuit. Automatic volume control. Cus-
tom fit pushbutton tuner.

DELUXE 8-TUBE “GOLDEN
VOICE” ELECTRONIC
PUSHBUTTON UNIT

Extra powerful speaker, brilliant nat-
ural studio tone, Broad range an-
tenna system. High powered minia-
ture tubes, long range reception.
Heavy duty output transformer.

NATIONALLY ADVERTISED
the best known name in AUTO RADIOS
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FROM THE MAKERS
OF THE INCOMPARABLE

A DISTINCTIVE
NEW CLOCK RADIO

Timed to help you wake up
THOUSANDS OF NEW CUSTOMERS!

This new versatile clock radio with ap-
pliance switch will start your coffee
perking the minate you wake up—turn
an the electric blanket half an hour be-
fore you go to bed. Waken you with a
stirring march and sing you to sleep

with a dreamy lullaby. The Capehart
clock radio —a tireless personal secre-
tary—does all these jobs and many oth-
ers, 0. Glamorous plastic cabinet has
distinctive gold-finished grille —clock
is luminescent.

Here in this worthy oddition to a famed line is superb tone .. .and an accurate and
handsome timepiece. Yes, this Capehart clock radio is sa good looking . . .and so useful
for timing electrical appliances. .. hundreds of your customers will want it not only for
bedroom and kitchen use but also as a household companion throughout the day.
Evervthing is being done to launch this great new item. Sales-stimulating. four-
color. full page ads in The Saturday Evening Post. Life, Holiday. The New Yorker. Better
Homes and Gardens. Look, Sunset Magazine and Newsweek will announce its appearance
next month. Your Capehart distributor is ready with belkringing displays and powerful
local advertising. See that vour stocks are acequate! Cash in on this hugs promotion!

1:'s your big chance for profit!
ey

INCOMPARABLE
FEATURES

i o 0?!

Appliance Switch. Outler for clectrical ap-
pliances is located at the back of the receiver.
W hen the appliance is plugged in and alarm
set. appliance is automatically turoed on.
Radio Alarm. Four functions possible: 1)
Radio turns either on or off at time selected.
2) Radio operates independently of clock.
3) Buzzer alarm operates independently of
radio. 4) Buzzer is set to gperate seven min-
utes after radio comes on to awaken espe-
cially sound sleepers.

Cabinet. The handsomest, most original de-
sign for table top radio in the history of the
industry! Grey plastic cabinet blends with
any color scheme,

smart, modern clock face in clear plastic.
Luminescent hands. Control knobs inbrushed
bronze finish. Distinctive perforared grille
in gold color finish.

CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana

An Associate of International Telephone and Telegraph Corporation

4 RADIO & TELEVISION RETAILING + March, 1951
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Revolutionary New PHILCO DUPLEX
8, 10 and 12 cu. ft. models...

%

UP wione: ¥

AD
PHILCO ELECTRIC RANGES VANCED PHiLco FREEZERS

WITH THE EXCLUSIVE M@m 6 .
. 3 offy Griddle | “7CC (vod jn 904,
Built-In Jlﬁﬁlp il =

Sensation,
P S , ) Popular ¢iny:
anothef g,“‘"m = 72 tont . Sioping
com(\butlo‘c\mg = = / { availahle Il-g” now
1C COOK 7 y . X N Ly
electric A@ \ most w;y d
offered only 1t 8 ang theed sizes.
. )
2 Philco 12% ¢y, fr.

\.undt(' \

Like b
Glass - 1t3
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In one sensational refrigerator,
Philco combines the rtwo most
wanted features in public deinand
today—T'wo Doorsand true, honest
Automatic Defrost. Yes, no defrost-
ing anytwhere in the Philco Duplex.
It’s fully automatic—complete—
so fast. frozen foods stay frozen,
icc cream keeps finm. And art last,
a dry 2-door refrigerator which
automatically removes excess mois-
ture. All ar new low prices thart
bring the luxury of 2-door owner-
ship within rcach of many more
buyers than ever before.

OTHER NEW 1951 MODELS FROM 520995
Up

9, 11 and 13 cu. fr.—all with full
length door. Sen:;mon;l‘l values in INZONE 1
every size from 7 cubic feet up.

Prices subject to change without rotice

PHILCO
@ZM /o @a@u&%) Gl
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ANOTHER MARK OF DISTINCTION FOR DU MONT DEALERY

Du Mo~Tt has always pioneered e
in hig pictwre television. When other o

manufacturers were featuring 7- and
8-inch picture tubes, Du Vlont was
huailding sets with 10-, 1214 and even
15-inch sereens, DuMont was first with
the 19-inch tube: fivst with the 17-inch
rectangular glass tube: first with the
short-neck tube that made possible
reduced cabinet depth. Now Du Mont
pioneers again with a giant. 30-inch tube
for the world’s largest direct-view picture
...in a truly exquisite cabinet designed
to enhance the decor of any room.
Continuous leadership in hig pictare
television is only one reason why the
Du Mont franchise is so highly valued. ‘
Du Mont engineering and rescarch
pioneering. precision manufacturing
methods and preeminence in distinetive ‘
stvling, build strong consumer

preferences. These qualities mean

inercased sales opportunities for

This advertisement, appearing in leading na-
dealers fortunate cnough to possess tional publications during March, introduces
The Roval Sovereign, with 30-inch tube—the
world’s largest direct-view television picture.

the coveted Du Mont Franchise.

TELEVISION'S MOST COVETED FRANCHISE

Copyright 1951, Allen B. DuMont Laboratories, Inc., Television Receiver Div., East Paterson, N. J. and the DuMont Television Network, 515 Madison Ave., N. Y. 22

b RADIO & TELEVISION RETAILING + March, 1951
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“Quality tubes mean
fewer cailhacks—

irotect=ncome.

That's wity we use

Joseph F. Lauinger, President——
CONLAN ELECTRIC COMPANY
1042 Atlantic Ave., Brooklyn, N. Y.

Conlan Electric Company and other service firms
—large and small-—find that customers ask to
see the G-E label on tube cartons. It's proof to
set-owners that they're getting highest tube
quality, as well as competent radio-TV service.

GENERA

RADIO & TELEVISION RETAILING e March, 1951

GE"
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Typical of General Electric tubz quality, is #he
glass beading of the electron gun in G-E ghc-
ture tubes. Unlike cheaper, porous ceramics
often used, glass will not readily contaminate.
Result: much less chance of voltage breakdowns.

all-backs on TV-service cus-
tomers consume working
time, and working time is what we
have to watch at Conlan Electric.
With 40,000 owners on our con-
tract list in Greater New York,
extra service calls can multiply to
a cost figure that changes black to
red. ... Tube failures are a common
cause of call-backs. We’ve found
that good tubes—quality tubes—
perform better, give much less
trouble. G-E tubes have a top
record with Conlan Electric. We
feature them. We know that when
one of our men installs a G-E pic-
ture tube or receiving type, chances
arethatcustomer will sty satisfied

ELECTRIC

WAAMA-aeticantadiohistonscom

181-KAS3
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IS THE OVERWHELMING CONSUMER CHOICE, TOO!

Sid Caesar is a confirmed user of the new Model 288
Electronic Memory Wire Recorder. With it he rehearses the
acts that have made him the top new television comedian.

He can hear his own voice exactly as his fans

do, thanks to the new natural voice play-back sound
chamber. And the new non-spill recording

‘ head is another extra feature of the 288 that he
L enjoys . ..and you can sell.

y 3 It’s tops in quality, performance and price
J ... so, naturally, the Webster-Chicago
"\ﬁ\ Electronic Memory Wire Recorder is the

favorite of consumers, too!

. WEBSTER-CHICAGO

5610 Bloomingdale, Chicago, Ill.

& Electronic Memory

the Ultimate in Magnet Recording

Portable Fonografs Tape Recorders [';mi‘ »n Maghines Diskchangers Home Fonograls:

RADIO & TELEVISION RETAILING <+ March, 1951
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THE LAST WORD IN
BIG SCREEN
Al TELEVIEWING

this remarkable

BIG 20 inch

rectangular
screen

The TELEVISION
of TOMORROW—TODAY!

* The last word in TV performance . . .

*

The last word in custom quality

cabinet craftsmanship . . .

Model $20C10

Model S20C10 is but one of the

many new Fada big screen TV

Models that is outstanding. Clear, sharp
pictures with true to lite FM Sound featuring
a big 10 Inch concert grand speaker.
Built-in “FADA-SCOPE” antenna that
eliminates the need for an outdoor antenna in
good signal locations. It's a sensational
performer in all areas . . . it’s hauntingly beautiful
dio

history !

. .
custom-built cabinet with its side closing door over Pioneers in Ra

controls is a happy departure from the ordinary. and Electronics Since 19207

FADA RADIO & ELECTRIC CO., INC., BELLEVILLE, NEW JERSEY

RADIO & TELEVISION RETAILING + March, 1951
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GET YOUR SHARE OF THIS HUGE MARKET OF 1,152,000
BUSINESS, PROFESSIONAL AND INDUSTRIAL BUYERS.

WILCOX-GAY ADVERTISING
APPEARS IN THESE

Wilcox-Gay advertising ""penetrates’ the best markets for tape recorders, It INFLUENTIAL PUBLICATIONS

reaches the people who, by virtue of their business of profession, can work

more efficiently and make better progress through recording methods. e BUSINESS WEEK

Recordio promotion "pinpoints” 1hese important markets. |t is selective pro-
motion that reaches the right people in every Wilcox-Gay dealer's community. e JOURNAL OF PSYCHIATRY
Over a million potential buyers nationally! The percentage in your sales area

means real sales volume—IF YOU

IDENTIFY YOUR STORE WITH
WILCOX-GAY RECORDIO.

e WALL STREET JOURNAL

Tie-up with Wilcox-Gay and tie-down * ADVERTISING AGE

some new big profits!

N l/’/]LUOX-([;AY

RECORDIO
IBIO

e COLLEGE & UNIVERSITY

e EXTENSION

e JOURNAL OF AM.A,

ONLY

$149-90

Slightly higher west
of the Rockies

e METRONOME
e MODERN HOSPITAL

e NATIONS SCHOOLS
This is Wilcox-Gay's answer to the needs
of business and professional people. The
. > _ e MODERN INDUSTRY
Recordio IB!0 feafures TWICE the recording time on a single reel of tape—
a Wilcox-Gay exclusive! It's built for carrying—weighs only 21 pounds. De-
signed for operating simplicity—recording is as simple as tuning a radio. And e PULPIT DIGEST
its clarity and fidelity is of matchless quality. Dollar for dollar the 1951

Recordio 1BI0 is a value you can't match on today's market!

WILCOX-GAY CORPORATION - Charlotte, Michigan, U.3.A.

In Canada: CANADIAN MARCONI

e SALES MANAGEMENT

e SCHOOL MUSICIAN

T SO S B O S L L L st I T e e e OO U SUeY

10 RADIO & TELEVISION RETAILING +« March, 1951
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The Worlds

Most Useful
Radio !

ON, Radio & TV Departnent Manager

s
Sage DAN ENDER The John Shillito Company:

00 worth of G-E Cloc
mall newspaper @
modest window display t-md 90:“
opéned our eyes to th.e ,l’ng pr
world’s most useful radio.

uWe sold $65
with only one
t possibilii

Model 517

OU, too, can cash in on the tremendous

popularity of the G-E Clock-Radio—that’s
outselling all other brands combined! G.E.
was the first with the “Wake-up-to-music”
Clock-Radio. First with the G-E Electronic
Servant that made it the “world’s most useful
radio.” And now, first with the super-powered

Cincinnati, Ohio
k-F.adios in nine days
d, an istand display:

e demonstrator. 1t )
ies in this

CLOCK- @i DI

535 that gets hard-to-get stations and opens a
new market of millions of families. See the full
line—7 models in 3 different cabinet styles
pricedfrom $29.95%to $39.95*. And all colors
of each style sell at the same low price. Ask
your General Electric radio distributor to
show you the 1951 promotion plans.

General Electric Company, Receiver Division, Syracuse, New York

%M care /ﬁa/ “yowe co Gtbrace 2

GENERAL ¥ ELECTRIC

*Subject o change withous notice, Slightly higher West and Soutt.

RADIO & TELEVISION RETAILING ¢ March, 1951

RS A A N At RterY-coOm o —— —— =


www.americanradiohistory.com

o"‘.

$

S

=

-

-

-
-
'--

> 77773

Modern, hand-rubbed console. Genuvine mahogany

veneers, swivel casters. 17" G-E re:tcngulcr black tube,

T

§%_.p~“" = o

? e
E/cwm/éu//owamz/méﬂcem_

GENERAL

12 RADIO & TELEVISION RETAILING ¢ March, 1951
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New, big 17’s feature the best pidure in your customers will see the G-E story in full pages,

R ' . full color, in Life and Post with 40 million readers
Slgl“ backed by full-scale magazine and .. . plus black and white ads in a dozen other

newspaper advertising, and sales promotion.  national publications .. . plus big-space, factory-
paid newspaper ads in every important TV market

Big-as-life, real-as-life, casy on the eyes, the new | plus smash-hit TV film commercials . . . and

G-E 17’s give you the best picture in sight—com-  sales-stimulating promotion material! Better

bined with simple tuning and the powerful, extra  visit your General Electric television distributor

sales appeal of magnificent cabinetry! No wonder and see it all with your own eyes.

the new General Electrics sell on Sight! And— General Electric Company, Recesver Division, Syracuse, N. Y.

(L
1 y L o0

i)

For those who prefer blonds! New
17" G-E rectangular black tube table
Model 17T3. $299.95* Also in ma-
hogany veneers, $289.95*

Lowest-priced G-E console! Big 17"
G-E rectangular black tube. Genuine
mahogany veneers. Model 17C103.
$319.95* In blond, $339.95*

G.E.'s finest 17", with G-E rectan-
gular black tube. Hand-rubbed, gen-
vine mahogany veneers. Full-length
doors. Non-marking, easy-moving
swivel casters concealed in the base.
) Model 17C109, $399.95*%

rectangular black tube. Smart cor-
dovan finish cabinet. Model 1771,
Priced for fast sales—only $269.95*

=)
o
“ Television's hottest value! 17" G-E
ot
B

Do
A
¢ /

L 777 I

“Includes Fed. Tax. Installation and picture tube
proftection plon extra. Prices subject to change
withou? notice. Slightly higher West and South.

16" G-E combination. G-E aluminized rectangular
black tube. 3-speed auvtomatic phonograph with G-E
Electronic Reproducer. FM-AM radio. Beautiful blond
veneered cabinet, full-length doors. Swivel casters.

Model 16K2, $519.95% In mahogany, $499.95*

RADIO & TELEVISION RETAILING ¢ March, 1951 13
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G-E CLOCK-RADIOS OUTSELL ALL OTHER MAKES COMBINED!

N Saperpowered 235

ERE’s the G-E Clock-Radio especially designed  to Model 535. It has 5 tubes plus rectifier, and a
H for markets beyond the reach of 4-tube radios! luminous pointer for easy tuning in the dark. PLUS
That means millions of new prospects: everybody  all the great sales features that have made the G-E
who needs a super-powered radio for hard-to-get ~ Clock-Radio the world’s fastest-selling radio. Your
stations. Two new, big features have been added  General Electric radio distributor has it now!

General Flectric Company, Recerver Divisron, Syracuse, New York

WORLD’S FASTEST SELLING
RADIO —Model 517 — Lovely
Persian red plastic cabinet. All
sales features. Also in alabaster
ivory, Congo brown and porce-

lain white, all at the $3495*

same low price.

New Super-Powered Model ¥535

Extra tube for distant stations. Automatically wakes you up, turns
appliances on or off, turns itself off after you go to sleep, tells time
even in the dark. Luminous pointer for easier dialing. $3995*
Superb performance. Rich cordovan plastic cabinet.

C,

SR TTO LU

*Subject to change without notice. Slightly higher West and South.

ELECTRIC

RADIO & TELEVISION RETAILING + March, 1951
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You'll know €0St facts, all facts,
ahout every TVservice contract

with a

STANDARD REGISTER
SYSTEM

Many dealers have found out foe late that TV
installation and service cost too much, swallow
profits, with some sets and warranties. That’s nat-
ural, with the constantly changing TV condi-
tions. But you can protect yourself against such
losses, stop them before they start, with the com-
plete and accurate facts provided by a Standard
Register System. You'll knzow exact installation
and service costs, always!

“Qur Standard Register System gives us all in-
stallation costs for time and parts, all warranty
data and a complete service record on every set we
sell,” says Universal TV and Appliance Center, of
Detroit.

There are special, proven Standard Register
Forms that provide detailed, consecutively num-
bered, loss-proof records of each TV transaction
. .. sale, delivery, installation, service, collection.
You can andit all costs with locked-in record cop-
ies. Youw'll eliminate uncertainty, gain control of
your business, protect your profits!

SYSTEM IDEAS . . . FREE to YOU!

Yes, you can take the headaches out of TV. We'll .
send you the detailed case histories of leading TV Standard Registers and Forms provide . . .
dealers who have deneit! Mail the coupon below. * Fast, easy, accurate record writing.

No obligation. ® Useful copies for all purposes.

® Security from loss or alteration: consecutive
o numbering, locked-in copies.

OO s‘““ a“‘ a“eg.\S\e‘ o

g‘\nu\\‘{ P““"\“ed °

the onginal et

. XS
\o Continuous “ o
\ o dw“\‘“

. \"N ecor
S " ““\“\\\\\

; \\\\-\\N\ \“\S\“\S + 1

o NemSie. MAIL THIS TODAY!

|
|
| The Standard Register Company

| 1303 Campbell Street, Dayton 1, Ohic
|

{

Please send, without obligation, BUSINESs AIps and samples

W © . . :
= of forms specially designed for radio and television dealers.

ol cvie® Name.

Ofttices wn oW prnti®

c

pany — e

THE STANDARD REGISTER COMPANY

|

|

: Sfreet Address —
1303 Campbell Street, Dayton 1, Ohio |
I

Associated Companies: Sunset-McKee Co., Ockland 6, California. R. L. Crain city- B Zone.  State. -
Limited, Ottawa, Ont, W. H. Smith & Son, Ltd., London, England. Do e o e e e e — e — o ———— —— ——— ——— — ——
RADIO & TELEVISION RETAILING - March, 1951 15
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TODAY'S STRONGES
INAND RAD p'-

v

Every model, every part jaboratory tested

for Better performanceé, LONGER LIFE

L 0 ‘
#
o p
! &

g Sell Longer Ljfe for Longer profits!

THIS MONTH, Emerson will blanket day—as they look to tomorrow. Emer-
America with the most powerful, most  son furnishes the proof . - _the complete,

timely sales message in TV and radio. scientific proof .. .that the amazing per-
It’s a message that goes straight to the formance of the Emerson they buy from
heart of what your prospects want to-  You now will last and last and Last!

Emel’ ¢ON'S Jumbo advertising Drive
Reaches Right into YOUR Store!

From full-page ads in an important st TV and radio with the biggest, most
of national magazines right down to compelling advertising campaign in its
sensational newspaper mats, store dis- history.Get and use your Emerson hard-

plays and price tags.- “Emerson is back- hitting store promotion material Now!
ing the world’s clearest,best-engineered Sell LONGER LIFE for LONGER PROFITS!

EMERSON RADIO
AND PHONOGRA

KARIO
& TELEVISION RETAILING » March, 1951
.

WW i i
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SELLING STORY

Ul

NEW /////7/5ai/1255)//2/) EMERSON VALUES

featured in LIFE, LOOK, TIME, BETTER HOMES & GARDENS, THE NEW YORKER,
NATIONAL GEOGRAPHIC, HARPER'S MAGAZINE, TOWN & COUNTRY, N. Y. TIMES MAGAZINE;

17-Inch Rectangular

Model 687...$379.95 ]
3-Speed, j
FM-AM s Rt
Phono-Radia sisdseilsl )
Model 679 HEERRRLY 3
$199.95 S5A85ES

14-Inch Rectangular
Model 662...$219.95

— A FM-AM
| & 5 Model 659
: & S $59.95

Automatic Clock Radio &8
Model 671 . . $34.95

20-Inch Rectangular
Model 694 = $499.95

3-Way Portable
Model 646. .. $29.95
Less Batteries

17-Inch Rectangular
Model 696 . $299.95
AC-DC Model 652

17-Inch Rectangular $19.95

Model 686. .. $349.95 P

ALL PRICES INCLUDE TAX AND WARRANTY
Prices slightly higher in South and West

5T e sympor oF LONGER ]

He’ll be working for you in scores of ways—in window
displays, cartons, tags, newspaper and magazine ads. In
radio and television, he is the memorable symbol of LIFE-
TESTED Emerson’s Better Performance and LONGER LIFE!

U725 5D and eadi

RADIO & TELEVISION RETAILING = March, 1951 17
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TV Sweep Generator with

MIRROR-SCALE MARKER
Large Marker dial has a mirror scale for easier read- M o D E I- 3 4 3 4

ing and reset accuracy. Straight line frequency tuning for quick checks in all stages

condensers provide linear scale markings. No “SKIPS” EECHpDATS

. . . . Frequency Coverage:

in frequency—continuously variable Sweep width control. o SWEEP CENTER FREQUENCY | @ CRYSTAL FREQUENCIES

. . . . o . - Range 1— 0-60 MC To 20 MC Funda-

Triplett-engineered shielding—all critical circuits enclosed. Range 2— 60.120 MC mentals. Harmonics vp
Range 3—120-240 MC ;‘o 216 M.C.h (Crystals

Copper plated steel construction. All these features (see | sweer winrH: of Furnished)

R 0-12 MC_(Continuously | ® MODULATION
Tech. Data) combined with the two built-in markers for Variable) b Sha® Rrusren S
o MARKER FREQUENCY quencies
1 - 19.5 to 40 MC (funda-

simultaneous use /s’et Model 3434 apart as one of the fun mantah. 39 MC 1o 240 | @ AUDIO:

MC (harmonic) ] 400 cycles

1/ e .
damental contributions to the rapid, accurate and profit-
f The steel case is finished in black suede baked enamel,

- - .J . o
able Servicing of Television. size 15 11/327x111/32"x8 1/4". Leather handle. Panet
Fit is black, white and red etched on aluminum. Copper
£ plated feet for grounding.

FOR THE MAN WHO TAKES PRIDE IN HIS WORK

ONLY $189.50 AT YOUR DISTRIBUTOR
{MODEL 3435 WITHOUT BUILT-IN MARKER, $99.50 NET)
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THE STRATTON

MODEL 642K20

Beautifully designed traditional cabinet of
mahogany-finish hardwoods with matched-
grair. doors . . . housing the top-performing
Westinghouse chassis . . . 20" rectangular
screen . . . black glass tube . . exclusive:::
\X'esunghouse Single Dial Tunmg

TINGHOUSE DISTRIE

V\/éstingh

WHAT
\Véstlnghouse

PERFORMANCE
MEANS TO YOU

There’s no doubt about it—the installation of
a Westinghouse means satisfied customers—
money in the bank! What's more, it takes fewer
service calls to keep them sold! And this per-
formance record is true in all areas. The Wes-
tinghouse ’51 line has not been cheapened...
nothing has been taken away. The new line is
better than ever!

SIMPLEST, EASIEST
TUNING EVER!

Possible only because Wes-
tinghouse continues to build

a better chassis with more

tubes . . . more automatic
and more tuned circuits.
Sells itself in demonstration.

NEW DELUXE PORTABLE

MODEL 342P5
New Ferrocore antenna;

3-gang condenser; 5

tubes plusrectifier; 3-way e
operation. Plastic case

with disappearing handle. I,‘.— S
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Set vy SYINANIA

30 AR A

s e

GYIVANIA
MOVIE-CLEAR
TELEVISION

4 et

Radio Tubes; Telervision Picture Tubes; Electronic Products; ¢
Electronic Test Equipment; Fluorescent Lamps, Fivtures, Sign Tubing,
Wiring Devices; Light Bulbs; Photolamps; Television Sets

SYLVANIA ELECTRIC PRODUCTS INC., RADIO & TELEVISION DIVISION, 254 RANO STREET, BUFFALO, N. Y.

Great NEW Name in Television =z

20 RADIO & TELEVISION RETAILING * March, 1951
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Ak Your Dl'stributor!

50th Anniversary

lete
ﬂle c()lnp © you SELL

. t
Ask him all abou i help

tion offered to

o
Set Prom .
ision enginee

ring. .
e latest in telev

th

SYLVANIA’S 50th Anniversary Table Model
with GIANT 20" picture tube. High-luster ma-
liogany cabinet and exclusive theatre-styled
picture frame. New wide-angle, non-glare view-
ing. Built-in, dual antenna with hi-low band
switch. Twenty-one tubes, plus four rectifiers,
behind the picture-tube help give dependable
Rock-steady, Movie-Clear* pictures and un-
matched tone quality.

Identify your store +,

newest ith thijg

S .
> Sensationg] Sylvania

—it Ineans PROFIT'

Value

Sylvania will appear in “This Week”
=] magazine and many other Sunday
newspaper supplements throughout

/ the country on March 11.

SYLVANIA

Established 1901 —Fiftieth Anniversary Year

Great OLD Name in Electronics ...

RADIO & TELEVISION RETAILING < March, 1951 21
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YOu get all five

e wit PCA Borsfrer/es

’ K'l'op Brand Accepfance
{i( . «  makes selling easy

The selling power of the RCA Trade-
mark makes it easy for you to move
RCA Batteries . . . and gain a satisfied
customer every time.

Remember, too, that RCA Batteries
are radio-engineeved for extra listening
hours . ., provide a type for practically

So—starting now—push RCA Batter-
ies. Build a profitable repeat business
with virtually no competition from non-
radio outlets.

See your RCA Battery Distributor
for fast, reliable service.

every renewal requirement.

2. Radio Trade Distribution
3. Completely Rounded Line
- 4. Radio-Engineered Quality

5. Super Selling Aids

e Dueteeiy
L s

gl ] K"F’ﬂlhﬂﬂﬂ ol M‘Ii'"

Horriven, N. 5

RADIO CORPORATION of AMERICA

RADIO BATTERIES HARRISON. N. J.

22 RADIO & TELEVISION RETAILING ¢ March, 1951
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get set for a ARADE of prospects

U g DAY BASEBALL GAMe;/
- LY )
o
p; , - /] ‘H,

#
7,

J,O
G - HBAGH Y

Outdoor Activities Open New
Sales Opportunities FOR YOU!

Sumier’s outdoor, eway-from-home, on-the-go activi-
ties call for Zenith* Portable Rad -os—and promise yvou
your biggest selling season. So cash in by tieing-in with
Zenith’s big Portable promotion. Talk, show, demon-
strate und sell Zenith Portables!

4 The Sensational ZENITH UNIVERSAL” ..

Owners rave about the Universal's ability to perform with clari-
tv and volume even in -emote locations where many portables
fail. Has an extra-powerful cireuit with Tuned R. I'. amplitica-
tion. & more sensitive Alnico “5” Speaker, the ex-

clusive Wavemagnet*, AC-DC or battery op- $4995T
eration. Smartlvstyled Buffalo-Grained casein Black

or Brown. Less Butieries

The TRANS-OCEANIC
isalways abest seller

Outperforms any portable. any-
where. The one set to sell when cus-
foniers want long-runge reception.
Gets standard. plus International
Short Wave on 5 separate bhands.
Humidity-Proofed

against loss of sensitiv- $II425T
ity. For AU-DC or bat-
tery.

Tops for Turnover
TIP-TOP HOLIDAY

Giant “Tip-Top™' Dial with built-
in Wavemagnet swings up above
the set for tuning ease, doubles the
sensitivity of reception. l'or AC/
DC or battery. Cabi- ,
net of Ebony or two 53995T
tone Blue-Cirey plastie.  Jess batteries

less batteries

B0 0000000000000 00000000000e0DG00000000EO © 0 00000600000 00¢00000060000000800060000000

TSuggested retail price. West Coast and far South prices
slightly higher. Prices subject to change without notice.

#*Reg. U. S. Pat. Off.
Powerful and Popular

ZENITH ZENETTE*

Hardly bigger than veur hand, vet
plays with big-set volume and tone!
Open lid. set’s on-— close lid, set’s
off. Weighs but 314 lhs. Battery or
AC/DC operation. Iu

Burgundy, Ttbonv or $3995T
W hite plastic. less batteries

wons oistances RADIO
and TELEVISION

ZENITH RADIO CORPORATION

6001 DICKENS AVENUE + CHICAGO 39, ILLINOIS

..........0...........'.......I...i.......
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1, Tak about Tnng
-Carlson 2. Ta/'é 960(//' C@b/’?éf{'y

It's so easy with the new Strombers
TRU-LOK tuning. Steadiest pictures, t00. For every taste, trad
, tradition:
Shown here: THE SraFFORD, newest table model decorator-designe d ;tlllondl to modern . . . all
..17-inc}})\ ‘;ecta;]lgular tube . - - %}}ont() jack . . - Shown here: Tae » all enduringly beautiful

bbed mahogany veneer cabinet. :hgici HO"durashmEg:)PmE’ 19-inch conole
nd a an ab's
models comPIetgly ﬁuﬁjnfsggaginet; this

—rubbed.

hand-Tu

 Talk about Tone

arlson tone—
symphony.
gru CENTURY, available with
AM-FM radio . » - fully auto-

tube, bi
» biggest for h
ome use . . . exquisite cabinet
- PhOnOgrap :

that is

30 72- 5
All “big-as.if /)éf sbout Pletures
life,
greater detail an, dr;’; lt 7-to 24-inch . o
ater realism, O © Famous Stromberg-C
clear as @ bell, maijestic a8 a

Shown h
ere;: T
HE RADCLIFYE ., | Giant 24-;
-inch ere: THE L
ch tube,

RAD
10 & TELEVISION RETAILING + March, 1951
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RADIO :TELEVISION

RETAILING

O. H. CALDWELL, Editorial Director * M. CLEMENTS, Publisher

h <

e

| 25%—An Unfair Tax on TV Sets!

The U. S. Treasury has proposed a 259, excise tax on all television and radio
sets and electrical appliances, to be paid by the manufacturers and passed along
to the public, involving, at retail, a price increase of about 15%.

This 259, tax on TV is now being considered by the House Ways and Means
Committee, along with other tax proposals. Washington observers expect that the
final tax bill can probably be passed by both House and Senate and made into law
not before mid-summer 1951.

TV—The Poor Man’'s Theatre

Such a 25%, tax on TV is unfair to the new TV industry. And it is unfair to
the public, for whom TV has come to be the poor man’s theatre. Only one quarter
of the nation’s homes are yet equipped with TV; the other three-quarters will have
to pay this unfair excise tax if they are to enjoy television entertainment and in-
struction. And present TV-owners will also pay the proposed tax as they replace
their early sets with larger up-to-date receivers.

The whole effect of the tax will be to prevent the American people from
buying the TV sets they want, as resulting prices on even austerity models jump
upwards. All of television progress will be slowed down. The public will suffer.
The dealers will face losses. The manufacturers’ outputs will be restricted. And
the TV broadcasting stations will find their natural growth cut short. Meanwhile,
gaily prodding for the addition of such a tax will be certain TV-fearing movie in-
terests and general magazine and newspaper publishers, who have seen TV making
inroads into their own business incomes.

TV Trade and Industry Must Protest

Now is the time for the television industry to protest against this unjust tax.
Manufacturers, distributors, dealers, broadcasters, and networks—and above all the
TV public—must raise their voices and show members of Congress the injustice
of so taxing the great new art.

The present 109, tax on TV sets is all that this new industry should be asked to
carry. The great new medium which can mean so much to public morale, public
safety, and public information, should not be taxed as proposed, virtually out of
existence, TV is the poor man’s theatre, university and illustrated-newspaper, all
rolled into one! It must not be tax-limited into the mere luxury class.

A 259, excise tax is an unfair tax on TV!

RADIO & TELEVISION RETAILING < March, 1951 25
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What's Ahead!—in Radio,

AN ANNOUNCEMENT OF EFFECTIVE DATE of
259, excise tax hike (if it goes through) could well start
another scare-buying spree, and could clean out inven-
tories causing the promised acute shortage period to
come in ahead of time. Even without a frantic wave of
buying, shortages tan conceivably arrive before any
planned new taxes can become law.

THERE ARE STRONG BRAKES ON SPREE-
BUYING, however. One, of caurse, is the news of
upped income tax rates, and the other the daily rising
costs of living. A third is certainty the recently tight
ened credit requlation. To play safe, dealers should
sell and promote actively, even in this brisk market.
They need to do this in order to get their share of busi-
ness from conswmers who buy only after a lot of shop-
ping around.

SALES OF USED PERSONAL or household effects
by a private owner are exempt from price controls under
the new regulation. During World War II, OPA ex-
empted sellers in the before-mentioned categories, and
a brisk business was done in used appliances, radio,
etc., with many products fetching a lot more than OPA
ceilings on used merchandise in dealers’ stores

DR. ALLEN B. DU MONT HAILED FY NEW
YORKER MAGAZINE as the man who has probably
done more for the cathode-ray tube than anyoune else in
the 20th Century. Dr. Du Mont was “profiled” in the
January 27th issue of the famous magazine.

“Electronic Recruiting Sergeant”

The "'sergeant'’ talks when a person steps or o moat outsice the booth
manned by recruiting officers of the Navy, Marines, Army and Air Force
at Times Square in New York. General Electric developed the '‘norra-
tor'', designed to attract young men to enlist in the armed forces.

“TODAY, AS THE WORLD'S DEMOCRACIES
face the greatest challenge in their existence, it may well
be that television will prove to be one of the ultimate
weapons for truth and education.”—Frieda B. Hennock,
FCC Commissioner.

26

SOME CONFUSION AMONG CONSUMERS over
the price freeze, but it is believed that the government
order has accelerated business recently. Many would-be
purchasers who had held off buying until the freeze be-
came official are now in stores placing a volume of
orders for TV sets and appliances. Some dealers report
that a few customers—a very few—are waiting for
“roll-backs” in prices, which they believe are on the
way. Sales were off in many sections in February.

IN WALDORF, near our office, detersined college
profs have been diligently watching seven TV sets,
each tuned to a New York station. As a result they
reported to FCC following total programns for a week:
Drama, 8389 wmm.; wvariety, 4598 min.; children’s
shows, 4199 wnun.; home-making, 3507 min.; sports,
3406 min.; stunts, contests, 2245 min.; news, 1860
min.; personalities, 1432 min.,; wmusic, 1222 min.; and
information 1090.

AS TO COMMERCIALS, above tests showed WINBT
led, with 187, of time; WABD 119,; WJZ-TV 11%,;
WPIX 99,; WCBS-TV 87%,; WOR-TV 79,: WATV
Y.

IMPROVED LIVING STANDARDS SINCE
1940 nake the current threat of civilian shortages much
more serious than before World War II, points out
Charles P. Cushway, executive VP of Webster-Chicago
Corp. He said that if elimination of civilian output
should be necessary in such fields as autos, radio-TV
and applicances, the situation “will require statesman-
like handling to prevent severe drops in civilian movale
and widespread black marketing.”

TV SETS FOR SCHOOL FOR THE BLIND. The
North Side Lions Club, Indianapolis, presented two
TV receivers to the Indiana School for the Blind. The
pupils voted unanimously that television was what they
wanted. Supt. Lambert said that 65 per cent of: the
students can see well enough to follow TV and the
remainder like to attend and have the action explained
to them as they listen.

“SALES RESISTANCE CANNOT HELP BUT
MOUNT in direct ratio to increased living costs and
taxes. Manufacturers will make a serious mistake if
they think that decreases in production of consuiner
goods under war mobilization will creale a ready mar-
ket for everything they can turn out.”—Alex M. Lewyt,
president, Lewyt, Corp.

NATIONAL ARMS PROGRAM WILL AFFECT a
curtailment of consumer durables production of over
309, and probably 507, by the end of 1951, believes
Ward R. Shafer, Coolerator vice-president.

RADIO & TELEVISION RETAILING + March, 1951
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Appliances, Records and Television

IN MOST PARTS OF THE COUNTRY TV service
departments are still swamped with work. One reason
is that numbers of technicians have gone into defense
plants. Another, that some of the large outfits laid off
a number of men when sales slumped just before the
first of the year, and now find it impossible to get re-
placements.

DEALER R. B. ASBIL, MCDESTO, CALI-
FORNIA, put on a special Hillbilly promotion, figur-
ing an attendance of 500 people. Instead, 4,000 farm
people swarmed out of the nearby hills for a $1,000
program of free music and dancing, then bought $16,
000 worth of merchandise in the following 8 days
Asbil handles Speed Queen appliances in his territory.

ALUMINUM BAN ON USE ON ANY PRODUCT
where it serves as decorative or ornamental purpose goes
into effect June 1. Tin prohibited in manufacture of a
number of items, including refrigerator trays and
shelves.

EAT-AND-LOOK TV PLATE  Described as
“highly functional” is a 14%-inch plate for diners. It
is molded from American Cynamid Company's Melmac
plastic; has six partitions of varying size, and comes in
attractive colors. Sells at $3.98, retail, and is made by
Watertown Mfg. Co., Watertown, Conn,

NEW SET-UP OF SPRING AD MATS made avail-
able by the National Association of Music Merchants
contains a clinic and idea exchange covering selling of
records and instruments, via radio cammercials, news-
papers, etc.

A PROGRESSIVE WESTERN RETAILER sold
more than 150 phono conversion and replacement jobs
last year, modernizing customer equifpment to play all
three speeds. Most of these customers bought records
from him, too. He is vigorously promoting conver-
sion business this vear, and expects to break the record
he set in *50.

GOOD CREDIT STANDING VERY IMPORTANT
to dealers of all sizes these days. If and when the real
pinch comes, those who can lay real money on the line,
and those who have met obligations in the past will be
the ones to get the merchandise. Dealers with limited
capital should make every endeavor to set up a sound
financing plan with a commercial company or a bank.

PEOPLE DO LESS DRINKING, LESS EAT-
ING OUT AND TRAVEL LESS, and television’s
effect can be traced in all of these things, according to
John Meck, president of John Meck Industries. On
the basis of reports by the Bureau of Census, the Meck
study also shows that people pay more attention to the
appearance of their homes, and are more interested in
playing musical instruments.

RTMA FIGURE ON CATHODE RAY TUBES for
1950: Total sales to receiver manufacturers—7,473,614
units valued at $198,737,428. Indicating the pronounced
trend to larger TV screens, 72 per cent of the picture
tubes sold to manufacturers were 16 inches and larger
in size. In ’49, only 16 per cent were tubes of 14 inches
and larger in size.

RADIO FINDING NEW USES as an aid to
mechanized materials handling. Pharmaceutical mani-
facturer Johmnson and Johnson finds two-way radio
saves time, money and labor in their shipping center at
Metuchen, New Jersey. Motorola sets installed on
fork-lift trucks keep drivers in contact with dispatcher
as they move shipments around J & J’s 207,000 square
feet of plant area. The dispatcher knows where all
merchandise is, can keep up to the minute on the posi-
tions of his fleet, and is able to shift trucks and goods
with exceptional speed. Equipment and installation
cost J &J $3200 for central siation and seven trucks.

A NEW TYPE OF STATE LEGISLATION affecting
employers in a bill introduced in the N. Y. State legisia-
ture declaring it against the policy of the state that em-
ployers should discriminate against persons subject to
the draft. Rhode Island Senate has a bill before it mak-
ing it illegal for employers to refuse to hire men who
might be called into the armed forces.

17: Father's Day.

1-6: New York Lamp Show, Ho-
tel New Yorker, N, Y.
30-Aug. 10: Chicago Gift Show,
Hotel and Palmer
House, Chicago, Il

20-24: New York Gift Show,
Hotels Statler and New Yorker,

. 22.24: Pacific Electronic Ex-

FUTURE EVENTS OF
Mar. 19-22: IRE Annual Convention, June
Hotel Waldorf- Astoria and July
Grand Central Palace, N. Y.
May 13: Mother's Day. July
LaSalle
May 21-23: 1951 Parts Distributors
Conference and Show, Stevens Au
Hotel, Chicago, Il 9
May 21-25: N.A.E.D. 43rd Annual N. Y.
Convention, Hotels Chelsea Aug
and Ambassador, Atlantic

RADIO & TELEVISION RETAILING ¢ March, 1951

City, N. J.

hibit, Civic Auditorium, San
Francisco, Calif.
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Sept.

Sept.

Sept.

Sept.

Oct.

INTEREST TO READERS

3-7: Boston Gift Show, Hotel
Statler, Boston, Mass.

I1-13: Radio Parts Distributors'
Convention (NEDA), Cleveland
Auditoriam, Cleveland, Ohio.
16-20: Philadelphia Gift Show,
Hotel 8enjamin Franklin, Phila-
delphiz, Pa.

23-27: Washington Gift Show,
Hotel Willard, Wash., D. C.
8-12: National Hardware Show,
Grand Central Palace, N. Y.
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of America's Fastest

Better Looking in every way . ..

The New Fairfield . . . 17-inch Million Proof
television housed in newly stvled
cabinet designed for wide appeal.
For fast sales, show them the

New I'airfield first!

ONLY RCA VICTOR 1IAS
THE “GOLDEN THROAT”

A Look they’ll never forget

7 T The Highland .. 17-inch
A - MRS Ly R P -
- st television fully exposed to do its
L p -
o most effective selling job for you.

Rieh finish promises high eye-
: al—i - sl in the
- appeal—in vour store, in the

Work in this Profit Plus

Al RCAVictor consoles have a phono-jack

\

-7 ~
Your customers can make any one of customer’s home.

~these consoles into a superb tele-
vision-phono combination. One

AT YOUR SERVICE—

The vast facilities of

4 the RCA Service Company:

"-h demonstration will sell the new
Wty B =
sl A
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Selling Consoles---

RCA VICTOR

MILLION PROOF

Quality proven in well over ¢ %illion homes

AS YOU CAN PLAINLY SEE, these consoles have what it takes for
Paot Taruover .. Million Proof performance...Million Proof
quality through and through.

What RCA Victor puts into Million Proof Quality you take out
in easier, ZLuceter Console Profits.

Accent on Smart Styling

The Regency . .. 17-inch RCA Victor
- .. television. Truly a compelling
piece of beautifully styled
furniture. Mahogany finish
costs no more.

RA VICTOR & 24

* IV ISION OF RADIO CORPORALIRN OF 4MERICA

ONLY RCA VICTOR MAKES TIHE “YICTROLA” “Victrola”—T, M, Reg. U.S, Pat. Off.

RCA VICTOR — World Leader in Radio. .. First in Recorded Music. .. First in Television

RADIO & TELEVISION RETAILING + March, 1951
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Advice to Dealers—Sell

With Price Resistance, Upped Overhead, Controls,

Now is the time for all good dealers to be on the alert.

e While production of civilian prod-
ucts in our fields continues at a lively
pace, experts are predicting that it
won’t be long now before shortages
and austerity models will be in the
midst of the market. At the same
time, merchandising executives are
pointing out the real necessity for a
continuation of aggressive selling
methods. They urge such sales effort
because of a number of factors now at
hand and on the way.

At the time this is written, news of
the proposal to raise excise taxes to
25% on TV sets, radios, electrical
appliances, phonographs, records, etc.,
has stimulated consumer buying, and
may, as some experts predict, cause
a wave of panic-buying. On the other
hand, smart dealers do not believe
that sales will be push-overs even if
many folk do rush out to buy ahead
of any new excise taxes they think
likely to become law. Because of the
daily rises in costs of living, and the
planned hikes in income taxes, con-
sumers will buy carefully even though
they may appear to be buying hur-
riedly. And, when (and if) the 25%
tax is imposed, an acute sales slow-
down can result, even though inven-
tories are low.

Taking a more or less long-range
view of the situation ahead, here are
more of the things that could con-
tribute to sales resistance at the re-
tail level: 1. Increased income taxes,
plus wage controls could well slow up
buying. Indeed, wage controls and
stiffened credit terms are designed to
curb spending. 2. When the real im-
pact of shortages is felt, manufactur-
ers for the most part may drop leader

30

models of radios, TV sets and appli-
ances and will go in for middle and
top-line units, which will be more ex-
pensive. 8. Since there has been a lot
of publicity on the use of substitute
materials, many consumers will need
plenty of salesmanship to convince
them that the manufacturer has not
cut quality or performance features
in the “stripped” austerity model if
and when such products hit the
market. 4. It is not at all unlikely
that Regulation W will be tightened
up again, requiring even higher down
payments than those now imposed,
plus shorter periods in which to make
instalment payments.

Real Shortages—When?

As this is written, the price con-
trol picture is anything but clear.
However, it doesn’t appear likely that
prices will be rolled back on products
in our fields. With prices frozen at
levels set within the period from De-
cember 19 to January 25, the industry
can probably operate profitably pro-
vided manufacturers can get raw ma-
terials and components from legiti-
mate sources. IHowever, rumors of
large gray and black market opera-
tions persist without much tangible
evidence at hand. In the meantime,
those lucky manufacturers who have
sizeable stockpiles of raw materials
are guarding them zealously in order
to be in positions to turn out defense
equipment for the armed forces.

In increasing numbers, manufactur-
ing plants in the radio and appli-
ance fields are assigning production
to defense work.

wWwWwW-americanradiohistorv-com

Right now, as the end of the first
quarter of 1951 looms, heavy civilian
production, as described previously in
this article, continues, with a number
of plants likely to end the first quar-
ter with greater outputs than they en-
joyed during any similar period of
1950. This situation leads some retail
merchants to express the belief that
there won’t be any shortages this
yvear. But such expression of opinion
is certainly not held by the majority
of merchants in the country. “The
real shortages in TV and radio sets
and appliances will hit us hard, all
at once, about late Fall,” said one
prominent sales executive of a large
manufacturing firm, who refused to
be quoted. Another TV manufactur-
ing firm expects to continue present
heavy production for the next five
months.

Competition Is Keen

At the present time there are short-
ages of many specific models dealers
need to fill customer orders for TV
sets and certain electrical appliances.
In cases where difficulty is experi-
enced in getting certain models in a
line, most retailers try to get would-
be purchasers to take something else,
comparable in price and quality. They
do this because they know that a bird
in the hand is worth two in the bush.
Customers, reading about the scarci-
ties in the offing, and the proposed
stiff hikes in excise taxes, are im-
patient to get delivery once they’ve
placed an order and the dealer knows
that if he can’t obtain what’s wanted,
the buyer may find it elsewhere.

At the retail level, the sales pic-
ture is mixed. Retailers are still talk-
ing about the slow Christmas business
experienced with many products, but
most are highly encouraged at the
general pick-up in sales right after
the first of the year. Though many
merchants, particularly those in the
New York area, believed that after
January the fever of price-cutting ad
activity would die down, this has not
been the case. TV sets at all sorts
of prices, some as low as $79, were re-
cently being offered. Used TV sets,
which during the height of the parts
and tube shortages (a situation which
has improved so far as some items are
concerned), have shown up again
in “Radio Rows” in some Eastern
cities.

Refrigeration sales executives look
for increased replacement sales by
householders who want to set them-
selves up for what might be a long
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Actively, Waitch Expenses

and Looming Shortages, This Market Is a Tough One

period of time without new products
being available, and with a dearth of
competent servicers.

Manufacturers predict that aus-
terity appliances will soon be familiar
sights in dealer stores, but few are
willing to guess just when. Certain
small appliances will be in good
supply for some time to come, but
some will be scarcer than hen’s teeth
in a few months, many helieve,

Building Inventories

There is a lot of talk about the pos-
sibility of an active Black Market
operation opening up shop at the re-
tail level the day when shortages are
actually apparent to the consumer.
But there doesn’t seem to be any
widespread hoarding of finished prod-
ucts at this time so far as we have
been able to discover. It is true that
numbers of large dealer establish-
ments have been buying heavily, and
that there has been quite some trans-
shipping of sets, but this large in-
ventory-acquiring movement appears
to be an entirely legitimate method
for insuring as adequate a supply of
products for customers as is possible
for the day when scarcities hit.

Dealers are seriously concerned
with the manpower situation, worsen-
ing every day. They are losing skilled
men to defense plants and to the
armed forces, and are experiencing
extreme difficulty in replacing them.
One organization advertised in a
large Sunday paper for a technician,
and received one answer. Before
Korea such ad would have fetched
maybe a hundred replies.

Appliance repair shops are hard
hit, though not so seriously as radio
service departments. However, deal-
ers expect to continue to have diffi-
culty holding good refrigerator repair
mechanics.

What Dealers Can Do

Because the future holds so many
uncertainties, the wise dealer will op-
erate his business on a day-to-day
basis. Above all, he will speed up his
bookkeeping system so that he can
get a pretty accurate picture of his
financial status without undue delay.
This is necessary because expenses
are steadily increasing, and many of
them are creeping in unnoticed. In
numbers of instances dealers have to
pay list prices for scarce components.
Maintenance and operation of rolling
stock is up. Miscellaneous supplies
necessary to run any business cost

RADIO & TELEVISION RETAILING + March, 1951

How Dealers Should Operate Under
New Government Freeze Order

I. Purpose is to establish ceiling for sll products and services (ex-
cept those specifically exempt], upon the basis of prices in sffect
from Dec. 9, 1950 to Jan. 25, 1951, inclusive.

2. Your ceiling price for sale of a product or service is the highest
_price at which you delivered it during the base period o a pur-
chase of the same class. Offer must have been in writing or may

have been made by a display.

3. To determine your ceiling price you ascertain the percentage
mark-up for the comparisen commodity by comparing its current
unit direct cost with its ceiling price. You figure your ceiling price
on the new commedity by applying such mark-up to your current
unit direct cost for the new product. Dealers are urged to keep
records of all transactions and pricing systems available for ex-
amination by the Director of Price Stabilization. All merchants
should study the order, #32A, Many angles associated with price
controls haven't been clarified yet, but are being ironed out as
they come up under actual operating conditions in the field.

much more. High wages are being
paid skilled mechanics. Advertising
costs have mounted along with almost
everything one can think of. In a
great many cases dealers are paying
higher rents. higher taxes. And, since
just a few of the upped costs of doing
business have been mentioned here,
the need for eagle-eyed administra-
tion is all too apparent.

In order to offset the burden of in-
creased expense most dealers have
three choices of procedure. 1. They
can pull in their horns, chopping
down right and left on their various
activities, thus reducing their sales
volumes. 2. They can strive to main-
tain present sales rates, if same are
on profitable bases. 3. They can make
a drive to increase volume, There are
very few dealers who want to re-
trench. Most want their businesses to
expand. Hence, number 1 will not

Will Your Business
Stand Still?
Drop Back?
Or Go Ahead?

Careful planning on a day-by-
day basis can help merchant keep
his store on a profitable basis. Be
progressive, ambitious and alert to
get set to cope with uncertain con-
ditions in the offing.

v
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appeal to any progressive merchant.
(Though all dealers ghould cut down
on all unnecessary expense.) So far
as number 2 plan is concerned, many
merchants will consider themselves
fortunate if they can maintain their
stores at the same profit level they
worked under during 1950. If real
shortages occur in products of major
importance in the store such mer-
chants will have to get more revenue
from service departments, and from
accelerated sales activity in available
products which in the past haven’t
been pushed too hard.

There are numbers of dealers who
are out to increase their sales volumes
and profits this year over last. For
the most part, such retailers have
adequate capital, and are building up
large inventories. Many of such mer-
chants tell us that they are increas-
ing sales promotion appropriations in
spite of the cut-down in cooperative
advertising. In order to do this profit-
ably, they have been making thorough
housecleanings, clearing deadwood.

Increase in Service

Since many small dealers have al-
ways depended heavily on service,
they too can wind up 1951 on the
black side of the ledger because short-
ages will cause a sharp increase in
service volume throughout the coun-
try. For the balance of 1951, at least,
numbers of profitable items will be
available to sell, among them phono-

(Continued on page 88)
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New Ideas, Promotion

New York Store Has Doubled Its Sales Volume in

Scene shows opening of new Concourse Music branch store at Peltham Parkway and White
Plains Road, Bronx, N. Y. Photo was taken several hours before the actual festivities
started. Later in the evening, the crowd totalled aimost 8,000.

e Acknowledged to be one of the
most outstandingly successful televi-
sion retailing operations in the greater
metropolitan area, The Concourse
Music Stores of the Bronx, N. Y., has
had the distinction of doubling its
total sales volume from 1949 to 1950.

The Concourse Music Company
with three large stores in the Bronx,
now has a volume of several millions
a year. Started in 1944 with one
store in the heavily populated Ford-
ham Road section of the Bronx, the
organization has made remarkable
strides.

The 5 outstanding factors in the
success of this organization can be
summed up as follows:

1. Large selection of leading brands
of radio, TV, appliances and phono
records. 2. Attractive stores. 3. A
large, active salesforce. (Concourse
has had 75 men selling outside at one

time). 4. Effective advertising. Spend-
ing 3% for this purpose, Concourse
uses newspapers, direct-mail, circu-
lars, radio time. The firm has sent
out as many as 50,000 circulars in
one batch. Now on the air is a radio
campaign run 6 times a week with
15-minute sponsorship of a news pro-
gram. 5. Adequate service facilities
which are the basis of sales. (See
illustration showing pictures taken in
the service department and descrip-
tion of how a blow-up, composite pho-
tograph is used in installing confi-
dence in customers, thus increasing
sales.) The firm’s service department
operates on a profitable basis.

Smooth-running Teamwork

The structural set-up of Concourse
Music can best be likened to a
smooth-running football team. . .

There's a large selection of merchandise on display in the Concourse stores. A way to get
more sets on display in the show-room was solved through building shelves along the walls,

seen here in the background.
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George Sokoloff, owner of the com-
pany, represents the quarterback call-
ing the signals. To carry out his mer-
chandising, promotional and personnel
training plans he depends on his two
sons . . . Barnett, the executive vice-
president of the firm, and Sandy
Howard, owner of Howard Produc-
tions, a television and radio program
producing firm in New York City.
Barnett handles the details of mer-
chandising, display, and personnel,
Sandy arranges the promotional and
advertising campaigns that act as a
“boost”’ during slow seasons of the
year. He has handled the opening of
each of the new stores and treated
them with a “Hollywood Premiere”
type of production. Thousands of
people surrounded their newest store
at Pelham Parkway and White Plains
Road, in the Bronx, when it was
opened last Spring.

se Music, d
sstrates a TV set. Before delivery, each set is
thoroughly tested and polished. After the sale,
receivers are polished in the home as a free
courtesy service to the customer.

Sandy Howard, of C

Searchlights scanning the skies
around the new store location, could
be seen for twenty-five miles away.
Stars of stage and screen spent the
entire evening entertaining the vis-
itors and a two-hour long radio show
was broadcast directly from the main
showroom. Sandy Howard when
queried about his efforts had this to
say, “Appealing, worthwhile, and well-
publicized promotion is as necessary
in today’s competitive selling as is
proper merchandising .. .”

Theory of Selling

Barnett’s theory of selling is that
the prospect must be as right for the
product, as the product is right for
him. He feels that if a customer
needs a 16” screen he should not be
sold a 19”. If he can afford a televi-
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Helped This Business

One Year Through the Use of Effective Five-Point Plan

sion receiver for $395.00, he should
not spend one penny more. . . . Too
often resentment is felt against a
store if a customer is not satisfied
with his purchase. (One disgruntled
customer can do more harm than can
100 satisfied customers do good).

During World War I Sokoloff’s
firm supplied dealers throughout the
entire United States with thousands
of top quality, rebuilt pianos. . .. His
own factory with a staff of fifty
workers, turned out pianos that are
still bringing in letters of apprecia-
tion from dealers he had supplied.

With an “eye to the future,” the
Concourse Music Company became ac-
tive as a television dealer. The first
Dumont franchise in the Bronx was
awarded to George Sokoloff, . .. The
first postwar television receivers were
sold to Concourse Music three days
after initial production.

Carries Top Lines

Since entering the television field,
George Sokoloff has'taken on the top
lines of television. Every major
brand can be seen at any one of the
Concourse Music Company’s choice
locations.

In addition to the top standard
brands, Concourse also has exclusive
franchises on many of the most ex-
pensive custom-made sets. Prospects
come from remote sections of West-
chester, Long Island, and New Jersey
to see “The most beautiful sets that
money can buy” .. .

The second Concourse Music Store
was opened approximately two yvears
ago at 230th Street and Broadway,
near the exclusive section of River-
dale. . . . This location rests in the
center of the tremendous Marble Hill
Building project which will house
thousands of families. This business
area is at present extremely lively
and will in a very short time be one
of the leading shopping areas of the
Bronx, Concourse management be-
lieves.

Planning for the Future

Mr, Sokoloff today is planning for
what lies ahead for the retail appli-
ance business. Great changes will be
evoked if our country once again goes
back to a scarcity type of merchan-
dising and he and his sons will be
ready to make adjustments.

The Concourse Music Company has
its own service department of 50 men
to service and care for television re-
ceivers. The department was estab-
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A large blow-up of a composite photograph of the service facilities helps cliach many «

sale for Concourse. On display in each store,

the pictures are used to convince the skepticall

customer, or to sell good service as the “something extra” to the buyer who wants some-
thing off on the price. Sometimes ¢s many as 50 men are employed in the service department,

operated at a profit.

lished for one very good reason. Too
often the public bought its TV re-
ceiver from one firm and its service
policy from another. This divided re-
sponsibility resulted in a “passing of
the buck” in some cases and left the
consumer in an uncertain position.
Mr. Sokoleff wants every €Concourse
Music customer to realize that it is a
company practice to stand behind its

merchandise. He continually im-
presses his salesmen with the thought,
“take care of your customer, and he
will take care of you with recommen-
dations.” He further advises: “Never
close the door with a prospect . . .
use skill, adequate information, and
a quality reputation to put a Con-
course product in every Bronx liome.”

Custom-made sets bring extra protits to Concourse Music. Fine cabinetry atfzacts the

quality buyer and provides extra prcfits for C

se Music Company
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Sell a Complete Check-Up
on TV-FM Antenna Systems

Drive for Replacement Business Can Bring Extra Profits to

e In every TV area, many antenna
systems need complete check-up serv-
jce, from roof to set, and the alert
merchant can perform a genuine serv-
ice to his customers in offering them
an inspection-replacement program,
and, at the same time, he can make
more money in his service depart-
ment.

The way the situation appears at
the present time, it would indicate
the necessity for launching the check-
up service drive at the earliest pos-
sible time, because shortages of ma-
terial and manpower are more than
likely to increase from here on.

Get Peak Performance

Every TV serviceman knows that
the antenna system, from the aerial
to the receiver, must be in perfect
condition if good reception is to be
obtained. Most consumers, once fur-
nished with the installation of the
system, forget that it exists, and are
not familiar enough with the equip-
ment to realize that rusted or broken
parts, or antennas not properly ori-
ented are often responsible for poor
sound or picture, which result they
usually blame on trouble in the set or
on interference. Furthermore, since
many TV antenna installations are in
positions where set owners cannot ob-
tain close-up views, about the only time

Service Department, Better Reception to Customers

they can be certain that something is
wrong is when the aerial has blown
down, or the mast has been badly
bent.

When reception deteriorates very
gradually over as long a period of
time as a year or two, it is very likely
that the customer will not notice it,
and therefore not be aware that his
installation requires attention.

Where to Get Leads

A well-pianned campaign on TV
antenna system check-ups will get
good results profit-wise for the dealer,
and will help the customer get the
best out of TV in these troubled times
when video programming can do so
much in the way of maintaining
home-front morale, and the bringing
of vitally important defense instruc-
tions to set owners.

Leads for check-up service start
with the dealer’s own list of users.
Such customers can be contacted by
direct-mail, by telephone service or by
personal call at the home. The dealer
may want to set up a flat inspection
fee, listing in simple language the
points of the syscem to be examined,
for instance: “We will inspect your
entire television aerial system from
roof-to-set for § (In most lo-
calities and under most conditions.)
We check all of these points. 1. Aerial

Roof-to-set service, efficiently done, builds prestige and profits for the dealer, and makes the

customer an enthusiastic booster for the store.

2%

Antenna systems should be checked annually.

v = ‘Iu-.-.-
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elements, tightening any that may be
loose. 2. Lead-in wire connection at
antenna, tightening, if necessary. 3.
Inspect lead-in wire, checking for
bare wire touching metal, ete. 4.
Check connections on lightning ar-
rester. 5. Check mast, tightening, if
necessary. 6. Examine brackets and
clamps. 7. Check all insulators. 8.
Check lead-in wire where it enters
house. 9. Check connections to TV
receiver. 10. Check ground. 11, Check
booster (if any). 12. Check antenna
rotator, if one is installed. 13. Check
TV receiver performance. NOTE: If
you have a set with a built-in or in-
door antenna, a thorough check will
be made for $ In cases where
replacement and service charges ex-
ceed $———, the amount charged
for inspection will be deducted from
bill. Following either of the above
services, we will give you quotation
for replacement of parts, where nec-
essary.”

Dealers can advertise check-up
service in newspaper ads, in bus and
car signs and over the air, in addi-
tion to direct-mail, phone canvassing
and personal calls as previously men-
tioned.

Lightning Protection

One of the best ways to find out
who needs antenna system service is
to drive around in one’s territory,
making a ‘“visual survey.” Conscious
as he is of antennas, the TV man
can readily spot the ones he can well
suspect as sources of trouble. Out-
door antenna equipment takes a real
beating from the elements, and should
be inspected at least once a year.

With summer on the way, set own-
ers should be acquainted with the pos-
sibilities of damage by lightning, and
those not having arresters should be
urged to install these protective de-
vices at once. Arresters already in-
stalled, need a yearly checking as
well, since the unit may be broken,
improperly located, or may have loose
connections or other faults which can
prevent the arrester from affording
the protection it was designed to
give.

When properly solicited, the cus-
tomer will appreciate the offer by the
dealer of a complete TV antenna sys-
tem inspection, and since an agree-
ment by the set owner to have such
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service performed means a call at
the home, and a contact for the
dealer, it’s a good proposition all
around. While the war situation
should not be used as a “needle” in
selling check-ups, the dealer can hon-
estly tell the customer that parts are
getting scarcer, and that costs are
going up, and point out, therefore,
the advantages of having the inspec-
tion and replacement service done at
the earliest moment.

The serviceman ecalling at the home
for the purpose of inspecting the an-
tenna system should carry, in addi-
tion to tools and test equipment, a
notebook, or a sheet of paper clipped
to a board. He should be required
to make a complete record of the con-
dition of the antenna and all acces-
sories, and of the performance of the
set, noting the make and age of the
receiver. Naturally, he will tighten
all loose connections, and perform
all other services included in the fee.

Necessary Replacements

Although the ‘“‘check-up” promotion
emphasizes the need for “checking”
and “tightening” of the various com-
ponents in the antenna system, the
dealer himself knows that over a long
period of time these components (an-
tenna elements, connections, masts,
brackets, arresters, etc.) may have
become rusted to the point where not
only reception but also physical
strength has deteriorated—and por-
tions of the system may be bent,
broken or missing. Therefore the
check-up may actually involve partial
or complete replacement. Where it is
necessary, for selling purposes, to
present some evidence to the cus-
tomer, the technician may remove a
rusted dipole, arrester, terminal lug,
ete., to show its condition close up.

Service on Home-Front

During most of World War II, a
great many dealers were unable to
render even pick-up service to the
home. Most shops were swamped,
with work brought in by customers.
With TV, it’s going to be quite differ-
ent a proposition if the same sort
of conditions prevail, for few cus-
tomers will be willing to disconnect
the TV set,. nor will be able to trans-
port it readily because of size and
weight. Because of this situation, the
dealer who tries to put as many TV
antenna systems in good condition in
his territory as he possibly can will
be performing a very important serv-
ice to the people of his community.
His effort will parallel that of the
country’s defense mobilization.

Dealers who plan to make check-up
campaigns on TV and FM antenna
set-ups should make the fee as small
as they can and still operate at a
profit. Replacement estimutes on de-
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fective parts should be rendered
promptly to the set owner, and the
services and parts the dealer plans to
furnish should be listed. In cases
where such necessary services are
fairly expensive, the merchant can
arrange to credit all or a portion of
the inspection fee against the total
charge.

Fringe Operation

In soliciting check-up business
great emphasis should be placed on
the antenna system’s important role
in bringing good sound and good pic-
tures. While it is true that the aver-
age customer who has an outside in-
stallation knows that the equipment
is necessary, he usually doesn’t under-
stand the highly ecritical function of
each piece of equipment from the ele-
ments themselves down to the small-
est insulator. Re-orientation service
is necessary at quite frequent inter-
vals in some installations, since other
stations may have gone on the air,
since the outfit was installed, or be-
cause the antenna may have moved
from its original setting. The neces-
sity for seeing that antennas are
properly oriented is part of the sell-
ing job the dealer needs to bring his
customers. The effects of direction
in setting antennas can certainly be
vividly demonstrated to any member
of the family—man, woman or child.

The check-up campaign takes on
extreme importance in fringe areas.
Here towers, boosters, guy wires, ete.,
need frequent inspection, not only to
protect equipment but to give the best
reception under what are usually the
worst of conditions.

About Indoor Antennas

The check-up eampaign doesn’t need
to end with outdoor antenna installa-
tions, either. Even in strong signal,
single and multi-station areas, recep-
tion via indoor or built-in antennas
can often be improved by relocating
sets or aerials, by tightening connec-
tions, replacing antennas, o1 by giving
users “refresher” courses in tuning,
or in orienting or in otherwise opera-
ing indoor antennas.

A well operated antenna system
check-up drive can bring prestige to
the dealer, profits to the service de-
partment, and better reception to set
owners who will be happier customers
of the dealer and boosters at large for
the television industry. Now’s the time
to launch such a campaign, planning
the entire project step by step. Extra
revenue is needed to pay increased
taxes and costs of doing business and
there are plenty of prospects at hand
who will be glad to pay for better TV
pictures and sound, and better FM re-
ception. The morale on the home-front
can be better maintained by customers
who are satisfied and dealers who are
prosperous.
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TV-FM Antenna & Accessory Manufacturers

TV-FM Antennas

Admiral Corp., 3800 Cortland St., Chicago, Il

Aeronics, Inc., 195 William St., New York 7, N. Y.

Airflyte Electronics Co., 22 Evergreen St., Bayonne, N. J.

All Channel Antenna Corp., 70-07 Queens Blvd., Wood-
side, N. Y.

Am_eaicfﬁ Phenolic Corp., 1830 S. 54th Ave., Chicago
50, 11L

American Radio Hardware Co., 152 McQueston Parkway,
Mt. Vernon, N. Y.

American Tube Products, Riverdale Bldg., Natick, R. L.

Ampower Co., 109 W. Hubbard St., Chicago 26, Il

Andrew Corp., 363 E. 75th St., Chicago 18, Il

AnItenna Products, 1809 N. Ashland Ave., Chicago 22,

1L
Antenna Research Lab., Inc., 797 Thomas Lane, Colum-
bus 22, Ohio
Autoflex Corp., 101 Park Ave., New York 17, N. Y.
Barb City Industries, Inc., 1150 5. Fourth St., Dekalb,

L
BeIIdlen Mfg. Ca., 4647 W. Van Buren St., Chicago 44,

Belnord & Co., 474 Sterling P1., Brooklyn, N. Y.

Be;?e; Communications, 109-01 72nd Rd., Forest Hills,

Best Vue Products, 247 Centre St., New York 13, N. Y.

Bo;iers Battery & Spark Plug Co., Box 1262, Reading,
a.

Brach Mfg. Corp., L. S., 200 Central Ave., Newark, N. J.

Brc'cklxn Television Co., Inc., 76 So. 8 St., Brooklyn 11,

N. Y.
B. 188. Blllltler Mfg. Co., 3432 N. Avondale Ave., Chicago
I

Camburn, Inc., 32-40 57th St., Woodside, N. Y.

Cameron Tool & Supply Co., Cameron, W. Va.

Cass Machine Co., 601 Antoinet St., Detroit 1, Mich.

Central Industries Corp., 4865 San Fernando Rd., W.
Los Angeles, Calif.

Channel Chief Co., 37 Mali Dr., N. Plainfield, N. J.

Channel Master Co., Ellenville, N. Y.

Circle ““X’" Antenna Corp., 500 Market St., Perth Am-

boy, N. L.

Clear Beam Television Antennas, 618 N. LaBrea St., Los
Angeles 36, Calif.

Col‘!;nsY Antenna Co., 158 Albany Post Rd., Buchanan,

Communication Coil Co., 2839 N. Narragansett Ave.,
Chicago 34, Ill.

Communication Measurements Lab., 120 Greenwich St.,
New York 6, N. Y.

Consolidated Wire & Assoc. Cos., 1635 8. Clinton St.,
Chicage 16, Il

Cornell-Dubilier Electric Corp., S. Plainfield, N. 1.

Delson Mfg. Co., 126 11th Ave., New York, N. Y.

Electronic Indicator Corp., 259 Green St., Brooklyn 22,

N. Y.

Electro-Steel Products, Inc., 112 N. Tth St., Philadel-
phia 6, Pa.

Electro-Vision Industries, Rochelle, I11.

Etr;;w_y Mfg. Co., Inc., Woods Church Rd., Flemington,

Ferris Television Laboratories, 1057 W. Wellington Ave.,
Chicago, IlL

Fleron & Son, M. M., 113 N. Broad St., Trenton 8, N. J.

Flippen Mfg. Co., P. 0. Drawer 29, Santa Ana, Calif.

Frazier Engineering Co., 1965 Peck St., Muskegon, Mich.

Gadgets, Inc., 3629 N. Dixie Dr., Dayton 5, Ohio

Gee-Lar Mfy. Co., 1330 10th Ave., Rockford, Il

General Cement Mfg. Co., 919 Taylor Ave., Rockford, Il

General Electric Co., Electronics Park, Syracuse, N. Y.

Gonset Co., 72 E. Tujunga Ave., Burbank, Calif.

Grem Engineering Co., 206 8th Ave., Brooklyn 15, N. Y

Hedca Mfg. Co., 1282 Burke Ave., Bronx 67, N. Y.

Hi-Lo TV Antenna Co., 3540 N. Ravenswood Ave., Chi-
_cago 13, TIl.

HI:\/';ar Products Co., 347 Lunenberg St., Fitehburg,
nlass.

Hy-Lit%A‘n{tennae, Inc., 242 East 137th St., New York
5

1, N. Y.

Insuline Corp. of America, 3602 35th Ave., Long Island
City 1, N. Y.

Interstate Mfg. Co., 138 Sussex St., Newark, N. J.

Istip Radio Mfg. Corp., Beech St., Islip, N. Y.

Jerrald Electronics Corp., 121 N. Broad St., Philadel-
phia 7, Pa.

JFD Mfg. Co., Inc., 6101 16th Ave., Brooklyn 4, N. Y.

Johnson Co., E. F., 206 Second Ave. S. W. Waseca,
Minn.

Laco Mfg. Co., 3747 W. Division St., Chicago, TIL

LaMagna Mfg. Co., 51 Clinton PL, E. Rutherford, N. J.

LaPointe-Plascomold Corp., Windsor Locks, Conn.

Louis Bros., 3543 E. 16th St., Los Angeles 23, Calif.

Lyman Electronic Corp., 12 Cass St., Springfield 4, Mass.

Master Mobile Mounts, Inc., 5200 Wilshire Blvd., Los
Angeles, Calif,

Masta TV Antenna Corp. of N. Y., 1133 Broadway, New
York 10, N. Y.

Miiner Mfo. Co., 4359 Northview Dr., Jackson, Miss.

Network Mfg. Co., 213 W. 5th St., Bayonne 7, N. J.

Nicholas Equipment Co., Bellevue, Ohio
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NST Corp., 2642 S. Fifth St., Philadelphia, Pa.

Oakridge Products, 37-01 Vernon Blvd., Long Island
City 1, N. Y.

Ohia Aerial Co., 4553 Lewis Ave,, Toleda 12, Ohio

Ohlrgeqla Laboratories, Inc., 23 Maple Ave., Pine Brook,

Olson éo., 201 S. Kendall St., Battle Creek, Mich.
Otis Radio & Electric Corp., 918 Central Ave., Hawar-

den, Iowa

Pe%k, ‘In:&, Walter E., 2842 W. 30th St., Indianapolis
22, Ind.

Peerless Products Industries, 812 N. Pulaski Rd., Chi-
cago 51, IIL

Philco Corp., € & Tioga Sts., Philadelphia, Pa.

Philson Mfo. Co., 60 Sackett St., Brooklyn, N. Y.

Phoenix Electronics, Inc., Lawrence, Mass.

Pittshurgh Coil Co., Carnegie, Pa.

Plasteck, Inc., 18 Beach St., E. Portchester, Conn.

Precision Plastic Products, Inc., 628 W. Lake St., Chi-
cago 6, 111,

Premax Products Div., Chisholm-Ryder, Inc., Niagara
Falls, N. Y.

Printup Antenna Co., 8543 Glencoe Circle, Milwaukee,

Wise.

Public Fal;{ricatinu Corp., 429 E. 164th St., New York
6, N. Y.

Public Operating Corp., 100 W. 42nd St., New York 18,

Rade;lh:o. Mfg. Co., 7580 Garfield Blvd., Cleveland 25,
Ohio

Radiart Corp., 3571 W. 62nd St., Cleveland 2, Ohio
Radio Corp. of America, Harrison, N. J.

Radio Craftsmen, Inc., 1617 S. Michigan Ave., Chicago

16, Il

Radio Merchandise Sales, Inc., 1165 Southern Blvd.,
New York 59, N. Y.

Radion Corp., 1137 Milwaukee Ave., Chicage 22, Il

Rasmussen & Co., J. H., 1454 Merchandise Mart, Chi-
cago 54, IlL

Raytron, 443 Summit, Toledo, Ohio

RowIIand-KendaII Co., 715 E. Mansion St., Marshall,
Mich.

Schott Co., Walter L., 9306 Santa Monica Blvd., Bev-
erly Hills, Calif.

S/C Laboratories, Inc., 37 George St., Newark 5, N. L.

Shore Engineering, Inc., 272 West Ave., Long Branch,
v

N. L
ShuNre-Antenna Mount, Inc., 266 Sea Cliff Ave., Sea CIiff,
. Y.
Snyder Mfg. Co., 22nd & Ontario Sts., Philadelphia 40,
l)

a.

Special Pro