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MOST HYTRON TOOLS
AVAILABLE AGAIN!

Materials shortages are tough. But most of the Hytron tools
are available now. Only the 7-Pin and 9-Pin Straighteners will
be scarce. Aluminum and stainless steel are tight . . . and we
won't give you an inferior tool.

A word to the wise: order now while these famous tools are
available. Put them to work for you. They'll save your time
... temper . . . dollars. Order today from your Hytron jobber.

O A S T R RGN O
Pick-Up Stick, 5¢ net

Tube Puller,
75¢ net

7-Pin and 9-Pin
Straighteners,

55Q ea. nef

Auto Radio Tool,
Tube Lifter, 15¢ net 24¢ net

Get YOUR Share!

Over 4,000,000 TV sets are now over two years old. Just as electric-
light bulbs dim with age, the picture tubes in these sets are failing.

A tremendously profitable replacement market (conversions too)
is now yours for the selling. And you have lots to sell when you sell
CBS-Hytron picture tubes: The original studio-matched rectangular
— made in the world’s most modern picture-tube plant.

You get better than new set performance with greatly improved
tubes. A new black face for better contrast. Convenience of the
Hytron Easy Budget Plan. And a generous six-months-from-date-
of-sale guarantee. A guarantee you can depend on . . . because it is
backed by CBS-Hytron.

Go after your share of this tempting business now! Remember: de-
mand for TV picture and receiving tubes is expected to exceed sup-
ply. Military requirements and serious materials shortages are the
reason. Tubes in your stock will be better than gold. Don't over-
buy, but buy enough. CBS-Hytron will do its utmost to help you.

MAIN OFFICE: SALEM, MASSACHUSETTS
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EXTRA SET for farge families
or to enjoy in rumpus room,
dining room, nursery or den,

EXCLUSIVE GLARE-GUARD anti-reflection screen and

reflection-proof tube eliminate up to 989, of light

reflection interference.

ALL-CHANNEL UHF TUNING needs no future changes or
additions for complete continuous tuning of both
VHF and UHF channels.

INSTANT “TARGET” TUNING automatically synchronizes
both picture and sound exactly with a single control.
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VACATIONS won’'t mean giving
up TV because this one ¢can be
taken along just like luggagel

CLASSROOM enjoyment of

special programs of historical
or national interest.

EVERY IMPORTANT FEATURE BUILDS

pws 3 NEW
smmm.v STYLED
Motnmla TV sers

E
DDITION TO A FULL I.IN ‘
T ' OF 1952 MODELS

CLUBS will enjoy special TV
shows ot meetings or parties,
members need not miss TV,

SALES!

SUPER-POWER “FRINGE” PICKUP for good reception in
both local and distant “difficult” signal areas where
many other TV sets fail to perform or offer faulty
reception,

“GOLDEN VOICE” TONE naturally rich , . . in perfect
pitch and clarity at all times.

LONG-RANGE DEPENDABILITY for better performance
throughout the years . . .

MODEL 2073

Styled like a console in $ 95*
rich Mahogany . .

giant 20 inch pxcmres,

Glare- Guard, instant

tuning, Bilt-in-
Antenna.
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piece of luggage and

sales excitement!

for the finest in TV

! Electro-Lock Focus,

“Golden
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SUPER-POWER PERFORMANCE

Here’s a set that will actually
walk right out with the
customer! Compact as a

covered with good-looking
California Tan Leatherette,
this portable TV is real

All the famous Motorola TV
features that customers
know they can depend on

viewing and performance:

Filter-Clear picture circuits,
instant tuning, and plug-in

e $10Q%°
3 MODEL 14P1 \

7 CHRISTMAS
GIET SALES!

 MODEL 20K6

- 20. ;(nch screen ”
_console in fine
‘mahogany . . -
»Bxlt-vanten-
na "Glare-
" Guard,wGold' i
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W/ Here’s an important sales fact for you to remember:

@ Mrs, Housewife in your community relies on the

‘vellow pages’ of the telephone directory for buying
information. Surveys prove that year in, year out,
9 out of 10 shoppers throughout the nation use

the ‘yellow pages.’

You can direct the housewives in your community

to your radio and television store by using the
‘yellow pages’ to advertise your business, Simply
have your name listed under the branded products

and services you cder.

Your directory representative will be glad to
furnish facts about the ‘yellow pages’ as an
effective sales tool. Check with him on his next
visit; or better still, call your local telephone business

office now for further information.

4 RADIO & TELEVISION RETAILING - December, 1951
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Make Your Store
Gift Headquarters

with Colorful Display Kit from

Admiral

This colorful new display kit has been designed
to provide sparkling bright, Christmasy deco-
rations that will stop traffic and sell merchandise.
Includes life-size 62" Santa, another that’s 14"
high, and two sets of dimensional figures, all
lithographed in full color. A pair of eye-
catching window posters are also included.
Make your store Admiral gift héadquarters in
your community. Get in touch with your

Admiral distributor today!

‘ 4“} Geasons Greetings |
¢ el . ’___‘.'.!
% Adm:chq,:,.!- :

2 i Admiral
cirY grLECTIONS ¢ |

o XV
il

In your window .., or in your store . .. this colorful display will help

you sell Admiral television sets, radios, ranges and refrigerators.

RADIO & TELEVISION RETAILING + December, 1951



2
5 Sentinel

mean a floor stock
that5 truly

4

Bursting at the seams, that’s the condition
of the public’s pockets today—income is at a new
high Jevel. Savings deposits are bulging.
Banks’ “‘statements of condition” prove it. So does
the sales-volume of Sentinel dealers! For these
new Sentinel LP*-TV sets (Living Picture
-Television) are alive with exciting beauty of
cabinets, thrilling fidelity of sound,
dramatically “living” pictures.
Make your profit-sheet throb with new life, too!
Call your Sentinel distributor—or
Sentinel direct—TODAY.

Model 443 CYML
The Lauderdale
21" Screen

Sentinel Radio Corporation

y .
Model 438 TVM Evansl'on, Hlinois
The Deerfield
17’ Screen

RADIO & TELEVISION RETAILING - December, 1951
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.. .it's your guarantee * of quality. Ly

It means you're replacing a picture tube with the exact for you in each replacement! So, insist on this label...
original equipment...chosen by these 20 manufac- and get the besi — THOMAS!

turers (and many more!) because of proved superior
performance.

o
*Every THOMAS Phototron picture fube is guaranteed
for 6 months from the actual date of installation: regard-
This means less time-killing tube call-backs: more profit less of how long the tube remains on your shelf.

Contact your jobber or distributor for the plete THOMAS Phototron line ... or write THOMAS direct.

Péﬂml‘m picture tube .

LECTRONICS Inc. rassaic, new JERSEY

i
1
' ~ o , I -_?
{ Export Rep: Joseph Plasencia - 401 quodwoy, New York,'N. Y7 (_Janodion Rgg: Choles W. Pointan « 1926 Gerrard St E., [or9ntg, On'_orio’ w

RADIO & TELEVISION RETAILING * December, 1951 7




2 CHARLIE GOLENPAUL:
EMINENT DISTRIBUTOR SALES MANAGER
. AEROVOX CORPORATION .
PHOTOGRAPHED IN HIS HOME
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BILLION DOLLAR BACKGROUND

THE PICTURE WITH THE
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Here's what people see when you turn on a set without Bendix Magic Loak ot the sensgtional difference when you turn on a Bendix. Magic

Interlace. The picture is coarse, dull, and incomplete, because the set Interlace makes visible and interlaces bath sets of broadcast lines
shows only one of the two series of horizontal lines broadcast from instantly and automatically, and locks them in place. The piciure is
the studio. For a perfect piciure, both must be clearly visible. always clear, solid, complefe and eosy on eyes —arevelation in realism.

A Showmanship Sells T-V... HERE ARE THE **PROPS’’ THAT WILL PUT YOU IN SHOW BUSINESS!
FREE * DEMONSTRATION KiT! Back up your selling with a real touch of showmanship. Bendix

gives you the stage-settings in this big promotion kit. Bendix
also gives you a fascinating story that once more makes tele-
vision new and dramatic. It’s the Magic Interlace story! Tell
it! Explain it with your hands (see illustration above) and with
the intriguing pocket demon-
strator. Then turn on a Bendix
set and show your prospects the
vivid, living pictures it presents.
These selling steps turn the spot-
light on Bendix Magic Interlace

. the headliner that will pull in
the sales. T, e v la_mﬁm: tﬂ,’

Do Business with 'Bena’u’ —IT PAYS!

Product of Bendix Aviation Corporation

Bendix* TV sers are
designed so that both &
UHF and Color Con-
verters may be attached. |
This is your protection ¥
against obsolescence. 5

BENDIX RADIO TELEVISION AND BROADCAST RECEIVER DIVISION « BALTIMORE 4, MARYLAND

RADIO & TELEVISION RETAILING + December, 1951
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brings customers

Lixe mMosT good promotional ideas, this
one is simple. It’s been a terrific success
from the start with DuMont dealers
from coast to coast. People are flocking
in by dozens and scores—to look inside
—to compare—to see why! The more
they see of the DuMont chassis—the
more questions they ask—the more
they want a DuMont. They like seeing
for themselves just why DuMont
always comes through with television’s
finest performance. A chassis that can

Lok dusid_si

3
-woMeeee ..

\ | V
l\ AL

ADMont [ s=50
/ - \ wlonsions fornasl (%aaow
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stand up to this test has to be good!

This is a striking example of why a
DuMont dealership is the most coveted
franchise in television today. If you
haven’t taken advantage of this out-
standing promotion, get in touch with
your DuMont distributor . . . who has
the package all wrapped up for you.
There is still time to have that cash
register beating out
good Christ-

mas business.

When it's time for a new tube—it's time for a Du Mont Teletron* in any set

*Trade Mark

Allen B..DuMont Loboratories, Inc,, Television Receiver Division, East Paterson, N, J., and the DuMont Television Network, 515 Madison Ave., New York 22, N. Y.

~
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Boosts the signal . . . £
not local lead-in noise!

%
S
S
o

Eliminates effect of o
external interference!

Gives higher signal-to-
overall-noise ratio!

Tunes itself automatically
on all channels.

Lowest internal noise _
factor—means less “‘snow.”

Exclusive all-electronic b
4-tube broadband circuit.

Uniformly high usable gain—
no limiting peaks.

Junction Box™

. P - .Y - * -
Single twin le(!d line*carries b
power up—signal down. TV Set

PICTURES ARE SHARPER, BRIGHTER! SOUND IS CLEARER!

You can see and hear the difference when you hook up the
TENNA-TOP. Because it is mounted at the antenna ahead of
the lead-in...it amplifies only the wanted TV signals, not
any local noise interference produced by automobile ignition
@ systems, neon signs, diathermy, or other external noise
picked up by the lead-in. You have the further advantage of

automatic. Turns “On” or “Off” with the TV receiver
switch. It is easy to install, highly stable, trouble-free.

Model 3010 Tenna-Top TV Booster. List Price ... $89.50

First with completely automatic self-tun- : [
ing. Turned “l())n-Oi)-'}” by TV receiver Send today for Bulletin No. 163 -
switch. Instantly boosts signal on any
channel selected on TV set. Uniform high ®
gain—low noise circuit assures better pic- - c £ !
tures and sound. Easily concealed in or
behind TV set or elsewhere. All-electronic. N, MICHIGAN
Insures long-life service. Proved in thou- REET ° BUCHANAN, . Arlab
sands of installations. 422 CARROLL ST K 16, US.A. Cables:

or " ¥ PHONQ-N(KUPS

w Y
Model 3000. Super Tune-O-Matic. 4-stage. List $59.50 13 E. 40th Sty Ne . HELF SPEAKERS
Model 3002. Tune=O-Matic. 2-stage. List...... $39.50 Ml(ROPHONES )

T Mmc E-V low-noise circuit. All this guarantees the best possible

sl : o mo‘ W resules with any TV set anywhere...even in toughest fringe

X § TV BOOSTER areas or in all noisy locations. The TENNA-TOP is completely
e

—

Export:
v BOOSTERS 7

1

I —
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Appliance buyers prefer
a complete dealer

Commercial Credit Creates Good Will. Dealers are able to cash in on the
repeat business they get through COMMERCIAL CrEeDIT financing.
That’s why more dealers finance more home appliances through
COMMERCIAL CREDIT than any other national financing plan.

financing package

Reputation for Integrity. Dealers everywhere like to know they can
depend on financing as usual during times of plenty, times of
shortages . . . war, peace, prosperity or depression. And they
know they can depend on CoMMERCIAL CREDIT service at all times.

Customers Benefit from insurance Coverage. Property Insurance protects
customers in event of loss of, or damage to, merchandise as outlined
in policy. Life Insurance coverage cancels unpaid balance in event
of purchaser’s death.

Customer financing includes all details of credit investigation, /
collection, insurance, adjustment and prospect follow-up.

MOST APPLIANCE BUYERS are time buyers. They not only
want credit and expect credit ... . but they need it . . . many
can’t buy without it. CoMMERcIAL CREDIT is nationally
known and highly regarded by millions of time buyers who
have already financed home appliances, automobiles, etc.
When you offer the ComMERcIAL CREDIT PLAN, you offer
“brand name” financing that is preferred by customers . . .
and dealers too.

Wholesalé, Financing
Fast Credit Approval

Life Insurance Protection
Property Insurance Profection
Automatic Sales Follow-up

CoMMERCIAL CREDIT offers dealers a complete financing
package . . . from wholesale plan down to the smallest
details of retail financing. Dealers control the financing of
their stock from distributor to consumer . . . deal with one
reliable source . . . eliminate the necessity of tying up needed
capital in inventories or instalment sales. Ask your distributor
SALEs Nationwide Facilities about this plan or call your nearest CoMMERCIAL CREDIT

PROF : .
snnsr':n R —— office for complete details.
N CUSTOMERS Bl g o .

Tested Collection Service
Builds Customer Good Will

Commenciar CREDIT
CORPORATION

A subsidiary of Commercial Credit Company, Baltimore
... Capital and Surplus over $100,000,000 . . . offices
in principal cities of the United States and Canada.

Know Your Prospects. This interesting study contains facts about
the Time Sales Market that can be valuable to you in the year
ahead. Ask your distributor for a copy . ., or call your nearest
CommMmEeRCIAL CREDIT office.

w = - 2




r

New Zenith Invention
Brings World’s Finest
Fringe Area Picture

See the picture at left above? That's frmge area reception
on ordinary TV. Vertical “wobble” and horizontal
“roll” are caused by ordinary fringe area interference.
New Zenith “Fringe Lock” Control Circuit blocks out
interference, concentrates on picture signal alone, gives

. you far better picture shown at right.

VA"S A w
VAYA vatoss

Sells television’s t ughest customers on s:gh

Mea ns. faster,

E >

They’re television’s toughest customers . . . the folks who
live in remote “fringe areas.” But show them Zenith's re-
markable new Distance-Reception, and, brother, you've
made yourself a whole stack of sales!

It’s Zenith’s new “Fringe Lock” Control Circuit in
action . . . bringing the finest fringe area picture in tele-
vision! \Vhats more, this sensational Zenith invention
teams up with Zenith’s “Electronex” Tube, Custom-Tuned
Miracle Turret Tuner . ..and with long{famous Zenith

1952 Zenith "Galsworthy" Console. 18th
Century motif in Mahogany veneers and
hardwoods. 17-inch Electronex Tube for
world's finest "full-focus” picture, New Dust-
Proof Picture Screen. Model J2042R

—17-in,

Model J2868R

ZENITH RADIO CORPORATION - Chicago 39, lllinois

RADIO & TELEVISION RETAILING ¢ December, 1951

1952 Zenith "Kipling" TV-Radio-Phonograph
“Electronex” Tube. Cobra-Matic
Record Player, Super-Sensitive FM and Long
Distance AM. Mahogany solids and veneers.

sales, more profits for Yo

built-in quality . . . to sell @// your prospects quickly and
keep them sold! You getmore sales, more satisfied customers,
less dissipation of your profits through costly customer
complaints and “call back” servicing.

Check your Zenith Distributor now about these three
new 1952 models. See them. Demonstrate them. They’ll
prove to you beyond a doubt that—in fringe area and TV
center alike—Zenith sales are easier sales. Zenith profits
are profits you can keep!

1952 Zenith "Fielding" Table
Model. A sales sensation!
‘Mahogany Pyroxylin. 17-
inch "“Electronex” Tube. Also
in Blonde Model J2030R



B S e

FOR THE

P

' ' GET MORE! SELL EICOR! THE TIME-TESTED STANDARD °

/ OF TAPE RECORDING — FOR YOUR EXTRA XMAS DIVIDEND! °¢

7 I AT NO INCREASE I LIST PRICE! Mr\

@ ‘ Demonstrate and Sell . . . the Eicor Model 115 Tape e =

Recorder and Player is a natural for Christmas ‘ O \ i

e \ merchandising, to the most receptive market in the
b2

world, the American Home.

Educate and re-sell . . . show your potentiai cus-
tomer the many applications to which the Eicor

can be put. Acquaint him with the advantages of

| - Eicor sound-fidelity recording . . . You will find that
/ your best salesman for recommendation-sales will be
N "
W
i

‘.\\ the customer who bought an Eicor.

Its versatility ., . . simplicity of operation . . . port-

ability . . . performance-dependabih'ty and sound
fidelity offersa universal appeal to the family market.
Low in price yet high in quality, the Eicor is your
answer to self-clearing inventory worries both on
Christmas and Year-round sales.

DEALERS —for information on

contacting your nearest distributor
write to us . | I
Department TR-25.

List Price slightly higher
west of the Rockies.

/o @
/
sl oo, [RARES
one full reel of fape: $5.oo P.;.is:e % o
$144.95 .., | - R
TAPE RECORDER DIV, =
EICOR, INC., 1501 w, Congress st., Chicago 7, lll

14 RADIO & TELEVISION RETAILING - December, 1951




COMPARE THESE ALL-STAR FEATURES

% FULL 17” PICTURE TUBE—clear, sharp, % FINE-FURNITURE CABINET—sturdy,
steady pictures! beautiful, dark mahogany!
* FINE AM RADIO—hairline tuning, extra % SPACE-SAVING SIZE—combination in
sensitivel size of TY alone!
% ALL-SIZE, ALL-SPEED PHONOGRAPH-— % BUILT-IN "RAY-TENNA’ ANTENNA—
full, rich sound! gets all channels!
% EASY-TO-USE "RAY-DIAL"” TUNER—dial % FAMOUS FOR FRINGE-AREA PERFORM-
TV like a radiol ANCE—super-powerfull
* 10” BALANCED DYNAMIC SPEAKER—
built-in tone balance control!
Was *469%5 * TILTED PICTURE WINDOW —eliminates
Inc. tax and warranty reflections and glare!

" THE STARLIGHT—
Model RC-1720

w@“m‘ 0“*"”"” 7 g
<" Guaranteed by %

Good Housekeeping
Zy &

97 45 soyeanisio WIS TELEVISION E

RAYTHEON—A famous name in electronics, one of Now 0 NlY

the world's largest tube manufacturers, a pioneer in
radar, communications, marine and industrial elec-
tronic equipment,

~————COMPARE THIS RAYTHEON VAI.UE---—-]
WITH OTHER BRANDS OF COMPARABLE QUALITY

Brand "A"......$399.95 Brand "D"......$429.95

]
Brand "B"....... 379.95 Brand “E"....... 549.95 | .
Brand "C"....... 395.95 i Belmont Radio Corp., Subsidiary of RAYTHEON MFG. CO.
i
1

RETAIL
INCLUDING

FED. EXCISE TAX.
1 YR. WARRANTY
NO EXTRAS

TELL IT! SELL IT! PROFIT!

. 5921 W. Dickens Ave., Chicago 39, Ill.
YOUR CUSTOMERS SAVE FROM $10 to $180 OR MORE!

¢ L--—-——————-———-—-—-———-——-—.—._.———_——J

© Belmont Radio Corp.
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or your best Christuas business...

The right combination is a Stromberg-Carlson. Six
Dual-Beauty combinations from which to choose. Beautiful
performance that comes only from famous Stromberg-
Carlson engineering . . . plus beautiful cabinetry.

It’s the convincing, easy-to-tell, all-inclusive story
of Stromberg-Carlson superiority. Your customers can see
the beauty. You can sell the beauty.

\ And remember: Stromberg-Carlson combinations
are furniture styled for every customer preference . . . with
every wanted tube-size from 17” to huge, newspaper-size
24”7 . .. and priced from $439.95 to $975.

18TH CENTURY. 20" TV. .AM-
FM Radio . . . 3-speed automatic
record-player. Exquisite period
cabinet, completely hand-rubbed.
Model 20 RPM, 8785*

STANCLIFFE. Huge 24” tube —
newspaper-size pictures. AM-FM
radio...3-speed automatic record-
player. Model 24 RPM, $975*

PEMBROKE. Handsome compact
combination 17” TV . .. AM radio . . .
3-speed automatic record-player. Inclined
reflection-free safety glass. Mahogany veneers.

Model 317 RPM, $439.95*

*Zone 1. Includes excise. Installation, warranty extra.

Stromberg-Carlson television is priced from $289.95 to $975 including excise tax, warranty extra.
Radios and radio-phonograph from $34.95 to $289.95 (Slightdy higher South and West)

“There is nothing finer than a STROMBERG-CARLSON.

Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto
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STEADY INCREASE IN SALES by retailers reducing
inventories of TV sets and appliances, but the market
isn’t as vigorous as many hoped it would be by this time.
Meanwhile, “shopping” tours reveal a continuing lack
of aggressive sales effort. In spite of a healthy flow of
store traffic, too few salesmen really try to sell; too few
obtain names of visitors for follow-up calls; too few
know the products well enough to stress the salient
features.

TENTATIVE PROGRAM OF EVENTS AT
THE CHICAGO PARTS SHOW, May 19-22 lists
the first three Show days for distributors only, and a
fourth for mdustrial buyers, engineers and government
agencies. Education programs are listed for the second
and third days.

PRICE-CUTTING ON PHONO RECORDS SEEN
AS ON THE DECLINE. Recent surveys by RADIO &
TELEVISION RETAILING show a.trend away from
slashing lists on long-playing discs, a practice which
lately had been widespread, particularly in the metro-
politan centers. Tendency away from price-cutting is
due to the inability of dealers to continue to operate at
less than the classical mark-up without a large volume
of sales. Small number of price-cutters are surviving be-

cause they have been able to build up a large clientele, -

or are operating with low overhead, etc.

HIGH INCOME HOMES BUY ON TIME. A
study of the Milwaukee market coviducted by the Mil-
waukee Journal shows the use of instalment credit is
becoming more widespread. While most frequently
used by middle-income families, 1t is used by 37.8 per
cent of families in the $6,000 to $7,500 income group
and by 25.8 per cent of those families with incomes of
$7,500 and more. TV sets headed the list of products
bought on time.

THE INDUSTRY WILL PROBABLY END 1951
with a total sale of about-a million farm and home food
freezers. The frozen food bill will probably total three-
quarters of a billion dollars in 1951.

NEW OPEN-HANDLE IRON RECENTLY AN-.
NOUNCED by Westinghouse now available with alu-
minum base. Original model had cast iron sole plate,
and weighed 4 lbs. New one weighs 3 lbs., and sells at
same price as other—$12.95.

DESCRIBING THE PRESENT MARKET as a fairly
“normal” one, Edward R. Taylor, vice-president, Hot-
point, Inc., defines a normal condition as “one in which
salesmen call on customers to sell their goods, rather
than waiting for customers to walk into the store.”

RADIO & TELEVISION RETAILING + December, 1951

NUMBERS OF DISTRIBUTORS REPORTING a
very low fold-up rate among their dealer-customers in
spite of the tough going the latter experienced during
the long period from Spring to late Summer in 1951.
Some of the reasons given for survival: Increased service
revenue, chopping out unnecessary expense, closer super-
vision, and extra sales effort born of sheer necessity.

PICTURE TUBES MAILABLE 1in parcel post if
outside carton measurements total less than 100 inches.
This measurement is the sum of the circumference and
the height of the carton. As an example, a 20CP4 car-
ton measures 98 inches (being a rectangular tube), but
the 16DP4 carton measures 102 inches. A new regula-
tion, however, slated to go into effect January 1, 1952,
will limit parcel post to 72 inches, which will probably
eliminate all but 10 and 12 inch tubes from the mails.

WITH A NUMBER OF STATES LOOKING FOR
NEW REVENUE, 1952 will probably see continuing
pressure for increased taxes against corporate income.
So far as individual income tax increases are concerned,
Vermont is the only state thus far this year to boost its
rates.

“TO STATE THAT A DEALER EITHER
GIVES SERVICE or he doesn’t is the same as stating
that a dealer is either in business or he is on his way
out. To sell, the dealer must give service. Service and
sales go hand in hand”—H. E. Putnam, customer
service manager, Landers, Frary & Clark, New Britain,
Conn. |

THE NEW TV STATION AT BUENOS AIRES,
now operating on Channel 7, has the highest effective
radiated power of any station in the Western Hemi-
sphere, 45 KW. The station was supplied through In-
ternational Standard Electric Corp., an associate of
I.T.&T. One of the features of the modern station is a
unique 8-bay triangular loop antenna.

A DECISION TO TAKE
THE BULL BY THE
HORNS and clean house is a
good way for amy dealer to
start the New Year right. He
can, for instance, get rid of
inefficient help (even if they're
relatives). He can make every
effort to liquidate stagnant
stocks. He can start in really
training his salesmen. He can
review the brands he carries, dropping the slow-moving
makes (even if he’s sentimentally inclined toward
them). And he should eliminate all unnecessary expense.
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~ and there is virtual

What's Ahead ! —in Radio, '

ONE YEAR AGO, EVERYBODY WAS TALKING
ABOUT POSSIBLE SHORTAGES just as they are doing
today. However, in December, 1950, there was an acute
shortage of parts, notably in resistors, and in some tubes.
Last December saw dealers heavily stocked with TV
sets, with many who had gone overboard in buying de-
scribing such TV receivers as “gold”, basing their valu-
ation on the prospects of shortages. Right now, dealers
are still working off earlier bought inventories, which

have been sharply reduced during the last three months,
' ly 06" buying being done on the
premise that a killing can be made later.

ALL-OUT SALES EFFORT OF A HIGHLY
COMPETITIVE NATURE by manufacturers is a
straw 1n the wind. Some super campaigns have been
launched recently, and the advice being passed on to
distributors and retailers of TV, radio and appliances
is to fight hard for sales. Though the civilian produc-
tion picture 15 a perplexing ome, and there are some
shortages of some models in lines, it's felt that the
safest course the dealer can- pursue is to forget the
shortage angle, and gear up to sell stremuously. The
heavy money being invested in the promotion of their
products by manufacturers is an indication that wmany
tunk there will be enough to go around well into °52.

FM STATION WGBH HAS COMMENCED BROAD-
CASTING in the Greater Boston area. With 20,000
watts effective radiated power, the station is broadcast-
ing to a potential audience of some 208,000 families.
14.4 per cent of all homes in the 67-mile radius of the
transmitter have FM receivers. Zenith dealers of North-
eastern Distributors, Inc., saluted the mew station with
a 2-time, 1600 line ad in the Boston Herald-Traveler.

“THE PRICE-JUGGLER DOES A SLEIGHT
OF HAND TRICK with prices to trick his customers
and destroy his competitors. . . . The loss-leader artist
is juggling his prices, not cutting them. He wmarks
doiwn a few national brands and he marks up a lot of
unknown goods.”—Maurice Mermey, director, Bureau
of Education on Fair Trade.

THE VERSATILE FOOD FREEZER IS SERVING
the public in a great many ways, and here’s another new
kink: Golfers who hole up for the winter are storing
golf balls in the freezers, claiming this keeps them
“fresh” and resilient!

WATCH FOR JUST
ABOUT EVERYBODY
j AND HIS BROTHER to
S feel that o TV set is a must

7

(5 . the home as the political
A N campaigns of ‘52 really com-
‘lummm“'gz! wence rolling. There will be
‘ a greal many new TV homes
el created, and slews of small-
screen receivers will be traded
wm. In TV and non-TV areas, radio sales should also
go up sharply as a result of the terrific interest in this
presidential election year, with portables affording the
opportunity for folk to hear no matier where they hap-
pen to be. Public address business should increase also
and, many a smart dealer will sell recorders to local
politicians.

18

NPA’s “NEW MODEL FREEZING” ORDER be-
comes law on Feb. 1. It limits priority ratings on ma-
chine tool purchases, but since most TV and appliance
manufacturers are tooled up for new 1952 models at
this time, or have already brought such models out,
effects of the order are not likely to be felt for some -

time,

MARKED TREND IN THE DISPLAY OF
PHONO RECORDS by dedlers to racks which show
a large nuwmber of long-playing album jackets. Visual
appeal plus descriptive information on jackets aids
browsing customers and stimulates “self-service” sales.

TAPE RECORDING CONTINUES TO TAKE OVER
IN NEW FIELDS. With the setting up by Cornell Uni-
versity of a tape library and duplicating center for the
educational institutions of New York State, recognition
is shown of the increasing acceptance of, and advantages
to be had from tape teaching. A catalog of recordings
which the center will make free for New Yotk institu-
tions (who supply their own raw tape) lists 500 sub-
jects, covering everything from radar to cabbage bugs.

TELE-LITE is a plastic magnifier for TV programs,
which can be read in the dark by aid of its self-con-
tained flashhght. Newspaper program clippings are
manipulated between two split rollers, like film in a
caniera. Raymond Asner, 70 Swimmer Street, Worcester,
Mass., 1s inventor of the device which retails at $1.49.

A PROPOSED CHANGE IN METHOD OF. AS-
SESSING STORE inventories in Idaho is being studied
by the legislative committee of the County Assessors
Assn. Under the proposed change, assessments would be
based on the figures merchants use tor income tax pur-
poses, rather than taking the merchants’ word on their
inventories, as at present. 3

RECORDERS AS SECRETARIES HELPING
MANY a business executive solve the problem of the
shortage of the human wvariety, it’s pointed out by W eb-
ster-Chicago Corporation, makers of tape and wire
units. According to the Webcor people, the electronic
secretary doesw’t go down for coffee twice a day. It
doesn’t get personal phone calls at 4:30 when the mail
w5 due to go out. It doesn’t take a day off after a late
date the night before. It doesw’t get married during
the busy season. Disadvantages, it must be admitted,
include the fact that there’s not much pulchritude to an
electronic dictation machine. *

THEATRE TELEVISION ‘AND HOME TELEVI-
SION can and eventually should function as comple-
mentary media, said Joseph B. Elljott, vice-president in
charge of consumer products, RCA Victor, in a recent
address. He pointed out that an RTMA committee is
working on a plan under which theatre TV and home
TV can operate to their mutual benefit, citing this
project to squelch a rumor that home TV interests are
building up a war chest to do battle with theatre TV,

INCREASE IN BOTH CORPORATE AND IN-
DIVIDUAL income taxes are included anmong a nuin-
ber of new and increased levies proposed to finance a

veterans’ bonis program approved by the Oklahoma
legislature for submission to the voters in 1952
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ON THE ROAD TO HIGH SATURATION, THERE
ARE THREE MENTAL conditions, progressively ex-
perienced by the guy who hasn’t discovered that Satu-
tation is a nebulous will-o’-the-wisp. The three condi-
tions are Elation, Determination and Frustration. Elg-
tion occurs when the product commences to take hold.
Determination crops up when it's been shown that ag-
gressive effort can skyrocket sales, and Fraustration
creeps in when high Saturation has been reached because
it’s then believed that the potential is no longer large.

JUST WHY IT IS THAT IN SPITE OF SATU-

RATION figures crawling up uncomfortably close to

the 100 per cent mark, American manufacturers sell
more and more of the ighly saturated products, no one
knows, not even the bramniest fellow in the world figure
out what becomes of the old stuff in the howmes. It just
appears to disappear into thin air—most of it, anyway.

LOOK AT THE RECORD OF RADIO, and take
heart in spite of what some analysts are saying about
TV dropping down to a few million sets a year as the
saturation figure grows. In 1922 we sold a total of
100,000 sets, and 260,000 homes had radios. 10 years
later, in 1932, thefe were 18 million sets in use in the
country, a higher relative saturation than TV now has!
And in 1932 the industry sold 3 million sets! In 1948,

- with 74 million radios in use, American consumets

F:

bought 16 million sets! Moral: Less than 15,000,000 TV
sets now in use!

AND LOOK AT THE RECORD WITH SOME
OTHER PRODUCTS as outlined by J. B. Croskery,
of Gibson Refrigerator Co., w a speech before dis-
tributors, in which he powmted out thet the appliance
market just grows and grows as the country grows.
For instance, he said that the U. S. sells more candles
now thon ever before i spite of modern lighting; that
prophets of doom saw the auto tire business all washed
up when new processes greatly 1ncreased tire waleage!

WIDE ACCEPTANCE OF AUTQ RADIOS revealed
by Pittsburgh survey made by Guide-Post Research. In
a study of cars actually in use, conducted at the drivers’
window at traffic bottle-neck points, 7207, were found
to have auto radios. In a typical period between 4 and
5 PM, 29.89, of cars have the radio turned on.

POTENTIAL SERVICE BUSINESS is revealed
in the same survey, for it was found that of the 72%
of the cars in use which had an auto radio, one out of
every 14 is broken. Thus, the survey reveals that of

the 40,000 cars which were on the road in Allegheny

County (Pa.) at 4 PM, 28,800 had radios, and of these,
2,057 radios were brokewm. If these figures could be
projected to the country as a whole, 1t would mean a
tremendous potential business for auto radio servicers.

READER AL ROBERTSON, WHO RUNS a radio-
appliance business bearing his name in Oklahoma City,
calls our attention to the fact that we erred recently in
publishing an item to the effect that Kansas is the only
state prohibiting the selling of appliances by mail. He
points out that Oklahoma has had such a statute on the
law books for many years. Thanks to this merchant for
the information, and also for saying that, “In this part
of the country we enjoy very much your fine magazine.”
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Appliances, Records and Television

LAST-MINUTE ADVICE ON GETTING set for

Christmas business comes in the form of some questions

for dealers provided by the Harry Alter Company, Chi-
cago distributors: “Why not take a good look at the
store itself. Look at it with the eyes of a stranger. Ask
yourself, ‘Is it clean?’ ‘Is it orderly?’ ‘Is every.thmg
on display that should be?” ‘Is there junk on display
that could be cleaned out?’ ‘

BOOQK TELLING CONSUMERS HOW TO re-
pair their own TV sets being plugged on some radio sta-
tions. Among the subjects treated is advice on how to
get big discounts in buymmg receivers.

~ THE JANUARY, 1952, ISSUE OF RADIO & TELE-
VISION RETAILING will feature annual statistics and
forecasts on radio, TV, electrical appliances, phono rec-
ords, and will also ‘highlight the 30th anniversary of
radio with many interesting pictures and articles. The
January number will comtain the anpual Distributors’
Directory, a buying guide for retailers; a distribution
guide for manufacturers. Wholesalers will be listed
alphabetically under states and cities, together with
products sold. Advice to readers; Hang onto the Janu-
ary issue! It will be valuable to you all the rest of *52!

“SOUND MUFFLER” ON AIR CONDITION-
ING units announced by Mitchell Manufacturng Co.,
Chicago. “Muffler” consists of a chamber placed in
frout of the fan mechanism. The air, which is primarily
responsible for moise, is routed through the chamber
instead of being discharged directly into the roowi.
Here it is forced against a special material which de-
flects it into the room and at the sawe time absorbs
most of the sownd waves. New Mitchell room air con-
ditioners, which will be introduced. next month, will -
have this new feature.

Fufure Events of Interest to Readers
. 7-18: Furniture and Home Furnisiﬁngs Winter Market, Ameti-

can Furniture Mart, 666 Lake Shore Drive, Chicago, il

7-18: International Home Furnishings Market, Marchandise
Mart, Chicago, !l

13-15: Nat'l. Appliance and Radic Dealers Assoc. Annual
Convention, Hotel Stevens, Chicago, lil.

13-18: New York Lamp Show, Hotel New Yorker, N. Y.
17-24: National Housewares Show, Ngvy Pier, Chicago.
4-8: Winter Market, Western Mdse. Mart, San Francisco.

11-12: NAMM Southeastern Regional . Conference, Hotel
Ansley, Atlanta, Ga,

£9-22: 1952 Radic Parts and Electronic Equipment Shaw, Hotel
Stevens, Chicago. : ’

Sept. 22-25: 3rd National Convention of the National Electronic

Jan.
Jan.
Jan,
Jan.

Feb,
Feb.

May

Distributors Associatipn, Ambassader Hotel, Atlantic City, N.J. el

1
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World Leader in Radio . . . First in Recorded Music . . . First in Television
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How to Speed Up Your

There Are Ways to Get the Job Done Quickly

e Retailers who have long faces
and headaches on New Year’s Eve
may be anticipating the year-end
physical inventory. Boring though
this inventory-taking task may be
it is a must that all stock be count-
ed and listed at the end of the year.

Income tax, sales tax, excise tax,
property tax, sales-planning, turn-
over rates, new profit . . . all are
associated with inventory of the
stock in a store.

Following are a number of sug-
gestions designed to make your
physical inventory taking task
quick, easy and accurate.

1. Sell the I'mportance of Inven-
tory: Salesmen and service men
who are called in for the inventory
may not realize how important it is
to have an accurate count of all

sets and parts. Naturally, they will .

be interested in getting through as
quickly as possible, but they may
not know that the inventory has a
bearing on income tax, sales tax,
net profit, and the future profitable
operation of the store. Telling them
how important inventory is before
it starts will give these men a. dif-
ferent attitude about the work.

2. Encourage and Accept Sug-
gestions: While selling the impor-
tance of the annual inventory,
many radio and television mer-
chants have found that it is wise
to encourage and accept all em-
ploye suggestions. Slow counting
and listing methods can be changed
for a quicker and a better way.
Then, too, the employes who submit
these suggestions feel they are

more important in the annual stock
count and will turn in a better per-
formance.

3. Carefully Select Employes:
Some retailers have discovered that
not all their employes are able to
handle the work of the inventory.
Some, for instance may not pay
enough attention to detail and will
list one stock number, give a dif-
ferent description, and still another
price on the set being inventoried.
This causes confusion later when
the inventory is being analyzed for
overages, shortages, or for stock
planning. Every employe selected
for this important task would mea-
sure up on the physical, mental,
and moral qualities that are re-
quired in the annual stock count.

4. Provide Adequate Instruc-
tions: Some retailers lose valuable
counting and listing time by not
explaining how to count, how to
list, which way to move in the parts
bins, and how to handle special
problems that arise in valuing used
sets and appliances which have been
traded in. Pre-inventory training
on the all important “how” will
make the stock count more accu-
rate and will insure a quicker com-
pletion.

5. Establish Inventory Rules:
Inventory rules are important for a
quick and orderly physical stock
count. During the inventory the
employes may forget the regular
store rules and cause confusion. The
setting up of inventory rules dur-
ing the pre-inventory meeting will
pay.

Here Are Answers to Such Questions As—

Should stock, parts, etc. be listed at retail or cost values?

{See paragraph Il). How should receivers, appliances and

other products on consignment be carried? {See 15). How

can the dealer make sure than an accurate inventory count

is being made? (See 16). What's the best way to make sure

that no sections of the store will be skipped? (See 6). Is

there a way to speed counting by one man? (See 17).
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6. Draw an Inventory Floor
Plan: A rough map of the store
with all counters, shelf sections,
floor display areas, window dis-
plays, and ledge displays desig-
nated is all that is needed. -This
will insure a complete count of all
stock. A floor plan also provides
a handy place to record all inven-
tory sheets issued and returned for
a double check on coverage of all
;ections of the store.

7. Organize Stock Early: Re-
gardless of how good a housekeeper
the service man is there will be
some parts In the wrong bin.
Checking over all sections of the
parts and service department will
bring to light any places where
there is a duplication of storage,
and where parts have been returned
to the wrong section. Stock on the
sales floor can usually be arranged
so that some listings can be elimi-
nated in the final inventory report. .

8. Price Stock Right: Current
prices should be used in deter-
mining the inventory price for the
parts in the service department.
Floor stock, such as receivers and
appliances should be checked to be
sure they are correctly priced,
based on current market condi-
tions. Used radios, TV sets and
appliances should be valued at fair
reselling prices. Adjusting any
prices on new and used products
before inventory will make the final
total more accurate and will keep
profits in line.

9. Liquidate Odds and Ends:

“Before-inventory liquidation sales

are popular for two reasons: (1)
They give the retailer an oppor-
tunity to hold a special sale and
clear up his “cats and dogs”; (2)
They -give the customer a good
“reason-why” the price is being re-
duced. During the heavy traffic of
the holiday shopping season it is
possible to work off some of these
odds and ends that have been ac-
cumulating in stock. Products on
hand that have been .approved for
return should be sent back to the
distributor to save counting and
listing time. Everything included
in the final inventory should be
good saleable stock.
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Inventory-Taking

and Accurately, and They’reListed in This Article

10. Count Reserve Stock First:
Stockroom and warehouse stock can
be counted before the final cut-off
date. When this is done there
should be some system established
for withdrawal from this pre-
counted reserve stock to insure an
accurate total. Parts that are need-
ed for last-minute repairs can be
kept on a separate tally ahd a rec-
ord kept of all sets delivered from
the warehouse after the stock has
been counted. These withdrawals,
of course, should be deducted from
the final total determined for the
store.

11. Use o Standard Valuation:
Some merchants are in favor of
listing the stock at retail prices
and others use the cost value of
the stock. Taking the inventory
at retail is quicker, but when the
retail is reduced to cost there may
be some difference in the final fig-
ure that will be an overstatement
of profit. Cost inventories are more
time consuming, are more accurate,
yvet let employes know what the
various products in stock cost the
dealer.

Regardless of which method is
used for the inventory the same
valuation should be used through-
out the. store. When it is Tmpos-
sible to use the same valuation in
both the parts department and the
sales floor, for instance, the listing
sheets should be clearly marked
with either ‘cost” or “retail” to
avoid confusion in the tabulation
of the figures.

12. Number Listing Sheets Seri-
ally: Standard inventory forms
have a space for a sheet number.
By assigning a serial number to
each sheet and recordin'g this num-
ber on the floor plan any lost sheets
can be traced quickly. Then, too,
this provides a check on the com-
pleteness of the final tabulation of
the inventory.

13. List Stock In Duplicate:
Two definite purposes are served
when the inventory listing is made
in duplicate. First, it provides an
easy way to check the accuracy of
column totals. One tabulator can
be given the original and another

the duplicate sheet for extension

and totaling. When these two

" sheets correspond in total it can be

assumed that the valuation of the
sheet is correct.

Some retailers have their inven-
tory taken without any cost or
selling figures. Then the price of
the merchandise is placed on the
listing sheets in the office from
price books that give a cost figure.
Using the same system of having
two people complete the sheets pro-
vides a double-check on the ac-
curacy of the figures.

Most retailers file the original
listing sheet with their permanent
records. By having a duplicate list-
ing of the inventory it is helpful
in sales and stock planning for the
next year.

14. Make a Special List of Old
Stock: Obsolete parts, discontinued
models, and used products that have
been used in stock for a long time
can be eliminated quicker if a rec-
ord is kept of them. Some retail-
ers make a special list of all stock
to be liquidated and count this stock
every month. Mark-downs or other
appropriate action is taken to re-
duce this amount and by counting
every month it keeps everyone in
the store interested in liquidation
of such merchandise.

15. Check Consignment Stock:
Merchandise that is placed on the
sales floor for sale but whose title is
still with the distributor comes in
this classification. Stock of this
nature requires special handling
during inventory. (1) It should
not be included in the regular
store’s inventory.  (2) A separate
count of all consignment stock
should be made..
should be deducted from the total
amount of consigned stock received.
(4) This difference should be de-
ducted from the gross sales to re-
flect the true cost of sales for the
store.

16. Spot Check Counting and
Listing: Periodic spot checks dur-
ing the actual stock count will in-
sure a more accurate inventory.
Re-counting certain sections of the
service department to be sure the
count is correct, checking out-of-
the-way spots in the store, calling
attention to empty cartons or sets
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The physical inventory-taking chore is a big

job, but the records resulting are invaluable
to the dealer in his ahead-planning, and in
the study of his turn-over rates.

that have been sold and not de-
livered, and checking extensions
and sheet totals in the tabulation
will uncover some errors. Then,
too, this spot checking helps keep
everyone on his toes.

17. Use Recording Equipment:
Some dealers have discovered that
recording equipment can be used
to advantage at inventory time.
With either a wire or a tape re-
corder one person can count and
dictate to the recorder the amount
of the stock on hand. This is a
fast method of counting and listing
and the written records can be pre-
pared later when the inventory
pressure is-off.
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They Keep Sales Volume UP

Des Moines Dealership Uses Novel Promotions, Radio and Phone Book

e Beaverdale Radio Sales & Serv-
ice Company of Des Moines, Iowa,
has consistent sales all seasons of
the year because the owner, Earl T.
Holst plans what to sell, and how to
sell, so volume keeps at a good even
pace all year round.

Although the Beaverdale Radio
Sales & Service was started by
Holst in 1938, it was six years ago
that the business was expanded to
include appliances. It was also at
this time that he began promotions
of various kinds to boost sales of
everything he sells.

Last Summer he used a promo-
tional selling plan under which he
contacted five different women’s so-
cieties and invited them into the
store for an evening’s demonstra-
tion, offering to pay 50¢ for each
lady who attended. About sixty
women attended each demonstra-

tion, watching the actual operation
of washing machines, dryers, and
electric ranges and roasters.

As an added touch to the demon-
stration, the women were served

coffee, ice cream and doughnuts.

Seventy-five per cent of the women
had not been in the store before,
and the owners estimate that most

-of them came back later, bought

merchandise and became regular
customers.

Show-windows are important in
originating sales according to the
owner of Beaverdale. The small
show-window is kept for display of
records, and the larger window for
radios, television sets, and refrig-
erators.

The TV-radio-appliance service
department of this store is one of
the best in Des Moines. All makes
are repaired.

Earl Holst, owner of Beaverdale Rddio Sales & Service demonstrates a washer and ironer
to a prospective customer who may be out shopping for a very worthwhile Christmas gift.
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Holst believes that the best place
for service advertisement is in the
yvellow pages of the phone book.
Ever since the store opened, he has
used 14 of a page, and he knows
that it brings in a good percentage
of all the service business. Besides
his own large ad in the yellow
pages he ties in with smaller space
along with advertisements of man-
ufacturers.

Sold on Radio Advertising

Beaverdale Radio’s owner is
thoroughly sold on radio advertis-
ing and feels that it does a tremen-
dous job in getting prospects inter-
ested in the store, getting them
into the store, and helping to sell.
He has used all six radio stations
in Des Moines and has used differ-
ent types of programs, He is al-
ways on the air on some station,
advertising his store and merchan-
dise.

For some time he used eight
consecutive Sundays of advertising
over KCBC, the Des Moines music
and news station; and Beaverdale
Radio used eleven out of their
twelve hours of broadcasting. The
second month of Sunday advertis-
ing Beaverdale realized a good per-
centage of sales results. Holst used
five of the hours for television ad-
vertising, two hours for records,
and the rest of the time for appli-
ance advertising.

At another time he used KCBC
advertising nightly from 11 P.M.
until midnight, because he .fig-
ured this was the time when folks
turned off their TV sets and began
listening to radio. He also used
three fifteen-minute programs dur-
ing the week on three different
days, plus using two hours on Sun-
days in four half-hour periods—

one in the morning, one early after-

noon, one late afternoon, and one
evening. Holst did so, because he
figured he would reach someone
in the family on one of the Sunday
programs.

The homey TV lounge at Beaver-
Qale Radio is something new, and
1s proving effective in closing sales.
A show-window sign reads: “Come
In and see our TV lounge.” This
at{:racts people’s attention and curi-
osity. They do come in and ask
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Advertising to Bring More Business, Steady Business

Mary Rutledge of the record department makes friends of customers, and has some good ad-

vice on selling more discs.

" what the lounge is, and ask to see

it.

The lounge is bigger than an or-
dinary sized family living room,
with large comfortable chairs along
the one long side, and a few chairs

in the two small sides. Across from

the long side filled with chairs are
a number of makes of TV sets all
hooked up. Customers come and
bring the whole family and watch
an evening’s TV, and many end up
by buying and also telling friends
about Beaverdale’s TV lounge.

Active Record Department

Managing Beaverdale Radio’s
record department is Mary Rut-
ledge. This young woman’s keen
interest in her customers does
much to promote the record busi-
ness for Beaverdale Radio.

Mary Rutledge says, “Courtesy is
one of the big things in dealing
with record customers. If you can
call your customers by their first
rnames after they have been in
three times, you are taking a good
step to help increase your record

. business.

“I have used several selling meth-
ods, which have brought good re-
sults, Sometimes when a record
isn’t moving, I'll suggest to each
customer who comes in that he buy
this particular record. If he doesn’t

Read the selling points outlined by Miss Rutledge in this article.

want to buy it, he will be very
frank and tell me why, but many
times such effort helps a lot to sell
the record.

“If T get in a record which I be-
lieve certain of my customers will
like I telephone them,” says Miss
Rutledge, “I tell them I have the

record on hand. They like this per-
sonal angle, which makes them feel
that we are thinking about them,
and generally they’ll come in and
buy it. I plan later on to have a
special mailing campaign telling
about the records we have in stock.

Appeals to the Kiddies

“I think it is wise to pay special
attention to the children, and try
to remember their names. Lots of
times the mother will buy what the
child wants, particularly if you
have been nice and noticed the
child. Since I have two girls of my
own, I believe I understand chil-
dren, and know what records can do
for them. A child will be contented
for hours listening to records.”

Earl Holst knows that congeni-
ality toward employes as well as
customers is one of the most im-
portant things in keeping a busi-
ness running smoothly. He does
everything possible to keep a har-
monious organization. Things are
talked over between employer and
employes of Beaverdale Radio, and
everyone is made to feel that what
he has to say is important.

Good service has built a good reputation for Beaverdale, and has helped make many sales.

Scene shows technicians working at the bench.
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Bank on Your

Service Department to

Stepped-Up Mainténance Operation on Radio-TV-Appliances Needed to Insure

e An efficient, profitable service de-
partment is always an important
asset to a radio-TV-appliance .mer-
chant, but its place in the 1952
picture promises to be more promi-
nent than at any time since World
War II. This will be true even con-
sidering the fact that the strong
spotlight which TV has brought to
bear on the service operation has al-
ready increased its importance (and
its income) beyond all previous
limits. The reason is simple: un-
limited supplies of new merchan-
dise will no longer be available.
We are naturally reluctant to put
any strong emphasis on the term
“shortages,” since this word fell
into disrepute during 1951. But we
must emphasize that the seers who
foresaw shortages in 1951 were not
entirely wrong. The predictions
were premature, but were based on
sound premises. One, simple, un-
expected turn of events threw the
whole thing into a cocked hat—and
that was a prolonged buyers’ strike.
This situation can be considered
typified by what happened in TV.
Whereas in the six months of 1950
from March to August inclusive we
sold approximately 2.75 million TV
sets (and although, due to the con-
tinuing expansion of TV we could
expect to sell more than that in

1951), the public took home only
about 1.8 million sets in the same
period of 1951. And the 1951 sales
were stimulated by considerable
price reductions, sales, premiums
and inducements of various kinds
which greatly reduced profits.

The net result of declining sales
in almost all branches of consumer
merchandising was to make exist-
ing inventories of merchandise and
replacement parts more than ade-
quate. This was coupled with the
fact that the government defense
production plans were put in motion
more slowly than anticipated.

The alert dealers and distributors
will not, however, be misled by the
copious inventories which they ‘“‘en-
joyed” during 1951. The shortages
which were expected due to govern-
ment purchases of materials, to gov-
ernment orders for military equip-
ment, and to government limita-
tions on civilian production are now
definitely in the cards for 1952.

What does this portend for the
servicing operation of the radio-
TV-appliance dealer? First, his
sales volume and his profit from
the sale of end products (sets, ap-
pliances, etc.) will be limited by
the supplies of these products avail-
able. In order to keep his volume
up, he must aim for increased rev-

TV servicers shown in photo are working in the’ up-to-date service department at the Freedman
store, ‘Main Street, Springfield, Mass. (Article -on this store’s successful operation appeared in
the October, 1951 issue of this magazine).
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enue from an expanded service de-
partment. Second, the consumer’s
inclination to maintain. present
equipment in working order will be
enhanced by the difficulty of gefting
new ones.

In other words, the customer will
need more service to maintain his
equipment and the dealer will need
more service to maintain his vol-
ume. The dealer will also need more
and better service in order to main-
tain customer good-will.

The moral to this little story is
obvious: somebody is going to get
this business. Will it be you? This
will depend to some extent on how
aggressively and intelligently you
go after it.

Service Must Be Sold

Increased service business will
not be had just for the asking.
Shortages can exist in replacement
parts and equipment for servicing,
as well as in end products. In addi-
tion, labor will also be a problem.
Already we have been faced with a
declining supply of skilled help (in
the face of an increasing demand
for it) coupled with a rising level
of wages.. This situation is not
likely to improve in 1952. Another
factor to consider is the mainte-
nance of the servicing ‘“plant,”
which encompasses such things as
trucks, machinery, testing equip-
ment, ete.

None of the foregoing problems
is apt to assume the magnitude
it did during World War II (as-
suming, naturally, that we don’t get
into an all-out war in ’52), but this
fact in itself puts extra pressure
on the dealer. Here’s why: during
the last war we know that (unfor-
tunately) many dealers treated
their customers on a take-it-or-
leave-it basis, with the hackneyed
phrase, “Don’t you know there’s a
war on?” But in 1952 (as in 1951)
the customer will not allow.him-
self to be cornered that way. You
will notice that we said that the
customer will have an inclination
to keep present equipment in work-
ing order. But the dealer will have
to sell to turn that inclination into
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Carry You Throughin '52

Volume Next Year in Face of Shortage Threat on New Products for Sale

a profit. And he can’t sell purely

' on a scare basis.

Summing up, we can see that serv-
ice income can be very important
to the radio-TV-appliance dealer in
1952; and that, as a matter of ‘fact,
the dealer meeds to. increase his
service revenue in order to main-
tain his overall volume which is
likely to decline due to. smaller sup-
plies of finished goods available for
sale. He must examine his plant
and facilities to make sure that they
are capable of handling a larger
volume of work. He must plan
(starting right now) a promotion
program which will get more serv-

' ice business for him. He must plan

—

(starting right now) a streamlin-
ing and a conservation program in
his service operation in order to
1. Insure profits in face of rising
costs combined with consumer re-
sistance to high prices, and 2, Make
possible a greater volume of busi-
ness in face of dwindling supplies
of parts and equipment for servic-

1 ing.

Keep Customer Good-Will

And he must conduct this opera-
tion so as to create, increase and
maintain customer good-will. Serv-
ice is always important in this re-
spect, since it is the tie that binds

¢ the customer to the store between

sales of new merchandise, and helps
to insure that the customer wril
come.back to the store to buy again.
In times of shortages, it is even

- more important because it main-

tains good relations with the cus-
tomer even when the dealer has
nothing to sell. Service thus serves
a two-fold purpose. It creates pres-

- ent business and paves the way for

future sales.

In streamlining your service de-
partment for more efficient opera-
tion, it is well to plan on an in-
crease in the skill and facilities of
this operation, where practicable.
In other words, be sure that your
service departmeéent can repair as
well ad replace. In times of scarcity
it is often necessary to repair an
item which it normal times would
be replaced because it is relatively

cheap. Shops with machine tools,
for instance, are often a focal point
for the repair or overhaul of equip-
ment which -cannot be handled in
the average small service depart-
ment.

Profit from Reconditioning

In this connection, the service
department can be utilized for the
repair and reconditioning of traded-
in items for profitable resale; that
is, where adequate facilities have
been provided. This might involve
such things as rewinding motors,
spraying and/or baking white goods
cabinets, refinishing wood cabinets,
fabricating small parts for record
changers, electric clocks, ete.

This is not a new idea, but it is
one which very few dealers exploit
to the fullest of its possibilities. In
times of shortages, the sale of re-
conditioned appliances can be a
very important source of revenue,
but full profit cannot be realized
unless you can handle the work in
your own store, and are able to

stand behind your work at all times.

We have discussed all the fore-
going in reference to prospects for
1952. The conditions outlined here
are actually very apt to extend far
beyond that. Although Mr. Wilson
has expressed his intention that we
should be able to have our cake and
eat it too, it is likely to be several
years before we can return to un-
limited, unregulated civilian pro-
duction. Shortages won’t come upon
us suddenly (we already have some)
nor will they leave us suddenly.
The immediate prospect is that they
will slowly and graduclly get worse
for at least two years. Consequently
the program which we suggest that
the dealer be planning should be a
long range one.

The dealer who doesn’t already
have a plan in operation which pro-
vides for increasing reliance on his
service department should sit right
down and start on it now, and get
it into operation by the first of the
year. This will be one of the most
important keys to. profitable opera-
tion in 1952.

The Radio-TV-Appliance Dealer’s
Service Department Can

I. Maintain Sales Volume in Face of Threatened Shortages of

New Products

Maintain Customer Good-Will Between Purchases
Accomplish Reconditioning of Trade-In Products for Profit-

able Resale

The Radio-TV-Appliance Dealer’s
Service Department Needs

1. A Streamlining and a Conservation Program

To Insure Profits in Face of Rising Costs

To Insure Profits in Face of Consumer Resistance to High

Prices .

To Insure Volume in Face of Dwindling Supplies of Parts

& Equipment

2. Skilled Personnel and Adequate Equipment

To Make Repairs in Face of Threatened Parts Shortages
To Recondition Traded-In Products
To Maintain Customer Satisfaction Over Long Periods

of Maintenance
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Successful Selling of

-Radio,

New Orleans Dealer Does Cold Canvassing in Rural Areas —

e “Selling to the farmer and rural
resident is as different as day from
night, compared to the kind of sell-
ing that clicks with city residents.
When a salesman talks to the
farmer, he sells by what might be
called indirection. He looks over
the cattle, talks about the weather,
drinks a cup of coffee in the kitchen.
Then maybe he brings up the sub-
ject by remarking that some of the
farmer’s neighbors are installing
TV and getting good results by us-
ing special fringe antennas. From
there, he unfolds a slow, low-pres-
sure sales presentation.”

That is the report of a man who
knows his rural selling methods. He

A radio-equipped Blossman truck can usually
answer a rural service call within a couple of
hours. This makes a hit with farmers.

is Dave Blossman, sales manager
of A. R. Blossman, Inc., 9001 Air-
line Highway, New Orleans. The
Blossman store has a strategic lo-
cation—half in, half out of the city
—ifor accessibility to both urban
and country customers. The firm
goes after sales in both groups.
But in selling to the farmer, even
more than in selling to his city
cousin, it’s necessary fo carry the
sale to the prospect. Dave Blossman
cites the ways in which rural sales-
man-ship and service facilities must
differ from city tactics if they are
to bear long green fruit:

“First,” he says, “it takes an en-
tirely different brand of salesman-
ship. As I noted, this calls for an
even lower-pressure sort of tech-
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Profitable rural selling calls for low-pressure techniques, and familiarity with the farmer’s prob-
lems. Dave Blossman, at desk, maps our new canvassing campaign with salesman Ward Fendlason.

nique than even the lowest-pressure
city salesmanship.

“To begin at the beginning, we
do not work so much from leads
although these, of course, are fol-
lowed up closely. We have found
that the best policy is to put a sales-
man at the head of a road and turn
him loose with instructions to knock
upon every farm door along the
length of that road. We go after
the gravel roads and the dirt roads
as well as the much-traveled con-
crete highways. The fighting is
harder for sales along the main
highways. We want those sales, of
course, and we go after them. But
the sales come easier along the dirt
roads and the secondary gravel
highways. A salesman is a wel-
come visitor there. And he has
few other salesmen after the same

- order.”

Blossman salesmen begin at the

When he starts along the road to
knock upon every farm door, what
sort of gimmick does a Blossman
salesman use to get an audience?

“None,” points out Dave Bloss-
man. “Unlike city selling, no gim-
mick is needed. The farmer is not
so suspicious of door knockers as
the city resident. Nor does he erect
an immediate wall of sales resist-
ance as soon as he finds out ‘the
mission of his caller,

“Still, even though the salesman
gets in easily, he has to know his
farm selling in order to get out
with an order. Jumping right into |
even the smoothest, hardest-hitting
kind of radio, TV or appliance pres-
entation is a mistake. Farm folks
take a visit seriously. They extend
real hospitality to a salesman—re-
gard him as a guest rather than a
nuisance. It is a breach of etiquette

s end of a road " 3
those dirt roads and little-traveled rog% and knock on every door. The firm canvasses
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Appliances to Farmers

iwo-Wuy Radio in Trucks Speeds Servicing

T

The A, R. Blossman stotre is located conveniently for both rural and urban customers.

f begin trying to cram a product
wn the farmer’s throat, right off
¢ bat. Instead, our salesmen are
g‘glght how to wisit. They stroll
zbund the farm with the host, see
{® new herd of cattle he wants to
¢bw off, discuss the lack of rain-
i1l, and a number of other topics.
ey go into the kitchen and sit
svn for a friendly cup of coffee.
is then we teach them to look
»und for sales opportunities.
I*Almost anything can serve as a
Iw pressure opening here—the in-
sallation of TV in another farm
ﬁEwn the road, the fact that the
frmer has a new refrigerator and
tmight want TV or a new radio-
ﬁonograph combination as well.”
Ei[n the Blossman system of rural
filing, these outside salesmen are
%‘@bbed “Route Managers.” Each
s a specific territory. Calling reg-
larly upon the same farm folk, he
#on gets to know them intimately,
fxrns their problems and their
l7s—and knows when a sale op-
jirtunity is at hand.

§But what about service? A. R.
fossman has found that swift serv-
: is an important thing in selling

S 2

ral customers service as fast as
#city resident would get,”” says
3ive Blossman.

““We have found it impractical to
fy handling more than the very
hallest of small repairs in the
ime,” says Blossman.
: try to bring sets into our shop
- service. We have installed two-

the farmer. “We try to give our .

“Instead,”

way radios in our service trucks.
When a call is received from a farm
customer, the service pickup truck
is there—in most cases—within a
couple of hours. In the shops,
schedules are expedited in order to
return sets, wherever possible, the
next day.”

The store has found it wise pol-
icy to insist upon service contracts
with every TV gscale. “When it
comes to the city resident, you can,

Kitchens are very important places on farms,
and the new range is something for the farm
folk to talk about. The dealer who sells and
installs the right way sets himself up for
plenty of repeat business.

as some stores do, wash your hands
after the sale has been closed in
the event the customer does not
want to pay for the regular 3-month
service contract which, in this area,
costs about $15.00,” Blossman says.
“But the country customer is dif-
ferent. He cannot call easily upon
other service shops because there
(Continued on page 41)

Farmers Are Highly Service-Conscious

They know the importance of prompt maintenance on equip-
ment used in the fields and barn. They expect fast service on radios
and appliances in the home, as well. Dealer Blossman, of New
Orleans, has two-way radio equipment installed in his trucks, and can
make extra fast repair pickups as a result. Carefully trained sales-
men from Blossman's make informal calls on rural residents, and sell
them on the store's reliability, and on its ability to keep products in
tip-top working condition after the sale has been made.
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Boost Your Disc Sales

Here Are Some Suggestions for Increasing Your
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e We're now in the midst of a peak
selling season for phono records.
The Christmas season this year, as
every year, will see sales soaring on
all types of merchandise, and espe-
cially so on gift items, among which
phono records, albums, players and
accessories rank high. The dise
merchant who’s on his toes will take
advantage of this peak season, and
use all his merchandising know-how
to boost his sales.

A general sharpening-up of all
your selling methods and techniques
is in order. Get your entire store,
stock and sales staff into top operat-
ing eondition. Each phase of your
activity will bear looking into, and
revamping if it’s not as it should be.
Special emphasis, however, on three
basic operations, will be especially
rewarding: 1. get more people to
come into your store; 2. make a sale
to every person who enters your
store; and 3. attempt to make add-
on sales to every customer.

To accomplish the first of these,
building up your store traffic, you
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should already be running local ad-
vertising and mail campaigns an-
nouncing your special Christmas
merchandise. But beyond the extra
traffic built by your advertising,
there’s a lot of buying power in the
sidewalk traffic which passes your
store. During the next few weeks
this sidewalk traffic will be com-
prised mainly of Christmas shop-
pers. Your most powerful means of
attracting this crowd is your store
front and show-window.

" Remember that most of these folk
will be on gift-buying trips when
they pass your store. Even those
who are not will be easily reminded
of their Christmas shopping if you
suggest it in your show window.
It’s the thing that’s on most folk’s
minds at this time of year, and
they’ll respond readily to any refer-
ence to it. So be sure your show-
window not only “sings out” with
the Christmas spirit, but also sug-
gests all displayed merchandise as
appropriate gift material. You
should also include a sign telling

about your gift-wrapping service.

Select your show-window display
material for its wide general appeal
and its seasonal timeliness. This
material will appeal to folk who are
looking for a “general” type of gift
which they can feel sure will be
pleasing. For those who are looking
for a specific type of music or artist,
you can suggest stepping inside
your store and seeing the wide se-
lection available from your stock.

Unless your store front is of the
modern, all glass design, there’s
more to it than the show-window.
And there’s your front door, too.
All of this should be decorated. It’s
your frontage. Think of it as ad-
vertising space for proclaiming the
Christmas spirit, and make the
most of it.

Make a Sale Every Time

Once you get the people into your
store, the most important thing is
to sell them something. In general,
those who come in are one of two
types: either they already have de-
cided on what t