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CBS is the greatest name in
broadcast . . . research . ..
and recordings. There is

no bigger. .. no more im-
portant trade name in all
television than CBS-
Columbia! Remember,

if it bears the tag “Engineered
by CBS- Columbia,” you know
it’s engineered for years ahead.,

CBS-Columbia’s Power-Tron
Chassis outperforms them all.
Test after test under every con-
ceivable reception condition
has proved the Power-Tron
Chassis to be the finest per-
forming, most trouble-free
power plant in all TV,

Only the best bears

the name CBS.

ROFIT

A brand-new line of the most
advanced, most exciting tele-
vision receivers in Americal A
combination of performance,
beauty and price that will sig-
nify VALULE to all of your cus-
tomers. Featuring low-priced
LEADER models for store
traffic plus STEP-UP models
for easy selling-up and greater
profits for you.

£ PROMOTIO

An intensive advertising plan
pre-selling CBS-Columbia TV
sets to your customers, with
strong national and local adver-
tising plus a complete merchan-
dising plan. Add to this 102 bil-
lion CBS messages a year on TV
and Radio Stations all over
America, and you have the pre-
sell and the promotion to move
merchandise now.
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SMART MAHAGONY

Again setting the industry pace, unveiling for a radio that is a styled piece of furniture.
a whole new market for you—Motorola Motorola’s Mahogany Clock Radio has the
! " presents its newest Clock Radio. This new. famed Golden Voice tone with a timer that
I = Clock Radio, in handsome mahogany will turn on TV programs automatically.
| ® ( : .+ “masterpiece” finish, adds distinction to liv- It is out just in time for your Christmas
Y @'0 Ing room or dining room, fills a very definite profits—it will be one of your biggest traffic-

/ need for a clock in those rooms as well as  builders, biggest sellers!

il
"
%

Model 62CW
mahogany finish
—$59.95+

Now for Bedroom, Kitchen,

” /d 0 0”/‘ Bathroom, Den, Rumpus
(Z 2' (/ /77 VEs // Room or Porch — Now you Pin-Up Clock Radio Model 52CW
can multiply clock radio timer turns on programs automatically

My%" /m ”0/3 Faom sales with the sensational 3 »—$39.95*

Motorola Pin-Up Clock de-
signed for other rooms in

the house—in a choice of
cherry red, leaf green, /
citron or off-white. ;

TELEVISION RETAILING ° November, 1952

*Prices slightly higher South and West, Prices subject to change without notice.



RADIO INDUSTRY

AMERICA’S MOST
POPULAR PORTABLE

Just in time for your Christmas prof-
its—the compact ‘‘camera’’ case
Motorola is out in three wonderful
brand new styles. There’s the tooled
saddle-brown simulated leather style
for every youngster or outdoorsman,
the new Suntan simulated leather and
the green simulated alligator. All AC-
DC and battery, priced at just
$32.95* less batteries.

Those plus the popular royalite
““camera’’ case and the rest of the
Motorola portable line are ready to
make your sales this Christmas bigger
than ever before.

52B-4 Grained
Suntan
simulated leather M

52B-3 Saddle-brown
tooled simulated
leather

T
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World’s largest exclusive electronics manufacturer, Motorola again
scoops the industry with ideas for sales—more revolutionary firsts
in efficient engineering—finer, more detailed styling! Show the
complete Motorola line—discover how the name Motorola opens
the door to greater profits. Yes, the new Motorola line is priced
... sl and styled to bring you a fast turnover and greater sales. See the
simulated alligator §§§§ new clock radios and portables—now—at your distributor’s.

S’%MOtorola%

TELEVISION RETAILING °* November, 1952
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SELLING VHF BOOSTER. ..
AT ANY PRICE]!

FRED J. KIRKMAN, viCE PRESIDENT AND GENERAL MANAGER
BURGESS BATTERY COMPANY
PHOTOGRARHED IN HIS HOME

FREEPORT. ILLINOIS

ALSO MAKERS OF THE

ency

UHF CONVERTER
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O 357 A PHILCO POLICY
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EXCLUSIVE DIRECTIONAL
BUILT-IN AERIAL FOR BOTH

UHF AND VHF

ONLY PHILCO HAS IT!

BRma oY

FOR UHF AS WELL AS VHF, IT TAKES THE AERIAL
/ OFF THE ROOF AND THE ROOF OFF OF TV SALES.
- TELEVISION BUYERS FROM COAST-TO-COAST ARE

DEMANDING THIS EXCLUSIVE PHILCO DEVELOPMENT

| THAT MAY EASILY SAVE $25 OR MORE
: OVER THE COST OF A SEPARATE UHF ROOFTOP AERIAL

TELEVISION RETAILING * November, 1952 ) 5
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1 Vu-Matic recep-
tion—exclusive with
Raytheon, built-in
all-channel tuning
of any VHF or UHF
channel, no strips,
no converters, no
bulky gadgets!

2 One-knob control-—one master switch con-
trols VHF, UHF, radio and phono switch.
Easy, accurate, complete.

3 "Channelite tuning" —high visibility “slide
rule”” tuning window shows you VHF, UHF,
radio positions.

4 Finest fringe reception—because Raytheon’s
“Whisper Sensitive” tuner and circuitry
boosts TV signals about 214 million times.

VHE-UHF Reception

Gives You

5 "Exclus-o-tone” —ecarphone adapter avail-
able for individual listening.

6 Full range AM radio — with Raytheon’s fa-
mous built-in antenna.

7 Tilted picture tube —climinates reflection, is
removable for easy cleaning.

8 Superb cabinetry—craftsman styled, beau-
tifully built.

9 Big picture tube—distortion free, clear, pre-
focused.

10 Easy-roll casters—are convenient, make
moving simple. ;

11 Phono jack—included in all 1953 Conti-
nental models.

12 Full-year warranty—covers all parts, in-
cluding picture tube.

All the features shown above, plus many more,
are in the 1953 Raytheon “'Contfinenfal” line.

Ask your Distributor about Raytheon’s Assured Profit Plan!

Rayth

TELEVISION RETAILING * November, 1952

RAYTHEON TELEVISION
AND RADIO CORPORATION
5921 W, Dickens Ave.
Chicago 39, lil.

There's a Raytheon TV in both “Con-
tinental" and "Suburban" models . . to
fit your customers every home style and
interior . . . to retail from $199.95 to $750
Federal Excise Tax and One-YearWarranty included.
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There’s only one real answer to UHF

The Fairmount, 21-inch open-face con-
sole, is the most popular model in
Arvin’s All-Channel Super 28 line.
Smartly styled, solidly built cabinet in
imported Honduras mahogany, has
oversize casters for easy moving.
Model 7218CM, $399.95. In blonde,
The Claridge, $419.95. Same models,
VHF only, $359.95 and $379.95.

No strips! No converter!
No service calls!

There's a vast difference between makeshift.
UHF “strips” and Arvin All-Channel tun-
ing! The owner of an Arvin All-Channel
Super 28 TV can get a/l VHF and o/l UHF'
stations within range—not just 12—at the:
turn of a single knob! And when he moves:
to another locality, he can get all the VHF'
and UHF stations in that area, with no
adjustments, no new strips, no service call.

There's a difference, too, between a VHF
set with an external UHF converter and an
Arvin All-Channel Super 28 with dual tuner
built-in. The Arvin Super 28 chassis is
engineered throughout for all-channel recep-
tion. Everything is inside the cabinet—and
all channels, both VHF and UHF, are tuned
in on a single knob.

And there’s a vast difference between sets
with “provision’’ for all-channel tuning and
the Arvin All-Channel Super 28 which has
it right now! Who wants to wait to have
a TV made up-to-date in some indefinite
way at some indefinite future time? Arvin
is the first TV engineered and produced
with all-channel tuning built-in. You can
profit handsomely from Arvin’s leadership!

Arvin All-Channel
Seper 28

features 28 tubes*, sensational Phantom
Filter, Dual Power, many other advantages

28 tubes including rectifiers and picture tube assure
distance, picture quality and interference control that
simply cannot be provided by a chagsis with fewer
tubes.

E.xclusive Phantom Filter filters noise from the video
signal, eliminating picture roll, bounce and jitter.

D}ml Power and Cascode Booster Tuner build up weak
signals and prevent overloading by too-strong sig-
nals. No external booster is ever needed.

Other Arv.in advantages for 1953 include increased
?ontrast, increased stability, increased audio output,
increased sensitivity, and decreased noise factor.

Choice of eleven 21-inch and 27-inch consoles,
superbly styled in period or modern.

A few selected distributor franchises are still
available. Write R. P. Spellman, Sales Manager.
Radio and Television Division
ARVIN INDUSTRIES, Inc.
Columbus, Indiana

*Including rectifiers and picture tube,

TELEVISION RETAILING * November, 1952




RELIATRON

Receiving Tubes —
Television Picture Tubes —
Power Tube

Westinghouse proudly announces a completely new division—THE ELECTRONIC TUBE
DIVISION. Its aim is this: To become the leader of the industry in providing better electronic
tubes and better service to all tube users.

To provide this new standard of service to all branches of the electronic
tube industry, Westinghouse has equipped its new tube division with
completely new production, research, and distribution facilities.

Westinghouse RELIATRON Tubes are now available;
many types are on their way at this moment to
distributors, dealers, equipment manufacturers,

government, government contractors.



THE

ELECTRONIC TUBE DIVISION
e Experienced Personnel

e Modern Facilities
e Rigid Standards

Westinghouse offers the electronics industry thirty years of experience
in tube development, application, and manufacture. From this expe-
rience have come many of the tube innovations that today are the basis
for the electronics industry. In all cases, Westinghouse customers bene-
fited by being first with new types. The list at the right indicates
few Westinghouse contributions.

The personnel of the new Westinghouse Electronic Tube Division com-
prise a brilliant engineering, production and sales team—recruited
from Westinghouse's 46 manufacturing divisions and key experts from
throughout the industry. »

Tubes produced by Westinghouse will bear the name . . .

RELIATRON

. . . an unbreakable bond of reliability and electronics. It indicates
performance and dependability on a new scale for the electronic tube
industry.

Look at This Brilliant
History of
Westinghouse
Electronic Tube
Achievements:

% The Westinghouse-designed WD-11
tube was the first dry battery type and
was part of the first commercial radio
receiver ever produced in America.

% Westinghouse was the first manufac-
turer to develop and mass-produce tubes
utilizing an indirectly heated cathode.

* Westinghouse designed and produced
the first ac-operated detector tube, the
Type 27.

% Westinghouse established the first
commercial radio broadcast station,
KDKA, in 1920 and thus opened the mass
market for home radios.

% Basic development and demonstration
of the cathode ray television system was
performed in Westinghouse laboratories
and patented in 1929.

* Westinghouse developed and intro-
duced both electromagnetic and electro-
static types of cathode ray tubes in 1930.

* Westinghouse design engineers in-
vented the Ignitron, which solved long-
standing problems of precise, high-speed
switching of heavy electric currents.

% Westinghouse pioneered in high-pow-
ered transmitting tubes for use in both
pulsed and CW radar applications. The
famous Westinghouse Type WL-530 was
in the Pearl Harbor radar set which gave
the warning of the approach of Japanese
planes in 1941, This tube led the way to
all subsequent radars.

THESE MEN LEAD THE WESTINGHOUSE ELECTRONIC TUBE DIVISION TEAM

HAROLD G. CHENEY,
General Sales Manager:

A Westinghouse tube and lamp saies
executive for 31 years, Mr. Cheney
was appointed General Sales Mana-
ger of the Electronic Tube Division
in August, 1951, Prior to his appoint-
ment he was assistant to the general
lamp sales manager and supervisor
of lamp sales contracts. He was a
key factor in giving to the lamp
industry the stabilizing influence of
Westingh ’s fair, sound busi

and sales policies.

v

EUGENE W. RITTER,
Vice-President and Ma nager:

For eight years he was with the
Corning Glass Works as vice-presi-
dent and director, later president of
the Corning Glass Works of South
America. Previously he had been
employed by the Radio Corporation
of America for 12 years as a member
of the Radjo Tube Design and Devel-
opment Division, manager of the
Radiotron Company, later vice-pres-
ident of the RCA Manufacturing
Company.

JAMES L. BROWN,
Manager, Receiving

an,
Cathode Ray Tube Sales:

For 14 years Mr. Brown was an elec-
tronic tube and apparatus sales
executive and engineer for the
General Electric Company—on the
West Coast for 7 years and later as
central regional sales manager for
receiving and television picture
tubes. He is a former purchasing
agent of Hoffman Radio Company.

M
DR. E. A. LEDERER,
Manager of Engineering:

He was formerly chief engineer for
National Union” Radio Corporation
and for 17 years was a member of
the tube development staff of Radio
Corpor_atmn of America. He partici-
pated in early vacuum tube devel-
opment work with the Westinghouse
research and engineering  staffs
from 1923 to 1930,

JOHN J. DOYLE,
Manager, Power Tube Sales:

A veteran of 25 years’ Westinghouse
service, Mr. Doyle was manager of
electronic tube sales to distributors
prior to his present appointment.
Previously he was manager of elec-
tronic tube parts sales and has held
various sales executive positions in
the Lamp Division, -




‘WESTINGHOUSE IN ELMIRA, NEW YORK

360,000 square feet of steel, glass and brick designed for one thing
—to house the most efficient electronic tube production in the world.
iHere, completely modern straight-line exhaust, Lehr, and screen set-
ling equipment produce Westinghouse RELIATRON Television Picture
ubes of unsurpassed quality. Here also are produced the famous
‘Westinghouse line of power, transmitting, industrial and special purpose
ubes. Plant layout is designed around efficient, straight production
jiines. Into them feed raw materials and sub-assemblies. From them,
es enter an exacting testing cycle. To assure prompt delivery, tubes
re loaded directly into trucks or railroad cars waiting on Westing-
Ehouse's own spacious rail siding. Here at Elmira, too, is located the
theadquarters of the Westinghouse Electronic Tube Division with sales,
ngineering and production management ready to extend a warm
welcome to you.

Wettiaghauis
‘N 1
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WESTINGHOUSE IN BATH, NEW YORK

Located at Bath in the scenic Finger Lakes region of upstate New York,
this Westinghouse Receiving Tube Plant is another 220,000 square
feet of modern production efficiency. It lies only a few miles from a
major source of glass tube envelopes. It is served by sidings of one of
the nation’s leading railroads—only hours away from all principle
markets. It is less than one hour from the Eimira factory and the advice
and supervision of the Division's headquarters staff. Here at Bath, the
most modern cathode-coating, grid-winding, spot welding and sealex
equipment is operated by the industry's leading craftsmen. Famous
Westinghouse quality control standards rule from raw material to
testing of finished tubes. From this plant are shipped the finest re-
ceiving tubes in the industry— Westinghouse RELIATRON Tubes.
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TUBE RESEARCH AND DEVELOPMENT

The Westinghouse position of leadership in electrical and
electronic manufacturing is founded on the untiring efforts of
its research staff. The Electronic Tube Division is already at
work improving present tube types and developing new

types for superior service and new applications, including
UHF.

QUALITY CONTROL

RELIATRON tube performance is assured by an exacting
program of quality control. Every step in the manufacture of
RELIATRON Tubes—from raw materials to finished product
—must meet standards which are the toughest in the industry.

ENGINEERING AND SALES SERVICES

Whatever your problem, whether you are an equipment

~ manufacturer, government laboratory, or parts distributor,
- You will find Westinghouse sales representatives and appli-

cation engineers in your area at your service. Sales and
engineering offices are located strategically throughout the
country to serve you.

ADVERTISING

Trade acceptance of Westinghouse RELIATRON Tubes will
be supported by a nationwide advertising campaign second
to none. Technical data, pricing service and application in-
formation are available to all tube users. Sales promotion
programs for distributors and service dealers will be hard-
hitting, sure sales builders. Your product or service will profit
from consumer acceptance built by the tremendous national
advertising of the name “'Westinghouse."

DISTRIBUTORS, EQUIPMENT MANUFACTURERS,
WRITE NOW

For complete information on the Westinghouse line of
RELIATRON Receiving Tubes, Television Picture Tubes, and
Power Tubes, write or wire Westinghouse Electric Corpora-
tion, Dept. 101, Elmira, New York. Or calil your nearest
‘Westinghouse Electronic Tube Division Sales Office.

YOU CAN IRE...iF 7S

WESTINGHOUSE ELECTRIC CORPORAHON,

~ EB-10]

et

TUBES are backed

A, This exclusively
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-Westinghouse quality control test
setis one of a large battery of equipments which
provide you with tubes of the highest quality and
reliability.

Basic and application research are of prime im-
portance in the Westinghouse Electronic Tube
Division's plans. Such research has helped build
the tube industry, and has made Westinghouse
dominant in development.

gd'irs'd,du
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Sealex units at Bath, New York, turn out
miniature tubes for government and com-
mercial use. From here, tubes enter a rig-
orous program of checks and testing.

Here, an early Westinghouse WD-11 tube,
one of the earliest types ever made, is
shown just as it was used in the first com-
mercial radio receivers.
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ELECTRONIC TUBE DIVISION, ELMIRA, N.



More appliance dealers use

| Commercial Credit financing

‘than any other national plan

NO NEED TO TIE UP WORKING CAPITAL COMMERCiAL CREDIT HELPS MAKE SALES — Shown

The CoMMERCIAL CREDIT PLAN offers dealers everything o F]ere (right) ta.lking to t\fvo meml.)ers of his organization
- o . . lesale is Mr. ]. H. Baine, Jr., Vice President of The Crenshaw
they n,eed in the waj of fmancmg <+« from who e.sa Co., Memphis, Tenn., users of the CoMMERGIAL CREDIT
financing of floor stocks right down to the last detail of b PLox throughout their entire 14 years of business.
retail financing, credit inV@StigatiOH, collection, adeSt' L The Creashaw Company likes the flexibility and
ment and prospect follow-up. This plan enables dealers | complete service CommErcisL Crepit offers . . . also

to free their working capital for use in their business. B (hc qid that it gives customers in buying products they
couldn’t afford to buy outright.

FIND OUT HOW COMMERCIAL CREDIT HELPS BUSINESS
LOOK UP — Ask your distributor for a copy of “Buy
and Sell with Sound Financing,” or contact your
nearest CouMERCIAL Creprr office. This interesting
pamphlet gives complete details ‘on COMMERCIAL
CreDIT’S many benefits. There is no obligation.

COMMERCIA:L CREDIT
CORPORATION

A subsidiary of Commercial Credit Company, Baltimore
... Capital and Surplus over '$125,000,000 . .. offices
n principal cities of the United States and Canada.
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Telechron is a trademark for products of Telechron Dept

-, General Electric Co., Ashland, Mass.
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" SILVERTONE Look, five gifts in one !

2 clock-radio with (C/Mum c/m’-//)ﬂaf

LR i ol STt k7 g sy menbes gt Tanly

WESTINGHOUSE

This full-color, center-spread ad appears Nov. 22 in The Saturday Evening Post to send
Christmas business your way. Prepare now with a display of clock-radios with Telechron timers.

ZENITH

25 leading brands vote Telechron timers first | |
—in quality, value, and customer acceptance

Want to know why 25 leading clock-radio makers chose But you're the man to profit most from these advantages.
Telechron timers? Make sure the clock-radios you sell are equipped with Telechron

They studied the record of Telechron timers . . . the timers timers. They mean greater assurance of greater sales. Telechron
that pioneered the clock-radio market; how many hundreds of ~ Department, General Electric Co., 1411 Homer Ave., Ashland,
thousands have been in continuous use for years. They studied ~ Mass., US.A.
the construction of Telechron timers . . . quality materials, superior
lubrication and dependable operation. They considered the sales -
advantage of the exclusive signal alarm available on Telechron M, J 7 ‘ e
timers . . . its extra wake-up insurance about 10 minutes after ) ¢ / : 17
radio turn-on. And they weighed the value of the Telechron § O 6 €(/ M()}L '
trademark . . . its prestige with the buying public.

MARK OF TIMING LEADERSHIP

TELEVISION RETAILING * November, 1952 B4 s » 15
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* High signal-to-noise ratio for less “snowy” pictures.

»*

Wide band amplification for sharp pictures free
from “smear”.

% Complete neutralization for stable operations.
* Large, handsome dial face for easy reading. Here's the power boost needed to get the MOST from any TV set!
* Operates on 115 V.:A.C., 60 cycle current. It improves the picture because it increases contrast . . . minimizes
* Aftractively styled cabinet with mahagony ghosts, snow and interference and actually STRENGTHENS the
grained polished finish . . . matching the rotor . oo
control cabinet. . . together making the TV signall Easily installed — simple in operation —a welcome addition
TWINS...the ideal combination for the MOST to any home.

in TV reception.

The Perfect Partner to the CDR Rotor...they go together

THE RADIAR?! CORPORATION CLEVELAND 13, OHIO

VIBRATORS « AUTO AERIALS . TV ANTENNAS . ROTATORS + POWER SUPPLIES
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When you sell a Zenith television receiver
during the Christmas rush, you do more than
pocket a profit. You put an enthusiastic sales-
man and demonstrator to work for you—for free!

For Zenith Quality TV makes satisfied cus-
tomers. Even small hidden parts far exceed
standard specifications to assure long, trouble-
free performance that makes boosters of buyers.

And there are so many things for the Zenith
owner to show off and brag about to friends.
There’s the big, fine grain picture with clean
contrasts that makes viewing a pleasure even

e Long Distance Reception. 1953
Zenith TV pulled in 209 clearer
pictures up to 25% farther than
leading makes tested against it in
17 fringe areas. ’

e Built-In “Picturemagnet’’ An-
tenna. Compare the picture it
pulls with any other built-in an-
tenna. You'll see why Zenith ends
need for outside antenna in so
many locations where an inside
aerial never worked before.

e SRR LA R e et

SLONG DISTARCE # RADIO
and 'I‘EI.EVlSION

COPR. 1952, ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOlS - o“nf,' L
A it b i ST L R Bl

g # S
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% YOU GET AN AFTER-CHRISTMAS
SALESMAN WITH EVERY NEV
LENITH YOU SELL

in a small room. There’s one-kpob tuning that
brings in perfect sound and picture even when
tuned blindfolded.

There are exciting exclusives as optional
equipment: the “Lazy Bones” Remote Control,
the “Private Phone” TV Earphones for the hard-
of -hearing.

These features turn anyone who gets a Zenith
for Christmas into an after-Christmas salesman
for you. And just to be sure that every one gives
the whole sales story, tell customerg about these
Zenith advantages, too:

¢ Any-Channel Reception. Addition
of exclusive Zenith channel strips
ready any Zenith ever sold for
any new UHF or VHF telecast.

e Big 17, 21 and 27-inch Screens.
Cylindrically shaped front of pic-
ture tube permits wide angle
viewing. Room-light reflections
go below eye level.

o Fine Furniture Styling.Elegant Pe-
riod cabinets, dramatic Moderns.
Table, console and combinations.

St e e A R

o

FOR SELLING QUALITY, FEATURE ZENITH
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back in 1910 and has since pro-
duced more than 3 million.
Hotpoint was first to produce
acompletely automaticrange
with automaticoventime and
temperature controls, and
was first with the hermetic-
ally. glass-sealed Calrod®
Heating Unit. Hotpoint engineered
and perfected Pushbutton Cooking, and
will continue to lead, with a complete line of 1953
ranges featuring Super Calrod Uanits-and king size
Super Ovens.

PR

® Hotpoint Refrigerators and Food Freezers...
aessm=™ Hotpoint engineered and perfected

the first combination Refrigerator-
Freezer, and was first to
introduce the Butter
! Bin. Hotpoinc’s
Thriftmaster® Unit
—the original her-
metically sealed re-
: frigerating unit—enjoys
the most trouble-free record in the industry.
Hotpoint Food Freezers were the first with
removable storage baskets and the aluminum
freezer liner which have now become the
standard of the industry. The convenience
features of Hotpoint Super- Stor refrig-

9 erators and freezers are unequalled
% throughout the world. Hotpoint
will continue to lead the

\ industry in 1953 with its
\* revolutionary new
" Frost-Away
system.

A full line of major appliances thoroughly proved through engineering iﬁ;
leadership, public acceptance, customer satisfaction, trouble-free operation, fh
and dealer profit. L Y
. )
® Hotpoint Dishwasher and Disposalls®
. . : «««Hotpoint introduced the first practical o
° Horpo:-:;::?;C::I:egsre%?:(;l.e;:(l;licc)(r;::gne[ Automatic Electric Dishwasher over 22 i

years ago, and was first with gasketless
door front-opening and top-inlet rotary
spray. Hotpoint was first with the double.
washing and ouble-rinsing cycles, and was first
with electric-heat §rying. Hotpoint engineered the first eleceric ;
food-waste disposer with a control cover which governs the
rotation direction of the reversible impeller. Hotpoint simpli-
fied disposer installation with the Disposalls that can be ro-
tated 360° to fit existing plumbing connections, and will con- :
tinue to lead the field in 1953 with amazing new developments.

o

G

e

® Hotpoint Home Laundry Appliances
8 ---Hotpoint features a complete line of
HomeLaundry Appliances— Automatic
Washers, Electric Dryers and Rotary
Ironers. Hotpoint revolutionized the
Dryer industry. with the first sealed.
chamber electric Dryer. Hotpointin-
troduced the first single-control
Automatic Washer wheanitdesigned
the WOND-R-DIAL, and was the
firstmajor manufacturer to employ
fluid-drive in washers. Hotpoint will continue to lead
the field in 1953 with sales-impelling new develop-
ments in the Home Laundry field

i ® Hotpoint Electric Water Heaters...
Hotpoint pioneered the electric
Water Heater and has pro-
duced over one million .or
V4 of all those in use to- i

day. Hotpoint engineered

the first pressurized conduction heat.
ing—Calrod Magic Circle Heat, and
developed the double-throw
thermostar for faster hot
water recovery. Hotpoint

willlead the fieldin 1953

witha complete line of

conventional and
table-top models.

RANG)E *REFRIGERATORS

]
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*DISHWASHERS - DISPOSALLS®. WATER HEATERS
HOTPOINT Co. (A Division of General Eleciric Company)

5600 West Taylor Street « Chicago 44, Hlinois

B NGB SN S T
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g back up Hotpoint’s faith in the future

® Hotpoint was the first electric appliance manu-
facturer to promote its products through national
advertising. Always a leader in national magazine
advertising, Hotpoint now triples its advertising im-
pact with its new radio and television smash-hit—"The
Adventures of Ozzie and Harriet”—on a full coast-to-
coast radio and television network.

® Liberal local dealer cooperative advertising.

. ® Hotpoint pioneered and developed the successful full-

. line selling technique... muliiple sales through en-
J semble selling of complete All-Electric Kitchens and

. Home Laundries.

® A year ‘round promotional program backed by a full

line of products to create appliance sales and profits the
year 'round. No off-season sales slumps.

® Comprehensive sales training program for group or
individual training.

@ Kitchen planning tools and techniques to expand
multiple sales and ensemble selling.

® One source of supply with all'the advantages of

coordinated promotional programs, preferential

service, simplified accounting and credit benefits,

plus the complementary effect each product in
the line creates for the others.

Ll ® Hotpoint's full recognition of the fact
that jts success and growth are,in a large
measure, dependent upon the volume
in which it is able to distribute its
products to the consumer
through retail dealerships.
Therefore, it is, and
alwayswillbe,
Hotpoint’s

T
- E@wg «e;ﬁ i
e
WL e
E

A completely coordinated and proved retail merchandising program
to pre-sell Hotpoint products, plus a program of expanding facilities to

%

A

PRINCIPLES -\

%

of the major electric appliance business.

foremost business policy to place ac the
disposal of its dealers every sclling advantage
within its power.

Hotpoint—the world's largest exclusive man-
ufacturer of electric appliances—supports its °
faith in the future of the appliance business i
with—

® The world’s largest range plant devoted exclusively

to the manufacture of Hotpoint Ranges.

® The world’s newest refrigerator plant devoted ex- i
clusively to the manufacture of Hotpoinc Refrigerators.

® Seven other huge plants devoted to the manufacture
of a full line of better Hotpoint products for more people
ac less cost. |
® Expanded engineering program of research and
development to even further Hotpoint's product su-
periority.

® Continued introduction of new proved products to

expand All-Electric Living to every room in the

house.

This 18 Point Franchise Program cov-
ers the advantages enjoyed by Hot-
point dealers. Before re-franchising,
why don’t you talk to your Hotpoint
distributor and get the entire
profit story. If you're inter-

ested in growth, expansion,

and profits, Hotpoint’s

Full-Line Franchise
was developed
with you in

mind.

B

coven Phoducti!

"FOOD FREEZERS - AUTOMATIC WASHERS - CLOTHES DRYERS - ROTARY IRONERS - CABINETS

| TELEVISION RETAILING * November, 1952

19




Db GAIN

A TUNED DIPOLE

MOST POWERFUL TV
EVER DEVELOPED FOR

FRINGE & OUTER FRINGE AREAS

&

@

STACKED ARRAY F(IP OUT PRE-ASSEMBLED ALL ALUMINUM
QUICK RIG DOWEL REINFORCED £LEMENTS

® Motorless Al_i

ANTENNA
HOME USE

10 Times More Powerful
Than Stacked 10 Flement

Yagis . .

Extends Fringe Area Recep-

tion for an additional 40
Miles

plus

@ Preassembled Quick Rig Flip Out Assembly
® Less Than %2 Cost of Single Channel Stacked Yagi _
@ U. S. Pat. Nos. 2,585,670, 2,609,503—Others Pending

MONEY-BACK GUARANTEE

Yagis, 4-Bay Conicals, Fans, Double V’s Efc.

_To‘ Outperform Any Present Day Antenna Array
' Using a Rotomotor, Including Stacked 10 Element

LIST PRICE

$97 .60

MODEL AD 2.8

ORDER NOW-—DON'T

DELAY

ANTENNA CORPORATION

70-07 Queens Blvd., -

Woodside 77, N. ¥.

Radio and TV Receiver Production

v . Radio

Sept. 1952 Home 309,459

Battery 138,622

Avuto 228,290

Clock 178,456

Total 719,310 854,827
First nine months

through Sept. 1952 Home 2,561,018

Battery 1,005,668

Auto 2,020,350
Clock 1,128,817

Total 3,666,407 6,715,853
Year 1951 5,562,000 12,895,000
Year 1950 7,520,000 14,630,000

Broadcast Stations in U.S.

AM FM v
Stations on Air 2360 628 110 VHF &
= 1 UHF
Under Construction 132 68 38 UHF &
(CPs) 11 VHF
Applications Pend- 265 n 296 UHF &
ing 445 VHF

West Coast Audio Fair

Preliminary plans for the Audio
Fair-West Coast were discussed at a
recent dinner meeting by interested
southern California sound equipment
distributors, representatives and manu-
facturers. Dates have been set for
February 5, 6 and 7, 1953. W. L. “Bill”
Cara, 4245 Normal Ave., Hollywood 29,
Calif, was elected Fair manager, and
a temporary advisory committee was
named pending appointment of a per-
manent 6-man committee consisting of
2 distributors, 2 representatives and 2
manufacturers.  Particular emphasis
was placed on the fact that the Audio
Fair-West Coast will be conducted in
the interest of the audio industry as a
whole. Contracts for exhibition space
will be available shortly, and all com-
munications should be made direct
with the Fair manager. Attending the
initial meeting were “Cap” Kierulff,
Kierulff Sound Corp.; Milt Ealy and
Dick Hastings, Ealy and Hastings; Ernie
Van Leeuwen, Magnetic Recorders Co.;
Harry Shaffer and Jack Gunter, Holly-
wood Electronics; W. T Cara, Fair
manager; Lee Owens, Lee H. Owens
Co.; H. P. Swanson, Radio Produects
Sales Co.; Jim Pelham, Figarts Radio
Supply; George Tivy, Geo. S. Tivy Co.;
Boyd E. McKnight, Minnesota Mining
& Mfg. Co.; Dave Marshank, Marshank
Sales Co.; Gene Rothman, Hollywood
Radio Supply, Inc., Robert Newcomb,
Newcomb Products Co.; Wayne Gra-
ham, Radio Recorders Equipment Co.;
and Phil Kudler, Universal Radio Sup-
ply Co.

Southwestern Reps 4th
Annval Conference Plans

The Southwestern Chapter of “The
Representatives” announce that ar-
rangements have been completed for
the Fourth Annual Southwestern Elec-
tronic Conference to be held in Jan-
uary 1953 at the Fort Clark Ranch,
Brackettville, Texag. Preliminary sur-
veys indicate that this conference will
break all attendance records.

TELEVISION RETAILING » Novemberﬁ 1952
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AMERICAN KITCHENS
BENDIX
CROSLEY

CROSLEY BROADCASIING

Lp LS CoRPORATION
N eant oo emm} Oh a CROSLEY

DEALER “CLICKS” WITH CRASLEY

AFTER TRYING OTHER BRANDS

Bored with retirement, Steve Pen-
dleton jumped back into business
when he opened a television store
1n Seattle.

Steve wasn’t too successful at first
—but when he added the Crosley
line everything seemed to ‘“click.”

“] had been stressing quality and
dependability,’ explained Steve
Pendleton,‘“and Crosley had both. I
wanted a well-known brand backed
by national advertising—and again
Crosley had it. In short, I was sold
on Crosley and I sold Crosley.

T sold a lot of Crosleys by renting
them,” said Steve. “Once my cus-
tomers saw Crosley’s superior per-

. e formance, they wanted to keep their
Steve Pendleton was first to offer free sets. I allowed them to use their
home trials in Seattle, Washington. paid rental fees asdown payments.””

Wide Crosley TV assortment backs up Steve Pendleton’s consistent and friendly
advertising. He stresses quality, performance, dependability . . .”and Crosley
has them uII e

; SPECIAL TRANSMITTER TESTS
EVERY CROSLEY BEFORE IT
LEAVES THE FACTORY

This special transmitter produces the tech-
nically perfect TV signal which every Crosley
set is factory-adjusted to receive. A television
set must be good if it passes the rigid testing
of this transmitter. And every Crosley set
must and does pass the Tele-Test before it
leaves the factory. That’s why Crosley sets
3 normally need no further adjusting. This
All Crosley sets are adjusted 10  careful testing backs up your selling message,
this test transmitter’s broadcast. ““You can seeiit better on a Crosley TV.”

[ WABlees |

E_,, says ¥

ul"l'll . ||l “;

“There are definite reasons why a
dealer should carry one line today.
For one thing, it is very difficult for
him to try to follow the policies of
many different companies, particularly
in their service and promotional ac-
tivities.
* * *

“‘Advertising these different products
leaves the public confused as to what
kind of dealer he is. His advertising
loses continuity.

* * *

“However, when he advertises the
products of one company, each ad
that he runs helps every other product
in the line, and he creates confidence
in his customer’s mind. In other words,
the dealer becomes convincing, and he
does not have to resort to cutting
prices merely to develop a sale.

* * *

“Both dealer and manufacturer bene-
fit when a dealer handles only one line.
Loyalty and friendship build up over
a period of years which couldn’t exist
in any other way.

* * *

‘“We stand ready to help dealers see
that they are properly located with
the right size building; work with
them to get their financing on a sound
basis; help them. organize both from a
management and sales standpoint;
and assist them in active sales and
promotion activities.

* * *

“We are in a new and different kind
of market and we must change our
ways if we are to succeed!”




“ON THE BEAM?”........uwith CROSLEY TV

SKILLED CRAFTSMEN USE ONLY FINEST

WOODS TO MAKE CROSLEY TV CABINETS

Every Crosley cabinet is expertly crafted and
styled by skilled cabinetmakers. They’re all fine
wood—mahogany, blond, maple. Not a metal or
plastic cabinet in the line.

b, 8 B8 IS UL
CROSLEY’S PRECISION CIRCUITRY ADDS
SENSITIVITY—CUTS SERVICE CALLS
.30 years of electronic experience go into every
Crosley television set. The new and advanced

Crosley circuitry is designed to receive sharper,
clearer pictures and make field service simple.

TV Rentals Turn Trade-ins

“Our rental service to hospital p

What do you do with your old trade-
in sets? Bill Bigner, Cincinnati
Crosley dealer, rents them and
makes money! Not only does he
make extra profits from rentals—
but he now can afford to offer

G

AR

Wi
50

with your best
sales story
Send your story to
”On the Beam,”
Crosley, Cincinnati
'25, Ohio

P N !
atients keeps our name constantly
before the public,” says Bill Bigner,
who rent our sets think of us first w

AANARRREURAR,

“After installing a television set, or any other
appliance, our serviceman calls the store. The
store manager asks the customer if she is com-
Pletely satisfied with the installation and does
she fully understand how to operate the set.
If she does not, the serviceman tells her every-
thing she should know. This personal interest
builds good will, extra sales and cuts down on
a lot of useless and expensive service calls.”
Harry J. Miller, THE LITTLE RADIO SHOP, 607
Wynnewood Road, Philadelphia 31, Penn

Cincinnati Crosley dealer. “Those

hen they buy a new TV.”

higher trade-in allowances toward
new, big-screen Crosley TV sets.
That means more trade-in busi-
ness. Bill rents his old sets to hos-
pitals, convalescent homes and
business organizations.

| GuecrostEy Give CROSLEY
? e istimad—.

ke Clistmas. et Chas

COLORFUL CROSLEY See how Crosle
STORE DISPLAYS
TO BRIGHTEN YOUR

CHRISTMAS SALES

work in your window,

y’s bright Christmas pixies
beckon the window shopper into the store!
They can do the same busin‘ess~catching Jjob
for you! Call up your Crosley distributor
today. He’s ready to put these pixies to

Indiana

\ A
g ™ o=
 Give. CROSLEY |

‘‘Price-wise and discount-wise the
1953 Crosley TV line is the hottest <*™!
on the market. The line is properly
merchandised from the low-priced
leaders right to the big consoles. r
Our salesmen find it little trouble to s P cus-
tomers up from the leaders to higher-priced
custom sets.””

Mr. S. Ackerman, Barrett’s, Indianapolis, Indiana

;‘\“} /;///

y , v \\\

“About 3 years ago we decided to
# handle only Crosley. Since then
¥) our TV saleés volume has increased
steadily. Crosley’s distributor, The
Capital Paper Company, backed
all the way with plenty of

most profitable business moveswe’veevermade.”’
Mr. R. W. Greenberg, Kirk Furniture Co., Indian

B
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*Trade-Mark
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Unlike most com-
ponents in the TV set, the shortcom-
_ings of the picture
tube cannot be made up through
adjustments of the associated circuitry.

The end result, the picture,sells the set.

Because they know they can depend upon

the consistently high quality, more and still more
set manufacturers are specifying Du Mont Teletrons.
There is nothing finer.
So insure peak performance by specifying
Du Mont Teletrons. Technical data on the many sizes

and types, sent on request.

CATHODE-RAY TUBE DIVISION
ALLEN B. DU MONT lAB»ORATORlES,‘ INC,, CLIFTON, N.J.
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ELECTRONIC TECHNICIAN

@ﬂiEyoyR BUSINESS A LIFT
with the

Bonded Electronic Technician E@rog‘m’m !

The above seal means a good deal to every Service Dealer who can display
it. Thanks to Raytheon’s national magazine and radio advertising, the pub-
lic accepts this seal as the mark of a capable, reliable thoroughly honest

Service shop — a shop whose technical ability, business ethics and Bond are
above reproach.

Once a Service Dealer

gains this consumer confidence he has cleared the
biggest hurdle in the rac

e for more volume and profit.
And here’s the best part of all. If you can qualify as a Raytheon Bonded
Electronic Technician, this priceless sales stimulator 7 yours without cost.
Raytheon has financed this program for over six years as
their investment in your future.

Better contact your Raytheon Tube Distributor today,
and see if you can qualify for this exclusive sales advantage.

~

| _ Teleeiset
A\ Ruic r‘u“s

RAYTHEON MAKES ALL THESE:. =

TELEVISION RETAILING November, 1952
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{ ° Ideal display space
y L > 4 for :_bo'o'llis?, bric-a-brac
A ’ ; jfhe Michigan

I i " : Model 2173 . :
with Model 200 M Base

W ' <P ~ Provides stylish setting
for floral arrangements
The Ari.xona

Model 21X3
with Model 300 B Base

o
1

and tow the publie
/s gothg for émt

One more way that

TELEVISION RETAILING.* November, 1952

BENDIX RADIO TELEVISION AND BROADCAST RECEIVER DIVISION ®

Drawer can accommodate
3-speed record changer

The Michigan
Model 2173
with Model 201 M Base

Ample storage space for
magazines, TV schedules, etc.

The Arizona
Model 21X3 ;
with Model 301 B Base

For real “sock” appeal to budget-minded customers,
you can’t beat these handsome new Bendix 21" table
models. As your own eyes tell you, they do look just like
full-scale consoles.

The trick is the cleverly-designed, exclusive Bendix bases
—far superior in appearance and utility to any other
table model bases on the market. The Bendix bases
measure 25" wide, 22%4” deep, and 16” high. In combi-
nation with the new receivers, they form an attractive
38”-high unit that any prospect would be glad to own.

No surprise then that customers are going for this great
new Bendix* TV styling development in a big way. And
so are Bendix dealers! Why don’t you get full details
on the Bendix profit story?

*REG. U. S. PAT. OFF;

e’ helps you sell more and profit more!

AVIATION CORPORATION — THE NAME MILLIONS TRUST

BALTIMORE 4, MARYLAND

25
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Revere’s new highs in recording quality brings you

new highs

in prof

Now REVERE brings balanced tone to tape %\
recording! It’s a difference your customers can
hear . . . a difference that brings you new highs

in -tape recorder profits.

Voices and music play back as real as life . . :
from a whisper to the highest soprano note,
Revere brings fidelity heretofore obtainable only
In expensive professional broadcast equipment.

Then—when you show your prospects how easy
the Revere Tape Recorder is to operate and

to carry—and mention the low price—you’ve a {
sale that sings the “‘high notes’ in profit. X-‘f i

Cash In Now on the
Trend to Tape Recording

The age of the tape recorder is
here—for any age! More and more
people are becoming interested in
tape recording . . . not only for
home and study use, but also for
business and sales training. By
displaying a complete line of
Revere Tape Recording equip-
ment now, at the upsurge of tape
recording interest, you profit from
the “ground floor”” UP!

You're Backed By THE STARS!

When famous concert and stage
stars personally use and en.
dorse Revere—you know
you’re on the right band-
wagon! Names like Artur
Rubinstein, Gladys
Swarthout, Mario Lanza, Tony
Martin, Patti Page, Dan Dailey
—all ardent Revere users—help
you sell Revere!

REVERE CAMERA co. -

26

4

High in praise of Revere’s
fidelity is Elena Nikolaidi,

outstanding Metropolitan star-

Revere . Futoned'Time’” Tape Recorder

Balanced Tone Control gives fidelit

Yy comparable to professional broadecast,

equipment. Exclusive Index Counter permits instant location of any part
of the recorded reel. Instantaneous automatic key-controls. Two full hours
of play . . . light-weight portability, and magnificent styling.

T-700— Complete with microphone, radio at-
tachment cord, 2 reels (one with tape) and
carrying case. . ... ... .. ... $225.00

TR-800—Same as above with built-in radio
........................... $250.00

T-500—Deluxe— 2-hour play..... $179.50
TR-600—Deluxe —Built-in radio . . $219.50
T-100—Standard— 1-hour play.. .$169.50

TR-200— Standard — Built-in radio.$209.50 . .-

CHICAGO 16, ILLINOIS

TELEVISION RETAILING November, 1952




So Supem’or it can be
sold with a One Full Year
Guarantee—in writing)

Ready for immediate delivery, here is a sensational //
. new TV value from Hallicrafters! The gleaming, y
modern plastic cabinet frames a big 20” tube with J:

non-glare tilted glass front. And this new set is sen-
sibly priced to give dealers a good profit plus an edge
on competitive makes. Priced to give customers top |
value for their TV dollars!

Hallicrafters Model 1075—Unmatched picture quality in 20”

rectangular wbe. Clean, modern lines executed in rich mahog-
any finish. Control panel is in smart Hallicrafters Smokey
Black. Easy tuning — steady, clear picture.

Model 1074 available in blonde.

AUTIFUL NEW 20’ TABLE MODEL, PRICED TO GIVE CUSTOMERS
- TOP VALUE...TO GIVE DEALERS A GOOD PROFIT!

QZMZZZ'Z?)/ ... Easier to Sell

because it’s easier to prove!

Claims of quality can be made by many. Proof of .
quality can be assured by few. h(l“l(l‘(lﬂel‘s Gllﬂr(lmee
. S Among all manufacturers in the United States to-
s/ day, Hallicrafters has the largest experience in build- ; to your customers
ing precision .instruments of communication using
television frequencies!

—in writin g/

7 The Hallicrafters name and Hallicrafters perform-
/ 1 & P ..
ance are famous around the world and Hallicrafters ; __E.very. H;Il.lxcraf.t;rs T‘:evmo';( Rf'
. . : e i
equipment is used by 33 governments. ceiven I8 bu L e I
, ; precision that we give you a written
Why follow the false prophets of profitless low 3

. i ; RN ; warranty on &/l parts for one full year
prices or out-of-reach bigh prices? Major in the qual- from date of purchase, at no extra

N g i . a._ . a p
ity that’s easier to sell—Halh:crafters qua.hty—.e:asxer 4 cost! You take no chances on costly
to prove—guaranteed to your customers in writing, 7 7 replacements. Each Hallicrafters set is
\ Phone, wire or write for complete details today ... ;" W precision-buile for gunaranteed quality
L Hallicrafters Company, Chicago 24, Illinois. yi i and your protection is in writing!”

Profit with Hallicrafters . .. ,
the Quality Line at Sensible Prices! y

World’s .leuding Manufacturers of
Precision TV and Radio




MODEL 127 HF ""CATALINA"''
PLUG-IN FONOGRAF Automatic
3-speed "push-off” plugs into radio,
TV or amplifier. Russet and cream
(R-127 HF), burgundy (B-127 HF) avail-
able. $61.50. 127-27 HF equipped for
plug-in of magnetic cartridge. $56.75.
127-270 HF equipped with G.E. Triple-

MODEL 121 DISKCHANGER
Play Cartridge. $62.50. UL approved.

Automatic 3-speed for modernizing o
dated combindtions. Forest green g
gray (F-121), burgundy (B-121) ave
able. $49.50. 121-270 equipped w
G.E. Triple-Play Cartridge. $51.75

MODEL 126 HF DISKCHANGER
Automatic 3-speed 'push-off” for re-
placement or high-fidelity custom in-
stallations. Russet and cream (R-126
HF), burgundy (B-126 HF) available.
$55.50. 126-27 HF equipped for plug-
in of magnetic cartridge. $50.50

NEW STYLING...
MODEL 122 "DECORATOR” PLUG-IN | NE_w COLORS‘ i NEw PROD UCTS

FONOGRAF Automatic 3-speed plugs
into radio, TV or amplifier. Forest green
(F-122), burgundy (B-122) available.
UL approved. $53.75

&

MODEL 123 *'JUBILEE” FONOGRAF
Avtomatic 3-speed fono for any room.
Forest green (F-123), burgundy (B-123)
available. UL approved. $63.50

MODEL 134 ""MAESTRO" FONOGRAF
Manual 3-speed in portable base reflex
case. Forest green and gray (F-134),
burgundy (B-134) available. UL ap-
proved. $49.00

MODEL 124 "HOLIDAY" FONOGRAF
Automatic 3-speed portable fono. For-
est green (F-124) burgundy (B-124)
available. luggage-type case. Ut
approved, $87.50




MODEL 166 PORTABLE AMPLIFIER
High-fidelity amplifier with 8-watt, push-
pull cifeuit. 10-inch speaker. Phono and
microphone inputs with separate tone
and volume controls. Use as P.A. system.
Burgundy case. U.L. approved. $68.75

MODEL 125 PORTABLE DISK-
CHANGER Avtomatic 3-speed portable
Diskchanger. Mate for 166 Amplifier.
Burgundy carrying case. $68.50. UL
approved.

MODEL 181 WIRE RECORDER
High-fidelity head, automatic stops,
semiportable metal case. UL approved.
$104.50

MODEL 288 WIRE RECORDER
High-fidelity console response. Auto-
matic stops. Simple controls. Burgundy
case. UL approved. $157.50

®

u)‘ebc or

Chicago 3% Ui

s better on @
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All music sound ois

manulac'wed by We

MODEL 129 “AUTHENTIC” FONO-
GRAF Automatic 3-speed '‘push-off"
fono for high-fidelity music in home.
Khaya mahogany (129-1) $168.50.
Antique fruitwood (129-2) $178.50
available. UL approved.

MODEL 136 ‘“MIDGE” FONOGRAF
Low-cost manual 3-speed fono in com-
pact case: Forest green and cream
(F-136), burgundy and cream (B-136),
tan and cream.(T-1364) available, UL
approved. $29.95

MODEL 135 "LARK" FONOGRAF
Manual 3-speed portable at moderate
cost. Forest green (F-135), burgundy
(8-135) available. UL approved. $39.98




TELEVISION SET OWNERS,
NOV. 1, 1952
Market Area No. TV Stations TV Sets in Use
Atianta 3 210,000
Baltimore 3 430,000
Binghamton 1 93,500
Birmingham 2 128,000
Boston 2 980,000
Buffalo 1 298,000
Charlotte 1 167,000
Chicago 4 1,300,000
Cincinnati 3 354,000
Cleveland 3 680,000
Columbus 3 235,000
Dallas-Fort Worth 1 195,000
Davenport-Rock Island 2 146,000
Dayton 2 209,000
Denver 1 45,000
Des Moines (Ames) 1 95,500
Detroit 3 785,000
Erie 1 94,500
Grand Rapids-Kalamazoo 1 186,000
Greensboro 1 101,000
Houston 1 186,000
Huntington 1 96,000
Indianapolis-Bloomington " 1 312,000
Jacksonville 1 71,500
Johnstown 1 178,000
Kansas City 1 234,000
Lancaster 1 172,000
Lansing 1 106,500
Los Angeles 7 1,300,000
Lovisville 2 156,000
. Memphis 1 152,000
Miami 1 111,000
Milwaukee 1 370,000
Minneapolis-St. Paul 2 340,000
Nashville 1 82,000
New Haven 1 338,000
. New Orleans 1 120,000
. inte . New York 7 3,260,000
% Norfolk 1 129,000
o e T . _ o W s Oklahoma City 1 97600
s ot Omaha 2 146,000
uaiity and heputation P rme
. Phoenix 1 42,000
Pittsburgh 1 515,000
Portland Ore. 1 15,000
Providence 1 238,000
' Richmond 1 147,000
sells antennas too St '
[ Salt Lake City 2 81,000
’ San Antonio 2 96,000
San Diego 1 127,000
| San Francisco 3 470,000
Schenectad 1 234,000
Many motor cars look the same, but there’s a | Seattle Y 1 180,000
1 ’ : . | St. Llouis 1 442,000
difference . . . and there’s a difference in TV Syracuse 2 180,000
antennas too! Be sure of sales . . . use the an- Toledo ] 2000
1 3 Utica 1 78,000
tenna folks know .for qua.hty . . . they use in Weshington ] 470900
1 out of every 6 installations . . . the Radion | Wilmington ot ! 124,000
. .. . ot Interconnecte
Metropolitan! It’s the original indoor antenna Albuguerque ! 19,000
Brownsville 1 11,600

and still the best seller. 19739 700
Total for All Stations 19,739,700

Because Radion is built better, easiest to install, -
simplest for customer to operate, Radion saves
your profits. Deliveryman or customer installs
it...service calls are minimized., Customers are
pleased because Radion does the job . .. and

ESFETA Favors State Li-
censing of Technicians

The most important business trans-
acted at the recent meeting of New

: keeps TV set price low. York’s Empire State Federation of
Sell quality and vo . . . Electronic Technicians  Associations,
q y you sell satisfaction . . specify Inc, was the motion introduced and

Radion, best selling because it’s hest! passed that “ESFETA, Inc., is in favor
of state licensing of radio and TV elec-
tronic technicians, this license to be so

sy . » . ) — designed that standards of competency
Radion’s New Lightning Arrester Fits e . and ethics will be stabilized in order to

All Twin Leuds, Mounts Anywhere : g - protect the public.”

Now, one arrester is all you need carry! 1t} e S5 0 N.Y. Reps Are Hosis
Phenolic mode! at $1 list; deluxe Por- N i The members of the Industry Rela-
celain .is $1.50 list. Counter-packaged L) tions Committee, National Board of
low-priced to give you volume sales! 4 ks nd Governors and National officers of “The
Representatives” of Radio Parts Manu-
facturers, Inc., were extended an of-
ficial invitation by committee member
SEND TODAY John Kopple to be guests of the New
FOR RADION PROFIT PLANS York Chapter at their regular monthly
meeting in October. James Pickett,
president, Jules Bressler, vice-presi-
dent, and Dan Bittan, long-time senior
member, joined Mr. Kopple as hosts at
the luncheon and dinner.

THE RADION: CORPORATION
1130 W. Wisconsin Ave. Chicago 14
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» Arvin Radio
X .

Special
| Here’s what you get:

 Includes | e |
, 2 Arvin Cosmopolitan Radios, Model 651T (1 Ivory, 1 Willow
|

] % Green)
I 1 Arvin International Short Wave Receiver, Model 655 SW'T
N

3 Arvin Sleepytimer Clock-Radios, Model 657T
(1 Ivory, 1 Willow Green, 1 California Tan)

- display
| material

(worth $2.70)

Total list prices ... .. .. . . .. e .. $219.70
Regular dealer cost. .. .= . . 153.92

SPECIAL DEALER COS
DURING THIS OFFER, ONLY ... 14280

Total profit for you $76. 90

An actual profit of 35% on the radips alone!

And in additiori, you get FREE. ..
One big, beautiful Santa Claus display and
5 Santa Claus cut-outs, regularly . $1.90

One Santa Claus window poster and 4
window streamers, regularly . . .. .30

50 Arvin Full Line Folders, regularly .50

Set and display
items all packed to-
gether in one carton
—order ot least two
deals so you can
display one in your
window and one in-
side your store.

Free display items worth $2.70

<

.8 1 ! P

Arvin Sleepytimer— Mosi beautiful of all clock-radios. Telechron clock and auto-
matic timer; follow-up buzzer alarm; appliance outlet. Arvin Velvet Voice Radio
with 5 tubes including rectifier. Model 657T $39.95

Arvin Cosmopolitan—Exquisitely styled with lighted pointer and gold-plated
plastic numerals; 5 tubes including rectifier, automalic volume control, Velvet Voice
tone with Magna-Bass amplifier, Model 651T $29.95

These are the Arvin
Christmas Special Radios
—tops in gift appeal :

Arvin International —Newest short wave receiver for foreign broadeasts, or
standard AM. 5 tubes including rectifier; amazing range and tone. Satin-gold
pointer, edge-lighted dial. Model 655 SWT $39.95

Col

Radio & Television Division

)%& Arvin Industries, Inc., Columbus, Indiana

TR D
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Quick Steps

and you'te sof for

oh any Panoramic Vision*
STROMBERG- CARLSON

In any TV market you’re right with Stromberg-Carlson!

Right with quick adaptability for UHF . .,

Right with proved superior erformance even in difficult
& P P P

fringe areas . . .
Right with Panoramic Vision * — more picture visibility,
wider viewing angle than any other 217 TV . . .

Right with models and prices for every taste and

Budget -

Right with a discount structure that gives you up to 59
more than standard discounts! For a big, profitable
holiday business—

“There is nothing finer than a

Includes excise tax.

Replace unused VHF coil tuning strip
]_, with UHF strip — without removing the
chassis. A screw driver is your tool kit!
(Stromberg-Carlson Panoramic Vision models
have provision for up to six UHF replacement
strips.)

Insert UHF channel number on new.
2. Channel Selector Dial. This you do with
your finger tips! New Channel Selector Dial
provides for the insertion of new UHF panel
numbers at the point on the dial where the
new station is to be received. Complete set
of numbered inserts for UHF shipped with
each instrument.

YORKSHIRE — 421 CDM2
2)-inch

Chippendale console
in Honduras mahogany
veneers, curved doors.

$479.50 % *
Other
Panoramic Vision

models
from $295.

. tFotent applied for. STROMBERG"CAI{LSON:’

Stromberg-Carl
Installation and warranty extra, >mberg-Carlson Company, Rochester 3 N
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Stay OPEN Nights
to CLOSE More Sales!

Today, there’s a trend away from keeping stores open evenings. And this in
spite of the fact that in more than 9o per cent of all cases both busband and wife
jointly decide on purchases of big-ticket TV sets and appliances. \

And in spite of the fact, too, that a great majority of all sales of big-ticket
items are made at night—either in the store or in the home.

Since very.few male prospects are night watchmen, able to go out and buy TV
sets and appliances during the day, and since a great many married women are
working these days, the volume-minded dealer doesn’t need to be sold on the idea
that the ‘evening is the best time to sign ’em up on the dotted line. In the case of
television, with all of the best programs on at night, evening selling is a must.

The Day to Line Up—the Night to Sign Up Prospecis

In our field, particularly so far as the more expensive products are concerned,
customers follow a well-defined pattern. They size up and compare products during
the day, and while they do occasionally buy then and there, most of them go home
and discuss the proposed purchase in the evening. Such “shoppers” in search of
expensive products are often housewives “scouting” the stores, or they may be men
employed in the neighborhood who “read” show-windows or who drop in to ask
some quickie questions. However we view the situation, it's a fact that the daytime
looker is the nighttime buyer. In order to capitalize upon this familiar routine, the
dealer needs to obtain names of all store visitors, to stay open evenings for the
convenience of his customers, and to have his salesmen make more night calls in
the home.

Longer Hours Will Spiral Sales Volumes in All Stores

One of the present drawbacks to evening selling is the unwillingness on the
part of many salesmen to work at night. But some dealers are getting around this
objection by setting up shorter daytime hours for their salesmen in order to
compensate them for after-dark services. Still others have been able to convince
salesmen that “overtime” selling is highly profitable, selling the idea through fat
commission checks. : ,

Because it must cater to the existing buying habits of consumers, the business
establishment in this field must gear its hours to the convenience of its customers.

If your store is a sick friend, staying up with it nights will pay off handsomely.
If it’s in a healthy condition, evening activities will keep it flourishing.

|
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What's Ahead! — in Radio,

TV MARKET TRENDS: Shortages of tele-
vision receivers came almost overnight to numbers
of communities where dealers had been reluctant
to place large orders when sets were plentiful . . .
Heavy shipments to newly-opened TV areas and
production bottlenecks some of the factors causing
the spot shortages. . . . For some mont.hs a.head,
TV prices will probably go in one direction—
up. . . . And so will production! . . . Many smart
merchandisers are not taking TV shortage rumors
too seriously, so far as the future is concerned.

WATCH FOR CHRISTMAS BUSINESS this year to
be far ahead of 1951, perhaps as much as a 20 per cent
increase in TV, radio, major appliances and phono rec-
ords. Small appliances will be outstanding sellers in all
markets with supplies and selections adequate.

GREAT MANY FOLK WHO OWN SMALL-
SCREEN TV sets these days are keeping them as
“second” receivers when they buy new ones, with
only about 4 per cent of sales involving trade-ins.
In New York the percentage is higher because
the area has had TV for a long time. However,
the all-out promotional effort in New York using
ads and air-time to plug sales of reconditioned
sets isn’t because there are so many of them on
hand. It’s been chiefly used as a door-opening,
selling-up technique.

FOOD FREEZERS IN SHORT supply in some areas,
and are selling well. A number of leading dealers doing
a bang-up, and legitimate Job in tie-ins with food sup-
pliers, and look for good business in the future, not fore-
seeing any serious threat from super food markets as
sellers of this appliance.

DIVERSIFICATION OF LINES PLANS by some
big companies through acquisition of other manu.
facturers’ plants caused a few headaches among
certain distributors because of franchising prob-
lems, but right now it appears . that all such
problems have been ironed out by several of the
largest wholesalers in the country. And on the
subject of diversification, it can happen that a
very well-known appliance maker will enter the
home TV.radio field. (Please don’t ask us who!)
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LARGE INDEPENDENT DEALERS watching
open credit accounts with an eagle eye these days
as some erstwhile prompt payers react slowly to
current bills. Merchants blame this condition on
the ever-increasing cost of living.

CONSUMERS ARE SKEPTICAL about shortage talks.
In Philadelphta, a salesman truthfully pointed out that
all but one model in a current line of TV sets were in
short supply; that the particular receiver the customer
wanted was the last one the store had in stock. The
would-be purchaser walked out in a huff!

MORE THAN A THOUSAND LETTERS re.
ceived in two weeks by J. G. Bradburn, owner of
Lil’ Pal Stores, Houston, Texas, when he asked
listeners for comment on his radio show, “Music
of the Masters.” Bradburn’s stores do an out-
standing job in selling phono records in the
Houston area.

GRIST FROM THE RUMOR MILL: Right now there’s
a great deal of negotiating going on for the purchase of
this-and-that manufacturing business by some of the
biggies. Watch for surprising developments, with still
another company adding a refrigerator-freezer line and
laundry equipment to its present set-up . . . Don’t be sur-
prised to see a TV-radio manufacturer fair-trade his prod-
ucts; also a record maker . .. One of the largest Eastern
distributors ready to do some brand-switching . . . Two
prominent small appliance makers huddling over idea of
bringing out room air conditioners . . . Some of the big

men pooh-poohing the idea that there’ll be any shortage
of TV sets.

AND MORE RUMORS: One manufacturing
sales exec steering away from considering super
food markets as outlet for food freezers, and con-
centrating on established dealers in this field .. ..
Big firm still burning midnight oil over plan to
launch a “complete” Hi.Fi home unit, and an-
other just about ready to break with that tape
recorder we told you about in a previous issue
-+ «» TV manufacturer making a survey to deter-
mine the size of the DC market in the country
+ - - Laundry equipment maker will bring out that
automatic shortly after the first of the year.

i
I

RADIO & TELEVISION RECEIVER ——
PRODUCTION

1950 — 1952

1952 \J

LS,O,N,DJ,F,M,A,M,J,JIA,S,O,N,D
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Appliances, Records and Television

this year over last. Though some departments were

slow for the first four months of °52, business com-

menced really picking up in May and has been
| going great guns ever since, being especially active
» in July, September and October.

1
L TV SERVICE VOLUME WILL RUN far ahead
4
4
]

1} THIS ISN'T PROSPERITY, what is it? If con-
umners wanied to pay off all their installment debts to-
morrow they could do so and still have several billion

dollars left over, points out Robert Oare, chairman of
the American Finance Conference executive committee.

IMPROVED BUSINESS ALREADY NOTED
along the first section of Richmond, Virginia’s
“Broad Street Beautiful,” the most modern street

}lighting project in the country, which when com-

pleted, will cost $87,400.

LARGE RETURN FROM A MAILING. After an effec-
vive ad campaign for TV service business, D. Bernard
Simon, owner of the Music House Stores in western New
York, decided to spot-check his technictans’ work. He
sent out return posial cards, carrying the theme, “Please
sign iy report card,” asking cusiomer questions concern-
ing quality of work, promptness, courlesy, etc. Returns
were a fabulous 25 per cent! Carrying the program one
sten farther, Simon mailed out a thank-you letter to re-
spondents, offered them a small gift if they’d drop in
the store. Incidentally, about 95 per cent of the replies
pratsed service and servicers.

TALKS ABOUT SHORTAGES IN TV SETS
AND RADIOS having little or no effect on either
dealers or consumers, with both willing to believe
it when they see it.

For latest telephoned reports
from all sections of USA on the

STATE OF THE MARKET

See right-hand page next preceding

Index to Advertisers at rear of this issue

“TELEVISION SHOULD ENABLE A REVIVAL of
personalized democracy which. in simpler times, was at-
tained through the town meeting or through public de-
bates between condidates.” —Dr. E. W. Engstrom, VP in
charge of RCA Laboratories Division.

“SUBSTANTIAL BUYING POWER EXISTS
TODAY in the form of private savings . . . A
decrease in military production related to a steady
rgrowth in overall production should mean less
itaxes and relatively more consumer purchasing
¢ power.”—Secretary of Commerce Charles Sawyer.
¥
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“THE DAY OF EASY PROFITS IS NO
LONGER WITH US, and, as a corollary, the day
of easy expenses is likewise gone.”—Don G.
Mitchell, president, Sylvania Electric Products.

SUCCESSFUL EASTERN RETAILER’S weekly pay-
roll in his service department alone is now larger than
the total amount he took in during the entire first year
he went into business a quarter century ago.!

Level of Installment Debt Is Lower Today
e |

DISPOSABLE ||[INCOME ;
a1k :
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Saarce: Federal Reserve Board. sl Departinent of Commerce ’
AFC

Proportionate to income after taxes, Americans owe far less today on
instaliment credit than they did in 1940, the last pre-war year. In
that year they owed 7.2 per cent of disposabie income. In 1952, the
number of dollars owed is above 1940, but the figure represents
only 6.22 per cent of the amount of money people have to spend.

REMEMBER *WAY BACK WHEN those deep
bass, boom-boom tones were real selling features
in radios . ... And when only the most skilled
technicians could install a new dial-drive cord in
those big Majestics in less than 10 minutes? . . . .
When dealers used five-and-dime-store chill trays
as giveaways to clinch refrigerator sales? (And
look at the gimmicks and gismos coming as
standard equipment in the units today!) . . .
And the days when home laundry products came
in green color only, and how long it took the
manufacturers to find out that householders
wanted ’em in white or black and white? . . .
Those huge round dials on radios? .. .. The 50-
foot antennas needed on AM sets?

Future Events of Interest to Readers

Nov. 9-15: Nationa! Television Week.

Jan. 5-16: The International Home Furnishings Market, Merchandise
Mart, Chicago. X

Jan.  26-30: Eleventh International Heating and Ventilating Exposition,
International Amphitheatre, Chicago, Il

Feb.  2-6: Western Winter Market, Western Merchandise Mart, San
Francisco, Calif.

Feb. 5-7: West Coast Audio Fair, Los Angeles;, Calif.

Mar.  23-26: IRE National Convention, Grand Central Palace & Waldorf-
Astoria Hotel, N. Y. C.

April  18: Seventh Annua! Spring Technical Conference; IRE, Cincinnati.

May  18-21: 1953 Electronic Farts Show, Conrad Hilton Hotel, Chicago, !ll.

Sept. 14-17: National Electronic Distributors Assoc. Fourth Annual Conven-
tion and Manufacturers’ Conference.
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= Here are four wonderful combinations . . . four
profitable ways to meet the demand for a
Sfamily Christmas gift,

#All have new “easy-to-play” features . . . storage space
for records . . ."Golden Throat” tone system. All are 4
beautifully styled in fine-wood cabinets. .

Separate TV and radio-phonograph p—
controls on television combinations. B 1

Ask your RCA Victor dis- -

tributor about them today! “}ZE Lo e e

Go—00l .

L1 The Westland. 21-inch
All with the NEW N

TV, AM radio, “Victrola’

3-speed changer. Cabinet finished
“VICTROLA” 3-SPEED

in mahogany or blond (extra),

AUTOMATIC CHANGER (Model 21T242) $495.00

The Sunderland. 21-inch
TV Deluxe, “Victrola”
3-speed changer, AM /JFM
radio. Mahogany finish.
(Model
21T197DE)
$795.00

The Penfield, :
2l-inch TV, AM/FM
radio, “Victrola” 3-speed
changer. Mahogany-finished
cabinet has space for

“45” records. (Model
21T244) $595.00

The Fenwick, AM /FM
radio, “Victrola® 3-
speed changer. Cabinet
finished in mahogany,
walnut, or blond
(extra), (Model
2510) $295.00

Tune in on TV’s new RCA Victor
Show, starring Dennis Day. Also
see the Kukla, Fran and Ollie TV
show and hear the Phil Harrig-
Alice Faye Radio Show. They’re
all on NBC—they’re all selling o /}
RCA Victor for you.

At your service—the nation-
wide facilities of the RCA
Service Company

All prices shown are suggested
list prices, subject to change
without notice. Prices slightly
higher in far West and South,

Tmks. ®

9 RCAVICTOR, =

Division of Radio Corporation of America

WORLD LEADER IN RADIO . « + FIRST IN RECORDED MUSIC . . . FIRST IN TELEVISION
36

TELEVISION RETAILING November, 1952




- 10 GREAT NEW SETS FROM RCA VICTOR
JUST IN TIME FOR CHRISTMAS!

TV SETS with the “MAGIC MONITOR” circuit system

that acts like an engineer inside your set

Two new 21-inch TV sets to round out RCA
Victor’s great 1952 Deluxe line—each with
the “Magic Monitor™ circuit system, that
automatically screens out static, steps up
power, and ties best picture to best sound.

Each has deluxe engineering for interfer-
ence rejection in tough reception areas.

Each has extra tubes, extra circuits, extra
IS : components for the finest all-round picture
A (B quality in television today. Truly—they’re
: Television Deluxe! :

RADIOS For more fall

and Christmas sales, these five
' superb new RCA Victor gift items:

21-inch Farmington.
Striking open-face
contemporary console
design. Finished in
mahogany, walnut, or
blond (extra). (Model
21T166DE) $399.50

l-inch Benton.
;];lear-cut, modern
Ityling. Swivel-base
#abinet finished in
fnahogany, walnut or
‘imed oak. (Model
©1T175DE) $495.00
=

%D a new “Personal” table radio that outperforms much
. larger sets. '

» a clock-radio that’s no bigger than a clock!

» two powerful new AM/FM radios, perfect chair-side

companions!

\( a new pfortzl.')le radio thf:]t “'111 pick up stations beyond the . I Forbes. AM /FM radill with-aepashtd
ﬁ EVEED @) @ mar}i portables. than 6” high . . . the first of dials for AM and FM. Cabinet
» Ask your RCA YVictor distributor about them today. its size to have the famed finished in maroon plastic. (Model
i “Golden Throat” tone system. 2X¥F91) $59.95. Also Townley,

: Two-tone finish in black-and- deluxe AM/FM table model. In

i beige or tan-and-ivory. maroon, ivory, green, red and beige
* (Model 2R51 series) $29.95 finishes. (2XF931 series) at $64.95

5

g.‘Glo’ Trofter.” New extra-long- )

‘range portable with greatly improved “Personal” Clock-Radio. Only 8
‘E‘eception. Ultra-sensitive 3-gang con- inches wide! Has famed “Tele-
|denser . . .“Golden Throat” tone chron” clock movement. Comes in
%ystem. Finished in dove-gray plastic. black-and-gray combination, ivory,
JBattery, AC or DC operation. (Model red, and two-tone gray finishes.

f;’,BX63) $44.95 less batteries. (Model 2G511 series) $39.95

'RCA Batteries are radio-
lengineered for extra
'j'listening hours. Make sure
‘your customers get ‘em.
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PORTLAND UHF

By telegraph from
TELEVISION RETAILING’s
special correspondent in Portland.

Chaotic conditions here on UHF
tuning equipment. Large distributor
oversold 10 per cent on sets. One
manufacturer installing converters at
factory on emergency basis. Another
using hand-made turret strip tuners
and is 90 per cent behind on UHF
equipment on sets sold to dealers
and customers. Others are in same
boat.

UHF antennas in fair supply. V-
type producing good results. Recep-
tion trouble is mainly ghosts from

A few days before Portland’s first TV station went on the dair,
broadcast in the store. Nearly 3000 neighborhood residents cri
fo get a glimpse of a TV c¢amera in

store has

sidewalk for hours

went on the air, the been

T owestl
2 FURNITUH

selling sets

buildings and adjacent hills. Such
interference being corrected in most
instances by use of Yagi-type sharp
angle type aerial made exclusively
for Channel 27. Good results obtain-
ed by raising regular aerial 4 or 5
feet or pointing it in slightly different
direction. Another trouble is dead
spots behind hills. Station on high
hill at edge of city and many resi-
dents at foot of hill unable to receive.
Station may place cap on top of its
antenna to straighten out wuneven
pattern which goes for long distances
in some directions but only short
ones in other directions.

No price-cutting here yet, but one

action and witness the
as fast as they could

result

the city's largest neighborhood store,
owded to witness the event—by dctual count at the door. Many waited on the
on Kelley's
be shipped by air freight,

outfit moved in from another state
with some sets and started to trim
prices, but was persuaded by BBB
and distributors to refrain.

60 to 70% of sets sold with con-
tracts, varying from $60 to $100 «
year. Average price $69.50 which in-
cludes service and installation. Some
dealers selling 90-day contracts at
$64 including all-wave antenna and
installation. Many customers are
buying sets without service con-
tracts. And many dealers fear year
contracts because of newness of UHF
and uncertain range of fringe areas
which could vary as station is ad-
justed.

Harold Keiley's, staged a live closed-circuit

screens.  Since  the station, KPTvV,
rail and truck, a typical example.

3
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S
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S
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e The Nation’s first commercial
UHF station is on the air!
! And Portland, Oregon is going
\wild over television, with consumers
buying right and left, and manufac-
turers, dealers and distributors try-
ing desperately, and it may be
'added, effectively, to lick numerous
and divers technical and merchan-
\dising problems. .
At the end of the first two weeks
\after Empire Coil’s KPTV went on
‘the air from its hilltop hastily-
‘erected station in West Portland an
festimated 8,000 sets were sold, in-
icluding the few receivers bought
!during the two weeks before the
z?jstation unexpectedly went on the air.

\ Sell 15,000 Sets
| And by the first of this month, No-
ivember, KPTV’s owner, Herbert
Mayer, estimates that 15,000 TV re-
ceivers will have been sold!

~ But there are and have been
plenty of headaches. Empire Coil
Company wasn’t expected to have
ithis first commercial UHF station on
‘the air before Thanksgiving., In-
istead, with equipment.rushed across
he country by truck express and a
idouble crew erecting the station,
JKPTV went on the air September
120. The construction crew couldn’t
leven wait for the concrete to dry, so
ithey finished the station building
‘with cement blocks!

i Shoriage Headaches

i To begin with there were insuffi-
licient sets to satisfy the demand, and
there are still shortages. Another
headache was the shortage of tuning
jequipment and antennas, to say
inothing of a dearth of technicians to
ideal with a new sort of TV broad-
Icasting, and facing as they did, con-
flicting claims by manufacturers.
During the first two weeks, only
about 1,000 sets were actually in use
in Portland homes, the large balance
‘being sets on which dealers had col-
lected down payments but hadn’t
been able to deliver.

1 Reception is described as being
good to excellent within approxi-
}E»mately 25 miles of the station, with
ithe fringe UHF areas extending as
far as 45 miles in directions where
mountalns do not block out signals.

e T

Interference Problem

T

Surprise headache was interfer-
lence experienced on sets using 41

1

MC IF’s, from taxi and utility com-
Ipany communication systems. Sets
gusmg the older 20-25 MC IF were
imot afflicted.
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First combination UHF-VHF TV antenna in the nation to be used for reception of several sets, fore-
runner of installations to be used on apurtment houses and other stores, was installed on one of
Portland’s largest TV-appliance stores, just as KPTV went on the air. It brought sightseers from miles
around to see the unusual contraption, unusual even to those from other areas already enjoying
TV. Portland became the first U. S. city to have UHF telecasting. [The store is Harold Kelley's.)

The city’s largest department store
Meier & Frank, started off with a
few sets with all-channel tuners and
some with UHF strip tuners, but
the store like many another, was
sending receivers into homes with
temporary adaptors and an. iron-
clad guarantee that the necessary
permanent tuning equipment would
be installed as soon as available.

From a merchandising viewpoint,
the cooperative action by the Port-
land Better Business Bureau and
manufacturers, distributors and
dealers was swift and effective.

A quick meeting called by Man-

ager Lyle Janz organized a BBB dis-
tributors’ committee which raised
$300 each from some 20 wholesalers
to finance a newspaper advertising
campaign warning the public not to
deal with gyps and citing the trouble
experienced in Denver. Full-page
ads were run_in the two major Port-
land daily papers.

However, great care was taken not
to scare the public away from TV,
as other BBB’s had been accused of
doing in certain instances. “We dim
at a conservative program of advis-
ing the public on how to buy and

(Continued on page 40)
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PORTLAND UHF

(Continued from page 39)

how to choose a reliable dealer, and
not to scare them away from TV
purchases,” declared Janz.

As part of the program, retail deal-~
ers are being enrolled in the BBB,
many of them turning out to be well
established stores that have added a
TV department recently. They have
been given a special rate of $25
each to defray policing expense for
the industry. This fee compares with
the usual minimum of $35 and ex-
tending upward to $600 and more,
depending on the size of the busi-
ness. Each membership applicant
must subscribe to the following 10-
point code of advertising, sales and
service ethics:

1. I/We will serve the public with
honest values.

2. I/We will tell the truth about
what is offered.

3. I/We will tell the truth in a
forthright manner so its significance
may be understood by the trusting
as well as the analytical.

4. I/We will tell customers what
they want to know—what they have
a right to know and ought to know
about what is offered so that they
may buy wisely and obtain the max-
imum satisfaction from their pur-
chases.

5. I/We will be prepared and will-
ing to make good as promised and
without quibble on any guarantee
offered.

6. I/We will be sure that the nor-
mal use of merchandise or services
offered will not be hazardous to pub-
lic health or life.

7. I/We will reveal material facts,
the deceptive concealment of which
might cause consumers to be misled.

8. I/We will advertise and sell
merchandise or service on its merits
and refrain from attacking my/our
competitors or reflecting unfairly
upon their products, services, or
methods of doing business.

9. If testimonials are used, I/we
will use only those of competent wit-
nesses who are sincere and honest in
what they say about what I [we sell.

10: I/We will avoid all tricky de-
vices and schemes such as deceitful
trade-in allowances, fictitious list
prices, false and exaggerated com-
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KNOW THESE BACTS!

fhere s no reason to put off buylng « televislon set now. Any one of the loading makes, properly inshalled,

/

focts about Portand's tefevision, your dealer and the tet you are considering wil keep you from making the

KPTV' the first Portlond station scheduled for op-
eration, will telecast on an Ultra High Frequency, Chan-
nel 27. While this will be the first commercial UHF sta-
tion in the world, viewers who have seen experimental
UHF telecasts say that they compare very favorably to
usual VHF (Very High Frequency) telecasts.

BE SURE your TY set will recelve UHF.
Unless your TV set is designed or equipped
for UHF reception you will not be able to
watch KPTV telecasts

REPUTABLE franchised dealers sel and service
established-brand TV sets. Their guarantee of satisfac-
tion on the sets they sell is backed by the manufacturer’s
warranty. To keep his franchise a dealer must conferm o
highly ethical standards, KNOW YOUR DEALER.

BEWARE OF TV "GYPPOS" ...
this is what happened in Denver
When the first TV station opened in Denver, “gyppos”
and opportunists, in opposition to legitimate TV dealers,
flooded the market with obsolete and “off- brand” sets,
When these sets required service, purchasers were un-
able to locate the “gyppos” who had sold them inferior
sets and worthless service policies. A similiar situation
can be averted here in Portland if you KNOW YOUR
DEALER,

b will give you and your family years of enjoyment wit' a minimum of service expense. Knowing a few simple

sxpensive mistakes which plagued buyers in other new TV localities,

YOU CAN buy a service policy with your TV set.

Your franchised dealer will explain the details of the
maintenance and parts agreement on your set, Since a
service policy is your assurance of satisfactory set perform.
ance, it is extremely important to know that you are buy-
ing from a reputable dealer who will be in business dur-
ing the life of this agreement.

PROPER antenna installation is essential to good
TV reception, It is false economy to Spé‘nd a sizable sum
for a TV set and try to economize on an antenna. Your
franchised dealer will recommend the type of antenna
best suited to your set and your locality,

YOUR BETTER BUSINESS BUREAU

has on file the names of responsible, franchised TV set
dealers and their distributors who have voluntarily sup-
plied information on the make and models of sets they
sell, and the services they offer. This information is avail-
able to you through the Portland Better Business Bureau,

PORTLAND BETTER
BUSINESS BUREAU

IN CO-OPERATION WITH THE PORTLAND TELEVISION $ET DISTRIBUTORS
11 PARK BUILDING €Apitel 9323

IFINDOUBT ... CHECK ON THE SET MODEL AND TV
SERYICE CONTRACT OFFERED BY CALLING CA 9523

his is the full-page advertisement published b

y the Portland Better Business Bureau in both major

T
Portland daily newspapers as KPTV went on the air and the public became wild for TV sets. Major
hope was that ‘'gyppos” wouldn't operate on the public, as they had in Denver.

parative prices, bait advertising, mis-
leading free offers, fake sales and
similar practices which prey upon
human ignorance and gullibility.

About 500 dealers have been sign-
ed up, and Janz says that 99 per cent
are “firms about which there can be
little doubt of their integrity.”

By the end of this month, dealers
foresee a more stable situation, and

brisk business. But up to now, the
situation has been fabulous. One
small dealer, who just opened for
business after graduating from a
technical school, reported selling a
carload of TV sets during the first
week of broadcasting.

A distributor says he could have
sold 4,000 receivers the first week
if he’d had UHF tuners. '
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]

ven while KPTV was on the air, which was only sporadically in its first weeks, the city’s largest department store, Meier & Frank,
spplied closed circuit full-time programs for every set on its TV floor covering a half block. Crowds from the first day were so thick the
tore lost count of its visitors. It guessed “at least several thousand during the more crowded days.” Newspapers ran special television sections.

AR

eft) Live TV closed-circuit broadcast staged by Harold Kelley's. Neighbor- BBB, check copy for the 40-page Journal TV section. (Below) First taste of
'ood girls and boys participated in an amateur show in a “studio” set TV came when retailers and radio stations staged closed circuit telecasts
p in the midst of refrigerators, ranges and TV sets. (At the Right) The before KPTV was in operation. This view shows part of the crowd at the
{Erlland evening paper ran a 42-page special TV section and the morning armory where Portland radio stations with TV applicants staged a TV show
per followed a week later with a 32-page section. To keep advertising witnessed by thousands. Another was held in the ¢ity auditorium and «
ee of “gyp artists,’ newspapermen cooperated with BBB. Here Morrie third, sponsored by a department store, covered a full block on the
(harp, ad manager of the Oregon Journal, and lyle Janz, manager of the lower floor of a downtown parking lot and drew an estimated 250,000,

! ¥ N
CLLE a e {l{ﬁf

- KGW - KON - §

LEVISION RETAILING * November; 1952 43
i .




New Jersey Dealer Group Gets Real Results in

® A two-year-old New Jersey
dealer association, with about 250
active members, is being successful
in curbing price-cutting activities
through use of a unique cooperative
project. At a meeting, reported in
the August issue of this magazine,
members of the Greater New Jersey
Appliance Dealers Association, after
a stormy session, adopted the follow-
ing platform:

I. Dealers will use cooperative ad
money in the manner that was origi-
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" DRIVE AGAINST

"Realistic Approach!”

Jack Rosenberg, president of the
Association, interviewed in his
store, Center Appliance Co., Irv-
ington, is more than gratified with
resulis of the program and with
the cooperation of the member
dealers and distributors. “The
method of operation is a realistic
approach to the price-cutting situa-
tion, and it’s really working,” he
says, in describing this projeci.

nally intended. (And the association ;
obtained pledges of support from i
leading local distributors.)

2. Dealers will tag all products in
show-window and on floor with list
prices only.

3. No dealer will advertise cut
prices on “damaged” merchandise,
4. Each distributor should have
available lists of prices he charges
merchants, showing quantity dis-

counts, ete.

5. No dealer shall keep his store
open Sundays and legal holidays.

6. A pledge from the distributor to
eliminate “inside” deals.

12,831,914

Population, Newark, N. J. — 438,776

Population, Jersey City
New Jersey metropolitan area made up of consumers in all
income brackets. Heavy industrial activities in larger cities.
Wealthy and middle-income residents in suburbs. Many com-
mute daily to businesses in New York.

About the Area Covered by The
New Jersey Dealers Association

Territory considered fto be part of metropolitan New York
(New York and northeastern New Jersey)l—Total population:

— 300,447

“Benefitting Directly!”

“M.‘s ‘&M:

o ‘ ,m_
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Now, after the plan had been in
effect for a couple of months in an
area where price-cutting was run- i
ning rampant, a field survey by edi-
tors of Television Retailing reveals
that remarkable results have been
achieved. A brief report follows: |

Though there are “trouble spots” |
in some areas where dealers are us-

“Dealers participating in the As- i
sociation’s drive to curb price-cut-
ting advertising are benefitting di- ':
rectly as a result,” says Tim |
O’Shea, treasurer of the Greater
New Jersey Appliance Dealers
Association, who heads T. C. O'-
Shea & Company, East Orange,
selling TV and appliances.




Program Puts Brakes on Off-
List Co-Op Ads. Distributors Sup-

‘ UTT’NG porting Retailers in Drive
. Against Madhouse Merchandising

PRICE-

|

gézg price-cutting ads, in most of the
‘erritory, members are sticking to
@heir agreement, using list prices in
“dvertisements and tagging mer-
‘handising with lists.

| In some localities, an official of the
\ssociation advises that the project
s “99 per cent effective.”

1 Cooperating stores have mnoticed
sharp decline in chiseling by custo-
1ers, and as a result, are enjoying
‘hereased profits.

| Over the whole picture there has
leen a marked reduction in piice-
h‘ uté’ing in stores, which, dof course,
f art improv bust
ELMZ‘;OI;S) zl)%tt(;n nc??:m(ill misa:ijz Partners Peter Lambuster, leff, and John Raymond, right, who operate
b the activities of the Association. the Amherst Appliance & Supply Co., East Orange, N. J., describe the

" Distributors are continuing to co- Association’s program as tremendously successful, and have found that

iperate in policing co-op advertising it has stopped a lot of shopping around for price by customers. Both Lam-

unds. buster and Raymond are trustees of the Greater New Jersey Appliance
There is a marked improvement Dealers Assn., and the former is secrefary.

v relationships between competitive :

tealers. (A mumber of members

luggested that the editors see certain - :

fther mearby merchants “who are Greater New Jersey Appliance Dealers Assn.

toopemting.”) OFFICERS: Jack Rosenberg, President; Tim O’Shea, Treasurer; Peter Lambuster, Sec-

§ One of the chief reasons that the retary; Lou Baron, Jack Brennan, Leo Kaplowitz, Michael Tobia, Vice-Presidents,

lroject is working out so well is TRUSTEES: Moe Zimmerman, Brick Church Appliance Co., East Orange; Peter Lam-

| ecause it is strictly a voluntary buster, Amherst Appliance & Supply Co., E. Orange; Tim O’Sheq, T. C. O'Shea &

11.0 osition. N lici is'd d Co., East Orange; Lou Baron, Hunter & Co., Union; Jack Brennan, Brennan Radio &

»‘ position. Yo po ng s aone, an Television Co., Jersey City; Leo Kaplowitz, Jersey Tire Co., Inc.; Perth Amboy; S. ‘

“lembeﬁ"s are mot told how to run Peskin, S. Peskin & Co., Newark; J. Rosenberg, Center Appliance Co., Irvington;

?‘wir businesses, nor are they pledg- Robert Rosenberg, Union Radio & Television Co., Elizabeth; J. Rothauser, Rothauser

i'cl not to cut prices. Another reason Rc'ldio,RNewa;:k; A&ichaelk Tobia, Tobia’s Hillside Appliance Co., Hillside; C. Schultz,

5 that conditions had become so Prince Range Co., Newark.

cute in the territory that even the

nost hardened advocates and prac- :

tioners of all-out price-cutting  «The Association’s program is working ouf very well,”” says Thomas Sala-

jpalized that it was time to call a ' pone manager of Powers, Inc., big Newark TV-appliance dealership.
Ealt, and are now cooperating in

‘haking the fproject a success.

i The program, aimed to cut down
‘he barrage of cut-price advertising
vith which the consumer has been
ombarded, requires that all co-op
ds be run “straight” as prepared by
istributor or manufacturer—that is
he copy would not include any cut
yrices, nor would other products be
nentioned or included on the same
rage. Terms such as “Liberal Allow-
‘nce” are permitted, of course, and
« is also considered ethical to ad-
vertise a manufacturer’s reduced
iist - price on a current or out-
lated product, either in newspapers
ir in show-windows.

. Photographs of a few of the dealers
}ictively participating in the Associ-

ition’s ambitious program appear on
'hese pages.
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How to Increase Your

Because Fixed Expenses Do Not Rise in Proportion to Upped

® Stock turnover is one of the most
talked-about indexes of efficiency
in a retail store. It means the length
of time it takes for the average
stock of merchandise to be sold. It
is expressed as the number of times
the stock turns within the course of
a year.

High stock turn may be a sign of
decreased inventory or increased
sales volume. In either case it is an
index of business efficiency.

When you increase your stock
turn and your sales volume remains
static, you thereby reduce your in-
ventory. This may be demonstrated
by an example.

Suppose you operated a business
where you bought certain merchan-
dise only at the beginning of each
yvear and sold it out completely by
the end of the year. In that case you
would turn your stock over only
once. If your cost of goods were $6,-
000 for each $10,000 in sales and if
your gross margin were $3,500,
then you would make a net annual
profit of $500 per $10,000 of sales on
such merchandise.

Assume that you were able to in-
Crease your stock turns from one
to ten times a year but that your
annual sales remained at $10,000 all
that time. In this situation your av-
erage inventory investment would
drop from $6,000 down to $600.

Your net profit would remain at

$500 during all this time. Your net
profit per dollar of investment,
however, would increase. With one
stock turn you would have $.08%
of net profit per dollar of invest-
ment and with ten stock turns you
would have $.83%.

There is a practical qualification
to this course of procedure. You
may reduce your inventory to the
point where you interfere with the
choice of your customers and thus
obtain a lower sales volume.

This difficulty does not arise
when you increase your stock turn
by expanding your sales volume.
When you do that you do not
merely increase your profit relative
to your investment. You increase it
in absolute terms as well,

Take again the case of the busi-
ness where you bought $6,000 worth
of certain goods once a year and
sold it for $10,000. Consider the ef-
fects of raising stock turn by ex-
panding sales volume.

If you were able to keep the same
amount of stock on hand but sell it
twice during the year instead of
once, then although you might have
had only $6,000 worth of goods on
hand at any time, nevertheless your
cost of goods for the year would
have totalled $12,000. Your gross
volume would have doubled and

your net annual profit would have
doubled to $1,000.

HOW STOCK TURN DECREASES INVENTORY
voumeorsaes | STATIC SALES VOLUME )
$ 10,000
F ; r“ NET PROFIT
9,000
Bo00 EXPENSES
7,000 1
6,000 +
5,000+
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3,000 1 OF
2,000+ | GOODS
< A I
onQ_‘)& I,OOOV 4L
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Now assuming that you could

without any other change increase I

your sales by turning your stock,
not once or twice, but ten times
during the year, you would indeed
have fantastic profits on the basis of
your original type of operation. Al
though you had only $6,000 worth

of stock at any time your total cost

of goods would be $60,000. Your
gross margin would be $35,000 and
your net annual profit would be
$5,000.

This net annual profit would be
83% per cent of your original in-
ventory investment of $6,000. But
the story does not end here. A high
stock turn brings you many indirect
benefits.

Some Expenses Rise

Some of your expenses rise along
with the sales but not all of them.
This is because you have two kinds
of expense, fixed and variable. Usu-
ally over half your expenses are
variable.

Your fixed expenses do not rise
in proportion to the increased sales,
You pay the same rent, light and
heat. You have the same fixtures
and equipment. These items remain
constant in annual dollar cost.

Some of your other expenses rise
in proportion to sales. But most of
them do not rise as fast as your
sales themselves rise. Your selling
expense, delivery expense, servic-
ing cost and other expenses increase
with your sales, but not in the same
proportion.

Selling More in Same Space

Now it is perfectly true that these
savings are a result of the increased
sales rather than the increased
stock turn. Nevertheless, it prob-
ably would be impossible for you to
keep your expenses down and han-
dle this increased volume of sales
unless you did so by increasing
your stock turn. It is the increased
turnover that would make it possi-
ble for you to sell more goods in
the same space in a given length of
time.

You will benefit from having
fresh stock. You will cut down the
possibility of loss through obsoles-
cence,
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lYearly Turnover Rate

| Volume, Extra Profits Can Be Made in Selling More Merchandise

1

With a high stock turn you are
also more likely to have what your
customers want. They are aware of
‘new products and prompt sale of
'old products enables you to be in a
position to buy new ones first in
your trading area. Your reputation
'is enhanced.
' TV sets and electrical appliances
:§are bulky merchandise. The item of
istorage space is an important one
L in this field. High turnover enables
iyou to operate with less storage
"space and with a lower cost of
“E'handling.
| Another result of increased sales
g}volume through turnover 1is that
you can sometimes reduce your
cost of goods by obtaining quantity
‘discounts thus giving yourself a
i greater margin.

All in all, you might well reach
an extra profit through indirect
“savings that would equal your di-
‘rect profit. Thus, if it were possible
‘to turn your stock ten times in the
‘example cited, your mnet profit
{would be $10,000 instead of $5,000.

The Ideal Situation

There is one great mental reser-
ivation you should make when you
‘consider this subject of stock turn-
tover. As we have seen, it bears an
lintimate relationship to the profit
you make on your stock investment.
From a practical standpoint this
iprofit varies directly with the
tamount of credit you can obtain
from your suppliers.
. To a certain extent you can sub-
. stitute this credit from your sup-
‘pliers for higher stock turn and still
‘make the same profit per dollar of
‘your own investment. The only
i qualification to this is that you may
t1ose the value of interest on your
! money which results from cash dis-
counts that you fail to take.
Probably the answer to this is
that you should try to get as gen-
“erous credit terms as possible from
your suppliers and at the same time
. work for as high a turnover as
. possible.
. You will then be approaching the
| ideal situation for a TV-appliance
" retailer. This would be to sell all
| your merchandise before you have
| to pay for it. Your only investment
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then would be your fixed invest-
ment. In that situation you would
obtain the maximum possible return
on your invested capital.

Fantastic heights of stock turn, as
mentioned already, are usually at-
tained at the expense of sales vol-
ume. This is because a very high
stock turn can be reached only at
the expense of ample assortments of
merchandise.

The typical inventory turnover
for a profitable TV and electrical
appliance store is five times a year.
This is the mark at which you
should shoot. If you have a lower
inventory than this the chances are
you are not operating your business
as efficiently as you can.

The rate of stock turn in your
store as a whole no doubt will
partly reflect the proportion of
goods of each type that you carry.
If you handle almost entirely slow
moving lines the chances are that
it will be quite difficult for you to
hit the rate of five stock turns a
year. Evidence is that a slight mark
under this with that kind of goods
will not be disastrous.

The problem of maintaining a
profit for the entire store revolves
around learning which departments
can be made to show a profit and
which are being operated at an ac-

tual loss. The process of doing this
is called “departmentalizing” your
store.

In order to departmentalize your
store, group your products into sev-
eral major departments insofar as
types of products are concerned. Do
not have too many departments or the
burden of detail becomes too great.

Allocating Various Expenses

The departments you will carry
depends upon the type of lines you
handle. You may find, for example,
that a natural grouping of your
store may be somewhat as follows:

TV and radios

Major electrical appliances
Electric housewares
Records and acces?or;es
Service

Non-electrical lines

Your next step is to allocate the
expenses of each of these depart-
ments.

The number of square feet occu-
pied by each department can be
used as the basis for allocating some
of the overhead expenses. Of course
this square footage must be
weighted according to the location
of each department. The floor space

(Continued on page 60)

HOW STOCK TURN INCREASES NET PROFIT
voLomr saL (EXPANDING SALES VOLUME)
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Cash In on Expected

your store during the holiday season
has someone in mind for whom no
gift has been selected. Perhaps they
include a favorite aunt (She’d prob-
ably love a new full-length opera
recording.) or a teen-age relative
(How about the new dance album
by his or her favorite band?) or the
neighbor’s children (Unbreakable
kiddie records are just the thing).
As a perfect gift for someone special
as well as “a little something just
for the thought,” records are practi-
cal because of their compactness,

and offer a wealth of enjoyment for
all ages,

Dfier Them Suggestions

Take a customer who comes in
for service, or to buy a TV set, an
appliance, or any other item you
stock. Everyone’s always open to 1
gift suggestion, and many will ap-
preciate your reminding them what

s Almost everyone who walks into '

a wonderful present records make.
Of course, little aids like special
Christmas Eve delivery, gift-wrap-
ping and cards, gift record packages
attractively wrapped up in plain
Wmew, and return privileges will help, !
too.
Let’s consider some more things to
> those records off the shelf.
irst of all, there are certain
records which you can count on to
be in demand, such as White Christ-
mas, Auld Lang Syne, etc. A dis-
play of these discs at the front of the
store will enable the customer to
ick them up himself on the way to
record counter, thereby saving
both the salesman’s time and his own.
Pricing everything possible saves
time and often induces a customer
to buy an item, especially if he’s
Sashy about asking the cost. Let your
“UBtemers know that a small deposit
“Will hold their purchase, be it an
album or g big-ticket item. Con-
centrate too on the fine instruments
(phonographs, tape recorders, radios,
etc.) you have for sale. Record de-
% o ) % pariments create g huge volume in
= L o8y _ store traffic, and this in turn leads to
& ““‘&“%@l Hﬁd(ﬁ { H *sales of the higher-priced items. Give
5. lots of attention to the low-priced
. o N e W, classical series such as Decea “4000”,

Victor “Bluebird”, Columbia
Btc., being released by so
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! Avalanche of Holiday Sales

many record companies. A “bargain”
is always attractive to a budget-wise
consumer.
. Record companies are expecting
' to hit a new sales peak in ’52, and
{are going all-out with some fine
g‘ recordings. Note the Christmas tree
. on the left-hand page for a glimpse
of what the season is offering in
¥ Christmas albums.

As far as kiddie records are con-
cerned, there’s practically no limit
to their sales possibilities. Diskeries
are expending almost as much time
and effort on items for junior listen-
ers as movie magnates do on some of
their lavish productions.

For example, RCA Victor’s “Alice
in Wonderland”, MGM’s “Ali Baba
i and the Forty Thieves”, Capitol’s
s wonderful “Bozo” serles, Decca’s
« stories of “Babar” and ‘“Raggedy
4 Ann” and Columbia’s fine children’s
I discs starring popular artists such
| as Rosemary Clooney, not to mention
companies like Young People’s Rec-
i ords, who make kiddie records ex-
. clusively.

Recorded scores from movies or
plays make a lovely gift either for
' those who didn’t get to see the shows
themselves, or for those who did
enjoy them personally and would
like to retain musical listening
pleasure through records. Many of
| the popular shows, such as “South
% Pacific”, “Showboat”, “Don Juan in
o Hell”, “New Faces of 1952”, and also
- motion pictures like “The Merry
Widow”, “Hans Christian Andersen”,
| and “An American in Paris”, are
i available on wax and are eagerly
! sought after by record-buyers.

'? Additional Pointers

Classical records should be active-
ly promoted. The purse-strings are
naturally a little looser at Christ-
mas time, and it’s easier to sell a
more expensive record. Arturo Tos-.
canini’s recording of Beethoven’s
Symphony No. 9 for RCA Victor, and
Edward Kilenyi’s brilliant piano
work on Chopin’s Sonatas in B Minor
and in B-flat Minor for Remington
are only two among the many works
of the great master composers now
available. This is the time, too, to
push sales of full-length operas — for
instance La 'Boheme, Orfeo ed

i
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Ring In Platter Profits f

Euwridice, and La Traviata.

There are some things it might
help to keep in mind during the com-
ing Yuletide. For instance —

Although holidays do mean a hectic
time for salesmen, remember that
courtesy insures repeat business.

Be sure you're well-stocked on all
types of records, and don’t forget the
last-minute shopper. Have what he
wants on hand.

Lionel Barrymore werks on his
MGM recording of Rip Van Winkle.

to his Columb

sammy Koye listens

Christmas Serenade

Capitol

Kathy Beaumont
secording RCA
Victor's Peter Pan

Decca’s

new

Xmas

album
features

Guy Lombardo
in Jingle Bells

ia

Bozo
the

Clown
stars



~ Festival Boosts Disc Sales

RIAA Event Draws 10,000 to Hartford Auditorium. Noted Stars Appear

FTMIEIRST T ST eThe newly-formed Record Industry
: Association of America. staged its
first promotion, the “Greater Hart-
ford Record Festival,” September 30
to October 4, in the Connecticut city,
The event was highly successful in
stimulating interest in music in the
Hartford area, and quite effective in
boosting sales of phono records.

Manufacturers brought millions of
dollars worth of live talent to the
Bushnell Memorial where about 10,-
000 people attended the various ses-
sions in the auditorium. The Festival
was widely publicized through use
of co-op newspaper advertising,
radio time, window streamers,
counter cards, restaurant table
“tent” cards and direct-mail pieces.
Newspapers and radio stations went
all out in cooperating with manu-
facturers, distributors and dealers in
promoting the event,

There were four separate concerts
for the classical, folk, popular and
children’s record fans. Among the
noted recording stars who made
personal appearances were Andre
Kostelanetz, Mitch Miller, Walt
Jaworski, Pee Wee King, Redd
Stewart, Carson Robison, Eileen

(Continued on page 68)

- ta 2 R )

Andre Kostelanetz conducting the Hartford Symphony Orchestra before crowd of 3,300 pecple.

The Record Shop, owned by Ralph Collucci, used traffic-stopping display to plug Hart-
ford's Record Festival Which stimulated interest in music in the trading area. Attractive window at G. Fox and Company store.
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a NEW type
f TV table

from...

Now available

from vour Admiral

distributor
sas $ 95

{" - Take one look at this Admiral TV table and ybu’ll
say, “Why didn’t someone think of this long ago?”

It’s so practical! Just one size that fits all current
Admiral table television models and many other
makes . . . no multiple models to stock. Seamless
steel tubing construction supports up to 500 pounds

.. no glue joints to loosen. Ball-bearing casters for
easy rotation . .. even permit set to be rolled from
room to room. Choice of attractive mahogany, eb-
ony or walnut finish. Priced so low you can afford
to include the table at no extra charge when neces-
sary to clinch the sale of a table TV receiver.

' Admiral Lightning Arresfers——Becommgnd a
i lightning arrester with every installation to
| prevent damage to receiver and to improve
. reception by blocking static charges before
. they affect the picture. Admiral Lightning
! Arresters are furnished with hardware for
' easy mounting anywhere . . . require no wire
! stripping. UL approved. Available in por-
celain or high-dielectric plastic.

Call your Admiral Distributor for

ADMIRAL TV ANTENNAS
TV MASTS and TOWER EQUIPMENT
MOUNTING HARDWARE and ACCESSORIES

'%Admirol Corporation, Accessories and Equipment Division, Chicago 47, iH.
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News of the Record Industry

Decca....

Peggy Lee and Gordon Jenkins have
made some beautiful music together.
Their new dise, River River and Sans
Souci won’t make quite the splash that
their Lover did, but it’s certainly an
interesting record that should merit a
good bit of listening. Both lyric and
orchestration are a bit unusual, with
up-to-par performances by both artists.

Decca’s “4000” Gold Label offers the
Lamoureux Orchestra under the baton
of Ferenc Fricsay playing Berlioz’
Roman Carnival Overture and Dukas’
The Sorcerer’s Apprentice. The latter is
famous for its purely musical qualities.

Four Aces’ Album

Invading the album market is a hot new one
by Decca’s Four Aces {above). One of the fasi-
est-rising vocal groups in the country, the
quartet, featuring Al Alberts, sings I'LL NEVER
SMILE AGAIN, HEART AND SOUL, TAKE ME IN
YOUR ARMS, and others that should make this
one of the fastest-selling albums around. It’s
available in all three speeds.

RCA Victor. ...

From Leonard Sillman’s New Faces
of 1952 comes a new RCA Victor single
pop record. Eartha Kitt, with orchestra
conducted by Anton Coppola sings the
very blase tune, Monotonous. Flip fea-
tures Alice Ghostley singing Boston Be-
guine. Both artists are from the original
Sillman cast, and the record is available
in either 45 or 78 RPM.

RCA Victor is offering “six-in-one”
albums, which combine the records
with an illustrated story book, with
outline pictures to be colored, and 1
special puppet theatre with hand pup-
pets and dummy admission tickets. All
are incorporated with the records in a
7% x 7%"” four-color album, Listing at
$1.00 plus tax and available in either
one 45 RPM or two 78 RPM records,
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these albums present such artis'ts' as
Fran Allison, Al Hodge, the original
“Captain Video,” Jane Pickens, and
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“voice of Little

the
Nipper,” as well as the original Disney
voices of Donald Duck and Mickey
Mouse. Available to dealers are colored

floor merchandiser, special window
streamer, and assortment of co-op ads.

Capitol . . ..

Jean Sablon, internationally-known
French singer, stars in a new album on
the Capitol label. It’s titled “Songs of
a Boulevardier”, and includes many of
his most requested numbers. . . . Keep
a sharp eye on the very novel Frances
Faye recording of classic Night And
Day. . . . And don’t forget to give a
listen to Capitol’s Mickey Katz’s Yid-
dish creationis of Shleppin’ My Baby
Back Home and Patcha-me.

Cole Plays Favorites
In New Cap Album

MR s ar
1039000 dast ey
AR N
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The ten talented fingers of Nat Cole are em-
phasized in his new long-playing Capitel record
entitled “Penthouse Serenade.'” Though millions
are familiar with his vocal stylings, compara-
tively few know Nat as a pianist of brillignt
technique and intimate style. Selections inciude
ROSE ROOM, LAURA, IF | SHOULD LOSE YOU and
the PENTHOUSE SERENADE,

Columbia....

When the new motion picture “Hans
Christian Andersen” comes to your lo-
cal movie house, perhaps you could
arrange with the manager of the
theatre to feature a display (if not the
actual records themselves for sale) at
the candy counter or in the lobby dur-
ing the run of the film. Playing some of
the Columbia recordings of the Frank
Loesser songs from the film during in-
termission might spark sales, too. Doris
Day and Donald O’Connor sing a very
cute ditty (reminiscent of Baby, It’s

|

Cold Outside) entitled No Two People;,

Tony Bennett, backed by Percy Faith
and his orchestra, sings the lovely bal-
lad Anywhere I Wander; and Paul
Weston and his orchestra with the
Norman Luboff Choir play Wonderful
Copenhagen, a big waltz production.
The Columbia artists have turned out
some fine sides, and all three discs
have definite possibilities.

Autry-Clooney Team
Cn New Christmas Disc

Rosemary Clooney and Gene Autry (above) are
bidding for another RUDOLPH THE RED-NOSED
REINDEER with their new waxing of LOOK OUT
THE WINDOW (The Winter Song) backed by THE
NIGHT BEFORE CHRISTMAS SONG. Rosie's had lots
of success with children’s records, and of course
every youngster is familiar with Gene. This disc
has a fine chance to hit the kiddie sales peak.

MGM. ...

Everyone knows and loves the age-
old, ever-fresh tale of Al Baba and the
Forty Thieves. Well, Lionel Barrymore
and MGM Records got together and
made an album dealing with this
legend from “The Arabian Nights.”
The music was composed by Mr.
Barrymore and conducted by Walter
Schumann. The noted actor’s narration
is excellent and will keep pint-sized
ears glued to the phonograph. Kids
(and probably grown-ups as well) will
really enjoy this. Available in all three
speeds.

There’s no telling where or when
Tom and Jerry will turn up next, so it
isn’t very surprising to find out that
MGM’s beloved cat and mouse are now

(Continued on page 96)
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PHONOGRAPHS and
RECORD CHANGERS!

FROM A.M. TO P.M.
THEY'RE ALL BUYING

Yes, V-M is THE “‘hot”" phono line this seasan. It's
because V-M gives you and your customers lall the
most popular features including . . . famous' Siesta
Switch, tri-o-matic® spindle, completely jamproof op-
eration, automatic playing of all size, all speed .
records, top quality amplifying system, ‘beautiful lux-
ury styling . . . all at the right price! V-M models
from $29.50 up.

V-M Pre-Sells YOUR Customers! !
with a dynamic, FULL COLOR half-page in
American Weekly Special Christmas Shopping ls-
sue on November 30th: two-color advertisements
in December Seventeen and Esquire. See V-M's
two-color ad in the November Better Homes &
Gardens! Check V-M ads in November and De-
' cember issues of Collier's and Sunset! It all-adds
up to big Christmas buying influence on hundreds
of your customers . . . profitable sales for you!

w F
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How Allen’s Took

e Like many other stores, Allen’s
Radios & Appliances in Cincinnati,
Ohio, was doing a good job on major
appliances before the advent of TV.
But when the television boom be-
gan, it caught Allen’s off guard. Fol-
lowing the bandwagon enthusiasti-
cally, they lost temporary sight of
the importance of white goods. As a
result, appliance sales started to slip
until they hit a record low, repre-
senting only 25 per cent of total vol-
ume in a store where they had for-
merly accounted for 75 per cent of
the business.

It was at this point that owner,
Allen Waxman, began to take stock,
He realized that he was losing sales
through neglect of appliances—saleg
that would have meant gz possible
hundred thousand dollars worth of
additional business.

52

White Goods Selling

“It's a good idea to open a sales conversation
or iwo to break the ice,”

ks,

with en extraneous remark
says Woxman, shewn demenstrating a range.

“A complete change of attitude
Wwas necessary in order to regain a
balanced business,” Waxman relates,
“First, the salesmen had to be im-
pressed with the importance of talk-
ing white goods, and of trying to get
a double sale—both a television set
and an appliance—whenever possi-
ble. We then began to allot more

Add-on financing plan byilds

When All-Out TV Activity

Store’s Volume, Cincinnati

advertising to major appliances, and
even rearranged the store, bringing
white goods to the front.”

But this shift of emphasis isn’t the
whole story behind Allen’s success-
ful  appliance operation. Traffic
building ideas, well planned dis-
plays, completeness of stock, effec-
tive sales methods and customer
service and satisfaction, frequent

advertising  and  promotions—all
combine to make Waxman one of
Cincinnati’s  leading independent

dealers.

The store is located on a busy
thoroughfare in downtown Cincin.
nati, where the right window dis-
play will attract a large number
of = “walk-in” customers. “We'ver
learned that a dollar item brings
more people into the store than any
other special,” says Waxman. And
to prove his point he cites the ice
cube tray—a two dollar value
priced at an even dollar—displayed
right in the center of the window:
“We've sold from three to four hun-
dred of these each week this past
Summer.”

The trays are kept in the back of
the store, which means that each
sale brings the customer clear
through the show-room. Since the
trays must be wrapped while the
customer waits, he has time to look
at other merchandise, and any indi-
cation of spontaneous interest in an
item is quickly capitalized on by one
of the two floor salesmen. These
trays have led to sales on every
major appliance in the store, in ad-
dition to producing volume on all
traffic items!

Specials like these trays remain
in the window as long as they are
seasonal and continue to bring in

Highlights of This Successful Store’s Operation

Dollar “specials’ bring in the show-window “reader”
Friendliness keeps customers on the active list

Servicers are trained and compensated for getting leads

velume

Up to $30,000 in sules from booths in local home and food shows
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Out of the Red

Jtaused Appliance Sales to Drop From 75 to 25% of

Dealer Moved Swiftly to Regain a Balanced Business

‘customers. In the winter a low-
priced toaster or iron may be used
as a traffic building display; last
‘Christmas a television lamp was
{featured.

A clean uncluttered look is Wax-
‘man’s rule for effective display, and
‘regular and specially priced items
are given about equal window
space. While regular merchandise is
.changed frequently, specials are
ldisplayed longer, and the special
price is kept on the item even after
it has been removed from the win-
‘dow. For, “the best draw on a spe-
(cially priced major appliance fre-
‘quently comes after it has disap-
‘peared from the shopper’s sight,”

i says Waxman. “Many times custom-

ers are moved to come into the
,store only after they believe they
‘have missed a good buy.”

Inside the store, display is almost
'fixed, and merchandise is arranged
\for psychological effect as well as to
create - an - attractive appearance.
Ranges, washers, and other major
appliances are in the front; refrig-
erators, because they are taller, are

with vice-president Harvey Egherman.
¥ 1 o
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located in the center; and radio and
television sets are displayed in the
rear of the 26 x 90 foot show-room.

“We have found that most people
are willing to walk to the back if
they are seeking entertainment
items,” explains Waxman, “while
appliances do not draw them as
readily.” The cashier’s window, also
located in the rear of the store,
brings additional traffic past all of
the merchandise every day.

“We carry three lines of ranges
and washers; two of refrigerators,
freezers and dryers; one of sewing
machines, vacuum cleaners and
ironers; and four leading and two
minor makes of television,” says
Waxman. “Since all these lines are
name-brands which can be bought
at any number of Cincinnati stores,
it is essential that we sell Allen’s
right along with the merchandise, so
that the customer will not only come
back to us for future needs, but will
suggest that his friends buy here as
well.”

How is this accomplished? First,
and most important factor, is the es-

Allen Waxman, seated, owner of Allen’s Radios & Appliances, Cincinnati, talks over advertising plans
75 per cent of ad budget goes into direct-mail activities.

Earl Welch looks over a washer taken as a
trade-in. The two service departments are im-
portant in turning up . prospects for both TV
and white goods sales at the Allen store.

tablishment of a friendly relation-
ship between the customer and
store, as opposed to the usual cold
retailer-customer relationship found
in many big city sales transactions.
Allen’s salesmen are instructed al-
ways to strive to learn a few per-
sonal facts about each shopper.
And they have learned that they
can break down barriers and better
begin to gain the customer’s confi-
dence by opening a sales conversa-
tion with an extraneous remark or
two.

As the sales talk progresses, a
customer’s intelligence is never un-
derrated; he is given the complete
story on the merchandise. Waxman
has seen this pay off innumerable
times as a customer who has walked
out returns “sold,” because he didn’t
receive a full story at another store.

It only takes about a half an hour
for the salesman to explain the mer-
chandise thoroughly, give a good
closing argument, and consummate
the sale, if all goes well. Those cases
that prove hard to close, however,
are usually helped along by the in-
troduction of new blood. When a
stalemate is reached the salesman
may say, “T'd like you to meet the

(Continued on page 74)

53




Appliance New Produds

Bendix AUTOMATIC IRONER

Bendix resumes the manufacture and
marketing of ironers with its new model
containing two functional exclusive fea-
tures. It has a retractable shoe and
three open ends of the roll. Motor hous-
ing is below the work surface of the
ironer. The new model has gray-green

plastic and chrome trim and features
a thermostat at each end of the shoe,
both of which can be operated singly.
Another feature is the concentration of
controls in one dial. Unit also has ad-
justable height control and equalized
ironing pressure. Bendix Home Ap-
pliances, Div. Avco Mfg. Corp., South
Bend, Ind.—TELEVISION RETAILING.

Coolerator AIR CONDITIONERS

Four new room air conditioner mod-
els, designed to meet the requirements
of all markets, appear in 15 HP, 15 HP,
34 HP, and 1 HP sizes, The first three
sizes will fit into a 24-inch window.
Thermostatic control, variable speed op-
eration and reduced projection into the
room are also featured., Coolerator Co.,
218 W. First St., Duluth 1, Min.—TEL-
EVISION RETAILING.

Coolerator FREEZER LINE.

The new Coolerator line of upright
freezers is highlighted by a 32 cu. ft
2-door model with 1127 Ib. food capac-
ity. Runner-up is a 25 cu. ft. model with
door racks and 24.8 sq. ft. of shelf space,
Holds 882 Ibs. An 18.3 cu. ft. model pro-
viding frozen food storage space of 641
Ibs. completes the line of 1953 Cooler-
ator upright freezers. Coolerator Co.,
218 W. First St, Duluth 1, Min.—TEL.-
EVISION RETAILING.

GE AUTOMATIC TRAVEL IRON

The new GE completely automatic
travel iron weighs only 1% lbs and
operates on both AC and DC. It has a
special “Dial the Fabric” control that
can easily be set ag desired, and the
high-precision thermostat then main-
“tains correct ironing temperature and
prevents overheating, Folding handle
and double thumb rests are also fea-
tured. Fair trade price is $12.95, carry-
ing case included, General Electric
Company, Bridgeport, Conn.—TELE-
VISION RETAILING,

34

Eureka ‘“ROTO-MATIC"’

The new cannister vacuum cleaner,
representing more than two years’ en-
gineering and design effort, is of light-
weight construction. It has swivel top

permitting room cleaning from one po-
sition and exclusive clip-on holders for
attachments. Retails at $69.95. Eureka
Williams Corp., Bloomington, Ili.——TEL.-
EVISION RETAILING,

The CALANDA

The new precision-made sewing ma-
chine from Switzerland, the Calanda,
can sew over 2,000 stitches a minute.
The patented Selecto-stitch enables
users to perform every conceivabhle type
of sewing operation. Besides zig-zag
sewing, the Calanda has a gear-driven
full rotary motor, sealed oil tank for

automatic lubrication, drop feed and is

styled in furniture—type cabinets. It
sews straight or reverse, button holes,
buttons and clasps, embroiders, appli-
ques, monograms, darns, overcasts and
Sews zig-zag, all without any attach-
ment. Exclusive U.S. importer of Cal-
anda is Elite Sewing Machine Corp,,
15 Moore St., New York, N. Y—TELE_
VISION RETAILING.

_—
More New Products
And Appliance News

Elsewhere in This Issue

Perfection ELECTRIC RANGES

Two new model electric ranges are
the L201 and L200, both 21” wide. Model
L201 has four double~coil Chromalox
surface units each with 7 heat speeds,
while L200 has three surface units.
1201 has automatic oven pre-heat.

Otherwise ovens and broilers are iden-
tical. Both are banquet-size, with auto-

matic heat control and both have smoke-
less broilers. Broiler units are 3000 watts,
bake units, 2100 watts. Both have an
electric outlet on the control panel and
2 pan-storage compartment placed just
below the oven. Finished in white ti-
tanium porcelain enamel, with ovens
lined in black porcelain. Perfection
Stove Co., 7609 Platt Ave., Cleveland 4
O.—TELEVISION RETAILING.,

Allied GRAND APPLIANCE CADDY

The new model 5040 Grand appliance
caddy is especially designed to move
and lift refrigerators, ranges, washers
and other heavy equipment. A hand or
foot operated hydraulic lift is built into
the frame of a two-wheel hand truck.
Hydraulic mechanism has novel 4-speed
control which matches lifting speed to
load. Smooth operation prevents dam-
age to appliances. A web safety sling is
standard equipment on the caddy,
which is rated at 500 1bs. capacity with
lifting height of 54”7, Allied Mfg. & Sales
Co., 201 N. Wells St., Chicago 6, Ill.—
TELEVISION RETAILING. ’

Electromode WALL HEATERS

Redesigned down-flo automatic wall
heaters (Model WA) have full length
louvered grill, silver gray hammertone
finish, cast-aluminum enclosed heating
element, steel cabinet, factory-sealed
quiet motor and fan and built-in power
cut-off safety switch which prevents
overheating, Down-flo principle distrib-
utes heat evenly at floor level. Has ad-
justable thermostat to provide auto-
matic toom temperature control within
an adjustable range from 55 to 85 de-
grees. Electromode Corp., 45 Crouch St.,
Rochester 3, N. Y.—TELEVISION RE-
TAILING.
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Only two belong
~ tothe"400”

Startling figures!

Right across the country three hundred ninety-eight
homes out of every four hundred are still

without room air conditioners, despite the boom year,
1952, that smashed records.

1952 did more than make records. It created
millions of ‘‘ready-to-buy” prospects, many unable
to purchase units last year due to the shortage.
And present owners will be in the market

for additional units,

The potential is tremendous—sales possibilities
are unlimited.

RCA is ready. We are about to raise the curtain on
the smartest line of room air conditioners

ever seen. The units are right, the price is right,

and the name RCA is right with the buying public.

And you'll be right in line for your share of the
business with RCA.

CA Room Air Conditioners

RCA VICTOR DIVISION

RADIO CORPORATION OF AMERICA ﬁb
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New 21-Inch TV Sets

Magnavox PLAYHOUSE 21

The Playhouse 21 is a 2l-inch TV
console of modern design with inclined
picture tube for reduction of room re-

flections and inclined loudspeaker for
better sound projection. The Playhouse
21 lists at $359.50 in white oak and
$339.50 in mahogany. Magnavox Co.,
Fort Wayne 4, Ind—TELEVISION RE-
TAILING.

S_ylvania 21 -INCH CONSOLE

The Huntington, 2l-inch console
model 176M incorporates “Halolight,” a
border of light that surrounds the pic-
ture, plus the Stratopower 508 chassis,

The Huntington is available with built-
in UHF reception. Suggested list in ma-
hogany is $449.95. In blond, model 1768,
$469.95. Sylvania Electric Products, Ra-
dio-Television Div., 254 Rano St., Buf-
falo 7, N. Y —TELEVISION RETAIL-
ING.

Stromberg-Carlson PRICES

Price increases have been announced
on the Stromberg Classic 21 models as
follows: 421-C5R (red) from $545. to
$565.; 421-C5B (ebony) from $545. to
$565.; 421-C51 (ivory) from $545. to
$565. Complete list of models and prices
will be found in “Selling Features of
the Latest TV Sets,” elsewhere in this
issue.
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Fada TABLE TV

The “Potomac,” model 21T is a 21-
inch table model in the DeLuxe “Im-
perial” series which features “power
plus” control and “rite-tone” sound

N~

with fully adjustable tone control. New
slanted cylindrical picture tube and pic-
ture window eliminate reflections from
room lights. Fada Radio and Electric
Co., Belleville, N. J—TELEVISION
RETAILING.

Mattison TV CONSOLE

The “Heritage” is a 21-inch full-door
console with prominently grained heavy
mahogany cabinet. TUtilizes 32-tube
Mattison Silver Rocket 630 chassis with

| i :

tuneable built-in booster for better DX
reception, cascode tuner, illuminated
channel selector. List price of model
21X-HE-6A is $550. Mattison Television
& Radio Corp., 893 Broadway, New York
3, N. Y_TELEVISION RETAILING.

Motorola NEW PRICES

List price increases ranging from $10.
to $20. have been put into effect on 7 of
the 33 models in the current Motorola
line. The receivers whose prices are af-
fected are in the 21-inch console cate-
gory only. Complete list of models,
prices and specifications is shown in
“Selling Features of Latest TV Sets,”
elsewhere in this issue.

Corp., " Television-Radio Div., Sunbury,
Penna —TELEVISION RETAILING.
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RCA VICTOR TABLE TV

A new 21-inch TV set, the “Crandall,”
lowest-priced set of this screen size
to be offered by RCA Victor, carries a
suggested retail price of $259.95 and is
a table model featuring a wood cabinet
finished in maroon. The “Crandall” can
be converted to a consolette with the
addition of a matching base for an ad-
ditional $20. Model number of the set
is 21T207, of the complete assembly,
21T207EN. Set has a built-in phono
jack, with phono switch located on the
front of the instrument. RCA Victor
Div., Radio Corp. of America., Camden,
N. J—TELEVISION RETAILING.

Andrea TV CONSOLE

The “Brittany,” model W2C-VMZ21 ig
a 21-inch console in French Provincial
cabinet with full doors listing at $519.95,
Includes AM radio and is available with
VHF tuner which can receive UHF by

adding strip, or with built-in tuner for
complete UHF coverage. Features in-
clude keyed AGC, built-in antenna,
tone control and phono jack. Andrea
Radio Corp.,, 27-01 Bridge Plaza N,
Long Island City 1, N. Y~—TELEVI-
SION RETAILING.

Westinghouse NEW TV SETS

Five new TV sets have been added to
the Westinghouse line: two 20-inch
table sets, one modern mahogany-finish
20-inch console, and two 21-inch com-
binations. New models are the Prescott
(724T20), 21-inch plextone finish table
model at $259.95; Clayton (725T20) 20-
inch mahogany finish table set, Bar-
rington (718K20) modern 20-inch con-
sole with mahogany finish at $299.95,
Warfield (732C21), modern styled com-
bination 21-inch TV with AM-FM ra-
dio and 3-speed record player in ma-
hogany at $49995 and the Laurelton
(733C21) with the same features, in
blond at $525. All prices include tax
and warranty. Westinghouse Electric




i

43% bigger picture for the same money!
Bigger—yes—but that’s not all! You
get, an amazingly better picture, too.
Bétause it's powered by Admiral’s ex-
traordinary new “DX-.33" chassis. ..
five years in the making . . . that deliv-
ers strikingly superior pictures in any
location. Yours, too, is the proved ad-
vantage of guaranted UHF reception,
provided by Admiral’s famous Cascode
Turret Tuner. See this terrific value,
and its companion models at yout
Admiral Distributor’s now. It’s the
most exciting new line in- television.

5 1| Q
Model 121DX11—Admiral 21”7 TV with new E
"DX-53" chassis in smart, stain-resistant cabinet, | T

Price subject to change withaut notice. Fed. Tax and warranties included.

NO FINER PICTURE AT ANY PRICE!

[
A,dmgrai .. . WORLD’S LARGEST TELEVISION MANUFACTURER
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Capehart CLOCK RADIOS

The new Capehart “Deluxe 6” clock.
radio, model TC-62,.has been styled
after the popular TC-2¢® The modern
plastic cabinet is being produced in 5

colors and the clock face has been re-
designed for “at-a-glance” reading.
New circuit offers improved sensitivity,
selectivity and tonal quality. List price
is $49.95. Capehart-Farnsworth Corp.,
Fort Wayne 1, Indiana.—TELEVISION
RETAILING.

Waters Conley PHONOGRAPH

Added to the new Phonola and Melo-
dier line of phonographs is the Phonola
TK-139T. Presented in linen leather-
ette covered in green and tan with

white piping, the competitive 3-speed
unit plays all sizes of records. Two-tube
amplifier and heavy duty loudspeaker
are incorporated, with full range tone
and volume controls. Waters Conley
Co., Rochester, Mion —TELEVISION
RETAILING.

Califone PHONOGRAPHS

High fidelity is emphasized in the
new 1953 line of Califone phonographs
and transcription players. Among the
sixteen new models are several which
reproduce the entire audible range. The
Hi-Fi models have GE cartridges, Jen-
sen or Jim Lansing speakers and dis-
tortion free amplifiers said to be flat
\from 30-15,000 cps. “Varipole” permits
varying of the turntable speed over a
wide range above and below normal.
Line ranges from Model 5J at $57.95 to
Model 40V at $249. Califone Corp., 1041
N. Sycamore Ave., Hollywood 38, Calif.
—TELEVISION RETAILING.
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Gift Suggestions

RCA VICTOR CLOCK RADIO

This “personal” clock radio (model
2C511) is said to be probably the small-
est instrument of its kind to reach the
market. Clock and radio station numer-

als are combined in a single dial. 2C511
is black and gray; 2C512 is ivory; 2C513
is red and 2C514 combines tones of
beige. Suggested retail in all finishes
is $39.95. RCA Victor Div., Radio Corp.
of America, Camden, N. J-—TELEVI-
SION RETAILING.

Shura-tone PHONOGRAPH

New “Howdy Doody” model UAP is
a portable acoustic phonograph. It ig
in the same solid wood “treasure chest”
designed case as the popular amplified
medels B and C, covered with wash-
able plastic coated material which is

printed in full color drawings showing
all the characters of the popular Howdy
Doody TV show. Retails for $17.95.
Shura-Tone Products, Inc,. 440 Adelphi
St., Brooklyn 17, N, Y —TELEVISION
RETAILING.

Admiral TV PRICES

Higher production and materials costs
have caused a price increase of approx-
imately five percent on some Admiral
TV consoles and combinations, it hag
been announced. Complete list of mod-
els, prices and specifications will he
found in “Selling Features of Latest
TV Sets,” elsewhere in this issue,

Zenith RADIO-PHONO

Model K666, the “Malabar,” is g
table radio-phonograph with Zenith

Dialspeaker, combining 7%-inch loud-
speaker and radio dial in one unit. Hag
built-in Wavemagnet antenna, Cobra-

LD 4 ug e i = P
P o A T4

fin E i
el > R TR

matic variable speed record player cov-
ering all speeds from 16 to 85 RPM.
Modern cabinet is of maroon plastic,
Malabar carries suggested list of $99.95.
Zenith Radio Corp., 6001 W. Dickens
Ave., Chicago 39, IIl—TELEVISION
RETAILING.

Hudson JUNIOR JUKE

Called the “Disneyland” model 11,
this addition to the Junior Juke line of
kiddie phonographs features an all
wood cabinet, is plextone painted in
red or blue and has clever 3-dimen-

ai

sional plastic decals of well-known Dis-
hey cartoon characters such as Mickey
Mouse, Donald Duck and Pluto. Con-
tains two tubes, 4-inch speaker, crys-
tal pickup and single speed Alliance
motor. Hudson Electronics Corp., 110
E. Third St., Mt. Vernon, N. Y.-—TELE-
VISION RETAILING.

Clinton RECORD PLAYER

The “Royalty Line” includes the
model 550B radio and 3-speed phono-
graph combination, incorporating 5-
tube AC-DC radio with separate tone
and volume controls and phono-radio
changeover switch. Phono consists of
Webster dual needle arm and 3-tube
audio amplifier. Cabinet is covered in
washable 2-tone leatherette in a choice
of colors. Clinton Sales Corp., 103 La-
fayette St., New York 13, N. Y.—TELE-
VISION RETAILING.
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JOIN THE SWING TO

SYLVAN A

SYLVANIA DEALERS everywhere are chalking
up sensational sales records with the great
new Sylvania TV Line for 1953.

And no wonder. This year’s Sylvania Line
has everything . . . bigger, better-than-ever
HALOLIGHT, the sensational all new Strato-
power Chassis for outstanding performance
in any locality and cabinet styling that's the
talk of the industry!

Feature by feature, there’s more sell in
Sylvania TV than anything offered to the
public today. Your Sylvania distributar has
the facts to prove it. Check with him —now|

THE HUNTINGTYON {176M)
21” Console with HALOLIGMY

THE KENSINGTON (172M)
Corner Console with HaLOLIGHY. Typical of Sylvania‘s odvanced

e cabinet styling is this breathtoking new Corner Console Ensemble.

;‘ﬁ Gracefully fashioned in French Provinciol Style, the Kensington is an

£

lj _ inspired piece of furniture art. Features the famous Strotopower

= 508" Chassis, 21 cylindrical picture tube, corner coses

Ht optional. Available with built-in UHF reception.

3 Also in Maple {172K).

&

: \‘
e

£

) OUR ALES
1

?.

THE SHEFFIILD (24m1)
20" Console with HALOLIGMY

THE ARLINGTON (175M])

} 21°" Table Model with HALOLIGHY THE MONTCLAIR (177M)
3 L 21" Console with HALOUGHT
| *&@
“ J
! THE LEXINGTON (178M) THE PARKRIDGE (lcst)‘ = o - ’
b z % -
21" Three-woy Console A LML ok THE FAIRFAX (150} THE DONCASTER (72M11) THE CLAREMONY (21811}
Combination with HALOLIGHT 17" Toble Model 17 Mohogany Veneer Table Model 20" Blonde Toble Model
Learn about Sylvania’s Selective Dealer Program that with r *
Assures Bigger Profits for Sylvania Deolers. . better-than-ever O IGH I
| - 3 e o P The Original Frame of Light That's Kinder to Your Eyes!
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Increase Your Turnover Rate

To Increase Your Profits

(Continued from page 45)

in the front of your store is worth
more than in the back. Allocate on
this basis your expenses for rent,
heat, light and power. Allocate the
cost of window displays according
to the square feet of space devoted
to each department. Weigh this fig-
ure with the length of time the
items in each department appear in
the window as well as the number
of square feet they occupy.

Total sales volume is the basis
upon which to allocate such ex-
penses as advertising, delivery, of-
fice expense, telephones and tele-
grams and general expense to these
departments.

The volume of sales on a credit
basis is the proper way to allocate
bad debts and collection expense by
departments.

It is often possible to allocate di-
rectly to each department the cost
of a store’s equipment and depreci-
ation used in the department. Usu-
ally also, the salaries of your em-
ployes can be allocated on a direct
basis. It may be necessary for you
to analyze the time spent in each
department by your help.

You will, of course, make some
errors of judgment in allocating
your expenses. The point is that
even if some mistakes are made,
you get a much clearer idea of the
cost of each department.

It is then possible to compute the
profit or loss for each department.
To do this you take the net sales of
the products in that department
over a period of time. You subtract
from it the cost of goods sold. Next
you subtract your total expenses for
the department. The remainder, if
any, is your profit. If the total ex-
penses exceed the difference be-
tween your net sales and cost of
goods sold, you have a loss instead
of a profit.

These figures should be placed in
a tabulation in order to make it
possible to make comparisons
among departments. The figures
should be reduced to percentages
with the net sales 100 per cent. This
tabulation will look like this,

Net Sales

Less Cost of Goods Sold
Equals Gross Margin
Less Expenses

Equals Net Profit or Loss

60

Compute also the stock turn for
each department separately. Place
this index of activity for that de-
partment in the same tabulation to
permit direct comparison among all
your departments.

The way to compute the stock
turnover for each department is to
divide your total sales for a year by
the amount of your average inven-
tory taken at selling prices in that
department.

To determine your average in-
ventory, start at the time of your
last physical inventory of stock.
Perhaps you take a physical inven-
tory of all your departments only
once a year. If you do this, say at
the end of the year as of December
31st, put this down as your first in-
ventory figure. To this figure add
the amount of your purchases at
their sales value during the month
of January. From this sum, subtract
your total sales in January. You
will then have an approximate in-
ventory as of January 31st.

Find Average In veniory

If you repeat this every month
you will have twelve inventories at
retail price. To this add your physi-
cal inventory taken at the end of
the year. This makes thirteen in-
ventories in all. Divide this number
by thirteen and you will have an
average inventory.

The subject of margins will take
on a new aspect after you have ob-
tained the figures for each depart-
ment in your store. The margin of
profit on any line of products is not
important in itself. Instead it is re-
lated to the turnover for that de-
partment. The reason for this is that
the important figure is that of an-
nual profit.

Any department of the business
which is operating at cloge to the
borderline of loss should be scruti-
nized with great care. You may take
one of several steps to improve the
condition of that department.

If the margin and net profit are
satisfactory but the turnover is low,
perhaps you can reduce the inven-
tory. Perhaps by special promotion,
by moving the location of the de-
partment or by education of your
sales force you may be able to in-

crease the sales of this department
and consequently the turnover.

If in your judgment you can neither
increase the sales of the department
nor reduce the inventory it may be
possible for you to reduce the ex-
penses of the department or mark
up the prices.

Size Up Situation

Some departments in your store
may not be great profit makers but
may be of the type which will help
your other business. This is espe-
cially true if they are traffic getters
for your store. It may also apply to
the operation of your service de-
partment. The value to you of de-
partmentalized figures for such a
department is that it shows you the
point at which you can break even
and thus not allow the department
to be a hidden drain on the profits
of the rest of ‘your business.

Whether or not you carry a de-
partment that is on the danger line
of loss depends upon your judgment
as to. the value of the department
to your store as a whole. If you can-
not improve the condition of some
departments you may be able to
eliminate them entirely to the bet-
terment of your business.

You have already scrutinized
each line of goods in your store to
see if it fits your own natural abili-
ties, your trading area and your
store location. You are now in a po-
sition to apply the final test for any
merchandise in your store. This is,
that it stand on its own feet and
contribute something constructive
to your store. Only in this way can
you make the greatest possible
profit for your store as a whole.,

Move producfs out
quickly and you get
fresh stock, and do
more business with
but slightly increased
‘fixed’’ expenses.
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Evan R. Moon
Merchandise Manager

Major Appliance Department

Joske’s of Texas

San Antonjo, Texas

Joske’s of Texas, San Antonio, Texas
reporis:
@

definite mark-up percentage value.

! “Among the Magnavox principles contributing to

our success is the protected distribution policy @ “The radiation of complete satisfaction
which eliminates chiseling dealers and bhack-door and good-will from our thousands of Mag-

distributor deliveries.” &SoanSHEor20 A navox happy users—a powerful sales in-
® “This year Joske’s celebrated their fifth fluence.

anniversary as a Magnavox dealer. The ® “The fact that Joske’s employees are so

event was marked by three record sales
months—1200 Magnavox instruments dur-
ing May, June and July!

enthusiastic about Magnavox products. A
high percentage have Magnavox instru-
ments in their homes.

@ “In addition to the Magnavox protected ®
distribution policy, Mr. Moon credits the

L following reasons for Joske’s big success

”J with Magnavox instruments:

“We want to thank you,” wrote Mr.
Moon, ““for the splendid cooperation, fine
merchandise, the profit opportunities and
the excellent policies of Magnavox. We

o ® “Minimum service costs, which have a are proud of our association with you.”

7 REASORNS WHY

Magnavox is the best franchise for building a sound, profitable business—

7 Protected Markets. 2 Direct Dealings. 3 Longest Discounts. & Reliable Prices.
5 More Advertising Dollars Per Dealer. 6 Sound Merchandising Help. 7 Staunchest Owner Loyalty.

COAST-TO-COAST THE STORY IS THE SAME... for a sbund,
profitable, long-term business, Magnavox is the BEST franchise.

AGNAVOX COMPANY, FORT WAYNE 4, INDIANA - MAKERS OF THE FINEST IN TELEVISION AND RADIO-PHONOGRAPHS |
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Retailer’s Personal Touch Needed to

ASK FOR MORE
IKFORNATION

Cash in on Growing Public Interest 'i
~~~~~ : Ay B A o i
T i SR : e e i in H'gh QUG'”‘Y sound ‘I
HUSIC REPRODYCING q
EQUIPNENT USEDIN | LA 1
THIS OENONSTRATOR - '

“It reproduces with true definition
every instrument, every tone, every

pitch of voice or instrument,
throughout the entire scale of audi-
ble sound.”

® So read an advertisement for a
loudspeaker in a 1926 issue of Ra-
dio Retailing. It is exemplary of the
quest for high quality sound repro-
duction which has been going on
ever since the first acoustical phono-
graph was made more than 50 years
ago.

The first phase of this quest was
sparked by the efforts of engineers
to produce some semblance of real-
ism in the sound of radios. In 1927
one radio manufacturer boasted that
his radio had tone as good as (acous-
tical) phonographs! Other ads em-
phasized  volume, “mellowness,”
“resonance,” etc,

In the second phase, the engineers
finally succeeded in outstripping the
industry. Geared to produce millions
of instruments every year, the ra-
dio-TV manufacturers have been
forced to seek the largest common
denominator, aimed fo satisfy most
of the people most of the time.
Meanwhile, more or less unfettered
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Radio-TV  dealers
handling phone
records have po-
tential  customers
for custom sales
walking in their
store every day. A
high-fidelity dem-
onstrator in the
record booth, prop-
erly merchandised,
can stimulate cus-
temer interest in
the dealer’s facili-
ties for custom
home installations.

by commercial considerations, the
audio engineers have been able to
attain a degree of realism thought
unattainable even as recently as 10
years ago.

These details would not be of
much significance to dealers were it
not for the fact that Hi-Fi is begin-
ning to develop into a commercial
market.

The industry had convinced itself
that the public had a “tin ear,” and
wouldn’t appreciate anything better
than it was getting. But the facts in
the matter have proven otherwise. A
good deal of money has been spent—
and a good deal more will be spent—
by the public in the direction of high
fidelity.,

Before we seem to go off the deep
end on this matter of high fidelity,
let us clarify a few points. When we
say that there is a growing market
potential in this field, we do not nec-
essarily mean that 50 million fam-
ilies will buy a $150 loudspeaker . . .
although there are more of these be-
ing sold than you would imagine.
What we do mean, is that interest
has been stimulated in attaining
something better. Fach customenr will
find his own level when it comes to

price and quality. That which the
customer buys may or may not come
up to the audio engineer’s standards
of “high fidelity.”

For this reason, it is perhaps more
accurate to use the expression “cus-
tom” rather than “Hi-Fi.” The sig-
nificant thing is that the consumer is
buying, not a ready-made instru-
ment, but rather a selection of com-
ponents which, when assembled, will
produce his own custom-made in-
strument. The chief motivating fac-
tor behind this selection is better
quality sound.

There is an additional factor, how-
ever, and that is what we might call
the “furniture aspect” of the custom
field. Not only do the customers want
better sound, but in many cases they
also want better furniture . . . or at
least, custom designed furniture, or
perhaps “built-in” arrangements.

The radio dealer—and especially
those who sell phonograph records
—is the “natural” outlet for this
type of merchandise. He has the
know-how to handle it and sell it
He has already well established ave-
nues of supply for it. It “fits” ap-
propriately into his displays of other
music-producing merchandise. And
the customer has already learned to
come to him for products of this
type, and for advice on such prod-
ucts. In addition, the dealer’s service
department is a natural adjunct for
the installation and servicing of
these products.

Dealer on the “Inside”

But, “natural” or not, if radio-TV-
record dealers do not supply a serv-
ice on this merchandise, somebody
will, since the public has a habit of
getting what it wants. On the other
hand, if our dealers will cash in on
the natural aptitudes they have for
the job, they should find the going
easier than it is for some of the out-
siders who are trying to get into the
act.

Two questions will inevitably arise
from the dealer who is considering
this step: first, is it worthwhile, and
second, how do I go about it?

(Continued on page 68)
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Additional sets not shown
DuMont de Luxe DEVON

17”. Plug-in for record player. Ma-
pmgany or limed oak veneers.$27995

DuMont MILFORD

7 Mahonany or limed oak veneers,
“Built-in antenna. $27995
a DuMont SHELBURNE
21”7, Period cabinet of fine mahogany
‘eneers. Built-in antenna.  $39g95
] DuMont de Luxe WICKFORD
31”7, Plug-in for record player. Cabinet
»of fine mahogany veneers.  $43995

DuMont de Luxe BANBURY
21”. Plug-in for record player. Fine
Jmahogany or limed oak veneers. Also
limed oak with raffia panels, $43995
, DuMont de Luxe SOMERSET
’1” Drawer for optional record player.
‘Ine veneers in mahogany or blond.

i

NOW SELL 16 GREAT DU MONT TELESETS*
WITH PRICE “STEP-UPS” FROM
$199% T0 $1,795%*

DuMont CLINTON
177 rectangular DuMont
$19995 tube. All-wood cabinet.

Plextone finish in bracken See how well it pays to hold the Selective DuMont
brown or blond. Built-in . 5
antenna. Dealer Franchise! Now, as DuMont extends its

new line into every price field, DuMont extends

| $44995 . ; I
3 * DuMont de Luxe WIMBLEDON $34995 its profits to dealers!
%l”. Plug-in for record player. Fine
¥nahogany vencers. $47995 DuMont BEVERLY All of these new “Step-up” DuMonts carry
DuMont de Luxe WHITEHALL, 21”. Fine mahogany or
Series II limed oak veneers. iti i have features
217, Plugin for record player. Fine  Biiiin oorepne, strongly competitive discounts. All have feature

nahogany veneers. $49995
DuMont de Luxe DYNASTY
21”. Chinese Chippendale cabinet of
ine mahogany veneers. Drawer for op-
_lional record player. $49995
' DuMont de Luxe FLANDERS
21”7, Plug-in for record player. French
‘Provincial cabinet of fine fruitwood
imish. $54995
;’PuMont de Luxe ROYAL SOVEREIGN
30-inch direct-view DuMont tube . . .
world’s largest. Built-in FM radio.

#lug-in {or record player. Hand-rubbed
\'mahogany finish. $1,79500
J-ﬁ

* 41l prices are suagested relail, subject io
hange. No exira charge for Fcderal Excire
ex and Warrenty. Prices slightly higher in
outh and West. Limed oak and blond model
rices slightly higher than shown.

SEE MAJOR LEAGUE FOOTBALL AT THE
STADIUM. IF YOU CAN'T, THEN SEEIT

ON DUMONT TELEVISION{
L BT ACTION! —THE NEW YORK FOOTBALL GIANTS

that will gain sales against any competition. And
all have DuMont’s “Proof You Can See” . .. the
instant proof of better pictures and cabinets that

wins customers on the spot.

$375%
DuMont RIDGEWOOD
21”. Fine mahogany or

&l limed oak veneers. Built-in
{ antenna. : ‘ iz ﬁ"’, &g@ ?W Iwgscg
’ Telesef'prices now begin at

*Trade Mork

DuMont WAKEFIELD
$38995 21”. Fine mahogany or
limed oak veneers. Built-in
antenna.
$45995 DuMont de Luxe NEWBURY

21”7. Drawer for optional rec-
ord player. Fine mahognany or

PROOF YOU AN SEE IS PROOF YOU CAN SELL! limed oak veneers.

ELEVISION RETAILING * November, 1952
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is more valuable than ever today!

.. ASK YOUR DUMONT DISTRIBUTOR FOR FULL DETAILS, OR WRITE TO: Allen B. DuMont Labs., Inc., Television Receiver Div., East Paterson, N.

63




elling Features of

- e S e ——— — T

amFR - T sww :ﬁ:g
e e o AMCLINS TN, Grpmenw B
g ‘M M e ucx war B e e T Bow B Buwrsety laches TYPE ACK o
Bst Corp.. IBOM Corand B Chcags 7. 5 Beadix TY & Rasw Botumas i Mi Comslay Bin-~-ducs | ousctissandt)
ess o w a aus 1168 1 O a8 Boinem, MIR I o 5
e S ; %173 *3i5 %5 81 W - ;38 4 L P sN ¥
é:’ hz\ g“ {; :ﬁ LK e :‘; §; Si‘yj ::E EX 21¥bM ( [3- %] i % 2 E o
5 £y ; 1183 Thad : g £45 69 21 W A Fy
mE R R 8| s g Bo§ B eas oy
3R e 81 ¢w As iree MlTREs 17 TW & BT i 3w 4
$ ' EL Seiub U 13¢5 80 Y
z:lw $3 '33 ‘@%ﬂﬁ § .
Ite 53 b % o et b #1 i Kl Fervat Bale
349 9 ¥ oW A5 Borper Comme ‘ \ 3 v i x
gﬁﬁ g%,; 2 g Ai LNy G Wwabe Badon 53T S Lowmg Islewd Cup ) ¥
99 P (1] o A . . . P " 51 @ y
41585 91w a8 pyY 238 ¥8 o f;’i?ﬁ at B = i
s N De = B bTi72 EES 1T oW e
£535 0 ] CLw 3 ] = H g
‘3‘-352‘ ;;g 41 }‘W AM-PR 3% Cupetiart -F acwsworts. Pt Wasue 1 Ind ET17 1 5 i& 1t CW AN FH &%
46595 21 0w AN PE As , FTY w0 e B e =
18% §% 13 CH AN PR AR 1PITEM g2 85 17 ™ k11 2585 20 d A
385 21 oW AM PR AR B 1T2M 379 vs 1 Cw Frovip 4 8 w ey
2% 85 2 CH AN FE as BLIEN 348.95 2t uw
859 85 21 cnw A% 30%128 359 gz §§ gw
ERG B ®1 W AR alE1EM o8 2 / B eriam, N J
TTIAS 148 55 phoe N (Hie 855 11 coW Solhet Livy Aive 5. & oy
e — —— BFIliM SNy ‘ ‘ Ch 19898 1Y T¥ &5
; . EFY12B 44845 21 COW aion e
Av Barskall Cwp 12 B 44 81 New Vork 17 N Y THEiEM 1596 21 CBW Fnnd e i 2 e
149 93 17 W A8 sFEieE 47886 §1  CLW Kl b “ia i&
e AT T Ao e | ™ Wekebld  409.95 51 CDW
Apores Uadle. $7 81 Bridge Plase N _ Jomg Islans Py NY 10W213M 59585 21 (W AM P Sl 9988 31 fon i\:
" Y3 N a7 as 1IWgiEM 18560 f1 W AM-PH el Sreler FEI - v
. i b : o e itnanen oy Busbury 3995 21 CoW B} a8
V%21 3 !f 5 21 e AT Wickfarg £33 85 'R W Pl A3
W 14993 81w AT-A S —— f2t © £1 UBW  F] AR
T P roe A 4 ﬁwmz :;_: e £ R a5
ML VN S B ATaE CBS-Coimmbia, 170-53 5. Broklye 82, N ¥ Wismbicdon 471995 1 CDW P 48
M a8 gl o TR Whitehall 11 49 98 §1 W P g
ms?ﬂ 623 po 2 COW AM FE AT a8 i - ™ P e e ot cow 0
Hevusi eves 3 FU AN PH AT-A5 it : ™M Flasders BLe B ¥1 CBW  FS 48
T4 1E ¥ uh =
Austey Radie & VY bae, 85 Tromost $1., Mendes Cona. Tealla o & AL ] ri
: # 167 in #5 W $ ) "
K, - gé, m:s ‘?:j ﬁ e 4 ow ﬁmaﬂ‘n‘\ kn{ih\ & Prome Corp . 111 Mo Sw Now Yok
N St A e e $93 COW  AM FM PH !
: : 2ITIL 339 ¢ ™ . . g
Arvis  Isdestries, Colambam, Dad 3i€11 359 §3 )1 ¥ v} T2t %g: ::' {? ;‘\: 44
TOTSCR PP 719 8% 27 § 23021 A4 1 COW kg %1‘2 239 0% 11 W e
TETHM-THP 69695 2 &7 o 2re3) é6 Lo thw oy 121 et 17 W A5
TLUMFP LHP 846 85 4 X i’lt_i! [T i «‘mv 12 . 71-7 289 %’ Ve W A4
TUIYURA-THE 544 08 37 g FELI ! Lbw AM Fal Py i1 S16 8 §1 ™" AR
TRIGCE UBF 534 gx 21 ' 27 ] Lhw oy 12 R8w U 9 W AR
TZIMNM-IBF S48 8% 37 o 26TXy ¢ o™ by n 279 8y i oaw AB
T21OM-UBF 458 95 F3l I e d v Th Pl 22 FE TR COW 48
721404 Hees 31 ¢ ey A £ S o 718 19 3 P oD A%
TRIGCR-IHF (4998 a1 ¢ ZuM) o v 726 3838 5 2} W A8
TEIOCM-URF 446 9% %1 € oy 1w P ] 278 g5 a1 L AS
121008 419 a1 21 ¢ 24 4 : (W P Tae BTg §% 21 Chw AR
TR LOM 385 95 25 ¢ I 2 w1y 731 849 §5 17 (R FH AM AR
TEIMCB-URY  qiv s 8y g 733 $19 85 91 COW  FHoAM A8
TEIRCM-UBP 38985 211 ¢ —
;gugg g+ 5 p € tas.. Giw Calst
18 B39 B8 1 ¢ enrne. bee. . Glendory
¥ty 318 55 gl ¢ Fada Radlo & FEleelrse. 595 Main 8t . Belhwile N §
&2150M 209885 g7 o 55 M4 S90.ES £ COW  p) ax | . )
a%13TH 2884 31y JEBET 41485 8L CDW  F)] 4y 173Y o Tw AS
ALTATM 239 83 17 ¥ 38ME 1 348 89 21 W By S EOTRM iy hy AB
E1THTM 158 %5 17 T AxBE 259 93 21 €W Fi AN HTAC 11 cw AR
~ - SiMsg PiU.5% ¥4 COW  p) A B - i
Stiatie Viss Cory., 15 Clistes 51 Bruskipn 2 X Y Biras AL R L 9w AB
§307M 19985 20 Tw  py .y TiTH 229 IR " R
8240 329.95  ¥0  cW  p) as 17THEM 3¢ T Tw A8
#210K 354¢.85 2 W 1 £ AR Crosiey Do —Ares, (526 arp Bglel SL L sinbati 25 (hge 1778 289 17 Ti} A8
T3OIN M 399. 95 20 cow g A8 1TTREM 248 17 T AR
731N 42495 31 Cpw Py L1TTH 1w ™ AC 217 T &
XBass 499.98  5s Y EU-1TTeL U v4, Tu al 21THM 2x8 3 21 Tw S
X3imaf 524 28 2% Pl AR EU ViTweiy H I meyr 269 9 21 W A
R24TM 19985 2y W p) e EL ITTE | 34 ™ Al DLY 1TBM A1 21 v i
P4 49 85 3% oW py P Kl 17Tas N ™ At 172 49 2 Tw
X24D 59898 2y fpw Py, EL - 17TeK # W At SITRM 469 63 2 Tw &R
TETTTN S 89 27 ™ 3] ! EL 1T0w 3y i o0 AL w*? SR BY 17 oW ﬁg
X27¢P TEE®L 2T eow ) e b wl b Al 170 2EM Qe pn 17w 48
XRiwhy 296 6% 38 bW Py AS EL iTOule 1) ; Cw A€ 1701 LG9 9 17 W ¥
1136T™ 560 S0 TW  p) g HHIous U 3y 7 % Al 2108 879 B3 21 W A
e T Eaw B2 o0 o8 k) — TN T
Bace TV Corg. & Hockensaek, N 3 EY 21F0. L *Piﬂ 3 2t W Al - N ¥
Rew Coot, 24% 588 95 #4 EU S1Tolp 2355 w3 21 W " Genersl Eloctric Co. Syracuse,
P 865243 : o B 2itoik s geses 5 gy Al :
R85 A9 4% 21 T EC. 210 9y W A 1T 169 88 17 W M
3 . o SR EU-2100¢ 1 21 ol 17%)2 238 $5 T T e
L] L ay fhe oy re i & € Al s g 5 1 W A
M T$85 2L cww pp ag i ey L T S i S i B . - e
L BRI L. 4 B A EL 21CoM  ifw i ow b 200107 544 65 =0 ew A
R o e BU-ZICOM U 42988 3] oy Al 217) 845,85 4] TW AL
Bell TV, boc, 552 W 03w N Y 35 N v S g & A ol .o VI 5
ot i85 k 2147 2
230 =445 20 ¥ A EU i go9 g 91 xS ;tl 210261 419,88 21 cw A
e EU 210DM-U 479 3 3) W A1 210269 15988 %1 €W A
Beimusni - EC-210B8 448 65 T epR Af 210214 158 85 gL (pw A
el e Raytheon T¥, EUZICBE T gge I hw at 210210 1985 21 ew Yy
T~ Tabbs s {\!z;;w I3\ rmfy.y Jaih AT Add New T
-~ sl Leuthesers, Al ks i Ok
B—¥ b Doy W gt N An o Aud Qa‘tm * Tay ?‘iﬁ?
FoFragtic Pl Plhusegr apt Add Copvertor 1 Warrunty Eatra
lo seuse Watanees prase shghaly fsgber Ter end W whd o priees W mlest fndicsted B * aed, or 1

Models a0l pricss e Prpdvduned Irom the lalem iaformation maemg trw e munwlecturers ue o pres Qe

o4 TELEVISION RETANING - November, 1952

T ——




lLafesf Television Sets

AM.FM AM-EM AM-FM
LIST PRICE TUBE PHONO LIST PRICE TUBE PHONO LIST PRICE TUBE PHONO ;
MFR. and (Incl. Tax and SIZE PHONO MFR. and (Incl. Tax and SIZE PHONO MFR. and (Inel. Tax and SIZE PHONO
Model No. Warranty) (inches) TYPE JACK UHF Model No. Wwarranty) (Inches) TYPE JACK UHF Mode! No. Warranty) (Inches) TYPE JACK UHF ]
" General Electric Co. (continued) Keeney & Co., ). K., 2600 W. 50 St., Chicago 32, IIL Motorola, Inc. (continued) |
229.95 17 ™ AS 17T12W 219.95 17 W AC-AT
210206 469.95 21 CDW AC Yeies 20 W AS 17T12 22995 17 TW AC-AT [
21T4 319.95 21 ™w AC 289.9 21 W AS 17T12B 239.95 17 W AC-AT
2175 339.95 21 W AC 274.9”2 17 C 17K 14W 259.95 17 CW AC-AT
21€200 369.95 21  CW AC 29995 20 C 17K14 269.95 17 CW AC-AT
32025 21 C 17K14B 279.95 17 CW AC-AT
s e opoo M
- ) 17K15B 309. -
Hallicrafters Co., 4401 W. 5 Ave., Chicago 24, IIL Lion Mfg., 2640 Belmont Ave., Chicago 18, IIL 17K16 319.95 17 cw AC-AT
17F13 449.95 17  CW AM-PH AC-AT
1051 199.95 17 TP AC 17F15B 469.95 17 CW AM-PH AC-AT
¢ 1052 209.95 17 TP AC Magnavox Co., Ft. Wayne 2, Ind. 2173 229.95 21 TP AC-AT
1053 259.95 21 T™w AC 21T4E 249.95 21 TP AC-AT |
1054 269.95 21 TW AC My33J 279.50 1t CW AT, 2174 959.95 21 TP AC-AT
: 1055 279.95 21 TW AC MV91L 550.00 21  CDW AM-PH AT T 27908 21 TW AC-AT |
| 1056 289.95 21 TW AC MV6SL 695.00 21  CDW AM-FM- 21T3B 38005 21 TW AC-AT
1057-U 839.95 21  TW AX PH AT 21C1 28995 21 CW AC-AT
1060 339.95 21 CW AC MV104H 24950 20 T AT 2 16iB 599.05 51  CW AGAT |
1061 35995 21  CW AC MV42H 395.00 20  CDW AT SIKAW 51595 21 oW AG-AT |
1062 369.95 21  CW AC MVSSH 498,50 20  CDW AM-PJ AT 31K4 550 98 31w AG-AT ‘
1063 399.95 21  CDW AC MV89H 545.00 20  CDW AM-FM AT 21K oias i ow AGAT |
1067 595.00 21  CW AC MV83H 550.00 20  CDW AM-FM- 51K5 23008 51 OW AC-AT
I 1068 625.00 27  CW AC PH AT 21K58 409,95 21 €W AC-AT
| 1010 219.95 17 TW MV100L 445.00 21  CDW AT 51K8 11595 21 Cw AC-AT
i o 419.
! 10520 249.95 7 T™W MV45L 445.00 21  CDW AT 31K7 14595 21 CDW AG-AT
MV9I0L 595.00 21 CDW AI\%gM- P 21F2 5(’1;(5)’80 21 gg ﬁﬁ_gg ﬁg_ﬁg !
! 21F2B 600.00 21 8 -
. MV103H 269.50 20 CW AT 21F3 650:00 21  CW AM-PH AC-AT ‘
Hoffman, 6200 S. Avalon Blvd., Los Angeles 3, Calif. MV102L 379.50 21 CcwW AT 21F3B 675.00 21 CW AM-PH AC-AT
. . MV106L 289.50 21 Ccw - AT 27K1 695.00 27 €W AC-AT |
7M109 199.95 17 W AS MV107L 339.50 21 CW AT
TM112 229.95 17 W AS MV93L 695.00 21  CDW AM-FM-
7B113 239.95 7 T™W AS PH
21M121 279.95 21 TW AS MV110M 595.00 27 AT . ¥
21B122 289.95 21 TW AS MV110MP 750.00 27 AT National Co.; 61 Sherman St., Malcen, Mass.
21M115 319.95 21 TW P AS A
21B116 329.95 21 TW TJ  AS o - : 5O TR2.6 0 0O A T
3 21M305 3929.95 21 cw AS Majestic Div., Wilcox-Gay, 385 4 Ave., N.Y. 16, N.Y. TV-17285 $319.95 by CW
{ 213 TV-1729 1839.95 17 CDW
B306 339.95 21 cwW AS 30 189.95 17 TL AS 0 19.95 20 CDW
21P307 339.95 21  CW AS 17T20 21995 17 TW AS IREAPE) o kN ‘
21M308 389.95 21 CwW PJ AS 17721 229.95 17 W AS ;
21B309 399.95 21 QW P AS 17030 239.95 17 W AS
! 21P310 399.95 21 cw rJ AS 17031 249.95 17 CW AS Otympic Radio & TV 34-01 Ave., Long Island City 38, N.Y.

§ 21M506 379.95 21 (W AS 344 259.95 21 TW AS |
/ %1113387 389.95 21  CW AS 354 969.95 21 TW AS 17T40W 189.95 17 TP *
1 2%M7080 ?ﬁ%?’% 221 cw AS 39 989.95 21 CW AS 17T48 209.95 17 TW

| - 1 Cw PRI AS 33 299.95 21 CW AS 17C44 269.95  17° CW

213701 459.95 21 CW  PJ A8 21788 339.95 21 CDW AS 17K41 329.95 17  CDW AM-PH

1 1p702 459.95 21 cw R A8 21F39 359.95 21 CDW ©AS 17K42 359.95 17 CDW AM-PH |

; 2TM709 775.00 217 Cw  PJ A8 21F86 399.95 21 CDW AS 20T47 229.95 20 TP !

21M903 485.00 21 CW AM-PH AS 21720 279.95 21 TW AS 20T46 249.95 20 TW

! 21B904 495.00 21 CW AM-PH AS 21721 289.95 21 TW AS 20045 299.95 20 W \

21P905 495.00 21" CW AM-PH _AS 21C30 309.95 21 CW AS 20K43 399.95 20 CDW AM-PH
21M900 775.00 21 CW AM-FM-PH AS 21631 319.95 21 CW AS 17T20B 259.95 17 T™W

h 21B901 795.00 21 CW AM-FM-PH AS 21D5 359.95 9 cDW AS 319.95

3 1D50 59.9 1 1724 269. 17 CW

21P902 795.00 21 CW AM-FM-PH A8 21D51 379.95 21 CDW AS 17TK32 17 DW AM-PH
) 21P60 489.95 21  CDW AM-FM 21727 279.95 21 W
) PH  AS 21028 5 21 (W
Jackson Industries, 50 E. Cullerton St., Chicago 16, IlL 21P61 519.95 21  CDW AM-FM 21D29M 349.95 21 CDW

I PH  AS 21D29B 369.95 21 - CDW
| 217T 17 T 21170 569.95 21 CDW AM-FM 21K26 449.95 21  CDW AM-PH
i 221T 21 T PH A3

221C 21 © 21P71 599.95 21  CDW AM-FM
i 321C 21 c AM PH AS Packard-Bell Co., 12333 W. Olympic, Los Angeles 64,
621 21  CD AM Calif.
G 27D 2T Mattison TV & Radio, 893 Broadway, N. Y. 3, N. Y. 2724 28995 21 TW Pl AS
it 2723 32095 21 CW_ Pl AS
27BB8 499.50 27 CWw  PJ A8 2723 36995 21 CDW PJ  AS
| 21BB6 399.95 21 Ccw  PBJ A8 2721 399.95 21 CDW PJ  AS
) Jewel Radio Corp., 900 Passaic Ave., E. Newark, N. J. 17BB8 369.95 17 W PJ AS 2799 499.95 24 CDW  PJ AS
e 1w g | R dme g @wommoa | dE MR B By et
17CW-T 23905 17 oW AS 21BE6 525.00 21  CDW PH-PJ AS 2922 650.00 24 . CDW AM-EH A5
21TW-7 249.95 . 21 W AS 21RI6 650.00 21 CD FM-PJ AS
21CW-7 279.95 21 W AS 27RI6 795.00 27 CD FM-PJ AS |
27FP6 595.00 27 CD FM-PJ AS Phileo Corp., Tioga & C Sts., Philadelphia, Pa. '
31006 53000 31 b B AS
o (o " U6 . 21 C P. S 1824 199.95 17 M AT !
t - .
Kaye-Halbert Corp., Culver City, Calif. %%X% 45%50%% 1270 %I]))W 11))"]1 ﬁ% 1824L %19'95 7 ,’IP.M AT
3 = 3 : 1825 29.95 17 M AT
DA 2o - I i 21QUAG 595.00 21 CDW PI  AS 1826 