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Naturally — every TRIAD Tube is constantly,
rigorously tested throughout the entire man-
ufacturing process — a special test follows
every individual operation. Yet TRIAD does
more than that! When completed, each
TRIAD Tube is subjected to nine additional
and final tests for vital characteristics — tests
so stringent that nothing short of absolute
perfection can survive them! This infinite care
in manufacture has won for TRIADS their
reputation for superior quality—and has
made possible that guarantee that goes with
every TRIAD Tube—a minimum of six months’

satisfactory service or a proper adjustment.
You can rely on TRIADS — the tubes backed
by an actual Insurance Certificate!

Call your jobber or write us direct
Jor complete TRIAD information. (

TRIAD MFG. CO., Inc., Pawtucket, R. L.

Tune in on the TRIADORS every FRIDAY evening, 8 to
8:30 Eastern Standard Time, over WJZ and associated
INBC Stations.

TRIAD

RADIO TUBES

e —-@INAL TESTS-

.black and [ 1
| yellow tri- e ANALA ,‘ | Below are listed the nine
angular box. [l ' final tests for vital characteris-
tics to which every TRIAD Tube
is subjected.
Gas
Emission
Filament Current
Plate Current
Oscillation
Grid Voltage
Mutual Conductance
Plate Impedance
Amplification Constant

O R NN

West Coast Representatives
W. J. NOEL R. C. JAMES
508 Eddy:St., San Francisco, Calif. Pioficer Bldg., Seattle, Wash.
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It’s always more profitable to sell people what they want to buy.
9 When you offer the Sterling Concertone Radio to your customers,
you are sailing with the wind of popular taste and popular approval.
g Every Concertone advertisement features TONE. Every manufactur-
ing process in the Sterling factories is planned to perfect and develop
TONE. § And now, through the October issue of Radio Retailing, a
thousand representative radio merchants tell us that TONE is what the
people want. § Of course, Sterling Concertone has beautiful cabinets,
selectivity, distance, volume, screen grid, and every other popular
feature, but it is marvelous life-like TONE that puts the
Concertone in a class by itself. § If you want bigger sales and in-
creased profits—now-—see your nearest Sterling distributor—today.

THE STERLING MANUFACTURING CO., Cleveland, Obio

ELECTRICAL MANUFACTURERS FOR 24 YEARS

'g

The Troubadour

The ideal set for small
homes or apartments.
3 screen grid tubes—
perfect for long range

reception.
Less tubes $1 2 929

Prides slightly higher

in far west.

e 5 $14920

The Serenader

A handsome

medium sizeci
walnut low - boy;
3 screen grid tubes
afford perfect long
range tuning.

Tell them you saw it in RADIO

The Imperial
Beautiful walnut
high-boy; 3 screen
grid tubes with each
stage completely

shielded.
Less tubes $187 .5_0

Also supplied for operation
on 25 cycle current, at no
increase in price.
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that make selling easy
and profits sure—

outstanding features of the

[

INTS

screen-grid radio

OU’VE many convincing sales points to give your prospect when you
offer the New 1930 Browning-Drake Screen-Grid Set. The fourteen
below are just some of the many that make this set so satisfactory both to

you and your trade. They insure the least possible servicing.

Here they are:

9.
1. Semi-automatic tuning—both kilo-
cycles and call letters on dial.
10.
2. Five tuned circuits—nine tubes.
11.
3. Tuned antenna.

12.
(245 power tubes).

: 9 . 13.
5. Power detection (plate rectifica-
tion) optional.
14.
6. Hum eliminator.
&
7. Band-pass filter effect (10 KC.

selectivity).

. W |
N

Mershon trouble-proof condenser.

Voltage, regulation adjustment
(manual).

Power unit integral part of chassis.
Special electro-dynamic speaker.

Phonograph, short wave* and tele-
vision connections.

Selected walnut and American gum
wood cabinet.

Hand-rubbed satin Duco finish.

. MODEL 56—-Screen-Grid, Small MODEL 53—Table BModel, Screen-Grid

You ought to get the whole story Console, 42x25x15, less tubes___________. $154.50 Type, list, [ 102 50
about this set and our unusually MODEL 66—Heater Type, Small less tubes. ‘g .

. ] . . : Console, 42x25x15, less tubes .__________ ¢149.50 MODEL 63—Table Model, Heater Type,

attractive franchise. Werite for it Prices the same throughout the country list, $98 00
Eight models, table and console, heater less tubes *

now. and screen-grid types..

BROWNING-DRAKE CORPORATION,

Builders of quality radio for five years

Prices slightly higher West of Rockies

224 Calvary Street
Waltham, Mass.

Nearly 1,500,000 People Listen in o’n Browning-Drake Sets

4 (Fell them’ you saw itrin RADI®
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nf’ THE superiority of Jensen Electro-  And as in this country, their selection of Jensen was
| Dynamic Speakers is not restricted to  only made after exhaustive laboratory tests and com-
. | American recognition. In England andin  parisons of every type of dynamic speaker of both
N Europe —among all these people with ~ American and European manufacture. -
; their appreciation of the finest and best in music and Jensen’s world-wide recognition is an asset N0 man-
ﬁ’ the allied arts — Jensen has won the | ‘ ufacturer, dealer or jobber can over-
4 same indisputable leadership held : look. Today, tone quality is the
7 in this country. : keystone in the successful sale of
o Three of the leading manufac- )_rﬁgrk_ny/m”,c KR any radio receiver. Shrewd distribu-
:;,50 turers whose name and product AV censen unosr exrormoneraranrs tors and dealers will continue to
; T(’)"a rank at the very forefront of the | . prefer sets Jensen equipped — defi-
li,, radio art in Europe are today' supplying discriminating  nite assurance of the best the industry has to offer.
| buyers with speakers made in their own plants under Uponrequestwewill be pleased to giveyouthe names

agreements permitting the use of Jensen principles  ofboth Americanand European manufacturersusing Jen-
and design. sen Electro-Dynamic Speakers in their current models.

1'6:” -JENSEN RADIO MANUFACTURING CO. - 6601 S. Laramie Ave., Chicago, Hi. - 212 Ninth St., Oakland, Cal.

: ﬁ . Tell them you saw it in RADIO



It’s the plus that counts!

Like the ‘“it” in personality, the knockout blow in boxing, or
the crashing ace in tennis, it’s the punch that counts!

The SUPREME DIAGNOMETER is full of extra punch!

Would you patronize a plumber who couldn’t stop a leak?
A doctor who couldn’t cure a cold?

Then why use servicing equipment that doesn’t fill your every
need?

That doesn’t provide for every test? .
That doesn’t do justice to your skill?
That doesn’t enable you to give service plus?

Your customers expect and appreciate SUPREME LEAGUE
SERVICE which is the Service Plus in radio. You can give
SUPREME LEAGUE SERVICE with the SUPREME DIAGNO-
METER.

~_ “Set Testers” prove only SIU;"LREKIgEh ooy e Ll
- 297%to 407 efficient in comparison
BRSSOl W he Only Complete

» Yy |
No other radio testing device can anywhere near approach the '
range, completeness and flexibility of the SUPREME DIAGNO- Supreme Senvice leagsue
METER. Make any test you like. Send for ours, which is con-
fidently called ‘“A Test that Challenges Attention.’”’ Some of
the outstanding features of the SUPREME are:

much valuable radio information.

To Radio Owners: Look for
this emblem in your radio

All tubes tested under actual operat- Handy carrying case providing com-
ing conditions. partments and space for all tools and shop, on th_e lape‘l button or
Screen grid socket analysis without SPare tubes. card of your service man. It
oscillation. 750/150/16 /4 A.C. Meter. . P o

is your guarantee of depend-
750 Volt 4_8(.:ale A.C. and D.C. meters, 750/250/100/10 D.C. Meter. bi’ dg R C hIt
3 scale milliameter. 2/12 Ampere-125-25 Milliameter. able radlo service. C.ash 1n on
Self-contained power plant.

the prestige the SUPREME

Thermo couple meter for measuring

Modulated radiator for testing, syn- output of a set. 3 . .
chronizing, neutralizing. = Me:sures resistances. @\& .SERVICE CERCUE S bl
External connectionstoallapparatus.  pNeagures capacity of condenser 5 to 0f [ﬂ\(,\ mg.
Tests both plates 80 type rectifiers. I9M.F.D.
All continuity tests without batteries. Makes all analysis readings. 1
Universal analyzer plugs. S I ey e mmmmm&m@tmﬂ !
and a request for complete specifications will reveal numerous Y . i
other superiorities. t 344 Supreme Bldg. P ‘|
Order NOW I Greenwood, Miss.
Present production permits immediate deliveries but the E Please ship SUPREME DIAGNOMETER
momentum of sales is such that buyers are cautioned to Model 400-B on basis checked below.
place their orders now. Reservations will be made against I

all orders placed for future delivery on specified dates.
Make use of this plan to avoid disappointments.

[l Net cash $139.50.

|
’ E D Time payment plan—$33.50 cash
Most good distributors carry the SUPREME i and 8 monthly payments of $15.00

DIAGNOMETER in stock. If yours cannot sup- each.

ply you, send order direct on form to right. lﬁl‘} ;f;;f::’safl?sft;l?l;]t}: Greenwood, Miss.

| Date shipment desired . .

B TR e,

D s L R D R IE A h R

.......................................

Please give three or more bank or trade refer-
i encesand names of distributors from whom most
purchases are made.

—
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No Hum—Hum has been reduced to absolute minimum.
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DISTRIBUTORS

Philadelphia, Pa.

DISTRIBUTORS

Van Ashe Radio Co.
10th St.

210 N.

St. Paul, Minn.
Pioneer Electric Co.

229 E. Hennepin Ave.
137 E. Fifth St.

Jalisco Mfg. Co.
Seattle, Wash.

520 2nd Avenuc
St. Louis, Mo.

Minneapolis, Minn.
Wedel Co.

Goods Co.
512 Market St.

Pittsburgh, Pa.
Findley Electric Co.

M & H Sporting

Cameradio

430 Wood Street
Minneapolis, Minn.

111 S. 6th St.
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Kingsbury and Larrabee Sts., Chicago, fil.

THORDARSON ELECTRIC MFG. CO., Huron,
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012 Transformer

327 Tilden Sales Bidg.
SAN FRANCISCO, CALIF.

The lure of mountain grandeur, framed in sunset gold, is
enhanced by PAM amplified music at the Flintridge Bilt-

more Hotel, near Pasadena, California.

Wherever people gather to en-
joy nature’s beauties, sport’s keen
competitions, or just the privacy
of their rooms, PAM installations
add pleasure and keep them in
touch with the world.

There are many opportunities
for such installations right in your
vicinity and each will bring other
orders.

The 012 Variable Impedance

Output transformer shown above
has a primary which matches the
output impedance of any of our
PAM amplifiers or its primary may
be reduced to 500 ohms. The
secondary of this transformer may
be varied in impedance from 8 to
1000 ohms to suit almost any con-
dition. The 012 permits the use
of two circuits of unequal imped-
ance to be operated from the same

PAM amplifier.

A new 16-page bulletin, giving mechanical and electrical char-
acteristics, representative installations and many new PAM
Amplifiers, will be sent upon receipt of 10 cents in stamps to
cover postage. When writing ask for Bulletin No. R-14.

Main Office:
Canton, Mass.

Factories: Canton and
Watertown, Mass.

Manufacturers Since 1882
PACIFIC COAST OFFICES:

324 North San Pedro Street
LOS ANGELES, CALIF.

2607-11 Second Avenue
SEATTLE, WASH.

“adds crowning touch to
-a famous hospitality

637 East Broadway
PORTLAND, ORE.

Tell them you saw it in RADIO
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EVEREADY RAYTHEON

BRING OUT THE BEST THAT'S
IN ANY RADIO RECEIVER

THE GREATLY superior performance of
new Eveready Raytheon Tubes means the
very best reception a radio receiver can
give. People in all parts of the country
report amazing results from their own re-
ceivers since installing these marvelous
new tubes. Greater distance, more power,
improved tone, quicker action!

Put a new Eveready Raytheon Tube in
each socket of a receiver—and note the
vast improvement. Then examine one of
these tubes. Observe the solid, four-
cornered glass stem at the base of the ele-
ments, supporting the four rigid pillars
which hold the elements. Notice how the
elements are anchored at both sides as
well as at the ends. Note how this 4-Pillar
construction is braced still further by
a stiff mica plate at the top.

The jolts and jars all tubes receive in
shipment cannot distort the elements in
an Eveready Raytheon. Handling these
tubes and installing them cannot impair
their performance. For the elements are
permanently held in their correct and
accurate positions by the patented Ever-
eady Raytheon 4-Pillar construction.

No other tube can give you all the advan-
tages of this 4-Pillar construction, for it
is patented and exclusive with Eveready
Raytheon. These fine tubes come to you
in the same perfect condition as when they
leave our laboratory test room. .. all their
superlative performance intact.

NATIONAL CARBON CO., INC.

General Offices: New York, N. Y.

Branches: Chicago Kansas City
New York San Francisco

_RAYTHEON

Trade-marks N
Unit of Union Carbide L B8 § and Carbon Corporation
SRS

SN

Tell- them you saw it in RADIO




FADA leads again with the new Vibra-Control receivers—
the most revolutionary achievement of radio engineers since
the introduction of the all-electric sets. Vibra-Control . . .
the complete control of all vibrations . . . the perfect co-
ordination of chassis, speaker and cabinet to suppress all
unwanted vibrations and permit reproduction of programs
exactly as broadcast.

Vibra-Control
Fada 35 Series

For either one, two or three
screen-grid tubes—new 245
tubes in push-pull amplifica-
tion with full power dynamic
speaker and comnsole cabinet
of walnut.

$220 $245 $255

Prices higher west of the
Rockies and for export

‘10

IBRA-CONTROL was proved and

demonstrated at the Radio World’s
Fair with the aid of a stroboscope. This
is a scientific instrument that permits see-
ing vibrations ordinarily invisible to the
human eye. It played a prominent part
(with many other precision devices) in
the development of Vibra-Control in the
Fada research laboratories.

What does Vibra-Control mean to you?
What will it do for you? It makes your
selling job easier and customers ready
satisfied—permanently. The public has
instantly recognized the difference be-
tween just ordinary radio and Fada
screen-grid Vibra-Control reception. Mar-
vellously faithful reproduction with the
New Fadas. Get your share of this busi-
ness now! If you are not already a Fada
dealer, write or wire to

F. A.D. ANDREA, Inc.

Long Island City, N. Y.

Tell them you saw it in RADIO

Vibra-Control
Fada 25

Screen-grid and heater tubes
—245 power tubes in push-
pull amplification — full
power dynamic speaker and
cabinet of walnut with full

.vision front panel.

$165
Prices higher west of the
Rockies and for export

S
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No Price Reductions
No Distress Merchandise
No Overproduction
No Stoek Jobbing
. No Trailing the Market
No Cessation of Advertising

And That’s the Result of
Right Engineering
Right Performance
Right Planning
Right Pricing
Right Merchandising

SILVER RADIO—4 SCREEN-GRID TUBES—SO GOOD IT NEEDS NO AERIAL—
$160, $173, $195

Designed by McMurdo Silver—Sold through Exclusive Distributors to Franchised Dealers
SILVER-MARSHALL, Inc. 6441 West 65th Street Chicago, U. S. A.

STLV

SILVER . ON . RADIO . IS . LIKE . STERLING . ON . SILVER

- Tell them you saw it in RADIO
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MONEY!

Bigger sales units and bigger profits per unit . . .
Sell $350 to $1000 and MORE... Easy-to-handle

installations all over your neighborhood . . . .

you can get into the

I IG BUSINESS! And it’s easy for you to cap-
K ) ture! Justimagine...every theater and dance
hall, every hospital and apartment house in your
district is a logical user of broadcasting entertain-
ment. By simply stretching out your hands for it,
you can secure your share of this big-unit, big-profit
business. Get into Power Amplification! Sell the
equipment . . . make the installations . . . get bigger
advertising value . . . and keep your organization
busy making real money for you all the year around!

Show the business men in your area
how a modern system of A-C Power
amplification will draw big crowds
and make big money for them. We
make the heart of the system, POW-
ERIZER Amplifiers employing the
new UX.-245—UX.250 Tubes. Our
new Control Panels and Amplifier
Racks afford ideal flexibility in ar-
ranging audio-distribution to suit lo-
cal conditions. Capitalize our years
of experience. Consult us freely!

Send for Bulletin No. PR 1028

POWERIZER 2.channel
amplifier panel, ideal for

Amusement Dance Halls Riding
Parks Factories Academies
Licensed by Radio Corporation of America and Associated Companies Aviation Fields Gymnasiums Sanatariums
: - Band Stands Hospitals Skating Rinks
Baseball Parks Hotels Sporting Arenas-
- ' Camps Playgrounds Stadiums
RADIO RECEPTOR COMPAN Y, Inc. Churches Public Parks Steamships
. Circuses Race Tracks Swimming Pools:
106 Seventh Ave. New York, N. Y, Civic Centers Railroad Depots  Theaters
Convention Halls Restaurants Yacht Clubs

Service agencies in important cities.

Tell them you saw it in RADIO
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Not “Just Another”
Electro.‘DynamiC

--are Entirely NI
amazingly DIFFERENT
and FAR SUPERIOR!

DVERTISING space for the announcement of a new electro-dynamic of only ordinarily
good  attributes would be valueless—but—the VICTORY GIANT commands attention
justifiably! '
Here is a speaker—the largest—the most rigidly constructed and most efficient ever developed.
Its remarkable frequency curve, reproduced below, is the marvel of engineers. The Victory
Giant cone has twice the area of any other and sets twice the air in motion, the cone angle
spreading the sound waves, rather than making them entirely directional.

An exclusive feature concentrates energy of the field and intensifies magnetic flux at four
hot points on the heavy top plate, giving more sensitive and more powerful drive to the movable
coil, and the heavy top plate assures a more uniform cone drive.

This combination of new, exclusive features assures the unusually full, rich tone quality,
clarity, and enormous volume of the Victory Giant, developed to a point unapproached in

other speakers.
The “*VICTORY” Curve

(X% XY Here is the Frequency response curve of the Victory Electro-Dynamic
Speaker, plotted by Frank C. Jones, eminent radio engineer. Note that the
Neutralizing coils and filters are not used on lower register—or BASS—frequency range is as near perfect as is humanly

possible in any mechanical sound reproducing device, Note how evenly the
frequency curve follows the scale, even at high frequency register. There are
not many “highs.” No shrill, piercing frequency hump. The Victory speaker
X X curve proves that this speaker combines ALL of the good qualities of sound
reproduction, Life-like, faithful, it is amazing. We guarantee each Victory
Giant speaker follows this frequency curve.

Victory Speakers.

SPECIFICATIONS

= > o o

16” cone (inside)——(19” outside). _ r

15 top plate. i 1

2" movable coil——15" wide.

1—280 rectifying tube for field excitation.

Net weight complete with input and rectify-
ing transformers 38 lbs.

LIST PRICE, $95.00 (Less Rectifier Tube) +10)

”

Victory manufactures a complete line of +5 1 I 1 »
electro-dynamic speakers, ranging in price f I i
from $22.50 to $25.00 for DC models and
from $35.00 to $95.00 for AC models.
Special theatre models with 90-volt field for
use with generators.

(=]
X
Y

1

)
-t

I

JOBBERS—AGENTS

Attractive Franchises for desirable I it
territory are still available. Com- i
plete information upon request to 15

responsible concerns.

ch
=]

SLiINN 8Q

VICTORY sesditiilile

I i

INC. - » ~ w g-chﬂ.oa » [ m-o:qmlo

OAKLAND CALIFORNIA © FREQUENCY CYCLES

SPEAKERS = =

3
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o
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7131 East Fourteenth Street PER SECOND
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US SEND THIS CARD TO
R RADIO BUSINESS FRIENDS

A PRACTICAL SOLUTION OF THE

CHRISTMAS PROBLEM

RATES 7 7

For One Subscription
ee.... TWO DOLLARS

For Two Subscriptions

.. .«..FOUR DOLLARS
For Three Subscriptions

DEALERS:

JOBBERS:

Your salesmen will welcome a subscrip-
tion to “RADIO” from you as a Xmas
gift. Send “RADIO” to all of them.

Your salesmen and service men will
appreciate “RADIO” for one year as a
Xmas gift from you. Nothing is more
acceptable—more instructive. Rush your
orders now!

AIR MAIL YOUR ORDERS

2. Send a card, like the one shown

3. We will also send them our

4. We will start the subscriptions

We Will Do
This For You—

1. Tell the recipients that YOU have
subscribed to “*RADIO” for them
as a Christmas gift.

above, mailing it so as to arrive on
December 24th.

monthly loose leaf price and data
sheet service and a binder for
holding the sheets.

with our December (Christmas) is-
sue, in which the first article on

BEFORE DECEMBER 2lst

“SELLING RADIO” will be pubJ

.++....SIX DOLLARS |

Publishers of “RADIO” . ..

Send your Subscription N .e
428 Pacific Building 415 Lexington Avenue to the Office of Gane’ |
San Francisco, Calif. New York City, N. Y.  «RADIO” Street o d Num ber

vvvvvvvvvwvvvv‘vvvvvvvvvvvvvvvvvvvvvvvv.

_____

86 St. Botolph St. 307 N. Michigan Ave.
Boston, Mass. Chicago, Ill1.

Nearest You.

City and State.

Send “RADIO” for one year to the names listed:

Name . — } ~ ; . , Name.__.

Street and Number Street and Number

City and State.. N City and State

Donor’s Name I e e Address

(WRITE OR PRINT PLAINLY IN PENCIL OR TYPEWRITER. INK WILL BLUR ON THIS PAPER.)

14 Tell them you saw it in RADIO
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“The Speaker
of the Year”
E
1
hone
e l'
4 All the efforts of a radio manufacturer to produce a perfect receiving set are lost
| when a mediocre speaker is incorporated in the set.
“ INSTALL THE
; |
eCoster
> Here is a reproducer that has an almost uncanny way of projecting everything from
v the softest tone of the human voice to the blare of a brass band with absolute fidelity.
g Charming Period Cabinets -
. = " Rk : : : rite for
A In both design and finish Wright-DeCoster cabinets are f
5 v . DESCRIPTIVE
so beautiful that they will grace any room no matter | FOLDER OF CHASSIS
| how handsome the furniture may be. Various models AND OF DIFFERENT
P follow the style of the most outstanding examples of CABINET MODELS.
' Early American and Old English craftsmanship.

1  WRIGHT.D

2217 University Avenue

B e

COSTER,

St. Paul, Minnesota

Tell them you saw it in RADIO
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at the

Fourth Annual Convention |
of the |

National Federation of Radio Associations |

and the

Radio Wholesalers Association

at the ‘N

Hotel Statler g Cleveland, Ohio

February 10 and 11, 1930
S

T'HIS INVITATION |
is extended to all Individual Radio Dealers, Wholesalers, ?

Manufacturers, Broadcasters and the Press, as well as to all State |
and Territorial Radio Trade Associations.

THIS WILL BE

a “down-to-facts” convention that will get at the vital problems

of our industry. Retailers and Wholesalers will all have their

round-table sessions at which problems pertinent to the group
concerned will be discussed.

T'HE MEN WHO SET THE PACE

the very leaders of our industry will all be there. Do not miss this
opportunity to meet them “man-to-man” and talk it over.

B R

This space donated through the courtesy of “RADIO”
16 Tell them you saw it in RADIO



Your First

OPPOY' tunity to secure under one cover a complete volume of re-

liable, authentic, dependable information on RADIOS.

THE R.D.A.A.BLUE BOOK, contains

diagrams giving Comparative Specifications,

Characteristics, Serial Numbers, List Prices, and identifying data with AVERAGE
AMERICAN APPRAISAL on more than 700 MODELS OF RADIO SETS.

JUST THE INFORMATION YOU WANT AT YOUR FINGER TIPS

MODEL 8
Model
‘Table
Table
OEL IdAF AF Table
228
Table
o ) Table
'3
FRONT

RDAA  Gcreen

Year Type Tubes g:‘::l, pl;{:‘. &:Ed 'l("?bt
9 1923 Bat. 4« 19000 70.00 3.50
5 1924 Bat. 5 * 40000 55.00 4.40
10A 1924 Bat. [ 2 50000 104.00 5.20
108 1924 Bat. 5 ¢ 250000 104.00 5.20
12 1924 Bat 6 * 500000 105.00 5.28
20 1924 Bat. 8 * 400000 100.00 5.00

(Our appraisals and comparative specifications cover models from
1920 to and including current sets.)

R. D. A. A. Service is Nationwide and Continuous

OUR SERVICE DEPARTMENT, under
the supervision of recognized RADIO EX-
PERTS, keeps you continually advised
of all changes in models and prices prompt-
ly as they oceur through supplements and
bulletins. In many instances we can supply
advance information on such changes.

CAN YOU AFFORD

THIS SERVICE is approved and recom-
mended by manufacturers, distributors and
dealers alike. It visualizes the information,
substantiates your statements, gives the ab-
solute proof you need, saves your time and
the customer’s time, and above everything
else, eliminates all possibility of ill feeling
or misunderstanding.

TO BE WITHOUT IT?

Radio Dealers Association of America
| | | Chicago, Illinois

—

The R.D. A. A. Blue Book and Service is
Furnished Established Dealers Upon Lease>
2 Terms at a Price of

TR

1 00 per month— o
e PAYABLE ANNUALLY 1IN ADVANCE.

. L (This price includes our entire service, supplements, etc.)

'RADIO DEALERS ASS'N OF AMERICA,
1029 South Wabash Ave,
Chicago, liinois

PLEASE ENTER OUR SUBSCRIPTION FOR R.D.A.A. BLUE BOOK AND SERVICE FOR A PERIOD
Of ONE YEAR UNDER YOUR REGULAR TEHRMS. We are enclosing $12.00 which we understand la full
payment for your complete service, includmg supplements, bulletins and the use of the BLUE BOOK for one
Year la the event we find the BLUE BOOK does not contsin the information as stated by you we shall
have the privilege of ‘ceturning vame promptly and ceceive our money back.

NAME

R?
Dept. R ADDRESS
R CITY e . 4

Tell them you saw it in RADIO
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Above: Leutz “Seven Seas” Radio Phonograph Combination

Write, Wire or Cable Today

R. L

ALTOONA, PA., U. S. A.
Cables Experinfo, Altoona, Pa.
WEST COAST ' FRANCEH
' B. J. HOWDERSHELL NSEXng;K BALDWIN M. BALDWIN
Detwiler Building 112 West 42nd St 1 Boulevard Haussmann
412 West Sixth Sta NEW YORK CITY. PARIS’ FRANCB

LOS ANGELES, CALIF. Cables Bxperinfo Paris

Three Screen-

Grid Tubes
12-in. Dynamic
Speaker

Electric

Phonograph
Adjustable
Selectivity

Push-Pull 2-250
Tubes
Single (Split)
Dial
Panel Illumination
Unit Construction

All
LEUTZ
QUALITY

Close-up of Phonograph

Tell them you saw it in RADIO
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BY LARGE NATIONALLY KNOWN
RADIO SET MANUFACTURER . ..

2200 CHOKE COILS =« = » »

2200—400 Ohm Choke Coils. Inductance of these chokes
is 30 Henries at 120 Milliamps. Have extra size core made

of Armco extra special transformer steel, Trancor finish,
equipped with special terminal board.

1600 Power Transformerse++

1600 Power Transformers which will give ample power for
filaments as follows:

5—226 tubes 2—171A tubes
1—227 tube 1—280 tube

together with necessary plate voltage for the above tubes
and extra power to energize the D.C. speaker field.

The above items were made by a manufacturer of quality

transformers, and represent the best engineering features. All

parts made of best material and were tested at 1600 volts for
breakdown, etc.

SAMPLES WILL BE MAILED ON REQUEST

ADDRESS YOUR INQUIRIES TO
BOX 303
c/o Publishers of “*RADIO”

512 Bell Building
307 No. Michigan Avenue

Chicago, Illinois




JDealerS, you will find many a customer not ready for an elec-
tric set at any price, but he will consider discarding his messy A
Battery for a new Tobe A—the best A Supply offered at any price.

This is a broad statement but we are taking no chance in making it.

This Tobe A is perfectly dry with 12,-
000 mfds. of Tobe Condensers, de-
livers 2145 amps., small, compact and

i
2 guaranteed to be humless. Should you

i
l

purchase a sample A, and for any rea-
son at all want to return it after three

or four days’ examination, we will re-

A . 1 = .‘ f d g 55 Py . .
el | M & e fund your purchase price. This unit

| BE DEUTSC g
_ core me

G | Sz ) P lists for $24.75. Regular dealer’s price

is $14.85.

TOBE DEUTSCHMANN C-ORPORATION
Canton, Mass.

Please send me one Tobe A Supply, new model. I am enclosing check for

i My jobber is

THIS OFFER IS GOOD FOR ONE A SUPPLY BUT THE ONE PROVISION IS THAT YOU
NAME YOUR JOBBER WHEN YOU FILL IN THE ORDER BLANK. THIS OFFER EXPIRES
' JANUARY 1, 1931.

Tell them you saw it in RADIO
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THE Hytron Tube Corporation of Salem, Mass., is the oldest manufacturer of

radio tubes in New England. The prestige of Hytron’s years of experience, plus
unexcelled manufacturing and technical resources, is the best possible assurance to the
purchaser that every Hytron Tube will fully equal his expectations for the purpose for
which it was designed.

The Hytron Line gives the trade the utmost possibilities for profit. It comprises a
tube for every purpose; guaranteed quality unsurpassed; the stability of an old established
Company; attractive prices; big profit matgin,

DistrisuTors: Write for discounts and other information. Valuable territory
still open. Hytron production assures a complete supply for your requirements.

KEELER, WHITE CO., Los Angeles—San Francisco—Seattle

SALEM, MASSACHUSETTS

A AAAAAAAAAAAAAAAAAAAAAAAAAAAA“AAAAAAAAAAA AbLdAALALALA
TR, TR 5 T T e A e e Lo i 2 T SR 5% e i T £wD e 2 - ~
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THE BARSOOK CO.

202 S. State St.
Chicago, Ill.

A 4 4

HOUSTON CRANE

817 Norris Bldg.
Atlanta, Ga.

h &

GRAY SALES CO.

611 Widener Bldg.
Philadelphia, Pa.

b 4

L. E. JAQUES

1248 Augusta Ave.
University City, Mo.

v
WM. P. JOHNSON
ELECTRIC CO.

43 South Third St.
Minneapolis, Minn.

v
E. D. LILLY
SALES CO.

Urban Building
Louisville, Ky.
v

H. C. POMMERENK

412 Arthur Bldg.
Omaha, Neb.

\ 1 .
.) D‘ /
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LERT DEALERS may anticipate
even greater sales of the Super Phonovox . . .
the fastest selling pick-up made . . . and the

finest, too, regardless of price. For Pacent has
~developed wonderful new improvements for

this famous pick-up.

‘Combination Switch and Volume Control
and Phonotrol Adapter

The Phonotrol is a new combination switch

and volume control. The first turn of the knob

switches instantly from radio to records . . .

Electric Phonograph

In simplicity of design and construction, in power and in
the smoothness and silence of its operation, the Pacent
Induction-Type Motor has no rival. Completely insulated
against noise. Dynamically balanced rotor makes it vibra-
tionless. Operates on 110 Volts, 50.0r 60 Cycles A. C.

List Price

1500

Slightly higher west
of the Rockies

without disturbing any connections. Further
turning increases phonograph volume.

With this is the Phonotrol Adapter ... for use
with screen grid tube sets such as Atwater Kent,
Crosley and others. These devices, together
with the regular Adapter, are furnished with
the Super Phonovox at no extra cost.

LOW IMPEDANCE MODELS

Two new low Impedance Models 106-VA,
106-VB, especially designed for the new
Victor Radio Sets and broadcasting stations.

List Price $12.00 and $15.00

Dealers...get your orders in now...
see your jobber or write us direct.

PACENT ELECTRIC CO., 91 Seventh Ave., N. Y.

Pioneers in Radio and Electric Reproduction for Over 20 Years

Manufacturing Licensee for Great Britain and lreland: Igranic Electric Co., Ltd.,
Bedford, England — Licensee for Canada: White Radio Limited, Hamilton, Ont.

Tell them you saw it in RADIO
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“Madam—Ler Me
Introduce the

Factory
Engineer”

Fake this
consulting specialist
with you on your

radio servicing calls

-

HINK what it would mean to your business if

you were known to employ factory engineers
for servicing radio sets—engineers familiar with
every constructional feature! You would get every
servicing call in your territory, because customers
would have confidence that these men would know
just what to do in every instance, and could promptly
restore the set to perfect order.

That’s exactly what the Weston Model 547 Radio
Set Tester is in effect. It enables your servicing
men to become as experienced and efficient as factory
engineers. It helps the manufacturer make good his
guarantee of performance; it helps you increase your
servicing business with steadily increasing profits,
and makes friends for your business and customers
for your merchandise.

All told the Model 547 is an outstanding achieve-
ment of the year and no dealer or service organization
can afford to be without one. Write for detailed
instructions on the scope of this instrument.

PACIFIC COAST REPRESENTATIVES

Graybar Electric Company, Inc. A. A. Barbera
84 Marion St., Seattle, Wash. Los Angeles, Calif.

J. H. Southard Repair Service Laboratory
San Francisco, Calif. 682 Mission St., San Francisco, Calif.

g Nesto,

PIONEERS ™
SINCE 1888 ;

ENSTREJMEN%

WESTON EireECcTRICAL INSTRUMENT (CORPORATION
600 Frelinghuysen Avenue Newark, N. J.

24
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ELECTRO-DYNAMIC SPEAKER
7
TO MEET

EVERY NEED

JENSEN
Standard Speaker

Has eight inch cone. Ex-
tremelyfine tone qualityand
excellent volume. Used ex-
tensively for modernizing
earlier model radio receiv-
ers. Unit, AC, §32.50; DC, §
$25.00. In Jensen Model 6 | ! |
Cabinet with AC Unit, P
$50.00, DC Unit, $42.50.

JENSEN
Concert Speaker

Used by many of Amer-
ica’s leading set manu-
facturers in their 1930
console model receivers.
The standard of compar-
ison for all reproducers.
Ten inch cone. Unit,
AC, $35.00; DC, $27.50.

JENSEN
Aunditorium Speaker

Unequalled where tre-
mendous volume is
required. Used ex-
tensively for public
address systems, talk.
ing movies, and in
auditoriums and large
halis. Twelve inch
cone. Unit, AC,$70.00 &

(lesstube);DC, $55.00. ==

Acclaimed, upon its introduection, as
America’s ﬁnest and most beautiful
reproducer. Equipped with either the
Concert or Auditorium Units. Prices,
with Auditorium AC Unit,$100.00 (less
tube); with DC Unit, $90. OO with Con-
cert AC Unit, $80.00; DC Unlt, $72.50.

Jensen Electro-Dynamic Speakers

are made in types to meet every

present day need. Write for tech-

nical data and attractive trade
discounts

JENSEN RAbpio Mre. Co.

6601 S. Laramie Ave. - 212 Ninth Street
Chicago, Ill. QOakland, Calif,

LICENSED UNDER LEKTOPHONE PATENTS

e T

e

e T




as a Sur

Dea lers
Welcome the

HE enthusiastic reception accorded the
Acme Sales Plan testifies to the completeness

with which it meets the Radio retailers’ needs.

This is natural, as it is made to assure the dealer

" a surer, better profit.

There are three major points to this Acme policy.

. . a screen-grid chassis incorporating real sales

features, sold to the dealer at a rock-bottom price.

. complete freedom for the dealer in buying

his consoles and speakers.

1
i

SPEAKER  TELE- PHONO ANT SPEAKER

OUT PUT  VISION PICRUP GND D.CFIELD

Acme 88 SG—Screen-Grid Chassis .. . selling price fixed by the dealer himself, to

‘ | meet his needs of trade, overhead and profit.
FEATURES | - ’

This allows you to select a model or a number of

Eight Tubes— Push-Pull Power Tubes
3—224  2—227 Complete Shielding models to fit your customer’s requirements; to
2—245 1—280  Wired for Phonograph . g
P forik = Funed Pick-up and Television build trade and reputation for your own estab-
Apartment Antenna g g g 3
AC ScreenGrid Built-in lishment; and to sell at a price which gives you a

reasonable, certain profit.

The coupon will bring details, without obligation
on your part. Send it today!

ACME RADIO & ELECTRIC, Inc.

1441 Hamilton Avenue Cleveland, Ohio
IF———_—————_——_———_——F——————————
/ ACME RADIO & ELECTRIC, INC.
7 1441 Hamilton Avenue, Cleveland, Ohio
// Send us details of the new Acme Screen-Grid chassis and of the Acme
/ Sales plan; also prices.
// |
We have arranged with manufacturers for y;
" a wide choice of consoles at very attractive /  Name.
prices from which you can make your se- Vi
lections if you desire; this, however, is op- /
tional with you. . // Address ... e e

/
7

Tell them you saw it in RADIO 25




LAST CHANCE TO SUBSCRIBE TO “RADIO” AND THE MONTHLY

LOOSE LEAF DATA SHEET SERVICE

zasmioer
RS AR
SRl B
SRy PR

MONTHLY
ADIO DATA

AND

Zer:

R

42

s

FOR DEALERS

PR

¥ 17'%

:

December first.

especially for these price sheets. This binder is sent to you
by parcel post, prepaid, upon receipt of your subscription to

3 AHEAVY, durable loose leaf binder in green and gold, made

“RADIO.”

-+« « « « ALL THIS FOR ONLY $2.00. Positively no further
payments of any kind to be made.

WO people can subscribe to**RADIO”

for only $4.00, a saving of still an-
other dollar. The dealer and his service
man can subscribe jointly. Each will
receive the entire service—and the maga-
zine—for one year. Each will receive a
loose leaf binder. Or one individual can

AND SERVICE MEN

SUBSCRIPTION to “RADIO” for one full year. The maga-

zine will be mailed to you on the first of each month, starting (I THE REASON FOR

AONE year subscription service to the loose leaf monthly price
and data sheets. These sheets are mailed to you separately
each month for one year. Holes are punched in proper places
for inserting these sheets into the loose leaf binder.

FOR $2.00 PER YEAR. NEXT MONTH
THE PRICE GOES UP TO $5.00.

L 2 2 2 o o 4

OSE LEAF BINDER
for “RADIO’S” PRICE SHEETS

WITH YOUR SUBSCRIPTION
TO “RADIO” FOR ONE YEAR

MAKING THIS
SENSATIONAL OFFER

THIS offer sounds almost too good to

be true. The low price for the sub-
scription to the magazine, loose leaf data
sheet service and the loose leaf binder,
is made for the purpose of increasing the
net paid dealer and service man’s circu-
lation of “RADIO” to 50,000 copies,
thereby giving “RADIO” a net paid cir-
culation almost 1009, greater than any
other radio trade magazine.

PECIAL COMBINATION SAVE $$$ BY
OFFER FOR TWO SUBSCRIPTIONs Mailing the

subscribe for two years for only $4.00.

Coupons Now,
Or two dealers can subscribe for one year

for $4.00 for BOTH subscriptions. Tell REMEMBER—IT WILL
y;:.ur dealer and service men friends .about COST YOU $5.00 NEXT
this offer and ask them to subscribe at MONTH. 'Or der Now!

this special rate.

“RADIO,”
428 Pacific Building,
San Francisco, California.

Here is § in FULL PAYMENT for a Here is i
one-year subsctiptio_u to “RADIO,” the monthly loose leaf price one-year subgctiption to “RADIO,” t;‘e fnlikﬁxlsAlL?eEl;:}'f fl‘:ttic:
and data sheet service and a loose leaf binder. and data sheet service and a Ioose’ leaf binder.

(Note: Subscription rate, one year $2.00. Two years, $4.00. (Note: Use this c “only if ipti se!
If Gyorel, Subse e » ‘ \ : e: _ oupon only if two subscriptions are sent
e e pe: SP:J E)‘;’leiba;:)se“ at same time, the rate is also $2.00 g;n:x;e time. Use other coupon if only one subscription is being
Nasme Name

“RADIO,”
428 Pacific Building,
San Francisco, California.

Street and No

Street and No

City

City

State

State

ALL PRESENT SUBSCRIBERS CAN EXTEND THEIR SUBSCRIPTION FOR ANOTHER YEAR BY SENDING

$2.00 NOW. OR SEND $4.00 AND EXTEND YOUR SUBSCRIPTION FOR TWO YEARS.

N N e R



L en s, J

This Jobber says:—

'; e § ¢« ... and Perryman is the only

S ¥  brand of tube we have ever carried

on which we did not have a loss. We

have found that Perryman gives

much. better satisfaction, fewer

Thals ” ! service calls, resulting in more sat-

7 B [ isfied dealers, and naturally more

satisfaction to us.”

el allgnment.
s absolutely

[ 2 hls sturdy bridge construction
' ' an Tubes;)defy all necessary

I’ S . . Point out the double Perryman Bridge |

ment, in yon}r st
and in your; custom-'
ers’ sets. Mot

The Tensné)n-Sprmg, ‘};‘

form expansmn

res unlfo‘h"m operation of every contraction of the filament due to

.and Tension-Spring to your customers

i nclon

; M{\N ELECTRIC. CO., INC., 4901 Hudson Bl

Tell them you saw it in RADIO
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by the foremost manufacturer of radio condensers

Built to give TEN YEARS of service. Without exception, the best ever made.

-

LA

For Majestic B-Eliminators

Super-B

& Master-B

Models

PL-1223

List Price e

$8.00 /
Dubilier P/
conpensor

Special I ‘I *vee | B

Iseieel -y |GAuEY

Model : W

PL-1737 BN N [T 7

List Price MA“J%S“TFC ""‘

£10.00 S feuranator
For Majestic A-Eliminators
PL-1778 LIST PRICE $9.00

For Power-Packs in
Majestic Sets

Yr. Tube Used Cat. No. L. Pr.
1928-29 171 PL-1309 $10.00

‘¢ 250 PL-1765 10.00
1929 245 PL-1766 12.00

For Majestic Power-Packs in Stewart-Warner and
Mohawk Sets

PL-1761 List Price $11.00

The New Dubilier Light Socket Aerial

New solid internal design.

Better than ever. Going bigger,
Increased sensitivity of sets contributes to radio-buyers a sav-

Manufacturers, jobbers, and dealers are using the light socket

=

-
™

. Cost: Far below that of an antenna of any other character.
. Convenience: Simply plugged into the house-current out.

. Time-saving: Installed in a few minutes as against sev-

S ® ® Nown & w N

ing against outdoor antennas.

aerial as a sales-expedient to make sets sell at less than
competition.

Advantages of the Light Socket Aerial:

let.

eral hours.

Neatness: Saves unsightly roof-mountings and lead-in
wiring or cumbersome indoor loops.

Safety: Avoids dangerous roof-erécting work.

. Protection: Avoids lightning hazards and anxiety during storms.
. Flexibilty: Affords long antenna or short antenna results without putting

up antennae to determine best size.

Durability: Requires no maintenance attention—no damages by weather
and storms to be repaired.

Serviceability: Efficiency does not impair with age, as in outdoor an-
tennas, where insulation encrusted with soot functions poorly.
Efficiency: Maximum signal strength in all directions.

Correctness: Avoids all the pitfalls of the average antenna erector, as
described in leaflet No, 163.

Clarity: Insures first-class antenna conditions, with good signal pick-up,
low interference pick-up, avoidance of aerial defect, noises, etc.

The Light Socket Aerial is appropriate to any and all receiving sets, A-C or D-C.
Uses the house wiring system as an antenna.

Couples to the system only, consumes no current.

Needs no attention.

Full exclusive rights are now Dubilier’s under Patents 1,526,624, Feh., 1925;
1,716,001, June, 1929, and_ 1,717,701, June, 1929,

Dulk

&

CONDENSE

342 Madison Avenue

CORPORATION

New York City

LOOK! Screen-Grid plus
Power Detection =Under
Your Own Brand

Cash in big this season by offering radio’s newest and most
modern development—using your own brand name. You set
your own resale price to meet every market condmon—.—you
banish the bugaboo of one-sided contracts and restricted
territories, and by purchasing direct from factory, you get
every possible price concession. Most important, you pre-
serve your greatest asset—your trade identity and good will.

This Pretmier Has Every Needed Feature

The new Premier screen-grid chassis, Model 724, 7 tubes (8 with
rectifier), is illustrated. A great performer. Full tone, .vo_lume, pleasing
eye value. Many features—power detection, IOQ% shielded, all metal,
D.C. dynamic speaker terminals, phonograph pickup, safety f.use and
latest tube combination using four 224’s, one 227, two 245’s in push-
pull and one 280 rectifier. Chassis is 18 inches wide, 12 deep, and
7Y% high.
WRITE FOR FULL DETAILS

PREMIER ELELTRIL LOMPANY

1821 Grace Street, CHICAGO Established 1905

W E S TER N
E D I T I

of

O N

COMMENCING next month two editions of

“RADIO” are planned . . . a National Edition
and a Western Edition . . . Both to contain the same
helpful editorial centent and the same advertising
copy from national advertisers.

But the Western Edition will contain additional
information of particular interest to the Radio in-
dustry west of the Rockies.

National advertising will be carried in the Western
Edition without additional cost to the advertisers
who use the National Edition.

THE PUBLISHERS of “RADIO”

28
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Dealers Listen/

THE SET YOUR CUSTOMER WANTS ~ THE SET THAT MEANS QUICK SALES

SRTABL

Speaks in the tone

MODEL B

$57.2%

East of Rockies

$60.00 List
West of Rockies
Less Tubes and

|l

Batteries

i

Just Plug Into the nght Socket——and Tune In’

A-C PORTABLE ALL ELECTRIC, SCREEN GRID, 110 Volts, 60 Cycles, $95 00
complete with special cone speaker in front cover—large output—QUALITY LIST $9900
REPRODUCTION. ' Less Tubes West of Rockies
DE LUXE BATTERY MODEL, 65 00
complete with special cone speaker in front cover and uses power tube. The prince LIST $67 50
giipaiighles. Less Equipment  West of Rockies

AUTOMATIC RADIO MANUFACTURING COMPANY, INC.

332 “A” STREET, BOSTON, MASS.

Northern California Distributors

OFFENBACH ELECTRIC CO., 1452 Market Street SAN FRANCISCO, CALIF.

Fell them you saw ‘it in RADIO

It Will Pay
i.ww,{_i,, g A You to
W::i\ éﬁ ’sﬁ;‘fi«MMwawJMm ! : SEI\”)
PROFITS because it’s beautiful, light, Dependability plus low price—that is
shock-proof; unique among portables, why this FOUR-TUBE PORTABLE f or
and SCREEN-GRID. PROFITS be- SET, requiring neither aerial nor ! ,
caitse it’s TRULY PORTABLE. ground, is winning dealers from coast Dealet’s
' to coast. .
Proposition
Now!

Wire or Write

29



“ﬁ_94w Lexing to

Factory-to-dealer
saves shippi

costs and middle

man profits..

YOU GET
ALLTHE

7-J. Molloy, Pres.
n Avenue

Tell them you saw it in RADIO
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Model No. 103

Dimensions, 43-in. H. x 25 V5.
in. W. x 15%-in. D. Set
Compartment, 10%4-in. x 24-
in. x 12V4-in. Space for dials
12 V5-in.

g

SRR e B i g

e by
s a0

e

\ NetFOB.
N\ Hork 1h.

. TS . Molloy, Pres.
Lexington Avenue ,
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JAVA

YOU can hear words and music from Java, Aus-
tralia, England, France—from all around the

world,—with the NATIONAL Screen-Grid SW-4
THRILL BOX.

Already many famous broadcasting stations abroad
and in this country are putting their regular pro-
grams on the short waves, too. More and more
stations are doing this. These broadcasts may be
received anywhere else in the world, in cities, in the
country, at the frozen poles, in the jungles and the

deserts, with the NATIONAL THRILL BOX.
This simple Four-Tube Screen-Grid THRILL

BOX is a trim, neat receiver with single dial tuning
and smooth sensitivity-control. It is free from annoy-
ing radiation and the design eliminates “tuning
holes,” formerly a troublesome short-wave difficulty.
The special audio system with 171-A Power Tube
gives excellent loudspeaker operation, and the plate

orld!

MELBOURNE

supply may be taken from the lighting circuit,
through the NATIONAL Velvet-B,—a feature not
usually found in short-wave receivers. The inter-
changeable tuning transformers are kept in special
storage sockets inside the cabinet, protected from
dust and damage, and always ready for use.

The cabinet itself is more than just a box. It is of
simple and very attractive design and finish, which
harmonizes with the most tasteful surroundings.

Write us for full information and prices today.

NATIONAL COMPANY, INC.

ENGINEERS & MANUFACTURERS
61 SHERMAN ST., MALDEN, MASS.

Est. 1914 . ., W. A. Ready, Pres.

>

IONAL THRILL BOX

SCREEN-GRID SW-4

Tell them you saw it in RABIO:
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By PAUL W ARE: With Vreeland Band Selector Tun-
ing, Screen-Grid and 245 Output Tubes, Built-in Dy-
namic Speaker, Custom Cabinets if desired.

The Ware is a fine radio to own . . .
and to sell. Tt is built by Paul Ware for
faithful reproduction. Vreeland Band
Selector tuning—receiving the whole
broad channel of frequencies broadcast
—gives marked tonal excellence. With
this go well-controlled power, clean
selectivity, ample sensitivity.

The Ware may now be had in a com-
plete selection of cabinets developed
along modern decorative lines. Prices
range from $135* to whatever your

customer wants to spend. At any price,

he gets handsome furniture.

And, Throughout the Line, the Allow-
ance Which Has Been Made for the
Dealer’s Profit Sets a New Record.
Ask About It. Ware Manufacturing

Corporation, 480 Lexington Avenue,

New York, N. Y.

*Prices slightly higher west of the Rockies.

www.americanradiohistorv cean B g e



Alfred H. Grebe—‘‘Tri-toned radio
is more than an advertising promise.
This achievement is evident to the
consumer as soon as he hears the
Super-synchrophase. He may not
realize that its tonal vividness is the

perfect blending of pitch, volume -

and character: the three distinct
components of every musical sound.

But he senses this lifelike quality—

recognizes the merit of this new set
—wants it in his home. Tri-toned
radio brings new delights to the
consumer and continuous profits
to the Grebe franchise-holder.”’

SC!

RING on your hardened

cynic—the man who walks in
with that try-to-sell-me attitude
—the bane of your sales force
from the star down. Grebe fran-
chise holders welcome him. Let
him walk in like a lion; he will
go out a Grebe owner.

This man is a second set buyer
whose discrimination has been
sharpened thrulong hoursofradio

listening. His critical attitude is

armor plate against sales talk—
his musical ear will tell him which
set to choose. And it will have to
be far ahead of the field: thatis
why he will buy the Grebe.

For this new set is at least a
year ahead.lt is newer than screen
grid. Its lifelike tone is free from
outside interference and the dis-

tortion of station overlapping.
Without being subdued, its
screen grid power is controlled by
the exclusive equalized band
pass filter. '

The trade has known since the
R. M. A. Trade Show in June
that Grebe is pioneering this im-
portant principle of the future.
Now our advertising proclaims it
to the public. Result: the Grebe
franchise for your district is be-
coming more and more valuable.

Tadio

SUPER~ SYNCHROPHASE /W

A. H. GREBE & COMPANY, INC., Richmond Hill, N. Y.

We_s‘i’grn Branch ‘
443 So. San Pedro Street, Los Angeles, California
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Through the sale of Cunningham Radio Tubes, the 1929 Christ-
mas Season offers a fresh opportunity to the progressive dealer

to build increased good-will for his store and merchandise.

Since radio tubes are the “nerve center” of the radio receiver,
it is obvious that only tubes constructed to meet modern broad-
casting conditions can insure the performance which modern

receivers are designed to supply.
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We are creating a greater consumer demand through our newspaper
and magazine advertising that will naturally result in increased

sales for you.

You can recommend and sell Cunningham Radio Tubes with the
full assurance that they will enhance the quality of radio recep-

tion wherever used.




D

Sustained public confidence in the name
Cunningham for the past fourteen years

has been built and maintained upon the

~meritorious operation of the tubes themselves

and national Cunningham dealer good-will.

This great endorsement is a priceless heritage.
Our aim is to uphold this tradition with tube
quality and a contact with dealers which will

merit their continued support.




Forget the Alibis '

LiB1 IKE’ blames the
i A‘slowing-up in sales of
“radio and other luxuries”
on the- puncturing of the
stock market balloon.. May-
be sales have not been as
large as was expected. May-
be the c1‘ap—$hobters can’t
make another pass afid have
a bad headache after their
prolonged whoopee.. But,
emphatically, radig=is=not a
luxury to be enjoyed by the
few, but the cheapest and
most widely satisfying rec-
reation ever devised.

If a family feels too poor
to buy books and music and
to go out to movies and
theaters, concerts and lec-
tures, or football games and
dances, the same kind of
entertainment is given,by
the radic at home. It is'the
poor than’s first ‘want after
food, shelter and clothing
have been provided.

But-America is hot poor.
A few people have lost pa-
per profits which they would
have squandered on stocks
again. But the great ma-
jority are prosperous, as
proved by unprecedented
savings, high wages, low in-
terest rates and general em-
ployment. They want to
"hear the fine programs on
the air. They want radio
sets, which were never bet-
ter nor cheaper.

No, whatever the right
alibi may be, whethef over-
production, too many com-
peting makes, or disquieting
price reductions, radio is
not a luxury, and it can be
sold by the man who is not
hunting for alibis, but sales.
Let’s get busy and forget
the alibis.
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ADJUSTABLE
SLIDING
CLIP

U. S. Pat. No. 1676869
and Pats. Pend.

Resistances and Voltage Control
Are Known by the Company They Keep

MORE than ever before, value in radio is being measured in terms of PERFORMANCE.

People want to hear before they buy. The lure of the pretty cabinet and silvery chassis, while
still strong, has been made a side issue by the hard-boiled radio buyers’ demand for PERFORMANCE.
The same “show me” trend is evident when manufacturers buy the component parts of their re-
ceivers. And the fact that a steadily increasing number of experts select Electrad Resistances and
Voltage Controls is the strongest endorsement of Electrad Quality.

ELECTRAD
TONATROL

Licensed by Technidyne Corp.,
under U. S. Pats. 1593658
1034103-04

Licensed by Rider Radio Corp.

AN,
(’%‘m‘“‘

IO
Technidyne ﬁIA"‘Q P
%?rDST ‘;‘;‘i:’ ! at, 5/24;%. P7e{]§7/26 and
93658
109410504 PHASATROL

A simple effective means
of balancing and control.
ling radio frequency ampli-
fication. Can be quickly
installed without ‘experi-
ence. Complete instruc-
tioqs for adapting to
various popular circuits are
packed with each PHASA.-
TROL. Handsome Bake-
lite cover. Corrosion-
proof soldering lugs.
One-hole mounting.
$2.00 ecach.

ELECTRAD
ROYALTY

Widely used as voltage con-
trols where low self-inductance
is desirable. Made with a long-
wearing resistance element and
finest insulating materials avail-
able. Entire resistance range is
covered with one turn of the
knob—the same resistance al-
ways being found at the same
setting. 11 types for every
radio purpose. Potentiometer
types—$2.00, other types—
$1.50.

TONATROL |}

The TONATROL line of
volume controls is charac-
terized by superior work-
manship and longer life.
Made in a variety of sizes
and values with or without
filament switch attached.
List $1.50 to $3.00.

Also Super-TONATROL
for high power receivers.
New type resistance ele-
ment fused to an enameled
metal plate. Metal con-
struction insures rapid
heat dissipation up to
five watts. $2.40

to $3.50.

Western Representatives

UNIVERSAL AGENCIES
905 Mission Street

San Francisco, California

ELECTRAD weasess®™

¥

ELECTRAD
TRUVOLTS

The Superior Eliminator and
Power Pack Resistance

Truvolt All-Wire Resistances
have won renown because of
their many patent features of
construction making for more
satisfactory performance and
longer life.

Exclusively air-cooled winding.
The resistance wire is wound
around an enameled copper
core, which is then wound
around the fire clay
base,insuring cooler
operation and more
stable values. A
convenient sliding
clip gives quick ad-
justment to exact
value desired. Ideal
for regulating the
B & C Voltages re-
quired by the new
power tubes.

Made in all wsual resistance
values and wattage ratings.

TRUVOLT Variable

U. S. Pat,
1676869 and
Pats. Pend. ®

Distinctive Truvolt construction,
plus handy knob control. Per-
forated metal ventilating shield.
Greatly simplifies eliminator and
power pack construction. Lasts
longer owing to endwise travel of
contact over wire. Saves time for
experimenters.

22 Stock Sizes - -« - §2.50
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Profit from

‘Public

{

situations.

By H. L. WILLIAMS

York radio merchant conceived the
idea of linking up the city parks for
public address. Today twenty-five of

SOME months ago a farsighted New

~ these parks get their music from a band

playing in Central Park. Before next
spring it is expected that similar instal-
lations will be working in the remaining
200 parks in the metropolitan area.

Last Christmas the shoppers in St.
Paul, Minnesota, were assisted in their
activities, and at the same time enter-
tained, by announcements and musical
programs brought to them through loud
speakers attached to occasional lamp
standards on the main thoroughfares.

At the recent opening of a new rail-
road line in Oregon a baggage car was
equipped .with public-address equipment
through which the officials of the line,
governors and mayors, addredsed the
citizens of the various towns through
which the line passed, and music was
provided for their entertainment. ,
 Remarkable as these things are n
themselves, they are even more important
as an indication of the ever-widening

Money-making hints for the
live dealer and service man
in applying standard ampli-

fiers and reproducers to local

N\,

o
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Baggage Car Installation of Public Address Equipment Used in
Connection With Opening Neaw Southern Pacific Line in Oregon

TWO BIG SOUND EQUIP-
MENT MARKETS

School buildings in U. S. A...280,000

Average classrooms per
school ... 4

. One speaker per classroom
is possible market, totaling
1,120,000 speakers. ’

Motion picture theaters in
U.S. A 21,000
Of these, 18,000 . not
equipped for talking pictures,
therefore markets for phono-
graph sound equipment,

scope of radio and its associated appa-
ratus. While radio admittedly is in its
infancy, it is a thriving and rapidly
growing child, and those who fail to
keep track of its developments may some
day awaken to find they are pushing an
empty buggy up the wrong street.
Public address systems and amplifier
installations are the more recent mani-

RADIO FOR DECEMBER, 1929

festations of the possibilities of radio ap-
paratus. The three examples cited above
are but a faint indication of the multi-
tudinous services to which such equip-
ment can be adapted. From the view-
point of the radio equipment dealer, the
service man, the installation engineer and
the contractor, each development means
a new market, another source of revenue.
In the fast-changing radio industry, per-
haps less than in any other, we cannot
afford to ignore what our contempora-
ries are doing. Marketing conditions
are constantly changing, and, like Alex-
ander of old, we rhust ever be on the
lookout for fresh worlds to conquer.

The extraordinary developments that
have taken place during recent months
in the application of radio equipment are
due in a very large degree to two things.
One of these is the availability of de-
pendable standard amplifiers; the other
the production of reproducers capable of
handling heavy outputs from these am-
plifiers.

It is no longer necessary to build spe-
cial amplifiers for special jobs. The
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building of such amplifiers calls for a
much greater degree of technical knowl-
edge and practical experience than usu-
ally falls to the lot of the average radio
expert or dealer. Even where such
knowledge is available, each amplifier is
ordinarily a separate problem, and no
definite degree of performance can be
guaranteed without considerable experi-
mentation and trial. Now, however,
standard equipment, products of some of
the finest radio engineering laboratories
in the country, are available at moderate
cost. Installation is comparatively sim-
ple—definite estimates of cost can be
made and results predicted with cer-
tainty.

Today, then, the problem that faces
the dealer or the technician, whose busi-
ness it is to install such equipment, is no
longer one of design but merely that of
finding markets and increasing the scope
of the apparatus now available. The
purpose of this article, therefore, is to
point out what has already been done
throughout the United States, and indi-
cate the possibilities of future expansion.

ERHAPS the outstanding feature of
P the New York park installations is
the employment of the city’s fire alarm
cables for the transmission of the radio
signals. This is done without causing
the slightest interference with the oper-
ation of the fire alarm system.

In the Central Park bandstand is a
group of carbon microphones, feeding
into a microphone mixer panel. This
panel in turn passes on the signals to a
double-channel three stage amplifier,
similar to those used in theater work.
This double amplifier serves two pur-
poses in that the second amplifier can be
used as a standby for emergencies or
may be coupled to the other when a
greater output is desired.

With an output stage of two '50’s, the
maximum output of this single amplifier
is 15 watts with an input signal voltage
of .2 volt. Its average power consump-
tion is 135 watts. This amplifier in-
corporates controls for switching from
one amplifier to the other, switching the
inputs to both amplifiers in parallel,
switching the output of both amplifiers
in parallel, and a monitor control. It is
a standard job throughout. At each
park on the system is a similar amplifier
which picks up the signals from the fire
alarm cables and feeds into two heavy
duty speakers equipped with 5-foot
horns.

Another installation that was made
possible through the codperation of the
local authorities was that of St. Paul.
Like that of New York, however, the
idea originated with a wide-awake busi-
ness representative of the equipment
manufacturer, although it might just as
well have been a local jobber or dealer
who pocketed the substantial profit that
undoubtedly accrued. With these things
brought to their attention, the possibil-
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ities of securing the interest of municipal
and educational authorities, at least to
the extent of investigating the proposals,
are very attractive.

Last August, 1600 superintendents of
public schools, meeting in Washington,
D. C., were urged by the Department of
Education to impress upon their local
boards of education the advantages of
equipping their schools with receiving
and amplifying equipment for the re-
ception of educational programs.

Another public service to which pub-
lic address equipment might be adapted
in a new way is the fire departments.
Several attempts have been made at
various times to make use of telephones
as a means of communication between
the fire chiefs and their men while
fighting fires. Unfortunately the con-
necting wires were not only dangerous
to the men in hampering their move-
ments, but they were generally burnt
up and rendered useless before they
could be of real service. Loudspeaker
equipment, however, is not heir to such
handicaps, although, of course, it might
never be 100 per cent efficient. It does
seem, though, that suitable speakers and
horns might be mounted on trucks and
ladders, and an amplifier connected so
that the officers could give their orders
through microphones and be heard at a
considerable distance.

FLYING field installations present
problems of their own, but there is
no serious difficulty when the demands
of this service are fully understood. As
this is written, $22,000 is being spent
by the Lambert-St. Louis airport on
sound equipment. This installation has
one speaker battery mounted on a plat-
form 15 ft. high and 16 ft. across. This
giant horn is 16 ft. long, and uses 16
heavy-duty speakers. The whole assem-
bly is mounted on an electrically oper-
ated turntable and swivel, so that it can
be pointed in any direction. "

‘This reproducer will be used to talk
to airships and airplanes, the operator
making his announcements from a power
house where the microphones and am-
plifiers are located. Another tower on
this field will support eight speakers,
which can be heard by the crowds and

people in the hangars. Formerly single
horns were used for this work, but it
was found that ships, when idling their
engines in the air, were unable to hear
them at distances of over 1000 feet.
Public address equipment has been found
invaluable at some airports from a
purely sales standpoint. They are used
to call the spectators’ attention to the
different types of machines and  point
out their advantages, safety features and
attractions from a passenger’s point of
view.

‘This, by the way, is good sales am-
munition for the sound equipment sales-
man. Apart from this purpose, *the loud-
speakers save the airport attendants a
lot of time and exasperation warning
people away from moving or idling
ships.

Speaking of ships brings to mind the
possibility of ship-to-shore communica-
tion by means of equipment similar to
that used in the airports. From a tech-
nical standpoint there is no difficulty
about this, as a single unit horn of the
exponential type has been heard as far
as 25 miles under favorable conditions.

T THE present stage of developments
it appears that there is still con-

siderable missionary work to be done
among the prospective users of sound
equipment. A good job has been done
by the pioneers with the hotels, and ap-
parently few modern hotels will be
erected in the future without provision
for radio. On the other hand, it will
probably be a very long time before
every potential user is educated to
the advantages and possibilities of such
equipment. Further than that it is only
by familiarity with various businesses
that the sound equipment engineer can
do a real selling job and make the most
of the opportunities in his particular
locality. For example, a jobber on the
West Coast suggested to a restaurant
owner that a good deal of time would
be saved by waiters if they could give
their order to the kitchen through a
speaker. A microphone was installed at
the most convenient point in the restau-
rant for all the men. The result was
the speeding up of service, and although
the proprietor felt he could handle the

An Airport Installation
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Poaer Amplifier Installation at El Cortez Hotel

work with one or two less men, he de-
cided to anticipate a growth of busi-
ness rather than let them go.

All this work involves considerable
pioneering at the present time and con-
stant investigation as well as concen-
trated effort. For these reasons, the
marketing of sound equipment installa-
tions cannot be efficiently handled by
the dealer as a side line. A special or-
ganization is required, which can make
an intensive study of the work and
keep an accurate record of its expe-
riences for future guidance. One diff-
culty that has been faced by the pioneers
in the business is the popular misconcep-
tion as to the cost of public address
equipment. The average business man
appears to think that he should be able
to buy a complete installation for $75
to $100. The fact that they are inter-

ested enough to make inquiry, however,
indicates a consciousness of sound equip-
ment possibilities that sooner or later the
wideawake merchandiser should be able
to capitalize to good advantage.

A-NOTHER opportunity for the radio

contractor is found in the installa-
tion of power amplifiers and loudspeak-
ers for radio programs in each room of
an apartment house or hotel. A typical
installation, that of El Cortez Hotel in
San Francisco, is illustrated herewith.
Here the equipment is mounted behind
four racks which are located alongside
the telephone switchboard, the tuning
and volume control knobs and the dials
of the two receivers, and the power
switches, pilot lights and monitor speak-
ers ‘being the only visible signs of what
the racks contain.

The control is in the hands of the tele-
phone operator who tunes in a popular
station on each receiver, adjusts it for
proper volume according to her monitor
speaker, throws the amplifier switch and
lets it run. She listens in occasionally
to see that all is running properly and
that neither station has signed off with-
out warning, these being the extent of
her radio worries.

Each room is equipped with a mag-
netic speaker, mounted in a neat floor
stand, and a two-way switch. When the
occupant wishes to listen to a radio pro-
gram he throws the switch one way and
then the other, taking his choice of the
two programs offered.

The hotel is equipped with two com-
plete units and each unit is composed of
a double panel rack housing a Continen-
tal receiver, a monitor panel, a PAM 5
amplifier and five PAM 25 power am-
plifiers. The PAM 5 is a two-stage unit
with an output of .28 watts and is
equipped, as are the PAM 25s, with its
own power supply. The PAM 25 con-
sists of a single push-pull stage of type
’50 tubes and has a maximum undis-
torted output of 15 watts, being capable
of supplying 35 magnetic speakers.

The output of the receiver is first am-
plified by the PAM 5 and the output of
that unit is distributed between the five
PAM 25s. A Kellogg telephone switch
is mounted in the wall plate of each
room, and is so connected that it throws
a 6000-ohm resistor across the line that
is not being used ; across both lines when
the switch is at the “‘off”’ position. The
object of this precaution is to compen-
sate for the resistance of the loudspeaker
windings so that both lines will main-
tain an equalized load in spite of the
number of speakers in use. The prac-
tical result of this system is a complete
avoidance of any variation in volume
when a loudspeaker is thrown in or out

of the line. A Centralab variable re-
(Continued on Page 72)

The “chassis cage,’ employed at the Gulbransen factory to protect projecting parts of the chassis from strain, suggests itself as a handy addi-
‘tion to the radio service shop. It would have to be somewhat adjustablein order to accommodate all types of chasses but this is a matter that
could be solved by the mechanically inclined service man.
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elevision

§ Intimations of How It May Be Ultlmately\
Accomplished in Practice

By PHILO T. FARNSWORTH and HARRY R. LUBCKE

Crocker Research Laboratory

HE transmission of television images

requires the conveyance of informa-

tion regarding the light intensity
of a great number of elemental areas, re-
produced in the same relative position
they occupied before transmission. Fur-
thermore the process must be repeated
with sufficient frequency to give the illu-
sion of motion. In effect, the field of
view transmitted must be dissected, an
electrical intensity transmitted corre-
sponding to the light intensity on each
elemental area, and the electrical in-
tensities converted back to light inten-
sities and placed in their proper relative
positions at the receiving terminal, this
being accomplished by a system capable
of presenting fifteen or more complete
pictures to the eye each second.

Thus far man has evolved only one
means of electrical communication. His
system is a single dimensional time con-
tinuum. The commercial wireless, the
telegraph, the telephone, and the radio,
transmit intelligence that is initially
single dimensional, since a dot or dash or
the modulations of voice or music are
Intensity variations occurring in time
and time only. In television, however,
information must be transmitted regard-
ing space as well; that is, the placement
of the various intensities in the area that

make up the picture must be conveyed,
all of which must be transmitted at a
rapid rate if fifteen or more complete
pictures are to be presented to the eye
each second.

Since the nature of the transmission
medium is the same for all cases, it is
obvious that as the amount of Intelli-
gence transmitted increases, the portion
of the medium used must also increase.
In terms of radio broadcasting, the side-
band width must increase as the amount
of information transmitted increases.
Thus, a commercial code station re-
quires only 200 cycles as a sideband, and
the conventional broadcast station ap-
proximately 5000 cycles. Telephoto
transmission, the sending of pictures or
printed matter, requires 3000 cycles, in
which system one picture is transmitted
in approximately seven minutes. But
for television a sideband of at least 50,-
000 cycles, and better, 500,000 cycles or
more 1s required, depending upon the
detail desired.

A certain minimum amount of detail
must be transmitted by a television sys-
tem in order that the received image may
be said to possess ‘“‘entertainment value.”
The system must transmit a person’s
face, for example, with sufficient detail
to make the features readily discernible

Unretouched Picture of Farnsworth Tele-
vision Image With 20,000 Elements

and” sufficiently clear to “entertain’ the
viewer if the person should talk and at-
tempt to convey meanings by facial ex-
pressions. This minimum has been speci-
fied by some workers in the field as an
image consisting of 2500 elementary
areas, or elements. 'The picture shown
herewith is made from a photograph of
a television Image consisting of 20,000
elements.

This image of a lady with her eyes
closed was transmitted by the Farns-
worth system of electrical scanning and
1s perhaps the first published American
photograph of an actual television image.
The original image was approximately
3% in. square. It can well be consid-
ered as having entertainment value. The
reticence of those working with a 2500
element picture to publish pictures of an
image would seem to indicate that the
2500 element limit was fixed more be-
cause of the limitations of the apparatus
than because of true entertainment
value.

It is felt that real entertainment in
television will require an image 8 in.
square of some 60,000 elements. An
image of this size containing 250 lines
per side contains 62,500 elements and
can be defined as one of real entertain-

(Continued on Page 85)
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Transmitting Equipment Used in Farnsworth System of Electrical Scanning
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The first of a series of lessons’
for the retail salesman, with
specific application to mer-
chandising radio equipment.

By HECKERT L. PARKER

r I Y“HE retail radio salesman is the
mouth in the “neck of the distribu-
tion bottle.”” He occupies the front-

line trench in the sales battle. No mat-
ter how well the campaign may be
mapped by the manufacturer’s repre-
sentative in his conferences with the job-
ber, no matter how well this information
may be passed along the line by the
wholesaler’s salesmen, the sales battle
cannot be won unless the retail salesman
is properly, trained and equipped. Fur-
thermore the wholesaler’s salesman can
operate at maximum efficiency only when
he understands the dealer’s selling prob-
lems. , ‘

Salesmanship ‘raises the standard of
living by teaching that certain conven-
iences, like the automobile, telephone,
refrigerato% and radio, make for a hap-
pier existence after the necessities of life
are provided. Luxuries, such as art,
travel, music and literature, are the next
step in raising the standard of living.
Radio is both a convenience and a luxury
that can be enjoyed for a low cost.

But the mere placing of these luxuries
and conveniences before people is not

" sufficient to cause any but a few inquir-

They

ing minds to take them away.

must be sold. There is little incentive to

produce something that cannot be sold
at a profit for the producer and the
seller.

The makers of things can be guided
toward profitable production by defi-
nitely known laws. ‘Every large expend-
iture of money can be preceded by tests
and experiment that prove beforehand
whether or not the things can be pro-
duced successfully and how to do it.
Unfortunately, for successful business,

there are no mathematical formulas or

chemical tests to predetermine how to
sell at a profit after production. Selling
and buying are the result of mental ef-
fort only. Salesmanship is persuading a
prospect to accept and believe your pres-
entation—which may include a’ physical
demonstration—of the thing to be sold.

ECAUSE selling involves mental re-
action, much effort has been made

to learn how to use know.ledge of the
human mind in salesmanship. Psychol-
ogy is a much overworked word among

quacks who claim to teach one human
being how to influence another human

being. To date, the net results along
this line, as applied to selling, is but a lot
of bunk, leaving the reader in a daze
which has spoiled many a good prospec-
tive salesman. Psychology is systematic
study and investigation of the powers
and function of mind. Psychiatry is the
study and treatment of mental diseases.
Both require a thorough knowledge of

biology, anatomy, medical practice, and.

what not.

Psychology is the only art dealing
with the human mind which has the en-
dorsement of intelligent and educated
people, and the only one of such subjects
which could be included in a university
course on salesmanship. However, be-
fore psychology could be of use to a
salesman, years of study would be re-

quired to understand and apply psychol-

ogy to his daily work. And by that time
he would lose all ability to sell, as is
proven by the fact that psychologists and
doctors in general are notoriously poor

salesmen.

Mental telepathy, astrology, fortune
telling, palmistry, and reading facial
characteristics, have all been rung in
only to waste the time and money of
embryo salesmen. Phrenology is a so-
called science (?) of the effect of mental
characteristics on the shape of the head.
Even if there were anything to phrenol-
ogy, can you imagine a salesman asking
his prospect to permit an examination of
his bumps so the salesman could know
beforehand with what kind of a mind he
had to deal?

RADIO FOR DECEMBER, 1929

If it were possible to gaze into a crys-
tal and accurately forecast events, or for
any one person to read the thoughts of
another person, then the few humans
endowed with such power would soon
own the earth and everyone else would
become their slaves. Most fortune tell-
ers, palm readers, etc., are but one jump
away from the poorhouse, and generally
have a reputation which causes normal
human beings to shun them. Many
cities have laws prohibiting any form of
fortune telling. Unfortunately, there
are no national laws prohibiting similar
fakes and the books which are advertised
as a sure guide to success in selling.

No, there isn’t available for the stu-
dent of salesmanship any course of “sci-
entific’> study that will open the door to
success. However, there is much reliable
information, based on common sense, ob-
servation, and the combined experience
of thousands of successful salesmen, that
can be used to train anyone to become a
better salesman.

So often one hears that “salesmen are
born and not made.” It is true that cer-
tain individuals possess a type of tem-
perament which makes them good sales-
men; but when such persons are an-
alyzed, or rather their work is analyzed,
it is found they worked hard, and simply
used to better advantage whatever judg-
ment and common sense they possessed.
Insofar as selling is concerned, they were
not “born that way’—they had to be
trained. We are not born with the
knowledge of how to eat properly; some-
one trained us not to eat with our knife.
‘We had to learn how to swim, even how
to walk. ‘Training is necessary to do
things the right way and without train-
ing, the wrong way is often pursued.
Woodrow Wilson once said: “I am
amazed at the ability of the human mind
to resist instruction.”” Perhaps that is
the reason for many of us being poor
salesmen.

ENTHUSIASM is the parent of enter-
2 prise and the most valuable attri-
bute of a successful salesman. An en-
thusiast was the instigator of every great
business organization. No one can reach

the maximum success of which he is ca-

(Continued on Page 86)
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Leaf from the Diary
eyhole George

O

UST got in from a jobbers’ meeting. T he

boys all steamed up on dealer service.

Seems Cal Stevens, the long-shot whole-
saler in these parts, met one of his heavy-
weight dealers on the street last week, all
hot under the collar. “Say, Cal, what's
the idea shooting these buck-and-a-half
charges into me for inspecting sets when
there’s nothing wrong with them?”

Cal has been jobbing the Putrid set quite
u while. Art, the dealer, has been juggling
with three makes even longer, and there's
two sides to every story.

Appears Art’s alleged service department
has been dragging the lemons over from the
customers to Cal’s technicians, and Cal has
been soaking Art $1.50 per look. Art
obviously didn’t like it.

Boiled down, it amounted to this:
Eighty per cent of the defectives brought
into the jobbing establishment tested k. o.
except for, perhaps a bum tube or short on
neutralization. Cal figured that Art’s
service men either were not up to snuff or
hadn’t the proper test equipment.

The idea, according to Cal, is to catch
that stuff before the set is dragged away
from the customer’s house. Taking the set
away starts a whole flock of unpleasant con-
sequences. 1he customer is apt to get huffy
both at the inconvenience and the expense.
(AIl the best programs are on the air
when the set’s out of order.) The dealer
passes the buck to the jobber, who considers
the dealer a pest, and so strained relations
all around. Art had a big month for trou-
ble and so the present impasse.

O

Didn’t take Cal long to iron it out,
though. Great fixer, is Cal. Over a milk
shake he showed Art where those little
buck-and-a-half’s were the price of edu-
cation. “Art,” he asks, “did you ever figure
out how rmuch you spend with me every
month on service?” Art hadn’t. Cal told
him, and when Art was himself again Cal
gave him a little lesson in simple arith-
metic and economics.

Art went back and checked up on his
service shop; weeded out the weak sisters,
spent a few iron men on real tube and set
testers, and now it looks like Cal’s service
manager will get in a little golf now and
then.

Cal told the boys this. Some of them
cheered wildly; some wept that the poor
dealer should have to fritter away part of
his discounts on tube-testers. Some ad-
mitted that they stuck their dealers as much
as they dared for service; others somewhat
sheepishly confessed that they were only too
delighted to help the retailer out. No two
had the same policy, and finally everybody
alloweéd it was time some definite standard
was arrived at, so that everybody would
know what to do and when; how much to
charge for what; what jobs to handle and
which to let Mr. Dealer do; what stand-
ards of equipment to set for the dealer, etc.

Next meeting they may agree on all this,
and 50 per cent will walk out rubbing their
hands, figuring they have the jump on the
other guy. That's human nature in the
radio game—pardon, business.
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festful Word

for the

BUYING a radio set is a good deal like

having a wart removed. Folks put

it off and put it off and never seem
to get around to it. And then something
happens and the thing is done. We
knew a man who buttoned his collar
over a wart for fifteen years. He al-
ways intended to get himself a collar
button, but the wart was already there,
and he used it. And then his wife died.
He dashed right into a doctor’s office,
and had the wart removed and bought
himself a collar button. He said it
didn’t seem just right to him to go to his
wife’s funeral without a ‘collar button.

A radio purchaser is much the same
sort of an individual. He'll mull over
the idea of getting a set. He'll talk
about it. He'll say he ought to have
one. But he never gets right down to
buying one, and then his wife will in-
vite in some people to dinner, or along
will come a football game, and he’ll go
the limit. Right there is where sales-
manship gets in its licks. A good sales-
man can make this man a friend of radio
for life. A poor one can make him as
sour as a bucket of brewer’s yeast. .

Radio sets are not sold like coffins,
pants, false teeth, or other human neces-
sities, which people have to have. Folks
can get along without radio. We can
name off-hand a lot of prominent people
who never heard a radio set—and got
along just as well. But a good sales-
man can take a man or a woman who
has been getting along without one, and
convince him or her that the time has
come to change all that. That it is just
as old fashioned and behind-times not to
have a radio as to crank your own car,
or wear red flannel underwear. ‘That is
known as “‘sales psychology.” It is mak-
ing a prospect ‘‘dial conscious.”

Lor of salesmen go too far and

make a customer ‘‘pocket-book con-
scious.” They show him a fancy cab-
inet, with cathedral doors, windows that
light up, two kinds ‘of noise—loud and
soft, and running static. They call to
his attention that the set looks just like
Westminister Abbey in the evening, or
the telephone building by moonlight.
The customer begins to back away. The
most expensive thing he’s got at home is
his wife’s sewing machine. If he took a
set like that home, he’d have to build a
new house to put it in. The set makes
him “sheckle nervous,” and he doesn’t
take it.
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Lots of times a salesman gets fooled
by his customer. Some old duffer with
no shine on his shoes, and a Nat Wills
beard, will drift in and begin moseying
around a store. The star salesman fig-
ures that about all he wants is a couple
of tubes or maybe a free grid leak. So
he'll turn the old duffer over to the cub
salesman and warn him to keep an eye
on the safe. And after the old man has
meandered about for a time, he’ll halt in
front of a de luxe, 12-varnish, self-wind-
ing high-boy, give it a couple of squints
and pull out a check-book. You never
can tell!

If a salesman knows his stuff he’ll fig-
ure that anybody that carries his right
hand in his pocket, is a good customer if
he can get that hand out. He ought to
concentrate on that hand. The cus-
torner won’t take out his hand for the
biggest show cabinet in the place. But
he might reach for a volume control but-
ton. ‘The minute he does, he’ll buy.
The trick is to get the hand out. A hobo
knows that, but a salesman overlooks it.
‘When a man pulls his hand out of his
pocket, it means he’s so interested in
what he’s seeing, he has forgotten to
hang onto his purse.

OMEN are the hardest customers

; ;/ in the world to. please. A wo-
man wants the obvious told to her.
She likes to hear it. She’ll go into a
butcher shop and halts in front of a plat-

.ter of lamb chops.

“Are those fresh?” she’ll ask, nine
times out of ten.

Now the ordinary butcher will say:
“Yes ma’am,” and let it go at that. We
know one butcher who leans over the
counter, looks at the woman in admira-
tion and says: “Well, you certainly
know your meat, don’t you?” After
that he can sell her anything in the shop.
She’s in a sort of daze. That, from a
butcher, is just about equal to a Creix
de Guerre from a licensed general.

In the radio field, women react the
same way. A radio set is a mystery to
most women. They know that one does
something to a button and music comes,
and twists something else and another
station comes in. They also like this
cabinet because it matches the hall car-
pet and that one because the light is in
the corner. One enterprising manufac-
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turer furnishes a dozen tapestry samples
to hide the loudspeaker hole. The one
that matches the home furnishing is sold
with the set. The technical phases are
just so much worry and bother. We
saw a salesman sell a woman a set with
a dustrag. He showed her that the set
collected less dust than another make
and she took it. That woman did her
own housework and dust was a bigger
item than a screen grid tube. That sales-
man knew his business.

One big mistake that manufacturers
have made is not giving their sets
romantic names. Women would buy
them more fluently. If a set was called
“Bijou d’Amour” or ‘“Pepsin d’Esprit,”
or “Love’s Blush” with a soft crimson
pilot light, or a waft of incense every
time it was turned on, it would sell like
a hotcake in a rush restaurant. A good-
looking salesman can sell a “D’jer
Musique” any time, where a Morgan-
Jones super-tick-tack, with power detec-
tion would be a glut on the market.
Women have been educated to this
fancy view of buying, and a salesman
who realizes this holds them in the
palm of his hand.

Dealers, too, ought to face the need
for personal attention in the radio game.
A piano house has this down perfect.
Every time Mrs. Smith comes in to
make a kick about something, a sales-
man slides forward and says: “Why,.
how-do-you-do, Mrs. Smith?”’ That
takes the sting out of her right there.
Just to think—she hadn’t been in there
for a month and they remembered her!
Piano houses seem to have specialized
on that. Piano salesmen know all about
the children, and the dog and the new
garden, and ask about them. But a
radio store is different. :

(Continued on Page 88)
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Goop subject for the “embarrassing
A moments” cartoons would be the

radio salesman who is exposed for
not knowing what he is talking about.
“Imagine my embarrassment when that
old gazabo wanted to know how much
the side-bands are cut by our knife-edge
selectivity radio.”

Even though his best friend will not
tell him that he knoweth not his onions,
the very breath from his mouth re-
vealeth that he has partaken unwisely
of the succulent bulb of the edible lily.
Indeed he ranketh with the rankest
garlic which causeth the tears to flow
down the cheeks of the mirthful lad
whose laughing-stock he becometh.
Whene’er he doth ope his mouth he
putteth his foot into it.

Nor is such embarrassment of an ig-
noramus an unlikely occurrence. The
odds are ten to one that it will happen at
least as often as he washes the back of
his neck. Now-a-days there still are a
few people who can be expected to ask
an intelligent question about radio. Any
innocent-looking gink who wanders into
a radio store may be in search of amuse-
ment if “in-no-cent” or in search of a
radio set if in funds. He needs but ask
a few leading questions in order to either
floor the salesman or place him upon the
pinnacle of confidence:

“How sensitive is this set?”’

“How selective is it ?”

“What about its tone fidelity ?”

Or if these questions seem too tech-
nical :

“Can I hear a 500-watt station when
100 miles from it at noon without inter-
ference from a local station?”

“Can 1 hear the highest notes of a
piccolo and the lowest notes of a drum,
naturally ?”

“Why does it hum so?”

By their answers shall ve know vour
salesman.

X HEN a salesman becomes em-
Vbarrassed by such questions he is
a gone goose. Of course he can try to
bluff it out by adroitly changing the con-
versation to the desirability of owning
such a beautiful set. Or he can dispar-
agingly refer to the technically minded
salesman of his acquaintance who is now
in the booby-hatch.

But in so doing, he loses his own self-
confidence, his most valuable personal
asset as a salesman. He loses the pros-
pect’s confidence in his other glittering
generalities. And he loses the sale. No
amount of hooey can restore these three

essentials.

This does not mean that the salesman
is expected to know as much about the
set as does the service man who installs
and fixes it. But he should at least be
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Should Salesman K now
A HUMOROUS DEBATE
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tamiliar with every Important detail
about its construction and operation.
The service man can teach him a lot of
things that he ought to know.

A radio is more ‘“technical” than an
automobile or a cash register. Yet the
sales managers of companies which sell
cars or cash tills insist that their men
have an absolute knowledge of what they
sell before they are allowed to approach
a prospect. ‘They learned long ago that
1t is not a salesman’s attractive person-
ality but his knowledge of the product
that finally sells it. If radio men cannot
vet create better sales methods, they can
at least imitate good ones.

NFAMILIARITY with the set that he
U 1s trying to sell not only weakens
a salesman’s efforts to interest those who
already know something about it, but
also robs him of his own confidence and
enthusiasm for his product when he is
assailed by complaints or temporary
faults. A salesman without confidence
i himself and his goods is like an incan-
descent lamp without electricity.

But when a prospect frankly con-
fesses his or her ignorance, the salesman
should not then parade his knowledge
like a circus does its rhinoceros. He
mystifies rather than awes the buyer.
His superiority .complex, frequently un-
justified, arouses the antagonism of their
inferiority complex, as Freud might say.

A commuter stopped at a fruit stand
to buy a pineapple. As he knew nothing
about picking out a good one he asked
the fruitman to do it for him. He got
a rotten one. He told his friends about
it. For a month thereafter each friend
went to the fruit stand to buy a pine-
avple which the salesman was asked to
select. After it was all wrapped up, each
friend would say, “Oh, you’re the man
who sold Mr. Jones a rotten pineapple.
So I don’t want this one. Good-b<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>