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Are your worn-out radio tubes 

losing his "microphone magic"? 

.. 

.. 

a c 

Rudy Vallee's million -dollar 
I oice has microphone magic ... it 
"gets orer" marvelously. Don't let 

your worn-out radio tubes disturb 
its delicate balance. Replace then, 

with lien' RCA Radiotrons! 
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Insist on RCA Radiotrons, 

the tubes recommended 

for years by leading radio 

manufacturers. 

THE voice of any great radio star is 

only as good as your radio tubes. 

You can't get full enjoyment from broad- 

casting unless your tubes are in excel- 

lent condition. Your tubes wear out so 

gradually you are likely not to notice 
how poor they have really become. Get 
a new set of RCA Radiotrons, and see 

what a big difference they make. RCA 

Radiotrons have been recommended for 

years by leading radio manufacturers... 
they are used by 200 big broadcasting 
stations. When you buy one of the 
splendid new sets now on sale, look in- 

side the cabinet and make sure every 

tube is an RCA Radiotron. When you 

buy new tubes, look for the RCA trade- 

mark and the red and black carton! Re- 

member, RCA Radiotrons are guaranteed 

by RCA! Prices have been substantially 
reduced. 

RCA RADIOTRON COMPANY, INc. 
HARRISON, NEVI' JERSEY 

Be v'al'e of u'ol'il-ollt tubes! Even a single worn-out 

tube can spoil your reception. Remember-the eye can't tell 

the difference between a good tube and a worn-out tube. So 

today ... have your radio dealer test your old tubes. New 

RCA Radiotrons gill put new life in your radio. 

A Radio Corporation, of America subsidiary 

Appearance dates of this advertisement.: Collier's. September 12; Literary Digest. 

September 24: Saturday Evening Post, October 31 
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IDEAS 
IN a two -page section of GOOD NEWS each 

month we try to pass on to our readers the 
best of the locally instituted ideas and plans for 
selling Radiotrons that are called to our attention. 

We cite here, as an example of the merchan- 
dising originality displayed by Radiotron dealers 
in general, an idea that seems to us to have 
exceptional merit. While we have not as yet been 
informed of the results, we will wager that this 
ad of the Henry L. Reid Company in an Atlanta 
newspaper bore fine fruit. 

Try this and other ideas reported each month 
in GOOD NEWS. You will be surprised at their 
ability to make new Radiotron sales for you. 

T. F. JOYCE T. J. BERNARD 
Manager Editor 

J. W. McIvER, Chairman G. C. OSBORN 

H. M. RUNDLE R. S. BURNAP 
Art Editor Engineering Editor 

EDITORIAL ADVISORY BOARD 
MEADE BRUNET W. T. L. COGGER 

T. E. WISNESKI 
Circulation Manager 

W. H. THOMPSON F. B. WANSELOW 

A magazine of radio merchandising counsel to help distributors and dealers of RCA Radiotrons make more profit. 
Published Monthly by RCA Radiotron Company, Inc., Harrison, New Jersey 

Permission to reprint articles in this issue is cheerfully extended, provided proper credit is given. Copyright, 1931, by RCA Radiotron Co., Inc. 



Two GOOD NEWS 

- 
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John J. McGraw, Manager of the 
New York Giants 

THE greatest baseball player I 

ever knew was Hans Wagner. 
The "Flying Dutchman" had 

everything, could do everything there 
is to do on a ball field-and do it 
better than anyone else. But the thing 
that lifted him head and shoulders 
above other star players, that made 
him so outstandingly proficient in all 

departments of play, was his passionate 
love of the game. Why, I've seen 

"Honus" stop on his way out of the 
hall park after a hard game and join a 

hunch of kids playing scrub on a sand 
lot. He could never get enough base- 

bal l ! 

If I am to draw a parallel between 
success in baseball and success in 

business that is a point I'd like to make. 

You have to like whatever you are 

doing. If you do like it, it becomes a 

game to you, and you can go out and 
work your head off and still think 
you're having fun. 

Natural physical qualifications for 

the game are important, but even those 

can he developed if the player has a 

real love for baseball and the heart, 
or will, to make himself into a star. 
It all comes down more or less to 
mental training. The player without 
mental training tries to hide his faults; 
the player with it looks for his faults 
and sets about correcting them. 

A few years ago we had on the 
Giants an outfielder who had the 

Don't Try to Hide 
Clze .Man Orho Succeeds ís the ../Drz Ono 
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Chem as Quickly as Possílile 

By John J. McGraw, 
Manager, New York Giants 

makings of a real star. In fact, he was 

a star-for a very brief period. But 

he thought he knew everything 
about baseball there was to learn. 

He was blind to his faults. He 

dropped out of big league baseball as 

quickly as he had come. 
If this player had come up from a 

college diamond instead of a sand lot 

the chances are he would still be going 

great today. I've said before and I'd 
like to repeat here that the college bred 

player has a two-year start on the 
average rookie from the sand lots. 

Because of his mental training the 
college man usually arrives quicker 
and lasts longer. Those who succeed 
without college training do so because 
they have brains enough to see their 
handicap, and persistence and deter- 
mination enough to overcome it. 

"Rube" Masters a Weakness 

Examples of the power of practice 
and training to master a weakness are 
numerous in baseball. When Rube 
Marquard was a rookie he had the 
habit of putting a lot of balls squarely 
across the plate with nothing on them. 
We all knew he had plenty of stuff 
and wondered why. The trouble was 

that he had so much stuff that he was 

afraid to use it. Wilbert Robinson, 

then coach for the Giants, took him in 

hand and worked long hours with the 

patient Rube, teaching him control. 

After that Marquard went out and 

won nineteen straight games. If the 

Rube had been the kind to get a 

swelled head he never could have been 

a successful big league pitcher. 

Matthewson became one of the 
greatest pitchers of all time through 
conscientious application and long 
hours of practice. Naturally endowed 
with an excellent build and tremendous 
speed, Matty's ideal physical equip- 
ment was more or less going to waste at 
first base when I took charge of the 
Giants in 19oz. He was just a gangling 
kid then. I put him hack in the box 

and gave him a few simple rules about 
studying the hatter. He never forgot. 
Nor, with all his marvelous memory, 
did he ever forget what he learned 
about each hatter thereafter. 

Y4`-.- ,i I 
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Hans Wagner, the "Flying Dutchman," whom 
McGraw brands "the greatest base- 

ball player I ever knew" 
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Your Weak Spots 
The mental training Matty received 

at Bucknell stood him in excellent stead. 
He was eager to learn and he didn't 
care how long he had to wait on the 
bench as long as he was improving 
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Rube Marquard, one of he "grand old men" of 
baseball, whose patience and will to learn made 

him a truly great pitcher 

himself. He used to watch the great 
McGinnity like a hawk. Then he'd 
practice what he had learned. His 
famous fadeaway curve ball was not a 

gift from nature but the result of keen 

observation, experiment, long study 
and practice. 

Consolation for "Bench Warmers" 
Managers are sometimes criticized 

for keeping high -salaried young players 
on the bench. It looks to the average 
person like a waste of money and 
talent, whereas in reality it's the hest 
kind of training for an intelligent 
young player. I never mind paying the 
salary as long as my man is making the 
best use of his powers of observation. 
It isn't so much learning how to do it, 
as what to do and when. 

After all, good judgment in base- 

ball, as in everything else, is a far rarer 
asset than mechanical proficiency. I 

never censure my men for mechanical 
errors as long as they are carrying 
out my precepts. Fred Snodgrass 
dropped a famous ball in Boston that 

cost us the series, but I didn't crit- 
icize him for it. In fact, I raised his 
salary $r,000 the next season. He 
seldom made an error of judgment. 

On the other hand I once, back 
in rqo;, fined a player $25 for hitting 
a home run with two on bases. That 
sock won the game but it was in 

disregard of my orders. 

Let's Fightl 
After my men have been suffi- 

ciently seasoned, I expect them not 
only to play intelligent baseball, but 
aggressive baseball. Personally, I 

never could see the idea of taking 
a defeat philosophically. I hate to lose 
and I never feel myself beaten until 
the last man is out. I am certain the 
fans, also, feel much the same way 
about it. All my life I have heard 
them say, I don' 
which club wins as 
game"-and I 

never knew of one 
who I believe 
really meant it. 

One other thing, 
teamwork. Or, in 

business, you 
might call it co- 

operation. Any- 
one who has fol- 

lowed the Giants 
during the past 
;o years knows 
that I insist on 
unity of purpose 
and action. I have 
found that it wins 
hall games. As an 
aggregation of in- 
dividual stars the 
Yankees of 1922 

were supposed to 
he superior to the 
Giants. I don't 
know anything 
about that, but 
I do know that we 
beat them easily in the World Series 
because our team played as a unit. 
The old Baltimore Orioles were a great 

t care particularly 
long as it is a good 

ArItto 

John J. McGraw, earlier in his career. When 
this photo was taken he was a member of the 

famous Baltimore Orioles 
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Christy Matthewson, one tJf baseball's greatest 
and most spectacular figures 

team, and they reached the heights 
of baseball fame largely because of their 
undying spirit of cooperation. 

Baseball is a strenuous game. It 
requires physical stamina as well as a 

certain natural aptitude. Outside of 
these requirements, I can't see where 
success in baseball is very different 
from success in business. Love of your 
work, a willingness to expose your 

weak spots in order 
that they may be 

corrected, training, 
planning, hard work, 
judgment, a spirit of 
cooperation, and 
fight - undoubtedly 
these are as produc- 
tive in commercial life 

as they are in base- 
ball. I can't imagine 
how anyone blessed 
with such a combi- 
nation could fail to 
succeed, no matter 
what he did. 

Look at the suc- 
cessful radio dealer. 
Thinking, planning, 
hard work and a 

willingness to learn 
have got him where 
he is. And he will go 

farthest if he fights hard for business, 
but fights fairly, and is willing to co- 
operate_ for the good of the industry. 



Four GOOD NEWS 

We Have Tripled Our Tube 
13q Concentrating exclusively on Ike Outstanatny 

Brand of Cubes w ec Ma oIrons 

By Morton A. Barker, President and General Manager, 
Morgan & Sons, Inc., Springfield, Illinois 

As told to S. E. Jones, RCA Radiotron Central District Representative 

- 

Morton A. Barker, who reveals in this article 
some of the reasons for the remarkable 
increase in Morgan & Sons' tube volume 

IMIGHT sum up the results of our 
recent decision to concentrate ex- 

clusively on RCA Radiotrons by 
telling you that we have been making 
twice as much net profit on tubes, with 
half the previous invest- 
ment. That's really the 
whole story, but in case 

any other dealer is inter- 
ested in the details, here 
they are: 

Previous to January 1, 

1931, we handled, with 
indifferent success, four 
brands of tubes in addition 
to Radiotrons. We didn't 
push any of the tubes. Our 
radio department was sup- 
posed to rely for its ex- 

pected volume on radio 
sets. 

Sometime during Jan- 
uary, our competent radio 

department manager, Mr. Roy Berney, 
came to me with the RCA Radiotron 
Company's Headliner proposal. Its 
advantages had been explained to him 
by a representative of that company. 
I was impressed with the offer to assist 
us concretely in making a real business 
of tube sales, but both Mr. Berney 
and I were a little skeptical as to the 
size of the promised rewards. 

Among other things, however, the 
Radiotron representative had sug- 
gested that it would pay us to con- 
centrate on one brand of tubes, regard- 
less of whether that brand was 
Radiotrons. I turned that thought over 
in my mind, together with the features 
of the Headliner Plan, and the more I 

thought about it, the more reasonable 
it seemed to me to he. Mr. Berney 
and I got together and decided to give 
the plan a try. We went further and 
eliminated from our stock all tubes but 
RCA Radiotrons. 

f 

%. 

Once we decided to try the plan, 
I made certain that our end of the 
bargain would be upheld. It is a policy 
of Morgan & Sons to do nothing half. 
heartedly. We were going out after 
the tube renewal business with every- 
thing we had to work with. 

Some Valuable Ideas 

I should state that Morgan & Sons 
is primarily a furniture house. But we 
consider radio sets as important articles 
of living room furniture, and the radio 
department is, therefore, located on the 
first floor, in an easily accessible and 
prominent section of the store. Our 
first move was to give over to RCA 
Radiotron advertising material a large 
part of the display space of this depart- 
ment. We ordered Selling Fools and 
Modernistic Displays, and with these, 
in addition to free 
we managed to 
tionally attractive 

- 
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The radio department, showing some 'of the extensive advertising material that 
constantly in view. Standing-Roy A. Berney, Department Manager 

Headliner material, 
arrange an excep- 
department. While 

the tube display is 

permanent, we 
often shift the ma- 
terial around to 
relieve the mo- 
notony and give 
the Radiotron 
story a fresh pres- 
entation. 

Next, the win- 
dows. We have 
always considered 
our windows an 
extremely valu- 
able part of our 
store, especially in 
comparison with 
the amount of 
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Sales Since January 
space they require. I made a point of 
giving good window space to RCA 
Radiotrons, not just occasionally, but 
constantly. Of course, the displays 
are changed often and Radiotrons 
are presented in various ways. But 
the fact remains that the people who 
pass on the sidewalk are not given 
the chance to forget a need for 
Radiotrons. "All of the window 
part of the time, and part of the 
window all of the time" is a good 
slogan. 

Read This List! 

I said above that, when we go 
out for something, we push it in 
every way we know how. I mean 
that. Radiotrons were advertised 
(and are advertised) through as 
many mediums as I could think of. 
We tied -in with each RCA Radio- 
tron advertisement. We ran, once a 

week, a large ad of our own, fea- 

turing special 5o -cent service calls, 
and followed this up with daily 
-Tubes Tested Free" notices in the 
classified columns. We broadcast a 

Radiotron program from a local station. 
We used direct mail material, both post 
cards and folders, and sent out sales- 
men to do house -to -house canvassing. 
We put on premium contests. We 

: 
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handed out free Broadcast Station 
Directories, put Radiotron banners on 
our trucks, and asked people to buy in 

Your Radio Inspected 
And Your Tubes Tested For Only 

Just Phone Mein r- 
Our gaper, Serieemen 

Will C.11 and Mahe. 
Complete Io.p.ctio 

Without Any Ea. Coat 

C 

Thi. Special 

Offer I. 

Geed for 

Limited Tiene 

Only 

'We Use R.C.A. Radiotrons Exclusively' 

So many time* it la found that faulty reeeptton such a. fading, dinortlon. lot of 
volume, etc., in caused by tube. that are not operating efficiently. 

Be certain of tonight'. program. Don't let anything mar your pleuure when 
IWening to your favorite anlsts You'll yet the finest aer,iti,lty..eleeti*ity and 
tone quality from your radio set when you u e R ó u n . C. A. .diotro. Start today 
...joy your radio .a you really should. 

R.die 

1O1I6AN&SO 
ee 

lat.onter>. 
. SEVENTH etWASN/NG7DN 

Telephone 

Main 

for Ru.h 

Seni. 

One of the weekly ads featuring 50 -cent service calls 
that met with unusual response 

the store. I had "Man Made Miracles" 
and -Earth's Four Corners" exhibited 
in a leading local theatre. 

Radiotron Volume $25,000 
With a well known, quality product 

to work with and all this publicity, 
we ought to have gotten results. We 
did. Since January, we have tripled 
our unit sales volume, and we expect 
to go higher. RCA Radiotrons now 
account for $25,000 of our $roo,000 

r... * a.m., ;-.' 
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---cPu1 New Life in 
your set r i. 
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yearly radio business. Moreover, it 
costs us considerably less to handle 
one brand of tubes than it did to 

handle five brands. With half the 
previous investment, we have more 
than doubled our net profits on 
renewal sales. 

Thus, the Headliner convinced us 
of three things-that tube sales can 
he made into a real business, that it 
pays to concentrate on one brand, 
and that RCA Radiotrons are the 
tube to handle. As evidence of my 
conversion to the first point, we 
intend during the coming year to 
make a Radiotron sales call on every 
customer who has ever purchased a 

radio set from us. 
Our tube business is divided about 

5o -5o between over-the-counter sales 
and sales by service men. In either 

case, we find that we can sell RCA 
Radiotrons to anyone who is in the 
market for a radio tube. By handling 
only RCA Radiotrons, we keep our 
inventory down and eliminate any 
confusion in the minds of our salesmen 
and sales clerks as to which is the 
brand of tubes to recommend. 

Finally, net profit is the gauge of our 
success, and we handle no line that 
gives us more gratifying results in that 
respect than RCA Radiotrons. 
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RCA Radiotrons are constantly displayed in the main show window, either alone or in conjunction with sets. A typical display 
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Six GOOD NEWS 

The Next Four Months 
Some Observations as fo file Possibilities tor Cube . euerval 

Sales Chat Lie r heaO of fue Teo aai'o/roi, Dealer 

By W. H. Thompson 
In Charge of Sales Operations, RCA Radiotron Company, Inc. 

IN GooD 
News, and 
elsewhere, 

we have often 
pointed out the 
similarity, from 
a merchandising 
point of view, 
between radio 
tubes and auto- 
mobile tires. 
Both are re 
newal items. If 

one of two 
products so 
closely related 
as to selling 
characteristics- 
automohile tires 
-is experienc- 
ing a rejuve 
nated consumer 
demand, it is not 
unnatural to 
inquire whether a similar increase in 

demand for the other-radio tubes is 

not also to be expected. The answer is 

that, as far as radio tube sales for this 
Fall are concerned, such facts as are 

available point to that conclusion. 

r 

Basis of Observations 
It might be well here to insert a few 

words of caution as to the basis for 

these remarks. Those who are familiar 
with the history of the radio business 
know that anyone who ventures a 

positive prediction as to the future 
course of the industry invites disaster. 
An industry so young, and one which 
has grown to maturity so swiftly, is 

less to he relied upon to hew to a 

given line of development, especially 
in these precarious times, than an 
older, more settled one. However, the 

practice of withholding observations, 
merely because certain observations 
have proved unreliable in the past, has 
little to recommend it. Encouraging 
symptoms are always encouraging 
symptoms. And while the facts at 
hand doubtless are capable of other 
interpretation, we believe that our 
estimate (and it is an estimate, solely) 

has at least the virtue of logic. 

50 Per Cent of Tube Business in 

Next Four Months 

To return to automobile tires: just 
as, in the automobile field, many who 

have old cars and who are not in a 

position, this year, to buy new ones, 

are renewing their tires-so, many 

who have old radio sets and who are 

not in a position to buy new ones, will, 

this Fall, turn to a new set of Radio - 

trans as the logi- 

cal solution. 
The propor- 

tion of the 
year's tube vol- 

ume normally 
attained by a 

dealer in Sep- 

tember, October, 
November, and 
December is 
sufficient to en- 

dow this season 
with an unusual 
degree of im- 
portance. That 
proportion is 
approximately 
5o per cent. 
This year should 
prove no excep- 
tion. The least 
any dealer can 

expect for the 
four months that lie ahead is a duplica- 
tion of his tube business for the entire 
eight months preceding. 

Consider, now, the theoretical pos- 

sibilities for renewals at this stage of 
the industry's development. Estimates 
of the number of radio sets in operation 
in this country range from ro to 15 

million. Our own belief is that i 

million is a fair figure. That would give 
us between 85 and 95 million tubes in 

use obviously a potential renewal 
market of tremendous proportions. If, 
as we have said, the average dealer 
may expect a volume of business during 
the four coming months equal to that 
of the rest of the year, the progressive 
dealer surely is in a position to greatly 
increase that volume by proper mer- 
chandising. We know that many set 
owners who should renew their tubes 
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regularly, are not yet in the habit of 
doing so. To he sure, persistent educa- 
tional advertising as to the benefits of 
renewing tubes regularly has done much 
during the past year and a half to 
change this state of affairs; dealers 
everywhere are enjoying increased 
Radiotron Sales as a result of the step- 

ped -up rate of renewal. But the pro- 
gressi\ e dealer continues to enlarge his 

claim in this rich, perpetual market by 
supplementing the RCA Radiotron 
campaign-"Renew Your Tubes at 
Least Once a Year"-with energetic 
efforts, ideas, and sales plans of his own. 

The 1930 "Back -Up" 
So far, we have considered only such 

business as might he anticipated in the 
Fall of a normal year, following other 
normal years. 1931 is not, however, a 

normal year, nor was its predecessor - 
1930. 

Early in 1930, 

the prediction was 
made that at least 
5o million tubes 
would he sold for 
renewal purposes 
alone, based on the 
fact that the sale 

of more than 3 

million sets in 1928 

had added 25 mil- 

lion new sockets, 
while an even great- 
er number of new 
sockets had been 
added in 1929. Un- 
fortunately for deal- 
ers and manufac- 
turers, the expected 
volume failed to 
materialize. Wheth- 
er this was due to 
poor business con- 
ditions or because set owners generally 
were not yet educated to the desira- 

bility of changing tubes regularly, or 

because of other reasons, it is impos- 

sible to say. 
Assuming, however, that many people 

still continue to use their tubes as long 

as they will light, that is, long after 
they are sufficiently worn-out to 
render reception poor, there comes a 

point when, because of burn -outs or 

extremely unsatisfactory operation, 

100 
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they are forced either to buy new tubes 
or stop using the set. The latter course 
is scarcely plausible, since it is a fact 
that the public continues to spend 
money for entertainment regardless of 
economic conditions, and radio is far 

and away the cheapest form of high 
grade entertainment. The conclusion 
is almost inescapable, therefore, that 
many of those who should have 
renewed their tubes in 1930, but 
didn't, will he forced to .renew them 
this Fall. 

Furthermore, since the Fall of 1929, 

more than 5o million new sockets have 
been added through the sale of new 
sets. A large proportion of this abnor- 
mally large volume of tubes have by 
now reached the stage in their opera- 
tion where renewal is advisable, or will 
reach that stage before the end of this 
year. 

As we approach the Fall of 1931, 

encouraging. It may even be so en- 

couraging as to make us consider 
ourselves fortunate to be selling radio 

tubes in the Fall of 1931. 
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What's to Be Done? 
What, under the circumstances, is a 

dealer desirous of increasing his Radio- 
tron business to do about it? It strikes 
us that he would select this particular 
season, above all others, to impress 

upon as large a number of set owners 
as possible his name and the fact that 
his name stands for the best in radio 
tube service and equipment. Produc- 
tive as such a reputation always is, 

it can scarcely fail, this Fall, to stand 
him in particularly good stead. The 
mere fact that his store is familiar to a 

large number of set owners should 
bring him a nice share of the expected 
"back-up" from previous years. Many 
who need new tubes are going to need 

them in a hurry, 
and, in cases of this 

QCNEAEnBES'SOLD 

sort, the dealer first 
thought of is the 
dealer who gets the 
business. 

Quick delivery 
would seem to he 

an excellent point 
to feature this Fall, 
always, of course, 
against a back- 
ground of reliable 

/ dealin; and quality 
merchandise. We 
have seen repeated 
instances of success 
along this line, both 
when the dealer 

25 '26 27 28 '29 '30 '31 

This chart shows graphically how tube renewal sales have varied in accordance with the 

number of new sockets added each year, up to 1930. It is expected that some of the renewal 
sales that failed to materialize last year will he added to regular sales this Fall 

then, we are faced with the fact, first, 
that a normal Fall season (in which 
so per cent of the year's business is 

realized) lies ahead, plus the fact that 
an unusually large number of tubes was 
sold during and after the Fall of 1929 

and that many of these should he 

renewed this Fall, plus the fact that 
the great "hidden market" which failed 

to come out of obscurity in 1930 cannot 
much longer remain hidden. 

All of which, to say the least, is 

himself delivers the 
tubes or when he 
arranges with an- 
other agency, such 

as a telegraph company, to deliver 
them. Such a service ought to he more 
popular than ever this Fall. 

Obviously, there is also a great cp- 
portunity for systematized tube testan 
whether it is carried on in the store or 
in the home; that dealer who antici- 
pates the later and urgent need of new 
tubes by supplying them in advance is 

going to get a lot of business that 
otherwise (especially if there is a hurry 
call) might go elsewhere. 
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International Broadcasting 
Ascussion of Ms lievefopmenf lo afe, wiflz a rook info flze gufure 

THE interna- 
tional ex- 
change of 

programs is a 

natural outcome of 
radio broadcasting. 
With the develop- 
ment and the im- 

provement of local 

broadcasting, it was 

quite evident that 
the program people 

would desire to ex- 

change with local- 

ities at a distance. 
Thus was horn the 

need for wire line 

connections, and we obtained what 
is known as "Network Broadcasting." 
However, wire lines cannot he erected 

across the oceans, so that we had to 

turn to a new field in radio which very 
providentially appeared at this time. 

By this, I mean that short-wave trans- 

missions and receptions were proving 
themselves capable of spanning great 

distances with reasonable amounts of 
power. 

Experience Best Teacher 

The early experiments in short 

wave transmissions were not very 

successful, and it seemed like a hope- 

less expectation to consider the jumbled 

and rapidly fading signals as having 

any possibilities. While great distances 

were being covered with reasonable 

amounts of power, the behavior of the 

waves was such as to make the service 

very unreliable. However, as is usually 

the case, by constant and tedious 

experimental work, these difficulties 
were one by one overcome, until today 

we are beginning to depend on this 

service, and are planning programs 

weeks in advance with a reasonable 

assurance of success. 

By C. W. Horn, General Engineer, 
National Broadcasting Company 
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C. W. Horn, General Engineer, NBC 

We have found 
from experience 
that certain wave- 
lengths or frequen- 
cies are best suited 
for certain hours of 
the day, and that 
other frequencies 
will do better at 
other times. A very 
marked difference 
between daylight 
and dark is noticed; 
also, the particular 
circuit over which 
the wave must 
travel has pecu- 

liarities of its own. Only by very 
careful day by day experimental work 
and a constant plotting and recording 
of results, has all this data been 

compiled, so that we now know what 
wavelength to use, and the best time 
for the transmissions. The engineers 
engaged in this work have kept a very 
careful record of weather and atmos- 
pheric conditions, as well as varia- 
tions in the earth's magnetic field. 
The influence of these different 
factors on the wave has been 

very carefully noted, so that 
apparatus can be designed which 
will minimize the effect of these 

disturbances. 

"Diversity Antenna" for Fading 

As a very fine example, I might 
mention the unusually erratic fad- 

ing which takes place on these short 

waves. It was found that the signal 

did not fade simultaneously at 

different localities. A system of 
antenna design was produced, which 
is called the "Diversity Antenna" 
and which makes use of three or 

more aerials located at reasonable 

distances apart, with transmission 

lines to receiving sets all located in one 
room. The signals are brought into the 
receiving sets, and by means of auto- 
matic selectors, only the antenna hav- 
ing the best and steadiest signal is 

connected through. If the signal fades 

on this antenna, and another antenna 
holds up, the circuit is automatically 
switched to that antenna. This change 

is made practically without any noise, 

and without clicks, so that the listener 
does not know what is going on. By 

this, and other means, the signal level 
is maintained at a fairly constant level, 
and a great deal of distortion is 

avoided. Of course, directional trans- 
mitting and receiving antennae are 

used together with considerable power. 
The stations in the United States 

transmitting to other countries are 

located in Pittsburgh and Schenec- 

tady, and use in the neighborhood of 
twenty and sometimes forty kilo- 
watts. 

In addition to these stations just 
mentioned, we have also used the 

This photo, rushed to London and radioed from 
there to New York, shows President Niceto Alcala 
Zamora (right) of Spain, standing in front of the 
microphone, delivering his inaugural message. it was 
heard in the United States over an NBC network 
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RCA Communications station in 
California, which has established con- 
tact across the Pacific to Japan, 
Philippines, and Hawaii. Many of 
the foreign countries, realizing the 
importance of the international 
exchange of programs, have built, or 
are building, equipment suitable for 
this purpose. 

optimistic enough to believe that the 
future will see television and other 
forms of communication developed on a 

world-wide basis. When this time 
comes, we will not only hear, but see, 
and we will be able to view people and 
scenes in even the most remote corners 
of the globe. The effect of such a 

service on the mental and cultural 

b 
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Line terminal board for short- 
wave telegraph circuits at 

RCARiverhead, L. I. 

It 
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Effect of Circuits Far - 

Reaching 

The establishment of 
circuits between nations 
has a far greater value 
than just the mere trans- 
mission of sound as repre- 
sented in speech and music. While this 
is, of course, of great value in cement- 
ing the friendships of nations, and 
making it possible for people of different 
countries to exchange thought and 
culture, the matter must be con- 
sidered from a more fundamental or 
basic point of view. A radio circuit 
is, in effect, a connecting link over 
which more than just one type of signal 
can be transmitted. A radio circuit, 
therefore, becomes something like a 

wire connection, with the exception 
that we have not progressed to the 
point where we can handle as many 
forms of energy over the radio circuit 
as we can over wire. However, I am 

'.I 

languages and customs. When we are 
all alike in habits, there will be little 
pride in having traveled extensively. 
By that time, of course, travel will 
have been made easier, and more rapid, 
probably through the development of 
the airplane, and distances will be 
merely nominal. 

The human being is different from 
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Short-wave antennae and transmission lines at RCA -Riverhead, similar 

to those used for reception of transatlantic programs 

habits of the people is obvious. I will 
leave it to the reader to use his own 
imagination to conjure up in his 
mind some of the possibilities when 
this day arrives. 

It is very important to again refer 
back to the fundamental and basic 
factors which underlie such develop- 
ments. It is quite possible that the 
various races and nationalities will 
have a tendency to standardize their 
customs and habits, as well as their 
languages, so that some day perhaps 
this world will be one community. The 
traveler of the future will nor ex- 
perience the thrill of visiting foreign 
places and hearing and seeing foreign 

Operators at work before re- 
ceiving panels at Riverhead 

receiving station 

other animals that inhabit 
this world, in that he has 
a fairly well developed 
brain. His greatest differ- 

ence is his ability to dream 
and imagine things. It is 

the human being's power 
of imagination that is making all these 
things possible. He has a desire or hun- 
ger for certain things, such as rapid 
transportation or the ability to hear 
and see over great distances, with the 
result that the minds of a great num- 
ber of people are turned in that direc- 
tion. and gradually devise ways and 
means to accomplish and make real 
their dreams. Therefore, it is a true 
saying that "what the mind of man 
can dream, the mind of man can con- 
ceive and create." For this reason, 
there is nothing that is really impos- 
sible. and it is but a question of find- 

ing ways and means of using Nature's 
own laws to gain our ends. 
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It's Worth About a Dollar 
But Ore (Wouldn't Sell Jt for a .Million 

By J. W. McIver, Manager 
Sales Promotion Department, RCA Radiotron Company, Inc. 

TWELVE of the most capable 
advertising men and women in 

the country, from our adver- 
tising agency, were listening to an 

RCA Radiotron engineer as he 

them about some 

of the points of 
importance in the 
quality of an RCA 
Radiotron.He 
was showing the 
exacting tests, the 
rigid inspections, 
the careful checks 
which we make to 
assure ourselves 
that every Radio- 
tron leaving the 
factory is up to 
specifications. He 

showed them why 
the Radiotron 
Company sold no 

"seconds." He 
told them that 
every tube which 

.n 

told 

Of course, we have a million tubes 
which are worth about a dollar and 
which we would gladly sell for that 
amount. So, how to do it. 

Through our experience and obser- 

in the market for tubes. There is, 
really, no particular season. Therefore 
we must not let up in our constant 
reminding 
name and 
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TROTO COURTESY "RADIO RETAILING 
Remember this early type of radio store with dials, horns, coils and gewgaws rampant r 

Such a store would inspire few with the confidence necessary today 

did not come up to vation we know there are certain facts 
standard, for any reason, was de- 

stroyed. He told of the value of such 
care and such standards. "Our good 
name and reputation," he said, "is too 
valuable to risk sending out even one 
had tube." 

A young lady of this group, which 
sought to put into simple, effective lan- 

guage for us, all of the many quality 
points of RCA Radiotrons, said, as she 
gave us the much vaunted woman's 
viewpoint, "That tube is worth about 
a dollar-but you wouldn't sell it for 
a million because your engineers say 
it is not quite up to standard." 

For we have no "seconds." We do 
not sell tubes which our tests show to 
be below our standards, which, if sold, 
would endanger the good name of our 
distrihutors,our dealersandourselves. It 
is better to do as we do-destroy them. 

which must he recognized before any 
tube selling can he profitable or 
effective. The first one is that 
with any intensive activity, 
there must be a product of the 
highest quality. Publicity will 
kill a poor product as quickly 
as it will build a good 
one. 

In any organization 
which depends for its 
success on full value 
and square dealing the 
technique of success 
must he built around 
certain fundamen- 
tals. For instance, 
radio tubes are in- 

frequent purchases. 
We never know 
when a customer is 

and in our keeping our 
the need for new tubes 
before these customers. 

Our prospective sales 
come from two groups. 
First, there are the emer- 
gency purchases. Here the 
good old tube serves its 
useful life, and as all good 
tubes must, it burns out. 
The customer may put 
radio out of his life, or he 
may spend a week cr two 
trying to remember to 
buy, or he may start out 
for an immediate replace- 
ment. 

The second group is 

composed of those cus- 
tomers who come to the 
conclusion, either as a 
result of common sense or 

It takes a lot of talking by this type of dealer to sell anything 
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because of a good advertising or selling 
job, that it is wise to renew their 
tubes at least once a year. However, 
the need for reminding remains the 
same. The need for 
keeping the name 
before the customer 
is even greater. 

The habits of cus- 
tomers with many 
products serves to 
keep the name of the 
product before them. 
The man who buys a 

pack of Camels every 
day, is sure of a daily 
reminder. The lady 
who buys a loaf of 
Bond Bread every 
day, has a daily 
reminder. But with 
tubes, except by 
misuse, failure or 
unusual use, our 
theoretical complete 
replacement is once a 

year. All the more is 

the constant adver- 
tising of radio tubes and of radio 
entertainment of greatest importance. 

The radio tube is a "reminder" 
product. There is nothing in the 
experience of the normal individual, as 
he walks down a business street during 

When you have the customer's confidence, a sincere 
recommendation is all you need 

the daytime, to make him think or 
remember that he needs tubes. Tubes 
must he displayed to he sold. To he 

effectively displayed, people must be 

made to look at 
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them. 

The Radiotron Merchandisers suggest 
value, quality, prestige, in addition to 
performing numerous practical serv- 
ices in connection with the selling of 

Radiotrons 

anyone to whom he gives part of that 
money. He doubts that he is getting 
the quality he should. Value for his 
money is what he is after, hut true 
value seems scarce. If he only knew 
some "Tiffanys" among the merchants 
with whom he deals. 

These potential spenders are eagerly 
searching for dealers 

l...,.. 
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A lot of money has been spent in 

educating people to the need for 
renewing tubes regularly, if they are 
to get the maximum of enjoyment from 
their radio sets, and a lot more will 
have to he spent before the great mass 

of set owners do so 

as a matter of course. 
Nobody wants to 
buy a radio tube if 
he doesn't have to. 
It isn't something that 
one covets or cher- 
ishes. Not until he- 
the average set own- 
er-learns to think 
of tubes not as tubes 
but as high class 
entertainment will 
renewal selling be 

regarded as a cinch. 
And even then he 
will have to be con- 
stantly reminded to 
buy. 

Confidence is not 
a drug on the market 
today. The man with 
money to spend 
tends to mistrust 

in radio in whom 
they can have full 
confidence. Radio is 

almost as much a 

mystery, to most of 
us, as the merchan- 
dising principles and 
methods of many 
dealers. People are 
suspicious of things 
they do not under- 
stand and with which 
they have had sad 
experiences. 

Who of us can tell 
anything about a ra- 

dio tube by looking 
at it, anyhow? It 
might he beautiful 

and a dud. Neither can you judge of its 
quality by feeling, or tasting, or 
smelling-unlike most of the things 
that enter into our daily way of living. 
We have to learn to substitute a name 
for the ordinary standards by which 
we judge the product. Therefore, the 
product whose name both quickly and 

convincingly suggests quality wins the 
favor of our purchase. 

With people looking for value, 
dealers and distributors and manufac- 
turers who are to succeed must be 

willing to supply it. With people 
searching for other people in whom to 
repose confidence, the trade must learn 

to assume that responsibility. With cus- 

tomers for radio tubes depending on 

names to guide them, dealers must find 

out what those names are. In all these 
things the dealer who places one of the 
Radiotron Merchandisers in a promi- 
nent position in his store is securing for 
himself an advantageous position. The 
Merchandisers have a solidity and 
authority that bespeak quality and in- 

vite confidence. They carry with them 
a name that gives prestige. They sug- 

gest value. They attract, remind. They 
are, distinctly, a product of the times. 
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Take a Tip From These 

Congratulations, Alhambra I 

Here's a real, 
it9._ live -wire radio 

41 '`' ''. tube retailer- 
` Alhambra Radio 

Company, Tul- 
yf v I sa, Oklahoma. 

They're trying 
something that, as far as we know, 
hasn't been thought of before. Not 
only putting the names and pictures of 
their house -to -house Radiotron sales- 
men on postcards, but broadcasting 
the news that one of their young men 
will call on you and you and you-soon, 
for the purpose of testing your tubes 
and giving you a Radio Log absolutely 
free. 

A great idea! When we heard about 
it the announcement was running 
daily in the morning over the local 
station KVOO. Think of the hundreds 
of housewives who heard that an- 
nouncement. Not only did it create 
in them a desire for the Log, but it 
paved the way perfectly for each sales- 
man. He was identified-(Why, yes 
I heard about you over the radio)- 
he was welcomed. Again, we say, 
congratulations, Alhambra! 

* * * 

Surprised Himself 
WHEN the owner of Frost Radio 

Service, Port Washington, N.Y., 
signed as a Headliner Dealer, he ex- 
pressed doubt as to his ability to dis- 
pose of 5o RCA Radiotrons in two 
months. However, he thought it was 
only fair to himself and the store to 
exert some real effort in trying to sell 
them. He put on a mail campaign in 
which he offered RCA Radiotron 
Radio Logs free. In the specified time- 
two months-he sold ;oo RCA Radio- 
trons. This store is now featuring 
Radiotrons in its window three times a 

week and continues to use the Radio 
Log to contact customers. 

You Can Your Own Wadíotron Sales 

Advertisement Clicks-and Howl 
MR. Zellers, manager of the Radio 

Clinic of South Bend, Ind., was 
drawn to the Quaker Products Com- 
pany advertisement reproduced in 

March GOOD NEWS. This advertise- 
ment featured a special inspection 
service for 5o cents. Mr. Zellers 
adapted from it a similar insert for his 
newspaper, intending to run two 
insertions, about three days apart. He 
couldn't. The response to the initial 
insertion was so great that the second 

A NEW 
RADIÓ INSPECTION 
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This highly successful ad was inspired by 
the one shown on opposite page 

had to he postponed in order to allow 
the service man to make all the calls. 
Eighty-seven responses were received 
from the advertisement and the result- 
ant calls kept the service man busy all 
week. 

Another example of how it pays to 
take advantage of proven sales helps, 
instead of going after an idea hap- 
hazardly. Read these pages! 

They're Good Actors 
THE Independent Radio Company 

of Broadway, New York, is taking 
full advantage of the capabilities of the 
Super Selling Fool. A few weeks ago 
this store had, as a window display, a 

miniature stage depicting a scene 
entitled "The Drama of the Radio 

Tube." One Super Selling Fool, adorned 
in the flowing raiment of the hero, 
played the part of "Radiotrons". 
Another, garbed in the black cloak of 
the villain, played the part of "Jingo 
tubes," while a third, thoroughly crip- 
pled and extensively bandaged, repre- 
sented the "Radio Set". The latter, 
who had been practically put out of 
commission by "Jingo Tubes," was 
being rescued by "Radiotrons". Be- 

side each character was a placard, with 
two verses, telling the drama in brief. 
The window, of course, had a tre- 
mendous appeal to passers-by. 

* * * 

Real Advertising 
THE Uncle Sam Store in Canton, 

Ohio, one of a chain of twelve 
exclusive radio tube shops, had been 
pushing a brand of tube other than 
Radiotrons, and the sale of Radiotrons 
was very small, due probably to the 
fact that no one knew that Radiotrons 
were sold there. One morning, not 
long ago, the manager had a Radio- 
tron window installed. That day he 
sold $45 worth of Radiotrons, more 
than had been sold in any previous 
week in the history of the store. 

** 

Making the Fools Work 
THE Lakewood 

Radio Service, 
Inc., of Cleveland, 
is taking advan- 
tage of the pos- 
sibilities of the 
Super Selling 
Fool as an attrac- 
tive window dis- 

play piece. One week this dealer had a 
window showing Super Selling Fools 
dismantling an old radio set with pliers, 
screw drivers, etc. The following week 
brought a Fool atop a pole attaching 
an aerial, with two other Fools on the 
ground assisting him. Similar windows 
are used to stress their service work. 
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Progressive Merchants 
Ay Odaplín y 2heír gdeas lo road Wequírements 

Buy Tubes-No Service Charge of the test was that 70 per cent of the 
ALONG ISLAND dealer is having 

much success with a plan where- 
by he charges $1.5o for a complete 
service inspection, with the under- 
standing that he will deduct the service 
charge if it is found necessary to install 
a complete new set of RCA Radio- 
trons. Many of the service calls are for 
worn-out tubes. The dealer finds that 
the average customer is glad to pay for 
the new tubes as long as there is no 

service charge and he is assured that 
he will have no trouble with his tubes 
for a year to come. 

* * * 

Progressive Merchandising 
THE Detroit Radio -Electric Com- 

pany never did any over-the- 
counter business in radio tubes until 
last November. Now the sales average 
about $,So a month and all because 
they've worked to get it. They built a 

tube tester into a counter, arranged 
an attractive display of Radiotrons on 
the shelves, featured window displays 
on Radiotrons, and direct -mailed their 
old customers every few weeks. They're 
going to keep up the activity for 
greater sales each month. 

* * * 

Out the Window They Must Go 
R. puffin, 
owner of 

Hopp's Wood- - ward Avenue 
Hardware Store 
in Detroit, con- 
ducted a test 

recently to discover which of the four 
brands of tubes he carried was the best 
seller. In the test, he placed a card by 
his tube counter, with the names of 
the four brands listed. Every time one 
of the brands was asked for, he'd credit 
one mark to that brand. When a 

customer merely asked for a "tube," 
the credit was given to a brand which 
he was pushingat the time. The outcome 

people asked for RCA Radiotrons, 21 

per cent for the brand he had been 
pushing, and q per cent for the other 
two brands. He is now concentrating 
on Radiotrons. 

* * * 

Yes, Airplanes Have Radios 

EVER alert to new opportunities for 
selling RCA Radiotrons, which 

they handle exclusively, the Pontiac 
Tire and Accessories Company, De- 
troit, recently lined up the Thompson 

A NEW 

Radio Inspection 
Service 
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QUAKER PRODUCTS CO. 
GEO. C. LINDSTROM 

Phone 5320 Main 330 E. Male 

Air Lines as a customer, helping the 
aviation people to change their radio 
sets so as to use RCA-2;o's, RCA- 
23r's and RCA -232's. The Pontiac 
Company makes use of practically all 
forms of RCA Radiotron sales promo- 
tion material and has increased its tube 
sales steadily from the beginning. 

* * * 

A Magnet 
The proprietor of Radio Hospital, 

Bay City, Michigan, was curious to 
test the attractive power of the RCA 
Radiotron neon -effect sign. He waited 
late one night and noted with satis- 
faction that pedestrians on the other 
side of the street crossed to his window 
to see what the sign said. 

Something to Look at 

THE owner of the 
Conway Electric 

Company in Con- 
way, Ark., wasn't 
satisfied with the 
size of the RCA 
Radiotron decalco- 
mania, so he hired a 

sign painter who 
painted on his door an 

A 

l, 

exact dupli- 
cation of our decalcomania, three feet 
high and two feet broad. A customer 
naturally cannot help seeing Radio- 
trons now. 

They Stay Sold 
THE manager of the James Gribben, 

Inc., store in Thomasville, Ga., 
had been reading GOOD News every 
month and has especially noted the 
articles on tube renewals. However, 
as he said himself, he "didn't think 
much of the idea." A short time ago, 
however, when business was slack, he 
decided to try out the possibilities of 
tube renewals. He personally went on 
free testing calls, installed complete 
sets of Radiotrons in the sets which 
he inspected, and told each customer 
that if, in two days, he was not satis- 
fied that his radio was working as well 
as the first day he bought it, he would 
take the tubes back. Twenty-two 
complete renewals were sold in a short 
time in this manner, and none of the 
customers requested the removal of 
their tubes. 

* * * 

Take a Tip 
OLLOWING the lead of an automo- 
tive supply dealer who advertises in 

newspapers the price of a complete set 
of new spark plugs for various popular 
makes of cars, several dealers in the 
South are advertising prices on com- 
plete renewals of Radiotrons for 
popular makes of radio sets. 
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It's Easy to Sell with the 
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THIS METER TELLS YOU WHETHER A TUBE 15 I PRESS THE BUTTON, GOOD AFTERNOON 

` 1 
' 

'SATISFACTORY' 'DOUBTFUL' OR 'UNSATISFACTORY' 
M ill TEST THE TUBE YO 1 

I'VE BROUGHT MY RADI 
TUBES IN FOR TESTING. 

t.... 
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1. 

Customer enters store with old Radiotrons, 
to be tested, in Tube Carrvmg Carton. Greet 

her courteously and pleasantly 

I'VE MARKED THIS 
TUBE OK. WE'LL 
PUT IT BACK IN 

. THE CARTON to 

T 
01.4011, 

. c 

«l 1,. 

". 

6 
Label and mark in front of the customer all 
tubes that test 'satisfactory, and put them 

back in the Tube Carrying Carton 7. 

. 

1 ! 

UnrEeal, . 

5 -wue.w : 

l u 

. 

11111I 

Before you test any tubes, explain the workings 

2 of you. meter. Make sure the customer under- 
stands what you are doing 

TWO OF THESE TEST 
UNSATISFACTORY. 

FTWO ARE DOUBTFUL 

elfin/#.111 

DO I HAVE TO BUY I. 

I. FOUR NEW ONES ?yr 

i ', -51 

! 

Give the customer a report on the condition of 
her tubes so many -satisfactory,- so many 

''unsatisfactory - 

THIS LABEL SHOWS WHEN I 

YOU BOUGHT THIS RADIO- ` I'- 

TRON. IT GIVES U5 BOTH ó 

I A RECORD --- 

111 1.1 .T _ . 

, 'Tuts Two, -. a¡II'. 
"FREES 

. 

Y.I 

12 
Put a Tube Test Sticker on each new Radiotron and 
write in the date sold. Also, write on the Sticker the 
socket identification number of the tube it is to replace 

IE 

A 

a'j" I `..:.. 

3. 

II 

Let the customer test 
the test button. This 

volt and in the 

I'D RECOMMEND YOU CHANGE THEM 
ALL WORN-OUT TUBES -ETC.... ' 

-.._ - - . 

'. 

When you recommend a complete renewal, 

8 point out the symbols of the worn-out tube and ' the new Radiotron on your Merchandiser Sign 

YOU'RE THE FIRST DEALER I."- - 
¡iw 'yTn I EVER SAW DO THAT.. 

í.,-.. Li 1 
-h WE BREAK OLD TUBES SO ,. 

THEY WILL NOT GET MIXED _j-''y!y. 
NEW STOCK. ^mil [E 

T,°( e, ti 

13. 

, ES TESTED 

. 

.: . 0' d111111.11 1 

r 

1 

a 

Break tubes which to ted "unsatisfactory" in pres- 
ence of customer. Point out that no one can tell a 
good tube from a bad tube merely by looking at it 

41.4 

THIS INFORMATION W 

TO GIVE YOU PROMpP 

Y. 

a d 

14. 
Get the custom 
Prospect Card. 
tor, a vacuum c 
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Radiotron Merchandiser 
ADAM AND 

ELF 

WHY. IT TESTS 
I l IN THE RED , 

] ,T 
her own tubes by pressing 
s gives her confidence in 
e products you sell 

L 

y 

n NEW RADIOTRONS WILL 
BRING BACK THE CLEAR 
TONES OF YOUR RADIO.. `I 

4.t-= 'Í.3_--u 1 
WHAT1 MARVELOUS TONE J I 
r:. .. °d.:-- I , Ñ 

,. 1t 

'.I Tams TESTED 
FREE , 

111 
410-r- 

-. r 
9. 

. 

j 

Illustrate your sales argument by switching 
on your midget radio. Explain that it is 

equipped with new Radiotrons 

VILL ENABLE US 
PT SERVICE... 

WE HAVEN'T ANELECTRICI 
REFRIGERATOR_ 

mer's name and address for your 
I. Ask her if she has a refrigera 
cleaner, a washing machine, etc. 

r IM MARKING THIS TUBE 50 YOU'LL i 
KNOW IT SHOULD BE REPLACED., 

4. 

i 

WFRE 
y A 

Using a Tube Test Sticker, mark the bad 
tubes as soon as they have been tested. Let 

the customer see you mark them 

^ c 

I IJI 

10. 

THIS TUBE TESTS OK ' 
I 11~f 4 :Ie. 

I.I U!WIU'i y . 
I'M GLAD SOME OF 

Irk THESE ARE ALL 
RIGHT 

rIArsve LP!. 

I F 1 ' *' 
fl :STED}_.. 

. E. :. i 

rr.roe 

If a tube tests "satisfactory," say so. Be honest 
with your customer. She will repay you with 

her continued patronage 

- HOW ABOUT THE TUBES THAT 
TEST SATISFACTORY ? 

YOU CAN KEEP THEM 
j, FOR SPARES . . t` 

C 
l f 

.v4 1 sT7r 
I 

t I : 

; a 1 

- 
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Suggest to the customer that she keep as spares 
the old tubes that test "satisfactory." As you 
do so, insert a new Radiotron into the tester 

II BBRING OUR TUBES BACK AGAIN FOR. 
" FREE TESTING IN THREE MONTHS 

T. '1i 

15. 

F ( 

kI, "- 
r 

r 

:5 TESTED ) 

REED . 
Suggest to the customer that she bring the 

tubes back for testing in three months. Use 

the argument of unbroken radio enjoyment 

11. 

1 
WE TEST ALL NEW 
RADIOTRONS So ', YOU'LL KNOW THEY 

OPERATE r 'r 

ear 

Test all new Radiotrons in front of the 
customer. Let her he convinced that they are 

better than her old tubes 

.r 1 

HERE'S YOUR RADIO LOG --. - 

.a 

i 

THANK VOU, EVER SO MUCH 

!fer t >+.. + ' r 
1-101 IktáM 

V TUBES 'TESTED' i 
AFREEW. 

ra 

.^q 

4 

As the customer is about to leave, give her an 
RCA Radiotron Radio Log. Bid her good-bye 

courteously and cheerfully 

r 
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TUNING IN 

THE first time I ever tried 
to play golf, I bet a friend 

of mine that I could shoot 
eighteen holes in eighty 
strokes. I feared I might appear 
a little over -confident, so I 

didn't make the bet on par. 
Why shouldn't I think I 

could do it? I had purchased 
a pair of Plus Fours, stockings 
exactly like those the profes- 
sionals wore, spiked shoes, of 
the same style, and even size, 
as the club champ, a sweater 
like Walter Hagen's, a set of 
matched clubs that were guar- 
anteed to take twenty strokes 
off my game and a ball that 
was of the same brand that 
Bobby Jones was using. 

Then too, I had read pub- 
lished statements that these 
golf balls I had purchased, 
would add fifty yards to my 
drive. I nicknamed the hall 
"I gnatz," because it scampered, 
in my dreams, like a mouse 
into a hole. (That was before 
Mickey was the most pub- 
licized of all the mice.) I was 
sure the ball would do the 
right things. I had personally 
checked over innumerable 
photographs and in every one 
of them I saw that it went 
straight down the fairway and 
always dropped into the cup. 

I didn't trouble about learn- 
ing how to use these things. 
Golf was yo per cent mental. 
No one told me that it was 
what I did that counted and 
not what I purchased to do 
it with. I never knew that I 

had to do a number of things 
correctly in order to get 
results. I looked like a golfer, 
I owned the equipment of a 
golfer, I wanted to be a golfer, 
therefore I was a golfer. 

With J. W. McIver 
Manager, Sales Promotion Department 

Thus,began years of slavery 
which we can call the Dark 
Ages and try to forget. 

THE RCA Radiotron Com- 
pany has been spending 

thousands of dollars and 
months of effort in learning 
what should he the equipment 
of a successful tube merchant 
and, most important, how to 
use it. Our conclusions we 
have put into two plans which 
have as their heart-the 
Radiotron Merchandisers. 
These plans are yours. They 
are practical, they are flexible, 
they are modern, they are 
progressive, and they will 
enable every dealer to build 
on a solid foundation for 
sensible and profitable mer- 
chandising in the future. 

Owninga fancy tubechecker 
in a fine location, with well 
advertised merchandise, with 
the secrets of great merchan- 
dising plans, will not, alone, 
make anyone a great tube 
merchant. Possession is not 
nine points of the law of 
success. The Bible is still the 
best seller, hut crime waves 
wave on. Shakespeare had 
about the same alphabet that 
I have, but I can't make it 
work for me as it did for him. 

* * * 

TO BE continuously suc- 
cessful we cannot adopt 

the methods or the attitude 
of the roadside joints which 
advertise"Tourists Taken In," 
and who chuckle because the 
simple transients will not 
interpret the sign to be 
literally true. 

Our success must come 
from those who gladly come 
back, who believe in us and 

believe us. We must put on 
our sign-"Business going on 
as usual-and from now on!" 
and nail it up permanently. 

Times are hard. We still 
hear about the Yells of iq;o. 
At the same time we also 
know that our competitors- 
yes our competitors-induced 
the public to spend twelve 
times as much money in 1930 
for soda water as the public 
spent for radio tubes. Soda 
water is not the staff of life. 
These same hard -up people 
spent three times as much for 
hosiery. A pair of silk hose 
may bring entertainment to 
more than one, but only one 
person can wear them. But 
with radio tubes-! 

To all of this you may say, 
"Nuts." 

I hope you do, because it 
will remind me to tell you 
that in rq;o there was almost 
as much money spent for 
nuts as for radio tubes. 

We are doing a friendly 
act when we induce people 
to put new life in their sets, 
to get their share of the 
$2.00,000 worth of enter- 
tainment that is on the air 
every day. The first step is 

making them realize that their 
tubes should he tested, and 
that they can have confidence 
in your reports after testing 
their tubes, as much as they 
have in the family doctor. 

To quote a bright mind 
in our advertising agency, 
Lord & Thomas and Logan, 
"Tubes are sold on impression 
and replaced under pressure." 
Owning a tube checker does 
not make one a good merchant. 
There are hundreds who own 
putters who can't putt. 
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Radio Commissioner 
Harold A. Lafount 

WHILE talking to a group of 
radio listeners recently, Radio 
Commissioner Harold A. La - 

fount said: 
"Many set owners pay too little 

SAY, SNEaIFF, uJt1AT DID 
-NAT PRIAJTER. 7 -ELL 'VOL) 

BEFORE_ HE SIT rN' 
DUs r 2 

Counsel from an Authority 
attention to the hearts of receivers. 

The tubes do the real work, hut like 

most mechanical devices, they will wear 

out. An automobile, no matter how 

perfectly constructed, would not travel 

a great distance without oil. Manu- 
facturers tell us to change the oil every 

five hundred miles; not because it has 

disappeared, but because it has lost its 

efficiency. Many of its virtues and 

characteristics have disappeared, al- 

though the fluid itself still exists. This 
to a great extent is true with the tubes 

in your radio set. People often com- 

plain that reception is not satisfactory, 
when perhaps they are using tubes 

ALKALI IKE says 
IF y' DON T TAKE 

BACK 4INA7 
iN .L,4sr WEEKS' 
PAPFR. /lES' GONAIA 

SfJcnr rN' GOy 
wHAr ulRorE 
ir ay Delay 

from one to three years old. For effi- 

ciency, you should replace all your 
radio tubes once a year. 

"Unsatisfactory reception isalsooften 
produced by replacing a burned -out 

tube. The new tube is so much more 

efficient than those remaining in the 

set that it causes distortion. I may 

compare this with the placing of a new 

string in your piano, and then failing 
to tune it, or blend all of the strings. 

"If you expect the reproduction of 
all sounds and the harmony which is 

transmitted, it is wise to replace all the 

tubes, even though they have not com- 

pletely burned out." 

TATLL DE ALL R/GNr, 
7 LL OdR NEW DE/IL 

t420TE IT ! 
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avIEMBE2 7,v' 
LAS7' DEW WE NAD, 

PETE 2 flE PIED A 
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1. 
Clean and neatly dressed, you should 
ring the hell confidently, but not so 
long as to he annoying 

,t +h 

Good morning, Mrs. Brovv n . I'm 
Mr. Smith of the Local Radio 

- Shop. If I may have the card, etc. 

ge 

1 

Oh, yes. I have the card upstairs.1 

s,I.. 

( ® ,- r r < / 417t '- t_l 

2. 
When door opens take a step backward to 
show you are not forcing your way in. 
Address housewife by name 

One of the main features of the Log 
is the kiloc'icle index. Let me show 
you how to use it. 

Point out the value of the Kilocycle 

5 
Index in order that you may have an 
opportunity to try the set 

A Wise Man Said 
(Maher you're playing the stock market 

lug a Idte or running a dusíness, success 

the yerme here are the rules of suc- 

May I come inside to get your copy 
out of my case? 

r - 

`I 

, 
Why, yes. Come in. 

Li 

If she does not invite you in, step 
forward confidently and politely 
inquire if you may enter 

You see, it's easy to locate an unknown 
Station. 

6. 

I never knew how to do that before. 

d 

, 
i" 

Conversation is turned to the operation 
of the set through a demonstration 
of the use of the Log. 

Now, Mrs. Bro.%n, here's a real radio 
log. It contains the biographies of all 
the leading broadcast stars. 

4. 

That's very interesting. 

i 

If possible, locate radio set in house wife's 
absence. Then, in her presence, remove 
Radiotron Cartons to get Log 

Mrs. Brown, have you had your tubes 
tested lately? - / 

s 

No, we have never had them tested. 

± 

, 
! It 14 

I 

7. 
Set operation naturally opens the way for 
a discussion of radio tubes. Inquire when 
tubes were tested 

1 
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"Follow the Rules" 
or swimming the engILshi Channel, flq- 

on4j comes when you know how to play 

cesstuI house -to -house salesmanship 

Three test "unsatisfactory". Allow me 
to install a new set of Radiotrons. etc. 

1 

Well, yes, but 1 don't want to buy any. 

t 

9. 
Report the condition of the tubes. 
Then, tactfully suggest a comparison 
with new Radiotrons in the sockets 

Notice the wonderful improvement 
in tone. 

I never realized our set could be so 
good . - a 

- 10. 

In terms of radio enjoyment, the cost 
is less than a cent an hour, based on 
a year's use. 

That's a lot of money. 

2 

tt 
--1t¡ {, 
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t 

12. 
The customer will naturally offer objet. 
[ions, in self defense. Point out the low 
cost in terms of hourly enjoyment 

P' 

If the old tubes were badly worn, new 
Radiotrons will make a very noticeable 
difference. Stress the improvement 

New Radiotrons will enable you to 
, get $200,000 worth of entertainment 

every day, at its best. 

1 I 

-t 
" Y 

13 The 
amount of money spent to give the 

public high class radio entertainment 
is the basis of an impressive argument 

I will be glad to test them free fo 

1 

i 

An offer to test them free is now in 

8 order. Any radio set owner will ap. 
preciate this mark of courtesy. 

tl 

How much are these tubes? 

There are no better tubes made, and 
the cost is only $12.95 

11. 

1 

. 

211 

In giving the price of the new Radiotrons, 
emphasize the fact that the tubes are of 
the highest quality 

I guess I'll take them. 

I /' . 

You can't afford not to. 

. tr 
. 

Encourage the customer in her decision 
to buy the new Radiotrons. This leaves 

the customer in a grateful state of mind 
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"TEAL in the best, push your 
1J1 line and he sure your cus- 

tomer is satisfied.' That brief 
sentence contains the secret of the 
unusual success of one of Texas' 
most progressive dealers, Bob Ahey, 
of Fort Worth. Bob Abey sells 

Radiotrons, lots of them, probably 
because he and his organization 
know what they are selling, and 
why their customers need the par- 
ticular brand of merchandise they 
carry. 

The simple sales policy stated 
above enabled Ahey to sell, during 
the "dull" summer months of this 
year, eight times as many Radiotrons 
as he had sold in any similar period 
in the past. The constant work of 
selling Radiotrons left Ahey and 
his force no time to "sell the depres- 
sion" to themselves or anyone else. 

There was no depression for them, 
rather a summer of intensive activity l 

that brought its own reward. 
How did he apply the rules? 

Well, let's start at the beginning. 
Bob Ahey is one of those dealers 
who entered the radio field because 

he grew up with radio and always 
had a leaning toward it. His interest 
is spontaneous and natural, which 
probably accounts for the fact that 
he is interested in seeing other radio 

enthusiasts get the best in radio 

equipment. In 1909, 1910 and 1911 

he pioneered with "wireless" as a 

hobby when the commercial aspect 

of radio had not yet been recognized. 

A technical course in radio while at 

school gained him a position as master 
signal electrician in the World War. 

Later, as radio developed, he saw its 

future in the home entertainment field 

And They Call It the 
tight `emes as .Any Taatotron Sales 

Similar Season is the Tecorr) 

and started out in business as a radio 
repair man. 

The fact that he is one of the lead- 

ing radio dealers in the state of Texas 
today he attributes to his conscientious 

Bob Abey, the enterprising Fort Worth, Texas, 
Radiotron dealer, whose remarkable summer 

sales record is the subject of this article 

following of his original slogan, "We 
work on the radio, not on the cus- 

tomer." 

Began with Different Idea 

When Ahey first went into busi- 

ness he had the same idea about 
profits as a good many dealers still 
hold. He thought that there was an 

opportunity to sell "just as good" 
tubes as Radiotrons and at the same 

time get a longer discount. It took 

only six months to convince Abey 
that his ideas were erroneous. While 
he was selling various brands of 
tubes to new customers, hís repeat 
orders were coming from customers 

By J. R. Slocomb, 
RCA Radiotron 

who had bought Radiotrons. Bob 

developed into a Radiotron supporter 
and when the Headliner Plan came 

along, he accepted it with enthusi- 
asm. The entire personnel of his 

store was acquainted with every 
detail of the plan. Bob supplemented 
the national Radiotron advertising 
in his area with extensive newspaper 
advertising of his own, began to 
work on the Radiotron market 
through the media of the telephone, 
direct mail and radio broadcasting. 
All his service men were given 
technical talks on the servicing of 
radio tubes and his salesmen prac- 

tical information on Radiotrons. 

Enthusiasm is Contagious 

As Bob himself says, "The whole 
resulted in a rapid increase in new 
sales and an invigorated friendship 
with old customers. Our selling 

was done with the enthusiasm of 
one who is thoroughly confident of 
the quality of his own product." 

Boh then began a policy of service 

to his customers that he thinks has 

perhaps done more to build up his 

business rapidly than anything else. 

He began to familiarize his customers 
with the advantages of making a 

periodical check on their tubes. With 
every sale of Radiotrons he made 

certain to advise the customer that 
radio tubes cannot he expected to 
last a lifetime, that the operating 
efficiency of a tube must decrease, 

although imperceptibly, that frequent 
checking of tubes is the surest way 

to obtain the maximum of reception 
from one's radio. While continuing 
this policy he enlarged his activities 
by having his service man call on 
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Dull Summer Season! 
in ¿4e Summer of 1931 as in Ong Previous 

o 13od Gad ery of Ior1 (orlh 
Southwestern District Rep., 

Company, Inc. 

radio set owners with an offer to 
check their tubes. As a smart sales 
psychologist, Bob knows that people, 
when not contacted, are usually negli- 

gent about bringing their tubes in 

for testing, even when they realize 

the benefits resulting from such a 

practice. That's why we find him 

going out after the business that 
doesn't come into his store-refusing 
to let volume and profit that he knows 
are his for the taking, slip through his 

hands. Bob has liter- 
ally made his own 
breaks, forced the busi- 
ness to come his way, 
built a reputation for 
service and courtesy 
and climaxed the 
whole by piling up a 

volume of summer Ra- 
diotron sales that 
makes you dizzy just 
looking at it. 

Success Begins at 

Home 
One of Abey's com- 

ments on his unusual 
success is, "We be- 

came 'tube conscious' 
ourselves and soon we 
had our customers 
`tube conscious' also. When we had 
accomplished that the hardest part 
of our sales campaign was over 
with." Customer "tube consciousness" 
was achieved both by the use of 
complete checking equipment and by 
educational work among his customers 
as to the necessity of renewing tubes 
and the advisability of complete re- 
newals. Abey has always been very 
particular about tube checking. It is 

also a policy with him always to 
emphasize to customers that the orig- 
inal clarity and beauty of tone cannot 
he brought back to a set by replacing 
one "dead" tube if the others are 
badly worn. 

What Customer Confidence Means 
As Abey himself says, "We feel 

that the entire structure of our busi- 
ness is based on customer confidence. 
Without that, we could do nothing. 

', 
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great deal by securing the cooperation 
of the local power and light company. 
All of which naturally adds to his 
list of satisfied and trusting customers. 

With the end in view of rendering 
the customer the ultimate in satis- 
faction, Abey is continually hammering 
away on the idea, "Renew all your 
tubes at once." Naturally, by making 
frequent sales of complete renewals 
where only one tube or two tubes 
might once have been sold, his Radio- 

tron volume has taken 
a substantial increase. 
And yet the amount of 
extra time and effort 
necessary to bring this 
about has been really 
neglig*hle, according 
to Ahey. It merely 
requires a few state- 
ments of fact by one 
who has so established 
his reputation with 
his customers that his 
word is taken as au- 
thority. 

A real success story, 
that's Bob Abey's 
record of Radiotron 
sales during the past 

value summer. Abey has 
built his business on 

a sound foundation, a foundation that 
any of his contemporaries would find 

it advantageous to duplicate. Starting 
with a quality product, pushing 
the sale of that product consistently, 
rendering every service possible to 
customers in order to give satisfac- 
tion and build up confidence in his 
ability, Bob Ahey has seen his ideas 

go over with a hang. They couldn't 
very well do otherwise. 

A view of the Radiotron counter in Bob Abey's store. This dealer knows the 
of reminding his customers to buy 

When a customer's confidence has 
been established, he will naturally 
accept your statements as to what is 
wrong with his set or his tubes." 
Bob Abey believes that the best way 
to sell Radiotrons is to satisfy the 
desire of the customer for maximum 
efficiency of reception, for perfect 
tone, greater distance and a minimum 
of interference. Along the line of the 
last named subject, Ahey has done a 
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RADIO TONICS 
By G. Gerard Clark and T. A. Jolloff 

Sales Promotion Dept., RCA Radiotron Co., Inc. 

CESSORIES to the Store C e 

Merchandising Plan make 
good, live material for window 

displays. The appealing Radio Log 

and the smart -looking Tube Carrying 
Carton draw attention and excite 
curiosity. The two Store Plan Window 
Cards tell the tube test story briefly 
and effectively. In addition, there is 

the striking RCA Radiotron Fall 
Display, .a credit to any window. 

There is almost no limit to the num- 
ber of ways in which these materials 
may be effectively combined to bring 
people into your store. You can mass 
the items, chain store fashion; you can 
use a few of each in a simple arrange, 
ment; you can supplement a set win- 
dow; you can feature one of the items, 
or you can give over an entire window 

to it, showing in detail the various 
selling points. In fact, there is little 
you cannot do with the aid of this 
material, a few RCA Radiotrons 
and cartons and a set of Super Selling 

Fools. 
It seems superfluous to point out 

that those dealers who will enjoy the 
greatest success with the Store Mer- 
chandising Plan are the ones who are 
making and who will make the hest 
use of their windows. One of the major 

purposes of the Store Merchandising 
Plan is to get people into the store. 
It is inconceivable to try to get people 
into the store without making use of 
the greatest immediate drawing card- 
your store window. 

Four suggested windows for reach- 
ing the customer with the free tube 
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1. Featuring the Fall Display and Tube 
Carrying Cartons 

2. A combination window using assorted 
material and a radio set 
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test and Radio Log offer are shown on 
these pages. In all of them we have 
tried to keep foremost the offer itself, 
with variations as to the arrangement 
and presentation of material. No 
constructional difficulties whatsoever 
should be encountered. In Window 
No. ;, the Radio Logs are suspended 
in the rear on parallel strings, the Logs 

being fastened to the strings by means 

of stickers. In Window No. ;, the 
Carrying Carton above the center card 
is suspended by a fine wire from the top 
of the window. 

We are particularly proud of the 
Carrying Carton and would strongly 
recommend giving one window, similar 
to that shown, over to explaining its 
exclusive features. This carton is the 
last word in safety and convenience 
and is a container that no one would 
he ashamed to carry on the street. Do 

not fail to give it a prominent place in 

your window; you will find it pays. 
Super Selling Fools are especially 

adept at explaining things, as you can 

see from these sample windows. Use 

them to focus attention on the Carry- 
ing Carton and the high spots of the 
now justly famous RCA Radiotron 
Radio Log. 

.11;..g. 
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3. This window places strong emphasis on the Radio Logs and Tube Carrying Cartons 
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4. A display pointing out the many features of the Carrying Carton will help your Radiotron sales 



Twenty-four GOOD NEWS 

What Causes Service Calls? 
izuhysís of eomplaínts Shows (Way io Rer)ucer Service , eparbuenl eosts 

By E. C. Hughes, Jr. 

Sales Promotion Department, RCA Radiotron Company, Inc. 

BEFORE you go any fur- 
ther with this article, 
I want to explain that 

it is written in the first person 
because all the facts and 
figures are based on per- 
sonal experience. Too 
many surveys and inves- 
tigations are conducted 
by the simple but dan- 
gerous method of asking 
questions and setting 
down the answers as 

positive facts. I do not 
mean to infer that the 
person interviewed 
necessarily intends to 
make a misstatement; he 
simply does not always 
know accurately the 
figures which he gives. 

To avoid this difficulty, I actually 
went out and worked as a service man 
with a number of prominent radio 
dealers in various parts of the country. 
The results were tabulated as found. 
I believe they give a true picture of 
service conditions today. 

For purposes of analysis, I have 
divided the causes of service calls into 
six main divisions: (1) set faults, (2) 

tube faults, (3) set installations, (4) 

foolish troubles, (5) noise and inter- 
ference and (6) battery trouble. The 
percentage of service calls due to each 
is as follows: 

A large numbe 
going 

Per Cent 
Set Faults 34.2 
Tube Faults 21.5 

Set Installations 14.4 

Foolish Troubles .... .....12.8 
Noise 12.8 

Batteries 4.3 

If our purpose in examining these 
causes is to eliminate or reduce calls 
which are unnecessary, or which 
might be avoided, we must exempt 
at the start calls made for the purpose 

r of service calls may be anticipated and their cause 
over the operation of the set with the customer when 

of installing new sets. The aim of every 
dealer is, of course, to sell radio sets, 
and it is good business to see that these 
sets are intelligently installed. This 
14.4 per cent of service calls may, 
therefore, be set aside as necessary and 
unavoidable. The remainder will bear 
looking into. 

Set Faults 

The largest group, 34.2 per cent, 
consists of calls that were due to 
troubles in the radio set itself. These 
troubles ranged all the way from burnt - 
out pilot lights and broken dial cables 
to more serious troubles, such as burnt - 
out power transformers and the like. 

Some of these calls can be charged to 
defective apparatus, others to normal 
wear, and the remainder to mishandling 
by the owners. 

An obvious piece of advice to dealers 
who are bothered by a large number 
of calls due to the first class of set ail- 

ments-defective apparatus-is: Make 
sure you are handling quality merchan- 
dise. Of course, such troubles are pos- 
sible in any make of set, but the 

s removed by carefully 
it is installed 

chances of defects in high grade 
lines are comparatively remote. 

In selecting a line of sets to 
handle, the dealer should be 

guided by the quality of mate- 
rials, workmanship, design, and 
public acceptance. Granted that 
these points are sometimes dif- 

ficult to determine, one can 
at least pick out a set that 
carries quality tubes. Good 
sets come equipped with 

good tubes. 
Set troubles re- 

sulting from nor- 
mal wear often are 
more inexcusable 
than they appear 
to be on the sur- 
face. I found on 

numerous occasions that a service 
man had been in the home only a 

month or so previous to my call. 
But because he failed to observe the 
worn dial -cable or frayed insulation 
on the power leads (or, observing, had 
neglected to repair them), these minor 
troubles had developed to the point 
where another service call was neces- 
sary. Ten minutes' time would have 
saved the store the vastly larger cost 
of making the second call, billing, han- 
dling, etc. It would also have saved the 
customer a lot of bother and incon- 
venience. 

Similarly, precaution and foresight 
will reduce mishandling of apparatus. 
If the service man is careful to go 
over all the points of operation with 
the customer at the time of installation, 
far fewer cases of mishandling should 
result. 

Tube Faults 

The percentage of service calls due 
solely to worn-out, burnt -out, or noisy 
tubes was 21.5 per cent. This figure 
is surprisingly low in the face of 
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frequently -heard claims that tubes 
are at fault in anywhere from 5o per 
cent to 8o per cent of the cases. The 
probable reason for this exaggeration 
is that from 5o per cent to 8o per cent 
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of the people who call for service do 
blame the tubes for the trouble. Tubes 
are an obvious target of abuse; people 
would rather blame them than admit 
they haven't the faintest idea what is 
the matter. 

Causes of Tube Trouble 
There are numerous causes of tube 

trouble. For instance, the tubes may 
be mishandled while being trans- 
ported from the store to the 
home or while they are being in- 
stalled. My advice to dealers 
who experience trouble of this 
nature is to warn people about 
carrying the tubes carefully, and, 
in cases where the set is known 
to be an old model, suggest 
that it might he better to let a 

service man install the tubes. 
He can at the same time get 
the necessary information for 
making out a prospect card for 
a new set. The dealer who 
offers free tube -testing service 
should provide his customers 
with a substantial tube -carrying 
carton with interior partitions. 

Some tubes go bad, of course, be- 

cause they are defective. As in the 
case of defective sets, there is only one 
answer to this: Handle only the best 
quality tubes. 

All tubes eventually wear out with 
normal usage. This really should not 
be classed as a "trouble," since it is 

natural and is to be expected. If the 
service man is called in to "doctor" a 

set whose tubes have died a natural 
death, he should certainly grasp the 
opportunity to stress the periodical 
renewal idea. This is also the logical 
time to bear down on the advisability 
of keeping spare tubes on hand. 

I have designated as "tube trouble" 
calls only those on which I found tubes 
inoperative or so noisy as to make 
satisfactory reception impossible. I al- 
ways tested the tubes, however, no 
matter what the trouble was, and in 
practically every case a new set of 
RCA Radiotrons made a vast improve- 
ment in the quality of reception. This, 
of course, was of great help to me 
in selling renewal tubes. 

The 21.5 per cent, again, represents 
only those customers who called up 
for service. There are thousands of 
sets in use today which can be greatly 
improved by installing new Radio- 
trons. Owners of these sets can only be 
reached by a periodical inspection 
service. 

The old Chinese doctors used to be 
paid to keep their patients well, not 
to cure them. Enterprising dealers of 
today are offering periodical inspection 
service to keep sets working properly, 

while the customer pays accordingly 
for good reception, and not for repairs. 

Foolish Troubles 

"Foolish troubles" come next in the 
list of causes, representing 12.8 per cent 
of the total number of calls. Practically 
without exception these might have 

been avoided had the set owner been 
properly instructed in the care and 
use of his receiver. They consisted 
of plugs left out of floor sockets, d -c. 

sets with polarity reversed, antenna 
and ground disconnected, or radio - 
phonograph switches in the wrong 
position. The customer often fails to 
understand why he should receive a 

bill for the remedy of a "foolish 
trouble." Would it not be a whole lot 
better to instruct the customer properly 
at the time of the sale, and thus avoid 
such a misunderstanding? 

Noise 
Complaints of noise were traced to 

any number of the common causes of 
radio interference. Generally speaking, 
these troubles should have been located 
and removed at the time of the instal- 
lation and not left to be a source of 
continual irritation to the customer. 
Local public utility officials usually 
are glad to cooperate in removing the 
causes of such interference. 

Battery Trouble 
It may surprise many to learn that 

even so small a proportion as 4.3 per 
cent of all service calls were, at 
this late date, to replace dead batteries. 

An attempt to eliminate this 
class of service call should he 
made in the form of a sales talk 
on a new line -operated set. 
The fact that a customer (in a 

wired home, of course) still has a 

battery set is an automatic 
signal to the dealer that he is a 

prospect for a new set. He 
should be followed up. 

This analysis should indicate 
to the dealer how to go about 
eliminating many superfluous 
service calls. Let us assume 

,I that we can successfully do 
away with all foolish troubles 
by proper instruction, about 
half of the set and tube troubles 

by using good merchandise and by 
maintaining a regular inspection service, 
and all of the battery calls by selling 
new sets. We then will have about cut 
our service calls in half, and the half 
which we have eliminated are the 
source of dissatisfaction to the customer 
and the ones which don't pay the dealer. 
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The Ins and Outs 
of the RCA -235 

By L. G. Lessig 
Commercial Engineering Department, RCA Radiotron Company, Inc. 

THE "riding through" of one sta- 
tion on the carrier wave of 
another is known as cross -talk 

and cross modulation. Both effects have 
been bogies to radio reception for 

years. Lack of sensitivity is not neces- 
sarily the cause. 
It will he noticed 
that when receiv- 
ers troubled with 
such interference 
are "detuned"just 
a little, the un- 
desirable signal, as 

well as the desir- 
able one, disap- 
pears. 

Such action is 

due to the fact 
that the radio fre- 

quency amplifiers 
in the receiver act 
as detectors and 
modulators rather 
than amplifiers 
alone, as desired. 

Since the difference in required grid 
bias voltage between the detection and 
amplification methods is relatively 
small, a slight change in bias voltage 
can easily convert a tube from an 

amplifier to a detector or vice versa. 

(The theory of detection and amplifica- 

tion will he discussed later in the 
article.) The guilty tube is, in most 

cases, the first radio frequency ampli- 
fier, although other stages may con- 

tribute to the trouble. 

Figure 1 

RCA -235 
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An Old Problem Returns 

Sharper tuning and greater selectiv- 
ity ahead of the first frequency stage 

alleviated the condition until screen - 
grid tubes made their appearance, and 
then the problem started all over again. 

Such tubes, with their increased sensi- 

tivity, are not only more efficient 
amplifiers, hut also better detectors. 
Because of this fact and the introduc- 
tion of modern high powered transmit- 
ters, with their high percentage modu- 
lation, increased selectivity could no 
longer sufficiently eliminate many cases 
of modulation distortion and cross -talk. 

Radiotron RCA -235 has been de- 

signed effectively to reduce cross - 
modulation and modulation distortion 
over the entire range of received sig- 

nals. It is an indirectly -heated cathode, 
screen -grid tube recommended for use 
primarily as a radio -frequency and 
intermediate -frequency amplifier. Its 
characteristics are such as to enable 
the tube to handle both large and small 

input voltages over the entire range of 
received signals. Its action may be said 
briefly to depend on a variation in 

amplification factor for a change in 

grid voltage. A close-up of the construc- 
tion is shown in Figure 2. The inner 
and outer sections of the screen are 
of the normal type of construction. 
The control grid is somewhat changed. 
The pitch of the grid wire is rather 
fine at both ends, and coarse in the 
middle. On weak signals and low 
negative grid bias voltages, the effect 
of non -uniform turn spacing on cathode 
emission and tube characteristics may 

be assumed to be similar to that ob- 

tained with a uniform grid structure, 
such as that employed in the RCA -232 

or UY -224. As the grid bias voltage is 

made more negative, however, the 
electron flow from those areas of the 
cathode covered by the closely wound 
grid turns is gradually cut off. During 
this increase of negative grid voltage, 

the plate current and mutual conduct 
ance vary so that the factors responsible 
for cross modulation and modulation 
distortion are minimized. The curve in 

Figure 3 shows the effect. We will 
refer to this figure again later. The 
shape of the curve is an indication of 
the unusual performance of the tube. 
Note the difference between this curve 
and that of a typical UY -224 grid volt- 
age plate current curve. 

Detection and Amplification 
In order to understand the merit of 

the RCA -235, let us review the funda- 
mental principle governing the opera- 
tion of a vacuum tube detector and 
amplifier. In general, detector operation 
is determined by the location of the 
working point at or near the bend of 
the grid -voltage -plate current curve, 
where the plate current is greatly in- 

creased by a positive grid change and 
slightly decreased by a negative grid 

change. Consider the curve in Figure 4. 

A is the incoming signal 
impressed on the grid 
of the tube. The signal 
varies the grid voltage 
according to its strength. 
Observe in the figure 
how the plate current 
increases from P (no 
signal) to BC. We notice 
that the plate current 
cannot vary below the 
point P for a negative 
increase in grid voltage 
as much as it can rise 
in value above P for an 

equally less negative grid 
swing. This non -uniform 
change is generally 

known as rectification and is the prin- 
ciple of detector action. 

The fundamental principle of ampli- 
fier action, on the other hand, is not 
the shape of the output current changes 
hut, simply speaking, that an amplified 
reproduction of the input signal is 

Figure 2 
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Figure 3 Figure 4 

obtained from the tube. This is by rea- 
son of the fact that, under amplifier 
conditions, the working point of the 
tube is located on the steep, straight 
portion of the curve rather than on the 
bend. This is shown in Figure 5. Q is 

the operating point of the amplifier. 
The lower wave form D is drawn to 
represent the grid voltage variations. 
The plate current EF varies constantly 
and in synchronism with the grid po- 
tentials. The plate current wave form is 
essentially the same as the impressed 
grid voltage. The only difference 
between the two is that the plate cur- 
rent wave forms are of much greater 
amplitude. This is amplification. 

Modulation Distortion 
If, now, a strong local signal is im- 

pressed upon the grid of the amplifier, 
the grid voltage swings over a greater 
range (Fig. 6). With ordinary tubes, 
the plate current grid voltage curve 
usually bends sharply in the region of 
high grid bias, so that the plate current 
affected by this signal will increase 
more when the operating point swings 
to the right than it decreases when the 
operating point swings to the left. 
That is, H is larger than I, so that 
rectification takes place and the ampli- 
fier tends to become a detector. This, 
of course, results in undesirable dis- 
tortion, known as modulation distor- 
tion. 

Due to the unusual performance of 
the RCA -235, as previously discussed, 
the grid -voltage -plate current curve of 
this tube differs considerably from the 
same curve for the corresponding type, 
the UY -224. Figure 3 shows the curves 

Figure 5 

of the two tubes under the same screen 
and plate voltage conditions. It will be 
noticed that at low grid bias voltages 
both curves are practically alike. For 
higher grid bias voltages the character- 
istics of the two diverge greatly. The 
UY -224 curve drops quickly to zero 
plate current (cut off), whereas the 
curve for the RCA -235 approaches 
zero more slowly, indicating that the 
amplification factor has changed to a 

lower value. This shows that the tube 

Figure 7 

will stand greater grid bias voltage 
without distortion, Figure 7. J is a 

large input signal equal to G in Figure 
6. K and L represent the practically 
symmetrical swings of plate current. 

Cross -talk 
The term cross -talk is employed here 

to refer to that type of interference 
which originates in radio -frequency 
amplifier tubes from two or more sig- 
nals. Briefly, the characteristics of the 
RCA -235 have been found favorable in 
effectively reducing the trouble. 

Figure 6 

Volume Control 
In circuits employing screen -grid 

tubes it has been customary to control 
the volume by varying the grid bias 
voltage. Because the screen -grid tube 
is capable of changing from a good 
amplifier to a poor detector by merely 
varying its bias voltage, such a volume 
control method is ineffective against 
extremely strong signals. This fact 
led to the introduction of a poten- 
tiometer in the antenna circuit to take 
care of a large range of received signal 
strengths. The system was still sus- 
ceptible to cross modulation or cross- 
talk on intense local signals, however, 
for such signals were often strong 
enough to leak through the potenti- 
ometer. 

A practical and simple solution was 
a tube with an amplification factor 
that varied with the grid bias. In effect, 
such a tube would automatically 
change its character from one of very 
low amplification when the signal was 
strong to one of high amplification 
when the signal was weak. It would 
obviate the necessity of using a local - 
distant switch and, to a large extent, 
the necessity of sharply tuned circuits 
ahead of the first radio -frequency 
amplifier. The RCA -235 is such a tube. 
Its design is such that, when operated 
in circuits especially designed for it, it 
permits easy control of a large range of 
signal voltages without the use of 
antenna potentiometers or local -distant 
switches. 

RCA -23 5 is not interchangeable 
with any other RCA Radiotron and must 
be used in circuits especially designed to 

take advantage of its characteristics. 
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Good Windows, All 

HERE are four more excellent 
RCA Radiotron windows that 

give evidence of originality and fore- 
thought. We congratulate those 
responsible for these sales pullers on 
their initiative and good taste. 
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Allen Electric Company, Danville, Ill., makes an effective 
Radiotron tie-in with a popular sport broadcast 
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A simple but powerful window in the store of Ray B. Mow, Richmond, Ind. 
This display depends for its attractiveness on good arrangement 
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Another strong sport tie-in by Richardson's Radio 
Shop, Los Angeles, Calif. Good message cards 

feature this window 

Florida Power and Light, Miami, Fla., gives us a splendid 
adaptation of the "fort" idea which appeared in March 
"Good News." "Fortify Your Set against Distortion" 



Special Prices on Radiotron Store 
Merchandising Plan Material! 
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Specially constructed tube 
carrying carton for your 
convenience In bringing 
milt) tubes In for 

(7.A. recommend 

RCA RADIOI-RONS 

Deal No. 1 

1. 500 Announcement Cards, 
(Double post card) imprinted 

.2. 250 Follow-up Cards, imprinted 
} 

3. Newspaper Mats -no charge 

$3.75 

Deal No. 2 
1. 1000 Announcement Cards, 

(Double post card) imprinted 
2. 500 Follow-up Cards, imprinted 

} 
3. Newspaper Mats -no charge 

$7.50 

4. Window Display Cards -no charge 4. Window Display Cards -no charge 

5. 100 Tube Carrying Cartons, imprinted 7.50 5. 200 Tube Carrying Cartons, imprinted . 11.00 
6. 100 Radio Logs 2 50 6. 200 Radio Logs 5 00 

7. 2500 Tube Test Stickers, imprinted 1 00 7. 5000 Tube Test Stickers, imprinted 2 00 
8. 500 Prospect Cards 1 25 8. 500 Prospect Cards 1 25 

TOTAL $16.00 TOTAL $26.75 

Special Price 13.50 Special Price 22.50 

YOU SAVE 2.50 YOU SAVE 4.25 

NOTE: If dealer does not desire imprint on Tube Carrying Cartons, Deal No. 1 is reduced to 59.50 and Deal No. 2 to 518.50 
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350 Merchandising Experts have 
contributed to the development 
and design of the Radiotron 
Merchandisers. 

HERE THEY ARE-The first real 
radio tube merchandisers. There 

are others. Some of them - most of 
them-are mere adaptations of merch- 
andisers of other lines of goods. A 
merchandiser should be designed to 
sell one product and only one product. It must be a highly specialized instrument, designed and 
constructed to provide for every conceivable merchandising peculiarity of the one article to be sold. 
The Radiotron Merchandisers have been in the process of developement for over a year. They are 
made to sell RCA Radiotrons and to sell them as no other device possibly could. 

They are offered to you as the selling machinery of the new Radiotron Store 
Merchandising Plan. A plan that brings people into your store-sells them while 
they are in the store-and builds for you a live prospect list. Here at last is a plan 
inexpensive in its operation and outstanding and complete in its results. =1 I ;1J 

For further information regarding the two new Radiotron Merchandisers and 
the Store Merchandising Plan write to the RCA Radiotron Company, Inc., Sales 
Promotion Dept., Harrison, N. J. 

RCA RADIOTRON CO., INC. -- HARRISON, N. J. 

A Radio Corporation of America Subsidiary 
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