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New phono pickup cartridges
to help simplify
cartridge replacement

= N
T p— 7 N —-—— .

Model W42BH

“DUAL-VOLTAGE CARTRIDGE”

g Model W22AB-T

TURNOVER CARTRIDGE

: A high quality extended range “Verti I A low cost “Lever Type™ Cartridge for

L, WHAT |T cal Drive” Cartridge complete with WHAT |T 78 RPM records. Equipped with

! ls. posili\'e turnover mechanism. Has sap- |S' unique “slip on" condenser.harness for

& 2 phire tipped fine-groove and osmium . 3 dual-voltage output. 1.5 volts or 3.75
" tipped standard-groove needle. volts obtainable in one cartridge.

Offers greatly improved performance Gives servicemen an ideal replacement

when used as replacement for single. for old style 78 RPM cartridges. A

WHAT IT needle all purpose cartridge. Also WHAT |T “leader” value — it modernizes the

i recommended for replacement of other = equipment at an extremely low price

DOES: types of turnover and dual-needle car- DOES: —only $4.95 list. It guarantees im.

tridges. Replaces not only cartridge proved reprodnction. Minimizes

but turnover mechanism as well. inventory problem. One cartridge with

choice of two output voltages covers
bulk of requirements.

k 1. Extended frequency response to ! 1. "‘Le\'er '(Ii‘ype"kg'onslruclion assures
10,000 c. p. s. improved tracking.
2. Tracks at low needle point pressure 2. Specially designed needle guard
SPECIAL -s—-on(}y 8 grams. : SPECIAL which protects erystal from break-
: . 3. Sturdy construction guarantees long . age.
l' FEATURES: life of turnover mechanism. FEATURES: 3. Equipped with pin jacks and pin
4. Standard %" bracket mount has i terminals.
elongated holes for versatility and 4. If used for high output, the con-
quick easy installation. . denser may be used separately by

MODEL W22AB.T — CODE: RUVUR . the serviceman for other purposes.
: LIST PRICE $10.00 MODEL W42BH — CODE: RUVUS
ey s A LIST PRICE $4.95

Write Dept. S
I: R I: I: THE WONDERFUL NEW CARTRIDGE
= B = Replacement Manual No. 66

equipped with or which con effectively use Shure crystol or ceramic cartridges.
These sets are made by 123 monufacturers and date from 1938 to 1951,

Patented by Shure Brothers and licensed under the Patents of the Brush Development Company

SHURE BROTHE RS, Inc. % :lAanlg::yr:lREEsR::; ACOUSTIC DEVICES

225 W. Huron St., Chicagoe 10, lllinois Cable Address: SHUREMICRO
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MILTON “MIKE” ROTH who has recently opened offices in Cleveland has
been appointed as a sales representative by the JFD Manufacturing Company
for Western Ohio and Kentucky. ... WILLIAM L. PARKINSON named manager-
product service of the General Electric Company’s receiver department. . . .
The Astron Corporation announced the appointment of the DICK HYDE CO., of
Denver, Colorado, as representatives in New Mexico, Colorado, Utah, Wyoming
and South Dakota. . . . RON L. COOK has been named assistant director of
Member Services of the National Appliance & Radio-TV Dealers Association. . . .
The Sacramento Electronic Supply Company has appointed CLIFFORD E. BOHM-
BACH, JR., as vice-president and manager. . . . Channel Master Corp. has named
three new district sales managers: EDWARD S. HILL in the Southeast, SAM R.
ALEXANDER in the Southwest and OSCAR K. LEISCHER in Central Pennsyl-
vania and Maryland. . . .

225N

EDWARD §$. HILL OSCAR K. LEISHER

SAM R, ALEXANDER

JOSEPH HOLZMAN appointed industrial sales engineer for the Insuline Cor-
poration of America. . . . PETER CHANKO of Chanrose Radio Distributors, Inc.,
and FRED ROSENSTEIN of Jersey Electronic Distributors Co. were elected
president and vice-president respectively of the New York Mectropolitan Chapter
President and Vice-President respectively of the New York Metropolitan Chapter
of NEDA. . . . The following appointments were recently announced by Sidney
Pariser of RMS, Inc.: EDWARD CAPPUCCI as plant superintendent, GENE
REICH as quality control head andMAL GREENBERG as sales engineer. . . .
NEDA'’s Southern New England Chapter elected MURRAY DRESSLER of Hatry
and Young as president-secretary. . . . TIM COAKLEY made factory represen-

(Continued on page 20)

Sidney M. Sherman, television service technician, is shown receiving the first
Philco Factory Supervised Service award for outstanding service on Philco tele-
vision receivers. Roger Ketterman (r), general service manager of Philco Dis-
tributors, Inc., Philadelphia, is shown making the award. Looking on is Samuel
A. Whittingham, president of Whittingham Bros., Inc., employers of Mr. Sherman,
who expressed deep gratification because of the signal honor that has come to
his television service firm.
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JETENNA

no other fan conical
assembles so fast
performs so well!

JFD JETENNA, the conical with the
jet-action assembly, has absolutely no
separate parts to put together—just
swing out the elements, tighten two
“T” bolts and two wing nuts and it's
assembled! See your Jobber or write
for further information about this revo-
lutionary new antenna.

JFD MFG. CO.
BROOKLYN 4, N. Y.
BENSONHURST ¢-3200
world’s largest
manufacturer of TV antennas
and accessories

N.Y.-N.J. RCA Victor
Sales Clinic

2,500 dealers and sales people at-
tended a TV sales clinic conducted by
Bruno-New York and Krich-New Jer-
sey in cooperation with RCA Victor in
the Center Theater, Radio City, New
York, on March 15.

Dealers at the clinic were greeted by
Frank M. Folsom, president of RCA.
They were given a private viewing of
the RCA Victor Television Show as
guests of the sponsor and Ezio Pinza,
star of the program.

A highlight of the sales clinic was
the first New York presentation of a
motion picture dramatizing proven sales
and demonstration techniques. The film
was televised and shown on the Cen-
ter’s theater-sized TV viewing screen
to demonstrate the usefulness of closed-
circuit TV as a sales training instru-
ment.

Simijlar TV sales clinics are being
held by RCA Victor distributors
throughout the country. 16 mm. prints
of the film, “Prove It Yourself,” have
been prepared for these meetings.



Mort Farr Deplores
Industry Rackets

Warning members of the Memphis
Appliance Dealers Association at their
mid-March meeting, Mort Farr, presi-
dent of the National Appliance and
Radio-TV Dealers Association, said that
our industry is becoming racket-ridden,
discredited and “our profession is be-
coming insulted by promoters.”

Activities of the promoters, Farr said,
‘“acvertise sirloins at 66 cents a pound,
TV Service at $1 a call and include
offers of $100 discount to anyone who
can recognize the Star Spangled Ban-

”

ner.

He closed his remarks by paying par-
ticular tribute to the Better Business
Bureaus, Chambers of Commerce and
other agencies “who have cooperated
witn the wholesome element by helping
to curb the fact-twisting ads which have
appeared recently.”

Farr also commended newspapers,
rad.o stations and television broad-
casters “who have taken steps to pro-
tect the public from the charlatans.”

Cleveland Stations Adopt
45 RPM Records

45 rpm systems have been adopted
as standard for music recordings by
WTAM, WHK and WERE in Cleveland,
O. This joint action is said to be the
first in which more than one broadcast

station in a city has adopted the 45 rpm

system. The system was inaugurated
by WFIL, Philadelphia, last year, with
WGMS, KFI, WHDH, WMAQ, KOA,
and KNBC following. Main Line Cleve-
land. Inc., RCA Victor’s record distribu-
tor, conducted a comprehensive pro-
motion campaign to tie in the broad-
casters’ adoption of the 45 rpm system
with local RCA Victor record shops.

NARDA Members Take
Top Honors

Four out of the five Brand Name
Competition awards winners this year
in tke electrical appliance field are
members of the National Appliance and
Radio-TV Dealers Association, with the
coveted title of “Brand Name Retailer
of the Year” going to NARDA dealer
Roy W. Springer, of Ross Electrical
Co., in Superior, Wisconsin.

Other NARDA members, winning
“Certificate of Distinction” awards, are
O. B. Lank of O. B. Lank & Sons, Inc,,
Harrisburg, Pa.; George Marcuse and
Loris K. Levy, The Radio Center, New
Orleans, and Harold Samson, Sam-
son’s Enterprises, Inc., Milwaukee, Wis.
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Editorncal
“OUR OPINION”

oT long ago we stopped by to see

a Dealer who owns the best Radio
and Appliance store in a small, com-
pact trading area. This Dealer has been
in business in his present location for
many years. He knows every family in
his area — practically every adult per-
son. And they all know him. He is
what you call really “well known” in
his community.

We talked about advertising, sales
promotion and salesmanship in selling
merchandise in the small trading area
where he operated. He is an aggressive
merchandiser and uses every sales ve-
hicle available to him to keep prospec-
tive buyers apprised of specific items
that he has to sell.

But he was not always sold on this
need for aggressive salesmanship.

He told us he learned about the abso-
lute necessity for consistent individual
product promotion the “hard way.” For
years he had operated on the assump-
tion that since he was so well known
personally in his community he had
no need for either store or product pro-
motion. He labored under the impres-
sion that people knew him so well they
would just naturally come to his store
when they were in the market for some
product that he had to sell.

Then it so happened that his area
was one of those selected for an appli-
ance consumer preference study by a
national market research organization.
When he was informed of their findings
he was amazed. He was told that a
fair percentage of his possible custom-
ers had never been in his store while
others had not been in for long periods.
And many had bought little or nothing
from him.

This taught him that it is not enough
for customers to know where a store is
located, and what kind of a store it is.
It is not enough for them to know the
owner, manager or the entire personnel.
They must also know the store — know
its items so well and favorably that
when they want a product or service
they think first of that store. He found
from this survey that it takes constant
selling — advertising, merchandising,
selling — all three — to do this job.

The Dealer with a specific product
to sell handles tangible merchandise.
Whether it be a radio, television, refrig-
erator, stove or any one of a number
of small appliances, it is a specific thing
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for which consumer “wants” are being
promoted through advertising, editorial
articles and every possible type of in-
terest creating medium. Yet, even
though he is surrounded with prospec-
tive customers who want the things he
has to sell, the Dealer himself must
aggressively “sell” them to get the
business.

Compare this with the product we
have to sell —SERVICE. It is an in-
tangible commodity. It is something
that people normally do not want to

buy. It is not “romanced” in advertis- |

ing copy or in feature articles in news-
papers and magazines.

Further, the complexity of our In-
dustry and the products it produces sets
up a confusing situation on consumer
service. Users of many of the electronic
or electronic-mechanical devices that
are being sold in the home market often
do not know when those instruments
need maintenance attention nor whom
to call when they become inoperative.

In the past most Service Businesses
have been operated on the theory that
when a user needed service he would
recognize that need and either phone
or bring the set into the shop. The con-
cept of service as a commodity that
must be sold just like a piece of tangi-
ble merchandise has just recently
started to take hold in the Service
Industry, primarily among major TV
service contractors who have found it
necessary to use planned service selling
programs in order to maintain their
required volume of business.

However, most service sales programs
are still confined to television and little
attention is being given to the exploi-
tation of the tremendous volume of
business that lies dormant in malfunc-
tioning and inoperative radios, record
reproducers and home recorders. The
promotion of this business is largely the
responsibility of the servicing industry
for in selling the reactivation of an old
instrument, the service businessman is
in competition with the manufacturer
who would prefer to sell the customer
a new one.

One of these days we hope to see
Parts Distributors get together with
their local Radio-TV service business-
men to work out service selling pro-
grams that will effectively tap this dor-
mant service market. P.H. W.

PHOTOFACT Users

Write Our Best ADS!

Hundreds of unsolicited letters tell
what the world's finest Radio & TV
Data means to Service Technicians

Mac Kellman
306 Garfield Place
Brooklyn 15, N. Y.

"Just as a technician can't do without a V.O.M.,
he can't do without PHOTOFACTS! In our shop
—as well as thousands of TV service organi-
zations—we pride ourselves on having the
first to the latest sets of PHOTOFACT. SAMS
has helped us out of many TV and radio
headaches with its simple, precise layouts,
schematics, alignment data and parts re-
placements."

Douglas G. Thompson
224 E. Woodrow St.
Tulso, Okla.

"PHOTOFACTS are the best of all schematics.
I get them all as soon as they are published.”

Reuben C. McClenon
1628 N. Rockeblave St.
New Orleans, La.

“lI never fail to get PHOTOFACTS, as they
make servicing very easy. Keep up the good
work."”

NOW! GET THE PROOF FOR YOURSELF!
We'll send you a Free Photofact
Folder on ony receiver listed in

m “PF Index & Technical Digest."

Leorn for yourself—ot our expense—how PHOTO-
FACT poys for itself by earning bigger repoir
profits for you! Select ony Folder from the PF Index
(if you hoven't on Index, get o free copy from your
distributor). When you write us for your Free Folder,
be sure to stote Photofoct Set ond Folder Number
os shown in the Index. Get your Free Folder now.
Exomine, use, compore-—see why you con't offord
to be without PHOTOFACT!

HOWARD W. SAMS & CO., INC.

2201 East 46th Street o Indianapolis 5, Indiana




Raytheon Customer

Relations Meetings

Ed Tilton, president of Pacific Whole-
sale Company, welcomed nearly 300 TV
Service-dealers to a Raytheon joint cus-
tomer relations and TV Service meet-
ing at the Whitcomb Hotel, San Fran-
cisco, February 18. Harold L. Newman,
northern California representative for
Raytheon tubes, reviewed local adver-
tising plans for Raytheon’'s Bonded
Dealer Program.

Feature speaker was Ken Kleiden of
Raytheon's TV Service Department who
presented a service lecture entitled,
“How to Interpret What You See.”

Door prizes included a 17" TV pic-
ture tube: a de luxe tool kit; test equip-
ment and ten boxes of candy.

Similar meetings were held in Elks
Temple, Los Angeles on February 20
and 21, with an attendance of 1,500.
These meetings were sponsored by the
Henderson Company, Raytheon tube
distributor; James J. Kerwin, distribu-
tor of Raytheon TV sets; and the fol-
lowing Raytheon tube distributors:
Kierluff & Co.; Martin Distributing
Company; Acorn Radio & Electric;
Hollywood Radio Supply; and Mac’s
Radio Supply.

Ken Kleiden gave an illustrated pres-
entation of “How to Interpret What
You See” at both meetings. The Ray-
theon Bonded Dealer film, “Inside
Straight,” was presented by the Hen-
derson Company, exclusive sponsors
of Raytheon's customer relations plan
in the area. Door prizes included sev-
eral pieces of test equipment.

Permo Phono Needle
Plant to Be Shown
On TV Show

Manufacturing processes used by
Permo, Inc., 6415 N. Ravenswood Ave.,
producers of long life phonograph
needles, will be featured on a forth-
coming television show, “Industry in
Action,” sponsored by the National
Association of Manufacturers. This pro-
gram, to be aired locally by nearly 65
TV stations throughout the U. S, is cur-
rently being filmed at the plant by ace
NBC newsreel cameraman Earle Crot-
chett. About 40 minutes of film is being
shot, for cutting and editing later.

It is anticipated that the film will have
high interest for viewers, since phono-
graph needles are an item in wide-
spread general use, and the microscopic
precision with which they are made
provides an unusual manufacturing
story that can be told with telling ef-
fect by the camera.
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ECHNICAL

The Effect of Technical Developments and Products
Upon Your Present and Future Business Activities

By EDWARD M. NOLL

Time is a significant factor in the
profit potential of your field servicing
operation. The ability of your tech-
nicians to enter a house and work effi-
ciently and effectively is a prime con-
sideration. A capable technician can
survey the problem by observation of
the apparent defect and after a few
checks and adjustments tell if receiver
can be serviced immediately or if chas-
sis has to be removed for bench repairs.

This desirable ability is a function of
three factors — practical intelligence
and aliveness of the technician, a good
general knowledge of television and a
specific and thorough knowledge of
chassis types most common to your
operation, and a technician’s file and
record system. In choosing a tech-
nician, be concerned with his ability
to correlate information and make an
accurate decision quickly, the exact-
ness of his fundamental knowledge of
television, and his increasing interest
in new models and new developments.
We are often inclined to keep all our
best technical men for benchwork while
we should have capable representation
in the field, too, where we contact the
public. These men should be excused
from most of the time-consuming jobs

. such as set installation, antenna erec-

tion and repair, and chassis removal
work. Rather they should make many
calls, planning the work for the crews
that follow and making repairs where
they can be made quickly.

The educational level of the tech-
nicians must be kept high. A few will
progress on their own initiative; most
must be encouraged. Attendance at lo-
cal service meetings is a means of ob-
taining much useful information that
has already been researched and sorted
to meet your needs.

A service organization with a high
technical reputation has a technical
book and periodical library. Copies of
the latest technical books are purchased
as soon as they reach the market. Sub-
scriptions on eight to ten of the leading
service and electronic magazines are
kept active. You should be relentless

Service Operation Chart

1. Capable Field Technicians
2. Educational Activity
3. Chassis Type Defect Files

4. Effective Picture Tube
Checks

in your efforts to have each technician
know as much as he possibly can about
the receiver models and types with
which you are most concerned. Plan
a progressive educational plan for your
service group and observe the slow but
persistent rise in the technical repu-
tation and competence of your service
department.

A system should be conceived within
the service group whereby the knowl-
edge acquired by each technician can be
made available to all. We realize re-
ceivers very often have characteristic
defects according to chassis type. After
a technician has spent considerable time
tracing down a specific trouble, a rec-
ord of the nature of the apparent
disturbance and the defect causing it
should be recorded for the specific type.
Next time the same disturbance ap-
pears on a similar model, any one of
the bench technicians can refer to the
file and save servicing time. A com-
plete file should be kept on each chas-
sis type. It will be noted over a period
of time that specific chassis types have
their own common defects. This infor-
mation concerning types of disturbances
and how corrected should be made ac-
cessible to the entire service group.
Often one of these defects can be recog-
nized in the home and if only a minor
replacement job can be corrected with-
out removing chassis to shop.

When a defect file is kept according
to chassis type, a technician can glance
through the file before he makes a ser-
vice call and acquire data as to most
common failings for specific chassis
type. It is true that like defects in two
different chassis types can possibly set

SERVICE MANAGEMENT



up differing disturbances on respeztive
picture tube screens. Our minds are
not human filing cabinets and we can
not retain all this information useful as
it might be. The next best is a defezt
file system for the service group.

During the initial months after the
introduction of new models, these rec-
ords are especially important in having
a growing source of information on like-
ly early defects in new chassis types.
Regular weekly discussion periods dur-
ing this interval help to keep all in-
formed on the defect trend of the new
models.

Picture Tube Circuit Checker

On occasion in our diagnosing of a
receiver defect, we suddenly reach a
point where we must decide if picture
tube replacement is necessary or re-
ceiver chassis removed from customer’s
house for repair. Symptoms in general
have been — normal high voltage, nor-
mal sound, weak or no raster (or per-
haps ineffective brightness or contrast
regulation), and video and i.f. tubes OK.
In this situation a simple picture tube
and circuit checker is helpful.

Such a unit, figure 1, is plugged into
picture tube socket and checks heater
supply potential, brightness (bias), and
presence of video signal. The RMS
PIX-EYE tester consists of eye tube
and associated circuit, and standard
base to plug into standard picture tube
socket.

An understanding of its utility can be
obtained by considering recommended
test procedures:

1. Plug tester into picture tube socket,
figure 1.

2. If filament of the eye tube shows a
normal and steady glow, picture tube
filament voltage is normal, figure 2.

3. If fluorescent screen of the eye tube
shows a bright green glow, the low vol-
tage + B supply voltage to the picture
tube is apparently normal. This is tell-
ing us that picture tube accelerating
grid voltage is present.

Ficure 1. RMS PIX-EYE attached to receiver
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THE LARGEST AND MOST
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This big new reference book lists trans-

former replacement information on
2416 TV models and chassis made by 82
manufacturers. The catalog section carries
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FiGure 2. PIX-EYE indication of normal filament



4. If one side of the screen opening
varies when brightness control is
changed, the grid-cathode bias and
brightness control circuit of the pic-
ture tube is apparently normal.

5. The presence of video at the pic-
ture tube will vary the eye opening on
one side or the other (function of re-
ceiver circuit design). A change in con-
trast control setting will vary the eye
opening also. Thus the eye tells if video
has reached picture tube grid-cathode
circuit.

If all the above checks are normal and
there is high voltage present at anode,
it is a rather definite indication of a
defective picture tube. PIX-EYE is
small, easy to handle, and checks can
be made quickly from back of receiver
right in customer’s house.

Unit can speed shop repair work as
well and can also serve as a signal indi-
cator. It can assist in the alignment of
traps and whenever single frequency
alignment technique is used. For ex-
ample, any signal frequency with 400
cycle tone modulation can be applied
to i.f. input and a corresponding reso-
nant circuit peaked or minimized. A
maximum is indicated by minimum eye
opening; a minimum, by maximum eye
opening.

Picture Tube Checker
A more straight-forward approach to
picture tube checking has been the de-
velopment of an actual tube checker
for cathode-ray scope and picture tubes.

Such a checker as exemplified by the
Precision CR-30, figure 3, permits criti-
cal checking of the various elements of
a picture tube. The instrument checks
scope and picture tubes, electrostatic
deflection tubes, and magnetic deflection
tubes regardless of type of gun or ion

F1GURE 3. Photo of Precision CR-30

control. Tests on picture tubes can be
made as follows:

1. Tests proportionate screen bright-
ness as related to beam current of the
various types of picture tubes. Checks
cathode area and influence of control
grid.

2. Special tests for accelerating
anodes and deflection plate elements.

3. Inter-electrode leakage and short
tests for all elements. Open filament
check.

Pulse and Test Generator

A recently developed test generator,
figure 4, can be used to advantage in the

FIGuRe 4. Test and pulse generator

demonstration and teaching of tele-
vision principles. It forms a composite
television pulse signal that conforms
in a number of ways to a standard
transmitted signal from a commercial
TV station. When applied to the an-
tenna terminals of a standard TV re-
ceiver it is able to lock in the raster just
as a received signal from a station.

&
FIGURE 5. Test generator as used with
RMS PIX-EYE.

Pulses can be modified in shape and
frequency to present various pulse
techniques and defects. A group of
experiments with explanatory step-
by-step procedures are being prepared.
Generator can also be used as a signal
tracing and service tool, figure 5. The
utility and versatility of the unit can
be disclosed by mentioning the various
types of signals and methods of op-
eration available:

1. Horizontal frequency pulses —Pulses
can be adjusted to same frequency
and duration as horizontal pulses re-
ceived from a commercial TV station.
A square-wave pulse instead of a
rectangular one can be made avail-
able. Horizontal pulses can be dif-
ferentiated and integrated.

2. Vertical frequency pulses — These
pulses can be obtained with some
variations as mentioned above for
the horizontal pulses. In addition,
vertical can be locked in at power
line frequency if desired.

3. Horizontal and vertical pulses sepa-
rately or combined — As combined
pulses they can be applied to video
amplifier of a commercial TV re-
ceiver and will lock in raster.

4. Combined pulses and r.f. generator
— Combined horizontal and vertical
pulses also modulate a low band r.f.
oscillator. Output of oscillator can
be applied to antenna terminals of
a commercial TV receiver and will
lock in raster.

5. Horizontal and vertical sawtooth
waves — Sawtooth waves are avail-
able for observation and experi-
mentation.

Experiments being prepared for unit
are as follows:

1. The formation and combining of
pulses

2. Influence of frequency response on
horizontal and vertical pulses

3. Formation of a raster

4. Principles of differentiation and inte-
gration

5. Synchronization of a raster
6. Measurement of a pulse

7. Square-wave checking of audio and
video amplifiers

8. Pulse generator as an effective ser-
vice tool

This test generator has been designed
specifically for electronic schools, plant
and distributor TV training schools, ser-
vice organization training, and for self-
education of television principles. For
more complete technical information,
write Technical Topics, SERVICE MAN-
AGEMENT, 501 Fifth Ave., New York 17,
N. Y.
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Your Market

By

PAUL WENDEL, Editor,
Service Management
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from the Needle

to the Changer

A potential volume of more than a

half billion dollars exists in replacement

Not long ago in looking over his sales
records a Parts Distributor was very
much impressed with the number of 3-
speed record changers that were being
purchased by one of his TV service ac-
counts. Television parts and accessories
had represented such a large percentage
of his volume for so long that he had
not paid too much attention to equip-
ment sales for use in the normal “radio
market.” However, here was a service
business man who seemed to have
tapped a small “business bonanza” and
it aroused his curiosity. He decided to
ask this customer what plan he was
using to sell so many replacement
changers.

He discovered that this service op-
erator had accidentally found the tech-
nique for putting new buyers to work
as salesmen that has long been used
by vacuum cleaner and other direct
selling appliance salesmen. The idea is
to get each new customer’s active help
in selling at least one of his friends.
This is done by getting the customer to
put his natural enthusiasm for a new
device to work in influencing friends
to buy.

In this particular case, the service
operator first discovered how to make
salesmen out of his new customers when
he replaced a 78 rpm single speed rec-

of single speed changers

ord player with a 3-speed unit in a
radio console. The customer was de-
lighted with the new changer which
enabled him to play discs designed to
operate at any of the three speeds, long
play, 45 and 78 rpm. This purchaser
was a naturally effusive sort of a man
and when the service technician who
made the replacement suggested that
he demonstrate it to a few of his friends
he readily agreed. As a result three
more 3-speed replacement changers
were sold during the following two
weeks to friends of this enthusiastic
user.

This experience gave the service op-
erator ideas. “Why not,” he reasoned,
“ask each of our new customers to
demonstrate their 3-speed changers to
their friends? That customer turned
out to be a good salesman who happily
worked for me ‘for free.’ If I can get
every one of my customers to work for
me like that I'll soon have a good sales
organization beating the bushes for
business for me and their services won’t
cost me anything.”

In the course of his contacts with new
prospects for record changers replace-
ments this service business man found
that the average person who owned a
console combination did not know that
the changer could be replaced with a
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3-speed unit that would work with the
rest of the set. He also discovered that
the husband was usually the big booster
for the new changer. It is a mechanical
device that appeals to a man. They like
to play with it and show it off.

The magnitude of the market that
exists right now for replacing single
speed changers with modern 3-speed
units, replacement crystal cartridges
and needles is almost incredible.

For instance, it is estimated that there
are about eleven million 78 rpm single
speed changers in service whose owners
could be sold a 3-speed changer as a
replacement. With the average list
price of top-quality 3-speed changer
units at about $50.00, this represents a
total potential dollar volume of $550,-
000,000. More than half a billion dol-
lars! The average labor cost for a
change-over from a single speed to a
3-speed unit is approximately $5.00.
This represents a total potential service
labor income of $5,500,000.

Since about 75% of the change-over
jobs also involve other adjustments and
repairs to the radio unit, the service
labor income potential is actually more
than ten million dollars.

What does this mean per shop if this
market was aggressively exploited and
this business was evenly divided among
all of the independent radio and tele-
vision service shops now in operation?
It would provide a $27,000 new business
potential for each shop. The gross profit
potential from the sale of material and
labor on this volume of business would
amount to $7,000 per shop.

As the service industry now stands,
only about 20% of our present service
business operators are sufficiently “mer-
chandising-minded” to exploit the sales
possibilities of this tremendous market.
Because of this, the latent replacement
3-speed changer market actually holds
a $135,000 per shop new business po-
tential for these “sales-minded” service
businesses.

The Replacement
Phono-Cartridge Market

When you drop in to see a family that
has just purchased a new radio-phono
or television-phono combination you
will find that the entire family is more
keenly interested in the record player
part of the combination than either the
radio or the television sections. The
radio part is simple — you just dial in
the station you want and set the volume
at a suitable level. But the record play-
er is different. It holds the same fasci-
nation to the average person as a me-
chanical toy. The cycling of the pick-up
arm and the dropping of the records
from their nested position attract the
interest of young and old in every fam-
ily.
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The record player also gives each
member of the family the facility for
playing the kind of music they like to
hear when they want to hear it. So
various members of the family buy the
records of numbers that appeal to them
and the family’s album of records
builds up rapidly.

Then, within a year or so in the aver-
age home this record playing instru-
ment that had brought so much fun and
pleasure into the home will be seldom
played. Why?

When the first record was played on
the new record player the needle
started to wear. And during the months
of its use the cartridge, affected by heat
and cold and dampness, was deteriorat-
ing. Record reproduction is only as
good as the needle and the cartridge
and as they gradually lost their effi-
ciency the music from records suffered
in comparison to the music from the
radio. The family gradually lost in-
terest in recorded music played on their
own player. It is estimated that fully
80% of the finest phonographs ever pro-
duced are now standing in American
homes, either totally unusable, or re-
producing so poorly that they no longer
bear any resemblance to the fine sound
reproducing instruments they were
when first sold.

This tremendous market for service
business has been badly neglected by
the service industry. How big is it?

Of the 25 to 30 million record players
that are estimated to be now in service
— or in homes — about ten million have
pick-up cartridges that are either obso-

'M%m@#« bl

lete or worn out and should be replaced.
At an average selling price of $7.50 per
cartridge, this represents a national dol-
lar service market of $70,500,000. Stated
in terms of individual service shops it
represents a potential volume of $2,500
per shop plus labor and the other ser-
vice work that is usually authorized on
sets when the changer is repaired.

Since most sound pick-up devices are
crystals they are affected by climatic
conditions. In some sections of the
country where they have a lot of hot,
humid weather, crystals are apt to de-
teriorate rather rapidly and should be
replaced possibly once a year to main-
tain good play-back fidelity. In other
sections crystal pick-up cartridges will
maintain their efficiency for periods up
to three years.

Cartridge manufacturers have made
great strides in improving the efficiency
and the longevity of these units. Since
the difference in the quality of repro-
duction between a new cartridge and an
old one can be demonstrated so readily
on a customer’s own player it is not
hard to sell replacements. But — they
must be sold. The average owner of a
record player doesn’'t know anything
about the cartridge or the needle. All
he knows is that the music from the
record reproducer does not sound good
so he just quits playing it .

Needles — Bread and Butter
Service Business

Millions of people have bought “life-
time” needles under the assumption

that they would never require atten-
(Continued on page 19)

— WEBSTER — CHICAGO

Stimulate sales in the home on every service call.
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Your

Market

The Use of Simplified Market Research
Will Point Up New Business

One of the best ways to get more
business is to find out where your mar-
ket is, what it wants, then apply intel-
ligent promotion to supply the need.
This is the basic concept of market
research that is recognized by progres-
sive businesses.

Fortunately the principles of market
research are simple. They are things
that every TV Serviceman, large or
small, can apply to increase his sales
and his profits. The TV Serviceman can
conduct a market survey without ap-
preciable extra expenditure of time or
money. With the facts of his market
at hand, he can then plan intelligent
promotion of new business. Properly
handled, the new business can do much
to eliminate the valley of activity com-
monly called the summer slump.

The first step in market research has
already been made by most TV Ser-
vicemen because they know where their
market is. They have no need for pro-
fessional counsel to tell them where
they should look or to guide them to
locations.

The second step, finding out what
customers want, has been partially cov-
ered by most TV Servicemen. They
know that their customers want TV
Service. But they do not know very
much about other kinds of service that
they can sell their customers. This is
understandable because TV came like a
big wave. Most TV Servicemen have
been very busy trying to satisfy custo-
mers who have found them.

The first real market research job
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for the TV Serviceman, therefore, is to
find out what beside TV Service should
be a source of revenue from his custo-
mers.

This should present no problem be-
cause TV Servicemen are calling on
their customers almost every day and
have an excellent opportunity to look
around and find the answer. At the out-
set, every representative on home calls
should be provided with record cards,
and instructions to fill in information
during every service call.

A convenient size for the cards is
either 3” x 5” or 4” x 6” so that they
may be filed. The cards should have
space for the customer’s name, address,

By E. C. TOMPSON,
Public Relations Counsel

— I —

telephone number and the date. Other
space should be arranged for the model
number of all radios, portable radios,
TV sets, record players and auto sets
owned by the customer. Cards should
also identify the man obtaining the
information.

After cards have been filled in, they
should be turned in for filing by the
TV Service organization manager. Ef-
fort should be made to obtain basic data
on a good cross-section of the TV Ser-
vice organization's customers but usu-
ally it is not necessary to obtain data
from all customers, unless future pro-
motion plans include elimination of
duplication in mailings, or an exact
count is considered advisable.

Small Group Needed

Professional research organizations
seek only a “qualified” sample, by se-
lecting representative groups of people
according to age and income and, in
national surveys, geographical areas.
An effective TV Service survey is not
dependent on these considerations but
at least 10% of equipment owned by
customers should be covered to obtain
a pattern of market. The pattern will
appear in one out of ten where it is
important in sales planning.

This means that basic data will begin
to shape up in a relatively short time.
The actual time required for collection
of data may not be more than ten days
to two weeks, assuming that the TV
Service business is fairly active.

The initial market trend may show a
predominance of certain brands of ra-
dio and TV receivers and should show
the prevalence of radios, portable radios
and other potential sources of service
revenue.

(Continued on page 20)

Name:
TV:
TV:
TV:

Rodios l Partables

Address:
Phone:

Date:
Representative:

! Record

Players Auta Rodios

A simple but complete Survey Card
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Nortolk

Price’s Inc., One of Country’s
Leading Television Dealers,
Runs His Service Department

as a Separate Operation

Service, an oftimes elusive phase of
business, is of primary concern to
Price’s, Inc., of Norfolk, Va. This is true
with television as well as the appliances
the firm sells. Officials of the store,
from President Harry B. Price, Jr., right
on down to the technicians, will tell you
that the best way to get the most busi-
ness is to give the most service.

With this philosophy in mind, Price’s,
Inc., offers televiewers in Norfolk and
vicinity the facilities of its service de-
partment, a smoothly-coordinated func-
tion using a combination of ideas which,
in many instances, returns a set to its
owner within a few hours after it’s
brought to the shop.

“We try diligently to service imme-
diately whenever we receive any com-
plaint call,” said President Price not
long ago. “We do our best to satisfy the
customer and give him a fair break.
Just give me half a chance and I'll see
that you're satisfied when you think
you have a reasonable complaint about
anything we've sold you.”

Price’s, Inc., operators of three ap-
pliance stores in Norfolk, has taken the
lead in service and sales. In 1950 it
won recognition as top electrical ap-
pliance store in the nation, according

Harry B. Price, Jr.
President of Price’s, Inc.
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TV Service Center

By CARL CAHILL

to standards set up by Brand Names
Foundation, Inc., of New York. For
the past several years, the firm has had
a gross volume in excess of $1,000,000,
thus becoming one of the top 20 such
specialty appliance operations in the
country.

With the advent of television in the
Tidewater, Virginia, area in the Spring
of 1950, Price’s opened a store at 122
West 21st Street to emphasize the new
medium. It was called, appropriately,
Price’s Television Center, Inc. To give
customers the same high quality service
for their receivers they had been re-
ceiving for their appliances, a TV ser-
vice department was set up in a sep-
arate building close at hand.

The building, a white brick structure
with lettering to match the 16 Price’s,
Inc. trucks which call for and deliver
receivers, contains the repair room, of-
fice where records are kept and calls re-
ceived, stock room and storeroom where
the completed receivers are taken just
prior to delivery. If necessary, there’s
room for the trucks to back into the
building so sets can be loaded without
exposing them to the elements.

General manager of the TV Center is
E. L. Capps, who agrees that service
is important. “It’s the most valuable
thing we have. I think it's the greatest
sales builder. We sell service as much
as we sell the product.”

Supervising this valuable, though in-
tangible commodity, is C. E. Case, man-
ager of the service department. On the
organization table he is in charge of the
parts department, although Storekeeper
S. N. Butler does most of the purchas-
ing, the record department and Shop
Manager Curtis Anderson. Anderson,
in turn, is in charge of antenna installa-
tion, the seven bench technicians and
10 field technicians. There are 33 per-
sons employed in the service depart-
ment, making it the largest single de-
partment of Price’s, Inc. The appliance
service department is maintained at the
downtown Price’s, Inc., store.

Any receiver will be serviced at the
shop although the shop has specialists
for each of the various kinds of sets
sold by Price’s and records are kept of
all repairs made on any sets.

This brings us to the office of the ser-
vice department where four girls are
kept busy answering telephones and

Service Is of Primary Concern

SERVICE MANAGEMENT



keeping case histories of sets up to date.
A card file expedites work here and a
glance at it will enable an office girl to
tell a customer if his set is still within
the warranty period, plus any other
pertinent information needed.

Case is quick to praise the card file.
“If the set is on file, the girls can look,
while the customer is still on the tele-
phone, and see if parts or service are
still within the guarantee period. It’s
quick. You have an answer for the cus-
tomer right away,” he says. Some 125
telephone calls come into the office each
day and the girls are able to clear most
of them by use of the card file. These
few moments saved add up to hours in
a week’s time.

Another innovation which the service
department uses to speed facilities to
the home where a disabled receiver is
located is the zone system. Under it the
city is laid off in zones. A field tech-
nician is assigned to each zone and it’s
in this territory that he works.

The usual procedure, Case explains,
is to take calls one day for the following
day. This enables the office force to
make up a work sheet for each of the
field technicians. The work sheet usu-
ally contains about 12 calls for a tech-
nician to make in his zone. It also con-
tains information gleaned from the card

file, such as whether the work to be
done is under the warranty agreement
or C.0.D.

If the technician finds the set needs
to be returned to the shop it is done.
When it can be repaired at the home,
the technician makes an effort to col-
lect for the work if it's C.0.D. This
is, of course, impossible at times and the
work sheet records what disposition is
made of the set.

Price’s Television Center, Inc.

SERVICE DEPARTMEN

T ORGANIZATION

E. L. Copps, general manager of TV Center

C. E. Case, se

Parts Department

rvice manager

Record Department

Curtis Anderson, shop manager

Bench technicians Antenna i

The service department has added an
incentive to encourage collections by
the technicians. Five per cent of all
C.0.D.’s goes into the “kitty” and at the
end of the year this is divided among
them. The five per cent paid is cheaper
than the cost of putting the work on the
account books, Case says.

The technicians start out at 8 A.M.
each day and work until 5 P.M. They
keep in constant contact with the ser-
vice department office and in the event
of a complaint from their zone they are
dispatched almost immediately to it.
Special effort is made to repair demon-
stration sets right away. “We work men
overtime to take care of those calls,”
says Case. Two of the field technicians
work from noon until 8 P.M. to handle
any late calls. A telephone operator is
on duty the same hours relaying com-
plaints to them.

A bench technician in the shop of Price’s, Inc.
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nstallation Field technicians

The field technicians check in with
their work reports at the end of the day
and the office girls begin a cost break-
down of each job ticket, showing for
the records the labor and parts that
were warranty or C.0.D.

Receivers brought to the shop by cus-
tomers or Price’s, Inc. trucks are re-
paired by the bench technicians who
work in a modern, uncluttered shop.
Picture tubes of the various sets sold
by Price’s, Inc. are mounted on shelves
above the benches which are par-
titioned off. This leaves the bench free
to receive the set without having a test
picture tube lying in the way. Each
technician is a specialist in one brand
of set.

Mounted on the partitions are mirrors
in which the technicians view the set’s
picture while working on the set’s un-
dersides. This eliminates the familiar
crick-in-the-neck. The service depart-
ment is air-conditioned for further com-
fort.

A bench report, similar to the field
technician’s work sheet, is prepared by
the shop manager. This assignment
sheet usually shows six sets for each
technician. They are wheeled in on
dollies and his day begins, also at 8 A.M.

All the service department employees
work on a weekly salary basis plus
overtime. When the workload increases
all pitch in and help. The service de-
partment keeps abreast of the work
except when TV perfection is demanded
such as the World Series. “Every re-
ceiver has got to be right up on the
nose then,” Case says. The next events
expected to tax the service department
are the Republican and Democratic
conventions.

(Continued on page 16)
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By FAITH YEAGER,

Assistant Editor,
Service Management

Wire and tape recorders are daily
opening up new spheres of usefulness
and are adding pleasure to the lives of
people who are using them in business
and in their personal life.

There is Dr. Brown for example.
There was a time when he could de-
pend on his receptionist to take care
of all his correspondence. Not so now.
He has a girl who greets his patients
and takes care of his appointment regis-
ter. Add a few more duties and her
time is filled. With such a shortage of
competent help he is at a loss until
someone tells him about recorded secre-
tarial service. Now he keeps a wire
recorder on his desk and dictates the
necessary letters each day, along with
the notes about different patients which
he wishes to keep, into the amazing lit-
tle machine.

The used spool of wire is picked up
at the end of the doctor’s work day and
when he returns the next morning, the
letters are on his desk, ready for his
signature. The notes on patients of the
previous day have been neatly typed
on the cards he uses in his files and he
is ready to start over.

The pastor of the doctor’s church uses
his wire recorder to perfect each and
every sermon before he delivers it from
the pulpit on Sunday morning. While
the pastor listens to his voice coming
back to him, his thoughts are on the
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an You Fix

My Recorder?

Too Few Service Operations Are Prepared

to Take on Recorder Maintenance

famous choir that is going to be at his
church in a few weeks to render an
evening of beautiful music. He would
like so much to have a recording of
that program, but his wire recorder does
not work so well when it comes to re-
cording vocal groups. He remembers
that one of his congregation has a tape
recorder and he wonders how that
would work. Phoning to make arrange-
ments to use the tape recorder that eve-
ning, he thinks, “If this works I'll ask
the board to buy a tape recorder for
the use of our own choir and other
vocal groups.”

Then there is the housewife who sits
before a tiny microphone. She is chat-
ting eagerly away and her words are
melting hundreds of miles — the miles
while separate herself from the friend
to whom she is “talking a letter.” When
her friend receives the wire, she has
the actual voice coming into her home
and when the last goodbye has been
said, she feels like she had just had a
personal, if somewhat one-sided, chat
with her dear friend who is so many
miles away.

These are but a few cases where
wire and tape recorders are playing an
important part in people’s daily lives.

Growing Market

The expanding use of wire and tape
recorders is adding a good many ser-
vice responsibilities. The intricate
mechanism of the recorder confuses
many good electronic technicians. Many
recorders have fallen into disuse sim-
ply because the owners were unable
to find a capable technician who could
repair them properly. Many owners

have been bitterly disappointed in the
type of service they have received on
their recorders. To cite an example of
how lack of adequate service stopped
a growing chain of wire “respondents”:

About two years ago, an Indiana wo-
man discovered the thrill of having a
wire recorder for her own use. Some-
times she carried the recorder with her
and obtained interviews with interest-
ing people she met. She then per-
suaded the folks back home to buy a
recorder so they could enjoy the wires
she had made. Her aunt, on discovering
how the personal recordings literally
erased the miles between them, asked
a couple of her sons who lived in dis-
tant cities to get recorders so they
could ‘“talk” their letters instead of
writing them. As time went on, other
friends acquired recorders until this
wire respondent chain had more than
twelve recorders scattered across the
country.

Then what happened?

Some members had difficulty obtain-
ing wire in their home towns — but this
problem was solved when one member
started to buy the spooled wire in quan-
tity and supplied the other members of
the chain.

However, after about six months,
some of the members dropped out of
the chain because their recorders were
in need of repair and they became dis-
couraged in their attempts to have them
fixed. One by one the members dropped
out as their recorders became unusable
and they could find no one to do the
work satisfactorily.

(Continued on page 16)
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REPORT

FROM
MICHIGAN

The Television Service Association of
Michigan, sparked by its former presi-
dent, E. J. Barton, held a meeting re-
cently to establish an active public
relations program based on the recom-
mendations of other groups that have
made similar forward moves. The coun-
sel of recognized authorities in the TV
Service business and the cooperation of
representatives of manufacturers and
broadcasters was willingly contributed.

Chairman of the meeting, that was
held in Detroit, was Louis Wolfgang,
then acting TSA president and chair-
man of TSA public relations. He was
among the speakers who addressed
about 200 service management repre-
sentatives from Jackson, Kalamazoo,
Port Huron, Battle Creek and other
Michigan localities. Other members of
the TSA public relations committee, in
addition to charman Wolfgang, in-
cluded: Lyle C. Armstrong of Arm-
strong, Beitel, Merkle Company, High-
land Park; P. Heffernan, Buhl Sons;
Mrs. H. L. Hinton, president of Radio
Supply & Engineering Co.; Wm. Mor-
gan, director of advertising, WXYZ;
and H. R. Perkins, Perkins Radio &
Television Company.

National service management people
who attended the meeting included the
national service managers for: Cape-
hart-Farnsworth, Hallicrafters, Motor-
ola, Philco, RCA, and RTMA. Albert
M. Haas, president, and Paul V. Forte,
executive secretary of TCA of Phila-
delphia and Paul H. Wendel, editor and
publisher of SERVICE MANAGEMENT, were
guest speakers.

The importance of the follow-through
of organization plans was stressed by
Haas who warned “that it is necessary
to keep on working at the old problems
and still be prepared to tackle the new
ones that keep constantly cropping up.”
The old problems, according to Haas,
affect the entire industry and require
active participation of all to do an in-
telligent job of solving them. Other
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Service Takes the Offensive

’{r

Louis Wolfgang,
Public Relations.

Chairman of TSA

groups, he said, “are ready and willing
to help, once they know that the TV
Service group is responsible — and
genuinely interested in raising the
standards of the TV Service industry.”

Haas cited the good work done by
JERCS in Philadelphia during the past
six months by saying that they “have
been at work in bringing harmony to
all local groups in Philadelphia. They
are making progress in educating the
TV set-owning public about the na-
ture and service needs of their TV re-
ceivers.”

He also touched briefly on the seri-
ous shortage of competent technicians
and what he termed the ‘“crying need
for raising the efficiency of this vital
group.” Questionable practices of tech-
nicians, Haas warned, “are things that
too many present-day technicians have
been found guilty of — practices that
are all too often bringing serious loss
to their employers and disrepute to
their own group.” He also mentioned
the need of raising the standards of
technicians’ personal appearance and
behavior while servicing sets in owners’
homes.

Paul V. Forte, executive secretary
of JERCS and TCA of Philadelphia,
pointed out that present poor business
management is driving many service
organizations out of business and out-
lined what active membership in TSA

and TCA should mean to service man-
agement. In specific, Forte mentioned
that these organizations should create
a better understanding of the industry’s
problems through an exchange of ideas.
A major factor, Forte explained, is the
need for an intelligent and continuous
public relations activity, to develop bet-
ter service standards and to gain public
acceptance. He then outlined some of
the things that JERCS has done along
those lines in the Philadelphia area.

Paul H. Wendel, editor and publisher
of SERVICE MANAGEMENT, told the group
that TV Service management, like man-
agement in any other retail field, must
employ the fundamentals of good man-
agement — that its job is primarily to
provide business management in face
of keen competition so that satisfactory
service is provided for its customers
and a reasonable profit is earned by the
TV Service organization.

He said that surveys have indicated
the prevalence of a feeling that “the
set-owning public wants good service,
rather than cheap service.” He also took
a glance backward by reporting that
the total dollar volume of the TV Ser-
vice business has grown from about
$172 million to more than $272 million

(Continued on page 22)

Harold Chase (left), of Chase Television
Service, Inc., recently elected President
of TSA, carries on discussion with Dan
Creato, General Counsel and V.-P. of
RCA.
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CAN YOU FIX MY
RECORDER?

(Continued from page 14)

The only service procured by any
member of the chain was given by a
TV Service Contract organization that
maintained a special record changer and
wire and tape recorder service depart-
ment, and this was accidental. When
a technician called at this home to make
an adjustment on the television re-
ceiver, for which his company had a
contract, they asked him where they
could have their wire recorder repaired
or adjusted. Naturally, since his com-
pany was specially equipped for it, he
took the unit back to them for repairs.
The point is this:

Thousands of people and organiza-
tions now own wire or tape recorders
that on occasion need adjustments or
repairs. These people are usually at a
loss to know where to take them. Tele-
vision and radio service organizations
that have the personnel and the “know-
how” to handle the repair of wire and
tape recorders should stress this fact in ‘
their advertising and promotional ma-
terial.

As an after thought — Dr. Brown, the
pastor, the housewife and all other re-
cording enthusiasts are always in need
of a spool of wire or tape, so have your
field technicians carry a spool or two
of each.

NARDA Moves to
Larger Quarters

The executive offices of the National
Appliances and Radio-TV Dealers Asso-
ciation have been moved from suite
1437 to suite 1141, Merchandise Mart,
Chicago 54, Illinois. The Association has
issued an open invitation to appliance
and radio-TV dealers to visit and use
facilities in the new offices.
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Tube Plant

Ralph J. Cordiner, president of the
General Electric Company, will partici-
pate in dedication ceremonies for a new
General Electric receiving tube plant
in Anniston, Alabama, on June 16. The
new plant is being constructed at a
cost of about $6 million and will em-
ploy about 2,000 people. William J.
Nave will manage the new plant.

TV SERVICE CENTER

(Continued from page 13)

If the customer brings in his receiver
himself he can usually get it the same
day. Speed like this has made the ser-
vice department the largest in Tide-
water, Virginia.

Price’s, Inc., sells two types of policies
for its sets. One carries a 90-day war-
ranty on service and a one-year war-
ranty on parts. The other carries a one-
year warranty on all parts and services.
Second year contracts are also offered
but the renewal rate is low because the
firm doesn’t solicit for them. The ser-
vice department, however, is adver-
tised, principally in the newspapers, it
being a general service department.

Third year contracts are not offered
yet, of course, because Norfolk’s only
TV station, WTAR, is just completing
its second year.

The esprit de corps is especially high
in the service department because of
frequent contests with awards being
made for the best performance, most
completed sets and other achievements
in production. While the service de-
partment is separate and apart from the
retail sales department, the two work
closely. Selling, says Case, “is as much
a part of our job as being technicians.”
It’s nothing for him or his men to make
sales along with their other duties.

122 W. 2107 ST,

CUSTOMER'S COPY

PRICE'S TELEVISION CENTER INC.

NORFOLK, VA,

s 30772

PHONE 27388

Aoy

CONTRACT

D SERVICE

BATE GoMPLETED

[

m'“.:: | !ojgdc. 0.0,

FYPE ANO MaAKE

[TosE s we.

|m-um.t-.

NATURE OF SERVICE
REQUEST

Past 50 on mewRS

PARTS AND LABOR DESCRIPTION

it nui' AnOUNT

TOTALSUM h
DUE

SERVICEMAN'S SI1ON,

EEACTLL, B G000 FUAIN. FFOOR TOLOETE R ANOW. R.ELEC, INTER,

FiuE BTART_

oo
ns:

7} * T+ I

me

L-v

[JOBNO. S 30772

Job Sheet

SERVICE MANAGEMENT



RODUCT
REVIEWS
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NEW PENTODE AND TRIODE
BOOSTERS

Radio Merchandise Sales, 1165 South-
ern Blvd., New York 59, N. Y., has an-
nounced new triode and pentode TV
boosters. Type SP-6 pentode booster
features an external gain control for
prevention of overload that frequently
causes noise and “snow.” The SP-6 is
designed particularly for extreme fringe

areas where maximum power is re-
quired for good image quality. Type
SP-6J is a new duo-triode booster de-
signed to provide low noise level and
high gain. Both types are supplied in
attractive plastic cabinets with con-
venient tuning controls.

TV CONTROLS

International Resistance Company,
401 North Broad Street, Philadelphia 8,
Pa., has announced a completely new
TV Control Line. Featured with a
“Double - Your-Money - Back” Guaran-
tee are 295 factory assembled Exact
Duplicate Concentric Dual Controls
individually packaged in uniform size
cartons each marked with Manufac-
turers’ Part Numbers as well as with
IRC Stock Numbers, and a unique Uni-
versal Line which assembles these Con-
centric Duals in less than a minute.

The Control Line also includes new
IRC CONCENTRIPAKS with a special
selection of Universal parts for specific
makes of TV Concentric Dual Controls
all housed in a sturdy plastic box, a
new Dealer CONCENTRIKIT Assort-
ment in a standard IRC all-metal four-
drawer cabinet, and Form S012 TV Con-
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centric Dual Replacements listed by
trade name and part number showing
IRC Exact Duplicate Controls and Con-
centrikit equivalent.

For further information, write for
Catalog DCI1C covering complete line —
International Resistance Company, 401
North Broad Street, Philadelphia 8, Pa.

NEW JACK

Insuline Corporation of America, 3602
35th Avenue, Long Island City I, N. Y.,
announced a new high-voltage lip jack,
designed expressly for stability in sensi-
tive electronic test equipment. The in-
sulation is of nylon, withstands 10,000
volts, and has negligible moisture ab-
sorption. The spring contact is made of
one piece of phosphor bronze and takes
all standard phone tips and test prods.
The jack is furnished with a molded
washer that affords positive protection
against “shorts” to a metal panel.

MOUNTING STRUCTURE
FOR ANTENNA STACKING

Channel Master Corp., Napanoch Rd.,
Ellenville, N. Y., has announced the
availability of a new ready-made
mounting structure for side-by-side
stacking of four antennas and new
stacking arrangements for improved TV
reception. It is said to be the only com-
mercial product permitting the installa-
tion of four low band Yagis for a single

channel; two pair of Yagis for two dif-
ferent channels; or any combination of
broad band and Yagi antennas on one
mount. The structure is made of bright
zinc plated seamless steel tubing and is
marked for full wave spacing for each
channel. A sliding arrangement simpli-
fies installation so that the mount may
be assembled at the top of the tower or
on the ground and swung into position.

IMPROVED ELECTRONIC
VOLTMETER

The Daven Co., 191 Central Ave.,
Newark 4, N. J., is distributing a new
portable electronic voltmeter for gen-
eral laboratory and production applica-
tions. The voltmeter includes a com-
pletely shock-mounted amplifier to re-

duce microphonic effects to a minimum.
Individual amplifier and power sections
are subassemblies with electrostatic and
magnetic shielding, from each other and
from external fields. The Daven type
170-A voltmeter is designed for accurate
measurement of a-c sinusoidal voltages
at frequencies ranging from 10 cps to
250 kc at voltages ranging from .001 to
100 volts. An illuminated meter scale
is calibrated in volts and decibels. De-
tailed catalog information is available
on request to The Daven Co.

TEN ELEMENT YAGI ANTENNA

JFD Mfg. Co., Inc., 6101 16th Ave.,
Brooklyn 4, N. Y., has reported testing
and introduction of a new ten element
Yagi antenna that is claimed to produce
52% more gain than other five element
Yagi antennas and 129 more gain than

extra-long Yagi antennas. The in-
creased gain is attributed to a matching
transformer system that eliminates im-
pedance lowering jumper bars and
similar devices. The “Baline” antennas,
available in single bay and stacked
models are constructed of seamless alu-
minum. Literature on these new an-
tennas is available on request to JFD
Mfg. Co., Inc.
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INDOOR ANTENNA
Spirling Products
Co., Inc., New York
13, N. Y., announced
a new addition to
their indoor antenna
line, “Indoor-Tenna.”

This antenna has
top plates of heavy
solid bakelite secure-
ly mounted on a
heavy metal base.
The triple section

telescopic dipoles are
P of brass (not steel)
and will not rust,
assuring permanent

clean contact between sections and easy
telescoping.

Concealed wiring, gleaming bakelite
top plates on a crackle finish heavy
metal base makes this unit most attrac-
tive. Available for immediate delivery,
individually packed in an attractive
two-color carton and shipped 25 to a
master carton, “Indoor-Tenna” is very
competitively priced. It weighs 1% lbs.
and measures 18” x 2” x 4” (closed).

CHANNEL MASTER MATCHBOOKS

Channel Master Corp., Napanoch Rd.,
Ellenville, N. Y., has announced giant
book matches, 338" x 4%"”, as a promo-
tion giveaway. The giant Z-matchbook
covers include illustrations and descrip-
tions of Z-Match Yagi mismatch elimi-

REL DU 1

nation and diagrams showing how the
impedance of single 300 ohm Z-Match
Yagi is adjusted automatically in a
stacked antenna array. Z-Matchbooks,
printed in three colors, are available to
TV Servicemen, dealers and installation
men from Channel Master distributors.
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AUTO RADIO ANTENNA BOOSTER

T. V. Development Corp., 2024 Mc-
Donald Ave., Brooklyn 23, N. Y., has
introduced a new booster for auto radio
antennas that is said to produce strong
signals while driving under steel struc-
tures, near tall buildings, and to elimi-
nate fading while driving away from

transmitters. The “Tenna-Doubler” is
made of rustproof non-corrosive triple
chrome-plated brass and embodies a
360° rotation principle. It may be at-
tached to the base of any automobile
antenna in less than a minute with a
screwdriver. “Tenna - Doublers” are
available through parts distributors.

FRINGE AREA ANTENNA ARRAY

Fretco, Inc., 1041 Forbes St., Pitts-
burgh 19, Pa., has conducted tests on its
Fretaray antenna that show reception of
an average TV signal with good picture
quality from about 100 miles. The Fret-
aray antenna has 30 elements on the
high band, 12 elements on the low band
and uses a single transmission line. It
is supplied assembled and may be in-
stalled simply by unpacking, tightening
and mounting.

NEW RCA UHF POWER TUBE

Radio Corporation of America, Tube
Dept., Harrison, N. J., has announced a
new, compact, grounded-grid power tri-
ode for uhf transmitters. The new type
6161 is only 3%" long and 134” in diam-
eter. Suitable for TV and cw applica-
tions, the tube has maximum plate dis-
sipation of 250 watts and may be oper-
ated at full plate voltage and input
ratings at frequencies up to 900 mec.
Compensating reduction in ratings per-
mits operation at frequencies up to
2000 mec. The tube is similar to type
5588 but it provides 25 per cent higher
plate-input and plate-dissipation rat-
ings.

FRINGE AREA ANTENNA MAST

JFD Mfg. Co., Inc., 6101 16th Ave.,
Brooklyn 4, N. Y., has announced a new
“zoom up” antenna mast designed espe-
cially for convenient installation in
fringe areas. The tower-type mast con-
sists of five telescoping sections to attain
a height of fifty feet. In addition to the

fifty-foot mast, seven combinations are
available with ten-foot sections for
masts of twenty, thirty and forty-foot
heights. Masts are supplied collapsed
and are identified by model number ZU.
Additional information may be obtained
on request to JFD Mfg. Co., Inc.

COMPACT FERRITE CORE
RF CHOKES
Grayburne Corporation, 103 Lafayette
St., New York 13, N. Y., has announced
a new line of miniature ferrite core r-f
chokes having a reduction in d-c re-
sistance, distributed capacity and
weight. The chokes are available with

o

C

inductance values ranging from 500
microhenries to 250 millihenries; pie or
solenoid wound, with various types of
mountings. Standard types of Gray-
burne ferri-chokes include: model F-25,
2% mh. @ 125 ma.; model F-50, 5 mh. @
125 ma.; model F-100, 10 mh. @ 125 ma.;
and model HD-25, 2% mh. @ 300 ma.

SERVICE MANAGEMENT



FROM THE NEEDLE

TO THE CHANGER

(Continued from page 10)

tion or replacement. Whether “life-
time” meant the life of the needle, the
record player in which it is used or the
life of the purchaser was never defined.
It is obvious that any needle will wear
out because any material, no matter
how hard, will ultimately wear down
when subjected to friction, especially
the strong and permanent f{riction
created through the contact of needle
and disc.

The sale of needles is a service mar-
ket. Needle manufacturers have gone
to great lengths to provide needle Kkits
to enable the field service technician to
make needle replacements in the cus-
tomer’s home. It should be a standard
part of every home service call for the
technician to inquire about the con-
dition of the customer’s record re-
producers and to ask whether the cus-
tomer wants them checked while he
is there. This plus income that will
come from the sale of needles on so-
licited business is well worth going
after.

Selling in This Market

The dormant condition of this tre-
mendous service market in replacement
changers, phono-cartridges and needles
is due to some extent, to the fact that
the bulk of the record reproducers is
sold as a part of a combination. Its
purchase was incidental to the radio
or television unit and cabinet in which
it was housed.

However, the public is more than
ever interested in recorded music —
“the music you want when you want
it.” And most people in acquiring a
record player in combination with
either a radio or television receiver
in the beginning happily avail them-
selves of the facility it affords to hear
the type of music they want to listen
to when it is not available on the radio.

In selling replacements or service in
_this market it is well to take a leaf out
of the appliance dealer’s “book of ex-
perience” in dealing with husbands and
wives in the sale of radios and phono-
combinations.

They say that a woman is first in-
terested in the appearance of the radio-
combination in terms of her home set-
ting. She is interested in TONE in
terms of how SHE likes it. Then —
ease of operation and will it please the
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children. Lastly, she is interested in
performance, quality and brand name.

On the other hand, a man’'s first con-
siderations are performance, name and
quality. Will friends admire it when
he shows it off? He is interested in
TONE in terms of what the salesman
can make him believe. His last in-
terest is in the appearance of the unit
in the home.

Why this difference? Well, men like
a radio-combination as a device. They
like to play with it, talk about it, show
it off. To them it is magic — a romantic
instrument which most men want quite
automatically.

Women are matter-of-fact about ra-
dio-combinations — and most other ap-
pliances. It's a piece of furniture, some-
thing the children enjoy, it helps keep
her husband at home, and is occasionally
a diversion during a lonely hour. Many
women do not know the brand name of
radios they have had for years. Their
husbands nearly always do.

These experiences of appliance deal-
ers in selling husbands and wives pro-
vide the information “keys” for service
selling campaigns that will tap this tre-
mendous market in volume.

A 3-speed automatic record changer is
an interesting mechanical device that
appeals especially to men. Consequent-
ly, promotional material to be mailed
to the home should be written for men
and directed to the man of the house.
Where a demonstration is given in the
home every effort should be made to
have the husband present, for the
chances are excellent that its appeal
to him as a mechanical gadget will
make the sale.

On the other hand, a bad cartridge or
needle in a record player makes it an
inoperative device in the eyes of the
average woman. She usually wants
everything they use in the house to be
working well. Consequently, she is the
best prospect in the home to work on
in selling replacement cartridges and
needles.
two items should be written for and
directed to her.

Promotional pieces on these

Besides, she could probably pay for
a new needle or a cartridge replacement
out of her household budget whereas
she would probably have to get her
husband’s consent before she would
make the commitment for the changer
replacement. And she would rather
have him make the decision anyway.

City of Elkhart Saved
Cost of Monitoring TV

Installations

Floyd J. Hutchison, executive vice
president of the Elkhart (Ind.) Cham-
ber of Commerce, saved the city the ex-
pense and difficulty of monitoring tele-
vision antenna installations by agreeing
to take action to organize local dealers
and servicemen under the Certified
Television Installation and Service Pro-
gram initiated by NARDA. Mr. Hutchi-
son secured the city’s agreement to hold
the proposed licensing measure in abey-
ance pending the dealer organization
and its plan to have the cdealers them-
selves police installations.

The proposed municipal ordinance
providing regulation and inspection of
radio and television antenna installa-
tions would make it unlawful to erect
antennas without a permit, sets struc-
tural adequacy standards, requires a
surety bond to the city and a penal sum
of $500 and requires servicemen to ap-
ply for all installations to the Electrical
Inspector in writing with detailed draw-
ings of each installation, pay a $2 fee
for each permit and have the permit
mounted on the premises of the instal-
lation until it is inspected and approved.
The installer is still subject to all lia-
bilities and damages involved in the
installation. If the rules are violated,
he is subject to a $5 to $50 fine for each
offense plus costs of prosecution.

RCA Catalog of
Service Parts

The RCA Tube Department recently
announced the availability of a com-
prehensive parts catalogue designed to
expedite the service dealer’s parts-
ordering activities.

Listing more than 16,000 parts con-
tained in RCA Victor television re-
ceivers, radios, and phonographs, as
well as a cross reference of RCA re-
placement cabinets, the catalogue is
now available for distribution to radio
and television service dealers through
their RCA parts distributors.

Parts are listed in numerical order
by stock numbers, and each listing in-
cludes description, package quantity,
and suggested list price, enabling the
service dealer to furnish his customers
with price information accurately and
speedily.

The catalogue will be revised and
re-issued periodically to keep it up-to-
date with new parts and price changes.
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SURVEY YOUR MARKET
(Continued from page 11)

TV set owners are usually also own-
ers of several radios but the incidence
of record players and portables prob-
ably will vary widely from territory to
territory.

Some TV Service organization em-
ployees may resent the “extra” work
incurred by the survey. If this appears
to be a real problem, an incentive pro-
gram may be set up and tied in with
future sales promotion plans. The data
cards turned in by each representative
will identify possible sales and leads he
has helped establish. When promotion
campaigns are working a special bonus,
in the form of a small commission,
might be allowed on initial sales of new
service to his leads.

Properly handled, the solicitation of
data can have good customer relations
value. The representative of the TV
Service organization should be instruct-
ed so that he will impress the customer
with the organization’s interest in being
of greater service. He can explain, for
example, that he is surveying radios
and other equipment to help the Com-
pany maintain an adequate supply of
parts so that prompt service will be
rendered when it is needed. In the
process he will quietly reveal that the
TV Service organization is considering
increasing service to the customer.

This work may occasionally result in
spot pickup of radios and portables for
repair, but the representative should
not stimulate this, unless business is
very poor. The survey is being made
not for immediate business but rather
for business that is scheduled for the
future.

Cards Checked

After an adequate number of cards
has been received and filed, a careful
tabulation of the basic data should be
made, The first tabulation should de-
pend on the first promotion campaign.
The TV Service organization may de-
cide that the campaign should be to

increase business by pushing portable
radio service.

If that is the case, the number of
portables should be tabulated, accord-
ing to model and location. Also the fre-
quency in which portables appear in
regular TV Service customer homes
should be noted, since basic data may
not include information on all custo-
mers. With a 10% sample, tabulation
might indicate, for example, that for
every ten TV set owners there were six
owners of portable radios. It is a
fairly safe bet that study of the other
90% of the TV Serviceman’s customers
would reveal about the same ratio, if
the 10% sample provided a good cross-
section of his customers.

Projecting the probable number of
portable radio owners among his clien-
tele, and experience with their portable
radios, the TV Service operator could
set sales quotas on portables and go
aggressively after a definite sales poten-
tial. By the same token he could intel-
ligently gauge his parts requirements
and design packaged deals for service
that would probably be required.

If this portable service campaign
were well-timed, say in the middle of
the spring, he could streamline his shop
operation to efficiently handle overall
check, speakers, tubes and handling of
minor repairs. Thus his market survey
would have been instrumental in find-
ing, soliciting and efficient handling of
new service business. The activity
would also be timed so that it would
bolster the beginning of a normal sum-
mer slump.

A similar use of market research ma-
terial could be made to stimulate new
and increased business in home radio
service. This year being a presidential
election year will increase radio use.
A summer campaign on radio repair
will help TV Servicemen to overcome
the summer slump. Their customers
should appreciate not having to give
up their receivers at a time when they
are anxious to participate in peak radio
listening.

PEOPLE AND PLACES

tative for the New England area by Industrial Television, Inc. .

(Continued from page 3)

.. HAROLD L.

HERNDON named district manager in charge of sales and service for the Cleve-

land district by the Raytheon Mfg. Co. .

. . The following appointments were

recently announced by the Allied Radio Corp.: LEO BROOK, industrial and broad-
cast sales manager; DAVE KENNEDY, sales development manager; GORDON
HOUGH, inside sales administration; GEORGE KELLY, government sales mana-
ger; JACK LIZARS, dealer sales manager; FRED PREHN, Chicago store sales
manager. EUGENE CARRINGTON, general product promotion; and JULIAN

McBARRON, general account promotion. .

. . The John F. Rider Company has

appointed the MICHAEL SCOTT CO. of Wellesly Hills, Massachusetts, as sales
representative in the New England area. . .
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Southern Distributors

Sponsor Service Meetings

Last month, Atlanta, Georgia distrib-
utors, Southeastern Radio Parts Com-
pany and Nash-Kelvinator Sales Corpo-
ration were hosts to the leading TV
service dealers of Atlanta at a meeting
held in the Georgian Terrace Hotel of
that city.

These distributors, who represent
Raytheon replacement tubes and Ray-
theon TV sets respectively in the area,
jointly showed to the service dealers
the popular film, “Inside Straight,” de-
picting the unique Raytheon “Bonded”
plan, which is available to qualified ser-
vice dealers as an aid in building better
customer relations.

As the major attraction of the evening
the successful Raytheon “How to Inter-
pret What You See” service lecture,
created by the Raytheon TV Service
Department to instruct and aid dealers
in their technical TV servicing prob-
lems, was presented and many of the
most important TV service dealer prob-
lems today were explained.

Around 400 service dealers from At-
lanta and suburbs attended this meeting
and were most enthusiastic over the en-
tire program. Door prizes of most popu-
lar test equipment were donated by
Southeastern Radio Parts and Nash-
Kelvinator, Atlanta.

TCA House Organ

Remodeled for Consumer

Acting on the proposal of Samuel A.
Whittingham, president of Whittingham
Bros., Inc., the Television Contractors
Association approved the changing of
the association’s official publication, the
TV Tuner, from a trade to a consumer
publication. Beginning April lst, the
TV Tuner will carry consumer copy
only which will inform the television
owner about many of his receiver’s at-
tendant service and maintenance prob-
lems.

The publication will be prepared by
Paul V. Forte, public relations director
of the organization, and it will be sold
in bulk, at cost, to the subscribing mem-
bers of the TCA. The back cover will
carry the member’s advertisement and
no other service advertisement will be
carried. Initial subscriptions indicate
that the first printing of publication will
be in excess of 25,000 copies.

SERVICE MANAGEMENT
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Here is a simple buying and merchandising plan
which has been proven successful by just about
every profit-making store in the USA!

Perhaps the best way to examine it is in the words
of the President of one of America’s largest and
most successful stores.

He stated recently:

“We recognize the many advantages of ...brands
in our day-to-day merchandising.

The consumers of America favor manufacturers’
brands by eight to one. Need we say more?

A NON-PROFIT EDUCATIONAL FOUNDATION o«

April, 1952

“We know that it is much easier to sell branded
merchandise because the advertising has pre-sold
the product to the consumer.

“We know that self-service and self selection are
possible with brands, thereby cutting selling costs.

“And in a business with a close margin of profit,
we are constantly looking for just such ways to
cut selling costs without changing the character
of our operation.”

%w/hi}m

INCORPORATED

(@M/z// c/’a/m

37 WEST 57 STREET, NEW YORK 19, N.Y.
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Solve Industry Racket
Problems, Farr Tells
Dealers

Hard-hitting, intensive, clean selling
by the established appliance and tele-
vision dealers is the best method possi-
ble for combating the series of rackets
and the fact-distorting advertising that
have arisen in these fields, Mort Farr,
president of the National Appliance and
Radio-TV Dealers Association, told the
members of the Memphis Appliance
Dealers Association.

“Our industry is becoming racket-
ridden,” he warned. “We're getting dis-
credited and our profession is be-
coming insulted by promoters who ad-
vertise sirloins at 66 cents a pound,
television service at $1 a call, or $100
discount to anyone who can recognize
the Star Spangled Banner as a tune to
be identified.

“Let’'s realize that we can’t follow
the precepts of Ralph Waldo Emerson
about the world beating paths to our
doors to buy our better mousetraps in
the face of this kind of selling. You
can't win a fight by sulking, or retiring
from the field of battle. The store that’s
out selling won’t be outsold.”

He warned the retailers that they
were losing an excellent opportunity to
profit from the precipitous rise in in-
terest in freezers by letting this busi-
ness go to the professional door-to-door
salesman from other industries which
have recognized the effectiveness of the
food plan for making sales.

More intensive selling, devoted to
quality, service, and brand names iden-
tified with the retail establishment is
the major mandate imposed on the re-
tailer by today’s business conditions, he
said. “There are no evils, no difficulties
facing this industry or any of the indi-
vidual retail establishments in it that
intense, well-directed selling effort can-
not solve.”

New Receiving Tube

For Television

The General Electric Company re-
cently announced the development of
a new receiving tube which will fill
a major requirement in the develop-
ment of a tuning unit for television re-
ceivers which will tune in the entire
range of television frequencies.

Development of the new tube is ex-
pected to be an important step in the
design of a television receiver which
will receive telecasts from present tele-
vision stations and new ultra-high fre-
quency stations.
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Mr. Yeranko (left), Chairman of the RTMA Service Committee and Mr. Cooper
(right), Hallicrafter’s National Service Manager, talk it over with Mr. Wolfgang
during recent Michigan meeting.

form of finding many more properly-
trained technicians.

At the TSA meeting, a committee on
business management and customer re-
lations was set up with C. Ferguson and
Charles Nutting, Sr., as co-chairmen.
Others appointed to the committee in-
cluded: Bob Brotherson, Frank Mosser,
Cliff Whitworth and Charles Wycoft.

TSA headquarters has been estab-
lished at 2238 Dime Building, Detroit
26, Michigan. This office will also serve
as the clearinghouse for meetings to
be carried out in the Detroit area.

REPORT FROM MICHIGAN

(Continued from page 15)

during the past three years. Looking
ahead, Wendel said that the number of
vhf TV stations in Michigan would soon
grow from nine to seventeen and that
this number would soon be increased by
an addition of 48 new uhf TV stations.

“When these new stations are op-
erating,” Wendel concluded, “a rapid
growth in TV Service demand may be
expected.” But he warned that this may
create an additional problem in the

FOUR RCA SERVICE CO. BRANCH MANAGERS HONORED
Frank M. Folsom (third from left), president of the Radio Corporation of America,
presents special “President’s Cup” trophies to managers of four RCA Service Co.
television service branches. Awards were made in recognition of the branches’
achievements in “serving the community” during a three-month contest just con-
cluded. Looking on, at extreme right, is E. C. Cahill, president of the RCA Service
Co. Displaying their trophies are branch managers (from left to right) R. E.
Hartleb, Oklahoma City; J. T. McAllister, Hollywood; R. F. Adams, Dallas; and
J. W. Van Cleve, Columbus. The winning branches were selected on the basis of
their customer relations achievements and general excellence in the quality and
efficiency of television installation and service work.

SERVICE MANAGEMENT
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NARDA VP Warns
On Price-Cutting

Dealer indifference to the threat of
price-cutting and its implications can
undermine an entire market and jeop-
ardize the structure of our industry,
H. B. Price, Jr., vice president of the
National Appliance and Radio-TV Deal-
ers Association, warned the Charlotte,
N. C., Merchants Association on March
11.

He described price-cutting as an ar-
mament race that nobody can win and
he said that it results in a ravished
market and a discredited industry. Mr.
Price attributed the price-cutting trend
to dealers: under economic distress, try-
ing to make a quick killing, and to a
lack of business that stimulates dealers
into thinking that they can bribe cus-
tomers with their profits.

Among remedies suggested by Mr.
Price was aggressive selling because,
he said, “There is a direct ratio of qual-
ity between a retail appliance operation
and the calibre of its salesmen. You
don’t find an unhealthy store with real-
ly good salesmen, or a healthy one with-
out them.”

Mr. Price stressed the importance of
established, quality brand names as the
core of retail operation. “These lines,”
he stated, “skillfully sold and honestly
serviced, create customers that last long
after the profits-whittler has gone out
to seek new areas of destruction.”

Improved Tube Case
Offered to Servicemen
By National Union

An improved de luxe carrying case
for receiving tubes and small hand tools
has just been announced by the Na-
tional Union Radio Corporation, Orange,
New Jersey. This heavy duty -case,
especially designed for use on home
radio and television service calls,
creates a professional appearance,
thereby enhancing the serviceman’s
prestige.

By the addition of one inch to the
height, GT cartons will now fit in the
removable tray. Redesign of the top
compartments makes possible the stow-
age of miniature tubes on one side and
GT on the other. Fabricated of ply-
wood throughout, it is covered with a
smart-appearing tweed-textured leath-
erette material which resists scuffing.
There is a steel band reinforcement
over the top which, in addition, seals
the closure. The corners are protected
and reinforced by top-grain cowhide
leather pieces. Hardware is plated and
protection against pilferage is assured

24

by the positive draw bolt fitted with a
lock.

This rugged case, measuring 19%"
long x 938” wide x 15%"” high, will safe-
ly support 350 pounds. It, therefore,
can be used as a stool to extend the
reach. The entire inside, including all
compartments, is lined with leatherette.

This new design will handle 200 to
250 or more tubes. The two compart-
ments in the hinged top are useful for
tools having a length as great as 19
inches. The removable tray, also of
plywood, has a small compartment with
a hinged cover that is suitable for such
small items as fuses, panel lamps, etc.
The case which would sell at $24.95 net
to the dealer, is available solely through
National Union distributors with the
purchase of N.U. receiving tubes.

FRSAP Honors Rider

On Sunday, March 16th, at the Hotel
Harrisburger, the Federation delegates
from all chapters and delegations from
the various associations in New York
and New Jersey with many honored
guests representing other segments of
the industry were present to attend the
awarding of the Federation’s annual
plaque to John Rider of Rider Publi-
cations. The presentation was made by
Carl Smith, president of the Central
Penna. Radio Technicians Ass’'n (Wil-
liamsport) on behalf of the Federation of
Radio Servicemen's Associations of Pen-
na.The award was given to Mr. Rider “In
recognition of his outstanding achieve-
ments on behalf of the Flectronic Ser-
vicing Industry, the Radio and Tele-
vision Technician and his wholehearted
encouragement of their Associations.”
Mr. Rider, in his acceptance speech,
praised the unity that exists within the
State Federation and of its progressive-
ness and of its many accomplishments
since its formation. Mr. Rider advised
all delegates present that there is more
work to be done in the organizing of
the servicing technicians and the deal-
ers and of the need for the formation,
within each state where individual asso-
ciations exist, of a State Federation in
order to overcome and meet local prob-
lems. Also present among the guests
was Mr. Albert Courmont, service man-
ager of the Radio-Television Manufac-
turers Ass’'n. Mr. Courmont expressed
his desire to have the cooperation of the
Federation in solving many of the ser-
vicing industry’s problems and of the
great need for better understanding be-
tween all segments of the industry, with
the servicing technicians’ problems and
the need for a public relations program.

Mr. Ed Chaill, president of R.C.A.
Service Co., discussed the future of UHF
and color TV and of the great need for
the servicing industry to prepare itself

for the public’s needs for the servicing
of these new mediums.

Mr. Dan Creato, legal counsel for
R.C.A. Service Co., in his talk praised
the many accomplishments of the ser-
vicing technicians’ associations that they
have made in the past two years and
of the need for the servicing tech-
nicians to carry their responsibility in
the industry.

General Electric

Scranton Tube Plant

J. Milton Lang, general manager of
the General Electric tube department,
has announced that the Company’s
Scranton, Pa., home dish-washer plant
will be converted for production of
electron tubes in April. After conver-
sion it will produce hydrogen thyra-
trons and industrial and transmitting
tubes, and will employ about 500 people.

General Electric Offers

Revised Service Guide

The second edition of General Elec-
tric’s television receiver service guide
is now available to distributors, dealers
and servicemen. With the first edition
sold out within two months of its publi-
cation, additional information has been
added to the 80-page publication which
will increase its value in the field. The
original 17 x 11 inch size, the finger-
print and dirt-resistant paper, and the
binding, which allows the book to open
flat, are features retained in the second
edition.

Like the first, this new television
service guide contains accurate infor-
mation on 102 General Electric chassis,
schematic diagrams with circuit symbol
numbers, tube locations, top and bot-
tom view and cabling diagrams of each
model. It also supplies information on
10 RF tuners used in those chassis. The
picture section, identifying every post-
war GE television set, including the 24-
inch, the resistor and ceramic and
molded mica capacitor color code charts
have been retained as valuable fea-
tures of the publication.

As further information, two new
charts have been added. One gives the
channel frequencies and antenna di-
mensions for all VHF channels. The
other gives I-F operating frequencies
for all G-E television receiver models.

In addition, a new section has been
added to the second edition, covering
G-E’s line of phono-accessories. This
section contains complete specifications
and prices for all G-E speakers, tone
arms, cartridges, pre-amplifiers, styli
and replacement styli for G-E variable
reluctance cartridges.

The new edition of the TV Receiver
Service Guide has been priced at $1.00.
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UA Yes, your money back if this booster A - s j
does not give you as fine a picture .
as any booster on the market!

(1) New, balanced input and output S
circuits for greatest gain. (2) Built-in >
il e power transformer (not
TVB-2BX television hooster §$39.95 list AC-DC) with long-life W

selenium rectifier. (3) Utilizes finest
“turret tuner ever designed. (4) Fine tuning

in wear- resisting mahogany enamel. 'Y R TR TR RN L ST T8 .
(6) Pilot light illuminates selected channel.

See your nearest National distributor
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SERVICE MANAGEMENT
MEANS BUSINENS

Your present customers are somebody’s good prospects. You want
to hold the customers you have — and to gel more. You are in the
Service business to survive, to grow, to make money. That's why
you need ServicE MaANAGEMENT — the business magazine of the
Service industry.

The first step toward profit-making is to stop losses. For instance,
how much do you lose if . . .

— If payroll dollors paid out for work-hours are wasted?

— if test-equipment is not up-to-dote . . . if shop-routine is not
streomlined for speed?

— if you don’t know the secret of picking, training, supervising the
RIGHT employees?

— if you charge too little, too much, have constant ‘‘misunderstaad-
ings’’ with customers?

— if the parts and supplies you need ore not in stock when required?

— if you don’t keep proper books, never discount your bills, can’t get
olong with your banker?

— if you never use soles-helps, never advertise, ignore elementary
principles of salesmanship?

— if you “"haven’t time’’ to read about tested business methods in
Service Manogement?

Service MANAGEMENT is edited by men who really know Service
business problems. It is the one magazine in the field of television,
radio, audio. electronics which accents the need for business meth-
ods — which believes that maintaining solvency, making money.
growing and prospering are as important as technical skill. At $3.00
a year, a subscription means less than a penny a day. Service
MANAGEMENT can be your most important piece of “equipment.”
For some things you can wait 'til you “get” time — in this case,
smart operators MAKE time — because they feel they MUST.

They know that reading SErvicE MANAGEMENT means business!

LECTURE BUREAU PUBLISHING CO,
161 Luckie Street, N. W.
Atlonta, Georgia

GENTLEMEN: PLEASE ENTER MY ORDER FOR A SUBSCRIPTION TO
“SERVICE MANAGEMENT” AT $3.00 A YEAR. (TWO YEARS, $5.00.)

0O CHECK 0O MONEY ORDER 0O CASH
NAME__ — S — Y
(Please Print)
ADDRESS - S
cary STATE
SIGNEDBY________ __ POSITION

Type of Business:
O SERVICE CONTRACTOR; [OJ DEALER
0O TECHNICIAN; [O DISTRIBUTOR
[ PARTS JOBBER
0O MANUFACTURER OF
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New Book for TV-

Radio Servicemen

A new technician’s notebook that
treats twenty basic parts of a television
receiver in a technique for efficient TV
Servicing has been announced by the
Paul H. Wendel Publishing Co., Inc., of
Indianapolis.

The new notebook, authored by
A. C. W. Saunders, director of Saun-
ders Radio and Electronic School, Bos-
ton, Mass., and president of the Radlio
Television Technicians’ Guild, presents
the essentials for rapid TV Servicing by
circuit analysis. This technique was de-
veloped by Mr. Saunders during lec-
tures to thousands of TV Servicemen
throughout the United States.

His technique consists of an analysis
of twenty basic circuit points that are
described in texts and circuit diagrams
including: design of video amplifiers
for broadband response; control of stage
gain; function of automatic gain con-
trol; tuned circuit response; gain and
bandwidth comparisons; stagger tuning
of i-f stages; parallel effect of grid cir-
cuit on plate load; design requirements
of video detectors; phase inversion
properties of a conventional amplifier;
and many others.

Voltage waveforms and concise data
on proper ion trap adjustment are also
given.

The 44-page notebook, the fifth in the
Television Technicians’ Lecture Bureau
series, measures 8%” x 11”. Copies may
be obtained through parts distributors
or by remitting $1.00 direct to the Paul
H. Wendel Publishing Co., Inc., Post
Office Box 1321, Indianapolis 6, Indiana.

La.-Miss. Chapter of
NEDA Meets in

New Orleans

The Louisiana & Mississippi Chapter
of the National Electronic Distributors
Association convened for a pre-Chicago
Show meeting in Arnaud’s Restaurant,
New Orleans, La., April 6.

Distributors, members as well as non-
members of the Association, were in-
vited to attend the meeting. Keynote
of the session was an informal get-
together for the purpose of discussing
mutual problems. Phases of NEDA's
work in the interest of the parts dis-
tributor, locally and nationaily, were
reviewed to illustrate how the Asso-
ciation works.

Following the meeting a Dutch treat
lunch was served.

Officers in charge included R. K.
Andrews, Central Radio, Alexandria,
La.; William B. Allen Co.,, New Or-
leans; C. E. Davidson, Columbia Radio,
New Orleans, and Bill Kerlin, Shuler
Supply Co., New Orleans.
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RADIO & TELEVISION NEWS
CONGRATULATES...

... Paul Wendel’s Television Techni-

cian’s Lecture Bureau. Service tech-
nicians can keep i touch with the
widespread and important activities
of the Lecture Bureau through the
pages of RADIO & TELEVISION
NEWS.

EVERY MONTH Radio & Television News brings you

* Up-to-the-minute information for the active service technician.
* The latest in radio and television developments.

* Complete technical analysis of new products.

* Avuthoritative studies of new equipment applications.

* PLUS the foremost coverage of the radio and television industries!

‘4) RADIO & TELEVISION NEWS

‘(ICA‘\
On sale at your jobber or favorite newsstand.

ZIFF-DAVIS PUBLISHING COMPANY
366 Madison Avenue, New York, N. Y. MUrray Hill 7-8080
185 N. Wabash Avenue, Chicago 1, lllinois. ANdover 3-5200
815 South Hill Street, Los Angeles, California. Tucker 9213




MADE TO ORDER FOR THE
COMPONENT PARTS TRADE

D Ny

The Permo Line gives you everything you need
to make needle replacements fast, easy and
profitable. You get (1) Handy and accurate
service data, (2) Individual needle packages
complete with (3) Installation tools and acces-
sories with instructions, and (4) Stock-display
and re-order case. See your jobber for fast-
moving assortments or individual needles.

r) E R 'V‘ O, I N(. 6415 Ravenswood, Chicago 26, lllinols

MANUFACTURERS OF "‘FIDELITONE'® ‘‘PERMO-POINT'", AND ‘“‘PERMO’’ PRODUCTS
LONG-LIFE PHONOGRAPH NEEDLES 3 RECORDING TAPE AND WIRE . RECORD BRUSHES




