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TWO SENSATIONAL LOW-COST

RECORD PLAYERS

FOR THE NEW 7-INCH DISCS

NOW!

REG. U.S. PAT. OFF.

COBRA™ EQUIPPED
RADIO-PHONOGRAPHS

“MICRO COBRA" ADAPTER

Yes, here’s the adaptor your customers are looking for! It's
small, compact . . . fits IN the phonograph compartment—
not on top of the cabinet. AND it reproduces the new 7-inch
3314 and 45 RPM records with the superb tone quality of
the world famous Cobra* Tone Arm! That's because this

fATTACHED IN A MOMENT...
\REMOVED JUST AS QUICKLY

latest Zenith triumph includes a specially designed MICRO
COBRA! Its amazingly light needle pressure makes pos-
sible perfect tracking on the 7-inch records, thereby assur-
ing the ultimate in tone quality and virtually eliminating
*Reg. U. S. Pat. Off.

record wear.

Aulomalic RECORD CHANGER
Plays Eight 7-inch 45 RPM Records Automatically!

Every recorded note and delicate overtone is
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reproduced with unsurpassed fidelity. Unit can
be placed on top of radio or mounted—out of
sight—on door of record storage compartment
by special mounting bracket.t Housed in

attractively designed plastic case.
tAvailable Separately.
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Order from Your Zenith Distributor.

ZENITH RADIO CORPORATION ¢ CHICAGO 39,

ILLINOIS



Truly Great Antennas...

@ Standard Model LTCR “The most w idely accépted ard su‘c:cr-ssfully used
antenna for all-round television and FM reception. Thousands of proud
Standard ewners boast the best reception on channels 2 to 13 and FM bands
because of the LTC/R's maximum signal strength.

@ Supergain Model LTD— A double-dec/{ed antenna array proved across
the nation to give highest possible signal gathering strength in the outlying
districts and fringe areas of TV reception. Supergain blankets all 12 television
channels, all FM bands.

Sk\‘bél n Model LHEZThe best high-frequency, high-fidelity antenna
manufactured today! For high-frequency channel reception the Lvte Skvbeam
combines all the proved Lyte features to provide outstanding results on chan-
fels 7 through 13.

DEALERS: Satisfied customers mean more profits for vou. Guarantee max-
imunt performance of the television sets you sell by recommending installation
of Lyte antennas, for 100% brighter, clearer, sharper pictures!
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fter 10 million phonographs—

fter 1 billion records. ..

Comes the new RCA VICTOR system
of recorded music

e
(J()\(y"k'rl LATIONS to our associates, the RCA Vietor Dealers everyvwhere, whose
confidence in RCA Vietor has made possibile this 30-vear marketing achievement.

To them must go much of the praise for these two newest and finest examples
of rescarch and engineering—thie best automatic changer ever built—the
finest record ever made, For, without the assurance of its dealers’ confidence.
no company could undertake any major improvement in home entertainment,

Without the confidence of its dealers in 1923, RCA Victor, founder of
the phonograph and record business, could never have started radio
down its billion-dollar road. Countless other improvements could never
have reached the market if it were not for the great confidence RCA
Victor dealers have in RCA Vietor produets. Include television! lere
is a 50-million dollar RCA investment whieh is today establishiug
itself as another billion-dollar business for dealers aeross the country.

And. what inspires this great dealer confidence? Many things . . . too
many to emmnerate here, But, proof that it is worth having, lies in the
fact that today the RCA Vietor dealer franchise is the most profitable
in the entire industry. With the continuad confidence of dealers and
with the unique foresight of RCA Vietor management, an RCA Vietor
franchise will remain the most profitable in the entire industry.

The new RCA Vietod svstem of recorded music is a shining example of
management’s foresight. With continued dealer confidence the ultimate
profit is inevitable, Work started on the new system in 1939, RCA Vietor
engineers were granted complete freedom of action . . . freedom from
even the major inhibitions, such as non-standardization of record sizes,
and speed of turntables. Engineers had but a goal . . . to
produce the finest changer and record ever coneeived.

The customers” dollars will prove that these engineers reached their goal,
The new RCA Victor record and changer constitute the sensible, modern,
inexpensive way to enjoy recorded music. The product is ready . . . the public
is readv. A demonstration. more than ever before, means a “close.” Its advantages
will eventually make it the only way to play music in the home.

Meanwhile. RCA Vietor will continue to provide its dealers with 78 rpm records
and reeord plaving equipment. ‘This per.od is not one of revolution but one of
transition. There will be plenty of time for all dealers to adjust their inventories
in making wav for this new. improved, more profitable produet.

To welcome change is to show a keen awareness of the principal factor lying
behind all of our country’s industrial progress. That factor is the constant striving
of the American public to owen something finer. In this light, the new RCA Vietor
svstem of recorded music will flonrish, To RCA Vietor’s dealers. whose confidenee
makes such progress possible. will again go a rich reward of
bigger profits through continued high turnover.



Greater \
\/ariefy for
Greater Sales !

you can offer your
customers the new RCA
Victor system in their choice
of 7 magnificent instru-
ments all (except the

Model 9EY3 —Smartly stvled.
compact RCA Victor Plaver in
a rich maroon plastic’ cabinet
with distinetive.  gold-colored
irim. tlere is a complete phono-
graph to offer vour customers
the advantages of this new sys-
tem at an amazingly low price.

THE MUSIC YOUR CUSTOMERS
WANT IS ON THE NEW
RCA VICTOR 45 RPM RECORDS

The Music Your Customers Love
Best, by their favorite arfists,
is on the new RCA Victor rec-
ords. This list is but a small
sampling to give you an idea
of the variety available in the
introductory library. Additional

Model 9TW333 —52-square-inch RCA
Victor Eve Witness Television, FM-AM
radio. 78 rpm automatic ehanger for 10-

attachment, of conursc) with
the exclusive RCA Victor

standard top-selling favorites
and current releases will be

egs 41 - / ; added regularly.
Golden Throat™ tone ‘ and [2-inch records, plus the new RCA =
system, Victor svstem of recorded music. Walnut
o . gl RED SEAL ALBUMS
mahogany or blond finished cabinet with
' ; - BOLERO (Rave)—Boston Symph, Orch., Serge
B S - generous storage space for T-inch records. Koussevitzky, Cond. WDM.1220

Model 9W105—A console with
AM and statie-free FM radio with
a powerful 12-inch speaker . . . 78
rpm record changer plus the new
RCA Victor svstem of reeorded
music. Mahogany. walout or blond
finished cabinet has ample storage
for records . . . 7., 10- and 12-inch.

Model 9W 101 —Superh FM-AM
radio . . . and the new RCA Vietor
svstem of recorded music. Rich
traditional cabinet of attraetive
walnut or lovely mahogany finish.
Storage for 210 singles or 24 al-
bums . . . more than 38 hours of
this great new listening pleasure.

The new RCA Vietor system is the modern,
inexpensive way to enjoy recorded musie. It
offers more advantages and enjoyment than
does any other type of record or record playing
equipment. The advantages start with low cost
and run a course of conveniences never before

Model 9W 103 — FM and AM
radio, a big 12-inch speaker, plus
the exeiting new RCA Vietor svs-
tem ol recorded musie. Beautifullv
fintshed in limed oak, walnut or
mahogany, the cabinet stores 33
hours of recorded music— 189
singles or 24 of the new albums.

Model 9JY — Easily atiached
to any make set, this fully auto-
matic new RCA Vietor Plaver
brings vour customers the new
distortion-free recordings—50-
minate programs without need
of attention—at a new low price!

Model 9Y 7—The most amazing
table combination ever oftered.
lmagine . . . an automatic rec-
ord changer powerful
Standard Band radio plus stor-
age space for as manv as O
playing sides—all in one com-
pact table model. Finished in
walnut, mahogany or blond.

heard of. The enjoyment siarts with a distor-
tion-free record and continues with exactly the
music your customers want when they want it.
This combination of advantages and enjoy-
ment has been caleulated 1o best suit the de-
sires of the grealest number of your customers.

@~ n0A | 70707

DIVISION OF RADIO CORFORATION OF AMERICA

CONCERTO Ro. 1, IN B-FLAT MINOR, Op. 23
(Tchaikovsky}=—Artur Rubinstein, Pianist, with
the Minneapolis Symph. Orch., Dimitri Mitro-
poulos, Cond WDM-1159

PIANO MUSIC OF MENDELSSOHN — Viadimir
Horgwitz, Pianist WDM-1121

ROMEQ. AND JULIET (Overture.Fantasia} (Tchai-
kovsky)

COLAS BREUGNON: OVERTURE, Op. 24 (Ka-
balevsky) (fina) side)—Arturo Toscanini and the
NBC Symph. Orch. WDM.1178

SLEEPING BEAUTY, THE (Music from the Bal.
let} (Tcharkovsky)—Lecpold Stokowski and hss
Symph. Orch, WDM-1205

RED SEAL SINGLES

AH! SWEET MYSTERY OF LIFE (Young-Herbert)
INDIAN LOVE CALL — (Harbach-Hammerstein
11-Frimi}—Jeanette MacDonald, Sop., and Nel-
son Eddy, Bar., with Nathaniel Shilkret and
Orch. 49-0200

AUFENTHALT (Schubert}

AVE MARIA (Schubert) —Marian Anderson
Contr., with ¥Franz Rupp at the Piano 49-D136

BECAUSE (Teschemacher-d'Hardelot}

BLUEBIRD OF HAPPINESS (Heyman-Davies.
Harmati)—Jan Peerce, Ten., with the RCA
Victor Orch., Sylvan Levin, Cond. 49-0135

CARMEN FANTASIE {Based on themes from 8i.
zet's “Carmen’) (Waxman)—Jascha Heifetz
Violinist, with the RCA Victor Orch., Donald
Voorhees, Cond. 49-0130

HUNGARIAN RHAPSDDY No. 2, IN C.SHARP
{Liszt)—Alexander Brailowsky, Pianist

49.0262

COUNTRY AND WESTERN

ALL-TIME HITS FROM THE HILLS—Eddy Ar-
nold, The Tennessee Plowboy, and his Guitae
wP-195
MY HEART WENT THAT-A-WAY
ND CHILDREN ALLOWED —Roy Rogers, Voc.,
with Country Washburne and his Orch. 48-0028
ROOTIE TDOTIE (V.R.)
TENNESSEE WALTZ (V.R.)—Pee Wee King
and his Golden West Cowboys 48.0003

MUSICAL SMART SETS

DOWN MEMORY LANE—Vaughn Monroe and his
Drch, WwP.202
THEME SONGS — Tommy Daorsey; Tex 8eneke
Freddy Martin; Vaughn Monroe; Wayne King;
The Three Suns; Sammy Kaye; Larry Green
weP-217
YOU AND THE KIGHT AND THE MUSIC—Tony
Martin, Voc., with Earle Hagen and his Orch
wP.203

POP CLASSICS

STUDENT PRINCE, THE (Donnelly-Romberg) —Al
Goodman and his Orch.; Mary Martha Briney
and Frances Greer, Sopranos; Donald Dame,
Ten.; Earl Wrightson, 8ar., with The Guild
Choristers WK-8

POPULAR SINGLES

ALICE BLUE GOWN—waltz
SMOKE GETS IN YDUR EYES—Waitz—~Wayne
King and his Orch. 47-2718
BECAUSE
IF YOU HAD ALL THE WORLD AND 1TS GOLD
Perry Como, Voc., with Russ Case and s Orch,

47-2728
DANCING TAMBOURINE
STUMBLING—The Three Suns,
Instrumentatists 47-2756

“Vietrola™ =", M. Reg. L Far Of.

ONLY HCA YICTOR MARES THE VICTROLA



Auto Television

Following experiments with televi-
sion installations in private automo-
biles, Walter H. Stellner, vice-president
of Motorola, Inc., considers such use
of television entirely feasible. He ex-
pects mobile television to become com-
monplace, as police cars, buses, trains,
and boats are made to take advantage
of the possibilities inherent in this in-
stant medium of visual communication.

However, Mr. Stellner is emphatic
about Motorola’s stand on front-seat
television, stating recently that his com-
pany is “firmly opposed to installation
of automobile television sets which
can be seen by the driver.” In an ef-
fort to cooperate with agencies like the
National Safety Council, Motorola is
recommending installation of television
sets for rear-seat passengers only. The
firm’s interest in the matter stems from
successful experiments with a Motorola
television installation in a Chicago taxi-
cab last June. Following these experi-
ments, a Milwaukee radio amateur put
a Motorola set on the dashboard of his
car. “Milwaukee authorities promptly
passed an ordinance against such in-
stallations, a move with which we are
in entire accord,” Mr. Stellner said.

Radio Campaigns

Running for two weeks, February 27
to March 12, the lowa Radio In Every
Room campaign resulted in a 50 per
cent increase in sales. The upswing
in sales which every prior campaign
had netted prompted the campaign
planners to make the drive vne which
blanketed the state rather than confin-
ing it to one city in lowa. Dealers, dis-
tributors, press, radio and allied in-
dustries cooperated to hammer home
the theme of the campaign. Using win-
dow displays, posters, and banners.
dealers utilized key department stores
and smaller outlets. Broadcasters used
spot announcements and special pro-
grams. The Press Association of lowa
made available for state newspapers
editorial material, advertising mats, and
news releases.

Taking a leaf from the buok of
lowa’s radio dealers, 500 retailers and
their salesmen from Nebraska met in
the Hotel Paxton, Omaha, on March
16. to continue sparking the state of
Nebraska’s Radio in Every Room cam-
paign. Under the sponsorship of the
Nebraska-lowa Electrical Council. this
latest drive got underway on March
20 and ran to April 3. As in the case
of lowa. Nebraska’s participants in the

campaign pushed window display and
tie-in advertising. State press associa-
tions also lent cooperation with mats
and special editorial features. Radio
was, on the whole, getting continuous
sales boosts from grass roots areas in
many sections of the country.

High Frequency Fracas

Zenith’s ad campaign, which got roll-
ing in early March, shook the television
industry to its foundations, and seemed
to blow off, rather than lift, the lid on
the television obsvlescence question.
Basically the firm’s advertising seemed
to claim that its television receivers
were the only sets which could receive
new, ultra-high frequency channels—if
and when the FCC permitted their use

without the use of a converter.

Reaction to the Zenith ads was quick
and explosive. Most of the industry was
dismayed, taking the position that cus-
tomers usually had a difficult time mak-
ing up their mind to buy television
sets without throwing in the scare of
obsolescence. One midwest reaction
was contained in the Detroit News,
which went into a lengthy explanation

of VHF and UHF and summarized by
stating that anyone in the Detroit area
who denied himself and his family the
thrill of television while waiting for
frequency changes might grow old and
grey waiting for changes that might
never come.

Compelled to address a letter to deal-
ers as a result of inquiries from all
parts of the country, Ross D. Siragusa,
president of Admiral Corp., hastened
to allay dealer fears. Disclaiming any
possession of a crystal ball, which
might help him predict television's
future. Mr. Siragusa did, however, as-
sure the firm’s dealers that Admiral
receivers were in no more danger of be-
coming obsolete than any other well-
engineered standard make. He further
pledged himself to keeping Admiral
products in this position.

In reply to the storm his frrm’s ads
had stirred up, H. C. Bonfig, vice-presi-
dent of Zenith Radio Corp., made a
statement on the whole matter before
the Radio Manufacturers Association,
sitting in annual session in Chicago on

(Continued on page 10)

The first console incorporating the new RCA 45-rpm. record changer gets a close

inspection. H. G. Baker, general manager of the firm’s home instrument depart-

ment, and Harold Emlein, manager of the Indianapolis plant, examine the initial

cabinet with the new music reproduction system as it comes off production lines.
A second drawer has the radio. Storage space is on either side.
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March 17. Mr. Bonfig suggested the
whiskers be taken off the question of
television obsolescence and that the
facts as they are be faced. Then he
recited the need for more channels than
the present 12 VHF ones, the reason
for the FCC freeze, and Wayne Coy’s
estimate of the need of from 50 to 70
channels for a nationwide competitive
television system. Mr. Bonfig estimated
there would therefore be needed 38 to
58 new UHF channels to supplement
the present 12 VHF channels. He again
quoted the FCC on the probable assign-
ment of both VHF and UHF channels
in the same city. With the freeze due
to end in April or early May and pos-
sibility that UHF channels may have
to be assigned to applications now
pending in VHF, Mr. Bonfig was of the
opinion that manufacturers should
move quickly toward providing sets
which would bring in both VHF and
UHF channels. At the same time he
felt any channel assignment changes
should be made now, before additional
millions of television receivers were
purchased which would tune in only
present channels.

"RMA Takes Hand

An “objective, orderly and construc-
tive” preseatation of full information
on television, including not only pres-
ent broadcasting service and receivers
in the VHF channels but also in the
UHF channels was voted by the RMA
board of directors at the Association’s
Spring Conference in Chicago, March
15-17. In voting for the public rela-
tions program to give the public, gov-
ernment, trade and all other interests,
complete and accurate information re-
garding TV broadcasting and receiving
sets, the board instructed President
Max F. Balcom to appoint a special
committee, widely representative of the
manufacturing industry, to determine
and direct the Association’s TV public
relations project. Substantial funds
were immediately voted for the work,
and the information program is ex-
pected to be started in the immediate
future.

Such a program was first broached
by Paul V. Galvin, Motorola’s president
and past RMA president in late Feb-
ruary, immediately following presen-
tations by RMA to the FCC’s February
18 hearing. RMA’s recommendations
at that time included removal of the
freeze on new television stations, exten-
sion of TV service on the 12 VHF chan-
nels, and prompt allocation of future
UHF ‘channels. RMA felt nationwide
television service would thus be pro-
vided quickly, with a minimum of over-
lay between VHF and UHF services
and with the same standards for both
services.

10

MICHAEL L. KAPLAN

“We need a code of practices to fit
the singular requirements of TV set
manufacturers. We need a code of
ethics as a standard for all and by
means of which we can prevent, by
unified action, the transgression of any
one firm which will hurt us all; for, as
manufacturers of a product to be used
by the public, we have a high duty to
the public.” Thus spoke Michael L.
Kaplan, president of Sightmaster, and
president-elect of the newly-organized
Television Manufacturers Association,
to the 20 representatives who had
gathered for the organizing meeting
at the Advertising Club, N. Y., last
month.

Pointing out that the television in-
dustry has grown so fast that “grow-
ing pains” have sometimes impeded its
progress, Mr. Kaplan felt the time was
ripe for removal of all hindrances to
the industry. Already as early as five
years ago, he felt, it was obvious that
the television broadcasting industry
was so aware of TV’s difference from
radio that it realized a radio association
could not represent the new medium.
He felt many were aware that televi-
sion and radio do not mix in manufac-
turing and merchandising. Despite this,
he pointed out, ancient radio practices
unsuited to television have been al-
lowed to blight the new industry.

Radio price-cutting, radio warranties
and "service contracts which were a
poor fit for tie-in sales and linked TV
to unwanted products, and careless
bandying of technical and scientific in-
formation were some of the points Mr.
Kaplan referred to. Indicating it might
have been far better if television man-
ufacturers had started out entirely
divorced from radio, he further stated,
“ ... we appear to have inherited all
the bad, but none of the good prac-

New TM Association Formed

Characteristic of the new energetic
outlook in the television manufac-
turing industry is Michael Kaplan,
left, who is president-elect of the
newly-formed Television Manufac-
turers Association, now officially
incorporated under the laws of New
York State. Mr. Kaplan, former all-
American football star, is president
of Sightmaster Corp., and is the

moving spirit behind TMA.

tices. If we had started as a new indus-
try, by now we would have had our own
organization, and this meeting would
not be necessary.” The response to the
call for the meeting indicated, he felt,
that the television industry must be
handled by a concentrated and exclu-
sive effort .concerning television set
manufacturing, and nothing else.
Emphasis on what concerted action
such a television manufacturers group
might take was brought home by an-
nouncement at the meeting that Sight-
master Corp. and Empire Coil Co., Inc.
were instituting a suit in Supreme
Court, N. Y., in which damages of one
million dollars—$500,000 on behalf of
each plaintiffi—was sought from Zenith
Radio Corp. for alleged damages to all
phases of the television industry result-
ing from Zenith’s recent television ads.
Attending the meeting at which the
aims and purposes of the new organ-
ization were enunciated, and at which
positive steps to further those aims
were demonstrated by the announce-
ment of the Zenith suit, were Irving
Kane, Royal Television Corp.; Robert
G. Kramer, Remington Radio Corp.;
Joseph Green and E. M. Cohan, Trans-
vision, Inc.; E. B. Hinck, Industrial
Television Co., Inc.; Herbert Mayer
and Alma Schmidt, Empire Coil Co..
Inc.; Milton Grudin, Jack Sombers,
ind Miles Breger, Mars Television,
Inc.; Lloyd S. Howard, Bobley Co.;
Lee Bunting, Bell Television, Inc.; H.
V. Nielson and R. M. Keator, Nielson

. Television; W. Schuck, Taybern Equip-

ment Co.; Robert Erlichman, H. Roy
Penzell, and P. Pokrass, Tele-King
Corp.; Henry Weintraub, Major Tele-
vision; W. R. Rich, International Tele-
vision; Mitchell Fein, Starrett Televi-
sion; Joseph Snaider and Michael
Muckley, Snaider Television.

Radio & Television JOURNAL ¢ April, 1949







shackles of humdrum existence will
send millions of people scurrying from
their homes by plane. train, and boat.
by automobile, bicycle, haywagon and
jeep, and even on foot. Week after hot
week, the populace will flock from
city to country, from country to city.
seeking out favorite hideaways at the
seashore, in the hills, on the farm, and
along the shores of cool lakes. These
vacationists will keep the dealer’s sum-
mer market alive with unusual de-
mands until the frosts come and the
summer holiday is over. But during
these torrid months the dealer should
take a great deal of pains to see that
items from his store are mingled with
the luggage and equipment that vaca-
tionists bundle along with them on
neir holiday. For the approaching sea-
son will provide a hungry market for
a special type of dealer item—pori-
ables,
All the Family

There’s Mother, for instance. With
many daytime hours to fill with pleas-
antries, she has grown accustomed to
playing favorite records when the ra.
dio becomes a little wearisome. Even
the children cherish their favorite kid-
die albums. And you can bet your
bottom dollar that there will be pres-
sure from them to squeeze those fa-
vorite records into the back of the
car along with a new portable phono-
graph when vacation time rolls around.
Bigger Brother will remember he can’t
follow the diamond play of his “Giants”
or his “Bums” unless he has a com-
pact radio to tuck under his arm or
sling over his shoulder when he’s off
in the hills. Even Dad may care for a
little music while he dozes under his
hat and waits for the fish to bite at
his favorite lakefront spot.

Sis, on the other hand, knows she

12

NYSPIX—Commerce
Whether at Lake George, N. Y., above, or on the California beaches, vacationists
like to have their entertainment always at hand.

and her bobbysocks friends can’t al-
ways rely on juke boxes for their dance
music, or she’s “gone”™ on a portable
radio for emergencies. Music—under
bright stars and a soft moon, or for
jive addicts on a village green, or even
at a couniry hoedown—usually requires
a portable radio of some kind. And
where the radio doesn’t fill the need.
the portable phonograph does, provid-
ing appropriate jazz, folk songs, dance
rhythms, or classical pieces to fit the
occasion.
For the Camper, Too

Even the camper is not excluded
from this summer vacation portables
market. Like his friend down the block.
who went off with his family on an
informal vacation trip, the camping en-
thusiasi. whether he goes to an or-
ganized camp or takes an impromptu
jaunt into the mountains with a bunch
of friends, also likes to follow the
diamond doings in the major baseball
leagues. Radio programs have many
times taken their toll in undivided
interest. all of which means that even
campers, out roughing it. refuse to be
cut off from their favorite adventure
stories,

Like the schools which use radio to
teach, progressive counsellors are put-
ting the radio to work taking over some
of the instruction chores. And even
after the formalized program of the
day, and the story-telling hour in the
evening, there is still plenty of time
in camp for enjoyment of the radio.
either in groups or according to individ-
ual tastes. The camper may want to
get away from his routine chores, but
he still enjoys his favorite entertain-
ment when it is brought within reach.

And camp is an ideal place for an-
other piece of portable equipment, the
wire recorder. For the harried counsel-

lors who cannot cram all the instruction
necessary into their summer camp pro-
grams, instruction recorded on tape
can put a class through a crafts lesson
while another class in swimming or
nature lore study goes on at the same
time elsewhere.  This same wire
recorder has another important chore
that it can perform. not only at camp
but in any vacation spot. It can record
for the future the memorable experi-
ences of the holiday period. For the
camper it can capture the flavor of the
council fire ceremonies and the story-
teller’s gift. It can record the high-
lights of an amateur night at a dude
ranch, or the harmonious strains at a
songfest, People  are  sentimental
enough to want to play back these ex-
periences on the recorder. 1o recapture
the enjoyable hours of vacation time
during the long winter evenings. And
people are practical enough to buy
those items which will provide such
sentimental pleasures,

Summer really opens up a wide and
limitless market for the dealer’s port-
able equipment—radios, phonographs.
and wire recorders. It is up to each
and every dealer to find ways and
means of selling to this vast. sprawling.
and profitable market.

Summer Merchandising

To do this every dealer will have to
sharpen his merchandising tools and
put them to seasonal work. Despite
the fact that the radio and television
industry broke all sales records last
year with a greater than $750 million
volume, radio receiver sales were off by
20 per cent in comparison with 1947,
This means that television has gained
sales momentum and that, although
there is still a wide market for radios.
only strong merchandising measures
will take the profits out of that mar-
ket. This means, too, that the dealer
will have to make a serious, deliberate
pitch for the radio market. And, since
there is a natural demand for portables
in the summer season. every dealer
would be wise to concentrate his mer-
chandising on portable radios—along
with  phonographs and
during that time,

Portable radios, phonographs, and
wire recorders have been given the
advantages of the newest look, featur-
ing novelty styling, compaciness, and
wide utility. Every dealer has his
share of the crop of new portables,
which continue 1o flow off manufac-
turer’s  production  lines. Of the
16.000,000 radio sets made last year.
for instance, 17 per cent, or 2.114,133.
were portables. Of the 10 to 12 million
radios expected 1o be manufactured
during 1949,. portables will comprise a
percentage close to what they hit last
year. For the dealer, those 1949 port-

recorders—
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ables which have already reached his
shelves will make ideal novelty dis-
plays.

Using late portable models along
with  manufacturers’ merchandising
kits. the alert dealer can make attrac-
tive sections out of his store. with port-
ables featured and a spotlight center-
ing attention on the merchandise. The
window displays of portable radios.
phonographs, and recorders can be in
tune with the season. Luggage, camp-
ing equipment, appropriate heach. re-
sort and mountain apparel can be unsed
to intensify the appeal of the smaller
items in the radio dealer’s line of
merchandise. Travel burean informa-
tion can be displayed in conjuction
with an array of small sets, and any-
thing a dealer can do to make his store
appear to be a headquarters for
travelers will mean greater profits in
the long run.

Tie-In Merchandising

Not to be forgotien are the possi-
bilities of displaying portable equip-
ment in other shops. Down the street
a luggage retailer may agree to include
a portable radio in his window. or a
camping supplier may include one
among his camp wares and equipment.
In such cases it is a simple matter for
cross-reference of a customer. After an
angler has purchased his supplies in
the camp equipment shop. he will most
likely turn to the dealer whose port-
able he saw in the window if he is in-
terested in a radio.

Direct-mail promotions on portables
can increase volume sales in the smaller
items during the summer, too. Here

again there need be no hit-or-miss
method of directing the advertising

effort. Travel bhureaus, for instance.
have leads on which an aggressive
dealer can work. From a list of those
people who have made inquiry at bus,
railroad. plane and ocean transport
depots. it may be possible to narrow
down a select list of prospects to whom
promotion material can be sent, The
same camp supplier who was coop-
erative about the use of his store win-
dow can also furnizh the names of
customers who definitely will comprise
part of the resort trade in the dealer’s
neighborhood. These prospects should
be immediately placed on any direct-
mail list.
Low Cost Fealure

The most appealing feature of port-
ables. of course, i< their low cost. No
one fails to appreciate the value of
having a piece of merchandise which
provides limitless hours of enjovment
and entertainment that can he hought
for a nominal cost. That iz why parents
will agree to purchases by their chil.
dren. knowing that the pleasure- hoth
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NYSPIX—Commrree

Sell Portables to Sportsmen

American Merri-Lei’s helmet with a two-tube radio is sure to appeal to anglers,
aad indicates the vacctionist market potential for portable sales is almost limitless.

of ownership and piogram enioyment

will repay the cost over and mver
again. Other parents like to see their
children work for pin money so that
they can buy their own <mall set-. en-
courage it. and sometimes contribute
to the project. Parents themselves ever

find that taking a small sum out of

operating expenses ior entertainment
conveniences for themselves is worth
it in the end.

It is this attitude on the part «f po-

tential customers which provides such
a wide market in the summer season.
It is the natural season for portables.
the light. attractive. inexpensive items
which are going to let vacationers carry
their entertainment with them—to the
country. to the mountains, to the sea-
shore. The dealer wha sharpens his
merchandising to this resort trade will
keep his summer sales from hitting
those doleful. depressing. and disturb-
ing skuds,

In the mountains, on the seashore, on sea-going craft, or aboard laurches like the

one below, portable eatertainment equipmert livens vp every gathering. Dealers

should bend their merchandising efforts to seli every prospect during the
vacation splurge.

NYSPIX—Commerce

Sell Portables to Boatmen




DON'T LET TELEVISION SA
TAKE A VACATION . . .

Dealers may inadvertently try to
make television take a vacation. but
there is little likelihood thev will suc-
ceed. Television just isn’t an off-season
industry. Not yet. anywav. It has its
peculiarities during certain seasons of
the year. but it is growing too fast to
reflect any distinctive patterns  or
trends. Except that there is no ques-
tion about its health. 1t is simply
America’s fastest growing industry and
has limitless horizons. And now the
opportunities for selling television to
the countryv’s resort trade is coming
into sharp focus. The television boom,
constantly sparked by wide set sales,
improved programming. and expand-
ing networks. has left its imprint on a
television-conscious  public.  Whereas
vacationers never thought of television
when they packed themselves off for a
holiday before. now television’s impact
is forceful enough to make itself felt
throughout all levels of the travel and
resort industry. Vacationers themselves
may want to cut all home ties for a
spell. hut they want to take with them
their favorite entertainment. And pro-
prictors of resorts. inns, tourist camps,
dude ranches. and seashore and moun-
tain hotels have wisely added tele-
vision to the list of customer whims to
which they annually cater.

The resort husiness is a rambling but
prosperous one. A hazardous  guess
would peg the resort and travel busi-
ness in the county at about $12 billion
annually. Estimates as to the number
of persons who contribute to the volume
figures  are equally hazardous. But
something like 60 million people have
come form of vacation every vear, with
75 to 80 per cent taking a holidav from
mid-June to mid-September. An ap-
proximate 30 million of these people
have vacations with pav. and an esti-
mated 75 to 80 per cent of these take
some Kind of trip.

This prosperous. widely participated
in industry ereates a peculiar market
for television receivers. even while the
normal family market remains undis-
turbed. A look at what happened in
television last year will give dealers an
inkling of what is in store for sales
during the coming vacation period.

Production figures for 1948, May to
September inclusive.  for  example.
amounted to 323,767 television  sets,

14

Already for the first two months of
19149. RMA reports the production of
240,170 television receivers. By long
odds production of telesets during a
comparable  May-September  period
this year will far surpass that of last
vear. In the present state of the tele-
vision industry. production figures are
closely paralieled by shipment figures.
and shipments are a sure barometer of
sales. There is every reason to assume
that television sales will continue up-
ward. The summertime market this
vear. however, will widen the sales
horizons  beyond the normal  home
ownership market. The wise dealer will
take a good. long look ahead at the
sales potential of the resort and travel
market. will single out the variety of
prospects, and will concentrate on sell-
ing this special type of trade.
Second Round Sets

What are some of the unusual fea-
tures of the resort and travel market
so far as television is concerned? There
are many of them. What this particular
industry offers in the way of a special
market for portables—radios,  phono-
graphs. and wire recorders—is covered
elsewhere in this issue. With television,
the vacation field does not necessarily
make portable set sales take up the
slack of a slump in console and table
model sales. Instead it opens up new
vistas for sales of all three tvpes of
television receiver.

Take for example the upper income
or middle income families which al-
ready have television receivers in their
homes.  Countless  numbers  of these
people have summer homes or cottages.
If they don’t own them. they rent them.
Some rent them alone. others in a
group. Are these people in the market
for a second television set? Many of
them are. The game room and recrea-
tion room are common in such summer
homes. Why not a television room?
More often than not. summer homes
and cottages have a houseful of guests.
With television taking on mare and
more significance as an entertainment
medium.  such  guests  would  enjoy
sports and special events coverage in
the comfort of a small television thea-
tre or salon. Portable. console. table.
or even projection sets may be the
answer for those vacationists who want
1o bring television into their summer

homes. and dealers should he alive to
such potential sales.

Just as radios. phonegraphs. and
wire recorders are becoming increas-
ingly popular with families traveling
to all sorts of resorts during the sum-
wer, so portable television will quickly
catch on. Many set owners are in the
market for a second set. particularly
a portable one, and the dealer who
neglects this market may be missing
surefire When the vacation
splurge dies. the sales patential may
disappear.

sSmall Fry Interest

Children in a family have an in-
satiable thirst for television and all it
has to offer. Vacationing families will
have to contend with the constant cries
of the small frv who want to keep up
with the adventures of their favorite
television characters, Older members
of television-owning families will also
be interested in television  eoverage
wherever they are. Dealers will have to
somd out  the individual prospects.
clinching sales whenever pockethook
and desire balance out.

Aside from the family group —where
childven have a strong intfluence on
television buving habits, there is an-
other arca where voung people present
a solid from of opinion which may
benefit dealers in the long run. The
number of hovs and girls who make
an annual  pilgrimage  to  summer
camps. either organized or informal.
dav or continuous. increases  vearly.
Most of these vonngsters come from

sales,
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families where radio has become an
accepted part of their daily lives. and
where television has begun to crowd
radio a little. Those youngsters who
have no sets in their own homes have
at least seen television on a pal's set.
The little folk. then. will demand their
“Howdy Doody™ and all their other
faverite programs<. In anticipation of
this keen interest in television among
their camp groups. progressive  camp
directors and counsellors will prepare
against the time when the hue and erv
feom the voungsters will shake apart
the roof if no television sereen ma-
terializes. In self-defense. as well as in
the interest of sound. whoelesome. top-
wotch  entertainment. camp  personnel
vill be highly receptive to the dealer’s
television sales presentation. ln the last
analysis. telecast programs may be an
excellent replacement for the puppet
~hows  which have become highlights
of special entertainment at camp.
Every Lounge a Screen

In television’s earliest davs. hars.
restaurants, and taverns were the spots
where  television  ownership  first
reached  a  saturation  paint. Publie
viewing of television became a national
habit. Now that the habit has tken
firm hold on the public. dealers should
not rest until every hotel. every resort
extablishment.  every roadside  tavern.
inn. tourist cabin. dude ranch, or over-
night resting place has some form of
television to offer its guests,

During the fivst spurt of «ales to
public places. the eream of the pros-
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pects was skimmed off. What was at
one time a saturation point for public
establishment sales has been changed
by the widespread use of television by
individuals. Not evervhody wants to
settle in bars to watch television any-
more. Couples and  families like to
gather in a homey atmosphere to
wateh telecasts. The hotel that bought
a set for the bar the first time around
may now be in the market for ad-
ditional ones for lounges. even for
some of their suites, The roadside
tourist camp may also have bought a
receiver for the bar long ago but now
is interested in providing a set for the
main recreation roonm. or even remote
control units for individual cabins. The
prospective  customers  for consoles
table maodels. remote control sets. port-
ables. and even projection sets is only
limited by a dealer’s initiative and the
drive he puts into his merchandising,

For a Prosperous Summer

While making his special appeal to
the travel and resart market. the dealer
must never  forget the stav-at-home
market. Every dav. week in and week
out. converts to television are hurdling
their last major obstacles and are con-
cluding purchases on television  sets.
walking into a dealer’s shop and put-
Last
vear television's surge provided holi-
day sales of this sort. and. judging
from the steady march of the medium.
sets will continue 1o sell.

Like other consummated sales.
do no: just hap-

ting their money on the counter.

how-
ever. televisjon sales

1919

pen. Dealers must keep up an active
harrage of sound merchandising. shoot-
ing at every potential customer every
time there is an opening. For the sum-
mer season the dealer can take ad-
ditional steps to make his sales spurt.
Just as with portable radios. phono-
graphs. and wire recorders. dealers
can keep a close check on vacationers
in his community. Those wha are pros-
pects for portable television sets should
be approached. Running a display of a
portable television set in a window
featuring camp supplies. resort and
beach apparel. dude ranch elothes, and
other summer supplies may very well
steer prospects to a dealer’s store.
A\bove all. the appropriate use of
attractive.  stimulating  and  effective
window displays will help every dealer
make point-of-purchase  mer-
chandising techniques pay off. All sum-
mer the displavs can be changing,.
both window and interior special fea-

those

ture corners. Radio. newspaper. and
even television advertising can do a

great deal toward giving summer sell-
ing the punch it needs.

The holiday monthse open up a vast
playland market for television, one the
dealer cannot afford to ignore. Tele-
vision has no time for a vacation. 1f
dealers let television sales take a vaca-
tion it will he because they have packed

sound  merchandising in a bag and
have gone on a vacation themselves.

Which would not be so goad. for the
tough buver’s market may make the
vacation a permanent one,

15



Here's How Your Customers

Are Buying Television . . .
These Recent Surveys Will Help You Plan Your Sales

Among the earliest surveys into tele-
vision ownership was the one con-
ducted by the Newell-Emmett Company
in Videotown, population about 50.000
and located in New York City's hinter-
land (See “Television Town: America”
in Radio Journal, September. 1948).
Before manufacturers, distributors, and
dealers were digesting and applying the
findings of Newell-Emmett's study on
this test community. the company’s re-
searchers were at work exploring the
buying motives and viewing habits of
television buyers. Recently the results
of this second visit to the secret “‘guinea
pig town” were divulged. and dealers
should pay particular note to the find-
ings, using the facts to guide their
selling.

Whereas, for instance. Dad had been
the chief instigator of television re-
ceiver purchases, other members of
the family have been exerting pressure
to buy. It is common knowledge that
children exert considerable pressure
on parents. Mather. however, is the
chief source of opposition to huying
TV in one out of five homes,

STEPS BEFORE PURCHASE

CHECK  DIKUSSED SMOPPED  READ N’Cl"(l’
ADS WITH  AROUND ULITERA®
OWNERS TURE

DEMC"

Chart Courtesy of Newell-FEmmett Ade.

What the survey diselosed about the
buying pattern of TV was revealing.
Special events like the political con-
ventions had sufficient pulling power
to close sales in one-fifth of the pur-
chases.  Most  buyers. however. had
viewed television for close to a vear
before buving. either in taverns. at
friends” homes. or during frequent
visits to dealers. The lower the income
bracket. the longer the exposure to the
medium  before the final purchase.
Once prospects made up their minds
to buy half of them completed the
purchase within two weeks.

16

Large Screen Preference

Although the upper income brackets
comprised the predominant purchasers
of large screen sizes, price rather than
preference accounted for this fact.
Sixty-two per cent of pnrchasers of
7-inch screens admitted their choice
was directly tied to what their pocket-
books could afford. Thirty-one per cent
of purchasers of 10-inch screens ad-
mitted price was the deciding factor.
On the other hand. 10 per cent of
12-inch screen buvers and none of the
purchasers of 15-inch screens and
larger mentioned price as a deciding
factor in their decision.

So far as listening habits and size
of television audiences are concerned.
94 per cent of all sets are used every
day. while the average length of time
sets are used totals four hours. and
the number of persons in the home
audience comes to four. These figures
are based on owners’ estimates and
actual usage mayv run around 86 per
cent on any given dav. for as long as
three hours, with three people viewing.

Living Habits Changed?

Length of ownership has little influ-
ence on the use of television sets.
Eighty per cent of Videotown owners
who purchased receivers in early 1917
used their sets on any given day. com-
pared to 88 per cent who purchased
~ets during later periods. Time bheing
~pent at home has heen affected by
television  set ownership,  Forty-three
per cent of families in the upper
bracket claim more company drops in
while 31 per cent of lower income
groups find the number of visitors on
the increase. The bonds of family in-
terest have been cemented by television
set ownership among 35 per cent of
Videotown's lower income group. and
in 20 per cent of the upper income
groups.

More and better  programs  have
sharpened rather than dulled owners
interest in the television medium. Three
out of four television owners in the
hinterland survey town look ahead and
plan their entertainment by checking
program schedules and special events.
A preponderant number of present set
owners would advise friends to buv a
set. too,
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Another Part of the
Television World

How much do television set pur-
chasers shop around hefore buying?
What influences play a major part in
prompting people to visit stores and
buy sets? How have television set own-

WHERE FIRST SEEN ?

.

64%
i s
—

FRIENOY TAVERNS DEALERS

ade 0

PR

ALL
OTHERS 5"

Chart Courtesy of Newcll-Emmett Adv,

ers influenced others to buy sets? An-
swers to these questions have bheen
revealed in another survey, this one
conducted by House Organs Associ-
ates. New York City. In the main it
substantiates the Newell-Emmett sur-
vev findings. House Organs Associates
checked home television set owners in
New Hyde Park. Long Island. an area
about four square miles in size. where
persons interviewed own their own
homes—homes which have an average
market price value of about $1.1.000.

\s to shopping around. it was found
that about 45 per cent of Hyde Park
TV set owners visited at least three
television dealers bhefore buving their
~ets. Four per cent visited two dealers.
Of the remaining 51 per cent which
hought set< in the first store visited,
three-fourths were influenced to go to
the~e dealers hecause friends and rela-
tives had bought there. The remainder
had invariably gone straight to a dealer
from whom they had made previous
purchases of radios and home appli-
ances.

What

stores?

prompted  buyers to go to
Sixty-five per cent of those
interviewed claimed seeing sets operat-
ing at the homes of friends. neighhors,
and relatives. or hearing other people
describe certain telecasts prompted the
initial visit to shop for a set. Nearly
20 per cent attributed their interest
in television to seeing telecasts in bars,
hotels. or other public places. The
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Even though the women in
this family are enthused
over their television set,
women as such are, never-
theless, the ones dealers
have to sell on the new
medium, In one out of
every five families ques-
tioned in Videotown,
Mother was the chief
source of opposition fto
buying TV,

remaining 15 per cent had various
stimulating factors, such as having a
vital interest in radio and television,
having a desire to try something new.
and being attracted by demonstrated
sets in store window displavs,

A Real Influence

How have set owners influenced
others in regard to television set buv-
ing? A great deal, according to the
House Organs Associates survey. Of
all the owners interviewed. some 32
per cent were certain they had influ-
enced the later purchase of sets by
friends. By having these friends in to
see various telecasts. thev reasoned.
they had encouraged the eventual pur-
chase. As many as three friends, in
some instances. hought sets following
repcated home demonstrations hy well-
wishing friends. Of course. selling
power of individuals was directly re-
lated to their range of acquaintances
and to their sociability. People who
rarely have a friend in to visit have no
opportunity to demonstrate a set. On
the other hand. an owner who is al-
wayvs having a party or a houseful of
guests for some reason or other can
demonstrate sets repeatedly. Among
these people who customarily have fre-
quent visitors. those interviewed at New
Hyde Park were convinced that they
had been responsible for the purchase
of at least one <et apiece.

ARE OWNERS HOME MORE ?

T

LOWER MIDDLE UPPER
INCOME INCOME INCOME

Chart Courtesy of Newell-Emmett Adr.
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Current Trends in TV Buying Habits

Representing a sampling of the two and one-half million =ubscribers to
The \merican Magazine. 1,063 respondents to a magazine questionnaire
gave pertinent information on television habits applicable to December.
1948. when the survev was completed. Of these respondents. it was found
that 3.2 per cent owned television sets. with 96.8 per cent still non-owners.
Highlights of the survey are contained in the tables below.

BUYING INTENTIONS OF NON-OWNERS

Will buy in 1949 22.5%¢

Will not huy . 23.1

Don’t know 504
TYPES OF SET PREFERRED

Combination 33.8¢

Table model e R B X .

Consale s 10.4

Don’t know 36.0
SIZE OF SCREEN PREFERRED

FORNCD e sesrssse s sssreses s e 27.1¢

e 15,0
107

12-inch or larger
7-inch
Projection 1Vpe e
3-inch
LD TS TR T R YT OO | )3

PRICE PROSPECTS EXPECT TO PAY
Lerse than STOO e ssssssen
STO0-STOD e cssrsersrr s rseesnes
£200-8299
S300-8399
S100-$199 .
L300 OF IMOTE e s
Don’t know

*REASONS FOR NOT BUYING
Can’t afford
=ets will be improved—will wait
Sets will he cheaper
Not interested in present programs
No need for additional entertainment
lack space for set in home
Al other reasons e e s 9.5

* Based on 232 answers to this question.




TV Sales by Rental

Samuel Elovitz. manager of the
leased television department in the
Summerfield Co. department store, Bos-
ton, Mass.. recently put in operation
a new method of increasing television
sales. He made available for rental
such standard television sets as Phileo.
Motorola, RCA Victor, Zenith, and Ad-
miral. Offered 1o customers at the rate
of 81 per day. with a minimum of 15
days rental and customer responsibility
for willful or accidental damage, any
such patron keeping the set for 90 days
and deciding to buy was offered the op-
portunity of applving the rental pay-
ments to the purchase price. Customers
interested in renting a set with large
screens paid more, $1.50 being the
charge for a 10-inch screen.

Big TV Volume

Television should account for busi-
ness activity totaling more than a bil-
lion dollars in 1949, John K. West. vice-
president in charge of RCA Victor pub-
lic relations. recently told members
and guests of the American Manage-
ment Association at a television session.
Mr. West stressed the importance of
the industry in maintaining the eco-
nomic strength of the nation in the
future, and indicated that American
Management had a great responsibility
in making the American economy work.

Citing the industry estimates of an
annual production rate of about 5.000.-
000 television receivers by 1953, Mr.

VETERANS ALWAYS GIVES YOou MORE

Let’s speak frankly
on the subject of

TELEVISION

Yes
we do give

DISCOUNTS

we meet

ALL COMPETITION

and do even better

CASH OKR TERMS

VETERANS

HOUSEHOLD APPLIANCES
238 HUGNENOT ST. NEW ROCHELLE 2.0310

Just « reminder of what dealers
are up against in television. and
a caation that sound, aggressive
merchandising cannot be relaxed
for even an instant.
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A "Portable” Display With Zip

“Don’t touch that portable! 1’s not luggage, but my traveling compan-

e

fon!” is what this lady is telling the porter. Both figures look big and
real as life. A close look, howerer, will confirm the fact that this is an
RCA portable display rwith plenty of sales appeal. Designed for floor or
window locations, the multi-colored. life-size unit can support any port-
able radio. Displaved here is the firn'’s aluminum and plastic “Globe
Trotter.” For dealers who are seeking ways and means of capitalizing
on vacationers’ desire for portables—discussed on pages 11 to 15 in this

issue

lere is an example of how a display in tune with the portables

£ season can do an aggressive merchandising job.

West indicated the huge bite the in-
dustry wenld thus make on other mate-
rials in the economy. He estimated this
annual receiver production would re-
quire annually 200 million pounds of
steel, 17% million pounds of copper.
40 million pounds of aluminum. and.
for picture tubes alone. 83 million
pounds of glass. Wood required for
television cabinets. at that annual pro-
duction rate. would come to over 103
million board feet. As an advertising
force. television will also make a great
contribution to the economy. Mr, West
indicated. In less than two years. ad-
vertisers have inereased by 2.500 per
cent. and $25.000.000 i expected to be
spent by advertisers on television this
vear.
TV “Synchronization™

A\ method of reducing interference
between stations on the same television
channel has been developed by the Na-
tional  Broadeasting Co. Known as
television carrier synchronization. and
deseribed by Rav D, Kell. TV section
head of the RCA lLaboratories, Prince-
ten. N. J.. in a paper titled. “The
Svochronization  of  Television  Sta-
tion<.” and delivered before the recent
convention of the Institute of Radio
Engineers. the system is working be-
tween New York and Washington tele-
vision stations and between NBC sta-
1ion= in Cleveland and Detroit.

Interference is due to characteristics
of the troposphere, or upper air masses.
which cause TV signals to be refracted
over Jong distances. As a result. in
certain localities—chiefly fringe areas
of television reception—several trans-
mitting  stations are received simul-
taneously. The interference shows up
on  screens  as  “Venetian  Dblinds.”
Amount of interference depends on
the strength of the interfering signal
and difference in carrier frequencies.

By installing permanent synchroniza-
tion equipment in Wilmington. Dela.,
signals from New York and Washing-
ton stations are compared electronical-
Iv at the output of two radio receivers
located in Wilmington. Frequeney dif-
ferences are registered by a tone car-
ried over telephone lines. The fre-
queney shift of this tone is utilized to
keep the New York transmitter “syn-
chronized”™ on the same frequency as
the Washington transmitter. The same
tvpe of automatic system is unsed in
Sandusky. Ohio, for cutting down in-
terference between WNBK. Cleveland.
and WWJ. Detroit. With construction
of television stations held down by an
FCC freeze. perfection of this system
for reducing interference means two
or more television stations operating
on the same assigned channel will be
able to transmit  without producing
coverage-reducing interference.
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Never before in Emerson’s history of leadership in
Portable values has a line been offered with such
sales and profic possibilities. Never before such
style, tone, performance, at such sensationally low
prices. Never before a line backed with such power-
ful promotiors. If you're looking for new Portable
sales records, concentrate on Emerson.

America’s Greatest Portable Valve!

925

less batteries

Emerson
Model 560

Self-powered. Superheterodyne—beau-
tifully engincered into a light, com-
pact, handsome maroon or green plas-
tic cabinet — flawless tone. sensitive
circuit designed for low battery drain.
A really terrif:c value!

EMERSON 3-WAY PORTABLE
Model 559

2 49 5 ZQIIL)rieJ

Operates on AC-DC, or
scelf-contained batteries.
Extra power, beautiful tone
...no distortion. Alligator-
grained plastic cabinet in
maroon, green or sand.,

EMERSON 3.WAY PORTABLE
Model 568

2 995 ;;‘;ljler)' pack

Amazing sensitivity—power
to spare—gets more stations.
Economical to operate.
Long-lasting single battery
pack. In maroon, sand or
tan. Cabinet with basket-
weave grille,

EMERSON SELF-POWERED
PERSONAL PORTABLE
Model 558

24951
with batteries

A handful of radio...packed
with power. Automatic lid-
operated switch. Sensitive
superheterodyne circuit
low battery drain. In beau-
tful green or ivory plastic,
gold-colored hardware,

)

ne

More People Ask For — More People Buy Emerson Portables
EMERSON RADIO & PHONOGRAPH CORPORATION
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4 NEW KING SIZE
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MODEL 806 —Here is o television dsllor
stretcher thot pu*s sensationcl G-E D¢ lig ht Tele-
vision within the easy reach of your eustemers o
a surprisingly low prce. it hos every-binj ta win
friends ond quick sales! 10-ivch direct-view tube
—ali U. $. Channels—hondsome moogony fin-

ish cabinet. $279.95°
*Tax and insta'iation extra, ali moal.. Frices
slightly higher West and South, snbies te change
without wotice.

20

MODEL 807 —5Some prefer blonds —cabinets,
thot is—aond here is 0 becu v that is styled ond
priced far instant favor of smc rt television buyers!
G-E Daylight Television. 10- ach direct-view tube
—all U.S. chonnels. Distinchive cabinet in genuine
notive Americon ook veneer $289.95°

AY LEAST

80% BRIGHTER

than ordinary television ur der the
same conditions. The new kind
of television bright enough o
provide peak picture enjcy-
ment under the ideal see-

ing condition of normal

room lighting!

MODEL 809 —Now your custdmers con
enjcy tha thril of owning o G-E Doylight
Televisian Conicle ot little mare than table
mnacel cast! 10-'nch direct-view tube—all
U. S. channels Stunning cabinet, paneled
n geanvine mohogony veneer. $329,95°
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VALUES FROM 239*

LOWER PRICES—UNMATCHED FEATURES FOR THE
BIGGEST VOLUME MARKET IN HISTORY!

EVERY one of these value-packed models is a

high-powered sales maker! Each one carries
a price tag that calls for immediate and vigorous
sales action! No more waiting for lower priced
television—it’s here! No more waiting for
clearer, better, brighter television—it's bere! . . .

here in a range of low-priced G-E models that
will enable you to cash in on television’s great-
est year. It's the Bright Line for king size profits
in '49. Call your General Electric Television
distributor today or write to General Electric
Company, Electronics Park, Syracuse, New York.

// / bloree 2;
SO 7l Ll (724 (‘(//// 206 677

GENERAL (

MODEL 803 —Generol Electric Televi-
sion at on omazing new low price! A
quality performer with a dollar sign thot
will direct troffic to your storel 10-inch
picture tube —all U. S. chonnels—compoct

binet of ided rich rose d plastic
styled in the modern monner. $239.95°*

Radio & Television JOURNAL < April, 1949
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at the World Center
of Electronic Progress

PERFORMANCE-ENGINEERED
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Flashy merchandising startles San Francisco’s Chinatocwn, above. Libby-Owens-Ford L.

plate glass gives the storefront of Chong Jan Co. o new look, turning the show
window into what verges on a sidewalk display.

Three onlookers, above ,view the recenr Sparton television models James M. Skinner, Philco, right center, receives plaque

oremiere in Detroit. L. to r., M. Johnston, pres., Sparton TV division; at a recent Harrisburg meeting of Federation of Radio

H. L. Pierce, vice-pres., and D. O‘Connor, mgr., J. L. Hudson Servicemen’s Association. Award honored Philco’s TV
Co., Detroit. servicemen training program.

Motorola demonstrated TV reception in  “’Kansas City’s Sweetheart,” Kay Sears, center, brightened the proceedings at the
flight recently. Below, the dipole an- Exposition cof Electrical Progress recently. The other two beauties helped her
tenna fited on the plane. demonstrate television,




Poster girl Linda Brown, Sam Antonio,
Texas, absorbed in the captivating color
book, ""Alice in Philcoland.”” Income from
the national sale of the books will be
turned over to the “March of Dimes.”
Philcoe dealers are now selling them.

arn
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A new display for a new instrument.

This RCA demonstration unit features a

mode! 45-rpm. phonogsaph, five of the

new, multil-colored records, ond a front

pane! pocket for literature on the new
system.

The girl at right is remcving the excess

“flasn’’ from the rim of one of the new,

wafer-thin, vinyl plastic RCA records. To

meet the advance demand of the new

discs, RCA’s Indianapolis plant had to
work day and night shifts,

Above, Walter M. Skillman, mgr. GE receiver division sales, left, with E. J. Henrick-
son, TV sales mgr., inspects Electronics Park production lines where the firm’s mew,
low-priced table receiver models are in mass production.

Above, W. W. Hensler, analysis engineer on the staff of Howard W. Sams, typifies
the extensive study going into the firm’'s Photofact TV service folders.

Al




SMARTEST SELLING 1DEA in TV /

Stromberg-Carlson advertising
brings it home every month to the
18,000,000 families who read

LIFE e« TIME

SATURDAY EVENING POST o
33 “
HOLIDAY Jf

: B .

BETTER HOMES and GARDENS

HOUSE and GARDEN

HOUSE BEAUTIFUL ( A A
. STR_OMBERG-CARI.SON
b b TELEVISION

NATIONAL GEOGRAPHIC

ee v
[
S;w; w Bm oo ‘L{CM/ 4'17 Bm the most influence on people in your community.
p—

No other manufacturer can live up to such a

...with STROMBERG-CARLSON TELEVISION! That convincing advertising theme with more authority
is the challenge and the promise you’ll see and than STROMBERG-CARLSON, famous for its tradi-
hear everywhere this year! It will support your tion of fine craftsmanship in radio since 1924 and
efforts from the pages of the magazines that have in video since 1939.

The LANCHESTER The ROCHESTER The HEPPLEWHITE The WINDEMERE
Television-Radio-Phonograph Television and FM Radio FM-AM Radio-Phonograph FM-AM Radio-Phonograph
Mahogany Mahogany Mahogany Blond or Mahogany

In television, as in radio, there is nothing finer than a

STROMBERG-CARLSON

Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto
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Where Are Television Sets Being Shipped?

HDNT - :
ANg N. DAKOTA
1
%
IOWA
ys8

(oloRADp
37

N.MExico
225

HE most spectacular postwar development in the nation’s economy has been the
growth of television. Where more than the approximate one million TV sets manu-
factured went in 1948 is shown in detail on the map above. Production for last year
paced shipments with a comfortable lead, more than 970,000 sets rolling off produc-
tion lines, according to Radio Manufacturers Association figures. With a goal of
2,000,000 TV receivers for 1949, the industry got off to a flying start this year, pro-
duction figures skooting to 242,176 in only two months of the new year. It is now
estimated that better than 40 per cent of the nation’s population is within the range
of telecasting stations, with television’s scope remaining limitless. Anticipated FCC
licenses to construct more stat ons, splitting wide open of the UHF channels contro-
versy, and technical advances such as synchronization of stations on the same channel
so as to minimize interference are expected to broaden television’s scope even more,
and in the immediate future.

“Trends and Prospects in Radio and Television Receivers,” a report by Depart-
ment of Commerce analysts James B. Forman and Charles P. Redick, forecasts a dip
in radio sales to 10,000,000 for 1949 but a continued increase in total television
sales, possibly in excess of $300,000,000. Aggregate radio and TV receiver sales
may be expected to approach the $1,200,000,000 achieved last year, the report
states.
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The New RCA Player
Manvufactured by RCA Victor Division,
Camden, New Jersey.

Playing up to 10 of the new RCA Vie-

tor 45-rpm. records. this self-con-
tained automatic table phonograph
features a permanent-magnet clectro-
dynamic speaker. two tubes and rec-
tifier. Measures slightly less than
eight inches high. 10 inches wide and
10 inches deep. Finished in deep
maroon, with center spindle of brass
and metal trim of golden finish,

combination featuring a two-band
AM-FM  radio and the new 45-
rpm.  record changer. this RCA

console has nine tubes and one rec-
tifier. The new changer is installed
in a special rollout drawer. Storage
space for 189 single new. light-
weight. non-breakable. 45-rpm. rec-
ords. or for 24 albums of the same.
Cabinet in mahogany and walnut
finishes, also in limed oak.

Sav you saw it in Radio & Telervision

Journal, April, 1949
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New Products
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New GE Television Sets
Manvufactured by General Electric Co.,
Electronics Park, Syracuse, N, Y,

NN )

Phonograpiho
TV Hecessorces

Freed-Eisemann Combo
Manufactured by Freed Radio Corp.,
200 Hudson St., New York.

Set has 17 tubes, plus picture tube and

three rectifiers. and is pretuned to
all 12 television channels. Utilizes
10-inch picture tube. which provides
52 square inches of viewing surface,
Cabinet is a compact one in rose-
wood plastic.

Also using a simplified circuit design

necessitating 17 tubes and three
rectifiers. this model features a 10-
inch GE “davlight” tube for greater
brightness. Program selection by
switch of knob. Has GE automatic
clarifier. and stabilization circuit for
reduction  of interference.  \bove
model is in mahogany.

Say vou saw it in Radio & Television

Journal, April. 1949,

This radio-phonograph model, the New

World Hepplewhite, is equipped with
automatic changers for playing all
three types of records. Has 21 tubes.
coaxial, high-fidelity speakers. sepa-
rate emplifier which produces 20-watt
output. and audible tonal range of
30 to 15.000 cveles. Plays AM, FM.

and shortwave.

Say you saw it in Radio & Television

Journal, April, 1949

Admiral Combination
Manufactured by Admiral Corp., 3800 W.
Cortland St., Chicago, Il

\ television-radio-phonograph combina-

tion console which is equipped with
a new “triple-play”™ automatic record
changer. One tone arm will auto-
matically play every size record.
standard and LI, now on the market
(78. 45 and 33 1/3). Picture tube is
16-inch. direct view. Console cabinet
is in traditional mahogany.

Say you saw it in Radio & Television

Journal, April, 1949,
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New Emerson Sets

Manufactured by Emersan Radia & Phanagraph

Carp., 111 Eighth Ave., New Yark City.

In a console cabinet of crotch and
striped mahogany veneers. this “4-
way” television phonoradio combines
television, FM and AM radio. and
phonograph. The 12V5-inch picture
tube provides a 91-square-inch sereen.
The phonograph has an automatic
record changer. Record album stor-
age space is provided in the console
beneath the phonograph unit.

This radio model in walnut is an AC-
DC one, utilizing six tubes. including
rectifier.  Designed  with  advance
electronic features including 5-inch.
“Sealed Unit™ Alnico 5 speaker.
built-in loop antenna. high-gain con-
verter. beam power extra output, and
automatic volume control.

Say vou saiw it in Radio & Television
Journal, April, 1919.

Sightmaster’s ‘Pandora 15"
Manufactured by Sightmaster Corp.,
385 North Avenue, New Rochelle, N. Y.

This 15-inch tube television set has

safety glass mirror and features
Sightmirror on  the viewing side.
When not in use the front of set be-
comes a mirror. The remote-control
unit allows tuning from points at a
distanee from the set and eliminates
knobs on the =et proper.

Sav vou suwe it in Radio & Television

Journal, April. 1949

Stromberg-Carlson’s
“Lancaster’’

Manufactured by Stromberg-Carlson Ca.,
Rachester, New Yark.

A television-radio-phonograph combina-

tion which is featured in a hand-
decorated Regency cabinet with
ancient Chinese motif. Is contimi-
ously tunable through complete
range of TV and FM channels; has
standard broadcast and shortwave:
12Y%-inch picture tube with AFC
sync-lock; five-position tone control,
and 12-inch Alnico 5 speaker. Also
has intermix, duo-speed. automatic
stop record player for standard or
L1’ records. and single tone arm.

Suy vou saw it in Radio & Television

Journal, April, 1949.

U. S. Television Combo

Manufactured by United States Television Mfg,
Corp., 3 West 61st Street, New York City.

813

This new console combination has a

I5-inch picture tube. provides AM.
FM, and shortwave radio reception.
and has an automatic, dual-speed
phongraph unit. A total of 33 tubes
are in the console’s television sec-
tion. Tone system is housed imme-
diately below the television screen
for permitting best possible acoustic
value to sound received by 12-
inch, electro-dvnamic speaker. Al-
bum space for <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>