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cllatched Tone
Headsets

sell 'em by tone!

Tnto 7,500,000 homes goes this
old man-to sell Brandes head-
sets. He appears in the Febru-
ary Brandes advertisements -
on full pages in the Saturday
Evening Post and many other
sales -making magazines.

Into your shop come the radio
fans -- wanting headsets. Let
each one of them listen with
a Brandes. Its matched tone is

the only salesman you need.
Hearing will be buying!

Stock Brandes Headsets
-demonstrate them with
enthusiasm-and sell them
with confidence. Brandes
stands behind them-and
yuu.

Brandes
`the name to how in radio
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Remember
the

Checkered
'Box

Brass Plates - Soldered Joints Grounded Rotor
Important Features That Sell the Bradleydenser

The Bradleydenser is a low -loss condenser with many dis-
tinctive features that insure long life and high efficiency. For
instance, the brass stator and rotor plates are soldered at all
joints. The plates cannot become loose, corrode at the joints or
work out of alignment. The rotor is mounted on a long sleeve
bearing that supports the rotor plates without the use of an
outer end -plate. Therefore, the di -electric material is reduced to
two small buttons. This means low loss and sharp tuning.
The stator plates are protected with a dust cap that can be
detached without tools. The minimum capacity is extremely
low, and body capacity effects are greatly reduced. The entire
design makes for the highest efficiency in radio receivers.

Built for
Efficiency

This filter tuner with
resistance - coupled
audio amplifier is
equipped with Bradley-
densers. The tuning is
sharp and selective.

Electric Controlling Apparatus
489 Clinton St. Milwaukee, Wis.
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Sell the
Bradleydenser

Send for latest sales
information on the
Bradleydenser. This
nationally -advertised
condenser will insure
satisfied customers and
a good profit.
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There's compelling force
in the Eveready 1925 advertising
THE national advertising campaign on
Eveready Radio Batteries for 1925 is the
most powerful sales effort ever released
in the interest of the radio industry. The
tremendous power of the great national
magazines, led by The Saturday Evening

Post with smashing pages in two colors
and flanked by every radio -user paper of
any importance, is the backbone of the
attack. Supplementing this force locally
are the great newspapers, covering prac-
tically the entire radio market. Firing
114

like a machine gun, these newspapers
will put into circulation during 1925 the
staggering total of 421,600,000 Eveready
Radio Battery advertisements.

Stock Eveready Radio Batteries-
they sell easiest and bring quick profits.
Order from your jobber.

Manufactured and guaranteed by

NATIONAL CARBON COMPANY, INc.
NEW YORK SAN FRANCISCO'

Atlanta Chicago Dallas Kansas City

Canadian National Carbon Co., Limited, Toronto, Ontario
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T GRAND If RADIO

Circuit-Loop Set

The PRIESS teloflex detector retains

the liquid purity of the original

sound without
added tube or battery

noises. The five tubes
operate on the

reflex system giving seven-tube vol-

ume and distance capacity.
Indoor loop eliminates static from

outdoor aerial and enables you to

operate the set anywhere.
Simple two-dial control. Solid brass

malloy panel. Two-tone mahogany

cabinet.

llustrated

THE CONCER

$145 ias

A Five-Tubc-Reflex
MOW that you may hear McCormack.

1.1 Bori, Chaliapin, Elman
and the

hosts of the great-en the air-you
want something

more than the oydi-

You. want these great artists withoutnary receiver.
the log of radio sounds to max their

perfect purity and tonal beauty.

The PRIESS was designed for this

exacting
requirement by the natiOnal-

IY-known
creator of the reflex radio

system.

$225 in rich console with concealed loop

Any PRIES'S dealer will demonstrate it in your own home if desired.

Write or phone for booklet if there is no PRIESS
dealer near you.

NEW YORK

PRIESS RADIO CORPORATION
Telephone: Spring 4841

695 BroailwaY One of a series of
consumer advertisements

now appearing
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A New Audience
Numbering Millions
Awaits This New Set!

Created by
WILLIAM H. PRIESS

originator of the Reflex system

THE millions of opera goers, con-
cert enthusiasts and music lovers

who demand SUPER, performance
from RADIO and will accept noth-
ing else, are the great, new, profitable
markets you can cultivate and sell
with the SUPER performance of this
new set.

Table and Console models.
Dealers catering to a quality clientele
are invited to write for further detail.

PRIESS RADIO, INC.
695 Broadway

NEW YORK
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Picture Ten Million "Radio" Homes!
PICTURE for a moment the modern home.

Where do you find the radio receiver? Perhaps on the library
table that already shows a scratched surface; or on the dining-

room table where it is always in the way; or in one corner on the
floor-the worst place possible.
People invest from $25 to $300.00 in a radio set-and then it is
"kicked" from one end of the house to the other.
A sad condition-but a happy one for the radio dealer. For now
he can meet this existing condition with satisfaction to every
household and with profit to himself.
How? With the Radio Table, one of the finest pieces of fur-
niture that ever portrayed the master woodworker's skill. The
fine mahogany finish has been matched by a grace of line that is at
once beautiful and artistic. And the desirabilities of radio have
been increased by practical features-the disappearing loud-
speaker shelf; the front that opens downward.
The Radio Table answers the problem of where in the home to
put the radio set. And it answers this question in a fine, sensible
way.
At the present time, these fine tables are being offered to dealers
at the very low price of $12.50.

Watch for our next page, something "New and Different."

Write now for the full information.

The John O. Jesse Manufacturing Co.
Bryan, Ohio
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A new standard of broadcasting; pro-
grams that include the leading operatic stars, are
opening up another gigantic Radio market. And
those programs are doing one other thing-they are
making an absolute necessity of one factor that has
become a Sleeper characteristic in the minds of the
public-Tone Clarity.
The next time you demonstrate a Sleeper Monotrol,
call your prospects' attention to a Sleeper's ability to
reproduce tone ... any tone ... faithfully and truly.
The day is coming when Tone will be the one out-
standing necessity in Radio reception.

And a Sleeper Monotrol has an unequalled degree
of Tone Clarity now.

Sleeper advertising challenges the public to buy on
performance only. You will find that demonstra-
tion-Sleeper demonstration-is the fastest way to
close a sale. Try it!

Sincerely,

RADIO RETAILING, February, 1925 117



ene -Quality - Appearance
Reception vs. Adjectives!

The Advent of the World Artist into the
Broadcasting Field has made perfect Radio
Reception not only a sales help but a public
demand.

Premier appears at its best when producing the
Classics AS THE ARTIST EXPRESSES
THEM. To the music lovers anything short
of perfect reproduction of their favorite artist
is complete disappointment.

When Radio was first introduced reception of
any kind was wonderful, but now Radio
Reception must meet the acid test-the repro-
duction of voices known and loved by millions.
Premier welcomes this situation.

Thousands of sales have been lost in the past
by the failure of Receiving Sets to give satis-
factory reception. Thousands of Receiving
Sets have been sold only as a result of master
salesmanship. Why not sell a Set that is un-
excelled under any condition-a Set for which
there is no reason for excuses or super sales-
manship ? Premier is such a Set. Its recep-
tion creates sales which breed good will,
establishes word of mouth advertising and
leaves profits with the dealer.

Your trade is buying Radio Reception. They
will find it in any of the Premier Models.

For the progressive dealer we have a very interesting proposition,
including exclusive franchise. Write or wire us today.

W 'Premier l2udio Corporation
Defiance, Ohio
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Radio Distributors and Dealers
The Gollos Non -Conflicting Sales Policy

will interest you

The

Gollos Circuit
a distinctive contribu-
tion to the develop-
ment of the Radio art.
The Gollos Circuit adds a high
stabilizing influence to tuned Radio
Frequency through its introduction
of proper capacities and inductances
which greatly increase the grid im-
pact eliminating all howls, squeals
and extraneous valve noises. Static,
if not at times entirely eliminated.
is minimized so that interference
from this source is not troublesome.
Coastal reception is often obtainable
with three tubes, permitting two
additional audio frequency for re-
serve.

It A D I O RETAILING, February, 1925

The Gollos Radio Corporation's non -conflicting
sales policy is proving of great interest to distrib-
utors and dealers. It offers real protection so that
the distributor can operate on a practical, sound
and profitable basis. It provides for the dealer so
that he reaps full benefit from his radio investment,
from the money expended for advertising purposes.
The Gollos non -conflicting sales policy is a well
organized and uniform plan that becomes at once
a valuable asset and extends all the way thru. In
addition to advertising matter, Gollos offers dealer
protection and a system of furnishing factory sales
instructors to build their radio departments into
real business producers. This, in an effective
manner, strengthens the distributor's position.
Territorial arrangements are now being closed.
Write or wire for the Gollos proposition.

Gollos Radio Corporation
CHAMPAIGN, ILLINOIS

Table Model -5 Tubes

One Radio Frequency, Detector and Three Audio Frequency
We manufacture a complete line of Table, Highboy and Console Models.
A feature of Gollos radio receiver is the inbuilt Duoaudion or Double -
Horn Loud Speaker. The model illustrated is very compact. The cabinet
is truly artistic. Made of American Walnut, highly finished. A

striking example of modern design.
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PARTS backbone of radio!the

MAR the backbone of a-CO
profitable parts business!

AS RADIO RETAILING pointed out
editorially last month, a healthy parts
business is the foundation of success in

radio. "The parts business is there, and the
man who can sell parts is the man who can also
sell sets." For it is a known fact that every-
body follows the road of the experienced
experimentor-who buys parts!

"Set builders today are pleasure hunters, not
money They want far more
than they want bargains! And they all know
that they get "energy -saving" precision in any
MAR -CO instrument!

The MAR -CO line of The MAR -CO line is the widest line of quality
handsomely finished, instruments. It is consistently advertised,
precision radio instru- attractively packed, and distributed by onements, includes Vari-
able Condensers, A. F. hundred and twenty-five good jobbers. It is
Transformers, Plugs the ideal line to form the backbone of a rap -
and Jacks, Sockets and idly -moving, successful parts department!Rheostats, Resisto -
couplers, Knife
Switches, Battery
Switches, Super-ver-
nier-condensers-in fact
virtually every stand-
ard part that has a

today for the complete
steady sale. WriteMA 'COcatalogue. Martin -
Copeland Company, RA D I O
Providence, Rhode

/121111411111"1"1
L A A A A A A A A A

Island. Branch
in New York,

Offices
Chicago,

PRODUCTS

Boston and San
cisco.

Fran-

line to concentrate on!-The
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Music Mastej.
Advertising¡mkes (

MusicMas tei'J311111,

THE reason for Music Master su-
premacy-reasons based wholly upon

proved principles of sound reproduction
-are clearly set forth time and again in
full -page advertisements in the Saturday
Evening Post and other widely circulated
national publications, including many of
the great daily newspapers.

These publications represent a powerful force
to create customer demand. The wide-awake
dealer will capitalize this demand for Music
Master by making it easy for the prospective
purchaser to buy.

Intending buyers pass you door every minute
of the day. Do they know that you can supply
their Music Master needs? Are Music Masters
displayed in your windows and on your
counters?

Music Master descriptive folders for circu-
larizing, display signs, transparencies, electros
for local advertising-all may be had for the
asking. Write to your jobber. If he cannot sup-
ply you, write direct to us.

Music Master is the most easily sold and fast-
est selling item in radio-and it helps you to sell
sets, too, and so keeps your customers satisfied.
There is no substitute.

it tusic Waster Corporation
Makers and Distributors of High Grade Radio Apparatus

10th and Cherry Streets
Chicago PHILADELPHIA Pittsburgh

MODEL VI
14 -in. horn

MODEL VII $3 C
21 -in. horn J

MODEL VIII
Mahogany Cabinet
with "full floating"
horn of nat- $35
ural wood

usic
salter

RADIO REPRODUCER,

ResonanntWood
Insures

Tone Qualittj

Connect in place of
headphones.

No batteries needed.
No adjustments.
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"Ask Any Technical Engineer"
what he thinks of the name "BRISTOL"

For 36 years The Bristol Company has been mak-
ing Recording Instruments highly scientific mach-
ines that measure in minute degree everything from
the withering heat of the electric furnace to the polar
cold of an ice plant; the dryness and humidity of
the air; the varying densities of liquids; and scores
of other properties of matter.

It has always been a religion to make an instrument
that will not merely get by a rigid factory inspection,
but one that will function on the job without cod-
dling. Many thousands of these sturdy, yet sensitive,
instruments are quietly doing their work in the plants
of this country.

Every article in your radio stock is somebody's
promise to satisfy your most critical customer. Any
technical engineer of your acquaintance will tell you
whether or not The Bristol Company has a record
for making good its promises.

With five Bristol Loud Speakers, retailing from $12.50 to
$30.00, and Bristol representatives in eight principal cities,
you can satisfy every customer who comes to your store.
One line - one freight - one responsible house to deal with.
Write for bulletins describing Bristol products.

Model S
$25

142 in. rubberhorn. Cast
metal throat.
Velvet mat fin-
ish of mottled
bronze and
gold.

New Cabinet Model $30
Beautifully finished mahogany. Full
floating wooden horn and cast metal
throat. Size 17 x 10 x 104 in.

E3RTSTOL AUDL6hPNE Loud Speaker
The Bristol Company, Waterbury, Conn.

BRISTOL: S RECORDING -'
~INSTRUMENTS

Ar
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Why do they sell the A -C Dayton XL -5?
SK any A -C DAYTON Dealer why he chooses to sell the XL -S.

"Because it makes money for me," he will say. "It is easy to sell and
it stays sold."

There's the real answer. It stays sold! It consistently backs up our
claims for it by actual performance every day. It satisfies the owner,
justifying our unreserved guarantee in every way. Of the thou-
sands of sets sold and in use, less than one-half of one per cent
have been returned for any cause.

Electrical and radio dealers who are featuring the A -C
DAYTON XL -5 are making money. They are building
a solid and profitable business with a high-grade set
that is easy to sell, that convinces the prospect by its
matchless performance in selectively, volume, dis-
tance, and in clear, undistorted reception. The
XL -5 is a five -tube Receiver, with tuned radio

frequency and balancing control. Its com-
pact, mahogany cabinet is a thing of
beauty, adding to its saleability. List
price only $115.00, less tubes and bat-

teries ($120.00 Denver and West) .

May we send you a complete description
of this remarkable receiver, along with
our liberal dealer proposition?

Proven by Performance

THE A -C ELECTRICAL MFG. COMPANY
DAYTON, OHIO

Makers of Electrical Devices for Over Twenty Years

XL -5 Knock -Down
For those who prefer to build
their own receiver, the A -C
DAYTON XL -5 is furnished
in knock -down form.

The list price in knock -down
form, complete with all parts
and directions, is $72.50
($76.50 Denver and west).

A-C DAY TODAYI'ON1T` i.íl1 1 "; l"k.,;."-------11° !,;¡ *4111;.--
-'` 1 'TIO '
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FADA advertising is
a power in the industry

FADA advertising is designed
to sell the joy of radio in gen-
eral, as well as Fada sets in
particular. As a leader in the
great radio industry, Fada is
glad to devote valuable space
to the radio idea.

Radio programs are
getting better and better.
Artists of national and
international note are
bringing their talents to
F. A. D. ANDREA,

124

the microphone. Radio adver-
tising is likewise improving.

Fada advertising is a power
in the industry. Speaking
through the columns of The
Saturday Evening Post, with
its tremendous circulation, and

INC., 1581 JER

through the great metropolitan
newspapers, the voice of Fada
is carrying far and clear.

Live dealers are turning this
advertising to their own profit
by co-operating in every way
toward its success. Fada has

a complete line to meet
every taste and pocket-
book. This includes the
famous Fada phonograph
panel.

OME AVENUE, NEW YORK
RADIO RETAILING, February, 1925



Meet Our Salesman
This is our Salesman. It offers you
a sturdy Radio Table at a price with-
in the reach of all your customers.

Owning and operating our own
timberlands, saw mills and two large
wood -working plants, makes the low
prices possible. Eighty years of
manufacturing experience are your
guarantee of quality.

Top 36 -in. x 20 -in.

Pyco Radio Cabinet
Collapsible

Made of hardwood and our own
panels. Finished in Mahogany or
Walnut. Shipped knocked
crated, weight 57 lbs.

down and
$12.00
Dealer's Price

The Parker -Young Company
131 State Street

BOSTON, MASS.

RADIO RETAILING, February, 1925

Top 32 -in. x 16 -in.
The Pyco Radio Table
Made of selected hardwood, with
Pycowood panel top. Finished
in Mahogany or Walnut. Shipped
set up and crated, weight 42 lbs.

$6.00
Dealer's Price

Dealers
Display your Radio
Sets with batteries
complete on this table.

All goods sold F.O.B. Factory,
Orleans, Vermont.

For freight shipment we suggest
that you take three tables or The

Parker -cabinets to make the minimum young Co.
weight. if you want one, 131 State St.

have shipment by express. Boston, Mass.. Gentlemen:/ Inclosed find check. for $ Kindly
send us. ...Radio Table at $6.00

..' ch.. ...ea.Radio Cabinet at $12.00. each.. Also send us your catalogue.
.

' Name

. Street

. City State

Very truly yours,

125



The Diaphragm aupoNT

The
principles.
by
other
similar

Among
greater
Tension
diaphragm
tension
ture
permits
G -G
harmony

With
volume,
quality
controlling
neighborhood.

is

G

-H

Exclusive

G -G

-G -H
"loud

in
eliminates

the

an

Remarkable

-H

to the

these
importance
Diaphragm

direction

easy
can
with

G
perfect
of

is

engineers.

is

-G

tone.
the

Feature!
All

speaker"

control
be

-H

built

G -G

distinctive

"formed"

the

any

Important,pYRA`'

these

adjusted

it
clarity,

"loud

on

-H.

than
(patent

of
usual

receiving

is

To

new,
features
It

to

magnet

of

possible

sell
speaker"

is

the

to

air

and

different,

impossible
be just

features
G
pending)

give
poles.

harshness.
-gap,

to work
set.

to
a smooth,

the

and..
were

-G

obtain

G
sales

as

-H

a

so

-G

distinctive
developed

none

permanent

in

-H

for
good

Constant
.

This
A
that

pleasing

in

any
or

is of

This

fea-
lever

the `^
perfect

greater
_. .

means
your

Write at Once for
Full Details and
Particulars of
Big

.....
Prices that Sell
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Ebony Finish $12.50
Shell Finish 15.00o Japanese Pearl 17.50
Mother of Pearl DeLuxe 20.00

GRIGSBY-' GRUNOW- HINDS -- CO
4550 ARMITAGE AVE,

CHICAGO -ILL,
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NA-ALD
DIALS
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SOCKETS

1- Contacts
Self Cleaning

1 -Positive Duo
Caotaet

3 - Low Loss_
LowCapxity

4 .Aiden Prncaesad
Bakelite T'Sr
It's the Contact

that Counts

Makes "perfect contact"
between your store
and Na-Ald advertising

HERE is a way to sell more sockets and dials.
Feature the leader - Na-Ald.

You or your salesmen don't have to spend a lot
of time explaining their merits. They are already
known to radio owners through the wide -spread
Na-Ald advertising. Sales are easy and quick.

The Saturday Evening Post, American Boy, all important
radio magazines and 1 adio sections of leading newspapers
carry Na-Ald Socket and Dial advertisements every month.
And now to help you bring into your store more of the Na-Ald
sales that our advertising starts, we have prepared the new
window display shown above.

Printed in 7 colors, 26 inches high by 32 inches long, this
display makes an attractive, arresting appearance in your
window. Its striking effect stops people and its convincing
sales points draw buyers into your store.

This window display is given free with the fast-moving
"Two -Week Sales Unit" of Na-Ald Sockets and Dials.

Write today for particulars. See how readily you can in-
crease profitable socket and dial volume.

ALDEN MANUFACTURING COMPANY
Dept. A2 Springfield, Mass.

Alden Processed

NA-ALflI0
Sockets and Díais

This Na-Ald Window Dis-
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75XMoreSales

Micadon-
the standard fixed radio
condenser -35c -75c.

Dutcct-
a highly sensitive syn-
thetic crystal -30c.

By -Pass
Condenser-

for finer, clearer re-
ception - 75c to $3.75

ovn LIE4

ti

By Pass Condenser
1 MED. C'APACETT

LOUDILIER CONDENSER

(,RADIO CORPORATION

A recent survey made by de-
partment stores-our most
successful merchandisers
shows that only 25% of their
sales are made up of just those
things which the customer
comes to the store to buy. The
remaining 75% of the sales
comprise purchases these
customers make as a result of
what they see in the stores
after they get in and look over
the offerings.

Practically every radio fan uses
one or more Dubilier products
-a Micadon, a Ducon, a Dura-
tran, a Dutec, a By -Pass Con-
denser or a Resistance Unit.
The radio buyers go to those
shops where they know they
can get Dubilier Devices.

Stock these devices-and boost the
sale of all your products.

Duratran-
the efficient radio -fre-
quency transformer -
$4.00

Resistance Unit-
the accurate grid leak-
50c

Ducon-
standard antenna socket
plug-$1.50

Dubilier
CONDENSER AND RADIO CORPORATION

12 RADIO iETAILIN6, February, 1925



Vol. I February, 1925 No. II

Radio Retailing
The Business Magazine of the Radio Industry'

Contents for February, 1925

Cost Figures Will Chart the Way 131
The First Figures Ever Published on the Actual Cost of
Retailing Radio Products

Increasing Radio Earnings
Des Moines Dealer Pays Commissions, Sells on Time
and Handles Trade-ins to Increase Sales

New Profits from Old Customers
How a Dealer Keeps Old Accounts Active by Selling
Them Radio Before Their Bills Are Paid

The Salesman's "Fourteen Points"
Fourteen Fundamental Principles that Every
Salesman Should Know

138
Retail

What I Would Do If I Were-
A Radio Dealer, by William H. Ingersoll
A Radio Manufacturer, by S. B. Davega

Paving theWay for Door -to -Door Selling
The" Hows" and "Whys" of Outdoor Sales Campaigns
Clearly and Concisely Explained

Radio in Every Room
"Wired Outlets in Every Room" Idea Is Being Taken
up from Coast to Coast

135 Radio vs. the Theater
Concerts by Victor Phonograph Artists Arouse
of New York Theater Managers

137 Dealer Builds Own Radio Craze 162
Home -Made Broadcasting Station Increases Radio
Sales for Grand Rapids Merchant

Eliminating "Interference" 164
Simple Methods the Dealer Can Use to Get Rid of
Those Troublesome Reception Noises

140 Horns, Cabinets, Cones or Concealments? 171
What Will Be the Design of the Loud Speaker of To-
morrow? Is the Horn Type Doomed?

142 Servicing the Sale of Radio Sets 173
Four Plans the Dealer May Follow in Deciding His
Service Policies. I n Two Parts - Part One

160

Ruining the Radio Industry 145
A Bitter "Price War" Among Radio Dealers Has
Ruined Business in Providence, R. I.

"The Gyp Must Go" 148
Leaders of the Industry Express Emphatic Opinions Con-
cerning"Gypping" Practices

Quality Pays 151
San Francisco Dealer Specializes in High -Grade Radio
Products and Caters to Prosperous Trade

Complete Radio Set Specifications
Full Information Compiled for the Dealer on Practically
All Sets Manufactured

161
Ire

Comments from Readers 176
"Radio Retailing" Receives Hundreds of Letters from
Dealers, Jobbers and Manufacturers

New Products for the Dealer to Sell 182
Latest Sets, Accessories and Parts the Manufacturers
Are Putting on the Market

Dealer Helps the Manufacturers Offer 190
How Makers of Radio Apparatus Are Aiding Their
Retail Dealers to Bigger Sales

154 What the Trade Is Talking About 192
News and Notes of the Radio Industry Gleaned from
the Four Corners of the Country

McGRAW-HILL COMPANY, INC., Tenth Avenue at 36th Street, New York
JAMES H. MCGRew, President
ARTHUR J. BALDWIN, Vice -President
MAnooI.M MUIR, Vice -President
E. J. MRHILEN, Vice -President
MASON BRITTON, Vice -President
JAMES H. MCGRAw, JR., V. -P. and Treas.
C. H. THOMPSON, Secretary
Cable Address: "Machinist, N. Y."
Copyright, 1925, by McGraw-Hill Company,

Electrical World Journal of Electricity Ingeniería Internacional
Industrial Engineer Engineering and Mining Journal -Press

Power Engineering News -Record Coal Age American Machinist
Electrical Merchandising Electric Railway Journal
Bus Transportation Chemical & Metallurgical Engineering

RADIO RETAILING
5). H. ('ALnwELL, Editor

M. C'I.EMENTS \V. C. AL.r.):', I.. E:. 11foeFATT, Chicago
Contributing Editors EARL. WIIITnsIOIaNE, L. A. HANSEN

P. It. CLA I:.ss H. M. DAVIS O. Itts°
Inc. H. S. KNOWLTON, Boato,t I'. WOOTON, II'nshington, D. C.

C. CI:UN SK y, San Franrioro

WASHINGTON, D. C., Colorado Bldg.
CHIoAao, Old Colony Bldg.
PHILADELPHIA, Real Estate Trust Bldg.
CLEVELAND, Leader -News Bldg.
Sr. Loots, 713 Star Bldg.
SAN FEANOIBco, 883 Mission Street
LONDON, E. C.. 8 Boureerie St.
Annual subscription rate Is 82 in United
States and Canada.



Cost of Merchandise
73.3 cents All Figures Are Based

on amount actually received for
goods (after markdowns have been
taken), and not on manufacturer's
"list retail price" (on which dealer's
discount is ordinarily computed).

What Becomes of the Customer s
Radio Dollar?

Analysis of store -operating and selling costs for
seven radio departments, in this issue, shows
that out of each dollar the customer pays across
the counter for radio merchandise, about 73
cents is required to pay the dealer's cost of the
merchandise itself, 9 cents goes for clerk hire

Administration
Expense
4.3 cents

and similar selling expenses, 3.7 cents for rent,
heat, light, etc., 4.4 cents for publicity, 3.3 cents
for buying expense, and 4.3 cents for adminis-
tration,- leaving, out of the whole dollar, only
1.9 cents for the dealer's profit. What are the
corresponding figures for your store?

Selling Cost, Clerks, etc.
9.1 cents

Publicity
Expense
4.4 cents

Buying
Expense
3.3 cents

Rent, Light,
Heat, etc.
3.7 cents Profit

1.9 cents

How Do These Averages Compare With Your Own Selling Costs?
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Cost Figures Will Chart the Way
for the Radio Merchant

How Studies of Operating Expenses in Stores Handling Radio, Point Path to Economies
and Greater Profits-A Review of Selling Costs in Nine Radio Departments

cc T T T HAT good are any figures
we might keep?" objected
one radio -dealer friend of

mine, when we got to discussing
store records. "A radio inventory
valued at $500 today, may be worth
less than $300 tomorrow." And on
this merchant went, in his endeavor
to show me why he didn't keep any
cost records, also, why, as I later
found out, he didn't make a profit.

Yet the fact that this merchant
was losing money proved beyond any
question that he needed to know more
about the costs of selling. He needed
to know more about store manage-
ment. He needed a guide, and the
one guide he needed was cost figures.
He needed not only such figures on
his own store, but he needed those of

By LAWRENCE A. HANSEN
Contributing Editor, "Radio Retailing"

other merchants selling what he was
selling. He needed to compare his
experience with that of others.

For figures are to the merchant
what- the compass is to the ship's
captain. Figures serve to chart the
seas of retailing. They tell the dealer
where he is headed for-whether the
plus or the minus side of the profit -
and -loss statement.

When a business is not prosper-
ing, there are always reasons. These
reasons or causes may be in the oper-
ation and management of the store
or business itself, rather than the
result of any fundamental conditions
of the trade or industry. To get
quickly at the causes of lack of pros-
perity, therefore, there is no better
method than to compare figures with

successful stores and businesses op-
erating in communities of similar
size, and doing a comparable job of
selling. And, often a prosperous
business may be made even more suc-
cessful by comparing its operating-
cost figures with those of other suc-
cessful stores.

Such information on store -operat-
ing costs, compiled for a group of
businesses, will chart the way for
other merchants. It shows how
others went, and it shows how those
others fared.

If they met with success the path
is probably safe. If they showed al
failure, it definitely marks one route
that other merchants should not
take.

Radio is being sold today by many

Every Radio Merchant Should Study His Selling Costs-
Comparing His Own Figures with Those of Other Radio Dealers

Only by careful study of his
costs of store operation and the
comparison of these costs with
cost figures of similar stores
handling radio, can efficient sell-
ing methods be developed by any
radio dealer.

On the following pages will be
found summarized operating

costs in the radio departments of
nine department stores-also a
simple form which the reader can
fill out for analyzing his own
store costs and comparing his
figures with those for the nine
radio departments given.

Readers are also invited to
send copies of their own store

operating figures to Mr. Hansen,
in strict confidence. He will com-
pare them with corresponding
figures for successful radio busi-
nesses, and will personally reply
under sealed envelope to each
reader contributing, pointing out
which of their figures seem high
and where economies should be
effected.
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and various kinds of merchants.
Aside from the exclusive radio store,
there are the electrical dealer and the
music dealer. Many sporting goods
and hardware merchants also display
radio parts in their windows, and a
few merchandising druggists show
radio sets on their counters.

But among the very first mer-
chants to take up radio on a mer-
chandising basis, were the depart-
ment stores, and it is with this type
of store, because of its longer radio
experience and scientific merchandis-
ing methods, that we begin our first
study.

Nine stores have been selected,
situated in nine different cities of
the United States. The radio de-
partments of these stores, because
of their volume of sales, afford ex-
amples worthy of careful study and
comparison by even the smallest
dealer. The net sales of the several
radio departments, reaching from
$28,000 to $183,000, annually, as they
do, coupled with the fact that each
department is treated as a unit store,
only make the cost figures more valu-
able to the individual merchant.

Here it may be well to explain
that all percentage figures in this
discussion are based on the selling
price, that is, on the "sales dollar."
This is, of course, the recognized
practice in all merchandising ac-
counting today.

"The radio sales dollar" we may
picture as an American dollar
which in the eyes of the merchant is
divided into two sections. The larger
of these two sections represents the
cost of the merchandise sold. The
other part is, the "margin." This
margin should include all expenses,
plus a profit. From the experience
of these nine stores, there was an
averaged merchandise cost of 73.3
per cent in those radio departments
which were successful ones. In other
words, practically three -fourths or
74 cents out of every dollar spent
for radio, was required by the retail
merchant to purchase the merchan-
dise itself. Store I as shown in the
schedule, reported its merchandise
cost as 90.8 per cent. This is par-
ticularly interesting but hardly un-
derstandable. Its total sales were
much better than store H, which re-
ported 76 per cent as its figure, and
it is even better than store A with
its figure of 73.5 per cent.

The other section of this radio dol-
lar or sales dollar -the margin, aver-
aged 26.7 per cent. The high figure
was reached in store F, namely, 28.8
per cent, while the low was in store
I, of 9.2 per cent. But here, because
the experienced merchant will sense
something radically wrong in the
management of this particular store,
it is not well to take this figure for
comparison purposes, but rather to

consider the low as 25 per cent. In
fact it might be better to eliminate
both this store and store H entirely
from the picture. They clearly show
one way no merchant should go,

Five Divisions of Expense
For the most part merchandise

cost ran fairly equal in all of these
departments. This is also true with
margin. But in the different ex-
pense items which go to make up the
total expense of operating the de-
partments there is a wide variation.
This may be true because of different
methods of allocating expenses. It
may be the human element present,
-for no two minds may consider an
item of expense the same. How-
ever, we can make a definite division
of the total expense into about five
classifications. The standardized
system of accounting followed by de-
partment stores considers these five
divisions as: Administrative, Occu-
pancy, Publicity, Buying, and Sell-
ing -which last includes delivery.

Before going further in our anal-
ysis it might be well to break these
expense classifications up, in order
that we may clearly understand what
items are included in each one.

All general administrative ex-
penses, including expenses of exec-
utives, fall under the administrative
division. Bookkeepers' salaries, ex-
penses of the credit department, and

Sales, Profits, Stock -turn, and Operating Costs for

Store
Gross
Sales

Returns and
Allowances
$ e,

Net
Sales

$

Merchandise
Cost

$ %
Margin

$ %
Total Expense

$

Net Sales =
Selling
Expense
$ %

A 87,000 16,000 18.5 71,000 52,185 73.5 18,815 26.5 17,750 25. 6,603 9.3

B 238,000 55,000 23.2 183,000 131,211 71.7 51,789 28.3 45,018 24.6 18,666 10.2

C 120,000 22,000 18.2 98,000 72,128 73.6 25,872 26.4 24,304 24 8 7,056 7.2

D 100,000 10,000 10.1 90,000 67,500 75.0 22,500 25. 21,870 24.3 8,370 9 3

E 100,500 17,500 17.5 83,000 61,835 74.5 21,165 25.5 20,335 24.5 8,383 10.1

F 57,500 10,500 18.4 47,000 33,464 71.2 13,536 28.8 11,985 25 5 4,982 10 6

G 137,000 16,000 12.7 121,000 89,419 73.9 31,581 26.1 29,766 24.6 8,470 7.

f Average 73.3 26.7 24.8 9 1
tHigh 238,000 55,000 23.2 183,000 131,211 75. 51,789 28.8 45,018 25.5 18,666 10 6
tLow 57,000 10,000 10.1 47,000 33,464 71.2 13,536 25. 11,985 24 3 4,982 7.

32,000 4,000 12.2 28,000 21,280 76.0 6,720 24. 8,512 30.4 4,620 16.5

*I 126,000 32,500 25.8 94,000 85,352 90.8 8,648 9.2 26,508 28.2 9,964 10.6

Returns and Allowances are returned merchandise by the customer; Merchandise
Cost -includes invoice price plus freight and cartage in; Margin -formerly termed
gross profit -includes total store expense and a profit; Selling Expense -includes

selling salaries supplies for sales department etc.; Buying Expense -all costs
incurred in the buying of merchandise and stockroom expense; Publicity Expense -
advertising, both newspaper and circular, and window trimming expense with cost
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general store expenses are also in-
cluded in this account.

Occupancy includes all items of
expense, such as rent, taxes, propor-
tionate amount of interest on owned
buildings, light, heat and insurance.

Costs of advertising in both news-
papers and circulars are included in
the publicity classification. Interior
and exterior display expense, to-
gether with window -decorating ex-
pense must also be considered as
forms of publicity.

Expenses in stockroom, buying
merchandise, etc., are included in the
buying expense division, while sell-
ing expense covers all items incurred
in the actual selling of the merchan-
dise. Salesmen's salaries, cost of
price tags, sales books, etc., are all
examples of selling expenses which
are covered by this general heading.

It is next to impossible to get the
individual expenses in terms of per-
centage to the sales dollar for all of
these items are classified under the
general heading. But the five groups
of expenses are covered rather ac-
curately.

When we consider other types of
stores we cannot say that the total
expense represented as the common
figure of 24.8 per cent is high. The
general figures for department stores
of this size and sales volume show a
total of expense of about 27 to 33
per cent. The hardware store shows

an average total expense ranging
from about 23 to around 27 per cent.

Studying these items or classifica-
tions separately, we find that selling
expense is by far the larger, averag-
ing as it does 9.1 per cent, while the
highest of any other expense clas-
sification, that pf publicity, was 4,4
per cent.

A Selling Expense That Is Too High
The high point of sales expense

was reached by store H, namely 16.5
per cent, which would seem to my
mind to be excessive. Again when
we compare the loss sustained by
this store of 6.4 per cent, with the
average- selling expense we can see
something that appears a little out
of tune with the other stores' expe-
rience.

The difference in expense of 16.5
per cent and the average figure of
9.1 per cent for this classification is
very close to 6.4 per cent. This is
the percentage of store H's loss. By
this I do not mean that if the store
cut down its selling expense to the
average figure that this loss would
be eliminated. I just simply want to
point this situation out, and show
that by comparing these figures we
can lay our fingers very definitely on
troubles with the store. Selling ex-
pense for one thing is too high, in
this individual case.

It is well to remember that by far

the larger amount of selling expense
is represented in selling salaries of
the clerks. We do not know definitely
what this expense is for the radio
store, but we can expect probably to
find it reaching a figure of about 7 to
9 per cent. This figure though will
vary with the type of merchant sell-
ing radio and method used in pay-
ing salespeople. There are two
stores, store C and store G, which
seem to suggest the possibility that
the department is staffed by female
salesclerks. The total selling ex-
pense in these two stores is only
about 7 per cent. If we were to allow
the figure that is most common with
hardware store, electrical store, etc.,
for selling salaries we would find this
amount pretty much absorbed. This
leaves little for other expenses which
fall under this classification. It also
leads us to believe that salaries. are
small.

Selling, however, automatically re-
fers our minds to advertising. The
question then comes up -what was
the advertising expense in order to
create the sales volume? Ordinarily
we should expect advertising in
stores selling radio to run fairly
high. Radio is a new product. The
market must be developed. People
must be told what a given set will
do. This is not so much to create in-
terest in radio, as to meet the con-
tending claims of the numerous sets

Radio Departments of Nine Department Stores
100 per cent

Buying
Expense

$ %

Publicity
Expense
$ %

Occupancy
Expense
$ %

923 1.3 4,757 6.7 2,698 3.8

8,052 4.4 4,026 2 2 7,869 4.3

4,900 5. 4,704 4 8 1,862 1.9

990 1 1 4,770 5.3 4,410 4.9

1,162 1 4 4,067 4.9 3,486 4.2

2,115 4 5 987 2.1 2,209 4.7

6,413 5 3 5,808 4.8 2,057 1.7

3 3 4.4 3.7
8,052 53 5,808 67 7,869 4.9

923 1 1 987 21 1,862 1.7

504 1.8 1,204 4.3 1,092 3.9

1,128 1.2 6,298 6.7 3,290 3.5

Administrative
Expense
$ %

Profit and Loss
$ %

Ave. Inv.
Investment

Cash Disc.
on Purchases

Annual
Stock Turn

2,769 3.9 1,065 1 .5 15,348 2.5 3.4

6,405 3.5 6,771 3.7 25,727 2.1 5.1

5,782 5 9 1,568 1.6 6,740 1.6 10.7

3,330 3 7 630 .7 21,093 1.6 3.2

3,237 3 9 830 1 18,186 2. 3.4

1,692 3 6 1,551 3.3 6,990 1.9 4.8

7,018 58 1,815 1.5 20,771 1.5 4.3

4 3 1 9 2. 5.
7,018 5.9 6,771 3.7 25,727 2.5 10.7
1,692 3 5 630 .7 6,740 1.5 3.2

1,092 3.9 -1,792 --6.4 7,881 2.0 2.7

5,128 6.2 -17,860 -19.0 44,922 2.3 1.9

of store interior display; Occupancy Expense -includes rent, light, heat, water taxes,
etc.; Administrative Expense -includes executives' salaries, office salaries and
expenses, together with all general store expense.

t+° Includeeeeeoorlés
those

a loesA,
B, C, 1), E, F, G, which show 1l pa0at,
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now being offered to the public.
Competition in manufacturing

radio sets is running high. This
probably would justify expectations
for a rather high advertising ex-
pense, in order to create a market
for them. nut, what do we find? The
total cost of publicity, including ad-
vertising, store display and window
display, averages only 4.4 per cent
for these seven successful depart-
ments. This figure does not seem
excessively high. If we were to
segregate advertising from this
classification we would probably find
it running no greater than three to
four per cent. This is quite in line

with the advertising expense in other
fields which are pretty well estab-
lished. Ordinarily the high -point of
6.7 per cent experienced in store A
would cause a question. The newness
of the industry partly excuses it,
yet it is at the danger line. When
this item begins to grow this large,
the merchant should look to his meth-
ods of advertising. Waste advertis-
ing may have crept into the program.
Advertising running around a figure
of five to six per cent may not be
pullling sales,-that is, sales which
are profitable to the business and
commensurate with the expense in-
volved in securing them.

Again, it is interesting to see that
the stores with the smaller volume
of sales show the higher publicity ex-
pense. This is undoubtedly due to
the fact that the department may be
new. These stores are building a
good -will. We might say, they are
"breaking into the game." Contrast
these departments with those experi-
encing a larger sales volume, the
store with a greater momentum of
trade, and one can understand the
difference.

Creating demand is one thing, sell-
ing to that demand is another, but
buying for the demand is quite an -

(Continued on Page 175)

What Becomes of the Customer's Radio
Dollar You Collect?

For Your Own Information, Fill Out This Form and Compare Your Results With Those
of Other Radio Merchants. A Surprise May Be In Store For You

All Figures Are Based on Annual Business

NET SALES
Include in this figure the total merchandise you sold that re-

mained sold. Subtract any returned merchandise accepted
from customers, together with allowances made, from totalsales.

COST OF MERCHANDISE SOLD
To get this figure-to your inventory at the first of the year

add your purchases for the year. Then deduct your inventory
at the end of the year, adding to this any expenditures madefor freight and express "in."

MARGIN (Subtract Cost of Merch. from Net Sales)DEDUCT
RENT AND OTHER OVERHEAD- COSTS (OccupancyExpense)

Include what you spent for rent during the year; for light,heat, water tax, etc.
BUYING EXPENSE

Write here what you spent in buying your merchandise,
your order blanks, traveling to the market, etc.

PUBLICITY
Put here the total amount you spent to trim your windows,

for advertising in papers, and in circulars you sent out.
Expenses of decorating your store should also be includedin this total.

SALES CLERK HIRE (SELLING EXPENSE).
How much money did you pay in salaries to your sales force,

sale books, price tags, wrapping paper and other miscel-
laneous selling expenses? Put the total here.

WHAT DID YOU PAY YOURSELF OR MANAGER
(ADMINISTRATIVE EXPENSE)
Include your salary, your manager's salary, the pay of your

bookkeeper, office supplies and expenses.
TOTAL EXPENSE

PROFIT OR LOSS
AVERAGE INVENTORY AT RETAIL PRICE

Add the inventory January 1, 1924, to the inventory Dec. 31,
1924, both at retail, and divide by two.

STOCK TURN...
Divide your net sales by your average inventory at retail price.

You will find it instructive and helpful
to your business to put down thesefigures for your own store and compare
them with those for the seven radio de-
partments given. Also, if you will send

a copy of your figures to Mr. Hansen
in care of Radio Retailing, he will returnto you an analysis of them, pointing
out which of your figures seem high and
where economies should be effected.

Averages
for

Seven Radio
ova Departments,

%a
100 100

3.7

3.3

4.4

9.1

4.3

73.3

26.7

24.8

1.9

times 5 times.

Your figures, will, of course, be kept in
strict confidence, replies being sent youunder sealed envelope. This construc-tive service is wholly without charge to
the readers of Radio Retailing.
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Increasing Radio Earnings
° How V. L. Thomas of Des Moines, Ia., Pays His

Radio Manager, Grades His Down Payments and
Handles Trade-ins, All to the End of Greater Profits

PUBLIC demand for radio equip-
ment has relieved the radio
dealer from the necessity of

creating markets. The market is
there. The dealer who will properly
serve the public's radio needs will
get his share of the business.

The problem which any dealer has
to solve is how to get a good net
profit on his radio volume. Keeping
his selling cost within reason, wise
handling of time payment accounts,
service that satisfies the customer
without excessive cost to the firm,
these are elements that must be con-
trolled. And if the dealer is a busy
electrical contractor -dealer, with
many other business departments,
he must delegate the responsibility
to a radio manager.

V. L. Thomas, owner of the Thomas
Electric Company, Des Moines, Iowa,
has been very successful in his
method of handling the profit prob-
lems of radio. His basis of success
has been to find the right man for
radio manager and to get this man
interested in profits instead of in
volume.

Like all successful contractor -
dealers, Mr. Thomas is a very busy
man. When, three years ago, he de-
cided to put in radio he knew it was
impossible to give it much personal
attention. A man to handle radio
was essential and this man had to be
not only a good salesman, radio serv-
ice man and demonstrator, but it
was essential that he have an eye to
the profits as well. When Mr.
Thomas got the right man he made
his income depend on these profits
and not on the gross total of his
sales.

Taking the Salesman Into
Partnership

The proposition under which the
radio man works is, in fact, a part-
nership in radio department profits.
He receives a share of the profit in-
stead of a commission on sales. Radio
sales slips are costed and the price
listed to show the monthly or weekly
profit in radio. The salesman is
paid forty per cent of the profit
shown. The salesman's share works

RADIO RETAILING, February, 1925

out to about fifteen per cent of the
gross sales.

But an instance will show that it
works for the boss better than a fif-
teen per cent commission would.
Because of obsolescence, a set some-
times has to be sold at a reduced
price. As the salesman's commission
is reduced as the profit is reduced,
he works hard to get the highest
price for this obsolete set. It is to
his immediate interest to increase
the gross profit on the sale.

Should there be a loss on a bad
radio account the salesman loses as
well as the firm. Therefore, there
are no bad radio accounts, so far as
the salesman is concerned. He is as
keen as the boss to check up on the
customer's credit.

The Thomas Electric Company has
been selling radio on time for two
years and for the same period it has
exchanged old sets as part payment
on new ones. Both transactions are
showing profits and both have been
factors in building sales.

In addition to a careful scrutiny
of the customer's credit, down pay-
ments are graded by the season of
the year. The reason is that by

spring the customer will have so
large an equity in his set that there
is little temptation to allow pay-
ment to lapse or the set to be re-
turned.

Down Payments Vary According
to Season

In the early fall a set will be sold
on a down payment of abdut fifteen
per cent. By Christmas this set
commands a down payment of
twenty-five per cent. By February
this down payment has grown to
thirty-three and one-third per cent
and on the first of March to fifty per
cent. If, by hot weather, the cus-
tomer has paid two-thirds or more
of the price of his set he will either
pay it out or if he does revert, the
set can be sold again at a profit.

Flexibility is allowed also in the
charge for carrying. This charge is
usually not less than eight per cent
on the total sale. But in the case of
a customer of known responsibility
who will pay out in a few payments
the salesman can reduce this. He
also can and does increase this
charge to ten per cent if he has rea-
son to think that the customer, while

In the attractive store of the Thomas Elec- D. Johns, manager of radio sales, is here
tric Company, Des Moines, Ia., radio is shown at his favorite occupation of selling
given a prominent position "up front." D. a high priced set.
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Selling Trade -Ins
Trading in used sets on

more expensive new ones has
become a big element in sell-
ing radio. Thomas has a
careful method of handling
trade-ins that increases sales
without loading him up with
second-hand equipment. He
doesn't take in the set until
he has sold it.

responsible, may be slow in meeting
his monthly installments.

This carrying charge added to the
selling price becomes a factor in the
store profit and consequently in the
salesman's profit. The charge made
by the bank for discounting the
paper is added to the cost and there
is usually a profit figure left on car-
rying the paper.

Taking used sets in exchange has
also become an important element in
radio sales for the Thomas Electric
Company. And a profitable one, too.

Radio fans like to keep up with
new set designs. And they drop
into the Thomas store to look over
the new ones. When such a fan says,
"I'd like to have me better
than my set," the Thomas salesman
can ask him, "Well, what will you
take for the set you have?" A fig-
ure is reached and the salesman
makes a note to see what he can do
for the customer.

Another type of customer comes
in looking for a set and after in-
specting those offered sometimes
can't be sold because he wants some-
thing for less money. Right then
the salesman can bring up the ques-
tion of the used set. Showing a
photograph of a set marked, say
$275, he can offer this same set,
slightly used, for $150. But he puts
it that if the customer is interested
the salesman thinks he can get him a
used one at that reduced price. The
set is a bargain. And after the cus-
tomer has thought it over, the sale is
often closed. The used set is in-
stalled in good condition, new tubes
and batteries, and the first customer
buys a new and higher -priced set.

Thomas has some customers who
have bought four sets, trading in
each time. Sometimes the Thomas
salesman has to do some outside
work to sell the used set. A car and
a trip twenty-five miles into the
country has sold a good many.
136

On these used set sales it is a rule
with the Thomas Electric Company
that one or the other of the parties
pays full cash. They will carry
either the used set sale or the new
set sale on time payments but not
both. Also, the used set is sold at
the same price allowed for it. The
profit is a single one coming out of
the new set sold. But as a number
of new sets sold on this trade-in basis
are of the highest priced cabinet
type, running $400 and over, it is
very much worth while.

There is only one selling operation
involved. By not taking in the
used set until it is sold there is no
stock of used sets on hand. The
customer who trades in does not
have to be sold, he sells himself, and
often the used set makes a sale that
could not otherwise be made.

Pepping Up Summer Sales
There is enough business even

during the slow summer months to
keep the radio salesman busy and
satisfied. The outlying country is
especially canvassed during the sum-
mer and in addition to the sales
made, many prospects are located
for fall selling.

The radio salesman does all the
demonstrating and much of the serv-
ice. Anything requiring mechanical
service, however, is done by the
regular service man and the cost
charged to the customer or absorbed
by Mr. Thomas.

The salesman sharing in the profits
arrangement is eminently satisfac-
tory both to Mr. Thomas and to
his radio man. It operates the de-
partment at a good profit and with
little executive time and thought.

Posts Station Log in Window

The Radio Den, W. B. Ashford,
proprietor, Santa Ana, Cal., makes
a practice each day of pasting on
its main show. window a log of the
stations that were heard over the
establishment's sets during the pre-
vious twenty-four hours. Opposite
the name of each station is a nota-
tion as to how the station came in-
whether loud and clear, or whatever
way in which 'it was heard.

This simple little stunt invariably
attracts a considerable amount of
attention from the radio fans of the
city and creates talk about the shop
-all of which is of real- aid in selling
more sets and greater quantities of
equipment.

"Free Home Demonstrations"
Made Stemle Successful

One way of increasing sales has
been successfully tried out by the
"Radio Demonstrators" of 219 East
First Street, Duluth, Minn. And
that is-three days' free trial on any
set.

First, a prospect is solicited by
telephone, and permission gained to
put the set in his home for the free
trial. Usually there is no trouble on
that point when it is made clear that
it won't cost him anything and places
him under no obligation.

And A. Walter Stemle, manager,
reports that very few sets are taken
out, once they are left in for three
days. He believes that a "set in the
home is worth ten in the store," even
if it is not already sold.

Stemle gives his salesmen fifteen
to twenty per cent commission on
their set sales, varying in accordance
with the price of the set, the higher
priced sets allowing the higher com-
mission. His radio salesmen must be
radio enthusiasts, which may account
for the "Radio Demonstrators" large
sales during the season. And Stemle
gives his customers a wide variety
of popular makes to choose from.

The service given by Stemle and
his organization is also a big factor
in their success. Day and night
service is always available to cus-
tomers and that it is appreciated is
shown by the report Stemle makes
that many new customers say he was
recommended to them by someone
whom Stemle has already sold.

Customer Needn't Leave Home

And the best part of the Stemle
service idea is that the customer
doesn't have to move from his home
in order to listen to a radio demon-
stration. He merely steps to his
phone, calls Stemle up, and in a few
hours, the aerial is hung and the set
fully installed and equipped ready
for the home demonstration! And,
as has been said before, the set
usually stays!

Along the same idea, free radio
entertainments are given to fra-
ternal lodges and meetings of social
and business organizations, which
also lead to more sales.

And-here is an unusual situation
--Stemle found that- local newspaper
advertising results were negligible
and it was not until he offered the
"free home demonstration idea" that
he met with any degree of success.
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New Profits
from Old

Customers
Iowa Furniture Dealer Keeps Old
Accounts Profitable by Selling
Them Radio Sets Before Their
Furniture Bills Are Fully Paid

HOW much does it cost to
create a new customer? The
answer, if anybody knows it,

will vary with the type of merchant.
It costs the ten -cent store very little
and it costs the furniture dealer a
good many dollars. But this is true
for any merchant : that it costs less
to resell an old customer than to
make a new one.

Julius Rosenfeld, president of the
Continental Furniture and Carpet
Company, Council Bluffs, Ia., has
been selling more merchandise to
old customers for many prosperous
years. And he has not found any-
thing better than radio to keep the
old customers on the books.

"There is no profit in a closed
account," said Mr. Rosenfeld to a
representative of Radio Retailing.
"Good furniture such as we sell does
not need frequent replacement. We
have the customers, the salesroom,
the salesmen and the credit system.
We are getting new profits on these
assets with radio.

"Radio distinctly belongs in the
furniture business. We felt that from
the time we first put the line in.
And we did not go after it in a half-
hearted way. We featured radio in
our advertising and our windows.
We have given it the best location in
the store, directly inside the main
entrance. Our stocks are ample and
include the most popular types of
radio sets and the combination
phonograph and radio as well.

"Advertising and window displays
have brought in many new customers
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but our greatest sales effort and our
greatest success have come from con-
centrating on our old customers.
Customers coming in to make a pay-
ment cannot overlook the radio dis-
play which they must pass to reach
the cashier's window. And as they
transact their business with the
cashier, they notice a sign op each
side of the cashier's window. One
reads: `Enjoy Winter Evenings with
Radio,' and the other: 'Add a Radio
to Your Account.'

"And a salesman is always on the
alert to make a demonstration.
Even when the customer does not
think he is interested, the salesman
gets in some missionary work with
a comfortable chair to rest in and
some good music out of the air.

Calling Up Old
Accounts

in his furniture department
before they are fully paid up
and asking them if they
want to add a radio set to
their bill is one way an Iowa
dealer has made radio give
greater profits.

By requiring no additional
down payment and putting
the price of the set on the
time payment bill for other
merchandise already bought,
this store experiences a quick
turnover of sets.

"The big point with the old cus-
tomers is that they can add a radio
set to their account without an addi-
tional down payment. When a cus-
tomer is about paid out on his ac-
count for other merchandise we call
him up and ask if we cannot send
out a radio set for a free demonstra-
tion and trial. Sometimes we have
sent out a set without asking previ-
ous permission, simply notifying the
prospect that we are going to enter-
tain him for an evening at our ex-
pense.

"They will not be asked to buy, we
inform them.

"A salesman gets the stations,
they enjoy the experience and
usually keep the set. This is made
easy for them and for the salesman
as they do not have to sign an addi-
tional sales contract nor make a new
down payment.

"We are secured because when a
customer has not yet paid up on a
bill of furniture, the radio set goes
on the same bill and is secured to us
by the lease on the entire bill."

As articles of furniture usually
give a greater percentage of profit
than do radio sets, Mr. Rosenfeld
was asked if the furniture store
could sell profitably on the lower per-
centage.

"The profit is big enough," was
the answer. "I can turn over my
radio stock about once a month, and
because of this fast turnover the
radio department can operate profit-
ably on a smaller margin than the
slower -moving furniture."
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The Salesman's "Fourteen Points"
"food Morntnql

MR. SONES ""

..J

"A Smile is Worth More Than a Frown"

Know Your Stock

1
"Know your stock, where it is
and what it is," cannot be over-

emphasized. Many a sale has been
lost by a sales clerk saying, "We
haven't it in stock." Many times the
article is on' the shelf behind some
other piece of merchandise. Know-
ing your stock serves another pur-
pose. It tells you what is on hand
and what should be ordered. Sales
people should watch it. Don't let a
stock get too high or too low.

Study Your Merchandise

2 One of the more important
rules for any retailer: "Know

the articles you sell." Know what
they are made of, where they
are manufactured, how they are
made. Be able to tell the customer
these facts and create the im-
pression that you know your busi-
ness thoroughly.

Read Advertisements

3 "What paper did you see our
advertisement in?" This ques-

tion marks a slipshod salesman. It
is the duty of the sales force to
know what the store is advertising.
Better still, to know what your com-
petitors are advertising. Reading
the advertisements is only one of the
early morning jobs.
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Be Pleasant

i

4 "Good morning," said with a
smile, is a real greeting. It's

warm, it's cordial. There is no ice-
berg attached to it as there is to the
old too familiar greeting of many
salespeople today-"Is there any-
thing I can do for you?" It only
serves to mark a salesman as dead
to his opportunities. There must be
something the salesman can do or
the customer never would have
entered the store. A smile in the
place of a frown, a cordial greeting
in place of coldness, makes a joy of
selling and increases sales.

Satisfy the Customer

sEvery sale, large or small, de-
serves attention. It isn't what

you are selling that merits this at-
tention, it is the person to whom it
is being sold. The customer must
be satisfied. Merchandise should
stay sold. Better spend ten minutes
explaining a small tube socket and
have it stay sold, than have it re-
turned. It costs less and it builds
real good will.

Try to Agree

6 "You may be right," is a diplo-
. matic reply. Give the customer

the benefit of any doubt. Don't tell
them they are crazy, and should
know better. Tell them your story,
what you believe is the truth about
the merchandise you sell. Don't
argue. You may tear down in five
minutes a good will that has taken
years to build, and you may destroy
valuable future sales.

Remember the Store's Policy
] Not knowing store policies has/ spoiled many sales. It has cost
stores real money. When a store
makes policies, live up to them. But
care must be taken with the customer
in explaining the store's side. Re-
member the rule of the merchant,
"The customer is always reasonable."
If merchandise is returned and you
cannot accept it give a very careful
explanation.

"Take Time With the Smallest Sale"
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Here Are the Fundamental Principles Governing Salesmanship
That Every Man Who Stands Behind a Retail Counter Should Know

Don't Criticise Competitors

8 Criticising your competitors
. will do little good as a sales

talk. Characterising the competitor
as "a gyp," "a cut throat" merchant
in your talk with customers will not
sell merchandise. Make your sales
talk stand alone. Bring out the
good points in the merchandise and
let the quality and article speak for
themselves. Merchandise sold on
this basis stays sold and costs less
money to sell.

Make Suggestions
Suggestions and ideas keep9. sales on the increase. Don't

be afraid to offer ideas. As they
come to you, make note of them.
Call them to the attention of the
manager. One idea by a sales clerk
saved a large store around $15,000
this past year.

Don't Be Dumb

10 If a customer asks a question
don't answer, "I don't know."

If you don't happen to know, find
someone who does. Go to the one
in charge of your work and get the
correct answer. If it is possible that
a long explanation will be necessary,
return with this person of authority.
Introduce him to the customer and
leave the rest to him. Remember
you are not expected to know every-
thing. But you should be expected
to know how you can find out.

"Manufacturers' Booklets Are Profitable Reading"

Forget Gossiping

1.1
Don't be a town gossip. Never
talk to one customer about

another. It is pretty well to remem-
ber that a store is a place of business,
not a rest room for the discussion of
town topics or the happenings of the
night before. A gossiping sales force
Is a black mark for a store.

Go Slowly

12. Many new sales clerks are
disappointed if their sales do

"Never Argue. But Listen Patiently."
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not reach the mark of others in the
store. There is no reason for it.
No store manager expects a new-
comer to break all records of the
store. Plenty of time should be the
rule. Go slowly, learn what there
is to learn. Know the executives
of the store, where the merchandise
is kept. In other words get your
feet on the ground before trying to
break any records.

Watch Stock Arrangement

13 Use spare moments between
sales to keep counters free of

merchandise. Arrange the stock
which may have been disturbed in
making a sale. At this time watch
the stock. It may have been sold
out during the day. If it is low
report it. Dust the showcases. In
short, use spare minutes for little
housecleaning jobs.

Be Neat

14 Be careful in your dress. Loud` ties and "dance hall" styles
have no place in a retail establish-
ment. Dark clothes should be the
rule. Store work is not the best of
white collar jobs, and the personnel
should dress accordingly. Keep in
mind the fact you are meeting all
classes of people.
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IT IS the very theory of civiliza-
tion that each man should devote
himself to the work that he is

best capable of doing, and that the
successful man must be able to do
his work better than other men.
Thus the public comes to him for
this service in which he is an expert
and he prospers. This rule holds
true no less in the radio industry
than in other walks of life.

Therefore, if I were a radio dealer
the first thing I would do would be
to make myself an expert in radio,
so that I might be sure of possessing
greater knowledge and aptitude than
the customers who come to me, and
I would see that my sales people
were well informed. This today de-
mands a good deal, because the typi-
cal radio fan knows a lot.

Accurate Stock Keeping
That I take it is the first thing

for a dealer to take care of. The
second thing I would do if I were
a retailer would be to install care-
fully an accurate stock keeping sys-
tem so I would know what goods
move and which turn over slowly.
I would put myself in position to
make quick decisions in the selection
and handling of my stock.

I would incline to the sale of
standard linos to insure the per-
manency of my business. I would
do this because the patent situation,.

I believe, will play an increasingly
important part in radio.
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What I Would
A Radio

Dealer
By WILLIAM R. INGERSOLL,

Vice -President, DeForest Radio Company

Mr. Ingersoll was the man who gave the
world "the watch that made the dollar
famous"-as spectacular an innovation as
has ever come but of a factory. Now he is
devoting to radio his genius for market
building. He has been president of the
Advertising Men's League of New York,
chairman of the National Commission of
the Associated Advertising Clubs of the
World, and Commissioner of Conciliation
for the United States Department of Agri-
culture. He speaks with authority.

I would have in mind the fact that
radio is not a field to enter for the
mere sake of quick profit. The time
has passed to ride the wave and raid
the market. This is the biggest
single market development of our
times.

I would plan for a life work and
organize a business or a radio de-
partment in my business that would
pay permanently a proper return on
my investment. I would find a way
to make the volume of sales that
would insure that return.

I would give particular attention
too to the national advertising of
standardized radio and turn it to my
advantage in local tie-ups. I would
keep in touch with modern trade de-
velopments by subscription to the
better class of radio trade papers.
A trade paper that renders a genuine
service to its industry in research
and the recording of the news and
thinking of the industry and reports
the successes, the failures and the
dangers that men should know about
is a priceless aid to the dealer.

In looking for customers I would
go after every family in the commu-
nity that has an automobile. I
would approach them both by mail
and personal call. This is a good
guide, for every home of moderate
means or better is a natural prospect
for radio.

Also .I would list every farmer who
owns a car or a tractor or shows
the slightest sign of life and enter-

prise in the appearance of his farm.
We have a great and vital service to
render to these farm homes.

I would try to interpret radio to
my public very carefully. I would
present it not as a fad or a luxury,
but as a modern servant to the home,
providing a new source of education,
news and entertainment, a practical
supplement to the newspaper, the
telephone and the telegraph. I would
impress upon the public the fact that
no one today can afford to be out of
touch with the new world contacts
that radio bring into the household.

Would Not Cut Prices
I would make it my policy not to

cut prices except on season -end
clean-up sales, for mid -season sales
are folly. They undermine the con-
fidence of the public.

So far it seems necessary to slow
down in radio sales in summer, ',ut
I would put pressure on portable and
suitcase sets, on tube, battery and
accessory sales, and if the size of
the town made it possible I would
be an exclusive radio dealer. If in
a smaller town, I would combine
radio with music or auto accessories.

I would resist as long as I could
the taking of trade-ins. Of course,
no one knows what will develop here,
but a united policy could influence
the market to some other disposition
of discarded sets.

In my opinion this service element
(Continued on opposite page)

RADIO RETAILING, February, 1925



Do, If I Were
A Radio

Manufacturer
By S. B. DAVEGA,

President, Davega United Sports Stores

The eleven Davega United Sports Stores
sold over a million dollars' worth of radio
in 1924, in New York City. S. B. Davega
is president. He started in a small way
with one store devoted solely to sporting
goods. When radio came, he saw the
greater opportunity. The rapid growth of
the organization is a tribute to Mr. Davega's
ability as a merchant and to the popularity
of radio as a merchandising line. His
opinion is founded on a broad experience.

RADIO is young. It has grown
fast. Many mistakes in policy
have naturally been made.

But standard practice is steadily
evolving that is gradually going to
correct a lot of our troubles. Look-
ing at it from the dealer's stand-
point here's what I would do if I
were a manufacturer, to try and
overcome some of these present ills
of the radio industry-

One-I would have as few job-
bers as possible, giving over my dis-
tribution to strong houses that would
cover their territory with thor-
oughness.

Two-I would try to build up ex-
clusive jobbers who would sell only
my line and I would do this by not
over -committing my factory so that
I could make good on my promises.

Three-I would develop my retail
distribution among dealers who ad-

vertise and actually develop local
markets. I would pass up the store
that will do nothing but sell over
the counter.

Four-I would select dealers who
also sell another line, preferably
talking machines, because that type
of store presents a musical at-
mosphere and is usually provided
with listening booths. The dealer
also should have one active summer
line and therefore the sporting -
goods -plus -radio store offers an ex-
ceptionally strong set up.

Five-In cities of 10,000 or less
where there probably is no regular
sporting -goods store, I would select
the leading hardware store or elec-
trical supply stores.

Six-I would not sell to dealers
who lack the skill and equipment to
install and service properly.

Seven-I would not sell too many

What I Would Do If I Were a Radio Dealer (Continued)

is going to be no less important to
radio than it is in selling automo-
biles. An automobile is no better than
the service behind it, and this is no
less true in the case of reception
sets. Therefore, if I were a dealer
I would provide the best possible
service to my customers. And yet
I would try not to overdo it.

Radio is now in the stage experi-
enced by the automobile when every-
body wanted speed. A car that
wasn't guaranteed for 60 or 70 miles
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an hour was not the thing then, but
nowadays people want dependability
and comfort. In radio the public de-
mands today long distance reception
to an excessive degree. They will
trend gradually to an appreciation
of tone quality and recognize that
after all that is the prime advantage
in radio reception.

I see a great future for the radio
dealer. If he uses ordinary good
business judgment and enterprise he
will prosper.

dealers and crowd them too close.
The day will come I hope, as it came
in the talking -machine game, when
dealers will have exclusive terri-
tories. Meanwhile I would give my
dealers ample territory to sell in to
aid them toward prosperity.

Eight-I would not sell the "gyp"
-by which I mean the dealer who
resells standard material under the
established price. I would not sell
him again.

Nine-I would not over -sell radib
and incite the customer to overeager-
ness to get immediately all distant
stations. This automatically sets up
a demand for excessive service by
the dealer. Rather I would sell the
customer stronger on the joys of
good service from local broadcasting.

Ten-I would double the usual
tests on finished sets if necessary to
prevent and avoid trouble in deliv-
ered sets. This is what makes
trouble all along the line and greatly
increases the dealer's service costs.

Undoubtedly today there is an
over -abundance of types and styles
of radio on the market, bred by the
prosperity of the industry-also too
many manufacturers, jobbers and
dealers. If I were a manufacturer,
I would try to get ready and help
toward readjustment now. I would
protect my jobbers on . deliveries. I
would protect my dealers from un-
fair competition from cut-price
retailers and overcrowding of terri-
tory.
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THE future of radio set selling
lies with the dealer who goes
out after the sales rather than

with the one who waits for the busi-
ness to come to him. There is little
argument about this. Business ex-
perience in other lines points the
way. Phonographs, washing ma-
chines, vacuum cleaners, cash regis-
ters, all owe their wide distribution
and use to years of vigorous and
profitable direct house -to -house and
office -to -office selling.

There is no one way to manage
this kind of business. But there are
methods that have produced results
and many experiences that have
shown what to watch and what to
avoid. From a wide contact with
successful dealers, not only in radio
but in other lines selling direct,
Radio Retailing is able to collect
boiled -down experience and live sell-
ing suggestions for the guidance of
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Paving the may
Door-to -Door

Getting inside the pros-
pect's door is one of the
most difficult problems
confronting the salesman

Have cards printed in imitation of regular
theater admission tickets, in the same size
and style of type, as illustrated. Mail them
to a selected list of prospects. If the dealer
will look through the broadcasting pro-
grams for the coming weeks he is bound to
find something that will serve as an
adequate tie-up. Right now it is the con-
certs given by Victor phonograph artists.
Many broadcasting stations are sending out
programs that will serve as excellent mate-;
rial for the "admission ticket" idea.

the dealer who wants to extend his
business and who takes this method
of doing so.

One word of warning to the be-
ginner at outside selling.

Don't expect big results overnight.
Don't put on all the men you can
get. If you do some of them will
cost you money. Start with one or
two good men, train them carefully
to sell your goods in the right way
and that is to sell customer satis-
faction. Increase your sales force
gradually as you create the right
kind of salesmen. And, perhaps
most important, watch your collec-
tions. There is no profit in a sale
until the last payment has been
made on the time contract.

Picking the Salesman
WHEN radio is sold in the home,

the salesman must be the kind
of man people will be glad to receive
in their homes. A large New York
dealer whose business is all through
outside salesmen, avoids the "high
pressure" type of man. He chooses

his men on the basis of their adapt-
ability to the family circle, this abil-
ity being a knowledge of how to con-
duct themselves properly at an
evening's entertainment in the home.

Where to Look
for Salesmen

AS. THE approach is the first and
perhaps the hardest step in

making a sale, it follows that an in-
experienced salesman with a wide
personal acquaintance often sells
more merchandise than an experi-
enced salesman working on a cold-
turkey basis. A washing machine
dealer in Hawthorne, N. J., proved
this by interesting a mail carrier in
selling for him. The mail carrier
knew everybody in a district of some
hundreds of families and spent his
evenings calling on them. He be-
came a very successful after hours
salesman. And when for two con-
secutive months his evening sales
had been over $1,800 a month, he
left the Government service and de-
voted his entire time to selling. Here
is a real suggestion for the radio
dealer in enlisting salesmen who can
work only in the evenings. Wide per-
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for a Successful
Sales Campaign

Here is a timely scheme
-and a survey of success-
ful field sales methods in
door-to-door selling.

Pick the event, have the cards printed and
mailed, and follow it up a few days before
the event by sending a salesman to the
prospect's home with a set under his arms.
Let him make the demonstration right then
and there, and if he doesn't succeed in
making the sale, send him back at the time
of the concert you mentioned. After hear-
ing the concert and realizing they can con-
tinue hearing them by purchasing the set,
very few prospects will resist the tempta-
tion to let it remain.

sonal acquaintance is the first
requisite and many a man working
during the day will will be glad to
turn his acquaintanceship into com-
mission checks by selling radio a
few evenings a week.

Training the Salesman
THE radio salesman must know

his goods. Not that he has to
be a radio expert. Many radio ex-
perts are in fact not good salesmen.
But the salesman must have a work-
ing knowledge of the set he sells and
he must be thoroughly "sold" on his
merchandise.

One of the largest radio dealers in
Cincinnati is the Devere Electric
Company, which has a large crew
of outside radio salesmen. "When
we started selling by this method,"
states S. A. Morsbach, manager of
the Devere company, "we advertised
for commission salesmen and put the
men to work just as we had done on
washers and vacuum cleaners. This
was quickly seen to be imprac-
ticable. The men were not of the
right kind and they did not know
radio well enough.

"But because we knew the idea
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was fundamentally sound and a nec-
essary way to increase radio set
business, we sought and found the
way to get and train the salesman.

"We now hire men for this work
just as carefully as we hire any other
regular salesmen and put them on a
salary while they are being trained.
The training consists of two months
of store selling. In two months of
behind the counter selling and dem-
onstrating any man can be turned
into a good radio salesman.

"Only after this training do we
put a man out to sell sets. By this
time he knows how to sell and dem-
onstrate, he is sold on the material
he is selling and from the fact that
he has been selling in the store he
has the confidence that he can sell
anyone he gets up against.

Watch Your Salesman's
Appearance

DEOPLE who live in the better
L class homes are not only good
radio prospects, they are prospects
for the high priced sets and they
have the kind of credit that makes
easy collections. Lyon & Healy,
Chicago, please this desirable class

of customer by sending out only
salesmen and service men who are
neatly dressed and of good appear-
ance. Also the set for demonstra-
tion is delivered in a sedan. There
is shrewd selling psychology in this.
The set is not yet sold and the well
dressed courteous men who deliver
and demonstrate create an impres-
sion highly favorable to the firm they
represent.

Canvass the Business District
ASUCCESSFUL dealer in a large

middle western city does not
convass house -to -house. His men
canvass from office -to -office. As men
are the best prospects for radio
these salesmen go to the men in their
offices during their business hours.
The salesman is direct and business-
like and asks only for permission
to bring out a set to the business
man's home and make an evening
demonstration. He has a book of
photographs but does not try to sell.
He concentrates on getting the dem-
onstration. This has proven very
successful and it has been found
that the same business district can
be canvassed regularly over again
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with increasing results. Every man
is a radio prospect but he may not
be ready the first time he is ap-
proached.

Leads from Service Calls
SERVICE calls are great' pro-

ducers of leads if the dealer
doesn't wait for the customer to kick
for service before calling. J. T. Don-
nelly of Poughkeepsie, N. Y., has a
service man call on his new set cus-
tomers twice a month. This man
asks how the set is working and if
there is anything wrong, fixes it.
There usually isn't and the customer,
pleased at the attention, is glad to
tell the service man the names of
some friends or neighbors who have
been over to see the set and who are
thinking of buying.

Getting a Deposit Before
Trial Demonstration

IN SELLING sets on a free -trial
basis, there are some people who

will try to take an unfair advan-
tage; people who may be interested
in some special broadcasting event
and get a set on trial with no inten-
tion of keeping it. Lyon & Healy
have met this situation by asking a
deposit before sending out a set on
trial. The moderate amount asked,
$15.50, is no deterrent to the pros-
pect who is really interested in own-
ing a set and it stops the other kind
from making the request.

Advertising That Brings Leads
SELLING on leads is, of course,

easier for the salesman than a
straight canvass. R. C. Bradley,
New York, has kept a very large
sales force busy on leads, most of
which come from newspaper adver-
tising. Varied to avoid monotony,
the substance of these ads is about
as follows:

"What's the use of running around
town looking at sets when one will
call on you ? Phone us or send us
a post card today." Results from
these ads have been very good both
in the number and character of in-
quiries. 90 per cent of the prospects
have been sold on the first demon-
stration.

Getting the Procrastinator
to Act

ONE of the hitches in selling is
the prospect who is interested

but wants to put off the demonstra-
tion until some indefinite future
time. Having a reason why the cus-
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House -to -House Sales
Campaigns

will be the future method of
getting the radio set busi-
ness, in the opinion of a
number of representative
radio dealers. Taking this
method, step by step, from
getting the salesman to com-
pleting the sale, Radio Re-
tailing has collected an inter-
esting series of hints on how
to do it.

Selecting the right type of
man for the job, getting him
into the home, what his sales
talks should be, how he
should and should not make
the demonstration are a few
of the practical things ex-
plained for the dealer in this
timely review.

tomer should secure the set at once
will often get action from these
postponers. S. M. Hernheim, Bir-
mingham, Ala., studies the broad-
casting programs. When, as fre-
quently happens, an address by a
prominent Mason, Shriner or Ro-
tarian is scheduled, Mr. Bernheim's
salesmen go hard after the Birming-
ham members of those organizations.
Many sales have been made by this
means, as the salesmen have a reason
why the prospect should make the
purchase.

Let the Prospect
Sell Himself

AN OMAHA dealer finds good re-
sults in letting the prospect

do most of his own demonstrating.
"Let the prospect work the set from
the start," is his advice. If con-
ditions are unfavorable and he
doesn't get all the stations he wants
he blames it on his own ignorance
and asks for more instruction. The
next night the conditions may be
perfect and he is completely and
thoroughly sold. But if the sales-
man when demonstrating fails to get
perfect results, no matter what the
conditions are, 'the prospect blames
the set for it and increases the diffi-
culty of closing the sale.

A Star Salesman's Advice
on Demonstration

ASALESMAN who makes one
demonstration every evening and

who earns as high as $200 a week

in commissions has this to say about
demonstrations.

"The way to sell is to let the set
sell itself. Tune in on a good pro-
gram and if the prospect seems to
enjoy it, leave it on. Don't try to
'show off' a set by tuning in on sev-
eral stations in succession. Clarity
of a set is a stronger selling point
than range of reception. Don't talk
much about the range of the set nor
of technical details. These topics in-
variably lead to difficulty. Get the
family comfortably seated in chairs
around the set and let the set talk
itself into a sale."

Confirm the Contract by Letter
IN SELLING anything on a time

payment basis it sometimes hap-
pens that there is a dispute over the
terms offered by the salesman. The
contract is properly made out and
signed but the customer claims he
didn't read it and the salesman told
him something different. The Steves
Electric Company, Oshkosh, Wis.,
has eliminated all difficulty from this
source by acknowledging the con-
tract to the customer in a letter
which recites all the terms and con-
ditions of the sale. It also makes
the request that if everything is not
exactly as understood that the cus-
tomer notify them. This letter
makes it extremely difficult for the
customer to claim later that there
was any special understanding with
the salesman.

Guarding Against Returns
NOT all women are pleased when

friend husband buys a high-
priced radio set. And because of
this one big dealer has found it
good business and good fellowship
as well, to send the bill for the radio
set to his customer's office instead
of to his home.

The Farmer Offers a Cash
Market

THE farmer market is a big field
for radio. One of the advan-

tages in selling the farmer is that
such sales are all substantially cash
sales. The farmer buys his set on
time but the dealer gets cash for the
sale by discounting the farmer's
note at the farmer's own bank. The
Reliance Electric Company, Mil-
waukee, has one salesman who has
been averaging $840 a week in sales
and getting the cash by this method.
The farmer has credit and will use
it to buy the radio set he wants.
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"Ruining the Radio Industry"
Dealers of Providence, R. I., Are in the Midst of a
Price -Cutting War to See Who Can Sell the Lowest
and Hold Out the Longest-Chaos is the Result

ft AY Less Here," reads a sign
in the window of a radio store
in Providence, R. I.

Across the street, pasted on the
window of a rival store, is the asser-
tion, "We Are Determined to Sell
Radio at the Lowest Prices in Prov-
idence."

Around the corner, in the window
cf a hitherto reputable dealer, is a
notice, "We Guarantee to Meet the
Lowest Price of Any Reputable
Dealer in Providence."

The result? Chaos. Nobody is
making money in Providence to-
day. The dealers themselves admit
it. Meanwhile the radio -buying pub-
lic sits back and derides an industry
where such practices prevail. How
can radio hope to win the respect and
-.dmiration of other businesses, or
the confidence of the public, when
radio dealers resort to such tactics?

Here is, perhaps, the true defini-
tion of "gypping." Dealers who cut
price simply to bore under the other
fellow and determine to sell their
goods at the lowest prices in town
are ruining the radio industry.
They are killing themselves, they are
killing other radio dealers and they
rre giving the radio trade the black -
:.t kind of reputation. These meth-
ods should not be tolerated in the
radio industry. They can be stopped.
Eut they can be stopped in only two
ways-by knowledge of costs and by
co-operation.

Co-operation Greatest Need

Co-operation is radio's greatest
need. If one jobber or manufacturer
makes an attempt to remedy condi-
tions, some other jobber or manu-
facturer jumps in and throws the
proverbial monkey wrench that
wrecks the machinery. What kind
of an industry can we expect to build
up, anyway? When are we going to

-:t wise to ourselves and stop knif-
ing the other fellow simply to add a
few more cut -profit dollars to the
day's gross sales?
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By WILLIAM C. ALLEY

The manufacturer blames the job-
ber, the jobber blames the dealer and
the dealer blames both of them. And
each is right. The blame cannot be
placed on any one group. All are
equally at fault.

The dealer who slashes everything
to the bone and tries to establish
himself as the lowest -priced house in
town is the first at fault. The jobber
who continues to sell him is the sec-
ond at fault. And the manufacturer
who sells to the jobber who sells to
the gypping dealer is the third at
fault. And, the standard price house
that cuts its own prices to meet the
cut-throat competition is contrib-
uting its own share to the general
bedlam.

You can hear it said that "it's all
very well to talk about stopping it,
but how are we going to do it?" The

remedy has got to be a concerted re-
volt from within the industry against
disreputable dealers and against dis-
reputable jobbers, whose sales poli-
cies are besmirched with mud, whose
advertising reeks with mud and
whose mind is filled with the same
commodity.

Let's go back to Providence for
awhile and find out what's going on
there. P. H. Barnett, president of
the B. and H. Supply Company, of
Providence, and also president of the
Rhode Island Radio Dealers' Associ-
ation, has jumped into the price war,
tooth and nail. It is Barnett's win-
dow which displays the promise to
"meet the lowest price of any repu-
table dealer in Providence." Hereto-
fore he has never cut a price.

That raises the question immedi-
ately, of whether it is or is not a

RADIO
PRICES
SLASHED

Bug here
prices lowest.

in town

The kind of stuff that is going on in Provi-
dence, R. I., which results in giving radio
a black eye in the public's estimation and
also causes such a state of confusion that
none of the dealers is making money, that

the public is not buying, waiting for still
further reductions, and that both the public
and the dealers are completely at sea about
radio prices and the future stability of the
trade in that town.
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wise policy to fight cut price compe-
tition. Harry Tilley, of the Tilley
Radio Corporation, Providence, goes
serenely on his way, paying no atten-
tion whatever to the price cutting
going on all around him, continues
selling his merchandise at full list,
and reports no falling off in trade.

Personally, I think Tilley is right.
A reputable dealer who lowers his
prices to meet cut-throat competi-
tion is also lowering the standards of
his business to the low level of his
low competitors. By tarring himself
with the same brush the reputable
dealer admits himself forced to his
knees by his gypping adversaries.
He pulls down his reputation and
standing and rides in the same boat
with the price -cutter.

But Barnett takes the opposite
viewpoint.

"Has Killed the Radio
Business"

"This price war has absolutely
killed the radio business here," he
declares. "We were forced to meet
the low prices. We simply could not
afford not to. Why, people would
come into our store and laugh at us
for asking list price for a certain
article. 'I can get it for half as much
around the corner,' they'd say. Were
we going to stand by and watch them
go around the corner to buy? My
answer is 'No.' Fight them, meet
their prices until they throw in the

Committing Com-
mercial Suicide

A price war, especially in the
trade of radio retailing, is
one of the best ways we know
to commit commercial
suicide. Yet the dealers of
Providence, R. I., are at it hot
and heavy.

"I sell the lowest," cries
one. "All radio prices cut to
the bone," declares another.
"25 per cent discount on all
radio parts," shouts a third.

WHEN IS IT GOING TO
STOP? AND WHERE IS
THE RADIO INDUSTRY
HEADED IF THESE TAC-
TICS ARE CONTINUED?

sponge. After they've lost enough
money they'll come to their senses.
It's a foregone conclusion that sooner
or later they will come to the end of
their rope and get out of the radio
business.

"Let me tell you of some of the
meetings held by the Rhode Island
Radio Dealers' Association. Some
of the merchants who follow a policy
of consistent price -cutting actually
got up in the meetings and declared
war on the high class houses.
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These newspaper advertisements wereclipped from one edition of a Providence
newspaper. The large advertisement on the
left is from a chain -store organization with
a consistent policy of low prices, while the
other two were inserted by houses which,
in the past, had never resorted to price -
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cutting. The small advertisement reads, i

part, "íf you find you could have bought ata lower price from any other reputable
dealer, tell us and we will refund the dif-
ference." Is any further comment neces-
sary? It seems to us to speak its owr
damnation.

"They said the type of customers
they reached demanded the lowest
possible -prices and they were going
to give them what they wanted.
Very good. I believe in giving them
what they want, too. But we're not
in business for love. The margin
of profit which list prices allow, is
small enough as it is, without cut-
ting it down still further. And radio
prices today are not exhorbitant.
The average buyer can well afford
them, and the dealer cannot conduct
his business at a profit, in a town
the size of Providence unless he gets
the full list.

Price of Earphones Changed Four
Times in One Day

"Would you believe that the price
of a pair of earphones could change
four times in the course of a day?
Yet that is typical of what is going
on here at present. In the morning,
a store was selling them for, say, $4.
The actual figures I don't remember.
At noon, a competitor put the same
make of phones in his window for
$3.50. In the afternoon, it had gone
down to $3 and in the evening they
were selling for $2.50. Now what
kind of a way to do business is that?

"Certainly I'm going to fight
them. I'm going to fight them until
some of us go out of business and
I'm not going to be the one who
goes out first.

"Passing the Buck"
"I put the blame directly on the

manufacturer for this state of dis-
ruption. They have had their eyes
only on the almighty dollar and have
sold their products to too many job-
bers. There are far too many whole-
sale outlets. If the manufacturer
would use a little discrimination in
placing his products, cut down the
number of his jobbers and exercise
a closer control of his wholesale out-
lets, much of this price cutting could
be stopped.

"As it is now, the manufacturer
cannot find out what jobber is sell-
ing to the cut price dealer. With
fewer jobbers, he could do so, and
his gross sales would not fall off. I
venture to say that the fewer jobbers
would do a bigger total business than
a lot of jobbers each doing a little
business.

"Take the Magnavox situation to-
day. A year ago, that was the worst
situation in radio. Magnavox was
being cut right and left. Then, six
months ago, they appointed only one
jobber in each territory, with the re-

R A D I O RETAILING, February, 1925



They Need an Hourly Ticker
Service to Keep Track of Radio
Price Quotations in Providence!

Typical of price conditions in Providence
radio stores, as they are today: One morn-
ing a pair of earphones was priced at $4.
By noontime, a competitor put the same
make of phone in his window for $3.50. In
the afternoon, the first store came back
with a reduction to $3 and at six p. m., the

'phones were selling for $2.50. Had the
stores been open in the evening, by midnight
they'd probably have been paying the cus-
tomers a bonus to come in and take the
earphones home ! All of which accomplishes
nothing except to make radio ridiculous in
the eyes of the business world.

suit that today, Magnavox is pretty
clean. That's the remedy. It is al-
ready in actual practice in this line
and has been found successful. It's
up to the manufacturers."

And that's that. The next step,
according to Barnett, must obviously
come from the manufacturer. But is
that an adequate solution? If not,
then what is? Co-operation, for one
thing. Education, for another. Edu-
cation of the dealer in the costs of
running his business, education that
he cannot operate successfully by
cutting prices, education that he is
doing as much damage to himself
as he is to the rest of the trade, edu-
cation that healthy competition stim-
ulates business for everyone con-
cerned and that cutthroat competi-
tion means ruination.
"A Low Price Sale Is Often an

Economic Necessity"
And it must be borne in mind

when, and IF, the brooms are gotten
out, that a low price sale is often
an economic necessity, indulged in
by manufacturer and jobber as well
as the retailer, upon occasion. To
clear shelves or pep up a dull period,
a general reduction in price is re-
sorted to by practically every mer-
chant in any line of business.

It is the man who consistently cuts
prices, dealer and jobber as well, who
slashes as far as he can solely tc
bore under the other fellow and steal
someone's else legitimate trade,
against whom the radio industry is
up in arms.
RADIO RETAILING, February, 1925

Doubles Phonograph Profits
by Adding Line of

Radio Sets
Swinging into line with the pop-

ular demand for radio, Jackson's
Furniture Store, at Oakland, Cal., in-
augurated a radio department ten
months ago, to supplement its busi-
ness in phonographs. Radio has
proven a most profitable line for
Jackson's, and a rapid turnover is
made in high priced sets as well as
in those of average price. Parts are
not carried.

"I believe," states William W.
Cross, manager of the radio and
phonograph department, "that there
is no other new product on the mar -

The higher -priced sets sell equally as well
as the lower -priced ones in this radio de-
partment, according to the manager, WIl-

ket which has been taken up by the
people as eagerly as radio. But the
public is demanding more from radio
than it should at the present stage
of development. I look for radio to
be revolutionized within the coming
six months, prices standardized,
patents straightened out, and radio
put on a firm business basis."

Quality sets sell best in this new
department, especially the combina-
tions of radio and phonograph.
Table models are also very popular,
one model, priced at $560, is con-
sidered the best seller. The man who
buys a radio set wants one that will
give satisfactory service, therefore
the department aims to sell him a
set which will give excellent results
instead of experimenting with some-
thing cheaper.

As a rule the total cost of a
quality set is prohibitive to the aver-
age person but through the store's
credit plan he is able to buy a set
which will give him complete satis-
faction. Six months are allowed for
radio sets and longer terms for com-
binations.

Service is a very necessary fea-
ture in selling radio, Mr. Cross be-
lieves. The firm's radio service man
is a licensed operator. No service
charge is made when the trouble
lies with the set and only a slight
charge otherwise. A small charge
is made for outside aerial installa-
tion. After a set has been sold and
installed in the home the radio sales-
man calls and instructs the owner.
The salesman does not demonstrate
the set to the owner but lets the pur-
chaser do his own demonstrating.

"The important . thing in selling
radio," he concluded, "is to keep
in close touch with the local demand."

Liam W. Cross. Time payments do it.
"The man who buys a set," he says. "wants
a good one and is willing to pay for it."
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Education in Dealer Oppor-
tunities and Dealer Ethics

Will Solve Problem
By E. B. MALLORY

Manager Radio Division, Westinghouse
Company, President Radio Section, Asso-

ciated Mfrs. of Electrical Supplies

IDISLIKE very much to see pub-
lic use of the term "gyp," which

is an expression largely used by
members of the radio fraternity to
define what seems to me to be a
dealer who has not sensed the possi-
bilities in radio, nor has a knowledge
of the ethics of one of the most prom-
ising processions in the country.

To my mind a clarification of the
radio merchandising situation does
not involve the elimination of the
dealer ignorant of his opportunities
and operating on a penny wise,
pound foolish policy, but rather the
continued education of those dealers
who are familiar with the ethics of
the profession of merchandising and
the vast opportunities of a dealer
who conducts his business in an in-
telligent, progressive and ethical
manner.

If the public follow precedent and
custom it will not be long before the
type of dealer termed as "gyp" will
fail through lack of patronage, as a
dealer, to continue on a profitable
and successful basis in the radio in-
dustry. As in any other industry,
he must follow the customs and
precedents of ages and render sere-
ice above all things.

The trend of the radio industry in-
dicates quite clearly that dealer's
service will be a growing factor from
year to year as the radio set of to-
morrow will not be an assembly of a
few well-known parts whose func-
tions and relations are reasonably
well-known to the public. On the
contrary, the development in general
is toward a complicated, mechanical
and electrical device which will re-
quire the ministrations of those
skilled in its operation and assembly
to insure proper installation, and it
is my opinion that only those who
are capable and willing to render
this service can exist as this develop-
ment progresses.

Fraudulent advertising, misrepre-
sentation of products and other
illegal practices should, of course, be
definitely and firmly dealt with, but
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"The Gyp
machinery is available for the prose-
cution of such illegal practices in the
form of the National Vigilance Com-
mittee of the Associated Advertising
Clubs of the World, a Radio Section
of which has recently been formed.
The activities of this committee, as
in other industries, are too well-
known to warrant comment.

It is my suggestion, therefore,
that your pages can do the radio
industry, the public, and the one to
whom your magazine is addressed,
namely, the dealer, the most good
by developing a full and proper ap-
preciation of the service require-
ments of the dealer as of paramount
importance, and secondary, though
of only slightly less importance,
proper and adequate representation
of products coupled with suitable
publicity.

* * *

Prosecute Gyp Misrepresenta-
tion Through Better

Business Bureau
By E. B. INGRAHAM

Secretary -Treasurer Times Appliance
Company, New York

TN GENERAL, a "gyp" is an un-
scrupulous merchant who misleads

the public by misrepresentation, imi-
tation of trade -marks, and other
misleading practices. He is a dealer
who engages in malicious advertis-
ing, such as advertising an article
at a very low price, even below cost,
for the purpose of attracting cus-
tomers. This practice invariably
destroys the confidence of the public
in the trade -marked article. It al-
ways seems to me that this practice
injures the manufacturer's trade-
mark very materially.

The best means we have at present
for identifying a "gyp" and for
driving him out of the radio busi-
ness is through the Better Business
Bureau. The Better Business Bu-
reau is so organized that it can and
will investigate and even prosecute
all illegal practices. False advertis-
ing, misrepresentation, and other
such practices can be eliminated by
prompt action on the part of the
Better Business Bureau.

I think that other radio dealers
could help to do away with "gyp"
practices by giving hearty support
to the Better Business Bureau and

ust Go!"
by keeping an active watch on ad-
vertising and reporting all such in-
fractions. Radio Retailing can do :a
great deal to clear up this situation
by giving support to the Better Biisi-
ness Bureau and by giving publicity
to its activities.

* * *

Manufacturer Estopped By ;
Law From Taking
Adequate Action
By M. C. RYPINSKI

Vice-president C. Brandes, Inc.,
New York City

IBELIEVE that the "gyp" radio
dealer will disappear naturally as

the public learn to discriminate in
their purchases, between dependable
merchandise as regularly carried by
the responsible dealer who backs up
the manufacturer's guarantee and
gives 100 per cent service, on the
one hand, and the "gyp" radio dealer
who cuts prices on popular merchan-
dise to attract trade to his store, in
order to sell them inferior merchan-
dise at a profit.

We have endeavored in every pos-
sible legal way to control the dis-
tribution of our product so that it
would not get into the hands of those
unscrupulous dealers who were per-
fectly willing to advertise it at cost
or at a loss in order to attract trade,
and who, of course, would not carry
out our money -back guarantee and
render the service that the respon-
sible dealer is qualified to do.

Radio jobbers, however, seem to
get panicky with the slightest slack-
ening of demand and liquidate their
stocks at ridiculous prices, in many
cases approximating their first costs,
which stocks are readily absorbed by
the "gyp" dealer.

It seems to me that the remedy
for this lies more with the individual
jobber and dealer than with the
manufacturer who is estopped by law
from taking adequate action to stop
these evil practices.

I suggest that you can help pro-
mote a higher standard of merchan-
dising ethics among the distributors
by giving as full publicity as possible
to the vicious phases of this evil, and
drawing particular attention to the
business failures which are resulting
among those who follow the "gyp"
theory.
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Emphatic Opinions Expressed by Leaders
in All Branches of the Radio Industry

"Radio Leaders Should Pro-
tect Public's Interest"
By ALEXANDER EISEMANN

Treasurer, Freed-Eisemann Radio
Corporation

THE leaders of radio have a
great responsibility to the pub-

lic. They must protect the interests
of the thousands upon thousands of
people who now find that radio is
indispensable in their homes, that
these buyers of radio equipment,
knowing little or nothing of the tech-
nical side of this new wonder, may
receive just values for their hard-
earned dollars.

In other words, the clarion call of
the radio industry must be to oust
the "gyp" wherever such unscrupu-
lous trading is done. It may
never be entirely possible to eradi-
cate all merchandising evils (that is
the history of every industry), but
I feel certain that the vast majority
of the public understands that the
manufacturers of standard radio ap-
paratus are doing everything within
their power to aid in removing all
barriers to perfect confidence.

* * *

"Gyps" Are Dealers Who
Offer Standard Lines

at Cut Prices
BY H. F. WILLENBRINK
President The Sutcliffe Co.,

Louisville, Ky.

OUR definition of the gyp dealer
would be one who handles and

advertises off -brand radio material,
and also buys up jobs which some-
times include standard material,
quoting cut prices on the entire line.

There is no way that you can pre-
vent this dealer from buying off -
brand goods, but if the manufac-
turers and jobbers would not dispose
of their overstock to such dealers,
they could be prevented from offer-
ing standard goods at cut prices.

Furthermore, if the radio papers
could request newspapers not to
accept advertising of this kind, it
would help to solve the problem to a
very great extent.

We think the retail dealer can help
the situation by carrying a more.
representative stock, and we believe
they will be willing to do so just as
soon as they can feel assured that

there won't be a decline in price
every thirty or sixty days.

We are glad to see that Radio
Retailing has taken up the matter,
and believe that you will be able to
help a great deal in bettering con-
ditions.

* * *

Fight Gyp With Advertising,
Emphasizing Reliability

BY O. F. ROST
General Manager, Newark Electrical Supply

Company, Newark, N. J.

RESPONSIBLE radio manufac-
turers should confine their sales

to the smallest possible number of
distributors; trace every cut price
sale that is brought to their attention
until they have determined the dis-
tributor through whom the article
was sold, and then see that the dis-
tributor refrains from again selling
through the same channel. If manu-
facturers and jobbers would earn-
estly see to it that the gyp would
find it almost impossible to secure
any of the well-known sets and sup-
plies to use as a leader, much can be

accomplished toward the elimination
of the gyp.

The reliable radio dealer can do
much toward the elimination of the
gyp if he will but adopt the practice
of "fighting fire with fire," namely-
do as much advertising as does the
gyp, and instead of advertising price,
advertise reliability, honesty and
permanency of his establishment.
In the final analysis every human
being buys an article for the mental
satisfaction which comes with pos-
session and, having bought in a first-
class store, the infinitely greater
sense of confidence and satisfaction
will more than make up for the pos-
sibly higher price asked by the
higher class, reliable dealer.

I personally believe that the only
thing that is going to permanently
eliminate the gyp is the law of the
"survival of the fittest." The indus-
try is undergoing a washing -out
process such as the placer miner uses
in looking for gold. Most of the
irresponsible ones will be washed
away in the process and, as gold nug-
gets remain in the pan, so the honest
ones will remain in business.

What Is a Gyp?
Everybody is shouting, "The

gyp must go!" That's admitted.
But radio's primary problem is
to establish clearly the defini-
tion of a gyp so that a merchant
may not be unjustly accused.
The mob spirit, the cry of
"Lynch 'em," must not prevail
in the radio industry. We must
look at the matter sanely and
coolly, ascertain the root of the
evil and dig it up.

Decide, first of all, and def-
initely, just what practices may
be termed "gypping."

Selling below list price. Is
that gypping?

Pushing inferior merchan-
dise. Is that what a gyp does?

Failure to back up his mer-
chandise. Is that part of a
gyp's policy?

Dishonest claims concerning
what he sells. Is that the brand
of a gyp?

Two prices for the same
article. Is that how a gyp can
be known?

Do all of these factors com-
bined make a gyp? Does one of
them, only, make a merchant a
gyp? Or perhaps none of these
considerations enters into the
matter and a gyp can be
summed up as a man who is
lacking in merchandising ethics
and in self-respect. Is that the
answer?

"Radio Retailing" throws its
columns open for a free discus-
sion of the problem and invites
its readers, particularly its
dealer readers, gyps included, to
express their opinions frankly.
In this way, we believe, a con-
structive help to the radio trade
will result.

Address, Editors, "Radio Re-
tailing," Tenth Avenue and
Thirty-sixth Street, New York
City.
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Full Prices and Expert Technical
Knowledge Build Dealer's Success

L. Albaum, of Worcester, Mass., Keeps Abreast of
Technical Radio Developments and Makes His Store
a Source of Authoritative Radio Information

ALBAUM, owner of the Worces-
ter Radio Supply Company,

J Worcester, Mass., had a hunch
three years ago. The hunch was
that radio was going to be a whale
of an industry. The hunch, as has
been proven, was absolutely correct.

From that day to this, Albaum
"played" his radio hunches. He
built up his business on "hunches,"
after he invested $1,500 in his first
hunch and watched it grow to
$15,000 in thirty-six months.

His hunches, he declares, are as
follows :

1. Know radio thoroughly and be-
lieve in it as the biggest thing in the
world today.

2. Handle merchandise on a prestige
basis and let the price slasher cut his
own throat.

3. Handle radio exclusively. If I
can't make a go in straight radio, it's
time to exit.

4. Know how to buy what sells and
gives satisfaction.

5. Give a complete radio service, in-
cluding transmitting equipment.

6. Give the customer the most for
;his dollar and keep up interest in the
;set after it's sold.

Albaum does all of these things.
'That's why Worcester radio shops
may come and go, but Albaum keeps
right on in business. His "radio
arithmetic" explains his sales policy.
It is a slogan he uses in his news-
paper advertisements and window
displays.

It reads : "Reputable Radio Equip-

ment plus Reliable Radio Dealer
Equals Real Radio Satisfaction."

Establishing the prestige of his
name and reputation has been the
goal for which he has striven.

"I had no `get -rich -quick' schemes
in mind when I opened my radio
store," he says. "I determined to
establish myself permanently as a
radio dealer of the highest stand-
ard, and I have consistently striven
to do so. The radio dealer who goes
into a cut rate business and hopes to
make a lot of money by doing a big
gross at low prices is following a
mistaken policy.

Has Confidence of Fans
"The Worcester Radio Supply

Company holds the confidence of
Worcester radio fans. They know
we are not here today and gone to-
morrow, which is the fate of so
many cut price stores, and they have
learned to look up to our store, not
only as a place where radio products
of all descriptions, both sending and
receiving may be bought, but also as
a place where authoritative radio in-
formation may be obtained.

"A radio dealer must know radio,
everything there is to know about it.
He must be looked upon as a radio
authority, not as a means of saving
a few cents on a radio product. They
are willing to pay the full prices I
ask because they know they are not

Radio Enters Billboard Advertising Field
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The Joseph M. Zamoiski Company, Balti-
more, Md., has launched a billboard cam-
paign for 50 miles in the vicinity of Balti-
more. Important highways leading into
Baltimore from all directions are lined with

these billboards which are brightly illum-
inated at night. This type of advertising
not only aids Zamoiski but serves to bring
the entire subject of radio to the attention

of the general public.

going to get stuck and that I am
right up to the minute in technical
knowledge, new circuits and the
science of radio.

"Also, when I sell a set, I make a
ten dollar installation charge and
keep up my interest in the set. I
don't give any other free service ex-
cept the factory guarantee, but, on
the other hand, when I am in the
neighborhood where a new set has
been installed, I drop in and inquire
how it is working. It takes but a
few moments, and creates an excel-
lent impression."

By following this policy of full
list prices and radio satisfaction
rather than attempting to meet cut
price competition, Albaum's monthly
gross averages $3,000, and the mar-
ket value of his stock has increased
exactly ten times in the three years
he has been in business.

The radio shop of the future, he
believes, will be the high class, full
list shop selling radio exclusively.
"If you know how to do it," says Al-
baum, "you can make enough dur-
ing the season to carry you com-
fortably over the summer without
the necessity of a hot weather side-
line."

Baltimore Jobber Launches
Billboard Campaign

One of the most up-to-datz. radio
jobbers is the firm of Joseph M.
Zamoiski Company, of Baltimore,
Maryland, whose billboard advertis-
ing commands attention for a radius
of fifty miles around Baltimore. This
firm uses only preferred locations at
the turns of important highways,
thus giving a head-on view of the
signs. The boards are brightly illu-
minated so that their value is not
lessened at night.

Joseph M. Zamoiski, the head of
this concern, has been in the elec-
trical business for many years, but
is now, with the able assistance of
his son, concentrating entirely upon
radio. He has a high-speed crew of
salesmen who cover large areas of
eastern territory in automobiles.
These men are specially trained in
Zamoiski policies and methods.

Zamoiski advertising is not limited
to billboards. He also uses liberal
newspaper space, but confines him-
self to a wholesale business. A new
building, just occupied, was pur-
chased at a cost of a quarter of a
million dollars, and is used exclu-
sively for wholesale radio. It is
located in the heart of the best
wholesale business district.
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"Quality Pays"
E. A. Portal, of San Francisco, Specializes in Higher Grades of Radio Products-

Caters to Prosperous Trade and Cashes in on Its Demand for
Quality Rather Than Low Prices

STARTING business just about
two years ago, E. A. Portal of
San Francisco has built up an

enviable radio business in that city
by specializing in what might be
called "quality" trade.

His store is located in the main
theater district, next door to one
playhouse and with another in the
same block. One of the well known
residence kotels of the city is on the
corner. The location is central, be-
tween the apartment house district
with its concentrated population and
unoccupied evenings, and the shop-
ping section which brings always a
certain amount of casual trade.
From every standpoint, in Mr. Por-
tal's opinion, the situation is ideal.
The presence of the hotel alone, he
estimates at a value of about $2,000
a month in the out-of-town trade
which it brings to his store.

From the beginning, the shop has
specialized in the higher priced sets.
The other stores in the neighborhood
are mostly specialty shops catering
to a high class of trade and his
establishment fits in with the tradi-
tion. Instead of a window filled with
radio parts and mechanical devices,
the displays include expensive sets
with a background of draperies and
hangings, a tasteful use of color and
design, and a general home atmos-
phere of taste and refinement.

No radio parts are carried. This
is a business in itself, in Mr. Portal's
opinion, and requires catering to a
different public, flourishing best in
a more purely business location with
different merchandising methods
and a sales force especially trained
to meet the radio fan who builds his
own.

On the other hand, sets of all kinds
are carried and these are sold at the
same price terms as are to be met
with elsewhere in town. In other
words, the store is not an expensive
shop-it sets out to be rather a qual-
ity shop. No effort is made to
"force" a customer to buy equipment
either at a time when he does not
wish it, or of a type more expensive
than he wishes to buy. He can buy
RADIO RETAILING, February, 1925

a crystal set at Portal's if he so de
sires. It is significant, however, that
the average price of sets sold during
the past year was $300 and that a
very large number of sets ranging
in cost from $400 to $500 were sold.

Mr. Portal credits the phenomenal
success of the store to many things.
This principle of suiting the cus-
tomer is the beginning of success, in
his opinion. The dealer who carries
but one line is not in a position to
meet the customer's wishes fully and
therefore suffers under a certain
weakness. The very fact that
customer knows he can get a
assortment here brings him to
store and the more expensive

the
full
the
sets

The atmosphere of quiet dignity and refine-
ment conveyed in this window display
visualizes the "quality rather than price"
policy of this San Francisco dealer. Taste -

sell themselves through their supe-
rior service.

The second cardinal principle of
his sales methods is never to oversell
a set. Long distance reception is
never guaranteed. The customer is
always sold on a service that is less
than it is reasonable to suppose the
set will render. Then when he gets
stations even farther away then he
expected, he is really satisfied with
his purchase. If he is not and feels
that he prefers another set, a cheer-
ful exchange is made, even after the
equipment is installed in his home.

The third basic element of success
lies in the adequate servicing of
equipment. An installation charge

fully and attractively decorated in the
"home of good taste" style, the display of
sets is 100 per cent effective. And they are
all expensive models.
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of $10 is made on new sets. This is
less. than the actual cost, but is made
low so as to encourage customers to
take advantage of it and to prevent
careless amateur setting up of the
equipment. Once the set is properly
installed and in working order, the
guarantee of the firm is behind it.

Replacement of batteries or re-
pairs in this equipment of course in-
volves a proper charge. Should any-
thing go wrong with the machine it-
self, however, no matter when it was
purchased, the Portal service man
will call free of charge and repair
the damage. This assurance is what
sells the customer in many cases. He
has perhaps had experience with
equipment which did not give satis-
factory service and has known the
continual drain of repair charges
which go with it. Here is a promise
that his initial expenditure will be
his only one, aside from the operat-
ing cost of batteries. On the part
of the firm, experience has shown
that free service of this kind amounts
to very little, for the reason that the
equipment sold is of the better type
and once in good working order,
there is very little opportunity for
anything to fail. Three service
wagons take care of installation and
service work.

Sells Only Sets of Standard
Manufacture

In this connection, the store makes
a policy of handling only standard
sets. Individually -built sets may be
excellent, but the advantage of the
research wbrk which goes into the
manufacture of standard equipment
and the security which this ensures
are factors of great importance, in
Mr. Portal's judgment.

The sale is always followed up
after it is made. Before it is con-
summated the customer has usually
been visited in his home-perhaps
more than once-and the salesman is
thoroughly familiar with conditions.
After it is delivered, he usually calls
up to see whether it is operating
satisfactorily-and repeats this at
intervals. This means not only that
the sale is a satisfactory one and
that the purchaser becomes a source
of further business to the store
through his friends, but also it ac-
complishes that most desirable of
ends, Chat of turning the casual pur-
chaser into a regular customer. Rec-
ord is kept of every set sold and Mr.
Portal has concrete evidence of the
value of his system through the num-
ber of purchasers of crystal sets who
have later come in to buy the more
152

"Get the Quality
Trade f9

is the advice of E. A. Portal,
of San Francisco, who goes
after the ones with expensive
tastes and sells them the
more expensive sets.

The old idea of giving the
customer the best set for the
least money has died a
natural death, he says. Por-
tal has found it pays to take
it for granted the purchaser
wants to spend three or four
hundred dollars.

expensive equipment. It means also,
that the purchaser of radio equip-
ment comes back to the Portal shop
to buy his batteries. This is an item
which Mr. Portal believes too many
radio stores overlook, allowing their
customers to drift away and to fill
their later needs from other sources.
He points to a battery replacement
business which reaches the figure of
$1,500 per month as an example of
the importance of this one item.

No attempt is made to make sales
over the telephone, although many
orders are received in this way from
those who have been interested
through sets already sold. Two sales-
men are kept in the field, their re-
turns from commissions never fall-
ing below $500 a month.

Much of the demonstration is done
in the home-and this work of
course, is done mostly in the evening
when radio programs are best. The
store also keeps open from seven to
nine. This is the theater hour when
traffic in this district is the heaviest
and many customers are brought in
at this time.

Very little demonstration work is
done in the store itself. For conven-
ience in handling this necessary ele-
ment in every radio shop however, a
series of outlets has been installed in
the shop, so that it is possible to con-
nect any equipment with a central
battery installation and individual
batteries are not necessary with
each set.

No particular advertising is done.
Announcements are carried in the
broadcasting news and some small
amount of newspaper space is taken,
the total expenditure not amounting
to more than $100 per month. The
store itself and its window displays,
on the other hand are fully appreci-
ated from their advertising value and

an attractive exhibit is always main-
tained at the annual Radio Show
which is given in the Civic Audi-
torium of San Francisco.

The best advertisement comes from
former customers, is Mr. Portal's
contention, and he states that the
bulk of his trade comes from pros-
pects sent in or brought in by those
who consider themselves his friends
because they themselves have been
satisfied. The fact that the 1924

business reached a figure three times
that of the previous year and that
Mr. Portal anticipates an equivalent
increase for 1925, may be looked
upon as a tribute to the idea of car-
rying only quality merchandise.

Unique Advertisement Helps
Dealer Sell Portables

"A Roll Call of Portable Sets
Sold By Us," was the interesting
caption used by an Ohio concern in
an advertisement appearing in the
columns of local newspapers.

Under this heading the concern
gave the names and addresses of
all people to whom it had sold port-
able receiving sets and opposite each
name it gave the use to which the
purchaser had put the set.  For in-
stance, one purchaser had used his
portable set on a transcontinental
automobile trip. Another purchaser
was stated to have used his on a
fishing trip. Another took his port-
able set with him to the farm of
his son in another state and there
entertained the son's family and
friends.

A personalized, localized and highly
specific advertisement of this sort
is always interesting and entertain-
ing, and the idea helped this dealer
to sell more portable sets than a
straight ad would have.

The idea can be applied by any
dealer, using all of his recent pur-
chasers and how they get the most
enjoyment from their equipment.

Five Rules for Dealer
Success

BY PIERRE BOUCHERON

Rule 1-Carry honest and de-
pendable products

Rule 2-Advertise in local
papers to bring people to
your store

Rule 3-Display and demon-
strate freely

Rule 4-Give service if you
want "repeat sales"

Rule 5-There is none
RADIO RETAILING, February, 1925



Broadcasting by Operatic and Concert Stars Booms Sale of

"Radio Chasses" for Phonographs

The 4 -tube Neutrodyne panels made
by Freed Eisemann, New York City,
list at $95. Receiver NR -215 is de-
signed for Victor console Model 215,
and receiver NR -400 is designed for
Victor console models 400, 405 and
410.

Henry Hyman and Company, New
York City, have designed a 5 -tube
panel suitable for all makes of phono-
graphs. List price is $85.

F. A. D. Andrea, Inc., New York
City, is making two 5 -tube Neutro -
dyne panels for Victor phonographs.
Type 196-A, 15-Ax1614, is for models
400, 405 and 410. Type 197-A, 141x
12}1. is for model 215.

The action of the two leading phonograph
companies in broadcasting the talent of
their operatic and concert stars and the
follow-up letters and circulars sent to
responding listeners -in are rapidly bring-
ing about a new trend toward combination
radio and phonograph sets. Reports from
various parts of the country show that the
phonograph buying public demands com-
bination units, with the result that a
veritable boom in panel mounted radio
sets is pending. Several far-sighted radio
manufacturers have anticipated this de-
velopment and are ready with 4 -tube and
5 -tube radio frequency "chasses."

The cabinet -type phonograph offers a
greater potential market than the console -
type. Of the former, 5,000,000 have been
sold. This style of phonograph lends it-
self readily to radio adaptation, but as
yet only two or three firms have designed
drawer -type sets to fit in place of the
record shelves. Radio Retailing will
bring these models to the attention of its
readers as they are announced by manu-
facturers.

The vertical installation shown above
is made by the Globe Electric Com-
pany, Milwaukee, Wis. This is made
in 4 -tube and 5 -tube units for vertical
or horizontal installations.

The R. E. Thompson Mancfacturing
Company, New York City, makes
two types of radio panels, both ac-
commodating a 5 -tube Neutrodyne.
Type P -I1-400 (Victor) lists at $125.
Type P-11-215 (Victor) lists at $115.

"Engle-' SDV is the name of the
5 -tube panel made by the Holt Engler
Corporation. Brooklyn, N. Y. The
panel is 101 in. x 15 in., and weighs
20 lbs.

The 5 -tube Neutrodyne panel of the
Adler Manufacturing Company,
Louisville, Ky., is made especially
for the "Royal" phonograph. The
size is 121 in. x 15 in. List price is
$135.

In addition to the two 5 -tube panels
for Victor models 215, 400, 405 and
410, the Federal Telephone Manu-
facturing Company, Buffalo, N. Y.
is making a 4 -tube unit measuring
10/x171 for cabinet phonographs. List
price is $106.
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THE "radio in every room" idea,
inaugurated in his own home
two years ago by O. H. Cald-

well, editor of Radio Retailing, is
rapidly being taken up all over the
country, especially by hospitals,
hotels and apartment houses.

Several big apartment houses in
New York City and vicinity have
already installed central receiving
stations, with wires to every apart-
ment, and following the announce-
ment last month that the forty-nine
Government hospitals operated for
disabled war veterans by the U. S.
Veterans' Bureau are soon to be
equipped for radio reception in every
room, it is learned that the Waldorf-
Astoria Hotel in New York City is
to be equipped with similar appa-
ratus and the Western Electric Com-
pany is to install receiving sets for
ten different channels in a 2,200 -
room hotel at Atlantic City, N. J.

Centralized receiving is considered
a solution to many radio reception
problems in the congested sections
of the country's larger cities. The
demand for space for aerials is be-
coming so great that often there is
not enough room left on an apart-
ment house roof for even one more
strand of wire. And surely no hotel
housing permanent guests will per-
mit them to hang an aerial on the
roof. The answer is-centralized re-
ception, which permits the listener
merely to plug in at the outlet in his
room and receive the programs.

The Ritz Apartment at Newark,
N. J., has had this system in oper-
ation for some time past, as has the
160

"Radio Concerts
in Every Room"

Apartment Houses, Hospitals and Hotels
Are Being Equipped for Radio in Every
Room-Two Hotels, in New York and
Atlantic City, Latest Additions to List

By WILLIAM A. CLARKSON

Hudson View Garden Apartments, in
New York City. In both cases, the
tenant is taxed $20 a year for the
radio service: In the New York City
house, 354 apartments are equipped,
and the installation, approximating
$20,000, will pay for itself in less
than three years.

The Ritz in Newark has only one
channel so that but one station may
be received at a time. The Hudson
View Gardens uses the four -channel
system, permitting the reception of
three local stations and one DX. This
same system is also used in the Long-
view Hotel, Longbell, Washington,
and is being installed in the Tremont
Apartments, New York City.

"As Easy as Getting Ice -Water"
The installation to be made at the

Waldorf-Astoria Hotel, New York,
will differ slightly from that used
by the apartment houses. The sig-
nals, instead of being amplified at
the receiving central, will be put on
trunk lines to each room at headset
volume. The guest who wants to
listen in will phone the desk and the
earphones will be forthcoming as
quickly as ice -water.

If he wants loud speaker volume,
an amplifier and speaker will be sent
to him, the rent for the equipment
for the evening being but a fraction
of the cost of theater tickets.

The installation at the Atlantic
City hotel by the Western Electric
Company will permit reception from
ten different stations. A large
power -amplifying unit has been con-
structed capable of stepping up the

signals to operate 350 loud speakers.
This sort of installation will not

hurt the dealer's sale of sets, it is
said, because it is a market that can-
not be sold individual outfits. But
it does add to the dealer's market
not only for the installations and
loud speakers, but also for the wir-
ing jobs in private homes, hotels, hos-
pitals, institution and apartments.

It also opens up another market
for the dealer, in two ways, and that
is in those hotels and hospitals whose
officials do not feel inclined to in-
stall radio wiring in every room. The
dealer can either rent sets to hospital
patients or hotel guests, or he can
sell sets to the hotel or. hospital au-
thorities, who, in turn can rent them
to those desiring them.

This set renting idea is being
worked successfully both in hotels
and hospitals. The man renting the
sets uses a model that is self-con-
tained and inserts a lock in the cab-
inet so that the instrument cannot
be tampered with. The dealer pays
the expenses of upkeep and makes a
charge for the rental, usually
amounting to $2 a night or $10
weekly. The hotels and hospitals
in any town should be eager to grasp
this opportunity to be of service to
their guests and the dealer ought to
experience little difficulty in secur-
ing their co-operation.

The Providence-Biltmore Hotel, at
Providence, R. I., is among the first
to install the set renting idea for the
pleasure and convenience of its
guests. More than 40 sets are con-
tinually in use at this hotel.
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THE NEW YORK TIMES,

RADIO EDITOR TAKES

ISSUE WITH BRADY

Tells Producer High Prices,

Speculators and Discourtesy
Have Injured Theatres.

ANSWER ADMITS CHARGES

Only Denles III -Treatment at Box
Office-McCormack the Cause

of the Controversy.

William C. Alley. associate editor of
Radio Retailing. has written a letter to
William A. Brady In which he takes ex-
ception to Mr Brady a protest against
the radio "appearance" of stars like,
John McCormack and Mme. Borl. Mr.
Brady said the legitimate theatre w..
suffering from such free performancto.
Mr. Alley declared that on the contrary
not radio but the theatre Itself was to
blame for the theatre's troubles.

Mr. Alley made two complaints against
the theatre-high prices and speculators.

litaatthte. ^lik-e many of the pub-

lafss_
Ire {

A
NEW question is agitating
Broadway!

With the radio appearance
of John McCormack and Lucrezia
Bori, several theatrical managers of
New York City visioned their com-
mercial demise and raised a long,
loud wail that "radio was causing
the death of the theater." The day
after the concert, which was a tre-
mendous success, newspapers of the
city carried a statement by William
A. Brady, prominent New York
theatrical producer, that "radio is
the greatest menace the theater has
ever known."

"The Theater Is Doomed"
"The theater is doomed to extinc-

tion," wailed Mr. Brady, or words to
that effect, "and here theater man-
agers are sitting back like a lot of
humpty-dumpties on a wall and let-
ting this radio business put them out
of the running. We've got to do
something to fight it or we might
just as well all quit."

This precipitated discussion. Dis-
cussion not only among the theater
managers themselves but also be-
tween protagonists of radio against
upholders of the drama. Also, some
managers took a sane viewpoint of
the matter and refused to get at all
excited about it, while several inter-
ested radio men took the opportunity
to point out that radio is probably
the least of the reasons for the poor
financial year in New York theat-
rical circles.

First and foremost among radio's
protectors, was, of course, Radio Re -

RADIO RETAILING, February, 1925

Radio vs. Theater
Operatic Concert by Prominent Artists
Raises Discussion as to .Whether Radio
Is Responsible for Theatrical Slump

tailing. William C. Alley, associate
editor, indicted the theater as its
own worst enemy, in a written
answer to Mr. Brady.

Sensing the news value of the
"conflict," most of the city news-
papers carried the statements of Mr.
Brady, the answer of Mr. Alley and
the comments of other theater man-
agers.

Arthur Hammerstein, well-known
sponsor of musical comedies, lined up
with Mr. Brady and declared war
against "the enemy." Mr. Hammer-
stein ground his teeth, twirled his
moustaches, laughed sardonically and
chastised the radio industry severely
by refusing permission to broadcast
any of the musical numbers from his
shows, "so there."

John Golden, another prominent
producer, flatly disagreed with theat-

rical managers who saw danger in
radio, and S. L. Rothafel, the "Roxy"
of WEAF and allied stations' Sun-
day evening programs, who broad-
casts every week, and, as a result of
which, his Capitol Theater in New
York, is packed to its 5,000 seating
capacity at every performance,
laughs out loud whenever he thinks
of radio as a "menace."

"If one is looking for distractions
which keep people away from the
theater," Mr. Golden said, "he must
include petting parties, the movies,
cross word puzzles, rain, snow and
the hired girl's night out. Instead
of taking the attitude that radio is a
menace, theatrical interests should
realize that it can be a great help to
the drama. I am already making
plans for co-operation, with, instead

(Continued on Page 194)

Rollin Kirby in the New York World
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A Dealer Who Built His
Own Radio Craze

Home Made Broadcasting Station Keeps Overhead Down by Helping to Build
Outside Sales from " Neighborhood " Location

NINETY THOUSAND DOL-
LARS a year is a good radio
business. And when this is

done in a "neighborhood" location,
it means, with the low overhead
due to such an economical location
that this volume of business also
yields a good net profit. This is the
volume and this is the location of
the Grand Rapids Radio Company,
Grand Rapids, Michigan.

For such a neighborhood dealer
the problem of advertising is espe-
cially difficult. If the city news-
papers are used there is obviously a
large waste circulation. The appro-
priation for advertising that such a
dealer can make is not large and the
162

By L. E. MOFFATT

full advantage must be gotten from
all the money spent for advertising.

The Grand Rapids Radio Company
has compensated for its location by
a great deal of outside selling. Its
advertising problem was not so much
wanting to get people to come into
the store to buy as to make their firm
well and favorably known to the
people of Grand Rapids in order that
its outside salesmen might meet with
a favorable reception. Approxi-
mately $2,000 was appropriated for
the yearly advertising expense and
with this amount what would they
use,-broadsides, newspapers, circu-
lar letters or what? The advertising
method finally adopted was nothing

less than the installation of a broad-
casting station. This sounds finan-
cially more ambitious than it ac-
tually was. As a matter of fact the
entire installation cost about $2,000.
A 20 -watt station, it was designed
and built by themselves.

Leo L. Robinson and Don L. Gil-
dersleeve the proprietors of this
business are radio enthusiasts as
well as practical radio men and they
have with them two licensed opera-
tors with ideas as to what broadcast-
ing equipment should be.

The work of building the broad-
casting station and installing the
equipment was done during the sum-
mer when other business was de -
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manding so much time and attention.
Because of the low wattage some

of the parts had to be designed and
made by themselves. The broadcast-
ing station when finished is so effi-
cient that letters have been received
from 25 states reporting reception.
This station, WEBK, has been heard
in its twice a week broadcasting and
its program applauded from Omaha
in the West to Boston in the East.

The cost of operation is not exces-
sive and is covered by the charge
made to the church and the theater
that broadcast through Station
WEBK. This charge is $15 an hour
and covers the actual expenses. The
church and the theater each broad-
casts one evening a week.

As both the licensed operators are
kept busy in other work for the com-
pany, only a part of their time has
to be charged to the station. Fifty
per cent is the rate of depreciation
set on the station equipment. The
station cost $2,000 which means that
$1,000 a year is charged to deprecia-
tion and is the chief advertising ex-
penditure of the company.

There is no studio. The broad-
casting equipment is installed in the
store of the Grand Rapids Radio
Company and connected with the
church and the theater by

Now as local advertising-how has
the broadcasting station paid?

It has paid very well. The sale of
parts in the store has been greatly
stimulated. More small sets are al-
ways built where there is local broad-
casting, and the small sets that the
boy builds converts the family to the
large set that father buys.

Station WEBK has made the
Grand Rapids Radio Company known
and talked about by all the radio fans
in the city of Grand Rapids. These
radio fans come in to see the broad-
casting equipment which, as it is in-
stalled in the store, makes it easy
for the radio fans to buy his radio
needs right there, and he often does.

The radio fan is always welcome
at this shop. There is always some-
body who can talk to him on any
technical matter that he is, at the
moment, concerned with and the re-
sult is often another steady cus-
tomer.

These radio enthusiasts who come
into the store are also a source of
leads for the outside salesman to de-
velop into sales, and everybody in
this organization is keen for these
leads.

For it is in selling outside the
store that the Grand Rapids Radio
RADIO RETAILING, February, 1925

Company looks for its greatest
growth and has had its best success.
Their experience with outside selling
goes back to the beginning of this
business, which is about two years
old and is the reason why, with such
an unfavorable location, this com-
pany is able to do the very good vol-
ume of business which it does.

After a brief experience in selling
radio parts bought from a jobber
whose stock had been damaged by
fire, these two partners, Robinson
and Gildersleeve, decided to go into
the radio business. Naturally, the
question of where they should locate
was the first consideration.

Location a Problem
The most attractive locations are

always those downtown where traffic
is the thickest and where sales op-
portunities are greatest. It is also
the fact that in these locations the
rent demanded is often out of pro-
portion to the street traffic and its
sales possibilities. When these rents
were compared and the locations
studied it could be figured how much
business would have to be done in
order to keep these downtown rents
in their proper relations to sales and
profit. This would not be so hard
in the busy season but these two men
had heard that there was a dull
period in radio. A seasonal slump.
Months when the demand slackened.

And at the time when buying de-
mand would slacken, the rents would
keep on at their high altitude just
the same. Location alone could not
be relied upon to make a good all -
year -round business. As these two

Every time the town that made furniture
famous stages a parade, the Grand RapidsRadio Company is right up in front with
floats like this one. With the beautiful

men had determined that they were
not going to be too much affected by
any dull season or slack period, they
knew that at the time of slackened
demand they would have to get out
and sell.

Then why not locate where the
rent was low and get out and sell all
the year round?

This is what was done. The loca-
tion of the Grand Rapids Radio Com-
pany is out among their customers
and prospects. In other words they
located not at the community center
where rents are high, but out in the
center of the community where their
customers are. This saves time for
the outside men and it cuts the costs
of delivery, demonstration and
service.

At the start most of the outside
selling was done by Mr. Robinson
and by Mr. Gildersleeve. Then three
salesmen were taken on who have
all built substantially for the com-
pany and themselves. There has been
no "turnover" in salesmen. The
salesmen have stuck because they
have made good and made money.

Most of the outside selling is done
on leads. Old customers are, of
course, the chief source of such leads
but many leads do come into the
store. Selling and demonstrating is
done in the evening and in the home
and sets are often left for a short
trial period. The salesmen find that
following up a set newly sold will
bring in a number of good leads.
While the set is new and the owner
is especially enthusiastic with the
novelty of it he is one of the best
salesmen which the store can have.

blonde riding on top of the set, we don'
think many of the witnesses paid a whole
lot of attention to the rest of the display
Altogether, it made an effective ad.
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Tiny sparks occurring in motors, lamp sockets ing machines, electric fans, hair driers and vacuum
thermostats and other electrical devices are often the cleaners where operated by motors of the commutator
causes of exasperating noises in receiving sets. Wash- type, produce almost imperceptible sparks under the

motor contact brushes when running. "Interfer-
ence" from this cause can be minimized by connecting
a condenser across the motor leads.

How Dealers Can Eliminate
Troublesome Tiny Sparks in Motors, Lamp Sockets, Ther-
mostats and Other Electrical Appliances Cause Exasperating
Noises. in Receiving Sets-How to Find and Cure Them

ONE OF the greatest difficul-
ties with which the radio
dealer has to contend is "in-

terference," that is, the presence of
unwelcome and irritating noises in
the receiving set he is demonstrating
or servicing. Such "interference"
can be divided into four kinds of
disturbances:

First-natural "static," which is
caused by certain electrostatic con-
ditions of the atmosphere and is
practically uncontrollable with the
present kind of receiving equipment
in use.

Second-"ship interference," pro-
duced by obsolete spark sets on
vessels, which cause great havoc in
broadcast reception along the coasts.

Third - nearby radiating radio
receiving sets, with the single -circuit
regenerative receiver taking the lead
in causing such trouble.

Fourth-local interference set up
by tiny sparks or arcs in various
electrical appliances, battery -char-
gers, sign -flashers, trolley cars, and
other producers of "man-made
static."

It is this last type of "inter-
ference" which we shall explain in

detail, for it is this form that is
most troublesome to the radio dealer
who is located in the congested part
of town or city where such inter-
ference is at its maximum. It is
also a form of interference which
he can usually remedy with a little
effort.

Few radio merchants really realize
the number of good sales that are
lost, owing to such interference.
Say, for example, a dealer has spent
considerable money and has taken

great pains in planning his local
advertising campaign, in making an
attractive display window, and in
training his salesmen. Yet for all
that there is this one thing, "local
interference," which he probably has
not taken precautions against,-
especially if he is demonstrating in
the customer's home.

A prospective buyer, let us say, is
attracted by the display of sets in
the dealer's show window, enters,
inquires, and is gradually won over

How to Locate Sources of "Interference"
1. If set is noisy, first dis-

connect the aerial and see if
the noise is still produced. If
so the trouble lies in the set
or batteries.

2. If unhooking aerial
stops the interference, the
trouble lies outside of the set.

3. Inspect all electrical ap-
pliances operating nearby
which are most likely to
cause interference, such as

electric fans, washing ma-
chines, violet ray outfits,
sewing machines, ironers,
etc.

4. Disconnect each of these,
one at a time, and note if the
interference is still heard.

5. If so, explore the va-
rious light sockets and wir-
ing with the search coil, de-
scribed in the accompanying
article.
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Lamps, lamp sockets, and heating devices
cause disturbance only if a loose contact
exists, intermittently breaking the circuit.

One of the worst producers of "local inter-
ference," the violet -ray outfit, can also be
remedied by condensers.

"Interference"
to a buying frame of mind by good
salesmanship. All that remains to
clinch the sale is a demonstration,
and here is where that unforeseen
element enters to play havoc with
all that has been already accom-
plished. Music is tuned in on a
good loud -speaker and is really
enjoyable, the customer appears well
pleased and has visions of such
entertainment in the chambers of his
own home, when-suddenly-gr-r-r
crash - bang - bellows forth
from the loud speaker, the noise
dying away only to repeat itself
again and again.

Of course, that was only some
unsuspecting person, in the flat
above, taking his daily violet -ray
treatment, or perhaps the seamstress
next door operating her electrically -
driven sewing machine. But at any
rate it was sufficient to drive the
prospective buyer out of the store
disgusted and determined to be con-
tented with his law-abiding phono-
graph, until some future date when
radio really reaches a perfected
stage. And, of course, not only does
this interference sometimes happen
during a demonstration in the store,
but evening demonstrations in the
customer's home may be spoiled in
the same way. Interference is also
a frequent source of dissatisfaction
with sets being used "on trial" or
being purchased on an easy -payment
plan.

It would be well, therefore, for
the radio dealer to get acquainted
RADIO RETAILING, February, 1925

with the causes of such interference
and to know how to locate and
remedy these troubles,-hence the
following information is given with
the hope that it will prove of value.

While the original source of most
such local interference is from elec-
tric power lines, yet the currents
regularly flowing through these,
whether alterating or direct, do not
themselves cause any interference,
except in a minor way in the case of
alternating current lines which
induce a continuous audio -frequency
hum in the set, if the aerial is very
close and runs parallel with the
power line. This hum for 60 cycles
may be recognized as having the
note of middle C on the piano. Such
interference, however, is not very
common or troublesome, and when it
does occur, it can be corrected by
placing the aerial at right angles
to the power lines.

Arcs or Sparks Cause Noises
When however, any spark or arc is

produced in any part of the line
circuit, radio frequency impulses are
generated. It was by means of this
phenomenon of spark sources of
radio waves that radio communica-
tion itself was first made possible
as every schoolboy knows nowadays.
Spark or arc transmitters therefore
proved quite valuable in their day,
but sparks or arcs of any kind in
1925 are likely to be sources of
great annoyance to radio listeners,
when created at any point in electric

power circuits. The radius in which
such a spark disturbance can be
heard depends upon certain elec-
trical conditions of the circuit, as
follows:

First the size of the spark, that is,
the larger it is the greater it will
transmit, providing all other condi-
tions are the same. Second, the
resistance in the circuit will absorb
part of the radio -frequency current,
the effect of this absorption depend-
ing upon the amount of the resist-
ance, and third, the amount of induc-
tance in the line which includes the
length of the wire in the circuit.

In some cases local interference is
experienced at only a certain wave-
length, but in the majority of
instances the disturbance is very
broad and extends over the whole
band of broadcast wavelengths. The
interference caused by leaky insula-
tors, badly -bonded street -car rails
or jumping trolleys, and other
sources of intermittent sparking, is
often mistaken for static, due to
its rough, unmusical tone. On the
other hand the interference due to
the sparking rushes of motors used
in electrical appliances or in repair
shops is of a more continuous and
musical sound.

The greatest interference experi-
enced by the radio dealer located in
the congested city will be caused by
electric motors used to run ma-
chinery in near -by stores and fac-
tories, by surface cars, by telephone
ringers, by electric elevators, by arc
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You Can Usually Tell the Cause of Interference
by the Kind of Noise

Sparks or arcs, even if so tiny as to be almost indistin-
guishable, are the sources of practically all "local interfer-
ence" noises. And a tiny, tiny spark can make a mighty
loud noise in a loud -speaker!

Here are some characteristic noises --and their usual
origins.

Regular "tattoo"-Commutator
motor, leaking insulator, or
continuous arc.

Intermittent "musketry fire"-
Arcing socket, switch or plug,
or other contact,-possibly
being jarred by some nearby
movement which it repro-
duces.

Crashing roar-Violet-ray ma-
chine. X-ray or other vacuum -

tube discharge. Sometimes
starting of induction motor.

Occasional clicks-Thermostat
in heating pad or automatic
electric iron. Telephone bell.
Bad rail -bond or trolley con-
tact.

Musical hum-Induction from
nearby alternating - current
wires.

lights, by sign flashes and by an-
nunciator systems.

In some cases it is quite simple to
find the source of the trouble, as in
the case of the surface cars. Such
noises usually are first heard in the
receiver as a faint crackling sound,
becoming louder as the car draws
nearer, the maximum volume being
heard when the car passes by the
store or house.

With a sparking motor located in
a near -by factory, the noise will be
continuous and of the same intensity
throughout the whole day.

Use Loop Aerial to
Locate Noise

The best way for locating such
interference is by means of a port-
able loop receiver, the loop being
revolved slowly until the noise is
loudest. Then it must be determined
in which of the two directions the
interference is originating. This can
be done by moving the set in one of
the pointed directions and noting
if the noise gets louder or softer, if
the latter, it would be a definite indi-
cation that the disturbance is coming
from the opposite direction and by
continuing this operation the faulty
motor can be finally located. This
same method is used by a number of
the large electric power companies
for locating defective insulators and
transformers.

When the motor that is causing
the trouble is found, the commutator
and brushes should be inspected. If
the commutator is badly grooved and
worn, it should be turned smooth in
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a lathe. If this is not possible, the
remaining remedy is to clean the
commutator with sand paper and
reset the brushes until the sparking
is at a minimum, then connect across
the line near the motor a filter com-
posed of two fixed condensers of 1
to 2 micro -farads capacity. These
should be capable of standing a high
voltage and should be connected as
shown in the diagram where the
middle point of the condensers goes
to the ground.

The radio -frequency currents gen-
erated by the sparking brushes will
then be by-passed, that is, instead
of traveling out over the wires sup-
plying to the motor, which for these
currents becomes an aerial system,
the oscillations will be short-cir-
cuited by the low -resistance path
offered by the condensers and the
ground. To make this filter even
more effective a radio -frequency
choke coil can be inserted in one or
both sides of the line near the motor.
This coil can be composed of 50 to
150 turns of wire wound on a tube,
and has sufficient self-inductance to
act as a high resistance to the radio -
frequency currents, without impair-
ing the flow of power current. It is
important, of course, that this wire
be of sufficient size to carry the cur-
rent used by the motor.

For the smaller motors used on
household appliances, a -4 micro -farad
condenser bridged across the commu-
tator brushes will usually solve 90
per cent of the trouble. The con-
denser thus receives and absorbs the
high -frequency discharges set up by

the tiny sparks between commutator
and brushes.

The foregoing remedy, it will be
noted, need be applied only to com-
mutator -type motors, like series
motors or universal -type motors. In-
duction motors set up no sparks or
radio disturbances, except at the
instant of starting,-that is, while
the centrifugal switch or starting
commutator is in play until the motor
comes up to speed. Such induction
motors run absolutely silently, so far
as radio conditions are concerned.

"Make -and -Break" Devices
The source of interference in

violet -ray machines, mechanical rec-
tifiers, and sign flashers, is the mak-
ing and breaking of part of the
house current between two contacts.
Even when these contacts are prop-
erly adjusted they cause slight arcs
and so are great trouble makers. The
most effective remedy is bridging the
contact points with condensers, as
well as inserting one or two choke -
coils in the line near the offending
machines.

Where the dealer is unable to
locate the interference by means of
the ordinary loop test previously de-
scribed, it would be advisable to
make up a couple of these radio -cur-
rent filters as separate units and put
them on near -by apparatus which
would be likely to cause such inter-
ference, until this interference clears
up. Mount the filter unit on an in-
sulated base board, with a metal strip

Line
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Interference caused by arcing at the brushes of a
commutator -type motor can be minimized by con-
necting condensers across the motor leads, with the
mid -point grounded, as shown.
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clamping the condensers to the
board. Such a unit can be built for
a small cost and can be sold at a
fair profit to those troubled with
interfering electrical appliances in
their home.

It sometimes happens that the
thermostat control in a heating pad,
upon reaching a certain temperature,
will arc and therefore create inter-
ference. It is quite difficult to dis-
cover this trouble, inasmuch as the
unit is concealed inside of the pad
and the thermostat from all external
appearances appears to be working
properly. Another common source
of interference trouble occurs in de-
fective lamp sockets, especially those
having pull -chain switches or dim-
ming adjustments designed only to
control say a 40 -watt lamp. If a
larger lamp is used in such a dim-
ming socket, the heavy current pro-
duces excessive heating in the re-
sistance element which in turn chars
the insulation and causes minute
arcing to occur. This arcing also
generates radio frequency waves
which radiate from the electric wir-
ing and are picked up by all near -by
receiving sets in the form of noisy
interference.

Any one of the foregoing, as well
as numerous other electrical appli-
ances, used in the customer's home
will cause interference, when arcing
takes place, however minute and ap-
parently negligible that arcing may
be. The radio dealer who sold a set to
the customer, is invariably asked to
remedy the trouble and this is where

Defective socket.,

Loop of wire

30 feet or more.

Sometimes an arcing contact in an electric -light socket
will defy location by all ordinary methods. In that
case a loop attached to a pole and connected to the
antenna side of the set, can be carried about the room,

G

and will show the faulty socket orrappliance4by the
increased strength of the "interference" signals as
the loop nears the source of the troublelleareful
search will locate the trouble accurately.

his trouble begins. Of course if the
dealer will employ a portable loop
set, as previously mentioned, it is
usually a comparatively simple
matter to find the trouble, but such
instruments are usually too large
and unwieldly to carry when calling.
The dealer is likely, therefore, to em-
ploy a process of elimination, which
while succeeding in the end, con-
sumes a considerable amount of valu-
able time.

Search Coil Method Is
Best to Use

A far more reliable and quicker
method is the use of a search coil,
which is composed of a length of
insulated flexible wire (lamp -cord
wire), of at least 30 feet in length.
One end of this connects to the aerial
binding post on the set, the aerial of
course, being disconnected, while
about 3 feet of the far end is looped
into a small coil (1 to 2 feet in

diameter) and this is attached to a
stick or broom handle, which allows
the coil to be handled to explore the
ceilings, floors and corners. By
starting out in different directions
and having some one listen in at the
set and note whether the interference
is louder or fainter, the exact spot
may soon be located and the trouble
repaired.

In concluding it might be said that
practically all cases of local interfer-
ence may be easily located by the
radio dealer by utilizing the above
described methods. Where the inter-
ference is due to some electrical ap-
pliance it may usually be repaired
or the cause due to
outside power lines, such as leaky
insulators or defective lightning -
arresters or transformers, the power
companies will in most cases be will-
ing to remedy the trouble when noti-
fied of its existence and its approx-
imate location.

Have You Some Overstock You Want to Get Rid Of ?
"Radio Retailing" Offers a Way Through Its

Radio Dealers' Overstock Exchange
PROBABLY every dealer in the radio

business has too much of some item,
-"overstocks" in sets, accessories, or
parts, that stick on his shelves and can-
not be moved to his local customers.
Overstocks of this kind may be due to
rapid obsolescence in particular lines, or
they may be simply the result of having
"overbought," through misjudging the
radio tastes of the local public at the
time.

"Trade-ins" also make up another class
of radio merchandise that has been hard
to move. To hold these stickers on the
dealers' shelves means to tie up costly
merchandising space and to go on paying
interest charges on profitless stock in-
vestment.

But practically all such articles of over-
stock can find waiting buyers among the

millions of people served by Radio
Retailing's tens of thousands of dealers.
Some other dealer, somewhere, is proba-
bly eagerly waiting an opportunity to
sell to his customers items you would
like to get rid of. How can you reach
him to let him know what you have?

Through the pages of "Radio Retailing!"

To help you move such overstocks,
Radio Retailing is inaugurating a Radio
Dealers'Overstock Exchange department.

Through it, you can put your message
and offerings before dealers from Key
West, Fla., to Nome, Alaska, for the
comparatively small charge of $6.65 or
less an inch, depending on the space used.
(Count 50 words to the inch.)

Thus you can get rid of merchandise
that would otherwise be dead invest-
ment, and sell it at a profit. The dealer
buys it, sells it, and makes a profit. And
the far -away customer gets something he
wants and is added to the vast army of
pleased radio enthusiasts. Thus each
benefits and everybody profits.
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Reg. U. S. Pat. Off. [Ther-MY-odyne]
Pronounced

1 ONE MASTER CONTROL -
1 calibrated in wave lengths as
given in newspaper radio programs.

2 Set master control at wave-
lengths of station and it's in -

instantly. Stations always come in at
same settings. Six to ten stations per
minute can be brought in with the
twist of the wrist.

3 Tunes in stations before Detec-
tor. No fishing or straining. If

Ws in the air Thermiodyne will get it.
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Con1ro2 Licensed
and

patents Drndinp

4 Six tubes. Four refiners to sta-
bilize variations and regulate

volume. No howling or distortion.

5 Distant stations not interfered
with by local broadcasting.

Range of selectivity, thousands of
miles.

6 Uses any accessories. Uncon-
ditionally guaranteed.

7 Non -technical. Any child can
operate accurately and success-

fully.
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Quick
Demonstration

Quick
Sale

WE'RE spending hundreds of thousands of dollars
in national and newspaper advertising to tell the
public about Thermiodyne's SINGLE MASTER

CONTROL.

Thermiodyne opens up that vast market comprising the millions
of folks who have held off from radio because it was too compli-
cated and too uncertain of operation.

Thermiodyne is family radio-the children can operate it.

Thousands have bought. Daily, thousands more are asking
dealers for demonstration.

They're sold on the SINGLE M ASTER CONTROL. Demon-
strate that and the demonstration is complete. Read why on
opposite page.

THERMIODYNE RADIO CORPORATION, PLATTSBURGH, N. Y.

Price $140
Without Accessories

If you want quick, easy and PROFITABLE
sales, write for details of Thermiodyne proposi-
tion TODAY. Not much territory left, so hurry!
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WhichType of Loudspeaker
Do Your Customers
Ask For?

RADIO is groping toward perfection in receiving
apparatus, and improvements have been made

in loud -speaker design, both in appearance and tone
quality. Although the original horn type still leads
in the matter of gross sales, the trend to the cabinet,
cone, and concealment models is clearly seen.

Will the loud speaker of the future be modelled along
the lines of one of those on this page or will some-
thing entirely new be discovered?

170

The horn type
loudspeaker
still leads
in sales
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Horns, Cabinets, Cones or
Concealments`

The Loud Speaker Design of the Future Presents an
Interesting Study-Each of the Various Types Now on
the Market Has Its Own Advantages and Disadvantages

ééVERYONE it a better Street, New York. "I find that alladmires the new "This also makes
models in loud speakers, but reproducer for use

horns are still going places. The trend
in

today
concealed types sell about equally as well and
is away the one which, in the customer's

strong!" That is the consensus of
opinion concerning our faithful old
friend, the horn type speaker.

Cabinet model speakers, cone
types, those built in console sets, in
electric lamps and other conceal-
ments have sprung up in competition
with the horn and appear to have
dealt him what must eventually
prove a death blow, just as the
phonograph horns of 1905 gave
place to improvements in design and
construction.

But despite the inroads into his
hitherto exclusive field, he still leads
them all in the volume of sales! At
the low price stores, it is still the
most popular model as it is the
lowest in price. At the higher class
of stores the cabinet, cone type and
concealments are the popular lines,
a tour of New York City revealed.

"Cannot Be Made Perfect"
Harold Herbert, whose store,

devoted exclusively to radio, is on
Forty-sixth Street, a few doors from
Broadway, believes that, although
there is still an immediate demand
for the horn type, it will soon be
eliminated, primarily because, in his
opinion, it cannot be made a perfect
reproducer.

"Present-day taste in loud speak-
ers is toward two very definite
things," said Mr. Herbert. "First,
quality in reproduction, for which I
believe the cone type is best, and,
second, beauty in appearance, for
which the cabinet speaker has been
designed. The horn type is destined
to be eliminated, as it is neither an
article of beauty nor a perfect
speaker. It sends the tone in one
direction only, the same fault with
the cabinet model, whereas the cone
model disseminates the signals in
all directions because of the ex-
tremely large size of its diaphragm.
RADIO RETAILING, February, 1925

from anything that looks like radio.
Console set models and concealed
speakers, adding to, rather than
detracting from the beauty of their
surroundings, is what the public
wants. And the cone type is the
most easily adaptable to conceal-
ment. Given a receiver that is
worthy of it, the cone type will
remain unsurpassed for many years
to come."

S. F. Nielssen, manager of the
radio department of Alexander Tay-
lor and Company, sporting goods,
22 East Forty-second Street, also
finds the cone type in popular
demand. "The loud speaker market
has passed through three distinct
periods," Mr. Nielssen declared.
"First, the horn type, which seems
to have lost its appeal, except for
those who want to spend as little
money as possible; then the cabinet
style which is still in demand, and
now the cone model. The cone model
is not only attractive in appearance,
but gives almost perfect tone
quality."

"Everything depends on the ear
of the individual listener," says
Walter W. Woboshell, radio manager
of the Hartt and Lane Electrical
Company, Sixth Avenue near 45th

"Speak Up,

thou dolt," said Mr. Shakes-
peare a few years ago, which
advice the present-day radio
loud speakers might well
take to heart.

A number of loud speaker
types are struggling for
supremacy. Which one will
be able to "speak up" the
loudest and establish itself
as the ultimate reproducer?

personal opinion, is the best repro-
ducer, is the one purchased. Two
popular models with us now are the
baby type horn and the speaker con-
cealed in an electric lamp."

"Radio speakers are simply fol-
lowing the development of the
phonograph horn," in the opinion of
C. C. Bohn of the Bohn Electric
Company, 820 Sixth Avenue. "I
fail to see why the radio industry
ever accepted the horn type when
they knew what happened in the
talking machine trade. The present
trend, to an esthetic appearing
speaker, concealed in the cabinet,
was inevitable."

Wooden Horn Second Best
An interesting observation is made

by J. De Fenre, radio manager of
the Jones Hardware Corporation,
Sixth Avenue and 44th Street. He
says, "The most perfect material for
tone reproduction is cement, which,
however, is not practical for loud
speaker purposes. The next best is
the wooden horn and then the fibre
horn. The cardboard amplifier
gives too much vibration, too much
of a paper sound. The speaker of
the future I believe will be made of
wood, built into the set. At present
the old horn is the best seller
because it is the most economical."

From a technical point of view -
there has been no radical improve-
ment, but rather a gradual refine-
ment, both electrically and mechan-
ically, in loud speaker design. Most
of the instruments now on the
market indicate that the manufac-
turers are paying more attention to
the sadly neglected acoustic prin-
ciples.

The mechanism may generally be
divided into two types, first, the
bi-polar permanent magnet unit,
which is the kind used in all of the
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models. In both of these types of
loud speaker units, an adjustable
control is usually added as a means
of proper balancing with the set.

The cone type speaker, technically,
consists of two eighteen inch cones
of special parchment paper with
their bases cemented together. The
point of one cone is cut away so as
to leave a circular opening, the
edges of which are secured to a
metal supporting frame.

This opening is covered with a
screen which allows the air to enter
and leave as the cone is vibrated. A
balanced armature unit is also con-
nected to the supporting frame at
this point, its extended lever connect-
ing with the apex of the opposite
cone.

In operation, the plate current in
the amplifier circuit flows through
the balanced armature winding and
causes the lever to move and this
being connected to the center of one
cone causes this and the opposite one
to vibrate. Due to the large size
of the two cones a considerable
amount of air is vibrated.

For this reason, the cone speaker
does not give as much volume, nor
concentrate the sound, as does the
horn type, which is comparable to
the results obtained when shouting
through a megaphone, or the cabinet
speaker, in which the principle of
reflected sound is utilized; that is,
the receiving unit is in the fore part
of the cabinet, the signals being
first sent to the back of the speaker
whence they are reflected out.

Taking each type of horn, with its
advantages and disadvantages, they
sum up as follows:

Horn model : advantages, low price,
can be used with inexpensive set.
Disadvantages : sends signals in
only one direction, does not repro-
duce every signal faithfully, bulky,
homely, cannot be easily concealed.

Cabinet model : advantages, beauty,
soft tone quality. Disadvantages:
sends signals in only one direction,
does not amplify every signal faith-
fully, not easy to conceal.

Cone type: advantages, good ap-
pearance, faithful reproduction and
amplification of every signal received,
disseminates sound rather than
concentrating it, easy to conceal.
Disadvantages, needs a sensitive set,
which will receive and step up the
signals perfectly before the cone can
reproduce them perfectly.
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more moderate priced instruments, Tying Up Saint Valentine's Day toand second, the balanced armature
unit found in the more expensive

Your Radio Window Display
An Attractive Display May Be Made at Slight Cost Out of

Red Paper, Cutout Figures and Cardboard

IT IS an established fact that
window displays stimulate trade.
Each month produces at least one

if not more distinct days, to suggest
material for attractive display, thus
to break the monotony and deviate
from ordinary, every -day window
dress.

Valentines are no longer confined
merely to the paper, candy and
flower methods of saying, "Be My
Valentine." The day now presents
endless possibilities to all merchants,
and not even the radio dealer is
immune to Valentine Day ideas.

An Easily -Made Display
Reuter's Electric Shop at 120 East

Sixth Street, Cincinnati, Ohio,
showed a clever window in accord
with the day, to display radio goods.
From the four corners of the window
suspended from the ceiling were

festoons of red paper intermingled
with cutout cupids and hearts.

A large red heart of cardboard
was hung among these festoons in a
conspicuous position a trifle lower.
It showed a boy's head bursting the
heart in the center, with radio
phones on his ears.

On the floor of the window a
similar heart appeared with the
figure of a golden haired girl peep-
ing through, underneath the heart
the rest of the body appeared-a cut-
out figure showing frock and feet
standing amid a shower of fine red
shredded paper which covered the
floor of the window.

Upon red drapery in attractive
arrangement on the floor and on
stands, or slightly raised elevations
to permit nice grouping, were radio
outfits and parts as well as other
electrical apparatus and accessories.
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Servicing Radio Sales
A General Discussion of "Radio Sales
Service"-Its Past, Its Present, Its Possible
Future, and Its .Effect on Radio Retailing

DURING the past three years
since radio has become of
such national importance,

"sales service" has been of great mo-
ment to the manufacturer, the dis-
tributor, and the retailer of radio
receiving equipment. This has been
true of factory -built receiving sets
as well as of receivers built from
"knockdown" sets of parts which the
consumer was allowed to assemble
and wire in his own home.

In the case of the "knockdown"
sets, the directions might not have
been understood clearly by the un-
initiated radio builder and some-
thing invariably would cause the
builder to believe that he was not
getting the satisfactory operation
from the receiver that he should, and
that the manufacturer or the dis-
tributor or the dealer claimed that
he should. The result is that the
builder comes back to the dealer that
sold the "knockdown" kit with the
cry, "I bought this radio set from
you, and I certainly expect you to
make it work right for me." The
same conditions hold true in the case
of completed receivers, but in this
instance, however, the cry of the
consumer is even louder, for here
the fault, from the consumer's point
of view, is entirely due to the manu-
facturer or to the dealer who in-
stalled the set.

As a result of these various fac-
tors which make necessary the serv-
icing of radio equipment, there have
gradually grown up several plans of
servicing radio receiving equipment
which may be tabulated as follows:

The "No Charge" plan
The "$1.00 per Call" plan
The "Cost per Hour" plan
The "Yearly Service" plan

To get a general idea of the ad-
vantages or disadvantages of these
different methods of servicing radio
equipment from the manufacturer's,
jobber's, and dealer's points of view,
and to survey in general the whole

By KIMBALL HOUTON STARK

relation of the servicing of radio
merchandise to the radio industry
are the reasons for this article.

That such an analysis of service
conditions is desirable, I am sure is
felt in the minds of every radio re-
tailer. For many radio dealers, the
discovery of methods by which the
cost of "sales service" may be re-
duced, is one of the greatest things
for the better that could happen to
the radio industry. This analysis
of "sales service" does not attempt
to offer a panacea for every radio
retailer, having his own individual
and local sales conditions, but it does
suggest general policies that may be
adopted to advantage by practically
any radio dealer.

The "No Charge" Plan
This is the simplest of all service

plans-in fact, it is one that every
merchant unconsciously adopts, one

In this picture is shown the service depart-
ment of R. M. Richter, of Fordham, New
York City, which is typical of almost any
store's service facilities. If your store

that he does not discard until the
cost of such free service reaches a
point where he is by necessity forced
to handle his "sales service" in some
other way. Possibly the cause of
the failure of many radio retailers
has been due to the fact that they
did not realize that their margin of
profit per unit radio receiver sale
was not great enough to allow them
a justifiable net profit after deduct-
ing their total costs of doing busi-
ness, their sales costs, their adver-
tising costs, their overhead and their
"sales service" costs.

In fact, in a great many instances
there is no doubt in my mind but
that radio retailers have been sell-
ing receivers at a net loss to them-
selves rather than at a profit and
that this has been largely due to
the abnormal cost of servicing the
receivers sold.

Another cause of this "no charge"

lacks this necessary adjunct to the sale
of radio products, you cannot give a com-
plete radio service and so may lose a great
amount of valuable trade.
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service plan is competition. With
the number of radio retailers increas-
ing by leaps and bounds, with com-
petition increasing at the same rate,
and with all retailers selling to a
certain extent nationally -advertised
products, there could be but two pos-
sible ways in which one dealer could
win out against his competitors: on
the basis of cut prices, or on the
basis of nationally -advertised prices
with increased free sales service.

"The Public Is Willing to Pay"
But most two-fisted American cit-

izens do not want more for their
money than they pay for. They are
willing to have what they buy equal
in value to what they pay for it.
They can be educated readily to the
knowledge that "sales service" costs
the dealer money and that they must
pay for it when they purchase a
radio receiver.

I noticed in Radio Retailing for
January, 1925, in the article "Modern
Radio Is Merchandise and Needs No
Service Man," that at least one radio
retailer has seemingly achieved the
ideal in reaching the point where
the type of equipment he sold ini-
tially had such technical and sales
superiority that relatively little serv-
ice needed to be extended to keep the
consumer happy. I certainly cannot
refute the fact that today if every
radio retailer would buy his stock
on the basis of the elimination of
service as well as on its other points
of efficiency that the service problem
as a whole would be greatly reduced.
It is a fact that the selection of
radio receivers which a radio retailer
may sell has a very great bearing
on the "sales service" problem and
can do a great deal to reduce or
eliminate "sales service."

"How Much Free Service?"
To get directly to the "no charge"

service question, the point involved
is "How Much Free Service Can a
Dealer Afford to Give on a Radio
Receiver Sale?"

Let us take as an illustration a
radio receiver sale, including acces-
sories as follows:

1 receiving set $295.00
1 storage battery (6 -volt,

80 -amp. -hour) 20.00
2 "B" batteries (45 volts) 9.50
5 vacuum tubes 20.00
1 storage battery charger 20.00
1 antenna equipment 2.50

Total $367.00

Here is a radio receiver installa-
tion having a retail value of $367.
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The Service Problem
embraces four plans, accord-
ing to Kimball Houghton
Stark, author of this article.
They are:

1. The "no charge" plan.
2. The "$1 per call" plan.
3. The "cost per hour"

plan.
4. The "yearly service"

plan.

In these articles, Mr. Stark
sets forth the basic prin-
ciples of each system and
gives the dealer a complete
report on their merits, good
or bad.

Assuming a 35 per cent dealer dis-
count, the net cost to the dealer is
$238.55. The difference between his
net cost and his selling price is
$128.45. Assuming that the dealer's
cost of doing business, including all
overhead, etc., is 20 per cent (which
figure is relatively low), we may add
to the net cost of $238.55, $73.40,
making the net cost, plus overhead,
total $311.95.

Looking at it from a different
angle, we may subtract from the
$128.45, gross profit on the sale, the
cost of making that sale, or $73.40,
leaving a net profit to the dealer of
$55.05. That is, on the total invest-
ment of the dealer which amounts
to $311.95, the net profit of $55.05
is approximately 18 per cent. To
put one's money in the bank and earn
18 per cent isn't a bad investment,
and each radio dealer should realize
that the very life blood of his busi-
ness is dependent upon keeping the
dividends earned in percentage per
dollar invested as high as possible,
and that such costs as "sales service"
entails, when such service is ren-
dered on a "no charge" basis, is one
of the things that will eat into profits
at an abnormal and possibly unap-
preciated rate.

What "Free Service" Costs
the Dealer

Consider for a moment what it
must cost any dealer to service radio
receivers on a "no charge" basis.
Assuming that his service work is
handled by an intelligent chap who
knows something of technical radio,
it is obvious that he cannot be em-
ployed at less than $35 a week. Sup-
pose that any receiver after being in-

stalled at a cost to the customer of
approximately $10, necessitates a
hurry call for service-or in other
words, that the set doesn't work well
-"I am not satisfied with it," and
so forth and so forth.

The time consumed in making a
service call will probably average, in-
cluding traveling from retailer's store
and back again, three hours. This
three hours of the service man's time
will cost the dealer approximately
$3. Add to the cost of the service
man's time, the transportation ex-
penses, whether by street car or serv-
ice car or otherwise, and the general
operating overhead. This means
that each service call will cost the
dealer from $3.50 to $5. Now if it
costs a dealer $5 to make a service
call, it takes only three or four such
calls to reduce by one-fourth the net
profit on a receiver sale totalling
$367.

Dealer Who Makes No Service
Charge Must Watch His Step

The retail dealer who is selling
radio sets on a "no charge" service
basis must watch his step and watch
it carefully. Only by an intelligent
understanding of the true value of
costs of selling and the costs of serv-
icing, can the radio retailer who
would do all that he can for his cus-
tomer, keep his own costs within the
limits in which they must be kept,
if his net profit on each individual
sale is to earn the most money for
him.

In my opinion, the example we
have worked out above is representa-
tive in every sense of the word as
regards number of calls made, but
the total retail price of $367 aver-
ages high and the number of calls
and the cost per call is low. The
retailer should realize that as the re-
tail price goes down, the cost of serv-
ice goes up in proportion-even as
the net profits go down, and it is
on the lower -priced receivers, having
retail values of from $50 to $60 that
the most service calls will be neces-
sary, and not on the higher -priced
receivers, which require compara-
tively little "sales service."

(In the next, the March, issue of
"Radio Retailing," Mr. Stark will con-
clude his very interesting exposition of
the various plans the dealer may use in
servicing the radio sets he sells. Hav-
ing taken up the "no charge plan," in
this article, Mr. Stark, next month, will
explain the "$1 per call plan," the
"charge per hour plan," and the "yearly
service plan," summing up, finally, the
advait,tages and disadvantages of each
system.)
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Cost Figures Chart
the Way

(Continued from Page 134)
other and very important division of
store management.

The average buying expense for
'these seven stores was 3.3 per cent.
Disregarding store I we find that the
departments with the larger sales
volume have the larger buying ex-
pense. This is not out of line with
what we might expect. As sales in-
crease buying becomes more compli-
cated. Again, the buyer undoubtedly
would have to go to the buying mar-
ket rather than buy from salesmen
coming to the store. That better
trained merchandising minds were
in charge of the department show-
ing the larger sales volume cannot
be doubted. And it costs money to
get a good buyer. But it also pays.
Turn to their merchandise cost. We
find it ranges among the lowest of
the group. This then seems to bring
out the fact that closer attention was
paid to buying than in some of the
other departments. Better selection
of merchandise was made. Further-
more, the buyer knew his customer -
demands.

All through this study store B
seems to stand out especially well
managed. Its selling expense was
only 1.1 per cent above the common
figure. Its publicity expense was
close to the lowest, and though its
occupancy expense was a little higher
than the average, its administrative
expense was the lowest for the group.

Close Attention to Management
Details Brings 3.7 per Cent Profit
Systems had been simplified, yet

sufficient administrative attention
was given to the department to carry
it carefully to a net profit of 3.7 per
cent.

This net profit was the highest
reached by any of the departments.
Without any doubt it shows what
sound management will do for a
radio store. One other store, which
in point of sales and management
attracts attention, is store H.

It had a small volume of sales,
namely, $47,000. Its merchandise
cost was very low, 71.2 per cent. Its
total expense is close to the common
figure for the entire seven depart-
ments, while its publicity expense
was the lowest for the group. Finally
the manager accomplished a profit
for the store of 3.7 per cent.

Pretty good management. The fact
that he had a small sales volume did
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not stop this department manager or
buyer from keeping his eye on pur-
chasing. Undoubtedly this depart-
ment was handled by another good
merchandising head. A man who
knew how to buy in accordance with
the demands he created.

All in all we cannot say the profit
made on investments, for any of the
departments, would lure anyone into
selling radio. The fact that the an-
nual turnover for the stores aver-
aged 5 times, seems to answer to
some extent why the profit was so
low on investments.

Turning to stores H and I we find
they experienced a loss of 6.4 per
cent and 19.5 per cent respectively.
It is also interesting to see that the
stock turns for these stores were the
lowest.

Style Merchandise Demands
Quick Turnover

Stock turnover then seems to point
to a way out for the radio mer-
chant, as well as for any other re-
tail merchant, if it is not carried to
a point where variety, size, and quan-
tity cannot be offered to the con-
sumer.

"Radio merchandise is worse than
any style goods," insists a dealer.
This fact itself would seem to de-
mand a quick turnover.

Merchandise should not be allowed

Radio in the " Home
Electrical "

A radio set was thus effectively presented
in the recent "Home Electrical" display at
Tacoma, Wash. Not only was the instru-
ment, one of the most expensive type, on
exhibition, but concerts were given for the
visitors to the "home." This, in some
measure, took the place of the musical
programs and lectures usually to be heard
at exhibits. This idea focussed the atten-
tion of those visiting the house on the
whole idea of radio.

to stay on the shelf. It should be
sold and purchases should be gaged
very closely.

Sales made should be made to stay
sold. A store with 25.8 per cent of
its gross sales recorded as returns
and allowances is not in a healthy
condition. To be true it may reflect
a large charge business,-a liberal
policy with regard to satisfying the
customer, yet when one-fourth of
the sales of a store are returned,
something is radically wrong with
that store's policies and methods.

The sales talk perhaps needs at-
tention. Salesmen may be promis-
ing too much as to results. A real
sale is a purchase that is kept. Many
salesmen can be measured as to their
real sales ability by these returned
sales. Watch them! If the trouble
is with the merchant's policies,
change these. If trouble is with the
sales clerks get at the root of it, but
by all means keep this "returned -
goods" item down. It is costly. All
such sales must be handled twice, and
that eats into the profits.

Stores B and F seem to be travel-
ing on safe territory. Still further
care and attention to their individual
items of expense-a larger stock
turn, and they certainly will soon be
charting the way for others to follow.

These two stores in particular
point the way to better management
for other radio merchants. By their
experiences radio stores can profit.
Compare your figures with theirs. If
you happen to be one of the many
merchants who answer "I don't keep
any," it will be worth while to
change your practice.

Compare Cost Figures

Keep such figures on your own
business. Then use them as your
compass to guide your ship. Adjust
them as you find out how other mer-
chants are running their stores and
how other merchants have made a
greater profit than you have.

And remember the real value of
anything is never established until
it can be compared with something
else. We know whether a store is
good or bad only by comparing with
another store. Without such a guide
no merchant knows how he stands in
this race for business and sound
profits. He never knows whether he
is leading or is falling behind. Only
too often is he coming to a slow but
sure stop without even ever getting
in sight of his goal-without ever
seeing his objective-a substantial
profit on his radio sales.

175



"Congratulations !"
Editors, Radio Retailing:

I have just spent two hours read-
ing your splendid issue of Radio Re-
tailing -12 to 2 a.m. I expected
when I started to spend about five
minutes but I didn't know then what
valuable information was contained
between its covers.

F. D. PICKENS,
Janesville, Wis.

* * *

Without a doubt Radio Retailing
is the best radio paper for the radio
dealer we have ever read.

KEATING ELECTRIC COMPANY,
Toledo, Ohio.

* * *

I am exceptionally pleased with the
first issue of Radio Retailing. My
subscription follows.

THEO. S. BROWN,
Albany, N. Y.

We have been in the radio game
three years and Radio Retailing is
the best we have seen.

ARTHUR B. MENDELL,
Moran, Kan.

e e

Radio Retailing is fine. It is the
best magazine I've found.
TOLEDO ELECTRIC & HARDWARE CO.

Toledo, Ohio.
* * *

We like Radio Retailing. It is just
what the dealer needs.

A. E. SoIssoN,
Connellsville, Pa.

* * *

Radio Retailing is excellent. Keep
it up. CHAS. W. BELT,

Newark, Ohio.
* e *

Radio Retailing is so good that I
am sending you my subscription to-
day. GEORGE D. GABRIEL,

Owosso, Mich.
* e *

Radio Retailing has a good start.
Keep it up. We want you to grow.
The January issue is fine.

A. S. LINDSTROM,
San Francisco, Cal.

e *

Radio Retailing is a dandy. It
should prove another winner for the
McGraw-Hill Company. I hope that
its helpful call will be constant
through the years of its life so that
we may profit by it.

FREDERIC P. VOSE,
National Electrical Credit

Association,
Chicago.
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A truly great magazine greatly
needed. I have been dealing with
McGraw-Hill for years and when
they do something it is the best in
the field. J. C. HALVEY,

Cooperstown, N. Y.
* * *

Your publication, Radio Retailing,
is a blessing to the radio industry.
Keep up the good work.

JOHN J. CAMPION,
Philadelphia, Pa.

* * *

The first issue of Radio Retailing
certainly reflected general quality
and set a mark that will keep even
the McGraw-Hill Company stepping.

H. C. KUEBLER,
Kuebler Radio Company,

Toledo, Ohio.

*

The radio dealers have long needed
such a magazine as Radio Retailing.
It's the best yet.

RICHARD G. DEVANEY,
Sharpsburg, Pa.

* * *

Your first issue of Radio Retailing
was a whale. Keep up the good
work. Enclosed find our subscription.

JOHN K. COOPER,
United Electrical Shop,

White Plains, N. Y.
* * *

Congratulations. At last there is
a real magazine for radio dealers.
Without question Radio Retailing is
by far the best in the field.

S. L. GOODWIN,
Portland, Ore.

* * *

Radio Retailing is just the maga-
zine we have been looking for. You
have made a wonderful start.

J. H. MOCK,
Springview, Neb.

*

Radio Retailing is fine. It is just
what we need.

LINDGREN & COMPANY,
Chicago, Ill.

The January issue of Radio Retail-
ing beats 'em all. The suggestions
and pointers are fine.

E. F. RYAN,
Long Branch Radio Shop,

Long Branch, Cal.

Keep up the good work. More
power to you. My subscription to
Radio Retailing follows.

S. M. METZ,
Pontiac Radio Sales,

Pontiac, Mich.
* *

Allow me to compliment the edito-
rial department of Radio Retailing
on their first issue. This is exactly
what the radio industry has needed
for some time and I feel certain that
it will result in a paper equal to
Electrical Merchandising in every
way in the course of a few years.

L. W. STAUNTON,
C. Brandes, Inc.,

New York City.
* e *

Permit me to extend my hearty
congratulations on your January
issue of Radio Retailing, which to
my way of thinking is a much needed
contribution to radio. I read every
page of it with a great deal of inter-
est and shall look forward to forth-
coming issues with anticipation.

G. W. WESTON,
Kansas City, Missouri.
* * *

Congratulations. Radio Retailing
is easily the best periodical on radio.
We all need it. H. S. ALLEN,

Portland, Ore.
* * *

The first issue of Radio Retailing
is fine. It is just what I have been
looking for. V. E. WOODWORTH,

Gouverneur, N. Y.
* * *

Radio Retailing is the best maga-
zine for the radio dealer.

PROSPECT RADIO SUPPLY HOUSE,
Brooklyn, N. Y.

* * *

The first issue of Radio Retailing
is very good. The articles are some
we have been waiting for.

ARNOLD F. WILLIAMS,
Fall River, Mass.

* * *

We have just received your publi-
cation, Radio Retailing, and wish to
say that it is the largest help we
have ever received along this line.

T. V. COLE,
Wyandotte, Mich.

* * *

The first issue of Radio Retailing
is fine. Keep it going and we of the
radio field will be much benefited.

W. HALL MOSS,
Dayton, Tenn.
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Excerpts from the Hundreds of Enthusiastic Messages
Welcoming "Radio Retailing 's" First Issue

This issue of Radio Retailing suits
me. I congratulate you on your won-
derful magazine. It is a very great
help to the dealer.

R. H. SCHLECTER,
Freedom, Pa.

* * *

Radio Retailing is the best maga-
zine on the subject of radio that I
have seen. Keep up the good work.

FULTON DRUG COMPANY,
Chicago, Ill.

* * *

Your first issue of Radio Retailing
was the best of the papers on the
American market today.

W. E. FUETTERER,
St. Louis, Mo.

* * *

We are sending our check this
morning for your valuable paper.
It is the best that has come to our
desk. RADIO SERVICE COMPANY,

Stromsburg, Neb.
* *

We are very much interested in
your new magazine, Radio Retailing.
It meets the needs of every radio re-
tailer.
HUSTON & GORMAN ELEC. COMPANY,

Steubenville, Ohio.
* * *

I wish to say I think Radio Retail-
ing will be of much assistance to all
dealers. I like the magazine very
much. WILFRED L. BOENING,

Leicester, N. Y.
* * *

Radio Retailing fills a want of
radio dealers. I appreciate the first
number very much. The articles are
interesting and helpful.

B. FLOYD FLICKINGER,
Shepherdstown, W. Va.
* * *

We like Radio Retailing because it
treats of the sales end of radio. The
first issue was great.

TrIEO. J. MULLER & SONS,
Dixon, Ill.

* * *

You have a fine magazine and I
think that it will be a help to all radio
dealers. DONALD VARNEY,

Exira, Iowa.
* * *

Radio Retailing is worth many
times the subscription price. No
radio dealer should be without it.

C. C. GERBER,
Atchison, Kan.

* * *

Radio Retailing is very fine. This
issue is a "red hot mamma."

WM. GUSHARD,
D. G. Company,

Decatur, Ill.

Radio Retailing fills a much needed
want. `It's sure a good start.

B. T. NORLANDER,
Pittsburgh, Pa.

* * *

Please accept our compliments on
the first issue of Radio Retailing.
Facts regarding retailing methods
are certainly described pictorially, so
that he who runs may read.

ERIC PALMER,
Freed-Eisemann Radio Corp.,

Brooklyn, N. Y.
* * *

The first issue of Radio Retailing
is O. K. and just what retailers need.
Have been looking for a magazine
like this. GLENN R. SWANK,

Galva, Ill.
* * *

Radio Retailing is the best radio
magazine we have read thus far.

PIERCE HARDWARE &
IMPLEMENT COMPANY,

Pierce, Neb.
*

I enjoyed your magazine very
much, because it has more of the
human push to it than other trade
publications. Inclosed you will find
my check for one year's subscription.

ANTHONY S. RAND,
United States Radio -Kraft

Corporation,
New York City.

* * *

Just received the January copy of
Radio Retailing. It looks good to
me-more power to the McGraw-Hill
Company. O. R. HENKEL,

Peerless Light Company,
Chicago, Ill.

The Editors
gratefully acknowledge
these and more than 1000 others-

Your publication is mighty good.
It fills a real gap.

O. H. HOVEY,
Southern Radio Supply Company

Perry, Okla.
* * *

Radio Retailing is indeed a valu-
able contribution, which should be
very instrumental in bringing about
improvements in the general condi-
tions now existing in the radio' ni-
dustry. O. FRED ROST,

Newark Electrical Supply Co.,
Newark, N. J.

* * *

I have just received the first copy
of Radio Retailing and want to take
this opportunity to congratulate the
McGraw-Hill Company on this pub-
lication. It is most attractive and
should be made to fill a very impor-
tant position in the radio industry.

ADAMS MORGAN COMPANY,
Upper Montclair, N. J.
* * *

We think Radio Retailing is one of
the cleverest gotten up publications
that we have ever seen and we are
very anxious to put copies before our
twenty-five salesmen, particularly to
show them who is selling radio and
how. S. V. ALLTMONT,

Brown -Camp Hardware Company.
Des Moines, Iowa.

The January copy of Radio Retail-
ing has been received and I want to
congratulate you on the excellence of
its material. It is the only radio
publication I have seen that I would
recommend to radio dealers.

GLOBE ELECTRIC COMPANY,
Milwaukee, Wis.

Congratulatory telegrams, letters and messages continue to pour
in as we go to press.
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Six Attractive Displays That Catch
1,10414.,_ -Mk

'41 -Radio is given the front
position in the Forty -Second
Street. New York City, store
of the Rudolph Wurlitzer Music
Company. Dignity and tone
are added to the window by dis-
playing the radio merchandise
on rich colored velvet. The
background of pianos, radio -
phonograph combinations and
other musical instruments ef-
fectively presents the idea that
a radio set, also, is primarily a
musical instrument.

Right-Although its window display spa.e
is limited, the Rousseau Electric ConpErsy,
of Worcester, Mass., was able to irsta1 ix
it a parlor background. The library tab: e,
the books, the easy chair and starting
lamps all contributed to the home ect,
the final touch being contributed by e
size doll playing with toys on th 3 )C/L.

Right - The Hartt
and Lane Electric
Company, of New
York, uses the pyra-
mid effect, built up
in tiers, for its display
of parts. In this way,
there is no crowding
and each row of parts
gets its full share of
attention. The dis-
play is made on a
background of dark
cloth.



and Hold the Attention of Passers-by
Right-The Nebraska
Power Company, of
Omaha, Neb., con-
ceived the idea of pic-
turing a radio set in a
freight car to put across
the idea that radio is
enjoyable "any time,
any where, any place."
Two railroad workers,
cutout figures, are also
shown sitting by a
campfire listening to
the program. A real-
istic effect was given to
the scene by using red
lights for the campfire
glow. Attention was
centered on the radio
set in the freight car
door by playing a spot-
light on it. The entire
layout was made at a
cost of $20.

Above and at left-
Two radio windows
as dressed by two
prominent depart-
ment stores. Above
is a neat and well
balanced arrange-
ment of sets and ac-
cessories, pedestals
being used to good
advantage. At left
is a tastefully dec-
orated "home
window," the most
striking effect being
created by placing
a wax figure in the
cabinet of a dummy
set. It serves as a
unique way to pre-
sent one particular
make of receiver.

Ra.iia Retailing, February, 1925



.. \ \ \.\ ...\\\.
\\\

The Business Magazine of the Radio Industry

February, 1925

Public Confidence Will Pick
the Radio Dealer of the Future
T00 often, in the past, radio retailing has been any-

one's playground. Radio selling has been chaotic.
It has been a trade to experiment with, a new way to
make money quickly. Unquestionably, time will develop
radio retailing to such an extent that it will stand on
its own feet as a trade. Present conditions cannot con-
tinue. The weeding out process has already begun.
The radio dealer of tomorrow will be determined by a
natural evolution. He will be the man whose radio
selling methods today are creating the public's confi-
dence in him as a merchant and a community leader.

Getting Action on the Discount Evil
®NE of the leading radio and electrical jobbers of

Michigan is C. J. Litscher of Grand Rapids. When,
a year ago, he announced his 1924 dealer policy, there
was great interest in seeing what the result would be.
This policy was briefly :

No discounts on radio to industrial customers, friends
or anybody else but a radio dealer.

And he set down what he considered a radio dealer
to be-did not include those dealers who do not handle
radio regularly but who buy one set as a favor for a
discount -seeker. The policy was a success. And the
evidence is Mr. Litscher's 1925 policy, just announced,
which contains this paragraph: "Inasmuch as a dis-
count is a compensation given to the dealer for ac-
knowledged responsibility%and service rendered to the
user, we will under no circumstances sell radio sets
to individuals or industrial plants, but will refer all
such inquiries to our authorized radio dealers."

Will You Get That $15 a Month?
ACALCULATION of the budget of the average

medium class American family-that is, the family
with $200 to $250 a month income, two or three chil-
dren and possibly a modest home-shows that they have
just about $15 a month spending money over and above
the regular expenses of the household.

What do they do with it? Do they spend it for house-
nold needs-a new rug, a washing machine or a break-
fast nook? Does it go for theater treats or books?

Considering that this average family is the one which
makes up the bulk of customers in the radio trade, what
chance is there of having the $15 invested in radio
equipment? The. problem studied in this way presents
several new angles. It shows how the radio business
is in competition with all other possible expenditures
of that monthly sum and how the purchase of any one
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item for, say, $75, withdraws that family from thé mar-
ket for five months. It suggests also the explanation
for the popularity of the time -payment business and
furnishes material for thought for the dealer who is
fixing his policy in that regard.

What are you doing, Mr. Dealer, in advertising, in
window and store displays, in service, that this average
householder should turn from all the temptations of his
other desires and purchase a radio set from you?

Legislation That Will Aid the Industry
LADING the fight against the regenerative circuit,

which causes so much interference in other sets,
a bill has been introduced into the Connecticut Legis-
lature making it contrary to the laws of that State to
operate any such set within its boundaries.

This, perhaps foretells the doom of the howling and
squealing which have done so much to hinder the en-
joyment of a radio set. If this bill passes the Con-
neticut State Legislature, it stands to reason that other
state legislatures will enact similar laws, thus effec-
tively removing one of the greatest barriers to per-
fection that radio has yet faced. No matter how perfect
or expensive a set may be, if a neighbor's 'tsquealer"
spoils the reception, that owner's heart is filled with
resentment not only against his neighbor but against
the whole scheme of radio.

The Connecticut Legislature is to be commended on
its far-sighted stand and it is to be hoped the bill will
pass and that other legislatures of the country will take
similar action,

Know Your Business!
«Tj NOW your business" is a business man's primary
j maxim. Too much cannot be said about know-

ing every minute "in -and -out" of your trade, of study-
ing it, learning it so that no matter what question
comes up the answer is ready.

A Radio Retailing representative asked a radio dealer
the other day if he knew his 1924 gross sales.

"Good Lord, no," was the answer, "I haven't the
slightest idea."

Again, the question of stock control came up. He
was asked what system of stock control he used. He
became enthusiastic immediately.

"Perpetual inventory," he said, "we use red and
green cards. I'll show you."

He got the cards and puzzled over them a minute.
Then, "Hanged if I know how these things work," he
said. "Ask Miss Smith, she takes care of all that."

And yet that man is considered generally a successful
dealer. But in a crisis, would you put your money
on him to win out? How about yourself? Would
you bet on yourself to win out in a crisis? You
should be able to shout, "Yes!" Can you?
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Good Publicity-
and a Worthy Charity

WETH the equipping of hospitals and institutions
of all kinds for the reception of radio programs,

there arises a new use for the radio set, a new message
of hope it can bring to shut-ins and sufferers.

Here is a vast field for the radio dealer to sell. Towns
all over the country have already started the ball roll-
ing by inaugurating fund drives to equip their hospitals,
sanitariums and charitable institutions with radio sets.
The radio dealer can make himself a leader in his town
by giving this suggestion to local community leaders.

If necessary, he can donate a set to some home or school
for crippled children, or similar institution in his town.
It may lead to contracts for the equipping of other
homes and hospitals. At all events, it will be a good
investment, not only in the dollars -and -cents results it
may have, but in the knowledge that the radio man has
done his bit to help those less fortunate than himself.
It will show that he practices as well as preaches, when
he says to his public: "Equip homes and hospitals with
radio sets."

Is Yours a Repeat Business?
HE advantage of the dealer in shoes is that side -

1. walks wear out shoe leather. Every so many
months the customer is in need of a new covering for
his feet, and, if he has been treated well in the store
in which he originally traded, he buys again from the
same dealer. His is a "repeat" business. Too many
dealers in radio equipment are content to look upon a
sale made as a sale completed. It is becoming cus-
tomary to look upon the purchaser of a crystal set as a
prospect for one with a wider range-but how many
dealers look upon matters of battery replacements as
important?

Is it not true that whereas the purchaser of an expen-
sive set almost always goes to one particular firm to
make his selection, that he will buy his batteries any-
where, depending purely on the elemeílt of convenience
to his temporary location? And yet a San Francisco
dealer who specializes in the more expensive sets, has
found it well worth his while to see that his customers
become repeaters, even down to their smallest needs in
connection with their radio equipment. His battery
replacement business in itself amounts to more than
$1,500 a month-and the secondary returns which come
from the allegiance of regular customers is incalculable.

He's Everybody's Guide and Counsellor
IS THE radio merchant simply a salesman, is the man
at the counter only a "waiter"? No. He used to be,

perhaps, but those days have gone. Radio used to be
a novelty, today it has become a necessity.

With the change, the radio dealer has become more
than a salesman. He has become a friend and counsellor
-or he should be.

"What capacity rheostat is necessary to change from
a dry -cell tube to a six -volt tube" is only one of many
everyday questions. "Why can't I get such and such
a station?" asks another inquirer, and the radio mer-
chant is the doctor. Answers are expected. Not any
kind of answer, but replies that will satisfy, conclusions
that will eliminate the trouble or solve the problem.

In such answers lie opportunities to plant seeds of
confidence. Giving a correct reply to the radio fan,
means the establishing of good will on the part of the
customer. That is performing 'a real service.

Service for long has been the foundation on which all
business succeeds. Service is the key to any success,
whether that of the firm, the individual or the store,
And service to the radio fan, planting seeds of good-
will, building confidence in the minds of the public, will
lead any radio merchant to increased sales. And
increased sales should increase profits.

To Specialize, Not Spread, Lines
«T VE learned not to carry everything there is in the

1 way of radio sets and parts," said one middle
western dealer recently. "I've been taught, by bitter
experience, to concentrate on the things that are in
universal demand.

"For instance, a crystal of a certain, popular make,
that sells for fifty cents and is a household word with
every 'fan, brought in $3,300 last year. That means we
sold 6,600 of these crystals. We specialized on that
one make, pushed them to the exclusion of all others,
and the result more than upheld our judgment."

This dealer's primary experience with radio, when
he stocked "everything there was," is typical of many
other dealers, and is a costly lesson to learn. Stock
standard, popular merchandise, and in quantities
only sufficient to meet your immediate needs. Carry a
complete line, but don't burden yourself with five or six
brands of the same item that will be in direct competi-
tion with each other-that is a lesson that has been
learned from older lines than radio and which applies?
in its fullest force to the radio merchant.

"Radio Music in Every Room ?" Sure ! - Through the Hot -Air Registers !
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What's New in Radio and
This editorial section is prepared
purely as a news service, to keep
readers of "Radio Retailing" informed
of new products on the market.

Console -Type Receiver
Radio Retailing, February, 1925

The circuit of the new No. 143 console -
type receiver announced by the Federal
Telephone Manufacturing Corporation
Buffalo, N. Y., is the same as that used
in the company's No. 142, table -type
receiver. It is a five -tube set housed in
the decorative cabinet illustrated. In-
tended retail price, $330.

Three -Dial Receiver
Radio Retailing, February, 1925

"Timson" is the name of the receiver
illustrated, made by the Terrace Radio
Manufacturing Corporation, 26 Dock
Street, Yonkers, N. Y. Two stages of
radio frequency, detector and two stages
of audio frequency are provided. It is
designed to operate loudspeaker and to
employ aerial and ground. Listed at $60.

Console -Type Receiver
Radio Retailing, February, 1925

Among the newer decorative radio
sets on the market is the Model 52 De
Luxe receiver brought out by the Air -
Way Electric Appliance Corporation, To-
ledo, Ohio. It is a five -tube receiver, with
built-in loudspeaker and battery com-
partments. Intended retail price, $375.

Five -Tube Radio Set
Radio Retailing, February, 1925

The "Baby Grand" five -tube receiver
developed by the Baby Grand Radio
Manufacturing Company, Brooklyn,
N. Y., distributed by the Industries Sales
Company, 132 Nassau Street, New York
City, is enclosed in a cabinet with piano
finish. It has a built-in loudspeaker, a
wooden horn using the "Amplion" unit.
The "B" batteries and "C" battery can
be accommodated in the rear of the
cabinet, thus providing an orderly and
attractive radio outfit. Intended retail
price, $175.

Receiver with Single Dial
Control

Radio Retailing, February, 1925
The radio set pictured is known as

the "Terafone" Model TA and is mar-
keted by the Moon Radio Corporation,
501 Steinway Avenue, Long Island City,
NI. Y. It employs two stages of radio
amplification, detector and two stages
of audio amplification. The -
plate voltage is variable from 221 to 90
volts while the amplifier voltage is 90.
Enclosed in mahogany cabinet. In-
tended list price, $100.

Combination Phonograph and
Radio Set

Radio Retailing, February, 1025
The Royal Elizabethan, Model 50,

cabinet illustrated houses a phonograph
and a five -tube radio set. All batteries
fit into the cabinet, thereby eliminating
exposed batteries and battery wires.
The cabinet may be obtained in walnut
or mahogany with all exposed metal
parts gold-plated. It is 341 in. high by
36 in. wide. Intended retail price, $350.

Five -Tube Radio Set
Radio Retailing, February, 1925

The receiver illustrated is the Model 5
set designed by the Slagle Radio Com-
pany, Fort Wayne, Ind. The circuit
employs two stages of tuned radio fre-
quency amplification, detector and two
stages of audio frequency amplification.
Jacks are provided for either five or
four tube operation. Mahogany Radion
panel, with black American walnut or
mahogany cabinet, sloping panel. In-
tended retail price, $150.

Five -Tube Radio Set
Radio Retailing, February, 1925

The hook-up of the new No. 51 re-
ceiver announced by the Air -Way Elec-
tric Appliance Corporation, Toledo, Ohio,
Is tuned radio frequency, transformer
coupled, with two stages of radio fre-
quency, detector and two stages of audio.
The set is arranged for either loop or
aerial operation. Intended retail price,
$125.
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Where to Buy It News of Latest Produces
Gathered by the Editors

It should be noted that all announce-
ments appearing on these pages are
published without advertising con-
siderations of any kind whatsoever.

Two -Tube Receiver
Radio Retailing, February, 1925

A two -tube reflex circuit is used in
the Model R-2 "Nyaccoflex" receiver
made by the New York Album & Card
Company, Inc., 23 Lispenard Street, New
York City. It is made to operate a
loudspeaker and is enclosed in the cabi-
net illustrated. Intended retail price
without accessories, $32.50.

Radio Receiver
The A. & T. Radio Company, Danvers,

Mass., is marketing a new one -tube
radio set, the "Babydyne" which is rec-
ommended by the manufacturer for use
as a portable set as well as for home
use. It is 8 in. long by 6 in. wide and
weighs 1 lb. The company claims that
it can be advantageously coupled with
two stages of amplification and will tune
in over 1,000 miles. Intended retail
price, without the tube, $10; with
tube, phones, batteries, etc., $15.

Receiver with Built -In "A"
Battery Eliminator

Radio Retailing, February, 1925
No "A" battery is required to operate

the "Electradyne" receiver brought out
by the Foreign & Domestic Electrical
Commodities, Inc., 629 West Twenty -
Third Street, New York City, for a
built-in "Radio-Powr" unit, operating
from the ordinary 110 -volt, 60 cycle, a.c.
circuit replaces the "A" battery. A
special tuned radio frequency, two -tube
reflex circuit is employed. The cabinet,
which is made of mahogany, has built-
in loudspeaker. Intended retail price,
including loudspeaker and "Radio-
Powr" unit, $110.

Radio Kit
Radio Retailing, February. 1925

The "Ultradyne" Model L-2 kit of the
Phenix Radio Corporation, 3 Beekman
Street, New York City, consists of one
low loss tuning coil, a low loss oscillator
coil, a special low loss coupler, a type
"A" "Ultraformer," three type "B"
"Ultraformers" and four matched fixed
condensers. The "Ultraformers" are air
core transformers, designed to pass
wave lengths of only 3700 meters. The
"Ultradyne" circuit, it is explained, is
an improved super -heterodyne, with
regeneration added to the "Modulation
System." Two -dial control. Intended
retail price of kit, $30. Instruction
book, "How to Build and Operate the.
Model L-2 Ultradyne," 50c.

Radio Set Using Indoor
Loop Antenna

The new D-17 receiver announced by
the De Forest Radio Company, Jersey
City, N. J., is a five -tube set, compris-
ing two stages of tuned radio frequency,
one stage of untuned radio frequency,
a tube detector and two stages of audio
frequency. Tuning is effected through
a friction reduction gearing supple-
mented with one stage of reflexing.
Special attention is called to the type of
cabinet which provides space for the
"A" storage battery and the "B" battery,
making the battery equipment self-
contained. Enclosed in mahogany or
art -leather cabinet, with built-in loud-
speaker. Intended retail price, without
batteries, in leather cabinet, $190 ; in
mahogany cabinet, $200. Model D -17-a,
without accessories, $125.

Console -Type Receiver
Radio Retailing, February, 1925

Here is an illustration of the FADA
"Neutrola Grand," made by F. A. D.
Andrea, Inc., 1581 Jerome Avenue, New
York City. It is a combination of the
FADA No. 185-A five -tube "Neutrola"
neutrodyne receiver and the No. 190-A
table cabinet. Its approximate overall
dimensions are 27 in. long, 51 in. high
and 18 in. deep. Built-in loulspeaker.
Intended retail price, $270.

Console Cabinet
Radio Retailing, February, 1925

A place for everything is found in the
radio cabinet designed by the Windsor
Furniture Company, 1420 Carroll
Avenue, Chicago. It has built-in loud-
speaker and compartments for the "A"
and "B" batteries and for the charging
equipment. The console is 38 in. long,
18 in. wide and 29 in. high and is fur-
nished in two shades, brown mahogany
or walnut. Intended retail price, in-
cluding loudspeaker unit, $40.

How to File These Items
Every item with its illustration, in

this new merchandise section, will fit a
standard 3x5 -in. filing card. These cards
,an then be filed, preferably according
to the nature of the product, and you
will then have a current reference list
of all new merchandise as it appears
on the market.

If preferred, these items can be pasted
on sheets of paper for binding in a loose-
leaf catalog or folder.

1 ADIO RETAILING, February, 1925 183



What's New in Radio and Where to Buy It

Loudspeaker
Radio Retailing, February, 1925

The attractive appearance of the Far -
rand -Godley loudspeaker, made by the
Farrand Manufacturing Company, 28
South Sixth Street, Newark, N. J., may
be seen from the accompanying illus-
tration. The designers claim that with
the use of this new type of loudspeaker,
every tonal shade of accompaniment,
from the second -violins and cellos to all
the winds and brasses is faithfully re-
produced, especially the tones of the
lower scale which are sometimes ob-
scured in a general blare. Intended re-
tail price, $32.50.

Loudspeaker
Radio Retailing, February. 1925

By a simple movement of the control
arm extending from the base of the new
"National" loudspeaker developed by the
Holtzer-Cabot Electric Company, Boston,
Mass., the speaker mechanism is easily
adjusted to any kind of receiving set,
to all kinds of tubes, and to wet or dry
battery, the manufacturer explains.
Incorporated in the base is the Audio
Filter, an exclusive feature, it is de-
clared, to eliminate side noises, amplify
the lower notes and clarify the higher.
The horn is made of hard rubber. In-
tended retail price, $12.

Loudspeaker
Radio Retailing, February, 1925

The Jewett Radio & Phonograph Com-
pany, 5680 Twelfth Street, Detroit.
Mich., is manufacturing a loudspeaker
known as the "Superspeaker." It has
14 -in. bell, finished in black satin gloss,
high -compression throat, ebony -finished
base. It is equipped with adjustment
knob to control the tone volume. No
extra batteries required. Intended re-
tail price, $30 ; "Vemco" unit only, with
cord, $12.

Hornless Loudspeaker
Radio Retailing, February. 1925

The No. 540-AW loudspeaker brought
out by the Western Electric Company,
New York City, is of attractive design
and is mounted on a metal stand, suit-
able for placing on the table of a living
room. The cones are approximately 18
in. in diameter and the whole assembly
stands about 21 in. high. No additional
battery is required to operate this loud-
speaker. The impedence of the windings
is about 10,000 ohms at average voice
frequencies, it is explained, thus adapt-
ing it for use with any of the radio sets
on the market having two or more
stagesof audio frequency amplification.
Intended retail price, $35,

Radio Horn
Radio Retailing, February, 1925

In describing the patented process for
making the Hawley horn, Newcombe -
Hawley, Inc., 160 North La Salle St.,
Chicago, explains that its wall con-
struction consists of two hard brilliant
surfaces with a soft inner core, the hard
surfaces being an integral part of the
soft core. All horns have a tendency
to vibrate, says the company, and the
hard inner surface, in starting to vi-
brate, is held back by the soft core.
The horn cannot sustain any one vibra-
tion, it is further explained, and will
immediately change with the varying
vibrations which are put into the horn
by the diaphragm and not carry them
over when the rate of this vibration
changes with a different note. Hawley
horns are supplied to many of the larg-
est radio manufacturers in the country.
The company makes a specialty of de-
signing horns to fit all the character-
istics of the loudspeaker units with
which they are to he used.

Loudspeaker
Radio Retailing, February, 1925

The Stromberg-Carlson Telephone
Manufacturing Company, Rochester, N.
Y., is announcing a new No. 2-A loud-
speaker which is described by the com-
pany as having but one moving unit,
the diaphragm. Thoroughly insulated
coils, wound a layer at a time and pro-
vided with insulating material between
each layer so that they will stand up'
under the highest plate voltage now
prevelant, are another feature of its
construction. The metal parts and the
horn, which is 24 in. high, are finished
in oxidized silver, Intended retail
price, $17.50,

Loudspeaker
Radio Retailing, February. 1925

That the wind band instruments used
by Sousa were made of special alloy
bell brass, with seams silver -soldered
and the instruments electro -plated, is
pointed out by the Jolley Radio Com-
pany, 23 Washington Street, New York
City. The company also explains thatthe horn of its No. 1020 loudspeaker
(Illustrated) is made of bell brass in
the same manner. Intended retail
price, $37.50. A new model of loud-
speaker has recently been announced by
this company to meet the demand for
a popular -priced instrument. The unit
contained in the new No. 1225 loud-speaker is the same as that used in
the bell brass model, but the horn is
composition. Intended list price of No.
1225, $27.50.
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Loudspeaker
Radio Retailing, February, 1925

The sound chamber of the No. 24
loudspeaker brought out by the H. G.
Saal Company, 1800-1806 Montrose
Avenue, Chicago, is made of cast
aluminum. The loudspeaker measures
1811 in. in height and has black crackle
finish ; the bell Is 11 in, wide and is
made of black bakelite. Intended re-
tail price, $20.

Loop Aerial
Radio Retailing, February, 1925

Spider -web wound with green or
brown silk over phosphor -bronze wire,
the "Paramount" loop of the Paramount
Radio Corporation, 23 Central Avenue,
Newark, N. J., is mounted on a bake-
lite frame. It is but 15 in. in height
and because of its small size and mo-
bility makes greater receivability and
directional effect easily possible. In-
tended retail price, $12. The illustra-
tion shows Steward C. Whitman, presi-
dent and engineer of the Paramount
Radio Corporation, with his new inven-
tion.

Portable Loop Aerial
Radio Retailing, February, 1925

"Signola" is the name of the portable
loop brought out by the Signal Electric
Manufacturing Company, Menominee,
Mich. It contains 110 ft. of silk -covered
wire, wound on formica spreaders, in-
sulating windings from the frame, and
folds like an umbrella. The finish of
wood parts is dark mahogany while the
metal parts are nickel plated. To meet
a certain demand, a third tap has been
added, the manufacturer explains. In-
tended retail price, $8.50.

Radio Tube Socket with
Spring Lock

Radio Retailing, February, 1925
The B. F. Goodrich Rubber Company,

Akron, Ohio, is manufacturing a "V.T."
hard rubber radio tube socket which
is equipped with a spring lock. Because
of this feature the manufacturer ex-
plains, the tube can be either inserted
and fastened or unfastened and removed
without turning or twisting, for the tube
locks automatically when inserted. A
touch of the lock releases the tube.

Radio Outlet
To provide radio reception in every

room, from one central receiver, radio
outlets are now being built right into
the wiring system. A standard H & H
wall case or any standard switch box
takes the jack -receptacle base, No.
2,139, brought out by the Hart & Hege-
man Manufacturing Company, Hartford,
Conn. It is wired just like a flush
switch and the wall plate, No. 2,137,is the same size as the switch or re-
ceptacle plates and may be finished to
match. The outlet is designed to take
any standard radio plug. Wired into
baseboards, tables or other furniture,
the loudspeaker or headset may be con-
nected as easily as an electric appliance
with a convenience outlet.

Light -Weight Headset
Radio Retailing, February, 1925

For radio folks who object to the
headset because of the discomfort caused
by the headband when it is donned for
any length of time, the Bel -Canto Radio
& Telephone Equipment Company, Inc..
872 Broadway, New York City, has
brought out a headset that weighs but
51 oz. It is made without a headband
and the ear -phones, which are thin as a
watch, are held to the ears by a clamp
device. The attachment for the ears
is a friction spring made in such a way
that it can be taken off and placed in
the proper holes which are provided for
large and small ears. Ohmage 2.200.
Approximate retail price, about $5.

"B" Battery Current Supply
Device

Radio Retailing, February, 1925
The improved design of the "Super-

Ducon" device to replace "B" batteries.
made by the Dubilier Condenser &
Radio Corporation, 43 West Fourth
Street, New York City, is shown by the
accompanying illustration. The "Super-
Ducon" is made in two models, No. 800
for use with alternating current and No.
801 for use with d.c. circuits. The in-
tended price, a.c., $47.50 ; d.c., $30.

Radio Socket
Radio Retailing, February, 1925

Molded of bakelite, the new radio
socket brought out by the Knox Cor-
poration, Galesburg, Ill., is well designed
and is made with ample room to mount
and allow for soldered connections if
desired. The method of gripping the
tube is from the side, thereby eliminat-
ing all pushing up of the tube, the man-
ufacturer explains. Intended retail
price, 75c.
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Mast for Radio Aerials
Radio Retailing, February. 1925

The new "Hercules" mast for radio
antennae, made by S. W. Hull & Com-
pany, 2048 East Seventy-ninth Street,
Cleveland, Ohio, is made of steel in sizes
to provide 20 -ft. 40- or 60 -ft. clearance.It can be installed either on the roof
of a building or on the ground and is
guyed with three wires spaced at equal
intervals around the mast. It is shipped
knocked down. Intended retail price ofthe 20 -ft. mast, $10 ; 40 ft., $25 ; and60 ft., $45.

Radio Tube
Radio Retailing, February, 1925

The Radio Tube Manufacturing Com-
pany, 154 Nassau Street, New York
City, is marketing a line of radio tubes,
called the "Triple Tone." The tubesare ¡nade in the following types. 201A,
5 volt, } amp., amplifier and detector ;No. 199, 3-4 volts, .06 amp., amplifierand detector No. 199A, same as 199
with standard base ; No. 12, 11 volts,
amp, platinum filament, amplifier and
detector ; and No. 200A, 5 volts, .1 amp.,
detector. Intended retail price of alltypes, $2.

Chemical Rectifier
Radio Retailing, February, 1925

The No. 4 "Storad" charger brought
out by the Cleveland Engineering
Laboratories Company, 2104 Superior
Viaduct, N. W., Cleveland, is designed to
charge any number of cells up totwenty-four (48 volts) in series at speci-
fied rates. Intended retail price, $2.75.

Crystal Detector
Radio Retailing, February. 1995

That it sharpens the tuning and in-
creases the selectivity of the crystal or
reflex set is claimed for the Carborun-
dum crystal detector by its manufac-
turer, the Carborundum Company,Niagara Falls, N. Y. Intended retail
price, $1.50.

"B" Battery Charger
Radio Retailing, February, 1995

Four to six to eight 24 -volt batteries
may be charged at one time by the
`RaBAT" senior charger, declares its
manufacturer, the Radio RaBAT Com-
pany, 1758 St. Clair Avenue, Cleveland.
It is equipped with a patented sub-merged electrode, designed to automati-cally cut itself out if charger is im-
properly connected, causing it to over-heat. Intended retail price, $4.80.

Insulated Bus -Bar Wire
Radio Retailing, February, 1925

Burned out rheostats, it has been
found upon investigation, are sometimes
caused by defective spaghetti and to
the puncturing of the spaghetti by sharp
corners on nuts, screws and solder. Toovercome this condition and to inci-
dentally prevent short circuits where one
wire crosses another, the Alpha Radio
Supply Company, Inc., 621 Broadway.
New York City, has brought out an in-
sulated bus -bar wire-a spaghetti -cov-
ered bus-wire-which consists of an in-
sulating compound applied to a No. 14
B & S round tinned bus -bar wire. Thewire is made in 2 -ft. lengths and in
five colors.

Radio Battery Cord
Radio Retailing, February, 1925

For connecting "A" and "B" batteries
to the radio set, the Consolidated Wire
and Associated Corporations, Green and
Congress Streets, Chicago, has designed
a radio battery cord which is packed ina display carton. Each wire is marked
in color and the terminals on all wires
are made for easy connection. Intended
retail price, $1.

Voltmeter Switch
Radio Retailing, February, 1995

A voltmeter switch for use in connec-
tion with a voltmeter for reading volt-
ages of "A" and "B" batteries has been
announced by the Yaxley Manufactur-
ing Company, Chicago. The new switch
occupies very small space on the panel
and is made to mount in a single 7/16 -
in, hole with one nut and to turn in any
direction to suit the wiring layout. Adesignation plate back of the knob
pointer indicates which battery is beingtested. Intended retail price, $1.40.

Battery Clip
Radio Retailing. February. 1925

The outstanding features of the new
line of battery clips brought out by the
H. B. Sherman Manufacturing Com-
pany, Battle Creek, Mich., are the one-
piece construction of spring steel, coated
with hot lead to withstand acid fumes,
the handy terminal, the universal Jaws.
generous size and uniform grip. The
clips are made at present in two sizes,
No. 50, with a 50 -amp, capacity, for
use in automotive work in charging
storage batteries, and No. 25, for use
in charging "A" batteries, althoughother sizes and styles will be added to
the line.

Condenser
Radio Retailing, February, 1925

The Precise Manufacturing Corpora-
tion, 254 Mill Street, Rochester, N. Y.,
has brought out a new instrumentknown as the No. 1900 "Filtoformer"
which is a combination radio fre-
quency choke and bypass condenser de-
signed for use in the single -control
super -heterodyne circuit.

RECISE

,Fdtoformer
n
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Radio Table
Radio Retailing, February, 1925
The "Signola" table brought

out by the Signal Electric Man-
ufacturing Company, Menom-
inee, Mich., is designed to meet.
the demand for a moderate -
priced radio desk. The set is
placed on top of the table and
compartments for the "A" and
"B" batteries are provided. The
loudspeaker compartment is
fitted with silk -covered grill-
work front and loudspeaker
horn adaptable to most of the
loudspeaker units on the mar-
ket. Intended retail price.
R-501, $30

Blow Torch
Radio Retailing, February, 1925

The L. S. Brach Manufacturing Com-
pany, 127 Sussex Avenue, Newark, N. J..
is now marketing the Self -Acting blow
torch formerly sold by the Solderall
Company. This torch which is an im-
proved model, is made to generate a
blow flame 4 to 5 in. long. The L. S.
Brach Manufacturing Company an-
nounces that it has taken over the
Solderall Company and is now market-
ing the Solderall line, including the
Solderall metal solder put up in collap-
sible tubes, the Peerless flux and the
Rosin Core solder.

Radio Ground Clamp
Radio Retailing, February. 1925

As can be seen from the accompany-
ing illustration, the ground clamp made
by the Ekko Company, 111 West Monroe
Street, Chicago, Ill., is half-moon in
shape. It is made to fit over the pipe
(ground) with several notches on the
inside to keep the clamp in one position
and a threaded screw on the other side.
The clamp can be adjusted by tightening
up the screw with the fingers, the con-
nection between the clamp and the pipe
being made as the point of the screw
bites its way into the metal, thus insur-
ing a positive metal contact, it is ex-
plained.

Bracket for Radio Aerial
Radio Retailing, February, 1925

The Wm. H. Pearl Company, 425 Har-
mon Street, Indianapolis, Ind., has de-
signed a drop wire bracket for telephone
and radio wires. To install, it is neces-
sary simply to screw in the hook and
hang on the two-piece yoke assembled
into porcelain insulator.

Mica Condenser
Radio Retailing, February. 1925

Because of the special design of the
"Micadon" No. 640 mica condenser, it
is possible to make it in the wide range
of capacities from .00025 mfd. to .02
mfd., its manufacturer, ' the Dubilier
Condenser & Radio Corporation, 43
West Fourth Street, New York City,
declares. The size Is 21 in. long by
.11 in. wide. Convenient soldering lugs
make it adaptable to the various re-
quirements of radio vireo its.

Small Blow Torch for
Radio Use

Radio Retailing, February. 1925
The Jas. A. Gaffney Company, Inc.,

35 Warren Street New York City, has
brought out an alcohol torch known as
the "Acme Automatic" torch. The man-
ufacturer calls attention to the fact that
it requires no  pumping, priming or
blowing ; that the heavy tubing used
will not contract the heat as quickly as
the lighter gage of tubing ; and that the
heavy knurling of the caps not only acts
as a natural base for the torch but
enables the user to secure a firm grip
when removing. Its size is 51 in. x 2i
in. and its weight is 7 oz. Intended re-
tail price, $1.50.

Ground Clamp
Radio Retailing, February. 1925

The ground clamp made by the F. R.
Zierick Machine Works, 207 Canal
Street, New York City, is specially
equipped with a lug for fastening the
ground lead of the radio set. A guard
holds the wire while soldering, and two
overlapping ears, bent over the soldered
joint, insure a strong mechanical and
electrical connection, the manufacturer
points out. The clamp is made in two
sizes, 6 in. and 9 in., listing respectively.
at 5c. and 10c.
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Storage Battery Hydrometer
Radio Retailing, February, 1925

The Biltrite Motor Equipment Com-
pany, Inc., 822 Tenth Avenue, New York
City, is the manufacturer of the BS -
trite" storage battery hydrometer which
Is listed at $1. Replacement parts, in-
cluding the hydrometer float, glass tube.
rubber hand bulb and rubber battery
tip may be obtained, the float being
listed at 30c. and the other parts at 25c.

Screw Driver
Radio Retailing, February, 1925

The Coburn Tool Company, Inc., 739
Boylston Street, Boston, Mass., is manu-
facturing a small screw driver designed
to place and start screws in difficult
places where the ordinary screw driver
would be useless. It is not magnetic,
the company explains, and works equally
well with screws of any material. The
brass cap and handle are knurled to
insure a positive grip and the shank is
of Shelby drawn steel tubing. The size
of the tool is 71 in. long with 1 -in.
blade. Intended retail price, $1.
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What's New in Radio and Where to Buy It

Folding Loop Aerial
Radio Retailing, February, 1925

The multiple coupler switch incor-porated in the collapsible loop designed
by the C. A. Cook Company, 18 Osborn
Street, Cambridge, Mass., has threepositions, providing minimum induct-
ance, maximum and medium inductance.
For use, it is necessary simply to con-nect the lead wires to the set, try out
all three of the knob positions and
finally use the one giving the best re-
sults. A compass imbedded in the baseplate aids in finding direction. Theloop itself occupies a floor space of 131
in. square although its dimensions are45 in. x 29 in. Intended retail price,Including stand, $13.50.

Pocket -Size Radio Log Book
Radio Retailing, February, 1925

An imitation leather cover contains
enough pages to accommodate 38 sta-
tions. It is made by the Fox Company,
247 South Broadway, Los Angeles, Cal.,
and provides for the indexing of stationsso that each station may be readily
found when wanted. The book has beensuggested as a premium by dealers to
accompany purchases of complete radiosets or of de luxe radio sets, as the
dealer wishes. Intended retail price,25c. Fifty books, printed with thedealer's name and address, $5 ; 1 doz.books, no special printing, $1.50.

Small Tool Kit
Radio Retailing, February, 1925

The radio worker is al-
ways searching aroundthe family tool box for
some tools that he can
adapt to radio use. Most
of the ordinary tools are
too large and unwieldly
for work on the radio
set. An assortment of
handy -size tools, with
small tin -box containerhas been brought out b3
the O. P. Schriver Com-
pany, Cincinnati, Ohio.
This kit contains one ad-
justable tool or file han-
dle, a saw, 7 in. long, an
ice pick or scratch awl, a
screwdriver for large or
small screws, a chisel, a
tack claw, a gimlet bit,a large brad awl and a
small brad awl. The ad-
justable handle, besides
holding these tools, isalso made to hold any
other small shanked
tools.

I. XI..
TOOL
BOX_
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Folding Loop
Radio Retailing, February, 1925

The "Duo -Spiral" loop aerial, made by
Radio Units, Inc., Maywood, Ill., is now
being offered in a folding model, in sev-
eral different types and ranges. Whenfolded, it can be placed in a box about
18 in. long and 6 in. wide. The loop ro-
tates on the base, so that its directional
properties can be fully utilized. The
base is provided with a satin silver dialgraduated in degrees for calibration.
Finished in mahogany and satin silver.
Intended retail price, $8.50.

An 'MAk P

It's MI F ínished but the Wiring

Semi -Completed Radio Set
Radio Retailing, February, 1925

All that the purchaser of an "All -
Amax" receiver must do is wire the set,
for the mounting of all instruments on
the panel and baseboard and drilling
of panels has been completed. Fur-nished with the semi -finished receiver
is a blue print or wiring diagram to
guide the purchaser in wiring the set.
The "All -Amax" is made in two models,
in one -tube reflex "Junior" and three -
tube reflex or "Senior" model. Intended
retail price, without tubes or batteries,
respectively, $22 and $42.

Five -Tube Receiver
Radio Retailing, February, 1925

The specifications of the "Gluckson"
receiver, made by the Gluck Radio
Manufacturing Company, 115 WestTwenty-third Street, New York City,are : Two stages of inherently balanced
radio frequency amplification, detector,and two stages of audio frequency ;
single wire aerial of from 60 to 150 ft.,
with provisions for both long and short
aerials ; mahogany cabinet, with Adam
Brown finish. Intended retail price, $98.

Five -Tube Knockdown
Radio Kit

Radio Retailing, February, 1925
One of the outstanding features of the

new No. R-101 tuned radio frequency
knockdown set of the Splitdorf Electrical
Company, Newark, N. J., is the sub -
panel assembly which is completely
wired. The audio frequency sockets
and transformer are connected to
eliminate the possibility of confusion
and improper wiring on the part of the
user. Included with each set is a pair
of Splitdorf headphones, a phone plug,
an electric soldering iron outfit and
book of instructions. Intended retail
price, $75.

Cabinet -Type Loudspeaker
Radio Retailing, February, 1925

The loudspeaker illustrated Is made
by the Portola Radio Company, Fifth
and Market Streets, Philadelphia, Pa.
It is known as Model 1 and is set in a
decorative mahogany cabinet. The
cabinet measures 5 in. high, 9} in. longand 8 in. deep and is listed at $12.50.
Model No. 2 is set in a cabinet with legs,
is 61 in. high, and is listed at $15.

Radio Socket
Radio Retailing, February, 1925

The base of the new "Noloss" socket
brought out by the General Instrument
Corporation, 423 Broome Street, New
York City, is made of Isolantite which,
it is pointed out, has been found to have
very desirable properties for radio use.
Another feature of the socket is theextra large 5/16 -in. diam. sterling silvercontacts arranged so as to be self -wiping. Intended retail price, $1.
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A New Hook-up to Help You Sell Parts
The Eight -Tube Super -Heterodyne Reflex Receiver Designed by Laurence M. Cockaday

i 11111111111111111111gI l.-. lil.i

The parts needed to build this circuit are
as follows: A -low loss condenser, 0.0005
mfd. B -low loss condenser, 0.001 mfd.
C -input transformer. D-1, D-2, D-3,
intermediate transformers. E-autral ne
coil. F -audio frequency transformer. G
-grid condenser, 0.0005 mfd. 11 -socket,I -1, I-2, 1-3, I-4, 1-5, 1-6, I-7,
sockets. J-1, double circuit jack. J-2,
single circuit jack. K-1, K-2, four -inch
dials. L-2 ohm rheostat. M-400 ohm
potentiometer. N-1, N-2, resistance
mountings. N-3, grid leak mounting.
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0--1, 0-2, 5 megohm resistors. 0-3,
0.005 megohm resistor. 0-4, 0.5 megohmresistor. 0-5. 0-6, 0.25 rnegohm re-
sistors. P -panel, 7x24 inches. Q-1.Q-2, 0.0001 mica condensers. Q-3,
Q-4, Q-5, Q-6, 0.006 mica condensers.
Q-7, 0.00025 mica condenser with grid
leak mounting. It- radio frequency trans -
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Reprinted by Special
u, ull Permission from "Popular Radio."
former. S -filament switch. T -baseboard,
99 inches by 222 inches by

E
inch. U -

connecting block, 1 inch by 9 inches by 1e
inch. V-1, V-2, V-3, V-4, V-5, V-6.
V-7, binding posts. W- brass brackets.X- cabinet, 7 by 24 inches, inside deep
measurement, 91 inches. Note -use with
loop aerial.

110.4



How Manufacturers Promote
Dealer Sales

New "Dealer Helps" Offered to the Radio Retailer by the
Manufacturer to Increase the Merchant's Radio Profits

Advertised Versus Unadver-
tised Goods

In its new booklet, "Merchandising
Radio," the Alden Manufacturing
Company, Springfield, Mass., manu-
facturer of the "Na-ald" line of radio
parts, points out some interesting
figures, the result of a survey con-
ducted in one hundred quality stores.
This survey, which was originally re-
ported in Forbes Magazine, was
conducted to determine the real effec-
tiveness of advertising.

Two similar articles, one adver-
tised and the other unadvertised,
were placed on sale. No attempt
was made by sales clerks to influence
the decision of the customers. What
actually happened was this:

87.6 times the customer bought
advertised merchandise

6.3 times the customer bought
unadvertised merchandise

8.8 times the customer showed
no preference

And further, when the unadver-
tised merchandise was priced the
lower of the two:

60.6 times the customer bought
advertised merchandise

24.2 times the customer bought
unadvertised merchandise

12.2 times the customer showed
no preference

Included in the booklet, beside cat-
alog descriptions of "Na-ald" prod-
ucts, is a list of the "dealer help"
material available to dealers, consist-
ing of a display container, a dial
panel and a socket display board.

"How to Sell a Radio
Receiver"

"Radio merchandising methods are
still so new," says the Sleeper Radio
Corporation, Long Island City, N. Y.,
in its booklet, "How to Sell a Radio
Receiver," "that many sets are sold
by more or less haphazard methods.
This led to much confusion in retail
selling, and, while radio distribution
has now largely settled into the chan-
nels provided by electrical and radio
shops, together with phonograph,
music and department stores, there
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is still much difference in selling
methods that can be standardized
with advantage to all if each will
simply take a merchandising lesson
from the other."

The suggestions presented in this
manual are based on the actual ex-
perience of many different types of
stores in different sections of the
country. From these experiences
are cited (1) a few instances which
show how not to sell a radio re-
ceiver; (2) the broader principles of
radio merchandising which stores
have found to be the most success-
ful; (3) the questions which most
customers will ask concerning the se-
lection of a set.

" Turkey -in -the -Straw "
Via Radio

ti.

»Illth PCI)
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The old-time fiddler who was the life
of the party and who kept dancers' feet
continually stepping, is no more. He has
been replaced by radio and may now join
in the festivities while someone else pro-
vides the music. It is hard to suppress a
smile when looking at the new "Red Seal"
cutout soon to be released by the Man-
hattan Electrical Supply Company, 17 Park
Place, New York City, for everybody in the
group is happy and their merriment is in-
fectious. The display, according to the
company's schedule, will be mailed Feb-
ruary 13. Folks who enjoyed "Joe O'Con-
nor" and the "Old Lady" last year will
welcome their old friends.

Here are the fundamental princi-
ples of radio merchandising as set
down by the Sleeper manual:

1. Always have your demonstration
sets hooked up and ready to operate
properly.

2. Always permit the customer him-
self to operate the set.

3. Make every effort to install the
set in the customer's own home "on
trial."

4. Draw up a time -payment plan;
many more sets can be sold when cus-
tomers can pay "on time."

5. Sell sets which are least affected
by unfair competition.

6. Feature your sets vigorously.
7. Sell only sets which stay sold.

"Sell More by Telling More"
"Sell More By Telling More" is

the message behind every folder and
booklet that a manufacturer issues.
At least that is the message of the
Atwater Kent Manufacturing Com-
pany, Philadelphia, Pa., to its job-
bers and dealers. "In these few
words," says the company, "are ex-
pressed one of the fundamental prin-
ciples of successful merchandising.
Telling more people about the
goods you are handling, whether
it be through newspapers, direct -by -
mail, literature distributed over the
counter or any other medium of ad-
vertising-that's what counts-for
your sales will be in direct propor-
tion to the number of people you
reach." This company, by the way,
has just issued two new folders,
printed in many colors and attractive
in makeup.

The Stromberg - Carlson Telephone
Manufacturing Company, Rochester,
N. Y., also has some interesting window
cards, and among several folders and
circulars, one telling, in pictures, the
joy of a radio in the home.

"Buy With Care-Build With Satis-
faction" is the name of a new pamphlet
issued by the Cutler -Hammer Manufac-
turing Company, Milwaukee, Wis. It
is known as Publication X-7 and in
addition to the line of C -H radio prod-
ucts, also illustrates and describes in
particular the new C -H low -loss sockets
and the new "Radioloc" locking switch
for the "A" battery circuit.

The National Electric Specialty Com-
pany, Toledo, Ohio, has issued a pam-
phlet, No. 15, on its "Vac -M" arresters.
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A Transformer Display
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TORY INS1RUMENT AT A COMMERCIAL PRICE

Transformers, as a rule, are not exactly
adapted to artistic display. The window or
counter card, with easel back, prepared by
the Precise Manufacturing Corporation,
Rochester, N. Y., for distribution to its
dealers, shows a home tastefully furnished,
where everything, including radio require-
ments, is carefully chosen. The card
carries an actual photograph, delicately
tinted.

Get Those Indifferent
Prospects!

There are a number of folks who
are sort of fifty-fifty about radio.
They are not exactly opposed to own-
ing a set, neither are they enthus-
iastic enough to bother to heqr a
demonstration or to become better
informed about the pleasures of lis-
tening -in. But once approached and
their interest engaged, these pros-
pects develop into full-fledged sales.

One way,-a good way, of reach-
ing the large number of partly -sold
people is through a direct mail cam-
paign. To assist the dealer in such a
plan, the Radio Corporation of Amer-
ica, Woolworth Building, New York
City, has prepared a four -page letter-
head on Radiola loudspeakers. These
letterheads will be furnished, im-
printed with the dealer's name, for
a very nominal sum. The letter ,of
course, will not be multigraphed as
the dealer may prefer to write his
own sales message.

The Klosner Radio Corporation, 1022
East One Hundred and Seventy -Eighth
Street, New York City, has prepared
for distribution to its dealers a rheostat
chart which shows the correct rheostat
resistances to choose for every use. The
chart is made of heavy cardboard,
measuring 11 in. x 14 in., in two colors
and is especially adaptable for easy
reference by any clerk or customer in
a dealer's store. "For long life and
good reception," cautions the chart,
"burn tubes low and turn them on and
off slowly."

"How to Get the Most Out of Your
Dry Cell Radio Batteries, `A," 'B' and
'C' " is the name of a little booklet
published by the National Carbon Com-
pany, 30 East Forty-second Street, New
York City. Some of the topics dis-
cussed are: "How a Dry Cell Works,"
"How to Select a 'B' Battery," "How to

RADIO RETAILING, February, 1925

Test a 'B' Battery," and other topics,
The Music Master Corporation, Phila-

delphia, is distributing a- number of
colorful little folders on its headset,
cabinet speaker, horn -type loudspeaker,
phonograph attachment and loop aerial.
The company is also offering a dis-
play piece which fits around the horn
of its loudspeaker.

The Atwater - Kent Manufacturing
Company, Philadelphia, Pa., is issuing
some new folders including one entitled
"A Land Lubber's Log," one on its
general radio line and another, a loud-
speaker folder. The company has also
available for distribution some colorful
window posters.

The Electric Service Supplies Com-
pany, Philadelphia, Pa., is distributing
a little booklet on the "Keystone" light-
ning arrester. This sixteen -page book-
let gives facts about radio lightning
protection, tells how the lightning
arrester may affect radio reception and
is as well a technical survey of the
subject of lightning arresters.

The Kodel Manufacturing Co., 118
West Third Street, Cincinnati, has
issued a booklet on its line of Kodel
receivers, "Radio for Every Purpose
and Any Purse." It has also prepared
a huge two-color window hanger show-
ing this entire line.

"How to Buiid acid Operate the Ultra -
dyne Super -heterodyne Receiver" is the
title of a new booklet brought out by
the Phenix Radio Company, 5 Beekman
Street, New York City. It contains 32
pages, illustrated, and gives instruc-
tions for drilling, wiring, assembling
and tuning the Model L-2 Ultradyne
receiver. Price 50c.

They Sell Themselves

BINDING POSTS

With the manufacturer's co-operation, it is
a simple matter for the dealer to acquaint
his customers with the various lines of
merchandise he is carrying and by an at-
tractive display and well-chosen message
to call attention to even the smallest of
radio parts. Here is a display of "Read
'em" binding posts, a counter carton, made
up of seventy-five assorted knobs and dis-
tributed by the Marshall -Gerken Company,
Toledo, Ohio. Included in the line of bind-
ing posts are several with new markings.

The Crescent Braid Company, Inc..
Providence, R. I., has available to its
dealers an unusually attractive counter
card illustrating the use of its 20 -ft.
radio extension cord. The card has a
silver finish, with embossed figures,
and lettering in black. It shows a
"Premier" cord being used with a radio
set, the receiver in one room and the
loudspeaker in another, thus enabling
the loudspeaker to be placed 20 ft. from
the receiver.

The Hartman Electrical Manufac:.ur-
ing Company, Mansfield, Ohio, has re-
cently distributed a very artistic book-
let on its line of radio receivers.

A Prize -Winning Window Display from Los Angeles

Radio reaches everywhere. To the home
in the city as well as to the little cabin in
the mountains the world sends its messages
of news and romance. This was the theme
of the window display of the Electric Ap-
pliance Shop of Los Angeles, Cal., which
received one of the prizes in a national dis-
play contest, a feature of Radio Week. The
window had all the interest of timeliness
and local appeal, for the city borne shown

was one which was familiar to the com-
munity because it had recently been
featured as an electrical home exhibit
under the auspices of the entire electrica'
industry and had been visited by some 100,
000 people interested in electrical applica-
tions to comfort and pleasure. The back-
ground with its flashing message gave life
to the scene and Illustrated its own mes-
sage by connecting the two pictures.
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What the Trade Is Talking About
McGraw-Hill Staff Conven-
tion Felicitated by Hoover

and Sarnoff
Personal messages from two out-

standing figures in radio develop-
ment were included among the ad-
dresses delivered to 450 members of
the McGraw-Hill organization, pub-
lishers of Radio Retailing, Electrical
Merchandising, and other journals,
at the January 30 dinner which
closed the three-day convention of
the company's editorial and adver-
tising - representatives from all parts
of the United States, held at the
Hotel Pennsylvania, New York City.

Herbert Hoover, Secretary of
Commerce, had expected to be
present in person but, official en-
gagements preventing his leaving
Washington, he addressed to Mr.
McGraw the following letter which
was read before the meeting:
James H. McGraw, President,
McGraw-Hill Company, New York City,
Dear Mr. McGraw:

I wanted to attend your convention to
say a personal word of appreciation
for the fine service which you, your
company, and your publications, are
rendering to American industry. It is a
real disappointment to me that I can-
not be present.

A big change has come in the spirit
of American business and for this
change you are in part responsible. I
mean the change from rule -of -thumb
and laissez-faire, to scientific determi-
nation of facts and to a program of
action based on facts. The business
press is probably the greatest force in
making industrial opinion. The schools
and colleges have an important place,
the trade associations can do much in
the fields of production and distribu-
tion, the Government bureaus which
keep in contact with business can help
to promote sound leadership in indus-
trial and economic thinking. All have
an important part. But the business
press and technical journals are in a
unique position and have a unique op-
portunity. I believe that no organiza-
tion of technical publications has come
nearer to living up to this opportunity
than the McGraw-Hill publications
under the leadership of Mr. James H.
McGraw.

The thought I have in mind is that
your great group of journals can not
only recognize and support sound in-
dustrial leadership; you can also initi-
ate it. The field of your opportunity
is practically limitless.

HERBERT HOOVER.

E. J. Mehren, vice-president
McGraw-Hill Company, acted as
toastmaster. Julius H. Barnes,
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past -president of the United States
Chamber of Commerce, spoke on
"Economic Marketing," and Fred I.
Kent, vice-president of the Bankers'
Trust Company, New York, dis-
cussed world financial conditions
growing out of the war and repara-
tions payments.

David Sarnoff, vice-president and
general manager of the Radio Cor-
poration of America, took as his
topic "Opportunity." To the man
with an open mind and alert percep-
tion, opportunities, he said, lie on
every hand in America, particularly
in 'American industry and distribu-
tion processes. Only vision is
needed-to see around obstacles, and
to convert seeming difficulties into
new instruments of usefulness.

Taking an example from the brief
history of radio, Mr. Sarnoff pointed
out that although lack of privacy in
radio transmission had formerly
been considered one of the chief
drawbacks of the radio art, the
great and useful development of
broadcasting itself has been possible
only because of the very objection
once urged that "anybody could
tune -in and listen." Even "static,"
which now occasionally gets in the
way of good radio reception, will
before long be so thoroughly under-
stood, predicted the speaker, that it
can be eliminated as a source of in-
terference and will also actually be

For the past year and a half, Edward E.
Laufer has been one of the loyal sales serv-
ice engineers of F. A. D. Andrea, Inc., of
New York City. His technical backgroundas one of the best radio amateurs of the
Second Radio District and his general good
fellowship have been of tremendous aid in
establishing favorable contact with Fadadealers and distributors throughout theSouth, East and Central West.

harnessed as a new servant of man-
kind.

Mr. Sarnoff paid a friendly tribute
to the work which the McGraw-Hill
company, its journals, and its
various specialists are doing for
American industry and distribution,
including the new field of radio
where the need today is so great
for sound stabilizing influences and
for marketing research and accurate
knowledge of distribution methods,
facts, and costs.

Radio Clubs Benefit
the Dealer

If your town has no radio club, there
is an opportunity for the progressive
dealer to lead in organizing one and
cash in on the added sales it will bring
to him from the club's members.

Offer your store for the first meeting
place, advertise in the local papers,
and, no doubt, the editor will give the
organization idea space in the news
columns as well. If there is one already
formed, co-operate with it in every
way possible.

Ontario, Canada, has a Radio Club,
the objects and aims of which may be
used as a model. They are as follows:

To afford opportunity for discussion
of radio subjects among members and
arrange for talks by authorities on the
subject, as well as demonstrations of
apparatus by members, manufacturers
or dealers.

To encourage the members of the
staff to install receiving sets (especi-
ally sets which do not radiate), to
advise and assist members in the pur-
chase of sets or parts and in connec-
tion with constructing of sets and
locating troubles.

To help promote radio by all legiti-
mate means and co-operate with other
organizations having similar objects;
to exert all possible efforts to reduce
radiation interference.

To broadcast occasionally.

Novel Radio System for
New York Police

The police stations of New York
City are to be equipped with radio re-
ceiving sets for official business, ac-
cording to a recent announcement by
city officials. A new system has been
successfully tried whereby "selective"
calls may be made to any particular
precinct without the message being
picked up by any other precinct. It
is expected to prove an invaluable aid
in issuing police instructions.

The broadcasting tests were made
from Station WNYC by engineers of
the Western Electric Company. It
was demonstrated that receiving sets
under test would not respond when
calls were made to other precincts.
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Second Radio World's Fair
Next September

The definite dates for the Second
Radio World's Fair, which is to take
place in New York City next fall, have
been announced by Directors James F.
Kerr and U. J. Herrmann. This year's
great international wireless exposition
will open September 14 and continue
until September 19. It will be held in
the 258th Field Artillery Armory, which
is located at Kingsbridge Road and
Jerome Avenue, the Bronx, New York
City, which is the largest building of
its kind in America.

The Radio World's Fair of 1925 will
outshine the huge exposition held in
Madison Square Garden and the 69th
Regiment Armory, last September, in
almost every respect. This year's show
will be at least one-third larger. It will
occupy 180,000 square feet of floor
space. There will be elaborate displays
by 325 radio manufacturers, including
60 of the best known wireless concerns
of Europe, South America and the Ori-
ent, which is almost one hundred more
than participated in the 1924 fair.
Fourteen different foreign countries
will have exhibits of an official variety.

Among the principal 1925 features
will be the first public demonstration of
a complete system for the transmission
and reception of light, heat and power
by radio. Another will be an astound-
ing invention by a Scandinavian which,
according to the inventor, will broad-
cast refrigeration exactly the same as
our present day radio stations broad-
cast programs. "Radio refrigeration,"
this dauntless inventor insists, will cost
less that fifty cents a year.

Government Releases German
Radio Patents

The possibility of a radio monopoly
in the United States has just been
eliminated by the action of the Navy
Department in issuing licenses to
American manufacturers under the so-
called German patents which were pur-
chased by the Navy during the war.
The first license was issued on Jan. 8
to the Electrical Research Laboratories
of Chicago and it is likely that about
150 other manufacturers will receive
licenses.

Los Angeles Holds Radio
Exposition

Radio manufacturers, jobbers and
dealers combined on the Pacific Coast
for the second annual Los Angeles
Radio Exposition held in December.

The Los Angeles Exposition was en-
dorsed by the Radio Trades Association
of Southern California, and represented
not only the leading manufacturing in-
terests but the best known distributors
and dealers on the Coast.

The Bel -Canto Radio & Telephone
Equipment Company, Inc., is the new
name of the company formerly known
as the Bel -Canto Manufacturing Com-
pany. Its address is 872 Broadway,
New York City.

RADIO RETAILING, February, 1925

The Standard Metal Manufacturing
Company of Newark, N. J., is making
radio loud speakers for sale direct to
manufacturers, and to be used as
built-in speakers for consoles or cabi-
nets. These are all special jobs, de-
signed and built to the manufacturers'
specifications.

The Eagle Radio Company, Newark,
N. J., has appointed Donald O. Friend
assistant to Thomas Smith Loeser, who
is chief engineer of the Eagle Com-
pany.

Executive Radio Council '

Plans Annual Show
Final arrangements have been com-

pleted for the Fifth Annual Radio
Show and Convention under the man-
agement of the Executive Radio Coun-
cil, Inc., to be held in the grand ball-
rooms of the Hotel Pennsylvania, New
York City, six days extending from
March 2 to March 7, general manager
F. K. Doscher has announced.

Coming just before the beginningof
the supposed slump in the radio trade
during the summer months, the March
radio show with its first showing of
many late models and exclusive fea-
tures acts as a stimulus for sales.

Radio men from every corner of the
country go to New York for the con-
vention held in conjunction with the
show. Engineers and technical staffs
want to see what others are doing.
Manufacturers desire to see what their
competitors are offering, and jobbers
and dealers want to "get in" on the
new lines.

Talking Machine and Radio
Men Enjoy Reception

An attendance of 2,000, including the
most prominent phonograph and radio
dealers of the Metropolitan district,
marked the fourth annual dance of the
Talking Machine and Radio Men, Inc.,
held at the Hotel Pennsylvania, New
York City, Jan. 19. The Freed-
Eisemann Radio Corporation donated
one of its finest sets to be used as a
prize, the drawing being conducted by
Eddie Cantor. An advertising man
won the set, Herman Harris, of the W.
T. Mullaly Agency.

S. T. Thompson, secretary and gen-
eral manager of the Duplex Engine
Governor Company, Inc., has been
elected vice-president of the Duplex
Condenser and Radio Corporation, with
factory in Brooklyn, N. Y. The busi-
ness of The Duplex Engine Governor
Company has been turned over to the
Eisemann Magneto Corporation of
Brooklyn, which will continue the pro-
duction and sale of the Simplex and
Turbine Governors.

The Electrical Research Laboratories,
Chicago, Ill., have just added to their
laboratory staff, J. Elliott Jenkins and
Joseph Calcaterra. Both will give their
attention to improving and designing
radio receiving apparatus. Mr. Jen-
kins is the holder of patents on several
important radio devices and has also
installed a number of broadcasting sta-
tions. Mr. Calcaterra was technical
editor of the radio department of Popu-
lar Science.

Marconi Urged to Visit America to Witness Latest
Broadcasting Wonders

The man who first put radio on the map,
William Marconi, has not been a visitor
to American shores since broadcasting has
really developed and radio has become a
topic on everybody's tongue. It is hoped
by American admirers to prevail on the
great Italian inventor shortly to make an-
other trip to the United States, in order to

witness for himself the results achieved
here through tying stations together bywire and by short-wave re -transmission.
The picture shows the radio laboratory on
board the private yacht of Signor Marconi,
where the wizard -owner is still an enthusi-
astic experimenter, and where much radio
history has been made.
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Revolutionary Changes Are Not
Likely to Come, McDonald Says

Improvements Will Be Made in Mechanical Side of Radio
But No Fundamental Developments Are Expected

By E. F. McDONALD, Jr.
President of the National Association of Broadcasters

ADIO has had the most remark-
able growth of any industry in
the world. Yet I believe that

any radical or revolutionary develop-
ment or changes in radio are very un-
likely. From time to time, various
new developments are heralded as
tending to revolutionize the radio art.
Every such rumor naturally has a
more or less panicky effect, but when
the smoke has cleared away and the
reality is apparent, the so-called
"new and radical development" is at
its best only a refinement.

There are many people today wait-
ing for the perfect radio set. That
will never come to pass. Perfection
is never reached in any mechanical
line of endeavor, but fundamentally
radio has already gone as far as the
automobile went in twenty years.

There is one side of the radio in-
dustry, however, that has been more
or less neglected. In the rapid
strides which have taken place most
of the energy has been devoted to
electrical development and mechan-
ical development has been practically
ignored. Whatever improvement in
radio is to come in the future will
not be in the electrical but largely in
the mechanical field. Little or -ao
mechanical ingenuity has been dis-
played in radio so far.

Many of these mechanical refine-
ments, as well as some of the elec-
trical developments have come from
amateurs, rather than from profes-
sional inventors. The engineers of
the various companies producing
radio apparatus are always working
on improvements, but nevertheless
the amateurs very frequently meet
success and many of the large radio
manufacturing concerns have seen
the possibilities of amateurs' work.

In order to further this amateur
interest, the Zenith Radio Corpora-
tion is willing not only to make ar-
rangements suitable in each case of
a deserving development, but also is
offering a prize of $1,000 in gold to
the amateur inventor, submitting to
its research department the best de-
velopment or invention during 1925.
Stimulation of private effort and the
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providing of proper incentives for
the focusing of thought on the radio
industry should do much to hasten
the process of mechanical refinement.

"Standardize," Is Plea of
Thermiodyne Head

"We have reached a point in the
development of the radio industry
when manufacturers, jobbers and
retailers must standardize. It is a
wonder to me, considering the
rapidity with which our industry
has grown and the magnitude to
which it has grown, that conditions
are not more chaotic than they are."

In these words, Leo Potter, presi-
dent of the Thermiodyne Radio
Corporation summed up the present
status of the industry as he sees it.

"Bring Order Out of Chaos"
"Standardization will solidify the

industry. It will bring order out of
chaos. It will decrease our manufac-
turing and selling costs and let us
give consumers better sets for the
same money or just as good for less.
It will cause a more rapid advance-
ment in radio science just as it has
in automotive science. The automo-
bile manufacturers have standard-
ized bearings, bolts, nuts, pistons,
axles, shafts, and what not. Their
engineers are no longer cluttered up
with the obvious. They are centered
upon advancement. That is what we
have got to bring to our industry-
standardization."

Says Radio Progress Will
Continue for Many Years
Standardization of radio products

will not occur for many years, accord-
ing to Dr. Alfred N. Goldsmith, of
the Radio Corporation of America,
in an address delivered before the
recent Pan-American Conference on
Standardization held at Lima, Peru.

"From time to time in the past,
attempts have been made to stand-
ardize radio equipment or methods.

It must be admitted that it is con-
fusing to work in a field where, al-
most from day to day, there are
changes in the types of apparatus
and the modes of use of equipment.
Yet the attempts to standardize radio
equipment up to the present have
been uniformly unsuccessful.

"Radio circuits, apparatus con-
struction, vacuum tubes, and acoustic
reproducing mechanisms, such as loud
speakers, are all evolving rapidly,
and it will be years before a number
of staple forms of radio equipment
have been produced and tested to
such a degree that standardization
will be acceptable and helpful. The
radio art is fortunate in having so
many potential lines of development,
which will compensate for its com-
parative lack of orderly arrangement
at this time."

Radio vs. the Theater
(Continued from Page 161)

of antagonizing, the broadcasting
stations.

"The best illustration of the way
the two entertainment mediums can
be of mutual benefit is best illus-
trated by the recent operatic con-
certs by artists under contract to a
talking machine company. I think it
most unreasonable to assume that
radio is an enemy of the theater. It
is going to be my policy to co-operate
with radio to the fullest possible ex-
tent, and the rest rooms of all my
theaters are equipped with receiving
sets for the enjoyment of the pa-
trons during intermissions."

Florenz Ziegfeld, of the famous
"Follies," dismisses the controversy
with an enigmatic, "I refuse to get
worried," but, nevertheless, took
Mr. Alley's hint and reduced the ad-
mission prices of two of his current
productions.

Meanwhile, the Victor Talking
Machine Company, the cause of all
the hubbub, reports 60,000 letters
from fans praising the McCormack-
Bori concert, reports also a tremen-
dous increase in the sale of records
by these artists and continues plan-
ning more radio concerts by its
coterie of operatic stars.

Tube Prices Reduced
Effective immediately, announcement

was made February 2 by the Radio
Corporation of America and the Cun-
ningham Company, Inc., that the prices
on all radio vacuum tubes made by
these two concerns are reduced from
$4 to $3 each.
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The Music Master Corporation, Phila-
delphia, Pa., has placed an order with
the Thermiodyne Radio Corporation,
Plattsburgh, New York, for 63,000
Thermiodyne receivers. Deliveries are
to begin at once and be completed this
year.

The Adams -Morgan Company, Inc.,
maker of Paragon receiving sets has
appointed the Music Master Corpora-
tion of 128-130 N. Tenth Street,
Philadelphia, as distributor. The terri-
tory served by the Philadelphia office
includes Pennsylvania, New Jersey,
Delaware, Maryland, Virginia, and the
District of Columbia.

The Independent Radio Manufac-
turers, Inc., and the Hazeltine Corpora-
tion have settled their legal differences
with the Freed-Eisemann Radio Cor-
poration, of Brooklyn, N. Y., out of
court. The litigation concerned the
contractural relationship of the first
two companies with the Freed-Eise-
mann company.

The Scientific Electric and Manufac-
turing Company, Cincinnati, Ohio, has
installed a broadcasting station of the
Class "A" type. The power will be 200
watts and the wave length 222 meters.
It is planned to re -broadcast distant -
station reception three nights a week
for the benefit of local fans.

The Pacent Electric Company, New
York City, recently brought actions
against seven radio manufacturers and
two radio dealers in the New York Fed-
eral Courts, for alleged infringement of
the radio plug patents owned by the
Pacent concern. The plaintiff seeks a
permanent injunction restraining the
defendants from further alleged in-
fringement and also asks that triple
damages be assessed in accordance with
the provisions of the patent law.

J. F. Quinn, formerly associated with
Sears, Roebuck and Company, has joined
the Mohawk Electric Corporation, Chi-
cago, Ill., as advertising manager. Mr.
Quinn, whose experience in the adver-
tising and merchandising branches ex-
tends over a period of many years, will
take an active part in the national
advertising campaign which Mohawk is
launching to introduce its new one -dial
five tube receiving set.

Max L. Haas, president of the Haas
Electric Company, jobbers, of Cleve-
land, Ohio, successfully passed the Bar
Examinations and was admitted Jan-
uary 10 by the chief justice of the Ohio
Supreme Court. Although his wholesale
radio business required all his attention
during the day, Mr. Haas found time to
study law after hours and is now en-
titled to become a practicing lawyer.

The Winner Radio Corporation, Hen-
drie and Bolthoff, and the Brunswick-
Balke-Collender Company sponsored a
radio exposition at the Winter Garden,
Denver, Colo., during the week of Jan-
uary 19-24.

The Eagle Radio Company, Newark,
N. J., has appointed Thomas Kennedy,
Jr., of New York City, assistant sales
manager to Albert B. Ayers.
RADIO RETAILING, February, 1925

Latest Financial Developments
in Radio Stocks Show

Sharp Upward Trend
Interest of Investors and Speculators in Radio Shares Believed

Due to Expected Great Expansion of Industry. Report That
Automobile Company May Manufacture Radio

Sets Stirs Wall Street
WALL STREET, and particu-

larly the Curb Market, has
gone almost insane over "the

radios," as they are called. New
issues coming out every day or so
have created an era of wild specu-
lation in any kind of stock connected
with the radio industry.

Without doubt the entry of the -
Victor and Brunswick phonograph
people into the broadcasting field has
done much to increase prices in
stocks, and the Radio Corporation's
successful transmission of pictures
across the Atlantic created a furore
of buying and selling for several
days afterward.

Brokers generally seem to feel
that radio will reach the rating of
a billion dollar industry at no dis-
tant date and the latest available
statistical information is as follows:
1920
1921

$2,000,000
5,000,000

1922 60,000,000
1923 120,000,000
1924 (estimated) 350,000,000

This represents an increase of
17,000 per cent and those who are
"in the know" are under the impres-
sion that radio has only started.
There are approximately three mil-
lion tube sets outstanding as against
fifteen million automobiles and ten
million phonographs. These figures
easily show the potential possibili-
ties of the radio industry and form a
basis for the prophesy of a billion
dollar annual gross.

At present there are some twenty-
eight active radio stocks listed on
the New York Stock Exchange or
the Curb Market. . Nearly every one
of these stocks has gone consider-
ably above its original offering price
and in some cases the fluctuation has
been rather wild. Certain specula-
tors who have gone into "the radios"

Prices of Stocks Closely Related to the
Radio Industry

Stock Div.
Authorized
Cap. Stock

1924 Current Market

High Low Bid Asked

A. T. 8s T. 24Q 900,000,000 1344 1211 134 1341
Apco, A pfd. 2Q 1,250,000 231 251
Apco, corn. *65,000
De Forest *250,000 281 5 27 271
Dubilier *160,000 68 104 67 68
Duplex *62,500 121 11 151 16
Federal Tel. Co. *3,500,000 74 3 1 3
Freed-Eisemann *300,000 334 274 291 301
Chas. Freshman *225,000 24 25
Gen. Elect. 1Q 185,000,000 322 1934 307 308
Gen. Elect., special 15c.Q 35,000,000 114 101 11 111
Grimes *300,000 184 19
Hazeltine *200,000 481 13 42 43
Inter -Ocean *100,000 161 84 13 14
Jones Radio *250,000 101 7 8 84
Liberty Radio *150,000 8 51 81 81
Magnavox 5c.Q 750,000 4 11 3 5
Marconi of Amer. 10,000,000 15 6 15 20
Marconi of Canada 7,500,000 2 1 1 2
Marconi of Eng. 15% 18,000,000 12 7 84 11
Marconi of Eng., pfd. 10% 1,250,000 12 7 8 11
Marconi of Spain 1,750,000 2 1 1 2
Marconi Int. Marine 5Q 7,500,000 8 5 6 8
Radio Corp., com. *7,500,000 131 3 12 15
Radio Corp., pfd. 25,000,000 5 31 41 5
Radio Corp., A Corn. *1,500,000 661 251 694 691
Radio Corp., A pfd. 871c.Q 25,000,000 50 451. 50 501
Rova *150,000 18 91 12 121
Sleeper *110,000 17 15 171 18
Thermiodyne *300,000 191 12 21 22
Thompson Radio *140,000 21 7 19 20
Ware Radio *60,000 391 131 37 38
Western Elec., pfd. 11Q 50,000,000 117 1111 113 1151
Westinghouse 1Q 121,000,000 711 554 77 774

*-shares. All others represented in dollars.
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Pittsburgh Jobber Moves to New Location

Ludwig Hommel and Company, jobbers of
Pittsburgh, Pa., have occupied new quarters
in the building at 929 Penn Avenue. Owing
to the increased business of this company,
larger floor space was required.

The Hommel Company does a wholesale
bob

exclusively, a feature of their policy
eing to refer any retail customers who

may enter their place of business, to their
retail dealers.

The excellent window displays the com-
pany makes also attract many retail cus-
tomers, whom they refuse to sell, feeling
that that trade rightfully belongs to their
dealers. For the same reason, no news-
paper advertising is done.

have come out many thousands of
dollars ahead, owing to the wide
popular interest in this branch of
American industry.

New listings are constantly being
offered and examination shows that
the following have either just been
offered or are about to join the other
active radio stocks:

Garod Radio Corporation; manu-
facturers of neutrodyne receiving
sets and several small parts includ-
ing a glass tube socket.

Apco; chiefly famous for its bat-
tery chargers.

National Airphone Corporation;
makers of a line of "furniture" sets.

E. R. Smith, president of the
Stewart -Warner Corporation is cred-
ited with the statement that the
company plans immediately to enter
the radio field by manufacturing and
marketing radio sets of a high or-
der. This company has long held
a prominent place in the automobile
industry and its entry into the radio
field is another evidence of the high
place which radio is taking in the
nation's business.

The Radio Corporation of America
still continues to grow at a tre-
mendous rate and the sales for De-
cember and November are estimated
at $22,000,000, which, of ' course,
again establishes a new record for
radio. It is announced that the gross
sales for the year just past reached
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$54,848,131, as compared with
$26,394,789 in 1923. The net income
for 1924 was $9,503,442, the balance
transferred to surplus being $3,356,-
651. Since 1922-1, the growth in sales
of this company is estimated at
twelve hundred per cent.

Sleeper and Thompson Up
Announcement by the Sleeper Ra-

dio Corporation that Lucien Barnes,
formerly of the Westinghouse Inter-
national Company, had been engaged
as manager of the export department
has assisted considerably in raising
the value of the stock of this cor-
poration. Announcement was also
made that an extensive advertising
campaign had been launched.

Latest information in regard to
the Thompson Radio Corporation
shows that this concern is making
tremendous strides. The sales for
December were $415,655, as against
$203,403 for November, which repre-
sents a gain of about 100 per cent.
It is generally conceded by brokers
that the stock is rather undervalued
at its present price.

Music Master Corporation, a new
listing on the Curb Market, has an
authorized capital of 500,000 shares
of no par value of which 450,000
shares will be outstanding. One
hundred and fifty thousand shares
are being offered at $20. This com-
pany is credited with sales aggregat-

ing $3,687,947 during 1924. It is
generally understood that Music
Master and Thermiodyne are closely
allied. It is also understood that
Percy Rockefeller and other big New
York interests have just gone into
Music Master.

The Charles Freshman Company,
Inc., makers of a popular priced five -
tube set, as well as numerous acces-
sories used in radio receivers, has
just declared a quarterly dividend of
fifty cents a share and an extra divi-
dend of twelve and a half cents a
share on the common capital stock.
This dividend will be paid to share-
holders February 25 and will go to
those who are on record at the close
of business February 5.

This company has had a remark-
able expansion in the radio field, hav-
ing started with an extremely small
capital a few years ago. It is now
reported by an officer of the com-
pany that their monthly turnover is
close to $1,000,000, with a weekly
output of approximately 5,000 sets.
The firm has recently purchased a
twelve -story loft building on West
40th Street, New York City, where
manufacturing and executive forces
will be housed.

Powel Crosley, Jr., head of The Cros -
ley Radio Corporation, Cincinnati, Ohio,
has gone to Barlow, Mississippi, where
he will enjoy his mid -winter vacation
in shooting. Yes, he took a Crosley set
along too.

The De Forest Radio Company, Jer-
sey City, N. J., announces that Clifford
Bucknam, partner in Pynchon & Com-
pany, and P. Chauncey Anderson of the
law firm of Pendleton, Anderson, Ise-
lin & Riggs, both of New York City,
have been added to the De Forest board
of directors.

The Revere Electric Company, 439
Plymouth Court, Chicago, is adding a
complete line of radio to its regular
jobbing stock. A twenty-four page
catalog is being distributed to dealers.

The Colonial Radio Corporation, of
Long Island City, N. Y., has appointed
the following wholesale houses as dis-
tributors: Kelly -Howe -Thompson Com-
pany, Duluth, Minn.; Dealers' Equip-
ment Company, Chicago, Ill.; and Wal-
ters Rubber Company, Mineola, New
York.

James N. B. Hill and E. B. McCaffrey
have recently been appointed assistant
sales managers of the Colonial Radio
Corporation.

The United States Radio -Kraft Cor-
poration, of New York City, was one of
the pioneer organizations formed for
the purpose of financing dealers with
their time payment set sales. With the
co-operation of a group of bankers,
this company makes it possible for
the dealer who cannot finance the de-
ferred payment plan, to sell his sets on
that basis.
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Under the remarkable
10 -day Refund War-
ranty,THOROLAmust
fulfill every claim-must
improve power, range,
TONE QUALITY
THOROLA 4 $25
THOROLA 9 (Cabinet) 40
THOROLA 6
( Phonograph Attachment) 15

Thorola models require
no battery-Simply
in same as headphones

THOROPHONE
(Power Type Speaker) $45

had no idea such a
speaker could be built

and after putting it through every test, have
given up all hope of making it distort or rattle.
Have never heard anything that will compete with
Thorola for volume, clearness, and tone quality, and gladly
commend this unit to all lovers of radio who desire the
best there is. (Signed) F. P. Wallou, Station WABM

Radio directors, great musical artists, acoustic specialists, are
unanimous on Thorola. Today, with any radio set, Thorola Loud
Speaker signifies that the best possible radio is being heard.
Thorola won the cultured ear to radio with betterments direct from
the realm of music. The Thorola Controlled Mica Diaphragm
was introduced to record sound impulses by the truest method
known. The Thorola Separix for the first time sharply preserved
overtones, without which there is no real music or natural speech.
The Thorola horn of Thorite compound eliminated uncontrolled
natural resonance. The exclusive Thorola Synchronizer balances
speaker and circuit, an essential of finest radio.
All these inherent superiorities are brought to peak efficiency by
the far larger size of the Thorola reproducer, permitting precision
construction.
Incomparable in design and construction, Thorola is incomparable
in tonal purity and extreme volume. Thorola will make your store
headquarters for the most advanced radio entertainment.

REICHMANN COMPANY, 1725-39 W. 74th St., CHIci.GO

THE SPEAKING LIKENESS
I: n i I) I: r,\ I c, 19'7



Paragon offers per-
petual temptation to
old as well as young.

$275°, $485°,'65
Perfect

Popular Price
Range

PARAGON prepares you
to meet every radio need

of the hour. Just as in the
past it has always enabled
radio dealers to offer the
utmost in radio quality, so

today it enables them to offer
this perfect Paragon quality
with the now demanded pop-
ular prices.

PARAGON o
RADIO RECEIVERS

THE NEW PARAGON RECEIVERS are up to
the minute. Each of the three new

models gives volume, selectivity and a
wonderful simplification of tuning. The
four -tube set-the Paragon Four-intro-
duces a new non -radiating hook-up, the
Paradyne Circuit.
The thousands of these sets put into homes around the
holidays are becoming salesmen in turn, creating the
biggest sort of demand for the new Paragon line. if
you are not already carrying it, write us so that we may
have the Paragon Distributor in your territory serve
you.

Look for the Red
Triangle on the Knob

New Paragon Four
This four -tube set makes a showing that would do
credit to a set requiring more tubes and greater bat-
tery power. Clear, strong loudspeaker reception over
practically unlimited range. New Paradyne Circuit.
non -radiating. Simplified tuning-one dial. Mahogany
cabinet, 21 inches long.

allThis three -tube receiver
surprises everyone. Strong
loudspeaker reception overremarkable distances.
Single tuning dial. Ma-
hogany cabinet. 17 inches
long.

New Paragon Three

New Paragon Two
Gives great results on the loud-
speaker on all stations within
moderate range. Phone range
almost unlimited. Two tubes
Single tuning dial. Mahogany
cabinet, 11 inches long.

$65

$4850

$2750
N.B. Prices West of the Rocky Mountains, 10q Additional

ADAMS MORGAN COMPANY, 14 Alvin Ave., Upper Montclair, N. J.
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The new rugged, good-look-
ing Exide 6 -volt "A" bat-
tery with one-piece case.

Compact Exide 2 -
volt "A" Battery
for low -voltage
tubes. Also made
in 4 -volt size.

7 Ezide 24 -volt "B" Battery
in glass jars, 6000 milli-
ampere hour capacity. Al-
so made in 48 -volt size.

It is no accident -
this preference for Exide

Exide rectifier for
economical re-
charging of "B"
battery from
house current.

These batteries are built especially for radio-behind them is
37 years' experience in storage battery manufacture

THE battery can make or mar
radio reception. That is why the

far-sighted radio merchant selects his
battery stock with care, why the wise
fan insists on having batteries he
knows and trusts.

That is why dealers and users every-
where are turning to Exide Batteries,
made by the world's largest manu-
facturers of storage batteries.

Long before the days of radio,
Exide Batteries were used for every
kind of storage battery job. An Exide
battery today is the result of 37 years
of painstaking development.

For years, vigorous national adver-
tising has been telling millions about
Exide Batteries. This year, Exide ad-
vertisements in great national maga-
zines and radio publications are show-
ing people why the Exide is the best
buy on the battery market.

It pays the radio dealer in cash and
reputation to stock and display this
complete line of capable, good-look-
ing, fast -selling Exide Batteries.

THE ELECTRIC STORAGE BATTERY COMPANY
PHILADELPHIA

In Canada, Exide Batteries of Canada, Limited
153 Dufferin Street, Toronto

RADIO BATTERIES
FOR BETTER RADIO RECEPTION USE STORAGE BATTERIES
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The February
óReason why

merchants

bundling

RED SEAL
BATTERIES

make
money!

RED SEAL
DISPLAY

material is selling
Red Seal Batteries!
Quick turnover; small
investment in stock
-hence clear profits.

A large percentage of our advertising
dollars for 1925 is being spent for
store advertising material for your
use in your windows. The program
is a complete Display Service con-
sisting of window displays, counter
displays, folders, etc., mailed on a
regular monthly schedule. Never
before has any Battery manufacturer
offered his dealers such a complete
and useful Service!

This is the second display piece in the Red Seal Plan for 1925.
Every piece is chock-full of interest and attention -getting
value. To get this free display material sell Red Seal Dry
Batteries-to seal Red Seal Dry Batteries use the display

material! Tell your jobber's sales-
man to put you on the list for the
big Red Seal Display Service.

4.4 ANHATTAN
ELECTRICAL SUPPLY CO.,INC.

NEW YORK CHICAGO ST. LOUIS SAN FRANCISCO

MAKERS OF RED SEAL DRY BATTERIES; MANHATTAN AND RED SEAL RADIO PRODUCTS
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The latest in radio
De Forest leads the field in 1925 with its new D-17.
This new instrument has the great features that
have made De Forest Radiophones famous alike
with experts and the unskilled - plus refinements
that simplify its operation, give increased selectivity,
sensitivity and distance range.

Note these points:
1. A clear, natural tone common only to De Forest

instruments-a tone so rich and pure that the
living performer seems to be present.

2. No aerial-no ground wire.
3. Simplicity of operation-detector tube in place

of crystal gives immediate results, eliminates all
detector adjustments.

4. Disturbing squeals have been eliminated.

5. Both the D-17 and the D -17A can easily be moved
from room to room on a tea wagon or carriedby hand.

6. A handsome instrument that is a handsome piece
of furniture.

7. Lee De Forest, the greatest name in radio, made
present-day radio possible.

The D-17 comes in two sizes-one with built-in loud
speaker, tubes, loop and space within for A and B
batteries; the other, the D -17A (a little smaller)
without tubes or loud speaker, but with space for B
batteries. Prices from $125.00 to $200.00, depend-
ing on type and style of cabinet finish. Write us
direct for further information and the name of the
nearest De Forest distributor.

DE FOREST RADIO COMPANY, Jersey City, N. J.
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For Permanence in Radio

f _

S.1r.,r,.-
You can select a

NEUTRODYNE
without fear of its becoming obsolete
THE Neutrodyne radio receiver you
choose today will still be deljvering
superlative service years and years from
now! The Neutrodyne principle has been
tested in the crucible of radio experience.
It has been proved beyond question to be
scientifically correct. This is your great-
est assurance of permanence

Neutrodynes are so highly Selective
that you can. set your dials at predeter-
mined numbers and bring in exactly the
station 'you want to hear, provided that
station is on the air And that same sta-
tion will always come in at that identical
setting Also you may depend upon this
-with a Neutrodyne-you can tune out
anything that interferes

Neutrodyne for realism
The Neutrodyne is superior in Tonal
Quality. The skirling notes of the piccolo
and the muted brass of the trombone are
reproduced with a fidelity that is almost
uncanny Piano is "piano"-not "tin-
panno"-on a Neutrodyne. The human
voice is that of the living, breathing
speaker-as though he stood therein the
room beside you It is difficult to conceive
of improvement upon such realism.

The Neutrodyne excels in Distance., Be
sure of this: if you can't get it on your
Neutrodyne, nobody can! Neutrodyne
picks the air clean. Nothing within range
of your aerial (whether outside antenna or
indoor) can escape your Neutrodyne. With
a Neutrodyne. all the air is a great tele-
phone switchboard. You decide what you
want to get-set your
dials-and there it is!

Neutrodyne for
reliability

Perhaps the greatest vir-
tue of Neutrodyne is its
absolute dependability.
You may invite guests

If it hasn't this label,
it isn't a Neutrodyne.
it is there for your

protection.

tnotote°t

tct"

for a "radio evening" without wondering
if your Neutrodyne will "perform." Neu-
trodyne is the set of no apologies; the set
of no alibis. With a published program
and your Neutrodyne, you can get exactly
what you want to hear-and get it better!

Have you, perhaps, identified radio with
squeals and howls? Be assured, these cat-
calls were never created by a Neutrodyne.
For a Neutrodyne cannot create squeals.
Technically speaking, it cannot "hetero-
dyne." Therefore, the Neutrodyne dis-
turbs neither you nor your neighbors. You
hear only what you wish to hear.

Neutrodyne followed broadcasting
Neutrodyne was invented in 1922, after
modern broadcasting was established. The
three other major receiving systems were
invented previous to broadcasting. They
were made first for dot -and -dash code
(radio telegraphy) and adapted later to
broadcasting. Neutrodyne was specifically
designed to receive the broadcasting of
music and speeches. It did not have to
be "adapted."

In order to protect the public from fraud-
ulent Neutrodynes, the Hazeltine Corpo-
ration was formed, and Professor Hazeltine
entrusted his great idea to just fourteen
hand-picked, licensed manufacturers.
These fourteen radio builders are grouped
into one association, known as the Inde-
pendent Radio Manufacturers, Incorpo-
rated. No other manufacturers may use
the genuine Neutrodyne principle! Look
for the Neutrodyne label on the set you

buy.
Hazeltine Corporation

(Sole Owner of Neutro -
dyne Patents and Trade-
marks). Independent
Radio Manufacturers, In-
corporated (Exclusive
Licensee of Hazeltine
Corporation.)º.ue

NEU ODYNE
Perfected Radio

202

Answering
the big question
in people's minds

"WILL the set I buy today
be out of date next month-
or even next year?" That is
the question that is making
many people hold off from
buying a radio set. They are
waiting for "the ultimate"-
waiting for the set that will
not become obsolete.

The advertisement repro-
duced herewith, greatly re-
duced, answers that question
definitely. This advertise-
ment occupies the dominating
space of four columns by
seventeen inches in the lead-
ing newspapers of the great
radio centers throughout the
United States. It also ap-
pears in full -page space in
The Saturday Evening Post.
This means a combined read-
ing audience of twenty-eight
million people.

This is just the second
advertisement in a gigantic
advertising campaign which
is broadcasting the truth
about Neutrodyne to the
great American public. See
that you, too, are informed
on the many superiorities of
this receiving system.

HAZELTINE CORPORATION
(Sole Owner of Neutrodyne
Patents and Trade -marks). INDE-
PENDENT RADIO MANUFACTUR-
ERS, incorporated (Exclusive
Licensee of Hazeltine Corpora-
tion).

Comprising the following firms
American Radio & Research Corp.
F. A. D. Andrea, Inc.
Carloyd Electric & Radio Co.
Eagle Radio Company
Freed-Eisemann Radio Corporation
Garod Corporation
Gilfillan Radio Corporation
Howard Manufacturing Company, Inc.
King-Hinners Radio Co.
Wm. J. Murdock Co.
Stromberg-Carlson Telephone Mf g. Co.
R. E. Thompson Mfg. Company
Ware Radio Corporation
The WorkRite Mf g. Company
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We manufacture a complete line of Radio
Batteries for Radio use only. They render
Economical and Dependable Service on all
types of Radio Receiving Sets.

nnnninfluinp

This Unusual Merchandising Plan
on the sale of

YALE RADIO BATTERIES
YOU will be interested in this plan

which will make it possible for you
to increase your volume and profit on
the sale of Yale Radio Batteries -
famous for their Quality.

Communicate with us immediately
so that you can benefit on February
Battery Sales. This is the peak month
for the year.

YALE ELECTRIC CORPORATION
CHICAGO BROOKLYN, N. Y. SAN FRANCISCO

RADIO RETAILING, February, 1925
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Timmons B-Liminator. Price $35 with
Timmons Special Rectifying Tube.
(Patented May 15, 1923).

Timmons Talker. Adjust-
able Type A. List $35.

Electric light current
which never wears out
replaces B Batteries
The B-Liminator makes electric light circuit suitable for
all B Battery use-costs less than a fifth of a cent per
hour to operate. It delivers smooth, uniform B current
for both detector and amplifier tubes. Voltages can be
regulated on all tubes to the fractional part of a volt.
This helps to get the very best out of the set.

The newly developed special rectifying tube gives an un-
limited number of hours of service in the B-Liminator.
Good as B-Liminators were before, this new tube makes
them even better.

B-Liminators can be used on any alternating current, 110
volt, 60 cycle electric light circuit-Patented May 15th,
1923.

B-Liminators are being advertised in Saturday Evening
Post, radio publications and newspapers in principal radio
centers. Tie up with this advertising-display B-Liminators
and tell your customers about them-thousands are in
daily and nightly use on all types of sets. B-Liminators
have been endorsed by leading radio authorities.

We'll be glad to send details of our full dealer plan of co-
operation-also to supply display material and literature
on the B-Liminator.

TIMMONS RADIO PRODUCTS CORPORATION

GERMANTOWN, PHILADELPHIA

TIMMONS

Iiminator

Timmons Talkers

Timmons Talker. Non-
adjustable Type N.

List $18.

^IUffIN7lif

TIMMON S Radio Products
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Type DX "B" Battery with deluxe ma-
hogany -finish case with cover (48 volts).
Consumer Price $20.00
Type DXO, without cover. ConsumerPr

$10.50
"B" Charging Panel, factory wired and
ready for use. Consumer Price $5.75
Philco Single Charger for all "B" bat-
teries and ÚD44 "A" batteries. Noise-
less. Consumer Price $9.75
Philco Double Charger for all "B" bat-
teries and UD86 A" batteries. Noise-
less. Consumer Price $15.09
Charger prices include plugs and receptacles.

Philco Pressed -Glass Case
"A" Batteries

Spray -proof, Stay dry and clean al-
ways. Built -In Charge Indicators.
Type UD86 for storage battery tubes
-Consumer Price, $16.00.
Type 0D44, "a dry cell replace-
ment' enabling you to get better re-
sults out of dry cell tubes. Occupies
less space than three dry cells and
may be installed permanently in the
radio cabinet. Consumer Price, $8.00

Philco Malloganized-Case
"A" Batteries

Types-EAR and RW-for
6 -volt tubes. Both in beauti-
ful Adam -brown mahogany -
finish cases harmonizing with
your radio cabinet. Consumer
price $14.50 up.
Philco Charge Tester-per-
manently mounted in filler
cap, avoids fussing with hy-
drometer, $1 extra.

)-9

Built-in Charge
Indicators

Balls float when
the battery is
charged .and sink
as the battery be-
comes discharged.

Philco "B" Batteries on Charge
To connect the batteries to your set.
throw over switches on Charging Panel
(1) and pull out plug (2) from the
built-in receptacle of the Philco Noise-
less Charger.

Why radio owners demand
Philco Rechargeable Batteries

Philco Radio-Batteries-both "A" and
"B"-have big exclusive advantages that
make storage battery operation not only
easy and convenient but far more eco-
nomical than dry cells.

Clean, Dry and Beautiful. They are
assembled in tightly sealed pressed -glass
cases-or in wood cases finished in
Adam -brown mahogany.

Easily Recharged. With the Philco
NOISELESS Charger and built-in,
receptacles and sockets, you recharge in
the living room without changing a wire.

Strong, Hum -free Current. This
means clear and distant radio reception,
without roar or buzz.

Charge' Indicators. These tell at a
glance how far a Philco Battery is
charged or discharged.

These exclusive advantages-plus Philco
national advertising-have created a big
consumer demand for Philco Batteries
in all parts of the United States.

Philco Batteries are fast-movers-money
makers. They are shipped to you
CHARGED but absolutely DRY. No
charging equipment is needed. Any
dealer can handle them just as easily as
radio tubes or Victrola Records.

You can buy Philco Radio Batteries from
your Jobber or Wholesaler at standard dis-
counts. Order now-or fill out the coupon
below and mail to us.

PHILADELPHIA STORAGE BATTERY COMPANY, Philadelphia

RADIO RETAILING, February, 1925

EDIYM AMD nADIIO
BATTERIES

/ Jobbers and Dealers-Philco has brought
radio batteries out of the cellar and put them in
the living room. Our new Radio Manual tells how.
Fill out coupon below and we will mail you a copy.

Name

Street

State

City

Jobber  Dealer 

205



"Electrical Retailing" becomes

Reaching
the retailers
and jobbers

of radio

Radio
Retailing

the McGraw-Hill

Business Magazine of the Radio Industry

FOR the past eighteen months the McGraw-Hill
Company has been publishing Electrical Retail-

ing-a pocket-size magazine for non -electrical stores
carrying electrical appliances and radio equipment.
Its readers have been the proprietors of radio shops,
hardware stores, music stores, sporting -goods stores,
auto -accessory stores and others who stock electrical
and radio goods in addition to their regular lines.

But with the rapid growth of radio as a utility

Enlarged to
standard 9x12 size.
Subscription price

$2 per year.

needed in every home, the interest of these "Electrical
Retailing" readers in radio above any other electrical
line, quickly became apparent. Radio, it developed, is
the subject uppermost in these dealers' minds, as it is
in the consciousness of the public, today. Responding,
therefore, to the demand for more and more radio
information in Electrical Retailing, radio selling topics
had come to occupy a larger and larger place in the
pages of the magazine.

"Electrical Retailing" Readers
Wanted More Complete Radio and Electrical Information

ANALYSIS of readers' needs showed, however, that
those merchants who were selling radio in worth-

while volume wanted an even more complete radio
service than was possible in the limited pages of the
pocket-size magazine. And on the other hand, many
of the non -electrical stores having electrical -appliance
departments or selling electrical goods in significant
quantities, were entering subscriptions to "Electrical
Merchandising," "Electrical Retailing's" big brother,
in order to get more complete appliance information.

--
RadioRetailing

xh:WtbSt
Ne. York City

GUIDED by this marked trend in readers' needs,
and by the expressed desire of competent mer-

chandisers for a complete, intensified publishing service
in their chosen lines, the McGraw-Hill Company has
felt that the largest future usefulness for Electrical
Retailing required its being reshaped further along
the lines it had already naturally taken. Thus it is
being made at once into a complete and exclusively -
radio publication for all dealers who sell radio sets,
accessories and parts.

Comprehensive
Paid -Subscription Coverage

Electrical Retailing of the past thus
becomes Radio Retailing, a standard -
size 9x12 -inch magazine, with a sub-
scription price of $2 per year. Already,
by characteristically -thorough McGraw-
Hill methods, its lists of subscribers are
being developed to cover all retail and
wholesale outlets for radio, with the
purpose of securing complete coverage
of the radio -distribution field on a paid -
subscription basis.

Meanwhile "Electrical Merchandising"
will more effectively serve important de-

partment stores, chain stores, and others
selling electrical goods in worthwhile
quantities.

Thus through the new Radio Retail-
ing, "the business magazine of the radio
industry," the thousands of retail and
wholesale radio outlets will be served
with a complete information service on
radio selling, in the same outstanding
way that the electrical trade has been
served with electrical -selling methods
and ideas during the past eight years
through Electrical Merchandising.

McGraw-Hill Radio Books and
Radio Trade Directory

Radio Retailing becomes the third im-
portant service rendered the radio trade
by the McGraw-Hill publishing organ-
ization. The other two are :

McGraw-Hill books on radio and re-
tail selling. These include the following
volumes: "How to Retail Radio," "Prac-
tical Radio," "The Retail Handbook,"
"Retail Advertising and Selling," "Radio

Questions and Answers," "Radio Com-
munication," "Radio Engineering Prin-
ciples," "Elements of Radio Telephony"
and many others.

The McGraw-Hill Radio Trade Di-
rectory, a classified directory of the
radio and allied industries. Issued
quarterly, listing all known manufac-
turers of radio products.

McGraw-Hill Company, Inc., Tenth Avenue at 36th Street, New York
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Without
Loud Speaker

$92.50
We will furnish this
same set without
loud speaker if you
wish, $92.50.

-KThink of it! A five tube
Murdock Neutrodyne
with a built-in loud
speaker.
It isn't a kit. It is a
standard Murdock in-
strument of such excep-
tional quality as the
name Murdock has stood
for since 1904.
It has long been our idea
to bring out such an
instrument at a price that
would make sales history.
Here it is!
In a fine mahogany cab-
inet, with compartment
for "B" batteries.
This is a splendid propo-
sition for dealers and one
worth looking into before
you place another order
for sets. Let us mail you
the details, and outline the
whole plan. We believe
it is the most interesting
proposition the trade has
yet seen!

Wm. J. Murdock Co., Chelsea, Mass.

MURDOCK,
... -E

YO. 0in..KI..1,Pend*
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W666. 15 in. Bell

Real Power Amplifi-
cation! Produces
strong, natural tone
without blare or chat-
ter. Adjustable to in-
dividual set and loca-
tion conditions. No
extra batteries needed.

RADIO DIVISION

Radio
TRADE MARK

Material

Complete from Aerial Insulator
to Ground Clamp

THIS brings together for workable set -building a
line of radio -electrically correct parts. All advan-

tages of a standardized line for the Dealer; of inter-
changeable, electrically -balanced units for the customer.
Each unit complements the others; each one helps to
sell the others by the guaranteed excellence of its
service. 35 years of electrical development -work
behind each part - and behind the correct correlating
of all parts into "The Complete Line." Send for
catalogue 4W it clears the air!

THE HART & HEGEMAN MFG. CO.

W197
Top View

W296

W624

HARTFORD, CONN.

The After Dinner Speaker Dial Control Rheostats (Plain and Vernier) Low Loss Condensers (Plain and Vernier)
Sockets-All Kinds Dials Variocouplers Variable Grid Leaks Head Sets Variometers Transformers Jacks Plugs

I I

KEYSTONE ARRESTERS

$1.50 each
Complete with instructions

In Canada
$2.00

Approved by
t he National
Board of Fire
Underwriters.

The only Low Loss Radio
Lightning Arresters
(Write for booklet on Low Loss Arresters)

It's easy to sell a lightning arrester, with every sale of antenna material. And
when you can offer a Keystone Arrester, which protects without loss of signal
strength, you have a most powerful sales talk.
The Keystone Arrester is a strong, sturdy, reliable, low -loss protector required
to relieve the antenna system of dangerous accumulations of static or lightning
which may result in serious damage. It is manufactured by a company having
over 32 years' experience in the design of lightning protective apparatus.
The body of the arrester is made of genuine Bakelite, thus providing the very best in-
sulation between antenna and ground with no loss in the strength of incoming signals.
The rugged discharge electrodes are inside the body, where they are in an absolutely
water, dust and damp proof enclosure. All metal parts are of brass. The binding posts
are of the approved type which do not require cutting the antenna lead-in at the arrester.
The lead-in is simply placed under the binding post screw and continued on to set. It is
a reliable and efficient device of high quality sold at a popular price.

There's profit in this proposition. Write for full details.

ELECTRIC SERVICE SUPPLIES CO.
Manufacturers of over one and one- half million Lightning Arresters

PHILADELPHIA CHICAGO NEW YORK PITTSBURGH BOSTON SCRANTON
17th and Cambria Sts. Monadnock Bldg. 50 Church St. 820 Oliver Building 88 Broad St. 316 N. Washington Avq.
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Remarkable one tube
reception in a set
that offers quick profits

Mail this coupon and see it for yourself!
Put one on your counter and watch the fans
gather around it. Send for it today!

The power, clearness and selectivity of the Babydyne is
extraordinary, and at this low price never before equalled!
Yet there is no "mystery" about it-just a scientifically
balanced hook-up using highly efficient parts and incorporat-
ing some new radio improvements.
Uses any amplifier tube. Tunes in distant stations, even
1,500 -mile reception being not unusual.
Practically eliminates static.
Tested and approved by Radio Age Institute of Chicago.
WE WARRANT IT for good clear reception under ordi-
nary weather conditions.
Sold on a cash basis with consequent large profit! 40% to dealer
Selling at such an attractive price, the Babydyne offers an unusual
opportunity for quick profits. It will draw the crowds into your
store !

SPECIAL PROPOSITION TO JOBBERS AND DISTRIBIITORgi
Pacific Coast Distributor:

Charles T. Treusser, 933 Geary St., San Francisco
Export Manager:

Charles Bragin, 1416 Broadway, New York City

...
LIST ..5g St9a,tir. b. 90 0

'`l0{ et

***.

obav
9a9

945 (>1.1' a9
9

1 47 0.1%91ÓGS
áooeao9e,9'.

9. eQ;.cc a
. ¢ p9o s9tes 0v

\
te

`,re
ce

.

0o P .551,tipe e 900
Pa

1
INTERNATIONAL

BABYDYNE
RADIO RECEIVER

TRADE MARX
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The new tube
with the popular price-
You can sell it at half the usual price, and
make a very attractive profit.
A standard tube-a tested and guaranteed tube
-at a price that will "bring the works to
your door". A strong feature article for
attracting attention to your store!

TRIPLETONE
"Tubes That Are Alive"

Sizes: 201A, 200A, 12, 199
E Each tube tested separately on a laboratory

radio tube testing machine.
Buying from the manufacturer, you are as-
sured of satisfaction and service-besides the
tremendous reduction in price. Write for dis-
counts.

Radio Tubé Mfg. Co.
Tested and

Guaranteed
154 Nassau Street, New York City EACH
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RADIO DEALERS
Price Talks !!!

Write for our new 1925 catalogue just off the press-and
get acquainted with "The Livest Jobbers in Penna" we
also will be glad to send you free charts showing leading
hookups.

RADIO SUPPLY CO.
17 So. 4th St., Philadelphia, Pa.

Gentlemen:
 Please send me your new catalogue of Radio Supplies.

Please send me your free hookups.
Name
Address
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Westwyre
F.

3

List $2.50 Junior Model $1.50

THE WESTWYRE COMPANY
WESTFIELD, MASS.
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SHINN AMPLITONE
BRAIDED AERIAL WIRE

É

E

Brings in much greater distance and
full radio signals, enabling the re-
ceiving set to reproduce the rich vol-
ume of voice or music.

THE IDEAL TYPE
Outdoor or Indoor Aerial-made of 17 copper wires
braided flat, giving great capacity, low resistance and
high tensile strength.
Shipped in packages of 50, '75 and 100 feet, price
4 cents per foot. 331/3% discount to dealers.

W. C. SHINN MFG. COMPANY
152 Whiting St., Chicago, I11.
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EUREKA

SPRING
GRIP"

Binding
Posta

SPRING
GRIP "

BINDING POSTS
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Absolutely the best Binding Posts made. MARKINGS always in
Line so can easily be read. Cord Tip easily inserted, and then
held in a Positive Grip. Easily released. No screwing or un-
screwing, pushing or pulling.
They are made of brass, with polished nickeled or insulated
knobs, 24 different markings, as follows:

MARKED BINDING POSTS

They are packed 10 to a box.
5 boxes in an attractive Display Carton.

Write for Catalogue
Manufactured by

FRANK W. MORSE CO., BOSTON, MASS.
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New Vernier Dials
Coming Soon

Tru-Fix Dials are
made of sheet brass
.023 of an inch
thick. The edge is
very thin with a
gradual contour to
meet the panel and
is finished bright
nickel with 100 di-
vision scale running
from left to right
etched in surface in-
laid with black
enamel making Tru-
Fix Dial easily read
at all times. The
Knob is of highly
finished Bakelite 1%
in. high with bevel
edge at base. At-
tached to dial with
fat spring device
made into dial itself.

The New TRU-FIX vernier
dials will be completed soon and
before you dealers stock your
1925 radio parts, see our new
model and get our prices. It
will pay you to wait for our line.
These can be bought at the
right price in quantities. Our
standard dials have always
been popular with the trade
because they correct, out of
alignment, looseness of end
play, overbalanced units, loss
of tuning adjustments, etc.

We can supply you with
our standard dials right
now and have an un-
usual opportunity f o r
jobbers who can buy in
large quantities. Dealers
ask your jobber.

TRU-FIX RADIO PRODUCTS CO.
42 Maverick Square

East Boston, Mass.
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Price lJr
lftey'Ring theBell

You Like to 1Year
And when sundown finally breaks the spell of your
countless daily bell -ringing journeys, the splendid
totals of GENERAL RADIO CONDENSER
PROFITS will gratefully sooth your tired feet.

Tie up with the box
with the Red Label

Ask your jobber or write us for
our new price sheet and new
radio catalog.

GENERAL RADIO Co
Cambridge, Mass. H

V.  co,mwll

I
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(20 FOOT EXTENSION CORD $1.75
+.. ....... ... MCP.._kj CR[SC[NT BRAID CO,INC.. VROVIOEMC R.I,

(Actual size 14x7 -in. Colore Silver and Black)

This display card on your counter
together with the Premier dis-
play box will sell Premier exten-
sion cords for you.
The Premier cord comes complete with
connecting plug.
The Premier cord has given complete
satisfaction as demonstrated by unsolicited
letters on file.

At your jobber, or ask us today

Manufactured by the

CRESCENT BRAID CO., INC.
Providence, R. I.

g.

E

É

E
Makers of E

Battery Cables, Telephone Cords and Spaghetti Tubing.
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Sell More Antenna Wire
Besides all the people who are buying aerial wire
every day, you can sell this special antenna to
hundreds who will buy it to improve their recep-
tion. Giving the greatest possible capacity and
conducting surface, with less resistance, it
actually increases range and volume.
There's nearly half a mile of single copper
strands in every 100 feet. It makes an excellent
indoor antenna too !
Made in copper, tinned cop per, enameled copper.
Put up in coils of 100 and 150 feet.
Ask your jobber for literature and sales -pulling prices!

ROSS WIRE COMPANY
9 Charles Street, PROVIDENCE, R. I.

Note the
many strands

Shown hers
exact size
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Eliminates feed -back and
leakage-Has no stray field
Step by step the causes of radio losses,
noise and the other disturbing factors ere
being eliminated,
The Toroidal Transformer is the latest
step in radio progress, and the only
radio transformer with closed magnetic cir-
cuit and pre -calculated capacity. It was
designed In accordance with modern engi-
neering principles by an engineer who for
years has concentrated to this field.

Write at once for a sample
set of 3 mated Toroidal
Transformers, and enjoy the
clearest, finest reception ever.

Sold only in mated sets of 3, packed in
a handsome display boa with complete in-
structions and designs, for building the
Summit 5 tube Receiver. List $10.00

Attractive Discounts

The Summit Radio Man

THE
SUMMIT

TUNED RADIO
FREQUENCY
TOROIDAL

TRANSFORMER
Low Losses

Low Distributed
Capacity

Correct Ratio
Self Neutralized

Self Balanced

ufacturing Co., Inc.
Dept. 16

481 Broad Street, Newark, N. J.

_
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Ultra Model
Charges all

A and B
Storage
Batteries

INTERSTATE ELECTRIC CO.
4339 Duncan Ave., St. Louis, Mo.
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People now like to own
their own
battery charger-

Here is the battery charger that has been
highly successful and one that has found
a very responsive market. Show it to your
customers and they will at once appreciate
its value-they'll soon see the satisfaction
obtainable in having a beautiful, fully en-
closed battery charger always handy, ready
to use, and very economical.
Operates from 110 volt A.C. lamp socket. No
bother to use. No bulbs-sloppy liquids or stick-
ing contacts. Here is a really complete charger at
a low price. Has WESTON ammeter.

You'll sell many of
these chargers and it
will be to your advan-
tage to get the details
at once. The list is
$18.00. Liberal trade
discounts are in effect.
This is the charger de-
signed to appeal to all.

_
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Day Fain
A YEAR AHEAD

Gmazing Simplicity
(The SetThat IsAlready Logged

CAN you imagine anything more simple-
more practical-than a radio set with all

the dial settings exactly identical for any sta-
tion-regardless of where you live or what
antenna you use?
The entire DAY -FAN line, comprising six
models ranging in price from $90 to $285, is
distinguished by this feature.
APPEARANCE. Every DAY -FAN set is a splendid
example of the cabinet maker's art. Made of the finest
materials, they have a finish and design which har-
monize with the surroundings of the most tastefully
furnished homes.
VALUE. In everything that you want-long range,
selectivity, purity of tone, volume-there is no greater
value.
PERFORMANCE. The age of technical discussion and
experimenting in radio is past. Today a set must do
certain definite things. You may want entertainment,
business information, or an educational program.
Whatever your desires, a DAY -FAN will get it for you,
quickly and easily.

Sold by Leading Radio Dealers Almost Everywhere

The Dayton Fan L3 Motor Co.
Dayton, Ohío

Manufacturers of High -Grade Electrical Apparatus
for 36 years.

212

Introducing
the ECHOPHONE

Portable
Radio

`7500
Without Tubes
and Batteries

t r,

The Echophone "3"
An exceptionally powerful 3 -tube
set. Uses dry batteries. Two -
di al tuning. Range Q1800 to

c2000 miles. Without zn.00Tubes and Batteries...

The Echophone "4"
A combined radio and audio f re-
quency four -tube receiver of un-
usual selectivity. Two tuning
dials with special adjustment. for
volume. May be carefully cali-
brated for logging new stations.
Non-radiating-clear toned, easy
tuning. Without Tubes $75 00
and Batteries V J W

'LytOPHOM,

The IV
Light - Weight
Heavy -Seller
Here is the ideal portable re-
ceiving set!-Weighs only 32
pounds-takes up no more room
than an ordinary traveling bag-
size 9 in. x 12% in. x 18 in. ;-yet
it has the same volume and tone
quality as the Echophone cabinet
receiver of same capacity.
It uses the same receiving unit-
(Echophone "3" or Echophone
"4") and operates from a stand-
ard 60 -ft. stranded wire aerial
which automatically winds on a
spring reel fitted in a special
section of the case.
You will find the case complete
with its built-in loud speaker, at
$30.00, an unusually fast selling
accessory among purchasers of
Echophone cabinet receivers.
Write for details and prices.
Address-
ECHOPHONE RADIO, INC.

1120 N. Ashland Ave., Chicago, Ill.
Echophone Radio Stop
Long Beach, Calif.
Eelophone Sales Co.

156 2nd St., San Francisco, Calif.

ECHOPHONE
Staraye Battery »suits at dry all Cost

RADIO RETAILING, February, 1925
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Radio
Tubes GEM Raola cOSt

SA`t
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Drop a tool across the wiring in a radio receiving
set, or connect the wiring to the wrong binding posts,
and zip-the tubes are burned out and $20.00 or more
needlessly wasted.
Tubes can be protected against destruction from short
circuits for a few cents by installing the "Gem" Radio
Fuse. Then when there's a "short," the fuse blows
and the tubes arn't injured. Easily installed.
We are advertising the Gem Radio Fuse in leading
radio magazines and in other ways. You are certain
to receive scores of calls for this Fuse. Put in a small
stock and be ready to make the nice profit you will
otherwise lose.
Order from your jobber. If he hasn't put in his stock,
give us his name and we will see that you are supplied.
Write for interesting booklet.

CHICAGO FUSE MFG. CO.

ELECTRICAL PROTECTING MATERIALS
AND CONDUIT FITTINGS

CHICAGO

"GEM"RADIO FUSE
gmrtmmennnnnasnanuenmammoauonuoumnnnnummmannunmmmnnuunannmmuaunnnuununuav
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451.. _ZS A complete,
compactly packed

carton for convenience
in display and selling

Each carton contains twenty individual packages of radio
screws, nuts and soldering terminals that meet the require-
ments of set builders. Our great output enables us to sell
these assortments at unusually low cost thus giving you the
benefit of real profit. Every set builder is a prospect and
will buy-just display this carton and watch the turnover.
Every article made of brass and highly nickeled. Made
right. Correctly designed.

ECONOMY SCREW CORPORATION
Mann!a('tnrers of Machine Screws, Nuts,

Washers and Soldering Terminals
5215-17-19 Ravenswood Ave., Chicago, Illinois

FJobbersDealers
Get in on this now.
write and let us
tell you about our
attractive selling
proposition.

=
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Makes More
Money For You

THE

Master Fore Battery Charger

Jobbers and Dealers make profit when the Mer-
chandise they handle insures a rapid turnover,
with sufficient selling margin. The Master Fore
Battery Charger meets these requirements and
more. It charges any 6 -volt Radio or Automo-
bile Battery, also Radio "B" Batteries up to 48
volts in series and up to 120 volts in multiple.
In appearance it is a match for the most expensive
Radio Set. Easy to operate, inexpensive and
durable. There will be no idle stock on your
shelves when you handle the Master Fore.

Send coupon today, we'll
tell you how it's done

FORE

e

Manufactured by
ELECTRICAL MFG. CO.

5255 N. Market St.
ST. LOUIS, MO.

Sales Department
THE ZINKE COMPANY

1323 S. Michigan Ave.
CHICAGO, ILL.

RADIOGRAM
Fore Electrical Mfg. Co., St. Louis, Mo., Manufacturers
The Zinke Company, Chicago, Ill., Sales Department
Send me free of charge complete information on how to make more
money with the Master Fore.

Name

Address

City State

e

:
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To help you
do more business-
make more money
that's what
Radio Retailing
can do for you!

Think of a
service like that
for only $1!

Never before during all its years in
the publishing of the world's fore-
most electrical, technical and engi-
neering magazines, has the McGraw-
Hill Company made a more attrac-
tive offer!

You have in your hand the most
valuable publication ever offered the
radio dealer. For a limited time you
may subscribe to this magazine at a
charter subscription price-$1 a year
-12 big issues!
This is the most attractive value for
$1 ever offered the radio retailer!
Think of a sales service that will help
you during twelve months with
information on store management,
financing business expansion, ideas
on store layouts and window trims,
how to advertise, how to handle
"trade-ins," how leading radio con-
cerns sell house -to -house, selection of
balanced stocks.

In short -a sales service that will
give you tried and tested methods for
increasing your business and making
more money. This is an unparalleled
offer in the history of radio. Take
advantage of the special charter sub-
scription offer-attach a dollar bill
to the coupon and send them in. The
regular subscription price is $2 a
year-enroll now as a charter sub-
scriber and save a dollar!

12 Big Issues for $1
RADIO RETAILING

Tenth Ave. at 36th St., New York, N. Y.
The attached payment of $1 entitles me to a year's subscrip-
tion -12 big issues-to Radio Retailing.

Pin a dollar here

Name

Address

City t ite

Name of Company Position

Return This
Coupon NOW !

<11 RADIO RETAILING, February, 1925



THE ONE CHARGER FOR ALL
RADIO STORAGE BATTERIES

Ten Selling Points
in

Valley 1,514,
You'll find ten real selling points in the Valley

Battery Charger ten talking points that give
you something vital to say to a prospective
purchaser of a Charger:

Here they are :

1. No bulbs
2. No liquids
3. Quiet in operation
4. Cannot harm the battery
5. Efficient. Takes about a dime's

worth of current for a full charge.
6. Correct 6 -ampere charging rate

enables the user of a Valley Charger
to recharge his battery overnight.

7. Ammeter mounted flush with panel
shows if battery is receiving charge
and if charging rate is correct.

8. Listed as standard by Underwriter's
Laboratories.

9. Has only two wearing parts, the
contacts, which can be replaced
easily and cheaply. Average life of
these contacts is about two years.

10. Built in handsome black case with
grained and engraved Bakelite panel
and clear glass top which shows
simple, patented working parts.
Harmonizes with the finest radio
receiving sets.

If you are handling the Valley Charger now, learn these features
and tell your customers about them. See that your salesmen know
this story of the Valley's Ten Points of Superiority.

If you are not handling the Valley Chargers, you are missing
sales, that's all. But that's enough for the progressive retailer of
radio merchandise. Order from your jobber.

VALLEY ELECTRIC COMPANY
3157 S. Kingshighway St. Louis, Mo.
New York Philadelphia

Minneapolis Cleveland
Chicago Indianapolis

Kansas City San Francisco

\yeaáslorieS

5\." with every set

and keepyot1Jejo1a

Headphones bring outthe best in any set,
They keep your trade.satisfied with the setsyou have sold them at
times when loud speak-
er operation is unsatis-
factory.

They make real DX
possible!
Sell headphones withevery set and keep your
sales SOLD.

The AMPL-TONE, now selling for $5,
is the only popular priced headset to achieve
absolutely clear, equalized tone.
We are now in our own factory, and with
greatly increased production facilities we
are making sets in such quantity that costs
have been revolutionized.
And we have at the same time introduced
refinements with AMPL-TONE which
because of production handicaps we were
unable to utilize before.
We offer the finest of headsets at a price
unequalled anywhere on the market, and
back it up with a dealer proposition that
makes sales profitable sales.

Our Wonderful Phonograph Unit and
Attachment-List $3.00

Unequalled in Tone Quality, Volume or Price

Jobbers and Dealers-write for details

Full 2200 Ohms

., r \ O.
1 S

psVN.j15>gIQ y
./. THE UNION FABRIC

COMPANY
Drawer Y

Derby, Conn.
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It's Selling Big!
THE NATIONAL REGENAFORMER

This new type of Radio Frequency Transformer has proved
so efficient that 90% of the value of amplification calculated
by mathematics in laboratory tests is obtained actually in
practice, which is more than 3 times the amplification value
produced by the usual type of tuned R.F. transformers.
It is incorporated in the Browning -Drake circuit, which has
essentially 2 tubes-detector and radio amplifier-to which The press has featured it extensively. The dealers who
2 stages of audio may be added. now handle it are selling them with outstanding success.

New dealers can now take it on and
be assured of responsible deliveries.
It is a real proposition. No exagger-
ated statements are needed to sell it
-either in our advertising to you, or
on your part to your trade.

We are ready to extend distribution

Write for literature and discounts, but
do it quickly. We will not take on
more dealers than can be guaranteed
quick service. Write now.

Price of kit for set illustrated. ,$22.00
The National Regenaformer and

Coil only, price 7.50

THIS is the National "Velvet Vernier" Condenser and Dial-the most
distinctive condenser of all.

Electrically and mechanically it is the finest that scientific principle and
painstaking skill can commercially produce. This has been amply proved
by its success in sets operated on wave lengths of 15 meters.
The velvety smooth vernier gives perfect reduction over the entire range.
No backlash whatever.
Made in four sizes.

Write for Folder and Prices

NATIONAL CO., Inc., Cambridge, Mass.
Established 1914 Engineers and Manufacturers

Setting a new standard in radio. reception
The Gluckson is undisputedly one of the high achievements in
radio.
As a result of its unique construction, absolute stabilization is
gained.
Its two stages of inherently balanced radio frequency amplifica-
tion, detector and two stages of power audio amplification,
achieve trueness of reproduction, range and selectivity that are
unsurpassed. Highest class parts used throughout.

Write for sp,'cifirations and full details.

MODEL, R F 5
In Distinctive

Solid Mahogany
Cabinet

List $98

Beautiful to the Eye
Sweet and Mellow to the Ear

GLUCK RADIO MANUFACTURING COMPANY
115-117 West 23rd St., New York City

P L9TIfJBIITOItS':
Sanford M. Baokee, 221-225 Fulton St., New York lily. Burney Radiol'oro., 17 West 10th St., New York City.

9111111111111111111111111111111111111111111111111W111111W1111aBW111W1Wlillllllllullllnllll, D:r:.r:
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Permanent Cartridge
Detector

Guaranteed for reflex and all R. F.
circuits. Price $1.00.

INDOOR CAGE
ANTENNA

A highly efficient Antenna
System sold on a guarantee
of Reliable Reception.

Patented. The Genuine bears the trade mark "Key to the Air."
$2.00. At your dealers-or direct by mail on receipt of price,
STAFFORD RADIO CO., Medford Hillside, Maas.

11
I

111/00
1 1 I 1
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Send for circuit diagrams of Single Tube Receiver.
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El

High grade Cords for all makes of
Headsets and Loud Speakers.

Write for Prices.

Telephone Cords

We solicit your 1925 Business

Gavitt Manufacturing Co., Inc.
West Brookfield, Mass. É
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SEARCHLIGHT
UNDISPLAYED-RATE

Wanted,
$1.25 an insertion,

Positions Vacant
10 cents a

Proposals, 90

SURPLUS
6 cents a

payable
and all other

word, minimum
cents a line an

STOCKS
PER WORD:

word, minimum
in advance.

classifications,
charge $2.00.
insertion.

Box

Discount

Numbers
count 10

advance
undisplayed

-BUSINESS
INFORMATION:

in care
words additional

of 10% if
for four

ads (not

of

one
consecutive

Including

any
in undisplaye

payment

SECTION
OPPORTUNITIES

1Positions to
officesds 4 to

8 Batestois made in
insertions of An

proposals). one

DISPLAYED-RATE
3 inches

147

inches
larger

ver larger spaces,
advertising inch is

column, 3 columns

or yearly
measured-30

PER INCH:
E 6.60

6.20
6s.o

rates, on
vertically

inches-to

an Inch
an Inch
rean Inch
request.

on
apage.

Radio Retailing
,,yyl 9 (v M

POSITIONS WANTED
I AM NOT a high powered executive-

s super salesman-a miracle worker but
I am capable, honest, industrious and in-
telligent. I am 25 years old, have a good
education and 5 years' experience in the
merchandising of radio apparatus, over 2
yéars with one of the largest retail and
wholesale radio and electrical supply
stores in New York City. Three years
assistant sales manager of large radio
manufacturer. I am familiar with dealer
problems of service, demonstration, win-
dow display, advertising, etc. and their
solution. I have a large acquaintance in
the radio trade and can furnish the best
of reference. Can you offer an oppor-
tunity where this broad knowledge and
wide experience, combined with ability,
honesty, and industry, can earn a place
in your organization where it can be
used to bring mutual benefit? I am at
present employed but can change on
short notice. PW-2, Radio Retailing,
10th Ave. at 36th St., New York.

SALESMEN WANTED
Salesman Wanted

If you are a wide awake salesman who has
kept step with the manifold changes and
improvements effected in radio during the
past two years, there's a good job
awaiting you somewhere in this ever ex-
panding field. You can find this oppor-
tunity through a "Searchlight" advertise-
ment in Radio Retailing.

SALESMEN AVAILABLE
Salesman Available

A live -wire radio salesman is seeking a
bigger opportunity to demonstrate his
ability. This man is now associated with
one of the 40,000 dealers served by Radio
Retailing and will be watching these
columns for information of opportunities
offered. If you wish to locate this man,
your advertisement here will get his at-
tention.

BUSINESS OPPORTUNITIES
Radio Store Wanted

If you wish to dispose of your business for
any reason the readers of Radio Retail-
ing will be interested in knowing about
it. You can reach these men best through -
advertising in these "Searchlight"
columns. Rates above.

Business For Sale
If you are seeking a going radio business,

you can find what you want through an
advertisement in these "Searchlight"
columns addressed to the Nation's radio
retailers.

TO HELP YOU
LOCATE SELLING OPPORTUNITIES

"Searchlight" Advertising
G-8

Your Overstock is a Dead Investment
Move it at a Profit!!!

So long as customers' tastes change; so long as new developments render merchandise obsolete;
so long as you accept sets on "trade-ins," you will have overstocks in those particular lines.
To hold any or all of these "stickers" on your shelves means that you are tying up costly
merchandise space and paying interest charges on a profitless stock investment which might
readily be turned into profit.
Sets, accessories and parts that won't sell in one locality are frequently just what customers
elsewhere are demanding. Practically all such articles can find waiting buyers among the
millions of potential purchasers served by RADIO RETAILING'S tens of thousands of dealers
throughout the country.
Recognizing the need and convenience of a National "center" where dealers everywhere can
bring their overstocks to the attention of others-or ask for what they wish to buy-we are
inaugurating a

Radio Dealers' Overstock Exchange
in

Radio Retailing
We believe that such an exchange will prove an invaluable service to the radio trade. It will
help you as a dealer to sell, at a profit, merchandise that would otherwise be a dead loss. The
dealer who buys it, sells it, and makes a profit. And the far -away customer gets something he
wants and is added to the vast army of pleased radio enthusiasts. Thus each benefits and
everybody profits.
What have you to turn into cash NOW? Get it into ,the "Exchange" of the next issue of
RADIO RETAILING. The cost will be small.
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Molded Parts
for

Radio

Bakelite and Condensite, pro-
duced by a large and experienced
Molding Organization.

American Insulator Corp.

yuouuuuuunnmm1nunnnnnunuunnunuuunmuuuunnuuuunuuuununuuuunuunuauunuuuunuumuaunnn'c

52 Vanderbilt Ave., New York City 1e
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!L+K
Variable
Clarifying
SELECTOR
Greatly Improves
Any Standard Hook -Up

E

5

g.

DEPT. M., 511 CHAPEL ST., NEW HAVEN, CONN.

Whether a set is an Erla or any other reflex,
an Ultradyne, a R.F. or a Regenerator, you can
easily give it that high selectivity and perfect
control so necessary where stations interfere.

Just replace variocoupler, fixed coupler, tapped
coil, or aerial variometer with an L K
Clarifying Selector and a .0005 variable con-
denser.

This improvement clears up muffled signals-
gives minute selectivity-permits complete con-
trol of antenna coupling over the entire B. C.
wave band-cuts down antenna losses and
strenghtens reception-and does away with
tapped coils and high loss aerial tuners.
$7.00 list. Jobbers and dealers, write for
representation.

LANGBEIN+KAUFMAN
High Grade"Low Loss" Tuning `Devices

LK
ñmñiui
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HARRY ALTER & CO
OGDEN at CARROLL AVENUES CHICAGO

Wholesale
Distributors

for
FREED -

EIS EM ANN
RADION

PREMIER
MOHAWK
HOWARD
BURGESS

DUBILIER
ERLA

BRANDES
FRESHMA N

CARTER
ACME

BENJAMIN
HOLD-HEET
APPLETON

SAVE
LIBERTY
SIMPLEX

WADSWORTH
MASTER
MOTOR

eAnd over
100 others

The dealer who makes
Harry Alter a Company
his wholesaler has at his
command complete stocks
of the products of Amer-
ica's best known radio and
electrical manufacturers.
And he enjoys the addi-
tional advantage of im-
mediate delivery from
these stocks -90% of the
orders we receive are
shipped the same day.

These are only two of the
reasons why dealers in
every state in the United
States and in 22 foreign
countries are buying from
Harry Alter C& Company
to their satisfaction and
profit.

Yes sir, this is it!!!
The Radio assortment
that sells and sells and sells-
Dealers are daily finding that here is the logical
radio fitting assortment. They sell several in the
time it takes to sell one ordinary assortment. It's
simple to see why. The fittings are popularly
priced, each has proven best designed for its pur-
pose. Then there's that unusual Sherman quality
to consider. The fittings in this assortment are
well proportioned as to number of each so that the
assortment sells evenly-no "dead loss" leftovers.
Real profit in each assortment. Get details.

H. B. Sherman Mfg. Co.
Battle Creek, Mich.

il

mnmtm c

"Order
from
your

jobber"
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The Greatest Socket
in Radio History!

Scientific test has proven glass to
be the most effective and reliable
insulation available for radio.
After exhaustive research, Duray en-
gineers have developed VIRALON,
a special patented glass processed for 100% elec-
trical efficiency.
Countless tests have proven VIRALON to be sturdy
and rugged, absolutely heat and moisture proof, and
unaffected by those influences that commonly make
rubber, rubber derivatives, porcelain or vitreous
products so inefficient.
You'll like all the Duray features-the all -glass con-
struction-the one-piece contact strips-the Ezyklean
contact spots (eliminates corrosion)-the handy solder-
ing terminals.

Price $1.25 In attractive cartons.
Packed in Attractive Display Containers holding 10 Sockets.

Jabbers and Dee:era-Write for Particuiora.
Distributors Wanted Everywhere.

Live Sales organizations will find a big sales' opportunity In Duray
All -Glass Sockets. Write for interesting proposition.

DURAY RADIO CORPORATION
Dept. 23, 263 Washington Ave., Newark. N. I.

D
ALL -GLASS

SOCKETVIRALON

DIIIIAY RADIO CORPORATION, Newark, N. J., Dept. 23
Please send me one Display Container of 10 foray All -Glass

Sockets to retail at $1.25 each. My discount 35 per cent.

 Bill through the jobber mentioned below, or

O Send C. O. D. Parcel Post.

Name City

Address Jobber

RADIO RETAILING, February, 1925

Radio
Leaders

Atwater Kent Cunningham Tubes
Crosley Burgess Batteries
Fada Brach
Grebe Jewell
Thermiodyne Belden
Radiodyne Foote
Magnavox Fahnestock
Federal E. I. Co.
Cardwell Roller Smith
Remler Pooley Cabinets
U. S. Tool Co. Bremer Tully
Acme Raven
All-American Daven
Jefferson Sickels
Dubilier Howe
Cutler Hammer Hope Talking Tape
Carter Apex
Frost Timmons
Benjamin Bridgeport
Allen Bradley Electrad
Eby Hafner
Willard Fleron
Powerfield Batteries Mydar
Western Electric Copeland
Fansteel Sterling
Brandes Shamrock
Goodrich Victor
Am. Hard Rubber N. Y. Coil Co.

Leading Radio Products
Available Through This

One Catalog
Write today for our 112 page Radio Catalog,
fully illustrating and describing above factory
lines. Lowest wholesale price list to dealers.
Orders shipped same day received. Practical
radio men to handle your business. Our
service and large stock enable dealers to turn
their stock often.

The Sutcliffe Company
Incorporated

Dept. G, Louisville, Kentucky
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THE Gilbert STORAGE "B" BATTERY `

E

E
Clearer Reception

E Greater Distance = = e
E More Volume

Noiseless in Action c E

g -the most beautiful "B" Battery made
_ E

S
E

=
Knockout Reflex Coil No. 8 Tuned Transformer Coil No. 14

E = Price $4.00 a Set Price $2.00

SICKLES
E. ll!

-
I!

c

=
DIAMOND -WEAVE

COILS

á

No acids or disagreeable odors.
Will stand untold electrical abuse.
The alkaline solution has absolutely
no chemical action on the nickel -iron _ =_

elements, adding years of actual
service to the battery. Non -sulphat-
ing. No buckling of plates. No
fear of overcharging.
Its beautifully finished solid American
Walnut Cabinet puts a fine battery in a
properly distinctive setting.
Note the sturdy durable method of con-
necting the elemento.
For the dealer earnestly seeking the fin-
est in radio to build up his accessories
business there is a splendid proposition NEW

in The Gilbert Storage "B" Battery. IMPROVED ME'HCD

Write today.

THE GILBERT BATTERY CO.

NCGATar

CLEMENT

POSITiet
CLEMENT

E

E E
E E

E :

= e

1_

E FI

Patented August 21, 1923

COIL HEADQUARTERS
Sickles Diamond Weave Coils are recognized as standard
equipment where extreme selectivity is required. They are
being specified more and more by the manufacturer who
incorporates in the sets which he builds the most efficient parts
he can secure.
Among the leading Sickles Coils are the Tuned Transformer
Coil for any Tuned Radio Frequency Circuit and the Knock-
out Reflex Coil for the famous Radio Broadcast Knockout
Circuit. There are Coupler and Oscillator Coils and Acme
Reflex Tuning Coils.
In addition to these standard coils, we are equipped to
furnish special coils for special requirements. Secure maxi-
mum efficiency in your sets by including Sickles Diamond
Weave Coils for selectivity.

Send for descriptive catalog

THE F. W. SICKLES COMPANY138 Fayerweather Street 5 É6

Bridgeport, Conn. _ = 341 Worthington St., Springfield, Mass. ej
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"Good Will"
?PACENT S

Radio Essential.
Adap
L,p,p. ed Addi,fnneer

Coil PIu6
Coil Plug Ile .
Condenan, Loe Lon
Detector 5"dd
Doj.ck
D000plug

Coila
Headset, E.crT,ow
Jock.
Jock Sot

Lop11o,op
Loop Jada
Loop J.ck
Mullijack
Plaga
Pa ao,oner.
Rhodn a..
S.rnoi., Labora.,e«.
Trioadapter, eco., neo

-It means everything to you!
Every time you sell a customer Pacent
Radio Essentials, you sell him the parts
that 40 of the world's leading set makers
have selected for their own sets. You're
selling him the best that his money can
buy...
In return you have his "good will"-and
the profits follow as naturally as day
follows night.

Write to -day for your copy
ofthe new Pacent catalogue

PACENT ELECTRIC CO., Inc.
91 Seventh Ave., New York City

Washington Minneapolis Boston
San Francisco Chicago Birmingham
Philadelphia St. Louis Buffalo

Jacksonville Detroit

Pacent
RADIO ESSENTIALS

"DONT IMPROVISE - PACEN TIZE'

Stop some
service troubles

I-UT A DURHAM Grid
Leak, variable or metal-

lized fixed, into each set you
sell. By thus assuring cor-
rect detector grid action, one
big service trouble is elimi-
nated.

= Variable Leak only, 75e.
c Base, with cond. clip. 35c.

E Plain Bases. Single, 30e
E Double. 40c. Single Base

-General Use

Prices:
E Fixed Metallized, 28
E sizes; under Y4 meg.

75c.; over. 50e.
E Variable, 3 sizes, all

at 75c.
Plain bases, 30c.
Condenser bases, 35c.
Double bases, 40c.

5 Resis. Amp. Booklet, 25c.
Canadian Distributors: De Forest Radio Corp., Ltd., Toronto

DURHAM
Grid Leaks

Please your customers with
the products that have stood
the test of several seasons.

Standard in these sets
Eagle, Eismann, Howard, Thomp-
son, Zenith-and 1;ts all others.

3

DURHAMg COr.7izG 3

1936 Market St.. Philadelphia. 

Write for Dealer Plan
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IAXLEY
APPROVED RADIO PRODUCTS

Are Selling
fr Dealers
Everywhere

There
a

Reason

Convenient 1.
packages, on -

time deliveries,
National Adver-

tising backed by
original and correct

design and superior
construction-
That explains the pop-

ularity of Yaxley Ap-
proved Radio Products

with dealers and consumers
everywhere.

Ask your jobber for your price
lists and full rnf ormation or

address

Yaxley Manufacturing Co.
Dept. F, 217 N. Desplainea St., Chicago
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TUNED RADIO $7,50
FREQUENCY KIT

TYNaDEEr
5
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EASY TO BUILD-EASY TO SELL
With the Freshman Masterpiece Kit any one can easily build a
five tube radio frequency receiver that will bring in even the
most distant stations, with the volume and clarity of locals.

NO NEUTRALIZING OR BALANCING
CONDENSERS REQUIRED

Kit consists of 3 Masterpiece Tuned Radio Frequency Units care-
fully matched and balanced. Complete with wiring diagram and
instructions, and drilling template for proper mounting.

No radio stock is complete without Freshman
Masterpiece Kits. At $17.50 list they are good
profitmakers for you because they sell quickly
and easily. Write for catalog today.

has.
2 ac/ o

res rnan o. Inc.
Condenser ,/.1r-oducts

Here's a
NEW
ONE!
-for wiring radio sets.
No. 14 tinned copper
wire covered with flex-
ible, varnished insulation,
in red, yellow, green,
brown and black-called

(Spaghetti Wire)
Looks like "spaghetti" but is smaller
and goes into narrower places.
Highly dielectric, thoroughly water-
proof. Makes the neatest looking set
you ever saw. In long envelopes of
forty 30 -inch lengths to sell »t 10c per
length. Write for discounts and folder.

Acme Wire Co., Dept. E, New Haven, Conn.

ACME WIRE
O O.O.O

Makes
Better
Sets

lone111111IIuen IIIIn un11111111111111essenIlI11Ip1I11111111nue111111IIIIII11nenu11penn IIIIIIIIIIIIIIIIIIIIIIIInim II11111111111111Ier

J I II II1111i i I I I I I I I I I I i1I ii I I II I iI11111111111i111i11I lllilllllillill nIIIIIIlI11Ii1lilll

2 i
35° LIST!

E

Ti

Other
Pennsylvania
Radio Products-

3

E.

Type L-32 Head-
_ = phones. $5 list.

E

Crystal Receiver
Single Tuner, $3 list.
Reproducing U p i t
with phonograph at-
tachment, $5 li't.
Crystal Receiver
Double Tuner,
$4.50 list.

The Pennsylvania Harmon-
ized Head -Set is the finished
product of engineers who have
specialized in head -sets for
years. In sensitiveness, clarity
and faithfulness of reproduc-
tion it excels many highest
priced sets.

A one-year written guarantee with
each pair. 2500 ohms. Weight
12 oz.

new en
vaniaThe n Speaker isnsyl-a
beautiful thing tc
hear-and to see.
It combines the
rare achlevements of
faithfully reproduc-
ing the human
voice- and reproduc-
ing orchestra music
in such a manner
as to bring out the
finest detail.
Unbreakable
LINOL - FIBRE
horn, with hand-
some molded base.
Height 24 in. with
a 12 in. bell.

Complete. .$10liat $1092
Norm and base
without reproduc- LIST
my unit.. $ 7 Nat
Base adaptable for
any ,nit.

Manufactured by

HAMBURG BROS.
a. Freshman Bldg., 240-248 West 40th St., New York I =

620-24-26 Grant Street, Pittsburgh, Pa. _
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A better deal for you, and
100% satisfaction for your

customers-

"FE
TYPE DER
F201 -A A

L"=

GUARANTEED

LIST PRICE

$400
The Federal Tube, through its vastly improved and
guaranteed filament, achieves a clarity of tone unequalled
in any other. Non-michrophonic of very rigid construc-
tion, and notable for its extremely long life.

You will welcome this real tube. Well made by experi-
enced engineers, and soundly backed. You can give your
trade a real deal at last.

Generous discounts. Order through your jobber, or direct.

THE SERVICE LAMP co.
112 Trinity Place, New York City
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SOCKETS-All Types PHONE ADAPTERS e

DIALS-All Sizes SOCKET BRACKETS II I
E PANEL BRACES  TRANSFORMERS

_

iE

TERMINALS-
 VARIOMETERS Any Finish
Ó INSULATORS BATTERY CLIPS ii E

= BINDING POSTS KNOBS-All Sizes

o

E 

E "RADIO DEPT."
I*

WATERBURY BUTTON CO. 
_ 

(Character and Plain) SWITCH ASSEMBLIES
and other Radio Parts  17

To Jobbers and Mfrs. Only
Send for Catalog and Prices

Manufacturers Since 1812
Waterbury, Conn.
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Tested at
YALE

"Built Like a Fine Watch"

LOMBARDI
Low Loss Grounded

Rotor Condensers
One hole Panel Mounting or three screws. Clock Spring
Pig Tail Rotor Stops.
Patented Bearings, Tapered and Ball and Thrust type.
Lowest dielectric loss. Geared Vernier takes any size
dial. Tested at Sloane Laboratory, Yale University.

Lombardi Multi -Unit Condensers
Double and Triple-Single Dial Control

Plain type $4.00 to $5.50. Geared Vernier $5.00 to
$6.50.

Know the best. Send for literature.

Lombardi Radio Manufacturing Co.
62 Minerva Street, Derby, Conn.
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is being used by thousands of Dealers everywhere as a positive c
guide to more profitable buying of the kind of radio that is in E
greatest demand today.
Our financial strength, responsibility and SAME DAY shipping serv- gice will help you to "grow with us." E
As we are the largest exclusively wholesale radio organization in

E the East, our tremendous stocks are representative of the best and
fastest selling lines as indicated by nationally known manufacturers.

ÉE Consult us first and save on your next order, or the stocking of your new store E
Your name on our mailing list will E
keep you posted and prove a valua- c
ble asset. Write today.

Trilling & Montague
Exclusively Wholesale Radio c

merchandisers
49 No. 7th Street, Phila., Pa. h -

"Grow With Us"
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RADIO DEALER CATALOG
FREE!

Our 1925 Catalog

roe ®®
TRILLlM6 &MO11TAS1R
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c Set eo jh`S } /1 EE °1 ... e t e, ` 1. An unbreakable heating element guaranteed for one year.
52.50 list. In display ' 2. Three interchangeable copper points. E
cartong with stand, solder and paste. OS1d 3. Never -slip handle construction.

E Mail a sample order. Also one point --....... TheChapman Terryville, Conn. F.,aIrons at $1.75. Immediate delivery.p Co.,f YV f
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Only reliable products can be
continuously advertised
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MANUFACTURERS:
Is Your Sales Plan Complete?

Two efforts are necessary be-
fore a sale can be made.

First the desire must be created.
This is the job of trade publica-
tion advertising-through Radio
Retailing.

But the job is only half done when
desire has been created. The sec-
dnd important half of your sales

task is to place before the buyer at
the same moment he is ready to buy
all the data he needs to place the
order.

Give the radio dealer and jobber
this buying information, when
they need it, through The Radio
Trade Directory. The February
issue of The Directory is now
being prepared.

The RADIO TRADE DIRECTORY
A McGraw-Hill Publication

471 Tenth Avenue, New York City

ALPHABETICAL INDEX TO ADVERTISEMENTS

Page

A

A -C Electric Co 123

Page

Electric Storage Battery Co....19
Electric Service Supplies Co...208

Page

Lombardi Radio Mfg. Co 222

Page

S

Searchlight Section 217
A & T Radio Co 209 l Service Lamp Co 222
Acme Wire Co 221
Adams Morgan Co 198 F Manhattan Elec. Supply 200

Sherman Mfg. Co., H. B 218
Shinn, W. C., Mfg. Co 209

Alden Manufacturing Co 127 Fore Electrical Mfg. Co 213 Martin Copeland Co 120 Sickles Co.. F. W 220
Allen-Bradley Co 113 Freshman Co., Chas., Inc 221 Morse Co., Frank W 210 Sleeper Radio Co 117
Alter & Co., Harry 218 Murdock Co.. Wm. J 207 Stafford Radio Co 216
American Insulator Corp .......218 Music Master Corp 121 Summit Radio Mfg. Co 211
Andrea, F. A. D ....124 Sutcliffe Co. 219
Apeo Mfg. Co....Inside Back Cover Gavitt Mfg. Co 216 NGeneral Radio Co 210

B Gilbert Battery Co 220 National Carbon Co ...114 T
Gluck Radio Mfg. Co 216 National Company, The 216 Thermiodyne Radio Corp..168-169Benjamin Electric Mfg. Co....224 tollos Radio Corp 119 Timmons Radio Products Corp..204Brandes, C.. Inc..Inside Front Cover Grigsby-Grunow-Hinds Company.126 Trilling and Montague 222Bristol Co. 12" O Tru-Fix Radio Producta Co....210

Overstock Exchange 217
H

C

Chapman Co. 223
Chicago Fuse Mfg. Co 213
Crescent Braid Co 210

Hamburg Bros. 221
Hart & Hegeman Mfg. Co. 208
Hazeltine Corporation 202

P
Pacent Elec. Co 220
Parker -Young 125

U

Union Fabric Co 215

Philadelphia Storage Battery Co.205 V
D I Preiss Radio Corp 115 Valley Electric Co 215Premier Radio Corp 118

Dayton Fan & Motor Co 212
De Forest Radio Co 201

Interstate Electric Co 211 Premier Radio Corp ..118
w

Dubilier Condenser & Radio Co 128
Durar Radio Corp 219 J R Waterbury Button Co 222
Durham & Co 220 Jesse Mfg. Co., John O . 116 Radio Corp. of America.Back Cover

Westwyre Co. 209

Radio Supply 209E Reichmann Co. 197 Y

Echophone Radio, Inc 212 L Radio Tube Mfg. Co 209 Yale Electric Corp 203
Economy Screw Corp 213 Langbein & Kaufman ....,..,..218 Ross Wire Co 211 Ya=ley Manufacturing Co 221
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SUPERIOR

Cle Ra-7'one Socket -

Battery Switch

Radio Brackets

Grid Leak Panel

Selling Quality Products
Brings Profit With Honor
Benjamin Radio Products are accepted everywhere as
a real contribution to radio development. They are
priced right-they give super satisfaction. Enlarged
production facilities enable us to meet the big demand
and we are now ready to make immediate deliveries.

Cle-Ra -Tone Sockets
Shock e4bsorbing-Spring Suspended

Tube holding element "floats" on perfectly balanced springs.
Spring supports are not affected by stiff bus wiring. Molded
parts of genuine Bakelite. Keeps tubes sensitive only to the
radio waves. Keeps microphonic disturbances, due to jars and
vibration, out of the receiving set. The Cle-Ra-Tone Socket
marked so great an advance in the mechanics of radio reception
that it is the choice of the leading manufacturers of high-class
sets, and is recommended by the formost engineers for their
most popular hook-ups.

Radio Battery Switch
Lightest and neatest switch made. Mounts in single % inch
panel hole. No spacer washers required. Push-pull single con-
tact features give positive contact. When it's in it's off, avoid-
ing accidental cutting in of battery.

Radio Bracket
Gets the wiring out of sight. Adaptable for standard cabinet
mounting.

Grid Leak Panel
With the bracket, provides a safe, secure mounting for this
important element.

Cle-Ra-Tone Gang Socket and
Mounting Shelf

Simplifies construction of the largest receiving sets, and may
be used with most of the latest hook-ups. Consists of Cle-Ra-
Tone Shock -Absorbing Sockets attached to Bakelite mounting
shelf with set of binding posts and markers. There is adequate
space for mounting of accessory equipment.

Standard UV -199, etc.
VT Sockets or Sockets

8613 8603
8615 8605

Dimensions
of Shell

7/8" x 41/8" x 1/4"
171/4"x41/"x/

No. of
Sockets

3
5

8626 8606 171/4" x 4"x n 6
8627 8607 171/4"x4/e x /4' 7

Cie -Ha -Tone GangSocket and Mounting She!'

o4sk Your Electrical Supply
or Radio Jobber or write

us giving name of your
supplier

Benjamin Electric Mfg. Co.
120-128 S. Sangamon St., Chicago

247 W. 17th Street 448 Bryant Street
New York San Francisco

L
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«00" r
hanks Radio Owners
for YourApplause,'

APCO
BATTERY CHARGERS

foe' and B' Batteries

This "curtain call" is a well -merited tribute to
APCO Battery Chargers.

Every radio owner is delighted with the way they
perform-so quietly, safely, efficiently. And they
are neat, compact and good looking, too.

APCO "A" Charger is of 7% ampere capacity,
self -polarizing, with taper charge. List $18.50
-$6.00 off to you.

APCO "B" Charger charges 24 or 48 volt "B"
storage batteries (or 90 volts in multiple) in ten
hours. List $10.00-$3.25 off to you.

Order from your Jobber

APCO MANUFACTURING CO., Providence, R. I.
-APCO Branches-

Apeo Mfg. Co., 1435 So. Michigan Ave.. Chicago
Apeo Mfg. Co., Electrical and Export Office. Tribune Bldg.,

154 Nassau St.. New York City
Apeo Mfg. Co., 2005 E. 15th St., Kansas City, Mo.

Canadian Factory, Apeo Canadian Co.. Ltd., 3150 Jeanne Manee
St., Montreal

Southwestern Office, M. L. Martin, 000% Commerce St.,
Dallas, Texas



Radiola X and
Re enofle,

artners for
Real Selling

To the man who wants quality of tone above all things in
radio-who wants quality of build-and quality of appear-
ance-sell the Radiola X. One-third of the selling job is
already done by the widespread advertising. Another third
is done by word-of-mouth fame that the Radiola X has
won. Only the last third is leftforyou. It meansquickselling.

To the man who wants the same quality of tone-the same
dependable reception-the same big records of performance
-but a lower price-sell the Radiola Regenoflex. Win
and keep the leadership. Watch the ads. Use them. Send
for copies to paste in your windows. Push the Regenoflex
and the X. And sell more Radiolas!

Radiola X
The Regenoflex
cabinet with its
enclosed. With
WD.I 1.

'Acre's a Radiolnefi r every purse"

Radio Corporation of America
Sales Offices:

233 Broadway, New York 10 So. La Salk St.. Chicago. lll.
28 Geary St.. San Francisco. Cal.

This symbol of
quality is your

protection

circuit in a rich
own loudspeaker
four Radiotrons

Radiola Regenoflex
Sensitive, selective,non-radiating. Famous
for its tone quality! With four Radiotrons
WD -1 1 and Radiola Loudspeaker.

Radiola
Pre u á. PAT. orr.


