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CMatched "Tone
Headsets

sell ’em by tone!

Into 7,500,000 homes gocs this
old man—to sell Brandes head- F /s
cets. He appears in the Febru f/
ary Brandes advertisements

on full pages in the Saturday \
Evening Post and manv other
sales-making magazines.

Into your shop come the radio
fans — wanting headsets. Let
cach one of them listen with
a Brandes. Its matched tone is
the only salesman vou need.
Hearing will be buying!

Siock Brandes tleadsets
—demonstrate them with
enthusiasm—and sell them
with confidence, Brandes
stands behind them-—and
vou.

Brandes

The name to know in Radio

© Copyrightedby C. Brandes, Inc., 1925
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Built for
Efficiency

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 efliciency. 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.

Allen-Beslley Co.

Electric Controlling Apparatus
489 Clinton St. Milwaukee, Wis.

Sell the

Bradleydenser

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

Rapio RETAILING, February, 1925

Send for latest sales
information on the
Bradleydenser. This
nationally-advertised
condenser will insure
satisfied customers and
a good profit.
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eVERFADY

Radio Batteries

~they lust longer

The Greatest -
al in” History

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, i1s the backbone of the
attack. Supplementing this force locally
are the great newspapers, covering prac-
tically the entire radio market. Firing
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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 Fraxcisco

Atlanta Chicago Dallas Kansas City

Canadian National Carbon Co., Limited, Toronto, Ontario
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11:7 New Audience
p umbering Millions
waits This New Set!

Created by

» WILLIAM H. PRIESS
riginator of the Reflex system

Vs

Tre (ONCERT GRAND HE millions of opera goers
, con-

A\
A Five-Tube—Reflex Circuit—Loop Set cert enthusiasts and g
N OW that you may hear McCormack. The PRIESS teloflex detectoT retains who demand SUPE music lovers
R pe
rformance

Bori, Chaliapil. Elman and the ihe liquid purity 0 the original
from RADIO and wi
will accept noth-

nhosts of the great—on the air—Yyou sound without added tube Or pattery
want gomething more than the ordi- noises. e five tubes operate on the

nary receiver. reflex system giving seven-tube vol- ing el

You want these great artists without ume and distance capacity. g clse, are the ore

the fog of radic sounds to mar their ~ indoor loop, eliminates static from mark great, new, proﬁtabl
perfect purity and tonal beautly. outdoor aerial and enables you to rkets you can . €
The TESS was designe or this gperate the set anywhere. cultivate and
exacting requiremem by the national- Simple two-dial control. solid brass sell

with the SUPE
new set. R performance of this

1y-known creator of the reflex radio malloy panel. Two-tone mahogany
systen. cabinet.

$145 as i\\ustrated

$225 in rich console with concealed loop
Any PRIESS dealer will demonstraté it in your own home if desired.
Write or phone for booklet if there is MO PRIESS dealer near you.

PRIESS RADIO CORPORATKON New YORK
695 Broadway Telephone: spring 4841

Table and Console models

De(l/ers tertr to ua tv 1167116 €
cate ing aq ll c l

are invi ]
nuvited to write for further detail
il.

One of a seri
es o PR1
RADpIO RETAIL Com“,:"e’ “d‘vt’rti:emfem: ESS RADIO, Inc.
ING, Feb?‘ua/ry’ 1925 2y “PPt’ariny 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,

RADp10 RETAILING, February, 1925 117
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PREMIER

Tone - Qual ity - 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
1s 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.

% Premier Radio C orporation

Defiance, Ohio
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Radio Distributors and Dealers —
The Gollos Non-Conflicting Sales Policy

will interest you

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,

The from the money expended for advertising purposes.
Gollos Circuit The Gollos non-conflicting sales policy is a well
a distinctive contribu- organized and uniform plan that becomes at once
tion to the develop- a valuable asset and extends all the way thru. In
ment of the Radio art. addition to advertising matter, Gollos offers dealer
tabilioing. infhuence to- funed. Baio protection and a system of furnishing factory sales

Frequency through its introduction

of proper capacities and inductances instructors to build their radio departments into
whltch I_gre.atli/_ mcr%usle the grid mll-
a eliminating a howls, s ] . . . o
and extraneons valve notses. Static, real business producers. This, in an effective
if not at times entirely eliminated, ) . . 0 . .
0 miimes to el (il manner, strengthens the distributor’s position.
Cousta recebtion s often abtaimabie o .
with three tubes, permitting two Territorial arrangements are now being closed.
additional audio frequency for re- . . ..

- serve. 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.

e
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PARTS—the backbone of radio!
MAR-CO —the backbone of a

profitable parts business!

S 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 savers.”’” They want precision 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 :I‘he MAR-CO line.is the vs.zidest line of quglity
handsomely finished, instruments. It is consistently advertised,
[HERT) TR e attractively packed, and distributed by one
ments, 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
Rheostats, Resisto-
couplers, Knife
Switches, Battery
Switches, Super-ver-
nier-condensers—in fact

virtually every stand- p
ard part that has a
steady sale. Write '
today for the complete
catalogue. Martin-
RADIO
ettt QS TER oiiviisriritni

idly-moving, successful parts department!

Copeland Company,
Providence, Rhode
Island. Branch Offices
in New York, Chicago,
Boston and San Fran-

—The line to concentrate on!
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Resonathbod
Insures

Tone Quahty

HE 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  mopeL vi
national publications, including many of ' "
the great daily newspapers. MODEL VIl $3 5
These publications represent a powerful force
to create customer demand. The wide-awake
dealer will capitalize this demand for Music < m
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.

MODEL VIII

M_ahogany Cabjneb
fMusic fMaster Corporation with “tull Soating’
Makers and Distributors of High Grade Radio Apparatus ural wood 35
10th and Cherry Streets
Chicago PHILADELPHIA Pittsburgh

)]
@ % E éi Connect in place of
headphones.
k No batteries needed.
@g @ él No adjustments.

RADIO REPRODUCER;
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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.

. . . . Model S
Every article in your radio stock is somebody’s $25
promise to satisfy your most critical eustomer. Any 12l in roiber
. - - - 'f -

technical engineer of your acquaintance will tell you horn. Cast
: metal throat.

whether. or not ’1"he BI‘IS‘.tOI Company has a record Velvet mat fin
for making good its promises. ish of mottled
bronze and

gold.

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.

New Cabinet Model $30

Beautifully finished mahogany. Full
floating wooden horn and cast metal
throat. Size 17 x 10 x 104 in.

BRISTOL e[ gud Speaker

The Bristol Company, Waterbury, Conn.

[1fror 36 vears }f]
W [Ty tad

RECORDING =
~INSTRUMENTS

BRISTOL S
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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-5.

“Because it makes money for me,” he will say. “Itis 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-5is 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 XIL-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).

RApio RETAILING, February, 1925 _ 123
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FADA advertising is

Fapa 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

INC.,

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

1581

a power in the industry

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
Radtio

JEROME AVENUE,

famous Fada phonograph
panel.

NEW YORK

RApio RETAILING, February, 1925




Meet Our Salesman

This 1s our Salesman. It offers you
a sturdy Radio Table at a price with-

in the reach of all your customers.
Top 32-in, x 16-in,

Owning and operating our own F | The Pyco Radio Table
. . , with
timberlands, saw mills and two large Preomood pasel fop. Flalahed
N in Mahogany or Walnut, S8hipped
wood-working plants, makes the low ; set up and erated, wolght 42 Ibs.

prices possible. Eighty years of
manufacturing experience are your
guarantee of quality.

$6.00

Dealer’s Price

Dealers

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

Top 36-in, x 20-in.

Pyco Radio Cabinet

Collapsible All goods sold F.O.B. Factory,

Made of hardwood and our own $12 00 l V ”.0
panels. Finished in Mahogany or ° nt. &
Walnut. Shipped knocked down and , . Or eans’ ermo ’..o’
crated, weight 57 Ibs. Dealer’s Price T
. . .0
For freight shipment we suggest o
&
that you take three tables or .,.0’ The
. . 4 -
cabinets to make the minimum le: :;ké;
- Kl .
weight. If you want one, & 131 State St.
)
have shipment by express. Boston, Mass.

..." Gentlemen:
o Inclosed find check

o for $......... Kindly

o send us
o ....Radio Table at $6.00

o each.
o ....Radio Cabinet at $12.00
o each.
..0” Also send us your catalogue.
.,o’° Very truly yours,

The Parker-Young Company . N

131 State Street 0’0... Street....... .o i

BOSTON, MASS. &

..°° City. v iiiiinnnnnnns State ...,
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The Diaphragm
is an Important,

Exclusive and
Remarkable
Feature!

The G-G-H is built on new, diffgrent, distinctive
principles. All these features were developed
by G-G-H engineers. Tt is impossible for any
other “loud speaker” to be just as good or
similar to the G-G-H.

Among these distinctive features nonc is of
greater importance than the G-G-H Constant
Tension Diaphragm (patent pending). This
diaphragm is “formed” to give a permanent
tension in direction of magnet poles. This fea-
ture eliminates the usual harshness. A lever
permits easy control of air-gap, so that the
G-G-H can be adjusted to work in perfect
harmony with any receiving set.

With the G-G-H it is possible to obtain greater
volume, perfect clarity, and a smooth, pleasing
quality of tone. To sell the G-G-H means
controlling the “loud speaker” sales in your
neighborhood.

Write at Once for
Full Details and
Particulars of
Big Discounts

Prices that Sell

v Profits that Pay
Ebony Finish.................. $12.50
. Shell Finish ................... 15.00
Japanese Pearl 17.50

_En Mother of Pearl DeLuxe....... 20.00

GRIGSBY - GRUNOW ~ HINDS ~ CQO
4550 ARMITAGE AVE
CHICAGO-ILL,

126
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Explore the Air

Farther- Clearer |

E .B Aldsn ']
Processed

Makes “perfect contact”

between your store
and Na-Ald advertising

ERE 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 1adio 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

Sockets and Dials

DIALS SOCKETS
1~Sciemific 1-Contacts
e Desiga Self Cleaning
’ | 2~Prevent 2~ Positive Duo
Eyeatsan Contact
3~Comforuatle 3-Low Loss~.
nobe Low Capacity
e 4-Handsome =
v ¥ 4-Alden Processed
.18 Appearance Bnakzliu“ "‘.,t;;'
Quc_rk and Easy It's the Contact
uning that Counts
in Ui set you biasl Lo 3 i
Bu:‘-:frn;‘hqb':‘-h’l'l'c’:«,et A:’, . L’ ::;’:lhe;::h"
L e, Aoyl ISV

b This Na-Ald Window Dis-

i
’ —
I (et L play in colors has strong
sales-force as well as at-

TR tractive appearance.

. y i
Mak rer
(he voice of your o
'nnmbrm&d\l\nclg; A
STANT o oorn rasping 2 SoC
:
D) e i
‘C::\ltﬁ-aulu:":.ﬂw contact fh\:g R e
P ed radio gwners
e e

feature insure
S o the e b
duoreet contact st &l

ananan
wi

o
Bouver

V contact Surt inadlating qualitics
= the cont® pighest o o Alden

; y L
hnver“q',‘,‘:, D or Buy- DS ials
already O el uxe Disls, 7508

ane s, 35c.. 30 1€

an o

Reduced reproduction of
half-page Na-Ald adver-
tisement in The Saturdey
Evening Post.
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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
,’,‘Z’:,Zf;’;;}xed radio things which the customer
condenser—35¢—75c.

comes to the store to buy. The

Duratran—

remaining 75% Of the Sales the efficient radio-fre-

quency transformer —
4.00

comprise purchases these
customers make as a result of
what they see in the stores
‘ after they get in and look over
Dutect— the offerings.

a highly sensitive syn-
thetic crystal—30c.

Practi very radi S
ac 1ca11y every adio fan use Resistance Unit—

By-Pass one or mogxe Dubilier products DT BT =
Cond — :
for firer ! clearer re. —a Micadon, a Ducon, a Dura-

ceplion — 75¢ to $3.75
. -~

tran, a Dutec, a By-Pass Con-
denser or a Resistance Unit.
The radio buyers go to those

» shops where they know they
Byif;arsosCondgr;seri can get Dubilier Devices.

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

standard antenna socket

plug—$1.50

ubilier

CONDENSER AND RADIO CORPORATION
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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

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-

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

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

Administration Publicit . .
Expense Expensey Buying Rent, Light,
4.3 cents 4.4 cents Expense Heat, etc.
3.3 cents 3.7 cents Profit

1.9 cents

How Do Tl;gée 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

ee HAT good are any figures
‘}s/ 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 1 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

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

Every Radio Merchant Should Study His Selling Costs—

Comparing His Own Figures with Those of Other Radio Dealers

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 iy 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

copsider 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
divigions 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 administifative
division. Bookkeepers’ salaries, ex-
penses of the credit department, and

Gross Returns and Net Merchandise
Store Sales Allowances Sales Cost
$ $ % $ $ %
A 87,000 16,000 18 .5 71,000 52,185 73.5
B 238,000 55,000 23.2 183,000 131,211 71.7
C 120,000 22,000 18.2 98,000 72,128 73.6
D 100,000 10,000 10.1 90,000 67,500 75.0
E 100,500 17,500 17.5 83,000 61,835 74.5
F 57,500 10,500 18 .4 47,000 33,464 71.2
G 137,000 16,000 12.7 121,000 89,419 73.9
fAverage 73 3
tHigh 238,000 55,000 23.2 183,000 131,211 75.
TLow 57,000 10,000 10.1 47,000 33,464 71.2
*H 32,000 4,000 12.2 28,000 21,280 76.0
*1 126,000 32,500 25.8 94,000 85,352 90.8

|

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

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

Net Sales =
Selling

Margin Total Expense Expense

A % %
18,815 26.5 17,750 25, 6,603 9.3
51,789 28.3 45,018 24.6 18,666 10.2
25,872 26.4 24,304 24 8 7.056 7.2
22,500 25. 21,870 24 3 8370 93
21,165 25.5 20,335 24 5 8,383 10.1
13,536 28 .8 11,985 25 5 4,982 10.6
31,581 26.1 29,766 24.6 8,470 7.
26 .7 24 .8 91
51,789 28.8 45,018 25 5 18,666 10 6
13,536 25. 11,985 24 3 4,982 7.
6,720 24. 8,512 30.4 4,620 16 5
8,648 9.2 26,508 28 .2 9,964 10.6

selling salaries, supplies for sales departmensy etc.; Buying Expense—all costs
incurred in the buying of merchandise and stockroom expense; Publicity Expense—
advertising, both newspaper and oircular, and window trimming expense with cost
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general store expenses are also ine
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.

Tt 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 of 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 Publicity Occupancy
Expense Expense Expense
% % %o
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 5808 4.8 2,057 1.7
3.3 4.4 3.7
8,052 53 5,808 6.7 7,869 4.9
923 1.1 987 2.1 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
of store interior display; O Ezxpense—includ

eto,; Administrative

expenses, together with all general store expense.

» rent, light, heat, waier taxes,
zpense—includes exeoutives' salaries, office salaries and

Administrative

Ave. Inv, Cash Disc, Annual
Expense Profit and Loss Investment on Purchases 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 5.8 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
5,828 6.2 —17,860 —19.0 44,922 2.3 1.9

* These stores show a loss.

1 Include only those stores A, B, C, D, E, F, G, which show & profit,
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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. But, 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)

NET SALES
Include in
mained sold. Subtract
from customers,
sales.
COST OF MERCHANDISE SOLD

For Your Own Information, Fill Out This
of Other Radio Merchants.

To get this figure—to your inventory at the first of the year
add your purchases for the year. Then deduct your inventory

What Becomes of the Customer’s Radio

Dollar You Collect?

All Figures Are Based on Annual Business

this figure the total merchandise you sold that re-
any returned merchandise accepted
together with allowances made, from total

at the end of the year, adding to this any expenditures made

for freight and express “in.”

DEDUC

Expense)

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

Include what you spent for rent
heat, water tax, etc.
BUYING EXPENSE

during the year; for light,

your order blanks,
PUBLICITY..

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

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 included

in this total.
SALES CLERK HIRE

(SELLING EXPENSE)

How much money did you pay in salaries to your sales force,

WHAT DID YOU PAY

bookkeeper, office
TOTAL EXPENSE

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

YOURSELF OR MANAGER
(ADMINISTRATIVE EXPENSE)

Include your salary, your manager’s salary,

the pay of your

supplies and expenses.

PROFIT OR LOSS

Add the inventory January

STOCK TURN. ..

AVERAGE INVENTORY AT RETAIL PRICE

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

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

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

a copy of your figures to Mr. Hansen
in care of Radio Retailing, he will return
to you an analysis of them, pointing
out which of

your figures seem high and
where

economies should be effected.

A Surprise May Be In Store For You

Form and Compare Your Results With Those
Averages
for
Seven Radio
A Departments,
%
. 100 100
............ 73.3
............ 26.7
3.7
............ 3.3
............ 4.4
____________ 9.1
............ 4.3
____________ 24.8
____________ 1.9
txmes 5 times.
Your figures, will, of course, be kept in
strict confidence, replies being sent you
under 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

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.

PUBLIC demand for radio equip-

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

RADP1I0 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 about 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

~
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In the attractive store of the Thomas Elec-
tric Company, Des Moines, Ia.,

given a prominent position ‘“up front.” D.

D. Johns, manager of radio sales, is here

radio is shown at his favorite occupation of selling

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 usunally 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 this; suits 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.
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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 Statio_n 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 realaid 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 radic 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! Ang,
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

Towa Furniture Dealer Keeps Old

Accounts Profitable by

Them Radio Sets Before Their
Furniture Bills Are Fully Paid

OW much does it cost to
H 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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Selling

>

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 on 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 wusually
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”

" Good Mo; nin

8 /,

“A Smile is Worth More Than a Frown”

Know Your Stock
“Know your stock, where it is

l ¢ 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 Y our Merchandise

One of the more important
* rules for any retailer: “Know
the arcicles 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
4 “Good morning,” said with a
e 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

Every 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-
« maticreply. 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
7 Not knowing store policies has

¢ spoiled many sales. Ithas 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 alwaysreasonable.”
If merchandise is returned and you

cannot accept it give a very careful
explanation.

N W)

|

DU
——

i |

“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 K now

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

9 Suggestions and ideas keep
+ 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
If a customer asks a question

]- O- 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
Don’t be a town gossip. Never

1 ]-- talk to one customer about
another. Itis 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
1 a black mark for a store.

Go Slowly

12.

Many new sales clerks are
disappointed if their sales do

“Never Argue. But Listen Patienlly.’{
RADIO RETAILING, February, 1925

not reach the mark of others in the
store. There is no reason for it.
No store manager expects a news
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
1 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
1 4 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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world

building.

chairman

culture.

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.

IT IS the very theory of civiliza-

Accurate Stock Keeping

That 1 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 lines 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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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. 1

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.T would list every farmer who

owns a car or a tractor or shows
the slightest sign of life and enter-

Advertising Men’s League of New York

What 1 Would

Radio

Dealer

By WILLIAM R. INGERSOLL,

Vice-President, DeForest Radio Company

Myr. Ingersoll was the man who gave the
“the watch
" famous”—as spectacular an innovation as
has ever come out of a factory. Now he is
devoting to radio his genius for market

that made the dollar

He has been president of the

»

of the National Commission of

the Associated Advertising Clubs of the
World, and Commissioner of Conciliation
for the United States Department of Agri-
He speaks with authority.

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)
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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
He started in a small way
with one store devoted solely to sporting
he saw the
The rapid growth of
the organization is a tribute to Mr. Davega's
ability as a merchant and to the popularity
of radio as « merchandising line.
opinion is founded on « broad experience.

is president.

goods. When radio came,
greater opportunity.

ADIO is young. It has grown
R 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-

His

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

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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(Continued)

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-gell radio
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. 1 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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HE future of radio set selling
I 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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Have

find

certs

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

HEN 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

Pavmg the Way

Door-to-Door

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

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.
will look through the broadcasting pro-
grams for the coming weeks he is bound to

If the dealer

something that will serve as an

adequate tie-up. Right now it is the con-

giwen by Victor phonograph artists.

Many broadcasting stations are sending out
programs that will serve as excellent mate-
rial for the “admission ticket” idea.

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

S 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 Successtul

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 1is 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

HE 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

EOPLE who live in the better

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

SUCCESSFUL 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

ERVICE 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

N 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

ELLING 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
NE 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. Bernheim, 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

N 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

SALESMAN 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

N 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

OT 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

HE 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

s AY Less Here,” reads a sign
Pin the window of a radio store
in Providence, R. L.

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 Previdence.”
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
cadio dealers resort to such tacties?

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 Kkilling themselves, they are
killing other radio dealers and they
cve 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 Great est 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,
The

but how are we going to do it?”

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

The kind of stuff that is going on in Provi-
dence, R. 1., 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
tor 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
yo 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. L., 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 were cutting. The small advertisement reads, in

clipped 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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part, “if you find you could have bought at
a 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
dammation.

“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-
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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 aftérnoon, 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

sult 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 Dbelieve,” states William W.
Cross, manager of the radio and
phonograph department, “that there
is no other new product on the mar-

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 louger 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.”

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

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 Supplles

l DISLIKE 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 geems to me to be a
dealer who has not sensed the possi-
bilities in radio, nor has a knowledge
of the ethics of one o1 the most prom-
ising protessions in the country.

To my mind a clarification of the
radio merchandising situation does
not invelve 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 serv-
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 GypMustGo!”

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 Tim$ Appliance
Company, New York

N 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

by keeping an active watch on ad-
vertising and reporting all such m—
fractions. Radio Retailing can do' a
great deal to clear up this SItuatlon
by giving support to the Better Bu51—
ness Bureau and by giving publlclty
to its activities.
* * *

Manufacturer Estopped By
Law From Taking :
Adequate Action

By M. C. RYPINSKI

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

BELIEVE 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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*“Radio Leaders Should Pro-
tect Public’s Interest”

By ALEXANDER EISEMANN

Treasurer, Freed-Eisemann Radio
Corporation

HE 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 1is 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.
UR 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
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Emphatic Opinions Expressed by Leaders
in All Branches of the Radio Industry

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 Dettering con-
ditions.

* * *

Fight Gyp With Advertising,
Emphasizing Reliability

By O. F. RosT

General Manager, Newark Electrical Supply
Company, Newark, N. J.

ESPONSIBLE 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.

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.
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?

Is

]l What Is 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.

e e e e
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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

ter Radio Supply Company,
e 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
iset 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-

[ ALBAUM, owner of the Worces-

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 produc_ts
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

£3

Wholesale

Sold by all Zenith Dealers

JOS. M. ZAMOISKI Co.

Disitribustors RADIO Hl(!g

l"'m"f"frv‘! W
R n g

" The

more,

Bualti-
has launched a billboard cam-
vaign for 50 miles in the vicinity of Balti-

Joseph Bbl. Zamoiski Company,
Mad.,

more, Important highways leading into
Baltimore from all directions are lined with
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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 billhoard 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
thig 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

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 hotels 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
te 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

STARTING business just about
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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 the
customer knows he can get a full
assortment here brings him to the
store and the more expensive sets

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

The atmosphere of quiet dignity and refine-
ment conveyed iIn this window display
visualizes the ‘‘quality rather than price”
policy of this San Francisoo dealer, Taste-

fully and attractively decorated in the
“home of gooud taste” style, the display of
sets is 100 per cent effective. And they are
all- expensive models.




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
gsells 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
mdre 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
vhe 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, that of turning the casual pur-
chaser inte 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
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“Gei the Quality
Trade”

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 teleplione, 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
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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%x163, is for models
400, 405 and 410. Type 197-A, 14{x
174, 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 booin 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. Thisis 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-11-400 (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 10} in. x 15 in,, and weighs
20 lbs.

The §-tube Neutrodyne panel of the
Adler Manufacturing Company,
Louisville, Ky., is made especially
for the “Royal”’ phonograph. The
size is 12} in. x 15 in.  List price is
$135.

In addition to the two S-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
103x17} for cabinet phonographs. List
price is $106.
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