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Have you heard

the new Brandes
speakers 7 «

ADIO dealers must soon de-
cide which lines they will
push this fall.

Those products which bear a
name favorably known to the
public will move fastestand with
the greatest profit.

Brandes have been expert in
acoustics since 1908. There’ll
be plenty of action when the
Brandes reputation and your
selling experience both

//// continued on

pages 116 and 117 //
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Quality—Not Price
Sells Them

All Brightson Tubes
are Storage Battery Tubes

VWhether sets have 3-volt sockets or
6-volt sockets all the economy, vol-
ume, distance, and freedom from
trouble of 6-volt storage battery oper-
ation is to be had with Brightson
Tubes. The Standard Type ft
6-volt sockets, the Power Plus Type
fit 3-volt sockets, giving 6-volt re-
sults with less B Battery drainage
than with dry cell tubes. They
greatly increase the range and volume
of any set equipped for 3-volt dry cell
tubes and can be used in 6-volt sockets
with adapters. Both types are cased
singly or in sets.

Price for either
Standard or Power $3 .50

Plus T
el EACH

BRIGHTSO

Dealers who are staying in business this fall and new ones who
are coming in know all about the results of selling “leaders”
at cut prices.

Such “leaders” always lcad to the demoralization of the
market and sometimes to the sheriff's seal on the door.

Several jobbers know this too. That is why more and more
of the better dealers and jobbers are asking for Brightson
True Blue Tubes, the only radio tubes which have a real list
price. George E. Brightson was the pioneer in price pro-
tection and stock rebates to offset price reduction.

Exclusive Features
of True Blue Tubes

. Interchangeably uniform.

. Noiseless, non-michrophonic.

. Richest appearing tubes.

. Handsomely safety cased.

. Finest materials inside and out.

. 6 volt results from 3 volt sockets

10 Day Return Privilege
60 Day Guarantee
“The Squarest Selling Policy in
Radio” permits consumers to return
True Blue Tubes in 10 days if they
don’t think they are the most money

can buy. And—to return any True v
Blue Tubes for replacement which t(v‘;'e')h LGS AR e

develop a mechanical defect within 7. Clearest tone from 6 volt sockets
60 days. (with Standard type).

[~ VAR SR TS SR

Write Our Nearest Representative

Wm. C. Oakes, 832 Park Syuare Bldg., Boston, Mass.

yYahr & Lange, 207 East Water St., Milwaukee, Wis.

A. G. Schultz. 2831 @ratiot Ave., Detroit, Mich.

Triad Sales Co., Trust Co. of N. J. Bldg., Jersey City, N. J.

G. J. Seedman Automotive & Radio Co. Inc., Bedford Ave. at
Madiscn St.. Brooklyn, N. Y. )

Young. Lorish & Randall Inc., 808 So. Michigan Ave., Chicago, Il

BRIGHTSON LABORATORIES, Inc.

Waldorf-Astoria Hotel; 16 W. 34th Street, New York City
Philadelphia Office, 30 N. Eleventh St., Philpdelphia, Pa.

True

Blue TUBES

Radio Retailing, August, 1925, Vol. 2. No. 2. Published Monthly, McGraw-THI1 Co., Inc,, Tenth Avenue at Thirty-sixth Street, New Yark. N. Y. $2 per year, 25 cents per eopl.
. eust, Fritarer 15 serand-clase matter. Aoril 10 1925, at the Post Office at Naw York N. Y., under the Act of Maich 3, 1879,
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DPERFECT FILAMENT CONTROL
for ALL Tubes

without change of connections

'.‘\'- rr %%
oY rone d
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A small stock of Bradleystats
is equivalent to a large stock
of wire rheostats.

A Short Cut
to Long Profits

UICK turnover is the shortest and surest cut to longer
profits. A dead stock of radio items earns no profit, no
matter how big your margin is on each item. Successful
radio dealers keenly appreciate this point, and they specialize
only in well-advertised, fast-moving products.

The Bradleystat, and other Allen-Bradley radio devices are
advertised, summer and winter, in all leading publications.
Due to their greater range of control, a small stock of Allen-
Bradley units will replace a large, slow-moving stock of wire-
wound units.

Allen-Bradley radio devices are backed by a manufacturer
of more than twenty years’ experience in electrical manufac-
turing and merchandising. Is it any wonder that leading
dealers are enthusiastic about the Allen-Bradley line? In-
vestigate, today!

Electric Controlling Apparatus

"3 489 Clinton -B Milwaukee,
~ nen (AB) Mg

Manufacturers of graphite disc rheostats
for over twenty years

¢ Allen-
Bradley Co.

489 Clinton
St.,
Milwaukee, Wis.

Please send me your fj
latest literature on the ]
Allen-Bradley line of
radio devices.

.......................................

A’-----nm--------------l
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DEAMER

Strom herg~Carlson producils,

F you value freedom from service costs and trouble,

security from depreciation on apparatus stocked, sold or
partially sold, gratifying receiver performance after instal-
lation as well as during demonstration, we will be pleased
to hear from you.

Selling direct from factory to dealer and guaranteeing
price stability, we place our franchise with care. But—to

N\ 7-" 74 merchants who measure up to the opportunities we offer,
\| . . .
; T ¥ the heartiness of Stromberg-Carlson cooperation is prov-
V/ ¥ Y Prta RN . . . . . .
4 4 \ q
( Ry Eﬁ@;ﬁ* \ ing a big aid to business at this time.
STROMBERG-CARLSON TELEPHONE MANUFACTURING Co., Rochester, N.Y,
r\:“;‘ni'-frpﬁ R:;iiv“' Builders of apparatus for voice standard throughout the world No. 2 Type Receiver.
oy o transmission and voice reception— 2 for over thirty years. Console model

—35 tubes.
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U-RAD

qraﬂscontinen tal Receiver

One
Dial
Con-
trol

MODEL A—List Price $175

The Radio Receiver Your Customers
Have Waited for

HOUSANDS of your customers have put off buying a Radio Receiver in the hope that
something “newer and better” would come on the market.

Our engineers have anticipated that demand and are presenting in the new MU-RAD Transcon-
tinental Receiver a remarkable advance in the art of Radio Reception. Only one dial to tune.
Coast to Coast reception the year around. Beautiful solid Mahogany Cabinet with sloping panel,
that contains both A and B Batteries.

Mu-Rad Dealers Will Have a Profitable Season

The New MU-RAD Transcontinental Receiver fi.ls every want of the Radio buyer and is assured
of a quick and large volume of sales. MU-RAD Dealers, with our 100 per cent co-operation
and liberal advertising policy, will reap a splendid harvest of business and profits. Your territor
may still be open. Ask for particulars NOW.

Every MU-RAD Dealer Will Receive FREE Local Advertising
— Write Today for Our Complete Proposition to Distributors —

MU-RAD RADIO CORPORATION

Factory: General Sales Office:
ASBURY PARK, N. I NEWARK, N. J.
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" The Grebe Dealer Franchise
Offers Unusual Profits

The Synchrophase will satisfy your cus-
tomers, enhance your prestige, eliminate
worry and increase your earnings.

REBE is out to make this the banner year in its long history.
Retailers who hold the Grebe franchise will find it excep-
tionally profitable. Grebe policy protects them absolutely: viz,

1. Prices will be rigidly maintained. We never have “un-
loaded” and never will,

2. Price-cutting will not be tolerated.
3. Dealer discount is raised to 40%.

4. The number of retailers will be restricted; jobbers will
have exclusive territories.

5. With our new factory we can keep pace with demands.
There will be no shortage of sets.

6. Dealers will be backed up with local and national adver-
tising more extensive than ever,

7. Special proposition to retailers for local advertising.

Every part of the Synchrophase is designed and built in our plant so that
we control construction rigidly. We do not assemble nor make sets to sell
at a price; they are built to give enduring service and do so. The unsur-
passed reception of the Synchrophase, which has given it such outstanding
success, is due to this thorough construction and the exclusive features which
are not mere talking points, but real performance-producing innovations.

We can supply the

| Synchrophasein

this De Luxe Con-
sole Model.

L}

|' All Grebe apparatus

is covered by patents i . k . : (] o
I e granted and pending. LY Alsosuppliedwithoutbatterybase ||
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The new Grebe Synchrophase has the

First Flexible Unit Control

The three condensers can be operated
by one dial or separately at will.

NCE again, Grebe steps ahead. This new feature plus the
other exclusive advantages, such as Binocular Coils and
S-L-F Condensers, make the Synchrophase the premier set
of America.
Since 1909, Grebe has been building radio parts and sets. Only one principle

has guided the work —to make every part as well as it could be made. Strict
adherence to this principle has made the Synchrophase what it is today.

Constant experimentation in our laboratories and broadcasting stations keeps
Grebe design and construction in advance of all others. This never-ceasing
research has been of untold benefit to us and to the radio industry.

When you sell aSynchrophase, you know that it is the best and will stay sold.
There will be no excessive servicing, no customer dissatisfaction, no frequent
“come-backs” to eat up profits and destroy confidence in you as a merchant.

Behind the Grebe franchise, then, is this set, this company, this policy.

Werrite for full information and prices

A.H. GREBE & CO., Inc.,Van Wyck Boulevard, Richmond Hill, N. Y. e
New York Office: Steinway Hall, 109 West 57th Street will shine upon you.”
Western Branch: 443 So. San Pedro Street, Los Angeles, Cal. Chuang Tzu

R It is great wisdom to
This Company owns and operates stations WAHG and sell the Synchrophase.

WBOQ; also mobile and marine low-wave @‘ e Ej:

re-broadcasting stations.

Additions to our
factory will per-
mit us to keep
pace with de-
mands.

. . 4
Exclusive Features /f/

that make the
Synchrophase so 4

profitable to g //
handle,

V4 /

First Flexible Unit Control

a one-dial control or a three, at will
of operator,

S-L-F
Condensers

make sharp
tuning quick
and easy.

Coils

ive unusual Volume
selectlve sen- Control
sitivity. glvessixgra-

duations of
sound with-
outdistortion
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$18 FOR $30 QUALITY
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One Model—One Size—One Finish

22 inches high—15-inch bell

The Snyder Speaker selling at
eighteen dollars offers dealers
a splendid margin in cash as
well as percentage. We urge
you to compare it with any
speaker selling up to $30. It is
the perfected loud speaker at
the popular price.

Why this low price? Because
the Snyder is made in quantity
with a minimum of opera-
tions. Four unnecessary joints
and two loose metal connec-
tions are eliminated. There is
no distortion or vibration of
any kind.

The amplifying unit automati-
cally compensates for varia-
tion in tone and volume, due
to change in temperature. The
dlaphragm is held firmly by
spring pressure — it cannot
work loose. The Snyder
Speaker carries a broad, plain
guarantee.

A large stock of Snyder

Speakers is unnecessary. The
standard laboratory model
oftered is the result of in-
numerable experiments—it is
the size and shape which will
give perfect re-creation of the
broadcasted message.

The finish, a rich, dark, woody
brown, will harmonize in any
setting.

A big national advertising
campaign will introduce
Snyder Speakers to set owners
evervwhere—and continue to
interest them in trying it.

A small stock will turn quickly
—that means faster profit for
you.

Radio sales are now booming
again. Place your order now
—name your own jobber.
Give your customers a good
speaker — the Snyder —at a
fair price and make a nice
profit.

HOMER P. SNYDER MFG. CO., INnc.
Little Falls, N. Y.
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(continued from front cover)

gel behind
the new

The new Audio Trans
former amplifies at a ratio
of 1 to 5. Two steps of
amplification may be used
withoutdistortion. List $4.

Type H — graceful horn
with an antique finish, skil-
fulin design,simple of line.
Its large diaphragm means
large tone. Adjustable bya
turn of a thumb-screw.

List $18.

The improved adjustable
Table-Talker. The best buy
at its price. List $10.

The new Brandes phono-
graph attachment has the
same unit as the big speak-
er. Easy toattach. Andad-
justable. List $10.
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Brandes line

HE speakers they want! The prices they’ll pay! ‘m_
And quality of tone such as has not yet been \
equalled.

All we ask you to do, is to hear the new speakers.
All you'll need to do is to let your customers hear

them.

The Brandes laboratories, expert in solving the prob-
lems of radio acoustics for seventeen years, have now
developed these really remarkable speakers. If you
hear ’em, you’ll stock ’em! NS T o

finished in brown. A well
proportioned, well-made
speaker. Same unit as ‘Type
H’. Adjustable for maxi-
mum volume. List $30.

F

LY i b lvl;i 'l

;,* ai'
|

And that old standby—the Su-

perior Matched Tone Headset.

Sell one with every radio set.

You can—at this newlow price.
List $4.50.

Sxperts in ;
yadio acoustics since 1908,,'

All prices slightly more, west of the Rockies and )
in Canada. All Brandes products distributed in '
Canada by Canadian Westinghouse. !
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Read This Dealer’s Letter
To a Friend ~
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Model 310
List Price $175

Mecdel 410
List Price $65
Console Table in-
cluding Built-in
Speaker and Battery

Compartment with-
out Radio.

Model 320
List Price $450

_ R ped—
s INSTRUMENTS TUBES
List Price $25 Copyriaht 1925

Model 315
List Price $285

.



Dealer has Hoped for-

Uit Radio

REPRODUCER ACCESSORIES
by S.W.S. Cor'n.
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NEW Principle in Selling Radio—far more
than just “another” Radio.

—a Plan that was really made by dealers
themselves, according to their own statements
of what they require to achieve success—to
make their full share of profits—to build for
permanence.

We have built a wonderful Matched-Unit Radio
—AND, what is equally as important, we have
built a plan to merchandise it—a plan that
dealers want.

The Stewart-Warner Dealer Franchise assures
Leadership. It does not split up the possible
business in a community among so many dealers
that the profits are spread out too thin. Itestab-
lishes a dealer in a “stronghold” all his own.

Our method of distribution protects this policy.

We have no jobbers. We have our own cen-
tral Distribution Stations—g6 all over the world
—62 in the United States and Canada. They
are direct factory branches under the Stewart
Warner name.

“Counterfeit” dealers are barred. No individuals
can buy at “dealer’s prices.”

The Stewart-Warner Authorized Dealer 1s su;
preme in his dealership.

If you are a music dealer and carry the Stewart-
Warner line, you won't find a drug store across
the way handling Stewart-Warner Radio. If
you are an Electrical Dealer selling Stewart-
Warner Radio, you won’t find a Music Dealer
near you with a Stewart-Warner franchise—
and so it is in all fields. We give every Stewart-
Warner Dealer this Protection.

Our Branches—each with its distinct territory
—nmakes it possible to carry out this policy. No
other Radio manufacturer has such absolute
control of its distributors.

We wish that every Radio Dealer could come
to our Chicago office and see the care with
which we have laid our merchandising plans to
insure the dealer’s success. It would convince
him that Stewart-Warner has “Everything the
Radio Dealer Has Hoped For.”

If you cannot come, fill in the coupon below
and we will have our representative call and
explain the entire plan—a plan that will
give you “Prestige, Profit, Protection and
Permanence” in Radio Retailing.

STEWART-WARNER SPEEDOMETER\

CORPORATION
CHICAGO U. S. As
pportumt
Radio Division

Stewart-Warner Speedometer Corporatiofe
1820 Diversey Parkway, Chicago, U. S. A.

Gentlemen:—I want to be considered in connection with &
Stewart-Warner Radio Dealership and to discuss the details
with your representative.

Date

Name

Address

City State,

119
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To the Set Manufacturer—

)

ALLAMERICAN

Manufacturers Type
Transformers

Binding Posts  3:1 Type M-19
at Bottom 5:1 Type M-91

The new ALL-AMERICAN Manufacturers Type Transformers
open up to you a new resource in your effort to create a radio
receiver that will delight the eye by its clean appearance, as well
as the ear by its splendid performance. Prompt deliveries are Soldering Lugs. 3:1 Type M-28

. ano o a . at Bottom.. 5:1 Type M-82
assured in quantities of one or a million—each one having passed P
the famous ALL-AMERICAN inspection. atsides...  5:1 Type M-73

Write or wire us now for complete information. We will gladly
send an experienced engineer to consult with you on your ampli-
fication problems.

ALL-AMERICAN RADIO CORPORATION

E. N. Rauland, President
4221 W. Belmont Ave., Chicago, U. S. A.

Boston New York  Philadelphia Atlanta  Pittsburgh Buffalo Detroit Unmounted. ... 3:1 Type M-46
withLugs.. ... 5:1 Type M-64

Chicago  Minneapolis St. Louis Denver Boise
Los Angeles San Francisco Seattle

ALL-AMERICAN

Largest Selling Transformers in the World

«d
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cA Rewlutionary NEw Set!

The first set produced by a reliable manufacturer complete with tested
tubes, batteries, loop and loud speaker. There is nothing extra to buy!

PRICE $185.00

Here is the set of the future—distinct from
and above competition. You have waited for
a set of beautiful finish and workmanship, at
a moderate price, that will operate anywhere
without aerial or ground—and equal or excel
the best performance of sets using an outdoor
antenna.

The Cleartone “90” gives you exceptionally
strong loud speaker volume over big distances.
Remarkably low “A” and “B” battery con-
sumption. This is a seven tube, completely
self-contained set using dry cell equipment.
Beautiful cabinet work, the finest material—
mellow, clear, and beautiful tone. Every de-

Cleartone Was First

To use pointers instead of dials.

To use a metal panel.

And now it is first to provide the loop set that really
performs and that is sold complete.

Table Model 91. Loud Speaker Built in $200.00
Console Type Loud Speaker Built in $275.00

tail of workmanship and construction stamps
it as high grade.

This set solves the problem of the apartment
dweller who can’t erect an antenna. It is the
ideal outfit for the farmer who has no charg-
ing equipment. And this year the farmer will
be radio’s biggest customer.

You can demonstrate this set anywhere—in
ten minutes—and it sells itself!

Dealers and Distributors:
Get away from the fierce competition on ordinary five
tube sets.
This outfit at this price is a wonderful value. Easy
to demonstiate.
Easy to sell. The perfect proposition for the great
apartment building and farm markets. Our new sales
plan eliminates most of the troubles you have en-
countered in selling the ordinary set. Write for it.

The Cleartone Radio Company
2429 Gilbert Ave., Cincinnati, O.

The clear tone detached loud speaker is a
handsome cabinet type of the finest appearance
and workmanship and wonderful distortionless
tone for only $25.00

PN

(CLEARTONE Comlete

r-'
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he New Pooley Models
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Have you

INCE our first presentation of the com-

plete new Pooley line two months
ago we have booked very large orders
calling for heavy monthly deliveries for
many months to come.

Qur total capacity production is being
signed up well in advance.

Thenew Pooley modelshave made a def-
inite hit. We hear from many distribu-
tors and dealers that Pooley Radio Cabi-
nets and Radio-Phonographs equipped

placed yours

?

4

with Atwater Kent Radio are “goingbig”.

We want to take good care of Pooley
dealers. But we can do so only if you
will book your orders now with your
Pooley distributor. He has all models
ready—to show you and to ship you.
But you must act now—to be sure of
enough cabinets to meet your require-
ments later.

If you don’t know the Pooley distributor
inyour territory,writeus for information.

THE POOLEY COMPANY
Radio Sales Department C

i it 1602 Indiana Avenue  Philadelphia, U.S. A.

igher west of
the Rockies
and in Canada

Model 1120-R-2
Equipped with Model 20
Atwater Kent 5-tube Set.

Price complete,less tubes
and batteries—

$225

PooleyRadioPhonograph
Model 1500-R-3
Chinese Chippendale

Style. American walnut
orEnglish brown mahog-
any, duotone finish.
Height 507, width 307,
depth 18”7,
Equipped with Atwater
Kent 5-tube Model 20
Compact Set; built-in
“  Pooley ﬂoaung horn;
Pooley phonograph in
amplifying chamber.
Price complete, lesstubes
and batteries—

Model
1500-R-3
Sliding grilles and

"hl.l. . phan‘ugnfph

adio in sliding
panel

Compartment for
atteries

Shelves for record

l\dh

M\ l\m'm \H
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Console Model 1400-R-1 Model 1600 R-2

Louis X VI Style. English brown 4 ; Italian Style. American wa Inut
tyle ngli i

mhgnvdotneﬁh g dEg hb wnmhgy
Height 3117, g uo

153 1A wideh 347, depch ¥ RADIO CABINETS Heighe e *,depth
Accommo dates an A tttttt q 5 165’

Kent Set. Space for set, 28437 x " “with Equipped with Atwater Ken
10557, 5-tube MdlZOComp ¢ Set.

teries—

AﬂVATER KENT ! g;itct:nc:;mpl , less tu bes and

Model 1320-R-2
i !S\ tS vle. Finished in

| nwa]nu rEng-
I lish b own mahogany—
special Oriencal burl,
rosewood nd walnut
inla y

Height 503%”, width
295 , dept hlSVz

Equi pp ed with Model 20
Atwater Kent 5-tube Set.

S iame—

Models 1110-R-2
and 1120-R- 2

S rt Style. American
l tor Engl hb wn

mhognyd one
finish.

Height SZVf/ width

337, depth
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ATWATER KENT

RADIO

© 1925 ©
SEPTEMBER

i 1 ~ 3; '
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To our Dealers:

No other radio manufacturer givesits
dealers stronger advertising support.
The campaign this Fall will be pow-
erful and comprehensive. You will
receive a detailed announcement. Be
ready for it. It’s YOUR story. Be
ready to turn to your own profit the
large investment we are making in

telling it.

Phonograph Attachment,
with ¢’ flexible cord, $3.

Model R, with 6’ Model L, with 9"  Model 20, without tubes,
$80.

fiexible cord,$12. flexible cord,$17.

€rc Comes

eptember|

RADIO is approaching the busiest period it has ever known.
We are ready to do our share.

We have no seasonal or yearly models. As improvements
are developed, and if they meet our severe laboratory tests, they
are adopted. We have recently made improvements which
increase efficiency, but they do not render any of our models
obsolete.

We have been talking with a good many dealers, and what
they want boils down to this: In the manufacturer —stability
and sound principles consistently adhered to. In the product
—dependable, guaranteed merchandise which they can sell
with the knowledge that it will not come back to plague them.

More and more dealers are glad to sell the products of
the Atwater Kent Manufacturing Company.

Our enlarged factory
covers twelve acres of
floor space. We have sev-
eral thousand employees
md k’i ng Atwater Kent e R A S rareday cooing
Radio, and a competent, §| feom9 2 1 50 00k,
loyal sales organization. QI 2%, T L% i

Here comes September!
Now is the time to act.

Ewvery T hursday night —

The potential audience of the Atwater

WEEI Boston; WFI Philadelphia; WCAE

Pittsburgh; wa R Buffalo;

ww] Detroit ; wcco Minne

apolis-St. Paul; woc Daven-

port; Wsal Cincinnati.

ATWATER KENT MFG. CO.
A, Arwater Kent, President

4733 Wissahickon Ave. PHILADELPHIA

Model 20 Compact, in-
cluding battery cable,
but without tubes, $8o.

Model 10, including battery cable, e

but without tubes, g80. Model 24, without tubes,
Prices siightly higher from the Rockies west, and in Canada $100,

Model M,withg’ Model H, with 9’
fexiblecord, $28,  flexible cord,$22.

L
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As Gold Is Given the
Assayer’s Test—

so a magazine must pass through the crucible of its
readers’ judgment. For the past seven months, Radio
Retailing has been “on trial” before the radio trade.

It is gratifying, therefore, that letters such as the
one on this page and those on pages 166 and 167, are
being sent, voluntarily, to the offices of Radio Retail-
ihg, by men who have staked their fortunes on radio
and made it their lifework.

Radin Retailing,
New York City.

Gentlemen:

Will you kindly send one year's subscription to each
of the-following firms, if not on your subscription list
already. They are dealers of ours and we feel they
should have “Radio Retailing,” as it is the best we
have seen thus far.

Will you send each dealer a letter informing them
that we are presenting the year's subseription with our
compliments?

Wilson and Coffin, Flagstaff, Ariz.
Seligman Garage, Seligman, Ariz.
White Garage, Williams, Ariz.
Berryhill Company, Phoenix, Ariz.
Babbitt Brothers, Winslow, Ariz.
Pitts and Washington, Ashfork, Ariz.
Black and Ellis, Kingman, Ariz.
Karger Electric Company, Douglas, Ariz.
E. C. Grasty and Brothers, Winkelman, Ariz.
Navajo-Apache Abstract Company, Holbrook, Ariz.
J. D. Sullivan, Hayden, Ariz.
Griffin and McFaul, Florence, Ariz.
South Side Gas and Electric Company, Mesa, Ariz.
Valley Electric Company, Casa Grande, Ariz.
Very truly yours,
ELECTRICAL EQUIPMENT COMPANY,
312 North Central Avenue,
Phoeniz, Ariz.

McGRAW-HILL COMPANY, INC., Tenth Avenue at 36th Street, New York, N. Y.

JaMes H. McGraw, President

ARTHUR J. Banpwix, Viee-President
MaLcoLM MUIR, Vice-President

Epwarn J. MeHREN, Vice-President
MasoxN BriTTON, Vice-President

James H. McGraw, JR., V.-P. and Treas,
C. H. THOMPSON, Secretary

Electrical World

Industrlal Engineer

Chemical & Metallurgical Engineering

Electrical Merchandising Power Electric Railway Jonrnal
Bus Transportation Engineering News-Record Coal Age

Copyright, 1925, by McGraw-Hill Company, Inc.
Cable Address: **Machinist, N. Y.*
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Whai Is the 1925 Customer Asking For?

“Radio Retailing” asked 100 dealers in
ten States what their prospects were
demanding of radio sets and also what
the trend in buying factors has been
since radio’s inception in 1922. The
answers, given in graphic form below,
will be of inestimable value to the buyer
in choosing his merchandise for the Fall
market and to the salesman in selling
“customer satisfaction.”

Tonal Quality

is the first requisite. Customers are demanding faithful re-
production and clarity. To win the women to radio, the raspy
notedaf a year ago must give way to a mellow and pleasing
sound.

Selectivity

In centers like Chicago and New York this factor is of
paramount importance. Stock and sell only sharp-tuning sets
so that customers will not be disappointed by over-lapping
of stations.

Appearance

“Radio is style merchandise.” Very shortly this factor will
head the list. This is a desired evolution if the radio set is
to get the premier position in the living room of every home.

Price

Low-priced sets are in d d, but L ship and con-
vincing demonstrations can shift sales to a quality basis.
Sets and loudspeakers made solely for a “price” market are
a menace to radio’s future.

Distance

The ranks of DX hunters are thinning rapidly. The poten-
tial buyers, upon which a sound market must be built, will
be satisfied with a dependable local program.

Loop Reception

Self-contained units without unsightly wires are coming
more and more into popular favor. While outside antennae
are giving more all-round satisfaction, the dealer should stock
both types.

Volume

could be considered a prerequisite. But since a set which
has not got loudspeaker volume could hardly be called a
standard article of merchandise, this element is no longer
a factor.
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This Business of Ours—

Quality Is Season’s Watchword

Fidelity of Tone Reproduction Will Be Greatest Public Demand this
Fall—Battery Elimination to Have Prominent Place in Next Season’s
Radio Picture—Keep in Close Touch with Customer’s Buying Trend

ONSERVATISM 1is a good
f‘ thing, but there isn’t much
money in it. I am strongly
of the opinion that caution shoull be
the buyer’s keynote, but I haven’t
much patience with the notion that
hand-to-mouth buying is the thing.
Radio business is going to be good—
I am supremely confident of that—
and the retailer who is going to
make money is the fellow who will
have stuff to pass over the counter.
Now, as to what you should
buy . . I feel a story coming on.
It’s a negro story, the one about
the boy who lounged into the office
of a white storekeeper one morning,
and politely asked if he could use
the phone. Given permission, the
one-way conversation ran about as
follows: “Lo, Mi’s Buchanan? Ma’m,
I seen in de papeh where you-all
wanted a good cullud man. Is you-
all still wantin’ one? No? The man
you got’s puffuctly satisfactory?
Doesn’t connimplate makin’ no
change soon, eh? All right, ma'm.
Goo’bye.” The storekeeper having
overheard, remarked to Sam as he
left the phone that it was too bad
the place was filled. “No, sah, dat’s
all right,” was the reply, “I’se de
nigger what’s got de job, but I’se
jest a-wantin’ to check up.”

By J. ANDREW WHITE

The point is—are the sets you
have sold “puffuctly satisfactory”;
do your customers *“connimplate”
making any changes? You should
know. Sam’s method is one way of
finding out, and there are plenty of
others. I needn’t mention the count-
less ways of keeping in touch with
your customers, but it is not pos-
sible to lay adequate stress upon the
importance of establishing and hold-
ing that contact.

Feel Out Your Customers

There is the universal prescription
for buying. Community needs vary

Looking Ahead
An efficient source of power
supply from light wires will
make its appearance.

Storage battery and dry
cell sets will continue the
even tenor of their way.

The outside antenna will
continue to hold first place
in all-round efficiency.

Sets with a multiplicity of
controls are doomed.

The craze for DX is pretty
well over.

according to the section of the coun-
try, but out of all the buying lessons
I have learned the most valuable one
I can pass on is just that: Try out
your customers.

This means getting their reactions
when you tell them about something
new, and of course better than the
equipment they now have. You
learn that way how much radio
means to them, in their individual
homes, whether they really want
something better, or have given no
thought at all to the matter; whether
they are satisfied or whether they
intend to spread themselves a bit
but are not ready at the moment to
come to any decision. Once you get
a cross-section of opinion like this,
it is not a very difficult thing to
arrive at some estimate of possible
sales expectations in the Fall. It
won’t be accurate—in fact it will
be wholly valueless—if the informa-
tion you collect in this manner comes
in response to an approach that has
anything of a direct sales talk in it.

Right now is not the season for
direct approach to people who have
bought stuff from you before; hit
them up with the sign-on-the-dotted-
line urge and you’ll be fooled by their
answers—there will be lots more in
the negative than the proportion of
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sales will show when the real buying
time arrives. But if easy, almost
casual, reference is made to new and
improved apparatus or devices in an
inquiry mainly concerned with the
radio equipment they have at the
moment—the stuff you sold them,
and what degree of satisfaction it
represents—you will be thanked for
vour interest, have placed the cus-
tomer under a sense of friendly
obligation, and acquired something
very tangible along the line of the
possibilities of each individual as a
future sales proszpect.

Now as to the volume of sales
among newcomers—there is nothing
I can tell you about that! You know
your store, your community, the per-
centage of people who have bought
sets and those still unsold—or if
you don’t you should; otherwise you
are overlooking a fundamental of
merchandising—and, of course, you
know your volume of sales last year.
Weigh, these factors with the pop-
ularity of your store—has it in-
creased or decreased?—and on the
basis of the volume of business done
last year, expect a little less, or a
little more, and buy accordingly.
Now, that is not a eryptic statement.
I mean, buy a little more if you are
stronger in the community, a little
less if you feel that by competition
or for some other reason, your nor-
mal business should fall off a bit.

All of which rests on this position,
which I stand on firmly: The coming
season shows no indications of being
exceptional; nor does it look as if it
will be a dull one; the volume of sales
will be normal—that’s my forecast
in one word. By it, volume of pur-
chases can be governed with reason-
able accuracy, and full confidence.

And that’s that. . . .

E HAVE talked thus far solely
about volume. Now for tend-
encies. What every retailer wants
to know is, in which direction is the
public fancy going to stray?
My answer is, Quality is the thing.
We have had the craze for DX;
that is pretty well over. Then came
volume, the requirements here were
quickly met by the manufacturers.
Then the multiplicity of stations
called for an improved degree of
selectivity; and the development has
been adequate, if not universal.
Proportionately, there has been pre-
cious little done in improvement of
quality. That is the next step, and
the thing to be kept foremost in the
mind of the dealer in weighing the
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Trend in Hook-Ups for Factory-Made Sets Since 1922

1, Radio frequency; 2, super-heterodyne;
3, neutrodyne; 4, reflex; 5, regenerative.
This is the ranking in total sales of factory-
made sets anticipated this coming season by
a large retail store with branches in New

York City and Chicago. The order shown for
the past three years is based on number of
sales. If based on actual production of com-
panies, however, the neutrodyne receiver would
undoubtedly take second place.

merits of salesmen’s offerings in the
comparative price range.

Manufacturers of the higher
priced sets have been prodding their
laboratory staffs for vast improve-
ment in faithfulness of reproduction,
and the result is going to be seen
early in the season. The raspy dis-
tortions of a year ago are going to
be kicked into oblivion as soon as
the public has had a chance to listen
to the bettered broadcasting, and the
retailer who stocks up_with sets that
emit harsh and phonographic sounds
will find the customers backing
away, even if the merchandise is
low-priced. There’s a pitfall here,
and the radio trade might as well see
it now.

Whether or not the individual can
afford the high priced sets, he is
going to want something approxi-
mately as good, even if for con-
siderably less money, and he is just
as likely as not to end up by not
buying anything, if his money will
give him only badly distorted stuff
many of the cheaper sets got away
with in the season past. There’ll be
a basis of comparison—that’s an im-
portant thing to remember—and if
my experience in the business is
worth anything it will mean a swing
over of public demand to important
emphasis upon faithfulness of repro-
duction.

In the stores with which I am
associated the demand for quality
reproduction is already predomi-
nant; if it hasn’t yet reached out all
over the country, it will.

MAZING improvement has been
made at the transmitting end
of broadcasting—just how good it is
the public doesn’t know yet, because
the receivers and speakers that de-
liver programs with fidelity to the
original have not been generally
available. But that experience is
coming to the customers, and they
are going to like it to the point of
insistence upon it as a regular thing.
The set with a multiplicity of con-
trols, too, is doomed. Mechanical
design holds the possibility of prac-
ticable and efficient single-dial sets
for the current market, but the set
with two dials is all right; a person
has two hands and there is no objec-
tion to using both, particularly if
the result is better (as it is at this
stage of the game) from the stand-
point of manufacturing economy and
all-round efficiency. All the reason-
able necessities of radio reception
can be obtained in design which
makes more than two controls un-
necessary, and this is likely to be
of some importance in the coming
market.

And now that subject of such
widespread discussion — the elimina-
tion of batteries. Nothing is more
certain than that a source of com-
plete power supply tapped off the
electric light ecircuit will make its
appearance, probably this season.
There is no reason why it should not
be highly efficient, too. Applied to a
set operating with low-consumption
tubes it should function without
fiuctuation, without hum, and every
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Radio Frequency Takes Lead in Home-Made Sets

1, Radio frequency; 2, super-heterodyne;
This is the order in popularity of hook-ups
used by fans who make their own sets, based
on the number of sales of a large chain store.

3, reflex; 4, neutrodyne; 5, regenerative.

As with the ranking of factory-made sets, on
opposite page, this compilation is not te be con-
sidered an estimate for the country as a whole.

bit as well as those which now de-
pend upon batteries for a steadier
source of current supply.

UT even if we are on the eve

of the introduction of the set
without batteries, it is not a matter
of grave importance in the schedule
of buying which the retailer has to
map out now. Granting that the
long awaited innovation does come
along early—it’s more likely to be
late—in the season, I have noticed
that it takes the public three to four
months to get around the natural
skepticism associated with novel
departures, and what might be
termed a buying wave is much
slower than that in coming. The
early models, or at least the early
supply, seldom approach the stand-
ard of later perfection, too; and that
further slows the process up. In
addition to which, is the ordinarily
sky-high priee tag which has to be
attached to new and meritorious
things, initially.

So while there is no definite in-
formation, and it is more a premoni-
tion that we are going to see a
worthy unit of power supply without
resorting to batteries, the whole
matter is a secondary consideration
for the reasons given. The storage
battery tube will sell, and sell well;
there will be a gain in the sales
volume with the dry cell type, and
batteries both A and B will continue
along the even tenor of their way,
not greatly affected by the actual or
impending arrival of the newcomer,
and a sure and certain staple for

-
the retailer who has a well balanced
business.

One basic question remains to be
answered on this subject of buying:
Is the outside antenna obsolete?
That’s a pretty one. My answer is,
not yet. The day is not far distant
when wire drapings will come off the
roof, but we are concerned with the
Fall season of this year, in this
discussion, not with prophesies into
the future. And I feel quite certain
that in the present state of the art

How Retail Inventories
Vary with Season
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The charts above show the balance of stock
in percentages carried by a retail corcern with
branches in New York City and Chicago. The
relative investment for the two periods is not
obtainable; nevertheless, the percentages will
be helpful to other merchants, as they repre-
sent good merchandising practice.
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the outdoor aerizl has 2 secure place
in the scheme of things.

There isn’t much choice when it's
a matter of reception up to a dis-
tance of fifty miles—at least, that
is what the records of our service
department show and customers tell
me personally—but beyond that the
amount of energy picked up by the
set with the self-contained direc-
tional loop does not compare favor-
ably with what it does, or another
set will accomplish, when hitched to
the single wire atop the house. I
know that engineers can dispute this
and present impressive data to prove
to the contrary, but I am setting
down against their theory the actual
experience of a retailer who has sold
a very sizeable quantity of radio sets
of all sizes, shapes, qualities and over
the widest possible price range.

HE direct answer therefore is,

carry both types of sets, but a
lot of trouble will be saved if it is
made clear to the purchaser that, so
far as the immediate present is
concerned, the outside antenna still
has the edge for efficient all-round
working.

I anticipate two things: there will
be those who will say that I am
talking through my hat, that the set
with the self-contained antenna has
the call, and that it will do every-
thing that can be accomplished with
the outdoor aerial. With the first
I am going to agree; the growing
popularity of the loop type is un-
questioned; it is already right up
alongside the older brother and
likely at any minute to step out in
front; but I am a long way from
being “sold” on the idea that equality
in general efficiency has yet arrived.

A well balanced assortment with
an eye to quality first seems to be
the logical basis for determining
what new stock shall be bought; and
it will be immensely beneficial if the
word “revolutionary” is dropped
right out of the lexicon of all radio
dealers and makes no appearance
whatever in any of the literature or
advertising associated with new
apparatus. That single word has had
an influence in slowing up sales
beyond all estimate. Lay the blame
at its door for the attitude of
hesitancy on the part of the public
in holding off.

Sets and accessories are “better”
than they were last year, much bet-
ter—that’s the sound merchandising
idea for the new season.
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From the Merchant’s Point of View

Buying Radio for Fall, 1925

The Factors in the Situation as an Experienced Merchandiser Sees
Them—Things to Ask About When You Place Your Commitments

ERTAINLY August is the
Cmonth when manufacturers,
jobbers and salesmen of radio
hope the merchant will start to buy.
And as certainly it is the time when
the radio merchant will think most
decisively regarding his fall buying.
Right at the outset of
this article I want to apol-
ogize for the superabun-
dance of pronouns, first
person singular, that ap-
pear in the following
paragraphs. They are no
adornment to the pages,
but the editors have
asked me to “speak right
out in meeting” and I
am talking as one radio
merchant to another. I
have no “inside” in-
formation regarding any
specific condition in the
radio industry, if any
such exists. I only know
those things regarding
present and future con-
ditions which seem to be
generally known and gen-
erally accepted in the
trade. Thisis being writ-
ten early in July and by
the time you read it, you
may be in possession of
authentic information
which will prove of far
more value to you in
vour fall buying.

What we are here dis-
cussing is not the future
of radio in general, its
permanency, its con-
tinued growth in publie
favor and use, or its
seemingly limitless pos-
sibilities that fairly
stagger the imagination.
Rather, we are to talk
over together what we,
as merchants of radio
(somehow I can’t take
kindly to that wcevd

By S. J. RYAN
Consulting Editor, Radio Retailing

“dealer,”—we have too many dealers
now, and by far too few merchants)
are going to be thinking in the

month of August, 1925, with regard
to placing orders for radio merchan-
dise to be sold during the succeed-
ing months of 1925.

“When the Salesman Calls

I’li Ask These Questions”

1. Territorial Protection

Will the manufacturer insure me against having
my natural trading territory glutted up with other
outlets for his goods?

2. Indiscriminate Dealer Price Cutting

Will his distribution set-up prevent retailers in
other districts in my town from slashing prices on
this merchandise and using it as a “come-on” item?

3. Changes in Price or Models

If the manufacturer contemplates a price reduction
will an advance notice or rebate be given me? And,
also, will my stock be replaced or credit issued in
event of sets being declared obsolete?

4. Budgeting or “Dumping”

Are production figures for the set I'm asked to
buy based on an analysis of market, obviating a
surplus and the necessity of
spring?

“dumping”

As T look back a few years and
recall those first hectic weeks of buy-
ing when our fear of not having the
latest thing was only exceeded by
our fear of having it too long, and
our dread of not having enough of
what they were calling for was only
surpassed by our ignor-
ance of the whole thing,
I still marvel at the
ready and almost uni-
versal acceptance of this
thing called radio. It
just captured the public
imagination over night.

Since those days we
have had lean seasons
and fat ones. Radio
merchants, jobbers and
manufacturers have had
a most liberal education
in merchandising- And
vet we had overproduc-
tion and dumping only
a few months ago! I
hardly believe there is
any question in the mind
of any merchant as to
the future of radio. We
all know we've only
started. Just the same
radio in itself is no pan-
acea for all sorts of
merchandising errors.
If we could only have
gotten far enough away
from it, many undoubt-
edly would have likened
its past to a real-estate
boom—and acted accord-
ingly. It is an old say-
ing there is nothing
safer to buy than the
earth, but after the first
time we generally assure
ourselves we are buying
earth.

I feel merchants are
not going to be stam-
peded this fall. A great
deal of radio merchan-
dise is going to be made

next




and bought and sold, but the
whole thing will be done on a saner
basis. The smart still lingers. Of
course it’s anyone’s guess what the
public are going to do—mine is that
they will slowly regain confidence in
the value and the freedom from im-
mediate and basic changes of radio
merchandise, that general buying
will accordingly start a bit later,

will be steadier and less violent and .

will continue after the holidays. But
all this only in the event the public’s
confidence is retained. If anything
occurs to create a doubt in their
minds regarding the stability of
values or applications, they’ll simply
quit buying. And we all know what
that means.

My personal opinion from obser-
vation as a merchant, is there will
be quite a recession all along the
line in prices, as against those which
prevailed a year ago at this time.
This applies not only to any mer-
chandise which may be identical in
character this year as last, but
to merchandise with only detailed
changes which have not altered the
intrinsic value or the performance
to any great extent. So I look for-
ward to being offered merchandise
at a lesser price. I do not know at
this time how much this reduction is
going to be in each line but it will
be a substantial one. Of course, as
a merchant I'll have to absorb my
own loss on any such merchandise
carried over but that’s all in the
game.

I do not look for any fundamental '

changes this year. At the same time
I want to know. So when the repre-
sentative calls T’ll ask questions and
expect to receive authoritative an-
swers—not only for my own protec-
tion but so I can intelligently answer
those of the public. Because 1 be-
lieve the publie’ll ask plenty.

A Definition of “Exclusive
Franchise” Wanted

Next I want some definite assur-
ance on protection. I'm not a banker
but a merchant and I am not going
to demand a banker’s guarantee—
but I feel I am entitled to know just
where this particular manufacturer
and particular distributor stand in
the particular territory where my
business is located. And I want to
know that too. There is a good deal
of talk about exclusive franchises.
Well, exclusive is a very elastic word
and in the final analysis somebody
off somewhere has to define it for
the particular location in point.

Personally T am not much of a
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“Don’t Sell a Set and Then
Forget It”

ENRY MEYER, proprietor of the Meyer Store,
Hlnc., of Pittsfield, Mass., is a phonograph dealer

who is.making a success of radio to the tune
of a $50,000 yearly gross in sets and accessories. He
did it, in his own words, because—

“T sell only radio products I have faith in and deal
only with jobbers and manufacturers who keep faith
with me.

“T keep.faith with my customers. I don’t just sell
a radio set and then forget it. It is word-of-mouth

. advertising which brings returns. Give real service.

“] don’t waste time on trial sales. I sell ‘the set
before it leaves the store, but I do give a money-back
guarantee if it proves unsatisfactory.

“l advertise—not wastefully, but well and wisely.
I drive home the fact that both the set and the store
are reliable and have always given satisfaction.

“I have demonstration booths for radio, just as for
phonographs. 1 make my business dignified and don’t
have to apologize for it.

“I have a good staff of salespeople and don’t leave
the whole business to just one, or two. Sometimes a
new personality brought into the sales picture will close
a deal.

“] carry the smallest possible stock, so as not to
get stocked up with merchandise that may soon be
obsolete.

“T sell all sets at list and carry my own paper,
getting one-quarter to one-third down, with.no extra
charges.

“T make sure the set is installed properly, for many
times the sale depends on the customer’s first impres-
sion after he hears it in his home.

“] give service—plenty of it and without charge,
except for a $9 installation fee. Free service is neces-
sary in radio retailing and manufacturers might well
take it into consideration when setting their discounts.

“Finally, I watch all overhead expenses carefully.
No guesses are allowed and I know just what my selling
costs are and what proportion should be allocated to the
radio department.”
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believer in exclusive franchises, be-
cause they don’t seem to work out
very advantageously for all con-
cerned, and any business arrange-
ment that doesn’t isn’t much good.
However, if I am a merchant 1 ex-
pect to be consulted rezarding who
and how many distributors and re-
tailers of this particular merchan-
dise there are going to be in my
natural trading territory.

Then I am going to commit “lese
majeste” and ask some questions
about production schedules of 1924
and 1925. And what’s going to be
done about surplus. Just a nice
friendly little chat but I want to
know and I think I am entitled to
know.

Of course this salesman being
interviewed represents ‘a standard
manufacturer. I mean by that, of
course, one who has the organiza-
tion, finances and equipment to prod-

not afraid to stand back of and will
keep his promises of delivery. Other-
wise I will not buy from him because
1 wiil be afraid to.

My past experience in radio has
taught me well it is a stock requir-
ing constant watchfulness and that
next to the selection of my lines,
turnover is most essential. In fact
I am not sure it is not the more
important. So under no conditions
will T buy more than a month’s
supply—and my judgment will dic-
tate this quantity. Into this factor
of quantity must enter all local con-
ditions affecting radio. Just one for
example.

Personally I believe the sales of
radio at retail in the country for
the past yvear were less than four
dollars per capita—nearer three in
fact. How were they in my location
—above or below such an average?
Suppose we calculate they will spend

uce dependable merchandise he is five dollars each this year. How
How Do t} ]
ow Do the Various States Rank as
L]
Markets for Radio 2
Rank
Rank Rank Rank According Rank Rank Per Cent of
According | According | According [to Number| According of Radio
to to to of to .| State as a | Business
State Number | Number Number | Passenger | Number Market That
of of Income | of Homes |Automobile| of Broad- for Should Be
Families Tax Wired for Regis- casting Radio Done in
Returns |LElectricity | trations Stations Each State
Alabama....... . 19 32 31 32 20 25 1.0
Arizona.. ... ... 44 44 44 45 210 41 n 3
Arkansas. ... ... 23 36 33 34 18 25 0.6
California. ... ... 6 4 4 2 1 5 6.6
Colorado. ... ... 33 28 21 22 16 24 1.0
Connecticut.. . .. 28 14 14 27 21 18 1.6
Delaware. .. .. .. 48 47 47 48 v 23 44 0.2
D.C... ... ~ 41 19 42 38 20 33 07
F]()rid_a. S 32 34 22 24 18 29 0.9
Georgia.. .. .. . 12 22 23 25 17 17 1.4
Idaho. ... ... ... 4) 41 41 43 19 24 0.4
Illinois. . ... .. o 3 2 2 5 2 2 8.1
Indiana. ... ... [l 12 11 10 12 11 3.2
Iowa.. .. ... . 14 13 15 8 5 12 2.5
Kansas ... .. 22 18 17 15 17 15 1.5
Kentucky. .. .. 5 16 23 20 21 22 19 1.3
Louisiana .... .. 25 27 32 30 13 27 1.2
Maine. ...... .. 35 33 27 37 20 31 07
Maryland. ... 30 17 24 23 19 23 1.1
Massachusetts.. 8 5 7 9 8 7 4.0
Michigan .. ... 7 8 6 6 6 6 4.4
Minnesota ... .. 15 16 12 13 11 13 2.2
Mississippi ... .. 24 39 43 35 20 33 0.8
Missouri...... .. 9 10 9 I 8 10 3.4
Montana ...... 36 35 37 40 16 36 0.6
Nebraska... .. .. 31 25 25 18 9 22 1 4
Nevada.. ... .. 49 49 49 49 23 45 0.1
New Ilampshire 42 37 39 42 20 3) 0.4
New Jersey. . ... 10 7 8 i4 10 9 3.5
New Mexico. . . 45 48 48 46 22 43 0.9
New York. .. ... | 1 1 1 3 1 10.8
North Carolina.. 17 390 29 17 22 21 1.3
. 39 45 45 36 18 38 0.5
4 6 5 3 3 4 6.4
21 20 18 16 16 14 1.5
34 29 26 28 18 28 0.9
3 3 4 2 3 7.6
38 31 34 39 16 25 0.7
27 4) 36 31 21 32 0.8
37 43 40 33 20 30 0.5
18 28 19 26 14 20 1.4
5 9 10 7 4 8 3.7
43 38 30 41 15 37 0.5
Vermont. 45 46 38 44 22 43 0.3
Virginia. . . 2) 21 28 20 19 19 1.3
Washington 26 15 16 19 7 16 1.6
West Virgin 29 24 35 29 22 27 0.9
‘Wisconsin. . 13 11 13 12 10 12 2.3
Wyoming....... 47 42 46 47 23 42 02

In order to give the radio dealer, jobber
or manufacturer a gauge with which to
measure his market, the research depart-
ment of Radio Retailing, under the diréc-
tion of Arthur P. Hirose, has ranked the
various states as markets for radio appa-

ratus and has determined what per cent of
radio business should be done in each state.
Jobbers and dealers can use these same
factors in determining whether or not their
respective communities are being developed
to their fullest extent,
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many ways will this be split and
what plans have all three of us—
manufacturer, distributor and my-
self—made to assure myself of my
share and how much is that share?
Guesswork very largely TI’ll admit,
but there’s a lot of that in merchan-
dising and there’s been some pretty
bad ones made in radio.

Next to quantity, en masse, comes
the detail of its division. How much
of it for sets, for tubes, batteries,
loud speakers, ete. Certainly no
merchant goes at this thing blindly.
These are the sort of things we have
just got to know, or sure as shootin’
we’ll find ourselves tied up in an
unpleasant way that always causes
losses. It's a comparatively simple
thing to make a division of your
orders in such a fashion—much
simpler and more accurate than of
your sales. If you haven’t done it
in the past and haven’t got copies
of your orders on file, better start
now. It’s a michty good invest-
ment. And use it as your guide.
Never let any manufacturer or
distributor or salesman stampede
you. They’re not retailers, they’re
optimists.

Now that I have got that in shape,
I study very closely the matter of
price range. Extremely important
and especially so in sets. Personally
I believe the dealer with a fair
volume can sell in largest number
this year sets retailing around one
hundred dollars. This would give
him a good selection of sets that
will make satisfied customers. And
the other prices in proportion, all in
accord with your location, character
of business, etc. So I will divide my
appropriation for sets into a price
range and watch jt like a hawk.

Next I will take up the question
of functional types in the various
price ranges. As a merchant I
thoroughly believe in trying to have
what the public wants when they
want it. I would rather sell to an
idea than against it when that idea
is a sound one, and in radio of today
I personally believe there is ample
room for a difference of opinion and
desire upon the part of the public.
I may be all wrong, but again I am
only a merchant, not an engineer,
and I am selling merchandise, not
opinions.

And summing it all up, as I am
preparing to digest this mixture of
price reduction, changes, protection,
turnover, price range, etec. 1 would
liberaily add that, to my mind, very
necessary ingredient for 1925,—
caution.
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Radio’s/Place in the Summer Sun

/'

An enterprising suburban dealer recently put a radio
receiver in an express cart and hired a bay to pull it up and
down Main Street with a concert going, thus dispelling
the popular idea that you can’t get good radio reception
in warm weather.

Above—C. Francis
Jenkins, (at right)
Washington,
D. C,, inventor,
who recently dem-
onstrated to
Government offi-
cials his appara-
tus that broad-
casts motion pic-
tures, shows Secre-
tary of the Navy
Wilbur (seated)
and Admiral
Eberle (standing
at left), his latest
machine, which
permits the ex-
hibition of motion
pictures in day-

Above, at left—Locking up from the base of one of
the 300-foot aerial towers of WJZ’s new 50,000
watt transmitter at Bound Brook, N. J.

At right and abose—Two important summer uses

for radio—on boats and at life-saving stations.
Although the receiver used by this New York
Life-Saving Corps is a home-made affair; it shows
a possible market for factory-built sales; and sug-
gests another—boat clubs.
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An Analysis of the Radio Buying

America’s most important radio market—
the area within a fifty-mile radius of New York
City—has 10 per cent of the population of the
entire country. The survey of this market,
compiled by twenty investigators covering the
sales methods of 1,675 retail stores, brings to
light valuable facts on balancing radio stocks,
days on which to have sales drives, etc.

By FRELING FOSTER

States. It leads all other cities and sections of

the country in the number and pre-eminence
of its broadcasting stations, the quality and variety of
its programs, the number of receiving sets in use,
and the number of dealers, jobbers and others employed
in manufacturing, selling and broadcasting.

N EW YORK is the radio headquarters of the United

Retail Sales of Radio Equipment in Metropolitan New York During 1924

Complete_ sets $62,411,698
Parts 318,000,000
Stor. batts. $16,848,880

Vacuum tubes

$15,781,074

(New York City and its 50-mile suburban trading territory)

380

others oo

$ 46,169,993
or 31%

What the Average Radio Retailer Sells Annually in Metropolitan New York

Loudspeakers $15,447,492

Dry batteries $12,411,446

Chargers $5,594,509

Headphones $3,277,692

Eliminators $131,689

Total $149,904,460

Sets ........ $41,005 41.59%

Stor. batts. .. 11,916 12.19

Parts ....... 10,746 10.9%
Tubes ...... 10,142 10.3%
Loudspeakers 9,625 9.79 R i S i ol |
Dry batts. ... 8,241 8.39% BT
Chargers . 4,395 459, [N
Headphones.. 2,239 239, [

Eliminators. . 460 04% B

Total ....... $98,769 100.0°;

'f

This chart illustrates and compares the volume of
retail business done by the average dealer in sets and
each important accessory in New York during the
twelve months of 1924. Notice how sets overshadow
every other item!

Annual Retail Sales of the Average Radio Retailer—By Kinds of Stores

Aver. dept. store....$486,516

Aver. radio store.... 99,603 | iamame v e
Aver. electrical..,.. 85,458
Aver. music........ 68,317
Aver. automotive ... 68,295 EETEE)
Aver. hardware..... 68,295 )

Aver. sporting...... 51,688 (N

Average all ......... $98,769

This chart shows the relative importance of each kind of
radio retailer.
of the average store in each class in New York during
1924. The average department store sells nearly five times
as much as its nearest competitor, the average radio store.

The figures represent the total retail sales
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Habits of Metropolitan New York

In fact, Metropolitan New York—the five boroughs of
New York City and its 50-mile suburban trading terri-
tory which contains 10 per cent of the country’s popula-
tion—buys 20 per cent or one-fifth of all radio
equipment bought in America. The United States
bought approximately $750,000,000 worth of radio
apparatus in 1924, and $150,000,000 of it was purchased
by Metropolitan New York.

Bear in mind when considering these totals that they
represent retail sales, not manufacturer’s or whole-

Retail Radio Sales Fluctuate Day by Day with ‘“Peak’ on Saturday

This chart shows the relative importance of each day of
the week in retail radio sales in New York. The heavy
line represents 100—or a normal day—which is ascer-
tained by adding the sales for the six days and then
dividing by six.

There is much less fluctuation than is generally be-
lieved. Monday and Saturday are above normal.
Wednesday and Friday are virtually normal. The only
days which are appreciably below normal are Tuesday
and Thursday. These days could probably be greatly
improved with special drives.

saler’s figures, and that they are for a territory which
contains a larger number of families than are living
within the municipal boundaries of these nine cities
combined: Chicago, Philadelphia, Detroit, Cleveland,
St. Louis, Boston, Pittsburgh, Buffalo and Washington.

This Spring, the writer made a comprehensive sur-
vey of the radio sales in Metropolitan New York for
the New York American. The investigation required
the services of twenty merchandising men who called
upon 507 or 30 per cent of the 1,675 radio outlets in the

Analysis of Radio Sales to Men, Women and Boys by Kinds of Stores

Men Women Boys

670 radio stores 80% 8% 12%
Combined annual sales $66,734,064

300 electric stores 80% 89 129%
Combined annual sales  $25,637,455
875 music stores 729% 18% 10%
Combined annual sales  $25,618,883
25 dept. stores 529, 36% 129%

Combined annual sales $12,162,910

140 au'motive sta. 76% 10% 14% m
Combined annual sales $9,561,301

100 K’rdw’re sto. 85% 5% 10%
Combined annual sales $6,830,155 Z
65 sporting goods 79% 89% 139

Combined annual sales $3,359,695

| !

Totals
Men ....cvouunn. $114,393,348 1769%
Women ........ 17,946,147 129
Boys (under 18) 17,564,965 129%

$149,904,460 1009%
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territory, and secured the distribu-
tion and sales of the 419 makes of
complete sets, vacuum tubes, head-
phones, loudspeakers, dry and storage
batteries, and battery chargers and
eliminators during 1924.

The tables illustrating this survey
cannot go into the thousand and one
details gathered by the investigators.
They are confined to the general facts
about the retailers themselves, their
sales by kinds of stores, by days of
the week, month and for the year,
by kinds of accessories, and the per-
centage of sales made to men, women
and boys.

When studying these figures re-
member that they represent the
average store—the store which sel-
dom if ever exists. They represent
big, medium-sized and little stores,
all added together for the purpose
of working averages.

Dayton Dealer Gets
Front-Page Publicity

Editor, Radio Retailing: We are
enclosing a photograph and copy of
a newspaper article regarding a re-
cent publicity stunt, which we put
on in connection with the “Ohio
Caverns” near this city. The news-
paper article ‘will give you a very
good explanation of what happened,
but we might add that we conducted
this test when there was a severe
electrical storm raging above ground
which would have made reception
impossible because of the static, and
yet we had very little interference
while in the cave.

’;W*

ECHOTORADID!

.|PARTY HALF MILE UNDER THE :,
GROUND, TUNE N,

An Electrical Storm Outside :

Reception In Cave Was Loud and Clear
—Experiment Proves the Waves
Travel Through Earth.

With a heavy rain and electrical
storm raging on the surface, creating
conditions making radio reception ex.

ceedngly -difficult in Champaign coun-
"Ity homes, a party of twelve men, wom-

/| on aud children a half mile from the
entrance to Ohlo Caverns at Mt. ‘Tabor X

Geyer and Grimes of Urbana, O., got front-
page publicity in their local papers by tak-
ing a radio receiver down into the Ohio
caverns and testing the reception. ‘There
may not be any caves in every section of
the country, but there are mountains, sky-
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A Picture of the Average N.Y. Retailer

His Average Stock, Average Selling Prices, and His Average Monthly Sale

Aver. No. Aver. No. Per Cent

Makes Aver. Sell. Sold of Dealers

Carried Frices Monthly Carrying
Complete sets.. ... .. 4.8 $125.57 27.22 92
Vacuum tubes.. ... .. 2.0 3.80 222.46 92
Loudspeakers.. ... .. 4.8 22.13 36.24 96
Headphones. ... ... .. 2.9 5.22 35.69 88
Dry batteries (A&B) 2.4 37¢c-3.27 493 .18 90
Stor. batteries (A&B) 2.1 17.16-22 .58 54.04 84
Chargers........ ... 2.3 17.63 20.76 76
Eliminators.. ... .. .. 1.3 44 .66 3.43 17

This event was given very wide
publicity, being copied by news-
papers all over Ohio. We after-
wards placed the Radiola superhetro-
dyne which we used in the cave in
the window and made a window dis-
play of stalactite and stalagmite
formations from the cave, and this
attracted a great deal of attention.
It is not always possible for other
dealers to make such tests at this,
but we thought you might be in-
terested in knowing of it.

Urbana, Ohio. M. R. GEYER.

California High School Has
Radio Installation

The educational value of radio
programs is being generally recog-
nized by schools and an effort is
being made to furnish at least one
radio instrument to every school
building. This makes Parent Teach-
ers’ Associations, or individual par-

ents of some wealth, excellent pros-
pects for radio instruments to be
presented to the school. City Educa-
tion Departments are, perhaps, less
open to persuasion as customers, but
even these are awakening and in
many cases have included allowanco
for radio equipment in their budgets.

The Santa Barbara High School,
Santa Barbara, Cal, is an example
of what can be accomplished if the
architect and the school department
are approached when a new school
building is under consideration. This
model structure is wired with a radio
outlet in every classroom. The
master instrument is in the prin-
cipal’s office and can be tuned in to
any program as desired. A series
of control switches, also located in
the principal’s office, enable the con-
nection to be made with any parti-
cular eclassroom or with all as de-
sired. The same wiring system is
used when the principal wishes to
communicate direct with any room.

scrapers, aeroplanes. balloon ascensions at
county faijrs, amusement parks, beaches and
innumerable other places where a radio
receiver installed will get excellent adver-
tising for dealers. Take the radio editor

of the local paper into your confidence,

let him listen
speeding auto.

to radio reception on a
in a fast motorboat and
under other unusual circumstances. Keep
hammering on stunts all summer long that
will get you publicity and keep radio and
your shop in the eyes of the public.
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“Why Did 1 Buy It?”

The Answer to That Question May Be the Secret in Cleaning Out Slow Moving Stock—
Your Customers Will Buy for the Same Reason You Did—But You
Must Tell Them Why They Should Buy

HE amount of dead stock on a

I dealer’s shelves is a good in-

dication of his business ability
—1it is a wary merchandiser whose
business accumulates little such
material. A small percentage of
dead stock is inevitable—a large and
increasing percentage oftentimes
disastrous.

For a long time, radio sold itself.
The demand exceeded the supply and,
consequently, success was merely a
matter of having the goods on hand.
The dealer supplied — it was not
necessary for him to sell.

Now things have changed. The
demand for radio is no longer spon-
taneous and the successful radio
merchandisers are the ones who have
the knack of creating a demand for
their goods. If they fail to do this,
a lot of dead stock is apt to be the
result and too much of this should
be a danger signal.

“Dead Stock™ Is Not Always
Obsolete

There is a tendency to more
dead stock in radio handling than in
many other lines because of the
rapid changes. However, ‘“dead”
stock need not be obsolete stock. It
is well to distinguish between the
two for there is a vast difference.
The latter may be classed as the
stock which, through changes or im-
provements has become unsaleable.
On the other hand, there is usually
plenty of merely “dead” or very slow
moving stock on the dealers’ shelves
that might, with proper exploitation,
show a nice profit. Little items,
perhaps, but important in the scheme

- of business.

Strangely enough, dead stock, with
a lot of dealers, is more a state of
mind than an actuality. They will
mentally class as ‘“dead” all items
that do not move readily and usually
allow them either to remain on their
shelves indefinitely or feverishly at-
tempt to pass them off by cutting the
price. The first method is plainly
foolish—the second often unneces-
sary. Obviously, all goods are not
best sellers. Some items are not

“gellers” at all——theyv must be sold.

In the earlier days of radio when
many manufacturers were content to
let the dealer set whatever price he
chose to put upon their goods, I came
across one fellow with a dozen con-
densers he had been trying to move
at $2.50 each. Twice he had them
in a prominent place in the window.
Now, after carrying them in stock
for almost a year, the common course
of procedure would have been to cut
the price. This dealer, however,
figured differently.

Once more, the condensers went
into the window—this time as a fea-
ture. A large sign announced that
they were “special” at $2.90. Within
three days, half of them had been
sold which, as the dealer explained it,
left him out “whole skin.” This is
an old department store trick but is
still a mighty effective way of sell-
ing goods. Sometimes the difference
between dead stock and sales is
merely a strategic price appeal.

If you are an average person, it
is reasonable to assume that ‘goods
vou have purchased because they ap-
pealed to you will, in turn, appeal to
your customers who will buy them.
It is for you to decide whether this
particular item has a demand among
your trade or if it will be necessary

“Get the Right Sales
Slant—-""

“Get the Right Sales Slant in’
Your Selling” is the sales
message contained in this
article, which should provide
every radio dealer with
plenty of food for thought.
In taking account of slow-
moving stock, ask yourself
why you bought it. Your
customers will buy it for the
same reason. But you must
use the same sales argu-
ments in selling it over the
counter, as the salesman
used in selling it to you.

for you to create a demand. A lot
of dealers fail to realize that when
certain stock has been ‘“sold” them
by a clever salesman, it will prob-
ably take equally as clever selling on
their part to dispose of it to their
customers. This does not refer to
worthless goods. The amount of in-
ferior and worthless stuff that is
pawned off on the American public
and radio dealers each year, by
clever salesmanship, is appalling.
But this is not salesmanship, it is
questionable business. Really merito-
rious goods of decided worth or ad-
vantage to the prospect often re-
quire extremely skillful salesman-
ship to sell.

“Don’t Pass Your Errors on to
Your Customers”

If you have made a mistake in the
purchase of "a particular item of
stock, it is to your better business
interests to admit it and accept the
loss. Don't try to pass your errors
on to the customers. However, if
vou have ‘“dead” stock that is truly
legitimate and on which you have
been sold yourself as being worth-
while, chances are it can be moved—
with a substantial profit.

If you find a lot of this slow-mov-
ing stock on hand, it might be well
to put yourself mentally “on the car-
pet.” Ask yourself a few questions.

“Why did I buy it?’—a simple
question which should be easily an-
swered and which should also pro-
duce the key to the sales solution.
If it is goods of merit, you probably
bought it for four reasons:

1. You either thought it would
appeal—or could be made to appeal
to your customers.

2. You thought they would buy it,
or could be persuaded to buy it.

3. You thought that handling
these goods would net you a profit.

4. Lastly and most important, you
probably bought it because a clever
salesman—or catalog—convinced you
that you needed the goods for these
reasons. Now carry this quiz a little
further.

“Why did I think the stuff would
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sell? For what reason did I think
my trade could be persuaded to buy
it?”"—and—*“Have 1 been as clever
in conveying these presumably good
reasons why the article should sell
to my customers as the salesman was
in selling them to me?”

If you have only stocked the item
on the presumption that customers
would discover these things for
themselves, you have failed in a very
important principle of merchandis-

ship to get you to handle the stuff,
then, don’t forget that, as an aver-
age person, the same will probably
hold true of your customers.
“Speaking of dead stock,” a dealer
in radio once said to me, “There is
a bunch of radio maps I have had
for a long time. I thought there
would be a big demand for them and
now I find I was mistaken. There
are still 90 some left from the 100
Y ordered so you can see what the

ing. If it required skilled salesman- sesults have been. In a couple of
“WHY THEY SUCCEELED”
Uses Women to Sell Women
HE American Supply Company, a furniture house
of Worcester, Mass., did a radio business of
$140,000 last year. Under the management of
H. F. Reilly, this large gross was obtained because:

Only standard radio sets, phono-radio combinations
and accessories are sold.

Service is given until the customer is satisfied.

Full list prices prevail.

Employs a woman as assistant radio sales manager,
who specializes on selling to women.

The American Supply Company has been in business
in Worcester for many years, its music and phonograph
departments dating back twenty years.

It has built up a large list of prospects through its
phonograph and furniture departments.

It is located on the main business thoroughfare.

It ties up music and records with radio to their
mutual advantage.

Uses concerts by opera stars to sell both radio sets
and records.

r Accepts phonographs as trade-ins, disposing of them
through secondhand channels.

Accepts time payments, twenty per cent down and
nine months to pay.

Uses mail advertising to back up newspaper space.
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months, there will be a new one
issued and these will be obsolete.
I've tried hard to sell them too.
They’ve been stacked in the window
a couple of times and there are al-
ways some in the display case. This
is only a 40c. item but goes to show
that a fellow can’t always be right
in his judgment.”

“Do you use one at home?” I
asked.

“Sure,” he replied, ‘“comes in
mighty handy too. It’'s on the wall
and the boy keeps it full of pins to
snow the stations we've heard.”

“Fver suggest this idea to your
customers?” 1 asked.

‘Well,” he replied, hesitating, “I
did whenever I had a chance.”

“Of course—and those were the
ones you sold,” I said, “But when
you put these maps in the window,
you failed to mention this important
sales feature.”

Accordingly, I sat down and wrote
a show card to be placed with the
maps in the window:

Measure the distance you
hear!—put a pin in the map
for each station received!

RADIO MAPS

Listing every U. 8. and Cana-
dian Broadcasting Station
40c

Back again into the window went
the maps—this time with a neatly
printed sign offering a definite sug-
gestion for their use. Carrying the
display a little further, this use was
illustrated by one of the maps spread
on a large cardboard with colored
pins showing the stations commonly
heard in that vicinity.

During the week they remained in
the window, 52 of them were sold—
and they had merely constituted a
background, the regular display
space being filled with more profit-
able material.

It is not always an easy matter to
determine the correct ‘“sales slant™
to use and oftentimes a poor choice
will not only fail to sell goods but
prove actually detrimental.

Dealers will find it worth while to
endeavor to view their own stores
as others see them—the displays,
arrangements and demonstrations—
and ask themselves if they have the
right “sales slant” on their goods
and if their sales efforts are making
the impression upon their prospects:
they have meant to convey.
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Selling Two Sets a Day

Was the First Year Record of a South Carolina Dealer
Whose Sales Policies Include “Service, Home Demonstra-
tions and Making Every Customer a Personal Friend”

service—

Pushing sets, with parts only
for replacement purposes
sold—

Care in trade-in allowances—

Home demonstrations—

Making each customer a personal
friend—

These are a few of the points that
stand out in the merchandising pol-
icy of the Battery and Electric
Company, Inc., of Greenville, South
Carolina. This policy is sound, for
it sold over 700 radio sets the first
year the company carried radio, and
the second year so far has given
promise of going the first consider-
ably better. The sale of 700 radio
sets in a town the size of Green-
ville—credited with a population of
23,000 in 1920—is a record that is
not common, especially when com-
petition in the radio business is keen,
as in Greenville and the surrounding
territory covered by the firm.

A considerable amount of this
business was with farmers; and some
was done with customers

SERVICE, but not too much

in sets

living in other towns
than Greenville. How it
is  successfully doing

this is largely a matter
of carrying out ideas
that the average dealer
agrees ought to be
carried out, but which

as part payment on new sets, but
under no circumstances is the allow-
ance more than the actual resale
value of the old set. Mr. Morris
explained that they will take an old
set, appraise it thoroughly, consider-
ing also the prospects for its resale,
and then allow the customer just
what it is worth. “We never give
more than we can sell a set for,” he
said, “and we try to get enough
profit out of the sale of the used set
to pay for handling it. We are try-
ing to avoid the used article problem
wkich automobile dealers had to meet
in the earlier days of automobile
trading.”

Friendly Spirit Essential in
Small Towns

In a town the size of Greenville,
the radio dealer can build much
extra business through satisfied cus-
tomers. People in smaller cities have
more friends than similar people in
large cities, as a rule, and they take
a personal interest in their friends.
When a man gets a radio set that he

are often neglected.
" The company makes a
feature of complete sets,

carrying principally
only one make. Parts
are not pushed, except
to the extent of assuring
a prospective buyer of a
new set that he always
will get prompt service
in case he needs new
parts. “We carry a
complete stock of parts
for the sets we sell,”
Mr. Morris said, “but we
do not try to sell parts
to amateur set builders.”

The company will
take in second-hand sets

Getting New Leads from
Old Customers

is the outstanding reason why the Battery and
Electric Company of Greenville, S. C., was able
to sell 700 sets the first year it carried radio.
Service, but not too much service—
Demonstrations in prospects’ homes—
Asking customers for names of interested
friends—
these are the sales methods that build a suc-
cessful radio trade in the smaller cities.
“Make every customer a personal friend” is the
ideal this company has set for itself.

likes, he wants his friends to help
him enjoy it. He wants them to
have a set like his, too. He invites
them to his house often, to hear the
radio. He boosts the set higher than
the dealer himself can, if he likes it
and the service the dealer gives him.

That is one reason why the owners
of the Battery and Electric Company
—Cecil Morris and L. D. Chisholm—
think that it pays to go far with
service to customers. Almost every
day the concern has a customer call
by telephone or in person and tell a
member of the firm to “go out and
see Bill So-and-So,” saying that he
ought to have a set. This customer
has previously told Bill the same
thing.

The company uses satisfied cus-
tomers still more than that. When
one comes in to chat or ask questions
about his set, and if he and the
official he is talking with are not in
any hurry, the official of the firm
asks the customer to give him 40 or
50 good names for a mailing list.

“We get the telephone book and
" go through it with the
leisure customer,” Mr.
Morris said, “and he
picks out the names and
addresses of as many of
his acquaintances as he
can find in the book.”

The company puts out
new sets on trial, figur-
ing that a prospective
customer is entitled to
that much service in his
selection.  “If people
knew all about the
various sets, it would be
different” explained
Morris, “but at present
they have only a smat-
tering of a few different
types. According to ad-
vertising and sales talk,
each is a better buy than
any of the others. How
is the prospect to know
which to buy unless he
can give them a fair
trial under similar con-
ditions? We appreciate
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A. JARVIS ALLEN

or information ‘“via radio.”

Prices by Hour or Contract.

Broadcast Receptor Entertainment Service

3530 SALEM ST.— Phone Rand. 3148

Radio broadcast programs received and amplified for public and
private gatherings, with sufficient volume for large auditorium.
Power and loud speaker equipment using high tube and plate voltage,
temporarily installed in any hall for every occasion.
for party dances, dinners, conventions, luncheon and social clubs, civie,
fraternal and political organizations desiring to receive entertainment

No Gathering Too Big To Serve
(A. J. Allen Sr., Consulting Engineer.)

MORROW J. ALLEN

Special service

Here is a Sample of the Newspaper Advertising Used by an Indianapolis Concern to
Tell the Public About Its Amplifying Equipment

Amplifying Equipment, Rented 1o Local

Organizations, Is New Source of Profit

Receiving and Amplifying Radio Concerts at Public or
Private Gatherings Opens New Field for Radio Dealers

O SMALL number of radio
Ndealers have invested in ampli-

fying equipment; apparatus,
that is, that receives and amplifies
broadcast programs, for either large
auditorium, or outdoor concerts.
This equipment represents a fairly
sizeable investment, yet not one in-
stance where the dealer has regretted
the expenditure has come to Radio
Retailing’s attention.

An instance comes to mind in
which a dealer contracted with a
hotel to supply amplifying equip-
ment one night a week for a year
at $50 a night. The dealer then
bought the equipment, which, in
little more than six months, had paid
for itself from this one installation.

Many Uses for Service

There are any number of possible
renters of such equipment, ranging
from the municipal authorities, who
might be persuaded to supply public
outdoor radio concerts, which, as the
illustration indicates, has already
been done, to social clubs, hotels,
churches, political organizations, and
social or civic gatherings.

Following along this line, A.
Jarvig Allen, Sr., and his two sons,
of Indianapolis, Ind., are performing
a community service in renting re-
ceiving and amplifying equipment.
One of their newspaper advertise-
ments is reproduced- on this page,
but the surest way of making money
out of your equipment is to solicit

personally every possible rental pros-
pect. In service of this sort, where
the income often goes as high as
$100 a night, it is worth spending a
good deal of time and effort to put
across a contract.

Allen uses a twelve-tube super-
heterodyne which is still further
amplified by special power and loud
speaker equipment when necessary.
He is a charter member of the
Broadcast Listeners’ Association of
Indianapolis, through which he has
made many friends and which has
made him well-known in radio and
commercial circles in his home town.
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Selling Two Sets a Day

(Continued from page 139)

his point of view to the extent of
delivering a set and installing it for
him, with the understanding that he
pay us ten dollars for the aermal it
he doesn’t buy our set. Otherwise
‘he aerial is included in the price.

“When radio becomes more uni-
versally known, selling of course will
be different. Customers don’t expect
to buy a suit of clothes, wear it a
couple of days and then decide
whether or not to keep it; but the
clothing industry is not new. Peo-
ple know what they want, for they
have been buying clothes all their
lives. Even though radio has now
become a permanent industry, still
it remains an adventure to the man
who buys his first set, and it is up to
the dealer to help him.”

The <ompany sees that a man
understands his set well enough to
tune-in easy stations with it, and
gives him instructions for its opera-
tion. That concludes the free service
until something goes wrong with the
set. If the set fails to function
properly, through the fault of the
set, the company calls at the cus-
tomer’s house and rectifies the fault.
If there are defective parts, they
are replaced free during the first 90
days the set is in use. If, however,
the call at the customer’s home
proves to be nothing except the cus-
tomer’s inability to tune-in the sta-
tion he wants or some other fault
of his, he must pay the company a
dollar for the call. In other words,
this charge makes a person think
twice before cursing the set and call-
ing the firm for free service.

That public radio concerts in city parks is
not an impossibility is proven by this
photo. Here, a radio receiver and
amplifying equipment
for the populace in

lieu of expensive

supplies concerts

bands. And this, ladies and gentlemen of
the radio audience. is in France. which is
supposed to lag far behind these United
States of ours in radio affairs,
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Fall Sales Policies

Many Radio Manufacturers Plan Radical Changes in Distribution
Policies—Number of Jobbers Being Reduced, and Protection
Given to Dealers—Trend to Exclusive-Franchises Clearly Indicated

Will Sell Through Restricted
Number of Jobbers

The AC Electrical Manufacturing
Company, Dayton, Ohio, by R. L. Sides,
sales department: “We do not have any
exclusive dealer franchises. We do,
however, have a protected dealer policy,
which is handled through our jobbers.
We do not sell direct to dealers, but are
selling exclusively through reliable
Jjobbers and are restricting the number
of these jobbers.

“We do not contemplate any change
in list prices in the Fall, but, if we
should make a change in prices during
the coming season, we will rebate to
our jobbers and dealers, as we guar-
antee all prices. Our maximum dealer’s
discount is 40 per cent.”

Adler-Royal Policies Remain
Unchanged

Adler Manufacturing Company, New
York and Louisville, by Lambert
Friedl, vice - president: “Adler - Royal
sales policies will not ba changed. The
Adler Manufacturing Company was the
first to offer the dealer in radio a
franchise. We intend to continue this
wholesome policy. The Adler Manu-
facturing Company was also the first
to offer dealers in radio liberal dis-
counts on the line. Over a year ago
our dealers were finding it possible to
sell and service properly and still re-
tain the fair profit to which they are
entitled. Our liberal discount policy
will remain in effect.

“We have always insisted that the
dealer and distributor must be taken
fully into consideration in outlining
any merchandising plans, whether it be
in radio or any other field. We realize
that no manufacturer can possibly stay
in business unless he adopts and ad-
heres to a sound distributing policy.
This has been our platform during the
entire twenty-seven years or more of
our history as a manufacturer of
standing and recognition. We do not
intend to change in the slightest de-
gree what has proved to be a successful
platform.”

Adheres to Exclusive Dealer-
Jobber Policy

The Dayton Fan and Motor Com-
pany, Dayton, Ohio, by D. A. Graham,
vice-president: “The Day-Fan radio
line for 1925-6 will be marketed under
a carefully planned exclusive distrib-
utor and dealer franchise policy. There
will be only fifty-two distributors in
the United States, each one having
definite territory with exclusive, pro-
tected rights in that territory. In

addition, each distributor will be re-
quired to limit his dealer outlets in
accordance with market possibilities
and subject to the approval of the
company. Where possible, dealers will
be given exclusive territory—but in
the larger cities, this is not always
practical. In any event, very particu-
lar attention will be required to avoid
unfair competition among dealers and
the merchandising of Day-Fan products
under unsound or unfair retail policies.
All authorized dealers will be appointed
by franchise and will be identified by
the official Day-Fan Authorized Dealer
sign.

“Not only does Day-Fan not con-
template changing list prices, but all
Day-Fan franchises carry the provision
that prices are guaranteed to distrib-
utors and dealers to June 1, 1926. In
case any change should be advisable,
distributors and dealers are protected
by rebate. Likewise there will be no
change in trade discounts.”

Believes Exclusive Territory
Is the Only Solution

Electrical Research Laboratories,
Chicago, Ill., by George A. Pearson,
president: “Dealers must be protected
against the price-cutter and the fly-by-
night gyp. The only solution to this
perplexing problem is the exclusive
dealer franchise backed by concerns
which are financially able to make
their contracts afford binding protec-
tion for the dealer. We will have an
exclusive dealer franchise based on
justice and a square deal and it will
be enforced twelve months of each

How Manufacturers
Will Market Their
Receivers

can be learned by reading these
statements of -merchandising
policies from leading radio set
makers. The statements bring
out several fundamental changes
in the distribution structure:

1. The number of wholesale
outlets is being greatly cut
down.

2. The day of real dealer
protection is at hand. v

3. Exclusive franchises are
being given to jobbers, and, in
several instances, to dealers.

year. To make this a real protection
it will b2 necessary to have the co-
operation of the distributors and the
dealer and to insure the proper degrec
of co-operation our dealers and distrib-
utors will be selected with great dis-
crimination.”

New Policy Will Give Jobbers
" Exclusive Territory

The Freed-Eisemann Radio Corpora-
tion, Brooklyn, N. Y. will institute a
policy of giving jobbers exclusive terri-
tory, the jobbers, in turn, to sell only
to registered Freed-Eisemann dealers,
according to a statement just issued.
Receivers will be sold, in future, only to
dealers who have signed contracts with
the manufacturer.

The statement further reads that
Freed-Eisemann will “not sell to other
than accredited dealers in the retail
radio business who handle merchandise
under ethical and approved merchandis-
ing policies. While we do not contem-
plate any reduction in list prices, if
lower changes are made, credit memo-
randum will be issued for all sets the
dealer has on hand which were pur-
chased within sixty days preceding the
change in price. Credit memoranda
must be taken up within thirty days
after date of issue.

“If the manufacturer declares any
model obsolete, credit memorandum will
be issued to dealers on the same basis
as on price reductions. If the manu-
facturer accumulates, by such returned
sets, an oversupply of models declared
obsolete, he agrees to give dealers first
opportunity to purchase such models
at reduced prices.”

Garod Working Out
Authorized Dealer Plan

The Garod Corporation, Newark,
N. J., by Lawrence Gardner, president:
The Garod Corporation is conducting
an extensive analysis of sales outlets
throughout the United States. When
completed the information will be com-
piled into territorial maps and records.
This will enable the sales department
to so control distribution that every
Garod dealer will be a selected, author-
ized dealer; that competition between
them will be reduced to a minimum,
and that price competition will be
eliminated.

“We have in preparation a plan of
sales and advertising designed to back
up Garod distributors and dealers with
intensive local newspaper advertising.
We believe that one dealer who will get
behind the Garod line and push it
vigorously is worth ten half-hearted
ones, and are working out a plan of
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co-operation that will enable the active
dealer to reap the fruits of his own
efforts. The Garod V and the Garod
Georgian will be continued throughout
the 1925-26 season at the present list
prices.”

Will Sell Direct to Retail
Dealers

David Grimes, Inc., New York City,
by E. Eisler, advertising department:
“Dealers will be given exclusive agency
franchises in their territories. They
will receive an authorized dealer cer-
tificate and also an identification
emblem.

“Sales will be made direct to the
retail distributor. No change in list
prices in the Fall is contemplated.”

Franchise System Adopted
by Jewett

The Jewett Radio and Phonograph
Company, Pontiac, Mich., by T. F. W.
Meyer, sales manager: “The Jewett
sales policy adopted for the coming
season may be best described as 100
per cent protective. Primary distribu-
tion will be accomplished through a
limited number of selected distributors,
who will be granted sole distribution
rights within the territory they na-
turally serve, and many of whom will
handle only Jewett products.

“Dealers located in smaller cities and
towns will be given exclusive sales
rights within their natural trading
area. In the larger cities where it is
impossible to completely define a
dealer’s trading area, care will be
exercised in the placement of our
dealers in localities where minimum
conflict may result.

“No changes whatsoever are contem-
plated in our list prices with the pos-
sible exception of some slight advances
on one or two numbers to properly
cover certain improvements and some
slight advances in raw materials. It
is, however, a fundamental policy of
this company to protect our trade in
the event of any price reduction. We
consider 40 per cent as the logical and
legitimate discount to the dealer, and
we have priced our articles with this
in mind. No increase in discounts is
contemplated.”

Sells Through Limited
Number of Outlets

Colin B. Kennedy Corporation, St.
Louis, by Colin B. Kennedy, president:

“Practically all of our business is
done through authorized distributors
with whom we have contracts. We
refer to our dealer plan as a restricted
one rather than an exclusive one. We
try our best to have only sufficient
dealers in a given territory to ade-
quately take care of the demands of
that territory. We co-operate fully
with our distributors on this point.
We likewise limit our jobbing distrib-
utors. We do not sell directly to
dealers, and never have done so.

“We do not contemplate any change
in list prices this Fall. Our agreement
with our distributors provides that we
will rebate them on the difference be-

tween old and new costs on any ma-
terial purchased sixty days prior to
the announcement of such price change.
As the dealer agreements are between
our jobbers and such dealers, we leave
it to the latter’s judgment as to how
they should take care of their cus-
tomers. We do not contemplate chang-
ing our distributor and dealer discounts
during this season.”

Will Continue to Sell Through
Radio Jobbers

The Kodel Radio Corporation, Cin-
cinnati, Ohio, by J. F. Bichl, sales
manager: “The Kodel Radio Corpora-
tion will not give exclusive dealer fran-
chises but will, by its method of dis-
tribution, attempt to select only the
best dealers in each community.

“We do not plan to sell direct to
dealers but will continue merchandising
our products through jobbers of radio
apparatus. As far as we know, we do
not contemplate any change in list
prices on any of the older Kodel
models, nor will our discounts be in-
creased.”

Will Give Dealers Exclusive
Franchises

Kolster Radio (Federal Telegraph
Company) New York, by H. H. South-
gate, assistant sales manager: “We
will give exclusive dealer franchises
protecting dealers as to territory,
reductions in prices and obsolescence
of models.

“We will not sell direct to dealers.
Our distribution plans call for sale to
a restricted number of wholesale outlets
each having territorial, price, and
obsolescence protection.

“Qur list prices will remain fixed
until July 1, 1926, at which time price
changes, if any, will be made. Our
definite commitment to both the dis-
tributor and the dealer is protection
against reductions in price.

“Our dealer discounts will remain
unchanged for the next year at least.”

Will Have Limited Jobbers
and Authorized Dealers

Music Master Corporation, Phila-
delphia, Pa., by H. A. Pope, sales de-
partment: “Our policy this year will
be to protect our dealers by selling
only to authorized Music Master
dealers who are approved by us. We
will not sell direct to dealers but will
distribute our merchandise to a limited
number of distributors who in turn
will furnish the retail trade.

“We contemplate no change in our
list price, but if there should be any
change in the list, rebate will be offered
to our dealers. Our dealer’s discount
will remain the same as heretofore.”

No Change in Sleeper Policy
of Protection

Sleeper Radio Corporation, Long
Island City, New York, by John J.
West, sales manager: “So far as we
know, our company was the first manu-
facturer of radio sets to introduce a
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merchandising policy of restricted dis-
tributors and protected dealers. Au-
thorized Sleeper dealers will continue
to operate under our franchise which
grants exclusive sales rights in towns
of less than 10,000 population, and
freedom from nearby competition in
larger centers.

“The Sleeper franchise is granted
upon the recommendation of a jobber
or salesman only to those who operate
an established place of business—re-
sponsible, reliable merchants who have
and merit the confidence of their com-
munity. Cut-price, fly-by-night con-
cerns are carefully avoided. In case
they do get in, they are as quickly
eliminated as we learn the facts. We
sell only through jobbers who agree to
abide by our sales policy. Usually
one, seldom more than two jobbers are
assigned to each distributing zone.

“No change in list prices in the
Fall is contemplated. In the event
these prices are reduced, dealers will
be rebated just as they were when the
price on one model was reduced last
Winter. Discounts to jobbers and deal-
ers remain the same as last year.”

Exclusive Jobbers Sell to
Authorized Dealers

The Thermiodyne Radio Corporation,
New York City, by M. O. Giles, sales
manager: “We give a distributor ex-
clusive territory to his particular
trade, so that he in turn can pass
his exclusivity on to his dealers. Our
distributors only sell to authorized
dealers approved by us. We do not
sell direct to dealers. We guarantee
price maintenance on Thermiodyne
products for the balance of the radio
year, ending March 1, 1926, and in
the event of our reducing our prices,
agree to rebate the jobber the full
amount of the price reduction on all
stock he has on hand at that time.
Our distributor and dealer discounts
will not be changed.”

Jobbers Permitted to Allot
Territory

The R. E. Thompson Manufacturing
Company, New York, by M. E. Schack,
sales department: “There has been no
change in our sales policy over that
of the season 1924-25. OQOur method
of distribution is through wholesale
distributors only, and it is our desire
to have as few distributors as is con-
sistent with the proper coverage of the
country.

“Qur distributors are permitted to
issue exclusive dealer franchises to
whom a Dealer’s Certificate is also
issued. We are continuing our 1924-25
models in our present line at the same
list price. We have not made any
change in discounts.”

Jobbers Will Give Exclusive
Franchises

The Work Rite Manufacturing Com-
pany, Cleveland, Ohio, by Walter K.
Badger, sales manager: “Our prices
for the current year will be guaran-
teed against reduction up to December




1,1925. We are instructing our jobbers
to give exclusive franchises to their
dealers and we plan to sell through
wholesale outlets only.

“Our jobbers discounts have been
increased from 50-5 per cent to 50-10
per cent, and we recommend a resale
to the dealer of 40 per cent. Our plan
is not to spend a million dollars in
advertising but to see how well we can
make a radio set and how well we can
merchandise it.”

Exclusive Territorial Jobbers
and Authorized Dealers

The Splitdorf Electrical Company,
Newark, N. J., will distribute its radio
receivers through its factory branch
offices already established throughout
the country. These will grant exciu-
sive territorial franchises to a jobber
in each territory. Each distributor will
have full charge of his territory, selling
to authorized Splitdorf dealers.

Exclusive Franchises Part of
Stewart-Warner Plan

The Stewart-Warner Speedometer
Corporation, Chicago, Ill., is distributing
its radio receivers only through its
ninety-six long established wholesale
outlets, according to an announcement.
These Stewart-Warner outlets are sell-
ing only to dealers who take out
Stewart-Warner Radio  Franchises,
giving them protection and exclusive
territory.

Will Give Franchises to
Selected Dealers

F. A, D. Andrea, Inc, New York
City, is issuing “Fada Franchises” to
a limited number of selected dealers.
Price protection is one of the features
of the plan. Fada receivers will con-
tinue to be distributed through regular
wholesale outlets.

Reduces Wholesale Outlets

The Radio Corporation of America,

New York City, is known to be quietly
cutting down the number of its whole-
sale outlets, though no other change
in the RCA: distribution system is con-
templated.

Gives Exclusive Franchises

The Langbein-Kaufman Radio Com-
pany, New Haven, Conn., is giving dis-
tributors exclusive franchises, and
“guarantees to maintain prices and
discounts during the winter of 1925-6.”

Cuts Out Jobbers

The Charles Freshman Company,
Inc,, New York City, has eliminated
jobbers from its sales picture and is
selling direct to radio dealers, granting
them exclusive territory.

Sells Direct to Dealers

The Premier Radio Corporation,
Defiance, O., sells its radio receivers
on a direct-to-dealer, exclusive fran-
chise plan, affording complete price and
sales protection.
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“WHY THEY SUCCEEDED”

“Hear Before You Buy”

Leads to Success

of “Hear Before You Buy” is responsible, in a

large measure, for the success of the Radio
Equipment and Supply Company of Bridgeport, Conn.,
according to its owner, J. S. Thompson. Thompson
succeeded because—

[ DOOR-TO-DOOR sales campaign, with a motto

He realizes the public is no longer interested in a
set that “just works.” He anticipated the demand for
perfect reception, and set about to sell sets that give
perfect reception.

Is concentrating on shore trade this summer, takes
portables to the beach when he goes swimming, and
distributes cards to the crowd that always gathers.

Three salesmen are constantly in the field making
a door-to-door canvass. They explain the proposition
and seek permission to put a set in on trial.

After the set is installed for two clear reception
nights, a second call is made and the sale closed or the
set taken back.

He helped to organize the ‘“Bridgeport Radio Trade
Association,” the members of which exchange the names
of people who take advantage of the home demonstration
offer, and such people get no more home demonstration
offers from any dealer.

Salesmen are on commission basis, getting ten per cent.

Uses the telephone to keep in touch with old cus-
tomers, for replacements on accessories, and also for
names of friends.

Rode over the ‘“cut price and manufacturer dumping
storm” by discontinuing the sale of such receivers, and
concentrating on stable lines.

Has his store interior tastefully decorated and com-
fortably furnished.

Co-operates with local trade association in searching
out and eliminating reception interference.

Has tube testing and re-vitalizing service which he
finds a big boost for summer trade.
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Fraudulent Advertising Corrected

by Better Business Bureau

*
Investigationg;of_Misleading Radio Advertisements Made and
Revisions Régpmmended—Stores Found Willing to Co-operate

i

r,

’ I \HE Better 'Business Bureau
of the Associated Advertising
Clubs of the World started its

work in the radio fiéld late in Feb-

ruary, 1925. Since then over seventy
cases have been investigated. Of the
total, investigation revealed that in
twenty-four cases the suspicion was
unjustified or that the complaint had
been based on incorrect information.

Among the most important cases
handled thus far are the following:

A New York store advertised a
standard B battery at cut prices.
This was found to be bait. [The
supply on hand was insufficient and
it was knocked by the salesman who
tried to switech the customer to
another brand. The proprietor
promised that he would not adver-
tise the line again unless he had
ample stock and that he would in-
struct his employees to discontinue
knocking.

In another case a prominent stor-
age battery was used as bait. Bat-
teries of the advertised make were
in stock but were old style or
defective.
chandise has been removed and re-
placed by fresh stock in factory
containers.

In one store, window signs offer-
ing tubes at cut prices were allowed
to remain after the supply of these
tubes had been exhausted. A phone
call secured prompt removal.

Department Store Corrects
Mis-Statement

Mis-statement regarding reflexing
of tubes in a neutrodyne set was
called to attention of department
store merchandise manager, who
issued instructions to prevent a
repetition.

The phrase “Nothing else to buy”
was used in advertising a set which
did not include aerial equipment.
The store management issued a rule
that this statement is to be made
only if a set is actually equipped
with every item needed for efficient
operation. -

An uninformed purchaser asking
fcr De Forest tubes in a chain store
was given tubes in bad condition.
Store manager refused to make ad-
justment but the Bureau secured

This undesirable mer- .

prompt action through the president
of the company.

Because of bad advertising and
careless service on customer com-
plaints a dealer’s advertising was
refused by a newspaper. Construc-
tive co-operation by the Bureau en-
abled him to apply successfully for
readmission to the paper.

A store advertised a “$25,000
Purchase” and illustrated a certi-
fied check for this amount. It was
found that the actual purchase was
only a fraction of this amount, and
the objection to such copy was
brought to the attention of the ad-
vertiser and his agency. The news-
paper used refused to accept further
copy referring to the amount of
purchase.

Size of B Battery
Misquoted

A B battery advertised as “Extra
Large” was found to be the same
size called “Large” by other manu-
facturers. Correction made in sub-
sequent copy.

A plug similar to the Weston was
advertised as “Weston Type.” Dis-
continued on Bureau request.

A Brooklyn store advertised a
“general guarantee,” but salesman
said certain sets were not guaran-
teed. President of organization
states salesman was
has written us that any exceptions
to the rule will be clearly designated
in advertisement.

Claim was made by a chain organ-
ization that their merchandise came
direct from factory and could be
sold cheaper than competitors.
Found to be inaccurate as applied
to many items stocked. Mis-state-
ment admitted and correction made
in subsequent advertising.

Music shop advertised a five-tube
set for $98.75 and illustrated the
Radiola Super-heterodyne. Proprie-
tor wrote that the cut was used in
error and would not occur again.

A dealer having two stores suf-
fered a small loss due to a fire next
door to the uptown one. A part of
the damaged stock was moved to
the downtown store and a tre-
mendous fire sale advertised for
several weeks, during which quan-

in error and.
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tities of old merchandise were un-
loaded. The copy was modified at
the Bureau’s suggestion, but in the
meanwhile, neighboring competitors
retaliated by signs reading ‘“This is
not a fire sale.”” ‘“All our merchan-
dise is new and clean.” ‘“Nero
fiddled while Rome burned,” etec.
The Bureau was successful in hav-
ing most of these signs removed.
However, it was made plain to the
promoter of the original sale that
the retaliation was not without rea-
sonable cause.

Go Out After Them
In the Summertime

The Tustin Radio Company of
San Francisco believes that if busi-
ness does not come to the radio store
in the summertime, the radio dealer
should go out after the business.
This company keeps two salesmen in
the field in Northern California and
Southern Oregon, operating from
an automobile.

By selecting a territory at some
distance from the base store and
one which is as yet not completely
served with radio, there is no over-
lapping of effort and the sales made
by the salesmen are definitely new
business. Also, it is possible to in-
terest local dealers and to establish
branch connections in new territory
in this way. )

The two salesmen always work
together and are paid on a commis-
sion basis, with a drawing account,
but no regular salary. The com-
mission allowed is somewhat larger
than would be granted a salesman in
the city. Three or four of the better
type of sets are carried in the sedan.

Average Twelve Sales
Every Week

When the stock is exhausted, more
is ordered from San Francisco, and
orders are also taken from the cus-
tomer for later delivery. The rec-
ords show that from eight to ten of
the larger sets are sold in a week,
and from three to four smaller ones.
This insures a satisfactory income
to the salesmen and adds materially
to the summer business of the radio
shop.

The territory covered involves
several hundred miles. No regular
route is laid out, but from time to
time, the men check in at the San
Francisco headquarters. Summer,
in their opinion, is the best time to
sell radio to farmers.
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“Man-Made Static”

and Its Elimination

A List of Radio Interference Causes, Compiled by the Radio
Committee of the National Electric Light Association

1. Direct-Current Arec-Light
_ Circuits

The direct-current arc-type street
lights are frequently the cause of
disturbance to radio listeners. The
most likely causes of interference
from arc lights are grounds, loose
connections and lamp jumping. The
first two rarely occur and are easily
found and fixed. Lamp juraping is
usually due to one of the following
three causes and can be easily re-
paired: 1. Broken, chipped or loose-
fitting globes. 2. Broken or loose
flexible connection strip from upper
electrode to upper electrode box.
3. Broken flexible connection cable to
movable clutch rod.

2. Street Lights Using Rectified
Alternating Current

Mercury-vapor tubes for rectifying
alternating current for street-light-
ing systems sometimes cause radio
interference. The vacuum in these
tubes changes occasionally, and boil-
ing in water is done to restore the
vacuum to the proper point. When
these tubes are properly repaired,
static disturbances are reduced to a
minimum,

3. Incandescent Street-
Lighting Systems

In some cases the disturbance
from these systems is audible sev-
eral hundred feet, caused by static
leakage across the porcelain base in
the lamp itself. Replacement of the
defective sockets with new ones
eliminates the trouble,

4. Elevator Controls

Elevator motors and controls are
the source of disturbance frequently
difficult to remedy. Most of the dis-
turbance originates in the contact in
the elevator shaft, as the operator of
the car moves the control handle
back and forth. Sparking of the
motor and control equipment also
causes trouble.

5. Thermostats

Thermostats are now used to con-
trol dozens of different forms of de-
vices, ranging from large industrial
undertakings to the furnace in the
home. Thermostats sometimes cause
disturbances, depending upon the
size of the controls and the amount
of current they are handling. Con-
densers and radio-frequency choke
coils properly placed will eliminate
these disturbances.

6. Heating Pads

The make-and-break contact ther-
mostat in some of these pads has
caused trouble, which can be remedied
by proper attention to the design of
the equipment.

7. Small Motors in the Home

Caused by sparking of the com-
mutator. The cleaning of these
commutators, and installing of new
brushes from time to time, will re-
duce the disturbance to a minimum.

8. Small Motors in Industry

Small motors using direct-current
are frequently sources of disturb-
ance, covering limited areas, and
usually confined to the place in
which they are installed. Dirty and
worn commutators and sparking
brushes cause most of the disturb-
ance in this type of motor., Connect
a condenser across the motor leads,
with the mid-point grounded.

9. Slip-Ring Alternating
Current Motors

When these are subject to heavy
load, and also when pitting and cor-
rosion of the slip ring occur,
causing sparking, radio disturbance
is likely to occur. Proper repair and
attention to the condition of the
motor will eliminate much of this
disturbance.

10. Battery Charging Devices

Vibrating, mercury-vapor, vacuum

. tubes and other forms of battery
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charging devices will interfere with
radio reception for several hundred
feet. Much of the trouble can be
eliminated by the judicious use of
condensers and chokes.

11. Eleectric Sign Flashers

These devices affect radio recep-
tion for a considerable distance, de-
pending upon the amount of current
being consumed through the flasher.
One case of this kind was eliminated
by placing the flasher inside of a
metal box, which was grounded.
Trouble from this source has been
observed as far as five hundred feel,

12. Precipitators and Treators

These devices usually employ rec-

tified high-voltage alternating cur-
rent, obtained by means of a rotating
gap. The voltage of this device
ranges from 50,000 to 150,000.
There are several types, the two pri-
mary groups being those for pre-
cipitating carbon particles from
smoke, and the other one being that
used in treating chemicals and min-
cral vapors in ‘‘treator” or precipita-
tion tanks. These devices sometimes
cause trouble at a distance of fifteen
miles from the source, depending
upon the voltage and the arrange-
ment of the rotating gap.

There is generally no difficulty in
locating the source of such disturb-
ance with a sensitive receiving set,
equipped with a sharply directional
loop. These disturbances can be
minimized by the insertion of a large
radio-frequency choke coil between
the gap and the bus bar, where many
leads branch out to the separate
treating operations.

13. Flour Bleachers

Some of these bleachers employ
50,000 volts, rectified alternating
current. The disturbances may be
heard over an area of ten square

S,
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“WHY THEY SUCCEEDED”

Bright Windows Lure
Motion Picture Patrons

the retail camera and photo supply business for

15 years. Radio has been a feature for the past
two years and although the camera business is at its
livest during the summer there is no let up n the
summer on radio selling effort. Radio, in Mr. Bass'
view, does mot differ from other merchandise in the
methods mecessary to a profit. The chief contributors
to the success of the radio division of this business are
the following:

THE Bass Camera Company, Chicago, has been in

Location in the busy “Loop” district of Chicago.
List prices maintained at all times.
Only standard merchandise carried.

Stock is carefully checked so that inventory pre-
serves a correct relation to sales. Five makes of sets
are carried and at the busy season there will be up
to thirty sets of each make in stock. As the season
approaches the period of decline, this stock is reduced
until only two or three sets of each make are carried.
Overstock and the necessity of cutting are thus
avoided.

Liberal free service to customers. Batteries and
charger sales due to service calls show an ample profit
over the cost of servicing.

Trade-ins are accepted toward the purchase of new
sets. No home made sets are taken in trade.

Home demonstrations are made but no sets are left
on trial.

Portable sets are pushed during the summer and the
service men keep batteries and accessories moving.

Sets are sold on installments. Credit is carefully
checked and collections are followed up promptly. A
customer buying on the time payment plan pays one-
third down and gives two or more references. These
are checked up carefully. Collections are checked so
that if the customer has not paid the installment within
five days a notice is sent.

miles. The design of this device 1s
similar to that of the precipitators.

14. Gas-Engine Ignitions
The make-and-break system of ig-
nition used on gas engines will
usually set up a disturbance for sev-
eral hundred feet. The usual method
employed is to insert radio frequency
chokes to correct this.

15. Telegraph Offices

These have been a source of dis-
turbance for a block or so around,
because of the constant making and
brecking of circuits by keys and re-
lays. TUnless every key and every
relay is furnished with a pair of con-
densers with the mid-point grounded,
there does not seem to be much
hope for eliminating this type of
disturbance.

16. Large Organs

Each key on the organ and each
stop, i8 equipped with a small mag-
net, and as the organist runs over
the keys a contact is made and
broken as he touches and releases the
keys, in each case setting up a
small disturbance representing sharp
static. In view of the fact that there
are 800 pairs of wires in such large
organs, this has been a difficult case
to solve.

Some progress has been made in
eliminating this type of interfer-
ence by inserting condensers and
resistances in the main lead from
the generator supplying the 10-vplt
current for its operation.

17. Telephone-Bell Ringers

This is an intermittent interfer-
ence. Where the telephone exchange
is located in the heart of a town or
village, the constant ringing of the
many bells forms a source of dis-
turbance which seriously interferes
with radio reception. The usual
method employed to correct this in-
terference, is to insert radio-fre-
quency chokes in the leads.

18. Street Railways
Radio interference is caused by
faulty condition of tracks and over-
head wires, and by defective rail
bonds, and defective wheels on trol-
ley poles which, becoming badly
pitted and corroded, cause excessive
sparking. Some relief may be
obtained by draining the power cir-
cuit at a point beyond the parallel.
The drain may consist of condensers
connected between the power wires
and the ground. Chokes in the

power wires may be effective.
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Advertising That Gets Results

“Personal Letters”

Addressed to Leading Citizens and

Published in the Newspapers Is an Advertising Stunt That
Is Selling Radio Sets for a Kansas City Music Dealer

HE fact that the Butler Music
Company of Kansas City, Kan,,

has managed to secure a speed’

of radio set turnover far in excess of
its old and well-established line of
musical instruments, is mainly due
to a unique idea in.newspaper adver-
tising.

The first step in Butler’s plan to
develop a profitable radio department
consisted of an adroitly-directed
campaign to make ‘key-sales” to as
many as possible of the leading citi-
zens, in every line of endeavor, in-

cluding business, education, law,
medicine and politics throughout
the city.

To this end, a list of these leading
citizens was made out, then outside
radio salesmen were sent to interest
them. As a rule, it was impossible
for the salesmen to make sales to
these leading citizens upon the first
visit, but the subject was impressed
as vividly as possible upon the minds

Personal to -
w. W. Hodges---

KOPP'S ‘BAKERY

It just occurred to me lhat a slight re-
laxation from your duties as sales-
manager of the Famous Kopp's Kleen
Maid Bread would be beneficial to
your health, disposition and general
good behavior—a Brunswick Radiola
Whlch will reach out and bring the
world outside to your own fireplace is
my suggestion.
cm-hlnlnl l.hl o

FnankK Bl

o e
o raglion
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BULLER"S

Butler of Kansas City uses “Personal”
letters as ads.

Sell the Leading
Citizens First

By concentrating its sales
effort upon the leading—or
key—citizens, the Butler Mu-
sic Company, of Kansas City,
has built a sound radio
trade. Salesmen called upon
well known business, pro-
fessional or political men,
and left sets on trial. Then
“personal letters” were ad-
dressed to them by the store
and published in newspaper
advertising.

Many of the people so ad-
dressed bought‘the sets—and
were flatteréed by the pub-
licity they received. Then
the store got them to write
“personal letters” back to the
store telling how much they
were enjoying their sets.
These letters, also, were
published, and the direct re-
sult was the sale of many
receivers.

of these high-grade prospects, and
when practicable, a set was placed in
the home for a few days’ trial.

There is nothing unusual about
the visit of a radio salesman to a
prospect, nb matter how prominent
or even eminent he may be. But
Butler’s held a trump card, to be
played a short time after the sales-
man’s visit, and while the subject
was still uppermost in the prominent
citizen’s mind.

To make a vivid impression not
only upon the prospect, but upon the
whole town, Butler’s wrote the citi-
zen who had been “approached” on
the radio subject, and who, perhaps,
had one of Butler’s sets on trial in
his home, a short, snappy, intensely
human letter, naturally of a compli-
mentary type, asking him to give
special consideration to the set.

But instead of mailing the letter
direct to him, it was printed at the

top of Butler's advertising space in
the newspapers, in good-sized type,
and marked “PERSONAL.”

The psychological effect of such a
letter, directed to the prospect
through the newspaper columns, was
remarkable, and its effect was by
no means limited to the citizen to
whom the letter was addressed.
People all over town became inter-
ested in the novelty, and it became
almost a town topic.

A whole series of these advertise-
ments, each directed to a leading
citizen, such as a popular banker, a
prominent lawyer, a contractor, poli-
tician, retailer or wholesaler, was
published, at intervals of a few days,
and the interest in the advertising
and Butler’s sets increased daily.
Folks began to wonder and speculate
as to which prominent citizen would
be the next to get an “open letter”

Personal From

Chris Kopp---

(Kopp's Bakery)

o

Butler Music Co.,

530 Minnesota Ave.
Dear Mr. Butler
You very kindly let me try out the Bruns-
wick Radiola a few weeks ago Its per
formance was excellent but I decided |
would wait a few months before purchas.
ing.
We did without the instrument for a few weeks
end then decided that thére was nothing on the
market that compared with it. As you know 'l or
dered it sent out to my house yesterday
I know of no recommendation for the Brunswick
Radiola stronger than to say that no other imstru-
ment that T know anything ahout compares with it.

Tours very truly
hris

Brunswick

Personal to.
w.D. Partin-—

The Home Laundry
rn Law ndl'y

recent\y

Your new
cpered. ©

—
you ! nd wires
Radxola— “° g cell ba\\enes—n';!e
{enna—no

Mr Partin.
this Bruns®

e
UTLER’S
MUSIC COMPANY
530 Minnesota Avenie 1013 _Qentral Avenue

Butler also induces satisfied customers to
write “ads” for him,

Kk Radiola




148

from the Butler Music Company.

Butler’s soon began closing sales
to the leading citizens to whom per-
sonal letters had been addressed and
it is safe to say most of them felt
complimented by the letters, were
proud to be considered as leading
citizens. Since most were in bus-
iness, directly or indirectly, the re-
sultant publicity in connection with
their names was of a certain definite
value to them, tending to lend pres-
tige to their names, and so the
personal letters were of direct bene-
fit, not only to the prospect, but
to the store as well.

This was the first type of personal
letters printed at the top of the
advertisements, these letters being
from the store to prospects. This
type of publicity was already bring-
ing in business from the better class
of people, financially speaking.

Then the company started a dif-
ferent series of advertisements,
featured by letters from satisfied
purchasers among leading citizens,
addressed to the store. Letter after

letter of this type, each from some
man who had made good in a big
way in Kansas City, and each of
whom had a large number of per-
sonal friends and “followers” were
printed in the papers, and, in each
instance, the publication of these
letters resulted in sales of sets to
those who were acquainted with or
knew by reputation, the writers of
the letters.

Butler’s plan of advertising has
produced two general sales policies.
First, make key sales to leading
citizens. Second, capitalize the
prestige thus won by inducing these
people to write letters of approval
regarding your radio sets, then
broadcasting these to the whole town
through the newspaper columns.

It isn’t difficult to put this over,
and to profit from an advertising
stunt which may be considered un-
usual. All, or nearly all, of the
prominent citizens, are not averse to
substantial publicity, provided it
costs them nothing and makes them
appear before the public favorably.

You Don’t Need

Farmers’ Names

In Order to Circularize Every Farmer in Your Vicinity—

Use the Post Office to Distribute Radio Sales

OT everyone knows that there
N is a method of mailing to the

rural free delivery routes
which puts a circular or form letter
into the mail box of every farmer
without having to put each farmer’s
name on the envelope.

The postmaster of any town will
inform you of the number of rural
free delivery routes from the town
and the number of mail boxes on
each route.

The appropriate number of pieces
for each route should each be ad-
dressed in the following manner:

Box holder,
Route 1,
Bristol, Tenn.

All the pieces for the same route
must be put up by the mailer in a
package labeled, preferably by means
of a facing slip, as follows:

For distribution to box holders,

Route 1,
Bristol, Tenn.

Each piece must bear the re-
quired amount of postage. It is de-
sirable that the postage on matter
mailed in this way for delivery on
rural routes be prepaid under the
permit system when presented in the
prescribed quantities in accordance

Matter

with the provisions of section 459,
Postal Laws and Regulations, or by
means of precanceled stamps affixed
to each piece under the conditions
governing the use of such stamps on
mail other than first class, as set
forth in article 67, page 17, July,
1923, Postal Guide. (From a circu-
lar P. B. 13229, of the Third Assist-
ant Postmaster General, Washing-
ton, July 27, 1923.)
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Four Hundred Postal Cards
Bring $400 Profit

Editor, Radio Retailing:

I 2m sending an original idea
which has netted me a neat profit
in the past two months.

A regular Government postal card
such as the enclosed was mailed to
all radio owners in and about the
city of Toledo. The mailing list was
compiled by a short survey of the
city. Approximately 4,000 cards
were sent out at a cost of about $60.

Since the date of mailing less than
two months ago we have received an
average of six service calls per day.
Our net profit to date on this small
investment has been approximately
$400 with calls still rolling in. In
addition to the profit made on serv-
ice we have sold three complete sets
direct from the cards with an aver-
age profit of $75.

Having had such success with this
small venture, and being able to
appreciate the radio dealer’s position
during the summer months, I am
submitting this idea in hopes that
other dealers may take it up and
meet with the. same degree of success
that we have enjoyed.

HaroLDb G. MIEHLS COMPANY,

20 Nasby Building,
Toledo, Ohio.

(Editor’s note—We wonder how
many other radio dealers are going
to start a similar rush of business
for their service departments. Cards
may be printed similar to the one
reproduced on this page and sent to
all known radio set owners. Miehls
struck while the iron was hot and
people were praying for a radio serv-
ice to tell them what was the matter
with their sets and how to iMprove
receplion.)

RADIO
SERVICE

what limited.

notice.

and we invite your patronage.

Phone Main 1652.

IT HAD TO COME!

Thousands of Radio Set owners occasionally need a little skilled
service to make their sets give first-class results.
to get this needed service in the recent past has been some-

A RADIO SERVICE STATION EQUIPPED TO HANDLE ALL REQUIREMENTS
HAD TO COME SOONER OR LATER, AND IT HAS ARRIVED

This card is to remind you that you no longer need to be deprived of the use of
your Radio Set, regardless of the make or from whom you bought it, if you will but
call us, we will promptly inspect and make needed adjustments or repairs on short

It is the policy of this enterprise to serve the public in a way that will prove
agreeable to all concerned at reasonable prices.
Accessories can be supplied when needed. None but skilled Radio men are employed
We are willing at all times to furnish ample references.

Harold G. Miehls Company

Keep this card handy for use when an emergency comes up and you need
DEPENDABLE SERVICE QUICK.

The ability

A complete assortment of Radio

20 Nasby Building, Toledo, Ohio.

This return postcard made a ret profit, in less than two months, of $400 for the Miehls
Company of Toledo, Ohio.
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By a System of Relays, the Telephone Operator at Her Switchboard on the Grourd Floor is Able to Control the Robert Morris Hotel Radio

Receiver, Located on the Fourtecnth Floor.

Philadelphia Hotel Wired for Radio

Reception in Every Room

Wiring to 208 Rooms Permits Radio Concerts on Two

Wavelengths—Engineer Explains Technicalities

SPECIAL radio receiver has
A been designed for use in the
Robert Morris Hotel, Phila-
delphia, Pa., which permits radio
reception in every room of the hotel.
The installation was designed by C.
Brown Hyatt and permits earphone
volume at every outlet. The phones
are so attached to the outlets that
they cannot be removed, but the vol-
ume is not so loud that the signals
can be heard when the phones are not
adjusted to the ears.
The technicalities of the installa-
tion are given in the following
account by Mr. Hyatt:

Controlled by Teleghone Operator
at Switchboard

“In order to obtain an efficient re-
ceiving station, it was necessary to
locate the set on the fourteenth floor,
and place the controls on the first
floor, operated by the telephone
operator at her switchboard. In this
manner, by a system of relays, it
was possible to construct an appa-
ratus which would not require an
experienced operator to tune or
maintain, Otherwise the switch-
board has nothing to do with the
set. The radio wiring is entirely
separate from the telephone system.

“The difficulty of tuning different
wavelengths was solved by being
content with only two wavelengths,
and using two single-pole double-
throw relays. These relays are ac-
tuated through an opening and
closing switch located at the tele-
phone switchboard.

“Two amplifier panels and wiring
systems are used, one for loud speak-
ers in the public rooms, and the
other for the earphones in the pri-
vate rooms. This is done by con-
necting the primaries of both first
audio transformers in parallel and
then the circuits are amplified sep-
arately.

“A compound relay incorporates
the features of turning on and off
the set and charging the A and B
batteries in such a manner that they
are fully charged at all times. This
relay is actuated by a switch at the
remote control panel operated at the
telephone switchboard. When this
relay closes, the A battery circuit to
the filament is closed, and the A
battery charging circuit is turned
on, thus the A battery is being
charged only while the set is in use.

“The A battery is charged at the
came rate as its discharge plus a
three per cent overcharge to com-

The Installation was Designed to Give Earphone Volume in 208 Rooms.

pensate for battery losses. By this
process the battery is only floating
across the line and therefore the
water decomposition due to charging
is very small.

“The B batteries are charged when
the set is not in use and by the ac-
tion of the relay closing, a switch
is actuated which changes the B bat-
teries from the charging circuit to
the operating circuit. It is possible
in this manner of charging the B
batteries to regulate the charging
period and rate, plus a five per cent
battery loss to equal the discharge
rate when the set is in operation.

“At the completion of the concert,
which usually starts at twelve
o’clock noon and ends at twelve
o’clock night, the switch is closed.
This, through the relay, opens the
A battery and charging circuit, and
throws the B batteries back on
charge.

Radio Wires Run
to 208 Rooms

“An entirely different phase of the
work presented itself when it came
to running the lines throughout 298
rooms on eight different floors and
loud speaker lines through a pipe
shaft, fourteen floors high. All of
these lines had to be run in cuch
a manner that the energy level would
be the same in any part of the build-
ing and yet should any circuit fail,
it would not throw out any other
circuit. These technical difficulties,
which vary for different structures,
were solved by mathematical calcu-
lation.”
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Thirteen “Don’ts” for the

By H. P. BRIDGE, Jr.

HE dealer’s own good judg-

I ment will always be his best

guide, in the merchandising of
radio or any other line. But, inas-
much as radio is a newcomer in the
business world—and can literally be
considered as such until it becomes
standardized to a greater degree
both as to apparatus and methods of
distribution—the successful selling
of it is too frequently done in a hit-
or-miss fashion.

Following is a list of thirteen
pertinent points regarding the mer-
chandising of radio which those
handling such equipment would do
well to consider and to compare with
the procedure of their own sales
organization. These brief points
have been evolved from a varied
experience in the sale of radio, and
represent the sum of a stock of
knowledge which many in the radio
business have learned through
costly experience.

Don’t Talk Technicdlities
to Prospects

Don’t “know” too much about radio
when talking with a casual prospect.
If you stress technical points and
talk too much in terms of capacity
units, oscillator-couplers, megohms,
super-heterodynes and the like, the
customer (especially if a woman) is
apt to become alarmed and to think
that radio is far too complicated for
her to grasp. Whereas, if the cus-
tomer is told that a few simple twists
of the dial will bring worthwhile en-
tertainment from halfway across the
continent, he or she will bother but
little with “what makes the wheels

go 'round.” To most people, there
is a thought of romance in the pos-
sibilities of radio. Don’t destroy this
by alarming them with the techni-
calities uf the thing.

Don’t Confuse Customer
with Too Many Sets

Don’t show the prospect every set
in the store if you can help it—at
least don’t bring him to consider
them as possible purchases. The
chances are, you know radio far
better than he does and if you are
sure that a particular set is just
what he needs for best results, then
proceed to sell that one to him, with-
out wasting a lot of time for you
both, while he ponders over half a
dozen types of sets distinctly un-
suited for his needs.

Donr’t Fail to Have
Set Properly Installed

Be sure, after selling a prospect,
to see that the set he has
ordered is neatly installed. The
average radio installation has long
been an eyesore. This frequently
even includes sets in which the bat-
teries are kept in the cabinet. An-
tenna and ground leads can at least
be run neatly if not entirely con-
cealed. Extra headphones can be
placed on hooks. Batteries where
not contained in the cabinet need
not be wired haphazardly around
the set. Give the customer an in-
stallation in which he will take a
pride even if it costs you a little
more. Either quote a price on the
set which includes the installation or
make it plain that your price is for
the set alone. It is often unwise to

Talking in Technical Terms Has Spoiled Many a Sale

quote a price for just the set and
then explain to your customer that
it will require a further expenditure
of $40 or $50 before it is installed in
his home complete ready to operate.

Dor’t Try to Sell Him the
Most Expensive Outfit

The “best” set may not always be
the one to sell a customer. Sets that
are most efficient in reception are
frequently too complicated in op-
eration for the ordinary prospect,
who knows little or nothing about
radio. Thus, a cheaper, more simple
outfit may mean. a better satisfied
customer and consequently prove a
greater asset to the dealer who ex-
pects to remain in the business and
some day, perhaps, sell receiving sets
to this man’s friends and neighbors,

Don’t Make Exchanges
Without Good Reason

Let it be the exception rather than
the rule that sets can be exchanged
after the customer has once accepted
them. There is no surer way of find-
ing radio business unprofitable than
this method of exchanges, which fills
your shelves with sets which have
been scratched or otherwise show
evidence of former usage. Have a
sign at the counter or display room
boldly proclaim “Radio Sales Are
Final” and stick to the ruling in all
but exceptional cases.

Dor’t Handle
Too Many Lines

Be careful in stocking up on parts.
A “parts” business is a mighty
profitable one if you know how to
handle it but, as Lincoln—or was it
Ben Franklin—wisely said, “First
be sure you are right, then go
ahead.” Purchase your stock of
parts wisely and well. Don’t try one
of each different make. If you are
satisfied you have a good line that
is complete, why dabble in a half
dozen others? Impress the convie-
tion of your own firm belief in the
line on the prospect. If you lose a
sale occasionally through this policy,
do it in good grace, knowing you are
better off than if you had sold the
article through the fact of maintain-
ing an unwieldy and slow-moving
stock.
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Radio Salesman and His Boss

Don’t Neglect
to Follow Up Sales

Make a point of calling on the cus-
tomer after he has had the set a few
days. He will appreciate your in-
terest even though the set may be
operating to his entire satisfaction.
If the set is on trial it should never
be left longer than a few days. The
best arrangement for a trial is to
allow the prospect to use the set over
the week-end, during which period
of time he will probably have plenty
of leisure in which to try it out.
Rather than place sets in the homes
for trial, some concerns find it more
satisfactory to sell outright, allow-
ing the customer the privilege of
returning the set within five days in
case it is in any way unsatisfactory,
or unsuited to his needs.

Don’t Disappoint Customers
by Over-Statements

Be conservative in your statements.
When talking to a prospective pur-
chager, it is unwise to recite a story
of the wonders of long-distance re-
ception on the set in question, when
you know that such reception was

JONN-SMITH
RADIO
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Don’t Make the Customer Dizzy by Demonstrating Every Set in the Shop

Donr’t Delay Moving
Obsolete Sets

Smile when set models change and
leave you with obsolete styles on
your hands. Such changes in
equipment are improving radio and
will serve ultimately to make busi-
ness better for you. Therefore,
merchandise the sets you have left as
best you can and take your loss. Be
frank in explaining to customers
why such sets are sold cheaply and,

P

—
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A Noisy Loud Speaker Often Frightens People Away

obtained only in an exceptional case.
Radio has its faults and handicaps
and to have the customer find these
out after he has paid a lot of good
money for the set is distinctly not
the best thing. It is not necessary
to dwell on the facts of “static,”
“interferences” or kindred annoy-
ances, but the dealer will be wise in
mentioning these things in such a
way there can be no misunderstand-
ing.

with a little wise salesmanship, you
will frequently find it possible to
break better than even on the deal.

Don’t Have a Sidewalk
“Loud Squealer”

Don’t keep a loudspeaker bawling
forth in front of your store unless
reception is unusually good. When
greatly amplified, an ordinary dash
of static sounds like a peal of thun-

der and is apt to give inexperienced
people a poor conceptioniof what
radio really is. Make your place of
demonstration as comfortable and as
simple as possible—and do not have
a maze of wires or clusters, of bat- |
teries lying about which may, serve
to confuse the prospect.

Donr’t Let Clerks Discuss

. ““Circuits’’ with “Bugs”
Beware of wasting time or allowing
your.glerks to spend too long in dis-
cussing technicalities with amateur
radio enthusiasts, some of whom
would gladly spend half a day in
your store arguing out the merits or
demerits of a certain tuning unit.

Don’t Fail to Clear Up
Local Interference

If you are bothered by local inter-
ference take pains to find just what
this is. Perhaps it is merely the re-
sult of a lighting transformer leak,
broken insulator, or other cause that
can be readily eliminated. One
small-town dealer offered a reward
of $25 to anydne who could locate
the cause of a disturbance on his
demonstration sets.

And Don’t Forget
the Women

Do not hesitate to do your share of
radio ‘‘missionary work.” Many
fields now of unpromising appear-
ance will be distinctly worth cultivat-
ing for future worth. And, don’t
forget, radio is not exclusively a
man’s hobby—women who are home
all day may be the best prospects.
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Summer Radio Windows from

The window display above, from Selfridge and Company,
London, presents two outstanding summer sales argu-
ments for radio. First, its use on the water, and second,
the sporting events that are broadcast. The scene
represented in the window is the finish of the Henley
Regatta, painted on a canvas background, while in the
foreground is a radio set in a small sailboat. Wazx figures,
dressed in sport clothes, give the final, realistic touch.

A miniature
camp scene (above)
was used to advertise
a new model portable set,

by the McGraw Company, Sioux City,
Ia. A well-known life-size Kewpie doll,
a window display furnished by a large
electrical manufacturer, was also used
to attract attention.

McCarthy Brothers and Ford, Buffalo,
N.yY., put across the portable idea,
by presenting an empty suitcase on a
table, about to be packed for a vacation
trip, and suggesting, by a neatly let-
tered sign, that a portable radio set
should be part of the vacation equip-
ment.
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Both Sides of the Atlantic

This unusual display of the
Smith-Winchester Company,
Jackson, Mich., depicts a
globe against the rising sun.
Streamers from the globe to a
receiver in a home setting,
convey the thought that a
radio set is the connecting
link between the world and
the home.

To display parts, the Silver-
Marshall Company, Chicago,
Ill., hit upon the idea of
mounting several tested parts
on a board, and outlining the
results of the test by graphs
and charts illustrating the
degree of perfection reached
in the manufacture of the
parts.

A large map of the United States, drawn on the
window of the Daynes-Beebe Music Company,
Salt Lake City, recently attracted much atten-
tion. The outline was made with water colors
that were easily wasked off. Cities in which
large broadcasting stations are located, were
shown on the map and a streamer ran from each
city to a radio set in the background. This made
an unusually striking method of presenting the
stations that could be heard by the set.
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PRODUCTS

Success

HE pronounced success of Music

Master is based upon the unvary-

ing success of Music Master distrib-
utors. Their success, in turn, is based
upon the unvarying success of their
dealers. And the dealers’ success, finally,
is based on the absolute satisfaction built
into Music Master Products for the
consumer.

No One Has Ever Lost
Money on Music Master

Because quality is backed up by advertising
that goes into two out of every three homes
in the country — and puts money in your
cash register.

Tie Upr To STRENGTH

Ten Styles RECEIVING SETS $50 to $460
Nine Models REPRODUCERS $18to $100
Multi-Cell Dry “B” BATTERIES Storage “A” and “C”
Essential ACCESSORIES Large and Small

{Rusic Master Corporation
Makers and Distributors of High-Grade Radio Apparatus

128-130.N. Tenth Street
Chicago New York PHILADELPHIA Pittsburgh Montreal
Canadian Factory: Kitchener, Ontario

PRODUCTS
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TYPE 100
Five Tubes. Music Master Circuit, involvi
special adaptation to radio frequency. Very
selective, good volume and distance. Solid
mahogany cabinet in brown mahog- $
any art satin finish. Price . . . . 100

PRODUCTS

DEMAND

HE enthusiasm with which the

Music Master line has been re-

ceived, backed up by orders for
delivery as soon as possible, promises
an extraordinary demand for the
Music Master Products.

To reach the utmost perfection pos-
sible we have worked back from the
reproducer toward the microphone.

How well we have succeeded in achiev-
ing sensitivity, selectivity, clarity, vol-
ume and, above all, tone quality,
Music Master sets will demonstrate on
audition.

TYPE 300
Five Tubes. New circuit,
with standard bell or cabir
Music Master Reproducer,
specially designed art model
ducer illustrated. Great szlec
extraordinary volume, wond
tone quality. Solid mahogan
inet, beautifully ornamen
brown mahogany art satim $3
finish. Price

Music Master Reproducar Md

X111, Drum Type. Ar: Mo
illustrated, Price $40.

155
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New Radio Sets lllustrate

Table Type, Under $100

Charles Freshman Co. $39.50. See Page 162

Crosley Radio Corp. $32.50. See Page 161

Better Radio Products Co. $39

Terrace Radio Mfg. Co. $60. See Page 165

Music Master Corp. $60. See Page 163

Standard Radio Corp. $60. See Page 164

Stewart-Warner Corp. $65. See Page 164

Audiola Radio Co. $60. See Page 160

Splitdorf Electric Co. $60.. See Page 164

Indiana Mfg. Company. $65. See Page 162 Sears Manufacturing Co. $70. See Page 164

Electrical Research Labs. $69.50. See Page 161

Kodel Radio Corp. $70. See Page 162 Concert Radiophone Co. $75. See Page 161
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According to Price Range

Table Type, Under $100, Continued

Atwater Kent Mfg. Co. $80. See Page 160

U-S-L Radio, Inc. $80. See Page 165

DeForest Radio Co. $85.

Freed-Eisemann Radio Co. $90. See Page 161 .
Colin B. Kennedy Co. $85. See Page 162

Apex Electric Mfg. Co. $95. See Page 160 Musicadd Products Co. $95. See Page 163 Airway Electric App. Corp. $98.50. See Page 160

Table Type, $100 and Over

Slagle Radio Co. $110. See Page 164 Dayton Fan & Motor Co. $110. See Page 161

Thermicdyne Radio Corp. $100. See Page 165
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‘New Radio Sets Illustrated According to Price Range—
Table Type, $100 and Over—Continued

A-C Eectric Mfg. Co. $115. See Page 160 Globe Electric Co. $120. See Page 162 Leich -Electric Co. $125. See Page 162

]

25

Adler Manufacturing Co. $125. See Page 160 David Grimes, Inc, $125. See Page 162 Kellogg Switchboard Co. $145. See Page 162

Argus Radio Co. $160. See Page 160 Premier Radio Corp. $160. See Page 164

R. E. Thompson Mfg. Co. $180. See Page 165 Mu-Rad Laboratories, Inc. $180. See Page 163 Miessner Radio Corp. $175. See Page 163

Consoles and Highboys, $112.50 to $2,000

A [

Crosley Radio Corp. $112.50. See Page 161 Better Radio Products Co. $135. Electrical Research Labs. $142.50.

’
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New Radio Sets Illustrated According to Price Range—
Consoles and Highboys, $112.50 1o $2,000-Concluded

&

A-C Electric Mfg. Co. $185. See Page 160 Colin B, Kennedy Co. $235. See Page 162 Electrical Research & Mfg. Co.
$250. See Page 161

Wright Radio Mfg, Co. $250. See Page 165 Thermiodyne Radio Corp. $275. See Page 165 Premier Radio Corp. $290. See Page 164

Argus Radio Co. $300. See Page 160 Adler Manufacturing Co. $340. See Page 160

Stcwart-Warner Corp. $450. See Page 164 Music Master Corp. $400. See Page 163 Zenith Radio Corp. £2000.
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“Radio

Listings of radio products, with the name
and address of the manufacturer, together
with complete information concerning each
product is a monthly feature of Radio
Retailing. This service is wholly for the
benefit of readers and is without charge of
any kind whatsoever to the manufacturers
listed. Itis Radio Retailing’s desire to make

RADIO RETAILING, A McGraw-Hill Publication

Retailing’s” Complete Specifications

directory of radio products, so that, by keep-
ing and filing the lists each month, the dealer
will always have at hand the information he
wants to know about any radio set, repro-
ducer or accessory. Manufacturers are
invited to send specifications of their prod-
ucts for representation in these lists, which
will be revised, brought up-to-date and

battery chargers, eliminators and power
units, see April issue, pages 360-365. For
portable receivers and loop antennas, ses
May issue, pages 448-451. For makers of
knock-down sets in kit form, see June issue,
pages 545-546. For revised, up-to-date list
of reproducers, earphones and phonograph
units, see September issue. Late additions

these lists a complete, representative published in rotation. For batteries, to set listings will a'so appear.
Trade Name Weight No. Dry or J Will Set |Operates On
Name and Address and List Dimensions m Tun- Storage Bat- | Stages|Stages| Operate Antenna
of Manufacturer Model Number Price in Inches Pounds ing Battery tery | I.F. | AF. | Speaker | and Ground
Dials or Loop
A-C Electrical Mfg. Co., A-C Dayton XL-5 $72.50 25x8x74 124 3 Either No 2 2 Yes A& G
Dayton, O. A-C Dayton hono 95.00 143%104x7 11 3 Either No 2 2 Yes A&G
A-C Dayton XL-10 115.00 23x|0x91 19 3 Either No 2 2 Yes A& G
A-C Dayton XL.-10 125.00 22x9x9 19 3 Fither No 2 2 Yes A&G
A-C Dayton XL-15 185.0G 38x31x134% 60 3 LZither No 2z 2 Yes A& G

Adams-Morgan, Paragon Paradyne No. 2 27.50 11x5%6% 52 1 Either No | Yes A &G
24 Alvin Ave., Paragon Paradyne No. 3 48.50 163x6§x7% 94 | Litner No 2 Yes A& G
Upper Montelair, N. J. Paragon Paradyne No. 4 65.00 203x73x8 13 1 Either Yes | 2 Yes A&G

Adler Mfg. Co Adler-Royal Model 199 125.00 3 DB Yes 2 2 Yes A& G
881 ISro(de‘Ly. New York Adler-Royal DModel 201A 125.00 3 sh No 2 2 Yes ALG

Aer-A-Dyne Mfg. C Aer-A-Dyne 75.00 31x17x19 28 3 Either No 2 2 Yes A& G
800 Broad St., buca N.Y. 7-0-5

Air-Qla Radio Co., Just-Rite Reflex 120.00 94x234x9% 29 1 SB No 3 3 Yes Loop
615 16 St., Huntington, W, VA[. Just-Rite Reflex 215.00 423x3§x18 125 1 SB No 3 3 Yes Loop

Air-way Electric Appliance Air-way Model 41 49.50 2 SB | 2 Yes A&G
Corp., Toledo, O Air-way Model 51 87.50 3 SB 2 2 Yes A& G

Air-way Model 61 98.50 | 29ix114x15 2 SB 1 4% Yes A& G
Air-way Model 62 137.50 294x14x15 2 SB I 4% Ye! A& G
Air-way Model 63 197.50 38x43x154 2 SB 1 43 Yes A& G

Ajax Electric Specialty Co., Ajax Crystal Sets 3.00 6x31x3 2 Slider None None | None | None No A& G
1926 Chestnut St., st. L., Mo. 5.00 7x5x3 2 I None None | None | None No A& G

Aladdin Mfg. Co., Muncie, Ind. Aladyne No. 510 75.00 204x11x13% 20 2 SB No | 2 Yes A& G

All-American Radio Corp., All-Amax. Jr. 22.00 7x6 1 DI No 1 | Yes A& G
4201 Belmont Ave., Chic., Ill. All-Amax Sr. 42.00 7x21 2 SB No 2 2 Yes A&G

Ambler-Holman Co., Ambler-Holman 75.00 21x143x1 14 29 3 SB No 3 2 Yes A&G
1178 Brondway, New Y ork ‘

AmEfl(.all Radio and Research Amrad Neutrodyne 85.00 173x63x12 14 2 SB No 1 3 Yes A& G
Cor Amrad Cabinette 180.00 12x29x14 26 2 SB No | 3 Yes A&G
'\chford Hillside, Mass. Anmrad Jewel 285.00 15x29x17 38 2 sSB No 1 3 Yes A& G

American Wireless Corp. American Wireless 165.00 45x28x15 100 3 DB No 2 2 Yes A&G
54 W. 23rd St., New York

Amsco Products, Inc., Meleo Supreme-5 165.00 25x10x13 22 3 =SB No 2 2 Yes Both
416 Broome St., New York Meleo Supreme-25 150.00 234x92x8 22 3 SB Yes Both

Andrea, F. A, D, Fada Neutro-Junior 40.00 17x7x83 13 2 Either No 1 2 Yes A&G
1581 Jerome Ave., Fada One-Sixty 60. G0 19x8x8 18 3 SB No 2 2 Yes A&G
New York City Fada Neutrolette 85.00 | 225x974x13% 27% 3 Lither No 2 2 Yes A&G

Fada Phoeno. Panel 100.00 IS%xI(ﬁ-}xé 15 3 ISither No 2 2 Yes A& G
Fada Neutroceiver 125.00 25x12x17 35 3 Fither No 2 2 Yes A&G
Fada Neutroceiver Grand| 175.00 27x44x18 65 3 Either No 2 2 Yes A& G
Fada Neutrola 175.00 27x21x17 48 3 Either No 2 2 Yes A&G
Fada Neutrola Grand 225.00 27x51x18 80 3 Fither No 2 2 Yes A&G

Anyllte Flectric Co., King Cole 80.00 21x9x10 18 2 Either No | 3 Yes A&LG
ort Wayne, Ind.

Apex Electric Mfg. C Apex Super-Five 95.00 201x9ix11 25 3 SB Yes 2 2 Yes A&G
1410 W. 59th St., Chlcago. 111,

Argus Radio Corp Power Elee. Radio 145 145.00 | Phono. Panel 2 * No 3 2 Yes
25 W, 18 st., 7\'ew York Power Elec. Radio 160 160.00 | 184x164x74 2 E3 No 3 2 Yes

Power Elec. Radio 235 235.00 27x20x47 2 No 3 2 Yes
Power Elec. Radio 300 300.00 27x194x49 2 *1 No 3 2 Yes

Astral Radio Corp., Astral—A 67.50 71x22x831 20 3 SB No 2 2 Yes A&G

1237 N. Broad St., Astral—B 90.00 124x27)x14 32 3 SB No 2 2 Yes A&G
Philadelphia, Pa. Astral—C 175.00 48x291ix15 60 3 SB No 2 2 Yes A&G
Astral—P 215.00 50x26x16 50 3 SB No 2 2 Yes A&G

Atwater Kent Mfg. Co., Atwater Kent 19 60.00 193x8ix8} 123 2 sB No 1 2 Yes A&G

4700 Wissahickon Ave., Atwater IKent 20 compact 80.00 91x63x6% 12 3 =B No 2 2 Yes A&G

Philadelphia, Pa. Atwater Kent 20 80.00 26x81x8% 161 3 =B No 2 2 Yes A& G
Atwater Kent 10 80.00 291x10 143 3 SB No 2 2 Yes A&G

Atwater Kent 12 100. 00 34x10 16§ 3 SB No 2 3 Yes A&G

Atwater Kent 24 De Lux[e 100.00 274x94x10 214 3 sSB No 2 2 Yes A&G

Audiola Radio Co., Audiola Sealed—5 60.00 22x10x10 3 Either No 2 2 Yes A&G
430 3. Green St., Chicago, IlL Audiola Big—6 90.00 25x 1 1x11 3 Either No 2 1& 1 Yes A&G

Automatic Radio Mfg. Co., Blue Bird 13.50 ix11 4 2 DB No 1 Yes A&G
28 Cross St., Boston, Mass.

Auto Indicator Co., Pocket Radio 23.50 4x124x2% 4 1 Either No | None | None No A& G
Grand Rapids, Mich.

Beaver Electric Corp., Beavertone 75.00 20x12x17 15 2 SB No 2 2 Yes A&G
51 Lispenard St., New York

Blue Seal Mfg. Co., 1406 S. Blue Seal 63.00 29x10x10} 23 3 SB No 2 2 Yes
Michigan Blvd., Chicago, Il

Boissonault Co., G. ‘Whitestone Big-3 60.00 20x11 22 3 Either No 2 2 Yes A&G
865 Canal Pl., New York

»
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. ) . No. Operates On
Name and Address Trade Name List Dimensions Weight Tun-| Dry or C Stages |Stages|Will Set Antenna
of Manufacturer and Price in Inches in ing Storage Bat- |R.F. A.F. | Operate | and Ground
Model Number Pounds | Dials | Battery tery Speaker or Loop

Bosworth Electric Mfg. Co., Bosworth Air Set I3-1 155.00 13x134x30 35 3 Either No 2 2 Yes A &G
Norwood, Cincinnati, Ohio.

Brown Radio Mfg. Co., Tharobred B-77 110.00 224x13x10 3 Either No 2 2 Yes A &G
675 Wyoming Ave., Thorobred 13-88 130.00 28x13x10 3 Lither No 2 3 Yes A&G
Kingston, Pa. Thorobred B-66 225.00 16x32x41 3 LKither No 2 3 Yes A&G

Buckeye Electric Co., Aristocrat Refiex 75.00 22x8x8x9 3 Either No 2 2 Yes A&G
So. Antler St., Gladwin, Mich. Aristoerat DeLuxe 100. 00 28x8x8x9 3 Either No 2 13 Yes A&G

Buckwalter Radio Corp., Supertonz 150.00 31x10x10 33 2 SB Ycs Yes I.oop
2632 Prairie Ave., Chicago, Il

Chelsea Radio Co.,179 Chelsea 50.00 20x8x10 5 3 Either No 2 2 Yes A&G
Spruce St., Chelsea, Mass,

Cleartone Radio Co., Ginlderest-60 60. 00 8x20x8 20 1 Fither 1 2 Yes A &G
Cineinnati, O. Clearodyne-70 75.00 8x20x8 20 2 SB 1 2 Yes A&G

Super-clearodyne-80 120.00 10x26x10 35 3 SB 2 2 Yes A&G
Cleartone-90 185.00 30x14x15 70 2 DR Yes 4 2 Yes Loop

Colonial Radio Corp., Colonial 17-5 58.00 2 DB Yes 2 2 Yes A&G
East Ave. and 10th St., Colonial 23-5 85.00 |Phono. panel 3 SB Yes 2 2 Yes A&G
Long Island City, N. Y. Colonial 24 85.00 Portable 2 DB Yes 2 2 Yes A&G

Colonial 21-5 87.50 3 SB Yes 2 2 Yes A&G
Colonial 16-5 125.00 3 DB Yes 2 2 Yes A&G
Colonial 16-6 175.00 3 DB Yes 3 2 Yes A &G
Colonizl 20-6 175.00 3 SB Yes 3 2 Yes A&G

Continental Radio & Mfg. Continental Five 100. 00 11x27x13 19 3 Either Yes 2 2 Yes A&G
Co., Newton, lowa

Concert Radiophone Co., Coneert Jr. 3.50 . 5x8x4 2 1 No No No A&G
1938 Euclid Ave,, Monotube 12.50 7x12x6 2 Either No No A&G
Cleveland, O. Tritube 35.00 7x18x8 2 Either Yes 2 Yes A&G

Concert Grand 50.00 9x29x9 20 3 SB No 2 2 Yes A&G
De Luxe 75.00 9x29x9 20 3 SB No 2 2 Yes A&G

Cosmopolitan Phusiformer Cosmopolitan Five 59.00 22x9x9 23 3 Lither No 2 2 Yes A&G
Corp., 15 W. 18 5t, N. Y. C.

Crosley Radio Corp., C'rosley Pup 9.75 A DB No No A&G
128 Sassafras St., Croaley 50 14.50 61x8x43 1 Either No No A&G
Cincinnati, O. Crosley 50-P 16.00 81x9x41 1 Either No No A&G

Crosley 51 18. 50 6x1ix43} I | ° Either Yes I Yes A &G
Crosley 51-P 23.50 |2%x|3;x8 1 Lither Yes I Yes A&G
Crosley 51 Special 23.50 123x123x8 1 Either Yes 1 Yes A&G
Crosley gz 27.50 64x123x6 1 Lither Yes 2 Yes A&G
Crosley 52-P 32.50 14x12§x8 ] Either Yes 2 Yes A&G
Crosley 52 Special 32.50 123x14x9% I Either Yes 2 Yes A&G
Crosley Supertrirayne 50.00 7x18x74% 2 Lither Yes I} 2 Yes A&G
Crosley Sup'dyne Spec. 60.00 12x27x10% 2 Either Yes 1 2 Yes A &G

Crouch-Wilson & Co., Clar-A-Dyne 75.00 7x24 25 3 S.B. Yes 2 2 Yes A&G
28 Broad St., Oneonta, N. Y. AModel K

Dayton Fan and Motor Co., O.ENL 12 75.00 22x9x 8% 3 Yes A&G
Dayton, O. Reflex O.15.M. 7 98.00 22x9x8% 3 2 2 Yes A&G

Dayola 110.00 243x12x15 3 2 2 Yes A &G
Day-Fan-5 115.00 | 22x104x104 ] 2 2 Yes A&G
Day-Craft 145.00 | 305x12§x14} 1 2 2 Yes A&G
Day-Craft 165 00 | 3uix37ix14} 1 2 2 Yes A&G

Deforest Radio Co. Pray-Grand 195.00 38x39x18 1 2 2 Yes A&G
Information not available. Daytonia 300.00 | 423x404x18 ] 2 2 Yes A&G
Will appear in Septemnber issue Dayroyal 300.00 | 263x33ix17 1 2 2 Yes A&G

Deitrickson Radio Co., Deitrickson—2R-3 10. 06 8x9x4 3 2 DB No A &G
3rd and Edmond Sts., Deitrickson—2R-4 16.00 8x9x4 4 2 DB 1 Yes A&G

St. Joseph, Mo. Deitrickson—Duo-5 85.00 9x28x8 19 2 SB 2 2 Yes Both

DeWitt-La France, Superadio Reactodyne-5 50.00 18x10x$ 2 SB Yes 1 3 Yes
Cambridge, Mass. Superadio Reactodyne-¢ 60.00 18x10x9 2 SB Yes 1 3 Yes

Distantone Radios, Inc., histantone Model A 37.50 8x8x16 3 SB Yes 2 2 Yes A&G
Lynbrook, L. 1., N. Y. Distantone Model B 47.50 9x9x20 3 SB Yes 2 2 Yes A&G

Dray Radio Laboratory, Dray—599 125.00 30x10x14 40 3 DB Yes 3 2 Yes A&G
6 . Lake St., Chicago, Tl

Drexel Radio Mfg. Co., D-13-4 95.00 16x20 2 Either Yes 1 2 Yes A&G
804 . 43rd St., Chicago D-RR-5 125.00 8x27 3 Either Yes 2 2 Yes A&G

Eisemann Magneto Corp.,N.Y. Faseinann 6-D 125.00 198x13 % x93} 153 3 Either 2 2 Yes A& G

Eagle Radio, Newark Information not available

Electrical Research & Mfg. Superiorflex 8-3 100.00 281x12x10 24 1 Either Yes 2 2 Yes
Co., Waterloo, lowa SRuperiorflex P-3 125.00 20x93x12% 25 1 Either Yes 2 2 Yes

Superiorflex P-8-3 145.00 20x94x12% 27 I Either Yes 2 2 Yes
Superiorflex 419-3 250.00 |30ix20§x46} 110 1 1sither Yes 2 2 Yes

Electric Service Shop, Simpli-Dyne 75.00 24x10x 10 15 . 2 Either Yes 2 2 Yes
Bradford, Il1.

Elgin, IIl., Radio & Supply Co. Elgin, 1926 75.00 7x7x16 15 1 Either No 2 Yes A&G

Elite Radio Stores, Tzigan 125.00 12x12x12 27 1 DB Yes 4 2 Yes
New Bedford, Mass. (Reflexed Super-het)

Essex Mfg. Co., Pall Mall 65.00 84x183x7 123 2z sB Yes ! 2 Yes A&G
Newark, N. J.

Exlntone Corp., Boonton, N.J. ExIntone Midget 1 1|V & 2% Yes A&G

Federal Tel, &Tel.Co., Buffalo|Information not available

Freed-Eisemann Radio Corp., F.E. 15 75.00 | 234x133ix13% 22 3 SB Yes 2 2 Yes A&G
Brooklyn, N. Y. F.E. 18 90.00 3 DI Yes 2 2 Yes A &G

N.R.7 110.00 3 SB Yes 2 3 Yes A&G

N.R. 20 175.00 35x17x17 59 3 SB Yes 2 2 Yes A&G

N.R. 35 195.00 3 S8 Yes 2 3 Yes A&G
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No. . . Operates On
Name and Address Trade Name List Dimensions Weight Tun- Dry or C Stages Stages Will Set Antenna
of Manufacturer and Price in Inches in ing Storage Jat- | RF. | A'F. | Operate | and Ground
Model Number Pounds Dials | Battery tery Speaker or Loop
Freeport Radio Corp., ABC—Model A 85.00 20x16x10 22 2 SB Yes | None 2 Yes A&G
Freeport, 1. ABC—Model B 85.00 24x10x7 18 2 SR Yes | None 2 Yes A &G v
Freshman Co., Inc., Chas,, Freshman Alasterpiece 39 50
240 W, 40 St., New York oncert 75 00
I'reshman Master Unit 75.00
Franklin Console 115 00
Garod Corp., Garod-RAF 135.00 194x78x 10 18 3 SB No 2 2 Yes A&G
124 Adams St., Newark, N. J. Garod—V 195.00 134x345x112 35 3 SB Yes 2 2 Yes A&G
Garod-Georgian 400.00 35ix163x424 150 3 SB Yes 2 2 Yes A&G
Gibson-Sears Radio Corp., Sterling Five 60.00 20x8x8 20 2 Either No I 3 Yes A& G
48 W. Broadway, New York
Globe Electric Co., Globe No. 770 50 00 6x18 2 SB i 2 Yes A&G
14-28 Keefe Ave., Globe Duo-Dyne 990 120 Qu 28x10 3 sB 2 2 Yes A& G
Milwnukee, Wis. Globe No, 830 65 04 7x21 3 SB 2 2 Yes A&G
Golden-Leutz, Inc., Plio-6 60.00 12x21x10 35 2 NB No 2 3 Yes A&G
476 Broadway, New York Universal Plio-6 12x21x12 40 2 SB No 2 3 Yes A&G
Goulding Mfg. Co., Ultradyne Model 5C 225.00 26x94x12 2 RN No 3 2 Yos Both
405-4th St., Milwaukee, Wis. |[Port. Ultradyne Model3(;| 275 00 22x134x103 35 2 SB No 3 2 Yes Both
Ultradyne Model 7G 300.00 304x49x 16 2 RIH No 3 2 Yes Both
Grebe & Co., Inc., A. II., h'ynchroplmsojﬂu-l 155.00 94x224x133 22 3 SB Yes 2 2 Yes Both
Richmond liill, N. Y. Synchrophase-Mu-2 155.00 91x224x133 22 3 DB Yes 2 2 Yes Both
Grimes, Inc., David Grimes Reflex 49 50 b Yes A&G
1571 Broadway, New York Grimes 125.00 3 DB 2 3 Yes A& G
Halldorson Co., Hallderson R.F. 500 75.00 22x9x18 i8 3 3B No 2 2 Yes A &G
1772 Wilson Ave., Chicago, 111,
Hallock & Watson Radic H;’\wat‘TR-i 90.00 234x94ix8; 23 3 Either No. 2 2 Yes A&G
Corp., Portland, Oregon
Harmon & Sons Co., H. W, Harmonson IV-A 80.00 14x26x16 25 2 Either Yes | 2 Yes A&G
418 Poplar St., Harmonson 1V-A Grand 110.00 14x26x 16 35 2 Lither Yes | 2 Yes A& G
Grove City, Pa. Harmonson IV-C Grand| 130,00 14x26x16 35 2 Fither Yes 1 2 Yes A& G
Harmonson Unitro 175.00 l4x14x33 45 | Fither Yes | 2%%x 2 Yes A&G
Herzog Radio Corp., Herzog Automatic 310.00 ! 3 3 Yes Loop
718 Atlantic Ave., Bkyn., N.Y.
Hoag Mfg. Co., Y. M., Blitzadyne 65.00 8x24 20 2 Nither No 2 2 Yes A&G
Veenon, N Y.
Hollywood- Yale Corp., Hollywood Masterpiece 110.00 22x17x14 20 3 DB Yes 2 3 Yes A& G
Los Angeles, Cal.
Howard Mfg. Co., Howard 200.00 33ix12x103 38 3 =B No 2 2 Yos A& G
469 1. Ohio St., Chicago, HI.
Hudson Termina! Radio & Hudson 40.00 11x21x9 14 3 1M Yes 2 ! Yes A& G
Elec. Co., New York
Huntington Radio, Huntington Model 5 115 00 26 23} z Lither No 2 2 Ye A& G
Ivanston, Il. Huntington Model 6 145 00 30 27 EFither No 3 2 Ye A& G
Independent Radio Labs., I.IR. L. 38 50 18x10x10 Either Ye A& G
7015 Worley Ave., I. R. L. Super-4 50.00 24x8x8 2 SB Yes | 2 Yes A& G
Cleveland, O. ILR.L.5 65 00 26x10x10 3 =SB Yes 2 2 Ye A& G
Indiana Mfg. & Electric Co., Hyperdyne-500 65.00 8x24x12 3 Either -2 2 Yes A& G
Marion, Ind.
Irving Radio Corp., Irving 60.00 20x8x81 20 3 Either No 2 2 Yes A& G
Columbus, O. leving 65 00 22x1Q4x 12} 20 3 Fither No 2 2 Yes A& G
Jewett Radio & Phonograph Jewett Receiver 140.00 11}x29x14 33 2 Either 2 2 Yes Either
Co., Pontiae, Mich,
— R
Kellogg Switchboard & KeHogg Wave Master 125.00 28x104x9 42 | sSB No 2 2 Yes A&G
Supply Co., 1066 W. Adams Kellogg Wave Master 1 SR No 2 2 Yes A&u
St., Chieago, 111 Console
Kennedy Corp., Colin B., Model 20 90 00 lox141x93 15 | Either 2 2 Yes Both
2017 Locust St., Model 15 120.00 214x15ix1ug 25 2 Lither 2 2 Yos Both
St. Louis, Mo. Roypal 16 235.00 5Ux58x15% 79 2 Rither 2 2 Yes Both
Keystone Radio Co., Keystone Wondertone-5 65.00 22x10x12 15 3 Lither No 2 2 Yes A&G
Greenville, Pa.
Kings Radio Sales Co., Kings R.FF.-5 45.00 28x8!x8 35 3 Either No 2 2 Yoes A &G
St. Louis, Mo.
Kodel Radio Corp., Gold Star 6 00 63x43x4 1 | Crystal No A&G
507-11 Kast Pearl St..: Gold Star 12.00 41x54x6} 2 t =B No A &G
Cincinnati, O. Gold Star 18.00 ) 3B Yes A&G
Gold Star Reflex 30.00 134x9 & x7 2 nB I | Yes A&G
Logodyne Standard-5 70 00 [J193x(1§x94 13 3 Lither 2 2 Yes A&G
Logodyne Unitrola 87.50 [ 124x151x7} I} 3 Either 2 2 Yes A&G
Logodyne 90 00 3 Either 2 2 Yes A&QG
Logodyune Big-5 99.00 | 233xI2x10; 19 3 Lither 2 2 Yes A&G
Logodyne Standard 5 165.00 3 Either 2 2 Yes A&G
Console
Logodyne Big 5 Console 275.00 | 451x131x373 55 3 Either 2 2 Yes A &G -
Kor-Rad Co., Lafayette [<-40 140.00 25x 14x1 1% 3 Either Yes 2 2 Yes A&
151 IS, 58th St., New York Lafayette K-60 160.00 31x17x113} 3 Either Yes 2 2 Yes A&G
Langbein-Kaufman Radio Co). Elkay Super-Selector 70.00 Ix20x11 20 2 Either Yes [ 2 Yes A&G
New Haven, Conn. Elkay Super-Nelector 80.00 I1x20x 11 29 2 Lither No i i3 Yes A&G
Leich Electric Go., Genon. I Leich 1-A 125 00 27Fx133x12 37 3 Either Yes 2 2 Yes A&G .
Los Angeles Sales Co., Lasco B Reflex 96.50 12x10x 11 29 2 * Yes
Los Anaeles, Cal.
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: Nu. . Operates On
Name and Address Trade Name List Diniensions | Weignt Tun- Dry or C Stages| Stages] Will Set Antenna
of Manufacturer and Price in Inches in ing Storage Bat- | R.F. | A.F. | Operate | and Ground
Model Number Pounds Dials | Battery tery Speaker or Loop
Lytton, Incorporated, Lytton Duplex—99T 19.75 7x9x8 10 1 DB ,No 2 2 Yes
Lytton Bldg., Chicago, Ill. Lytton Duplex Port. 25.90 64x10x15 25 | DB No 2 2 Yes
Model 100 75.00 11x29x9 20 3 DB Yes 2 2 Yes
Model 103-PL 160.00 9x18x14 32 | Yes 3 2 Yes
*  Model 101-A 165.00 16x27x104 42 2 DB Yes 2 2 Yes
Model 103-A-PL 190.00 9x 18x14 36 1 SB Yes 3 3 Yes
Model 195 195.00 16x27x 10} 48 2 Either Yes 3 2 Yes
~ Model 201 195.00 33 2 Either Yes 2 2 Yes
Standard Console 195.00 3 Either Yes 2 2 Yes
Model 401-A 359.00 2 DB Yes 2 2 Yes
Model 305 500.00 2 Either Yes 3 2 Yes
Machine Specialty Co., Arborphone Model 26-5 55.00 94x94x27 18 3 sB No 2 2 Yes
Ann Arbor, Mich. Arborphone Highboy 165.00 18x30x474 3 sB No 2 2 Yes
Magnavox Co., 2725 E. 14 St Magnavox 10 110.00 24x154x11 27 1 SB 2 2 Yes A&G
QOakland, Cal. Magnavox 25 145.90 | 23ix153x20 33 1 SB 2 2 Yes A&G
Magnavox 75 200 00 46x18x22 59 1 SB 2 2 Yes A&G
Mack Co., Philadelphia, Pu. Mack Sineroflex 50.v0 8x 19x 84 16 2 Fither No “ 3 Yes
Martin Radio & Electric Co., Packard-5 45.00 153x93x 83 17 3 S1 No 2 2 Yes A&G
130 W. 52nd St., New York
Meteor Phonograph Co., Meteor Model 4 50.00 20x9x9 19 2 DB No I 2 Yes A&G
Piqua, Ohio Meteor Model-30 80.90 15x8x 12 12 1 8B No | 3 Yes A&G
Meteor Model-6 100. 090 32x12x11 15 1 SB No | 3 Yes A&G
. Meteor Model 7 125.00 44x19x15 100 1 sB No 1 3 Yes A& G
Meteor Model-9 140.00 33x35x21 1B | SB No | 3 Yes A&G
Meteor Model-20 175.00 44x35x22 135 1 sB No 1 3 Yes A &G
Metropolitan Engr.ServiceCo.| Veriphone Model BB 175.00 24x124x16 16 3 DB Yes 2 2 Yes A&G
Boston, Mass. Veriphone Model B-2 17>.00 32x13x11 17 3 DB Yes 2 2 Yes A&G
Miessner Radio Corp., 175.00 [1x22x11 32 3 * Yes Yes Both
Brooklyn, N. Y,
Minerva Radio Mfg. Co., Minerva-5 60.00 20x9x9 20 3 S Yes 2 2 Yes A&G
827 Irving Park Blvd,, Minerva-5M 99.00 36x9x9 27 3 sB Yes 2 2 Yes A&G
Chicago, Il Minerva-Elite 125.00 27x17x14 34 3 SR Yes 2 2 Yes A&G
Minerva-Serenade 20v.00 37x40x 18 78 3 SB Yes 2 2 Yes A&G
Minerva-Grand 225.00 37x56x18 112 3 SB Yes 2 2 Yes A&G
Mississippi Valley Radio Co., Lafayette TRF-5 65.09 3 sB No 2 2 Yes A&G
203 Pine St., St. Louis, Mo.
Mohawk Elec. Co., Chicago . |Information not available
Monroe Radio Mfg. Co., Monrona Crystal 8.00 63x54x33 28 No A&G
Monroe, Mich. Monrona V 75 0V 9x26x84 16 3 s Yes 2 2 Yes A&G
Monrona VI 100.00 9x26x 81 14 2 SB Yes 3 2 Yes L.oop
Mu-Rad Laboratories, Ilnc., Mu-Rad 180. 0y 334x124x14 35 I =B Yes 2 2 Yes A&G
Asbury Park, N. J. Transcontineutul
Murdock Co., Chelsea, Muss. [nformation not available
Music Master Corp., Music Master Ware 50 50.00 [ 133x134x11% 2 DB 1 2 Yes A&G
128 N. 10 &t, Music Master 60 60.00 22x103x9 3 SB 2 2 Yes A&G
Philadelphia, Pa. Music Master 100 100.00 | 31x13ix11§ 3 SB 2 2 Yes A&G
Music Master 140 140.00 | 213x15fx 143 2 8B 2 2 Yes A &G
Music Master 175 175.00 | 29ix14ix153 2 SB 3 2 Yes A&G
Music Master 215 215.00 | 31ix15ix44 2 SB 3 2 Yes A &G
Musie Master Ware 250 250.00 | 24ix16x13 | SB 4 2 Yes Loop
Music Master 300 300.00 | 415x24x42; 2 SB 2 2 Yes A&G
Music Master 400 400.00 | 45x253x44} 2 * 2 2 Yes
Music Master Ware 460 460.00 | 49x29:x46 1 SB 4 2 Yes Loap
M asical Prods., Dist., Co., Radio-Art Model 210 95.00 18x214x13 28 3 SB Yes 2 2 Yes A &G
New York, N. Y.
Mutual Radio Co., Super-dix, Type 8 115.0u 8x 19x7 2 DB Yes 3 2 Yes Loop
Sterns Rd., Wellesley, Mass. Super-Six, Type-L 14V 90 9x10x3y 2 DB Yes 3 2 Yes Loop
Super-six, Type-P 175.00 183x191x93 40 2 DB Yes 3 2 Yes Loop
Myradio Co., Mjyradio Model-3 25 00 Tx18x7 61 2 sB No | 2 Yes A &G
Philadelphia, Pa. Reflex
Neutrowound Radio Mfg. Neutrowound 1926 85.00 34x9x6 23 3 SB Yes 2 3 Yes A&G
Corp., Chicago, Il
Northwestern Radio Mfg. Co., Noreo 75 00 94x20x84 20 3 Lither No 2 2 Yes A&G
Portland, Ore.
Nunn-Landon Co., E. D. Nunn 90.00 23x8x11 3 SB No 2 2 Yes A&G
115-4th St., E. D. Nunn 110.00 25x93x13 3 SB No 2 2 Yes A&G
Milwaukee, Wis. E. D. Nuan 130.00 23x10x13 3 SB No 2 2 Yes A&G
B—peradio Corp., Chicago, Ill. Operadio 1925 189.00 9x12x17 44 2 DB No 3 2 Yes Both
Orator Radio Corp., Orator Popular ITI 45.00 2 DI
1717 Broadway, New York Orator Popular IV 58.50 3 DB Yes A&G
Orator Aristocrat II1 99.90 DB Yes A&G
Pennsylvania Wireless Mfg.| Co. Reactoflex 58.50 7x21x9 16 2 Either No 2 Yes Both
507-11 Florence Ave., . Penn-C-Special 65.00 7x21x9 15 i Either No 2 Yes A&G
New Castle, Pa. Penn-C-Deluxe-5 90.00 24x12x8% 18 3 Either Yes 2 2 Yes A&G
Peerless Radio Corp., Chicago Electradyne 110.00 15x16x13 37 3 Fodkk Yes 1 2 Yes A&G
Perry Radio Supply Co., Perasco Kewpic 25.00 84x6}x6 4 i Either No | None | None No A&G
218 Washington Blvd., Perasco Amp. PA-111 35.00 8ix65x6 5 None Either No | None 2 Yes A&G
River Forest, Il1l. Perasco Amp. PA-IV 40.00 9x7x6 6 None Either No | None 2 Yes A&G
Perasco PRD-11 50 00 134x7x6 7 2 Either No i | Yes A&G
Perasco Petit Grand 175.00 26x12x11 30 2 Either No 3 20or 3| Yes A&G
Pfanstiehl Radio Co., Pfanstienl Model 8 85.00 22x10x14 16 2 SB 2 2 Yes A&G
{1 South La Salle 8t., Pfanstiehl Model 8-C 135.00 38x12x14 50 2 SB 2 2 Yes A&G
Chicago, Il Pfanstichl Model 10 155.00 9x26x10 19 | SB 2 [1&2}] Yes A&G
Pfanstichl Model 10-C 450 00 48x33x18 65 ' KR 2 11&2%] Yes A&G
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Trade Name . Weight | No. Dry or C Will Set | Operates On
. Name and Address and List Dimensions in Tun- Storage Bat- | Stages| Stages| Operate Antenna
of Manufaeturer Model Number Price in Inches Pounds ing Battery tery | R.F. | AF. | Speaker| and Ground
Dials or Loop
Ports Mfg. Co., Fresno, Cal. PRMCO—DNodel 1926 65.00 5 3 Either No 2 2 Yes A&G
Powerola Radio Corp., Powerola Type C-3 115,490 22x154x12 25 3 *k No 2 2 Yes Both
1845 Broadway, New York Powerola Type C-3 165.00 22x153xt2 50 3 * No |. 2 2 Yes Both
Premier Radio Corp., Premier 7-B 160.00 2 sB No 4 3 Yes Both
Defianee, O. Premier 7-A 290.00 2 SB No 4 3 Yes Both
Q. T. Radio Products Co., Little Giant, Q. T. 39.50 7x18x7 15 3 Either Yes 2 2 Yes A&G
East Orange, N. J. Lvening Ilour, Q. T. 10J.00 40x26x16 60 3 ISither Yes 2 2 Yes A&G
Radio Center, Baltimore, Md. Reinen Reflex H-5 13>.00 9x28x8; 30 3 SB Yes 2 2& [+ Yes
Radio Corp. of America, Radiola II1I 35.00 Fx63x6 34 2 DB Yes No A&G
233 Broadway, New York Radiola III-A 65.0¢ 11§x73x6 6% 2 pB Yes Yes A&G
Radiola 24 195.00 213 16x7% 40 2 DB Yes Yes Loop
Radiola 26 225.00 144x13x93 4v 2 DB Yes Yes Loop
Radiola Semi-Portable 269.0v 35x113x11 55 2 nNB Yes Yes Loop
Radiola Super VIIIT 425.00 19x264x49 93 2 DB Yes Yes Loop
Radio Industries Corp., Rieotrode 60.00 20x9x9 18 3 Either No 2 2 Yes A&G
131 Duane St., New York DeLuxe 75 00 3 Either No 2 2 Yes A&G
Console 100. 00 3 Either No 2 2 Yes A&G
Radio Receptor Co., Receptrad Multifiex 135,40 271x105x93 30 2 ok No 3 3 Yes
136-7th Ave., New York 3atteryless 18¢.00 271x103x94 65 2 * No 3 3 Yes '
Radio Supply House, Paramount—I1 18.09 7x12x8 | DB No A&G
Moline, Il Paramount—>5 78.00 8x24x9 3 =B Yes 2 2 Yes A&G
Radiotel Mfg. Co. Radiotel SA2 70.00 20x 1 1x104 15 3 SB No 2 2 Yes
Bay Shore, N. Y. Radiotel 8A3 85.00 20x11Ixlud 15 3 SB No 2 3 Yes
Randle Radio Co., R. F. Model 4 100.00 25x123x19; 23 3 Either No 1 2 Yes Loop
Cummninsville, Cineinnati, O.
Raven Radio, lnc N Raven Five 70.00 22x10x8 16 3 Either Ye 3 2 Yes A&G
Coblesville, N. .
Receptor Radio Corp., Receptor Five 60.00 9:x20x91 16 3 =B No 2 2 Ye:
Philadelphia, Pa.
Reichmann Co., Thorola Islodyne 50 85.00 | 21ix104x12} 32 3 s No 2 2 Yes A&G
Chieago, 111 Thorola Isodyne 55 115.00 21ix11x13 4y 3 =B No 2 2 Yes A&G
Rich, Geo. H. Reflex 2-T-22 35.0u 19x9x9 2 Lither No 1 2 Yes A&G
6303 N. Uber St., Phila., Pa. Reftex 3-T-22 50.00 25x9x9 3 INither No 2 2 Yes A&G
Richards, C. W. C. W. R-6 150.00 23x14x14} 48 3 =B No 2 2 Ye
55 8. River &t . Jancsville, Wis. C. W. R-7 195.00 25x 14x 14} 55 2 Either Yes 3 2 Yes
Roberts Radio Co. H. C., Oriole Five 47.50 8x17x10 1 3 Lither No 2 2 Yes
112 Trinity Pl, New York
Roth Radio Co. New York Melodee 45.00 7x18 3 SB No 2 2 Yes A&CG
Sears Mfg. C Torodyne 79.00 $1x20x10% 31 3 Lither Yes A&G
5213 W m(lsor "Ave. R Acme Reflex Model A 135.00 7x18x8} 24 | SB Yes Loop
Cleveland, O. Acme Reflex Model B 150.0¢ 7x24x8} 27 2 sB