“= Radio
- Retailinig
" test’em yourself/| ‘

< SR

OU don’t have to take our word
for anything. You don’t have to

believe our salesmen or our ads. Just
believe your own ears. That’s all we

want!
(turn to pages 622 and 623 for a fair proposition)

Brandes

Experts in radio acoustics since 1208




Model VII.

Seven Beautiful

FEnglish Tudor Art Models from
Console $125.00 to $350.00.
Prive $350.00 Send for Descriptive

Height 561 in. Width 31% in. Depth 163 in. Brochure.

There Is No Substitute
Features That Make the for GOOd Recep tiOn

Buckingham Supreme

The Buckingham is a five-tube improved A NEW kind of radio simply had to come. The public de-

tuned radio Irequency set, incorporating &

new exclusive features not found in other A 1 - 1 Q 5 8

Peceiviug seto. edmnad Tor s ibe? manded it, and expected it. Broadcasters hoped for it.

or uutdo;:l' erial. Tone Ouali I'housands of people who wanted radio in their homes, but
quISlte one ua lty . . o . .

Obtained throuzh the use of latest type 1ow were not satisfied with the results others obtained. waited for it.

ratio audio transformers—:2 to 1 ratio in
bhoth stages—giving even amplification,

without distortion. Volume is not sacrificed, OAts
a usual resubt from using low ratio trans- And NOW 1t 18 here!

formers, because in Buckingham a specially

tesigned paddle-whee ‘peinductance coil : g o ~

e e S T Buckingham radio meets the new conditions and fills the long-

imum losses. : 5 5 5 5

All whistling amd other unpleasant noises felt want. Here, at last, is a receiver which -combines all the
b illati re elimi . with- . oo 5 e .

o L S AR T G I essentials of ideal radio performance, and offers real radio enter-

which sacrifice volume and distort signals.

Maximum Selectivity
Latest type straight-line frequency con-

tainment to people who want and expect the best.

densers give maximum selectivity, and uni- Perfect tone quality, maximum range and volume, a degree of
form distribution of wave lengths over the L. T, .
dials. No crowding. On the dials of ordin- selectivity never attained heretofore, utmost ease of operation
ary receivers, 83 of the government allotted - 1 11 .

wave lengths are crowded into the first 50 1 1C1te - P C
B bractically Smpossibie to and simplicity of control, and unequalled beauty of appearance
separate stations roadeasting on  wave S 1l - 1 Cd ’
lengths below 300 meters, Hence confused both inside and out, easily make Buckingham “The World’s
B Finest Radio Receiver.”

Buckingham separates «/! adjoining wave
lenglhs by equal distances on the dials, in-
suring clear reception from stations never

evenheard on ordinary sets, Dealers! Attractive exclusive Buckingham fran.

Cabinet Beauty ¢ chises are still open in certain terri-
(‘hc])ir'f-]walnuft. lwilh lmlll'quit,ry na]nvlkm:'. tories. Perhaps in vours. Call at our Radio Salon,
and 1mlays a ebony and satinwood. - M . 5 . .
thentie period designs. Etched metal panel Room 1930 Straus Bldg, Michigan Ave. & Jackson Blvd,
with exquisitely defined bronze figures and or write us for full particulars.

calibrations. Graceful fluted and tapered
Bakelite knobs. Lacquered brass pointers,
A delight to the most critical cabinet con-
noisseur.

All models oxgg?vg?)?eq?ehave scientifi- BuCkingham Radio Corp.

‘(_‘allybdtetsigpe-d bulilt-lin 1()ud-sr)ezllker.”SDam
or batteries and chargers. All se con- : .
tained. No ugly exposed parts. 2435 Indiana Ave. Chlcago, 111,

Radlo Retalling, November, 1925, Vol. 2, No, 5, Published Monthly, McGraw-HIIl Co,, Inc,, Tenth Avenue at Thirty-sixth $treet, New Yark. N. Y, $2 per year, 23 cents per eopy,
Entered as second-class matter, April 10, 1425, at the Post Office ut New York, N Y., under the ict of Mareh 2, 18790,
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larvelous Tone (Quality

3

14

That’s the .
Big Selling Feature of the
Bradley-Amplifier

HE BIGGEST SELLER, this year, is the resistance-
coupled amplifier to take the place of transformer-
coupled amplifiers. Quality, not mere noise, is the demand
of set owners, and resistance-coupling is the answer.

The Bradley-Amplifier is an important accessory. It is
not a part, like a rheostat or grid leak. It is an essential
for every set. It is as important as a good loudspeaker.

Place your order, today, for a stock of* Bradley-Ampli-
fiers. Nation-wide advertising is selling Bradley-Ampli-
fiers faster than they can be distributed. Remember,
every set owner is a potential buyer of a Bradley-Am-
plifier. Get your share of easy sales that come early in
the radio season by ordering Bradley-Amplifiers, today!
%’ﬁﬁi;iniiff:gi;iﬁ";iﬁf1\’75.'2?5&

exposed except tube sockets which will
accommodate the new UX tubes.

PERFECT AUDIO AMPLIFIER
Manufactured by
Allen-Bradley Co.
Electric Controlling Apparatus

489 Clinton Street
Milwaukee - Wisconsin
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No. 602 Receiverii\':"g&
closed. 6-tube,
Finished in Amer-
ican Walnut,
Built-in Loud

peaker Price
$340,

No. 601 Table Model—
6-tube; totally shielded;
dualcontrol; volt meter;
takes new tube bases;
operates either horn or
cone type loud speaker;
Solid Mahogany. Price
$210.

No. 1 Type Table
Model, 5-tube; has an-
tenna coupling switch:
also key for switching
from first audio to
second audio frequency
amplifier. Solid Mahog-
any. Price $180.

hmEE (1

onsibilily /
e

Stromberg-Carlson responsibility is two-fold—to users
of its product and to dealers whom it authorizes to dis
tribute that product.

Inspectors in the Stromberg-Carlson plant are awarded
a bonus for any imperfection that they can detect and
reject in every stage of the production of Stromberg-
Carlson Apparatus. Workers are given cash awards for
suggestions which will improve Stromberg-Carlson Ap-
paratus. These provisions are indicative of the responsi-
bility that the company feels toward users of its product.
Dealers, to become authorized Stromberg-Carlson
distributors must measure up to accepted Stromberg-
Carlson standards.

To such dealers, in fulfillment of Stromberg-Carlson re-
sponsibility, there is accorded a protection which is unique
thus far in radio merchandising;—unique as to price sta-

bility, freedom from service costs and customers’ good will.
(Prices quoted are for the United States east of the Rockies)

Stromberg-Carlson Telephone Manufacturing Co.
1060 University Avenue, Rochester, NewYork
Kansas City

Chicago Toronto

Makers of voice transmission and voice reception apparatus for more than 30 years
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. e s iy -
150 240 550

| meters meters meters

- E«:"' 4

The high-wave reception range of the Grebe e 7] 9 9

dial (B) —from 550 down to 240 meters ——equals Grebe "' Colortone ) Flexible Unit Control )
the practical tuning range of the usual receiver. One dial operates two or all three; or dials
The low-wave range of the Grebe dial (A) pro- may be adjusted separately, at will.

vides additional reception down to 150 meters.

——-——; Make Your Christmas
Sales the Largest Ever

N addition to the advantages of the Binocular Coils and
S-L-F Condensers, the Grebe Synchrophase has three new

Grebe Binocular Coils

e developments that will make your holiday sales show a big
Lt oo advance over last year.

In the Synchrophase, you can offer your trade a receiver
that will give complete control over tone quality, inde-
pendent of the loud speaker’s influence.

The Grebe **Colortone’ allows the listener to alter to his

taste, speech or music from high, thin pitch to deep, round
tones, with all the variations between.

Grebe Low-Wave Extension Circuits give a reception range
that includes over 100 low-wave stations not reached by other
sets.

Grebe Flexible Unit Control offers a receiver of one, two or
three-dial control so that you can suit all preferences.

Dealers who sell the Synchrophase are offering the utmost in present-
day radio reception and their sales will be proportionately large.

Better write for full details
A. H. Grebe & Co., Inc., 109 West 57th Street, New York

Factory: Richmond Hill, N. Y.
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.

This company owns and oper-

; ates stations WAHG and
WBOQ; also low-wave re-
broadcasting stations, mobile
WGMU and marine WRMU

SHROEHAN

TRADE MARR REG.US.PAT.OFT.

‘“Take the lead

and set an exam-

ple of diligent
. toil.”’

—Confucrus

Much toil and
great diligence
have made the
Synchrophase
worthy of first
rank 1n radio o %
Tecelvers. The Synchrophase is also
supplied with base for

%ﬂﬁﬁi\' batteries and in a de luxe

Console model.

eatfoerey
All Grebe ap-
paratus is cov-
ered by patents
grantedand

pending
Y ————
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KEYSTONE ARRESTERS

For Reliable Lightning Protection

Antenna

It is unnecessary to cut antenna wire at

. this insulator. Simply place antenna wire
A Quallty PrOduct through insulator, coil up lead-in wire and
wrap it over and over antenna span wire,
SOld ata POpUlar as illustrated. Then take up any remain-
. ing slack at either end of antenna span.
Price

Don’t forget to include a dollar and
half Keystone Radio Lightning Ar-
rester in the sale of every set or Antenna

antenna. Here is another dollar .Not.e_ lead-in post.
wire is uncut

and a half to ac‘ld to pr‘actxca.lly here.  Simply ANT
every sale of radio material, with place wire un- .
a generous percentage of net profit der screw and i

Porcelain ) @(—Note soldered

involved in the transaction. tighten screw. wall tube. ft connection here

- i See below—

Note suggestions in diagram, at right, for i

a real low-loss antenna and ground system. - Ground
If the antenna is not constructed properly, -

a lot of energy needed for DX reception
will be lost.

Improved Reception

S

The use of a low capacity lightning arrester
will greatly conserve the energy collected
by the aerial. Keystone Lightning Arresters
have an internal capacity of only five
micro-micro farads (refer to tests made by
Lefax, Inc.) This low capacity prevents
the energy collected by the antenna from
flowing to ground through the lightning
arrester.

A silk or cotton
covered wire may
be soldered to an-
tenna and ground
', wires and contin-
ued on to set.
Solder connec-

Keystone radio lightning arresters are of
the air gap type, and consist of a body of

Note wire is uncut here.

enuine Bakelite, heavy brass binding posts g . :
ﬁeing moulded integr);]]y in uppegrpznd Sxmply plac'e wire under tions at end of
lower sections; the rugged discharge elec- screw and tighten screw. porcelain tube,

trodes are inside the body, where they are
in an absolutely water, damp and dust-
proof enclosure and so located that any
change in their relative positions (which
would affect the gap) is practically im-
possible.

wrap with tape
and force soldered
joint into tube.

Ground wire is soldered to
ground clamp which s

The electrical characteristics of the Key- fastened around water pipe.
stone radio lightning arrester leave little

to be desired. Note—If water pipe is not available

you can readily drive a pipe ground,

SOLD BY = & f using a set of Keystone Ground Pipe

YOUR JOBBER 1 =y ; 3 Fittings. Write for Circular on
CT 2% Grounding.

Keystone Arresters are listed as Standard by the Underwriters’ Labcratories

.
4/ ELECcTRIC SERVICE SUPPLIES Co,

Manufacturers of nearly two million Lightning Arreslers
PHILADELPHIA NEW YORK CHICAGO
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Here is
the Ideal
Dealer
Proposition!

A seven-tube loop set sold
complete with all accessories,
including loud speaker, for one
price. Nothing extra to buy!

OST of the dealer’s troubles in selling radio sets

have been taken out of Cleartone in advance.

All tubes and batteries have been installed in the set

and tested at the factory. You know they are good.

There is no aerial to put up and no ground to estab-

lish. The set will not be returned because of poor
equipment Or improper connections.

The set is easy to sell because it can be demonstrated
anywhere without putting up an aerial or ground.

Prices Completely Equipped—Nothing Else to Buy
Mode! 90 Detached Loud Speaker. .. oo s $185
Model 91 Built-in Loud Speaker....... .. %200
Model 92 Console with Built-in Loud Speaker.. $275

It can be moved from room to room and used con-
veniently under almost any circumstances.

It has beautiful tone, and the workmanship makes it
a most attractive set. Easy to sell from the stand-
point of furniture.

As the set is different from the ordinary run of five-
tube sets there is a distinct field for it among every
dealers’ trade. Dry battery operation and loop an-
tenna fit it especially for the farm and apartment
house markets.

Prices Set Only With Loop
Model 90 Detached Loud Speaker....... ... $130
Model 91 Built-in Loud Speaker. . .. %170
Model 92 Console with Built-in Loud Speak.er $245

We also have a five-tube tuned radio frequency set using the new UX wet or dry battery tubes.
Price $85 with tubes.

Write or aire for exclusive dealer proposition.

The CLEARTONE RADIO COMPANY

2429 Gilbert Avenue, CINCINNATI, O.

LEARTONE &4,

619

A@‘

PN




620 RAD10 RETAILING, A McGruw-Hill Publication

e —— ]

e S R

d
g
i
L §

]
!
t
[ 4
1

PP B

The Kolster Fight pictured abcve is one
of four beautiful models, of which there
are two Eights and two Sixes. Each is
housed in a cabinet of rare charm, de-
signed by leading authorities. A Kolsteris
a pleasure to the eye as well as to the ear.

KOLSTER
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dealers find Kolster

SO attractive

F. T. C. executives, planning long
ago, are rewarded by the wide re-
sponse upon the part of progressive
dealers.

The reasons are simple.

Primarily, in the instrument itself,
a Kolster anticipates the current
public demand.

That means sales and profits to the
dealer.

Secondarily, in the relationship with
the trade, F. T. C. executives have
developed a mutually successful
plan.

A Kolster franchise means: territo-
rial protection, substantial profi,
protection against obsolescence and
against erratic price fluctuations,
aggressive advertising.

If the above were a mere claim, it
would not be unique. But backed by
F. T.C. it is not a claim, but a
fact.

Furthermore, it is unique because
behind the Kolster is a concern so

RA DI

ably financed and so forward-looking
that it can afford to give every
Kolster dealer the very limit of co-
operation.

In selling a Kolster to a customer 2
Kolster dealer is insuring a satisfied
customer. A Kolster satisfies in tonal
perfection, simplified tuning, quiet-
ness from background noises, selec-
tivity, no interference, sensitivity,
beautiful cabinets and a factory
guarantee.

F. T. C. executives, in anticipating
public demand, also anticipate the
requirements of a permanent,
mutually profitable relationship with
dealers, founded on cooperation.

Because of F.T. C. policies, you

should handle Kolsters if you want -

substantial and steady profits.

Write, wire or mail the couponfor
further information.

FeperaL TeLEcrRaPH COMPANY
(of California)

Woolworth Building, New York City

} Federal Telegraph Company,

| . (of California)

] Woolworth Building, NewYork,N.Y.
|

]

i

Please send me particulars regarding Kolster Radio

and the Kolster dealer proposition.

| Name

= Street

| City_ State.

B s G S e e WD e S MR - S e e S e

621
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Audio Transformer, list $4.00 Superior and Navy, list $4.50 and $6.00 Table-Talker, list $10 Phonograph Actachment, list $10

HERE'S so much shouting Hear a lot of them. Order
Tabout “the best speaker just one Brandes Speaker (any
on the market” that we merely  type—cabinet, cone or horn),
want to whisper a word of Hear it along with the others.

friendly advice. Try it with any good radio

Hear the speakers yourself. set.
Prices slightly higher west of the Rockies and in Canada.

Send your order for a Brandes Speaker to your nearest jobber.
If you don’t know him, write us. We’ll forward your order to him.

Brandes Products Corporation
200 Mt. Pleasant Ave. Newark, N. J.

Brandes

EXPERTS IN RADIO ACOUS-TICS SINCE 1908




Rapio RETAILING, November, 1925 623

Cone Speaker, list $38.00 Type H Speaker, list $18.00 Cabinet Speaker, list $30.00

DON’T just listen. Really they are through a Brandes?

) test the speakers. Tune  Afrer you've convinced your-

n a plano SOI10. LlSten to the Self’ you Wlll want to demon,

very low notes. Are they strate the Brandes. Then—

muffled and blurred? Or are and only then—do we want

they as clear and round as youtoplace yourregular order.
Brandes have been experts in radio acoustics since 1908.

Their complete line now includes all types of speakers as well
as that old standby—the Superior Matched Tone Headset.

Brandes Products Corporation
200 Mt. Pleasant Ave. Newark, N. J.

Brandes

EXPERTS IN RADIO ACOUSTICS SINCE 1908
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DE FOREST

Swings open the Door on the

Biggest Jales Opportunity

since the advent of Broadcasting

The De ForestL S 400 Reproducer
The latest development of the original
and basic patents held by DeForest
on the cone type or open diaphragm
Reproducer.

De Forest Tubes. Bearing the trade
mark of the inventor of the 3-element
tube upon which present day radio is
dependent. Isolantite base and other
improvements, packed in shock-absorb-
ing, metallic cartons, combine to make
these the greatest tube values on the
market,

De Forest
Radiophone—Type W-6

“Renaissance”’
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ouw -5 and W _fines

are Both equipped with the
ow Weagant Circuit

_ Q)

\)

Here you have an opportunity to serve
both extremes of public demand with these

unequalled values

THE De Forest Type F-5 Broadcast Receiver is well-known, popular
priced and a speedy seller. The new De Forest Type W-6 and
W-5 Radiophones are a veritable revelation—the longest stride in
reception and reproduction yet taken.

The development of the new circuit is due to the genius of Roy A.
Weagant, former Chief Engincer with Marconi and now Vice-Presi-
dent and Chief Engineer of the De Forest organization. Its advent has
been awaited with interest by radio scientists and musicians. It
brings you a new musical instrument, reproducing flawlessly the
great orchestras, bands, and the human voice with a clearness that
has never been equalled.

And it is housed in a cabinet worthy of its superiority, designed by
Elbert McGran Jackson, renowned sculptor, architect, and painter.

The demand will be tremendous—get your share—tie up with our
big national advertising camsaigns by ‘displaying these marvelous
new De Forest instruments and pushing them.

7

Type F-5-AW. A 5 tube set in polished Walnut cabinet without built-
in loud speaker, but with compartments for A’ and "*B"’ batteries.
Retails at $90.00.

Type F-5-M. A 5-tube set in two-tone polished mahogany cabinet with
built-in loud speaker. Space for both *A’ and “B"' batteries. Retails
at $110.00.

Type W-6-F Radiophone—floor model—Retails at $450. 6 tubes, incor-
porating special power amplificr with 20 inch double cone reproducer.
By an ingenious device, one knob operates two condenscrs—single
dial, dual-control.

Tvpe W-6-T (Table Model). Same as W-6-F, except without lower
cabinet portion. $385.00.

Tvpe W-5-F (Floor Model), 5 tubes with 12 inch De Forest cone re-
producer. $235.00.

In addition to these new members of the De Forest
family there are two other F-5 models, one at $85 and
K another at $g0, and the D-17 loop series of three models.

Western prices slightly higher

DE FOREST RADIO COMPANY, JERSEY CITY, N. J.
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;I o ’ S $42o l
If ] |
I . 9 N .
i } America’s Finest ',n‘r”,
[ |
‘ ' Supreme in beauty—wonderful clarity of tone—remarkable volume. Uit
i | i
‘ il The greatest 5 tube receiver in America. Built into an elegant massive cabinet. I
Finished in American Walnut or Mahogany. ’
\[ ".’ To please the most discriminating. i
I I $42 50 Discounts 40-10-29, $22 49 iIJ, !
i . Net to Dealers . J“ .‘
! I 1 1 I
[ . . ‘ \
i An Attractive Christmas Number l |
\f The Blue Bird wonder. The finest one-tube receiver in the country for selectivity.
ity . volume, distance, clarity and easy tuning.
| il The Blue Bird cannot be equalled. Will excel and out-sell any.
| | :' Euncased in a beautiful genuine cedar or mahogany finished cabinet. | , |'
| . I
| fi $13 50 Discounts 40-10-29 $7 14 _ e
| . Net to Dealers . ‘ i
|
| !
‘ [( The rush is on—order yours today | LI
AUTOMATIC RADIO MFG. CO,, Inc.

30 Cross St.,, BOSTON, MASS.
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Phenolite — for
electrical insula-
tion, for wireless
instruments
working under
the stress of high
frequency; for

ils and panels,
for washers,
bushings, valves!

~sell 1asting beauty!

EE the smooth, even surface of Phenolite
radio panels—no pits, no rough spots, no
variation in lustre! . . . And the rich, lustrous
beauty of Phenolite is permanent—it does not
dim with age. For those who prefer a satin
finish, Phenolite can be rubbed down with oil
and pumice! . . . America’s leading manu-
facturers of radio receiving sets are paying a
premium to insure lasting quality and un-
varying performance. Phenolite meets their
every requirement. Your jobber will supply you
. with panels or tubing of Phenolite — or
write us.

National Vulcanized Fibre Co.
PHENOLITE PRODUCTS DIVISION, WILMINGTON, DEL., U. S. A.
We operate six great plants and maintain sales and service offices at Balti-
more, Birmingham, Boston, Chicago, Cleveland, Denver, Detroit, Greenville,
Los Angeles, Milwaukee, New Haven, New York, Philadelphia, Pittsburgh,
Rochester, San Francisco, Seattle, St. Louis, Toronto

Phenolite is made in six
standard grades — each

adapted to a specific use, 5
and each of definite char- i
acter and unvarying qual-
ity, made in accordance
with our own scientifically
exact formulae.

=1

Reg U S Pat. Off

Laminated BAKELITE
SHEETS : RODS . TUBES :SPECIAL SHAPES
Made by the makers of National Vulcanized Fibre
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BOSCH

AMEIRCLN FOLCH MaGNETIO SORPN.
APRINGFIELD  MASS.
MACa Wy vaa e, PIND
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RADIO

The Bosch Radio Receiver, un-

approached in tonal quality,
volume, selectivity, simplicity of
operation and beauty of design,
is a product of an organization
excelling in the manufacture of
precision electrical equipment.
The Bosch radio receiver and
the Ambotone—the Bosch wood
conoid reproducer—combine to
give a new standard of quality in
radio reproduction.

The authorized Bosch Radio
Dealer has these incomparable
selling features in Bosch Radio
Products, plus the valuable pres-
tige and public acceptance that
goes with the Bosch name.

Write at once for complete in-
formation on the exclusive Bosch
proposition for your locality.

AMERICAN BOSCH
MAGNETO CORPORATION

SPRINGFIELD - - . MASSACHUSETTS
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“They are

SAYs the J. H. McGrath Co.,
Hastings, Neb.: “We carry a
complete line of Eveready

Eveready Batteries.”
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repeaters’

There are thousands of
dealers as satisfied as Mr.
McGrath, and for the same

Batteries and find that they reason. Eveready Radio Bat-
E%;]R%RT%QSEZY E?E‘;. meet the most exacting re- teries are trade builders and
For real radiy eniommct. el quirements; are the easiest to  repeaters. They enable you to
;Xl‘ﬁlgg‘fg?%f’ymgfw‘g,,,‘“gem;‘hc;‘;‘z sell bccausethcyareqatlonally meet every Fustomer’s radio
WEAF New York known and advertised and battery requirements. Order
‘%‘E?EZ ;‘%!%?3;;;3 have consumer acceptance. from your jobber.
weR_ Eﬂ?;’d‘u’rgh Thcy are repeaters because Manufactured and guaranteed by
they are satsfactory. We lose  NATQ¥L Cawsox Courays, Tne
woc {%'av’é:‘stn no sales with our stock of Atlantall( ansasCityChicagoPmeurghDallas

Canadian National Carben Co., Ltd., Toronto, Ontario

eVEREADY

Radio Batteries

~they last longer
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T

——

eception
is like vision

About
DYMAC

National
Advertising

? through plate ghss |
! : !

N looking through plate glass
gives a clear eye-picture, so re-

ception from a DYMAC Selecto
Five gives a true, clear ear-picture
A\
N

of transmitted sound.

The DYMAC represents something
different in set construction -.- it's
not just a receiver, but a fine, musi-
cal instrument built to render com-
plete and accurate reproduction of

This DYMAC adver- tonal values.

tisement appeared in |
SATURDAY
EVENING POST of
October 17th, and in ‘
RADIO NEWS and \
COUNTRY '
GENTLEMAN for LL
November.

Type E Headset, $3
Vernier Dial, $1.50 i#
Loud Speaker Unit, $5
Soldering Set (Standard) $2.50
Crystal Set (Complete) $7.50
.. Sub-panel Socket, 75¢c.

< s y W-"M i 2

3 [l

Every DYMAC product is guaranteed for one year

The DYMAC is built exclusively
of time-proved, DYMAC-made
parts. Cabinet is walnut finish ma-
hogany with ebonized panels.

Its price is $75. If your dealer
can’t supply you with a DYMAC
Selecto Five promprly, write direct
to us. DYMAC Type G Headset
($5) and Loud Speaker ($8.50),
shown above, will increase your
reception enjoyment.

Electrical Products Mfg. Co.
Providence, Rhode Island

N. Y. Office: Metropolitan Tower

Export Office: Ad. Auriema, Inc.,

& 116 Broad Street, New York City

In the September issue of this publication, we told you how completely DYMAC
National Advertising covers the field of prospective radio buyers.

Don’t you agree that DYMAC advertisements like the one above will sell more sets than
ads;which merely burst into a “hullabaloo” about “the radio sensation of the century’’?

Is it not better to sell one idea—clarity of reception—and hammer that point home from
a new angle in each advertisement?

Many dealers and jobbers are writing to us saying we are right. Let’s hear from you.

ELECTRICAL PRODUCTS MFG. CO.

Providence, Rhode Islanq-
<.' -“New York Office: Metropolitan Tower
~ - Export Office: Ad. Auriema, Inc., 116 Broad St., N. Y. City

DYMAC Factory Sales Agents

Boston, So.—Hastings Elec. Sales Co. Kansas Clty—Wm. S, Reid Sales Co,
Philadelphia—Erlichman, Harris & Omaha—Leonard Kohn

Klein genver—Schmldt Sai‘eos Co. C
Wask on—Ww. . eattle—Fred. mlinson Co.
Cl:x}:rféil‘uzor?;;ﬁ:sBE:;“ 3an Franelsco—Fred. L. Tomlinson Co.
? & 5 Los Angeles—Fred. L. Tomlinson Co.
Chicago—E. V. Finson Fort Worth—Savage & Schmid.
Mlggenpulls—'l‘win City Radio Sales Atlanta—Barnes & (o,

. Vancouver, B. C.—John E. T. Yew-
St. Louis—M. Scott Gardner dall e

| N\

‘Write ds® or nearest DYMAC factory sales agent for
catalog showing complete line of DYMAC Guaranteed
Radio Products.

-

7 Zi%
//f EVERY Dirfniac propuct
- GUARANTEED FOR ONE YEAR
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REED-EISEMANN is the first of the leading

radio companies to give Dealers the neces-
sary discount to insure their making a profit
on sets listing over $100.

+ PLUS+

A complete range of sets at $75 up—

A sincere and binding franchise contract—not a mere
selling diploma—

A direct-by-mail-campaign to the consumer, all ad-
dressed, stamped and imprinted with the dealer’s
name—at a fraction of the actual cost—

Awindowdressingservice bytrained,expert decorators—

Powerful advertising campaign now appearing.

RITE us and one of our officers will reply personally,

whether or not there is a franchise still available in
your section.

Freed-Eisemann Radio Corporation
MANHATTAN BRIDGE PLAZA, BROOKLYN, N. Y.

633
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Announcing

the beautiful
Timmons Cone Talker

(14-in. Cone)

$2 5 00 LIST

Represents one of the greatest values of the new radio season.

Developed by Timmons engineers long known throughout
the industry as experts in acoustics.

THIS year radio enters the qual-
ity stage — and with it comes
the Cone Talker, which has a larger
and more responsive reproducing
surface. The new Timmons Cone
Talker is 14 inches across. This
gives a full tone range—the mellow
bass of the organ and the sweet high
tones of the violin are re-created
with equal fidelity—even the piano
1s reproduced with an absolute true-
ness of tone.

No Megaphone Effect

There are no restricting passages in
this Timmons Cone Talker. Speech
and music alike float freelv and
naturally from the large open sur-
face of the cone.

Patented Sealed Rim
A special patented feature is the
joining of the cone to the tapered
edge of the laminated wooden
rim. This greatly improves the
vibrating efhciency of the cone, pre-

. vents 1njury to its fibrous material

in handling and renders it immune
in reproduction to the usual effects
of atmospheric changes.

Moderate Price
Best of all, too, this really remark-
able reproducer, which needs no
auxiliary equipment, is now avail-
able to all classes of listeners at the
moderate price of $25.00.

Ask your jobber about this
new Timmons Cone and hear
it. Liberal discounts.

We'll be glad to send a supply of folders
lustrating and describing the new
Timmons Cone Talker

Timmons Radio Products Corp.

TIMMONS

-
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The new price of

$28.50

(with tube)

is selling thousands of

B-Liminators
\

Are you getting your share
of this business?

(new discounts)

NEWSPAPER survey made recently showed that
Timmons B-Liminators were leading all other B Battery
eliminators by far. We know from our own orders that thou-
sands of B-Liminators are being sold. Radio Broadcast, Popular
Mechanics, Radio in the Home, as well as fifteen other publica-
tions and newspapers have officially endorsed B-Liminators after
the most severe tests.

Our newspaper campaign is now under way. Big radio pro-
grams are being announced regularly, and radio is now entering
its biggest year. All of this makes a radio Christmas gift very
much appreciated. :

The B-Liminator is an excellent Christmas Gift

Why not put on a Christmas B-Liminator campaign? We'll help you with a
window stand suggesting the B-Liminator as a Christmas gift; also with folders
for your customers, quoting authorities who have tested B-Liminators and “fans”
who are using them every day.

See your jobber now. Ask him about new discounts, and we would advise you
to place your order for B-Liminators as soon as possible, as our plant is now
working hard to keep up with deliveries.

x Germantown, Philadelphia, Pa.

- Radio Products
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LOGODYNE

"BIG FIVE"

()oo

Five tubes, self-balanced tuned radio frequency; sloping
panel gold engraved; beautiful, massive, Adam brown
mahogany cabinet; compartment for batteries; stations
already logged for easy tuning.

The LOGODYNE Big Five well deserves to bear the
name KODEL RADIO. For no receiver could better
express or exemplify, or better prove in actual per-
formance, the high standards of quality to which the
KODEL RADIO line is built.

In range and power a master ; in tone as true and mellow
as an old Stradivarius; in appearance a masterpiece of
the cabinet maker's art; the LOGODYNE Big Five
matches in every respect the perfection that is required
O?f KODEL RADIO receivers—the best that radio
offers. .

Jree

THE KODEL RADIO CORPORATION
503 East Pearl Street Cincinnati, Ohio

Send for the new edition of our free booklet *“ The
Secret of Distance and Volume in Radio”. Gives
helpful interesting information on radio operation.

Owners of Kodel Broadcasting Station WKRC
on the Alms Hotel. Send for program.

LOGODYNE *Big Five"* Con-
sole Model—the Aristocrat of
Radio; built-in loud speaker ;com-
partment for batteries and charger $27 5
amasterprece in furnituredesign.

LOGODYNE *Standard Five®
Console Model—beautiful brown
mahogany; built-in loud speaker;
compartment for A and B bat-
teriesandcharger..v..venennn.

$165

LOGODYNE “Standard Five”
—five tubes self-balanced tuned
radio frequency; gold engraved
banel and sub-panel; battery
compartment; handsome brown
mahogany cabinet......... .04

$70

KODEL *“Gold Star Models—
adio’s greatest set values;

Three Tube “'Gold Siar™ Model. $30
Two Tube “'Gold Star** Mfodel. . $20
One Tube ““Gold Star™ Model. .. $ 12

*"Gold Star™ Crystal Setvovovass $ 6
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I wish to, report to you the success I had in testing
your sixty-five dollar Model Stewart Warner radlo set.

Being quite interested in the new idea of calibrating
the center dlal I tested it for accuracy and although the night
was bad I managed through heavy static, to tune in nine stations
which did not vary over one point on the dial on my statlon.
This was quite surprising and knowing that KPO and KGO Californis
were on that night at midnight our time, I got up and after about
a half hour tuned them both in almost on the dot on the dial
calibration and was able to get the announcements of both, with
the head phones.

This sort of demonstration tnis time of the year has
satiasfled me to the extent that I am sold on Stewart Warner
sets as an unusual sales proposition and we feel that we can do
a job with it over any similar product on the market regardless of
the fact that it 1s a new set on the market. .

Thanking you for your tenaclous efforts in trying to sell
us on your product and trusting we will all enjoy & prosperous
season &3 a result, 1 am,

nusual Sales Cpro;/)gs\i

SERVICE AND QUALITY
RADRIO SERVICE BUILT SETS -
CONSTRUCTION BLUE PRINTS
REPAIRING PARTS
ASSEMBLING TUBES
TESTING BATTERIES
WORKSHOP ACCESSORIES

236 GENESEE STREET

UTICA, N.Y.
August, 22, 1925.

Mr. R. O. Lees, $25.00
Stewart Warner Radio Distributors,
Ttica, N.Y. (e \
Dear Sir: }

Model 501A—$2.50

Model 505
Console Table -

C

5| Model 410 4§
“4 Console Table”

ve
1 EA

T et T T e

AES/JB Gentl Mgr. & Treas.

OU can't imagine a more enthusiastic group than our Stewart

Warner radio dealers. And why shouldn’t they be enthusiastic!
They tried the sets under adverse summer conditions and came
through with flying colors in every case.

The wonderful quality of tone, the extreme selectivity, the strong
volume, the accuracy and simplicity of tuning gives them every
selling advantage. And back of all is the Stewart-Warner reputa-
tion, which in the opinion of many is in itself sufficient reason to
buy a Stewart-Warner Matched-Unit Radio.

Over ten million people are using Stewart-Warner products today
and know Stewart-Warner quality. Soon over ten million people
will be talking about the wonderful job Stewart-Warner has accom-
plished in Radio. Will you be reaping the benefit in your locality?

TR 7O RS TR, \

__ Model 310—$175.00

Model 320—$450.00 /

5 TS SR SR IS = e

Our “dealer-made” plan guarantees you absolute protection.
There are no other authorized Stewart-Warner dealers in your
vicinity. You deal directly with Stewart-Warner Branches—we
have no jobbers. And there will be no “bargains” in Stewart-
Woarner Radio.

Our national advertising is already creating a big demand.

If you are interested in selling a high grade line that will give you
real profit, prestige, protection and permanence, and furnish your
customers with complete radio satisfaction, write for the Stewart-
Woarner proposition today!

Address: Stewart-Warner Speedometer Corporation, 1820 Diversey
Parkway, Chicago, IlL.

o m-m T w0z
Stewart-Warner Tues. - 10-12 p.m.
Programs : ) Wed. - 12-2 a.m.
Station WBBM o ® Fhure S0 b
226 Meters a h — nlt a o Sat. - 1I1-1 a.m.
TIME SCHEDULE Sun. - 4-6 p.m.

OPPOSITE

INSTRUMENTS TUBES

CHICAGO TIME

REPRODUCERS ACCESSORIES

COPYRIGHT 1925 BY S. W.S. COR'N

tion
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A Statement
to the
Radio Trade

by
E. N. Rauland

For the past three years
thiscompany hasearnestly
and seriously sought to
build a complete radio re-
ceiver that would offer to
the trade the same oppor-
tunity of volume sales and
continued customer satis-
faction whichhavebrought
our success in the trans-
former business. Such a.
receiver would have to be,'
of course, one that would
sell at a strictly popular
price, and yet could stand
up, both as to workman-
shipand as to performance, with
higher-priced sets.

Thus the dealer, having a
single model on which he could
depend for a large portion of his
set sales, could buildupa highly
satisfactory turnover without
a heavy investment.

Equipped as we now are with
a factory second to none in its
ability to give service to the
radio trade, we are this year ac-
tually making that set; the pro-
duction this fall will not, of
course, attain large proportions,
but the list price and the liberal
discounts have been based rather
on the tremendous production
contemplated for 1926.

I ask you to read carefully the
data here given on the ALL-
AwmericaN Model R. Compare
it item by item—remembering
the price—with any other set
you have ever seen, for promise
of volume sales.

(VR

T O
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Beauty and Permanence
Radio Built for the Years to Come

*90

The radio receiver here pictured is offered to the public
by the Arr-American Rapio CORPORATION, a pioneer
in the manufacture of reliable radio apparatus, as an ideal
example of the solid value which a thoroughly equipped
and experienced organization can build into a product.

Forget for a moment the entire question of price. Think
of any radio set you have ever handled or wished to
handle. Compare its construction, as described on the
opposite page, with anything obtainable on the market
at anywhere near the price of $go list.

Here is a set you can sell!

Model R Receiver
Complete without tubes

You
”  Never
| Are Speaking a
Strange Name
When You Say
ALL-AMERICAN
RADIO

T
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TARIGANNA v

Built and wired complete in the new ALL-AMERICAN factory, the
Model R embodies many notable improvements developed in the
ALL-AMERICAN Laboratories. Itis offered at a moderate price,
but with the emphasis upon its superlative quality, deliberately

inviting your frank investigation of this question—

Where Can You Find

Sounder Merchandise?

The public this year is hard to please witha radio set. Many
new features are offered, and the choice of the right line is no
easy problem for any dealer. The enormous investment which
ALi-AMERICAN is making, in the production and advertising
of the Model R Set, is based on our confidence in the sound-
ness of judgment of American radio dealers —that they will con-
centrate on this unique receiver as the sure seller that it is.

A Sane Advertising Policy

No greater mistake can be made by a radio manufacturer than to make in his
advertisements claims for his product which, questioned by the customer after
the purchase, make endless trouble for the dealer.

Atr-American has carried into-its new set advertising the policy always adhered to for
Art-AMEricaN Transformers— no claim must be allowed to go into print over our signature
which can ever embarrass the dealer offering our products for sale. Read the announcements of
the ALL-AMERICAN receiver, in all the leading radio magazines for November and December—
double spreads, color and cover positions—and you will feel proud to offer to your trade the set
which they describe.

The Model R Receiver is Sold Exclusively
through ALL-AMERICAN Authorized Jobbers

The discount quoted to them is sufficient to allow a maxi-
mum to the dealer, and still permit the jobber a reasonable
margin on which to take care of deliveries and give that
service which is the condition of jobber recognition with
ALL-AMERICAN. Telephoneyourjobber or wirethefactory.

ALL-AMERICAN RADIO CORPORATION

E. N. Rauland, President

4221 W. Belmont Ave. CHICAGO
Boston - New York . Philadelphia - Atlanta - Pittsburgh « Buffalo - Detroit - Chicago
Minneapolis - St. Louis - Denver - Boise - Los Angeles - San Francisco - Seattle

Pioneers

DA [T
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ALL-AMERICAN

Challenges
Comparison on the
Basis of the Six Vital

Principles of
Solid Value in Radio

Receivers

1 Quality of Tone

The Model R Receiver is
equipped with Rauland-Lyric
laboratory-grade transformers
—designed especially for music
lovers, and the choice of music
critics.

2 Ease in Tuning

Two dials (360° type, markings
all visible while tuning) con-
trol the ALL-AMERICAN
Straight-Line- Frequency
TUNING, reaching all broad-
cast wave channels and elimi-
nating allcrowding of low-wave
stations. Touching the dial
does not affect the tuning.

3 Quietness

ALL-AMERICAN Toroids
practically eliminate the stray
noises which ordinary coils pick
up. Rauland-Lyric tone ampli-
fication results in a remarkable
qQuietness.

4.Selectivity

Extremesharpnessoftuninghas
been achieved solely through
improved condenser and in-
ductance design, without im-
pairing tone quality.

5 Sensitiveness to
Distant Signals

The ALL-AMERICAN Tuned-
Radio-Frequency system re-
sults in a sensitiveness which
challenges comparison with any
other set made, irrespective of
the number of tubes.

6 Appearance and
Serviceability

The beautiful two-tone walnut
cabinet, with inlaid designs,
has ample space within it for
all batteries or for a *'B’’ sock-
et-power if preferred.

OWNING AND OPERATING STATION WENR—266 METERS

MER

the Radio Industry

_|||V‘_g!ﬁmﬁ7 il
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DEALERS—-

A Big New Sales Opportunity

ILLIONS of people own cabi-

net phonographs — they are
only part of the huge Magnavox
market.

Show them how to make a combi-
nation radio and phonograph at
half the usual cost—and you’ve got
them.

Here’s all there is to it:—

Install the Magnavox Réceiver
Drawer and necessary batteries in
the lower compartment of any pho-
nograph cabinet—attach the PM-4
Reproducer to the phonograph tone

arm—that’s all, you have a spleTldid
radio set and a handsome cabinet
phonograph.

The Magnavox Receiver Unit is en-
tirely protected in a detachable
drawer with multi plug and cord
for all battery wires. With this great
new feature and the Magnavox
Radio Phonograph Reproducer, you
can sweep the market.

Here’s the greatest opening for quick
sales and big business now available
in the whole phonograph and radio
field — write for full information
today.

MAGNavox

THE MAGNAVOX COMPANY, Oakland, California

n 1315 So. Michigan Ave., Chicago
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STANDARD
CALIBRATION

MAGNAVOX 25

Table model, Magnavox
Built-in Loud Speaker,
enclosing B batteries, ex-
posed dial panel. Price,

without tubes
or batteries, $ 145

MAGNAVOX M-20
Cabinet Loud Speaker
especially adapted for
use with Magnavox

Model 10 Radio Re-

MAGNAVOX 75 ceiving Set. Price of
Flve tube tuneg erio i'li‘edhi{-'z‘{ Sabine‘;
requency set. Built-in odel including cor
Magnavox Loud Speak- and plug is $ g}:g&agl’;lpé:f;gg{j
er; encloses all bat- 2 .

teries. Artistic mahog-
amy cabinet, hand
rubkll:ed finish. Price,
without

tubes or $ 2 00

batteries

MAGNAVOX 10
Table model, allowing en-

closure of B batteries, oper-
MAGNAVOX JUNIOR ating with external loud MAGNAVOX M-3
Same circuit as Magnavox speaker. Artistic cabinet Loud Speaker
75, but not removable finish. Price, without tubes, Magnavox Loud Speakers com-
from cabinet. A compact, batteries or loud speaker, bine all factors essential to per-
portable set. $ fect reproduction. The M-3 has
Price $85 110 a 15 inch bell. Price $25

THE NEW MAGNAVOX

The Radiant Name in Radio

ETTER reproduction, im- this long step forward in radio
proved appearance, easier has been amazing— Remark-
operation, unequalled satis- able Sales are the immediate
faction—that’s the New Mag- tribute to the superb perfor-
navox. mance of the New Magnavox.
So simple in its single-dial con-
trol a child can work it—so
wonderful in its richness of tone

Cash in on this Swift-Selling

New Magnavox—get busy and
et your share of profits on this

it delights the lover of fine ig\/IoZt Popular R:dio Value —

music, don’t delay, write now for terms
The response of the public to and full details.

MAGNAVOX

THE MAGNAVOX COMPANY, Oakland, California R

1315 So. Michigan Ave,, Chicago Hogan Patent 1,014,002.
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No Filament

2 Stage Filter Elim
tnates AlL A.C Hum

Self Contained
Switch

&

to Burn OQut

,&'

Designed on Sound Engineering
Principles—

The EPOM B-BATTERY ELIMINATOR meets the demand
for a steady, reliable source of plate current from the light socket
through the correctness of its engineering design. [t embodies all
the essential features—full-wave rectification with its maximum
efficiency, a two-stage filter with its suppression of all hum, and con-
trollable output on both detector and amplifier voltages to meet all
operdting conditions.

The EPOM tube, which is the result of long study and research,
overcomes the drawbacks of other rectifier tubes. It has no filament
to burn out or lose emission. Its three sturdy electrodes operating
in a rarefied atmosphere of an inert gas insure absence of tube
troubles.

Dealers! Get Details At Once!

EPOM CORPORATION
New York City

114 East 47th Street

ELECTRICAL PRODUCTS QF MERIT

B’ Battery Eliminator

Amplifier Tube Volt

age adjustment

EPO

Smooth Adjust-
ment of the
il | Detector Voltage

New York
New York
Utica
Newark
Newark
Philadelphia
Philadelphia
Pittsburgh
Pittsburgh
Scranton
Johnstown
Boston
Boston \
Providence
Hartford
Baltimore
Atlanta
Birmingham
Jacksonville
ew Orleans
Dallas
Houston
Kansas City
Kansas City
Kansas City
Omaha

Ottumwa
Cedar Rapids
Chicago
Chicago

St. Louis
St. Louis
St. Louis
Milwaukee
Milwaukee
Cleveland
Cleveland
Cleveland
Detroit
Detroit
Columbus
Columbus
Akron
Dayton
Dayton
Canton
Toledo
Indianapolis
South Bend
Ft. Wayne
Cincinnati
Cincinnati
Louisville

Charleston,

Spokane

Epom Distributors

E. B. Latham & Co.
Sibley-Pitman Corp.
Wood's AutoSpec Serv.Co.
Tri-City Electric Co.

E. M, Wilson & Son
Jones-Beach Co,

F. H. Stewart Elec. Co.
Union Electric Co.
Doubleday-Hill Elec. Co.
Chas. S. Scott & Co.
Johnstown Automobile Co.
Pettingell-Andrews Co.
Wetmore-Savage E.S. Co.
Union Electric Supply Co.
Southern N. E. Elec. Co.
Southern Electric Co.
Carter Electric Co.
Matthews Electric Co.
Florida Electric Co.
Wesco Supply Co.
Southwest G. E. Co.
Southwest G. E. Co.

B-R Elec tric Co,

Am. Radio Mfg., Co.
Western Radio Co,

Noll Electric Co.

Noll Electric Co.

Friday Battery & Elec. Co.
Western Radio Corp.
Commonwealth Edison
Sampson Electric Co.,
Brown & Hall Supply Co.
Globe Electric Co.

Wesco Supply Co.

Lemke Electric Co.
Shadbolt & Boyd 1ron Co.
Erner Electric Co.
Republic Electric Co.
Cleveland Ignition Co.
Electric Specialties Co.
Radio Distributing Co.
Erner & Hopkins
Columbus Ignition Co,
Hardware & Supply Co.
Millsr-Weigand

Wm. Hall Electric Co.
Moock Elec. Supply Co.
Toledo lgnition Co.
Indianapolis Elec. Supply
South Bend Electric Co.
Auto Elec. & Radio Equip.
Cincinnati Ignition Co.
Post-Glover Elec. Co.
Jas. Clark Jr. & Co.

Virginian Electric Co.

St. Paul Electric Co.
Montana Electric Co.
Washington Elec. Sup. Co.
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PAL T e e (CAN
TRANSFORMER

The Choice

Music Critics

Rauland-Lyric is the most
profitable and satisfactory
answer to the insistent de-
mand for superlative tone
quality. Without a peer
among transformers, it is
the best possible proof of
the supremacy of trans-
former coupling. Two
stages of audio, Rauland-
Lyric equipped, will put
new powerand tone beauty
into any loudspeaker.

List Price
318 per Pair

A New Gift
For Every Radio Listener

The Saturday Evening Post for December 12th, as well as
all leading radio magazines for December, will carry an ad
illustrating this Gift Box. Think of its possibilities!

The Gift Box is sent out free with all orders for Rauland-Lyric shipped to our
jobbers starting November 15th. Insist on getting your share; if any difficulty,
se.nd direct to us.. Two Rauland-Lyrics in the famous green box just fit into the
Gift Box. If any remain unsold after Christmas, simply remove the outer box,

Advertised in throw it away and the Lyrics remain in the standard package.
THE SATURDAY ALL-AME
EVENING POST RIC?EME_?NB}’&MCSORPORATION
4221 W. Belmont Avenue CHICAGO

LI LX)
! W ! OWNING AND OPERATING STATION WENR—266 METERS

Pioneers in the Radio Industry




644 RADIO RETAILING, A McGraw-Hill Publication

nnnnnn

POOLEY'

RADIO -PHONOGRAPH

“with

Model 1500-R-3

Chinese Chippendale Style,
American walnut or English
brown mahogany duo-tone.
50" high, 30” wide, 18” deep.
Equlpi)ed with Atwater Kent
Model 20 Compact, 5 tube
Panel Type Receiver; buile-in
Pooley floating horn with
phonograph in amplifying
chamber, hidden by sliding
grilles. Ample battery space
and four shelves for record
albums. Complete, less tubes
and batteries, $295.

H"

Model 1500-R-3
Closed View

g poer

VW Wi W

Radio-Phonograph

HE cabinet is beautiful. Women like it. It com-
bines the two most modern means of entertain-
ment at almost the price of one.

It sets free at will the wealth of entertainment stored
in all the countless phonograph records. This Pooley
model is a wonderful space saver to the thousands
and thousands who want phonograph and radio. It
is a particularly fine Pooley Cabinet equipped with
Atwater Kent Radio. Where will you find its equal?

We can still take care of a few orders for December
delivery — but you had better phone or telegraph
your distributor immediately.

Radio-Phonograph Sales Department F

THE POOLEY COMPANY
1602 Indiana Avenue
Philadelphia, U. S. A.

Prices slightly higher west of
the Rockies and in Canada

as a rad\oI i l
“mm“m See our Exhibit at the

FOURTH ANNUAL
| ' CHICAGO RADIO

SHOW
COLISEUM, CHICAGO
“November 17th - 22nd

inclusive

fraiartaiaiais
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Model 1120-R-2

L

Model 1120-R-2

Stuart Style—mahogany or wal-
nut, duo-tone. Height52%",

length)}”.depthlSVz Equlpped
with Atwater Kent Model 20, 5
tube Panel Type Receiving Set,
and built-in Pooley floating horn.
Complete, less tubes and

batteries—$225.

Model1110-R-2isthe same except
equipped with Model 10 Atwater
Kent 5 tube Open Set — $220.

]
¥
b
D

Telegraph— |
Your Orders

IN June we announced the new Pooley models
—all of them ready for immediate shipment.

In July wesaid “to besure of enough Cabinets this
In August we reported heavy
orders from distributors—warning dealers again
to prepare them for the big season to come. In
September business took a leap and in October
each day was a sales event.

fall —act now”.

It’s surely a Pooley season. And now we say—
be sure you have enough stock to cover your full
share of November and Decembersales. We can-
not urge too strongly that you phone or telegraph
your Pooley distributor today.

Radio Sales Department F

THE POOLEY COMPANY
1602 Indiana Avenue
Philadelphia, U. S. A.

Prices slightly higher west of
the Rockies and in Canada
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Model 1600-R-2

Italian Style—mahogany or walnut, duo-tone.
Height41%4”, length 34%5” depth 1634 ”. Equip-
ped with Atwater Kent Model 20 Compact,
5 tube Panel Type Receiving Set and built-in
Pooley floating horn Complete, less tubes
and batteries — $200

POOLEY

RADIO CABINETS

cwith

T rrren,

Hil

Model 1600-R-2 ==

\bw. Wi wIwi

Jolidraiaimis

=

Console Model 1400-R-1

Louis XVI Stylc—maho gany
only. Heiehe 31357, length 34"

depth 15%”. Has built-in Pooley
floating horn with Atwater Kent
reproducing unit. The top of
Console accommodates any At-
water Kent Receiver. Price, less
Set, tubes and batterics—$75.

|

s
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ATWATER KENT /

Model 1320-R-2-D

Stuart Style —mahogany
or walnut, especially selected
Oricntal burl, rosewood and
walnut inlays Height

1 Al
length 29447, depth 15’/2”
Equipped with Atwater Kent
Model 20, 5 tube Panel Type
Receiving Set and built-in
Pooleyfloatinghorn.Complete,
less tubes and batteries—$265.

Model 1320-R-2

is the same but without dqors

l\ covering grille, $260

*h —ﬂ / EL"
L 1’“

}
|

Model 1320-R-2D

%

S




646 RADI1I0O RETAILING, A McGraw-Hill Publication

e
iy =

R N T T

Cone and
cone speaker.

Battery compart-

ment entered from

back, holds all nec-
essary batteries.

Volume control

] Compensating tun-
% A o S ing control knob.

Tuning handle that
moves around
periphery of cone,
inside adjacent cir-
cular scale, tuning
all circuits simul-
taneously when
moved.

Large scale indi-
cating tuning posi-
tions of circuits.

Filament control

» &

2 r,;/«"
Push-pull battery
switch. J

Compensating tun-
ing control knob.

Far, far ahead of yesterday

BY LEAPS and bounds the radio
industry has grown. But no prog-
tess has been greater than that of
the Thompson laboratories, which
have built over 116 different types
of radio apparatus in 16 years.
Among these, the Thompson Min-
uet today stands out as a leader. It
brings new results to radio users.
By combining a special receiver
and cone speaker, built to co-ordi-
nate with each other, this set re-
produces voice and music with
unrivaled accuracy. The deep,
sonorous tones of the bass clef are
faithfully rendered. The rich, reso-

C

nant tones, equivalent to the orig-
inal, make broadcasting a new
marvel. The unique design of the
cabinet—employing acoustic prin-
ciples new to radio—contributes
largely to this result. The Minuet
is far ahead of yesterday, main-
taining Thompson’s reputation for
giving you ‘‘tomorrow’s’’ receiver
today. Other Thompson Receivers
from $125 to $360. Thompson and
Thompson-Fuller Speakers, $28
and $35. Inquiries invited from
leading dealers. R. E. Thompson
Manufacturing Company, 30
Church Street, New York City.

Thompson Minuet. Model R-81.
A combined five-tube receiver
and cone type speaker, built in
special tone-amplifying cham-
ber. Operates on dry-battery
tubes, using either inside or out-
side aerial. Everything self-
contained. All desired stations,
one right after the other, brought
in by moving one tuning lever.
Surprising volume, distance and
selectivity. Handsome and
artistic mahogany cabinet, 213
inches high, 18} inches wide,
103 inches deep. List price
$150, without tubes and bat-
teries.

OMPSOI RADIO

BUILT BY MAKERS OF ARMY AND NAVY RADIO APPARATUS USED BY LEADING NATIONS
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ATWATER KENT

RADIO

1s the
most desired of all

Every survey proves it

“7HEREVER PEOPLE have been asked to specify the
Radio they intend to buy, more of them have answered
“Atwater Kent” than any other name.

For example:

The Meredith Publications, owned by E. T. Meredith,
former Secretary of Agriculture, asked 100,000 readers
throughout the United States what make they intended
to buy. Atwater Kent led.

The Capper Publications, owned by Senator Capper of
Kansas, asked the townspeople and farmers in Ohio,
Kansas, Iowa and Texas what make they intended to
buy. Again Atwater Kent led.

The Des Moines Register and the Tribune-News asked
their readers, in more than 500 cities and towns of
Iowa, what make they expected to buy. Once more
Atwater Kent led.

These, so far as we know, are the only disinterested sur-
veys in which preference has been reported.

Disregard, if you wish, our own national survey, al-
though it was impartial and extended from Maine to Okla-
homa—and had the same result.

Disregard, if you wish, the investigations disclosing
Atwater Kent leadership in point of present ownership, in-

N



ATWATER KENT
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RADIO

cluding those of the New York American, the Daily News,
and the MacFadden Publications.

Disregard, if you wish, the fact that owners of Atwater
Kent Radio are so well satisfied that they hold our Re-
cewing Sets at the highest re-sale value in the market.

Disregard, if you wish, everything except the one ques-
tion so vital to dealers and prospective dealers: The people
who have no Radio now, and those who expect to replace
their present sets—what Radio do most of them intend
to buy?

More of them, we repeat, intend to buy Atwater Kent
than any other Radio. Ewvery survey proves it.

Atwater Kent Radio is the most desired of all. Its relia-
bility, simplicity, good looks and sensible price make
it the Radio which most people want to buy and most
dealers want to sell.

I Hear the Atwater Kent Radio Artists every ||
a Sunday evening at 9:15 (eastern standard b
( time) through stations )
d ( WEAF . . . . . . New York  wsar ...... Cincinnati é A
WJAR - .. ... Providence  wGr ........ Buffalo P
WEEL + oo v v ... Boston  wwjy ... ... Detroit

1 WFI . . ... Philadelphia woc ...... Dayven port
WCAE . . . ... Pittsburgh  wraG. ... .. Worcester
WCAP . . ... Washington KsD........ St. Louis

| I WCCO . v vvnn Minneapolis - St. Paul A

ATWATER KENT MANUFACTURING COMPANY
A. Atwater Kent, President
4733 WissaHICKON AVENUE PuiLapeLPHIA, PENNSYLVANIA

Write for illustrated booklet telling the complete siory of Atwater Kent Radio
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.

Model M, with 9/ flexible Model H, with 9’ flexible
cord, $28 cord, $22

Model L, with 9’ flexible

Model R, with 6’ flexible cord, $17

cord, $12

A rca—

8,06 2|

Model 20 Compact, including battery
cable, but without tubes, $80

Model 20, without tubes, $80 L . 7]
Model 24, without tubes, $100

Phonograph Attachment, with
9’ flexible cord, $8

= ; s e e e %
Model 12, built on special order, including battery cable, Model 10, including battery cable, but
but without tubes, $100 without tubes, $80

Prices slightly higher jrom the Rockies west, and in Canada
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What Is the Editor’s Responsibility?

Extracts from an address by E. J. Melven, Vice-President
of the McGraw-Hill Compuny before the annual cowvention of
the National Industrial Advertisers’ Association. Atlantic City,
October 19, 1925.

THE editor’s job, primarily, is to provide reading
matter. His task is, first, to cover the field ade-
quately so that all information of first impor-
tance gets into his pages, and, second, to build up such
a reputation for the paper’s integrity that the reader
will persistently turn to it for information and
guidance.

Strictly interpreted, the editor has no responsibility
to the advertiser. .It is with the reader, not the adver-
tiser, that he makes a covenant, when his publisher
takes the subscription money, to render comprehensive
and disinterested service.

He does have, however, a responsibility to the manu-
facturer. The manufacturer is part of the industry.
He supplies the material and tools with which the
industry works. He is as much part and parcel of it
as the consumer; without him the industry could not
exist. What he does for the improvement of materials,
machines, processes and services, is vital to the indus-
try, and, therefore, to the executives and workers, who
are the readers that the editor serves. It follows, then,
that the editor is bound, in order that he may inter-
pret to the reader the developments and progress made

in the manufacturing end of the industry, to keep close
to the manufacturers and to record the progress they
are making.

BUT that responsibility is to the manufacturers as
a whole. The manufacturer who chooses to adver-
tise does not thereby acquire a claim to reading space
over and above that of any other manufacturer.

It necessarily follows that if the editor holds a spe-
cial feeling of obligation to an advertiser because he
advertises; if he would print something for the adver-
tiser that he would not print for a non-advertiser
who has an equally meritorious proposition, he would
violate his covenant of honesty and truth with the
subscriber. The bars once let down—the principle
thrown to the winds—there is no reason why the editor,
on behalf of his advertising department, should not
freely trade reading space for advertising patronage.

If, then, editors and publishers jealously refuse to
trade their reading pages for advertising orders, it is
not because they want to erect artificial standards, or
because they are out of sympathy with the efforts of a
manufacturer to secure the widest possible dissemina-
tion of his story. It is because the very medium that
the advertiser values would be destroyed if subservi-
ency of the editor to the advertiser were to prevail.

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

Electrical World Journal of Electricity Ingenieria Internactonal
Industrial Engineer Engineering and Mining Journai-Press
(‘hemical & Metallurgical Engineering American Machinist
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Bus Transportation Engineering News-Record Coal Age
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At the left is the prospect card
which Horton of Princeton, Iil.,
uses for recording sales information
gathered from friendly customers
and his “‘radio census.”

The files for recording prospects’

PROSPECT
Name. .. .Robert, Bo Jobn®on .. ...,
Address. .., 34 Parker Boulevard T STl ol Bl e el s o
Own s mhn!.....‘.o. ...................................... o Ao
1€ so, m-nuf._d-m ........................ List pricet...ooiiiviiiaiinna
Type and model............ R Rgetls 7% DAEE &+ o v} re R B G Bl A o L o} o
When Dodgh, 49 ol neatl  EPr . Fent pamovmes - - 5 300 pe Bas GEE mEy.
Tl (0 B, | s W Spesker enclosed. .. .. .eiiiiiiils
If noo-owner, do they imtend 10 buy?. Yes ----- When. . Chrism“ ........
T oo fhed, (o recapimar MU 680y Ju v I n = e el
PR T e L) o S i, Te credit good?. APPaTently
Remarks, L2WYSF = moderate circumstances . .. .
J
~ o
o o [ -
. e
LAl
i,

When a prospect listed in the pros-
pect file is sold, the card is trans-
ferred to the set owner’s file shown
at the right. In this file, Horton
also keeps a check on every receiver
which comes to his attention,
whether he sold it or not.

OWNER'S RECORD

Addres, 18 Undorwood Road e oo P

Make of ser. AtWater Keat No T U SRE
A e S Cirein i aisegl ol et
WIE R nong i APLIL N MOES o o i b o T
PR e Y AU ORD ACHEtome Tl o I e i
Intend buying néw one?.. .09 . /.. ... WD € o T g o1 o v s s ©
il (T L R e L P T
(Renavki, o & R e o BRI - kdlvaf e ot s Seornis » 55 sisnedTTo B e o Aeresra

Tomorrow’s Radio Dealer Is

Gathering Prospects’ Names Today

by school children,

netted 2,000

“friendly customers,” as the friends

names shown above are the most
important pieces of equipment in
the radio store of G. A. Horton, of
Princeton, Il

Horton built these ‘‘assets” by
taking a ‘“penny-a-card’ radio can-
vass of his town and surrounding
country. This canvass made entirely

names, 1,500 of them being live
prospects and 500 of them set
owners.

During the present shopping
season the store is made headquar-
ters for getting names of prospects.
The salesmen are instructed wher-
ever possible to turn purchasers into

of friendly customers will be the
livest prospects to follow up after
January. (See page 472 of the
October issue of Radio Retailing.)
Today, however, Horton is com-
pounding his profits, as he is getting
his customers to help him enter
‘‘options’’ on tomorrow’s business.
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Getting Leads Is a Science

Illinois Dealer Serving the Rural District Has Efficient and Thorough Methods of
Securing and Selling Customers — Records All Prospects and Known Set Owners

N GETTING the names and
Oaddresses of prospects for

future sales depends the suc-
cess of many a radio store. Obtain-
ing live “leads” is the goal and ambi-
tion of every man who sells radio.
Some radio dealers are born with the
ability to get new leads and turn
them into sales and some dealers
acquire it. But every dealer must
have it if he expects to be selling
radio this time next year—it is a
very important and necessary ad-
junct to a radio salesman’s personal
requirements.

There is one radio dealer, at least,
who has reduced the matter of get-
ting prospects to a positive science.
He is proprietor of a radio shop
in Princeton, Bureau County, Il
Bureau County is a farming ter-
ritory with a popu-

By RAY V. SUTLIFFE

profitably—for the past five years.
This year he confidently expects his
business to approximate $45,000, or
more than a dollar a head. This esti-
mate is based on past performance,
the present rate of sales, the effec-
tiveness of his sales organization,
and his sales promotion methods in
which must be included his very
thorough way of getting and record-
ing leads and prospects.

" The Science of Getting “Leads”

Horton depends on these three
direct sources — they have never
failed him:

(a) The school children’s “Penny-
a-Card” radio canvass.

(b) The County Fair “Radio Set
for the Winning Number” drawing.

(c) Direct-by-mail, personal let-

ters to residents. He uses the news-
papers, the billboard and the auto
delivery truck extensively. These
might be termed his three indirect
or supplemental sources.

The employment of children for
promotional purposes is always
fraught with the possibility of un-
expected reactions. Mr. Horton’s
system has, however developed noth-
ing but the best of good will between
all parties concerned. )

“Just as soon as school opened this
Fall,” he said, “I made it a point to
get on friendly terms with the kids.
I gave away advertising pencils and
when I had a little ‘gang’ around I
would tell them about a chance to
earn a few pennies.

“‘Get the lady of the home to fill out
one of these cards and we will give

you a cent for each

lation of 42,000.
And “Horton’s
Radio Service,” as
this shop is called,
is known personally
to a good majority
of the 42,000, due to
the “scientific”
methods of getting
names and addresses
developed and put

1. Pays school children a
penny a card to make
“radio census”

2. Holds County Fair prize
drawings

3. Has 400 advertising signs
on well-traveled roads

How Horton Gets and Sells
the Farmer Prospect

salesmen

foreman, a bank teller,
a grocery clerk and a
mailman as part-time

7. Leaves sets on demonstra-
tion for a few days in
farm homes

card turned in with
the questions all
answered, provided,
and this is impor-
tant, the same name
has not been turned
in by some other
child’, T would say.”

“How about assign-
ing certain streets
to each scholar?”

i ti b . . . h ked.
:EZO 0\3;:: lcoef th}(; 4, Uses county newspaper 8. Has equipped his delivery e“gzs ?}?af is just
business, Grant A. advertising ) car with a {'ecelver_an.d the point,” he re-
Horton. 5. Has zElwell-plaailgmed direct- mal;es pl(libllc a?d t.prl- plied, “I purposely
. mail campaign vate emonstrations let th _
LIOREOM A0 A 6. Has a threshing-machine with it ¢ gy B

years old and he has

where they wanted

been selling radio—

to and in this way
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got ‘Horton’s Radio Census’ as they
called it, before the same person
many times.

“I also put up a prize of $5 for
the child who turned in the greatest
number of unduplicated cards. I
netted about five hundred good pros-
pects who did not own sets and an-
other three hundred who did, from
this little stunt. It cost me $35.
And, by the way, it is an idea I
gained from your own magazine.”

The second source of names, na-
turally gathers in the farmer pros-
pects. A booth at the County Fair
and some sort of a radio prize con-
test is almost a necessity if a dealer
is going after the farm market, in
Horton’s opinion.

What shall a dealer do with his
time during the long summer
months? Grant Horton answered
this question by writing, during
August, fourteen direct-by-mail let-
ters to be released this Fall. Six of

them he calls his ‘“owner series.”
These are now being mailed at ten
day intervals to his card file list of
rural owners of sets. Their purpose
is two-fold; to sell parts, batteries or
possibly a new set and to get a line
on neighborhood friends who might
be in the market. The others are
sent to those who have never owned
a receiver,

Supplemental Sources—Three
Kinds of Publicity

Horton believes in publicity. He
backs his belief with real money. He
buys full and half pages in local
newspapers. He uses special cuts
and some very original copy.

One hundred and six special built
poster boards and three hundred, 18
inch, “arrow signs” will carry the
Horton name and message to the
farmers of Bureau County this
winter. Grant Horton’s third pub-
licity vehicle is his combined demon-

Plumber if you had

a Toothache?

No that is the Dentists Specialty.
We Specialize in

RADIO

We

L 24
Gy
2 o or

N,

»4 | Would You go to a

Can Supply You With Any Make Set

o
BB

You Desire

Type GN |
Gilfillan Neutrodyne
5-Tube Neutrodyne Set, en-
cased in two-tone walnot cabinet.

u"{ Thus set 1s built upon good features
of leading sets. Perfect as 1o clar-
uy and selectivity. Complete with
- slorage batlery, loud speaker,
bulbs, ete., 5255.00 ~4
Price of Set only $175.00
fBr. P e 2
cverypn

Type GN 2
Gilfiltan Neutrodyne
Has same neutrodvne characte-

nstics as CN-J but senaller caby-

net. Complete with essentials and
$220.00

mstalled, - -
Price of Set Only, - $140,00

And Give You Service

Take your “Radio Tours”
with De Forest

Crosley
Trirdyne Special
Three-tube Set emplovrg tuned
racho frequencs. reflen sudko and

§140.60
Dy Battery Set complete $125.00

Crosley
Al Tryrdyne Regular

Has same chaeacterisiic. and 1s
sdentically the same an special, ex-

mstalled, - - §130.00

Dry Batiers Equipment, campdete
and mstalled, st |

sies and loud speakers and storage
$95.00

battery,

N~
O
Crosley 52
" Tveotde 5ot e | DE FOREST RADIOPHONE Crosley Type 50
loud speaker volume on distant e e  DI2REFLEX =  semm One Tube Set, complete with alf ot ro ,
stations. Complete with aceesso- equpment, - - - $24.00 WD e ek,

Cros'ey 51 ‘@,A EV 4

Boys. bere is your chance!

Dry Cell Equipment,  363.08

\p ‘XEEKPDL 8

Phone 2691

We carry the most complete line of Radio sets and
parts in this part of the country.
You Can Buy Your Radio on Easy Payments From

HORTON R A D] SErvicE

“THE EXCLUSIVE RADIO SHOP”
G. A. HORTON

Tuwotube Sel. complete, $37.50

Princeton, Il

It is Horton's policy to use original cuts
and copy in newspaper ads. He is not
afraid to run a little well-placed humor or

to insert expressions the farmer
“They talk about my ads,” he says.
one illustrated above is a good sample.

uses,
The
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stration and delivery truck. Large
signs painted on each side of this
traveling advertisement supplement
the publicity value he gets when he
stages an evening of portable radio
entertainment,

Four and One-Half per Cent
for Publicity

“I do not consider my sales pro-
motional budget a bit too high,” con-
tinued Horton. Here is how it is
divided, in annual figures:
The School Children’s Plan. . ...

The County Fair (includes the
cost of the set given as a prize) 240.00

$35.00

Direct-by-mail ............... 470.00
Newspapers—Local ........... 400.00
Newspapers—Rural ........... 200.00
Billboards .................... 370.00
Miscellaneous ................. 200.00

Total ..................... $1,915.00

With $45,000 as the annual sales
figure, $1,915 amounts to just about
four and one half per cent for
advertising.

Using the methods as outlined
above, Horton has accumulated a list
of 1,500 live prospects, and 500 set
owners. These he keeps in separate
files, as illustrated with this article.
In one file are recorded the 1,500
prospects, with complete information
about them, their attitude toward
radio, financial condition, length of
residence in town, and any other in-
formation Horton is able to get is
jotted down on the card.

In the other file, the record of set
owners is kept. All possible informa-
tion is also noted here, such as make
and type of set, age, model, number
of tubes, when bought, etc. When a
prospect listed in the prospect file is
sold, the card is, of course, trans-
ferred to the set owners’ file, In
addition, whenever it comes to Hor-
ton’s attention that anyone in his
territory has bought a set, no matter
where, down he goes in the owners’
file, and the fact noted that he is not
one of Horton’s customers.

What is he doing with this in-
formation? What are the methods
he uses in order to sell the man
behind the card file?

“I pick my salesmen from the rank
and file of those who are in daily
touch with the farmer,” stated Hor-
ton. “One of the best men I liave
is foreman of a threshing crew dur-
ing the harvest season. Inasmuch
as these crews are hired by well-to-do
farmers for miles around, you can
see what an opportunity he has to
talk radio. This gets him off to a
flying start and about the time these




RADIO RETAILING, Noveniber, 1925

A total of 406 road signs in various sizes
and forms, one of which is illustrated above,
line all the well-traveled 1oads leading

into Princeton for many miles. The total
cost was $370 and Horton says they have
made his store known throughout the county.

leads give out we are ready with
our revised card list.”

Horton says that he came across
this business-producing farmer-sales-
man one evening when he was giving
a demonstration in a farmer’s home.
This man was boarding there. “The
nature of his conversation soon con-
vinced me that here was another man
of the type I am constantly looking
for,” explained Horton. “He didn’t
know much about the theory of
oscillating currents, but he did know

the way a farmer thinks and that is
the big thing in selling to this class
of buyer. During the busy months
last year and so far this season he
has brought in from two to four con-
tracts a week.”

Other examples of how Horton
reaches farmers through their own
channels is shown in his selection of
three part-time representatives.
Where does the farmer meet the out-
side world? At his bank, in the
country store and through the rural

655

free delivery. These “points of con-
tact” are the very ones that this
far-seeing young business man has
developed for his radio outlets,

He has a bank teller, a grocery
clerk and a mailman on his staff.
They are all producers. Then there
are, of course, the regular salesmen
who live in the smaller towns sur-
rounding Princeton and who are in
turn surrounded by prosperous corn
and hog growers. His men are paid
a commission based on a sliding
scale, Ten per cent on the first
thousand dollars per month up to 16
per cent for a monthly sales total of
$1,500 or over.

“This year the Indiana farmer is
prosperous,” Horton says, “and at
this time of year, pays cash or gives
us a thirty-day note. This is the dif-
ference between the town buyer on
a weekly salary and the agricul-
turalist who gets most of his revenue
in the Fall

“Sixty-five per cent of my total
sales volume comes from the rural
dweller. I estimate that the farmer
pays on an average of $130 per set
and the man in town close to $150.

“Do farmers want radio? TI'll say
they do. It's a splendid market
which, in my section of the country,
has a present saturation of not over
one out of every fifteen real pros-
pects.”

MUSIC MASTRR
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SRANT a. BORTON
~THE EXCLUSIVE RADIO BHOP™

PRINCETON, ILLINOIS

QOALITY WiNe parozEeT

BorRTON RADIQ SERVICE

~THE EXCLUSIVE RADIO SHOP"
PRINCETON, ILLINOIS

GRANT 4. BORTON

HORTON SERVICEB

Bear air:
TEACE YOUR DOLLARS to have WORE CENTS.

Dear Sirs

If you have bad a radio set installed in your home 1t 38
aeeless for me to try and tell you of tbe pleasures that can be
derived from it; if you have not, you are being deprived of one
of the grestest mediume of entertainment and education known
to-day.

Banish thome lonesome nights and lenely days, and join the
great unseen audience of silent listeners. Kusic. song and stery.
ere in ths air—broadcast from bundreds of etations every day
for.the bomes of America. A simple turn of the diel and perfors-
ances are brought to you from fhicago,los Angeles New York City,
Fort Worth fexas, or any other stations located from comst to
coast. The world's greatgst artists perform for your approval.

1 could go to a plumber snd have a tooth pulled. Be
might not charge me a cent, but if something would g0 wrong
after 3t was.out, Oh Boyt The Dentist specializes in working
wath the teeth. Thie 18 & day of specialization. ¥e:special-
1ze 1n Redio

Wow, listen, We are going to cpen wore than & keg of
nails. ¥e are going to open lhis season Wiath the sost com-
plete line of Radic ets, parts and equipment in this pert

of the country. It is for your convenience.
Every member of the family benafits when yqu 1nstall a

r8dio set in your home. The science of. sound transzission and
reception has been perfected to such & degree that, in the
comfort of your own home, you hear the original voices or music
with remarkehls ‘fidelity and clearnesa, broadcast from staticns
located bundreds, and even thousands of miled avay.

¥e have tested over one tundred and twenty different
sets. Ve know where one sets falla down ard where another
set 1s better. There 3s o met for your particular need and
localiaty. You need not experiment, we have teated all of the
lesding sete and know what each will do, you cen profit by

Every day without 8 rasdio set 1n your bome means that you
and your family are miasing some of the greatest enjoyments of
life. The coet 1e little, and the upkeep next to nothing.
The genuine plessure and satisfactjon you will derive With radio
in your home will make your inveatment pay you dividends a
hundreg fold.

It is simply marvelous] Worde are weak in giving adequate
expression to the wonders of radio. ' No home should be without
a radioc receiving set--and we have the very set you want at the
price you wish to pay. We have seta that cost but a few dollars
a0 well as the more elaborate and pretentious sete.

A Qemonstration in your home will convince you. Come in
40-dey OF &% econ B YOU can; let your own ears be your judge.

fioping to eee or hear from you soon, I sm.

Tizme

our experience.

Although we have been enjoying a geod business for the
past five years, we want you to alsc he one of our satisficd
customers.

Moping we can be of service to you, I resain,

Yours for better Radio,

BORTON RADIO SERVICK.
»
Y

pared during the Summer for his Fall cam- talks and many dealers might find valuable

These two direct-mail sales letters are part ’ X L 1
paign. They contain some excellent selling hints for their own sales letters.

of a series of sixteen which Horton pre-
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Christmas Is Coming—Prepare

With the Yuletide Buying
Season but a Few Weeks
Away, Radio Dealers Are
Turning Their Thoughits

J 5 ﬁ-
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Hire @ “Santa Claus” and rmake use of your service car by sending them
both out to patrol Main Street

Put Santa to Work

For a week or so before Christ-
mas hire a jovial stout man, dress
him as Santa Claus and send him
out to parade Main Street, dis-
tributing cards or circulars adver-
tising your store and the “Radio for
Xmas” idea. If they are available,
let him jingle a set of sleigh bells.
If you have a service car, erect a
small, decorated and illuminated
Christmas tree on the top and send
it out with “Santa” perched con-
spicuously on the car beside the
tree and with plenty of advertising
material to distribute. Also make
use of the car’s receiving equipment,
if it is so supplied, by cutting a
microphone into the circuit, allow-
ing Santa to ballyhoo for your store
through the loud speakers. The
microphone may be cut in on the
primary of the first audio frequency
transformer by means of a double
circuit jack, with twelve volts of A
battery in series with the micro-
phone. Sometimes a cone type
speaker may be used as a micro-
phone. The “make” connections of
the jack should go to the 221 volt
positive B battery circuit and to the
plate circuit. The “break” connec-
tions of the jack go to the primary
of the first audio transformer.

Bonus for Salespeople

Figure out what your daily busi-
ness was per salesman during last
year’s Christmas period and offer a
small bonus to every salesman who
beats last year’s record, especially in
parts and accessories. Sales effort
ig just as necessary during a rush
period as it is in the so-called dull
months. It may also be well to

offer a cash prize to the salesman
who makes the largest gross sales
in dollars during the month of
December.

A ““Radio Christmas Tree”’

In the front of the store, and
visible from the street if possible,
erect a Christmas tree decorated
solely with radio parts and acces-
sories. Bus bar, spaghetti, aerial
wire and annunciator wire can take
the place of streamers, and con-
densers, rheostats, voltmeters, hy-
drometers, dials, tubes, sockets, small
panels, switches, coils, small bat-
teries, headsets, jacks, plugs and
similar items may be used as decora-
tions. Make sure they are securely
fastened to the tree so as to prevent
loss, and if practical, build a small
fence around it. The tree should,
of course, be illuminated with elec-
tric tree lights.

Christmas Advertising

The “Letters to Santa Claus” idea
can be adapted easily to radio in
December newspaper advertising.
They can be of a general tone, to
sell a particular item, or they can be
addressed to some particular, well
known prospect, suggesting a radio
set for Christmas., A few samples
follow:

Dear Santa:

My Ma and my Pa have an awful
lot of arguments. Sometimes they talk
at each other too much and sometimes
they don’t talk at all. So please send
us a radio set for Christmas and give
Pa something else to do besides fight
withk Ma.

Lovingly,
Mary Elizabeth Brown.

P. S. Please bring a pair of ear-
phones too so Pa can shut his ears
when Ma gets going.

Toward Preparations for

the Annual December Rush

Dear Santa: 5
Our family is all upset because we
haven’t got any loud speaker for our
radio set. As I always use our only
pair of earphones, I can see that my
husband is slowly drifting away from
me. Every night he gues to see a tall
blonde on the next block who has one
of the new cone speakers. Won’t you
please leave us a brand new speaker
on Christmas so I can keep my husband
home nights and win back his love?
Gratefully,
Mrs. Hector Wanders.

Dear Santa:

I want to give my family a wonder-
ful surprise on Christmas and I want
you to bring it to them. For a long
time now I have thought about buying
a radio set but never quite got around
to it. This Christmas, though, I am
determined to give the folks an op-
portunity to hear all the fine programs
that T have read about this Autumn.

Please leave a nice-looking console
receiver in the library when you arrive
Christmas Eve, and oblige,

Yours truly,
Dr. Bill Johnson.

These Christmas ads, addressed
to individuals, should be followed up
with personal letters sent to the pros-
pect’s home, written in this vein:

Dear Dr. Johnson:

Santa Claus has turned over to me
your letter addressed to him in which
you ask him to leave a radio set in
your home Christmas Eve.

It would be a great privilege if you
would come to our shop and let us
demonstrate the lat st d.velopments in
radio receivers :nd have it set up and
working in your library Clristmas
morning. Or better still, let me bring
a set to your home some evening and
show you how it will look amid your
own home surroundings.

Sincerely yours,
Mr. Radio Merchant.

Put the Boys to Work

.One way of increasing pre-Christ-
mas sales is to inaugurate a contest
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Now for the Holiday Crowds

The Following *Things to
Do’® — Displays, Decora-
tions, Special Counters,
Newspaper and Outdoor
Advertising Are All Prac-

tical Christmas Activities.

among boys under sixteen to sell
sets and accessories, for a first
prize of a small receiver and several
smaller prizes, such as a loudspeaker
or a storage battery. The boys take
only orders for the items, and no
deposit, and are paid a commission
on all sales, as well as competing for
the prizes. They are credited with
80 many points for each dollar sold
and are given the commission and
points only when the article ordered
is delivered and paid for.

A great deal of interest can
thus be aroused among the boys,
especially if the appeal to “Earn
gome extra Christmas money” is
made to them.

Decorate Unsparingly

Equip your store and window dis-
plays with all kinds of Christmas
decorations and imbue your sales
staff with the Christmas spirit.
Have cheerful Yuletide signs printed
for window and interior display,
with the message, “We Wish You a
Merry Christmas and a Happy New
Year.” On every sign, do not fail
to say, also, “Give Him Something
for His Radio.”

6!1\ TVERY SALESMAN WHO
,,gv;@ BEATS LASTYEAR'S RECORD

DURINGDECEMBER s 3
GETS A BONUS .

o

—
N e

Make yourself at lkrome and write
That Chueistmas Greeting NOW.

THE REST CORNER

A “rest corner” for tired shoppers—uwith chairs and desks—
will be appreciated by your customers

““Oh, Boy, What a Girl!”

An effective and humorous window
display may be made by using two
dolls, a boy and a girl, kissing each
other under a sprig of mistletoe,
with a radio receiver at the side,
from the speaker of which is issu-
ing a large card with the lettering:
“Oh Boy, What a Girl! Give Her a
Radio Set for Christmas.”

For Tired Shoppers

Of all the memories connected
with holiday shopping, that ef
fatigue is the most outstanding in
the mind of shoppers. A pleasing
recollection, definitely associated
with your store, may be planted in
the mind of your women visitors
who, as tired shoppers, find a com-
fortable chair a haven of rest. A
corner in your store may be set
aside and fitted with two or three
small tables and the necessary
chairs. A sign, “You Are Welcome
to Rest Here” should be placed in a
prominent location, readily visible
to all entering the store. It might
carry an arrow pointing to the direc-
tion in which the Rest Spot is to be
found. Christmas Greeting Cards,

.

=

Give your salesmen an incentive—in the form of a bonus=—
to increase their December sales

if these are used in your store,
should be provided on the table, also
ink and pens, for addressing pack-
ages and filling cards.

Join the *““Spug”
Devote a number of newspaper
advertisements and window displays
to a campaign for membership in
“The Society for the Prevention of
Useless Gifts,” and suggest the
slogan, “Give Him Something for
His Radio.” The possibilities for a
gseries of good-natured, humorous
advertisements can be easily seen.
Specific radio articles, such as a set
of tubes or batteries, or a battery
charger or eliminator, or a new

speaker should be suggested.

For the Xmas Newlyweds

What better Christmas gift for
the newly-married couple can be
thought of than a radio set? Or,
for that matter, what more ap-
priate gift for mother or father, or
as a family gift? Spread the “Radio
Gift” propaganda in every display
and advertisement.

Get Names and Addresses

Every time you make a sale be-
tween now and Christmas, get the
name and address of the buyer by
making out a sales slip for each sale,
and ask if the article is intended as
a Christmas gift for some friend.
If so, make note of his name and
address also, “in case service is
needed.”

Two Christmas Windows

Two possible Christmas windows
may be made at slight cost, each
necessitating cutouts of Santa Claus.
One may depict Santa going down
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Build.,” As long as we have a
rising generation and public
schools that include radio
courses in their curriculum
there will be a ready-made
market for parts. Outside of
the comparatively small group
of experts who build their own
sets, the boy of the family rep-
resents about the only possible
parts buyer.

Make your copy appeal in
newspaper advertisements and
also in window displays and

“Give Him Something to Build’
A suggested slogan that will
help sell parts this Christmas
is “Give Him Something to

store interior, to the man of
the family to “give vour boy
something useful this Christ-
mas. A kit of radio parts that
the boy can put together and
wire himself makes a useful
and practical gift that gives
the boy a working knowledge
of radio. It is educational as
well as pleasurable. He will
appreciate it much more than
an eventually useless toy.”

A good variety of kit_ and
parts, blueprints, wiring dia-
grams and radio books should
feature these “Give Him Some-
thing to Build” displays.

the chimney with a bundle of radio
sets and accessories. Crepe paper,
mounted on cardboard, and colored
with crayons, can be made to sug-
gest the roof and chimney. A small
aerial, should, of course, be con-
spicuously placed. The other display
would portray two large Santas
holding up an aerial from which is
suspended a card saying, “Are You
Going to Catch the Christmas Mes-
sage Over the Radio? Get a Radio
Set for Christmas So as Not to Miss
the Beautiful Yuletide Services and
Carols That Are to Be Broadcast.
And Remember—Radio Will Give
You Pleasure Day In and Day Out,
All Year 'Round.”

Radio for Church Parties

Practically every church has a
Christmas celebration for its mem-
bers, particularly for the children.

Approach them with the idea of sup-
plving a radio concert at that time
for the vprivilege of distributing
souvenirs to each child, advertising
your store.

Mail Out Xmas Greetings

Have Christmas greeting cards
printed and not only include them
in every purchase from December
first on, but send them to your
mailing list, with the suggestion
that possibly a new tube or battery
is needed, or the set should be looked
over 80 as to be in perfect condition
for Christmas.

A Radio Set as a Prize

Last season a Fort Worth, (Tex.),
dealer gave away a radio set as a
Christmas gift to the person at the
greatest distance from Fort Worth
who turned in the most complete
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record of a sentence regarding the
set. A portion of the sentence was
broadcast each night from the sta-
tion of the Fort Worth Record until
the sentence was completed. This
not only gave advertising at the holi-
day season but helped to make an
excellent mailing list of persons
already interested in radio.

Issue ““Gift Certificates”

Every radio store can use “gift
certificates” to good advantage dur-
ing the Christmas season. This is
a form of making Yuletide gifts that
has met with increasing popularity
in recent years. It is simply a cer-
tificate (a model for which appears
on page 665) which the cus-
tomer purchases and receives from
the store and which he presents as
a gift to some friend. The friend
may then make a purchase equal to
the face value of the certificate at
the store issuing it, or it may apply
as part payment on a larger article.

The certificate must be attrac-
tive in appearance and appropri-
ately worded. Seven by three and a
half inches is the usual size. They
should be numbered and made out
in duplicate, the dealer retaining a
carbon copy for checking up when
the original is turned in.

When the purchase is made, the
reverse side is signed by the re-
cipient as a receipt for the goods
delivered. A clause should be in-
cluded making it non-transferable,
except from purchaser to recipient,
and void after a given date, say
January 5th. They should be issued
in denominations of $2.50 and $5
and multiples of $5 up to $25.

Telephone

Many radio dealers have found the
telephone most useful in closing
Christmas sales.

One prominent New York dealer
has worked out the telephone sales
scheme to a degree of perfection. He
puts one of his staff at the task of
calling up by telephone every woman
prospect on his prospect list, to ask
her if he can’t help her out with a
Christmas gift suggestion for her
tfather, husband, sweetheart or
uncle. He attributes his success in
obtaining orders in this manner to
two facts—first, that almost every
woman is worrying about a suitable
and different gift for some one
around Christmas time; second, that
she is less likely to cut short a court-
eous sales talk over the telephone
than she would be at the doorway.



Autumn Radio Events Pictorially Told

————

Taking the Werld Into the
Canadian Woods
Radio is playing an important part iz the hunting
season this year. Hunting is in full swing in the
Canadian wilderness and meost of the parties are tak- A
ing a radio receiver with th2m so that “heir isolation -
from the rest of the worl¢ will not be wholly complete. ﬁ |

- o

».

T=hn Hays Hezmmoend, Jr. ‘seated), exhibits Lis
m=w apoaratus wit1 which he recently success-
fully sent and rece-ved intzlligibly eight differ-
eat messagzs at tie same time on the seme
=aveiength. The secret lies in a system whereby
eght d flferent moculating waves are impressed
a—d received on the same carrier wave.

¢ Radio Fountan® Is Latest Feat

The recent celebration at San Francisco, mark-
ing Califyraia’s 75th anniversary as a state, was
feat-wed b7 a “radio fountain.” Colored lights
playi=g on the fountain, were changed in har
merry wizh music from concealed speakers.

Broadcasting “Atmosphere”

At WOR, the Bamberger station at Newark, N. J., the studio was
decorated in this Hallowe’en fashion on the evening of October 31,
when a Hallowe’en party was broadcast. The “mike” is hidden
in the face of the scarecrow.

Patent Granted on Langmuir Tube

A basic patent for the modern vacuum tube, used in radio, has
just been granted the General Electric Company by the U. S.
Patent Office. The tube was invented by Dr. Irving Langmuir
(shown at right) in 1912, but the patent has been in litigation
since that time. It pertains to the so-called “hard” type of tubes.
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Who’s to

Why Are There So Many
the Heart Out of the

ORTLANDT Street, New York
CCity, is a thorn in the side of
the radio industry. This thorn
has made a running sore. And the
patient is suffering and the family
is all upset and the doctors are
worried. But nobody seems to know
what to do about it.
Who put this thorn into the young
and tender flesh of the radio in-
dustry? It was a man by the name
of Nussbaum—Walter H. Nussbaum
—“W. H. N For two years he has
been selling standard radio merchan-
dise at cut prices. He is selling
nearly a million and a half dollars
worth out of three little stores. One
of them is called the Walthal Electric
Company. The other two are run
under other names and nobody knows
*which or where they are. But day
after day the wild eyed commuters
crowd into this store in response to
cut price advertising and buy and
buy. Nussbaum sells them out of

his Walthal store—for that’s the
only one I know anything about—he
sells them 5,000 tubes a week and
3,000 “B” batteries and many stand-
ard sets and everything in parts—
almost anything you want—standard
stuff but way under the market price.
Parts are 75 per cent of his business.

And these commuters travel up-
town and out to all the suburbs and
show the stuff and spread the glad
tidings and every dealer in the New
York district has had these prices
thrown at his head and the whole
radio market in this section is being
constantly demoralized. Here is the
greatest concentration of radio fans
in the world, with the finest broad-
casting service. But one man and
the imitators that have flocked
around him has put the whole situa-
tion on its ear. The fans are quar-
reling with their neighborhood deal-
ers, the dealers are jawing at their
jobbers and the jobbers and the
manufacturers are wrangling back
and forth all because Nussbaum and
the rest of Cortlandt Street are
stealing everybody’s trade by selling

‘Everybody’s standard line at a cut

price.
“Where does he get the stuff?”
they alF ask. “How does he keep it

Cortlandt Street, New York, is the Price-Cut-
ters’ Mecca where almost nothing is sold at
list and the jobber and the manufacturer
deal through “Carpet Baggers” so that their
delivery trucks will not be seen trading with
the enemy—Here’s a heart to heart talk with
Walter H. Nussbaum—the man they call
“King of the Gyps’>—in which he gives the
low down on why he is a gyp and how—and
he suggests the only remedy.

By EARL E. WHITEHORNE

up?” Into each life some rain must
fall, but they can’t just understand
why Nussbaum should be allowed to
go on playing the hose on the whole
radio industry.

Scene of the Gyping

So I'went down to Cortlandt Street
the other day to see if Nussbaum
would tell me his story. I deplore
this thing he is doing as much as any
other man. It is destroying values.
It is hurting the prosperity of count-
less radio dealers. “It isn’t cricket”
as they say in dear old Lunnon. But
it is clear enough that the man who
builds up any kind of a retail busi-
ness to such a size is no dumb fool.
What are the conditions that make it
possible for him to gyp on such a
scale? That’s what I wanted to know.

I found the Walthal place a small
store about 16 ft. wide by 60 ft. long
—with one window—but inside as
bustling a radio store as you ever
looked at. It was late afternoon.
The place was literally packed—a
crowd two and three deep before the
tube counter with five men clerks
standing elbow to elbow handing out
standard tubes. Another crowd quite
as big stood before the battery
counter and there five clerks were

“«»




Blame.

Gyps Cutting
Radio Market?

handing out standard batteries stand-
Four men were
behind the parts counter waiting on
There were three
men selling complete sets and one
In all there
were eighteen salesmen in that little
hole in the wall and every one was
as busy as the justly celebrated one-
armed paper hanger. The walls were
all shelves and the shelves were all
loaded and everything was whirling
like a merchant’s dream and the bell

ing side by side.
another crowd.

chap acted as floor man.

on the cash register smoked.

I found Mr. Nussbaum in a little
He is a man of about
He used to be a wireless

back office.
thirty-five.
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You—Mr. Manufacturer ?

You—Mr. Jobber ?

You—Mr. Dealer 7

operator.  He apparently knows
radio. I put my question to him,
not sure how much he would want to
tell, but I found him no less in-
terested than any other radio man in
the economic problem that the gyp
presents. He was ready to talk.

“1 don’t see why the gyp’s side of
this story shouldn’t be told,” he said.
“Plenty has been written about him.
But I want to get one point clear
at the start. If the term “gyp”
means just a price cutter then I'm
a gyp. But if gyp implies shady

business methods, I'm not a gyp-

The Walthal Electric Company is a
notorious price cutter but no price
cutter can build up any such volume
as we have here and stay in business
for two years unless he plays fair
with the customer. Get that straight.
For service, courtesy, guarantee of
satisfaction and everything else that

goes with good retail merchandising
our concern will challenge anybody.

“You ask why I am a gyp. I am
a gyp because the radio industry is
full of cut price goods unloaded by
the jobber and the manufacturer.
The public wants to buy those goods
if they can buy them in a store that
will stand behind them. There is a
lot of money to be made in selling
them with a quick turnover, so I
sell them.”

What “Gyp” Means

“Where do I get the goods? That’s
easy. A manufacturer of an article
gets overstocked and dumps. Or he
unloads some other standard item
which he handles, gives it to his
dealers cheap to bribe them not to
cut his own product. Or a jobber
overstocks on an item and comes to
us and offers it for a song, and gen-

Cortlandt Street, New York City—the Sore Spot in Radio

." i "

In the neighborhood of these four blocks
there are over fifty gyp radio stores—
some of them marked red in this diagram
—all selling standard radio materials and

sets at prices that demoralize the indus-
try for miles around. How will the prob-
lem be met? The Supreme Court sug-
gests one way.—See page 684.
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erally before we're through we sing
our own song and in a low tone too.
We organize a special sale that
creates havoc in the market, but who

is to blame for this? We buy and

sell. That’s our business.”

I asked him how he got in touch
with these bargains. He said, “Two
ways—direct and through the carpet
bagger. Some of the manufacturers
walk right in when they want to
dump. T could buy all the stock I
need without leaving this chair from
jobbers’ salesmen who come and come
again. But there are other jobbers
and other manufacturers who are too
large and dignified to sell a price
cutter because they don’t want their
wagon seen in front of our store so
what do they do when they are hit
heavy on stock surplus? Why they
call in Mr. Carpet Bagger. He buys
it and generally pays cash, for no
transaction is recorded. He loads
some samples in a nice black Ford
with no name on it and comes and
parks outside my door and offers the
material often as low as five cents
profit on the dollar. But one of these
birds cleaned up $48,000 last year,
We naturally purchase if the article
is saleable and these purchases some-
times run wup into thousands of
dollars. Last December we bought
nearly $20,000 worth of merchandise
in one week in this manner. Every
article was brand new, in good condi-
tion and fresh from jobbers’ stock.
Why, look at this set here!”

His Idea of Holding Trade

Nussbaum had on his desk a well
known standard set, a fine up-to-date
cabinet that has been extensively
advertised and sold at around $100.
This manufacturer has refused to
sell Walthal or any price cutter. But
the manufacturer is in some trouble
and the day I talked to Nussbaum a
carpet bagger had called and ar-
ranged to sell him $7,000 worth of
these sets and he had paid the carpet
bagger a price so low I could hardly
believe it! There the sample sat upon
his desk. “They offer this for sale,”
said Nussbaum. “My customers will
be glad to buy them cheap. T’ll sell
them at a good profit and make some
money. It will help me hold my
trade. Why shouldn’t 17?7

He told me a lot about the things
he does to hold his trade in competi-
tion with the other gyps that are
all around him—for there are forty
stores along four blocks of Cortlandt
Street that are all fighting tooth and
toe nail for this cut price trade. It

“The Gyp Will Go”

Mr. Nussbaum says: “It can’t
last forever. It will all work
itself out under the force of
competition. As the line is
more and more stabilized the
supply of merchandise will
be shut off and reduce the
gyp's volume. As his volume
comes down he will have to
get more profit on what he
sells. When he sees the hand-
writing on the wall, the evp
will know that he must quit
price cutting and he will sell
at list.”

The first move toward |
stabilization, he believes, will |
come when radio manufac-
turers and jobbers stop |
dumping excess stock. |

isn’t all beer and skittles by a long
shot. He sells 5,000 tubes a week—
standard tubes at prices from $2.25
to $1.95. Nussbaum says their motto
is—“It can’t be done, but heve it is!”
They have two machines for testing
tubes and every tube is labeled and
dated. A sales slip goes with each
sale and there is an adjustment clerk
who handles all defective material.

His salesmen compare well with
any other store. They are courteous,
The floor man met me with a smile,
Everybody seems to be alert.

He says he spends $50,000 a year
in advertising and gets a lot of mail
order business in addition to the
daily rush. The forty Cortlandt Street
dealers spend $200,000 a year adver-
tising and the crowd comes. If
customers call for a set that the
manufacturer won’t sell a 2yp, Nuss-
baum sends out and gets some. In
which case, he said, he feels “under
no moral obligation not to cut as
far as he likes.” There are some
high grade sets, however, that he
buys from a loeal jobber and sells
at list—but he makes no charge for
interest on time sales and S0 gets
a good edge under the market. He
calls this his “honor list.”

Nussbaum carries his own time
sales and gets one third down and
allows not more than six months. He
offers two appeals, he says—‘“low
price and good goods”—and he works
for turnover. He would rather make
five sales at $2 profit than one sale
at $10 profit because these five cus-
tomers will also buy something elge.
He keeps a want list and enters every

call for something he does not carry
or every complaint from a customer
that some other store is selling some
article for less. Then he sends out
a scout to get the low down and
meets the price and stocks the goods
his trade calls for. There is con-
stant price warfare between the
‘Cortlandt Street stores.

But Nussbaum says that service
and guarantee count for more than
a few cents on price. The radio fan
is a shrewd buyer. He wants a
bargain but most of all he wants
standard stuff and to know that when
he brings back a defective tube the
clerk won’t laugh. Nussbaum calls
his guarantee ‘“radio insurance.”

So there is the story. That’s the
way this cut price king of radio does
his “gyping.” But here’s the part
that interests me and puts a note
of hope into the situation. Nuss-
baum is making a lot of money—he
must be—but he isn’t happy. “Do
you like the gyp game?’ I asked
him.  “Wouldn’t you rather run a
regular store?”

He Wants to Quit Gyping

“No one would be more happy than
me if I could sell at standard prices,”
he replied, to my suprise. “The cut
price dealer is under a constant
strain. He is turning over enormous
sums of money, buying and selling
under high pressure for small mar-
gins with a chance to drop a lot on
any deal. It’s unhealthy. But every-
body is cutting prices in radio today
and why not do it openly and get the
business? The average manufacturer
is a hypocrite—not personally but in
his business—for as long as things
run his way he does clean merchan-
dising, but when it goes against him,
he cuts. The jobber is between the
devil and the deep sea. If he doesn’t
give the ‘gyp’ an inside price he
can’t sell him and if he doesn’t move
the line, the manufacturer cuts him
off. He has to tell both sides that
he maintains prices but when he getg
overloaded he sends for the carpet
bagger. At times I can buy out of a
jobber’s stock cheaper through a
carpet bagger than I can direct from
the house whose goods I am getting.
Why should I maintain prices if they
do not?”

“How is it all going to work out 2’
I asked Nussbaum. _

“Well,” he said. “It will. It can’t
last forever. Radio is still in the
invention stage and you can’t stabil-
ize prices till circuits are stabilized.

(Continued on Page 692)
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Two Words Tell the Story of Friendly Customers, Profits and All .

Year Round Business—

“Personal Contact”

It Takes 'More Than Free Service to Make a Success in Retailing Radio—Namsal
of New Rochelle Has Fourteen “Merchandising Philpsophies”
and He Never Loses Sight of One of Them

HAT constitutes a perfect
radio store? Ever since
radio became a recognized

trade it has been an ambition of the
editors of Radio Retailing to seek
out ‘“‘the perfect radio store” and
write an article on its methods.

The nearest approach to the ideal
store encountered so far is the
Namsal Radio Corporation, New
Rochelle, N. Y., and there are many
reasons why. First and foremost is
the fact that Namsal, last year, did a
$60,000 radio business at a good,
substantial profit. It may or may
not be easy to do a $60,000 annual
radio business. But it was done at a
profit, and last year—mnotoriously a
poor one for radio—in a suburb of
New York City not twenty miles
from the happy hunting grounds of

By WILLIAM C. ALLEY

“gyp” radio stores, cut-price depart-
ment stores, and bankrupt manufac-
turers, in a town of 45,000 where
business generally, because of its
proximity to the Metropolis, is not
so brisk as in other cities of similar
size, and in a town where radio
stores have come and gone with a
rapidity that is amazing.

This store has for its slogan,
“Service that Satisfies,” and that
was given by B. Lassman, the presi-
dent of the corporation, as the out-
standing reason for the success of
his organization. But that is so old
and so obvious that the interviewer
set out to find some other funda-
mental factors in its success. And
he found so many, all so adroitly
woven into a complete, successful
radio merchandising fabric, that he

came to the conclusion no one thing
can be pointed out as the main factor
in any radio store’s success. Sue-
cess in retailing radio is achieved by
a combination of policies and selling
methods. Namsal proves it and is
therefore entitled to be called the
nearest approach to a perfect radio
shop.

In a nutshell, Namsal’s plans and
policies are as follows:

1. Service until the customer is satis-
fied.

2. Making service calls pay for them-
selves through accessory sales and get-
ting new leads.

3. Employing trained, experienced
radio salesmen on a commission basis
for outdoor campaigns.

4. Routing the outside salesmen each
day before they leave the shop.

5. Spending five per cent of current
sales for advertising, and using local

ErT— ey @

Personal contact with customers is one
of the main points in the merchandising
philosophy of B, Lassman, president of the

Namsal Radio Corporation of New Rochelle,
N. Y. “No dealer,” says Lassman, ‘“who
sits behind a desk in the back of the store

and walits for customers to come in is going
to be a successful radio merchant.” Lass-
man is in the center background.
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newspapers backed up by direct mail
letters.

6. Stocking only standard lines that
have been proven, by experience, to be
quality merchandise, and never cutting
a price.

7. Keeping the investment in parts
down to 20 per cent.

8. Supplying a complete radio serv-
ice.

9. Arranging store interior taste-
fully and making an attractive window
display, changed weekly.

10. Selling on time payments and
carrying his own paper.

11. Using trade-ins as sales incen-
tive.

12. Using broadcast features and
home demonstrations to boost sales.

13. Keeping a steady, personal con-
tact with every customer.

14. Personally managing every detail
of his business.

Those are Lassman’s “Fourteen
Points” and he has found his suc-

tience. A good radio salesman must
have the patience and even disposi-
tion of a saint. The second qualifica-
tion is a thorough knowledge of
human nature. Third, the ability to
meet people on their own level—the
best of mixers. Fourth, he must be
fully trained as to the store’s policy
and, fifth, he must be able to answer
any question concerning the receivers
he is selling. His salesmen were
secured by advertising for them and
employing only those who combined
those human qualities with a prac-
tical background of radio selling ex-
perience.

The salesmen get an average com-
mission of ten per cent and they are
not “bell ringers.” A feature of the
outside selling methods of Namsal’s
is that each salesman is routed every
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however, never exceeding five per
cent of the current sales, except dur-
ing the first year, when an appro-
priation of twenty per cent of the
capital investment was expended in
advertising. All ads always strike
the keynote of quality sets and sat-
isfactory service.

Uses Advertising Stunts

One of the advertising stunts re-
cently used by Namsal was the dis-
tribution of a thousand lapel buttons
to older school children. Each but-
ton was an advertisement for
Namsal’s and each one was num-
bered, there being ten duplicate num-
bers. Prizes were offered the boy
who discovered and'brought in two
similarly numbered buttons. This
created great interest, the parents of

the children evidencing as

cess by conscientiously
carrying out every one of
them.

Starting out with “Serv-
ice that Satisfies” as his
sales philosophy, Lassman
can now boast that every
customer sold brings in at
least one, and often two,
more sales. Every set in-
stalled, he says, acts as a
demonstrator. Installa-
tions are made with pains-
taking care and no extra
charge is made. Careful,
perfect installation reduces

obeyed.
own business?

1. “Service that Satisfies.”

. Service calls that are self-paying.
. Outside salesmen on commission.
. Routing the salesmen each day.

How Many of These “14

Points” Do You Use?

Here are the “Fourteen Radio Selling Points” of
the Namsal Radio Shop,
They might be the Fourteen Commandments so far
as Namsal is concerned, for each one is rigidly
How many of them do you use in your

New Rochelle,

N. Y.

the number of subsequent
service calls.

Very little servicing is
found necessary on the sets
themselves, most of the
calls coming because of de-

Five per cent for advertising.
Standard lines at standard prices.

. Twenty per cent in parts.
. Supplying a complete radio service.

Attractive windows and interior.

teriorated batteries, result-
ing in battery sales. The
service men also get
names and addresses of
friends of the owner who

Carrying own time-payment paper.
. Accepting trade-ins and re-selling them.
. Making home demonstrations.
Personal contact with customers.

. Personal management of his business.

much eagerness to get
duplicates as the children
did. As only ten prizes—
ranging from radio books
to a loud speaker—had to
be given, the stunt was an
economical way of getting
the store talked about.

Although the investment
in parts is kept down to
twenty per cent of the total
stock, the store provides a
complete radio service, a
representative and com-
prehensive stock of parts
and accessories being
always on the shelves, so
that, with the exception of
charging storage batteries,
a customer need go to no
other type of store for any
radio article. And in the
matter of charging bat-
teries, a working agree-
ment has been made with a
local battery station.

have heard and liked the

Namsal’s also proves the

set.

For those who have purchased
their set elsewhere, Namsal has a
monthly service call plan for $10
yearly. Many set owners who
bought their receivers at “bargain
sales” and “$1,000,000 dumping
cleAnouts” have gone to Lassman for
service, and much to their surprise,
received as efficient, prompt and
courteous treatment as if they had
made their purchase at Namsal’s.
This, Lassman says, has resulted in
winning many new friengls and made
any number of additional sales.

Lassman has an interesting theory
about the qualifications his salesmen,
particularly the outside salesmen,
must have. The first requisite is pa-

day before he leaves the shop. When
a salesman goes out each morning,
he has a list of the places he is to
visit, so *hat a definite schedule is
maintained. Advance, direct mail
notice is sent to a selected list of
prospects, gleaned mostly from club
membership lists, telling them to ex-
pect a call from the salesman, so that
it is not a case of the salesman ring-
ing the bell and introducing himself.
No home is visited until the way has
been thoroughly prepared.

Direct mail letters, supplementing
extensive and continuous advertising
in local papers within-a twenty mile
radius, has always been a Namsal
feature, the advertising expenditure,

value of an attractive store
interior and tastefully arranged
window displays. When the store
first opened, parts were still the
leader, so the parts counter occupied
one side of the store and the set dis-
play the other. But when parts
started going down and sets went
up—when the market changed from
a builder’s to a set buyer’s, Lassman
met the new conditions by com-
pletely remodelling and redecorating
the interior.

The parts department was moved
to the rear of the store and both
sides of the front were lined with
set demonstration booths similar
to those found in music stores to
demonstrate phonographs. The color
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“ServicehaSatisfies”

/

shines.

HAT “Our Radio isn’t working” is an
excuse often offerod when guests arrive.
To avoid any such emburraesment—

New Rochelle’s Largest Exclusive Radio
Store Offers 12 Months’ Radio
Service for $10

The largest and most experienced staff of radio
service men in Weatchester County i at your
beck and call for the infinitesimal sum of less
than 3c a day.

WHAT THE. SERVICE INCLUDES

1—A guarantes es eur part e keep your radio ia efficient sperating
ecder at all times.

2—A complets inspaction of your equipraent ot least ance every thirty
daye Thia inspection includes a thorough test of your set, condition
of batteries, tubes, otc.

3—Fros delivary to your homa of all necessary mew baiteries. tubes. atc.

4—The privilaipe of calling ome of our service men any time between
8:30 A. M. and 8:30 P. M. should any trouble develop between tha
inspection periede

NAMSAL Corp.
e Naw Rachelle,

262 Huguenot Btreet I
X 1 am interssted i
The Largwt Exclusive Eadio Blore 1o | Service.
Rew Rochelle IN‘-
OPEN LVENINOGS Tolephone 763 | Address -

CANNOT CALL
CNamsal Radis Corp.,
262 Huguenot Strest. |

your Yearly |

Persistent newspaper advertising, stressing
the “Service that Satisfies’” policy, has made
Namsal the outstanding radio dealer in his
home town.

scheme was made a light gray and
just inside the entrance, before the
booths begin, a small foyer is fitted
out to appear like a parlor in a
private home. Wicker furniture, a
rug and several console models, with
a plant or two make an attractive
impression as the customer enters.

Waxing Shakespearean for a
moment, Lassman believes that, as
the eyes are the windows of the soul,
so a store’s window displays reflect
the store. Lassman’s radio windows
have often attracted widespread com-
ment and are invariably interesting,
because they always manage to put
across an idea, and are not merely
displays of so many parts and so
many sets. Namsal’s was the first
radio store in its home town to use
wax figures in connection with radio
displays, and usually the displays are
arranged to present a home scene, to
depict the usages and pleasures of
radio in the home.

An unusual display planned for the
near future is one with framed tes-
timonials from prominent and satis-
fied customers, with their photo-
graphs—people who mean something
in the community and who are num-
bered among the shop’s customers.
Streamers will be run from each
testimonial to a card on which will
be lettered, “Service That Satisfies
Did It.” Along the same lines, a
recent display contained photographs
of well known broadcasters and an-
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nouncers, obtained from the nearby
stations.

Now we come to an interesting
part of Lassman’s sales policies.
Those pessimists who say the time
payment plan is something to be
shunned by all dealers and that
trade-ins will be the ruination of the
industry need read this story no
further

Because—

Seventy per cent of Lassman’s
business is done on time payments
and he is making money on trade-
ins!

He carries his own paper, gets
one-third down, and the balance in
six to ten months, making a six per
cent carrying charge on the unpaid
balance. Re-possessions, he states,
have been practically negligible, as
each ' time payment customer’s
credit references are carefully
checked.

Trade-ins Profitable

And in the matter of trade-ins,
an equally careful policy has led to a
successful handling of this problem.
No trade-ins are considered unless
the new set lists for at least $150.
Allowances cannot be based on the
value of the old set, because, as Lass-
man says, at present they have no
market value whatever. The allow-
ance must be figured on the amount
of the new sale, in order to show a
profit on the transaction. On home-
made sets the maximum allowance is
fifteen per cent of the total new sale,
and on factory-made receivers, no
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more than twenty per cent of the
new sale is given.

The sets taken in trade are put in
the window and honestly advertised
as “seconds” with the price plainly
marked, a slight mark-up usually be-
ing made over the allowance. So far,
every one has been turned over in a
short while. Another sales boost
used by Namsal is home demonstra-
tions, usually done when some un-
usual feature is being broadcast,
such as operas or concerts by pronii-
nent artists, and these he has found
of invaluable aid in closing sales.
Known music lovers—as well as lay-
men-—are invited to hear a concert
in their own home at Namsal’s ex-
pense, and almost invariablyethe re-
ceiver remains. The percentage of
people who take advantage of the
dealer is so negligible that it by no
means constitutes an argument
against the practice, Lassman de-
clares. Where a home demonstra-
tion is contemplated, the salesman
can usually tell whether the prospect
is on the level, or whether he just
wants to have a good time at the
store’s expense. Experience is a
good teacher and the salesmen soon
become adroit at sensing the “radio
poachers.”

Program tie-ups are also made
when special features, such as the
World Series, inter-college football
games, election returns, or a talk by
President Coolidge, are broadcast.
On every similar occasion and when-
ever possible, the store is thrown

(Continued on Page 692)

Gift Certificates Help Customers Decide What to Give

From

‘z‘:’){/‘ 421 Main Street
l‘& To

store.

No. Salesman .

(Signed)

Pictured above is a sample “Gift Certificate”
such as is described on page 658. [t may be
used as a model to show to your printer if you
decide to issue “Christmas Gift Certificates”

Chrigtmas Gift Certificare

John W. Blank and Company

Radio Sets and Supplies
Chicago, 111,

With this Christmas Gift Certificate I wish you all the happiness the Yuletide Season
and New Year can bring. 1 know you would much rather have the pleasure of selecting Y,
your own gift, so my Christrfias present to you this year takes the form of this Certifi-
cate, which will be honored by the undersigned store to the extent of .

Basmn s wiesneence i s . )
for merchandise to be sélected at any time before January $, 1926. That means that this
Certificate is exchangeable at its face value for any article or articles carried by the

This certificate is not transferable and must be exchanged before January 5, 1926,

s
N é’;&%?%—%

Phone Orchard 8976 oy

, Christmas Greetings

Dollars ($

The certificates not only solve the
problem but are

this year.
“What shall I give him2?”
particularly adaptable to radio, as they enable
the recipient to select whatever article he wants



Six Suggested
Christmas

A Christmas Tree in
the Window

The Ludwig Hommel Com-
pany, jobbers, Pittsburgh,
Pa., last year presented the
Christmas window at the
left. A radio receiver was
the center of the setting,
with a decorated and illu-
minated Christmas tree at
the left and electrical and
radio appliances on the
floor and at the right.

Using N 1543 e P A :
Wreaths and oy |
Streamers :

One of the Liberty
Radio Chain
Stores, New York i
City, presented | - R
this radio parts | £~

window last year. ! - =
The Christmas N
spirit was con- f y ﬂ“;'vi_.\-:awr-—.w_
veyed by stream- e e |
ers and wreaths, ' N .
and a wreath in 3 -
the center sur- 1 ) = o —

rounding a sign, I -

“This Is a Radio HI1Zl B i

Christmas.” This i e | -

display was de- (D) "

voted to a specific E 1

circuit, with the s n

parts necessary to )

build it, and an
interior view of
the completed set.

y ~ - ¥

W hat Flowers and a
Holly Wreath
Can Do

Just a few flowers and
a holly wreath effec-
tively put over the
Yuletide atinosphere
in this tastefully ar-
ranged Christmas radio
window of the Com-
monwealth Edison
Company, Chicago.
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Displays for Your L
Windows &
Christmas Background for Parts /

Here is another parts windcw that was given the /
Christmas touch by using wpoeaths and streamers as ALY
the background. The foregrcund was taken up by =
large display of parts, which gives the window =
crowded appearance. Had an attempt been made to
give the viewer a lesser numtbter of points of interes:
the display would have been greatly improved.

Santa Claus A3 a Traffic Cop

Santa Claus as a traffic cop, bolding up one hand in a
warning attitude, with the other supporting a “Stop™
sign, made an arresting Christmas display for the
Louis D. Rubin Electrical “ormpany, Charleston, S. C.
Streamers from various cities on a large map to radio
receivers on either side also presented a visualizatiom
>f the distant cities it is possibl= to hear.

A Paper Tree

A Christmas tree cut
out of green paper and
pasted on cardboard
made an inexpensive
Christmas display for
the store that dressed
the window seen below.
An added touch of
holidasy atmosphere
was achieved by out-
lining two loop aerials
with silver tinsel and
placing them in each
comet, thus serving to
liven up the back-
groundi.
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Know Your Selling Costs

“Know your selling costs” should
be every merchant’s first command-
ment. The studies made by this
publication of the cost of selling
radio at retail in exclusive radio,
music and department stores may
be used as models when you begin to

figure out your own sales expenses.

On this page are the costs of the
average radio store, reprinted from
the June issue, pages 540 and 541;
of the average music store, reprinted
from the April issue, pages 356 and
357, and of the average department

store, reprinted from the February
issue, pages 132 and 133.

Check these up with the selling
costs of your own business, and find
out where your expenses are too
high, and where your organization
is weak.

1 2 3 4 5 6 7 8 9 10 11
Merch- Occu- Pub- |Adminis-

andise | Gross | pancy | Selling | licity | trative | Other Total Net Annual

Net Cost, |Margin, |[Expense,[Expense, [Expense, [Expense,| Costs, |Expense,| Profit, | Stock

. Retail Per Per Per Per Per Per Per Per Per Turn,
Sales Cent |, Cent Cent Cent Cent Cent Cent Cent Cent Times

Radio Stores..... .. Figure in 74.0 26.0 4.1 3.8 1.8 8.7 2.1 20.5 5.5 7.8

Music Stores.. ... .. Dollars 75.2 24.8 3.5 8.1 5.1 4.4 1.1 22.2 2.6 3.7

I Dept. Stores. .... .. and Cents| 73.3 26.7 3.7 9.1 4.4 4.3 3.3 24.8 1.9 5.0

=

“Let’s All Talk the Same
Merchandising Language”

There are certain terms in busi-
ness administration that have come
to be recognized as “standard mer-
chandising language.” For proper
and accurate bookkeeping, it is de-
sirable that these terms be uni-
versally used and understood.

Therefore, for the information of
its readers, Radio Retailing pub-
lishes on this page, definitions of
the various “cost” phrases and what
they are supposed to include; and,
for purposes of illustration the cost
figures and column headings above
may be referred to.

1.—Net retail sales are arrived at by
taking the gross retail sales and de-
ducting therefrom returned merchan-
dise and any discounts given on retail
sales. Inasmuch as the only constant
factor present in any operation is the
amount of business done, the net retail
sale is designated as 100 per cent and
all other factors are rated proportion-
ately.

2.—Cost of merchandise sold is arrived
at by taking the inventory at cost at
the beginning of the year, adding
thereto purchases at cost during the
yvear and deducting therefrom the in-
ventory at cost at the end of the year.
3.—Gross margin, or as it is sometimes
mistakenly called, “gross profit,” is se-
cured by subtracting from the net retail
sales the amount of merchandise sold at
cost. This becomes the gross revenue,
out of which all expenses of operation
must be met.

4.—Occupancy expense. In occupancy
expense is included the amount ex-
pended for rent, light, heat, power,
water, porterage, ete. In short, all
expenses incurred in occupying the
premises whether store, warehouse,
etc.,, (but not any rent or other ex-
penses incurred in garage for delivery
equipment, etc. This is included in

selling expense). If you own'your own
premises rent is computed on the basis
of an annual charge of six per cent on
the cost of land and buildings plus a
depreciation of two and one-half per
cent a year on buildings, plus all real
estate taxes.

5.—Selling expense includes all ex-
penses incurred in selling merchandise
such as salaries and commissions paid
to the sales force, the cost of sales
books, price tags, wrapping paper,
twine and other miscellaneous ex-
penses of a similar nature. It also
includes demonstrating expenses, sal-
aries or commissions, and delivery
expenses, such as the salaries of driv-
ers, cost of running and maintaining
equipment, a depreciation on equipment
of twenty per cent a year, and service.

6.—Publicity expense includes the
amount spent for advertising mer-
chandise in newspapers, printing and
postage expense for all direct mail
publicity, the amount, if any, spent for
outside help and material in trimming
windows, and any similar expenses that
are incurred for the sole purpose of
advertising merchandise for sale.

T—Administrative expense includes the
amount you paid yourself or some one
else as manager of the business,
salaries of office force, collection ex-
penses, and the expenses incurred for
office supplies, ete.

8.—Other costs. We have grouped
under the heading “Other Costs” a
number of items such as taxes (other
than real estate taxes where premises
are owned), insurance on stock and fix-
tures, depreciation on fixtures, and all
other costs not previously defined, such
as buying expense, if any. This group-
ing is made solely in the interest of
simplicity. It would be advisable to
break this division up into various see-
tions but it was not considered essen-
tial to do so for the purposes of this
survey.

9.—Total cost is simply the sum of the
costs previously defined. Profit or
loss is arrived at by deducting the
amount of the total costs from the
gross margin.

10.—The Percentage of profit is found
simply by subtracting the total expense
from the gross margin.
11.—Stock Turnover: Probably greater
confusion exists in the use of this term
than any other in retail store account-
ing. There are several methods of
computing turnover, each of which is
correct. Some divide the net annual
retail sales by the cost inventory
figures at the end of the year, thus
securing a large number of turns;
others divide the retail sales by the
retail inventory at the end of the year;
still others, who inventory more than
once a year, divide the sales by the
average cost inventory. For purposes
of comparison, the value of turnover
lies in our ability to compare an op-
eration with operations of other stores
and other lines of business. The
method of computing turnover used by
the largest number of retailers today,
and the one most generally accepted, is
to divide the net annual retail sales by
the average retail inventory. For ex-
ample, if you inventory only once a
year, add your first-of-year retail in-
ventory and your end-of-year retail in-
ventory, divide by two and then divide
your sales by this result. This is the
method we have used and the one we
advocate in the interests of uniformity.
Mark-Up: Selling for $1.50, costing
$1.00, has a 50 per cent mark-up on
cost and a 33% per cent mark-up on
selling. It has been definitely demon-
strated that the simplest, most practical
and most satisfactory method of in-
ventorying and accounting for a retail
operation is the modern “retail sys-
tem” (in which all values are consid-
ered at retail), on account of the con-
stant retail sales factor referred to
above. To avoid misunderstanding,
therefore, merchants generally are
dropping the use of the mark-up per-
centage on cost and mark-up is under-
stood to be the difference between the
cost and the selling price (margin),
and mark-up percentage is that per-
centage of the retail price represented
by the margin, Inasmuch as all other
percentages used in retail accounting
are a per cent of the retail sales,
the same rule should apply to mark-up.

Yy
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Broadcast Tie-Ups This Month

With this issue, Radio Relailing inaugurates a monthly department of broad-
cast features which dealers should keep in mind as possible sales helps.

URING November, the biggest national holiday is

Thanksgiving, which falls this year on the 26th. If
nothing further is done on this, at least one or two window
displays should be devoted to a Thanksgiving theme.

November 11 is Arinistice Day and many stations are
preparing patriotic programs. WJZ, New York, WRC,
Washington, and WGY, Schenectady, will tie up at 9 p. m,,
with a program by the U. S. Army Band, and addresses by
General Charles P. Summerall and Reverend Francis P.
Duffy.

At 10.35 a. m., Armistice Day, WEAF, New York, will
broadcast a special program, with addresses by General
Bullard and Reverend S. Parkes Cadman.

The week of November 16 has been designated gs ‘“National
Education Week’ and broadcasting stations have been re-
quested by the Government to prepare programs of special
significance to schools, colleges, and other educational
institutions. This is an excellent time to approach your
local Board of Education, School Associations and similar
organizations with the idea of a radio installation. It is
also a good time to stress the instructive and utility value
of radio, in addition to its entertainment service.

November 9, at 3.30 p. m., WEAF, New York, will send
out the proceedings at the cornerstone laying of the ad-
ditional portion of the Cathedral of St. John the Divine,
New York City. The speakers will include Bishop Manning
of New York, Governor Smith of New York, Hon. Elihu
Root, Bishop Freeman of Washington, and Reverend S.
Parkes Cadman.

Football Schedule

Broadcasting of football games makes every sports lover
a prospect for the sale of a receiver, as well as every alumnus
of the colleges participating. These may be appealed to
through newspaper advertising.

November 7, 2 p. m.—Harvard vs. Princeton, WEAF and
WJZ, New York; WGY, Schenectady; WRC, Washington.

November 14, 2 p. m.— Yale vs. Princeton, WEAF and
WJZ, New York; WGY, Schenectady, and WRC, Wash.

November 21, 2 p. m.—Yale vs. Harvard, WEAF and
WJZ, New York; WGY, Schenectady, and WRC, Wash.

November 26, 2 p. m.—Cornell vs. Pennsylvania, WEAF
and WJZ, New York; WGY, Schenectady, and WRC.

November 28, 2 p. m.—Army vs. Navy, WEAF and W]Z,
New York; WGY, Schenectady, and WRC, Washington.

November 8, at 8.30 p. m., another of the Steinway con-
certs will go out through WJZ, New York; WGY, Schenec-
tady; WRC, Washington, and WBZ, Springfield, Mass-
Walter Damrosch, pianist, and Paul Kochanski, violinist-

November 14, 9 p. m., Vice-President Charles G. Dawes
will speak through WJZ, New York; WGY, Schenectady,
and WRC, Washington.

November 18, at 8.30 p. m., also through WJZ, WGY and
WRC, Maximilian Rose, violinist, will give a recital.

On November 25, at 8.30 p. m., through the same three
stations, there will be broadcast a concert of chamber music
from Hunter 