Sell the World’s
Most Popular Portable
More Operadios have been sold than all other self-contained sortables
“ combined. That fact alone should convince zou that this is the one
sure-fire set for you to concentrate on right new and during the com-
ing months. A powerful receiver, with six -ubes (includirg power
tube), loudspeaker, extra large batteries, loop and all parts contained
in the attractive and compact carrying case. The only portable which is

a proven national success on the market. Easy to demonstrate—known
everywhere—economical to service. Let us send you full information.

The Original Self-Contained Radio
THE OPERADIO CORP.. 8 So. Dearborn St., CHICAGO




Give Customers a Chance

Let them hear a Brandes

Let the super-reproducer
Cone!

build quick, profitable sales

. . for you.
Firsthearityourself. Make g
a personal comparison. Note the other Brandes
products—each a final re-

Learn how 18 years of finement.

acoustical experience result
in a new-type cone in a
beautiful cabinet.

For 18 years the Brandes
staff has specialized in
acoustics—it is inevitable
that such experience should
develop fine radio special-
ties.

Order only one cone if you
wish. Hear it. Let others
hear it.

The Brandes Cone—a fruly decorative bit of
furniture that conceals a remarkable speaker,

Acoustics by

andes

means the ultimate in reproduction

The Superior Maichad Tone Headset is
now, as always, ideal to tune in with—
to listen undisturbed and undisturbing,

The Phonegraph Attachment—a splen-
did speaker with any good phonograph.
Same unit as Type H horn. Adjustable
and furnished with a conpection to fit
all phonographs.

The Audio Transformer—amplifies af
an unusually high ratio—1 to 5. Two
steps of amplification may be used
without transformer distortion,

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

Radlo Retalling, Aprl), 1926, Vol. 3, No. 4 Published Monthly, McGraw-Hill Publishing Company, Inc., Tenth Avenue at Thirty-sixth Street, New York, N. Y.
$2 per year, 23 cents per copy. Bntered as second-class matter, April 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879.
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You Hit the “Bull’s-Eye” With
(—a A §
o o W

: @de inSt Lake Cit
@ ra

Trade MarkRegdistered

Utah

Superflex No other manufacturer
Reg. U. . Pat. Off, makes such guarantee

Utah
Standard

GUARANTEE

Buy a Utah and use it
for two weeks. Compare
its toné with the best the
others are able to produce.
If the Utah does not
give better recep-
tion return it to your
dealer and he will re-
fund your money.

The Superflex has a
tone chamber equal
to that of the usual
horn type. Stands
but 8% inches high
by 6 wide. Finished
inaharmonious
brown. Weight 3 1bs.
Packed 1 in a carton.
12 in a crate.

$12.50

Horn is finished in a rich
semi-dull black Morocco
leather finish; 14-inch bell;
weight 11% 1bs. Packed 1
to a carton.

$22.50

Handsomely finished in black
rubbor Farisihed with hace Utah Supreme
to rest on turntable of talk-
ing machine, or without. Reg. U. S. Pat. Off.
Finished in a soft antique
With Stand mahogany. designed to
please both eye and ear.
$10 Measures 10%x8x7%.
Weight 8 1bs. Packed 1
Without Stand in a carton, 3 in a crate.

$9.50 $25

Utah Radio Products Co.,
1421 So. Michigan Ave., Chicago

We are manufacturers—Not assemblers
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No. 01, treasure chest type, 6-tube, totally
shielded. Equipped with volt meter. Solid
Mahogany. Prices, without accessories: East
ot Hockies, $210; Pacific Coast, §$225;
Canada, $290.

A New Cone Speaker

Companion to the No. 601 Recerver

To the epic achievement of Stromberg-Carlson’s No. 601 Receiver is added that
of their announcement of the New Cone Speaker. Produced after exhaustive research
and experimentation, this speaker embodies an idea, old to the master creators of
musical instruments, but new to the radio trade—that of a soundboard.

The soundboard which functions the same on the new
cone speaker as on piano or violin—accomplishes the same
purpose—that of giving true pitch and modulation to notes
over the entire musical register. Whether it is reproducing
the majestic roll of the organ, or the piping of the flute, this
soundboard liberates the true beauty of intonation and phras-
ing which the music lover desires and appreciates.

Authorized Stromberg-Carlson dealers will find that this

Cone Speaker gives added saleability to the Stromberg-Carl- The New Stromberg-Carlson
) N 01 Recei et . . Cone Speaker
son No. 6 eceiver and new prestige to the entire line. i
. . A magnificent instrument, with a sound-
Merchants who have not a Stromberg-Carlson franchise will board whicll retains the timbre and beauty
-~ . . .. . . of the original notes. Standing unobtru-
hnd n th]S new cone speaker an addmonal mncentive for sively against a wall or in a corner it so
. fills the entire room with music that it is
seekmg one. difficult to teli from where the sound is
{ coming. In addition, it is as ornamental
as a Mahogany Tip-top Tuble which it

so closely resembles.

Height 343% inches over ali; diameter 22
inches. *Equipped with a 20-foot cord

No. 602 Receiver, art con-
sole type, American Walnut

Sabilnet: q Bhueilt»ily. le]u! gndh n]]ug. Soundboard and  pedestal
Speaker: 6-tube. rice with- . nished in Mahogany. Used \ith any
oulaecessorlen:  Fast  of Stromberg-Carlson Telephone Manufacturmg CO. Receiver which has semi-power tubes.
Rockies, $310: Pacific Coast, Rocl N. Y Prices: East_of the Rockies, $35; Pacific
$360; Canada, $470. ochester, IN. Y. Coast, $40; Canada, $49.

F ny .y gy S, % AL B Sk
Makers of voice transmission and voice reception apparatus for mdre than 30 years
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Bmocular Couls

e 1)
Flexible Unit Control
Grebe
aﬂd E
Low-wave .
Extension
er“l(‘

~

All Grebe apparatus is

covered by patents.

gmpted and pending.

Grebe Always Protects
the Dealer

UR policy, restated again and again, will be main-
tained as always: viz.,
1. We will not cut prices nor permit dealers to do so.
2. We will not ““unload’’, “dump’’, nor throw ‘our sets on
the market under any subterfuge.
On this policy the dealer can depend; on it he can, with confidence,
buy the Synchrophase and offer it to his customers.
The Synchrophase is a set of the first quality as to construction, re-
ception and the resulting satisfaction that they guarantee. On the
Synchrophase, therefore, the dealer can build sound business and
reputation, and enjoy a steady profit for years to come.

Write for full particulars.
A. H. Grebe & Co,, Inc.; 109 West 57th St., New York

Factory: Richmond Hill, New York ‘
Western Branch: 443 So. San Pedro St., Los Angeles, Cal.

[ EEBE
SYNCHROPHASE

TRADE MARK REG. U.S. PAT. QFF.

a0\,

TRADE MARK
‘REG.UB PAT.OFF

This Company owns
and operates stations
WAHG and WBOQ:
also low-wave re-
broadcastingstations,
mobile WGMU and
marine WRMU.

It is written:
“Winnow while the
wind is blowing.””

The wise man never
ceases his endeavorss to
sell while the opportu-
nity exists.

o T
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Sales With Profit

T this time all dealers are
considering theamount
of profit to be derived

from their merchandise on

hand.

This profit will be con-
trolled largely by the
policies of the manu- /4
facturers they
represent.

Thefundamen-
tal policies of
Kolster Radio
are based upon
sound mer-
chandising prin-
ciples of proved
worth.

Dealers are given ex-
clusive territory and protection
against price decline and obso-
lescence.

Kolster Radio is technically
correct and fully guaranteed.

These policies are simple and
effective. They are and must
be the basis of good mer-
chandising.

The Kolster fran-

chise is a waluable

It is an acknowl-
edgment of Kol-
ster’s faith in the
dealer. It is the
dealer’s assur-

ance of assis-

tance, protection
and sales with
profit.

We invite interested
dealers to communicate with us
concerning the Kolster fran-
chise for reliable dealers.

FEDERAL TELEGRAPH COMPANY

(OF CALIFORNIA)

Woolworth Building, New York City

(l
~
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- Record BreaRers

March 9, 1924, a special train
left Lok Angeles and arrived
at Chicago in 49 hours, 17

minutes, Here another spe-
cial train took up the raceand
covered the 961.5 miles to
New York in 19 hours, 54
minutes, thus establishing

the record time of 69 hours,
o ea 11 minutes for the trans-
continental distance.
ick ProfitLi ? -
Q“lc roxit Line!

RECORD breaking sales of Gold
Seal tubes show that the tubes
are right and the sales policy is right.
Are you sharing in this outstanding
success! You can!/

A Real Dealer Policy

Gold Seal dealers are happy because
they are backed up by the Gold Seal
policy of a square deal for everybody : . \
and real, aggressive selling help — R S T
national advertising,displays,improved o)
testing container, price protection,
prompt shipments, and a replacement
guarantee that means what it says!

o /7 /;/

L 4 ¥ 744

4,

ALL TYPES Gold Seal tubes have broken all records because the public in-
GSXand G.S.201-A . q . 2 . .
List Price - $2-00 Stantly recognizes their superior quality, uniformity and doubled

GSXand G.S.199 life. Test them in comparison with any others—and they cost

s s L
ListPrice - $2-25 1 more! A complete line of all standard types.
G S 199 Large Base

List Price - $2-25 Write today for full details of this unusual merchandising policy

G S X and G.S. 120 . ) . . e
List Price - $2.50 of particular interest to jobbers, distributors and dealers.

HIGH POWER GOLD SEAL PRODUCTS CO., INC.
G st - s"1;1; 250 PARK AVENUE, NEW YORK
List Price - .

Gold Seal

Y Gol-oogié @/
TEE Z / .
S Radio Tubes

\ L ——

C:bl Seal Tubes last twice as long
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YOU can read

\

SENIOR moDEL

132

JuNIOR MODEL

162

peiy

é verywhere,
over and over again—
“The Ear Says Buy!"
whenever the Farrand
Speaker is demonstra-
ted. Re-orders are the
order of the day from
every section of the
country. Are YOU
cashing in?

Moisture Proof

FARRAND Speakers
are in no way affected
by changes in temper-
ature, extreme heat, og
moisture.

S

FARRAND MFG. CO.,INC. -

—

LONG ISLAN

D CITY, N. Y.
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HANDS OFF!

Cone Speaker Patents
 Sustained

«Patent No. 1,271,527 is valid and infringed”
“Patent No. 1,271,529 is valid and infringed”

ﬁ O says the U. S. District Court for the Eastern District of New

York in its decision recently handed down in a suit brought against
a dealer and defended by the manufacturer. The dealer is not only en-
joined from selling speakers infringing the Lektophone Patents, but 1s also
required to account for damages and profits.

The trade at large is advised that the Lektophone Corporation has granted
licenses under its Patents Nos. 1,271,527, 1,271,528, and 1,271,529 of July 2,
1918, and pending applications, to none but the following manufacturers:

American Bosch Magneto Corp Farrand Manufacturing Co., Inc.
Springfield, Mass. Long Island City, N.Y.

Pathe Phonograph & Radio Corp. Radio Corporation .of America
Brooklyn, N.Y. R ¥ ok (il
Stromberg-Carlson Telephone
Manufacturing Co.
Rochester, N.Y.

R. E. Thompson Mfg. Co. J. S. Timmons, Inc.
Jersey City, N.J. Philadelphia, Pa.
Titanafram Corp.
Jersey City, N. J.

Radio Foundation, Ine.
New York City

Speakers embodying the basic features of the Lektophone patents which
come from sources other than these,are distinct infringements,and their man-
ufacture and sale subject both maker and seller to immediate prosecution.

LEKTOPHONE CORPORATION
\' 15 EXCHANGE PLACE, JERSEY CITY, N.J.

4
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Radio

marked Bakelite

T IS a profitable practice
to point out the trade-
mark BAKELITE when
selling Radio parts or acces-
sories. Manufacturers recognize
the prestige of Bakelite with the
radio buying public and capitalize
it by plainly marking their prod-
ucts BAKELITE.

You, too, can benefit by the pub.
licity which Bakelite is constantly
getting in the editorial pages of the
radio papers and by the Bakelite
advertising in the leading radio
magazines. Many of your cus-
tomers know the satisfaction that
Bakelite gives through actual ex-
perience, and the others have
learned through reading and hear-
say.
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Parts

Enchanting Radio Nights for Everyone

~BAKELITE _

""W OOIA THOL Somg 1 41

Health and happiness throvgh radio

_BAKELITE

THE MATIRIAL 01 (©91 A 1HOUSAND UBES

sell more easily

In selling Bakelite insulated
sets and Bakelite panels and
parts, you are building busi-
ness on the sound basis of
customer satisfaction. Bakelite is
used by prominent makers of the
radio parts and accessories listed
below.

Adapters—Binding Posts—Coils (Forms, Varnish
Impregnated Coil Mounting Brackets)—Condenser
(Fixed, Variable, Grid Condenser Mountings)—Con-
necting Shafts—Contact Strips—Crystal Detector
Mountings —Dials—Grid Leak Mountings- -Head
Sets (Caps, Diaphragms, Housing, Spools)—Jack
Ferrules—Jacks—Knobs—Lightning Arresters—Loud
Speakers (Bases, Cones, Horns, Spools)—Panels—
Phonograph Attachments (Diaphragm, Housing,
Spools) — Plugs — Potentiometer Bases — Rheostat
Bases—S8ockets—Sub  Panels—Tube Bases—Vario-
couplers—Variometers.

Write for Booklet 39
BAKELITE CORPORATION

247 Park Avenue, New York, N. Y.

Chicago Office: 636 West 22nd Street

BAKELITE CORP. OF CANADA, LTD.
1163 Dufferin Street, Toronto, Ontario, Canada

“Thes 15 Station 2:1.0. Londaw.~12 Midnighs”

BAKELITE

THE MATERIAL D (g)/\ THOURAND usus

P\adlo drafted Ba.hdlte

so all coutd listen-in

N( il
I IBAKELITEI ]

THE MATERIAL OF A THOUSAND L 81

p= Rudio luted all meul.\uons

y$ ‘ E l and .azlaphd Bakelite
¥ /i o
: -M; by

T T R

IBAKELITEI & l

¥ MATERIAL OF A THOUSAND USES

Its mahogany to the eye-

but in fact-iti Bakelite

—te 4

b
it
ity

13
il
Ttk

i
i

cit

141
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Because of popular demand

THE Star Electric& Engineering Co., Inc., popular demand, because they give better
Houston, Texas, first added radio as a side service and because our source of supply
line. To their surprise a large volume of is sufficient to meet our needs.”

business was done the first year and a sub-
stantial increase has been experienced each
succeeding year.

Eveready Radio Battery business will
bring profits to you and satisfaction to your
customers. Order a stock of Eveready
From the start in radio, the Star Electric Radio Batteries from your jobber.

& Engineering Co., Inc.
h l’% dled gE ’ d ’ Tuesday night means Eveready Hour — Manufactured and
as anale vereaay 9 P. M, East;r;xl Stqndard ’;‘ime, through the guarantggd by
1 M ollowing stations: o
Radlo. Batte-rles, and wear—New York won-Bufilo . wen-Chicago NariovaL Careon Co., Inec.
they still continue to sell | Jiar-frovidence wear-Fittshurgh woc-Baooretis | New York San Francisco
. . . wrac-Worcester wear—Cleveland VC° | St. Pau 1 hi m
ever-increasing quantl- wri-Philadelphia wwy—Detroit xsp~St, Louis Atlanta Chicago Dallas
ties Of Evereadys, stat- Pacific Coast, Eveready Program Ka.nsas C.lty PlttSbur.gl_l
. T, Kco-San Francisco—S8 t0 9 P. M. Canadian National Carbon Co., Limited
ing that it is “because of Totonto, Ontario

eVEREADY

Radio Batteries

~they last longer

1
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cAre you the man
to sell BOSCH RADIOY

The Radio Policy Bosch Announced
at the start of its Radio Program
is the Policy in effect today. . . . . .

BOSCH
RADIO
POLICY

1.BOSCH PROTECTION FRANCHISE
NO DISCOUNTS TO OTHER THAN
AUTHORIZED DEALERS HOLDING
THE BOSCH FRANCHISE.

2BOSCH TERRITORIAL PROTECTION

TERRITORIAL FRANCHISE DEFINED
AND ALL RIGHTS PROTECTED

3.BOSCH PRICE GUARANTEE
THE DEALERS PROFITS ARE PROTECT
ED BY GUARANTEE AGAINST PRICE RE-
DUCTIONS UNLESS DEALER [S REBATED

4.BOSCH RATIFIES DEALER CONTRACTS

ALL CONTRACTS MUST BE RAT-
IFIED BY THE MANUFACTURER

5. BOSCH CO-OPERATION
EXTENSIVE CONSUMER AND TRADE
ADVERTISING IN NATIONAL PUB -
LICATIONS. CLOSE LOCAL NEWS-
PAPER CO*OPERATION.

6.BOSCH STABILITY
THE BOSCH RADIO POLICY MAIN-
TAINS THE SAME ETHICAL STAND-
ARDS WHICH HAS BEEN THE BOSCH
PRACTICE FOR 15 SUCCESSFUL YEARS

7. THE BOSCH DEALER

THE BOSCH FRANCHISE IS A MAN
SIZED. TWO FISTED OPPORTUNITY
FOR ONE RECOGNIZED BUSINESS
MAN IN A LOCALITY - ~WHO 1S
ABLE TO CONDUCT AN INTELL
IGENT SUCCESSFUL BUSINESS
OVER A COURSE OF YEARS.

ARE YOU THE MAN?

When Bosch started to build radio, many radio mer-
chants wondered what the distribution policy would be.
They now know that Bosch conducted one of the most
constructive radio sales campaigns in the history of the
radio industry. They know that the Bosch Radio Policy
announced at the outset has been adhered to in every
one of its points. Bosch Radio Dealers have been
protected on discount, on territorial rights, and their
profits have been protected by the Bosch Price Guarantee.

Bosch, in line with its policy of “controlled merchandis-
ing” founded on its experience of so many successful
years, followed a sane production program based upon a
definite “absorption knowledge” of territories. This has
been adhered to month after month. Dealers were not
stampeded into any unwise purchases because of an
unwise production program, nor was there any let
down in policies through pressure of a momentary
necessity. Bosch production followed a definite and
orderly campaign which built satisfied radio merchants.

The Bosch Radio Program for this year and next, proceeds
on the same constructive lines. It calls for an expansion
of its radio line and its production and merchandising
plans, just as Bosch has expanded so successfully in all
its activities year after year.

The Bosch Radio Program, profitable in its original set-
up, will be even more profitable in its expanded form.
The expansion program affords greater opportunities for
profits on the part of the present Bosch merchants and
will take in additional merchants whose Radio Experience,
whose Financial Backing, whose understanding of service
and knowledge of merchandising is substantial enough to
fit into the big things Bosch has planned for the coming
months.

Are you ready to advance your business along the lines
of a sane, sensible and constructive radio merchandising
program? If so, tell us who you are, what your business
is, the territory you can cover profitably, your financial
position and your merchandising background. This will
be held in extreme confidence. We will tell you then,
through a visit or by letter, how Bosch has provided
for the All-year-round success of Bosch merchants and
of the benefits to be had through years of association.

AMERICAN BOSCH MAGNETO CORPORATION

MAIN OFFICE AND WORKS: SPRINGFIELD, MASSACHUSETTS
Branches: New York oy Chicacgo i % Detroit B8 San Franciscoe

-
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N sy For over a decade General Radio instru-
Type 247-H . .

Geared Condenser ments have been universally recognized as

Price $5.00 the standards of excellence.

They are manufactured by a company
which has contributed more laboratory

. N Type 285
equipment for radio research than any Audio Transformer

other one company in the history of radio. LA LT

Nearly all the leading commercial and
technical school laboratories throughout
the world are equipped with General Radio
scientific apparatus.

The same outstanding craftsmanship and

=W materials are embodied in all General Radio
Price $2.75 il parts for use in the construction of broad- -
‘ cast receivers. Type 301
3 0 Rheostat
Through the merits of design, perform- Price $1.25

ance, and price General Radio instruments
for the scientist or set-builder are the ac-
cepted standards of quality.

I’ Write for our latest catalog 924-R

GENERAL RADIO C9

Type 277-D 3 Type 349
ot ling Coil J Ux-Tube Socket
oupling Coi Cambridge 39, Tube Soc

Mass.U.SA.
Behnind the Panels of Better Built Sets
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TEWART-WARNER

atched ~‘l/nth

?Qadio

Cabinet Models

Modet 300 [as shown) $65
Model 330 {for dry cells} $65
Model 325 - . - $80
Modet 340 {for dry cells} $80
Model 305 . - . $95

y

499 (for dry cells] ¥2%

There are no yearly models of Stewart-Warner Matched-Unit Radio.
There will be none.

Think what that means to you as a dealer—
1 Full protection against being ciught with obsolete stock on your-shelves!
2 Full protection against the grief of trying to dispose of dead stock!
3 Positive assurance that your stock of Stewart-Warner Radio is always
saleable!

Stewart-Warner is in the radio business “with both feet.” We’re here to stay.
And we are pledged to a policy of 100% protection for every Stewart-Warner
dealer every step of the way.

No other radio manufacturer can guarantee an equal measure of protection
for the dealer—for none other has such complete control of distribution. We
sell only through our own established Central Distribution Stations, never
through jobbers.

Our Policy is Progressive and Protective

Our ample financial and engineering resources enable us not only to kee
abreast of the latest developments in radio, but to keep ahead of the field.

Improvements will be made, of course. However, they will not be made at
the dealer’s expense, but in a way that will protect and benefit him.

. L] . . L)

The saying “A man is known by the company he keeps” is nowhere more evi-
dent than in the radio industry. Sound, reliable dealers naturally want to
become identified with substantial, responsible manufacturers. Last year more
than 3,000 dealers of this type were granted Stewart-Warner Radio Franchises.

Not every dealer can qualify for an exclusive Stewart-Warner, Franchise, We
want only dealers of unquestioned ability and integrity—men who want to
achieve permanent success, not alone the quick profits of the hour.

If you think you can qualify, write us immediately. Do not delay, for only
a limited number of Franchises are still available.

STEWART-WARNER SPEEDOMETER COR’'N
1820 DIVERSEY PARKWAY -  CHICAGO, U.S. A.

"No Yearly Models

plus Tubes plus
Accessories

Model 400
Reproducer
$25.00

Model 405
$19.50

Tune in

STEWART-WARNER
“Station WBBM, 226 Meters

Mon.

¥

12-3 a.m., 6-7 p.m.

Tues. - - - . 9.12p.m.
Wed. - 810 p.m.,12-2 a.m.
Thur, - . . . 810p.m.
Fri. - . &10 p.m.

Sat: 8-9:30 p.m., 11-2 a.m.
Sun. . 4.6 p.m., 810 p.m.

CENTRAL STANDARD
TIME ~

TWELVE MILLION PEOPLE ARE TODAY USING STEWART-WARNER PRODUCTS
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ATWATER KENT

RADIO

“Are you running a store
or 2 museum?”

said to the radie merchant.

The merchant started to flare up,
but thought better of it. Instead, when
the visitor departed he spent a profit-
able half-hour with his own thoughts.

Had he taken on too many lines?
Had he selected them indiscrimi-
nately? Didn’t unsalable reminders
clutter his shelves? Obsolete models,
discontinued by the manufacturer in
the middle of the year? Orphan sets

—maker gone out of business?

Those job lots he had bought to
“move quickly”—weren’t they still
hanging around? Yes, and good sets,
but without the necessary advertising
to make people want them? And sets
that looked good but ate their heads
off in service calls? Sets that had come
in with drums beating—and stayed
while the parade passed on?

“It 75 a museum,” said the merchant.
“lonly thought it was a store.” W here-
upon he cleared out the relics as best
he could, concentrated on the mer-
chandise his customers really wanted,
and lived happily ever after.

THAT’S what the caustic stranger

* ok ok
Has the Radio yox handle commer-

cial value? Isitagood product, nation-
ally advertised, and fairly priced? Has
it a record of consistent sales and as-
surance of permanence? Does it sell
easily—and szay sold, enabling you to
turnyour capital often with a minimum
of overhead? In short, is it profitable
—over a period of time?

If April is your month for mental
stock taking — for figuring what you
have been doing, where you stand and
whither you are bound —isn’t this a
good time to look around, see what the
Atwater Kent Radio merchants have
done and what ey think of the radio
business?

Perhaps you would fit into the pic-
ture, too.
EVERY SUNDAY EVENING

The Atwater Kent Radio Hour brings you the stars
of opera and concert, in Radio’s finest program. Hear
it at 9:15 Eastern Time, 8:15 Central Time, through:

WEAF . . . New York  wrr \. . . . Philadelphia
WJAR . n |- Providence woo ) alternating
WEEI . . . . . . Boston WCAE. . . . . Pitisburgh
wsal . . . . . Cincinnati WGR . . . . . . Buffalo
WCAP . . . . Washinglon woc . . . . . Davenport
weeo . . . Minn.-St. Paul  WTAG. . . . . Worcester
WEAR . L Cleveland  xsp. . . . . . . St. Louis
WLIB . . . . Chicago WWJ ... . Detroit

Write for illustrated booklet of Atawater Kent Radio.
ATWATER KENT MANUFACTURING CO.

A. Arwater Kent, President
4733 WissaHickoN AVENUE, PuiLapELPHIA, Pa,
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What This Industry Needs
The editors of ** Radio Retailing” call attention to several
outstanding **dealer grievances.”

In Florida—Sales Must Be Forced!

Selling radio in perpetual summer is not so easy—but
house-to-house canvassing is doing it.

“Stock Control”’
Keeping profits ahead of expenses is largely a matier of
controlling stock—by J. Andrew White.

“The Gyp Is Doomed!”
The Vim Electric heeds the ‘*handwriting on the wall”
and decides to quit price-cutting.

Make Every Prospect a Sale
California dealer has an efficient system of recording
information about prospects.

“Good Will”
Customer satisfaction is the merchant's greatest asset—
a timely tip from S. J. Ryan.

Merchandise Leaks That Eat Up Profits
A few of the ways in which stock leaks out of the store,
and how to stop them.

That Last Ounce of Effort—
How one Massachusetts dealer inade his net profit last
vear reach 9.5 per cent.

Watch Your Selling Costs
Unique chart enables this Dayton dealer to keep sales
and expenses always in mind.

Demonstration Kinks to Help Close Sales
A variety of hints and suggestions on selling radio in
the prospect’s home.

How the Canadian License Law Works
The benefits and disadvantages of licensing set owners
as experienced by our northern neighbor.

A Comfortable Store That Wins Friends

Attractive layout and tasteful decorations bring business
to this New Jersey store.

Depariments

The ‘“Beauty Appeal” in Radio Window Displays

News of the Month in Photo Form

Servicing Helps and Suggestions

New Tools for the Service Department
“The Editors Have This to Say—"

New Merchandise for the Dealer to Sell
Dealer Helps Offered by the Manufacturers
What the Trade Is Talking About
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“Spring Cleaning”
How Radio Retdiling’s 65 Field Men and 15
Correspondents Are Fine-Combing the

Radio Trade

IN THE early stages of growth of every new industry,
selling activities are largely experimental. Ready-made
sales outlets do not, as a rule, exist.

But eventually the new industry enters a second period.
Time and experience take a hand in determining
dealer policy. “Fringe” dealers either quit voluntarily
or are dropped by the manufacturer—the final result being
a smaller group of dealers operating on a much more
efficient basis.

The year 1925 was the last of the first period in the
development of the radio industry and the first year of
Radio Retailing’s service. In 1925, Radio Retailing—at
great expense—through the efforts of sixty-five field men
and a large office force gave to its advertisers mass circu-
lation—every known dealer outlet was covered. Not only
was this what the manufacturer wanted but we could not
then be sure in any other way that every worthwhile
dealer was included.

The year 1926 ushers in a new era of better merchandis- *
ing in the radio industry. “Fringe” dealers, particularly
those who are dabbling in radio with small stocks—usually
under $250—are being eliminated. A dealer is no longer
just a dealer. His financial resources, merchandising
ability, and adaptability to the radio business now deter-
mine his value to the radio manufacturer and jobber.

Checking 8,000 Newspapers Weekly—Also 1,800
Telephone Directories

Radio Retailing has anticipated this condition and for
some months has been carrying on a careful survey, the
purpose of which is to determine the relative buying
power and merchandising ability of all radio outlets.

Engaged in this tremendous task are fifteen corre-
spondent compilers and sixty-five field subscription men.
Eight thousand different newspapers are read and clipped
each week. Also 1,800 telephone directories and many
other lists are checked for new dealers.

Every dealer outlet, whether new or old, is subjected
to the same close scrutiny either by personal call of a
field subscription man or by a chain of four question-
naires with stamped return envelope. When this survey
is completed every radio outlet in the country will be”
classified.

The circulation policy and distribution plan of Radio
Retailing is being based on this continuous checking of
names. This survey has made possible the remarkable
growth of Radio Retailing’s paid subscription list—now
16,717. In future issues, we plan to give further details
regarding this survey.
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" New Models Once a Year!

Starting the Radio Selling Season in May or June

Would Stabilize the Business
Encourage Summer Selling

Reduce Overstocking and Dumping

Develop Public Confidence in Radio

|
|
|
|
4 W% & S Fy, E e J

| B 2 Ha SRS
1. The Manufacturecr 2. The Radio Dealer and Jobber
Would be helped by: Would be enabled to: Compare lines offered
Stabilizing his production Get behind a line for 12 solid months, without
Stimulating summer volume fear of disruption by new models
Eliminating odd-lot buying Have new goods to offer dpring the summer
Evening up manufacturing season to stimulate buying '

schedules
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1926 JUNE 1926
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6 7 8 9 10 11 12
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20 21 22 23 24 25 26
7 28 29 30 2 2

3. Customers Would Be Pleased—

May or June have been suggested Knowing the new purchases would not soon
as the months u}z bring outh m]ztw become obsolete

radio models. at do you think? . . q

As dealer, jobber or manufacturer, Being gugrdeql against price cuts on purchases for
wrile your opinions to *‘Radio which full list was paid

Retailing.” Having greater confidence in radio

—————an—i,
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With Which 1s Incorporated Electrical Retailing
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NUMBER 4

What This Industry Needs

The Editors of “Radio Retailing” Point Out Inaustrial Quicksands
as Seen by the Dealer Trade—Dealer Grievances’ and Their Reme-

dies—The Demand for Bringing Out New Models in Early Spring

tions, leaves room for a great deal of improve-

ment. Dealers, jobbers and manufacturers will
agree on that. It is admitted, also, that no trade so
embryonic as radio can hope to win prosperity and per-
fection in distribution in the short time radio has been
in existence.

But there are many things—many glaring faults—
that can and should be corrected. Should be corrected
for the good of every one in the trade and can be cor-
rected by concerted, co-operative action by the trade.
Personal visits made by the editors of ‘“Radio Retail-
ing’”’ to every branch of the industry have shown every-
where the present great need for both understanding
of “the other fellow’s position” in the manufacturer-
jobber-dealer chain—and a more sympathetic apprecia-
tion of the other man’s problems.

That’s dealer grievance Number One—that some
manufacturers don’t seem to give a hang so long as
they get theirs. Which may or may not be true, but
has a foundation of fact as past history has proven—
particularly the history of “dumping and department-
store bargain sales.” And that brings us to dealer
grievance Number Two.

The sale of large lots of receivers to big department
stores enabling them to buy and sell far under the

R THE radio industry, under present trade condi- -

usual prices, admittedly demoralizes the market in the.

locality where it occurs. It does not seem possible
or even probable that dealers hundreds of miles away
from the scene of this particular form of price-cutting
should be affected by it. BUT THEY ARE!

Many a small dealer in a tiny hamlet is just as bit-
ter about such “bargain sales” as is the man who hap-
pens to own a radio shop right next door to a store that
holds them.

‘Local Dealer Gets Grief of “Bargain Sales”

The small-town man’s argument is this—"“Our cus-
tomers see this big-town advertising of sets at prices
way below what they paid for theirs. Who gets the
bawling out? The dealer who sold them their set at
the list price, of course. He has no argument, no
comeback, and an enemy is made out of a man who
was formerly a friend and booster. That attitude

.holds good, also, even if the set advertised in the sale

is not the same make of set the customer has, but if it
merely approximates his set, or has one more tube than
his set, for which he has possibly paid twice as much,
then he gets sore just the same and who can blame
him? The trouble is, though, that we local dealers are
the ones who get the grief.”

The manufacturers’ first thought in answer is this—

“It’s the dealer’s own fault. Don’t buy the products
of those manufacturers who dump.” That’s all very

)

“Dealer Difficulties” as Told to the Editors of Radio Retailing

In constant contact with the
radio trade in each of its three
branches, and particularly with
the retail trade, the editors of
this publication have learned
many things about radio trade
conditions as seen through the
dealers’ eyes. Dealers have many

difficulties and are not hesitant
about giving voice to them. Here
are a few ‘“dealer complaints”:

1. Lack of consideration for
“the other fellow’s position” in
the manufacturer - jobber - dealer
chain.

2. The sale of large blocks of

+

receivers to large retail outlets
for sale far under the market
value.

3. The need for general trade
announcements of new set meodels
at one time only during the year,
—in the early Spring or Summer.
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well and the editors offer it for what it’s worth. But
that argument is shot full of holes when it is remem-
bered that sales of dumped sets ruin the sale of ALL
sets ag well as those of the same make.

The manufacturers’ second thought, however, is this
—*“Suppose I should bring out a new model making a
previous model obsolete? Suppose I should take back
from my dealers all their old models? Then, the only
way I can liquidate them quickly is to sell them in a
lot for whatever I can get. Having given credit to my
dealers for their old sets, I wonder if they would stand
for it if T dumped them to some department store?”

The answer, emphatically, is “NO!” Why the answer
is so decidedly and instantaneously, “NO!” may be
somewhat incomprehensible to a manufacturer who,
feeling that he has protected his trade by extending
credit for the old models, also feels that he is entitled
to some return for his generosity. Nevertheless the
dealers’ answer remains a firm and undoubted negative,
which brings us to dealer grievance Number Three.

Dealer grievance Number Three is that manufac-
turers bring out “too d many new models during
the course of a year.”

R. B. Aldrich, one of the owners of the South Caro-
lina Radio Shop, Charleston, S. C., reputed to be one
of the first radio shops in the Carolinas, echoes the
opinion of many radio dealers when he says, “Manufag-
turers should find some way to stop making frequent
changes in design.”

“The greatest bugaboo in the customer’s mind is
the fear that if he
buys a radio set
today, something
revolutionary is
bound to come out
tomorrow which
will make his set a
back number. That
fear of ‘something
revolutionary’ has
been planted in the
public’s mind by
the manufacturers
themselves who
have advertised
their new sets as
‘revolutionary’ and
throwing into dis-
card every other
radio set that was
ever made. ‘

“That fear has
already taken root
and grown toalarm-
ing proportions. It

Radio Dealers Speak Their Minds—

RADIORETAILING, A McGraw-Hill Publication

inet, are keeping alive this fear of purchasing radio now.
I have many prospects who would buy a set today, but
every time a new model comes out—and that happens
regularly every few weeks from one manufacturer or
another—they get the idea that it is a radical departure
from the older sets, so they say they’re going to wait
until the final ‘revolution’ occurs before they buy.

“Now you know and I know that that’s a lot of
applesauce. But try and convince the public that there
aren’t going to be any more radical changes. No sir,
they’ve read the ads in the newspapers and thus-and-so
has a brand new set that’s going to be a knockout and
change the whole idea of radio reception so they’ll wait
and buy one. And when the set does come out they
find it has possibly one more tube, or pretty pictures
on the panel, or a different-sized cabinet from the old
model and there the ‘radical change’ ends.

“There’s one remedy and only one, as I see it, and
that can be done only if manufacturers will forget their
petty differences for a moment and as has often been
proposed, bring out their whole new line all at once at
one definite, certain time of the year.

“The most appropriate time for this, from the deal-
er’s standpoint and I don’t doubt, from the jobber’s
and manufacturer’s viewpoint as well, is about the first
of June, in my estimation. This will give us something
to get behind and push during the summer months
when, otherwise, things slow up. One of the reasons
why summer is as slow as it is in radio is because it’s
the tag end of the radio buying season.”

An Ohio dealer
in a letter to the
editors of Radio
Retailing, empha-
sizes the same
theme. He says:

“Make the sum-
mer the START of
the radio buying
season by bringing
out all new models
the middle of May
or the first of June
and then watch that
summer sales curve
climb.

“If dealers could
beconfident of being
able to get behind
the manufacturer’s
line with the assur-
ance that nothing
new was to come
out for another
twelve solid months,

is the one sales re-
sistance argument
that I get thrown
at me by customer
after customer and
it takes some tall
selling to overcome
it.

“And these fre-
quent changes in
design, either in the
circuit or in the ap-
pearance of the cab-

when visited by the editors of

Radio Retailing. They pound
the desk — hit out straight-
from-the-shoulder in voicing
their thoughts about the radio
industry—its faults and flaws,
and what should be done to
bring about increased pros-
perity for everyone.

The editors cannot visit every
radio dealer, or every jobber
and manufacturer — but the

pages of Radio Retailing are
thrown open to the entire trade
as a public forum for the dis-
cussion of radio trade problems
and their remedies—You who
haven’t had a chance to tell
your thoughts to the editors in
person — SIT DOWN NOW
AND ADDRESS A LETTER to
the Editor, Radio Retailing, 36th
Street and 10th Avenue, New
Yark City.

we would find one
hundred per cent
more effort on the
part of dealers to
sell radio.”

And this from
Portland, Ore.:

“Nothing is more
urgently desired
and needed in radio
than co-operation

Continued on

Page 392



In Florida—

Sales Must Be Forced!

Where Dealers Face Perpetual Summer—Southern Florida—Radio Is
Up and Coming—In the Policies and Methods of This Miami Retailer
May Be Found Many Lessons on “How to Sell Radio in Hot Weather”

IAMI, in the “golden” state
Mof Florida, is fondly termed

by its Chamber of Commerce,
“The Magic City.” Also, its adver-
tising slogan is, “It’s Always June
In Miami.” June, as is well known
in the radio trade, is not such a good
month for radio sales. So the editor
of Radio Retailing conceived the
idea cf sending me to Florida to find
out how they sell radio in a climate
where it’s “always June” and often
August, figuring, no doubt, that if
radio can be sold in a climate where
it’s hot twelve months a year, it cer-
tainly ought to be easy to sell in the
dear old North where summer is
only three months long, praise be to
nature.

The first three important things I
discovered about radio conditions in
Florida and particularly in Miami
are that radio reception is as good in

Radio Retailing, April, 1926

By WILLIAM C. ALLEY
Associate Editor, Radio Retailing

the summer as it is in the so-called
winter, that the “summer slump,”
therefore, is something that is yet to
be experienced, and that practically
all selling is done outside the store.

“Radio can be and is being sold in
Miami, let there be no mistake about
that. But salesmen working outside
the store and home demonstra-
tions of sets are absolutely essential.
Sales must be forced, let there be no
mistake about that, either.” The
gentleman talking is K. G. Mengert,
secretary of the Mengert-Mann Cor-
poration, of which R. G. Mann is
president and Francis A. Kelly vice-
president. The Mengert-Mann Cor-
poration retails the Atwater-Kent
line in Miami.

“It isn’t exactly a hard job to sell
radio here,” Mr. Mengert continues,
“but it isn’t easy, either. We’ve got
to keep plugging, day and night.

’

We've got to tuck each little set
under our strong right arm, pack it
carefully in one of Henry Ford’s
masterpieces and take it right into
the patio of each little Spanish bun-
galow and then demonstrate it and
sell it. Once the set is taken into
the home, there it stays and the
Mengert-Mann Corporation deposits
another check in the bank.

95 per Cent of Sets Demonstrated
are Sold

“Ninety-five per cent of the sets
we have taken into Miami homes
and demonstrated, have stayed ther:
and resulted in sales. It’s all a ques-
tion of shoving the set right ur
under their noses and letting them
twiddle the dialg themselves. The
rest is easy. The check follows.

“Of course, the check may have
to be put through the bank four or
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five times before it turns out to be
good, but that’s simply a local situa-
tion due to the unstable real estate
conditions. People have so much
money down here and use so many
different banks to keep it in. that
they forget how much they have in
any one certain bank and so over-
draw their accounts. The checks
almost invariably are good eventually,
but like everything else in Miami, it
takes time. Three N. S. F.’s per
check is about the average and the
fourth time it stays.”

Five Outside Salesmen On 159%
Commission

Five outside salesmen are traveled
by the Mengert-Mann Corporation
and they are instructed never to
make a sale until after the set has
been demonstrated in the prospect’s
home. Because of the distance from
the large Northern broadcasting sta-
tions and uneven reception condi-
tions, no demonstrations are made in
the store. “We want every customer
to feel we have a personal interest in
him and taking the trouble to install
the set in his home for the demon-
stration has clinched many a sale
for us that otherwise might have
been doubtful.”

“Where do you get your sales-
men?”’ I asked.

»  “Advertise for them,” said Men-
gert. “There are probably some of
the best salesmen in the United
States starving to death in Miami.
They swarmed down here confident
in the belief they could clean up mil-

lions selling real estate. Well, some
of them did, but for every one that
did, there are a hundred who didn’t.
Men who have made tremendous
Successes as salesmen up North,
stranded down here, are glad to take
15 per cent commission selling radio
for us.

“True, we have a tremendous turn-
over in salesmen but that doesn’t
mean anything. As I said before,
you've got to keep plugging. We
don’t let frequent salesmen changes
discourage us. It’s one of the griefs
of any business, and as they go, we
get others, preferably experienced
salesmen. Also, they have to measure
up, in ability, appearance and per-
sonality, to the standard we have
set, which is a high one. Qur mar-
ket consists mostly of northern
people who have come to Miami
either to make it their home or to
engage in business and as a class
they are well enough off to appreci-
ate quality—both in the radio set
they buy and in the man who sells it
to them.”

Store Overhead Is Kept to
Minimum

Store overhead is kept to a mini-
mum by that policy of “all sales in
the customer’s home” and also be-
cause of the fact that the 15 per cent
commission paid the salesmen in-
cludes all their expenses in making
the sale. The commission includes
the salesmen’s expenses in getting
the prospect, selling him, and servic-
ing the set for sixty days.

Despite the fact that few sales are made in
the store, the Mengert-Mann Corporation’s
store interior presents a very attractive
appearance. Although the left hand wall
has been knocked out a few times due to

the fact that a new building is being erected
next door (a condition peculiar to Miami)
at least the appearance of completeness is
preserved. The interior is finished in true
Floridian style—blue Spanish stucco.
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Two salesmen combine to hang
the aerial when a sale is made, un-
der the supervision of Mr. Mann,
who is an expert radio technician.
All gets are sold complete for a
definite price which includes the cost
of installation, and for which a
charge of $25 is figured. That is,
after the cost of the set and ac-
cessories is added up, a $25 addi-
tional charge is totaled in. The cus-
tomer, of course, is quoted only the
final price, completely installed. Out
of this charge, the salesman also re-
ceives $7.50' for hanging the aerial,
which he splits with his helper. So
far this has worked out successfully.

Thus, on an Atwater Kent com-
pact, the price with complete ac-
cessories and installed, is $197. The
salesman’s 15 per cent commission
amounts to $29.55, and the $7.50
extra for the aerial makes a total of
$37.05, out of which the salesman’s
expenses must be paid. The better
salesmen’s average earnings are
close to $100 a week, Mr. Mengert
states.

The outside salesmen are wholly
“on their own” in the matter of dig-
ging up prospects and selling them.

“How do you get your prospects?”
was the next question I asked con-
cerning  “how to sell radio in
Florida.”

Prospects Obtained by House-to-
House Canvassing

“Salesmen get their own pros-
pects,” was the answer, “by simple
house-to-house canvassing. We give
them every co-operation from the
store whenever they need it, but so
far they have been successful in
finding enough prospects of their
own to keep busy.

“We don’t make any attempt to
route them or confine them to any
given territory and we have found
that a new man, after the first few
weeks, doesn’t need to resort to ‘bell-
ringing,’ and here’s the reason:
Suppose he selects a certain block
that looks pretty free of aerials. He
calls on every house on the block and
say there are fifteen houses. Out of
those fifteen calls he finds one good
prospect, and that seems to be the
average number of calls before the
first sale is made.

“He makes a sale to that prospect.
Then he goes back over the other
fourteen neighbors and uses his cus-
tomer as a reference. Invariably, on
the strength< of the neighbor’s in-
stallation, he is able to make one or
two, and often three, sales to the




houses where -he had failed in the
first attempt.

“After that, after he gets two or
three sets in a certain neighborhood,
friends of those owners keep him
busy with orders. Then friends of
those friends are solicited, so that
there is an ever-increasing circle of
friends-of-owners for the salesman
to concentrate on. Admittedly the
first sales are the hardest, but they
are bound to come if the salesman
sticks to the job and keeps plugging.

“One sales idea that we have found
an excellent one is to play upon the
homesickness of the prospect. More
often than not, he is not native
Miamian, so we find out what city
he hails from. Then we attempt to
tune in a station somewhere near his
home town which always brings on
a pleased, enthusiastic mood. We
put across the idea that he can ‘take
a trip back home every night’ and if
the station is one that he has heard,
or heard of, back home, he is ready to
sign on the dotted line right there.

“Another thing we have found
that might be of interest to other
radio dealers is that it doesn’t pay
to let the salesman have too many
sets out on demonstration at the
same time. We limit them to two
sets, and possibly three if conditions
warrant it, and insist on having a
decision in three days unless recep-
tion is so poor that a fair test of the
set cannot be made in that time.
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W here It’s Summer
Twelve Months
a Year ¥

radio is “not so hot.” But it
can be sold, and it is being
sold, in ever-increasing quan-
tities in Miami and through-
out Florida.

The experiences and the
policies of the Mengert-Mann
Corporation, formerly the
Francis A. Kelly Company,
of Miami, in selling radio
where summer is eternal dem-
onstrate that thhe only : rea-
son why radio is not séld in
colder climates during the
summer is because the North-
ern public has been “mis-
educated” to believe radio is
useless in hot weather.

“Also we require that the sales-
men make a service call every week
for the first month the set is in op-
eration. This checks up possible de-
fects or dissatisfaction and not only
creates good will for the store, but
gives the salesman an opportunity
to get names and addresses of friends
of the set owner who have heard the
set and liked it.

“Much of our business has been
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built up because of the service we
have given our customers after the
sale was made. You must remember
that radio is just getting started in
Florida. Its stage of development
has only now reached the point where
it was up North three or four years
ago. That is, so far as sets go.
There is practically no parts trade
because of our distance from broad-
casting stations and it takes a very
good, selective, powerful set to get
satisfactory results—better sets are
needed here than the average ama-
teur set-builder could probably build
himself.

Was an “Over-the-Counter”
Business

“Therefore, service, in the past,
has meant very little to Miami radio
fans. Those few who were inter-
ested in radio, went into the shop,
carried the set out under their arms,
installed it themselves and the dealer
promptly forgot all about it. It was
an ‘over-the-counter’ business.

“Now, however, all that has
changed. With the influx of north-
erners, many of whom were already
well-versed in radio, there began to
grow a demand for good sets and ex-
pert service. Service is unquestion-
ably one of the prime requisites of
any radio store and this holds good
particularly so in Miami and prob-
ably the rest of Florida as well.

Continued on page 392

“We build buildings overnight” is a Miami,
Fla., boast that comes almost near to truth.
The construction era Florida is passing

through is illustrated by this photo of the
store front of the Mengert-Mann Corpora-
tion, where a new structure is going up

next door. There is hardly a street in the
city that does not present a similar view
of scaffolds and building material.




These Windows Are Sales Producers— Are Yours?

Ilustrating the

Use of the
“Beauty Appeal”
Versus
That of ““Action”

This window of the
Foyal Music and Radio
Company, Denver, Col,,
i a good example of
the proper use of drap-
imgs and flowers for
d=corative effect. The
window is not overdone
aad is well balanced.

eI

This window, right, capitalizes a recent
song hit. In it the Brunswick Shop,
3206 W. Lawrence Ave. Chicago, Ill,
has presented an irresistible sales
message. The snow and skiing figures
create the right atmosphere for the
song “I Miss My Swiss” and carry
the suggestion that it sounds well “in the
air.” The sheet music strengthens the
main idea and the receiving sets as
much as to say “We are the means
whereby you may enjoy this lively
music.”

Below: Another “atmosphere’”’ window.
The insertion of a comfortable arm
chair in the picture is a clever touch.
It breaks the monotony of the trim.
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~ Stock Control

Daily Check-up K eeps Salesmen Acquainted

with Shelves

Analyzing Buying Trends and Changes in

Demand

The Importance of Accurate Weekly

Inventories

“The Secret Is t\o Have What Is Wanted

W hen It Is Wanted”

By J. ANDREW WHITE

Y ARTICLE in the March
Missue dealt with sales as the

vital spark in the retail radio
business. It discussed the direct re-
lationship of sales volume to the
training of sales personnel. That’s
about half the story. Now for the
other half—

Not a single experienced radio
retailer is going to give me an argu-
ment, I know, when I say that hav-
ing the merchandise the public
wants, when it wants it, is the very
foundation of money-making in this
particular branch of the business.

Talk all you want about price.
That’s flash-in-the-pan stuff ; one sen-
sational sale is a success; the next
one is likely to be a failure. And
when a sale doesn’t “go over,” the
expense of the special advertising
and the elaborate set-up and prepa-
rations run up a cost that comes
mighty near wiping out all the gain
of the previous success. Or take
price-cutting as a regular thing, an
everyday, year-round matter; a fixed
policy on which certain stores base
their entire operations—if this thing
is to be done brilliantly it means
buying in large quantities to get a
low price. That is fine, if you can
buy the right thing, always. Obvi-
ously, that can’t be done. So what
happens is, the bulk of the stuff that
is bought at the abnormally long
discount is made up of items
“dumped” by manufacturers; dead

Radio Retailing, April, 1926

merchandise that hasn’t
moved fast enough. Or,
if it is merchandise
active in current de-
mand which is bought
“through the back
door” because some-
body’s creditors are |
howling for money, the |
quantities thus secured

are so small the “buy’” doesn’t really
count for anything on the balance
sheet.

Looking at it from any angle,
therefore, the real Utopia seems to
be best envisioned in a stockroom
comfortably filled with the sets, parts
and accessories of which there is a
scarcity because of an insistent pub-
lic demand, and practically no stock

at all of the stuff that customers no,

¥
I EEPING abreast of the
swift and sudden changes
in thé public’s buying de-
mands is the primary duty of
the radio retailer, Major
White believes.

“Too much importance can-
not be laid upon the necessity
—not of a large stock—but of
a complete stock,” he says.
“No sixth merchandising
sense is needed—only a con-
sistent, daily routine of stock
checking and weekly inven-
tories.”

longer call for. Then it isn’t neces-
sary to cut prices; in fact it is fool-
ish to do so.

By hearsay at least, it is known
that there are retail radio stores
which maintain this condition and
operate successfully a<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>