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Raytheon | th Type BH
125 M.A. 3 ' | | For Standard “B” Power Units
300 Volts \ .‘ List Price $4.50

The Raytheon Principle of substituting iorized helium for the old style
fragile filament has never been equalled for length of life, ruggedness and
sustained voltage. Over a million Raytheen B H Tubes will be needed
as replacements in Standard *‘B” Power Units this year. Get your share
of this profitable business.
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SOON

—the most remarkable

line in Farrand history
—a Farrand Speaker for
every reproduction require-

ment—a Farrand Speaker for
every price class

R Y

SOON-Farrand
DYNAMIC Speakers

that will prove a revelation in tonal
performance, in operaling perfec-
tion—and in price

See them at the

R. M. A.
TRADE SHOW

Stevens Hotel

‘ ~
CHICAGO
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June—the Biggest Month of the Year

The R. M. A. Trade Show at Chicago has focussed the atten-

tion of the trade on the new season lines at that time. Con-
sequently, the June Trade Show issue of Radio Retailing has
come to be one of the most important editions of the year.
According to present indications, practically every manufacturer
of importance in the radio industry will be represented in the
advertising pages of the June issue.

Advance information from the editors promises, also, that the
editorial contents of the June issue will be of such value that
retailers, distributors and manufacturers alike will want to keep
it on their desks permanently as a handy reference guide for the

1928-29 season.
Photos of New Models

HOTOGRAPHS of the new lines of receivers which the

leading set manufacturers plan to announce at the show are
now being collected and will be published as one of the main fea-
tures of the issue, so that the trade may have a permanent pic-
torial record of the latest products. Similar photographic displays
are also being prepared on the new reproducers as well as the
latest radio cabinets from the furniture makers, thus giving read-
ers the latest views of the three major products.

JUNE is getting to he the biggest month of the year in radio.

Catalog and Directory

DIRECTORY of Trade Show exhibitdrs is also in tle

process of preparation, which will enable those not attending
the show to get almost a firsthand word picture of the products
exhibited, together with the name and address of the manufacturer.
This listing will take on the aspect of a practical catalog of the
leading manufacturers and their products.

Music Trade Survey

C I.. DENNIS, formerly with the Music Industries Chamber
« of Commerce, and now with Radio Retailing in the capacity
of contributing editor, is at work analyzing the returns from
1,500 questionnaires sent to the most prominent music-radio out-
lets, and the results of Mr. Dennis’ survey will form the basis of
one of the leading articles of the June issue. A gratifying degree

Member Audit Bureau of Circulations and Associated Business Papers

of co-operation is bemg received from the music-radio stores and
Mr. Dennis' analysis of this subject will undoubtedly prove of
inestimable value to the entire industry.

Throwing Money Away

HE radio industry throws away an appalling amount of

money every day. Manufacturers, distributors and retailers
discard every day enough money to keep an army in rations for
60 days. What this waste is and how it can be avoided and this
money put to better use is forcefully explained in an excellent
article by Edgar H. Felix.

Budgeting Next Year's Expenses

THE importance of keeping accurate cost and sales records is
stressed in a leading article by John W. Grifin who will
explain the difference between good and bad procedure in making
up retail budgets for the fiscal year. How to figure the per-
centage to be allowed each division of expense, and then How to
keep within that budget so as to finish the year with a profit will
be told fully in what promises to be the best article Mr. Griffin
has ever written for Radio Retailing.

Statistics

HE statistical division of Radio Retatling has been at work
for the past two months compiling estimates of the number
of receivers in use in each State. This highly valuable informa-
tion will also form part of the editorial contents of the June issue.

How to Build a Set-Tester

THE advent of complete A.C. operation has presented another
problem for service men in the matter of testing circuits.
The old type D.C. circuit tester cannot be used on A.C. sets, so
there arises a need for A.C. circuit testers as well as those of the
D.C. type.

However, as there are still many D.C. sets in use, a compact
combined A.C. and D.C. circuit tester has been designed by
Radio Retailing’s technical staff and complete constructional de-
tails will be presented in the June issue.
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re-eminence ~
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'[J'PPERMOST in the mind of every prospective purchaser
of radio today...is the question of Tone Quality. He wants
assurance that the receiver under consideration will reproduce
with true: fidelity all the toual excellence of the original
artist’s voice or playing.

Because the Stromberg-Carlson Receiver has demonstrated

Ln AN quality of tone beyond compare, it has hecome the choice of
Stromberg-Carlson Sextette people with musical discrimination everywhere.
Tuesdayeveningsat8o'clock i . .
ES.T. through the NBC and For this reason the Stromberg-Carlson Dealer points with
Associated Stations: %Iz, pride to the sign announcing him as an “Authorized Dealer.”
WBZ-WBZA. WJR, WBAL, h rf R . . l . .

WHAM, KY¥. KWK, WREN, He knows that he can offer a Receiver which by virtue of
WwTMJ, KDKA, WCCO, KYO0O, its pre-eminence in tone quality, has become the standard
WFAA, KPRC. WOALl, WHAS, . . -

WMC, WSB, WBT, KOA. by which all other receivers are judged.

Stromberg-Carlson Telephone Mfg. Co.
Rochester, N. Y.

diromberg-Carlson

Makers of wvoice transmission and wvoice reception apparatus for more than thirty years.
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: Sounding as it does the very depths of the sub- ~
/ lime, reception with the Utah Speaker brings B
- oF { into being those mystlc qualities of reproductwn % L.
- / tor which so many strive but so few ever attain. 5
1 ’": The most complete line—ranging from $10 to §100 4

JTAHRADIO PRODUCTS CO., 1615 S. Michigan Ave., Chicago
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Gold Seal

Radio Tubes

The Latest Development

Whenever a new improvement in radio is made
completely practical for the public you always find
that Gold Seal is ready with the type of tube required
to get the best results—the public takes Gold Seal
as the trade mark of up-to-dateness and reliability.

GSX 280

Full Wave Rectifier
List Price $5.00

And you get complete, up-to-date co-operation in
selling Gold Seal tubes—seeing the business from
the viewpoint of the dealer and jobber is the founda-
tion of our Policy of a Square Deal for Everybody.

For particulars, write

GOLD SEAL ELECTRICAL CO.
250 Park Ave., New York

All Standard Types

GSX-222

Screen Grid or Space
Charge Amplifier
$6.50
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~ The Grebe Synclﬁrophase A-C Six

. . . Grebe in spirit
. .. Grebe in workmanship

. a safe guarantee

HE Grebe %/nchrophase . 1
A-C Six offers in addi- for maximurn sales.
tion to
fTom’; cleax ért}x]e, natural, Send for Booklet RR
ree from A-C hum;
Volume: no distortion; A. H. Grebe ® Company, Inc.
Selectivity: without loss of 109 West 57th Street, New York City Grebe Synchrophase
tonal fullness; A-C Six 3227.50
Cabinet: a Factory: Richmond Hill, N. Y. {less lubez
abinet: mahogany finish ) Grebe Synchrophase
with burled walnut panel; Western Branch: 443 So. Sa.ln Pedrc.; St-., Los Angeles, Calir. ?[?;?:ubﬂ)3145' 00
several newfeaturessuch as: Makers of quality radio since 1909 Grebe Synchrophase

Local-Distance Switch, ;:Ile‘xl‘; tubes} 1 05.00

/ Grebe Natural Speaker
Antenna Control, (I”m‘m;;d}g 115.00

Hluminated Dialinkilocycles,
Line Voltage Control Switch, Grebe No. 17sogSpmkar

SYNCHROPHAS

A-C Six
RADIO |
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Model 37

Six-tube, FuLL-vision
Dial, self-contained A.C.
set. For use with 110-115
volt, 60cycle, Alternating
Current. Uses six A.C.
amplifying tubes, and
one rectifying tube.

'SS

without tubes

=

UPR go the sales of the new
Atwater Kent self-contained A.C.
set. 100,000 sold—150,000 sold
—on the way to 200,000 now— o recvenicenes

under U, S. Patent 1,014,002

Vodel B a huge and continuing SUCCESS.  west of the Roctios

Radio Speaker, $24

Model 38, without tubes, $125

An extra powerful A. C. set of particular value
where distance getting or maximum daylight
reception is essential or an inside antenna is e ——
necessary. Beautiful tone quality. Generous 5 ; -
volume. Unusual selectivity. Uses seven A. C.
tubes and one rectifying tube.

ATWATER KENT MANUFACTURING CO. !l

4733 WissahickonAve. 4. dtwater Kent ,Pres. Philadelphia,Pa.
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Up and

RADIO TUBES

A Line You Will
Be Proud to Represent

Because

Dun’s and Bradstreet’s million dollar rating
behind each guarantee.

Any unsatisfactory tube will be
replaced without question.

They are backed by 28 successful years of lamp
manufacturing experience—plus a highly spe-
cialized group of radio tube engineers with the
most modern equipment at their command.

A complete line of AC and DC tubes for all
purposes.

Consequently—Repeat
Business and Greater Profits

CHAMPION

RADIO WORKS, INC.
140 Pine Street

DanVers,
Massachusetts

DISPLAY

All Champion ]
Tubes are individ-
ually  packed in
unique transparent

display packages—

Get thq
Sellgrs
GUARANTE E pus

six to a carton. It’s
what you show on
your counter that
makes for sales.

The Guarantee of the Manufacturer is your Protection
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oice of Authority”
is about to speak

Stewart-Warner is preparing to
announce an incomparable 1929
Line of Radios and Reproducers

Stewart-Warner’s participation in
the June Radio Show will be dramatic.
For the 1929 Stewart-Warner Line, to be
exhibited then, will establish entirely new
standards in radio. This is not a claim—
it is a definite promise!

For months the vast engineering fa-
cilities of this fifty-million-dollar institu-

o tion have concentrated on the task of
developing an incomparable 1929 line of
Stewart-Warner Radios.

You naturally expect Stewart-Warner
to lead in radio development just as
Stewart-Warner leads in automotive de-
velopment. We promise that you will not
be disappointed with what will be un-
veiled in June!

Fine as have been the 1928 Stewart-
Warner Radios, the 1929 line will dra-
matically epitomize the spirit of progress
and leadership which for twenty years has
beenlinkedwiththe name Stewart-Warner.

ARARNANARAR

—
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The 1929 Stewart-Warner Line embraces:

(1) New exclusive advancements in radio de-
sign and performance;

(2) A concentrated and well-balanced line, ena-
bling the dealer to answer every demand from
a moderate stock;

(3) A price range that gives the Stewart-
Warner dealer and jobber every advantage; )

(4) A new Stewart-Warner Reproducer that
will establish a wholly new standard of radio
reception.

The advertising and merchandising assistance

which we shall place back of thisnew line will make

it outstandingly attractlve See the 1929 Stewart-

Warner Line at the June £10ow! For advance infor-

mation about it, write or wire us now. Opportuni=

ties for dealers are open in many localities, but OI‘ Wl‘lte
territories are closing rapidly. Don’t wait. Write us NOw
or wire today!

STEWART-WARNER SPEEDOMETER CORPORATION
CHICAGO U. S. A,
20 years in business— 50 million dollars iw resources— 4th successful radio year

STEWART—
WARNER

The voice of authority in radio

ARARARARAR
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ALL-AMERICAN MOHAWK CORPORATION

A The All-American Mobawk Corporation Building
@

THE ALL-AMERICAN
MOHAWK CORPORATION

CONSOLIDATION of the Mohawk Corporation of Illinois
C% and the All-American Radio Corporation into one mighty
organization, with the finest possible facilities for the building of
radio receivers. All manufacturing activities are centered under one
roof, under the supervision of capable engineering and production
authorities, assuring thoroughness and precision of manufacture.
The merchandising of MOHAWK All-American RADIO products
will be guided by an aggressive organization, manned by executives
whose background of experience dates back to the birth of the industry.

Y A Y Y
Those radio retailers who are on the alert for a line of radio re-
ceivers of outstanding merit, with eye value that attracts, selectiv-
ity and tone quality that clinches sales, at a price consistent with
perfect workmanship, will do well to watch for the announcement
of the MOHAWK All-American RADIO line, to be revealed in the
near future. Wire or Write NOW !

Ibe Officers of the All-American Mobawk Corporation

E. N. RAULAND, President v GUSTAVE FRANKEL, Vice-President
OTTO N. FRANKFORT, Vice-President in Charge of Sales
DONALD MacGREGOR, Treasurer v DOUGLAS DeMARE, Secretary

4201 Belmont Avenue -  Chicago, U. S. A.




HEN you find a Peerless
Reproducer in a radio
console, you can expect
quality construction throughout.

Makers of shoddy cabinets—or,
second-grade radio sets—cannot
afford to pay the premium for
Peerless Reproducer.

Peerless Reproducer does cost
more! And radio or cabinet
makers who have built their
quality in want a reproducer
that will deliver that quality un-
impaired to the listener’s ear.
Hence the purchase of the Built-
In-Peerless by more than thirty
leading radio and cabinet manu-
facturers. ’

This little Gothic shaped bronze
medallion on the back or side
of a radio set or cabinet identi-
fies it as Peerless-equipped. If
you see this symbol, you can buy
with confidence. Ask us for list
of radios and cabinets using
Peerless Reproducer.

Radio Retailing, May, 1928 11

THE famous Gothic Cabinet of the
Peerless Reproducer (7-A) is known
wherever radio is sold. More people
bought Peerless last year than any
other independent speaker. It
makes any radio better. Sells itself
by simple comparison! Price $35.
Sold through jobbers.

UNITED RADIO CORPORATION, ROCHESTER, NEW YORK

UR-124
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The Trade Show at Chicago
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Second Annual Radio Trade Show, Stevens Hoatel, Chicago, June 11 to [5

THI RE’S not a dealer, jobber, dis-
tributor or manufactu rer who
doesn’t want to go to the Second Annual
Radio Trade Show, to be held in conjunc-
tion with the Radm Manufacturers’

Association convention in the Stevens
Hotel, Chicago, June 11 to 18.

Here at the Show the industry’s plans for
the coming season will be announced for
the first time. Dealers and jobbers will
have their questions answered — New
models, what will they be like? New
prices, what will they be? Which manu-
facturers will continue their products for
another season? What new trends this
season? At the Trade Show will be dis-
played sets, tubes, loud speakers, socket
power units, furmture parts and every-
thing else that the radio industry sells
and uses. No wonder all eyes will be on
the Trade Show in Chicago in June.

/ I \HE other big event in June is the
Trade Show number of Radio Re-
tailing. This will be more than a maga-

zine tying in with the Trade Show. It
will be the Radio Trade Show to thou-
sands of radio dealers who will not be able
to go to Chicago. And to the radio buvers
who do go to Chicago, the June issue of
Radio Reiaz/mg will sum up the Trade
Show and all its exhibits.

The editorial pages of the big June
“Radio Trade Show Issue” of Ruadio
Retailing will present complete informa-
tion on new trends, new problems, new
models. All will be covered for the radio
man in the lively, interesting way that has
made Radio Retailing one of the most
readable business publications now
printed.

The adv ertising pages of the big Radio
Trade Show issue of Radio Relm/uzr/ will
be a duplicate—on paper— of the Show
itself. Practically every manufacturer of
radio sets, accessories and parts who ex-
hibits at Chicago will exhibit also in the
June issue of Radio Retailing.  Nlany
other manufacturers who do not exhibit
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Tied Up with Radio Retailing
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Radio Retailing’s Second Annual Trade Show Issue, June 1928

in Chicago will display their wares 1n
Radio Retailing.

ADIO RETAILING’S June Trade
Show issue will be part of the Trade
Show in Chicago—copies will be distrib-
uted there. And in addition 1t will go
out through the mails, just as the Trade
Show opens, taking the spirit and the sales
messages of the Show to all worth while
radio dealers, jobbers, distributors and
manufacturers all over the country.

No manufacturer, no matter what he
makes, no matter whether or not he is a
member of the Radio Manufacturers’

Association, no matter whether or not he
is fortunate enough to exhibit at the Radio
Trade Show, can afford to miss the chance
of telling his story to all his prospects in
Radio Retailing’s June Radio Trade
Show issue.

Manufacturers: Decide now that you
will cash in on this opportunity. Reserve
advertising space adequate to tell your
whole sales message—to do justice to your
full line. Start now to plan the theme of
your advertising copy for Radio Retail-
ing’s June Trade Show issue. Advertising
forms close May 21.

Radio Retailing

The Business Magazine of the Radio Industry

McGRAW.-HILL PUBLISHING COMPANY
Tenth Avenue at 36th Street, New York City

Only radio trade publication a member of the ABC and ABP
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In the Crosley Bandbox, Bakelite Mcterials are used for all of the parts indicated, and for others not skown in the phofographs

Bakelite Materials contribute their part
to the performance of Crosley Bandbox

MONG receivers in its price
class, the Crosley Bandbox
has a notable reputation for
quality reception. With this, as
with all radio receivers, con-
tinued perfection of performance
could only be assured through
insulating the sensitive electrical
elements with materials that
will not deteriorate through age
or use.

Throughout the Crosley Bandbox
Bakelite Materials, both lam-

inated and molded, are used to
protect the Crosley reputation
for clarity, tone and volume.
Fine receivers of every size and
in every price class are insulated
with Bakelite Materials, and it
is a matter of importance to the
dealer to make sure that these
materials are used in the Radio
Sets and Parts which he handles.
It means customer satisfaction
and fewer service calls.

BAKELITE CORPORATION

247 Park Avenue, New York, N. Y.

Chicago Office: 635 West 22nd Street

BAKELITE CORP. OF CANADA, LTD., 163 Dufferin Street, Toronto, Ontario, Canada

THE MATERIAL op o) A THOUSAND USES

*“The registered Trade Mark and Symbol shown above may be used onty on products mede ‘from materials
manufactured by Bakelite Corporation. Under the capital *B* is the numerical sign for infinity, or unlimited
qusntity It symbolizes the infinite number of present and future uses of Bakelite Corporation’s products.™
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DEPENDADLE

A logical proposition for the radio dealer!

A well balanced business is what you want—sales all the year round, not just during the fall and
winter! And sales of Copeland Dependable Electric Refrigeration are greatest at the time when
radio sales are least! ©®¢ You already know the fundamentals of successful specialty selling.
Application of the same principles that brought you success in radio will bring you success in
selling Copelands. ©®¢ The Copeland line is complcte. ©®¢ There are Copeland models for every
type and size of home—separate unils for present ice boxes and complete electric refrigerators
from 5 to 20 cubic fect storage capacity, including units for commercial refrigeration, multiple instal-
lation for apartment houses and water coolers — putting distributors and dealers in position to handle
every class of electric refrigeration business. @99 Now a recognized leader, Copeland can show a re-
markable record of satisfied customers and a business growth that is the envy of the industry. @®@
Copeland is a logical proposition for the radio dealer and offers an exceptionally attractive franchise at a
limited number of points. Use the attached coupon—or send us a telegram—and find out more about it.
RN

==

FREE BOOKLET

Copeland, 630 Lycaste St., Detroit, Michigan. Iam willing to hear the story
of how Copeland will tie up with my radio business.

§§

[LAALILEARLARM

AU,
y(,

Name Address. R R.5

w
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The Caswell-Runyan Co.

HUNTINGTON, INDIANA

CONSOLES WITH PERSONALITY

Sold Direct to Jobbers

FURNISHED WITH INSTALLATION
PANELS FOR ANY STANDARD SET

Facilities i < i, Trained Force
That e ey -, e With
Guarantee . Y % 24 Years of
Service e ~ 3o Experience

When ' e in Making

Service i Quality
Wity e ) gt .
Is Needed - - : @ : Furniture

b g ] P )

CASWELL-RUNYAN FACTORIES

DESIGNED by experienced and capable cabinet and
furniture designers.

MANUFACTURED in one of the country’s finest
plants. |

ACCEPTED by the industry’s leading manufac-
turers, wholesalers and retailers as representative of
the best in cabinets.

The Caswell-Runyan Jobber has un-
usual advantages. Write for details

Our 1928-1929 line will be exhibited at the Chicago Trade Show in June
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Uou cannot buy a better radio set
atanyprice '

%




MA]JESTIC
FEATURES

CABINETS
The finest woods and the

finest workmanship that
brains and unlimited re-
sources can create. All
cabinets made in Majestic’s
own great, modern cabinet
plants.

CHASSIS

Rigid and sturdy through-
out. Trim and beautiful in
design, and at the same time
built to give lasting satisfac-
tion. All parts readily ac-
cessible.

POWER

Majestic supremacy in the
manufacture of electric radio
power is acknowledged. All
power units for the new re-
ceivers designed for per-
formance of the highest
quality, under the most
exacting conditions.

DYNAMIC SPEAKER

Designed and manufactured
in the Majestic plants. The
most rigid tests have demon-
strated conclusively its de-
pendable construction, its
ability to withstand the most
severe shocks, its consistent
high performance in the face
of all climatic changes.

MODEL 62, $99.50 LIST

"99°%

Seven tubes. com- W
pletely shielded. using (i
R.F.L. balanced circuit, ¥
consisting of three §
tuned radio frequency
stages and a tuned an- |
tennae input and audio
power amplifier. Two
171 power tubes con-
nected in push-pull in
the power output stage.
Single dial control, sup-

plemented by a secondary control for obtaining
additional selectivity when occasion demands.
Volume control instantaneous in action.
front panel of
matched burl walnut, complete with Majestic

beautiful walnut cabinet with

electric power unit.

MODEL 72
$167.50 LIST

Seven tubes. completely shielded,
using R.F.L. balanced circuit, con-
sisting of three tuned radio fre-
quency stages and a tuned antennae
input and audio power amplifier.
Two 171 power tubes connected in
push-pull in the power output stage.
Single dial control, supplemented
by a secondary control for obtain-
ing additional selectivity when occa-
sion demands.  Volume control
instantancous in action. In beauti-
ful walnut cabinet with front panels
and doors of matched burl walnut.
complete  with  Majestic  electric
power unit and Majestic dynamic
power speaker. A value that is ab-
solutely outstanding both as regards
furniture appeal and radio quality.

Cabinets, Dynamic Speakers,Chassis,
Power—Everything made from begin-
ning toendinsix great Majestic Plants.

BE  To see and hear

these new wonder
radio receivers is
an experience that
will thrill you, no
matter how long

you've been “in
the game.”

Majestic Was First
to build high-qual-

Prices Slightly Higher West of Rocky Mrs.
The Majestic name and products
arealready known tomillions. OQur
new high-pressure advertising,




That explains the astounding prices—

MAJESTIC
FEATURES

SIMPLICITY

Majestic receivers are true
one-dial sets and are so con-
structed that a child may

but the quality,performance,and tonal o wmwisic i

magnificence must be seen and heard.

ity low-priced elec-
tric radio powerto
suit everyone’s de-
sire and purse.

Majestic Is First to
offer the world’s
finest radio, at the
world’s lowest
prices. |

Prices Slightly Higher West of Rocky Mits.

‘now about to start on Majestic
receivers will penetrate every
city, town and hamlet in America.

il

Y

MODEL 71
$137.50 LIST

Seven tubes, completely shielded. using
R.F.L. balanced circuit. consisting of
three tuned radio frequency stages and
a tuned antennae input and audio
power amplifier. Two 171 power
tubes connected in push-pull in the
power output stage. Single dial control.
supplemented by a secondary control
for obtaining additional selectivity
when occasion demands. Volume con-
trol instantancous in action. In beauti-
ful walnut cabinet with front panels of
matched burl walnut, complete with
Majestic electric power unit and Majes-
tic dynamic power speaker. A wvalue
that is absolutely outstanding, both as
regards furniture appeal and radio
quality.

over the entire range of
stations.

SENSITIVITY

An outstanding feature that
has amazed even veteran
radio engineers, Under ac-
tual tests, in comparison
with every leading make of
set, no matter what the
price or number of tubes,
Majestic has “out-picked”
and “out-distanced” any-
thing on the market.

TONE

Majestic receivers reveal a
fidelity, breadth, and mag-
nificence of tone without
distortion, that will thrill
you. Both high and low
notes of all broadcast audi-
tions faithfully reproduced.

PRICES

Majestic prices speak for
themselves. Stated briefly,
comparison will show them
the highest quality receivers
in the world for the least
money.

MODEL 61, $85.00 LIST

consisting  of  three

tuned radio frequency

stages and a tuned an-

tennae input and audio power amplifier. Two
171 power tubes connected in push-pull in
the power output stage. Single dial control,
supplemented by a secondary control for
obtaining additional selectivity when occasion
demands. Volume control instantaneous in
action. In beautiful walnut cabinet with
front panel of matched burl walnut, com-
plete with Majestic electric power unit.

> e __;__';M_. ‘,r"’/
Seven tubes, com-
pletely shielded, -using $ OO
R.F.L. balanced circuit,



DISTRIBUTOR S

Harry Alter & Company
Chicago, Illinois

Badger Radio Corporation
Milwaukee, Wisconsin

Benwood-Linze Company
St. Louis, Missouri

Capitol Electric Company
Indianapolis, Indiana

Chapin-Owen Company
Rochester, New York

Cooper-Louisville Company
Louisville, Kentucky

Detroit Electric Company
Detroit, Michigan

Fobes Supply Company
Portland, Oregon

Fobes Supply Company
Seattle, Washington

Fobes Supply Company
Spokane, Washington

Goodlin Auto Equipment Company
South Bend, Indiana

Harger & Blish
Des Moines, lowa

Hamburg Brothers
Pittsburgh, Pennsylvania

Harbour-Longmire Co.
Oklahoma City, Oklahoma

Hieb Radio Supply Company
Marion, South Dakota

Holmes & Crane
Qakland, California

Horrocks-Ibbotson Company
Utica, New York

Kimball-Upson Company
Sacramento, California

K. W. Radio Company
New York City, New York

D. W. May, Inc.
Newark, New Jersey

North American Auto Supply Co.
Cleveland, Ohio

North American Radio Corp.
New York City, New York

Peirce-Phelps, Inc
Philadelphia, Pennsylvania

Penn Phonograph Company, Inc.
Philadelphia, Pennsylvania

R. 5. Proudfit Company
Lincoln, Nebraska

Roycraft Company, The
Minneapolis, Minnesota

Radio Equipment Company
Dallas, Texas

Roberts-Toledo Company
Toledo, QOhio

Shaw's Incorporated
Charlotte, North Carolina

Sterling Radio Company, The
Kansas City, Missouri

Stern & Company
Hartford, Connecticut

Fredk. H Thompson & Company
San Francisco, California

*Distribution arrangements in sections not covered above will be announced later

ReadyTo
~ Serve You

Gri&sbfﬂ-(}runow Company 4540 Armitage Av.
CHICAGO
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$ ' 50. complete with Counter-balanced
Model No. 124 13——

Tone Arm

50
Model No. 105-A $10— without tone arm

; 3
"W USING A
STEEL NEEDLE

R\USING A
FIBRE NEEOLE

Pacent

Outstanding Features of the

s | PHONOVOX
Pacent: PHONOVOX . D

THE Electric Pick-up THE Electric Pickup

L]
1. Ehe ONEY nickgie devie desipncs —d ye ar ahead 1n

loss of volume. Using fibre needle
gives truer tones without the objec-

tiomallneedleTocracehy Electric PiCkup deSign

Permits changing from radio to elec-
2. tric pl}'nlonograpl} rep;cductio_n with-
out the nec 1t removi t . :
detector tabe, T omovins B £AaD the 6 outstanding features listed at the left—com-
3 Gives gLeater}foufragc otlghe musical pare them With ANY Other pick—up you knOVV about!
than t 105 d D .
* Moger 0 e former Tacent No other device even begins to approach this latest
Counter-balanced tone arm provides PACENT Creation- Tl-llnk Of the talklng pOintS these features
4 correct weight at needle point for . 1
*  obtaining best reproduction. glVe you.
Swinging Tone Arm Attach i i i ici i i
5. E':"Li','('f Tone 1'(':';5@:;75;.35:%0‘.’3 Installatlc?n is the acm'e_of snlnphc_xty x}/lth the slpeaal
y t: B
A D It on 00 Phono, PACENT adapters, permitting 'cuang_mg Tom Ra_ 10 to
tone arms. Electric Phonograph reproduction without removing the
New desi iangul dle hol i i i
6. S e e et tdey detector tube by mgrely inserting the connecting cords
nssurﬁs proper angle of needle to the in the pln ]aCkS on the adapters.
recora. :

Order a sample from your jobber and test
it out to your complete satisfaction! If he
cannot supplyyou, write us at once and we
will see that you ave supplied promptly.

List Price

$13-50

Complete with Counter-
Balanced Tone Arm,
adapters for both A. C.
and battery operated sets
and volume control.

T}}:e }:wo specf:zld Pace}r:t ag:%t:rs
ich are packed with ea 0-
ST || Pacent Electric Company, Inc.

the one on the lefctl is used. For
A.C. sets, the adapter on the 91 Seventh Avenue, New York

\ right is used.
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Dynamic Speakers
Radio’s first loud speaker—still the finest

QHERE is the original—the first type of loud speaker ever
made. Created by Magnavox in 1911. The on/y type of
speaker that has stood through every period of speaker
development. Supreme in the beginning. Supreme today.
Patented, controlled and made famous by Magnavox. Pro-
TECTED UNDER SEVEN U. S. AND SIX FOREIGN PATENTS. The
Magnavox Company hereby gives notice of intention to
prosecute manufacturers, jobbers and retailers who sell un-
licensed units infringing Magnavox patents.

Over 400,000 Magnavox dynamic power units are now
in use. They are used as built-in equipment by America’s
fine set makers—and the Magnavox principle is being adopted
by speaker manufacturers under license agreements.

New perfected models—to meet
every power need—at
new low prices

Aristocrat Model (Jeft)

Beautiful butt burl walnut cabinet finished
in two tones. It houses Dynamic 6, 7 or 80
unit. List prices:

Cordova Model (azbove)

With dynamic 700 unit, 110 voit,
60 cycle AC. Combining rectifier
and power amplifier. Takes place

Avristocrat with Dynamic 6, §70 of last audio stage in set. Operates
Aristocrat with Dynamic 7, $75 with one 381 or 281 tube and one
Aristocrat with Dynamic 8o, $85 3100t 210 tut?e. Handson}e wal-
nut cabinet. List $175. Unit $12s.
Dynamic 80
(righs) D .
ynamic 6 (left)

110volts AC. Has .

power transform- 6 volts DC. Field current

consumption,.65 am-

er and dry recti- eres. Operates from A

fier. The most

popular unit of attery. i .
the new line. De- Unit list price $35.
signed to operate

with AC. sets. o Dynamic 7

Unit, list $50.

110 to 220 volts D C.
Field current consumption, 45 to 90

Send for Dynamic power speaker bulletins, giving full information milliamperes. For use with pOY&;?rgII}-

{ { plifiers using high voltage rectified al-

. The Magnavox Company, Qakland, Cahfo;ma e O e rones
Eastern Sales Office: — 1315 South Michigan Avenue, Chicago supply. Unit, list $40.

TAGNAYOX

Dynamic ‘Power Speakers

20000000000000000002000000920QQ20200000200200099
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VOLTAGE
REGULATOR

MAX WATTS 60-110 VOLTS - 50~
PATENT uaNDuS«g SRSICLES

R-B-M MANUFACTURING CO.
LOGANSPORT. IND

List Price $10-00

Protects
A.C. Tubes
From Burning Out

Controls both
gIGH

AND
LowW

ine Voltage
Fluctuations

!

SLIGHTLY HIGHER WEST OF THE ROCKIES

N ORDER to obtain 1009 results in the way of
tone quality, volume, distance, and even more
important than this, to get satisfactory life out of

A.C. tubes, an R-B-M VOLTAGE REGULATOR
is an absolute necessity on every A.C. set. This device
is guaranteed to deliver the correct voltage to your set
regardless of your line voltage, the make of your set,
or the number of A.C. tubes that it uses. It is small,
compact, beautifully finished, and attaches to vour
radio set in just a few seconds’ time. It does not require
the use of any tools or the connecting of any wires,
other than plugging it into the light socket. No rheo-
stats or voltmeters required with this device. It does
not waste or consume any current, nor heat up.

How it works
The R-B-M VOLTAGE REGULATOR will deliver

110 volts to your A.C. set no matter whether your line
voltage is 90 volts or 130 volts or at some point
in between. By delivering the proper voltage at all
times to your set, it will give you the maximum efhi-
ciency in the operation of your receiver since it will
always burn your A.C. tubes at the voltage for which
they were designed to give the best results. In districts
where the line voltage is exceedingly high, it will pro-
long the life of your A.C. tubes to their rated number

R-B-M MANUFACTURING CO.

Logansport, Indiana

25 CYCLE TYPE EXTRA

of hours. On the other hand, where the line voltage
runs as low as 90 volts, this device enables you to get
all of the kick and volume out of your set because it
will boost the voltage up to the right point for which
the set was designed viz: 110 volts. Thus you never
have to worry about ruined reception due to low vol-
tage which is very common in many districts.

Sell it over the counter

Think what it means when one of your customers comes in
with a burned out A.C. tube. Immediately you sell him this
device right over the counter. Your customer can install it
just as efficiently as you can. It does not require the use of
a service man, voltmeter, or any tools to install it. Once set
for the proper voltage there is nothing to get out of order.
You not only make a profit on the sale of this device but it
means satisfied customers and no more free service calls due
to burned out A.C. tubes. The R-B-M VOLTAGE REGU-
LATOR is fully covered by patent applications.

DEALERS If your jobber cannot supply you with
R-B-M VOLTAGE REGULATORS, write us direct.

MANUFACTURERS desiring té equip their sets

with this voltage regulator will receive special attention.

R-B-M Manufacturing Co., 71 Sixth Street,
Logansport, Indiana,

Send to me by return malil full detalls regarding the new
R-B-M Voltage Regulator. My Jobber is:

(8157 ccooocuocoonnooancaocoan EEAG cooonoo0ccnonocnaoa H
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PoolLEY
RADIO CABINETS
ArwaTER

O/ NT
BADIO

EEP in toueh with the Pooley
distributor in your terrifory.
This vear Pooley will present the
most attractive line in i1ts history.

THE POOLEY COMPANY
1600 Indiana Avenue Philadelphia, U. S, AL

Pooley
Radio
Cabinets
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Makers of laminated insulation since 1873
Offices in Principal Cities

LD |
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“Basic ‘Beauty

TO GLADDEN YOUR SHOP-WEARY EYES

ADLER-ROYAL
RADIO CABINETS

C%S a man is known by the company he keeps, so

Adler-Royal cabinets are distinguished by the
goodly company who use them. They are found con-
stantly associated with the Manufacturers, Jobbers and
Dealers of better radio. That the outstanding producers
and distributors prefer and specify “Cabinet Work by
Adler-Royal” is, perhaps, the greatest compliment pos-
sible to an unswerving policy which demands basic
beauty as an essential to true value. That speeds sales
for you. See the new exquisite Adler-Royal cabinets
at the R. M. A. Show, Chicago, June 11-15.

Manufacturers: If you have not yet provided
for this year’s models, let us design cabinets to
your requirements—exclusively for you. Write
or wire today.

Jobbers: If you have not yet established a
profitable connection on cabinets, write or
wire us now. We have some open territory.

DLER

Mamﬁcturinq Co.

Incorporated

Lousviree [ADLERROVALY peo oy
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The KELLOGGS ARE Coming

With a Wider Price Range

The new Kellogg line to be displayed at the R. M. A. Trade Show is about
ready! Watch for detailed announcement in June publications. :

Kellogg will offer a much wider price range than in the past. There will be
two or three models at lower prices than the lowest of last year. One will be
a table model, complete with Kellogg’s A-C tubes at well under $200.

Tone quality will be the keynote of the Kellogg appeal, as it always has been.

Increased production will enable us to open up many
new territories. Allotments are now being made. Appli-
cations in advance of the Trade Show are advisable.

KELLOGG SWITCHBOARD & SUPPLY CO.
Dept. 54-75 Chicago

Kellog2

A=C Radio
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Boost Summer Profits
with Carryola Portable

and Pz'c,é-Ups

EVERY radio owner is a prospect fora Carryola
Pick-Up. Everyone—radio owner or not—
is a possible prospect for a Carryola Portable,

We're advertising to them all — full page ad-
vertisements in the Saturday Evening Post and
Liberty. We're telling nearly five million people the
story of Carryola quality and low price—overand over
again. We're telling them to go to the dealer and
see Carryola products demonstrated. We're building
up a big demand that you, as a dealer, can cash in on.

Now zs the time to act!

If you don’t already handle the Carryola line, write
or wire us and get the name of our nearest distributor.

THE CARRYOLA COMPANY OF AMERICA
Dept. E-1, 647 Clinton Street, Milwaukee, Wis.

Q—Cﬂ_ﬁl’_\_[&)_]_g_
T A y\o

IU

BEYOND THIS YOU BUY FURNITURE

| THE SATURDA

Carryola Porto Pick-Up —a possible sale
to every radio owner. Complete equip-
ment to play records through radio ser,
including spring motor and turntable in
neat Fabrikoid case. A wonderfully prof-
itable item to follow up radio sales.

$23.50 List

Slightly higher west ;/ Rockies and
in Canada

S,

Carryola Electric Pick-Up—a very prof-
itable, fast-selling item. It enables radio
ownerstoplay records through their radio
and loud speaker, with all the rich volume
of tone that characterizes electric repro-
duction. Very simple to attach or detach.

$10.50 List

Slightly higher west of Rockies and
in Canada

/

Carryola Master—in appearance, in tone, in
all-around value a truly fine honograph in
portable form. Audak reproducer. Bakelite
tonearm,improved metal grill on tone cham-
ber, velvet covered turntable, Carryola motor
special Carryola-designed fittings. Furnished
in Black, Brown, Blue, Red and Green Fab-
rikoid, with tone arm and turntable in color

to harmonize. i $15 List
$ 25.00 List Slightly higher west of Rockies and \
Slightly bigher westof Rockies and in Canada in Canada

Carryola Lassie—a truly remarkable in-
strument for the price. Curved, throw-
back tone arm. Audak reproducer, nick-
eled grill on tone chamber, flat type
motor. Furnished in Black, Brown or
Blue Fabrikoid with turntable covered in
color to harmonize.

MADE BY

THE WORLD’S LARGEST
MANUFACTURERS OF

PORTABLE
PHONOGRAPHS

\
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There ma
still beJ
ferritlorial
franchises
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~Mail the
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One Retailer Buys
over $200000.22in Six

FED-EISEMANN Zadi "
rook_[}’ﬂ. %w\)’brk Cl'_éyd.lo a)r/wraﬁon_
ne retailer can make - .
Y eed-Eisemann, | want £ ess lke thi
about your proposition__ i

3 SlGVNED

N

ADDREJSS ®
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remer- ullg

COUNTERPHASE RADIO

|

Some Facts
Worth Considering

Among the earliest radio pioneers—today
Bremer-Tully stand second to none for radio
dependability, satisfaction and economy.

In the brief span of six years their business has
increased over two hundred times its original
size.

To their credit are a number of original radio
developments—every B-T product has been a
continued outstanding success.

Here is a record not only unequalled, but in

many respects not even approached by any other
radio manufacturer.

What is the underlying cause—the reason for
this unparalleled achievement?

Summed up in one word—MERIT!
B-T products are made right and priced right.
Free as possible from servicing necessity.

Reasonable production for prompt deliveries
but without market overload at any time.

Selling policies that consistently protect the wel-
fare of the dealer.

Seven A.C. models ranging in price from
$130.00 to $800.00-—a set to suit every purpose.

There is no need to gamble on untried products
if the B-T Franchise is still available in your
community. Werite today.

Bremer-Tully Mfg. Co.

520-532 So. Canal St., Chicago, III.

Here is the set that opens
Bremer-Tully’s seventh season.
Its popular price and superior
performance is doubling the
number of B-T dealers in every
state. The B-T 6-40 leads in its
class.

Meet us at the Radio Show

ROOM NO. 557
STEVENS HOTEL

The complete line will be on

display and we’ll be pleased to
demonstrate.

The B-T 6-40 is furnished in the
three styles illustrated.

Table models “R” and “S8” at
$130.00, less tubes, and model “C”
console $190.00, including spraker,
but less tubes.
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BECAUSE they are the symbol by which your
product is identified by everyone who sees
it or uses it. NOVAR Transfer Nameplates stay
on your product to carry your name wher-
ever your product goes. They are the final link
in your advertising . . . often the salesmen that

bring the repeat orders.

NOVAR Transfer Nameplates are made in
full color and are easily applied to wood, glass,
metal or other substances. They are inexpensive,
distinct and durable. Use the coupon below to
obtain samples that you yourself may try.
NOVAR Transfer Nameplates are manufac-
tured by Palm, Fechteler & Co., the largest

decalcomanie ‘manufacturing organization in

the world.

LATES

| nake a name for your product

This Novar Transfer
is helping to “make a
name” for “RCA”

Some of the other
Radio Manufacturers
we serve:

Sonora
Columbia
Garod
Freed-Eisemann
Federal Radio
All-American

Bosch

& CO-
® CHTELE
Transfer | e som oo
l 67 Fifth (oo of NOV AR Trans
] ] t some samP'
alnep a es khoi‘:n::);(“z obligation //
w e

e
Name — /

e

e

Address -
o

P
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Biggest Value
in AC Field
TRI-POWER — fastest

seller because it is complete

terls
Ac ©

TRIPOWER

Converts all DC Sets
to use AC Tubes

opportunity to convert at least ten old sets to use AC

tubes. And every time Sterling Tri-Power carries
the sale because it is the complete AC job. No outside
condensers or resistances. No extra parts to buy. Standard
cables and adapters give neat and permanent installation,
Ready to install without fuss, without added expense. This
means easy sales, no come-backs, clean profits.

List Price R-810 Tri-Power without Raytheon tube

I \OR every sale of an AC tube set there is a ready

orcable......... . ... . . $32.00
R-880 Tri-Power without 280 tube or cable.. .. ... 35.00
Cables to suit...................... . .. ... $6.00 to  8.00
.............................. 4.50
........................... 5.00

UNIVERSAL AC TUBE
and SET TESTER

Tells you everything you want to
know in AC tube and set servie-

ing, Tests tubes and locates
faults in wiring.
Model R-512. List Price. ..$35.00

JUNIOR SHORT CHECKER
for AC and DC Tubes

Shows vou just where you stand In
tube replacements. Keeps your stock
clean, Satisfles  customers. Shows
where tube 1s shorted—fll-grid; plate-
grid, plate-fil, also shows emission on
226, 227, 199 and 120 tubes.

Model R-514, List Price..$13.50

TUBE AND SET
TESTERS

Uses 222 Screen Grid Tube

TERLING engineers have found the way to unharness
S the wonders of the Screen Grid tube for use with

practically every DC set without any changes in the
set, using the same batteries or “B” Power unit, and the
same DC tubes.

The Pre-Amplifier, connected ahead of any 6 volt DC set

(1) Gets stations never heard before.

(2) Brings weak signals in at good volume.
(3) Uses short aerial to reduce static.

(+) Separates stations—increases selectivity.
(5) Greatly improves tone quality.

If all these “too good to be true” claims can be proved,
think what Pre-Amplifier means to the thousands of sets
in use. Your test will prove every claim. More than
that, actual demonstration in your store will turn the
summer slump into sure-fire sales.

Order a Sterling Pre-Amplifier from your jobber. Put
it through these five tests. Take advantage of this new
Screen Grid performance.

R-375 Pre-Amplifier without Screen Grid Tube. . ... $15.00
UX 222 Screen Grid Tube....................... 6.50

’ v SCREEN GRID
er MDRE-AMDLIHER

THE STERLING MFG. COMPANY . 2831 Prospect Avenue - CLEVELAND, OHIO
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. « . but didn’t touch second base!

¢ Do you remember that famous home run which turned out to be use-
less when it was finished? € There have been plenty of home runs like
that in the radio industry in the past few years. € Home runs which
missed out important bases! € Home runs which looked good at the
beginning but didn’t count at the end! € The name Kolster will never

be associated with any merchandise that does not touch all bases and make
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Home Run

good permanently in the home as well. € Of the enduring names in

radio, Kolster is today outstanding and made so by adherence to the
basic principle that a successful business can be built only on confidence.
Q This confidence has resulted in continuous growth for Kolster Radio
and will add thousands of new Kolster users this year. ¢ The Kolster
dealer is assured of sound, progressive methods backed by finance, engi-

neering and merchandising.

©1928, Kolster Radio Corporation
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For 75 years—this Shop mark

Has been furniture’s proudest coat of
arms. The oldest and best known furni-
ture trade mark in America. Continuouslv
advertised for 40 vears. Now you will
find it on radio furniture—in a range of
styles, sizes, and prices to meet every
profitable sales need.

Berkey & Gay

Radio Furniture

Dealers and Jobbers

If you do not plan to visit
the Chicago Radio Show,
write for illustrations,
prices, and terms—address
The H. T. Roberts Com-
pany, Ine., Chicago, 111.—
Radio Furniture Sales Di-
vision for Berkey & Gay
Furniture Company.

FIRST SHOWN AT STEVENS HOTEL
CHICAGO . . . JUNE RADIO SHOW

Created by the furniture style leaders of
America. All of the beauty, quality, and
richness of finish for which Berkey & Gay
have been famous for 75 years—now in
Radio Furniture at sensationally low prices.
Finest built-in cone speakers. Sizes for prac-

tically every popular make of set.

Nationally Advertised

The only radio furniture made with a Shop

mark known for 75 years, nationally adver-
tised for 40 years. It should be the surest
selling radio furniture you can handle. See
it at the Chicago Show. Get in on it at the
very first.

37
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NEW LOW PRICES
Freshman

MAILL-FELECTRIC RJADIOS

Greatly reduced prices on the entire Equaphase line
enable Authorized Freshman Dealers to realize
volume sales during the Summer season.

MODEL G-7 MODEL G-4

New Price New Price
$122.50 $149
without tubes without tubes
Old Price $185 Old Price $225
complete complete

MODEL G-10 MODEL G-1

New Price New Price
$113 $99.50
without tubes without tubes
Old Price $195 Old Price $156
complete complete

OTHER MODELS
G-3—New Price $124 without tubes.
Old Price $200 complete.
G-5—New Price $155 without tubes.
Old Price $250 complete.
G-6—New Price $225 without tubes.
0Old Price $350 complete.
H-9—New Price $295 without tubes.
0ld Price $500 complete.

West of Denver all prices are approximately 8% higher.
On all 25 cycle sets add $10 to the above prices.

CHAS. FRESHMAN CO., Ine.

Freshman Bldg., New York 2626 W. Washington Bilvd., Chicago

| g g W N W N
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High—Power Broadcasting

Mor Noo

be Allowed to Die!

of the broadcasting structure which the “equal
allocation” clause of the new radio law makes
necessary, one point stands clear—the development of
high power broadcasting must go forward unhindered.

Those who know the fundamental problems of the
radio trade and realize the requirements of radio trans-
mission in the matter of overcoming distance and weather
conditions are in the vanguard of high power advocates;
but many, both in Congress and out of it, and in this
industry and out of it, are opposed to high-power broad-
casting because they believe it will result in monopoly.
There are reasons, however, why the continuing devel-
opment of stations using 5000 watts or more 1s
necessary if radio is to achieve its greatest usefulness
to the greatest number of the American people. It must
also be remembered that the more super-power facilities
there are, the harder it will be to monopolize them.

It is true that the development of radio has been slow
in the South and West. There has been a lack of good
broadcasting in those sections. Metropolitan stations do
not reach them with any degree of quality or depend-
ability. ILarge local stations have not been built there.
The “wide open spaces’ for which the West is noted, and
the weather conditions for which the South and South-
west are equally famous, have impeded the progress of
radio entertainment. Radio sales have lagged. The
radio audience is numerically small though potentially
large. And radio broadcasting has not begun to reach
the high level of service which it has achieved in the
larger centers of population. But super-power stations,
located within these sections and using a minimum of
5,000 watts, will overcome those two factors of distance
and weather.

The recent high-pressure broadcasting within the cor-
ridors of Congress has borne witness to all this. It was
undoubtedly a reflection of quickening public demand for
better service from the radio industry. It will most cer-
tainly focus attention and stimulate action. It will bring
improved radio service to those sections of the country,
that have themselves neglected radio. But strangely—it

NO MATTER what may be the ultimate revision

has also stirred up misconceived opposition to so-called
“super-power”’—the very thing that will guarantee good
broadcasting in all parts of the nation.

O ONE can deny that an adequate number of sta-

tions broadcasting on 5,000 watts or more and
equally distributed throughout the country will bring
radio service to a uniformly high level and to an unprece-
dented number of people. They will bring programs to
every home, no matter where located, with clarity and
volume high above the “noise level.” And everyone will
admit that this is precisely what is needed today.

There are plans now before the Radio Commission
making provision for the development of high power.
But also there is this clamor against high power stations.
And the Radio Commission can hardly be expected to fly
in the face of Providence by deliberately embarking upon
a program that runs directly counter to Congressional
opposition, despite the fact that Congressional opposition,
as is so often the case, gets off on the wrong foot and
is turned against the very thing that will bring about
improved service in the South and West.

The progress of the radio art and industry is follow-
ing a natural evolution. The widespread operation of high
power stations using 5,000 watts and more has brought
very definite advantages to broadcasting. It is not to
be expected that either the public or the industry will
be willing to throw these advantages away. If super-
power, properly distributed to stations domiciled where
needed in these complaining areas, will give the local
public what it wants and what the radio industry desires
it to have, it is inconceivable that it should be prevented
for fear of a monopolistic trend. As a matter of fact the
fewer super-power stations there are, the easier it will
he for any group to monopolize them.

If this is sound thinking, radio men who understand
the situation should do their utmost to explain it both
to Congress and to the people. And they should urge the
Radio Commission to preserve and encourage the ex-
pansion of high power bhroadcasting. For the future
development of radio sales lies in that direction.
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Using

BASEBALL 4

Keeping customers informed of
baseball schedules and other sport
events sells merchandise and serv-
1ce during the hot weather months

AST sununer business was bad in many places; it was
I bad in San Antonio, Texas. Day after day of hot
weather.  Nights when people spent most of their
time motoring or at the bathing pools. There was little
or no thought concerning radio, yet business had to go
on. Among the radio merchants who fought out the
summer was Victor H. Cortines, who worked out a plan
which not only helped him sustain sales. hut which has
materially increased his husiness since that time.

“I had tried several plans for building up business
without much success,” states Mr. Cortines. ‘I had
puzzled over various stunts which might assist in huilding
up sales, yet none of them seemed to appeal to me. Then.
one afternoon, as T was idly turning the dial of a set, I
tuned in on a red-hot hall game between two big league
teams.

“Play by play the game was coming in with all the
thrills. Now there was a rally the pitcher was
weakening he had walked another man .
pitchers were warming up in the bull pen . . . a
snappy double play cut off a score.

“I became so interested in the game that T almost for-
got I was in San Antonio and not at the park. Then.
when it was all over 1 began to think about husiness
again. It occurred to me that if T could be interested in

a game like that and could enjoy it. that there were
hundreds of others who could, too.

“But how to reach these hundreds of men and women
who would enjoy such a game was another problem. [
puzzled over it for a few hours, and concluded that the
most effective and economical means of getting their at-
tention was by postal card. I could send out a postal
card to each of these fans, writing my message on the
back, and the whole transaction would cost a penny. (I
had plenty of time to myself, and didn’t count that ex-
pense).

“I began to make up a list of radio owners, people to
whom I had sold sets, and others who might be interested.
Then to each I sent one of these cards. It only contained
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a short message, something like this : Detroil
Tigers and New York Yankces play at New
York Thursdav. Tune in over WOAI Is
your sct working satisfactorily? 1 added my
telephone number to the address for their con-
veuience.

"During the first week, I sent out about fifty
of these cards. I didn’t have a great deal of
faith in them for I had tried so manv
things without success that I had about
lost faith in everything. However, he-
fore the weck was
over, I began to notice
that I was getting some
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real results. Several persons called up on the
telephone asking about spare parts, getting esti-
mates on repairs, and making other inquiries.
Before the week was ended, my repair and
spare parts business had picked up considerably.

“Next week I sent out some more cards. [
began to scan the advance announcements of
coming programs so I could mention them on
my cards. I found that I could send
out quite a number during the day dur-
ing my spare time. I would get down
in the morning and
write a few before
nine o'clock. Later,
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One of the penny postal card notices which V. H.

Cortines types to his customers regarding programs.

in the morning, business would let up a bit and I'd write
a few more. At noon I generally got out ten or twelve.

“That week business improved a little more. We had
quite a number of inquiries about repairs, strung several
aerials, overhauled a few sets and sold some—all as a
direct result of these cards. Every customer who sought
repair work was a prospect for a new set. Many times
it would cost as much or more to fix their old set as it
would to make the first payment on a new one.

“Our sales on tubes showed a big increase, as did
batteries. Many of the sales were comparatively small
ones, amounting to two or three dollars, but when counted
up they made quite a total at the end of each day. From
a business that had been pretty quiet, we had a sales
volume that was encouraging at the end of the month.

“Gratified with the results obtained, I made plans for

using these cards regularly. I made up little features
which I knew would please certain customers and classi-
fied my mailing lists so as to suggest these programs.
Baseball games were announced to a large list of fans.
Opera and classical features were announced to those
people who understand and appreciate such programs.

“T have been using these cards for nearly a year now,
and I can say that they have increased my repair busi-
ness and spare parts sales more than fifty per cent. In
addition to this I have sold many new sets which I know
were sold directly through contact with these cards. The
plan is inexpensive and effective, and I intend to use it
right along as I have been able to bring more people into
my store since sending out these cards than ever before.”

41



ULLing Owrﬁmd
To a MINIMUM

How Ward of Little Rock holds total expenses
to 25.9 per cent—pays customers ten per cent
commission for “leads” that result in sales

By Ray V. SUTLIFFE

tributor in Little Rock, Ark., to name a local dealer
doing an outstanding job of merchandising radio.

“See Chester Ward !” came the prompt reply. “Ches-
ter hasn’t a very large store and isn't located in the down-
town district but he’s doing a bang-up job and so far
has made some real money out of radio.”

We met Mr. Ward. He is, and he has—over nine
per cent on a gross volume of $27,000 for his fiscal year
just closed.

It developed that the reasons for this very favorable
profit showing were threefold—(1) a more than ordi-
narily effective plan of securing “leads”; (2) a high
average of sales closed personally in the home, and (3)
the holding of overhead expenses to a minimum.

To meet the more favorably located display facilities
of the downtown dealers Ward has arranged with three
centrally located stores in other trades, owned and oper-
ated hy somebody else, for a permanent showing of the
radio lines he carries. At his own place of business, in
a residential district of Little Rock, he displays sets in
a modest manner, but main- '
tains splendidly equipped
service facilities. He is the
official set servicing station
for the State of Arkansas for
one of the largest radio con-
cerns in the country. His
organization, during the win-
ter months, consists of three
service men, five part-time
commission salesmen, and an
average of thirty active
“boosters.” Such is the effi-
ciency of this selling set-up
that, during the year 1927,

’ I VHE other day, the writer asked a prominent dis-

fatal.
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DEPART[NG from the

beaten path is sometimes
But, Chester Ward, a
neighborhood dealer in Little
Rock, Ark., made nine per cent
net on a $27,000 volume by
tmaugurating several
tions in sales and management.
This article tells what they are.

he sold slightly less than 175 complete installations.

To get at once into the heart of Ward’s policies, so
that the reader may judge for himself how different—
and profitable—they are, here’s the line-up substantially
in the order of importance:

KEEPS STORE INVESTMENT TO MINIMUM

Uses the excess working capital customarily ex-
1. pended in more elaborate store equipment, clerk
hire and display stock, to put additional sets out on
demonstration and to carry his own paper—provided
there is any surplus capital left for this purpose. Except
during December, there is such a surplus. Ward’s in-
vestment in stock, time paper and equipment, averages,
during the busy season, $9,000.

Has CrosE WoRKING AGREEMENT WITH LocAL BANK

Has gained the confidence of his banker to the ex-

o tent that his own money is never tied up in inactive
stock. Furthermore, through this arrangement, he is
enabled to discount every invoice; to have available for
instant delivery as many sets
as are required for immediate
sale or demonstration pur-
poses, and to carry a part of
his own paper.

The process is as follows:
Buys sets in half-dozen lots.
Each is invoiced separately.
These invoices are attached to
the bill of lading. When the
notice of arrival is received,
with net amounts (two per
cent deducted), Ward takes
it to his bank which issues
cashier’s check to cover. Pre-

Innova-
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Gross Margin 34.9 %

sents this to the railroad company which releases the
goods to a local warehouse. Ward takes the warehouse
receipts to the bank which holds them as security. When
an outfit is needed, the dealer writes his own check for
the amount of the invoice in question and obtains for it,
from the bank, the particular receipt which serves as a
release notice on the warehouse.

The advantages of this system are that Ward gets the
two-per-cent-for-cash off the manufacturer’s invoice ; the
only capital of his own tied up is for sets in action; and
lastly, he has in reserve a sufficient number of sets for
immediate future demands which are costing him less
than one-half of one per cent to carry.

CARRIES SMALL AMOUNT OF “PapER” HIMSELF

To serve as additional security, to make a certain
3. banking profit himself, and to facilitate collections,
Ward deposits also with his banker his “quick moving”
paper, i.e., time contracts which call for regular monthly
payments from customers of unquestionable integrity
For this select type of risk Ward finds the capital to
carry his own paper. Ward personally mails out the
monthly payment-due notices, which instruct the recipient
to remit direct to the bank. When the payment comes
in, the bank deposits the money to the credit of Ward
and mails him a copy of the receipt. Ward then credits
the customer’s account on his own books.

For terms accommodation this merchandiser adds 10
per cent to the original unpaid balance. He pays the
bank, for money borrowed to take up bills of lading or
to finance peak activities, at the rate of six per cent yearly.

These three financial matters are given first considera-
tion because it is from these manipulations that much of
Ward’s nine per cent net profit accrues. His basic
theory is to cut down on every overhead expense possible
in order to release every available dollar to put into
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demonstration sets, the paying of commissions for leads
turned into sales, or the carrying of time paper.

DispLAYS SETS IN DowNTOWN STORES

By arranging with three downtown establishments,
+ a music house, an auto accessory station and a fur-
niture store, to display two sets each, Ward is obtaining
adequate representation to catch his share of the passerby
trade at a cost directly proportionate to the business
transacted. For all leads turned in from these sources,
the store owner gets a five per cent commission, provided,
of course, the lead results in a sale. This remuneration
is shared, in each instance, with the salesman who devel-
oped the prospect. This insures a personal interest on
the part of the salesman in the sets on display.

Pays Customers TeEN PErR CENT For “LEADS”

Ward’s “use the user” policy differs from that of

. most dealers in that practically his entire philosophy
of merchandising centers in the importance of obtaining
plenty of good leads and of the value of the satisfied user
as a prime lead-producer.

A live tip, he figures, is worth 10 per cent of the selling
price. By making the commission to the customer this
large he has acquired an “auxiliary” selling staff which
has been averaging as high as 30 active boosters—per-
sons who are taking seriously this matter of paying for
their own sets out of commission earnings. The follow-
ing types of purchasers not only have earned enough to
pay for their original outfit, but have kept right on dig-
ging up and turning in real prospects: a warehouse man,
a bank clerk, the express company claim agent, a realtor,
a filling station attendant. In many cases Ward also sells
the salesman-customer more and better merchandise, gen-
erally a power speaker and amplification unit, thus his
commissions often flow right back into the business.

(Please turn to page 80)
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How and W hy

HE foundation of every successful radio
retailing business is threefold : first, intel- .
ligent purchase and selection of lines -

second, attractive display and arrangement of

merchandise ; and third, satisfying service after
the sale.

AMany retailers measure up to these require-
ments and have attained leadership in their

erchant

R. E. Auten of Charlotte, N. C., be-
lieves that spomoring programs
over local stations results bene-
fictally  for every ome concerned

territories.  But the foundation is only the
beginning upon which an outstanding selling
structure is built. It is essential that the public be made
conscious of the fact that a dealer is a live wire and is
ready to serve them.

To serve as his wedge in the public consciousness,
R. E. Auten, radio merchant of Charlotte, N. C., a city
of 81.000 population, employed the local broadcasting
station for advertising. In doing so he not only placed
his merchandise before the public, but, by a judicious
selection and timing of the features which he broadcast,
maintained his sales throughout the sunimer. Moreover,
he gave first-class programs to his listening audience—the
one thing upon which the radio industry most vitally
depends—and thereby created a further local demand for
radio merchandise.

The broadeasting station, \WRT. serves slightly less
than three million people residing within a radius of 125
miles of Charlotte, and it has proved to be an effective
means of covering that territory for Mr. Auten. But, in
this respect, it is only similar to hundreds of other sta-
tions doing local broadcasting which offer the same op-
portunity to every radio merchant.

“As I saw it.,” explained Mr. Auten, “the principal
problem in efficient radio selling was to extend the radio
season, and energetic summer broadcasting appeared to
me to be the best method of accomplishing this. In the
South, broadcast reception conditions are not tavorable
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over as long a span of sumnier nonths as in sone of the
Northern parts of the country. Since we had a good local
station, I could see no reason why radio sets should not
be used for twelve months of the year.

“As a starter in the direction of maintaining continuous
sales throughout the sununer, we broadcast play by play
reports of the 153 local haseball games through \WWBT.
IFor a single radio dealer, whose sales at the time were
less than five thousand dollars a month, to finance such a
broadcast, alone, was indeed tangible evidence of faith
in the sales value of broadcasting.  The cost of this sum-
mer broadeasting amounted to more than seven thousand
dollars, but a substantial and constant merease in the
monthly volume of business through the summer justified
this expenditure.

“I did not think that summer broadcasting would show
profits immediately. I regarded it rather as a means of
huilding {future sales, and although the sales figures for
the active fall months support this contention, there was
also an immediate stimulus to summer trade. During the
late summer months, T exceeded the peak figures of the
previous winter.”

NOTHER sales measure which Mr. Auten undertook
during the summer was to make a regular telephone
canvass of residents of the city. His assistants hegan
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upports Local Broadcasting

Merchants Who Have Made Radio Pay—No. 16

with the “A’s” in the city telephone directory and called
every subscriber in the residential district. The inquirer
stated that the object of his telephone call was to learn
whether the work of the Federal Radio Commission had
improved receiving conditions in the city.

The housewife, answering the phone, always gave
information of value, either regarding the standing of
the local broadcasting
station or the receiving
equipment in the home.
Forinstance, the re-
sponse in many cases was
that the family set was

| not “working very well”
N and this. of course, gave
3
{¢ - N
i
4 ¢

a lead for the service department. Or, the
family might be without a radio set and thus
another name was secured for the prospect
list. Sometimes the answer was that the fam-
ily was “tired of radio” and no Jonger listened
frequently. This usually indicated the posses-
sion of obsolete or inferior equipment and
another prospect was secured.

No effort was made to sell anything during
these 'phone calls. Mr. Auten adhered to his
announced purpose of inquiring about the
work of the Commission and thereby obtained
valuable information, both as to the stand-
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ing of the station through which his sponsored programs
are broadcast and as to the type of set and speaker in-
stalled at each home. -

“When last fall arrived,” said Mr. Auten, I decided
to concentrate our selling efforts upon a speaker of me-
dium price which had just been brought out. Just to
avoid giving it free advertising, I will name it the Uni-
versal Speaker. Four days a week, we present a noon-day
program which we call the ‘Universal Speaker Hour.’
This program costs three hundred dollars a month.

“We announce that the program is broadcast especially
as a test for Universal Speakers which we have out on
demonstration among radio listeners. Our listeners are
asked to ‘plug in the Universal and then switch back to
their old speaker in order to compare the quality of repro-
duction.” We always have large numbers of these speak-
ers in the hands of our prospective customers. The
publicity which this program brings for the speaker and
the curiosity aroused result in numerous inquiries daily
for the opportunity to participate in this comparison test.

“Do we sell speakers as a result of this plan? The
figures will speak for themselves. We placed an initial
order for a hundred of these speakers and, within a few
days after the tests began, placed a second large order
which absorbed the entire year's quota for the states of
North Caro'ina and South Carolina for this
nationally known instrument. Ninety per
cent of these speakers have been sold in
Charlotte—a city of 81,000—while the two
states have a total population of over four
and a half million. We have since sold
more than double the entire quota for the




two states and deliveries are still running behind our
orders.

“OUR use of the local broadcasting station for the
last two years has also brought indirect profit.
As its program value has improved, our husiness has
grown proportionately. Today, the station is a member
of one of the largest broadcasting networks. Every
dealer in this area finds that his business has taken a
decided upward trend. Being the only dealers using it,
we are identified with WBT in the minds of its audience.
Therefore we have won
much of the new busi-
ness it has created. In
this respect, I feel sure
we have profited consid-

HIS CHARLOTTE, N. C., radio mer-

a speaker installed for demonstration when he goes home
to dinner.

“During the evening, one of our three outside men
casually drops in to see that our prospect is making the
best possible use of the new speaker. He demonstrates
its superior reproduction on low tones and on various
kinds of music by tuning in different stations with dif-
ferent programs. If the customer shows evidence that
he is already sold, the sale is closed then and there.
Otherwise, the speaker is called for the next day and
removed without ceremony. That is, unless an order is
stgned at the time.

“We never leave any
kind of apparatus, set or
speaker, on demonstra-
tion more than twenty-

erably more than the chant obtains these results from sponsoring four hours because there
dealers who have not programs over the local broadcasting station: is, in every case, a psy-
taken advantage of its . . chological moment he-
facilities. 1 KL’EPJ the PubllC conscious of fore that time when the

“But we do not leave e his merchandise and store sale should be closed.
the entire selling job to through subtle and inoffensive That is when desire has
broadcasting alone. We announcements. been created and has not
use every inquiry that been satisfied. The time
comes to us in building Maintains his summer sales to attack the prospect

2.
3.

sales. Whenever we do
a repair job, however
small or large, we take
the set to our shop where
the work is done most
efficiently. 'While the set
is in the shop, we install
a high grade demonstra-
tion set with our favorite
speaker—just as an ac-
commodation to the cus-
tomer. Very frequently,
the old set is left with
us as a small part of the
down payment on the
‘loaned’ set.

- “We use no high pres-
sure efforts in order to
obtain an opportunity to make a demonstration. We make
it a rule that there must be some evidence of interest on
the part of the prospect before we suggest a demonstra-
tion. We do no house-to-house selling, but when a
prospect does evidence some interest, such as inquiring
the cost of, say, some speaker which he has heard
of through our programs, we lose no time in taking
advantage of the opportunity. If the customer's inquiry
is made before closing time in the afternoon, he finds

sports.

fomers.

4.

station.

curve by broadcasting local

Creates a greater all-year-
around demand for his mer-
chandise by providing first-
class programs for his cus-

Helps maintain good broad-
casting for his community by
financial support of his local

with sales effort is when
his sales resistance is the
lowest.

“We have learned
two things from our sell-
mg experiences. First,
our product is not
cabinets, tubes or instru-
ments, but reproduced
radio programs; and sec-
ond, that in order to get
the lion’s share of the
business of the territory,
we must contribute to
the betterment of local
broadcasting.

“That the pursuit of
these two policies has
been successful is evidenced by the doubling of our busi-
ness this winter over last. In total volume, our business
may not be regarded as unusual when compared with the
volume attained by dealers in large cities which have sev-
eral high grade local broadcasting stations. But, in our
territory, where overhead is reasonable, we have proved
that intelligent use and support of local broadcasting
substantially increases the sales opportunities of the
dealer who employs it.”

UCH has been said and much has been
M written in the past few weeks about

television and its immediate possibili-
ties for the radio trade. Television as a prac-
tical source of lome entertainment is no nearer
today than it was a year ago. The June issue
of “Radio Retailing”—the Trade Show num-
ber—will discuss the present status of tele-

Why All This Excitement About Television?

vision, bringing the subject right wup-to-date
in its development.

The reasons why television is still many
vears off from the standpoint of wuniversal
home entertainment and why the radio trade
and radio-buying public should not hold off
purchasing present types of radio recetvers are
told in this analysis of television.
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How
Can He Reach
YOZI?’ Store.?

T he merchants in the congested district of Watertown, N. Y., have
an effective method of getting the automobile shopper’s business

tailers and other merchants of Watertown, N. Y.,

through their Chamber of Commerce, have a novel
method of solving the parking problem and, at the same
time, bringing them business. The same arrangement
could be made hetween any radio merchant and a down-
town garage in any city where a parking problem exists.
Here is the Watertown, N. Y., plan.

Advertisements are placed in the local papers inform-
ing the public that all who purchase at member stores
may park their cars at Hall’'s Garage,
near the center of town, without
charge for the day’s service.

Any autoist accepting this offer
brings his car to the garage and is
given a serially numbered auto
identification tag, the corresponding
stub being attached to the machine.
Then the motorist may go to any of
the stores designated on the identifi-
cation tag, and, after making a pur-

RADIO merchants, hardware men, dry-goods re-

plan
does not

about
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UNDER this parking

the
need
parking when
buys at your store. He gets
free parking in a garage
and you get his business for
the expenditure of a dime.

chase, receive a Chamber of Commerce Co-operative
Parking Ticket with his name and the date on it.

When the autoist calls for his car, he turns over the
identification tag originally given him by the garage man
plus the parking ticket he got at the merchant’s store
and there is no charge made.

The Chamber of Commerce sells the merchants these
parking tickets at nine for a dollar and the garage man
cashes them at ten cents each, the dime difference going
for advertising. Purchases are also checked {free.

The plan is working out profitably
for all concerned and is producing re-
sults. The customer saves money on
parking, the dealer gets additional
business for the added expenditure
of a dime, and the garage man, al-
though he cuts his parking fee ten
cents, makes contacts through this
plan, that more than make up for this
difference in his usual charge for
parking.

customer
to aworry

he
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1 he “l\/l OTHER’S DAY” 1 heme

ALONE—With the World 538

A SUre CURE FOR THE BLUES

(Above) “Mcther’s Day” is usually the first or sevond
Sunday in Mav. Las year, the Francis Votor Con
pany. Lemoyne, Pa.. i this window, cleveray put 1cres:
the idea that Mother -oill never be lonely i~ ske las ¢
radio set.

‘FuLL oF Goop Music”

(Left) The “Treasure Chest” idea cgaii. Tle Do
Music Company, 1Wes® New York, N. J., i i/ leles
shop to feature the thewe that “a radio set is a vreasc
chest of musi=”

e e S ca——— e

How RepPrcpUCEES ARE MAaDE

(Rignt) The H. C. Capwen depart
ment store, Oa2land, Cal., rec22¥y co-
operated with the Role Cewpany ir
preparing this unusual windce whick
graphically illustrates the var.oes sieh:
n the manufacture of reproduccrs.
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ADIO Windows

FLOWERS—AND RADIO—FOR MOTHER

(Above) The Woodward and Lothrop Company,
Washington, D. C., dressed this attractive win-
dow for Mother’s Day last year, portraying ‘he
thought that flowers and a radio sei inake iacal
remembrarces for Mother.

Futuristic

(Right) This window of the New
Haven Electric Compary, New
Haven, Conn., is an evczllent ex
ample of concentration. I'he black
and white streaners converging cn
the set make it tmpossibe for tme
cye to muss the receiver cn display.

cosPEL
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SELLING THE PROGFAMS

(Left) The various types of e-tter-
tainment available by redio are
cleverly cxlibited in this wir dow
of the Cherles Mashek Company,
Cleveland. O. The backgrourd is
in the form of a dial throuyh wehich
radio programs may be glanpsad.
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2 SALESMEN

i’r'.

1 Service MaN

$25,000

07€ Semz’ce

Why a Columbus,
Ohio, merchant found

‘ N J HEN Ben Rhodabarger opened a “neighbor-

hood” radio store in Columbus, Ohio, two years

ago he hired one salesman and one service man,

making two salesmen, and one service man, including

himself, as his organization set-up. Business was fair

the first twelve months, about $25,000 gross, but it did
uot grow fast enough to suit this Columbus merchant.

A year ago this February Mr. Rhodabarger let the
salesmen go and hired another service man, leaving only
himself to take care of sales. The wisdom of his action
is indicated by the fact that for the year ending January
31, 1928, “Ben’s Radio Shop” showed a total gross in-
come of not quite $49,000 and a net profit of $6,200.

Mr. Rhodabarger was asked for the secret of his suc-
cess in selling merchandise through his service men, and
he explained it as follows: “I went over all of my sales
plans and service methods,” he states. “and came to one
conclusion—that I was not doing enough neighborhood
business. In other words, not enough repeat volume,
not enough prospects from set owners in my section of
the city.

“I was getting a great many local calls for service
from people who had purchased sets and accessories
downtown, so I decided to see how much merchandise I
could sell them by going after them through service men.

“That second service man was put on, appareutly for
service to our customers—to build a reputation for Ben’s
Radio Shop that would make it known as the shop which
takes better care of its customers than any other radio
store in Columbus; actually he was put on to get those
small sales which help to keep your customers with you,
and to secure leads for new set customers which were
unobtainable otherwise except by canvassing.

s BVIOUSLY with 160 customers on the books

one service man could not find the time to contact
these prolific sources of repeat business and new set
leads, as much as the opportunity demanded. I was tied
down either in the store or in following up new pros-
pects. The other salesman—well, he just couldn’t or
wouldn’t work with these people: felt that the repeat
business was too small for him to bother with and that
getting leads for new sets from these customers was too
much like canvassing. With the service men, however,
this repeat business is part of their work. They have a
legitimate entrée to these sales and the leads for new set
customers come along as a matter of course.

“I believed that there was a big replacement market
for the radio merchants who would cultivate this field.
As proof of the correctness of my belief both my service
men sell enough accessories to pay their salaries. A
careful record which I keep shows that for 1927 the
average sale per service call was $8.14.
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it profitable to take on
an extra Service man

“In addition to this business I have kept record of the
sales that I have closed from the new set tips which these
men have turned in. This last element in their activities
accounted for 35 per cent of my gross sales last year.

“The beauty of the organization set-up, now, is that
the Service Department is not rushed to death with
emergency calls. Before I made the change the one
service man was rushed to death with calls, even though
‘we two salesmen were not feeding him as much work as
we might have done had we been producing 100 per cent.
Now, I find that the two service men have about 30 per
cent of their time available for missionary work.

“Consequently they have time to perform each task on
schedule, and to chat a while with the customer before
leaving. Since the men have this spare time, I require
each one of them to call daily on about three set owners
who have not put in a call for service for some time. I
give them these names each morning and they in turn
give me a report on them each night as to sales or pros-
pects of sales.

“My service men are clean cut. They like to sell and
they have no difficulty in securing an entrance to a set
owner when making their promotion calls. They handle
the minor transaction personally and refer the trade-ins
to me. In addition to these activities, the second service
man that I hired keeps the sales books and the service
record. This relieves me from those details and con-
sequently I have more free time to work on the prospects
for new sets.

ONCERNING the opportunity for volume in the

replacement business, Mr. Rhodabarger claims that
the radio business is in a class by itself because there are
at least six chances for increasing sales: (1) Replace-
ment parts, such as new batteries and tubes; (2)
“modernizing” the old d.c. outfit with a.c. harness and
tubes; (3) latest type accessories for old ones, such as
A or B power devices for batteries or a power speaker
for use with the present set; (4) equipping the phono-
graph with an electrical pick-up; (5) selling the cus- 2 S M
tomer the latest type set to replace his)older model; (6) ERVICE EN
getting leads on new customers from your old ones.

Furthermore, stressing service is a particularly sound

policy for the neighborhood dealer to adopt, according to B e e
Mr. Rhodabarger, because it is the most effective way SRR
- for this class of merchants to meet the price competition

and “prestige” of the downtown establishments. ‘‘De-
velop the things in which the other fellow is most apt to

) be weak” he declares, “by featuring personal, prompt,
conscientious and skilled attention.”
In these things the neighborhood radio store is, as a
tule, in a far better position to render satisfaction than ,

the larger, more unweildy and remoter downtown store.
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Preventing

NSTALLATTO

This merchant gets the customer’s signed O.K. on the installation
and demonstration—and leaves no reason for a come-back afterward

© Ne 115t
. REPORT
. \.\.AT\ON AND DEMONSTRAE(C)N
INSTA! B . .
e = I tomer, over his own signature,
= e RECEIVED

adis Make PROGRAM

Senst No

has acknowledged that every
bit of the installation work
was carried out by the store,
according to contract.”

The details of the system
are carried out in the follow-
ing manner:

The demonstrator takes the
report to the home of the cus-
tomer after the service man
installs the set. He lists in the
proper spaces the program
brought in, giving the recep-
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ADILO merchants are very often confronted with a

variety of comebacks from customers after a set

has been installed. This added service of installa-
tion and demonstration seems to invite still more service
until the selling cost becomes entirely out of proportion to
the margin of profit. :

Customers will insist that the salesman “promised”
so and so; that “the aérial isn’t just right;” or that “the
radio never did function properly.”

The Liberty Music House, Seattle, Wash., has elimi-
nated 90 per cent of its after-delivery service expense
by the use of a plan that is both simple and effective.
E. R. Mitchell, president of the firm, states that after
several months of operation. the system is working out
splendidly.

“As soon as one of my salesmen has made a sale,”
says Mr. Mitchell, “he fills out. in the presence of the
customer, an installation and demonstration report. This
report is made in triplicate. Tt is given the same num-
ber as the contract for the sale on the ledgers, and is
filed with the contract under this number. The duplicate
goes to the service department; the triplicate hecomes
the property of the customer. This report later assures
the firm of the customer’s satisfaction because the cus-
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The installation and demonstration re-
port which is siyned by the customer

tion of each program, as voiced
by the customer, as it is re-
ceived. The service man, when
he installed the instrument,
has previously noted every
particular which may later
have a bearing on the trans-
action, such as the length.
direction and type of aérial
and ground wires, the location
and whether or not there was any interference. Should
the service man break a window, or otherwise damage the
customer's property in even the slightest detail, he in-
cludes this in his report. The report is checked when it
is turned into the office and steps are taken immediately
to remedy any difficulty or damage, hefore the customer
has an opportunity to complain.

The report also embodies a “test record” for the bat-
tery equipment. The test is made in the presence of
the customer, who, at the same time, is carefully in-
structed in the care of batteries. Attention is also called
to that part of the contract which tells of the care of
batteries and tubes, stating that replacements of these
parts are at the customer’s expense.

OR the benefit of both customer and demonstrator,
L who is thus able to make sure he has overlooked noth-
ing, one sheet of the report asks a series of questions,
which must show satisfactory answers on the report.
These questions follow :

What members of the family heard program or were present

Radio Retailing, A McGraw-Hill Publication




USTOMERS will in-

sist that ‘the salesman
promised so-and-so,’ or that
‘the did work
properly,”” says E. R.
Mitchell, of Seattle, Wash.,
“but I get them to acknowl-

seft never

edge, over their own signa-
that the

and demonstration 1is

ture, installation
en-
tirely satisfactory. As a re-

sult, 90 per
after - delivery

cent of my
complaints

have been eliminated.”

A TR R R R R R R

when given instructions on how to operate and care for
set?..........

Does customer most desire long distance or good tone
quality ..........

Does customer understan(l that this set is not sold or guaranteed

Does customer understand that storage battery must be re-
charged every week to ten days, and that water must be added

Were tubes and batteries tested in presence of customer?
Does customer understand that the life of dry A and B bat-

Finally there are lines for “Other promises made.”
Usually the listing is “none.”

But the paragraphs that really take the “'catch™
complaints, read as follows:

- t‘ T .,‘M -

It is 1mposslble for us to guarantee this set for distance as
results vary wlth different locations, atmospheric conditions, local
dlsturbances«and theability of the operator.

It is also understood that should a service man be called to my
house in the future for other service than on the bare radio set
and speaker, I agree to pay for all such extra service at the rate of
$1.50 per hour—plus all renewals.

Purchaser’s signature on this report is evidence that the condi-
tions of this sale are understood and that the set has been properly
installed and is functioning satisfactorily, and that he agrees that
all representations made to him by any representative of the
Liberty Music House are incorporated herein and that dealer will

out of
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not be bound by any representation or agreement other than ap-
pears herein.

An experienced service man will call at your house within 10 to
20 days from this date to thoroughly inspect the installation,
answer all questions and help you in any possible manner.

“When the customer signs this document all chance
of argument is eliminated,” says Mr. Mitchell. “How-
ever, we will not accept the report as final until every-
thing on it indicates that our part of the bargain has
been completed to both our satisfaction and that of the
purchaser.”

In the event that any follow-up service calls are made,
a report is attached to the original report, giving com-
plete details. When the customer appears at the Liberty
Music House to report trouble of any sort, the sales per-
son excuses himself for a moment, and goes to the files
where he can quickly look up the report. With this in hand
he has a comprehensive story of that customer’s instal-
lation before him. The customer does not make false
claims, and no guessing as to probable length of aérials,
ground wires, types of batteries, tubes, and so on, is
possible. It is no longer possible to say, “The salesman
promised that you would do so and so.” “Over the
customer’s signature the ‘promise’ report states that no
other promises were made than those embodied in the
report itself.

(Please turn to page 80)
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With elimination of separate

power-supply equipment, furni-

ture becomes the radio mer-

chant’s largest profit-getting
accessory

’ I \HE opportunity to do a real selling job
on fine radio furniture has been very
much neglected up to date. Few radio

merchants are adequately stocking or prop-
erly displaying quality furniture. Yet, because
of the trend toward A.C. operation and com-
plete units, with the speaker and power equip-
ment built in, radio furniture remains the only large accessory
with which sales and profits can be increased.

The importance of this newest accessory was never greater than
it is today, and it will become increasingly greater as time goes on.
Radio furniture, therefore, as an article of merchandise for the
dealer to buy and re-sell to his customers as part of their radio
installation, requires no little attention and study on the part of
the radio trade. It requires, also, an understanding of the fascinat-
ing features of quality radio cabinets and a knowledge of how to
sell them.

The talking points of radio furniture, according to authorities
on the subject, may be classified into seven sub-cdivisions: woods;
construction; workmanship: design; period authenticity; finish;
differences of various historical periods as applied to design. The
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the -\ ewest

dealer should understand that the woods
most commonly used are, in the order of their
popularity and quality: walnut, mahogany,
oak and gumwood. Today walnut is having
the call, and butt walnut is more expensive
than grain walnut and is also infinitely more
beautiful. He should know that butt walnut
is obtained by sawing diagonally the butt of
the tree, that is, the section of the tree where
the grain is influenced by the junction of the
roots. This produces a very good
burl effect. To obtain this, how-
ever, requires a very high grade
o of skill in polishing and a more
expensive previous treatment or
“filling” of the end grain.

Thus it will be realized that to
obtain beauty takes more time
and money. Matching and fit-
ting is another factor which the
dealer can appreciate and point
out to his customer. It is easily
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gURN[TURE

Accessory

T he talking points
of radio furniture,
according to author-
ities on the subject,
may be classified into
seven sub-divisions:

Woods;
Construction;
Workmanship;
Design;

Period Authenticity;
Finish;

Historical differ-

ences in design.

seen, therefore. that
without a knowledge of
these factors, a good
selling job cannot be
done, and that with
them, the desire to buy
can be raised to a high
degree.

The merchant should
be in a position to know
and point out the dif-
ference between the mass of cheap furniture which has
flooded the market and well-built quality cabinets of
authentic design and perfect workmanship. This should
be studied and learned for the dealer’s own protection as
well as for the protection of the customer.

Radio Retailing, May, 1928

CONSTRUCTION

Fine radio furniture
is reinforced inside
with angle blocks
fastened with a su-
perior quality of glue.
Cheap radio furniture
is nailed, and there is
a profuse use of light-
weight panels. Good
radio furniture does
not use these light
panels, but uses at
least 3-in. stock, the
corners of which are
grooved and glued,
and, in many instances,
further re-inforced
with screws.

VENEERED VERSUS SOLID

It does not necessarily follow that every part of a qual-
ity cabinet must be solid wood. It does follow, however,
that certain parts such as door rails, legs and stretchers,
if solid, are a mark of quality furniture. Hand carving
is also a mark of good workmanship.

PERrRIOD AUTHENTICITY

Here is where the dealer can put up a good sales talk.
Although periods overlap and there is a good opportunity
for variation of design, there are certain distinguishing
marks between authentic copies of the old masters and
“free design.” The latter is neither here nor there.
Obviously, authentic copies are more expensive.

The dealer cannot quickly perfect himself in this vast
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subject; his protection, therefore—which he can pass
along to his customer in his sales talk—is to buy his radio
furniture from a reliable manufacturer.

Fixisu

Generally speaking, a varnish job is a cheaper job than
lacquer rubbed down to a high polish finish. The eve can
be pretty generally relied upon to differentiate between a
cheap and a quality finish.

HrstoricaL DirrERENCES AS APPLIED To DESIGN

However, the dealer can go so far as to educate him-
self in the fundamentals of period differences. He cer-
tainly should be able to identify a Spanish design from
that of the I'rench and also the difference hetween two
or three of the English periods.

He should realize that curved lines, even though the
period is not exactly the same as the other furniture in
the room, will be har-
monious. Conversely, that
if the furnishings of a
room are straight and
severe, no piece of curved-
line furniture, regardless
of the exact period, would
be appropriate. "

The matter of design in
furniture is of no less im-
portance than dependdble
construction. Furniture
is  built along classical
lines, or along jazz lines,
just as musie, architec-
ture, or anything that re- :
lates to the liberal arts. As a matter of illustration, no
one would think of tearing a page from the Sunday
comics, frame it and hang it as a decoration in his living-
room. Yet designs in furniture equally as grotesque are
purchased and put into rooms either because they are
cheap or because that is what was offered with the set.

There is much to draw upon in designing furniture.
The various periods of design link themselves in a definite
manner to all the political periods of history—such as
the Byzantine Empire, the Egyptian, the Assyrian, Chal-
dean, Grecian, Romanesque ; the inflyence of the Renais-
sance following the Crusades, the Medieval, Spanish,
Gothic, Veronian and Umbrian.

Then the periods of more modern times—in England,
the Tudor, William and Mary; Queen Anne; Eliza-
bethan ; Jacobean ; Charles, the First; Cromwellian ; Geor-
gian; English Chippendale; Adam; Hepplewhite. In
France, Touis NIV, XV, XVI, and the French Empire
period. In Northern Europe, following the Gothic,
there was the Flemish and a distinct period of design,
developed in the Netherlands and Holland, which proved
a forerunner to the American Mission.

In the United States, we have three distinct types of
Colonial furniture—the Massachusetts Bay Colonial, the
Bay State, and the Virginia. The characteristics of these
are distinctly different. Furniture at the present time has
developed a period of design which some call the “transi-
tion period” covering the period from the French Empire
to the establishment of the Republic.

In Southern California, missions brought and devel-
oped a period of furniture known as American Mission
that was very popular a decade ago.

All of this is a very comprehensive study and for the
radio dealer or the radio jobber to acquaint himself fully

with if.
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ADIO furniture is becoming
increasingly important in the
radio sales picture.
should acquire a knowledge of radio
furniture. This article tells why and
how he should become familiar

is almost out of the question. The next best that he can
do is to handle the product of a radio furniture manu-
facturer who is able to give him furniture that is cor-
rectly designed and follows definite and consistent period
lines.

THE OPPORTUNITY FOR SUMMER SALES

From the standpoint of the radio merchant, radio
furniture presents an opportunity to contact his customer
list and to bring interested persons to his store. Cus-
tomers should be informed that developments in radio
have now reached the point where they may safely buy
radio furniture of high quality. investing from $200 to
$500 with the full assurance that, even if they do wish in
the future to purchase a more modern radio set, they will
not have to scrap the furniture; that radio sets are now
being designed to fit in any good piece of radio furniture
providing the cabinet is of ordinary proportions.

With this furniture
trend assuming such pro-
portions, those selling
radio become more than
merchandisers of electri-
cal or musical equipment.
They Decome from the
standpoint of net profit
and gross sales, merchan-
disers of radio furniture
also. Every dealer should
establish a personal and
Intimate contact with a
reputable distributor or
manufacturer of quality
radio cabinets. Every
dealer should have on hand, in addition to three or
four samples, photographs of other cabinets. He should
be in position to obtain for his customers, furniture of
any period which will match the period of the furniture
already in the customer’s homie.

Fine furniture also presents another opportunity which,
at present is neglected. In advertising, sales, promotion
and direct contact, furniture should be stressed, and the
fact that the dealer is qualified to discuss this subject

with a discriminating public ought to he prominently
displayed.

Every dealer

Ly
BUSINE%‘ ANGLE

Fine furniture carries an adequate “spread.” Tn many
instances, the store can establish its own mark up. There
are no service expenses and there are few, if any, come-
backs. A quality sale will always make a satisfied cus-
tomer. Then there is that appeal to social pride. If the
prospect has been properly educated and sold, he or she
will make it a point to discuss, and hence advertise, the
store and the piece of furniture.

There is the instance of V. C. Hedrick of the William
Sport Shop, Rockford, 1., who obtained three other
sales for quality cabinets on the strength of the fact that
he sold the original purchaser a real quality job. Fur-
thermore, in the same instance, two of these prospects
came to him because of their interest in furniture, and
purchased, without argument, the particular make of
radio set which this dealer was handling. Tn other words,
the sales resistance on the radio set had been completely
negated by the desire for the cabinet.

Thus it will be seen that the dealer who goes into fine
furniture right, opens up an entirely new field of mer-
chandising and of profit.
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atent ] nterchange PLAN Rmdy

Cross-licensing contract will be presented to R.M.A. niembers at
June convention — Hoxe its operation will benefit entire industry

HE final draft of the patent cross-licensing con-

tract of the Radio Manufacturers’ Association is

now practically completed and will be submitted to
the entire membership of the R.ML.A. for its approval,
or disapproval. during the June convention, according
to A. J. Carter, chairman of the Patent Interchange Com-
mittee. If ratified it is the intention of the committee
to submit this contract to the individual members of the
R.MLA. for their signature. If a sufficient number are
obtained it will at once become effective.

While the detailed terms of this contract are not yet
available for publication it follows closely, it was stated.
the verbiage of the agreement which has been operating
with such signal success during the past ten years in
the automobile industry under the auspices of the Auto-
motive Chamber of Commerce.

Despite the fact that this subject is not a complicated
one and that it has Dheen explained verbally a number of
times before individual groups of dealers. jobhers and
manufacturers there still remains considerable uncer-
tainty as to just how “patent pooling” works. Briefly,
as explained by Mr. Carter, it means that the signers of
such a contract agree to license all other parties to the
agreenment so that all may enjoy the benefits of those
patents which are not revolutionary in character or which
do not possess extreme nierit. I£ach member retains the
ownership of his patents.

COMMITTEE will be appointed to pass on the

relative merits of the patents submitted. If an in-
vention is thought to possess unusual merit this com-
mittee will fix the royalty under which it will be available
to each signer. The experience of the automotive indus-
try has been that there are few such inventions. The
majority of radio patents submitted will undoubtedly
be available, without fee, to the other members of this
pact. In practice it has worked out that each contributing
member, i return for the comparatively limited number
of patents which he submits, 1s more than compensated
because he can use any or all of the total number in the
pool, either without cost or on a reasonable royalty
basis. Those receiving this royalty are saved the cost
of defending the patent or patents.

Already several influential patent-holding groups have
expressed a desire to sign such an agreement purely as a
matter of good business. “Tt will cnable us to lower
the maintenance and selling costs of our licenses. Thus
our licensees will be able to lower the asking price for
these patented products. This should result in greater
volume and in a total return greater than at present,” is
the reasoning advanced by these companies.

Another feature of equal importance: It is the in-
tention of the Radio Manufacturers’ Association to
assemble a patent library and research burean in charge
of a competent lawver. This will relieve its members
from the burden of patent research work.

Again the signers of this license will agree to defend,

Radio Retailing, May, 1928

collectively. any individual member against suits brought
by outsiders covering any of the patents submitted,
They will agree also not to enter “inter-association” suits,
according to Mr. Carter.

HE chief benefits of the cross-licensing plan are
summarized by Mr. Carter as follows:
It will protect the indepcgndent mventor in that it will give him
a large immediate prospective market for his invention.

It will protect the manufacturer holding meritorious patents as
he will not be deprived of a reasonable royalty, and this in a
broader market and without the need for expensive legal battles.

It will protect the members to this agreement against suits by
outsiders, as such suits will be defended by the organization as a
whole.

It will encourage member companies in developing the art.
Patent research facilities will be at their disposal. And if an

invention proves outstanding, there will be an adequate royalty
mcentive.

Such patents will practically be “self-adjudicating.”
If some other member of the agreement wants to use a
“pooled™ invention which carries a royalty he is auto-
matically hound. by the terms of the agreement, to pay
the royalty which the committee has decided should
properly accompany such privilege.

The ratio of patents turned in to patents available
without cost, will, it is estimated, be not less than one
to thirty.

The patent department, which will be maintained, will
make available the entire patent history of the art at a
cost many times less than has. to date, been the case.

Mr. Carter pointed out that his committee has been
actively at work ironing out the preliminary details of
this undertaking for the past twelve months. Tts oper-
ation, it is claimed, will benefit not only those subscribing
to it, but every dealer and jobber as well. Tower manu-
facturing and selling costs should result, which should
spell greater unit sales and net profit all down the line.

$1 Down Doesn’t Pay

MAA'Y stores selling radio on time
paxments have adopted the policy of
“only 81 dowen and the balance on your
own terms.”

But the cxperience of one store demon-
strated conclusively that this policy wuas
steering them straight into bankruptcy.

The story of this business, how it real-
ized the folly of seclling radio on those
terms and what it did to save itself is stir-
ringly told i next month's issuc—the

Trade Show Number.
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It pays to look over the advertisements, not only of com-
petitors, but of firms in other fields as well.

an advertisement with a real sales idea behind it.

It 1s easy enough to write an ordinary ad that takes
on the aspect of a simple business card or announce-
ment, but the fundamental function of advertising is
more far-reaching than that. It should attract atten-
tion, appeal convincingly and, most important, it should
get action in the forni of a visit to the store.

It is easy enough, also, to put an idea into definite
form and to incorporate it into an advertisement, but
where to get the original idea for an ad with an effective
sales appeal is the problem most of us face.

For the radio dealer with neither the time nor inclina-
tion to create his own advertising ideas there are plenty
of places where he can get excellent material and sugges-
tions, usually prepared by men who are skilled in the
art of printed persuasion. And all that is necessary is
to adapt them to our own business. Various sources
for valuable advertising aid and practical suggestions
may be drawn on. Some of them are:

IT TAKES time to originate, think out and write

MANUFACTURERS AND JOBBERS

Most manufacturers and jobbers have advertising
departments or dealers’ service departments, which, in
addition to providing window and counter material, help
the store owner prepare his advertising copy and lay-
outs, suggest possible appeals and co-ordinate his cam-
paigns.

It is a regular part of manufacturers’ service depart-
ments to provide, either free or at cost, advertisements.
pamphlets and circulars, with the dealer’s
name and address, for consumer dis-
tribution. Also, if desired, the engrav-
ings for most of this advertising material
can be obtained, with space left for the
dealer’s imprint. Of course, an adver-
tisement or folder gotten up in this way
may not always be completely to the
dealer’s liking—Dhut it can be adapted to
particular needs, and it may contain the
germ of an idea which may be used.

NEWSPAPER SERVICE DEPARTMENTS

Most newspapers have advertising
service bureaus. Some of these will go
so far as to conduct preliminary surveys,
if the advertising warrants it ; and make
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Practical suggestions as to pos-

sible sources of aid in the
By OVID

a study of the dealer's market for him. They can be
of valuable help because of the fact that they already
have had the experience of helping to develop the adver-
tising of other merchants in the same line. These bu-
reaus, of course, also help in preparing copy and layouts,

PRrRINTERS SERVICE DEPARTMENTS

High-grade printers maintain service departments for
their customers. Where direct-mail advertising is con-
cerned; as for example, booklets, leaflets, folders, blot-
ters, broadsides, and similar material, they can be of
material help. Here again, their broad experience in
other lines will serve the radio store in good stead.

EMpPLOYEES' AND SALESMEN’S SUGGESTIONS

Salesmen are always a good source of advertising
ideas. Coming in contact, day after day. with prospects
and customers, they acquire an uncanny knowledge of
appeals which have proved effective; what part of an
advertisement catches the prospect’s fancy first; and the
things customers look for in their purchases. After a
while, they acquire well-developed thoughts on just what

Association meetings are fertile ground for advertising help
and suggestions

Radio Retailing, A McGraw-Hill Publication
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preparation of advertisements
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with effective sales appeals
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Useful, constructive, suggestions may be obtained from prospects who
are experienced business men

is likely to be most successful in getting customers. They
should be consulted periodically for ad suggestions.

One company, in spite of the fact that its advertising
was done by an agency, got some of its most success-
ful “copy” from its salesmen, and ran monthly adver-
tising-suggestion contests in order to bring out their
ideas.

Tie-Ups WITH INDUSTRY OR MANUFACTURERS’
CAMPAIGNS

A good many merchants in radio as well as in other
lines do not realize the opportunities to tie-up their
advertising campaigns with those of their manufacturers
or their industry.

Large industries usually conduct promotional cam-
paigns periodically, and the wide-awake business man
should be in a position to make the best use of them.
Manufacturers, of course, also conduct newspaper adver-
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The broadcasting of prize-fights, baseball games and
conventions, offers good advertising opportunities

tising campaigns. The dealer can take advantage of the
popular interest thus stirred up by connecting his own
advertising with that of the manufacturer.

INDUSTRY MEETINGS AND CONVENTIONS

Real business men always make every
effort to attend the meetings and conven-
tions of their industries for they are fertile
ground for helps and suggestions in all
departments of business. It is possible
that the problems confronting one dealer
may have been met and solved successfully
by his neighbor, and usually, he is glad to
tell how he did it.

Some of them will have good ideas re-
garding advertising and sales campaigns,
which will be well worth the time spent in
attendance at the meetings.

ADVERTISING OF OTHER FIELDS

It will always pay a man to look over
the advertisements, not only of his com-
petitors, but of firms in other fields as well.
Many store owners clip and file for future
reference all good examples of successful
advertising. Some little idea or apt phrase
in the other man's advertising, may provide the basis
for a good advertisement.

Hints FrRoM CUSTOMERS OR PPROSPECTS

When talking to prospects, every salesman should be
on the lookout for any new likes or dislikes they may
express about a set or accessory; things which he had
not thought of before as being of value in determining a
sale. He can also find out what type of advertisement
they react to most favorably.

Then too, some prospects may be experienced and
successful business men or women and might be able
to make constructive suggestions.

News ITtEms, HoLipays, SpeciaL EVENTS

Advertising can be very easily tied up with holidays,
seasons or special events, and thus provide one’s
(Please turn to page 93)
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“We Must See That
The Dealer Prospers |

George Urquhart, new president of the American Piano Com-
pany, recognizes the dealer as the vital factor in distribution

The American Piano Company recently undertook a
radical change in its distribution policy. It eliminated
two out of three dealers in a territory, and chose the one
best qualified for the exclusive representation of its en-
tire line.  On such dealers the American Piano Company
will concentrate every effort to increase their volume and
net profit.

This recognition of the dealer as the basic factor in the
prosperity of trade contains an tmportant message for
the radio industry.

HERE are three kinds of music sold through the

I retail trade to the American public—table d'hote
music, which is radio—a la carte music, which is

the phonograph—and music for self-expression, which
is the piano. When the phonograph came many people
believed that it would destroy most of the market for
pianos. And when radio came hurtling over the horizon,
again it seemed that the sale of records and phonographs
would be killed. But it is not so. For each industry
provides a different kind of music and the coming of
each new service of music has expanded the public appe-
tite for music. The three are supplemental. Each has

its place in the same house. The same dealer can sell -

them all—if he be organized and equipped to do so—and
become a retailer of all forms of music to the home.
And the experience of the piano industry is of interest
to the phonograph or radio man and methods that prove
successful in merchandising pianos are worth their atten-
tion.

It is for this reason that the activities of George
Urquhart, recently appointed president of the American
Piano Company, are worth watching. Mr. Urquhart
was formerly assistant vice-president of the Bankers’
Trust Company. He comes into the music trades with a
fresh mind. He takes over the largest piano manufac-
turing industry, and three great instruments—the
Mason and Hamlin, the Knabe and the Chickering
and also a number of other makes. He inherited an
intricate distributing set-up, practically three separate
dealers in every city for the three leading pianos—a
Mason and Hamlin dealer, a Knabe dealer and a Chick-
ering dealer. All three sold the Ampico reproducing
mechanism.  All were in competition with each other.
Mr. Urquhart decided to correct this competitive con-
dition, where every American Piano Company dealer
had two other dealers opposing him, by selecting the best
dealer in each community and giving him the entire line.

This revolutionary change greatly simplified the com-
pany's distributing process and this elimination of
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competitive dealers resulted in only 10 per cent reduction
in sales. But, although it was not required of them,
95 per cent of these picked dealers, because of the
increased lines made available to them, threw out all
competing merchandise and the American Piano Com-
pany’s sales volume immediately started climbing up.

Mr. Urquhart sees no competition between radio and
the piano. He is encouraging his dealers to carry phono-
graphs and radio to broaden their line, widen their
season peak and help carry their overhead. But it must
be a balanced operation. About 75 per cent of his
dealers now sell radio and some dealers. he says, have
neglected to push pianos in their enthusiasm over radio.
But in his opinion the piano provides the greatest ele-
ment of stability to a music store, because, while a
widely-advertised radio brand will be purchased from
any store, the reputation of the dealer is a vital factor in
the sale of a piano. The life of a piano is long, and
even though millions have been sold, there still remain
many thousands of homes without pianos. There should
also be regarded the potential possibilities of replacing
old pianos with new ones or with reproducing pianos.
The piano industry has been backward, Mr. Urquhart
feels, in its conservative selling methods. It has let
others get the first crack at the installment dollar. He
believes that the piano should he sold more energetically
from house-to-house and on easy payments; supported
by telephone canvassing and by active advertising.

“The prosperity of the music industries, and the
manufacturers of radio and phonographs as well as
pianos, depends upon the prosperity of their dealers.”
Mr. Urquhart states this as a fundamental. “The best
dealer and the best salesman is the man who has the in-
centive of ownership to give him zeal to work early and
late, for much of the selling is best done in the evening.
It is basic that the manufacturer cannot prosper unless
the dealer prospers, and the first responsibility of the
manufacturer should he to guide and aid his dealers to
establish policies and methods that will make money for
the retailers and establish them strongly as successful
business men.  The manufacturer cannot prosper at the
expense of his dealers, nor the dealer at the expense of
his manufacturer. Their relationship must he a bal-
anced sympathetic partnership that is mutually profit-
able.  The future of the radio and music trades,” he
believes, “rests largely upon this relationship, and the
manufacturer must recognize his obligation to build up
strong. thrifty dealers if he is himself to go forward.
We cannot tell the retailer to work out his own salvation.
We must see that he learns how to prosper.”

Radio Retailing, A McGraw-Hill Publication
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TPTHINGS certainly move fast down on Cortlandt

Street, New York. When these phoios were
wmade, this teas Stewart’s emporium of radio, the new-
est an that femous thoroughfere. Before they could be
published, however, Stewart’s had gone the way of all
bad little radio stores, and it is now Child’s.

UT, no matier what the namne is at the

moment, the store is an excellent exam-
ple of an attempt to create a home-like
atmosphere. Each demonstration room is
buit i the form of a miniature home, with
doors, windows, awnings, chimueys, roofs
and all the fixings.

The cost? A mere trifie—about $10,000.

S—— -_—
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1927 Exrorrs

Large foreign market exists for American-made radio
parts, according to Department of Commerce analysis

foreign countries is apparently stabilizing at slightly
in excess of $9,000,000 annually, although excellent
possibilities exist for increasing this figure in future
years. Total exports in 1927 were $9,182,414.
Analyzing the country-by-country figures in the table
at the right, it is seen that Canada is the largest buyer
of American radio products, with total imports in all
types of apparatus, of $3,163,903. Australia is second
with $1,501.987; Argentina third, $1,229,554, and New

I :XPORTS of American-made radio apparatus to

Zealand fourth, $534,520. Thus these four countries
accounted for exports of $6,429,964, or more than two-
thirds of the total foreign market last year.

JarPaN LARGE BUvYER oF TRANSMITTERS

In the individual types of equipment, it develops that
Japan was the largest importer of broadcasting equip-
ment from the United States in 1927, this figure reaching
$55,874. Argentina was second in broadcasting equipment
with $51.014. The United Kingdom and China are close

...... e

Radio Tubes

$1,004,337

7 Radio Receiving Sets

$2,961,301

Radio Exports in Various Types
of Products During 1927

Radio Receiving Set Accessories

$2,509,946

Radio
Transmitting
Sets and Parts

$401,109

Radio Receiving Set Components

$2,305,721
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$9,182,414

Prepared exclusively for “Radio Retailing”

By H. E. Way

Assistant Chief, Electrical Equipment Division
U. S. Department of Commerce

thirds, Great Britain buying $34,499 worth of transmit-
ting equipment and China, $34,262.

In complete receivers, Canada constituted the largest
single market, this figure being $1,128,803. Argentina
ranks second here with $453,475, and Australia third
with $429,831. New Zealand and Uruguay are the only
two other countries to import more than $100,000 in
receiving sets last year, although Brazil accounted for

$91,540.
AusTrALIA LEADS IN TUBE PURCHASES

N TUBES, the leading market was Australia with a

total of $267,093 in all types of radio tubes. The
second largest market in this particular accessory was
Canada with a total of $145,051. Argentina was third,
the figure there being $117,257. No other country im-
ported more than $100,000 in tubes, the next largest mar-
ket being Japan, with $95,283.

In parts, by far the largest market is Canada which
bought a total of $635,671 worth of components from
the United States in 1927. Next was Argentina again
with $471,852, and Australia with $343,119. Other
countries importing over $100,000 in parts were Brazil,
$134,224 ; New Zealand, $126,330, and United Kingdom,
$120,907. In regard to parts, it is interesting to note that
the Netherlands was also a large user of American parts,
importing $71,306 worth in 1927.

Canada again leads in the importation of other types
of accessories, exclusive of tubes, with a figure of $1,224,-
147. Australia ranks second, $457,949; and the Argen-
tine third, with $135,956. New Zealand, with $100,215
was the only other country to import in excess of $100,-
000 in accessories, although Japan constituted a large
market with a total of $84,705.

PArTs MAKE EXCELLENT RECORD

IN ANALYZING the total figures in each type of
apparatus, it is significant that the figure for parts
exports is not far removed from the total for sets and
the total for accessories. The largest foreign market was
for accessories, which, including tubes, totalted $3,514,283,
the figure for tubes alone being $1,004,337. The total
sets exports amounted to $2,961,301. Parts exports
totalled $2,305,721, an excellent record in comparison
with the set, tube and other accessory figures.

Exports of American radio products have grown con-
sistently since 1922, when the figure totalled, in round
numbers, $2,800,000, reaching the peak in 1925, when
foreign sales mounted to $9,900,000. Nineteen twenty-
six and 1927 receded slightly from this high level, but
the foreign market for American radio merchandise is
sound and will undoubtedly expand as time goes on.
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French Gulana .. ...
Paraguay.........

Pern. .......
Uruguay ... ..
Venezuela ...

China. ...
Java and Ma

Other Dutch East Indles.
Freuch Indo-China
Hong Kong..........

Traq .........
Japan ... ...
Kwantung. ..
Palestine. ...

Other Asla. .
Australla. ... .

British Ocesnia. ..

French Oceania. ..

New Zealand. . .

Unlon of South

Other British South Al
British West Africa

Algeria and Ti
Madagasear. ...

Other French Africa.

italian Africa. ..

Morocco. ... . ..
Mozambique.

Other Portuguese Africa.

Canary Islands.

Other Spanish Africa B
Totals. . ........m i

Alfrica.

$401,109 | 32,861,361 |

$1,004,337

. .
Anmerican Radio E Xports for 1927
(in dollar:)
B Radio Radio o platio Radio
County amiins gy | folis | Recgtioa | Recprin
Parte S Components | Accessories
Austria. ... o 200 1,235 1,371 0450
‘Axores and Madeira Islands........| ... 82| ... ... 49 st
Belglum... ... .......... 8317 1,103 8,267 4,184 2,505
Bulgaria.. .. .. aod [ a0 oooao0 1,285 128 ) ... .. 201
Czechosjovakia . .................. 4715 2,802 4,285 8,816 6,811
Denmark. 3 7,568 36,601 24,788
Estomd. ... .....oooooininidl e o o LATH L 32 5000 a6
Finland ... 218 5,035 3,212
Fraoce 4,420 3,883 17,328
Germany . 2,987 8,321 11,95¢
Gibraitar. . 5080 || 6acao0ane | Na4a50060 60
Greece 430 1,786 1,375
Hungary . 874 381 338
Iceland. ... F T T el LA EE TR IR
Irish Free State ... . ........... B 828 185 2,043 220
Mtaly . ... . 3,119 65,489 11,528 28,240 24,423
Latvia. . 5 oo 4 boog | e a8acaas 1o
Lithuanoia = _.......... ... ... ... 33| ... ... 33 ...
Malta, Gozo, and Cyprus . 6 50800 326
Netherlands. ... ....... 5 220 1,001 870 71,308 58,692
Norway.. ... R T 3,604 1,234 2,789 1,738
Poland and Dll’llll ..... 1,747 580 833 15,018 1,011
Portugal ......... 20 4,333 1,324 2,202 1,352
Bumania ............ocoooieaail 3,202 412 3,460 46
Soviet Russia in Eumpe 5,745 5,138 1,329 607 410
Spaln ... 4349 71,659 18,229 43,854 14,610
Sweden . ... 9,053 1,137 7,801 16,908
Switzerland .. 24,441 8,081 3,688 4,838
Turkey in Europe., 20 | ... 26 188
United Kingdem. . 34,256 11,086 120,907 4,780
Yugoslavia and Albania. ...........[ .. ... 323 4 57
Canada .. 30,141 | 1,128,803 145,051 635,671 | 1,234,147
British llonduns 500 60 82 54 349
Costa Rlea. ... 411 L8 1,795 624 1,27
Guastemala. . ... L 1,941 306 1,092 2,339
Honduras. .. ... ....... ..oioaes 21,545 1,383 1,004 829 7,847
Nicaragua . 196 195 215 e 1,601
Panama......... 1,825 2,856 5,629 6,094 6,191
Salvador. ... ..ol 3,385 472 563 802
Greenland. ... O U e R R E
Mexleo .. ... 3,523 63,013 7,880 29,771 33,978
Miquelon and St. Plerre 25 j T I
Newfoundland and l.nbradur 174 15,637 1,509 1,443 4,401
Bermudas. .. Soaoans | Boooaboos 1,666 193 1,063 87
Barbados. ......... ..o 13 | £ 021 120
JAMAICA. ... e e 3,162 u3 1,209 815
Trinidad and Tuhlgo AAAAAAAAAAAAAA 349 110 B89 81
Other British West Indies........ . 568 3,468 199 870 533
Cuba. . . 21,877 17,452 19,851 14,281 26,509
l)nanmm Bepubllc 29,011 3,310 225 2,238 907
Dutch West Indlies ... 853 802 309 1,115 498
French West Indles ... ..........} .. ...... o e e
Halil, Republic of. 4,336 1,017 1,535 1,783
visginIslandsof U. 8. ... oo b 99| .........
Argentina. .. ... 453,475 117,257 471,852 135,956
Bolivia ............... 2,129 304 364 186
Brazil. ... ... 91,540 56,012 134,224 86,207
Chile... .. ... 15,005 11,898 10,542 10,799
Colombia. . 2,441 10,249 8,858 2,897
Ecuador.. .. 267 138 582 ki
Falkland 1sland: oo [P [
British Gulana. .. 260 33 224 33
Duteh Gulana. ... ... oo o e 69 104

$9,182,414

2,305,721 |

1,003

—— |
2,500,046 |

.|
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Keep a Record of Customers” Comments

Mz\NY a merchant can learn a lot about his bhusiness
by giving an attentive ear to his customers’ com-
ments, particularly if said customers are unaware that
their comments are overheard.

A particularly successful dealer in New York City has
gone so far as to have special blank forms printed on
which salesmen are instructed to record any comments
from customers which may be made to them, or which
they may overhear.

In this way, this dealer states, he has often received
ideas which have netted him much both in increased sales
and decreased costs. It is an unusually effective way to
learn what policies are meeting with approval, and what
policies may be offensive. To it this dealer attributes
much of his ability to retain his customers” good will.

There may be a suggestion for other merchants in

this idea.
* ok ok

Broadcasting Will Make 1928
a Good Y ear

ROADCASTING features already “on the fire” will

make 1928 a memorable year in the annals of radio
sales. Particularly will that be true this summer when
we will have the two national political conventions, the
entertainment to be provided at the R.M.A. banquet dur-
ing the Trade Show which is to he broadcast over one of
the networks, and at least oue, possibly two, champion-
ship boxing contests.

This summer there will be greater opportunity for a
specialized merchandising attack on selected prospects,
and, with A.C. sets, easier and simpler home demonstra-
tions.

For the Republican and Democratic conventions, every-
one interested in politics is a prospect. NMake up a
selected list and concentrate on them between now and
the conventions in June. Office-holders and political club
members, everyone enrolled in either party, want to go
to those conventions. Newspapers, direct mail and per-
sonal contacts should be used to tell them they can, by
means of radio, attend both conventions.

* ok Xk

“Trading Up”

ITHIN the past few years there has been added
to the vocabulary of business the phrase, “trading
up.”  What does it mean?

It means selling merchandise on a basis of high qual-
ity instead of low price. It means. also, when applied
in a restricted scnse to the radio industry, the sclling of
quality replacement items to those already owning sets.

Prominent among the immediate opportunity items for
profitable trading of this latter character are power
speakers and period cabinets.

o4

0
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The natural tendency of the customer is to “trade up.”
Generally speaking, people want to buy not the cheapest
but the best things of life. The radio dealer who caters
to this natural tendency need not fear the comipetition
of the price-cutter. Neither will he want for a profitable
activity during the coming summer and early fall months.

* ok %
Progressinthe Art and a
Saturated Market

ENG and loud were last winter's wails when the
advent of the A.C. tube threatened to upset the apple
cart. Premature,” “ill-advised,” ““disturbing influence.”
were the favorite terms of those who decried this drastic
improvement.

But every cloud has its silver lining. Bear this in
mind : as long as radio engineers improve receivers just
so long will the hugaboo of a saturated market remain
in the dim and distant future. The trouble with the
piano, from a merchandising viewpoint, is that the darn
thing lasts too long and is susceptible to few major
refinements.

The radio industry should congratulate itself that
there still remains so much room for improvement ; that
it has, therefore, a replacement market second to that
of no other business in its breadth and scope.

* % %

Mutual Problems

RE you acquainted with your local broadeasting
station?  You should be. The hroadcaster and the
man who sells radio have much in common. The retailer
henefits from good broadcasting, and the broadcaster
benefits from the larger audience which accrues to him
as more radio sets are sold. Thus, the interests of both
are so interlocked as to be mutual. To both, the thing
of primary importance is the increased sale of receivers.
Recognizing this vital principle as fundamental to the
progress of the industry, the National Association of
Broadcasters urges its member stations to “get ac-
quainted”™ with their local radio tradesmen. The radio
trade as well should go more than half way to meet this
attitude by taking the initiative and making it a point to
pay a personal visit to the owner or manager of every
local broadcasting station.  Out of this inter-change of
opinion very probably will come matters of mutnal
benefit.

With this idea in mind. the N. A. 3. News, official pub-
lication of the broadcasters’ association, recently published
the following editorial, urging its members to take an
active interest in the affairs of their local radio trade.

CO-OPERATION
How much effort is vour station making towards real

co-operation with the dealers and jobbers organizations of
vour city? There 1s a distinct advantage in co-operation

Radio Retailing, A McGraw-Hill Publication



W hat Y our Customers T hink

About Y()ur Business?

ifor both parties. The wise radio retailer is now selling,
instead of tubes, condensers and gadgets, the attractive fea-
tures which are available to the patrons who buy his rado
sets. The wise retailer should be easy to convince that at
certain times of the day, he should have proper programs
to demonstrate his merchandise.

We point to one instance—Station WLW, of Cincinnati,
has for some time given a program in the afternoon
especially designed for the demonstration of radio seus.
The time is bought and paid for by the Dealers’ Associa-
tion of Cincinnati. The program includes a tonal program
on the organ,*which is specially given to show the efficieucy
and the variations in loud speakers. The dealers of Cin-
cinnati report that this program has been of immense value
to them in selling merchandise.

Can’t you use this idea?

Following along the same lines. an article elsewhere
in this issue explains how one radio store owner co-
operates with his local broadcaster by sponsoring regular
programs. So many Dbenefits can result from a close
friendship Detween dealers and broadcasters that “get-
ting acquainted” is undoubtedly a wise and logical

recommendation.
% k%

“Six O’clock Follow-up” Increases Sales

TELEPHONE call every night, between six and

seven o'clock, to every user of a demonstration
radio set, is the rule laid down by G. W. Baker, presi-
dent of “The Radio Shop,” Memphis, Tennessee. This
policy is closing twenty per cent more demonstrations
than was the case when this type of prospect was left
more severely alone.

“The demonstration prospect appreciates a call over
the wire from the head of the house and frequently
drops a word or two which tells me instantly how we
stand; whether the case is ready for a strong closing
the following day or whether all is not well and certain
operating adjustments or further preliminary work must
first be done,” declares Mr. Baker.

“Calling each ‘demonstratee’ ezery evening at the
dinner hour keeps him from putting off the matter of a
definite decision. Although we will allow as long as six
days ‘on trial’ this practice of mine has cut this time
in half. Tt is not easy to miss your own best hour of the
day with the family, but 20-25 per cent increased closings
are certainly worth this special effort.”

* % %

Fuses for A.C. Receivers

HE modern A.C. receiver is a complete self-con-

tained power plant and therefore should he ade-
quately protected by small fuses. The fuse nearest
the receiver in the ordinary branch circuit probably has
a 15-ampere rating. Serious damage to the receiver
might occur before the 15-ampere fuse would blow out
in case of trouble or short circuit in the power supply
circuit or rectifying unit.

Radio Retailing, May, 1928

Customers’ Comments
“Trading Up”
Unnecessary Service
Progress and Saturation

and other things discussed by
the editors

Therefore a small standard type fuse of possibly two
amperes should be included as an integral part of the
receiver inserted in the 110-volt line. The adoption of
such fuses will not only meet with the favor of the
Underwriters, but gives the retail merchant an excel-
lent additional sales point in being able to say that the
receiver and tubes are safely protected from the danger
of short circuits.

* kX

Faulty Installation Often Causes
Unnecessary Service

IN INVESTIGATING causes of trouble in radio
receiving sets, several of the large companies have
found that an extremely low percentage of the service
required by sets is due to defective material or work-
manship. Sets are checked carefully before leaving the
factory and invariably arrive in good condition in the
dealer’s store.

Trouble usually starts with the installation. Here it
is estimated that 99 per cent of the causes of service
complaints originate. Thorough and careful installation
should be foremost in every dealer’s mind. Work should
not he rushed merely to show the customer how quickly
he can have the radio in his home, or to satisfy the
impatient buyer of the outfit. Pride in a perfect instal-
lation should be the uppermost thought.

The Terrible Tempered Mr. Bang.

{EVERY NoW AND THEN MR. BANG
COMES HOME -To FIND -THAT
SOME ONE HAS FORGOTTEN o

“TURN -THE RADIO OFF, .

1® Fontins Fox. 1927, The Bell Svadicate, Inc)

Copyrighted, the Bell Syndicate
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The new RADICIA 18—For speration frcm (10 volt, @ cycle, A.C  Explars
high-power radio mn rectifier and six alterna-irg currens Radiotrors. M:kogary
cabinet, walnut finsied. Elea-ically-lighted taing dial.
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Permanent [nstallation ror e

Electric Pémogmpé Pick-up

By means of the simple switching arrangement de-
scribed inthis article, magnetic pick-ups can be con-
veniently and permanently connected to the radio set

ALES of electric phono-
Sgraph pick-ups for use in
conjunction with radio sets

or power amplifiers have thrown
upon radio service men the re-
sponsibility of connecting these
devices for convenient operation.
Whether the radio and phonograph are to be mounted
in the same or separate cabinets, the connections will be
fundamentally the same. For a permanent installation,
it is desirable to eliminate the necessity of the operator
pulling out a detector tube and inserting a plug from the
pick-up and vice versa when changing from radio to
phonograph and back again. A simple switching ar-

68

Conducted by

HENRY W, BAUKAT
Technical Editor

rangement can easily be installed
at small cost.

Figure 1 shows a simple con-
nection for a batterv-operated
set. 2\ double-pole, double-throw
switch is located on the set panel
or side. One pole serves to
cut in and out the pick-up, while the other conveniently
switches off and on the radio frequency and detector
tube filaments which are useless when the audio amplifier
is being used for phonograph reproduction.

For this type of receiver the first thing is to disconnect
the A plus lead supplying the radio frequency and de-
tector filaments and place it on Pole 2 (see wiring dia-
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gram). Then comncct the plus A lead from the battery
to center pole, 4. On the opposite pole 6 solder one out-
put lead of the pick-up volume control.

Then disconnect altogether the wire running between
the plate of the detector tube socket and the first audio
transformer. Solder a new lead to the plate of the de-
tector socket and run it to post No. | of the switch.
Then run a lead from the open terminal of the trans-
former to post No. 3. Connect the other output lead of
the pick-up volume control to pole 5

When the switch is turned to poles 5 and 6 the electric
pick-up is connected to the audio system of the set and
the filanients of the unused tubes are shut otf. Throwing
the switch the other way disconnects the electric pick-up
and restores the receiving set to its original condition for
the reception of radio broadcast signals, by lighting the
ilaments of the detector and radio frequency tubes.

The switch should be placed so as to keep the plate
lead as short as possible and away from other parts and
leads. The switches may be of the anti-capacity type for
panel mounting, or the small knife type for mounting on
side of cabinet.

For A.C. RECEIVERS

In the case of sets using A.C. tubes, practically the
same look-up is used, except that the filament leads of
the radio frequency and detector tubes are not switched
off. All A.C. filaments should be left burning to prevent
trouble with the tubes. If any tubes are removed or cut
olf it may overload the remaining tubes.

Therefore only a single pole double throw switch is
necessary for this hook-up (see figure 2). In connect-

&= JO pick-up 7o amplifier e——>

—
% |

10000 obms’

Iy,

3—Showing volume control and by-pass condenser
between pick-up and amplifier

ing an electric pick-up to an A.C. set connect the detector
plate to pole 1, the first audio transformer lead to pole 3,
and one pick-up volume control lead to pole 5 as in the
instance of the bhattery-operated set. The other output
lead from the pick-up volume control is to be grounded

--Der rube - 5T aualre

3
+ )
Bt det. §
L%
o
] c/ o3 -
1 3 5 70 pick-up volurme <
S.RDI switch control 06 oé/”“’
Fig. 2—Proper wiring for counection of pick-up to an

A.C. receiver

The condenser mentioned in the preceding paragraph
is advisable, alimost necessary, if the pick-up is hooked
up to the amplifier or radio set as suggested in the pre-
ceding directions. This is to keep the direct current on
the plate out of the pick-up coils. allowing only the alter-
nating current to pass. The condenser can be of the:
usual by-pass varietv of 1 mfd. capacity. It is inserted
in one lead between the volume control and amplifier as
indicated.

A scratch filter is an additional accessory which may be
used if highest quality reproduction is desired. Such a
unit can be purchased ready to insert in the line. An-
other type of scratch filter 1s a standard by-pass or filter
condenser inserted across the two input leads. Experi--
ment with by-pass or filter condensers from one tenth
to one half mfd. capacities until the desired results are
obtained. This unit shoulkl be inserted as close to the
pick-up unit as is practical.

Use Wit POWER AMPLIFIERS

Some of the latest power amplifiers are equipped with
an additional stage of audio amplification. In this case
the electric phonograph pick-up is connected directly to
the power amplifier and the speaker connected to the
output of the amplitier: the amplifier in turn being con-
nected to the house current.

For using a single stage power amplifier with a phono-
graph pick-up it is necessary to use an additional stage
of audio before the power stage. If the 26 tube is used,
the filament supply can be procured from a separate fila-
ment supply transformer or from a tap on the major
power supply transformer.

If a '99 tube is emiployed in the first stage, the filament
current can be supplied by stepping down the plate sup-

or connected to B minus. ply. When 'Ol A is used, the current must be procured
VoruyEe CoNTROL _
\ s ] < To RF /_,z(ﬂef. rube 15t audio V‘Z”d avdio
A simple volume control for a 3 T t’ |
pick-up is a center tap variable Q - = @ Output
high resistance of approximately N | p
ten thousand ohms shunted | '
across the pick-up output hefore Q | BY: ¢ T +90 ol *80
it enters the amiplifier. Leave RE volume R =
one lead intact direct to the ani- —— OIS : i‘j"ﬁ To pick-up
plifier. Tap in on this lead with TR filaments LA
the fixed terminal of the resistor. ey
Then connect the other lead sl A5 vo/;:fvgefo Audio
from the pick-up to the center o B
tap on the resistor and fasten a —
lead from the third tap to one o A£+ s

side of a fixed condenser or the
input of the amplifier. as in fig-
ure J.

Iig. 1

Switcling
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arrangements for comnccting an electric phonograph /mk up

permanently tn a hattery- operated receiver




from an external hattery or A-power unit. \While this
latter might give the smoothest reproduction. it would
be the most troublesome to handle.

The type of power stage to use can best be determined
by the results desired.  Good quality and volume can he
procured from a 71 or '12, but two '12's or 71's in push
pull will give more undistorted volume. A\ single 10 or
50 would give even greater output.

Where the best quality is desired, two "10's in push
pull are suggested. or the new "S0 power tubes.  With an
amplifier built up along these lines, in connection with a
dynamic speaker, reproduction can be procured equal to
or better than many of the more expensive electric
phonographs.

Detailed information on parts and diagrams for re-
liable power amplifiers are furnished by the various man-
ufacturers of these items.  Since each maker of parts
suggests his own method of using amplifiers with mag-
netic pick-ups. it is recommended that the builder secure
descriptive literature from his parts jobber.

Testing Shielded Grid Tubes

From the Sonatron Tube Company, Chicago, Ilinois,
comes the following information regarding the method
of testing the new "22 Shielded Grid tube.  This tube
can be tested in the ordinary tube tester by making a
very simple adapter.  All that is needed is some wire,
an old 4-prong tube base, and a UX socket.  The four
wires are soldered to the socket connection as shown in
the accompanying sketch.  Solder a wire to the grid
connection on the socket then to this wire attach a small
hattery clip, solder the plate wire to the plate prong of
the hase. the positive and negative filament to the posi-
tive and negative prongs of the base respectively. Now
there will he one prong left on the base. which is the
urid.  Solder a wire with a small battery clip attached
to this prong.

The adapter is now ready to be used on any tube
tester. Insert the base into the socket of the tester, the
tubes to be tested into the socket of the adapter the two
wires with dips attached are used in the following
nanner.

The wire with c¢lip from the grid prong of base
is attached to the top connection on the tube.  The wire
with clip from the grid connection of the socket is at-
tached to 45 volts positive. A plate voltage of 90 or 135
volts should he used with a “C" hias of 13 negative, and
a filament voltage of 3.3 volts. The use of this adapter
s for a plate current check only and it is not mtended
for use In plotting curves, etc.

.Clip
Arach to +45 volts
OCmprm—e
Q
_J UX-Tcecref

O/~A-Base

Clip
e lip P.n

Atrach to fcp of Fu be

Shicld-grid tubes mayx be tested with an ordary tube
tester by using a socket and old tube Lase conected ¢s
showen in the aboce diagran.

Record Card Shows Tube’Condition

The f{eature of
this  =ervice form
valued the most by
its originator. the
Kaemmerer Music &I’.’.,'J“-“--ﬁ:w.p{
Shops.  Inc., St | TR
Louis. Mo., 15 the
series of eight

aem.
ffjnus;'g"‘éﬁ;ssgA DI
Contomer's Kamy o, VICE RE
L A, AEORD

! Troubls

Nature o

Sits ang Style ¢ Baure, Bt
S.ze .
2 St p g

. . Sz and gig1y 4 -
circled  spaces 1m v P
which 1s recorded
the condition of et o L

7 Speas,

round Teytuq o

cach tube, as indi-
cated by the testing
instrument w hen
the service expert o o
is making a
“trouble” call. This
record protects the
dealer against un-
just demands from
the customer for
[ree replacements.

The service man is required to test cach tube and to
notate its condition on this form every time he makes a
call. If his recommendation that a new tube he pur-
chased is not accepted by the user the dealer has a writ-
ten record of the entire situation and is in a position,
therefore, to checkmate any later demands for free re-
placement tubes or free service.

This tube record also is the basis for negotiating repair
claim adjustments and for determining length of service,
rapidity of deterioration and the proper time to contact
the customer for again testing his sct or selling him new
tubes,
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Speaker Filter Does Not Always
Improve Quality

What is the purpose of the speaker filter? Wil it
improve the quality of my receiver? Should it be used
with all sets as well as with those employing power
ampliication > These and other questions are frequently
asked by the set owner who is doubtful whether the
acquisition of a device of this kind would materially
improve results.

I the first place. it may be said that the speaker filter
is designed primarily to protect the winding of the
speaker. when used in connection with tubes of the 71
and "10 type.  The current flowing m the plate circuits
of these tubes may be sufficiently great to burn out the
ordinary reproducer, and. therefore, the speaker filter is
used to isolate it from the comparatively heavy direct
current, while permitting the passage of the A.C. vihra-
tions in the diaphragm.

[ xcept in cases where the magmtude of the A.C. im-
pulses are very great, the speaker filter or transformer
will not improve quality.  \Where moderate power i<
used, this device may cause a marked drop in volume
while at the same time. causing a fuzziness or curious
lack of brilliancy and elarity in the reproduced signals.
This is due to two causes: first, the elinination of the
D.C. component has caused a diminution in the magni-
tude of the A.C. impulses: and. secondly, the removal of
the D.C. has altered the load on the speaker diaphragm
and consequently the response 15 far less smooth.
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Poarts,“ VEqual Allocation” i

How an Independent Service Man
Views the Parts Business

Editor, Rudio Retatling:

G WISH 1o call your attention to iurther indiscretions by
so-called jobbers irom the Chicago district along the lines

our friends in Davton, Ohio, referred to in vour editorial i the

April issue entitled "Can't Eat the Cake and Have It Too.”

In South Dend the situation is simply rotten. Three dealers
of the four handling parts have given up all small items. The
remaining one has been forced to move into smaller quarters
and is unloading his stock without re-ordering. It is impossible
to sell a kit set at retail in South Bend. And, not a single dealer
handling parts with the possible exception of a Kresge 25¢. 1o
$1.00 store has sold a complete kit at retail for over a year.

It is no longer practical for the independent service men to
assemble kit sets of standard make as such work stamps the kit
with their approval and the customers ask for demonstrations,
then order from the gvp., Chicago jobbers. Personally I have
been forced to design a set and even conceal the major portion
of the wiring and scal the chassis into the cabinet to prevent copy
work on the part of the many who ask for demonstrations with
the sole ohject of buying the parts in Chicago and building their
own with the same circuit.

Two other independent service men co-operated with me. from
March first to April first, in obtaining the following data:

Total service trips not including repetitions for same
person 452,
Number of places having access to wholesale prices, 321
That figures hetter than 71 per cent on my slide rule.

These people represent virgin retail material that cannot be
sold at retail so long as illegitimate jobbers and money mad manu-
facturers co-operate.

A Chicago jobber recently answered my complaint of his policy
with, “what are we to do about it?  We must meect our com-
petitors on equal grounds.” :

1f you have the nerve and sufficient dealer interest at heart to
publish this letter and bring home to the manufacturers the fact
that the retailers rarely re-order the same make of goods: that
they must depend on independent service men to get out of their
difficulties ; that the manufacturers are not getting any local dealer
co-operation or advertising: and that they are forcing the legiti-
mate dealers out of the parts business, then perhaps there’ll be
a few changes of policy on their part, and on the part of the
jobbers who again will have to put men on the road to regain
their lost dealer trade. J. P. KENNEDY,

The Radio Man,

South Bend., Tnd. t A independent service)

Manufacturers Should Help Retailers

Editor. Radio Retailing:

E do not handle radio now owing to its instability, the

price slashings of certain firms, and to the unfair competi-
tion, created by manufacturers here in Chicago. These manu-
facturers offer radio in all its forms at wholesale prices to their
employees. They assure the retailer full territory rights, and
then turn around. and put every one of their thousands of employ-
ees in unfair competition with the retailer by offering all their
output to them at wholesale prices, at small part-payments taken
out of the weekly pay envelope. Such action cannot be too
strongly condemmned. These employees actually “deal™ in radio,
and sell to all comers. The result is that the “iranchised” dealer
is left holding the bag.

. ALBErT E. KETTNICH,

“hicago, Kettnich’s Music Shop.

Thinks “Wired Wireless” 1s Menace

Editor. Radio Ketailing:
OUR editoriat in the February issue. concerning the competi-
tion of “Wired Wireless” with radio touches a responsive
chord in any one of the radio trade in this section.
As vou probably know, the telephone business of the Tri-State
Tel. Co.. of St. Paul. Minn.. was absorbed several years ago by
the Bell Company, 'eaving several thousand idle Hnes on the hands

KRadio Retailing, May, 1928

of the old Tri-State Conipany. About two years ago they started
to make use of those idle lines for “Wired Wireless purposes.”
However, such a service is greatly limited, and at first, the idea
was not taken very seriously by the radio trade, but, helieve me,
they are sitting up and taking notice now.

The Tri-State people now have several thousand subscribers
to this service and get, I am informed, in the neighborhood of sin
dollars per month, per victim, on a contract basis. Enough with
which to buy a good radio set on time.

It is my private opinion that the big telephone companics are
secretly hehind the Tri-State project, for it is known by the trade
here, that several of the Bell engineers have been inspecting the
plant. )

1t’s high time the radio trade comes out of its lethargy and
does something about it, and I believe your suggestions are along
the right lines. Al E. FOSTER,

The Foster Company.
Minneapolis, Mirn,

Broadcasting to Population or to
Radio Listeners?

Editor. Radio Retailing:
HiIZ new law. even though called an “equality law,” is not
really to the best advantage of the entire radio public, since
it calls for equal stations and power in each zone, regardless of
the number of available listeners or the availability of high grade
talent and material for programs. ’

The new law, ii carried out to the letter, would disrupt the
present system of chain programs by which events of national
importance are put on the air over all the country.

The radio listening public really expects the Federal Radio
Commission to do what ought to be done in the public’s interest.
regardless of fine phrases about state or regional equality.  And
that is what the framers of the law doubtless had in mind, hecause
they inserted the “as nearly as possible” clause as one of the
provisions of the act.

Following the unanimous recommendations of radio engineers
and radio men, the 50 cleared-channel plan for the countrys
important hroadcasting stations should be adopted instead of 23
cleared channels as advocated by some laymen. For, the 25
channel plan would mean abandonment. or only part-time oper-
ation, of too many, tried, pioneer stations now serving already
equipped listeners dependent upon them. In designating thén,
the ~000 watt stations in the different zones, consideration should
be given to the actual radio listeners these stations already serve
and the quality of programs they can furnish rather than to mere
population. E. A. HANOVER,

Chairman, Broadcasting Committee,
Stromberg-Carlson Tel. Mig. Co.
Rochester, N, Y,

Anent Manufacturer’s Delay
On Defective Merchandise

Editor. Radio Retailing:
ERE is a subject that is food for thought in your fine paper.
1t is the problem of delay forced upon a poor little dealer

when he wants to return some defective merchandise to his

manufacturer.

Some manufacturers demand that a dealer write for permission
to return their merchandise, that is defective, and they will send
him a tag to fill out hefore he can send it to them. This means
that the dealer must wait several weeks for permission and then
<everal more for the return of the merchandise that he sent them.
Many manufacturers have run their dealers off by this iron-
clad returning rule.

I maintain that a manufacturer is no bigger than its service
department, and if a dealer is forced to beg “PLEASE MISTER
WILL YOU REPLACE THIS BAD MERCHANDISE
THAT YOU SENT ME": and then wait several months for it,
after it is in his hands, that he will also lose patience as | have.

I wish to compliment a few other manufacturers who allow
their dealers anywhere, ta send anything, at anytime. back for
replacement and the prompt attention that defective merchandise
receives while in their hands.

Henry F. Parbox.
Owensboro, Ky,
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hat’s N CW in Radio an

This editorial section is prepared purely as
a news service, to keep readers of “Radio

Retailing”  informed of

new products.

Table Model
Reproducer

The illustrated Steinite “Polyphonie’™
speaker is of the exponential type, using
it matched Nathaniel Baldwin driving
unit. The tone travel chamber is made
of a non-vibrant cast-iron and the outer
amplifying chamber is made of hard
wood.  The outside dimensions are: 13
in. high x 12 in. wide x 7 in. deep. The
intended retail price of this reproducer,
which is made by the Steinite Labora-
tories  Company, 506 South Wabash
Avenue, Chicago, Ill., is $20.

This company also makes a console
model reproducer with the same genera)
construction as the above model, The
vabinet is made of solid Philippine
Tanguile with a duco finish. It stands 22
in. wide, 13 deep, and 31 in. high and
weighs 70 1bs. The intended retail price
ix $45. This reproducer may also be had
in combination with a Steinite electric
receiver, model 990, tor 3$130.—Radio
Retailing, May, 1928,

[P

Dry A-Power Unit

A device which takes the raw current
from the lighting circuit and reduces it
to the proper voltage for use in a D.C
receiver, without the aid of storage bat-
teries, acids or liquids of any kind, is
being made by the Acme Electric &
Manufacturing Company, 1444 Hamilton
Avenue, Cleveland, Ohio. 1t is known
as the Acme Universal “Dry A-Power"”
unit and does not require attention once
it is plugged into the lighting ecircuit
and connected to the set, It is housed
in a compact, crystalline-lacquer-finish
case, size 7% in. high x 11} in. long x
5% in. wide, and weighs 28 1b. Two
types are made, UA-6 and UA-4, for
six and four volts, respectively, each
having an intended retail price of $38.50.
——Radiv Retailing, May, 1928,
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Radiola 18

The Radio Corporation of America,
233 Broadway, New York City, has
placed on the market its latest model,
the Radiola 18, which supersedes the
Radiola 17. It is entirely self-contained
as with the 17 and is said to embody
greater selectivity than its predecessor.
Three stages of radio freguency ampli-
tication are used, a detector and two
stages of audio-frequency amplification
using the same combination of tubes as
before, four UX-226, one UY-227. one
UX-171-A and one UX-280 . rectifying
tube. A power switch turns the set on
and off and the tuning is accomplished
entirely by one knob while indicator dial
moves past a window in the panel. A
concealed lamp illuminates the dial (ace
and also indicates when the set is turned
on or off. A small knob in the left-hand
corner of the set is the volume control.
The cabinet is in mahogany with a wal-
nut finish and is similar to the Radiola
L7 except that the escutcheon plates
have been redesigned. The receiver uses
around H0 watts,  List price, $115. less
tubes.—Radio Retailing, May., 1928,
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A.C. Shielded Grid Tube

The C. E. Manufacturing Company,
Inc., 702 Eddy St., [rovidence, Rhode
Island, has introduced on the market the
A, C. shielded grid tube. This tube is of
the separate heater type, requiring 2.250
maximum with 1.5 amperes on the
heater. It uses a standard tfive-prong
socket. The control grid comes out
through the top of the tube in the samec
manner as would the D, (', shielded
grid tube. According to the manufac-
turer, this new A. C. shielded grid tul -
has characteristics which, in many re-
spects, are superior to those of the D, .
shielded type. Comparatively high
mutual conductance has been secured,
and, in general. the inherent and recog-
nized advantages of the shielded grid
tube are made more available in this
new type of A, C. tube.—Radio Retail-
ing. May, 1928,

Majestic Recervers

Four new ruadio receivers, both table
and console models, ranging in price
from 385 to $167.50, have just been
placed on the market by the (rigsby-
Grunow Company, 4540 Armitage Ave-
nue, Chicago, 11l. Each model has the
following =specifications: seven tubes,
completely shielded: R. F. 1.. balanced
circuit, consisting of three tuned radin
frequency stages and a tuned antenna
input and audio power amplifier: two
'T1 power tubes connected in push-pull
in the power output stage: single dial
control, supplemented by a secondary
control for obtaining additional selectiv-
ity, and. a volume control which is in-
stantaneous in action,

Model 71, illustrated, is a console in a
walnut cabinet with panels of matched
burl walnut. It comes complete with
Majestic electric power unit and dynaniiv
power reproducer. The intended retail
price is $137.50. Model 72, ix a walnut
console of the highboy type, with front
panels and doors of matched burl wal-
nut. The intended retail price, com-
plete  with electric power unit and
dynamic reproducer, is $167.50. DModel
61, is a table model with walunut cabinet
and front panel of matched burl walmut,
complete with electric power unit. In-
tended retail price, $83. Model 62, con-
sists of the table receiver set on a spinet
style table. The intended retail price
of this combination is §$49.50.—Radin
Retailing. May, 1928,

_——.
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Electric Phonograph
Pick-Up

A new light-weight electric phono-
graph pick-up, known as the “Phono-
Link,” is being made by the Phono l.ink
Company, 490 Broome Strect, New York
City. It takes but a moment to connect
this device without removing or replac-
ing any of the tubes in the set and the
volume is controlled magnetically at th.

- pick-up, obviating the use of cxtra con-

trol boxes, resistances, etc. It i
adaptable to all types of sets, including
A.C. and portable. Intended retail price,
$7.600.—Radio Retailing, May, 1428,
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All announcements appearing on
pages are published without advertising L
considerations of any kind whatsoever.

these

Electric Pick-Up, Voltage Regu-
lators, A.C. Shield-Grid Tube,
Resonance Tester, A.C. Line
Tester and Super Power Ampli-
fier among items announced by
manufacturers this month.

Six-Tube A.C. Recerver

The Sonora [’honograph Company, 50
West 57th Street, New York City. has
recently placed on the market the illus-
trated A.C. “Light Six” highboy receiver.
1t stands 47 in. high, is 232 in. wide and
13§ in. deep. This receiving =et operates
irectly from 110 volt, 60 cyvcle current.
It uses A.C. tubes throughout and is
cquipped with a Sonora balanced arma-
ture cone speaker. The intended retail
])riqce is $250.—Radio Retailing. May,
1928,

[ —

Voltage Regulator

A voltage regulator for AC. veceivers,
No. 211, is the latest product of the
wWirt Company. 5221 Greene Street, Ger-
mantown, Philadelphia, Pa. If the line
voltage runs above 110, this device cuts
it down to the proper amount, thus pre-
venting too high a voltage from reach-
ing the tubes, Tt is adjus~table for vari-
ous line voltages. 1t carries the usual
Wirt unconditional guarantee and has
an intended retail price of $2.25.—Radio
Retailing, May, 1928,

Rectifying Elements and
Replacement Units

The Benwood-Linze Company, 19th
Street and Washington Ave,, St. Louis,
Mo., is making three additional types of
13-L rectifying elements and replacement
units. C-210 has a standard screw base
to replace rectifying bulbs in chargers
having double contacst in base; C-310
is a .6 ampere rectifying element with
standard screw base (with double con-
tact in base) for use in trickle chargers,
or similar devices using .6 amp. tubes;
and B-6 is a single wave rectifier unit
with a .70 ampere output for trickle
chargers and low current output devices.
—Radio Retuailing, May, 1928.

Radio Retailing. May, 1928

Cabinet Reproducers

The illustrated cabinet speaker is be-
ing made by the Utah Radio Products
Company, 1615 $. Michigan Avenue.
¢*hicago, 11, 1t is a combination cone
and exponential horne, driven by a 8§ in.
cone. 'The front opening i= 143 inches
high and 213 wide and the air column
i« 41 inches long. It measures, on the
outside, 133 inches deep, 213} inches wide
and 24 inches high. The shipping weight
is 14 1b. 'The intended retail price is $23.
—Radio Retailing. May, 1928,

Reproducer Lacquer

The Henry V. Walker Company, 17
John Street, New York City, is making

and merchandising through its salex
agent, the D. X, Electrical Supply Com-
pany, 256 Church Street, New York City.
lacquer known as “Aero-l.ac.” This
lacquer is for use with the new cloth
reproducers known asx ‘“air-chrome.”
The lacquer is a moisture-proof mate-
rial of good adhesion, strong and dur-
able, and imparts a high gloss finish, It
is very quick drying but may he applied
with a brush., As it driex, the cloth is
drawn with drum-like tenxion over the
frame, It can be had in a clear, light
amber tint, red, blue, green, yellow, and
hronze. If manufacturers desire any
other color, it can be furnished. The
intended retail price is $1 per half
pint can.—~Radio Retailing, May., 1825,

A.C. Tube Tester

A compact and reliable tube tester
designed especially to detect shorts and
to <how where the tube ix shorted, has
been added to the line of the Sterling
Manufacturing Company, 2831 Irospect
Avenue, Cleveland, Ohio. This instru-
ment locates shorts and shows emis-
sion ; detects shorted amplifiers and rec-
tifiters and is very handy for checking
incoming stocks of tubes. It operatex
from 115 volt, 50-60 cycle alternating
current, measures 3 in. X 3 in, x 6 in. in
size, and weighs 31 1b. The intended
retail price, including adaptor for "H4
and ‘20 type tube, is $13.50. — Radio
Retailing. May, 1928,
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Electric Pick-Up

A new magnetic phonograph pick-up.

the De Luxe JModel

pany, 91 7th Ave.,, New York City.

combined unit is the result of over
vear’s research and lahoratory work to
determine the hest applied weight for
frequency
1t wax found during this experi-
mental work that the dead weight prin-
way to apply
constant and exact weight to the record.

This new pick-up with its balanced
tone arm, is announced as far more
of the musical
range than the original Pacent design.
In addition. it is equipped with a new
form of needle holder which takes either
The use of the
needle
in truev

uniform
range.

coverage of the

ciple was the only

efficient in coverage

fibre or steel needles.
fihre needle tends to reduce
seratch  greatly, and results
tone values.

This model complete
Pacent adapters for use
ume control, will retail at $13.50.
e I.uxe Model 105-A,

Retailing, May, 1828,

105-A Phonovox,
complete with a balanced tone arm,
mounting support, and volume control,
is announced by Pacent Electric Com-

with balanced
tone arm, extension cord two special
with either
A.C. or battery operated sets and vol-

without tone
arm, bhut otherwise equipped as above
mentioned will retail at $10.50.—Radio

Regulator Which Raises

or Reduces Voltage

The R-B-M Manufacturing Conipany.
Logapsport, Ind.. has placed on the mar-
ket the illustrated voltage regulator for
According to the manu-
facturer this controls hoth high and low
voltage variations, delivering 110 volts
to the set no 1natter whether the linc
voltage is 90 or 130, or some point in
between, It is conveniently made so
that it may be plugged into_the line
socket and the A.C. set plugged into the
Once it is properly
set it requires no further adjustment.

A.C. receivers.

voltage regulator,

The intended retail price is $10. A

cycle ty]pe may be had also at a slight
© Aay,

extra harge. — Radio Rctailing,
1928,
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Two-Stage Power

Amplifier

A completely self-contained, light-
socket operated two-stage amplifier is
heing merchandised by the Wholesale
Radio  Servicee Company, 6  Church
Street, New York City. A heater-type
A.C. tube is used in the first stage and
two ‘10 type power tubes in the second
stage. A '81 type rectifier tube is used
to supply the B-current through the
power transformer and filter system,
which is self-eontained in a semi-gloss
black finished metal case measuring 15
inches by 11 inches by 7 inches high,
and  will fit into most consoles,  The
most radical differeuce hetween this unit,
known as the “Ra-Pam,” and other
similar devices, is thuat the Ra-Pam does
not supply the B-current for the tubes
in the set that remain in use after it
is connected. It is claimed that by
using a separate B-supply together with
this unit, superior results are obtained.
This device is designed for use with
practically all makes of radio receivers
as well as for phonograph reproduction,
and is operated simply by plugging into
the line. The intended retail price is
125 —Radio Petailing. Muy, 1928,

Power Resistors

The International Resistance Com-
pany, 16th & Chestnut Sts., Philadel-
phia, Pa., announces a complete line of
power rexistors, known as ‘Power-
ohms,” ranging from 4 watt to 50 watt.
To fulfill the demand created by radio
television and other recent develop-
ments, this company is producing re-
sistors  from 1 inch to 24 inches in
length, ranging from 20 megolins to as
high as 500,000,000 olims,—Radio Retail-
ing. May. 1928,

Arcturus Electrifier

A unit for completely clectrifying any
receiver  that has  been wired foe
Arcturus 15 volt, 135 amp. A.C. tubes,
is being made by the Muayolian Corpora-
tion, 1668 Webster Avenue, New York
'ity.  All the C biases as well as the A
and B voltages are provided in this unit.
To use this instrument, simply connect
the binding posts to similarly marked
wires on the receiver, then plug the elec-
trifierr into the lamp socket. Tt is con-
tained in a Ducoed can, % in. deep, 5%
in. wide and 6 in. high and weighs 17
b.,, packed for shipping. Space  is
provided for the rectifying tube which
is of the gasecous type. The intended re-
tail price, complete with rectifying tube,
i~ 31250, —Radio Retailing. May, 1928,

7t

Transmitting Condenser

A transmitting condenser for use in
amateur transmitting stations is being
made by Automatic Electric, Inc., 1027
W. Van Buren Street., Chicago, Ill. This
instrument, it is claimed, is considerably
more rugged than anything that has
heretofore been attempted in a battery,
wax and tin foil condenser. The di-
electric- is the equivalent of a ten bat-
tery job, has a thickness of 005 inches
and is wound on a round arbor non-in-
ductively and not pressed. The windings
are baked for thirty-six hours, and,
while still hot, are impregnated under
vacuum o that the moisture is en-
tirely driven out. Endurance tests of
this condenser have been made and they
show that it will stand a voltage con-
siderably higher than 3,000 for a long
life without breaking down, according to
the manufacturer. The intended retail
price for 1 Mf, is $10, 2 Mf., $18, 3 Mft.,
$22, and 5 Mf,, $30.—PRadio Retailing.
May. 1928,

Voltage Reducers
for A.C. Sets

The Railey-Cole Electrical Company,
1341 Flatbush Avenue, Brooklyn, New
York, is placing on the market what is
known as the “Baco” voltage reducer.
At present these are being made in two
sizes, The first, Number 1, is the size
of a 30 amp. cartridge fuse, and is to be
used with all A.C". sets where the line
voltage rises to 120 volts. The reducer
cuts the voltage down to approximately
110 volts, which operates the .\.(. tubex
at a safe voltage and reduces danger
of burn-out. The second, No. 2, is the
size of a 60 amp. cartridge fuse, and is
to be used where the voitage rises above
120 volts. This also cuts the voltage to
110. They can bhe placed either inside
or outside of the set, being made in a
very convenient form as shown on the
illustration. No. 1 size is intended to
retail at $3 and 2 for $+.—Radio
Retuailing, May, 19

Low Frequency

A.C. Recervers

The F. A. D. Andrea Company, Jack-
son Ave,, Orchard and Queen Sts., lLong
Island City, N. Y., has announced addi-
tions to its line of \.(C. receivers which
will operate on linex of from 25 to 14
cyeles,  Previous to this, the A.C. tube
receivers made by this company were
for operation on 50- to t0-cycle lines.
The =pecifications are the same for all
receivers and the retail prices are the
sante as for the 50-cycele models.—Radio
Retailing, May, 19238,

Line Voltage Control

A radio control box to provide a
manual adjustment of the line voltage to
deliver the desired number of volts, hay
been placed on the market by the (‘en-
tral Radio Laboratories, 16 Keefe
Avenue, Milwaukee, Wis,  This instru-
ment will fit any set and can be con-
veniently mounted anywhere and con-
nected in a moment’s time.  There is a
recepticle on the box for the plug of the
radio set, and a cord teo plug inte the
lighting socket. The variable resistance
is of the heavy duty type and will pass
sufficient  current without heating for
any ordinary A.C. receiver. Al live
parts are enclosed, thereby eliminating
the danger of a shock. The intended re-
iaiolqprivp is 33.—Radio Retailing, May.
02

2.5 Volt Panel Lamp

A new panel lamp for illuminating
the dialx of alternating-current oper-
ated radio sets has been announced by
the National Lamp Works of the Gen-
eral Electric Company, Cleveland, Ohio.
This lamp is dexigned to receive current
from the filament circuit of 2.5-volt
vacuum tube. The lamp has the follow-
ing specifications: Amperes, 0.45; over-
all length, 1% inches; light center length,
13 : bulb, T-3 eclear: base. miniature
serew ; list price, 20 cents: designation.
Mazda lamp No. 11. The design of the
lamp ix such as will insure the set owner
maximum =satisfaction with adequate
light for close setting and reading of
the dials. At 2.5 volts it gives about
the same amount of light as Mazda
lamp No. 40 at 6 volts, Mazda lamp
No. 40 is still recommended where a
fi-volt supply is available, ax in th~
case of battery-operated sets, — Radio
Retailing. May, 1428,

Pa—

A.C. Line Voltage
Tester

The illustrated voltmeter, so built that
it may be connected into an ordinary
receptacle, is the latest addition to the
family of meters made by the Beede
Electrical Instrument Company, 134
Liberty Street, New York City. This
very convenient meter is dexigned to b»
used in checking line veoltage for A.C.
radio receivers. The meter hax a resist-
ance of 100 ohms per volt. The gradua-
tions on the meter are very unitorm
and readings may be taken any place
on the scale. which =hows from o te
140 volts.  Intended retail price is $3.—
Radio Retuiling, May, 1928,
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Voltage Regulator

‘The DeJur Products Co.,, 199 T.afa-
vette St., New York City, announces the
development of a new A.C. line voltage
regulator. This unit permits the deter-
mination of the actual A.C. line voltage
input into the A.C. receiver, B-eliminator
or power amplifier, by means of an 0 to
150 A.C. voltmeter. The line voltage
control is in the form of a high wattage
variable resistance, which is varied until
the desired A.C. voltage input valve is
indicated on the mieter. A male Dlug is
provided whereby the unit can be eon-
nected to the house power supply, and a
female plug is provided for connection to
the A.C. receiver, B-eliminator or power
amplitier input transformers. The
wattage rating of the control resistance
is suflicient to permit its use with all
types of A.C. receivers und power Dacks.
The unit is simple to operate and tech-
nical knowledge is not necessary for its
installation. The intended retuil price
is $12.50.—Radio Retailing, May, 1928.

——

A Supply from 32-Volts

In order to supply the needs of the
farner who operates his radio set from
a 32 volt farm lighting plant, the Katou
Company, 729 South Front Street, Man-
kato, Minnesota, is making an A-unit
which permits the radio receiver to be
connected directly to the lamp socket.
Essentially, the unit consists of a bank
of resistance units, a multi-point switch,
a voltineter and a circuit-breaker. This
device does away with the need for stor-
age batteries, and has a safety coil
which prevents tro high a voltage on
the set. It is fully guaranteed by the
manufacturer for one year and is con-
tained in a compact metal case, size 93
in. long x 5 in, wide x 7% in. deep. The
intended retail price is $20.— Radio
Retailing, May, 1928,

—_—

Resonance Tester

A resonance tester designed to be
used in adjusting one dial control-set is
being made by the Taylor Electric Com-
pany, Madison, Wisconsin. With this
instrument conciensers may be accurately
aligned. It will show up shorts and
grounds in the grid circuit and can _also
be used for any other process which an
oscillator is needed for. It is equipped
with a galvonometer and is_sold to
dealers for $32.50 net.—Radio Retailing,
May, 1928.

Rudio Retailing, May, 1928

Separate Blocks for
Hig/h-Voltage

Condensers

In meeting the extreme high voltages
of present-day power supply units and
power amplifiers, the engineering staff
of the Dubilier Condenser Corporation,
4377 Bronx Blvd., New York City, have
decided on separating the high-voltage
condenser sections from the lower volt-
age sections, as still another step in
perfecting the balinced condenser block
idea. It will be recalled that this organi-
zation, some time ago, introduced con-
denser blocks with sections matched to
the application, both in_ capacity and
working voltage rating. Now the high-
voltage sections are being placed in
separate cans or blocks, in order that
these costly units will not be affected
by possible breakdown of the low-voltage
units. The old practice of placing all
the units in one can not only makes for
an extremely bulky device, but causes
all condensers to be impaired in use-
fulness in the event ¢f the bhreakdown
nlngzzsmy section.—Radio Retuiling, May,

Shield e?t' Grid and Power
Amplifier Tubes

Among the new tubes of the Sylvania
Products Company, Imporium, Pa., is a
shielded grid *22 type tube intended for
use primarily as a radio frequency
amplitier. Capacity feed back between
elemnents is prevented permitting a high
amplification per stage in properly de-
iigr_\gd sets.  The intended retail price is
BAERTILN

Type ’30, a new power amplifier, is
capable of delivering, it is claimed, over
three times as much undistorted energy
as the '1v, and, although it is larger in
size than the ’10, its base is identical.
Intended retail price, $12.—PRadio Retail-
ing. May, 1028,

Voltage Controller for
A.C. Recervers

The DBeede Electrical Instrument Com-
pany, 136 Liberty Street. New York City,
is making the illustrated line voltage
controller for use with A.C. receivers
where the voltage runs above 114, This
device conxists of a power rheostat, with
a resistance of 60 ohms, and an A.C.
voltmeter with a scale deflection of 159
volts, but calibrated at only 1 point,
namely 110 volts. The rheostut and
meters are mounted in a Bakelite box
which has dimensions of 5§ in. x 3} in. X
13 in. Provision is made at the back
of the box for a receptuble to receive
the plug from the radio set and a cord
and plug provided with the box is for
attachment to the base outlet. The
Bakelite case is shock-proof, thereby
eliminating any danger in handling. The
meter used has a resistance of 100 ohms
per volt, so that it may be left on the
line continuously and use practically no
current. Centralab power rheostat is
the one used. Intended retail price is
%7.50.—FRadio Retailing. May, 1928,

Super Power Amplifier

The Samson Electric Compuany, Can-
ton, Massachusetts, has placed on the
market what is known as the “Pam’
amplifiers. These are put out in two
types, Nos. 16 and 17. They are op-
erated directly from 110-volt, 60-cycle
current, are self-contained, rugged, and
have two stages of audio-frequency
amplification. No. 17 is equipped to
supply 120 volts, 40 milliamperes for an
electro-dynamic speaker. An '80 rectify-
ing tube is used in conjunction with a
‘27 type tube for the first audio stage,
and 2 ’10 tubes arranged in push-pull
for the second audio stage. The undis-
torted power outfit is approximately 7
watts, This means that the amplifier is
capable of handling up to approximately
16 reproducers at one timme, or approx-
imately 1,000 head sets. Arrangements
are made so that line voltages of from
105 to 120 may be accommodated merely
by shifting the plug on the unit. These
amplifiers have unlimited uses, such as
halls, auditoriums, schools, for use in
laboratories, and for use directly with
an electric phonograph pick-up. They
also can be very readily adapted to
public address sy=tems, The intended
retail price is $125.—Radio Retailing,
May, 1928,

Type 27 Replacement
Tube

A new five prong base replacement
tube for use in receivers requiring a ‘27
type heater tube, has been developed by
the Arcturus Radio Company., Newark,
N. J. Several points of superiority are
ciaimed by the manufacturer over
earlier tubes of this general design, in-
cluding quick heating of between six and
twelve seconds, superior sensitivity and
a life comparable with that of the best
D.C. tube.

The general specifications of the new
tube known as the A.C. 127, are as fol-
lows: Detecting plate potential, 45
volts ; heater filament voltage, 2.25;
heater filament current, 1 ampere; am-
plification constant, 9.3; mutual con-
ductance, 850 ohms, and plate imped-
ance, 11,000 ohms. These tubes are
most generally used in the detecting
circuit of A.C. receivers, but can be em-
ployved throughout the amplifying sys-
tems. The intended retail price is $5.
—Rudio Retailing. May, 1928,

Liquid Solder

The Letellier Laboratories, Inc,, 119
Main Street, East Rochester, N. Y., is
merchandising a liquid solder called
“Tisit,”” This comes in a small bottle
and is applied cold, with a stick. No
heat or soldering iron is required and
according to the manufacturer it is heat-
proof and acid-proof. It is claimed that
it may be used for aluminum and all
typex of metal ware as well as wire con-
nections in radio. The intended retail
price is 50c. per hottle.—Radio Retailing,
May, 1928,
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What the 1 rade is Talk]

Trade Show Space Is
Over-Subscribed

A radio conclave of record-breaking
proportions is now assured for the fourth
annual convention and second annual trade
show of the Radio Manufacturers Asso-
ciation at Chicago, June 11 to 15, An
attendance of 25000 to 30,000 strong is
expected and every foot of d\.uldble space
in the Stevens Hotel, including the exhibi-
tion hall and ball room, has been over-
subscribed, according to Major 1. H.
IFrost, chairman of the show committee.

A tentative program for the week's radio
assemblage has been prepared and every
branch of the industry will have its special
features.  In addition to this, an elaborate
program of entertainment for the thousands
of visitors is being arranged, the gala so-
cial event of the week coming on Thursday,
when the annual R. M. A. banquet will be
held at Rainbo Garden. As usual, the
show management is in the hands of G.
Clayton Irwin.

Special trains, with reduced rates, will
be run from New York City, and possibly

several southwestern and Pacific Coast
cities. The two New York R. M. A. spe-

cial sections of the Twentieth Century will
leave Grand Central Station. New York
-City, Sunday, June 10. at 2:45 pm. In-
formation and reservations on this train
may be obtained from either Dudley Cohen
or Leonard C. Welling, 98 Park Place.
New York City, who managed the 1927
tour.

Following is the tentative convention and
show program:

Trade Show Hours

Monday, June 11—2:00 p.ny to 10:00 pom.

Tuesday, June 12—1:00 p.m. to 10:00 p.m.
Wednesday, June 13—1:00 p.m. tn 10.00
p.m.

*Thursday. June 14—11:00 a.m. to 5:00 p.m.
Friday, June 15—1:00 p.pw. to 10:00 p.m.

* (Al demonstration rooms will be closed

Thursday evening,
aceount of ROALA

1000 a.m.

10 :30 a.m.

1000 aam,

10:00 am.

Tune 14, at 5:00 p.m. on

. annual banquet.)

Mectings
Monday, June 11

Registration

Meeting R.M.A. Board of Direc-
tors

Committee Meetings
scheduled)

(to be

Tuesday, June 12

Opening  Meeting R.ALA,L
vention

Welcoming .Address, Honorable
Wm, Hale Thompson, Mayor,
City of Chicago

Response, Mr., C. (.
dent R.M..\.

Address, Mr., Earle (. Anthony,
President National Association
of Broadeasters

Address, Honorable Ira E.

Con-
Presi-

Colby,

Robin-

son, Chairman Federal Radio
Commission

Address, Mr. Harold J. Wrape,
President FFederated Radio
Trades Association

Wednesday, June 13

Closed R Membership Meet-
ing

Meeting Radio Wholesalers Asso-
ciation; Dealers Section, Fed-
erated Radio Trades Associa-
tion ; Association Section, Ked-

erated Radio Trades Associa-
tion, and Associate Member-
ship of Manufacturers’ Repre-

sentatives

Thursday (Flag Day) June 14

To:00 am.

7:00 pom.

10:00 a.m.
12:00 a.m.

Closed ROLA. \I(-’nﬂlt‘l\hl]) Meet-
ing

Board of Directors, Federated
Radio Trades Association.
Board of Directors. National

Association of Broadeasters
R.AMLAL Annual Banguet

Friday, June 15
R.ALA. Board of Directors

Joint Meeling Board of Direc-
tors, RN AL N.AB,, and
IF.R.T.A.

Membership of Radio Commission Now Complete

With the extension of the life of the Federal Radio Commission until February

23, 1429, and the confirmation of
complete working organization.
0. H. Caldwell, Zone 1:
Ira E. Robinson, Zone 2:
mission.

and,

76

standing,

all it~ members, the Commission now has a
TFrom left to right are:
Judge Eugene Rykes, Zone 3; Harold A. L.afount, Zone 5;
arl H. Butman.

Sam Pickard, Zone 4;

secretary of the Com-

ing About

NEMA Radio Division Plans
Comprehensive Meetings

The Drake Hotel, Chicago, will be the
scene of the annual convention, during the
week of June 4, of the Radio Division of
the National Electrical Manufacturers
Association.

Monday morning, June 4, the section ac-
tivities committec and the statistics com-
mittee will hold their meetings. Monday
afternoon will be given over to meetings
of the transmitter section and election oi
officers.  Monday evening the merchandis-
ing council will meet, with talks hy Thomas
F. Logan, chalrmdn of the radio com-
mittee of the American Association of
Advertising Agencies, and F. \. Nico-
demus, treasurer of the Commercial Credit
Company, with a discussion of sales and
advertising costs.

The vacuum tube section convenes Tnes-
day morning, the Sth. The first general
session will take place Tuesday afternoon,
with talks by Alfred E. Waller., managing
director of Nema: C. W. Hough, pres-
ident of Wired \\’1reless, Inc.: and Dr.
Herbert E. Ives, television engineer of the
Bell Laboratories, Inc.

Tuesday eveniug will be given over to
the merchandising council, with talks by
J. K. Utz of the Kellogg Switchhoard and
Supply Company: C. \W. Abbott of the
Rome Wire Co.. and Powel Crosley, Jr..
president of the Crosley Radio Corp.

The power supply section will meet
Wednesday morning, the 6th, and the re-
ceiving set section in the afternoon. The
merchandising council will again  mect
Wednesday evening, with addresses by
Frederick P. Vose: R. L. Duncan, pres-
ident of the Radio Institute of America,
and C. H. Pﬁnqsthorn

The recewmg set section will have its
second meeting Thursday morning. the 7th.
In the afternvon a general session will
occur with talks by Dr. Alfred N. Gold-
smith and Roy 11 AManson.  Election of
officers will also he held at this session.
Thursday evening the ammual banquet will
take place at the Drake, closing the con-
vention. The speaker will be Congressman
Clyde Kelly, sponsor of the Capper-Kelly
hill.

Music Industries to Hold
Convention in June

The annual convention of the Music In-
dustries Chamber of Commerce will be hicid
this year the weck of June 4, at the Hotdl
Commodore, New York City. Inasmuch as
the convention is to he in New York City,
the general arrangements commnittee 1<
made up of the castern members of the
executive committee of the directors. and
consists of the following: Mark P. Camp-
bell. Brambach Piano Company: Walter
W. Clark. Victor Talking Machine Com-
pany: AMax J. deRochemont, l.affarguc
Company ; William J. Haussler, M. Hohner,
Inc.: Richard W. Lawrence, Bankers Com-
mercial. Security Co.; C. ]. Roberts, presi-

dent, National Association of Music Mer-
chants; L. Schoenewald, Chickering &
Sous, and Herbert Simpson. Kohler &
Campbell.

Tre Banger Muste Coxpaxy has hean
opened at Fond du T.ac, Wis,, where the
Sparks-Withington line will be carried.

Radio Retailing, A McGraw-Hill Publicatic:



Radio Wholesalers Ass’n.
To Meet With F.R.T.A.

The Radio Wholesalers Association, a
divisionf of the F. R. T. A., will hold its
first annual meeting in conjunction with
the annual convention of the Federated at
the Hotel Stevens, Chicago, on June 12,
13, 14 and 15.

On Saturday, June 9, prior to the open-
ing of the convention, a closed meeting of
all wholesale members will be held to dis-
cuss the activities of the coming week and
to lay plans for a membership drive during
the convention. Members of this section
are urged to attend this meeting.

The convention will open on Tuesday
with a combined meeting of the Federated,
the Radio Manufacturers Association, and
the National Association of Broadcasters.

The tentative consolidated program is as
follows :

Saturday—June 9—10 A M.
Aleeting-—closed—of all wholesale members

Saturday—June 9—2 P.M,

Meeting — Executive Committee
Wholesalers Association

Radio

Tuesday—June 12—10 A.DM.

Opening meeting of the Federated Radio
Trade Association in joint session with
Radio Manufacturers Association, and
the National Association of Broadcasters

TWednesday—June 13—10 A.M.

Radio Wholesalers Association—open to
radio wholesalers

Manufacturers’ Representatives Section F.R.
T.A.—open to manufacturers' representa-
tives

Dealers Section
radio dealers

Association Section of the F.R.T.A.—open
to association delegates

of the F.R.T.A.—open to

Thursday—June 14—10 AN
Board of Directors Meeting of F.R.T.A.

Friday—June 15—12 Noon—
Luncheon Meeting

Board of Directors Meeting of F.R.T.A.
with R.M.A. & N.A.B. in connection with
R.M.A. Convention

Annual NEMA Convention
Begins June 6 at Hot Springs

The annual convention of the National
Electrical Manufacturers’ Association will
be held June 6 to 15, at the Homestead
Hotel, Hot Springs, Va. All divisions of
NEMA will meet there at that time with
the exception of the Radio Division whose
annual convention will be held the week of
June 4, at the Drake Hotel, Chicago.

The Industrial Lighting section meetings
will begin Wednesday, June 6, at Hot
Springs. The Supply Division, the Ap-
paratus Division, and the Appliance Divi-
sion meetings will begin Monday, June 11.
All sections of these divisions will meet
during the weelk.

The annual meeting of all sections com-
bined will occur on the evening of Tuesday,
the 12th, and the annual dinner, for which
an outstanding program has been arranged,
‘IA;“L take place on Wednesday night, the
JSth.

Michael Ert Again Elected
President of W.R.T.A.

For the fifth time, Michael Ert, presi-
dent of Michael Ert, Inc., radio distributor,
Milwaukee, Wis., has been elected presi-
dent of the Wisconsin Radio Trade Asso-
ciation. W. H. Roth was elected first
vice-president: A. J. Wolf, second vice-

Radio Retailiig, May, 1028

president and W. C. Kluge. third vice-
president. These last three men were also
elected to the board of directors to fill
expired terms. Sidney Neu was re-elected
secretary and Eric Pfleger, treasurer.

Mr. Ert, in his annual report, stated that
the membership of the Wisconsin Radio
Trade Association had been nearly doubled
during the past year.

The board of directors has already started
to make plans for the 1928 combined radio
and music show which will be held in the
Milwaukee Auditorium, October 1-6.

Clarence A. Earl Elected
President of Freshman

At a recent directors’ meeting of the
Chas. Freshman Company, New York City,
Clarence A. Earl was elected president, and
Charles Freshman. former president and
founder of the business, was elected chair-
man of the hoard. Mr. Earl has been a
director of the company for the past year,
and thus has gained a thorough knowledge
of the industry in general.

He has spent the greater part of his life
in the automobile field and was the first
vice-president of the Willys-Overland Com-
pany of Toledo, Ohio. During the war, he
was especially commended for his work
in turning one of the largest automobile
factories to the production of gun carriages.

Mr. Earl brings with him a wealth of
manufacturing and merchandising experi-
ence and his appointment is thought to be
an indication of large scale financial ac-
tivities within the Freshman organization.

Tue C. E. Maxuractvring CoMPANY,
Providence, R. 1., recently increased its
capitalization to $1,000,000. In line with
this expansion, 30,000 square feet of floor
space has been acquired, to he devoted to
research, laboratory and experimental pur-
poses.

All-American Merges With
Mohawk Corporation

The All-American Radio Corporation
and the Mohawk Corporation of Illinois,
both of Chicago, have consolidated and will
hereafter be known as the All-American
Mohawk Corporation. The newly-formed
company will have its factory and general
offices at 4201 Belmont Avenue, Chicago,
where the All-American Company has been
located for several years.

Both companies are licensees of the Radio
Corporation of America, the Westinghouse
Electric Manufacturing Company, the Gen-
eral Electric Company and the American
Telephone and Telegraph Company.

E. N. Rauland, who was president of the
All-American Company, will head the new
company; Gustave Frankel and Otto N.
Frankfort, both of Mohawk, will be vice-
president and vice-president in charge of
sales, respectively; Donald MacGregor, of
All-American, will be treasurer, and Doug-
las De Mare, engineer-in-chief of Mohawk,
secretary.

As a result of this merger, the new 1928-
29 Mohawk All-American radio will be
designed, engineered and built in one of the
most efficient and completely - equipped
plants obtainable.

The factory facilities of the All-Amer-
ican Radio Corporation, which will house
the two merged companies, is thorough in
its equipment and will produce under one
roof complete radio receivers embodying
advanced designs of the most desirable and
successful features of radio engineering
skill. The two companies have enjoved
national good will and an unquestioned rep-
utation.  Through this consolidation, a
strong financial position is also assured for
the new comparny.

TueE YaLe ELecrric CorroratiON, for-
merly located in Brooklyn, N. Y. has
moved to its new and improved plant at
257 Cornelison Avenue, Jersey City, N. J.

Sign Papers for All-American Mohawk Merger

E. N. Rauland, right, president of the All-American Radio Corporation, Chicago,
and Gustave Frankel, president of the Mohawk Corporation of Illinois, Chicago,
signing the articles of agreement which resulted in the merger of the two radio

manufacturers.
American-Mohawk Corporation.

The newly formed company has taken the name of the All-
A complete line of receivers and reproducers

will be manufactured under R. C. A., Westinghouse, General Electric and Amer-
ican Telephone and Telegraph patents. The All-American factory, which is said
to be one of the most complete in the country, will be used.

>
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Trade Show Information

Every dealer, jobber and manufacturers’
representative is invited to atteund the
R.ALA. Trade Show at the Stevens Hotel,
Chicago, the week of June 1. If you have
not as yet received one of the invitation
forms which were mailed to the trade,
write to G. Clayton Irwin, Jr.. 1800 Times
Building, New York City, supplyving the
names of the persons for whom passes are
requested, togethes with the name of the
concern they are connected with, and indi-
cating whether a dealer, johber or sales
representative.  Passes will he  prepared
and held at the Dealer and Jobber Regis-
tration Desk, lower lobby of the Hotel
Stevens, and may be picked up by the
person to whom it is issued, any time after
1:00 pan., Sunday, June 100 Passes will
not be mailed but must be called for at this
desk.

The fare-and-one-half plan has been
aranted by all eastern and western railroads
and trunk line connections. Secure a cer-
tificate—not  a receipt—from  the  ticket
agent, when you purchase your ticket to
Chicago, present this certificate to the vali-
dating officer of the R.M.A., M. F. Flana-
gan, during the convention, and a return
ticket over the same line may be obtained
for one-half fare.

Los Angeles to Hold Pagcant
of Music

The City of Music will he the feature
of the forthcoming International Pageant
of Music and Exposition to De held June
28 to 30 in the Ambassador Auditorium,
Los Angeles, Calif.

For this affair. the Auditorium is to be
laid out like a small community with rows
of streets. each having a different styvle or
architecture, and lined with booths which
will take the form of individual stores.
In the center is a plaza where open booths
will he available. A revolving stage will
be huilt in this plaza for the presentation
of living tableaux, telling the story of
nmusic.

The exposition is being conducted by the
Music Trades Association of Southern Cali-
fornia in conjunction with the Fifth Annual
Convention of the Western Music Trades
Association. Waldo T. Tupper is the man-
aging director of hoth affairs.

.

Philco Buys Murdock Corp.

Following closely on the announcement
that the Philadelphia Storage Battery Com-
pany, Philadelphia, has purchased the Tin-
mons Radio Products Corporation, also of
Philadelphia, comes word that Philco has
ahsorbed the Murdock Radio Corporation
of Chelsea, Mass., one of the pioneer radio
companies and maker of receivers, repro-
ducers and head-sets.

As a result of these mergers, Philco
will manufacture and market a complete
line of sets and reproducers, under R. C. A
General Electric. Westinghouse, and Hazel-
tine patents.

Demonstration Hour Latest
Radio Innovation

A unique feature, known as the “R.C.A.
Demonstration Hour,” is now heing broad-
cast each Saturday afternoon from 2:30 to
3:30. over WJZ and the Blue Network.
The program is sponsored by the Radio
Corporationn of America, who plans to con-
tinue its presentation during the halance of
the year,
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As its name implies, this hour serves to
provide material for a satisfactory demon-
stration of the merits of present-day broad-
casting in general and of radio receivers
and reproducers in particular. The selec-
tions presented each week run the entire
gamut of musical entertainment and pro-
vide sixty minutes of ideal demonstration
material on  Saturday afternoons  when
prospects usuatly visit the radio store.

Has Aero Laboratory

The Pilot Electric Manuiacturing Com-
pany, Inc., Brooklyn, N. Y. is operating
the first airplane built for the specific pur-
pose of research in airplane radio telephone
and telegraph equipment. A radio antenna,
designed for short wave transmitting and
receiving, is stretched across the 43 foot
span of the single wing.

In addition, a trailing wire can be lct
out through the cabin floor, to he used on
wavelengths of 600 meters or more.  The
ignition system is shielded to prevent spark-
ing interference with receiving equipment,
and every metal part is wired together and
grounded to the welded steel tubing which
comprises the frame-work. Behind the
cabinn 1s a large compartment which is ar-
ranged as a radio laboratory.

Tur CrosrtEy Rapro Corroratiox, Cin-
cinnati, Ohio, has recently made two
changes it its personnel. Ralph H. lLang-
ley has been made Director of Engineering
and F. Clifford Estey has been appointed
assistant to Powel Crosley, Jr., president.
Mr. Langley is chairman of the committee
on section activities of the National Elec-
trical Manufacturers’ Association, and was
formerly connected with the General Elec-
tric Company, Schenectady, N. Y. Mr.
Estey, betore joining the Crosley organiza-

tion, was sales manager of the Stewart
Battery Company of Chicago.
THeE Soxora Phoxocrarir Coapany,

[xc.. New York City, has absorbed the
Tay Sales Company ot Chicago, distributor
for Illinois and Wisconsin, putting into
effect its new policy of selling direct to
the trade. This territory will now come
under the jurisdiction of H. B. Bibb, mid-
west sales manager of Sonora, who will be
located at the Chicago office, 64 East Jack-
son Doulevard,

A. T Grere & Covprany, Ixc., New
York City, has increased the price of its
battery-operated receivers $10.  The new
prices, which became effective April 1, are
as follows: Syncrophase Five, table model,
$105: and Syncrophase Seven, table model.
$145. Both prices are exclusive of tubes
and other accessories.

Ture Freep-Erseyaxy Rapro Corrora-
Tiox, Brooklyn, N. Y., has appointed M. J.
Adler as advertising manager to succeed
Ray T.. Speicher, who has heen advanced to
a position ir the promotion department.
Mr. Adler is well known in New York and
Baltimore advertising agency circles.

Tur C. F. Maxtracrerineg Coveany.
Providence, R. [, has made a reduction in
the price of several of its tubes, effective
immediately. The new prices are: type
CE$3: J-71, $3: M-26, $2.50: N-27, &5
and R-80, $4.50.

Bert E. Sarrrir, formerly sales manager
of the Allen D. Cardwell Manufacturing
Corporation. Brooklyn, N. Y., has joined
the staff of Aero Products, Inc.. Chicago.

Tur Pavees Music Comeaxy has
opened at Manitowoe, Wis., with a com-
plete line of Kellogg receivers.

Fedcral-Brandes Changes
Name

At a recent meeting of the stockholders
of Federal-Brandes, Inc., Newark, N. J,, it
was voted to reclassiiy the stock, increase
the capitalization to 1,000,000 shares of
common stock, and change the company's
nane to the Kolster Radio Corporation.

The Kolster Radio Corporation is a
combination of the Federal Telegraph Com-
pany of California and the Brandes Prod-
ucts Corporation of Newark, N. J., and has
taken the name Kolster in honor of Dr. F.
A. Kolster, the company's chief engineer,
who designs the Kolster products.

Fren DL Witniaas, formerly president
of the Dubilier Condenser  Corporation,
New York City, has been clected vice-
president of the Ravtheon Manufacturing
Company, Cambridge, Mass.  Mr. Wil-
liams will remain temiporarily as president
of Dubilier, continuing in an executive ad-
visory capacity in addition to his activities
at Raytheon. He was formerly connected
with the Grigshy-Grunow Company, Chi-
cago, as director of sales.

NewcoMBeE-Haweey, Ixc., St. Charles,
11, has secured the services of V. Ford
Greaves who will he engaged in engineer-
ing sales service in connection with the
new dynamic speaker which this company
is  manufacturing  under a  Magnavox
license.  Mr. Greaves was formerly asso-
ciated with the Magnavox Company.

Tue Avrap Corroratiox. Mediord Hill-
side, Mass., has appointed W. LI, [.yon as
general sales manager, filling the position
previously held by A. B. Ayers. who was
recently made general manager. Mr. Lyous
was formerly connected with the Federal
Telephone and Telegraph Company as spe-
cial representative, traveling throughout the
United States.

WirLray E. Woobps, has joined the sales
staff of the Bremer-Tully Manufacturing
Company, Chicago, and will travel the
castern and central section of the United
States. Mr. Woods was the organizer of
the Benwood Company of St. Louis. which
later became the Benwood-linze Company.

F. A D Axprea. Ixc.. Long Tsland City,
N. Y., has appointed Frank J. Baker as
sales representative in Texas and the south-
west. Mr. Baker was formerly connected
with the [Federal Radio Corporation, Buf-
falo, representing that company in thir-
teen southern states.

Tur Tuornparson Erecrtric Maxvrac-
TURING Compaxy, Chicago, I, has pro-
moted H. P. Manly to the position of gen-
eral sales manager. This 15 Mr. Manly's
second  promotion with the Thordarson
Company within the past few months.

Tue Lestie F. Muerer Coxraxy, Chi-
cago, [ll.. is constructing a new plant at
85th Street and South Chicago  Avenue,
Chicago. The manufacturing facilities will
be located on the first floor, with the ex-
ecutive offices, laboratory and broadcasting
station on the second floor.

Rocer V. PeErriNceLn, 1101 Statler Build-
ing, Boston, Mass., has been appointed rep-
resentative by the Acme Electric and
Manufacturing Company, Cleveland, Ohio,
to cover the entire New England territory.

Ture Ranio Corroratiox, New York
City, has reduced the price of several of its
Radiotrons, effective April 25, Type UX-
112-A 1s now $3; UX-171-A, §3, UX-229,
2.50; UY-227, $5 and UX-280, $4.50.
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Trade Shozw Exhibitors

The Abox o,

The Acme Elec, & Mrg, Co,

A, C. Dayton (o,

The Acme Wire Co.

Adler Mfg. Co.

Aerovox Wireless Corp.

All-American Mohawk Corp.

Allen-Brudley (o,

Aluminum Co. of America,

American Bosch Mag. Corp.

American Mech. Labs.

The Amrad Corporation.

F. A. D. Andrea, Inc.

Apex Elec, Mfg. Co.

Areco Electrical Corp.

Arcturus Radio Co.

Atwater Kent JMfg., Co.

Argus Radio Corp.

Aero Products, Ince.

ielden Mfg., (Yo,

Denjamin Elec. Mfg. Co.

Dest Mg, Co.

Dirnbach Radio Co,

1. N, Brach Mfg. Co.

Brooklyn Metal Stp. Co.

Lrown & Caine, Inc.

The Buckeye Mfg. (o,
uckmgh(lm R‘uliu vorp.,

D. K. Bullens (o,

Burgess Dattery (o,

Bush & Lane Piano Co.

Dremer-Tully Mfg. Co.
Aright Star Dattery (o,

Carter Radio Co.

Caze Electric Corp.

’Nle Caswell Runyan Co,

e, (o, Ine.

The (‘eloron Co.

Central Radio Corp.

Central Radio Labs.

Chicago-Jefferson ITuse & Elec. Co.

Chillicothe Furniture Co.
Continental Fibre Co.
Corronish Wire Co.

Crosley Radio Corp.

Crowe Name Plate & Mfg, Co.
E. T. Cunningham, Inc.
Day-IFan Electric Co.

DeJur Products o,

Tobe Deutzchmann Co.
Diamond Mlectric Corp.
Diamond Vacuum I'rod. Co.
Dongan Klec. Mtg, Co,
Diubilier Condenser Corp.

tHi. H. by bdfg. Co., Ine.
The Ekko Co.

Flectrad, Inc.

Llectrical Research T.abs.
Tlkon Works, Ince.
1lssenbee RRadio Devices Co.
Iixcello Products Corp.
¥lgin Cabinet Co.

I'ansteel Products Co., Ine,
Farrand Mfg. Co., Inc.
Federal Radio Corp.
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Ferranti, Ine.

Robert IFindlay Mig. Co,
Formica Insulation Co.
Freed-Eisemann Radio Corp.
French Battery (o,

Herbert H. Frost, Inc.
Chas., Freshman, Inc.

John E. Fast, Inc.

Federal Furniture Factovies.
Cieneral Dry BDatteries, Inc.
General Radio Co.

tirand Rapids Furn. Co.

A. H. Grebe and Co.

Gold Seal Electrical Co.
Gray Danielson Mfg. CO
Greene-lirown Mfg. Co.
Crigsby-Grunow Co.

General Instrument Corp.
General Transtormer Corp.
Great Western Radio Corp.
Hamilton Mfg. Co,

Hoyt Electrical Inst. Co
Hyatt Electric Corp.

High requency l.ahs.
Hammarlund DMfg. o,
Howard Radio o,

H. L. Hubbeli Mfg. (o,
International Resistance Co.
Jewell Electrical Inst, Co.
Howard 13, Jones.

Jensen Radio dMfg. Co.

S, Karpen & Bros.

Karas Electric Co.

Kellogg Switch & Sup. Co.
The Ken-Rad Corp.
Knoxville Tahle & Chair Co.
King Mfg., Corn.

Kodel Radio Corp.

Kolster Radio Corp.
Kingston I’roducts Co.
MceMillan Radio Corp.

The Magnavox o,

Maring Wire Co.

bMarti Elee, & Mg, Co.
Micarta Tabricators (o,
Minerva Radio Co.

Lexlie F. Muter Co.

Molded Wood DProducts (Mo,
National Carbon Co.
National Vulcanized Fibre Co.
Neutrowound Radio Mfg. Co.
Newcombe-Hawley, Inc,
Northern Mfg. Co,

Northwestern Cooperage & Lumber Co.

National Company, Ine.
O’'Neil Mfg. Co
Operadio Mfg. Co.
Pacent Radio Corp.
Perryman Elec. Co.
P’hiladelphia Stor. Bat. Co.
Philmore Mfg. Co.

The Pierson Co.
Platter Cabinet Co.
I’olymet Mfg. Co.

The ['ooley Co.

-
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I'otter Mfg. Co.
I'recision ['roducts Co.
I'remier R(uliu Corp,
Q. R,
R. B. l\[fg Co.
Racon hlec Co., Inc.
Radio Corp. of ‘America
Radio Master Corp.
Radio Receptor Co.
Raytheon JMfg. Co.
Red liion Cabinet Co.
Rola Company.
H. T. Roberts Co.
Reichmann Co.
Samson Elec. Co.
Sandar Corp.
Sangamo Elee. Co.
Scovill Mfg. Co.
Sentinel Mfg., Co.
Showers Bros. (o,
Silver Marshall, Inc.
Slagle Radio Co.

Sleeper Radio & Mfg, Corp.

Sonatron Tube Co.
Sparks-\Withington Co.

Standard Piano Bench Mfg.

Splitdorf Radio Corp.
Standard Radio Corp.
Steinite Radio Corp.

Stewart-Warner Speell Corp.

Sunlight lL.amp Co.
Super-Ball Antenna Cu.
Superior Cabinet Co.

St. Johns Table Co,
Sylvania Products Co.
Stewart Industries, Inc.
Shamrock Mfg, Co,
Stevens & (o,

Superior Cabinet Corp.
Sterling Mfg., Co.
Teletone Corp.
Televocal Corp.,
Teniple, 1nc.

Tower JMfg. Corp.
Transformer Corp. of Am.
Trav-lLer Mfg. Corp.
Tyrman Radio Corp.

Cn

Tinimons Radio Products Corp.

Thordarson Elec. Mfg. Co.
The Udell Works.,

United Radio Corp.

1"tah Radio Prod. (‘o.
United Cabinet Mfg. Co.
Victoreen Radio Co.
Wasmuth-Goodrich Co.
Webster (Mo,
Wells-Gardner Co.
Weston Elec. Inst. Corp.
‘The Wolf Mfg., Industries.
Walhert Mfg. Co.

Wilcox T.aboratories.
Watsontown Table & Furn
Webster Electric (o,

Yale Elece. Corp

Yaxley Mfg. Co,

Zenith Radio Corp.
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Cutting Overhead to a Minimum
(Continued from page 43)

Another departure—hecause this Little Rock mer-
6. chant carries practically no “dead” stock on the
floor or in the back room, he has found it expedient to
handle five makes of sets. This is done so that he may
make a certain kind of selling talk. The nature of this
sales presentation is explained in the next paragraph.

As soon as possible after a lead is turned in, Ward
7 o gets the prospect on the telephone, or. failing in that,
he calls with his catalogs. His first objective is to find
out exactly the tvpe. make and price set that the prospect
may be favoring or that he should have. Once this has
been determined a demonstration of that particular set is
arranged for.

Because of the wide variety of types from which to
choose, it is seldom that \Ward fails to “fll the bill.”
Because of the size and operating efficiency of the sys-
tem of getting leads which Ward has created, his aggre-
gate volume of purchases of any one make is sufficient
to secure for him maximum dealer discounts.

If necessary, a set is left “on trial” for a period not
to exceed one week. During the height of the holiday
rush Ward had 81 sets in the field ; either on demonstra-
tion. with part-time salesmen. or on display. He sold
more than 60 sets last December.

Trade-ins or slow moving numbers are sold to the

o bart-time salesmen at cost. These men are in touch
with prospects for this kind of merchandise whom Ward
never hears of.

These policies were all formulated for one purpose:
to build a prospect-procucing piece of machinery. Ches-
ter Ward believes that it is good husiness to pay ten per
cent for live leads and to economize on occupancy and
clerical hire.

Last year the amount of total income expended for
occupancy was 1.2 per cent and for owner’s drawing
account and wages, 7.7 per cent. Total overhead, exclu-
sive of an average of ten per cent per sale for commis-
sions, was 15.9 per cent. As gross margin (losses de-
ducted) was 34.9 per cent. this left a net profit of nine
per cent. Servicing operations are not included in this
analysis.

Ward, in Little Rock, Ark., is getting volume and an
exceptionally high net profit return under his “commis-
sion-to-customers-for-leads™ plan. He is not a price-c