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MopEL. 65 — Sandar
Cabinet Tumnr $22 50

IT’S the mellow bass—the rich low-tone reproduction
—that sells radio today, as never before, That’s why
SANDAR —the one speaker especially designed for
low-tone beautification —occupies a selling niche all
by itself.

When you carry SANDAR you not only feature to-
day’s greatest self-selling speaker, but automatically
employ —through its inimitable, mellow tones—a
star salesman for your receiving sets.

Communicate NOW with your Sandar distributor.
Ten new models —both Dypamic and Balanced
Armature types—all invitingly priced.

SANDAR

SANDAR CORPORATION, LONG ISLAND CITY,
Division of Farrasd Mfg Co., Inc.

MobEL 71 — Sandar
Table Dy~Narnie, $55

Monsi. 61 —- Balanced

MobeL 75 — End-
Table Dy~NaMic. $78

Armature type. $30.00
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“It has been my pleasure to read ‘Radio Retail-
ing’ since the first issue. I have secured a great
amount of help and information from it. I
don’t see how I could do business without it.”

Marshall, Texas. PauL L. CARRIGER.

“J wish to say that ‘Radio Retailing’ is almost in-
dispensable to me in my business and I look for-
ward to each new copy. It keeps one up-to-date
and is most complete as a guide. The Service De-
partment is also a very good thing and helps make
clear those problems that are bound to come up.

L. A. LAGASSE,

Beverly, Mass, Lagasse Radio Service.

“We are already subscribers to ‘Radio Retailing’
and find it a valuable and profitable help. But one
copy is not enough and all the force wants to read
it as soon as it comes in. Enclosed find money for
another subscription.” W. E. Morrow,
Gadsden, Ala, M. & A. Electric Co.

“We get a great deal of good information from
‘Radio Retailing’ and always recommend it to job-
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hy, / thought a Stromberg-Carlson

cost much more /"

After the charm of Stromberg-Carlson tone has Hear the Stromberg-Carlson
. s Sexter over the NBC and
captivated your customers’ ears; after the grace and 22 associared stations

rich beauty of the cabinet has won their admira-
tion—then to find out that Stromberg-Carlson —
quality can be had at so low a price is the finest

» AR
sales psychology. (NS - (1 'J' "{ ”
The new Nos. 636 and 635 Receivers bring the e BN -
Stromberg-Carlson line within reach of the average =

i R i No. 635 Stromberg-Carlson
family. They vastly increase the opportunity for Treasure Chest. Operates on
A.C. Tubes in s0-60 cycle areas.

sales among the thousands who already know that Uses 5 UY-227 A.C., one UX:
. . » 171-A Output and one UX-280

“There is nothing finer than a Stromberg-Carlson. R.C.A. Tubes. Price, less tubes
and Speaker . . . . $i85.

Stromberg-Carlson models for A.C. and D.C. areas No. 636. Art Console. Shown

in main illustration. Same op~
erating unit. Price, less rubes
and Speaker . . . . $i45.

range in price from $185 to $1205 East of Rockies.

StroMBERG-CARLsON TELEPHONE Mrc. Co.
ROCHESTER, N. Y.

Stromberg-Carlson

Makers of voice transmission and voice reception apparatus for more than 30 years

Prices quoted are East of Rockies
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=% TAH DYNOLA SPEAKER

Equippec With 110 A. C. & 00
Dynamie Unit . . 65

Equipped With 6volt 00
DynamieUnis . 855

Equippee With llO D C. $5500

Dynamie Uni:

. . . let us have a quality
speaker at the right price

So says the public...We pre-
sent the Utah line, each
speaker an answer to the
~ public demand. No finer
speaker at so reasonable a
cost. That is real ‘‘price ap-
peal”...The dealer who real-
izes this and stocks a full
Utah line has found an amaz-
ing opportunity for profit.
m Ful!in;ormation to select
dealkers upon request
UTAH RALIO PRODUCTS COMPANY

) 1515 South Michigan Avenue
CHICAGO . . TLLINOIS

A-100 DYNAMIC CHASSIS
110 volt alternating current light
socket supply for tield excitation

using Westinghouse dry Q40(X)

rectifier . . . . . . .

D-200 for 110 D. C. K-300 00
for 6 volt storage l)n':tery $30

UTAH DYRAMIC MODEL 65
SPEAKER

Equipped w th 110 A. C. 54950

DynamicUnt . . . . . |
Equipprd wizh 6 volt D. C. 33950 ‘- S

Dynamiéc Unit . . . . . ol
ed h110 volt D.C.
Do B 3050
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MAGNETIC

AND

DYNAMIC

SPEAKERS
1929

MODELS

Gothic Model
Cabinet type
Price, $28.00

PATHE Speakers ring as true as the Cathedral Chimes—Finished in genuine
Walnut they are designed to harmonize perfectly with the finest interiors
and furnishings.

Our years of experience is your guarantee that when you buy a Pathé you

Buy the best

The Pathé Gothic as pictured above reigns
supreme in its class— The Pathé Dynamic
represents the latest developments in re-
search and delivers the marvelous tone quality
for which Pathé is famous.

Denamic trpe 110 4. ¢ PATHE PHONOGRAPH & RADIO CORPORATION  yo ChAssis No.s

operatli;ngc on$7éih% volt installation in eabinet

114 East 32nd Street, New York, N. Y. With epage 600 “ToAe

PATHE REPRODUCTION EXTRAORDINATRY



Grebe Buckeye Console

This beautiful cabinet has
beendesigned fortheGrebe
SynchrophnszA C Sixor
the Synchrophase Seven
~ It has a speaker
compartment which will
accommodate either a dy-
naer:l:(c OII.‘ rtnagnetlc type
speaker. Listprice
(console only) ‘6250

AN

TRADE MARH
A8y 3. PaT. OF)

1928

Ruadio Retaiiing, Novemler,

Built for
Permanence

TO the consumer the higher price of the Grebe radio

carries the assurance of permanent satisfaction that
experience has shown is not to be found in hastily con-
structed “bargains”. To the dealer it means permanent
good will and a minimum of bothersome servicing.

Every Grebe Synchrophase receiver has been accepted
by trade and public as the highest standard of radio ex-
cellence—and has remained the standard for years after
its introduction.

Send for Booklet RR

A. H. Grebe & Co., Inc.
109 West 57th Street, New York City

Factory: Richmond Hill, N. Y.

Western Branch: 443 South San Pedro Street
Los Angeles, Calif.

Makers of quality radio since 1909

2 SYRCHROPHASE

A-C Six
RADIO

No. 2249 Table

The trend toward “radio
furniture’” makes this

. table with speaker com-

partment a particularly
desirable ad;unct to every
Grebe home.

price (table only) 32450

Grebe
Synchrophase
A-C Six

oSBT
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Announcing —
THE NEW AIR-COOLED

RESISTOVOLT

AUTOMATIC VOLTAGE CONTROLLER
il

DE LUXE MODEL and COMBINATION

When we announced the first Voltage Controller to the radio market, we
thought that RESISTOVOLT was as nearly perfect as could be made. ‘
The question since has been not “shall we improve,” but “can we | 1 |- C. A RESISTOVOLT
' w3UGHE CorP oF A
improve”” RESISTOVOLT. Yes! thanks to your confidence, enthusi- A B
asm, and constructive suggestions, our engineers have been spurred on
until we are now able to announce this remarkable new Air-Cooled Resist-
ovolt. Embodying new efficient principles of construction, in beautiful

. . . . LIST PRICE
all-metal design, polished and lacquered, same dependable operation with
enhanced appearance and new features of sales appeal. s l 075
A EssAGk ANTENNAVOLT
AND A PROMISE )
TO THE TRADE The acme of engineering achievement: A
combination of the New Air-Cooled Re-
G G Eo e Bes Ll B O sistovolt Voltage Controller and a perfect
That i d . and that is th . . s
A s o il L) U light socket aerial, minimizing static, im- e ‘
Competition is quick to spring up on prov1_ng.tone ql{allty, Increasing se.lect1v1ty, ‘ R[g!‘SLIgVOLT‘ANTENNeVQU
successful i_tems but the leader is the sharpemng tumng, at the same time Pro. i INSULNTE &%ﬁf’;ﬁ;’f AMERICA
one who gives the most effort, the . 3
most careful mechanical job, the most tecting tubes and sets from excess voltage,
exacting engineering study, the most . . .
features of sales appeal to help you hne surges and damage from hghtnmg.

sell a product.

The construction and efficiency of this

With Resistovolt we created the de- Q 9 .

mand for Voltage Controllers. With product is the talk of radio engineers! LIST PRICE
Resistovolt we took the lead in ef-

ficiency, in quality, in low quick-sale sz.zs
price. With the new Resistovolt we

offer a product so far ahead that it is T E L E v l s l o N
practically devoid of competition. Tie

up with the leader—it will pay you
in many ways. ICA KITS AND PARTS

TELEVISION Actual reorders from all points in the U. 8. and Canada
fromn Jobbers and Dealers prove the tremendous popularity
of these T C A Complete Television Kits and Parts. A

We were the first to hroadcast the

fact that Television apparatus in Kit built up kit or our dealer’s built up model will tie up
form was available to the experi- with the nation-wide interest in Television.
menter. I C A Television Kits took

Model 65 (complete with Television Tube and

the ;ea.nli din:)me(éiatlely. Today t?ey Television Amplifier) ........... List $65.00

are haile; y dealers, experimenters 3 = . >

and technical engineers as the finest Model 52 (s:utne as 635 less tube) . .......... Ll'st 5:.50

apparatus obtainable. They have the Model B-1 (without amp. or tube). SRR List 37.50

lead, will they keep it? Yes! because Model 45 (same as B-1 but with improved

amateur experimenters, broadcast sta- MOtOr) .. iveiie ittt List 45.00

tions, original inventors. and our own Dealers Display Model (Model 65 completely

staff of engineers are working hand assembled, built on wetal stand) . . List 100.00

in hand with INSULINE CORP. for Also Dises, Television Lamps, Motors, Lenses, etc., etc.

the future of Television. Tie up with .

the leader. Get on our mailing list LIST PRICES
for announcements. Write for our ' I

T L L Sl Jobbers and Dealers write for complete $37.50 to $100
ways, that we promise. catalog and discounts.

INSULINE CORP. of AMERICA

RADIO—Standard Products Since 1921—TELEVISION
78-80 CORTLANDT ST., N. Y. C.
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Amerieca’s Finest
small Console

TH IS new Federal
H-40-60, a gracefully compact
console with built-in speaker, is
offered as a fitting companion
to the new table model , H-10-60,
America’s finest small radio.

It is particularly appealing in
that it will fit into any decora-
tive setting and tuck away in the
smallest nook or cormer with-
out necessitating the rearrange-
ment of the furniture.

Its pleasingly artistic design im-
mediately attracts the buyer. Its

remarkable performance and Console Models

q H-40-60 (60 cycle) $185
de?p, natural.Orthosomc Tone H.40.25 (25 oyele) 8195
quickly sells it.

May also be had with Dynamic
Speaker

Federal Models from $95 to $925
(Prices slightly higher west of Rockies)

Prices (without tubes)

Phone, wire or write for the Federal
proposition to retailers.
FEDERAL RADIO CORPORATION
Buffalo, N. Y.

OPERATING BROADCAST STATION WGR AT BUFFALO

Federal Ortho-sonic Radio, Lid., Bridgeburg, Ont.

F@(&l@]ﬁdl

ORTHO-SONIC* R((E]ld}i@

Licensed under patents owned and or controlled By Radio Corpora- 8 Federal's Jund. l U making
tion of America, and in Canada by.Canadian Radio Patents. Ltd, somic reproduction is patented under U.S. Letters Patent No, 1,582,470

FEDERAL RADIO CORPORATION,
1738 Elmwood Avenue, Buffalo, New York

Please send me complete details of the Federal propositidn,

Name
Address City
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Which of these

Famous CeCo Tubes

will you choose?

A GENERAL PURPOSE
type of tube for detector radio
frequency or audio amplifier
uses. Built in every type and
variety to meet all ordinary
set needs with the flawlessly
beautiful reproduction only
CeCo affords.

POWER AMPLIFIERS. A group of
seven marvelous amplifying tubes which af-
ford as great or as little volume as you
desire: For loads from 3 volts to 450.
Priced from $2.50 to $12.00.

RECTIFIER TUBES. For the conver-
sion of alternating current into direct
current, made in two types for use in
A, B or C Eliminators or power packs.

FULL.-WAVE RECTIFIERS handling
plate voltage up to 300 volts with amazing®
efficiency.

HALF-WAVE RECTIFIERS for hand-
ling plate voltages up to 750, delivering a
direct current of 125 millamps with mini-
mum voltage drop.

SPECIAL PURPOSE TUBES. For ob-
taining the most perfect results possible
in radio. These include

SPECIAL DETECTOR TUBE. Super-
sensitive non-microphonic —non-critical to
filament or plate voltages.

SPECIAL HIGH MU TUBES for re-
sistance and impedence coupled audic am-
plifiers or in all audio frequency sockets.

SPECIAL R.F. TUBES for higher volt-
age amplification to build up weak signals
without distortion,

SCREEN GRID TUBES, R.F. or AF.
Anmplifier for use in special circuits. The
high volta% amplification assures excellent
results on DX.

THE CECO A. C.
TUBES

The same remarkable results
are available in the CeCo
A.C. line as in the group of
CeCo tubes designed for bat-
tery use. They include:

CECO A.C. DETECTOR AMPLIFIER
TUBES (2!4 volts separate heater § prong

type). An all around superior tube for
operation on A.C. through a step down
transformer . $5.00

CECO A.C. AMPLIFIERS for unusually
excellent results on the radio frequency or
audio stages $2.50

CECO A.C. “"HIGH MU” AMPLIFIER
for use in resistance or impedence coupled
amplifiers on A.C.; affords marked increase
in volume without distortion..............5$4.00

CECO A.C. SCREEN GRID TUBES—
§ prong special heater type for Radio Fre-
quency or Audio Frequency amplification;
affords voltage increase from 30 to 60 per
stage. Operates strictly on A.C.......$8.00

“They Cost No More

~ but Last Longer”

A

R O mal LR e
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CeCo Type J71-5 Vout
% Amp. power Tube,
using the new oxide
filament. Price $3.00

B

PRONOUNCED

SEE—CO
RADIO TUBES

(teadier performance
—longer life

"ll"HE acid test of any radio tube is the performance!
And that is the big advantage you have in selling
CeCo Tubes—their outstanding and proven performance!

The clearer tones—the greater sensitivity,and increased
volume due in part to the exclusive CeCo method of
evacuation, are the features that build CeCo sales volume
for you because of the satisfaction they give your cus-
tomers.

These factors, plus the longer CeCo dealer profit-
margin, are a combination of selling advantages that
build real sales and profits for you.

Write for full particulars and information
about the attractive CeCo dealer proposition.

CeCo MANUFACTURING CO., Inc.

702 EDDY STREET, PROVIDENCE, R.1.
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FLECTROVO
v
S 7 5 .00

Pay What You Will... Money Can’t Buy Finer
Electric Phonograph Reproduction Than This!

COMPLETE electric phonograph —when plugged into a radio
L k —giving all the purity of tone, the undistorted volume of an

instrument costing hundreds of dollars—complete at $75.

Encased in a handsome walnut cabinet and wound with the
Pacent silent induction electric motor, it is in a class by itself.
Demonstrate it to your customers every time you sell a radio set.
Use it yourself for demonstrating speakers, sets, and records.

THE MODERN MUSIC REPRODUCER
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Clhe

PHO

A Great Opportunity for Quick
Easy Profitable Sales

HE Pacent Phonovox, the first — and acknowledged the

finest —pick-up on the market today is breaking all sales
records— far and away the biggest selling, fastest selling piece
of radio phonograph merchandise being sold. Beside its clear,
flawless tone, its attractive appearance, its solid construction and
simplicity, it offers many outstanding advantages which your
customers are quick to see and appreciate.

If you're not handling the Phonovox urite or wire your jobber today. You're missing plenty of quick, easy
sales that belong to you. For further informution, prices, eic , on the Phonovox and Electrovox, urite to the

PACENT ELECTRIC CO., INC. - 91 Seventh Ave., New York City

Pioneers in Radio and Electric Reproduction for Over 20 Years
Manufacturing Licensce for Great Britain and Ireland, 1g -anic Electric Co , Ltd., Bedford, Englard

THE ELECTRIC PICK-UP - - FASTEST SELLER
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E merely want to tell you about La Salle
Tubes. We are not trying to sell you.
Right now we couldn’t even if we wanted
to. Right now LaSalle is completely sold!
But we want you to know something about
LaSalle—so that when our increased facilities
to produce more tubes are completed—so that
when our laboratory principles in production
are extended and we produce more tubes. ..
we will have a wider audience.
La Salle Tubes are the highest quality
tubes made. Every tube is individually tested
and fully guaranteed.

Our relation with jobbers. . .is one of

WE ARE
NOT sELuNe

YOU - -

absolute confidence. We serve only first
line jobbers . . . and we serve them 100%. We
do not take on an account unless we can
serve it 100%. Right now, we couldn’t take on
an account if it were the highest accredited
type of jobber. It would mean—our present
connections would suffer ... and we take
care of the business we have and take care
of it fully . . . before we go after new business.

We therefore want you to know something
about La Salle. We expect to be able to sup-
ply additional jobbers after our new factory
is completed—and the same careful, labora-
tory principles in manufacture will prevail.

LA SALLE RADIO CORPORATION

143 West Austin Avenue, Chicago, Illinois
Division of Matchless Electric Company

~

HIGCH VACUUM

ADIO TUBES

s

13
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ERTAIN cathedrals in the Middle Ages took five generations

of workers to complete construction. ([, The length of time
required to erect a great building even twenty-five years ago was
much longer than it is today. ([, What has caused the time-cut?
([ Mainly tools, better tools. ([, Today, the manufacturer who
knows his job is providing dealers with improved tools for build-

ing turnover. ([, In the radio industry Kolster has spent millions
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in advertising to give dealers the tool of consumer good-will which
means selling-power. ([, The Kolster Franchise is literally a selling
tool. ([, The longer you use it and the better you use it the more

you will respect it and value it, and the COMMANDER BYRD
] selected Kolster Radio and

Kolster Radio Compasses ex-
clusively for his South Pole
expedition. (, What finer

tribute could be given to

finer and stronger will your own temple

of business grow. For on all sides you
Kolster dependability?

Copyright 1928, by Kolster Radio Corporation.

hear “Kolster is a ﬁne set.” & 3 3
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The Buckingham
Electric Pick-Up

Absolutely the finest electro-magnetic reproducing unit ever
offered to the radio and phonographic trade

A unit of precision manufacture made with that
fine regard to microscopic detail that is found
only in the construction of fine chronometers
and scientific instruments. Embodies the re-
sults of years of experience and experimental
investigation to produce a pickup which com-
bines high voltage output, low impedance and
uniform response over a frequency spectrum far
in excess of that required to faithfully repro-
duce anything that is audible to the human ear.

The heart of the pickup, the permanent magnet,
is the finest cobalt steel and each magnet is
tested for retentivity and specially aged before
used.

The main frame is an accurate die casting of

special brass. This assures a perfect and per-
manent alignment of parts.

The armature is a solid piece formed from
special magnetic steel and each armature
is dynamically balanced—an exclusive
Buckingham feature.

All internal metal parts are cadmium
plated, while the external case and housing
are finished in statuary bronze.

Each unit upon completion is set aside to age
for not less than three weeks to assure molec-
ular equilibrium in bearing and damping pad
before final adjustments and tests are made.
The armature is accurately centered by easily
accessible means of adjustment. These points
are of utmost importance to the discriminating
buyer.

Write or Wire Immediately
For Samples and Prices

BUCKINGHAM RADIO CORPORATION
440 West Superior Street, CHICAGO, ILL.
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lN designing radio tubes, Raytheon Labo-
ratories have always been pioneers in the best
sense of the word. And now Raytheon
filament tubes for AC receivers set a new
standard of performance by their improved
construction which means a longer and
healthier life.
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@ F haytheon®
227 “%.LONG LIFE RADIO TUBE &

DIETECTOR AMPLIFIER
(AC Teater)
2.5 Yohis 1.75 Amperes

Mate
180 Volts (Maximuom)

List Price 51,00

RaX -226
AMPLIFIER
(AC Fitament)
A rugged hum-free AC tube using new 1.5 Yohs 105 Amperes
type of cathode celement which heats
up with remarkable rapidity and is
able to stand voltage fluctuations with-
out impairing its life,

Plate
180 Volts (Maxin

List Price $2

m

Special  proeess outside coated filament
prevents possibility of any change in operat-
ing characteristices,

4-Pillar
The difference between radio tubes |Construction| ment at 8 points instead of 2 as

is in their design and the care with

found in ordinary tubes.

which they are made. With Rav- R . .
This is what keeps the filament i

=

8 . . 1
theon tubes, the careful, painstaking

alignment. makes the tube non-
methods of the laboratory are used

. . . . microphonic and insures longer life.
in both their design and making.

And beeause of this sturdier con-
Note the sturdy ¢4 pillar con- struction, Raytheon tubes stand

struction firmly anchoring the fila- voltage overload.




FRaytheon® ReX

“%. 1LONG

ReX - 171A
POWER AMPLIFIER

5.0 Yolis .25 Ampere

Plate

180 Volts (Maximum

List Price $2.7>

For use in last audio stage
only. New process long life
oxide coated filament and rug-

ged mechanical construetion.

LIFE RADIO TUBE .

4-Pillar

Raytheon Long Life Radio Tubes, |Construction

like the Rayvtheon BH Tube, will be
adequately advertised to the con-
sumer with eomplete display and

merchandising tie-ups for the dealer.

We call them healthy tubes because
the Raytheon construetion insures

that there will be no weaklings but

ReX -280
FULLWAVERECTIFIER

5.0 Volts 2.0 Amperes

Plates
300 Yolts AC
(Maximum)

L125 Ampere QOuiput DC
(Maximum)

List Price $1.25

rigid construction results in

Special
equal rectification for both halves of
the AC wave insuring smoother cur-

rent.  Also provided with an extra
heavy filament to insare longer life,

uniform tubes that will give efficient,
satisfactory service from the first to
the last day of their extraordinary
long life.

Raytheon filament type tubes are
fully protected by a long list of
which

plainly on the side of each ecarton.

Raytheon patents appear



Pioneering ~
F Raytheon %
2 e i

Kino-Jamp Foto-(e]|

FOR RECEIVING FOR SENDING

The first tube developed commer- Available in both hard recuum and
cially to work with any system. ras  filled extra sensitive types—
Uniform glow over entire plate area cach'in three sizes.

without use of mirrors or ground
glass, gives it perfect reproduction
qualities. o 1 e
The Double plates mean Doublelife. Type 3 GS illustrated

List Price $7.50 List Price $20.00

Special tubes and prices
on application.

Raythceon BH is the only replacement tube which
can be used in over 100 different makes of B
Eliminators.

There are millions of Raviheon B tubes in use and
millions will be replaced.

Be sure and get your share of this business,

RAYTHEON MANUFACTURING CO.

Cambridge, Mass.

Printed in U. 5. AL
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sa® The Orchestrope

The Musical Marvel
of the age

P

—Plays 28 records on both sides continuously, turning and
changing them automatically. An entire evening’s enter-
tainment without any attention whatsoever.

What is the Orchestrope?

The Orchestrope is an all electric and completely automatic phonog.rap}}.
It is very handsome in appearance, has unusually beautiful tone which is
easily controlled to any desired volume.

How does the Orchestrope
operate! -

The Orchestrope is completely automatic and requires no attention what-
soever. Any type of program may be had by using the proper kind of
records. It may be coin operated or otherwise. Auxiliary speakers are
In a few short months the furnished where it is desired that the program be heard in different parts
Capehart Orchestrope of a building simultaneously. The Orchestrope may be moved from one

rose from obscurity to a room to another Wlth ease.
place of leadership in the

automatic  phonograph TO Wh()m iS the

field. An innovation in

the music world, it has OTChCStTOpe SOld?

been proclaimed by thou-

sands as the greatest tri- There is a tremendous potential market for the Orchestrope. Restaurants,
umph in musical repro- hotels, clubs, dance halls, confectioners, drug stores, billiard rooms, theatres
duction since the first and show rooms are-among the many customers who have so enthusiastically
phonograph. received the Orchestrope. ‘
At the shows, at the fairs H " h O h

b
everpwhere | de ow 1s the Urchestrope

have marveled at its sim- l ?
plicity, its beauty, its SO .
adaptability and its re-

producing genius, The Orchestrope is sold exclusively through dealers . . . every sale is a

dealer sale. Exclusive franchises are granted to responsible dealers in each

territory. 'The Capehart sales organization assists the dealer in the resale

gy?]u have not heard the of the instruments. Some of America’s foremost musical dealers are now
rchestrope, arrange to Orchestrope dealers.

do so today—You will be

immensely pleased. For further details wire or write immediately to Department A

regarding our exclusive dealer franchise.

Capehart Automatic Phonograph Corp.

Huntington Indiana
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The Latest

Achievement in

SIMPLIFIED
RADIO

Dynamic Speaker
Shielded Grid Tube

Annde s ON the page facing, you see the first

3 receiver to use both the UX-222 Shield-
ed Grid Tube and full Dynamic Speaker.
Model QD-16 with its beautifully finished
walnut cabinet, illuminated dial, and ex- { :
clusive Freshman “Q” circuit, is the latest \
addition to “simplified radio”. It is priced
at $149.50, less tubes.

Model N-12 Freshman cabinet radio is
shown at the top of this page. It is furnished
in either walnut or mahogany finish and
includes the famous Peerless Dynamic
Speaker which is operated by the UX-250
Super- Amplifying Tube. It is priced at
$195.00, either finish, less tubes.

“The little giant of the air”, Model Q-15,
isshown immediately beneath Model N-12.
This is the first receiver using the new
UX-222 Shielded Grid Tube and has
proved its popularity by being displayed
and sold throughout the country. It is
priced at $69.00, less tubes.

Table Model N-11, shown at the bottom of
this page, is priced at $115.00, less tubes,
and is identical in chassis construction with
Model N-12.

Write or wire immediately for further par-
ticulars and franchise application.

Prices slightly higher w2st of Denver

CHAS. FRESHMAN CO., INC.

NEW YORK - CHICAGO - LOS ANGELES - kaNSas CITY

ERESH MAN

OUR ULTIMATE RADIO
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;»whlch fthakés' it
the Success

Sweet tones —true to
the broadcasting —
just like those on the
other side of the mi-
crophone — this fact
alone makes radio
fans want Gold Seal
Radio Tubes.

This steady demand,
topped with national
newspaper advertis-
ing in yourown terri-
tory—consistent—
week after week,
makes dealers want
Gold Seal Radio
Tubesforprofits’sake.

MapE RIGHT
Packep RIGHT
SoLp RiGHT

. NEW YORK AND CHICAGO
’/j Also Manufacturers of Gold Seal Electrical Appliances
r
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Here is True Fidelity of Tone

... insured by scientific design
and Precision Manufacture

F SCIENTIFIC design and construction
—original with Webster, and different
from any other on the market today—

the Webster Electric Pick-up is built to a pre-
cigion standard which assures supreme tonal
perfection! Its true fidelity of tone and ability
to capture the most delicate harmonious and in-
tonations of the individual instruments has won
the highest endorsement of the trade.

Master craftsmanship in every miscroscopic
detail is responsible for its thrilling life-like re-
production! Every part is perfectly matched
and delicately balanced. Absclute travel free-
dom of the needle in the record groove is insured
by a frictionless stylus bearing.

The pick-up head, encased in a dead metal die
cast housing, definitely eliminates annoying res-
onance. The built-in volume control in the
Model 1-A isa distinct improvement,
while the cantilever type supporting
arm suspended in accurately ftting
bearings does away with all annoying
rattles.

Prove — by actual comparisons
with other pick-ups — what elab-
orate attention to detail and pre-
cision manufacture mean in ob-
taining really pleasureable repro-
duction.

The superior action and quality
of the Webster are instantly ap-
parent! Two modelsareavailable
in the Webster Electric Pick-up. Model 1-A,
which includes pick-up head, supporting arm
with a volume control incorporatedpfn the base
—an exclusive Webster feature—and necessary
adapters, is priced at a list of $17.50. Model 1-B
includes picE»up head, separate volume control,
and necessary adapters; the list price is $12.50.

In no other pick-up on the market today will
you find s0 much actual dollars-and-cents value.
This is a decided selling asset,
for the customer instantly rec-
ognizes this value and quality

— and wants it. Practical sales assistance is sup-
plied by a complete assortment of catalo,
pages, envelope enclosures, etc. Impressive self-
selling counter display cartons are supplied
for both models. One model 1-A or three Model
1-B to a carton allows a quick turnover, yet in-
sures a constant stock. The regular wholesale
and retail discounts apply.

There is an unusually substantial market for the
Webster Electric Pick-up. Be sure to get your
share of this new business! Many leading
jobbers have already placed their orders for this
exceptional pick-up. Order direct if your jobber
has not yet secured his stock.

WEBSTER ELECTRIC COMPANY
RACINE, WISCONSIN

Two adapters and full instructions are

packed with each model, so that pick-up

is veadily adaptable to either battery
operated or A. C. sets.
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7O tube manufacturer
has made such strides
of progress the past

year as has Champion! Here

is just one example of this
progress:

A completely new method
of selling tubes. A method
that creates confidence —
even before the merchandise
is shown. A method that
guarantees satisfaction to
the consumer and to the
dealer. A method that saves
the dealer’s selling time
and expense. It is the new

CHAMPION

““"hn.

R,
g set

N 25
P15 ]
PRCF gl A%
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Originates a New,

Profitable Way to
Merchandise Tubes

Champion Standard Equip-
ment Package.

Complete combinations of
proper types of tubes for all
the popular receiving sets,
packed in sealed boxes,
ready for you to sell with
the new radio sets you in-
stall. No need to assemble,
unpack or repack a lot of
separate cartons Thesealed
Champion package is your
guarantee and your cus-
tomer’s.

In addition, each tube is
accompanied by a printed

certificate, signed by the
manufacturer, guaranteeing
satisfaction or money back.
This is the first guarantee
of its kind ever issued by a
tube maker.

When you see a Cham-
pion dealer you see a pro-
gressive dealer! Send at
once for full information
and a copy of the convenient
Champion Standard Equip-
ment Package Chart show-
ing the correct combinations
of tubes for all popular
makes of radio sets.

RADIO TUBES

CHAMPION RADIO WORKS, Inc.

DANVERS, MASS.

||I|||||“

TUNE IN!

Champion Radio Pro-
grams are broadcast
over stations:

KDKA ...Pittsburgh
WBZ ....Springfield
WBZA ...... Boston
WSYR ....Syracuse
WIAD Philadelphia
KYwW ...... Chicago

il
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Obe Craftsmanship of Experts

Not only have we put the finest American Walnut into this striking
highboy cabinet but it has also been designed and built by men
who have spent their lives making fine furniture. The
Warwick 1s worthy of their efforts and the name of
Cary. Door panels are of beautifully matched Burl
Walnut—the finish, hand-shaded and hand-rubbed.

Cary Cabinet Corporation
Springfield, Missouri

ar

. CABINETS __
S [l S Saeg N . LA TP AR AT >
J\S\JN '\:\W/v;/ --u/v'/ v vl S




Profit By This Grea
Name—Known to Millions
Nationally Advertised

Now you may take on a line of
radio furniture bearing a name
fully as well known to the public
as the greatest name in Radio—

Berkey & Gay, synonymous with

the finest in furniture for over 75

years ..

. The greatest furniture stores in
the country compete for the rights of
selling furniture bearing this famous

Radic Retaiiing, November, 1928

carefully

name. It represents to the pub-
lic the last word in design, the
utmost in fine workmanship and
finish, reliable value through
and through . .. We offer you
a complete line of styles to fit
most of the popular sets, var-
ied in design to suit any in-
terior or personal taste,
finished, beautifully made—a

line that will sell easily, turn your capi-
tal rapidly and assure you pleased
customers and a permanent business.

LEARN ALL ABOUT BERKEY & GAY RADIO FURNITURE
For full particulars write, wire or phone the Radio Allied Manufactur-
ers Corporation, 1340 South Michigan Ave., Chicago, Illinois— Radio
Furniture Sales Division of the Berkey & Gay Furniture Company.

BERKLY & GAY

Radio
Furniture



30

Radio Retailing, A McGraw-Hill Publication

PERFECTED

AUDIONS

GAIN Dr. Lee De Forest has
A written a new page in Radio
History! Just as his startling
invention of the radio vacuum tube
back in 1906 made possible the birth
of Radio, as an industry—so has his
new perfected Audions made pos-
sible, today—a greater and more
economical enjoyment of radio re-
ception.

The acid test of performance tells
the story. And that is where the zew
perfected De Forest Audions easily
demonstrate their greater clarity—

Every

their increased sensitivity — their
added volume and of prime impor-
tance—the greater number of enter-
tainment hours.

Exclusive filament chemical treat-
ment—stauncher mechanical con-
struction and a much higher vacuum
are the three outstanding factors
responsible for the matchless per-
formance of the w#new perfected
De Forest Audions.

Made in all popular types, both for A.C. and
D.C. Write for full particulars about the
bigger profit-margin dealer proposition.

Sunday between 10:00

and 10:30 p.m. (E. S. T.)—The
“De Forest Audions”—over the 22 stations of the
Columbia Broadcasting System.

DE FOREST RADIO COMPANY JERSEY CITY, N. J.

NEW YORK CHICAGO
ST. LOUIS DENVER
DALLAS LOS ANGELES DETROIT

PHILADELPHIA PITTSBURGH
ATLANTA BOSTON
KANSAS CITY MINNEAPOLIS
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For Bigger Profits
push the

Complete Belden Line

The Complete Belden Line has a radio acces-
sory for every popular radio need. Since the
very inception of popularized radio, through-
out its phenomenally rapid evolution, chang-
ing needs of radio enthusiasts have been antic-
ipated with Belden Quality Materials.

In addition, Belden advertising in leading
publications such as the Saturday Evening
Post, Popular Science Monthly, Radio News,
Citizen’s Radio Call Book and many others
has carried the story of Belden Quality to mil-
lions of homes in every corner of the country.

Accordingly Belden Products are favorably
known and standard for aerial kits, aerial
wire, battery cords, lightning arresters and
other radio needs. From coast to coast the
black and orange striped Belden cartons are
accepted by consumers as a guaranty of quality.

The tremendous popularity of the Belden
Radio Accessory Line means big profits for
Belden dealers. Order Belden Radio Acces-

sories from your jobber today and cash in on
this popularity.

Belden Manufacturing Company
2308-A S. Western Ave., + - Chicago, L.

rF Vg F Nt AN
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ompare 1 }is Sp eaker
with An)/ Orther

A Malchless
TJone (Juality
.. Uolume

S e///'ng af
TWICE

its Price .

HIS is the time for action—not words. We have § L
an astonishing new speaker, in tone quality and
volume, undoubtedly as fine as anything you've
ever heard—with a retail list price of only $15.00, and
a most liberal margin of profit for Dealers and Jobbers!

All we ask you to do is to hear the new Quam speaker
—TODAY. You'll be convinced in a moment that
this is the speaker which will bring you the kind of
business you want, and plenty of it! Per-
fect for A. C. and battery operated sets.

Beautifully Finished, Convenient Size
Performance Plus!!

MODEL- B}

DEALERS—Wire us today for samples, if o 0
Your local jobber has not as yet been s
supplled. : ‘l?eal:iti.ful (iii)clsl-l:ype' Speaker. attractively
JOBBERS—Wire us today for sample ship- R R Nt b T SO guldlligrrse

] lacque stee se and fr. e,on 14, inches
ment, if you have not already done so. LI" T PRICE in_diameter. Convenience — beauty — and

performance plus!

MANUFACTURERS - Send Prices slightly higher west of the Rockies.
today for samples of units .
shown below.

| ACTION NOW will
bring you volume busi-
ness with the new Quam
Speaker during the en- >
tire big selling season. Model 1 Model 3 Model 2

Use the coupon, TODAY! l]dlnits fitted exactly for attractive cabinets.

- . 3 odel 1 has unit and cone complete in lac
Model A—List Price $17.50 quered steel drum with sill:scree[r;.e eNi:delc3

is unit complete with cone and mounting

Attractive lacquered steel base and bracket. Model 2, it o
frame of go_ld bronz.e ﬁni.sh. st‘urdily o in lacquered :teel ud':'lur:orl')‘ll::et:im;ll:tczxi‘lelz
built, faced in gold silk, size 13 inches screen. All priced right for manufacturers’
in diameter—lasting beauty! CW/' —
Bw‘
QUAM RADIO
CORPORATION
9703 Cottage Grove Ave. e

Quam Radio Corporation,
9703 Cottage Grove Ave., Chicago, IIl.

Send samples at once of Models B, A, 1, 2, 3.
(Check those desired.) This does not obligate me

Chicago, 111. ;\(I)all)rllley- .................................. ceee
CONE SPEAKER. Address................ 0000000000003300 D cenne
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is new tuning f
et‘t sales for youg) €atuy,

The Marti Automatic e
n wave length

Meter Selector registers the statio

The station wave length in the daily paper tod%y, tomorrow, a year
from now is always your Marti log. Just set the indicator by means
of the selector button on the right to that wave length. In comes the
desired station clear and true. It works just like the mileage indicator
on your rotor car. No more blind groping on confusing dials with
hair-line adjustments.

It is as fool-proof as it is accurate. It's lots of fun to tune in because
it is entirely automatic. What is more, you are not limited to a few
stations. The entire range from 200 to 550 meters is at your beck and
call, local or long distance. When wave lengths change on November
11th, just consult the daily paper and set the indicator to the new
figures. No other adjustments to be made.

In selling Marti sets, just let your prospect tune in on a few stations.
That one experience in registering wave lengths instead of hunting
for them will go a long way toward making the sale.

Everything in the set is of the best, PEERLESS Dynamic Speaker, fine
workmanship throughout, and beautiful walnut cabinet. In appearance,
tone quality, volume, selectivity and distance, Marti is among the finest.

Send for information regarding franchises in territories still open.

MARTI ELECTRIC RADIO CO., Inc.
East Orange,
New Jersey, U. S. A.

Opposite Ampere Station
Lackawanna, R. R.

New York Show Rooms
225 West 34th St., New York City.

v = } -
l mL\ The Marti Console

Console Model, Two-tone Walnut.  Phono-
graph ‘‘pickup’’ jack. 7 tubes, three stages

Table Model. 7 tubes, three stages of tuned radio fre-

quency amplification, three stages of resistance coupled of tuned radio frequency amplification, three
audio with 210 power tube, (281 rectifier.) Phonograph stages of resistance coupled audio with 210
“pickup’’ jack. Bulilt in socket for Dynamic Speaker. Cabi- power tube.

i GRHE T WL List price including PEERLESS

List Price, $195, Less Tubes Dynamic Speaker $350, Less Tubes
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YNAMIC

i oo o e o e e — it > _'

Service-iree !

Service ruins the disposition of all con-
cerned. It costs money and customers.
Avoid it. Buy and sell dynamic speakers
on the basis of dependability.

The powerful Sterling Dynamies employ
time-tried and proven design. QOur engi-
neers concentrated on refinements, one of
which makes the Sterling superior to all
others on ordinary amplification. You play
safe when you sell Sterling Dynamics.
110 volt, 60-cycle chassis shown, $40 list.

AMPLIFIER

For Dynamics!

The super-power tube is the remedy for
what’s ailing when
plains about

the customer com-
the Dynamic Speaker you
sold him. This new Sterling powcr ampli-
fier employs the 250 super-power tube—and
think of it —only %38 list

If you have any sets in stock with ordinary
amplification, add this amplifier and watch
them sell.

Old customers who have good sets will
want it, too.

Write for the Complete Sterling Catalog
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Compare!

Your customers want, first of all, good tone
quality from their radios. Sell them Vari-
tone Speakers for their present sets. The
reproduction and volume of the Vari-tone
is actually better than that of many dy-
namics on ordinary amplification. Remark-
ably engineered.

To sell more low-priced radio sets equip
them with the Vari-tone. Model R-2, as
illustrated, only $25 list. Also available in
stripped chassis and boxed chassis models
at $14 and %18 list.

POWER UNYY

S

Profits?

If a customer has a good D. C. radio, retain
his good will by advising him to “electrify”
it with Sterling Power Units. Then you’re
sure to sell him his next set and make two
profits.

And have you ever figured the low cost of
Sterling’s dependable line of test equip-
ment — and the important part proper
equipment plays in satisfying customers?
The Universal A. C. and D. C. Tube Tester
shown costs the dealer only $21 net.

THE STERLING MANUFACTURING COMPANY. CLEVELAND, 0.

35
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Now—

the SELLING Starts!

M

season of the year. It has been a most satisfying “seller’s market.” The
political campaign now just closed sent the public to radio siores clamoring
for apparatus. Now the campaign is ended. And the selling will begin.

Since September, dealers, jobbers and manufacturers enjoyed unusual pros-
perity. Business has climbed steadily to a peak that was reached just before elec-
tion. This seasonal peak has not come, in previous years, until just before
Christmas. What may be expected, therefore, in the two months right ahead?

The trade may confidently look for several definite developments. It may expect
a decided trend from a “seller’s” to a “buyer’s” market. It may expect the public
to stop pouring into radio stores as it has in the weeks just past. It may expect to
find it necessary to begin its energetic specialty selling this season long before it
has been found necessary in the past. For, while the radio industry should expe-
rience no serious depression before Christmas, it will certainly not- enjoy any
continued expanson of the pre-election boom.

DURING the past few months the radio trade has experienced its busiest

F PRESENT indications are to be believed, the retail trade will have to get

out of its stores and SELL, or holiday business this year will not equal or
surpass, that of former seasons. For the election has pushed the peak ahead.
Much holiday buying has been anticipated in order to enjoy the campaign broad-
casting. But from now until Christmas the public will have to be sold. They will
not come a-buying. Therefore, the January and February specialty selling cam-
paigns should begin now. In the past, the first of the year has been the turning
point in the market. But this year, conditions are different and quite unusual.
Sales campaigns must be inaugurated before Christmas.

The dealer cannot afford to ignore this trend. He must plan his sales campaign
immediately. He must put it into ‘practice well before December first. He must
line up his prospects. He must plan his advertising. He must prepare his direct-
mail selling., He must enlarge his sales staff. He must put every possible ounce of
effort behind an intensive campaign if he is to get his usual share of Christmas
busness.

HE merchant who puts forth this extra ounce of effort between now and

Christmas should find his holiday business at least as good as usual. But the
dealer who permits this opportunity to lapse may be sitting in a quiet store during
the Christmas shopping weeks, wondering where all the people have disappeared to.

It’s going to be a “buyer’s market” for the next six weeks. But if the retail
trade reverses its usual procedure and gets its specialty selling campaigns under
way before, not after, the holidays, there will be plenty of good business,
nevertheless.

37




Rooms on upper floors,
because of thewr dis-
tance from the ve-
ceiver, need extra
speakers.

By
G. O.
Shepherd

tunity for the sale of an extra speaker for use in

rooms distant from the receiver. And every new
set sold should have a second speaker for the same
purpose.

With sales at this time trending definitely toward con-
soles with the speaker built in, the time has never been
more opportune for the radio industry to make a force-
ful, concerted, effort to impress the
buying public with the advantage
of having “Two Speakers for
Every Set.”

Every front porch, kitchen and
bed-room provides a need for the
additional speaker. It will be
profitable for you to canvass old
custoiners with this idea in mind,
as well as impressing it on new
set-purchasers as the reason for
buying two speakers with the set.

But there are many good reasons
for the additional equipment. The
convenience of having an extra
speaker with any set which has a
fixed reproducer is so apparent
that its advantages will be readily
appreciated by the purchaser. Especially if there is a
sick person in the family, another speaker is badly
needed, and its benefits will even serve to hasten recovery.

Then in the summer, the main reason for the loss of
interest in radio is the fact, that with one set and one
speaker, those who would enjoy the many fine radio pro-
grams that are on the air each evening would have to sit

I i:VERY home with a radio set provides an oppor-

38

indoors to do so. The simple
sion cord and another spe:
family interested in radi
months.

Boarding houses, egfecially the better-class places, are
excellént opportunities for the sale of sev-
erg¥ speakers. In fact, with the many
eaker outlet devices which are on the
market today, the home or public institu-
tion can be wired for radio reception and
at a very low cost. These outlets match,
in size and appearance, the regular power
outlets you have in your home and with
them you can plug a speaker instantly into
the circuit from any room. The aggressive
radio dealer will see, in this field alone, an
unusually profitable area for sales develop-
ment.

We reiterate : one speaker is not enough.
And once you've sold a set, you've opened
the door to another sale. Follow this ad-
vantage up. We've been in many radio
stores. In almost all of them, we have
noticed a meagerness of stock. Console
sets—they have speakers, so it is not neces-
sary to stock extra ones for them! Sets
that are for table installation—you’ll find a speaker for
each set. But extra speakers—well they just don’t seem
to have any. Maybe there are a few around somewhere,
mostly kept for demonstration purposes, but no real
stock from which to make a selection. If the customer
makes the surprising demand for two speakers, it is most
likely that the extra one will have to be ordered!

ddition of a long exten-
r will serve to keep any
right through the summer

For the
KirtcaEN
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SPEAKER +

No home is so small that two
speakers cannot be used to advan-
tage. It is time for the dealer to sell
two speakers with every set and an-
other speaker to all old custom

Bear in mind the fact that, ess one takes into
consideration the small itional cost of longer
hours of use, the d speaker imposes no extra
e other than its own initial cost.

Ummertime—the
speaker that can be

hooked up and used out
on the porch or lawn
may increase the cost of

For the
BEDROOM

light bill. But this1
of cost is small and
need not figure as im-
portant in the sales
argument. You can sell
ten extra speakers to
every eleven sets sold
t of your store.

11 another speaker

receiver itself.

once.

For the DEN not be without it.

Radio Retailing, November, 1928

For the Porcr

your customer. Why?
Simply because if you
leave it up to him to
think up the idea, and
if you wait for him to
drop into your shop to
see if another speaker
will work on his set,
you’ll probably convince
him that your interest
extended just about one
inch beyond the point
of actual sale. Go o him
with the idea—after he
has successfully met all
payments on the initial
contract—and he’ll ap-
preciate your thought-
fulness.

Of course there are buyers who can well afford
the additional equipment at the time they buy the
As to selling this type of cus-
tomer, you'll have to use your own judgment. The
idea of following up the installment buyer is
advanced here simply because he is the biggest
buyer of radio and to try to sell him this extra
speaker would only complicate the business of
making the sale of the receiver.
buyers for a follow-up call just after their last
payment has been made is to do several things at

To group these

In the first place, a call at that time will, n a
way, flatter the recipient, convincing him that his

~ business is worth something to you.
+ fact that he has had his radio set long enough to
., complete the payments on it assures you that he
thas become thoroughly accustomed to having
radio entertainment in his home and that he would
Maybe, in the months that

The very
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CAMPAIGN to sell

. PORCH,
extra speakers with ovrier
each set will open new |9

sales fields for the dealer.
Every extra - speaker cus-
tomer will also need plugs,
wire, conduits, receptacle
jacks and volume controls.

How 0 Wire « Home for Extra Speakers

]

DEN
QUTLET

KITCHEN

QUTLET OUTLET

Also, he may want you to

make the installation for him
and this is an opportunity to sell replace-
ments,

In wiring a house for radio, receptacle
jacks with volume control should be used.
The volume control resistance should be in
series with the reproducer, so that the vol-
ume of any individual reproducer can be
varied without affecting the volume of re-
producers elsewhere in the house. The
standard practice for open-circuit wiring
should be followed as much as possible, and |

and cotton covered.

Where wires are run through metal con-
duits, only one wire should be run, the
grounded conduit being used for the other connec-
tion. Otherwise, an undesirable capacity effect will
be had, which will prevent the system from operat-
ing satisfactorily, All receptacle jacks are wired in
parallel to the main circuit, which goes to the output
of the receiving set.

For an ordinary size house, if a 171-A power

the wire should be No. 16 or No. 14 rubber ':’_:

dﬂﬂlﬂﬂhu. ;

tube, using 185 volts, is in the last audio stage this
will furnish ample volume from the ordinary 6-tube
tuned radio frequency receiver to operate four or
five reproducers with a fair amount of volume. Tt
is also desirable to use reproducers of approxi-
mately the same type or quality, in order that the
impedances are well matched.

have elapsed since the sale was made, his circumstances -
have improved so that he is a logical prospect for a
newer and better set.

Also, since we take it for granted that he is a pleased
customer, you will find him a good source of leads to

new business. No doubt, if he has neighbors with whom
he is friendly, he will tell you which of them might be
interested in the purchase of a radio. All of these things
you can ascertain simply by deciding to go after set-
owners with the idea of selling them another speaker.

Model Radio Home Has

THE latest application of “a radio speaker in every

room” is to be found in the radio and electrical

model home built by Cooper Brothers, of 56 Main
Street, White Plains, New York. The house is an
attractive two-story building located at Smith Avenue
and Prescott Road.

Altogether there are two radio sets and seven speakers
in the house.

The living room is at the right of the vestibule, and
here, built into a little archway, is the main receiving
set. It is a 7-tube receiver with automatic tuning device.
Directly beside the set is the volume control and pilot
light which indicates when the set is in operation. The
set has a built-in dynamic reproducer and in the wall
adjoining, high above the mantel fireplace, is another
magnetic-type speaker, built in flush with the wall.
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a Speaker in Every Room

Similar built-in-the-wall speakers are located in the din-
ing room, kitchen, and the two bedrooms. Every speaker
has its own volume control and the accompanying pilot
light which shows when the set is on. In the main room,
the program can be switched from the built-in speaker
to the wall speaker at will. When the last speaker in the
house is turned off, it automatically shuts off the set.

Down in the basement, in which the men’s den is
located, there is another 6-tube receiver and speaker,
on which the master of the house can receive his own
selected program. It is located directly over the electric
fireplace and supplies a magnetic speaker which is also
built flush into the wall.

In the next issue of Radio Retailing, photographs and
further details of this model radio house will be pub-
lished.
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Some
Good

Long Hand Letters Receive Attention

)

HICH letters in the morning’s
mail are opened and read by
the average housewife? Cer-
tainly the letters on personal
correspondence stationery,
written in long hand. R. O.
Roberts, of the Hopper-Kelly
Company of Tacoma, has
found that it pays to take the
trouble to write personal let-
ters of this kind to prospects, particu-
larly those in the better-class homes.
The letters are made as informal and
as personal as possible and then are
followed up by a telephone call if an
answer is not received within a reasonable time.

ik
....

T ey —n

Ideas from the Coast

A Window Which Opens Up

FLEXIBLE window arrangement which permits its

adaptation to any type of weather and to day and
night treatment is that adopted by Cline’s of San Luis
Oblspo, California. The
left-hand window of this
store has a flooring at
the level of the main
display room of the
store, while the frame )
work of the window itself is removable. Thus, on nice
days or on summer evenings, the entire window front can
be removed and a demonstration staged. Even when no
active demonstration is going on, the open store front
tempts people to come in and make inquiries.

In addition to all its other advantages, this method of
building the window has the inherent value of being
unusual and thus attracts attention.

But its greatest usefulness is in the greater

LLLLL

Telephone SUI‘VCY Provides ““ <§§j hﬁ ‘ convenience it affords for staging demonstra-
c SR BT ti fficiently.
Radio Prospects | %g; g% | tions more efficiently
NN

NE radio merchant in a Rocky Mountain

community who was building up a list of
prospects found excellent results from a tele-
phone survey of the city. His method was to
call up and ask for the householder by name.
He then explained that he was making a radio
survey of the community and asked whether
or not the family possessed a radio. This was
followed by a question asking how long they
had owned it and the make, as well as the
type of program they were most interested in.

. . 2 il =
The merchant did not give his name unless r“mlﬂ !

it was asked for. The result of a day or two
of telephoning was to build up an excellent prospect
list for mailing.

Courtesy Cards Bring Leads

N ORDER to cash in on the personal contacts of the

hundreds of employees of the May Company depart-
ment store of Los Angeles, the radio department of that
company has issued “Special Courtesy Cards” which are
available for the use of all employees. These cards
come in neat little envelopes, three in number. They
provide space for the name of the person being intro-
duced and his address as
well as the name and ad-
dress of the person giving
him the card.

To the prospect, there-
fore, this card serves as a
letter of introduction; to
the sender, it is the certifi-
cate to a special commission
in case the prospect is later
sold.
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Sells Trade-Ins Through Dealer
in Second-Hand Cars

\ A VERY satisfactory way to dispose of

| trade-ins has been found by the Ernst

Hardware Company of Seattle. This firm,

‘ which does no demonstrating of radio, either

| in the home or in the store, has found that
trade-ins provided a problem which did not
respond exactly to this treatment. A used
set was an unknown quantity to the customer
and he could not buy it on its stated merits
without a trial.

Rather than to disrupt the very satisfactory system of
over-the-counter merchandising which has for some years
been a practice of the radio department, another outlet
was sought. It proved possible to make an arrangement
with a dealer in second-hand automobiles by which he
took over all sets taken as trade-ins for the cash allow-
ance made, providing this was sufficiently small.

The system has worked very well for both parties.
The automobile dealer has found that the two lines com-
bine very well and that the radio sets are readily dis-
posed of at quite a satisfactory profit.

The hardware company, on the other hand, has its
shelves clean at all times and moreover, is freed of all
expense of reselling. It does not have the comebacks
which are inevitable with used sets, even if not guaran-
teed, and it is enabled to maintain its rule of no demon-
strating without concessions.

On this principle $60,000 in radio was sold last year.

USED CARS & RADIOS For Sas gJ
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The
Montgomery
Ward retail
catalog con-
tains 734
pages, and
33,000 items

“A

ERCHANTS in
every trade have
been watching

and discussing the
growth of the chain-
store movement. Year after year, more and more
chains have been appearing, and spreading out across the
country. Grocery chains, tobacco chains, drug chains,
five-and-ten-cent chains and chains selling confectionery,
clothing and many other lines have come and prospered
until today there are 17,000 Atlantic and Pacific stores,
1,600 Woolworth stores, 892 Penney stores and 460
Liggett drug stores, and many smaller chains, all doing
business in active competition with the independent re-
tailer, mostly selling cash and carry, at low prices. The
radio dealer has been an interested observer but his busi-
ness has not been affected in the past. Now comes his
turn. For Montgomery Ward and Sears Roebuck, the
great Chicago mail-order houses, have embarked upon a
program that has as its objective the establishment of per-
haps four thousand so-called “junior department stores”
throughout the country, and these stores will sell radio.
The story behind these new projects is interesting.
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1 nvades

An
Analysis by

The farmers bought automobiles and
began to come to town more. The
farmer’s wife likes to shop like any
other woman. So she commenced to
do a lot of buying in town on Satur-
day nights. This was business that
used to go to the mail-order houses,
and the volume of their sales began
to fall off. To meet the situation
they established display stores in many shop-
ping centers in the farming country. Here the
farmer could see the catalog goods and make
comparisons. But he wasn’t satisfied just to
look at them, he wanted to buy on the spot
without the bother and delay of ordering by
mail. And the mail-order house found itself
compelled to meet the situation by making these
display stores real stores. So Montgomery
Ward is now opening two or three stores each
week and will have more than 180 by the end of the
year. Sears Roebuck has now 168, at last report. Mont-
gomery Ward is opening up in communities under 100,-
000 population. Sears Roebuck is selecting more large
cities. It is estimated that there are about 1,500 towns
of 5,000 people or over where such chain department
stores can be profitably operated. Montgomery Ward
plans to set up 1,500 stores and Sears Roebuck are appar-
ently shooting for 2,500.

Now the question before the radio industry is this—
Will four thousand such stores selling radio at low prices
set up an unmeetable competition for the independent
merchant? And how can we tell? And what should
we do about it?

The editors of Radio Retailing have naturally been
watching this situation closely and with keen interest.
Until these stores were sufficiently developed in their
practice, there was no basis for judgment. But a few
weeks ago, the time seeming to be ripe, three members
of the staff took an automobile trip into three states in
which five towns were visited where there are in opera-
tion typical stores of one or both of the big mail-order
houses. The largest of these towns has a population of
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ORDER Chain

the Radio Trade— WHAT will it MEAN?

S.J. Ryan and
Earl Whitehorne

75,000, the smallest 15,000. One
is a mining town. Two are small
industrial cities with a large agri-
cultural country surrcunding. Two
are predominantly  agricultural.
They were ideal selections for they
are just the kind of trading centers
that provide the most substantial
retail business of the country.
We visited the Sears Roebuck
and Montgomery Ward stores, ex-
plained our inter- IEe—
est and were cor- I S

N

dially welcomed.
The policy and
methods of the
stores were
frankly discussed.

Views of a typical Montgomery Ward store

1. Small department stores, of about 50-foot

We then called
upon the compet-
ing local mer-
chants in the de-
partment, hard-
ware, music and
electrical  stores
and on the local
power company. We talked it over with them. We
brought away some very definite impressions. These im-
pressions are, of necessity, in the nature of advance ap-
praisals, for the reason that all these stores have been
established within the year, and in some cases for only
a few months or weeks, the more recent stores being the
most appealing.

No proof is yet available of what their competition
is going to mean to the independent dealer. But the
character of this competition can be seen and analyzed,
for the benefit of the radio trade. And whether or not
Montgomery Ward or Sears Roebuck have opened up
yet in his town, the wise dealer will face this problem
now, because unless the program falters, the mail-order
chain store will be a factor in his business before very
long. The “set-up” is about like this—
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front, with two or three floors and basement,
are being opened just out of the high rent shop-
ping center—a few blocks down from the Busy
Corner or perhaps on a parallel street. These
stores are stocked with catalog merchandise;
in the Ward stores with about ten per cent of
the catalog line, or say, 3,300 items. The store
has a chain atmosphere, with open displays and
a great variety and jumble of merchandise. The
first impression is of cheapness—many display
cards featuring price—near the door, toilet goods on one
side, millinery on the other, or overalls or suit cases or shoes
__women’s stockings and underwear in front of the door,
with an electric clothes washer or a radio or phonograph cabinet
placed conspicuously. The arrangement and assortment of
stock varies with the store. One will have twice as much
“women’s ready-to-wear” as another, or a more extensive men’s
clothes display, or more furniture, or harness or plumbing fixtures
or electric wiring materials. The local manager selects his stock
to suit the community. But in every case, low price is the appeal.

2. On the opening of the store, invitations are sent to the cata-
log customers in the surrounding country, ads are run in the local
papers and the store is thronged on the first day and night. One
Montgomery Ward store, for example, had 30,000 catalog custom-
ers located within a five-mile radius. Thereafter only a mod-
erate amount of advertising is run—10-inch, 3-column ads, with
mail-order type copy, featuring a diversity of merchandise.

3. Goods are sold at catalog price plus freight, with easy pay-
ments on household equipment of any value, low down-payment
and a year to pay, and about ten per cent added for time. Delivery
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practice varies. Some managers will deliver free on a large
order by local truckman. Some will call the truck but the cus-
tomer pays. The bulk of sales is on the cash and carry basis.
On easy payment sales, when a contract is signed references are
verified by telephone, before goods can be taken away.

4. The largest selling line is automobile tires, batteries and
accessories. Next in importance in these stores is radio, electric
clothes washers, vacuum cleaners and other appliances.

5. The radio is given a prominent location, usually on the main
floor. A variety of radio cabinets and reproducers are displayed,
bearing the chain-store trade name. Montgomery Ward call
their’s the “Airline” and it is best described by quoting from their
catalog—which is typical—

Airline Highboy Console, 7-tube one dial A.C. set complete
with all equipment ready to operate. Cash price $203.50.
Easy payment price $219.75, $12 down, balance in eight monthly
installments,

Same unit in other models down to $81.25 cash price, $12
down on easy payments.

Airline 7-tube, one dial, battery operated set, cash price
without equipment or speaker $54.75. Easy payment price
$60.50, $12 down balance in eight monthly payments.

Airline 8-tube, one dial, A.C. set in four console models
priced $235, $198, $184, $162.50, and a small cabinet at $99.75,
cash price without speaker or equipment.

Airline 6-tube, one dial, battery operated set $38.95 cash

price without equipment or speaker, easy payment price $43.75,
$12 down.

6. Ward’s policy is also typical. No demonstrations are given
in the home, but if the purchaser makes the down payment, the
set can be taken home—or will be delivered—and the man in
charge of the radio department will drop in in the evening and see
that everything is all right and show how to operate it. Also, if at
any time within the first month the customer is dissatisfied, he
can return the set and get his money back. This practically
amounts to a thirty-day free trial—a dangerous practice with such
sensitive merchandise, and one with which the radio trade cannot
compete,

Also, Ward apparently gives practically unlimited service in
that the manager believes that the set must be made satisfactory
and the eustomer must be kept happy, so he will continue to trade
there. In one city, the department manager also spends his even-
ings out selling in the homes of Ward customers. In the other
towns we visited this is not done. Similar service is given on
electric washers and cleaners.

Naturally the local radio dealers in the towns we
visited are most of them concerned about this invasion
by the mail-order chains. Some admitted it frankly,
some would not but showed it. None seemed to be really
worried. But why shouldn’t they be concerned when a
company with an established volume of $250,000,000 an-
nual sales opens a branch in town, that is expected to
sell better than $300,000 worth of merchandise a year,
of which radio is to be an important line?

Almost every dealer we talked to had met the chain in
competition for some customer. Usually where price
had prevailed the chain had won and where quality was
recognized, the chain had lost. Some of these dealers
were bitter. Some, of course, were indifferent. Some
were thinking about it, and analyzing what this new
competition is going to mean and how to meet it. A
few were figuring out the benefits as well as injuries that
may come out of it. Only one radio dealer showed that
he had formulated any actual plan to master the situation.

The result of our study of these stores and our dis-
cussions with these interested merchants has naturally
crystallized some rather definite opinions as to the poten-
tial competition which these mail order chain stores may
be expected to offer to the independent radio dealer.
These can perhaps be best set down in the following
general conclusions:

This new program of the mail-order houses is, of

course, an entirely new departure in retailing mer-
chandise. When a concern with an enormous mail-order
business embarks upon a chain-store venture it is nat-
urally confronted with two necessities. It must not
destroy the existing business with these countless catalog
customers. It must make money in the stores. It faces

4

the certainty of the diversion of much business from the
catalog to the store, because no customer will leave an
order for goods which he wants and sees before him.

The stores must therefore develop a large volume of
town trade in addition to the country trade. And this is
being done. In one store, we found that within a year,
the town trade has become fully forty per cent of the total.
In another town it is fifty per cent, but in this town the
Ward store is out and out the best department store in
town, because the others are of such inferior character.
2 This necessity for selling to both catalog customers

and new trade presents one difficult condition. Sales
cannot be made in the store at prices higher than catalog
plus freight. Intelligent competing retailers of any com-
munity will not fail to grasp the weakness of this policy
and center their attack upon it. For obviously it means
that either the merchandise in the catalog is priced too
high to start with, or is being sold at a loss in the retail
stores, since it probably costs not less than twenty per
cent to operate and supervise the local store and it can
hardly be believed that mail-order shipments out of a
warehouse can cost anything like that much.

But no one will agree that a corporation as large and
successful as either of these great organizations will
deliberately program a development of four thousand
local stores with this purpose of selling through them at
a loss. The conclusion will be that the catalog price is
so high for the quality of the goods that these mail
order houses can afford to carry the losses of the retail
store operation.

We were very much impressed with the degree of

latitude which is being given to the local management.
Each manager, of course, must sell catalog merchandise,
and at catalog prices and terms. He has standardized
store fixtures. These are undoubtedly other standards
and regulations to which all must conform. But we
found radical variance in the stock assortment. Also,
the local manager selected from the catalog the lines that
he considered best for his community. Again one man-
ager will deliver while another will not. One store allows
its radio man to sell in the home at night. The others
don’t. One store has its sales girls uniformed in smocks.
The others do not.

Now this should have a great significance to the com-
peting radio dealer, for it means that in practice the inde-
pendent dealer is, after all, not confronted by the strength
of a tremendous retailing organization whose very mag-
nitude creates a competition which he is unable to meet.
He is only competing with another human being who has
been put in charge of one store and told to match his
merchandise, his experience and his wits against the
other merchants.

The type of men who are in charge of these stores

did not impress us very strongly. A few of them
seemed very mediocre. The rest were alert and ener-
getic young men, apparently able and ambitious—but
young. Some of them were recruited from the parent
mail-order business. Some had been trained in other
chain specialty stores. They may know merchandise,
they may know how to handle customers—those from
other chains—but in this enterprise they are compelled
to go adventuring in the new fields of demonstrating and
service and easy payment credits and collections, if they
are to sell radio and other expensive household equip-
ment out of a store.

Radio Retailing, A McGraw-Hill Publication




They will be treading a narrow path through a morass.
Will their training have taught them how?

S The policy of varying the stock assortment in
different stores has both its advantages and disad-
vantages. Such a divergence of merchandise ih com-
paratively near-by stores would probably not be practical
in chain operation, were it not for the fact that behind
these stores lies the large volume of mail order sales to
give the total operation uniformity and stability. On
the other hand, other chain organizations have learned by
experience, that local demand does vary sometimes con-
siderably and they attempt to meet this condition as far
as possible without losing the advantage of centralized
buying and standardized methods of distribution. There
is a nice balance to be maintained here that will have
much to do with the profits of the chain. The profits of
the individual

store will also ~

depend largely |
on the judgment
of the local man
in his selection,
for on this hangs
turnover, on-
which he will be
as much depend-
ent for his show-
ing as any inde-
pendent dealer.

There are

two out-
standing ele-
ments of strength
in the appeal of
these mail-order
chain stores to
the public. The
catalogs of
Montgomery Lo oy
Ward and Sears o e

equipment. Also, the mail-order chain will attract more
country trade to town and bring it within reach of the
influence of the regular dealers. And some Ward cus-
tomers will make comparisons and buy quality. Some-
times the farmer buys a Ford first and later a Buick.
Sometimes his first car is a Buick.

Obviously, the Ward stores cannot escape one serious

disadvantage in the sale of radio. They sell the
“Airline” instrument which nobody knows. Its only
guarantee lies in the good name of Montgomery Ward.
Yet they must compete with nationally and locally adver-
tised products, whose names stand for excellence and
dependability before the entire public.

This, of course, has long been one of the most debated
questions in the realm of retailing, but no one can dis-
pute the fact that advertising does establish values in the
public mind. The
purchaser of a
standard radio
set can check the
price and be sure
that it is right
for value, but he
cannot readily
assure himself
thatthe“Airline”
is worth what it
costs, for nobody
else sells it.

Boilitalldown
and you getabout
this. It is in-
evitable that with
' * the coming of the
. mail-order chain
stores to any city,
there should be
some demoraliz-
ing of prices in
o o P s e S T TR the local radio
A market. But that

Roebuck are The mail-order catalog offers 10 pages of radio—sets, accessories and parts too—as does not mean

ready at hand in
literally millions
of homes. These
two names are household words. Each house bears a
splendid reputation for the cheapness of the merchandise,
for giving adequate quality for the price and for the
standing guarantee of money back if the customer is not
satisfied with any purchase selected from the catalog. The
farmer, the miner or the laborer walks into the Mont-
gomery Ward store, therefore, knowing that he will find
the same inexpensive merchandise on the same terms.
People will purchase in these stores who will not venture
into other radio shops and for two reasons: They are
afraid of the higher prices asked for higher quality and
they are reluctarit to expose themselves to the high-pres-
sure selling that is known sometimes to follow such a call.

Because of this, it seems evident that these mail-order

chains of retail stores will make one very definite
contribution to the radio trade. They will tap a new
strata in the market, selling inexpensive radio into homes
that have not been actively solicited or sold before. And
when these households have tired of inferior radio, they
will become prospects for the dealers who sell the better
quality of tone and cabinet that is found in the standard
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witness this spread in the Montgomery Ward book. Price is the headline, supported that the inde-
by variety and appealing description backed by the money-back guarantee.

pendent dealer
need be afraid.
The only dealer we talked to who had thought out his
plan for meeting this new type of competition had put
his finger squarely on the answer. He said—"My posi-
tion in this market rests on more than price. I will
succeed or fail as I compete with other dealers on the
comparison of what I offer in value, in service and as a
musical advisor to my customers. If my price is right
for what I give in all of this, then I will prosper. I do
not fear either the Montgomery Ward or Sears Roebuck
competition because by my advertising and my selling
and by the appeal of my store, I believe that I can offer
to the public more than they do per dollar. I am going
actually to cash in on the increase in country trade that
these two stores will bring to town.” And there is the
answer as we see it.

There is no reason why the independent radio dealer
should succumb to these mail-order chain stores. But
there is every reason why these dealers should anticipate
the coming of this new and powerful competition and be
ready to sell both a low priced and a quality line and to
take a profit from the low price trade that the new stores
will bring into town.

45

-



Practical Plans That Have Lncreased

Christmas

Christmas club mem-
bers make good pros-
pects for radio sets.

HRISTMAS
C time, for the

public, is buy-
ing time. People spend
more money then
than at any other
time of the year. Ex-
tra efforts should be
made by the radio
dealer to get his share
of this holiday busi-
ness.

Advertising an d
windows, the front-
line contacts with the
public, should both be
imbued with the
Christmas spirit so
that it may, in turn,
be imparted to the
prospect. Since it pays to have a
better store display and better win-
dow and store lighting than one'’s
neighbors, it follows that this is
especially important at Christmas
time, when most people do a lot of
window shopping and are attracted
by just these things.

But displays and advertising are
not enough. It will be necessary to reach many people in
different ways and in such fashion as properly to im-
press them with the need for radio and its appropriate-
ness at this season.

Now is the time when they have extra money to spend ;
they are eager to buy; they are looking around for
appropriate Christmas gifts. The dealer should bring
his merchandise and his services to their attention—and
invoke the aid of old St. Nicholas.

%\i‘ Xts cun |
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Lighting and Decoration

Lighting and decoration are important in the proper
display of radio sets at Christmas time. Many dealers
enhance the appearance of their models by the use of
floodlights equipped with color shields. These are used
both in the windows and in the interior of the store.

On the sales floor and display rooms, floor and table
lamps with colored shades can be used very effectively
in the arrangement of the display. Holly wreaths, laurel
trimmings, streamers, mistletoe, paper bells and a Christ-
mas tree will all give your store a real Christmas atmos-
phere.

A Gift That Can Be Shared

Of all gifts, a radio set is probably used by more mem-
bers of the family than any other. The recipient of the
gift can enjoy it together with the entire family. The
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Some effective methods used by
in  their holiday advertising

utility of a
Christmas gift is
very often the
prime considera-
tion in its pur-
chase and the
fact that a radio
set will supply
~~ enjoyment and
entertainment to
groups of people
instead of to one
person, is a tell-
ing argument in

its favor.
The Aeolian
Company, 689

Fifth Avenue, New York, makes
use of this fact in its Christmas
newspaper advertising. One of its
ads last year read as follows:

“To the family from Dad. Here’s
Christmas cheer for everybody—to
last all the year 'round, too. Two good decisions and
your Christmas problem is solved. First, to choose a gift
that will bring pleasure for years—a set; second, to
come to Aeolian Hall. J

Christmas Club Members
Are Good Prospects

A Chattanooga company takes advantage of the fact
that many banks pay, just before Christmas, the sums
due to depositors upon their Christmas Club savings
accounts. Last year it ran an ad which was headed,
“Here are the best values for Christmas savings checks.”

Through the local bankers, it may be possible to
arrange for close contact with the bank’s Christmas Club -
and it would be a very useful thing to have the Christ-
mas Club membership list.

One dealer offered to add $5 to every Christmas Club
account which was applied to the purchase of a radio set.

Special Christmas Representatives

One radio dealer in northern New York increased his
holiday sales by distributing several thousand envelopes,
containing an unstamped return card, to the school chil-
dren of his city. On the outside of the envelope was
printed in heavy type, the question: “Do you want some
Christmas money?” The upper part of the two-piece
card read as follows: “If you know of a relative, friend
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By Ovid Riso

radio dealers
and displays.

or neighbor who is going to buy a radio
set, fill in his name on the attached card,
return it to us and if we sell them the
radio, we will give you a nice five-dollar
gold piece.”

Thirteen sets averaging $115 were sold
as a direct result of this plan. The total
expense was $20 for printing and about
$65 in commissions.

Santa Brings Business to
the Radio Store

Last year the Wisconsin Radio Trade Association,
Milwaukee, hired three Santa Clauses and advertised
Three

their personal appearance in members’ stores.
appearances at each store,
between 5:30 and 9:30
p.m., were scheduled. Each
Santa Claus carried an
ample supply of candy
canes and pop corn balls
for the kiddies.

These good-will ambassa-
dors, during their chats
with the little ones, obtained
pertinent information con-
cerning parents’ names and
addresses as well as the an-
swer to that all-important
question: Has your daddy
a radio set and how would
you like one for Christ-
mas?”’ Routings were ar-
ranged so that Mr. Claus
did not appear in two stores
in the same neighborhood
during the same evening.

Publicity was obtained in
three ways: By co-opera-
tive advertisements—listing
the six establishments
where Santa would make
his personal appearance
that particular evening; by
the use of window cards;
and through announcements
over the local broadcasting
station. The advertisement
invited all girls and boys
who would like to consult
Santa personally about their

Place a Christmas tree, appro-
priately decorated and lighted,
at or above the entrance.

Radio Retailing, N ovember, 1928

A Santa Claus in the store
nmeans extra business.

gift problems to come to So-and-So’s radio store at the
time specified.

A large majority of the participating dealers reported
favorably on this plan. Added business was estimated
at from five to twenty per cent over what otherwise
would have been the case.

A Tree Has Attention Value

A Christmas tree, appropriately decorated, is a good
way of attracting attention to your display. It can be
located either in the window, at the door, or, if a small
one, directly above the entrance. If used in the last
position, it is a good place in which to place your out-
door speaker. It should be lighted, of course, and radio
parts and accessories should make up the greater part of
its attachments.

Give Him a Set of Tubes

An ideal gift for anyone who owns a radio is a com-
plete set of tubes made up in combinations to meet the
requirements of a number of the popular makes. You
can post signs and run advertising, exploiting the idea,
addressed to the relatives and friends of radio set
owners. Tube manufacturers are now marketing tubes
made up in combination packages. These can be wrapped
up in Christmas paper, making attractive as well as use-
ful Christmas gifts.

Advertise Last-Minute Deliveries

The last-minute shopper usually wants last-minute
deliveries. You can profitably advertise that purchases
will be delivered on Christmas eve—or morning.

Other things being equal, late shoppers will buy where
they are sure that their deliveries will be made in time
for presentation on Christmas morning. This is im-
portant because people want to give their gifts in the
cheerful atmosphere of Christmas morning.

7
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Recommended “rules of procedure” brought out by an anal VSIS

of how the music trade is meeting its radio service problems.

outstanding cause of lost

profits for the radio trade.
The music merchant, particu-
larly, has suffered because of
his lack of experience with the technicalities of radio.
Service, therefore, was a subject of the utmost importance
in Radio Retailing's recent analysis of the music indus-
try’s radio sales policies.

From the questions asked music dealers regarding
service, and the 350 answers received, certain definite
“standards of radio service practice,” can be deduced.

When the music dealer went into radio there was little
in his previous experience to guide him along service
lines. He thought in terms of making good his mer-
chandise, rather than maintaining the usefulness of his
customer’s set through paid service. Frequent calls due
to run-down batteries, burned-out tubes or aerial trouble,
which were the three leading causes of difficulty in the
earlier stages, were unlike any previous service problem
of the piano or phonograph business. This led him into
the costly error of giving too much free service.

The first question we asked the music trade, there-
fore, under the heading of
service, was:

“How much free service
do you give after the sale?”

About one music mer-
chant in ten, who answered
this question, limited his
“free service” to a definite
number of calls. The num-
ber varied from one to four
calls, enough to make sure
the set was in working
order.

Nine out of ten music
merchants have endeavored
to service their customers’ sets for a definite period of time.
Some have vaguely attempted to service them “as long
as necessary.” Entirely too many have attempted to
give free service for as long as twelve months. The
average period of free service is 3.9 months. In analyz-
ing the survey, it is apparent that the music dealers who
have limited their service to one month and two or three
calls are the ones who are able to show a substantial net
profit.

Here are several definite “standards of practice,”
therefore, that may be set forth regarding radio service
as a result of this survey:

RecomMENDATION No. 1.—Two or three service calls

S ERVICE has been the one

48

By C. L. Dennis

Formerly Manager of the Merchandising Service
Bureau, Music Industries Chamber of Commerce

There are two ways of solving a
problem—the right way and the
wrong way. In this article, C. L.
Dennis points out some of the “right
ways” of handling service—the con-
clusions resulting from a compre-
hensive study of the music trade’s
radio sales methods.

within one month, or at most
two months, after the installa-
tion of the set should be the
limit of free service; after that,
charges for service calls are
usually justified by conditions that can be made clear to
the customer.

MAKING THE SERVICE PaAy

“How wmuch do you charge per call or per hour for
service?” was the next question asked of this represen-
tative group of radio-music dealers.

The average music dealer charges $1.64 an hour for
service, as against $1.25 an hour which he charged three
years ago, when Radio Retailing conducted a similar
survey. He is waking up. Even more important is the
fact that he collects on a greater proportion of his serv-
ice calls.

Many dealers charge a minimum of $1 to $2 per
call. Some go as low as 75 cents a minimum charge for a
call; a few as high as $2.50 and even $3. Distance and
car expense have a bearing on the minimum charges.
Quite a number of dealers make a higher minimum
charge for night calls than
they do for day calls; for
example, $1.50 minimum
for day calls, $2.50 mini-
mum for night calls.

After the service man ar-
rives at his destination, he
may find little to do; if the
job takes time, the hourly
service charge varies from
$1 to $2 with a majority of
dealers. In considering the
practice of successful deal-
ers. the analysis would lead
us to:

RecommENDATION No. 2.—Minimum charge for serv-
ice call, $1.50; per hour, $2.

If the music merchant is to render “free” service to
his customer, it is a logical step that he make his service
department self-supporting, and perhaps profitable, by the
development of his paid service. The electric or radio shop
is accustomed to charge for service, as well as for mer-
chandise; the music merchant in the past has rather
grudgingly endeavored to keep his customer satisfied with
“free” service, as a matter of merchandise guarantee.
We asked the music trade:

“What percentage of your gross revenue comes from
servicing?”
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Some recommended
standards of practice for
handling service:

- 1 Definitely limit free service

to two or three calls—and
for not more than two
months.

Charge at least $1.50 for
each service call; per hour,

52.

Make the service depari-
ment contribute its share of
revenue to the business.

4 Welcome opportunities for

service and train the serv-
ice men to develop sales
from their contacts.

S Pay service men on a salary-
and-commission basis.

The answers indicate that the
average radio service revenue of
the music trade is 6.55 per cent
of sales. A few very substantial
radio outlets in the music trade
have pushed up their service rev-
enue to 20 and 25 per cent of their
sales. These music stores are
making their radio service de-
partments pay them profits, in
addition to taking care of the
“free” service needs of their cus-
tomers. Inasmuch as the cus-
tomer is bound to pay for con-
tinuing radio service, as well as
the original price of his set, it is
logic and good business to adopt :

RecommeENDATION No. 3.—
Definite effort should be made to
broaden the service department
and increase the revenue there-
from.

It was this reluctance of the
music trade to build up a service
department beyond the point of
necessity, which led us to ask:

(Please turn to page 82)
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Upon the customer’s “after-sale condition” depends many a
future sale—an analysis by the San Antonio Music Company.

ployed by the Southern Equip-

ment Company as a field man
to study dealer problems and recom-
mend changes and improvements
which would better sales, I found one
situation that existed almost universally in the average
radio store and which accounts for the lack of better
radio merchandising in many places today. That was the
“after-sale condition.”

In the majority of places, little or no consideration
is given to the satisfaction of the customer after the set
has been sold and is, presumably, operating satisfactorily.
With the closing of the sale and the
financial arrangements concluded, the
customer is forgotten—except when
complaints come in, or something at-
tracts attention in that direction.
There is seldom, if ever, an instance
wherein the salesman makes a special effort to be sure
that everything is working satisfactorily and to make
certain that the customer is satisfied and getting good
results from his radio set.

How good business may be injured by overlooking
these little details is indicated by several experiences we
have had right here in our own shop. A few weeks ago,
a man came in with some tubes he claimed were defective.
We had several complaints from him before and, while
we had always attended to them promptly, we had almost
concluded that he was a perpetual “squealer.”

SOMETIME ago, when 1 was em-

WE KNEW that those tubes were good when they
went out. We believed that, in putting them in or
in tinkering with the set, he had done something that had
burned them out. However, I determined to see for
myself just what the trouble was before asserting that he
was wrong and that we were right. So I went to his
home and looked over the set. I found that several wires
were out of position; that his trouble was one due to
defect in manufacture, and that, despite his faulty re-
ceptions, he had recommended our sets and had been
instrumental in our selling others in his neighborhood.
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By F G. Hatt

Manager, Radio Department,
San Antonio Music Company,
San Antonio, Tex.

Merchants Who Have
Made Radio Pay—21

This little instance shows how easy
it is to be wrong and how easily
trouble can be stirred up that would
prove injurious to the firm, and for
which the firm is responsible. It also
shows that there should be more
after-sale interest on the part of the dealer. There is not
enough going back to make sure that the set is bringing
in the stations desired; that the reception -is clear and
distinct ; that the hook-up is as it should be.

Again—a customer is sold. Something goes wrong
with the set. Immediate attention is promised over the
telephone, but two or three days elapse before anything
is done about it. In the meantime,
the customer losses the use of his set.
What is the after-sale condition?

To eliminate this, we specialize on
same-day service. If a set comes into
the shop in the morning, it is under-
stood that it must be delivered that same day in good
working condition. If, through some imperfection, it is
impossible to deliver it that night, then the customer is
so informed and another set is loaned for the customer’s
use until the repairs have been completed. ‘

OUR radio department was opened late last fall. Qur
sales have shown a consistent increase, and according
to present indications we should close the current year
with a sales volume of approximately $125,000.

The sales organization is made up of ten trained men
who devote their entire time to running down business,
placing sets on trial, closing sales, and other selling
functions. In addition to this, we have a force of five
service men who look after repairs and adjustments.
All of these men are trained.

We have only men who know their work and who
can produce results,

We pay our men on a straight commission basis. We
work with them and give them all the prospects we can.
How well they are succeeding is shown by one day’s
sales which, today, totals fourteen. This is in addition
to our sale of parts and our repair work.
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Qur repair and service
department is completely
equipped to handle all repairs
and adjustments. In addi-
tion to this, we carry a com-
plete stock of spare parts and
accessories, both for use in
our service department and
for our trade. This places us
in a position to render com-
plete service at any time.

“After-Sale

N ORGANIZING our sales department I made a

study of the steps which lead to a successful sale.
These have been set down and analyzed, and we have
drilled them into our salesmen until they are thoroughly
familiar with them. The seven steps, as we see them, are
as follows:

1. The Salesman: The first thing in making arrange-
ments for the sale of anything is to get some one to sell
it. This requires a person of attractive appearance,
pleasing personality and initiative.

2. Adaptability: While a man may have all the above
requirements of a good salesman, unless he is adapted
to sell radio, he is of little use to such a firm. He may
be a good salesman for furniture, automobiles, or other
commodities, but we are seeking men who can sell radio.
So we consider adaptability as an essential step in this
direction.

3. Analysis: The analysis of a product brings out its
good features and, consequently, its selling points. So,

Radio Retailing, November, 1928
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after we have a salesman
who is adapted to selling
’ radio, we train him to an-
alyze the product so that he
may better understand it, and
thus sell it more successfully.

4. Action: After the
product has been analyzed
and the good points are
known, it is time for action.
It is all right to know all
about a product, but it is the action that sells it. So,
after we know what we are talking about through
analysis, we preach action to bring about the sale.

5. Satisfaction: There are certain conditions govern-
ing the sale of merchandise which determine good sales-
manship. It is not good salesmanship to sell a man
making a small salary a set costing several hundred dol-
lars tinless he has the necessary means to meet the pay-
ments. Nor is it good salesmanship to sell one kind of
set when another is desired, just because a bonus is paid
on the first. The satisfactory sale is vital to the success
of any business, and especially to radio.

6. After-Sale Condition: After the sale has been
closed, so far as actual exchange of merchandise for
money is concerned, what is the feeling of the customer?
Is the customer pleased? Is the merchandise giving com-
plete satisfaction? Those are but two things on which
many merchants would do well to check up. They are
important to the future success of all selling.

(Please turn to page 79)
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ReEaL CHRISTMAS WEATHER

Santa Claus dashing down from the mountains
features this prize-winning Christinas window of
the C. D. Tanner Company, Los Angeles, Califor-
nmia. The snow-covered log cabin next to the radio
set gives the final touch to this excellent winter
scenc. It won second prize in a window contest
sponsored by the Fada Company.

Tue CaroL SINGERS (Right)

A family group listening to a radio, symbol-
ized by three little carol singers, definitely ties
radio with Christmas in the window installed by
the Herpolscheimer Company, Grand Rapids,
Michigan. It was awarded first prize in the
Fada window display contest. The Christmas
tree and the holly wreaths provide the decorative
background.

Six radio window dis-
plays which attracted
Christmas shoppers

and prospects.

A STREAMER
| BACKGROUND

(Left)

A simple and inex-
pensive way of bring-
ing Christmas into the
window  display is
demonstrated by Ralph

i L. Franklin, Red Oak
\  lowa, who used colored
streamers as a back-
ground for his window.

|
=
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STREAMERS AND “SNow” (Right)

Crepe paper and “snow” are used effectively in this holi-
day window of the Donnels Music Company, Los Angeles,
Calif. Snow in Los Angeles is 2 good attention getter!

o

A Curistmas HoMmE (Left)

The Fort & Tucker Co., Herkimer, New York
provided a very homelike setting for ils Christmas
display. The radio set, of course, is the cemer of
tnterest. The Christmas tree in the corner, the
candlesticks, and streamers, are the hcliday props.

ON CurisTMAS MORN (Beiow)

Supplying the Christmas atmosphere by a single
holly wreath is tn keeping with the dignity and
appeal of the display by McCreery & Co., N. Y.

?”?"f&" =
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Retailing’s Pacific Coast editor, was scheduled

to speak before the Pacific Coast Electrical
Association on “Speaking for the Housewives.” Before
doing this, she systematically interviewed a large number
of women in order to get their opinionis of radig,-.

!.FEW weeks ago, Miss Clotilde Grunsky, Radio

The information she obtained is so important™ Fhd-

diversified that a summary is presented here in qiestion
and answer form:

What sort of a radio set do you own?

Home-made—6 per cent; costing between $50 and
$175—65 per cent; cabinet type—29 per cent.

What member of the family made the purchase?

Husband—12 per cent; wife—6 per cent; husband and
wife together—52 per cent; unmarried women—I18 per
cent ; sons—b6 per cent; son made sets—6 per cent.

Do you understand the technicalities of radie? -

Yes—6 per cent; no—94 per cent.

56 -

Did you buy your set in your neighborhood store?

Yes—?29 per cent. '

Why?

Because I knew the store had sold half the people in
the neighborhood and they all seemed satisfied.

Because I knew the merchant personally and went to
him for advice. I didn’t know anything about radio and
I knew he would be honest with me.

Because he came to the front door and interested me
in radio in the first place. Besides, he was right at hand
and could take care of things if they went wrong. It was
a good set he was selling—I had seen the same make in
the big stores downtown and I am sure his terms were
just as reasonable as I could have gotten anywhere else.

Because I believe in buying from a radio store where
they know what they are talking about and can install the
set right. A friend of mine received very unsatisfactory
service from a department store and had to go to a radio
dealer in the end.
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Interviews with housewives disclose some interesting

things about how and why they buy radio.

Because I bought all my electrical goods there and the
store had always treated me well and seemed to know its
business.

Did you buy your set downtown? W here?

Department store—24 per cent; music store—20 per
cent; downtown radio store—21 per cent; hardware
store—6 per cent.

DEPARTMENT STORE

Because we have an account there.

Because the store will take things back if they are not
satisfactory. They have a reputation to keep up and can
be trusted. I know they are not likely to go out of
business and leave the set on my hands.

Because they have a big department and the best
selection in town. I shopped around and know. They
know what they are talking about, too.

Because they make good terms and it is convenient to
have the charge come on my regular bill. They know
me, too, and I don’t have all the hother of proving my
credit is good.

Because they are the only people who sell the set my
hushand wants.

Music STorRE

Because we have always bought our musical instruments
there. Their name is a guarantee of good quality.

Because their radio department looks like the best in
town. They always have good looking windows. I
wanted a first-class set—not the jazzy kind you hear in
some of these small stores.

Because they take care of the set after you buy it. I
have a friend who was very well satisfied.

DownTowN RADIO STORE

Because I was attracted by the windows and went in.
The man seemed to know his business and he was very
obliging in coming out at what must have been a most
inconvenient hour for him to make a demonstration.

Because the store is near my husband’s office and he
goes in there all the time to talk over new things in radio.

Because I know they take care of sets after they sell
them. We used to have a second hand set and it was
always getting out of order and no one would fix it. I
was going to buy my set this time where I knew I would
get service. Somebody told me this firm has the best
service department in town.

HARDWARE STORE

I happened to be in the store making a purchase and
when I stopped to look at their radios, the man offered
to send it out for a demonstration. My husband was
satisfied and we were under obligations. So we hought it.

Radio Retailing, November, 1928

What decided you to buy a radio?

I thought it was one thing the whole family could enjoy
and that it would help to keep them all at home in the
evenings.

My husband enjoyed the neighbor’s set so much that
I knew it was something he would appreciate for a
present.

I thought it was a good thing for the boy to get
interested in. I thought perhaps he would learn to take
care of it.

We enjoy music but we don't always get out to
concerts. This has brought it into the home.

I am alone a great deal and it is company.

I think people ought to hear things like the President’s
address and the speeches by Government officials.

I like to follow the football games.

I think it is fun to listen in on other cities. We have
had very good luck with our machine and sometimes the
whole neighborhood comes in to hear what we have
gotten.

I didn’t want one but my hushand bought it and now
I couldn’t do without it. I like the good music and the
lectures, but I think I tune in oftenest on the household
talks.

It comes in very handy in entertaining guests.

We have an invalid in the house and I don’t know what
we should do without the radio.

What questions do you ask in buying a radio set?

(The questions are listed in the order of their
importance as stressed by the women interviewed.)

1. Is there anything worth hearing on the local
programs?

2. Can I get a set that will do reasonably well within
the price range I can afford?

3. Is the dealer and manufacturer of the set I am
looking at thoroughly reliable? Or is he likely to go out
of business and leave the set on my hands with no one to
look after it? > c

4. Does this set give satisfactory operation on local
programs? Can I tune out interference? Is the tone
good?

5. How much trouble will it be to keep the set in
order? What will have to be replaced and how often?
How much will it cost to operate it?

6. Is it attractive in appearance? Will it look all right
in the place I have reserved for it? Is there anything to
spill or spoil my carpets?

7. Can I get long distance on it?

From your experience with radio stores, could you sug-
gest improvements in any of their practices?

I don’t think you feel any more friendly toward a store
if you find out after you've left that they have sold you

(Plecase turn to page 92)
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Where the Stations ill

W ave lengths in kilocycles and power of the broadcasting stations,

Shared
Station Ke. Power with
ALABAMA
WAPIL, Auburn. .. ....... 1,140 5,000(CP) KVOO
WBRC, Birminghan:. .. .. 930 500
WKRBC, Birmingham. . ... 1,310 10
WIBY, Gadeden......... 1,210 50
WIBZ, Montgomery...... 1,500 15
ALASKA
KFQD, Anchorage. ...... 1,230 100
KFIU, Juneau .......... 1,310 10
KGBU, Ketchikan. ...... 90 500
ARIZONA
KFXY, Flagstaff ... ...... 1,420 109
KFAD, Phoenix.......... 620 500
KFCB, Phoenix.......... 1,310 100
KGAR, Tucaon. . ........ 1,370 100
IKPIM, Prescott.......... 1,500 100
ARKANSAS
KLCN, Blytheville.. ... .. 1,290 50 Day
KUOA, Fayetteville.. .. .. 1,390 1,000 IxLRA
KTHS, Hot Springs. .. ... 8060 5,000 WBAP
(CP 5,000 wutts)
KLRA, Little Rook....... |,390 1,000 KUOA
KGHI, Little Rock....... 1,500 100
KGJF, Little Rock. . . 0 250
KGHG, McGeehee. ...... 100
KFPW, Siloam Spgs..... 1,340 100
(Day)
CALIFORNIA
KFWO, Avalon.......... KWTC
KRE, Berkele .......... KZM
}\FJ}\ Bev. Hllls ........ KFON
I\ELW Burbank......... KNRC
KFVD, Culver City ...... (Ltd)
KGEN, El Centro........
KMJ, Fresno....... 500
KGFH, Glendale......... (Ltd)
KZM, Hayward S KRE
I(FQZ }{ully“ood (Ltd)
KF Los Angelei KPSN
I\IVX Hully“ ood. .
l\'MTR, Holly wood. KPLA
KFQU, Holy City... oo KGTT
KMIC, Inglewood........ KFSG
KGER, Loug Beach......
KFON, Long Beach...... KEJK
KFI, Los Angeles. . ......
KFSG, Los Angeles. . ... .. KMIC
KGEF, Los Angeles 1, 000 KTBI
KGFJ, Los Angeles. ... ... 100
KHJ, Lns Angeles. . . 1,000
KTBI, Los Angeles.. 1,000 KGEF
K PLA, Los Angeles.. 1,000 KMTR
KLX, Oakland........... 500
KGO, Oakland. .......... 10,000
KTAB, Oakland. ........ 500
KFWM, Oakland........ 500 K
KLS, Oakland. . ......... 250(D)
KFWC, Ontario.......... 100 KPPC
KPPC, Pasadena......... 50 KFWC
KPSN, Pasadena......... 1,000 KFWB
KFSD, San Diego........ 500(N)
1,000¢1»)
KGB, San Diego......... 250
KFRC, 8. Franciaco...... 610 1,000
KGTT, 8. Francisco...... 1,420 50 KFQU
KFWI, 8. Francisco...... 930 500 KFWM
KJBS, 8. Franecisco....... 1,100 100(D)
KPO, 8. Francisco. .. 680 ,000
KYA, 8. Franeisco. . 1,230 1,000
KFBK, Sacramento.. 1,310 100
KQW, San Jose..... 1,010 500
KWTC, Santa Anna. . 1,500 100 KFWO
KFCR, Santa Barbara 1,500 100
KSMR, Santa Maria 1,200 100
KNRC, Santa Moniea. 780 500 KELW
KWG, Stockton. .... 1,200 100
KGDM, Stockton. .. 1,150 50 Day
COLORADO
KFUM Colo. Hpgs 1,270 1,000
KPOF, Denver.... 880 500 KFKA
KOW, Denver. .. 1,390 500
KFUP, Denver. . 1,310 100 KFXJ
KFEL, Denver... .. 940 250 KFXF
KFXF, Denver .. 940 250 KFEL
KOA, Denver. 830 12,500
I\FXJ Edgewater i 1,310 50 KFUP
KGEW, Ft. Morgan . 1,200 100 KGEK
KFKA, Greeley.......... 880 500 KPOF
KFHA, Gunnison........ 1,200 50
KI1Z, Dupont. ........... 56 1,000
KGDP, Pueblo 10
KGHF, Pueblo, 250
KGHA, Pueblo 50
KGEK, Yuma........... 50 KGEW
CONNECTICUT
WICC, Easton........... 1430 500 WBRL
WTIC, Hartford......... 600
(CP 50, 000)
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Station Ke.
WDRC, New Haven...... 1,330
WCAC, Storrs........... 1,330

DELAWARE
WDEL, Wilmington.. .. .. 1,410
WTBQ, Wilmington.. .. .. 1,500

DISTRICT OF COLUMBIA

WRIIF, Washington...... 1,270
WMAL, Washington... ... 630
WRC, Washington. ...... 950
FLORIDA
w%“lf}z } Clearwater...... 900
WRUF, Gainesville. ... .. 1,470
WJAX, Jacksonville. . 1,260
WMBL, Lakeland........ 1,3.0
WQAM, Miand......... 1,240
WMBF, Miami Beach.... 560
WIOD, Miami Beach...., 1,240
WDBO, Orlando......... 620
WCOA, Pensacola........ 1,120
WIBB, Sarasota......... 1,010
WDAE, Tampa.......... 620
WMBR, Tampa.......... 1,210
GEORGIA
WGST, Atlanta.......... 890
WSB, Atlanta............ 740
WTHS, Atlanta.......... 1,310

WMAZ, Macon. ......... 890

WRBL, Columbus. ....... 1,200

WRBI, Tifton .......... 1,310

WTFI, Toccoa........... 1,450
HAWAII

KGU, Honolulu.......... 940

KGHB, Honolulu. .. ..... 1,320

IDAHO

KFAU, Boige City........ 1,250

KFXD, Jerome.......... 1,420

KFEY, Kellogg.......... 1,210

KGIO, Idaho Falls....... 1,320

KGIQ, Twin Falls....... 1,320

KSEI, Pocatello.......... 900
ILLINOIS

WMAQ, Chicago......... 670

1,080
1,480

WMBI, Chicago. .
WORD, Batavia

Shared
with
WCAC
WDRC

Power

500
500

500
100

150
(Day)

250

500

1,000

5,000
1,000
100
750
500
1,000
1,000
500
250
1,000
100

WIOD
WQAM
WDAE

WDBO

250N
500D WMAZ

500
250

I,O(;O KXL

250
250
250

KGIQ
KGIO

5,000
5,000(Ltd) WCBD
0 WIAZ

8

WHT
WIBO
WCAZ, Carthage......... 1,070 100
(Day)
WEBH, Chicago. ........ 1,000 5,00
KFKX
KYW, Chicago. .. 1,020 5,000
WAAF, Chicago. 920 500
(Day)
WCFL, Chicago.......... 970 CP-50,000 (Ltd)
WCRW, Chicago. 1,210 1000 WED
WSBC
WEBH, Chicago......... Cons. with I\{",IV\;IX
WEDC, Chicago......... 1,210 100 WCRW
WSBC
WhON | Chicago........ 870 5,000 WLS
WGES, Chxca.go. . 1,360 500 WIJKS
WHFC, Chicago. . 1,310 100 WEHS
WCLS
WKBB
WEKBI
WHKBI, Chicago.......... 1,310 50 WEHS
WCLS
WKBB
WHFC
WPCC} Chicago... 570 500 WRM
WHA
WSBC, Chicago 1,210 100 WEDC
WCRW
WoN | Chicago........ 720 15,000
WLS, Crete.............. 870 5,000 WENR
WBCN
WBAO, Decatur 1,120 100
WJIBL, Decatur... 1,200 100 WJBC
{ WJAZ
WIBO, Desplaines........ 1,480 5,000{ WHT
WORD
{ WHFC
WEHS, Evanston. ....... 1,310 100 ]J weLs
{ WKBI
WKBS, Galesburg........ 1,310 100  WLBO
WLBO Galesburg........ 1,310 100 WKBS

Station

WBBM, Chicago........

WIBT

WEBQ, Harrisburg.......

WCLS, Joliet........

WKBB, Joliet.......

WIBC, LaSalle. .. ...
WJJD, Mooseheart. ... .. ..

WJAZ, Mt. Prospect......
WMBD, Peoria ITts. .

WTAD, Quiney......

KFLV, Rockford.........

WHBF, Rock Ia. . ...
WCB»S, Springfield. . .
WTAX, Streator. . ...

INDIANA

WHBU, Anderson. ...
WCMA, Culver... ...

WOWO, Ft. Wayne. .
WIKS, Gary .
WWA E Hammond

R Shared
Kec. Power with
"} 770 25000 KFAB
1,210 50 KFVS
[ WEH:S
e 1,310 loo{‘x%};?
WHEFC
| wets
oo 1310 00} WOLS
WHFC
... 1,200 100  WJBL
1,180 CP-20,080 (Ltd)
WRA
" WORD
1,480 5,000 WIBO
WHT
... 1,440 500 WTAD
J77D 1440 500 WMBD
{ WHDI
1,410 500{[WDGY
WHBL
S 1,210 100
S0 1210 100 WTAX
U f210 50 weBS
(Wi
... 1,480 5,000{ WORD
IB
ce.. 1,070 100
.. 570 500{3{}2‘3
... 1,080 5000 WMBI
dtd)
L. 1,210 100
C00 1400 560 WBAA

WFBM, Indianapolis.

WKBF, Indianapolis

WJAK, Kokomo.....

WBAA, Lafayette........

WRAF, LaPorte. ....
WLBC, Mundie......

WSBT, So. Bend.........
WBOW, T. Haute........

WRBC, Valparaiso...

WEKBYV, Brookville.......

I0WA
WOI Ames.............. 560 3,500 KFEQ
(Day)
KFGQ, Boone. . ......... 1,310 10
KWCR, Cedar Rapids.... 1,310 100 KFJY
KSO, Clarinda........ ... 1,380 1,000 WKBH
KOIL, Council Bluffs..... 1,260 1,000
WOC, Davenport......., 1,000 5,000 WHO
KGCA, Decorah......... 1,270 50 KWLC
~ (Day)
KWLC, Decorah......... 1,270 b 50 KGCA
ay)
WHO, Des Moines. ...... 1,000 5,000 WOC
KFJY, Ft. Dodge. .. 1,310 100 KWCR
WSUI, Iowa City. .. 580 500 KSAC
KFJB, Marshalltown 1,200 100 WIJAM
KTNT, Musecatine. . 1,170 5,000 (Ltd)
WIAS, Ottumwa. 1,420 100
KICK, Red Oak. 1,420 100
KFNF, Shenandosh. . .... 890 500 {Vlg{;‘s"Dx

KMA, Shenandoah..
KS8CJ, Sioux City. .
WJAM, Waterloo. .

KANSAS

KGCN, Concordia........

WLBF, Kansas City.
KFKU, Lawrence....
WREN, Lawrence. ...

KSAC, Manhattan. ... ...

KFKB, Milford.. .. ..
WIBW, Topeka......
KFH, Wichita. .. ....

KENTUCKY

WFIW, Hopkinsville... . ..

WHAS, Louisville. . ..
WLAP, Okalona.....

Radio Retailing. A

1,420 50
1,420 100
... 1,220 1,000 WREN
1,220 1,000 KFKU
580 500 WSUI
... K130 5,000 (Ltd)
... 1,300 1,000 FH
.... 1,300 1,000 WIBW
940 1,000
(074
.... 820 10,000
. 1,20 30
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Be Located after Nov. 11

listed by states, as reallocated by the Federal Radio Commission

Station Ko.
LOUISIANA .

KGGH, Cedar Grove..... 1,310
IKWKH, Kennonwood.. .. 850
WDSU, New Orleans. .. .. 1,270
WARZ, New Orleans. .. .. 1,200
W.JBO, New Orleans...... 1,370
WJBW, New Orleans..... 1,200
WKBT, New Orleans.. ... 1,420
WSMB, New Orleans.. ... 1,320

WWL, New Orleans. .. ...
KFDX, Shreveport.......
KRMD, Shreveport. .
KWEA, Shreveport.......
KSBA, Shreveport........

MAINE

WABI, Bangor.. .. 1,200

WLBZ Dover, Foxcroft..., 620

WCSH, Portland. . .. 940
MARYLAN D

WCAO, Baltimore. . 600

WCBM, Baltimore.
WFBR, Baltimore

WBAL, Baltimore.. 1,060

WSMD, Salisbury. . .. 1,310

WTBO, Cumhelland ..... 1,420
MASSACHUSETTS

WBZA, Boston... .. 9%

WBIS,' WNAC, Boston. .. 1,230

WEEI, Boston........... 59

WMES, Fo-ton.
WSSH, Boston..

WLOE Chelsea 1,500
WMAF £. Dartmouth. . 1,360
WSAR, "Fall River....... 1,450

WEPS, Gloucester. .
WLEX, Lexington.

WBET, Medford.....

WBZ, E. Springfield 990
WKBE, Webster.. . 1,200
WBSO, Wellesley H 780
WTAG, Worcester........ 580
MICHIGAN

WKBP, Battle Creek. . . .. 1,420
WSKC, Bay City........ 1,410
WEMC, Berrien 8pr...... 590
WWJ, Detroit. .......... 920
WMBC, Detroit. .. .. .. 1,420
WBMH, Detroit. ... 1,310
WAFD, Detroit. 1,500
WKAR, E. Lansing 1,040
WFDF, Flint..... 1,310
WGHP, Fraser.. ... 1,240
WOOD, Grand Rap 1,270
WASH, Grand Rapids 1,270
WIBM, Jackson...... 1,370
WMPC, Lapeer.. 1,500
WEKBZ, Ludington. 1,500
WJIR

WCX, Pontiac.. ... 750
WAGM, Royal Oak 1,310
WIBK, Ypsilanti..... 1,370

MINNESOTA

WCCO, Minneapolis.. .
KGDE, Barrett..
WFBJ, Collegevil

WRHM, Fridley.........

KGFK, Hallock. . e
WDGY Mlnneapohs.

WHDI, Minneapolis...... 1,410
WLB.................
WGMS, Minneapois. . . } 1,250
KFMX, Northfield....... 1,250
WCAL, Northfield........ 1,250
KSTP, Westcott......... 1,460
MISSISSIPPI
WCOC, Columbus........ 880
WRBQ, Greenville. 1,210
WGCM, Gulfport. . 1,210
WRBJ, Hattleshurg 1,500
WQBC, Utica. . 1,360
MISSOURI
KFVS, Cape Girardeasu... 1,210
I\FUO St. Louis......... 550

Power

50
20,000
1,000
100
100

30

50

Shared
with

KRMD
WWL
WJBW

WABZ

750
5,000 (cp) KWKH
100 KWEA

50
100
1,000

WBZ

WLOE
WLEX
WMES
WBET

WKBE

100 (\) 250(D)
WSH

1,000
1,000

Radio Retailing. November, 1928

WMAF

WBZA
WEPS

WAGM

WIB K

WBMH
WIBM

[ WCAL
KFMX
WRHM

WCAL
WRHM-
WLB
KFMX
WRHM-
WLB

WEBQ
KSD

Station Ke.
KFRU, Columbia........ 630
KMBC
KLDS, Independence... .. 950
WOS, Jefferson........... 630
WMBH, Joplin, . ........ 1,420
KWKC, Kans. City 1, 370
WDAF, Kans, City....... 610
WHB, Kans. City........ 950

WOQ, Kans. City. ..
KFKZ, Kirksville
KMOX, KFQ4, St, L
KFEQ, St. Joseph. .

KGBX, St. Joseph. 1,370
KWK, St. Louis.. ....... 1,350
KFWF St. Louis... .. 1,200
KSD, St. Louis. ......... 550
WEW, St. Louis. ........ 760
WIL, St. Louis. . ......... 1,350
WMAY, St. Louis........ 1,200
MONTANA
KGHL, Billings.......... 950
KFBB, Havre........... 1,360
KGEZ, Kalispell......... 1,310
KGHI), Missoula........ 1,420
KGIR, Butte........... 1,360
KUOM, Missoula........ 570
KGCX, Vida............ 1,420

Shared
Power with
500 WOS
WGBF

1,000(L.td) WHB
500 KFRU
WGBF

106
100 KGBX
1,000 WOQ
1,000 KMBC
KLDS
1,000 WDAF
50

5,000
2,500 WOI (D)
100 KWKC
1,000 WIL
100 WMAY
500 KFUO
1,000

(Day)
1,000
100

KWK
KFWF

2% 9
(
500 (D) KGIR
100
50
250
500
10

KFBB
KXA

are announced
of kilocycles. In

For instance, to

H oW to COI]VCI't

Kilocycles
Into Meters

LL the new allocations

find the wave length in meters,

the following formula may
be used:
Meters :—M
kilocycles

new wave length, in meters,
of station WM AQ which has
been placed on 670 kilocycles:

in terms
order to

find the

300,000
Meters = — L~ — 447.7
670
NEBRASKA

KGES, Central City...... Cons. with KGBZ
KMMJ, Clay Center. .. .. 740 1,000 (Ltd)
KGBY, Columbus.... .... Cons. with KGBZ
KGEO, Grand Is.. Cons. with KGBZ
I\GDW Humboldt. . Cons. with KGBZ
KFOR, 'Lineoln. . .. ...... 1,210 100
KFAB, Lincoln.......... 770 5,000 WBBM
WCAJ, Lincoln.......... 59 500 WOW
WIAG, Norfolk.......... 1,060 500 (Ltd)
WAAW, Omaha.......... %6 . 500

Day)
WOW, Omaha........... 590 1,000 WCAJ
KGFW, Ravenna........ 1,420 50
KGCH, Wayne.......... Consol. with KGBZ
KGBZ, York............ 939 500(cp) KMA

NEW HAMPSHIRE

WKAV, Laconia. . .......

1,310
WBRL, Tilton...........

1,430

NEW JERSEY

WCAP, Asbury Pk....... 1,280
WPG, Atlantic City...... 1,100
Wi AM Plainfield. ... ... 1,370

50

500 WICC

500

5,000
100

Ke.
1,200

Station
WCAM, Camden.........

WHAP, Carlstadt........
WCDA, Cliff Pk.........

Power

500

Shared
with
WCAP
WOAX

(See New York)
(See New York)

WPAP, Cliff Pk.......... 1,010 250 WHN
WQAO.. ... i, e WRNY
WIBS, Elizabeth......... 1,450 250
WMCA, Hoboken........ 570 500 WNYC
WPCH, Iloboken. ...... 810 500 (D)
WAAT, Jersey City...... 1,070 300
WEKBO, Jersey City...... 1,450 250 WBMS
WIBS
*WIBS, under new allocation divides time with
Stations WBMS, WNJ, WKBO
WGCP, Newark. ........ 1,250 500 WODA
WAAM
WLWL, Kearny.......... 1,100 5,000 WPG
(Day)
WOR, Newark,,......... 718 5000
WAAM, Newark......... 1,250 250 WODA-
WGCP
WGCP, Newark.......... 1,250 250 WKBO
WBMS
WNJ, Newark......... v, 1,450 250
WODA, Paterson......... 1,250 1,000 WAAM-
WGCP
{ WGBB
WIBI, Red Bank......... 1,210 100 { WINR
WCOH
WOV, Secaucus. ......... 1,130 1,000 SeeN.Y
WOAX, Trenton......... 1,280 500 WCAM
WCAP
WBMS, Union City...... 1,450 250
Shr. w. WNJ, WIBS, WKBO
NEW MEXICO
KOB, State College . . .. .. 1,180 10,000 KEX
KGFL, Raton........... 1,370 50
KGGM, Albuquerque..... 1,370 100
NEW YORK
WKBW, Amherst. ...... 1,470 5,000
WGBS, Aatoria, L. 1 ..... 1,180 580 Lim.time
WMBO, Auburn......... ,370 1,000
WINR, Bay Shore........ 1,210 100 WJBI
WGBB
WCOH
WEAPF, Bellmore......... 660 50,000
WBBC, Brooklyn........ 1,400 500 WCGU
WLTH
WSGH
WSDA
WLTH, Brooklyn........ 1,400 500 WCGU
WBBC
WSGH
WSDA
WMBQ, Brooklyn........ 1,500 100 WLBX
WCLB
WWRL
WSGH, WSDA, Brooklyn. 1,400 500 WCGU
WLTH
WBBC
WEBR, Buffalo.......... 1,310 100
WGR, Buffalo........... 550 750
WSVS, Buffalo........... 1,370 50
WCAD, Canton....... ve. 1,220 500 (D)
WMAC, Casenovia....... 1,440 500 WOKO
WHEC
WABO
WSGH
WCGU, Coney Ie........ 1,400 500 WIDA
WBBC
WNBF, Endicott......... 1,500 50
WLBH, Farmingdale..... 1,420 30 WIHPP
WMRJ
WJBI
WGBB, Freeport......... 1,210 1004 WINR
WCOH
WKEN, Buffalo......... 1,0401,000 (Ltd%v
INR
WCOH, Greenville, ...... 1,210 100 { W BB
WJIBL
WEAI Ithaca........... 1,270 500
(Day)
WLCI, Ithaca........... 1,210 50
WMRJ, Jamaica......... 1,420 10 WLRH
WHPP
WOCL, Jamestown....... 1,210 25
WCLB, Long Beach...... 1,500 100 WMBQ
WLBX
WWRL
WLBX, Long Island...... 1,500 100 WMBQ
WCLB
WWRL
WMAK, Martinsville . . .. 900 750 WFBL
WOKO, Mt, Beacon. ..... 1,440 500 WHEC
WABO
WMAC
WBNY, New York....... 1,350 250 WMBSG
WCDA
59



Station
WHN, New York........

WMSEG, New York.......
WABC, New York.......

WBOQ, Richmond. ... . ..

WHEC, WABO, Rochester
WNBQ, Rochester.........

WBBR, Rossville.........

W NBZ, Saranae... .......
WGY, Schenectady
WFBL, Syracuse. . .. .....
WSYR, Syracuse.. ..

WHAZ, Troy

WCDA, New York.......

WIIAP, New York.......
WPAP-WQAO, New York

WRNY, New York.......

WHPP, New York.......
WPCII, New York.... ..
WLWL, New York......

WOV, New York........
WJZ, New York.........

NORTH CAROLINA

WWNC, Asheville........
WBT, Charlotte... .. .....
WRBU, Gastonia........
WNRC, Greensboro. . .. ..
WPTF, Raleigh..........
WRBT, Wilmington......

NORTH DAKOTA
KFJM, Bismarck........
KDLR, Devils Lake.. ....
WDAY, Fargo...........
KFJM, Grand Forka... ...

KGCU, Mandan.........

OHIO

WHBD, Bellefontaine... ..
WEBE, Cambridge... .. ..
WHBC, Canton..........
WAAD, Cincinnati..
WKRC, Cincinnati..
WFBE, Cincinnati
WLW, "Mason. .
WJAY Cleveland. ... .. ..
WHK, Cleveland... ... ..
WTAM, Cleveland.......
WEAR, Cleveland........
-WAIU, Columbus. .......
WCAH, Columbus. ......
WEAOQ, Columbuq .

WSAIL Mason. .... ... ..
WSRO, Middletown. ... ..
WCSO, Springfield..... ..
WIBR, Steubenville.. . ...
WSPD, Toledo.. .. ..

WEKBN, Youngstown ....
WMBW, Youngstown. . ..

OKUAHOMA

KGFF, Alva.. ...........
KOQCW, Chickasha.......
KGCB, Enid............
WNAD, Norman.....
KFJF, Okla. City...

KFXR, Okla. City. ..
KGFG, Okla. City
WKY, Okla. City........
kGGF Picher...........

WBBZ, Ponca City..
KVOO, Tulsa

OREGON

KFJI, Astoria... .........
KOAC, Corvallis.. .... ...
KORE, Eugene. .........

60

Shared
Ke. Power with
1,010 250 WQAO
WPAP
WRNY
WBNY
1,350 250 { WMSG
WCDA
570 500 WNMCA
570 500 WNYC
!WBNY
1,350 250 { WCDA
| WKBQ
860 5,000 (Consol.
with
WBOQ
See WABC
1,440 WMAC
WOKO
1,500 15
"HAP
1,300 1,000¢ WIIAZ
| WEVD
1,290 10(D)
790 50,000 Ltd.
950 750 WMAK
570 250
WBBR
1,300 500 WHAP
WEVD
1,200 100
1150 5,000
WBBR
1,300 500 ¢ WHAP
WIAZ
1,500 100 WMBQ
WLBX
WCLB
WBNY
1,350 250 { WMSG
| WKBQ
WBBR
1,300 1,000 WEVD
WHAZ
1,010 250 WRNY
WHN
Q
1,010 250 PAP
WHN
WLBH
1,420 loiwnm
810 500(I)
1,100 5000 WPG
(6 to 8P. M)
1,130 1,000(D)
760 30,000
570 1,000
1,080 (CP 10,000)
1,21 100
1,440 500
680 (CP 10,000)
1,370 50
550 500 KFDY
KFYR
1,210 100
1,280 1,000 WEBC
550 500 KFDY
KFYR
1,200 100
1,320 1,000
1,450 500 WJAY
1,370 100
1,210 100
1,200 10
1,420 25 WSRO
550 500 WEAO
1,200 100
700 50,000
1,450 500 WFJC
1,390 1,000
1,070 3,500 WEAR
1,070 1,000 WTAM
640 5,000 (Ltd)
1,430 250 WMIBS
550 750 WKRC
1,210 50
570 200 WKBN
1,310 100
1,210 100
800 5,000 (Ltd)
1,420 100 WAAD
1,380 500 KQV
1,420 50 WQBZ
1,340 500
570 500 WSMK
(Deleted)
1,420 i00
1,420 100
100 KGFG
500 KGGF
5,000
100
50 KGCB
1,000
500 WNAD

1,2C0
1,140

1,370
560
1,420

100
5,000CP WAPI

50 KFEC
1,000

100

Station

KMED, Medford........
KEX, Portland..........
KFEC, Portland. .. ......
KFIF, Portland..........
KFJR, Portland..........
KTBR, Portiand.........
I\'GrVV, Portland..........

KWJJ, Portland. ........
KXL, Portland. . .
IXOIN, Portland. ..

PENNSYLVANIA

WCBA, Allentown........
WSAN, Allentown........
WFBG, Altoona..........
WNBW, Carbondale. .. ...
WIBG, Elkins. .. o
WEDH, Erie.
WRAK, Erie...... B
WFKD, Frankford.......

WSAJ, Grove City.......
WBAK, Harrisburg.......
WPRC, Harrisburg.. ... ..
WHBP, Johnstown.. .. ...
WABF, Kingston.........
WGAL, Lancaster.. .. .. ..
WKJC, Lancaster........
WMBS, Lemoyne........
WJIBU, Lewisburg. ... ...
WLBW, Oil City.........
WFAN, Philadelphia. . ...
WABY, Philadelphia. .. ..

WFI, Philadelphia... . . ...
WCAU, Philadelphia. .. ..

WHBW, Philadelphia.....

WIAD, Philadelphia.... ..
WIP, Philadelphia........
WLIT, Philadelphia......
WXNAT, Philadelphia. . ...

WOO, Philadelphia.......

WPSW, Philadelphia. . ...

WRAX, Philadelphia... ..
KQV, Pittsburgh.........
WCAE, Pittsburgh.......
WJAS, Pittsburgh........
KDKA, Pittsburgh.......
WRAW, Reading.........
WGBI, Scranton. ... .. ...
WQA’\I, Scranton........
WPSC, State College. . ...
WNBO, Washington. ... ..
WBAX, Wilkes-Barre... ..

WALK, Willow Grove.. ..
WBRE, Wilkes-Barre.. ...

PORTO RICO
WKAQ, 8an Juan........

RHODE ISLAND

WDWP

WLSI, Cranston. ........
WMBA, Newport........
WFCI, Pawtuocket........

WEAN, Providence... ....
WJAR, Providence. ... ...

SOUTH CAROLINA

WBBY, Charleston.......
WRBW, Columbia...... 0

SOUTH DAKOTA
KFDY, Brookings........

KGCR, Brookings........
KGDA, Dell Rapids......
KGDY, Oldham .........
KGFX, Pierre...........

KSOO, Sioux Falls. .. ....
KUSD, Vermilion........

WCAT, Rapid City.......
WNAX, Yankton........

TENNESSEE
WFBC, Knoxville........
WNBJ, Knoxville........
WNOX, Knoxville........
WOAN, Lawrenceburg.. . .
WGBC, Memphis........

WHBQ, Memphis........
WMBM, Memphis.......
WMC, Memphis.........
WNIBR, Memphis........
WBAW, Nashville........
WLAC, Nashville.,......
WSM, Nashville........ o

WSIX, Springfield........
WOBT, Union City.......
WREC, Whitehaven......
WDOD, Chattancoga... ..

1,500
1,310

Power
50
5,000
108
50
500
500
1,000
15
500
500
1,000

75
100

500

(Day
B (5)00 (Ltd)

100
500

50

50
1,000
500
500

Shared
with
KOB
KFJI
KTBR
KFJR

(Ltd)
KFAU

KFJM
KFYR

WNAX
KFNF
KUSD
KFNF

WREC
WXNBR

(Sunday only)
100

10

1
500
0

WOAN

Station Ke.
TEXAS

KGRS, Amarillo......... 1,410

WDAG, Amarillo......... L410

KUT, Austin............ 1,120

KFDM, Beaumont.......
KFYO, Breckenridge. .

LKWWG, Brownsville. .

WTAW, College Sta......

KRLD, Dallas........... 1,040
WFAA, Dallas........... 1,040
WRR, Dallas............ 1,190
IxFPL, Dublin........... 1,310
WDAH, El Paso......... 1,310
KFJZ, Fort Worth. ., .... 1,370

WBAP, Fort Worth.. . ... 800

KFQB, Fort W.rth... ... 1,240
KFLX, Galvestun.. . ... . 1,370
KFUL, Galveston........ 1,290
KGKL, Georgetown. . .. .. 1,370

1,500

KGIB, Goldthwaite.. .. ..
KFPM, Greenville... .. ...
KRGV, Harlingen...... ..
KPRC, Houston.........
KTUE, Houston.........

KGHX, Richmond....... 1,500
KGFI, San Angelo....... 1,310
KGCI, San Antonio...... 1,370
KGDR, San Antonio, .. . 1,500
KGRC, San Antonio... ... I,3ZO

KTSA, San Antonio. .
KTAP, San Antonio

WOAI San Antonio...... 1,130

WIJAD, Waco............ 1,240

KGKO, Wichita Falls..... 570
UTAH

KFUR, Ogden.. ..
KDYL, Salt Lake Ci

KSL, Salt Lake City
VERMONT

WCAX, Rurlington....... 1,260

WNBX, Springtield....... 1,200
VIRGINIA

WTAZ, Richmond. ...... 1,210

WNEW, Newport........ 1,310

WTFF, Mt. Vernon Ilills.. 1,460
WTAR
WPOR, Norfolk..........

780
WBBW, Norfolk......... 1,200
WLBG, Petersburg....... 1,200
WRVA JRichmond. ...... 1,110
WMDBG, Richmond.. . L2

WEBBL, Richmond.
WDBJ, Roanoke.. .
WSEA, Portamout!

WASHINGTON

KXRO, Aberdeen........ 1,420
KVOS, Bellingham....... 1,200
KFBL, Everett.......... 1,370
KGY, Lacey............. 1,200
KUJ, Longview.......... 1,500
KWSC, Pulilman......... 1,390
KFOA, Seattle........... 1,270
KFQW, Seattle.......... 1,420
KPQ, Beattle............ 1,210
KVL, Seattle............ 1,370
KIJR, Seattle... .. ... . 970
KKP, Seattle. 1,420
KOMO, Seattle 920
KPCB, Seattle. el L2210
KRSC, Seattle.. .. ....... 1,120
KTW, Seattle..: ,270

KXA, Seattle.. ... .......
KFIO, Spokane...........
KFPY, Spokane..
KGA, Spokane...........
hHQ, Spokane...........
KVI, Nr. Des Moines. ...

WEST VIRGINIA

‘WOBU, Charleston 580
WQBJ, Clarksburg. . 1,200

Fairmont........ 890
WSAZ, Huntington....... 580
WWVA, Wheeling........ 1,160
WQBZ, Weirton.. ... ..... 1,420

WISCONSIN
WEBW, Beloit.. .o 600
WTMJ, Brookfeld. ... . 620
WTAQ, Eau Claire.. 1,330
KFIZ, Fond Du Lac...... 1,420
WCLO, Kenosha......... 1,200
WKBH, LaCrosse........ 1,380
WIBA, Madison. . 1,210
WHA, Madison.......... 570
WOMT, Manitowoe. ... .. 1,210
WIIAD, Milwaukee...... 1,12)
WIsN, Milwaukee.. 1,120
WIBU, Poynette.. . ... 1,310
WIRIN, Racine........... 1,200
WHBL, Sheboygan....... 1,410
WEBC, Superior. ........ 1,280
WLBL, Stevens Point... .. 900
WHBY, West De Pere.... 1,200
WYOMING

KFBU, Laramie.......... 600

Share
Power with
WDAG
KGRS
WTAW

KRGV
KUT

WFAA
KRLD

IOO

100
50,000 KTHS
1,000 WJAD

100
500(N) KTSA
1,000¢1))
100

100
15
500
1,000
5

50
100
100
100
100
1,000
0

5,000
1,000
250

KWWG

KGRC

KGCI
KFUL

WRR
KFQB

50
1,000

5,000 (CP)

100
10

WNBX
WCAX

150
100
10,000

500
100

100
5,000(CP)
100 WTAZ
100
500(D) 250(N)
5000 WTAR
WPOR

WMBG

WSEA

75

100

50 KVL
50(D) 10(N\)

(D)
1,000 KFOA
500 KUOM

100(D)

500 KWSsC
5,000
1,000

500
1,000

KVI
KMO

250 WBSAZ
65(CP)
25) (N)
570 (D)
250 WOBU
5000 WOWO
60 WIBR

250(D)
KSCJ

WRJIN
K80
WPCC
WRM
WISN
WHAD
WCLO

{ WDGY
530 { KFLV
WHDI
1,000 WDAY

1,003 WHAL
(Day)
53

500
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UBE Specifimfions

IT should be noted that although the 171, 112, 210 and 250 tubes appear on both A.C. and D.C.
lists, they are now generally used as A.C. tubes. Properly speaking the A.C. tubes are the
226 and 227 type but from the standtoint of the user the power tube, into which class the four
first anentioned fall, is also an A.C. tube.

A. C. Receiving Tubes

A.C. Plate
. Heater or Recom- AC. Filament | Maximum | Voltage Current
Narmee and Address Trade Name and List Filament mended Filament | or Heater | D.C. Plate| Ampli- in
of Manufacturer Model Number Price Type Use or Heater | Current Voltage fication Milk-
Voltage Amperes Factor amperes
Allan Mfg., Co. Vogue— AX 226 $2.50 Filament Amplifier 1.5 1.05 180 8.2 3.7-3.8
102 N. 5 R8¢, AX227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.2 3.0-6.0
Harrison, N. J. AX210 9.00 Filament |Power Amplifier 7.5 1.25 450 7.7 7.0-18.5
AX250 12.00 Filament |Power Amplifier 7.5 1.25 450 2.5 55
112A 3.00 Filament |Power Amplifier 5.0 .25 180 8.0 4.8-7.8
171A 2.75 Filament |Power Amplifier 5.0 25 180 3.0 11.0-20.0
Arcturus Radio Co. Arcturus— 126 2.25 Filament Amplifier 1.5 1.05 135 8.2 3.8
219 Elizabeth Ave. 126-1 4.00 Heater Amplifier 1.5 1.20 135 8.2 4.7
Newark, N. J. 28 4.00 Heater Amplifier 15.0 0.35 135 10.0 4.0
32 4.00 Heater Amplifier 15.0 0.35 135 30.0 1.5
48 4.00 Heater Amplifier 15.0 0.35 135 10.0 4.0
30 4.00 Heater Power Amplifier 15.0 0.35 180 3.8 23.0
40 4.00 Heater Power Ampl fier 15.0 0.38 180 3.1 20.0
071-H 4.00 Heater Power Amplifier 5.0 1.00 180 3.1 20.0
26 5.00 Heater Detector 15.0 0.35 45 10.0 2.5
127 4.00 Heater Detector 2.25 1.60 180 9.0 3.7
Sereen Grid—22 7.50 Heater Amplifier 15.0 0.35 180 370.0 1.0
Armstrong Elec. & Mfg. Co.. Inc. Armor —AC526 2.50 Filament Amplifier 1.5 1.05 135
187 Sylvan Ave., Newark, N. J. AC527 5.C0 Heater Det.-Amplifier 2.5 1.75 135
Cable Supply Co., Inc. Speed—226 2.25 Filament Amplifier 1.5 1.05 180 8.5 8
84 No. 9th St., Brooklyn, N. Y. 227 4.00 Heater Det. & amp. 2.5 1.75 180 8 7
112A 2.75 Filament Power amp. 5 .25 157 8 10
171A 2.75 Filament Power amp. 5 .25 180 3 20
210A 8.00 Filament Power amp. 7.5 1.25 425 8 18
250 10.50 Filament Power amp. 7.5 1.25 450 4 60
Y222 6.50 Heater F. & AF— 2.5 1.75 180 300 2
Amp.
Ceco Mfg. Co. Ceco— M26 2.25 Filament Amplifier 1.5 1.05 180 8.2
702 Eddy St. | N27 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.2
Providence, R. I. ! 827 5.00 Heater Det.-Amplifier 3.0 1.10 180 8.2
Hi-Mu2é 4.00 Filament Amplifier 1.5 1.05 180 20.0
Sereen Grid—AC22 8.00 Heater Amplifier 2.5 1.75 180 300.0
Champion Radio Works, Inc. Champion—Y 227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.0 6.0
Danvers, Mass. X226 2.25 Filament Det.-Amplifier 1.5 1.05 180 8.2 7.5
XI171A 2.75 Filament |Power Amplifier 5.0 0.25 180 3.0 20.0
X112A 2.75 Filament |Power Amplifier 5.0 0.25 180 8.0 8.0
Cunningham Inc., E. T. Cunningham— CX-326 2.25 Filament Amplifier 1.5 1.05 180 8.2 7.5
370 Seventh Ave. C-327 4.00 Heater Det.-Amplifier 2.5 1.75 180 9.0 6.0
New York, N. Y. CX-112A 2.75 Filament |Power Amplifier 5.0 .25 180 8.0 9.5
CX-371A 2.75 Filament Power Amplifier 5.0 .25 180 3.0 20.0
CX-310 9.00 Filament |Power Amplifier 7.5 1.25 425 8.0 18.0
CX-350 11.50 Filament |Power Amplifier 7.5 1.25 450 3.8 55.0
Daven Corp. Daven—AC.-26 .50 Filament Amplifier 1.5 1.05 8.0 5.0
158 Summit St. AC.-27 5.00 Heater Det.-Amplifier 2.5 1.75 8.0 1.5
Newark, N. J. AC.-10 9.00 Filament |Power Amplifier 7.5 1.25 7.0 30.0
De Forest Radio Company Audion— 410 9.00 Filament |Power Amplifier 7.5 1.25 425 7.7
Central Ave. and Franklin St. 426 2.75 Filament Amplifier 1.5 1.05 180 8.2
Jersey City, N. J. 427 5.00 Heater Det.-Amplifier 2.5 1.75 180 8.2
450 12.00 Filament |Power Amplifier 7.5 1.25 400 3.8
Diameond Electrie Corp. Diamond—D-226 2.25 Filament Amplifier 1.5 1.05 180 8.2 3.
780 Frelinghuysen Ave., Newark, N. J. D-227 4.00 Heater Detector 2.5 1.75 45 8.2 .14
Diamond Vacuum Products Co. Diatron—226 2.25 Filament Amplifier 1.5 1.05 180 8.2 3.8
4049 Diversey Ave. 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.2 6.0
Chicago, I1l. Shieldplate—122 A.C. 7.00 Heater Amplifier 2.25 1.75 135
Fray Mfg., Co. Mellotron— X-226 2.25 Filament Amplifier 1.5 1.05 180 8.2
2021 So. Michigan Ave., Chicago, Iil. X-227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.0
Gold Seal Elec. Co. Gold Seal— 226 2.25 Filament Amplifier 1.5 1.05 180 8.2 7.5
250 Park Ave. 227 4.00 Heater Det.-Amplifier 2.5 1.75 180 9.0 6.0
N. Y. City 112A 2.75 Filament |Power Amplifier 5.0 0.25 157 8.0 10.0
171A 2.75 Filament |Power Amplifier 5.0 0.25 180 3.0 20.0
210 9.00 Filament |Power Amplifier 7.5 1.25 425 8.0 22.0
250 11.50 Filament |Power Amplifier 7.5 1.25 450 3.8 55.0
Hytron Corp. Hytron— X-226 2.25 Filament Amplifier 1.5 1.05 180 8.0 6.0
19 Oakland St., Salem, Mass. Y-227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.0 7.5
Jaeger Research Labs., Ine. Jueger— AC.-226 2.50 Filament Amplifier 1.5 1.05 180
280 Park Ave., Weehawken, N. J. AC.-227 5.00 Heater Det.-Amplifier 2.5 1.75 135
Kellogg Switchboard & Supply Co. Kell gg—401 5.00 Heater Det. & amp. 3 1 150
1066 W. Adams St., Chicago 403 7.50 Heater Power amp. 3 1.5 200
Ken-Rad Corp. Ken-Rad Archatrons— 226 2.25 Filament Amplifier 1.5 1.05 180 8.2 3.8
Owensboro, %e-ntucky 12A 2.75 Filament |Power Amplifier 5.0 .25 157 8.0 9.5
171A | 2.75 Filament |Power Amplifier 5.0 .25 180 3.0 20.0
227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.2 60
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A. C. Receiving Tubes—Continued

A C. Plate
Heater or Recom- A.C. Filament | Maximum | Voltage Current
Name and Address Trade Name and List Filament mended Filament | or Heater [D. C. Plate| Ampli- in
of Manufacturer Model Number Price Type Use or Heater | Current Voltage fication Mili-
Voltage Amperes Factor Amperes
La Salle Radio Corp. La Salle—1.8S-226 $2.25 Filament Amplifier 1.5 1.05 180 8.2 4.0
149 West Austin Ave., Chicago, Ill. Ls-227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.2 6.0
(A division of Matrhless Electriec Co.)
Magnatron Corp. Magnatron—AC.-226 2.25 Filament Amplifier 1.5 1.05 180 8.2 6.0
Magnatron Bldg., Hoboken, N. J. AC.-227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.0 5.0
Matchless Electric (0.—See La Salle Radio| Corp.
Natlonal Tube Mfrs., Inc. Royal— R226 2.25 Filament Amplifier 1.5 1.05 180 8.2 8.0
1890 E. 40 St, RI71A 2.75 Filament |Power Amplifier 5.0 .25 180 3.0 20.0
Cleveland, Ohio R227 4.00 Heater Detector 2.5 1.75 180 9.0 6.0
R210 9.00 Filament |Power Amplifier 7.5 1.25 425 8.0 18.0
R250 11.50 Filament |Power Amplifier 7.5 1.25 450 3.8 55.0
Neptron Corp. Neptron— X-250 .50 JFilament [Power Amplifier 7.5 1.25 450 3.8 55.0
Salem, Mass. Y-227 4.00 Heater Det.-Amplifier 2.5 1.75 180 8.2 6.0
X-1714 2.75 Filament |Power Amplifier 5.0 .25 180 30 20.0
X-226 2.25 Filament Amplifier 1.5 1.05 180 8.2 16.5
Northern Mfg. Co. Marathon—112-A 3.00 Filament (Power Amplifier 5.0 .25 157 8.0 9.5
365 Ogden St. 17 3.00 Filament |Power Amplifier 5.0 .25 180 3.0 20.0
Newark, N. J. 9.00 Filament |Power Amplifier 7.5 1.25 425 8.0 18.0
2.50 Filament Amplifier 1.5 1.05 180 8.2 7.5
5.00 Heater Detector 2.5 1.75 90 8.0 7.0
12.00 Filament [Power Amplifier 7.5 1.25 450 3.8 55.0
Perryman Electric Co. $4.00 Heater Det.-Amplifier 2.5 1.75 45 8.2 7.0
33 W. 60th 8t. 2.25 Filament Det.-Amplifier 1.5 1.05 45 8.2 89
New York City 2.75 Filament |Power Amplifier 6.0 .50 157 8.0 7.9
2.75 Filament |Power Amplifier 6.0 .25 180 2.65 21.0
P./ 9.00 Filament |Power Amplifier| 6.0—8.0 | 1.1—1.25 425 7.5 23.0
P.A.-250 11.50 Filament |Power Amplifier 7.5 1.25 450 3.8 55.0
Radlo Corp. of America Radiotron—UX-226 2.25 Filament Amplifier 15 1.05 180 8.2 7.5
233 Broadway, New York, N. UY-227 4.00 Heater Det.-Amplifier 2.5 1.75 180 9.0 60
Note—See special tubes at end of tlus list.
Raytheon Mfg. Co. Raytheon— Ray-X-226 2.25 Filament Amplifier 1.5 1.05 180 8.2 7.5
238 Main St., Cambridge, Mass. Ray-X-227 4.00 Heater Det.-Amplifier 2.3 1.75 180 9.0 6.0
Senatron Tube Co. Qonatron—)& 226 2.25 Filament Amplifier 1.5 1.05 180 8.2 7.5
108 W. Lake St. Y-227 4.00 Heater Det.-Amplifier 2.5 1.75 90 8.0
Chicago, Il X-401 5.00 Heater Det.-Amplifier 3.0 1.00 135 10.0 50
X-225A Same as |401 except he|ater prongs are |on side of blase.
Sunlight Lamp Co. Crusader—SLX 226 2.50 Filament Amplifier 1.5 1.05 180 8.2
288 Springfield Ave. SLX227 5.00 Heater Det.-Amplifier 2.5 1.75 180 8.2
Newark, N. J. SLXI171A 3.00 Filament |Power Amplifier 5.0 .25 180 3.0
SLX 210 9.00 Filament |Power Amplifier 7.5 1.25 425 8.0
SLX 250 12.00 Filament |Power Amplifier 7.5 1.25 450 3.8
SLX171AC 3.00 Filament |Power Amplifier 5.0 .75 180 3.0
SLX112AC 3.00 Filament |Power Amplifier 5.0 .75 135 8.0
Supercraft Products Corp. Supereraft—SPX-426 2.25 Filament Amplifier 1.5 1.05 180 8.2 7.5
225 W. 46 St. SPY-427 4.00 Heater Detector 2.5 1.75 45—90 8.0 2.7
New York City SX-412A 2.75 Filament |Power Amplifier 5.9 .25 180 8.0 9.5
SX-471A 2.75 Filament |Power Amplifier 5.0 .25 180 3.0 20.0
SPX-410 9.00 Filament |Power Amplifier 7.5 1.25 425 8.0 18.0
Sylvania Products Company Sylvania— 8X-226 2.25 Filament Amplifier 1.5 1.05 180 8.5 7.5
Emporium, Penna., SY-227 4.00 Heater Detecior 2.5 1.75 180 8.5 7.5
Screen Grid—SY-222 6.50 Heater Amplifier 2.5 1.75 180 150.0 5.0
Televocal Corp. Televocal— ACZZ6 2.25 Filament Amplifier 1.5 1.05 180 8.0
588 12th St. C227 4.00 Heater Deteetor 2.5 1.75 90
West New York, N. J. ACZZ7Q 4.00 Heater Detector 2.5 1.75 90
United Radlo & Electrie Corp. Ureco—X-226 2.25 Filament Amplifier 1.5 1.05 180 8.2 7.5
500 Chanoellor Ave. Y-227 4.00 Heater Det.-Amplifier 2.5 1.75 90 8.0 7.0
Irvington, N, J X-401 5.00 Heater Det.-Amplifier 3.0 1.0 90 12.0 1.0
D. C. Receiving Tubes
Maximum | Voltage Plate
Name and Address Trade Name and List Recommended Filament | Filament | Detector | Amplifier | Amplifi- | Currentin
of Manufacturer Model Number Price 8e Terminal | Current Plate Plate cation Milli-
Voltage Amperes Voltage Voltage Factor amperes
Allan Mfe. Co. Vogue 201A $1.50 Detector-amplifier 5.0 0.25 45 135 8.0 0.9-2.5
102 N, 5th St. VorX 199 2,25 Detector-amplifier 3.3 0.07 22-45 90 6.2 1.0-2.5
Harrieon, N, J. 20 2.50 Power amplifier 3.3 0.14 135 3.3 3.2-7.0
AX12 2.50 Detector-amplifier 1.1 0.25 22 90 6.5 1.1-2.6
AXI11 2.50 Detector-amplifier 1.1 0.25 22 90 6.5 1.1-2.6
X112 2,75 Power amplifier 5.0 0.5 180 8.0 4.8-7.8
X171 2.75 Power amplifier 5.0 0.5 180 3.0 11.0-20.
X300 4.00 Detector 5.0 0.25 45 20.0 1.0
Armstrong Elec. & Mfg. Co., Inc. Armor—CF501 2.50 Detector-amplifier 5.0 0.25 22 135 8.0
187 Sylvan Ave. CF512a 3.00 Detector-amplifier 5.0 0.25 90 157
Newark, N CF512 3.00 Detector-amplifier 5.0 0.5 90 157 8.0
CF571a 3.00 Power amplifier 5.0 0.25 90 180
CF571 3.00 Power amplifier 5.0 0.5 90 180
CF510 9.00 Power amplifier 7.5 1.25 180 450
CF550 12.00 Power amplifier 7.5 1.25 450
CF500a 4.00 Special detector 5.0 0.25 22 45
Cable Supply Co., Inc. Speed—201A 1.50 Detector-amplifier 5 0.25 45 135 8 3
84 No. gtll,l ySL. ! 200AA 3.00 Detector 5 0.25 90 20.0 1.0
Brooklyn, N. Y. 199V 1.75 Detector-amplifier 3 0.060 45 90 6.6 2.5
199X 1.75 Detector-amplifier 3 0.060 45 90 6.6 2.5
WD12 2.50 Detector-amplifier 1.1 0.25 45 135 6.6 3.0
WDI1 2.50 Detector-amplifier 1.1 0.25 45 135 6.6 3.0
120 1.75 Power amplifier 3.0 0.125 135 3.3 6.5
X222AC 7.50 R.F. and A.F. amp. 3.0 0.125 180 300.0 1.5
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D. C. Receiving Tubes—Continued

Maximum | Voltage Plate
Name and Address Trade Name and List Recommended Filament | Filament | Detector | Amplifier | Amplifi- | Currentin
of Manufacturer Model Number Price Use Terminal | Current Plate Plate cation Milli-
Voltage Amperes Voltage Voltage Factor amperes
Ceco Mig. Co. Ceco—AX $1.50 General purpose 5.0 0.25 45 135 8.5
702 Eddy St. 01B 3.50 General purpose 5.0 0.125 45 135 8.5
Providence, R. 1. B 2.00 Dry cell operation 3.0 0.06 45 90 6.4
BX 2.00 Dry cell operation 3.0 0.06 45 90 6.4
C (large base) 2.00 Dry cell operation 3.0 0.06 45 90 6.4
E 2.50 |Dry cell power amplifier 3.0 0.125 180 3.3
Fl2 2.75 Power amplifier 5.0 0.50 45 180 8.0
Fi2A 2.75 Power amplifier 5.0 0.25 45 180 8.0
G 2.00 Hi-mu amplifier 5.0 0.25 180 20.0
H 2.50 Special detector 5.0 0.25 67-90 135 14. 4
J71 2.75 Power amplifier 5.0 0.50 180 3.0
J71A 2.75 Power amplifier 5.0 0.25 180 3.0
K 3.00 | Special R.F. amplifier 5.0 0.25 140 12.5
Lio 9 00 Power amplifier 7.3 1.25 425 7.8 30
L50 11.50 Power amplifier 7.5 1.25 450 3.8 55
R.F.22 6.50 Screen grid amplifier 3.3 0.132 135 300.0
Li5 5.80 Power amplifier 5.0 1.00 180 7.0 20
€hampion Radio Works, Inc. Champion—X250 11.50 Power amplifier 7.5 1.25 450 3.8 55.9
Danvers, Mass. X210 9.00 Power amplifier 7.5 1.25 450 8.0 55.0
X200A 4.00 Detector 5.0 0.25 45 20.0 [
XI171A 2.75 Power amplifier 5.0 0.25 180 3.0 20.0
X112A 2.75 Power amplifier 5.0 0.25 180 8.9 7.9
X120 2.58 Power amplifier 3.3 0.132 135 3.3 7.0
X199 2.25 Detector-amplifier 3.3 0.063 90 6.6 2.5
V199 2.25 Deteotor-amplifier 3.3 0.063 90 6.6 2.5
X240 2.00 Detector-amplifier 5.0 0.25 180 30.0 0.2
X201A 1.50 Detector-ainplifier 5.0 0.25 135 8.0 2.5
Cuonningham, Inc., E. T. Cunningham—C-11-CX-12 2 50 Detector-amplifier 1.1 0.25 22-45 135 6.6 3.3
370 Beventh Ave. C-299 2.25 Detector-amplifier 3.3 0.063 22-45 90 6.6 2.5
New York, N. Y CX-299 2.25 Detector-amplifier 3.3 0.063 22-45 90 6.6 2.2
CX-220 2.50 Power amplifier 3.3 0.132 135 3.3 6.5
CX-322 6.50 | Screen grid amplifier 3.3 0.132 180 300* 1.5
CX-300A 4.00 Detector 5.0 0.25 22-45 20 1.5
CX-301A 1.50 Detector-amph.ﬁer 5.0 0.25 45 135 8.0 3.0
CX-340 2.00 Detector amplifier 5.0 0.25 135 180 30.0 0.2
CX-1124 2.75 Detector amphﬁer 5.0 0.25 45 180 8.0 9.5
CX-371A 2.75 Power amplifier 5.0 0.25 180 3.0 20.0
*Varies with voltages applied.
Daven Corp. Daven MU-6 3.50 Semi-power tube 6 0.5 135 6 12
158 Bummit 8t. MU-20 2.25 Detector-amplifier 6 0.25 45-90 135 20 1.2
ark, N.J 201-A 1.50 Detector-amplifier 5 0.25 45 90-135 8 3
De Ferest Radio Co. Audion—401A 2.0 | . Detector-amplifier 5.0 0.25 45 135 8.0 8.0
Central Ave. and Franklin St. 24 3,25 |Det.-amp., pwr. amplifier 5.0 0.25 90 157 8.0 8.0
Jersey City, N.J. 471A 3.25 Power amplifier 5.0 0.50 180 3.0 3.0
Diamond Electric Corp. Diamond—D201A 1.50 General purpose 5.0 0.25 22 135 8.5 3.0
780 Frelinghuysen Ave. D199 2.00 General purpose 3.3 0.063 22 90 6.25 2.5
Newark, N. J. D112 2.75 Power amplifier 5.0 0.5 22 157 8.2 8.0
D112A 2.75 Power amplifier 5.0 0.25 22 157 8.2 8.0
DI71 2.75 Power 8mpl}ﬁer 5.0 0.5 22 180 3.0 20.0 |
DI71A 2.75 Power amplifier 5.0 0.25 22 180 3.0 20.0 ;
D200A 4.00 Power detector 5.0 0.25 22-45 20.0 1.5 !
D240 2.00 Reeistance coupling 5.0 0.25 135-180 30.0 0.5
D222 6.50 Shielded grid 3.3 1.32 90-135 | 300.0 0.75
D210 9.00 Power amplifier 7.5 1.25 90-425 7.7 20.0
D250 12.00 Power amplifier 7.5 1.25 450 3.8
Diameonad Vacuum Products Co. Diatron—199V 2.25 Detector-amplifier 3.0 0.06 90 6.25 2.7
4049 Diversey Ave. 199X 2.25 Detector-amplifier 3.0 0.06 90 6.25 2.7
Chicago, Ill. 201A 1.50 Detector-amplifier 5.0 0.25 90 135 8.0 2-2.5
200A 4.00 Deteoctor 5.0 0.25 22-45 20.0 1.5
240 2.00 Res. amplifier 5.0 0.25 180 30.0 0.5
112 2.75 Detector-amplifier 5.0 0.5 157 8.0 8.0
171 2.75 Amplifier 5.0 0.5 180 3.0 20.0
1124 2.75 Detector-amplifier 5.0 0.25 157 8.0 8.0
171A 2.75 Amplifier 5.0 0.25 180 3.0 20.0
250 11.50 Amplifier 7.5 1.25 450 3.0 55.0
Shield plate—SP122 6.50 Amplifier 3.3 0.132 *90-135 300.0 0.75
*Screen grid voltage—45 to 67
Fray Mfg. Co. Mellotron—X201A 1.50 Detector-ampliﬁer 5.0 0.25 45 135 8.0
2021 So. Michigan Ave, X199 2.25 Detector-amplifier 3.0 0.06 45 135 6.6
Chicago, Iil. X112A 2.75 Detector-amplifier 5.0 0.25 45 180 8.0
X171A 2.75 Power amplifier 5.0 0.25 180 3.0
X171 2.75 Power amplifier 5.0 0.75 180 3.0
Gold Seal Electricai Co. Gold Seal—2014 1.50 Detector-amplifier 5.0 0.25 45 8.0 6.0
250 Park Ave. 199 2.25 Detector-amplifier 3.3 0.060 45 6.25 2.5
New York, N. Y. 171 2.75 Power amplifier 5.0 0.5 180 3.0 11-20
112 2.75 Power amplifier 5.0 0.50 157 8.0 8.0
200A 4.00 Detector 5.0 0.25 45-90 20.0 2.5
240 2.25 Amplifier 5.0 0.25 135-180 180 30.0 1.5
120 2.50 Power amplifier 3.3 0.132 135 3.3 6.5
222 6.50 Amplifier 3.3 0.132 135 175-300 1.5
Hytron ()org. Hytron—X201A 1.50 Detector amplifier 5.0 0.25 45 135 8.0
19 Oakland, V19 2.25 Detector amplifier 3.0 0.06 45 90 6.6
Salem, Mass. X199 2.25 Detector amplifier 3.0 0.06 45 90 6.6
(std. base) X199 2.25 Detector amplifier 3.0 0.06 45 90 6.6
X112A 2.75 Power tube 5.0 0.25 135 3.0
X112 2.7 Power tube 5.0 0.50 135 8.0
XI171A 2.75 Power tube 5.0 0.25 180 3.0
X171 2.75 Power tube 5.0 0.50 180 3.0
X120 3.00 Power tube 3.0 0.125 135 3.3
X200A 4.00. Detector 5.0 0.25 45 20.0
X222 6.50 Shield grid tube 3.3 0.132 135 300.0
X250 12.00 Power amplifier 7.5 1.25 450 3.8
3 Research Labs., Inc. Jaeger—JX 2014 1.50 Detector amplifier 5.0 0.25 20-90 135
280 Park Avenue JX199 2.25 Detector amplifier 3.0 0.06 20-90
Weekawken, N. J. JX112 3.00 Power tube 5.0 0.50 45-150
JX17] 3.00 Power tube 5.0 0.50 180
JX 2004 4.00 Detector 5.0 0.25 45
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D. C. Receiving Tubes—Continued

Mazximum | Voltage Plate
Name and Address Trade Name and List Recommended Filament | Filament | Detector | Amplifier | Amplifi- | Currentin
of Manufacturer Model Number Price Use Terminal | Current Plate Plate cation Milli-
Voltage Amperes Voltage Voltage Factor amperes
Ken-Rad Corp. Ken-Rad Archatrons—201A | $1.50 Detector amplifier 5.0 0.25 45 135 8.0 2.5
Oweusboro, 240 2.00 Amplifier Hi-Mu 35 5.0 0.25 90 180 30.0 0.2
Ky. 199 2.25 Detector amplifier 3.3 0.063 22-45 90 6.25 2.5
. 120 2.50 Power amplifier 3.3 0.132 135 3.3 7.0
112 3.00 Power amplifier 5.0 0.50 45 157.5 8.0 9.5
171 3.00 Power amplifier 5.0 0.50 180 3.0 20.0
200A 4.00 Detector 5.0 0.25 45 1.0
222 6.50 | Shielded grid amplifier 3.3 0.132 180 60.0 0.3
210 9.00 Power amplifier 7.5 1.25 425 77 18.5
250 11.50 | Super-power amplifier 7.5 1.25 4590 3.8 55.0
LaS8alle Radfo Corp. LaSalle—LS201A 1.50 Detector amplifier 5.0 0.25 22-45 8.0 7.0
149 West Austin Ave., LS199 2.25 Detector amplifier 3.0 0.006 22-45 6.25 4.0
Chicago, Il LS200-A 4.00 Detector 5.0 0.25 22-45 2.0 2.0
(A division of Matchless Elec- L8120 2.50 Power amplifier 3.0 0.012 135 3.3 7.0
tric Co.) LS112 2.75 Detector amplifier 5.0 0.25 22-45 150 8.0 8.0
LS112A 2.75 Detector amplifier 5.0 0.25 22-45 150 8.0 8.0
LS171 2.75 Amplifier 5.0 0.50 180 3.0 20.0
LSI171A 2.75 Amplifier 0.25 0.25 180 3.0 20.0
Ls210 9.00 Amplifier oacillator 7.5 i.25 425 7.7 18.0
LS250 11.50 Amplifier 7.5 1.25 425 3.8 20.0
Ls222 6.50 Radio frequency 3.3 0.132 135 7.0
Magnatron Corp. Magnatron—DC201A 1.50 Detector amplifier 5.00 0.25 45 135 8.0 3.0
Magnatron Bldg., DC199 2.25 Detector amplifier 3.3 0.063 45 90 6.6 2.5
Hoboken, N. J. DCI120 2.50 Power amplifier 3.3 0.132 135 3.3 6.5
DC200A 4.00 Detector 5.0 0.25 45 20.0 1.5
DCli2A 2.75 Detectcr amplifier 5.0 0.25 45 157.5 8.0 9.5
Power amplifier
DCI71A 2.75 Power amplifier 5.0 0.25 180.0 3.0 20.0
DC210 9.00 Power amplifier 7.5 1.25 425 8.0 18.0
DC250 11.50 Power amplifier 7.5 1.25 450 3.8 55.0
Matchless Electric Co., See La Salle [Itadio Corp.
National Tube Mfrs., Inc. Royal—R201A 1.50 Detector amplifier 5.0 0.25 22-45 125 8.0
1890 E. 40 St., RII12A 3.00 Power amplifier 5.0 0.50 22-45 135 8.0 9.5
Cleveland, Ohio R200A 4.00 Special detector 5.0 0.25 45 20.0
RI171 3.00 Power amplifier 5.0 0.50 180 3.0 20 0
Neptron Corp. Neptron—X200A 4.00 Detector 5.0 0.25 45 20.0 1.0
Salem, X171A 2.75 Power amplifier 5.0 0.25 180 30 20.0
Muss. X112A 2,75 Amplifier 5.0 0.25 180 80 135
X120 2.50 Power amplifier 3.3 0.132 135 3.3 7.0
X199 2.25 Detector amplifier 3.3 0.063 45 90 6.25 25
X201A 1.50 Detector amplifier 5.0 0.25 45 135 8.0 20
Northern Mfg. Co. Marathon—201B 2.50 Detector amplifier 5.0 0.125 45 135 80 1.5-3
365 Ogden St. 120 2.50 Amplifier 3.3 0.132 135 3.3 6.5
Newark, N. J. 199 2.25 Detector amplifier 3.3 0.063 45 90 6.6 1-2.5
200A 4.00 Detector 5.0 0.25 45 20.0 1.5
201A 1.50 Detector amplifier 5.0 0.25 45 135 8.0 1.5-3
222 6.50 R.F. amplifier 3.3 0.132 135 300 0.15%
240 2.00 Amplifier 5.0 0.25 180 180 30.0 0.2
112 3.00 Power amplifier 5.0 0.5 45 135 8.0 1.5-7
171 3.00 Power amplifier 5.0 0.5 180 3.0 20.0
*Plate current with —1.5 volts on| the inner grid and + 45 volts| on the| outer grid.
Perryman Electric Co. Perryman—R.H.199 2.25 Detector amplifier 3.0 0.06 22-45 67.5-90 6.5 2.5
33 W. 60th St, R.H.201A 1.50 Detector amplifier 5.0 0.25 22-45 90-135 8.0 3.5
New York, N. Y, P.D.200A 4.00 Detector only 5.0 0.25 45 2.0
%X.Z;O 2.00 k3 5.0 0.25 90-180 90f;80 g,30 0.75—;.0
LAL120 2.50 X . 3.0 0.120 13 .3 6.
PALlI2 3.00 [{ Power amplifier last 5.0 0.50 90-157 80 | 2.47.9
P.AITI 3.00 AL @ 5.0 0.50 90- 180 2.65 13-21
*Detector and first radio resistanc|e coupled.
Radie Corp. of America Radiotron—UX-201A 1.50 Detector-amplifier 5.0 0.25 45 135 8.0 1.5~3.0
233 Broadway UX-240 2.00 |Det.-amp. (resist. coup.) 5.0 0.25 135% 180% 30 0.3-0.2
New York, N, Y. Uv-199 2.25 Detector-amplifier 3.3 0.063 45 90 6.6 1.0-2.5
UX-199 2.25 Detector-amplifier 3.3 0.063 45 90 6.6 1.0-2.5
WD-11 2.50 Detector-amplifier 1.1 0.25 22-45 135 6.6 1.5-3.5
WX-12 2.50 Detector-amplifier 1.1 0.25 22-45 135 6.6 1.5-3.5
UX-120 2.50 Power amplifier 3.3 0.132 135 3.3 6.5
UX-112A 2.75 Amplifier-detector 5.0 0.25 45 180 8.0 1.5-9.5
UX-171A 2.75 Power amplifier 5.0 0.25 180 3.0 20.0
UX-200A 4.00 Detector 5.0 0.25 45 20.0 i.5
UX-222 6.50 R.F. amp.-A.F. amp. 3.3 0.132 135 300.0 1.5
UX-210 9.00 |Pwr. amp. oscil. for trsm. 7.5 1.25 425 8.0 18.0
UX-250 11.50 Power amplifier 7.5 1.25 450 3.8 55.0
*Applied through plate coupling re|sistance of 250,000 ohms.
Raytheon Mfg. Co. Raytheon—Ray-X-171-A 2.75 Power amplifier 5.0 0.25 180 3.0 20.0
238 Main St., Cambridge, Mass.
Sonatron Tube Co. Sonatron—X201A 1.50 Detector-amplifier 5.0 0.25 45 1 8.0 2-3
108 W. Lake St. X201B 3.00 Detector-amplifier 5.0 0.125 45 135 8.0 2-3
Chiocago, I1l. X200 1.75 Detector 5.0 1.0 16-22 1.0
X2004 4.00 Detector 5.0 0.25 45 20.0 1.5
X240 2.00 | Detector-res. amplifier 5.0 0.25 180 180 30.0 0.2
X30 4.00 | Detector-res. amplifier 5.6 0.25 135 135 32.0 1.7
X20 4.00 | Detector-res. amplifier 5-6 0.25 135 135 20.0 2.5
X6 4.00 Amplifier 5~6 0.5 135 6.0 11.0
i 2.50 Detector-amplifier 1.1 0.25 22-45 135 6 6 1 5-3.5
X12 2.50 Detector-amplifier 1.1 0.25 2245 135 6 6 1.5-3.5
Al199 2.25 Detector-amplifier 3.3 0.063 45 90 6.6 1-2.5
V199 2.25 Detector-amplifier 3.3 0.063 45 90 6.6 1-2.5
X199 2.25 Detector-amplifier 3.3 0.063 45 90 6.6 1-2.5
X29 4.00 Res.-amplifier 34 0.06 135 21.0 1.0
X19 4.00 Res.-amplifier 3-4 0.06 135 18.0 1.5
X9 4.00 Amplifier 3-4 0.125 135 3.0 6.0
X120 2.50 Amplifier 3.3 0.132 135 3.3 6.5
V120 2.50 Amplifier 3.3 0.132 135 3.3 6.5
A120 2.50 Amplifier 3.3 0.132 135 3.3 6.5
X222 6. 50 Amplifier 3.3 0.132 180%* 6.0 0.3
X171 2,75 Amplifier 5.0 0.5 90 3.0 10.0
X171A 2.75 Amplifier 5.0 0.25 135 3.0 16.0
*Applied through plate coupling rlesistance of 200,000 ohms.
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D. C. Receiving Tubes—Continued

Maximum | Voltage Plate
Name and Address Trade Name and List Recommended Filament | Filament | Detector | Amplifier Ampli- | Currentin
of Manufacturer Model Number Price Use Terminal | Current Plate Plate fication Milli-
Voltage Amperes Voltage Voitage Factor Amperes
Sonatron Tube Co. X112 2.75 Detector-amplifier 5.0 0.5 45 90 8.0 1.5-5.5
Continued X112A 2.75 Detector-amplifier 5.0 0.25 45 135 8.0 1.5-7
¢ X210 9.00 Amplifier 7.5 1.25 425 8.0 18.0
X250 11.50 Amplifier 7.5 1.25 450 3.8 55.0
Sunlight Lamp Co. Crusader—SLDI11 $2.50 Detector-amplifier 1.1 0.25 22.5 135 6.6 2.5-3.5
288 Springfield Ave. SLDI2 2.50 Detector-amplifier 1.1 0.25 22.5 135 6.6 2.5-3.5
Newark, N. J SLX112A 3.00 Detector-amplifier 5.0 0.25 45 135 8.0 5.5-7.9
SLV199 2.25 Detector-amplifier 3.0 0.060 45 90 6.6 2.5
SLX199 2.25 ‘Detector-amplifier 3.0 0.060 45 90 6.6 2.5
SLX 200A 4.00 Detector only 5.0 0.25 45 45 20.0 1.5
SLX 222 6.50 Shield grid amplifier 3.3 0.132 180 300.0 1.5
SLX 240 2.00 Detector or amplifier 5.0 0.25 0.3 180 30.0 0.2
SLX 120 2.50 Power amplifier 3.3 0.132 135 3.3 2.5
Supercraft Prod. Corp. Supercraft—SX 401 1.50 Detector-amplifier 5.0 0.25 45 135 8.0 1.5-3.0
225 W. 46th St. SX400A 4.00 Power detector 5.0 0.25 67-90 14. 4 1.5
New York, N. Y. SX412A 2.75 Power amplifier 5.0 0.25 45 180 8.0 7.0-9.5
SX471A 2.75 Power ampilifier 5.0 0.25 180 3.0 10-20
SPX410 9.00 Power amplifier 7.5 1.25 425 8 10-18
Sylvania Products Co. . Sylvania—SX201-A 1.50 Detector-amplifier 5.0 0.25 45 135 8-9 1.0-3.0
Emporium, Penna. SX171 2.75 Amplifier 5.0 0.50 180 3-4 10.0-20.0
SX171A 2.75 Amplifier 5.0 0.25 180 3—4 10.0-20.0
SX112A 2.75 Amplifier 5.0 0.25 135-180 7.5-8.5 5.5-13.0
Pl SX 240 2.00 Res. amplifier 5.0 0.25 200 30.0 0.1-0.3
8§X 222 6.50 Amplifier 3.3 0.132 180 330.0 1.5
SX 200A 4.00 Detector 5.0 0.25 45 20.0 1.0-1.5
SX199 2.25 Detector 3.3 0.06 45 135 67 1.0-3.2
$X120 2.50 Amplifier 3.3 0.125 135 34 6.5
SX210 9.00 Amplifier 7.5 1.25 425 7.75 10.0-18.0
$X 250 11.50 Amplifier 7.5 1.25 450 3.8 28.0-55.0
S$X201B 2.50 Detector-amplifier 5.0 0.125 135 8-9 1.0-3.0
S5X200B 4.00 Detector 5.0 0.125 45 20.0 1.0-1.5
Televocal Corp. Televocal TC201A 1.50 Detector-amplifier 5.0 0.25 45 135 8.0 1.5-2.5
588 12 8t. TC199 2.25 Detector-amplifier 3.0 0.06 45 90 6.25 1.0-2.5
West New York, N. J. TC240 225 Detector-amplifier 5.0 0.25 22 90 30.0 0.20
TC200A 4 00 Detector only 5.0 0.25 45
TC200B 2.25 Detector only 5.0 0.25 22-45
TCI112 2.75 Power amplifier 5.0 0.5 90-157 8.0 2.5-8.0
TCI112A 2.75 Power amplifier 5.0 0.25 90-157 8.0 2.5-8.0
TCI71 2.75 Last stage audio 5.0 0.5 90180 3.0 10-20.0
TCI171A 2.75 Last stage audio 5.0 0.25 90180 3.0 10.0-20.0
United Radlo & Electric Corp. Ureco—X120 . 2.50 Power amplifier 3.0 0.125 135 3.3 6.5
500 Chancellor Ave. X199 2.25 Detector-amplifier 3.0 0.060 45 90 6.6 2.5
Irvington, N. J. X112A 2.75 Amplifier 5.0 0.5 157.5 8.0
XI171A 2.75 Power amplifier 5.0 0.5 180 3.0 20.0
DX 200 4.00 Detector 5.0 0.25 45 20.0 1.5
X201 1.50 Detector-amplifier 5.0 0.25 45 135 8.0 3.0
X240 2.00 | Res. coupled amplifier 5.0 0. 25 135-180 180 30.0 0.2
X250 11,50 Power amplifier 7.5 1.25 500 3.8 55.0
X210 9.00 Power amplifier 7.5 1.25 425 8.0 18.0
Rectifying Tubes
. . Maximum Maximum | D.C. Output
Trade Name Full or Filament or Filament Filament A.C. Input | D.C.Output Voltage
Name and Address an List Half Wave Gaseous Terminal Current Voltage per Current at Max.
of Manufacturer Model Number Price Rectifier Type Voltage Amperes Plate Milli- D.C. OQutput
: ’ (See Note) amperes Current
Allan Mfg. Co. Vogue—AX 280 $4. 25 Full Filament 5.0 2.0 300 125
Harrison, N. J. AX281 7.50 Half Filament 7.5 B 1.25 700 85
Arcturus Radlo Co. Arcturus— 180 4. 25 Full Filament 5.0 2.0 300 125 260
255 Sherman Ave., Newark, N. J.
Armstrong Elec. & Mfg. Co., Inc. Armor— CF-580 4.50 Full Filament 5.0 2.0 220
187 Sylvan Ave., Newark, N.J. CF-581 7.50 Half Filament 7.5 1.25 450
Cable Supply Co., Inc. Speed—280 4.25 Full Fil. 5 2 300 . 125 260
gtgx St., B’rooklyn, N. Y. 281 7.50 Half Fil, 7.5 1.25 750 .10 620
8SH 4.00 Full Gas. 300 .125 260
Ceco Mfg. Co. Ceco— R- 80 4.25 Full Filament 5.0 2.0 300 125 225
702 Eddy St., Providence, R. I. R-81 7.50 Half Filament 7.5 1.25 750 110 500
Champlion Radio Works, Inc. Champion—X-281 7.50 Half Filament 7.5 1.25 750 110 650
Danvers, Mass. X-280 4.25 Full Filament 5.0 2.0 300 125 260
Cunningham Ine., E. T. Cunningham— CX-380 4.25 Full Filament 5.0 2.0 300 125
370 Seventh Ave., New York, N.Y. CX-381 7.50 Half Filament 7.5 12.5 700 85
Daven Corp. Daven—AC.-16 7.50 Half Filament 7.5 1.25
158 Summit St., Newark, N. J. ¢ e : 390 100 0
De Forest Radio Co. Audion —480 5.00 Full Filament 5.0 2.0 300 125 260
Jersey City, N. J 481 8 50 Half Filament 7.5 1.25 750 1o 625
Diamond Electric Corp. Diamond—D-280 4.25 Full Filament 5.0 2.0 300 125 125
Newark, D-281 7.50 Half Filament 7.5 1.25 750 1o 1o
Diamond Vacuum Products Co. Diatron—280 4.25 Full Filament 5.0 2.0 300 125
4049 Diversey Ave., Chicago, Ill.
mgiMfg. Co. Mellotron— X-280 4.25 Full Filament 5.0 2.0 300 125 260
Chicago, Ill. X-281 7.50 Half Filament 7.5 1.25 750 110 620
Gold Seal Elec. Co. Gold Seal— 280 4.25 Full Filament 5.0 2.0 300 125 250
250 Park Ave. 281 7.50 Half Filament 7.5 1.25 750 110 625
New York, N. Y. 85 4.50 Full Gaseous 400 85 300
Please turn to page 79
Radio Retailing, November, 1928 65




JOBBERS— Are You Helping
Your 1 JEALERS to Sell

Retailers Need Help in Selling
Quality Furniture

OW many radio jobbers are helping their dealers
to merchandise quality cabinets?

A well-known furniture manufacturer, distributing in
a large mid-western city through a wholesaler, recently
interviewed twenty dealers who were buying from that
jobber connection. Ten of these retailers had never
been solicited by the jobber relative to this furniture
manufacturer’s product. Five were carrying a few
samples but were not pushing quality furniture. The
remainder had never even heard of the line.

But the wholesaler should render his dealers prac-
tical aid on quality cabinets as well as on sets, both
because it is his duty to do so and because there’s money
in it for all concerned.

Witness the following recent experience:

The Republic Radio Corporation, Grand Rapids,
Mich., during the past six months sold, through its deal-
ers, 224 special cabinets in a field of less than 200,000
persons. The retail price for the furniture alone aver-
aged $130 per transaction. This jobber simply made it
easy for its dealers to do a 100 per cent job, that’s all.

Among other things it was insisted that each retailer
carry three specially selected samples of better furni-
ture. A standard of resale prices was established. Each
merchant was supplied with an elaborate catalog illus-
trating a wide assortment of cabinets. The importance
of contacting the “class” buyer was stressed. Dealers
were drilled in the talking points that appeal to the
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discriminating—and they agreed to fit the chassis into
any cabinet selected, with matched wood panel; a 12-
hour delivery service was featured.

In short, furniture was organized as a vital appeal in
the radio business—which it is. And this is something
that every wholesale house can do to the profit of every
dealer customer and its own sales total.

* * * 'S

Will the New Allocations Broaden
the Market?

HE new broadcasting allocations of the Federal

Radio Commission will go into effect November
11th. It is the great step toward perfect radio recep-
tion which the radio trade and public have been urging
the Commission tc attempt ever since its inception.

How great an influence this new plan will have upon
the improvement of reception and how greatly it will
increase business will not be seen immediately. But it
is to be expected that the effect will be beneficial in
both directions.

Certainly in theory the new set-up promises to clarify
and improve broadcasting and therefore it will improve
reception. And any step that results in greater public
satisfaction with radio service will naturally be reflected,
over a period of time, in increased sales- of radio
products.

Expansion of the market for radio apparatus is the
goal of the industry. And the widest expansion can
take place in those sections of the country which have
not been served by good broadcasting under the old set-
up. If, in practice, the new allocation plan carries out
its theoretical intention of bringing good reception to
every American home, public interest will be accelerated
and more widespread demand for radio equipment will
follow as a natural sequence.

* * *

The Business Outlook Has Never
Been Better

AUTHORITIES agreed that general business and
industrial conditions at the opening of the last
quarter of the year were on a comparatively high plane.
The momentum of the present good times is so great
as to promise, as almost certain, their continuance at
least through the remainder of the year.

For example, in the radio field, exports for the first
eight months of 1928 show a gain of $1,278,417 over
a like period last year. The foreign trade of the United
States in electrical equipment for the first eight months
of 1928 has been considerably greater than in any year
since 1922. Business is operating materially above the
estimated normal; production in many industries is of
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record proportions; profits are on the increase, and all
three of these conditions bid fair to continue until the
end of the year. There is little unemployment except in
isolated localities. Consumer purchasing power, as in-
dicated by check payments, volume of construction con-
tracts awarded, purchases of new automobiles and sales
of new life insurance, are the highest in the history of
the nation.

The greatest of all new factors underlying the present
period of nationwide prosperity is the material growth
in new markets which have developed under the higher
standards of living created by the increasing wage scales
and the decreasing cost of living. There is now a greater
distribution of wealth than ever existed in any country
at any time., This increased consumer purchasing
power has set up new markets and set into motion new
economic forces which become factors in the general
situation long before their presence is recognized.
Another outstanding guarantee of the future is the
fact that these new markets are not of the mushroom
type, but have every indication of permanence.

T

Don’t Buy Discounts

ISCOUNTS are again coming to the fore as a
major topic of discussion in trade circles.

Yet larger discounts are not always the “open sesame”
to larger profits. The successful management of a
retail business depends upon principles far more funda-
mental than the size of the discount.

Let’s enumerate some of these basic principles—
1. Knowledge of the costs of doing business and strict
adherence to the limits of those costs; 2. Establishing
sound merchandising policies and sticking to them
religiously; 3. Preparing sales and advertising plans
and carrying them out vigorously; 4. Co-relating all of
the various elements that make up a retail business and
smoothing them out into a harmoniously functioning
operation.

Profits, therefore, depend primarily upon ability to
merchandise properly. The merchant who will train
himself and his employees to make money on small dis-
counts is investing in the best kind of business edu-

cation.
* * *

Radio Act Is Held Constitutional

HE Radio Act of 1927 has been held constitutional

by a decision of Judge Wilkerson in the District
Court of Northern Illinois. This very definite judicial
action should bring no small degree of stability to the
broadcasting industry.

The circumstances, reported in detail on another page,
were just this;: Two Chicago stations whose power had
been reduced by the Commission under the new alloca-
tion plan, sought an injunction restraining the Com-
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mission from putting its order into effect, on the ground
that the act was confiscatory and therefore unconsti-
tutional.

In denying the injunction, Judge Wilkerson’s deci-
sion ruled that Congress has the right to regulate the
ether which is the common property of the people, and
that the Federal Radio Commission, acting for Con-
gress, was within its rights in exercising its regulatory
power for the public interest, convenience and necessity.

With the course now more clearly charted broadcast
stations can look forward to a greater degree of assur-
ance in providing this public service. Knowledge that
the Radio Act is constitutional and that the Radio Com-
mission has the legal support of the courts will undoubt-
edly do much to keep broadcasters safe from further
disturbance and distraction.

x % %

Good Will Is a Study in Humanity

T SHOULD be the ambition of every enterprising

business man to build good will. It is an intangible
asset yet it influences satisfied customers to repeat pur-
chases. It brings increased business.

The development of good will calls for a knowledge
of individual and community customs and buying habits.
To the merchant, every individual should become an
interesting study in human nature. The entrance of
every prospective customer into his store should be an
adventure in friendship. The secret of good will lies
in the mental attitude of the merchant himself toward
his customers.

Merchandising is a service. The merchant who would
build good will, gives as much as he can to his com-
munity and is not just trying to see how much he can
get out of it. The man who builds his business in this
manner, remembering that first he is a human being
and a good member of society, and after that a business
man, is bound to win a place for himself that will lift
him far above his competitors.

* * *

The Old Adage About Honesty
Is Still Good

HE recent case in New York City, wherein a radio
dealer was indicted by the Grand Jury for selling
radio receivers from which the serial numbers had been
removed, carries a grave warning not only to the gyp
fraternity but to the rest of the trade as well.
Dishonest retailers have long used this method to
prevent identification of merchandise when selling at cut
prices. It constitutes a felony in many States. The
fact that this dealer was indicted by the Grand jJury
should be a powerful argument to the trade that honesty
in merchandising is the healthiest policy—both legally
and economically.

o7




Practical Service Methods

Conducted by

Henry W. Baukar,
Techuical Editor

| R.F. Transformers Also Condensers

MATHEMATICAL study of radio-frequency

transformer theories conducted by the radio section
of the Bureau of Standards indicates that the effect of
distributed capacitative coupling existing between the
primary and secondary windings of a radio-frequency
transformer must be considered if a close agreement be-
tween experimental and computed results is to be ex-
pected. The essential function of any transformer is
the electromagnetic transfer of voltage or of energy.
The two windings of the transformer, however, consti-
tute the two plates of a cylindrical condenser. This
results in an additional coupling generally increasing as
the transformer dimensions are increased and as the two
windings are brought closer together.

The effect of such coupling is detrimental in that it
reduces the voltage amplification that can be obtained
with a given transformer and tube and also necessitates
a considerable increase in the mutual inductance between
windings for useful operation. This increase in mutual
inductance results in decreased selectivity.

C Bias for the 250 Power Tube

In employing the huge 250 type power tube in power
amplifiers, either as a replacement for the smaller 210
type or in new equipment, the principal item is the heavy
current drain. The B-voltage remains the same as for
the 210 type, or namely around 400 volts; but the B
current is now 55 milliamperes instead of 20 milliam-
peres per tube. This means that the power supply will
have more work to do in feeding the 250 type tube with
plate current. The transformer and chokes must be
capable of supplying this additional current, and if two
of the huge 250 type tubes are employed in push-pull
amplification, it is quite likely that a special transformer,
feeding two 281
type rectifiers in
full-wave hook-
up, will be needed.
The condensers
may be the same
as before, and the
resistors which
supply the rest of
the receiver need
not be changed.

However, the
real change comes
in the C-bias resistance. This must now be a real, heavy-
duty variable resistor since it must handle 55 milliam-
peres at 70 volts for a single 250 type tube, and 110
milliamperes at the same voltage when two such tubes
are operated. The resistance must be accurately arrived
at, necessitating variable resistance in the usual circuit
where several unknown and changing factors exist. The
arrangement shown in the accompanying diagram is of-
fered as a suggestion. It comprises a power clarostat

Use of 250 tubes in power amplifier
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inserted between the filament winding center tap and the
B-negative, together with a by-pass condenser of 4 mfd.
capacity. The resistance in this case may be set to the
exact value necessary for tone quality, after which it
will handle the heavy current flow without difficulty.

Push-Pull Amplification with
Ordinary Transformer

It is often desirable to apply the push-pull form of
amplification, using the usual type of audio transformer
which may be at hand. This may be done by securing
an electrical mid-point across the secondary of the
transformer, which serves for the C-connection. Now
this electrical mid-point should be obtained by means
of a total resistance
of the value found AUDIO TRRNSFORMER
best by actual test o—= =
for the conditions
obtaining in the
circuit, as well as
the electrical mid-
point by having the

necessary values on o—= !
each side of that
connection. While  Transformer-secondary resistance for

fixed resistances push-pull amplification.

may be employed

for this purpose, provided the exact resistance values are
known in advance, it is generally preferable to use a
potentiometer device with variable total resistance as well.

In our diagram is a simple means for obtaining the
necessary electrical mid-point and total resistance across
the transformer secondary for push-pull amplification.
It will be noted that the two terminals of the trans-
former, shunted by the duplex clarostat, go to the grids
of the two tubes, while the center terminal of the dual
resistance goes to the C-connection. The tubes are
arranged in the usual push-pull style, the two plates
being connected to the ends of a center-tapped choke
coil or transformer, the center-tap of which is connected
with the B plus power source.

Because of the precise total resistance and mid-point
obtained with this arrangement, high efficiency is realized
even with the ordinary transformer, at a considerable
saving to the radio experimeter.

Obsolete Sets and Dynamic Speakers

Here is some sound advice, coming from the United
Radio Corporation, that every service and salesman
should read and remember:

“It has come to our attention that many of our job-
bers and dealers have found fault with Peerless dynamic
speakers when they connected them to radio receiving
devices which were obsolete. These complaints have
filtered through to us and, upon making an investigation
of the situation, it was discovered that many jobbers
and dealers were not familiar with the fact that the
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present-day radio receiving devices contain improve-
ments in both the radio and, particularly, the audio end
of their respective circuits.

“In view of the above, we would like to point out
the technical condition which exists when using dynamic
speakers on obsolete or ancient equipment so that sales-
men will be better fitted to explain the cause of poor
reproduction and impress the trade with the importance
of using modern equipment in all demonstrations.

“Let us take, for an example, a relatively obsolete
radio receiver. If the audio system is not properly
designed, it limits the frequency reproduction range of
any speaker connected to it. Suppose that the mechan-
ical frequency range is from 40 to 6,000 cycles, and
the radio receiver’s audio system is so designed that it
will only pass musical frequencies from 200 to 3,000
cycles. Then it .cannot be expected that because the
speaker is of a dynamic type, that it in itself will supply
portions of the missing {requency range. This loss will
manifest itself in both the lower and higher frequency
response.

“We recommend that the trade confine their demon-
strations of Peerless speakers or, in fact, let us say any
type of speaker, to radio receivers of the modern type
which contain all the new improvements that have been
made in the radio art over a period of the last three
years.

“Good quality phonograph amplifiers, together with a
good magnetic pick up, make excellent demonstration
for periods in the day in which no satisfactory local
broadcasting is available.

“Please do not forget that it is iinpossible to rejuvenate
an ancient or obsolete radio receiver by means of a face-
lifting operation of connecting a dynamic speaker on
the out-put.

“Likewise, we suggest that the trade should not know-
ingly sell a customer a dynamic speaker, based on the
demonstration and test in the salesroom, when it is
understood that the set upon which it is going to be used

is of the obsolete type. Rather, point out the marked
steps of advance which have been made in the circuits
in the radio industry and sell the customer on a new
and up-to-date radio receiver. The customer will then
be able to enjoy the complete reproduction of every-
thing his radio receiver will be able to deliver to the
Peerless speaker and will have a duplicate of that which
was originally demonstrated to him.”

Why By-Pass Condensers Are
Used for A.F. and R.F.

Several years ago the Dubilier engineering staff recom-
mended by-pass condensers across the plate supply of
audio frequency and radio frequency circuits, after an
exhaustive study of the action of by-pass condensers.
The idea was not received with much enthusiasm at
the time, being looked upon as the making of a mountain
out of a mole hill. Today, however, when volume and
tone quality are considered of paramount importance to
meet the requirements of the critical radio ear, by-pass
condensers are widely employed in most manufactured
and home-built receivers, whether socket-power or .bat-
tery operated. ot

In the case of the B-power unit, the use of by-pass
condensers for the various plate circuits improves the
overall filter action of the B-power unit and decreases
the hum or ripple to the vanishing point.

When B-batteries are employed as the source of power,
the by-pass condensers act as low impedance paths and
prevent audio-frequency regeneration which makes its
presence known by howling or again by the so-cailed
“motorboating.” In any event, the use of by-pass con-
densers invariably leads to improved volume and tone.

Because of the fairly low voltage handle, with the
exception of the by-pass condenser shunted across plus
B maximum and minus B, low voltage condensers may
be safely employed, of 1 or 2 mfd. capacity.

Radio Retailing, November, 1928
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Products for

This editorial section is prepared purely as a news service, to
keep readers of “Radio Retailing” informed of new products.

Brunswick’s Line of Radio Receivers and Panatropes

MobEL 5NC8

(Above) This 9-tube superheterodyne
A.C. set is contained in a highboy
console of American walnut with over-
lays and carving. It is 493 in. high.
The intended retail price is $375 with-
ou;stubes.——Radio Retailing, November,
1928.

MoDEL 5NO

(Right) A 9-tube superheterodyne A.C.
receiver in a cabinet of American wal-
nut, 31 in. wide, 11 in. high and 10 in.
deep. The intended retail price is $175,
without tubes. Designed for use with
the model “A"” speaker.—Radio Retail-
ing, November, 1928,

The Brunswick-Balke-Collender Company, 799 Sev-
enth Avenue, New York City, announces its new line

of radio receivers and Panatropes

(combination

radio sects and phonographs).

Five new Panatropes with
Radiolas have been brought out
by the Brunswick-Balke-Collen-

der Company, 799 Seventh
Avenue, New York.
The set in Model 3-KRO

Panatrope has the t.r.f. circuit,
single-dial control and a cone
type electro-magnetic speaker.
The cabinet is 493 inches high
and finished in American wal-
nut. The intended retail price
is $395, with tubes.

The 2-KRQ, with Radiola 18
and a cone speaker, incorporates
Panatrope equipment of the ex-
ponential type. The walnut

cabinet is 49 inches high. In-
tended retail price, $250 with
spring motor, and $§285 with

electric motor, in-
cluding tubes.

The 3-KR-8 has

both prices

Panatrope

equipment of the electrical type
with Radiola 18 and a de luxe
type 8-inch dynamic speaker
driven by a super power unit
employing a UX250 tube. The
cabinet is of American walnut
finish with overlays and carv-
ing. The intended retail price
is $750 with tubes.

The Panatrope equipment of
the 3-NC-8 is of the electrical
type with Radiola 62 and an 8-
inch dynamic speaker. The
walnut cabinet I8 carved and
stands 50% inches high. The in-
tended retail price is $700 with
tubes.

Model 9-8 (without radio) has
the Type E Brunswick two
spring motor, 12-inch turntable
and exponential type amplifier.
The list price is $95.—Radio Re-
tatling, November, 1928,

MobperL 5KRO

(Above) Enclosed in a console highboy
of American walnut, with exterior
parts in oxidized antique finish, this
model has a 7-tube A.C. set, with a
built-in electro-magnetic cone ty re-
producer. It lists at $215, less tubes.—
Radio Retailing, November, 1928,

MopEL 3KR

(Above, left) This table model has a
7-tube A.C. set. The cabinet is of wal-
nut and measures 27% in. x 9% in. x
8% in. This set is designed for use
with the model “A" electro-magnetic
speaker which retails at $35. The in-
tended retall price, less tubes and re-
producer, is $115—Radis Retailing,
November, 1928,

E:ght-Tube

Recervers

A new line of all-electric table
and console radio sets is an-
nounced by the 8. Freshman
Company, 225.North Michigan
Ave, Chicago, Ill. The set—
known as the President—is a
fully shielded, 8-tube, A.C. re-
ceiver, adjustable to a voltage
range of from 95 to 140 volts.
It has the single-dial, illuminated

70

control, and built-in phonograph
jack. Two 171 power tubes give
exceptional volume, built to test
full dynamic speaker power.
The table miodel retails for $60
and the console for $149.50.—
Radio Retailing, November, 1928,

Television
Condenser Motor

Four types of television con-
denser motors are being made
by the Interstate Electric Com-
pany, 4339 Duncan Avenue, St.
Louls, Mo. The specifications
are as follows: Type M2V,
1/15 hp,, 1,800 r.p.m, for recelving
sets employing 9 in. to 18 in.
aluminum scanning disk, resist-
ance controlled, 1,700 r.p.m. full
load, price §$23. Type YIV,
% hp, 1,800 r.p.m., recommended
for sets using 24 in. scanning
disk, price $30. Type Y-2V,
%2 hp., 1,200 r.p.m. for television
sencding <set, price $33. Tyvpe
Y28, 3 hp. svnchronous. 1.200
r.p.m., price $44.

All are for use on 110-volt,

60-cycle, single phase current,
and  prices 1nclude motor and
condenser. — Radio Retailing,

November, 1928.

Vacuum Mica

Condenser
The Tobe Deutschmann (om-
pany, Cambridge, Mass.,, has
placed on the market the

“Tipon’ vacuum mica condenser.
This is of the standard grid-
leak size. In sizes from 0.0002
to 200 mmf. the list price is 40c.
net. All other sizes to 0.006
mfd. The list price is 80c.—Radio
Retailing, November, 1928,
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Reproducers

The line of speakers and
speaker units made by the Joy-
Kelsey Corporation, 211 W.
‘Wacker Drive, Chicago, includes
the illustrated model 26, a dyna-
mic cone which stands 30 in.
high and is 18 in. wide. The
intended retail price is $56.
Model 25, of the mantel type, is
$48.50 and Model 27, slightly
larger, is $65. The Model 23
speaker unit, complete with rec-
tifier and step-down trans-
former, mounted in a pressed
steel sub-base, to operate on 110
volt A.C. is $39.50. A unit to
operate on 80—115 volt D.C, is
$31.60 and one for 6 volt D.C. is
$29.60.— Radio Retailing, Novem-
ber, 1928,

Television Kits

Four complete essential ex-
perimenter’s kits have been put
on the market by the Insuline
Corporation of America, 178
Cortlandt Street, New York
City. Model 52 consists of 1
Bakelite scanning disc 48 holes
(24 or 36 holes if desired), a
Universal A. C. or D. C. motor,
a push button speed adjustment,
motor chuck, telescope with two
lenses, SCrews and lens
bracket Bakelite sub-base for
motor, receptacle cord and plug
for attachment, sub-base with
socket for television lamp,
picture frame shield, Bakelite
pillars, brackets, screws, hard-
ware and four-stage television
amplifier. The intended retail
price is $52.50, without tele-
vision and amplifier tubes.
Mode! 65, same as Model 52, but
with television tube, is $65.
Model B-1, without amplifier or
television tube, is $37.50. Model
45, same as B-1 but with im-
proved motor, is $45.—Radio Re-
tailing, November, 1928.

Radio Retailing, N ovember, 1928

A.C. Recervers

A number of all electric con-
sole receiver models have been
marketed by The Slagle Radio
Company, Fort Wayne, Indiana,
a division of the United States

Electric Corporation. Model Y
uses seven tubes. The cabinet
is of walnut veneer. The list

price is $360.

Model 1029A is also designed
for A.C. operation, and has a
directional built-in loop. Its
list price is $500.

Model 1029-B uses eight 227's
and two 171's in push-pull. The
list price is $600.

Both Model 1029-C at $750,
and Model 1029-D at $850, use
eight 227's and two 17l's in
push-pull. These prices do not
include tubes.—Radio Retailing,
November, 1928,

Console Recerver

The electric set made by the
Shamrock Manufacturing Com-
pany, 168 Summit Street,
Newark, N. J., is now available
in a highboy console model with
burled walnut panels. It is 53
in. high and 18 in. deep. The
intended retail price is $167.50.
-l—gé?,sadio Retailing, November,

Recerver

The Federal Radio Corpora-
tion, Buffalo, N has intro-
duced a new Ortho-sonic re-
ceiver, Model F-11. It operates
on antenna and ground, with
four stages of t.r.f., coupled

with the detector and two
stages of amplification. It may
be obtained for both battery or
A.C. operation. The battery
operated set lists at $145.—
Radio Retailing, November, 1928.

| Aﬂcrling

Dynamic

Dynamic Speaker

A new dynamic chassis has
been brought out by the Sterling
Manufacturing Company, Cleve-
land, Ohio. It has only one
moving part, namely the moving
coil and cone which are mechan-
ically one integral part.

For 100-125 volt, 50-60 cycle
A.C., the intended retail price is
$40; for 25 cycle, $45; for 6 volt
D.C., %30, and for 110-150 volt
D.C., $35.

The unit in a two tone walnut
finished table model lists at $60
to $75. The floor console model
is priced from $75 to $90.—
Radio Retailing, November, 1928,

—_————

Reproducers

A portable reproducer with a
dynamic cone unit in a cabinet
of walnut 15 inches high by 17
inches wide by 103 inches deep,
has been added to the line of
Newcombe - Hawley, Inc., St.
Charles, I1l. It comes in three
models—for 6 volt battery sets,
100-200 volt D.C. operation and
110-115, 60 cycle A.C. operation.

A table reproducer with a
dynamic cone unit is also avail-
able in three models as given
above, as well as a console re-
producer with a dynamic cone.

The illustrated table repro-
ducer has a magnetic cone
mounted beneath the table, which
is made of walnut,

A console reproducer air col-
umn unit, equipped with a 72
inch exponential tone chamber
and genuine Nathaniel Baldwin
rival unit, is also made. It re-
quires no special amplifier. The
cabinet is walnut with cloth cov-
ered grill, and a set compart-
ment in the top.—Radio Retail-
ing, November, 1928,

A.C. and Battery
Sets

Battery and A.C. sets, featur-
ing_removable plug-in coils, es-
pecially made to provide for
both short and high-wave re-
ception, are included in the line
of the Baldor Radio Co., Ingc.,
80 Fourth Avenue, New York.
They are of the table type with
single-dial control, phonograph
pick-up and dynamic speaker
connection. The intended retafl
price of the A.C. set is $85, and
of the battery receiver, $45.—
Radio Retailing, November, 1928,

S S —

Battery Charger

The Acme Electric & Mfg. Co.,
Cleveland, Ohio, announces a
new dry charger known as ty
D-2. It may be operated as'a
trickle charger, delivering 3 ,of
an amp., or as a 2 amp. chargér,
The rectifier is of the dry type
and has guaranteed life for
3,000 hours, according to the
manufacturer, and can be
readily replaced. The charger
is finished in crystalline lacquer.
The retail price is $12 complete.
Eé?,sadio Retailing, November,

e
Reproducer

The Stromberg-Carlson Tele-
phone and Manufacturing Com-
pany, Rochester, N. Y. has
added a 14-inch cone to its re-
producer line. It employs a new
type of driving element and the
armature is suspended in the
middle instead of from one end,
lessening its moment of inertia.
The frame is of rugged die cast
metal and the cone material is
of seamless acoustic fibre. The
intended retail price is $22.50.—
Radio Retailing, November, 1928,
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A.C. Recerver

The new 7-tube electric set
for both direct and alternating
current operation offered by the
Colonial Radio Corporation,
Long Island City, N. Y., has a
bujlt - in electric - dynamic
speaker. The power plant
transformer is equipped with an
automatic voltage regulator for
line voltages between 90 and
130. 280 type tubes are used
for full wave rectification. The
set has a phonograph pick-up
jack, and two 171 type tubes in
push-pull are used for power
amplification. The prices de-
pending on the cabinet, are
$268 and $278, without tubes.—
Radio Retailing, November, 1928,

L.ine Voltage

Reducer

The Ward Leonard Electric
Company, Mount Vernon, N, Y.,
is marketing a Vitrohm line
voltage reducer, a little larger
than a vestpocket flashlight in
size. It reduces line voltages of
125 volts or less to a safe value
for the operation of A.C. sets
drawing from 0.4 to 0.6 am-
peres. The intended retail price
is $2.— Radio Retailing, Novem-
ber, 1128,

— e

Power Audio

Amplifier

A  new combination power
audio amplifier and power pack,
operating directly from 110-volt
A.C. circuits, with an output of
approximately 1.5 watts, and
known as the 220 power audio
amplifier, has been announced
by the H. H. Eby Manufactur-
ing Company of Philadelphia,
Pa. This is the first of a series
of combination power packs and
audio amplifiers and is a two-
stage transformer coupled unit,
employing a 226 type A.C. tube
In the first stage and two 171
tubes connected in push-pull
fashion as the output stage.
The power supply for the unit
is obtained from a 280 full-
wave rectifier.——~Radio Retailing.
November, 1928,
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Reproducer

The illustrated Gothic design
speaker of the Radio Founda-
tion, Inc.,, 1 Park Place, New
York City, is incased in a
burled walnut cabinet and
equipped with an electro-mag-
netic unit. The intended retail
price is $29.50. The same unit
in a square cabinet with
rounded corners is also $29.50.
The chassis mounted in a
wooden housing for manufac-
turers is $18.—Radio Retailing,
November, 1928.

Short Wave
Adapter

The Flewelling short wave
adapter made by the Radio
Products Co., Norwood Power
Bldg., Dayton, Ohio, is designed
for use on 60-70 volts. It will
operate with any type of re-
ceiver by simply plugging it
into a tube socket on the re-
ceiver. No change in the wir-
ing is necessary. Intended re-
tail price of unit in a Bakelite
case, everything complete, is
$22.7 0.—FRadio Retailing, Novem-
ber, 1928.

Consoles Cabinets

Two console cabinets of mod-
ernistic conception are offered
by the I. A. Lund Corporation,
1018 South Wabash Avenue, Chi-
cago. Model 511 has stripe
mahogany doors with center
ornaments. The side and tops
are walnut. It will accommo-
date a set up to 21 inches wide
by 11 in. high by 13 inches deep.
The intended retail price without
reproducer, is $110.

Model 513 has natural grain
blistered maple doors with
beaded panels and figured burl
overlay decorations. The in-
tended retail price is $98.—Radio
Retailing, November, 1928,

Panel Lamp Bulb

The LaSalle Radio Tube Cor-
poration, 149 West  Austin
Avenue, Chicago, a division of
the Matchless Electric Com-
pany, is now in production on
its No. 41, 23-volt, radio panel
lamp bulb, the intended retail
price of which is 1l4c.—Radio
Retailing, November, 1928,

Drum Dials and
Window

Silver-Marshall, Incorporated,
846 W. Jackson Blvd., Chicago,
I1l.,, announces the production of
drum dials S-M 806-R and 806-L
with S-M 807 window. Also,
there are two panel escutcheon
plates S-M 808 (single) and S-M
809 (double). The total price
of dial and window is $3.—Radio
Retailing, November, 1928.

e

Copper Stage
Shield

A copper stage shield has
been brought out by Silver-Mar-
shall, Incorporated, 846 W. Jack-
son Blvd.,, Chicago ,IlL It
is made of .014 sheet copper,
with removable top and bottom.
It is 5% in. x 4% in, x 2§ in,,
which size adapts it for use with
the new S-M 5-prong, plug-in
coils. The bottom is pierced for
tube sockets, coil sockets, and
midget condenser assemblies.
It is listed at $1.25.—Radio Re-
tailing, November. 1928.

Colored Resistances

Owing to a demand from sev-
«ral large radio manufacturers,
the Polymet Manufacturing Cor-
noration, 599 Broadway, New
York City, has just placed on
the market strip resistances
made in various bright colors.
——;’.,Surlio Retailing, November,
1428,

—

Grid Glow Tube

Demonstration Set

The Westinghouse Electric &
Manufacturing Company, East
Pittsburgh, Pa., has placed on
the market what is known as a
“Grid Glow Tube Demonstration
Set” for advertising and pub-
licity work. It is mounted in a
well finished wooden box on the
top of which is a black Micarta
panel, with a tube in a regular
tube socket near the center of
the panel. The dimensions of
the box are 7 in. high, 7§ in.
wide, and 11% in. long. To oper-
ate connect the unit to a 110
volt, 25 to 60 cycle source, and
make one adjustment of the
variable condenser.—Radio Re-
tailing, November, 1928,

Motor Generator

The Bodine Electric Company,
2254 W. Ohio Street, Chicago,
I1l., announces an improved
model of its standard motor-gen-
erator set. The principal changes
are the incorporation of an im-
proved filter system, and a
change in general design per-
mitting the filter and regulating
rheostat to be enclosed in the
base of the set, thereby protect-
ing them from damage.

This radio motor-generator set
converts direct current to single-
phase, 60 cycle alternating cur-
rent. The set delivers 250 watts,
sufficient to operate any radio
or radio-phonograph combina-
tion.—Radio Retailing. Novem-

her, 1928.
P —

Replacement Unaits

The Elkon replacement unit
type BNK takes the place of the
acid jars in types N and K Bal-

kite trickle chargers. Special
wire springs are provided which
clamp the unit securely in place.
With the Elkon BNK, the
charging rate of the type N is
increased from 0.4 ampere to 0.8
and in the type K from 0.8 to a
full ampere. The units are solid
and dry and no water, or other
liquid is used and no corrosion
takes place. List price, $5.00.
The Type BJ replaces the acid
jar in the Balkite type J Charger.
Charging rates are increased
20 per cent besides having the
advantage of dryness and free-
dom from attention. List price,
$7.50. Manufactured by Elkon,
Ine., I’ort Chester, N. Y.—Radio
Retailing. November, 1928,

—_—————

Audio Transformer

Silver-Marshall, Inc., 846 West
Jackson Bilvd., Chicago, Ill., has
placed on the market first and
second stage audio transformers
No. 225 and 226. The 225 is the
first stage and the 226 is the
second stage. These are manu-
factured under the Clough pat-
ent application. They are listed
at $9 a piece and are the same
size as the 220 type.

Two other first and second
stage audio transformers are
also announced at this time Nos.
255 and 256. These are totally
shielded in black japanned steel
cases. They list at §5 each.—
Radio Retailing, November, 1928.

Radio Retailing, A McGraw-Hill Publication




Powerizer

Powerizer PXP-250 is a power-
ful three stage push-pull ampli-
fier. Push-pull 250 units may
be added at will by means of the
sectional units as made by Radic
Receptor Co., 106 Seventh Ave.,
New York. Two units are suffi-
cient to fill a house with at least
2,600 people. The device con-
sists of one stage UY 227, one
stage push-pull 171 and one
stage push-pull 250. Has a
tapped input and output. The
intended retail price, less tubes,

is $250. — Radio Retailing.

November, 1928.
Interference
Eliminator

A new line of interference
eliminators is being marketed
by the Potter Manufacturing
Company, Inc.,, 1950 Sheridan
Road, North Chicago, Ill. They
are made for operation on 110
and 220 volts A.C. Three sizes
of units available for each type
of line voltage. The list prices
range from $2.25 to $6.50.—
Radio Retailing, November, 1928.

Home Power

Amplifier

A new home power amplifier
built into a compact unit with
a Sterling dynamic speaker
chassis is now being made by
the Sterling Manufacturing Com-
pany, Cleveland, Ohio. The unit
connects instantly with any
A. C. or D, C. set.

It is designed to use either a
250 or 210 power amplifier tube.
The unit furnishes the energy
needed for providing the wide
amplitude of vibration in the
moving coil of the dynamic
speaker. The intended retail
gxrice is $38.—Radio Retailing,

ovember, 1928,

Line Voltage
Regulator

The Eagle Electric Manufae-
turing Company, 59 Hall Street,
Brooklyn, New York, is putting
on the market a line voltage reg-
ulator known as the “Prote-X-
Tube.” Model 240 with a handy
on and off switch is $2 and
model 241, without switch, is
$1.50.—Radio Retailing, Novem-
ber, 1928.

Radio Retailing, November, 1928

Power Supplies

Two new power supplies have
been brought out by Silver-Mar-
shall, Incorporated, 846 West
Jackson Blvd.,, Chicago. They
provide fixed voltage taps for 22,
90, 135 and 180 volts and one
variable 3-voltage tap for 22-90
volts. They are known as the
S-M 670-B and 670-ABC power
supplies. The 670-ABC model
delivers 1.5 volts at 4 amperes;
2.25 volts at 3.5 amperes; and
5 volts at .5 ampere each for
from one to five 226 type, two
227 and 2, 112A or 171A power
tubes. Both models employ one
280 type rectifier tube, and both
are provided in kit form or
wired. The 670-B kit lists at
$33 and $36 if wired. The ABC
kit lists at $35.50 and $38.50 if
wired.—Radio Retailing, Novem-
ber, 1928.

Cone Unats,
Chassis, Speaker,
Microphone

A complete line of cone units
and cone chassis, a microphone
and a cone speaker have been
announced by The Amplion Cor-
poration of America, 531 W.
37th St.,, New York City. The
cone units are B-104 and 105
listing at $10 each. The chassis,
featuring the B-104 unit and the
electric shelter 103, lists at $20,
The microphone is imported
from the company's English
factory and is designed to
operate on 6 to 30 volts with-
out any carbon noises. It lists
at $100. The Amplion “Royal”
cone speaker is priced at $30.
This company also makes a
giant dynamic air-column unit
for public addresses and band
repeating in large halls and
open spaces. It is designed to
operate on 10 to 50 watts out-
put.—Radio Retailing, Novem-
ber, 1928.

A. C. Set and
Magnetic Speaker

The Simplex Radio Co., San-
dusky, Ohio, presents a new all-
electric 8-tube set, self-contained
and entirely encased in a metal
cabinet, available either for 25
or 60-cycle current, and featur-
ing two 210 tubes in push-pull
amplification, the other tubes
employed being four 226°s, one
227 detector and a 280 rectifier.
It is a compact, trim table
model receiver but the entire
unit may be slipped into a con-
sole cabinet. The intended re-
tajl price, without tubes, is $145.

The Simplex reproducer is a
power motor (magnetic) cone
designed especially for high
power amplification and matched
to the impedance of the set.—
Radio Retailing, November, 1928,

Resistovolt

The Insuline Corporation of
America, 78 Cortlandt Street,
New York City, has just placed
on the market a new ‘Resisto-
volt” identical in purpose with
the original Resistovolt, but
made of nickel plated metal and
incased in a perforated tube,
which gives it the air cooling
feature. The intended retail
price is $1.75.——Radio Retailing,
November, 1928.

Four-Purpose
Light Socket Aerial

The Tobe Four-Purpose Light
Socket Aerial plugs into any
electric lamp socket or conven-
ient outlet as an antenna, doing
away with the outdoor antenna
and allows the use of the light
socket for electrical purposes.
Made by the Tobe Deutschmann
Co., Cambridge, Mass. List price,
$1.50.—Radio Retailing, Novem-
ber, 1928.

Television
Clarostat

A television clarostat has been
developed by the Clarostat Mfg.
Co., Inc.,, 285-7 North Sixth
Street, Brooklyn, N. Y. It
comprises a special power type
clarostat, together with a short-
circuiting push-button. The de-
vice has a resistance range of
from 25 to 500 ohms. It dissi-
pates up to 80 watts, and can
govern either a universal or a
condenser type motor, on A.C.
or D.C,, up to % horsepower. It
is designed for the control of the
scanning disk and has the push
button control. The Iintended
retail price is $5.00. — Radio
Retailing, November, 1928,

RS —

A. C. Chassis

The new A.C. 171 chassis,
added to the line of Pierce-Airo,
Ine., 113 Fourth Ave., New York
City, is made of heavy gage,
drawn and welded steel, housing
all the component parts includ-
ing power supply and is rigidly
constructed throughout. It has
a single illuminated control.

The amplification consists of
one stage of audio combined
with one stage of power push-
pull amplifying transformers.
The power supply is an integral
part of the chassis. The chassis
is finished in bronze Duco
lacquer. The panel is finished in
a natural grain burl walnut—
Radio Retailing, November, 1928.

Dynamic Speaker

A table-model dynamic speaker,
known as Model 50, is' being
marketed by Temple, Inc.,, 19256
South Western Avenue, Chicago,
I1l. It operates on either A.C.,
D.C., or battery, and is 14% in. x
11 in. x 6% in. It weighs 18 1b.
List price: $49.—Radio Retail-
ing, November, 1928.

Tubes

The Raytheon Manufacturing
Company, 238 Main Street,
Cambridge, Mass., has added the
following tubes to its line: 227,
a detector-amplifier; X-226, an

amplifier; X-171A, a power
amplifier, and X-280, a full wave
rectifier. ~— Radio Retailing,

November, 1928.

Dual Adjustat

The Vitrohm dual adjustat,
which the Ward Leonard Elec-
tric Company, Mount Vernon,
N makes, is designed for
use in all current supply units
where adjustment of intermedi-

ate voltages is wanted. It con-
sists of two fixed resistance sec-
tions each connected with an
adjustable section. Sixteen ad-
justable resistance steps are
covered by each of two moving
contact arms. Two types—for
200 volt and 400 volt service—
are available at $8.60 each. The
unit is also supplied to manu-
facturers in special resistance
values to meet individual re-
quirements. — Radio Retailing,
November, 1928,
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Correction

The power amplifier made by
the L. S. Brach Manufacturing
Corporation, Newark, N. J.,
listed on page 89 of our Sep-
tember issue has an intended
retail price of $55, less tubes,
and not $47.50, less tubes, as
indicated.
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What the 1rade is Talking About

Judge Wilkerson Declares Radio
Act of 1927 Constitutional

Stations WCRW and WEDC, Chicago, must abide by the Federal
Radio Commission’s ruling reducing their power
from 500 to 100 watts

N THE first ruling ever handed down

on the constitutionality of the Radio Act
of 1927—granting the Radio Commission
the right to regulate the country’s broad-
casting stations—Federal Judge James H.
Wilkerson, sitting at Chicago, October 9,
declared that “the construction of plaintiff’s
plant and its operation prior to February
23, 1927, did not create property rights
which may be asserted against the regula-
tory power of the United States if that
power be properly exercised.”

This decision was rendered in the case
brought by two Chicago stations, WCRW
and WEDC, owned and operated by Clin-
ton R. White and Emil Denemark, who
sued to enjoin the United States from en-
forcing the recent order of the Federal
Radio Commission reducing the power of
both stations from 500 to 100 watts.

Judge Wilkerson’s decision, according to
the consensus of opinion among prominent
radio leaders gathered at Chicago for the
Radio Show, has averted a possible repeti-
tion of the chaotic conditions which re-
sulted after the breakdown of radio regula-

tion in 1926. It will be remembered that
it was a ruling also by Judge Wilkerson
im the famous WJAZ case which occa-
sioned the 1926 disruption.

In his present decision, Judge Wilkerson
said, among other things, that “the regula-
tion of radio communication is a valid ex-
ercise of the power of Congress,” and that
“the act of February 23, 1927, is not invalid
in whole or in part by reason of the in-
definiteness of the standard (public interest,
convenience and necessity) prescribed by
Congress for the guidance of the Commis-
sion in issuing licenses,” and in conclusion
that, “upon the record presented I am not
prepared to hold that the order of the Com-
mission is contrary to the indisputable
character of the evidence and therefore
arbitrary and void.”

CrLAIMED ProPERTY RIGHTS INVADED

HE stations, through Attorneys Ernest
R. Reichmann and Henry K. Urion,
brought suit seeking a temporary injunc-
tion to prevent H. D. Hayes, local Federal
Radio Supervisor, and George E. Q. John-

son, U, 3. District Attorney. from enforc-
ing the commission’s ruling, which was
part of the new allocations. The injunc-
tion, of course, was denied.

Attorneys for the plaintiff argued that
the property rights of Stations WCRW
and WEDC were invaded by the cutting
of their power. It was claimed that while
the regulatory powers of the Commission
under the act made it legal for it to cut the
power of all stations equally, to curtail the
power of some and not of others was dis-
criminatory and confiscatory and that con-
sequently the act was unconstitutional.

Defending the government’s action, At-
torney Louis Caldwell, general counsel for
the Radio Commission, and Assistant U. S.
District Attorney Allan Healy maintained
that under its standard of public conven-
ience and necessity the people had a right
not only to reduce power and change wave-
lengths, but to bar stations from the air
altogether, on the same ground that the
government could order the removal of a
bridge if its presence constituted an ob-
struction to navigation.

In their presentation of the case for the
government, Attorneys Caldwell and Healy
pointed out also that while WCRW'’s pro-
grams consisted mostly of phonograph
records and WEDC presented foreign lan-
guage programs to a limited audience, their
power of 500 watts was sufficient to in-
terfere with more important programs not
alone originating in the Chicago district,
but from distant points.

It is understood that Attorneys Reich-
mann and Urion intend to appeal from
Judge Wilkerson's decision.

Television Demonstrations Popular at St. Louis Show

The attendance at the fourth 7
annual Southwest National °
Radio Expositlon, sponsored by
the St. Louis Radio Trades
Association, broke all previous
records. An accurate check
on the number of dealers at-
tending showed that 1,100
registered this year as com-
pared with 876 at the 1927
show.

4

In the oval, left to right, are:
Harold W. Wrape, president,
Federated Radio Trades Asso-
ciation; Graham McNamee,
radio announcer; Julian E.
Sampson, president, St. Louis
Radio 'Trades Association;
William P. Mackle, executive
secretary of the St. Louis
Association, and Phillips Car-
lin, radio announcer.
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Plan to Unite Freshman
and Freed-Eisemann

The proposed merger of the Chas. Fresh-
man Company, Inc, New York, and the
Freed-Eisemann Radio Corporation, Brook-
lyn, is now practically complete and awaits
only the approval of the Freshman stock-
holders. If the merger is effected, Fresh-
man will control the majority stock of the
Freed-Eisemann Corporation.

The individuality of the two companies
will be maintained and the products of each
will be sold under their present trade
marks. A new factory where both con-
cerns will be under one roof is now sought.

The officers of the Freed-Eisemann Radio
Corporation, upon confirmation of the plan,
will be as follows: President, Joseph D. R.
Freed; vice-president and secretary, Arthur
Freed; vice-presidents, Arthur Trostler and
Leo Freed; and treasurer, W. J. Keyes.
Joseph D. R. Freed and Arthur Freed will
become directors and vice-presidents of the
Freshman company. Charles Earl, in addi-
tion to his duties as president of the Fresh-
man company, will become chairman of the
board of directors of the Freed-Eisemann
Radio Corporation.

Music Industries to Meet
During R.M.A. Week

At the regular fall meeting of the board
of directors of the Music Industries Cham-
ber of Commerce held at the Drake Hotel,
Chicago on October 23, it was voted to hold
the next annual convention at the Drake
Hotel, concurrent with the R.M.A. radio
trade show. The executive committee of
the M.ILC.C. will confer with the show
committee of the R.M.A. with a view to
arranging both programs so as to avoid
conflicting liours and subjects.

It is expected that many radio manufac-
turers will exhibit at both conventions
which will take place the week of June 3,
1929. An overwhelming attendance of New
York music dealers as a result of this pro-
posed co-ordination of conventions is
anticipated. Much of the program will be
devoted to radio subjects.

High Dealer Registration
At St. Louis Show

Surpassing the 1926 and 1927 shows, this
vear’s Southwest National Radio Exposi-
tion, sponsored by the St. Louis Radio
Frades Association, attracted a record
crowd. The attendance for the six days
was 94,869, 1,100 of this number were
dealers, about 300 more than last year.

The national character of the show was
maintained by the elimination of jobbers’
names from the sixty booths. Three radio
stations, broadcasting direct from the
Crystal Studio in the building, provided
entertainment during the show hours. Tele-
vision apparatus and a demonstration of
photoradio equipment drew many inter-
ested spectators.

THE FEperaL Rapio Commission has
postponed the effective date of General
Order No. 43, limiting duplicated operation
on cleared channels to stations more than

miles apart, until the end of the next
;);ggdcastmg-license pericd, January 31,

TrE H. H. EBy MANUFACTURING CoM-
paNy, Inc, Philadelphia, has opened a
Chicago office at 205 Wacker Drive, where
E. R. Peel is in charge.
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Presenting. .. ...

Mr. and Mrs. Strassner on their
favorite mounts, about to start on a
canter. Mr. Strassner is president of
the A-C Dayton Company, Dayton,
Ohio, and also a member of the Hills
and Dales Club.

Tue MacNavox Company, Qakland,
Calif., has issued a license to the Raytheon
Manufacturing  Company,  Cambridge,
Mass., to manufacture tubes under Mag-
navox tube patents pertaining to exclusive
constructional design and processes. Mag-
navox has also licensed Charles Cory &
Son, Inc., New York City, to manufacture
anti-noise, marine-type telephone equipment
and anti-noise transmitting equipment
under its anti-noise and dynamic patents.

Tue Gorp SeaL ErLecTricar COMPANY,
Inc,, 250 Park Ave., New York, has leased
a new suite of offices at its present location,
doubling the size of its quarters.

Federated Sets Date For . '
1929 Convention

The Board of Directors of the Federated
Radio Trade Association at its meeting on
October 11, formulated plans for the con-
vention to be held in Buffalo next Feb-
ruary 18, 19 and 20.

The idea of a serial number act to make
it a misdemeanor to remove or deface serial
numbers on radio merchandise was dis-
cussed and endorsed. A recent survey dis-
closed that there are no laws in any state
pertaining to this subject. An act was
drafted to be submitted to all state legis-
latures.

The Board voted to send a resolution to
the Federal Radio Commission thanking
them for their efforts to provide better
broadcasting. It was reported that an ap-
plication for membership had been received
from the Radio Trade Association of
Southern California.

Fada Window Display
Contest

Three prizes of $100, $50 and $25 each
and three $10 awards will be given to Fada
dealers for the best window display during
November and Dlecember. A clear print
and description of the window should be
sent to F. A. D. Andrea, Inc., Long Island
City, N. Y., before January 15, 1929,

THE UNITED RADIo CORPORATION, Roch-
ester, N. Y., announces that its dynamic
reproducer has been adopted for use by
the Charles Freshman Company, Thomas
A. Edison, Inc., the Sonora Company and
the Splitdorf Radio Corporation.

THE AMERICAN TRANSFORMER COMPANY,
Newark, N. J., which for years has been
selling on a direct-to-dealer, C.O.D. basis,
has changed to a direct-to-jobber, open
credit basis of selling.

Official Reception Committee at Chicago Show

Here is the official reception committee for the Chicago radio show which
recently closed. Front row, left to right: Burt Massee, vice-president, Palmolive
Soap Company and E. E. McDonald, president, Zenith Radio Corporation. Back
row, left to right: A, J. Carter, president, Carter Radio Co.; Arthur Walsh,

vice-president, Thomas A. Edison, Inc.;

Hon. Louis L. 'Emmerson, secretary of

State of Illinois, who opened the show; U. J. Herrmann, managlcr:xf director of
a

the show; Corveth Wells, lecturer and African explorer, and G.

Jr., general manager of the show.

yton Irwin,
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Begin Daily Farm Broadcasts

The third season of broadcasting farm
and home information programs by the
Radio Service of the U. S. Department of
Agriculture, has been started. Farm flashes
and other daily services of direct interest

to the farmer are now being put on the

air.
The 112 stations broadcasting these fea-
tures, listed alphabetically by states, are:

Alabama, WAPI; Arizona, KFCB; Ark-
KTHS, KUOA; California, KFSD,
KFRC, KYA, KQW, KFWB; Colorado,
KLZ, KGEW, KGHF, KGEK, KFXF ; Con-
necticut, WCAC, WICC, WTIC,; District of
Columbia, WRC, WRHF'; Florida, WDBO,

WCOA, WJAX, WRUF; Georgia, WSB;
Idaho, KFAU, KFXD, EI; Illinois,
WJIJD, WKBS, WLS; Indiana, WFBM,
WOWO0O, WBAA.; Iowa, KSO, KOIL,
WwWOC, WHO, KTNT, KMA; Kansas,
KFH, KSAC; Maine, WCSH,; Massachu-
setts, WEEI, WTAG; Michigan, WJR,

WWIJI, WKAR, WASH ; Minnesota, KSTP ;
Missouri, KMBC, WDAF, WHB, WOS,
KMOX, WEW, WIL; Montana, KGHL,
KFBB, KUOM :; Nebraska, KMMJ, KFAB:
New Jersey, WNJ, WOR; New Mexico,
KOB; New York, WGR, WMAK, WCAD,
WHAM, WGY, WHN, WRNY, WIBX;
North Carolina, WBT, WPTF; North Da-
kota, KYFR, WDAY ; Ohio, WHK, WEAOQ,
WAIU; Oklahoma, KFJF, KVOO; Oregon,
KOAC, KOIN; Pennsylvania, WEDH,
WBAK, WKJC, WLBW, WCAU, WFI],
WJIAS, WGBI ; Rhode Island, WJAR ; South
Dakota, KFDY; Tennessee, WDOD, WMC,
WLAC, WSM; Texas, WDAG, KFDM,
WFAA, WBAP; Utah, KSL, KDYL; Vir-
ginia, WRVA; Washington, KFOA. KGA,
KHQ, KWSC; West Virginia, WWYVA;
Wisconsin, WKBH, WTMJ, WLBL; and,
Hawaii, KGU.

TeE NATIONAL BATTERY MANUFAC-
TURERS AsSSocIATIoN, New York, has
elected the following officers for the com-
ing year: President, Ward S. Perry; first
vice-president, J. B. Perlman; second vice-
president, A. A, MacLean; treasurer, Paul
M. Marko, Sr.; secretary, E. C. Handler;
commissioner, W. J. Parker; and directors,
L. A. Doughty and A. J. Baracree.

Lanpay Bros., Inc, New York City,
are opening two new stores in the metro-
politan area, one at 583 Fifth Avenue and
the other at 540 East Fordham Road, the
latter making the third Landay store in
the Bronx section.

Tae KoLsTER Rapio CorprorATION has
moved its executive offices to 39 Broadway,
New York. The factory still remains at
Newark, N. J.

Doing Nobly
This certainly looks like a difficult
shot, L. Ii. Noble, president of the Fed-
eral Radio Corporation, Buffalo, N. Y.,
is trying to make. But—he seems to
have a good grasp on the subject.

Radio Protective Association
Elects New Directors

At the annual meeting of the Radio Pro-
tective Association held at the Palmer
House, Chicago, on October 9, plans were
made for the continuation of the associa-
tion's campaign against the so-called radio
trust. It was voted to demand immediate
action by Congress on the Dill Bill to ren-
der unenforceable patents owned by a trust.

The following new directors were
elected: I. R. Freed, Buckingham Radio
Corp., Chicago; Ernest Kauer, CeCo Man-
ufacturing Co., Providence, R. 1.; Louis
Mandel, Metro Electric Co., Chicago;
E. A. Tracey, Northern Manufacturing
Co., Newark, N. J., Alex Weiss, Marti
Electric Radio Co., West Orange, N. J,,
and J. Weichers, Western Coil & Elec-
trical Co., Racine, Wis.

Tender Dinner to Dr. DeForest

Friends and business associates of Dr. DeForest recently gave him a dinner
celebrating the reorganization of the DeForest Radio Company, Newark, N. J.,
at which the new policies and products of the company were announced.

Reading from left to right are:

Paul Staake, advertising manager; Dr. Lee

DeForest ; H. C. Holmes, general sales manager; James Caulfield, publicity coun-

sel and Allen Dumond, chief engineer.
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Personnel Changes

CarL D. Bovp has been elected presi-
dent of the Slagle Radio Company and
the Slagle Manufacturing Company, IFort
Wayne, Ind., succeeding L. S. Slagle, who
has retired. Mr. Boyd recently joined the
Slagle organization as director of sales.

H. T. MeLHUISH has resigned as radio
director in charge of the Radio Division
of the National Electrical Manufacturers’
Association, to become vice-president of
the General Contract Purchase Corpora-
tion, in charge of its radio division.

KenneEreH E. REED is now assistant to
the president of the Federal Radio Cor-
poration, Buffalo. His former position of
sales manager has been filled by W. R.
McAllister.

LEsTER ABELSON has been transferred
to the Atchison, Kan., plant of Steinite
where he is general manager.

A. CrossLEy, formerly head of one of
the divisions of the U. S. Naval Re-
search Laboratory, has joined Steinite’s
engineering staff.

Epcar H. FrLIX, technical writer and
broadcasting and merchandising consult-
ant, has joined the staff of the National
Electrical Manufacturers Association, to
specialize in radio problems.

[.. F. CuADEAYNE, formerly with the
Radio Corporation of America, has
joined the Sonora staff as advertising
manager.

WarLace R. Lynn is now Pacific
Coast representative, with offices in San
Francisco, for the Belden Manufacturing
Company, Chicago.

C. A. Crax has been appointed sales
promotion manager by Sonora.

WiLLiaMm W. JaBLoN has been trans-
ferred to the sales staff of A. H. Grebe,
Inc, New York, covering the central and
southern states.

Wirriam J. PoHLMAN has been made
manager of Zenith's new exploitation and
publicity department.

_E. C. Carcson, formerly district adver-
tising manager for R.C.A. in the Chicago
territory, has been made assistant adver-
tising manager in charge of sales promo-
tion, with headquarters in New York.

S. H. GrauBArD has been added to the
staff of the Splitdorf Electrical Company
to take charge of condenser sales.

M. E. SeemiLLEr and R. T. MorTLOCK
have joined Slagle’s sales staff.

Lewis E. DorFMAN is now sales man-
ager of the appliance division of the Gold
Seal Electrical Company, New York.

Frank P. HarT is now with the
Grigsby-Grunow Company, as assistant to
the general sales manager.

A. B. DuMonT is now chief engineer
of De Forest Radio Company, assisted by
A. S. Hopping and M. O. Allen. All
were formerly connected with the West-
inghouse Lamp Company.

H. D’ALMAINE has become assistant
sales manager of the Bodine Electric
Company, Chicago.

E. C. HiLt, formerly special field repre-
sentative for the Federal Radio Corpora-
tion, Buffalo, N. Y. has been brought
inside and made manager of the sales
and service division.

L. D. Hirouser has been made field
manager for Sonora in Pennsylvania.

James A. RaMsey is with Kolster as
district sales manager of the Pacific
Coast territory.

']. D. Mucrorp is now with Sonora as
director of publicity.
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Dates of Radio Concerts
For Schools Now Ready

The dates of the Walter Damrosch series
of radio concerts for school children as
outlined in this department in the August
issue, have been announced. For grades 3
and 4, Friday mornings at 11 o'clock,
November 9 and 23, December 14, January
4 and 18, February 1 and 15, March 1 and
15, April 5 and 19, and May 3. For
grades 5 and 6, alternate Friday mornings
at 11 o'clock, November 16, December 7
and 21, January 11 and 25, February 8 and
22, March 8 and 22, April 12 and 26, and
May 10. For grades 7, 8 and 9, 11:30 on
same dates as the grade 3 and 4 broadcasts.
For high schools and colleges, same dates
as for grades 5 and 6, but at 11:30.

The stations broadcasting this series are:
WJZ, WBZA, WBZ, WBAL, WHAM,
KDKA, WLW, KWK, WTM]J, WCCO,
KVOO, WFAA, KPRC, WOAI, WHAS,
WSM, WMC, WSB. KOA, WOC, WHO,
WDAF, WRC, WOW, WJR, KYW.

Indicted for Having Sets
Without Serial Numbers

Isaac Greenberg of Congress Radio, Inc.,
New York, was recently indicted by the
Grand Jury, for having in his possession
radio receivers from which the serial num-
bers had been removed. The charges were
brought by the Grigsby-Grunow Company,
Chicago, which intends to prosecute all
cases where serial numbers have been re-
moved from sets, making identification im-
possible.

Greenberg was indicted despite the fact
that Magistrate Bushel, in a previous trial,
had dismissed the case, holding that a radio
set is not a mechanical device within the
meaning of the law.

THE Acoustics Probucrs CORPORATION,
New York, has elected the following
directors: For one year, Robert L. LeRoy,
E. F. Gillespie and R. G. Martin; for two
years, A. J. Drexel Biddle, Jr., Adam
Stein, Jr., A. D. Mendes and John R.
Dillon; and, for three years, P. L. Deutsch,
Harris Hammond, John S. Snelham and
Victor C. Bell. The following officers were
appointed: Chairman of the board, Har-
ris Hammond; president, P. L. Deutsch;
vice-president, Adam Stein, Jr.; secretary,

B.

Robert LeRoy, and, treasurer, W.
Puckett. .
TuE CornisH Wire CoMPANY, 28

Church Street, New York City, announces
that certain of its prices on Braidite were
misquoted in its advertisement on page 142
of the October issue of Radio Retailing.
The 25-foot length of solid Braidite was
listed at 50 cents. This is in error and
should be priced at 30 cents. The same
length in stranded Braidite continues at
35 cents.

C. A. Ricmarps, export distributor for
the Sonora Phonograph Company, has, at
the request of the Republican National
Committee, undertaken the formation of a
Hoover-Curtis Export Committee.

TraE NATIONAL ELECTRICAL MANUFAC-
TURERS AssociATION, New York City, has
elected I. A. Bennett to the Executive
Committee and appointed Albert Pfaltz as
publicity director.

THE RADI0o MANUFACTURERS’ ASSOCIA-
710N has moved its New York office to 11
West 42nd Street.

TuaE NATIONAL ASSOCIATION OF BROAD-
casters, New York City, is now located
at 11 West 42nd Street.
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Desire New Lines

HE West Philadelphia Elec-

tric Supply Company, 5943
Market Street, Philadelphia,
Pa., would like to act as dis-
tributor for a manufacturer of
radio receivers.

A. B. Grant, 6503 South Hal-
sted Street, Chicago, desires to
act as manufacturer’s agent for
a few good lines in the Chicago
district.

The A. Maclntyre Company,
Hatton Building, Tampa, Fla.,
would like to get in touch with
a manufacturer of a reasonably
priced reproducer.

Radio-Electric Show to Be
Held in Philadelphia

A combined electric and radio show,
sponsored by the Philadelphia Electric
Club, will be held at the Commercial Mu-
seum, Philadelphia, from November 17 to
24, inclusive.

This is the first radio-electric show the
Club has managed and several special fea-
tures to promote attendance are planned.
It is expected that there will be between
two and three hundred exhibitors. Pierre
Brosseau is the managing director.

TrE CLark Music CoMPANY, Syracuse,
N. Y, recently held its third annual radio
show, displaying the complete fall line of
radio receivers, reproducers and cabinets.
The exhibition lasted one week. In con-
nection with the show, a four-page Clark
radio section was run in a Syracuse paper
on the opening day.

TreeE ArcTurUs Rapio CoMPANY has
moved its offices to and opened another fac-
tory at 219 Elizabeth Avenue, Newark,
N. J.

Special Prizes for Dealers
In Yale Contest

The Yale Electric Corporation, Brook-
lyn, N. Y., has changed its name to the
Bond Electric Corporation and rechristened
its products under the brand name of
“Bond.”

Coincident with this change, a slogan
contest has been inaugurated. $10,000 in
prizes will be awarded the winning slogans.

One hundred and twenty-three additional
prizes amounting to $2,500 are offered to
dealers, awards being made on points earned
by individual dealers for sales of Bond
flashlights and batteries and for the length
of time the window and counter displays are
kept up. Another $2,500 will be given to
the jobbers’ salesmen who sign up the
greatest number of dealers for this cam-
paign and whose retailers, collectively, have
earned the greatest number of points in the
dealer contest.

Tae FrAy MANUFACTURING COMPANY,
Chicago, a newly organized corporation,
has purchased the entire plant and good-
will of the Mellotron Tube Company. The
new company will manufacture a complete
line of radio tubes under the brand name
of “Mello-Tron.” Fred S. Armstrong,
treasurer of the Radio Protective Associa-
tion, is president, and associated with him
will be Raymond W. Armstrong, who has
spent seven years in the lamp-development
laboratory of the National Lamp Works
of the General Electric Company.

Trae DeForest Company, Jersey City,
N. J., has dismissed a suit which has been
pending for about a year against Powel
Crosley, Jr., president of the Crosley Radio
Corporation, Cincinnati, Ohio. Mr. Cros-
ley has become a member of the DeForest
Board of Directors.

TaE Wiz MANUFACTURING COMPANY,
New York, maker of the Knight radio
receiver, has contracted with the LaSalle
Radio Corporation, Chicago, to use LaSalle
tubes in its sets.

Listening to Its Sterling Qualities

This group of sales executives and engineers recently attended a laboratory
test held by the Sterling Manufacturing Company, Cleveland.
From left to right they are: R. E. Tresise, president, Sterling Manufacturing

Co.; E. F. Friedlander, Bailey Company; Joel Burtch, Sterling

engineer; L. C

Eagan, Sterling district manager; Jack Stirm, Halle Bros. Co.; Elliott Dixon,
Pennsylvania Rubber & Supply Co.; Ray Johnson, Erner Electric Co.; R. E.

Clady, general manager, H, Lesser & Co.;

and R. H. Borden, Buescher Music Co.
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News of Jobbers 4nd Distributors

Radio Wholesalers Ass’n
Has Ten New Members

The Board of Directors of the Radio
Wholesalers Association, a division of the
F.R.T.A., met in Chicago on October 10.
The tube situation and the change in dis-
count of October 1 were discussed.

The Trafhic Committee was instructed to
do everything possible to secure better
freight rates for wholesalers. Committees
were appointed to investigate the insurance
problem and to work out a national finance
plan to enable members to finance their
dealer sales.

The f{ollowing new members were an-
nounced: K. W. Radio Corp., New York,
Specialty Service Corp., Brooklyn, N. Y.,
Frederick H. Thompson Co., Los Angeles,
Calif.,, Majestic Radio Corp., Kansas City,
Mo., Harrisburg Standard Electric Corp.,
Harrisburg, Ill, Rochester Auto Parts
Corp., Rochester, N. Y., Starter & Ignition
Service Corp., Rochester, N. Y., B. W.
Smith Co., Cleveland, Ohio, Charleston
Electrical Supply Co., Charleston, W. Va,
and the Straus-Frank Co., San An-

tonio, Tex.
— ~

I'eneraL Rapro Core., Buffalo, N. Y.,
announces the appointment of the following
distributors : The Swanson Electric & Mig.
Company, Evansville, Ind.; Brown & Sehler
Company, Grand Rapids, Mich.; Sterling
Electric Company, Minneapolis, Minn.;
Fort Smith Radio Company, Fort Smith,
Ark.; and Thomas H. Peacock, Calgary.
Canada, for the territory of Calgary and
Edmonton in the Province of Alberta.

THE VENUs Rapio CorproraTion, 142
Liberty Street, New York City, now has
ready for distribution its fall catalogue.
Several new lines have been added. includ-
ing Venco duo-magnetic units, Dresner
short-wave converter units, Ultratone air-
column reproducers, and Readrite tube
checkers and meters. Owing to the success
of the mail order department this service
for dealers will be continued as heretofore.

M, A. HartLey anp Compawy, North-
umiberland and Gettysburg, Pa., have
opened a branch at Staunton, Va., absorb-
ing the wholesale business of the Snyder
Electric Company of Staunton. They will
act as distributors in Virginia for Day-
Fan, All-American Mohawk, Kellogg and
other radio lines.

WEDEL- ‘CoMPANY, Seattle, Wash., has
recently been appointed distributor for
Apex receivers and will cover the western
portion of the State.

Hold Two Dealer Meetings

The A. A. Schneiderhahn Company,
Atwater Kent distributor at Des Moines
and Sioux City, Iowa, recently held a
dealer meeting at each of these two points.

The Sioux City meeting was attended by
about three hundred A-K dealers and their
wives. The Mayor of Sijoux City and
A. A. Schneiderhahn spoke. A banquet
followed the meeting.

The convention at Des Moines was held
at the Fort Des Moines Hotel with a large
attendance of dealers and their wives.
Governor Hammill, of Iowa, and Captain
Sir Hubert Wilkins, the Arctic explorer,
addressed the luncheon gathering. At this
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meeting, Mr. Schneiderhahn presented to
the dealers an analysis of the Des Moines
territory, showing by county the number
of farms and set owners, and the potential
market for radio. A banquet and entertain-
ment followed the business session.

F. A. D. AnDrea, Inc, Long Island City,
N. Y., has named the following distrib-
utors: the Michigan Automotive Supply
Company, Detroit, Mich.; the Tel-Electric
Company, Houston, Tex.; Graham-Seltzer
Company, Peoria, Ill.; Esco Supply Com-
pany, Albany, N. Y.; Cohen & Hughes,
Baltimore, Md.; and the Electric Appliance
Company, Tulsa and Oklahoma City, Okla.,
and Dallas and San Antonio, Tex.

Tue Dixie Rapio-ELEcTRIC AND SUPPLY
has been organized in Tampa, Fla., to act
as wholesaler in the surrounding terri-
tory. A line of parts, kits, radio receivers,
as well as electrical supplies, will be
carried.

TrE La SaLLe Rapio CorporATION, a di-
vision of the Matchless Electric Company,
Chicago, has appointed the Scheffer-
Rossum Company, St. Paul, Minn,, and
W. B. Knight. T.os Angeles, Calif., as
distributors.

D. W. May, Inc., Newark, N. J., for-
merly Majestic distributor, is now carrying
the Crosley-Amrad line.

THE SHAMROCK MANUFACTURING CoM-
raNy, Newark, N. J., has added the Cen-
tral Electric Company, Fort Wayne, Ind.,
and Irwin Winston, Cleveland, Ohio, to its
list of jobbers.

Morey anp ComPANY, Cambridge, Mass.,
has been named distributor for A. H.
Grebe & Company, Inc., New York, in the
states of Massachusetts, New Hampshire
and Vermont.

Ten Dollars and Costs!

0
ARKIN

FROM KERE TO i
CORNER

Not knowing which corner, Maur:ce
Landay and B. D. Colen, members of
the Greater City Distributing Com-
pany and the Musical Products Dis-
tributing Company, Jjobbers of New
York City, parked on both sides, so
they’d be sure to get a ticket.

AK Dealer Meetings

One of the largest of the many Atwater
Kent dealer meetings held recently was
that of Parks and Hull, Inc., Baltimore,
Md. Nearly 400 dealers attended the
luncheon, business meeting and banquet.

At Shreveport, La., the Interstate Elec-
tric Company, held a meeting of its dealers.
The Radio Sales and Supply Company,
Denver, Colo., held its third annual con-
vention, the most successful to date. Ar-
kansas dealers assembled in Little Rock
for a meeting at the Rainbow Garden under
the auspices of 555, Inc. At Wichita, Kan.,
the dealers of the Goodin Radio Corpora-
tion, 140 strong, conducted a meeting, and
more than 500 dealers from the southwest
gathered at Dallas, Tex., to attend the an-
nual merchandising conference of the Har-
rison Smith Company.

[

Tue Post & Lester Company, Boston,
Mass., New England distributor for
F. A. D. Andrea, Inc, recently held a
meeting of its retailers at Bridgeport,
Conn. Among those who attended from
the Fada plant were R. M. Klein, general
manager; C. M. Sherwood, metropolitan
sales representative; F. X. Rettenmeyer of
the engineering staff, and H. J. Winsten,
advertising counsel.

The Radio Distributing Corporation,
Newark, N. J, R.C.A. distributor, has in-
stalled a sales promotion department, ander
the direction of Paul R. Krich, vice-presi-
dent of the company. Through this depart-
ment, R.C.A. dealers will be actively
assisted in selling, servicing and advertis-
ing their products.

TrE Rovcrarr CompANy, Minneapolis,
Minn., Majestic distributor, has established
two warehouse stocks and branch offices in
North Dakota, one at Fargo and the ather
at Minot. Harry D. Frishberg is in charge
of the Fargo office and Ross Opie will
manage the Minot branch.

TuE Freep-E1sEMANN Rapio Corpora-
rioN, Brooklyn, N. Y., has added the Gen-
eral Ignition Company, Milwaukee, Wis.,
and the Crescent Electric Supply Co.,
Davenport, Iowa, and Madison, Wis,, to its
list of distributors.

Tue Sampson” Evecrric Company, Chi-
cago, acted as host to two hundred and
sixty mid-western dealers on a trip to the
Atwater Kent factory at Philadelphia, two
specially chartered trains being required to
transport the radio retailers.

TaeE Roeerrs EMmpiRe ELkctric Com-
pANY of Houston, Tex. has taken over
the distribution of the Mohawk electric
radio sets for Houston and South Texas,
according to an announcement by R. R.
Roberts, president. _

Barrerr ErectricaL SuppLy CoMPANY,
St. Louis, Mo., distributors of the Freed-
Eisemann line are broadcasting the “Treas-
ure Chest of Melody” hour, in a program
tie-up for the Freed-Eisemann dealers of
that district.

Tue Rapro DistrieuTinG CoMpany, 910
West Jackson Boulevard, Chicago, has
been appointed distributor for the Cham-
pion Radio Works, Inc., Danvers, Mass.

TuE GoopNow Speciarties CoMPANY,
Keene, N. H.,, has been named distributor
by the Splitdorf Radio Corporation, New-
ark, N. J.
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Rectifying Tubes—Continued

~

Maximum Maximum |D,C. Output
Full or Filament or Filament Filament A.C. Input | D.C. Output Voltage
Name and Address Trade Name and List Half Wave Gaseous Terminal Current Voltage per Current at Max.
of Manufacturer Model Number Price Reetifier Type Voltage Amperes Plate Milli- D.C. Output
(See Note) amperes Current
Hytron Corp. Hytron—X-280 4.25 Full Filament 5.0 2.0 300 125 260
19 Oakland St., Salem, Mass. X-28t1 7.50 Half Filament 7.5 1.25 750 85 620
Jaeger Research Labs., Inc. Jaeger—JX-280 4.50 Full Filament 5.0 2.0 125
280 Park Ave., Weehawken, N. .J.
Ken-Rad Corp. IX (en-Rad Archatrons—280 4.25 Full Filament 5.0 2.0 300 25 260
Owensboro, Ky. 281 7.50 Half Filament 7.5 1.25 750 110 620
La Salle Radio Corp. La Salle—LS-280 4.25 Full Filament 5.0 2.0 300 12
149 W, Austin Ave., Chicago, I11. LS-281 7.50 Half Filament 7.5 1.25 525 1
(A division of Matchless Eleetrie Co.|)
Magnatron Corp. Magnatron—280 4.25 Full Filament. 5.0 2.0 300 125 260
Magnatron Bldg. 281 7.50 Half Filament 7.5 1.25 750 110 620
Hoboken, N. J. Super-Rex 4.00 Half Filament 5.0 .50 330 50
Matchless Electric Co—See La Salle |Radio Corp.
National Tube Mfrs. Inc. Royal— R-280 4.25 Full Filament 5.0 .0 300 125
1890 E. 40 St., Cleveland, Ohio R-281 7.50 Half Filament 7.5 1.25 750 110
Neptron Corp. Neptron— X-281 7.50 Half Filament 7.5 1.25 750 85 620
Salem, Mass. X-280 4.25 Full Filament 5.0 2.0 300 125 260
Northern Mfg. Co. Marathon—280 4.50 Full Filament 5.0 2.0 300 125 260
365 Ogden St., Newark, N. J. 281 7.50 Half Filament 7.5 1.25 750 110 620
Perryman Electric Co. Perryman— P.R.-280 4.25 Full Filament 5.0 2.0 300 125
33 W. 60 St., New York, N. Y. | P.R.-281 7.50 Half Filament 7.5 1.25 750 110
Radio Corp. of America Radiotron—U X-280 4.25 Full Filament 5.0 2.0 300 125 260
233 Broadway, New York, N. Y. UX-281 7.50 Half Filament 7.5 1.25 700 85 620
Raytheon Mfg. Co. Raytheon—BH 4.50 Full Gaseous 350 125 300
238 Main St. BA 7.50 Full Gaseous 350 350 200
Cambridge, Maas. Raytheon—Ray-X-280 4.25 Full Filament 5.0 2.0 300 125 280
Sonatron Tube Co. Sonatron—SH-85 4.50 Full (aseous
108 W. Lake St. -213 5.00 Full Filament
Chicago, Il X-280 4.25 Full Filament
Y-216B 7.50 Half Filament
X-281 7.50 Half Filament
Sunlight Lamp Co. Crusader—SLX-280 4.50 Full Filament 5.0 2.0 125 260
288 Springfield Ave. SLX-281 7.50 Half Filament 7.5 1.25 85 620
Newark, N. J. SLX-85MA 4.50 Full Gaseous 85
Supercraft Prod. Corp. Supercraft—SPX-480 4.25 Full Filament 5.0 2.0 300 125 260
225 W, 46 St., New York, N. Y. SPX-481 7.50 Half Filament 7.5 1.25 750 85 620
* Sylvania Prod. Co. SX-280 4.25 Full Filament 5.0 2.0 300 125 260
Emporium, Penna. 8X-281 7.50 Half Filament 7.5 1.25 750 1o 620
Televocal Corp. Televocal-—TC280 4.25 Full Filament 5.0 2.0 300 125
588 12th St., West New York, N. J. TC281 7.50 Half Filament 7.5 1.25 750 40
United Radto & Electric Corp. Ureco—X-213 5.00 Full Filament 5.0 2.0 220 65 170
500 Chancellor Ave. X-216 7.50 Half Filament 7.5 1.25 550 65 470
Irvington, N. J X-280 4.25 Full Filament 5.0 2.0 300 65 260
X-281 7.50 Half Filament 7.5 1.25 750 190 620
2-L 2.50 Half Filament |

Neon Tubes for Television

Daven Corp., Newark, N. J.

Daven Television Lamp, Type F-2080, Price $12.50.

Raytheon Mfg. Co., Cambridge, Mass.

Raytheon Kino-Lamp, Price $12. 50.

Special Tubes

Trade Name and List
Manufacturer's Address Model Number Price Recommended Use Operating Current D.C. Operating Voltage Mean Voltage Drop
Radio Corporation of America Radiotron—UX-874 $4.75 Yoltage Regulator* 10-50 ma. 90
233 Broadway UVv-876 6.50 Current Regulatort 1.7 amp. 50
New York, N, Y. UV-886 6.50 Current Regulatort 2.05amp. 50
*Designed to keep output voltage o|f B-power units constant wi{hen diffe|rent values of "B c urre|nt are drawn.
1Designed to insure constant input| to power operated radio re|ceivers d [espite fluctuations in line| voltage.
Northern Mfg. Co.
365 Ogden St. 376 $6.50 Ballast 1.7 amp. 50
Newark, N_ J. 377 1.75 Protective Tube 90 ma. 90

7. Follow Up: Tt has been assumed that the customer
has been satisfied with the radio set. or that arrangements
Now the time is ripe for a
follow-up. Does the customer have friends or relatives
who might be interested in radio?

have been made to satisfy.

neighbors seen the set

After the Sale—IV hat Then?

(Continued from page 53)

and heard it?

prospects in the neighborhood ?

This completes the seven steps. The salesman has been
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Have any of the
Are there any

selected because he has an attractive appearance. pleasing
personality, initiative and adaptability. He has analyzed
his products and then taken action.
satisfactory sale and has made sure of this by checking
through on the after-sale condition.
advantage of the opportunity by following up where good
will has been created.

Result : more sales.

He has closed a

Then he has taken
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This

Month’s

Phonograph R ecords

Listing the latest records of the leading manufacturers

Latest BRUNSWICK
Records

Brunswick-Balke-Collender Co.,
629 So. Wabash Avenue,
Chicago, Ill.

Record
No. Title and Recorder
201 In the Garden

228
253

3968

3972

3984
4003

4018

4019
4020

4021

4022

4023

4025

4026

4027

4028

4029

4030

4031
4032

4033

4034

80

Sweet Hour of Prayer—McFarland
and Gardner

Get Along Home, Cindy

Darby’s Ram—Lunsford

Ben Dewberry’s Final Run

The Brakeman’s Blues—Frank Mar-
vin and His Guitar

The Bum Song

Hallelujah, I'm a Bum — Francis
Luther

Indiana

On the Banks of the Wahash Far
Away-—Kanawha Singers

Devil's Dream

Chicken in the Barnyard—Kessinger
Brothers

A Fiddlers’ Contest

Satisfied—The Tennessee Ramblers

The Old Account Was Settled Long

Ago

Dwelling in Beulah Land—McGhee,
Welling

Times Am Gittin’ Hard Blues—Wig-
gins Brothers

My Grandpappy’s Gun—Seth Wiggins

The Preacher Got Drunk and Laid
His Bible Down

Medley of Mountain Songs—The Ten-
nessee Ramblers

Marcheta

I'm Waliting for Ships That Never
Come in—Nick Lucas

Faust, Soldier's Chorus

Song of the Anvil—“Famous Forty”
Elks Chorus

Headin' Home

0Old Fashioned Locket—Wendell Hall

Thunderer March

On Wisconsin—U. 8. Military Acad-
emy Band

Don'}t3 Keep Me in the Dark, Bright

yes

If You Don't Love Me—Sisson and
Orchestra

Think of Me Thinking of You

My Window of Dreams—Gaylord

When Polly Walks Through Holly-
hocks

Ten Little Miles from Town—Bernie
and Orchestra

Parade of the Wooden Soldiers

Ragging the Scale—Anglo Persians

The Whole World is Waiting

The Shadow Song—The Blackstone
Trio

Anita

Twelve O'Clock Waltz—Green’s Nov-
elty Marimba Band

Sweet Ella May

When You're Smiling—The Cleve-
landers

Waliting and Dreaming

Do You, Don’t You—Straight and His
Orchestra

Peter on the Sea

Oh! Mary Don't You Weep—West
Virginia Institute Glee Clubd

Got Everything

Four or Five Times—King Oliver and
Dizie Syncopators

The Bum Song

Hallelujah, I'm a Bum — Francis
Luther

Bandanna Babies

Magnolia’s Wedding Day — Leslie’s
Blackbirds Orchestra

I Must Have That Man

Baby—Adelaide Hall

I Love You Truly

Rye—Jesse Stafford and His Orches-

tra
There's a Rainbow 'Round My Shoul-

der

Sonny Boy—Jolson

Carmen

King for a Day—Regent Club Or-
chestra

4035

4037

4039

4040

4041

4042

4043
40144

4045
4049

4050

4055

4056
4058

King for a Day

I Can’t Give You Anything But Love
—Harry Richman

Pickin' Cotton — Johnson and His
Orchestra

Suppose Nobody Cared—Davis and
His Orchestra

Hawalian Twilight

Dreamy Hilo Bar—Hanapi Trio

Anything You Say

Mississippi Mud — Cotton and Mor-
pheus

Gotta Big Date with a Little Girl

Youre a Real Sweetheart — Galla-
Rini

Hindustan

Cannon Ball Rag—Ben Bernie and
Hotel Roosevelt Orchestra

Moonlight Madness

Revenge—Harold “Secrappy” Lambert

Don't Mess Around with Me—The
Hotsy Totsy Gang

Jubhilee Stomp—The Washingtonians

Out of the Dawn

Memories of France—Henry Burr

All of the Time
Colonial Clud Or-

Flower of Il.ove
Therg‘s a Rainbow 'Round My Shoul-

chestra

er

My Gal Sal—Tom Gerunovich and
Roof Garden Orchestra

Ace in the Hole

I'm a Ding Dong Daddy
Dumas)—Jay C. Flippen

Moonlight Madness

Broken Hearted Baby — Arrowhead
Inn Orchesira

Woman Disputed

Beggars of Life—Harold “Scrappy”
Lambert

In the Garden

Sweet Hour of Prayer — McFarland
and Gardner

Nola

The Glow-Worm—Ohman and Arden

Roses of Yesterday—Ben Bernie and
His Hotel Roosevelt Orchestra

Where the Shy Little Violets Grow—
Colonial Club Orchestra

(From

4059

4061
4069

15145
15175

15186

15187
15725
20070

20071

50150
50151
50152
50153

57011
57012

57015
77008
263

Blue Shadows

Once in a Lifetime—Vincent Lopez
and His Casa Lopez Orchestra

Grieving

Paradise—Harold “Scrappy’” Lambert

Good Night

I Tore up Your Picture When You
tSaid Good-Bye—Carter’s Orches-
ra

Ave Maria

The Nut Tree—Elisabeth Rethberg

Cavalleria Rusticana, Brindisi

Cavalleria Rusticana, Siciliana —
Mario Chamlee

For You (Pour Toi)

By the Bend of the River—Grace
Moore

Chiquita

Valse (Opus 64, No. 2)—Max Rosen

Moonlight Madness

Out of the Dawn—Harry Richman

Dear Old Southland

Limehouse Blues—Red Nichols and
His Five Pennies

Danuhe Waves Waltz

“Southern Roses Waltz"—Brunswick
Concert Orchestra
12-Pt. 1

Alb. 12-Pt. 2

Alb.

.3
Alh. 12-Pt. 4
Alb. 5
Alb. 12-Pt. 6
Prelude to Khowantchina
Marche Militaire—Minneapolis Sym-
phony Orchestra
Cuckoo Waltz
The Love Dance—Municipal Band
Play Gypsies,
Dance Gypsies — Brunswick Inter-
national Orchestra
Gold and Silver
Millicent—Municipal Band
Caucasian Sketches—International
Concert Orchestra
Comin’ Round the Mountain—Uncle
Dave Macon and Sam McGee
Governor Al Smith — Uncle Dave
Macon

Alb,

Cleveland Orchestra

Latest CoLUMBIA Records

167
164

165

162

163

650091
50098

50092

50093

50094

Columbia Phonograph Company
1819 Broadway .
New York City

Tailahassee

The Zephyr—Efrem Zimbalist

Homing

Hindu Slumber
Maurel

Sylvia

The Last Hour—Alexander Kissel-
ourgh

Tango

1L'Arlésienne: Minuet—José Ech-
aniz

Lord Peter's Stable Boy—Percy
Grainger—Piano ; Ralph Leopold
—Harmonium

Shepherds Hey — Instrumental
Columbia Symphony Orchestra

0Old Vienna—Parts 1 and 2—Ignaz
Friedman

Silent Night, Holy Night

Christmas Melodies: Noel, Adeste
Fideles — Paul Whiteman and
His Orchestra

The Messiah: Overture (Handel)

The Messiah: Pastoral Symphony
(Handel)—S8ir Thomas Beecham
and Orchestra

The Messiah: Surely He Hath
Borne Our Griefs (Handel)

The Messiah: Worthy Is the Lamb
(Handel)—S8ir Thomas Beecham
and The British Broadcasting
Company’s Choir

The Messiah: Every Valley Shall
Be Exalted (Handel)—Hubert
Eisdell

The Messiah: His Yoke Is Easy
(Handel)—S8ir Thomas Beecham
and The British Broadcasting
Company’s Choir

-M

-M
Song — Barbara

-M

-M

-M

-D
-D

-D

-D

-D

50097-D O Holy Night—Columbia Mizred

1566-D

Chorus
Nazareth—Columbia Mixzed Chorus
Angels from the Realms of Glory
The Birthday of a King—Colum-
bia Mired Chorus

1576-D Jingle Bells
The Quilting Party — Shannon
Quartet
50095-D Jeannine, I Dream of Lilac Time
Gypsy—Paul Whiteman’s Orches-
tra
50096-D Traviata Selections—Parts 1 and
2 (Verdi)—Dajos Bela’s Orches-
tra
1567-D Cavalleria Rusticana: Intermezzo
Tales of Hoffman: Barcarolle—
Columbia Symphony Orchestra
1565-D Angela Mia (My Angel)
If You Don’t Love Me— Pipe
Organ—Emil Velazco
1590-D Angela Mia (My Angel)
I Can't Give You Anything but
Love — Violin Solo — Harold
Leonard
38002-F Eloping
At Midnight—Berkes Bela Hunga-
rian Gypsy Orchestra
38003-F On Board
Sunlight—Jahrl’s Swedish Novelty
Quintette
1558-D The Sidewalks of New York
In the Good Old Summertime—
Paul Whiteman and His Orches-
tra
1573-D Shim-Me-Sha-Wabble
Clarinet Marmalade — Ted Lewis
and His Band
1561-D Once in a Lifetime
Vaniteaser—Leo Reisman and His
Orchestra
1562-D Just Another Night
My Sorority Sweetheart—Paul Ash
and His Orchestra
1575-D Someday, Somewhere (We’ll Meet

Again)
Out of the Tempest-—Ben Selvin
and His Orchestra
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1592-D

1586-D

1574-D

1557-D
1588-D

1587-D
1560-D

1578-D
1563-

1572-D

1584-D

1589-D
1571-D
1564-D
1591-D
1559-D

1585-D

Avalon Town

Come on, Baby — Clicquot Club
Eskimos

I Can't Make Her Happy (That
0Old Girl of Mine)

Heartbroken and
Troubadours

Bless You! Sister

You're Just a Great Big Baby Doll
—~California Ramblers

Flower of Love

Masquerade—The Knickerbockers

When Sweet Susie Goes Steppin’

Dusky Stevedore—Thelma Terry
and Her Play Boys

The Whistling Farmer Boy

Golden Friendships—The Fillmore
Band

Two Black Crows in the Jail House
—Parts 1 and 2—Moran and
Mack

Just a Sweetheart

Roses of Yesterday—Ukelele ITke

D Sonny Boy
I Still Keep Dreaming of You—
Ruth Etting

Somebody Else May Be Telling
Her Something

My Heart Cries Out for You—The
Whispering Pianist

Mississippi Mud

I Must Have That Man!— Lee
Morse and Her Blue Grass Boys

What D'Ya Say?

Ev'rybody Loves Yocu—Jack Little

If T Lost You

I Never Thought-—Seger Ellis

Paradise

Dolores—Maurice Gunsky

Anything Your Heart Desires

Dog-gone !'—The Nifty Three

Syncopated Yodelin’ Man

Jazbo Dan and His Yodelin’ Band
—Roy Evans

Who Said I Was a Bum?

Wanderin’—7Vernon Dalhart

Lonely — Ipana

Latest EpisoN Records

52381
52386
52389

52399

52391
52393

52395

52397
52398

52399

52401
52402
52403

52404
52405

52406
652407

52394

52410

52416

52413

52414

803898

Thomas A. Edison, Inc.,
Orange, N. J.

Blue Shadows—Duke Yellman Orch.

Imagination—Winegar's Penn. Boys

It's Sinful to Flirt

Careless Love—Ernest V. Stoneman

Sleep, Baby, Sleep

That’'s Grandma—Jack Parker and
Will Donaldson

Vaniteaser

All of the Time—Golden Gate Or-
chestra

Take Your To-Morrow

Sonny Boy—Piccadilly Players
Echo @’ Amour—Ursula

Twil;bghtd Frolics — Dietrich-Hollins-
ea

Highland Fling—John Baltzell
Scotch Reel—John Baltzell and

Samuel C. Shults

All of the Time

Pickin’ Cotton—The Rollickers

Saviour, Again to Thy Dear Name—
Metropolitan Quartet

Take Time To Be Holy—Ewxcelsis Trio

'Cause I Feel—Golden Gate Orch.

Lonely Little Bluebird—Al Lynn’s
Music Masters

Eat and Grow Thin

Etiquette Blues—Bob Pierce

Roses of Yesterday

It Must Be Love—Palais d’Or Orch.

In a Monastery Garden

Entr’ Acte and Barcarolle—Fdison
Concert Orchestra

My Angel (Angela Mia)

Revenge—Buddy Sheppard

Nagasaki

It Goes Like This—Jack Kaufman
and the 7 Blue Babies

Yascha Michaeloffsky’s Melody

King for a Day—Arthur Fields

Last Night I Dreamed You Kissed Me

Dear, When I Met You—J. Donald
Parker

Orpheus Overture—Part 1

Orpheus Overture—Part 2 — Edison
Concert Orchestra

I Can’t Give You Anything But Love

I Wanna Be Loved By You—Green
Brothers’ Novelty Band

Get Out and Get Under the Moon—
Golden Gate Orchestra

Do You? Don't You Love Me?—
Duke Yellman’s Orchestra

Jack of All Trades

Who Said I Was a Bum?—Frank
Luther and His Pards

As Vgﬁ“Sat Beneath the Maple on the

I'll Meet My Mother After All—

Posey Rorer and the North Caro-

lina Ramblers

to 80901 Trio No. 1 in B Flat (Schu-

bert) Parts 1 to 8—N. Y. Trio
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52417 Raquel
Grieving—B. A. Rolfe and His Palais

d’0r Orchestra

Somewhere a Voice Is Calling

Mavis—Frank Munn

Fashionette

The Roses Honeymoon Murray
Kellner’'s Dinner Music Ensemble

Twelve O'Clock Waltz

My Bilackbirds Are Bluebirds Now—
Billy Murray and Walter Scanlan

52418
52421

52422

52427

53429

60078

52392

T Will Magnify Thee, O God

O Lord, How Manifold Are Thy
Works—Metropolitan Quartet

Jeannine, I Dream of Lilac Time

My Angel (Angela Mia)—Henrietta
Kamern

Tesorito (My Precious One)

Claveles de Espana (Pansy of Spain)
—~—Rondalla Usandizaga

The Rosary

Ballet Music from
Kathleen Parlow

‘‘Rosamunde”—

Latest VICTOR Records

Victor Talking Machine Co.,
Camden, N. J.

Treasures Untold

If Brother Jack Were Here—Jimmie
Rodgers

Circus Days

The Man on the Flying Trapeze—
Mac (Harry McClintock)

Fugue in D Major—Part 1

Fugue in D Major—Part 2—W. G.
Alcock

Precicus Hiding Place

Wonderful Story of Love—Moody
Bible Institute Trio

‘Way Up On Clinch Mountain

The tArkansaw Traveler—Jilson Set-
ers

Memphis Yodel

Lullaby Yodel—Jimmie Rodgers

He’s With Me All the Way

Let Me Live Close to Thee—The
Stamps Quartet

Will You Miss Me When I'm Gone?

Little Darling, Pal of Mine—Carter
Family

If T Could Just Stop Dreaming

Missin’' My Pal—Irene Beasley

21433

21567

21629

21628

21635

21636
21637

21638

21639

21644 There's a Whippoorwill a’ Calling
Steamboat—7Vernon Dalhart-Carson
Robinson
21645 Darling, Where Have You Been So
lL.ong?
I'm Goin’ to Georgia — Tenneva
Ramblers
21646 Crime of the D’Autremont Brothers

Smoky Mountain Far Away—John-
son Brothers

The Rosary

0ld Black Joe—Sam Ku-West

The Two Little Orphans

The Raging Sea, How It Roars—
Ernest Stoneman and the Blue
Ridge Corn Shuckers

Georgia Blues

Thomastown—Bill Helms and His
Upson County Band

What a Friend

Nothing Between Pace Jubilee
Singers with Hattie Parker

21647

21648

21649

21655

21656 Death May Be Your Pay Check
Sin Is to Blame For It All—Rev. F.
W. McGee
21657 Peaches In the Springtime
Evergreen Money Blues—Memphis
Jug Band
21658 Shreveport
Shoe Shiner’s Drag—Jelly-Roll Mor-
ton’s Red Hot Peppers
21659 Clarice
Snake Eyes—“Tiny” Parham and His
Musicians
21669 Norma—Overture—Part 1
Norma—Overture—Part 2 — Victor
Symphony Orchestra
21671 I'm Gonna Move to Louisiana—Part 1
I'm Gonna Move to Louisiana—Part 2
—Jim Jackson
21673 Hail! Hail! the Gang's All Here

California, Here 1 Come—Nat Shil-
kret and the Victor Orchestra

One Step to Heaven

How About It?—Henry Busse and
His Orchestra

In a Bamboo Garden

Anything You Say—Roger
Kahn and His Orchestra

Roses of Yesterday

My Window of Dreams—Waring’s
Pennsylvanians

Sunbeams

Once In a Lifetime—Johnny Johnson
and His Statler Pennsylvanians

Paradise—Waring’s Pennsylvanians

Grieving—Paul Whiteman and His
Orchestra

Low Down—The Virginians

Blazin'—Coon-Sanders Orchestra

Jeannine, I Dream of Lilac Time

King for a Day—Jesse Crawford

Some Sweet Someone

I Wanna Be Loved By You—The
High-Hatters

Sonny Boy—George Olsen and His

21674

21675
Wolfe

21676
21677
21678

21680
21681
21682

21683

Music
Beggars of Life—The Troubadours
1 Wanna Be Loved By You
Is There Anything Wrong in That?
—Helen Kane

21684

21686
21688

21689

21690

21691

21692
21693

21694

21695
21600

21700
21701

21704

21713
21714

21715

21716

1344

1345

1346

1347

3050

6847

6848

8103

35933

35934

35936
21733
21734
21727

21729

21728

‘Who Said I Was a Bum?

Jack of All Trades—Bud Billings

I'm Sorry, Sally

I Can’'t Give You Anything But Love,
Baby !—Shilkret’s Ryth-Melodists

That Old Sweetheart of Mine—Don
Bestor and His Orchestra

If I Lost You—Jean Goldkette and
His Orchestra

Mr. Moore Blues

When You Lose Your Daddy—lIda
May Mack

Brown Mamma Blues

Trouble-Hearted Blues
Bracy

My Man Has Quit Me

Black Name Moan—Bessie Tucker

Get Low-Down Blues

Kansas City Breakdown — Bennie
Moten’s Kansas City Orchestra

A Wild Man in Town

A Lie Was Told, But God Know'd It
—FElder Richard Bryan

Late Hours

Kind Daddy—Douglas Williams Four

Ain’t It a Shame?

Watermelon—Utica Institute Jubilee
Singers

Roses of Yesterday

Just a Sweetheart—Lewis James

Doin’ the Raccoon—George Olsen and
His Music

It Goes Like This—Johnny Johnson
and His Statler Pennsylvanians

The Bum Song—No. 2

The Big Rock Candy Mountains—
“Mac” (Harry McClintock)

Just a Night for Meditation

Roses of Yesterday—Jesse Crawford

The St. Louis Blues

The Volce of the Southland—Gene
Austin

High Up on a Hill Top

What a Night for Spooning—War-
ing’s Pennsylvanians

I Loved You Then as I Love You
Now—The Troubadours

Forever—Ben Pollack and His Park
Central Orchestra

The World Is Waiting for the Sun-

rise

Rose in the Bud—Reinald Werren-
rath

0Old Folks At Home

Dixie—Mary Lewis

Tosca—Vissi d’arte

Cavalleria Rusticanna—Vol lo sapete
—Maria Jeritza

Angela Mia (My Angel)

Femmena 'ngannatora
‘Woman) —Tito Schipa

standchen—Serenade

Still wie die Nacht (Calm As_the
Night)—Hulda Lashanska-Paul
Reimers .

Prelude in D Flat (Chopin) )

Prelude in A Flat Major (Chopin)—
Ignace Jan Paderewski

On Wings of Song

Jota (de Falla) 2. Puck (Grieg-J.
Achron)—Jascha Heifetz

The King's Henchman—Oh, Caesar,
Great Wert Thou!

The King’s Henchman—Nay, Maccus,
Lay Him Down—Lawrence Tib-
bett

Metropolis—Part 1

Metropolis—Part 2—Paul Whiteman
and His Concert Orchestra

Metropolis—Part 3 .

Metropolis—Part 4—Paul Whiteman
and His Concert Orchestra

Walkure—Magic Fire Scene

Deux Arabesques—Julins Schendel

Sonny Boy-—Elliott Shaw

Forever—Lewis James

I Loved You Then As I Love You Now

Sally of My Dreams—Franklyn Baur

Where Were You—Where Was 17—
George Olsen and His Music

Right Out of Heaven—The High Hat-
ters

Here's That Party Now in Person—
Nat Shilkret and the Victor Or-
chestra

Come on, Baby!—Ted Weems and
His Orchestra

?onny Boy

Ishman

(Betrayed

Loved You Then As I Love You
Now—dJesse Crawford

81




What Is Good Service Practice P

(Continued from page 49)

“Do service calls lead to sales?”

Although 91 per cent of the dealers who replied to this
question answered yes, the small amount of sales at-
tributed to service indicates that this customer-contact
opportunity has not been thoroughly cultivated for new
business. The music trade has not learned, or apparently
has not realized, the extent to which a good service de-
partment will lead to radio sales, especially of accessories,
and frequently of new sets. In the first place the con-
tact is undesired—dreaded, in fact—if we interpret cor-
rectly the comments of the dealers. Secondly, the extent
of “free service”—some say a year and others twelve
calls—is such as to make it necessary to give customers
only as much time and attention as will avoid serious
complaint.  Finally, and perhaps worst of all, the
service man of the average music store is not equipped
or informed to develop the sales possibilities of service
contacts. This is explained in the reply to our next
question. Before we state it, however, let us see if our
analysis does not lead to this conclusion:

RecoMMENDATION No. 4—If nine out of ten dealers
find that service leads to sales, even to a small extent,
this potential source of new bhusiness should be more
adequately cultivated.

CAPITALIZING THE SERVICE M AN

HE reason the 