SCREEN GRID
AUDION 424
The crowning achievement of
23 years _ ._
of engineering leadership _
1906 . . 1929 |

Whenever you sell a radio tube, no matter

=

T nie

what its namé, remember it was made R
by license arr_angéments under patents :
_gwned by the De Forest Radio Com-
~ pany. But only De Forest Audions

receive the personal Supérvision

. A of the inventor and bear the

wame  ofe Forest

DE FOREST RADIO €O.

_JERSEY CITY, NEW JERSEY il

Branch offices located in
New York r Philadelphia - Bos- ;
ton - Atlanta - Dallas r St. Louis R | e

Pittsburgh - Chicago r Detroit.
Mianeapolis - Denver
Kansas City » Los Angeles’
Seattle

R . [ ot
o ¥ ¥




For the really NEW
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the

NEW Farrand

ELECTRO DYNAMIC
the

NEW Farrand
INDUCTOR DYNAMIC

DEALERS get in touch with your Distributor.
MANUFACTURERS get in touch with us.

FARRAND MANUFACTURING C€Co. INC. LONG ISLAND City, N.Y.
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of Radio

HE chain store, in the opin-

1on of many leading econ-
omists, is placing the independ-
ent dealer in jeopardy. On page
62 of this issue S. J. Ryan cites
ways in which retailers, through
co-operative action, may success-
fully combat this growing
“menace.”

—And, in support of Ryan’s
contentions, the September issue
will present an actual case
whereby 23 Chicago radio
dealers, through co-operative
effort, have met and are most
thoroughly overcoming this
latest foe of independent mer-
chandising.

They are doing it in much the
same manner as suggested, in
this issue, by Mr. Ryan and by
E. A. Filene—although without
prior knowledge of the expert
opinion of these business authori-
ties in support of such a
procedure.

Watch for the September issue
and read all about the practical
application of this method of
merchandising radio products!

i
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lrombere/ Carlson
A/V[ /4 MARVEL

BACKED by the rich experience of years in radio, and all the scope
afforded by widest license rights— this magnificent Receiver marks
the utmost limits to which the science of broadcast reproduction has

advanced.

Masterpiece of engineering vision—Interpreter of Stromberg-Carlson’s
ideals in perfect workmanship—Adornment to any home with its
luxurious beauty — this new No. 846 offers to dealers an instrument
for their most discriminating patronage.

Among its distinguishing features are:

THREE SCREEN GRID TUBES, in radio
frequency stages “Totally Shielded” afford-
ing high amplification, improving Tone
Quality, Selectivity and Sensitivity.

LINEAR POWER DETECTION, assuring
maximum results from the new Modulated
Broadcasting, giving purer tone at all fre-
quencies,

BUILT-IN ELECTRO-DYNAMIC SPEAK-
ER, scientifically baffled, giving accurate
response on low as well as high and inter-
mediate tones.

AUTOMATIC VOLUME CONTROL, regu-
lating amplification to strength of carrier
waves, minimizing fading.

METER FOR VISUAL TUNING, indicating
proper resonance point, for finest Tone.
PHONOGRAPH JACK, permitting perma-
nent connection, allowing electrical reproduc-
tion of records.

HALF OCTAGONAL CABINET, with side
pedestal effect, finished in dark Walnut,
rich in design, favoring the tastes of the
most critical.

Listen Wednesday Evenings to the Coast-to-Coast Broadcast of the Stromberg-Carlson Orchestra, over the
National Broadcasting Company’s Blue Network and Associated Stations.

STROMBERG-CARLSON TELEPHONE MFG. CO.. ROCHESTER, N.Y.

\

S

636/2 4
77, TONE

The No. 846 Stromberg-Carl-
son employs three UY-224
A.C. Screen Grid Tubes in
the radio amplifier and a
UY-227 inboth theautomatic
volume controlcircuitand in
the“Linear”Power Detector.
The audio amplifier employs
one UY-227 in the first stage
and two UX-245 Tubes in
“push-pull” for the output.
Two UX-280 Rectifier Tubes
furnish power to the Re-
ceiver and the Built-in Elec-
tro-dynamic Speaker.

Price, wnhout
tubes, Fast of
Rockies

- $347.50

%, ////////

N

MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS

A




Utah Stadium Model 66-A

110 A.C. Operation. Diameter
over-all 1214". Cone 1014".
Equipped with full wave high
voltage rectifier—eliminating step
down transformer—can be used
on 25 to 60 cycles. No hum.

Radio Retailing, August, 1929

UTAH RRADIO PRODUCTS £8

Utah Chicago
Factory and
Offices . . .

Leads Again!

EVERY manufacturer, jobber
and dealer who wants the ad-
vantages of superior radio repro-
duction should investigate what
jUtah has to offer in the Large
IStadium Dynamic, the Balanced
Shielded Dynamic, the Balanced
Power Inductor Speakers.

To protect you Utah incorporates every

Big Utah demand has created large
buying power and increased manufac-
‘turing facilities. This protection . . this

benefit . . we pass along to you.

facturers, jobbers and dealers
' who feel the necessity of giving

superlor reproduction qualmes to
| their products.

| Ideal for largest output . . a
superior speaker for home, thea-
Ltre, large hall and outdoor use.

. Protect yourself on the
| Bullt to meet the needs of manu- | y

last word in radio re-
production. Send now
for details of complete
line . . table models
and chassis.

UTAH RADIO PRODUCTS CO.

1737 SOUTH MICHIGAN AVENUE g :

CHICAGO, ILLINOIS
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TfJ/ To Match

This pUlEl ity Or Tone 4/
Half Again the Price/

Agroup of distributors and salesmen,
asked to judge the price of this

Symington Super-Dynamic, after hear-
ing demonstrations, arrived at $56.00
as their average estimate of its prob-
able list. Only one out of six labeled
it at $40.00, the price it bears. The
trained ear of the radio listeners will
value its QUALITY above its price. That
explains why orders on hand place
Symington already in the forefront of
independent speaker manufacturers.

Thousands of these sturdy Ferro-Dynamics will be sold
to that big market-that asks for $50.00 quality in the
under-$25.00 price bracket.

Both the Super-Dynamic and the Ferro-Dynamic are
manufactured complete in the modern Valley Plant
under the now-famous Symington One-Profit Policy,

which permits super-value at prices
hard to match. Dealers write for prop-
. osition and name of nearest Jobber.
' -
L)

Licensed Under Lektophone Patents

MANUFACTURED BY VALLEY APPLIANCES, INC.,, ROCHESTER, NEW YORK
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YOU GET EVERY MODEL
COMPLETELY ASSEMBLED . . . READY TO PLAY
WIDE CHOICE IN CABINETS IN

THE
NEW

GREBE

SUPER-SYNCHROPHASE

®

This year Grebe distributors and dealers will receive their cabinets completely
assembled, checked and tested...ready to play. Every detail of the Super-Syn-
chrophase receives as much care inits final inspection as it did in its original design.
A wide choice in cabinets contributes materially to the selling power of the new
Grebe line. As you may know, the Grebe exhibit at the R. M. A. show at Chicago
included two cabinet styles in each model. Leading distributors and dealers from
every part of the country voted on these styles. The winning models represent
the seasoned judgment of hundreds of the most successful radio merchandising
men in America.

You'll want more details. Write for them to A. H. Grebe & Company, Inc., Richmond
Hill, New York. Western Branch, 443 So. San Pedro Street, Los Angeles, Calif.

‘(3 rebe/// "'
\\mmmﬂlo |

W b

TRAD MARK

GET IT BETTER WITH A GREBE
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Y- FAN
NI

Model 72, walnut console, muse
sive in appearance, containsg 9«
tube chassis—two 245 tubes in
power output stage — with
matched dynamic speaker. $173
less tubes.

HIGH QUALITY IS A
GREAT THING TO SELL

RESPONSE to the announcement of still finer
quality in the new Day-Fan Radio—at reduced
prices—has been marvelous—a volume of early-season
orders several times that of previous years. This means
something to you. It is the verdict of those who know
Day-Fan best. It is a forecast of what your own success
would be with the Day-Fan this season.
At modest prices, Day-Fan Radio gives the buyer
quality, plainly evident in performance, that acknouwl-

edges no superior! Can you sell such a set? Write us.

DAY-FAN ELECTRIC COMPANY
1108 Wisconsin Blvd. . ’ . ’ Dayton, Ohio
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THE TUBE LINE
OF THE FUTURE

The Program of the Hour

Sonatron has achieved a sensational
success on the air—as many thou-
sands of consumer inquirizs testify.
Each Sonatron program has speed,
musicianship, variety—built to please
the greatest number of listeners. No
wonder, then, that every Sunday
night, 8:30 to 9, E. T., a host of
eager listeners from coas:-to-coast
are presentwhen the announcer says:
"You will now hear the grogram of
the Sonatron Tube Company, featur-
ing Art Kahn and his Sonetrons with
Son and Tron, the Sonatron Boys!*

SONATRON TUBE CCMPANY
1020 S. Central Park Ave., Chicago, Ill.
55-57 State Street, Newark, N. J.

THE NEW AND IMPROVED
SONATRON RADIO TUBES
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EMER-TULLY
RADIO

MINNESOTA

_— Hef~E
CANC

U micHicad

. CAROLIN®
® RALRIOKH

Bremer-Tully Time, 10P. M.
Every Friday, Eastern Standard Time,
Commencing August 23rd

LOUISIANA

Foes on the (liv!

OW—the greatest of all Bremer-Tully In this over-the-air advertising, coupled with
merchandising helps for dealers—a series  its nation-wide newspaper campaign, Bremer-
of programs by noted entertainers, outstand- Tully offers you the greatest all-around sales
ingly different, over 22 high power stations of
the Columbia Chain. Worth-while programs
which will impress the superiority of the new Cash in! Write for details of our Selective

assistance of any fine radio this year.

Bremer-Tully Instruments upon millions. “Big Profit’’ Franchise.

BREMER-TULLY MANUFACTURING COMPANY
656 Washington Boulevard, Chicago, Illinois

A P ER MANENT N A M E I N R A DI O

e L L L

@
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Screen-Grid Tu bes:

of Uniio

La Salle engineers have
always been in the van of
radio progress— for the
past twenty years success-
ful makers of scientific,
high vacuum products.

Under license of R. C. A. and
associate companies’ radio
tube patents, every La Salle
Tube is made, complete, in
our own modern, ideally
equipped plant.

The plant is manned by a
staff of engineers and labo-
ratory experts whose sole aim
is the highest quality in radio
tubes. Constant inspection
and test maintain abselute

More and more the lead-
ers in the trade and users
everywhere have eome to
depend on La Salle Engi-
neering for this latest de-
velopment in radio—the

Screen-Grid Tube.

Licensed by R. C. A.
Every La Salle High Vac-

uum Tube is made in our
own Plant.

Progressive Jobbers
who value the advantage in
selling a LICENSED, high
quality Tube are invited to
get in touch with us.

LA SALLE RADIO CORPORATION

{Division of Matchless Electric Co.}
1500 North Ogden Avenue Chicago, Illineis

as

HIGH VACUUM "%ces
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Wich, life-like tone
that brings quick sales

Life-like tone reproduction—wonderfully
rich and natural—that is the quality that turns
Phonovox demonstrations so quickly into sales.
Delighted owners tell their friends — new customers and
bigger profits for the dealer. The NEW SUPER PHONOVOX
is the last word in design and performance. ENGLISH 36%

WO beautiful models —

fettsloe No 106 witheut Cobalt Magnets give extreme sensmwty—balar.lced tone arm
tone arm $12.00. Catalog produces correct needle pressure—no rubber bearings to harden
No. 106B with tone arm (as or cause trouble . . . beautiful clear tone, free from resonance or

illustrated - . il
oot sh.ghdy)higher$ 1 5 00 rattle. It is simple, attractive, dependable. .. a money-making item
that dealers everywhere enthusiastically feature.

fuperﬂ/wno Vox
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Silent vibrationless-
amardelous new motor

.......

List Price

$25.00

West of Rockies $26.50

Can be supplied for all commercial
voltages and frequencies at slightly
higher prices. Catalog No. 140.

SUREUE i

The advanced construction of the NEW Pacent Induction-type Motor, and its smooth,
silent operation, makes it the finest of all phonograph motors . . . and the easiest to sell.
Completely insulated against noise it is made vibrationless by a dynamically balanced
rotor. It has a die-cast frame, phosphor bronze bearings, micrometer-type speed
regulator. Operates on 110 volts — 50 or 60 cycles A.C. Greatly increased production
in our new factory enables us to offer this improved motor at reduced prices.

Write for complete information.

PACENT ELECTRIC CO., INc., 91 Seventh Avenue, New York

Pioneers in Radio and Electric Reproduction for Over 20 Years

Manufacturing Licensee for Great Britain and Ireland: Igranic Electric Co., Ltd., Bedford, England
Licensece for Canada: White Radio Limited, Hamilton, Ont.

Dhsiiigriph Motor
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We are not interested in breaking
production records but in the
“Quality of our tubes .-
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= The Royalty

Power Detection
and NEUTRODYNE Models

Now, Kennedy announces the addition of the perfected Power Detection
N\ SCREEN GRID models to the perfected line of High-gain Neutrodynes . . . .
presenting a «“merchandising team” that challenges the most serious consider-
ation of every Distributor and Dealer! With this move, Kennedy Distributors

and Dealers are placed in a most strategic position that is doubly secure and
doubly effective, because there is a a definite demand for both Screen Grid and
Neutrodyne.

The acknowledged supremacy of
the Kennedy High-gain Neutrodyne
is an established fact. In abundant

perfection, it combines everything
that radio offers! The Kennedy
Power Detection Screen Grid
model is not an expedient—not

COLIN B. KENNEDY CORPORATION

Royal Model 310
Neutrodyne —
Royal Model 320
Screen Grid
Price . ... $197
Less Tubes




SCREEN GRID

for Every Public Preference

an overnight creation . . . but a perfected and tested product that cc-

tually utilizes all the inherent characteristics of screen grid tubes—plus
power detection—higher amplification—full, undistorted volume — greater -
selectivity.

DISTRIBUTORS! Think of the double advantage of selling these two per-
fected Kennedy models, each exceeding all previous «Royalty of Radio” con-
ceptions! Think of the wider field
of profits—the doubled opportun-
ity to build substantially with the
«Royalty of Radio” and the sound-
est, most extensive merchandising
campaign in the industry. . . . . Be
sure to read the profit message on
the last page of this insert!

SOUTH BEND, INDIANA

Royal Model 210
Neutrodyne
Royal Model 220
Screen Grid
Price . ... $159

Less Tubes
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Distributors?

You will want the Kennedy Fran-
chise—the doubly attractive
profit-making value of « The
Royalty of Radio” —the greatest
merchandising plan in the indus-
try—the advantages of the sound-

ness and stability of the Kennedy
organization. Qur Division Mana-
ger will gladly call on qualified
distributors with demonstration
sample. WIRE NOW—as terri-
tories are being closed daily.

COLIN B.KENNEDY CORPORATION
South Bend, Indiana
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ATWATER

 OLY )
RADIO

It pays to
concentratlte
on the radio

most people buy

21
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ATWATER KENT
RADIO

SCREEN-GRID

I'T PAY N tohandle a radio everybody knows. The name Atwater Kent
is famous wherever people listen.

1T PAY & to have the good will of 2,500,000 Atwater Kent owners. They
help you to reach the millions still without radio.

1’ PPAY NS tosell radio made right in every detail ... made right as only
Atwater Kent with 27 years of experience can make it...the
radio of low service costs.

T P AY & you to offer alwaxs the latest improvements in radio. Atwater
Kent engineering is always in the lead.

1T P AY & to feature Atwater Kent Screen-Grid Radio—the greatest
advance in radio since the introduction of the house-current
set...the radio they are asking for...the radio that satisfies
completely in tone, performance, range, selectivity.

ir pP A Y SN tohave your customers’ choice of cabinets made by America’s
leading designers. And compact table models for those who

prefer them.
THE TABLE MODEL
5 >}(‘ X P T Model 55—Screen-Grid receiver.
LANAINT Without tubes, $88.
Model F-t — Electro - Dynamic
i table speaker, %31.
Prices slightly higher

west of the Rockies, and in Canada

>
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TWATER KENT
RADIO

SCREEN-GRID

'l PPAY N toreceive the benefit of radio’s greatest advertising cam-
paign...newspapers, posters, magazines. dealer helps.

I'T P AY N togetthe benefit of the far-and-wide broadeasting of Atwater
Kent Radio. Three programs a week, Sunday night, Thurs-
day night and Wednesday morning. Millions hear about
Atwater Kent Radio.

I'T' PPAY N tohave back of you—doubly the largest radio factory in the
world, with controlled production...to give you enough sets,
without overloading.

[2 A\ g . o vadd : B PN see, ar, g ,
I'l'" PAYS to handle a radio that brings them in to sce, hear, buy! It pays

in sales, in turnover, in profits that never let up.

On the Air On the Air
‘ ) ‘\t.water K?llt‘l{adiﬂ “Ullr. . Atwater Kent Mid-Week Program
Sunday Kvenings, 9:15 (Eastern Daylight Time) g Thursday Evenings, 10:00 (Eastern Daylight Time)
WEAF network of N. B. C. WJZ network of N. B, C.

IN CABINE'TS—The best of Americun cabinet makers—famous for sound design and sincere workmanship—are
cooperating to meet the demand for Atwater Kent Screen-Grid Radio in fine cabinets like these.
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ATWATER

KEnNT
RADIO

It pays to
concenitrate
on the radio

most people buy

ATWATER KENT MANUFACTURING C(OMPANY

A. Atwater Kent, President
4733 WISSAHICKON AVE. PHILADELPHIA, PA.
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1926

HEADFI(:!;N ERS
Red Lion

CABINETS

FOR ATWATER KENT RADIOS

.

MODEL RL55C

Unusually attractive
console model. Finished
in walnut. Designed for
the new Atwater Kent
Screen-Grid Sets. 26"
long, 154" wide,
39"ghigh./2

MARERS

A PROGRESSIVE land aggressive
merchandising and advertising policy,
which provides 100% co-operation
with Red Lion-Atwater Kent Dealers,
has built up and maintained Red Lion
Cabinets as the sales leaders for five
years.

< MODEL RL5500
Exceptionally good-

The gracefully balanced design, beau-

. . . looking high-boy model.
tiful finish, sound construction and poxing high-boymocel:
excellent workmanship are further as- signed for the new At

B B . water Kent Screen-Grid
surance of the continued popularity of, Sets. 267 long, 16" wide,
and unusual demand for, the newest 48" high.

Red Lion Cabinets among purchasers

of the new Atwater Kent Screen-Grid
Radios.

RED LION CABINET COMPANY
RED LION, PA.
Makers of the famous Red Lion Furniture
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APPEALING beauty-—design that delights—lovely wood, soft, warm finish,
give this new cabinet exceptional sales impetus.

Built exclusively for Atwater Kent sets—available through their jobbers
this cabinet will augment set sales—-increase profit on each sale.

Pilasters of diamond matched Oriental walnut plywood—doors of half dia-
mond matched Oriental walnut—Carpathian elm arch overdoors.

Sturdy—produced by one of America’s finest and largest cabinet shops;
beautiful-—designed by a leading authority in furniture design.

Sell A K sets complete with cabinets —don’t be satisfied with one profit when
you can get two.

THE RADIO MASTER CORPORATION — BAY CITY — MICHIGAN

One of the Ward Industries

CRadioMaster Cabinets

THE SETTING BEAUTIFUL FOR ANY RADIO
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Open View

of ATWATER KENT
Cabinet by ADLER-
ROYAL.

Note how doors fold
back flush with sides.
Appeuarance just as
alitractive open as
when closed.

This special ADLER-
ROYAL feature thor-

oughly protected hy
deaign patents.

Compare this
A-K Cabinet by ADLER-ROYAL

with any other in the same price class and let
your customer decide . . . that’s all we ask.

Consumer preference speaks louder than
words. Send for facts . . . and your samples.




28

Radio Retailing, A McGraw-Hill Publication

This New Set

nd

This Old Name

offer unusually
profitable business
to live dealers

N the 1930 Model Browning-Drake
you can offer your trade a degree of
selectivity, distance - getting, tone

quality and pleasing appearance unsur-
passed by any set within its price range.
In fact, we welcome serious comparison
with any set on the market.

Bearing a name that has always stood for
quality in radio, this new set was eagerly
received by both wholesalers and retailers
as soon as they heard it.

It will have ready acceptance among all
dealers who know what constitutes sale-
able quality in a radio receiver.

Six models, table and console, heater and
screen grid types.

Send for full information
and territories still open.

BROWNING-DRAKE CORP.
226 Calvary St., Waltham, Mass.

Builders of Quality Radio far Five Years.

Model 53—Table Model, Screen
Grid Type
List $102.50, less tubes

Model 63—Table Model, Heater
ype
List $98.00, less tubes

Browning-
Drahke

Model 54

Some Details
You’ll Want to Know

1. Semi-automatic tuning 9. Yoltage regulation ad-
—both kilocycles and justment.
call letters on dial. L.
10. Power unit integral

2. Five tuned circuits— part of chassis.

nine tubes.
3. Tuned antenna. 11. Large size (12-in.)
. dynamic speaker.
4. Push-pull audio (245
power tubes). 12. Phonograph, lh_o.rt
5. Power detection (plate wave and television
rectification)}. connections.
6. Hum eliminator. 13. Selected walnut and
American gum wood
7. Band-pass filter effect cabinet.

(10 KC selectivity).

8. Mershon trouble- 14. Hand-rubbed satin
proof condenser. Diuco finish.

Model 54—(Screen Grid) Small Console—(38x26x14)
$142.50, less tubes

Model 64— (Heater type) Small Console—(38x26x14)
$137.50, less tubes

Prices slightly higher west of Rockies

2

RADIO

Nearly 1,500,000 people are using Browning-Drake Sets

»
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UTTING CORNERS plays no part in
the Hygrade manufacturing policy. |
Hygrade Radio Tubes are built on a qual- |
ity level — not in the valley of low price.

|
|
| When you sell Hygrade Radio Tubes,
Y Yd
1 therefore, you're selling more than tubes,
you're merchandising better reception.

) A BETTER TUBE”

==t "}

HYGRADE
Radio Tubes

Made in Salem, Massachusetts by

HYGRADE LAMP CO.

29
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A New Opportunity

Jor Profit!

N the month of June, this ycar, the

Capehart Corporation opened a great

new factory at Fort Wayne, Indiana.

Just 17 months before, the business started from a
mere idea in a shack at Huntington.

Phenomenal growth based on immediate and wide-
spread public response. Those who have been iden-
tified with the Capehart during this period have
made big money. And still the business is in its
infancy. Merely the surface of the market has been
tapre . The Oﬁ)portunities for real big profits are
still ahead. The business has grown so fast that
many valuable territories still remain untouched.

The Capehart Organization is building its dealer
organization carefully. It has a valuable franchise
to award—one that is worth big money. It presents
a new opportunity for profit to established
responsible dealers who have the energy and ability
to develop its tremendons possibilities.

The Musical Marvel
of the Age

The Capehart Orchestrope actually solves the
problem of music for hotels, restaurants, refresh-
ment parlors, roadhouses — in fact any place of
amusement or recreation that caters to the public
in any way. The Capehart brings all the advan-
tages and profit of music to establishments which
never coul(l afford it before.

The great sale and tremendous enthusiasm which
has greeted the Capehart is proof that the business
establishments of the country have been waiting
for just such an instrument.

Mail Coupon for Details

If you are interested in a new activity which will
not interfere with your present business—one that
is bringing a profit of $2,000 to $5,000 a month to
others, one that will take out the gaps in your yearly
sales curve, one that has so large a dollar margin
in every sale that it pays you well for every effort
—send the coupon at once for full details. Those who
become identified with the Capehart organization
now are getting in on the ground floor, with all that
such an opportunity offers. Don’t wait until the
ground floor is taken. Please write us at once.

THE J CABEJHART,

THE CAPEHART CORPORATION

Fort Wayne, Indiana

Plays 36 Selections

The Capehart Orchestrope offers the
most complete line of automatic
phonographs in the world. Each
model plays 56 selections, 28 records
on both sides, without repetition.
They operate 24 hours a day, if de-
sired, without even 1 moment’s atten-
tion. The tone, brought through
three stages of audio amplification

ARISTOCRAT MODEL
Vxquisitely designed for w-  and a dynamic speaker, is startlingly
inthe finest clubs and homes. true to life. The volume is 8dj'ﬂl8t le

to any requirement. Supplied with
or without coin-operating attach-
ments. Also with
as many as five
anxiliaryspeakers.

AUDITORIUM
MODEL
Recommended
for public audi-
toriums. dancing
academies, ete,

OUTDOOR MODEL
Specially built to meet
great volume outdoor
requirements. Fireproof
and weatherproof.

The Capehart Corporation
Dept. C-485 Ft. Wayne, Indiana

Please send me, without obligation, descriptions of all Capehart
Orchestrope models and details of the Capehart Dealer’s Franchise.

5’\{0 me
Address

City State
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Smashing
overnight success
scored by

Kyleectron

Nothing like it
in the industry

Never before have dealers been
offered radios with the profit-
making—=business-produecing
possibilities of the Peerless
and Courier Radios

eyt isn’t radio . . . it’s the human voice*’

adh .

31
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World’s

greatest

Double this season’s profits

EVER BEFORE has anything in radio achieved
the overnight success that followed the intro-
duction of Kylectron. It has swept the country.
Thousands of people have heard it and marveled.
Thousands more have heard about it and be-
sieged dealers with inquiries as to what Kylectron
is, what it will do, how it sounds, when can they
get it.
Kylectron is making radio history—and no won-
der. It is as revolutionary a development as was
the first tube set, the first dynamic speaker.

And the reaction of radio authorities to Kylec-
tron is being felt throughout America. Millions of
people who know absolutely nothing about the
mechanics of a radio, instantly realize that here is
something really different. Already sales are
reaching new high records. Firmly entrenched
competitors—old established companies whose
products have been on the market for years—are

equipped with

concerned about the inroads being made by the
new Kylectron.

Kylectron is available now on radios built by the
United Reproducers Corporation. Dealers who
have lined up with this powerful organization are
reaping the rewards of their foresight. Enthusi-
astic reports are pouring in from every section of
the country. They tell of bigger sales—sales that
are won by a single demonstration. They tell of
lower selling costs—quicker turnover—lower over-
head—larger profits. If this is what you’re after,
don’t overlook the opportunity offered here.

A Price for Every Pockethook

Kylectron is offered in two complete lines of
radios, which are surprisingly reasonable in cost.

The first of these two lines is the Peerless—finest
radios made. Peerless radios have everything. The
chassis is the last word in radio engineering em-
bodying every modern improvement. Cabinets are

SIS e

J 3=-Sereen Grid Tubes

Most radio manufacturers
try to get by with one or two
screen grid tubes. But Peer-
lessradios are equipped with
three—as in the costliest of
radios, This is just one cx-
ample of how quantity pro-
duction under the direction
of a single organization per-
mits the highest quality

construction at low cost.

Everything else is right, too.
%i Complete shielding, ball-

bearing condenser opera-

PEERLESS MODEL 23

The console of this model Peerless is really a
triumph of the designer’s art. It stands forty-
eight inches high and is made of selected and
matched American walnut and gumwood.
Notice the hand-carvings. A truly beautiful
piece of furniture. Finished in lacquer. A. C.
operated and equipped with Kylectron.

PEERLESS MODEL 25

This model is a combination phonograph and
radio. It enables one to hear his favorite rec-
ords played with the sume deep-toned reso-
nance, volume and fidelity of reproduction that
comes from Pecrless radio reception. Electri-
cally operated throughout. Ample space for
records. Instantly changed from radio to
phonograph operation by turning a switch.
This model is equipped with the Kylectron.

tion, the most improved
systems of radio and audio
frequency amplification,
sturdy construction

throughout.
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radio sensation

with United Reproducers lines

Kyleetron

really triumphs of artistic design and honest con-
struction. Retail prices range from $195 to $600.

Then comes the Courier line—biggest values
known to radio buyers. Everything that radio
buyers have dreamed of—at low cost. Prices on
this line are $85 to $165 retail.

One of these two lines, or both, are all you need
to forestall all competition in your territory. Su-
perb quality that appeals to those who want the
finest radio available. Price for those who insist
on perfect radio reception but who also have to
count the cost.

Advertising Designed to
Help You Sell

We have a marvelous story to tell about Kylectron,
and Peerless and Courier Radios and we are telling
it in a way that will bring the greatest benefits to
you as a United Reproducer dealer. We are not

scattering or wasting our fire but are aiming our
guns at the places where your prospects live.

Newspapers by the hundreds—bill boards at all
strategic centers—broadcasting over important
chains—all combine to get across the amazing
story of Kylectron to people who will come to you.

If you want to increase your radio sales and
profits—with the least amount of time and effort
—we urge you to join us in the most outstanding
merchandising and advertising offensive ever in-
augurated.

Talk to your distributor. If he doesn’t handle
these great profit-makers, then lose no time in
coming direct to us for full particulars. Radio’s
biggest season is fast approaching. Don’t put off
action until too late. Rush a wire through at oence.

UNITED REPRODUCERS CORPORATION
Rochester, N. Y.

(Complete license prolection)

Note These Features
The receiving set used in all
Courier models is an eight-
tubereceiver. Asin the Pcer-

less, there are THREE
SCREEN GRID TUBES.

Think what this meansina

radio costing as little as the

Courier. It is fully shielded
and utilizes the best types
of detection and amplifica-
tion. Single dial control—no

trimmers. Four-gang, ball- f

bearing condensers. Die-cast

construction. And these are

just the high lights.

v

COURIER MODEL 651

This beautiful console, standing forty-twoe
inches high, will be welcomed by those who
appreciate good design and fine cabinet work.
The woods used are American walnut, Car-
pathian elm, fine gumwood and maple. Fin-
ished in lacquer. Equipped with improved
seven-inch dynamic speaker.

COURIER MODEL 653
This console is slightly larger than Model 651,
standing forty-eight inches high. Its front and
doors are of matched burl walnut overlaid with
burl maple. Other parts of the cabinet are of
American walnut and gumwood. The design is
in keeping with the most modern trends and
the console will harmonize with any scheme of
interior decoration. Equipped with Kylectron,
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Peerless

Dynamic Reproducers

The standard of the industry

HE Peerless Dynamic Reproducer

is a revelation. Attached to any
radio receiver, it produces a quality of
tone and a volume that is as far above
the ordinary speaker as the tone of the
modern electric phonograph is above
that of the old-fashioned talking ma-
chine that used a horn.

The Peerless startled the world with
its new and better construction. No
such sturdiness, for instance, has ever
been seen in a radio speaker. It is truly
“built like a battleship’’ and because
of this, gives every Peerless owner

many years of care-free service. That s
why dealers like it, too—service calls
are practically climinated.

Peerless Dynamic Reproducers are
made in a number of models and for
use with any type of electrie current:
25 and 60 cycle, 110 volt, A.C.; 6 10 81
volt, D.C. storage battery; 32 volt D.C.
farm lighting; and 110 volt D.C. house
lighting current. Completely equipped
with cords, ready to attach.

New low prices this year—from $14
to $45 retail.

PEERLESS MODEL 19-A

One of the most popular of the Peerless line

of Dynamic Reproducers. Encased in a beauti-

ful carved walnut cabinet of Gothic design.

Equipped with a nine-inch dynamic speaker,

it delivers volume enough to £ill a hall if de-

sired, with a quality and sweetness of tone that
is truly wonderful.

Newcombe-Hawley

Speakers

Quality . . Volume . . Price

NEWCOMBE-HAWLEY
MODEL N. II. 37

‘This is a portable reproducer with Newcombe -
Hawley dynamic cone unit of the most im-
p d desi It in a beautiful cabinet
of grained walnut which carries an instant
appeal because it harmonizes so perfectly with
the furnishings of any living room. Used with
a good receiving set it produces a marvelous
guality of tone and ample volume.

HEN you sell a Newcombe-
Hawley — you’ve sold it, and it
stays sold. It’s a quality produet, al-
ways has been, ever since it was first
put on the market. And now, with one
of the country’s largest radio-pro-
ducing companies back of it, even
better quality will go into these speak-
ers. Everything will be done to make
Newcombe-Hawley theoutstanding
line of speakers in their field — both
as to quality and sales volume.
Prices, too, will be more attractive.
They are lower this year, ranging from
$12 to $45 retail.
Newcombe-Hawley Speakers are

" made in a variety of models in both

the dynamic and magnetie cone types.
And in the case of the dynamic types,

there are models for use with any kind
of electric current. Fully equipped
with attachment cords.

Write for Details
Today

Already the United Reproducers’ fran-
chise is becoming the most valuable
one in the radio business. Dealers
everywhere are taking on one or more
of its lines. Decide now to get in on the
ground floor of what is certain to be
the grcatest money-making proposi-
tion in radio. United Reproducers’
products are not only going to be un-
usually profitable for dealers, but they
are going to do a real job of building
good-will. 'The products arc right.

UNITED REPRODUCERS CORPORATION

Rochester, N.Y.

The United Reproducers Corporation is the result of the recent merging of four great
\| radio producing companies: The United Radio Corporation of Rochester, N.Y.; The ("
q Precision Products Company of Ann Arbor, Michigan; The Newcombe-Hawley Com- t
pany of St. Charles, Illinois, and the Buckeye Manufacturing Co. of Springfield, Ohio.
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- WHICH

MAN UFACTURERS

ELECTRICAL

TUNING

)

- WILL
EQU‘IP THEIR SETS |~/
bodihis | Olglﬁa;z"’:;?sret
 SLEEPER
. REMOTE Watch Out!

After January 1st, 1930,
selling radio sets which
are not equipped with
SLEEPER REMOTE,
AUTOMATIC
ELECTRICAL
TUNING,
will be like selling auto-
mobiles  without self-
starters.

5 \

/ \ \
In Any K
Room.

Hand Tuning

Cannot Be Sold in Competition
With Remote Automatic Electrical Tuning

ONSIDER an average hand-tuned set
which you retail at $125. Will you be
able to keep these sets moving when your
competitor down the street is offering an

equivalent set, but with Remote Electrical
Tuning, at $135°?

Think that over. And then consider the extra
profit that he’ll make by installing two or
three remote control boxes.

INFORMATION for
DEALERS, JOBBERS

That’s why you want to find out at once if
the manufacturers whose sets you are now
handling are Sleeper Research licensees.

Such manufacturers are licensed for remote
dial tuning and also for remote push-button
pre-selection, giving them the choice of both
methods of Multiple Remote Electrical
Tuning, and the only low-cost, trouble-free,
simplified systems on which dealers can
safely build profitable sales plans.

Werite at once for complete information on sets equipped with Sleeper
Remote Electrical Tuning. Be sure to give the names of sets which you
are now selling.

SLEEPER RESEARCH LABORATORIES, Inc.

416 West 33rd Street

M. B. SLEEPER

New York City




Radio Retailing, A McGraw-Hill Publication

An Eye-Opener!

No further proof required! of this complete, portable, simplified radio-labora-
Every Service Man and Dealer MUST be lory . . . in a carrying case providing compart-
equipped with SUPREME DIAGNOMETER ments for all necessary tools, adapters, tubes <
Model 400-B if he is to profitably solve every and accessories.
radio service problem. The greatest medium available for producing
No other testing device or equipment on the service profits—creating good will-—and in-
market approaches the great range and flexibility creasing sales of receiving sets!
The following is a comparison of the Supreme Diagnometer with the |
three leading set testers, and the most popular test board on the market,
| which sells for more than double the price of the Supreme Diagnometer.
| “x” indicates YES. Blank space indicates NO,
| | Set Set | Set
Tests, Functions and Facllities | Test:r Tester S"J{:g’"e | Tester B'Lzsrtd
SUPREME { A" | VB | nomeler : uer
[quTc"DTE%m] I 1 D. C. Filament Voltage Reading...... x T x X X X
AT CogRoRMio A. C. Filament Voltage Reading..... x | x B X X
: Plate Voltage Reading........................ 3 E_T— Y X X
Plate Current Reading......... X | x X X X
Simultaneous Plate Current and Voltaze Readmx X | x X X
Grid Voltage Reading................... ... x| x X X x
Cathode Bias Reading.......... peld - - oa- m X X x X X
Screen Grid Voltage............ 40000000 d o X 1 X x X X
Control Grid Voltage........................ X [ —~ X X X
Anslysis Without Use of Adeapter. . .. e X X | X X
Line Voltage Reading........................ X X X x
Locate Unbalanced Secondaries. . ... X x
Reads Both Positive or Negative Cathode Blaslng _ S
Oscillation Test of Tubes...... - X
A. C. Line Tube Testing........... 90000a00aaL 3
Blas Emission Tube Tester................... 3
Tests 15-Volt Filament Tubes Independent of Radio -
Tests Screen Grid Tubes Independent of Radio. . . L
Tests Overheed Filament Type Tubes Independent
] - Of RAALO. v it - foui? o o v o 405 3o £ B2 ! (B8 2 aa [ x
Turn Servlce Worrzes Tests Both Plates '80 Type Tubes............... £
I S l d P ﬁt Rejuvenates Thoriated Filament Tubes Out of Set. . 5 t
Without Removing from Set..... ........... - 3
ntO a €S an ro 8 D. C. Continuity Tester Without Batteries. .. .. N _u
OLLOWING the enthusiastic reception Furnishes Modulated Signal for Testing. .
given SUPREI\_II‘_] DlAG:\VO)lETER J\_’Iodel Synehronlzing— |
400-B, at its initial showing at the Chicago ) — _
RMA show dealers everywhere are placing | By Thermal—Meter Method... ... . ... ... e {
orders in such volume as te prehibit promises By A. C. Meter Method. ... .. (K [‘__
of immediate deliveries. By Audible Method. ... .. e |
PLACE YOUR ORDER NOW! Orders will be Neutralizing Signals Provided..... . .... . [ i
accepted for future dell'ivery 0“ s‘:)('ciﬁe(]l déllte: Thermo—Couple Movement Meter. .. .. ..... . . __I
1A e ——
Eh L it bl e o ke Tess Gin of Audlo Ampies. (s s ) —
of this plan to avoid later disappointments. Measures Up To 250 Mils. A. C. Current. .. | - }
Most good distributors carry the SUPREME External Use of Meters...... — | i . 4
DIAGNOMETER in stock. If your distributer Of 750 D. C. Meter..... B e 3 | X
cannet supply you, send your order direct on Of 750 A. C. Meter........... o X x| X
this order form. | Of 2.5 Amps. Milllammeter. . ... ... | x| |
{ Measures Capacity of Condensers .01 to 9. Mfd X | X
Tests Charger Output by Meter.............. a4 B
SUPREME INSTRUMENTS CORP. Bridges Open Audio Stages for Tests......... | X ‘ |
334 Supreme Bldg., Greenwood, Miss. Positive Milliammeter Protection for Tube Testmg | { |
500,000 G Ohm Varlable Resistor for Testing. ... y X
Please ship .. ....... SUPREME DIAGNOMETER 30-Ohm Rheostat for Testing................. |
Model 400-B, on the basis checked below. Self Contatned Power Plant for All Required Tests. { | | l ‘
O Net Cash—$139.50 F.O.B. Greenwood. M ss. —
O Time- paym_itggsl’sl:nc“h ) 3 T e? (TR Percentage of EFFICIENCY. ... ... .... 389% 6 Y 1009, 26% 369,
ments of $15.00 each. F. O. B. |
Greenwood, Miss l - — —

(No dealers discounts)

Date of shipment

Signed. .................... . ... ... F &3 h
Firmname. ......... ... ........... e 18
Street address..................... Ve S
Clty. . ... B 6ot g

R e v roeeee o Radio Dia gnometer

Address......... Dlstnbufﬂf ............... = ; :
| e e o | Makes every,test on any Radio Set-

| Address..... ... 00 e 0020000000 050000
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POPULAR

ZENITH now presents

its complete line of 15™ anniversary
radio receivers...values unprecedented
in radio history...exclusive year-ahead
engineering advancements.........



The set that marks
an entirely new
epoch of radio val-
ues in the quality
field providing Zen-
ith superiorities in
engineering ad-
vancemenl, design
and construetion at
a price hitherto con-
fined to the aver-
age popular-priced

"'-°".9..P!§.M.'!C‘~RAD I o

fier) tube.

175

CHARMING low-boy console, combining the dignified severity of carly
American design with the classic Gothie motif. Front is of matched
Butt Walnut; top and sides of Walnut; overlavs of Australian Lacewood.
Replete with revolutionary features. Genunine Automatic Tuning, of
course. Radically new, specially designed Screen-Grid circuit.. ..
DOUBLE Push-Pull audio amplification. ...insuring, at last, the
sought-for perfection of screen-grid operation, and attaining entirely
new heights of ‘undistorted volume. 12-inch Zenith Electro-Dynamic
type Speaker .. .. further emphasizing the famons Zenith Humanized
Tone. Linear Power Detection. Selt-Healing Filter Condenser. Simple
selectivily adjustments. Automatie Phonograph Switch.

MODEL 52

Employs nine
tubes, including
rectifier,asfollows:
three type UY-224
Screen-Grid tubes;
threeUY-227tubes;
two UX-245 tubes;
one UX-280 (recti-

({ Western United States
prices slightly higher.)

FIFTEEN years ago Zenith pioneered the way in specializing on
the finest type radio receivers—grasping the qua ity leadership
of the radio world from the very start. For over a decade and a
half, each successive season’s output of receivers, through sheer
merit and performance, sent that leadership soaring to a position
where Zenith has become the world’s acknowledged standard of

fine radio.

Few, if any, radio manufacturers can claim a heritage of tradition,
a series of engineering triumphs, or the priceless experience of

Zenith’s background.
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MODEL 53

Employs nine
tubes, inclnding
rectifier,asfollows:
three 1ype UY-224.
Screen-Grid tubes;
threeUY-227tubes;
two UX.243 tnbes;
one UX-280 (recti-
fier) tube.

s 2 7 leas
tubes
(Western Unlted States
prices slightly higher.)

With builtin
13-inch Zenith
Electro-Dynamic
type Speaker.

[}
Moo !
LT T 1 e e
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THE artisiry of Zenith cabinetry shares with Zenith engineering
skill in producing this extraordinary radio receiver. For beneath the
exquisite exlerior of Jacobean beauty, developed of finest Walnut
Veneers, is progress in radio performing ability beyond anything that
has come before. Here is not only genuine Automatie Tuning, but a
host of outstanding, revolutionary improvements. Sereen-Grid circuit
plus DOUBLE Push-Pull audio amplification. Automatic Volume
Control. Automatic Station Indicator. Automatic Silencer between
stations. Linear PowerDetection. Self-Healing Filter Condenser. Simple
selectivity adjustment. Automatie Phonograph switch.....and many
other definitely NEW features. A remarkable value!

And now, simeltaneously with its Fifteenth Anniversary, Zenith
introduces a new and revolutionary era in radio-value giving. The
news breaks to the public —“Zenith quality at popular prices.”
That’s all they need to know to buy!qNow everybody can afford
a Zenith.

The addition of a gigantic, new seven-acre plant to the already
vast Zenith faetories, plus Zenith’s own manufacture of cabinets,
steps-up production four times and lowers the ultimate cost. And
year-ahead engineering advances endow Zenith receivers with the
most distinctive and szﬁes-clinching features in radio.



Loop-operated. No
outside antenna re.
quired. 12-inch
built-in Zenith Elec-
tro-Dynamic type
Speaker.

DISTANCE »

A0l AR

Y

t.
\.
‘
;‘_‘
AR
i,

MODEL 54

Employs nine
tubes, including
rectifier,asfollows:
three type UY-224
Screen-Grid tubes;
threeUY-227tubes;
two UX-245 tubes;
one UX-280 (recti-
fier) tube.

$395 i

{Western United States
prices slighily higher.)

R . . -
FIRST to perfect a successful loop-operated radio receiver, Zenith now
brings to this ingenious ly‘»e of radio all the improvements and ad-

vantages of ils sensational

y new, specially designed Screen-Grid cir-

cuit. DOUBLE Push-Pull audio amplification. Linear Power Detection.
Self-Healing Filter Condensers. Automatically Tuned, of course. Also
Automatie¢ Volume Control. Automatic Station Indicator. Automatic
Silencer between stations. Automatice Phonograph switch. A receiving
instrument of remarkable power, sensitivity and selectivity. Encased in
a console of extracrdinary beauty designed in the Charles II motif.
Carefully chosen Matched Butt and striped Walnut on the top and
sides. The rich carvings and lower structure and mouldings are of solid
Walnut. The instrument panel is of Carpathian Elm Burl.

Zenith celebrates its Fifteenth Anniversary with a concentration
of plants, personnel, equipment, engineering and resources—lpro-
ducing the highest Zenith quality receivers at values unheralded
in radio history.

Radio has never known such value. Dealers have never known a
greater opportunity for quick and profitable sales of quality
receivers.

Check the roster of Zenith engineering improvements. Every one
an invaluable selling feature. And now — Automatic Tuning, that
greatest of all radio advances, formerly incorporated only in the
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MODEL 55

Employs nine
tubes, including
rectifier as follows:
three type UY-224
Screcn»gr'rd tubes;
three UY-227
tubes; two UX-245
tubes; one UX-280
(rectifier) tube.

$700 i

(Western United Stater
prices slightly highe+

HERE is not merely the last word, but the future word in radio
craftsmanship .... combining every Zenith contribution te perfect
radio reception with the ultimate in perfect radio operation—Zenith
REMOTE CONTROL. Simple in operation.. .. proven by unceasing
tests....unfailing in accuracy. Model 55 gives you Zenith perfected
REMOTE CONTROL plus all the new Zenith features in all the new
Zenith models. Loop-operated . ...no outside antenna required. Screen-
Grid circuit—DOUBLE Push-Pull audio amplification. The magnifi-
cent cabinet is of ltalian Renaissance design, combining the finest
quality Butt matched Walnut Veneers, selected stripe Walnut, and
solid Walnut. The instrument panel is of rich Carpathian Elm Burl.
Equipment includes 50-foot cord for control feature.

higher priced Zenith receivers, becomes a universal feature of
the Fifteenth Anniversary line.

To exclusive genuine Automatic Tuning —add Double Push-Pull
Amplification, a specially designed Screen Grid-Circuit that in-
sures perfect Screen-Grid operation, Automatic Volume Control,
genuineElectro-Dynamic type Speakers, exquisite Zenith own-made
consoles, and a host of other major advancements. All dominant
features that establish Zenith in one outstanding quality class,
at prices that putZenith in every possible price class. You’ll sell
four where you sold only one before.

e



 what-ZENITH’S
5™ ANNIVERSARY

means

to ZENITH DEALERS

OR fifteen years the Zenith franchise has

paid high dividends in sales and profits.
Even at the Zenith high price range exislt-
ing heretofore,Zenith receivers have always
been oversold. Their quality appeal was
pre-eminently successful and production
never fully met the public demand. Now, on
this Fifteenth Anniversary, greater Zenith
quality, plus new and extremely lower
prices, plus greater production volume,
puts Zenith in a dealer profit class unheard
of in radio. The value of the Zenith fran-
chise quadruples, and even more, your sales
possibilities. This is the first time that re-
ceivers of Zenith’s reputation and acknowl.
edged engineering leadership have ever
been offered at prices so advan tageousto the
public purse. What this means in sales and
profits, you as a dealer can promptly gauge.
The Zenith Fifteenth Anniversary presents
a wonderful opportunity — grasp it! Wait
not a minute! Get in touch with your dis-
tributor now.

ZENITH RADIO CORPORATION

3620 IRON STREET - . CHICAGO, ILL.

THE WORLD’S LARGEST MAKERS OF HIGH GRADE RADIO



Pattern 409,4-Instrument
Set Analyzer, designed es-
pecially for expert radio
service men, gives plate volt-
age, plate current, filament,
and grid volta%‘es simulta-

neously. Same high quality
throughout as Pattern 199.
List Price, Pattern 409, $122.50

Dealers’Price$91.88

M M 29 YEARS MAKING GOOD INSTRUMENTS Ly N
T AR
" | &
‘“m!“l " T ——— =l unll |||||||m

199 Se
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booklet, “Instruc-
tions forServicing
RadioReceivers.”

Jewell Pattern 210 Tube
Tester gives direct reading
on all tubes from UV1gg to
UXzs50, including half and
full wave rectifier and screen
grid tubes. Every dealer
should have this valuable
tube tester.

List Price, Pattern 210, $65.00

Dealers’ Price$48.75

s

Analyz_er

List Price, Pattern 199 -
Dealers’ Price - -

Mail the coupon
for a free copy of
the valuable

‘ 1650 Walnut

Please send us your bookl
pose cing Jewell Hig
aGntc:\dlzti{is“i‘: Sceot‘:reice Instruments.

Address - ----==--===""""""""""

JEWELL
199 SET ANALYZER

A High Grade Instrument
Backed by a thorouqgh Data Service

THE inherent accuracy and complete reliability of
the Pattern 199 have gained for it the confidence
of service men from coast to coast.

Nearly thirty years’ manufacturing experience, com-
bined with painstaking care in design, has perfected
the large 334 inch face instruments used in the 19g.
Thousands of these instruments have been proved in
exacting industrial applications.

The Jewell 199 not only makes every worth while
radio test, but does it accurately, stands up well in
service, and at the same time is the lowest priced,
high grade set analyzer on the market today.

In addition to the high quality and low cost of the
Jewell Pattern 19g, it is backed by the most thorough
and complete data service available. Jewell “Instruc-
tions for Servicing Radio Receivers,” furnished with
every Pattern 199 Set Analyzer, contains checking
data on sets of leading radio manufacturers.

$97.50
$73.12

Pattern 198, which includes the 199 in a large case
with compartments for replacement tubes and tools

List Price
Dealers’ Price - -

$110.00

$82.50

. ent Company ‘-
ell Electrg:t:ielt?::“h!‘:g‘o' Hilinois ‘
s
s

et, “Instruce
for Servicing R?dio Receivers,

- e u w8
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BRUNSWICK RADIO

1999 ruror

PANATROPE WITH RADIO
= BRUNSWICK RECORDS

PORTABLES

YOU WILL WANT IT: A FULL
MUSICAL REPRODUCING LINE

EXCEPTIONAL VALUES
REMARKABLE PRICES
MUSICAL PRESTIGE
FINANCIAL STABILITY
DESIGN AND TONE
NATIONAL ADVERTISING
TERRITORIAL CONTROL

MINIMUM SERVICE REQUIRED

PROFIT THRU QUICK SALES
AND TURNOVER

10 UNUSUAL FURNITURE APPEAL

11 TREMENDOUS MANUFACTURING
FACILITIES

12 A CRITICAL TEST NEVER
BEFORE MADE

OV 0 N O U & W N e

12 REASONS WHY YOU SHOULD HANDLE
BRUNSWICK DURING 1929

THE BRUNSWICK-BALKE- COLLENDER Co.

NEW YORK, CHICAGO v v v Branches in All Principal Cities
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MODEL No. 175
List $78 Price

g The flpest radio-phonograph
combination cabinet you've
ever seen, Completely
equipped with Rotor eledtric
Motor and turntable. Web-
ster Pick-up, and compart-
ment far reccrds. Place any
radio and speaker you desire
in this cabinet, and think
of the compelling price at
which you can seil the eom-
plete combination! It means
quick profit and business

£ for you! Send today for

sample! Utual trade dis-
counts!

A SR

2y

CTION—profit—for every Dealer, every Jobber

. . . these new Carryola products are here to make
money quickly for you! They sell hand-in-hand with
radio . . . giving you a price range low enough to
bring the whole popular market to you . . . making
your store headquarters for things musical, because your
line is complete!

THE ROTROLA
List 345 Price b

Every radlo owner on your hooks Is an
instant prospect. It plays phonograph
records right through their radio-—elec-
trically-—with full vglume and finest
tone. The Rotrola is equipped with
the Webster Plek-up, and the famous
Rotor 60 cycle A.C Mator. Send today
tor your samplel

True it is, that we’re the world’s largest makers of port-
able musical instruments—and in maintaining this
leadership, it is fitting that we present you with the
most modern merchandise in this field. Each product
a leader in its own right—in quality—beauty—in repro-
ducing ability—ar.d value!

CARRYOLA No. 125
List $25 Price

Think of selling an excellent portable.
equipped with famous Rotor electric
motor, at the same price you have been
sefling ordinary portables. This oppor-
tunity ia before you with the Carryola
No. 1251 [Every dealer will want this
portable because it sells on sight—send
l’ortl sl'ouli sample-—step ahead of all com- So today, we urge that
etition

’ you step beyond your
competitors . . . send
at once for samples—

take the ready projit

which  these sensa-
tional new Carrvola
products offer you . . .
action now will bring

profit dollars!

. .

€ e

Allen-Hough
LCarryoela Co.

279 Walker Street, Milwaukee, Wis.

EXFPORT OFFICES
225 W. 34th St., New York City

FACTORIES: Milwaukee and New York

World’s Largest Makers of Por table Musical Instruments.
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TRIAD INSURANCE.
sells more tubes...protects your profits

Tube insurance — a radically new Triad sales idea! A
printed guarantee of six months’ perfect service — or a
satisfactory adjustment made — with every Triad Tube.
Now — for the first time the dealer can be sure of greater
tube sales and profit protection !

When a tube is

oo

Unique triangular
Triad carton. Builds
T up into a striking

4 attention-getting dis-

Ty Us Pt Ollice

é"‘ ; ‘ play. Use Triad ear-
6% i tons in your windows
: and on your counter
to link up with Triad
national magazine,
newspaper and radio
advertising.

Tune in on the “TRIADORS”—every Friday
evening 8 to 8:30 Eastern Daylight Time—
on WJ]Z and associated NBC Stations.

L

- backed by a printed
certificate guaranteeing six
months of perfect service, it must be
good! Tube purchasers realize it — that’s
the reason for the tremendous popularity of
Triad. And that’s why dealers are winning
greater sales with Triad than they have ever
enjoyed before. But that’s only the first
step — Triad does more than that for the
dealer — it protects the profits he has won.
The insured certificate assures him and his
customer of absolute satisfaction should an
adjustment be necessary. He retains every
cent of profit that he has made in the sale!
No wonder dealers are enthusiastic about
this line. For sales, satisfaction and pro-
tected profits, it will pay you to stock Triad!

Call your Jobber or write us for
complete Triad dealer information

TRIAD MANUFACTURING CO., Inc.
Triad Building Blackstone. Middle and Fountain Sts,
PAWTUCKET, R. L.
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B

t last...

AN EXCELLENT
RADIO SENSIBLY
PRICED ..iiiiid

ADIO dealers know their values . . .

for while we knew the market was

. open for an excellent radio sensibly

s priced . . . frankly, our fondest hopes

did not anticipate the tremendous del-

uge of orders which followed our success at

the R. M. A. Trade Show! For Sentinel is

priced to sell quickly and for rapid turnover
which brings you real net profit!

Model No. 666

A splemdid nine tube set. using the mew

227 tubes and two 245 tubes in push-
; pull . . handsom3 five-ply wahut
cadinet with two-tone maple overlay

a3ad equipped with the famous
Quam Bynamic Speaker.

Famous Quam -
Dynamic Speaker LIST PRICE
Less Tubes
Every important part of Sentinel Radio is made under e
our own roof, including the famous Quam Dynamic

Speaker, which has given such splendid full volume

. P o 8 Prices are slightly higher In
and fine vibrant living tone to our sets. This is but Colorado 2nd the West.

one of the many Sentinel features which have caught
the fancy of the trade . . . and held their interest,
because the fast selling radio today is the one with

Model No. 444

features! , Ao, wirsmatere teven, grid s, with
Exclusive el sl ol ey il
Pitch Control the Famous Quam Iynamic Speaker,
Every Sentinel is equipped with exclusive Pitch Con-
trol . . . making it possible for your customers to
enjoy their music just as they like it . . . and re-

member, practically every home in your community
is a quick prospect for this excellent radio—so sensibly
priced!

Have you received your samples? Are you, too, tak-
ing orders—and getting your profit on this astonish-
ing Sentinel line? Sample orders are being filled in
the order they are received . . . we want to serve
you—write or wire TODAY!

Model No. 666-C

A mcdern -radio-phoncgraph comlina-
tion, complete in every detall, and
nTered at a price you would ordinsrily
pay for a radio alone.

“You’re Safe with a Sentinel!”

SENTINEL MANUFACTURING COMPANY

9715 Cottage Grove Avenue, Chicago, Ill.
Division of United Air Cleaner Company



50 Rader Retailing, A Mt rawe-Hill Publication

MODEL No. 102 a i h bi quipped with auto-
matic phonograph and an improved radio receiver. The touch of
au electric switch converts it from a radio into a phonograph.

nly DURHAMS are gsood
enough for this Great Receiver!

DURHAM Metallized RESIS.
TORS and POWEROHMS are
available for every practical resis-
tance purpose in radio and televi-
sion circuits, 500 to 200,000 ohms
in power types; 1 10 100 Megohms
in resiator types; ratings for all
limited power requirements; stand-
ard, pigtail or special tips.

RESISTORS & POWEROHMS

INTERNATIONAL RESISTANCE CO.
2006 Chestnut Street, Philadelphia, Pa.

NY manufacturer can cut his parts

costs, but it takes leadership to aim

at quality reception as a means of
winning a quality market, such as Steinite has
done in a few short years. Steinite operates
on the principle that you can get out of radio
only what you put into it. And so Steinite
means a quality circuit embracing every prac-
tical modern idea, not the least of which is
DURHAM Resistors and Powerohms — the
metallized resistances which are endorsed and
used by leaders in every division of the in-
dustry. Durhams may cost a trifle more than
average resistances,but experience has proved
that their slight additional cost is cheap in-
surance against imperfect performance and
against dissatisfied purchasers. Ask Steinite!
Weshallbe glad tosend engineeringdatasheets
and samples for testing upon request. Please
state ratings in which you are interested.

THE LEADERS STANDARDIZE ON DURHAM RESISTANCES
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The NEW STAR-RAIDER
ELECTRIC PHONO-TABOURET

Provides Endiess Sates Possibilities

Continental offers the industry something entirely
different—entirely new. Its sales possibilities are new
and limitless.

The Star-Raider Electric Phonoe-Tabouret makes its
bow this month.

It is an electrical phonograph built into an end table.
It plays any disc record . o . operates with Star-
Raider R-20, R-25, R-30, or any radio having a pick-
up jack. Records are played through the receiving set
amplifier, and reproduced by the loud speakis, It
makes a combination for far below the usual cost.

This latest of Star-Raiders can enter any market. It
leads the parade for appearance and performance,
style and originality.

What an opportunity Stai-Miliders offer the industryl
For the public now buys radios as musical Instru-
ments . . . and Star-Ralder Is the answer from this
year on.

CONTINENTAL RADIO CORPORATIGHN

FORT WAYNE, INDIANA
/4UCCKSSOR YO THE SLAGLE RADIO COMPANY)

the

TAR -

The Star-Raider Electric Phono-Tabouret
holds its own records, stands anywhere in
the room, and on Star-Raider Radios may
be left connected permanently. Cabinet of
American Walnut, finely veneered, serves in
addition as a bookshelf. Price complete,
$150.00.

RAIDER

America's Finest Radio Made Finer

51
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T
AHERE IS ONLY ONE CHAMPION

.+« . tube performance and sales
performance that can’t be beaten

NOWHERE can you find a tube to outperform the Champion. No-
where is there a tube that functions more brilliantly than this
one—nowhere a tube more finely made—nowhere a tube so good
through and through. This is good news, indeed.

But more good news. A spectacular advertising campaign is getting
Champion the warmest popular welcome a tube was ever accorded.
From city square to country corner the Champion is being men-
tioned. By air, by newspaper, the Champion story is being told every-
where—week after week. Millions are heginning to look for the
Champion trade-mark—beginning to insist upon Champion per-
formance. This is an ad‘vertising campaign that has started real sales
excitement.

So, make sure of this. Get in on these new grown profits. Stock

' ' Champions. Display Champions. Sell Champions on this new wave of
) s Champion popularity.

TEST THEM IN THE BOX

You know the Champion by its unique
package. Each tube can be quickly tested
without removal from the package. But,
if the test alone is not enough. remember
that every Champion is guaranteed to RAD' O I U B ES

give perfect satisfaction to the user and ¢ ¢ o
any just claim by a Champion tube user

will be promptly allowed.

MANUFACTURED BY THE CHAMPION RADIO WORKS, INC,, OF DANVERS, M ASS.
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THE “JACK HORNER” SPEAKER

"THERE is something new in Radio Speak-
ers! A uniqueidea....fundamentally new....scien-
tifically sound . . . . not just a change in appearance.
The Jack Horner Dynamic (and the Little Jack Horner
Conamic) Speakers bang in the corner . .. .out of the
way . . . . beautiful decorative panels of hand rubbed
walnut. Jack Horner has a 40 inch baffle and repro-
duces fundamental frequencies as low as 90 cycles.
Hear its fine tone quality . . .. extreme naturalness!
See its splendid appearance!

The sales sensation of 1930! The dealer
who wants his share of Speaker Sales will show Jack
Horner.

MANUFACTURING CO. ST.CHARLES.ILL.

The New

OPERADIO
Dynamic
CHASSIS

Different, better! Its
sturdy, compact design
permits entirely new
conceptions in portable
speakers. Its fine per-
formance, sensitivity,
volume, tone sweetness
and power will please
you. Manufacturers—
write for prices.

Yos.

7\

53
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in everything that counts in an Electric Pick-up
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SUPREME/

ALES-PRODUCING features — engi-
neering leadership, correctness of
design, precision manufacture,and

a resulting magnificance of tone — you
get them all in the newest, finest
Webster Electric Pick-up!

What a profitable success it has been
for dealers everywhere. The few weeks
since its introduction have proved this
irrefutable. fact:

The public wants Webster’s product!

They recognize the Webster Electric
Pick-up as a perfect medium for the
true reproduction of music in any form.

Accurate, life-like interpretation of in-
strument or voice, in soft whispers or
crashing crescendos, determines Web-
ster selection in every comparison.
Webster tone is the logical result of the
Webster features listed below. Collec-
tively, they represent the highest pick-
up development in the sound-reproduc-
tion field.

The new Webster Pick-up is available
in two models, each for either battery-
operated or A. C. sets. Both models
are packed in attractive self-selling car-
tons—if your jobber has not stocked
the Webster, order direct,

These Features Make the Webster Supreme

Model 2B includes Pick-

up head, scparate vol-

ume control, and neces-
sary adapters.

(s

1 — The famous Webster low-
inertia stylus bearing, utiliz-
ing an all-metal pivoting ac-
tion, eliminates necessity for
bulky construction. Posi-
tively no rubber on bearings.
Perfect balance is assured.
2—The Webster Pick-up
head is small and compact,
perfectly balanced, light in
weight. Weight of head on
record only 4%, ozs. No
counterbalancing or springs
necessary.

3—Highest grade Cobalt
magnet of greatest possible
density is used.
4—Shock-absorbing arm
bearing with pivot at base
— an exclusive Webster de-
velopment. .

5 — Unique method of turn-
ing head with arm to conve-
niently insert playing needle.
6 — Volume control incorpo-
rated in base —compact and
easiest to install ~ an orig-

inal Webster feature.

7—Base is weighted. Can
be screwed to motor board
or merely set in place.

8 —Card completely con-
cealed — all bearings free
from play and chatter.

9 — Construction lends itself
easily to use of varied
lengths of arm for either
standard or talking picture
records.

L .fg 7 ik .
The New Webster Model 2A includes
Pick-up head, supporting arm, 1.ilt-in
volume control and adapters.

The Webster Electric Theater Pick-up

This special model is offered for use with
16” records operating at 3314 R. P. M.
An adjustable counterbalance makes it
possible to correctly control the weight
on the record. Provisions are made for
mounting of base with rubber bands to
obtain vibration-free mounting. Standard
length from needle point to center of
base is 12”, but shorter length may be
specified. Finished in instrument black.
Model 2D —Standard Impedance

Head ...ccoceeee.e List $25.00
Model 2D-1—Lo e

Head (200 ohm ...List  30.00
Model 2D-1 can also be furnished with
an impedance matching transformer at
$7.50 extra.

WEeBsTER ELecTrIC Co.

Racine, Wisconsin
Export Department:

154 Nassau Street, New York City

m Electric Pick-up

¢




Radio, Retailing, August, 1929 55

Here’s whal they
mean by

PUNCH!

Everywhere you hear it. *‘The Set with the
Punch” — that’s what they’re calling this new
Stewart-Warner “Series 900" Radio.

Just what do they mean? Distance-getting
ability—that’s ozething. Distant stations come
booming in with all the pep and punch of a
“local.” And power, tone, selectivity that
have set an absolutely new standard of radio
performance.

And sales-making ability, too. That’s the
“punch” that is bringing Stewart-Warner
dealers a rich reward in profits. Without ques-
tion here’s the undisputed Champion of the Air
—the set that is setting the pace—in profit as
well as performance!

It’s all made possible by the famous Stewart-
Warner balanced bridge circuit; by the last
word in tube assembly; by the wonderful new
electro-dynamic reproducer, and other super
refinements. Modern—even to plug-in for tele-
vision. Thoroughbred —even to 22-carat gold
plated connections.

Get the facts today about the Sez with the
punch, the Franchise with the punch, and the
price-range with the punch! Radio’s outstand-
ing values: $89.75 ‘to $170.50 (less tubes).
Write or wire now.

142>

Less Tubes

Approved Jacobean
Cabinet No. 35, with
Model 900, of Wal-
nut with enclosed
back and hinged
top. Height 38 in.,
width 27 in., depth
15 in. Stewart-War-
ner Radio comes in
60-cycleand 25 cycle
AC,100t0130volts,
models for any cur-
rent. Also battery

operated models.

ns

e | s { |

L)
v

on

*
*165%...

Approved Sheraton Cabinet No. 58 with Model
900 Stewart-Warner Radio, illustrated above. 8
tubes, including rectifier. **'Balanced Bridge™ cir-
cuit. New Stewart-Warner Electro-Dynamic Re-
producer. Cabinets by Louis Hanson Co., Chicago,
and Burnham Phonograph Corp., Los Angeles.
Walnut and lacewood with silent sliding doors;
height 52% in., width 25% in., depth 17 in.

* Prices slightly higher west of Rockies.

STEWART-WARNER

THE VOICE OF AUTHORITY IN RADIO

STEWART-WARNER CORPORATION
DIVERSEY PARKWAY, CHICAGO
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ENDERFEET
ERE !

The technique of radio
tube production is no
schoolboy's exercise, to
be learned in a day, a
week, or a year. ([t takes
the knowledge so pains-
takingly learned over a
period of years from the
incandescent lamp, prop-
erly attuned to the newer
concepts of physics, chem-
istryandradioscience.(JTo
this must be added the
most modern equipment,
the finest obtainable mate-
rials, the organization nec-
essary to combine all
smoothly. Satisfy all these
requirements and you have
the “SPEED’ Radio Tube.
(J*”SPEED " dealers have
the best proposition in
the field. The reason—( They have implicit
confidence in the complete line of “SPEED*
tubes—tests for volume, clarity, long-life,
quicker-heating, bear them out. ([ They have
implicit confidence in the “”SPEED** organi-
zation—J. J. Steinharter, J. J. Grossman,
Fred Guinther,—all pioneers from lamp days
and making radio tubes since 1924. ([ And,
when the product is right, the sales and re-
sales are right and the profits take care of
themselves. (@ Think it over. Write us—It
will pay you.

224 A. C.
Developed by Cable
in1928

MAKERS OF RADIO TUBES SINCE 1994
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Built/ Like /g
a z)zePiano/

RADIO /& : " ; _”

...........

The success of the new Bush &
Lane line proves that beauty
pays. For today beauty of fin-
ish and of line is the deciding
factor in almost every sale.
With a background of 40 years
spent building fine pianos, it is
only logical that beauty would
rank equal with performance
and tone in radios built by
Bush & Lane.

Get the facts on the Bush&Lane
Exclusive Franchise NOW'!

Radio Division

BUSH & LANE PIANO CO.
Holland. Mich.

et . -
— "
- - x“' 3

A Complete Line—With .};ric'es that Stadrt Whe.r-e Profits Begi;z_
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Eclipses all other
Screen Grid tubes
in the radio sun

EADING set manufacturers, so that their own
product may perform in the most satisfactor
manner, again select Gold Seal Quality to fulfill their
desires. The GSY-224. is one of the reasons why all
distributors and dealers should be in a position to
meet the country-wide demand for the demon-

strated quality and performance of all tubes of
Gold Seal make.

Technical
characteristics of the

GSY-224

Circuit requirements, special
shielding, base 5 prong stand-
ard; Height 5%”, Diameter—
183/567;, A Supply Trans, 2.5
'Volts; Filament Volts, 2.5;
Filament current amperes, 1.7;

Price range and
discount policy
information from

Has amplifier B Battery Volts; G O LD S EA L

Plate, 180; Screen Grid, 75;

C Battery Volts, 1.5; Plate ELECTRICAL

carrent, 4; A. C. plate Resist-

ance in ohms, .004; Conduct-

ance inmegohms, .001; Voltage CO.’ INC.

amplification factor, 420. 250 Park Avenue
et ool g fio New York

to iUn5sﬁ"
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There is nothing new about a pick-up. For years
manufacturers and scientists experimented with this
instrument—and there have been fairly good cnes
available, before the advent of ours. Observe,
though, that the Electro-Chromatic PICK-UP was
the first to consider MUSIC as well as mere me-

chanics. AUDAK’s aim here—as with its talking

machine reproducers, famed for realistic reproduc-

tion of DETAIL—was to create a pick-up that

would preserve those chromatic shades sc essential

to real music. Startling achievement! The trade
is still talking about it!

The AUDAK COMPANY, 565 Fifth Avenue, New York

“Creators of High Grade Electrical and Acoustical Apparatus Since 1915”
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“Look for the Flashing S—on a
green oak leaf. You won’t have
far to look—for dealers who sell
Sylvania Radio Tubes are every-
where.”

ﬁ.\ID they do look-—and find the nearest Sylvania

dealer—these millions who listen each Wednes-
day evening to the Sylvania Foresters. And
they ask for Sylvania Radio Tubes.

Up and down the country, in large cities and small—
dealers have known the steadily growing demand.

Profit in Sylvania dealership is constantly increasing.
And the dealer who enjoys that profit has price pro-
tection, uniform discounts, newspaper advertising and
innumerable personal sales-helps, to keep him happy in
this business friendship.

SYLVANIA PRODUCTS COMPANY

Emporium, Pennsylvania

nnnnnn

RADIO TUBES

Licensed Under RCA Patents
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Were Sellz’ng

) Home En tertainment

HE men who read this magazine are

I engaged in the business of providing

entertainment for the home circle.

We stock and sell radio receivers, accessories,
phonographs and combination sets.

But the customer buys all these things, let us
remember, only as the means of bringing music,
inspiration and information into his home. He
is buying entertainment. With the merchan-
dise we afford him, he can set up his own little
entertainment plant right under his own roof-
tree, keep the family at home, hold the children
in bounds, and invite in his friends and neigh-
bors. Home, once again, has, with our help, be-
come a center of in-
terest and attention.

O. H. CALDWELL,
Editor
ESTABLISHED 1925
b D
Home Mowies.
Home Talkies. o
Eventually there may be other items. But

that’s the list, today.

Radio phonographs, combination sets, and
phonograph records we long ago accepted. The
modern electric phonograph is a radio-tube
device. Phonographs thus “belong” in the
home entertainment picture, by any measuring
stick.

And now come the motion pictures in the
home.

Home projectors for showing silent movies; -
home projectors for pictures synchronized

with sound effects on
records; home pro-

jectors for talkie
films (using tube

* ¥* EJ T
But if we admit M‘l‘“ HUU ULHJ]
we are sellers of :

“home entertain-
ment”’—and are will-
ing to survey our
activities as such
rather than to think
of ourselves only as
radio men or phono-
graph merchants,
certainly we should
carry this home-
entertainment  pur-
pose to its logical end.

What are the rest
of the home enter-
tainment offerings?
Let's put down the
whole list:

Radio—and acces-
sortes,

C

N,FOLKS —

EEN )
WAITING ,
Fo You

amplifiers); cam-
eras; screens; films
—all these make up
the new stock-in-
trade of the home-

&’sﬁl; TinGs entertainmentdealer.
- WP R Yoo Here is a new art
MR, Radio Man bound to develop to
substantial propor-

tions.

Such new home-
entertainment items
will help todiversify
the radio dealer’s
lines, they will bring
new customers to his
store, they will pro-
vide new items to sell
to old customers.

And they will add

Phonographs and

combinations.

Radio Retailing. August 1929

Home movies are profitable companions

volume and profit to
his present business.
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The MENACE of the

C HAIN

An opportunity for radio leadership 1n
your community, through co-operation with
independent merchants and jobbers elsewhere

your community Mr. Radio Merchant. But like
all opportunity, you must be ready to open the
door when it knocks.
I would like to direct the thoughtful consideration
of radio merchants (and jobbers) to two items which
have recently appeared in the public press:

Harvey S. Firestone has launched a $60,000,000 effort to lower
distribution costs of tires, gasoline, oil and batteries. His plan
is to establish super-service stations from coast to coast at which
the motorist may buy everything he needs for his car.

’ I \HERE is a great opportunity for leadership in

There are too many individual gas and oil stations, tire shops
and battery shops. Distribution costs are highly extravagant.
Combination, one-stop stations, with a single overhead and uni-
fied management will reduce costs materially.

The Firestone Tire & Rubber Company has authorized an
appropriation of $30,000,000 to finance dealers in the erection of
service stations, the company to own 51 per cent of the stock.

This ambitious merchandising program has been inspired largely
by the success of individual dealers who operate combined o3l
and tire stations. It has been spurred also by the competition
of the mail-order houses whose low distribution costs have en-
abled them to cut prices ruthlessly.

This clearly confirms the situation existing in the
radio field, the need of diversifying stocks, broadening
the appeal to the consumer and securing a more uniform
volume of sales throughout the year.

The following are excerpts from an address before the
Hartford (Conn.) Chamber of Commerce by E. A.
Filene of Boston, internationally known economist and
one of the great merchants of the country:

“The individual merchant can survive the increasing chain store
competition only through immediate and determined co-operation
in forming buying pools and central management organizations.
What we now know as the chain store is nothing compared to
what is to come along this line,” he said.

“Individual merchants,” Mr. Filene declared,
“can form themselves into associations which will
perform all the functions of the present chains
and still retain their individual ownership and
management. Possessing individual ownership
and doing their own managing they can meet
the chains at their weakest point, for the average
chain store manager is not as resourceful nor
does he have the same personal interest in his
business as does the individual owner.

“Mass production and mass distribution have
come to stay,” he said, “because they bring
higher wages to the larger number of workers
and lower prices to the great mass of con-
sumers. The only way to meet the chains is to
adopt their methods. Merchants must organize
for mass distribution. Then they can obtain their goods at a
lower price and can afford to sell them cheaper.”

Do not many of these phrases have a familiar ring
in your ears? ‘“Too many dealers’—"menace of the
mail-order houses”’-—“got to reduce overhead,” etc.,
are the time-worn if not time-honored bromides im-
pressively uttered at every convention or get-together
of radio retailers for the past several years. But
the wutterances have never been transferred into ac-
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tions, and in this year

1929 we are still talking

about them—and that
is all.

N THE meantime, consolidations in the various fields

of retailing have been proceeding merrily on their
several ways and the chain store is securing a steadily
tightening grasp on distribution. Only very lately has
anything heen done by independents, who want to
remain independent, to counteract the activity of the
chains. Mr. Filene points the way.

It is the fashion to consider the chain store as some-
thing new. It is not. The first store of what is now
the Great A. & P. system was opened in New York in
1860; Woolworth’s first store in 1879; McCrory in
1882 and Kresge started in 1899. Penney opened his
first store in 1902 and the first chain drug stores were
born a few years previously. A somewhat parallel
history prevails in other fields of retailing.

Tt is only in the past ten years, however, that the
chains have really come into their own, although a steady
progression has characterized their activities from the
beginning. The issuance of stock to the investing public
has necessitated the revealing of earnings, etc., and this
has not only awakened great interest upon the part of
the public at large but enlisted the enthusiastic attention

Radio Retailing, August, 1929

By S. J. RYAN

Merchandising Counsellor “Radio Retailing”

of the banking fraternity, always ready to “force” the
growth of any plant promising profits to themselves.
Chains are present today in every field of retailing in
varying degrees. While it is true that the retail radio
field is almost virgin territory at present, insofar as
chain stores devoted exclusively to this class of mer-
chandise are concerned, and may well continue to be from
that angle, it is obvious to every retailer and jobber of
radio merchandise that mail-order chains, drug chains,
department store chains, etc., are, year by year, securing
an increasing percentage of this business due almost
solely to the many advantages accruing from their
operations.

HILE it would be folly to predict the eventual
extinction of the intelligent independent, no one

who has made a study of the subject can dispute the
fact that the expansion of chains, increasing as it is in
ratio from year to year, has made this business more
difficult and apparently will result eventually in the ex-
tinction or absorption of all but the most efficient of the
independents—and they are the life blood of the jobber.
Fortunately a way is open whereby sound radio mer-
chants may not only successfully combat the competition
of the chains but secure and preserve to themselves

(Please turn to page 102}
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An Interview with

H. B. RICHMOND

President Radio Manufacturers Association

As told to Wm. C. Alley, Merchandising Manager, R.M.A.

‘ N Yy HAT faces the radio trade as we swing into
another selling season? What factors will in-
fluence the market? What new and changed

conditions will the radio retailer have to adjust himself

to meet?

August is an appropriate time to review briefly some
of the underlying influences that will affect the coming
season’s merchandising plans.

First, will business, generally, be as good as last year?
The answer is—probably not. Last year we had the
temporary stimulus of the Presidential election, as well
as the first inrush of customers to replace battery sets
with the new A.C. models. This year there is no artifi-
cial demand, and the peak of the D.C. replacement mar-
ket seems to be passed if reports from a number of
representative dealers can be considered as indicative of
the general situation.

This must not he construed, however, as mferring
that there will not he a very large replacement market
this coming season. There will be. And it will be big
enough to cause the dealer to watch his step carefully
on trade-in allowances.

It indicates, apparently, that the actual number of
sets sold this year will not equal last year’s record total.

On the other hand, business in accessories, such as
tubes, is accumulative and increases every year in pro-
portion to the number of sets sold. The dealer can look
forward to a business in tubes during the 1929-30 sea-
son that will probably smash all previous records.

o

o M a

j

The new and
changed selling
conditions the
radio trade will
have to meet this
season

Thus the situation for the coming season resolves
itself into this, as I see it—an apparent reduction in the
number of sets sold as compared with last year, but an
unprecedented demand for replacement accessories.

Whether the dollar and cents revenue will change
materially over last year is questionable. Undoubtedly,
the average price of receiving sets will be lower than
the previous year. It is anybody’s guess as to whether
or not the increase in the dollar volume in accessories
will make up for the decrease both in number sold and
the average price of receiving sets.

Now, as to stock requirements—conditions point to a
highly conservative policy. We will probably have the
normal mortality in all branches of the trade and it is
likely to be more aggravated than usual by the time
next spring rolls around.

' I ‘O relieve this possible surplus of receivers, early in
1930, it would be the wisest course for dealers and
jobbers not to overcommit themselves at this time and
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leave their manufacturers holding the bag later on, and,
by the same token, the manufacturers themselves should
adhere to a very strict policy of production closely
approximating actual orders.

The dealer can best gauge his inventory requirements
by the following more or less general rule-of-thumb,—
on a basis of a $50,000.00 annual volume, a stock of six
to eight thousand dollars, at retail, should be sufficient,
kept in as liquid a condition as possible.

In talking with a prominent retailer the other day he
told me he was going to balance his stock this season
somewhat in the following manner—a ten per cent re-
duction in the number of sets carried on the floor, but
a wider variety of models in the low and medium price
ranges. He said that he would carry at least four lines
balanced so as to give him a greater choice in the lower
price range than he had last year, but that he was hold-
ing himself open to take on one or two additional lines
for which a public demand might become apparent.

He is also making corresponding reductions in the
number of speakers and cabinets in stock, because of
the trend toward the sale of complete units.

This, naturally, should be modified in individual cases
where unusual conditions warrant an increase in the
number of cabinets carried.

But in the case of replacement accessories such’ as
tubes he figures on a 50 to 75 per cent increase and is
placing his commitments on that basis.

This, it seems to me, is a logical course to pursue, and
facing a possible reduction in the number of sets sold
I would certainly go out and fight for my share of the
business. If anybody is going to suffer reduced volume
this year, let it be somebody else, not me!

It is going to be definitely a merchandising season.
The dealer who does the best selling job will get the
business. It will be just too bad for the others.

To survive this season with net profits equal to last
year’s the dealer must straighten out his merchandising
plans and store policies without delay.

IRST—trade-ins. The old scarecrow. Dodge them

whenever you can. Tell your customers of the
advantages of two sets in the home and try to sell
them the idea of keeping their old set for their own
use or disposing of it to some charity.

Then, if you have to take the old set in order to make
the sale, try to keep the number down to one trade-in
for every four clean sales. And don’t let the allowance
exceed about five per cent of the new sale.

Then decide whether they are worth reselling. If not,
junk them and like it. But above all don’t hold them on
the floor too long. If you think it costs a lot to sell a
set, just stop and figure out how much it costs NOT to
sell it!

Then—your sales campaign outside the store. Never
mind all the controversy about whether or not specialty
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Says
President Richmond—

Dealers will have to push harder for
sales in 1929-30.

Peak of “easy” battery-set-replacement
business now passed.

Average receiving-set prices lower than
last year.

Tube business, being cumulative, for
1929 will smash all records.

Aggressive specialty selling of sets will
be necessary,; keep men in field.

Keep merchandise stocks in liquid
condition.

Watch trade-in allowances.
tomer to keep his old sel.

Hold down all costs; shave corners.

Keep a record of all expenditures.

Start Fall advertising and promotion
plans early.

Merchandise the new set features—
automatic tuning, remote control,
artistic wood finishes.

Emphasize cultural as well as enter-
tainment value of radio, this Fall.

Get cus-

selling is worth while. Before we're many years older,
that will be the only way to sell radio. Every store
should have two to four men in the field constantly, con-
tacting customers and prospects, and working “cold
turkey” when they haven’t anything else to do.

Next—sales promotion—get that started early. I know
it is a lot easier for me to say it than it is for you to
do it. But still it’s got to be done. The store that keeps
itself in the public eye through all forms of advertising
and publicity will be the one the public will turn to
when they’re ready to buy. So that is the next step
on the program. Map out your sales promotion cam-
paign—newspapers, direct mail, stunts—and get it go-
ing.

gI‘hen—the suhject of costs. Keep them down. Ewery
dollar saved is just as good as one earned—and money
in the bank is a language everybody can understand.

Therefore—shave the corners this season. Keep
accurate records of your costs. Know where every

( Please turn to page 103)
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¢ AN the average radio dealer profit-
ably sell home movie equipment?”
you ask. “Well, we sold $100,000
worth of home movie apparatus last year
with a greater net profit than was had in an
equal amount of radio business,” responded
the manager of a well-known New York
radio-music store in reply to the question.

“For three and a half years now we have
been selling home movie equipment in con-
junction with radio, and during 1928 we
found that half of our $200,000 business was
done in home movie devices.

“Analysis shows us that our stock turn is
about the same on this merchandise as for
radio—six or seven times a year. Qur mar-
gin on cameras and projectors is 33} per cent.
So far our dealings are direct with the manu-
facturer which makes a very fine proposition
as the manufacturer takes care of all service.
This more than compensates us for the 6%
per cent lower margin as compared to radio.

“On accessories such as films, lights, tripods,
cases and screens our margin runs from 20 to
40 per cent.

“And when you consider the fact that there
is no obsolescence with this equipment and
than an average sale ranges from $300 to $500
1t 1s easy to see what an excellent line it is for
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ncreased

rofits

Selling $100,000 W orth of Home
Movie Equipment at a Profit—How
a Radio-Music Store Did T his

the radio dealer to stock. Also it falls within the realm
of home entertainment for which the radio-music mer-
chant is rapidly becoming known as the center.

“Not only is the sale a clean-cut one at the start, but
the repeat business that we get for films and accessories
is tremendous. We sell on the average of 500 rolls of
100-ft. film a month—and this film retails for $6 a reel.

“Built up from a few hundred dollars worth of stock
we have at present an inventory of about $10,000 worth
of home movie material. However, for the average
radio dealer to go into this new art it is necessary that
he carry only a small stock of a few hundred dollars
consisting of one or two popular makes.

“We find in our present location that we sell about
an equal amount of two of the most widely advertised
brands. Of course, with our business as large as it is, at
present, we must also carry one or two of the other
makes as we get quite a few calls for these.

“In a case like this, the customer has, of course,
already been sold by his friend and it is only necessary
for us to furnish him with the outfit that he desires.

¢/ T HEN there are cases where a man will have rela-

tives living out of town and he is desirous of
sending the films taken about his home, or of his children
to them and in this case he may not desire to spend a
great deal of money. We suggest to him that he pur-
chase a projector that is low in cost but which at the

same time makes an ideal gift. Such projectors can be

bought for as little as $35. I merely state a case of this
type in order to show that the lower priced apparatus
has a very important part in this business and should be
carried.

“Sp far we haven't found it necessary to have any
specialty salesmen working on the outside. Most of the
people that have purchased radio sets are interested in
cameras and inquire about them as they drop into the
store. The majority tell us that they have a friend who
has a certain make of outfit and they would like some
information concerning it.

“Fven in the store it is not necesSary to have a spe-
cially trained salesman as any salesman who is near the
camera counter can wait on the custemers. All the
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X REA SONS
for handling

I I ome Movies

1 —A New Unsaturated Market

2 —Attracts Best Type Of Customers
3—No Servicing To Be Done
4—Repeat Business For Accessories
5 —Quick Turnover

6——Year ’Round Demand

apparatus has been worked out to such a degree of sim-
plicity that it does not take a salesman very long to
learn all there is to know about it.

“There is no reason at all why the average radio dealer
now selling radio and perhaps phonographs cannot sell
home movie cameras and projectors. To prepare him-
self he has but to read the instruction books and what
he doesn’t know after this, the manufacturer’s represent-
ative will be glad to show and explain on his next call.
We have found that the manufacturer’s representative
is always extremely glad to instruct the dealers or their
salesmen. ‘

“In order to sell home movie merchandise the radio
dealer should know how to load cameras, splice film, and
thread the projectors readily. This is really very simple
and it means only that the dealer will have to spend a
little time practicing these details in order to make the
demonstration before the customer seem simplicity itself
—which it really is.

“Up-to-date we have found that home movies sell very
well in conjunction with phonograph records, phono-
graphs, radio, and radio-phonograph combinations. We
are positive that the coming of home talking-movie out-
fits will place the radio dealer in an ideal position as an
outlet. His knowledge of audio frequency amplifiers,
transformers, power supplies and wiring will help
greatly and place him in a very superior position over
other types of dealers for the sale of this equipment.

“Another peculiarity of the home movie field is that
it does not seem to be seasonable for we find that we
have a constant demand for it the year ’round. In
the summertime people like to take movies of their
camping parties, boat races and trips to the mountain or
seashore. In the wintertime there are similar scenes of
winter sports, hunting and possibly trips to the South
and to other parts of the country that are filmed.

“So far we have not gone into the rental film library
proposition although I believe there is money to be made

(Please turn to page 100}
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The auditoriuer of the
Ouyster Bay Higs School
has a siagle-charnel con- ’
trol panzl, hooked up to
a masicr receiver com-
bined with an electric
phonogreph. m

AT s 2 The centralized radio system in-
> stalled at the Opyster Bay High
A School, Long Island, has created

radio sentiment in hundreds of

homes—through the young folks.

As many reproducers

as are desired in the

various class rooms

may be connected o

the  master control

. panel. A time clock

[ automatically starts

’ and siops the pro-

- grams which are dis-

; y . tributed to the differ-

o o ent class rooms. When

educational  programs

are not on the air, re-

. corded music may he
used.

68 Radio Retailing, August, 1929



when theyre YOUN G

How the Packard

M usic House,
Fort Wayne, Ind.,
is making chil-
dren “music-con-
scious”’—and sell-
ing radio sets
thereby.

I

B -

1T L T 128

teach the child to play if you would cultivate an

appreciation of good music in the home—and that
such a musical appreciation leads to the sale of quality
radio receivers, Frank Kelly, owner of the Packard
Music House, has been instrumental in providing free
lessons on the piano and other musical instruments to
over 3,000 children in Fort Wayne, Indiana.

Competent instructors, hired by this concern, have
for the past two years, given a free course of ten music
lessons for any child wishing to take advantage of this
offer.

In addition to this activity, Mr. Kelly has obtained

PROCEEDING on the principle that vou must first
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Above—Free instruction by competent instruclors creates
a lasting desire for music. Below—A Kitty Club scene, an-
other of Kelly’s ways to create good-will.

the services of such artists as Straus,
cornet soloist with the Sousa Band,
and Gal'i Curci, for broadcasting over
Fort Wayne's local radio station,
WOWO.

Further, Mr. Kelly was one of the
prime movers in the organization of
the Kiddy Club last summer. He also
broadcast a series of music lessons over
the local station which were prepared
especiallv for juveniles.

What has this development of an en-
thusiastic youngster following to do
with the sale of radio receivers?
Simply this—through the children the parents are best
reached. Children who are brought in personal contact
with good music insist on a real quality radio set in the
home. They want to hear some of the great artists with
which Mr. Kelly has made them personally familiar.

“Tt is not possible accurately to state how many radio
sales have been due to the co-operation of my little
friends,” states Mr. Kelly “but it is a safe bet that 25
per cent of last season’s radio husiness came from this
source.”

Apart from this increase in radio sales this activity
was of course, the means of selling a counsiderable num-
ber of pianos and smaller musical instruments.
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An  example of
how broadcasting
of sports events
can be wused by
dealers i attract-
g crowds to the

HIS is the story of an outstanding retail advertiser

—a music merchant whose 1928 display space,

against a field of 28 competitors, represented 73
per cent of all music-store lineage inserted in the three
leading newspapers of Minneapolis, Minnesota.

Timely, human-interest appeals, original illustrations,
and the featuring of “leaders” is responsible for much
of the remarkable business enjoyed by Foster and Waldo
Company, according to advertising manager C. W.
Ream, the man who has purchased over 2,200,000 lines
of newspaper space, whose brilliant copy is nationally
known, who originated the slogan used by one of the
leading set manufacturers in the country and who is,
this year, controlling a publicity appropriation in excess
of $130,000. From May to November, 1928, this con-
cern sold over 4,000 radio sets. Its annual business,
ending as of June, 1929, will exceed $1,000.000 in radio
alone.

Few dealers can hope to reach these heights hut every
dealer can profit from a consideration of the policies
and methods underlying this great activity. All, for
example, will find food for thought in the following
summarization by Mr. Ream of his practices:

“I try to make each advertisement so original and so
newsy that people will read it whether they are inter-
ested in radio or not,” he says.

70

store.

The man who has spent over $400,000
last five years tells how he gets results

4,000 sets within

. I employ the services of a local artist. This is not
as expensive a proposition as many suppose. Simple line
cuts have a strong appeal and the attention value of
‘home-made’ illustrations which exactly fit the text is
well worth their cost. T vary the cuts as often as pos-
sible but retain the same general style of treatment. T
cven use special drawings of the product itself but this
would not be practical, of course, for the average dealer.

“Because we are consistent advertisers.” Ream con-
tinues, “we are generally able to secure a dominant posi-
tion.  The upper right hand corner on page three or five
is hest. Frequently we run two or more ads in the same
issue. If a dealer has two distinct messages for public
consumption I believe it the wiser policy to plan two
displays ; thus running two chances of attracting attention
besides helping the reader clarify his thinking.”

ATURALLY, a music house with a reputation of
51 years of keeping faith with the public and which
features weekly “leaders” and operates a force of 33
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A grest brosdcasting etation fa practicaily s super
electric radio eet in reverse. Stationa sre constantly
‘ replacing costly squipment to keep pace with the
vapid progress of programa.

Equipment of three years a0 was natlafactory for

& E-piece orchestra, & 2x4 pipe organ or & choir of

four people. But W'y practically useless in these
days of 50 1o Bpiece orchestras, hundred tbou-
«and dollar orgass, stage shuwe witk. ecores of scores
of

Same with your threeyear-old radio. it cant pos-
aibly reproduce more than & fraction of the musical
ossbilities of today's mighty programs “3” plus
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whils you ntill get s little something for i

MAJESTIC For TODAY’S
Great Programs

Thare saver was o program tao "HE for ihe mighiy
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emoota, vidrws

for mewspaper advertising during the
— Foster and Waldo, Minneapolis, sell
a six-month period.

outside salesmen, must give such a set-up considerable
credit for the amazing business it enjoys, but, as Foster
and Waldo’s dynamic president. R. O. Foster, points out,
its newspaper advertising is the mainspring of the entire
sales machine. Let us, therefore, examine in greater
detail the operation of this latter department.

Ream has no fixed advertising schedule or appropria-
tion. His is a policy of flexibility, of “striking when
the iron’s hot.” When a piece of news breaks, he plays
it up in dramatic fashion. Fortunate “buys,” trade-in
sales, endorsements from local well-known personages,
catch headlines, historical references, stories, axioms—
these are the tools of his trade and the reason why each
Foster and Waldo advertisement is discussed by the lay-
man and draws the crowds to its store at 818 Nicollet
Avenue.

This firm appropriates approximately 5.5 per cent of
gross sales for publicity. Ninety per cent of this goes
to the newspapers. The balance for mailings and poster-
boards.
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“There's No More Summer "Slump’
In Broadcasting”

sa78 the April samber of RADIO RETAILING Mag.
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Note particularly these
following features exem-
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Radio Retailing’s

Speciﬁcations of

The publishing of essential buying data of all radio furniture on the retail
market each season together with the names, addresses and trade names,
is an annual feature of Radio Retailing’s editorial service. No charge what-
ever is made to the manufacturer represented and all manufacturers have

Size Set, Overall Made for Any
. Dia. Chagssis that Dimensions | Ship- Particular
-+ me and Address Model List Style Finish of Type of Type of Grille is Can Be of Cabinet ping Make or
of Manufacturer Number Price o Cabinet Door Reproducer | Cut for Accommodated] H.—W,—D. Wt, Model
Cabinet Built-In. | (Inches) | H.—W.—D. (Inches) (Lb.) of Set,
(Inches)
Adler Mfg. Co. 322 $69.50| Highboy Walnut Sliding None 8} 9x24x13 48x274x17 95 No
Louisville, Ky. 323 86.50| Console Walnut Panel None 84 10§x304x1 1} 413x35x17% 120 No
Trade Name— 324 95.00( Highboy Walnut Panel None 83 91x245x13} 514x283x19% 127 No
ADLER-ROYAL 325 105.00| Highboy Walnut Sliding None 8% 113x284x 141 52x32x19 135 No
AE-AK-1 60.00] Highboy Walhut Panel None 9 9x24x13 48x27x15 95 | Atwater Kent
Aston Cabinet Mf’r’s 202 75.00] Highboy Walnut Panel None 12 9x191x13¢ 421x223x173 90 No
1223 W, Lake St. 206 110.00[ Lowboy Walnut Panel None Air col. lO§x27le4§ 43x31x193 135 No
Chicago, Il 207 110.00( Lowboy Walnut Panel None Air col. | 104x274x143 43x31x19} 135 No
210 100.00[ Lowboy Walnut Panel None Air col. 10x274x16 46x301x20 135 No
214 225.00) Lowboy Walnut Panel None Air col. 9x30x 143 621x383x193 260 No
218 125.00[ Highboy Walnut Panel None 10 9x274x13 57x324x18 160 No
223 110.00| Highboy Walnut Slidin, None 7—10 11x31x13 -55x35x 183 155 No
224 105.00, Highboy Walnut Pane None 7—10 134x263x13} 48x30x18 140 No
225 125.00( Comb. Walnut Panel None 10 103x264x13} 48x32}4x 184 155 No
227 65.00| Highboy Walnut Panel None 10 12x24x 14 44x273x18 19 No
228 80.00 Highboy Walnut Panel None 10 124x24x 113 44x29x18 17 No
229 110.00| Highboy Walnut Panel None 10 133x26x13} 57x304x19 160 No
Bay View Furniture Co. 756 34.50| Console Walnut Panel None 93 41x24x14 70 | Atwater Kent
olland Mich. 758 30.00] Console Walnut Panel None 94 45x26x 14 65 | Atwater Kent
759 31.25) Console Walnut Panel None 94 . 40x25x 14 70 | Atwater Kent
Cary Cabinet Corp. Dudiey 22.50| Lowboy Walnut No doors | Any make | 7 to 12 *91x194x113 37x24x13% 50 Will be cut for
1427 N. 15th St. Hamilton 28.00] Lowboy Walnut No doors | Any make | 7 to 12 93x214x12 42x254x143 60 any set, nocharge
St. Louis, Mo. Taylor 28.00| Lowboy Walnut No doors | Crosley dyn.| 7 to 12 9§x21§x12 42x254x 143 60 Crosley 40-S
Trade Name—CARY Kingston 28.00( Lowboy ‘Walnut No doors | Any make | 7 to 12 94x214x12 42x254x14% 60 W ill be cut
Blackstone | 29,75 Lowboy Walnut No doors | Any make | 7 to 12 93x214x12 42x25}x 143 60 for ! eettl—
Chatham 32.50| Lowboy Walnut No doors | Any make | 7 to 12 94x214x12 384x253x14% 64 on(f"c]% sr
Waverly 33.75| Lowboy Walnut Sliding Any make | 7 to 12 93x213x12 42x254x153 68 arge
Newton 33.75| Lowboy Walnut Sliding | Crosley dyn. | 7 to 12 94x214x12 42x254x154 68 Crosley 408
Dalton 37.50| Highboy Walnut No doors | Any make | 7 to 12 10x213x11 474x234x123 70 | [
Walton 40.00| Highboy ‘Walnut No doors | Any make | 7 to 12 10x231x12 48x274x 143 80 | |  Will be cut
York 40.00| Highboy Walnut No doors | Any make | 7 to 12 10x234x12 48x273x14} 80 | { for any set—
Webster 47.50| Highboy Walnut Sliding Any make | 7 to 12 10x233x12 48x273x16 84 no charge
Somerset 47.50, Highboy Walnut Sliding Any make | 7 to 12 10x23%x12 48x274x16 84
*Also special arrangemelnt provided flor acco|mmodation| of A K-55.
'Caswel!-lll.lnyan Co. 1 Console Walnut None 47}x24§x|3% * Atwater Kent
Huntington, Ind. 2 Console Walnut None 473x261x154 Atwater Kent
Colonial Desk Co. 78 42.50| Highboy | Oak & walnut Panel None 93 11x28x14} 55x32}x18% 13}
1820 16th Ave., 79 65.00{ Highboy Maple Panel None 8% 11x253x13% 51x294x18 125
Rockford, I11. 76 69.00| Highboy Walnut Panel None 10 11x27x15 58x334x20 158
77 97.00| Highboy Walnut Panel None 10 11x28x14} 61x354x20% 196
75 115.00| Highboy | Wal. Mqty. Panel None 10 114x323x133 64x39x193 210
Conner Furniture Co. 4053 * Console Walnut None None 9 1 38x251x14 45 | Atwater Kent
New Albany, Ind. 4054 * Highboy Walnut None None 9 43x25x15 60 Atwater Kent
Trade Name—CONNER 4051 * Highboy Walnut Sliding None 9 1 48x263x15 80 | Atwater Kent
*Prices upon inquiry. fA.| K. sets or ot hers ofjlike or smalller size.
Corbett Cabinet Mfg. Co. 225 13.00 Table Walnut None 10x30x15 20x31x15 40
St. Marys, Penn. 350 28.00| Console Walnut None 10x23x13 44x27x 17 70
Trade Name—CORBETT 400 35.00| Console Walnut Sliding 10x23x13 44x27x17 75 Fitted for all
375 32.00| Console Walnut None Asord|ered 10x23x13 44x27x17 70 receivers and
425 37.00| Console Walnut Sliding 10x23x13 44x27x17 75 chassis
500 45.00] Console Walnut Sliding 104x244x13 51x28x17 100
600 56.00| Console Walnut Sliding 104x24ix13 51x28x17 100
Ehlert Radio Furniture Co 1400 43.00] Console Open Any 11x25x13 42x28x17 90 Any
2468 Lincoln Ave. 1500 48.00| Console Sliding Any 11x25x13 42x28x17 100 Any
Chicago, 111 1600 60.00] Highboy Sliding Any 11x25x13 48x28x17 110 Any
1650 65.00| Highboy Panel None, Any 11x25x13 48x28x17 110 Any
2850 85.00( Highboy Sliding Can Any 10x24x14 54x284x18 110 Any
3130 90.00( Highboy Panel be had Any 10x29x 14 54x334x18 125 Any
3230 95.00/ Highboy Sliding with Any 10x29x 14 54x334x18 125 Any
2700 80.00| Highboy Panel Rola, Any 10x25x 13 54x28x18 110 Any
2048 55.00 Highboy Panel Temple Any 10x25x14 50x28x16% 110 Any
2375 90.00] Comb. Sliding or Utah Any 10x254x14 47x29x18 125 Any
3200 95.00 Comb. Sliding if Any 10x24x14 54x284x18 120 Any
5400 190.00{ Comb. Panel desired Any 11x27x16 45%53x22 180 . Any,
1750 52.50| Console Panel Any Table model 32x31x20 70 | Radiola No. 60
2250 67.50| Console Panel Any Table model 32x31x20 80 | Radiola No. 60
300 10.00| Bench 18x18x11 15
3650 140. 00 Desk Sliding Any 11x274x14% 43x31x22 120 Any
NOTE—Cabinets come witlh celotex baffl|es.
Elgin Cabinet Corp. 37 45.00! Console Walnut Hinge None 7 8ix21x123 44x271x17 75 | A K—Crosley
lgin, I1l. 60 48.00/ Console Walnut Sliding None 7 84x21x12} 44x27ix17 75 | A K—Crosley
Trade Name—ELGIN 30 62.00| Console Walnut Sliding None 7 91x223x13 50x274x17 90 | A K—Crosley
50 58.00/ Console Walnut Panel None 7 104x274x13 483x31x142 85 | RCA 33, 18, 60
20 70.00{ Console Walnut Hinge None 7 9x22x13 52x261x13 95 | A K—Crosley
40 73.00] Console Walnut Sliding None 7 9x22x13 52x261x13 95 A K—Crosley
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' Rm’z'o 1 urnitire

received invitations to send in data for these lists. Non-representation means
lack of cooperation. Dealers will find the data compiled on these and the
following pages invaluable during the coming season, as an up-to-the-minute
buying reference.

Size Set Overall Made for Any
- Dia. Chassis that Dimensions | Ship- Particular
Name and Address Model List Style Finish of Type of Type of | Grille is Can Be of Cabinet ping Make or
of Manufacturer Number Price o Cabinet Door Reproducer | Cut for |Accommodated] H—W.—D. | Wt. Model
Cabinet Built-In. (Inches) | H—W.—D. (Incaes) (Lb.) of Set
(Inches)
Empire Ltd. B-139 $49.75| Highboy Ant. wal. Panel None 143x17 94x28x14 54x33x19 150 No
Rockford, Il B-128 59.50| Highboy Ant. wal. Panel None 133x17 9x23x12} 58x34x20 155 No
Trade Name— B-127 65.00| Highboy Ant. Oak Panel None 134x17% 9x25§x| 23 55x333x|8! 155 No
LUNDBERG B-131 65.00 Highboy Ant. wal. Panel None |3§xl7} 9x25kx12 55x334x183 155 No
B-132 69.50[ Highboy Ant. wal. Panel None 11$x25% 8§x2Hx12 533x313x16 135 No
B-137 69.50| Highboy | A. oak. & wal. | Sliding None 9ix14 91x294x14 56x35x19 160 No
B-138 69.50| Highboy | A. oak & wal. Panel None 14ix14 93x29%x|4 56x35x19 160 No
B-134 69.75| Highboy Ant. wal. Panel None 134x16 94x293x14 57x34x18 155 No
B-130 72.50 Highboy | Ant. mahog. Panel None 14x134 9x26x|3g 55x31x17 132 No
B-133 74.50| Highboy Ant. wal. Panel None 133x27 83x23ix15% 571x34x21% 146 No
g B-135 85.00| Highboy |A.wal. & maple Panel None 123x16 9§x291x 14 56x35x19 155 No
B-136 89.50] Highboy Ant. wal. Panel None 124x25 8§x244x14 68x36x18 175 No
B-129 125.00| Highboy Hand deec. Panel None 14x13% 9x26x13} 55x31x17 132 No
Findlay, Robert Mfg. C). 33/100 39.50] Metal to matech Set R.C.A. 100A 50 | R.C.A. No. 33
Metropolitan and Morgan| No. 44/100a | 42.00] Metal to match set . R.C.A, 100A 50 | R.C.A. No., 44
Aves., Brooklyn, N. Y. No. 44/106 | 54.50] Metal to match set R.C.A. 100A 50 | R.C.A. No. 44
Trade Name—FINDLAY RF 2/550 | 15.00( Ebony gold and green A X Dyn. 30 | At. Kent—55
RF 2/550 17.50 Graineg walnut A K Dyn. 30 At. Kent—>55
3/41 20.00| To match Crosley No 41 Any 30 | Crosley No. 41
3/31 20.00| To match Crosley No. 31 Any 30 | Crosley No. 31
6/20 17.50| To match Fada No, 20 Any 28 Fada No. 20
9/901 15.00] Hammeredgold with ivory black shadi|ng 35 Stewart,
9/902 15.00| Sylvan green with ivo? black shading Warner 901-902
o No. 16/36 17.50{ To match Apex No, 3 Apex 36
NOTE—Also models No. 21/|31/300—$47.|50 List| —with dynamic speaker for Eveready| No. 31.
D. H. Fritts & Co. R C 737 98.00| Con.-desk Walnut Swinging None 9x241x14 521x283§x18 180
9 8. Clinton St. 735 75.00| *Console Walnut Sliding None 10x24x143 484x27x17 180
Chicago, IIl.
Trade Name—FRITTS .
*Designed as a radio-phlono combinatlion.
Home Furniture Co. 201 40.00( Table Walnut 100:A 7 293x28x15% 40 No
York, Pa. 204 40.00| Table Walnut 100-A 9 293x28x1 5§ 40 No
201% 42.00] Table Walnut 100-A 7 294x33x15 45 No
202 52.00] Console Walnut Drop 100-A 7 8x24x12 391x28x15} 60 No
203 52.00| Console Walnut Drop 100-A 9 83x24x12 40x28x 153 60 No
2023 55.00] Console Walnut Drop 100-A 7 103x274x12 413x314x15} 65 No
205 85,00 Highboy Walnut Swinging 100-A 7 9x274x11% 51x324x15 130 No
International Equipment 999 25.00] Console Walnut Panel |Mag or Dyn. 8 9x20x12 37x26x14 All standard
Co., 1324 Chestnut St. 777 20.00| Console Walnut Open Magnetic 7% 7x18x12} 221x141x36 All standard
K’ansas City, Mo. 666 22,50 Table Walnut Open Peerless 251x154x30 All standard
Trade Name— 888 39.50| Console Walnut Hinge | Mag.or Dyn. 7% 8x20x13 22x17x41 All standard
INTERNATIONAL 444 40.00 Desk Walnut Drop Mag. or Dyn. 7—10 8x27x11 293x17x38% All standard
Kiel Furniture Co. K199 45.00] Table Walnut Panel 30x25x37 95 | At. Kent—55-60
32nd & Center Sta.
Milwaukee, Wis.
Trade Name—GOLDEN
VOICED TABLE
Knoxville Table & Chair 3003 68, 00| Chest cab. Walnut None 9}x26x14 49x30x18 100
Co. 3010 78.50! Chest cab. Walnut None 91x273x12} 51x334x16 124
Knoxville, Tenn. 3016 68.00] Chest cab. Oak None 9x24x14 51x294x17 120
Trade Name— 3018 77.00{ Chest cab.| Mahogany None 9x27x12% 50x313x15 100
KNOXVILLE 3031 42.00| Chest cab. 0&? None Un'hung 9x24x13} 38x281ix16 90
3046 75.00] Console Oriental wal. None 94x24x14 51x28x16 100
3047 56,00} Desk con. | Oriental wal, None Un'hung 9x24x133 39x29x163 90
3055 90,00| Chest cab. Walnut None 93x26x14 52x31x18 120
3069 50,50 Highboy Walnut None A K55 27x213x14 46x26x15 80
3074 33,50| Lowboy Walnut None A K55 27x214x14 39x26x15 55
3075 36.50| Lowboy Walnut None A K55 27x214x14 46x26x15 60
3079 43.50| Highboy ‘Walnug None 27x214x14 46x26x15 60
Musical Products Distr. 475 99.00| Highboy Walnut Full double None All 10x24x14 53x28x18 All makes
Co., 22 W. i9th St. 476 165.00( Highboy Walnut Full double None All 10x28ix14 57x33x21 All makes
ew York 16 75.00| Highboy Walnut Full double| None All 10x24x14 54x28x18 All makes
Trade Name—RADIO-ART 17 32.50[ Conzole Walnut Open None All All 44x26x15 All makes
52P 95.00 Chest Walnut Full double| None All 10x284x14 47x32x18 All makes
95 110.00| Lowboy Walnut Single drop None All 10x283x14 44x33x19 All makes
97 110.00| Highboy | Laurel & Wal, {Full double| None All 10x24x14 55x28x18 All makes
481 90.00| Lowboy |Brazilian Rosew|Single drop None All 10x284x14 43x33x17 All makes
484 90.00| Lowboy Ant. Walnut |Single drop None All 10x284x14 46x33x17 All makes
485 95,00] Lowboy | Maple & Wal. Single drop None All 10x283x14 44x34x18 All makes
- . 486 150.00| Highboy | Maple & Wal. |Full double] -~ None All 10x284x14 58x33x18 All amkes
487 150. 00| Highboy Ant. Oak Single drop None All 10x284x14 58x34x18 All makes
488 110.00] Lowboy | Maple & Wal. |Full double| None All 10x24x14 44x28x16 All makes
489 90.00! Lowboy Ant, Oak Full double| None All 10x24x14 43x28x16 All makes
77 155.00| Highboy Walnut Full double None All 10x283x 14 55x32x18 All makes
Onelda Cabinet Corp. 1000 27.00{ Consolette Walnut Panel 1" 104x19x124 42x22x14% 60
Oneida, N. Y.
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Furniture Specifications, Season 1929-30 (Conctudes

Size Set Overall Made for Any
. . Dia. Chassis that Dimensions | Ship- Particular
Name and Address Model List Style Finish of Type of Type of Grille is Can Be of Cabinet ping Make or
of Manufacturer Number Price o_f Cabinet Door Reproducer | Cut for | Accommodated H.—wW —D. Wt. Model
Cabinet Built-In. (Inches) | H.—W . —D. (Inches) {Lb) of Set
(Inches)
Pooley Co. 8500 $32.00| Lowboy Walnut None None 9 61x203x 10} 434x253x15 67 -Atwater Kent
Indiana Ave. & 16th St. 8600 49.00| Highboy Walnut French None 9 63x203x104 471x254x15 75
Philadelphia, Pa. 8700 50.00| Highboy Walnut Sliding None 9 65x203x104 474x271x15 83 55, 60, 61
8800 39.50{ Highboy Walnut Hinge None 9 61x203x 104 434x25%x15 73
8900 45.00| Console Walnut Panel None 9 63x203x 10} 471x254x15 75 |
Radio Cabinet Co. 108 36.50] Highboy | Walnut Lac. Hinged No 10 10x22x13 43x241x16 65 No
818 Butterworth S.W, 110 38.50| Highboy | Walnut Lac. Sliding No 10 9x22x14 40x25x16 65 No
Grand Rapids, Micn. 11 58.00/ Highboy Walnut Lac. Sliding No 10 10x213x124 47x243x17 90 No
109 52.00{ Highboy | Walnut Lac. Open No 10 10x214x12¢ 47x243x17 85 No
114 29.75| Highboy | Walnut Lac. Open No 10 12x25x12} 463x27x16 65 No
115 39.75! Highboy Walnut Lac. Open No 10 12x25x14 49x28x17 90 | Phono-radio com
118 30.00| Lowboy Walnut Lac. Open No 10 10x214x13 39x25x 14} 60 No
220 67.50] Highboy | Walnut Laec. Sliding No 10 10x228x12} 48x27x18 100 No
225 65.00[ Highboy | Walnut Lac. Sliding No 10 10x223x124 48x27x18 100 \'
235 70.00| Highboy | Walnut Lac. French No 10 10x24x13 49x27x18 100 |=
250 180.00| Lowboy Walnut Lac. Sliding No 10 10x24x13 4631x32x18 160 Phono-Radio com
33 45.00| Highboy | Walnut Lac. Open Dynamic 10 10x25x14 461x27x16 -85 RCA 33
44 45.00] Highboy | Walnut Lac. Open Dynamic 10 10x25x 14 461x27x16 85 RCA 44
Radio Master Corp. 150 75.00| Consolette Walnut Sliding None 10 113x234x163 43 15 Atwater Kent
Bay Cxty, Mich. 152" 50.00| Highboy Walnut Sliding None 10 84ix234x11 46 80 Atwater %ent
Trade Nam. 153 60.00| Highboy Walnut Sliding None 10 83x23ix11 48 98 Atwater Kent
RADIO MAQTER 158 88.00| Highboy Walnut Sliding None 10 84x234x11 50 95 Atwater Kent
155 55.00! Highboy Walnut Sliding None 10 9x23ix11 48 95 Atwater Kent
156 57.00| Highboy Walnut Sliding None 10 9x234x11 47% 98
157 75.00| Consolette Walnut Sliding None 10 13x231x13 43 100
170 145. 00| Highboy Walnut Sliding None 12 11x26x12% 52 122
i71 160.00| Highboy Walnut Half None 13 104x26x121 49 120
104 500.00| Highboy Walnut Half None 23 8x32x12 49 192
113 65.00| Consolette Walnut Half None 16 9x25x%12 45 116
114 80.00| Highboy Walnut Full None 10 93x224x11% 47 120
118 28.00] Table Walnut None 29 65 RCA 33
132 115.00| Highboy Walnut Full 100 B 10 49 135 [ RCA 60 or 18
133 90.00( Consolette Walnut Drop 100 B 10 42 122 [ RCA 60 or 33
160 68.00; Highboy Walnut Full 100 B 10 51 103 RCA 60 or 18
Red Lion Cabinet Co. R-L 55C Lowboy Walnut None None 9% 73x213x131 384x26x154 24 | Atwater Kent
Red Lion, Penn. R-L 5500 Highboy Walnut Sliding None 9% 73x213x12 38x253x16% 75 Atwater Kent
Trade Name—RED LION
Stettner Phono. Corp. 87 50.00 Highboy Walnut French None All ixt4ix13 50x261x16} AK 5
669 Kent Ave 86 55.00| Highboy Walnut French None All 9ix134x13 503x273x 16} All
Brooklyn, N 89 65.00| Highboy Walnut French None All 91x254x 13} 52x284x17} All
Trade Name—STENOLA 90 95.00| Highboy Walnut French None All 11x28x14} 54x31x18% All
91 45.00| Highboy Walnut French None All 9x234x134 50x263x174 A K55
St. Johns Table Co. 130 22.00{ Console Walnut Open None 94 9x214x15 38x26x16 65 General
Cadillac, Mich. 132 28.00| Console Walnut Open None 7 3x21x134 38x25x15 75 (General
146 35.00] Console Walnut Sliding None 8 94x214x15 39x26x14 75 | Atwater Kent
147 37.50| Highboy Walnut Open None 91 10x213x12 48x26x | 4 85 General
148 45.00| Highboy Walnut Sliding None 93 10x213x112 48x26x14 90 General
149 45.00/ Highboy Walnut French None 93 10x214x11 48x26x14 90 General
154 32.00| Highboy Walnut Open None 91 10x214x12 48x26x 14 85 | Atwater Kent
155 40.00| Highboy Walnut Stiding None 94 10x215x113 48x26x14 90 Atwater Kent
156 40.00] Highboy Walnut French None 91 10x214x11 48x26x14 90 [ Atwater Kent
157 28.00| Highboy Walnut Open None 8} 10x214x13% 48x26x14 85 General
159 17.00|] Console Walnut Drop None 73 9x2 HxIOb 38x241x144 65 General
130 A K 22.00| Console Walnut Open None 8 9x214x15 38x26x 16 65 | Atwater Kent
157 A K 28,00/ Highboy Walnut Open None 83 10x215x133 46x24ix15 85 Atwater Kent
Superior Cabinet Corp. 30 38. 50| Console Walnut Panel None 10 433x313x15 79 R.C.A.—33
206 Broadway 70 48.50| Highboy Walnut Panel None 10 12x274x14 484x291x15 110 No
New York City 20 55.00/ Highboy Walnut Panel None 10 10x214x17 51x254x19% 109 No
Trade Name—SUPERIOR 22 55. 00| Highboy Walnut Sliding None 10 10x22x17 51x254x19% 109 No
60 55.00| Highboy Walnut Panel None 10 103x24x15 524x283x174 | 110 No
62 55.00| Highboy Walnut Sliding None 10 104x24x15 524x284x17% 110 No
10 75.00 Highboy Walnut Sliding None 10 10x24x17 443x281x194 106 No
40 98.00; Highboy Walnut Panel None 10 10x254x17 52§x291x193% 135 No
50 115.00| Highboy Walnut Panel None 10 10x284x19 56+x335203% 147 No
Udell Works, Inc. 703 70.00| Highboy Walnut Swinging 131 9x25x4 124 48x303x17} 118
1202 W, 28th St. 704 75.00| Highboy ‘Walnut Swinging 131 9x25x124 48x304x17% 118
Indianapolis, Ind. 769 75.00| Highboy Qak Sliding 13 104x263x 144 501x311x20% 154
Trade Name—UDELL 770 75.00| Highboy Oak Sliding 13 104x263x14} | 50ix311x20} 157
771 65.00| Highboy Walnut Swinging 113 9x25§x 134 491x301x183 125
772 67.50| Highboy Walnut Swinging 114 9x25x13% 494x301x18} 125
773 39.50| Highboy Walnut Swinging 103 10x193x11 478x234x 14} 95
774 45. 00| Highboy Walnut Swinging 114 104x213x12} 484x251x15% 8
777 55.00| Highboy Walnut Sliding 13 114x243x13 504x284x 17} 100
780 4950 Highboy Walnut Sliding 13 9x233x11 v 50x273x 16} 106
781 95.00| Highboy Walnut Swinging 133 9x25%x12% 55x324x19% 150
782 90.00| Highboy Walnut Swinging 133 9x25§x12% 55x324x193 150
784 55,00| Highboy Walnut Sliding 103 104x243x 13 503x284x17% 100
785 75.00| Highboy Walnut French 13 104x263x 14} 504x304x19% 120
786 70.00| Highboy Walnut Sliding 13 104x264x14} | 504x30§x203 | 130
7140 35,00 Table Walnut 91 281x11} 305x30x12 72D. 44|S.
7150 40.00f Table Walnut 9} 10x27x 11 394x294x15 85
nlon Farniture Co. AKI 49 00| Console Walnut Panel None 93 9x205x11% 51x28x16 135 Atwater Kent
! ':Jrescent St. AK2 49.00| Console Walnut Panel None 93 9x203x11% 51x28x16 135 Atwater Kent
Jamestown, N. Y. AK4 65.00| Console Walnut Sliding None 9 9x20§x1 14 50x28x15 138 | Atwater Kent
AKS5 47.00| Lowboy Walnut Panel None 93 9x205x 114 42x28x16 137 Atwater Kent
AK®6 37.00] Console Walnut Panel None 93 9x20§x 114 47x25x 14 135 Atwater Kent
AK7 44.50| Console Walnut Swing None 9% 9x20§x114 47x25x 14 138 Atwater Kent
Cabinet Corp. 101 *16, 50| Lowboy Walnut Open face None None 103x24x14 42x254x15% 65 All standard
W(I’ggLexington Ave, 102 19, 25| Lowboy Walnut Fold. doors None None 103x24x124 43x25%4x15x 90 All standard
N.Y.C. 103 20.50| Lowboy Walnut Fold. doors None None 103x24x121 43x25%x15x 90 All standard
Trade Name—GENERAL 107 36.50| Highboy Walnut Full swing None None All sets 524x29x16 125 All standard
108 38. 25| Highboy Modernistic | Full swing None None All sets 53x30x 16} 125 All standard
301 16.50| Lowboy | Modernistic | Open face None None 11x243x 14 461x273x154 8l All standard
302 19.50( Lowboy Modernistic | Open face None None 11x254x14 461x271x15% 82 All standard
303 25.00| Highboy Walnut Full swing None None All sets 475x274x15} 92 All standard
305 42.50| Highboy Walnut Full swing None None All sets 504x283x15% 130 All standard
*These are dealers’ net |prices.
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Keeping Track of

Service JALLS

The Sawkins Music House, Alma,

system which provides a complete service record
and speeds up payments

system? Every radio merchant struggles through
one system after another before he finally works
out one which meets all his requirements.

J. E. Sawkins, of the Sawkins Music House, Alma,
Michigan, felt the need for a service record system that
would be comprehensive and yet easy to operate when he
made his first service call back in 1923.

“At that time,” he says, “I had the idea that, in order
to build up a paying radio business, I had to be at the
customers’ beck and call. I used to rush out to their
homes as late as midnight.”

The following year, a man was hired to look after
the service work, and free service was cut down to siX
months. On other calls, a charge of $1.50 was made.
Now, free service has been limited to sixty days.

The service record system which Sawkins has finally
adopted makes it comparatively easy to keep track of
service calls. As a call is received, it is entered upon a
large blackboard which has been installed in the office.
It is then transferred to a card with all the information
that it has been possible to obtain from the customer.
The customer’s name, address and the card number are
also entered in a book in case the card should be lost.

The card is 4 by 7} inches in size, and at the right is
the memo invoice which, when filled out, is detached
from the card and left with the customer. Later,
another invoice is mailed to the customer from the office.
When the call is completed, its history is written in on
the card and the proper check marks entered against
“Charge Sale,” “Cash” and the various other headings.

I I OW to install a concise and efficient service record
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Mich., has a

After trying many
service record plans

J. E. Sawkins

evolved one that is
satisfactory.

The basis of it is
the card at the top.

Sawk_ins found that this card-and-memo-invoice sys-
tem brings in more cash than previous methods did.
When the customer is handed the card by the service
man to sign and to look over the invoice, he often pays
right then and there. Under previous systems, n0O men-
tion was made of the charge, and customers did not
know what had been done until they received the invoice
from the office. Then it sometimes happened that the
customer would come into the store to claim that he had
not authorized all the work or the use of the parts which
had been supplied. The memo invoice notifies the cus-
tomer that all claims must be made within 48 hours.

The cards are filed by number, with the number of
the store invoice written on the card and the number of
the card entered on the invoice. At the end of the month.
Sawkins has a record of the number of calls received
and completed, the amount of supplies sold, and the
number of charge and free service calls.

A survey of a five-week period shows that 119 calls
were received and completed; $276.47 worth of equip-
ment was sold on calls; service charges amounted to
$141.50 and that there were 33 iree service calls. The
service department is credited with $47—10 per cent on
the $470 in sales.

75




T/ze’
| x)

ROWN’S Radio Shop, better known as Hunter’s
B Radio of Portland, Oregon, formerly catered to

men as the logical buyers of radio. About a year
or 50 ago it occurred to the two Hunters who are at the
head of the business, to analyze their sales and to deter-
mine whether or not it was actually true that men bought
radio. If this were so, it was contrary to conditions
in almost every other line of household accessory.

A little observation convinced them that they had been
wrong and that women were far more concerned in radio
purchasing than they had figured. Early in the radio
game it had been true that men made the purchases.
Then the preponderance of sales were of radio parts and
there was a good deal of experimenting and of home
building of sets going on. Times have changed in favor
of the complete set and at the present time, according to
Chas. W. Hunter of the firm, women buy about the
same proportion of radio that they do of other com-
modities—that is, from 75 to 85 per cent. .

With this proportion in mind, they set about remodel-
ling their store to appeal to the new type of customer.
The shop is located at the edge of the main business
district. In Mr. Hunter’s opinion, radio is not an article
which benefits greatly by a downtown location, It is

7€

INFLUENCE

Women Buy Three-Quarters
Changed Ouver to Please

not a commodity bought by the casual passerby and in
consequence it is not important for the store to be located
in the main stream of traffic. Records of the shop show
that 95 per cent of sales are made from definite leads
followed up by the salesmen, very few of which come
through the store itself. In other words, radio is a
business that you go out after. As such, the location
of the shop is a matter of lesser importance.

This is not to say that the appearance and surround-
ings of the shop are not a matter of importance. For
sales, though they may originate elsewhere, are in large
measure made in the store itself. And the customer
who is brought to the shop or who comes there through
appointment must feel that the place is an up-to-date
one in a thoroughly good neighborhood and that she
can trust the merchant to do a good job, judging by his
ideas as exemplified in his place of business.

Because so many of the customers brought to the shop
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IT 1S a well-established fact that women do

from 75 to 85 per cent of the retail purchas-
ing of the country.

Women buy 70 per cent of the automobiles,
85 per cent of the phonographs, ninety per cent
of the groceries and food supplies, 70 per cent
of the household goods, and even 75 per cent
of men’s clothing!

Yet most radio dealers think in terms of men
purchasers for radio sels, and in past seasons
have shaped their selling plans largely to in-
terest male customers.

More and more, however, the woman is com-
ing into view as a direct prospect for radio.
With the advent of furniture style models,
women are increasingly the actual buyers of
radio sets for the home.

in Buying
ADIO

of All Sets. How a Dealer
His Feminine Customers

are women—or men and women together, the store has
been made much more ornate and attractive than pre-
viously. Formerly it was a businesslike shop of counters
and shelves and neatly arranged stock with emphasis upon
parts and the mechanical side of the business. Now the
parts have been relegated to a small counter in the rear
of the store—and of the four salesmen who handle the
business, only two have technical training of any kind.
The other two understand radio as the householder him-
self understands it and can tell how to operate and to
care for a set, but they are not tempted to discuss hook-
ups and technical devices, because they know very little
about them.

The floor has been made attractive with an inset tile
effect, console sets predominate in the display, a com-
fortable chair or two is available and a basket of flowers
or two is always in evidence. Second hand sets and
service problems are relegated to the mezzanine floor.
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Attractive Merchandise Layout Used By Hunter

Whereas window displays were formerly matters of
little importance, they are now arranged with good care
and changed frequently. A neat decorative valance
transforms them from bareness to something suggesting
the atmosphere of home furnishings. “In other words,”
according to Mr. Hunter, “radio is now sold as a piece
of furniture rather than as a machine.”

In regard to servicing and to the guarantee of mer-
chandise, the Brown’s Radio Shop policy has found favor
with others in the local radio field, so that the Guarantee
offered by the shop with every set sold has been adopted
almost word for word by the local Radio Trades Asso-
ciation for general use of its membership. It reads:

“We guarantee sets, speakers, chargers and eliminators
for a period of thirty days and will make replacements
on any defective parts of the foregoing merchandise
during that period. No guarantee is given for dry cell
batteries or tubes of any description. Storage batteries,
unless opened, are guaranteed for one year. However,
should replacement be necessary during that period, a
charge will be made in proportion to length of time bat-
tery has been in use.

Other replacements are made only in accordance with
policy of the distributor which we have found just.

Radio sets sold by us will be serviced free of charge
for a period of thirty days, after which service or in-
spection calls will be charged for at the rate of $1.50
per hour, with a minimum call charge of $1.50.”

This policy is accepted as fully satisfactory by cus-
tomers and has never been questioned—and it fully
safeguards the rights of the merchant who is not asked
to replace mistreated tubes or dry batteries and compelled
to make some adjustment or else lose the good will of
his customer. The specific agreement forestalls trouble
—and yet is worded to reflect additional courtesy.
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‘A Home Without a Radio 1 Like s House Without & Window."—Arthar Brisbane.

About Radio +.-
In the Summer-—

NINE years ago there was one radio station in the country.

Today there are hundreds, built to meet the ever-grow-
ing public demand. To this public demand this brief message
is both & tribute and a promise—a tribute, in that it is the ain-
cere belief of all those interested in the radio business that such
growth would not have been possible except for that public
demand—a promise in that, for this coming summer season,
the schedule of programs, both on the chains and thru locat
studios, holds rhore of interest and real entertainment than
any schedule ever planned heretofore.

BROADCASTING stations, set manufacturers and set dis-
tributors are ready with a summer service that surpasses

anything imagined even last summer. Clarity of reception,
tone quality, excellent servicing when you are having trouble
—all these things are ready, and the eost to you, the consumer,
has steadily decreased, as is the way with progressive Amer-
ican business.
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HE summertime quality of chain broadcasts is

now as good as, if not better than, that of the

colder months. Quality programs have become an
all-year-round fact and radio merchandise has reached a
high point of perfection. These two things are directly
responsible in making radio a steady, all-year, business.
What better material could be wanted for an advertising
campaign? A western radio trades association weighec
this question and decided there was none better.

So the distributors and dealers of Denver were or-
ganized and the following plan put into effect, as
described by Orval Peterson, of the Columbia Stores
Company, a distributor participating :

“We have in Colorado,” said Mr. Peterson. “the
Colorado Radio Trades Association, which has, during
the past two years, sponsored various publicity stunts,
such as Radio Week, The Radio Show, etc., and it is
through this organization that the co-operative adver-
tising plan originated and is being put over.

“In general, the co-operative advertising is being
done hy nine of the leading distributors of Denver,
representing Steinite, Atwater-Kent, Kolster-Brandes.
Spartan, Philco, Crosley, Majestic, Radiola, Victor and
Freshman. These distributors have agreed to sponsor
two different weeks during the campaign. ‘The campaign
is to run for twenty weeks, skipping the week hefore
Memorial Day and the week before the fourth of July.
This, in reality gives us an eighteen-week campaign,
during each week of which an advertisement of 800 lines
will be run in the two leading Denver papers—The
Denver Post on Wednesday evening and the Rocky
Mountain News on Thursday morning.

“These two 800-line advertisements appearing in both
papers are billed to the distributor at a cost of $260 for
each of these two weeks. It was agreed that the dis-
tributor would pay one-half of this amount and the
remaining half would be paid by the Kolster-Brandes
dealers. Therefore, with our fifteen dealers participat-
ing in this ad, it meant that each of our own dealers
wotuld pay $8.56 for each of these weeks or $17.12 for
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Going

To raise their radio sales
during the hot weather, 60
dealers and nine distrib-
utors, in Denver, have suc-
cessfully embarked upon
co-operative publicity
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the two Kolster-Brandes
week:s.

“Naturally, it often
happens that wher= a
dealer handlzs two or
mor= lines, he will stare
the expense with the two
or more distributors;
however, we know of no
dealer who is interested in more than 4 lines and
even if he shares with each of the four distributors in
(uestion, his total expense will be slightly less than $70.

“During each week, the distributar in question sponsor-
ing that particular week, is billed by the two newspapers
for the total amount and the distributor in turn bills the
dealers for their share. Of course, it should be borne in
mind that in some cases, there may be only six or eight
dealers helping that particular distributor—in which
case the dealers in question would have a larger amount
to pay as it was agreed in the Trades Association that
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the distributor was not to pay more than one-half. This
is to prevent some distributor from saying, “Well, we
will pay it all,” or “We will allow the dealers to pay it
all,” as it is planned on a uniform basis and this rule was
adopted so that each dealer and distributor would all be
treated alike.

Note the quotation at the top of the ad by Arthur
Brisbane. This quotation will be a part of all the ads
run during the series. The ads will also be about the
same size with the same border and in general have the
same set-up. You will note that the ad doesn’t sell any
particular radio set and this is true of the entire series
to be run. The only mention made of the particular line
of radio dealers who are sponsoring the ad is that ‘this
particular ad is sponsored by the following dealers.’

“It is also agreed that no other radio advertising is to
appear on the same page with this advertisement. It
does not, however, restrict the distributor or dealer
from placing any amount of additional advertising on
their line of radio sets elsewhere in the paper, nor does
it prohibit any other distributor of any other line from
running such advertising as he may wish elsewhere in
the papers.

Y JARIOUS publicity stunts will be arranged in

Denver during the summer months by the various
distributors. For example, when the two ads sponsored
by the Columbia Stores Company, appear, we have ar-
ranged with the Kolster Radio Corporation, for their
national program over the Columbia broadcasting chain
to be dedicated to the Colorado Kolster-Brandes dealers
who are holding a special Kolster week in this territory
and to extend a cordial invitation to the public to visit
their stores and inspect the Kolster merchandise. We
have also asked the Kolster Radio Corporation to
furnish us onc of their large balloons which we intend
flying over the down-town Denver section. In addition
to this, we are planning on a luncheon to be given for
the Kolster dealers who are sponsoring this advertising
campaign and it is quite likely that we will have a picture
taken of the dealers and have it published in both of
the papers.

“These things are mentioned to show some of the
many publicity stunts which will be used in connection
with the summer publicity campaign in Colorado.

“It is expected that there will be a total of approxi-
mately sixty dealers who will share in this campaign,
some of whom will be mentioned in only one week
whereas others may be mentioned in as many as four
weeks, but as a whole, there will be either nine or ten
distributors and approximately 60 dealers.

“You will note that on the left-hand side of each ad
there are ten reasons why the public should buy a radio
set during the summer. These ten reasons will not be
changed during the campaign but will be so rotated to
give each reason first place some time during the summer.

“The heading of the ad, ‘About Radio in the Summer,’
will be changed in each issue. The one on May 15th
will be “‘When Summer Flowers Bloom,” whereas the one
run on the Wednesday and Thursday prior to Mother's
Day was headed ‘Next Sunday is Mother’s Day.’

“Many of the radio manufacturers are co-operating
with us, as well as other distributors, in arranging to
have special broadcasting publicity and as placing addi-
tional advertisements on their line of radio receivers in
the same issue of the Colorado papers.”
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Grocers, Barbers, Hot Dog Men—
All Summer Prospects

64 ON’T look for all your summer prospects
in the home. There are many sales to be
made elsewhere,” declares Harry P. Bridge of Philadelphia.

For one thing, he sold fifteen small sets to a local grocery
concern which used them for premium purposes. They were in
the midst of a battle with a national chain store outfit and
wanted something to stimulate sales. “When I found they were
interested in premiums,” declares Mr. Bridge, “it was only a
matter of salesmanship—and not high-powered salesmanship at
that—to convince them that radio sets would hold forth an al-
most universal appeal. To be sure, we allowed them a discount
on the fifteen sets but it was a nice sale just the same, and a
profitable one. Incidentally, when the sets were given out, we
obtained the work of installing many of them and later at least
two of the winners were induced to dispose of the smaller sets
and buy larger ones.

“Another splendid outfit was sold to the American Legion
post which used it in connection with a Fourth of July celebra-
tion along with an automobile which was also given away. A
pool room proprietor bought a set with the idea of making his
place more attractive to warm weather patrons. A barber shop
owner was likewise persuaded that a set would help customers
wile away the time while they were being perfected tonsorially
and the Y.M.C.A. purchased an outfit for the amusement of those
who visited its Summer camp in the mountains. Two privately
owned camps were similarly equipped and a number of sets were
sold on the strength of an important prize fight which occurred
in July of that year, the latter event serving to emphasize the
importance of the dealer’s capitalizing on the broadcasting high-
lights. A roadside ‘hot dog’ stand was another customer and a
couple of small, portable outfits went to tourists. These few in-
stances serve to illustrate the point.”

Motorboats, Cameras and Clocks
Lead as Sidelines, Says Griffin -

HERE are two types of merchandise that a

radio dealer can handle during the off sea-
son in order to make up for lack of radio sales; articles of
utility or articles of amusement.

The above is the opinion of John W. Griffin of the firm of
Haynes-Griffin of New York City. Mr. Griffin continued, “Radio
is essentially something that people buy for amusement purposes
only. With that as our basic idea we decided that only articles
in the amusement class would be carried in our store to offer our
customers at those times of the year when radio sales were at a
minimum.

“After a careful survey we concluded that outboard motor
boats and cameras came nearest to being suitable articles for a
store of our type to handle. Boats are logical summer sellers.
And after two years’ experience I would say that this is an
excellent field for us. In fact 25 per cent of our gross sales dur-
ing the past year were directly traced to the boat department.
Cameras while not_strictly a_summer item reach their sales peak
in the months of June and July, although a goodly number are
sold previous to the Christmas holidays.

“There is very little actual sale effort needed to sell boats.
The main thing 1s to find the people who can buy them and point
out the advantages of owning them. Today these advantages are
so very apparent that the big work must be done in getting the
right class of prospects. The present interest in boats is amazing.

“Cameras require very little space but the sale effort expended
is much greater. However, for the average neighborhood dealer
the‘)(' are a fine summer item and should prove a steady profit
maker. -

“Utility items have not proved very successful in our store but
we have one now that I believe will be a big seller. It is the
new Telechron synchronized clock that operates on a sixty cycle

80

alternating current and is operated solely by electricity. It is
reasonably priced and we believe it will fit in with the other items
in our store.”

Selling Portables to Vacationists

By G. M. MONTGOMERY
Spear & Co., New York City

ANY dealers are facing the summer with
a sinking heart and a dread of the months
when radio customers are sometimes conspicuous by their absence.

The average dealer can sell sets of the portable type to those
of his customers who are planuing on spending their vacations
in some secluded spot where there is no opportunity to receive
outside news. The average vacationist, however, does not think
of a radio until he has been without one for some time, and the
newness of the first few days of loafing has worn off.

All of which leads to the point that if the dealer takes care to
contact with the vacationist at the psychological time his chances
for making a sale are considerably greater.

Last August, while on a motor trip to Maine, a dealer reader
of these cplumns pulled into an overnight camp. He had a
portable radio with him and within twenty minutes from the time
it was turned on, he had sold it. This dealer then wired back
for two more sets to be shipped ahead of him and sold both of
these in another camp. o

The tour lasted five weeks and he sold fourteen sets, giving
him a profit of $442.40 or $88.48 a week. )

Nine of the fourteen sets were sold to auto campers, one in
a fisherman’'s camp and the other four in summer camps. A
curious fact about the transactions was that all sales but two
were made to people who already owned sets, and all were sold
on the idea of using a portable set in the home as an extra.
Dealers, especially those who are near camps might find it worth
their while to experiment along the above lines. If the cam
has a casino or entertainment hall, which many have, an install-
tion there should bring returns.

The Radio Dashboard,—
A Vacation-Time Seller

For the automobile vacationer, this dashboard receiver fills a
longfelt want. With this set mounted snugly on the instrument
panel, and deriving its current supply from the car’s battery, the
fortunate owner may have broadcast music wherever she goes.
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Ties Airplane Rides with Summer
Radio Sales

By Rosert J. Lanc
Fort Wayne Iron Store Co., Fort Wayne, Ind.

E ARE Crosley radio distributors in the

'V & territory in and around Fort Wayne, Ind,,

and think we have an advertising scheme for the summer

months which might be of interest to the readers of your
magazine.

The plan is simply this: We have made arrangements with
a local aviation company to put over this advertising plan in
conjunction with their regular business, and incidentally, it is
proving quite profitable to their business as well as ours. They
have one of their planes painted a special color and covered
with advertising matter. This is known as the “Crosley Air-
plane.” This Airplane goes to a different town in our territory
each day and takes passengers up for pleasure rides at $3.00
per ride. Our ddealer in the town has been previously supplied
with advertising display cards, dodgers, newspaper mats, and
stories. He is also supplied with tickets good for rides on the
plane. His business is to advertise the coming of the plane and
sell tickets for it. He advertises rides free with the purchase
of each piece of Crosley merchandise bought from him. This
is worked out by having the airplane company give each pas-
senger a ticket, showing that they have ridden in the plane, and
that they are entitled to a $3 discount on sets or merchandise
purchased from the local dealer.

This plan makes a very reasonably priced advertising compaign
possible because the aviation company is willing to co-operate
at a very low rate because of the advance advertising their
plane gets from the interest worked up for its coming by the
radio dealer. The dealer in turn pays no money for the adver-
tising unless he sells a set, making it a very cheap method of
advertising for him.

Keep Your Prospects Thinking in
Terms of New Sets

AVE you ever stopped to think of the
psychological effect which your attitude to-
ward trade-ins has upon a prospective buyer?

Sometimes it doesn’t pay to tell the prospective purchaser
bluntly how little you can give him for his old radio set. Keep
him thinking entirely in terms of the new set and the deal will at
once be placed on a much higher plane. Remember—you, as a
merchant, are selling a new outfit, not buying an old one. Keep
the transaction on that basis.

You Never Can Tell

66 O WE really grasp every sales oppor-
tunity when presented?” comments J.
Diemert of the Hueter Music Company, Cleveland, Ohio.

Recently a blind man, a colored peddler, came into the Hueter
store led by a colored boy. A Fada 70 happened to be playing
in the doorway. The salesman standing near purchased a couple
of pencils from him when he remarked that that music was
exceptionally clear and distinct and that he was interested in a
radio himself. One of the customers then spoke up saying,
“Yes, but I don’t think you would be interested in this particular
radio as it cost over $400.”

“At this point,” explained Mr. Diemert, “I stepped in and
asked the blind man his name and address and when he would
be at home. The same evening at 7 o’clock my man called on
him with a Crosley Gemchest with instructions to sell somewhere
else if not there before he came to work the next morning. My
man returned within an hour with a down payment of $21 and
also a report that the blind man said “Do you know, if you had
brought the one I heard in the doorway and I had liked it, I
would have bought that one.”
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Rapio RETAILING will pay $5 every month for
the best sales idea and §3 for every sales idea
accepted for publication in this department.

(J] All you have to do is to write us a letter telling
us about it. If possible, send along a photo

or diagram.

Address:  Sales Idea Editor, Radio Retailing,
36th Street and Tenth Avenue, New York City.

Jolley Specializes in Ads
in Movie Programs

“R B. JOLLEY, Atwater Kent dealer in Mor-
« ristown, N. J., takes full back-cover space
in local motion-picture-theatre programs.

“People who frequent movie theatres,” says Mr. Jolley, “are
red-hot prospects for modern improved radios, such as the new
screen-grid sets. That a definite part of their leisure time is
devoted to entertainment—the more varied the better—is proved
by their more or less regular movie attendance. I have found
that this method of advertising is particularly effective, especially
from a cost-versus-coverage standpoint. The majority of the
average local motion picture programs are two or four-page
leaflets—easily and quickly read. A radio message, covering one
entire page at an extremely low cost, possesses immediate forc
and direct appeal.” a

Broadcasting Truck Gets Attention

W4 Hareiven ot.
L o L

hase la rthing finer then o

The Federal Radio Shops of Flint, Michigan, equipped this
truck with a receiver and special amplifier and horn, and when-
ever anything of interest to the general public is broadcast, the
truck is parked where the most people will hear it. It makes
excellent publicity and provides numerous radio prospects.

To Identify the Date of Purchase

WHEN new radio stock is purchased by the
Birkel Music Company of Los Angeles,
it is immediately tagged with a number to indicate the date of
its receipt. The code is a simple one—letters to mark the year,
numbers for the month. Thus “A-6" represents “1929-June,”
while “B-3"” would be “1930-March.” With this arrangement it
is possible at all times to date the merchandise on the floor and
to keep old stock from accumulating for too long a period.
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A disgruntled prospect wmeans 4
sale permanently lost — and 2
potential “krocker” paixced.
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Didns they

Buvy?

Ten more questions to help you analyze your sales
ability and judge your value to your employer.
A continuation of our June plan for self-testing
honest-to-goodness personal merit and salesmanship

lished in Radio Retailing under the heading: *“Sit

Down and Check Yourself Up,” you were enabled
to analyze your sales ability, based on your last ten actual
sales.

Many dealers and their salesmen wrote of their prac-
tical application of the first set of “self-analysis™
questions.

“I never realized before,” stated a Western retailer,
“how weak my sales talk really was. Let's have an-
other test!”

This second series applies to the last ten customers on
whom you worked but who didn’t buy.

Let's analyze them:

I N JUNE, through the medium of ten questions pub-

Question No. 1 Of the last ten prospects who
didn’t buy, are you satisfied that you tried to the very
best of your ability to sell them?

No detailed discussion necessary here. In the bottom of
your heart you know the answer. Start with 100 points.

Deduct ten points for every case where your conscience
says, “No!”

Question No. 2 Of the last ten lost cases how
many did you let slip because you didn’t know your stock,
or its talking points, well enough?

A good man might get 100 on this question if (?)....

For every lost sale due to lack of knowledge deduct ten
points from your starting figure of 100.

Question No. 3 How many of the lost ten got
away because you didn’t take enough time with them?
You know how it is—someone else came in that looked
like easy picking, or the prospect “bored” you. Many a
sale is made by patience alone. How many did you lose
due to lack of endurance? Deduct ten points for each
such case.

- T
Question No. 4 How wmany of the last ten
walkouts were not introduced to sone other sales repre-
sentative after your efforts failed?

Time and space doesn’t permit a discussion of the value
of the “turnover” system here—so just answer the ques-
tion on its face value, deducting ten points, of course,
for each failure.
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Question No. 5  Did you obtain the names and
addresses of the last ten “getaways”?

The least you can get from a prospect is the knowledge
of who he is and where he lives. The tollow-up, on
temporarily lost cases is invaluable. Properly conducted

it should increase sales 20 per cent. .

Question No. 6  Despite the fact that they
didn’t buy, did your ten callers leave in a pleasant frame
of mind?

Was the conversation concluded with a smile? Or did
you sulk because he couldn’t make up his mind? Did
the prospect leave thinking better of the firm than when
he approached you? Give yourself ten points for each
contact satisfactorily concluded.

Question No. 7 Did you follow these oppor-
tunities by nail, telephone or personal call?

Ten points on the right side for every case that was
followed through to a definite conclusion—even though
no sale was effected.

Question No. 8 Have wyou reported to the
management ways for getting more business or closing
more sales?

Whether on merchandise, service or economies doesn’t
matter. The point is, are you a constructive eontributor
to the progress of your company? Rate yourself on a
percentage basis.

Question No. 9 During the last month have
vou been a 100 per cent employee? Have you given full
measure of your time and energy? Have you made every
minute count “in the field”?  Are you satisfied with your
personal appearance?

Rate yourself on a percentage basis with 100 as the
top limit.

Question No. 10  A4re you capable of assuming
the duties of manager? Are you learning the business
thoroughly? If you were boss would you be satisfied
with vourself as an employee?

Can you rate 100 per cent? If not, why not?

Now add -up the ten scores you gave yourself for
this series. The average man seldom gets over 700.
Did you? If you topped 850, congratulations !—vyou're
headed for better things.

]
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A Neat ];st Beﬂciz HYS

F all the sad sights to greet the eye
there is perhaps nothing more depres-
sing and nought that could more com-
pletely rob a customer of the romance of
radio and the nice mystery of radio re-

ceiving sets than an untidy, makeshift
repair bench flanked by a heap of dis-
carded, dusty, trade-in and obsolete sets
and parts. It is true that such a place is
screened off generally and hidden from
ordinary view but often a customer fol-
lows the salesman back and has at least a
glimpse of the heart-rending sight.

Then the continual effect of such ineffi-
ciency upon the salespeople, technicians and
proprietor must necessarily work to their
disadvantage. It is damaging to the morale
of all and entirely destroys the pride and
pleasure of conducting a business which
from so many points of view, is the great-
est—a laboratory of modern magic created
to carry entertainment and pleasure to the
home of rich and poor, humble and great.

The following description of the service
bench of J. Lloyd Sleeper, of the Sleeper-
Huntley Radio Company, Santa Ana, Calif.,
and his ideas of sales and service are not
difficult to imitate.

The bench is made of wood, white enam-
eled, fifteen feet long, thirty-six inches
high and thirty-two inches wide with a
rear panel twenty-three inches high topped
with a six-inch shelf.

There are three reasons for the white
enameled surface, viz.: neatness of appear-

“ A}

ance, reflection of light on the underneath
parts of a set, and a much better visability
of small screws and parts that are laid
thereon.

Two swinging lights, just beyond the
range of the picture at the top of this page,
on each side, made of one-half inch con-
duit, goosenecked over the lineal center of
the bench give excellent illumination.

Five twin a.c. outlets are located at con-
venient points, as are three aerial and
ground plates. One of each of these is
located on the front apron of the bench to
allow console tests to be readily made.

Directly beneath the main panel, are
eight binding posts, for A and B battery
connections, the batteries being located on a
shelf beneath the bench. The oscillator
shown on the left has a battery plug with
corresponding plate for quick connection,
as time is a large factor in service work.
The laboratory galvanometer shown in
the center is used for bridge measurements,
and numerous other tests, proving highly
valuable.

INsPECTION REDUCES SERVICE

The portable equipment consists of an
a.c. oscillator, set analyzers and a.c. tube
Le_sters together with the usual tube and tool

its.

The pads shown are made of table pad-
ding twenty-four inches by thirty-six
inches. These pads protect a set from
scratches as well as making it an easy

[ I

matter to slide receivers along the bench.

Every radio, as it is unpacked, is thor-
oughly tested and balanced. Again before
it leaves the store it is again completely
checked, and after installation it is inspected
a third time. Some of these tests might
seem unnecessary, but it is surprising the
percentage of calls that are reduced in the
ninety-day guarantee period. And from
time to time when passing a customer’s
house a call is made to see how the set is
performing. In this manner valuable leads
are often obtained, as well as maintaining
the good will of the customer. If the
customer lives out of the beaten path, a
telephone call only takes a moment or so.
but its value cannot be measured in dollars
and cents.

Each location is thoroughly studied be-
fore an installation is made with respect
to power lines and acoustic effects in the
house. There are no hay-wire aerial and
ground installations made even for the
lower priced sets. Enameled wire with
glass insulators, and all joints soldered
with a presto torch, on properly guved
poles, constitute the aerial. Too little
attention is paid to proper ground in the
average installation. A water pipe is a
poor ground at its best though it is about
the cheapest. In using five-foot W.E.
telephone ground rods, a set will operate
far quieter and generally more satisfac-
torily. There is no question that a neat
and efficient antenna system with best grade
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enamel wire properly insulated and all
connections soldered pays big dividends in
satisfied customers.

Service and attention to detail as fur-
nished by this radio firm is so thorough and
confidence inspiring that it is a perfect
incubation plant for more and increasingly
more sales.

Radio Service Managers
Association

Last March a movement was started for
the organization of an association of radio
service managers and others in the New
York Metropolitan area who are interested
in improving radio service to the consumer.
A great deal of enthusiasm was shown
generally, and the first meeting was held
recently with a very representative attend-
ance of more than forty men. A tem-
porary committee was elected to write
by-laws for the conduct of the association
and to arrange the necessary details for
that meeting.

The principal objects of the association,
as set forth in the by-laws are:

1. To act as a forum for the inter-
change of ideas and experience relat-
ing to service.

2. To secure the co-operation of
manufacturers and distributors in fur-
nishing service information for the dis-
semination to its members.

3. To provide a central source of
service information for the use of its
members.

4. To act as a free employment
agency for servicemen and service man:
agers.

5. To establish a system of examin-
ation and classification of applicants
for service and managerial positions.

6. To co-operate with radio service
schools or schools having such courses,
for the purpose of improving the train-
ing available for men who desire to go
into the service business.

Regular monthly meetings will be held
the last Monday of each month.

All those who are interested in applying
for membership, or who wish to be in-
formed of future meetings, or desire more
information, may address the Radio Serv-
ice Managers Association, Room 406, 1400
Broadway, New York City.

Source of A.C. Hum

One of the most troublesome sources of
hum, and one which is usually overlooked
by the experimenter, is that due to external
fields surrounding the power transformers
used in-a power pack.

This source of trouble can be eliminated
very easily by connecting the metal cases
or cores of the transformers to either the
ground lead or to the “B—" lead of the
receiver or power pack so as to bring the
cases and cores of all transformers to the
low potential side of the circuit.

The normal hum in a power-pack is so
low as to be negligible within a few inches
of the speaker. However, if the cases of
the transformers are not connected to either
the ground lead or to the “B—" lead or if
the values of the grid bias resistors are
not correct, the hum which will result is
decidedly objectionable.

One Cause of Howls

Sometimes when the reproducer cord
has been run too close to the detector tube
circuit a howl will be set up in the audio
circuit. The answer is to move the cord.
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Six Prime Points of
Radio Service

1. Have o definite service
policy and make this policy plain
to the customer at the time of
the sale.

2. Choose your service men
carefully and train them thor-
oughly.

3. Be sure that your men who
make oulside service calls are
supplied with suitable equip-
ment.

4. Your scrvice station should
have good light and ventilation,
as well as equipment that will
make for efficient workmanship.

5. The service department of
a radio store should be a source
of profit and you can make it so
by keeping the proper records.

6. Make your service depart-
ment build good will for your
store as well as supply “leads”™
for your sales force to follow.

Television to Date

The D. Van Nostrand Co., New York
City, has just published a 5% by 8% inch,
192-page book entitled “Television,” by
H. H. Sheldon and E. N. Grisewood.
This is a very comprehensive work giving
the history of television so far and telling
of the various systems used as well as
describing their component parts. This is
the first book dealing with this new art
that has come to our attention. Anyone
interested in television should read this
book. The price is $2.75.

Overhaul Sets Now

To obtain best results from receivers
during the summer months check up sets
at this time of year and apply to it the old-
fashioned “housecleaning” method.

Every set will work so much the better
for an occasional inspection and cleaning,
with particular emphasis being placed on
seeing that all contacts are tight and clean
and that tubes are at proper amplifying
strength, This is the logical time for an
overall inspection of this character inas-
much as the coming summer months will
find reception conditions the least favor-
able.

Don’t Short Regulators

Some of the new a.c. sets which are
being placed on the market, contain an
automatic voltage regulator. In some cases
this unit is removable. Now it seems that
when trouble occurs and this unit is burned
out some of the “wise” service men are
remedying the difficulty by simply shorting
the terminals of the automatic regulator.
Immediately tubes start to burn out and the
tubes are reported as no good.

What really happens, according to Walter
R. Jones of the Sylvania Products Com-
pany, is this: “The primary of the trans-
former is wound for from 65 to 85 volts,
depending on the receiver. The additional
voltage up to the line voltage value is
wasted across the voltage regulator. When
the ‘wise’ service man shorts out the reg-
ulator he is applying the line voltage of 110
volts or more where only 65 to 85 is sup-
posed to be applied, consequently the volt-
ages delivered by the transformer increase
considerably. Last week I ran across sets
where this had been done and 3.5 volts
was being applied to the 227 heaters.
It takes a lot of nerve to expect tubes to
operate under these conditions long. And
the tubes are blamed.” Watch for this
condition and try to have it eliminated.

Service Questions and Answers

Readers who have service problems are invited to write to
the Technical Editor, who will be glad to answer
the questions in this column

Q.—In “Rodio Retailing,” we read the
article “Shielded Lead-in, Cure for Inter-
Ference.” There have been several questions
arising in our minds about this. Will you
kindly give us what information you can on
how to install this for best results?

1. How long should the metal pipe be?

2. Which is the best to use, common iron
pipe ¥-1 in. or the galvanized pipe or lead
pipe? '

3. And should this be grounded from the
lower end or the center of the pipe for best
results?

4. We are having some trouble with in-
terference with the electric car line. Do
you know of any way we can overcome this
trouble? Then we too often have trouble
with the power line giving off interference,
such as a leaky transformer. Do you know
of any way that we can get around this
trouble?

A.—It is best to use lead pipe if you can
get it. Some manufacturers of wire and
cable are putting out a small lead covered
cable containing one wire such as you see
used in telephone work. This mav be
adapted for this use very nicely. Carry
the lead right up to the point of where
the antenna couples to the lead-in and
ground it at the lower end.

Street car interference is very hard some-

times to clear up and simply means inten-
sive work on the part of the traction people
to keep their apparatus in as good shape
as possible all the time. There is nothing
that you can do about it.

If power lines are giving interference,
you mention leaky transformers, there is
nothing that you can do except to point out
to the power company which transformers
are leaking and get them to repair them.
It's to their advantage to keep their equip-
ment from leaking as they are losing power
otherwise.

Q.—How can I test UX-222 tubes on an
ordinary tube tester?

A—By use of the circuit below UX-222
tubes may be tested for plate current. Plate
voltage of 90 to 135 should be used with
A.C. bias of 13. Be sure the filament
voltage is 3.3.

Attach clip fo +45 volts
G [p
o L)
C o o Ux socket ol
’ 4 -prong
o o Attach clip o base
o o top of 22.
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Foreign

Market

How Radio Is Taxed
Abroad

Throughout the world, as in the United
States, radio is almost universally regarded
by governments, officials and presumably
the public, as a “necessary” and not a
luxury, according to U. S. official informa-
tion just received by the Radio Manufac-
turers’ Association. World-wide radio tax
information, furnished the RMA by the
U. S. Department of Commerce, shows
that radio has become so necessary to
public communication, entertainment and
development, that its tax classification as a
“necessity” in modern life is almost unani-
mous.

Few countries or governments regard
radio as a proper subject of taxation. Of
all the nations and countries of the world,
only two, France and Spain, legally classify
radio as a “luxury” in their taxation pro-
grams, according to information transmitted
to the RMA by the Foreign Tariff Divi-
sion of the Department of Commerce. Only
a few other countries, the Department of
Commerce stated, impose sales, or public
consumption, taxes on radio apparatus
which is imported. About a dozen coun-
tries impose sales, or excise, taxes, levied
generally on almost everything, including
radio products.

Of the entire family of nations, the only
two countries which regard radio as a tax-
able luxury do not levy severe charges.
Spain has a 5 per cent ad valorem rate,
while that of France is 12 per cent on the
more expensive radio receiving sets and
apparatus, cheaper products bearing only
a 2 per cent sales tax.

Roumania has a supplementary tax on
radio of 1600 paper leie per 100 kilos.
Sales taxes on imported radio products are
imposed by other countries as follows:
Austria and Turkey, 6 per cent; Hungary,
2 per cent; Poland, 2% per cent; Italy, 1
per cent. Other general sales taxes—on
virtually all articles including radio—are
Czechoslovakia, 2 per cent; Portugal, 2
per cent; Canada, 4 per cent; Newfound-
land, 5 per cent; Cuba, 14 per cent; Porto
Rico, 2 per cent, and the Philippines, 1}
per cent.

Growth of Radio Business
in New Zealand

Figures just published in the daily press
indicate that in the Auckland consular dis-
trict there are now 12,973 licensed radio
sets.

It is to be recalled that at the time of
the opening up of Station 1 YA in Auck-
land, on August 26, 1926, the number of
licensed radio sets then in use was only
about 1,500.

It is regretted that the figures given do
not list separately the crystal and tube sets,
although it is understood that crystal sets
very largely outnumber tube sets.

It must be borne in mind that because
of the lack of broadcasting facilities in the
Auckland district prior to August, 1926,
that the 1,500 sets then in use were nearly
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all tube sets capable of picking up the
Australian stations, and that consequently
the almost marvelous growth in the num-
ber of licensed sets does not represent an
equally marvelous growth in the sale of the
costlier sets, although it may be taken for
granted that they have considerably more
than doubled in number,

Roughly speaking the number of radio
sets in use as revealed by the figures is
one to each forty of the population.

As so far fully four times as many
people own motor cars as own radio sets,
it is anticipated that the demand for radio
sets is still far from reaching the saturation
point.

At present there are 48! licensed radio
dealers in the Auckland district, and if the
entire number of licensed sets now in use
were divided among them it would rep-
resent sales during the last two years of
about twenty-seven radio sets each.

As these figures include the many cheap
crystal sets, it may readily be seen that the
business of a vary large number of these
licensed dealers must amount to almost
nothing, in short the business seems to be
over-exploited.

American radio sets are popular. There
is also a recent adverse tariff passed by
the New Zealand Parliament now sitting,
hence American dealers seeking to enter
this trade will find themselves not only in
competition with foreign dealers, partic-
ularly British, but that their most active
competition comes from American houses
already established in the field.

South Africa a Parts Market

South Africa, which now has about
16,000 licensed radio sets, seems at present
to be a market for radio receiving set parts
rather than one for complete sets, reports
Assistant Trade Commissioner Edward B.
Lawson, Johannesburg, to the Department
of Commerce. At present a transition
from crystal to tube sets is taking place,
with the principal demand for relatively
cheap sets of two or three tubes.

Until the African Broadcasting Company
was organized some months ago, the broad-
casting situation was in rather an unsettled
condition, but since the inception of this
company conditions are more encouraging.
and there is an undercurrent of renewed
interest in radio. This company, by reason
of its contract with the Minister of Posts
and Telegraphs, holds a virtual control of
broadcasting in the Union.

There are four broadcasting stations in
South Africa and a new one being erected
at Johannesburg: Johannesburg, 443.5
meters; new Johannesburg station, 450
meters (under construction); Pretoria, 323
meters; Durban, 398 meters; and Cape
Town. 372 meters. About 50 stations are
being operated under amateur transmitters’
licenses. all using a wave length below
200 meters.

One of the drawbacks to a more highly
developed interest in radio is the poor
atmospheric conditions prevailine at times.
it is reported. The new station being

erected at Johannesburg is expected to
greatly alter present broadcasting condi-
tions, and bring about a more satisfactory
reception in spite of atmospheric handi-
caps. It is reported that it will operate
with a power which is about 20 times as
great at the present Johannesburg station.

Sales of American radio receiving com-
ponents in South Africa is fairly good,
although there appears to be a lack of
familiarity with the latest type of such
material. One local dealer in Johannesburg
estimates that 60 per cent of his sales are
in American goods. There seems to be
some sale of transformers of the better
grade and this type of equipment is likely
to meet with a moderate but more or less
steady demand. Reproducers of the cone
type are coming into demand, although
quite a few of the old style horn repro-
ducers may still be found in some of the
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ommandments
of Radio Exporting

By Norman M. Simons,

l-Price—reduction

goods.

2-Prompt replies to in-

cular mail.

3-Cable

| dates.

M. Simons & Son Co., New York City

protec-

tion of at lcast six months from
date of sailing of steamer carrying

QUITIES, service matters, export
details, cables. Elimination of cir-

acknowledgment
of orders with definite shipping
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radio equipment stores, but is rapidly giv-both imported as a unit and assembled in

ing way to the cone variety. A and B
power units for 200-240 volts, 50 cycles,
have a prospect of good potential sales and
American-made tubes are already well
known and enjoy an excellent reputation.
British-made tubes are prominently dis-
played in the local market.

Principal demand for tube sets in South
Africa seems to be for relatively cheap
sets of two or three tubes and it is thought
that a set retailing for around $30 might
be well received if subsequent developments
in the radio field are favorable. Quite a
number of American makes are already on
the market and British products are meet-
ing with popularity. A few German-made
sets are also found. The British instru-
ment, in particular, seems to have attained
its popularity chiefly on the basis of sim-
plicity of operation. These machines are

4.

A knowledge of exact

voltage and frequency of
current supply in your foreign dis-
tribution centers.

5. Elimination of make-
shifts ang voltage-changing de-
vices.

6. Protection of exclusive

territoriesS —to the catent of de-
manding cxaport affidavits from
other foreign accounts and their
shippers, if necessary.

Restrict all U. S. jobbing

connections agalnst export
sales. If this is not done sooner or
later your own foreign connections
will be jeopardized.

Investigate your prospect

before making any exclusive sales
arrangement tn any foreign coun-
try, even more carefully than in the
United States. Dig under the sur-
face.

9.

Protect your patentsiy, for-

eign countries and be sure to regis-
ter vour trademark.

)

Don’t fOYgCt that your foreign
distributor at Milan, Copenhagen,
Valparaiso or Singapore has to
pay duty, ocean freight, insurance
«charges, etc. Help him by packing
carefully. By all means try to
avoid charging him extra for pack-
ing. Make all quotations f.o.b. New
York, San Francisco or New
Orleans if possible. It is even far
better practice to quote f.a.s. these
ports. (F.a.s. means “free along-
side steamer.”)

10.
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South Africa. The operation of only four
broadcasting stations in the Union makes
the finer selectivity of the American
models unnecessary and the relatively
simple adjustment of the British model
favorably received.

Rumanian Broadcasting
Station Capital Stock
Subscribed

The 50,000,000 lei ($312,000) capital
stock of the Rumanian Radio Broadcast-
ing Company, Bucharest, has now been
entirely subscribed, according to the Radio
Communications Division of the Rumanian
Ministry of Posts and Telegraphs, reports
the Department of Commerce. The Ruma-
nian Government took 60 per cent and the
National Bank of Rumania the bulk of the

- remainder.

The Rumanian Radio Broadcasting
Company, which is the first of its kind in
the country, and which under government
control has been granted exclusive broad-
casting rights, will now proceed with its
organization, and as already published in
this bulletin offers have been called for
covering the construction of a broadcast-
ing station.

While the matter is now only in the
preparatory stage, the Rumanian authori-
ties hope to have the new station working
within the next 3 or 4 months, but it is
probable that a considerably longer period
will be required. When the station is
ready it is expected there will be an expan-
sion of the Rumanian market for radio
sets and supplementary equipment.

Swiss Slow in Adopting Radio

Switzerland has been relatively slow in
radio development compared with sur-
rounding European countries, advises the
Department of Commerce. There are only
five broadcasting stations in Switzerland
and 62,000 licensed radio receiving sets, of
which more than one-half are crystal sets,
according to statistics issued in January,
1928.

In Switzerland different voltages are
used in different parts of the country. In
the Canton of Berne, for example, 110 volt,
125 volt, 140 volt and 220 volt current is
used although 125 volt current is most
common. There is a movement on foot at
the present time, however, to standardize
at 220 volts, and for this reason the Swiss
are reported loath to invest in an ex-
pensive set at this time when there is a
possibility of a change in voltage within
a year or two.

A few German manufacturers are now
marketing transformers in Switzerland
which permit the adaption to different
voltage in case a purchaser is obliged to
adjust his set to another voltage. One
large Swedish manufacture has a similar
system built into cabinet.

Uruguay Favors U. S. Radio

R. C. Ackerman, Fada Radio export
manager, who paid a visit to the republic
not long ago, reports that according to a
check-up he made in several countries,
Uruguay is buying more receivers in pro-
portion to population than any of the other
countries compared. This is particularly
impressive since about two years ago, a
visitor to Uruguay reported very little in-
terest in radio.

Down in Montevideo, reads the Acker-
man report, owners of radio receivers pick
up, aside from their own local stations, the
Buenos Aires broadcasts. The Argen-
tinian capital isn't so very far away—some
200 miles across the Plata River—making
it also very convenient for those living
more to the eastward in Uruguay. “Many
a cattle rancher in the hinterland of Uru-
guay blesses the radio receiver made in the
U.S.A. for his entertainment and market
information,” states Mr. Ackerman. Qual-
ity comes first in Uruguay in selection of
radio sets. Radio has invaded the princi-
pal avenue of Montevidio—the Av. 18 de
Julio. Harispuru Hnos.

Lahtis Broadcasting Station
Opened in Finland

The Lahtis broadcasting station, declared
one of the most powerful transmitting sta-
tions in Europe, was opened recently in
Finland, states the Department of Com-
merce.

Equipment of this station was furnished
at a cost of $200,000 and is of the same
type as that in use at the Zeesen station in
Germany.

It operates on a wave length of 1525
meters with a power of 35 kilowatts which
is shortly to be increased to 40 kilowatts.

205,000 Radio Subscribers
in Czechoslovakia

The Czechoslovak Minister of Post and
Telegraphs announces that the number of
registered radio subscribers totaled 205,000,
states a report received by the Electrical
Division, Department of Commerce.

The present number of radio subscribers
is believed to be close to the saturation
point until such time when new sending
stations are erected. Construction of one
station at Karlsbad, and of a second sta-
tion at Mahrisch, Ostrau, is said to be
under consideration, according to the
report.

Czechoslovak Station Planned

A state broadcasting station of enough
power to be heard throughout Europe is
now under consideration by Czechoslovak
Government authorities. .

Construction plans now under review
contemplate a power of 50 kilowatts. The
site has not yet been definitely chosen but
it is expected to be near Prague.

87




A McGraw-Hill Publication

AUGUST 1929

Watch Yours Sales Costs!

EVER before has the radio dealer needed to watch
and check his sales costs more than this season.
We are entering a period of the keenest kind of com-
petition. Prices are lowered under those of last year,
which were in turn comparatively low. Margins are
getting narrower which means that sales volume must go
up. This applies to dealers as well as manufacturers.
If you want to be one of the lucky merchants to come
out on top at the end of the year, and make a profit, you
must watch your costs with diligence.

Draft the Chain-Stores’ Best Ideas
for Your Business

HE bitter charges made against the chain stores by

independent dealers must in fairness be divided into
two classes. First complaint is made that such stores
promote ‘“leaders” and sell below cost. Other merchan-
dising misdemeanors are laid at their door. Such
conduct is indefensible and intolerable.

But a second set of objections raised has to do with
the chain stores’ competition growing out of their
efficiency of operation, their attractive merchandising,
and their ability to make mass purchases. These are
bright and shining lessons in retailing which the inde-
pendent dealer should learn himself—not evade. How
he can successfully adapt such ideas of the country’s
master merchandising minds, and harness them to his
own local enterprise, S. J. Ryan tells in a practical
merchant-wise article in this issue. Turn back if you
haven’t read it carefully.

Courageous Action by the Broadcasters

HE rest of the radio industry owes a vote of thanks
to the Broadcasters Association for its adoption of
a code of ethics for broadcasting stations.

Four of the eight rules adopted warn members of the
association to guard against broadcasting material which
has not been carefully verified. Products or services
which may be injurious to health are to be barred.

In their desire to do their own housecleaning, the
broadcasters agreed as their first rule that, since the radio
audience includes persons of all ages and beliefs, every
station should prevent the broadcasting of matter which
would commonly be regarded as offensive.

Rules two, four, five and six lay down regulations on
advertising, cautioning against the use of material when
the broadcaster has not assured himself of the merits
of the article advertised, the financial responsibility of
the advertiser, and his reputation for integrity.

Material that is sponsored or paid for must be clearly
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identified during the course of the program, and the
broadcaster must refuse any program which he knows.
or believes to be false, deceptive or grossly exaggerated.

While broadcasting generally has been on a singularly
high plane, the setting up of these standards will help
point the finger of contrast and admonition at those
who still offend. The broadcasting stations themselves
will profit most from this new code of conduct, but the
whole radio industry which makes and distributes sets,
will benefit in turn from a clean-up of all the program
material on the air.

The A.C. Set Has Reduced Service Calls

WITH the coming of the A.C. set into practically
universal acceptance, service calls and service costs
have been greatly reduced. When the battery-operated
set was in vogue, there were a multitude of things to go
wrong, and they usually did. The A battery went dry
because it received no water. It was up to the dealer to
put it back in shape-——which he usually did at a financial
loss to himself. Or else it was the B batteries, and the
customer riever failed to blame the dealer.

But now we have all these features eliminated in the
modern batteryless or A.C. receiver. The only trouble
on large-scale A.C. sets has been with condenser or
resistance blow-outs or short life of the tubes.

Much has been done by the manufacturer to relieve
this by perfecting the component parts which are under
strain and to provide line-voltage adjustments. It is now
up to the dealer to watch the line-voltage values and to
make suitable adjustments. Thus, the one great drain
on profits—service calls—has been reduced to a minimum.

Copyright Decision Benefits the
Radio Industry

HAT hotels, radio retail outlets, restaurants and

other public places may broadcast radio programs
containing copyrighted selections without paying the
American Society of Composers, Authors and Publishers
for this privilege was, in effect, the decision of Judge
Merrill E. Otis rendered in the Federal District Court
at Kansas City.

The decision covered a suit brought last October by
the Society against the LaSalle Hotel for alleged in-
fringement of the Copyright Act. The hotel had,
through a master radio receiving set and by means of a
wire system, offered in its rooms radio programs which
included copyrighted compositions.

Briefly, the act in question protects the owner against
the public “performance” of his copyrighted composi-
tion for profit.

Judge Otis held that the hotel owners did not “per-
form” the copyrighted work, but merely provided means
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whereby the music could be heard. He held further
that the right to “perform” does not carry with it a
proprietary interest in the waves that go on, or in, the
air or ether, these being as free as the sunshine.

This decision, according to legal opinion in Kansas
City mean that barber shops, radio and musical stores,
restaurants, hotels and other like places can operate radio
sets for the benefit of their patrons without having to
pay annual license fees to the Society.

The Middleman Is Indispensable

HE middleman is NOT disappearing; on the con-

trary—his function is quite important to the
mechanism of distribution. From time to time, sugges-
tions are made to cut out the jobber in order to reduce
the cost of reaching the consumer—but whenever this
has been done, it has not reduced costs at all.

W. M. G. Howse, president of a large manufacturing
company and chairman of the National Wholesale Con-
ference, which is making a survey of the subject under
the auspices of the United States Chamber of Com-
merce, says:

“The function of the middleman is indispensable.
Neither the chain store nor the mail-order house can
evade it. A manufacturer might do his own wholesaling
or pay someone to do it, but somewhere along the line
it must be done. Whether you call it wholesaling, job-
bing, factory-to-consumer distribution, or chain-store
merchandising, there must be some machinery to move
goods from producer to consumer. Every commodity
must, in the interests of both producers and consumers,
have the services of wholesalers and their expert know-
ledge of the best markets and the most economical means
of reaching them.”

The middleman is a very useful member of the sales
family.

Fixed Retail Prices vs. Unbranded
Merchandise

HE Federal Trade Commission is now making a com-
parative check of the cost, price and profit on mer-
chandise sold at fixed resale prices and similar products
on which there are no established prices. From a list
of several hundred articles, the Commission has selected
a representative group for the purpose of this study,
which is intended to reveal the actual result in the con-
duct of business of the application of fixed resale prices
on trade-marked and branded merchandise.
The findings on this phase of the Commission’s in-
vestigation of the resale price maintenance practice will
be included in the second section of its report to Con-
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gress. The first part of the Commission’s report, which
was submitted just prior to the adjournment of Congress
last Spring, presented the opinions of distributors and
consumers with respect to resale price maintenance. The
canvass made by the Commission indicated that v/hole-
sale and retail merchants are generally in favor of re-
sale price protection and that the purchasing public,
which was represented for the most part by farmers, is
opposed to it.

Representative Kelly, of Pennsylvania, has re-intro-
duced his bill to legalize resale price maintenance
contracts between manufacturers and distributors of
trade-marked or branded merchandise but the House
Committee on Interstate and Foreign Commerce will not
be organized for the consideration of pending legislation
until the December session. The prospect is that the bill
will remain on the shelf although its proponents antici-
pate that it will be favorably reported to the House.

Better Windows Mean More Customers

HE window is the radio dealer’s point of contact

with the public. According to the impression it cre-
ates, it will make customers or spoil them. That the
window has a real cash value is evidenced by the action
of the New Jersey druggists who have pooled their win-
dows in order to sell their space to the manufacturers—
in competition with the chain drug stores who have been
doing that very thing for some time. The drug manu-
facturers are so alive to the sales-making possibilities of
the windows that they are willing to pay for the chance
to use them.

Our recent issues have carried articles—by a window
display expert—on how to get action into the window.
With windows to the right and windows to the left, a
moving display attracts the most attention.

So remember the Jersey druggists—windows are
worth real money. And better windows mean more cus-
tomers.

No Television This Season

ELEVISION, which was brought out for public

display last year, has now definitely gone back into
the seclusion of the laboratory where it logically belongs.
Those engineers who are lending thought to the de-
velopment of this next great scientific advance freely
admit that the problem, as far as commercial exploitation
is concerned, is at present a baffling one and that there
is a vast amount of work yet to be done before television
will become a commercial actuality.

Therefore it behooves the radio trade to forget tele-
vision for the time being, as an article of merchandise,
and to devote all of its time to the promotion and sale of
broadcast receivers.
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Our READERS

Haoove This 10 Say—

Makes a Profit on Service

Editor, Radio Retailing :
I HAVE read with interest the article by
C. L. Dennis, in the November issue of
Radio Retailing entitled, “What Is Good
Service Practice?” and I consider it the
besot I have read for some time.
ur own policy on service is to charge
$2.50 for a call, which entitles the custom%r
to a complete check-up and any adjustments
that can be made in a short time to make
the set operate.

Calls, under our guarantee, are limited to
30 days after sale. Our service men are
well trained ~and equipped with modern,
portable, testing apparatus and it does not
take more than thirty minutes to locate and
remedy anything that can be fixed right in
the customer’s home.

While some dealers may object to the
charge of $2.50 per call and are giving serv-
ice for less money, we find that our de-
partment is kept busy and is making money,
and_that the majority of dependable com-
panies and service men charge this. Con-
sxdermg_the expense of trained men, cars
and equipment, this is as low a charge as
will allow us to make a profit on service.

L. BENNETT.

4161 W. Belle Place,
St. Louis, Mo. e

Claims Courtesy Discount
Shouldn’t Exist

Editor Radio Retailing:
WHETHER a wholesaler grants the
courtesy discount to an individual for
so-called “business purposes” or simply to
accommodate a friend, the discount is all
wrong. Let me give just a few reasons,
or comments, on why the wholesaler, in all
cases, ought to sell only to authorized
dealers.

1. The dealer organization is the life-
blood of the wholesaler. When a whole-
saler takes a single customer away from
one of these dealers by selling a radio
receiver (or other apparatus) at retail he,
to that extent, disrupts his own organiza-
tion. He is cutting his own business.

2. The dealer having justified himself
over a long period of time has the means
of properly distributing merchandise to the
last in line—the public—is entitled to pro-
tection. It is manifestly unfair-practice for
the wholesaler to compete with the dealer.
To the extent that the wholesaler grants
courtesy discounts just to that extent ‘he is
competing with the dealer.

3. The highest trade bodies having recog-
nized the functions of the wholesaler, the
wholesaler in order to continue to justify
his own existence must for his own sake
live up to these functions which include
selling to dealers only at wholesale prices.
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4. In modern trading the wholesaler
shares responsibility with the manufacturer
for the treatment of the dealer in a manner
enabling him to cash in on the line of the
manufacturer. To take a sale away from
a dealer is to strike back at the manu-
facturer.

S. Unless the wholesaler is prepared to
do all of the things the retailer does, such
as setting up a convenient establishment,
etc., he has not the moral right in a busi-
ness sense to engage in one element of the
dealer's activities. And, if the wholesaler
does all the retailer does he ceases to be a
wholesaler.

6. When a legitimate radio retailer sells
a set today he undertakes, as a rule, a cer-
tain amount of service. Service is pretty
well established on the standard lines and
is a chain that extends from manufacturer
straight through the regular channels to
the ultimate purchaser. Isn’t the wholesaler
playing with fire when be breaks this chain?

7. Again, from the distributor’'s own
pocketbook angle, does it pay him to handle
an individual sale of the sort described?
Where charges for service are necessary
isn’t it betten business for the matter to be
handled by the retailer? And in the rare
cases of the quality lines where a set may
have to be returned to the factory what
sort of explanation can the wholesaler make
as to the origin of a sale where a courtesy
discount exists?

The distributor does not need to give in,
even to the manufacturer of other lines,
because the answer to this is to remind the
manufacturer of his own policy in this
regard.

It is needless to go on for the thing is
almost self-evident. Let me conclude by
saying the same thing I said two years ago
as to the courtesy discount. The courtesy
discount cannot be used without being
abused, ergo it should not be used at all.

R. M. KLEIN,
Long Island City, N. Y.

Don’t Accept Trade-ins!

Editor, Radio Retailing:
HE greatest detriment to the radio
business in these days of intensive
competition is trade-ins! The radio dealer,
today, does not have to accept old radios
in trade for new ones, and every time he
does he cuts into his legitimate profit.
1 would like to see the radio dealer make
a hard and fast rule to the effect that no
trade-ins be accepted, and after it has been
made, to get literally “hard boiled” about it.
Since the organization that I am with
went into the radio business, we have taken
no used radios in trade—and we are not
sorry. 1 have watched this angle of the
business very carefully, and can say that
very few sales have been lost because of
this rule. As long as our business is run

along well defined lines, we are going to
make money—and that is what we are in
business for.

At inventory time, no obsolete, used
radios will be staring you in the face say-
ing: “I am the profit that is rightfully
yours !”

And after the trade-in curse, demon-
strations come next as gobblers of the
dealer’s profits.

This, in the radio business of today, is
nearly—if not as bad—as the trade-in curse.
Demonstrations are becoming less and less
necessary. As a matter of fact, demon-
strations are merely a weak sales argument
and are made only when the salesman feels
himself slipping.

The radio business has come to the point
where 90 per cent of the sales can be made
over the counter, and it is only necessary
to demonstrate sets at the time of the first
interview between the salesman and the
customer, and it should be done in the
dealer’s place of business.

Demonstrations, if made at all, should
not last over a period of more than forty-
eight hours. Within some time between
thirty-six and forty-eight hours after the
set leaves the store, the customer should be
called and asked to make the down pay-
ment, arrangements for terms, signing of
the contract, etc. Otherwise, the set should
be immediately picked up.

L. H. STEINHAUER.

Grunbaum Bros.
Seattle, Wash,

All-Year Broadcasting

Editor, Radio Retailing:

T IS manifestly impossible that a manu-

facturer of radio products may expect
continued volume of business throughout
the summer months unless at very least, he
supports unbroken continuity in his broad-
cast programs.

Our broadcasting over the NBC System
throughout the summer of 1928 established
beyond question that radio is an all-year
market. Our own representatives in the
field do not cease their activity during the
summer months and surely dealers work
just as hard at that time. We see no rea-
son why broadcasting should be neglected
because of the advent of a vacation season.

In the first place, vacation, even for so
brief a time as a few weeks, does not
mean a cessation of broadcast listening. It
means merely that the listeners have moved
to other receiving points, and hear else-
where, whether the family radio goes along
or stays at home.

Certainly, we have too much interest in
dealer turn-over to abandon the sales stimu-
lus of our program for so much as one of
the weeks in our year.

F. H. STrRAYER, Sales Manager,

Sylvania Products Company.
Emporium, Pa.
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Too Many Models in
One Line

Editor, Radio Retailing:

I WOULD like to know why radio set
manufacturers insist on putting out so

many different models of their products.

I don’t mean new model sets, but 6-tube,

7-tube, and 8-tube sets, all made by the

same company.

For example, one manufacturer's line
includes the following models: Numbers
40, 41, 42, 44, 45, 46, 48, 49, 53, 56 and 57.
This is very confusing for the public. The
same thing can be found in almost any
other line.

It seems to me that if a manufacturer
made a 6 or 7-tube set, for example, and
had a table model; a set in a cabinet,
both with magnetic and dynamic speakers;
a cabinet set with power speaker, and
table-model magnetic and dynamic speak-
ers, he would have an ideal line.

Then if he wanted to change models once
a year, it would be very simple. It would
also standardize his prices. In my opinion,
this would go a long way toward establish-
ing stability and confidence in the radio
. business.

As it is, there are only one or two
models in any manufacturer’s line that
move with any degree of rapidity.

_ From a retail angle, I cannot see any
justification for this condition. Maybe the
manufacturers can tell just why they do it?

C. WATERMAN,
Long Island Sports and Radio Shop.

Lynbrook, L. I.

The Radio Commission
Has Improved Reception

Editor, Radio Retailing:
S A long-time student of radio, I read
much and comment little. I am mak-
ing an exception of your “Recommenda-
tions for The Future Control of Radio” as
outlined in Radio Retailing for March, 1929.

There are always those who will decry
the times, and it is only such people as are
chronically disposed to “gripe’” who will
state that the Radio Commission has done
little or nothing to improve radio broad-
cast reception. To the careful observer
there has been a remarkable improvement
as a result of the commission’s work.
Without going into lengthy details, the
writer recalls many evenings during the
“period of chaos” when not one station
could be received, in this locality, without
serious heterodyne or cross-talk interfer-
ence. At the same time it was observed
that there were whole gaps of 50 to 100
kilocycles where nothing came in, even
on the best nights. That wonderful im-
provement has been wrought must be ad-
mitted by all the fair minded.

I presume this region to be one that is
situated in what is commonly called “rural”
in allocation literature. We get our best
night-time reception from WLW, KDKA,
WJZ, WEAF, and formerly from WSAI
and WGY. WSALI is now off the air, and
WGY, for some reason, does not come
in often. For daytime reception the best
stations are WLW, WSB, WBT, WJAX
.. . the latter three are the nearest
thing we have to “local stations.”
and WBT are the only two that give
anything like satisfactory daytime recep-
tion with a sensitive receiver. (I neglected
to insert WENR in the night time class.
When this station is on it is one of the
very best). The point is that without these
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few northern high-powered stations we
would, in this locality, have little really
satisfactory entertainment. We used to
depend on KDKA and WGY solely for
satisfactory entertainment. None of the
above mentioned stations have at the pres-
ent enough power to override any consider-
able amount of static in this locality. As
an example, we have had wholly unsatis-
factory reception (due to atmospheric
noise) for the past eight or nine days. I
do not mean by this that we have had little
or no reception; rather I mean that the
reproduction was so mixed with annoying
noise that its “value” as music was prac-
tically nil.

In consideration of the foregoing, I
therefore heartily endorse your recom-
mendations; particularly the first three
paragraphs thereof, which are the major
ones as far as reception in this region is
concerned. I want to sum up by saying
that from the standpoint of the people in
this region and the many other regions sim-
ilarly located, the use of high power is a
vital requisite to good reception.

We can get sets providing ten kilocycle
separation but nothing known to the art
will give satisfactory reception on a high
“noise to signal ratio.” During the spring
and summer months this condition is the
rule rather than the exception and it is
small wonder that radio sales during that
period have heretofore been almost nil.
There will no doubt be a few straggling
sales here through the summer. The sum-
mer slump in radio is something to be
fought off with increased activity, no doubt,
but to the writer who says there,is no sum-
mer slump in radio, I want to say, “Old
boy come down in May, June, July, August
or September and listen in seven straight
nights.”

There is. without question, a great deal
heavier static in this region than there is
in the north (I have observed) and the
nearest thing to a cure for it is high power.

This is in appreciation of your efforts
and the results you have already obtained
as a member of the Federal Radio Com-
mission, J. D. Britcn.
Statesboro, Ga.

Nobody Wants Trade-Ins!

Editor, Radio Retailing:

FEW days ago one of our dealers
Agave me a jolt which set me thinking
on the subject of trade-ins—and so reason-
able were his views that I haven’t been
able to find a flaw in them.

The trade-in situation always seemed to
be a necessary evil to me. Radio dealers,
in general, have been coping with it in
one way or another for several years. With
the development of the all-electric set, this
trade-in situation becomes an important
dealer problem, so I tackled one of the most
successful retailers on my list for a dis-
cussion and this is what he told me:

“I follow a fixed rule in my store of
never reselling a traded-in set to my cus-
tomers. I sell only new stock.

“Years ago a wise man defined business
as ‘any gainful occupation of which profit
is the goal and in which there is a risk of
loss.” All the 'money I have is invested in
this business and it is my occupation and
believe me, I am well aware of the risk of
loss. Therefore, I will not sell a traded-in
radio set to my public because I cannot
render the repair and maintenance service
necessary to provide satisfactory operation
and make a profit qu the sale.

“So, when the trade-in pops up I explain
my policy and in nine out of ten cases
persuade my customer to dispose of his old
set to a friend or neighbor, or through the
classified column of the newspapers. And
in the tenth case, I allow the exact amount
which any dealer in second-hand radio sets
will pay me for it—or [ don’t make a deal.

“Every sale of mine must bring me profit
in dollars and not in used and obsolete radio
sets. My jobber doesn’t want them. M»
landlord doesn’t want them. Nor my grocer !
Nor my wife!! And if you want the truth
—neither does the public!!! Hope my com-
petitors find it out before they go hroke!!”

Now, is this dealer right or wrong?
Sounds right to be me and I can’t give hip~
an argunient. Jas. WEsT.

The Benwood-Linze Co.,
St. Louis, Mo.

This Summer Window Won First Prize

This summer-time window of the Powers Furniture Company, Portland, Ore., won
first prize in the contest conducted by the Sunset Electric Company of the same city.
Porch furniture provided the background of the display. and a card board cutout of
a child, aawe a lifelike center of interest to the windoze.
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This editorial section is prepared purely as a news service, to
keep readers of “Radio Retailing” informed of new products.

Model 21

New Brunswick Sets

To meet the constant demand
in certain sections for battery
sets, the Brunswick-Balke-Col-
lender Company, 629 S. Wabash
Avenue, Chicago, Ill., has placed
on the market a battery re-
ceiver using four 201A’s, one
200A and a 112A. It is known
as model BB and comes in a
grained walnut flnish cabinet,
compact in size, standing 29%
in. high., The battery compart-
ment provides ample room for
both A and B batteries and is
accessible from the front, The
intended retail price is $89.50.
A super-magnetic speaker of the
mantel type to go with this set
is $35.

The receiver in the a.c. con-
sole models is of the t.r.f type,
completely neutralized. Three
227’'s are used in the r.f. am-
plification, one 227 as detector,
and one for the first audio am-
plification, two 245’s in push-
pull in the second audio and a
280 rectifier. A voltage regu-
lating tube is used also. The

Model BB

electro-dynamic speaker used
in these sets has a 10 in. cone.
Model 14, a lowboy, has cen-
ter and side panels of butt wal-
nut with top piece of matched
ribbon walnut, The legs are
hand carved. The “outside
dimensions are 44 in, by 253%
in. by 16 in. Price, $148.
Model 21, illustrated, is a
highboy with French doors of
American butt walnut inside
and out. Ribbon walnut is
used on the panels. It is 253%
iﬂ'ﬁ“gh by 273 in. wide. Price,

Model 31 is a Panatrope and
radio combination in a highboy

94

console. The French doors,
side panels and radio panel are
butt walnut framed with rib-
bon walnut., It is 50 in. high
and 29 in. wide. Price, $272.
—Radio Retailing, August, 1929.

Caswell “Power Tone”

The “Power Tone,” a new all-
electric phonographic pick-up
developed by the Caswell Manu-
facturing Company, St. Paul
Avenue and Tenth Street, Mil-
waukee, Wis., is equipped with
a Pacent ‘“Phonovox’ pick-up,
General Electric synchronous
motor and an impulse starter.
The case is finished in a soft
brown shade to blend with any
wood finish and has brass-effect
hardware. The intended retail
price is $49.50.—Radio Retail-
ing, August, 1929,

Kellogg 25 Cycle
Receivers

Three new models, especially
constructed for use where only
25 cycle current is available,
have been added by the Kellogg
Switchboard and Supply Com-
pany, 1066 W. Adams Street,
Chicago, Ill.,, to its 1929 line.
They are known models 526,
527 and 528 and are identical
in appearance and contain all
the improvements of the 60
cycle models, including the use
of screen grid tubes,

Model 526 utilizes nine tubes,
including rectifier. Model 527
and the combination radio-
phonograph, model 528, utilize
ten tubes including two recti-
tliggs.—Radio Retailing, August,

9.

Evéready “40” Series

A new line of receivers in
cabinets identical with those in
the 30 series, has been an-
nounced by the National Car-
bon Company, Inc.,, 30 E. 42nd
Street, New York City. The
new sets use 245’s in push-pull
in place of the 171-A’s used
in the former sets. They come
in three console models and are
known as the 40 series. The in-
tended retail prices are: model
42, $180; model 43, $215, and
model 44, $230.—Radio Retail-
ing, August, 1929.

Model 93

New Lyric Models

The new series recently an-
nounced by the All-American
Mohawk Corporation, 4201 Bel-
mont Avenue, Chicago, Ill., in-
cludes three console models.

Model 93, illustrated, has ten
tubes, including rectifler, in a
Hazeltine neutrodyne circuit. It
has double push-pull amplifica-
tion and a dynamic speaker.
The cabinet is made of five-ply
walnut with matched walnut
veneer above arch and on the
apron. The intended retail price
is $169.50, complete with tubes.

Model 95 has the same chassis
and is known as the de luxe
console. Grained walnut is used
on all exposed surfaces with
burl overlay on the arch. The
controls are enclosed by a door
which acts as an arm rest when
open. The finish is natural wal-
nut. Price, complete, $199.50.

Model SG-1, illustrated, is a
seven tube set using three 224’s.
It has five tuned circuits, includ-
ing tuned detector, three stages
of r.f. and one tuned selector
circuit. The doors and control
panel are made of selected
matched walnut. It has Orienta]
walnut overlays on two vertical
panels. Price, complete, $187.50.
Radio Retailing, August, 1929.

Model SG-1

Portable Radio Set

A five-tube portable radio
receiver is being made by the
Vaga Manufacturing Corpora-
tion, 1720 Atlantic Avenue,
Brooklyn, N. Y. It is known as
the “Vagabond” model. The
tubes and batteries required, are

five 199 tubes, three 1% volt dry
cells, two 45-volt B-batteries and
one 43 volt C-battery. It has an
in-buiit horn and loop so the
set may be moved about easily.
The case is leather covered and
measures 13 in. x 104 in x 8%
in. The weight when fully
equipped is 24 1b. The intended
retail price, without tubes and
batteries, is $568.—Radio Retatl-
ing, August, 1929.

New Powerizers

Two new ‘Powerizers” have
been placed on the market by
the Radio Receptor Company,
Inc., 106 Seventh Avenue, New
York City. They are PYP-245,
a three stage amplifier employ-
ing two stages of 227 amplifica-
tion and a power stage with two
245’s in push-pull, $135; and
PX-245. comprising one 226
stage £nd one 245 stage with a
280 rectifier and an output of
1.5 watts, $75.

This company is in a position
to make special amplifiers and
to build amplifier racks and con-
trol panels according to specifi-
cations. Radio Retailing, Aug-
ust, 1929,

o SR

Borkman Reproducers

A single magnetic and a dou-
ble magnetic type cone speaker
and a dynamic cone reproducer
have been brought out by the
Borkman Radio Corporation,
935 E. 21st South Street, Salt
Lake City, Utah. The double
magnetic cone speaker, model
E2, has an intended retail price
of $25, and the single-mag-
netic, illustrated, is $20. The
dynamic speaker, model D, for
operation on 110 volts, a.c., is
$40. A manufacturer's type
cone chassis in both the single
and double magnetic type, as
well as the dynamic type, for
90 volts, d.c., 6 volts d.c, and
110 volts a.c. operation, is avail-
?g;e.—l?adio Retailing, August,

9.

Radio Log

A dial type radio log con-
sisting of four pages, size 9% in.
X in., is being made by
Stephen A. Cahoon, 124 Dix
Court, Scranton, Pa. There is
place on it for the dealer's
name. The intended retail price
of 500 copies, with name im-
printed, is $12; of 1,000 coples,
$$2)gb—Rad1'o Retailing, August,
1929,
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All announcements appearing on these pages are published
without advertising considerations of any kind whatsoever.

Model 92

Majestic Models
91 and 92

The new models 91 and 92
being made by the Grigsby-
Grunow Company, 5801 Dickens
Avenue, Chicago, Ill.,, use four
227's in four stages of t.r.f., a
227 detector, two 245's in push-
pull, and a 280 rectifier. An
automatic sensitivity control is
provided. A new and larger
power unit is found in these
models. The baflle-board cham-
ber has been improved as well
as_the super-dynamic speaker.

Model 91 comes in an early
English design cabinet of
American walnut. The instru-
ment panel is overlaid with
Australian lacewood. The escut-
cheon plate and controls are
finished in genuine silver. The
intended retail price is $137.50.

Model 92 is enclosed in a
Jacobean cabinet of American
walnut with doors of matched
butt walnut, Price, $167.50.—
Radio Retailing, August, 1929,

Model 91

Eight Tube Chassis

A chassis for private brand
sale is being made by the Man-
del Electric Company, 2157 N.
California Avenue, Chicago, Ill
It has six 227 tubes, two 245's
and a 280 rectifier, employed in
three stages of tr.f., detector
and three stages of a.f, Either

-8 magnetic or a 110 volt a.c.

dynamic speaker may be used
with this set. The over-all
dimensions are 18 in. by 12§
in. x 10 in.—Radio Retailing,
August, 1929,

Radio Retailing, August, 1929

Stromberg-Carlson
Model 846

Automatic volume control is
being featured in the model 846
console receiver just brought
out by the Stromberg-Carlson
Telephone Manufacturing Com-
pany, Rochester, N. Y. It is
necessary only to set the manual
control at the desired level and
the automatic control maintains
that level. A ‘“‘silent key' oper-
ated by a push knob makes
it {)ossible to cut out background
noises and signals when turn-
ing from station to station.
“Linear” power detection is re-
tained in this receiver. There
are two stages of audio and
245's are used in push-pull.

Provision is made for using the
audio amplifier for the reproduc-
tion of phonograph records with
the new Stromberg-Carlson 3-A
filexible armature magnetic pick-
up outfit, A large diameter,
corrugated paper cone is used in
the built-in speaker. The cabinet
is made of contrasting walnut
and is one-half octagonal in
shape with six supporting legs.
Radio Retailing, August, 1929,

New Rotrola

A new and improved model of
the “Rotrola,” an electric phono-
graph pick-up for use in repro-
ducing records through the ra-
dio set, has been brought out
by the Allen-Hough-Carryola
Company, 279 Walker Street,
Milwaukee, Wis. It consists of
a synchronous electric motor
and Webster electric pick-up,
enclosed in a fabrikoid covered
case with bronze trimmings. It
may also be had in a walnut
case. The intended retail price
1159$2§5.-Radio Retailing, August,

Model 8600

Pooley Cabinets

Four new cabinets to accom-
modate the Atwater Kent model
55 set, are announced by the
Pooley Company, Indiana Ave-
nue and 16th Street, Philadel-
phia, Pa.

Model 8500 has panels of butt
walnut veneer and is decorated
with carving. The exterior of
walnut has the ‘Hilite” finish,
It is of Sheraton design and
stands 433 in. high by 25% in.
wide.

Model 8600, illustrated, has
French hinged doors with a butt
walnut veneer panel on either
side. When the doors are open,
an attractive set and speaker
panel is revealed. This model
is 47% in. high by 253% in. wide.

Model 8700, illustrated, has
the characteristics of the Hep-
plewhite period. The front panels
are made of matched butt wal-
nut veneers treated with curly
maple overlays and carvings. It
has sliding doors,

Model 8800 has French doors
of Oriental walnut. Delicate

Model 8700

line routings, carvings and curly
maple overlays decorate this
model. The backs of the doors
are done in figured wanut. The
set and speaker panel is similar
to that of model 8600.—Radio
Retailing, August, 1929,

Kennedy Screen-Grid

Receivers

Two screen-grid sets have
been introduced by the Colin B.
Kennedy  Corporation, South
Bend, Ind. Three 224’s are

used for r.f. amplification, one
227 as detector, one 227 for the
first audio, two 245’s in the sec-
ond audio and a 280 rectifier.
A jack for plugging in a mag-
netic pick-up for reproducing
phonograph records through the
set is provided. The repro-
ducer used is a Jensen electro-
dynamic with 10 in. cone.
These screen-grid receivers
are known as models 220 and
320 and come in the same style
cabinets as are used for models
210 and 310, recently announced.
—Radio Retailing, August, 1929,

Electric Turntable
Motor

An electric- turntable motor
with only one gear, and that of
Spanish felt, is the latest devel-
opment of the . S. Gordon
Company, 1800 Montrose Avenue,
Chicago, INl. It is small and
compact, measuring, without
motor plate, only 7 in. long and
3% in. in diameter. The single
gear is driven by a phosphor

bronze worm directly from the
motor shaft. The motor bear-
ings are also made of phosphor
bronze, It comes complete with
a 12 in. turntable, automatic
stop, speed regulator and exten-
sion cord.

This motor now becomes a
part of the new pick-up panel
assembly, illustrated, which in-
cludes a new type of counter-
balanced tone arm. A radio-
phonograph switch is supplied.
This assembly comes complete
and ready for installation in a
cabinet.

A universal motor and a 33
r.p.m., 60 cycle motor and turn-
table to play 16 in. records for
synchronized sound and com-
mercial record installations, are
also available.—Radio Retailing,
August, 1929,

Buckingham Line

A nine tube chassis, using
five 227's, two 245’s and two 280
rectifiers is now a part of the
line of the Buckingham Radio
Corporation, 440 W. Superior
Street, Chicago, Ill. This chas-
sis in a metal table model cabi-
net is $69.50.

Model 1, in a walnut finish
cabinet, 24 in, wide and 37 in.
high, is $99.50, with magnetic
speaker; with dynamic repro-
ducer, $119.50.

Model 2, a larger console of
similar design, has genuine wal-
nut front and top with mahog-
anmy overlays. Price, $129.50. .

. Model 3, is of the lowboy" type’
with “@iamond matched sliding
doors. The héight is 46 in, and-
the width, 28 in. Price, $142.50.
—Radio Retailing, August, 1929,
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Model 931
New Sparton Line

Six sets make up the new
series recently announced by
the Sparks-Withington Company,
Jackson, Mich.

Model 49 is a battery operated
table model with the same
characteristics as the a.c. models,
The intended retail price is $76.

Model 930 has the “Equa-
sonne” circuit, as have the other
models, with an Equasonne dy-
namic reproducer built in. The
cabinet is a lowboy. Price,
$169.50. .

Model 931 is a lowboy with
panel doors. Price, $179.50.

Model 89-A is of the low con-
sole type, $375; and model 110
in a similar style cabinet of
carved walnut is $395.

Model 301 in a carved highboy
cabinet of Italian design is
$274.50.—Radio Retailing, Aug-
ust, 1929.

Model 301

Radiola 33 D.C.

A model of the Radiola 33 to
operate on 110 volts, d.c., is now
ready according to the Radio-
Victor Corporation of America,
233 Broadway, New York City.
The cabinet and general charac-
teristics are identical with the
a.c. Radiola 33. The main dif-
ference lies in the tubes used.
In the d.c. model, UX-112A’s are
employed throughout with the
exception of two 171A’s in push-
pull in the final audio stage.
Compensation for line voltages
within the limits of 1073 to 1273
volts is taken care of by a
voltage switch in the power unit.
The current consumption is ap-
proximately 30 watts, according
to the manufacturer., The in-
tended retail price is $87.50,
with the detachable legs.—Radio
Retailing, August, 1929,

Lightning Arrester

The “Corwico Vulean” light-
ning arrester made by the
Cornish Wire Company, 30
Church Street, New York City,
is said not only to protect the
radio set against lightning but
also dissipate accumulated
static charges. This company
guarantees to repair, up to a
cost of $100, any set damaged
by lightning if protected by this
arrester. — Radio Retailing.
August, 1929.
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Sterling’s New Sets

The Sterling Manufacturing
Company, 2831 Prospect Ave-
nue, Cleveland, Ohio, has entered
the radio receiver field and is
making a line of three sets.

The ‘“Oxford,” illustrated, the
smallest of the series, is particu-
larly adapted for use in apart-
ments or where space is limited.
The tubes used are: one 224 in
the first r.f. stage, two 227's in
the second and third r.f. stages,
a 227 detector, one 227 in the
first stage of a.f., two 245's in
push-pull in the second stage
and a_ 280 rectifier. It s
equipped with a dynamic speaker
and phonograph attachment. The
side panels and top of the
cabinet are made of grain wal-

nut with a front panel of
matched burl walnut,

The ‘Avon” model has the
same chassis but the cabinet is
slightly wider and comes in a
period design.

The ‘“‘Stuart” is the de luxe
model. It has three 224 tubes
for the r.f. stages, a 227 detec-
tor, one 227 in the first stage of
a.f., two 245's in push-pull in
the second and a 280 rectifier.
The speaker is the same as used
in the other sets, a dynamic with
10 in. cone, and a phonograph
attachment is provided. The
cabinet is American walnut,
with matched butt walnut door,
Radio Retailing, August, 1929,

Two Simplex Sets

. A new screen-grid receiver has
Just been announced by the
Simplex Radio Company, San-
dusky, Ohio. The tubes used
are three 224’s, one 227, one 245
and a 280 rectifier, in four tuned
stages. A television jack is a
feature of this receiver.

The lowboy model, illustrated,
is adapted for use in apartments
or small homes. The legs may
be removed making it a table
set. The dimensions are 28% in.
high x 23 in. wide x 13 in. deep.
The intended retail price is
$139.50,

The highboy model comes in
a Louis XVI cabinet. The in-
tended retail price is $169.50.—
Radio Retailing, August, 1929.

Table for Portable
Phonograph

Metal tables to accommodate
practically every well known
make of portable phonograph are
being made by Markel Electric
Products, Inc.,, Buffalo, N. Y.
They are soundly constructed
and decorated and finished to
harmonize with the phonograph.
The illustrated table is made
for the Brunswick portable. The
intended retail price is $15.—
Radio Retailing, August, 1929,

New Magnavox

Dynamic Reproducers

Each of the new *“X-Core”
dynamic reproducer chassis be-
ing made by the Magnavox
Company, Oakland, Calif., may
be had in any one of four at-
tractive cabinets.

The 7% in. cone chassis have
the following retail prices:
model 106, 110-190 wvolt, d.c.
operation, $25; model 108, 180-
300 volt, d.c. operation, $é7.50;
model 200, 6-12 volt d.c., opera-
tlon, $25; model 400, 105-120
volt, 60 cycle operation, $33.50;
model 402, 105-120 wvolt, 25
cycle a.c. operation, $36.50.
‘With 103 in. cone, $3 extra.

The ‘‘Carillon” model cabinet
is made of Italian finished wal-
nut. It stands 143 in. high by
143 in. wide. The price is $15.
The ‘Aristocrat,” a floor model
of butt-burl walnut in two-tone
effect, is $20. The “Stratford,”
which will accommodate a radio
set on top, is $30. The “Cam-
panile,”” of carved walnut of
Italian design, is $40. The
above prices are for the cabinet
only.—Radio Retailing, August,
1929,

Electric Clocks

An all-year round item is
offered by the Kodel Electric &
Manufacturing Company, Cin-
cinnati, Ohio, in its new line of
electric clocks of the synchron-
ous motor type. They operate
directly from the light socket
without springs, escapements,
or other works necessary in the
ordinary clock. A miniature
electric motor records and
translates into visible form the
correct Naval Observatory time
as it is sent over the electriz

light wires by the local power
company.

There are sixteen mod<sls in
the line, to be known as the
“Kenmore” line. They range in
price from $15 to $85 for Lhe
mantel, desk and wall models.
Four of these are in Bakelite
cases and may be had in twelve
colors. Some may be had with a
chime strike. The hall clock is
$197.50 with hour and half hour
chimes, and $250 with West-
minster chimes.

The illustrated model is the
Princess Pat model. It is 5 in.
high and may be had in color.
The intended retail price is
$17.50 in walnut or mahogany
finish. — Radio Retailing
August, 1929,

An Exerciser
and a Sun Lamp

The Tower
Corporation, 122 Brookline Ave-
nue, Boston, Mass.,, now offers
its exerciser and reducer in a

Manufacturing

console cabinet, making a
splendid side line for the radio
dealer. It has the fully adjust-
able stroke, variable speed, and
both wide and narrow belts for
all types of massage. The cabi-
net is made of two-tone art
metal with decorative front panel.
The intended retail price is
$59.50, completely equipped.

A carbon sun lamp, known as
the “Sunshine Arc” is also of-
fered. This lamp, complete with
pedestal and carbons, is $39.50.
—Radio Retailing, August, 1929,

Findlay Console for
Eveready Set

A metal console finished to
match the model 31 Eveready
table set is now ready accord-
ing to an announcement from
the Robert Findlay Manufactur-
ing Co., Inc., Metropolitan and
Morgan Avenues, Brooklyn,
N. Y. It is known as the
Eveready-Console-Grand 21/31
and when the set is mounted on
it, it has the appearance of a
complete ensemble.—Radio Re-
tailing, August, 1929,

Radio Retailing, August, 1929
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Sonora Reorganizes Executive
Staff and Buys Federal Company

Four Officials Resign—New President E. P. Herrman States
Future Policies in Special Interview—Obtains RCA Licenses

ITHIN ten days of the resignation

of four high executives of the
Acoustic Products Corporation, New
York, parent company of the Sonora
Phonograph Company, and the election of
Eugene P. Herrman as president, announce-
ment is made of the purchase of the
Federal Radio Corporation, of Buffalo,
N. Y., by these interests.

“This action will at once place Sonora
in an advantageous position,” stated Mr.
Herrman to a representative of Radio
Retailing. “Not only does the Acoustic
Products Corporation obtain, by transfer,
RCA licenses for the United States and
Canada but it acquires modern factories,
capable engineers, a meritorious product
and a ready-made distributor structure. It
will be the intent of the incoming manage-
ment,”- continued Mr. Herrman, “ to mar-
ket its new products aggressively, while at
the same time profiting by the lessons
learned from the automotive industry, to
co-operate closely with the organized radio
industry for the purpose of formulating
sound marketing policies which will avoid
the evils of over-production and other
forms of business hysteria.”

For 20 years E. P. Herrman has been
an active figure in the automobile industry,
being chiefly responsible for the success
of the Republic and Stewart trucks. He is

in a position, therefore, to carry out the
preceding declaration.

LesTER NOBLE, SALES MANAGER

“Briefly stated,” said Lester Noble, fol-
lowing the first meeting of the new sales
organization, Monday, July 29, “we will
apply the Sonora name to practically all
our products but will utilize much of the
old Federal merchandising policies and
distribution set-up.”

Mr. Noble was elected general sales
manager of this latest combine. He for-
merly was president of the Federal Radio
Corporation.

Those who tendered their .resignations
at the July meeting of the Board were
P. L. Deutsch, president: Alfred J. Ken-
drick, in charge of sales; C. A. Stein, vice-
president-in-charge of engineering, and
William Puckett, treasurer.

Thompson S. Sampson, vice-president of
the Century Indemnity Company, was
elected first vice-president.

It was also stated that the company was
in no financial difficulties and was amply
equipped to carry out its new policies.
Incidentally the Federal Radio Corporation
is the first,” and so far, the only RCA
licensee to become involved in financial
difficulties.

Vreeland Licensing Manufacturers

Dr. Frederick K. Vreeland, president
of the Vreeland Corporation, New York,
and inventor of the band selector and
spaced band amplifier, announces that his
concern is now ready to license radio
manufacturers under his patents.

Eastman Donates 36 Radio Sets

George Eastman, camera king and noted
philanthropist, celebrated his seventy-fifth
birthday by presenting the schools of
Rochester, N. Y., with 36 Stromberg-
Carlson radio receivers. This gift is part
of an extensive plan to bring music to the
school children of that city.

A-K Holds Dedication Services

Atwater Kent dealers and distributors
have been celebrating the dedication of this
concern’s new, 32-acre factories in Phila-
delphia. More than 350 prize trophies were
divided among the major sales divisions
of the A-K organization. Five major cups
were presented for the greatest and most
efficient degree of co-operation in the cele-
bration of this event.

Radio Retailing, August, 1929

Lookin’ ’em Owver

The press agent assured us these were
“‘sheaves of orders” that B. H. Baker holds
in his hands. Here's hoping! Baker is
sales manager of A. H. Grebe and Company.

Census Will Compile Radio
Distribution Facts

Preliminary plans for the distribution
census, to be conducted by the Government
in 1930, include a consideration of the
number of retail and wholesale outlets by
class and size. It is expected, therefore,
according to F. M. Feiker, managing direc-
tor of the Associated Business Papers,
New York City and recently appointed
chairman of the National Distribution
Census Committee, that much valuable and
authentic information relative to the radio
industry will be obtained.

Sales will further be classified according
to volume by commodities, geographical
units and establishments.

Secretary Lamont states that the distri-
bution census will be one of the most impor-
tant phases of the work of the Department
of Commerce and that the final figures
should materially aid in solving one of the
nation’s outstanding problems.

Retail Conference at Boston,
Sept. 3-5

A national conference on retail distri-
bution will be held Sept. 3-5 at the Uni-
versity Club, Boston, Mass.,, under the
auspices of the Retail Trade Board of the
Boston Chamber of Commerce. This
conference will discuss the many vital
phases of retailing and of meeting modern
competition. It will unquestionably be of
interest to radio dealers and distributors.

Radio Retailing will report the “high
lights” of this conference in its October
issue.

Radio Home Study Course

The latest edition of the four books
forming part of the home study course in
practical radio offered by the National
Radio Institute, Washington, D. C., is now
ready. Such subjects as the store, its
location, equipment and personnel; the art
of buying radio merchandise, radio ad-
vertising and display; and selling in the
retail radio field, are covered. Each book
is illustrated with suggested store lay-
outs, window displays, service cards, ad-
vertisements, etc.

Freshman Changes Name

At a special stockholders' meeting of
the Charles Freshman Company, held in
New York, July 20, it was voted to change
the name of this concern to the Earl Radio
Corporation. This change in name was
recommended by dealers and distributors
in order to more properly identify the
company with the C. A. Earl radio ap-
paratus which it manufactures.

It also was reported at this meeting that
June sales of Earl and Freed radio sets
were in excess of $1,000,000.
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Sonatron, Televocal,
Magnatron Merger

Definitely Assured

RCA Grants Combine Tube License
on 7} Per Cent Royalty Basis—
Also Loans It $2,000,000

The merger of three well-known tube
manufacturers, long rumored, now is defi-
nitely assured, according to Harry Chirel-
stein, president of the Sonatron Tube Com-
pany of Newark, N. J. and Chicago, Ill.

“A special meeting of the stockholders
has been called for August 16 to vote on
the proposed merger,” said Mr. Chirelstein.
“It will include, beside the Sonatron com-
pany, the Televocal Corporation of West
New York, N. J. and the Magnatron Cor-
poration of Hoboken, N. J. The new
company will have an authorized capital
of 1,000,000 common shares of no par
value of which about 325,000 shares will
be outstanding.

“The Radio Corporation of America has
granted the new company a license at the
standard rate of royalties for the manu-
facture of radio tubes under patents owned
and controlled by .it, and has also agreed
to loan the new company $2,000,000 for a
period of five years. The Radio Corpora-
tion of America also will be granted an
option to purchase within that period 50,-
000 shares of stock of the new company
with provision against dilution.

“Under the proposed plan the Sonatron
Tube Company will be dissolved and the
assets and business of the company turned
over to the new organization. In addition
to the distribution among Sonatron stock-

“holders of the 235,000 shares of stock of
the new company, there will be available
for distribution a special cash dividend of
23 cents a share .payable August 16 to
stockholders of record August first.”

Lehman Brothers, New York, have ne-
.gotiated the reorganization which officials
of the Sonatron company believe to be
along the lines of sound and constructive
progress.

This merger makes the new company the
largest independent tube manufacturing cor-
poration to date. It is the forerunner of
a number of similar mergers, according to
the opinion of a high official of the Radio
Corporation of America.

- To Relay Radio Programs
Over Telephone Wires

A new radio service will be made avail-
able to every resident in Troy, Ohio and
vicinity by the Troy Radio & Equipment
Company, which has just been incorporated.
This will be done in connection with the
local telephone company.

The new company plans to locate a
master radio receiving station on the out-
skirts of the city. This station will pick
up the programs from the air and relay
them to the office of the telephone company
by wire. There they will be amplified and
sent out to subscribers on the wires.
receive the programs, the subscriber plugs
his speaker into an outlet located in the
wall. All necessary equipment is furnished
by the company.

The incorporators of the new concern
are J. W. Safford, John McClain, L. A.
Shipman, H. R. Allen and Coleman Allen.
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Joins Mills Novelty Company

The genial Harry Steiner has just joined
the Millis Novelty Company of Chicago in
the capacity of general sales manager. He
formerly occupied that same position with
Holcomb and Hoke, Indianapolis.

Interesting “Interference”
Ordinance

An ordinance has been passed by the
city council of Sacramento, Calif., pro-
hibiting the operation of devices, ap-
pliances, equipment and apparatus which
interferes with radio broadcasting recep-
tion between 2 p.m. and 11 p.m., with the
exception of machines used by doctors in
the course of the practice of their profes-
sion, and of radio stations licensed by the
government, and of public utilities under
the supervision of the California Railroad
Commission.

The ordinance creates also the office of
radio interference inspector, who shall be
a member of the Engineering Department,
division of electricity, a competent elec-
trician capable of passing upon all methods
of installations and with at least five years’
experience in radio work.

George H. Kiley Merchandise
Manager for Radio-Victor

George H. Kiley has been selected to fill
the newly created post of general mer-
chandise manager of the Radio-Victor Cor-
poration of America. Mr. Kiley will co-
osdinate the sales activities of the former
sales department of the Radio Corporation
of America with those of the Victor inter-
csts. He will supervise the sale of Radiolas
and Radiotrons. This activity formerly
was conducted by Joseph L. Ray, now pres-
ident of the Radio-Victor Corporation of
America.

Mr. Kiley was one of the founders of the
Farrand Manufacturing Company, Long
Island City, N. Y. He has been active in
radio affairs since 1924. Prior to that time
he was connected with the Goodyear Tire
and Rubber Company of Akron, Ohio.

American Broadcasting Co. Expands

The American Broadcasting Company
has delegated William S. Carlisle, for
twelve years an executive with the Crowell
Publishing Company, as mid-western man-
ager with offices located in the Palmolive
Building in Chicago.

Early in June the American Broadcast-
ing Company extended its radio chain in
Chicago with five additional stations located
in Chicago, St. Louis, Muscatine, Lincoln
and Minneapolis.

Merrick Westinghouse President

F. A. Merrick, an executive well known
within the electrical industry, was elected
president of the Westinghouse Electric and
Manufacturing Company by its board of
directors at a recent meeting in New York
City. Merrick replaces E. M. Herr, who
}113;1 been president of this concern since

GeorGe J. Errz, JR, and KENNETH W.
JARrvis have joined the staff of the Sterling
Manufacturing Company, Cleveland. The
former will act in the capacity of man-
ager of the radio division and the latter
as chief engineer for this manufacturer of
radio receivers and electrical measuring
instruments.

The Captain and Crew of the Pilot Electric Company

The technical staff of the Pilot Electric Manufacturing Company, Brooklyn, N.

Y.,

at one of its frequent meetings in the office of the president, Mr. Goldberg, to talk over

new developments.

From left to right, are:

Robert Hertzberg, formerly managing

editor of Radio News; John Geloso, chief engineer; I. Goldberg, president; Alfred A.
Ghirardi, instructor in electricity and radio; Zeh Bouck, radio writer, and Robert S.

Kruse, formerly technical editor of "QST.”

Radio Retailing, August, 1929



A “Good Scout”

Gordon Aston is a “good scout” according
to his employees, as well as the less im-
portant matter of being president of the
Aston Cabinet Manufacturing Company, of
Chicago.

RCA to License Tube Mfrs.
on 7% Per Cent Basis

The Radio Corporation of America, the
General Electric Company and the West-
inghouse Electric and Manufacturing Com-
pany; joint holders of various patents re-
lating to the manufacture of tubes, have
prepared a license agreement wherein tube
licenses will be granted to accepted ap-
plicants on a 73 per cent royalty basis.

The two principal clause§ in this- agree-
ment read, in part, as follows: -

“The licensee shall pay to the Radio
Corporation, with respect to all tubes
sold by it, which embody or are made
in accordance with or by the use of any
invention on any unexpired patent now
or hereafter issued . . a royalty
of seven and one-half per cent on the
licensee's invoice price (before cash
discounts, freight or advertising allow-
ances, or similar deductions) on the
tubes licensed under this agreement
and sold by it during the term of this
agreement.”

“The licensee agrees to pay to the
Radio Corporation in each 'calendar
year during the term of this agree-
ment, royalties aggregatinﬁ at’ least
fifty thousand ($50,000) dolla

Under the latter clause (Section 6) it
will be seen that this means that the in-
dependent tube manufacturer must gross
not less than $666,600 per annum.

Four LicENsEs GRANTED

Among the first four concerns to sub-
scribe to this agreement, as reported else-
where in this department, is the corporation
composed of the recently merged Sonatron,

August 3-25: The American
Fair, New Atlantic City Audi-
torium, Atlantic City, N. J.

August 17-24: San Francisco
Radio Show, Civic Auditorium,
San Francisco, Calif.

August 31-September 7: Indi-
anapolis Radio Show, Manufac-

turers Building, State Fair
Grounds, Indianapolis, Ind.
September 1-7: Seventh An-

nual National Radio Exposition,
Ambassador Auditorium, Los
Angeles, Calif.

September 9-15: First Annual
International Radio Exposition,
Olympia, Detroit, Mich.

September 10-13: Annual Radio
Trade Show, Ballroom of the
. Mosque, Richmond, Va.

_ September 16-21: Fifth An.
‘nual Southwest National Radio

Exposition, New Coliseum, St.
Louis, Mo.
September 16-21: Fifth An-

nual Rochester Radio Show, Con-
vention Hall, Rochester, N. Y.

| September 16-21: Fifth An-
nual Cincinnati Radio Show,
Music Hall, Cincinnati, Ohio.

September 18-25: Cleveland
Radio Show, Public Auditorium,
Cleveland, Ohio.

| Radio Shows and Conventions

September 23-28: Sixth An-
nual Radio World’s Fair, Mad-
ison Square Garden, New York
City.

September 23 -28: Sixth An-
nual Radio Exposition, Conven-
tion Hall, Kansas City, Mo.

September 24-28: Eighth An-
nual Northwest Radio and Elec-
trical Show, Minneapolis Audi-
torium, Minneapolis, Minn.

September 30 — October 5:
Pittsburgh Radio Show, Du-
quesne Garden, Pittsburgh, Pa.

October 1-6: Seventh Wiscon-
sin Radio-Music Exposition, Mil-
waukee Auditorium, Milwaukee,
Wis.

October 7-11: National Elec-
trical Manufacturers Association
—Annual Meeting, Wardman
Park Hotel, Washington, D. C.

October 7-12: Ninth Annual
Boston Radio Exposition, Me-
chanics Hall, Boston, Mass.

October 21-26: Detroit Radio
Show, Convention Hall, Detroit,
Mich.

October 21-26: New Orleans
States Radio Show, States Audi-
torium, New Orleans, La.

October 21-27: Seventh An-
nual Chicago Radio Show,
Coliseum, Chicago, IIl
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Televocal and Magnatron interests.

Three other tube manufacturers have
been licensed to date, according to official
announcement. These are: the CeCo Man-
ufacturing Company, the La Salle Radio
Corporation and the Raytheon Division of
the National Carbon Company.

Crosley Holds Furniture
“Style” Show

Seven furniture manufacturers displayed
their wares at Cincinnati last month for
the benefit of Crosley distributors. Special
models, adapted for the new Crosley 40-S
screen grid chassis and Dynacoil speaker
were exhibited for the varied territorial
requirements of this concern’s distributors.

The furniture manufacturers displaying
were: Berkey and Gay Furniture Co.,
Grand Rapids, Mich.; Sligh Furniture Co.,
Grand Rapids, Mich.; Memphis Furniture
Co., Memphis, Tenn.; Thomasville Chair
Co., Thomasville, N. C.; Showers Brothers
Co., Bloomington, Ind.; Rockford Furni-
ture Co., Rockford, Ill.; and Doernbecker
Manufacturing Co., Portland, Ore.

In the Swim

8,

e B
rak

o oawdels

Julian A. Green seems a bit chesty about
something. Possibly it's his new position
of general sales manager of the Supreme
Instruments Corporation, Greenwood, Miss.
He was formerly district manager for At-
water Kent.

Cleveland Scene of Next
F.R.T.A. Convention

The Federated Radio Trade Associa-
tion and the Radio Wholesalers Association
have decided upon Cleveland, Ohio, as the
next meeting place for its joint convention.
This will be held Feb. 10 and 11, 1930.

The Ohio Association, though recently
organized, already is a thriving group
numbering 175 members.

The Radio Protective Association has
opened an office in the National Press
Building, Washington, D. C., in order ‘to
be in closer touch with activities in that
city.
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Brunswick Will Merchandise
Through Distributors

The Brunswick-Balke-Collender Com-
pany will supplement its 26 branch houses
with a considerable number of distribu-
tors, it was revealed by A. A. Trostler,
sales manager, radio division. Records
and panatropes also will be included in
this departure from a record of 85 years
of merchandising exclusively through com-
pany owned or controlled outlets.  The
existing set-up will, however, be main-
tained.

“We have felt for many months that the
radio field required a large number of dis-
tributing outlets and that the wholesaler
offered a quick and most thorough service.
Our market studies have convinced us of
this fact,” states Mr. Trostler.

Association News

Approximately 300 visitors {rom all
parts of the West attended the sixth an-
nual convention of the Western Music and
Radio Trade Association held in Salt Lake
City the latter part of June.

Ernest Ingold was elected president for
the ensuing year. He succeeds Royal W.
Daynes of Salt Lake City.

San Francisco was selected as the 1930
convention city.

Organization of East Bay Radio Re-

tailers Association, Qakland, Calif., has
been announced. Larry Quimby, John
Brunner Co., was elected president. The

secretary is George H. Curtiss. secretary
of the Pacific Radio Trade Association,
with which the new East Bay organiza-
tion is affiliated.
A radio trade association has recently
been formed in San Diego, Calif.,, with
C. Miller, president, and Charles
Williams secretary. During the first part
of its existence the new association has
accomplished the passage of a “radio inter-
ference” law.

Tue JoHNSoNBURG Rapio CoORPORATION,
on August 1, began manufacturing all types
of radio tubes in its new plant at John-
sonburg, Pa.

Dreams of Golf

It takes a lot of resistance on the part of
Dawson Burns, vice-president and general
manager of Ward Leonard Electric Com-
pany to keep away from the golf course,
which is right near his factory.

Music Industries Elects
Harry Meixell

The election of Harry Meixell
as secretary and general man-
ager of the Music Industries
Chamber of Commerce by the
executive committee at its meet-
ing July 23, is announced by
President Mark P. Campbell.
Mr. Meixell will succeed Alired
L. Smith, who has been with the
Chamber since 1920, and who
resigned at the recent annual
meeting to go into business.

Dermody, Sales Manager for Farrand

Win E. Dermody has been promoted to
the position of sales manager for the Far-
rand Manufacturing Company, Long Island
City, New York. His advancement comes
after four years’ service in charge of the
Eastern Division. ,

Tue W. L. LincoLy Company, Inc.,
with maximum capital of $150,000, has
been chartered to manufacture radio cab-
inets and radio furniture at Marion, Va.

Personnel Changes

Keitre SAUNDERs has been appointed by
Arthur Freed as assistant sales manager
for Freed-Eisemann.

Harry ALEXANDER, formerly advertising
manager of Steinite, is now advertising
manager for Gulbransen.

C. J. CaLLaHAN has assumed the task of
sales promotion manager with Colin B.
Kennedy Corp., South Bend.

W. C. HeaTtoN, an international figure
in the retail and wholesale music indus-
try, has been named sales promotion man-
ager for Zenith.

E. Roy Nasu, president Radio Retail-
ers’ Association, San Francisco, has been
appointed a member of the board of direc-
tors of the Retail Merchants Association
of the San Francisco Chamber of Com-
merce.

The Rola Company announces the ap-
pointment of E. J. KennNEDY, who will
serve in the capacity of manufacturers’
contact engineer. Mr. Kennedy has had a
very colorful past experience in the radio
business.

“WiLLiaM G. Bioorg, formerly with Lar-
kin & Company, radio wholesalers in
Dayton, Ohio, has been placed in charge
of the radio sales activities of the Dayton
Power & Light Company.

C. CusaManN has been appointed
south eastern district sales manager for
the C. A. Earl Radio Division of Fresh-
man.

PauL Scuwerin, a well known radio
tube engineer, has been named methods
engineer and director of research for the
Perryman Electric Company.

Rarpu H. Lesuer has been appointed
representative for the Cable Radio Tube
Corporation in North and South Dakota,
Minnesota, Iowa and northern Wisconsin.

Sparton Host to 4,000 Dealers

Because the 1929 Sparks-Withington an-
nual dealer convention was double its for-
mer size it was necessary to stage it in
two sections. Trips throughout the new
factories, now totaling 555,000 sq.ft. of
floor space, were one of the features of
this  dual-gathering whose attendance
totaled approximately 4,000 persons.

Home Mowvies (continued from page 67)

out of it. We do, however, carry quite a few films which
are sold outright at prices ranging from $4.50 to $35.00
each.

13 HEN a customer approaches me and says that

he is interested in purchasing a home movie
camera I first ask him if there is any outfit that he is
specially interested in and if he already has any kind
of a camera. He may say that he has a friend that has
a certain make and in this case I show him the latest
models in this make. It is best to do this as he is already
acquainted with the manufacturer’s reputation and the
sale is greatly facilitated by this method.

“Of course, every radio dealer will not have the store
traffic that we have in this excellent downtown location
but let him remember that every radio set customer is
also a prospect for a home movie camera or projector.
It is a simple matter to canvass all these customers who
have purchased medium- or high-priced radio sets and
find out whether or not they are interested in home
movies by explaining fully the pleasures and advantages
that may be had from such equipment.

“The sale of this apparatus is a very clean cut propo-
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sition as the manufacturer does all the repair and service
work on either cameras or projectors. As most of the
cameras and projectors are guaranteed for a period of
two years by the manufacturer I can think of no more
ideal sideline to handle. It will be found that the cus-
tomer will usually buy a camera first and later on a
projector although it often happens that he will buy the
camera, projector and screens all at one time. This,
however, 1s not at all necessary as accessories such as
additional lenses for various types of work, titleboards,
arc lights for interior pictures, color attachments, film
splicers and other attachments and accessories may be
had at any time. Once the customer gets started on this
interesting art it hecomes a regular hobby to try out the
various attachments that enable him to do better work
and we find that it is somewhat similar to the situation
that existed in radio two or three years ago when the
public immediately hought up every conceivable gadget
that was placed on the market to put in their radio sets.

“I certainly would advise every radio dealer that pos-
sibly can, to try to sell home movie equipment as the
results of our activities in this line would seem to con-
clusively prove that it is one of the best sidelines that
he may add to his store.”
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News of Jobbers and Distributors

Radio Wholesalers Ass’n
Meets in Chicago

From now on the committee activities of
the Radio Wholesalers Association will
function under three groups: trade rela-
tions, market survey and better selling.

The Harper Research Laboratories, 500
Diversey Blvd.,, Chicago, have been ap-
pointed as the official testing laboratory for
this association. Any wholesaler having
work done by this laboratory will pay for
the test but the findings of the investiga-
tion become the property of the RWA and
they are filed in the executive offices, where
they are available to members at a small
charge. Each new test will be immediately
bulletined to the balance of the members.

These matters were decided at a meeting
during the Trade Show with Peter Samp-
son, president, presiding.

Sittin’ Pretty

With the world at their feet, typified by
the latest model A-K set, Lou Willis, Pacific
Coast representative of Atwater Kent, and
Ray Thomas, Southern California distribu-
tor, relax at the conclusion of the fifth
annual convention of A-K dealers. _This
affair was held at the Ambassador_ Hotel,
Los Angeles. More than 1,000 dealers,
wives and sweethearts made this the largest
radio convention in Pacific Coast history—
so ’'tis claimed.

Gilbert with 20th Century

Edgar V. M. Gilbert joins the 20th
Century Radio Corporation, New York and
Brooklyn distributors of Crosley and Am-
rad, in the capacity of marketing coun-
sellor. He formerly was sales promotion
manager for Crosley at Cincinnati and
prior to that sales manager for Landay
Brothers.

Tue PyraMmip SuppLy Company, Bui-
falo, N. Y., Steinite distributor, was the
host at a dinner and entertainment at the
Hotel Statler, at which more than 200
dealers from western New York State were
present. Julius M. Jacobs of Steinite was
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« craft Company (Majes-

toastmaster. The speakers included Edward
Slepian, general manager of Pyramid, O.
R. Coblentz of Steinite, and Mavor Frank
X. Schwab.

Bush-Lane Appoints
Western Distributors

The Bush and Lane Piano Company,
Holland, Mich., announces the appointment
of two outstanding outlets for its new line
of radio sets in the Southwest.

One of the largest department stores in
Omaha, Neb., the J. L. Brandeis and Sons
Company, will retail this line in that city,
while Daynes-Beebe of Salt Lake City,
Utah, has assumed the state agency for
Utah.

This represents the first season that the
Bush-Lane Company, manufacturers of
pianos and furniture for 38 years, have
entered the Middle West with its line of
radio sets.

Distributor Appointments

The Automatic Radio Manufacturing
Company, Boston, Mass., manufacturers of
the Tom Thumb Portable Radio set, have
appointed the Friedman-Snyder Company,
15 Park Place, New York City, to repre-
sent Automatic in the Metropolitan area.

R. I. MacClellan of the sales depart-
ment of the Brunswick-Balke-Collender
Company, Radio Panatrope Division, en
route to Florida, signed up the Loeb
Hardware Company of Montgomery, Ala.,
as a distributor for that state.

The opening of a new branch office in
Charlotte, N. C., is announced by the
Cohen and Hughes Company of Balti-
more, Brunswick distributors.

The Gorsline-Finch Sporting Goods
Company, Denver, Colo., have been ap-
pointed distributors of Zenith automati-
cally tuned radio receivers for the entire
state of Colorado, the southern half of
Wyoming and the northern half of New
Mexico.

Colin B. Kennedy Corporation, South
Bend, Ind., states that the Lindsay Electric
Company of Rochester, N. Y., will serve
as distributors for this concern in the
north central New York territory.

The Radio Merchandising Company, 154
West 27th Street, N. Y. C., have been
appointed exclusive eastern factory repre-
sentatives for the Aston Cabinet Manu-
facturers. It will operate a sales force of
eight men under the direction of Bernard
A. Wechsler.

W. W. Boyd and Company, Chicago,
have been appointed sales representatives
for the Sangamo Electric Company, lo-
cated at Springfield, Il

The Millers Go a’Fishing

Mr. and Mrs. R. L. Miller about to spend
their vacation fishing in the North woods.
The former is sales manager for the C-L
Radio Company, jobbers at Dayton, Ohio.

Williams Hardware Co. Holds
Four Dealer Meetings

Four dealer conferences were recently
held in the territory covered by the
Williams Hardware Company, Streator,
11l., Crosley and Amrad jobber, to acquaint
the retailers with the new lines. Confer-
ences were called in Kankakee, Aurora,
Bloomington and Streator.

The receivers and display material were
carried to the meetings by truck. A port-
able stage hung with velour was set up in
the banquet room of the hotel, and follow-
ing dinner the curtains were drawn and
the models displayed. N. B. Williams,
vice-president, spoke at each meeting on
the advertising and merchandising plans
for the coming season.

THE BRIDGEPORT ELECTRIC APPLIANCE
CompanNy and the Bremer-Tully Radio
Studio, both of Bridgeport, Conn., have
merged, taking the name of the former
company. The new firm will handle
Bremer-Tully products, both retail and
wholesale.

THE BALTIMORE VICrorR DISTRIBUTING
CompaNy has inaugurated a technical
school for its radio dealers at Charlotte,
N. C.

Another
“Presentation”

Another sale for Cad-
illac has been rung up
on the cash register.
This time it's the Roy-

tic distributor) who is
to blame. It presented
president “Lew’ Cohen
with this full-collapsible,
semi-reversible barouche
as a slight token of

esteem.
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Chain Store Menace
(Continued from page 63)

leadership n each of their respective coimmunities.

Up to now we have talked about the strength of the
chain and its advantages and nothing of the weakness of
the chain and its disadvantages. The outstanding weak-
ness of chain operation is that no matter how ingenious
is its mechanical control, how efficient its headquarters
operation and how brilliant its directing personnel, it
must of physical necessity depend for the interpretation
of its policies and for its contact with the keen and dis-
criminating buying public upon an individual, the man-
ager of its store in each locality.

The average manager of a chain store is not the equal
of the intelligent independent retailer. But even if he
were, there is a distinct psychological advantage favoring
the independent, other things being equal, and that is
people just naturally prefer to trade with those they
know and know about—their own townsman. Chains
labor under the handicap of “absentee” ownership, with
only an incidental interest in the welfare of the com-
munities in which they do business. Despite this, how-
ever, they continue to progress. The weakness of the
chain is the strength of the independent. But just
think what the chain could accomplish if it could add to
its established advantages those of the independent, or
what you could accomplish if you could add to your
strength the strength of the chain. That is exactly the
road that is now open to radio merchants—now open.
in this month of August in this year 1929

N ORDER more clearly to visualize our problem, let

us disregard the chain as a unit and reduce it to “per
store,” because that is the independent’s competition, the
chain store in his trading area. Now we know for
established facts that the chains pay less for their mer-
chandise per store than do independents in the same
locality ; we know their expense of operation per store
is less; we know they turn their stocks more rapidly
per store and therefore have less investment and less
loss through depreciation per store. The average chain
store does a much larger volume per store than the
average independent. Consequently their profit per store
is greater—usually very much greater.

To what are these advantages due? Size, volume,
bigness. That is true, but nearly all the chains started
with one store, the same as the independent. These ad-
vantages are due to management.

It is important that the merchant or jobber reading
this article does not lose sight of the fact that we are
not discussing the question of the survival of the inde-
pendent in the face of chain competition, but the great
opportunity that exists today for the sound independent
radio retailer—for you if you please—to secure leader-
ship in your community. 1 wish, also, to point out that
even though you may be the leading retailer in your
community foday, if you do not immediately prepare
yourself to cope with the rapidly changing conditions
your leadership in the future is not assured. Regardless
of how good a job you are doing now, you can do a
ketter one under the plan proposed.

Only the chain and the very largest independents are
in a position to command the services of the best mer-
chandising minds and to secure the benefits of the best
in general management, advertising and sales promotion,
finance and accounting and the various other phases of
retailing. The individual store in the radio field cannot
hope to buy such brains, but a group of stores working
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cooperatively through a central management can do so.
It has been and is being done in other fields of retailing ;
department stores and groceries are two examples. And
—read this carefully-—it can be accomplished without
costing the merchant one red cent, because of the savings
effected.

Up to this point our discussion has been confined to
the retailer, but the jobber has a place in the picture
as well. Just as it is necessary for the chain to maintain
central distributing warehouses, so will it be necessary
for a combination of merchants—such as is proposed
here—to do in order to operate with the greatest
efficiency.

The problem to be considered, therefore, is whether
it would be better to establish central points of dis-
tribution controlled by the retailers, (and this can be
very easily done by making use of terminal storage
warehouses), or to cooperate with already existing
agencies, the jobbers, who are completely equipped now
to serve the retailers. 1 am talking about jobbers, not
distributors).

The latter would appear to be the preferable course,
and the one I would recommend, providing the jobber
reorganizes his business so as to render the essential
service at a minimum cost to the merchant. This can
be done with a satisfying profit to the jobber, as the
following extract from the speech of J. Frank Grimes,
President of the Independent Grocers’ Alliance of
America, before the U. S. Chamber of Commerce, at

How the Chains Are Growing

Sales this Year Compared with Same

Period of 1928
MAY SALES " -
& Per Cent
1929 1928 Gain
Woolworth. . ................... $28,578,234 $22.997,525 24,2
8.8 Kresge...............00... 12,344,743 11,339,766 8.8
.T.Grant.............. .. 5,088,969 4,096,002 24.2
National Bellas Hess 3,764,423 3,154,224 19.3
MeCrory Stores. . ... 3,260,588 2,972,126 9.7
H. C. Bohack.. ... 2,197,615 1,839,089 19.5
J. J. Newberry.......... 2,151,351 1,597,465 43.6
G.R. Kinney............. 1,779,369 1,671,847 6.4
F. & W. Grand.. 1,687,577 1,153,152 46.3
McLellan Stores 1,664,820 1,191,944 39.6
Lerner Stores. .. 1,507,885 981,148 58.6
Western Auto........... 1,363,000 1,085,000 25.6
Waldorf System 1,359,798 1,240,576 9.6
Metropolitan. . . 1,359,665 971,445 40.0
C. Murphy. . 1,192,137 896,122 33.0
Neisner Bros........ 1,145,723 714,714 60.3
Isaac Silver........... . 566,037 488,368 26.2
Federal Bake................... 362,804 317,664 14.2
dison Bros : .. 340,434 273,456 24.5
M. H. Fishman 164,381 61,692 166.4
‘Weinberger Drug................ 118,911 41,145 189.0
Totalg.............cooviutt, $71,998,464 $59,084,470 21.0
FIVE MONTHS . .t
Per Cent
1929 1928 Gain
Woolworth. .................... $112,198,650 $102,880,060 9.0
8. S. Kresge.................... 55,072,69 50,956,030 8.0
W.T.Grant,................... 21,496,938 16,925,068 27.0
National Bellas Hess... 18,952,581 16,943,534 11.8
MecCrory Stores....... 15,688,789 14,449,479 8.5
H. C. Bohack......... 9,144,42 7,990,617 14.4
J. J. Newberry........ boo 8,487,706 5,822,998 45.7
G.R. Kinney................... 7,520,578 6,732,526 11.7
F. & W, Grand........ 0Do 7,259,411 5,154,478 40.8
MeLellan Stores.. . 7,218,551 5,012,678 44.0
Lerner Stores..... 6,130,405 3,922,541 57.5
Western Auto..... . 5,152,154 3,878,864 32.8
Waldorf System....... . 6,612,256 6,070,902 8.9
Metropolitan....... . 5,320,703 4,245,528 ,25.3
G. C. Murphy 5,227,550 3,884,745 34.5
Neisner Bros.. 4,493,678 2,895,508 55,1
Isaac Silver... 2,553,522 2,094,087 21.9
Federal Bake................... 1,856,954 1,649,584 12.5
Edison Bros.................... 1,427,490 1,104,655 29.2
M. H. Fishman................. 473,538 183,143 158.5
Totals. ............cccvvnt. $302,338,570 $262,797,024 15.0
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Washington, D. C., on May 2 last, will prove. Mr.

Grimes said in part:

“In the grocery field, exclusive of those wholesalers and re-
tailers now in the I. G. A., the average total cost to operate for
1928, both wholesale and retail, was 29 per cent of sales. This
means 41 per cent had to be added to cost of merchandise to get
expenses out. In the I. G. A. this has been reduced to approxi-
mately 19 per cent of sales, or 23% per cent added to merchan-
dise cost.

“From investigation, I am convinced that operating costs on
other wholesale lines can be materially reduced; in most cases
cut in two. The main factors in wholesale expense reduction are:
Retail concentration of buying; elimination of small unprofitable
accounts ; standardizing lines by eliminating duplication of brands
and items with small consumer demand; changing salesmen to
retail supervisors and using definite, well planned, and thor-
oughly maintained budgets.

9In the grocery field, the practice of salesmen calling on 100
accounts weekly and producing only $6,700 sales per month must
be changed. This wasteful cost must be reduced. It is being
done (in the I. G. A.) by the supervisory salesmen concentrating
on not over 30 good accounts that confine practically all buying
to the one wholesaler and producing $25,000 to $40,000 per month.
A tremendous lowering of expense follows in office, warehouse
and delivery.

“One 1. G. A. wholesaler with over 4,000 accounts on his
books secures 55 per cent of his entire volume from 232 1. G. A.
grocers. Those familiar with wholesale expense will appreciate
the remarkable reduction of expense that will follow when this
wholesaler secures as great or greater volume from 500 accounts
as he now gets from over 4,000. All along the line expenses
go down with a bang.

“Smaller stocks—less brands—faster turnovers—less trucks—
elimination of excessive personnel—will place the wholesaler on
a competing basis with the warehouse depots of competition.”

I hope no jobber reading this will say that it is all
right for the grocery business but that it would not
work out in the radio field. Tt is sound and will work
anywhere. It is interesting to mote that Mr. Grimes
is reported in the daily press as now heing engaged in
a nation-wide consolidation of dry goods jobbers, and
there is no comparison between the problems of the dry
goods jobber and that of the jobber in radio merchandise.

Speaking of the retailer, Mr. Grimes had this to say:

“The retailer must employ mass methods and this can only be
done by a sufficient number of independent merchants working
together, This requires the finest type of organization and it 1s
absolutely necessary that retailers and wholesalers cast their lot
together. Then they will have buying power. Then they will

have advertising power. And all at so low a cost per store as
to be really insignificant.

“Under the plan of highly urganized co-operative action, the
combined costs of wholesaling and retailing can be cut practically
in two. This lowering of expense plus real buying power will
enable the retailer to approach the consumer with prices and
attractive stores that will at once command patronage. And
then, and only then, can that most important factor of local
ownership be featured soundly and successfully.”

We are all aware of, and have long recognized, the
necessity of correcting existing conditions. What we
want is a practical means of doing so. For that reason
[ deliberately selected from the mass of available infor-
mation examples from the tire and gasoline, the depart-
ment store and the grocery fields. Please note the
uniformity of thought and action that exists in these
three widely divergent fields, definitely proving the basic
soundness of co-operative standardized operation.

Mass distribution complements mass production. Co-
operation is the only method I know of which will bring
to the independent merchant a quality of management
competitive with that of the chains. It will increase his
gross margin through mass buying; it will raise the
standard of and decrease his advertising costs through
expert aid; it will decrease his stock investment ratio
through model stocks and unit control; it will materially
reduce the cost of and eventually solve his financing
problem; it will decrease his credit losses through the
adoption of the most advanced methods ; it will decrease
his cost of doing business through budgetary control of
expense and it will decrease his selling expense through
modern store arrangement.

I estimate the cost to the merchant of securing these
manifest advantages will not exceed one per cent of his
sales; his savings greatly in excess of such a figure.
This plan does not contemplate any “exclusive” arrange-
ments beyond protecting a retailer with a sufficient area
to permit of dominant operation.

I am informed this publication has a circulation of
25,000. I suppose there are 20,000 merchant-readers.
Two per cent of that number, co-operating along the lines
outlined, can secure and maintain leadership in their
communities.

If you are sincerely interested I will be glad to hear
from you personally in care of this publication. My
counsel is at your disposal without charge.

tht AbOMt the Fdll? (Continued from page 65)

penny goes and make certain that every cent works and
works hard for you. If your volume is likely to be re-
duced this year as against last. net profits can be kept
up by reducing sales expenses.

The last figures on retail costs in radio which I have
seen, put the average margin at 389% and the average
.costs of selling at 33%, leaving an average net of 5%.
It isn’t enough. On a margin of 38%, costs should not
exceed 29%. See if you can cut your own costs down
to that figure?

UT to relieve several of these adverse factors that
we face this year, we have several excellent selling
points now that we didn’t have a year ago.

What are they? First, obviously, that radio is becom-
ing increasingly a cultural as well as an entertainment
necessity. Stress its educational influence upon the chil-
dren in the home and how it keeps them up-to-date on
world events and gives them a musical background ob-
tainable in no other way.

Then we have several forms of automatic tuning.
selector tuning. and so forth, which provide additional
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merchandising features. Play them up as new and im-
proved refinements on this season’s models.

The unsual combinations of wood of different color
tones in cabinets is another new point this season. Play
that up as adding to the appearance of the installation.

We have at least four good sales arguments—the cul-
tural as well as entertainment influence of radio; im-
proved tone and greater reception efficiency because of
new tubes and improved circuits; easier and more con-
venient tuning through the several “selector” methods—
and more beautiful cabinets because cof the new “vari-
tone” effects of several contrasting finishes in the same
cabinet.

In addition to these points we have another selling
point this season in the much heralded “remote control”
which will be incorporated in many receivers designed
for this season’s market. This unusual, new feature per-
mits tuning in rooms distant from the receiver itself.

All in all this season shapes up as an excellent one
and it can be vastly-improved by judicious and wide-
spread use of these new merchandising developments
which we have at hand.
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FREED RADIO VALUE

Radio Retailing, A McGraw-Hill Publication

Check these SPECIFICATIONS

point—by-point. e« Prove yourself that

cannot be matched by anything on the market!

SPECIFICATIONS [a) | SPECIFICATIONS A SPECIFICATIONS A SPECIFICATIONS J
& A|B c|D|E M A B CDE A ¢\D|E
NR-55 $ ] NR-78 § o} NR-79 § - NR-95 $
(less tubes) 99'50 E (less tubes) 145 E (less tubes) 1 72'50‘E (less tubes) 225 ‘ ‘
8 tubes v 8 tubes v 8 tubes v 9 tubes ’ ' —,
Neutrodyne; v Neutrodyne v Neutrodyne v Neutrodyne ’ ‘
4 tuned circuits v 4 tuned circuits v 4 tuned circuits v 5 tuned circuits
Tuned antenna circuit |/ 4 condensers v 4 condensers v 4 condensers
Shielded coils v Tuned antenna circuit | v Tuned antenna circuit |y Tuned antenna circuit
Push-pull v Shielded coils v Shielded coils v Shielded coils
Output transformer |y Push-pull Y Push-pull v Push-pull
Illuminated dial v 245 tubes v 245 tubes v 245 tubes
Inductor dynamic v Output transformer | Output transformer |y Output transformer
speaker
P INluminated dial v Illuminated dial v Illuminated dial
‘Walnut veneer cabinet | v
Inductor dynamic v Electrodynamic speaker| v Drum type tuning
Same price for D, C. speaker X control
model v —| Light socket antenna |y
Light socket antenna |/ - Electrodynamic speaker]
Fully licensed v - Phonograph pick-up v
Phonograph pick-up v terminals Light socket antenna
terminals
— Closed door walnut v Phonograph pick-up
Walnut veneer cabinet | 1 veneer cabinet terminals
Same price for D. C. v Same price for D. C. v De Luxe closed door
model model highboy console
Fully licensed v ‘ Fully licensed v Fully licensed
ToTAL § ToTAaL § l ToTAL § ToTaL
= =1 =

Make this actual test of radio value. We have left space for five com-
peting lines. List their features point by point. Total the score and
see for yourself how FREED RADIO comes out on top every time

FREED RADIO

FREED-EISEMANN RADIO CORPORATION, 122 East 42nd Street, New York.

Write or wire jor available territorial Jranchises on this great new line
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One of the belt assembly benches in

the power transformer department.

Over four hundred employees find

occupation in this department alone

which occupies thirty thousand feet
of factory space

Every step in the engineering and manufacture of Thordarson
transformers is carried out entirely within the Thordarson
organization. The resulting excellence of product maintains
a demand which absorbs a production more than double
that of last year—and still is but partially satisfied.

THORDARSON

THORDARSON ELECTRIC MANUFACTURING (O

Huren, Kingsbury and Larabee Streets. Chicago. 1L,




Keeping in touch with
R ADIO MANUFACTURING

Quantity Determines Parts Policy

By PauL G. ANDRES

|"ice-President in Charge of Engineering
Temple Corporation, Chicago, Ill.

THE problem as to whether or not to
manufacture specialized parts or to
purchase them from companies engaged in
their manufacture has long held the atten-
tion of the finished product manufacturer
in practically all branches of industry. The
automobile business has been confronted
with this problem and has worked it out.
It is possible, therefore, to determine from
that example what its analogies may be in
the radio industry.

Automobile and radio sets are both man-
ufactured under modern methods, they are
made from raw materials differing in char-
acter and they reach the consumer as a
finished product.

When the automobile industry was in a
state of flux before it had reached a reason-
able stability, automobile manufacturers
used the highly specialized clutches, motors,
differentials, lighting and ignition systems,
and other devices common to the automo-
bile parts business, and assembled them
into the finished product. This condition
within recent years has been materially
modified as the automobile industry is rap-
idly simmering down to a relatively few
number of manufacturers who have large
productions and make their own parts. This
interesting fact would seem to indicate that
when a product is manufactured in large
volume by a single concern, then practically
all parts which go into the completed unit
should be manufactured by that company.
This produces a highly individual product
which is not the case when the component
parts are purchased and assembled. The
correlation of the various parts, be they in
an automobile or in a radio set, is quite
essential. This factor requires engineering
of high caliber and precision manufacture
with due regard to all other parts which
rely on the part in question for satisfactory
operation. In any individual case, this re-
solves itself into a matter of unit design
into which the component parts must
dove-tail.

VOLUME THE DETERMINING FACTOR

OLUME production then, is the de-

termining factor as to how far any
manufacturer must specialize in the pro-
duction of the component parts from raw
materials. Competition between manufac-
turers in the parts business has effected
economies due to large produection of parts
which reduces prices and makes these parts
available to the smaller manufacturer at a
more advantageous price than he could tool
up and manufacture them for. Oftentimes,
too, the developments which are made in
any parts business are passed on to the
smaller manufacturer with but very little
additional cost. In the case of paper con-
densers used for power condenser blocks,
it is the opinion of one manufacturer that
the turning point of the curve where it is
less economical to purchase from a con-
denser manufacturer is reached in the
neighborhood of  two-hundred-thousand

Radio Retailing, August, 1929

blocks or approximately one million micro-
farads.

After all, the entire subject resolves itself
into the obtaining of an economic curve
which considers the investment and amorti-
zation of machinery and tools, the cost per
unit part, the matter of transportation on
raw materials or the finished products,
control of manufacturing, saving of time
in case of redesign and the establishment
and maintenance of engineering laboratories
to develop any specialized part used in the
construction of a completed radio receiver.
This economic curve will also consider the
matter of duplicating overhead and the
matter of profit. The synchronization of
supply of the various components consti-
tuting a completed receiver can be held
under more definite control, however, when
all parts are manufactured by the set maker.
A delay in any one item may ruin the even
flow of manufactured merchandise.

S16NIFICANT TRENDS

THE handwriting on the wall is gradu-
ally becoming very definite with re-
spect to this subject. Practically all large
manufacturers now process their own
speakers whereas a few years ago they
obtained them from speaker manufacturers.

The latter class, operating only as such, is
diminishing. Quite a number of radio set
manufacturers are manufacturing their own
cabinets which' most certainly is a highly
specialized part of the radio set. From all
indications an increasing number of radio
set manufacturers are going into the pro-
duction of radio tubes which is again sig-
nificant. The merger of a number of parts
manufacturers into one complete radio set
producing company is along the line of
sound business judgment. B

There is nothing mysterious in the design
or manufacture of any part used in the
completed radio receiver. If the quantityy:
of material is sufficiently large from a cost
standpoint, the processing of that material
obviously is interesting. Stock items in
the case of parts, if they are applicable
and can be supplied to the large number of -
users, can undoubtedly be used to advan-
tage by the small manufacturer. As radip
becomes more and more stabilized, with
fewer changes in circuits or design, small
production will call for the assembly of
parts. In mass production, however, the
solution of the problem will lie in the com-
plete manufacture of component parts by
the set producer.

Testing Pays

Records show that the Grigsby-Grunow
Company is the largest buyer of precision
equipment for the testing. This is just
another added bit of proof that perform-
ance is built on careful preparation.

European Portable Using Screen-Grid Tubes

Portable receiving sets are all the rage in Europe. Here is the latest set, built

by the Rees-Mace Company with factories in England and France.
the American market, having been introduced

screen-grid tubes. This set is now on

by John Wanamaker’s of New York City.

It uses two

It is entirely self-contained with a

special kind of speaker and contains a British wet-battery of very compact de-
sign and is non-spillable.
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it your ears !

By the only standard which gauges

sales success —the ears of the pur-
chaser—the T:C-A Dynamic is a
better speaker.

’\.

"\

T-C:A’s claim for superiority does
not hang on the slender thread of a
detail here or a detail there. It does
not hang on an obscure character-
istic of only academic interest.

It hangs on a definite and perfectly
apparent tone value that impresses
itself not only upon the critical ear
of the engineer, but upon the un-
practiced ear of the ultimate layman
who buys the set.

After all, the most important funec-
tion of a speaker is to faithfully re- T
produce the broadcast program.

It is this characteristic that sells the
set and pays the dividends.

As audio amplification specialists, the T C-A or-
ganization is at your service. The T:C-A Dynamic
is, however, only the final step in the audio series.
The precision, uniformity and tone quality of the
audio transformers and chokes are by no means a
secondary consideration. Nor can a noisy, humming
power-pack be corrected by any companion parts. Like
the links in a chain, each successive unit from the
power-pack to the speaker must carry the responsibility
for perfect reproduction. T-C-A parts are meeting this re-
sponsibility squarely in many of the finest and most popu-
lar sets on today’s radio market. y.

TRANSFORMER CORPORATION OF AMERICA /

2301-2319 South Keeler Avenue, CHICAGO, ILLINOIS
SALES OFFICES IN PRINCIPAL CITIES
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P ARTS and WHO MAKE THEM

The following directory is a monthly feature.

Radio parts manufacturers are listed here together with the principal items

used in receivers. The diamond indicates the part made. Manufacturers are requested to supply corrections or additions to

this list at any time, if their products come under the divisions indicated below.
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Manufacturer’s Name and Address & HEIE -] 8 g o g sl 2
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Aeme Appar. Co., Cambridge. Masa coao . . —— .
Acme Wire Co., New Haven, Conn - =

Aero Products Coélnc 4611 E. Ravenswood Ave., Ch{s
0!

Amrad Corp., Medford Hiliside,
Auburn B\m.on Wks, Inc., Aubum N.Y
Bastian Bros, Co., 1600 N. Clinton St., Rochester, N. Y
Beaver Mach, & Tool Co., 625 N. Third 8t., Newark, N.J..

Benjamin Eles. Mfg. Co., 128 South S:ngnmon 8t., bhlcago_ In..
Birnbach Radio Co., 254 W, 31st 8t., New York Cit

Brach Mfg, Co., 127 Sussex Ave., Newark, N. J

Bremer-Tulley Mrg Co., 656 Washlnuton blvdw Chicago, Ill...
Brooklyn Metal Stamg 718 Atlantic Ave., Brooklyn, N. Y
Brown & Culne, Inc., 2317 éalumet Ave,, Chi cago. Iil..
Bruno Radio Co., 40 Paynter Ave,, Long Isiaud City,
Carborundum Co.. Niagara Falls, NY.orrevnnniss
Cardwell Mg, Cor 81 Prospect St., Brooklyn, N. ¥
Carter Radio Co., 300 8. Racine Ave., Chicago, Tit...
Central Ratio Labs., Milwaukee, WIs:

Chicago Transformer Corp., 45641 Ravenswood A ve., Chicago, Ii..

Clarostat Mfg. Co., Inc., 285 N. 6th Street, Broo N.Y......

k1
Corneli Elec. Mfg. Co., Rawson St. & Anabi eAve f. 1. cuy.N.'Y.

Cornish Wire Co., 30 Church St., New YorkK City.. ..............

Crescent Brald Co . Providence, R. L..............
Cresradio Corp,, 166 Jamacia Ave., Jamacla, N.
Cutler-Hammer M{g. Co., Milwankee, Wis
Daven Corp. 158 Summlt S8t., Newark, N.

DeJur Amsco Corp., 418 Broome 8t New York Cit
Duhlller Cond. Corp,, 10 E. 43rd 8t., New York Cit;
Dudlo Mfg. Corp. . Wayne, Ind................
Bacle Bloe M (g Co.. 59 Eall Bt., Brooklyn. N.Y.

Easton Co ﬂ Co EQ8ton, Pl...,«...... .
Eby Mfg. L4710 Stenton Ave., Phila.. Pa.

Electrad, Inc * 175 Varick 8t., New York City. .
Eria Corp., 2500 Cottage Grove Ave., Chieago, Tl -
Etkon Works, Port Chester, N. ¥..........

ec. N,
Fast & Co., Jobn K., 3982 arry Ave,, Chleaf %M
Ferrantl, Inc., 130 W, 42nd 8t., New York tv
Fibroc Insulation Co.. Valpamlso. Ind
Fleron&Son, M. M, Trenton, N.J........00iieneninna.n.
Ford Radlo & Mics Corp lli Bleeeker 8t., New York Clty
Frost Co.,, H-H,Elkhart, Ind . ..........c.ccooii.n.n
ardiner & H burn Phlia Pa.
Jardner Elec, Mfg. Co., Oakiand, .
jearhart Radio Co Fresno, Calif......
Jeneral Coil CO., WOYMOUtD, MASB.. . ... ..eeoe:oonnenonn
yeneral Instr 'umenc orp 477 Broadway, New York City..
eneral Radlo Co., dge. ABB. ... coocerenierians
ossard Radlo & W ra Co elvidere, Tl.......
rly & Danielson Mfg. Co., San_Francisco, Cal.
y Prod., Inc., Poughkeepsle. N. Y..
Bnlldorson Co.. 4745 N. Western Ave.. Chicago, 111, |
Hammarlund Mfg Co., ‘424 W, 33rd St., New York Clt
Hardwick Hindle, Inc., 215 Emmet St. Nawnrk N.J
Harvey Hubbe 11 Co., B
High Froquency Labs.,
Igrad Condenser & Mg Co 26 Ave. ocheater, N. ¥

na@ane«mar_

nternation Resistance Co., 135 N. 22nd St., Phllsdelphla Pa.
efterson Eleg. Co.. 1500 8. Lafiln 8t.. Chic: a% Il..........
Karas Electric Co,, 4040 N. Rockwell S Chicago, T

Kellogg Swhd. & Supply Co. ams 8t., Chlcago, Imn
Keoystons Radlo Labs, Inc., 129 N Jeﬂerson St., Chicago, 11l
Kimley Elec. Co., N. Y.
Kwik-Test Radlo Labs, 4464 Cass Ave., ﬁetrolt.. Mich

lcamold Radio Corp., 1087 Flushing Ave., Brooklyn, N. Y, 5
icarta Fabricators, Inc 309 Canal Bt., New York City..
Mountford, C. E., 30 Sulllvan 8t., New York Clty.........
Mater Gor Lostio B, 1cago Ave, Chissgo, il
National Company, Ine. Malden. .................
New England Flec’ lWorka Lisbon, N.
N lnura Insul- Bnke Spe)c(: 0., Albnny. N.¥..

packard Eles. Co., arren, Ohlo o
ragon Elec. Co., 200 Varick 8t., New Vork City,
pliot Electric Mg, Co 323 Berry 8t., Brooklyn N.Y.
oneer Ratlo Corp (%, 3410 0 000 g 0G000a00 0000600
Platter Cabinet Co., oD Norh v Vernon, Ind........ .00
Polymet Mfg. Co., 599 Broadway, New York CIR
Potter Mfz Co 1950 Shendnn

o Condenser en
k:nzer Coll Co., W bnvenbon Y. pep
ouse Co. E Honeoye Falls, N

Sangamo Elec. Co., 8:-1 gneid oo oo
Paturn MIg. & Sales 48 Beekman f't.. New York City. .
Scanlan Elec. Mfg, Co ‘1113 N Frankiin St Chicago, I11.

cott Transformer Co.. 7620 E, Lake Terrace, Chicago, Ill. .
flver-Marshall, Tne., 871) W. Jackson Blvd.. Chicago. il
Smith, B. H., DANDULY, COND.. .. v.ezvecoosvnsens
upeehlt,y Insul, Mfg. Co., B

es Qui

1) SR_ecl ney, Mass
sza ard naformer Co., Warren, Ohio.................
Thordarson Klee. Mtg. Co., 500 W.

Tobe Deutsshmann Co., Canton, Mase.

‘Transformer Corp. of Amfrlc&. 2300 R, Keelor Ave., Chlcu.go. In..
Tyrman Elec. Corp., 314 W. Superior 8t., Chicago, Til

OUnlon Insulating Co., 296 Broadway, N. Y. C. .

;’vn‘rxx_dnoom Co., 160 N. La Salle S8t., Chicago, 1}

t. Vernon, N. Y....

Wawrbulz Button Co Wawrbury. Conn.
Waebster e, Wis. ......c 000 et
Wutlnghonse Flwtﬂc & Mnn"tactuﬂng Co., Plttaburzh Pa..
Wireless Spec, App. Co., 76 Atherton St.. Jamaica Platn, Masa.

X1 Radls Tabs i224 Belmont Ave., Ghloaga, Tl v rror oot ! Y

Yaxlay Mfe, Co., 9 8amith Clinton 8t., Chicago, INl.. .. ..

Belden Mfg. Co., 2300 Sotith Western Ave., Chigago, 1....‘..22

1netiine Corp. of America, 78 Cortland ét New York Clt. Yool

oo coertlosea e G enadlls aelaOleere
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The Listening Test <.

I

SPARTON RADIO :

* Radios Rachest Voice ™

"N
ll\

“FACE-TO-FACE REALISM”
THE YEAR’S BIGGEST PROFIT FACTOR IN RADIO

Listemers instantly realize the marvel of it. *Radio’s Richest Voice” has taken on a
new “something” that permits them to almost SEE their entertainers. .. to FEEL the

thrill of their personalities. The new Sparton EQUASONNE instruments with FACE- ? ‘ .
= % NEW SPARTON

TO-FACE REALISM are easily this year’s major radio development with amazi
EQUASONNE

Model 301

Possnblllhes for dealers. Consult your Sparton distributor . . . hear them goursel

THE SPARKS-WITHINGTOMN COMPANY (Established 1900), JACKSON, MICHIGAN, U. S. A.
Pioneers of Electric Radio without batteries of any kind (346)
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Conner of New Albany, Ind.

presents

Beautiful Atwater Kent Cabinets

Cabinets, we feature a new model
(No. 4051) that is outstanding from any
viewpoint.

Carefully selected walnut veneers are used
throughout with quartered red gum for the solid
parts of the cabinets.

Birds-eye maple overlays perfectly blend with the
figured walnut—yet there is plenty of contrast.

The Cabinet is finished by the special Conner
method of highlighting to show the beauty of the
grain.

Doors slide in a precision groove, eliminating all
rattling, warping and binding.

Especially designed for the new Atwater Kent
receiving set and speaker.

Height 48 in. Width 2614 in. Depth 15 in.

—

A companion piece to the No. 4051 Cabinet is the heau-
tiful bench shown in the illustration.

Front rail is five ply with figured birds-eye maple
veneer. Solid parts quartered red gum.

The covering is a beautiful selected grade of tapestry
which blends attractively with the maple and walnut colors
of the ensemble.

Height 1614 in. Width 1814 in. Depth 113 in.

The Conner Furniture Company

New Albany, Indiana
“The Plywood Capital of America’

HE beauty of this model (4053) lies

in its simplicity of design. Every line

will blend into any scheme of home
furnishing.

Well figured walnut veneers have been

used throughout, excepting the solid parts
which are red gum.

A special highlighted finish brings out all
the natural beauty of the wood.

Height 38 in. Width 25% in. Depth
n.
*

Few cabinets have been created showing
such grace of line in their design as this
one (No. 4054).

Every curve, every turn, every corner is
unique—yet it is designed in strict con-

formance with the best ideas for harmony
and balance.

Mode! No. 4053

The veneers used are walnut face. Solid
parts are quartered red gum. The decora-
tions are carved wood.

Height 43 in. Width 25 in. Depth 15 in.

Write for List Prices. A Pleasant Surprise for You.




Radio Retailing, August, 1929 115

Synchronized Talking Picture Equipment
Are YOU the Agent we need?

/ There are
PROFITS HERE
and
NO INVESTMENT

required!

That sounds like an extravagant statement. But
every word is a fact. In short, it is just exactly
the proposition we offer. And if you can sell,
vou can make real money.

Exclusive Territory large enough to include
nearby towns can be obtained by dealers of proven
ability. You can be the only agent for either
“Multiphone” or “Kinoplay” in the district in
which vou sell—and we’ll protect you against
anyone encroaching on your territory.

You need carry no stock. You are our sales
agent. You don’t have to invest in mechandise.

You sell direct to users—motion picture
theatres, schools, churches, clubs, etc.—the livest
. kind of prospects. They must give the public
what it wants—“talking movies.” With “Multi-
phone” and “Kinoplay” you have exactly the
machines to do it, priced so that they are within
reach of everyone, and profitably. Both equip-
ments are manufactured by an experienced organ-
ization to give perfect results and satisfaction.

L B B G an aa e o o -

F Dj In addition to the liberal commission which

rom Discs to our agents enjoy, you are at liberty to make legiti-

Dollars with mate installation and service charges, the entire
incomes from which are yours—

MULTIPHONE Briefly, that’s our story. KINOPLAY

From Films to

Fortunes with

Multiphone is a synchro-
nous equipment repro-
ducing sound from dise,
giving wonderful tone
quality, manufactured for
professional use.

Kinoplay is a synchronous
equipment, reproducing
sound from film or from
disc, same quality as
Multiphone, both with
perfect synchronization.

Write immediately for our sales plan
in detail, as well as a description of
the products we offer. Prompt action
is necessary as territories are fast be-
ing assigned. Live agents are cash-
ing in. Just figure out the prospects
you can sell in your town and sur-

CORP. rounding community. T hen act quick. KINOPLAY CORP.
1600 Broadway

1600 Broadway b
NEW YORK CITY \ For quick action, use the coupon NEW YORK CITY
below /

COUPON

MULTIPHONE

MULTIPHONE CORP.
1600 Broadway, New York City.

I am interested in receiving your agents’ proposition for...........c..ouaeeeees )
) (territory)
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A picture-bhook study of growing dollars

This ain’t nothin’ to
what I's g'wine to be,
Topsy. This’s g'wine to
be my size next year,
and then I's g'wine to be
bigger and bigger every
year,

Lordy, Topsy, how you
‘as growed. Hardly no-
body ’d think you’se and
I's the same pusson only
eight years apart.

How to get your share of
this %7 20.000.000 market

The radio industry has, like Topsy, “just growed.” Starting in
with cats whiskers and crystal sets, the industry has grown from
sales of $60,000,000 in 1920 to $650,000,000 in 1998.*
Experts predict sales of $750,000,000 to $950,000,000 in 1929,
But even at that, radio is still in its infancy, There are
28,000,000 home=< in the United States and only 9,000,000 have
sets.

Of these 9,000,000 sets only 3,000,000 are up-to-date, so there
is still a market for 25,000,000 sets—89Y, of the possible market
still unsold—still virgin territory for enterprising radio dealers.

Data on radio market by the courtesy of Radio Retailing.

CelCo
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Your share depends on pushing tube sales

You can get your share, or more than your share, of this stu-
pendous business by live, dynamic merchandising methods.

Today, 20 cents of every radio dollar goes for tubes.

And, as free service on sets is charged against the profit on
that set, 30 cents of every dollar of a dealer’s PrROFIT comes from
tubes.

Every time a set is sold a replacement market is created for
514 tubes. Consequently, as the number of sets in use increases,
the sale of replacement tubes will grow in much greater proportion.

Dealers are finding that they can cut the number of service
calls they make on sets if they furnish good tubes as original
equipment.

Dealers are making greater profit in turnover by restricting
the number of lines they carry.

Where do Ce Co Tubes fit into your program?

We are not going to say much about CeCo tubes. The following
facts speak their own language of quality and performance.

The new CeCo faetory is not only the largest of its kind, but
it is the most modernly-equipped in America.

The members of the CeCo engineering staff are among the
most outstanding radio tube engineers in the world.

Each tube is given 64 tests during its manufacture to make
sure that the characteristics of each will be uniform and up to
the high standards set for them.

The financial stability of the CeCo Manufacturing Company

is indisputable. CeCo has been making tubes for four years and

_has enjoyed a natural, though exceedingly rapid, growth. Only

quality tubes, sound management, and sound financing could
accomplish this growth.

Two large set manufacturers and the two largest tube distrib-
utors in America made exhaustive tests of CeCo tubes and
several other well known brands. These tests showed that CeCo
tubes have 309, to 509, longer life as well as being superior in
all other important characteristics. They ordered well over
5,000,000 CeCo tubes on the strength of their investigation.

Date stamped on each tube

After July first, each CeCo tube will have the date of its manu-
facture stamped on the base. You will find this policy of great
advantage in handling replacements, as it will eliminate any
discussion as to how long the tube has been in service.

Licensed under patents and applications of the Radio Cor-
poration of America, the General Electric Company, and
the Westinghouse Electric and Manufacturing Company.

Ce Co Manufaeturing Co., Ine.
PROVIDENCE, R. I.

tubes

in tube sales ... for live dealers ‘

This book tells of the ever-increasing importance
of tube sales to radio dealers. Among others,
here are some of the things it discusses:—

‘1. The size and development of the radio market

2. The percentage of profit in tubes

8. The growing replacement market for tubes

4. How quality tubes cut losses on set sales and
service )

5. Will there be a tube shortage in 19297

6. Price cutting

7. Turnover

8. An impartial analysis of the radio market by

Dr. H. K. Nixon, Professor of Marketing and
Advertising at Columbia University.
This book is free to authorized dealers and job-
bers. To avoid promiscuous distribution, will
you kindly attach your letterhead to the coupon
when you send in your request?

The AC 224 Screen Grid Tube was developed
and perfected by CeCo over a year and a half ago_

CeCo Manufacturing Co., Inc., Dept. 208,
1200 Eddy Street, Providence, R. 1.

Send me a copy of the dealer book on the
radio tube market.

Name

Company
Address
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PERFORMANCE plus

Dolly Dayton can pilot you

HE A-C DAYTON COMPANY does not claim

that its new “Navigator” receiver gives finer re-
sults than any other. It does assert most energetic-
ally, however, that this receiver gives as fine results
as the best— that, engineering-wise, it is the very
latest. Read and be convinced!

The"Navigator”is an all-electric receiver employing
the Selectaphase system of complete tuning under
the Technidyne circuit. It has push-pull audio am-
plification using two 245 power tubes and Mershon
filter condensers. It has a tapped primary to offset
line voltage fluctuations, and complete fuse pro-
tection for the entire set.

Connections are provided for magnetic speaker, for
both A.C. and D.C. dynamic speakers, and for
phonograph pick-up. The Jensen D. C. dynamic
speaker is standard equipment on all console mod-
els. It has a single dial, illuminated and marked
both in numerals and in kilocycles. It employs, in
all, nine tubes, including rectifier.

& Why say anything about performance after that ?
Thosewhoknow radio technically know what it means.
Those who don’t, have onlyto listen. The “Navigator”
is built “for the man who believes his own ears.”

The A-C Dayion “Navigator” Chassis

“FOR THE MAN WHO BELIEVES HIS OWN EARS”

DAYTON
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.... PERSONALITY/

to Bigger Radio Profits this year

TO DEALERS who realize the great and grow-
ing influence of appearance on radio sales, the
“Navigator” tells its own storyin a glance. Smart
of cabiner, sleek of finish, it has something more
—something that catches the imagination!

T % S DDA

Where other consoles are just furniture, the
“Navigator” consoles are Romance. Where other
table models are just boxes, the "Navigator”
table models are treasure chests. Instead of an
escutcheon plate, a mariner’s compass. Instead
of a station control, a ship’s wheel. A radio, in
other words, that indisputably has “IT!”

In its range of models and prices, the “Naviga- 2N
tor” will appeal no less strongly to the shrewd r = el
=Sty = -, &

dealer. Four fine console types and a radio-pho- L~
nograph combination—all by Globe-Wernicke— O
plus two table models, available for battery opera-
tion as well as house current, comprise the line.

And the prices run from $69 to $267, less tubes— (2 . y "[
right where most sales are made today. “'{ AL >
Look over these illustrations. Get all of the : Do /ﬁ g '.“f{'
facts about them. Then—if you want to make I i : ‘ Vg

more money in radio this year — write the A-C — Neries
Dayton Company, Dept. 5, Dayton, Ohio—NOW! | 552'%,

Model AC-98—List Price, $108
e /3

Model XL-71

9 A 70 v AC-9960 G . .
List Price, $188 List Price, $185 o List Price, $165 List Price, $148.50 Battery Operated— Liss Price, $69

L)

VICATOR
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The artistically grained and matched
walnut cabinet, designed to fit into the
modest room or the luxurious setting
with equal harmony — here is the finish-
ing touch on a highly saleable package!

O R
e i .

K1735.00 Complete, less tubes
K1B87.50 West of Rockies

ADIO ENGINEERING startling

in its perfection! —The Balkeit

Model C brings to your market a rev-

olutionary radio sales appeal — uni-
form reach.

Five tuned stages with uniform sensi-
tivity on all wavelengths—plus a dozen
other supporting features — plus the
list price—these things make this new
Balkeit Achievement an event of vital
importance to the profit-minded dealer.

Supporting the sale of this single, per-
fected, popularized model is an advertis-
ing-merchandising program that is real.

BALKEIT RADIO CO.
North Chicago, Ill.

Write for formal infor-
mation concerning the
Balkeit Dealer Franchise
and the Balkeit Mer-
chandising program.
Have you received your
Balkeit Blue Necktie?

A complete Radio Log—
covering not onlyUnited
States and Canadian
stations — but listing, al-
habetically, Radio
alent as well!
Artists, orchestras and regular
programs of unusual interest are
identified by station. This has

never been done before on such
a scale.

Distributed to the Radio
Audience exclusively through
Balkeit D rs
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Your Own Good Judgment

o

will tell you that these

ARCTURUS
ARCTURUS
give you all these FEATURES

EXTRA FEATURES BRING EXTRA PROFITS

Only

1 Acts in 7 seconds. Check over this list of Arcturus Profit Points. You will instantdy

. realize that any of these features will boost your sales of A-C sets

2 Immune to line surge. and tubes. Only Arcturus offers you allfthese sxtra f:atuliefs .only

i i Arct ou everything you need for steady profits you are

3 Exclusive construction through- m:: :c::"sglll‘;:sg )t,hewe fasrtymovgm; tubes write us today for all the facts.
out.

ARCTURUS RADIO TUBE CO., 260 Sherman Ave., Newark, N. J.

0‘2*

4 Liberal replacement policy.

5 World’s record for long life.

6 Endorsedby 29setmanufacturers.
7 Sold by reliable jobbers and

dealers.

8 Superiority easily demonstrated.
9 Improvements protected by
patents. Q

10 137inspections keepqualityhigh.
11 Newfeatures constantly pioneered. &

\\\\
ARCT RUS

BLUE wLiS% e TUDBES

13 Mllllons of Arcturus Tubes now
in use, giving unusual service,

14 Name and trade mark well known
to the radio trade and the radio
public throughout the country.

15 Ascturus quality cuts servicecalls
more than 50%,.
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Beoufiful.... but

inarticulate

Radio sets may be cleverly engineered . . . they
may look like a million dollars. But, unless hooked
up to the best speaker unit their performance is

not in keeping. For radio sets are sold on sound.

Today radio buyers are more speaker critical than

ever before.

The speaker that sells sets is free from rattle and
AC hum ... gives depth to every tone and defini-
tion to every instrument . .. and can be guaranteed
for a lifetime. That speaker is the New Magnavox

X-Core Dyncmic.

A «
O ) s .ﬁl"' -"‘{ ;a

33
L3
Faur
=

2

X |
L

R -5 3
FonE -\Q;&Z" ~| T ¥ p1.g A
i ; e (&2 o8 CERE h.t«z,.svi;:.m RO

!Q Fiee Rl 343 ~l r\",‘m o M.o _‘v\ AR
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Add to these qualities: assurance of deliveries,
patent protection,elimination of most of your service

troubles, and the prestige of the Magnavox name.

Why not insure your sales and profits with us?

THE N AGNAYOX (OMPANY

Factory and Pacific Sales: OAKLAND, CALIF.
Factory and Sales East of the Rockies: CHICAGO, ILL.

The CAMPANILE A handsome, massive, richly carved The CARILLON A strikingly different
Italian Cabinet of fine Walnut. Skillful workmanship, mas- Italian finished Walnut Cabinet, richly
terly designing. A fine, rare bit of furniture for any home. carved and handsome. List prices: with
List prices: with DC unit $65 tp, with AC unit $73.50 up. DC unit $40 up, with AC unit $48.50 up.

PP,

.k D MIC

SPEAK
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Have You Heard It?
The G-R-E-A-T
BBL

Electric Motor
SPEAKER

AND itis great. The Sensation of
the Year. Built on an entirely
new principle. Not just another
so-called semi-dynamic, but so
wonderfully efficient that it has
one and a half times the volume of
dynamics and is twice as sensi-
tive.The tone is remarkable —the
full, deep-toned dynamic quality
—plus the brilliance of the high
notes which come through with-
out distortion.

All the advan-

= tages of a dy-
‘ fio namic—but no
. moving coil —
1!_ no transformer
% ' —mno rectifier
R Y |1 —mo condenser
The Only Spea’ker 'S / é ‘ 17 ‘ T —no HUM —
. ) / just perfect
WIth the | : %_ ‘ satisfaction.
Tone Selector l ;;2— 7
The BBL Electric Motor j1 % y
Speaker is built for any set. i %‘ L
Three tapped windings 4‘}3 -
with a switch enables the ) ==
owner to match the im- - ‘ e - 1%

pedance of any amplifier e 1
without resorting to a spe- J
cial output transformer. - N 4 v T | S = EE

Idi ' |
Ton:i't\:t;:edms / o Three Models of this nique SPEAKER

/ 4 \ Complete speaker, in a beautiful walnut cabinet
BBL Tone Selector /| LM fitted with a 12-inch diaphragm, list price . .$35.00

Now you can mould the tone to suit your

< ’% Chassis only—12-inch diaphragm, list price . . $22.50
individual taste. You can stress the high = cEa nly B ph & ’l' p .
notes, or the low, or you can have just the 4 . assis only-— J-inch diaphragm, list price . . $20.00

perfect tone as broadcast from the studio.

BEST MANUFACTURING COMPANY Best Manufacturing Company
Makers of the famous BBL Speaker Units 1200 Grove Street,
1200 Grove Street . . Irvington, N.J. Irvington,N. J.
CANADA Please send me complete information about the BBL
445 King Street, West, Toronto. Electric Motor Speaker.

Name... ...
Address. ... ... ...

dwtuc SPE AKER L]
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tdea by MARVIN

JOBBERS are reducing stock investiment, simpli-
fying inventory and increasing turnover and profits
by limiting their tube lines 1o one or two nationally TR N the
known brands. If this is good business for the dis- ,.. Counter
tributor it is an equally sound policy for the dealer.

End of

With this new cabinet idea MARVIN malkes it pos-
sible for every dealer to have a complete compact
tube department that will give absolute stock con-
trol and show greater profits.

Sturdily built of steel and lithographed in full colors
this cabinet displays and holds the number of tubes
the average dealer should carry in stock.

Ask your MARVIN distributor how you can get
this cabinet withoul cost. or write us.

MARVIN RADIO TUBE CORPORATION ;j,i";;;,‘,
IRVINGTON, NEW JERSEY
Sales Offices: 225 Broadway, New York City
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“The MIAIRVIIN

M USICIANS
every Saturday night
= at 830 PM =
over station WIZ
and associated

N‘B-C: stations

D y o
52220 | ngy cf 6[[”"4
MY-224 Wy 5\\:’/‘,\/

MARVIN

STED

RADIO TUBES
or you__

AN outstanding nation-wide radio hroadceasting
program will serve as a weekly reminder to almost
every radio owner that MARVIN Master-Built radio
tubes serve better and live longer.

Between these programs MARVIN newspaper adver-
tiscments, such as Jlustrated on the left, will
consistently remind the radio public of MARVIN
Muaster-Built quality.

Through ¢ye and ear these millions of MARVIN
messages are building sales for you




MARVIN colorful literature and dis-
play material tells and retells the story
of the Master-Built tubes that serve
better and live longer.

This advertising material effectively
supplements MARVIN broadcasting
programs and newspaper publicity and
identifies MARVIN dealers everywhere.

There is an old saying that “goods well

displayed are half sold.” The MARVIN
merchandising and stock cabinet, win-
dow lithography, window stickers and
transparencies insure MARVIN dealers

of maximum display value for the line.

Your MARVIN distributor will gladly
furnish you with the advertising mate-
rial illustrated on this page and ex-
plain the MARVIN Resale Help Plan in

greater detail.
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MARVIN

VIASTER-BUINT
RADIO TUBES
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Strictly a product of MAR-
VIN'’S own laboratories this

Master-Built MY-227 tube
creates a new world's record
for quick starting time by
heating up in five seconds

Slat.

Dealers everywhere are find-
ing this tube invaluable for
demonstration purposes and
casier and more profitable o
sell.  Complete information
upon request,

Irvington, New Jersey

ll\ their rezular Saturday Night Concert Hour
the MARVIN MUSICIANS are striving 1o please

the great radio tube-using public.

MARVIN cngineers are also tryving to please this
sume audience by making radio tubes that serve
better and live longer. The Master-Builder illus-
trated below symbolizes the many famous radio
tube cngineers who are responsible for MARVIN
quality, These scientists have made contribu-
tion afler contribution o the advancement of
the radio art and their latest achievements are the

new MARVIN MY-227 and MARVIN MY -22t tubes.
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M:arvin Radio Tube Corporation

The instant approval of
MARVIN MY-221 by dealers
the country over is another
testimonial te the Vaster-
Builders:

This tube, on acconnt of its
ingenious construction, will
not “short” even if dropped.
Outer and inner shicld-grids
are doubly supported to pre-
vent displacement or break-
ageand it maintains uniform
electrical charaeteristics,
Complete information upon
request.

General Sales Offices :
Broadway, Transportation
New York City

Blde
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SALES

SUPPORT

THAT BUILDS
VOLUME

EN-RAD DEALERS are supported by one

of the most progressive advertising and
sales programs in the industry. Every two
weeks ‘a Ken-Rad advertisement appears in
The Saturday Evening Post or Collier’s
Weekly. Every week a sparkling Ken-Rad
broadeast will be presented over a national
network of stations. And in addition to this,
a big, live line-up of sales helps—including
window and counter displays, wall hangers,
illuminated signs, folders, etc.—is offered to
every Ken-Rad dealer.

But even more important—you can depend
on Ken-Rad quality to give customer satis-
faction—always. Every dealer should know
all about the Ken-Rad merchandising plan
which gives you the help and protection you
need for real tube volume and profit. Write
for the complete story—you’ll like it.

THE KEN-RAD CORPORATION

Incorporated
OO OWENSBORO, KENTUCKY
A4 l A Division of
/7), KEN-RAD TUBE AND LAMP CORPORATION

ALWAYS

KEN-RA

RADIO TUBES
LICENSED @ BYRCA
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COLDEN VOICED TADBLE

It looky like a table. It is a table,
built with matchless craftsman-
ship to serve usefully in the most
luxurious home. And from this
splendid table the richer, truer
voice of Atwater Kent Screen-Grid
radio comes In all its marvelous,
unprecedented clarity.

Here is a complete revolution in
the design and structure of radio
furniture — an utterly new and
different method of radio repro-
duction which produces undream-
ed of majesty of tone. The Kiel
Golden Voiced Table is a master-
ful expression of the combined
skill of table craftsmen, radio and

K

acoustics engineers. It is available
exclusively to Atwater Kent dis-
tributors and dealers.

Put the Kiel Golden Voiced Table
on your floor. Hook it up. It will
attract every customer who comes
in. It will outsell any other set
ensemble on the market. Its amaz-
ingly true tone, its unparalleled
beauty of workmanship, make the
salesman’s job easy. Demonstra-
tion makes the sale.

Atwater Kent distributors and
dealers who sell the Kiel Golden
Voiced Table are on the road to
new prosperity. Wire today for
complete information.

EL

RADIO®S RICHEST TONE IN A-
MASTERPIECE OF UTILITY

SFLLIS AT SIGHI!

IS YOUR HOME TABLE SHY?

9 Outstanding Features that Make Sales

1—Officially recommended and approved by Atwater Kent.

2—Built with the exacting precision of the finest musical instruments.

3—Scientifically designed for acoustic properties with dynamic speak-
er—permits full, rounded, undistorted tone reproduction.

4—All wood parts of proper thickness to prevent tone-distorting
vibration.

5—Neat installation—wiring for aerial, ground and power connections
concealed in table legs—no exposed wiring above floor—also wired
for lamp connection.

6—All parts and tubes easily accessible for servicing without removing
chassis—simply raise hinged top of table.

Patents applied for

7—All sides of table beautifully ornamented and finished — can be placed directly in front of a window

if desired.

8—A utility table—saves buying an extra piece of furniture — size of table top, 2415” x 36” x 31” high.
9—A beautiful, graceful example of the table maker’s art — true Kiel quality, known to millions.

THE KIEL FURNITURE COMPANY, Milwaukee,

Wisconsin
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Worth[—

With n.gao . n \ 1]
oﬁet 00 to n:)rs’send at o .
$ °Se casp zlt deta;
' 00 ------------------------------------- s.
Clean Profit to

in Less than

Don’t let 2¢ stand in
y your way! Mail this
$4000 coupon Today!

Selective! : S
Automatically OU can make this coupon worth $4000 and a
plays any record ¥ great deal more in clean profits. You can

you select!

do it quickly and easily—by merely selling
one Mills Automatic Phonograph a week — for
your profit is over $500 per sale.

~“ORDERS ARE WAITING
FOR YOU!

Now is the time to enjoy these profits. There isn’t
a confectionery, restaurant, ice cream parlor, etc.
in your territory which doesn’t actually need this
richly finished, all electric, coin-operated automatic
phonograph. They all want crowds, and Mills

modern music is the surest way to attract them!

Our national advertising is steadily convincing
these prospects for you, because it positively proves
that this instrument increases store business from
20% to 50%, and pays the owner up to $150 cash
a month, or more, extra—that’s why orders come
to you so quickly and easily!

‘" Mills

Stepping Ahead of Your

Competitor Automatic Phonograph

You’ll make money by keeping your salesmen busy sell- “Maker r 450,000
ing Mills Automatic Phonographs. It’s that extra sale e ,u:c:,;jz{ f:ﬁ,_,,,e,’,,ed
which brings real net profits. ou can go right ahead instruments”

while competitors lag behind. Qur active sales coopera-
tion and liberal finance plan will help you. And besides its
many unusual features, this instrument is priced “right’’.
Make the coupon worth at least $4000 to you .. NOW!

We are making a new line of automatic elec-
tric phonographs for the home—with Radio
combination i1f preferred. Write for details.

MILLS NOVELTY CO., 4100 Fullerton Ave., CHICAGO, ILL.
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KELLOGG
RADIO

has L L the new features of the year

SCREEN-

GRID
S

—IN AN 8

2
-l-l.’ BE TUBE CIRCUIT

then Power Detection
and back of thal~

a Real Audio'.’ai%";ﬁf—

in the R.F. stages ... can never take the place of a strong ,U

(¥

audio when it comes to giving a set the real “punch”. We
believe that Kellogg 1929 models have the greatest audio ever
designed. We use a first audio stage followed by a Push-Pull 6
stage. We use the latest and best Power Tubes . . . two 245
type tubes in model 523 and two 250 type tubes in models
5);)4- and 525. Prices are moderate. $250 and $295 for the
radios and $395 for the phonograph combination. .. all in
cabinets of distinguished quality. If the distributor in your
territory has not already told you the story, write us for details.

KELLOGG SWITCHBOARD & SUPPLY COMPANY
C H | | C A G |
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OH‘?ﬁLITE

],ighter than Iron

Production managers, factory managers, general managers,
will find in Bohnalite the key to the solution of the
problem of keeping weight in their product at the
absolute minimum.

For Bohnalite is a new alloy 62¢, lighter than iron and
rapidly taking the place of iron in many lines of
manufacture.

Possessing every valuable property of iron, Bohnalite has
many superiorities of its own, including high uniform
hardness—great density—fine grained structure—tre-
mendous strength— excellent bearing qualities — duc-
tility and lightness.

We would like to go into detail with your engineers on
the marked advantages of Bohnalite.

Send us your blue prints and samples and let us show
you how Bohnalite will increase the efficiency of your
product. Ask for the new Bohnalite booklet.

BOHN ALUMINUM & BRASS CORP., DETROIT, MICH.
New York Chicago Philadelphia Cleveland Pittsburgh




Radio Retailing, August, 1929 135

‘:.-.r‘}‘ -._‘x ’- n 4

PORTABLE RADIO R

|Pelﬁ)rm;a-n: ce
to be compared only
with far larger and

higher priced sets

Portable Radio Receiver standards of selectivity,
range and tone quality are now on a par with the per-
formance of theq]":lrger and more costly six, seven and
eight tube receivers!

Trav-Ler Engineers, with years of experience de-
voted exclusively to the designing and building of
portablereceivers have perfected anew circuitemploy-
ing the latest proved developments of the radio art.

Volume and tone quality are up to 1930 standards.
One dial tuning — the stations “click in” sharp and
clear on all broadcast channels. Startling day and
night time range.

Every feature, every advantage which the public
now expects and demands. And at prices no greater
than for receivers obsoleted by the performance of
these new Trav-Ler models.

Only by actual test can you appreciate the ability of
these new portable receivers. Order one today from
your regular jobber. Write us for complete details of
the Trav-Ler sales plan and liberal trade discounts.

TRAV.-LER MFG. CORP.
1818 Washington Ave. ’ St. Louis, Mo.
District Sales Offices:
3901 N. Halsted St.. Chicago, I1l. 53 Park Place, New York City

America’s Oldest and Largest Exclusive Manufacturer of Portable Radio Receivers

The most compact and efficient circuit ever perfected for
' 2 a portable receiver. Takes full advantage of the amplify-
ing ability of the new tubes. Power tube in last audio
stage. Constant filament voltage. AC and DC Power Packs
and Batteries interchangeable. Built-in speaker and loop.

!
NEW TRAV-LER PRICES

With many improvements in the circuits and in the appearance of the cases Trav-Ler prices
remain at low and competitive levels. The New Standard Model, $65; the New DeLuxe
Model (illustrated above), $75; the New Aristocrat, $100. All prices less tubes, power
packs and batteries. AC Power Pack, $35; DC, $30. Prices slightly higher west of Rackies.
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g[le :Z frou/mc{or
The ideal set for small
homes or apartments.
Finished in beautiful
matched Walaue. The
time-tried 