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1 BALANCED-UNIT RADIO
NOW-TURN TO PAGES 9, 10, 11, and 12 in this issue
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Profit by the Law
of Natural Selection!

For eighty-seven years this company has successfully weath-
ered every business storm---many of them far more threat-
ening to business than the recent stock market decline,
because they were accompanied by generally unsound
economic conditions which do not exist today.

During the last two decades of its history, this company has
specialized in the making of musical instruments, so true in
tone, so pleasing to look upon, that they have rightfully
been chosen by the most discriminating.

As a result, the name Brunswick on a cabinet---whether it
be Radio, Panatrope, or both in one---has come to mean to
the American public the ultimate in craftsmanship.

£ £ 4

You have heard of the Law of Natural Selection. It is na-
ture’s way of choosing the finest and best, and eliminating
those that are poorly equipped to cope with life’s tasks.

Today the Law of Natural Selection---or a law mighty sim-
ilar---is working overtime in the radio industry.

...And greatly to the benefit of Brunswick dealers!
£ 4 £

As never before in the history of our great industry, it is to
the interest of every dealer, as he enters 1930, to make
sure that the company he represents is powerfully entrenched,
enjoys the full confidence of the American public, and is
prepared by experience, equipment and ideals, to deliver a
value so extraordinary that it will command selection,
regardless of the ablest competition in the field.

On this basis Brunswick invites the consideration of every
dealer not now enjoying a Brunswick franchise and desiring
to reap full benefit from the present while building for the
future ---the consideration of every dealer who is seriously
determined to win from 1930 its full measure of prosperity.

(Signed) B. E. Bensinger, President
The Brunswick-Balke-Collender Co.

Riadio Retailing. January, 1830. Vol. 11, No. 1. Published monthly. McGraw-Hill Publishing Company. Ime., Tenth Avenue at Thirty-sixth Street, New York, N. Y.
$2 per year. 25 cents per copy. Entered as second-class matter, April 10, 19235, at the Post Office at New York, N. Y., under the Act of March 3, 1879. Printed in U. S. A
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“idvertising
Should Go Ahead”
declares

Dr. Julius Klein

Assistant Secretary of Commerce

7

\ dvertising  should go

ahead with all of its characteristic
force. There may well be some
scrutiny to determine whether waste-
ful practices have crept into that
field ... . But considered as a whole,
it is one of the most potent of busi-

ness accelerators. .. It keeps busi-
ness moving. and inspires confidence.
'8

or countless firms, ad-
vertising has created that intangible,
but priceless business attribute which
we know as ‘good will” It is worth
millions. You will find it rated that
way every time there's a merger.

€6
L he message must strike

the public consciousness wunremit-
tingly. The effect is cumulative.
Any abrupt hiatus may be disastrous
—because the memory of the public,
unfortunately, is short.

“g
o many producers are
beseeching the attention of the peo-
ple nowadays, through advertising,
that if any ene of them decreases his
appropriation materially his product
may tend fo disappear from view.”
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B SELECTIVITY
B SENSITIVITY ‘
U AUDIO QUALITY

Cynic turns tan

ABLE the superlatives

when he comes in; don’t

bear down with sales
talk; this hardened cynic wants
evidence. And on this chart he
finds the facts that show him
exactly what to expect of the
Grebe—clear-cut comparisons
that shatter his shell. Now let
him listen to the set that is
newer than screen grid and
watch him turn fan.

He is critical but hisdemands
are not unreasonable when put
to the Grebe. This set satisfies
them with plenty to spare for
it 1s at least a
year ahead of
the field. Show
him how sharp-
ly the Grebe
separates one
station from

Gre
ra

SUPER- SYNCHROPHASE /w

another. Thrill him by reach-
ing out for weak, distant broad-
casts. Close the sale with the
lifelike tone that enables him
to identify every instrument,
every voice.

Then, after he has signed on
the dotted line, be sure you
deliveron time. You knowhow
it is with this type of buyer;
once you have sold him, you
cannot get the set to his home
quickly enough!

There is extra profit in the
Grebe franchise. In addition to

getting normal
business, it
®

sells those
who would not
otherwise be
ready for an-
other year.

A.H. GREBE & COMPANY, Inc., Richmond Hill, New York
W estern Branch, 443 So. San Pedro Street, Los Angeles, California

Alfred H. Grebe —*‘In the new folder
being distributed to the public by our
dealers we prove the uniformly high
quality of this new set in every impor-
tant characteristic of radio reception.
We support the statement that Grebe
prices will not be reduced with the
pledge that Grebe guality will not be
reduced. To franghise-holders this
means that profits will not be reduced —
that every sale will continue to yield a
worth-while return.’’

WwwWwW americanradiohistory com
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.xtending Our Service to
Ledding, Set Manufacturers. . . ..

...For'IQSO

AT

Remote Control
N  and a Ji&ﬂ/z’nﬂ

EW

SPEAKER

Not one—but two startling achieve- Our engineers are now ready to show
ments! Again Utah proves leadership, these new products to manufacturers
stepping to the front with perfected of radio receiving sets.

remote control and a new dynamic

spzaker amazing in its tonal quality. Write for details, specifications, etc.

www americanradiohistorv com
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THIS IS A GOLD SEAL SEASON/

N THE NEW [Q30 SETS

RADIO TUBES
7/¢e ng 4 m R&m’zo

T

increase the tonal values and give
radio set owners all they listen for.

The Secret of Big Sales lies in Gold Seal
q tAll Price Range and Discount

Policy Information.We’ll Wire

It If You Say So. Send Today.
‘GOLD SEAL ELECTRICAL CO.,, Inc., 250 pARK AVENUE, NEW YORK
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MERCHANDISING
TO MAKE MONEY

e yOJL_

CLASS OF SERVICE

This is a full-rate
Telegram or Cable-
gram unless its de-
ferred character is in-
dicated by a suitable
sign above or preced-
ing the address.

CARLTON,

or

LR AR B 2% 4 4

Form 1201 8

SIGNS
DL - Day Leter
NM = Night Mewsage |
NL = Nighe Lereer |
LCO = Deferred Cable
CLT = Cable Lecter
WLT = Week-End Lewter

J. C. WILLEVER, FIRST VICE.PAZSIDENT

T The Bling time as sbown in the date line oo full-rate telerrams and day letters, and the Gre of receipt at destination as sbown on all messages, i3 STANDARD TIME.
RHA 1 63 7 EXTRA NL=ROCHESTER NY NOV 10
TO AUTHORIZED STROMBERG-CARLSON DEALERS=

WE AGAIN RESTATE OUR POLICY WHICH IS NOT TO REDUCE LIST
PRICES OF OUR RECEIVING SETS HOWEVER WE FIND IT NECESSARY
TO ADVANCE THE PRICE OF THE NUMBER SIX FORTY TWO RECEIVER
TO TWO HUNDRED FIFTY NINE DOLLARS EFFECTIVE NOVEMBER TWENTY
FOURTH STOP ON AND AFTER THAT DATE ALL NEWSPAPER
ADVERTISING WILL CARRY THIS INCREASED PRICE=
GEORGE A SCOVILLE VICE PRESIDENT
STROMBERG-CARLSON TELEPHONE MANUFACTURING CO.

N C VA TRy g
R\ 5 e

-

Stromberg-Carlson guarantees not to reduce list prices, because:

1. You lose money whenever you can’t collect
the lust installment on a time payment sale.
This is one reason why Stromberg-Carlson pro-
tects list prices—so your time payment custom-
ers will not have price cuts as an excuse to quit
paying you.

2. You lose recommended sales whenever any
customer relinquishes his pride of ownership
after a manufacturer advertises his set one day
way below what was paid for it the day before.
Stromberg-Carlsonavoids thissituation,because
it is not forced to reduce prices.

3. You lose profits when compelled to rebate

Stromberg-Carlson dealers know the advantages of being backed by intelligent and consistent
policies. Never before in radio merchandising history has the need for this been so apparent!

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

on closed sales for cash or deferred payment.
What “protection of inventory on hand” you
get to offset price drops, never fully balances
losses on collections or rebates.

4. You lose sales territory when manufacturers
are compelled to franchise more dealers in the
hope of movinganover-production which always
ends in widespread dumping.

5. You lose every time you fail to concentrate
your eftorts only on such lines of merchandise
as have proved, by a record of several years,
their steadfast adherence to sound, yet conser:
vative principles of merchandising.

J&fé_
"“WAREHOUSING’

iy,

)\

MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS
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cA
New—Modernized
Radio-Phonograph

Telephone Engineers add
Radio’s Tonal Excellence

to Record Reproduction

HIS new No. 654 Stromberg-Carlson Radio-

Phonograph combination offers final proof that
telephone engineering remains, as always, the
leading force in advancing the science of sound
reproduction.

For radio reception, this instrument is unsurpassed
in tonal quality. It incorporates all the latest de-
velopments of Triple Sereen Grid Radio Frequency
amplification, plus Linear Power Detection for
utmost tonal beauty from modern highly modulated
broadcasting. There is an extra-size Electro-Dynamic
Speaker of the type for which all Stromberg-
Carlsons are famous.

For record reproduction, the new No. 654 provides,
for the first time, the same tonal excellence here-
tofore obtainable only from Stromberg-Carlson
Radio. Unusual strength and richness are obtained
through utilization of the Audio System and Elec-
tro-Dynamic Speaker of the Receiver. The result
is a brilliance which was not thought possibie in
phonographic rendition even a few short months ago!

Stromberg-Carlson dealers are going to create count-
less new prospects and customers through the re-
markably convincing demonstrations now possible
either with records or radio, because of this new
No. 654 Combination. It will also prove an impetus
to record sales, because of the enhanced quality it
lends to their performance. |

NEW RADIO-PHONOGRAPH COMBINATION

Write for complete details of the two new addi-
tions—the No. 654 and No. 652 —which nake the
Stromberg-Carlson line unequaled for completeness.

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

No. 65t Strombrrg-Carlson. Radio-Phonograph. Employs three UY-224
Serecn Grid. one UY.227, one UX-245 and one 1X-280 Radiotrons. Power
and linear detection. Extra.size Electro-Dynamic Speaker. Phonograph turn-
table, rotated by silent electric motor. Automatic phonograph switch. Finished
in matched wainut. Dimensions: Height. 1614 inches; Width, 2715 inches;

Depth, 1714 inches. Price, East of Rockies, without
tubes........,........$369.00

# y,? ,,,Z //m% g (%//
. | 1
| /
. . /

Lnttrn, :'.‘ D/ " O ,% D EN ,/ i
MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS
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New Console

Low—Compact—

Completes the
Stromberg - Carlson
Line of Receivers

HE design of this new No. 652 Console was

influenced by the phenomenal acceptance of the
No. 642 Stromberg-Carlson. Its size and style make
it particularly suitable for the newer apartments
and homes of today, with their smaller rooms.

With this new console added to the Nos. 641, 642,
and 846, Stromberg-Carlson dealers will be able to
meet every decorative—and radio—demand of
the public, at the most attractive range of prices.

Despite its compactness, the new No. 652 em-
bodies the complete, perfected Stromberg-Carlson
Triple Screen Grid Radio Frequency system with
all its marvelous pick-up and selectivity. It has
Power Detection so essential to utmost beauty of
tone from modern high modulated broadcasting.
Also, there is the famous Stromberg-Carison
Audio System with its unusual brilliance of
tone, vast power and broad range of undistorted
volume—coupled to an extra-size Electro-Dynamic

Speaker.

In its exquisitely moulded and modeled walnut
cabinet, so distinctively decorated, this new console
fits perfectly into the Stromberg-Carlson line.
Discriminating women purchasers will covet the
No. 652 because of its unusual beauty, justify-
ing the slogan: “There is nothing finer than a
Stromberg-Carlson 25

Listen to the Coast-to-Coast Broadcast of the

NEW LOW CONSOLE — Extra-Size Electro-Dynamic Speaker Stromberg-Carlson Orchestra, over the
No. 652 Stromberg-Carlson. Employs three UY-224 Sereen Grid, one UY-227, . . ’ 3
one UX-245 ani one UX-280 Radiotrons. Power and linear detection. Each National Broadcasting Company’s Blue
radio stage and the detector stage totally shielded, individually and over-all, Network and Associated Stations

Finished in walnut with heavy Baroque supporting legs. Dimensions: Height,
42 inclees; Width, 2414 inches; Depth, 15 inches. Price, - .
Eust of Rockies, without tubes -+ . .o $239.00 STROMBERG-CARLSON TELEPHONE MFG. CO., ROCHESTER, N. Y.

y.

st

T ™

o
MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE THAN THIRTY-FIVE YEARS
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To theRadio DlStl‘lbutOl‘S
and Dealers of America..

@ The selling of radio receiving sets has developed into a
battle of superior merchandising methods and a better appli-
cation of highly specialized selling effort. It is necessary,
therefore, not only to have a good set to sell, but to use the
best practical methods in merchandising and selling.

@ Behind the built-in quality of Kennedy—a receiving set
of established leadership, embracing a knowledge of radio
engineering and experience since 191 1—there is a vital “plus”
value. This “plus” value is the outstanding program of ac-
tion compelling cooperation for dealers and distributors
developed by the Kennedy Corporation. Every cog in the
wheel of this program is based upon the practical experience
of men who have achieved success in radio and industry.

€ Into every Kennedy set is built quality—performance
that is second to none. Into the Kennedy sales and mer-
chandising program, are built certain advantageous features
never before offered by other radio manufacturers. Using
this plan, the Kennedy dealer and distributor can build his
business upon a foundation so firm that it will weather all
storms and allow him to reap the profits he hasa right to expect.

€ Investigate!

Colin B. Kennedy Corporation

SOUTH BEND INDIANA

“The Royalty @ of Radio

in Radio—1930

1911—Pioneers

- www americanradiohistory com



Here’s the News/

a Marvelous New
Screen Grid Chassis

in a Rich, Artistic, New

Console Cabinet
No. 76 and Retailing for

ST

With Genuine Electro-Dynamic Speaker

Think of what this means to the radio dealer! In volume,
in profits and in customer satisfaction. A new and most remark-
able Screen Grid Radio —giving a quality of performance in tone,
power, distance and selectivity excelled only by Philco’s super
set —the Screen Grid PLUS.

Yes, here is a radio receiver —this Philco 76 —with such powers

less
tubes

This is the New Screen Grid
Model 76—$112 less tubes

of performance that it will amaze you regardless of your radio
experience. And it actually retails in a rich, new, handsome,
Console Cabinet for only $112.

Here Are the Big Selling
Points of This New 76 Model

l Seven-tube chassis of new design

® to bring out all the supreme

advantages of the Screen Grid
tube. 4-

away stations. Just the thing for
isolated communities.

And the volume —simply tremen-
dous. More than will ever be used in
9. Three (3) Screen Grid tubes and any home. Furthermore, without
® one of the Screen Grid tubes is distortion.
used as a detector tube, which al- 5 This new Philco makes daylight
most doubles amplification. Four ® reception available for the first
condensers, tuning four circuits, in time in difficult localities, and
the famous Philcc pressed steel greatly increases the selection of
armored construction that achieves evening programs everywhere.

extreme selectivity —hair-line tun- _

ing to cut through and separate 60 ;Otmiiﬂiﬁor;eou o?&ﬂyw:;gre}égieh:ﬁ;
strvovr;g t{?ggsl 5::;1_021311 Two 245 clear, rich, undistorted tone of
ROWET push-putl. this new Philco. Only through
Philco’s exclusive Balanced-Unit
construction is such tone possible.

Turn to the jollowing pages

3 Enormous, astonishing power—
® power that brings in a host of far-

A Wondertul Addition
to the Great Philco Line

The new 76 model is shown above housed in a
superbly beautiful Console Cabinet of genuine Butt
Walnut and Bird’s-eye Maple, beautifully grained
and exquisitely finished by expert cabinet makers.

This Console is one of the most handsome and
desirable cabinets ever turned out—a production
from the studios of America’s leading furniture
designers. Its compact size makes it especially
attractive for the modern living room, and its
beautiful lines make it a distinct drawing card in
the store. This Console model is equipped with
the standard Philco genuine Electro-Dynamic
Speaker.

A complete line which meets that
ever-growing demand for amazing
performance, and at a price.

A strong, fresh, stable line with
nothing obsolete.

Get the jull story of ALL Philco Models

Prices slightly higher, Rocky Mountains and West

www americanradiohistory com




A Complete Line

Ever Growing Demand

N Screen Grid
CONSOLE
No. 76

*11222

This charming Console Cabinet contains
the splendid, new 76 Screen Grid Chassis and
retails for $112 without tubes.

As we told you on the first page of this
announcement, no screen grid value like it
has ever been offered before. Its splendid
design makes possible the use of a screen
grid tube as a detector. This alone doubles
amplification and provides a super-abundance
of power. Another feature is the double-
tuned input circuit, which completely elim-
inates cross-talk and reduces static and other
interference noises.

The famous Neutrodyne-Plus eight-tube
chassis with built-in aerial is also available in
this new Console cabinet atonly $112less tubes.

SHILCD

Balanced-Unit

RADIO

And at

A Strong, Fresh, Stable Line
With Nothing Obsolete!

Today the buying public wants the best in radio performance—
the purest, clearest quality of tone, enormous far-reaching power and
sharp selectivity. The radio today that satisfies and stays sold must
be radio of first quality, of dependable, flawless performance. And
finally, the public wants that quality of radio at a most reasonable
and attractive price.

Philco realized this trend more than a year ago. And that is why
1929 was decidedly a Philco year. That is why 1930 will also be a
Philco year. Philco dealers will receive merchandise always fresh and
up to date—quality radio priced properly to begin with and with
those prices maintained. Deliveries will be prompt. Merchandise
when you want it. No over-production. No over-stocking, and with
nothing suddenly becoming obsolete. '

Protect Your Radio Future

No doubt you have been watching the trend in the radio business —
the rapidly growing value of the Philco franchise. You can easily see
that the day issnot far distant when Philco dealer franchises will be
scarce and hard to get. The tendency today is for the dealer to con-
centrate on one line of radio —fo identify himself firmly with the manu-
facturer having the greatest and surest future. Concentration gives
the dealer maximum discounts, protects him against obsolete mer-
chandise, greatly increases his turnover and his profits. It makes his
own future position in the industry sound and secure.

Philco, realizing these facts, is giving the Philco dealer an oppor-
tunity to concentrate by offering him a complete line of radio to suit
every taste and pocketbook, and at most liberal discounts.

Summing Up the Philco Policy

Philco is determined always to build radio receivers that not merely
equal but that absolutely outperform all competition regardless of
price. Philco radio is built to high quality standards, and not down to
a pre-determined price. Whether or not you are a Philco dealer, you
will acknowledge that Philco Balanced-Unit Radio has the reputation
everywhere for fine performance.

Finally, our policy is always to price Philco Radio at figures not
only fair and just, but exceedingly attractive, and then to give all
Philco dealers proper protection and co-operation.

Safe, Sane Furniture Plan

Philco will continue its highly successful furniture policy. Philco
radio will be sold only in Philco cabinets. This policy enables the
public to identify Philco when they see it, and places all Philco dealers
upon an equal basis. No need for the Philco dealer to stock up with
a variety of furniture cabinets some of which may become a dead loss.

Prices slightly higher, Rocky Mountains and West

WwwWwW americanradiohistory com



Which Meets that
forAmazing Performance

A Price.

For 1930—Three Great Chassis
Marvelous Radio Values!

Yes, for 1930 we offer three remarkable Philco radios—values
that will set new standards in the industry. Two amazing new Screen
Grid Radios, in addition to the famous Neutrodyne-Plus 8-tube chassis.

The New Screen Grid Plus—No. 95

A nine-tube Screen Grid Plus set with built-in aerial and Automatic
Volume Control; clear, flawless tone and the very maximum of power.
A radio for people whose needs are unusual, or the many ‘‘fans’’ who
want super-performarce.

The enormous power of this set brings in distant stations even in
daytime, and the Automatic Volume Control counteracts fading and
holds the volume of these distant stations almost constant. This Auto-
matic Volume Control is indispensable to radio owners at a distance
from strong broadcasting. The double-tuned input circuit sharpens
selectivity amazingly and reduces static and other interference noise.

New 7-Tube Screen Grid—No. 76

Described on the preceding pages. And certain to be acclaimed by
the buying public as the greatest radio ever offered at anywhere near
the price. We want you to examine this remarkable new 76 Screen
Grid chassis at your earliest opportunity.

Popular Neutrodyne-Plus—No. 87

For people who want a powerful but moderately priced receiver
with built-in aerial, this famous 8-tube set is continued. And in addition
it is offered in the smaller Console Cabinet at a most attractive price.

Screen Grid

LOWBOY
No. 76

Here is th= very popular Philco Lowboy
containing the new 76 Screen Grid Chassis
and retailing for only $119.50 less tubes.
This attractive Lowboy is made of genuine
American walnut with artistic panels of
Oriental wood and bird’s-eye maple. It

is equipped with genuine Philco Electro-
Dynamic Speaker and Acoustic Equalizers.

less tubes

With Screen Grid Plus — Model 95

$149.50

With Newtrodyne-Plus — Model 87

$129.50

Distinguished Highboy cabinet, latest
style half doors, beautiful butt walnut side
panels, and matched Oriental walnut on
doors. Inside panel of kird’s eye maple
and handsome tapestry.

Screen Grid —New Model 76 . $139.50
Neutrodyne-Plus— Model 87 . 149.50
Screen Grid Plus—New Mbndel 95 169.50

Handsome, luxurious Highboy DeLuxe
cabinet, sliding doors on metal runners.
Elegantly finished in burled walnut,
framed and overlaid with costly imported
woods.  Tapestry instead of ordinary
speaker grill.

Screen Grid —New Model 76 . $195.00
Neutrodyne-Plus—Model 87 . 205.00
Screen Grid Plus— New Model 95  225.00

Balanced-Unit

RADIO

Prices slightly higher, Rocky Mountains and West
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Begmmng AtOnce/
‘Nation-Wide Advertising

Right now, this month, while you are
reading this announcement, big, smashing
advertisements are appearing all over the
country.

Read This Great
Advertising Program

These advertisements are telling the people in your
territory —your customers and possible customers, the
entire radio buying public—all about the new Philco
Models and the great Philco achievement in bringing
the finest type of radio within the reach
of all at prices from $67.00 up.

l Full pages and double spreads in the
® great magazines reaching millions of
the radio buying public, The Saturday
Evening Post, Time and Collier’s.

2. Coasttocoast broad-
casting of the fam-
ous Philco Hour with
new features tomake
it the outstanding
radio entertainment
and radio advertis-
ing on the air. A
return engagement
of Leopold Stokow-
ski and the Phila-
delphia Symphony
Orchestra.

Carload Shipments
on Way to Jobber

Right now, while you are
reading this Philco message, the
first carload shipments of Philco’s
new models are already on their

Beginning January 9th, the new Philco
Radio Hour, over the Columbia Chain,
every Thursday night at 10 o’clock Eastern
Standard Time, will reach millions through
46 big stations, telling them week after week
of the fine quality, wonderful tone and un-
equalled reception of Philco Balanced-Unit
Radio.

way to Philco jobbers in every
section of the United States.
Not one day is’being lost to start
this year of 1930 in splendid
fashion.

You can get delivery now.
You can start the New Year
with an immediate volume of
business. You know what it
means to get the jump on the
other fellow, to be the first to
show new models. Get in touch
with the Philco jobber without
delay.

Philco will repeat this year its outstand-
ing broadcast achievement in putting on
the air Leopold Stokowski, the world’s out-
standing conducting genius, leading the
great Philadelphia Symphony Orchestra.
Beyond question this is the greatest broad-
casting feature on the air today.

3 Nation-wide news-
® paper publicity of
gripping interest
that will reach mil-
lions; prepared by
the most expert
writers.

4. Big eye-selling outdoor banners for

Philco dealer announcements. Window
display! 24-sheet posters! Neon sign!
Dealer ads; selling plans; Sales and
Service Manuals.

If you are a Philco dealer, get in touch with your
jobber at once. Be ready to take full advantage of this
month’s Philco advertising. Get the merchandise on
hand. Get your announcement banner ready. Get your
share of this big buying swing to Philco.

Ontario and C Streets,
Philadelphia, Pa \ Whether or not you are a Philco dealer, send this coupon
GENTLEMEN: for full details. We will tell you frankly if it is still

Please send me at once complete % possible for you to get the Philco franchise in your locality.
information regarding the new Philco & We want the best dealers in each community, and then we
Models together with details on the Philco \ will continue to protect those dealers and co-operate

dealer franchise and sales and advertising \ \ S
plans. \

Name - E— \\‘
Address . 8. = \\\

_ state \ Philadelphia, Pénna.

Printed in U. S. A.

City_
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The Glectro~ Chromatic PICK-UP

The ELECTRO-CHROMATIC Pick-up,—
the standard by which others are judged and val-

As the new year starts, the pick-up situation is
tremendously clarified. After more than a year
of experiment and comparison, the radio-music
world has narrowed down in its choice to the one
super-sensitive instrument capable of reproducing
EVERYTHING in any musical or vocal composi-

tion.

ved,—made 1929 its own particular year . .
interpreting INATURALLY . . . by reproducing
all those fine chromatic shades and colortones
which form the essence of real music.

. by

The AUDAK COMPANY, 565 Fifth Avenue, New York

“Creators of High Grade Electrical and Acoustical Apparatus Since 1915

.
In Canada—The Canadian National Carbon Co., Ltd., Toronto

www americanradiohistory com
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The General Electric 10-inch Oscillating Fan
retails at $17.00, for A. C. or D. C. Current.

The average life of a General Electric

o The Big FAN PUSH is on!

General Electric Company, 1 i

oo P TR o, Generc?l Electric crashes t!'lrough this
Bridgeport, Conn. year with the miost extensive fan ad-
Send me details of G-E Fan Plan for . . .

1930, vertising campaign ever scheduled.
N . . .

o Page ads in four colors appear in
L1 —— T . . .

s Sate. Liberty, Collier’'s and Saturday Eve-

MERCHANDISE DEPARTMENT - GENERAL ELECTRIC COMPANY - BRIDGEPORT, CONNECTICUT

ENERAL @3 ELECTRIC
MERCHANDISE PRODUCTS

wwWwW americanradiohistory com
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FANS
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Campaign for 193

—~assures greater sales
for G-E Fan Dealers

The theme in the G-E fan adverfising this season appeals to the
big market “just around the corner” from your store—offices,
hotels, stores, restaurants and homes. And throughout the year
a billion copies of G-E ads, plus the G-E radio hour, carry the
G-E name cnd monogram to all your prospects . . . building
prestige that makes easier sales.

The G-E fan program this year offers more than ever before. In
addition to national advertising, a bang-up assortment of sales
helps enables G-E Fan dealers actually to bring prospects into
their stores. The completeness of the line provides a fan for every
prospect, The familiar G-E monogram on every one is a sales
clincher. Whether or not you got your share of the 1929 fan
business, now is the time to sign a G-E Fan contract for 1930.

This dealer’s sign appears
in all General Electric

fon ads this year.

It makes your store a
prominent fan outlet during
the fan season.

Get our 1930 Fan Proposition before you sign your fan contract

MERCHANDISE DEPARTMENT

GENERAL
MERCHANDISE PRODUCTS

GENERAL ELECTRIC COMPANY

www americanradiohistorv com

SUNLAMP/

The G-E Sunlamp, nnnounced
lost November, met with instant
publicacceptance. itis o popular
and profitable sales specialty.

You too, can get a portion of this
new business. Now is the time
to act, while winter is here in full
blast. Ask the General Electric
Merchandise Distributor, from
whom you buy, about this winter

sales leader and profit builder.

RETAILS FOR § 9 50 -
at the factory 6

"'SAFE AS THE SUN
—AND HEALTHFUL, "

BRIDGEPORT, CONNE

|
(]
Il
|

CTICUT
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i

GIVING ARCTURUS DEALERY

A COMPLETE LINE OF TUBESY

FOR EVERY POPLULAR RADIO
RECEIVING SET

. 4

GET YOUR ORDER IN TODAY

.

ARCTURUS

RADIO TUBE COMPANY
NEWARK, NEW JERSEY

www americanradiohistory com
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YOUknow what the name Arcturus means
on an A-C tube. Quick action, clear tone,
long life. This kind of service has made
Arcturus Tubes famous throughout the ra-
dioindustry...a symbol of dependable tube
performance wherever A-C sets are made,
used or sold. € Now we offer Arcturus |/
Direct Current tubes, built to the same high /
standards that made possible Arcturus™
A-C superiority...giving dealers complete

Arcturus equipment for any popular radio ER
' quip y pop ity o 20l ) FopR
set. € Thousands of Arcturus dealers " Ottin g s gy nt ey
2, 1244, ” e 4, l.l'_fg/_‘er.e’
know that Arcturus proved performancehas I cppeg 7 L. g

; y er:w,'//,;“'-’ ere
helped them increase their set and tube '

sales. Stock and sell the ent/re Arcturus line.

www americanradiohistory com S yram—— -
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- Zen reaZ

1RANSFORMER

amplification is by all odds,
and for many reasons, the
favorite. True in tone over
the full musical range, in-
expensive, trouble-free, and
enjoying the full confidence
of a discerning public.

Transformers make the set.

The design and construction
of transformers determine
the quality of reception.

With the co-operation of the
T-C-A engineering staff, you
can be sure of the highest
attainable results.

Complete manufacture and
controlled quantity produc-
tion have made T:C'A the
favorite on the nation’s finest
sets. Audios..Power-trans-
formers . . Chokes. . Power
Packs . . Dynamic Speakers.

TRANSFORMER CORPORATION
OF AMERICA

2301-2319 Souts KeErLER AVENUE
CHICAGO, ILLINOIS

www americanradiohistory com
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Everything Your Customers want
in an Electric Pick-upl

EN yon demonstrate the Webster Electric
Pick-up, you have a great number of selling
features at your command.
Tone Quality is, of course, the major sales point. The
clean-cut sparkling performance of the Webster makes
it the choice of aritical music-lovers. It picks up the
deepest tones and sharply reproduces the highest notes
with remarkable ndelity. Buyers recognize in its rich
mellow tone and full volume the result of quality con-
struction and materials. Convenience is another big
selling point. The Webster Volume Control (illustrated
below) perm:ts instant switching from phonograph to
radio, from radio to phonograph, and controls phono-
graph volume, with just a turn of the fingers. There
are no wires to change—nothing to disconnect. Once
the Webster Pick-up is installed, no further wire-
manipulation is necessary.
Other new developments include the Webster Scratch
Filter, offered for the music lover who desires a round,
mellow tone mstead of one of brilliance and sharpness.
The list price is $2.00.

The Webster Volum: Control greatly simplifies
pick-up operatior.  To reproduce through the radio,
volume control nwed omly be turned off, reversed a
quarter turn and you inssantly sustch on the phono-
graph connection. Turn knob clockuise for in-
creased volume.

Pick-up Model =A inciudes head, arm, built-in vol-
ume control and switch, adapters. List $17.50.
Model 2B inchcies heas with attachment clamp,
separate volume control and switch, and adapters.
List $13.00.  Victor Radio R-32 specal model,
$19.50 complete. Model for phonograph tone arm,
$15.00.

Pick»uf Booster Kit BKR-706 for use with
Rad:ola Model 66. List Price $7.00 (Shghtly
Higher West of Rockies.) It is only necessary
to connect the three cord terminals to the cor-
respending terminals of the set.

*

Booster Kit BK-706 for any set using “*C" Bias
Detection.  List Price $7.00 (Shghtly Higher
West of Rockies).

For screen-grid sets having only a low gain in
their audio system and using ""C" bias detection.
Where two good stages of audio are used, suffi-
cient volume is secured by connecting adapter in
the first audio stage.

WEBSTER ELECTRIC COMPANY

The new Webster Booster Kits are supplied for par-
ticular sets where increased volume and quality of tone
are desired.

The Webster line offers you the greatest quality and the
widest range to satisfy the largest number of demands.
Compare Webster products, feature by feature, with
all others before deciding upon the pick-up line you are
going to sell this year. Stock the Webster for additional
profits—if your jobber is not supplied, write us direct.

The New Type Webster Adapter
for Screen-Grid Sets

In sets such as the Atwater-
Kent 55, 6o-Philco 65-and
others employing similar cir-
cuits, this screen-grid adapter
solves the problem of pick-up
reproduction.  Installation is
simple. Remove the detector
tube, plug in the Webster
Adapter, and replace the tube.
No further attention is neces-
sary.  This screen-grid adapter, and the standard
Adapter, are supplied with the Webster Pick-up at no
extra cost. They are products of the Webster Research
Laboratories—ample recommendation of their correct
design and quality.

RACINE
WISCONSIN

Theatre Pick-up
For use with 16” records
at 33/1-3 RLP. M. Two
models—Standard 2D,
$25.00, low impedance

W Zlectric Pick-up’-++

www americanradiohistory com
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‘Put the Flashing Oak Leaf
Where People Can See It!

In more than two hundred newspapers—in the big
weekly broadcast programs of the Sylvania Foresters
—in national magazine advertising—_Sylvania is con-
stantly telling millions to “Visit the Dealer Whose
Window Displays the Flashing S, on a Green Oak
Leaf”

Put your Sylvania merchandising material to work.
Display it. Where passers-by cant miss it. Where
customers will be reminded again of Sylvania Tube
*excellence.

SYLVANIA PRODUCTS COMPANY

Emporium Pennsylvania

WJZ, KDKA. KWK, KYW, WBZ, WBZA, WBT, WHAM, WJR,L WLW,
WREN, WRVA, KGRC, KPRC, WFAA, KFYR, WCC0, WHEK, WBRC.

The home of the Sylvania Foresters who are heard each week over
{I WNBZ KFAB. B

7 RADIO TUBES

Licensed Under RCA Patents

wWwWwW americanradiohistory com
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O. H. CALDWELL.

Edstor
e Buslns Maln of the o Industry »
A McCGRrAW-HILL PUBLICATION. ESTABLISHED 1925
/
0.0
A
organized. co-operating industry which, through its

the galena mines were working nights, Electrical

Merchandising, a McGraw-Hill publication, began
its commercial service to a new industry—Radio. And
the retail sales volume of this infant prodigy, for the
year 1920, was under $2,000,000.

Five years ago this month, in response to a need for a
separate business paper of the industry, Radio Retailing
was founded. At that time the sale of parts and acces-
sories was alniost three times that of sets.

As this issue goes to press, radio’s total retail sales
volume has grown from $358,000,000 for 1924 to $805.-
000,000 far the year that has passed. Sales of sets have
quadrupled in dollar volume, and tubes have jumped
from $36,000,000 to the magnitude of a $180,000,000

business.
L R X 4

’ I \EN years ago, when KDKA ruled the roost and

Al‘ THIS time let us review, quite briefly, the many
transitions that have taken place within these ten
tempestuous vears: By natural and logical steps we see
the purchase and assembly of miscellaneous parts by the
“fan” user give way before the growing popularity of
kits, only quickly to be replaced by the table model and
detached speaker—with the storage battery on the parlor
rug. But improved accessories, the most noteworthy
being the batrery eliminator and the development of ar-
tistic radio furniture, made practicable, in 1925-26, the
unit assembly—and radio. as an article of beauty as
well as of utility, came into its own. Further technical
improvements were both rapid and, at times, disturbing.
The dynamic reproducer and the a. c¢. and screen-grid
tubes were the most notable examples.

Attenticn also should be called to the development—in
conjunction with the radio reproducer—of the phono-
graph, and tc a host of other electrical devices whose
very heart has been the electronic tube.

The past five years has also witnessed the growth of an

Rudio Retailing, January, 1930

dealer, jobber and manufacturing associations, is fur-
thering a continuance of these amazing records.

LB A 4

ND whither are we heading? Without question
today’s progressive radio dealer soon will be mer-
chandising a complete collection of home entertainment
inventions. The next appeal will be to the eye. Already
the message of the phonograph disc has been visualized.
The synchronized home talking-movie is an actuality.
Soon the film strip of the domestic projector will carry
also the sound recordings.

Another device around the corner is that of facsimile
transmission. Perfected apparatus for sending and re-
celving news items, illustrated articles, short stories,
photographs, etc., by wire or through the air, undoubt-
edly will arrive before motion television.

These intriguing creations of the radio technician ulti-
mately will be marketed in one, self-contained unit. They
will be sold through the same retailers who are now
selling radio sets—because no other type of dealer will
have the technical and sales experience to meet the exact-
ing demands of this new, and profitable, opportunity.

And in this tremendous drama of industrial progress
Radio Retailing will continue to play a leading part.

Under the sustained editorship of O. H. Caldwell—
except during his appointment as a Federal Radio Com-
missioner—this business magazine of the radio industry
has consistently preached the gospel of efficiency and of
progressiveness. It is to a heightened furtherance of
these policies, and to fearless leadership, that the present
editorial staff pledge their hearts and their hands.

Sy ¥ vl

MaNaGING EpiTor
21
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Business

Radio Retailing’s preliminary survey of last year’s sales also
reveals vast potential markets still untouched

1929 was Radio’s best year. Radio Retailing’s

preliminary survey indicates conclusively that the
total gross sales of all radio products to the American
domestic consumer—for the year 1929—will exceed those
of "28 by not less than 16 per cent. Translated into dol-
lars this means that we have done a total retail business
of $805,000,000. Receivers accounted for $487,500,000;
tubes $177,500,000; and accessories and parts, such as
aerial equipment and headsets, $78,000,000.

This isn’t all the good news. According to the Na-
tional Bureau of Economic Research, New York, there
are, roughly, 29,000,000 families within our boundaries
—and only 11,500,000 radio receivers are in use today
But the true picture is even rosier: modern equipment,
a.c. and battery sets sold during 1928 and 1929, total
7,100,000. In a nutshell, therefore, our total market is
but 24.5 per cent saturated.

Let’s view the situation from another angle: there are,
in round figures, 19,700,000 wired homes in the United

DESPITE the October-November financial shock,

there have been sold 6,850,000 socket power sets. The
number of electrified homes still waiting for a.c. sets,
then, is 12,850,000—saturation 34.8.

And the battery type market (unwired homes, mostly
farms) presents still a more pleasing picture. Here there
exists an actual “demiand” market of not less than 8,000,-
000 families; and an estimated consumption of but
2,100,000 satisfactory receivers.

A STUDY of buying trends, as revealed by the tables
below, verifies the theory that the separate unit
speaker and the separate unit cabinet are bowing before
the march of the self-contained, fully-equipped console.
The year 1926 witnessed the peak of demand for the de-
tached reproducer; and sales of “occasional” furniture
pieces for radio chassis were greater in 1928 than during
last year. Because it has not been possible to obtain, in
segregated form at this date, the volume of furniture
units sold at retail during 1929 (apart from complete
radio receiver sales) this item is included in the 1929

States. Since the advent of the a.c. tube (1928-1929) table opposite the item “Other Accessories.”
| . . .
\ )
| Sales of Radio Products at Retail, Prior to 1929
' 1922 1923 1924 1925 1926 ] 1927 1928
— — -
Radio Sets, factory-built (in- 100,000 250,000 1,500,000 2,000,000 I,750,000| 1,350,000 3,200,600
cluding consoles and built- |
in reproducers)....co..... $5,000,000| $15,000,000 $100,000,000‘ $165,000,000 $200,000,000! $168,750,000 $350,000,000
Radio-Phonograph Combin-|.....coiviei|iiiiiiiiiiii]enreennens A PR . 81,600 |
BLIONS. s veeenenneennnnn. P o N PSP [oeereieat $38,000,000
I - . - -
Tubes..oooviiiniiinnnnn. 1,000,000 4,500,000 12,000,000 20,000,000 30,000,600 41,200,000 50,200,000
l $6,000,000/ $17,000,000; $36,000,000| $48,000,000, $58,000,000 $67,300,000, $110,250,000
Reproducers (excluding those 25,000 500,000 1,500,000 2,000,000' 2,000,000 1,400,000/ 2,460,000
in consoles and combin- [
ations). ... .ovvviieiiann, $750,000 $12,000,000 $30,000,000, $32,000,000/ $30,000,000; $28,000,000 $66,400,000
| A-B-C (Dry) Batteries...... $4,500,000 $6,000,000, $55,000,000, $66,000,000/ $80,000,000, $68,000,000 $50,400,000
A-B Power Units, Storage
Batteries and Chargers....[.....covoun | $7,000,000. $25,400,000/ $30,000,000| $55,000,000{ $34,000,000 $17,500,000
Other accessories®.......... $3,750,000I $4,000,000' $11,600,000( $24,000,000; $33,000,000/ $38,550,000 $46,000,000
I , ‘ RGN, -
Parts (does not include sales |
to manufacturers)........ $40,000,000| $75,000,000{ $100,000,000| $65,000,000, $50,000,000| $21,000,000{ $12,000,000 [
- —— | |———
Totals |
Sets, plus Combinations.... $5,000,000/ $15,000,000 $100,000,000| $165,000,000| $200,000,000| $168,750,000, $388,000,000
Parts.......ccoeineenennnnn $40,000,000| $75,000,000| $100,000,000| $65,000,000| $50,000,000/ $21,000,000| $12,000,000
ACCESSOTIES v v v v vnveveesenns | $15,000,000/ $46,000,000 $158,000,000| $200,000,000; $256,000,000| $235,850,000{ $290,550,000
| Total Sales for year....... { $60,000,000| $136,000,000 $358,000,000| $430,000,000, $506,000,000| $425,600,000 $690,550,000
I I
\ *Includes aerial equipment, meters, pick-ups, turntables, headsels, furniture, elc.

V4
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1929 Retail Radio Sales

Item

Units and Dollars

R_adio Sets, factory-built (897,
include corsoles and built-

in reproducers)........... 3,900,000 $487,500,000
Radio-Phonographs (Combin-

ations) .. v.vviiiin i, 218,000 62,348,000
Tubes, all types............ 71,000,000 177,500,000
Reproducers (Exclusive of|

3,689,000 sold with sets

and combinations)........ 800,000 16,000,000
B-C (Dry) Batteries. ««.oovv| vevevenann. 30,530,000
Storage (A) Batteries,

Chargers and Socket Power

Units.eevviiniininineean]  vevinnnnn. 14,350,000
Other Accessories*......oo| vevenvnnn. 9,600,000
Parts (Does rot include sales

to manufacturers).eoeeeeus| ceveevnnn. 7,500,000
Totals

Sets, plus Combinations...[........o... $549,848,000

Parts....oiviieiiii i i $7,500,000

ACCESSOTIeS e v vt vernennalenenennannns $247,980,000
Total Sales for 1929.........0ccveeeernnnn $805,328,000

meters, etc.

*¥Includes aerial equipment, pick-ups, turntables, headsets,
Furniture is included under radio sets.

o Ahead of ’28

There Are
29,000,000

Homes in the United States

There Are
11,500,000

Radios in the United States

o
but—only 7,100,000 are of Modern Design

Saturation Comparisons

No. Homes in United States . ... .. 29,000,000%
No. Homes with Passenger Autos 17,500,000
No. Homes with Telephones ... . . 12,600,000
No. Homes Wired for Electricity 19,721,000 -
No. Farms . ... ... ..~ . . 6,500,000
No. Homes with Radio Sets 11,500,000

* Includes also individual prospects.

Number of

Homes With Sets

December 31, 1921 60,000
December 31, 1922 1,500,000
December 31, 1923 . 3,000,000
December 31, 1924 4,000,000
December 31, 1925 5,000,000
December 31, 1926 6,500,000
December 31, 1927 . . 7,500,000
December 31, 1928 . 9,500,000
December 31, 1929 = . 11,500,000

—allowing for replacements and

obsolete sets.

The figures in this article represent the close calculations of
cxpericnced radio observers on the staff of “Radio Retailing.”

Radio Retailing, January, 1930

Their findings are based on actual sales and production statements
supplied them, between Dec. 20 and Jan. 4, by an average and rep-
resentative majority of the manufacturers and distributors of
radio sets, tubes, furniture and accessories. Because the final
figures cannot be computed by the manufacturing units of the
industry prior to the middle of February, a complete statistical
analysis of sales proyress will appear in our March issue.

23

www americanradiohisetory com



New P

rogram

caturcs

Better Reception—Coming!

Six Improvements
in Broadcasting Due During 1930

Trans-Atlantic Programs
Many trading features from England,
France, Germany, Italy and other nations, in
store.
Agricultural Features
Hundreds of stations disseminating farm
information, crop imstruction, weather signals.
Educational Hours
Musical instruction to be expanded. Special
new school lecture periods planned.
Humorous Skits
Broadcasting adding comedy. Character mon-
ologues; funny dialogues; skits.
Reducing Static
Higher station powers and greater modula-
tion will deliver stronger program signals.
Suppressing Fading
Experiments underway may solve this per-
plexing phenomenon.

in 1930—plans which will make broadcasting of

greater interest and service than ever, both to the
average listener and to the man who is considering buy-
ing a receiving set.

In 1930 programs will increase in attractiveness to a
point where no home can afford to be without a radio
set of modern design, particularly as to fidelity of tone.
At the same time technical advances in broadcasting will
add greatly to the clarity, dependability and strength
of reception.

THERE are big plans ahead for radio broadcasting

THE THrRILL OF TRANS-ATLANTIC RECEPTION

The thrill of trans-Atlantic programs will be enjoved
frequently during 1930. The short-wave art has pro-
gressed to the point where these features from beyond
the sea may be scheduled with fair confidence for almost
any hour of the American day or evening program.
Heretofore broadcasting of such European events has
been held back because of the lack of dependability of
transmission. Now this difficulty is being eliminated,
and the music of Piccadilly or The Strand generally will
be received in clear, strong signals suitable for rebroad-
casting on the American networks.

Only two weeks ago the American public listened to

24

By O. H. Caldwell

Mr. William Marconi speaking at length from London.
He was the first of a series of world figures, including
kings, presidents and rulers, great literary personalities
and military men, which it is planned to have address the
American audience during 1930.

International programs will be the outstanding feature
of the coming year’s broadcasting. And the thrill of
listening half way ’round the world will bring 40 new
millions to radio with intensified desire to have the latest
and best in receivers.

Broaper VARIETY OF ENTERTAINMENT

Our own Amecrican-made programs meanwhile are
going through a greater diversification of features.
There will be a broader variety of entertainment and
music. Monologue, humorous dialogue and drama are
being developed, and even greater emphasis will be
placed on such essentials as the farm programs, educa-
tional features, and musical instruction.

The special noon farm program through eighteen great
Central West and Southern stations will continue on the
air in 1930, but important extensions and improvements
are scheduled in this feature during the year. Weather
forecasts and warnings will in 1930 be carried hy some
200 stations, blanketing the whole nation with this im-
portant service. The Department of Agriculture is also
co-operating with the State Colleges in a syndicate
manuscript service to 150 broadcast stations, putting on
the air agricultural information of the greatest value to
farmers. Altogether, during 1930, nearly 300 hroad-
casting stations will be carrying the various farm pro-
gram features prepared by the Department of Agricul-
ture.

School and educational programs will be an important
feature of 1930. The musical lecture programs will be
continued as during 1929. And on two afternoons each
week special school periods will be transmitted which
can be tuned in by schools all over the comntry as
supplemental to their regular school work.

TECHNICAL ADVANCEMENTS

On the technical side of broadcasting improvements
are under way which will greatly improve the quality of
listeners’ reception. Powers of broadcasting stations on
clear channels are being generally increased, thus raising

Radio Retailing. JTanuary, 1930
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the level of signal strength throughout vast reception,

that the auginented signal will more readily override both natural
The result to the listener is

static ar 1 elactrical interference.
to elimirate the annoying noises which are tae bane of

when th= ircoming signal is faint and which can be eradicated
only by -aisiag the level of the broadcast signal well above that
A number of new 50 kilowat: stations will
go into servize this year, each replacing a 5 kilowatt unit, with
proporticnal improvement in quality of reception throughout the

of the irterierence.

service range of each
of these improved en-

As M~rccri, in London, spoke to America via short waves, this
phoiogram of the historic scene was transmitted to our shores.

Gloria Swanson, the American
actress, was one of the first to
have the voice transwmitted across
the Atlantic by short waves. She
sang in London and her wvoice
was broadcast to America.

areas so

reception

tertainment factories.

Improvements are
also bemg made in
broadcast-station mod-
ulating equipment, by
which the effectiveness

OEC.

BRoaocasT ro ), SERMANY

BROGDCAST 1O nou.mn ANO ENGLAND!
HAM. To lz NOON

}

um £ 1245 PM,

other coming down
by reflection from the
Kennelly-H e a vi side
layer. Since the second
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Practical reception from and transmission
to England, Holland and Germany became
an accomplished fact on Dec. 25-26, 1929

other, the signal is at
a maximum. By util-
izing two or more

yet been found to
“eliminate static” alto-
gether, these methods of raising station powers and
increasing the percentage of station modulation are the
most effective ways known for suppressing the inter-
ference due to static, both man-made and natural.
Radio’s other annoyance, fading, also seems to be in
fair way of prevention by a new plan of synchronized
stations with which experiments are now being made.
Fading results from the interaction of the two incoming
waves received at any point from a given broadcasting
station,—one wave being received by a direct and the
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sources of transmis-
sion, synchronized to-
gether and transmitting the same program, the maxima
and minima of fading from any single source are com-
bined, and fluctuations, it is believed, can be ironed out,
eliminating fading, so far as the listener is concerned.

With radio’s technical difficulties being smoothed
away, and with new program features of wide interest
on the schedule for 1930, the demand of the public for
modern receiving sets should increase, and a greater
popular interest should be manifested in broadcasting
then ever before.
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Glancing behind the
curtain we view the
new technical devel-
opments that radio
manufacturers will
present during 1930

successive steps. In order, therefore, that we

may have a more comprehensive view of what lies
ahead let us review for a moment the road we have
traversed.

The trend of development has been as follows: The
early crystal was replaced by the audion tube. The
audion tube was superseded by the 6-volt storage battery
tube, the present 201A type. This in turn was sup-
planted by the raw a.c. filament or 226 type tube and
this, in its turn, has given way to the heater or 227
type tube. Now, the 224, or screen-grid tube, is edging
toward the first line.

A similar transition took place when ear phones were
supplanted by the horn speaker. Then the horn was re-
placed by the magnetic cone, and now the magnetic cone
has been shoved aside for the dynamic reproducer.

Viewing our progress from another angle, it can be
said that 1919 to 1924 was the parts and battery set
era, and from 1924 to 1926 the accessory market era.
Since then we have been witnessing a transition to the
complete ensemble, together with “lamp socket” electri-
fication which took place in 1927.

During the past year we have seen a.c. screen-grid
tubes developed and introduced into sets. This devel-
opment will be continued. We may expect to see the
majority of sets not only equipped with screen-grid
tubes but actually using them correctly. The band-pass
filter system of radio frequency tuning will be used in
more sets together with dials calibrated in kilocycles
only. With radio frequency currents being amplified
more, due to the proper use of screen-grid tubes and
by the use of grid bias detection, there will be less need
for as great a degree of audio frequency amplification.
Even now a few receivers have only one stage of audio-
frequency amplification. We may expect more develop-
ment along this line during the coming vyear.

/ l \HE radio industry, like everything else, moves by

EITHER for the last audio stage or for the one, and
only, audio stage the 245 push-pull amplifier seems
to be the popular combination. This will undoubtedly
remain true until the pentode tube is developed for use
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in the last audio stage. This development will probably
not be marketed in this country until late in 1930. Tubes
of the pentode type, or double screen-grid, have been
used on the Continent and in England for the past year.
However, these tubes are not suited for American use

and do not work with our circuits. They will have to be
re-designed before we can use them. When they do
come into general use here, it will mean one stage of
audio frequency, coupled by means of resistances and
impedances. The audio-transformers, therefore, will
likely be used less.

Power packs have received more attention lately. We
find that the majority of sets are now equipped with
transformers, condensers and resistances of such quality
that little trouble is experienced with them. The im-
proved 280 type rectifier will continue to be the popular
center of this unit.

Then we may expect to find sets equipped with a
tone or pitch control in addition to the ordinary volume
control.  This will give the user a chance to vary the
pitch of the reproduction to suit his individual taste.

IT IS highly probable that fewer reflector or mechanical
tuning devices will be used during the coming year as
were in evidence the latter part of 1929.

Remote control, however, is a different proposition,
and here we may expect to see great advances made,
both in the number of companies using simplified remote
control and in the perfecting of these devices.

The electro-dynamic reproducer has found for itself a
permanent niche in the hall of fame and shows marked
improvement during the past year. This indicates that
its popularity will continue.

Although the majority of set sales are of the console
type there still is a substantial market for the table set
—for use in special cabinets or imported furniture.

Battery operated sets for farm and automobile use
will be developed during the next year to a high degree
of perfection, made possible through the improved d.c.
or 222 type screen-grid tube.

As for radio furniture, it appears that the present

(Please turn to page 65)

Radio Retailing, January, 1930

www americanradiohistory com



Radio Retailing’s

Business Averages

A summary of surveys made by Rap10 RETAILING during the past year.
The figures given on this page constitute yardsticks which every dealer
will find valuable in measuring his business.

Retail Costs 4y Volume Done

o I Income - The Six Main Expense Items |
W 1 Q - T
= ’ o | Gross Margin %D | = | g ‘ l
] o) e = =
w2 oo T w ° . z 0
Tﬁ ér’;o ' — g% o “E o 3 o - l g o o e of o § o
Classification < ‘ 5 o E 055|285 | SE| 25| E5| 55| 558|958
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" @ = — 2] o, [V = [ = oo 5 b
I 3 8 £ OEEE B8 8F |38 | 28| 28| 88\ &S
w - |
Average of 22 stores gross- |
| ing $100,000 or over..... $190,671 $116,015 74,656 | 39.1 | 30.8 8.3 50| 12.8] 2.9 3.3 1.2} 5.6 |
Average of 25 stores b |
tween $100,000and $50,000 69,033 43,850 | 25,183 | 36.6 | 28.8 7.8 4.1 [11.6| 5.7 3.8 1.8 1.8 |
Average of 62 stores less ‘
i than $50,000 yearly ... . 20,862 13,614 | 7,248 | 34.2 (1 25.8 | 8.4 4.5 10.0 ‘ 5.7 2.6 1.4 1.6
| | |
Total average of 109 stores|$7,214,009 | $4,492,661 ’ 2,721,398 | 37.7 1 29.5 ‘ 8.2 4.7 l 12.0 ’ 4.1 3.3 1.5 3.9
Analys1s o+ Radio Serv1cmg Costs
) Free Service ) \ Paid Service {
Average ’ ‘ Sales Net
Volume Cost l.oss Salary from Profit
Business Period Calls of per Number | per Service from
Done by ; Cost [I of Made Each Month Charge | Calls Service | Man Calls Service
| Outlets of | Guarantee per Free on Free per | per Men per (of Total |(of Total
Surveyed | Service || (Months) Sale | Call Calls Hour | Month | Emploved | Week Sales) Ner)
| Ts2s.804 | 1.75% i 5.4 27 | §136 $38.60 | 8140 07 1.3 $29.60‘ 25.29, | 12.3%
|

T'rade-In Practice

Average number trade-ins per dealer for 1929..
Average new set sales that include trade-ins.. ..
Average allowance old set.. ..................
Dealers accepting trade-ins .. .. .. ..............
Dealers marking up trade-ins for resale... .. ...
The average markup..................... ..
Dealers making profit on trade-ins, 41.19;
taking loss, 26.69: breaking even..... ... ..
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$23
76.89%
47.89%
20%

32.3%

[l il

POINTS TO REMEMBER

trade-in.

Mark up of trade-in should be not less than 25%.
509, is better as this allows some margin of sales

expense.

Accept only standard makes of sets in trade.
. Don’t even consider a battery set.

. Sell trade-ins for cash only.

. Keep a card file of prospects for trade-ins.

. Never allow more than 109, of new set sale price on
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diser is to move goods at a profit. Therefore,
anything which affects their ability to do this is
of vital concern.

Many companies which have carefully worked out
their operating plans and have provided adequate organ-
ization, finances, production and distribution, have found
their factories stopped without warning, and large in-
ventories have been frozen over night by the drastic
weapons of preliminary injunctions based upon patents.

However, in spite of these dangers, patents, their
meanings and effects, are little known generally to
business men. Possibly the great difficulties of the
subject and the inherent uncertainties of patents are the
reasons that business men generally do not give the
subject of patents the attention it merits.

Contrary to the generally accepted notion, a patent
carries three rights—the exclusive right to manufacture,
the exclusive right to sell and the exclusive right to use.
In essence, what a patent really does is to give its owner
the right to sue. Whether the suit is justified generally
involves highly technical questions of great complexity.

THE problem of the manufacturer and merchan-

RELATION oF PATENTS To INDUSTRY

Patents have had various effects on different in-
dustries. The development of some industries has paral-
leled the development of patented inventions. Other
highly progressive and outstanding industries have de-
veloped largely independently of patents. Comparatively
few of our modern industries have been built up mainly
on patents. It is worthy of note that in one of the
outstanding and most progressive industries of America,
and probably the industry which is responsible for giv-
ing more value for the dollar than any other, monopoly
based upon patents has been a negligible factor—com-
petition was the keynote. I refer to the automobile in-
dustry, which operates under an agreement by which
patent rights are interchanged or pooled.

There are those who contend that patent protection
is a necessary incentive to justify research and the de-
velopment of products; that without patents, industry
would not be progressive. On the other hand, there is
abundant evidence of a most intensive development of
industry with little or no patent stimulation.

PATENTS AND THE RADIO ART

What, then, is the patent situation in our own in-
dustry? Whither are we heading? And what is the
status of the “key” patents in the Courts today?

While there is a general impression that radio is a
comparatively new art, obviously it had its beginnings
with the discovery and the development of electricity.
Modern radio apparatus is merely a new and improved
application of well-known and long-established electrical
principles. In fact, the transmission of voice through
space was demonstrated as early as the year 1901.

Modern radio apparatus is based upon an application
of devices which were primarily developed for wire pur-
poses. It has frequently been said that the heart of
modern radio is the vacuum tube, and the vacuum tube
was developed long before modern radio. And now we
find the radio industry laboring under a very grave
patent situation. Probably no industry was ever involved
in so much patent litigation as the radio industry, at the
present time and during the past few years. There are
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Patent

The commercial value of
the “‘key’’ radio

By L.eRo1 J.

Chairman, Patents Committee, R.M.A., and

hundreds of suits pending against numerous companies,
and many more threatened, covering a great variety of
features.

In the early days of the industry, a few of the out-
standing holders of patents relating to the industry
formed a cross-licensing agreement, which substantially
solved and cleared up their patent conflicts. However,
as the art has developed and various improvements have
been made, patents and patentable inventions have been
acquired by numerous companies.

EvEryBoDY WiILL Pay

This development has created, as previously stated, a
present condition in which a maelstrom of suits—in
process or pending—injunctions, uncertainties and mul-
tiple royalty fees figure largely.

Unless this situation is corrected the progress of the
commercial art will be impeded, the price of radio ap-
paratus will be unbearably high, potential markets will
seriously be reduced, and the possibility of profitable
manufacturing and wmerchandising will be jeodardized.

Two solutions suggest themselves: the creation of a
single organization for the acquisition of patents of
general interest to the industry, whereby rights may be
generally obtained on a basis beneficial to the industry;
or the operation of the entire industry under a cross-
licensing agreement.

The Radio Manufacturers’ Association, which includes
in its membership practically the entire industry, has pro-
posed the latter solution and has submitted a cross-
licensing agreement to its members for adoption. The
principle underlying this agreement is that while some
companies may give more patent value than others, the
joint contributions of all the companies will be of
greater value than any one company will give.

It is also proposed that under a cross-licensing agree-
ment the industry will be in a position to set up a central
patent department to investigate jointly and consider the
patents and inventions which are acquired or developed
outside of the organizations of the members of the
agreement. Other industries which have so solved their
patent problems have been notably free from patent
difficulties, and have worked together harmoniously, co-
operated effectively, and have in general enjoyed a pros-
perous and progressive industry.
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Situation

patent rights—Status of
patents summarized

Williams

Director of Patents, Grigsby-Grunow Co.

Regardless of the practical difficulties one or both of
these courses may offer, a definite plan of action must
be formulated—and that right soon. We of the Radio
Industry will do well to give serious thought to the
effective solution of our grave patent problems.

StaTUs oF KEY PATENTS

A good patent has been characterized as one you own
and an invalid patent as one the other fellow owns.
Recognizing this condition and the fact that it is diffi-
cult for two to agree as to the scope of patents, or even
the interpretations which Courts have placed upon them,
the following is an endeavor to indicate the Court status
of some of the outstanding patents in the radic industry.

Feed-Back Patents

1,113,149 Armstrong (Westinghouse Electric & Mfg. Co.)

(Controlled by A. T. & T., R. C. A,
%’?8;’81? B; gg:zzt }G. E) and W. E. & M. in respective
(A bills.

These patents have been the subject of numerous decisions in
many different courts and were recently passed upon by the
Supreme Court of the United States, afirming the decision of
the Court of Appeals of the Third Circuit holding De Forest to
be the prior inventor of the feed-back and tube oscillator inven-
tions. Eighty fo ninety per cent of the receiving sets were said
to be licensed under these patents.

Multiple-Tuned Radio Frequency Patent

1,173,079 Alexanderson (General Elec. Co.)

This patent which was passed upon by the Southern District
Court of New York in the Atwater Kent Case and by the New
Jersey District Court in the Splitdorf Case, was held to cover a
radio receiving set having successive circuits tuned to the same
frequency and linked together by tube relays. In other words:
the conventional type of Multiple-Tuned Radio Frequency Am-
plifier. The patent has not been passed upon by the United States
Court of Appeals.

Grid Control Patents

1,251,764 Lowenstein (A. T. & T.)
This is the so-called “C Battery” negative grid patent owned
by A. T. & T. This patent was held valid by the Southern Dis-
trict of New Yerk Court in case of R. C. A., G. E,, et al against

J. H. Bunnell & Co., Inc., A. H. Grebe & Co., Inc., et al. Nega- “Those in the Radio Industry will do
tive grid bias is the form generally used on modern receiving set . . .
amplifiers. well to give serious and active thought

1,282,439 Langmuir (General Elec. Co.) . : g
The so-called “Grid Leak” patent owned by the General Elec- to the proper and eﬁeCtlve solution Of

tric Company has been put in suit against many different com- their grave patent prob[gm_‘-.”
panies and invelving many different makes of apparatus. The
main suit against Atwater Kent was discontinued by consent.

LeRor J. WiLL1AMS
(Please turn to page 67) ERot J
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Ringing Up

Szz/es 0

Door

TABILIZING buying demand is a problem which
S the Southern dealer finds particularly pressing.

J. F. Dobbins, president of the Florida Radio Com-
pany, Jacksonville, had about decided that those costly
depressions in the volume curve of radio buying must be
stopped. He was going to find some way to go out and
get the sales when public apathy in off seasons cut down
his receipts at-such a discouraging rate.

And he hit on this—nothing other than the customary
house-to-house canvass—>but with a new twist. This new
element changed it from a dreary, one-in-three-hundred
proposition to a means of increasing his business 25 per
cent over his record for the same period the year bzfore.

Dobbins centered his entire campaign about the per-
sonality of a good-looking and capable young woman! In
this way a new punch was added to the proven worth of
the survey and canvassing idea; the advantages of its
complete coverage and direct contacts were retained, and
a clever novelty was incorporated to make them doubly
effective.

Mr. Dobbins introduced this feminine element by re-
cruiting a sales crew of two men and one girl. The men
were experienced salesmen, while the young woman had
no other qualifications than a pleasing personality and a
willingness to canvass thoroughly.

Following are the details of the sure-fire system of this
Florida dealer:

A map of the city is blue penciled into four sections
and cach territory sifted to eliminate all deadwood.

Then the new style crew of “bell ringers” goes to work.
The idea is to let the girl get the leads for the salesmen
to follow up.

The young woman selects one of the districts and
begins a thorough canvass of every home within its
limits, entering the names and addresses in a notebook
she carries for the purpose. She introduces herself with
the announcement that she is taking a radio census for a
local dealer. Disarming her listeners in this manner, she
is able to extract a quantity of useful data. She asks,
first of all, if they have a radio. If they have. she learns
its age, make, and condition: if they have not. she learns
the reason—whether there exists any prejudice against
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radio. or any misconception of the benefits of owning
a sct.

All this information is passed on to the salesmen and
to the company’s files. The greater part of it is used
for immediate follow-ups, while some is kept for use at
a more opportune time.

In the case of the originator of the idea, the salesmen,
with the advance knowledge of just what line of sales
talk to use, were signally successful. The girl, working
on a straight salary basis of $15 a week, averaged about
35 calls daily. Perhaps it was that much touted feminine
intuition that made it so easy for the yvoung lady to pick
the most likely prospects; at any rate she turned over a
sufficient number of hot leads to the salesman to result
in four or five sales a week.

When they were not following up the leads furnished
them by the girl canvasser, the salesmen themselves did a
little census taking. The peculiar effectiveness of Mr.
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—aaZAENIZK
How a Florida dealer found the new

twist that awcas needed to rejuvenct> aa

old method—and jumped his velume 25

per cent!

Dobbins’ plan, howeve-, is especially well shown by th2 fast they th=
efforts of the men enjov=d nothing like the girl’s sucxess in zeqriring
the dasired facts. Man= people who woull refrse -3 talk -0 @ man
canvzsser entered williagly into conve-sation with the >leasant-
mannered young womar The value of emininz attractiveness and
of the feminine ability -0 become familiar with pragects (wh> i1
house-to-house work ars mainly worizn) proved = be the wtolz
secret of this sales schere.

NCE the ball is started rolling certain >:her elereats 1.
Dobbins finds, lend valuable suppert to s 1cvzl campzigr.
For one thing, he haniles only nationily ad-ertissc se-s. Th:
names of these brands are already familiar to prespects: and people

{ Please turn to page 65)
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life of the world. It has brought the choicest

offerings of the greatest artists to every fireside
in the land. Its commercial messages span oceans and
continents. It flashes the news of all the world every-
where, on land, on sea, and in the air.

But perhaps the greatest industrial miracle in which
radio has had a part, has been quite incidental to radio
itself. And that development has been little realized by
most radio men.

This new miracle is the science of “electronics,”’—the
phenomena of the vacuum tube.

For as radio developed, the little vacuum tube which
is its cornerstone, has also developed,—in accuracy,
uniformity and dependability. And for the tube have
been found a multiplicity of uses. Already these pene-
trate in every direction into industry. And the future
applications which they promise, can well be said to
stagger the imagination.

Electronic tubes, of course, find many uses in radio
communication, broadcasting, telephony and telegraphy,
as detectors, rectifiers, oscillators, and amplifiers.

Coupled with photo electric cells, they make the talk-
ing movies. Arranged in pure audio relation, they have
created our modern electric phonographs and public
address systems,—as well as our long distance tele-
phone line.

Wired wireless depends upon them. And so does
television, and picture broadcasting and facsimile trans-
mission, both wire and wireless.

RADIO has revolutionized much in the everyday

ANEVV technique in apparatus control has been built
up, around the electronic tube. Elevators can be
leveled with quick accuracy by the aid of the electronic
tube and its circuits. Industrial operations can be con-
trolled; continuous flow processes reduced to absolute
precision and uniformity. Street traffic signals can de-
pend for their actuation upon approaching cars. Factory
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From the Radio Tube

to the Broad

New McGraw-Hill Engineering

Magazine Covering Electronic

Tube Applications Will Appear
in April

and agricultural products are counted, inspected and
graded, automatically.

A new science of metering and measurements is being
developed. High temperatures, low temperatures, and
small changes in heat content can be accurately indicated
through the medium of the electronic tube. Phenomena
of unreachable delicacy, mere indications, become de-
pendable yardsticks capable of everyday handling by the
plant workmen,

And so the electronic tube has now established itself
as a universal tool. Already it finds uses in the sciences
of medicine, chemistry, geology and geophysics, mineral-
ogy, photometry. It is applied in crime detection in
many ingenious ways, to discover as well as to convict
the criminal.

But all of these diversified uses have as their central
mechanism the electronic tube and its associated circuits.
Behind each of these applications stand the designers and
engineers who use tubes, electrical circuits and electrical
equipment to accomplish their results. Each, working in
his own field, is interested in the advances and achieve-
ments in twenty other directions, all apparently far re-
moved from his own studies. For all of these workers
a clearing house is needed.

UCH a medium for exchanging the latest scientific

and engineering information relating to the use and
application of electronic tubes in whatever field, is now
planned by the McGraw-Hill Publishing Company, pub-
lishers of Radio Retailing, Electrical World, Electrical
West and 25 other engineering, electrical, industrial and
business journals.

Providing such a necessary clearing-house service, and
combing all industry and all laboratories both in this
country and abroad, for the latest advances in the art
of electronic applications, the new McGraw-Hill maga-
zine, Electronics, is scheduled to appear in April.

The advent of this new paper will not in any way
affect the editorial policy or service of Radio Retailing.
Electronics, an engineering journal, will cover the
varied applications of electronic tubes and associated cir-
cuits in their radio, audio, visual and industrial applica-
tions.

Radio Retailing will continue to be the distribution
medium of all home entertainment merchandise.
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Field o EIGC'CI' ONICS

The
VacuuM TUBE
is a Vital Part of These

Activities:

Radio

Telephony
Telegraphy

Broadcasting
Sound Pictures
Carrier Systems
{ Beacons
: Beam Transmission

Phonographs

A AA

Meiering
Facsimile
b Measurements

Receivers

A,

Amplifiers
Traffic Control
Machine Control

Photo-Electric Cells
Grading

AAAAAAAAA

Counting

A A ah i

Electric Recording
Aviation

Analysis

AAAAAA,

Crime Detection

Compasses

AAA A,

Geophysics
Television

Musical Instruments

AvnAA A,

Automatic Processing

Counting, Sorting
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T”‘”FIRST

mpressito

How often have you lost a
sale because of a bad start?
This article tells you how to
make a perfect demonstration

broadcast receiving sets is becoming greater and

greater cach day, with the result that the dealer
who presents his merchandise to the consumer in the
most thorough manner is the one who is realizing the
greatest mcome.

This article is in no way intended to tell a retail
merchant how to operate his business, but the author is
more than confident that, if the average merchant will
make use of the demonstration suggestions offered, his
future sales will prove their worth.

In the average merchant’s store today. what do we

C()MPETITION in the retail selling of radio

find? A number of sets of different make. all generally
connected to the same antenna, with no means of
switches from one set to another. Such

an arrangement is very poor, to say the
least, as the tuning of one set will always
affect any others operating at the same
time. Frequently the antenna is a piece of )
wire strung up in a haphazard manner with .
no idea of efficiency, and then run along

the floor or base board of the show-room. T
instead of being insulated adequatcly and T~

run properly to the receiver.

And, along with poor antenna installa-
tions, very few merchants pay any atten- |{
tion to interference caused Dby various
electrical devices operated in the vicinity
of the store. Some people believe that if
the noise coming through the set stops
when the antenna is removed, the noise was all coming
into the set from the antenna. Such a theory is not
always correct as in most cases the interference is com-
ing to the set through the power supply lines. Except
in very few cases, it will be found that all radio inter-
ference can be cleared up.

Then, too, very little, if any, attention is ever given
to acoustical effects in the average store, with its plain
hard walls and bare floors. Installing a small quantity
of decorative drapery material, placing a rug on the
floor and then arranging the sets so that they face in
the proper direction, will decrease sales resistance.
Incidentally, the above suggestion, if carried out, will not
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only pay dividends in increased business, but will also
beautify the store.
For the average set of today's design, an antenna

exceeding 100 ft. is rarely necessary. In cases where
interference is quite heavy, it is desirable to increase the
length of the antenna to the point where the signal level
is greater than the static level. By doing this, however,
the selectivity is sometimes affected, and it is therefore
desirable to insert a condenser of 00025 mfd. capacity
in series with the antenna lead to cut down the capacity
of the antenna. If there is interference caused by a
strong local station, a wave trap should also be used and
set against the station in question. The lead-in wire used

Radio Retailing, January, 1930

www americanradiohietory com



By
Frederick J. Kahn

inside the store should be well insulated and firmly fast-
ened on insulators along the wall in back of the sets
displayed. The ground wire also should be securely fast-
ened and should not run any closer to the antenna lead
than one foot. This is nccessary to prevent increase in
the antenna capacity.

SSUMING that all this has been taken care of, our
next object 1s to make the demonstration and com-
parison of the various sets as easy as possible for the
dealer. To do this it will be necessary for the dealer to
construct a few simple units containing relay switches.
Now the object of the equipment about to be described

is to enable the person giving the demonstration to turn
from one set to another by merely pressing a button on
the remote control box. This causes the relay in the
respective set control box to close the antenna circuit
and at the same time to remove the short circuit from
across the voice coil windings of the speaker. When

Radio Retailing, January, 1930
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S Hawe the prospects comfort-
- ably seated. Then compare
3 the sets quickly and easily
and watch sales resistance

melt.

one relay goes on, the other oue that has heen operating
cuts oft and disconnects the antenna and shorts out the
voice coil windings on the speaker. The 15 candlepower
bulb acts as a series load from the storage battery to the
relay and also illuminates the jewelled bezel which is
mounted in front of it, thereby showing which set is
heing played.

A five-button key on the remote control box will only
allow the playing of four sets with the fifth button acting
as a master key to cut off the storage battery. If more
sets are to be hooked up to this relay system, additional
key units can be added in the same box. Hardly more
than two key units will be necessary as these two will
allow for the control of nine sets. The 110-volt pilot
light and jewel are placed across the a.c. line to indicate
that the voltage is on.

In using this method of demonstrating, all the sets
to be operated should be turned on and tuned to the same
station with the volume controls set equal. After that, the
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A wooden box should be made to house the pilot-light
Speaker  Antenng assembly, along with the locking keys and the pilot-light
L Gl T2 jewel. This control box should be placed on a small
table about which are grouped the chairs, all arranged
on the opposite side of the room from the sets.
- In diagram number two is a suggested layout and
also the wiring detail for the keys. This is so simple
- O - that there is no need of further explanation. Looking
at diagram number three we find a general schematic
( -~ layout. The wiring and arrangement of each box, the
) —’ control box and the antenna and speaker connections are
6V, lSep. _ clearly shown.
degzt s Zﬁgﬁ;’f””‘; In arranging the store artistically and using the sys-
P 52,«9’00 tem here described for the demonstration there is created
6V - 6V + Not-2-3oré
obfa S;‘?Erzrvge from control box
gg}’gfgg P 70 antenna binding post on sets
Diagram number 1. Detail of _A-Speaker __L-Speaker
L D Control box | - | voicecoils| | yojee coils

i

==

/
L7] Iy
—1O O] of— o
0 ol )

prospect is comfortably seated % @0“
while the salesman explains ] ] 3
the various details of one set. &/
When most opportune, that —
particular set is turned on and 3
the prospect is not distracted 1104 | L Common by)-
by ottl?er se}ilplaimg at the 71/\/0/ byt
same time. has been proven 7
that the sale of the higher & //VVog 66‘5/ z
priced models has been in- o7 orage 0.0 br.
creased by this method of battery No4 6V +
demonstrating as the superior T
tone qualities can be pointed )
out and a direct comparison Diagram number 3.
. Showing external wir-
can be made without the ne- ing of the comtrol and
cessity ot moving trom one relay bozxes. [
set to another. .
, } Y ov
ND now regarding the construction of the units. == Jocket and
First determine how many sets you expect to hook ‘ SO o
up for demonstration, and then obtain the following @S_é—@]
material per set. S S
1 —6-volt relay box (Brach or equivalent). L T
1 —15-C.P. 6-volt bulb. W .
1 — Socket for above bulb. [ — jj j ﬂi— —
1 — Jewelled bezel. - - - - -
6 — Bakelite binding posts.
Then obtain the following material for the main con- - il
trol box. I i
1 — 6-volt storage battery. 7o Storage battery
1 — 5-point Western Electric locking key. - ___;""; 6":
1 — 110-volt pilot-light bulb and socket. | I
1 — Red and green jewelled bezel. - Ho.f, 64+

1 — A.c. supply cord with plug.
5 — Bakelite binding posts.
1 — Wooden box.

The relay should be removed from its original case
and a small wooden box made to house it and the above
listed equipment. A construction suggestion would show
the relay on the bottom of the box with the bulb socket
directly above and the jewelled bezel would be mounted
in the front panel of the box directly in front of the
small bulb. This arrangement allows for a ncat and
compact device and also indicates when it is in use.
Diagram No. 1 gives the wiring detail of one relay box.
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Diagram number 2. Plan view of con-
trol box with the key wiring detail.

at once an impression on the customer that “Here is a
dealer who knows his business.” The ability to create
this feeling of confidence under ideal demonstrating
conditions certainly overbalances, by a large margin, the
slight construction cost and trouble. Also each item used
is a stock part and readily obtainable.

And the entire cost you will find not at all high.
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f King of Instruments 3 8
modern vialin, i

I he history of musi-

cal instruments in captioned draw-

ings, from the twanging bow to the
latest in radios, forwmed ihe interest-
stimulating background of this dis-
play in the store windows of A. G.
Spalding and Bros., New York City.

Unusual musical instruments, ancient

and modern, were arvanged to present
a striking contrast to modern console
sets. By collaboration with local
museums or collectors, many dealers
might produce a somewhat less elab-
orate but equally effective display.
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WILLIAM J. GEIGER,

Manager Appliance Sales,
Philadelphia Electric Company

HE Philadel-
phia Electric
Company estab-

lished its radio cam-
paign quota at 1,800
sets—from Sept. 13
to Oct. 31. Actually
it sold 2,010 receivers
during this 40 busi-
ness-day period,

Analyzing the real
reasons for this spec-
tacular  accomplish-
ment we find that it
was the psychological
advantages of holding
a sales drive, not the
advertised “special in-
ducements,” that supplies the answer. As a matter of
fact, the terms were 10 per cent down, 10 months to
pay the remainder, 3 per cent on the unpaid balance
and an allowance for the old set of not more than 10
per cent of the purchase price.

The 215 general appliance salesmen of this Penn-
sylvania public utility concern averaged 9.6 sets apiece
because, reinforced by the customary series of pep
meetings and preceded by a barrage of mailing pieces
and newspaper advertisements, the ‘“‘campaign” gave
them a good reason for contacting, in the home, each
of their 3,000 to 4,000 territorial customers. Likewise
it supplied their district managers with a definite excuse
for cracking the whip—in friendly fashion.

Two LErssoNs LEARNED

Two lessons for the independent dealer in radio
products, as well as for the utility sales manager, stand
out: first, that it is the reaction of the campaign spirit
on the sales organization—not the actual inducements
to the purchaser—that produces results; and, second,
that a utility drive on radio—if properly planned and
conducted—can be utilized by the other dealers in town
to their own benefit.

Take point one: the terms offered were practically
standard—no premiums, no cut prices, no free installa-
tions. But what sales stimulating tools did this “cam-
paign” place at the disposal of William J. Geiger, man-
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ager of appliance sales, Philadelphia Electric Company?
Here they are:

First, an opportunity to assemble his entire merchandising sales
organization around the banquet board and there to present, in
inspiring fashion, the outline and objectives of the campaign.

Second, a real reason for conducting a school in the theory of
radio and radio salesmanship. This was attended by over 200
employees, a large majority of whom previously knew very little
about a radio set or how to sell it.

Third, a peg on which to hang many pieces of advertising copy
which reached the prospect through the medium of the newspapers
and the post office.

Fourth, an opportunity for a “Round-the-World” sales contest.
This was dramatized as an airplane trip, in keeping with the time-
liness of the recent flight, over Philadelphia and arcund the world.
of the Graf Zeppelin

Three secondary banquets were held; the first for those for-
tunate members of the sales crew whose records entitled them to
report in at Friederichshafen; the second for those who made
Tokio, and, the final get-together of the favored ones at Los
Angeles.

Fifth, special prizes and bonuses for the top-notchers.

The alert, independent radio dealer, as well as the
utility manager, will see in this activity more than one
opportunity to duplicate, in modified form, these tried
and true sales stimulating “stunts.” Frequently, volume
sales come not as the result of a new idea but of the
intensive and serious application of sure-fire campaign
practices.

Herpep DEALER SALES

The opening gun banquet of the Philadelphia Elf:c-

tric Company was held September 12. The following
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night—and this is significant—185 independent, local
radio dealers handling the same make of set as that to
be campaigned by the utility (Philco), held a banquet
of their own. This was under the auspices of their
local distributor, who tied-in with the big show at a most
opportune time.

“Total sales of my dealers in the Philadelphia terri-
tory for the month of October, 1929, were at least 20
per cent better than for October, 1928, declares Ray
Matthews, general sales manager for the Motor Parts
Company. “I feel that much of this increase is attrib-
utable to the fact that we
encouraged our dealers to 7

L
get aboard the band-wagon. 3 Q i /fr 2 #E
We instructed them to paral- ‘ ’ j ; /g\—i
lel the meetable and reason- £y - ﬁ'&? (3
able terms of the lighting PR A o=
company, to run display . kg ! fff;
space, advertisements, and ’ /:E ! e by
otherwise to let it be known | ': /:V*“« el 7 Z e
that they, also, were in a < 5 éf )
position to offer the same { ‘Z] ¢ . Al
service and were indulging 14 /’(3,1 lfi) /f;é
in the same intensive selling ’: pL P -f
effort as that of their big s Yo W

brother, the public lighting
company down the street.”

(Please turn to page 66)
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NE of the myriad of homely proverbs
originating in farm expericnce has it

that “the grass always looks greener on
the other side of the fence.”

Perhaps that bit
of rural wisdom ex-
plains why I, who
am not a radio sales-
man, feel that selling
radio to farmers
should be one of the
easiest, and at the
same time, one of
the most inspiring
jobs in the business
world.

Why should sell-
ing radio to farmers
be a sinecure?

Because the radio
dealer is selling a
piece of merchandise
which has the most
convincing array of
selling points imagi-
nable. He offers his
farmer client a prod-
uct for which he can
truly claim a list of
virtues which makes
the wildest superla-
tives of the unregu-

lated patent-medicine advertising era seem commonplace.
Is your farmer prospect a hard-headed business man?
Even the most flinty brand of sales resistance gives way
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Even obsolete crystal sets are still in use on farms,
so 1mportant is radio to the man on the land

Over 5,000,000 unwired farm howmes like this must have
battery sets to bring them wvital information and inspiring
entertainment

www americanradiohicstorvy com

To the farmer, the electric set is
an investment in modern agricul-
tural equipment

before the easily demonstrable
merits of radio as a piece of farm
business equipment. Combined
in one article, radio gives the
farmer a stock-ticker connection
with his markets; a leased wire
service on the all-important
weather news ; daily reports, per-
sonally given, from the agricul-
tural scientists whose efforts,
at a cost of tens of millions a
year, are hent toward finding bet-
ter and more profitable farm pro-
duction and marketing methods.

Likewise radio gives the farm
housewife—and this is of no lit-

tle importance to the farm husband—an information
pipeline inte the experimental kitchens where new
formulas for good things to cook from the store
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of foodstuffs grown on the farm are worked out.

This business service of radio to farmers is the burden
of the story I have to tell radio salesmen. It is a unique
service. No other class of producers and sellers gets the
same sort of open sesame to business information.
Weather data—{frost and storm warnings, etc.—are in-
valuable to the farmer. Knowing 24 hours in advance
that clear weather will prevail may mean the difference
between high or indifferent quality of hay harvest; a
day’s warning of the approach of frost may enable the
fruit grower to save his crop; advance knowledge of the
coming of severe cold gives the livestock shipper a chance
to protect animals in transit from the rigors of the ele-
ments and to deliver them in the best possible condition
at the market.

Radio broadcasters are eager to give this important
service to agriculture. At present 215 stations co-operate
directly with the U. S. Weather Bureau to send daily
forecasts, warnings and other data.

ARKET facts must likewise be placed in the hands

of the farmer promptly in order that he may dis-
pose of his products to the best advantage. Before
the advent of radio broadcasting, the buyer of farm
products had the drop on the seller because he obtained
market facts from the telegraph market reporting serv-
ice. Such a condition is at best sure to undermine the
confidence of the producer. But nowadays the farmer is
on an even footing with the buyer so far as market in-
formation is concerned—if he has a radio.

Exactly 112 radio stations in the United States co-
operate with the Federal Department of Agriculture to
maintain market news programs which run as heavy as
14 periods a day. These broadcasts keep every seller in-
formed of the exact status of the current markets and
also of the long time trends. The facts are supplied to
broadcasting stations from the branch offices of the
Bureau of Agricultural Economics in the Department of
Agriculture, which are linked together with a 10,000-mile
chain of leased telegraph wires. Market information for
the farmer flows continually along these channels of com-
munication and pours out into the ether ceaselessly dur-
ing each hour of the marketing day.

BUT agriculture has need of more than weather news
and market information. It needs the help of science
just as other industries do, in order to effect im-
provement in products and economy in production.
Realizing this, both federal and state governments are
doing their utmost to harness science to the plow. In the
United States Diepartment of Agriculture and the State
Agricultural Experiment Stations thousands of scientists
year by year are ferreting out the facts on which agri-
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By

Morse Salisbury

The chief of the U. S. Department
of Agriculture’s Radio Service
points out the radio dealer’s oppor-
tunity in the rural market—what
the Government is doing to help

cultural progress is based. How are these facts to be put
into the hands of the man on the land—the man who
must put them to work?

Here is an answer: in co-operation with the Depart-
ment of Agriculture alone, 163 radio stations now are
sending daily programs of scientific farming information.
Nineteen state colleges of agriculture and two state de-
partments of agriculture maintain their own broadcasting
stations. Other state colleges and state departments co-
operate with commercial stations.

Lately chain broadcasting has turned toward farm and
home service programs. Since July 8, 1929, a network of
32 stations associated with the National Broadcasting
Company, and covering the United States east of the
Rocky Mountains, has sent a daily “Farm and Home
Hour” program in co-operation with the U. S. Depart-
ment of Agriculture at noontime on five days of the
week. On Saturdays the network is expanded to 39

(Please turn to page 66)
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advance knowledge of the prospect’s reasons for

not wishing to buy. It permits the salesman to
concentrate wholly on the removal of these points of
sales resistance. This ideal condition is realized when
selling to friends, who will frankly state just why they
are unwilling prospects.

Closely approaching this ideal condition, and applicable
to all kinds of prospects, is the approach by which the
salesman discovers, through an accurately-paced and
quickly-timed canvass, the points of sales resistance. The
quicker he locates these points, the closer does he get to
his objective; because he cannot get his order until he
removes all objections from the prospect’s mind.

Herein lies the entire basis of present-day salesman-
ship, as opposed to the older order which required the
prospect to absorb a specified, and usually a large, num-
ber of “selling points.” In brief, we no longer shove $25
worth of ham and eggs onto the breakfast table of a man
who wants nothing more than “two, sunny side up.”

In thus speeding up the sale and increasing the cer-
tainty of its success we have, however, created the need
for an extremely close-wrapt canvass; one which is, on
the one hand, so thorough that we may with accuracy
isolate all of the points on which the prospect is either
“safe” or “shaky;” and on the other hand, so brief that
no appreciable amount of time will be thefted from the
more important work of removing the actual obstacles
to business. The process requires accurate “pacing” to
cover a required route without loss of time or energy.

’ I VHE ideal sales talk is one which is governed by

HIS need is being met by executives in various ways,
both simple and complex. Executives of the General
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Each factor of the sales talk

and every customer

By Alan

Motors Corporation have evolved, for at least two of
its subsidiaries, Chevrolet and Frigidaire, elaborate “pic-
turized sales talks,” with which the salesmen leads his
prospect through a carefully organized and well-timed
canvass. The Travelers Insurance Company, forced to
simplicity by the multiplicity of the services which it sells,
instructs its salesmen in the making of an easily drawn
pencil sketch, on the backs of their applications, which
serves the same purpose. Between these two extremes
there are all sorts of half-way measures which radio
manufacturers or dealers might devise.

By way of practical illustration of the “paced sales
talk,” let us examine the Chevrolet plan because, although
elaborate and expensive in the form that G. M. C.
employs, it is more or less readily adaptable, in scrap-
book form, by dealers and salesmen.

Chevrolet’s “picturized sales talk” consists of about
sixty 8%4-in. by 11-in. pages, bound, loose-leaf style, in a
leather ring-binder. It is titled “A Ride In a Chevrolet.”
The salesman uses it much as he would show photographs
in an old family album.

On opening to page one, we find a numerically itemized
list of the ten things which every huyer should get when
he purchases an automobile. The radio list likewise
should cover every feature of the set offered for sale.
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must be accurately timed,
carefully ‘‘paced’’

Streeter

This first page alone constitutes a rapid review of the
entire proposition. As the salesman reads the list of
ten features, he watches his prospect closely, searching
for some expression of thought that indicates a doubt.
Failing to note any, he turns to the next page.

Now, the ten broad claims having been set up, Chev-
rolet undertakes, one by one, to prove them, allotting
from two to five pages of clear illustration and extremely
brief text to each point.

HE essential importance of this picturized sales talk

lies ot so much in the individual pages, as in the
broad plan and objective. Note that, on the first page—
less than thisty seconds’ reading time—is summed up
the coming proposition along ten broad lines. It is in
this section that salesmen will discover the greatest num-
ber of points of resistance to the sale.

Failing at this time to secure a response, the sales-
man has two more chances : when he repeats the summing
up and when he asks for a model preference. The latter
is almost certain to provoke some sort of comment indic-
ative of which way the wind is hlowing.

Note always the purpose to find the weak spots, then
to concentrate on each of them with extended and au-
thoritative supporting material.

Radio Retailing, January, 1930

The production of a picturized talk, with its auxiliary
reference volume, can properly be done only by manu-
facturers or very large dealers. But the smallest dealer,
or even the individual salesman, can easily make up a
scrap book from the advertising illustrations of his man-
ufacturer, and-boldly letter it with a crayon. These pages
will broadly serve the same purpose, that of pacing his
prospects through a brief talk designed to uncover points
of resistance. For supplementary data, however, he must
have an extensive knowledge of his product and a reten-
tive memory for all that radio reception means to the
household.

Salesmen of the Travelers Insurance Company use a
simpler means of attaining the same end. It is extremely
valuable because it serves a double purpose: paces the
prospect and “acclimates” him to the sight of the appli-
cation or order blank.

The insurance salesman, at the start of the canvass,
“searches” for a piece of scratch paper and failing to
find it quickly in his pockets, takes an order blank form,
in duplicate—concealing its nature—and places it, face
down, on his prospect’s desk or table.

On its blank back, he proceeds to sketch a rough
drawing of the listener’s “possessions;” his wife and
family, a large block at the bottom; his home, a smaller
block atop of it; his debts, his car, his this and that, all
coming up to a peak of blocks. Then he shows how, in
case of sickness and loss of income, they will all fall like
a house of cards unless they have a sound foundation.
This foundation may be either large bank deposits or
disability insurance. This basis is drawn in as the
largest and most important block.

(Please turn to page 66)
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Small Town

Radio Show
Gets
Results

ANY small town radio retailers think of

a radio show as particularly adapted to use
in the larger cities. As a matter of fact, the pulling power of
the general public display is much more marked in small centers.
There it takes on more of the character of an event, and, because
there is less radio publicity of other types, its results are more
direct and more pronounced.

These were the conclusions reached by Humberston and James,
who conduct the Strand Music Shop in Delhi, N. Y. In a public
hall hired for the occasion, they displayed and demonstrated every
line of set or accessory they carried. By newspaper ads and
direct mail invitations the town’s 1,176 population was invited to
attend free of charge.

The gala atmosphere which surrounded the efforts of these two
radio dealers lent an impetus to sales which was high in pro-
portion to the expense incurred. The show cost $200, and it
was estimated that a volume of $2,000 in sales which followed
was traceable either to direct contacts made at the show, or to the
interest in radio which it engendered.

Holds Store “Parties”

NEW twist to group selling has been suc-

cessfully offered by Cliff Johnson, president

of the Park Lane Radio, Inc., and of the Toledo Radio Trade

Association, Toledo, Ohio. Once a week he requires that gach

employee bring a married couple to his store to participate in a

“radio party.” To assure an attendance of_ not less than ten

persons, the host calls for his prospects at their homes and drives

them back again. Light refreshments and selected radio pro-
grams are the attractions provided. )

This activity never results in less than one immediate sale and

two or three live prospects, it is stated.
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Advertises Merchandise Through
Anagrams

OW many words can you make out of “Con-

stantinople” is an old game, but in the case
of one hardware-radio merchant of Carthage, Mo., a profitable
one.

This dealer offered a prize of a radio set to the person making
the most words out of the name of his radio. As a result, during
the competition, practically everyone in town had the name of the
set on their lips. The dealer not only compiled a large list of
prospects from the contestants, but he also experienced a consider-
able increase in immediate business due to the interest aroused
in the particular radio he was merchandising.

Clears 10 Per Cent on Trade-Ins

N INGENIOUS and effective scheme for

unloading trade-ins at a profit was devised
by D. A. Brown, a radio dealer of Marion, Ohio. He placed
a stock of used sets in the window with a placard reading, “Make
Your Own Sealed Bid and Drop in Box Inside.” Another card
bore the date on which the offer closed. The interest and ex-
citement aroused by this opportunity proved a valuable adver-
tisement for the store. When, on the announced date, the bids
were opened, they averaged ten per cent above the allowed price
on the sets.

Mr. Brown was so pleased with the results that he has tried
the plan on several occasions since, with invariable success. The
net results are extremely gratifying—ten per cent on his allow-
ance realized with no selling cost whatever, favorable mouth-to-
mouth publicity among the large number of interested bidders,
and a mailing list of those who failed to secure sets that gives
him a number of sound leads to work on.

“Tickets” Invite Demonstrations

FREE tickets to the greatest show on earth!

Residents of the better sections of Ashe-
ville, N. C,, found two of these tickets—“front row” ones at that—
in envelopes delivered to their doors. The show, they learned,
was the constant entertainment available to radio listeners, and
they might sit in the front row by merely calling the Electrolier
Company, of 86 Patton Avenue. This store would give a free
home demonstration for one night to any ticket holder.

Marshall H. Roberts, radio department manager for the
Electrolier Company, reported a splendid response to the plan.
The percentage of ‘“free ride” demonstrations was remarkably
low, and the high proportion of actual sales was very gratifying.

The expense of the scheme itself was inconsiderable, since the
printing cost and the distribution by local Boy Scouts were the
only items. In consequence, the idea stands out as a relatively
productive one.

Tais Ticker Entitles You to a Free
Demonstration of the New Crosley Radio
in Your Home!

Phone 478

Simply tell us what night you would like
to hear the new Croaley Radio in your
home and we will do the reat. Absolute.
1y no cost or obligation ta buy.

The ELECTROLIER Co.

86 PATTON AVENUE
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Attention
HOUSANDS of passersby on one of the
main  highways entering  Morgantown,

W. Va,, are sure to notice the billboard maintained by the S. A.
Phillips Music Co., of that city. ’

The sign pictures an Edison Radio surmounting the earth,
captioned with the slogan “The New Voice of the Skies.”
Housed behind the billboard is a real radio which is in operation
every evening., The music received comes through the grille
of the pictured instrument, which appears to be playing.

This audible billboard, a combination attention-getter and
demonstrator, is reported to be responsible for a satisfying volume
of business.

Effective Broadcast Staged
in Show Window

TO SHOW undiscovered prospects not only
what they would get with a set purchase, but
also how they would get it, Paul Lauterbaun, proprietor of the
Lawrence Maytag shop,
Chicago, staged a com-
plete broadcast in his
store  windows. Real
broadcasting artists, in
full view of the large
crowds which assembled,
presented a program
which was picked up by a
Bremer - Tully receiver
outside the stcre.

Aside from its obvious
advertising value, the ef-
fectiveness of the idea is
well proved by actual
sales results. Tor an ex-
penditure of $50, 18 sets
were sold directly; five
more were later sold
among a group of twenty
live prospscts secured at
the time of the “broad-
cast.” And the idea, pre-
sented as it was with just the proper touch of showmanship, had
value in publicity far beyond these results in immediate sales.

Delivery Book is Prospect Record

FEW outside salesmen, especially new men,
are able to keep an effective personal record
of the sets they have out on trial or on call-backs.

Realizing this, the Marshall Electric Utilities of Chicago, which
employs a large number of house-to-house salesmen, has so
arranged the demonstration delivery book that it also serves the
purpose of a prospect record.

Each demonstration involves the use of three vari-colored
sheets in this hook. One is removed for the concern’s stock
record; one is signed by the customer and then returned to the
company’s files; and the third copy remains bound in the book
for the salesman’s use. By making any notations right on this
sheet, the salesman has an ever available record of each of his
accounts—whether or not they bought, when to call back, and so
forth. '
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His Customers Solve His
Trade-in Problem

“‘ ‘ 7 E are in the business to sell new sets;

that’s why we are steering clear of any

practice that might enmesh us in an unprofitable and unnecessary
trade-in business.”

That is the way Ray Koenig, radio department manager for
the H. B. Koenig Company, Tonawanda, N. Y., feels about the
resale problem. His customers, he says, are willing to receive a
fair price for their old sets no matter who pays it to them.

Consequently Koenig grants few trade-in aliowances. Instead
he offers three alternatives to the customer with an old set to
trade in. He will pay for one insertion of a classified advertise-
ment in the local paper, to help a direct sale by the owner. He
will take the set to the store and try to sell it, charging nothing
for his services. Or he will overhaul the set (but not service it)
so that the customer may sell it himself.

By these methods the customer is made to feel the dealer’s
desire to co-operate. At the same time, Mr. Koenig is protected
against any loss on the transaction.

Making a Customer of the
Music Lover

‘ ‘ 7ILL A. WATKIN, president of the com-

pany which bears his name in Dallas, Tex.,

has found that the real interest in radio, for many people, is
actually an interest in music.

It was on this basis that Mr. Watkin planned a campaign which
not only stimulated direct sales, but also developed a genuine good
will and added greatly to that most valuable of a retail organiza-
tion’s possessions—prestige.

The method used was an indirect one, aiming at acquiring some-
thing of a permanent value to the store, rather than mere come-
and-go sales. Over a period of five weeks a series of six free
concerts by musicians of considerable local note were scheduled.
These were held in a recital hall which is a part of the Watkin
Company’s building.

Naturally, music lovers
flocked to the store. They
heard good concerts, but
nothing else. They heard
nothing said about buying
a radio, or about calling
for a demonstration, or
about the particular merits
of any of the three makes
of radios that their host
was selling, They just
enjoyed themselves, went
home, and remembered to
look forward to the
next concert., But always,
after that, when they
thought of radio, they
thought of the Will A.
Watkin Company. The
higher sales average of
the store after this dig-
nified campaign showed
that they did. The con-
nection is inevitable; music lovers are radio lovers, and they will
buy from the dealer who shows that his interest lies that way too.

Blindfold Test Sells Radio, Too

THE confusion often aroused in a prospect’s
mind by a comparative demonstration of
several sets can be obviated by the blindfold test so familiar in
cigarette advertising. This transference of merchandising meth-
ods was made by the F. Wilkins and Sons Company, Zanesville,
Ohio.

A local school official who was contemplating the purchase of
a combination for school use was unable to choose among the
several makes offered him until a salesman for the Wilkins com-
pany suggested a blindfold test of the sets in consideration. Two
radios were played.in a room of the school in such a manner that
they could be heard, but not seen, by an audience of 34 people.
After each had performed, the listeners voted on the sets by
number. One set received a ten to one vote in its favor, and was
subsequently purchased by the school board.
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anuary
Month by Month

Remember, how-
T e - ever, that continuous
sales effort must back
up these special plans

JANUARY

Workable budget, inventory and
cost finding systemns are vital essentials
to busmess success. Start now.

FEBrUARY

Promotional, or outside, selling should Clean out those trade-ins. A “sale” at
be in full swing. Work with your new this time is logical and cffective.
men. Give them leads for front door
contacting. Encourage them with bonuses.
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Home talking-movies, outdoor
sports equipment, electrical ap-
pliances, portable radios and
phonographs—these lines are
especially suited to the radio
dealer’s merchandising set-up.

JUNE

Those who cannot attend the
Annual Trade Show, at Atlantic
City this year, will find, in the
June issue of “Radio Retailing,”
a wvast fund of information
covering the new lines.

Radio Retailing, January, 1930
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A  drect-by-
mail canmpaign—
directed toward
those whose
funds cre lim-
ited—widi clear
out the older
models crd pave
the way for the
new Fali num-
bers.
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Uncle Sam

JANUARY

1930 Census Will Count Home Radio Sets

HEN Uncle Sam takes his 1930 census of popu-
lation, he will also count the number of radio sets
in use in the nation’s homes.

First proposed by Radio Retailing back in 1928, this
radio census has finally been made possible by the ener-
getic assistance and effort of industry leaders and the
Radio Manufacturers Association to whom every credit
is due.

Success, in getting the count made, despite earlier
discouragements, is announced in the following telegram,
received as we go to press:

“Editors, Radio Retailing

Glad to advise that householders will be asked
in census whether they have radio.
Jurius KLEIN,
Assistant Secretary of Commerce
Washington, D. C.”

The 1930 population census will be taken in April,
with the aid of 100,000 enumerators, working two to
three weeks. The radio facts which it discloses will
give ‘basic data on the radio audience, and on existing
“saturation” of receiving sets—facts long needed by the
whole industry.

For Value Received

S THERE any type of retailer who gives the con-

sumer more for $200 than the radio dealer? The
answer is, “No!”

For the price of a few months’ desultory entertainment
of the ordinary type the buyer of a radio set gets the
best in music, speech and drama for his home over the
many years’ service that a good radio will give. The
cost, therefore, of this splendid entertainment is ridicu-
lously low.

The seller, of course, derives, or should derive, as
great an advantage from this high value of the radio
dollar as the buyer, albeit in a different way. His job,
therefore, is to make his customer realize how much
said customer is getting when he buys a radio.

Profits In the Air

UALITY programs are in the air these days! Yet
the number of radio dealers taking fullest business
advantage of these offerings is small.

Here is the finest sales tool that any industry ever had
handed to it; still there is an actual apathy on the part of
those who should be the most interested and who can
profit most from its use.

What other inducement to buy a radio set is necessary
to the average lover of good music? And 999 families
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out of every 1,000 are “average lovers of good music.”

Every radio dealer should, therefore, stop and ask
himself the question, “What am I doing to capitalize on
these programs?”

The solution is: advertise them in every way possible—
through newspapers, direct mail circulars, window and
store displays—offer to give home demonstrations during
the time they are on the air, throw your store open to
those who desire to come in and listen. If the concert
is on a Sunday evening, give a “Sunday Evening
Musicale.”

Devote a portion of your publicity to an advance fea-
turing of the names of the artists and the time they are
to broadcast. By so doing you will be serving your
customers and inviting the interest of non-owners.

Grow Men. Develop Your Assistants!

ARE you capable of developing men so that they
too may step upon the rungs of the same ladder you
have climbed; so that they may carry on when you are
absent; so that you may win for yourself the greatest of
rewards—the steadfast loyalty of those whom you have
helped?

Or are you the kind of radio executive, boss, foreman,
engineer, or sales manager, who carefully guards the
things he learns; who gives a subordinate only enough
information to insure his own success; who is suspi-
cious of ambitious young men; who constantly thinks
of himself and how a given action will, above all, affect
him personally ?

Remember that no man, no matter how clever, how
competent, or how brilliant he is, can hope to attain the
full rewards of business success alone and without the
help of subordinates.

Quality Transmission

UALITY reception has become almost a by-word in

the radio industry. There is, however, another factor
which enters into quality reception which is not always
generally thought of. That is the difference between the
output of the various broadcasting stations.

On any receiver equal results cannot be expected from
both a 50-watt station and a 50,000-watt station. With
the multitude of stations on the air today, we naturally
find a large selection of both good and bad transmitters.
The receiver can only pick up and reproduce the energy
that is sent out. If the transmission is faithful and the
receiver a good one, then the reproduction will be faith-
ful. If the transmission is poor then the reception will
be the same.

Keep this in mind and see that your customers also
understand this situation. It may save a lot of argument
over the merits of a receiver.

Radio Retailing, January, 1930
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W hat Price Indifference?

An Editorial by Peter Sampson
President of the Radio Wholesalers Association

~CERTAIN radio distributor recently developed a

. plan which he believed would sell merchandise for
his dealers. He mailed, at his own expense, thousands
of dollars worth of material to people whose names were
furnished by various dealers. The only thing that any
dealer who wished to take advantage of this co-operation
had to do was to furnish a list of the people to whom
he already had sold radio sets.

The distributor presented the plan by letter to about
1,200 dealers. A sales force of 26 men followed up the
letter, even offering to do the actual compiling of the
lists for the dealers.

All this promotional work resulted in only 200 dealers
out of the 1,200 responding with the necessary informa-
tion and an expressed desire to accept the proffered help.

The fifth day after the mailing of the distribu-
tor’s material, one of the participating dealers
phoned to say that he already had actually made
twenty sales because of the plan, and that five
prospects had come into his store that day, all of
whom he expected to close within 24 hours.

This story sheds further light on the reasons
why so many dealers spend their time complaining
about peoor business. They lay their failures to bad
times, ta chain store competition, to any number of
causes—but never to their own ndifference.

Reviewing ‘29’s Last Quarter

The volume of general business over the coun-
try at large for October and November was 3 per
cent under that of last year. December sales,
however, have shown a gratifying come-back—
approximately equal to those of 1928.

The average volume of general business in the
country during the last quarter of 1929 will be
about 2 per cent under that of the same period last
year; which is not at all alarming considering the
severe nature of the stock market break.

Buying of radio sets received a temporary set
back during November but staged a sharp recov-
ery throughcut the holidays. From all sources,
independent dealers, department stores, radio man-
ufacturers and jobbers, we get reports of a
normal, healthy demand from the consumer public.
This December buying power may be said to equal
that of a year ago.

As we go to press, word comes from a number
of “key"” manufacturers that actual sales, for the
twelve months past, have exceeded original esti-
mates by fram 5 to 15 per cent. In these facts
there is every reason for congratulations.

Radio Retailing, January, 1930
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Demonstration vs. Trial

THE seller who couches his talk in ambiguous terms
has only himself to blame when the prospect wriggles
out of buying through holes he himself has left.

One important means of psychologically *“obligating”
the prospect to buy is the consistent use of the demon-
stration idea, rather than the trial suggestion. The cus-
tomer who takes a set into his home “on demonstration”
can be brought to the buying point more surely and
quickly—and the dealer reaps the benefits of time and
expense saved.

Demonstration implies an ultimate surety of purchase;
trial suggests possible refusal. A ‘“demonstration” can
be definitely scheduled for three days; a ‘“trial” may
last three weeks awaiting the prospect’s decision.

Put sets out “‘on demonstration,” not “on trial.”” Then
the customer knows you mean business.

I

RADIO

] s

¥ g c‘”@;ﬂt"
~

“A trade organization worthy of its name wmust be
more than a fair weather proposition. It should serve
its industry effectively during time of storm.”

H. B. RicumonD, President,

Radio Manufacturers Association,
At Briarcliff, Dec. 6, 1929.
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To Help Dealers
MERCHANDISE

BROADCASTING

Examples of pu_ﬁliciz‘y aids, prepared by radio manufacturers, to
stimulate listener interest in programs

TWENTY-FIVE of the most popular programs on the air are sponsored by
radio manufacturers. Weekly, sometimes daily, these broadcasts are reach-
ing millions, making trade names into bywords—proving to the public the walue
of radio.

The dealer who is not tying-in constantly with these manufacturer-sponsored
broadcasts is neglecting one of the greatest selling aids at his command. Sell
broadcasting—that’s what sells radio. Here’s how some of these manufacturers
are helping you do it:

The makers of Sylvania tubes provide every opportunity for their dealers to
feature the weekly chain programs of the Sylvania “Foresters.” Streamers, counter
folders, display cards, and news stickers are provided for store use, and the words

and music of the “Forester’s” signature song are mailed to listener fans.

Thomas A. Edison, Inc., supplements national advertising with streamer pro-
gram announcements and a weekly news bureau which publicizes broadcasting.

Atwater-Kent mails to every one of its retail salesmen a folder, “Highlights of
Local Programs.” All the important events of the air in each salesman’s territory
are listed—broadcasting in general is presented as a selling aid.

Stromberg-Carlson ran a prize contest among its dealers for the best sugges-
tions on merchandising broadcasting. Retailers themselves told of ways they
had found to make broadcast advertising bring customers into the store.

Temple Radio, recognizing the endless possibilities of program advertising,
plans intensive dealer co-operation along these lines for next year.

Fada encourages extensive local advertising by dealers to let the public know
that radio advertised products are for sale in lis store. A monthly dealer maga-
zine tells him how and when to do it.

The Triad Manufacturing Company aids distributors of Triad tubes to cash-in
on the popularity of the “Triadors.” Every dealer gets a facsimile of the contract
with the National Broadcasting Company, a list of the chain stations carrying the
program, and a photograph of the “Triadors” orchestra for his own use.

TRIADORS

{ON THE AR BVERY |
ERIDAY AT 8P M. ¢ 57
BLLE NETWORK OF NEC
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Higher pressure
in selling
demands a
personal control
of credits and

collections

Your

Hmza’ on the

e I ‘HE radio dealer’s job is getting harder. Competi-

tion is keener. Order getting, consequently, must
be carried on under increased pressure. More
people now must be sold.

With this situation has come the problem of the in-
creasing risks of installment selling. Buyers cannot
be so carefully selected ; they must be taken from a lower
social stratum. Credits, therefore, must receive the
closest attention.

And, in many cases, the dealer’s salesman doesn’t
care. When he gets the signed contract, he considers
his job dene. Delinquent payments, returned sets—these
details mean nothing to him as long as he gets his
commission.

But every one of these pitfalls of outside selling can
be avoided. The proper admin-
istration of credit practice will
obviate the difficulties which a
more rapid sales turnover
brings, and leave this advantage
—greater profit.

The intelligent observance of
two rules will provide that
“proper administration” for the
average dealer’s business.

Under the direct

.

finance company’s

INVESTIGATE ALL RIsSks form this operation.

First of all, take a personal
interest in every prospect. Even if you are not selling
him yourself, see that he is investigated carefully. Make
him a friend of your organization. The regular prac-
tice of finance companies in this respect is not so hyper-
critical as it may seem. All the customer’s obligations
must be known, so that the prospective creditor can judge

Radio Retadling, January, 1930

What Cost Collections?

yield” 1is 31.3 per cent.

When the dealer makes his own collec-
tions this figure falls to 17 per cent.—One
reason why the radio dealer should per-

By B. T. U'Ren

THROTTLE

whether or not he has bitten off more than he can chew.

Complete credit information is indispensable to any
sale. No amount of pressure or of speed justifies the
slighting of this important item. Hence the procedure
must be simplified and systematized so that it can be
followed conveniently and efficiently.

After the prospect is accepted as a customer, the
dealer has another job. He must acquaint the buyer
with the exact terms of the contract, and with the inter-
pretations which he, the dealer, places upon them. A
large majority of repossessions are the results of false
statements, vague promises, misunderstandings. Tell the
customer just what he is to pay, just how and when he
is to pay it, and exactly what he is going to get in réturn.
Establishing a solid mutual contact with your buyer is
the first step to sure, safe install-
ment sales. Know your man,
and make sure that he knows

collection plan the LRI e

Maxe Your Own
COLLECTIONS

The second thing to watch is
the finance company arrange-
ment. A company carrying a
dealer’s paper will offer him
two methods of collection: the
direct, under which the finance
company gets the money from the customer each month;
and the indirect, under which the dealer collects the pay-
ments as he chooses and turns the money over to the
finance company.

A simple means of discovering the better of these

(Please turn to page 63)
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for TELEVI

This new cathode ray tube, a Westinghouse
developnient, seems to bring practical
television nearer.

ELEVISION which can be viewed by

a roomiul of spectators rather than
by one or two was announced recently by
Dr. Viadimir Zworykin, research engineer
of the Westinghouse Electric and Manu-
facturing Company. The use of a cathode
ray tube as a receiver gives this new type
of television many advantages over the
well known scanning disc method of visual
broadcasting.

The inventor, shown above, is already in
position to discuss the practical possibility
of flashing the images on a motion picture
screen so that large audiences can receive
television broadcasts of important events
immediately after a film of these is printed.
These visual broadcasts would be synchro-
nized with sound.

No MoviNnGg ParTs

The cathode ray television receiver has
no moving parts, making it more easily
usable by the rank and file of the radio
audience. It is quiet in operation and syn-
chronization of transmitter and receiver
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is accomplished easily, even when using a
single radio channel.

Another advantage is that, using a fluor-
escent screen, the persistence of the eye's
vision is aided and it is possible to reduce
the number of pictures shown each second
without noticeable flickering. This in turn
allows a greater number of scanning lines
and results in the picture being produced
in greater detail without increasing the
width of the radio channel.

The apparatus described by Dr. Zwory-
l\m is now being used in experimental form
in the Westinghouse research laboratories
in East Pittsburgh. A number of similar
receivers are being constructed in order to
give the set a thorough field test through
station KDKA, Pittsburgh, which already
is operating a daily television broadcast
schedule with the scanning disc type of
transmission.

Four BY Five Ixcn PIlcTure

The pictures formed by the cathode ray
receiver are four in. by five in. in size. They

wwWwW americanradiohistory com
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can be made larger or brighter by increas-
ing the voltage used in the receiver.

The transmitter of this new television
apparatus consists of a motion picture pro-
jector rebuilt so that the film to be broad-
cast passes downward at a constant speed
This film is scanned horlzontally by a tiny
beam of light which after passing through
the filn is focussed as a stationary spot on
a photo-electric cell. The scanning motion
of the beam is produced by a vibrating
mirror which deflects the light from one
side of the film to the other.

DeveELorED NEw CATHODE Ray

Dr. Zworykin was forced to develop an
entirely new type of cathode ray tube for
his receiving apparatus which he calls a
“kinescope.” In this tube a pencil of elec-
trons is bombarding a screen of fluorescent
material. The pencil follows the move-
ment of the scanning light beam in the
transmitter while its intensity is regulated
by the strength of the impulses received
from the transmitter. The movement of
the scanning beam, consequently of the
cathode ray pencil are so rapld that the eye
receives a perfect impression of a continu-
ous miniature motion picture.

A reflecting mirror mounted on the re-
ceiver permits the picture to be observed
by a number of spectators.

Easy To OPERATE

This condensed description of the meth-
ods used by Dr. Zworykin to effect tele-
vision transmission can give only an idea
of the possibilities of the new system. To
the radio public it means. when perfected,
a means of television which will be simple
to operate because it has no scanning disc
or other moving mechanical part. The re-
ceiver will operate in silence, offering no
interference to sound broadcasts.

To the radio engineer the invention is
important for the same reasons and because
it will not be wasteful of radio wave bands.
This because the transmitter and receiver
can be synchronized using but one channel.

The name of Dr. Zworykin is not new to
the radio public. A short time ago he was
brought into the limelight in connection
with his facsimile transmitting device for
telegraphing photographs, letters, drawings
and documents.

Radio Retailing, January, 1930



Using a 245 In Radiola 41

Greater power output and a higher de-
gree of fidelity may be obtained from the
Radiola 41 by substituting the new 245
power tube for the 210 tube.

The only circuit change is the addition
of a resistance in series with the 7.5 volt
winding to reduce the filament voltage to
2.5 volts.

The changes
below in steps:

1. Fasten an Electrad 3 ohm B resistor

necessary are indicated

Electrad truvolt
Type B-003

Yellow lead

:
>

| 5
(o)

Showing the proper connections

to the edge of the base board directly above
the power pack.

2. Disconnect one of the yellow filament
leads from the power pack.

3. Connect this lead to one terminal of
the 3 ohm resistor. The remaining resistor
terminal connects to the binding post on
the power pack to which the yellow lead
was previously connected.

Short Life of Tubes

Complaints have reached Sylvania tube
engineers regarding short life of 227 and
224 tubes in Brunswick and Bremer-Tully
receivers.  Extensive investigation has
proven that in most cases where this has
occurred a voltage regulator type 105 or
type 110 has been employed and the heater
voltage has usually been higher than 2.6
volts, and thus shortened tube life. The
Brunswick Company is now recommending
a type 98 voltage regulator. The same
applies to the Bremer-Tulley receiver.
Replace the present voltage regulators with
type 98 and tube difficulties will end.

A Few Notes on the Kylectron

The United Reproducers Corporation’s
“Kylectron” speaker is a condenser type
reproducer. The rigid aluminum back
plate is ribbed and perforated. Over it,
resting on the ribs, is laid a rubber-like
material called “Kylite,” which is a dielec-
tric of great flexibility. On the outer side
of the “Kylite” a thin and very flexible
conducting coating of beaten aluminum leaf
is cemented with a latex cement. The
“Kylite” with this conducting coating is
the diaphragm. The ribs of the rigid
plate are % in. apart and between these
ridges the plate is concave toward the
“Kylite” so that it is supported by the ribs
and is free to move back towards the con-
cave surface 12/1000 of an inch.

The entire diaphragm thus acts as if it
were a multiplicity of smaller diaphragms
vibrating in unison. The usual installa-
tion consists of six sections, although in
large halls, as many as 96 sections have
been used.

Sensitivity is proportional to the bias
voltage squared until the diaphragm is too
strongly attracted. Tone quality is de-
pendent upon the bias voltage and, in the
event of trouble, the rectifier tube should
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be tested. Permanent polarization is a
possibility and in this case the speaker
should be discharged, the same as you
would discharge a condenser, and the leads
reversed.

In handling the “Kylectron” precau-
tions must be taken to avoid denting the
back plate. Grease and oil, as well as sun-
light, must be kept away from the “Kylite”
and only resin flux should be used. The
contact screws of the “Kylectron” should
never be tightened, but in cases where it
is suspected that these have become loose,
the section of the speaker should be re-
placed. Always, in working on a “Kylec-
tron,” be sure that you have discharged
the speaker before attempting to handle
same.

Curved Diaphragms Improve
Dynamic Tone Quality

There is a marked trend towards the
curved or parabolic type of diaphragm,
instead of the straight-sided or cone dia-
phragm, in this season’s dynamic speakers.
The widespread acceptance of the fabric
or burtex diaphragm, in place of the former
paper cone, has made possible a wider
choice of sizes and shapes than could ever
be obtained with paper.

The curved sides of a parabolic dia-
phragm make for remarkable tonal quality,
according to Clifford E. Stevens, chief
engineer of the Stevens Manufacturing
Corporation of Newark, N. J. This com-
pany, which has developed the new dia-
phragm design, reports a brisk business in
parabolic diaphragms, as the loudspeaker
manufacturers are coming to appreciate the
advantages of this type. It appears that
the weaving and buckling of the usual paper
cone, which causes paper noises and other
forms of distortion, are entirely eliminated
in the parabolic fabric cone, while many of
the delicate overtones usually lost in paper
cones, are faithiully reproduced in the new
type of cone.

HiNTS from HANK

‘I'he service man is getting more impor-
tant all the time. But don’t let it go to
your head.

k% *

Don’t be a plumber, take your tools with

you the first time.
EIE Y L

Many men remain stationary all their
lives because they are afraid of starting
off on the wrong foot.

* O+ *

Not all's static that clicks

up the oil burner motor these days.
* % %

Don't try to explain to the customer why

his set doesn’t work, it's a waste of time
sometimes for both.
*x Xk *

check

Keep tabs on the salesmen their
overselling of the ability of the set may
cause you unnecessary service explanations.

x ok k

Show the customer how sweet the tone
of the set is after it has been repaired
. not how loud it will play.

x x ok

Don't be tou free with advice on a
call remember you are being paid
to fix the set—mnot to replace it with con-

versation,
£ % ok

In the average suburban home you will
find that with the modern screen-grid set
an inside antenna, if kept away from all
metal, will give as good average results
as an outside antenna. And it's a lot
easier and quicker to put up.

x ok k

And, before we sign off, be sure and
look for this column next month. We will
try and make it better as we go along.
If you have any remarks to make, send 'em
in. If they are not too awful we will pub-
lish them with your initials.
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The Reason for Increased Volume in Today’s Sets
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This interesting chart comes from George Lewis, vice president, Arcturus Radio

Tube Corporation,

It shows the increase in volume made possible in present day

sets over the old types through the development of better tubes.
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New
Products

T s
im. | i

Jor

h"'" This editorial section is prepared purely as a news service, to

keep readers of “Radio Retailing” informed of new products.

New Console Cabinet

New Philco Line

ITH the announcement of a

new chassis and a new cab-
inet, the Philadelphia Storage
Battery Co., Philadelphia, Pa.,
has placed on the market its
1930 line.

Model 76 is a screen-grid
chassis using three 224 tubes, one
227, two 245’s and a 280 recti-
fier, It has four tuned circuits
including a double tuned input
circuit. The ‘“balanced unit"
construction is used. This chassis
will be available in the new
cabinet as well as in the four
console cabinets made by Plilco.
The intended retail prices are:

new console cabinet (illus-
trated), $112; table model, $67;
lowboy, $119.50; lnghboy,

$139.50; highboy ‘de luxe, $1956.

The console cabinet brought
out at this time has matched
butt walnut side panels and a
bird’s-eye maple center panel
with walnut veneer sides and
top. The speaker is mounted
in the floor of the cabinet, point-
ing downward, giving 'indirect
sound radiation.” The dimen-
sions are height, 35 in., width,
13 in., length, 26 in.

Model 95 ‘screen-grid plus”
chassis, recently brought out, is
also being featured as a part of
the new line. The intended
retail prices of the various mod-
els with this chassis, are: tabhle
model, $97: lowboy, $149.50;
highboy, $169.50: and highboy
de luxe, $225. It is not avail-
able in the new console.—Radio
Retailing, January, 1930.

Model 595

Victoreen Sets

IHE “Circumnavigator” is a
T T T LIS o o L

ceiver with dynamic speaker
made by the Victoreen Radio
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Co., 2825 Chester Ave., Cleve-
land, Ohio. The chassis comesy
in two parts: the receiver and
the amplifier, each contained in
a cast aluminum case. The tubes
used are: eight 227's, two 281’s,
two 874 voltage regulators, one
201A and a 250 in the output.

Model 345 is known as the
Artist Grande. The cabinet ix
Gothic in design and made of
solid walnut, hand carved, with
hand-rubbed finish. The intended
retail price is $345.

Model 395 is housed in the il-
lustrated Louis XVI period high-
boy cabinet of walnut with curly
maple overlays and inlaid wood
carvings. The quarter type
doors are finished on both sides.
Intended retail price, $395.

Model 595, the illustrated com-
bination, comes in an Eliza-
bethan cabinet of antiqued oalk,
hand carved. The intended re-
tail price, complete with electric
motor and pick-up, is $595. In
a walnut cabinet, $645.—FRadio
Retailing., January, 1930,

Model 395

Victor Combination

HOUSED in a highboy cabinet.
the latest addition to the
line of the Radio-Victor Cor-
poration of America, Victor
Division, Camden, N. J., recently
appealed on the market. The
regular Victor radio is used in
combination with the Electroia
and the model is known as
Victor-Radio-Electrola RE-75.

The cabinet employs special
oriental walnut as well as Ameri-
can walnut matched veneers. Its
door panels are in bas-relief
and the speaker covering is of
Bengalese damask, harmonizing
with the cabinet. Leathered-
backed record albums are also
\upplled The intended retail
price is $375.—Radio Retailing.
January, 1830,

New Stewart-Warner
Set

HE Stewart-Warner Corpora-

tion, Diversey Blvd., Chicago,
11l.,, has added a Tudor period
console to its line of 8-tube
screen-grid sets. The cabinet
is surfaced with grained walnut
ornamented by molded carvings
and beaded edging. It is fin-
ished in a dull lacquer and
measures 35 in. x 24 in. x 123 in.
Phonograph connections are pro-
vided as well as a built-in aerial
and an air-cooled transformer.
The intended retail price for
a.c. is $131.50; for d.c., $139.—
Radio Retailing, January, 1930.

Automatic
Phonograph

for Homes

IT 1S now possible to have con-
tinuous and automatic repro-
duction of phonograph records
in the home with models 31 and
32 of the automatic phonograph
Just placed on the market by the
Capehart Corporation 't
Wavne, Ind. 'These instruments
will play a four hour program
(28 records on both sides) with-
out repetition or attention. Ot
course, single selections may be
played, also. In addition to the
regular speaker which is built
in, auxiliary speakers may be
placed in other parts of the
house

Model 31, illustrated, has an
intended retail price of $1,250

Model 32 is housed in a wal
nut cabinet with a much of the

reltzllllllI “i)rlcl‘e ...1". $1":)0 —Rudm
Retailing. January, 1930.

Zenith “60” Series

TH}.u Zenith Radio Corporation,
3620 Iron St., Chicago, has
announced six console models in
its new ‘60 line,” incorporating
the new Zenith “60” nine-tube
screen-grid chassis featuring
double push-pull audio amplifi-
cation. A super-sized ‘‘Syntonic-
dynamic” speaker used.

Model 60, called the ‘“Super
Midget,” is designed to fill a
demand for a small receiver in a
walnut cabinet. It will fit along-
side of a chair or in some nook
or corner of the modern kitchen-
ette apartment. It is approx-
imately 28% in. high, 19% in.
wide and 15% in. deep, weighing
only 75 pounds. The Zenith
automatic tuning device is not
included. Intended retail price,
F145.

Model 60 Super Midget

Model 61, a lowboy console of
early American design, is made
of selected matched butt walnut
veneers with an overlay of Eng-
lish satin-oak. This model does
not have the automatic tuning
device. Price, $155.

Model 62 is housed in a cab-
inet created to blend harmoni-
ously with practically any home
interior. It is priced at $183
with automatic tuner.

Model 64 has a concealed
built-in  loop antenna. This
model in a Charles II period
cabinet of the semi-highboy
type, is listed at $370, with auto-
matic_tuner.

Model 67, also a loop operated
set, comes in a modern Italian
Renaissance period cabinet of
walnut. It is priced at $495,
with automatic tuner.

Model 563, completing the “60"
line, is a d.c. receiver. A spe-
cially designed circuit employing
11 tubes is used. The highboy
cabinet is of early English de-
sign. The price i
Retailing, January, 1930,

Model 61

Radio Retailing, January. 1930
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ealers to SELL A

All announcements appearing on these pages are published
without advertising considcrations of anv kind whatsoever.

The “Ravenswood”

Hammond Electric

Clocks

AN electric clock for practi-
cally every need is included
in the line offered by the Ham-
mond Clock Co., 4115 Ravens-
wood Ave., Chicago. Ili. . These
clocks can be used on alternat-
ing current only.

Nlustrated iz the *“Ravens-
wood"” in a bakelite cass finished
in mahogany brown. The height
is 7 in. Its intended retail price
is $9.75.

The ‘Colonial”’ model comes
in a square solid walnut case,
6 in. high by 5 in. wid=. DI’rice,
$14.50.

The “Junior” wall model is
round and comes in a 1metal
case, finished in a choice of five
colors to harmonize with the
color scheme of the room. Price,
$14.50.

The *“Cambridge’” is in the
popular tambour style. This
model, like all other Hammond
clocks, has the sweep-second
hand and the flasher disc which
shows the clock is runming. It
is 9 in, high and 20 in. wide
and the case is walnut. Price,
$32.50.

The “Gothic” is, as its name
implies, Gothic in design. It is
12 in. high. Price, $24.50.

Two other wall clocks are
available, a round 10 in. model
and a square 18 in, x 18 in.
model. The prices, respectively,
are $22.50 and $30. — Radio
Retailing, January, 1930.

The “Colonial®

Radio Model
“Expando”

HE prices of the radio model
LR “Expando” traveling sales

room described in the December
issue, are as follows: Chevrolet,
$4,245; Dodge, $5,084.50; and
Reo, $5,099. These prices include
radio equipment, Expando bady,
chassis and cab, and chassis
equipment. An aerial is installed
in the top and an electric plant
is furnished to supply both a.c.
and d.c. The radio model is 26
in. longer and 9 in. higher than
the regular model.

This body is made by the
Expando Co., 105 West Adams
Street, Chicago, Illinois.—Radio
Retailing, January, 1530.

New Fleron Devices

AN AERIAL eliminator, the
“Extenna’”, to operate in
counection with the rudio set 1s
one of the four new devices of-
fered by Al M. Fleron & Son,
Inc.,, Trenton, N. J. Two cir-
cuits are furnirhed =o that the
user may employ the one which
gives the best results. The set
is plugged into the Extenna and
the plug from the Extenna is
placed in the light socket. Tt
comes in a mottled brown bake-
lite case (7 in. long x 2§ in.
wide) and may be mounted on
the baseboard or screwed under-

neath the set. The interded re-
tail price, complete with plug
and 8-ft. cord, is $7.50.

The ‘“Home Guard” lightning
arrester, shown at the extreme
left, is of the mineral gap tvpe.
Tt retails at H0c. The *“Senti-
nel” lightning arrester, with
$100 protection bond, is alsc of
the mineral gap type. The price
is .
The handy tap, shown in front
of the “Extenna’, is made to
connect the aerial and ground
wires from the set to the aerial
and ground lead-in wires. The
prongs are placed at right
angles to simplify connecting.
Price, 50c¢c. — Radio Retailing,
January, 1830.

Bremer-Tully Screen-

Grid Sets

WO eight-tube screen-grid

sets in the same style cab-
inets which house the previous
models 81 and 82 now supple-
ment the line of the Bremer-
Tully Mfg. Co., 656 Washington
Blvd,, Chicago, Ill.

The tubes used are: three
224’s in the r.f. amplifier, one
224 as power detector, one 227
as the first a.f. amplifier tube.
two 245’s in push-pull, a 280
rectifler and one Duresite 110
voltage regulator tube, The
dynamic speaker has a 10-in.
zone,

Model S-81, the de luxe open
console, 48 in. high. has an
intended retail price of $134.

Model S-82, with French doors
of burl walnut and maple over-
lays (51 in. high) is $159.—
Radio Retailing, January, 1930.

Radio Retailing, January, 1930

Sea Horse Motor

Outboard Motors

and Boats

WING to the great popularity

outboard motors and boats
nave attained during the laxt
few years or so and with this
type of water craft becoming
more and more in demand, it
makes a splendid spring and
summer addition to the radio
dealer's stock.

The Johnson Motor Company,
4595 Pershing Road, Waukegan,
I11.,, has just announced its new
line of outboard motors and
boats. Complementing the 1929
line of motors are two new
models, the '“Sea Horse 4” and
the ““Sea Horse 12,” both incor-
porating the new alternate fir-
ing twin, a successful twin-

“Knockabout” Outboard

cylinder motor in which the cyl-
inders fire alternately rather
than simultaneously, thereby
producing two impulses per
revolution instead of one.

Another improvement in the
new line makes possible full
pivot steering with underwater
exhaust. Release charger for
easy starting, no moving parts,
detachable aluminum cylinder
heads and automobile type car-
buretor are some of the features
of these motors,

The other models are: Sea
Horse Single, a three port type
motor weighing only 27 1b.:
Model 3, Class A twin cylinder
motor (38 1b.); Model 10, a
Class B motor, for boats of
medium size; Model 16, the fast-
est Class B motor; and Model
32, a 4-cylinder Class D motor,
developing 32 hp.

A complete selection of boats
of ‘“‘Sealite’” waterproof construc-
tion is also available. The illus-
trated ‘““Knockabout” retails at
$135, with Sea Horse 3, 4. 10
or 12. The prices on other
models range from $125 to
$1,065.—Radio Retailing, Janu-
ary, 1930.

Acme Set & Chassis

N eight-tube, screen-grid
chassis has heen brought out

www americanradiohistorv com

by the Acme Electric & Manufac-
turing Co., 1444 Hamilton Ave.,
Cleveland, Ohio. The tubes used
are three 224's, two 227's, two
2455 in push-pull and a 280 rec-
tifier.

A huilt-in antenna, Mershon
condensers, a phonograph pick-up,
which operates when the dial is
turned below zero, and provision
for television, are some of the
features. The over-all dim n-
sions are 21 in. long x 11 in.
wide x 71 in. high. The weight
is 25 1b. Price, $77.

This chassis in the illustrated
walnut console with burl panels
is $135. It may be had in other
styles of cabinet also.—Radio
Retailing, January, 1930.

Amrad “Minuet”’ Set

NEW radio receiver, to be

known as the “Minuet,” has
been added to the Bel Canto
series of the Amrad Corpora-
tion, Medford Hillside, Mass. It
uses eight tubes, including three
224’s and 245’s in push-pull; a
Mershon condenser and has a 9
in, speaker mounted on a batfle
board. The cabinet is walnut
and lacewood. The intended
retail price is $158.—Radio Re-
tailing, January, 1930,

Combined Qutlet and

Socket Antenna

HE  “Plugairial,” a light

socket antenna with two out-
lets, one to take care of the set,
lamp or dynamic speaker, has
been placed on the market by the
Consolidated Wire and Associ-
ated Corporations, Green and
Congress Streets. Chicago, Tl
The intended retail price is 8%5c.
—Radio Retailing, January, 1930.
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RMA Fighls Time

Other News Events

JANUARY 1, 1930

Manufacturers Co-operate to Iron Out Present Perplexities—
R.C.A. Radiotron Co. Inc., Organized—Rosy Outlook
for Broadcasting—Eckhardt-Earl Hook-Up

By Detector

= ECEMBER news developments, viewed through De-

tector's glass, have heen most significant.
they have heen of an encouragingly constructive nature.
The Radio Manufacturers Association, for example, is
tackling today’s problems in vigorous style.
interest-holding broadcast programs are developing daily.

In the main

New and

And the outlook for husiness is bright.
On the other hand the various groups of patent holders are organizing

and girding their collective loins for
future battles in the Courts—rather
than settling things through methods
of co-operation and conciliation. An-
other disquieting element is the finan-
cial weakness of a number of well-
known concerns, as disclosed by recent
receivership actions.

Now for the details:

Efforts are being made by the Radio
Manufacturers Association, through the
Washington industrial conferences and
otherwise, to prevent undue restriction of
credits for radio time paper. Certain
financial interests handling this kind of
paper have restricted discounts recently,

thus placing an additional burden on the
merchandising of radio products.

Initial results have been secured through
Julius Barnes, Chairman of the United
States Chamber of Commerce. Mr. Barnes
was advised by telegram that such action, at
this time, by the finance companies would
increase unemployment and curtail retail
sales. He responded by notifving the in-
dustrial leaders and referring the situation
to a working committee.

The Manufacturers Meet
At Briarcliff

Meeting at Briarcliff Lodge, N. Y., on
Dec. 6, coincident with the Board of
Directors of RMA, a large group of
radio set manufacturers heard President

Richmond explain the need for closer con-
trol of production. Steps to accomplish
this objective, through a monthly com-
pilation of output statistics, were taken.

Supplementing his general remarks at
Briarcliff, President Richmond, on Dec. 23,
forecast a healthy radio industry in 1930.
This opinion was based on the favorable
broadcasting developments as well as tech-
nical improvements in receiver construction
and a live consumer market. “Real im-
provement in the ratio of advertising to en-
tertainment content in programs, and more
than one set in the home, is coming.”

A total of 85000 square feet of space
will be available to exhibitors at the 1930
RMA Trade Show—June, Atlantic City,
N. J.—declared J. B. Hawley, chairman of
the Show Committee, at Briarcliff.

R. C. A. Radiotron Co.
Organized

Through the formation, Dec. 21, of the
R. C. A. Radiotron Company, the Radio
Corporation of America has added a
seventh child to its growing family. This
latest move will consolidate the radio tube
manufacturing, engineering, selling and re-
search facilities of Radio Corp.. the Gen-
eral Electric Company and the Westing-
house Electric & Manufacturing Co. The
president of the new concern will be T. W.
Frech, now a vice-president of the Gen-
eral Electric Company.

This move is in line with a basic
plan whereby all home entertainment
activities will be conducted by subsidiaries
of the Radio Corporation of America. The
R. C. A.-Victor set-up is a similar step.

Briarcliff Lodge Host to RMA Directors—and Others

Set manufacturers,

thig panoramic.
Frost, Utah; B. G. Erskine,
Sparks-Withington; J. I.. Ray,
R.

Roi Williams, Majestic;
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members of the R.M.A. Board,
trade press editors, in session, Dec. 6-7, at Scarsdale, N.
to discuss corrective measures for radio industry.

About thirty per cent of those attending failed to get in

The less modest ‘“left to righters” are: H. H.
Sylvania ;
Radio-Victor;
Samson; R. H. Langley, Crosley; A. L. Walsh, Edison; l.e
T. Pierson,

and

Y., Carbon; H. .

liffe,

William Sparks,
C. C. Colby,

Bremer-Tully : ILee

www americanradiohietorv com

Robinson. Talking Machine World; George Furness, National
Richmond, General Radio:
Radio-Victor; Frank D. Scott, Legislative Council; Ray Sut-
Radio Retailing ;
Vice-President ; Nathan P. Bloom, Adler; Colin B. Kennedy,
Kennedy ; Morris Metcalf, American Bosch; O. H. Caldwell,
Tiadio Retailing: John W, Van Allen, Legal Counsel; William
Alley, Merchandizing Manager, R.M.A.; F. G. Carson, Colo-
nial; and A. G. Messick, U. 8. Radio and Television.

E. A, Nicholas,

Bond P. Geddes, R.M.A. Executive

Radio Retailing, January, 1930
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Paper Restrictions

Tersely Presented

NEW YORK, N. Y.

Broadcasting Developments

Here’s the latest from the broadcasting
firing line:

All the major sporting events will go
on the air this year. That's the report of
B. G. Erskine, chairman of the Broad-
casting Committee, RMA, following a
series of conferences with the top officials
of the two great broadcasting chains and
with the leading sports promoters.

The Federal Radio Commission will be
continued, and it will get a chief engineer
and two assistants. ‘“While many channels
are still overloaded the Commission gradu-
ally has been reducing the number of sta-
tions. QOn March, 1927, there were 732,
today there are 584, the Commissioners
reported to Congress.

Chain broadcasting, ordered restricted
about a year ago, may continue with gov-
ernment approval, these same gentlemen
announced on Dec. 20, “as it would not be
in the public interest to rule against this
system.”

And did you hear those vivid European ex-
changes? International broadcasting passed
with colars flying on Christmas Day. The
second program, from Berlin, almost de-
ceived Detector into thinking it was a local
station, such was its clarity and signal
strength.  “What hath God wrought?” and
into what further thrilling fields will we

be led? “For the love of Mike” get busy
and SELL this development to your
prospects.

Radio and music became more closely
allied when, on Dec. 4, two leading music
publishers, Carl Fischer, Inc, and Leo
Feist, Inc., joined forces with the National
Broadcasting Company. The new concern
will e known as the Radio Music Com-
pany—‘“to enhance and improve the whole
trend of American music and put
jazz in the background,” declares its new
president, E. C. Mills.

And for my final broadcast about broad-
casting, [ note that the balance sheet of
this industry, which for the past nine vears
has shown big blobs of red ink, is taking
on a darker complexion. Although it still
is far from being a lucrative proposition,
first information of any sort from a gov-
ernment source states that of 340 repre-
sentative stations, 168 realized a profit over
a recent twelve-month period.

Eckhardt-Earl Hook-up

Contracts have heen signed between the
receivers for the Earl Radio Corporation
and Walter L. Eckhardt Associates, Inc,
providing for the acquisition, by the latter
concern, of approximately 40,000 Earl and
Freed radio receivers. In effect, this ar-
rangement places in the hands of this new
syndicate the sales management responsi-
bility of the Earl Radio Corporation.

Walter Eckhardt will he remcmbered as

Radio Retailing, January, 1930

one of Philadelphia’s earliest radio indus-
try pioneers. For several years he has
been living in business retirement.

On petition of creditors, equity receivers
were appointed two weeks ago for the
United Reproducer Corporation, manufac-
turers of radio sets, Kylectron speakers
and chicken incubators. Lester Noble,
president of the radio division, was one of
the men named to conduct the affairs of
this concern. The company in question
listed its assets at $6,697,000 and liabilities
of $4,296,000. It is confidently expected
that, with the protection of the court, a
speedy and satisfactory solution of its tem-
porary difficulties will be found.

Grebe Goes Auto-Minded

Bishop, McCormick and Bishop, dis-
tributors for Dodge automobiles in the
New York territory, also will act as
Metropolitan distributor for A. H. Grebe
and Co. Somes time ago this automobile

RADIOTYPES

H. E. CAPEHART

They say that Homer Capehart
made his first selling scoop when he
was selling milking machines: the

3 prospect, who owned one cow, one bull,
and no money, sold the cow to obtain
the down payment on the milking
machine. Now Homer writes books
to tell how he did it, and through a s
haze of aromatic smoke from little
crooked cigars, he dictates {everish
telegrams announcing, “Capehart Cor-
poration breaks ground for new addi-
tion to double floor space.” Horatio
Alger missed a good plot in the story
of Capechart’s development of his
automatic phonograph industry from
n~thing to $1,500,000 in 20 months.

R e
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firm introduced the Transitone radio sys-
tem for Dodge cars. The Grebe deal, it is
understood, will be confined, however, to
the sale of sets for home use only.

“The radio business scems to be an ideal
one for the automobile dealer to adopt if
he should decide to have more than one
iron in the fire,” states C. M. Bishop. “The
best business in radio is done at a time
when motor car sales are at their lowest
level of the year.”

“This distribution policy may, or may
not, be extended to other sections of the
country,” Detector was told by Mr. Grebe.
“It depends upon future developments.
Present jobber relationships, within the
radio industry, will be protected in either
event.”

Clause Nine Again

Like Banquo’s ghost, Clause Nine will
not down. December 23, Judge Hugh M.
Morris, in the United States District
Court, handed down a final decree grant-
ing a permanent injunction restraining de-
fendants from using the “contract clause”
among licensed manufacturers of radio
sets. This decision was in the case of the
De Forest Company, et al, against R. C. A.
Judge Morris then granted the request for
i appeal by the defendants to the Third
Circuit Court of Appeals. The other
plaintiffs are: the Northern Manufacturing
Company., United Radio and Electric Cor-
poration, Televocal Corporation and Harry
Chirelstein, doing business in the name of
the Sonatron Tube Corpo-ation.

Files “Unfair Cempetition”
Complaint

Articles and advertisements printed in
leading magazines and newspapers by the
Radio Corporation of America were made
the subject of two complaints of unfair
competition, filed with the Federal Trade
Commission the forepart of December by
the Radio Protective Association. This
'atter organization of independent radio
manufacturers takes exception to the state-
ments, which appeared in these publications,
implying that Radio Corp. “was founded

at the request of the United States
Government.”

*® ok ¥
The Pacific Radio Trades Association

has voted to discontinue its 1930 public
show. Instead, our California friends plan
to hold a trade show about three weeks
after the termination of the big blow-
out at Atlantic City “If this be
treason, make the most of it!”

* ok k

And in conclusion of a busy month, we
wonder—

What the program directors would do if
there had been no Victor Herbert?




Cleveland Convention to Make Exhaustive Survey
of Problems Confronting Radio Industry

N.F.R.A. with RW.A. Will “Get Down to Facts” of Retailer’s and
Wholesaler’s Troubles at Fourth Annual Convention

Coming at a time when the settle-
ment of many marketing conditions
in the radio industry is vital, the
fourth annual convention of the Na-
tional Federation of Radio
Associations and the
Radio Wholesalers Asso-
ciation will be held at the
Hotel Statler, Cleveland,
Feb. 10 and 11.

An invitation to sit in on
the findings of the various
committees of the co-operating
associations has been extended
to every individual dealer,
wholesaler, manufacturer and
broadcaster in the industry,
and to representatives of state
and territorial radio trade as-
sociations.

Rounp TaBLE Discussions

Prominent leaders of all
branches of the industry will
be present. Previous prepara-
tion will provide definite facts
as material for thorough in-
formal discussion by retailers
and wholesalers of problems
confronting their respective
groups. The retailer’s cost of
doing business, cost accounting
systems, finance plans, sales
campaigns, and many other
items are planned for mutual
investigation under the super-
vision of Henry M. Steussy of
Milwaukee, chairman of the
retailer group.

JoBBER CoMMITTEE REPORTS

The day preceding the con-
vention will be devoted to
committee and board meetings

in order that the convention may be started
in the business-like manner which it is to
assume,.

The Radio Wholesalers Association will
hear the final findings of committees on

See You Here, Feb. 10!
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The Hotel Statler, at Euclid Ave. and East 12th St, Cleveland,
headquarters for radio men at the N.F.R.A. Convention

classification and marketing of accessories,
tube handling, and set merchandising. The
Traffic Committee, which recently helped
to secure the million-dollar-yearly freight
rate reductions, and the Vigilance Com-
mittee will also have results
to lay before the convention
at this time.

Monday evening, Feb. 10,
will be devoted to a banquet,
with short speeches and enter-
tainment following. Tuesday
evening the annual dinner and
entertainment will be held;
The Ohio Radio Trade Asso-
ciation, official host to the
coming convention, is making
elaborate plans for the enter-
tainment of its guests during
this period.

“Down 1o Facrs” ProGraAM

The N.F.R.A, by a volume
of preliminary work and a
definite outline of problems to
be attacked, has guaranteed
against a convention of over-
general activities and inconclu-
sive results. Representatives
of over 10,000 dealers and
wholesalers will be supplied
with actual facts and distinct
alternatives as a basis for
action.

Interest in the convention is
high, and a large attendance is
expected. Michael Ert, presi-
dent of N.F.R.A., and Peter
Sampson, heading the RW.A.,
both report an early and en-
thusiastic response to the gen-
eral invitation. The strictly
business nature of the gather-
ing will attract the busiest of
executives, and the broadness
of its scope gives it a real
value to the smallest retailer.

Broadcasters Association
Holds Annual Convention

The annual convention of the National
Association of Broadcasters was held re-
cently at West Baden, Ind. Discussions
were held and resolutions passed on various
phases of commercial broadcasting, under
the headings of ethics, uniform accounting
costs, and exchange and legislation. Will-
iam S. Hedges was re-elected president;
Edwin Spence of WPG, Atlantic City was
elected vice-president and O. D. Fisher of
KOMO, Seattle, vice-president. A. J. Mc-
Cosker of WOR, Newark, was re-elected
treasurer.

Music Ass'n Membership Increasing

The membership promotion committee of
the National Association of Music Mer-
chants has been securing excellent results
in its effort to swell the enrollment of the
organization.

Special stress has been laid upon the fact
that the merchandising ideas which are be-
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ing disseminated monthly in the bulletins
issued from the executive office are worth
many times the membership dues per year.
These merchandising ideas are generously
contributed by members of the association
who have made use of them successfully in
the conduct of their own establishments.

R. S. M. A. Plans Expansion

The Radio Service Managers’ Associa-
tion, from its new offices at 324 West 42nd
St., New York City, has issued an invita-
tion to service men in all parts of the coun-
try to affiliate with the national association.

This invitation follows a general resolu-
tion passed by the board of directors pro-
viding for the expansion of the R. S. M. A.

Certain steps have already been taken, it
was announced by Grover C. Kirchhof.
executive secretary. One of these was the
removal of the executive offices to the pres-
ent location: another was the recent pub-
lication of “The Radio Service Man” for
regular member distribution.

Mr. Kirchhof reports a steady influx of
inquiries and applications.
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Audio Research Foundation
Formed by Manufacturers

The Audio Research Foundation, with
headquarters at Chicago and offices at
Washington, has been formed by leading
manufacturers in the amplification field of
the radio industry. It proposes to bring
about co-operation among these manufac-
turers for the purpose of a comprehen-
sive investigation of the art of radio re-
production as well as of the legal aspects
of the field. The work will be in the
hands of experts of national reputation.

Among the sponsors of the movement is
Cy Colby, former president of the Radio
Manufacturers Association. John R. How-
ell, of Chicago, is executive secretary. His
office will be at 134 LaSalle St., Chicago.

THE RADIO TRADES ASSOCIATION OF
Canapa, Vancouver Branch, elected J.
Hart of the Radiophone Company of
Canada, president at its annual meeting.
It was decided to change the name of the
association to the Radio and Music Trades
Association of British Columbia.

Radio Retailing, January, 1930



Radios for Radio

Seventeen hundred miles off the Atlantic
Coast, Purser J. G. Summit, of the Levia-
than, lifted a telephone receiver off its hook,
called Vanderbilt 8700, New York, and as
casually as #f he were 'phoning the corner
electrical shap, ordered a new set of tubes
for his radio set.

This message is believed to be the first
order for radio merchandise ever telephoned
from ship to shore.

Here is Harry S. Schott, general sales
manager, National Carbon Company, and
Fred Williams, manager, Eveready Ray-
theon Tube Division of this same concern,
on the receiving end of this unique call.

Henry H. FavGLkNER, formerly produc-
tion engineer for the Precision Products
Radio Company, has been appointed gen-
eral manager of Nathaniel Baldwin, Inc.,
Salt Lake City, it is announced.

LeRoi Williams to Handle
Patents for Majestic

Recognizing the increasing importance of
patents in the radio industry, the Grigsby-
Grunow Company announces the appoint-
ment of LeRoi J. Williams as Director of
Patents.

This appointment brings to Majestic an
executive successful with several leading
automobile, electrical and radio companies,
and a nationally known expert in radio
patents.

Mr. Williams has been prominently iden-
tified for several years with the important
patent activities of the radio industry.
Prior to his work as patent counsel of the
Raytheon Manufacturing Company, he
acted in a similar capacity for the General
Electric Company, Westinghouse Electric
and Manufacturing Company, Radio Cor-
poration, and associated companies.

Under his leadership, as chairman of
the patents committee of the Radio Manu-
facturers Association, a plan for the cross-
licensing of patents among members of the
industry for the purpose of avoiding liti-
gation, substantially along the lines of the
successful automobile cross-licensing plan,
has been worked out and is now being
presented to the members of the industry.

King George Will Be Heard

¢ HE next voice that you will

. hear will be that of His
Mayjesty, King George the Fifth of
England!”

And now another thrill—for set
owners. Arrangements practically
have been completed to relay to
America the address of King
George, to be delivered before the
Five-Power Conference in London,
January 21.

There’s sales ammunition in this
epochal event!

Correction of Price Statement

The advertisement of the Erla Radio
which appeared in the November issue of
Radio Retailing quoted Model 30 at $165,
instead of $169.50, the correct price. The
Erla line was quoted as being priced from
$119.50 to $189.50, whereas the correct
price range is from $119 to $269.50.

Electrical Research Laboratories, Inc,
Chicago, maker of the Erla Radio, has
made no official announcement of price re-
duction up to the present time.

2,010 Sers in 960 Hours

(Continued from page 39)

“I doubt.” explained the dynamic and hardworking Mr. showed a sale of more than double the number of sets
which ordinarily we would sell during November.”

Geiger, in discussing the reasons for the success of the
Philadelphia Electric Company’s seasonal drive, “that
we would have made our bogey were it not for the
fact that the foundational field set-up for this kind of
a task already had been laid. Each salesman had been
living in his own exelusive bailiwick and had heen cul-
tivating the personal acquaintance and goodwill of his
3,000 to 4,000 electric light users over a period of eight
The job resolved itself, therefore, into re-
contacting as many as possible of the likely prospects
for a radio set, within the period of the campaign.
“To put a ‘kick’ into the proposition, radio sets of
various values, according to the nature of the award.
were offered to the district managers and salesmen
taking the most orders in each of the company’s eleven
Furthermore, the regular modest salary
and seven per cent commission was augmented by a
special bonus of $1.50 per set to each salesman who

months.

sub-divisions.

made his individual quota.”

The worth of these ideas is indicated by the sale of
730 sets in November as against an estimated normal
sale for that month of 250 receivers.

That this business was, in the main, properly ob-
tained is indicated by the fact that 82 per cent of the
free demonstration cases were closed and that only
These were classified as
follows: poor credit, 24; could not afford 12; would
not keep, 8; refused on delivery, 7; delinquent on

58 “reverts” were reported.

second payment, seven.

“One concluding thought,” said Mr. Geiger, “utility
executives may be interested to learn that the sale of
other electrical appliances did not suffer materially from
the temporary switching of the major portion of each
Furthermore, the 30-day
period, following the termination of the radio drive,

salesman’s time to radio.

Radio Retailing, Jfanuary, 1930
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What the Wholesalers are Doing

St. Louis Jobber Active

Association Man

The president of
the St. Louis Radio
Trades Association,
George H. Nie-
kamp, unquestionably
stands out as a shin-
ing example of the
type of man whose
presence in business
is an asset and a
stimulation not only
to trade and com-
merce in this com-
munity as a whole
but even to his fel-
lows and competitors in the same field.

Within the past few years, he has helped
the St. Louis Trade Association attain the
position of one of the leading radio dealer
organizations in the country. As its presi-
dent he established a successful uniform
accounting system for the benefit of all
members. The $17,000 profit deposited in
the association treasury after the St. Louis
Radio Show was due to the excellence of
his management.

In his dual capacity as chief of this
important federation, and Fada distributor
for St. Louis, his work is marked with
distinction.

Jobber Contacts Dealers
By “Show Boat” Method

In a search for a new and more produc-
tive way of contacting radio dealers, 1. L.
Fatcett, of the Motor Supply Co., Crosley
distributor of Chattanooga, hit upon an
unusual and highly successful method.

Mr. Faucett stole a leaf from the book
of the famous old-time thespians of the
Mississippi who cruised from town to town
in a show boat, except that he used a motor
truck instead of a boat.

Stocked with a selection of table and
console models, advertising literature and
decorative material, this truck toured Ten-
nessee, Georgia and Alabama, contacting
radio dealers. Advance arrangements were
made weeks ahead for advertising featur-
ing the truck and the dealers who would
display the Crosley merchandise. The pub-
lic was invited to attend a miniature radio
show in the store of a dealer in each town.

Mr. Faucett took advantage of the pub-
licity thus afforded to explain the lines and
the policies of his company, and to demon-
strate the sets to the people who flocked to
the displays. The crew was able to sample
every dealer in every town where the show
was put on.

Cart A. PevcuxER has been appointed
district manager in Connecticut for the
Colin B. Kennedy Corporation. Announce-
ment was also made of the appointment of
W. A. Gray to the northern Ohio terri-
tory, and of E. H. Youxc to southern
California.

A. B. SwacGerrLe has been added to the
field force of the Grigsby-Grunow Com-
pany to work in the territory of SHARAR-
Hormax Co., Rochester, N. Y.
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All Wholesalers
are invited to attend the
Fourth Annual
Convention
of the
Radio Wholesalers
Association
at th=

Hotel Statler,
Cleveland, Ohio,

February 10 and 11

Buffalo Men Make Record

Fred Strayer, Sylvania sales manoager,
believes that two of his jobber salesmen in
the Buffalo territory have made a world’s
record for tube sales.

O. J. Loersch, of the Buffalo Talking
Machine Co., and Walter Dossert of the
Philco Buffalo Distributing Co., sold 14,637
Sylvania tubes in five weeks. The men
were team mates in a recent drive. Their
sales, Mr. Strayer says, were made to
average sized dealers, without concentrat-
ing on the quantity orders of large re-
tailers.

ITarry P. DISBECKER now represents the
Richmond IHill factory of A. Il Grebe,
Incorporated, throughout the metropolitan
district. ITe will be remembered as one
time chairman of the board of directors of
the Electric Appliance Development Asso-
ciation. in which capacity he participated in
many sales promotion campaigns.

Fraxxk W. Lockwoop has been appointed
general sales manager of Wilkening, Inc.,
Philadelphia. He was formerly with the
C-osley Radio Corporation.

On the Beach at Waikiki

In the neighborhood, anyway. Ray Newby,
Bosrch radio service engineer, is trying hard

to concentrate on_ effecting an entente
cordiale with E. H. Moses of the Moses
Stationery Co., Hawaii. Interfence (ex-
treme left) is terrible!

wwWw americanradiohicstory com

Distributor Appointments

Tarr, McComB, AxNp WARE, of Kingman,
Ariz., has been appointed distributor for
the state of Wyoming, and the Charleston
Hardware Company of Charleston, W. Va,,
has been entrusted with distribution in
southern West Virginia and eastern Ken-
tucky by the Zenith Radio Corporation, of
Chicago.

BrartervAN FeppeEr Conrrany, Balti-
more, Md.; George Byers and Sons Com-
pany, Columbus, Ohio; North Coast
Electric Company, Portland, Ore.,, and
Seattle and Tacoma, Wash. ; Smith-Hassler-
Sturm Company, Indianapolis, and the
Colonial Electric Supply Company, Phila-
delphia, are newly franchised jobbers for
the Gulbransen Company, of Chicago.

TrE AMERICAN Motor EQuiryMENT CoM-
paxy, of Boston, and the Standard Radio
Company, of Milwaukee, have been author-
ized to handle Sonora radios in their
respective territories.

Tue Rapio WHOLESALE CORPORATION,
of Atlanta, is a new outlet in the Capehart
Corporation’s chain of distribution.

Tne Joep Distrisuting CompaNy and
the Robun Manufacturing Company were
recently appointed distributors for the
Shamrock Manufacturing Company, in
and around New York City.

Tue ATtuHexNs Haroware CoMPANY, o1
Athens, Ga.,, has been chosen to handle
radio for the Silver-Marshall Company, in
the adjacent counties of Georgia and
South Carolina.

Tue Sreep SaLes Company, Los Ange-
les, and the MoxarcH SALEsS CoMPANY,
San Francisco, will cover California for
the Cab'e Radio Tube Company. The A. S.
Derscrt Company, Headquarters Port-
land, Ore., will distribute “Speed” tubes in
Washington, Oregon, and Idaho.

Tne H. M. Tower CorroraTiON, of Bos-
ton and New Haven, has been appointed
jobber for Bosch radios in Vermont and
western Massachusetts.

SuperIor DisTRIBUTORS, Ixc, New York
City, have been appointed exclusive dis-
tributors of Sterling radios in the metro-
politan district.

Day~es-Beeeg, of Salt Lake City, and
J. L. Branbpers & Soxs, Omaha, are now
distributors for the Bush & Lane Piano
Company in their respective territories.

Hupsox-Ross Coyraxy, of Chicago;
Kruse Ranro Corproration, of Indianap-
olis; and the Tieymax Stove and Harp-
waRE CoMPANY, SHAPLEIGH HARDWARE
CoympaNy, and the Erectric Lamp and
SuppLy Conmpraxy, all of St. Louis, have
been appointed distributors for the Duovac
Radio Tube Corporation, of Brooklyn.

The BeaperTe and Grairtam CoMPANY,
of Boston, the StuyvEsaxT ELECTRIC
CoxapraNy, and the LEHR AUTOMOTIVE SuUP-
pLy Company, both of New York, have
been made distributors for the Triad Man-
ufacturing Company, Pawtucket, R. L.

TiuEe Srracut Evectricar Streery CoM-
raxy, Waterbury, Conn., has recently ac-
quired the Edison distributorship for most
of Connecticut.

Taue C. axp D. Auto SurpPLy AXND
Ranro  CorroratioyN, Cincinnati, Ohio;
H. S. ParteEx, Jr, Albany, N. Y.; the
Crawsox axp WiLson Coxpany, Buffalo,
N. Y.; and the Carrer Fur~NITURE COM-
paNY, Dayton, Ohio, are newly franchised
Grebe jobbers.

Radio Retailing, January, 1930
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“Big Show Tonight!”

The Industry Should Provide a Fund for the Special Promotion
of Unusual Programs, Says Tracey

A new obligation
confronts us radio
manufacturers. We
might as well meet
it frankly, vigor-
ously—and at once.

I refer to the need
for  merchandising
the more outstanding
broadcasts. Yes, and
for creating spec-
tacular programs as
well, if the situation
demands it. These,
industry - sponsored
“big shows” must be
of sufficient wide-
spread interest to
have a definite effect on radio listeners and
to inspire millions of dollars in new radio
purchases.

We mast dc this if the radio business is
to continue ta grow, and I feel sure that
my attitude will be supported by all ob-
servant manufacturers.

Such action will provide the industry
with two marvelous opportunities: First,
to make the radio set indispensable to the
existing owners. Second, to provoke thou-
sands of sales to new customers.

In line with my second point—creating
events—I suggest, for example, a baseball
series between an All-American League
and an All-National League team; or an
“all-star” football game between two teams
to be selected by a committee of newspaper
sports editors. It might be a championship
game—Fast 1s. West—that would excite
more interest than even the big college
games. Or. we could assemble the world’s
leading statesinen for a radio discussion on
disarmament and world peace.

Again. trans-atlantic bivadcasting  will
help greatly. We can make our programs
world cvents. Three to five spectacular
affairs each vear, specially promoted, ad-
vertised and merchandised, will be highly
profitable to the entire industry.

The radio industry must organise, there-
fore, throughcut all its branches. It should
establish a substantial fund, available for
me-chandising and promoting super-events.

In making these suggestions, I am well
aware that we are not in the entertainment
business Our only reason for fosterinz
such events would be to stimulate radio
intezest—and that is something we must dn,
vigorously, from today on.

Furthermorz, through a campaign of ad-
vertising such events—every advertiser in
the industry to co-ope-ate by donating nt
small amount of space in his newspaper
and mogazine copy—we can create an in-
terest such as no private promoters ever
dreamed of.

At this writing the preceding is just an
idea. [ would like to ask Rad'o Retailing
to seek out all leaders of the industry, to
obtain their suggestions and comment.

E. A. Tracey, Vice-
president, National
Union Radio Torp.
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From this wholesale grouping of ideas we
ought to evolve the greatest co-operative
campaign known in the industrial world.
Iet's go!
. E. A. Tracey,
Fice-President in Charge of Sales,
National Union Radio Corporation.

Manufacturers, jobbers, dealers: What
have wyou to say concerming Mr. Tracey's
suggestions? The Editors.

With or Without Tubes?

Another Declaration of Independence

Viewed from almost any angle, proposed
plans which would enable manufacturers to
ship sets complete with tubes have little
to recommend them. If the purpose be
merely to enable the dealer to advertise
a set complete with tubes, the measure is
unnecessary, since all tubes list at the same
prices. Many other advantages which are
claimed for the plan are similarly unsub-
stantial.

On the other hand, I believe it will be a
very bad thing for the industry to have
the set manufacturer ship the jobber a set
of tubes with every receiver. The evils
are tco numerous to mention in detail, and
I cannot see that it would be of help to
anyone other than a few set manufacturers
who are making their own tubes. The
direct and immediate results would be the
tying up of the distributors, who wish to
be free and independent of having their
entire radio business dominated by the set
manufacturer, whose franchise they enjoy.

It would not only remove all freedom
of action from the dealer, but would also
result in considerable disadvantage to the
consumer, who would be forced to depend
on the quality of the tubes which all deal-
ers of certain manufacturers would install.

If the manufacturing processes involved
in making radio tubes were similar to those
used in making sets, it would be a great
step forward to have manufacturers make
both sets and tubes, but since there is such
a dissimilarity, I believe we will continue
to find in the industry exclusive tube man-
unfacturers as well as exclusive set manu-

facturers. F. A. L.a Baw,
General Sales Manager,
Marvin Radio Tube Corp..
: [rvington, N. J.
Next Month
This page in our February

issue will be devoted to a discus-
sion of auxiliary manufacturing
activities  suitable for factorics
equipped for radio production.

www americanradiohistorv com

‘the radio manufacturer.

The Layman Will
Be the Judge

Few manufacturers will disagree with
the statement that, from the various fac-
tors which have influenced the public in
buying radio, tone has emerged as of para-
mount value. Tone always has been the
most important part of anything aural
which plays a vital part in human experi-
ences—and the radio set is now such an
mstrument.

This factor of tone is not intangible or
mysterious; it definitely can be analyzed as
the effect of more or fewer overtones on a
fundamental frequency.

While radio engineers long have been
familiar with the principles of good tonal
reproduction, their attention formerly was
,‘forced, by public demand, to concern itself
more with other set characteristics —
volume, distance, selectivity, a.c. operation,
etc. The development of these qualities,
and particularly of volume—once the most
desirable attribute a receiver could have—
often was made at the expense of tone.

No longer is this the case. Following
a short initial period, when the user
fancied an over-accentuation of the lower
frequency notes (a reaction from screechy
loud volume) we find accurate realism now
becoming the first requisite of the user.

The burden of supplying this all-impor-
tant element falls upon the loud speaker
unit of the set. The manufacturer has the
problem of selecting, from the several
tvpes of reproducers in use, the one which
will give the most perfect tone. The
dynamic speaker, because its development
in the interests of volume has been ac-
companied by a corresponding development
of all the tonal values at any volume, bids
fair to hold a place of increasing impor-
tance in the reproducer field.

It is probable, therefore, that here again
buyer demand will shape the policies of
This being the
case buyer sentiment will influence not only
executive and merchandising pnlicies but
will sway the technical aspects of desian as
well. The lavman will be the judge as to
which type of speaker ultimately will win
out. Burcess DEMPSTER,

Engmeer,
The Magnavox Co., Oakland, Calif.

Increase in Radio Listeners
in Germany

The number of paying radio subscribers
in Germany increased from 2,009.842 in
1927 to 2,635,567 last year, an increase of
625,725, or 31 per cent, according to a re-
port of the German Federal Broadcasting
Company, the covering organization which
controls the German broadcasting concerns.

It is interesting to note that from the
first of October, 1928, to Jan. 1, 1920—
301.314 new subscribers were recorded,
although this large increase is undoubtedly
due to the fact that the heaviest purchases
of radio sets are made during the last
three months of the year.
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M anu facturers’

SELLIN G HELPS

Supplied to stimulate
the dealer’s business

Philco Display Kit

To tie 1n with the theme
of Philco’s national radio
advertising, the Philadel
phia  Storage  Battery
Company, Philadelphia.
has prepared this dealer’s
advertising kit. Right, a
window of the Delineator
Institute, New York,
shows what effective use
may be made of it.

Fada Demonstration Card

(Below) Lithographed in seven colors, this
39 in. by 57 in. card graphically points out design
features of the Fada “Vibra-Control.” Arrows
run from explanatory paragraphs to the various
construction points of the set. This demon-
strating help is furnished by F. A. D. Andree,

Inc., Long Island City, N. Y.

Jhe inside story of the famous FApA ViBra-CONTROL}

RRTE O FLATE
frrak T :

e

Jenngy

AROTRANG TAETLE
{ empprosses, canaal resonInoe

< i emitatt ik oFtiiOACY:

FA RADIO - Choice of THE EXPERTS
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Kellogg Service Coats

These service coats are offered by
the Kellogg Switchboard and Sup-
ply Company, Chicago. In addi-
tion to their practicability, they
have a definite advertising walue.

Silver Radio Electric Sign

Silver Marshall, Inc., Chicago, offers distributors of Silver
radios this colorful electric sign for counter or window use.
A length of cord is supplied, and the sign may be used with

either a steady light or a flasher.

Sterling Window Cards

A set of matching display cards in the modernistic manner
has been designed by the advertising staff of the Sterling
Manufacturing Company, Cleveland. Dealers may use these

striking cut-outs m windows or in floor set-ups.

Radio Retailing, January, 1930




W kat’s Akead?

(Continued from page 26)

day two-tone walnut finish that has been so accepted
as to make it standard. The lowboy is without doubt the
popular model. Next year will see more of these with-
out doors than with doors and those that have doors
will have half, swinging doors. Decorative tapestry for
the speaker grille can be expected to gain in popularity
as this improves the looks of the cabinet.

All in all, there is no cause for worry concerning
radical departures in radio receiving sets which might
make obsolete present day models. There will be, of
course, a steady advance in the refinement of circuits,
tubes and associated apparatus. The automatic volume
control will probably receive more attention from man-
ufacturers this year. The period of stampeding the
public by new developments is, we believe, fortunately
over. Performance and value, will count from now on—
not technical catch-words.

Probably the most radical development for 1930—
which will come, fortunately, in a completely self-con-
tained unit—will be the “home-talking-movie-radio-
phonograph-combination.” Here we will have a 16 mm.
projector, synchronized with some means for producing
sound (probably a record to start with and later per-
haps a film). a radio receiver and an electric phonograph.
Sound reproduction for the pictures will take place
through the audio-frequency amplifier of the radio set.

Thus we will have in this instrument a truly “Home
Entertainment” device. This merchandise will be devel-
oped by companies now in the radio business or closely
associated with it, and, therefore, the radio-music mer-
chant will have additional merchandising opportunities
thrown his way. It will be a virgin field, and those deal-
ers that dig into it first will profit most.

Thus the outlook for 1930 is a most promising one.
From the standpoint of developments to he made and
apparatus which will be ready for marketing we are
truly entering the “Home Entertainment” era.

Rz’ﬂgiﬂg Up Sales on Doorbeils

(Continued from page 31)

are more eager to have placed in their homes a radio with
a name to which widespread publicity has given prestige.

Mr. Dobbins handles only two makes of sets. A larger
number, he points out, simply serves to confuse the
prospect and to delay his reaching the actual buying point.
Also, when a dealer handles a number of lines, he finds
himself handicapped by the necessity of doing a great
deal of demonstrating.

This thorough-minded Florida merchant has formu-
lated certain rules for the conduct of his credit depart-
ment which show the results of intelligent investigation
into this problem so important to radio dealers.

“Almost all sets are sold on the installment plan,” says
Mr. Dobbins. “Now, I consider radio sets to be a highly
perishable commodity when sold on other than a cash
basis. Consequently, my experience is, I must get a
very substantial down payment, and I must not let the
payment of the balance be spread over too long a period.
Small down payments encourage dissatisfaction and re-
possession; large down payments discourage them.

Radio Retailing, January, 1930

Therefore 1 require 25 per cent down. I feel that if a
prospect cannot pay that much, he cannot pay for a
radio at all.”

An important thing to be borne in mind in arranging
time payments is the fact that a pleased customer is a
talking advertisement for the store. The allotment of
installments should be made in such a way that the cus-
tomer is never made to feel unduly obligated, or uncom-
fortably pressed. On the other hand, he must not be
allowed to fall behind so that unpleasant dunnings are
necessary. Mr. Dobbins finds a ten-month period ideal
as a protective measure for the dealer and as a con-
venient arrangement for the customer.

HE readers of Radio Retailing have much to learn
from the experience of Mr. Dobbins. The original
application of the canvassing method is only one example
of what happens when business is done the way he does it
—analytically. He developed successful methods in every
department of radio selling, from getting leads to collect-
ing time payments, because he studied his problems sys-
tematically until he found the right means of solving them.
He saw that canvassing had been worked to death. But
instead of discarding the method as many others would
have done, he analyzed it to find just what was wrong.
He saw the remedy—a new element of personality. He
applied it. And up went his sales!

Your Hand on the T hrottie

(Continued from page 53)

two methods is by comparing their respective yields to
the finance company. Obviously, money which goes to
the credit organization comes from the dealer’s pocket.
The direct method will yield as high as 31.29 per cent;
while the indirect plan pays the finance corporation 17.15
per cent. Under the direct plan, delinquent accounts
are, after a certain period, referred back to the dealer
for collection anyway—he pays the credit company, yet
the hardest part of the job is still his. The *“dealer col-
lect” plan, then, is the one to choose.

The dealer should not only make his own collections,
but he should make them weekly whenever possible.
People pay weekly more readily and more easily than
monthly. This is logical, since the purpose of the in-
stallment plan, after all, is to make it possible for poor
savers to purchase higher priced goods. Such buyers
find it almost as hard to save the larger amount of a
monthly payment as to save the entire purchase price.
The weekly payment seems smaller and easier to meet,
and actually does fit more readily into the family budget.

It will be seen, therefore, that the dealer who is making
his own collections weekly under the indirect plan is
himself performing the operations which the finance
company would ordinarily be charging him for; but the
extra expense he incurs is more than offset by the ad-
vantages he gains.

For one thing, he has the use of the weekly money he
collects. For another, he has his fingers on the “throttle”
of his accounts at all times; he is warned of coming col-
lection troubles, and can protect himself.

Then, too, he keeps his name before his customers
all the time. Perhaps he can arrange for them to bring
payments to the store, where they become possible buy-
ers of supplies and accessories. He certainly can main-
tain a greater proportion of satisfied customers.
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T/ze Karmer Mmz Have Radio

(Continued from page 41)

stations covering the entire country. Every program in-
cludes weather reports, reviews of market trends, and
statements of new findings in farm and home science,
which we have seen are so vital to the farmer’s welfare.
All are given by scientists and economists who have
gathered in the facts; and given, we of the government
service hope, interestingly and convincingly.

All told 298 of the nation’s 600 radio broadcasting
stations arc working with the Federal Department to pro-
vide essential business informnation to American agricul-
ture.

Naturally, 1 give you this summary because it deals
with the work with which I am most thoroughly familiar.
I do not want to leave the impression that the work of
the stations co-operating with the Department compre-
hends all of the service of radio in a business way to
agriculture.

Far from it. I have noted the fact that state colleges,
state departments of agriculture, and several independent
farm organizations are co-operating in this important
work. At present the Radio Service of the Federal De-
partment of Agriculture is engaged in an effort to corre-
late the federal and state information services through
commercial stations. The effort, undertaken at the re-
quest of the Land Grant College Association, should
show results in 1930.

There is the bare outline of the business service that
radio gives to agriculture. I hope it may indicate to radio

retailers some of my reasons for maintaining that over-
coming farmer sales resistance to radio should not be
a terrific task.

UT radio to the farmer and his family is far more

than a business aid. In the way of entertainment and
inspiration it offers more to the home on the land than
to any other American home. Twenty-five years ago
President Roosevelt’s Country Life Commission pointed
to loneliness and isolation as one of the greatest handi-
caps of rural life. Now, thanks largely to radio, this is no
longer true—the daily life of the whole nation. great
speech and great music, bulk as large in the life of the
farm dweller as of the urban person. When a dealer sells
a radio set to a farmer, he is opening the doors to a new
life—a richer, fuller, happier life. Now, if there isn’t in-
spiration i purveying connnodities of that sort to
hwmanity, where in business can it be found? To every
one connected with the arrangement of agricultura}
radio programs it is a source of gratification that radis
manufacturers seem to be turning this year once again
to the farm market with a new line of battery sets. Given
sets, and the will on the part of the dealer selling rural
trade to give good service to his customers, I believe that
radio dealers will find one of their best markets in the
rural population. No other class has so much to
gain from the purchase of a set: no other class needs
radio so.

Pacing Y our Prospects

(Continued from page 43)

As he proceeds. the salesman continually watches for
that resistance which calls for extended application of
proof. Encountering no resistance, or meeting and re-
moving it, he simply turns over his sketch, slips a carbon
into it, and the order is ready to be written.

ADIO dealers and salesmen can easily adapt this plan

to the sale of sets. Starting with the bottom and
basic box, they can label it “Musical Culture,” and speak
briefly on the intellectual value of radio programs, on
the cultural development of the family, and, particularly,
on the complete education of its younger members.

Stepping up to the next box, the salesman can cover
his set’s tone: moving up to selectivity; then to D.X.:
then to cabinet work; with the price and easy terms at
the top. Finally comes a one-two-three resumé of all of
the points covered, a quick flashback to cultural value,
and the direct bid for the order; always seeking and
meeting. of course, the points of resistance that ham-
string the deal.

Salesmen often ask, “Shall I remove these points of
resistance as they are raised by the prospect. or shall 1
group them together and remove them as a whole?”

That’s a good deal like asking, “Shall I go to the chair
when the warden calls me, or when I get ready?” It
seems a highly desirable thing., however, for the sales-
man to get them all together, remove them to the best
of his ability. and then, summing up his whole case, make
a bid for the business. This writer, when facing objec-
tions, has always tried to make a practice of saying, “All
right, let's jot that down and I'll cover it in a minute.”
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But don’t fail to put it in writing, or the prospect may
regard it as an evasion of the point. At this point the
salesman may go ahead with his quickly paced canvass.
When it is finished and all points of resistance are noted,
he can face each objection and then proceed to his close.

This thorough canvass must be rapid in regard to all
kinds of prospects, but remember that you must adjust
your delivery of it to the capacity of the prospect at
hand. That is, although the same brief canvass is de-
livered both to the high-speed American businessinan and
the phlegmatic German-American factory worker, its
deliverv must be speeded for the former and more clearly
and slowly enunciated for the latter. or the one will be-
come impatient and the other fails to grasp the subject
introduced.

That your prospects want radio there is no doubt.
The questions are: Does it work? Does it sound good
Can we afford it? Answer those questions to the satis-
faction of vour prospect and he's pretty nearly roped
and tied. To briefly review:

Sum up, in not more than two minutes, a small but
ail-embracing number of claims for the set. Watch for
the points on which the prospect is inclined to dispute.

Take up each of these points separately and elaborate
briefly on them, gauging your talk to your prospect’s
mental capacity to absorb it. “Pace” him. as carefully
as a runner is “rated” to cover a prescribed course with-
out break-down. Note the points of resistance; meet
them immediately if you must, but collect them for joint
removal if you can. Then sum up all points once more
and ask for the business.

Radio Retailing, January, 1930
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T}ze Patent Situation

(Continued from page 29)

1,426,754 Mathes (A. T. & T.)
The so-called “Battery Drop Bias Patent.”” This patent has
also been put in suit against several different distributors and
makes of sets.

Neutralization Patents

1,334,118 Rice (General Electri¢ Co.)

This patent was in suit in the case of Radio Corporation of
America against Twentieth Century Corporation in the United
States Circuit Court of Appeals for the Second Circuit, and it
was held that it covered neutralizing of grid capacity “by means
of an auxiliary circuit containing inductance and capacity.”

With the development of screen grid circuits, neutralization
patents have assumed less importance.

Hazeltine Patents

1,533,858 Hazeltine, April 14, 1925 (Hazeltine Corp.)

This patent has been placed in suit against many different de-
fendants. The Circuit Court of Appeals for the Second Circuit,
in the case against E. A. Wildermuth, in a decision rendered
June, 1929, held certain claims of the patent valid and infringed
by apparatus then manufactured by Atwater Kent Mfg. Co. This
patent relates to a method which has been quite generally used
for controlling feed-back by what has been called “Plate
Neutralization.” With the advent of screen grid sets this patent
assumes less importance in the art.

1,450,080 Hazeltine (Hazeltine Corp.)

While these patents have been involved in several suits, the
District Court of the Southern District of New York, in the
case against the Electric Service Engineering Corp. characterized
the patent as covering, among other things, the use of a system
employing “close coupling between the auxiliary coil and the
transformer coil and employing a neutralizing capacity unequal
to the coupling capacity of the tube.” In other words: to a form
of neutralization.

La Tour Patents

1,614,136 La Tour (La Tour Corp.)

This patent, which has recently been put in suit, is known as
the “Iron Cere Transformer Patent” and has been alleged to
cover close coupled transformer amplifiers, a form which has
been quite generally used in radio receiving sets.

Re-16,461 La Tour (La Tour Corp.)

This patent, also, recently was put into suit and has been alleged
to cover a cammon “B Battery” or supply source with oscillating
prevention means for a three stage set, namely: radio frequency
amplifier, detector, and audio-amplifier.

Condenser Patent

1,258,423 Lowenstein (Scoville Mfg. Co.)

While this patent has been placed in several different suits, the
Connecticut District Court decided in the Eagle Radic Co. case
that the patent was valid and infringed by the manufacture and
sale of Pacent condensers of the straight line frequency type.
This patent is being re-tried in other suits. The ultimate ad-
judication of this suit is of general interest.

A.C. Power Supply Patent
1,251,377 Hull (General Elec. Co.)

This patent has been put in suit against several companies and
various makes of apparatus. It has been alleged to cover the
Rectified A. C. Supply and Filter Combination. The general in-
terest in the ultimate Court determination of this patent is obvious.

1,455,141 Lowell & Dunmore (Dubilier Condenser Corp.)

In a recent case against the Radio Corporation, the Delaware
District Court held that the claim of this patent, relating to a
three stage tube receiver operating on an A. C. Supply with
“separate means in each of said circuits for eliminating the hum
of the alternating current in said apparatus” was valid and in-
i)ringcd‘ This is the so-called “Multiple Filter A. C. Supply

atent.”

1,635,117 Dunmore (Dubilier Condenser Corp.)

In the same suit, the Court in holding Claim 9 valid and in-
fringed, stated that its novel feature was ‘“supplying negative
potential to the grid of an amplifier tube from a source of alter-
nating current”’ This is understood to be a combination in
general use.

Numerous suits also have been brought by Western Electric
Company, Inc., and associated companies, against various moving
picture houses and manufacturers or distributors, with reference
to amplifiers and power supply devices as used in talking motion
picture devices.

Radio Retailing, January, 1930
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Loud Speaker Patents

1,271,529 Hopkins, July 2, 1918 (Lektophone Corp.)
1,271,527 Hopkins, July 2, 1918 (Lektophone Corp.)

The foregoing patents have been passed upon by numerous
District Courts and by the Court of Appeals for the Second Cir-
cuit, Third Circuit and Ninth Circuit, respectively. These
patents have been alleged to cover broadly certain modern Cone
Type Speakers. Numerous licenses have been taken under these
patents and they have been extensively litigated. The Circuit
Court of Appeals of the Second Circuit, in the case of the Lekto-
phone Corp. vs. Western Electric Company and the Circuit Court
of Appeals of the Ninth Circuit, in the case of Lektophone Corp.
vs. Rola Company, both held that the patents were not infringed.
In the Second Circuit case a double cone construction was in-
volved and in the Ninth Circuit case a paper cone 745 inches with
outer circumference of the movable portion of the annular rim
was 913 inches. The patent stated that “the whole diameter of
the tympanum should exceed 9 inches.”

The Circuit Court of Appeals for the Third Circuit held patent
1,271,527 invalid and patent 1,271,529 valid and infringed in the
case of the Lektophone Corp. vs. Brandes Product Corporation,
stating that Hopkins was “the first to make the combination of a
conical shaped paper device of proper size provided with flexible
edges coupled to a rigid frame used in free air.” These patents
are now being made the subject of a petition to the Supreme
Court of the United States. It is obvious that the ultimate out-
come of this patent situation is of much interest to the industry.

Magnavox Patents

1,266,988 Pridham & Jensen (Magnavox Co.)
1,448,279 " b4 k22 b}
1,579,392 ” ki 1 ”

These patents relate to the dynamic type of speaker. Suits
have been brought against several manufacturers of this type of
speaker based on the contention that the Magnavox Company was
the pioneer in this type of speaker.

Other Patents

Kolster Company have urged or sued on several patents relat-
ing to Uni-Control Condenser, or Condenser Drive Construction.
The Zenith Company has called the attention of the trade to
the following patents in connection with claims on Remote Con-

trol Developments: .
1,581,145 Vasselli 1,704,754 Marvin
Re-17,531 Re-17,002 Vasselli
1,591,417 Flocco 1,695919 Gould

The Radio Patents Corp. have a group of patents and patent
applications of more or less general interest, and the same may be

said of the Radio Frequency Laboratories.

Tube Patents

In the tube art, while patents of general importance are not as
diversely owned as in the set field, there are numerous patent
suits pending of general interest.

The following refers to the outcome of a few suits on tube
patents of general interest.

1,180,264 Lederer Westinég_:houlse Lamp Co. vs. C. E. Mig.

0., Inc.

The United States District Court for Rhode Island held that
the claims which were alleged to cover the employment of thoria
in filament were not infringed by the 201 A tube. This decision
is of interest to all manufacturers of tungsten filament tubes.

1,082,933 Coolidge

This is the so-called pure tungsten filament patent. The Circuit
Court of Appeals for the Second and Third Circuits recently
affirmed the decision of the lower Court, holding that claims
drawn relating to the pure tungsten “product” were invalid but
that the process claims were valid. This patent is of interest in
connection with all tungsten filament tubes. Petitions of
Certiorari to the United States Supreme Court were denied.

1,558,436 Langmuir General Electric Co.

1,244,216 ”
1,244,217 ”
1,529,597 ” )

These patents have recently been passed upon by the Circuit
Court of Appeals for the Third Circuit. The first, which is the
so-called “high vacuum” tube patent, was declared invalid. If
this patent had been held valid it would have practically covered
the modern tube.

The second patent known as the “thoriated tungsten” filament
patent was also held invalid. This patent relates to the combina-
tion of a thoriated tungsten filament in a high vacuum tube.

The third patent relates to a thoriated tungsten filament and
“vapor” getter, such as potassium in high vacuum tube. This
patent was held valid.

The fourth patent relates to the employment of magnesium as
a getter. This was declared invalid.

vs.
De Forest Radio Co.
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In the Swiss Alps . ..

Above the Clouds. ..
The Voice of PAM ...~

brings the news of the far-away world
to the Waldheim Hotel pictured above.
PAM brings music that echoes and
re - echoes across deep chasms and
moon-tipped glaciers . . . PAM trans-
fers the sophisticated entertainment
of the world’s capitals to mountain
solitudes. . . .

For all winter sports . . . skating to
music on moon-lit lakes . . . skiing

. toboganning . . . PAM is used
for announcing events as well as ampli-
fying music from radio or phonograph.

PAM faithfully amplifies any sound
from a microphone, phonograph or
radio set, to a volume which can be
regulated for the largest or the smallest
indoor or outdoor audience.

Main Office:
CANTON, MASS.

C GIIIJOII&M @

T
.......

PAM 16, Price $125.00

And PAM is the heart of an installa-
tion comprising radio set, phonograph
pick-up, wiring for each room, and
loud speakers that should be in every
hotel, school, church, auditorium,
arena, skating rink, theatre and dance

hall. '

Are you making handsome profits from
such installations right now?

A new 16-page bulletin giving mechan-
ical and electrical characteristics,
representative installations, and many
new PAM Amplifiers, will be sent
upon receipt of 10 cents in stamps to

cover postage. When writing ask for
Bulletin No. RR 16.

Factories: CANTON
and WATERTOWN, MASS.
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TELL YOUR CUSTOMERS TO

PUTANEW EVEREADY

7 RADIO
/" -
7
2 NATIONAL CARE
Lo s UNIT OF
ey UNION CARRIDE AND ¢
S

AMADE INLEA

VEREADY
RAYTHEON

R 224 |

IR

TELL your customers not to miss
the full enjoyment that radio can
give in these winter months. Pro-
grams are at their best. The air is
clear and free from static. Distant
stations come in like locals when
receiving tubes are new Eveready
Raytheons —packed with power.

Have your service man put a
new Eveready Raytheon in each
socket of your customers’ receiv-
ers and note the vast improve-
ment. You can profit from this
better performance. More power,
increased distance, better tone and
quicker action—these are reported
by people everywhere, using
Eveready Raytheons in their
present receivers.

Improved performance means
more sales for you, quicker stock
turn, more pleased customers. Push
Eveready Raytheons in complete

sets for replacement.

www americanradiohicstory com



RAYTHEON <odc
OF THEIR PRESENT RECEIVERS

YOU can hear the difference with
Eveready Raytheons—and see the
reason. Look at the diagram on
this page. See the solid, four-
cornered glass stem, supporting
the four rigid pillars which hold
the elements. Notice how this
4-Pillar construction is braced at

the top by a stiff mica plate.

Eveready Raytheons give better

reception because they are stronger

. ..immune to the hazards of ship-
ment and handling which endan-
ger the performance of ordinary
tubes. The unusual precision with
which Eveready Raytheons are
built is safeguarded by their
4-Pillar construction. With Ever-
eady Raytheons only can you get
all the advantages of this superior
construction, for it is patented
and exclusive.

Eveready Raytheons come in all
types, for A.C. and battery-oper-

ated receivers.

www americanradiohistorv com . _



WRITE FOR THESE STRIKING
EVEREADY RAYTHEON DISPLAYS

ERE YOU can have this helpful counter display
EV ADY by writing to the nearest branch of the
RAYTH EON National Carbon Co., Inc. There is also a

five-piece window display which tells your
4—PillarTubes customers that you sell better tube per-

formance —Eveready Raytheon perform-

ance. There is a muslin wall chart showing
the characteristics of various types of tubes,

and a tube register showing types of tubes

LONG LIFE
RADIO TUBE

LONG LIFE
RADIO TUBE

NATIONAL CARBON CO.im
ew Yook XY

required for various sets. You can hang this

B o s o chart in a prominent location where it will

MavEINULA

help both you and your customers.

Eveready Raytheon Tubes are selling
: fast with distribution through a selected
4-Pillar M Anchored 4 Points number of jobbers, conveniently lo-

Construction . ﬁ, Top ane Bottom cated. Ask your jobber or write us now

for the names of our jobbers near you.

NATIONAL CARBON COMPANY, INC.
General Offices: New York, N. Y.

Branches: Chicago, Kansas City, New York, San Francisco

STy
Unit of Union Carbide . and Carbon Corporation
Desslndnesy

RAYTHEON

Trade-marks

4-PILLAR TUBES
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IVE YOUR
CASH REGISTER
A NEW VOICE...

I EN-RAD Tubes will give your cash register a

new voice—a big, sweet, mellow voice—if
you’ll adopt a plan of aggressive tube selling. In
the past you very likely have been too busy selling
sets to go out and cultivate the vast market that
exists for replacement tubes.

Yet there is big money in the replacement tube
market—more today than ever before. Few people
know how little new Ken-Rads—as replacements
for their old, worn-out tubes—will cost them.

You—the dealer—the radio expert—can advise
them just as a skilled auto mechanic advises a
car owner. And they will listen to your advice and
suggestions, and buy Ken-Rads.

You can’t risk your reputation with inferior
tubes. But you can go the limit with Ken-Rads—
the standard quality, licensed tubes that are
backed by mnational advertising and the greatest
set-up of dealer helps you ever saw. Sell Ken-Rads
aggressively.

THE KEN-RAD CORPORAT|ON, |ncorporated
OWENSBORO, KENTUCKY

A Division of KEN-RAD TUBE & LAMP CORPORATION

KEN-RA

RADIO TUBES

LICENSED BY RADIO CORPORATION OF AMERICA

K
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ATwWwATER KENT
RADIO

For
Steady Profits
year in,
year oul
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ATWATER KENT
RADIO

LOOK back on the year that has just closed and you'll see
why. No dealer really likes to see a brand of merchandise come
forth with banners flying, only to end its days as an orphan on
the bargain counter.

In this new year, 1930, radio merchants will want to lake an
extra good look behind the goods that are offered them.

More than ever, they will insist on asking: “Who make it ? How
long have they made it? What is their record through the years?
And what is the prospect of continuing profits for us?”

Everybody knows that dealers who center their selling effort on
Atwater Kent Radio had another good year.

So successful is the Sereen-Grid Atwater Kent, so entrenched in
popular favor, so proved as a profit-maker for dealers, that it is
going right on through the winter. It was ahead of the field when
we first announced it, and it is ahead of the field to-day.

To merchants whose cooperation and foresight carried Atwater
Kent Radio ahead agzin in 1929, our thanks and congratulations.

To dealers who did not concentrate on Atwater Kent Radio in
1929, we beg leave to offer this suggestion:

Stabilize with Atwater Kent for 1930 and watch your husiness
become the profilable business it ought to he.

ON THE AIR—Atwater Kent Radio Hour, Sunday Fve-
nings, 9:15 (Eastern Time), WEAF network of N. B. C.
Atwater Kent Mid-Week Program, Thursday Evenings, 10:00
(Eastern Time), WJZ network of N, B. C.

SCREEN-GRID

ATWATER KENT MANUFACTURING COMPANY - A. Atwater Kent, Pres. - 4733 WISSAHICKON AVE., PHILADELPHIA, PA.
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3 Screen Grid Tubes, 12-in. Dynamic Speaker, Electric Phono-
graph, Adjustable Selectivity, Push Pull 2/250 Tubes, Single
(Split) Dial, Panel Illumination—all LEUTZ QUALITY

LEAN, natural, “living” [ : : C.R. LEUTZ INC.

tones. Beautiful cabinet

1 wer with '
WO.l‘k- Effort s t Altoona, Pa., U. S. A.
adjustable selectivity. A fast S : - z Cables: Experinfo, N. Y
: : , N. Y.
seller on performance, looks and G T ) WEST COAST
i . . v -4} B. J. dershell
price. A radio-phono combina- Detwiler Bidg., ??‘; 55:;2 Sixth St.,
. . = s Angeles, California
tion at popular prices. " . - = S TORE
) . . < £ 112 West 42nd St, New York, N, Y.
Aggressive dealers of high stand- W - i A FRANCE
R . . DB E— ) Baldwin M, Baldwi
mng wanted l'lght away. Get in ] . - 2 2 T 1 Boulevar:l ;ar:xssman,u Pva'll-fs, France
| L Cables Experinfo Paris

touch with us immediately.
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Ask the service man, he knows

“The De Forest radio tube surpasses every kmown make,”
—says Joel J. Michaels,
Executive Chairman, Citizens’ Radio Committee.

This is one of many unsolicited
letters we have received from
service men the country over.

= =
Branch Offices Located in
DE FOREST RADI1IO CO.
= Boston, New York, Philadelphia, Atlanta, Pittsburgh, Chicago, Minneapolis,
PASSAIC N NEW J ERSEY St. Louis, Kansas City, Denver, Los Angeles, Seattle, Detroit, Dallas, Cleveland

www americanradiohistorvy com



78 Radio Retailing, A McGraw-Hill Publication

DASPERD s SPFER
RS
Ws?"%}&@

All this advertising material — newspapers—magazines —
trade papers — folders — brochures — broadsides — and
many other novelties. (Remember the SPEED pistols at
the Trade Show ? Ask any man who was there!l) SPEED
advertising backs SPEED sales nationally and locally.
Every day is “'moving ' day with SPEED advertising—
it “moves’’ SPEED Tubes from your shelves to your
customers’ sets. A few SPEED jobber franchises are
still available. SPEED quality + SPEED advertising + your
sales ability = an unbeatable combination. The answer will
bein § and ¢; mostly $. Get ‘em! White right now !!

MAKERS OF RADIO TUBES SINCE 1924

www americanradiohietory com



J

356 Supreme Bldg., Greenwood, Mich.

JA

SUPREME

Raitio iyumomeirs

“Supreme’ Features

The Supreme osciliation test gives the only
dependable test on tubes; tubes tested under
actual operating conditions,
The Diagnometer tests all tubes, {ncluding
screen grid.
Tests both plates of 80 type rectifier tubes;
provides bizs emlission tests on tubes.
All tubes tested Independent of radio.
Locates untmlanced secondarles.
Reads both positive or negative cathode bias.
Provides D. C. continuity test without bat-
tertes.
furnishes modulated signal for testing syn-
chronizing, neutrallzing, ete.
Aligning of 8 by Ther le meter
or A.C. meter,
Neutrnlizing with tubes used in the set.
'ests gnin of audiv amplifiers,
3 precision meters: one 4 scale D.C.
Voltmeter &/750/250/100/10 volts, resistance
10008 ohms per volt. One 4 seale A.C. Volt-
meter 0/750/150/16/4 volts. One 3 scale
Mil-aineter 0/125/25 mllls, 06/2—1/2 amps.
Ixternal coanection to all apparatus,
Universal analyzer plug.
Thermo-couple weter for varied uses.
Measures resistances in three ranges, 150 to
30,000 ohms (cailbration curve furnished) 10
—200 ohms .1 to 25 ohmas.
Makes all unnlysis readings,
Screen grid sucket analysis without producing
osclilation,
Mfe;nures eapacity of condepsers .1 infd. to 9
nrfd.
Tests chargsr output by ineter.
Bridges open stages of audlp for tests.
Contains 590,000 ohm varfable resistor, 30
ohms rheostat and .001 mfd., .002 mnfd. and
1 mfd. condensers for testing.
Detects shorted varlable condensers without
disconnecting r.f. coll.
P’rovides low resistance meusurement for rosin
Joints.
Provides simultanesus plate c.rrent and plate
voltage readings xnd the customary readings
of A.C. and D.C. filament voltage, grid volt-
age, cathode Dbias, screen grid voltage, line
voltuge, ete.
The supreme lahoratory test panel 1s equipped
with a varizble condénser for varying the fre-
quency of the oscillator.

Provides many other tests,

readings and functions.

Symbol of =8
higher type of
radio service,
Cash in on the
prestige of the
Supreme Service
League and the
benefits to its
members. Write
for information.

obligation,

SUPREME INSTRUMENTS

CORPORATION

.

‘I
»|
!

Most good distributors
stoch the Supreme. If yours
cannot supply you, address,
for full information, without
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in trouble-shooting keeps sets sold

“AMAZING!” That’s the way radio technical men speak of

the SUPREME DIAGNOMETER.

Its numerous remarkable qualities

have brought the complete facilities of the laboratory to the home of
the set-owner—adding speed and accuracy to the skill of the service-man.
No other device approaches it in flexibility, completeness and range.
Set testers check only 29%-40% efficient in comparison with its capacity.

By equipping your Service Department with the SUPREME DIAG-
NOMETER you assure 1009% service satisfaction which closes the sale

and wins enthusiastic customer good will.

Comes in handy carrying case providing compartments for ell

tools and spare tubes, or at the option of the purchaser, in en

even smaller case, for the service-man whe does not wish to carry
tools and tubes in same unit.

| Radiv Hagnomete
_Test Panet

and, now, the most practical
laboratory test panel

In keeping with SUPREME standards, unquestionably the most advanced
test panel ever produced. Of heavy re-inforced Bakelite, it adds to the
trim workmanlike appearance of laboratory or shop and assures sturdy
service. Makes the DIAGNOMETER a dual purpose instrument—shop

or portable service—instantly disconnectable.

SUPREME

Radio Diagnometer

conceirable ]
Makes every fest on any Radio Set-
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| 4 FACTS

the trade should know now about

COLONIAL RADIO

No new models will be introduced before the June trade

.I show. This is a Colonial promise. It pledges absolute pro-

®  tectionagainst overnightobsolescence of Colonial merchan-

dise. It assures good profits for many months to come on the present

Colonial product which, at its reasonable price, has captured the
country-wide preference of buyers.

nial Model 32, A. C. and D. C. The value these quality sets
represent at present prices assures you a continued public
enthusiam for these products at present prices.

2 There will be no reduction below the $175 figure on Colo-
®

approach of the New Year finds the Colonial Radio Cor-

poration in a financially strong position in the industry. For-
tunately, Colonial expansion has been held within limits of conser-
vative reason and dealers can go ahead on the Colonial line with
the certainty that they will have the strong backing of this company
for many years to come.

3 A note of confidence from “Radio’s Clearest Voice”. The
®

Colonial faces 1930 with the gratifying knowledge that its
4 position is exceptionally strong because of not being ham-
® pered by over-production. As rapid and satisfactory as has
been Colonial growth and the increase in Colonial volume in 1929,
yet the temptation to “hit the sky” was not allowed to sway our
judgment. Consequently, Colonial dealers now find themselves in
an enviable position, The steadily mounting demand for Colonial
sets furnishes a ready and profitable market on a stock that is always
adequate but never an unnecessary burden to inventory.

THE COLONIAL RADIO CORPORATION, LONG ISLAND CITY, NEW YORK

(J%e NEW

IQ .
Licensed under patents d [ O
of Radio Corporation of .

America, Westinghouse,
General Electric and

dimerican Telepboncand - “RADIO’S CLEAREST VOICE"

Telegraph Companies.




Fobes Supply Company

OF CALIFORNIA
BUSINESS FOUNDED 1898

SaN Francisco (OAKLAND

Fobes Supply Company
BUSINESS FOUNDED 1905

PORTLAND SEATTLE

Fobes Supply Company

OF MONTANA
BUSINESS FOUNDED 1892

Burre SPOKAN~™

Great Northern Electric
Appliance Co.
BUSINESS FOUNDED 1899

St. PauL MINNEAPOLIS
Durutn Farco

H. C. Roberts Electric
Supply Co.

BUSINESS FOUNDED 1897

PHILADELPHITA REAbpING
BALTIMORE York
WasmNGTON ALLENTOWN
WILMINGTON TrENTON

H. C. Roberts Electric
Supply Co.. Ine.
BUSINESS FOUNDED 1897

SYRACUSE ALBANY
Utica BinguamToNn

Ilinois Electric Company
BUSINESS FOUNDED 1898

CHICAGO PEORI2

IMlinois Electric Company

(OF CALIFORNIA)

BUSINESS FOUNDED 1911

Julius Andrae & Sons Co.

BUSINESS FOUNDED 1860

McGRAW DIVISION
Julius Andrae & Sons Co.

Muwavkee Mapison BUSINESS FOUNDED 1900
Los AngELES W ATERLOO Des MoiNEs 0 C
PHoE~NIX Long Brancn Mason Crty RLSEIN Stovx Crry
Newark Electrical Supply Picrce Electric Company The Erner Electric
Company BUSINESS FOUNDED 1901 Company
BUSINESS FOUNDED 1900 Tampa BUSINESS FOUNDED 1900
NEwark, N. J. JACKSONVILLE MiaMmi CLEVELAND

The F. Bissell Company
BUSINESS FOUNDED 1899

ToLEDO

The Varney Electrical
Supply Company
BUSINESS FOUNDED 1894

INpIANAPOLIS EvansviLLE

Wetmore-Savage Electric
Supply Co.

BUSINESS FOUNDED 1907

Bosron
Bancor SPRINGFIELD
PROVIDENCE WORCESTER

NESTINGHOUSE ELECTRIC SUPPLY COMPAN
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Stars show branches of Westinghouse Flectric Supply Company—Dots indicate agent-jobbers handling Westinghouse products

HE SAME CONVENIENT

PERSONAL SERVICE FOR YOUR

BRANCHES

In every locality of the United States,
Westinghouse Electric Supply Company is
represented by a convenient house, fully
equipped to supply your needs. We solicit
vour inquiries and orders, and invite you

to employ this national service when your

IN OTHER CITIES

needs require service at several widely

separated points.

® ® [ 4 [ J

Headquarters offices are maintained at
150 Broadway, New York City, and at

20 N. Wacker Drive, Chicago.

WESTINGHOUSE ELECTRIC SUPPLY COMPANY

www americanradiohicstory com



January, 1930, sees the formal entry of a famous

name in the electrical supply business. In 60 cities
throughout the country, branches of a new national
svstem, the Westinghouse Electric Supply Com-
pany, now provide a service of unusual complete-
ness and convenience to purchasers of electrical

supplies.

Each member of the new system is a supply
house which, under its original name, has estab-
lished a high reputation in its territorv. ln adopt-
ing the Westinghouse Electric Supply Company

name, it retains its local identity, its local pride and

its individual enterprise. Its personnel and organi-

ESTINGHOUSE
ELECTRIC

Westinghouse

ELECTRIC

SUPPLY
COMPANY

zation remain essentially the same. But its facili-
ties to serve you are enormously increased bv the vast

resources of Westinghouse.

In every house, large and complete stocks of
electrical supplies are available for immediate de-
livery at all times —including not only a full line
of Westinghouse products, but also a wide range of
other materials that eet tvpical Westinghouse

high standards.

Here is a service that gives vou all the advan-
tages of the familiar, local house, now reinforced
by the stocks and facilities of 59 other established

jobbers—a localized national service.

www americanradiohistory com -



- LOCAL, PERSONA
RVICE FROM
LOAST TO COAS

Alpha Electric Co.. Inc.

BUSINESS FOUNDED 1514

NeEw York BRroOKLYN
d . Electric Appliance
. . Commercial Electric pp
Commercial Electrical Bk Go Company
Supply Co. ) BUSINESS FOUNDED 1900
BUSINESS FOUNDED 1896
BUSINESS FOUNDED 1893 v DaLLas SAN ANTONIO
St. Lo M DerrOIT Houston HARLINGEN
J UIS EMPHIS
Granp Rupins FunT TuLsa Okranoma CITy

WESTINGHOUSE ELECTRIC SUPPLY COMPANY
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Model 106-B

1520

T

{Illustrated)

1 Su lied with new
- # #;L ;L K Phg:ofrol Adapter,
especially designed for
Atwater Kent, Crosley,
Prices slightly higher West and other screen grid
of Rockies and in Canada. sets.

Every note...highorlow,whether
instrument or voice... is reproduced with startling realism by the Super Pho-
novox. Its lifelike tone is its own best salesman... that is why dealers find it
so prcfitable to feature. This fine pick-up has the extreme sensitivity that
only English 36% Cobalt Magnets can give. It is entirely free from trouble-
some rubber bearings. And Super Phonovox demonstrations lead to sales.

; — 1 PACENT ELECTRIC COMPANY
N Y l 91 Seventh Avenue - - New York, N. Y,

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

www americanradiohietory com -
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AI: NATIONAL GUARANTEES

LOCALLY INTERPRETED

ASSOCIATED
FACTORY

DISTRIBUTORS

At Albany
WM. J. KATTREIN
1031 Broadway

At Baltimore
W. B. MASLAND CO.
105 East Franklin Street

At Boston
TUNG-SOL SALES CO., INC.
221 Columbus Avenue

At Charlotte
S. L. BAGBY
219 W. First Street

At Chicago
THE EKKO COMPANY
111 West Monroe Street

At Dallas
THE FOLSOM CO.
1410 Paterson Avenue

At Detroit
TUNG-SOL SALES CO.
OF MICHIGAN
4612 Woodward Avenue

At Indianapolis
H. ). ARENS CO., INC.
202-4 S. Pennsylvania Street

At Minneapolls
A. A. HUME COMPANY
104 N. Third Street

At New York
WIEDENBACH-BROWN CO., INC.
118 E. 25th Street

At Philadelphia
A. HOPKIN JR. COMPANY
235 S. 8th Street

At Rochester
ERSKINE-HEALY, INC.
420 St. Paul Street

ILL now, geography has been expensive to thousands of
dealers and jobbers. Each has been somewhat at loss in time
and in profit because the manufacturer was hundreds of

miles away.

The very worthiest of products needs occasional adjustment or re-
placement. Certainly its merchandising implies men on the ground
who are willing and capable of intelligent assistance to wholesaler
and retailer.

Such assistance is now assured to these business men in their handling
of all products distributed by “ASSOCIATED FACTORY DISTRIBUTORS.”
Functioning as twelve factory representatives in twelve important ter-
ritories, carrying large stocks of various merchandise, the’ ASSOCIATED
FACTORY DISTRIBUTORS ”/ are prepared truly to assist dealer and jobber
and jobber's salesman to increased profit.

For a long time these twelve organizations have separately delivered
such intimate cooperation in their territories. From this time forth,
their effort widens in scope and is more than ever locally valuable.

The so-called “gyp”’ will discover a wholehearted and financially
formidable enemy in /ASSOCIATED FACTORY DISTRIBUTORS.” The
wholesaler will have at close hand a manufacturer's personal repre-
sentative who can make immediate decisions. The wholesaler's sales-
men will have intelligent, constant assistance. And the dealer will
have a champion who is willing and ready to defend him, protect
his profits and increase his turnover by unremitting, constructive
helpfulness.

www americanradiohistory com
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Sales Helps
you can depend upon

to help you sell the
“Tubes You Can Trust”

Probably no manufacturer of
tubes has given more thought
to sales helps than the
Hygrade Lamp Company.

Color, novelty of design,
economy of space, real
selling ideas . ... all

have been considered.

The sales helps are
now ready for you. Inquire
about them from your Hygrade Job-
ber. He isin a position to supply you at once.

HYGRADE
Radio Tubes

A Companion Product to Hygrade Electric Lamp Bulbs
HYGRADE LAMP CO., Salem, Mass.

Licensed under radio tube patents of Radio Corp., General Electric Co. and Westinghouse Co.

www americanradiohistorv com
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EVERY ZENITH DEALER

——=O0FF I'OA

%ﬁﬂO%ﬂC 7ty

THE N EW
sorell ENITHS

Following up the greatest year in Zenith his-
tory . .. with greater-than-ever Zenith values
. . and greater-than-ever profit possibilities

for Zenith dealers. ZENITH LEADS AGAIN!

ZENITH RADIO CORPORATION, 3620 IRON ST., CHICAGO, ILL.

|

GET IN TOUCH WITH YOUR

e = e e ]
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AUTOMATIC®

NEAREST ZENITH DISTRIBUTOR

L

+LONG _DISTAN

[

www americanradiohistorv com
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FOR ANOTHER GREAT

- ZENITH YEAR !/

Hlustrated . . .
New SuperZenithModel 61

9 tubes, including rectifier. Ad-
vanced Screen-Grid circuit. Dou-
ble Push-Pull audio amplification.
Linear Power Detection. Super-
size Zenith Syntonic- Dynamic
type Speaker. Charming low-boy
console of Butt Walnut in a
distinctive Gothic design.

155

less tubes

Other NEW SUPER ZENITH
Models

MODEL 60— Super MIDGET—
an entirely new idea in radio de-
sign...a charming miniature con-
sole of handsome Butt Walnut.
Only 28% inches in height. Same
chassis features as Model 61 (de-
scribed above). $145 less tubes.

MODEL 62 —New Super Zenith
features including Automatic
Tuning. Beautiful Early Ameri-
can Butt Walnut console. $185,
less tubes.

MODEL 64—Loop operated. Au-
tomatic Tuning. Handsome high-
boy console. $370, less tubes.

MODEL 67—Loop operated.
Automatic Tuning. Magnificent
Italian Renaissancecabinet. 8495,
less tubes.

Western U. S. prices slightly higher.

89
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SPARTON RADIO

" Radios Richest Voice”

FACE-TO-FACE REALISM
... AND SOME FACTS ABOUT SPARTOM TDDAY

Toclay Sparton dealers, more than ever before, are reaping t-e rewards of the
sound, sane policies that were responsible for Sparton’s salid geowth. With
Sparton instruments worth one hundred cents on the dollar, amd with con-

stantly growing demand, these dealers are, beyond doubt, in the mwost enviable

7
/le N EW SPARTO N position to be found in the industry.
E Q U /4 S ON N E THE SpARKS-WITHINGTON COMPANY (Established 1900), JACKSON, MICHIGAN, U. S. A.
(409)

Pioneers of Electric Rudio without batteries of any kind

Model 931

www americanradiohistory com
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AS WE SEE 19J}0

- —
Uniform High Quality |

Every radio manufac- have carried the Perry-
turer must give full re- ] 3 s e man Tubes since they
cogniticn to the funda- of Product Bl’lnglng ' § were first put an the
mentzls on which all I . . marset, and whose or-
busines« is buili: a zood | JEven Greater Net Profits EamEdiions e ndhae
produ~t; a clearly de- mormry with these “unda-
signed sales policy vhich to l’ealers and Jobbers mendals, reflect in their
provides fair profi- for | cost records the inevi-
jobber and dealer; and - S ——— i — table result of such a
ample f nancial backing poliey—greater net pro-
and ccurage to continue fits en Perryman Tubes.
such = policy in face of every condition. Because these basic principles—Ligh guality of prod-

From the day of its ineeption, when radio was still  uct and a definite sales policy—ane deep-rooted in the
I young ' the Perrynmin Eleciric Co., Inc., has stead- entire Perryman organization, and because they have
| ¥ fnsl]y and successfully maintained these basic ele- been operaﬁng long enough to Jrove their velue to
I'I . ments as their business Plalform. jobbers and dealers, 1930 opens even greater appor-

L " Representative Per-yman jobbers and dealers who tunities for profit on the Perrymsn Line.

Loomy

PERRYMAN ELECTRIC CO., INC., 4901 Hudson Boulevard, North Bergen, N. J.

WWW.americanradiohistorv.com T
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The New

JREM

R-TU

LY

Perfected Screen Grid

RADI

L S g

Model S-81 — De Luxe
Open Console; Micro-
Balanced Chassis; 4 screen
grid tubes; 9 tubes in all.

$134, less tubes

Screen grid, perfected by Bremer-
Tully, radio’s most painstaking engi-
neers! Three times the selectivity!
Six times the power! Ten times the
volume!The full possibilities of screen
grid reception realized for the first
time—in the power of FOUR screen
grid tubes . . . plus the selectivity of
the Bremer-Tully Micro - Balanced

ud. fubes

Model S.82-—De Luxe
French Door Console.
Micro - Balanced Chassis.
Beautifully finished wal-
nut cabinet.

$159, less tubes

Chassis . .
thebig10-inch Bremer-Tully Dynamic
Speaker, specially wound with over
four miles of finest copper wire! A
side-by-side test with any other 1930

. plus the tone-richness of

radio—bar none—instantly reveals
the overwhelming superiority of the
new Bremer-Tully Perfected Screen
Grid. Make this test—and be convinced !

BREMER-TULLY MANUFACTURING COMPANY
629-33 South Wabash Avenue, Chicago

www americanradiohistorv com



Radio Retailing, January, 1930 93

Service

A capable service man with
good equipment generates
customer confidence. The sys-
tematic manner in which a
trained service man equipped
withaJewell 199 Set Analyzer
checks a receiver, quickly con-
vinces set cwners of his ability.

Learn about the Jewell Chart Method of set analy-
sis—the systematic method of testing, originated
by Jewell, that eliminates guesswork in radio

o . . . . . service. Mail the coupon for this data and a free
The best visible identification of a good service man is the topy of Jewell Insteuction Book which contains

Jewell Pattern 199 Set Analyzer. Set owners like setvice men who test data on receivers of leading manufacturers.
know their business— they have confidence in radio organizations
who send out such men.

The first essential of good radio service is reliable and effective
test equipment. Impartial surveys indicate that the Jewell Pattern
199 is by far the most popular set analyzer— that there is a Jewell
Pattern 199 in use for every service kit of all the other manufac-
turers combined.

There are many reasons why Jewell Pattern 199’s are the most
popular. They are built to the highest standards of quality. They are
backed by the most thorough and up-to-date radio data service.
Yet they are the lowest priced complete set analyzers on the market.

A Jewell Pattern 199 Set Analyzer quickly pays for itself. The
service man who does not have one pays for it over and over again
in wasted time, repeat service calls, sales lost through bad service
and dissatisfied customers.

Every service man should have a Jewell Pattern 199 Company
ell Electrical Instrument Lo
]le6‘:2-A Walnut Street, Chicagos .
i f your Instruction
Pleﬂsle)“tl:‘le::i al;:gt};\zr with dr:smpnve
Ti‘t‘:lrat:re on Jewell Set Analyzers.

. "™ 30 YEARS MAKING GOOD INSTRUMENTS ™ -

T AU <, T

l um"l “!""
el . 4

VA N
il Vi &éh l\?ﬁn’{ m
199 Set Analyzer

IIIIII||m|

i |||uu|u||||| _________________________________

E
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The 1930
standard —

for better
combinations

The amazing beauty of tone—reasonable price—

trade and public acceptance—urge all manufac-

turers to adopt the Toman Super Pick-up as stand-

ard equipment for their combinations—as many
leading manufacturers have done!

Manufacturers who want the strongest selling features and largest
sales for 1930 will surcly adopt the Toman Super Pick-up. All who
have seen and heard this new pick-up realize its unique value in
making sales and profits.

Its amazing volume and beaunty of tone mean sales. Its dependable

construction assures continued customer satisfaction—and lasting

The first Super reputation for manufacturers who use it. Yet—like all Toman

A products—its price is reasonable. Jobbers and dealers know that

Plck-up — and the the nation-wide acceptance accorded the first super pick-up means

' profits for them. They know that Toman-equipped combinations

ﬁnGSt‘ sell quickly and give permanent pleasure to their customers. The

Toman Super Pick-up will bring profit to YOU. Let us send you
a sample today. Test it. It will prove its value to you.

PERFECT FOR THEATRICAL USE

“In view of the
many favorable
trade comments
I’ve heard about 2
the Super Pick-up 1 WANT TO
TEST IT! You may send a
sample today, without obligation
on my part to buy.”

REPRODUCERS A ?ﬂ ) TONEARMS

PICK-UP ARMS\ “%@?/ /PICK - UPS

e

E. TOMAN & CO.
2621 W. 21st Pl., Chicago

Name ..... M. 0 sl g2 PP . ma NMe slAG Cable —SIVAD— Chicago
' Established 1914
Address =e aalfMsdeds Jali ada W30, oa B L4 5 G GIE » Bankers—First National Bank of Chicago
Cily ~wo .4/ 30EG Do « SERTEN ¥ 5T Bag: Su 2 1o iege .
Executive

wWwWwW americanradiohistorv com
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‘Announeement!

a new type
of high vacuum
detector

amplifier...

the CeCo0-=227

This recent product of the CeCo laboratories has many
new features which contribute greater physical strength
and higher electrical uniformity.

It embodies the following new features:

1. Two mica spacing members, the upper one much larger
than usual.

2. A grid constructed around two supporting bars instead of the
single bar usual in this type of tube.

3. A short cathode.

4. A shortened distance from the glass stem to the electrodes.

5. A longer glass stem.

Its extremely rigid construction renders the new CeCo-227
more resistant to damage from shock.

Cooler operation has been achieved, which means
longer life.

With the new CeCo-227 in their set, your customers
will enjoy clearer, cleaner reception with a knowledge that
the tube will last.

Without doubt the new CeCo-227 is the best tube of
its type on the market today.

Because of the great demand for this new tube, jobbers Licensed under patents and

] 5 5 S omn applications of the Radio Cor-

and dealers are being supplied in limited quantities for poration of America, the Gen-
o= g . . eral Electric Company, and
their immediate requirements only. the Westinghouse Flectyic and

Get your orders in as soon as possible. Maufacturing Company.

Ce Co Manufacturing Co., Ine.
PROVIDENCE, R. I.

CeCox

wwWw americanradiohistorvy com
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EDISON reme 2ADI

BE AN It’s the world’s best way to make your radio business good . . . .
EDISON RADIO to get a lion’s share of the business to be had today . ... to build
soundly for the future. Just as now is the time to buy stock in
DEALER strong companies, so is this the time to tie to a great name like
Edison in the radio field. For here is a radio easy-to-sell in
hard-selling days. It rides on the crest of a great wave of popu-
lar enthusiasm. People want this radio—and will buy it be-
cause the greatest name in science assuresjthemof today’s pleas-
ures and tomorrow’s security. Build your business name with
the Edison name. Act now. Time is spot cash. They're all
buying the new Edison.

TRADE MARK

Qa Eduon.

EDISON DISTRIBUTING CORPORATION

ATLANTA, 155 So. Forsyth St....BOSTON, Statler Bldg....CHICAGO, 3130 So. Michigan Ave....DALLAS, Santa F¢ Bldg....
DENVER, 1636 Lawrence St.. . .KANSAS CITY, 2107 Grand Ave.... MINNEAPOLIS, 608 First Ave., N.. . .NEW ORLEANS, 128
Chartres St....ORANGE, N. J....PITTSBURGH, 909 Penn Ave... _RICHMOND, 1204 East Main St....SAN FRANCISCO, 1267
Mission St....SEATTLE, Volker Bldg. - * ~

BINGHAMTON, Alliance Motor Corp.. .. BUFFALO, Alliance Motor Corp., 1460 Main St....CINCINNATI, Edi-Radio Mart. 622

Broadway Ave....CLEVELAND, B. W. Smith, Inc., 2019 Euclid Ave....DETROIT, E. A. Bowman, Inc., 5115 John R. St.. ..

DUBUQUE, Renier Bros....GRAND RAPIDS, Morley Brothers. ..LOS ANGELES, H. R. Curtiss Co., 727 Venice Blvd... .NEW

YORK, Blackman Distributing Co., 28 W. 23rd St. . _OGDEN, Proudfit Sporting Goods Co., 2327 Grant Ave....PHILADELPHIA,

Girard Phonograph Co., Broad % Wallace Sts. .. "ROCHESTER, Alliance Motor Corp., 727 Main St., East....SAGINAW, Morley

Brothers.. .ST. LOUIS, The Clentone Co., 2342 Olive St. . _SYRACUSE, Alliance Motor Corp., 1045 South Salina St.. .WATERBURY,
Sprague Electrical Supply Co.

www americanradiohistorvy com
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Eveready
Layerbilt

“B" BATTERIES will be your heavy sellers

CYLINDRICAL CELL CONSTRUCTION

This is a typical cylindrical cell “B' battery. Note the 29
fine wires and 60 solderings—89 chances for trouble. See

also the large amount of waste space.

ADVERTISEMENTS featuring these two
graphic diagrams are appearing in maga-
zines and farm papers throughout the
country. They are heralds carrying to
the public the message of a better, longer-
lived “B” hattery—the Eveready Layer-
bilt. They tell the inside story of the
Layerbilt, emphasizing how space is
economized and how 89 chances for
trouble are eliminated.

This big national advertising campaign
is attracting millions of “B” battery users.
Reliability—safety against interruptions
— insured longer use for only

LAYERBILT CONSTRUCTION

Here is the exclusive Eveready Layerbilt construction. Only
five solderings, and two broad cennecting bands, all other
connections being made automatically.

Waste space elim-

inated. Layerbilt construction is a patented Eveready fea-

Eveready Layerbilt*‘B”

Battery No. 486, the
original Layerbilt and
the most economical
of all Evereadys. List,
$4.25. There is also
the Medium Size Ever-
eady Layerbilt No.
485, listing at $2.95.

ture. Only Eveready makes Layerbilt Batteries.

tising, coupled with quality production,
is maintaining that leadership. There’ll
be millions of Eveready Layerbilt “B”
Batteries sold this season. Make certain
that your stock is large enough to supply
the demand.

NATIONAL CARBON COMPANY, INc.
General Offices: New York, N. Y.

Branches: Chicago Kansas City New York

San Francisco

Unit of Union Carbide § N\ and Carbon Corporation

a few cents more in price—are
the big inducements.

As past advertising and quality
production have made Eveready

Layerbilt the leading “B’’ battery

EVEREADY

IN VITAL SERVICE

EVEREADY BATTERIES are being used in
automatic train control, aircraft beacon
receivers, talking motion-pictures,
short-wave transmission, television, for
the protection of life and property and
to secure instant, unfailing, noiseless,
perfect electrical power.

on the market, so present adver-

s

l__l_adio Batteries

WWW.americanradiohistorv.com
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. Nighty Mlonarch 4
T o

66
Mai estic retailers

and their salesmen who are
attending the Majestic Sales
School in the Hotel Stevens,
Chicago, are adding at least
100% to their present selling
ability. Your distributor has

registration blanks.”

(0? Obr

Vice President and Treasurer

GRIGSBY-GRUNOW COMPANY, CHICAGO,U.S. A.

World’s Largest Manufacturers of Complete Radio Receivers

Makers of

nd appli-

Licensed under patents a
cations of R.C.A. and R.F.L., also
by Lektiph. Lowell & D o

and Hogan License Associates

WWW.americanradiohistorv.com
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of YOUR clistomers?

N 185 cities, The American Weekly 1is
eagerly read in more than 1 ouz gf every

2 homes,

Amazing coverage, indeed! But not
surprising from The American Weekly’s
6,000,000 circulation— largest circulation
on earth—more than fwice as big as any other
magazine!

If your store is in one of the 185 cities,
The American Weekly probably reaches 1
out of 2 of your customers.

Tie up with products advertised in The
American Weekly! Display them! Talk
about them! Then watch your sales hit new

high marks!

Greatast
Circulation
in the World

What is
The American Weekly 2

The American Weekly is the magazine

distributed through seventeen great

Sunday newspapers from seventeen

principal American cities. It concen-

trates and dominates in §36 of America’s

812 towns and cities of 10,000 popula-

tion and over.

IN EACH OF 185 CITIES IT REACHES ONE OUT OF
EVERY TWO FAMILIES.

IN 132 MORE CITIES, IT REACHES 40 TO 50%).

IN AN ADDITIONAL 102 CITIES, IT REACHES 30 TO
40%.

IN ANOTHER 117 CITIES, IT REACHES 20 TO 30%.

—but that’s not all. Nearly 2,000,000
additional families in thousands of other
communitiesregularly buy The American
Weekly —making the unprecedented na-
tional total of 6,000,000 families who
read The American Weekly.

TH WERI CAN
M/EEKLY

.Main Office: g East g4oth Street, New York City

99

Branch Qffices: WricLEY BLpG., CRicaGo . . . § WINTHROP SQUARE, BosToN . .. 753 BonniE Brag, Los ANGELES . .. 222 MonapNocK

B1pc., San Francisco. .. 12-231 GENERAL MoTors Broc., DETROIT. .. 1138 HANNA BLDG., CLEVELAND. .. 101 MARIETTA ST., ATLANTA

. wwWw americanradiohistorvy com N L
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SCREEN GRID... TONE TESTED

LOWEST PRICES

\

~No wonder they’re all buying

CROSLEY!

HOUGH still demanding quality, the
public has an eye to economy these days!
That’s why Crosley Radio is now more pop-
ular than ever! Everybody is asking for
Crosley—thousands of brand-new sets are

rolling out of the big Crosley plant each day.

National advertising in the leading mag-
azines and farm papers is playing its part,
too. The story of how the most noted musi-
cal artists in America were engaged to tone-
test Crosley Radio and give Crosley engineers
the benefit of their suggestions is spreading
like wildfire.

But check the sets themselves . . . you’ll
see plenty more reasons why the Crosley line
is so Red Hot! These sets embody every
modern feature—and practically the entire
line can be sold complete with tubes below
the $150 price level!

Your Crosley distributor has other facts to

tell you, equally interesting and full of profit
possibilities. Get in touch with him!

THE CROSLEY RADIO CORPORATION
Powel Crosley, Jr., Pres.

CINCINNATI, OHIO
Home of WLW-—¢the Nation’s Station”’

tubes)

CROSLEY 31-S. Table
model, with arich burl
walnutfinishonametal
backing, incorporates

the 7-tube Crosley

Screen Grid Monotrad.

CROSLEY 41-S8 (similar

to above), the 8-tube

Crosley Screen Grid

Unitrad, $65.85 (without
tubes)

112 o

CROSLEY 33-S. This
graceful Crosley 7-tube
Screen Grid cabinet
model, with Dynacoil
Speaker, is beautifully
Jinished in two tones of
satiny walnut veneer

WWW.americanradiohistorv.com

CROSLEY 34-S.
handsome cabinet
modelwithdoubledoors
of diamond-matched
panels, incorporating
the 7-tube Screen Grid
Set and D6y(nacoil

This

Speaker. $116 (without
tubes). CROSLEY 42-S,
utilizing the 8-tube
Screen Grid set in the
same cabinet, $126
(without tubes)

CROSLEY 82-S. 8-tube
Screen Grid cabinet
model, modern design,
with Dynacoil Speaker.
$160 (without tubes)

Western Prices
slightly higher

You’re there with a
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COPELAND

has a logieal proposition
for the radio merchant!

Radio dealers who are interested in avoiding
scasonal slumps will find Copeland’s suggestion
the logical solution:

Expand vour field to include Copeland Depend-
able Eleetric Refrigeration! Copeland offers a
line of nationally accepted merchandise which
you can sell to those to whom you have already
sold radios. The sale of Copeland involves the
same principles of home demonstration, instal-
lation and service with which you are already
familiar — and Copeland reaches its peak sales

volume each year just when radio sales are lowest!

You can make no finer connection in electric rc-
frigeration than Copeland! For so thoroughly
does Copeland satisfy every requirement in the
household, apartment and commercial fields that
it has registered sharp sales increases year after
year, until today it stands ameng the pre-eminent
names in the industry.

Copeland offers the opportunity to banish season-
al slumps from your business! Mail the coupon
today for further particulars.

opeland

DEPENDABLE ELECTRIC REFRIGERATION

COPELAND, 332 CASS AVENUE, MT. CLEMENS, MICHIGAN

Gentlemen: I am interested in the Copeland proposition.

Name Street____

City and State._

WWW.americanradiohistorv.com
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A profitable business for |}
service stations is the in- §
stallation of tone quality }
by replacing inferior units
with THORDARSON REPLACE-
MENT TRANSFORMERS.

Py av ey

The chief difference be-
tween this year’s sets and }
last year's, between high
priced sets and cheap §

ones, is the difference in gl 245

Set Analyzer
and Tube Tester

Tests accurately — filament, plate,
grid, screen-grid, cathode and line
volts. Shows plate current and grid
change.

A complete tester for the latest sets
using 245 power tubes. Compact.
Simple to use. Easy to carry.

audio amplification. This

the set OWNER HEARS.

is the difference which
. %

R-100 Straight Audio, $2.25
R-101 Input Push-Pull, 3.50

AT ALL JOBBERS

Self-contained. The seamless steel
cover with leather handle holds in
place the cable, cords and plug.
Beautiful baked enamel finish. An
outstanding value.

At your jobbers. If
ordered direct re-
mittance must ac-

THORDARSON |

READRITE METER WORK

THORDARSON ELECTRIC MFG. CO.

Huron, Kingsbury and Larrabee Streets + CHICAGO, ILLINOIS

Established 1904
6 College Ave., Bluffton, Ohio

WWW.americanradiohistorv.com
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103

Small Console (38x26x14) Screen
Grid, selected Walnut and Gumwood
inbuilt dynamic speaker, less tubes.

$142.50

Prices glightly higher west
of Rockies.

“] ITH all due respect to the value of selec-

V' tivitv sensitivity and other elements that
contribute to radio reception, tone is outstandingly
first with the public by a wide margin,

Although it has all these other features in full
measure, the New 1930 Browning-Drake Screen-
Grid Radio is selling easily for every authorized
dealer because it reproduces with such startling
reality, with such brilliancy of tone, all the delicate
shades of musical instruments and of the voice.

Model 53

Table Model. Screen-Grid ribbon-striped
mahogany with Satin Duco finish, less

tubes $102.50

Prices siightly higher west of Rockies

Send for full particulars of our very liberal
franchise

Browning-Drake Corporation
226 Calvary Street, Waltham, Mass.

Builders also of modern screen-grid ®
buttery models

Beautiful appearance it has, and low price, but its
great selling appeal is its tone.

Here are some other features and reasons for its unusual per-
formance, and its sales appeal. Semiautomatic tuning, both
kilocycles and call letters on dial; five tuned circuits—nine
tubes; tuned antenna; push-pull audic (245 power tubes);
power detection (plate rectification) optional; band-pass filter
effect (10 KC selectivity); Mershon trouble-proof condenser;
voltage regulation adjustment (manual); power unit integral
part of chassis; large special dynamic speaker; cabinets of
selected walnut and gumwood, with satin Duce finish.

screen-grid R A D I O

over 1,500,000 people listen in on Browning-Drake Sets.

WWW.americanradiohistorv.com
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elevocal

Quality Tubes

The Televocal Screen Grid Tube AC 224

is a triumph of economic engineering.
To Set Manufacturers it offers a tube
that is long-lived and built to stand
any strain. A long series of factory
inspections and tests insure uni
formity in quality and perform-
ance. To the Consumer it
offers greater sensitivity and
selectivity, more volume and
fidelity of tone and quicker
heating. To the Dealer it
offers a tremendous popu-
lar demand for this
revolutionary achieve-
ment and insures cus-
tomer satisfaction.

Prepare

I Televocal
against a Tubes are
poss’ble short- made in all
age by standard
ordering now, types;

Televocal Division
Dep’t B-2
400 Madison Ave.
New York City

National Union
Radio
Corporation

iy Screen
Grid

“Madam—Ilet me
introduce the

FACTORY
ENGINEER”

Take this
consulting
specialist with you
on your radio servic-
ing calls

HINK what it would mean to your busi-

ness if you were known to employ factory
engineers for servicing radio sets—engineers
familiar with every constructional feature!
You would get every servicing call in your
territory, because customers would have con-
fidence that these men would know just what
to do in every instance, and could promptly
restore the set to perfect order.

That’s exactly what the Weston Model 547
Radio Set Tester is in effect. It enables your
servicing men to become as experienced and
It helps the

manufacturer make good his guarantee of

efficient as factory engineers.

performance; it helps you increase your serv-
icing business with steadily increasing profits,
and makes friends for your business and cus-
tomers for your merchandise.

All told, the Model 547 is an outstanding
achievement of the year and no dealer or
service organization can afford to be without
one. Worite for detailed instructions on the

scope of this instrument.

PIONEERS
SINCE 1888

INSTRUMENTS

WESTON ELECTRICAL INSTRUMENT CORPORATION
581 Frelinghuysen Ave., Newark, N. J.

www.americanradiohistorv.com
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DONT TAKE
CHANCES

w == = =« GOOD JUDGMENT DEMANDS THAT
o YOU MAKE CERTAIN OF QUALITY BEFORE
YOU BUY = = = Now, for the first time TRIAD
has actually made that possible when purchas-
ing radio tubes ® The printed certificate packed
in every TRIAD box guarantees a minimum of
six months’ perfect service or a satisfactory ad-
justment ® That policy definitely protects the
profit you make on every tube sale. = You

couldn’t ask for anything fairer — could you?

Don’t guess at tube quality any longer = You
can rely on TRIADS and be SURE of it—always!

TRIAD MANUFACTURING COMPANY, INC.
PAWTUCKET, RHODE ISLAND

TRIAD

Call your jobber or write . N s u R E D
us direct for complete RADI ' u B
TRIAD dealer information

TRIADTHE WORLD'S ONLY INSURED RADIO TUBE!

WwwWwW americanradiohistory com
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HARNESSING
A MIGHTY
POWER

—vyour radio!

a delicate, intricate network of coils and transformers—cascading
amplification tube by tube.

Such power must be harnessed—if the result is to be a smoothly
flowing, clear reception.

A CENTRALAB volume control in your radio does just that . . .
and does it smoothly . . . silently . . . surely. It means much if
your radio is CENTRALAB equipped.

Write for free booklet

“Volume CLontrols, CENTRAL RADIO

Voltage Controls, their
uses.”

LABORATORIEES
20 KEEFE AVE., MILWAUKEE, WIS.

i 7
SERVICE MEN
New Development Doﬁ,ﬁo %ﬂ‘;{,‘.e

A new Variable Wire Wound Resistance for === =
use in Power Packs, Eliminators, etc. Has ad 3
justable contacts that can be arranged to give
exact B and C voltages. Any resistance from 0to 15,000 can be obtained.
Wound with Nichrome Wire on special refractory tube. List $1.00.

. CONDENSER BLOCKS
Replace with MAYO. FOR

Type List
Majestic B

“They’re Guaranteed.” N minatol [287. g7R00
Super B.. 281 7.50
L

Mafestic Set

(1928 m'dl) 284 10.00
Majestic A 190 8.00
Atwater Kent

Model37.. 283 12.50
Zenith Set:

(For allsets

To Change
D.C. to A.C.

using 280
Jfectltien. 282 9.00
ALWAYS use JANETTE Rotary Converters. Lvery- Mohawk A-C. g0 9.00
body’s doing it. Thousands of these machines have Stewart-

warner. 285 9 00
Many Other Blocks, Not

Liste:
TRANSFORMERS FOR

been absorbed by the radio and talking machine in-
dustry during the past year alone, and in practically

every D.C. district in the world. Majestic B Typ. List
JANETTE Rotary Converters have been For 115, g:r]émln(ax]
adopted as standard by virtually every models). . T-287 5 00
leading company in the entire radio indus- 230 or Zenlth Pack T-282 9 .00
try. Why? Because of their smooth, 32 1 Mohawk A.
guiet. vibrationless ovperation and their volts .27t
perfect filter which eliminates the ripple D. C 28 (226
or hum usually associated with the oper- - ;Ygew e°§
ation of a radio by a converter. Pack..... T-280 9.00

Write for Bulletin 1229-C S . T-280 900

JANETTE MANUFACTURING e s

RESISTANCES

COMPANY A Complete Line of Wire
Write for new catalogue sheets Wound Resistances
lii‘;m‘c;r B(}tlg. ! 555 W. Monroe Street l’l“:?llitE:;l?ltze Ask your jobber or write direct.
New York CHICAGO Philadelphia MAYO LABORATORIES, Inc.

281 East 137th St., New York City

www americanradiohistorv com




DWEF;:IWC Since the public judges the product of any radio manufacturer
S by the sound it hears from it, why not protect the public im-

4 e

THE MAUK OF THE SENUINE

pression of the set YOU manufacture by building into it the ONLY
speaker guaranteed against hum or rattle for the life of the speaker?

That is the X-Core Dynamic Speaker —made by Magnavox, of course —
for only Magnavox may make a Dynamic Speaker.

THE JJAGNAVOX ((OMPANY

Established 1911

ies: CHICAGO, [ LLINCIS
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(QUICK HEATING
TUBE DESIGN
IS BETTERED

|
WITH SUMMERILL

seamless nickel tubing

The development of the quick heating tube
to its high state of efficiency is a story of long
research and improvement in manufactur-
ing methods.

One of the contributing factors in the success
of quick heating tubes is Summerill Seamless
Nickel Tubing backed by an experience
extending over thirty years.

That's why radio tube manufacturers gave
instant acceptance to Summerill Seamless
Nickel Tubing—that's why we have quad-
rupled our output in the past six months.

The Summerill Tubing Co.
Founded in 1899
Bridgeport, Pa.
(Philadelphia District)

[

Acme Wire Propucts

Parvolt Filter and By Pass Condensers
Coils—Magnet Wire Wound
Varnished Insulations

Magnet Wire - - - All Insulations

All products made to Recognized Com-
mercial Standards, including those of:
National Electric Mfrs. Assn.

Radio Manufacturers’ Assn.
American Society for Testing Materials

For 25 years manufacturers and sup-
pliers to the largest and most discrimi-
nating users.

THe AcME WIRE Co.
NEW HAVEN, CONN.

Branch Offices
Cleveland
Guardian Bldg.

New York
52 Vanderbilt Ave.
Chicago
842 N. Michigan Ave.

DUTUTGIBIRTIT I TN T

TR T TS

U THTTTTTI GGG

\
ﬁow.—An Improved Beede

Combination Tube and Set Tester

No. 250 No. 20
With S Without
Glt'id '(i'l(asetn Screen Grid
. . Test
List Price
$25.00 List Price
Dea.ler’s $20.00
Price Dealer’s
$15.00 Price
$12.00

It Tests Screen Grid Tubes

The advent of the screen grid set prompted
the development of a new and better combin-
ation tube and set tester, with special attach-
ment to test screen grid tubes. It makes all
ordinary tests on A.C. and D.C. tubes and
receiving sets also.

Every service-man, set builder, radio store and
radio fan—should have this improved instru-
ment. Ithas alarge market—it offers a profit.

Get one for your own use. Write for details.

Beede Electrical Instrument Co.

Manufacturers of Quality Battery Meters, Meters for Radio Use,Ete.

PENACOOK, NEW HAMPSHIRE

FIRITTIING

LT BT T OO VDT RO SN RS NS TR TR T T O T T E O T D OO TR
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Chassis of Kennedy Screen Grid Receiver insulated throughout with Bakelite Materials.

In the Kennedy screen grid receiver

Bakelite Insulation is standard

VER since the earliest days of
factory-built radio receivers,
the Kennedy has enjoyed a high
reputation. Over this period of
years new developments in radio
have succeeded one another with
great rapidity; many materials for
many purposes have been tried and
discarded, but Bakelite Materials
have held their place as the premier
insulations for radio receivers.

Bakelite Materials, both molded
and laminated, are standardized

products, of great uniformity and
stability. This dependability,
under all conditions of service, is
an assurance that the performance
of a set will not depreciate in the
hands of the purchaser through
impaired insulation.

Dealers should be interested in the
insulation materials used in the
sets which they handle, as quality
reception depends wupon them.
Write for a copy of Booklet No. 39,
“Bakelite in Radio”.

BAKELITE CORPORATION
247 Park Ave., New York, N. Y. Chicago, Office: 635 West 22nd St.

BAKELITE CORP. OF CANADA, LTD,,

REGISTERED

163 Dufferin St., Toronto, Ont., Can.

‘U, . PAT. OFF.

Made by Colin B. Kennedy Corp., South Bend, Ind.

=

THE MATERIAL OF (99) A THOUSAND

*“The registered Trade Mark and Symbo! shown above may be used only on products made from materials
manufactured by Bakelite Corporation  Under the capital "B is the aumerical sign for mﬁni.ty. or unlimited
auantity It symbolizes the infinite number of preseat and future uses of Bakelite Corporation’s products.”

www americanradiohistory com
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DAYRAD
RADIO SET
ANALYZER

The answer to your service problems
is embodied in this compact and
Light-weight instrument.

Performs every necessary test on
radio sets, power packs, screen grid
circuits, etc. Tests both plates of
type '80 rectifier tubes separately.
Will also test total current in
Raytheon tube circuits.

D.C. METER RANGES—20/100
Milliamperes, 20/100/200/600
Volts (1000 Ohms per Volt).

A.C. METER RANGES—
4/8/160/800 Volts. Only one selec-
tor switch to operate. Both UY and
UX sockets on the panel. Self con-
tained continuity test. Carrying case
is of genuine moulded Bakelite.
Equipped with either Weston or
Jewell Meters.

DEALER’S NET PRICE $ 5 8'50

Hrite Now For Descriptive Literature
or See Your Nearest Jobber

THE RADIO PRODUCTS CO.
DAYTON, OHIO

Radio Retailing, A McGraw-Hill Publication

xoPx.c

Tube Troubles
al the Source

Excess voltage on the power lines
ruins A.C. tubes or shortens their
useful life. Many an A.C. tube
gives only a few hours of useful
life before it is replaced. There
is an easy way to prevent damage
to A.C. tubes from high voltage
and voltage surges. Install a
Vitrohm Unit in the wall outlet
or lamp socket from which an A,
C. set operates. It is ccrtain pro-
tection against costly, frequent
tube replacement.

WARDLEONARD
ELECTRIC CO.

MOUNT VERNON, N. Y.

VITROHM 507-109+> VITROHM 507-109A

For sets using 65 watts or less For sets using more than 65 watts and
less than 130 watts

A Million ahg & half used Monthly during 1929
\in American Radio

To keep pace with 1930 receiver developments, Durham Metallized
resistors and powerohms are now more accurate. have a greater
power safety factor and _can be obtiained in even greater variely.

The advantages of the, Dy ham N[gmllir}{l prineiple have been
proven by the millions of‘Dl’S‘hg 1 resisfors ‘and powerohms now
used by America’s foremost\manufacturers of radio receivers and
allied products. O\

These units are now in standard production in all ratings, all
types of tips for radio work. \ \ \

Engineering data and samplén forvesting send,
upon request. Please state raghugs, required

International Resistanee Company
2006 Chestnut Street, Philadelphia, Pa.

: - ;
’ [METALLIZED =)
. METALLIZE

RESISTORS &
POWEROHMS

R e . e e e S S e — M, ) Y T
NN T T AU TR ST T DR
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MERSHON

__ FLECTROLYTIC

CONDEN

THE Mershon Electrolytic Condenser, used by more than 30 of

America®s leading radio manufacturers, saves space, cost, weight

and trowble. It gives tremendous capacity in VERY SMALL
SPACE! For instance— 72 microfarads in 32 cubic inches. It affords
a NEW low hum level and it is self-healing as well as trouble-proof in
every other way.

For these recasons— and for the further reason jthat the Mershon
Condenser is made in a superbly equipped plant with tremendous
production capacity, with a research laboratory constantly avail-
able for users, with years of experiment and improvement be-
hind i1 —tkis fine modern radio productlis also being used
more and more by custom set builders, by =ngineers, by re- #
placement and repair men and is being engineered into new
power packs.

THIS CREATES A GREAT OPPORTUNITY
FOR EVERY RADIO DEALER!
In the next few months thousands of Mershon Conden-

sers will be sold and used—a quick selling, highiy
profitabl: line for the retail dealer.

We can tell you how to get and keep this business
and we can help you get more and more of it
throughout the year.

Address Mershon Department FFC.

THE AMRAD CORPORATION
Medford Hillside, Mass.
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A REAL
PLAN

There is a genuinely
profitable plan available
for every interested radio
dealer. Write or wire
today.

i
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b AT HUTE

Modernizes
RADIO .
and all Llectrocal Applearce

Turn Current On or Off At Any Time Set

Easy to operate: Plug in, set time, and pull the lever.
Complete with six-foot cord and plugs; no wiring necessary.
All Bakelite case, dark walnut finish: 4 inches high.
Capacity increased to 660 watts. Consumes no current.

R-V MANUFACTURING CO.
MARSHFIELD, MASS.

The Perfect Gift for Man or Woman

il

In addition to assuring
protection against
lightning, the Corwico
Vulcan Lightning Ar-
rester also dissipates
accumulated static
charges, thus improv-
ing reception. The
Vulcan Arrester is
packed in an attractive two-color box and its performance
is guaranteed by a 3100 pledge to repair lightning damage
to any set equipped with this arrester.

If your Jobber cannot supply you with Corwico Vulean
Lightning Arresters, order a sample carton of 6 direct.

CORNISH WIRE COMPANY
28 CHURCH ST., NEW YORK CITY
Makers of the Famous

i
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RADIO CONSTRUCTION LIBRARY

Three Volumes, 993 pages, 561 illustrations, 6x9 inches.

How to Build, Test, Repair and Maintain
Modern Radio Receiving Sets—

Now available as a complete unit, these three well-known radio books present a
practical and authoritative library for the radio dealer and serviceman, as well
as the broadcast listener.

Volume I-—PRACTICAL RADIO:
sented so that anyone with average training will be able to apply them.
plete construction details of eight typical sets are given.

Volume IT— PRACTICAL RADIO CONSTRUCTION AND REPATR: Trouble-
shooting and servicing—the hest practice in locating and repalring trouble in
sets, speakers, eliminators, aerials, etc.

Volume IITI—RADIO RECEIVING TUBES: A practical explanation of the
underlying principles of vacuum tubes—covering the construction, testing,
reactivation amd use of all types of tubes.

The fundamental principles of radio pre-
Com-

See This Library for
10 Days FREE!

FREE EXAMINATION COUPON

MecGraw-Hill Book Co., Inc., 370 Seventh Avenue, New York.

Gentlemen:—=8end me the New Radio Construction Library, all charges prepaid,
for 10 days® Free Examination. 1f satisfactory I will send $1.50 in ten
days and $2.00 a month until $7.50 has been paid. If not wanted 1 will
roturn the books at your expense.

S R R R R e
Home AQAreSS ...t v vn s iaim s a e atee
City and SUBLe. . ... . .ei ittt
Name Of COMDANY. « v vt v vae it anas s cnataasaserasaces st aaassse

Occupation
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—TAARING ™
ANACONDA 22—~

MAGNET WIRE

i, Plain Enameled
Cotton Covered
Silk Covered

Anaconpa Wire & Casie Co.
Magnet Wire Dept.
MUSKEGON — — MICHIGAN,

=

SIS

WASMUTH - GOODRICH

COMPANY

Fine Radio Cabinets
fashioned by

Master Craftsmen

103 Park Ave., New York

Peru, Indiana

HATHISITTITIITING
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SEAR@HJLIGHT SECTI@N

EMPLOYMENT and BUSINESS OPPORTUNITIES—SURPLUS STOCKS—DISCONTINUED MODELS

UNDISPLAYED—RATE PER WORD: INFORMATION: L e R 3 9 .I’.fﬁ o
Positions Wanted, 8 cents a word. minimum Box Numbers in care of any of our oflices 2 10 3 inches............. 725 an inch
$1.25 an insertion, payable in advance. cgum 10 words additional in undisplayed 1 to 7 inches. . ....... .o 7‘0012"1 ”@wh
. adas. Rates for larger spaces, or yearly rates,

Pof:;:,‘;ml;ﬁg :n‘sm%u n?f,‘,‘f,{,uf,‘,ai‘ﬂg?ge Discount of 10% if one payment is made on request.

) in advance for four consecutive inser- An advertising inch is measured vertically
. . : tions of undisplayed ads (not including on one column, 3 columns—30 inches—
Proposals. 40 cents a line an insertion. proposals) . to a page. Radio Retailing

ap % “D& {oe

REPRESENTATIVES AVAILABLE
SPECIAL NOTICE: Manufacturer’s Representative

Calling on radio jobbers, state of Pennsylvania,
with nationally advertised receiver, desires addi-

Py tional lines of merit for jobbing trade. RA-117,
TO the Radlo Industry %adllo Retailing. Tenth Ave. at 36th St., New
ork.

- : 3 o Mannfacturers Attention
Advertising in connection with legiti models‘ of merc.h.andlse or equipment. Newly organised monaiacturers representative
mate offers of surplus stocks and dis- Nor will advertising which invites vio- . organizgtion with established agents or lo!lﬁces
3 . 5 g in every Southern center. wants additional lines
Fontmued moﬁels O-f radl? mercl‘l‘andl§e lation of the dealer’s contract with the of radio. radio tubes, musical accessories. Our
is acceptable in this section of “Radio  anufacturer be acceptable. personnel established at New Orleans, Atlanta,
Retailing.” Rll(l‘hn](ﬁ]d, D}illlas.LSa{I Autollliu.olal Paso, Né;sh-
a a ville, emphis, ittle R . lahoma ity,
Extreme care will be exercised by the All merchandise offered in the Search- are acquninlzed with every ojco{)ber. syndicate and

o4 A

publishers to prevent the use of ad- light Section must be accurately and Gl MO B (IS B e LT
b llable a 18e mn e on I or OVe.X‘ twe_n y
vertising in the Searchlight Section to  fully described and must be ava years, are well financed. reliable and responsible
encourage price cutting on current on order. and have a past record of successful mer-

chandising. We solicit accounts of only de-
pendable manufacturers. Gus Blancand. General
Manager, 513 Conti Street, New Orleans, La.

REMOTE CONTROL!

Designing Engineer wishes to interest re-
sponsible manufacturer of popular priced
sets in improved multi-outlet remote con-
trol system, including automatic station
selection, self compensaing visual tuning,
and other striking selling features.
Engineer, BO-116, Radio Retailing
Tenth Ave. at 36th St., New York City

TEMPL SUPSEIBERIEQMIC ] “Your Radex is the best index (log

The Temple Super Dynamic Speaker is the book) I have seen, and 1 have had
only Dynamic that has these features: five other Pub[,'ca[,'ons"’

1, HUM MOF'ULATOR . _—

2. TWO-TONE SWITCH “With the help of Radex I logged 90

3. SPECIAL SWITCH FOR CUT OUT AC—
Temple AC Dymamic Model 50, in a beautiful stations one nlgh[ 'ece””y’ b)’ fa' the

cabinet. The sjeuker chassis is one of the finest l‘"ges’ number 1 had ever before

at Less Than Manufacturer’s Cost

made. There are an output transformer and dgy = I
rectifier  built  in. The cabinet has decorated ogged in one ”‘gh['
walnut front amd back, with carved grill orna
ment. An  AC switch is accessible underneath
cabinet. Rear is removable for adjustment of
reisxstor knob to match the impedance of your re
ceiver’s output tube. Connect plugged AC cable L33 ; »”
to 110 volts AC, 50 to 60 cycles, and connect The DX Tunlng BOOk
tipped cords to speaker post of receiver .
Teaches them to tune correctly; gives
Regularly $67.50 s‘o them an understanding of radio; is an
— : incentive to get the most from their
i Dry “A” Eliminator ] set; tells them where to set dials for
Adapter for 245 Power Tube Tobe™ Bone Dry ; : n . c
p “Absolutely Humless” any station. ‘“The most interesting log

- M »n
This adap:3r Operates on 105- book available.

makes t eas~v to g
. N & i 20 1ts, AC. 5

adapt sour set. to G, a %0 to 80 cxcles. Request on letterhead brings sample and

e or Tomer ™t ba - ; \ Complete with full details. Write TODAY !

for greater VOl "B Eliminator

e, “Carity md Y AP A2 ' - Jrcooiueto Jmo o THE RADEX PRESS

amazing  ab lity

1 i which controls D
:lr:nerse.nr)dll:}%e k_)ev-v ; £ f' vt A%t Power ept. R.R., 1367 E. Gth St., Claveland. O.

wiring neces=ly, ;::tor. ‘B Ellm-

$41.95 SR | } ?
7 > $8-95 | § | KEEP POSTED
Quantity Prices on Request " ON PRICES
. o7, With no obligation to you, this coupon
A Deposzt Of 25 /0 Must Accompany All Orders! ] will bring you our bargain listings on
Radio and Electrical merchandise.
Send for it now.
B lii N EM : S. S. Jobbing House
151 W. 26th St.,, New York City, N. Y.
Servicc Corp ] Please send your listings,

NG 55600 a8 0066085600060 05406000000

1072 Atlantic Ave., Brooklyn, N. Y. Address

AT s W TR AR TR [T PR e
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7 $1000Raise thisYar!
Uel a aise tnis leayr.
.r.{{;.? : b i
ter I've helped others do it

In addition to helping men
break into Radio, my course
shows men and young men
already in the field how to
get ahead—how to win pro-
motions and raises in pay.
I will train you at home in
your spare time. I will make
an agreement with you to
refund every penny of your
tuition if you are not satis-
fied with my lessons and in-
struction service after you
complete my course. The
Pioneer and World’s Largest
organization devoted exclu-
sively to training men and
young men for good jobs in
the Radio industry stands
back of this agreement.

Read what these
graduates say

Erle Chambers, 228-230 W.
Tth St., Cincinnati, Ohio.

““Last year my income went
very much over $5,000. Your
course served a good basis
upon which I was able to
build a successful future.”

Harry Laborde, 2010 First
Ave., Perry, Iowa.

“My present position as Man-
ager of the Murray Tire
Sales Company, Radio De-
partment, is I feel going to
be a good one, I believe I
will earn at least $4,000 this
year.”

E. E. Winborne, 1414 48th
St., Norfolk, Va.

“My earnings in Radio are
many times greater than I
ever anticipated when I en-
rolled for your course. They
seldom fall under $100 a
week. You give a man more
for his money than anyone
else.”

4. A. Vaughn, 3715 8, Kings-
highway, St. Louis, Mo,
“Before I entered Radio I

was making $35 a week. T
had the pleasure of earning

o I am doubling the

Al every year by fit-
357 ting them for

salaries of many
men in Radio

better jobs

g

Let me help you make
1930 your biggest year

Resolve now to make this year a really prosperous one.
If you are making $25, $30 or $35 a week let me show
you how to make more than that, beginning long before
the year has passed. When you and I work together I am
sure we can raise your salary a lot. You can buy a lot
of things with $1,000 more a year that you have to
do without now.

Make your future secure. Employers are slow to fire
their best men. Let me show you how you can quickly
get ready for the better jobs with manufacturers and
dealers and in broadcasting stations. My course not only
trains you thoroughly in the fundamentals of Radio—it
also gives you practical experience while learning. I'd
like to tell you about my 50-50 method of training at
home—half from lessons and half from practical experi-
ments. Let me show you how my training in merchandis-
ing gives you the information you need to quickly develop
into a head service man with a large dealer, a buyer, or
store manager. Let me show you the types of jobs my
men get in Broadcasting Stations, tell you about the train-
ing T give vou in Talking Movies where good men with
Radio training many times make $75 to $200 a week.

Read the many letters from graduates who got the in-
formation from my training that is now enabling them to
operate successful businesses of their own. My book,
“Rich Rewards in Radio,” gives over 100 letters from
men and young men whose successes prove the value of
my training. This book is free to you. You won’t obli-
gate yourself in the least by clipping and mailing the
coupon below,

National Radio Institute
16th and You Streets, N. W.
Washington, D. C,

il thisNOW for Free Information

J. E. SMITH, President,

National Radio Institute, Dept. OA75, Washington, D. C.
Dear Mr. Smith:~—Send me your book, “Rich Rewards in Radio”,
which tells about your training that is fitting hundreds to make
more money in Radio every year. I understand this request does
not obligate me, and that no agent will call.

Big and little fortunes are
coming out of Radio every
year. Its rapid growth has
made many men rich—and
will make many nwore
wealthy in the future. Set
$60, $75 or $100 a week as
your goal—resolve that you
are going to get it—and then
get the knowledge that will
make you worth that much,
It is surprising what can be
crowed into 365 days in
aetual accomplishment. The
information you aneed to get
a firm foundatipn for a
bigger job in Radio is in
my course. Many of my men
get raises within a few
months after starting with
me.

Dealers too are
benefiting from
my training

Many Radio dealers enroll
with me every year to round
out, to complete their knowl-
edge of Radio so as to be
able to malke bigger profits—
to be ahle to buy more care-
fully, handle employees more
successfully, solve service
problems without the expense
of a service man, to make
them better salesmen. In-
cluded in my course are four
special books written by an
authority on Radio Retailing
devoted to opening and man-
aging a Radio Retail store.

Besides many dealers are en-
couraging their service men,
salesmen and other employees
to enroll with me and learn
more about Radio. It makes
for more profits and better
satisfied customers. Suggest
to your employees that they
answer this advertisement so

3 $ v
ﬁ)lqldz ;:q%] i;rvhee:s. &111 Iinhtaws NANIE ottt te et ettt e e e (] LR T
wecks. I owe my success 10 AQATESS .« oo v ottt e e able to you and make more
the N.R.I.” for themselves,
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LET RCA INSTITUTES START

YOU ON THE ROAD T0 .. ..

SUCCESS~RADIO

Broadcast Sw-
tion Mechamnic
$1800 to $36#)
a Year,

Broadcast Opzr-
ators $1800 o
$4800 a Year.

Radio needs you . . . That’s why the entire Radio industry

is calling for trained men ... That’s why thousands of

men who answered these advertisements are now earning

from $2,000 and up a vear. Radio is thrilling work...

easy hours, too, vacations with pay and a chance to see

the world. Manufacturers and broadcasting stations are

now eagerly seeking trained RCA men ... Aviation and

radio in the movies also provide innumer-

able opportunities . . . Millions of sets need

Radio Mechanic  servicing . . . thousands of ships require ex-

and Inspector perienced operators . . . Never before was
$1800 to $4000  there an opportunity like this.

This is the Only Course Sponsored by
Radio Corporation of America

RCA sets the standards for the entire Radio
industry . . . The RCA Institutes’ Home
Laboratory Training Course enables you to
quickly learn all the secrets of Radio...In
your spare time, in only an hour or so a day,
you can obtain a thorough, practical educa-
tion in Radio ... You get the inside infor-
mation, too, because you study right at the
source of all the latest, up-to-the-minute
developments. RCA, theworld’slargest Radio
organization sponsors every single detail in
this course.

You learn Radio by actual experience with
the remarkable outlay of apparatus given to
every student. You learn the “How” as well
as the “Why” of every Radio problem, such
as repairing, installing and servicing fine sets.
That’s why every graduate of RCA Institutes
has the experience, the ability and the con-
fidence to hold a big-money Radio job.

Land Station
Operator $1800
to$4000aYear.

For the added convenience of students who prefer
a Resident Study Course, RCA Institutes, Inc., has
established Resident Schools in the following cities:

New York « o« o « « o o 326Broadway
1 Boston, Mass. + « . o 899 Boylston St.

Philadelphia, Pa. . . 1211 Chestnut St.
Baltimore, Md. . . 1215 North Charles St.
Newark, N.J. . . . « . 560 Broad St.

Graduates of both the Home Laboratory Training
Course and the Resident Schools receive exactly the
same training and enjoythe same privileges so far
as jobs and salaries are concerned. And every Home
Study graduate may also attend any one of our
resident schools for post-graduate instruction at no
extra charge.

Graduates of RCA Institutes Find It
Easier to Get Good Jobs

They are closest to the source of Radio’s
greatest achievements because the progress
of Radio is measured by the accomplishments
of the great engineers in the huge research
laboratories of the Radio Corporation of
America.

Students of RCA Institutes get first-hand
knowledge, get it quickly and get it complete.
Success in Radio depends upon training and
that’s the training you get with RCA Insti-
tutes. That’s why every graduate who de-
sired a position has been able to get one...
That’s why graduates are always in big
demand.

Study Radio at the Oldest and Largest
Commercial Training Organization in

the World

Send for our Free Book...or step in at one of
our resident schools and see how thousands
of men are already on the road to success in
Radio. Remember that you, too, can be suc-
cessful...can speed up your earning capacity
. ..can earn more money in Radio than you
ever earned before. The man who trains
today will hold down the big-money Radio
job of the future. Come in and get our free
book or send for it by mail. Everything you
want to know about Radio. 40 fascinating
pages, packed with pictures and descrip-
tions of the brilliant opportunities in this
gigantic, world-wide money-making
profession.

See for yourself why graduates of RCA In-
stitutes now occupy thousands of well-paid
positions. These positions are usually avail-
able in from 3 to 10 days after graduation
for men who can qualify., RCA Institutes
will back you up to the limit. Our catalogue

is yours free ... SEND FOR IT TODAYX!

Clip this Coupon NOW?

RCA INSTITUTES Inc.

RCA INSTITUTES, INC.

Formerly Radio Institute of America

!

SPONSORED BY

Dept.KT-1, 326 Broadway, New York, N. Y.

Gentlemen: Please send me your FREE 40 page
book which illustrates the brilliant opportunities in
Radio and describes your laboratory-method of instruction at home!

Name cpu- e opresmps S —— &

Address....ueeen.cue P S P OPU DI TR DI L SLNNS LR
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Start the New Year right

Feature these easy-selling, proved profit-makers
Genuine KOLSTER PRODUCTS at less than one-seventh original list price

Either of these KOLSTER items at less than one-seventh of the original list price

returns.

ness builders.

prive on sets purchased.

Model K-5

Height 42", width
25% ", depth 19”

Get started today!

N
: KOLSTER
ELECTRO-DYNAMIC REPRODUCER
Combined with 210 Power Amplifier
and “B” Supply Unit

r This finely matched, rugged unit

comprises a complete heavy duty
1 1 Electro-Dynamic Reproducer, in-
Features cluding a 210 Power Amplifier
with “B” supply unit, all self-
1. Electro - Dynamic contained in a steel frame. It
Reproducer (10 % - weighs 45 pounds without the
Lo LRy cahinet. The cabinet itself is
2. 210 Power Am- of pencil-striped walnut, beauti-
plifier.  Fine tone fully designed with Cathedral
Quality. grilie. It is equipped with switch
3. Supplies “B” for control of house current to
voltage, if  de- Reproducer, power unit and am-
fise plifier. A pilot light indicates
4. Can be used with when the Reproducer is in

| any electric or operation.

H battery set.

5. CompleteA.C. It desired, the 210 Power Ampli-
Electric operation. fier will also supply 22, 67 and
8. Beautiful pencll- 90 volts “B” current, sufficient
striped walnut for any set using up to 8 tubes.
cabinet. An antomatic voltage regulator
J = tuhe, UX-874. maintains the
“B” vyoltage silent and steady.

This Electro-Dynamic Reproducer

can be used with any battery or A.C. set, replacing the last audio
stage or be used with all tubes of the set. Wherever used. it will
bring out every shading and range of tone; every note is reproduced
with uimost faithfulness, pure and undistorted. It will modernize
any radio receiver,

The following tubes are required for its operation: 2—UX-281
(for full-wave rectification); 1—UX-210 (for super power amplifi-
eation) ; 1—UX-874 (for voltage regulation). For use with phono-
graph pick-up. one additional audio stage is recommended between
the pick-up and this Reproducer.

A 20-ft. cable is included with each instrument.
from 50-60 cycle, 110-120 volt A.C. current.

List Price, $175.00 (less tubes)

Going at sz 4. 50 !

Lots of 5 or more $21.50 ea.
4

Operates direct

{ According to hundreds of dealers this is an out-
standing offering sure to bring handsome profit

Priced at one-seventh of original list, you can
easily feature these items as New Year busi-

All are brand new, sealed in original factory
packing, each bears the KOLSTER Serial Num-

ber and guarantee tag.

BUY AS YOU SELL

Buy either item as needed at the top price but—if you order
a total of 5 or more of one or the other within a period of
30 days from date of your first order, we will allow you the
5-lot price on all purchased and refund the difference in

Place

¥

A

i

Model 6-H

yvour order now! . 3
J- Height 53", width
27”, depth 181% "

KOLSTER
SIX TUBE CONSOLE RECEIVER
With Built-In Kolster
Electro-Dynamic Reproducer

The entire set can be oper- r.r'
ated direct from the A.C. I )
light socket, 50-60 cycle, 110-

Features
. Beautiful highboy
console of burled
walhut with maple

120-v., by simply adding any

overlay,

“A” supply unit and a small 3. Kolster K-5,
1. [T el Electro - Dynamic
42.v°h. C” battery. The Reproducer _ with
built - in  Electro - Dynamic built-in 210 Power
Power Reproducer furnishes s
the “B” supply current to ity (see opposite
M page).
the o .A switch snaps the 3. Famous Kolster 8-
receiver in or out oi opera- tube T.R.F. eir-
tion and a pilot light tells in- cult.

1 h 58 4. Hairlins selectiv-
stantly when set is in opera- ity. Distance Re-
tion. The single dial control ception.

1 H 5. Single dial eon-
makes this the simplest of L L Gt
receivers to operate. operate.

This Receiver Employs the Famous Kolster
T.R.F. Circuit

1t operates on either indoor or outdoor antenna using three stages
of R. F., detector and iwo stages of A. F. The three point tap
switch aerial adjuster operated from panel gives hairline selectivity.
A loose coupled coil in conjunction with tap switch increases the
distance getting value of the receiver. In addition, the 210 power
amplifier built into the model K-5 Dynamic Reproducer, achieves re-
markable tone quality. In this receiver is embodied everything
looked for in modern radio.

The combination Kolster Set and Electro-Dynamic Reproducer is
housed in a beautiful console of burled walnut with maple overlay.
gulltswmging doors found only in the finest cabinets add to its
eauly,

The receiver uses 6—UX-201A tubes and the Electro-Dynamic Re-
producer uses 2—UX-281, 1—UX-210, and 1—UX-874 tubes.

List Price, $295.00 (less tubes)

Going at $39.50!

Lots of 5 or more $35.50 ea.

—igp 4

AMERICAN SALES COMPANY,
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i Model 80
L3
List: $89.50

(without tubes)

BREMER-TULLY
SIX TUBE CONSOLE RECEIVER

(for battery operation)

An entirely new Bremer-Tully 6-tube model with all the ncwest improvements. Tatest type

shielded circuit, perfectly tuned and neutralized. It incorporates three stages of Radio frequency

amplification, Detector and two stages of Audio amplification using a power tube 112-A or

171-A.

The four-tuned stages are operated by a single control illuminated with the added advantage of

the special Bremer-Tully antenna trimmer for fine tuning.

In selectivity, distance, reception and tone we believe that this Model 80 Bremer-Tully Receiver

is the best battery operated receiver obtainable. Incorporated are all the latest developments in

radio engineering and design.

Model 80 is a handsome piece of furniture, substantially and well built. Beautiful grained

wgtl_rnut finish console cabinet. Stands 39%-in. high, bringing tuning panel to eye level when:

sitting.

fiﬁattt;ry gompartment provides ample room for both A ard B batteries and is accessible fromr
e front.

Uses 4-UX-201-A, one TX-200-A or 201-A as Detector and one UX-112-A or 171-A tubes.

One Dial [lluminated Control
Completely Shielded

Special $D 150 ea.

R.C.A.

Dealers and Distributors.

Look!

Get In On These Two Items At Once.
Real Big Savings For You.

We have a limited quantity of these two numbers for sale at the following exceptional low prices.
WE SUGGEST THAT YOU STOCK UP ON THESE PARTS FOR REPLACEMENTS ON THE 33, 18 and 17 RECEIVERS.

Look up vour records and find out what you are now paying for this merchandise.

SIZE: 5§x4}x3}.
List Price $12.90

g POWER TRANSFORMER

e

RCA Part No. 8335

This Power Transformer is used in the Radiola 83, 18 and 17 for supplying all filament and plate supply
voltages, Replacement Part No. 8335.

Primary Voltage 110 Volts 50-60 Cycles A.C,, filament rating 50 watts. Supplies filament voltage for four
9296, one 227 and one or two 171-A’s and one UX-280 tubes, also high plate voltage of 600 volts center-
tapped for UX-280 tube.

Especially suitable for making up an AC Set, or the Wise Dealer can convert his battery sets now on
hand to A.C. sets by using this Power Transformer.

This large, heavy duty, shielded Power Transformer is exceptionally well built. Weight 614 Ibs.

Special

Lots of
25 or more

$3-25 o 52,35 ca.

&

2 STAGE AUDIO TRANSFORMER PACK
RCA Part No. 5667. Ratio of Each Transformer 3-1.

@_

SIZE: 3ix24x13”
List Price $6.75

Used in the Radiola 33, 18 and 17, Replace-
ment Part No. 5667,

Consists of a first and second stage Audio
Transformer shielded in a metal container,

Can also be used with any A.C. or D.C.

Special *1-7° 22,

Radio Set where two good audio stages of
audio amplification are desired.

This Audio Transformer Pack is well de-
signed. Its compactness permits installation
either above or below the panel.

Lotsof § l .50 per
25 or more pack

(2% Discount for Full Remittance with order.)

19-21 Warren Street, New York, N. Y.
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RUSH Your Ordersfor these Bargains

SACRIFICED “Buys” of Manufacturers Salvage Corporation

400 of the Famous

EarlRadie

A powerful 8-tube set, utilizing two
type 227’s, two 271’s, three 226’s, one
280. Handsomely finished cabinet is 20

in. wide, 104 in. deep, 9%5 in. high. .
Can be used in any of the Berkey & Gay YOUR $
cabinets shown on next page. SPEClAL

PRICE

List Price, $75.00 WHILE THEY LAST

TERMS: 20% with Order. Balance C. O. D.

MANUFACTURERS SALVAGE CORPORATION
637 Sixth Avenue, NEW YORK, N. Y.

We carry a complete ‘ When you have surplus stocks of
stock of radio equipment to sell—couls, tubes,
Replacement Parts Surplus sets, speakers, cabinets, insulators,
for Freed-Eisemann Stocks etc., or when you are in the market
and Freshman Sets. to purchase such surplus stocks of
Ask Us for Prices other dealers—
on Anything You Need Use a “Searchlight ” Ad.

BALTIMORE RADIO CO.

45 West Broadway, New York City RR-5

: IF YOU do not find what you want

in the Searchlight Section of
RADIO RETAILING
then advertise for it!

Ri-1 All tubes guaranteed—*full replacement within
10 days. Manufacturing close out.

pw 25 CYCLE

UX 226
TRANSFORMERS UY 227 3 C
For 60 1;;)0:: RAe::e‘:'lel;sA vatﬁout any UX 280 EACH
%l:ezgieer in the design of your UX 171 A
Send us your specifications and get
in on the =5 Cycle businoss. 20% with Order. Balance C.O.D. Lots of 50.

They're Smaller, Perfect Regulation

Ny L RELIABLE RADIO CO.

2169 Bailey Ave., Buffalo, N. Y. 46 Brattle St., Boston, Mass.

www americanradiohistory com



Radio Retatlmg,
January, 1930

HT SECTION (2

Marvelous “Buys” for Quick Sales

Stimulate Business NOW with Nationally Known Products

BALKITE Radio

8-Tube Table Model A3

Utilizes five R.C.A. UY227’s, two UX112A’s,
one UX280. Handsome dull finish metal

cabinet. 21%% in. wide, 13 in. deep, 974 in.
high,

SEECIAL 527-50

PRICE

BERKEY & GAY

Consoles Cut to Fraction of List

i Stewart. Model 106
Leicester. Model 108

Walnut and other woods. 261 in. i i i
wide, 49 in. high, 1614 in. deep. | Walnut and other woods. 39 in. wide, 3725 in.

List price, $105.00 high, 1714 in. deep. List price, $35.00 $65.00.
$206 $23-50 S8 $11-50 s11 $14-5°
WITHOUT With R.C.A. WITHOUT With R.C.A. WITHOUT With R.C.A.
SPEAKER 100A Speaker SPEAKER 100A Speaker SPEAKER 100A Speaker

Hucknall. Model 107 Walnut and other woods. 3814%-in. high,
26 in. wide, 16%% in. deep. List price,

PEERLESS A.C. DYNAMIC SPEAKERS

Model 19A, Beautifully carved wal- Model 17A. Carved walnut. 14%
nut. 164 in. high, With power in. high. With power transformer
transformer and rectifier to operate and rectifier to operate on 110 volt,

on 110 volt, 50-60 cycle. A.C. 50-60 cycle, A.C,
List price, $75. List price, $65.00.

YOUR
PRICE $l4'5° price *135°
TERMS: 20 % with order. Balance C.O.D.

MANUFACTURERS SALVAGE CORPORATION
637 Sixth Avenue, NEW YORK, N. Y.
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Beware of Distress Merchandise
Performance vs. Power-Pack Troubles

Pep up your sales
and keep your profits with

THE SCREEN GRID

Model 21-15 AT NEW LOW NE'.l‘ PRICES

This Pierce-Airo Chassis fits any standard console.
Note its compact and sturdy comstruction. The
chassis also houses the self-centained power suppiy.

Freedom from service trouble and our new low net prices for
the Pierce-Airo Chassis make a winning combination that
should appeal to wise radio dealers.

Sell the Pierce-Airo and you make the biggest profit in the

ATISFIED customers throughout the long run because the Pierce-Airo stays sold. Your service
S country report no trouble whatever expenses are negligible. Every Pierce-Airo sale makes a
with the power-packs and filters in satisfied customer and a booster for your store.
the Pierce-Airo. They further report the Write or wire for our new low net prices. We shall also be glad
Pierce-Airo chassjs model 24-45 gives less to send you a sample Pierce-Airo Chassis for test
trouble than any set they handle. in your own store

PIERCE-AIRQ, INC., 113R Fourth Ave., New York
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Announcing

The Appointment of

Stern & Company, Inc.

As Exclusive Distributors of

SIVER RADIO

For New England
With Offices at
Hartford-Boston-Providence-Portland

Silver-Marshall, Inc. takes especial pride in the significance attaching
to the choice of SILVER RADIO by Stern & Company, Inc., New

England’s largest and most successful radio distributors.

SILVER-MARSHALL, Inc., 6441 West 65th St., Chicago, U. S. A.

SILVER + ON - RADIO - IS + LIKE -+ STERLING + ON - SILVER
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WHY experiment with your customers’ good-will by

selling unproved vacuum tubes? Why expose your

“bread and butter” trade to the merciesof tubes that hum,
howl, squeal and burn out power units? Protect your
business against profit-losing alibis...by refusing to
carry any but the highest quality and most uniform NN

vacuum tubes known in the radio art...RCA AUY-227

3 . - DETECTOR & AMPLIFIER
SCREEN GRID Radiotrons. Day-in-and-day-out dependablhty et Ao

RADIO FREQUENCY . ] i HEATER AMPS . . 178
St piEIe. 5 in millions of sets has made Radiotrons the T R

A.C. HEATER
lADIo conou\ﬂon

weaTeRvoTs . 23 ‘ standard of the industry. And years of con- S

NEATER AMP'S, . b B

T " i . Rndlotron
et tinuous advertising have made Radio-

RADIO CORPORATION

oF AmEicA ‘ trons the easiest to sell. That's why
RﬂdIO(ron Sl RCA Radiotronsare the most consis-

e

M\

tently profitable item you could N

sell...and your greatest assur- | Ur-zzy

DETECTOR & AMPLIFIER
A-C HEATER

NHEATER VOLTS (AC) .

ance of custom.er satisfaction,

RADIO CORPORATION
OF AMiRICA

| Radiotron |

HEATER AL 0 0
PLATE vOLTS

[t
tarcun.r

RADIO CORPORATION
OF AMERICA

| Radiotron |

Frs ot

MEATIA VOLTS IAC) . .
ares amps .. ry
vours ... ee

RABIC CORPORATION
OF AMCRICA

| ' Radiotron

[t

AR A

RASIO CORPORATION
©F AmiaICA

Radiotron

Look for and insist upon the famous RCA trade-mark

RCA RADIOTRON
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