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STAB 
Stability, n. The quality of 

being steady or constant, having 
durability or permanence. 

-Dictionary. 

et the dictionary guide 
Your Choice of a 
Radio Manufacturer 

ANY good radio sets have been made 
good to look at, good performers. 

Why aren't they on the market today? 

Lack of stability of their makers. 

Poor financing, over -production, bad manage- 
ment-a dozen reasons sent these sets to the 
bargain counter. Perhaps you've handled some 
of them and suffered with their makers. It's made 
you 'gun-shy''-and rightly. 
You're the very man we want to talk to, for you 
need the Browning -Drake Line. The Browning - 

L 

Drake set-up is entirely free from the elements 
that brought about these failures. Carefully 
financed, managed by experienced radio -trained 
men, absence of balloon -type sales promotion, 
conservative production - this sound founda- 
tion is behind a set that, for performance and 
appearance is second to none. 

A. C. Models, $102.50 to $188.50; Battery 
Models, $75.00 to $119.50, all screen -grid. Send 
for details of our particularly attractive fran- 
chise. Browning -Drake Corporation, 226 Calvary 
Street, Waltham, Mass. 

BROWN INGDR.AKE äÄ`óíö 
Over 1,500,000 people listen -in on Browning -Drake sets 

_ 
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44 screen grid tubes 

Exhaustive research has proved that "Four 
Screen Grid Tubes" are necessary to derive 
the fullest efficiency from the "Screen Grid" 
circuit - to get power beyond any possible 
need-to insure perfect clarity of tone. 

Three new Brunswick models-each an eight - 
tube set, and each designed for 4 screen -grid 
tubes-assure both the trade and the public 
the most sensational values in the industry. 

Model S-31, Panatrope with Radio 
(pictured at the left) $249 

Model S-21, Brunswick Highboy Console $154 
Model S-14, Brunswick Lowboy Console $129 

Prices quoted are without tubes 

Just repeating "wonderful tone"- 
whether in advertising or in sales -talk 

-isn't going to sell any rodio sets in 1930. 

Storm flags are already flying. Unless, in 

this year of strenuous competition, a dealer can 
prove his claims for marvelous tone, he is almost cer- 

tain to experience a Cold Summer and a Hard Winter. 

Fortunate, therefore, the dealer who has back of him the 
House of Brunswick-schooled for more than twenty years 
in producing musical instruments of the finest quality. 

Fortunate, first, because the public has come to expect great 
things of Brunswick...second, because in the new 1930 Bruns- 

wick sets (introduced almost 3 months ago and equipped with 
4 screen -grid tubes), its expectations are completely realized. 

In 1930 the most powerful radio -salesman will be TONE. 

Assure yourself of sustained and increasing radio sales by 
lining up with Brunswick-now. 

RADIO ... PANATROPE WITH RADIO ... RECORDS 
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Dealers read 
RADIO RETAILING 

because - 
Radio Retailing makes it 
snappy. Goes to the nub of 

the matter. Forgets the generality 
stuff. Has something to say or keeps 
silent. 

1 

2 
3 

Writes up ideas that have 
"proved out"-not theories. 
Is not afraid of an idea be- 
cause it is new, if it's a good 

one-or of a necessary policy because 
it may prove unpopular. 
4 Is the "methods" paper of the 

entire industry-not primarily 
a news magazine. 
5 Covers the individual prob- 

lems of all classes of dealers. 

6 Sends its trained writers into 
the field to analyze the facts- 

first hand. Does not glorify methods 
or men unnecessarily but aims to 
present both sides of the picture. 

7 Radio Retailing possesses a 
distinctive personality. It has 

warmth; is vibrant with life. 
Radio Retailing is keenly 
aware that ours is a business 

of rapid transitions-and of wonder- 
ful opportunities; that its first duty 
to its readers, therefore, is to provide 
them with pertinent information 
essential to healthy growth ; that 
many of its readers already are in a 
rut and that the path of the proces- 
sion must be pointed out to others. 
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No. 846 Art Console. Embody. 
ing automatic volume control, 
visual tuning meter. Triple 
Screen Grid. 10 Tubes. Price, 
less tubes. East elk 347.50 of Rockies . 

No.642 High Console. Walnut 
finished. Triple Screen Grid. 
Price, less tubes, $ 259 East of Rockies.. 

r -" 'eh. 

YOU won't find stock market "mountain 
peaks and valleys" in Stromberg -Carlson 

sales charts ! But consistent growth .. . . 

continuous prosperity .... are there. One 
look at the five years' figures reveals an elo- 
quent story. 

Conservative bu ilding along the lines of sound 
business economics, is Stromberg-Carlson's 
policy.Everyeffortis made to protect dealers 
-to insure that they make money. Prices 
guaranteedbythefactory.Noradical changes 
in design. Nothing, in fact, but quality mer- 
chandise offered at prices guaranteeing fair 
profits! 

Telephony-which has contributed so much 
to radio's growth-is responsible for a great 
deal of Stromberg-Carlson's success. Its in- 
fluence in perfecting these famous instru- 
ments is amply demonstrated in the two 
new models recently completing the line. 

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

Listen Monday Evenings to 
the Coast -to -Coast Broadcast 
of the Stromberg -Carlson Or- 
chestra over the National 
Broadcasting Company's 
Blue Network and Associated 
Stations. 

1926 
$ 3,200,000 

192.5 
$7l0,0oo 

1927 

1929 
$8,700,000 

1928 
$ 6,200,000 

$4,100,000 

Consumer purchases of Stromberg -Carlson radios in the nation's 
most competitive market, Boston and New York, for five 

years. Each year September through August. 

be 

No. 654 Radio -Phonograph 
Combination. Plays records 
with Stromberg -Carlson radio 
tone. Triple Screen Grid. 
Price, less tubes, tit 369 

I East of Rockies . 

No. 652 Low Console. Com- 
pact walnut finished cabinet. 
Triple Screen Grid. Price, lees 
tubes, East of Rp s) ¡ 
Rockies J 7 

MAKERS OF VOICE TRANSMISSION AND VOICE RECEPTION APPARATUS FOR MORE: THAN THIRTY-FIVE YEARS 
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TRÖL" 
rom an editorial in The Talk- 

ing Machine and RadioWeekly 
issue of January 1st, 1930. 

REALIZING that remote control 
was sure to come, Utah engineers 

have spent years perfecting Utah 
Remote Control. 
In the Utah laboratories twenty -Five 
distinct types have been tested, meas- 
ured and imp -roved to perfect Utah 
Remote Control. Dozens of models 
were discarded before Utah engi- 
neers pronounced Utah . Remote 
Control "ready" scientifically and 
practical in'production. 
We are now showing Utah Remote 
control to radio set manufacturers. 

UTAH RADIO PRODUCTS CO. 
12 E. 41st St. 1737 So. MNhigan Ave. 

NewYork City Chicago, III. 

. . . has PERFECTED it! 

3 
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LICENSED-tubes you can trust 
HYGRADE Radio Tubes are licensed under the 

Radio Tube Patents of Radio Corporation of 
America, General Electric Company and West- 
inghouse Electric and Manufacturing Company. 

To us these patents mean every modern facility 
of manufacture. To you they mean that Hy - 
grade Radio Tubes will continue to be a 
stable and profitable item in an unstable field. 

HYGRADE 
Radio Tubes 
A COMPANION PRODUCT OF HYGRADE LAMP BULBS 

HYGRADE LAMP CO., Salem, Mass. 

LAMPS YOU CAN DEPEND UPON-TUBES YOU CAN TRLST 

Hygrode Radio Tubes are Licensed under the Patents of Radio Corporation of America, General Electric 
Company and Westinghouse Electric and Manufacturing Company. 
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CAUTIOUS, cold -eyed, 
tight-lipped-enter, the 
skeptic. Shy of words, 

keen on facts, he judges shrewdly 
the true worth of each set. Prove 
the case and bind the bargain; that 
is his way of buying. And Grebe 
franchise -holders meet him on 
level ground, because that is their 
way of selling. Their formula for 
thawing him out is simple: demon- 
strate the new Grebe-let it re- 
place his doubt with confidence- 
watch how quickly it brings his 
checkbook out of seclusion. 

Here is a man who sees thru 
meaningless generalities-finds 
tinseled superla- 
tives inane-bris- 
tles at whoop -it -up 
sales talk. He has 
owned a set be- 
fore and, in addi- 
tion, his mind is a 

catalog of those 

jre 
ra 

'he skeptic 
converted 
which he has 
heard in the 
homes of his 
friends. 

But, tho 
hours of radio 
listening have 

made him critical, they have given 
him an established basis of com- 
parison. So that, when he hears 
the Grebe, he realizes that it is at 
least a year ahead of the field. 

Turn the dial under the Grebe 
escutcheon-separate the power 
ful local station without the small- 
est overlapping fringe. Step across 
the continent and bring in feeble, 
distant broadcasts with local clar- 
ity and volume. All the while, 
let him enjoy Tri -toned radio- 
reception so vivid, so warm, that 
it melts away his last doubt. 

Newer than screen grid, the 
Grebe sells your "hard" pros- 

pects. It brings 
back the hesitant 
buyer, turns the 
cynic into a fan 
and converts the 
skeptic. It means 
extra profit for the 
franchise -holder. 

10 
SUM SYNCH 0.OPNASE . J 

Alfred H. Grebe-"From the 
start, the technician, thru scien- 
tific reasoning, has recognized this 
new set as an engineering achieve- 
ment. To the public, it has made 
its successful appeal thru the ear 
and the eye. Now, in our news- 
paper advertising, we chart its 
performance-make a comparison 
of twenty of the most popular re- 
ceivers for selectivity, sensitivity 
and audio quality. Proving by 
scientifically accurate tests that 
the Grebe ranks first in every 
quality essential to radio enjoy- 
ment, we strenghten our appeal 
to the senses of hearing and sight 
with an address to common sense." 

A. H. GREBE & COMPANY, Inc., Richmond Hill, New York 
Western Branch, 443 So. San Pedro Street, Los Angeles, California 
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Score Another for Silver! 
Three New Models with 

Double -Deck Pre -Selection 
To give every SILVER dealer the two 

most powerful weapons in the field-the 
two radios that will out -perform, each in 
its own field, every competitive set-that is 
the SILVER PROGRAM. 

To the present Models 60, 75 and 95 
SILVER RADIOS, which provide supe- 
rior distance reception in almost any local- 
ity without any external antenna connec- 
tion, are now added the new "B" Models- 
with selectivity as far outclassing the mar- 
ket as does the sensitivity of the present 
"30" chassis. Tone fidelity and sensitivity 
(with aerial), are everything that the world 
expects in a SILVER RADIO. The price 
is fifteen dollars lower than present models 
-and one less '24 tube is required. 

So the SILVER dealer-as usual-is 
"sitting pretty"-SILVER advertising is 
being redoubled in intensity-and oh, what 

a difference, when you can start next sea- 
son with a record of having steadily sold 
goods that are worth the price and stay that 
way! 

SILVER RADIO Now Comes in Two 
Series- 

Standard Models 60 ($160), 75 ($173), 95 ($195): 
Four screen -grid tubes (eight tubes in all), band - 
selector tuning, screen -grid power detection, push- 
pull UX 245 tubes, matched -impedance electro- 
dynamic speaker, without hum, and the famous 
SILVER RADIO Overtone Switch, for static reduc- 
tion or brilliant, life -like tone. No antenna required. 

New Models 60B ($145), 75B ($158), 95B ($145) : 

Three screen -grid tubes (seven tubes in all), double - 
deck pre -selection providing sharpest selectivity avail- 
able on the American market; improved screen -grid 
power detection; phonograph jack for direct connec- 
tion to pickup; the same humless push-pull '45 output, 
and same matched -impedance electro -dynamic speaker 
as the present models. 

All prices list, less tubes. 

60 AND 60B LOWBOYS 75 AND 75B CONCERT GRANDS 95 AND 95B HIGHBOYS 

Phone your Distributor or Wire the Factory 

SILVER -MARSHALL, Inc., 6421 West 65th St., Chicago, U. S. A. 
SILVER ON RADIO IS LIKE STERLING ON SILVER 
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Q MllN111 
A 

NEW 
RADIO 
TABE 

IF this were merely the an- 

nouncement of another new 
radio tube, it would not com- 
mand your interest. New radio 
tubes arrive all too frequently. 

But this is the new radio tube, 
long awaited. It is the radio tube 
which had to come, as the nat- 
ural result of the formation of 
the National Union Radio Cor- 
poration. 

It was to be expected that this 
huge $16,000,000 combine of 
resources and engineering 
genius would result in a radio 
tube new in quality, new in sales 
appeal, and new in its possibil- 

ities for profit to dealer and 
jobber. 

This new tube will represent 
a high water mark of present- 
day radio tube engineering. It 

will offer evidence in its tone, 
its performance and its long 
life, of the untiring efforts of a 

famous group of engineers. It 
will take its place among the 

more noteworthy achievements 
of American industry. 

It will be produced in plants 
that are modern -to -the -minute, 

equipped with the newest and 

most remarkable developments 
in automatic machinery and 
manned by the finest workers 
in the field. 

NEW 
IN QUALITY 
So much painstaking care will 
be lavished on the production 
of this new tube, that it will 

create a new conception of how 
good a radio tube can be. A 

Sales Inspection Department, 
without responsibility for speed 

or cost -of -production, will 
double-check the daily output. 

There is little question in the 

minds of dealers and jobbers 
as to the very tangible effects of 

radio tube quality on radio tube 

sales. We have built our new 

tube with that thought in mind. 

NEW 
IN SALES 
APPEAL 
We have clothed this new radio 
tube with an idea which will 

make it a star of the first magni- 

tude in the radio sky. The most 

brilliant of merchandising, the 

most effective of advertising 
will be employed in its behalf. 
To the dealers and jobbers who 

will be entrusted with the pres- 
entation of this tube to the 
American public, we offer these 

assurances of a prosperous 
business relationship. 

WAIT! 
NATIONAL UNION 
RADIO CORPORATION 
400 Madison cAvenue.> » » » » New York City 
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...not an isolated section of the country 

...but the whole world 
comes in with amazing clarity on 

THE 

NEW LEUTZ 
SHORT WAVE RECEIVER 

Engineered and built only for short waves ... 
not an adapted set 

Now there is no need for your 
customers to wait for foreign pro- 
grams to be rebroadcast. Let them 
hear the program direct, via short 
waves ! 

This new set is built only for short 
wave work. It is so selective and 
so sensitive that it sets an entirely 
new standard in distant reception. 
New and original features are in- 
cluded which overcome the early 

difficulties encountered in such 
work. It is reliable and easy to 
operate. 
Get a running start on this fasci- 
nating new field with the standard 
short-wave set- 

LEUTZ 
Descriptive literature gives the 
complete details of this amazing 
set. Write now for information. 

C. R. LEUTZ, INCORPORATED 

WEST COAST 
B. J. Howderehell 

Detwiler Bldg., 412 West Sixth St., 
Los Angeles, California 

ALTOONA, PA., U. S. A. 
Cables: Experinfo, N. Y. 

NEW YORK 
112 West 42nd St., New York. N. Y. 

FRANCE 
Baldwin M. Baldwin 

1 Boulevard Hausoman, Paris, France 
Cables: Experinfo, Paris 
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lir TIED YOUR CUER:S 
"WHEN A PROGRAM SOUNDS 

FUZZY, IT MAY BE THE 
WEATHER, BUT MORE LIKELY 
IT'S A SOUR TUBE. PUT A 
NEW EVEREADY RAYTHEON 
IN EVERY SOCKET OF YOUR 
PRESENT RECEIVER FOR THE 
BEST IN RADIO RECEPTION." 

EVE READY 
RAYTHEON 

TRADE -MARKS 

4_.__TILLAR TU BES 
BRING OUT THE 8E T THAT IS IN ANY RECEIVER 
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HAVE YOUR SER- 

VICE MAN REPLACE 

THEIR TUBES WITH 

EVEREADY 
RAYTHEONS 
IF A CUSTOMER can listen to 
the difference in his own 

receiver, it is easy to sell 

him a set of new Eveready 
Raytheon Tubes. You can 
explain to him that tubes 
wear out gradually and im- 

perceptibly. After normal 
average use, there's a tre- 
mendous loss in quality, 
power and sensitivity . . . 

which your customers can 
best appreciate if you show 

them the great improve- 
ment that a complete set 
of new Eveready Raytheons 
will make. 

Equip your service -man 
with Eveready Raytheon 
4 -Pillar Tubes. Then let him 
demonstrate their differ- 
ence to your customers on 
his service calls. Demon- 
strations with Eveready 
Raytheons are so easy-and 
the best way to prove their 
obvious superiority. 

FEVEREADY RAYTHEON 4 -PILLAR MP" 
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You can easily see the 
difference in an Eveready 
Raytheon Tube. Look at the 
diagram on this page. Ex- 
amine one of these tubes. 

See the solid, four -cor- 
nered glass stem, supporting 
the four rigid pillars which 
hold the elements. Notice 
how this 4 -Pillar construc- 
tion is braced at the top by 
a stiff mica plate. 

Eveready Raytheons give 
better reception because 
they are stronger . . . im- 
mune to the hazards of 
shipment and handling 
which endanger the per- 
formance of ordinary tubes. 
The unusual precision with 
which Eveready Raytheons 
are built is safeguarded by 
their 4 -Pillar construction. 
With Eveready Raytheons, 
only, can you give your cus- 
tomers all the advantages 
of this construction, for it 
is patented and exclusive. 

Eveready Raytheons 
fit all standard A. C. and 
battery -operated sets. 

I 0911[111rEADY PAYIIIIREON 4 -PILLAR TUBES 
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EVEREADY RAYTHEON DISPLAYS 

TO BOOST YOUR SALES 

N 
HERE is a striking counter dis- 
play (10"x 12 i") that draws 
customers' attention to tubes, 
and to the special points of 
Eveready Raytheon superior- 
ity. There is a five -piece win- 
dow display which will help 
dress up your window-and 
help your Eveready Raytheon 
sales. There is also a muslin 
wall chart showing character- 
istics of various tubes and a 
tube register showing types of 
tubes for various sets. Hang 
this chart in a prominent loca- 
tion. It will prove very useful, 
both to you and to your cus- 
tomers. You can have any or 
all of this material by writing 
to the nearest branch of the 
National CarbonCompany, Inc. 

We welcome inquiries from 
alert dealers. Eveready Ray- 
theon Tubes are selling fast 

LONG LIFE 
RADIO TUBE 

NATIONAL UNION COjnc 

AVE READY 
RAYTHEON 

TI2ArlE 

LONG LIFE 
RADIO TUBE 

NATIONAL CARBON COJc 

MADE IN US., 

through a selected number of jobbers, 
conveniently located. Ask your jobber or 
write us now for the names of jobbers 
near you. We also make the famous 
Eveready Layerbilt "B" Battery. 

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

Branches: Chicago Kansas City New Yrk 
San Francisco 

Unit of Union Carbide ? V and Carbon Corporation 

EVEREADY RAYTHEON 4 -PILLAR 7 
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Tune in on the Graybar ¡lour. 10 to 10:50 Eastern Standard Time every Tuesday nicht...Columbia Broadcasting System. 

YOUR OWN 
LITTLE STOCK 
MARKET.... 
Oh, yes, you have one. Right on your 
own floor, too 

Some dealers have a lot of fun (and 
expense) with it. They gamble on any 
quantity and kind of merchandise. 

Graybar dealers don't need to. The 
Graybar distributing system shoulders 
the expense of maintaining stocks for 
them. The nearby Graybar warehouse 
takes care of quantity. The complete 
Graybar line takes care of variety. 

It's all part of a consistent plan to 
uncover new economies in distribution 
(which Graybar has been doing for 
industry for sixty years). 

11 
There's an individual plan to fit your 
individual needs. 

GraybaR 

OFFICES IN 73 - PRINCIPAL CITIES-EXECUTIVE OFFICES: (1 RA VII AR BUILDING, NEW YORK, N. Y. 
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AUDAK's 
latest achievement . .. 

iTUNED 
PICK- UP 

The pace of progress is swift. Electron tubes have opened new 
vistas of possibility in the virgin realms of television, remote con- 
trol, guidance of aircraft from afar ... and in the "sound" province. 

The world is moving, and moving fast. 

Radio sets of but three years ago cannot fit today's demands. A 

pick-up of only two years ago is pitifully inadequate now. Even the 
ELECTRO -CHROMATIC Pick-up-standard by which others are 
judged and valued-capable of reproducing every chromatic detail 
of voice and music, has lacked some means to perpetuate its ex- 
treme sensitivity. 

The problem was, first, to sensitize the pick-up so that it could re- 
produce EVERYTHING with exact fidelity. The radio -music world 
looked to AUDAK for that solution, and the ELECTRO -CHROMATIC 
Pick-up was our answer. 

The next man's sized job was to maintain that exact fidelity by a 
tuning principle that would insure realistic, chromatic reproduction 
at ALL times, independent of external conditions. What an assign- 
ment! Truly a Herculean task even for the leader in the sound - 
engineering field! Again the trade looked to AUDAK, and here is 
our answer ... The TUNED Pick-up-a revolutionary advancement. 

Fine, sensitive instruments are 
affected by the elements and by 
the hand of man. Violin, piano, 
microphone, electric meter . . . 

they all get "out of tune" sooner 
or later. The more sensitive the 
instrument, the more pronounced 
is this condition. 

No sound system depending 
upon the pick-up can afford 
to be without the ELECTRO - 
CHROMATIC Pick-up and its 
revolutionizing running mate, 
the TUNED Pick-up. Saves 
returns, complaints, handling 
expense, waste motion and 
grief in general! 

The AUDAK COMPANY, 
"Creators of High Grade Electrical 
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....once more demonstrating the truism, 

"LOOK TO A LEADER FOR LEADERSHIP" 

Heretofore, when a pick-up got "out of tune," it had to be taken 
apart and reconditioned. This cut down profits and worked to the 
detriment of all hands . . . in retail shops, in theaters-wherever 
the pick-up was used as a medium of interpreting sound. It is this 
heretofore uncontrollable condition that AUDAK's great new prin- 
ciple overcomes. Now you can have perfect music and speech, any 
time and all the time . . . the pure, realistic performance of the 
ELECTRO -CHROMATIC Pick-up . . . as natural today as yesterday, 
regardless of atmospheric conditions or any other influence. 

A very important development ... for retail radio merchants, for 
theater owners and operators, for wholesalers who cater to them, 
and for manufacturers of combinations. 

A very helpful treatise on 
the theory and principles 
of the TUNED Pick -Up 
has been prepared by 
Maximilian Weil, Presi- 
dent of this Company. A 
copy is yours for the 
asking. 

We present this new principle to 
the radio trade ... our first major 
announcement for 1930. There 
will be other announcements .. . 

our technical staff has been busy 
with plans which will have a far- 
reaching effect upon the music 
world. Plans that will re-inforce 
AUDAK's reputation as pioneer 
and creator! 

565 Fifth Avenue, New York 
and Acoustical Apparatus Since 1915" 
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WHY NOT SPARE TUBES? 
THEY ARE THE 

"SPARE TIRES" OF THE RADIO 

EVERY radio set owner should have spare or 
extra tubes. They insure against interruption 
and disappointment. 

The idea of spare tubes is relatively new-but 
every radio owner will appreciate your suggest- 
ing it. Advise your customers to keep a couple 
of Ken-Rads-the standard quality, licensed 
tubes-always on hand. There's money in the 
replacement tube business if you will go after it. 
This is one of the ways to get it. 

THE KEN -RAD CORPORATION, Incorporated 

OWENSBORO, KENTUCKY 
A Division of K EN -RAD TUBE & LAMP CORPORATION 

KEN -RAS 
RADIO TUBES 

LICENSED BY RADIO CORPORATION OF AMERICA 
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The Road to Radio Profit 
HIS year is full of golden opportunity for the distributor and 
dealer who takes the Right Road to Radio Profit. Now is the 

time for you to look over the Landmarks and determine if you are 
on that Road. 

The Distributor and Dealer of Today is interested in Stability, 
Financial Resources, Engineering Ability, Manufacturing Capacity, 
Sales and Merchandising Cooperation, and what the Manufacturer 
will do for him. For that reason, you should give serious considera- 
tion to Kennedy, not only for 193o, but for the ultimate security 
of your business in the years to come. 

Consider a product which, in design, performance and beauty, 
has never been surpassed for quality, and is backed by a pioneer 
manufacturer whose integrity of purpose and reserve resources are 
unquestioned and unshakable. 

Consider a program of cooperative merchandising and selling, 
designed to crush sales resistance and build up a permanent volume 
of profitable business, created by an organization of men who have 
never known failure in their many years of business experience. 

There are many other advantageous features offered by Kennedy 
which afford the progressive distributor and dealer an opportunity 
to travel greater distances along the Road to Radio Profit. 

Colin B. Kennedy Corporation, South Bend, Indiana. 

Investigate Kennedy! Get the facts! Get first hand 
information on why the Kennedy Exclusive Sales 
Franchise is so desirable! But do it Now! A letter, 
wire or 'phone call puts you under no obligation. 

SEN ILK 
. i.. . . 

2e-Yoyaliyage 
. .. 

z 
1911 1930 
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AT WAT E E NT 
RADIO 

simplicity and elegntace have been so 

embodied in this model that it harmo- 
nizeu with the furnishing. in nny room. 

SCREEN -GRID 
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11011117., 
ATWATER ii.ENT 

RAID110 

YOU liave seed radio 
history made in the past 
eight years. You have 
seen a great industry 
grow from infancy to 
maturity. During all 
these changing years you 
have seen one name 
steadily moving ahead. 
That name is Atwater 
Kent ... Think it over. 

ATWATER KENT MANUFACTURING COMPANY 
.1. Atwater Kent, President 

4733 %banhiekan Avenue.. Philndelphia, Pa. 
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THEY'RE SENDING CUSTOMERS LOOKING FOR YOU 

If You're Sylvania's Deader! 
The Sylvania Foresters provide more than just radio entertainment. They are 
business builders locally, for every Sylvania Radio Tube Dealer-and their friendly 
salesmanship makes customers for him out of hundreds who otherwise would 
merely be passers-by. 

Wherever "the flashing S on a green oak leaf" appears on a Sylvania Dealer's 
window, it is just as though his name and address were mentioned in the radio 
announcements of the Sylvania Foresters-and these announcements are heard 
by millions each week. 

SYLVANIA PRODUCTS COMPANY 
Emporium Pennsylv 

Licensed Under R.C.A. Patents 

These are the Syl- 
vania Foresters - 
Orchestra and 
Quartette-a Na- 
tional Radio Fea- 
ture-Every Week 
Over WJZ, KDKA, 
KWK, KYW, 
WBZ, WBZA, 
WHAM, WREN, 
WBRC, WNBZ, 
KF AB. 

HE FORESTERS 
Every Week in theYear 
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Our Broadcast Structure 

Must Not (rumble 

Under Poiiticai r 
GOOD broadcast reception is vital to the sustained 

prosperay of the whole radio industry. With 
millions of listeners, the industry looks to the 

radio authorities at Washington to protect the interests 
of radio, and to maintain the broadcast spectrum under 
best operating conditions. 

It is a difficult and thankless job-that of sitting on 
the lid at Washington and defending the intangible rights 
of the public against the onslaughts of greedy commer- 
cialized stations and selfish politicians in Congress. The 
work of the radio commissioners calls for vigilance and 
courage of a high order, if the public interest is to be 
protected. 

Already, however, there are signs that political pres- 
sure on the commissioners is making itself felt, and that 
under its effects the integrity of the broadcast structure 
is slowly crumbling. Already there is evidence that 
political expediency rather than established engineering 
facts are controlling recent actions by the commissioners. 

see seo et,* 

ONE of the ominous and disquieting events which 
points this new trend is the assignment of a New 

York City station to a channel only 30 kilocycles from 
two other local New York City stations-in spite of the 
consensus of all radio experience that a spacing of 50 
to 100 kilocycles is desirable betweeh stations in the same 
community. Moreover, this shift puts the New York 
station on the same channel with a popular Baltimore 
station only 160 miles away (although such separation 

Radio Retailing, February, 1930 

should not be less than 1,200 miles, for good service). 
The result of this grievous new assignment is to pro- 

duce "cross -talk" locally between the two New York 
stations so close on the dial. Meanwhile in both New 
York and Baltimore the channel affected is beset by a 
howling heterodyne outside of the immediate precincts 
of the stations themselves. 

$ Y ITS regrettable order the commission has thus 
taken the first step back to the very condition of such 

insufficient spacings and consequent bedlam which so 
nearly wrecked radio in 1926, following the law's break- 
down. The granting of even one such permit is bound 
to lead to other demands for similar assignments, backed 
by added political pressure, now that the entering wedge 
is driven. 

The commission has committed a serious mistake in 
yielding to politics and outraging the first principles of 
radio. The damage it has done can be repaired only by 
an immediate restoration of sound operating conditions, 
at every point on the dial. Restoration made, the com- 
mission should next proceed to make broadcast conditions 
better, not worse. 

It will cost the radio industry millions of dollars in 
future sales and the public an immeasurable loss of price- 
less facilities, if the radio structure is allowed to crumble, 
under insidious but cumulative . tinkering. Political 
meddling must not be permitted to let broadcasting slip 
back again toward the deplorable bedlam of 1926. 

2i 
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A1Iust be 

37.ïS a 4 

A straight -from -the -shoulder 
presentation of the present at- 
titude of the bankers on the 
financing of radio time paper 
-What the dealer, jobber and 
manufacturer must do to help 

22 

Modern W ai l 
Street - whose 
keen analysis of 
the radio situa- 
tion merits close 

reading. 
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in Order 
By 

Ray V. Sutliffe 
ONE of the immediate results of the October 

financial upset was a tightening of policies gov- 
erning the purchase, by the banker, of radio time 

payment contracts. At a time when dealers needed 
ready cash they were told that their paper was no longer 
acceptable. 

This condition still obtains. It is no secret that it is 
harder to discount bills of sale today than at any other 
time in the history of radio merchandising. 

Who is to blame for this situation? 
What can be done to remedy it ? To again make 

possible the partial financing, at least, of the radio re- 
tailer's business from the cash value of his customers' 
mortgage agreements ? 

And what is the future outlook ? 

Radio Retailing recently interviewed thirty of the 
country's outstanding contract purchase corporations. 
Here is the consensus of their opinions : 

a. The financing houses have no prejudicial viewpoint 
against radio paper other than that occasioned by certain 
special circumstances which have become associated with 
this type of sales contracts, many of which, they claim, 
are of the industry's own making; radio manufacturers 
and dealers both are to blame. 

b. When the October tremor shook the country it 
found many radio dealers with little cash reserve and 
with extended obligations. Shortly thereafter it found 
radio sets of established value being reduced in price, 
others being thrown on the market at prices considerably 
under former standards. And it found hundreds of 
local finance companies out of funds, because in absorb- 
ing the tremendous volume of business that had come to 
them almost unsolicited, they had "lived up to" their 
capital resources and bank lines. With the tightening of 
the financial situation in September it was impossible for 
them to secure further funds either from the bank or 
from the public. Such companies had no recourse except 
to stop purchasing paper. 

c. Radio Retailing's survey finds that the stronger 
financial institutions will still consider radio paper but 
only on terms compatable with sound financial principles 
-see accompanying box which itemizes the corrective 
measures that must be applied by the industry. 

Here are boiled -downs from some of the telegrams and 
letters received: 

Have Utmost Confidence in Industry 
"Following the stock market crash we purchased more 

radio paper than in any other time in our history, show- 
ing that we have the utmost confidence in the industry 

Radio paper still can be sold to the bankers. But- 
before the retailer or the jobber can hope to find a 
ready market for time payment contracts the radio in- 
dustry first must comply with certain conditions. Un- 
less it does the financiers will be forced to make the 
decision for the industry-and the cure may be a drastic 
one. 

Consensus of opinion, Radio Retailing's 
recent interviews with the leading dis- 
count companies. 

DEALERS 

1 . Selling costs must be held well within gross 
margin, allowance being made for reasonable profit. 

2. Accurate operating statements must be avail- 
able for inspection at all times. Jobbers have the right 
to demand this information of their dealers-and finance 
companies of both. 

3. Inventory items must be priced at present mar- 
ket values. 

4. Collections must be closely followed. Past due 
accumulations discourage customers and the sale sours. 

.5. Do not allow over 24 hours for a demonstra- 
tion. Failure to observe points 4 and 5 freezes necessary 
working capital. 

6. Hold trade-in allowances to a minimum. Many 
dealers would be better off by cutting this allowance in 
half-even though they sacrificed 25 per cent of total 
sales volume. 

7. First obtain the confidence of your local banker. 
Reputable finance companies will not do business with a 
merchant who cannot get some credit from his local 
banker. Finance companies are supposed to supply 
secondary service only. 

8. Furthermore don't sell all your installment 
paper. A dealer should expect to keep from 20 to 30 
per cent of his sales contracts in his own safe. The 
interest income from this free paper helps meet obliga- 
tions-including the guaranty on outstanding paper. . 

9. Plan financing ahead. Make sure that the con- 
tracts are properly executed and comply with all the 
requirements of the banker buyer. 

lo. Have sufficient working capital to keep the 
business going through its first two critical years. 

11. Practice these four essentials: the ability to 
make sales ; to select good credit risks ; to collect in- 
stallments when due ; and to anticipate your financing 
requirements. 

JOBBERS 

1. Verify the financial stability and business ability 
of each and every dealer before signing him up. 

2. Concentrate on the dealers who are doing a real 
selling job. Don't be afraid to demand of your dealers 
frank, frequent and fair statements of their business 
progress and present financial standing. 

MANUFACTURERS 

1. Maintain standards of value. Formulate price 
policies, stick to them and see that others support you in 
this necessary principle-if you expect your dealers to 
find a market for their time payment contracts covering 
the sale of your products. 

2. If you must use the quota system base it on 
actual market consumption capacity, each territory and 
dealer to be considered separately. Fix quotas on the 
actual market for your line ; not on what you would 
like it to be in order to meet home office expediencies. 
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and that we are committed to use our money, experience 
and unsparing effort for the assistance of dealers who 
are in the radio industry "to stay"-as we are 
But, we must insist that the radio dealer comply with 
certain rules of good business which, heretofore, he has, 
in the main, cheerfully disregarded." 

W. LEE WHITE, Treasurer, 
Bankers -Commercial Security Co. Inc., 

New York, N. Y. 

Radio Manufacturer Must Help 
"From the finance company's point of view, there is 

too much instability in radio manufacturing, merchandis- 
ing and distribution. Second, the method of selling is 
too lax-the dealers will not adhere to the conservative 
down payment of from one-third to forty per cent be- 
cause they are hampered by competition from depart- 
ment stores, chain stores and installment houses, who are 
selling radios on small down payments. Third, the 
finance companies realize that the resale value of a radio 
is very little, and must depend upon endorsement of the 
dealer. This, together with the ever changing models, 
types, obsolescence and price instability makes the radio 
of minor security. 

"The radio manufacturer could do a great deal to bring 
about changes for the betterment of the entire situation 
by taking into consideration the above matters, and work- 
ing toward a betterment of each item mentioned." 

LOUIS HILLER, President, 
Universal Finance Corp., 

Omaha, Neb. 

Quota System Blamed 
"Predetermined, fixed quotas of sets to be sold is 

probably the most disturbing factor in the policies of 
radio manufacturers. To acquire and hold a distribu- 
torship has necessitated a stipulated volume of sales. 
Dealer franchises, therefore, are also granted frequently 
on the basis of a large anticipated volume. The dealer 
must sell whether or not there exists a normal, healthy 
demand for his merchandise Such a system en- 
courages sales for the sake of sales only ; with the result 
that time paper credits are questionable, replevins fre- 
quent, and collections slow." 

R. P. BABCOCK, Gen. Mgr.. 
Long Island Bankers, Inc. 

Jamaica, N. Y. 

Scrutinizing Policies of Dealer and 
Manufacturer 

"Finance companies have no regrets for the business 
they have accepted in the past. But they now are care- 
fully studying each lease presented ; studying not only 
the ability of the person who bought the radio to pay for 

it, but also the make of set and the business methods and 
policies of the dealers, and of the radio manufacturers, 
behind it." 

HENRY EDSON, 
General Contract Purchase Corporation, 

New York City. 

Manufacturer and Jobber Must Help 
"We believe the manufacturer and his jobber should 

be more careful in selecting dealers. Then, if such deal- 
ers need financial assistance, the manufacturer or jobber 
should co-operate by arranging with the finance company 
to handle the dealers' time sales paper and guarantee the 
performance of the contract the dealer negotiates. 

"If this were effected we believe the reaction would be 
favorable in all quarters." 

Jos. A. HERTELL, Mgr., Industrial Dept., 
American Credit Corporation, 

Omaha, Neb. 

Capable Radio Merchant Has Worth- 
while Future 

"We believe in the basic soundness of time payment 
sales of radio and in the future of the radio business 
generally. The capable radio merchant has a worth- 
while future. Naturally, care in extending terms is 
desirable but we don't think this is a time for unreason- 
ing timidity The radio manufacturer can help 
greatly by . educating the dealer on the importance of 
sound time payment policies." 

R. J. GREIL, Vice-president, 
Commercial Investment Trust Incorporated, 

New York, N. Y. 

A Jobber Speaks His Mind 
"Dealers fail to protect their credit standings 

Beware of loose selling methods Adjust your- 
self to a buyer's market Proper connection with 
one finance company is best Substantial down 
payments Volume within safe limits 
Weekly payments are best Stop profit leaks in 
demonstrations Sell the prospect the set he can 
afford." 

Extracts from an admirable booklet on this matter of 
financing time paper, entitled "Radio Talks," by 

DAVID M. TRILLING, 
Trilling and Montague, jobbers, 

Philadelphia, Pa. 

Further Discussion to Follow 
The March issue of Radio Retailing will continue the 

discussion of this pertinent and basic subject. Frank 
comment by a leading banker and the reaction of mem- 
bers of the radio industry will be presented. 

"In this issue- 
On pages 30-31 appear the best summation 

of the problem of volume or profit I have 

ever seen. Everyone connected with the 

radio industry should read it." 
MICHAEL ERT, President, 

National Federation of Radio Associations. 
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Thr 
Ramifications 

of the 

Radio Corporation 

Organization chart of 
R. C. A., published 
for the first time, 
shows many 
affiliated 
companies 

RADIO CORPORATION 

OF 

AMERICA 

J.G. HARBORD, 
Chairman of the Board 

DAVID SARNOFF, 
President 

R.C.A.COM M U N I CATI ON S, INC. 
( Trans -oceanic) 

RADIOMARINE CORPORATION OFAMERICA 

(Ship -to -Shore) 

R.C.A. PHOTOPHONE,INC. 
(Sound Pictures) 

RADIO- KEITH -ORPHEUM 
/Il ( Theatres,Vaudevi f le) 

N 

RESPONSE to many \ \N I inquiries received f r o m N 

readers in the radio trade, ask- \ Nce 
ing about, the relationships between N `se 
the various operating companies of `i 1, 
the Radio Corporation group, the sçee q 
accompanying chart has been prepared SP 9 
by the editors of Radio Retailing, and is \y P"), 
presented here as a matter of general interest. " 7x 

It will be noted that, with the recent changes 79 
in its set-up, the Radio Corporation of America N 
has become purely a holding company, having no eryx 

contact with the public except through its subsidiaries 
in the various fields of communication, sound pictures. 
broadcasting, manufacturing and merchandising. For lack 
of space the chart omits a number of R.C.A. foreign affili- 
ated companies engaged in communication or manufacturing 
which are operating abroad and in our insular possessions. The 
diagram is not intended to indicate lines of direct control but rather 
relationships where stock interest or ownership exists to some degree. 

The Radio -Victor Company will manufacture at Camden, N. J., all 
radio sets distributed under respective brand names by the General Electric 
jobbers, Westinghouse jobbers, Graybar distributing houses, and the Radi , 

Victor distributors. 

NATIONAL BROADCASTING CO. 

( Broadcasting 
Owned: 50% R.C.A.,30% G.E., 

20% Westinghouse 

RADIO MUSIC COMPANY 
(Holders of Music Copyrights) 

R.C.A. I NSTITUTES, INC. 
I Instruction in Radio) 

NATIONAL UNION RADIO CORP. (Tubes) 
(Through a $2,000,000 Loan) 

E.T. CUNNINGHAM, I NC. 
(Vacuum Tubes) 

RADIOTRON CORPORATION 
(Vacuum Tubes) 

RADIO -VICTOR COMPANY 
Owned: 50% R.C.A., 

30% General Electric Co., 
20% by Westinghouse 

(Has four major distribution outlets) 

GENERAL MOTORS RADIO CORP. 
Owned: 51% by R.C.A., 
49% by General Motors 

LICENSEES 
Set Manufacturers 

32 licensed to make 
receiving equipment 

LICENSEES 
Tube Manufacturers 

12 licensed to make 
tubes for specified purposes 
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Dramatizing 

Programs 
IF you want to witness the last word, the very 

ultimate in effective salesmanship, drop into any 
first-class art gallery and you will find it-hanging 

on the walls. There the ideas, the mental images of 
men, are so attractively expressed and vividly presented 
that the spectator instinctively wants them, and needs 
no urge to buy. 

The same idea is applicable to purely commercial 
salesmanship. An automobile manufacturer, for ex- 
ample, invites prospects to demonstration rides with 
the promise, "If Auburn cannot sell itself, you won't 
be urged to buy." 

This is the selling principle that is now being used 
by an ever-growing number of extremely successful 
sales organizations. It will be the dominating note in 
the salesmanship of the '30's. To practice effectively 
the examples of this style, which will be offered, some 
understanding of the last decade in selling is necessary. 

The early '20's found us at the peak of "scientific" 
salesmanship-whatever that meant ! We were told that 
we must lead our prospects through the four successive 
stages of attention, interest, confidence and desire- 
and then we were to impel them to buy. Those were 
the "do it now" days when, having reached the "crucial 
moment" of our talk, we committed everything short 
of homicide to get a signature. 

The opening of the new decade finds scientific sales- 
manship as mummified as old King Tut. Its famous 
five -point formula, largely shorn of three points, is but 
a dying star in the selling heavens ; only attention and 
desire remain to remind us how things have changed. 
And how they've changed ! 

LAST week, while visiting in a Buick showroom, I 
heard a prospect tell one of the salesmen that he 

wanted to look around at some other cars and get their 
prices, before he committed himself to Buick-which, 
he admitted, was a corking fine car. The situation is 
familiar to all who sell. 

Now, ten years ago, such a situation would have 
provoked a fine outburst from the salesman. He would 
have uncorked his choicest variety of high-pressure 
closing methods and, as the saying used to go, "put 
him over Niagara Falls before he got out." 

But this salesman, lounging carelessly against a car, 
smilingly nodded his acquiescence and, murmuring that 
he hoped to see them again soon, accompanied the 
prospect and his wife to the door. Halfway there, he 
turned to the man and asked: 

"Mr. Wallace, how long have you been married?" 
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Wield words that 
stir the emotions if 
you would suc-eed 
in the art of sales- 

manship. 

Radio Retailing, February, .1930 

The man who doesn't use the 

current day's programs in his 

sales talk is ignoring his surest 

means to an order 

"Wh-wh-why, three years-but why do you ask ?" 

"Oh, nothing personal, Mr. Wallace-don't get me 
wrong. I was just wondering, that's all." 

"Wondering what?" 
"Well, I was just wondering if, a couple of nights 

before you proposed to Mrs. Wallace, you said to her : 

" `Y'know, dear, I like you. You're a corking fine 

girl-good to look at, probably economical, and all that. 
I think I'd like to propose to you and, probably, I will 
eventually. But not just tonight, dear, because I want 
to run down the line and look over some other girls 
before I commit myself to you.' 

"Or, Mr. Wallace, did you realize that Mrs. Wallace 
had qualities good enough for any man-qualities good 
enough to warrant your immediate action ? The com- 

parison is odious, I know, but this Buick " 

I wish I could truthfully report that, as Wallace and 
his wife left the showroom in a gale of laughter, they 
left the salesman holding their order. I can't do that, 
but I can report that Wallace phoned him on the f ollow- 

ing day, to come around and get it-and Wallace and 
his wife greeted him with a laugh. 

The salesman, a friend of many years, tells me he 

no longer applies heavy closing pressure on any except 
those prospects of a low order of intelligence. He 
claims the higher mentalities definitely resent coercion 
and that they do not require it if a quality product 
is properly pictured. 

ON ONE of the days that Angelo Patri was broad- 
casting recently, I stood in a radio store and heard 

a salesman rave to a pair of prospects who had their 
seven-year old daughter with them. "Thrree screen -grid 

tubes," he was declaiming. "Three of them, mind you 

-three screen -grid tubes." And reams more about 
selectivity, distance, ad nauseuni. They. listened to him 

with blinking eyes and those silly smirks that betray 
the person who is trying to be polite. Then they walked 
out, setless. 

Why didn't he say : 

"Angelo Patri is on the air today, Mrs. Young- 
Patri, you know, the country's greatest specialist in 
parental educational methods. He'd be a lot of help 

to you-help you give the youngster here a jump of 
four or five years, perhaps, in her cultural progress. 
You'd find this set particularly advantageous for getting 
Dr. Patri's programs because he comes in on one of 
the low wave lengths-where all the stations are grouped 
closely together,-and you need a sharp -tuning set to 

separate him from the stations right above and below 
on the dial-or their noise will spoil his program. One 
of the reasons why he comes in so sharp and distinct 
on this set is because it is equipped with three screen - 

(Please turn to page 63) 
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eis Introduce the 
Editorial and Controversial Comment on Radio's 

us face the situation frankly. The Pentode tube 
is coming. It will be a factor at the Trade Show 
in June. Already the newspapers are telling the 

public about this, radio's latest improvement, and sug- 
gesting that it will make possible lower price sets of 
greater efficiency. Despite the worthy intentions of cer- 
tain manufacturers to withhold the introduction of this 
tube until a more propitious time, the march of progress 
cannot be stayed. Developments of the past 30 days 
have changed the picture and account for our voicing 
of the preceding prediction. 

With the advent of the pentode which, it appears, 
will make possible a better set with fewer tubes, comes 
another opportunity for the radio industry to start 
afresh; to amend certain errors it has committeed on 
past occasions of a similar nature. 

Here, then is a situation which can be used to help 
or harm the radio manufacturer, jobber and dealer- 
depending entirely upon the degree of intelligence and 
of finesse used in introducing it to the public and in 
marketing it in sets. 

Unfortunately the history of the past is not assuring. 
Exaggerated statements regarding new inventions and 
their possibilities for reducing prices to the consumer 
have upset established markets and values without 
making for a counter -balancing increase in volume and 
in deserved profits. 

Let us, therefore, take advantage of this- latest op- 
portunity and act constructively. The radio industry 
should present this tube to the public as an invention 
which will improve the quality of reception at no 
increased expense to the consumer. If greater manu- 
facturing or merchandising margins are attainable 
through the introduction of the pentode tube they 
should be used to establish the industry on a firmer 
financial basis. 

Furthermore, we must not overlook the fact that 
many selling costs all down the line, from laboratory 
to consumer, are more or less fixed; that newspaper 
space rates, traveling and shipping expenses, demonstra- 
tion costs and salaries will apply with almost the same 
force per unit sale in the future as in the past- 
regardless of the individual price of the set. 

The manufacturing members of the radio industry 
should discuss together, therefore, the proper handling 
of this new problem. They should consider not only 
the matter of a proper return to their dealers and 
distributors, per unit sale of the "pentode receiver," 
its proper introduction from the viewpoint enlighten- 
ing publicity as to just what this invention will con- 
tribute to the performance of sets but also its relation 
to the economic structure of the industry. 

To bring radio men up-to-date on some very rapid 
developments which have occurred within the last ten 
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days Radio Retailing presents the following views of 
a number of executives most vitally concerned with this 
matter. 

Thinks Industry Not Yet Ready 
A group of large tube manufacturers view the situa- 

tion as follows : We are not planning to introduce the 
pentode this season, they report, for these reasons : In 
the first place we feel that the majority of set manu- 
facturers are not ready for this tube. With liberal 
stocks of good receivers waiting to be moved why should 
they, at this time, be burdened with the problems and 
expense of experimenting with new circuits, scrapping 
manufacturing equipment, tooling up all over again- 
this in order to produce sets for which there is no public 
demand and whose increased efficiency still remains to 
be proven? 

One of this group expressed himself in this manner: 
"Nineteen -thirty should be a year of orderly progress, 
of stabilization. The public should not again be upset 
with startling claims or with tales of coming reductions 
in the price of sets. Furthermore let us first exhaust to 
the fullest the possibilities of the screen grid tube. This, 
as yet, has not been done." 

Chairman of Engineering Committee,, 
RMA, Issues Statement 

In a news story, released to the press Jan. 27, Walter 
E. Holland, chairman of the Engineering Committee, 
Radio Manufacturers Association and chief engineer of 
the Philadelphia Storage Battery Company, makes the 
following statements : - 

"No improvement in performance can be obtained with 
pentodes that cannot be had with present tubes," the 
official statement declared, "and it is unlikely that pen- 
todes will replace present tubes this year. . . . 

"A given result is possible with less tubes, using pen- 
todes, but it is unlikely that the cost of a complete 
receiver would be any less. . . . 

"Many radio receiver and vacuum tube engineers in 
this country have experimented with this type of vacuum 
tube, and are thoroughly familiar with its characteristics 
and possible applications. There is nothing new or 
revolutionary about pentodes. . . . 

"There is a possible application of the pentode to radio 
frequency circuits, but it is unlikely that this type of 
tube will prove of much practical importance as a radio 
frequency amplifier. . . . 

"It is a most difficult tube to manufacture with uni- 
formity owing to its complexity, and to the fact that it 
must be exhausted to an extremely high degree of vac- 
uum. It is inherently a high -cost tube... . 

"In radio receivers for use on the common alternating - 
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Pentode , Properly 
Latest Development 

current supply used for house 
lighting, the pentode presents 
a mote difficult problem from 
the standpoint of manufactur- 
ing cost, than the standard type 
of power tube. . . . 

"Owing to the high cost of 
pentodes and the greater com- 
plexity of the circuits, it is a 
question whether it is practical 
to use pentodes in push-pull." 

The Other Side of 
This Controversy 

But there is another side of 
this controversy - and its 
champions are just as sincere 
and as well-meaning in their 
attitude as. these other gentle- 
men. We quote Ernest Kauer, 
president of CeCo Manufac- 
turing Co., Providence, R. I. 
Mr. Kauer has prepared a spe- 
cial statement for the readers 
of Radio Retailing. His com- 
pany introduced to the press 
and public a new type of pen- 
tode tube at the Park Central 
Hotel, New York City, Jan. 
22, 1930. 

"Withholding the introduc- 
tion of the pentode, or de- 
crying its merits, can have no 
good effect on the radio indus- 
try," declared Mr. Kauer. "To 
deny that the development of 
this type of tube is an advance 
in the radio art is as futile as 
was the attempt of automobile 
manufacturers who tried to 
delay the use of balloon tires 
and four-wheel brakes. 

"Furthermore I consider as ill-advised and misleading 
the recent release of an article for public perusal which 
made certain derogatory statements concerning the pen- 
tode and its application. Tests in laboratories other than 
our own show that the alternating -current pentode, as 
developed by CeCo, will do all that we claim for it." 

Another tube concern which has been actively develop- 
ing this tube is the Champion Radio Works, Inc., 
Danvers, Mass. Its president, F. W. Marsh, in a per- 
sonal interview, declared himself as follows: 

"On January 15 our engineers gave a demonstration be - 
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The Pentode-does it symbolize 
radio's torch of progress 

fore the Radio Club of Amer- 
ica at Columbia University of 
the pentode tube we have de- 
veloped. The interest dis- 
played at this meeting gave 
evidence that both set and 
other engineers are doing 
some serious thinking as re- 
gards this new development. 
However, it seems that at 
the present time tube engi- 
neers are far in advance of 
set engineers and it will be 
many months before the latter 
catch up. 

"In other words it is now 
up to the set manufacturers to 
develop circuits and learn how 
to use this new tube before we 
can expect it to be marketed 
to the public. There is no 
doubt but what it is a devel- 
opment for the betterment of 
radio reception. Perhaps our 
present pentode may have to 
be changed slightly in order to 
meet the needs of the set en- 
gineer. However, Champion 
tube engineers are ready and 
waiting for set manufacturers 
to say what they want in order 
to give the public the benefit 
of this latest tube. We believe 
it to have great possibilities." 

Haste Makes Waste 

Speaking as vice-president 
of the Arcturus Radio Tube 
Co., George Lewis, who also 
is chairman of the RMA vac- 
uum tube committee, presented 
the picture in these words: 

"Someone has recently taken liberties with the radio 
version of Pandora's box. From the point of view of 
the radio industry-or at least a good part of it-when 
the lid was lifted a lot of unpleasant things flew ether - 
ward, and they were all pentodes, pestiferous objects 
with a multitude of prongs and such things associated 
with the blue devils. 

"But it seems to me that these folks who so ungra- 
ciously welcome the pentode have forgotten the other 
half of the Pandora fable-the little voice that begged 

(Please turn to page 64) 
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FOR the last several years, I have watched the retail 
radio trade carefully and critically, The one thing 
which has impressed me more than any other has 

been the average dealer's mad scramble for volume sales. 
Too few have measured their facilities and their capi- 

tal, then computed the maximum volume they could ad- 
vantageously handle, and they sought to fill that volume 
with desirable profitable business. Most dealers have 
just gone ahead, doing all the business they could, fearful 
only of one thing-that they might lose a sale to some 
other dealer. 

Volume of sales means nothing. Net profit is what 
counts. 

Let me illustrate my point by taking three stores, 
selling the same goods, at the same gross profit, and with 
the same overhead and expenses, each doing business on 
a slightly different plan, and then let us check the results 
and see why profits vary so. 

ASSUME $200 a month for rent, light, heat, power 
and incidentals, and another $300 for salaries, 

making the fixed overhead $500 per month. 
On variable overhead, let us assume an advertising and 

demonstrating expense of $5 per radio sold, a service call 
cost of $1.50 per call, and a loss ratio of i per cent on 
volume of business done. 

We will sell nothing but a radio listing at $200, with 40 
per cent off, and give the salesman 10 per cent for 
selling it. 
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Let us also assume that we will need $100 capital for 
each set sold. 

With this "even break" we start our stores. 

Store No. 1-The "Happy -Go -Lucky, 
Anything -for -Volume" Dealer 

To make quick sales and do a lot of business we, the 
Volume Company, will throw off 5 per cent for cash, take 
a loss of $15 on a trade-in, and give 5 free service calls 
on each set sold. This will enable us to sell 60 sets per 
month-with the following results : 

Gross profit per set 
10% sales commission $20 00 

$80.00 

Advertising cost 5.00 
5% cash discount 10.00 
Loss on trade-in 15.00 
5 free service calls 7.50 57.50 

Profit on each set $22.50 
Profit on 60 sets 1,350.00 

Overhead 500.00 
Loss ratio 60.00 560.00 

Net profit for the month $790.00 
Volume of sales 12,000.00 
Capital required 6,000.00 

$790 profit on $6,000 capital, equals 13.13 per cent. 

True, the preceding is an arbitrary case, and as such is 
subject to practical revision. But, for comparative pur- 
poses, and to illustrate my point, it will suffice. 

Store No. 2-The Careful (?) Dealer 
Now, let's be a little more conservative : We do not in- 

tend to fool ourselves this time, by taking a loss on trade - 
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By Laurence M. Jeger 
President, Standard Securities Corporation 

Milwaukee, Wis. 

ins, but we will meet competition on cash discounts and 
free service calls. We expect to lose some sales. Suppose 
we do one-third less business than Messrs. "Volume 
Company." Here are the figures : 

Gross profit per set $80.00 
10% sales commission $20.00 
Advertising cost 5.00 
5% cash discount 10.00 
5 free servi .e cals 7.50 42.50 

Profit on each set $37.50 
Profit on 4e seta 1,400.00 

Overhead 500.00 
Loss ratio 40.00 540.00 

Net profit for the month $860.00 
Volume of sales 8,000.00 
Capital required. 4,000.00 

$860 profit on $4,000 capital, equals 21.5 per cent. 

Bear in mind that the net profit percentages in this 
article are figured on capital and not on gross sales per 
annum. The latter would be substantially lower. 

Store No. 3 -The Courageous, Far -Sighted Dealer 
Now for the courageous individual, the man who is 

a real merchandiser. Inasmuch as this will be our last 
example let us say that this enterprise will be conducted 
on the assumption that there will be no trade-in losses, 
absolutely no cash discounts and that only three free 
service calls will be given with each sale of a new 
receiver. 

For the sake of argument let us assume that in this 
case we only do one half the amount of business that 
out first example, store No. 1, does. 

Radio Retailing, February, 1930 

The figures for store No. 3 will then be: 
Gross profit per set $80.00 
10% sales commission $20.00 
Advertising cost.. 5.00 
3 free service calls 4.50 29.50 

Profit on each set 50.50 
Profits on 30 sets. 1,515.00 

Overhead 500.00 
Loss ratio. 30.00 530.00 

Net profit for the month 
Volume of sales 
Capital required 

$985.00 
6,000.00 
3,000.00 

$985 profit on $3,000 capital, equals 32.83 per cent. 

From the foregoing, we get the following comparative 
figures : 

Store No. 1 Store No. 2 Store No. 3 

Volume of sales. $12,000.00 $8,000.00 $6,000.00 
Net profit 790.00 860.00 985.00 
Capital required 6,000.00 4,000.00 3,000.00 
Profit percentage 13.13 21.50 32.83 

COMPARING Store No. 1 with Store No. 3, we find 
that we did twice the business in the first case -but 

needed twice the capital, probably twice the sales force, 
and certainly suffered twice the grief. And at the end of 
the month made $195 less net profit than Store No. 3. 

Again, on the basis of capital invested, Store No. 3, 

with half the sales, yielded a 32.83 per cent profit return 
(on active capital invested) as against the 13.13 per cent 
earned by Store No. 1. The former, therefore, on the 
basis of capital employed, was a 280 per cent better in- 
vestment than the latter. 

The preceding illustrations should not be misconstrued. 
(Please turn to page '63) 
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Front 
Page 

ELVA MAE RICHARDS 

For 152 hours, without a wink 
of sleep, Miss Richards, of Day- 
ton, listened continuously to a 
radio set in full blast, making 
her the world's champion en- 
durance listener. 

This is a challenge. See if your 
town hides a potential champion. 
Run a Listeners' Marathon- 
and let folks know about your 
store! 

ADIO publicized ! Radio on every tongue, radio 
on the front pages of the newspapers, radio stamp- 
ing itself indelibly on the public mind-all through 

the simple agency of a Marathon Listeners' Contest. 
Dealers all over the country have been advertising their 

stores by giving the public an opportunity to prove its 
sleep -resisting powers. Aspirants for the long distance 
waking title were required to listen continuously to a 
radio set in full view of the passer-by. The entrant who 
stayed awake longest won, and was presented with the 
radio set to which he had listened so long-if he still 
wanted it. 

This novel bit of drama took on a national aspect under 
the sponsorship of the Sylvania Products Company. 
Local jobbers co-operated, and usually arranged to have 
one of the lines they handled represented in the awarding 
of the prizes. The dealer in each instance, provided the 
set, the store space, and formulated rules to govern his 
particular competition. 

In the ear -bending marathon held in the windows of 
the Wurlitzer Music Store, Louisville, Ky., under the 
auspices of Lampton, Crane and Ramey, jobbers for 
Sylvania and Crosley, contestants were not allowed to 
leave the building ; five-minute rest periods were allowed 
eight times a day ; smoking was allowed only during rest 
periods, and no artificial stimulants of any kind were 
permitted. The "endurers" took turns adjusting the 
dials of the Crosley set which brought dance tunes from 
the air to keep them awake. Sixty-nine persons entered 
this contest, and the winner, a young mother of two 
children, had to stay awake 106 hours, almost f our 
days and a half. 

The listeners, of course, had to eat. In Buffalo the 
problem was solved by a local sandwich shop which took 
advantage of the opportunity to tie-in with the contest 
staged there by the Medo Electric Corporation. It an- 
nounced that it would feed the contestants three meals a 

Here's an inexpensive 
making the headlines 

day as long as any of them could move a 
jaw. In this elimination, two radios, a 
Temple and a Philco, were awarded after 
the last heavy -eyed listener gently col- 
lapsed and ended his 74 -hour vigil. 

At some contests a nurse was in attend- 
ance and at some even barbers stood ready 
to ply their trade with any of the listeners 
who would risk being talked to sleep. 

Public interest was of the kind that 
calls for special police to hold back the 

crowds. The Dayton, Ohio, contest was held in a large 
public auditorium. The cheering crowd which filled 
every seat in the house saw the next -to -last sleep -evader 
disqualified by a snore, making Miss Elva Mae Richards 
the world's champion radio listener, holding what is to 
date the record of 152 hours of continuous listening. 
This is the current mark announced by the original spon- 
sor of the contest, who is comparing returns. 

The spectacle of disheveled men and women fran- 
tically chewing gum, playing checkers or cards, or roam- 
ing the narrow confines of a show window in a desperate 
attempt to keep awake, inevitably drew large crowds. 
Every list of entries included some self-appointed clown, 

errrimirmiiinintrei 
sbyeivali 

ONTE 24 liom .ietríce E f. 

How long can they listen? Thousands of people wanted to know. 
followed the newspaper accounts, 
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Stuff. 
publicity stunt that's 
and selling sets as well 

key N. F. Doyle 

low ' ong7an You Listen 

RADIO ,/Qw.Ai2ºE0 'ST 
PfrniffleiJ.r tllírrU carre t, tiei 

To find out they crowded about the contestants in the window, a 

and telephoned for the latest results. 
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QIP6CONTEST ,Sfar. i SI° Nev/ II Novell! SPeckacular U $ 
A- C- RADlO CORP. 

'+íMRRKtT sr S*0 E ç 33runc/tec , The - ,ontestant. 
GedShzved Coiffured ThRUOVT TU CITY 

The contestants in this contest 
were fed, shaved and coiffured 
right inside the show window. 

whose antics drew more 
people to the sidewalk in 
front of the dealer's store 

Every contest un- and furnished more copy 
earthed some un- for the newspapers. 
geniussuspusted 

comedy This last effect was prob - 
the 

who kept 
onlookers en- ably the most striking and 

tertained by his the most valuable result of efforts to get com- 
fortable without these contests. This was 
putting himself to more than mere publicity; 

sleep. it was news of the snappiest 
and most attractive type. 

Newspapers grabbed at it, clamored for photographs, 
gave it prominent space. The stores in which the contests 
were held were swamped witi phone calls inquiring about 
the progress of the grind. 

The Listeners' Contest idea put radio before the public 
with force. Any dealer can duplicate this interest -getting 
stunt at an expense no greater than the cost to him of a 
set as a prize and of a few signs and show cards. It 
has been found that the dealers who have already worked 
this plan have obtained, in ecctorial publicity in the news- 
papers alone, free space worth many times the expense 
of the contest. 

More important still, its to a public made highly 
radio -conscious by means like this that the trade will sell 
merchandise quicker and easier. 
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Carload Buying 
Through L Effort 

Editors Note: Seven months ago we 
published the story of how a score of 
radio dealers in Chicago merged their 
assets and executive control for the pur- 
pose of increasing buying and selling 
efficiency, and hence net profits. This 
scheme proved somewhat top-heavy and, 
in actual practice, difficult to operate 
harmoniously because of its elaborate 
structure. 

In the following article, related by a 
participant, the same o b j e c t i v es are 

tight, and the method of arriving at 
them also is through co-operative action; 
but, because each of the six St. Louis 
radio dealers in this agreement retains his 
own capital structure, local operative 
control and executive policies, this plan 
is much simpler to execute. 

IRST may I state that the "St. Louis Plan" is not 

F a cure-all. So far, however, it has functioned 
beautifully in the accomplishment of its purpose : 

carload buys, mass publicity and increasing efficiencies in 
selling. 

There are six of us in this proposition (more would 
like to get in under the tent but we think six live outlets 
sufficient) : The Gaertner Electric Company, the Samp- 
son Company, Kissell Music and Radio Company, 
Kaemmerer Music Shops, Inc., Brandt Electric Company 
and the Zerweck Jewelry Company. Those who know 
their St. Louis will tell you that these firms are substan- 
tial concerns and well regarded. 

But, for many months, prior to the inception of this 
working agreement, we had been fighting one another in 
a costly manner ; competing for special positions in the 
St. Louis papers, for example. Then the idea of co- 
operative buying, advertising and selling was conceived. 
Julian Sampson quickly became enthusiastic, so did Zer- 
weck of East St. Louis and many other well known radio 
retailers. 

The next step was to see what we could do. I went to 
New York and made a contract with a set manufacturer 
-on a carload shipment basis. Soon we had favorable 
contracts with other manufacturers and jobbers and 
things were running along very smoothly. 

The co-operative newspaper advertising campaign 
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By 

M. F. Kaemmerer 
President, Kaemmerer Music Shops, Inc., 

St. Louis, Mo. 

Radio Retailing, February, 1930 

www.americanradiohistory.com



ZZRWECK 
JEWELRY CO. 

teSAMPSON 
COMPANY 

KISSEL 
Music U 

RADIO CO. 
AERTNEfi 

ELECTRIC CO. 
BRANDT 
ELECTRIC CO. 

KAEMMERER 
MUSIC SHOPS. Inc. 

Tust Received...A Tremendous shipment 
Nationally Known Radio 

(The Atanutartarer Request That We Do Not Mention Name) 

Nine Reasons Why Yo. 
Should Buy This Radio 

Au.l.<tri.-AC Opeudon. 

2 Ism Suture. in thi..et H 179 

3 näim:::ó..a.af 

4 Velvet roo.-8electieiel-DleUsel 

5 é: r. 

_i :,b`t 
6Hurd..; dynamic .r. 
ey One.. control. A .Llld can mee it 

8 m.od c.dWromp7.t. N muamur Ime". 
(. 

9 
ecoeem cJ redutlm ..d trmendw.d. 
ume pradxu tws .ur.m. v.lua 

Gives You Everything You Desire in Radio 
Powerful 9 -Tube Set....Humless Dynamic Speaker 

Beautiful Cabinet...Marvelous Tone 
You'll nudity admit that it io the move beautiful, be.t finbbed Radio you haw over .b.4 at 
.uywhere ...r the price. Voú it hb. tb. e,000th, humiw, bau.tlel ewutnw of too. Yoú 11 

be heard to hue the 
new 

yr. You ort.ioly ewe it to ye.erulf m au 
.rd hear the iocomp.r.ble new reoiv.r before you buy any radio. 

$200 Features in a Set at Only 
LIMITED 

QUANTITY 
Only at This 

Special 
Price of 

ORDER TOURS TODAY 

.00 
Leu Tube. 

Can Be Parehosed on Deterred Payment Pion, Sandi i Couples Charge Added 

DOWN $2-5° PER 
WEEK 

This Special Available Only at the Merchants Listed Below 

GAERTNER 
ELECTRIC CO. 

3521 N, Grend C011ea 2600 

ZERWEC.K 
JEWELRY CO.. 

350 Collin.ville Av. EA.t 1117 
Ei.l SL Loui, Ill: 

THE SAMPSON 
COMPANY 

3624 Olive St. JEff. 6051 
4909 Delmer FO000t 7121 

KISSEL 
MUSIC U RADIO CO. 
390i St., at L.feyetto GR. 6390 

OPEN EVENINGS UNTIL 9 O'CLOCK 

Remember ...This Sperial Carries Our Usual 
WeUKnolvn Guarantee With Service 

KAEMMERER 
MUSIC SHOPS, Inc. 

6317 Delmer 31x9 S. Grand 
CAb.ny 9100 LAclede 5920 

BRANDT 
ELECTRIC CO. 

904 Pine St. CHe.tout 9220 

Concerted buying, through jobber channels as well as direct, and co-operative advertising has made possible 
"punch" publicity similar to the above display. The members of this plan are well regarded, established, 
dealers -located in the St. Louis territory. 

started with' almost full page space. Each adv. empha- 
sized some one feature Of the product we were pushing. 
The names of our six signing members were rotated in 
their position at the bottom of the copy so that each re- 
ceived equal xosninence. 

Of the most interesting-and important-ele- 
m is in this plan is the weekly rou tabl dis- 

cussion. It is an ironclad rule that every I gabeak -must 
attend. With a tabulation of his needs bef°te em, each 
asks, hers, "What do yot?need ?" Thus the "shorts" 
rep heir stock from those having a surplus. Then 

cti . next week's advertising plans and exchange 
ids. on merchandising policies. A rule of strict silence 
ha'been adopted so that competitors will not obtain ad- 
vapce information as to what is to be featured during the 
coining week. 

The individual service departments, too, have-fotind it 
a great help to be able to phone a member service shop 
to talk over a puzzling problem. Jobs that to the inde- 
pendent would have been posers are relatively simple 
when solved by the huddle system. 

The free service problem has been overcome by giving 
three free service calls but with no limit on time. Under 
the time guarantee system, it was found that on the ex- 
piration date the customer would ask that a service man 
be sent out on the pretext of trouble just to make use of 
that last free call. Also, many cards expired in March, 
April and May, necessitating putting on extra. service 
men just when business was slacking up a bit. This has 
now been remedied by the use of a standard service pol- 

icy giving three free calls over an unlimited time. The 
psychological effect has been to the advantage of this 
dealer -team; where they formerly had from 10 to 20 calls 
a day they now have but two or three. 

Trade-ins, the thorn in the side of every dealer, 
have been effectively handled by establishing and sug- 
gesting the use of definite trade-in values for each type 
of used set. 

Aside from the financial advantages of buying in large 
lots and of advertising co-operatively, the plan has proved 
invaluable in many other, ways. When a member has to 
be out of town he calls a fellow member to watch his 
business and help his employees over difficult spots. For 
example : Mr. Brandt, of the Brandt Electric Company, 
asked me to keep an eye on his store affairs while he 
went on his vacatioxfy,,. aph. morning, therefore, his "head 
man" reported tp me over thhphone. One day a customer 
asked for a $750 combinatiòn, a model temporarily out 
of stock:' The clerk phoned me and one was delivered to 
the showroom before the customer left. The sale was 
made arid the instrument delivered that same evening. 

The success of this organization has brought many re- 
quests for membership but it, has been decided to con- 
tinue with the six original ones. 

We have found that our monthly advertising bill runs 
less than half the former cost per member, and we are 
doing more business than under the old ways. Aside from 
the pecuniary benefits of the plan it has fostered good - 
fellowship. We are working and co-operating for one 
thing-more radio business at less expense-and our 
combined efforts are producing this result. 
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(Above) Each de- 
partment -radio, 
clerical, musical - is 
separate and spacious, 
and yet a part of the 
general design. At 
the extreme rear of 
the store is the rec- 
ord and sheet music 
counter. Three booths 
equipped for trying 
out selections are 

beside it. 

(Right) No two of 
these wall booths are 
alike; one is a gate- 
way, one a pergola, 
another a stately 
porch. Each one 
dis plays a different 
radio manufacturer's 
line; customers are 
not confused by a 
jumble of makes and 

models. 
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Setting 
FEW things help the radio dealer to stage 

successfully his selling act more than a per - 
f ect setting. The little drama enacted by 
salesman and prospect moves more smoothly 
and surely toward the right ending when the 
store background is harmonious, individual, and 
professional looking. 

On these pages are photographs of the interior 
of the radio -music store of R. A. Montalvo, of 
New Brunswick, N. J. Mr. Montalvo has ar- 
ranged his store to reproduce consistently the 
atmosphere of a Spanish garden, and has used 
a method of displaying his radio merchandise in 
wall booths, with a different booth for each line. 

These pictures illustrate the effectiveness of 
careful store planning carried out with the idea 

.in mind that a conveniently arranged, well 
decorated store is a first-rate advertisement, and 
a very valuable sales asset. 
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(Beéow) The left side of 
the store ap; ea -s as the' 
exte-ior of a Spanish ha- 
cienda. Gay a-znmgs shade 
grilled wind-uc. and a 
blue tropic sky is visible 

above the lied roof. 

Radii Retailing, February, 1930 

tage 
Originality and careful 
planning make this dealer's 
store arrangement his best 
ad and his greatest sales aid 

(Above) A gen- 
eral view of the 
store shows its 
consistency o f 
design and its 
bractical conven- 

ience. 
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Service 
WHEN a radio concern grows so big that 

it takes 22 men and a fleet of 12 trucks to 
handle its service work, system becomes abso- 
lutely essential. Sherman, Clay and Co., San 
Francisco, not only has attained these heights 
and systematized service but, because of its 
complete records, finds that it is possible to 
complete 90 per cent of all repair jobs in the 
home. On -the -spot servicing is desirable be- 
cause, no matter how carefully a set is handled 
in transit, extra adjustments, at the expense of 
the dealer, frequently must be made on sets 
that are removed from the owner's premises. 
Time, shop and clerical overhead also are 
greater on store repair jobs. Only those sets, therefore, 
requiring major attention or replacements are loaded 
on the service trucks. 

The illustrations and explanations on these pages cover 

1 The CALL 
Comes Jn 

This form is filled in by a man 
assigned to that special duty. The 
original is for the customer; the card- 
board duplicate ends up in the com- 
pany's files, indexed according to the 
name of the customer. 

On the back of the original is a 
concise statement of Sherman Clay's 
servicing policy. On the front is this 
rubber stamped notice: "If service is 
unsatisfactory, notify service depart- 
ment within 24 hours. No adjust- 
ments made after 5 days." 

Please DO NOT Remove This Card From Rece et, 

Radio Service 

Sherman, ay & 
REARNY AND SUTTER STREETS 

!UTTER 6000 

Den la.. ,fr, . .a,z s 

ei1'°ÍRSet, 

NAtyB 

AbbRESS 

Chit 
to 

y e rane 

ystematized 
Complete set of written 
records heighten efficiency 
and permit a majority of re- 
pairs to be made in the home. 

all the salient features of a complete service record sys- 
tem. Their careful examination, from the viewpoint of 
an aid in reshaping one's servicing policies, as well as 
that of cutting costs, is recommended. 
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2 The CALL Is Made 

Sher, 
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out one 
ho het 
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V 
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' -o 
Will be e°r ue 
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Slitter 6 ond o0 

4r ho or 

When he makes the initial 
service call, each Sherman Clay 
& Co. man leaves this card in 
the set. He enters the date, his 
initials and the work done. Each 
subsequent call is listed, so that 
any service man who does any 
work on the set knows just what 
to expect. 

If the person called upon is not 
at home, the smaller card is left 
in the mail box. It informs the 
customer of the call, and stipu- 
lates that the company will make 
no further attempt to service the 
set until instructed to do so. 

38 Radio Retailing, February, 1930 

www.americanradiohistory.com



1When the 

SET Is New 
On the reverse side of the com- 

pany's copy of the original service 
form is space for entries describing 
the transactions which took place 
upon the sale of the set. 

A demonstration report lists the 
call, location and dial settings of 
each station received by the repre- 
sentative demonstrating the set. 

The salesman who gives the dem- 
onstration also fills out a report on 
the same card on the results of the 
work of the service man who in- 
stalled the set. 

SERIALNO 
59-33- DATE 

5 The Service 
Man's Day 

At the end of the day, each service 
man turrtis in this daily report, which 
furnishes an itemized account of his 
operations. Each call made and the 
time consumed by it is listed, as well 
as delays of any kind. Filed in 
chronological order, this form serves 
as a further check on service ren- 
dered, as the employee's time card, 
and as an indication of his efficiency. 

The information it bears is used in 
figuring costs, and in estimating the 
amount of work one man can do in 
a day, on a basis of what he has done 
before. This keeps jobs from being 
left over from day to day. 
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A Route TAG 
for Shop Job 

Of course, it is sometimes inadvisable to 
attempt the necessary repairs on a set in the 
home. Perhaps the job is too large or too com- 
plicated; perhaps the customer objects to hav- 
ing a man working about his living room, or 
wants the work done while he is away. 

Cases like these are frequent enough to have 
warranted Sherman, Clay and Co.'s develop, 
ing an inside system as rigid and smooth work- 
ing as their method of handling home calls. 

When such a set is brought into the shop, a 
repair and route tag is affixed. It carries the 
report of an inspector, with notations on the 
work to be done. After the final repair opera- 
tion, a technician in the shipping department 
makes a thorough test and attaches the red 
"O. K." card. The route card, bearing a record 
of all work done, is filed, and the hill and 
shipping order are made out. 

I 
DAILY JOB REPORT 
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Feature these 

Programs for 

A remarkable 
series of broad- 
casting events for 
these influential 
classes of listeners 

is in the making 

A 
Message 

from 

Secretary 
Wilbur 

To the readers of Radio Retailing: 
"It is inevitable that great use will be found for 

radio in our public educational system. The re- 
sponsibility for the adaptation of this wonderful 
instrument to the field of training rests mutually 
on the shoulders of municipal, state and national 
governments, educational institutions and the radio 
industry. 

The development of means for making proper 
use of radio calls for a new viewpoint in education. 
A searching study should be made as to how this 
can best be accomplished. As beginners in this 
field we must think in modest terms and try many 
experiments if we are to have steady and safe 
progress. It is a multiplication of human power 
that is staggering in its possibilities. 

It is fortunate that we have great broadcasting 
companies, radio manufacturers and radio merchants 
interested in bringing radio into the schoolroom." 

RAY LYMAN WILBUR, 
Secretary of the Interior, 

U. S. Government. 
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The children pictured here earned this radio outfit for the 

LERT dealers everywhere realize the buying in- 
fluence of the female and of the younger members 
of the American home. More and more program 

sponsors, realizing this situation, are appealing to these 
two types of listeners. 

Beginning this month, and running into late spring. 
the air will be full of special broadcasts for women and 
children. To help radio merchants cash in on these 
opportunities there is listed, with this article, a summary 
of the outstanding programs appealing to the fair sex. 

Because of the elaborate character of the plans for 
reaching the youth of our country, a more detailed ex- 
planation is required. Radio, as a medium of education, 
now is fully organized. It has passed the period of 
theory and has arrived at the stage of practical appli- 
cation. Forty state governments, for example, now are 
broadcasting educational lectures or courses on regular 
schedules. And 60 stations are devoting their entire 
time to this subject. Witness, also, the following recent 
and specific examples: 

The Ohio School of the Air, under the auspices of the 
Ohio State Department of Education, broadcasts care- 
fully prepared courses for school children every day 
from two to three p.m. over station WLW, Cincinnati. 
Supplementary text sheets, for teacher use, are dis- 
tributed throughout the schools of the state. 

Three Alabama colleges, who co-operatively own radio 
station WAPI in Birmingham, shortly will establish a 
"School of the Air" for high schools. Governor Bibb 
Graves has offered the financial support of the state. 

And the radio manufacturers are doing their full 
share to help the cause of modern education. Grigsby- 
Grunow and the Radio Corporation of America are 
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and Children 

R. G. FendLt High School, Trussville, Ala. 

unusually active along these lines. 
Under tie title, "The American 

School of the Air," Majestic is 
sponsoring a series of educational 
broadcasts for schoolroom reception. 
These start d Feb. 4, over a Columbia 
chain hook-up comprising the follow- 
ing comprd-ensive coverage : Akron, 
WADC; Baltimore, WCAO; Buf- 
falo, WKBW ; Chicago, WMAQ ; 

Cincinnati. WKRC ; Cl e v el and , 

WHK; Eetroit, WGHP; For t 
Wayne, WOWO; Kansas City, 
KMBC; New York, WABC; Oil 
City, Pa., WLBW ; Omaha, KOIL ; 

Philadelphia,, WFAN; Pittsburgh. 
WJAS ; St. Louis, KMOX ; Syra- 
cuse, WFBL; Toledo, WSPD; 
Washington, WMAL; Harrisburg, 
WHP; Indianapolis, WFBM; 
Youngstown, WKBN; Waterloo, WMT; Milwaukee, 
WISN; Asheville, WWNC; Roanoke, WDBJ; Chat- 
tanooga, WDOD ; Memphis, WREC ; Wichita, KFH ; 

Denver, KEZ; Salt Lake City, KDYL; Seattle, KVI; 
Spokane, KFPY and San Francisco, KFRC. 

Tuesdays and Thursdays, until May 15, from 2:30 
to 3, Eastern Standard time -1 :30 to 2 Central and 
11 :30 to 12 Pacific time-are the days and hours chosen. 
Special opportunities will be arranged so that radio 
dealers can help their local schools secure receiver 
equipment. 

Here, then, is a very definite gesture not only to 
make available for children in the remoter communi- 

Radio Retailing, February, 1930 

Programs of Special 

Appeal to Women 

The National Radio Homemakers Club 
Over the Columbia coast -to -coast network, two 
morning hours daily devoted to experts on cook- 

ing, fashions, beauty, interior decorating, etc. 

The Women's Magazine of the Air 
Over the NBC nation-wide hook-up, one hour 
daily of feature talks on subjects of interest to 

women. 

The National Farm and Home Hour 
On the NBC stations, two hours a week of special 

value to the farm housewife. 

Miscellaneous Programs 
An average of three daylight hours a day of 
interesting entertainment, valuable features, and 
musical offerings, to take away the monotony of 

housework. 

Attention! Little hands are folded and little minds alert, when the lesson 
comes through the air and down the wire. And later in the day little 

tongues tell mother and father what fun radio is. 

ties lectures by the leading minds in the country on 
history, literature, civics, health, etc., but to implant in 
their young and impressionistic minds the indispensa- 
bility of radio. 

A 24 -page booklet entitled, "Twentieth Century Edu- 
cation," recently has been published by the Radio Cor- 
poration of America. It describes and illustrates some 
nationally broadcast programs which have been specially 
featured in the schools. Another section lists a series of 
educational programs which have been broadcast by 
stations in every state in the Union. A copy of this 
booklet is being mailed to every grade school, high school 
and college in the country. 
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CLOSE on the heels of the Japanese household's 
demand for electricity conies radio. Its popularity 
is attested by tlr fact that there are 685,000 sets 

now in use, with approximately 5,500 dealers located in 
the eight largest cities of the "Island Empire." 

Japan is still in the stage of too many irresponsible 
manufacturers and dealers. The patent situation, also. 
is notably loose-with the result that 20 per cent of the 
retailers are making sets. Inquiry at the largest depart- 
ment store in Tokyo revealed that a receiver of any type 
would be assembled on request. The sets displayed in- 
dicated no attempt to feature standard makes. 

The itinerant dealer and manufacturer operates on so 
low a margin that no large concern can compete. There 
is, therefore, practically no concentration of capital in 
this field. The leadership which such a concern would 
provide is entirely missing. Sixty per cent of the sets 
are manufactured in comparatively nameless shops ; 40 
per cent by the dealers themselves. 

The tube situation is quite different, as 90 per cent 
are manufactured in one large factory in Japan; the 
affiliated representative of an American manufacturer. 

The importation of foreign macle sets is almost un- 
known. Parts, on the other hand, are generally of 
American or German make, but, as in -America, no 
longer enjoy a wide sale. 

Battery sets are quite in evidence, although the tend- 
ency is toward a.c. To date, however, not more than 
12 per cent of the entire number of sets in use are lamp 
socket actuated ; this, in spite of the fact that electric 
service in the home is almost universal. 

Sets are cheap. From $50 to $60 is asked for a 7 -tube 
outfit, while smaller sets can be obtained from $1.25 up. 
The most popular set sells for $30. It is stated that 

[Vn ich 

is to say: 

Selling 
Radio 

1)l' 

Clotilde Grunsky 
Radio Retailing's special representa- 

tive. now touring the Orient 

300,000 of the total sets owned are crystals, another 
300,000 of the battery type and not more than 85,000 
are a.c. Most of these are located in Tokyo where the 
proportion of modern type sets is about one-third. To 
appreciate the situation, one must realize the extreme 
poverty of 85 per cent of the population, who have no 
leeway for purchases beyond necessities. 

HE country districts are as yet practically untouched. I There is great need here for entertainment facilities. 
but the conservatism of the ruralist, and the lack of any 
enterprise large enough to conduct an educational cam- 
paign, has left the field untouched.' 

With small shops and custom-made sets, almost every 
transaction is an individual one. Prices and terms are 
largely a matter of bargaining. Servicing is usually paid 
for. Time payments are coming into vogue, but disas- 
trous experiences during a period of hard times have 
taught caution. Credit accounts are by no means widely 
accepted. Home demonstrations are infrequent and field 
selling is practically unheard of. 

In general, "merchandising" on the part of the small 
merchant is a more or less unknown art. The customer 
buys, rather than is sold, and sometimes takes his chances 
on results. 

Bookkeeping is an elaborate and individualistic art, 
greatly facilitated by the ingenious hand calculating ma- 
chine or "abacus" which is universal throughout the 
Orient. Collections must wait on Oriental courtesy and 
are sometimes difficult. With shops not infrequently 
located in the homes and with service largely in the 
hands of the proprietor and his family, overhead is low. 
In spite of these things, profits are often elusive. Mortal- 
ity among small shops is reported as high. 
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1925 atmosphere still 
prevails-but outlook 
for modernization of 
products and mer- 
chandising methods is 

encouraging 

1/7 

11- 

n. .,..x 

. rv,. 
..:,.-4.h,,.,. . .. 

apan 

The sale of radio is at present combined generally with 
the sale of electrical appliances, but there is a tendency 
for the music store to take it up. It must not be over- 
looked that there exist department stores and certain 
large dealers whose methods are standardized and prices 
fixed and that these are probably the largest retail outlets. 

Radio Retailing, February, 1930 

anterior and exterior view of 
one of the better radio stores 
wi Japan. (Upper right) Set 
owner's license blank. (Lower 
&eft) The latest in radio equip- 
ment as shown in a recent 

catalogue. 

Broadcasting in Japan is notably 
weak. There are nine stations, 
but many of them repeat the Tokyo 
program. The set owner, therefore, 

usually has very little choice in the matter. 
This service is in the hands of a licensed com- 
pany and is paid for by the consumer at the 

rate of about 50 cents a month, collections being made 
by the post office departmen_. There is a movement on 
foot to better programs. 

Booklets, which sell for r few cents and which give 
instructions in the building of sets and the erection of 
antennas, are published by tie broadcasting company to 
further public interest in ratio and to increase its num- 
ber of subscribers. 

But despite this picture of "1925" conditions, the 
future for radio is bright. Everyone wants a radio. 
Young couples of new Japan, who are following western 
ways, demand radio. The industry is bound to grow 
and to develop its own structure as it grows. 

At present there is little opportunity for the foreign 
manufacturer. Such an opening may come, however, 
through the market for phonograph and phonograph - 
radio combinations. One American manufacturer has 
paved the way by opening a branch plant. 
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Saies 
iv' 

Ideas 
Workable methods that wide- 

awake dealers have used to 

accelerate the business tempo 

Clears Trade-ins on Bonuses 
IN SPITE of the attractive prices posted on 

them, a mid -western dealer found that his 
stock of used radios was constantly growing. The fault, investi- 
gation proved, lay not in the merchandise, but in the fact that 
his commission salesmen did not put any particular effort into 
their selling due to the small amounts involved. 

To get around this difficulty the dealer told his men that in 
selling the used outfits they could add from $3 to $5 to the regular 
price, which extra sum they could retain as a bonus. 

With this added stimulus, the salesmen soon cleared the dealer's 
shelves of trade-ins and enabled him to put the money into new, 
live merchandise. 

"Homelike" Booths, Inside and Out 
IN ONE CORNER of the store of the Up- 

town Electric and Construction Company, 
Chicago, is a little "house," lighted and curtained like the 
homes of most of the prospects who enter the showroom. 
Inside each of the inviting doors of the cottage is a demon- 
stration booth, where customers may hear the sets offered 
for sale in surroundings similar to those in which they will be 
used. It is the original touch like this, novel but practical, which 
makes a dealer's store stand out. 
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$36.50 for 
AND a good stroke of business it was, too, states 

A. F. Wilkens, owner of six radio stores in 
Los Angeles, California. 

Wilkens pays his store managers a straight 20 per cent com- 
mission. These managers must stand the cost of any trade-in 

"Moneyless Charity Drive" Lowers 
Trade-in Allowances 

MANY inmates of hospitals and public homes 
in and about White Plains, N. Y., are 

grateful to Arnold Beebe, proprietor of Beebe's Radio Shoppe, 30 
West Post Road, for his part in providing radio entertainment. 

That gratitude is one of the valuable by-products of Beebe's 
original method of disposing of trade-ins. By means of a news- 
paper advertisement, a "moneyless charity drive" was announced, 
Any buyer who turned in an old set would be allowed the "usual 
trade-in discount" toward a new model, and his old set would be 
donated to any charitable institution he might name. 

The unexpectedly large response to this offer seemed to show 
that the radio buying public was willing to sacrifice the difference 
between bid and asked as a charity offering. 

Insures Against Installment Lapses 

BY 
presenting the six per cent finance charge 

on time payments as "insurance" against the 
customer's losing his set, the H. B. Koenig Company, of Tona- 
wanda, N. Y., takes much of the sting out of collecting interest 
on unpaid balances. 

Suppose a customer owes $100 on a set, which he will pay in 
monthly installments over a period of ten months. The interest 
on the diminishing unpaid balance will amount to about $5. The 
customer is told that this amount insures him against losing his 
set through his temporary inability to meet the payments. 

If circumstances prevent his fulfilling the obligation, the cus- 
tomer must report the fact at the store. But he is not dunned ; 

the point is stressed that his "insurance" will carry him over 
until the next month, when he can catch up. A three-month 
delinquency, however, is the limit. 

Ray Koenig, manager of the radio department, says of the plan : 

"We want all our customers to feel that it is our desire to help 
them all we can. About 75 per cent pay installments promptly. 
The other 25 per cent, for one good reason or another, need addi- 
tional time. The retailer must give his customers, within limits, 
this added time to meet the obligation. Why not do it graciously? 

"This insurance feature is an aid to greater selling. While we 
don't use it as a main selling point, we do mention it to show 
how we co-operate with them from start to finish." 
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the Lot 
allowances they grant-hence this sale which was accomplished at 
no loss to the boss. 

Many of ;he sets here shown will be reconditioned by their new 
owner and sold to the less well-to-do who live in our export 
markets bordering the Pacific. 

Advertising Radio by Radio 
AFTER ex- 

perimenting 
with various media of advertis- 
ing, Schwegler Brothers, Buf- 
falo, N. Y., has found that noth- 
ing does more to popularize the 
organization with the radio 
buying public than the sponsored 
broadcast. 

Since 1 9 2 7, Schwegler's 
"Happy Hour," broadcast eve- 
nings from 6:30 to 7:30 has 
been one of the best known 
programs on the air in the vicin- 
ity of Buffalo and throughout 
western New York. From sta- 
tion WEBR is broadcast a bal- 

anced musical program designed to appeal to the majority of 
listeners. At 15 -minute intervals the Schwegler name is men- 
tioned. The appropriateness of advertising radio by radio in the 
opinion of this up -state dealer, is largely responsible for the 
splendid results experienced. 

Dept. Store Holds Private Show 
THE well-known Canadian company, T. Eaton, 

Ltd., recently co-operated with a dozen lead- 
ing radio manufacturers in staging a private radio show. The 
receivers were displayed in separate sections, each one decorated 
and illuminated according to the ideas of the manufacturer 
occupying it. The result was some excellent free advertising for 
the sets displayed and a list of live prospects for the department 
store, in addition to a satisfactory number of sales. 

"Service Record" Saves Money 
HE practice of pledging free service over a 
period of several weeks to buyers of sets 

proved unnecessarily expensive to D. D. McFarland of the New- 
bery Electric Corporation, Los Angeles, Calif. 

A buyer, he found, was afraid he wouldn't get his money's 
worth unless he had frequent recourse to the service department 
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Lould You Take 

$5 for an IDEA? 
RADIO RETAILING will pay $5 for 
every sales idea accepted for pub- 
lication in this department. 

All you have to do is to write us a 
letter telling us about that successful 
display, that sales -getting campaign, 
or any other experiences which 
helped to increase your business. If 
possible, send us.a photo or diagram. 

Address: 
SALES IDEA EDITOR, 

Radio Retailing, 36th Street and Tenth Ave., 
New York City. 

during the period of the guarantee. Consequently, his service 
men made needless trips and costly adjustments. And, even than 
in many instances, the customer wasn't satisfied. 

To remedy this, a policy was inaugurated of giving five service 
calls free, regardless of the time elapsed since the purchase. 
Any calls made after the fifth were to be charged for at a 
fixed rate. 

A "Service Record" is placed inside each set at its delivery. It 
states clearly the policy of the company in regard to service and 
provides space for the service man's entry of five calls marked 
"no charge." The next spaces are headed by the statement, "Your 
service charge in the future will be - per call." Mr. Mc- 
Farland finds that customers conserve these calls jealously and 
make few for which they must pay. 

A Huge Success 
AVISITING circus gave Gardner Radio Sales 

the cue for an advertising stunt which created 
somewhat of a furor in Kendalville, Ind. A lumbering elephant, 
borrowed for the day and answering, if the spectators but knew, 
to the name of "Mom," was escorted through the streets with 
her barn -like sides emblazoned with the Gardner company's name 
and address and the slogan of their feature line of radio sets. 

The extreme novelty of this publicity idea made it valuable 
from the point of view of coverage; every person on the streets 
of Kendalville, teeming with circus day crowds, turned to stare 
at the sight, and, judging from sales results, remembered the radio 
dealer's message. 
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Make 
These Your Red 
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FEBRUARY 

S M T Ii' T F S 

2 3 

9 

16- 

14 

17 

4 5 6 

11 12 13 

18 19 20 

ST. VALENTINE'S DAY 
Install an appropriate window trim. 

"Radio! the ideal Valentine" 

CALL A "BREAKFAST TABLE 
SALES CONFERENCE" 

Meet your men right after the morning 
tub. Ideas and friendliness are at their 
best over the hang. an'. 

25 

27 

1 

8 

15 

22 

BRUSH UP THE TRADE-INS 
Preparatory to holding that clearance 

sale. Don't neglect the appearance of 
these sets just because they're second- 
hand. 

CLEAN UP COLLECTIONS 
Start now to get in those delinquent 

accounts, or replevin the set. 

The road to oblivion is paved with good intentions. Most radio dealers 
"intend" to do the things pictured above, but, somehow, never quite get 
around to them. 

Keep these calendars before you during February and March. Translate 
into action these Red Letter Day suggestions. 
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Letter Days 
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MARCH SMTWT F 

9 3 4 

9 11 1 

16KL,1 18 19 23 25 26.17.wY- 

30 31 

1 
ANALYZE THE FIGURES 

Did you make money or lose it during 
February? How about relative expenses? 
Your books should give you this infor- 
mation. 

5 HOLD "SECOND SET SALE" 
Clear the decks for action and liquidate 

those liabilities. 

1 
0 BEAR DOWN ON DEMONSTRATIONS 

Make this your "close the sale or pull 
the set" week. 

17 

31 

6 % 

13 14 15 

21 22 

28 29 

S 
30r) 

ST. PATRICK'S DAY 
One of the easiest holiday motifs to 

carry out in store and window display. 

70 TRY THE TELEPHONE 
From six to nine p.m. is the best time 

for working that telephone canvass idea. 
Hard on the salesman but a lead -getter. 

QUARTERLY AUDIT 
Retailers should analyze their running 

expenses and stocks frequently; once 
every three months if possible. 
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RADIO 

Summary of Sources of Interf er- 
ences, Investigated During Fiscal 

Year, 1928-29 by Canadian 
Inspectors 

Domestic and Power Radio 
Commercial Lines Apparatus Total 

1,650 4,271 356 6,277 
Cases Due to Distribution Systems 

of Power Lines 
Cut-outs 3,186 
Lightning Arrestors 194 
Series Connections 182 
Contacts with Ungrounded Metals 441 
Contacts with Grounded Materials 126 
Defective Insulators or Bushings 24 
Sources Unknown 8 
Faults on Lines Over 8,000 Volts 110 

Total 4,271 

THE federal government of the Domin- 
ion of Canada takes an active hand in 
eliminating radio interference within 

the provinces, and through an efficient field 
organization of experts polices the ether 
channels in the interest of broadcast 
listeners. Marked improvement in recep- 
tion conditions is reported as the result of 
the service and both listeners and dealers 
have benefited. 

This important work is in the hands of 
the Inductive Interference Section of the 
radio branch of the Department of Marine 
and Fisheries, under which Canadian radio 
supervision falls. The Inductive Inter- 
ference Section was organized in February, 
1925, to deal with radio interference caused 
by power distribution systems and electrical 
apparatus used throughout the Dominion. 
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The operator of the 
car drives towards the 
source while the ob- 
server rides on the 
back where he has full 
view of possible causes. 

NTERFERENCE 

in Canada 
Listeners and dealers benefit 
from dominion -wide system 
of policing broadcasting 

wavelengths 

By Henry Baukat 

Beginning with one engineer, three elec- 
tricians, and one specially fitted car, this 
service has grown rapidly, until at the 
present time there are 24 radio interfer- 
ence -testing cars in operation throughout 
the Dominion. 

Inspection establishments are maintained 
in 18 of the principal cities and part-time 
men are employed in 30 of the smaller 
towns. The air is monitored every night 
and interference of any nature on the 
broadcast band is noted. If of local origin, 
it is attended to locally; if it comes from 
another division, that inspector is advised; 
and if international, it is referred to head- 
quarters. 

PRACTICALLY all Canadian towns 
and cities have overhead distribution 

systems for electric light and power sup- 
ply, as are common in the United States, 
and such systems are frequently found to 
be sources of interference. The slightest 
spark occurring on such a system produces 
oscillations that are radiated from the long 
lines as antenna and are hence carried long 
distances and may affect as many as sev- 
eral thousand listeners. 

The Canadian government has developed 
close contact with local power supply au- 
thorities in order that no time be lost in 
remedying bad cases of such trouble. As 
a result, the listener is kept comparatively 
free of this source of interference but when 
there is cause for complaint he has assur- 
ance that it will be remedied as soon as 
practicable. The listener may report his 
trouble either to the government or to his 
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local radio dealer who, in turn, takes it up 
with the nearest government man. 

If the local radio dealer or distributor 
finds that in a certain locality there is 
serious source of interference which af- 
fects his sales, he may request the aid of 
the government to clear up the interference 
so that he may go into that territory and 
successfully sell radio receivers. The gov- 
ernment department also acts as a mediary 
between the utility company and the listener. 
While no statutory authority to compel 
utilities to remedy defects has ever been 
asked, the whole arrangement is working 
out very well on a basis of co-operation. 

This, of course, ties up the radio dealers 
very closely with the government and as a 
result they sell most of the set licenses, 
which are required of all listeners, at $1 
per year for each set in use. For this 
service the seller receives a 10 per cent 
commission on the cost of the license fee. 

The amount authorized for the trouble - 
clearing service during the past year was 
$237,160. The average cost of running an 
inspection unit is around $6,000 per year. 

IN ADDITION to the regular tours of 
the interference cars, special trips are 

made by investigators either with the in- 
terference car, or by train, when the inter- 
ference reported is affecting many broad- 
cast listeners, and the town would not be 
visited, on the regular tour, for some time. 

The radio interference cars are manned 
by two radio electricians who are familiar 
with electrical distribution principles and 
electrical equipment generally. Each car 
is equipped with sensitive portable radio 
receivers operating in conjunction with a 
loop antenna, mounted on the car roof for 
directional reception, and other special in- 
struments and meters required in investiga- 
tions. Duplicate equipment is also held at 
each inspector's office for replacements and 
for trips by train when urgent cases call 
for immediate attention. 

The automobiles also carry small portable 
receivers fitted with exploring coils for 
investigations in power houses. In case the 
interference reported is not heard when 
the investigator visits the town, he en- 
deavors to produce, artificially, such con- 
ditions as will cause the interference to 
start. With the permission of the public 
utilities, he strikes the poles carrying trans- 
formers and other electrical apparatus with 
a big mallet and shakes the guy wires 
causing the power lines to swing and vibrate 
as they would in windy weather, or when 
heavy traffic causes the poles to shake. 
If the interference is apparently caused by 
the distribution system or apparatus belong- 
ing to the public utility, the investigator 

This loose street light socket caused 
interference for many blocks. 

obtains the assistance of a lineman to help 
locate the exact source. When the source 
of interference is located, the public utili- 
ties invariably take steps to correct it. They 
are very willing to do this in most cases 
because it means a saving of power to them. 

IN CASE the interference has originated 
in some privately owned electrical ap- 

paratus, the owner is requested to take the 
necessary steps to eliminate it. The gov- 
ernment investigator may assist him in test- 
ing this apparatus to determine where the 
fault is. Where the interference is caused 
by the normal operation of electrical ap- 
paratus, the investigator tries the effect of 
surge traps and preventive devices, which 
are carried in the car. Where it is possible 
to prevent the interference by such means, 
the owner of the electrical apparatus may 
purchase the necessary equipment from the 
department at cost. In some cases the 
local listeners affected subscribe the cost 
of the device which usually is only a few 
dollars and easily installed by an elec- 
trician. 

The receiver, maps and drawers for records are 
compactly placed in the rear. 

Radio Retailing, February, 1930 

This work has even gone so far that 
several manufacturers of electrical ap- 
paratus have been approached regarding 
certain features of their products which 
cause radio interference, and, by co-opera- 
tion with the radio branch, the designs have 
been revised to eliminate the objectionable 
features. Some dealers guarantee their 
products not to cause radio interference. 
This is a great aid to him in his radio 
sales and is creating much good will. 

Members of local radio clubs are taught 
how to deal with simple sources of inter- 
ference and they are provided with cir- 
culars describing tests to assist them in 
locating and eliminating the same. This 
is a very excellent idea which might well 
be carried on in this country. 

Some Americans who have studied Cana- 
dian radio conditions, express the hope that 
time will see more of this type of work 
being done in the United States which, 
with its more closely settled communities 
and network of power lines is a prolific 
source of radio interference. Similar work 
has already been started by the Department 
of Commerce with its modern instrument 
cars and these will be increased in number 
as rapidly as the funds are available. 
Meanwhile, the way in which this inter- 
ference -correction work is done by our 
next door neighbor and the types of cars 
and apparatus used, are certainly worthy 
of close study by all persons involved in the 
interference problem. 

How to Measure Plate 
Voltage of 240 Tube 

In taking plate voltage readings when 
using the 240 tubes in resistance coupled 
amplifiers, the voltmeter should be con- 
nected between the filament of the tube and 
the B battery tap or B eliminator tap which 
connects to the B plus end of the plate 
resistor, rather than to the plate terminal 
of the tube. 

This method, of course, is not the one 
usually used in obtaining the actual plate 
voltage being applied to the plate of the 
tube. The difference in the manner of tak- 
ing the plate voltage reading in the case of 
240 tubes is due to the fact that recom- 
mended plate voltages are given for this 
type of reading when using a 250,000 ohm 
resistor in the plate circuit, taking into 
account the voltage drop that will take 
place through the resistor. 

With 180 volts applied to the B plus end 
of the plate resistor and using a plate coup - 

(Please turn to page 63) 

A convenient arrangement which gives the operator 
control of the car, set and loop at the same time. 
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ear 
the 

Radiola Franchise 
increases in value 

A tie-up with a Radiola Franchise is a tie-up with the leader in 
the industry...a tie-up with the greatest and most complete line 
of radio instruments! Dynamic and continuous adve-tising in 

MAGAZINES 
NEWSPAPERS 
BROADCASTING 
BILLBOARDS 
WINDOW DISPLAYS 

and other forms of publicity have won for the Radiola line 
the greatest measure of consumer acceptance. The Radiola 
is riding on the crest of the wave of popularity... AND 1930 

WILL SEE RADIOLAS MORE FIRMLY ENTRENCHED IN 

PUBLIC PREFERENCE THAN EVER BEFORE. That means 
greater sales and greater profits for Authorized Radiola Dealers. 

RADIOLA DIVISION R C A VICTOR COMPANY. INC. 

Look for and insist upon the famous RCA trademark 

RCA RAN Ili II (I) IAN 
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RCA rcreenC id Radiola for bairery opera 

r 

nJaiRC. lc-udspeaker enclosed. Repro - 
>4 ,lute, voire > irssniment wish great fidelity 

3135 )less R admeronsl 

For barrery operation. Specially -designed 
Radiola employing she high-powered Screen 
Grid Radiorrons. 369.50 (less Radiorrons) 

Radio Retailing, February, 1930 51 

Tde new Sax Hererodyne combmmton wuh 
RIA Ele, -ro Dynamic loudspeaker giving 
rlcrrical re >due non of records The coin 

pl. usu. (ern Ise aone ir or record 
ent 

s 

ro voit or wall 
u 

3690 Iless Radiorrons) 

1IC.t X -//(//a/ GO 

Cahmer Radiola wish the new Serra -Grid Anew.improved RCASuperHererodyne with 
Radiorrons Built-in RCA Elecrro-Dynamc RCA Elecrro-Dynamic reproducer Built with 
reproducer A powerful. efficient receiver of master craftsmanship throughout. The finest 
most- modern design $140 (less Radiorrons) Super Heterodyne ever offered at this price. 

517$ (less Radiorrons) 

R C:3 7/j(/(l/O!(/ 33 

Ben rfully designed table model of the The nationally famous all -electric. console 
Rad ola Super Heterodyne the most celer rype Radiola Realistic eproducrion of music 
rive rector lc -sown in she radio are and the voice from nea -by or disranr srarions. 

398 )less Radeorrons) A quality insrrumenr ara low price 
SSa Qea Rad oyons) 

ElecrroDynamic speake - of amazing range, The leading magnericrype radio reproducer. 
capacity and rant fidelity. Op from Designed to harmonize with home furnish - 
A C house current. 335 ings. SIR 

The newest RCA 'all -electric" development 
in Screen -Grid radio combined with the pho- 
ncgraph Radio and phonograph utilize the 
sane improved builam Electro- Dynamic re 
pnducer. "Music from the air or record ' 

3195 (less Radiorrons) 

Uti izing the sensational new St-rcra.Grid 
Radorrons. Circuit incorporares latest engi 
nee-ing refinements. High amplihcarion. 
great selectivity and sensitivity. 

375 (less Radinerons) 

i1rlA_Lnr/i/ )(YAM- iorSss 

Win the rich, mellow tone characrerrsuc of 
the Popular 100' rype of reproducer. The 
desips marches Radiola 33. $17.50 

!RCA IRANI 1)11011A% 

www.americanradiohistory.com



/ 
`- 

/111 ,1i1 ! el b) tc1 
A McGraw-Hill Publication 

FEBRUARY 1930 

Plain Business 
Corrective Measures Necessary 

THE leading article in this issue deals with a very 
disturbing problem now confronting radio mer- 

chants. Finance companies, for their own protection, 
as well as for the protection of the radio industry which 
they serve, must, and are, refusing questionable time 
paper. Part of this policy results from general business 
conditions and part from the fact that a large number 
of radio merchants are not careful enough in their 
business methods. 

But there is no need to be unduly pessimistic. The 
nation as a whole is going to continue to buy radio 
equipment and finance companies are going to continue 
to accept trade paper. However, it is time for radio 
merchants to brush the cobwebs from their thinking and 
inject into their business certain common rules. Instead 
of pushing sales for the sole sake of unit volume the 
time has come carefully to watch net profit. 

The radio manufacturers, it will be noted, also come 
in for a good share of the blame for this credit situation. 
The pressure they put upon dealers to sell more radio 
sets than the market could readily absorb and their part 
in the unstabilized price situation, are the reasons ad- 
vanced by the bankers for their indictment. Read the 
first article in this issue thoroughly-then read it again. 
It goes to the bottom of one of the industry's most 
serious problems. Take the medicine prescribed and 
when conditions turn for the better, you will still be in 
business. 

A Year 'Round Use for Portables 
Pr HE portable radio set will always be a seasonable 

item unless it can be sold as an indoor as well as an 
outdoor device. In other words it must compete directly 
with the standard size set. 

The latest developments in portable design make it 
possible to interchange batteries and an a.c. or d.c. power 
pack with a minimum of trouble. Thus equipped, the 
portable becomes "a radio for every room in the house" 
-the power pack enables a user to carry the set about 
and plug it in on any house current outlet. For camping 
trips, picnics, etc., the batteries are quickly installed, and 
the lure of radio on the road presents itself as before. 

Opportunities like this, for evening up the annual sales 
curve, are precious to manufacturer and dealer alike. 

Are You a Buyer or a Seller? 
AVERY important thing for the radio dealer to 

remember is that when a sale involves a trade-in 
he should never let the discussion rest too long on the 
old set. If he does the customer will warm up to his 
subject with enthusiasm and soon the dealer may be 
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placed in the position of being a buyer of an old set 
instead of his correct place as a merchandiser of new 
equipment. True the trade-in should be mentioned, 
but for no longer time than it takes to refer, perhaps, 
to a trade-in "Blue Book" and to mention the fact that it 
is worth so much if the customer buys a such -and -such 
set. Then force the conversation to stay on the merits 
of the merchandise being demonstrated and prove the 
superiority of the new set to the oblivion of the old one. 

That Extra Ounce of Precaution 
THE radio dealer can make one extremely productive 

application of the old maxim which says that "It's 
the little things that count." 

The other evening one of our editors was called in by 
a neighbor to help make a choice between two popular 
makes of receiver which he had on demonstration. The 
manufacturer's reputation, the price, quality and appear- 
ance of the sets were about equal. 

After listening to each set for a few moments, how- 
ever, it was noticed that one gave a little better perform- 
ance than the other. A check-up at once revealed the 
cause. One dealer had taken the trouble to erect an out- 
side aerial and make the proper lead-in connections-so 
that his set might operate under the most favorable con- 
ditions possible. The other dealer, in a slipshod manner, 
simply connected the set to the electric light line by means 
of a socket antenna, which, in that location, did not give 
particularly good reception. 

Naturally, thé balance swung in favor of the dealer 
who had done just a little more to insure a perfect 
demonstration. It was just the additional effort that won 
him this sale, and, in all probability, many more sales. 
"It's the little things that count." 

The Silver Lining 
Now the dumping days are come, 
The saddest of all the year. 

Apologies to William Cullen Bryant. 

AGAIN have the hopes of the optimistic been dashed 
to earth. Again have the lessons of past years fallen 

on deaf ears. For "dumping," with all its attendant 
evils, is abroad in the market places. 

But the darkest of clouds have a silver lining, 'tis said. 
And the other side of this cloud, in our opinion, is no 
exception to this saying. 

What, therefore, will be the ultimate results of these 
"below value" offerings ? 

Based on Radio Retailing's preliminary survey of 
1929 retail sales, there will be sold not less than 
4,300,000 sets this year. Assuming that 400,000 of these 
will represent distress merchandise, we find that the 
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large majority of 93 out of every 100 purchasers will 
buy standard goods at a fair market price. 

Furthermore, for every set that is jettisoned, replace- 
ment tubes ultimately will be purchased. Again, these 
sales are creating additional radio lovers, many of whom 
will buy new outfits through the regular channels of 
trade within a period of one to three years. 

Apart from the tendency to destroy the public's 
standard of radio values, a serious factor in this situation 
and one greatly to be deplored, dumping, after all, is 
but a surface convulsion whose effect quickly wears off. 
We should, therefore, take our medicine with as good 
grace as possible. Let us remember that this purging 
process will, in the long run, benefit the patient. 

The Voice in the Parlor 
RADIO as a companion for the housewife during her 

solitary daylight hours of work about the home ! How 
many dealers realize the part that this "voice in the 
parlor" has come to play in the domestic life of the 
stay-at-homes? Since the perfection of the a.c. tube, 
thousands of women tune in their favorite station, after 
hubby's hasty departure for the 7:46, and Ieave it on 
for hours at a time. 

Here, then, is a powerful sales point-and one that 
has not been stressed sufficiently in the past. Sell radio 
for its cheery comradeship in the morning stretch, as 
well as for the more spectacular aspects of its evening 
performances. 

New "Body" Lines 
PRIOR to 1921, the automobile manufacturer was 

chiefly concerned with perfecting the mechanism of 
his car-external design was secondary and pretty much 
standardized. Then some bright person sold his direc- 
tors on the need for changing outside appearances; and 
the distinctive radiator, the streamline, and the low -hung 
bodies made their debut. 

Is the time ripe for a similar movement in radio 
furniture? Does the present console adequately distin- 
guish the marvelous instrument it houses ? Would more 
radical designs or individualistic treatments-rather than 
the adaptation of existing, age old styles in cabinetry 
-be better ? 

According to a former president of the Radio Manu- 
facturers Association, the outstanding achievement in 
radio during 1930, from the public viewpoint, will come 
from the designers of radio furniture. 

This much is known: that changes in styles, properly 
timed, have stimulated business in the large majority of 
industries where style is a factor. Will not this rule 
apply also to this business of ours ? 

Radio Retailing, February, 1930 

The World for an Audience 
ON TUESDAY, January 21, the royal gallery of the 

House of Lords, England, was the stage of a dra- 
matic action heard by the peoples of the entire continent. 

This clear transmission of the opening address to the 
members of the five -power naval conference, by King 
George, over a globe -girdling network of air waves and 
wires, is, to date, radio's crowning achievement. Ma- 
jestic in its conception and scope, democratic in purpose, 
it will not be easy to exceed in spectacular quality this 
first emotional impact on the whole world of listening to 
history in the making. 

The successive addresses from the representatives of 
the great maritime powers quickened the imagination of 
listeners not only in London, New York, Paris, Berlin, 
Rome, Montreal, Cape Town, Calcutta and Tokio but- 
because Schenectady rebroadcasted this rebroadcast on 
two short wave lengths-these speeches thrilled the 
lonely trapper beyond the Arctic rim and the sailor on 
the deep. 

And ours is the industry that has made possible this 
miracle. 

In the light, therefore, of this epochal event, and in 
the surety that it marks but the beginning of radio's 
broader usages, let us resume courageously the battle in 
the market place for better business. 

Looking Up to New Program Heights 

i 

1':I/,,`7 

Copyright N. Y. Herald -Tribune 

53 

www.americanradiohistory.com



 

,.,. 'w 

N ew ro ducts for 
This editorial section is prepared purely as a news service, to 

keep readers of "Radio Retailing" informed of new products. 

Two Auto -Radios Seen At New York Automobile Show 

The American Bosch motor -radio installed 

, t..lp,ire atnr! el 

American Bosch chassis 

Bosch Auto -Radio 
ANEAT and compact screen - 

grid radio set for installation 
on the dash -board of the auto- 
mobile was displayed for the 
first time at the New York 
Automobile Show in January by 
the American Bosch Magneto 
Corporation, Springfield, Mass. 
This receiver is carefully engi- 
neered for auto installation, 
either at time of manufacture of 
the vehicle or later. It utilizes 
four screen -grid tubes and a 112 
power output amplifier, thor- 
oughly shielded from outside in- 
terference and from the electri- 
cal system of the car. 

The set and the cone type 
electro - magnetic speaker are 

contained in one small unit 
mounted behind the instrument 
panel. The control unit, no 
larger than a man's hand, can 
be placed in any convenient 
place on the dash. A key switch 
is provided to prevent tamper- 
ing. There are two knobs, one 
for tuning and one to control 
the volume. Tuning is made 
easier through the use of the 
Bosch "Line -O -Lite" dial. The 
station selector dial lights inde- 
pendently of other lights on the 
car. 

The Bosch motor -radio oper- 
ates from the storage battery 
of the car and from the dry cell 
batteries which are carried in a 
weatherproof steel container 
mounted beneath the car. A 
revolutionary type of antenna is 
employed, one that is fastened 
to the car chassis and not con- 
tained in the top as is usual. 
No mutilation of dash, uphol- 
stery or top is necessary to 
make the installation. The in- 
tended retail price, complete with 
tubes, batteries, shielded wiring, 
etc., but not including installa- 
tion, is $140. Radio Retailing, 
February, 1930. 

The Transitone on 

New "Transitone" 
HE new "Transitone" auto - 

1 mobile radio is a six -tube, 
t.r.f., single control receiver, the 
product of the Automobile Radio 
Corporation, 37-7 Queens Blvd., 
Long Island City, N. Y. It con- 
sists of two units, one contain- 
ing three stages of t.r.f., and the 
detector (normally installed at 
the right side of the car and 
controlled through a single dial 
and volume control knob) and 
the audio unit which consists of 
two transformer coupled stages 
together with the output filter 
and filament control apparatus. 
These two units are linked by a 
5 -wire cable. The batteries are 
carried in a metal compartment 
usually mounted under the front 
seat. 

The tubes used are four 201A's 
and two 112A's. They are sus- 
pended in bayonet -base, spring - 
cushioned sockets to protect 
them from road shocks and 
vibration. The magnetic speaker 
is installed under the cowl. 
Patented features completely 
shield the set from the ignition 
system and suppress electrical 

a Chrysler dashboard 

Transitone chassis 

disturbances, the maker says. 
Among the cars equipped with 

aerials at the factory are Chrys- 
lers 70 and 77 ; De Soto ; Dodge ; 

Stutz ; Franklin ; Gardner ; Hup- 
mobile 8's ; Jordan Airway 
models ; Moon ; Packard ; Peer- 
less and Pierce Arrow. 

Arrangements have been made 
with the Willard Storage Bat- 
tery Co. whereby this nation- 
wide system of service stations 
will sell, install and service 
these sets. 

The intended retail price is 
$120, less tubes and batteries. 
The price installed on antenna - 
equipped cars is $165. If not 
equipped with antenna an addi- 
tional charge of $10 is made.- 
Radio Retailing, February, 1930. 

Fada D.C. Screen - 
Grid Console 

THE newest addition to the 
line of F. A. D. Andrea, Inc., 

Long Island City, N. Y., a con- 
sole for use on d.c., employs 
three 224's in three stages of 
t.r.f., two 227's, one in a power 
detector circuit and the other in 
the first stage of a.f., and two 
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245's in the final audio stage. 
The radio frequency circuits em- 
body tuned impedance coupling 
which assures maximum uni- 
form amplification. The chassis 
is equipped with a two -section 
radio frequency power line filter 
to suppress power line interfer- 
ence. It operates without loop, 
antenna or ground for local re- 
ception. The speaker is the 
model 7B electrodynamic and 
the cabinet is made of burl wal- 
nut with matched panels. The 
intended retail price is $175. 
Chassis and speaker only, $145. 
-Radio Retailing, February, 
1930. 

The "Autovox" 
AN electrical reproducing in- 

strument with selective re- 
mote control is now on the 
market, the product of the Link 
Co., Inc., Binghamton, N. Y. 
These selective control boxes 
may be placed at any distance 
from the instrument. Any one 
of 10 selections can be played. 
A button is pushed until the 
number of the selection desired 

is illuminated. Each record is 
on a separate turntable obviat- 
ing breakage, warping, etc. 
From 1 to 20 coins may be de- 
posited, a selection being played 
for each without touching. A 
selection may be repeated any 
number of times and all makes 
of records may be played. The 
dimensions are 58 in. high x 
24¡ in. deep x 40/ in. wide. 
The weight, boxed, is 465 lb.- 
Radio Retailing, February, 1930. 

Short -Wave Receiver 
for Television 

MANY of the failures in the 
radiovision field may be 

traced to the use of the usual 
short-wave receiver. A special 
short-wave radio receiver em- 
ploying a non -regenerative de- 
tector has been developed by the 
Jenkins Television Corporation, 
Jersey City, N. J. The receiver 
is a.c. operated and includes its 
own power pack with a 280 type 
rectifier. It makes use of one 
stage of tuned screen grid r.f. 
amplification, followed by a spe- 
cial band pass filter. This feeds 
a 227 type non -regenerative 
power detector, which in turn 
feeds a two -stage resistance 
coupled amplifier employing 224 
screen grid tubes. The final or 
power stage is a 245 type power 
tube. 

It has a single tuning con- 
trol, volume control and cou- 
pling control. Its range is from 
100 to 150 meters. Due to a 
special resistance network in the 
audio frequency amplifier, it 
amplifies uniformly over a range 
of from 15 to 30,000 cycles.- 
Radio Retailing, February, 1930. 
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Dealers to SELL 
All announcements appearing on these pages are published 
without advertising considerations of any kind whatsoever. 

Bell & Howell "Project -O -Phone" 
HE need for practical, port - 'able equipment for the pre- sentation of talking movies has 

been answered by the Bell & Howell Co., 1801 Larchmont 
Ave., Chicago, Ill., with the de- velopment of its "Project -O - Phone." This device is partic- ularly suited to the requirements 
of business men in presenting their sales message audibly as 
well as visibly. 

The complete outfit consists 
of three small units, each in its 
own case. Any Filmo projector 
can be adapted for use in this 
equipment. A standard 16 in. 
phonograph record of the 33h 
revolutions per minute type is 
perfectly synchronized with the 
projected pictures. 

The projector and playing unit 
are driven by separate motors, 

and are coupled together me- 
chanically by means of a flex- 
ible shaft so that positive 
synchronization is assured. 

The playing unit consists 
of a power pack, amplifier, 
turntable, electrical pick-up 
and tone arm. A rectifier 
and three amplifier tubes are 
used in the amplifier which is 
located immediately under 
the turntable and easily ac- 
cessible. Although of special 
design, tube replacements 
and repairs can be made by 
the regular radio repair man. 

The unit is designed to 
operate on a.c. but if only 
d.c. is available, a small port- 
able converter may be had.- 
Radio Retailing, February, 
1930. 

The Pentode Tube 
THE CeCo Manufacturing Coin- 
pany, Providence, R. I., has just announced the availability 

of an a.c. Pentode or 5 -element 
tube. The new tube is a sort 
of double screen -grid, having a 

screen around the plate, as is 
the case with the screen -grid 
tube of the present, as well as 
another screen between the con- 
trol grid and the cathode. The 
insertion of the second grid per- 
mits a greatly increased ampli- 

fication-three or four times as 
great as the screen -grid, accord- 
ing to the manufacturer. 

Its characteristics are said to 
be as follows: Heater, t.75 amps. at 2.5 volts ; plate impedance 
250,000 ohms; mutual conduc- 
tance 2,300 micromhos ; ampli- 
fication factor 575 ; max. plate 
voltage 450 ; recommer.ded plate 
voltage 250 at which it will 
draw 4 mils ; screen-gr_d current 
13 mils at 135 volts; and space 
charge grid current 5 mils at plus 10 volts. 

This tube, which CeCo has 
designated at No. 225, has been 
designed and is being applied as 
a radio frequency amplifier. The 
intended retail price will be $8.00.-Radio Retailing, Febru- 
ary, 1930. 

Filter Condenser 
A NEW filter condenser of 

high working voltage, small 
and compact in size, has been 
introduced by A. M. FIechtheim 
& Co., Inc., 136 Liberty St., New 
York City. The capacity is 
2 mfd. ; working voltage 650 
r.a.c. (RMS), 1,000 volts a.c.- 
Radio Retailing, February, 1930. 

Sparton Model 589 
ALL the characteristics of 

former Sparton receivers, 
made by the Sparks-Withington 
Company, Jackson, Mich., have 
been retained in the new Model 
589 just placed on the market. 
A feature of this new set, says 
the manufacturer, is that it can 
be effectively operated on ex- 
tremely short aerials without 
affecting the sensitivity and dis- 
tance -getting ability. 

The cabinet is of the open - 
face console type. Intended re- 
tail price, $159.85, complete.- 
Radio Retailing, February, 1930. 

Three "Silver" Sets 
Q IX models of Silver radio, 

instead of the present three, 
are now being presented by 
Silver -Marshall, Inc., 6401 W. 
65th St., Chicago, Ill. A new 
chassis, known as the Model 
30B, operating with three screen - 
grid tubes (together with one 
227, two 245's and a 280) of- 
fered in the lowboy, highboy 
and concert grand models, in 
addition to the present eight - 
tube chassis will be available. 

In these latest models a sim- 
ilar screen -grid circuit is used, 
with improved screen -grid de- 
tector. Two of the four tuned 
circuits are ahead of the first 
tube (for greater selectivity) 
and, according to the manufac- 
turer, this gives absolute free- 
dom from "cross -talk." The 
same audio circuit and dynamic 
speaker are used. A phonograph 
jack is provided. The intended 
retail prices are : Model 60B, 
lowboy, $169.50, complete; Model 
75B concert grand, $182.50 com- 
plete ; and Model 95B highboy, 
$169.50, complete.-Radio Retail- 
ing, February, 1930. 

Model 60B 

New A K Cabinet 
THE Atwater Kent Manufac- 

turing Company, Philadel- 
phia, Pa., announces that a new 
walnut lowboy, known as model 
A K, 100, has been added to the 
regular line of cabinets avail- 
able exclusively for its screen - 
grid sets, including model 66. 
It is finished in dark walnut 
with a molded front enhanced 
by attractive recessed paneling. 
The speaker opening is covered 
with a fleur-de-lis pattern tap- 
estry done in old gold. The di- 
mensions are: height, 38$ in., 
width, 243 in., depth, 15 in. 

As Model 1055, with screen - 
grid receiver and dynamic 
speaker, the intended retail 
price is $109.-Radio Retailing, 
February, 1930. 

Utah Remote Control 
VOLUME can be regulated 

from the remote control point 
with the device just perfected 
by the Utah Radio Products 
Company, 1737 S. Michigan 
Ave., Chicago, Ill. One of the 

features is a tiny motor of new 
design, 3 in. in diameter and 3 
in. long, both brushless and re- 
versible. Relays have been en- 
tirely eliminated and the speaker 
is not cut out during tuning. 

Two units comprise this auto- 
matic remote control, one being 
attached to the variable con- 
densers of the receiver and the 
other to a remote control switch 
box, the two being connected by 
a cable of any desired length. 
The remote control switch box is 
6 in. long, 23 in, wide and 13 in. 
high, and may be placed at any 
point desired. It contains a 
switch for automatic tuning of 
9 pre -selected stations, two but- 
tons for tuning in stations other 
than the pre -selected ones, and a 
knob for volume control.-Radio 
Retailing, February, 1930. 
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Model 90 

Majestic 1930 Line 
FOUR 

sets and two radio - 
phonograph combinations, to 

be known as the 1930 "Prosper- 
ity Models," are now ready for 
dealers according to a statement 
from the Grigsby-Grunow Co., 
6801 Dickens Ave., Chicago, Ill. 
Certain improvements and re- 
finements have been incorpo- 
rated but fundamentally the 
chassis is the same. A "Colo - 
tura" dynamic speaker, free of 
all fuzziness and barrel -effect at 
any volume according to the 
manufacturer, is used. In the 
combinations, a new electric 
pick-up is employed. 

Model 90, in a Tudor design 
cabinet of American walnut with 

Model 92 

a brocade -covered speaker open- 
ing, has an intended retail price 
of $116.60, complete. 

Model 91 comes in an early 
English design cabinet of Amer- 
ican walnut. The center panel 
is matched butt walnut overlaid 
at the top with imported Aus- 
tralian lacewood. Price, com- 
plete, $137.50. 

Model 92 is housed in a high- 
boy cabinet of Jacobean design 
in American walnut. The doors 
are matched butt walnut, front 
and back. Price, $167.50, com- 
plete. 

Model 93, housed in a lowboy 
of English design, has center 
and side panels of matched butt 
walnut. Price, $167.50, com- 
plete. 

Model 102, a combination, is 
similar in design to model 93. A 
compartment for two record 
albums is provided. Price, 
$205.50, complete. 

Model 103, also a combination, 
is $225 complete.-Radio Retail- 
ing, February, 1930. 

Model 102 Combination 
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Stromberg Models 
652 and 654 

ALOW type console receiver 
and a radio -phonograph com- 

bination, each with essentially 
the same set chassis used in the 
previous model 642, are an- 
nounced by the Stromberg -Carl- 
son Tel. Mfg. Co., Rochester, 
N. Y. 

Model 652 receiver has a large 
diameter electro -dynamic speaker 
which employs a non -rattling, 
moisture -proof cone, suspended 
flexibly to give extra sensitive- 
ness. As in all Stromberg -Carl- 
son sets, provision is made for 
using the audio system in con - 

Model 654 

junction with a pick-up for the 
electrical reproduction of phono- 
graph records. The cabinet is 
ornamented and stands b243í in. 
wide, 42 in. high and 15 in. 
deep. It is of the open type, 
exposing the grille panel. The 
intended retail price is $239. 

Model 654, the combination, 
has all the features of the 652. 
The turntable is rotated by a 
silent electric motor. The auto- 
matic stop operates on either 
spiral or eccentric stopping 
grooves. It is compact, being 
only 46} in. high and 273/4 in. 
wide. Full length doors are used 
on this model. The intended 
retail price of which is $369.- 
Radio Retailing, February, 1930. 

Model 652 

A Volume Control 
With Power Switch 

A COMBINATION volume con- 
trol and power switch is now 

offered by the Clarostat Mfg. 
Co., Inc., 285 N. Sixth St., 
Brooklyn, N. Y. One knob 
serves the double function of 
turning the radio set on and off, 
and adjusting the volume to any 
desired degree.-Radio Retail- 
ing, February, 1930. 

Aerial Kits 
'r HE North East Ignition'Com- 

pany, 5620 Woodland Ave., 
Cleveland, Ohio, is now making 
aerial kits and electric iron 
cords.-Radio Retailing, Febru- 
ary, 1930. 

B -L Battery Booster 

SO arranged as 
to be easily 

connected to the 
battery terminals 
without lifting the 
floor boards, the 
battery booster 
made by the B -L 
Electric Co., St. 
Louis, Mo., should 
find a ready mar- 
ket with car own- 
ers. This booster 
is doubly suited 
for sale by radio 
dealers as it may 
also be used with radio batteries. 

Alternating current is taken 
direct from the light socket and 
fed to the automobile battery 
to take care of the excessive 
drain so common in cold weather. 
A socket, which connects directly 
to the ammeter, is clamped to 
the instrument board. The 
booster comes in a metal case, 
with input and output leads, a 
B -L full -wave dry rectifier unit, 

step-down transformer and vis- 
ible dial to show that it is 
charging. There is no danger 
of overcharging, it is said, as 
the current tapers off automati- 
cally. The size is 63 in. by 33/4 

in. by 2} in. and it can be hung 
on the wall, the 12 ft. cord being 
sufficiently long to reach the 
car. The intended retail price 
is $12.50.-Radio Retailing, Feb- 
ruary, 1930. 

Loud Speaker 
for Automobile Sets 

W HAT is said to be the first 
loud speaker to be developed 

especially for use in connection 
with automobile radio sets has 
just been placed on the market 
by the Amplion Corporation of 
America, 133 West 21st St., New 
York City. It is known as the 
Model GW automobile chassis 
speaker. It utilizes a small but 
high powered magnetic unit of 
the balanced armature type. Due 
to the special steel used, an in- 
tense magnetic field is main- 
tained. The unit is mounted on 
an aluminum foundation in such 
a position that the drive pin 
actuates the cone from the in- 
side. The cone is approximately 
7 in. in diameter and, the depth 
of the entire speaker chassis i' 
only 4} in. A special aluminized 
cloth is used for the cone ma- 
terial. 

The entire chassis, with the 
unit, weighs only 15 ounces. 
While the speaker may be 
mounted in any desired position 
it is generally placed behind the 
automobile instrument hoard, so 
that the latter acts as a baffle.- 
Radio Retailing, February, 1930. 

Jenkins Radiovisor 
THE latest model of the 

"Radiovisor" made by the 
Jenkins Television Corp., Jersey 
City, N. J., is intended for home 
use, operating on 110 volts, a.c. 
for automatic synchronism by 
means of a synchronous motor. 

It operates in conjunction with 
a short wave receiver, and a 
resistance coupled amplifier 
which includes a 245 type power 
tube. The radiovisor consists of 

a large synchronous motor, ver- 
tically mounted, which drives 
the scanning drum and selector 
disks ; a neon or television lamp 
of the single -plated type, and a 
magnifying lens and shadow- 
box for the control panel, all 
mounted in a walnut cabinet. 

The radiovisor is intended to 

receive the standard 48 -line, 
15 -pictures -per -second signals. 
It has pin jacks to receive the 
usual speaker cord terminals.- 
Radio Retailing, February, 1930. 

Synchro-Matic 
Electric Clock 

SEVERAL models are offered 
in the line of "Synchro- 

Matic" electric clocks brought 
out by the Electric Clock Corpo- 
ration of America, 536 Lake 
Shore Drive, Chicago Ill. These 
new clocks are of the synchro- 
nous type, operating from the 
lighting circuit. Being of the 
synchronous type, they are, of 
course, available for a.c. use 
only. 

The clock illustrated is the 
"Churchill" model, listed at 
$7.95. It has a bakelite case, 7 
in. high, resting on a base 53 in. 
x 4 in. The case may be had in 
a choice of colors-mahogany, 
walnut, Chinese red, jade green 
mnd variegated autumn tones. 
The price range of the new 
clocks is from $7.95 for the 
model described above to $125 
for the Chippendale grand- 
mother clock.-Radio Retailing, 
February, 1910. 

"Bud" Removable 
Partition 

A REMOVABLE partition is 
now being supplied with the 

convenience outlets made by 
Bud Radio, Inc., 2744 Cedar 
Ave., Cleveland, Ohio. This par- 
tition can be inserted in a gang 
electrical switch or receptacle 
box so that wires of different 
voltages as well as live and 
dead wires can be put into the 
same box and under the same 
plate. It is made of 14 gauge 
steel, cadmium plated. Radio 
Retailing, February, 1930. 
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(Continued from page 49) 
ling resistor of 250,000 ohms, with the plate 
current drain at .2 milliampere, the voltage 
drop through the resistor will be equal to 
50 volts so that the plate voltage applied 
to the plate will be 130 volts. 

When a voltage of 135 volts is applied, 
the plate current will also be .2 milliampere 
at the correct grid bias of three volts and 
the drop through the resistor will be equal 
to 50 volts, giving a net voltage of 85 volts 
on the plate of the tube. 

It is easy to see, therefore, the importance 
of applying a higher voltage than 90 volts 
in the plate circuits of such circuits to com- 
pensate for the drop in voltage through the 
resistor. The same holds true when 222 
tubes are used in resistance -coupled am- 
plifiers. 

Don't Use Neutral Wire 
for Radio Ground 

Several electrical inspectors in Chicago 
have recently found wiremen connecting 
the ground wire of radio receiving sets to 
the neutral wire of the lighting circuit in 
the nearest receptacle outlet. This type of 
construction is dangerous, as a reversal of 
polarity may result in serious consequences 
to the receiver and also create a life and 
fire hazard where inside aerials are stapled 
and run between joists with ordinary bell 
wire. 

Sound System Data in 
Handy Form 

For the purpose of guiding anyone, 
whether technician or layman, in the 
proper planning, selection and installation 
of a power amplifying and sound dis- 
tributing system, the Radio Receptor Com- 
pany, Inc., 106 Seventh Avenue, New York 
City, has just issued its new catalog. 
Instead of plunging directly into a listing 
of the organization's products, the catalog 
opens with an analysis of audio amplifica- 
tion and sound distribution, how to plan 
an installation, and the engineering features 
essential to satisfactory results. There fol- 
lows the listing of units which may be 
assembled into steel racks and switch- 
boards for meeting any requirements, with 
the same flexibility as that which made the 
sectional bookcase famous. The "Power- 
izer" sound systems include not only the 
centralized switchboard, with radio set, 
microphone panel and phonograph pick-up, 
but also the speakers, faders, outlets, and 
controls. 

A copy of the Powerizer catalog may he 
obtained for the asking. 

Careful Circuit Design 
Needed for 224 Tube 

According to recent tests conducted by 
Cunningham research engineers concerning 
utilization of the new a.c. shield grid tube, 
they point out that the prospective experi- 
menter should exercise care in seeing that 
each radio stage (as well as the tube itself, 
in some instances) be completely shielded; 
that by-pass condensers and choke coils be 
used in each plate "B" and screen -grid 
leads ; that high potential leads between 
stages have a metal covering over the in- 
sulation for the necessary complete shield- 
ing; and last, that all R.F. coils be de- 
signed so as to give proper primary im- 
pedance, otherwise the tube will not amplify 
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For SERVICE on this Receiver 
CALL 

Exchange No 

Dealers Name 

Address 

l'he above is suggested as a small card that 
radio dealers may have printed. These 
should be placed securely inside the receiver 
at the time it is sold. Each one should be 
placed where it can readily be seen. 

the incoming signals to proper rating. 
Because of these requirements it is 

pointed out that it is not advisable to at- 
tempt to rebuild present sets designed for 
226 or 227 type tubes, used as radio f re- 
quency amplifiers. 

Tube Service Manual 
The number of large manufacturers of 

radio receivers and the number of models 
which each manufacturer has placed on the 
market have increased to such an extent 
that even the best posted dealer and service 

. man finds it impossible to remember the 
types of tubes required for each model, 
much less the actual relative positions of 
the tubes in the receiver. 

E. T. Cunningham, Inc., has recently 
published a very complete data book of 
standard commercial receivers, which gives 
complete details regarding the tubes neces- 
sary for operating the various models of 
thirty-six of the leading manufacturers of 
radio receivers. 

Each data sheet gives the name of the 
manufacturer, the various models which 
use the same chassis, a list of the tubes 
required, a sketch of the location of the 
tubes on each chassis and a brief, general 
description of the circuit employed. 

The socket booklet is for distribution 
exclusively to the trade and may be obtained 
free of charge upon application on the 

business stationery of dealers, jobbers and 
servicemen, to the New York, Chicago or 
San Francisco offices of E. T. Cunning- 
ham, Inc. 

HINTS from HANK 
Remember antennas and power lines do 

not mix very well. If you don't believe it, 
try mixing 'em-and get hurt. 

* * * 

Don't take things apart before you make 
sure that's what you really want to do. 

* * * 

Get that insulated screw driver today- 
before you cause any more short circuits. 

* * * 

When the pilot light doesn't work it's 
usually because it's loose in the socket, 
caused by the continual jar of turning the 
set on and off. 

* * * 

It doesn't cost any more to take your 
hat off when you enter the customer's 
house. And, it certainly makes a better 
impression. 

Radiotron Data 
The Radiotron division of the Radio - 

Victor Corporation, 233 Broadway, New 
York City, has just brought out a ready 
reference book called the "Radiotron Data 
Book." It has 106 pages of carefully pre- 
pared information which tells at a glance 
the proper tube to be used in each socket 
of radio sets produced by practically all 
the leading manufacturers. It is being dis- 
tributed free to all Radiotron dealers and 
distributors. 

The receivers are indexed twice, by the 
manufacturer's name and by trade name. 
A simple rectangle represents each receiver, 
with small circles indicating the actual 
position of the tube sockets. The type 
number of the correct tube appears next 
to each socket together with elementary 
circuit information as a further guide. As 
an additional convenience, there is included 
a simplified reference chart giving the 
characteristics of all receiving Radiotrons. 

Uniformed Service Men Prevent Fraud 

One of the largest service departments and one of the best trained is that 
shown above, maintained by the Sun Radio Company, Bosch radio enthu- 
siast which operates seven stores in Akron, Ohio. Each man is trained 
in the Sun radio school. This efficient service corps handles that phase 
of the work for all seven stores. Before the days of uniformed gas meter 
readers, it was not an unusual occurrence to read of robbery or other 
crimes being committed by men (not in uniform) representing themselves 
to be "from the Gas Company, etc." Sun Radio Company's unique system 
safeguards the woman of the house, left alone all day. 

57 

www.americanradiohistory.com



The Scene Shifts 
Pithy Paragraphs 

FEBRUARY, 1930 

More Latitude Asked for Program Makers-The Cleveland 
Convention-New Tube Makes Its Bow-Rypinski, 

Haugh, Klein Back in the Fold-Other Ap- 
pointments-Baldwin-Symphonic Deal 

By Detector 

NOW that radio activities are, more than ever, 
the subjects of debate and investigation by the 

lawmakers, and sources of income for the lawyers, 
Washington is becoming the scene of many news 
happenings. 

One of the most constructive of these hearings 
took place Jan. 15, when, in a carefully prepared 

statement, M. H. Aylesworth, president of the National Broadcasting 
Company, asked the Senate Committee on Interstate Commerce for greater 
latitude for the development of the 
broadcasting art. 

"I have no objection," said Mr. 
Aylesworth, "to governmental regula- 
tion designed to protect the public in- 
terest in broadcasting. But, since the 
technical engineering phases of the 
radio science change almost over night, 
it is my earnest hope that the regulatory 
measures may have a flexibility ade- 
quately adapted to the special situations 
at hand." 

Other Washington Whispers 

Synchronization of stations, permit- 
ting two or more to operate on the 
same frequency without causing inter- 
ference, was also held up to the com- 
mittee as the probable solution of the 
present aerial traffic complexities. No 
prediction as to just when this could be 
accomplished, however, could be made 
at this time but, it was stated, radio en- 
gineers have hopes of success. 

Dr. Frank Conrad of the Westing- 
house Electric and Manufacturing Com- 
pany, suggested this same solution. He 
also advocated the use of a new antenna 
system to increase the strength of local 
signals and minimize those of distant 
ones when desired by the listener. 

On Jan. 20, the Supreme Court indi- 
cated it would dismiss the Radio Com- 
mission's appeal in the WGY case. This 
case involved the legality of the com- 
mission's action in ordering this power- 
ful Schenectady station to surrender 
full-time use of its 890 -kilocycle wave 
length. Such action would imply that 
WGY, owned by the General Electric 
Company, was entitled to the use of its 
present channel, on a full-time basis. 

Much interesting testimony for and 
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against the extension of claimed patent 
rights into the field of related manufac- 
turing and merchandising policies has 
been spread upon the records of the 
Senate Interstate Commerce Committee 
these past five weeks Among those 
whose opinions could be construed as 
against too broad an interpretation of 
"patent rights" were the following 
executives: Newcomb Carlton, president 
of the Western Union Telegraph Com- 
pany; B. J. Grigsby, president of the 
Grigsby-Grunow Company; Oswald F. 
Schuette, secretary of the Radio Pro- 
tective Association; E. W. Stone, presi - 

Young Russia Also Listens 

Political news, instead of jazz, is the 
principal radio fare of the youthful Com- 
munists of the Soviet Republic. Groups 
like this gather daily before the reproducer 
for political instruction. 

dent of the Federal Telegraph Company 
and LeRoi J. Williams, chairman of the 
Patents Committee of the Radio Manu- 
facturers Association. 

The Cleveland Convention 
As this issue of Radio Retailing 

reaches the hands of its readers, the 
Fourth Annual Convention of the Na- 
tional Federation of Radio Associations 
and the Second Annual Convention of 
the Radio Wholesalers Association will 
be in full swing at the Hotel Statler, 
Cleveland, Ohio. Detector will be there, 
hand to his ear and note book on tap. 
Look for a comprehensive and sym- 
pathetic report in our March issue, 
written by one who has grown up in 
radio with these most worthy organiza- 
tions; who sat in at their first feeble 
meetings, and who has seen "Federated" 
grow to lusty manhood. 

Here is an outfit that merits the active 
support of every dealer and jobber in 
the industry. 

We Welcome Messrs. 
Rypinski, Haugh and Klein 
"It's a hectic game, but Lord how 

we love it!" Neither golf nor Florida 
can keep the old timers from our midst. 
To wit: 

M. C. Rypinski has been persuaded 
to join the Westinghouse organization 
as general manager in charge of radio 
sales. His duties will include the per- 
fecting of the distributional machinery 
of the Westinghouse Electric Supply 
Company to market the Westinghouse 
branded set. It will be remembered 
that Mr. Rypinski formerly was a top 
executive with the Brandes Products 
Company, and later with the Kolster- 

i Brandes Company, Inc. 
Arthur T. Haugh-"Art" the inimit- 

able-recently was elected vice-presi- 
dent in charge of merchandising for the 
Valley Appliances, Inc., Rochester, 
N. Y. This concern manufactures the 
Symington reproducer. Mr. Haugh is 
a past -president of the Radio Manufac- 
turers Association. He formerly owned 
the Rochester Auto Supply Company, 
also of Rochester. 

R. M. Klein, after a year's vacation in 
the sunny Southland, returns to his old 
love, F. A. D. Andrea, Inc., Long 
Island City, N. Y. His title will be 
that of general manager. Mr. Klein 
states that Fada has increased its force 
and will announce in the near future 
several new sets to complete its present 
line of a.c. receivers. Coincident with 
this appointment is the advancement of 
L. J. Chatten to the post of vice-presi- 
dent in charge of merchandising. 
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to Washington 
on Recent Happenings 

NEW YORK, N. Y. 

Sarnoff Reaches the Top 
Following the resignation of Owen 

D. Young, as chairman of the board of 
the Radio Corporation of America and 
the appointment of General James G. 
Harbord to that position, David Sarnoff 
was elected president of this organization. 

Although Mr. Sarnoff is not yet forty 
he has crowded into his business life 
the experiences of a dozen average 
executives. He began his radio career 
as messenger boy with the Commercial 
Cable Company twenty-five years ago. 
When the "Titanic" sank, this boy from 
foreign shores stuck to his post with 
the Wanamaker station for seventy-two 
hours. In 1917 he became commercial 
manager of the Marconi Company. 
From then on his rise has been both 
rapid and spectacular. In 1919, when 
the Radio Corporation of America was 
formed, Sarnoff was taken over, shortly 
thereafter to become its general 
manager. 

Other Appointments 
Appointments to major executive po- 

sitions have been numerous these past 
thirty days. Detector is pleased to record 
the following: 

R H. Woodford assumed his new 
duties as general sales manager of the 
Crosley Radio Corporation the fore part 
of January. He succeeds Neal E. New- 
man, resigned. For the past five years 
Mr. Woodford headed the sales depart- 
ment of the radio division for Stewart - 
Warner Company, Chicago. Prior to 
that time he accumulated a world of ex- 
perience in the music instrument field 
with the Columbia Phonograph and 
American Piano companies. 

Fred W. Piper is now at the sales 
helm of the good ship, "Howard Radio 
Corp.," whose home port is South 
Haven, Michigan. Fred's headquarters 
will be in the Kimball Hall Building, 
Chicago. Referring to this announce- 
ment, Austin A. Howard, captain of the 
craft, characterized Piper as one of the 
most widely known and best liked men 
in the industry. 

The Perryman Electric Company, 
Inc., tube manufacturer, announces the 
appointment of R. B. Lacey as its gen- 
eral sales manager. For three years 
R. B. has been serving this same con- 
cern in the capacity of western sales 
manager. He is familiar, therefore, 
with the problems of the jobber from 
first hand knowledge. 

Two major changes are announced by 
the Colin B. Kennedy Corporation, 
South Bend, Ind. William B. Nevin, 
formerly general sales manager, becomes 
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its vice-president and James De Pree 
assumes the task of sales manager. The 
latter gentleman is well known because 
of his success with the Bush and Lane 
Company, Chicago. Nevins' advance 
also is well merited as it is due largely 
to his untiring efforts and clear vision 
that Kennedy scored such marked 
progress during 1929 

Roy Staunton, formerly with the 
Gardner Advertising Agency, New 
York, will act as assistant sales manager 
to M. C. Rypinski in the latter's new 
duties with the Westinghouse interests. 

L. T. Breck, until recently vice-presi- 
dent in charge of sales for Kolster, is 
now acting in an executive position with 
the Utah Radio Products Company. 

"Gentlemen! 
Gentlemen!! 

The convention will please cone to 
order." 

Barring earthquakes or volcanic 
eruptions the lovable "boss" will be 
seen in action, as chief gavel wielder, 
at the Fourth Annual Convention of 
the National Federation of Radio As- 
sociations, meeting February 10 and 
11 at Cleveland, Ohio. 

Michael Ert, of Milwaukee, ap- 
propriately called "Mike," was one 
of the founders of this national dealer - 
jobber organization (originally called 
the Federated Radio Trades Associa- 
tion). This month rounds out his 
first year as its president. 

Those of our readers who are not 
so fortunate as to be reading this item 
within the fellowship of the Statler 
will find the activities of this im- 
portant convention fully reported in 
our March issue. 

Nathaniel Baldwin, Inc., 
Active 

Under the terms of an agreement re- 
cently consummated, an affiliation of the 
Symphonic Radio Corporation of America, 
with Nathaniel Baldwin, Inc., of Salt Lake 
City, Utah, has been effected, whereby the 
Symphonic company's plant at Bloomsburg, 
Pa., with a daily capacity for assembling 
2,000 radio sets and speakers, will assemble 
Nathaniel Baldwin products exclusively, 
having the rights and use of Baldwin, Inc., 
patents, management and engineering re- 
search. " Parts for the assembly of the 
products will be shipped from Salt Lake 
City, where the Baldwin company's gen- 
eral sales office is located. 

With the consummation of this arrange- 
ment, the Baldwin interests have assembly 
plants in Salt Lake City, Los Angeles, 
Chicago and Bloomsburg, with a total ca- 
pacity of 6,000 radio sets and speakers 
daily. 

Officials of the Nathaniel Baldwin, Inc., 
state that this deal is in no way a merger 
of the two organizations, but simply an arrangement whereby provision is made 
for additional output of Baldwin products. 

As we go to press negotiations are still 
pending for the sale of the assets of the 
Buckingham Radio Corporation, Chicago, 
Ill., to Nathaniel Baldwin, Inc., for ap- proximately $100,000. 

A K Has New Sales Manager 
A. Atwater Kent, president of the At- water Kent Manufacturing Company, 

announces the appointment of F. E. Basler as general sales manager of the 
company succeeding V. W. Collamore, 
who has resigned. 

Mr. Basler was previously assistant 
sales manager of the company in charge 
of sales administration affairs and has 
been active in the general sales affairs 
of the company. He brings to his new 
position a wide experience in sales and 
financing, having served in sales execu- 
tive capacities with nationally known 
companies in other fields. 

RCA -Victor Policies 
The following statement concerning 

the future policies of the RCA Victor 
Company was given Detector by Ed- 
ward E. Schumaker, president of this 
concern: 

"To correct an erroneous impression 
which was created recently, I would say 
that the RCA Victor Company, the 
stock of which is owned 50 per cent by 
the RCA, 30 per cent by the General 
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Electric Company, and 20 per cent by 
the Westinghouse Electric & Manufac- 
turing Company, will manufacture at its 
Camden, N J., plant all the radio broad- 
cast receiving sets, loud speakers, ac- 
cessories, etc., which were formerly 
manufactured by the General Electric 
and Westinghouse Companies. The 
RCA Victor Company, where all these 
activities have been concentrated, will 
distribute its products not only through 
the distributing channels of the Radio 
Corporation and the Victor Talking 
Machine Company, but also through the 
distributing channels of the General 
Electric and Westinghouse Companies. 
The arrangement effected with the Gen- 
eral Electric and Westinghouse Com- 
panies whereby their vast facilities of 
national distribution will be at the serv- 
ice of the RCA Victor Company will, 
it is confidently expected, increase the 
volume of production of the Camden 
plant and make the products of the 
RCA Victor Company even more 
readily available to all parts of this 
country." 

Talking Picture Combination 
Demonstrated by Sonora 

A new development in the radio com- 
bination line was recently demonstrated 
in New York and Chicago by the Sonora 
Products Corporation, to editors, techni- 
cians and merchants connected with the 
radio field. 

The new device embodies a moving pic- 
ture projector with synchronized sound 
reproducer, and a screen grid radio re- 
ceiver, housed in one console cabinet. It 
is a "home talkie -movie -radio." 

Production for retail distribution is 
planned for the near future. The combina- 
tion will retail, it is said, within the pop- 
ular price range. 

Quantity production of a new power 
radio for automobile installation is also 
planned by Sonora for early in 1930. 

RCA Grants Tube License to Triad 
A license to manufacture radio tubes 

under the patents of the Radio Corpora- 
tion of America has been granted to the 
Triad Manufacturing Company, Inc., Paw- 
tucket, R. I. 

George E. Palmer Joins Tobe 
George E. Palmer, for years general 

sales manager of the Dubilier Condenser 
Corporation, has resigned his former con- 
nections to join the force of the Tobe Deut- 
schmann Corporation, Canton, Mass., as 
vice-president in charge of the condenser 
division. He assumed his new duties about 
the first of February. 

Crosley Completes New Plant 
A modern eight story factory has been 

constructed by the Crosley Radio Corpora- 
tion in Cincinnati, Ohio. There are some 
222,000 square feet of additional floor 
space made available by this new unit. Six 
floors are given over to set construction. 
The seventh contains the engineering de- 
partment and general offices. On the eighth 
are located the executive offices and the 
new studios of WLW, the Crosley broad- 
casting station. 

To properly handle the output of the 
augmented plant, a one-story assembly and 
shipping building, capable of loading 29 
freight cars at one time, was also erected. 

Directs "American School 
of the Air" 

dice Keith, broadcasting director of the 
"American School of the Air," sponsored 
jointly by the Columbia Broadcasting Sys- 
tem and the Grigsby-Grunow Company, 
Chicago. 

Stone Is Receiver for Kolster 
On Tuesday, Jan. 21, the Newark Chan- 

cery Court appointed Ellery W. Stone, 
president of the Kolster Radio Corporation, 
as one of three receivers for this concern 
and for its affiliated companies, the 
Brandes Products Corporation and the 
Brandes Company. 

Vice -Chancellor Church urged the re- 
ceivers to work out a reorganization plan 
which would operate for the best interests 
of all concerned. The future of this well- 
known radio manufacturer is, at present, 
undeterminable. Assets, however. are 
claimed to be well in excess of liabilities. 

ROBERT W. BENNET has joined the Tray- 
Ler Manufacturing Corp., as vice-president 
in charge of sales and advertising. Mr. 
Bennet has been connected with the A. C. 
Dayton Co. as general sales manager, and 
is one of the organizers of the Federated 
Radio Trade Association and of the St. 
Louis Radio Trades Association. 

STANLEY H. BEEBE is now advertising 
manager for F. A. D. Andrea, Inc. 

THE SPRAGUE SPECIALTIES COMPANY. 
Quincy, Mass., has acquired a new produc- 
tion plant at North Adams which contains 
some 1.208,000 square feet of floor space. 
The offices and laboratories of the com- 
pany, however, will remain at Quincy. 

New Tube Makes Its Bow 
A new five -element vacuum tube, 

known as the "Pentode" was demon- 
strated Jan. 22, at the Park Central 
Hotel, New York City, by Ernest Kauer, 
president of the CeCo Manufacturing 
Company of Providence, R. I. This 
tube, a novelty to America in its present 
form but in use in England and the 
Continent for over two years, will be 
three times as powerful as the screen 
grid, it is claimed, and will tend 
further to simplify sets. See the New 
Products department of this issue (page 
55) for the technical description of this 
tube. Its use requires a special circuit 
although existing ones can be adapted 
for it within certain limitations. 

Local Trade Associations Busy 

Inspired by the coming national conven- 
tion many local radio trade associations 
are doing real things these days. To men- 
tion a few: 

ATLANTA, GA.-Alvin C. Foster, of 
the Cable Piano Company, has been re- 
elected president of the Atlanta Radio 
Dealers Association. Election of other 
officers followed an address by H. G. 
Erstrom, executive secretary of the Na- 
tional Federation. 

PHILADELPHIA, PA.-"The Answer" 
is a publication of the Radio Retailers As- 
sociation of Philadelphia. "Through our 
own co-operation we are finding the answer 
to many of our own problems," it says 
in the leading editorial of its first issue. 
Walter Stainthorpe, its editor and secre- 
tary of this organization, may be reached at 
732 Bankers Trust Building. 

BIRMINGHAM, ALA.-At the Jan. 23 
meeting of the Birmingham Radio League 
it was decided that jobbers should con- 
tinue as members. Roy Ingram was 
elected president and R. C. Wiggins, of the 
Knight Electric Company, first vice- 
president. 

BOSTON, MASS.-Plans are being 
laid for the formation of a strong and 
representative radio association in the city 
of the sacred cod. It is expected that an 
"observer" will be sent to Cleveland to see 
how the other boys do it. 

INDIANAPOLIS, IND. - Efforts of 
national radio associations to stabilize the 
radio industry were outlined in Indianapolis 
recently by H. G. Erstrom, executive secre- 
tary of the National Federation of Radio 
Associations. Ted C. Brown, executive 
secretary of the Electric League of Indian- 
apolis, presided at a dinner which was 
sponsored by the radio trade division of the 
league. 

The 
Prisoners' Song 
It comes to them by 

radio in the up-to-date 
jail. The Muskogee, 
Okla., dealer who sold 
this Crosley to the 
local hoosegow prob- 
ably didn't realize how 
much he was encourag- 
ing crime. No doubt 
he was only interested 
in opening up a new 
market for radio- 
think of all the jails in 
the world ! 
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What the Wholesalers are Doing 
Smaller Dealer Meetings 

Increase Co-operation 
To promote closer contacts with dealers, 

the Aitken Radio Company, Crosley dis- 
tributor in the Cleveland, Toledo and De- 
troit territories, has inaugurated a new 
schedule of dealer meetings this year. In- 
stead of holding a mass meeting for all 
Crosley dealers in these territories, the 
Aitken Company decided upon a series of 
smaller meetings, held at shorter intervals 
for the dealers of each separate town. 

Each salesman's territory is divided into 
two sections. The salesman arranges a 
banquet for all dealers in each section. 
Officials of the Aitken Co. and Crosley 
representatives speak at each gathering. 

These meetings have by their higher de- 
gree of concentration kept the company in 
close touch with the problems of dealers. 
Numerous meetings have been held, with 
between twenty and thirty dealers attend- 
ing each gathering. Dealers convened at 
Bay City, Mich.; Port Huron, Mich.; 
Findlay, Ohio; Tiffin, Ohio; Byron, Ohio; 
and at Ann Arbor, Mich. 

An especially successful meeting was 
held in the Tod House at Youngstown, 
Ohio. Nearly a hundred Crosley dealers 
of Mahoning, Columbiana and Trumbull 
Counties were present. James E. Aitken 
spoke on the functions of the dealer or- 
ganization. 

"The Early Bird" 'Tis Said- 
A trip with all expenses, to the June 

R.M.A. Show at Atlantic City is the 
reward offered by the Harten-Knodel Dis- 
tributing Company of Cincinnati in a con- 
test being conducted by them open to every 
Zenith dealer and dealer salesman in its 
territory. 

Every sale of a Zenith radio receiver 
gives the salesman a certain number of 
points in addition to a cash bonus equal 
to lc. for every point earned. Points are 
based on the list price of the receiver, one 
point for every dollar. In this way, each 
competing salesman is rewarded in cash 
for every sale and given a certain number 
of points in the contest. The one gaining 
the greatest number of points up to the 
close of the contest wins the free trip. 

The contest will end March 15. 

Conron Organization Meets 
Perhaps one of the most important meet- 

ings of the salesmen of the Conron Dis- 
tributing Corporation was held recently. 
In attendance were the executives, sales- 
men, and two new salesmen, who have 
been recently added to the staff, L. L. 
Wilson and Paul Pierson. Mr. Conron 
discussed in detail the Philco distributor's 
meeting which he attended in Philadelphia. 
Mr. Hartley, factory representative, de- 
scribed the new Philco Model 76. 

A -K Conclave 
The First Atwater Kent distributors' 

convention in 1930 was held at the Hotel 
Pennsylvania, Philadelphia, last month. 
Practically all the ninety -odd A -K whole- 
salers, their sales executives, factory offi- 
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There's Cause for This Smile 
A sunny day, a new suit, Milwaukee beer 

(?) and a Kellogg distributorship up his 
sleeve-why shouldn't I. R. Witthuhn, of 
the Standard Radio Company, look haDDv7 

cials and field men were in attendance. 
High lights of the convention, presided 

over by F. E. Basler, newly appointed 
sales manager of the company, included 
a tremendous ovation accorded Mr. Kent 
upon the occasion of his first appearance; 
whole -hearted approval of the policy to 
continue the manufacture and sale of the 
present screen -grid models during the 
spring selling season and unrestrained en- 
thusiasm over the presentation of new ad- 
vertising plans, for the year 1930. 

Distributor Activities 
The ALABAMA ELECTRIC SUPPLY COM- 

PANY, Birmingham, Ala.; the O. M. C. 
SUPPLY COMPANY, Pittsburgh, Pa.; ELLIOT 
AND WADDINGTON COMPANY, New Castle, 
Pa.; GREER AND LAING, Wheeling, W. Va.; 
and SMITH AND PHILLIPS MUSIC COM- 
PANY, E. Liverpool ; RICH ELECTRIC SALES 
INC., Cleveland; GEO. BYERS SONS, INC., 
Columbus; Onto BATTERY AND IGNITION 
COMPANY, Canton, all of Ohio, have re- 
ceived commission to distribute Gulbransen 
radios. 

THE ACME COMPANY, Birmingham, Ala., 
and the DUKE CITY ELECTRIC DISTRIBUTING 
COMPANY of Albuquerque, N. M., were re- 
cently appointed Lyric radio wholesalers in 
their respective territories. 

ASHTON, DEEVER INc., Boston, have been 
signed up as distributor of Marvin radio 
tubes. 

THE LINCOLN SALES CO., Crosley-Amrad 
distributor in Baltimore, sponsored a dealer 
meeting at which price changes and the 
merchandising possibilities they offer were 
discussed. 

MAJESTIC DISTRIBUTORS, INC., has been 
formed by the Grigsby-Grunow Company 
to handle the distribution of Majestic sets 
and combinations in New England. Head- 
quarters of the new organization will be in 
Boston. 

SANFORD BROS., Mackville, N. C., will 
distribute Ken -Rad tubes in the southern 
states. D. J. HARTNETT, San Francisco, is 
also announced as a Ken -Rad wholesaler. 

THE KEYSTONE RADIO CORPORATION, 
Pittsburgh, Pa., is announced as new dis- 
tributor for Colonial radio. 

TOWER-BINFORD Co., Virginia distributor 
for Crosley radio, entertained twenty-eight 
dealers at the Mosque in Richmond. 

WILKENING, INC., Philadelphia, dis- 
tributor for Crosley and Amrad, will be 
wholesale representative for the Johnson 
Motor Co., handling Johnson motors and 
Sealite boats. 

W. T. MORAN, salesman for Wakem and 
Whipple, Inc., Chicago distributor for Kol- 
ster and.Brandes, was one of the winners 
in the recent Kolster merchandising con- 
test, and is proudly displaying a handsome 
Hamilton wrist watch. 

The 'M & M COMPANY of Cleveland, 
Sparton distributor, assembled 600 dealers 
and dealers' salesmen at a series of three 
sessions, the first at Cleveland, the second 
at Akron, and the third at Youngstown. 
A banquet, followed by talks outlining the 
plans of the manufacturer and of the dis- 
tributor, featured each meeting. 

ALLIANCE MOTOR CORPORATION, Roch- 
ester, has been appointed a distributor by 
the Perryman Electric Company, North 
Bergen, N. J. NEW ENGLAND DISTRIBUT- 
ING COMPANY, Boston ; WEINBERG AND 

COMPANY, Chicago; ATLANTA SALES COM- 
PANY, Atlanta; WALTER ASHE COMPANY, 
LANCE ELECTRIC COMPANY, St. Louis ; BEL - 
MONT CORPORATION, Minneapolis; HANSON- 
DULUTH COMPANY, Duluth; ATLAS 
PLAYER ROLL COMPANY, Newark, were 
also announced. 

D. W. MAY, INC., Newark, N. J., has 
been assigned the northern New Jersey and 
southern New York territory by the Tem- 
ple Corporation. A branch will be opened 
at 34 West Houston St., New York, to 
handle the metropolitan district. 

Support Your Association 
A good trade association is 

worthy of all the support it can 
possibly get. In the radio industry 
we have the Radio Wholesalers 
Association, Inc., affiliated with the 
National Federation of Radio Asso- 
ciations, Inc. This organization 
has done outstanding work in the 
past, work which has benefited all 
those belonging to or affiliated with 
it. Plans to increase the scope of 
its activities are now being made. 

Every wholesaler should join this 
association because the year 1930 
will be one requiring closer co-oper- 
ation among all branches of the 
radio trade. So, get on the band 
wagon now and do your share that 
you may reap some of the benefits. 

If there is no local body in your 
territory, form one. Then act to 
become affiliated with the national 
organization. 

_ 
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Naylor Teiis Manufacturers That 

Breakfast Table conferences 
are Best 

GIVE me a handful of men, fresh from 
the shower, let me sit with them 

through the breakfast ham and eggs, the 
coffee and cream; and I'll tell you more 
about them, and how they sell their wares, 
than one could learn in a month of cor- 
respondence. And they will be better sales- 
men, too, as they flick the last cigarette 
ash into the coffee cups. 

My personal preference, therefore, for 
field conferences is the breakfast party. 
Minds are clear and eager in the morning. 
I have discovered some of the finest sales 
ideas in the world, and have had more 
sales problems solved for me, between 
grape fruit and coffee! 

A dinner is your next best bet, and 
while the gathering may lack the spon- 
taneity of a morning get-together, there is 
plenty of time and the mellowing influence 
of a cigar and a demi -tasse is quite effec- 
tive. Luncheons, however, are definitely 
out. Half the party is invariably late, 
and the meeting is necessarily cut short 
by those who leate precipitately to keep 
other appointments. 

Fifteen is about the ideal number at such 
gatherings. This is an easy, informal num- 
ber-one never feels that he is addressing 
an audience, and there is sufficient variety 
to stimulate an incessant flow of thought. 
I generally endeavor to have present a 
handful of our salesmen, two or three men 
from the office and representatives of our 
distributors. 

But to accomplish these results the sales 
manager frequently must relinquish the 
pride and comfort of his mahogany desk 
and establish and maintain intimate con- 
tacts among his associates on the outside. 
As much as I dislike to leave my office, 
I must admit that one week in the field 
will give me a better appreciation of con- 
ditions and the human factors necessarily 
associated with salesmanship than I could 
gain in the home office over a period of 
many months. 

The successful sales manager, to have a 
thorough understanding of the problems 
with which his salesmen are confronted, 
should appreciate them from the salesman's 
point of view. His understanding must 
be sympathetic. Only in such a way can 
he hope really to know the man who is 
selling his product, do full justice to his 
ability and guide his efforts or detect in- 
efficiency with speed and accuracy. 

The formality of the office or store is an 
atmosphere hostile to the fostering of this 
wholehearted understanding. As stated, I 
have found that the most profitable re- 
lationship between branches of a sales or- 
ganization can be built up by informal 
meetings across the breakfast or dinner 
table. 

L. P. NAYLOR, 
Sales Manager, 

Arcturus Radio Tube Company. 
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Coin Operated Time Switch 
The Walser Automatic Timer Company, 

342 Madison Avenue, New York City, has 
developed, for manufacturers' use, a coin 
operated time switch known as Model 
615-C. This is to be used on any electrical 
device which uses not more than 6 amperes 
at 110 volts. The unit is developed to use 

coins of any denomination and for any 
time period of from five to sixty minutes. 
The circuit breaker used in this device 
is a standard toggle switch. The circuit 
is not closed until a coin of the proper 
denomination has been placed in the slot, 
and a knob or handle turned the required 
distance. This company also manufactures 
a straight timing switch without the coin 
feature. Further information and manu- 
facturers' prices may be had by writing 
directly to the above company. 

THE BREMER - TULLY MANUFACTURING 
COMPANY announces the new location of 
its sales division at 623 So. Wabash Ave., 
Chicago. 

New Markets for Radio 
Mean Stability 

The radio industry is fast approaching 
the time when it will be generally recog- 
nized as one of the most stable of Ameri- 
ca's industries. 

Such a prediction may seem somewhat 
over -optimistic right now, in view of the 
late lamented slump, but foresighted busi- 
ness men, nevertheless, consider it more as 
an inevitable fact than as an opinion. 

At the present time, radio is a seasonable 
business. There is a "rush" season and a 
"slack" season. The slack season will di- 
minish gradually until, without noticing it, 
it has disappeared. Improvements in radio 
equipment will make listening -in increas- 
ingly popular as the years go by. New 
uses and applications will constantly be dis- 
covered. Furthermore, they must be dis- 
covered if permanent stability is to be at- 
tained. For example the field has already 
been expanded to include home automatic 
phonographs, sound and motion picture ap- 
paratus for private use, airplane radio 
equipment, new applications for tubes, and 
television products. 

Just around the corner is a new market 
that will give another outlet for radio 
sales-"the automobile radio." By spring. 
not less than 4,000,000 of this type of 
prospect will be thinking about the lure 
of "Radio As We Go." Who will get this 
business? Plainly it's a job for the radio 
industry. And don't overlook the fact that 
the automobile -radio will be, in the main, 
spring and summer business. 

E. J. PooR, President, 
Hygrade Lamp Company, 

Salem, Mass. 
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Dramatizing Programs 
(Continued from page 27) 

grid tubes-the latest invention to improve radio 
reception. 

"I won't bother you with technicalities, Mrs. Young 
-Mr. Young has undoubtedly been following radio 
progress and can tell you what a big improvement 
screen -grid tubes have made. Anyway, they are one 
of the reasons why this set will always give you the 
child culture talks of Angelo Patri when you want 
them." 

Notice the way the technical information is sand- 
wiched in there? First, reference to a subject that 
looms large in the eyes of any woman with a growing 
child. Then the technical matter. Then back to the 
subject that interests her. You catch her attention with 
what is important to her, and you leave the point with 
her mind again focused on that subject; the reason 
why is carefully worked between. 

The salesman who doesn't use the current day's 
station programs in his sales talk, is ignoring his easiest 
and surest means to a sale. There are two reasons for 
this statement : 

In the first place, programs as they are now constituted 
are sufficient in themselves to sell the general idea of 
radio in the home. Secondly, they offer a sure guide 
to enumerate and prove the individual good points of 
any specific set-provided it's a good one. 

Here is the hour of the famous Literary Guild. It 
comes from a station in the low wave belt and without 
a wide hook-up. More than 100,000 persons belong 
to the Guild. If the prospect is high class, talk about 
the importance of the hour to readers, sandwich in your 
talk about selectivity and distance, with brief reasons 
why, and then revert to books for a moment. 

Then switch to tone. 
Here is Julia Sanderson, famous in musical comedy 

and light opera. Refer to the tone of your set, using 
words that convey a full depth of meaning. Don't 
merely talk tone, tone, tone. Tell your prospects that 
Miss Sanderson's glorious voice will come in as lustrous 
as satin-rippling as laughter-glowing as a June day- 
warm as a sunset. Words of themselves mean nothing 
unless they are used to recall some pleasurable image 
or experience in the prospect's mind-to paint a picture. 

Select one of the numerous hours on interior decora- 
tion and call it to the attention of the artistic woman- 
using it, also, as a means of stressing the fine appearance 
of the set. Preserve the musical atmosphere by sug- 
gesting that the cabinet will fit into her rooms "like 
a harp and violin." 

Similes such as these can be used throughout the 
entire talk; they must be used if the talk is to attain 
its highest efficiency. It is not the purpose of this 
article to go into the working of the human mind, but 
it must be understood by all who would successfully 
appeal to it, that the mind cannot grasp a thought unless 
it is associated with a familiar experience. . 

"Without radio, life is as arid as the sands of Sahara," 
I once heard a salesman remark-and if he had said a 
thousand words, he could have painted no stronger 
picture of an utter lack of culture and comfort. 

Another expression, heard on Automobile Row, will 
help radio dealers paint a picture in the minds of a 
certain type of prospects. 

Radio Retailing, February, 1930 

The customer was telling the salesman that he thought 
he'd wait till next year to buy a new car, and have the 
old bus overhauled in the meantime. The salesman 
heard him through, then grinned cheerfully as he 
remarked : 

"Overhauling that bus, Mr. Frost, would be like 
rubbing hair tonic into a wig." 

If he had gone over the car, part by part, and showed 
the utter futility of the prospect's plan, he could have 
said nothing unexpressed in those fourteen words- 
he might, on the contrary, have said something that 
would have provoked the man's resentment or obstinacy, 
rather than his laughter. 

The dictionary is just full of words which, when 
thoughtfully combined, create mental images-pictures 
-favorable to sales; and, moreover, give the salesman 
an outstanding personality that will stand him in good 
stead if he has to go back for the business. 

"Like a squirrel in a cage-always ready to run." 
"Tone as deep as ebony." 
"Sweet as the notes of a fountain." 
"Clear as a vesper chime." 
"Tunes in as sharp as frost." 
"A bad buy in radio isn't like a tight shoe-you 

can't kick it off." 
The ground that has been covered in this article 

should be cultivated alike in the store and on the outside. 
It is doubly important, however, that it should be 
intensively cultivated on the outside. In the store, with 
its display of sets and generally appropriate atmosphere, 
there may be some slight excuse for the salesman over- 
looking the necessity for painting wholly perfect mental 
pictures. 

But on the outside, the salesman is completely at the 
mercy of the mental images of his prospect. Here the 
salesman must orally picture the sets and the atmosphere 
that are provided, in their physical state, at his store. 

His success depends entirely on how well he uses 
words to distract the mind of the prospect from his 
home world, and to transport it to, and concentrate it 
on, the world of radio and his particular set. 

Volume or Profit 
(Continued from page 31) 

Volume is certainly a most desirable objective-but, it 
must be volume with a worthwhile profit. For the sake 
of simplicity several unavoidable expenses have been 
omitted from these examples. It would be far easier for 
Store No. 1 to run in the red, in time of stress, than in 
the case of Mr. Courageous. As matters now stand the 
former, straining every point, flirting with a possible loss 
of prestige and of credit, will net, on an annual gross of 
$144,000, less than $9,500 or 6.6 per cent. The latter, on 
$3,000 working capital per month, will net $11,820 or 
16.6 per cent on his gross business. 

Moral: It takes a lot of business to off -set lax mer- 
chandising policies. 

EDITOR'S NoTE: Mr. Jeger assumes fixed expenses at but $$.33 
per set. This low estimate accounts for the favorable profit 
showing of Store No. 1, despite its liberal policies. In his last 
illustration this gentlemen, Mr. Courageous, is assigned the 
same overhead burden-an ample margin of $16.66 per set sale- 
yet he is able to show a far greater net profit in the face of this 
handicap. Actually, the latter dealer, on half the number of sales 
transactions, should be able to operate with less total overhead 
than Store One. 

Acknowledgment is hereby made to the "Wisconsin Broadcaster" 
for much of the material used in this article. 
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Let's Introduce the Pentode Properly 
(Continued from rage 29) 

for similar release from the box, and which turned out 
to be that ray of sunshine known as Hope. 

"The fact that many set manufacturers have been 
perturbed by the advent of the pentode indicates, I think, 
that there is really something in the tube, and this con- 
stitutes the more pleasant emanation from Pandora's 
box. The fact is that a three grid tube has been devel- 
oped that will, within the next year or so, make radio a 
more pleasurable and economical proposition than it is 
today-and, it follows quite naturally, a more profitable 
one to all concerned. 

"A casual inspection of additional facts paints a still 
more hopeful picture of the pentode future. The pentode 
is a three grid tube, a modification of the familiar screen 
grid design, in which a cathode grid (the third grid, 
placed between the screen grid and plate and grounded 
to the cathode) effectively reduces the secondary emis- 
sion, heretofore a limiting factor in screen grid technique, 
so that we have a power tube that does unusual things. 
It is a high mu power tube that gives approximately the 
same output as two 45 types in push pull, at the same 
anode voltage, but with about one-third the grid swing. 
In other words, we have adequate power arrangement 
that really will operate effectively from the output of the 
detector tube. 

"Unfortunately (if you look at it this way) millions 
of dollars are tied up today in the very fine radio equip- 
ment manufactured previously to the perfection of the 
pentode. These millions of dollars represent stock on 
the shelves of dealers, jobbers and manufacturers, as well 
as production equipment designed to manufacture these 
receivers. It would be obviously economically unwise to 
junk all this material. And the pleasure of the radio 
listening world depends directly on the economic sound- 
ness of the radio industry. 

"Haste, as we have been told, makes waste. A certain 
period of time will be required to design receivers about 
this new tube-a period of time in which the present-day 
equipment, already referred to, should be disposed of 
through the regular channels. With the situation 
manipulated by competent executives, the switch to 
pentode design (should further tests show this desir- 
able, as I think it will) will be made with a mini- 

mum of pain to all concerned with its development. 
"The set manufacturer himself can have no desire to 

prolong the manufacture of non -pentode receivers be- 
yond the time recommended by sound economic reasons, 
beneficial to the industry and the radio fan, when he can 
make a better pentode receiver for the money that buys 
his present sets, with new and attractive sales points. I 
have this faith in the soundness of the radio manufactur- 
ing industry, in its ethics and ideals. 

"And it must be borne in mind that the pentode will, 
under no circumstances junk present-day equipment. 
There is no reason for the fan to wait for a pentode 
set. While better sets using the -pentode may be built, 
dollar for dollar, a really good receiver of the present 
design will be quite satisfactory in quality and volume 
and general tuning characteristics for years to come. 

"It is up to the manufacturers of radio receivers to 
decide when they want the pentode. As I said before, 
they will keep us waiting no longer than is necessary and 
desirable. And when the time comes the tube manu- 
facturers will be ready to supply them with a high grade 
pentode." 

National Union's Comment 
Discussing the situation with E. A. Tracey, vice- 

president of National Union Tube Corp., he said, "For 
the past six months we have carried on development work 
directed toward the perfection of a pentode tube and 
have at this time perfected a tube of this type to such a 
degree as to make it practically workable. 

"It is my opinion that all pentode tubes now available 
are subject to very definite improvements, and that they 
will not be generally marketed until those improvements, 
both as to the tube itself and the circuit for which it is 
designed, have reached a point very much in advance of 
anything that exists today. 

"It is practically impossible to set a definite date for 
the introduction of this tube, but I would certainly say 
that it would not be before September or October of this 
year and possibly not then." 

Radio Retailing believes that this subject merits careful 
consideration. It invites, therefore, further comment 
from all branches of the industry. 

Sells Trade-ins for "Second Set" Requirements 
ATERNATING CURRENT" Wagner, of De- 

troit, Michigan, sold 28 used sets last year to 
modern -set owners. He averaged $36 apiece on 

these transactions which was 20 per cent better than his 
allowance price. He obtained $85 for one of these 
"seconds." 

Why will the owner of an up-to-date power receiver 
buy another outfit-and a used one at that? 

"They need an auxiliary set for the boy to monkey 
with or for the bedroom upstairs," Wagner replies. "They 
can use this inexpensive receiver out at the camp. Those 
who listen most attentively to this proposition are pro- 
fessional people or business men. These fellows like 
to play with radio-but they don't care to mess up their 
best set in the living room." 

Wagner supplies used batteries and rejuvenated tubes, 
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both guaranteed, however, for 30 days, with these bar- 
gain buys. He finds that his t.r.f. sets can be operated 
quite satisfactorily off the aerial which is being used 
for the down -stairs receiver. 

Service is not a problem because people who buy 
"seconds," "as is" for auxiliary purposes do not expect 
free service and intend to experiment along those lines 
themselves. 

A further advantage: when customers find out how 
handy a second set is around the house, they frequently 
want to get a real, power type, outfit. This leads to a 
third sale, this time another modern receiver. To these 
his standing offer of "full allowance on the trade-in, if 
traded -in for a new set," applies. "A.C." credits the 
sale of seven modern consoles to this proposition. In 
one instance, he sold a certain trade-in three times. 

Radio Retailing, February, 1930 
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A steady, unwavering Flow of 
energy, smooth and silent, has 

been the dream and the despair 
of radio engineers throughout 
the history of the A. C. Set. In 

these power -supply transform- 
ers, developed by TCA, the 
dream has become a reality. 

Any power -pack mustof neces- 
sity have adequate capacity to 
handle the set . . . but the 
quality of the output of the 
transformer and filter circuit is a 

hidden "fourth dimension" that 
puts real value into a radio re- 
ceiver. This smooth quiet power 
is a composite result of scientific 
design, fine materials and skilled 
workmanship. 

Only scrupulous control of ev- 
ery manufacturing process and 
minute oversight of every oper- 
ation makes possible such a 

result on a volume production 
basis. 

Power Transformers 
Power Packs 
Audio Transformers 
Chokes 
Dynamic Speakers 

Engineering co-operation gladly 
furnished to meet your special 

requirements. 

TRANSFORMER CORPORATION 
OF AMERICA 

2301-2319 S. Keeler Ave., Chicago, III. 
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DON'T TAKE 
CHANCES 

THE NAME TRIAD IS YOUR SUREST 

GUARANTEE OF RADIO TUBE QUALITY 
Here is still further proof of it TRIAD Tubes are 

now fully licensed under all R.C.A., General Electric 

Co., and Westinghouse Electric Mfg. Co. patents! 

Quality alone has won for TRIAD Tubes a nation- 

wide acceptance and continued adherence to 

that same quality standard is daily winning thou- 

sands of additional TRIAD users. . . . . . . . . 

New-TRIAD Tubes, T-24 and T-27! 

Now definitely protected against 

burn -outs and rendered completely 

non-microphonic. Here is still an 

other achievement of TRIAD 

engineers! 

TRIAD 
RADIO TUBES 

TRÌAD MANUFACTURING CO., INC., PAWTUCKET, 
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G tNIliEMEN 
HAVE YOU A 

CONDENSER 

PROBLEM in your 
lab? 

IF SO we can 
help you. 

WE HAVE 
very extensive 

RESEARCH LABS 
headed by 

CAPABLE ENGINEERS 
specializing in the 
application and production 
of 

ELECTROLYTIC and 

PAPER CONDENSERS 
TO 

HELP DESIGN AND 

PRODUCE A-1 

FILTER SYSTEMS 

AT A LOWER COST. 
HOW ABOUT 

PRODUCTION? 

120,000 SQUARE FEET 
in our new 

PLANT devoted entirely 
to the manufacture of 
condensers. 

WE ARE ONE SPECIALIST 
it costs nothing 

TO CONSULT. 

YOU ARE both 

JUDGE and 

JURY. 
HOW ABOUT 
A TRIAL? 

SPRAGUE SPeCIAL,'1`1E4S COMPANY 
QUINCY, MAS SAoHUSe TTS 

SOME SPRAGUE ELECTROLYTIC OR PAPER CONDENSER. 
WILL SOLVE YOUR CONDENSER PROBLEMS 
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Why Waste 

1!CTROLYTI 
CON DENSER 
Contains 72 m fd. 
in 35 cubic inches 

all this Space 
on Condensers 

Radio Dealers and Distributor s 

are finding a ready and extremely 
profitable sale of the Mershon 
Condenser. Not only to Service 
Men but to Set Builders, Labora- 
tories, Engineers and Experiment- 
ers in the field of Television, etc. 

The use of heavy, cumbersome condensers is passing with the realization that the 
famous Mershon Electrolytic Condenser not only saves WEIGHT and SPACE 
but delivers abnormally HIGH CAPACITY. Thirty-one leading radio manufac- 
turers specify the Mershon Condenser as standard equipment because it is self - 
healing, economical, humless and trouble -proof. 
Radio dealers find an exceptionally larg a sale to replacement and service men as 
well as to designers and builders of all kinds of radio apparatus. 
May we send you complete information about this sales opportunity right at 
your door? 

Mershon Division, Dept. RT. 
The A»rrad Corporation 

Medford Hillside, Mass. 

SELF- HEALING 
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WHOLESALERS AND DEALERS TELL US o 

that three out of five "service" calls made P 

during 1929 covering sets that "won't work" were P 

directly traceable to poor tubes; that all the service 
men did on these calls was to put in good tubes and 
the set functioned perfectly. This is a tremendous 
accusation against the tube business, and one that 
calls for the progressive tube houses to eradicate. 

NOW LINDE 

T11E above clipping was a leading 
editorial in one of the principal 

magazines devoted to the radio industry. 
It is of vital interest to anyone connected 
with the sale of radio. 

The De Forest Radio Company fully 
agrees that the future of Radio depends 
to a large degree upon the excellence 
of tubes supplied to dealers 
and to set users. The respon- 
sibility is squarely up to tube 
manufacturers. 

For years De Forest Audions 
have set the world's standard 
of excellence. They contain 
less than one -fifteenth the 
air pressure of other standard 
makes. The degree of vacuum 
is directly responsible both 
for the life and for the oper- 
ating qualities of a radio tube. 

De Forest Audions are sub- 
jected to more rigid tests and 
inspections than any radio 
tubes on the market. Before 

a De Forest Audion is permitted to 
leave the De Forest Laboratories it is as 
nearly perfect as it is possible to make 
a radio tube. It is as accurate and de- 
pendable as a fine watch. 

While all radio tubes are licensed 
under patents controlled by the 
De Forest Radio Company, De Forest 

Audions contain many indi- 
vidual refinements of fila- 
ment design, improved chem- 
ical processes and more rigid 
mechanical construction. 
Thus every De Forest Audion 
is equipped to reduce the 
staggering total of service 
calls and dissatisfaction now 
traceable to inferior tubes. 

DEFOREST RADIO COMPANY 
PASSAIC, NEW JERSEY 

Branch Offices Located in 
Boston, New York, Philadelphia, 
Atlanta, Pittsburgh, Dallas, Denver, 
Chicago, Minneapolis, St. Louis, 
Seattle, Detroit, Kansas City, 
Los Angeles, Cleveland. 

AUDIONS 
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THE METAL THAT IS "TUNED" TO RADIO 
HIGH ELECTRICAL EFFICIENCY 
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Look Inside and There's Alu- 
minum-the Metal Chosen by 

the Majority of Manufacturers 
Knife-edge selectivity-clearness of tone-all radios today are sold 

on these two factors. Bringing a perfectly flat surface-a uniform 

thickness that does not vary the width of a split hair, the Alcoa 

Aluminum Sheets insure knife-edge selectivity and clearer tone. 

The extreme lightness of Alcoa Aluminum condenser blades-they 
weigh / as much as other metals used for condensers-means that 

they throw less weight on the tuning support. Then again, their 
great strength combined with lightness insures that the condensers 

will not be thrown out of their fine adjustment in shipment. Every 
set you sell gives the same clear reception that it gave when tested 

at the factory. 

Alcoa Aluminum makes possible the effective electrical circuits 

needed for today's radios. It has the highest electrical conductivity, 
weight for weight, of any material used for set building. 

With today's keen competition, stick to the leaders. Choose the best 

seller. Choose from the list of the manufacturers who use Alcoa 

Aluminum for Condenser Blades, for foil condensers, for shielding, 

for wire and for cast parts. ALUMINUM COMPANY of AMERICA; 

462 Oliver Building, PITTSBURGH, PA. Offices in 19 Principal American Cities. 

ALCOA ALUMINUM 
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FOR EVERY SET AND EVERY SOCKET 

A 
Long Life 

and a Happy One! 

,; .,II 

to the weak 
Z/'11 

'11 
; the trade 

If you want to dodge arguments and adjustments with your 
customers, handle tubes that don't get tired easily. It isn't 
enough to install tubes that have long life. Tubes, to be 
successful (just like men) must have something more than 
the ability to stay alive. 
The technical characteristic of the Gold Seal Radio Tube 
which proves its quality is its straight line efficiency; over 
thousand -hour tests Gold Seal tubes drop very slightly in 
their emission characteristics. It's the Anti -Depreciation 
Tube. 
The sound of a radio tube depends primarily on this one 
factor. Gold Seal Tubes sound as well months after they 
have been installed in your customer's set as they did 
when you proudly showed them off to him first! 

Glad to send you full information. Want it? 

GOLD SEAL ELECTRICAL COMPANY, Inc., 250 PARK AVENUE, NEW( YORK 

Gold Seal Anti.Depreciation Tube 
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Tune in with the Times 
There's certainty in profits where there's confidence in 
a name. People don't go bargain -hunting for govern- 
ment bonds. Nor do they come price -heckling when they 
inspect the Edison at your store. They expect great things 
of the Edison. When they hear it their belief in Edison 
genius becomes more confirmed -their desire to own an 
Edison radio more intense. The Edison's Light-O-Matic 
tuning intrigues them. Its ease in operation delights 

Sell the Edison 
them. Its naturalness of tone thrills them. They want 
the Edison - and they are buying it . . . buying it all 
over the country ! 

It's the radio trend 
of the times! Put 
your store in tune 
with Edison . . . 

where your profits 
are assured. 

TRADE MARK 

as U. &VJOÌZ_ 1 NC 

ORANGE, N. J. 

EDISON DISTRIBUTING CORPORATION 
ATLANTA, 199 Forsyth St. S. W.....BOSTON, Statler Bldg CHICAGO, 3130 So. Michigan Ave DALLAS, Santa Fe 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 
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 MEMPHIS, Russell -Heckle Co 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 TAMPA, Tampa Radio Corp WATERBURY, 
Sprague Electrical Supply Co. 
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Now IS THE TIME 
TO SELL ON FAITS! 

Convince Yourself ... then 
Convince Your Customers 

Your customers want quick action. 
Let them hold a watch on Arcturus... 
the program is there in 7 seconds. 

Your customers want clear, pure tone. 
Let them listen to an Arcturus -equipped 
set-no question about tone quality. 

Your customers want long- lasting 
tubes. Your meter shows that Arcturus 
Tubes easily withstand a 5o` , over- 
load; definite proof of stamina that 
means long life. 

7, HE day of radio ballyhoo has passed. 

The public has quit buying extravagant 

claims. Merit alone is the modern 

measure of merchandise - merit that can be 

proved to today's critical customers. 

Right now buyers are more than set -conscious 

-they are tube -wise. Radio tubes, like other prod- 

ucts, must toe the mark with proved performance 

to build up your biggest asset-- consumer 

satisfaction. 

Arcturus Tubes are that kind of merchandise, 

they need no "sales talk." They sell steadily on 

proved performance, easily demonstrated by 

convincing tests. Show your customers Arcturus' 

quick action, clear tone and long life ... and 

make your sales with satisfaction assured. 

You need this kind of tangible quality in all 

your merchandise under present conditions. 

Concentrate on products of proved reliability, 

and put your business on a healthier, more 

profitable basis during 1930 

ARCTURUS RADIO TUBE COMPANY 
NEWARK, N. J. 

ARCTU RU 
LONG LIFE Qc 

RADIO TUBV 
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HOW MUCH PROFIT 
IN LONG DISCOUNTS? 

Competition, plus an over -anxious desire for the 
"order," have caused many manufacturers to tempt 
jobbers and dealers with unusually long discounts. 

When a manufacturer continues to grant extra long 
discounts, the result is either he will be forced out 
of business, or he must lower the quality of his 
product. In either case, the jobber and dealer, not 
the manufacturer are the real losers. 

Facts and figures compiled by Perryman jobbers 
and dealers show convincing proof of healthy profits 
made and kept by reason of fair discounts, quality 
product, good turnover, backed by a sound consistent 
factory policy. 

Perryman policies of 1925 are Perryman policies 
of 1930. Perryman distributors of 1925 are Perryman 
distributors of 1930. 

Radio tubes are a volume item with constantly 
increasing potential. Jobbers and dealers who seri- 
ously desire to build a profitable radio tube business 
for 1930 and to continue to receive profits from this 
business for years to come, are invited to write. 

RYMAN ELECTRIC CO., INC., 4901 Hudson Blvd., North Bergen, N. J. 

FERRYMAN 
RAOIO5 TUBES 
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CHALLEN G EIE 
our engineers to estallish a new standard of 
radio value .. , and they answered with 

errr SPARlO 

,u)usuui unnn;r nuini _.- 

E3 

We fittingly celebrate the beginning 
of our 30th anniversary year with the 
announcement of Sparton Model 589, 
setting a new high mark of radio 
value, dollar for dollar. 

The new Model 589 reaches out to 
amazing distances, even on a very 
short aerial. Extrem e selectivity makes 
its distance -getting power fully usable. 
Nation-wide experiments show an 
ability to pierce through local sta- 
tions and capture others, which is a 
source of wonder, even to engineers. 
And with all these remarkable features, 
Radio's Richest Voice retains its capti- 
vating purity. 

Priced lower than any other Sparton 
console ever marketed, the new Model 
589 opens up a broad new field to 
Sparton dealers. 
THE SPARKS-WITHINGTON COMPANY 

(Established t9oo) 
JACKSON, MICHIGAN, U. S. A. 

Pioneers of Electric Radio without batteries of any kind 

SPARTON RADIO 
"Radio's Richest Voice" (413) 
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SPA M2*. 
RADIO TUBES 

We are emerging from upset 
market conditions into a 
period of normalcy, stability 
and increased prosperity. 

Our discounts are attractive, 
our National and Local Ad- 
vertising Support has been 
increased; our 5 plants are 
in operation; SPEED dealers 
and jobbers have made a 
comfortable profit. 

A line from you will bring 
the most interesting tube 

offer of 1930 in detail 

c> 
CABLE RADIO TUBE CORPORATION 

u 
84-90 N. Ninth Street Brooklyn, N. Y. 
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How would the patronage of 

61 FAMILIES 
out of 118 suit ,,ou 

IN 
a big middle -western city, 61,000 families 

out of 118,000 buy and read The American 
Weekly, the magazine with the largest circu- 
lation on earth. 

That's about four times as much circulation 
in that city as the next biggest magazine can 
boast. 

In your city, also, chances are that The 
American Weekly has more circulation than 
any other magazine. For this huge publica- 
tion has merchandisable circulation in two out 
of every three cities and towns of 10,000 
population and over. 

When an advertiser tells you he plans to 
advertise in The American Weekly, stock his 
goods, display them on your shelves and coun- 
ters, and get set for extra sales. 

What is 

The American Weekly ? 
The American Weekly is the magazine 
distributed through seventeen great 
Sunday newspapers from seventeen 
principal American cities. It concen- 
trates and dominates in 536 of America's 
812 towns and cities of io,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%O. 

IN AN ADDITIONAL IO2 CITIES, IT REACHES 30 TO 
40%. 

IN ANOTHER I17 CITIES, IT REACHES 20 TO 30%. 

-but that's not all. Nearly 2,000,000 
additional families in thousands of other 
communities regularly buy The American 
Weekly-making the unprecedented na- 
tional total of 6,000,000 families who 
read The American Weekly. 

TH E 
Greatest 

Circulation 
in the World EEIY 

Main Office: 9 East 40th Street, New York City 

Branch Office, WRIGLEY BLDG., CHICAGO ... 5 WINTHROP SQUARE, BOSTON ... 753 BONNIE BRAE, Los ANGELES ... 222 MONADNOCIL 
BLDG., SAN FRANCISCO... 12-231 GENERAL MOTORS BLDG., DETROIT ... I138 HANNA BLDG., CLEVELAND ... 101 MARIETTA ST., ATLANTA 
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NO "SIGNS OF SPRING" 
IN THE ZENITH PICTURE 

New Super 
Zenith Mod- 
el 61-9 
tubes, in - 

LESS TUBES 
eluding rec- 
tifier. Ad- 

vanced Screen -Grid circuit. Double 
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. 

Other new Super Zenith Receivers 
from $145 to $495. 

Western U. S. prices slightly higher. 

WITH THE NEW 

60 LINE 

IT'S STILL MID -SEASON FOR 

EVERY ZENITH DEALER 
To Zenith Dealers everywhere 1930 
has begun like a mid -season, high -peak 

profit period ... and not a pause, not a 

let-up in sight. See the new Zenith 60 - 
Line and you'll know why. Zenith leads 

again...and by an even greater margin 
than ever before. 

ZENITH RADIO CORPORATION, CHICAGO, ILL. l N fne AUATIC- ,.- 

.LONGDSANC.- RAD IO 
"Automatic Radio" Owned and Controlled by The Zenith Radio Corp., Chicago, U. S. A., under the following patente-Vasselli 1581145, Re -issue 17002, Heath 1638734, Marvin 

1704754, Canada 264391, Great Britain 257138, France 607436, Belgium 331166. Also under other U. S. and foreign patents pending. 

Licensed only for Radio amateur, experimental and broadcast reception. Western United States prices slightly higher. 
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10 YEARS of RADIO 
MANUFACTURING 
Plus OVER /2 YEARS of PIONEERiNG in 
ELECTRICAL REPRODUCTIONoF SOUND 

:AMES J. RYAN 
Treasurer LOUIS G. PACENT 

President 

IN 1919 when the Pacent Electric Company 
began to manufacture radio essentials, the 
industry was truly in its infancy. The years 
since have seen a steady and healthy growth, 
until today, the company enjoys the distinc- 
tion of being one of the oldest and most 
far-sighted manufacturers. 

Today PacentElectricCompany has the largest 
engineering and research staff in its history. 
All Pacent Devices are examples of modern 
leadership in engineering and in sound, 
creative manufacturing. 

Pacent Quality and Service are enemies of 
business depression. 

Pacent Electric Co. 
91 Seventh Avenue, New York 
Manufacturing Licensee for Great Britain and Ireland: 
IGRANIC ELECTRIC COMPANY, LTD., BEDFORD, ENGLAND 

Licensee for Canada: White Radio Limited, Hamilton, Ont. 

e 

C. F. GOUDY 
Chief Engineer 

H. H. BROWN 

B. H. NODEN 
Secretary 

GEORGE SOULE 
Sales Manager 

O. B. PARKER 
Production Manager Asst Chief Engineer 

TORE LUNDAHL W. P. POWERS 
Sound Engineer Technical Director 

it. 

Iá ejort¢. 
,.. 

10412: OF PACENT ES52:+T.s 

A. C. BRADY 
Ass't Prod. Mgr. 
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6 Sensational New Majestic 

Models-all with the amazing new 

C TV112 
L flllAklC 4PCQKLL3 

Model 92 - Jacobean highboy in 
Walnut and Lacewood. $146 less 
tubes, $167.50 complete. 

Model 91-Early English design in 
Walnut and Australian Lacewood. 
$116 less tubes, $137.50 complete. 

F Model 103-Radio-Phonograph. 
Beautiful English treatment in Wal- 
nut and Lacewood. Counterpoised 
Top. Doors faced on both sides with 
Matched Butt Walnut. $203.50 with- 
out tubes. $225 complete with guar- 
anteed Majestic Matched Tubes. 

Lief rued under patente and afDlieatiane 
N R. C. A,s . and K. F. L., aleo by Lekti- 
ybns. Lo M Aaooi,.ui. 

Naaan 

HERE'S the greatest profit opportunity in radio 
history ... six beautiful 1930 Majestic models 

featuring Majestic's newest achievement-the Colo - 
tura Dynamic Speaker. The Colorful Tone that sold 
2,000,000 Majestics now is richer, truer than ever. 
Both voice and instrument are reproduced perfectly for 
the first time in radio. 

... New chassis design eliminates half the soldered 
connections formerly necessary-wipes out service 
costs. 

... New 35% increase in over-all sensitivity results 
in amazing new performance. 

.. . New cabinets of superb beauty-both in design 
and cabinet woods-provide styles and sizes to please 
every taste. 

.. Amazing new low prices make Majestic easier 
than ever to sell. No other dealers in the whole field 
of radio will be able to offer such pure, rich tone-such 
power and performance-such beauty of cabinet-at 
anywhere near Majestic prices. 

Majestic dealers will make the big radio profits of 
1930-just as they did in 1928 and 1929. Phone or 
wire the nearest Majestic distributor now for infor- 
mation on the Majestic franchise. 

GRIGSBY-GRUNOW COMPANY, Chicago, U. S. A. 
World's Largest Manufacturers of Complete Radio Receivers 

Model 93-Beautiful English design 
in matched Walnut and Lacewood. 
$146 less tubes, $167.50 with Ma- 
jestic Matched Tubes. 

Model 102-Same as Model 93, but - 
with marvelous new Ma. estic elec- 
tric phonograph added Counter- 
poised Top. $184 less tubes, $205.50 
with Majestic Matched Tubes. 

RADIO 
MIGHTY MONARCH OF 

Model 90-Compact Tudor cabinet 
in American Walnut. Grained Butt 
Walnut centerpaneb Special brocade 
over speaker. Price less tubes $95, 
with guaranteed Majestic Matched 
Tubes $116.50. 

THE AIR 
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N OW 
IS THE TIME 

to start selling 

COPELAND 
ELECTRIC 
REFRIGERATION 

81 

Amazing new models increase Copeland's 

popularity. Combination of radio and electric 

refrigeration is both logical and profitable. 

Here, Mr. Radio Merchant, is the opportunity you've 

been waiting for - the chance to insure year- 

round profits by adding a quality line you're 

already equipped to sell: Copeland Dependable 

Electric Refrigeration! 

Among the inducements which have led so many 

radio dealers to this source of extra profits are 

the following: 

(1) ... a nationally -advertised product which has 

won steadily increasing national acceptance 
year after year, and which is in greater demand 

today than ever before! 

(2) ... the vitally important advantage of a really 
complete line, providing an installation for every 

household, apartment and commercial need! 

(3) ... a chance to tie up with one of the leaders 

in an industry strongly resembling radio in its 

sales and service methods. Every one of your 

radio customers is a prospect for a Copeland! 

Thinkwhat it would mean to you to have a Copeland 
franchise now, with refrigeration business coming 

up, and radio sales going down! Decide today to 

investigate the Copeland proposition. Write us, 

or mail the coupon, without delay! 

COPELAND, 332 CASS AVENUE, MT. CLEMENS, MICHIGAN 

rilr 

Please send full in- 

formation about the 

Copeland plan. NAME ADDRESS 
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(REG. U. S. PAT. OFF.) 

is your good luck 
because of its many applications to 
sound amplification in hotels, clubs, 
hospitals, churches, arenas, theatres, 
restaurants, office buildings, dance 
halls, auditoriums, winter and sum- 

mer sports, air ports, skat- 
ing rinks, swimming pools, 
ships, etc., because each in- 
stallation makes you a hand- 

some profit from 
wiring, speakers, 
microphones, radio 
receiver and phono- 
graph in addition to j 
the sale of PAMs. 

PAMS 
List Price, $137.50 

In the buildings shown above are but a few of the 
many PAM installations found the world over. Be- 
ginning at lower left and taking them in order, we 
have the Foshay Tower, Minneapolis; Masonic 
Temple, Allentown, Pa.; Mount Royal Arena, 
Montreal ; Dockstader's Orchestra, Minneapolis; 
Walter Reed Hospital, Washington; Immaculate 
Conception Church, Philadelphia; and General 
Motors Research Building, Detroit. The uses range 
from dedicatory exercises and call systems to group 
address and entertainment systems. 

Main Office: 
CANTON, MASS. 

MIRI 
List Price, $135.00 

PAMs faithfully amplify any sound from a micro- 
phone, phonograph pickup or radio set, to a volume 
which can be regulated for the largest or the smallest 
indoor or outdoor audience. 

A new 16 -page bulletin giving mechanical and elec- 
trical characteristics, representative installations, and 
many new PAM Amplifiers, will be sent upon re- 
ceipt of 10 cents in stamps to cover postage. When 
writing ask for bulletin No. RR17. Only Samson 
makes PAMs. 

Q11iir0íi11L71{"I ü 
MIS MIS 6 Ce 

R -M 
Factories: CANTON 

and WATERTOWN, MASS. 
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MORE FAN BUSINESS FOR YOU 

In every General Electric 
Fan advertisement, this 
sign appears. On yourstore 
frontthissummer, itwill 
attract G -E fan prospects. 

e tte. w 

----^-" 

-use the tremendous prestige 
of the General Electric name! 
Don't sign a Fan contract until you 
see our 1930 Fan proposition. 

NOW is the time to plan for a big G -E Fan 

business this year. General Electric support will be stronger 
than ever. A billion magazine ads will carry the familiar G -E 

monogram during the year. Full -page fan advertising appears 
regularly during the summer months in Liberty, Collier's and 

Saturday Evening Post, three magazines reaching the great 
majority of fan buyers everywhere. 

With our 1930 Fan Proposition, you can make new fan 

sales records. 
MERCHANDISE DEPARTMENT GENERAL ELECTRIC COMPANY 

1930 

PUT THESE HELPERS TO WORK 

1. Window display, a new one, tying in 
with the national advertising. 

2. Metal Fan Sign, to identify your store 
as headquarters for G -E Fans. 

3, Fan Window Strip, to attract passers- 
by. 

4, Folders, to use in mailings to all pros- 
pects. 

5. De Luxe Fan folder, to hand to special 
prospects. 

6. Mailing folder, for general distribu- 
tion. 

7. Hand fans, to keep your name before 
fan prospects. 

8. Newspaper ad mats, to help you 
tie-in with national advertising. 

9. Price tags, to answer the question 
"How Much$" 

10, Lantern slides, for use in community 
theatres. 

The sale of one 
G - E product helps 
another. When you 
sign your G -E Fan 
Contract ask about 
the G -E Cleaner 
proposition. it will 
pay you to be 
known as the store 
that handles all 
G - E Merchandise 
Products. 

BRIDGEPORT, CONNECTICUT 

GENERAL ELECTRI 
MERCHANDISE PRODUCTS 
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Your Cash Register 
shows the 

results 

"Phileo" in brilliant 
neon red, in attractive 
contrast with Flexlume 
Raised Glass letters-the 
strongest day and night 
bombingtion. TO increase sales at once 

and permanently, use that greatest attractor 
of the street throng's attention-an electric 
sign. If that sign be a Flexlume it will 
compel the widest public notice of who and 
where you are and what you sell, both day 
and night. 

Flexlume's experience and facilities are 
w your advantage. Operating the largest 
plant in the world devoted exclusively to 
electrical advertising, Flexlume can give 
you more in striking design and lasting con- 
struction. Nation-wide organization and 
million -dollar finan- 
cial responsibility as- 
su,res maximum of 
service and dependa- 
bility. 

Allow our trained 
representative i n 
your city to talk 
over your electric 
sign needs; also to 
submit, without obligation, color sketch of 
an attractive display for your establishment. 
FLEXLV ME CORPORATION, 3084 Military 
Road, Buffalo, N. Y. 

BALANCED 
AÚ Ñ T ED _` -D ó 

Phileo dealers draw more 
passersby to their window., 
with this vivid Flexlume neon 
combination electric. 

FLEXLUME 
CORPO 

Neon Tube . Raised 
Glass Letter . . . Ex- 
posed 

Combina 
or 

Combinations. 

Sales and Service 
Offices in Chief Cities 

of II. S. and Can. 

The heart of the tube 
is in the tubing . . 

The growth of the radio tube indus- 
try found us equipped with a wide 
experience dating back to 1899 in 
the manufacture of the highest 
quality of precision metal tubing. 
The popularity of Summerill Pre- 
cision Nickel Tubing in the manu- 
facture of quick -heating tubes is 
shown by the quadrupling of our 
output since May. 
Let us show you how Summerill 
Precision Tubing will fit your 
problem. 

The Summerill Tubing Co. 
Founded in 1899 

Bridgeport, Pa. 
(Philadelphia District) 
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Pickup Booster Kit BICR706 for use 
with Radiola Model 66. List Price $7.00 

(Slightly Higher West of Rockies). 
The transformer, switch and terminal 
adapters for Radiola 66 are shown above. 
It is only necessary to connect the three 
cord terminals to the corresponding ter- 
minals of the set A switch controls op- 

eration of radio or phonograph. 

Booster Kit BK706 for any set using 
"C" Bias Detection. List Price $7.00 

(Slightly Higher West of Rockies). 
For screen -grid sets having only a low 
gain in their audio system and using 
"C" bias detection. Plug adapter into 
detector tube sodket and insert detector 
tube into adapter. The switch operates 

phonograph and radio. 
Where two good stages of audio are 
used, sufficient volume is secured by con 
necting adapter in the first audio stage. 

Radio Retailing, February, 1930 85 

Now more than ever, the Webster is 
Supreme in the Pick-up field! 

WEBSTER progress and success was outstanding in 1929-it will be even greater 
in 1930! New and improved features have been added. The famous Webster 
fidelity of tone has been perfected to new standards. Modern design has pro- 

duced striking appearance. All these distinctive advancements assure continuance of 
the leadership position now occupied by Webster. 
The Webster Built-in Volume Control (illustrated on the rear view of Model 2-A at 
the right) permits instant switching from phonograph to radio, from radio to phono- 
graph, and controls phonograph 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 new Webster Scratch Filter, offered for the music 

lover who desires a round, mellow tone instead of one of 
brilliance and sharpness. The list price is $2.00. The new 
Webster Booster Kits are supplied for particular sets 
where increased volume and quality of tone are desired. 

Make 1930 Your Big Profit Year! 
Before you choose a pick-up for your 1930 sales, consider all the 
profitable advantages offered by Webster to make your sales 
efforts unusually successful. 
Hear the new Webster with your own ears. Its rich reso- 
nant full -range tone will surprise you. If your jobbe, has 
not stocked the Webster, write us direct. 

WEBSTER ELECTRIC COMPANY, Racine, Wisconsin 
Export Department: 15 Laight Street, New York City 

Pickup Model 2-A includes head, arm, 
built-in volume control and switch, 
adapters. List $17.50. Model 2B in- 
cludes head with attachment clamp, sep- 
arate volume control and switch, and 
adapters. List $13.00. Victor Radio R-32 
special model, $17.50 complete. Model 

for phonograph tone arm, $13.00. 

11 

Webster Screen -Grid 
Adapter 

In sets such as the Atwater - 
Kent 55, 60 - Philco 65 - 
and others employing similar 
circuits, the Webster screen - 
grid adapter solves the prob- 
lem of pick-up reproduction. 
Installation is simple. Remove 
the detector tube, plug in the 
Webster Adapter, and replace 
the tube. No further attention 
is necessary. This screen -grid adapter, and the standard 
Adapter, are supplied with the 

Webster Pick-up at no 
extra cost. 

Theatre Pick-up 
Illustrated above. For use with 16" rec- 
ords, 33t/3 R. P. M. Two models, Stand- 
ard 2D, $25.00, low impedance model 2Dl, $30.00. Matching transformers at 

$6.50. 

Wlectric Pick-up 
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AN ENORMOUS 
MARKET EXISTS 

FOR THE B -H 
RECTIFYING 

TUBE 
FOR "B" ELIMINATORS I 

Carton of four 
Eveready Raytheon B -H Tubes 

EVEREADY 
RAYTHEON B -H 

THE B -H tube is standard for more than 100 
makes of "B" power units. Most units were 
designed for the B -H tube, and millions were 
sold in the past few years. When tube re- 
placements are necessary, your customers 
want B -H tubes. 

You can buy handy cartons of four Ever- 
eady Raytheon B -H Tubes. Always keep at 
least one full carton on hand. Tell your cus- 
tomers what a great improvement in recep- 
tion a new rectifying tube will make. 

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

Branches: Chicago Kansas City New York 
San Francisco 

Unit of Union Carbide (kEC and Carbon Corporation 

EVEREADY 
RAYTHEON 

The RaD 
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 $58.50 
Write Now For Descriptive Literature 

or See Your Nearest Jobber 

THE RADIO PRODUCTS CO. 
DAYTON, OHIO 

Trade Marks 

www.americanradiohistory.com



Radio Retailing, February, 1939 87 

Good Tubes 
Build 

BIG BUSINESS 
CeCo, the largest exclusive 

tube manufacturing business, 
is built on QUALITY 

ODAY, successful radio retail- 
ing calls for the handling of an 

exceptionally high - quality tube. 
Why? ... because your customers 
are exacting more and more from 
their radios -15 -hour continuous 
daily operation . ,.. greater volume 
... longer distance ... finer selec- 

tivity. Tubes of 1927-1928 design 
and manufacturing principles can- 
not withstand this excessive taxa- 
tion. 

Every dealer knows there's no 
profit in service calls-either in 
dollars or goodwill ... there's no 
profit in replacing defective tubes 
over the counter. 

Your strongest asset in building 
a bigger business is to sell and 
stand back of the most dependable 
and efficient tube made ... one that 
stays in the set month after month 
...one that retains its original per- 

formance throughout its life .. ; 

one that makes a tube service call 
or counter replacement an excep- 
tion. 

Here in the CeCo 1930 line you 
have such a tube. Tests by recog- 
nized authorities show CeCoTubes 
last 30% to 50% longer... the 
United States government buys 
thousands of CeCo Tubes annually 
... sales of CeCo Tubes are 300% 
greater than last year. 

CeCo's dealer policy is very at- 
tractive and very fair ... that's what 
has helped us to grow ... and thou- 
sands of other radio dealers, too. 

Let us tell you how the CeCo 
franchise can build your business. 
There are several openings in cer- 
tain cities for live dealers wishing 
to handle this fastest -growing tube ... wire or write for particulars 
today. 

CeCo MANUFACTURING COMPANY, INC. 
1200 Eddy Street, Providence, It. I. 

CeCo Tubes are licensed under patents and 
applications of the Radio Corporation of 
America, the General Electric Company 
and the Westinghouse Electric and 

Manufacturing Company. 

CeCo advertising is continu- 
ous and effective. Exten- 

sive advertising is supported 
by a tremendously popular 
radio program broadcast every 
Monday for 52 weeks over the 
Columbia chain of 22 stations. 

In one week 15,000 fans 
wrote CeCo. We suggest you 
tune in on your local Columbia 
chain station next Monday at 
8.30 p. m. 

Ce C o RADIO TUBES 
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D 
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THIS shows the ex- 
clusive rocking disc 
construction of Cen- 
tralab volume control. 
"R" is the resistance. 
Contact disc "D" has 
only a rocking action 
on the resistance. 
Pressure arm "P" to- 
gether with shaft and 

bushing is fully 
insulated 

J 

IKE a deep, smoothly -moving stream, the volume 
LS 

0 
control on your radio, if it is a CENTRALAB, 

delivers a constant, uninterrupted flow of power 
that results in the purest, finest tone. 

The most famous American radios are CENTRALAB 
equipped. Is yours? 

Write Dept. 140-D, 20 Keefe Ave. for free booklet "Volume 
Controls, Voltage Controls, their uses." 

140-D, 20 KEEFE 

CENTRAL RADIO 

AVE., 

LABORATORIES 

MILWAUKEE, WIS. 

É 

@ 
_ 
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re -3M 
ANTENNA 

ELININATOR 
AND 

SELEC71OIIIR 

The Unsightly Aerial Is Doomed! 
For the Bud Antenna 
Eliminator and Selector 
has the same capacity as 
a good 50 ft. outside 
aerial. Think of the ad- 
vantages-more selectiv- 
ity, less interference, in- 
stalled in two minutes, no 
lightning arrester neces- 
sary and will last a life 
time. 
The hazards of climbing 
around slippery roofs or 
the possibilities of leak- 
ing roofs through faulty 
aerial installation is done 
away with. 
Dealers are jumping at it 
because their installation 
costs are cut and com- 
plaints are less. And the 
price is only $2.50. 

%31J0 
ANTENNA 

ELIMINATOR 

new 50 
only 

Order from your jobber 
or write direct to us. 

BUD RADIO Inc. 
CL EVE L A N D,..; O. 

Y 
VON 

SERVICE MEN 
15,000 Ohm New Development l Double Variable 

A new Variable Wire Wound Resistance for 
use in Power Packs, Eliminators, etc. Has ad- FGO 

justable contacts that can be arranged to give 
exact B and C voltages. Any resistance from 0 to 15,000 can be obtained. 
Wound with Nichrome Wire on special refractory tube. List $1.00. 

CONDENSER BLOCKS 
FOR Type List 

Majestic B 
Eliminator 287 $7.00 

Majestic 
Super B.... 281 7.50 

Majestic Set 
(1928 m'dl) 284 10.00 

Majestic A 190 8.00 
Atwater Kent 

Model37.. 283 12.50 
Zenith Set. 

(For allsets 
using 280 
rectifier)... 282 9.00 

Mohawk A.C. 
27 to 28.... 280 9.00 

Stewart - 
Warner.... 285 9.00 

Many Other Blocks, Not 
Listed 

TRANSFORMERS FOR 

Replace with MAYO. 
"They're Guaranteed." 

.. 
MA'Y0 Repiacexnent 

Hiock 
Ma¡tsüt .`S' 

EliminarM 

Majestic Eliminator Block 

Majestic B Typ List 
Eliminat- 
ors (All 
models)... T-287 5.00 

Zenith Pack T-282 9.00 
Mohawk A. 

C. 27 to 
28 (226 
type of 5 power 
pack T-280 9.00 

Stewart - 
Warner. .... T-280 9.00 E 

Many Other Transformers E 
Type 287 Not Listed 

RESISTANCES 
A Complete Line of Wire 

Write for new catalogue sheets Wound Resistances 
Ask your jobber or write direct. 

MAYO LABORATORIES, Inc. 
281 East 137th St., New York City 

MIll1111' 
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Chassis of Steinics Radio Receiver, showing some of the Darts made of Bakelite Materials. Made by Steinite Laboratories Co., Fort Wayne, Ind. 

Good insulation is essential 
to fine performance 

EVERY radio engineer knows that 
a primary essential to fine per- 

formance in any radio receiver is the 
thorough insulation of all electrical 
elements. Insulation materials that 
give reasonable satisfaction in other 
classes of service, may not be good 
enough for radio. In a receiver, 
insulating values must be main- 
tained unimpaired for indefinite 
periods, at all seasons and in all 
climates. 

Because Bakelite Materials are 
standardized products, of defin- 
itely determined and remarkably 
uniform insulating value, they 
have been the standard of the 

radio industry since the earliest days 
of radio broadcast and reception. 
Their use safeguards receiver perform- 
ance from faults due to impaired in- 
sulation. The use of Bakelite Ma- 
terials in the Steinite chassis shown 
above, is indicative of the general use 

of these insulations by the lead- 
ing manufacturers of radio re- 
ceivers. 

Radio dealers are invited to 
write for Booklet 39, "Bakelite 
in Radio," an interesting story 
of the part that Bakelite Ma- 
terials have had in the develop- 
ment of modern radio. 

BAKELITE CORPORATION 
247 Park Avenue, New York, N. Y. Chicago Office, 635 West 22nd Street 

BAKELITE CORP. OF CANADA, LTD., 163 Dufferin Street, Toronto, Ont. 

E3AK 
REGISTERED 

THE MATERIAL OF 

LITE 
A THOUSAND USES 

"The registered Trade Mark and Symbol shown above may be used only on products made from materials 

manufactured by Bakelite Corporation Under the capital "B" is the numerical sign for infinity, or unlimited 
Quantity It symbolizes the infinite number of present and future uses of Bakelite Corporations products." 
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4 

11odel 245 

ieStS 
Sf/ern 

\\Gi'íd 

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. 
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- 
company order. 

READRITE METER WORKS 
Established 1901 

6 College Ave., Bluffton, Ohio 
f'J 'is 0.1.12! O row r - 

Singer Bldg. 
149 Broadway 

New York 
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909A,C 
Tube Troubles 
of 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 certain pro- 
tection against costly, frequent 
tube replacement. 

$2.00 

WARD LEONARD 
ELECTRIC CO. 

MOUNT VEfNON, N. Y. 

VITROHM 507-109 VITRONM 507-109A For sets using 65 watts or less For sots using more than 65 watts and 
less than 130 watts 

Perfectly Filtered 
Alternating Current 
From D.C. Circuits 

With Janette Rotary Converters you 
can transform direct current to 110 
volt, 60 cycle alternating current. Fur- 
thermore, the current will be perfectly 
filtered-no ripple or hum in the radio. 
Because of their substantial construc- 
tion as well as the faultless A.C. radio 
operation which they make possible, 
Janette Rotary Converters have be- 
come the standard of virtually the 
entire radio industry. 

Write for Bulletin 1229-C 

JANETTE MANUFACTURING CO. 
555 W. Monroe Street 

Chicago 
Real Estate 
Trust Bldg., 
Philadelphia 
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CLACK E TY-C LACK! 
+ Printing Wealth + + + 

ITH AWHIRR AND A CLATTER the pressroom 

swings into action.The floor trembles, the lights quiver, the mov- 

ing maze of steel throbs in the rhythm of its own ponderous dance. 

A business paper is in the making. Great presses draw in at one 

end white paper and at the other end pour forth + wealth. For 

material possessions are not the only wealth of a people. Knowledge is a form 

of wealth + + knowledge of how to use men and materials and machines to 

create a wealth greater still. This knowledge + + which economists call fact - 

wealth, as distinct from material property + + is the wealth which begets wealth. 

In the creation of fact -wealth modern business papers play a dominant 

part. Back of the roaring pressrooms as they pile up fact -wealth in printed form 

are the news staffs, gathering information at the source, and the editorial staffs, 

checking and correlating that information. For the business paper's knowledge 

must be correct + + its readers are experts; they are swift to detect error; they are 

prompt to appreciate fact. They follow both its read- 

ing and its advertising pages intently, for to them 

the business paper is a very real source of wealth. 

As a creator of fact -wealth the modern 

business paper serves society; it serves its industry or 

trade; and it serves its individual readers. To this 

service it owes the honest circulation and the reader 

interest which make a good advertising medium. 

THIS SYMBOL identifies an 

ABP paper . . . It stands for 

honest, known, paid circulation; 

straightforward business methods 

and editorial standards that in- 

sure reader interest ... These 

are the factors that make a 

valuable advertising medium. 

THE ASSOCIATED BUSINESS PAPERS, INc. 

FIFTY-TWO VANDERBILT AVENUE NEW YORK CITY 

+ + + + 

This publication is a member of the Associated Business Papers, Inc... a cooperative, 

non-profit organization of leading publications in the industrial, professional and merchandising fields, 

mutually pledged to uphold the highest editorial, journalistic and advertising standards. 

91 
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g. 

ACME WIRE PRODUCTS ig 

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. 

New York Cleveland E 

52 Vanderbilt Ave. Guardian Bldg. 
Chicago 

842 N. Michigan Ave. 

Entra 11111111uini11111111111inin11111[IIIIIf1111111111I1111111111I1111111111111miii111111I1111111111111II1I11I11IIIIIII ami IIIIIIIII1111111IIIIIIIIIIII11í 
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WASMUTH - GOODRICH 

THE ACME WIRE CO. 
NEW HAVEN, CONN. 

Branch Offices 

_= COMPANY 
Y. 

e. x 

g. Fine Radio Cabinets =_ 

o i.. ,. s E Á`Jÿ fashioned by e 
FI 

-57 

I Master Craftsmen 
5. 

P. 

ii 103 Park Ave., New York 
g. Peru, Indiana 
g. 

=u miumumimmunnumiiii uuuuuuuuuuuum iumiumiummuimuuui iniummimmmu mini mm i uun- 
. u.finnu nimm. .... ..... oun.. immi umnummi moulummuumluimuim....numinummuununnun..: 

THE POTTER CO. 
I 1950 Sheridan Road 
EI North Chicago, ILL. 

Without obligation add my name to your 
E. list so that I may receive Condenser 
E. information on Replacement Blocks and 

By -Pass Units. 
e. 

Name 

Address 

City State 

É 
E 

Now 
available as a complete 

radio library! 

bACTIeAL 
pRAc rrcAc kiDjo RADIO 

.. RAD10 

Three books that triple 
your opportunities in the 
radio field - 

A modern and practical library that covers the building, repair- 
ing and servicing of radio receiving sets- 
It serves alike the needs of the amateur and the commercial 
dealer and serviceman- 

S 

Radio Construction 
Library 

Three volumes, 993 pages, 561 illustrations, 6x9. 
By JAMES A. MOYER, Director of University Extension, Massachusetts Department of Education, 

and JOHN F. WOSTREL, Instructor in Radio Engineering and Supervis- ing in Charge of Industrial Subjects, Massachusetts Department of Education. 
Volume I.-PRACTICAL RADIO: This volume pieSents the' funda- mental principles of radio so clearly and simply, that anyone of average training, will be able to read, understand and apply them. In one chapter alone, it gives actual working drawings and lists of materials necessary for the construction of eight typical sets. 
Volume 11.-PRACTICAL RADIO CONSTRUCTION and REPAIR: All of the elementary principles of radio construction and repair are given full consideration. An explanation of the necessary steps together with a description of the accepted practices, for repair and construction of radio are covered. 
Volume III. - RADIO RECEIVING TUBES: In this volume the essential principles underlying the operation of vacuum tubes are explained in as non -technical a manner as is consistent with ac- curacy. It gives the construction, action, reactivation, testing and use of vacuum tubes and applications for distant control of in- dustrial processes and precision measurements. 
10 DAYS' FREE EXAMINATION-SMALL MONTHLY 

PAYMENTS 
Examine these books free for ten days. You will find them invaluable as a home study course and as a reference in the 
daily radio problems which you meet in your business. Simply 
611 in the coupon and the books will be sent to you postage 
prepaid; there is nothing to pay if they do not prove satis- 
factory. At the end of ten days send us only one dollar and 
then two dollars a month until the price of seven dollars has 
been paid. If at the end of the examination period the books 
are not satisfactory return them to us-No red tape-No agents. 

FREE EXAMINATION COUPON 
McGraw-Hill Book Co., Inc., 370 Seventh Avenue, New York. 
Gentlemen:-Send me the NEW RADIO CONSTRUCTION LIBRARY, cal charges prepaid. for 10 days' Free Examination. If satisfactory I will send $1.50 in ten days and $2.00 a month until $7.50 has been paid. If not wanted I will return at your expense. 

Name 

Ronne Address 

City and State 

Name of Company 

Occupation R R 2-30 
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Taud BO umóe Show 

%,r. i_ 
J e, 

- 6 
In Connection with the 6th Annual 
R. M.A. Convention and the Federated Radio Trade Assn. Convention 

The fourth annual R.M.A. trade show will be held 
this June in Atlantic City, the playground of America, 
the country's pre-eminent convention city. It will be 
the largest trade show in the history of the radio 
industry, twice as large as last year's Chicago show. 

Atlantic City offers more hotels, better accommoda- 
tions, more to see, hear and do-this is the one trade 
show you cannot afford to miss. 
The Atlantic City Auditorium, facing the board- 
walk and cooled by the breezes of the Atlantic 
Ocean, us the largest convention hall in the country. 
All exhibition booths and demonstration rooms will 
be under one roof, on one floor, making it easy to 

get a comprehensive view of the entire trade show. 

The June trade show marks the beginning of radio's 
new year. The most responsible manufacturers exhibit 
and demonstrate their latest models and accessories 
on this occasion. It behooves everyone connected 
with the radio ;ndustry to visit the trade show this 
year, which will be the most interesting and important 
radio gathering ever convened. 
Hotel reservations should be made through the 
Atlantic City Convention Bureau, Atlantic City, New 
Jersey. Invitation credentials for the trade show will 
be mailed to the trade about May 1st. 

Reduced round trip rates on all railroads. 

Radio Manufacturers' Association Trade Show, Room 1904, Times Bldg., New York 
Under Direction of U. f. Herrmann and G. Clayton Irwin, fr. 
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In the 
PUBLIC 
LIMELIGHT 

Radio servicing is a much discussed necessity 
with which manufacturer, dealer and set 
owner are equally concerned. Satisfying 
all three interests, the Weston Model 
547 has achieved an outstanding success. 
It is a complete testing outfit-light 
weight, portable and simple to oper- 
ate. Model 547 provides for all the 
required tests of D.C. or A.C. sets. 
Exceedingly popular with dealers 
and service men. While afford- 
ing set owners every assurance 
of satisfactory set perform- 
ance, this equipment simpli- 
fies one of the greatest 
problems in the industry. 

Send for descriptive 
information. 

PT -EASE THE 
SET 

OWNER 

WESTON ELECTRICAL 
581 Frelinghuysen Ave. 

AND YOU 
PLEASE 

TALL 

INSTRUMENT CORP., 
Newark, N. J. 

PIONEERS 
SINCE 1888 

INSTRUMF1.TS 

_senuuuuuuununnnnoumnanuuuunnuuuuuonnunmuunnumuunnunnunnnuuaonominmuansunmluuum_ 

É =e. 

E 

1 1 = 

í r 5 

R Pp 
Át-Ott( ; 

tr\.. r. 

MILADY -AMNIA 

Nearly 
a hundred mi 

of DURHA. 
METALLI ZED 'LAMENT 

used during peak months in 1929 in American Radio. The 
monthly volume of these units now employed by Amer- 
ica's most important manufacturers of radio receivers, 
power amplifiers and allied products if laid end to end 
would nearly stretch from New York to Philadelphia. 
This tremendous volume and this widespread preference 
by competent radio engineers is conclusivo proof that 
flee Durham metallized principle MUST be right! 
P.neineering data and samples for testing gladly sent upon 
request. Please state rating in which you are interested. 

WITS if 
METALLIZED 

RESISTORS & POWEROHMS 
INTERNATIONAL RESISTANCE COMPANY 

e. 

5. 

2000 Chestnut Street Philadelphia, Pa. 

r'äuss lllllllllllllllllllllllllllllllllllllllllllllllllllsissllllllllllususllllllllllllllllllllllnllllllllllsus Inlssussunnossonsusu 

munnounuunuuuunnnnnuuuunusuunnuunusnninnmunannununoununuunuuouuuunuuuouononnannuwe 

g. 

In addition to assuring 
protection against 
lightning, the Corwico 
Vulcan Lightning Ar- 
rester also dissipates 
accumulated s t a t i c 
charges, thus improv- 
ing reception. The 
Vulcan Arrester is 

packed in an attractive two-color box and its performance 
is guaranteed by a $100 pledge to repair lightning damage 
to any set equipped with this arrester. 

It your Jobber cannot supply you with Corwico Vulcan 
Lightning Arresters, order a sample carton of 6 direct, 

CORNISH WIRE COMPANY 
28 CHURCH ST., NEW YORK CITY 

Makers of the Famous 

BRAIDITE AbOKUP WIRE 
inunnln munnllll u nllllnllnllllllllmuunlllllllnllllllllll o nllnllnlllllllllllllllnlllmuo nllllnllllllinlnllllllllll munsuo, 
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SEARCHLIGHT SECTION 

SPECIAL NOTICE: 

To the Radio Industry 
Advertising in connection with legiti- 
mate offers of surplus stocks and dis- 
continued models of radio merchandise 
is acceptable in this section of "Radio 
Retailing." 
Extreme care will be exercised by the 
publishers to prevent the use of ad- 
vertising in the Searchlight Section to 
encourage price cutting on current 
models of merchandise or equipment. 
Nor will advertising which invites vio- 
lation of the dealer's contract with the 
manufacturer be acceptable. 

All merchandise offered in the Search- 
light Section must be accurately and 
fully described and must be available 
on order. 

EMPLOYMENT SERVICE 

MEN qualified for salaries between $2.500 and 
$35,000. we can assist you in procuring 

desirable new connections now available. Our 
service thoroughly reliable, entirely personal. 
and strictly confidential. Not a registration 
agency. Send name and address only for com- 
plete details. C. F. Mayer, Inc., 205 Wacker 
Drive, Chicago, Ill. 

POSITION WANTED 

COMPETENT radio man wishes to take charge 
of Radio store or go in partnership with 

somebody that is able to finance it. The best 
of references. F. J. Gangl, Youngwood, Pa. 

AGENCY WANTED 

Manufacturers Agents Wanted 
On commission basis for exclusive territory in 

New York, Pennsylvania or New England 
States, to handle a complete line of dry cell 
radio batteries and radio tubes. Give ref- 
erences and experience in detail. AW-119, 
Radio Retailing, Tenth Ave. at 36th Street, 

mmnnn, n:,,, New York. 
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esirnen increase 
te -4 your sates ! 

Be more than an "order-taker"-become a more expert salesman! 
Learn how to obtain a favorable hearing with the man who greets 
you with. "I'm not interested. Learn how better to analyze him, 
classify him-how to anticipate and meet his every objection- 
how to close the order more easily. There's a science to selling! Mas- 
ter it, and you can quickly distinguish yourself as a topnotcher. 
Thousands,includingmanyexperienced salesmen,have increased 
their sales volume more than 100 per cent thru La Salle home - 
study trainingin Modern Salesmanship. Low cost; easy terms. 

Our free book, "The Modern Salesman, Ambassador of 
Progress, tells you how. Send for it today. 

LA SALLE EXTENSION UNIVERSITY, Dept. S-161 

nll:llmu.unnnnl 1114lm,mm0111111111111111111111,11,1muuununuau.uunaueunn..nuunn,,,,unuu,unnn,11,:1::1munnmm1111 ll:nwununmm11m1,n,n,muu,n,:m 

"The BAL -RAD UNCASED SURGE -PROOF 
CONDENSERS 

For General Repair and 
Power -Pack Work 

One MFD. 450 Working Volts $ .30 ea. 
Two MFD. 600 Working Volts .40 ea. 
Four MFD. 600 Working Volts .60 ea. 

This "Bal -Rad Condenser is the result of many suggestions from service men throughout 
the country. It is small and compact, impregnated in pitch with long flexible leads to 
facilitate quick connections. Can he placed outside of pack. We guarantee these Con- 
densers for 100,4 free replacement. Service Men should carry a few dozen in stock. 

PACKED IN INDIVIDUAL BOXES 

FRESHMAN AUDIO 
Transformer 

Ratio 3:1 

45c 
EACH 

$4.80 Doz. 

GENUINE FRESHMAN 
0 QJ Transformer 

Output 

Ratio 1:1 

30c 
EACH 

Send for our latest bargain bulletin. 
TERMS: 20'íi with or- 
der, balance C.D.D. 2% 
discount for fall remit- 
tance with order. 

BALTIMORE RADIO COMPANY 
43 WEST BROADWAY, N. Y. C., N. Y. 

ll, n, n,: n n :. u m n u m a: m m n nmn nmn l, l, nn n., n, l, o,.,,,, o11111111,:, u u u. n 111111111111111111111111111111111111 n u u w n, 1 n n u u u m n: n nl: n: 1111111111111111111111111111.1 
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Manufacturer's 
Representatives 

Wanted 
by a prominent manufacturer of the 
most complete line of nationally 
advertised radio kits, licensed tubes, 
pick ups and parts, whose reputa- 
tion for quality, price and service 
is favorably known everywhere. 
Confidential correspondence is in- 
vited from those having a real fol- 
lowing among the retail trade. 
State present lines carried and 
size of organization. Territories 
open: Texas, Missouri, Minnesota, 
Michigan, Indiana, Iowa, Kansas, 
Nebraska, Oklahoma, Pennsylvania, 
Alabama, Georgia. 

RW-118, Radio Retailing 
Tenth Ave. at 36th St., New York City 

"Have tuned in 40 new stations lately 
that I never knew were on the air. 
Radex is certainly a wonderful bock." 

"With the help of Radex I logged 90 
stations one night recently, by far the 
largest number I had ever before 
logged in one night." 

RADEX 
"The DX Tuning Book" 

Teaches them to tune correctly; gives 
them an understanding of radio; is an 
incentive to get the most from their 
set; tells them where to set dials for 
any station. "The most interesting log 
book available." Every one of your 
customers should have a copy. 
Request on letterhead brings sample and 

full details. Write TODAY! 

THE RADEX PRESS 
Dept. R.R., 1367 E. 6th St., Cleveland, O. 

:11,11,,,,,,,111111,1111111111111,,,,,,,,,,,111,.,,,.,,,,,,,111111,,,,,,,,,,,,,,,,,,,,,,1111111,,,,,,,,,n,.. 

KEEP POSTED ON PRICES 

S. S. Jobbing House 
156 W. 26th Street 
New York City, N. Y. 
Without obligation add my name to 
your list so that I get your Radio and 
Electrical Merchandising Bargains regu- 
larly. 

Name 

Street 

City State 

l:nnlnl111111mn,n,n,nn1,n,n,n,n,11,n,11,n,nnumnnlnlnlnnnnl 1nn11minuw: 

www.americanradiohistory.com



96 - Februar -y, 1934 
Radio Retailing 

Genuine 
IGA tubes 
at unheard-of 
prices: 

A fortunate purchase enables us to offer these 
factory -guaranteed tubes at a rare bargain 

The ICA wanted to make a quick change in its merchandising policies 
and were prepared to make a sacrifice in order to do so. This has given us 
the exceptional opportunity of offering the high quality, factory -guaran- 
teed tubes of this nationally -known company for a fraction of their usual 
cost. Now you can safely cut set prices, and make up profits by installing 
these tubes of recognized value. 

All ICATubes are unconditionally guaranteed by ICA and by ourselves. 

Number List 
Net 
Price Number List 

Net 
Price TERMS 

UX 201A $1.25 Detector -Amplifier $O.35 UX 226 1.75 AC Amplifier .45 20% with order, balance 
UX 200A 4.00 Super Detector . 85 UY 227 2.50 AC Det. and Amp. .65 C.O.D. 2% discount allowed 
UX 112 2.25 } Amp. Power Amp. .60 UX 222 4.50 DC Screen Grid, 4 prong 1.15 for full remittance with order 
UX 112A 2.25 } Amp. Power Amp. . 60 UY 224 4.00 AC Screen Grid, 5 prong .95 only. Add 5% extra for 
UX 171 2.25 } Amp. Power Amp. .60 UX 245 3.50 AC New Type Pwr. Tube .80 Parcel Post shipment. 
UX171A 
UV 199 

2.25 
2.75 

} Amp. Power Amp. 
Dry Cell Det.-Amp. 

. 60 

. 65 
UX 280 
UX 281 

3.00 
7.25 

Full Wave Rectifier 
Half Wave Rectifier 

.75 
1.50 References 

UX 199 
UX 120 

2.50 
3.00 

Dry Cell Det.-Amp. 
Dry Cell Power Tube 

.60 

.75 
UX 210 
UX 250 

9.00 
11.00 

Heavy Duty Power Amp. 
Heavy Duty Power Amp. 

1.75 
2.25 Chase National Bank 

75 Maiden Lane, N. Y. C. 
Trust Co. of North America 

93 Liberty St., N. Y. C. 
Dun's and Bradstreets 

The Hamilton Electric Manufacturing Co. 
Washington & Cortlandt Streets, New York, N.Y. 
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All you need is a little 
TRAINING to make a 

SUCCESS in RADIO 
"vOUNG MAN, study radio!" That's what every 

11 ambitious young man of today is told by J. H. 
Barron, Radio Inspector of the U. S. Department of 
Commerce. Radio is crying for trained men. Experi- 
enced radio operators and service men are in great 
demand. A very serious shortage exists. Practically 
all of the seven thousand licensed commercial opera- 
tors are now employed and the need is constantly in- 
creasing. Radio needs thousands of trained men. Are 
you prepared to take advantage of this big opportu- 
nity? Ships at sea, planes in the air, broadcasting sta- 
tions, manufacturing plants, as well as dealers, require 
thousands of experienced radio men. 

You Can Easily Learn Radio at Home Through 
This Course Sponsored by the Radio 

Corporation of America 

RCA sets the standards for the entire radio industry 
... And this RCA Radio Institutes' Home Laboratory 
Training Course gives you the real inside secrets of ra- 
dio quickly and easily! In your spare time, you can 
obtain all the information 
you require to make a suc- 
cess in radio. You study at 
the very source of all the 
latest, up-to-the-minute de- 
velopments. This is the only 
radio course sponsored by 
RCA, the world's largest 
radio organization. This is 
the real way to study radio. 
Learn radio under the di- 
rection of RCA ... under 
the men who actually made 
radio what it is today! 

Radio Mechanic and Inspector 
$1800 to $4000 a Year. 

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 
Boston, Mass. 
Philadelphia, Pa. . 
Baltimore, Md. . 
Newark, N.J. . 
Home Study graduates may also attend any one of our resi- 
dent schools for post -graduate instruction at no extra charge. 

. 326 Broadway 
899 Boylston Street 

1211 Chestnut Street 
. 1215 N. Charles Street 

560 Broad Street 

CJraduates Find It Easy 
To Secure CJood-Pay 

Radio Jobs 
You actually train for suc- 
cess. Every graduate of RCA 
Institutes has the ability 
and the confidence to hold 
a well -paid radio job. You 
learn radio by actual experi- 
ence with the remarkable 
outlay of apparatus given 
to every student. Every ra- 
dio problem, such as repairing, installing and servicing 
fine sets is covered in this course. Students of RCA 
Institutes get first-hand information and get it com- 

plete ... That's why every 
graduate of RCA Institutes 
who desired a position has 
been able to get one. That's 
why they're always in big 
demand. No other radio 
school can make such a 
claim as this! 
Step Out Towards Success 

in Radio Today! 
Get out of the low -pay rut. 
Make your first move to- 
wards a pleasant and profit- 

able career in radio today bysending for this free book 
. "Radio ... the Field of Unlimited Opportunity." 

Read these forty fascinating pages, packed with pic- 
tures and descriptions of the 
brilliant opportunities in 
radio. Learn all about the 
oldest and largest commercial 
radio training organization 
in the world. See how you, 
too, can speed up your earn- 
ing capacity in the fastest - 
growing industry of today. 
Others have done it and so 
can you! 

Clip this Coupon NOW! 

Broadcast Station Mechanic 
$1800 to $3600 a Year. 

RCA INSTITUTES, INC. 
Formerly 

Radio Institute of America 

(SPONSORED B Y 

Land Station Operator 
$1800 to $4000 a Year. 

Broadcast Operators 
$1800 to $4800 a Year 

RCA INSTITUTES, Inc. 
Dept. RR. 2, 326 Broadway, 
New York, N.Y. 

Gentlemen: Please send me your FREE40-page bookwhich 
illustrates the brilliant opportunities in Radio and de- 
scribes your laboratory -method of instruction at home! 

Name. 

Address 
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I PEP UP YOUR BUSINESS 
LOOK 

BARGAINS 

FARRAND DYNAMICS 

TABLE MODEL 
Special-Model 71-A. C.. $35.00 
The most beautiful of all table 
Dynamic Speakers. Exquisite two- 
tone cabinet with graceful leaf -effect 
grill. 

Height 13" Width 1034" Depth S 

OUR 
PRICE 9.00 

MODEL 78 -AC 
Table model Farrand Electro - 
Dynamic. For A. C. operation. 
Richly walnut -finished table. 
amply sized to accommodate al- 
most any receiver. Size : 30" 
high 28" long 14" deep ..$18.50 

OUR 
PRICE 

MODEL 72 
Especially designed for quick, 
easy installation in all types of 
radio or phonograph consoles. 
Tonal range and fidelity un- 
matched by_ any other reproduc- 
ing unit in general use. Height 
9" Width 834" Depth 7". 

OUR 
PRICE 7.00 

TABLE CONSOLE 
Special-Model 77-A. C.. $55.00 
Taro -tone walnut. enhanced by decora- 
tive, canoed panels, place this repro- 
ducer among the wanted objects of a 
luxurious home. 
Height 34" Width 32" Depth 11W 

OUR 
l'5°PRICE 

FARRAND MAGNETICS 

MODEL 60 
Farrand Gothic magnetic 
Speaker. Cabinet of classic 
Gothic design, with "Rose Win- 
dow" grille, in two-tone walnut 
effect $21.50 

OURPRICE 

5.50 
TERMS: - 

10% cash with order. 
Balance C. O. D. 

This merchandise is sold 
subject to prior sale. 

MODEL 64 
Farrand Clock -type Magnetic 
Speaker. Cabinet of handsome 
bronze -finished metal.... $1'6Ti0 

OUR 
PRICE 15° 

FARRAND PANEL 
(model 63)(, 

A charming, decorative speaker 
mounted within a rich, two-tone 
walnut panel embellished with 
carved ornamentation. Distinc- 
tive silk screen $12.00 

OUR 
PRICE Z -9s 

Mercantile Radio Corp. 
135 LIBERTY ST., N. Y. CITY, N. Y. 

Phone: Barclay 1469 

j 
END TABLE 
DYNAMIC 

Special-Model 75-A. C. $42.50 
A Dynamic speaker of remarkable re- 
productive capacity, housed in a grace- 
fully designed table console of hand- 
some live -tone wabmt. A matchless 
combination of outer beauty and tonal 
perfection. 
Height 30" Width 19" Depth 12" OU111 .25 

PRICE 

GUARANTEE:- 
All merchandise new and 
in factory sealed cartons. 
Bank references supplied. 

It will interest you 
to know 
An advertiser writes: "It will interest you to know 
that we received our first order from the ad. . . . 

the day after the paper came out. 

nllnll..nnnn.mna..e,llll .11.11ll 11111111N 

Other inquiries have of course followed but we are 
surprised and pleased at the immediate response to 
our advertisement." 

You, too, can use "Searchlight" advertising in your 
business, profitably. just write to- 

Searchlight Department 
Tenth Ave. at 36th St., New York City 

1.41.«.112.1101». 110.1111111,11111111W 
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RADIO DEALERS, 
JOBBERS, and 
DISTRIBUTORS 

Be sure to read the Special Bargains 
in our latest RADIO BARGAIN 
BULLETIN No. 60. It is chocked 
full of real money makers for quick 
turnover. 

R. C. A. DEALERS 
and DISTRIBUTORS 
R. C. A. Replacement parts for 33, 
18, and 17 at big savings to you. 
Listed in our latest Bulletin No. 60. 

NOTE: If you have not received our Radio 
Bargain Bulletin No. 60 send for it NOW. 
It means BIG SAVINGS to you. 

AMERICAN SALES COMPANY 
19-21 Warren Street New York City, N. Y. 
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 100 Radio Retailing, A McGraw-Hill Publication 

THE TRIO THAT IS GOING STRONG: 
THE SCREEN GRID 

Model 24-46 
This Pierce-Airo Chassis fits any standard console. 
Note its compact and sturdy construction. The 
chassis a lsa houses the self-contained power supply. 

Why Take Chances? 
Satisfied customers throughout 
the country report no trouble 
whatever with the power packs 
and filters in Pierce-Airo Chassis. 
Why take chances with your 
profits and your customers' good 
will when you can insure both by 
selling the Pierce-Airo line? 

CE AI Ó R R PIE - s 
o 

Model 24-45 Chassis Model 273 Chassis 
For A.C. For D.C. 
Model B22 For Battery Use 

Live Merchandise at New Low Net Prices 
Dealers all over the country are beginning to realize that when 
they buy cheap merchandise it is a costly proposition in the end 
for the simple reason that the dealer cannot make much money 
on it, and furthermore, cheap merchandise creates a lot of 
service expenses and dissatisfied customers. 
The percentage of service calls on Pierce-Airo Chassis are 
negligible. That's where the dealer's real profit comes in. The 
sale stays put, the dealer's profit is in the cash register to stay 
and there are not a lot of service costs and calls to contend with. 
Write or wire for our new low net prices. We shall also be glad to send you a sample Pierce-Airo Chassis for test in your own store. 

PIERCE-AIRO, INC., 113R Fourth Ave., New York 

ANACONDA 

MAGNET WIRE 
Plain Enameled 
Cotton Covered 
Silk Covered 

ANACONDA WIRE ÓL CABLE CO. 
Mdgnet Wire Dept. 

MUSKEGON - - MICHIGAN. 

5. 
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ALPHABETICAL INDEX 

TO ADVERTISEMENTS 

Page 

Acme Wire Co. 92 
Aluminum Co. of America 70 
American Weekly 77 
Amrad Corp. 68 
Anaconda Wire & Cable Co. 100 
Arcturus Radio Co. 73 
Associated Business Papers, Inn. 91 
Atwater Kent Mfg. Co. 18-19 
Audak Co. 14-15 

Bakelite Corp. 89 
Browning -Drake Corp. Front Cover 
Brunswick-Balke-Collender Co.Inside Front Cover 
Bud Radio, Inc. 88 

Cable Radio Tube Corp. 
CeCo Mfg. Co. 

76 
87 

Central Radio Lab. 88 
Copeland 81 
Cornish Wire Co. 94 

DeForest Radio Co. 

Edison Co., Inc., Thos. A. 

Flexlume Corp. 

General Elec. Co. 
Gold Seal Elec. Co., Inc. 
Graybar Elec. Co. 
Grebe & Co.. Inc., A. H. 
Grigsby-Grunow Co. 
Gulbransen Co. 

Hygrade Lamp Co. 

Inside 

International Resistance Co. 

Janette Mfg. Co. 

Kennedy, Inc.. Colin B. 
Ken -Rad Corp., Inc. 

Leutz, Inc., C. R. 

Mayo Lab's 
McGraw-Hill Book Co 

Pare National Carbon Co., Raytheon Div. 

National Union Radio Corp. 

Pacent Elec. Co. 
Perryman Elec. Co. 
Pierce Airo, Inc. 
Potter Co., The 

9-10-11-12-86 
7 

79 
74 

100 
92 

Radio Corp. of America...50-51. Back Cover 
Radio Mfrs., Trade Show 93 
Radio Prod. Co. 86 
Readrite Meter Works 90 

Samson Electric Co. 82 
Silver -Marshall, Inc. 6 
Sparks-Wlthington Co. 75 
Sprague Spec. Co. 67 
Stromberg -Carlson Tel. Mfg. Co. 2 
Summerill Tubing Co. 84 
Sylvania Prod. Co. 20 

Transformer Corp. 65 
Triad Mfg. Co. 66 

Utah Radio Prod. Co. 3 

Ward Leonard Elec. Co. 90 Wasmuth-Goodrich Co. 92 
Webster Elec. Co. 85 

Page Weston Elec. Instrument Co. 94 

69 Zenith Radio Corp. 78 

72 

84 

83 SEARCHLIGHT SECTION 
71 Classified Advertising 
13 

5 AGENCIES WANTED 95 
80 BOOKS 

Back Cover Radex Press 96 

4 BUSINESS OPPORTUNITIES 96 
EDUCATIONAL 

94 La Salle Ext. University 
R. C. A. Institute, Inc. 

95 
97 

90 EMPLOYMENT 95 
EMPLOYMENT SERVICE 95 

17 
16 REPRESENTATIVES WANTED 95 

RADIO STOCKS 
8 American Sales Co. 

Baltimore Radio Co . 

99 
95 

Hamilton Electric Mfg. Co. 96 
88 Mercantile Radio Corp. OR 
92 S.S. Jobbing House 95 
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GULBRANSEN'S 
PLANS FOR 1930 

are built around the needs of 

the radio dealer 
GULBRANSEN believes that the radio industry's biggest job 

is that of holding and building up the confidence of radio dealers. 

The dealer must be convinced that 1930 isn't going to be a repeti- 

tion of 1929. 

Thousands of dealers stood the brunt of a bad deal in 1929 and they 

are not going to be caught again. They are going to be harder to 

"sell" in 1930. 

From now on the dealer is going to demand assurance that the 

manufacturer of the set he sells has the soundness and ability to 

weather a storm. He is going to demand assurance that the mer- 

chandise he buys will not be "orphaned" within a few short weeks. 

In other words, 1930 is to be a "Dealer's Year." The dealer is to 

be largely the "boss"-and Gulbransen's 1930 plans are based on 

giving the dealer merchandise which is a step ahead of competition, 

and values which insure volume and profits. 

Gulbransen's strong financial position, operating as it does on its 

own resources instead of public financing, is but one of a dozen 

reasons why dealers and sound jobbers everywhere are looking to 

Gulbransen for 1930. Over 2,000 dealers made direct inquiry 

regarding the Gulbransen Franchise during the last two months 

of 1929. 

Dealers and Jobbers are invited to write for Gulbransen's 1930 

Plans, which are timely and highly interesting. A number of good 

jobbing territories are open. 

RADIO DIVISION 

GULBRANSEN COMPANY 
Chicago, Kedzie, Sawyer and Spaulding Avenues 

Chicago, Illinois 

WORLD'S LARGEST MANUFACTURERS OF PIANOS 
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IN FEBRUARY ALONE 
More than 25,000,000 
advertisements like these 
will carry the RCA Radio- yonrpìfits tron message to America's 

set 

Penalizin 
a Z you do not ca 

RCA Radiotrons 

UX-245 
PU,ü' ER 

A M P L I F I E R 

MAO n 

Display the red and black Radiotron carton 

letA\I0/11(nitd)etI 

\_ 

inferior vacuum tubes means the 

loss of replacement business. Defective tubes 

multiply your servicing costs. Indirectly you may 

lose a lot of set business. 

Carry the RCA Radiotron-the tube line which is 

the biggest seller, the most widely advertised- 
the complete and uniform line for every radio 

purpose. 

RCA RADIOTRON COMPANY. INC. 
HARRISON. N. J. 

RCA kodiotron 
THE HEART OF YOUR RADIO SET 
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