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Front view of the tube-vending cabinet given free with
purchase of 45 tubes in the K-11 assortment.

MODERN RADIOS need tubes with the bet-
ter structural design of Eveready Ray-
theons. Tubes protected against the bumps
of shipment . . . able to bring out every
shade of tone, every final note of realism
the radio-set can deliver. And immune to
the vibration of dynamic speakers.

With Eveready Raytheons only, can you
sell your customers such matchless tube-
performance. For the Eveready Raytheon
4-Pillar construction is patented. . . . noother
tube can use it!

Here’s another point: With Eveready
Raytheons, you get all kinds of sales helps.
There is a special introductory sales plan.
With the K-11 assortment you get this
beautiful, all-metal, tube-vending cabinet
(as illustrated on this page) free. $5 value,
without cost! There are also counter and
window displays, a wall-chart, and adver-
tising, by National Carbon Company, Inc.,
with all of its resources and experience be-
hind Eveready Raytheons! Ask your job-
ber, or write our nearest branch for details.

*  x  *x

The Eveready Hour, radio’s oldest commercial feature, is

broadcast every Tuesday evening at nine (New York time)

from WEAF over a nation-wide N. B. C. network of 20
stations.

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

Branches: Chicago Kansas City New York San Francisco

Unit of Union Carbide [__; .__J and Carbon Corporation

RAYTHEON

Trade-marks
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BRUNSWICK DE LUXE HIGH-
BOY MODEL 22: Armored chas-
sis. 4 screen-grid tubes. Two '45
tubes in parallel. Uni-Selector. I}
luminated Horizontal Tuning Scale.
Tone Control. 10-inch Full Dynamic
Speaker, Cabinet of seasoned and
selected butt Walnut with French
doors and curved corners ornament.
ed with carved linen-fcld design.

Price: less tubes $1 70

Keeping ahead of the game—to fore-
see what's coming and be there with
it before anyone else—has been the
secret that has built some of the great-
est successes in American business.
The Warner Brothers did it with the
Vitaphone. Now they are doing it
with Brunswick’s new radio line for
193 1! The Radio of the Future—here
now! Ready to give your customers
the best in radio reception for years
to come!

A new, completely armored chassis,
simple and effective; a masterpiece of
engineering design and scientific
manufacture, with every production
unit cadmium plated and brought to
a high finish like a show model . .. A
new feature; the Uni-Selector, which
places every operation of the set
under the fingers of one hand . . . |l-
luminated Horizontal Tuning Scale

. . Tone Control, permitting the
listener to emphasize bass or treble
notes without sacrificing or obscuring
any other part of the entire musical
range . . . 4 screen-grid tubes, two
’45’s resistance-coupled in parallel.
. .. Provision made for attaching a
remote control unit . . . A combina-

tion model, giving Panatrope record
reproduction plus radio reception,
and an automatic combination that
plays 20 records by a simplified
mechanism that needs no attention.

And cabinets by Brunswick, designed
and made in their own factory, with
87 years of fine cabinet-making ex-
perience behind them.

These world-beating new models will
be backed up by the biggest advertis-
ing campaign in the history of Bruns-
wick. Double spreads in color in the
Post. Single pages in color in Collier’s,
and a newspaper campaign in big
space units reaching 28 million families
every week. And with all this, the ex-
ploitation and publicity that the tie-up
with this great moving picture com-
pany can give . . . Brunswick on the
screen . . . Brunswick in the theatres
from coast-to-coast . . . Brunswick
everywhere, every day before the
buying public!

Act now for afranchise! There's going
to be active bidding for the chance to
handle this line. GET YOUR BID IN
NOW!

. RADIO-WITH-PANATROPE . . .

BRUNSWICK LOWBOY MODEL
15: Armored chassis with 4 screen-
grid tubes and two '45’s in parallel.
Uni-Selector and illuminated Hori-
zontal Tuning Scale. Tone Control.
10-inch full Dynamic Speaker.
Cabinet of seasoned and selected
butt Walnut with carved front panel
and curved corners. Price: less tubes

$139.50
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Beginning

Next Month

Compton Pakenham

celebrated musical critic, will do a
series of articles whose purpose will
be to improve the sales technique of
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In addition to a presentation of some Hou _Lo“ is Down: By S /. Rvan 42
unusually  effective, and generally Morris Metcalf New RM A President 45
oveglo?kglcl]._ talkingdpomtsl\a[boult) th(lese “Dr. Press” Adwministers a Swmmer Stivnulant 46
profit-hinlding products, Mr. Paken- o .
ham will review a group of the most W/"”_ [_/Le Orators Had to Sav 48
outstanding records about to be re- Lelevision Gets Stagestruck 51
leased to the consumer. One or Many Lines? B 32
. . Doing the Trade Show VoW : 5
OUR new contributor was born in Ifyl ' mf{ Show B WV. W. MacDonald “_’l
Tokio, Japan. of English parents. He Radio’s Place in the Ether Spectrum 38
completed his musical education in The Case of Tone Control . . 60
Italy and then.sp('ntv some tine 1n Evye and Ear Entertainiment By Towm I'. Blackburn 62
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chester Guardian and as special pro- No Sale! By Henry W. Clark, Jr. 64
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record releases, which appear weekly . : :
in the New York Sunday Times, are Activities of the Wholesalers 83

widely read by music lovers and sales
persons in music stores.
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Radio Retailing’s annual tabulation
of the new receivers and phonograph
combinations.
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QUALITY Radio-GAl

S

No. 14 Multiple-Record
Radio-Phonograph.
Price, !ess tubes, East NO. 11
of Rockies .. {545 STROMBERG-CARLSON
"“CONVERTIBLE"
CONSOLE

A radio receiver which
can be converted into
a Radio-Phonograph by
installing the Rlo.‘l
Phonograph Panel As-
sembly. Price, less

tubes, East of $9 8 5

Rockies . .

Listen tothe Stromberg-
Carlson Hour_ Monday
Evenings in a Coast-to-
Coast Broadcast over
the N, B. C. Blue Net-
work and Associated
Stations,

No. 1 Phonograph Panel
Assembly. Price, Eastof
Rockies. . . . $75

No. 12 Grand Console.
fae S Price, less tubes, East
; of Rockies . . $355

e |

“There Is Nothing Finer Than a Stromberg- Carlson”

N times of business quiet it is the QUALITY

article which makes the best sales showing.
People seem to want to play safe—to buy
SUBSTANTIAL things—goods with UNDOUBTED
MERIT. Furthermore, those to whom QUALITY
articles appeal, are the ones whose buying
power is least affected in quiet times. They
can still purchase what they want.

Stromberg-Carlson radio is an excellent
illustration of these points. SALES OF
STROMBERG-CARLSON RADIO RECEIVERS
FOR THE FIRST 6 MONTHS OF 1930 ARE
33% PER CENT AHEAD OF THE SAME
PERIOD IN 1999—yet 1999 broke all the

company’s sales records.

g

East of
Rockies

A e ,':!-.'11:
No. 10 De-lt;xe

Low Console.
Price, less tubes,

$959

The new Stromberg-Carlsons with their Full
Dial Efficiency lead in QUALITY to an even
greater degree than ever before—they are tele-
phone built. Any dealer facing this fall’s teriffic
battle in the cheap receiver field will do well
to seek a Stromberg-Carlson franchise, where
sales are mounting and where profits on every
unit are worth while.

Stromberg-Carlson standard mode! receivers
range from $155 to $369 (including the new No.
645 Direct Current model.) The new multiple-
record radio-phonograph $645. Custom-built
period cabinet models from $695 to $795.
Prices, less tubes, East of Rockies.

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

wwWw americanradiohistorv com
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Announcing
to Manufacturers
Ouistanding SPEAKERS

The NEW UTAH Duplex

Dome-Light Automeobile Speaker in both
ELECTRO DYNAMIC
and MAGNETIC

Dome-Light and
Speaker Installed

S as One Unit
1y L .
| a
f

Patents Pending 1

The NEW UTAH CUB

Eleectro Dynamie for the
Midget or Small Console Sets

—

Send Specifications —

SALT LAKE CITY NEW YORK TORONTO, CANADA

www americanradiohistorv com

Samples and Prices Sent on Request ,
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VERYWHERE you hear about the marvelous performance
that is offered in the new models. “*Service” —the old bugaboo
of the industry is becoming less and less a menace.

Shakeproof Locking Terminals and Shakeproof Lock Washers are playing
a big part in this welcomed change of conditions. Leading manufacturers
know that Shakeproof will hold any nut or screw tightly in place and pre-
vent loose connections—poor contacts and many other serious troubles.

Concentrate on those lines which are Shakeproof equipped—you will find

they are designed to give superior reception and built to stand the hard-

est kind of treatment. Use Shakeproof Lock Washers on your service

“Ii's the Twisted jobs and watch your customers send their friends to

Teeth that loct g your store. If you have never tested Shakeproof Lock
 J Washers, be sure to send for free samples today!

SHAKEPROOF
i locl{%sher Company

olh;r p?lunls 'w;dlng,
e pe {Division of lllinois Tool Works}
2531 NORTH KEELER AVE. CHICAGO, ILLINOIS

T

www americanradiohistorv com
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A moderate-priced receiver
by Grebe: the new AH 1

R‘ESENTATION of the new AHI, as a
compznion line to the improved and refined SK4, brings
Grebe standards of radio reception into the moderate-priced
field. Both the AH1 and SK4 feature Colortone,* an exclusive
development which enables the listener to give each program
his own interpretation by controlling the high and low fre-
quencies. Comparable only with the SK4, the new AHI
makes it possible for you to offer the type of radio enjoyment
known in America’s finest homes to your entire clientele.

Grebpe
radio

super-svnvcrroprase ‘N

Front and rear views of the chassis of the
new AH1 indicate the precise Grebe con-
struction which has curtailed servicing
until it has become negligible. The num-
ber of service calls on the SK4 has totaled
less than one-half of one per cent—a prac-
tically infinitesimal figure. And, as the new
AH]1 brings Grebe standards of radio re-
ception into the moderate-priced field, so
also does it maintain Grebe standards of
scientific exactness in manufacture. You
stock these sets with the assurance that the
service problem has been solved at the
source — with the assurance that your
Grebe profits will remain virtually intact.

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

*Colortone, Reg. U, Patent Ofiice.

=
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Magter Miahty Midget

A MIDGET IN SIZE

The Master Midget contains “To See It Is To Want It ...

FOUR Tuned Circuits for
Extreme SELECTIVITY.
THREE Stages of R. F. am-
plifiers for SENSITIVITY.
SIX A. C. Tubes, (ONE
SCREEN GRID, three-26.
One 45 and one 80.) Housed
in a beautiful Walnut Cabinet,
13 in. x 16 in. in size, and
weighs but 28 pounds.

To Hear It Is To Buy It.”

$ 59.50

Complete with Tubes

MODEL 70

The SENSATION and OUTSTANDING VALUE of
the Radio Industry and the “NATURAL” in Radio!

Magnavox Dynamic Speaker Screen Grid Single Dial Control
Four Gang Condenser = Fully Licensed Under R.C.A. Patents

A CHALLENGE!

We invite you to compare the MASTER MIDGET with other radios of its kind. You will
agree that in eye and ear appeal the MASTER MIDGET is far superior—SO WILL YOUR
PROSPECTIVE CUSTOMERS!

APART FROM THE VOLUME OF BUSINESS THE MASTER MIDGET WILL BRING YOU—YOU
WILL BE PROUD TO HANDLE IT FOR IT IS IN KEEPING WITH YOUR OTHER HIGH CLASS
MERCHANDISE.

The Master Table Model

Chassis and Speaker the same as the Midget.
Beautiful Walnut Cabinet. Size 22 in. x 101 in. x 10} in.

To Retail At $66'50 Complete with tubes

MODEL 50

THE MASTER RADIO MANUFACTURING CO., INC.
1682 West 35th Place Cable: Mastred, Los Angeles Los Angeles California

www americanradiohistorv com "
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Announcing

Believing that retail dealers of the country are most deeply interested at this time
in what they will have to sell during the coming season, Westinghouse presents,
on this and the three following pages, pictures of its new sets and unvarnished
technical facts about the sets. Demonstrations of these sets are now in progress
throughout the country and complete information on the advertising and mer-
chandising campaigns to launch them will be furnished any radio dealer by the
Westinghouse distributor in his locality.

WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY

Radio Department . . . . . . . . . . . . .

Westinghouse Radio . . .

manufacturing talent ever assembled .

a mass-production basis.

the product of the finest radio engineering and

. . made in modern factories on

Westinghouse Radio sets have the following features:

SUPER-HETERODYNE CIRCUIT ... The
selectivity and sensitivity are constant
for the entire broadcast frequency range.
This is made possible by virtue of the
super-heterodyne principle which
changes the received frequencies of all
reception into the intermediate fre-
quency at which it is amplified through
fixed tuning and amplifier circuits. The
Westinghouse super-heterodyne receiver
has a pre-selector of two tuned circuits,
a stage of screen-grid R.F. amplification,
a screen-grid detector, two stages of
screen-grid intermediate amplification,
a power detector, a push-pull power
amplifier and a dynamic speaker.

SCREEN-GRID TUBES FOR AMPLIFIERS
AND DETECTORS . .. The 4 screen-grid
tubes used in Westinghouse Super-Het-
erodyne Radios enable high amplification
to be obtained without any need for
stabilization or neutralization.

BAND PASS TUNING . .. With the usual
tuned circuits, high selectivity unavoid-
ably produces poor quality of reproduc-
tion by cutting out the high frequencies
required for brilliance and articulation.
The band pass tuning pre-selectors and
intermediate frequency circuit give in-
creased selectivity and at the same time
pass the frequencies required for good

articulation and brilliance in reproduc-
tion,

. TONE CONTROL . . . Westinghouse
Radio gives faithful reproduction with
the tone control at maximum. The tone
control enables the listener to adjust the
Quality of Reproduction to suit his or her
ear responsiveness—known as musical
taste.

In reception of distant stations when
noise is great Tone Control is invaluable
in reducing disturbances.

CORRECT ELECTRIC AND ACOUSTIC
DESIGN . .. All parts of the receiver are
designed to work with each other to
produce the superior performance of the
Westinghouse Radio. This not only
applies to the electrical portion of the
receiver but also the acoustical and me-
chanical. The cabinet is designed to
give the best over all acoustic results.

PUSH.-PULL POWER AMPLIFIER ... The
push-pull amplifier is used in order that
the Quality of Reproduction shall be good
at high volume. The use of the push-pull
amplifier makes possible high volume
reproduction without distortion or hum.

IMPROVED POWER FILTER SYSTEM ...
In order to reduce hum to the vanishing
point, a special power system is used.

www americanradiohistorv com

150 Broadway, New York City

8.NEW ELECTRO-DYNAMIC POWER
SPEAKER . .. The new electro-dynamic
power speaker gives excellent quality of
reproduction. It uses a special dia-
phragm with internal spider and a spe-
cia] U-shaped field magnet.

All Westinghouse Radio sets have three
tuning controls—a station selector, a
volumecontrol,and alocal-distant switch.
WR-6 and WR-7 have “‘tone control.”
WR-7 is a combination phonograph and
radio set. The tone arm is new in design
with added inertia to eliminate chatter-
ing and to prevent the needle from dam-
aging or leaving the record track. This
model has a radio-to-phonograph switch
and automatic motor switch which is
operated by the tone arm of the phono-
graph. Fifteen records can be kept in
the storage compartment of the machine.
An induction disc type motor gives uni-
form speed and quiet operation.

The dial is marked in kilocycles. The
dial readings are visible accurately from
any position. All models cover the
entire broadcasting range of frequencies.

These sets all operate from 110-120
volt, 50-60 cycle A. C. Each set uses:

4—UY-224 tubes 2—UX-245 tubes
2—UY-227 tubes 1—UX-280 tube

The tubes, coils and parts are completely
shielded from each other and the other
apparatus.

The receiver chassis is completely cush-
ion-mounted to prevent vibration. Tubes
may be inserted from the rear without
removing or tampering with any parts.



Radio Retailing, Julv, 1630

Announcing Westinghouse Radio
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MODEL WR-5 is a lowboy, open-faced cabinet of Early English Elizabethan design in walnut, satin finish.
Screen-grid saper-heterodyne. For detailed description see page 8.

——— e —  —

The Pioneer of%l{adioain the Home

www americanradiohistorvy com
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Announcing Westinghouse Radio
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MODEL WR-6 is a screen-grid super-heterodyne with special tone control. The cabinet is Early American design
in butt walnut and heartwood; walnut, satin finish. Will also be available with remote control.
For detailed description see page 8.

The Picneer of Radio in the Home

wwWw americanradiohistorv com
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Announcing Westinghouse Radio
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MODEL WR-7 is a combination phonograph-radio, with a special tone-conirol. Screen-grid super-heterodyne
circuit. Cabinet ... Early American design in buit walnut and heartwood, with walnut finish overlays; walnut,
satin finish. Will also ke available with remote control. For detailed description see page 8.

The Pioneer of

Ad Q-1i8

R_adjq in the Home
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The prestige of selling

the original radio tube

HE retailer is known by what he sells—particu-

larly merchandise like radio tubes. For after
all, the average listener does not understand or ap-
preciate the technical differences between tubes.

There are two factors which largely influence his
choice of tubes—your recommendation and his faith
in the name of the maker.

The radio owner knows the name De Forest. He
recognizes it as evidence of standard, uniform
guality and dependability.

e DE FOREST RADIO COMPANY e

CLTi -
‘ .

It is to your advantage to recommend De Forest
Radio Tubes. These high-vacuum, long:-life tubes
improve reception and increase the satisfaction of
vour customer. And the recent De Forest price
reduction cuts the cost to him from 20 to 25%,.

Push De Forest Radio Tubes—produced under
the supervision of the man who invented the first
radio tube in 1906, Dr. Lee De Forest. It will bring
you more business, added good will and greater
prestige—which means that De Forest Radio Tubes
are the most profitable tubes you can handle.

PASSAIC, N. J. o

Branch Offices Located in
Boston ¢ New York o Philadelphia + Atlanta ¢ Chicago
Pittsburgh ¢ Minneapolis o+ St. Louis o+ Kansas City + Los
Angeles ¢ Denver o Seatile o Detroit o Dallae o Cleveland
Export Department : 304 East 45th Street, New York City

RADIO TUBES

www americanradiohistorv com
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FACE THIS FACT

O SALES talk that was ever delivered
N by a radio salesman can take the
place of a clean-cut, convincing demonstra-
tion of tone distance and clarity of recep-
tion. Our dealers are telling us that the
new JUBILEE SPARTONS are far and
away the finest sets to demonstrate that
they have ever handled. This, with the
broad new price range, has placed Sparton
dealers in what is apparently the strongest
position in radio today. There is still room
in the Sparton organization for a limited
number of additional dealers who know
how to sell QUALITY.

THE SPARKS-WITHINGTON COMPANY
{Established 1900}
JACKSON, MICHIGAN, U. S. A.
Pjoneers of Electric Radio without batteries of any kind

SPARTON RADIO

“Radio’s Richest Voice”’

www americanradiohistorvy com ey
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Bosch not only presents you with better
mer-handise and a broader sales horizon,
Bosch Radio, on the word of distributors
and dealers alike, has sounded the big
busess keynote of the yea-. In the
judgment of those who know the buying
pulse, Bosch Radio creates sales action in
cab-nets, is far advarced in cozistruction,
is greatly superior i performance and
has a distinct price advantage.

Bosch Radio meets the wholz buying range from volume business
to de luxe models. It is tae finest line o” Bosch Radio ever

Bosch Iadio is licensed under patents cnd applications of R.C.A.. R.F.L.. and Lekiophonre.

AMERICAN BOSCH

SPRINGFIELD. MASSACHUSETTS

wWwWw americanradiohistorv com



Radio Retailing, July, 1930 15

presented. Here are some of the out-
standing features: complete selectivity cn
both Ligh and low wave lengths; efficient
performance on antenna from 5§ to 1co
teet; & tubes, four screen-grid type; ¢
tube de luxe models; push-pull; five tun-
ing condensers; single tuning control; full
automatic yolume control; electric tuning
meter; specker mute. Motor Car Models,
Motor Boat Models. Prices range from

$144.52, $159.50, $195 to $250.

Write for details of the Bosch Radio program in your territory.

Prices slightly higher west of Rockies and in Canada.

MAGNETO CORPORATION

Branches: New York Chicago  Detroit San Francisco

www americanradiohistorvy com .
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PEED

RADIO TUBES

RCA LICENSED

NEW/ “armored
bridge”

exclusively featured in

SPEED TUBES

Armored bridge advantages are manifold. Improved

spacing of tube elements insures greater uniformity and
strict maintenance of operating characteristics. Shock-
proof. ultra-rigid mounting eliminates damage in transit
and from rough usage. Perfect balance is assured by the
elimination of the top-heavy bead construction, which

contributed greatly to misplacement of elements.

NEW ADDITIONS TO AN ALREADY

COMPLETE $SPEED LINE

Types S-84 ond S-82B for Sparton Receivers ond the
: new 2 volt types 230—231—232 for portables,
PAT APPLIED FOB automobile and aeroplone receivers.

Write for complete information.

84-90 North 9th Street Brooklyn, N. Y.
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SINCE 1914
GENERAL ELECTRIC

20 "HAS SPENT
) 000,000
Ox Radio Research
and Da/e/a//ﬁe/zz‘ .

Radio as we know it today derives many of its fundamentals from the dis-
coveries and developments of General Electric Laboratories at Schenectady.
The Alexanderson high frequency alternator, the high power vacuum tube

used in modern transmitting stations, the drawing of tungsten, the dynamic
speaker, are but a few of the many General Electric contributions to radio.

The General Electric owned WGY transmitting station at Schenectady
with its attendant short wave transmitting stations through which Admiral
Byrd kept in touch with his home land are, in effect, vast proving grounds
for the work of General Electric Radio scientists.

Thus the production of a General Electric Radio receiving set is but a
logical step backed by a vast store of experience to point the way to still
further developments.

1 — Chester W. Rice and E. W. Kellogg with earliest
model of the first so-called hornless loud speaker.
They are shown in their laboratory.

2 --Expcrimentli short wave transmitter built by 3 — Sir Joseph J. Thomson, English scientist, Dr.
Chester W. Rice under direction of Dr. Alexanderson. Irving Langmuir, Dr. W. D. Coolidge.
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ONE

RADIO SET
CARRIES THE

GENERAL
ELECTRIC

This is going to be a Super-Heterodyne screen-grid
year. No dealer’s line will be complete without such
a set. There will be more dollars spent in advertis-
ing, more merchandising effort and more sales pro-
motion focussed upon this type of receiver than ever
before in the history of radio.

Only a Super-Heterodyne screen-grid receiver can
give the essential selectivity and the high degree of
sensitivity demanded by the radio public today.

General Electric Radio has many sales arguments.
Its one outstanding argument is that it carries the

name General Electric and the G-E monogram.
In 1930 there will be over two billion advertise-

ments carrying the G-E monogram. M o NO G R A M
The national magazines will carry double and

single color page ads on G-E Radio. Key newspapers
will carry large G-E Radio ads.

The G-E Radio dealer has at his command a wealth
of fine sales promotion -material and ideas.

There is no name in radio today that carries the
same certainty of satisfactory performance, the same
assurance of after-sale service as the name General
Electric.

Because of experience with G-E products in the
home there is no substitute, so far as most fami-
lies are concerned—for the General Electric
monogram.

www americanradiohistorv com et — -
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Consists of a Super-HeterO(lyne chassis using screen-grid
tubes. There are three console models. An open face
low-boy, a two-door high-boy and a combination radio
and phonograph.

The high-boy and combination models are fitted with
a tone emphasizer. The General Electric Radio combines
extreme ease of operation with remarkable tuning accu-
racy. It is the most sensitive and selective circuit yet

produced.
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THE GENERAL ELECTRIC

HH A

are p lanned ,
70 /f//zy [2rmanent ﬂgﬁfdﬁ V.
Business 1o the Dealer - _ -

N //e/ Wz'///e /'[7/ 4

General Electric presents to the radio dealer, for the first time, the oppor-
tunity to build up a profitable, permanent business based on the prestige of
the General Electric monogram.

What has been done with refrigeration and other General Electric appli-
ances can be done with General Electric Radio. Since the earliest days of
the radio industry General Electric has watched each development. They
have studied and compared practices. They recognize the difficulties and
problems. '

Their sales policies have been drawn up with all these facts in mind sup-
plemented by a nation-wide survey, and predicated upon the experiences of
more than one thousand retailers.

With an eye on the future General Electric has drawn up a unique ser-
vice plan calculated to enable dealers to maintain regular contact with their
customers and retain their good-will for future business.

The General Electric finance plan is of particular interest to the progres-
sive dealer.

General Electric believes that the sales policies which have been adopted
mean better business for the dealer not alone in 1930 but in the years to

come.
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GENERAL ELECTRIC

RADIO DEALERS
MUST HAVE

Dgéw’/e Q/ﬂ/ healions

The name General Electric is a pass-word

into the home.

For the protection of all General Electric
merchandise dealers and so that the sales-
value of the name General Electric may
continue its present rapid growth, General
Electric Radio dealers will be selected on
the basis of their ability to do a good mer-
chandising job in keeping with the best tra-

ditions of the General Electric Company.

Selected dealers will receive the full
support of the General Electric Radio

organization.
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Birmingham
Mobile

Phoenix . .

Little Rock .

Long Beach .
Los Angeles .
Qakland . .
San Diego .
San Francisco
Sacramento .

Denver . .

Bridgeport
Hartford
New Haven
Waterbury

Washington

Jacksonville
Miam: . .
Tampa . .

Atlanta . .
Savannah .

Chicago .

Rockford
Springfield .

Evansville .
Ft. Wayne .
Indianapolis
South Bend .

Burlington .
Davenport .
Dubuque 5
Des Moines .
Sioux City .

Salina .
Wichita . .

Louisville .

New Orleans
Shreveport

Bangor . .
Portland .

Baltimore .

Boston . .
New Bedford
Pittsfield 5
Springfield .

Detroit . .
Grand Rapid
Kalamasoo .
Jackson . .

Duluth . .
Minneapolis
St. Paul . .

Jackson . .

Joplin o o
Kansas City .
St. Joseph .
St. Louis .

ALABAMA

Matthews Electric Supply

o o . Matthews Electric Supply

ARIZONA

. +« . . .General Electric Supply Corp.
ARKANSAS

. . . . .General Electric Supply Corp.

CALIFORNIA

. . General Electric Supply Corp.
. . General Electric Supply Corp.
. . General Electric Supply Corp.
. . General Electric Supply Corp.
. . General Electric Supply Corp.

. . General Electric Supply Corp.

COLORADO
. . . .General Electric Supply Corp.

CONNECTICUT

. . . Southern New England Elec. Co.
. . . Southern New England Elec. Co.
. . Southern New England Elec. Co.
. . . . Southern New England Elec. Co.

DISTRICT OF COLUMBIA

National Electric Supply

FLORIDA

TN . General Electric Supply Corp.
. . . .General Electric Supply Corp.
. e . . General Electric Supply Corp.
GEORGIA .
. « « . .General Electric Supply Corp.
. « . . .General Electric Supply Corp.
ILLINOIS
. « . + .General Electric Supply Corp.

Metropolitan Elec. Supply Co.

R Swords Electric Co.

.+« « « .General Electric Supply Corp.
INDIANA

.+ . General Electric Supply Corp.

5 : o o Protective Electrical Supply
. . . .General Electric Supply Corp.

. . 7. South Bend Electric Co.
IOWA

. « . . . Crescent Electric Supply Co.

. « . . . Crescent Electric Supply Co.

« +« +« . . Crescent Electric Supply Co.

o o . . General Electric Supply Corp.

o o . . General Electric Supply Corp.

KANSAS

. . + . .General Electric Supply Corp.

.« « . . .Sutton Electric Supply Co.
KENTUCKY

« + + <« _.General Electric Supply Corp.
LOUISIANA

. +« + .« .General Electric Supply Corp.

. « + . .General Electric Supply Corp.

MAINE

. + « . .General Electric Supply Corp.

. . . +« .General Electric Supply Corp.
MARYLAND

. « « . .General Electric Supply Corp.

MASSACHUSETTS
. . General Electric Supply Corp.

3 . . Union Electrie Supply Co.
. . Mountain Electric Supply Co.
.+ . General Electric Supply Corp.

MICHIGAN

.+ . General Electric Supply Corp.
. .+ . . C.J.Litscher Electric Co.
. . .« . C.J Litscher Electric Co.

. . . C.J. Litscher Electric Co.

MINNESOTA

« + + « . General Electric Supply Corp.
« « + + . General Electric Supply Corp.

« « +« + .General Electriec Supply Corp.
MISSISSIPPI

« « « =+ .General Electric Supply Corp.
MISSOURI

« . General Electric Supply Corp.
. . General Electric Supply Corp.
« . General Electric Supply Corp.
« . General Electric Supply Corp.

Butte . .

Omaha . . .

Atlantic City
Jersey City .

Newark . .
Paterson .
Albany . . .
Buffalo . . .
Brooklyn . .
Bronx . .

Binghamton S
Long Island City
NewRochelle

New York City .

Rochester .
Niagara Falls
Syracuse .
UVtica . . .

Charlotte . .
Raleigh . . .
Greensboro .

Fargo -

Akron .
Cleveland
Dayton .
Columbus
Toleio .
Cincinnati

Oklahoma City .
Tulsa. . . .

Portland .

Erie o o
Philadelphia
Pittsburgh
Scranton

Providence .

Columbia . .

Chattanooga .
Knoxville .
Nashville .
Memphis .

Abilene . . .
Amarillo « .
Dallas . . .
San Antonio .
El Paso . . .

Houston . .

Salt Lake City .

Norfolk . . .
Richmond . .

Seattle . . .
Spokane . . .
Tacoma . . .

Charleston . .

Appleton . .
Madison . . .

Milwaukee . .

Racine . . .
La Crosse . .
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MONTANA
o o o . General Electric Supply Corp.
NEBRASKA
« « +« .« . General Electric Supply Corp.
NEW JERSEY
5 . . . General Electric Supply Corp.
« . . General Electric Supply Corp.

« + . General Electric Supply Corp.
. General Electric Supply Corp.

NEW YORK
« +« + . . HavensElec. Company, Ine.
. « .+ . Falls Equipment Company, Ine.
«+ « .« .+ . General Electric Supply Corp:

Royal Eastern Elec. Supply Co.
. General Electric Supply Corp.
Southern Tier Elec. Supply Co.
Royal Eastern Elec. Supply Co.
Royal Eastern Elec. Supply Co.
. General Eleciric Supply Corp.
Royal Eastern Elec. Supply Co.
.+ . General Electric Snpply Corp.
+ . Falls Equipment Company, Inc.
« + « . Syracuse Supply Company
o o Langdon and Hughes Elec. Co.

NORTH CAROLINA

« « +« .+ .General Electric Supply Corp.
« +« « + . General Electric Supply Corp.
National Electric Supply Co.

NORTH DAKOTA

.« . General Electric Supply Corp.
. .« General Electric Supply Corp.
OKLAHOMA
.+« « . .General Electric Supply Corp.
+ +« « =+ . General Electric Supply Corp.
OREGON
.+« . General Electric Supply Corp.

PENNSYLVANIA -

« . General Electric Supply Corp.
. General Electric Supply Corp.

.+ . General Electric Supply Corp.

+ « . General Electric Supply Corp.
RHODE ISLAND

« +« « + .« . Union Electric Supply Co.

SOUTH CAROLINA

o o o o o o Perry-Mann Electric Co.

TENNESSEE
- . General Electric Supply Corp.

o g « . General Electric Supply Corp,
OKIO

g . . General Electric Supply Corp.

. - . . General Electric Supply Corp.

5 . General Electric Supply Corp.

+ +« + . General Electric Supply Corp.

. . . . . General Electric Supply Corp.

+ « + .+ .General Electrié 8upply Cofp:

o o o . General Electric Supply C3¥B.
TEXAS

+ + . .General Electric Supply Corp.
« « . .General Electric Supply Corp.
«+ + .+« .« General Electric Supply Corp.
« « + . General Electric Supply Corp.
g « . General Electric Supply Corp.
5 . . General Electric Supply Corp.

UTAH
« +« « .+ .General Electric Supply Corp.
VIRGINIA
« < < .« .General Electric Supply Corp.

« + « « .General Electric Supply Corp.
WASHINGTON

« « « . .General Electri¢ Supply Corp.
« -+ +« + . General Electric Supply Corp.
o o o a o o Home Eléctric Company
WEST VIRGINIA
« + « « « .+ . Virginian Electric Inc.
WISCONSIN
a o G-Q Electric Company

Crescent Electric Supply Co.
G-Q Electric Company
- . 6-Q Electric Company
General Eleciric Supply Corp.

Printed in U.S.A
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/4 letter to the Trade

LEKTOPHONE CORPORATION

13 Exchange Place, Jersey City, New Jersey
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Model 36, less tubes $208
Other Models to $317

RADIO

The highest
note . . . .
. in radio
achievement

OUR best customers look to you
for an understanding of their
keener musical appreciation, and of
their instinctive taste concerning endur-
ing beauty in furniture.
They are the people who will recog-
nize faultless achievement in Radio by
Story & Clark.
They are the people who know what
to expect of a house that has built fine
musical instruments since 1857.
An inquiry to us will make the contact.
Details of the Story & Clark mer-
chandising plan will be sent to those
interested.

Built Complete in the Story & Clark Factories
TuE STOorY & CLARK RADI0 CORPORATION

173 N. Michigan Avenue, Chicago
+ o+

Manufactured under Story & CLARK owned Patents
and Patents Pending

Licensed under R.C. A. and Affiliated Companies,
Charter Member R. M. A.

by STORY & CLARK

SINCE 1857
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4 Tube
for Every
Set and
Every
Socket

Radio Retailing, July, 1939 27

on't let your set sales

99 Sourl

OU know what happens when you have sold a set
on time, and your customer begins to kick a couple
of months later—you’re out of luck and you’ve lost

) s . . .
. ) . his confidence, because the tubes got tired too soon; or 1o
' . _ put it technically, they did not maintain their efficiency.
B o ] The set doesn’t sound the way it did when you sold

: ! it, and you’re in for adjustments.
Gold Seal Tubes protect your business because they
are Auti-Depreciation Tubes. Their quality is proved by

L the fact that in thousand-hour tests there is very little

- drop in emission through their whole life.
,. There’s the whole story of the tube business i a
bt ;_;:‘- ‘ nutshell, and it’s the thing you want to look out for when
e you buy radio tubes for original sale or set installation.
o ' Gold Seal—one of the most successful of the inde-

pendent tube manufacturing companies—proves the
uality of its product by this characteristic.

Gold Seal Tubes won’t let your sales go sour! Find
out about territories and terms right now.

N\ | GOLD SEAL

ANTI-DEPRECIATION TUBES

Some Exclusive Territories
Still Open. Mail the Coupon

GOLD SEAL ELECTRICAL CO., Inc.
Dept. 6A, 250 Park Ave., New York
Pm ready to be shown, if you can help me make
money in the tube business. Send me your
[T dealer
O jobber | proposition.

%W
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19350
GraybaR

SUPERHETERODYNE

RADIO

Here is one answer to the growing public

insistence on something distinctively better
in radio. It’s the new 1930 line of Graybar
Superheterodynes — now available in a com-
plete price range.

The Superheterodyne circuit is already fam-
ous for its marvellous sensitivity, its hairline
selectivity, and its superlative tone-quality . ..
The Graybar Superheterodyne Model 700

(pictured above) has all the new 1930 improve-

www americanradiohistorv com
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Kadio Retailing, July, 1930

ments—four powerful screen grid tubes, push-
pull amplification, local-distance switch, im-
proved electro-dynamic speaker, fine cabinets.

All these features and more, will be found

in the new Graybar Radio Model 770 (pic-
tured above).

Tone Control, for one example. With it the
listener varies the pitch of a program—
brings out high notes or low notes—to his
own taste,

And, of course, there’s model 900—the new
super-combination radio and phonograph with
tone control. Complete details of special
features and price on this unique combination
available soon.

Finally, one may have a variety of beauti-
fully designed cabinets to pick from.

You will be interested in these new models.
Your customers will be interested, too. Get an
early start. Learn about the Graybar Super-
heterodyne line now. Mail this coupon today.

E Graybar Electric Co.,
E Graybar Bldg., New York, N. Y.

H Gentlemen: Tell me all about the new Graybar radio without delay. &
+ Send information to: .

: Name

www americanradiohistorv com



30

Radio Retailing, 4 McGrazwe-Hill Publication

UNTIL MARCH FIRST THESE ENGINEERS

And now they
National Union

at right: Our Chief Engineer—
Dr. E. A. Lederer is famed for
his radio research —a radio
tube wizard! Has score of im-
portant patents . . . Brought
from Vienna by Westinghouse
in '23 because of his great tal-
ent. During the last two years
he had been entrusted with full
charge of Westinghouse's en-
gineering department —super-
vising the development of
screen grid and 227 tubes.

At right: He Knows Tubes!—
W. M. Perkins, National
Union’s Radio Engineer in
charge of the Measurement
Laboratory, came to us from
the Westinghouse plant, Bloom-
field, N.J. His work was in
the Radio Application Labora-
tory, studying the uses of vac-
uum tubes — their application
and effect in various circuits...
Perkins is another reason why
National Union tubes triumph!

At left: Our Chief Chemist—
M. M. Fredenburgh, another
star in National Union's fir-
mament!. .. At Westinghouse
Lamp Co., he was in charge
of the Chemical Preparations
Divisions, responsible for man-
ufacture and development of
chemicals, getters, filament
coatings, etc. A scientist of re-
nown, he personally sees that
nothing but Quality goes into
National Union Radio tubes!

At right: Superintendent of Qur
State Street Plant— Few menin
the industry know radio tubes
like F. F. Wallen . .. Six years
with Westinghouse Lamp Co.,
where exceptional ability
quickly carried him to Assist-
ant Superintendent of special
Radio Tube division ... No
wonder National Union tubes
are now winning praise—they
are made by experts who have
made millions of quality tubes.

At left: Our General Superin-
tendent of Manufacturing—G.
J. Ernst started 22 years ago
with Westinghouse; made that
concern's first oxide - coated
tubes . . . Responsible for the

manufacture of every type of
Westinghouse tabe. As Super-
intendent of the Westinghouse
Radio Tube division Ernst su-
pervised 1,500 skilled workers
making millions of Radiotron
and Cunningham tubes.

At left: Superintendent of Our
Ogden Street Plant —Thomas
Spina, another expert schooled
at Westinghouse, who devel-
oped the nitrogen gas-filled in-
candescent lamp...It's a deli-
catejob,makingfineradiotubes!
It’s like watchmaking . . . Ma-
chines and Men! ... National
Union has the best of both!
National Union’s exclusive
‘‘double testing’’ system as-
sures perfect radio tubes!

NATIONAL UNION RADIO CORPORATION

wwWw americanradiohistorv com
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MADE RADIOTRONS AND CUNNINGHAMS

are producing

Radio Tubes!!

For years Dr. Ralph E. Myers and his staff of engi-
neers were in charge of production of all R. C. A.
and Cunningham tubes made by Westinghouse.

Last March, Westinghouse’s group of famous engi-
neers joined National Union. Today they are pro-
ducing the remarkable new National Union tube.

The result of this change is evident. In thousands
upon thousands of homes the new National Union tube
is even exceeding our great expectations.

Why we engaged this brilliant staff: When
National Union was organized last fall we promised
the radio trade the finest tubes that science could de-
vise. We made this promise with the wholehearted
belief that an independent tube manufacturer properly
financed, could produce such a tube if he would but make
up his mind to do so.

When we secured the services of Dr. R. E. Myers of
Westinghouse we knew the battle was won. For 21
years, he had been with the Westinghouse Lamp Com-
pany. He had made nearly 1,000,000,000 tubes for the
Radio Corporation. Few men in America know tubes
as well as he. His accomplishments in the past few
months have justified the confidence we have placed
in him.

Investigate the new National Union tube at once.
Test the tubes yourself. This is the truly great indepen-
dent tube for which dealers have been waiting.

Investigate, too, the new National Union store display
plan. This is the famous plan that puts Rudy Vallée
and Olive Shea working side by side in your window
for you. National Union jobbers will gladly explain.

S s S feined Wattaaid i
DR. R. E. MY ERS s e st niet
smoderm fu»ulurmu.p, atiple Tacilifie for erporimeniotion wed nhe plant ogaiioesr
aad finamera] rasmurves reqairsd §h o prdecs gesd fubes on oo arge wewin

e e N SPIan 1]
400 MADISON AVENUE - NEW YORK CITY
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THESE THREE

FA\CTS have sold ‘

QUICK ACTION

‘There’s no question about QUICK
ACTION when you use Arcturus
Tubes . . . the program is there in
7 seconds by your watch.

CLEAR TONE

There's no hum, no background
noise, to mar the CLEAR TONE that
is characteristic of Arcturus Tubes.
Test it yourself on any program.

LONG LIFE

Your meter proves that Arcturus
Tubes withstand exceptioual over-
loads. This unusual stamina explains
why Arcturus Tubes hold the world’s
record for LONG LIFE.

ACT IN 7

www americanradiohistorv com
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-MILLIONS

of ARCTURUS BLUE TUBES

TH(DUSANDS of Arcturus dealers know
the cash value of these Arcturus per-
- formance features.

They know that Arcturus Tubes are
superior tubes because they have tested their
Quick Action, Clear Tone and Long Life.

They know that Arcturus performance
can be forcefully demonstrated to any
customer-.

ACTS IN 7 SECONDS

And they know that Arcturus superiority

is lasting superiority—keeping any set
operating at its best.

Isn’t this the kind of tube you can safely
back with your time, your selling ability,

and your reputation?

ARCTURUS RADIO TUBE COMPANY
NEWARK, N. J.

RU

SECONDS

TUBES

FOR EVERY

RADIO

wwWw americanradiohistorv com 0
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» » » and still z‘/)ey comne

TO THE FAIREST
FRANCHISE IN THE
RADIO INDUSTRY

A franchise providing a full price range, clean, above-board sales
policies, national and local newspaper advertising, and the public
confidence already inspired in Stewart-Warner products—with
over 27,000,000 users.

And with this franchise a line equally outstanding—the new
Century Series—in beauty, price, and performance eclipsing all
previous Stewart-Warner achievements. And with an unbeatable
sales-leader at only $99.75!

Among the improvements offered in the new
Stewart-Warner 100 Series are:

A new and superlative Audio System possessing a uniform tonal range
extending far beyond limits hitherto possible.

An improved, stable, non-oscillating screen-grid radio frequency cir-
cuit, with uniform maximum sensitivity and selectivity throughout
the tuning range.

An automatic voltage control, and new electro-dynamic reproducer.
All mounted on a splendid gold-finished chassis.

And housed in cabinets of new and exquisite beauty. In choicest
matched hardwoods with genuine carved decorations!

Here is a line you can buéld on, not only today but tomorrow!

it | T.be S;.E{arr;eshConso{edf .y A line in which you can throw your sales energies with com-
si;‘nc.—lff,l’;'a",,d‘fsci‘(',‘;;'Xmg,’,-z;neél;ﬁfﬁ;"‘fn S‘;ﬁ_‘;‘é‘&;‘inf{ plete assurance of the future. Territories are fast being closed.
front, with artistic genuine carving. Silent sliding doors, Write us for details of line and franchise NOW. Stewart-Warner
Dull satin finish. Series 100 chassis and new improved . . B B

electro-dynamic reproducer. $197.50 (less tubes). COIPO!‘athﬂ, Chlcago, Illinois.

Four Handsome Period Models—from $99.75 to $197.50 (less tubes)

Prices slightly bigher west of the 100th meridian

STEWART-WARNER
« « « RADIO » » »

A GREAT RADIO BACKED BY A GREAT NAME

www americanradiohistorv com
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¢ CeCo Radio Tubes are the standards by

which we make our radio tube comparisons.
J. M. SCHOENBERG., Post Standard Stores, Phfladelphia, Pa.

“lt was a new idea—not a

new set that stirred the R.

M. A. Trade Show. CeCo’s
‘Better or You Don’t Pay’
Campaign was proclaimed

by dealers as the big oppor-
tunity for 1930. This plan
opens up an untouched
replacement market for
10,000,000 tubes . ..and will
treble your tube business.
Write today for campaign

portfolio.” %/ |
SRt .

PRESIDENT,
eCo’s outstanding Engineering CECO MANUFACTURING C0., INC.
e mt again pioneered in
and producing the PROVIDENCE, R. L.

btained by an

The uniform filaments of CeCo
Radi s are i
oxide-flour coating that gives
longe

1 93 0 Listen to the CeCo Couriers with CeCo Radio Tubes are licensed

Henry Burbig every Monday eve- under patents and applications of
. . ning from 22 stations of the . the Radio Corporation of Amer-
R ad lO g lu bes Columbia Broadcastng System. ica and affiliated companies.
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./lgﬂin. .. the Convention said o%

K <w %

The WINDSOR — Sliced, Oriental striped
and American striped walnur, with choice
matched Butr walnut doors. Art frieze over
doors and carved pendants along the sides.

Height 51 in. Width 27 in.
Depth 17% in. Price less tubes, $149_5_9

Immediate Delivery

on All Models

Shipments are now being made. Pro-
duction in our large plant is on in full
swing. Advertising and sales promo-
tion material is ready. Colonial’s
program is under way.

Jbe PRINCESS — A charming
low cabinet of harmonizing
sliced and Oriencal striped wal-
nut with a simulated floral de-
sign inlay on front and apron.
Artistically carved floral grille.
Height 38 inches. Width 24%
inches. Depth 17 inches.

cabes 127 $12950

The Finest Radio Colonial
has Ever Made at the Lowest
Prices Colonial Ever Offered

Jhe MAYFLOWER — An ex-
quisite highboy executed 1n
sliced, Oriental striped and
American striped walnut, An-
tique bronze grille on front.
The legs are turned, tapered
and reeded. Height 47 inches.
Width 24% inches. Depth 17

lessabes . $13950

COLONIAL RADIO CORPORATION

Sales Offices: 25 Wilbur Avenue, Long Island City, N. Y.

Plants: Rochester, N. Y.

“
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o COLONIAL

or QUALITY.. PRICE.. SENSATION!

NTHUSIASTIC approval of the new Colonial
and its new price range...a record-breaking
advance sale...an impressive line-up of strong
distributors from coast to coast...ask anyone
that attended the convention about Colonial’s

position! And make your inquiries about

Dr. Fulton Cutting’s
Engineering Triumph

Cllttiﬂg fully automatic
Remote Control

As finely engineered as a Rolls Royce. It tunes the
set on and off. It has an on-and-off light. It oper-
ates ten pre-selected stations automatically. .. with
an extra button for ANY other station. It controls

thevolume perfectly. Hereis a sensational featureto
attract the crowds. Here is something NEW to talk
about...to SELL...a business builder that grows
more important everyday. List price,installed, $34.

Colonial’s 1930-51 Campaign

Back of all of these features is the most aggressive
advertising and sales promotion campaign in Colonial
history.

Back of this are strong financial resources and sound

Licensed under patents
of Radio Corporution
of America, Westing-
house, General Electric
and American Tele-
phone and Telegraph
Companies.

sales and scrvice policies to protect and advance the
interests of distributors and dealers. The Colonial
proposition and a list of distributors will be s2nt
upon request.

LONIAL

““RADIO'S CLEAREST VOICE"
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Ken-Rad

Fine Radio Tubes

,_I;{Is is a fact. The sales and profit opportunity that Ken-Rad
offers is attractive—especially so, judging from the reaction of distrib-
utors and dealers who have had all the details of the Ken-Rad pro-
gram... Full pages appearing in The Saturday Evening Post every month
now—and newspaper advertising in distributing centers... Ken-Rad

policies will put your tube business on a proﬁtable basis.

Tue KeEn-Rap CorPorRATION, Incorporated, Owensboro, Kentucky

A Division of Ken-Rad Tube && Lamp Corporation

WwwWwW americanradiohistory com
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ROM the welter of praise and criticism about the
FTrade Show which permeated the salt-laden breezes

of Atlantic City, this fact stands clearly apparent :
our next convention and showing of new lines calls for
a new set-up. A fresh concept of the why and how
of a radio get-together is very much in order.

The East was entitled to a trade show. Its demands
were granted and Atlantic City, a logical spot, was
chosen by the 1929 show committee for last month’s
affair.

In all justice to this committee, and to a large majority
of the manufacturers who exhibited, it should be stated
that it was not their fault if the concentrated con-
veniences of the Stevens Hotel were not duplicative
at “The Nation’s Playground”; if “liaison” required
the services of a detective; if the meetings were but
moderately attended ; if Kingw” .
Whoopee ruled the Board-
walk or if the display of
bona fide 1930-31 modéls left
the impression that some-
thing was missing in the
., Dicture.

The recent show and con-
vention, frankly, was an ex-
periment—and a necessary
one. The RMA directors,
and all others responsible for
its success, are keenly aware
of its weaknesses—and, we
are directly informed, will
employ every facility at their
command to place next year’s gathering on a new and
more business-like basis.

In passing judgment on the 1930 affair do not over-
look these facts: It attracted as large an outpouring
of tradesmen as Chicago ever mustered: over 80 per
cent of our representative set manufacturers were at the
show and exhibited authentic 1931 lines (this on June
2,1930) ; and, as a demonstration of the fighting spirit,
the resiliency, of this grand young business of ours, it
was a marked success.

So much for the past.

convention.

What of the future?

THE time has arrived to view our trade show and

convention from the broader aspect of a necessary
annual spring tonic, from the angle of its many merits
rather than as an opportunity to view all the forthcom-

Radio Retailing, July, 1930

Retaillingd

The Business Magazine of the Radio Industry

To dwell forever within our own limited fam-
ily circle is to stagnate. To count numbers and
to exchange ideas is to progress.

Radio Retailing, therefore, emphatically favors
the stimulating effect of an annual show and
But it advocates that it be con-
ducted along sounder lines.
hurrah, less wasteful competition for name and
“good fellow” recognition by “grand stand”
gestures and more building along constructive
paths is Radio Retailing’s message to the mem-
bership of the Radio Manufacturers Association.

O. H. CALDWELL,
Editor

S

ESTABLISHED 1925

ing models and to negotiate new connections. We've
passed this embryo stage of our development, and for
the following reasons:

1. From now on, models will be changed as improve-
ments are developed—not “en bloc” at any one given
Witness the parallel case in the automobile

signal. )
industry and the higher character of its present
conventions.

2. The keener manufacturers, distributors and dealers
contact one another and negotiate their contracts not
in the catch-as-catch-can atmosphere of a trade show
but in the field.

These conditions, however, are the very reasons why
we should foregather once a year. To dwell forever
within our limited family circle is to stagnate. To
count numbers and to exchange ideas is to progress.

Radio Retailing, therefore,
emphatically favors the
stimulating effect of an an-
nual show and convention.
But it advocates that it be
conducted  along  sounder
lines. Less meaningless hur-
rah, less wasteful competi-
tion for name and “good fel-
low” recognition by “grand
stand” gestures and more
building along constructive
paths is Radio Retailing’s
message to the membership
of the Radio Manufacturers
Association.

Another illustration: Never in our history have deal-
ers and distributors been faced with greater problems,
calling for united action for their solution. Yet, of the
thousands of tradesmen who must have been present at
Atlantic City while the open meetings of the national
dealer and wholesaler organizations were in progress,
less than 100 put in an appearance at any one session.
Dealers who criticize the manufacturers in private and
vet take no active part, collectively, in suggesting
remedial measures certainly forego all claims to
sympathy.

Next vear we'll have another trade show and business
session—in some mid-western city. And your editors
have every reason confidently to assure their readers
that it will be, by far, more satisfving than any of its
remarkable predecessors.

Less meaningless

41
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[ts Lisf Price

OMEWHERE between the 95c. crystal set and the $600 console lies
a minimum list price below which it is difficult for a dealer to make
a living wage.
v

It is generally acknowledged that the average list price of sets is lower
today than for 1928. While the momentum of this downward trend has
been checked, and while Mr. Ryan’s assumptions are made purely for
the purpose of illustrating his points, nevertheless the truth regarding
the merchandising economics of reducing list prices below a certain
level should be brought out into the limelight right at this time.

v

Manufacturers should realize, for example, that when the list is
reduced 33 per cent unit sales must be increased 50 per cent if the dealer
would break even—assuming also that operating expenses remain con-
stant, which hardly seems possible with a commodity such as radio, which
has to be sold.

42 Radio Retailing, July, 1930
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Bu:

Could You Put
Your Son Through
College On Its

Profits?

By S.J. Ryan

‘ N TILI. a lowering of radio set prices mean more or
less total net profit for the retailer? . . .
Obviously there is but little the dealer can do
about the lowered price itself. The unfortunate thing is
that in all probability his operation is not “geared” to
meet such a changed condition. If it should come about
he would face a new and serious menace.

We all know that lowered prices mean broader mar-
kets, more unit sales and all that sort of thing, but nearly
half of your expense attaches itself to the unit of sale
and not to the amount of the sale.

To illustrate: Radio Retailing’s survey last fall estab-
lished an average net profit of eight per cent on retail
radio sales in 1928, Now let us assume a dealer sold
1,000 sets at $150 each. He would net $12.000. But if
the price of that set drops to $100, he must sell 1,500 of
them to net his $12,000—provided also he can still main-
tain a net profit of eight per cent.

It is ahsurd to assume that because the price drops a
third his sales automatically will increase 50 per cent.
They will increase, mind you, but
never in that ratio in the average
store. Competition is the great lev-
eler of values and no dealer and no
factory can hold a monopoly on a
lower price. The fellow that gets it
first does have a temporary advan-
tage, but not for long.

On the other hand, why should the
dealer who made $12,000 last year be
satisfled with $8,000 this—as would
be the case if he maintained his eight
per cent and only sold the same number of units. There-
fore, the problem of every retailer of radio during 1930-
31 resolves itself into these alternatives: (a) increasing
his volume of sales by selling more units—in the same
ratio that the new price bears to the old or (b) increas-
ing his net profit per unit so as to net the same amount
of profit on a lesser volume of sales.

Fither of these solutions is a man-sized job. The
dealer will have to tackle it and do it iimself. No high-
powered sales manager of some factory or distributor—
no pen artist in some editorial chair—can do this job for
the retailer, nor should he. Nor is this problem confined
to radio. The problem of the lowered unit sale price is

Radio Retaiiing, July, 1930

“Half of thedealer’s

overhead remains

the same regardless

of the list price of
the set sold.”

present in all lines of retailing and is causing everyone
concern.

Retailers must gear their businesses to changed
conditions—there is no other solution. Well managed
factories, through simplified methods and automatic ma-
chinery, can cut production costs and then cut the price
of their product and still preserve their normal profit.
They gear their business to meet a changed price condi-
tion or to create one of their own accord. We must do
the same. How?

ET’S review Radio Retailing’s survey. We find 109

dealers selling $7,214,000 of radio at a gross margin

of 37.7 per cent. It cost them 29.5 per cent to do this.

So they had 8.2 cents left to play with out of every dollar

of sales. Now, this was the net profit on the year’s

business but not the net worth of the year’s operation.
There is quite a difference.

It is possible to show an operating profit and yet have
all that profit tied up in obsolete inventory that will not
bring 25 cents on the dollar. That
is why, in departinent stores, we
make such continuous efforts to keep
our stocks ‘“‘clean.”

This year, it seems to me, the
dealer will have to adopt a most con-
servative trade-in policy. This will
have a tendency to decrease volume
but to increase net worth. Those
dealers (and a certain type of de-
partment store, with the collusion of
certain manufacturers and distribu-
tors, has been the greatest offender) who have offered
an exaggerated trade-in allowance based on a no
longer competitive list price, will probably not have that
deceptive spur to volume available this fall. As always
happens, values will be established by competition and
the merchant who imagines he can fool the public is
himself a fool.

If yours is one of the typical businesses as revealed in
our survey ahd you are selling a $100 set for example, all
the margin you can possibly have for trade-in purposes is
your net profit, namely $8. If you allow as much as $5
more than you can positively resell that trade-in for, you
are sacrificing two-thirds of your net profit. That is one

43
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place where you will have to gear your business to the
new conditions.

It costs you just as much per unit to demonstrate a low
priced set, to deliver it, to service it, to keep the necessary
books in connection with it; it even affects your rent be-
cause it occupies just about as much space. These are
other places where you will have to meet conditions.

The two factors not affected are selling and advertis-
ing, and in our survey we found they amounted to 15.3
per cent. or slightly more than half of the total expense
of 29.5 per cent. In the departinent store business—in
fact, in retail stores generally—we are confronted with
this same problem, a decline in our
average sale which has been aggra-
vated by the demoralization of the
past several months. We have found
no solution as yet bhut we are gear-
ing our business to present-day con-
ditions by a survey of employes
functions, which is resulting in some
economies, and by a strenuous
effort to sell more units of mer-
chandise and higher-priced units
especially. Of course we know that
any increase in the number of units sold cannot but help
increase our expense.

PERATING expenses of department and specialty

stores have slowly but steadily climbed year by year
and the lowered average sale plays no small part in this.
The Harvard Bureau report for 1929, which will be
published in July, will show that the operating expenses
of some 600 such stores increased about one per cent
over 1928. (It is interesting to note the close rela-
tionship between the expenses of the 109 radio stores in
our Survey [29.5 per cent] and of 180 department stores
doing a half-million or less [29 per cent].) For 1929 the
expenses of 226 reporting stores with volumes of less
than half a million is given as 30.3 per cent. Still lower
prices will aggravate this condition.

“To make an equiv-
alent profit on lower
lists the dealer must
increase production
per person.”

Lowered retail prices will bring you an increased vol-
ume—they do open up new markets. The distributive
structure can be likened to a pyramid with the lowest
possible price as the base and the highest price as the cap.

The lower the price the broader the market. I am not
arguing against lower retail prices on radio. That had
to come. should have come and did come. I am only

using a $150 set and a $100 set for purposes of easy
illustration. What I am trying to emphasize is that the
dealer must appreciate what this means to his profits
unless he changes his methods.

More unit sales must bring increased expense unless
—and this is the only solution I know
of—you can handle many more units
with your present organization. The
answer to the problem then is con-
trolled business. The application
of the answer is squarely up to you,
Mr. Radio Retailer. No one can do
it for you because only you know
your individual set-up and only you
can change and control it.

This I do know—because I am a
practical merchant working at the
job every day—that neither you nor anyone else can sell
more units of merchandise and not have it cost you
more money to do so. How much more is purely a
matter of individual ability as a merchant, but don’t let
anyone hand you that line of bunk about not increas-
ing your “overhead.” We know that half of your total
expense is bound to go right along with your unit sales.
Obviously the dealer can do very little to control the
average value of lists.

My solution to this problem, therefore, is more pro-
duction per person all down the line, including the boss
—more units with the same or even less help. Now
what is your answer? Write and tell Radio Retailing
and your fellow radio merchants. All of us have the
same problem; each of us must find some kind of a
solution.

44

28 Pounds of Bass

and Publicity for Outboards

HE difference between bathing beauty (see June
issue) and fishing contests is that the fish know how
to swim.

Otis Stubbs, president of the Stubhs Hardwars Com-
pany, Savannah, Ga., staged one of the latter kind of
contest this spring and doubled his average business in
outboard motors and fishing tackle.

One requirement was that all fish entered in this affair
be brought to Stubbs’ store, or to one of his accredited
dealers, for checking and registration purposes.

The whopper here shown was caught by Mrs. J. L.
Budreau. She weighed 28 pounds—the fish, not Mrs.
Budreau.

For those who have the price of the journey, we would
add that this prize winner was pulled from the Ogeechee
River with artificial bait on a casting rod. As to the
exact spot deponent sayeth not.

Radio Retailing, July, 1930

www americanradiohistorv com



Our Thinking Must Keep in Tune With

I{adhfs

[)rogress

By Morris Metcalf

New President
RADIO MANUFACTURERS ASSOCIATION

and my job is indissolubly bound up in an industry
which has changed its complexion every six
months. It follows, therefore, that the radio man who
desires success, or who may feel inclined to pass judg-
ment on the behavior of his trade organizations, his
fellow merchants or a manufacturer, first must appreciate
the “fluid nature” of this intricate and fascinating busi-
ness of curs. He should cultivate an open mind; he
should tune his mental processes to harmonize with the
present facts.
This fundamental is the substance of my message to
the “firing line” divisions of the radio industry, which
the editor of this magazine has asked me to deliver.

TO the readers of Rapio REeraiLing: Your job

OR example: In the first flush of the development

of any new art, markedly so with radio, radical
improvements follow one another in rapid succession.
This means that the first few annual “showings” con-
tain many innovations to intrigue the dealer. Then there
follows a longer period of a more gradual, but healthier,
progress. Radio receivers have now entered this second
phase of their development—Iless spectacular but holding
greater promise of stabilization for the merchant who
is building his business on the basis of permanent returns.

NOTHER illustration: Due to the same situation
radic manufacturers, during 1926, 1927 and 1928,
were able to schedule their change of models at about
the same time. Recently, however, it has been demon-
strated that a greater degree of independence, especially
as regards production release dates, is developing.

These new conditions were reflected at Atlantic City.
From the angle, therefore, of bringing to light the chang-
ing status of an industry, trade shows are of inestimable
worth. Further comment with respect to cur trade
shows and conventions will be placed fairly and frankly
before the entire industry at an early date.

During the next twelve months every individual con-
nected with the radio industry will work harder and
will indulge in a greater degree of co-operative effort
for the common good than ever before. And most of
us, despite a wide divergence of interests, will o so be-
cause we, personally, are keeping abreast of our industry.

Radio Retaiting, July, 1930

ORRIS METCALYF, of

Springfield, Mass., vice-presi-
dent and treasurer of the American
Bosch Magneto Corporation, will
guide the destinies of the Radio
Manufacturers Association during
the coming twelve months. The
election of this well-known radio
executive to the presidency of RM A
occurred June 5, during the con-
vention at Atlantic Cily.

Mr. Metcalf is a native New
Englander. He is a graduate of the
Massachusetts Institute of Tech-
nology and first came into prom-
tnence for his work in the develop-
ment of the manufacture of Portland
cement from blast furnace slag. His
organizational experience dates from
the time he was an important factor
in the Portland Cement Association.

Seven vears ago Mr. Metcalf went
to the American Bosch Magneto
Corporation as vice-president and
treasurer. During the past three
years the radio division of that com-
pany has been under his direction.
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“Dr. Press”

Lts Simplicity
Commends It

The simplicity of this plan for
maintaining sales volume during
July and August commends it.

FirsT

The local radio dealers call a
meeting and agree to support the
newspaper, or newspapers, whose
co-operation is to be enlisted.

SECOND

T he committee talks it over with
the business manager and the man-
aging editor of the paper.

THIRD

The co-operating radio dealers
and the press launch preliminary
publicity to sell the public on the
tdea that radio is a year ’round
proposition and to announce the
forthcoming summer supplement
on radio.

FOouRrRTH

The radio trade supports the
idea with store and window dis-
plays and other special advertising.

FIirTH

T he special section of the news-
paper makes its appearance, carry-
ing feature articles on summer
programs and other interesting
developments. The newspaper is
encouraged to get behind this
movement because of the possibil-
ities for increasing its advertising
lineage.

b
o\l‘

dministers
A

umimer

Milwaukeeradio dealers
local newspapers to
summer reception

NO\’V that the family radio is no longer packed away

in moth balls during the summer months and im-

proved programs and reception devices are the
warm weather rule rather than the exception, year 'round
radio reception has become an accepted thing.

As a means of co-operation with its radio advertisers,
and with local radio trade associations, the Milwaukee
Journal last year published an eighteen-page year 'round
radio reception number. This special supplement was
distributed free with every copy of the Journal on Sun-
day, July 14. Thirty-three thousand lines of paid adver-
tising were carried in this section—over and above the
thousands of lines of regular radio copy in the recreation
section and elsewhere in the paper.

Advance interest was promoted through the use of
radio, display ads, reader copy, window posters and
Journal truck signs. Display advertisements in this
newspaper preceded publication of the section and pub-
licity was carried on the business pages also.

“Thumbnail Sketches,” a popular weekly program over
WTM]J, the Milwaukee Journal station, presented

Radio Retailing, July, 1930
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Another rewspaper in Milwaukee
tied in with this movement.

S timulant 4

enlist co-operation of ﬁqﬁ@ A
W\ j-v'*‘!“" B

maintain interest im _
- )
\ 10 |
*

and set buying.
Y

LS
throughout the year to create interest in the '\_»{%}
forthcoming Sunday edition, was used a week f_.ﬁi\

\{",)'W

before the special summer radio section was to
appear to stir up interest in it. In addition. 2
window posters and cards were sent to all rad-o '
dealers in Greater Milwaukee and Wisconsin.

HE summer “radio section” boasted an a:-
tractive eye-catching front page. “Enjoy
Year 'Round Radio Reception”™ was the only
copy on the cover—the rest of the story wes

told by adroit use of art work. A calender ; ; : RADID
spread out across the page showed all tte § RECEPTION NUMBER
months of 1929, Sketches of summer camp- | THE SUNDAY JOURNAL

ers, picnickers and vacationists enjoying radio
entertainment illustrated its summer uses, and
actual photographs of WTM] announcers be-
fore the mike at football, baseball and tennis
games, regattas, prize fights and importart
news events emphasized the year ‘rouni
idea. This tvpe of copy aroused much interest.

News of the very latest in radio receivers and acces-

sories together with complete details of exceptionally fine
programs to be broadcast that summer made the section
of intense interest to radio listeners. Tt was illustrated
with a generous number of pictures showing the latest
model radio cabinets as well as photos of radio scientists,
merchants and manufacturers, and ether artists.
) : Michael Ert, prominent Milwaukee distributor and
Lﬂ.},"”l{”:f K pasF-president of the National Federation of Radio As-
=y sociations, comments thus on the section: "It has taken
years to overcome the public’s idea of summer time as a
season of static. With more than $50.000.000 heing
spent on broadcasting annually, executives are demon-
strating their belief in summer reception by elaborate
programs of splendid entertainment and siunmer sports
broadcasts.™

The Milwaukee Journal's year ‘round radio reception
section helped to bring home to the public the idea of
radio as a twelve months’ business. It was an important
step toward closing the public on the big idea that sum-
mer reception is every bit as good as reception in cold
weather—and last year’s summer sales of radio sets by
Milwaukee radio dealers further justified this idea.

Radio Retailing, July, 1930 47
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Summariziﬂg

pressing problems characterized the remarks of
those who addressed the manufacturer, wholesaler
and dealer meetings at Atlantic City.

The patent situation, drastic revision of manufacturers’
policies toward those who sell their products, and other
improvements along merchandising, rather than technical
reforms, received the most attention.

To conserve the time of its readers Radio Retailing
summarizes the principal addresses. Here they are:

a- REFRESHING frankness in dealing with our

J. NEwWCOMB BLACKMAN
President, Nat'l Federation of Radio Assns.

Urges
DRASTIC REFORMS

THE limitations of space prevent the publication of
J. Newcomb Blackman’s straight-from-the-shoulder
address in its entirety. It was delivered before members
of the National Federation of Radio Associations on the
opening day of the convention. The president of this
dealer-jobber organization handled his subjects fearlessly.

“The membership of the NFRA consists of 47 radio
associations throughout the United States. In addition,
over 200 of the livest wholesalers in the country are
affiliated.

“The industry with which this representative member-
ship is associated had, prior to the collapse of the security
market last October, set up a program of over-expansion
which resulted in a general over-production of radio
sets. Many concerns operating on the easily gotten pub-
lic’s money during the speculative period, became short
on capital and long on merchandise and debts. The re-
sult has been liquidation. and the dumping of distress
merchandise. Had this been confined to concerns that

48

the Focal Poinrs of the

were bankrupt, the injury would still have been far reach-
ing but unfortunately, many leading radio manufacturers
also over-produced. The result has been that sales since
have been confined mostly to merchandise having ex-
treme price appeal. Liquidation sales have been con-
ducted with great financial loss to all but the retail buyer.
The trade has had a problem to meet and we hope the
lessons learned will be far reaching and capitalized to
the fullest. . . . |

Price Cutting and the Remedy

“Certainly the trade has had many evidences of the fact
that no one has a monopoly on price cutting and that
the survivor of such a contest is not so “fit” as he
expected to be. You can no more effectively cure a
price-cutter by increasing his discount than you can
reform a spendthrift by increasing his income. On the
other hand, I do not believe the cure for general price
cutting lies in shortening the discount materially and
starving the patient into submission. After all, we must
have strength in profits, to carry on.

“Many believe the remedy lies in making it more dif-
ficult for manufacturers to enter the business without the
obviously necessary qualifications. If the present estab-
lished and responsible manufacturers are given sufficient
support, there will be ample to fill all the needs of the
industry and keep alive healthy competition.

If the Independent Dealer Would Succeed

“The independent dealer’s remedy lies in having re-
stored to the manufacturer the legal right to enter into
voluntary contracts between the manufacturer and the
wholesaler, and between the wholesaler and retailer, so
that every wholesaler and retailer both buys and sells
under the same conditions.

“Such privilege will be restored with the enactment
of the Capper-Kelley bill, reported favorably out of
committee and about to come before the House for vote.
I know of nothing better that the independent dealer
and wholesaler can do to safeguard himself against the
ruindus sales policies of his competitors, than to urge that
his Congressman and Senator vote for the passage of
the Capper-Kelley Bill, so that he may enjoy the benefits
of controlled sales policies that are now legal only
through consignment or factory controlled retail chain

“If the independent dealer is to successfully compete
with his chain store competitor, he must first sell him-
self on the idea that it is in his own interest that he
express a willingness to be directed by those competent
to help him make money. . . . .

“It may mean that we are in an era where there must
be laws in business ethics which will be recognized to he
as important to business as are certain laws regulating
society. . . . .

Radio Retailing, July, 1939
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Convention Speeclzes

“Competition has been running riot in the radio busi-
ness and I do not hesitate to make the statement that the
time has mow come when the successful radio manufac-
turers will be those who find the ways and means to
adopt sales policies which can be inaugurated and con-
trolled from the factory. Such sales policies of course
can only be established and thaintained by concerns of
ample capital, experience, and seasoned responsibility.

“In conelusion, radio dealers have assembled in At-
lantic City primarily to view new radio models, ascertain
what is being offered, and determine what they are going
to sell. But I believe they will make as few commit-
ments as possible unless and until they are satisfied that
the radio they do desire to handle can be sold by them
under some sales policy offering protection against con-
stant dumping, distress sales, and the many other evils
that have made profits so difficult if not impossible.

“As president of this Federation, representing, through
member associations, thousands of radio dealers, I think
I sense the need of the radio industry greatly improving
its sales conditions. This will call for new models in
salesmanship rather than in manufactured product; bet-
ter selling methods rather than better manufacturing
wmethods; how to sell, rather than how to manufacture
more radios; courage to make and sell less, if that be the
means of doing business at a profit. Let’s think it over
and see what we can do about it.”

v
MAjor GENERAL C. McK. SALTZMAN

Chairman, Federal Radio Commission

Promises

Few WaAvE LENeTH UPSETS

HE Federal Radio Commission is not on the verge
of adopting drastic regulations which will upset the
present wave length allocations, declared Major General
C. McK. Saltzman, chairman of the Federal Radio Com-
mission, and principal guest speaker at the Trade Show.
“Future changes will be gradual and along sound en-
gineering lines with the sole object of providing better
radio for listeners,” he stated.

“Now that the commission has been made a perma-
nent body, with heavier responsibilities, it is in a posi-
tion to go at the job in a big way. With that end in view
its legal, engineering and clerical departments are being
placed on an efficient basis.”

Among the other high points of Commissioner Saltz-
man’s address were the advocacy of a director of broad-
casting as a remedy of the evils of the zone system and
the suggestions that radio manufacturers should devote
more attention toward developing sets of higher selec-
tivity rather than higher sensitivity.

Radio Retailing, July, 1930

H. B. RICHMOND
President, 1929-1930, Radio Manufacturers Assn.

Believes

PATENT INTERCHANGE VITAL

N HIS keynote speech, delivered at the open meeting

of the Radio Manufacturers Association, Wednesday,
June 4, President Richmond advocated the adoption of
a patent interchange plan as the only way out of our
present patent crisis.

“The acuteness of the radio patent problem,” Mr.
Richmond stated, “arises from the lack of a central
control of radio patents. It is the decentralization of
patents, rather than an antagonistic dominating patent
control, that disturbs us. . . . .

“Our existing difficulty is that in addition to the al-
ready established license plans, both of a group and of
an individual nature, there are being organized new
groups for the purpose of exploiting patents. The
general tendency during the past year has been for this
situation to become worse rather than better. . . . .

“When manufacturers could sell all the sets they could
build, the patent problem was not acute. Today the mer-
chandising situation is so intense that immediate atten-
tion must be given to the patent problem if manufac-
turers are to continue to exist. . . . .

“If it could be established that any group is holding
valid patents sufficient to entitle it to a royalty under the
outstanding merit classification, there should be little
difficulty in arranging an equitable basis for settlement.
Such a plan would make it possible for organizations,
which could not in any other way consider our patent
interchange, to join because some such groups do no
manufacturing themselves. True value would be re-
warded, but bluffs called. . . . .

Suggests Central Patent Bureau

“Once the patent interchange plan is effective, and a
suitable central patent bureau established, the individual
manufacturers in the industry would never again be con-
fronted by the necessity of investigating or contesting a
vast number of patents annually.

“As a practical plan the Association may find it best
to establish a patent information department under the
supervision of a full time attorney even before the cross-
licensing plan becomes operative.

“I predict that if some solution of the patent problem
is not arrived at before long, the majority of the manu-
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facturers of radio products, now members of the Radio
Manufacturers Association, will find themselves forced
out of radio.”

JoHN W. VAN ALLEN
General Counsel, RM A

Discusses

Surts, Taxes, PrRoDUCTION

HE comprehensive and clear-thinking discussion by

John W. Van Allen, general counsel of the Radio
Manufacturers Association, was one of the best papers of
the convention. It is to be regretted that space does not
permit its publication in full. From a strictly legal-
rights viewpoint, Mr. Van Allen pointed out that in the
case of the United States vs. Radio Corporation of
America the questions of the federal anti-trust laws are
involved rather than those of the validity of patents. If
the decision goes against RCA, the Court may decree
redistribution of its patents to their original owners and a
cancellation of the cross-licensing arrangements between
the various companies affiliated with RCA.

Whether the Government is successful or unsuccessful in the
suit, these manufacturers would still be dealing with the same
corporations with which they have dealt in the past with refer-
ence to the 4,000 odd patents involved and the difference would
lie in whether they deal with them separately or through the
medium of one company as at present.

Whether these separate companies would be disposed to grant
to the industry licenses to use their patents to the extent that
the Radio Corporation of America has carried out the policy
of licensing the industry or retain the full use thereof to them-
selves, as they have the right to do by virtue of ownership of

the patents under existing patent would have to be
determined.

In the case of the Government of the United States vs. Lowell
and Dunmore, if the plaintiff should win this case, a new owner
comes into the field and it will be interesting to see whether
or not the Government will issue licenses and collect royalties
or offer the free use of these patents without claim for damages
for past infringements.

Mr, Van Allen, referring to the South Carolina tax on radio
sets, stated that this would be contested on the ground that radio
is included in the interstate commerce clause of the Constitution
of the United States and that this tax is not upon property
but upon the use of it in interstate commerce and therefore void.

“Are we as a nation, or are the separate states, plunging
headlong into a series of petty taxes costing more to collect
than is received therefrom? We condemn the imposition of such
taxes as unwise public policy.”

Mr. Van Allen’s explanation of the matter of controlling pro-
duction to meet demand through an interchange of information
and of agreements was particularly illuminating. He said:

“During the past yvear many of our manufacturers have been
frequently asked why the members of the Association do not
agree to limit production, to stabilize prices and discounts and to
maintain prices at a fixed level.

“In answer to all such querics, may | state that in the case
of the United States against American Column & Lumber Com-
pany and others, the record disclosed a systematic effort partici-
pated in by the members of the group to cut down production
and increase prices and that such effort constituted a combination
on the part of members to secure concerted action in curtailment
of production and .increase of price and such combination was
held unlawful because of the violation of the Sherman anti-
trust laws.

“The RMA, therefore, cannot exist and follow any such course
suggested, and neither can its members indulge in unlawful prac-
tices except at the risk of Government prosecution.

“We have, in conformity with the decision of the United States
Supreme Court in the case of United States vs. Maple Flooring
Manufacturing Association, openly and fairly gathered informa-
tion as to the volume of production and as to merchandise on
hand in past months and have disseminated such information
among our members without, however, reaching or attempting
to reach any agreement or any concerted action with respect to
prices or production or restraining competition.

“This nation in which we live was founded upon the basis of
greatest equality of opportunity and of maintaining such equality
of opportunity so as to safeguard it to every individual according
to his intelligence, character and ability. This is one of the
great purposes of our Government.

“To confess that we cannot succeed in this industry accord-
ing to the intelligence, character and ability each may have with-
out control by another competitor, is to confess that we cannot
live successfully under the doctrine of free competition and equal
opportunity. We, in the radio business, make no such confes-
sion even in the face of the financial disasters that befell us
in the year 1929.

“We have full confidence that as an infant industry and that
as our growing pains become less and less, we shall become
fully stable and the economic laws of supply and demand will
teach us the remedy for many bitter lessons which we have
learned in the past by failure to properly recognize their force
and we shall become as successful as human intelligence, char-
acter and ability will permit us to be.” ’

laws,

10 Sales in 2 Months

INDING it difficult to obtain sufficient live leads

through the ordinary channels, one of the enterpris-
ing salesmen of the Glendale Music Company, of Glen-
dale, Calif., tried installing a set and loud speaker in a
public market. No special type of booth was chosen.
The salesman merely selected the most friendly and
attractive location, where the proprietor was willing to
have the instrument installed and to take the names of
those interested.

The radio said nothing about the Glendale Music
Company. It was marked merely with a card, “Ask for
a demonstration.” The instrument was tuned in by the
proprietor of the booth who selected the type of program
rendered, being cautioned in advance, however, against
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From Public Market

too noisy a rendition. In payment for his trouble the
salesman gave the proprietor of the booth $1 for every
prospect to whom a set was later sold. He made ten
sales in the first two months and now he is looking about
for other markets and other interested merchants where
he can repeat the experiment.

Bus terminals, beauty parlors and similar places where
people wait are also suitable for the display and demon-
stration of radio on this interesting basis. In such cases
the set not only is unobjectionable but actually aids the
business of the co-operating organization. Proprietors
of drug and general stores in the smaller towns are
sometimes willing to demonstrate on a commission basis.
All of these outlets are valuable.

Radio Retailing, July, 1930
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This picture, *zken from “off stage” and looking out

into the archestra of Proctor’s Theater, shows the

6x7 ft. screen the receiwving and projecting mecha-

nism ard the “‘focused” cone speakers used.

(Above) The performer broadcasts from this
scanning booth, miles away.

Audience at Schenectady
theater enjovs a vaudeville act
broadcast from local station

Antenna receiving.
voice signal

Antenna receivindc
television signal

Arc light
‘ projector Monitor .
Voice receiver

Screen
‘Television s
receiver a2

Amplifier

Amplifier

Radio Retailing, Julv, 1930
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Dr. E. F. W. Alexanderson of the

General Electric company is largely

responsible for the development of
this new equipment.

1 high intensity arc and a new
sensitive light valve, plus general
improvements to existing appara-
tus, made reproduction on a large
screen possibie. Television signals
were transmitted on one wave-
length; voice and wusic on another.
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Survey discloses wide difference of opinion still exists
Read what dealers think.

in the radio business.

Island, we lammed by a filling station with a

line-up of pumps that unquestionably qualifies the
place as a permanent advertising exhibit for the Oil
Refiners Association. There they were—Standard, Sin-
clair, Gulf, Texaco, Koolmotor and a couple of others—
all working shoulder to shoulder (or tank to tank) for
this one ambitious dealer who had evidently decided that
no matter what fuel folks preferred for their henzine-
Luggies he’d have it on draught.

That’s one way of merchandising. Stock a dozen
popular lines and work the “We have ’em all” idea
overtime. Another way is to hook up with one good
manufacturer and enthuse about his stuff all over the lot.
A third method is 10 strike an average hetween the two.

I AST week-end, while burning up the Tarvia on Long
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How does the retailer make the most money; by
backing one horse or hy splitting his bets? In the gas
business, if the number of filling stations with all their
eggs in one basket is any barometer, specilization is the
most profitable. But in the radio busincss—well, let’s
see what the dealers have to say:

THESE FAVOR MULTIPLE LINES

HIS from M. Lewis, secretary and treasurer of

Hurvin, Inc., operating two radio-music stores in
Jamaica and Hempstead, N. Y.: ‘It is very difficult for
a dealer to do a satisfactory volume of business with
only one line at the present time, unless he is given the
exclusive agency in his town. Ve think that the proper
number of lines for a dealer to carry ranges from four

Radio Retailing, July, 1939
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Many
l.ines

0r

to six standard sets, not more, the actual number depend-
ing upon the population of his community.

“In the past, dealers have carried as many as ten
lines; by cutting the number down to four or six it is
possible to get behind each line more solidly, to con-
centrate advertising to better advantage and to feature
and display more effectively. Our opinion is based on
the fact that in past years we have carried as many as a
dozen lines, only to find that more than 90 per cent of
our business was confined to five lines. During 1929, we
carried only six and yet our business showed a substantial
increase in volume.”

OGER FUTNAM, of the Roger Putnam Company,
LN St. Louis, shares Lewis’ opinion but arrived at his
conclusion by working up from a single original line
rather than down from too many. Mr. Putnam says:
“In 1927, we handled one line only. In 1928 we took on
another. Arl in 1929, we sold four nationally advertised

Radio Retailing, July, 1930

pecialize

makes, increasing our sales 30 per cent over 1928. Our
average sale was about $145 in 1929 as compared to
$220 in 1928. We feel that this method of catering to
the public is the proper sales procedure.”

P. A. Lehman, Lehman Piano Company, also a St.
Louis dealer, double-checks the impracticability of spe-
cialization but adds a significant thought. He is con-
vinced that: “We could not sell one line and get the
volume that we now enjoy. If, however, we had a rea-
sonably large territory exclusively on one good line we
could easily increase our sales. Without such protection
such a policy is suicide for the large dealer.”

EHMAN’S opinion, that with proper protection spe-
cialization is probably the most desirable method of
selling, is reflected also in a statement from James T.
Dwyer, Dwyer Piano Company, New Orleans, who
writes, somewhat cynically: “It would probably be more
profitable for a radio dealer to specialize in the sale of
one good set if he could get any kind of protection or
co-operation from the manufacturer, but as the radio
business is constituted, we would not care to be the ones
to try it! For some time we tried to work with two
well-known lines, but as one of these lines consisted of
models that the public did not want, we were actually
operating with one line only. We pushed this line vigor-
ously and did a good job with it. But it was not long
before we found ourselves in competition with our own
set so many times that we were forced to take on another
equally popular line. Qur experience with both our
original lines was so unsatisfactory that we are handling
neither of them now.

“Because of our experience we have discontinued all
advertisements of any particular set, even of those where
the manufacturer offers to contribute to the advertising.
We advertise our store and our service and list the names
of the sets we sell. And because of our original expe-
rience we will not take on a line until a demand has been
created for it locally.”

WYER’S cynicism is probably justified, for L. A.

Rose of Rose Radio and Electrical Supply, in the

same city, expresses more or less the same feeling:
(Please turn to page 69)
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OW that the Trade Show exhibitors have folded . First in the “A’s,” Acme Electric gets the posi-
their tents and departed from the Happy Hunting tion break in our report. Acme exhibited a new
- s . . . line of power transformers, chokes and audio
_(Jroundsr it is our guess that there is a lot of quiet think- equipment of particular interest to manufacturers.
ing going on back home on Main Street about the new Dealers don't ordinarily see this stuff but “just
lines and their significance. know she wears ’em!” Acme Wire showed inter-

L. esting samples of conductors, while Adler Manufacturing was
Just before the shindig closed we made the rounds. right on deck with a swell line of cabinets, including one for the

These notes may serve to freshen the memories of King chassis. Ae(ial Insulator displayed a linp of combinat_ion
dealers who trod the Boardwalk and will afford a bird’s- synchronous electric clocks and aerials, something new, ranging

from $14.50 to $19.75 list. Aerovox built a nice display around
eye of The Show for those who could not be there. its ne‘% resistanis and Conden;;: T @ mice Qepray aroun

All-American, now “backed by Wurlitzer

money, showed three new lowboy consoles,

a combination and remote control. Tone

1 control and automatic volume control were

F acts /45 out N ew L Ines also featured in the new Lyrics. $99.50 to
$199.50.  Allen-Bradley spotlighted sup-

. pressor-resistors for motor car ignition and

—fO » a ]g_f”] I /i Allen-Hough sported a new portable phono-

graph with electric pick-up, a pick-up head

and an automatic record changer. The

1.0 - . . . Aluminum Company provided its usual in-
Exhibitors %:Zg:’:lf Z;Zé:iria(gsg:?t,;f g’::twnzhfns;;ih‘;%g;bzggx ) teresting display illustrating various uses of
=4 its product and Amperite attracted a crowd

Prices Average “low,” $130. Average “high,” $260. with an automatic line voltage control tube.
(Trend to slightly higher prices this year.) Amrad Corporation exhibited with Cros-

3 . ley. American Bosch attracted attention

Furniture 15 ornate set lines shown, walnut universally used. with a motor car set, a motor hoat receiver
{Greater ornamentation this year.) and a complete line of home sets from

. ay e . . . $144.50 to $250. Line-O-Lite tuning, auto-
Cabinets 31 lines include lowboys, 14 include highboys, 8 make matic volume control and tone contrt;l, also

table models.

! separate chassis for audio end interesting.
(Predominance of lowboys noted.) ;

Anaconda Wire had an educational exhibit.
Arcturus played up its quick-heating tubes.
Audak showed the Musichrome, a portable
phonograph with its tuned pick-up. I°. 4. D.

Combinations 22 companies have phono-radio models.
Automatic record-changing on the mcrease.)

Phono. Jacks 20 make provision for the use of electric pick-ups. Andrea_introduced a new chassis in_sets
(11 provide switch changeover on tuning dial or vol- from $159 to $328, with Flash-O-Graph

ume control.) tuning, automatic volume, two-element detec-

tion and an extended tuning condenser shaft

Tone Control Found in 14 lines. as a provision for remote control. TFada’s
(Much talked about feature.) name for a tuning refinement commonly

i . labelled tone-control has merchandising pos-

Remote Control 9 companies supply with one or more stock models. sibilities. The feature is called a “Noise-
(6 lines have extended condenser shafts for future Filter.”  Audiola has gradnated from

addition.) chassis to complete console sets ranging in

price from 107 to $119. Atwater-Kent had

Auto. Volume 11 Iines include non-fading, uniform volume feature. a booth but no merchandise to show until

(Usually incorporated on higher priced models.)

August.

g 3 3 manufacturers use “flash-light” mechanical tuning
S1 n T o { . . 5
Easier Tuning wndicators, 2 others use tuning resonance meters. . Nathaniel Baldwin crashed
(Numerous full-vision and similar dial tmprovements - into the field with a midget
showmn.) set at $99.50 with tubes, the
same set on legs for $129.50
Speakers Daynamic cones used in practically all sets. and a “Hydaway” model de-
(Most of the “midgets” and auto-radios use magnetics. signed to be remotely con-
one condenser speaker shotwm.) trolled by means of Baldwin’s interesting
54 Radio Retailing, July, 1930
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two-motor and phasing arrangement accessory which sells also
as a kit for $35. Belden and Birnbach and Brach came through
with some interesting antenna equipment; Bond and Burgess
with a complete line of batteries, including types for auto-radio.

Browning-Drake’s new models, $95 for the table set to $262.50
for a deluxe console incorporating remote control, automatic
volume and antennaless reception, plus an interesting type of dial
which reflects call letters on a ground glass strip, held interest.
Brunswick, $139.50 to $450 for a combination, featured tone-
control, made provision for future addition of remote and incor-
porated one of the new-fangled strip type dials in which an
oblong sliver of celluloid moves across the panel in front of a
stationary pointer. Bush & Lane, big piano

people from the West, presented its 1931 line of

sets and cabinets featuring some small models.

Cable, Ceco and Cunningham
had the customers all “het up”
about the new low-drain bat-
tery tubes. Capehart exhibited
working models of both com-
mercial and domestic auto-

matic  record-changing Amperions and
Cardon Phonograph featured a corking com-
bination including an automatic-record
changer and a Sparton radio. Cordonic had
the only candenser-speaker at the show,
Clarostat featured its new variable resistors,
Centralab flashed tapered volume control re-
sistances and general purpose units.
Champion tubes and Columbia Phonograph
had space right in the center of things, as
did also Continental Diamond, showing
molded products. Caswell-Runyon, with a
new cabinet specialty and the Concert-Trope

Exhibitors

R.F. Circuits

Untuned R.F.

Pre-Selection

—and Report
the
Outstanding Features

of Fach FExhibit

By
W.W. MacDonald

Deca Disc sprang a new record-changing Crea-

tone with space for an Atwater-Kent radio chassis,

DeForest provided not only its usual special tube

display but also a new short-wave receiver almost

small enough to put in your hat and Diamond

offered a couple of new battery types. DeJur-

Amsco presented, among other things, gang-condensers and power
rheostats, Dongan appealed directly to visiting manufacturers
with its power transformers and chokes and Dudlo was “among
those present” with a wire display. Some of these big wire boys
spent considerable jack to give their 1931 products a send-off
with set manufacturers. Dudlo’s booth was a splendid example.

Facts About New Lines

—for Technicians

37 manufacturers displayed new chassis and cabinets.
(Several others had booths but no merchandise ready.)

35 companies used tuned screen-grid.
(3 stages average, though few use 2 or 4.)

5 sets use one stage of untuned or “broad-band” screen-
grid v.f. in conjunction with tuned stages.

15 lines have some form of tuned circuit preceding the
first r.f. stage.
(A few use band-pass filters and modifications.)

outfit and its automatic record-changing, Antenna Adjust. 1?’” makes p(ol;w['de adjustments for antenna lengths.
coin-operated phonograph. Cornish Wire's (Mica wvariables, fived series condensers, coil taps
display for manufacturers and the Container seen.)

Corporation’s excellent demonstration of a . . .

new set packing method were noteworthy. Detection 11 Uines incorporate screen-grid power detectors.

Columbia Radio showed a full line of Duo-
vac tubes and Crowe introduced a lot of
new ideas in dial and panel escutcheons and
ornaments,

Colonial, with three snappy console cabi-

Resist. Audio

(Majority still use *27s, 3 have two-element systems.)

18 wmanufacturers use single rvesistance coupled a.f.
stage between push-pull and detector.

33 sets use two 45s in push-pull following detector or

nets from $129.50 to $139.50, played up Push-Pull o et

Fulton Cutting’s remote control both as stock (Tuned a.f., double push-pull and parallel, *45s also
equipment ardd as an accessory. Colonial’s shown.)

new models include automatic volume con-

trol. Crosler, in conjunction with Amrad, : 4 lines tnclude audio tubes and equipment, power sup-
featured a complete line of exceptionally Double-Chassis ply with dynamic speaker chassis, keeping r.f. and
small, though highly ornamental, console detector in separate chassis.

models ranging in price from a $69 model (8 incorporate '80 and power pack with speaker.)
that would make a peach of an end-table X . .
to an automatic record-changing combina- Dial Types 156 makers use drum type dials, 14 disc and 5 “strip.”

tion. The Roamio auto-radio announced a
short time ago by the Cincinnati production
genius was also pretty well ogled.

Radio Retailirg, July, 1930

or full-vision types.
(14 sets use friction drive dials, 14 cord and pulley
svstems and 3 use gears.)
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TONE CONTROL Muc/z DiS'cussed—

Easton Coil was represented, Eby broke into
the volume control game with some new wire-
wound units and Electrad checked in with variable
resistances, its Loftin-White kit and one or two
new small items, [Ldison, headlining Light-O-
Matic tuning, announced two new models at $297

and $268, in addition to displaying its three sets listing at $175,
$215 and $325. The line includes a model with automatic volume
control and a combination. Erla announced two new consoles
at $130 and $160 and also an a.c. midget at $67.50; with a
built-in electric clock for $75.

Fansteel’s booth spread the news about the alloy

Tantalum, Federal Wood and Furnas announced

new cabinet specialties, French Battery's timely

introduction of an auto-radio B-battery was of

general interest and both Frost and Fast dis-

played radio parts. Jesse E. French presented

four new screen-grid sets, three in lowboy and one in a high-
boy cabinet. priced from $136 to $152.

General Motors, one of the largest of the new-
comers using the former Dayfan manufacturing
facilities, made quite a splurge in period furniture,
introducing a Heppelwhite at $136, Sheraton at
$152, Late Italian at $172, Queen Anne combina-
tion at $198 and a Georgian combination at $270.

One of the interesting features of the GM line was the tone-
control with a dial showing graduations from bass to treble.
General Electric had no sets ready but it is understood that
the line will include one t.r.f. and three super-heterodyne models,
the chassis being identical with Westinghouse and Radiola but
the cabinets differing. General Dry Batteries contributed a full
line of Kleartone tubes and a new auto-radio battery which is
shielded and equipped with a special “one-shot” connection plug.
General Industries exhibited a constant speed turntable, General
Radio a rather complete line of laboratory testing instruments
including a new receiver-gain measuring set, Gilby a good wire
exhibit and Gold Seal some new “dated” tubes.

Grebe has departed from its well-known horizontal “thumb”
dial for the more conventional disc type but is still playing up
“Colortone.” Price available only on one highboy, the AH-I,
which lists at $225. Gulbransen concentrated on its Champion
model at $130, with tone-control and a cabinet made by men who
obviously know how. Grigsby-Grunow obliged with a brand new
line of screen-grid Majestics, including a combination, but had
not fully decided on the new prices. Stock cabinets appeared to
be very much similar to the excellent styles introduced in 1929,
but with a tendency to lowboys. In addition, several custom-
made special cabinets were shown, which we understand will be
offered to authorized dealers.

Hammond’s new synchronous electric turntable
has many possibilities, Hygrade had a full line of
tubes and Hoyt showed, in addition to set checkers,
a new tube-tester and a grid-dip oscillator for
servicemen. The line also includes one of the new
direct-reading ohmmeters. Howard's new remote

control system, by which tuning is accomplished from a remote
point merely by turning a dial which is an exact duplicate of
the set dial, attracted most of the visiting firemen. It will prob-
ably sell for about $100. In addition the company had three
console sets, price $175 to $210 and a fourth, including remote
control at a somewhat higher price.

Insuline and Isolantite displayed insulation prod-
ucts in various forms. International Resistance
had some new power type resistances which were
particularly interesting. International Resistance
is specializing in replacement units for practically
all manufactured sets this season and has gotten

out an interesting booklet which lists these alphabetically by sets,
giving the code colors of wires to which they are normaily at-
tached.

Jefferson showed a full line of power trans-
formers, chokes, audio transformers and similar
specialties, Jenkins presented its latest television
equipment and received a couple of programs from
Jersey City by way of demonstration, Jensen
brightened its corner with three new dvnamic

speaker chassis, Jewell catered particularly to servicemen with a
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display of instruments and meters for their use, including a new
portable voltohmmeter and Howard B. Jones' booth featured
master control system switch panels and wall outlets.

Kennedy, with Studebaker backing, is with us
again, offering 6 console models including a com-
bination. One model, which will sell for about
$200 boasts two separate chassis, one for the broad-
cast band and the other a short-wave set. This

. particular model appears to have interesting pos-
sibilities as the inclusion of the short-wave outfit interferes not
at all with the furniture value of the cabinet. Tone-control and
remote-control in one model. Ken-Rad outdid itself with a tube
display. Kester still specializes in solder. King is going after
the “market-your-own-chassis” idea with a couple of new screen-
grid models.

Magnavox presented some new, smaller dynamic

cones and electrolytic condensers made under the

recent “Mershon” purchase but did not have a

midget, which we understood the company is pro-

ducing, at the Show. Marvin, Micarta and Mc-

Millan were on hand. Micamold specialized in

fixed, molded condensers and Muter’s line shows improvement in
aerial equipment since last season.

National Carbon gave over practically all of its

booth space to Eveready four-pillar tubes. The

National Company, in addition to a rather com-

plete line of transmitting condensers and equipment,

offered a new double screen grid short-wave kit

with plug-in coils. National Radio Tube had a

complete stock exhibit while National Transformer pushed eight

new screen-grid chassis to be equipped with selected escutcheon

plates. All chassis list at $71. The company also makes the

“Balkeit” complete console job for $135 list. National Union's

booth, indelibly impressed upon our memory by virtue of the

several young ladies who so ably dispensed circulars, was given

over to an explanation of the concern’s “Radio Star” advertising
idea. The company is bringing out new 2 volt d.c. tubes.

Operadio’s booth was given over to several of
its speech amplifier control panels and associated
equipment Ouxford displayed its new dynamics
and the Chromatrope, an electric-phonograph,
amplifier and two dynamics in one large console,
with space for a radio chassis. This outfit if

equipped with a radio chassis, would closely resemble a lowboy
combination.

Pacent had its Phonovox electric pick-up at $15
list and a new constant speed electric turntable
at $25. Perryman exhibited an up-to-date line of
tubes. Philmore spot-lighted its crystal sets and
whats more, claims to be selling them in satisfying
quantities. Polymet announced some new coils as

well as its usual line of resistances and condensers, while Potter
concentrated largely on fixed condenser blocks. Several inter-
esting Pooley cabinets were at the Auditorium, though most of
these were at a closed exhibit at a nearby hotel. Pilot displayed
its short-wave kits, a broadcast kit, a speech-amplifying system
and a new. auto-radio kit selling for $106.50 with magnetic
speaker. Philco with five models, including a table set at $55
less speaker and a combination with automatic volume control
and a built-in aerial as two special features, includes tone-control
with every model in the line. One small highboy type of console
includes a partially concealed speaker which is mounted hori-
zontally beneath the cabinet.

Racon gave over much of its space to exponen-

tial horns and also exhibited a small dynamic unit.

Radio Master displayed a dozen new cabinets list-

ing between $35 for an early American maple

design to $450 for a massive, hand-carved model.

The line included a Duncan Phyfe model, several

highboys and lowboys, an end-table or chair design, a desk and
several chest models. Radio Products, showing practically its
entire line of testing instruments stressed particularly its new
grid-dip meter, modulated oscillator and output meter and a new
attomohile radio set tester with special 5,000 ohm per volt

Radio Retailing, July, 1935
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voltmeter.  Kadiola, like G.E., had space but did not exhibit new
niodels.  Also like the G.E. line, it is understood that these will
be the same chassis as employed in Westinghouse sets, but in
different cabinets. Naturally, G.E., Westinghouse and Radiola
sales and distribution plans will differ. Radiotron had an inter-
esting exhibit but displayed its tube line, including the new
two-volt d.c. types, at the Traymore Hotel. RC.A-Victor an-
nounced its entire line for the coming season at Atlantic City
and displayed models using the familiar full-vision dial, embody-
ing tone-control and generally resembling the original line in
all but nunor details. Readrite now makes a $12 tube tester for
all the new tube types and has also a smaller tester for $2.10
designed for rapid test for shorted elements and achieving this
price thrcugh the use of flashlight bulbs as indicating devices.
Rola is swinging its production facilities, apparently to the manu-
facture of smaller, more compact dynamic speakers. Rochesier
reproducers, three dynamics for auditorium and radio cabinet
use, alsu a small magnetic cone for auto-radio, have made their
appearance,

Sampson Industries is still bposting the ingenious
combination of adhesive tape and metal foil aerial
for indoor use and aptly called Stiktape, while
Samson Electric is plugging its efficient Pam
speech amplifying equipment. Scowille’s variable
condenser gangs interested many manufacturers as

did also Sprague’s screw-type electrolytic condensers for filter
design and replacement. Super-Ball was on hand with its
familiar comnpact antenna system, Swan-Haverstick displayed a
more orthdox type of antenna equipment and Swylvania exhibited
a full line of tubes.

Stlyer-Marshall models offer many refinements, both with re-

spect to circuit design and cabinets. Four models were shown,
at $135, $160, $185 and $225, the line including optional remote
control, tume-control, automatic volume control and the exclu-
sive Clough system of tuned audio amplification. Sparks-
Withington's line, without screen-grid but employing band-pass
tuning throughout, comprises nine console models which might
properly be called “semi-highboys.” Prices range from $115.50
to $580 for the new ensemble with automatic record changer.
Starr Piano has added several interesting models to its cabinet
line. Sterling is making sets employing the Loftin-White amplifi-
cation system and called “Minstrel.”” Stettner has a line of spe-
cial cabinets and phonographs with space for radic, featuring
built-in Steno-vox speakers and special baffle board arrangement.
The cabinets bear the trade-name “Stenola.” Stevens showed the
latest in its cone speaker diaphragm line and an electric phono-
graph motor. Swuperior introduced a number of new cabinet de-
signs. And Supreme in addition to its Diagnometer for service-
men exhibited a brand new set analyzer, model 25, $78.50, which
is considerably smaller than the company’s original hit.

Stewart-Barner's 1931 sets range in price from $99.75 for a
table model to $197.50 in four period models with hand-carved
decorations. All four sets are highboy models. Stromberg-
Carlson presented five straight radios in highboy cabinets, one
lowboy and two lowboy radio-phonograph combinations, the price
range being from $239 to $645. The line includes in several
models automatic volume control, a resonance meter which
automatically indicates “‘center’” when tuning in a station, and a
silent switch which permits these sets to be tuned with the
speaker temporarily disconnected by means of a depressed but-
ton. Story & Clark. piano people who have just entered the
field, introduce three models. a lowboy at $208, one with auto-
matic volume control at $248 and a third top article at $317, also
with automatic volume control. The cabinets are richly orna-
mented and other refinements include tone-control.

Real wood, and not “compo” ornamentation is used throughout
the Story & Clark line of consoles.

Tobe-Deutschmann presented two interference-
finding set models, equipped with the necessary
pick-up loops and in the case of the larger unit an
extension pole for the loop to permit the user to get
quite close to sources of trouble, The large unit is
apparently complete in every respect and includes

a noise intensity meter. 7'riad and Tungsol exhibited their respec-
tive tube lines. T CA-Clarion displayed three new high consoles
at $109, $129 and $199, interesting by virtue of their representing
the company’s original models as well as in themselves. All
three models are in matched swirl walnut, the highest priced set
being a phoro-radio combination.
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U. S. Radio & Television “Apex” receivers were

priced from $105 to $185, including tone-control,

a combination and Utah remote control. United

Scientific exhibited a selection of parts. Upco had

a selection of its new dynamic reproducing heads

and a complete pick-up on tap. United Air

Cleaner’s modernistic “Sentinel” sets and combination were priced

at $127.50, $135 and $180. And Utah Radio exhibited its remote

control accessory used in a number of the sets on display in
other parts of the Auditorium under license arrangement.

Victoreen is making what is probably the only
super-heterodyne in the country outside of those
produced by the G.E., Westinghouse and Radiola
group. The Victoreen seen at the Show is a 14-tube
job, all rectifying and audio amplifying equipment
being in a chassis separate from the r.f. and detec-

tors. Three console models were in the company’s booth at $345,
$395 and $595, the latter price for a combination available in
either oak or walnut. Valley, now hooked up with Colonial
Radio, had a separate display of power equipment.

Ward-Leonard still specializes in resisters and
had several types embodying refinements over last
year at the Auditorium. Webster Electric split its
space between an electric pick-up and the more
recently introduced power amplifying equipment.
Weston brought one of its new counter tube-

checkers to the Show along with the general assortment of meters
and test equipment manufactured in Newark. Wright-DeCoster
showed a line of Hyflux speakers, one for flush wall mounting,
one for surface mounting. a table model and a chassis, as well
as a console type.

Westinghouse’s new line includes a t.r.f. set which has not vet
been priced, a super-het. at $142.50, another super at $179.50
and still another at $259. The line, encased in walnut consoles,
includes one remote control model, which is designed for use
with two separate control boxes, and a combination. All models
use_screen-grid tubes, have tone-control and employ pre-selector
tuning. The various chassis used in Westinghouse models are
understood to be the same as those which will be found also in
G.E. and Radiola cabinets this season. These use four 224’s, two
227's, two 245’s and one 280 rectifier, the super-het. circuit em-
ployed utilizing a pre-selector with two tuned circuits, a stage of
tuned screen-grid r.f.. screen-grid first detector, two intermediate,
long-wave stages, also using screen-grid, a power second detector
and a final push-pull audio stage which feeds the built-in dynamic
speaker.

An additional set, which will undoubtedly be the low-priced
model of the line, is also to be added shortly. It will. we hear,
be a tuned radio frequency set and not a super-het.

Yaxley featured a complete selection of radio
convenience outlets for master control and apart-
ment installations.

Zaney-Gill, winding up here in the rear, cut
quite a swath into the business with the new
Music Box Clarion midget at $49.50 and the
Legionair at the same list. The Clarion is in a
small Gothic style cabinet while the Legionair is
modernistic in design. Both are a.c. operated.

Well, sir, if your eyes are in the same condition as
were our feet after completing this circuit of booths
you will probably double-check our little prayer of
thanksgiving—“Hooray for the Trade Show. but thank
gosh it’s over!”

Epritor’s Note: This article, written at the Trade
Show, includes a brief description of the items featured
by each manufacturer. It was obviously impossible to
cover every detail and feature of each item so we refer
those readers who desire more information than is pre-
sented here to the New Merchandise section of this and
future issues of Radio Retailing.
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Wr HAT wave-lengths lie on either side of
the upper and lower end-stops on the
radic dial?

This question has been asked by countless
radio men. The chart above answers it, show-
ing that what we call radio is but a part of the
whole system of vibrations in the ether.

Light, heat, X-rays and many other natural
phenomena are all the result of some kind of
ether-wave vibrations.

If we could tune our radio sets up through
the longer meter wave-lengths we would
swing through groups of radio channels now
allocated for S O S calls, aircraft, ship to
ship, trans-Atlantic and other long-wave
purpases.

Turning past the lower side of the dial,
200 to five meters, one comes upon the con-

Radio Retailing, July, 1930
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siderable group of bands assigned to point
to point, ship, television, amateur and experi-
mental usages.

Beyond these radio frequencies are other
extremely interesting waves or rays of the
same general nature but, because of their
higher frequencies of vibration, they take the
form of heat and light phenomena. These
are the infra-red, the solar rays, ultra-violet,
X-rays, gamma rays and finally the cosmic
rays. The latter, whose origins are unknown,
are received from interstellar space. Cosmic
rays are the shortest of any now known to
science.

On the facing page, lower illustration, are
shown the frequencies of musical instrument
and voice vibrations within the limits of the
human ear—the audible spectrum.
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HOLLAND

In the

Walter E. Holland—for the 1) EFENSE

Chief Engineer, Philadelphia
Storage Battery  Company

HEN the smoke of shows and advertising an-

‘;\/ nouncements clears away, tone control will prob-
ably emerge as this season’s outstanding contri-

bution to radio development. Before going into the reasons
back of tone control let us define it and find how it works.

Tone control is an accessible device on a radio receiver
by means of which the relative proportions of low and
high frequencies coming from the speaker can be varied
at will so as to change the tone quality. Inside or semi-
permanent adjustments affecting tone quality do not
come under the heading of tone control.

In its simplest and most practical form, the tone con-
trol unit consists of an adjustable condenser, or a variable
resistor and fixed condenser combination, connected
across some portion of the audio system of the receiver
in such a way that more or less of the higher frequencies
are by-passed or shunted out as the control is turned.
The adjusting unit may be designed to vary the tone
continuously throughout the range of tone control or to
vary it in a number of fixed steps. The audio system and
speaker should be designed to reproduce an excess of
high frequencies with the tone control set in the initial
position where little or none of the high frequencies are
shunted out.

Tone control is technically sound. It would be so even
if we had speakers which were one hundred per cent per-
fect and would reproduce all {requencies in the exact
proportions in which they existed in the broadcasting
program entering the receiver. There are a number of
reasons for this.

Six Reasons for Tone Control

1. In the first place the broadcasting is seldom if ever
perfect and often very imperfect. The broadcasting may
be deficient in high or in low frequencies due to improper
placement of instruments with respect to the microphone

60

in the studio. or te losses or unbalancing of frequencies
in the transmission equipment of the broadcasting sta-
tion. Also, in chain broadcasting or where the trans-
mitter is located at a distance from the studio. there may
he losses of frequencies in the wire lines that carry the
program from the studio to the transmitter. Nearly
everyone knows that certain stations come in with an
abnormally deep tone while others are high-pitched and
apparently lacking in low tones. In any case, and what-
ever the reason for the improper balance of low and high
frequencies in certain station programs, tone control on
the receiver gives the user the means of compensating
deficiencies and making the reproduction more natural
and more enjoyable.

2. Room acoustics also affect the tone quality consid-
erably. Selective absorption of some frequencies and
reinforcement of others, depending on the design and
furnishings of the room and the location of the speaker
in it. may throw the low and high frequencies out of bal-
ance so that the reproduction sounds unnatural. Here
again tone control on the receiver is needed.

3. Acoustic engineers tell us that to have correct, nat-
ural reproduction of music and speech it is necessary to
bring up the volume at the speaker to the full original
volume of the speech or music at the source. If the
volume at the loud speaker is made greater or less than
the original, the relative volume of the lower to the
higher frequencies seems to change even though the
speaker actually reproduces low and high frequencies in
the same proportion at different volumes. This is due
primarily to certain well-known characteristics of the
human ear. Obviously, it is impracticable to reproduce
all programs at their original volume. For speech it may
be necessary to bring up the volume above the original
in order that a roomful of people may hear it. On the

(Please turn to page 84)
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for the 0PPOS[’I’[ON~Hermann E. Krang,

Vice-President in Charge of Engi-
neering, Grigsby-Grunow Company

l I \HROUGH the development of the rich, virile bass
in reproducers the public has been made conscious
of the part that tone plays in radio reproduction.

This year it is being offered something called tone con-
trol which capitalizes on this acceptance of the bass
register. You ask me why Majestic opposes it. While

I do not speak for the company, I feel that my concern,

who pioneered this movement, is in an honest position

to know when to call a halt. Why should the industry
be stampeded, to use Shakespeare’s words, to—

Iay on. Macduff;
And damn’d be him that first cries, “Hold, enough!”

A proper amount of salt in a soup, put there under a
chef’s direction, may give it a delightful flavor. But it
will not improve the taste to dump in a whole salt cellar-
ful. That, in my mind, sums up the position of those
people, who, seeing that a corrected bass helped radio
reception, now propose to dump into the listener’s lap
unlimited opportunities for changing sopranos to tenors
and piccolos to baritones.

Tone control, as I see it. is merely a proposition of
robbing Peter to pay Paul. You simply cut off your
high or your low notes, stressing one side or another.
This is something different than making audible a bass
that was wnot heard before. I do not think the public
will be satisfied with it.

EBroadcasts Generally Right

Let me state that broadcasting stations, the country
over, were not generally sending out low tones at the
time the Majestic receiver was introduced. Most of
them were cutting off at 60 cycles.

That has been corrected today, with the exception of
a handful of small, isolated stations. You get tene mod-
ulated as the artist creates it. Imagine a concert by

Radio Retailing, July, 1930

Walter Damrosch put on the air perfectly, and distorted
by some set owner who thinks he is doing right, and
then wonders what is the matter.

It is true that persons’ ears vary. The per cent is very
small, however. compared with the number of people
suffering from defective eyesight. A man or woman
with defective hearing likes to listen to music with a
clear, vigorous bass accompaniment. Miss Ada Mattson
of the Chicago League for the Hard of Hearing says
that they reserve seats for their members at the sym-
phony concerts in the third and fourth rows on the left
side, next the hass section.

But with a corrected radio that gives this bass dis-
tinctly, what point is there in altering the whole concert 7
Would you give a blind man a palette of colors and
expect a painted masterpiece from him? Surely Fred-
erick Stock does not ask his tubas to pump away with
vim and vigor, while pulling his violins down to a
whisper. Such music would be distasteful to the bulk
of the audience. Radio music so distorted is distasteful
to most listeners.

Few People Deaf

I understand that during the late war, physical exam-
inations of 2,753,922 men revealed that 5.47 men per
thousand were hard of hearing, and that deafness ran
1.22 men per thousand. This number is too small to he
considered commercially in making a set for popular use.

Only an expert can measure the capacity of the human
ear and prescribe for it. The average man cannot tell
a sharp from a flat. Few can remember the pitch of a
tone. Human hearing varies at different points. I can-
not hear well with one ear over the telephone, which

operates at a frequency of 200 to 1,200 cycles. Appar-
ently my hearing is insensitive at this point.
(Please turn to page 84)
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The motion picture
camera captures the
personality of those
who use it. It pro-

duces red hot fans
C hicago’s

[Leading Retailer

of home motion picture equipment
says
Pick your salesman with a “bend” for pictures.

You stand or fall through him, and he must
combine technical knowledge with enthusiasm
for awhat the camera will do.

The home motion picture is a rich man’s sport.
The average owner’s income is around $0,000.

You who remember the thrill of building a
radio can wvisualize what type of fan a home
mowvie outfit turns out. The retailer becomes
guide, philosopher and confidant to the best
customer list in town.

Radio dealers have the right business set-up
to capture this eye entertainment markei—and
it offers volume business in summer.

The near future promises home sound films,
and rental libraries are coming sidelines.

bank was building a radio set? How feverishly he

clung to the radio dealer and made him guide, con-
fessor and philosopher in his quest to capture music
from the empyrean?

That’s where the home motion picture camera is today.
Strong men are moved to rush into the store and relate
the antics of their cherubs on the silver screen. There
is a sporting tie-up that hegets confidences. If, therefore,
a following and friendship with people whose incomes
are $5,000 and above is worth anything to the radio
dealer, he is automatically interested in this new eye
entertainment specialty, advertised by millions of dollars
and solidly founded.

“Yet why don’t the drug and department stores do a
land office husiness?” inquires the cautious radio dealer.
“T’'ve seen motion cameras in their show cases several
years.”

Charles Bass, of the Bass Camera Co., Chicago, puts

R EMEMBER the days when the president of the

Radio Retailing, July, 1930
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Bass and Han/ey
Sell Both

By Tom F. Blackburn

a finger on the reason. Known as a camera headquarters
since 1917, his store sells more of this type of equipment
than any three other outlets in Chicago, it is said.

““Get Your Man”

HE motto of the mounted police, “"Get your man,”
1s the advice Mr. Bass gives to radio shops whao are
considering motion picture lines.

“First. get the right type of salesman,” he declares.
A local camera fan is ideal material. We make it a rule
to employ old time photographers who have selling abil-
ity, knowing that their capacity to answer all questions
is equally as important as sales skill. 1 believe that lack
of success with motion picture outfits has been due mostly
to failure to understand the operation of the instruments
and to get over their simplicity to the prospect.

“People who buy home motion cameras are intelligent
and demand an intelligent presentation. Questions are
asked that rival those put by set builders in the days of
the home-made radio. Customers want to know the tech-
nique of exposure, facts about film, and display an end-
less curiosity as to how tricks are done. The mechanics
of the camera and projector are simple, and there is
virtually no service. Film development is included in
the sale, and no questions of chemistry arises.

“Possibly the service man is the best bet in the radio
store for taking charge of the home camera department.
provided no kodak fan is available. He is experienced in
technical detail. By reading one or two good books on
picture making, and experimenting for a month with a
camera and studying the results, he will he in a position
to answer ordinary questions and keep ahead of his
customer’s (uestions.”

The Market

-GT ODAY’S motion picture camera market, in iy
opinion, i3 a city market,” continues Mr. Bass. “Let
me explain. I hold that less than 10 per cent of the popu-
lation can afford home motion pictures at present prices.
A man has to have an income of $5.000 a year or better
to support such a hobby. [ except. of course, the true
fan who will go without food to enjoy his pleasure. A
specialized business such as ours is possible only in popu-
lation centers. In towns, the sale of motion cameras is
best confined te a department. You will find the people
who buy equipment come under these -categories:
fashionable buyers, 20 per cent: camera fans. 20 per
cent; home loving types, 30 per cent; commercial users,
30 per cent.
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Charles Bass is one of the “granddaddies” of the home
motion picture camera business, though he started
m 1917

“The fashionable buyer purchases a motion picture
camera because he sees smart people carrying them at
the Kentucky Derby. He does not use much film and
often fails to call for developed pictures for months.
The fan or ‘bug’ is a law unto himself. T've known men
earning only $35 a week to purchase motion cameras
worth $500. These chaps even collect lenses, just like
stamp collectors. However, I doubt if the average radio
store will ever see many camera fans. Their tastes are
too specialized.

“Families fond of their children as well as relatives
who live well-to-do, rounded out lives with many inter-
esting phases. are excellent customers for cameras. Their
days are rich in events worth recording and they appre-
ciate perpetuating these memories.

“More and more industrial and commercial firms are

(Please turn to page 86)
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“Demonstration in your

i

home? Certainly.

“0. K. Mrs. Binson.
hawve it there in an lour.”

We'll

“Sure. Will5o0'clock do?”

She Had 11 Dearers Demonstrate

Bur NO

trade-in allowances there also comes to our ears

a hardly less mild discussion of that third radio
Horseman of the Apocalypse—the demonstration joy-
rider. The parasitic custom of this fiend is made pos-
sible by the uncontrolled “free” home demonstration
policy employed by the majority of dealers.

Despite the warnings and the educational measures
taken by the trade journals for combating a too pro-
miscuous home demonstration policy it is nevertheless a
fact that, for the present at least, home demonstrations
are rather firmly established in the sales procedure of
the retail trade—and justifiably so; for it cannot be
denied that there exists a certain type of potential radio
customer that can be reached only by high-pressuring
a home demonstration. And to any prospect a sales
argument of this type is compelling. As we see it,
demonstrating in the home is a thoroughly modern, com-
petitive, and aggressive type of salesmanship.

Having to some degree justified the home demonstra-
tion, let us now see what measures may be taken to
combat the evil that seems to be an inherent part of
this sales method—joy-riding. Here is what we are
doing in St. TLouis:

!- MONG the wails berating dumping and cxcessive

The Plan

On Jan. 2, 1930, every radio retailer in St. Louis and
surrounding suburbs received a bulletin mailed from the
office of the St. Louis Radio Trades Association re-
questing them to mail to the association office a list of all
radio re-possessions and radio no-sale home demonstra-
tions having occurred as far back as their records
showed. It was explained in the bulletin that these
names, as received by the office, were to he alphabetically
arranged and card filed, each card carrying a brief dem-
onstration history of the party listed. The dealers were
further encouraged to telephone the Demonstration Rec-
ord Department and request information on parties to
whom they contemplated demonstrating a receiver.

64

The response to this plan was co-operative and full-
learted. The lists started coming in almost immediately.
Every dealer was called by telephone and either urged
to use the service or to mail his list of demonstrations
promptly if it had not been received.

Four months after the inauguration of this service
there was on file well over 2,500 names, the great ma-
joritv of whom were persons having had no-sale dem-
onstrations.

In the latter half of January, the first month of the
service, the office handled information requests on 53
names, or better than four names a day, and this before
the solicitation or filing of names was complete. Since
then the quota has steadily risen, due partly to stim-
ulated trade conditions but mostly to the fact that more
dealers are religiously employing the service. At this
writing an average of 20 names each office day is han-
dled by the Record Department.

Lessons Learned

Some peculiarities of the confirmed joy-rider have
heen gleaned from dealer’s reports. For instance: Tele-
phone calls for home demonstrations are to be sus-
pected. The majority of demonstrations requested by
telephone do not result in a sale.  1f the party telephon-
ing is not interested enough to come to the store and
look over the sets on display, he should be investigated
thoroughly and demonstrated to discreetly, if at all.

Shortly after the Demonstration Record Service had
reached an active stage it became evident that some jov-
riders, having heen recorded two or there times and
received refusals to their request, resorted to trickery
and gave assumed names on their next dealer call. Ap-
parently a number were successful in this attempt for re-
cently a card index file of demonstrations hy street and
house number has been compiled from the alphabetical
name file. Over 150 cases of two or more sets having
heen demonstrated at the same address under various

(Please turn to page 86)
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“Gladly. What's your “This evening? Righto.” “I’ll send one right over.”

address?”

SaL

By Henry W. Clark, Jr.

St Lonis Radio Trades Ass'n.

|

DEMONSTRATION RECORD
NAME ADDRESS
Mrs. G. Binson 1713 Whittier Ave.
Dec. 31, 1929 Arion Radio Company
Jan. 8,1930 Beacon Radio Company
Jan. 22 Morton Electric Company
Jan. 31 Gaertner Electric Company
Feb. 1 Roger Putnam Radio Company
| Feb. 4 Brandt Electric Company
Feb. 18 Barthel Duesenberg Piano Co.
Mar. 20 Manufacturers Electric App. Co.
Mar. 28 Show Boat Radio Stores
Apr. 16 J. C. Gordon Company
Apr. 26 St. Louis Radio Engineering
REMARKS: Also using assumed names: Allen, Murphey,
Maurathy, Whalem

Radio Retailing, July, 1930

For Mrs. Binson

(at times “Allen”, “Murphey”, “Mau-
rathy” or “IWhalem’!) was a chronic
joy-rider until the St. [.ouis Radio Trades

Assoctation found her out
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AUTO-RADIO

HE JOB of installing receivers in
automobiles is preferably one for a
serviceman who is essentially “long” on
mechanical horse-sense, with a good gen-
eral knowledge of radio and possibly igni-
tion systems. For while there are certain
broad rules for good motorcar reception,
sets are usually installed in many different
cars and models. Most of these differ with
respect to dash and instrument panel dimen-
sions, which govern the placing of the
radio chassis; top construction, which in-
fluences antenna design; and in ignition
systems, which require individual con-
sideration for the suppression of motor
interference.
A serviceman who has made one or two
installations can complete an average job in
approximately 7 hours working time.

Screen Antennas

A few American cars come from the fac-
tory equipped with built-in antennas, the
lead-in being coiled under the instrument
panel near the right-front body post. The
majority of cars which do not come so
equipped are sedans having semi-soft tops
supported by wooden cross-bows and slats.
In these models, a copper-screen tacked to
the underside of the bows under the head-
lining, which is temporarily removed, and

Typical Set and

Circuit

This auto-radio receiver
(Bosch) uses a capacitor
plate antenna coupled to
the set via a shielded two-
wire r.fline. A step-
down transformer {(en-
cased In the circular can
shown at the left of the
chassis) is fastened dir-
revtly to the plate beneath
the car and feeds the
r.f.line which terminates
within the set at a step-
up transformer.

Work takes
Methods of

serviceman
6 N s
erecting
chassis, locating speaker.

about 7 hours.
antenna, securing
lgnition inter-

ference suppression.

carefully spaced at least three inches from
all metal body parts, including the dome
light, will provide satisfactory pickup. As
pomted out by “Transitone’s” engineers the
“effective” height of such an antenna is
its distance from the nearest metal body
part rather than its actual height above the
ground so the screen should never be
jammed close to the body in an attempt
$0 secure greater area.

The dome light wiring, however insu-
lated, should be tacked above the roof-bows,
as far as possible from the screen. A
sketch on these pages illustrates the man-
ner in which the screen is cut to provide
proper clearance.

Metal Top Cars

A few of the older cars have all-metal,
instead of semi-soft tops. These cars re-
quire the use of a capacity plate antenna.
Several new models secure top support by
means of a layer of iron mesh screening.
If a top antenna is to be used this must be
entirely cut out, close to the body, uphol-
sterers cloth webbing being substituted

before the usual copper screen antenna is
tacked in place. If a sedan has metal bows
it is usually preferable to form an antenna
beneath the bows by zig-zagging 65 to 100
feet of No. 18 rubber covered, stranded
copper wire between loops of cord project-
ing out from the top supports as shown in
the drawing on the third page of this article
and providing the required three-inch spac-
ing between antenna and metal portions of
the body.

Screening may also be used in cars hav-
ing metal bows if the serviceman is suffi-
ciently ingenious to find a way of fastening
small squares of it between bows, preserv-
ing the three-inch spacing, later bonding
these squares together with soldered leads.
Town-car and other two-compartment
models may be handled in this manner if
desired. U. S. Radio suggests as an alter-
native for standard sedans a grid of tape
antenna on the outside of the top, held in
place by a covering of adhesive and top
dressing.

Open Car Models

Open cars, unless used with capacitor
plate antennas, require the use of a “grid”
of flexible wire, as shown on page 68, suc-
cessive turns being woven in a drill cloth
“filler” at least three inches apart and
concealed between top and the headlining
of some sort. The antenna should be well
spaced from the windshield supports, which
are grounded.

Numerous other methods of installing
antennas in both open and closed cars will
suggest themselves. It should be kept in
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Some 1930 Sedans, With Dash and

Instrument Panel Dimensions
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Models (sedans 6-85, 47, 57, 60 1930 L-29 1930 A 822 | Great 8| 1930 | 1930 M-37 F-30 132-139-144] 15, | Pres. 8 V-30

only)** 8-95, Std., 20, |Comm. 8
125 Spec. 8 25 Dict. 8

Built-in Antenn_m? No No No No No No No No [ No No No No Yes, No Yes, No

screen screen

Roof-bow Matertal | Wood Wood Wood| Wood | Wood goiidor-woc:;i Wood | Wood | Wood| Wood | Wood | Wood Wood Wood| Wood | Wood

udor-wood,
| steel [

Metal Screen Sup- | No No No | No No Yes No | No | Yes | Yes | No | No Yes, Yes | Yes, | No
port for Soft Top? antenna antenna

Inches Between 10 [Mod. 47-12&| 14 *None, 12 *None, gas 15 12 18 12 13% 124 123 124 10 14%
Dash and Instru- Mod. 57-12% dupli- tank
ment Panel Mod. 60-13 cate

| inst.

Inches Between 6 Mod. 47-9% 8 | 5 7% 5 7 104 |*None, | 63 8 5 slope | *None,
Bottom of Instru- Mod. 57-93 panel to 4 panel
ment Panel and Mod. 60-93 braces braces
Underside of Cowl

Inches on Instru-| 14 [Mod. 47-12 113 7 123 13 7 13 153 124 |Mod. 132-14}| 13 9 15
Panel Between In- Mod. 57-12} Mod. 139-16}
struments and Mod. 60-12] Mod. 14416}

Right End of Panel
Dashhoard Material | Metal Metal Metal| Metal | Metal Metal Metal | Metal | Meta,| Metal | Metal | Metal Metal Metal | Metal,
compo. | Metal
liner

Baé(el‘y Ground to| Pos Neg. Neg. Pos. Neg. Pos. Por. Neg. Pos Neg. Neg. Neg. Pos. Neg. Pon Neg.

hassis

Fused Battery Lead | Neg Neither Pos. Neg. |Neither I kNeither -—Neithex_- Pos. | Neither| Neither| Optional Pos. Neg. |Neither

circuit- cutout
breaker relay

Ignition Wires En-| No All No No l.’ar- Most No Par- All Par- All No All No No No
cased in Metallic tially primary tially tially
Jackets? wires

Shielded Spark- No All No Neo No No No No No No All No No No No No
Plugs?

Generator Brushes 3 13 3 3 |3 3 3 3 3 3 13 3 3, one 13 3 3

| | movable

*Sets may be installed on dash under engine hood, under seat, on running board or in trunk compartment and tuned by means of a flexible cable from small control panet

clamped to instrument board. L .
*Open models usually have similar dash and instrument

+Shunt eondensers not necessary at generator in these cars.

mind however that the antenna should at no
point approach the metal body closer than
three nckes. lectrical insulation alone
will not do. It is well to mention at this
point that sets designed for use with top
antennas do not ordinarily work well with
capacity plate collectors and vice versa.
Antenna circuit adjustments, possibly
changes, are ordinary necessary.

Lead-in Systems

In sedans the lead-in is best carried to
the set through the hollow right-front post
and should not be shielded unless specifi-
cally called for by the manufacturer.
Ordinarily, it is desirable to secure maxi-
mum spacing between lead and post by

panel dimensions. Capacity plate antennas or false top

lining is restored and again when the
antenna work is completely finished, using
a sensitive low-range voltmeter in series
with the proper drycell. In certain rare
instances partial deflection of the meter
needle is caused by the presence of “green”
or wet roof bows, or certain painted bows
to which the antenna shorts. Such a con-
dition necessitates the use of a “grid” type
antenna

The performance of a roof-type antenna
may be checked by comparing volume with
that scewred when a twenty-foot rubber
covered lead lying flat on the ground is
substituted. This test should be made in
the open.

; 0 ) and flexible wire systems are customarily used in such cars.
1A | mfd. condenser across coil on ignition switch ride may be necessary.

tributor, and the use of condenser-filter
units at the ignition coil and generator do
not reduce ignition interference below the
objectionable level it is often found that
high-frequency currents are being carried
to the radio receiver by innocent-looking
metal parts running between the motor
compartment and the driving compartment,
such as choke-rods, oil-tubing and metallic
cable coverings, which sometimes get into
the high frequency induction field<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>