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Q.Q' Raytheons are here and . . . &&

COMING!

io Evereapy Raytheon 4-Pillar Tubes cost no more than other estab-

Iished makes. . . . Within the past few weeks hundreds of new dealers have
stocked full lines of Eveready Raytheons. Their service-men are ordering
Eveready Raytheon tube-characteristic charts by the thousands, and are en-

gaged in a nation-wide house-to-house canvass of prospective tube customers. I’

Most important of all, a host of set-owners are asking dealers to demonstrate the

: superiority of Eveready Raytheon Tubes in their own radios, at home!

This means but one thing — a realization that quality reception requires quality
tubes—and that the patented 4-Pillar construction of Eveready Raytheons puts

them head and shoulders above the common run'!

‘ Eveready Raytheons come in all types, and fit the sockets of every standard A. C. ol

‘ and battery-operated radio in present use. Ask your jobber, or write us now for
the names of jobbers near you. '

‘ Service-men! Information and sales helps, designed for your use, will gladly l
be sent to you free. Among them is a blue-print, giving engineering data '
‘ on Eveready Raytheon 4-Pillar Tubes. Write our nearest branch. ,

“ NATIONAL CARBON COMPANY, Inc. Y 4

- - ‘ General Offices: New York, N. Y. '
Is | \ Branches: Chicago, Kansas City, New York, San Francisco '
s Unit of Union Carbide and Carbon Corporation "
) IS UCE -
ok

-
..----—‘

Eveready Raytheon 4-Pillar Tubes
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“PROVE o my satisfaction that Brunswick

can out - perform any set on the market in

selectivity”, said a prominent upstate New York

dealer, “and [/l guarantee that Brunswick
will out-sell any set in this market!”

Located in a territory notorious for
its difficult receiving conditions, with
one powertul station blanketing the
ether, this dealer was naturally skep-
tical. His sales depended absolutely
upon his being able to supply his
customers with a radio that
cut through the all-powerful local
station and give them a choice of
out-of-town programs.

would

Brunswick engineers gladly met his
challenge. They offered to make a
wide open test under any conditions,
against the most selective competing
set he could name.

He picked

10del widely known

PIN-POINT SELECTIVITY IS8 A

led in sales 1n his district because of
that very reason.

The test was made in a room in a
hotel located only a few blocks away
from the broadcasting station.

Point - for - point, this dealer checked
the two instruments. Brunswick won
—/hands down—not only on selectivity,
but also on distance, tone quality,
and ability to shield out local inter-
terence coming from the hotel
elevators, and nearby power-stations.

“All right,” said the dealer with a
grin, “you can sign me up. This town
is going Brunswick from now on!”

BRUNSWICK RADIO CORPORATION —
MANUFACTURERS OF RADIO, PANATROPE AND
RECORDS — NEW YORK, CHICAGO, TORONTO —
SUBSIDIARY OF WARNER BROS. PICTURES, INC.

L J
FEATURE OF THE NEW BRUNSWICK

LRrunswich
RADIO

Radio lul-nhng Neptember, 1850, Vol. 12, No. 3. Published monthly. MeGraw-Hill Publishing o mpany. Inc.. Toenth Avenue  ar Thirts 1\: St New  Yark, N, Y.
$2 ner year. 23 cents per copy. kntered as second-class matter, April 10, 1923, at the Pust Office at New York, N. Y., under the Act of \anh 3, l‘hJ Printed in L S, Al
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To Help
You Know Your

Broadcasting

Onions

N THE last issue of Radio Retail-

ing an article entitled “I Chal-
lenge,” intimated rather frankly that
the average radio dealer and his sales-
man do not have a sufficient work-
ing knowledge of the broadcasting
programs or artists to enable them to

N
\\\
&§ N
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MULTIRECORD
R_ADIO

No. 14 Stromberg-Carlson. Equipped
with automatic record changer. Capacity
12 records (10 or 12inch). Uses 10 tubes.
ProvisionforconnectingElectrical Remote
Control. Solid walnut cabinet. Scarcely
larger than a radio alone. Height, 47
inches; Width, 3134 inches; Depth, 204

inches. Price, less tubes,
$645 00

East of Rockies

Radio Retailing, A McGraw-Hill Publication

OUR store becomes the community’s
center of radio attraction the instant it
containstheNewNo.14Stromberg-Carlson.

In your store, just as at the big radio shows,
all eyes turn toward the marvelous, and
slmost human, record changing mechanism
of this instrument. All ears turn toward its
magnificent tone whether reproducing
broadcasting fram far or near orreproducing

OFATTRACTION

a dozen records of mixed sizes without aid
of human hands.

In your show window, in your store lobby,

oron yoursales Floor,you canhave nogreater
"center of attraction’” than the New Ne.14

Stromberg-Carlson offers you.

And the name "Stromberg-Calson’” itslf
forms a center of attraction, because: 'There
IsNothing Finer Than a Stromberg-Carlson.”

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

No. 12 Grand Console. Uses
10 tubes, Automatic Volume
Control. Silent Visual Tuning.
Provision for connecting Elec-
trical Remote Control. Solid
Walnut Cabinet. Price, less

Reefiea 20 $355.00

No. 10 De luxe Low Console
(left). Uses 4 Screen Grid
Tubes. Price, less tubes, East
of Rockies . . $959 00

No.11"Convertible’ Console
(n%ht) Uses 4 Screen Grid

es. Price, less tubes, East
of Rockies . . $985 00

Stromberg-Carlson

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

www americanradiohistory com
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The Ideal Speaker for Automobile
or Mantle Type Sets

A,
5

ILECTRO —
DynNnAMIC
SPEAKER

Answering the de-

mand for a sturdy

compact quality
spea|<er Utah presents
the New Junior.

Extremely sensitive—

Marvelous clarity and

VOI ume=—
Model List
506 —110 Volts D.C. Single Output Type ... ... ............ . $10.00
315 t“%&lt‘ﬁf"}’ Pulljl 'li"ype R }8'% N d. t t.
S10B— 6 Volt Battery Type Unit in Baffle Box . ... ... . .. . . 12.00 o Istortion

Overall Diameter of head, 815 inches.

Manufacturers are urged to Wire or phone for
Complete Specifications, Prices and Samples

New Carter Catalog—20 pages, picturing and describing the new Carter Channel
Selector switch and many other items.
New Utah Catalog—showing New Electrofarad Hi Capacity Condenser, Wavemaster
Antenna, Phonograph Pick-up, etc.
Your copies await your request. Simply address

SALT LAKE CITY NEW YORK TORONTO, CANADA

wwwW americanradiohistorv com i



4 Ruadio Retailing, A McGraw-Hill Publication

OSCH!
RADIO§

1. Automatic Volume Control . . . . .
2. Full Tone Control . . . . . . .
3. Top to bottom Selectivity . . . . .
4. Electrical Tuning Meter . 1 0 e .
5. Push-pull Amplification . . . . . .
6.
7.
8.

Speaker Mute L. @ 3 = & E u m
Five Tuning Condensers a B m & 4
Massive AudioUnit . . . . . . .

Model D (Right)—A console so de-
cidedly away from the usual that it
expresses rare elegance and charm.
It is 47 ¥’ high, 28" wide and 14 %"’
deep. It is a 9-tube receiver, has full
automatic volume control, electrical
tuning meter, tone selector, speaker
mute, phonograph-speaker pick-up
connection and illuminated kilo-
cycle tuning scale. Designed for AC
-25 or 60-cycle opecration or
operation.

Price, less tubes .. $195.00

and

offer extra sales
profit-making

Model B (Below) T h e richly opportunities

grained walnut woods so beautifully
matched give this console a plenslng
individuality. It is 44 %" high, 26
wide and 14 )¢’ deep. Has sliding
doors, bulilt-in electro-dynamic
speaker and 8-tube receiver. De-
signed for 25 or 60cycle operation.

Price,lesstubes . . . $159.50 Ly

:“ ]'

electric tuning meter; speaker mute.
your territory.

Rockies and in Canada.

SPRINGFIELD,

www americanradiohistorv com

Bosch Motor Car Radio

Bosch Motor Boat Radio

BRANCHES: New York Detroit
Canadian Distributor—RADIOCRAFT CORPORATION, Ltd., Ottawa, Ontario

Model E (Left) — A graceful
console, gorgeously designed
in beautiful matched walnut
woods. It is 50%” high, 28’
wide and 15 3{"’ deep. Itisa 9-
tube receiver, has full auto-
maticvolumecontrol,electrical
tuning meter, tone selector,
speaker mute, phonograph-
spcaker pick-up connection
and illuminated kilocycle tun-
ing scale. Designed for AC-25
or 60-cycle operation or DC
operation

Price, less tubes. . . $250.00

Model A (Below) — A delight-
fully pleasing open console
most beautifully proportioned
with highly patterned woods.
It stands 39 " high, is 26" wide
and 12 3" deep. Bullt into the
cabinet is the Bosch Radio 8-
tube receiver and electro-
dynamic speaker. Designed for
25 or 60-cycle operation.

Price, less tubes . $144.50

Bosch Radio Consoles express decidely new and finer art in Radio furniture;
they are beautiful—they are practical—they fully meet present market
conditions. Combine this cabinet craftsmanship with Bosch Radio per-
formance and you have a quality balance which not only creates sales but
keeps substantial profits forging ahead of ordinary lines.

Bosch Radio covers the whole buying range with outstanding values in
every price class from $144.50 up, less tubes.

Bosch Radio answers the demand for Radio improvements with complete
selectivity on both high and low wave lengths; efficient performance on
antenna from 5 to 100 feet; 8 tube models with four screen-grid tubes;
9 tube de luxe models with five screen-grid tubes; push-pull amplification;
5 tuning condensers; single tuning control; full automatic volume control;

Write for information of Bosch Advertising and Bosch Merchandising in

Bosch Radio is licensed under patents and applications of R.C.A.,
R.F L. and Lektophone. Prices slightly higher west of the

AMERICAN BOSCH MAGNETO CORPORATION

MASSACHUSETTS

Chicago San Francisco
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' an'experience |
you vont miss!

The Famor

In your store

Grebe stages a drama
with a profit climax

-CheckTest
BirG O AW E
ASK FOR A CHECK o) .

LIST AND A PRIVATE
T g ariNG

&y

NOTHER original Grebe idea: the *7-check test.
Here is store merchandising that stages demon-
strations for you—drama with profit at the climax.
Instead of attempting to lure the consumer with glib
phrases, this plan sells him Grebe radio on actual
performance. The large window display pulls him
in—the counter display holds him—the test card
shows him how to select his set with a definite reali-
zation of the kind of an enjoyment it will bring into
his home.

By means of a simple scoring method, the 7-check
test shows at a glance how the new Grebe compares
with any other set for (1) Tone, (2) Control, (3)
Selectivity, (4) Sensitivity, (5) Decorative quality,
(6) Construction and (7) Value. How to judge
these qualities and appraise every radio accurately
is clearly told in non-technical language.

g Take Tour Card
| For {hen fesmrods)

"

With the moderate-priced AH1 presented as a com-
panion line to the refined and improved SK4, Grebe
dealers and jobbers face confidently the issue
brought before the public in the 7-check test.

----------

A. H. GREBE & COMPANY, Inc., Richmond Hill, New York

Western Branch, 443 So. San Pedro Street, Los Angeles, California

* Copyrighted
i —ee =)
— e ———— —— =
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MAGNAVOX
DYNAMIC
SPEAKERS
ARE, TO THE PUBLIC, THE GUARANTEE OF

PERFORMANCE

IN THE RADIO RECEIVER
YOU BUILD OR SELL

Undeniably, almost every radio receiver sounds well in
its demonstration to the customer. Originally, that was
enough.

That time has passed. Today, customers are no longer con-
tent with the single question, ""how does it sound?"'—they
ask another:

"How will it sound?"

When they ask that question of receivers equipped with
Magnavox Dynamic Speaker units, the answer is clear cut
and direct:

"The Magnavox Dynamic Speaker in this set is guaranteed
for the life of the set, against hum, rattle, or any speaker
fault."

Read that guarantee over again. |t means something to

LICENSED APPARATUS your customers. It should mean something to you.

It should mean your insistence upon receivers which are

Magnavox-equipped.
DYNA)]AI( ; It should mean profits—tangible, in-the-cash-register

profits.

THE MARK OF THE GENUINE  Think it over.

THE MJAGNAYOX (OMPANY

ESTABLISHED 1911

Executive & Sales Offices: 155 East Ohio Street, Chicago, Illinois

www americanradiohistorv com
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lere’s your Ammunition!

One great line on which to concen-
trate—new inside and ouvt—

Complete in its range of prospect ap-
peal—

Magnificent new models—harmoni-
ous, satisfying—

Exclusive Quick-Vision Dial, for
instant, accurate tuning—all sta-

tions always in sight and uni-
formly separated for easy selec-

tivity on every part of the dial—

Perfected Tone Control, emphasiz-
ing bass cr treble at will—four
definite shadings of the Golden
Voice—

Precedence in Screen-Grid ——longest
experience, a year in advance—

Amazing range and power—

And finally, Atwater Kent work-

manship tkroughout.

THE NEW QUICK-VISION DIAL

an exclusive Atwater Kent feature—l/)e year’s outstarding advancement

Entire dial in full view all the time, for instant reading from
any angle. Uniform kilocycle graduations from end to end,
widely spaced for casy tuning at every point—madc possible

m’llll//lll/lll///
0,

M0 sz

7
Jo,//’/i’///
0,7

5,

by a wonderful compensating mechanism, developed in the
Atwater Kent Laboratory. Velvety, accurate action. large

legible figures, fully illuminated.

www americanradiohistory com -




Radio Retailing, 4 McGraw-I1ill Publication

Read how
CONCENTRATION PAYS

Excerpts from letters to Atwater Kent distributors:

“We have handled several other
lines, but for the past five years we
have stuck exclusively to your set.
* We feel that we cannot allow
the proper attention to an article
when we have two or three com-

petitive lines.”
—E. B. Degenring & Company,

Elizabeth, N. J.

“During this past year,when many
radio dealers have complained
about the radio business, we have
shown a very fine net profit. We
do not have the duplication of
demonstration nor do we have
the sales resistance we had, and
the net result has been that our
organization has made more sales
at a reduced selling cost.”

—C. P. Meyers, Ft. Wayne, Ind.

“Our sales for 1929 were more
than double those of 1928, with a
net profit of nearly 2% more for
the same volume of business than
was shown the year before. Now,
no amount of persuasion could
induce us to carry more than one
line of radio, and that one line
will be and continue to be At-
water Kent.”

—Cobhn Brothers, Portland, Ore.

[ ]

“We went Atwater Kent exclu-
sively, three years ago, and give

you five reasons why: 1. It shows
you are sold on the product
offered for sale. 2. Enables
dealer to carry adequate stock on
less investment. 3. Simplifies ser-
vice, lowers stock of repair parts.
4. Confines purchases to one job-
ber. 5. Necessitates contact with
only one finance company.”
—Earp Music Co., Graham, Tex.

“"We 'have felt a decided selling
stimulus in having a clear-cut ob-
jective: the sale of an Atwater
Kert Radio rather than the sale
of one of several radios.”
—Johnston Brothers, Minneapolis
®

“Our past year has been a suc-
cessful one, thanks to your line
of Atwater Kent Screen-Grid and
your sincere-cooperation. We
will be with you in 1930 again,
exclusively.”

—G.W.Patterson, Kendallville, Ind.

°

“One hundred percent AK. spells
a lot for the radio dealer. Since
1923 we have sold A.K. and that
only. After the first year it came
home to us that one line was
enough, A.K. seemed to require
less service, and during the years
following many makes of radio
passed out of the picture, but
A.K. stood out in front always,

requiring very little service, al-
ways popular and easy to sell.”
—Larry A. Morgan, Toledo, la.
°

“We have handled Atwater Kent
exclusively with gratifying re-
sults. We will continue to handle
only Atwater Kent Radio with
the knowledge that when the sale
is made service costs will be neg-
ligible, and our customer will be
a satisfied Atwater Kentbooster.”
—Raush Electric Co., Pittsburgh, Pa.
°

“In radio we have always sold
Atwater Kents exclusively. With
eight other lines shown in our
town we have continually domi-
nated the market and have from
season to season sold more sets
than all of our competitors put
together.”

—Garrison’s, Anthon, lowa

L ]

“It is true that we have had some
very promising offers from radio
manufacturers, termed as keen
competitors, nevertheless we
have kept the Acwater Kent Ra-
dio exclusively. We consider it
far more profitable to stick 100%
to one line. With Atwater Kent
we get a considerably greater
turnover on our investment.”

—Still Furniture Co., Motiltrie, Ga.

www americanradiohistorv com
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MODEL 70
Lowboy

Finished in American walnut with
rubbed top. Matched butt walnut front
pancls and apron.

Less Tubes
60 Cycles—110 Volts A.C. . .$119.00
25 Cycles—110 Volts A.C. . .$129.00
110 Volrs Direct Current ... .$129.00
Battery Opcerated. ........... $99.00

MODEL 76
Highboy

Finished in American walnut with
rubbed top. Matched butt walnut front

MODEL 75
Radio-Phonograph
Combination

Finished in American walnut with
rubbed top.Mztched butt walnutfront
panels and apron. Top piano-hinged
and with automatic support. Ample
and accessible record compartment.

Less Tubes
60 Cycles—110 Volts A.C. . .$195.00

ON THE AIR—Atwater Kent
Radio Hour—Sunday Evenings,
9:15 (Eastern Standard Time),
WEAF network of N.B.C.

MODEL 74
Table

Prices slightly higher west of
Rockies and in Canada

panels and doors. Doors muffled with
felt for silence. Less Tubes
60 Cycles—110 Volts A.C. . .$145.00
25 Cycles—110 Volts A.C. . .$155.00
110 Volts Direct Current ... .$155.00

Battery Operated $125.00

Finished in American walnut with
matched butt walnut front panels, top
and back. Allfour sides are finished. It
may thus be placed anywhere in room.

Less Tubes
60 Cycles—110 Volts A.C. .. $125.00
25 Cycles—110 Volts A.C. . .$135.00
110 Volts Direct Current. .. .$135.00

wwWwW americanradiohistory com




10 Radio Retailing, A McGraw-Hill Publication

Meet the Atwater Kent
DISTRIBUTOR

Go into the whole proposition with him.
Let him show you by facts and figures how
yowll trim your inventory, lower your cver-
head, speed up your turnover, and come
through the year with a far better NET than

ever before, by concentrating on Atwater Kent.

ATWATER KENT MANUFACTURING CO.
A. Atwater Kent, President
4733 Wissahickon Avenue Philadelphia, Pa.

www americanradiohistorv com
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6 Qur CeCo Radio Tube sales have increased 30%
in the last two yedrs—proof of CeCo’s high reputatz'on.”

A. MOROESKY, Amco Radio Stores, Inc., New York, N. Y.

“Fhe tremendous dealer
acceptance of the CeCo
Selling Plan, “They’re Better

or You Don’t Pay,” indicates
this will be the greatest year
in CeCo history.. The public
is responding generously,
because CeCo Radio Tubes
must be good to be sold with
such liberal assurance . .. If
you want more profit and
goodwill, write for our
porttolio.”

DO YOU
KNOW?
PRESIDENT
CeCo is nized in the CECO MANUFACTURING €0, INC.

1. CeCo recog

Radio nd‘ustry for leadership PROVIDENCE. R. 1.
financial soundness . . . and

ility.

e —

-

sta

2. Forty-two specialty engineers
are constantly working to im-
prove CeCo Radio Tubes.

CeCot

1930
Radio Tubes
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Three

Polenl
kacls

RADIO D

HIGHBOY — Two-door cabinet
in rich brown walnut with satin
finish. Super-heterodyne circuit,
9 tubes—four of which are
sereen-grid. Equipped with Tone
Control.

Radio Retailing, A McGraw-Hill Publication

LOWBOY—a distinguished ex-
ample of early American cabinet
design. Harmonizes beautifully
with any surroundings. Super-
heterodyne circuit, 9 tubes —
four of which are screen-grid.

wwwW americanradiohistory com

FOR THE

EALER

RADIO -PHONOGRAPH COM-
BINATION—Rich brown wal-
nut with satin finish. Super-
Heterodyne circuit, 9 tubes —
four of which are screen-grid.
Has tone control, new, improved
electrical phonograph reproduc.
tion and home reeording device.
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i B

2

. This season will be overwhelmingly a screen-grid

Super-Heterodyne Radio year.

No dealer’s line will be complete without this new

type receiver.

The most proﬁtable super-heterodyne
for you to handle will be that one with

the widest public acceptance.

In the homes of America there are 80 millions of
products bearing the G-E monogram.

The housewife has confidence in General Electric
— confidence born of actual experience with
General Electric products.

Therefore the logical screen-grid Super-Heterodyne for the

progressive radio dealer is

'JELECTRIC

4

FULL RANGE RADIO

Bearing the G-E monogram

GENERAL ELECTRIC RADIO is intro-
duced to the public this month with the largest
radio announcement that has ever appeared in
the Saturday Evening Post and Collier’s—the
opening of an aggressive, continuous advertis-
ing campaign...a sensational nation-wide radio
broadecast . .. striking newspaper displays and a
burst of trade-building dealer helps.

www americanradiohistorv com
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And the General
Electric Radio

HE hundreds of people in your com-
munity who are in the market for a

small low-priced set want the G-E mono-

gram on their radio just as much as those
who are interested in the higher priced
models.

To open this tremendous market to the
G-E Radio Dealer General Electric has
produced this new Studio Lowboy.

In its own price class, it has no superiors
~—it is the outstanding radio value of the
season.,

www americanradiohistorv com
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induding this new
low priced model

BRIEF SPECIFICATION

Compact in size (34545" x
7 tube A.C. operated
205" x 1273”) and unusu- L
/2 /8 ) Screen-grid receiver

ally attractive in appearance, Four tuned circuits

it not only represents a mar- Power screen-grid detector

Push-pull audio

velous price attraction to the )
New type dynamic reproducer

dealer’s store but it caters to a Compound type volume
control

triple market—homes where

Horizontal drum station

space is limited — the low selector

Get in touch with your G-E Radio
Distributor today and learn full de-
a second set sale. : tails of this wonderful addition to
the General Electric Line,

GENERALEBELECTRIC
RADIO

price market — and also as

www americanradiohictory com
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IN ALL

Radio Retailing, A McGraw-Hill Publication

THE \VORLD

Available in three models:
The Queen Anne (Standard)
The Louis XVI Highboy
The Elizabethan Combination

Yes, there IS something NEW in Radio Receivers this Fall—a
receiver of such outstanding excellence and so utterly different from
any you have ever seen—that there will be an immediate and insistent
demand for it by radio connoisscurs throughout the country.

The New Victoreen Super Heterodyne

is built for those who want the best. It occupies the same position in
the Radio field that Packard, Cadillac and Lincoln do in the Automo-
bile field. It is the standard of quality. It has unparalleled sensitivity
and selectivity, and tome guality such as you have never heard before.

In the new Victoreen you see the marvelous Super Heterodyne circuit
at its very best. In every detail unstinted care has been used.

Here is a wonderful opportunity for you to make real profits this
season.

We are making deliveries NOW. Write or wire.

THE VICTOREEN RADIO COMPANY
2825 Chester Ave., Cleveland, Ohio

www americanradiohistorv com
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VIGOROUS NEW

SALLES

PARTON dealers this year will receive
S the benefit of the most vigorous and
keenest factory merchandising plans ever
inaugurated by any radio manufacturer,
including the gigantic Sparton Scholarship
Award. These will be supported by a
broadened price range, and a reputation
second to no other in the world. Sparton
franchises are still available to dealers who
are merchandisers and who have demon-
strated their ability to tie in with big plans.

THE SFARKS-WITHINGTON COMPANY
{Established 1900}

JACKSON, MICHIGAN, U. 8. A.

Pioneers of Electric Radio without batteries of any kind

“Radio’s Richest Voice”’

www americanradiohistorv com
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Every Tube
Y ou buy and sell
.+ . . test with the

MODEL 400

Counter Tube Tester

Here’s the answer to how to check
all your tubes, quickly and ac-
curately. It’s the new model 400
Readrite——a Counter Tester that
conveniently sits on the counter to
give an accurate test of any tube.
It connects to A.C. supply—gives
mutual conductance quickly of
heater type and other tubes in gen-
eral use.

Simple, accurate, complete. All
parts correctly shielded in the
beautiful baked enamel steel case.
Convenient tube chart with each
tester.

Order yours today.

Look over the Readrite line. Send for new catalog describing and illustrating Readrite
Ohdmln)ui*‘ters, Test Sets, Voltage Regulators, Resistors. Panel and Portable Meters for A.C.
an .C.

READRITE
oo |l METER WORKS

ordered direct remittance must

accompany order. Established 1904

6 COLLEGE AVE., BLUFFTON, OHIO

wWwWwW americanradiohistory com
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RADIART

FULL RANGE
TONE CONTROL

opens up a new market of
over 8,000,000 set-owners

Manxfa.

turers of
Sound Ampli-
fication equip-
ment licensed
by R. C. A.
and associate
companies.

ORE than 8,000,000 people who bought sets prior to NOW are without Tone
Control . . . they want it} Millions of dollars in national advertising have
made them conscious of the need for it.

Radiart Full Range Tone Control overwhelmingly meets this demand, for it controls
the whole audible scale. This unit will actually increase the brilliance of the treble
above normal reception as well as deepen and mellow the bass.

Tone Control is the thing to push this year—and Radiart is the only Full Range
control available—it is the tone control of 1932.

Write at once — the market will move
rapidly. There is a Radiart Standard Tone

m’]i Control {list $2.95) to meet price competition.

THE RADIART CORPORATION

13229 SHAW AVE. . Sound Equipment Engineers « CLEVELAND, OHIO

INYllMEDIAYE TONES TREBLE |

This gr.:'lphin:. chort shows how the Radiart Full E'qu!;.:c

Tone Control commands the whole rangae.

The lower keyboord shows: the limits of standord

tane contrals.

Uswal Contral Limi

www americanradiohistory com ..
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Would you litke to recerve a copy? Write
to The American Weekly, 959 Eighth
Ave., at 57th Street, New York City.

¢ Ikl

Groutest
s fDipnadation
in the World

s —— L
?‘W--sm i,

5
. < i
| i | ﬁt‘&x; l..l:fj i

Which brand of goods
would you sell?

UPPOSE you had to choose between

stocking one of two competitive brands

of goods—A and B, which vield the same
percentage of profit.

You know that brand A is to be adver-
tised in The American Weekly, while brand
B is to be advertised in any other magazine
you wish to name.

Which brand would you select to sell ?

Before deciding, consider these significant
facts. With its nearly 6,000,000 circulation,

The American Weekly carries the advertis-
ing messages to the largest number of possi-
ble purchasers. It reaches one out of every
four families throughout the entire nation,
or twice as many families as are reached by
any other magazine.

It stands to reason that when you stock
and display any brand of goods advertised in
The American Weekly, your sales and profits
should be greater—twice greater—than if
advertised in any other magazine.

What is the American Weekly?

The American Weekly is the magazine distributed through seventeen great Sunday newspapers
from seventeen principal American cities. It concentrates and dominates in 536 of America’s
812 towns and cities of 10,000 population and over.

IN EACH OF 185 CITIES IT REACHES ONE OUT OF EVERY TWO FAMILIES

IN 132 MoORE ciTIES, IT REACHES 40 TO 50%

IN AN aDpDITIONAL 102 CiTIES, 1T REACHES 30 TO 40%

IN aNoTHER 117 cITIES, T REACHES 20 TO 30%

—but that’s not all. Nearly 2,000,000 additional families in thousands of other communities reg-
ularly buy The American Weekly—making the unprecedented national total of nearly 6,000,000

families who read The American Weekly.

. _Thé Fashionabl

Wﬁrﬁﬂﬁg-.@iﬂ |

"} Series of Modern
Cartoons by Henry! i
- (!

. : TR
secil_, 6 -The Social Service Wwﬁﬂ
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Today’s Sale Isn’t Tomorrow’s Trouble

HE set you sell today isn’t making trouble for
you tomorrow—if it’s an Edison. The homes
that possess Edisons are proud to have them—and : f

. - L3 H
the satisfaction increases. 8 L.As <t
Because the Edison was perfected before it ever i
left the Laboratories of Thomas A. Edison, it gives i 0
the splendid, powerful, trouble-proof reception on
rightfully expected of it.
Because Edison prices are stable, no customer FLASH! There’s your station
ever has occasion to reproach himself or you for Alone among radios, the Edison
. . possesses Light-O-Matic Tuning,
having paid too much. Customers feel that they which instantly, easﬂ; and  acen,
get their money’s worth—and they do. rately brings in your favorite sta-
stions, announcing e-ach arrival with
So one Edison helps to sell many more. Profit a flash of crimson light.

—and build—by selling the Edison.

EDISONLe=RADIO

DESIGNED AND BUILT IN THE LABORATORIES OF m ORANGE, N. J.

EDISON DISTRIBUTORS:

ATLANTA, Southern Electric Supply Co., 81 Marietta St. . .. BALTIMORE, Girard Phonograph Co., Pythian Bldg. . . . BIRMING-
HAM, Seals Piano Co., Inc., 1814 Third Ave.. .. BOSTON, George H. Wahn Co., 737 Boylston St. ... BUFFALOQ, Alliance Motor
Corp., 1460 Main St. . . . CHARLOTTE, N. C., American Hardware and Equipment Co. . . . CHICAGO, Edison Distributing Corp., 3130
So. Michigan Ave. . .. CINCINNATI, Edi-Radio Mart, 622 Broadway . . . CLEVELAND, B, W, Smith, Inc., 6545 Carnegie Ave. . . .
DALLAS, Edison Distributing Corp., 500-502 Elm St. ... DENVER, Whitney Sporting Goods Co., 1640 California St. . . . DES
MOINES, Stoner Piano Co., 914 Walnut St. . .. DETROIT, E. A. Bowman, Inc, 5115 John R. St. . . .° GRAND RAPIDS, Morley
Brothers . . . GREEN BAY, WIS, McIntyre-Burrall Co. . . . INDIANAPOLIS, Peerless Electric Supply Co., 122 So. Meridian St. . ..
KANSAS CITY, Townley Metal & Hardware Co., 200 Walnut St. . .. LOS ANGELES, Fey & Krause, Inc, 1616 So. Figueroa St. . . .
MEMPHIS, Russell-Heckle Co. . .. MILWAUKEE, MclIntyre-Burrall Co., 1628 Fond du Lac Ave .. MINNEAPOLIS, The Belmont
Corp., 316 So. 3rd St. . . . NEW HAVEN, Risley-Leete Co., 16 Whalley Ave. . . . NEW ORLEANS, Capital City Auto Co,, Inc,
829-39 St. Charles St. . . . NEW YORK, Blackman Dist’g Co., Inc., 28 West 23rd St. .. . OGDEN, Proudfit Sporting Goods Co. . . .
ORANGE, N. J., Edison Distributing Corp. . . . PHILADELPHIA, Girard Phonograph Co., Broad and Wallace Sts. . . . PITTSBURGH,
Fort Pitt Distributing Co., 909 Penn Ave. ... PORTLAND, ME., Talbot, Brooks & Ayer, 269 Commegcial St. . . . PORTLAND, ORE,,
North Coast Electric Co., 329 Everett St . . . RICHMOND, Benton-Bailey Co., Inc., 220 Hull St. . .. ROCHESTER, Alliance Motor
Corp., 613 Culver Rd. . . . SAGINAW, Morley Brothers ... SAN FRANCISCO, H. O. Harrison Co., Ltd., 1200 Van Ness Ave. .. .
SEATTLE, North Coast Electric Co., 206 Third Ave, South . .. ST. LOUIS, Staffelbach & Duffy Co., 918 Franklin Ave, . . . TAMPA,
Tampa Radio Corp. . .. WATERBURY, Sprague Electrical Supply Co.

www americanradiohistorv com
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e Supreme

or ) ()

THE NEW

RADIO WORLD’S FAIR

Madison Square Garden
New York City

Sept. 22nd—27th, 1930
PACENT BOOTH CC-10

PACENT

CATALOG No. 107

ISTEN to the new MASTER PHONOVOX —
L It will be an amazing experience for
you. Notice how precisely and faithfully
those minute tone shadings of voice and
instrument are brought out—how life-liké
the reality of the original recording is
preserved and emphasized.

Then remember that this new MASTER
PHONOVOX has 12 features that make it the
greatest value in pick-ups today — the fast-
est selling, most profitable pick-up you can
possibly handle—and ‘it sells for $15.00.
Write for literature of our entire line of
Radio and Electric Equipment—be fully
posted on Pacent! Push the Pacent Line of

Products and make money.

PACENT ELECTRIC CO., Ine.

PIONEERS IN RADIO AND ELECTRIC

Licensee for Canada:

C £E N §

wWwWwW americanradiohistorv com
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ACHIEVEM ENT
YEARS
MASTER PHONOVOX

Three more high-value PACENT PRODUCTS

PACENT ELECTRIC PICKUP BOOSTER
CATALOG No. 43

A compact, inexpensive unit for use with radio sets having a power de-
tector and one stage of audio, giving a tremendous boost to pickup
volume without distortion. Can be connected by anyone in two minutes.

No. 43—810.00 less tube. Slightly higher West of the Rockies and in
Canada. Especially recommended for BOSCH- SPARTON - PHILCO
- MAJESTIC - RADIOLA and other A. C. sets having but one stage of
audiec amplification.

PACENT ELECTRIC PHONOGRAPH MOTOR
CATALOG No. 140

Rugged, sturdy, quiet, extremely economical in operation, the Pacent
Electric Phonograph Motor meets every requirement of radio-phono-
graph use.

It & of the squirrel cage induction type, eliminating sparkingand other
troublesome noises. A felt friction cone drives the 12-inch turn-table,
acting as a cushion against shock and noise. The motoris spring mounted.

Designed for 110 volt, 50 or 60 cycle operation. Power consumption
cnly 25 watts. Operates ten hours for 11:¢.

$25.00. Slightly higher West of the Rockies and in Canada.

PACENT RADIO-PHONOGRAPH CHASSIS
CATALOG No. 301-K

Equipped with the marvelous new 107 MASTER PHONOVOX. Com-
plete with the Pacent Motor, connection cords, needle cups, adapter, etc.
List Price, $50.00

9] Seventh Avenue, New York, N. Y.
REPRODUCTION FOR OVER 20 YEARS
White Radio Limited, Hamilton, Ontario

P A C E N8
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Complete with
Matched Certified
Clarion Tubes

Here are a few reasons why
Clarion Jr. will roll up
additional profits for
Clarion dealers:

Triple
Screen-grid
[ )
Screen-grid
Power Detector
[ ]
Completely
Shielded
[
Push-pull 245’s
[ ]
Tone Control
[ ]
Local-distance
Switch
[ ]

Full
Electro-dynamic
Speaker
[ ]
llluminated Dial

Phonograph Jack

Battleship construction
throughout. Ample sensitivity to
bring in distant stations. Selectivity
rivaling the most expensive radios.
Beautiful walnut cabinet with decora-
tive burl overlay.

HTIEST MIDGET ON THE MARKET

www americanradiohistorv com



Clarion Distributors

BIHL BROTHERS, Buffalo, N. Y.

BOETTICHER & KELLOGG
Evansville, Ind.

BLACKMAN DISTRIBUTING CO.
New York City, N. Y,

CAROLINA LUGGAGE CO.
Greensboro, N. C.

DAKOTA ELECTRIC SUPPLY CO.
Fargo, N. D

J. E. DILWORTH COMPANY
Memphis, Tenn.

DUDA-MYERS CO., Hastings, Nebr.

ELECTRIC LAMP & SUPPLY CO.
St. Louis, Mo.

R. F. & W. R, FITCH, Oskaloosa, 4.

FORT SMITH RADIO CO.
Fort Smith, Ark.

FRONT COMPANY, Wheeling, W. Va.

WILLIAMS HDWE. CO.
Minneapolis, Minn.

GREENVILLE TEXTILE SUPPLY
Greenville, S. C

HERBERT HORN, Inc., Los Angeles, Calif.

W. E. & W. . JACKSON
San Francisco, Calif,

KELVINATOR-SYRACUSE, Inc.
Syracuse, N. Y.

M. & M. CO., Cleveland, Ohio

McINTYRE & BURRALL COMPANY
Green Bay, Wisconsin

McLENDON HDWE. CO., Waco. Texas

HARRY MOLL, Inec., Denver, Colo.

NATIONAL ACCESSORIES, Inc.
Omaha, Nebr.

PATTERSON PARTS CO.
Cincinnati, Ohio

RAY & WALKER HDWE. CO.
Chattanooga, Tenn.

REPASS AUTO & RADIO SUPPLY
Waterloo, Iowa

E. M. WILSON & SON, Newark, N. J.

ROBERTS AUTO & RADIO SUPPLY
Philadelphia, Pa.

ROCKEFELLER ACCESSORY HOUSE
Sunbury, Pa.

H. C. SCHULTZ, Inc., Detroit, Mich.

SHARAR-HOHMAN, Inc., Rochester, N. Y.

STANDARD SUPPLY CO.
Portsmouth, Ohio

STAUFFER, ESHLEMAN & CO.
New Orleans, La.

STERN & COMPANY, Hartford, Conn.

TOWNLEY METAL & HDWE. CO.
Kansas City, Mo.

UNION TIRE & SUPPLY CO.
Burlington, Iowa

U. S. RADIO CO. OF PA_, Piusburgh, Pa,
WAKEM & WHIPPLE, Inc., Chicago, Il1.
ISAAC WALKER HDWE. CO., Peoria, Ill.

AT ANY PRICE

THE GREATEST

RADIO

Radio Retailing, September, 1930

with TONE CONTROL

THE
MIGHTIEST MIDGET
ON THE MARKET

YOU HAVE BEEN EXPECTING IT—and here it is—the greatest
“little” radio on the American market—a small edition of “The
Greatest Radio Value at any Price” —Clarion.

Clarion Jr.is a husky young radio—truly a “chip off the old
block.” Engineered first to be a good radio, and second to fit
the midget size cabinet, we offer Clarion Dealers a typical
TCA Product, outstanding in price and performance.

Clarion Jr. will “speak for itself’ alongside of any so-called
"Midget” set (and many of the big radios)—and the answer
will be obvious — Clarion Jr. leads the small radio field by a big
margin—ijust as Clarion Radio leads among the console models.

No need to tell live wire radio dealers of the sales possibilities
offered by Clarion Jr., which opens a new field of buyers who
are buying NOW!

Why just “pull through” the season when you can get Clarion
Jr. from your Clarion distributor at regular discounts and on
regular terms and make some money—NOW. Write, wire or
phone—but do something!

TRANSFORMER CORPORATION OF AMERICA
Keeler and Ogden Avenues, Chicago
Licensed under R. C. A. and Associated Company Patents; Member R. M. A
Cable Address “CLARION, CHICAGO™ All Codes Used

RADIO VALUE

www americanradiohistorv com
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SENTINELS
pracﬁica[
CONVINCING

TEST
means

YT

S
AL
3 27 3
§ 5 o
Z N ey = it

DEALERS
SALES

MODEL 11

Model 11 has tone control—a seven
tube screen grid chassis wlth 3 screen
grid tubes—two in two stages of tuned
radio frequency amplification and one
a power detector. One 227 tube, re-
sistance coupled, two 245’s In push-
pull, and one 180 rectifier. ectro
Dynamic Speaker. Beautiful cabinet of
burl and butt walnut.

$130 Less Tubes

N principal cities throughout the United States
strong consistent Sentinel newspaper advertising
is asking radio buyers to make this simple test:

Compare Sentinel-—tone for tone—with any
radio at any price, to determine excellence. Then
contrast Sentinel with the same set—dollar for dollar
—to find value. This straightforward challenge,
backed by Sentinel’s high quality, is already bringing
dealers large sales.

Tone Control is merely one feature of
Sentinel value

SRR ENANEN R A RN AR RN A RN AN
3 :

A

Every proved feature of fine radio is here in the new
Sentinel. Tone control-—naturally. Screen grid—of
course. Tone that is really thrilling. Cabinets of
distinguished beauty.

Yet Sentinel prices are pleasingly low. Every vital
part of Sentinel is made at one profit under one roof
—in a plant with 8 years’ experience in fine radio
manufacturing.

If you have not already seen the new Sentinels, see
them today, at your Distributor’s show room. A wide
range of models from $99.50 to $180, inclauding a

MODEL 15 radio-phonograph combination. You will find them—
Model 15—Tone Control—seven tube screen grid dollar for dollar—tone for tone—the finest, most
chassis~—3 screen grid tubes. Electro Dynamic proﬁlable, in radio.

Speaker. Antique walnut cabinet in distinctive
Gothic design, superbly ornamented.

United Air Cleaner Corporation
$137.50 Less Tubes 9705 Cottage Grove Avenue Chicago, Illinois

wWwWwW americanradiohistorv com
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Watch your service calls drop

when you push de Forest Tubes

T pays you to handle de Forest Radio Tubes

because they stand up longer under constant

use—your profits are not erased by an excess
of service calls.

You can get behind de Forest Tubes with
full enthusiasm, knowing that they will give
the listener the satisfaction he should get out
of his set.

Rigid mechanical construction, the sturdiness
of the element assembly, the husky, non-fragile
oxide-coated filament, the improved insulation
of the cathode heater and the higher vacuum
of these precision-built tubes are some of the
features which contribute to their long life.

Once again: Don’t overlook the lowered prices
on de Forest Tubes. The recent reduction of
20% to 25% gives you one more powerful sell-
ing weapon to help you expand your business
on radio sets, as well as on tubes.

DE FOREST RADIO COMPANY, Passaic, New Jersey

BOSTON : NEW YORK - PHILADELPHIA - ATLANTA - PITTSBURGH - CHICAGO
ST. LOUIS . KANSAS CITY - DENVER - LOS ANGELES . SEATTLE DETROIT
MINNEAPOLIS - DALLAS - CLEVELAND

Export Department: 304 E. 45th Street, New York City, N.Y., U. 8. A.

: (AU DIONS)z

RADIO TUBES
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e have brought to radio

Radio Retailing, A McGraw-Hill Publication

a priceless reputation , , ,

\RIE have brought to radio the reputa-
tion of General Motors. Our business must uphold a world-
wide renown for sound practice, for progressive policies, for
permanence, for fair dealing, for an ability to create extra-
ordinary value. ( That is why we have built an exclusive
dealer organization comprised of men able to meet unusual
tequirements of character, integrity, and responsibility. That
is why we have put service on a national basis— with
expertly-manned, thoroughly-equipped service stations at
strategic points throughout the entire country. That is why
we have developed an exceptional product—distinguished
in appearance, impressive in performance, equipped with the
new Visual Tone Selector which lets you emphasize bass or
treble at will. (@ Judge how well we are meeting the
obligations of our inherited reputation. Go over our dealer
franchise feature by feature. You will find it the kind of
agreecment under which you prefer to conduct your busi-
ness, representing the type of product you prefer tosell .. .a
distinctive product...a Product of General Motors.

Inquiry by wire or letter will bring complete information.

GENERAL MOTORS RADIO CORPORATION, DAYTON,

www americanradiohistorv com
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Dealers’ Price $73.12
List Price - - - $97.50

The Jewell Pattern 199 is un-
equalled in accuracy, speed,
and simplicity of operation
by any other analyzer of
comparable price.

when a Jewell Pattern 199 Set in the Pattern 199 in more than two years
Analyzer, proved through more are adjustments to take care of new factors
than two years’ service, costs so little? jn radio equipment.

Accuracy is vital in a radio service in- In the Jewell Pattern 199 you get a
strument. The large meters of the Pattern proven set analyzer—there are more than
ii%é‘;)ee;ih;:?vlg{ Sﬁc&ﬁzgggfiﬁﬁf fifteen thousand of them in service today
sands of industrial applications. Their ———atn anal);z;r ‘;Ztlh tg_otllf:fe.’se?rsl)}';;g'ret‘id
clearly marked legible scales are easy to meters — an and’yz L L ent’y

accurate, durable and reliable—an analyz-

read accurately. ity

y er that is simple to operate—an analyzer
that makes every worthwhile field test—
at a price made possible only by quantity

wHY consider inferior set testers ufacturer of instruments.The only changes

Why consider an instrument that re-
quires an encyclopedia to tell how to
operate it? The Jewell Pattern 199 is so

: roduction.
simple to operate that if you leave the production
instruction book at home you need experi- Againwe repeat—youmay beable tobuy
ence no difficulty. some kind of a set analyzer for less money,

Why experiment with cheap, inferior but you can’t get as much for your money
testers? The Jewell Pattern 199 is built to in any other analyzer on the market as
the highest standards by an exclusive man-  you get in the Jewell Pattern 199.

30 YEARS MAKING GOOD INSTRUMENTS .
= Jewell Electrical Instrument Company

1642-A Walnut St., Chicago, Illinois

Set Analyzer and other Jewell Service Instruments.

Pattern 199 Set Analyzer

|

o
!
1
1
|
1
' Mail your 16-page bulletin describing the Pattern 199
i
i
i
1
|
1
1
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Natch Perryman go ahead

this year. The full page news-

paper advertisement shown

opposite is the first in a na-

tional newspaper campaign to

support radio dealers in a drive

for new, profitable business.

Watch Perryman this year. But
don't be content to watch from the
side lines. Get into the thick of the
push to put radio tube business
on a sound, paying basis. Join the
Perryman distributor-dealer or-
‘ganization, Get acquainted with
the liberal Perryman policies that
have bound together an energetic
army of jobbers and dealers and

kept them loyal to Perryman year
after year. Get acquainted with
the Perryman tube, a product of
extraordinary merit, built in a
model, modern factory, protected
by rigid inspection and delivered
with a liberal guarantee to back
up every sale and satisfy every
customer.

For full information about

Rao10 TuBsEs

www americanradiohistorv com

Perryman tubes, prices, discounts
and sales helps, write today. Use
the coupon.

Perryman Electric Co.,Inc.,Hudson
Boulevard, North Bergen, N. J.

J

v
| Perryman Electric Co., Inc.
| North Bergen, N. J.

: Gentlemen:
I What are you going fo do to help me
| get business this year 7
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ADVENTURES

of the_

PROFITWISE
DEALER

SALESMAN: Everybody’ll want Limburger
Radio Tubes—What’ll I put you
down for?

PROFITWISE DEALER: Put me down for a sap

if I ever change from Sylvania!

Most Sylvania dealers feel that way.
Which isn't surprising, for Sylvania
dealer protection really protects. Sylvania
prestige has steadily increased. And
Sylvania sales keep mounting with the
same consistency.

E RADIO TU BES iR R

Licensed Under RCA Patents

SYLVANIA PRODUCTS COMPANY, Emporium, Penna.

it’s the tube that makes the radio
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The Rusiness Magazine of the Radio Industry

O. H. CALDWELL,
Editor

ESTABLISHED 1925

and FF UBES

ITH the exit
of dog days
and the ap-

proach of crisp autumn
weather, comes the
need for clear and
serious thinking con-
cerning the job ahead.
What will be the char-
acter of the fall and
winter market and
what must be done to establish retail radio
business on a profitable foundation?

Let’s be frank.

Dealers must reconcile themselves to the fact
that, strictly speaking, but two radio commodi-
ties will offer volume building possibilities
during the next ten months—sets and tubes.
Furniture, separate speakers and parts will
probably represent less than ten per cent of the
average radio merchant’s gross sales.

Second, our readers must realize that ‘“‘spon-
taneous” sales (over the counter or on the floor,
transient business) are rapidly fading into the
background of our glamorous past. The dealer
who would thrive must this year promote busi-
ness by outside contacting—and like it.

Third, tubes, because of their volume possi-
bilities, should receive special attention. When
it is realized that, during 1929, out of every
dollar spent for radio receivers and tubes, 25
cents went for the latter item; and when it is
realized that, owing to radically changed price
conditions, at least 35 cents of every radio
dollar will be applied to the purchase of tubes;
the live dealer will reconstruct his selling ma-
chinery to produce tube business.

What specific methods, then, should the
dealer employ? Space permits the listing of a
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and P USH
—the /4 nswer

few suggestions only,
as an indication of the
task at hand:

The market for sets
must be gone over with
a fine-tooth comb. The
non-set owner must be
introduced to the de-
lights of radio. But
more particularly the
present user should be
cultivated. Dealers must systematically ascer-
tain the age and condition of every set within
their territory. Comparative demonstrations
should be staged to convince the customer of the
vast superiority of today’s wonderful receivers,
with their many interesting attachments.

While tubes are a less spectacular item, and,
therefore, have often been neglected in the past,
they will constitute in the future the radio
dealer’s bread and butter business. How many
dealers sell extra tubes with the new set—an
excellent idea in case of a blowout in the midst
of a feature program? How many dealers sell a
complete kit of replacement tubes? How many
dealers keep a card index record of the life of
tubes in the field and, at the proper time, make
a comparative demonstration of the improved
tonal quality of reception with new tubes even
if the old ones appear to be functioning properly
to the accustomed ear? How many dealers have
trained their servicemen to be radio tube sales-
men and offer special commission inducements
for this type of business? How many dealers
make periodic free home inspections of the
condition of the set and its tubes?

These, then, are the things to think about from
now on. Dealers who get this picture and act
accordingly will have no reason to complain.
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Front Page

NEWS

Radio Week. September 22-28
To Fight South Carolina Tax
Three Manufacturers Stage Comebacks

Other Vital Happenings of the Month

Reviewed by DETECTOR

PARTY that will make whoopee from the rock ribbed coast of Maine to
Catalina’s coral sands. Homes visited by Helen Kane's “pooh boop-
a-doop”’; Jolson’s cheery voice; Amos and Andy’s affairs of the heart . . .
National Radio Week, September 22 to 28, will come right into the home
like a boy bouncing back from college and waltzing the family around.
Other so-called weeks, limited to printed declarations of such, fade to pale
lavender in comparison. For radio, as “Host to the Nation,” is a medium
that can make itself known and felt.
Sponsored and approved by the
National Federation of Radio Asso-
ciations, plans are now well along
towards fulfillment.
The idea is to shake up Mr. Citi-

zen’s consciousness to a realization
that the air is drenched with many
interesting and valuable programs
today—that every home is justified
in owning at least one set. “It is

+ + +

“The Shortest Way to Town”’

Sy

The longest way ’round is sometimes the shortest way to town.

Indicative of the flexibility of this thing called radio is the above scene.
C. R. Feldman (left), president of Transitone listens to a program from
London, via shortwave, retransmission and automobile-radio pick-up, while

en route to Bermuda with the Philco delegation.
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Harry Aler,

president of the
Radio Wholesalers Association, puts
up the first Radio Week poster in
front of his Chicago headquarters.

+ + +

time to make people know,” says
Harry Alter, president of the Radio
Wholesaler’s Association, *“‘that a
dollar will purchase more radio this
year than ever before.”

To Get Advertising Material

Concentrated action on the part of
all radio retailers will bring about
results in proportion to their co-oper-
ation.  Streamers, posters, seals,
special advertising displays, news-
paper mats and billboard sheets an-
nouncing ‘“Radio Host to the Nation”
week may be obtained from H. G.
Erstrom, executive vice-president of
the National Federation of Radio
Associations, 32 West Randolph
Street, Chicago, at cost prices.
Dealers are urged to make lavish use
of this material, to gain the greatest
cumulative eflective throughout the
country. ’

A number of manufacturers have
signified their intention of co-operat-
ing with the week, which will be held
during the same time as the Radio
World’s Fair in New York City.
Omaha, Milwaukee, St. Louis, San
Francisco, Seattle and many other
cities whose trade associations are
members of the NFRA are already
arranging plans for its observance.

The executive committee in charge
of the event consists of J. Newcomb
Blackman, Harry Alter, and H. G.
Erstrom, representing the NFRA,
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nd Bond Geddes, Herbert Frost and
?\/Iorris Metcalf for the RMA. The
National Association of Broad-
casters will also co-operate.

Some of the ways in which the
weel will be celebrated are:

By election of radio queens

By bonfires of old recetvers

By proclamations of governors

and mayors

By national radio programs

By window displays and dealer

advertising. .

San Francisco will put part}cular
emphasis on Radio Week as it is the
present plan to use this pronlotlopal
opportunity as a means of securing
an equivalent of the publu;lty for-
merly provided by the l?oldmg of a
public radio show. This year (see
page 59) San Francisco vx.'lll not hold
a public exposition of radio proc}ucts.

The close of Radio Week will be
marked, in many places, by dance
festivals, the proceeds of which will
go toward the purchase of radio‘sets
for the blind or some other charity.

Radio Tax Law Enjoined

CuarLesTON, S. C.—A temporary
restraining order against enforce-
ment of the South Carolina law tax-
ing owners of radio receiving sets
has been issued by Federal Judge
Ernest F. Cochran, after a hearing
on a petition filed by Station WBT,
Charlotte, N. C. The order was

+ + +

Policing the Air

station at
Grand Island, Neb., and nine dis-
trict stations will enable the govern-
ment to check the wave-lengths of
all radio transmitters and to other-
wise exercise its legal supervisory

A master monitor

powers,

Here is radio inspector Charles
C. Kolster at the controls of the new
district station at Hingham, Mass.
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How They Bring Us
Those Airplane
Messages

This airy scene, on the roof of the
National Broadcasting Company Build-
ing, New York City, shows a typical
short wave set-up for the reception and
transmission of messages to airplanes.
Curt Peterson, veteran radio announcer,
is at the microphone.

+ + 0+

made in the test proceedings insti-
tuted by the Radioc Manufacturers
Association challenging the constitu-
tionality of the South Carolina law—
the first tax on radio owners imposed
in any state.

In granting the restraining order,
pending hearing of a petition for
an interlocutory injunction before a
three-judge court, Judge Cochran
said it appeared that immediate and
drastic enforcement of the radio tax
law might cause irreparable damage
and loss. The state law would levy
a graduated tax of from 50c. to $2.50
on owners of radio sets.

RMA New Patent Bureau

Reduction of patent difficulties
in radio production and, therefore.
manufacturing and selling costs, is
the object of a centralized bureau of
radio patent information which will
be established by the Radio Manu-
facturers Association in its New York
offices. At its mid-summer meeting,
July 30, at Niagara Falls, Ont., the
board of directors ordered the es-
tablishment of a radio patent depart-
ment in charge of a radio patent
attorney. There will be established a
complete library of foreign and do-
mestic patent information, available
to all its members.

This department will collect, digest,.

index and distribute patent data.

In further reorganization of the
work for the coming year, president
Metcalf appointed Harry M. Beach.
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Rochester, N. Y., as chairman of the
merchandising committee, and H. H.
Frost, New York, as chairman of the
show committee, having jurisdiction
over the policies and operations of
the annual RMA trade show and
New York and Chicago public shows.

Three Old Friends
Staging Comebacks

Kolster, Steinite and Continental
Under Aggressive Management
The past month has witnessed defi-

nite reorganization programs by the

managements of three “old friend”
radio manufacturers.

A new plan to terminate the re-
ceivership administration of the Kol-
ster Radio Corporation and to reor-
ganize this New Jersey outfit as a
going concern was presented the first
part of August to Vice-Chancellor
Alonzo Church. The proposition was
offered by S. P. Woodard & Com-
pany, Inc., a New York financial in-
stitution. The details of this propo-
sition are too involved for presenta-
tion in this column. Suffice it to say,
however, that Vice-Chancellor Church
has set September 16 to hear the re-
organization petition whereby the
holders of 825,829 outstanding shares
of Kolster common will receive one
share of new stock for each three
shares of the old.

Another well-known concern, the
Steinite Radio Company, Fort
Wayne, Ind., reports an optimistic
outlook for the early manufacture
and shipment of a new line of re-
ceivers, according to Oscar Getz, the
likable new president of this concern.
Mr. Getz is at present touring the
country re-establishing contact with
distributors and otherwise making
plans for the constructive building of
this company upon a sound basis.

Also personally interviewed by
Detector was Carl D. Boyd, president
of the Continental Radio Company,
also of Fort Wayne, A new line of
sets, which will appeal to the more
affluent type of radio buyer, will
shortly be marketed by this concern.

Continental has recently been re-
organized, refinanced and revitalized.
R. J. Beatty is chairman of the
board; W. W. Dowdell, vice-presi-
dent, and John Hockery, treasurer.
Mr. Boyd stated that it is expected
that the new merchandising plan
of this company will bring “Star-
Raider” to the foreground of Amer-
ica’s higher priced sets.

+

For other news of the month,
please turn to page 74.



An Abe Lincoln Story

At the close of the Civil War, Abraham Lincoln ordered
a band on the W hite House lawn to play “Dixie.” “Why,
My. Lincoln!” exclaimed his visitors, “that’s a rebel tune.”
“Well,” replied Lincoln, “I guess we captured it when

we won the war, didn’t we?”’

The old-fashioned phonograph has disappeared before
the radio but the vast library of recorded music remains and
logically belongs to the radio retailer’s province. Discs
enable radio combinations to play past music just as broad-
casts enable them to play present. The sale of records and
radio-record combinations is worthy of serious study. It
affords a chance of double repeat profits from each customer

—on records and on tubes.

IPs a

“Record,

HEN Caruso rehearsed the “Girl of the Golden
West,” David Belasco had him make his singing
entrances a dozen times.

“l had never realized before,” wrote Mr. Belasco,
“that even the best of singers could vary so in the
excellence of his delivery.”

Tt is this ability of the radio-phonograph to give the
best performance of any artist that endears the record-
playing function of this instrument to the music lover.

E. L. Pence, manager of the radio department of the
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E. F. Kemp of Elder-
Johnston, Dayton, Ohio,
increased record sales
50 per cent by use of
the telephone. Set buy-
ers can be made to re-
peat on records as well
as tubes, he savys.

Record sales were tak-
g a nose dive when
George Davidson
bought out a business
in Evanston. His meth-
ods sell about 18,000 a
year now—a volume
built up in eight years.

Rike-Kumler Department Store, Dayton, Ohio, realized
that the radio-record player was a true part of radio and
destined to grow in popularity. That is why he pushed
combinations and records.

Of the 175 receivers sold during the last four months
of 1929, three combinations were distributed to one
straight radio. At an average price of $225, Pence
claims that the radio-phonograph is the ideal way to
“trade up” sales.

“The dynamic shadows of

speaker, reproducing

Radio Retailing, September, 1936
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Selling recorded music is the proper

E. L. Pence points out that the

weather isn’t always ideal for

radio reception—and proceeds to

sell a prospect on a radio-record
player.

View of Rike-Kumler Department
Store, Dayton, Ohio.
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function of all who merchandise radio
and combination sets — A chance to
double the profit on repeat business

Tom F. Blackburn

sound once undreamed of, should not be limited to play-
ing that which is temporarily on the air,”’" says Pence.
The miusic of the past offers a vast library to draw from
and should be available, he believes.

Awakening the interest of radio prospects in com-
binations is done by a demonstration for tone. Radio
reception varies according to weather, Pence explains,
but with records perfect reproducing conditions may be
had at all times. To show what a set will do under
ideal circumstances, he slips on a record. The different
sexes and ages respond best to these numbers, he finds:

Men—DMarches. Numbers like “Anchors Aweigh,”
“Circus Echoes,” “Around the Corner” and
“Springtime in the Rockies.”

Girls—Romantic selections hest.  Rudy Vallee's “Old
New England Moon,” “Vagabond Lover” and
“Dancing With Tears in My Lves.”

Middle-aged Women—Reminiscent pieces.  “Blue
Danube.” “Alice Blue Gown™ and “Sweet Mystery
of Life.”

Old or Religious Prospects—Pipe organ music best.
“Bells of St. Mary's,” “Adestes Fideles” and “Mon-
astery Garden.”

Foreign Language Group—Native music always ap-
preciated.

Here's another illustration of the wisdom of pushing

Radio Retailing, September, 1930

1ecords: When eorge Davidson bought the North
Shore Machine Company, Evanston, Ill, eight years
ago, the phonograph record business was apparently in
a nose dive. This was due to radio’s sudden popularity.
Last year he sold 18,000 records, according to Miss
Florence Kane, who has been in charge of record sales
since 1924. The store carries an inventory of 1,800
records of which about 10 per cent are Red Seal. On
all tvpes of music an average turnover of about ten
times a year is enjoyed. The classical numbers, of
course, sell much more slowly than records of the
moement.

Markets and Buying Habits

“Who buys records? Young people are the market
for dance numbers,” states Miss Kane. *“Sales take a
jump at Easter vacation, in June, and at Christmas when
they are home from school or at leisure. We also sell
a considerable number through albums sent out on ap-
proval to customers whose credit we know is good.”

The heart of the record business lies in the buying.
There are three indicators of probable sales. Moving
picturcs are natural pluggers for records, Miss Kane
declares. Store purchases are very often predicated by
advance demand before release. Again manufacturers

(Please turn to pagye 78)
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b UT out the whoopee! Give us a business con-

Cvcntion and a bona fide complete showing of
next season’s models.”

The industry at large has spoken, and in no uncertain

terms, concerning its next national conclave. It believes
in the worth-whileness of an annual get-together. But—
and this expression was the dominating note in 91 per
cent of the hundreds of expressions from dealers and
jobbers the country over which Radio Retailing has col-
lected—it cares little for grandstand entertainment ges-
tures and it demands a 100 per cent showing of the
actual lines that it will be called upon to sell during the
coming season.

Business education is what it wants. “Hold the show
when the manufacturers are ready—and not before.
We'll wait until such a time,” these men on the firing
line declare. June gets the vote by 48 per cent, provid-
ing this condition can be met by that time. The mid-
west, by 64 per cent, is the popular location.

The Time?

It is significant that the exact time was subordinated
to the greater consideration of making of the convention
a complete and final showing of next year’s lines, includ-
ing prices and discounts.

“Set the date so that we can see the actual new models

42
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“Our Essentials Are
Out of Focus. We
Want A Busivess

Convention,”
.o v ... Says the

industry in no uncertain terms

of all the manufacturers, and have the 1932 product on
our shelves by Labor Day,” say nine out of ten replies.

June received twice as many votes as the next two
favored months, July and August.

What Should Be the Chief Function of a
Trade Show and Convention?

To educate the dealer and to perfzct co-operative
plans. But particularly to provide a convenient means of
studying all the new lines, and receive instruction in
salesmanship, servicing and Dbetter business methods.
Also to meet manufacturers’ top executives.

The preceding summarizes the consensus of opinion of
over 250 tradesmen.

MANY of the best known men in radio circles replied
in detail to our questionnaire. The following ex-
cerpts unquestionably mirror the consensus of opinion of
the entire retail and distributive hranches of the racio
trade on this subject, which has assumed such an impor-
tant place in our industry’s affairs:

Other Pertinent Observations

“More business and less co-called good times. Also,
executives who can make a decision permanently located
where they can readilv be reached. Competent wmen

Radio Retailing, September, 1930
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should be in charge of the booths, with awthority 1o
“talk turkev” I do not feel it necessary to have special
roams for demonstrations—executives, new lines and
demonstration facilities should all be grouped at one
spot.” . E. Hasselquist,
Fox Electric Supply Co.,
Llgin, 11l

“Manufacturers—don’t hold out to see what the other
fellow will pull”’ Charles T. Kerr,
Poultney, Vt.

“The chief function of a trade show should be to
acquaint the dealer with the new wmodels and to plan

Radio Retailing, September, 1930
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Photo by
LAZARNICK

manufacturer-dealer co-operation. The dealer should
be taught things about merchandising.”
James Stump,

Reading, Pa.

“For cryin’ out loud—cut out the circus stuffr”
D. P. Paul Co,,
Norfolk, Va.

“Sectional trade shows in the principal buying centers
would save money and would make for a more business-
like atmosphere; witness the success of the Boston
Trade Show staged by the Boston Distributors’ Associa-
tion. No one was permitted to giwe anything away or to
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furnish entertain-
ment.” D.W. May,
May Distributing
Company,

New York, N. Y. Time Per Cent

T‘TO my mind, the  First of year........... 1.7
chief function of a  April........... . 5
trade show and con- May ................. 4.5
vention is for the' June .............. ... 47.8
manufacturers to pre- July ........ .. ... . . 208
sent to their customers  August ... ..... .. .. ... 22,5
their new line and September ....... .. ... 2.2
thewr new plans for the No choice .......... ... 4.3

coming radio season.

Unless this is done, their show has no value other than

a holiday.” W. M. Perry,

Perry-Man Electric Company, Inc.,
Columbia, S. C.

“More technical information should be available.”
Kladag Radio Laboratories,
Kent, Ohio.

“Combine the radio trade show with the consumer
show. Let the public see the new models in June or
July—with the manufacturers in a position to make de-
lrveries in August. ~ Adwmit the conswmer free to the
radio shows.” L. T. Johnson,

Kimberly Radio Corporation,
Chicago, Ill.

RMA to Assume Complete Management
of Next Trade Show

The accompanying box presents the statistical story
of Radio Retailing’s trade show survey—conducted in
co-operation with the Radio Manufacturers’ Association,

It is a matter of major interest that, since the incep-

How THEY VOTED

tion of this plan to
counsel with the trade
about this matter, the
board of directors of
RMA voted, at its July
meeting, to assume the
complete management
of next year’s trade

Place

Some mid-western city. .
An eastern location. . . ..
In the Far West....... 8

Per Cent
63.6

For sectional shows. . ... 1.6 show. The board, fur-
For two shows......... 1.3 thermore, elected
Same time and place as Major Herbert H.

music convention. . ... 1.6 Frost to the position
Against holding a show. 8.2 of chairman of the

show committee. Ma-
jor Frost was one of the founders of the Radio Manu-
facturers Association and its first president. He has had
a wide experience in trade organizations and convention
operation work. He will be given wide responsibility in
formulating and carrying out any revision of policies
which may follow as the result of studying more inti-
mately the desires of the trade at large with respect to
its annual gathering.

The complete analysis and original data collected by
this magazine has been referred to the above committee
for its consideration and guidance. Their character
indicates the interest this subject has aroused.

Many answers stressed the point that all manufac-
turers should be compelled to exhibit, and to show their
complete and final lines for the coming season. In fair-
ness to the necessarily restricted powers of the RMA,
with respect to controlling the sales policies of its in-
dividual members, it is fitting that this article conclude
with the following explanatory message from Major
Frost, upon whose broad and capable shoulders will fall
much of the responsibhility for the conduct of our next
show :

A Business Show for Business Men

By H. H. Frost

Chairman, Show Committee

The RMA Trade Show has become an institution in
the radio industry. The show, held in connection with
the annual RMA convention, serves a real purpose and
gives the manufacturer, jobber and dealer a much needed
opportunity for discussion, comparison and planning.

To date it has been held in Chicago and Atlantic City.
The membership of the Radio Manufacturers Association
is half east of Cleveland and half west of Cleveland. It
was, therefore, only fair to bring the show into the
eastern territory.

The recent affair was justly criticized due to the car-
nival spirit which seemed to prevail and also because
some of the exhibiting members of RMA did not show
the merchandise they expect to sell during the coming
winter. The amount of “horse-play” entering into future
shows depends as much upon the jobber and dealer as it
does the exhibiting manufacturer. Obviously if the
majority of tradesmen attending the show are intent upon
business problems the manufacturer will be only too glad
to provide as much entertainment as is acceptable. In
the majority of cases such entertainment will be dignified
and creditable to any industrial gathering.

The trade should understand that RMA has no way of
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compelling any member to exhibit certain models at a
certain time. Changes in the show rules will undoubtedly
improve the situation for 1931, but more important than
that, prevailing opinion indicates that nothing is gained
through the withholding of new models; on the contrary,
the manufacturer loses good-will.

The date and place of the 1931 show will probably be
announced before the first of the year, thereby giving
every manufacturer sufficient time to construct his new
models and prepare his merchandise plans.

Every effort will he made to keep the exhihits within a
concentrated area. It must be borne in mind, however,
that a gigantic problem faces the show committee in
housing this affair. The Radio Trade Show is now the
largest of its kind in the world, the attendance in 1929
and 1930 breaking all records for this type of gathering.

My committee expects the hearty co-operation of the
RMA membership and of the jobbers and dealers
throughout the country. With this co-operation the 1931
gathering will be an outpouring of business people in-
tensely interested in hetter radio sets, better merchandis-
ing, better hroadcasting and in the constant improvement
of conditions within our industry.

Radio Retailing, September, 1930
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Compton Pakenham Presents
A Sales Minded Review of

RCCCHt RECORDINGS

COMPLETE opera
A issue is always a

notable event and the
appearance of Leoncavallo’s
“I Pagliacci,” by the sing-
ers of Milan’s own La
Scala, is particularly sig-
nificant. The most pic-
torial form of music
improves when given with-
out cuts. Furthermore, it
is not always in the best-
known sections, the con-
stantly recorded and re-recorded arias, that the choicest
passages occur. .

“I Pagliacci” has an appeal of its own. In its short
length it contains more dramatic action than several
ordinary full length works put end to end and, with the
exception of the soprano solo in the first part, gives no
time for anything but music which is direct to the point.
The leader of a small traveling theatrical troupe (Canio)
discovers his wife (Nedda) accepting the advances of an
unknown villager. This happens to be the situation
developed in the little play his company puts on that

few operatic numbers are better known than the Prologue
(sides 1 and 2). Start, therefore, with something not so
well known. For the purpose there can be no better
choice than the opening of the play within the play (side
14). Starting at this point several sides run through
delightful music particularly distinguished for its con-
tinuously melodious running accompaniment.

Columbia’s two latest albums should be greeted by
a host of takers. Tschaikowsky, whose Pathetique
(Sixth) has earned the local sub-title of the “Abie’s
Trish Rose” of Symphonies, can always be relied upon
for friends. This time it is a piano concerto with Cutner
Solomon, in the solo part, and the Halle Orchestra of
London. The fault of this work, according to one critic,
is that it contains too much melody. It can be started
with advantage, therefore, at any point.

Then there is Miss Fanny Davies playing Schumanmn.
The point about this set is that Miss Davies was Mme.
Schumann’s favorite pupil ; some guarantee of authority.
It will be difficult to convince anyone that the youthful
touch is from the fingers of a lady in her seventies.

S a couple of loose Masterworks records, Columbta
presents Moussorgsky’s “Night on Bald Moun-

night.  Burning with tain,” by Gaubert and
Jealousy and the WlSh for vvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvvv‘ the paris Conservator‘y
revenge, the desperate Orchestra. A fantastic
actor cannot keep to his ’ sketch of the celebration
lines. The company The Month’s Best Records of a black mass and dia-

plays up, trying to cover
his outbursts, but he
raves on as the applause
becomes louder and
louder. Finally Nedda
is stabbed and the lover

who runs up to protect LEONCAVALLO.

her 1is similarly dis-

patChed' The  curtain SCHUMANN. Die Davidsbuendlertaenze.
descends to the clowns T 0t

sardonic announcemernt

that “The Comedy is

ended.” and orchestra.

Remember that tra.

Caruso’s singing of
“Vesti la giubba” (On
With the Motley). on
side 11, made that air
famous second only to
“No, Pagliaccio. non
son,” on side 17, and that

WAGNER.
Isolde”

Brangaene’s

Vocal.

VY Y VY VY VY VY VYV VY VYV VYV VYV VvV VvV VvV VvV VvYyYyvrvyvyvyYyy

v
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MOUSSORGSKY. A Night on Bald Mountain. By
Philippe Gaubert and Paris Conservatory Orchestra
(3 sides).

BIZET. L’Avlesiene Suite.
gelberg and Concertgebouw Orchestra of Amsterdam
(Fourth side of above).

“I Pagliacci.”
Soloists, chorus and orchestra o