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RCA Victor Electric Tuning! The first truly auto-
matic tuning. Just push a button—there’s your sta-
tion! Long-lasting and fool-proof. Any 8 stations.
It's another RCA Victor first—a real sales clincher
that makes buyers out of rrospects!

RCA Victor Sonic-Arc Magic Voice! It's new. It's

improved. It's a demonstrable feature. New construc-

tion employs band-shell principle, traps “boom,”

Ero.vides finer tone than ever before. This is an even
etter sales feature than first Magic Voice!

RCA Victor Overseas Diol! One of four new RCA
Victor easr-to-tunc dials. Makes foreign tuning eas-
ier than domestic tuning by spreading short wave
stations 50 times wider— ordinary 15" scales ex-

tended to 914" each! Forcign dity names on dial!

RCA Victor Beauty-Tone Cabinets! Made by skilled
craftsmen in the world’s oldest and finest radio
abinet facory, the 1938 RCA Victor instruments
feature cakinets whose acoustic perfection means
beauty of tone as well as appearance.

RCA Victor Armchair Control! Makes it possible to

une from any armchair, or from another room! Like
ElectricTuning, RCA Victor Armchair Controlisauto-
matic, practical, virtually fool-proof. Applicable to
any Electric Tuning Model. A sure-fire sellingfeature.
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RCA Victor Magic Eye! The famous Magic Eye is
again an outstanding RCA Victor feature, this year
1s a part of the dial. Magic Eye is the most accurate

nown method of manual tuning. It now applies on.
short wave as well as standard ﬁroadcasts.

RCA MANUFACTURING CO., INC., CAMDEN, NEW JERSEY
A SERVICE OF THE RADIO CORPORATION OF AMERICA
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DEPENDABLE PERFORMANCE

" MALLoRY

REPLACEMENT

CONDENSERS

When you buy Mallory Replacement Conden-
sers you get full capacity. There are no “skinny
mikes’ to account for...
to alibi.

no lean performances

The generous capacity of Mallory Condensers
is important. So is the lower power factor. To-
gether they mean improved filtering and betier
performance. And—better performance means
better satisfied customers.

What is done to assure the permanence of

ment Condensers for dependable perform-
ance any lime, anvwhere—at the seashore or
in the Sahara Desert.

Mallory Replacement Condensers have estab-
lished a position of national leadership in the
service field—yet Mallory Replacement Con-
densers cost no more. The longer yvou use them
the more readily you’ll agree that they actually
cost less in the long run!

Are You Missing the Biggest
Help a Service Man Ever Had ?

Ilave you delayed asking the Mallory-Yaxley
distributor about your copy of the MALLORY -
YAXLEY RADIO SERVICE ENCYCLO-
PEDIA ? See him now hefore the edition of

Mallory Condenser characteristics ?

Plenty!

The famous Mallory Metal Seal hermetically
closes each Mallory Condenser against the
effects of moisture and dryness.

Use

M

CONDENSERS..

That’s why you can depend on Mallory Replace-

P.R.MALLORY & C

ALLORY

REPLACEMENT

..VIBRATORS

this great book is exhausted.

Use

YAXLE

R EPLACEMENT
VOLUME CONTROLS

wwwaw-americanradiohistorns.com
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TONE.. BEAUTY
ACTION. VALUE

e WW lave a
SATISFIED CUSTOMER

IR This is fundamental. And in Tone,
0 9 >/\[”_\ on account of the Acoustical Laby-
/ \ ‘o I T rinth and Carpinchoe Leather
3 o Speaker, Stromberg-Carlson stands

apart ... in Beauty, the cabinets by

Worthington speak for themselves

. in Action, Flash Tuning and

Telektor Automatic Remote Con-

trol, among other features, provide

/) every operating convenience that

= radios possess . ..in Value, every

model from $57.50 to $1050, offers

<= more than can be obtained in any
comparative set.

No. 231-F Coflee
Prices quoted are for all sections except

Table.
b 3155 - Sontheastern States and West of Mississippi.

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

No. 240 -S Drop-

Door Console with No. 240.%" Muhog-

5 any Desk with Laby-
Labyrinth. 5950 rinth. Price 89 5()

No. 230-R Helf-Rouind 8215

Coiir. o > 143 JZZ/@ )7 qu W Z%W r Consale. Price -

Stromberg-Carlson
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NOTABLE ADDITIONS
TO A DISTINGUISHED LINE

REASONS WHY YOU WILL SELL THEM

1—They Have a Good Name.
2 —They Have the Features.
3 —They Have the Right Price.

Model 425A — Designed to hold its own in fast company. Has every-
thing — will do everything that John Q. Public expects of a radio de luxe.
Yet we price it to you at a figure that will enable you to do business with
Trader-Inners without losing Your Shirt. Look at these Features: 8 Station
Fush Button Tuning (motor driven) — Brings em in on-the-head and does
it instantly! Bass Boost. Push-pull Beam Power Output (14 watts). Lhree
bands, 18,000 to 540 kc. Edgelight dial. Flashy dial and gold plated escutch-
eon. Copper plated chassis. 15-inch speaker. Massive cabinet. 14 tubes.

Model 325—As practical as it is beautiful. Control panel has just enough
tilt to make tuning easy from a standing. position without making it look
more like a cash register than a radio — as some of the new bend-over eliminators
ds.  Push-pull Beam Power Output. Three bands, 18,000 to 540 kec. Dis-
tinctive three-color edge lighted dial with gold plated escutcheon. Copper
plated chassis. 12-inch speaker. 10 tubes.

Model 280 — We put a lot of time in on this one to make sure you
HOWARD Dealers would be all set for the big turn to Arm Chair Models
which is predicted for the Fall. We believe we have here just about what it
takes to get you the business. A swell cabinet, beautiful tone, and a price
that will surprise even you! Beam Power Output. Three bands, 18,000 to 540

O S kilocycles, copper plated chassis. Impressive dial with big easy-to-read mark-
‘ ings. Edge lighted. Gold plated escutcheon. Six tubes that perform like

eight. 12-inch concert dynamic speaker.

The HOWARD Line is the line for YOU. At least
you owe it to yourself to investigate our proposi-
tion. Write or wire TODAY for our Dealer’s or
Distributor’s proposition. It will only take a
moment, so why not do it NOW/

HOWARD RADIO COMPANY

1735 BELMONT AVENUE « CHICAGO

CABLE ADDRESS "HORAD"

MODEL 280

RADIO RETAILING, AUGUST, 1937 PAGE 3
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Only RCA Radiotron offers thisvaluable

complete service!

Sales Aids . .. Store Equipment . . . Technical and
Business Helps —RCA offers them all in this
non-profit service to Dealers and Service Men

The Tube display shown is life-size —
a dramatic, appealing interior or win-
dowdisplaythacateractsattention. Part
of vear 'round window display service.

This Neon Sign is unique! Famous
RCA Monogram glows when bulb is
put in electric outlet. Special device
permits “RCA" to face in any direc-
tion. An ideal night light. Only 60¢

Many tested direct
mail pieceslikethefa-
mous Hatchet Letter

s
ot and the Listening Ear

L
ﬂ“‘:\.‘:‘ Card shown here are

» forcefulsalesproduc-
ers. RCA provides
them with your im-
print—inexpensively.

The Metal Flange Sign (left)
means quick identification.
Durable. Four-color enamel
job, with your name onbottom
panel. Also available a novel
Threc Dimension Mirror Sign.

DATE Tas100
) Poorn FARD
oATL S0\0

RCA offers imprinted Tube
Test Stickers — that do not
char from use on metaltubes
—and Package TapceMachine
that can also be used to

hold stickers.

The RCA Service Engincers Pencil. A necessity
for service engineers. Has non-metallic screw
driver under mertal cube cap,and patented resistor
drums are made of celluloid composition, so they
cannot wear off,

Other technical helps that answer puzzling
questions include Socket Layout Guide, RCA-
Radio Tube Manual, RCA Pindexand many others
—all yours at extremely modest cost.

BUSINESS HELPS

Abeautiful two-color20-inchdiameter
Illuminated Clock with Hammond
motor is amazingly inexpensive. An
outstanding value from an advertising
and practical standpoint.

Otherstoreequipmentthatincreases
your prestige, builds customer confi-
dence—and which only RCA offers at
very low cost—includes leaflets, book
matches, service garments, lantern
slides, etc.

“*Radio Service Business Mcthods’' by
John F.Rider and J. Van Newenhizen,
tells you how best to conduct your
business profitably.**101 Service Sales
Ideas” is a booklet of fact—every idea
a successful one.

RCA also offers you the only com-
plete Service Accounting Systemavail-
able — with printed forms to cover
every phase of vour business,

FREE

A wide variety of counter displays is available without cost — while they
last. Full details from your distributor. Get yours now. Full details about
all the above items — plus many others RCA has for you—in free booklet
“RCA Radiotron Sales Aids for Radio Dcalers and Service Engineers’”
Ask vour distributor for your copy today—or us¢ the coupon.

b Radtiotsons

RCA MANUFACTURING COMPANY, CAMDEN, NEW JERSEY

PAGE 4

A Service of the Radio Corporation of America
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RCA Radiotron Division, RCA Manufacturing
Company, Camden, New Jersey

Flease send me without cost or obligation the
booklet "RCA Radiotron Sales Aids for Radio
Decalers and Service Engineers’’.

Nam

Street

RADIO RETAILING, AUGUST, 1937
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N A FULL PrOAIT
ON GAS-ENGINE

BATTERY
CHARGERS

FULL PROF’T PROTECTION. Continental
believes “every barrel should stand on its own
bottom.” Continental’s TINY TIM battery charger
helps you sell a good radio—at the same time it
gives you your ﬁgtll profit!

NO COMPETITION! Continental —and ONLY
Continental —offers (1) Patented CONTROLLED
VOLTAGE generator that posnlvely prevents in-
jury to battery or radio tubes, and (2) Patented
AUTOMATIC SHUT-OFF, which makes it unneces-

EXCLUSIVE PATENTED

EVERYBODY wants

Before you tie up with ANY gas-engine battery
charger deal, see what Continental Motors offers!

FEATURE THAT

sary to watch or test the battery while it is being
charged! When the battery is fully charged, TINY
TIM automatically stops! Here are convenience
and economy that every user appre(:lates.

THE CONTINENTAL NAME! A long ac-

cepted symbol of engineering excellence.

NATIONAL ADVERTISING! Farm Earer

advertising backed up with generous sales he ps.

Investigate today! Wire, write or mail the coupon!

TINY TIM, JR.

» 6 Volts, 150 Watts

¢ Controlied Voltage
Generator

e Push-Button Self-
Starter

e Automatic Cut-out

e Wood Base

e 2 Qt. Gasoline
Tank

e Ammeter

e Altractive Red

|
5% 0 |
|

$ 00 LIST
57 F.O.B. Detroit
TINY TIM, Model 60

e 6 Volts, 240 Watts
o Con!rolled Voltage
Generator

e Automatic Shut-off
® Push-Button Self-

‘ Starter
® Automatic Cut-out

| ® 2 Qt Gusoline
Tank in Cast-Iron
Base

¢ Ammeter

® Attractive Maroon

Finish Finish
® Overall Weight, ® Overall Weight,
50 1bs. 65 lbs.
57000 LIST
$6000 LIST F.0.B. Detroit
F.O.B. Detroit TINY TIM, Model 320

TINY TIM, Model 120

o 12 Vaolts, 300 Watts

e Controlied Yoltage
Generator

e Automatic Shut-off

e 'ush-Button Self-
Starter

e Auntomatic Cut-out

® 2 Ot Gasoline
Tank in Cast-Iron
Base

o Ammeter

# Auractive Orange
Finish

e Overall Weight,
09 Ibs,

o 32Volts, 300 Watts

e Controlled Voltage
Generator

¢ Automatic Shut-off

e Push-Bution Self-
Siarter

® Automatic Cut-out

e 2 Qt. Gasoline
Tank in Cast-Iron
Base

e Ammeter

® Auractive Green
Finish

o Overall Weight,
69 ibs.

32 Volt 110 AH
Battery 345 List

POWERED BY THE FAMOUS

[anfmenfa]

CONTINENTAL MOTORS
DETROIT, MICHIGAN

Tim Battery Chargers.

Name _

.RADIO RETAILING, AUGUST, 1937
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This strikingly beautiful arm chair

receiver with genuine automatic

straight line tuning . .. 344-95

Five tube, AC, three gang superheterodyne. Has
ten station automatic tuning, automatic muting,
quick manual tuning, AVC, edge light glass straight
line dial, two band giving broadcast, police and
foreign reception. Size 20!/, x 18 x 10l45”. The
world's most convenient radio.

Model A-33 Table Model. Same features as

arm chair set described above. Size 1634 x 334.95

91/, x 8Y4”. The season's most sensational
value.

Model
A-40

The complete Wilcox-Gay line offers
you eight great receivers in console,
chair-side and table types, all repre-
senting the same outstanding values
as these two numbers.

Make Wilcox-Gay your radio line this year and profit from these
advanced features, generous discounts and great values. Write
for name of your nearest Wilcox-Gay distributor and complete
information.

To distributors—Wilcox-Gay offers a trouble free line of high quality
radios, cleanly merchandised. If interested, wire or write us at once.
Full line export models available for foreign distributors.

WILCOX-GAY CORPORATION
Charlotte Michigan U. S. A.

WILCOX-GAY—OUALITY RADIO SINCE 1919 -— WILCOX-GAY

PAGE 6
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The
RADIO

August

MONTH

Prices Gllmhlng Indications are that

most radio set prices will be raised
before the big fall selling season com-
mences. Raw materials are up and labor
costs are steadily going higher.

Manufacturers are already jammed
with orders for sets. Some are paying
premium prices to get delivery on essen-
tial parts. Most set makers are in the
same boat, having quoted extremely
close lists on hot models. Thus increas-
ing material and labor costs squeezes
them all alike, with the result that no
one manufacturer will be likely to make
capital of increases in competitive line
lists by keeping his own down.

Bllle Sky With orders on hand that
are double and even 3-times the total
of last year, same period, several set
makers whom we visited in the last 2
weeks are actually alarmed and even
frightened by this unprecedented situa-
tion. They themselves can’t explain it
on the basis of past performance. Their
distributors can’t shed any light on the
situation, other than to say that to
judge by the way sets are moving now,
they will need all they are ordering
after the fall buying season gets under
way. Their dealers simply are busy
making sales and do not seem greatly
concerned if the cumulative effect of
their replacement orders is giving some
manufacturers a headache. Undeniable
fact is that the radio set business is run-
ning in high gear.

Thrill Buymg Of that scheduled ava-

lanche of advertising of new maodels
with automatic, electric or some other
type of on-the-nose tuning, only a
trickle has had a chance to reach the
public but already the reaction has been
so instantaneous, so definite, so deci-
sively favorable that it does not need a
crystal-gazer to predict that those new
tuning gadgets will turn the trend of
normal replacement buying into a wave
of thrill-buying. Everybody will want
one of those new radios because every-

RADIO RETAILING, AUGUST, 1937

body suddenly will discover something
about the old set that is distinctly in-

convenient or out of date. Grandma
needn’t look for her glasses. Grandpa
won’t have to stoop down. Ma can

switch from sister Sue’s jazz program
to Kitty Killwork’s Kitchen Hints be-
fore Sue can untangle herself and beau,
while Pa, who merely pays for it, sees
a chance of sneaking up once in awhile
and pushing the button for a prize fight
or the baseball scores, before the family
can stop him.

BUttIE'NECk Ten to one that if any

distributor or dealer finds certain models
back-ordered persistently, the manufac-
turer will blame the delay on the cabinet
maker. A few farsighted production
wizards, who had their hand on the
public’s pulse and their ear to the cabi-
net makers’ inner office partition knew
that lots of cabinets were going to be
ordered and that they were going to be
hard to get. They ordered early, have
cabinets stored all over the lot and in
warehouses, are going to be able to
make prompt shipments. Others who
tarried with design or first wanted to
see what their competitors were going
to offer, find themselves in a jam—some
haven’t even shipped complete sample
lines to their distributors. So the fur-
niture makers now are the bottle-neck
for radio set production excepting—
where plastics cabinets are used. We
saw one molding plant turning out
nearly 1,000 molded radio cahinets per
day—without crowding.

Seven llp The Federal Trade Com-
mission reports that seven automobile
manufacturers have signed stipulations
“to cease using falsc and misleading
representations in advertising.” Here-
after in their advertisements they must
show their cars as thev propose to de-
liver them, at the advertised price and
not all decked out with “extras” (in-
cluding radio) which the unsuspecting

LAY amaricanradighictarny com

19 37

consumer thinks are included in the ad-
vertised price but which actually are
charged as extras when he finally comes
to buy the car. This means that those
manufacturers will hesitate to ship their
dealers cars equipped with “extras” (in-
cluding radio) unless actually ordered
because then the dealer would not be
able to deliver cars actually as adver-
tised. The net result of this action
should be—more auto radio business for
the local radio dealers and distributors,
especially if they team up with local
car agents.

Farm Income The government has
just released a statement that farm in-
come in June 1937 was 604 million dol-
lars, which is 17 million above 1936, and
incidentally the highest since 1930. In
addition, the U. S. Treasury put 27 mil-
lion dollars more into farmers pockets
during June in connection with the agri-
cultural conservation program. Mean-
while the nation’s farmers have been
going to markeft in July with bigger
crops than in many years and they are
collecting better prices than in years.

Cﬂmhinations Cllck When the tale of

1937 set sales is told it will carry a
rude jolt for those who have snubbed
the idea that combination radio and
phonograph units are “hot” and that
sales of phonograph records just trail
along as small profit-making “plus”
values. There is no longer any doubt—
combinations are clicking. They run
into money and the people who buy them
are the best typ of customer. One set
maker who included some combinations
in his new line reluctantly, actually has
doubled his order for cabinets twice
since June.

i

EDITOR
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OUR farm customers want de-

pendable “big-city” radio recep-
tion. You can give it to them with
any good 6-volt farm radio —pow-
ered by Wincharger!

They want freedom from “B”
batteries and expensive recharging.
You can give it to them—uwiih
Wincharger!

They want low-cost operation.
You can make their power operating
cost less than 50c a year—wiih
Wincharger!

They want years of dependable,
proved, trouble-free performance.

And your logical answer is —
Wincharger!

That’s why Wincharger is the
KEY TO THE FARM MARKET
—the greatest remaining radio mar-
ket. Records show that 799, of all
city homes now have good radio
sets, but 66% of all farm homes
need new radios! There are
4,602,000 farm homes that must
depend on battery operated radios!
Wincharger provides the cheapest,
most dependable, most satisfactory
answer to the farm radio power
broblem.

$2.50 PROFIT FOR YOU
in Every Wincharger You Sell!

WINCHARGER not only opens the
great farm radio market for you—but
there’s a $2.50 cash profit in every Win-
charger you sell. It makes no difference
whether the customer buys in your store,
or orders direct {from the factory on a cou-
pon bearing your name. Be sure your name
appears on the Wincharger Co-operative
Purchase Coupon in every radio you sell!
Only Wincharger can offer your customers
a record of proved satisfaction for more
than 500,000 delighted listeners all over
the world! Only Wincharger has been
tested and proved by the engineers of every

WINCHARGER

SIOUX CITY,

leading radio manufacturer! Only Win-
charger offers you, the dealer, such assur-
ance of customer-satisfaction and trouble-
free performance, year after year!

Tie your selling program to Wincharger!
It’s known for dependability wherever
farmers read farm papers. It’s being ad-
vertised this season to millions of farmers

all over the country—to thousands right I

in your own territory. Made by the world’s
largest makers of wind-driven generating
equipment, and guaranteed, “Satisfaction
or Money Back.”

CORPORATION
IOWA

e KEY 1o

THE GREAT

. FARM RADIO
MARKET

THE GENUINE

ES‘DeLUxE

==

!
\

Wincharger Corporation, Dept. RR 8-37
Sioux City, lowa

]

I

1

Please send your new manual, 1
“MORE FARM RADIO SALES" |
I

1

Name.. ...

Address.... ...

World’s Largest Makers of Wind-Driven Generating Equipment i_Mkeofradiohandled. ..o |

PAGE 8
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Be sure your tube policy is
sound—and sell them tubes
that enhance your reputation
for dependability!
. e -

This year the industry is selling a lot
of radio merchandise. Are you getting
your share?

If you've been selling good tubes
like Sylvanias—your chances are

bright. If you have been tempting

trouble with “cheap” tubes...switch

SYLVANIA

RADIO RETAILING, AUGUST, 1937

to Sylvanias now, and build confi-
dence among the very people who
are “in the market” for new sets.
Sylvania quality is guarded through
scores of exacting tests during eve-y
step of manufacture. No tube ever
leaves the Sylvania factory unless it
is sure to function perfectly. Sell
Sylvanias—they’ll tone up your busi-
ness. For complete sales and tech-
nical information, wr:te to Hygrade
Sylvania Corporation, Emportum, Pa.

THE SET-TESTED
RADIO TUBE

wAAMANM-A e Fearradiohisterns~—com
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— 7 Dependable Power

Makes Sales Easier

The world-wide reputation of Briggs & Stratton
4.cycle gasoline motors has an important in-
fluence on your sales . . . People everywhere know
of these famous motors and of the unusually long and
trouble free service they render. When they see one
of these rugged, reliable motors, they feel that the
entire unit must be dependable . . . Briggs & Stratton
4-cycle 'gasoline motors drive over 0% of all makes

of farm washing machines. They also power most small

pumps, small tractors, lawn mowers and an endless va-
riety of other motor driven farm tools. Insist on Briggs
& Stratton motors on all the equipment you handle

and you will find larger sales—great-

.g‘/ =) = er profits. Power by Briggs & Stratton, dl
L ,,/,/ ' —~ ¥ ‘.‘\

)\\\\

/)

/

\ D

v makes any equipment easier to sell /‘ ;
- i w BRIGGS & STRATTON CORP. / l\
SV MILWAUKEE, WISCONSIN, U. S. A. /A

l; — N ) ,ﬁ%

&) /g \ (AN
S /.A/,‘\ L’\
~ A

/

i

f

/’ = 9

=

BRIGGS & STRATTON

GASOLINE
MOTORS
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MANAGEMENT....

DINNER WON'T WAIT

NEWARK — “Rubberneck” trains,
summer-sequel to the widely successful
“Snow” trains, are equipped with
sound by the enterprising Central Rail-
road of New Jersey, now offering novel
sightseeing cruises-on-land to tourists.

Into the discard goes the quaint but
inefficient  wandering-waiter-with-the-
gong, For, standing hefore a modern
microphone in the dining car itself he
now calls all rubberneckers to food
without stirring a step.

In  each day-coach (upper-right)
speakers repeat the message.

RADIO RETAILING., AUGUST, 1937

IFrom the amplilier-equipped baggage-
car, its door rolled open (center-right)
to permit an advance-glance of ap-
proaching points of scenic and historic
interest, sits an announcer. Ile's pro-
vided with a typewritten guide, period-
ically calls interesting views to the at-
tention of passengers.

Recorded music is {requently played
over the system. Aud novelty is sup-

plied by installing a microphone
(lower-right) in the locomotive-cab,
amplifving the engine’s whistle, the

roar of the driving-wheels, conversation

wwwamericanradiohistorv. com
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of the crew. Conductors, further, are
introduced as they pass through the
train.

To this railroad, for sponsoring an-
other mnew and practical wuse for
sound . . . the honor of our first-page
position for the month!

Potted Plants, Paint

SULLIVAN, MO.—Half the population
of this town attended a household appli-
ance show featuring Grunow refrigera-
tion and radio, ABC washers and Uni-
versal ranges when its sponsor, the Sul-
livan Motor Company, promised a
potted flower to each lady and a can of
enamel to each man attending the show.
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RENOVATION IDEA —Beneath a balcony with an ugly, square-nosed
approach, rough, spindly supporting posts, Home Furmiture Company of
Dallas’ radio department was severely handicapped. Now it looks like this.
Posts at the balcomy edge were built out to resemble arches, with com-
position board. Central posts were enlarged with the same material, cir-
cular seats provided. Blue was used overhead, yellow with blue trim and
silver bands for the walls. Seats are in white leather. W. P. Kelly, store
manager, says the change was not expensive, has boosted business

500,000 farmers.

BULDI4CT LISNIED ALL
ARDUNE.  Aat THESE
OevENENES Al T4

WORLOR OWEST PRICE

o] 5 i

DNTHS 70 PAY

PAGE 12
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PROMOTION PAST - MASTER -

To introduce new radio models
with a splash, salesmanager Frank
Redmond of Springfield, Illinois’
A. Dirksen & Son enlisted the
cooperation of 6 newspapers,
staged a beauty competition for
the city’s femininity. To qualify,
girls had to score 100,000 votes.
Five-thousand ballots were given
to each person buying a $100 set
and proportionately more or less
for purchases at other lists. Sixty
entered, 14 qualified and were
judged at a celebration hall fol-
lowing a high-noon, brass-band
parade. Free tickets to the ball
were given to all who left their
names and addresses at the store.

Total cost: $250

$20,000 ROAD SHOW — To 30 State and County Fairs, Alfalfa
Days and Corn-Husking Contest go four displays like this between
now and October on half-ton trucks manned by Wincharger men.
They expect to cover 22,000 miles, demonsirate to at least

RADIO RETAILING, AUGUST, 1937
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ADVERTISING ..... SELLING .....

CONTROL THOROUGH DISPLAY
— Pinch-hitting for vacationing
appliance manager H. W. Cole of
Hart Furniture, Dallas, Marvin
Lunsford shows how new stair-step
shelving automatically emphasizes
certain table models without hid-
ing others. Records show that top-
shelf items, just below eye-level,
sell faster than those one step
lower. Recessing of consoles gives
them additional dignity, protects
cabinets, too

Business by Bonus

MILWAUKEE—A different kind of a
bonus system, whereby home office em-
ployees share the outside crew’s earn-
ings, has just been instituted by the
Taylor Electric Company of this city
and Madison.

Under this system a salesman earns
a bonus above his salary, based on the
company’s profits from sales in his ter-
ritory. Half of it is, however, placed
in a general fund to be divided among
inside emiployees.

Often, a customer: contacted in the
field will come to the store for a dem-
onstration and it is rarely profitable for
the salesman to cancel outside work in
order to be on hand, So salesmen
simply telephone some member of the
office force, rely upon them to do a
good job which means bonus to both.

Five Best Months

ROCHESTER—The five best months
for radio sales are just ahead. according
to Lee McCanne, radio sales manager
for Stromherg-Carlson. Explains Mr.
McCane:

“The radio industry is smart to start
early this vear. First, because people

RADIO RETAILING, AUGUST, 1937

SOUND SELLS IN

INDIA —Pilot radios

move faster for the Eastern

Electric & Engineering Company of far-off Bombay when this p.a. truck
ballvhoos to the natives

_.|
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311G ROBOT —In the window of Chicago’s Zenith Radio Distributing
Corp., this ten-foot high dial tuned by a pretty girl stopped traffic

want new radios. Second, because over
50 per cent of the sets now in use can’t
receive shortwaves. Third, because in
the next few months shortwave recep-
tion is at its best and is most important
to the listener.

“In the next few months there are
more hours of daylight than of dark-

WWWamericanradiohiston.com

ness. Shortwave reception is best in
the daytime. There are several months
of vacation time, when people travel, go
to summer camps or live in trailers.
Shortwave radio spans long distances,
allowing them to keep in touch with
favorite programs. There are, too,
several months of stormy weather, when
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lightning and fading spoil reception on
the broadcast band.

“There are several months of daylight
saving time, when people rise earlier
than usual and can listen for early
morning programs from the Orient.
Evening shortwave reception is strong-
est from the east, while early morning
reception favors stations from the west.
In addition, there is unusual activity on
the aircraft channels, as most trans-
ocean flights are made at this time.

“And at the end of this summer pe-
riod the holiday buying surge begins.”

Babying Walnut

CHICAGO—From the American Wal-
nut Manufacturers Association come the
following suggestions for the display of
walnut cabinets, dominating the radio
field today:

“A walmut radio cabinet will appear
least striking against a background of
the same hue and tone; more striking
against a background which is either
lighter, darker, or of a different hue
than itself; and most striking against
black or white,

“Against a background lighter than
itself, walnut will appear darker, with
this effect increased in the degree that
the background tone approaches white;
while against a background darker than
itself it will appear lighter, with this
effect intensified in the degree that the
background tone approaches black.

“Pure white or dead white is a try-
ing background for all cabinet woods.
When used, white should be faintly
tinged with a hue, and in the case of
walnut this hue should be warm, e.g.,, a
creamy, rosy, or greenish white, but not
a bluish or purplish white.

“Walnut is equally effective against
plain, self-toned, or multi-colored back-
grounds, provided that the latter are not
so striking as to throw into eclipse
either the handsome figure of the wood
or the details of the design. In general,
it is better to use a plain or self-toned
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wall background, and to introduce the
ornament and color necessary to make
the display interesting in floor cover-
ings or hangings, coverings, pictures
and other accessories.

“Walnut has a warm, relatively neu-
tral coloring, and is harmonious with all
the hues. It is unpleasing (as are prac-
tically all furniture woods) with the
cold grays, whether light or dark.

“For effective accents with walnut,
use rich, full-bodied reds, yellows,
greens or blues; any of the metallic
colors, from silver to copper; creamy
white or black. For displays of modern
walnut which include chromium, use ac-
cents of black, rich reds or blues.

“In general, use a floor covering at
least as low in tone as the walnut cabi-
nets displayed on it, and preferably
somewhat darker. This is particularly
important in the case of fairly large
pieces of furniture.

“Either plain or figured floor cover-
ings can be used with walnut cabinets
of any tyvpe, subject to these qualifica-
tions: Do not use bold designs and
striking colorings under cabinets which
have slender proportions, delicate detail,
or finely figured face veneers that you
wish to emphasize. The eye is com-
pelled to pay greater attention to the
more powerful stimulus. Do not use a
floor-covering of straight-line, angular
design under cabinets in which graceful
curves are emphasized. The rug will
spoil the appearance of the cabinets. An
all-over carpet or large rug tends to
invest a room setting with the effects of
spaciousness, unity and repose. Small
rugs reduce the appearance of spacious-
ness, and create effects of variety and
animation. When either much lighter
or much darker than the floor against
which they are seen, small rugs are
spotty and over-consnictous, and thus
tend to distract attention from the fur-
niture displayed with them.

“Study the daytime lighting on your
walnut cahinet windows from the out-
side of the store, hecause sales will be

ADVERTISING....SELLING...

HOME: ONE CHAIR — George
Turney, of Houston’s Crumpacker
Distributing Corporation is get-
ting wads of wuseful publicity in
the public prints with an all-
purpose chair of his own design.
It contains a radio, electric clock,
telephone, convenience outlets,
game-board, magazine rack, bar,
reading light, humidor, thermo-

meter and only Mr. Turney knows
how many other things. He’s think-
ing of building a footstoo! with a
built-in electric fan and heater!

lost when the lighting is such as to ob-
scure, or to make the coloring seem gray
and weak. Sometimes it may be neces-
sary to change the angle of important
cabinets slightly, or to substitute a large
rug for several smaller ones, in order
to kill reflections which in turn kill the
beauty of your wares.

“If you use colored bulbs or screened
spotlights for hight lighting, be sure
that their effect is to bring out and em-
phasize the beauty of the wood. Wal-
nut will look gray or black under blue,
violet, or greenish-blue light, but will
be enriched by yellow, orange or red.

RADIO RETAILING, AUGUST, 1937
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FI1GURES

RADIO RETAILING'S MONTHLY
BUSINESS BAROMETER

FARMERS PAY

Although they have extension and de-
ferred payment privileges, the farmers
of the country are paying off their
niortgage indebtedness to the govern-
ment promptly, according to Gov. W. 1.
Myers of the Farm Credit Administra-
tion. The percentage of loans in good
standing, 55 per cent in 1932, 77 per
cent at the end of 1935, 85 per cent on
December 31, 1936, rose to over 87 per
cent on June 1, 1937, end of the fiscal
year.,

MILWAUKEE'S RADIOS

From the Milwaiikee Journal's latest
consumer analysis we learn that 98.6 per
cent of the homes in the Greater Mil-
waukee area were equipped with radio
on January 1 as against 97.4 per cent
the previous year. 84.7 per cent of the
radio owners had just one receiver, 13.8
per cent had two and 1.5 had three or
more,

In addition, 21.3 per cent of all
Greater Milwaukee families owned auto-
radios as against 14.4 per cent in 1936.

PIANOS PERK

Piano sales in 1937 are likely to ex-
ceed 130,000, according to W. A.
Mennie, secretary of the National Piano
Manufacturers Association, who reports
that 49,595 units were shipped in the

first six nionths, 33.62 per cent niore
than 1n the first half of 1936.

BROADCAST BONANZA

The drug and toilet goods industries
invested $6,610,632 in NBC time during
the first half of 1937. Four others
passed the million mark, food and food
beverage makers spending $5,607,660,
the automotive industry $1,752,069,
laundry soap and housekeeping supplies
manufacturers  $1,596,892 and pro-
ducers of lubricants, petroleum products
and fuel $1,068,052.

Total time take from all classes of
advertisers hit $19,948,107.

WASHER'S BIGGEST

Household washer shipments in the
first six months of 1937 totalled 949,328,
10 per cent above a similar period in
1936, according to J. R. Bohnen, secre-
tary of the American Washing Machine
Manufacturers’ Association. This repre-
sents the biggest washer first half in
history.

The ironer half-year nets 94,696 units
shipped as compared to 88,044 in the
first six months of 1936.

DEPARTMENTS AND CHAINS

Large department stores recorded an
11 per cent increase over 1936 in first-
half, 1937 sales. Best increases came in

RADIO SETS IN THE WORLD

[Accarding to the U. 5. Deporiment of
Commerca)

UNITED STATES

[Conlinental)

UNITED KINGDOM
{Great Briloin and Possessions) 10,000,000

GERMANY- .. .. .. ..._.... 8,200,000
FRANCE ............ 2,626,000
C:EﬂHﬂSLG'H‘lKIA $18,000
BELGIUM 746,000
DENMARK 651,000
IERAEY - e s e T 530,000
POLAND 517,000
SWITZERLAND 430,000
HUNGARY . 365,000
SOVIET RUSSIA .. ......... 150,000
MEXKICO oo cioooii 250,000
NORWAY 240,000
ROUMANIA 150,000
FINLAND . . 144,000
URUGUAY 115,000
IRISH FREE STATE . 104,000

100,000

30,000,000

Atlantic,
tricts.

Chain store sales increased 14.6 per
cent in the same period, mail-order
houses leading the parade. June in-
creases averaged 11.7 per cent however,
indicating a drop-back from the 15 per
cent average gains reported in earlier
months of the year.

Chicago and Cleveland dis-

FACTORY FIGURES

Arcturus reports that tube sales for
the first 6 months of this vear sliow a
marked increase over the corresponding
period of 1936, also marks a new high
since 1929.

Presto Recording says its sales for
the first 6 months were more than 2%
times greater than in the first half of
1936, has leased space in an adjoining
building to take care of this volume and
Australian and Latin American in-
creases.

Half U. S. Farms Will Still Have No "High Line” Service in 1946

D00 Farma
mafed tobal if REA puts
farms enhigh lines, and
';';' -*_Illlh wtilifies add 160.000 in
)

Fach farm wnit represents one million form homes. Thers were 423,000 in fhe U5 A, on Jaruary 151, 1935,

RADIO RETAILING, AUGUST, 1937

4,380,000 Farms Mo high service

||m 1st, 1946
"".EIU“ Farms
fE"’fIH‘Id*ErI i REA.in projected ten-year
prograrm 1936 - 1946, corries high-line
service to LOOG000 forms but
enclusive of projects by private otilities )

WMWAAMAL aaricanradinhictarn, cam

There were BYT, 673 forms with high-line servics Jon, 15, 1957
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In double-harness, real

life as well as on the

AUDIENCE ONLY - Curiously. - i

men and women who here air Ak, AKE these popular
their domestic views are invari-
ably “Husbands & Wives” while
the conductors of this particular
program, Allie Lowe Miles and

Sedley Brown, are single

broadcast stars

)
1 .
TIME SWINGS ON —John Mclntire BOTH DBUERNS — This popular THREE OF THEM —NBC’s Benny
and Jeanette Nolan of the CBS couple, George Barns and Gracie family, Jack, Mary and three-
“March of Time” program are Allen, dispense with the name vear-old Joan Naomi spend a quiet
really Mr., and Mrs. Alfen in private life evening at home
PAGE 16 RADIO RETAILING, AUGUST, 1937
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BAKERS ALL—At home, Mrs. Phil Baker’s two NOTHING BUT THE TRUTH—Anyway, when
children keep her plenty busy. She’ll guest-star Fibber and Molly McGee of the NBC are at home
occasionally this winter via CBS as Marion and Jim Jordan

ES—Goodman sits across NBC’s mike- LIFE 1S / ONG~—Frank Chapman and Mrs.

equipped bridge table from wife Jane. Marge Chapman regularly exercise their voices together
is the woman between but only on the air over NBC. To listeners, the lady is Gladys
Swarthout

-

-

=% ne?

«

| e it ) 8 i

TIM AND IRENE—On Mutual’s “Fun in Swing- NO RESERVATION—Few listeners there
time” program, these two are both named Ryan, are who don’t know that squaw Portland
have heen married some time Hoffa is married to big chief Fred Allen

RADIO RETAILING, AUGUST, 1937
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COST ACCOUNTING

PROFIT and LOSS Statement

Service Department

1. DIRECT COSTS:

Cost of Sales {Parts and
Accessories)

Service Salaries and Wages

Compensation Insurance
{Service Ldbor)

Service Advertising

Service Data, Publications, etc.

Shop Supplies

Repairs To Equipment

Insurance On Equipment

Depreciation (Tools and
Equipment)

Bad Debts Arising From Service

Other Direct Service Expenses
Socia!l Security Tax

2. AUTO EXPENSE:

Garage Rent

Gas, Oil, Tires, Licenses
Insurance

Repairs

Depreciation

3. OCCUPANCY:

a. Rent, Heat, Light, Power
Insurance
Maintenance
' Depreciation
(Service Dept.)

b. Furniture and |
Fixtures,

4. ADMINISTRATION:

Rent, Heat, Light, Power
Insurance

i Maintenance
Depreciation

Furniture and |
Fixtures

{Office)
Salaries {Clerical and Office
Supervision)
Compensation Insurance
{Office Personnel)
Legal and Auditing
Stationery and Printing
~ {Other than advertising)
Office Supplies
Postage
Telephone

5. INSTITUTIONAL
ADVERTISING:

A Sales {Labor) Customers

B Sales (Parts and Accessories)
Customers

C . Sales (Labor) Internal

D Sales (Parts and Accessories)
Internal

E. Commission Credits {Interna!)

F. Other Service Credits (Internal)

wWWwWwW americanradiohistorv com

By Russell B. Rich

The Wm. P. Squire Co.
Pompton Lakes, N. |].

HERE is no doubt that most of

M us rewailers in the radio and
electrical specialty field have not de-
termined to a sufficient degree the
separate results of our selling efforts
and our servicing activities. Here
within one business are two very dis-
tinct operations both of which should
he made to pay their own way.

Upon the premise that service must
not only pay for itself but must also
show a satisfactory profit, it hecomes
necessary first to formulate some def-
inite policy for apportioning income
and costs based upon sound logic
and with full consideration for all
the facts surrounding our own par-
ticular shop.

Unfortunately, no exact standards
for the industry as a whole can be
laid down. But the following case
study illustrates the fundamentals.
It has been prepared for the store
accountant rather than for the pro-
prietor.

If the bookkeeping system now in
use has been properly arranged the
introduction of costing should be
easy. Analyze the financial make up
of the business, the nature of its in-
come, operation and running expenses.
Determine the most logical and ac-
curate basis for allocating each type
of expense and each source of in-
come, subject of course to subsequent
revision and correction. Then, re-
classify the accounts in accordance
with the cost policy formulated so
as to breakdown service and sales
factors as far as possible within the
daily bookkeeping routine.

In a “Profit and Loss Statement—
Service Department,” as illustrated,
the factors of service income and
costs are to be picked up from the
general accounting trial balance and
closed into this service account at the
end of the accounting period in the
ratio that each has been determined
to affect the service operation. Or-

RADIO RETAILING, AUGUST, 1937
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KAUFMAN and FABRY

Intended primarily for the eyes of the radio dealer’s

accountant, this article tells how a retail store already

maintaining an efficient bookkeeping system but com-

bining figures on sales and service may readily deter-

mine what each department is doing separately

dinarily it is possible to group the
general ledger accounts in much the
sanie manner.

1. DIRECT COSTS: Under the
revised account classification the gen-
eral ledger should contain this group-
ing of direct service expense ac-
counts, the balances of which are to
be taken up entirely by service ac-
count. Included here is Cost of
Sales (Parts and Accessories), mean-
ing the cost value of all merchandise,
materials, parts, accessories, tubes

RADIO RETAILING, ALGUST, 1937

used 1n servicing or sold to customers
as u result of the servicing opera-
tion.

2. AUTO EXPENSE: Within
the general accounting there may Dbe
required one, two, or three sets of
these accounts. At any rate, the daily
hookkeeping should charge off thesc
expenses to cars used exclusively for
selling (direct charge to sales depart-
ment), cars used exclusively by serv-
ice department and for sales installa-
tions and cars used jointly by both

departments.  Split the latter and take
up in service account a portion of this
accumulation on the basis of mileage
or the number of trips made for each
department.

3. OCCUPANCY: (A) If both
of the divisions are to be treated
fairly a third element should be taken
1mto counsideration in apportioning ex-
pense “a” under this heading. It
would seem that a three way split re-
sults in the most logical conclusion.
A direct charge-off of one portion to
sales, one to service and one to ad-
ministration with the latter going into
group 4 and thereby being absorbed
by way of and in the ratio of the Ad-
ministration allocation. Determining
the basis or method of division calls
for a clear, logical and impartial line
of reasoning. The writer favors the
following method of arriving at a
reasonable figure :

Consider the total floor space, in
square feet, as divided into three sec-
tions: (1) Selling floor, window,
merchandise storage; (2) Repair sec-
tion; (3) Office. Distribute the total
occupancy over these divisions in as
fair a ratio as possible on the basis
of the square feet of floor space used
and giving consideration to the rela-
tive value per foot of each section.
As an example, a store thirty feet
wide, 50 feet deep, and having a base-
ment storage area of 300 square feet
is under lease at $150. per mo. Sales
floor and window measure 30 x 30;
service area 12 x 20; office 18 x 20;
total area 1800 square feet.

One method of preparing this
formula or to check if it has been
prepared in some other wav is to
determine what the rent would be
on the amount of space used for
storage, service department and office
separately if these functions were re-
moved to appropriate locations from
the ground floor on the main street.
The remainder of the rent may be
presumed to represent the ratio of
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A Per cent
Dept. Space Used Value Allocation  Total Occupancy
(1) Sales [ Floor Ml sq. ft. @ $ . 1715 $112.50 5. %
Storage KLE RO EA 5.25 03.5
(2) Service. 240 R 14 .40 09.6
(3) Office, Gy U3 18.00 12.
Total.......... 1,800 $§ .08l4¢ $150.15 100.1%

occupancy chargeable as window and
selling area.

(B) Furniture and fixture costs
from one viewpoint anyway, may be
treated as a natural consequence to
occupancy. They differ, however, in
being traceable to more or less def-
inite locations within the establish-
ment., By making one bookkeeping
revision at the outset—simply break-
ing up the single Furniture and Fix-
tures account, transferring the bal-
ance to three separate accounts for—
Sales—Service—Office—based on the
values represented and the physical
departmental location of each item,
the distribution of all subsequent
depreciation and maintenance charges
has been simplified. Any reserve for
depreciation existing at the time of
the change-over should likewise be
split in as near a relation to the in-
ventory split as possible.

4, ADMINISTRATION : Into this
classification comprising the general
office running expenses a portion of
occupancy has been brought down as
explained above. There is no ques-
tion that the office has served both de-
partments and consequently the total
expense should be allocated and ab-
sorbed against the income of both
functions. In selecting the basis seek
the method that most closely repre-
sents the actual conditions. Because
of its simplicity and on sound theory,
too, there is a tendency to resort to
the percentage of sales ratio. DBut
does this method in this instance re-
cord actual conditions? Compare the
details surrounding a service job
amounting to $5.00 and a sale of
$100.00. Practically the same amount
of bookkeeping, telephoning, statisti-
cal recording, etc., in each case.
Therefore, the writer prefers to take
up administration in the profit and
loss accounts in the ratio of the num-
ber of journal vouchers. or journal
entries recorded on the books, elim-
inating those representing office ex-
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penses, and using the total of those
affecting sales and service as 100%.

5. INSTITUTIONAL ADVER-
TISING: Publicity and newspaper
space so designed as to ‘‘sell” the
store, not mentioning specific mer-
chandise may be charged off in the
percentage of sales ratio within the
accounting period. This method is
a recognition of its direct affect on
the business secured.

Cost Per Hour

At this point the total of profit and
loss charges to service account has
been developed. From job tickets,
determine the total labor-hours actu-
ally consumed by servicing over the
accounting period and divide into total
charges. thereby arriving at the total
cost of service per labor hour. The
need for this will be explained later.

Take up as income credits total
service sales to customers represented
by balances of A and B.

Accounts C, D, E, and F are inter-
departmental and carry as depart-
mental income the charges made to
the selling division either directly
through cost of sales and expenses,
or indirectly through merchandise in-
ventory for services performed. In-
ternal sales C and D comprise re-
conditioning, repairing, retouching
and installation of new and used
merchandise in inventory or in con-
summation of a sale and any free serv-
ice in compliance with guarantees and
other sales policies.

In the treatment of these internal
“service sales” there is one important
distinction. An outside service sale
covers four elements— (1) labor, (2)
material, (3) overhead at cost and
(4) profit or loss on labor and ma-
terial. Compounded, this amounts to
labor (cost and profit), material (cost
and profit). overhead (cost). On
the other hand, an internal transac-
tion recorded as a sale for cost allo-
cation. not affecting the relationship

wii-amareantaciohistery-ecom

of the business with an outside tac-
tor, must be recognized as purely a
method of transferring costs trom one
activity to the other. Conservatism
demands that no unrealized profit be
arbitrarily forced in this process of
transferring.

Therefore, D will be built up at
cost during the period as materials
are removed from stock. C will be
developed at the end of the accounting
period so as to represent labor and
overhead at cost on the basis of total
cost of service per labor hour, using
internal job tickets as the source of
time information.

For example, presume that during
the period total Service Account
charges are $657.00, job cards show
a total of 450 hours of sold labor—
425 of which have been billed to cus-
tomers, 25 hours on internal service.
Dividing total hours (450) into total
charges ($657.00)=cost of service
per labor hour—$§1.46 x 25 hours=
Sales—Labor—Internal—3$36.50. The
offsetting charge to proper selling ex-
pense acounts causes selling to absorb
a just portion of service costs.

Service account should receive
credit (E) for any commissions ac-
crued on sales of large merchandise
for which it has been responsible. In
the course of a service call the tech-
nician may be able to affect a sale of
a new set. Ordinarily, the rate of
commission to a service employee is
much less than to a salesman. The
regular salesman’s commission less the
amount actually paid to the service-
man may be taken up as an internal
credit to service account.

No Extra Personnel

If the store’s general accounting has
been properly devised and adequate in
the past the addition of this costing
feature should be possible without any
complications whatsoever and without
any increase in personnel. All of the
essential statistics should be developed
anyway.

The largest task is the forethouglht
and research required in setting it up
properly, but the more care devoted
to this end the simpler will be its op-
eration. There are few establishments
where its introduction will nut show
some very enlightening facts well
worth the time exnended.

By providing a basis for accurately
pricing service and by isolating the
losses that so often result from this
end management is in a position to
turn this expense burden into an in-
come producer as well as to appraise
the selling end purely on its own
merits,

RADIO RETAILING, AUGUST, 1937


www.americanradiohistory.com

Thenes /Votémy Slic Like it

STEWART-WARNER
Mystic Mecttanism with He.
MAGIC I{EYBORRD

Utterly new . ..

absolutely exclusive.

*

Different—faster—better —simpler
than any other automatic radio control.

*

Possible only because of Stewart-
Warner’s 30-year experience in the
manufacture of precision products.
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Mystic Mechanism with
Does What Nothing Else in Radio Can Do-

Here's a radio invention that makes even last week’s new radios obsolete !
A development that’s utterly new—absolutely exclusive—that makes every
radio owner a prospect again !

And it’s not just another imaginary improvement ot advertising claim—
it’s a reality that your prospects can see and operate and beliere! A fine
precision machine your prospects will agree is worth $50 by itself —built
into a superb radio—at a price you'd expect the radio alone to bring.

Don’t confuse it with any tuner in other radios. It’s different in every
way—a genuine precision instrument made possible only by the combined
resources of Stewart-Warner's radio and precision-instrument laboratories.
And it’s as far ahead of other tuners as the others arc ahead of hand tuning,.

SPLIT-SECOND SPEED! Goes directly—instantly—to the
desired station. No slow travel to a switching point and back.

EASY TO SET UP! Keys are set from front— without tools—
and any key can be re-set casily without disturbing others.

ABSOLUTE SILENCE ! No hum—no between-station noise.

ENTIRELY AUTOMATIC' No hand-switching from manual
to automatic tuning.

UTTERLY FLEXIBLE! Can be sct for any 15 stations—in any
order—regardless of frequency—and all 15 keys can be used.

ABSOLUTELY ACCURATE! Doesn’'t depend on A. F. C,
which is used only as a safeguard against careless initial setting.

Available for any line voltage or frequency.

An ldeal, Automatic, Year-Round Station Log

- The Magic Keyboard provides an ideal
AN '
Kqu WBZ KDKA
St Bo Pitts.
\‘l.ous’ \.\ sfo-l \ -ﬂl
rd

15-station log. And every key can be
@x used, because a»y number of the keys
& can be set to a single station. Thus all
\

keys may be used for different stations

o ' —or a few may be marked by call let-

B ters, and the balance for individual pro-
grams. You can even mark the keys
with pictures for tots too small to read
—and a touch will tune in for them
instantly, perfectly !

s Money for YOU!

Installation service won't steal your
profits with this amazing invention,
either. The keys are set from the front,
without tools. You simply slip off the
hand tuning knob, pull out the con-
cealed setting control, and tune in the
desired station for each button and
the owners can re-set one key or more
the same easy way, without disturbing
the setting of the others !

Noedel 1865—14 metal tubes—Mystm Mecdanism «with Magic
Kesboa-d—Magic Dial — All-twarve "325-13,100 kc.)—Visual
Trnaing Indicator—Ii-Speed Manue! Turing (spiurver lype)
—i12-buch Copper Photo-toneSpeaker —A.F C.—Selectivity and
Towre Controls—und all orher wnvia-xhil= modern (eatures.

Mnrdel 1835—8 tubes—All-
ware (525-18,100 pc.) —
Vazic Dial—Spinner-type
Th-speed Twuning with 70-1
vetvo — Visual Tuning In-
d.cator — 12-Inch  Copper
Pi:to-1ene Speaker—Elec-
trom Beam Power Ampli-
fize—Eloctrostatic Skield—
ama all other worth-while
irairovements.

< Madel . B45—19 tubes—

Mustic Mecharism with
Magic Keyhoard — All-
weve (R5-18,190 kc.)—
Magic Lial—I12-1nch Cap-
pe- Phom -taone Speaker —
AP . C. — Visual Tuning
Dndivar: Spiver - type
Hrspeed Manual Tuning
—ard all other worth-
while iwrprovenseis,

ON PRECFDING PAGE—Model 1855—11 tubes—same
fercares as Model 1845 described abcve.
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#< MAGIC KEYBOARD
Offers Zsofic Zouver Nothing Else Can Equal

This distinctive grill style is a feature
of several of the 1938 Stewart-Warner
De Luxe models. It not only adds a
new note of beauty to the cabinet, but
acts to diffuse throughout the whole
room all the beauty and richness
which marks the tone of these radios.
It’s a feature customers will like.

Model 1805— A cousole with real per- . ! . <
orimumiCe, A e ot blldgt’l—lf‘il/) Model 1833 —Same powerful 8-tube chassis us Model 1835,

! described on preceding page—housed in a bandsome arm-
n . 5. i ¢ g 5 5 ¢
’2”200"'";”(')#0 ”Z"‘;‘ (5§5’I'7/501)kr' andd chair table 1with new tone-diffusing grill. Plate glass cover
S;)c .er’ 3 lubrels _Aul.o::lr:;ir ‘}';’1“”",";: alt'er controls slides into hidden well when radio is in use.
e —) — B X A new radio s, g ing 1
Cortasl—Tane ControleColesR oo adio style thousands are demanding this season,

tion Filter—Electrostatic Shield.

AC-DC Model 1883 —A top-quality AC-DC radio
with 6 tubes—illuminated Magic Dial —Two Bands
(540-1,720 kc. and 5.8-18.2 mc.) —AV.C.—Full
Variahle Toune Countrol—8&-Inuch Dynamic Speaker—
in a superb modern arm-chair style cabinet.

Model 3043 —Oue of
three new lower-priced
Stewwart - Warners  de-
signed to let you meet
price competition at a
profit. A beautiful,
modern cabivet with
S5-Ineh Dyramic
Speaker and 5 -Tube

chassis covering 540 -
1,720 kc. and includ-
ing Automatic Volume
Control.

Model 1821 —Powerful 7-tube All-ware ve-
ceiver—525-18,100 kc.— with Magic Dial —
Visual Tuwing Indicator— Automatic Band
lindicator— AV .C.—8-luch Dynamic Speaker

-Electrostatic Shield—Code Rejection Filter
—and many other modern improvements.,

Model 1811 — Rich-voiced 6-tube all-warve
radio —525-18,100 ke.—with Magic Dial —
Visual Tuning lndicator— Awmtomatic Band
Indicator— A.V.C.—Tone Control—6-Inch
Dynamic Speaker—Electrostatic Shield—Code
Rejector Wave Trap—and other improvements.
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Wz./ This Famous Orchestra Will Make
Actuwal Sales /M }aﬂ - With Coast-to-Coast Broadcasts /ﬁ

STEWART
WARN

If you were on the inside last year, you
know how Horace Heidt and his famous
Alemite Brigadiers made actual sales of
Stewart - Warner Radios for you. You
remember how this wave of sales rolled
even higher during the past refrigerator
season when this same crew went to bat for
you on a nation-wide radio hook-up.

So just let your own judgment tell you
what’s bound to happen when this great
crew swings into its third radio serics this

fall, with radio’s greatest invention to add
power to their selling.

Here is one of America’s most popular
radio dance bands—with millions of
fans and followers—on a Coast-to-Coast
Columbia network—selling for you. When
they start telling hundreds of prospects
around your store about what you have
to sell, things are bound to happen.
These programs will send prospects to
you alveady sold.

“"f'."_ ”;i"qr M TS
T

For Farm Homes, Too! — Battery
and FREE-WIND-POWER Models

l " 6-VOLT BATTERY
f;,: AN MODELS 1921 and 1925
i\ — All-ware (540-18,200
ke.)—6 tubes—Lighted
Magic Dial —Precision
Station Selector—AV.C.
—Permanent Magnet
Dynamic Speaker—Lan p
Qutlet. No B or C Bat-
teries are required.

PLUS The Most Powerful Advertising
and Merchandising Plans in Our History

2-VOLT BATTERY
MODEL 1905—Tuwo
Bands (540-1,720 kc., 5.7-
18.2 mc.)—Magic Dial—
A.V.C.—8-Iuch Perma-
nent Magnet Dynamic
Speaker. No C Battery.
Same chassis is also avail-
able in table model.
®

Of course, Stewart-Warner’s national advertising is only the spearhead
of the selling drive. We've stepped up the power of every part of our
promotion—included more and better selling aids for every purpose.

Newspaper ads, literature, banners,

6-VOLT BATTERY
MODEL 1911 —5 tubes—
540-1,720 kc.—Same fea-
tures as Model 1921. Also
available in console.

every help you need is ready to start
pulling in sales and profits. Shown
here is the new, eye-catching

DeLuxe store or window back-

ground. There is also a special
illuminated animated display that

explains the new Mystic Mechanism

—and actually helps close the sale.
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(FARM MARKET [
N
|

FACTS
Salos Shanld Hasm In ,,,.‘7_1///'1—#—#\ /lg

.
Why Rural Radieo

Every farmer needs and wants a radio to get
crnp-murkel-weulhﬂ' reports

Farmers have more money with which 1o

buy radios than at any time since 1929

Prices for all classes of farm products are
this year 24 per cent above the pre-war

1936

a bushel where it

average and 17 points above

Corn is selling at §1.17
brought only 61 cents a year ago, and
crops are much bigger

Back in 1933 it would have cost 250 bushels
of corn to buy a radio, while at present
prices 65 bushels will pay for one

Hogs put nearly 10 cents per pound into the
farmer’s jeans this year where last year
814 cents was tops

In 1933 it took ten hogs, weighing 200
pounds each, to pay for a 875 radio while

today it takes only four hogs. same weight

Wheat brings nearly %1.10 per bushel this
year compared to 80 cents last year and

many farmers are having bumper crops

If your prospect is a dairy farmer, tell him
that with the 350 pounds of butter fat that
it took in 1933 to buy a 875 radio he can
now buy the radio, a gas or wind charger
and batteries to boot

The

expected to top last year’s total by nearly

115 hillion dollars

total income of farmers this year is

wWWW.americanradiohistorv.com

I
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The LOW-DOWN

o1

HIGH-LINES

By D. (. Frederick

HE spotlight 1s turned full blast

on the farm market. Every
dealer who operates in or adjacent to
rural areas knows it. Every distribu-
tor and manufacturer knows it. Every
farmer knows it.

With bumper crops choking the
highways and railways in some sec-
tions, in others big crops and good
crops a certainty, with wheat, corn,
hogs and other farm products all
along the line—bringing high and
profitable prices—it could not be
otherwise.

Retailers in practically all lines have
felt the upward surge of farm buy-
ing wherever their location enabled
them to come in for a slice of the
farmers’ dollar. The automobile
maker, the farm machinery and trac-
tor men, the farm outfitters and
fencer-iners and the lightning rod
sellers, all have been cashing in.
Even pianos, trombones, saxophones
are piling up new sales records in
rural areas, yet—vradio set and acces-
sory sales seem to be lagging belind,
lagging woefully in fact.

What is the reason? Where is the
snag? What constitutes the prover-
bial monkey wrench in radio’s farm
selling machine?  Sales managers
didn’t know. Bankers claimed not to
know. Nobody had a satisfactory
answer.

So “Radio Retailing” decided to
find out.

Mis-Information Widespread

Dealers and farmers were con-
sulted in agricultural areas from
Maine to Minnesota and from Michi-
gan to Mississippi and when all the
answers were in and sifted down to

PAGE 22

their final significance they traced the
pattern of just one shadowy cause for
radio’s lag, namely, mis-information
about RURAL ELECTRIFICATION.

The long and the short of the whole
situation was that farmers, hundreds
and thousands of them, were sitting
tight on their pocketbooks when it
canie to radio because they had visions
of getting “high line” electric cur-
rent tomorrow—next month, or—
surely next year.

They thought they had read in their
papers or heard it said that the huge
government program of rural electri-
fication would soon have a high line
passing every farm house in the coun-
try. If they had an antiquated bat-
tery set, they proposed to keep on
using it until the high line arrived
and then buy a “regular” plug-in
set. If they had no radio they would
be “gosh darned” if they were going
to buy a set and batteries and chargers
and other gadgets, if pretty soon the
high line came and they’d have to
throw it all away.

Literally millions of farmers’ dol-
lars that rightfully deserved to roll
into the cash registers of radio deal-
ers either were being spent ior other
things or have been lying idle in
banks, socks. tin cans or coffee pots.

Radio dealers needed a new selling
tool, a special spotlight of facts. They
needed the real truth on rural electri-
fication so that they could explain to
their rural customers the actual status
and the prospects for high line serv-
ice in any given territory.

The accompanying map is intended
to serve as that much needed selling
tool, while in this article and else-
where in this issue additional au-

(Please turn to page 55)

WAAMAA=aRekicanradiehister=cem

I
"‘t\\ AL /'

\\___\['

.

N\ Loan Controct

Construction Started

- Energrzed

RADIO RETAILING, AUGUST, 1937


www.americanradiohistory.com

If the government’s ambitious 8-year rural electrification
program is carried out without political interference, if eco-
nomic conditions permit expansion by private utilities at the
rate now optimistically planned, 1945 will still find more

than 4,000,000 farms without such service

MONT, ‘-\""—----—--)—_r\.
N.D. | MINN®

N\ NN \

s e—— N
——

GOVERNMENT POWER PLANS—Prepared July 1, Rural Electrification Administration. Lines main-
1937 and complete as of that date, this map shows tained or proposed by private utilities are not
at a glance the accomplishments and projects of the included.
RADIO RETAILING, AUGUST, 1937 PAGE 23
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WER

To Suit
The Purse

HE gentleman at the adjacent

desk, does not believe in small
wind-electric plants. . Nor does he
appear to be enthusiastic about tiny
gasoline chargers and generators.
“Fly-power toys,” he mutters, dis-
missing them thereafter from his
mind.

Somehow, I feel that he and a lot
of rural radio dealers could find a
moral in Clem Hawley’s operations
at the time of the 1913 Anthony Fair.
Clem pitched a hamburger stand
smack-dab in front of the Bennett
House. “A whole hog and a pickle
for a nickel!” he bawled, and darned
if he didn’t have a hundred farmers
munching away to every one who

went into the restaurant and laid

down 35 cents for its table d’hote
lunch.

Obviously, small wind and gas gen-
erators will not run electric ranges,
will not drive heavy machinery mo-
tors, will not completely substitute
for high-line power or elaborate in-
dividual plants. But they do permit
ruralites to have some of the electri-
cal conveniences hitherto available
only to the city brethren or their
wealthy neighbors at a price within
their means. It is surprising, too,
what some of these small installations
can do.

Take the average wind-charger, for
example. The device itself costs
about $20. A 6-volt battery costs
about $8, lasts at least two years.
Tower, heavy feed-wire, sockets and
switches, can be obtained for about
$20. So for a total of less than $50
the farmer can run a radio fully the

equivalent of anything available to

city-dwellers, light a few lights, even
run a small electric fan of the type
used in automobiles.

Still huskier wind-chargers are ap-
pearing on the market, so that more

RADIO RETAILING, AUGUST, 1937
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Today’s wide variety of wind and
gas-driven generators opens the

door wide to rural appliance sales

By Tom Blackbarn

LITTLE JOB—Built into a new gasoline-
driven washer, this generator charges
farm batteries. Gas-driven generators
turning out 6-volts d.c., or 110 volts a.c.,
or both, are available with outputs as
low as 75-watts, as high as 5,000

RADIO FIRST (Upper Right)—Item with

the greatest sales appeal to the farmer,

radio naturally comes first after the in-

stallation of any kind of a power gene-
rator

APPLIANCES NEXT—After the radio,

all kinds of electrical appliances are

readily sold. In this instance the gen-

erating system is husky enough to handle
an iron

lights and low-drain appliances can
be added. Prices, even on these heavy-
duty jobs, are still within the average
farmer’s means.

Gasoline chargers turning out about
100 watts sell for $33.50 and up, keep
radio batteries full. run 8 to 10 lights
in addition. 200-watt gas generators
are available at prices still within
reach and are frequently equipped
with 110-volt a.c. windings in addi-
tion tn 6-volt d.c. output intended
primarily for charging.

RADIO RETAILING, AUGUST, 1937

Latest wrinkle in the gas charger

business is the inclusion of 6-volt
charging generators in gasoline pow-
ered washing machines. Batteries
may thus be charged while the laun-
dry is being done and the washer
motor may even be used in most in-
stances for charging alone without
exceeding the bounds of economy.
Nor need farmers limit their pur-
chases from radio dealers’ to small
wind and gas driven units of the
type described above. A number of

eaana: amaricanradinhictans cam

manufacturers distributing equipment
largely through the radio trade now
have developed 32-volt wind genera-
tors turning out sufficient current to
light an entire house, run nearly every
kind of appliance the user needs, with
the possible exception of heavy drain
devices such as electric ranges, heat-
ers, ironers and huge work motors.
Such devices can be used to keep 32-
volt storage battery banks up more
cconomically than some of the gas
(Please turn to page 59)
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POWER AND SERVICE TABLE, 6-VOLT BATTERIES

DISCHARGE RATES

!
|5.65 8.47 [11.30|14.12(16.95 | 19.77(22.60 | 25.42| 28.25|31.07|33.90|37.72
Amp Watts| Watts| Watts| Watts| Watts| Watts| Watts| Watts| Watts| Watts| Watts| Watts
Cor v | L0 [ 15| 20| 25 3.0 35|40 45|50 |55]|60]6.5
’ xl)g v }Amp Amp. | Amp. | Amp. | Amp. | Amp. | Amp. | Amp. | Amp. | Amp. | Amp. | Amp.
ngé'io Assuming that radio is operated 5 hours per day, the figures below represent the
Rate number of hours battery will supply current before requiring a recharge. To
!

determine number of days of operation before the battery will require a recharge
divide the respective hour ratings by 5. For maximum life, the battery selected
should have sufficient capacity to operate receiving set for the number of hours,
indicated by the bold-face figures, or the lighter figures to the left.

66 49 38.5 | 31.5

78 58 46 38

99 73 58 48
117 87 69 56
196 144 |l14 94

Prepared by Globe-Union, Inc.

27

23.5
27.5
35.5
41
63

20.5

24.5 | 21.5 | 19.5

31.5 | 23.5 | 25 23 21
36 32.5 | 29 26 21
60 51 48.5 | 43.5 | 40.5

FACTS ABOUT

BATTERIES

ECAUSE batteries have quietly,

efficiently served the public in
many ways for many years . in
cars, in flashlights, on bells . . . the
average consumer (and frequently
the dealer) is inclined to take them
very much for granted. Few users
of rural radios realize that largely
upon their selection of batteries de-
signed specifically to run receivers
rests reliable. convenient and eco-
nomical service.

This is particularly true of storage
“A” batteries labelled “For Radio”
because many of these, in external
appearance, closely resemble types
intended primarily for use in auto-
mobiles. And vyet, there is a world of
difference in internal construction—

NEW CONNECTORS—Cables equip-
ped with moulded plugs not unlike
tube bases, fitting similar receptacles
in today’s “B> batteries, speed up
replacement, completely avoid the
chance of improper connection
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“FOR RADIO USE” —The consumer
saves money in the end by insisting
upon thick-plate storage batteries of
both 6 and 2 volt types, designed for
lovig life at a steady, low drain. “Air-
Cells” and dry ‘““A’s” made expressly
for radio are similarly much more
efficient than batteries intended for

Automobile storage batteries have
thin plates, essential for high starting
capacity. They will not have satis-
factory long-life when discharged" at
a relatively slow rate, hence they are
unsuitable for home radio operation.
Radio storage batteries have thick
plates designed expressly to render
long service when discharged at a
slow rate. They are unsuitable for
use in cars.

CARDBOARD CASE —_This new col-

lapsible container, available to the

consumer at slight cost, neatly holds
both “B” and “C” batteries

wini-aeseantaciehistery-com

automotive and other uses

Even when purchasing the recom-
mended, thick-plate radio Dbattery it
is most economical in the end if the
custonier obtains one with as much
ampere-hour capacity as his pocket-
book will stand. For, according to
storage Dbattery engineers, life may
be roughly calculated in cycles (com-
plete discharges and charges). Under
normal operating conditions batteries
having from 100 to 200 ampere-hour
ratings (6-volt varieties in average
radio service) will operate effectively
through approximately 100 cycles.
Types rated at 300 amperes or there-
abouts will stand about 200 discharge-
charge cycles. Heavy-duty batteries
with still greater reserve capacity,
frequently encased in glass-jars, will
stand 300 or more discharge-charge
cycles.

Obviously, the bigger the battery’s
reserve capacity the less frequently
it will require charging. And fewer
cycles, as explained above, mean
longer battery life. Reserve capacity
is especially desirable when batteries
are used in conjunction with wind or
gas chargers and is essential if liglits

(Please turn to page 56)
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Maceh to p‘w (t with

KADETTE,

Kadette leads the industry with the greatest line Model K-1019—AC  Super-
heterodyne, new QAVC cir-
cuit, dual power output,
oversize speaker, beautiful
walnut finish cabinet. Tunes
standard broadcast, all police
and 49 M. foreign bands,

of radio values ever produced. Sensational in
beauty—sensational in quality —sensational in
price, the 1938 Kadette models are the World’s
Best Value!

MODEL K-1019

THE COMPLETE LINE— $10.00 TO $59.95 :
10 tubes %1995

For Kadette dealers the 1938 line will bring the Model K-1129—AC  Super-

heterodyne with automatic
volume control, high sensitivity,
variable tone control and

biggest profits in radio history. Leading this
Value Parade are the phenomenal K-1019 with
10 tubes for only $19.95; the K-1129 with 11
tubes for $29.95; and the magnificent 11 tube

console for only $49.95.

push-pull amplification. Tunes
broadcast, amateur, airplane,
police and 49 M. foreign
bands.

COMPACT - CONSOLE « TABLE « CHAIRSIDE MODELS

MODEL K-1129

11 tubes $2995

Kadette dealers have the complete line—a radio Model K-1149—AC  Super-
heterodyne with push-pull

amplification and variable
tone control. Beautifully

at every price—for every purpose—for every

decorative plan. Included are beautiful weods in
grained walnut piano finish

exquisitely matched grains, distinctive plastics console. Oversize speaker,
full vision dial. Tunes broad-
cast, amateur, airplane, police
and 49 M. foreign bands.

in every pleasing color combination, with com-

pact, table, console and chairside models.

.

GORGEQUS WOODS AND COLORFUL PLASTICS

Model K-1024, 10 tube AC superheterodyne—
$24.95

Model K-634, 6 tube AC superheterodyne with
17 to 55 M. short wave—$34.95

The Jewel in Brown Bokelite—$10.00

The Dynamic Jewel in Walnut Bakelite, lvory or
Red Plaskon—$13.50

The De Luxe Portable in Walnut or lvory —$22.50

The Clockette in four color selections of Crys- Model K-739, 7 tube, all wave AC superhetero-

tlin—$29.50

The Classic in seven color combinations of
Bakelite, Plaskon and Tenite—$29.50

Model K-617, AC-DC 6 tube superheterodyne—
$17.95

KADETTE

dyne—$39.95

Model 649X, chairside model with cocktail
cabinet— $55.00

Model K-1159, 11 tube AC superheterodyne
with massive 40" console—$59.95

DIVISION

INTERNATIONAL RADIO CORPORATION

WILLIAMS STREET

ANN ARBOR, MICHIGAN

MODEL K-1149

11 tubes $4995

RADIO RETAILING, AUGUST, 1937
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SOUND ON A SHOESTRING

FIRST JOB—Bob’s boss sponsored the local soft-ball team, and Wright
induced the Jack Sprat food factory’s local dealer to pay for an initial
advertising experiment

F you have a desire to go into

Public Address work, even though
you have no equipment, no car and
not much extra money for new ven-
tures, don’t give up. It can be done.
In fact, I've done it and P.A. as a
sideline is now paying me $300 a
year.

Two years ago I got my first taste
of the business. The man I worked
for sponsored a soft-ball team and its
first major game was with the Jack
Sprat team {rom Marshalltown. It
so happened that I traded at the Jocal
Jack Sprat store so I asked the dealer
if he would pay $5 for spot announce-
ments about his products. The an-
swer was “OK,” so I contacted a
man who had an amplifier used at a
skating-rink in winter, made a deal
to pay him 20 per cent of my takings
for the loan of the equipment. I was
to keep the amplifier in repair.

The manager of the local hard-ball
team heard it at the soft-ball game
and made arrangements to use it
steadily thereaiter. He helped line
up sponsors and I cleared an extra
$50 on this job alone during the
season.

This taste of P.A. work whetted

PAGE 28

my desire {or more and I decided it
would be necessary to have a mobile
unit if I wanted to expand. I con-
tacted local theatres and asked them
if they could use my services to bally-
hoo some of their shows. I also con-
tacted several automobile showrooms
and obtained their assurance that I
would Dbe hired to ballyhoo new car
models. With this assurance of work
for an amplifier of my own I finally
got up nerve enough to ask a local
finance company if they would help
me swing the proposition. The an-
swer was: “Yes, 10 per cent down
(Please turn 1o page 58)

wwww.americanradiohistorv. com

“Starting with a rented
amplifier, using the cus-
tomer’s own car, later buy-
ing a mobile unit on time,

$300

annual profit sideline in

I’ve built up a

just two years.”

says

BOB WRIGHT

Charles City, lowa

MOVIES FALL—Bally-
hoo for new “flickers”
playing at a loeal pic-
ture house came next,
still produces small but
regular extra revenue

TIME ONLY—A spe-
cial demountable
speaker assembly (see
Service Section for me-
chanical details) per-
mits Bob to use the
customer’s car, elimi-
nating the expense of
gas, oil, repairs

RADIO RETAILING, AUGUST, 1937
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A REVOLUTIONARY PRODUCT THAT BRINGS

SIMPLE...FOOL-PROOF

CONTROLS

Washing, rinsing and drying time cycles are con-
trolled by a mechanism as simple and unfailing as
an electric clock. Positive thermostatic control regu-
lates desired water temperature ... as accurately
as temperature is regulated in refrigerators and for

oil burners.

MOTOR...TRANSMISSION
and PUMP

The electric motor is of the standard quarter horse-
power type now used on washing machines. The
pump is of the conventional desi<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>