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Along every practical front, Mallory has
pioneered in standardization in order to safe-
guard the radio service engineer against a
needlessly growing variety of sizes and types.

Never-the-less, varying loads and circuit
applications require different designs in order
to secure maximum efficiency and customer
satisfaction. In each such case these needs
are exactly met. Mallory offers no “cure-all”
solution to vibrator replacement.

Mallory Vibrators are original equipment in

Just a few copies lefc!

Thousands of radio service engineers are
saving time and money on every auto radio
. .. and every battery-operated household
receiver job with tlis Mallory Replace-
ment Vibrator Guide. If you haven’t gotten
your copy

Ask your distributor today . ..

I’s FREE

practically 80% of all present auto and other
battery-operated radios. They have achieved
this position through dependability and long
life. Mallory Vibrators for replacement are
equal, or superior in construction and quality
to the vibrators used as original equipment.
In the case of each replacement, you can be
sure of the right vibrator for each set.

You can stake your reputation on the per-
formance of Mallory Vibrators . . . yet they
cost no more.

P. R. MALLORY & CO., Inc.

INDIANAPOLIS INDIANA
Cable Address—PELMALLO

Insist on the best
...they cost no more

Use

MALLORY

APPROVED
PRECISION PRODUCTS
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New Victor Black Label Classics

Musical masterpieces by world famous artists
n popular editions at popular prices

And a Gold Mine

RCA Victor opens the World’s Greatest
Treasure House of Music to the mass market
...with fine recordings for as little as

GET IN on the ground floor of this sensational
new Victor Record merchandiseopportunity.
For the first time in Victor history, the world’s
finest music — performed by world famous

artists—at the lowest prices in Victor history.

Victor Black Label Classics are superb, newly
pressed electrical recordings. They are made
fromcarefully preserved “master” records whose
numbers have been withdrawn from the cata-
logue to make way for new monthly releases.
Each record is a splendid performance. Music
lovers can double their record libraries and you

can double your Victor Record sales!

PAGE 2

Music Everybody Loves
... Names Everybody Knows—at unheard
of prices!

Immortal compositions of the great masters—
many of music’s most magical names are in-
cluded in the new Victor Black Label Classics.
Beethoven—Brahms—Tschaikowsky; Kreisler
—Barbirolli-—Rubinstein—and others, equally
notable, equally desirable, definitely saleable—
with more to be added! At 75¢ for 10-inch rec-
ords and $1.00 for 12-inch records, Victor opens
its music treasury to more millions--opens a

gold mine to RCA Victor dealers!

RADIO and Television RETAILING, MAY, 1940
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Advertisemenl on Victor Black

Label Classies ran as a full page

in 44 cities, as a half-page in
24 cities

Small in thisreproduction—but smash-
ing in effect—this dramatic full page
advertisement is scheduled to sound
the clarion call to Victor Record cus-
tomers in the key cities of the country.
Half-pages, too—and co-operative ad-
vertisements that will put the story
across in your community —with com-
pelling effect!
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surging up to new highs. Supplementary
musical merchandise will benefit as well.

Call on vour RCA Victor distributor for
the complete details on this marvelous
opportunity. Ask about the co-operative
ads and merchandising helps now rg;udy.

RADIO ond Television RETAILING, MAY, 1940
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MALLORY

The OOne Line That Gives You All
The Answers On Condenser

Mallory gives vou every answer to con-
denser replacement because the entire
line has been developed around an ex-
haustive study of millions of condensers
now in use...and the experience gained
in supplyving millions of condensers to
leading mannfacturers for use as original
equipment.

It is no idle boast to say that no manu-
facturer gives you a condenser line with
wider replacement possibilities.

For inexpensive, compact receivers
Mallory provides Tubular Condensers
with over 50 ratings to choose from . . .
with common anode, common cathode
and separate sections too.

Mallory FP (Fabricated Plate) Capaci-
tors bring a new high in efficiency and
performance. Millions are in use as orig-
mal equipment. FP Capacitors give you

MALLORY

APPROVED

Koplacement

features not duplicated in any other con-
denser. Smaller sizes, unusually low R.F.
impedance, surge-prool construction, im-
proved seal against heat and humidity
... these are just a few.

Mallory Type TP (paper)...and
Mallory Wet Electrolytic Condensers are
equally dependable...equally adapted to
efficiently meet the service requirements
for which you need such replacements.

Decide now to solve vour condenser
replacement problems by depending on
Mallory. It costs no more. You'll get
tops in service from Mallorv selected,
nation-wide distributor setup.

PRECISION PRODUCTS

PAGE 4 RADIO and Television RETAILING, MAY, (940
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Fine Musicd]

CHOSEN PRECISION
EQUIPMENT FOR THE
FINE PRODUCTS OF
A M E R I c A’S F 0 R E M 0 S T SEEBURG AUTOMATIC RECORD CHANGER MQDE[ “H"
RADIO MANUFACTURERS i s e o oot

point suspension with two oilless bearings in each post. Play-Meter can set

to play from 1 to 15 records or repeat a record up to 15 times, then stop
automatically. Tone Armis in extreme outward position when stopped auto-
matically. No need to lift off record when re-loading, one control knob

turning blades and arms to re-loading position. Pressure on Play-Meter

Q@ knob rejects record.

SEEBURG RECORD-0-MATIC
SEEBURG AUTOMATIC RECORD CHANGER MODEL “J” Has all advantages of Model “J" Changer. In addition: Cutting head

Compact; 14" long, 14" wide, 3" deep. Handles 14 ten inch or 10 twelve assembly contains no steel stampings—all parts cast for rigidity; hardened
inch records, gravity type. Two post suspension. No screws or brackets cone bearings at all essential points; lead screw has support bearings at
on top surface. Simplest changer mechanism. Long main bearing, ball each end; larger main bearing and ball thrust to carry weighted turntable;
thrust. One control button for all operations. Rigid counterbalanced 134 oz. pressure crystal pickup in aluminum tone arm gives long record
pickup arm with crystal cartridge. Selector blades will not chip or life; crystal or magnetic cutting heads; cutter has plunger type, automatic
break records. Needle pressure, 213 oz. Handles warped records and engagement with lead screw; separate switch for manual play-back frees
all commercial thickness variations. Tone Arm, held in cutward position Tone Arm from automatic mechanism—any size record may be played
by latch under panel, automatically released by starting switch. manually.

P. SEEBURG CORPORATION - 1500 DAYTON STREET - CHICAGDO
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ECORDERS ARE SELLg 1

THE

With the console model, illustrated above, you can make perma-
nent, lasting recordings (on 6, 615, 8, 10 or 1l-inch disks) of any
radio programs or anything spoken, sung or played into the sen-
sitive microphone. You can record from the air and over the micro-
phone simultaneously. Recordings can be played back immediately.
The latest development in cutting mechanism and a special micro-
phone pre-amplifier stage gives exceptional microphone sensitivity.
‘The console has convenient push-buttons for easy control of radio,
phonograph, home broadcasting, microphone and off-the-air re-
cording. 11as high fidelity, 9-tube radio receiver with push-button
tuning and full-size, 12-inch speaker, special equalized ocutput and
pickup circuits and push-pull output tubes, assuring the finest in
short wave and domestic reception. Phonograph gives perfect re-
production of records up to 12-inch with lid closed. The efficient
home broadcaster multiplies its importance as its many uses are
considered. The cabinet is beautiful hand-rubbed walnut finish.
Desk stand, super-sensitive microphone and cord.

The Symphonic Model Federal Recorder, designed for profes-
sional use, incorporates many new and exclusive features.
Records on all size disks up to 16-inch.Overhead, fully adjust-
Speed-governor turntable. Records over
microphone and radio simultaneously. Operates at 78 or 3314
RPM. Complete with dynamic microphone, floor stand and cord.

able cutting head.

- 2 )
P -Fuﬁ PHEFE T
> "ScHo0L 5057y
Ofp SCHO0L s Loy, .

FEDERAL RECORDERS
FOR EVERY PURPOSE

SMASH HIT TODPAY (S Tyr

’ RECORDING RA2/p
2 AMAZING HOME MODELS

Here they are—two of the most thrilling,
versatile, actually amazing packages of
home entertainment that ever appeared on
the radio dealer’s floor. They’re a veritable
bomb of sales excitement wherever shown.
“The thrill of hearing your own voice come
back to you—talking or singing! The voices of your
children, relatives or friends... baby’s first word. ..
Johnny’s first cornet solo . ..” Never have you had an instru-
ment to sell that will literally panic the prospect’s “must have”
mood as this one feature of the Federal Recording Radio will do.
Add to this the ability to make your own record library from
radio programs,—plus all that the finest 9-tube radio has to give,—
plus a phonograph of supreme reproducing quality,—plus a home
broadcaster, amplifying music or voice at home, at parties, at
meetings,— and all this at a price in line with standard radio-
phonograph combinations, and you have a presentation that
you can’t stop selling. This is the most sensational release
in the history of the radio-phonograph business, destined to
quickly revolutionize the entertainment equipment in millions
of American homes.

The table
model, right, has the
recording, radio, phonograph
and home broadcaster features of
the console. cuts records in the same
sizes and will play up to 12-inch records
with lid closed. Both radio and phono-
graph give the very finest in reception
and playback, the cabinet being ample
size for full bass response. Beautiful
hand-rubbed walnut finish.The Federal
Recording Radio Table Model is priced
for popularsale and has already aroused
amazing reception wherever shown.

The Little Pro Federal Recorder is the ideal, moderately=
priced, portable machine. Makes records up to 12-inoch.
Has two speeds, overhead, fully adjustable cutting head,
steel alloy turntable, and will record voice, music,
and radio programs simultaneously. Complete with
high grade crystal microphone, desk stand and cord. 100

Write at Once for Complete Details of the Federal Dealership and Name of Your Nearest Distributor

so west 570 suset FEDERAL RECORDER COMPANY, INC. ow vor, how vor

Dept. 5110

PAGE &
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“HE SAYS THEY SHOULD
HAVE USED UTAH SPEARERS”

The heated words of thousands of politicians
are being added to the normal output of the
nation’s sound equipment systems. New public
address facilities are being installed in increas-
ing numbers. And the demand is growing by
leaps and bounds.

Sound equipment men know that the profit
possibilities are b7g IF the system is “right.
One way to be sure of maximum profit is o
standardize on Utah’s high fidelity speakers
specially engineered for high power public
zddress systems.

Utah public address system speakers give
you, in addition to many others, these out-
standing features:

1. Special Utah phenolic resin cement treat-
ment provides an extra sturdy voice coil,
assuring maximum safety under EXTREME
OVERLOADS.

2. Completely dust-proofed.

RADIO and Television RETAILING, MAY, 1940

3. All cementing operations completely cured
before final test, assuring perfect centering,
made possible by THE MODERN METHOD
—use of THERMO-PLASTIC cements
throughout.

4. Rugged formed-steel cone housing for maxi-
mum strength and rigidity—rust-proofed,
aluminum finish.

5. All diaphragms are lacquer treated to assure
minimum moisture absorption.

6. Cone and spider assembly selected for maxi-
mum power handling and tone quality and
minimum distortion and break-up.

There is a Utah Speaker for every oviginal equip-

ment or replacement requivement.

Write for catalog and complete information
to UTAH RADIO PRODUCTS CO., 810
Orleans St., Chicago, Illinois. Canadian Sales
Office, 560 King Street West, Toronto, Canada.
Cable Address: Utaradio-Chicago.

— -
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~ VIBRATORS » TRANSFORMERS « UTAH-CARTER PARTS

__uanany amaricanradioghictons com

THREE OF THE 90
DIFFERENT
MODELS OF UTAH

SPEAKERS

1

4

PAGE 7


www.americanradiohistory.com

PAGE 8

Dissatistied customers can ruin your reputation
faster than almost anything else. This danger
can be avoided easily and surely by using Utah
Vibrators. The Urah line provides exact replace

ments for every vibrator requirement

Utah’s rugged, time-proved construction
assures absolure dependabilitv. Only the finest
materials available are used inn cheir manufacture
They are "'Life Tested’” in Utah's laborator
the industry’s most versatile and best equipped.

I'M PROTECTING MY REPUTATION

AS WELL AS MY INCOME
—by Using UTAH VIBRATORS

And they carry a 12-month guarantee against
defective workmanship and marterials.

DON'T TAKE UNNECESSARY CHANCES
Write for vour FREE copy of the new vibrator
replacement bulletin. It's complete-—contains all
the information a competeat serviceman needs for
auto radio and battery-operated home receiver re-
placements-—just tell us where to send your copy.
There's no obligation. Uran Rapio Probucrs
Company, 810 Orleans Street, Chicago, Illinois.
Canadian Oftice: 560 King Street West, Toronto.
Cable Address: Utaradio, Chicago.

VIBRATORS

SPEAKERS « TRANSFORMERS « UTAH-CARTER PARTS

RADIO and Television RETAILING, MAY, 1940
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24-HOUR SHIP-TO-SHORE COMMUNICA-
TIONS SERVICE PROVIDED BY GREAT
LAKES COASTAL STATIONS WITH THE AID OF

PAYTHECR,

The new marine radiotelephones make it almost -
as easy for a boat owner to “call up” his home, :
office or the Coast Guard as though he were on
land. He merely picks up a telephone handset
and talks! Stations like the Lake Bluff Coastal
Radio Station on the western shore of Lake
Michigan and the Loraine Station on Lake Erie
handle the traffic . . . “hooking up’ the boat by
a land wire to any telephone in the world! 3

With transmitters and receivers on the air 24 ]
hours a day, the station equipment takes a beating.

It isn’t any wonder that RAYTHEONS carry !
the burden. W]

RAYTHEONS were chosen because tube effi-
cienzy and dependability is important. Yet they
are just “stock” tubes, such as are used by
thousands of servicemen for replacement work

. servicemen who know that the way-to be
the biggest service organization in town is to
insist on quality parts. Yet RAYTHEONS cos¢
no more!

Your Raytheon Distributor has an unusual tube
deal for you. See him without delay.

o —

NEWTON, MASS. * NEW YORK * CHICAGO
¢ SAN FRANCISCO * ATLANTA

a® wirine

BAKTAM

KEARING
LI}

WORLD’S LARGEST NUFACTURERS

RADIO =g Television RPETAILING, MAY, 1740 PAGE 9
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VYOU'RE GETTING

A

SVLUANIA TUBES
BECAUSE OF THIS

\ SYLUANIA BOMBARDER

HANKS to the extreme accuracy of this Sylvania

designed and built “bombarder,” the gases ab-
sorbed in the metal parts of a tube are completely
eliminated from Sylvania Radio Tubes. And, note
this, without injuring the metal parts in any way!

A high frequency induction “heat treatment” does
the job while the tubes are being evacuated. Apply
too little heat and gases remain to hinder proper tube
operation. Too much heat and the metal is perma-
nently injured! That is why Sylvania’s skilled engi-
neers design and build their own “bombarders” that
heat each metal part, never too much, never too little.

The result insures the quality performance of every
Sylvania Radio Tube—a performance that makes sat-
isfied customers for you!

SYLVANIA

SET-TESTED RADIO TUBES

HYGRADE SYLVANIA CORPORATION, EMPORIUM, PA. « ALSO MAKERS OF HYGRADE LAMP BULBS

PAGE 10 RADIO ond Television RETAILING, MAY, 1940
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With a JENSEN

replacement speaker you

know you cre giving your cus-

tormer the best there is.

Yet you can sell gennine JENSEN
replacements at prices so low
that your customer pays no pre-
mium for JENSEN quality. So
there really isn’t anv reason to

use anything but the best.

* Subject t¢ your msual trade discounts.

RADIO and Television RETAILING, MAY, 1940 PAGE 11
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“\
“RCA FRANCHISE

...solves

the Profit Problem”

Says FRANK MAYER, PRESIDENT,
FRANK MAYER CO., CORPUS CHRISTI, TEXAS

“In my opinion, the RCA Franchise solves the profit prob-
lem for the man in this business in a very simple way. It
offers a complete line of test equipment and amateur equip-
ment, power tubes and receiving tubes. And then it tops
things off with quality that assures customer satisfaction.”

Now the RCA Franchise
is more valuable than ever!

AMATEUR EQUIPMENT

Added to Test Equipment —
Receiving Tubes and Power Tubes

o

{ RADIOTRON

\ kl:u!

RCA AR-77 Receiver. Unmatched stability —un-
[

matched signal-to-noise ratie! Polystvrene insulation.
Variable selectivity. Adjustable noise-limiter . . .
and every other feature that sells sets to hams!

OU’LL travel a long way before you meet a man
Ywhose popularity measures up to Frank Mayer’s
—or one who knows the radio business as well!

He agrees with us that RCA Test Equipment, RCA
Receiving Tubes, RCA Power Tubes, plus RCA Ama-

teur Equipment, are the four cornerstones on which

Go RCA for the
“Full-Line"”

you can build a really profitable business.

Look at the RCA AR-77 Receiver illustrated, for in-
stance . . . with every feature amateurs want—and
pay for!

There’s plenty in the RCA Franchise for you! Write

for information.

Over 335 million RCA Radio Tuhes have been purchased by radio users.
In tubes, as in parts and test equipment, it pays to go RCA All the Way,

PAGE 12
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Franchise!

* Amateur Equipment
* Test Equipment
* Receiving Tubes

* Power Tubes RCA

RADIO and Television RETAILING, MAY,
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AUDIO and

ELL-UP PROPAGANDA
has been rubbed into the trade’s

hair for several years in the face of
declining radio prices and we'll
admit without shame that we've
done our share of the massaging.
Until this season it seemed like
shoveling sand against the tide but,
just when the apparent hopelessness
of the task tempts us to change the
needle it becomes apparent that
manufacturer pricing of midgets is
actually going up at least one small
notch. Not much, understand. But
the first actual step in the right di-
rection . . . . BROADCAST
FREQUENCY CHANGES
widely heralded as an Open Sesame
into homes with pushbuttons to be
reset around August 1 will probably
not be made until after election if
our Washington ear-to-the-ground is
functioning with its usual accuracy
JOINT PROMOTION

by the 'NAB and the RMA, which
we openly hoped for in a February
paragraph, will continue this year.
RMA’s Board said it with cash
at a meeting April 18, matched
money voted earlier by broadcasters
....LISTEN BEFORE YOU
VOTE campaign, part of the in-
dustry’s cooperative effort, is daily
gathering more support and the
“National Radio Festival,” to be
celebrated June 3-8 by many sta-
tions, is receiving the active interest
of the RSA PLUG-IN
PARTS have hitherto been con-
fined to such things as vibrators.
Now plug-in transformers and filter
condensers are beginning to make
their appearance in sufficient num-
ber to arouse speculation concern-
ing servicing of the future . . ..
FARM SETS were one of the

RADIO and Television RETAILING, MAY, 1940

MAY

BUSINESS AS USUAL—SelI!ng radios
("'"Hear the Boys Sing''} while simultane-
ously serving to further stiffen the ci-
vilian upper lip ( 'Munitions for the
Home Front''} is this stout advertise-
ment by one of Britain's largest set

makers. |t excites no envy . . .

needs we spotlighted during our
recent “Designing Dealer” article
series and we pointed out that
dealers wanted more consoles carry-
ing a good unit price. Manufac-
turers have taken the trade at its
word and are supplying such big
sets for the rural market but report
that while dealers may want them
orders seem to indicate that the con-
sumer is still being sold table types
below $50 . . . . D-C HOMES
in the United States probably num-
ber no more than 1,000,000 chiefly
in old sections of old cities, and no
new homes at all have been wired
for direct current in a number of
years. Compare this figure with
the number of radios designed to
work on d-c as well as a-c and it
hecomes obvious, if it wasn’t before,
that the real reason is price . . .

F-M SALES CYNICISM on the
part of some dealers is a curious

wnaany ameoricanradiohistary com

1940

phenomenon. They say “static” is
not troublesome and people won't
pay“for tone. This from men who
have beeti® bellyaching for years
about the difficulty of selling mere
radio “gadgets.” Just exactly what
do such retailers need in order to
sell new radios? . . . . TELE
USERS would naturally like more
programs and better programs but
checkup in the New York area once
again indicatés that they also like
what they are at present getting
sufficiently to be satisfied with
their investment . . . . PUSH-
BUTTONS avoid the last incon-
venience possessed by radios, make
it unnecessary to wait right at the
set for tubes to warm up. If you
haven’t sold them from this angle
you are missing a bet . . . . PITY
THE POLICE in West Orange,
New Jersey, radio cars. The other
day headquarters was drowned out
for more than two hours by a chil-
dren’s program emanating from a
distant shortwave broadcast station
that for some reason or other
jumped frequency . . . . GET-
TING PEOPLE IN is the re-
tailer’s usual problem but there are
times when it is desirable to get
time-wasters out. Slickest method
we've ever seen is to walk them out.
You just keep talking, smiling, be-
ing polite, but take short steps to-
ward the door. The victim uncon-
sciously inches with you and usually

* eases himself into the great out-

doors with the remark that he hates
to leave so unceremoniously but has
just remembered something impor-
tant he forgot to do!

PAGE 13
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The Federal chemists
have achicved an entircly
new and exclusive formula

for disk caating, absclutely

non-inflammable, producing _zi
finest recardings with
surface aoise
eliminated,

. Psices ever offered

T. Non-Inflammable—Safe for Home

2. Heavy Metal Base—Non-warp, Non-slip
3. Hundreds of Playbacks

4. Half the price of other Professional Disks

ZZ

G 227

Now at last, Federal chemists and research men
have achieved an entirely new and exclusive for-
mula for disk coating,absolutely non-inflammable
(shavings will not burn), producing the finest and
most faithful recordings, WITHOUT SURFACE
NOISE. Metal base, heavily coated both sides,—
a transcription disk at one-half competitive prices.

So important is this great achievement to the
Recorder industry and so eagerly sought by Re-
corder users, that Federal is equipped to supply
a national volume demand. The new modern
Federal disk plant at Elkhart, Indiana, is the last
wordin scientific production facilities; year-round
air conditioning throughout, assuring absolute
uniformity of product; machinery and processing
equipment of the very latest, improved type for
mass production. This plant is now under opera-
tion. Centrally located, it will be the hub of
Recorder disk distribution for the entire nation.

~tw voEg

RED LABEL Federal Disk |

Sizes and Prices
No. PN-615—614-inch . 20c each §

(Package of § for $1) §
No. PN- 8— &-inch. . . 30c each
No. PN-10—10-inch. . . 40¢ each
No. PN-11—11.inch. . . 50c each

Write Us for the Name of Your Distributor
or Mail or Wire Your Order Direct

FEDERAL RECORDER CO., INC.

No. PN-12—12-inch. . . 60c each Dept. 5210 101
o(Plices west of Ih:ckies, slightly higher) 50 West 57th Street New York, New York

TR A S L Y N e T R ST Y
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UNIQUE UNION of 20th Cen-
tury science and atmosphere of
the Middle Ages is engagingly en-
countered at the “Ivanhoe,” popular
Chicago night-spot-in-a-stone-castle.
where proprietor Ralph Jansen has
hit upon an indoor variation of the
“Man on the Street” program idea.
From table to table on a wheeled
cart goes the pictured recorder, a
resourceful and waggish interviewer
asking patrons views on senseless
questions. Played back later, com-
ment is the hilarious highspot of
the evening's entertainment.
Fortunate in the possession of a

complete sound system over which tg.

“broadcast” throughout its building
is the club. Installed some time ago,
it carries original music, radio
flashes, mike announcements to dis-
tant rooms. Particularly useful is
the system for transmitting record-
ings while the orchestra is off duty.

Tried on speculation and now a
permanent feature of the establish-
ment was the recording of full-
length discs for interested custom-
ers, charged $1 per throw for this
extra service. Profitable sideline,
the activity is also proving to be
excellent advertising. Records cut
in a soundproof studio carry mes-
sages invariably including a restau-
rant credit-line all over the country
and even to foreign lands.

The Ivanhoe, if you like local
color, is an outgrowth of its own-
er’s boyhood hobby, study of Sir
Walter Scott’s fictional heroes.

RADIO and Television RETAILING, MAY, 1940

Not So Medieval

Starting in a%ingle store-front, the

"business soon swallowed up. the

better part of a city block with its
six baz ,5] Lnderground “Catacombs”
and a®sliw-geared elevator which
gives patrons the illusion of drop-

ping Limdreds of feet into the earth. ,

Fl_uured in the club’s decorative
scheme is a v1rtua11y priceléss col-
lee’abn of ancient weapons and
armor, scattered throughoyt the

“castle.” Behind suits of armor, in
fact, are the sound system@%’loud—
speakers.

o

. W americanradinhictorvy com
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SOUND AT A CEREMONY

Concealed microphones on the altar and pulpit
picked up the enthronement ceremonies of the Most
Rev. Samuel A. Stritch, D.D., in Chicago’s Cathedral
of the Holy Name. The permanent sound system in
the Cathedral carried the service within the building
and for the thousands of persons unable to gain
admittance, outside reproduction was provided for by
specially installed RCA amplifying equipment

JUST SET AND RELAX

Find the housewife who couldn’t use 10 good advan-
tage a time control as incorporated on this Norge
electric range. Setting this gadget at any pre-deter-
mined time the kitchen radio, for instance, can be
automatically turned on to receive a favorite pro-
gram and also with those tricky knobs, can act as a
notifier when that frosty chocolate cake or roast is
ready

Pictures from the News
to help you SELL

RADIO “TROOP 35
i Lo Sn s

GOOD DEEDS
GOOD WORK

Eagle Boy Scout’s Troop No. 5§
proudly display the activities of the
troop. its course of study and work
at Merit Badge Exposition, Cincinnati
Union Terminal. The troop called
upon The Crosley Corp., for radio
equipment to help round out the
exhibit
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RADIO, MOUNTAIN FOLK’S
PRIZED POSSESSION

Group of Kentucky mountaineers listen-
ing to news broadcast at radio listening
center in hills of Martin county, Ken-
tucky. Dissemination by radio found to
be greatest single factor as an educa-
tional medium for people in the hills, It
is their living newspaper

PHILCO DIST.
FRONT AND CENTER

The execution and effectiveness of this
refrigerator display gained the Broome
Distributing Co., Syracuse, first award in
nation-wide Philco competition. Basis for
award was an enlargement in color of a
recent magazine spread. Display ar-
ranged to cover the dealer’s entire show
window

SRR oM

PHILCO. SMALL DOWN AYMENT
veLrigeraloT 15faday Sfrcknies

*wITH e (ONS!W‘MQQ‘Q‘.

ATTENTION!
LESSONS IN SAFETY

The “Voice of Safety,” San Antonio’s
new police sound truck with Policeman
Dobbs testing and ready to start out on
a cruise around the city. When he sees a
minor violation he will pick up the
“mike® and warn the driver of the of.
fending vehicle. The accompanying photo
shows Officer Dobbs about to reproduce
a record on traffic safety

RADIO and Television RETAILING, MAY, 1940 PAGE 17
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OF FREQUENCY-MUDULATION

F-M TRANSMITTERS work
like a jitterbug jumping
from side-to-side in time
with music

F-M RECEIVERS provide
plenty of room for side-to-
side modulation move-
ment but very little for up-
and-down variation which
is a natural characteristic
of noise*

F-M HIGH NOTES merely
require more speed in the
signal’s jumps from side-
to-side but not more band-
width

HDW it differs from AMPLITUDE-MODULATION

WHY DISTANCE COVERED is sh:art

A-M TRANSMITTERS work
like a jitterbug jumping
up-and-down in time with
music

A-M RECEIVERS provide
room for up-and-down
modulation movemert
which is a necessary chas-
acteristic of conventional
radio signals as well as a
natural characteristic of
noise

A-M HIGH NOTES involve
jumping of the signal to
greater widths and so se-
quire more airspace than
low notes

F-M STATIONS are being assigned operating channels on the ulitra-high-fre-
quencies (extremely short waves) and limited range is due solely to charac-
teristics of these frequencies rather than to any peculiarity of the system itself *

* Both systems are subject to internal receiver noise room on the ultra-high-frequencies sufficient
where received signal strength is inadequate but width is being provided for the new service.

F-M requires less signal strength

Bandwidth at present preventing transmission of

+ Bandwidth determines F-M's ability to accurately all high notes the ear can hear by A-M stations
reproduce volume peaks but because there is in the broadcast band cannot readily be in-

creased due to existing ¢crowding in this pert of
th2 radio spectrum

% Channel assignments on the ultra-high-frequencies
are similarly responsible for television’s compaor-
afively short range
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F=-M NEWS

FCC DECISION still awaited. Rumored trying
to avoid transfer of tele channel. Now has 120
station applications on file. Armsirong hints 6
new licensees ready to climb aboard bandwagon

By W. MacDONALD"

XPECTED MOMENTAR-
ILY is an FCC decision on
Frequency - Modulation. Awaited
since filing of briefs last month, this
decision is important because it will
not only determine F-M’s “living
space” and power in the radio spec-
trum but will probably legalize lim-
ited program support by advertisers
at the same time.

Rumor from Washington has it
that the Commission is trying to
find a way by which F-M may be
given additional channels without
disturbing the #1 tele assignment.
One argument of F-M men is that
television receivers are already so
complicated that construction and
alignment for higher frequencies
would not seriously up production
cost where the necessity for satis-
factory operation at such frequen-
cies might add appreciably to F-M’s
necessarily lower list.

Still another complication prob-
ably delaying decision is the neces-
sity for initially licensing stations in
a manner which will avoid later geo-
graphical difficulties. We under-
stand that the Commission now has
approximately 120 license applica-
cants to consider as compared with
39 in January and 80 in March.
Plans suggesting the points through-
out the country at which F-M sta-
tions should be spotted, reported
filed by broadcasters, apparently
cover only New England and the
Central States and this leaves the
problem of allocation in the rest of
the nation entirely to the FCC for
solution,

Simultaneously, it is becoming ob-
vious that the Commission must
also consider the probable use of
Frequency-Modulation by services
other than broadcasting. Chicago
police witnessed a demonstration

* Editor
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late in April, a New York City po-
lice demonstration is scheduled,
Long Island’s Nassau County police
and brassbutton men at other scat-
tered points are exhibiting interest.

On Manufacturing Front

On the manufacturer’s front most
interesting news this month was
picked up directly from Major Arm-
strong, who told us that six new
licensees would shortly be added to
lists already publicized.

Radio Retailing, in March, stated
that Stromberg-Carlson, General
Electric, Stewart-Warner, Zenith,
Pilot and Scott among broadcast re-
ceiver makers were known to have
licenses, that producers of amateur
and commercial gear such as Halli-
crafter, National, Hammarlund and
Radio Engineering Laboratories
were aboard the Armstrong band-
wagon and that both Meissner and
Browning were advertising kits.
Stromberg-Carlson has since inau-
gurated an extensive consumer
magazine campaign, General Elec-
tric’s D. W. May exhibited a new
line including straight F-M table
models, combination F-M and A-M
consoles and a frequency-modulated
wireless record player in Long Is-
land City late in April, Hallicrafter
started selling a combination F-M
and A-M amateur receiver just after
we went to press last month and
from Zenith’s distributor conven-
tion April 29 came a telegram stat-
ing that this company would have
F-M models as soon as the FCC
reached a decision.

Simultaneous checkup in factories
other than those referred to above
indicates that while few care to com-
mit themselves prior to their na-
tional conventions most will have
F-M merchandise ready for an-
nouncement from platforms along

AN i anradiohictan, oo

follow=up——

with new A-M receivers if events
between now and then appear to
justify the move.

Among dealers in areas already
experimentally served it appears
that the almost simultaneous head-
lining of two potentially important
new services such as television and
frequency-modulation has robbed
the latter of some of its initial inter-
est.

F-M sales are proceeding on an
orderly basis but it is noted that
most sets moved so far have gone
to (a) technical radio fans prac-
tically a “push-over” for almost any
novelty equipment in this field and
(b) classical music lovers who are
almost fanatics on the subject of
high-fidelity and freedom from ex-
traneous noise. This business is
better than nothing and one way to
crack a market but important vol-
ume business will depend upon the
dealer’s ability to sell F-M as an
auxiliary service to the average
man-in-the-street and, particularly,
the dealer’s ability to up average
unit sales by offering F-M and
A-M in combination.

Among Metropolitan Dealers

Curious if it were not for the
knowledge that television has
dazzled the urban eye is the fre-
quently heard metropolitan dealer
opinion that few people suffer much
from noise anyway and that the
average listener wouldn’t recognize
high-fidelity if he heard it. For
people have been crying for “static
eliminators” for years. And criticism
of radio tone quality has been grow-
ing. Even so, it should be realized
by the trade that F-M will have to
be sold and that cynicism won't
do it.

ADVANCE SERVICE DATA

Read

Servicing F-M Receivers
By Dana Griffin

Elsewhere in this issue

PAGE 19



www.americanradiohistory.com

ICK-ME-UP, Playmate, and
Carryabout are a few of the
catchy names for popular portable
racdios which have taken the pub-

lic's fancy by storm. The ever in-
creasing sales of such sets has liter-
ally amazed the entire industry.

With the advent of 1.4 volt low-
drain  tubes, loop antennas, and
small-size “A” and “B” batteries,
modern portables were timidly in-
troduced to the public in the fall of
1938. Not two years old, these
fast-selling straight battery sets and
combination battery-electric, 3-in-1
radios, were responsible for virtual
elimination of the 1939 summer
slump.

It is not hard to recall last season
when peak sales were being made,
the not uncommeon sight of the vaca-
tioner, sportsman and tourist with
a companion receiver, holding pos-
sessive importance in the traveling
kit. These small sets popped out on
the highways, train lines and water-
ways, turning out enjoyable music
and entertainment.

Who couldn’t use one of these
receivers? It has plenty of per-
sonal appeal and provides a perfect
gift for the family, friend, and
makes an ideal business gift. For
the birthday, anniversary or what-
have-you occasion it has universal
acceptance because of its usefulness.

*Agsistant Editor
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PORTABLES
Head for the

Summer Spots

and

In order to cash in on the 1940
summer peak sales of portables,
start now to plan your campaign,

Six Ways to Push

There are numerous ways to di-
rect your promotional activities in
order to obtain a share of this busi-
ness. Portables are riding the crest
of the wave and even a hit or miss
schedule will bring you in the right
kind of “green paper.” But why
work on a hit or miss plan? Effort
directed in the right channels will
pay dividends.

Interviews with a number of
dealers and department store radio
managers reveal the following in-
teresting facts regarding sales and
successful promotional work on
portable receivers.

-1- Window displays, now oppor-
tune, were found to be especially
productive plugging portables. A
good looking display need not be
expensive to get its story across.
A suitable backdrop, artificial grass,

WAAMAL amekicantadiohistornscom

'PLANE

one or two of the new airplane cloth
bags, some golf clubs or tennis
rackets for human interest and the
set in the center will furnish you
the best customer lure yet devised.
Consult your jobber. He is your
best bet for aid on displays. He
should be in a position to help out
on the necessary props, and supply
promotional material,

-2- Plan your campaign with circu-
lars, newspaper advertising, radio
plugs and letters. If you must use
a form letter, run it in offset print-
ing. This latter type of letter is not
comparable to personally typed cor-
respondence but it is cheap and does
have good appearance and with a
personal signature it will bring in
the inquiries. You have heard the
following a number of times but it
can stand repeating. Make your
letter short, long letters definitely
glide to the waste paper basket. In-
vite your prospect to preview the
new sets, just the thing for his va-
cation, for the broker’s office to

RADIO and Television RETAILING, MAY, 1940
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By CARL DORF*

GET STARTED NOW with promotion to

make sure of your share of this business

tune in the latest fireside chat, to
hear the war news.

-3- Arrange your counter or rack
display of the various models with
neatness in mind. Set them off
with bright colors. Dealer aids are
important and helpful. A display
card with appropriate sketches of
portable radio applications will lend
effective aid to sales. Stress the
fact that there are many models
available with a large variety of
cases and improvements to suit the
pocketbook.

-4- Augment promotion with con-
vincing outside canvassing. Arm
salesman with the best looking
model in stock, plenty of folders and
first hand information as to prices
and features on the complete line.
In this phase don’t lean too heavily
on order taking, leave the folder and
invite the prospect to the store for
personal inspection of the various
models.

-3- Familiarize salesmen with the
advancements incorporated in the

RADIO and Television RETAILING, MAY, 1940

TRAIN

1941 sets. There are a number of
selling points, which spotlight the
new receivers. Don’t push the sell-
ing of these personal sets over to the
counterman or wrapper. They are
small and unit price is not great but
their gross sales can be large, with
appreciable profit all the way down
the line.

-6- Know your product. Many of
the new models are narrower and

TUBES FOR NEW “CANDIDS”

lighter, use new power tubes and
employ larger permanent dynamic
speakers. There are 6 and 7 tube
models with 3 tuning bands for re-
ception on the regular Dbroadcast
band, short-wave range to 16 meters
and the aviation and weather chan-
nels to 2000 meters. Marine models
can be had for both ship-to-shore,
coastguard and marine signals in
addition to the broadcast band.
There are tri-power portables for
regular reception plus a phone jack
for use by pilots on aircraft bands.

And Now “Candids”

“Candid” models have also been
announced with the new miniature
tubes. This type set weighs around
4% pounds and measures approxi-
mately 8by5by4 inches. The ma-
jority of 1941 models are 3-in-1
sets, battery and a.c.-d.c. line oper-
ated. Some units are made with de-
tachable loop antennas for better
performance, on-off indicators and
headphone connections.

The field for portable radios is
as broad as it is long, another way

(Continued on page 57)

MINIATURES

—Converter, rf-if pen-

tode, diode- pentode
and output pentode.
They all have 1.4 volt
filaments, work effi-
ciently on 45 volts of

“B”
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KFIGURES Can FOOL You

MODERN MANAGEMENT METHODS require intelligent interpretation as well

as development of facts about your business. Here’s how to put figures to work

EXHIBIT ‘A’

Met Sales
Store == Feb. 1940

21 £7.370.
39 8,450,
9 6,609,
25 7.878.
5 3,724
15 2,2912. 34%
17 5,529, 21 %
14 3.,333. 7%
16 1,460, *
26 5,344, - 4%
7,545 -&%
4,539 -13%
3,653, -16%
1,428,

50%
48%

Average per

Stare $4,950. 21%

* Mol Avoilable
= Represents Decrease

EVELOPING MONTHLY

FIGURES about your busi-
ness is one thing and interpreting
them so that profit rather than mere
volume may be increased is quite
another.

It happens to be difficult, to be-
gin with, if you don’t have figures
on other operations similar to your
own for comparison. And such fig-
ures are not too readily obtainable
in the radio business. This scarcity
of figures for comparison is, in fact,
one of the reasons for this and
probable future articles.

Exhibit “A." appearing on this
page shows sales and gross profits
of a number of actual stores during
the month of February. Let’s see
how these figures can help us to
interpret our own. . . .

Figures For Comparison

Assume Store 17 is your store.
You will note that during Febru-
ary, 1940, your sales increased

* Sirota, Kraus & Gleason.
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Percentage
of Increase
Over
Same Month
Last Year
21 %
65%
51%

-30%

Increase
in Rate
Over
Same Manth
Last Year

Gross
Profit Rate
Based on
MNet Sales
Feb. 1940

29.6%
*
36.3%
L]
29.8%
30.3 %
44.5 %
3T 6%
28.5%
34.8%
x
27.45%
Ji8%
I75%

34.0%

21% over the same month last year,
which is equal to the average in-
crease of the group as a whole
shown on the last line of the tabu-
lation.

However, vou cast envious eyes
at Store #5. which was able to in-
crease its sales 48%.

Apparently this store has done
a good job. But does it necessarily
follow that increased volume means
increased profits?

Let us compare facts and see.

Your Store, #17, was able to ob-
tain an increase in Gross Profit
rate of 2.0% this February, com-
pared with February, 1939, where-
as Store #35, in its anxiety to build
sales volume, suffered a décrease in
Gross Profit rate of '6.9%.

Was the increase in volume
worthwhile?  Let's reduce these
percentages to dollars and cents and
see:

Actual Proposed

$5,529.

Your Feb. 1940 sales volume

if increcased 189, over 1939,

WAAMAM-ameticantadichistons.com

By
M. D. GLEASON. C.P.A.F

instead of only 219%,
would be................
Your Gross Profit rate is. ..
Your Gross Profit rate if
reduced by 6.9%, below
that of 1939, instead of
lt)l;e increased 2.0%, would

$6,765.
14.5%,

35.6%

Gross Profit Earned is...... $2,460 .
Gross Profit Earned under

the proposed basis would

| 560600008 00