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ONE good way to influence sales is to keep your customers
happy—to make sure they get the right kind of radio
repair service. Toward that end, Mallory not only supplies
you with the finest available replacement parts, but completes
the job with comprehensive service information.

A case in point is the forthcoming 1946 ““Fifth” edition of
the Mallory Radio Service Encyclopedia—a “must” for
your radio service department. Here your repairmen get
the complete story on' servicing every pre-war radio—4,000
more models than in any previous edition—with circuit refer-
ences, original part numbers, recommended replacements
that you can get, tube complements and I.F. peaks.

Here is a book that helps avoid loss of time, money and
good will. And the only book dealing with all pre-war sets

that are still in use—the same sets your service department

will be handling for the next few years. The edition is
limited. Order your copy today. See your Mallory distrib-
utor. At your cost of $1.25 net, it’s the buy of the year.

P.R. MALLORY & CO. Inc

i

<

N L MAL‘LORY & CO., Inc., INDIANAPOLIS 6,

N

Year

nlment

-~

& AVAILABLE sooN /S

s

YOU EXPECT MORE—
AND YOU GET MORE

FROM MALLORY

These typical Mallory “helps” are
especially prepared to assist your
service department in doing better
work —in less time. Others
are on the way. Do you have a
copy of each? If not, see your
Mal{ory distributor:

@® S5th Edition Radio Service

Encyclopedia :
@ Replacement Vibrator Guide-
@ Mallory Technical Manual

@ Approved Precision Parts
Catalog .

INDIANA
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TAKE the motion picture industry — take
A4 15,000 oil wells, a large share of the narion’s
natural gas supply and a sea teeming with fish
—take the world’s finest climate, the country’s
richest agricultural region and a $200,000,000
tourist industry — and what do you have?
Southern California? ’

No — not yet. For on this basic
economy of Southern California—
on this broad bulwark of natural
wealth — you must place an indus-
trial economy which was already
fifth in production and first in diver-
sification among all U.S. industrial
areas in 1939. In Southern Cali-
fornia the war only accelerated an
industrial economy which was
already expanding.

Here is a sales setup virtually with-

CALL THE H-A-S MAN

| Give You The Anglés On Los Angeles

out parallel in the nation. And here is a market
which calls for intimate, searching, day-by-day
examination of area and people—the kind of ex-
amination thatis second nature to anewspaperman.

Selling facts of such a nature are what the Hearst
Advertising Service is prepared to lay before you
today—not only on Los Angeles and Southern
California but on nine other key
markets of America. The H-A-Sman
has behind him a storehouse of in-

Just drop us @ wote formation drawn from constant:
saying, "“"Um inter- . ..
ested in your marker CONtact with sales and advertlsmg

information on (name . .
your type of producy,” €X€CUtives and from important

research sources.

Many sales and advertising execu-
tives throughout the country are
profiting by this information.
Why not call in the H-A-S man
today?

HEARST ADVERTISING SERVICE

HERBERT W. BEYEA, Manager
959 —8th Ave., New York 19, N. Y.—Offices in principal cities

Representing :
New York Journal-American « Pittsburgh Sun-Telegraph - Chicago Herald-A merican
Baltimore News-Post-American + Boston Record-American-Advertiser * Detroit Times Albany Times-Union
San Francisco Examiner ¢ Los Angeles Examiner -« Seattle Post-Intelligencer
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NOW THE TRADE KNOWS IT WAS

WISE TO WATCH

?e[ld X

... for Only Bendix Dealers can Talk and Sell
these Brlllmnt Radio " Flrsts

st

pace-saving
lette with full
performance !

st

nclosed table
with conceal-
dles.

[{BENDIX RAD [0))
1 There’s bound to be sales-

closmg punch to. your demonstrations of these exclusive
Bendix features, for each of them was developed to
meet a definite public demand. Backed by the tremen-
dous Bendix national advertising campaign—your
customers will be largely pre-sold on these features
when they enter your store.

BUILD BEST WITH BENDIX - - - FOR PRESTIGE - - - PROFIT - - - PERMANENCE !

Bendix Radio Di'vision, Bendix Aviation Corporation, Baltimore 4, Maryland

RADIO & Television RETAILING @ March, 1946

st

nsational Invisi-
adio With The
m Dial!

A Sheraton
end-table

ON!
The Real
Yoice of Radio

st

A -Door con-

the talk of the
I

Remember! — these “firsts’” are exclusive with
Bendix—advantages you have that no one else has.
We present them to you in fulfillment of our promise
that Bendix dealers would have the bes! chance of all
at pent-up consumer demand—that a Bendix Radio
franchise is truly The Franchise With a Future!

AVIATION CORPORATION

_+‘,z %




A Statement from the
Publisher on Distributien
of Radio, Appliances
and Television

We have just published for man-
ufacturers a comprehensive survey
of the distribution of radio, elec-
trical appliances and television in
the United States, which in the
long run is designed to help deal-
ers and distributors as well, It is
the result of seventeen months of
work b’y our Research Department
and is’ planned to provide manu-
facturers with a basic pattern for
marketing and distribution in this
field. For sale to manufacturers in
a limited edition at $10 each,
DISTRIBUTION Areas & Quotas
represents the first report of its
type ever made for the marketing -
end of this industry.

Among the things we have done
are to divide the nation into sev-
enty basic areas, each of which is
served by one wholesaling center.
To each of these areas we have as-
signed a potential based on the
number of radio homes in all of its
counties. This potential is the
area’s percentage of the national
total. This study is already prov-
ing valuable to manufacturers as a,

| = "  guide on how to set up their dis-

We Wauld l‘ke tribution (for those who are new
: in the fleld), and what percentage

to see you a’ the of their domestic production to as-

sign to individual areas.

4' We hope DISTRIBUTION Areas &
Quotas will help to instill in manu-

facturers a greater appreciation of
the proper function of their dis-

Radio Parts and Electronic tributors and dealers. In too many
: ce and cases we have seen companies sci-
Equnpmeni’ Conferen entifically engineer their products,
Show. incorporating the most modern de-
Booth No. 52 g sign, spend hundreds of thousands

of dollars at the production end
and then, in effect, scratch their

i | heads and say, “How do we sell

STEVYENS HOTEL them and where?”
CHICAGO

N Dealers can benefit from DIS-
May 13th - 16th ! TRIBUTION Areas & Quotas if
manufacturers plan their produc-
tion and marketing on the realiz-
able market outlined in this study.
If they can budget their efforts to
avoid the prewar liquidations,
dumping and price-cutting, they
will help many dealers to remain
! |1 — in business, and in the long run,
ﬂ HoTI i : e ! 3 may determine their own existence,

%

MERIT COIl. & TRANSFORMER CORP. il e

TELEPHONE
4427 North Clark 5t Long Beach 6311 CHICAGO 40, iLL. Publisher
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_ Forerunners of the Meck complete
* line, these Trail Blazers are proving the
. superiority of Meck performance— the
{ popularity of Meck Design. They are
| the logical choice of the independent
i dealer because of his appreciation of
|

»
e e e e g o e

s
Ly
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the value of sound radio engineering
and because of the exclusive Meck
Dealer Policy. The dominating theme
of Meck national advertising will con-
tinue to-be “Buy from the man who
knows radio hest — your radio dealer.”

1

\_— ——
= e T
e a—————

006
il

35 E, Wacker Drive « Chicago 1, ill.




With WARD PRODUCTS CORPORATION, the word quality is more than
just a symbol. It represents the highest standard of excellence and
leadership achieved through many years’ experience in the exclusive
manufacture of precision-built antennas. WARD antennas are built by
master craftsmen using the most modern equipment under ideal con-
ditions. Top quality through and through they render highest efficiency
for all automobile and home radio applications. That’s why WARD is
“first.choice” the world over.

Only WARD Gives You All
These Important Features

* Easy One Man Installation

* Patented Fluid Type Anti-Rattle Construction

* Positive Silver-to-Silver Contacts

* Extra Heavy Triple Chrome Rust-proof Plating

. * Top Section, Stainless Steel

e : * Heavy Admiralty Brass Tubing

* Hi-Q Deétachable Low Loss Lead-ins With Polyethylene Insulation
and Vinylite Covering :

* Complete with all Fitting and Conversion Kit for Torpedo Bodies

* Smooth Action Telescoping Sections

* 1009 Shielded

A

—

. - World’s Finest for Car and Home Combining Precision and
« Streamlined Beauty

THE WARD PRODUCTS CORPORATION
1523 East 45th Street
CLEVELAND 3, OHIO

EXPORT DEPT. C.0.Brandes, Mgr., 4900 Euclid Ave., Cleveland 3, Ohio
IN CANADA-Atlas Radio Corp., 560 King St., W., Toronto, Ont., Canada

2 v oty
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\ . .because the radio-owning public is

PRE-SOLD ON G-E PRODUCTS!

IT’S good news to passersby, your tube
window-sign with the G-E monogram
—famous symbol of quality! The men
and women in your neighborhood value
highly their General Electric radios,
lamps, “irons, refrigerators, and other
home appliances. For years the G-E
monogram has been their sign of proved
superior performance. And now a great
national advertising campaign is telling
the public about G-E electronic products

GENERAL

RADIO & Television RETAILING @ March, 1946

—appearing in magazines with a circu-
lation of 30,000,000!

Your market is all the more eager to
buy from you. Of course you’ll make money
handling G-E radio tubes! Ask for in-
formation about tube selling rights.
Electronics Department, General Electric
Company, Schenectady 5, New York.

Write for G.E.’s “Sales Aids” Folder ETR-12,
describing advertising and sales helps that are
available to tube dealers seeking greater volume,

ELECTRIC

176-E2-8830



Reflecting the finest traditions of 18th Century furniture
design, the “Chippendale,”” Farnsworth’s Model EK 158,
combines FM reception with Farnsworth’s improved auto-
matic record changer and storage space for record albums.

The leader in FFarnsworth’s streamlined line of

phonograph-radio combinations with FM

This is it . . . the coming sales leader in the profit-full line
of Farnsworth automatic phonograph-radio combinations
with FM. You'll want it right up in your window, and in
your feature display area. By its appearance alone, you’ll
find the “Chippendale” giving your store the “quality look”

that comes to every Farnsworth dealer.

But wait until you hear it! Wait until you and your cus-
tomers hear all the sets in Farnsworth’s streamlined FM line!
Then you will realize how the seventeen years of pioneering

FARNSWORTH

Farnsworth Radio and Television Receivers and Transmitters ¢

Aircraft Radio Equipment  «

in electronic research has enabled Farnsworth to develop the
finest in this new art. Then you will understand why Farns-
worth’s basic engineering know-how . . . Farnsworth’s devel-
opment of trouble-free record changers . . . have contributed
to Farnsworth’s reputation for quality products.

Then you will realize, all the more, how your Farnsworth
Selected Dealer Franchise means more profit for you!

Farnsworth Television & Radio Corporation, Fort Wayne
1, Indiana.

TELEVISION - RADIO
PHONOGRAPH-RADIO

Farnsworth Television Tubes + Halstead Mobile

Communications and Traffic Control Systems for Rail and Highway « the Farnsworth Phonograph-Radio + the Capehart + the Panamuse by Capehart

RADIO & Television RETAILING e March,‘ 1946




Marginally punched Standard
Register forms can’t slip.

- ¢
——---_’-_

Pin-wheel feed means extra speed,

Locked-in copies provide extra
protection, positive control.

-~~~‘

\ -

EE WHAT IT MEANS in dollars-and cents’ savings to
have a Standard Form Flow Register System in
your business. Learn how you can achieve an entirely
new and higher standard of control and protection of
all business transactions.
W POSITIVE PIN-WHEEL FEED
\ and marginally punched
forms give hairline accuracy
on all copies. Continuous
strip locked-in copy on most
models. Only one major
' moving part. Nothing to get
out of adjustment. Warranty without time limit.

For all the facts, including full information on Form-
craft Design that simplifies forms and makes them eas-
ier, faster to write, mail the coupon today to the Stand-
ard Register Company.

The Standard Register Company is the originator of the dis-
tinctive marginal punching of business forms for all record
writing machines; autographic registers, tabulating machines,
typewriters, addresslng and business machines. This feature
guarantees positive jamproof, form-feeding action.

THE
STANDARD REGISTER
COMPANY

Manufacturer of Registers and Forms for all Business and Industry
DAYTON 1, OHIO

Counter Model. All»sm*! construction. Locked-in copy pro-
tection. Choice of 12 sizes of forms.

Portable. Light in weight. Essy 10 handle. Ejects all copies.
Choice of 12 sizes of forms.

Cash Drawer Model. Handles all transactions, Full shxe
cash drawer. Compartments lor all coms. bills and paper.
Forces a record of every sale.

Information Division

 THE STANDARD REGISTER COMPANY

1303 Campbell Sireet,

o Dayton 1, Ohio

~ Please send me information en Standard Form
~ Fow Registers ond form design service.
NAME ........ Cnbvasee s Ry ean e

Q-0 0 0 O 0O

Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland, Californio. Canada: R. L. Crain Limited, Otlawo. Londen: W, H. Smith & Son, L1d,

.
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ENJOY THESE MULTIPLE ADVANTAGES IN

Would you like to get double dufy out of
your first year's factory production? Do you
want quick distribution and solid sales?
Then take advantage of the $4,496,-
734,000 Chicago market—a rich, compact
area located at the crossroads of America,
.quickly accessible to factory shipments and
salesmen alike—a market famous for its
volume purchases, one which has repeatedly
broken factory and branch sales records.
Here is a huge, pent-up demand for ra-
dios, washing machines, refrigerators, ‘'big
unit" products geherally, that invites attention.

Solve your selling problems by getting going
now in this great market with a single ad-
vertising medium—the Chicago Tribune.

" One out of every three families in 756
cities and towns of 1,000 or more population
in the Chicago area reads the Tribune on
weekdays. On Sundays, it is practically every
other family.

This intensive coverage is yours at one of
the lowest milline rates in America. In addi-
tion, the Tribune offers you a choice of
monoroto, coloroto, comicolor, newsprint color
or black-and-white printing.

Pl SALES

-.

No matter whether your production is large
or small, the Chicago market will reward
your attention as the place to get the sales
yovu want.

It is fortified by diversified income and
billions in savings, Here is more business
than in 13 states combined.

For quick sales and solid dealer and con-
sumer preference when the first easy selling
conditions pass and the competition gets
tough, build your program around the
power of the Chicago Tribune. Now is the
time to get started.

TRIBUNE

To get the pertinent facts of the Tribune
1 NEWSPAPER

sales program, address: C. S. Benham,
Manager, National Advertising, Chicago
Tribune, Tribune Tower, Chicago 11,
Hlinois.

Available for your study and use is a
specific Tribune sales program based
on the findings of an auto and house-
hold appliance investigation among
dealers and consumers.

cH|CAG°

THE WORLD'S GREATES

irculation:

. {c
et paid tota 1’400'0()0.

en
Y averag 0; 5‘,’nd0‘/:°ver

Janvar '025'00

Daily, over 1
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GENERAL ELECTRIC’'S GREAT NEW INVENTION

will be installed in every G-E automatic
console and table radio-phonograph!

THIS AMAZING ELECTRONIC REPRODUCER now provides listening
pleasure never before possible! Such superior performance has been
attained only by alert attention to every design, engineering and
acoustical detail of the entire reproducing system.,

LOOK AT THESE FEATURES —they tell why the G-E Electronic Repro-

ducer is better:

® Revolutionary, Flexible Mounted Pick-Up with Permanent, Self-Retracting
Sapphire Needle —Fully Protected Against Dropping and Mechanical Abuse!

® Virtual Absence of Needle Chatter, Scratch and Hiss!

@ Lightweight Tone Arm—Low Record Wear!

@® New Volume and Tone Control Devices! -

® Wide Frequency Response of Pick-Up—Ideal Balance Between Low and
High Frequencies!

@ Extremely Rugged Mechanically—Built to Take Abuse!
@ Unaffected by Temperature and Humidity—Top Performance Anywhere!

For complete information, consult your nearest G-E Radio Distributor
or write today to Electronics Department, General Electric Company,
Bridgeport, Connecticut.

MODEL #326— A WINNING NUMBER! AC; 7 tubes (including rectifier);
standard and shortwave bands; 12" Alnico 5 speaker—increased sensi-
tivity, gréater acoustic output; tone control; amtomatic record changer;
and the amazing G-E Electronic Reproducer.

THE FIRST AND GREATEST NAME IN ELECTRONICS

PORTABLES ¢ TABLE MODELS « CONSOLES « FARM SETS « AUTOMATIC PHONOGRAPH COMBINATIONS « TELEVISION

RADIO & Television RETAILING e March, 1946 11



EXHAUSTION

Blue Beaver's don't droop
even when the heat's on and
the bumidity's up. Strap two
or more together for a variety,
of capacity combinations.

READ
“THE CAPACITOR" ...

.« . for answers to everyday
service problems and helpful
hints from the experts. 1fs
free; write: Cornell-Dubilier
Electric Corporation, South
Plainfield, New Jersey.

MICA * DYKANOL

12

[used €
stand onmy

... to do an under chassis

mounting. That was, until ;

a friegd whipped out his e ; YY)
C-D catalog. “Pull yourself

together,” says he, “and take a look at C-D’s Blue Beavers.”

“There’s not a smart servicer in the business who’s losing
time on capacitor ‘shopping' or ‘installation.’ They all
stock these C-D electrolytics! And why not? Did you ever
hear of a bigger name in capacitors than Cornell-Dubilier?
36 years of research and engineering is a long time and a
lot of experience. Man, these Beavers have a pedigree. ..
they're the stuff you want behind you in a service job.”

Well, that fellow sure straightened -me out. So I'm pass- °
ing the good word along. Just to %ive you an idea of
what these dandy Blue Beavers do . . .

7

INSTALLATION

é

|

!
Pint-sized in physical dimen- ¢
sions; giants in gquality. l
“They're tailor-made for tight I
spot mounting. Polarity I
of units is clearly marked on I
I

I

I

I

I

I

tube casings.
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A NEW

ardioid Crystal Microphone

with Revolutionary New MECHANOPHASE* Principle
of Unidirectivity . . . Dual EregGency Response ...
High Outpu? . . . and other big features!

Here, for the first time, you get z// these features in one
microphone! With amazing flexibility, néw CARDAX
efficiently serves many applications . . . easily solves
everyday problems of sound pick-up and reproduction!

% TRUE CARDIOID POLAR PATTERN New E-V Mechan-
ophase* principle gives wide-angle front pick-up in true
cardioid pattern over wide frequency range. Sound at rear
dead zone cancels out and is not reproduced.

% STOPS FEEDBACK—CUTS BACKGROUND NOISE AND )
REVERBERATION PICK-UP Permits nearly double usable

eoe o phO%E s\\ih'\:% loud speaker volume. Simplifies microphone and speaker
\in\\:::o y prod:;ec placement. Assures finer reproduction of just the sound wanted.

\a £ unt
oe % DUAL FREQUENCY RESPONSE Screw control on back

gives (a) Wide range flat response for high fidelity sound
pick-up or (b) Wide range with rising characteristic for
extra crispness of speech or high frequency emphasis.

% HIGH OUTPUT LEVEL —57 db for flat frequency re-
sponse. —48 db for rising frequency response.

% VOICE AND MUSIC PICK-UP EXACTLY AS DESIRED
Ideal for public address, recording, remote broadcast, com-
municationg . . . indoors and outdoors.

% FULLY EQUIPPED FOR CONVENIENT OPERATION
Tilting head. Built-in “On-Off” switch. Dual frequency range
selector switch. Cable connector. 20 ft. cable. Bimorph
crystal. 34”-27 thread. New modern functional design. Satin
chrome finish. CARDAX Model 950, List Price........$37.00

1,3 has man
vantages:
*patents P"

Licensed under Brush Patents, Electro-Yoice Patents Pending,

No Finer , ®
Choice Than < mc;

MICROPHONES

ELECTRO-VOICE, INC., 1239 South Bend Ave., South Bend 24, Indiana
Export Division: 13 East 40th St., New York 16, N. Y., U.S.A.—Cables: Arlub

|
|
|
I
!
— e iEE L R N e )
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GAIN a painstaking, tough job is made easy. This
£ 2 Hytron electronically-controlled cathode-spray
machine minimizes the element of human error always
present with hand spraying. Evenly applied emissive
coating of exactly the right weight and density is ob-
tained hour after hour. Number and speed of coating
passes, distance from spray guns to cathode sleeves,
and intensity of the spray are precisely controlled.

An endless belt, with 8 racks each containing 40-100
bare cathode sleeves, travels before the two spray
guns at 37-112 racks per minute. These guns are
fired electronically only while racks appear before
their nozzles. Each gun can be aimed through an arc
of 0-45° to accommodate flat; oval, or round sleeves.
Distance between gun and rack is finely adjustable.
Number of passes is electronically controlled between
2 and 32.

An ingenious device automatically reverses—at each
revolution of the endless belt—the side of a given
rack exposed to the guns. A bank of infra-red lamps

MAIN OFFICE:

OLDESY MANUFACTURER SPFCIAUZING IN RADIO RECEIVING TUBES

SALEM,

dries each layer of coating immediately after its
application.

Intensity and width of spray are regulated by
pressure and nozzle adjustments. A continuously cir-
culating system (instead of suction or gravity feed)
maintains the coating fluid in the necessary state of
suspension, and prevents clogging by coagulation.

Cathode coatings are held to such close tolerances
that they must be measured by weight—on balances
capable of reading .1 milligram. Yet this machine can
apply accurately over 100,000 of such fine coatings
daily. Another example of Hytron’s mass production
with precision—the Hytron know-how which gives
you better tubes.

MASSACHUSETTS
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Coming. .. premiére performance , of the new Freed-Eisemann
] y

MR

]

%(gﬂ%lﬂ///&

We take pride in the exclusive production of the finer type
of radio-phonograph with FM. This expert specialization,
and a traditional leadership in quality radio, have earned
recognition for the Freed-Eisemann as one of the world’s great
vadio - phonographs — famous for extraordinary performance,
magniﬁcent musical tone and authoritative cabinet design.

Distribution of the new Freed-Eisemann line will be on a
selective basis, to quality stores noted for their prestige and
finer clientele. Your inquiry is invited concerning the direct-
to-dealer Freed-Eisemann franchise. Freed Radio Corporation,

200 Hudson Street, New York 13, N.Y.

Thond Citomanse

ONE OF THE WORLDP’S GREAT RADIO.PHONOGRAPHS

RADIO & Television RETAILING © March, 1946




THIS RADIO REPAIR SHOP IS BONDED, BY
WESTERN NATIONAL INDEMNITY CO., TO:

1 Guarantee all radio repair work for 90 days.
2 Use only parts of recognized quality.

* 3 Charge not over established prices for parts.
4 Test customers’ tubes as uccuraiely as possible.
5 Keep labor charges at a reasonable level.

6 Perform only such work as is necessary.

7 Maintain the highest quality service.

8 Maintain proper equipment
for good repair work.

...to KEEP CUSTOMERS COMING!

Bringing radio repairing right out in the open for all

your customers, this Raytheon Bonded Electronic Tech-

nician display tells them exactly how you operate in

x:‘{ their interest. And that means profitable repeat business.

R This is only one of many ways your prospects and patrons

R MANUFACTURING COMPANY A will learn to identify your shop with fair prices, quality
- A' work and guaranteed reliability. Find
out how you can qualify to become

a Bonded Electronic Technician.

Bonded service means better cus-

Excellerce tre Eleclronies

RADIO RECEIVING TUBE DIVISION
NEWTON, MASS. ¢« NEW YORK o CHICAGO

tomer relations. For full details, see

your Raytheon distributor today.

ANOTHER REASON WHY IT PAYS TO QUALIFY AS A RAYTHEON BONDED ELECTRONIC TECHNICIAN |

16 RADIO & Television RETAILING o March, 1946
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We Expected 'An%;Enthusiasti‘c Acceptance

BUT LIKE

12HO94E

8G005Y

)

BRAND NEW, CLEAR THRU!

2

Line Scores Biggest Hit in Zenith’s History

Never in the history of the radio business 'Eas» a new line
created such a sensation as the Zenith 30th Anfiversary Line.
This fact was proved beyond 2 shadow of doub{ at the recent

Chicago Furniture Mart. ﬁ;

Sales-conscious dealers, alert to the importar{ge of radio-
phonographs, hailed Zenith's Sensational New Way To Play
Records as the most potent sales approach in radi¢ merchan-
dising. For these are no vague words without n?;eaning—
actually, the new way to play records is spectacularly demon-
strable. With their own eyes and ears, prospectsecan see
and hear the many definite advantages of Zenith’s nefy Cobra
Tone Arm and Silent-Speed Record Changer. ®

L4
Imagine a tone arm you can drop on a record—that you
can actually press down and scrape across the playing shrface
without damage to tone arm or record! Imagine a ton% arm
with such superlative record-reproducing qualities that fpore
than 900 of them have been bought by A-M and F-M ridio
stations for use ‘in broadcasting records. Imagine a rec&:rd

RADIO & Television RETAILING e March, 1946

changer that changes 10- and 12-inch records, intermixed,
automatically in 3% seconds.

And Zenith offers more than this new way to play records.
Zenith has perfected, genuine Armstrong F-M, on both bands,
with a patented device that makes outside antennas or di-poles
unnecessary, even for table model F-M sets: All you do is plug
in and play. °

Zenith offers a complete line of new portables, finer and
more efficient than Zenith’s famed prewar portables. Zenith
offers table models with the rich bass, clear treble tone made
possible only by improved, super-powered Consoltone.

Here is everything you have asked for—new circuits, new
features, new cabinets, new performance. Your enthusiastic
endorsement is proof that Zenith—brand new, clear thru, is
destined for leadership.

ZENITH RADIO CORPORATION
6001 W. DICKENS AVE. « CHICAGO, 39, ILLINQIS

DESTINED FOR LEADERSHIP

17
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Meet Joint Army-Navy Specification JAN-R-11
AVAILABLE FROM STOCK IN STANDARD

RMA 10% TOLERANCE VALUES

TYPE SIZE RESISTANCE | MAXIMUM LIST
LENGTH DIAM. RANGE VOLTS PRICE
10 Ohms
Yy Watt 38" %4 to 500 13¢
. 22 Meg.
10 Ohms
1 Watt Ne” A" to 1000 17¢
22 Meg.
10 Ohms
2wWatt | VWie”  He” to 3500 25¢
L 22 Meg.

18

1

Send Now for

BULLETIN No. 127

Gives complete data and lisc
of RMA values. Includes di-
mensional drawings and

hand
it today!

RHEQSTATS -

color code. Write for

RESISTORS

e TAP SWITCHES -«

INSULATED

COMPOSITION RESISTORS

V2 Watt o 1 Watt « 2 Watt « £10% Tolerance

NOW . .. OHMITE makes available to you three
Little Devsls of exceptional ruggedness and stability!

Millions of these tiny molded fixed composition
resistors have been used in critical war equipment
and in the nation’s foremost laboratories. They meet
Joint Army-Navy Specification JAN-R-11, including
salt water immersion cycling and high humidity
tests. They can be used at their full wattage ratings
at 70°C (158°F) ambient temperature. They dissipate
heat rapidly—have low noise level and low volt-
age coefficient.

Ratings for maximum continuous RMS voltage
drop are high: 500 volts for the 14 watt unit— 1000
volts for the 1 watt unit—3500 volts for the 2 wartt
unit. Units have high insulation breakdown voltage.

Little Devils are completely sealed and insulated by
their molded plastic construction. Leads are soft cop-
per wire, hardened immediately adjacent to resistor
body—strongly anchored—and hot solder coated.

Light, compact, easy to install. All units color
coded. Available from stock in Standard RMA values
from 10 ohms to 22 megohm:s.

Resistance value and wattage are marked on every
unit for quick identification.

Authorized Distributors Everywbere

OHMITE MANUFACTURING COMPANY

4873 FLOURNOY STREET, CHICAGO 44, U.S. A,
Be 2@94( with

HMITE

CHOKES

RADIO & Television RETAILING e
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. i W 1w WO FADA 6 tube models are

" equipped with the new
FADA "'Sensive-Tone”
.. . assuring greater sen-
sitivily and clearer re-
ception,

The name FADA has been synonymous
with fine radio receivers since broadcast-
ing began. Behind the name FADA lies
25 years of experience in building radios

.+« PLUS 25 years of consistent advertis- h : o008 o A0 :"‘eo\f““
ing and sales promotion which have - T n 5‘°9\,e'- w'\:“‘\,, w‘;: '\av"::;., \3:‘“"“'
created unusual consumer acceptance. ‘ "9,‘:&"’:,‘0#\',‘:{?“\0 :‘::: s9°°
The new FADJ line is an achieve- g 1057 e \e"“‘omo"‘\f ne¥ We
ment in tfone quality and in beauty of | 7 ":—,"\o et
design. FADA performance reaches & e < b©5‘w , e\@
peaks never before approached. , : . o@i\- ewu\“"
A part of the new 1946 line of FAD A » . “,“aw';‘ 0.6 %
radio receivers is illustrated here. Y Vi R W wee ‘f';;o“"e;co"‘
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Famows Scuce Broadcasting Z’egm«/

FADA RADIO AND ELECTRIC COMPANY, INC., LONG ISLAND CITY, N. Y.
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The initials “CRL” in the diamond
are your assurance of quality in Tone
Switch replacements. New develop-

ments in production procedures insure

precision, positive indexihg,
and low resistance.
For best performance
o - ¢ @hways specify

“Centralab’’ x/ !

Division of GLOBE-UNION INC., Milwaukee

Tubular Ceramic

PRODUCERS OF .
: able Resistors Selector Switches -~ Capaciters

o Bulletin 697 * Bulletin 722. Iletins 630 and 586 .




WITH CIVILIAN SETS AGAIN IN PRODUCTION

ADVERTISING IS APPEARING IN . . .

Millio_nS of messages...in this powerful campaign
to capture customers for YOU and YOU and YOU!

Interior Displays! Window Disp]ays! Counter Cards! Window Cards! Booklets!
Envelope Stuffers! Wall Charts! Banners! Streamers! Decals! Electric Signs!
Local Advertising! See your distributor for further details.

GAROD is Pacemaker ...........for the '
“EXTRA MEASURE" of BEAUTY « PERFORMANCE - VALUE

RADIO

GAROD RADIO CORPORATION ® 70 WASHINGTON -STREET ® BROOKLYN 1, N. Y.

AME£
< */;,

fo
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TRANSFORMERS

TRU-FIDELITY AMPLIFIERS = BETTER
L IR FASTER
.SALES | COMPONENTS + KITS
SOURCE | SERVICE EQUIPMENT SERVICE
I | "
g :
o RADIA T
RESPONSIBILITY A

VIBRATORS
RUST PROOF AERIALS

H

SRR ——

ELECTRONIC DISTRIBUTOR AND

| INDUSTRIAL SALES DEPARTMENT
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THORDARSON TRANSFORMERS

Over fifty years experience in the manufacture of

quality-built transformers for all applications—replace-

ment, communications, sound amplifier, industrial, ex-
perimental and amateur. Thordarson also orlglnf'red

Tru- Fldehty Amplifiers.

'MEISSNER COMPONENTS

The Meissner reputation, gained and maintained by
furnishing high quality components, including antenna,
R.F. and oscillator coils; standard and Ferrocart trans-

formers; windings, chokes and accessories. Meissner

also makes the finest in service equipments.

"RADIART VIBRATORS

~Radiart Exact Duplicate Vibrators are individually
engineered to meet the physical and electrical re-
quirements of each application. This assures longer
life, minimum R.F. interference, low hum level, etc.

Radiart also makes rust-proof aerials to fit all cars.

WRITE FOR COMPLETE INFORMATION TODAY!

P T A 2 e e a7

MAGUIRE INDUSTRIES INC.

)36 NORTH M,ICHI.GAN AVEN'UYE,. CHICAGO 11, ILLINOIS

s v R S O L AT,

RADIO & Television RETAILING @ March, 1946
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.%fter 52 years of successful
merchandising, we think we
know a good business prospect

when we see one.

Prospects for our Authorized
Dealers this year seem to us the
brightest in all Stromberg-Carl‘son
history. How can you miss with a line so
brilliantly styled for sales, so captivating in

appearance, so superb in performance?

~ That's why we’re again backing our
Authorized Dealers to the limit with a large
advertising investment, both in national
magazines and in newspapers from coast to coast.
Here you see the first ad in the new national

magazine campaign.

Production problems are with us—but sets
are being shipped daily. Sights are set high.
Our money’s on you—our dealers—to win!

‘dsony,
e Gy
,h Consa g 32250 1 o Peoply
3 Re:g 1 nothing et tan | STRO clasg, Phons roui‘;‘:‘f;i.
3 S E R G
: Sl
: CARL
AR SO
el
= Rl N
T e
5
R
+
SIS

STROMBERG-
CARLSON

ROCHESTER 3, NEW YORK

Radios, Radio-Phonographs, Television
Sound Equipment and Industrial Systems,
Telephones, Switchboards, and Intercommunication Systems
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These Things May Change —
fto Affect Your Business

® The radio-appliance retailer who is on his toes is studying his business
operations more carefully today than he has ever done before.

He is attempting to foresee what effect certain future changes from
present conditions can have on this business of his. :

Such searching scrutiny on the part of the dealer is to be expected. In
the midst of present unsettled conditions and fresh “headaches,” the dealer
not only cries “this can’t last forever”, but is concerned with what things
will be like when present emergencies are over.

OPA, scheduled to fold up the last of next June, is now controlling
every transaction the dealer makes with his customers in sales and in
service. OPA governs all selling and service prices.

‘OPA fixes the dealer’s profit margins. It controls some trade-in con-
ditions and other phases associated with retail selling. The vast authority
it exercises over manufacturers and wholesalers affects the retailer too.

Right now no one knows whether the present agitation to prolong
OPA’s life will be effective, but every dealer, wholesaler and manufacturer
knows that if OPA goes out of business next June, many radical changes
will take place. OPA probably represents the greatest influencing factor
in this business field today, so while we’re scanning other possible trends
and factors, of which there are many, let’s see what the exodus of OPA
might do to change our business routines: ’

Retail list prices might rise or fall.

Profit margins might increase or diminish.

Trade-in competition could increase. Or, having done away with
laws prohibiting dealers from demanding trade-ins from customers as part
of deals, trade-ins might fall off if retailers insisted that customers trade
in used equipment at rock-bottom allowances. -

If, as OPA officials assert it will, inflation should crop up as a result

of its demise, dealers, wholesalers and manufacturers might have to pay
even higher wages than they are paying now.

Federal Reserve Board’s Regulation “W”, governing credit terms, is
another law which if done away with would affect the retailer’s business,
and might thrust him once again into a war of chaotic “easy term” com-
petition. (See Reg. “W” refresher article on page 72.)

Certainly the entire pattern of pricing and selling will change radically
and rapidly when (and if) OPA bows out. ‘

And certainly those of us who make or sell radios and appliances, and

who expect to stay in the picture, must do all we can to foresee what
conditions may come and get ready to meet them.

‘RADIO & Television RETAILING o March, 1946

'O. H. CALDWELL, Editor * M. CLEMENTS, Publisher * 480 LEXINGTON AVENUE, NEW YORK 17, N. Y.
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RADIO, Electrical Appliances

SUBSTANTIAL DELIVERIES TO DEALERS are

expected by industry leaders somewhat according to the
following seasonal calendar: This spring—traffic appli-
ances, table radios and vacuum cleaners; this summer—
washing machines, electric ironers, refrigerators and
electric ranges; this fall—console radios and phonograph
combinations. These are over-all industry predictions
which naturally will vary greatly from one company
to another.

HERE’S WHY SETS ARE STILL SCARCE: Components

hard to get, wooden cabinets ditto, and production line
equipment and skilled help to set it up both difficult to
obtain. In addition, the unsettled labor situation
keeps makers awake nights. Having settled most dis-

utes over more money for workers, radio industry
faces a constantly shifting labor situation which drains
many markets of skilled help.

SHORT-WAVE SET BOOM ON WAY? With the

great new interest in world affairs, many industry
leaders look for a huge demand for radio sets capable
of receiving foreign reception. They look for this boom
to occur soon after the first hunger for “any kind of
radio” has been satisfied. Claim many listeners dislibe
edited re-broadcasts. On the other hand some makers
foresee possibility of some international set-up whereby
world broadcasts may be poured into a “funnel” to be
disiributed to all nations in their respective languages.

“ILL WAIT FOR BETTER MODELS” is a customer

statement which shouldn’t faze any retailer. There
are numbers of forceful arguments against any such
stated public beliefs. For example: Famous-brand
makers’ schedules for 1946 are for the most part com-
plete now . . . with the exception of a few pieces
of junk produced by “unknowns”, gudlity of radios
and appliances is tops . . . and prices are Jow but
may rise if price-fixing is ended this year. In this
market, the buyer should supplant the old saying
“caveat emptor” (let the buyer beware) in his mind
with the dealer’s advice to “buy the best now. There’ll
be no other chance to choose in ’46, and you may
well save money.”

WOUND UP IN A COCOON of during-the-war in-

difference, -insolence and ingratitude toward the public -

it had previously bowed and scraped to, the commercial
laundry is commencing an attempt to emerge in the role

of a glittering butterfly bent on gathering honey from

its erstwhile victims. Commercial laundries, a national
joke during war-times, again making bids for business.
Contrast  their disservices with the enviable record of
washer makers and dealers during the same period.
Dealer maintenance kept home washers going strong.
Makers supplied parts for machines whose amazing
“stamina” has “sold” users a hundred per cent.

TABLE MODEL RADIO-PHONO combinations will

26

robably sell far ahead of console “combinations”
in 1946 the way things look now. Certainly they’ll
be ahead in sales of units; quite likely ahead in cash
volume too. This is because of greater difficulty in
getting cabinets, parts, etc. for the consoles.

' CHICAGO PARTS SHOW, MAY 13-16. Manufac-

turers readying exhibits for the Radio Parts and Elec-
tronic Equipment Show, Hotel Stevens. Enterprise
under sponsorship of Assn. of Electronic Parts and
Equipment Mfrs., Parts Division of RMA, Sales
Managers Club (Eastern division) and National Elec-
tronic Distributors Assn.

SELLING TELESETS IN NEW YORK area now.
Andrea Radio Corp., N. Y., advises that it is cur-
rently merchandising three television set models,
ranging in price up to $699.50. Changes, later
required, to adjust to new bands, restricted the sale
to New York territory.

ONE GOOD THING ABOUT SCARCITY of radios
and appliances is that manufacturers, distributors and
dealers won’t have to worry about the problem of
handling new models which always used to out-mode
certain numbers. It's a safe bet that no first-line maker,
who has announced his full schedule for this year, will
bring out any designed-to-supersede items during 1946.

- ANOTHER HEADACHE FOR THE DEALER is re-

sulting from OPA price changes on some lines.
Dealers who take orders now for future delivery
should check old prices carefully before making com-
mitments to customers. Also, they should advise
those patrons already signed up of any and all
changes.

ELECTRIC REFRIGERATOR MAKERS gauging
the market, include as their just prey owners of non-
mechanical boxes. Manufacturers of “ice” ice-boxes are,
naturally, gunning for this business too. Once again
the ice-man will be important to the salesman selling
refrigerators.  Electric box salesmen used to follow
ice-men along their routes to “spot” prospects, and ice
companies selling non-electric units, frequently paid
ice deliverers commissions for furnishing “leads.”

MASS SELLER BECOMES ONE-SET MINDED! For
our say-it-can’t-be-true d‘eipartment, we contribute this:
A nationally-known radio-chain store executive at-
tended a meeting held by the jobber for an eastern
manufacturer. A few sets were to be given away as
door prizes. Said the before-mentioned mass mer-
chandiser, “I hope I win one.” *“Don’t tell me you
need a radio in your home,” scoffed a friend. “Oh,

. no,” replied the chain-store executive. If I win it,
I'll put it in stock!”

NEW HOUSING and other construction will be limited
during 1946 mainly by a spotty and uncertain materials
situation. And if 1946 revival is to be followed by
a sound construction boom, the industry must face
squarely the problem of reducing costs.

RADIO & Television RETAILING @ March, 1946



tecords, and Television, TODAY

WIDE PRICE INCREASES NOT EXPECTED for
either radios or electrical appliances in spite of recent
widespread wage increases. OPA will not allow sub-
stantial increases while it continues in - existence,
which most observers agree will be at least through 1946.
Intense competition in the industry also argues against
price rises. Instead, manufacturers are expected to in-
vent still more last-word methods to increase efficiency,

THE WACKY MATERIALS AND HELP situation

has resulted, so help us, in an over-supply of a few—
yes, very few—electrical appliance items. This seems
inconceivable in a market where almost all other radio
or appliance numbers are scarce as hen’s teeth.

PHANTOM DIALS are featured in at least two new

radio lines. One Bendix model appears to be a drop-
leaf end-table until turn of drawer-knob switch causes

and with the prospect of large volume and lower taxes,
they should make a reasonably good profit.

A NEW WASHING PRINCIPLE, “THE BOUNCING
BASKET,” is claimed by Apex for its automatic

" lighted dial to appear through grain of the wood.
New Zenith three-way portable has a shutter which
moves back and exposes dial scale.

ESTIMATED AVERAGE ANNUAL DEMAND

washer. The machine features a metal basket, which
bounces vigorously, but does not revolve. Clothes are
tumbled and revolved by baffles, and constantly pres-
ent new surfaces to the water which spurts up from
the bottom of the basket.

INDUSTRY HOPES TO PRODUCE fifteen million
electric and hand-wound alarm clocks in 1946. Wall
and kitchen clocks, manufacture of which ceased June
1942, are in great demand and makers are shooting at
high production figures for them too. Low price of
electric time-keepers insures huge resale possibilities
since most users are unwilling to spend money fixing
up old ones. :

DEALER: I//of/u'ng in my full line will ever become
~ a_Sideline /”

RADIO WITH FM AND TELE will carry this industry
to great new heights in the near future. Our “key-
dealer” subscribers, many of whom knew radio as
their first love, and who recently have become known
as the top dealers in electrical appliances, will ex-
perience greatly expanded businesses both with the
new things in radio and with appliances. Neither of
these great ‘selling items will ever become sidelines
with RTR’s retailer readers—acknowledged to be the
outlets most desired by first-line manufacturers.

FLUORESCENT LAMP SETS RECORD for pop-
ularity. Despite the fact that the lamp is less than 10
years old, it made merchandising history with its almost
immediate public acceptance. Forty million fluorescents
Were made in 1945.

CBS COLOR TELEVISION on 490 mc tremendously
impressed NY video fans Feb. 1-9. New antenna
(20-to-one gain) now broadcasting horizon-wide.
Good as black-white tele now is, observers unanimous
that color when available will put great added im-
petus into video sales.

over next five-year period for radios will be 5,000,000
sets; for electric refrigerators, 3,000,000 units; for
washing machines, 2,500,000 ; vacuum cleaners, 2,000,-
000; electric ranges, 800,000, according to B. W. Clark,
VP in charge of sales for Westinghouse. “If we add
flat irons, roasters, toasters, coffee makers, room heaters,
sun and heat lamps, lighting lamps and fixtures,” stated
Mr. Clark, “here is an annual market of more than
$2,000,000,000 a year in utilization devices alone.”

PUBLIC LISTENS TO these soap operas, tops in

Hooper ratings, in order shown:

“When A Girl Marries” L
“Portia Faces Life” -_
“Ma Perkins”’ g
“Breakfast in Hollywood” i
“Romance of Helen Trent”

“Pepper Young’s Family” i
“Young Widder Brown” .
“Our Gal Sunday”

“Stella Dallas”

“Big Sister”

“COMPETITIVE CAT-AND-DOG FIGHT" in ap-

pliance field “that will hit the industry right in the
eye” is what W. J. Cashman, Landers, Frary & Clark
publicity and prowmotion head sees ahead. He says that
“while the demand may. rise 30%, over the 1940-41
average in the first year of postwar production, com-
petition will increase at a faster pace.”

NEW LINE OF AIR CONDITIONING equipment for

home and office is being planned by Refrigeration
Corp. of America. This is part of an expansion pro-
gram which includes increased production of home
and farm freezers. The move is made possible
through the additional working capital provided
when Refrigeration Corp. was purchased by Noma
Electric Corp. of N. Y. C.

MUSICRAFT BUYS GUILD LABEL—which opera-

tion, in addition to increasing its number of recording
artists, will up production with the addition of the
former Guild plant at Norwalk, Conn. Musicraft was
recently acquired by Jefferson-Travis Corp.

In This Issue—THREE MAGAZINES IN ONE, covering RADIO; ELECTRICAL APPLIANCES; SERVICE

Latest Radio Merchandise, pages 34 to 39

Listing of Radio Manufacturers, page 50

RADIO & Television RETAILING ® March, 1946

- New Things for Service and Sound, pages 104, 108

Newest Electrical Appliances, pages 58 to 73

Listing of Electrical Applfance Makers, page 74
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® “Sell More in Your Store!”’—
(more to each customer).

That’s the slogan to adopt—and

to adapt to your own business. A
theme for increasing volume for
yadio'—appliance retailers now on
the verge of receiving plentiful sup-
plies of merchandise.

Here’s the how-to-do-it blue-

print:

THE TIME: Now! Make your
plans. -

THE PLACE: Your store.

CAST OF CHARACTERS:
sales staffl—your customers.

THE MOTIVE — To make more
money.

Preceding issues of this publica-
tion have carried articles on selling

Your

Sell more than

one Radio set-
Sell Discs

with

Combos —

Sell Car Radios —
Sell Service.

28

the customer ‘“up”.
an article dealing with selling the
customer “more” via a ‘“related
merchandise” sales plan, appeared
in our November,
Since the selling “up” angle was
treated at length in that issue it
will not be necessary to do more
than reiterate the advice—“sell the
customer ‘up’”’—as a Number One
fundamental piece of merchandis-
ing. So let’s look at it this way:

1. Always sell the customer the
better models. '

2. Always try to sell something

else, “related” to the original pur-

chase.

Related Sales Easy

Selling more to each customer
isn’t difficult. Result averages are
high in every store where genuine
effort is expended. A look-back at
our past selling experiences will
convince us that selling more to
each customer is a workable, profit-
able and desirable technique. It
will be used more and more in the
future because the desire on the
part of the home-owner for free-
dom from work and boredom is
growing — growing with a new

In particular,

1945, number..

Try to sell
Food Freezers, too —
Sell other
Kitchen

”‘ items —

" Dishwashers

= Mixers, Cabinets,
Disposals, Ventil-

ating fans, etc.

awareness to the advantages of
modern home improvement equip-
ment.

To work this selling-more plan
you don’t have to use hypnotism,
but you do have to invoke your
powers of suggestion and use a
little down-to-earth psychology.

You and your salesmen should
think of a “related” item to present
to the customer during or imme-
diately after the sale of a certain
radio or appliance. The reason for
this is that the customer buying
something for the kitchen is think-
ing about the kitchen and about
food preparation, etc. The radio
purchaser is thinking about enter-
tainment, enlightenment and the

«
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Sell Hand Irons,

\| i Clothes

PO ———
|| | / Dryers,
B2

Iron Boards, etc.

appearance of his home. The laun-
dry equipment buyer is thinking of
cleanliness, freedom from work, and
economy. The customer who buys
a sparkling chromium table appli-
ance is thinking in terms of what
the article will do not only in the
preparation of food but in enhane-
ing the appearance of the dining
room. :

Multiple Selling

Every dealer who participated ac-
tively in any of the incandescent
lamp makers’ campaigns to sell
more bulbs to each person realizes
that such sales efforts were well
repaid. The dealer who sells bulbs
knows, for example, that most of

the calls for a single item come §

from those buying such a bulb for
a kitchen fixture. This is because
the life of the bulb in such fixture
is cut down due to concentration
of heat within the fixture globe.

The dealer knows—and has been
told many times by the manufac-
turer—that the buyers who asks for
one bulb can nearly always be sold
more than one if a little extra ef-
fort is used.

The same technique can be em-
ployed in selling anything else in

 Sell more than one —Y

Sell
~ Room
7 Coolers;
g !

attic exhaust fans,
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the store. Let’s look at the record.
Wandering out of our field we
can see examples of selling more to
each customer through suggestive
solicitation by the clerk in present-
ing “related” merchandise at the
right time.
. Buying Moods
- “Need any razor blades?” sounds
rather trite on the face of it, but
a large percentage of men who
come into drug stores to buy one
specific item take home razor
blades or some other item suggest-
ed by the clerk. i
The woman shopper who buys,
for instance, a certain cosmetic
product, often buys some ‘“special”
which the clerk is required by his
employers to stress. Just before the
war the cigarette buyer .exposed to
the “want two for a quarter?” tech-
nique often accepted the offer.

Those asking for cigarettes and -

N

Sell more than

one type to each

customer —

Sell

attachments.

cosmetics are thinking about them
at the time the request is made.
“Related” merchandise suggested at
the right time by the clerk is more
than half sold in many instances.

When a man fries on a new suit
he is likely to be more conscious
of the fact that he needs new shoes,
a new hat or new gloves. A new
dress purchased by a woman nearly
always brings to mind the need
for a new hat and other accessories
to “go with it”. The smart clerk
capitalizes on his knowledge of buy-
ing moods of his customers. He
knows just what “related” mer-
chandise to offer.

In our field we cannot prod the
customer with “Need any razor
blades?” techniques. It takes us a
little longer and requires a little
more of our time to attempt to sell

MORE to Each Customer

more to every customer we talk
with. But we can and will be well
repaid for efforts when they are
intelligently made and expertly
timed.

Following are some money-mak-
ing suggestions for selling more to

Sell customer idea
" of accumulating -

~ ,.“’,‘c‘o'mplefe

Sell utility

_ and appearance.

each customer:

RADIO: When you sell one set
to a customer, always suggest the
purchase of extra ones for addi-
tional rooms. Extra sets for the
children; for the rumpus room in
the basement, for the kitchen, etc.
When you sell a combination radio-
phono make it a point to try to get
the buyer to make a selection of
records. How’s the condition of the
customer’s auto radios? When you
sell a receiver to a customer there
is no better time to suggest a
check-up of the antenna system,
or that you be permitted to look
over all the customer’s sets.

Products Akin

ELECTRICAL APPLIANCES: The
customer is interested in FOOD
PREPARATION and FREEDOM
FROM DRUDGERY at the time
he purchases any equipment for
the Kkitchen. When you sell a
refrigerator, a range or a dish-
washer, try to interest the pur-
chaser in a food freezer, a food
mixer, a disposal unit, a roaster,
kitchen cabinets, an exhaust fan,
ete.

The sale of any table appliance,
such as a coffee-maker, is the deal-
er’s cue to show the customer toast-
ers, sandwich grills, waffle irons,

‘broilers, liquefiers, hot plates, corn

poppers, etc. Such utility items
also add to the appearance of the
dining room or breakfast nook and

(Continued on page 114)
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The attractive store-
front gets a great deal
of attention from
passers-by. Center
window makes an ef-
fective “outside’” dis-
play. Firm believes
that money spent on
remodeling will prove
sound investment.

® A modern store is needed to sell
modern merchandise. Acting on this
belief, Alfredo Flores, proprietor of
the Alamo Piano Co. one of the
leading radio-music stores in San
Antonio, Tex., has revamped and
expanded his establishment.

With the same thoroughness that

has marked most of his operations,

Flores “reconverted,” and at present
has a profit-pulling store which is
the “talk of the town.”

The result of this modernizing is
that the city now has one of the
most attractive establishments de-
voted exclusively to the sale of re-
ceivers, records, and musical instru-
ments to be found in the Southwest.

Selling Features

A number of improvements have
been carried out which are de-
signed to keep customers coming

into this store. The following are

among the chief selling features to
be found here.

The storefront has had its “face
lifted” in order to steer attention

30

Texan Uses Modern Store and Merchandising Ideas

for Peak Profits;

in its direction. The exterior has
been faced with glass in two-tone,

. the base being of a light tan color

while the borders and trim are in
ox-blood.

A window, 30 feet in length and
reaching from the floor to the ceil-
ing, provides a clear, unobstructed
view of the interior. This attractive
and spacious window permits effec-
tive display of new radios. The win-
dow display is one of the firm’s
“drawing cards,” and helps to con-
centrate attention on the new
models the: store is currently re-
ceiving.

Realism highlights the store’s
window display. So effectively has
this window been constructed that
passers-by frequently overlook the
glass and are tempted to touch the
merchandise on display!

At each side of the large window
is another “outside showcase” which
is oval-shaped and has an overall
length of 15 feet. The base of this
window is raised three and one-
half feet from the floor level and
provides sales-getting settings for
displays of table model sets, rec-

Displays

Attract Customers

ords, sheet musie, and small band
instruments.

The firm’s name is strikingly im-
posed in large block letters on the
storefront. “Once pedestrians see
our store from the outside, they
remember it,” Dealer Flores stated.
“We've put a great deal of effort
into giving the exterior of the
establishment plenty of customer
appeal. Interest by the public in
our store is proving that the ex-
penditure for overhauling the store-
front was justified.”

Stimulates Sales

Immediately adjacent to the large

window, and within the store itself,
an area has been blocked off and
furnished very much like a living
room in a private home. This elab-
orate arrangement makes for better
sales presentations of Baldwin and
Lester pianos and Estey organs
which this firm handles.

“It makes little difference whether
radio, music, or electrical merchan-
dise is being s0ld, a homelike atmos-
phere is still important,” Flores de-
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clared. “One way to sell more
goods, and this is especially true
on high priced goods, is to display
items the way they will actually
look in the customer’s house.” )

A “sales closing room” has been
established near the showroom floor
where prospective purchasers are
given private demonstrations. Sell-
ing merchandise in a separate room
away from the main floor traffic
helps the salesman develop his sales

This display looks inviting from inside the store or without,
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“Music lovers,” says Dealer Alfredo Flores, “purchase many
radios, phonograph combinations and records. We are out
to reach this market by (1) being active in the musical
affairs of the community (2) building our reputa- 4
tion (3) giving customers an attractive store
in which to buy (4) using sales-pulling
displays (5) giving expert service.”

March, 1946

talk more effectively., Moreover,
outside distractions and interrup-
tions are avoided which might pre-
vent the customer from saying, “I’ll
take this radio-phonograph set.”

Profitable Combination

A combination of smart merchan-
dising and good lighting has been
used to increase the sales appeal
of radios, band instruments, etc.

A large music line is carried.

To show off goods at their best,
fourteen shadow boxes have been
constructed on a ledge along one
side and one end of the sales floor
to highlight individual items. Con-
cealed lighting gives the store a
warm atmosphere as well as accent-
ing the features of these displays in
a very effective manner.

Flores will place more emphasis
on his record department in the
future than he has in the past.
With this in mind, three disc listen-
ing booths have been provided
where music lovers play their favor-
ite releases.

The importance of record booths
in selling discs (and perhaps radio
phonograph combinations) is made
clear by this store. Since the listen-
ing stations were established, sales
of records have increased over 100
per cent.

Buyers Like Set-Up

Sheet music contributes to the
volume. To sell more sheet music.
a piano has been placed near this
department where buyers may play
their selections.

In the basement of the store, six
glassed-in studios have been built
where teachers give music instruc-
tion, or where pupils practice their
exercises. These studios have done
much to establish the company sol-
idly in the minds of the teachers
and pupils and make them live-wire
boosters of the firm,

Two glass-enclosed bulletin boards
have been provided, one on the in-
side of the column at the corner
entrance, and the other on the
side of the building. The former is

(Continued on page 114)
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Jack’s headquarters (right) will ‘continue to
original radio and wmusic shop.

be his

Radio ~ Record Dealer
Opens Branch Store to

Cash in on Camera and

Applidnce Market

® Radio retailers face a great fu-
ture, believes Jack Wintman, pro-
prietor of Jack’s Radio & Music
Shop, 367 Broadway, Chelsea, Mass.,
who has taken steps to insure his
own profitable operation.

Confident of a steady flow of
business in receivers and electrical
appliances, this New England dealer
has expanded his organization by
moving his radio-appliance depart-
-ment to a separate store. Wint-
man’s new establishment is located
two doors away from his successful
record and music store.

“Despite the fact that the record
establishment has enjoyed a steady
growth of volume in radio sales and
service in a less desirable location,”
Wintman stated, “we are aiming to
get a still larger slice of the set-
appliance market.”
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Originally the firm’s owner had
intended to lease a store imme-
diately adjacent, or a large one on

on Chelsea’s main street. Unable
to do so, however, the radio and
electrical appliance department
was moved to its new location and
linked by “wire”.

Time and Money Saved

To operate both stores as one,
the establishments are connected
by a Philco intercommunication
system. This arrangement makes
it convenient for the proprietor to
operate both stores as one unit.

“A great deal of shoe leather and
time are saved by using  this
method,” Wintman explained. “Fur-
thermore, it enables me to keep
close tabs on the goings-on at each
store. The intercommunication sys-

RADIO & Television RETAILING o

tem makes it possible to operate.
efficiently.”

The choice of a location for the
new establishment was dictated, in
part, by a peculiarity of the Chel-
sea shopping distriect. This area
consists of two squares connected
by a main street. Several bus and
street-car lines terminate in each
of the squares, but the choice lo-
cations are on Broadway. The large
stream of pedestrian traffic from
both squares passing through the
street makes this location desir-
able. .

Profit-making sales policies have
already been drawn up by Wint-
man. As far as possible, the store
will side-step home demonstrations.
Demonstrating a set or electrical
appliance in the customer’s home
causes wear and tear to the equip-
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Jack Wintman in his main store (above) suggests to a customer new phonograph records from a list of best-sellers, near a display of radios and
combinations. Expansion has been arranged by an entirely separate branch (below) for appliances and cameras.

ment, costs money, takes time, and
often. does not result in a sale, this

proprietor feels.

RADIO & Television RETAILING e

“We’ll avoid home demonstrations
as much as we can, as we believe
that more profit can be made by

explaining the features of a new
receiver or refrigerator in the
store,” Wintman declared. “We in-
tend to concentrate on in-store
selling.”

Newspaper and direct mail adver-
tising will be used by the firm to
uncover new sales prospects. How-
ever, Wintman believes that among
the real keys to success are loca-
tion and excellen% service,

A full line of radios and electrical
appliances will be handled here, in-
cluding such well-known names as
Admiral, Bendix, Crosley, RCA,
Speed Queen, Blackstone, etc. An
amateur photo and movie depart-
ment is also in the new store.

Big Record Volume

The establishment has done a
large volume of business in records
at the neat Radio & Music Shop.
With radio-phonograph combina-
tions back on the market, Wintman
expects to break all previous rec-
ords in the sale of discs.

Three sales persons are employed
to sell records at the well-stocked
store. A record listening booth, in
addition to the counter record
player, is available for the con-
venience of customers.

According to the proprietor of the
firm, the store will have little dif-
ficulty selling in the present sellers’
market. But, to prepare for the
coming buyers’ market, and to
make steady buyers of its custom-
ers, the establishment will stress
the first-rate service available here.

“We will put our maintenance
section to work ‘selling’ more radios
and electrical appliances,” Wint-
man asserted.
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Stromberg-Carison
RADIO & COMBO

"The Companion” is a table model
standard broadcast radio; operates in-
dependently on battery. Space pro-
vided for battery inside cabinet, which
is styled in rich walnut. Features per-
manent magnet dynamic speaker, auto-
matic volume control, easy-to-read phos-
phorescent dial. Connection for outside
antenna. :

"The Georgian” model radio-phono-
graph combination comes in a cabinet
of rich Georgian design in African swirl
mahogany. Receives on standard broad-
cast, short wave, and 2 FM bands. 12
push-button control. Automatic range
shift and volume shift. Plays 107 or 12~

records intermixed; automatic stop. Rec-
ord changer has featherweight crystal
type pick-up. Connection for wire re-

cording. 37" high, 38Y,” wide, 181/~
deep. Stromberg-Carlson Co., Roches-
ter 3, N. Y.—~RADIO & Television RE-
TAILING

Trav-Ler RADIO & PHONO

Model 5000 is a 5-tube ac-de¢ table
model in a plastic cabinet. Uses two

34.

dual-purpose tubes; large 5’ P.M.:dy-
namic speaker. Automatic volume con-
trol, built-in loop antenna. OPA price
is $19.25,

Model 7001 is a portable electric pho-
nograph. 5” dynamic speaker incor-
porates Alnico 5 magnet. Lightweight
crystal pick-up arm plays 107 or 12~
records with lid closed. OPA price is
$28.35. Trav-Ler Karenola Radio & Tele-
vision Corp., §71 W. Jackson, Chicago,
I.—RADIO & Television RETAILING

Motorola RADIO & COMBO

Table model 65X11 comes in brown
plastic cabinet. Operates on ac-dc.

Features “Aero-Vane” loop. Measures
1254 x 775" x TVYy" deep. OPA price $26.

Radio-phono combination model 65F21
changes ten 10” or eight 12" records.
Available in walnut veneer cabinet.
Operates on ac; receives on two bands.
Features “Aero-Vane” loop. Measures

=

281/, wide, 33" high, 161/,” deep. Galvin
Mig. Corp., 4545 Augusta Blvd. Chi-
cago, IIl.—RADIO & Television RETAIL-
ING
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Echophone RADIO

Model EC-102 is a 5-tube, 3-band, ac-
dc table set. Comes in plastic cabinet

which “will be available in a lustrous -

ivory, as shown, or in a mottled walnut

or ebony. Features duplex dial ar-
rangement for electrical band spread
tuning. Echophone Division, Hallicraf-
ters Co., 2611 Indiana Ave., Chicago 16,
Lil—RADIO & velevision RETAILING

Philco COMBOS

Model 1214 comes in a cabinet of au-
thentic Heppelwhite design. Cabinet is
blend of quartered American walnut,
crotch walnut, and walnut veneers. Set
has 14 tubes, including rectifier. Ad-
vanced FM system. High fidelity tone
control; 2 balanced dynamic speakers.

Deluxe record changer has feather-

weight tone arm with permanent jewel.

Push-button tuning for FM and AM.
Model 1215A is a reproduction of the
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authentic English Regency pattern. Cab-
inet of fine veneer, solid and crotch ma-
hogany woods with edge-veneered top.
14 tubes, including rectifier. Advanced
FM system. High fidelity tone control.
2 balanced dynamic speakers. Deluxe

record changer features featherweight
tone arm with permanent jewel. Push-
button motor tuning for FM and AM.
Philco Corp., Tioga & C Sts., Philadel-
phia, Pa—RADIO & Television RETAIL-
ING

Olympic RADIOS

Model 6-501 is a 5-tube ac-dc super-
het using two multi-purpose tubes. Au-
tomatic volume control and distortion-
reducing audio circuit. Improved 57 dy-
namic speaker. Built-in “"Hyper-Q” an-

tenna. “Clear-Vue” edge-lighted lucite
dial with large 3-dimensional numerals
inclined for easy vision. Plastic cab-
inet is available in ivory or walnut. 12"
long, 6%” high, 5%” deep. Weighs
about 7 pounds.
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Model 6-506 uses dual-purpose tubes
in 5-tube ac circuit. Permits use with
phono record player: also use of set
with converter unit for FM and televi-
sion sound. Features “Tru-Base” for
faithful tonal reproduction. Has built-in

“Hyper-Q” antenna. Contemporary Mod-
ern cabinet in rich walnut, fashioned of
fine hardwood and choice veneers.
16Y4" long, 9% high, 8’ deep. Weighs
about 19l, pounds. Hamilton Radio

Corp., 510 Ave. of the Americas, New.

York, N. Y.—RADIO & Television RE-
TAILING ’

Bendix RADIOS

Table model 626-A has a one-piece
monoformed plastic cabinet, built-in
concealed handle, and dustproof, en-
closed back. Receives on short wave
and full standard broadcast bands, 8-

tube pzrformance through 6-tube super-
het circuit using two double-purpose
tubes: ac-dc operation. Neutral gray
finish. 123" wide, 8 5/16” high, 8 3/16"
deep. .

Model 716-A is a deluxe wood table

set in a Contemporary modern cabinet;
new all-woven metal grille. Receives
on two short wave and full standard

‘broadcast bands. Operates on ac. 9-

tube periormance through 7-tube super-
het circuit using two double-purpose
tubes. Special radio - phonograph

changeover switch and special tone con-
trol with separate full tone settings for
radio and for phonograph operation. In
American striped walnut with inlaid
mahogany shoulder band and base.
143" wide, 11” high, 9" deep. Bendix
Radio Division. of Bendix Aviation
Corp., Baltimore 4, Md.—RADIO & Tel-
evision RETAILING

Magnavox COMBO

Georgian period model has fully au-
tomatic record changer with “Pianissi-
mo’’ pick-up. 12” “Duosonic” speaker.
Optional FM chassis incorporates 8

tubes, including tuning eye and recti-
fier, in addition to tubes in AM chassis.
AM radio-phono chassis with power

(Continued on page 36)
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New Radio Models to

butt walnut top, front and sides with
contrasting zebra-striped walnut trim.
13%4” high, 15%” wide, 155" deep.

output of 12 watts contains 9 tubes in-
cluding rectifier and tuning eye. 6-sta-
tion automatic push-button tuning. Re-
ceives on broadcast and world-wide
short wave bands. Available in ma-
hogany, walnut, or white prima vera.

30" wide, 18” deep, 35%” high. The

Magnavox Co., Fort Wayne 4, Ind.—
RADIO & Television RETAILING

Farnsworth RADIO & COMBO

Portable model EP-351 is a 5-tube,
3-way set operating on 110 v. ac-dc or
dry battery operation; single band.
Cabinet covered in grey pin-striped
washable plasticised fabric. Has wire-
wound loop built-in antenna in door of
receiver which affords directional pick-
up when radio is rotated.

Radio-phono combination EK-265 is a
6-tube model which has deluxe 3-point
suspension record changer that accom-
modates twelve 10” and ten 127 discs
gently and safely. Lightweight tone
arm is equipped with sealed crystal
pick-up: permanent stylus is used. Mov-
ing dial has illuminated lucite pointer.
Cabinet comes in richly-figured walnut
woods. Farnsworth Television & Radio
Corp., Fort Wayne, Ind.—RADIO & Tel-
evision RETAILING
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Stewart-Warner .
RADIOS

Model 9005-A is a 4-tube battery
single-band walnut table set. Uses
3-gang condenser and tuned r-f stage
for maximum selectivity and sensitivity
with minimum of noise pick-up. Speaker
magnet uses new Alnico material. OPA
price $32.20 (not including batteries).

Model 9001-E is a 6-tube 2-band ac
radio in a mahogany Hepplewhite-
styled Pembroke drop-leaf table. Iron
core push-button tuning for greatest
stability. 6 buttons, including one for
button-to-manual shift. Low impedance

loop,” 3-gang condenser. and tuned r-f
stage. Phonograph jack for external
record player. Stewart-Warner Corp.,
Chicago 14, I.—RADIO & Television
RETAILING :

Clarion COMBOS

Model C-101 is a 5-tube (including
rectifier) table model radio-phono com-
bination, Operates on ac-dc. Has 5”
high flux density PM speaker with Al-
nico 5 permanent magnet. Loop an-
tenna; can also be used with external
antenna. Automatic record changer has
constant speed motor. Jam-proof mech-
anism: plays twelve 10” or ten 12" discs.
Full-tone zephyr-weight pick-up. New
floating stylus. Center-matched sliced

\

Model C-107 is a 6-tube (including
rectifier) ac superhet radio-phono- con-
sole. Has 8" electro dynamic speaker.
3-dimensional dial. 3-gang condenser:
tuned r-f stage for greater efficiency.
Features are pull-out phonograph
drawer, record album compartment.
Automatic record changer with jam-

proof mechanism; plays twelve 107 or
ten 127 discs. Self-starting, constant
speed motor. Radio-phono change-over
switch. Warwick Mfg. Corp., 4640-50 W.
Harrison St., Chicago 44, IIl.—RADIO &
Television RETAILING

Westinghouse COMBOS

The “Symphonic 14" radio-phono com-
bination has 14 tubes, including recti-
fier. “Plenti-Power” circuit gives set 17
watts of undistorted power output. Re-
ceives on AM, FM, and short wave
bands. Automatic record changer has
single button control. Large record
storage space is provided. Seasoned
hardwood cabinet in crotch mahogany
veneers with hand-rubbed finish.

. "Super 7” automatic radio-phonograph

RADIO & Television RETAILING @ March, 1946



combination has broad easy-to-tune in-
strument panel with an edge-lighted
dial. 6 electric push-buttons.
including rectifier.

7 tubes
Receives on stand-

ard and short wave bands. Available
in mahogany or walnut veneers. West-
inghouse Electric Corp.,, Home Radio
Division, Sunbury, Pa.—RADIO & Tele-
vision RETAILING

GE RADIOS

Model 105 is a deluxe 5-tube ac-dc
superhet. Receives on standard broad-
cast band. Decorative grill is of multi-
weave burnished metal. Felt feet on

base of set protect polished furniture
tops. Solid mahogany cabinet in blonde
finish. 13 wide, 81 high, 7 15/16" deep.

Model 111 has 5-tube superhet cir-

RADIO & Television RETAILING e
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cuit; operates on ac-dc. Receives on
standard broadcast band. Cabinet is of
one-piece molded ivory plastic. 47

“Dynapower” speaker uses magnet ma-

terial, Alnico 5. Full-vision dial and at-
tractive pointer provides easy tuning.
97" wide., 6Y3” high, 5%;” deep. Gen-
eral Electric Co.. Bridgeport, Conn.—
RADIO & Television RETAILING

Sparton COMBOS

Model 14-CM-76PA radio-phonograph
combination receives on standard
broadcast. frequency modulation and
short wave bands. Features automatic

record playing. Model 14BM-76-PA is

an attractive radio-phonograph com-
bination which also features AM, FM,
and foreign reception. Has automatic
record changer. The Sparks-Withing-
ton Co., 2400 E. Ganson Ave., Jackson,
Mich.—RADIO & Television RETAILING

Provide Greater Profils

Garod COMBOS

Model 7APl is a 7-tube radio-pho-
nograph combination housing a super-
het receiver, and automatic 2-post rec-
ord changer for. twelve 107 or ten 127
digcs. Matched grain walnut veneers in

o 4

2-tones with contrasting lid which can
be closed while phono is in use. Push-
pull audio system and concert tone
speaker.

Model 5CPS2 is a chairside combina-
tion radic-phonograph. Superhet cir-
cuit has range, tone, volume, and se-
lectivity with 8” speaker. Automatic

record - changer handles twelve 107 or
ten 127 discs. Spacious record storage
compartment built in side of rich wal-

nut cabinet. Garod Radio Cotp.. 70
Washington St., Brooklyn 1, N. Y.—
RADIO & Television RETAILING

Scott RADIO

Innovation in postwar Scott radio is
a dial front, set on a roller track, which
rolls out for tuner convenience. The
entire dial rests inside the cabinet when
not in use. E. H. Scott Radio Labs, Inc.,
4450 Ravenswood Ave. Chicago, Il.—
RADIO & Television RETAILING

(Continued on page 38)
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New Receiver Models

Senﬁnel_ RADIOS

Model 293-T is a 6-tube superhet with
r-f stage for distant reception. Operates
.on ac-de. Full-vision slide rule dial.
Full range tone control. Also featured
are built-in léop antenna, 6” oval per-
manent-magnet dynamic speaker, beam
power output. Set has automatic vol-
ume control. Streamlined walnut veneer
cabinet,

Model 294-T is a 6-tube ac-dc super-
het. Receives on two bands. Has 6"
permanent-magnet dynamic speaker:
automatic volume control. Among fea-
tures are built-in loop antenna, full
range tone control, slide rule dial. Beam
power output. Cabinet is of walnut
.veneer. Shipping weight is about 11
pounds. Measures 15 x 934" x 714", Sen-
tinel Radio Corp.. 2020 Ridge Ave.
Evanston, IIl.—RADIO & Television RE-
TAILING

Arvin RADIO & COMBO

Model 544A is a 5-tube ac-dc¢ table
set. Uses rectifier and two dual-purpose
tubes. Superhet circuit with 2-gang
variable condenser. Built-in loop with
connection for external antenna if de-
sired. 5" electro dynamic speaker, Avail-

able in ivory plastic or in walnut (544). -

Weighs about 9 pounds. 95" wide,
61, high, 5Y,"” deep. OPA price $15.65.

Table combination model 558 comes
in walnut wood finish. 5-tube ac-dc¢
radio, including rectifier and two dual-
purpose tubes. Ac phonograph com-
bination. Phono motor is self-starting.
Deluxe crystal pick-up system. Super-
het circuit has 2-gang variable con-
denser. Cabinet is walnut finished
wood with lid that encloses phonograph
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mechanism in top. Woven plastic grille,
non-fading and washable. 163" wide,

15 high, 154" deep. Noblitt-Sparks
Industries, Inc., Columbus, Ind.—RADIO
& Television RETAILING

Fada RADIOS

Model 1000 is one of series available
in several color combinations. 6-tube
ac-dc¢ superhet. Features “Sensive-
Tone”. OPA price $35.50.

Model 652 is one of series in various
color combinations, 6-tube ac-d¢ cir-
cuit gives 8-tube reception. Features

- "Sensive-Tone” for greater sensitivity.

OPA price $36.50. Fada Radio & Electric
Co., Inc., 3020 Thomson Ave. L. 1. C.,
New York—RADIO & Television RE-
TAILING

Crosley RADIO & COMBO

Table model receiver 56TA features
reception on broadcast and overseas
bands, signal web antenna, automatic
sensitivity control. Beam power output
tube, electro-dynamic speaker. Has five

tubes and operates on ac-dc. Brown

bakelite cabinet in modern styling is
712" high, 113} wide, 6 3/16” deep. OPA
price $19.95.°

Model 106CP radio-phono console
uses “Floating Jewel Tone System’ with
master tone control. Receives on broad-
cast, police, and overseas bands. Fea-
tures signal web antenna. Seeburg
“single-control” record changer plays

ten 127 or twelve 10” discs. Automatic
stop after last record. Ten tubes are
used. 6 electric push-buttons provide
automatic tuning. Upright cabinet is
401, high, 30Y," wide, 16 7/16 deep.
The Crosley Corp., Cincinnati 25, Ohio
—RADIO & Television RETAILING

Howard RADIO

Model 901-1 uses 5 tubes (one dou-
ble-duty for 6-tube performance). Highly
sensitive and selective superhet circuit
with built-in low loss loop antenna. Full-
vision dial with large brown numerals
on gold background. 5” dynamic speak-
er floated to minimize microphonism.
Aerial connection provided. Beam power
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output. Operated on ac-dc. Ivory plas-
tic cabinet. 93%;” wide, 6" high, 51"
deep. Howard Radio Co., 1735 Belmont

Ave., Chicago 13, IL—RADIO & Tele-

vision RETAILING

RCA RADIOS -

Model 56X2 is housed in cabinet of
molded plastic finished in antique ivory
enamel. Uses 6 tubes which give 7-tube
performance. Straight line dial set at
angle for full vision. Tunes 540-1620 kc.
734" high, 127 wide, 63" deep. OPA
price $25.95.

Model 56X3 follows the new functional
design. Has recessed-angle, spread-
vision dial. Uses 6 tubes which give

7-tube performance through use of dual-
purpose tubes. Extra large “Magic
Loop” has antenna connection for weak
signal areas. Tunes 540-1620 kc. 81/4”
high, 141" wide, 714" deep. OPA price

$32.25. RCA Victor Division, Radio Corp.
of America, Camden. N. J.—RADIO &
Television RETAILING :

Admir;l RADIO & PHONO

Model 6 to 4—5B1 has 5 tubes and
operates on ac-dc. Superhet circuit.

Streamlined “stretch out” plastic dial’

assembly for easy tuning. Bass com-
pensation gives console-type tone. Wal-
nut cabinet.

HiN

Model 6RP49-3A1 is an electric pho-
nograph with an automatic record
changer. Plays ten 127 or twelve 10
discs. Heavy-duty, constant-speed mo-
tor assures proper reproduction. Per-

manent magnet speaker for tone excel-
lence. Sufficient amplification for large
gatherings. Matched " walnut cabinet.
OPA price $49.95. Admiral Corp., Chi-
cago 42, I.—-RADIO & Television RE-
TAILING

U. S. Television COMBO —

Model R3007 ‘Chambermusic” auto-
matic radio-phono, at right. Operates on
ac. Acoustically constructed deluxe cab-
inet. U. S. Television Mfg. Corp., 106
Seventh Ave., New York 11, N. Y.—
RADIO & Television RETAILING

Zenith RADIO & COMBO

Table model 6D030 in cabinet of
“formed” wood in genuine veneers. In-
cludes 5 tubes plus one rectifier; r-f
amplification. Improved “"Wavemagnet”,
Alnico dynamic speaker. . Ruby on-off
indicator, and full traverse dial. . Cab-

inet is avallabgle in wainut veneer or
mahogany veneer in light bisque finish.
OPA price is $29.95.

Model 12H090 console radio-phono re-
ceives on AM. FM, and short wave
bands. Includes 9 tubes. one power
rectifier, and one 3-purpose phono tube.
Among features are cathode ray tuning
indicator tube, Radionic “Cobra” tone

arm, “Silent Speed Intermix” record
changer. 14”7 Concert Grand speaker.
Cabinet is of conventional design in
genuine walnut finish. OPA price is
$288. Zenith Radio Corp., 6001 W. Dick-
ens Ave. Chicago 39, IIL—RADIO &
Television RETAILING

FOR LATEST ELECI'RICAL APPLIANCES, SEE PP. 58 TO 73
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® What kind of foundation does
radio service make for a complete
radio and electrical appliance retail
establishment? ’

The experience of John DiValerio,
Chicago dealer, provides an answer
to that question.

Back in 1927, when Mr. DiValerio
set up in business at 5617 Belmont
Ave., he stressed radio service. And
he selected a trade name which he
felt would impress the people in
the area with his technical skill.

The name was a long, strong bid
for service business—Television Ra-
dio Company. On this basis, Mr.
DiValerio has built a substantial
business in radio and electrical ap-
pliance repairs. And he sells a large
volume of merchandise as well.

Store Service Policy

The service department at Tele-

vision Radio handles about 100 re- -

paired radio receivers a month, in
addition to the repair work done on
a variety of electrical appliances.
The shop is maintained ir the base-
ment and is under the supervision
of T. Peterson, who has been with
the organization for more than
seven years.

The department provides delivery
and pick-up service. The policy of
the store is to give an estimate on

40

each job and not to begin repair
work until the owner approves the
charge, A 90-day guarantee is given
on all repair work done.

It is his ability to provide service
which Mr. DiValerio feels helps him
compete against other types of
stores which handle radios and
electrical appliances. He has found
that nothing is more disgusting to
a customer than to find no replace-
ment parts or no service rendered
from the place where the article
was purchased.

Direct-Mail Advertising

DiValerio recommends that the
average radio-appliance dealer do
more advertising of his service
postwar than he did before the
war. The dealer should have a cut
or some slogan featuring service
made to put in all his advertise-
ments. His help should be trained
to stress the service facilities of
the store in their talks.

For advertising products, direct-
mail has been the most successful
medium of Television Radio Com-
pany. They have found that a cir-
cular, if properly written, is in
some circumstances just as effective
as a letter.

The company has never depended
entirely on the salesmen to follow

- mail

RADIO & Television RETAILING e

Name and Fame of Chicago Dealer Has Been Built on Tech-

nical Ability in Servicing Radio and Television Receivers

through on the prospect card sys-
tem. Instead, it has used diréct-
advertising consistently to
bring many prospects into the store.

One method of direct-maijl that
the store has used consists of a
co-ordination with the time pay-
ment accounts. Whenever any ac-
count becomes low enough to war-
rant it, the bookkeeper sends out
a series of mailing pieces to pro-
mote additional sales.

Direct-mail advertising works
best in the peak season for each
product rather than in the off-
season, Dealer DiValerio has found.
The two peak seasons in this store
are Spring and Christmas time,
and he concentrates most of the
advertising into these psriods.

Building Store Traffice

The local newspaper has been
proved to be another successful ad-
vertising medium for Television
Radio Company. The dealer will
use large space as soon as merchan-
dise in quantity becomes available.

Many other methods of attract-
ing customers are also being used.
For example, the store operates a
department -for the collection of
electricity and gas bills as an agent
of the public utility.

This helps to build a heavy store
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Situated near a major bus terminal (above) Television Radio Service depends on mammoth signs
and window displays to attract attention of pedestrians to its service facilities and products.

Top left, T. Peterson, one of Television Radlo’s servicemen, at work.

traffic. The store is laid out so that
people who come in to pay their
utility bills are exposed to a variety
of merchandise attractively dis-
played.

The store is situated in the heart