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J , MFTEEN years of performance continue

to justify the Mallory slogan, “Approved
Precision Products.” It’s the kind of per-
formance that’s the natural result of Mallory
insistence on premium quality—quality
achieved through topnotch engineering, the
finest raw materials and the most rigid
standards of manufacture and inspection in
the replacement parts industry.

Now, more than ever, Mallory performance

Is available to you in complete lines of
premium quality replacement parts at no
extra cost. I’s available through distributors
who have been especially selected for their
ability and willingness to serve you . . . who
give you quick delivery on the items you
need when you need them...and who
offer special assistance on business prob-
lems, including those of management, sales

and personnel.

The MALLORY "Good Service for Good Business” Plan
includes ideas that will help your business grow.

Ask Your Distributor about it.

P. R. MALLORY & C€O., Inc., INDIANAPOLIS 6, INDIANA
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We Serve
138,000 Readers!

EVERY PUBLISHER now and then
gets a faraway look in his eye and
asks himself such questions as: “Is
this magazine as helpful as we think
it is? Or does it land in a pile of
stuff labeled ‘To Be Looked at Some
Time Maybe? ” We had that faraway
look ourselves not so long ago.

BUT NO MORE. We now know that
each month when RADIO & TELE-
VISION RETAILING is consigned to
Uncle Sam’s mail services, it is des-
tined to be read by approximately . .
138,000 PERSONS!

WE KNOW THIS because we
asked our subscribers to give us
the lowdown on who and how many
read it after the postman has de-
livered it. The replies have just
been checked' and tabulated, and
disclose that RADIO & TELE-
VISION RETAILING averages
better than six merchandising and
service readers in the top radio
and appliance stores of the nation
which subscribe to it,

THAT'’S GOOD NEWS—unot just be-

cause we're publishers and generate a

: ‘ happy glow to think so many people
UnceOS"lg research and de_ like us. There are other reasons, too.
This is the largest number of people
L. who have ever read our magazine. Back
velopment by specialized en- in the 30°s there were only three to
four readers per copy as compared to
this six plus of today.

gineering ability, in a factory

THIS INCREASE is an index of
. . prosperity in ’47 and ’48. It dem-
complete with latest produc- onstrates an upsurge in employ-
ment in radio-appliance stores
everywhere. It reflects the doubling
t'i n Ui ment, accounts fOI’ - of industrial production volume.
on equip ve ! It shows that in the last decade the
retailer has come to realize the ad-
visability of selling and merchan-

fhe superiorities Of Me!’it’ 5 dising appliances, records and serv-

ice as well as radios.

Transformers.
MOST IMPORTANT it is indicative

that since V-J Day thousands of new
and old hands in the industry have been
seeking the kind of practical merchan-
dising help which RADIO & TELE-
VISION RETAILING supplies each
issue. That so many each month read
our publication would seem to be all
the confirmation any publisher could

"" 0 ‘ O p possibly 'V\gmt .thét his magazine is
ERIT c Il' & TEEHAON}ESF RMER c RP SEHKISgOIiF’S anlglgETINGS to 138,000

readers from

4427 North Clark Svf. Long Beach 6311 CHICAGO 40, ILL. ' ‘—.The Publishers
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FOR 17 YEARS

T°S happening again—now that cus-
tomers can get what they want. They
are choosing again the brand they have
trusted for 17 years to give the utmost
in value plus years of service and satis-
faction. They are choosing Philco today
by the widest margin in history. ’

Radio Dealers, too, are sitting in the
driver’s seat again—able to buy and sell
as they choose—able to concentrate
their efforts where they will yield the
biggest results—on Philco.

Yes, on Philco, the line that is easi-
est to sell . . . thatis in the greatest
demand . . . that gives the dealer the
biggest turnover in dollars invested . ..
that gives the highest average unit of
sale . . . that builds the greatest custom-
er Good Will.

Now, as you plan for 1948, make
sure the way is clear for you to capitalize
to the fullest on the overwhelming
public preference for Philco. Build with
Philco, the leader, for profits today

‘and customer Good Will tomorrow!

ILCO @i po Qg uTliz A



- Be One of The First to Offer
"HOME INTERCOMMUNICATION

.1 ‘
WEBSTER ELECTRIC ~ d

lelehome

REG. U.S. PAT. OFFICE

HOME INTERCOMMUNICATION

WCRE WIS WY

Everyone Enjoys
Convenience . ..

in Your Community

\; ,\\ £
LAY A

Voice-to-Voice Intercommunication Saves Many Steps in The Home

Creates a New Market for You

Door speaker is added attraction

Brings safety to the home—no doors to open

One can courteously answer the door with a
“Telehome" door speaker without opening it. This
point appeals to many prospects who consider it
an excellent safety feature.

It’s the new items that attract attention. It’s the practical items
that make sales. The new “Telehome’ does both—it attracts cus-
tomer attention . . . it is building sales.

“Telehome” is the latest electrical home convenience. With a master
station and one to three speaker units, one can communicate with
any part of a home. A speaker unit in a child’s room allows any noise
to be heard over a master station. A workshop in a garage—or a
rumpus room in the basement are in voice-to-voice contact by
“Telehome”. This convenience saves many steps and appeals to
those customers who want the latest household conveniences.

“Telehome” is available as a packaged unit consisting of one master
station, one speaker unit and one hundred feet of wire at a low rea-
sonable price within reach of everyone.

There is no complicated installation as the average householder can
make the necessary hook-up himself by following a simple instruc-
tion chart in each package.

The Saturday Evening Post is being used as an advertising medium
to tell millions of consumers about this new item.

Promotion material is available for use by dealers.

From all observation of first results, ““Telehome” is a coming new
item. It will pay you to display one in your store.

Licensed under U.S. Patents of Western Electric Company, Incor porated, and American Telephone and Telegraph Company

WEBSTER

RACINE

Lz s

Established 1909

ELECTRI

WISCONSIN

Export Dept.: 13 E. 40th Street, New York (16), N.'Y. Cable Address "“"ARLAB’ New York City
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MAKE KEN-RAD DOUBLE ACCEPTANCE

a sales-and-profit tonic for your business!

ET your course with an eye to

the popularity of Ken-Rad tubes

with both radio experts and owners
of sets! Install and sell what the
trade endorses, what the public ap-
proves! That’s your path to success
as service-man and tube dealer.

Those who repair radios, know
that G-E and Ken-Rad research is
creating tubes with ever-greater
strength—increased rigidity to ward
off the effects of vibration—im-
proved electrical constancy.

RADIO & Television RETAILING ¢ December, 1947
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Owners of radios have discov-
ered that Ken-Rad tubes play better
foralongertime. SUPERIOR PER-
FORMANCE to them sums up the
results of what the trade recognizes
as DESIGN LEADERSHIP.

You can use Ken-Rad popular
acceptance as a strong stimulus
toward bigger sales volume. For
more business, for a more profitable
business . . . in tubes, in parts, in
billable repair time . . . handle
Ken-Rad radio tubes!

e

e P

. “Essential Characteris-
tics”—Ken-Rad's Booklet
ETR-16—is a “‘must’’ for the
dealer or service-man who
wants a convenient, concise,
and comprehensive guide io
the' selection of radio tube
types. Your free copy will be
mailed you promptly on re-
quest. Write for it today!

178-F11-3850

EN-RAD %%

PRODUCT OF GENERAL ELECTRIC COMPANY

Schenectady‘ 3, New York

P
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F YOU'RE tired of stocking all kinds of

“Johnny-come-lately” radio batteries, just
- think of this:

“Eveready” radio batteries fit virtually /!
makes of sets! You carry less inventory, tie up
less capital, and insure more customer satisfac-
tion . . . because you are giving your customers

MINI-MAX
RADIO BATTERIES

The registered trade-marks ‘‘Eveready”’
and "'"Mini-Max"’ distinguish products of
NATIONAL CARBON COMPANY, INC.

30 East 42nd Street, New York 17, N. Y.
Unit of Union Carbide and Carbon Corporation

U]

SNARLED BATTERY INVENTORY FLOORING YOU?

Simplify your stock with one complete line -
"Eveready” Radio Batteries

the recognized battery brand! You don’t have
to buy anything else to get “Eveready” radio
batteries—and they are never marketed under
any other brand name, or private label!

Get out from under that complicated battery
inventory. Standardize on famous “Eveready”
radio batteries now!

RADIO & Television RETAILING o December, 1947
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By special arrangement the name
“Carnegie Hall” is to be given to
Hallicrafters great new series of
radio phonograph combinations
and television receivers.
“Carnegie Hall,” a proud name
in the best American tradition,
will through Hallicrafters con-

tinued efforts toward uncom- w’g'ﬁm;w&&@g e el

.« . . . g S - /o e

promising quality, continue to be - N
i S

a symbol -of perfection in the
presentation of the musical arts.

Illustrated is the Model 411,
latest addition to Hallicrafters
Carnegie Hall Series. “Tray top”
cabinet finished in glazed leather,
a material that is repeated in the
graceful handles. Just one model
in a well rounded line that will
appeal to thousands seeking
something new, different and
better in fine instruments. Model
411 and its companion Model 412
in black ebony with mirrored top
sell for $575.00.

by hallicrafters

7 T a0 O = = ]

SALES DEPT., THE HALLICRAFTERS CO. I
4401 W. STH AVE., CHICAGO, ILL.

Please send me name and address of nearest distributor of I
Hallicrafters Carnegie Hall series.

Firm Name....ooviivieioiiiniirveeciernarnsirnenrvnaren

I__._.__.—_.-—
<
3
®
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introduce

more customers

to your dealers

with the
Chicago Tribune's

-~ Selective Area
Advertising Plan

HIGHLY PRODUCTIVE ADVERTISING . . . prepared by

you or your agency . .. issued

at the dealer level.. That’s the kind

of traffic-building campaign you and your dealers get with the

Tribune’s Selective Area Advertising Plan,

EACH DEALER GETS:
1 selective coverage of his local market.
2 Prominent display of his name and iocation.

3 The low rate of just 2%%¢ a line !

YOU C;ET:
1 Better identification of your local outlets.
2 Enthusiastic dealer support. -
3 Advertising that pays off ;ight away!

The Plan gives you five separate sections
in the Sunday Tribune in which to list your
non-competing dealers. You get selective
coverage with five advertisements for the
price of one. Further, you share the cost
with your distributors and dealers. No
wasted readership; readers are directed to
their nearest dealers! Result: more sales
for you in the Great Chicago Market. To
learn how the Plan fits your specific needs,
write your nearest Tribune representative.

PLAN BOOMS RADIO, APPLIANCE
SALES. The Tribune’s Plan is cur-
rently sparking sales for Bendix
washers, Eureka vacuum cleaners,
Admiral and Bendix radios and
others. The Plan steps up sales, re-
duces advertising unit costs. Put it
to work for you. Tribune rates per
line per 100,000 circulation are
smong America’s lowest,

A. W. Dreier, Chicago Tribuns

c h i c a g o T r i b “ n e ' 810 Tribune Tower, Chicago 11

E. P. Struhsacker, Chicago Tribune
220 E. 42nd St., New York City 17

g/%é WMM gg/lea/e&[ Jl/em/m/m Fitzpatrick & Chamberlin

September average net paid total circuiation:

155 Montgomery St., San Francisco 4
W. E. Bates, Chicago Tribune

Daily, over 1,025,000 - Sunday, over 1,550,000 Penobscot Building, Detroit 26

MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC.

10
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2 CLOG

It’s a natural! Just plug the phrase
“Wake-Up-To-Music”” and yox hear
the sweetest music in all the world
... the steady ring of the cash regis-
ter. What an idea! A General Electric
clock, a G-E radio, an electronic re-
minder—all in one. It hits your cus-
tomers right where they live. A full-
powered radio and time-teller for
bedroom, kitchen, office —anywhere!

HOLLACE SHAW, lovely concert
star, heard regularly on the
‘“‘Saturday Night Serenade’”
over CBS,

nagtural

PORTABLES .

e Going-Away Gift.
tigh?, compact 3-way personal
radio. Plugs into AC or DC or plays
‘on s own batteries, A gift to live
with. See Model 140, .

RADIO & Television RETAILING ¢ December, 1947

color tene
LEADER IN RADIO, TELEVISION AND ELECTRONICS

GENERAL @) ELECTRIC

TABLE MODELS
AUTOMATIC PHONOGRAPH COMBINATIONS &

One of the World's -
Most-Wanted Sets—

streamlined, Clock-Radio in rose
wood plastic cabinet, Nudges ‘em
owake—turns on pet progroms
avtomatically, Model SOW.

-RADIO

NEW AND GREATER MODEL 60

And cash in on thés idea for sales!
Suggestthe G-E Clock-Radio to your
customers as a Christmas gift to start
the New Year right—on time—to
music. The response will amaze you.
For full information on these traffic-
builders write your G-E radio
distributor, or Receiver Division,
General Electric Company, Electronics
Park, Syracuse, New York.

radios

1y8-m2
. CONSOLES . FARM SETS
TELEVISION

Tomorrow's Styling TYoday—~

in this de luxe AC-DC table radio.
.Easy, precision tuning. Built-in Beam-
a-scope antenna. Full naturel color
tone. See Model 202.




"Daddy, whats a franchise?"

THE best answer is: “It all depends!”

Suppose you have a franchise to
sell a brand of radios, and there’s
somebody else down the street with
a franchise to sell the same brand
... or even 30 or 40 others in the
same community.

" What’s a franchise then?

It can be an invitation to grief—
an invitation to become involved in
price-cutting, special deals and
unequal advertising support.

That’s one extreme. On the other
hand, there’s the Sparton franchise.
- The Sparton franchise is an exclu-
stve franchise. It’s backed up by the

SCMP—Sparton Co-operative Mer-
chandising Plan, the plan that cuts
the cost of radio distribution. Spar- ONE
ton’s basic policy is ome Sparton
dealer in each community; ship-
ments are made direct from factory
to him. Sparton’s.sales-building
national advertising and promotion
works locally for him and him alone,

The Sparton franchise means the
exclusive right to sell radio’s most
sensational line—priced to compete
with even the mail order houses at
a profit! -

Why not write today and ask us
whether the Sparton franchise is
still available in your community?

f DEALER

in each community
Check These
Profit-Increasing Features

® One exclusive dealer in each
community

® Direct factory-to-dealer shipment
® Low consumer prices
® National advertising .

_ THE SPARKS-WITHINGTON COMPANY
- JACKSON, MICHIGAN

® Factory prepared and distributed
promotion helps

® Seasonal promotions

® Uniform retail prices

Radio’s Richest

. ® Products styled by oufs}anding
- Franchise

designers

SHORT LINE AT LOW PRICES

So——

SMALL SET
WINNERS, TOO!

See the new Sparton
luggage - type portable
(Model 606) for battery,
AC/DC current,

: " .
MODEL 7-BM-46-PA—Auto- MODEL 10-BM-76-PA— MODEL 201 —Table auto- PERIOD MODEL—No. 1007—

matic radio-phonograph
in walnut or mahogany
veneers. With 10” speak-
er, “roll - out”  phono-

graph drawer, Has three -

wave bands. List $169.95.

Automatic radio-phono-
graph with FM. “Roll-
out”phonograph drawer,
10" speaker. Finished in
mahogany or walnut
veneers. List $259.95.

PRICES SUGHTLY HIGHER WEST OF ROCKIES

12

matic radio-phonograph "Radio-phonograph with

in rich mahogany fin-
ish. Automatic record
changer, vacuum-lift lid,
illuminated slide - rule
dial. List $79.95,

|FM—in choicest of ma-
hogany veneers. Also
Contemporary Model in
finest mahogany veneers.
List $229.95.

See the new Sparton
utilities. Model 100 in
gleaming ivory * finish;
Model 101 in ebgny
black finjsh.

e
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~ THE ORIGINAL INSTANT-HEATING TUBE
. Because they fill a real need for conserving filament power, Hytron instant-heating
tubes are in. Yes, the 2E25, 2E30, HY69, HY1269, and 5516 are in the new mobile
transmitter designs of many famous friends—too many to thank in this small
space. The 2E25 and 2E30 also appear on the Army-Navy Preferred List. Why so
popular? With no standby current, battery drain can he cut to 4% of that with
cathode types—attainable power output and range increase, Potentials of rugged
filaments are centered for battery operation. Beam pentode versatility simplifies
the spares problem—one type can power all stagés. To you the distributor, the
overwhelming popularity of Hytron instant-heating tubes means more profits.
' Make sure you get them by maintaining adequate i!'eplacement stocks.

HY 69 — the original

instant-heating tube,

Harvey Laboras
tories chose
2E30's, 5516's for
its Model 542 f-m

transmitter,

Federal's 25.watt, vhi Model
Bendix MRT-3A, 152-162 me¢ f-m toxicab EMTR-25.VC. Note emphasis

transmitter uses 2E30's generously, on 2E30 and 5516,

KA AR
ENGINEERING

Jefferson-Travis Model 351, 35-watt marine Kaar FM-50X features 2E25, HY69 throughout.

1y

STIRT

radio-telephone employs HY69's. Hytron instant-heating tubes since 1939, final of Motorola's Model FMTRU-30D,

4
i

WRITE FOR FREE NEW
DATA SHEETS :

| 2£25, 2£30, KY69,
HYI269, 8516,

RADIO & Television RETAILING ¢ December, 1947 3 13 }
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...here’s how it can boost your profits

s SURELY AS the “gasoline buggy” replaced the horse-
drawn carriage, the Miniature Selenium Rectifier—
an original Federal development—is destined to take the
place of the rectifier tube in AC-DC receivers. Already,
more and more manufacturers are building it into their
radio sets—and more and more maintenance shops are
installing it in the sets they

service.
z What about you? Here is
' really a big chance for you to

Wl |\ Federal Plephone and Radio (orporation

KEEPING FEDERAL YEARS AHEAD...is IT&T's world-wide)

research and engineering organization, of which the Federal
Telecommunication Laboratories, Nutley, N. J., is a unit.

make extra money—by modernizing AC-DC sets now using
a rectifier tube—giving them faster starting, better all-
around performance. And as new sets using the Miniature
Rectifier as original equipment come to you for servicing,
you'll want to be ready with replacements. It’s your op-
portunity to be a leader by introducing this improvement
now—by installing Federal’s Miniature Selenium Rectifier
in every AC-DC receiver ybu service.

Available through major jobbers from coast to coast—
complete with detailed instructions.

SELENIUM and INTELIN DIVISION, 1000 Passaic Ave., East Newark, New lersey

In Canada: — Federal Electric Manufacturing Company, Ltd., Montreal.
Export Distributors: — International Standard Electric Corp., 67 Broad St., N,Y.C.

RADIO & Television RETAILING o December, 1947
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The DuMont dealership carries with it the privilege of demonstrating
television at its finest on Du Mont’s Salon and Drawing Room Models. Public
acceptance of DuMont leadership gives the highest
prestige value to the DuMont franchise.

ALLEN B. DU MONT LABORATORIES, INC. ¢ GENERAL TELEVISION SALES OFFICES AND STATION
WABD, 515 MADISON AVENUE, NEW YORK 22, N.Y. ¢ HOME OFFICES AND PLANTS,; PASSAIC, N, J.

QUMONY e it e et in s

Copyright 1947, Alien B. Du Mont Laborstories, Inc.
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ensen /M%f&é REPRODUCERS
NOW WITH 4[1'/6'05 PM DESIGN

MODEL AP-10 SPEECH MASTER
(Desk Type)

AlNICH 5. PM design. Complete with
swivel base and tilt adjustment, Double
dustproofed, fully enclosed and pro-
tected. Internal mounting bracket for
Y2x 2" ftransformer. Power rating 5
watts. Height 6%, depth 5", diame-
ter 5. Attractive hammered gray finish
with satin chrome trim. 36" RC cord.
Shipping weight 5% lbs.

JENSEN Speech Master Reproduc-
ers have long been widely used
in moderate-level intercom, pag-
ing and P.A. systems. Now, in
Atwico 5. design, they are once

List Price

more available for all applications AP-10 (ST-590) with 3-4 ohm
. voice coil , . ., . . $13.90

where clear, crisp, intelligible o AP-10 (ST-591) with 45-50 ohm
- voice coil . ., . . ., 14.50

o

speech and good “talk-back” per-

formance are requiréd. Ideal for MODEL AP-11 SPEECH MASTER

(Panel Type)

Similar to AP-10 but without swivel base.
Clearance eyelets for mounting screws.
Mounts in 4.27/64" cutout. Depth from
front panel 4%2”. Power rating 5 watts.
Screws and drilling template furnished.
Shipping weight 3% lbs.

amateur, commercial, police and
aviation phone communication as
separate units or integral equip-

ment. In amateur CW they aid se-

) List Price
lectivity, help signals override AP-11 (ST-592) with 3-4 ohm
- . voice coil . ., . . ., $11.30
QRM and QRN. The husky voice : AP-11 (ST-593) with 45-50 .chm
. . . e 5 voice coil . . . , , 11.90
coil withstands keying transients. T N S R S R N S S e S N G
o S N

e

JENSEN MANUFACTURING CO.
6625 S. LARAMIE AVE., CHICAGO 38, ILL.

In Canada: Copper Wire Products, Lid.
T 1Y King Street W., Toronto 1

MODEL AR-10 REFLEX SPEECH
MASTER REPRODUCER

Specially designed reflex horn increases
efficiency in mid-range, giving ‘added
effectiveness and punch to speech qual-
ity’ when used for paging, intercom and
call systems operated at moderate lev-
-els. Reflex construction prevents direct
access of snow or rain to speaker dia-
phragm. Power rating 6 watts. Space
within case provided for mounting 2 x
Y2" transtormer. Over-all diameter 10%,
depth 8", Complete with bracket for wall
or post mounting.

AR-10 (ST-643) with 3-4 ohm

voice coil . . ., . , $20.00
AR-10 (ST-644) with 4550 ohm

voice coil e .. 2075

FIne ACOUSTIC
QuIPMINT

List Price

16

3@—---—-—-———-----
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another AIR KING SCOOP
Right on the heels of the Wire Recorder,
AIR KING follows through with another
winner . . . . . the AIR KING RADIO-
CAMERA ( 2in 1) -’por'table; Here is an
- exclusive new AIR KING innovation . . .
America’s first Radio-Camera . . . com-
pletely new . . . and different.
The -ability of AIR KING to
produce the unusual in radios
is well known. The _,}country"s
most successful merchandisers
have followed AIR .KING'S
leadership for the past 27 years.

The Radio-Camera is an im-
portant contribution to the
radio: dealer . . . today ..
when he needs it most'!

AIR KING RADIO-CAMERA .MODEL A410

SIZE: Height 9'%7; Width 4%*; Depth 3%".
WEIGHT: Less than 4 ihs. complete with batterfes.
RADI:l:b Superheterodyne with fatest typs miniature
ubes.
BATTERIES: ~ 2, flashlight type f“pn :
1, 67 Voit “B” BRattery
" CAMERA

Eveready Camera Case; 50mm. Meuiscus Lens, time ° i 2 ri ; -
and Instantaneous -exposures. Takes black and white % * For ‘T""k action wrife or wire Air Klng Products Co.
“or color pictures; #828 Standard Film. 170 - 53rd. Streef, Brooklyn, New York

MODEL A410

RETAIL
LESS
BATTERIES

. Adjustable steap for shomlder or hand eafry. * Export Address: Air King Jdnternational, 75 West Street, New York 6, New York

RADIo,

s

Division of HYTRON RADIO & ELECTRONICS CORP.
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25 000,000 GALLONS
OF GASOLINE

TEN TIMES MORE GASOLINE than this
switchyard of tqnk cars cauld carry has been
saved by Raytheon 0Z4 and 0Z4G tubes.

Raytheon 0Z4 and 0Z4G Tubes, it is safe to estimate,
haye already saved the American Motoring public some
25,000,000 gallons of gasoline!

Because they draw appreciably less power from the
automobile battery and engine than substitute vacuum
tubes, each Raytheon 0Z4 tube saves from two to three
gallons of gasoline during its working life.

Raytheon 0Z4 and 0Z4G tubes are universally popular

with auto radio designers and service men.

The name RAYTHEON on radio tubes stands for

advanced design, precision manufacture, strong con-
struction.

For peak performance

- C®

] : ey
Excollonce én é"éé//wnm :
RADIO RECEIVING TUBES ;

: SPECIAL PURPOSE TUBES
RAYTHEON MANUFACTURING COMPANY TRANSMITTING S u s
RADIO RECEIVING TUBE DIVISION

i,

buy Raytheon Radio Tubes!

HEARING AID TUBES
NEWTON, MASSACHUSETTS . CHICAGO, ILLINOIS.LOS ANGELES, CALIFORNIA
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V= — IS STILL THE

HOTTEST LINE IN THE INDUSTRY

IN FEATURES Watch shoppers on any

radio sales floor. What set catches the interest of the crowds?—a Zenith,
of course! That’s because every model in the Zenith line is packed with
features that actually mean something—features that reflect the design
and engineering “know-how’’ developed during Zenith’s years in the
industry—features that insure value. :

FIRST

FIRST IN DEMONSTRABILITY .ien

radios and radio-phonographs are easy to sell, because their features are
the kind that you can actually demonstrate. The Cobra Tone Arm, for
example, permits the most dramatic tone arm demonstration ever made.
The Zenith ‘“Radiorgan,” the Silent-Speed Record Changer, the big,
black dial, the Zenith Wavemagnet—all these are features you can
show . . . features your customers will notice and want.

FIRST IN PERFORMANCE 1o ine orie.

inal engineering blueprint to the finished sets that come out of the final
testing booth, every Zenith is built to work . . . built with all the skill,
the knowledge, the pride of achievement that marks this organization.

" The final test of every radio is how it performs . . . and Zeniths are built
to pass that test with flying colors. Hundreds of thousands of well-
satisfied Zenith owners attest to that.

ZENITH RADIO CORPORATION

6001 W. DICKENS AVENUE e CHICAGO 39, ILL.
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- T/-mt’-s Because of the
| Value-Giving, Sales-Making
Features Made 'Piic?ssz'blé By‘ |

/Zem'tb’_s ’Poli&y of |

" RADIONICS |

~ EXCLUSIVELY

ONLY ZENITH OFFERS SALES FEATURES LIKE THESE

i

ARMSTRONG F-M

RADIONIC

COBRA TONE ARM

80% MORE POWERFUL

NEW SUPER-SIX TUBE
PHONOGRAPH MOTOR




dispenser catches the eye and ready cash.

NATIONALLY ADVERTISED TO
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FlasyLiGHT
BATTERY

Glves Moit
: BRIGHT LIOK
N LONGER
™ e,

gAY s1AR urr!,,,,oo )

CUFTON.NJ. SAN

BRIGHT STAR

Packs a big sales wallop wherever
displayed .Attractive 3-color pop-up

Rigid box holds 2 dozen fast selling

Bright Star No. 10M metal top batteries.

Write your jobber now

for details of Bright Star's
big profit-making
merchandise display deals.

P
FLASHLIEHT

COMMOL w78 BmgHt 5
MEGL 106 BatiERssy ux

Cash in with the fastest selling metal

flashlight on the market. Popular priced to sell
on sight. Colorful new easel card

holds 3 No. 57 2-cell Nickel Plated Flashhghts
98¢ retail, complete with cells.

OVER 51,771,633 READERS
BRIGHT STAR BATTERY CO.,

CLIFTON, N.
BRANCHES: CHICAGO e SAN FRANCISCO
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HOW FARNSWORTH'S NEW

~Tone

You’re looking at the heart of a Farnsworth
Phonograph-radio—the Farnsworth Automatic Record-
Changer P-56MP. Years of dependable performance, of
trouble-free operation—have made it one of your strong-
est selling points. -

Now—with an amazing new feature, the Tone Clarifier
—the Farnsworth changer adds a still more powerful
sales clincher.

The Tone Clarifier has three easily-set switch posi-
tions to answer every record-playing need. Set it for old
records—yow’ll hear undiminished brilliance. Set it for
new records—still greater dynamic range. At wide-range
position—it reproduces perfectly the highest frequency
recordings available today.

Show your customers how easily it works. Let them
hear for themselves how it banishes surface noise
dramatically, convincingly—even while playing badly
scratched records. They’ll agree that the Tone Clarifier
is one of the greatest improvements ever made in
phonograph-radios.

With this new record-changer—incorporating:

e PRE-AMPLIFIER

e VARIABLE RELUCTANCE PICK-UP

¢ VIRTUAL FREEDOM FROM ‘“NEEDLE TALK"”

e STABILITY UNDER HUMIDITY, HEAT OR COLD
e GENUINE SAPPHIRE STYLUS

e HANDY NEEDLE SET-DOWN ADJUSTMENT KNOB

and the sensational new Tone Clarifier—Farnsworth’s
de luxe models are easier to sell—and they stay sold!
Every sale motivates another sale. Each new Farnsworth
owner becomes a “salesman” working for you—telling
his friends that Farnsworth is proof of the fact that
quality need not be expensive.

YOU SELL

wendweilh

TELEVISION
RADIO
PHONOGRAPH-RADIO

Farnsworth Radio and Television Receivers and Trans-
mitters « Aircraft Radio Equipment « Farnsworth Tele-
vision Tubes + Mobile Communications and Traffic
Control Systems for Rail and Highway « The Farns-
worth Phonograph-Radio + The Capehart - The Pana-
muse by Capehart

FARNSWORTH TELEVISION & RADIO CORPORATION, FORT WAYNE 1, INDIANA

RADIO G Television RETAILING » December, 1947
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“Those three little words

STOP!—L00K!'—and LISTEN!

are piling up work for us, Blitzen!”

5 P
e
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The response to Stromberg-Carlson’s
; - P g
owoK i "’*”‘” 5

| o it s

challenging advertising campaign is
being measured the country over in

new pre-Christmas sales records.

The “STOP—LOOK-—and LISTEN!”
theme builds on the confidence your
customers already have in Stromberg-
Carlson. It dramatizes the greatest

S, dollar-for-dollar value in Stromberg-
NER
Rk s NOTHkaS i

CARV&ZW.

Mw"";

THE

BERG

w‘*““

Carlson’s history. It sets the stage for

the kind of selling demonstration you

e ‘ have dreamed about!
- B Sa(\“d"fy -
S in
‘ oiln Life, D68 mr ;eert a ez:;‘sem s ew
color P F 0 nt £ s Wi
E}(;,‘:rgnf:g ) dc ‘eg:redens, Yey cities—keeP up ™ This will be a great Stromberg-Carlson
etter Ho wspaper *P strteh ~ i
B Of“e‘"&‘f‘; ;‘1;. Hwin helhpmE B0 : ) Christmas —and the next few weeks

give you a golden opportunity to make

the most of it!

THERE 1S NOTHING FINER THAN A

STROMBERG-CARL

Stromberg-Carlson Company, Rochester 3, N. Y.
—In Canada, Stromberg-Carlson Co., Ltd., Toronto
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4. CLEMENTS, Publisher

B Know the DEMAND-—
'~ Then BUY the SUPPLY'’

Reports from many sections of the country indicate that an unusually
high degree of difference in demand for radios and appliances exists.
This condition has resulted in numerous instances of “‘buying and selling”
between retail merchants.

; A dealer in one section, for instance, will find that he’s unable to move
a certain item—the same item which another retailer, perhaps even a
short distance away, would be able to sell in large numbers, if he could

get a supply.

In examining this situation, several contributing factors seem to be
apparent. First, of course, there is the matter of unequal distribution
: which has been caused by shipping difficulties, etc., resulting in over-
I stocking of some areas—starving of others.

1‘ But, following right on the heels of the first factor, distribution "
' culties, comes the thought that perhaps there is something wrong with
; the operation of the merchant who cannot sell goods that a nearby dealer
can sell.

In one instance that we know of, the dealer who cozld#n’t move a stock
of merchandise, which was eventually sold to a competitor twenty miles
away, admitted that he’d bought the wrong sort of products for his im-
% mediate trading area. In another case, a retailer who’d sold a stock of
: what he considered to be “shelf-warming” radios to another merchant,
declared that the receivers had been improperly displayed in his store,
and had not been advertised or otherwise “‘pushed” by him.

Pl

-“ , All of this sort of thing points out to the dealer the necessity for a re- -
examination of his community. He needs to know, for instance, whether '

the #ew people—and there are many of them in 4/l towns and cities—

will buy the merchandise he selects; will be able to pay for it.

Under pressure of the stiffest kind during the past few years, many a
. dealer has been unable to get out of his store for the purpose of checking
up on changes in preferences, and in income-brackets in his territory.

But, in light of such conditions as above outlined, the time for obtain-
ing late information on buying-preferences and buying power is at hand.
The smart dealer realizes that his buying ability is just as important as
his ability to sell. .
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What's Aheuad !—in Radio,

THE NATION’'S RETAILERS IN THIS FIELD are
now buying in “healthy” quantities, numbers of dis-
tributors report. A few months ago a buying slump
was causing considerable worry in the market. The
present upward swing is probably due to the fact
that most retailers have brought their inventories
down to earth—will see most of their stocks de-
pleted when December 26 arrives.

COSTLY “EXCHANGE” AND “REFUND”
TRANSACTIONS worrying large store operators
who see such practices on the increase. Speaking off
the record, ome executive said that his department
store 1s rapidly becoming a “trading post”—claims
many customers “buy and bring back” goods just
“for the devil of it.” Big store tycoons are probably
more keenly aware of the situation now as they face
a certain-to-come great deluge of profit-eating trans-
actions after Christmas. '

WHOLESALERS HAVE GONE TO TOWN ON mod-
ernization of their show-rooms and offices all over
the country. During the past two years, distributors
have made more improvements in their headquarters
than in any other period in merchandising history.
Streamlined to be bigger and better than ever before
too, are programs to help and train retail dealers,
launched by radio and appliance jobbers.

NEW LOWER-PRICED GE WRINGER WASH-
ER in production. It will sell at $129.75. The firm’s
AW-332 will be equipped with a built-in timer.

GAGS BY RADIO COMICS AND CARTOONISTS
continue to keep television and food freezers in the
public eye and ear.

“TELEVISION IS THE FUTURE OF RADIO;
it is a new tool for the alert and aggressive merchan-
diser,” Frank M. Folsom, executive vice-president of
RCA Victor Division, RCA, said in a recent ad-
dress at Boston. Mr. Folsom also said that no other
American industry holds such a bright economic
future as television.

“ORIGINALLY CONSIDERED AS LIMITED IN
RANGE, FM radio has during the past summer
proved itself capable of static free, full fidelity re-

ception over distances of 150 miles.”—J. T. Dalton,

general sales manager for radio and television, Ben-
dix Radio Division.

EVERY TRADING AREA IN THE TERRITORY
served by Utah Power & Light Co., and the W estern
Colorado Power Co. piled up increased. sales in the
first exght wmonths of 1947 to roll up a total of
$6,105,974 as compared with $2,444,197 for the corre-
sponding period of 1946. This is an increase of
150 per cent. :

24

AMERICA’S “SOUND” BUSINESS at the retail level

is presented in this issue. The material resulted from
a nation-wide survey made by John F. Rider Pub-
lisher, Inc., and from a PA study made by RADIO
& TELEVISION RETAILING.

STILL VERY SCARCE ARE MOST small-size re-

frigerators which are being sought by consumers who
have space problems in the home. The delivery of
standard sizes continues to be spotty too, and many
consumers are switching from a first brand choice
to a second.

LOTS OF “FREE” ADVERTISING for television sets,

radios and home appliances over the air these days.
Audience participation shows which give away
prizes of products in this field help to make the
consumer more home improvement-minded. On one
program, a man who’d won rafts of stuff, day after
day, finally muffed a question; ended up winning
everything but the kitchen sink which actually was
the prize offered for the particular question.

PRICE-CUTTING DYING DOWN in most cities.

Reasons: Fast-dwindling stocks of over-priced cats-
and-dogs, poor response to many “dumping” ads, and
the continued demand for quality, plus skepticism on
the part of the consumer toward reduced prices in
the present market.

TIP FOR GRID COACHES—*“Chick” Mileham, ath-

letic director at the University of Cincinnati, asked
for a television set when W8XCT, Crosley’s experi-
mental station announced plans to televise the UC
team’s home games. Says Mileham: “Line coaches,
watching tl.le game from field level, are likely to
miss many important plays. But, if they can watch
a television set, they can see all plays as the camera
sees them—from high over the field.”

ALONG COMES HARRY ALTER WITH another

good selling idea. The Chicago wholesaler suggests
that dealers keep a loaf of sliced white bread frozen
n the Crosley Frostmaster Eitchen freezer, and, hav-
mg placed a pop-up toaster om the linolewm top of
the freezer, proceed to demonstrate as follows: Take
out a frozen slice—tap it against the toaster to show
how hard it is—then hand it to.q lady customer,
asking her to drop it in the toaster. The toast will
come out perfect! A real way to dramatize the ad-
vantages of modern home equipment.

RADIO & Television RETAILING » December, 1947
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Appliances, Records and Television

‘ FRIGIDAIRE’'S NEW AUTOMATIC WASHER ex-

pected to hit the market any day now. The new
General Motors product does not require bolting to
the floor. ' '

ALL RECORDS OF THE VACUUM CLEANER
industry were broken last month when wmore than
three million units were sold during the period from

Jan. 1947 to Nov. 1947.

TWENTY MILLIONTH PHILCO recently came off
the company’s Philadelphia production lines, an
event celebrated nationwide by dealers.

REPORTS OF BOOTLEGGING OF SOME major
appliances coming in. Certan Speed Queen dealers
have been approached with offers of anywhere from
10 per cent over their cost to 10 per cent over retail
price for washers. The operators offer to assume the
guarantee, and i some cases go so far as to suggest
that the serial number plate be removed. The manu-
facturer has issued a warning against dealing with
such operators who are alleged to be buying the ap-
pliance either for export or to be sold in this country
at highly inflated prices.

“THE BEST INDUSTRY INFORMATION indicates
that well over 90 per cent of the new appliance re-
tailing force will be gaining its first selling experi-
ence.”—James J. Nance, president, Hotpoint, Inc.

THE EXPECTED MOUNTAIN REMAINS A
MOLEHILL, referring to the trade-in situation.
The anticipated big flood of used merchandise hasn’t
materialized for most of the merchants. The situa-
tion, a welcome one indeed, is due first to the scarcity
of some merchandise, and second, to the fact that
very few merchants are using trade-in allowances as
features in ad copy or in their present-day selling
tactics.

$30,000 RECORDING STUDIO FOR ARIZONA.
Expected to open about Dec. 15, is the new head-
quarters of Boley’s Recordings. The owner, Ray-
mond Boley, says that his new business will serve
individuals, organizations, broadcasting companies,
ad agencies and radio advertisers. The $30,000
structure is being built in the 800 block on North
Seventh Avenue.
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NUMBER OF LARGE MANUFACTURERS working
on electric pressure cookers. Also, look for several
of the big-name firms to bring out new electric
blankets, clothes dryers and newly-designed coffee-
makers. -

HERE'S A HOT LEAD FOR SALESMEN of vac
cleaners! Addressing the opewing session of the
National Farm Electrification Conference at Indian-
“apolis, Richard T. James, lieutenant-governor of the
Hoosier State, a practical farmer, and a large poultry
and egg operator, wondered whether he could find
vacuum cleaners that he could use in his chicken-
houses.

f R TR ATV
SLILSFLYY

HIGH “LOST-SALE” RATE IN SOME STORES can-
not be charged entirely to poor salesmanship some
of the leading dealers are discovering. Interviews
with a number of merchants reveal that inability to
furnish specific brands or models is responsible to a
great extent for walk-outs—more so, nowadays, when
customers not only hope, but expect to find what
they want elsewhere.

PROCTOR GAVE ITS DEALERS AND DIS-
TRIBUTORS A CHRISTMAS present in the shape
of a bang-up holidays sales promotion package, called
“Ways to Please ¢ Lady.” An unusual feature of
Proctor’s new ad campargn copy for retailers is the
suggestion to the conswmer to buy “Proctor and other
nationally known appliances.”

10,000 LIGHTING MEN, ARCHITECTS and others
attended the Second International Lighting Exposi-
tion and Conference at Chicago’s Hotel Stevens,
November 3-7.

OF THE 10,883,500 RECEIVING SET LICENSES
. Great Britain and Northern Ireland, 21,200 are
~ for television.

DEALERS MUST INCLUDE HOUSE-TO-HOUSE
SELLING in their merchandising plans if they wish
to do a big volume of business in electrical home
appliances, according to P. W. Conrad, sales man-
ager of GE’s Premier Vacuum Cleaner Division. Mr.
Conrad points out that “in spite of high annual sales
chalked up by dealers . . . nearly 50 per cent of the
vacuum cleaners are bought ‘in the home’ and not
in stores.” .
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Where to Get Salesmen—
“#ow to Find, Select,

® With the necessity for intensified
selling effort at hand, merchants are
training their sights on setting up
enlarged, more efficient sales organ-
izations. In stepping up the pace of
their merchandising activities, all are
faced with three problems: 1, Where
to get the right sort of salespeople.
2. How to train them. 3. How to
pay them.

In the search for suitable indi-
viduals, the dealer must first decide
whether he wants experienced or

for those who know their way around.
Would-be salesmen can be obtained
through contacting veteran’s organ-
izations, business and public schools.
Another source could be from the
dealer’s customers, as they often
have friends or relatives who’d like
to break into the selling game.
Interviewing prospects for sales
jobs is an important first step the
dealer takes. At this stage, he_sizes
up the applicant and investigates his
references. Then, if he is able to

in the world can’t bat out a high
average when it comes to screening
individuals, so far as such screening
applies to performance after the per-
son has been employed. However,
pre-employment interviews can be
used as a good, general guide.

If good salesmen are born, as some
people maintain, then that intangible
something-or-other that makes them
tick is -some quality inside the indi-
vidual. It isn’t appearance, certainly,
nor is it experience. More often than

WHERE TO FIND WOULD-BE AND EXPERIENCED SALES PERSONNEL
“PROFESSIONAL' SALESMEN:

LEARNERS:

Public schools

Business colleges
Veteran's organizations
Via want ads

Through dealer’s customers

Via want ads
Employment agencies

Civic organizations

From merchant’s customers

Through visiting wholesale salesmen, factory reps., etc.

“green” personnel., If he prefers to
hire those who have had selling. ex-
perience, newspaper want ads are
probably his best bet. Such ads
should be placed in local and nearby
large city newspapers. In addition
to using ads in the press, the dealer
can sometimes obtain leads on ex-
perienced sales help through contact-
ing chambers of commerce, other
civic organizations, and from em-
ployment agencies. Quite frequently,
salesmen for wholesale houses and
manufacturers’ representatives call-
ing on retail merchants can put the
dealer in touch with persons seeking
sales jobs.

Since good salesmen usually have
good jobs these days, it isn’t easy
to find cdpable parties. Many retail-
ers who have found this to be true
are turning toward the inexperienced
ones, with a view toward training
them as permanent sales staff mem-
bers.

There are many more sources for
inexperienced help than there are

28

“sell” himself thoroughly on the in-
dividual, he hires the latter upon a
trial basis.

The reason for a thorough “screen-
ing” of the applicant’s potentialities
is obvious. If the dealer doesn’t exer-
cise his best judgment in his selec-
tion, he is depending upon luck—
which is often fickle. The interview
should be designed as far as possible
to eliminate the likelihood of invest-
ing time and money in the wrong
kind of salesperson.

Use Trial Period

Once having hired the man who
seems to fill the bill, and whose ref-
erences are good, and minus any long,
unexplained employment lapses, the
dealer should put such man on a trial
basis, for a period of time long
enough to give the person a fair
chance. The trial period may vary
in length with different individuals.

Employing every known aptitude
gimmick in existence, all the experts

not, this inborn ability to sell is not
apparent in the face of an interview,
but manifests itself on the firing line
—in the face of the customer.

Desirable Qualities

While he’ll make plenty of errors
in turning down good potential sales-
people, whom he judges along estab-
lished yardstick formulas, or who
just won’t happen to click right with
him, there is no other course to pur-
sue except to judge by outward ap-
pearances. Desirable, yet possibly
superficial, as before-mentioned, fea-
tures in a prospective salesman in-
clude such things as good appear-
ance, personality, honesty, energy,
seeming aptitude for selling, and a
high degree of intelligence.

Before putting the experienced or
inexperienced would-be employe to
work, the dealer should have a clear
understanding about these things; 1.
How long a period of time the trial
employment will run. 2. Just exactly
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The Need for Stepped-Up Merchandising Methods is at Hand,
and Many a Dealer Should Plan to Enlarge His Stafl

Train and Pay Them

what the duties are, including an
understanding of any and all tasks
extraneous to selling. 3. The compen-
sation arrangement.

As soon as the trial period has
ended, the merchant should be pre-
pared to make a decision. Whether
he has decided to put the prospective
salesperson on his payroll or to let
him go, the information should be
made known to the prospective em-
ploye promptly.

In training thoroughly experienced
prospective employes—and they do
need training in a new job-—the deal-
er should make certain that the new
man understands the policies of the
store, knows the products that may
be new to h\im, and knows his duties
regarding sales transaction book-
keeping, sales reports, etc.

Sales Training

So far as the learners are con-
cerned, the retailer should make cer--
tain that they know the following
things: 1. The products, the features
of same, and how to demonstrate
them efficiently. 2. The policies of
the firm; guarantees, etc. 3. How to
follow up prospects. 4. How to make
out time-payment contracts, cash
sales slips, sales reports, etc.

In starting new salesmen, it is
usually unwise to insist upon the use
of “canned” sales talks, approaches
and closes. It often happens that the
new salesman may have such a natural
flair for selling along his own original
lines that canned routines would
serve only to stymie his style, re-
stricting his sales results. On the
other hand, some individuals will
require a certain amount of routine
formulas, which they can abridge to
suit themselves as time goes on.

In watching the new people—ex-
perienced and inexperienced—under
actual fire, the dealer will be im-
pressed by the fact that, broadly
speaking, there are two types. One
is the eager-beaver person; the other
the slow, deliberate type. Regard-
less of what his particular reaction
is to each sort of person, the dealer
should be influenced only by the re-
action of the customers to such sales-
people.

The eager-beaver salesman
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shouldn’t be eliminated from the run-
ning on the basis of his rapid-fire
action alone. People like enthusiasm
of the bubbling-over variety. It’s

" contagious. Only when eager-beaver-

ishness is tinged with objectionable
ultra - aggressiveness or discourtesy

over-done or under-done. However,
both types should be able to “change
pace” when the need for such change
arises, These individuals must be
smart enough to know when such
change of pace is indicated, and then
be capable of handling the varying

Put the Sél'es Trainee on Your Payroll If - - -

He displays sales-sense.

. . . He keeps up the same pace he started with.

(No “new-

broom sweeps-clean” business.)

. The customers appear to like him.

He seems happy in the job.

His fellow-employes get along with him.

He keeps his word—proves to be honest.

. Sales results are satisfactory, or at least show promise.

Let the Sales Trainee Go If - - -

He proves to be a misanthrope (dislikes his fellow men).

. He is a poor loser in sales transactions, or appears to be un-

happy in the job.

. . He argues with customers, or appears to antagonize them.

He makes trouble within the organization.

He doesn’t keep up pace he started.

He proves to be dishonest.

. . . He refuses to operate under established policies of store.

do customers find it.-obnoxious:
The slow, deliberate person has a
place equally as important as the

rapid-fire individual has in the sell-.

ing field. Provided his calm mien
and deliberate speech is not unpleas-
antly slow or boring, he too can go
places in selling by impressing cus-
tomers with his particular type per-
sonality.

The dealer will notice that most

of the salesmanship flowing out of -

these two individuals will be true to
type—a ‘“‘natural” with each—certain-
ly an asset if such mannerisms are not

Zo R O ST S)

temperaments of the customers.
The men at the point of sale need
adequate compensation if a healthy,

. happy and permanent sales staff is to

be built up. However, salespeopie of
the right sort must be made to real-
ize that they pay their own salaries.
Of all the various compensation
plans, dealers are almost unanimous
in agreeing that the straight salary
plus commission arrangement is the
best both from the dealer’s viewpoint
and also from that of the salesman.
Whatever plan is used, it should be

(Continued on page 38)
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® The big store in Van Nuys, Calif,,
which bears the name “Sincomb Bros.
& Southland Music Co.” has now
been geared up for a volume of $350,-
000 per year. Half of this sum is ex-
pected to come from service oper-
ations.

Francis Sincomb, owner of the 15-
year-old firm, says that “the dealer
of the future will be only as strong
as the weakest point in his service
department.” Most of the store’s
operations, except possibly in the rec-
ord department, are based on this
belief.

The sales setup includes a complete
appliance store on the left side of
the building, a central' housewares
department, and the huge music de-
partment on the right. Warren Bur-
tis is general manager and Harvey
Smith is sales manager.

Operated as Southland Music Co.,
the record department has been the
most valuable traffic builder the com-
pany owns, according to Mr. Burtis.
“We are currently maintaining a
$10,000 inventory in phonograph rec-
ords, all moving stock,” Mr. Burtis
said, ‘“and plan to continue to do so,
simply because the record department
is paying off, not only in profits, but
in ‘traffic. We have found through
research that the average record cus-
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Retailer Points Out That Teen-Age Reecord Customers

Stone-siyle front at_the Sincomb
store is entirely different from other
fronts nearby. Note the ““washer’” at top center.

tomer comes in ‘at least three times
a week, and that the teen-age young-
sters who are record customers to-
day, will be the appliance buyers of
tomorrow.

“Therefore, we stock anything cus-
tomers ask for-—even Victor British
recordings, for example, which we
carry for one or two customers alone.
While we may cut down on the over-
all size of the record department,
our Southland Music division is going
to stay a permanent asset.”

Wants Fewer Lines

In appliances, Sincomb Bros. might
be called “over-franchised.” Since
January of 1947, the firm has been at-
tempting to cut down on the number
of lines carried, on the theory that
larger transactions with fewer sup-
pliers will result in better business.
Samples of the many franchised ap-
pliance lines now carried are so ex-
tensive that almost every inch of dis-
play space is filled up. Tests are
being run on each line to determine
its acceptance with Van Nuys resi-
dents, and those which show the least
preference will be discontinued.

The crowning glory of Sincomb
Bros. is the highly departmentalized
service shop which occupies the rear

half of the store. With the business
built on repair service, Sincomb’s
doesn’t propose to “slip.” In the 50x75
foot space are five separate depart-
ments, including refrigerator over-
haul, washing machine department
(which completely rebuilds and refin-
ishes laundry equipment), the radio
shop, the traffic appliance repair shop,
and an outside service department,
which operates a truck for mainte-
nance of appliances in customers’
homes. Experienced, well-paid me-
chanics, many of whom have been
on the Sincomb payroll for more than
10 years, staff each shop, with two
in the refrigerator department. two
in the washing machine department,
one each in the radio and traffic ap-
pliance shops, and two more “outside
men” on the service truck.

Each shop is completely separate
with its own stockroom, bookkeeping,
personnel and equipment. “Radio
work shows the largest volume and

* A Dealer Featuring

Radio
Appliances
Records

Service

the largest gross profit,” Mr. Burtis
said, “and it is a toss-up between the
washing machine and small appliance
repair shops as to which comes next.
The refrigerator department, surpris-
ingly, shows the smallest direct reve-
nue, despite plenty of work, good
prices and apparently limitless cus-
tomers. We have broken down oper-
ating costs gauged against revenue
returns in the refrigerator depart-
ment, and have found that the major
reason for smaller profits here is
simply lost motion, wasted hours,
etc. Due to the fact that most of the
refrigerators sent in for repair today,
or traded in, are so old, the number
of free callbacks which we must
make cut down sharply on overall
profit.”

The refrigerator department, how-
ever, is expected to show its real
advantages in connection with trade-
ins which Sincomb Bros.,, like all

RADIO & Television RETAILING o December, 1947
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Bigger Sales Volume

of Teday Are the Appliance Buyers of Tomorrow

other dealers, expect to accept in the
future. “We’re profiting from the re-
frigerator repair shop in several
ways,” Mr. Burtis said. “For one
thing, rebuilding boxes always pro-
vides us with something to sell where
the customer will be satisfied with
anything less than a new refrigerator.
Second, the ability to completely re-
condition any type of refrigerator
will make it possible for us to accept
trade-ins in all cases. At the pres-
ent, we are evading trade-ins through
asking new-box customers to adver-
tise them in the classified section of
the local newspaper to sell them for
more than we will allow. In the fu-
ture, however, we expect to take a
trade-in on almost every sale.”

Trade-Ins Are “Loaners”

A highly unusual plan has been

worked out in connection with these Smolll cornerl at rear of

: « . appliance salesroom is used for
trade-ins. “We are going to use re- model kitchen. It's very com-
built trade-ins as rental material, or pact but full of 1948 home ideas.

loaners against new refrigerator
sales,” Mr. Burtis said. “Since our
city is growing rapidly, we have
found that there is plenty of market
for serviceable refrigerators at $5 a
month until the renter can afford to
buy a new box. Therefore, we intend
to rebuild the best trade-in boxes,
and rent them out to newcomers in
the area. Rental revenue will carry
a lot of the overhead, and will permit
us to accept ‘junkies’ as trade-ins,
which we will scrap in the shop. We
intend to repair only the good trade-
ins, and expect rental revenue to al-
low us to take a flat allowance loss
on the hopeless units.” . ) L
Sincomb is also preparing a “safety  pindhe fhe 455 S6
valve” in the form of a separate records, in the care of
N . two employes.
trade-in store built at the front of
the service department. This, kept
well separated from the new-appli-
ance section, will be used to sell lim-
ited-income customers a good, serv-

iceable refrigerator, at prices which " RS éﬁ .

will permit the firm to break even. B : &QE%QW o 7
The washing machine shop, which ; : e Bl o e
G

_;g& G S e
can handle from 35 to 40 washing : g:ﬁ?‘s@_%% i

machines a week, has become the Aath
largest individual section, with some- .

thing like 400 sq. ft. devoted to it. o
New drill presses, lathes, welding . %@s@é@ . K
. cir e
equipment, appearance-reconditioning ]
. “;5‘* $9:&&?§§2— \: = Fo
(Continued on page 38) AR B &
Rabrie - i
. v .
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At lower right, the busy and well-equipped serv- - 2 e e “ o
ice section at the Sincomb store. Standing is ey e - i a0
store sales manager, Harvey Smith, : : Lt = ! 4
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DuMont TELE SET

“Chatham” model table television re-
ceiver, direct view, with 12 picture tube
giving screen area of 75 sq. in. FM radio
reception. Covers all 13 TV channels.
DuMont “inputuner” for focusing, magic
eye tuning, flywheel synchronization.
Twenty-seven tubes including 3 rectifiers,
6" square PM dynamic speaker. Mahogany
finished cabinet measures 23%2"” wide by
19%“ deep by 17" high. $445 plus in-
stallation. Allen B. Du Mont Laboratories,
Inc., 515 Madison Ave., New York 22, N. Y.
—RADIO & Television RETAILING.

Bendix RADIO

Model 300W table superhet tuning 540 to
1620 kc. Tuned r{ amplification, ac-dec,
3-gang condenser, 4 by 6 Alnico oval
speaker, improved automatic volume con-
trol. Five tubes. including multi-purpose
plus rectifier. Super-signal antenna, jack
for phono. Concealed handle molded into
cabinet. “Brite-Lite” dial. One-piece plastic
cabinet—ivory finished. Measures 1234
wide by 8¥g” high by 83{¢" deep. Bendix
Radio Division, Bendix Aviation Corp., Bal-
timore 4, Md.—RADIO & Television RE-
TAILING

Westinghouse FM-AM COMBO

Model H-168 automatic AM-FM radio-
phono ac console with two builtin an.
tennas, 7 tubes plus rectifier, 10” electro-
dynamic speaker; Plenti-Power circuit with

[

32

6.5 w. undistorted output. Features new arc
vernier dial with indirect and edge light-
ing giving rainbow of color. Tunes 540 to
1600 kc for AM and 88 to 108 mc for FM.
Speed record changer plays twelve 10"
discs or ten 12’ records, with low-pressure
crystal pickup and permanent needle.
Storage space for 52 albums or 350 single
records. Cabinet in mahogany or blonde
avodire. $249.95. Home Radic Division,
Westinghouse Electric Corp., Sunbury, Pa.
—RADIO & Television RETAILING

Philco PORTABLE RADIO

Model 300 portable 3-way superhet with
automatic switching from ac or dc to bat-
tery and vice versa. Beam power pentode
audio system, oval speaker, builtin an-
tenna. Four miniature tubes plus rectifier.
Hardwood cabinet with novel decorative
“splatter” lacquer finish, contrasting ivory
grille with brown plastic controls. Weighs
122 1bs. including batteries. Measures

LS R o — P -~

91%” high by 113%” wide by 54" deep.
$39.95 less batteries. Philco Corp.. Tioga
and C Sreets, Philadelphia 34, Pa.—RADIO
& Television RETAILING

Emerson PORTABLE RADIO

PSR

Model 559 three-way portable receiver,

] Cabinet of maroon simulated alligator plas-

tic. $29.95 less batteries. Emerson Radio
f;' Pl}:orlxcl)gmph Corp., 111 Eighth Ave., New

or . N. Y—RADIO & Televisi s
H e elevision RE

Admiral COMBO

Model 7C60W-6B1 console radio-phono-
graph, superhet with beam power output,
tuning 540 to 1630 kc. Bass compensation,
built-in Aeroscope, vertical slide rule dial,
612" round PM dynamic Alnico 5 speaker.
Six tubes. continuously variable tone con-
trol. New Admiral automatic disc changer
with Miracle tone arm and Snap-In cart-
ridge. Compact, modern-styled cabinet in
choice walnut veneers: storage space for
9 albums or 108 discs. Measures 22” wide
by 32%” high by 167" deep. $99.95
eastern list (Models 7C60B-6Bl is blonde,
illustrated, and 7C60M-6Bl is mahogany,
both slightly higher). Admiral Corp., Chi-
cago 47, ll.—RADIO & Television RETAIL-
ING

RCA-Victor TV SET

Model 721-TS straight television table
receiver giving direct view picture of 52 sq.
in. Nineteen tubes including 10" kinescope
and two rectifiers. Compact contemporary
style cabinet in walnut or mahogany finish.
Base measures about 19%2"” square. Sug-
gested list is $325 plus $55 owner’s policy
fee. RCA-Victor Division, Radio Corp. of
America, Camden, N. ].—RADIO & Tele-
vision RETAILING
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Ultratone
RADIO-RECORDER-PHONO

s, o \

Model PR-7 portable radio-recorder-
phonograph with 6-tube ac radio chassis.
Companion extension speaker for public
address use. Dual speed recorder cuts discs
at 33% or 78 RPM. Midget microphone spe-
cially designed for this unit. Fully enclosed
plywood case is covered with DuPont fabri-
coid. Lists at $129.95. Speaker is $39.95.
Audio Industries, Michigan City, Ind.—
RADIO & Television RETAILING

Stewart-Wamér COMBO

Model A6ICR3 superhet “New Minstrel”
automatic radio-phonograph, with new
“Shadow-Box” dial and “Electro-Hush” re-
producer. Ac circuit, 5 tubes plus rectifier,
PM dynamic speaker with maximum power
output of 6 watts, special inverse feedback .
system, 4-position tone control. Tunes 540
to 1740 kc. Center panel slide-out record
changer plays ten 12” records or twelve
10” discs with Dura-point needle on light-
weight tone arm. Contemporary design in

g &
L B e P

walnut. Measures 34" high by 233" wide
by 16” deep. Stewart-Warner Corp., 1826
Diversey Parkway, Chicago 14, IlIl. —
RADIO & Television RETAILING

RADIO & Television RETAILING ¢ December, 1947

Tele-tone PORTABLE RADIO

Model 156 self-powel"‘ed straight battery
portable receiver. Weighs 5%z lbs. includ-
ing batteries. Cabinet of unbreakable poly-
styrene plastic, with recessed grille. Avail-
able in sand or maroon colors. Measures

< :
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9” wide by 7 high by 4" deep. $17.95.
Tele-tone Radio Corp., 609 W. 5lst St.,
New York, N. Y.—RADIO & Television RE-
TAILING .

Model 10-S-1 table television receiver,

direct view, with 10” picture tube. (One
of six new models.) Covers all TV chan-
nels, includes FM radio. Seven controls,
double grille design. Cabinet of hand-rub-
bed walnut, mahogany or blonde finish.
Installation fee covers ome-year warranty
policy by Authorized Sightmaster Service
Agency. $375. plus installation (Blonde is
$390), Sightmaster Corp., 220 Fifth Ave.,
New York 1, N. Y.—RADIO Television &
RETAILING

Stromberg-Carlson RADIO

Model 1204-HME table AM-FM recelver—
the “Pioneer Special” with extra attention
to styling, gold-finish dial. Satin finish solid
natural maple, with simulated doeskin trim.

(Model 1204-HMG is solid hand-rubbed ma-

hogany with antiqued red leatherette trim.)

Measures 10Y%” high by 14%2” wide by

7%2"” deep. Stromberg-Carlson Co., 100
Carlson Road, Rochester 3, N. Y.—RADIO

& Television RETAILING

Signal AM-FM RADIO

“Rhapsody” model FM-AM receiver with
built-in loop antenna, 6 tubes including rec-
tifier. Alnico 5 oval 6%2” speaker. Stream-
lined walnut brown plastic cabinet with
polished metal grill. measures 13” by 8~

by 6%"”. Fairtraded list at $39.95. (Ivory
plastic is $41.95). Signal Sales Corp., 114 E.
16th St., New York 3, N. Y.—RADIO &
Television RETAILING

C)arion COMBO

Model 12310 “Fleetwood” console radio-
phonograph with AM and shortwave, tun.
ing 540 to 160 kc on standard and 6 to 18
mc. on shortwave. Ac superhet with 10”
electrodynamic speaker, built-in antenna,
6 tubes including multi-purpose and one
rectifier. Slide-out record platform with
automatic record changer. Record storage

space below player. Finished throughout

in genuine walnut-—measures 3712” by
312" by 17” deep. Warwick Mig. Corp..
4640 W. Harrison St., Chicago 44, IL—
RADIO & Television RETAILING

(New Phonos on page 48)




Rider Sure y on PA,

WEST

MOUNTAIN

Map of the United States by Section or Locality.

® It has long been an axiom of the
public address equipment field that
vital statistics on nationwide sales,
service and installation simply do
not exist. All the authorities avail-
able on the technique of designing
and installing sound apparatus not-
withstanding, nobody has ever made
serious claim to speak as a full-
fledged authority on the selling side
of the industry.

It is with especial pride, therefore,
that RADIO & Television RETAIL-
ING presents here three pages of
basic statistical information on the
PA and sound business, exclusively
for the first time in any publication.

NORTH CENTRAL {  f '

WEST :
SOUTH CENTRAL | \ .

4 souTH ¢
7/ CENTRAL\ /

Figures of chart on

opposite poge apply here.

This material will undoubtedly be
used over and over again for many
years to come, and will be of great
importance to any dealer concerned

with PA work.

These Facts are Yours

The charts shown on the first two
pages of this article were compiled
from summaries of the answers made
by 2,944 recipients of the survey
made by John F. Rider, Publisher,
Inc., publishers of the Rider Per-
petual Troubleshooter’s Manuals.

The tabulated and averaged an-
swers to the 43-part questionnaire,

19

S(E;D E Nationwide Cross=-Section

mailed to 25,000 servicers, part-time
men as well as full-fledged, were
shown in part in the November issue
of RADIO & Television RETAIL-
ING. Those portions having to do
with the sound field are shown here.

Of greatest interest, perhaps, are
the figures on percentage of dealers,
in groups separated by years in busi-
ness, who install, sell, rent and serv-
ice PA equipment. Appropriately
headlined “What the dealer learns
through experience”, it is apparent
that while 35.8% of even the rela-
tively new dealer sells and installs
PA, it is the man who has been in
business longest, who finds it profit-
able to go out and do a big job on
sound. Of the latter group, 58.6%
install amplifying equipment.

Balancing Sales Vs Service

Over-the-counter PA selling is not
as popular as installing complete
equipment, as seen from the second
row figures. From the third row, it
is observed that relatively few new
servicers (12.6%) put aside capital
for rental-type sound equipment,
while almost three times that figure
(32.8%) of the 20-year-and-over serv-
icer group have a rental service.

The lower extent of the new serv-
icer’s interest in sound is reflected
in the fact that a smaller percentage

WHAT THE DEALER LEARNS THROUGH EXPERIENCE
QUESTION: * Years in Business | Under 5 Years 5-10 Years 10-20 Years 20 Years & Over
Install PA Systems?...................... ... 35.8% 48.7% 57.0% 58.6%
Sell PA Equipment?.......... .. I —— 292.19% 33.19% 43.49, 47.6%
Have a Rental Service of PA Equipment?...... .. 12.6% 20.7%, 28.4%, 32.8%
Of the Fﬁllow'gng Items, Check Those You Service:
ome Receivers. ro b B PR, 99.49, 99.8
Home El_ec. Appliances. .. ... ...... . ... . .. .. 63.0%(; ' 65.0% Zgggz ZZ%ZZ
I:AA _Equnpm.ent ............................. 49.79, 64.49, 74.09, 75.2%
arine Egmpment.. T e et 4,09, 5.89, 7.29 10.49
Combqwtlon Receivers. .. .. ... . .. . . 82.69, 89.99, 92.0‘70 95.2‘70
Industral Elec. Appl,_.."... [/ 1149 15.99 9567, 9989
Police Radio. ... "1 3.8, 10.4%, 12.29, 15.99,
= amd c}?unpment. e 12.79, 20.99%, 26.49, 28.29%,
A S ST R 8.0, 25.07 2650
Aiircraft Radio Equipment... e 5.672 9.9‘70 407 S
.. 4 R 13.4 o
AllOther. .. ... . 3% 47, 1% en
¢ Percentoges shown in this chart indicote proportion of answers indicoting YES from totol number of replies.
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Sales and Service

Analysis of Dealer Activity in Sound and Maintenance

(49.7%) attempt the servicing of PA
equipment, while much larger per-
centages are shown for the older
groups (going up to 75.2%).

A breakdown of these and other
facts by geographic region are like-
wise revelatory. Of particular in-
terest are the responses to the ques-
tion concerning the top power output
of the systems installed by the serv-
icers. However, a word of caution
is in order, for the manner in which
the question was asked may catch
the unwary napping.

A Precautionary Neote

On the surface it might appear
that the 50-74W system is by far the
most popular throughout virtually
every part of the country. It should
be carefully noted that the question
reads “Up to what power output?”.
Thus even the dealer who sells five -
times as many 8W systems as com-
pared to 50W systems, might answer

yes under the 50-74W category.

. Looking at the chart this way, the

figures more closely correspond with
the impressions gained by many
sound men through experience. -

A cross-analysis of the activities
of dealers by service field vs. locality
provides much material for specula-
tion. One might, for example, note
that in the Pacific region, more deal-
ers checked PA as an item they
serviced, and more sell PA equip-
ment, and more install units only up
to 25W, than in any other region of
the country. This may very well in-
dicate more small-town activity in
sound. It might also point up what
some of last month’s charts indi-
cated: a generally higher degree of
merchandising-mindedness, Such con-
clusions, however, are speculative.

No doubt the statistics on the types
of items serviced will be of great
interest to all servicers. The very
listing of eleven different sources of
service income will serve to awaken

_nection,

many repairmen who have been allow-
ing good business to slip by them
into the laps of competitors.

Most of the items, such as record
changers, auto radios, and home ap-
pliances, are always included in the
plans of almost all servicers. Others
are very much worth investigating,
as shown by such examples as the
fact that nationally speaking, an ave-
rage of 10.4% of radiomen are to
some extent concerned with servic-
ing police radio, and 6.8% are like-
wise in amateur work. In this con-
of course, it may be re-
marked that possibly some respond-
ents to the question misinterpreted
it as meaning “ability to service,”
rather than.‘“have serviced.”

The Lesson to Draw

Entering the matter more deeply,
one discovers that according to the
chart entitled “What the dealer learns
through experience,” the long-estab-
lished servicer does by far the greater
amount of this work, showing be-
tween 2.5 and 5 times the interest
in fields such as marine, aircraft,
police, ham and industrial electrical
appliances, as that shown by the
“under five years” dealer. This lat-
ter group especially, might well ask
itself “why can’t I get some of that
business?”

HOW SERVICE AND SOUND BUSINESS VARIES BY LOCALITY
New | Middle | Neth | Nowh | South | ooy | socst
ew iddle t rt h | Moun- . S.
QUESTIONS: * England | Atlantic Cez:ral Ceztral A:l’:r:tic C:nut:al C:nut:al t:i:n Pacific A\l/Jerasge
Install PA Systems?.... . ... .. 48.49,|49.39, 44.19,|50.9% |57.6% 53.9% 52.69,|56.69,|55.8% | 50.4%,
Up ltJodWIgt Power Output?
nder watts:.. . ............ 5.7% 5.2 7.0, 5.59 459 6.7 5.2 e 1.9 .
95-49 watts: . U 9959 | 9498 | o119 | 9939 | 2049 | 9 A 0375 2959, | 25.2% 93.9%
50-74 watts:. .. .............. 36.5% | 28.5% | 31.19% | 39.19, | 28.39, | 20.0% | 31.9% | 38.89, 23.29% | 30.29,
T5-99 watts:. .. .......... . ... 2.39% 8.2% 3.19 2.7% 9.19% | 1119, 419, 2.89% 71.39% 5.89%
100-124 watts:. . ..............| 13.69% | 163% | 2639, | 145% | 19.7% | 20.0%, | 22.7% | 11.1%, | 17.19, 18.89,
125 watts and over:... . ........ .| 7.99 9.79%, 7.9% 2.7% | 12.3% | 11.09, 31% | 16.89, 8.7% 8.5%
Sell PA Equipment? ........ 35.89%,(33.5% |31.39%, | 40.8% | 42.5%, 38.79%|42.39,(39.8%, | 43.59, 36.9‘7:
Have a Rental PA Service? 29.8% | 24.49,120.8%,125.39, 18.89,|23.19,|24.89,|27.8% | 27.19, 24,09,
Of the Following ltems |
Cl;fck Tlglose Y ou Service .
ome Receivers. .. .......... .. 100.0 98.99%, | 99.7%, | 99.3 99.69%, [100.0 .1 . g
Home Elec. Appliances. ... .. . 64990 | 117 | 6100 | 6847 | 6139 | 1500 | 34.1% | o9% | saa0t | ooact
PA _EqUIpm_ent ................ 62.8% | 61.0% | 6219 | 711.4% | 70.49; | 74.89, | 68.9% | 711.19, 75.2% | 66.3%,
Marine Equipment. ... ... ... .. 6.69, 719% 4,79, 2.3% | 10.99, 459, 5.0% 1.2% | 15.09 6.89,
Combination Receivers. ... .. .. .. 89.8%, | 89.6% | 89.2% | 88.8%, | 94.7%, | 94.6%, | 87.49%, | 91.6%, | 87. 9% | 89.89%,
Industrial Elec. Appl ............ 23.0% | 21.5% | 18.4% | 23.7% | 23.99%, | 24.3%, | 16.29,.| 25.3%, 23.9% | 21.59,
Eollce" adio. e 1029 7.49, 74% | 141% | 10.0% | 10.89 | 18.0%, | 145% | 13.1 % | 10.49,
Ham Eqmpment ............. 27.4% | 19.4% | 19.6% | 22.7% | 24.6% | 18.9% | 23.9%, | 21.7% | 30.6%, 22.5%
Record Changers. . ............. 88.5% | 88.5% | 88.59% | 90.1% | 92.6% | 89.27, | 87.4%, | 92.8:2 86.09%, | 88.89,
Quton;tokllg oRaEdlﬁl ..... RN 82 ggy 82 gg; g;l gg) 19% 15% 18;]:5]% ?2 8% | 92.39% | 96.4%, | 88.99, | 87. 89,
ircra adio Equipment. .. .. .. 0.8 N
Allother. ..., ..o . | 139 | Va% | Ton | 11ag | 1087 | 140% | 1897 e | 3%
* Percentages shown on this chart indicate proportion of answers indicating YES from total number of replies.

Statistics on this and preceding page copyright 1947 by Jobn F. Rider Publisher, Inc., 404 Fonrth Ave., N, Y., N. Y.
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Sources of Sound Profits

Facts and Figures on the Nation’s Top Twelve Markets for Custom-Assembled PA

® As a help in guiding immediate
selling activities RADIO & Tele-
vision RETAILING presents here
its own “pork chop facts” on the top
markets for custom-assembled sound
today.

To get the facts on this page, the
editors made contact with leading
authorities in each of the 12 fields
shown. These contacts included trade
association heads, Government offi-
cials, and editors of the important
publications in each field. In addi-
tion, all available census figures, mar-
ket research surveys, and the findings
of sound equipment manufacturers
were incorporated. Finally independ-
ent spot-check surveys were made in
limited areas. :

While unquestionably there is room
for error in the compilation, it is be-
lieved that the figures shown are a
fairly reliable guide as far as ‘they
go. It should be noted that phys-

. By Harold R. Ellis, T'echnical Editor

ically, the chart‘is drawn on a scale
somewhat like a logarithmic ratio.
Otherwise, it would have been im-
possible to reproduce on one page.
The figures, of course, are not affect-
ed by the method of drawing the
scale.

Examining the chart row by row,

. it will be found that all figures ap-

pear to be on the conservative side.
For example, there are 238,000
schools in the U. 8., including 110,-
000 with only one room. The re-
maining 128,000 schools, including
elementary, intermediate, private,
parochial, colleges and universities,
average 7 rooms each. .
Believing that only schools with
at least 12 rooms are prospects for
PA, the “total schools” figure ar-
rived at was 40,000, as shown. These
are mainly concentrated in cities of

2500 population or over. Of this cat-
egory, according to U. S. Government
sources, 36% have PA equipment,
leaving an immediate potential mar-
ket of 64% of 40,000.

To realize just how conservative
this figure is, it must be remembered
that schools need PA for cafeterias,
auditoriums, gymnasiums and other
places in addition to centralized sys-
tems for all classrooms. Nor does
this figure consider sports and ath-
letic fields, which are grouped under
the figures for “amusements.”

The 36% estimate, however, covers
schools which may have purchased
even one small system for use in only
one of the above services. Besides,
some large but unknown part of this
36% represent obsolete equipment
which is ready for -replacement, in
part or whole. In general, the figures
for the other top markets in sound
are similarly conservative.

Where PAis needed in 1948

scHooLs IR 55 %
cvurcres T2

HAVE NOT

40,000

HAVE NOT

70,000

cLuss [320% |6,000
HosPITALS 8% 6,510

AIRPORTS [EEW20% wavenor

14,000

ety - X

9, 000

DEPT. STORES 3%

FAcTORIES [ITTXT N 1%

HAVE NOT

56,000

13.000

BANKS 6%

HAVE NOT

19.000

ReSTAURANTS TSN 19 %
orricss [T 7
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Homes without FM own only “"HALF A RADIO"!
They're missing the extra programs — the brilliant
true-life clarity — the thrilling new experience of

FM! Smart radio service dealers are turning this
hot waiting FM market into cold cash, — with the
amazing FM Pilotuner . . . which brings in glorious
FM from ANY radio, yet retails at only $29.95.

“Live Wires'' are taking PILOTUNERS along on
EVERY call . . . sending them out “‘on approval'. . .
letting customers ‘‘hear for themselves"— in their
OWN homes. Sales results are astonishing . . .

waiting PROFIT! Write for details.

to retail at $29'95

. 3-§ang copper condenser

¢ 5 tubes plus selenium rectifier

* Built-in FM antenna * Handsome wood cabinet
* Approved by Underwriters’ Laboratories.

ar
ILOTUNER @ r isplay!
Pl I.OT RADIO CORPORATION, 37-06 36th ST., LONG ISLAND CITY, N. Y.

Makers of PILOTONE VINYLITE RECORDS e PIONEERS IN SHORT WAVE o FM o TELEVISION

actually almost 100%. Get your share of this ready,

RADIO & Television RETAILING o December, 1947

37



“Rars” Dealer
(Continued from Page 31)

paint sprays, etc., have been installed
to prepare for used-appliance retail
operations in the future. There is
one large stockroom in the right
front corner, and a huge loft over
the entire service department for
“general” parts inventories.

All work is billed out on a time-
and-materials basis. This, incident-
ally, has given rise to something new
in repair-service bookkeeping, which
Mr. Burtis thinks will do away with
the “lost hours” which inevitably
cropped up in the past. “We make

certain that each man charges off as
many hours as he actually puts in in
customer service,” he pointed out,
“through requiring each man to write
his own work orders, entering on the
Grst sheet of a triplicate form the
amount of actual labor hours he has
put in. Each work-order ticket is
written up in triplicate, the first copy
accompanying the job, the second
going to the customer, and the third
permanently filed. Each mechanic in
each shop must figure how many
hours he has put in on each repair
job, and write this on the back of
the first copy of the work-order, turn-
ing in the job ticket himself.

A
(BENDIX RADIOJ

REG. u. 5 4 oFF,

Genapy Aealo

WARREN-CONNOLLY
Co, INC.

521 West 57th Street
As Metropolitan New Y ork R

»

DISTRIBUTOR FOR
Bendix Radios, Radio-Phonographs and Television

Bendix proudly announces this union of two great names—Bendix Radio
Division of Bendix Aviation Corporation, one of the world’s great creative
engineering and manufacturing organizations .-. . and Warren-Connolly
Co., Inc, one of America’s finest radio and appliance sales organizations.
All Bendix Radio dealers in metropolitan New York will recognize the
wisdom of this move for the reputation of the Warren-Connolly Co., Inc.
and its principles for sound merchandising and fair dealing are known
wherever appliances are sold.

The important New York market deserves the manufacturers’ best and
now the best distributing organization is combined witlf the best line of
radios and radio-phonographs ever offered to the trade or public. The
Bendix Radio line for 1948 combines more sales-promoting “Firsts” than
that of any other manufacturer—and the unique research and engineering
facilities that made this fine line possible assure a continuance of leader-
ship. Bendix Radio builds for profits today and progress tomorrow.

Bendix Radio and Warren-Connolly Co., Inc. cordially invite New York
dealers to visit the beautiful showrooms at 521 West 57th Street and see
the extensive and distinguished line of Bendix Radios and Radio-Phono-
graphs for 1948.

BENDIX RADIO DIVISION of

Bendix Aviation Corporation

. O "
Baltimore 4, Maryland

< 2 {
AVIATION CORPORATION

“At the end of the week, he adds
up the number of work-hours he has
put on all of his job tickets and con-
trasts this with the number charged
out for the shop. In this way, every
mechanic can see for himself the dif-
ference between his work-hours and
the number of hours billed to cus-
tomers. Since we instituted this sys-
stem, we are deriving much better
profits from each section with each
man more correctly matching up the
hours for which he is paid with the
hours charged to customers.”

The sales department, headed by
Mr. Smith, will utilize both “floor
men” and outside salesmen, aiming
at “three appliances in every home”
as a sales goal. “A small suburban
community of our type demands out-
side selling,” Mr. Smith indicated.
“We’re going to take our time, train
good men, and compensate them on
both a direct commission, and a
profit-sharing system. Under this
plan, salesmen will earn individual
commission on each sale, but will
also share in gross yearly profits
which we think will keep everybody
happy.”

Sincomb has made an early start
on promotion. One to three news-
paper advertisements are being run
every week in the Van Nuys news-
paper, concentrated on “immediate
delivery” merchandise. Feeling that
it’s never too early to get started on’
the future market, the company has
also contracted for “hostess service.”
Under this plan, the “hostess service”
looks up all newcomers moving into
the San Fernando Valley and fur-
nishes them with a book of gift cer-
tificates from one merchant in each
retail line.

Getting Salesmen
(Continued from page 29)

one that will release the salesman
from extreme worry during slumps,
and one that does not force him to
resort to customer-antagonizing tac-
tics in his frenzy to get business.

If the dealer can secure the serv-
ices of the right kind of salesman,
he doesn’t have to worry about tem-
porary lulls in sales. The right sort
of salesman is conscious of the prob.
ability of such slumps, and tries to
do something about them—provided,
of course, he doesn’t expect the axe
to fall on him the minute the going
gets tough.

At the point of sale the salesman
stands guard over the life-blood of
the business. That’s why it’s so im-
portant to select the salesman care-
fully, train him thoroughly and keep
him happy and prosperous.
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AMAZING

| does for
phonograph performance
what FM did for radio!

@3//// removes scratch and surface

noise.

?&?/4/ restores original beauty to old

records.

@6’/// increases pleasure from new
records.

This exclusive new Bendix Radio advancement makes
Bendix Radio-phonographs by far the easiest to sell for
this very good reason! It rezlly does what is claimed for
it and you can prove it to any ear by a side-by-side com-
parison with any other set. Yet this truly great sales
teature is only one of many “firsts” that put Bendix Radio
in a class by itself in demonstration, sales and profits!

Hush-O-Matic . . . Swing-A-Door automatic record player
...Phantom Dial...New Phantom grille...Bendix
Yl Ratio Detector FM circuit... crystal-controlled FM...
AVIATION CORPORATION true furniture styling . . . Aviation quality.
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TALK ABOUT

ACCEPT ANGE!

Even distributors’ salesmen

THE ALLEGRO
want to own these great (dark mahogany)

new radio-phonographs!

NEW STEWART-WARNER

“TERRIFIC” is the only word to describe
the dealer reception given these completely
new Stewart-Warner sets for 1948 . . . the line
that’s red hot right now!

THE INTERPRETER (dark mahogany)

Performance sells—and what performance these new combinations
deliver! In style, tone, features they have plenty of what people want
. . . at prices you’'ll never believe!

Only Stewart-Warner gives
you all these great features:
new Shadow-Box Dial, new

Electro-Hush Reproducer,
néw retractable Dura-Point

-+ - and the great Strobo-Sonic Tone System.

THE INTERPRETER
(blond mahogany)

THE NEW MINSTREL (walnut)

Available now—special
new demonstration rec-
ord! Play it for prospects
—it sells and entertains

Have YOU heard this “sell’”’ record? al at once!

It's one more great
Stewart-Warner exclu-
sive! Ask your distribu-
tor for it—today!

THE GAD-ABOUT (portable)

The Real]y Lucky Dealer Has

Mtewart-Warner for 1948

AM RADIOS FM « RADIO-PHONOGRAPHS « TELEVISION
CHICAGO 14, ILLINOIS
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Platter Profit-Pointers

$ INVENTORY TIME is com-

‘ ing. Retailers should remem-
ber that a good bookkeeping sys-
tem, and inventory control are the
basis for a successful record opera-
tion. Mistakes of the past year
show up each January. Although
in the midst of the holiday flurry,
disc dealers should be mentally pre-
paring themselves, and their staffs,
for inventory taking.

N
TRY TO
QUESTIONS in the affirma-

“ANSWER ALL
tive,” is good advice for store per-
sonnel. The eternal customer-ques-
tion in record merchandising is “Do
you have-such-and-such in stock?”
Too many good sales have been lost
when a clerk responds with a blunt
“No.” If the album is not in stock,
a tag-line should always be added
to the end of each negative statement.
For example: “But we do have
‘Album X’ which was made by the
same group, and has just come " —
or “But we’ll be glad to order it for

ou,” or “Have you heard this?
I'd like to know what you think
of it.” These are suggestions which
keep the customer interested, and
give the salesperson a chance to talk.
N
B\ CHRISTMAS MERCHAN-
DISE displayed in windows
should be kept intact until the very
last minute. If stock of a particu-
lar album, storage case, etc. runs
out, the item should be removed
immediately from display, and re-
placed by something else of which
there is a quantity. A sloppy win-
dow will not impress passers-by,
and can only serve to lower the
prestige of the store.
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_ formances.

N

d PETRILLO BAN on record-
A ings was one of those things
everyone “expected” to happen, but
that few thought actually would.
However, the industry was not
caught short-handed. The record
makers have been pressing at a hectic
pace since Mr. Petrillo announced
the Dec. 31 deadline. Some execu-
tives stated that there is enough of
a back-log of discs to keep business
going for two years. In the event
that the “worst” happens, dealers can
expect “repeat” big sales of stand-
ards and specialties that were past
favorites.

CHANGES IN THE MUSI-
CAL tastes and temperament
of the record buying public clearly
indicated by the “suggested Xmas
lists” sent out by various record

manufacturers. Most outstanding
development of the past year is the
emergence of a popular demand for
“complete” presentations of operas,
chorale works and chamber music
series. Each of these works can
provide a full evening’s listening,
and were formerly only to be
heard at occasional concerts or per-
The growing appreci-
ation of the musical arts developed
by large segments of the population
during recent years has widened the
audience for these works—and rec-
ords are doing a great job in bring-
ing music to “all the people.”

<1

N
¢

<Y
D Xmas:

IMPRESSIVE NEEDLE
SALES chalked up by retailers
who concentratec. on these items as
gifts. Dealers cite vigorous ad
campaigns coaducted in the na-
tion’s press by the needle manufac-
turers as one of the principal
reasons for growing consumer
awareness to importance of this
disc accessory.

N
%«, WITH THE TREND in dance

bands getting away from the
jitterbug gymnastics of awhile back,
to a sweet ' simple style of dancing,
fewer cases of teen-age capers are
reported by dealers. The new
novelty-comedy discs are up-and-
coming favorites with this age group.

CHILDREN'’S DISCS reach a
new high this year in abun-
dance, variety, entertainment and
educational value. Old story book

favorites have been streamlined for

the modern youngsters, and the

- record makers have also turned up

with a host of new friends and char-
acters, Sales of kiddie albums this
Christmas are expected to account
for a good portion of the holiday’s
profits.

TIPS for the weeks preceding
Keep store looking
neat, cleaning up after those cus-
tomers who have a tendency to mess
things; maintain a cordial demeanor
no matter how harried, and point out
to sales force necessity for doing the
same. Send purchasers home with
a lasting impression of cordiality by
wishing them a “Merry Christmas”
at conclusion of sale.
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[] #an, the Piper. Paul Wing. Y-331, $4.50.
(] Rudolph the Red-Nosed Reindeer. Y-353, $3.00.
D Cinderella. Jeanette MacDonald. Y-327, $3.00.

[] spike Jones Plays His Kind of Nonsense Music
for Children. Y-359, $2.25.

(] Helio, I'm Adeline. Y-22, $3.00.

[[] How to Play Baseball. Joe E. Brown. Y-351, $4.50.
[] Little Black Sambo’s Jungle Band. Y-316, $1.45.
[[] Pee-Wee the Piccolo. Paul Wing. Y-344, $3.00.

[ | Pinocchio. From the Disney movie. Y-349, $4.00.

(] Snow White and the Seven Dwarfs. With dia-
logue and sound effects. Y-17, $4.00.

[] Three Little Pigs from Disney’s movie, and The Or-
phans’ Benefit from “Mickey Mouse.” Y-14, $1.25.

[ | Dumbo. From the Disney movie. Y-350, $4.00.
[ 1 Robin Kood. Junior Programs Opera Co. Y-609, $4.

[] singing Games. The Children Next Door. Album
Y-335, $1.25. '

[ ] The Pied Piper of Hamelin. Alec Templeton. Album
Y-360, $2.25.

[ ] Uncle Mac’s Nursery Rhymes. Derek McCulloch
of the B.B.C. Album Y-15, $1.25.

[] Why the Chimes Rang. As told by Ted Malone with
Dick Leibert at the Organ. Y-357, $2.25.

[] Rock-A-Bye Parade. Y-16, $1.25.

[[] Songs of the Zoo. Sung by John and Lucy Allison.
Y-337, $1.25.

(] The Night Before Christmas. Recitation with musi.
cal background. Y-9, 85¢.

[] Let’s Play. Helen Meyers. Y-12, $1.45.

-‘.;,‘ )

==/l

ARLY SALES show that children’s
albums this Christmas will be
even bigger than expected...a
chance for bigger profits than you
planned for when you originally or-
dered your Christmas stock.

'?0'4"‘0:"

Another look at your stocks now
may prevent a lot of lost sales just
before Christmas . .. and just aofter,
when the kids bring in their Christ-
mas money and gift certificates.

It's a whale of an opportunity not
‘to be missed . . . and you've got a
selection of RCA Victor children’s
merchandise to choose from that's
really tops!

Check now against your

\x  current orders, o be well covered on these important items:

¢ 1] The Unsuccessful EIf. Paul Wing. Y-320, $1.45.
] Hansel and Gretel. Junior Programs Opera Com-
pany. Y-610, $5.00.
[] Perry Como Sings Merry Christmas Music. Al-
bum P-161, $3.40. )
] C/hrisfmas Hymns and Carols. Robert Shaw direct-
ng the RCA Victor Chorale. MO-1077, $5.00.

)
fég The next 4 weeks mean money, money,

money, in RCA Victor Children’s Albums!

All during ‘47, small-fry music has been
booming to a Christmas climax.

’ﬁ’/\& No matter how big a demand you had last
year, this year will be bigger! '

@‘% RGA\/IG'OR'OHILDREN'S RECORDS
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® Irvin and Israel Feld, proprietors
of Super Music City, on F St in
Washington, D. C., have stressed
“casy listening” as a novel method
for pushing record sales.

The brothers have installed self-
service record bars and batteries of
earphone turntables throughout the
store. The equipment was built into
specially designed modern fixtures.
By use of these earphones, fifteen
to twenty-five listeners can stand
side by side, hear their selected
records, and still not disturb the per-
son who is standing a few inches
away. The earphone set-up is used
primarily by popular disc customers.
The more conventional listening
booths are maintained for classical
music listening.

Super Music City is the third of
a group of Washington record stores
operated by the Feld Brothers. In
planning for this operation, the own-
ers were primarily interested in ob-
taining a location in the heart of
downtown Washington. Once they
had procured the proper site, the
merchandising-minded Felds equipped
the store with the most efficient
storage and display fixtures available,
large “looking glass” windows, self-
service record bars, and the special
earphone listening system,

Displays Kept Current

Window displays feature a variety
of record merchandise; continuous
effort is made to push the hit songs
and albums of the week. The dis-
plays are planned with an eye to af-
fording passers-by a good view of
the store interior.

In addition to being noted as an
establishment where popular and
“hard-to-get” records can be ob-
tained, Super Music City, has built
up a steady classical clientele. A
large stock of these albums is car-
ried, and serious music sales ac-
count for a good proportion of the
firm’s business.

(Continued on page 52)



of pre-school age is
this collection of fa-
miliar favorites.

[\ The popular “Gaite Paris-
ienn is given a spirited
rendition by Arthur
Fiedler in a new RCA
Victor album,

+

Below: Capitol Records
does “Bozo at the Cir-

4. cus”, a story with "big
top” flavor.

Below, left: Harry
Horlick offers a
group of exciting
"'Strauss Waltzes”
in an MGM al-
bum designed to
please all the
members of the
family.

BACH: “Cantata No. 140,” Robert
Shaw conducting the RCA Victor
Chorale and orchestra, Susanne
Friel, soprano; Paul Matthen,
bass; Roy Russell, tenor; Joseph
Fuchs, violin obbligato; Robert
Bloom, oboe. RCA Victor M
or DM. 1162 -

Four 10-inch records included in
this album, making reasonable list
price an inducement to music lovers
who miglit shy away from Bach in

a larger collection. “Mass in B

Minor” customers will be interested

in this, and vice versa.

CANTERBURY CHOIR: “Christ-
mas Hymns and Carols,” Mack-.
lin Marrow conducting, Ernest
W hite, organist. MGM 15

Famous and traditional songs of
the Yuletide season, “Silent Night,”

“The First Noel,” “O Come All Ye

Faithful,” and five others are sung

by the choir for a perfect “Xmas

Spirit” package.

MENDELSSOHN: “Elijah, Op. 70,”
Isobel Baillie, soprano; Gladys
Ripley, contralto; James John-
ston, tenor; Harold Williams,
bass-baritone, with the Hudders-
field Choral Society and the Liv-
erpool Philharmonic Orchestra
conducted by Sir Malcolm Sar-
gent. Columbia MM-715

This 16-record album was issued in
commemoration of the one hundredth
anniversary of the death of Felix

Mendelssohn. (Good window display

tie-in.) The work is done by the

same orchestra and chorus who did

the recent Handel “Messiah,” and

sales possibilities are particularly
ripe at this season for the two sets.

PONS, LILY: “Repeat Perform-
ance.” Columbia MM-720
Popular favorites like “The Blue
Danube” and “The Last Rose of
Summer” included in this Pons col-
lection. “Chansons” album, sung in
French, a good companion item.

TRAUBEL, HELEN; RALF,
TORSTEN: “Tristan und Isolde
—Love Duet (Act II, Scene 2).”
Columbia MX-286



Deised

Metropolitan Opera singers Helen
‘Traubel and Torsten Ralf sing the
passionate Wagner love music, ac-
companied by the Metropolitan Op-
era Orchestra, directed by Fritz
Busch.

CLASSICAL WORKS

BACH :“Chaconne, in D Minor,” An-

dres Segovia, guitar. Musicraft
M-85
Famous guitarist interprets this

Bach work in a new medium, for a
fascinating album.

BERLIOZ: “Romeo et Juliette, Op.
17,7 Arturo Toscanini and the
NBC Symphony Orchestra. RCA
Victor DV-7, also in V-7

Quality of tone, technique and per-
formance of this Berlioz symphony,
coupled with fact that album is avail-
able on non-breakable vinylite, puts
this album in the “must” class for all
collectors. Toscanini’s selling power
will pull even those customers who
are not familiar with the Berlioz
score.

HAYDN: “Symphony No. 94, in G,”
Boston Symphony Orchestra,
Serge Koussevitzky, conductor.
RCA Victor DM-1155, also iIn
M-1155

Popular “Surprise” Symphony was
an old favorite in the Victor catalog,
as originally recorded by Kousse-
vitzky. This new performance will
find many eager purchasers.

HEIFETZ: Godowsky: “Alt-Wient”;
Drigot: “Valse Bluette.” Jascha
Heifetz, Emanuel Bay at the
piano. RCA Victor 10-1345

The sides presented in this single
have been in great demand by music
lovers. Their coupling assures disc’s
becoming a best-seller.

HEIFETZ: “Heifetz  Encores,”’
Jascha Heifetz, Emanuel Bay at
the piano. RCA Victor DM-1159,
also M-1159
This album is a follow-up to re-
cent “Modern Violin Transcriptions,”
and, as the title implies, are popular
Heifetz encores. Many of the selec-
tions were transcribed by the virtu-
oso especially for his concerts.

(Continued on page 46)

Bruno Walter's in-
terpretation of Mah-
fer's Fifth Sym-

phony is a note-
worthy Columbio
release.

Bing Crosby assumes the
new role of children’s story
teller in this delightful
Decca album.

Below, left: Miiton
Cross  narrates  the
familiar Aladdin story
for Musicraft.

Below, right: Dick
Tracy and a col-
fection of the

comic strip char-
acters ore cap-
tured on wox

by Mercury.



Merry Xmas
L] g a
with Discs
(Continued from page 45)
HOROWITZ, VLADIMIR: “Piano
Music of  Chopin and Liszt,”
Viadimir Horowitz, pianist. RCA

Victor
Included in this collection are

Liszt’s “Au bord d’une Source,” and

the popular “Hungarian Rhapsody
No. 6.” Chopin’s “Ballade No. 1, in
G Minor,” and “Nocturne in F Sharp,
Op. 15, No. 2” also among selections.

LEVANT, OSCAR: “Levant Plays
Debussy.” Columbia MM-710
Ten selections, including “Reflets
dans l’eau,” “Serenade for the Doll,”
and “La Cathedrale Engloutie,” in-
cluded in album.

MOZART: “Quintet in D Major for
Strings,” Budapest String Quar-
tet, Milton Katims, viola. Co-
lumbia MM-708

Another worthy addition to the
chamber music catalog on the dealer’s
shelves. Mozart collectors will love
it,

MOZART: “Eine Kleine Nacht-
musik,” Sir Thomas Beecham,
Bart.,, and the Londom Philhar-
monic Orchestra. RCA Victor
M or DM 1147

Appealing cover illustration shows

a typical group of Mozart’s time

playing the “Serenade” for an eve-

ning’s entertainment. Sir Thomas
handles the recording with loving
care.

OFFENBACH: “Gaite Parisienne ”
Boston “Pops” Orchestra, Arthur
"Fiedler, conductor. RCA Victor
M or DM 1147

This version of the popular Offen-
bach work is the complete score as
it is performed by the Ballet Russe
de Monte Carlo. The spirited ren-
dition will appeal to ballet lovers,

John Jacob Niles accompanies himself on the

dulcimer on his second Disc album.

as well as to those who are just
familiar with the music.

SCHUBERT: “Symphony No. 8 in
B Minor,” Bruno Walter con-
ducting The Philadelphia Or-
chestra. Columbia MM-699

The popular . “Unfinished” sym-
phony is given the usual capable in-
terpretation of Bruno Walter. This
symphony is one that children learn
to listen to and love in the elementary
schools across the country.

TCHAIKOVSKY: “Nutcracker
Suite,” Andre Kostelanetz and
his Orchestra. Columbia MM-714
Dealers report tremendous sales of
this popular Tchaikovsky work every
Christmas. The melodic Kostelanetz
interpretation is just in time to cash
in on the demand.

TCHAIKOVSKY: “Concerto No. I
in B Flat Minor, Op. 23,” Artur
Rubinstein, pianist, Minneapolis
Symphony Orchestra, Dimitri
Mitropoulos, conductor. RCA
Victor DM-1159, also M-1159

Tchaikovsky work as recorded by

Rubinstein is familiar to his concert

fans. Dealers will find this new al-

bum an excellent “suggestion” item
with other recently released Rubin-
stein wax performances. ’

TCHAIKOVSKY: “The Nutcracker
Suite, No. 2,” Boston “Pops” Or-
chestra, Arthur Fiedler, con-
ductor. RCA Victor M or DM
1164 )

Excerpts from the ballet included
in this collection are “Winter Scene,”
“Waltz of the Snowflakes,” “Pas de
Deux,” “Divertissement de Choco-
lat,” and “Valse Finale.” Children,
as well as grown-ups, can enjoy this
collection. '

VIVALDI: “Concerto Grosso in D
Minor,” Alexander Schneider,
Dumbarton Qaks Chamber Or-
chestra. Keynote K 2003

This recording, on unbreakable ma-

terial, has already created quite a

Lennie Tristano’s “new
jazz"” waxed by Keynote.

going well.

Charlie Barnet’s

commotion in retail stores. Its ap-
peal to music lovers is not only its
excellent tone fidelity, but in the
presentation which is in the style
originally intended by the composer.

Gl B R RS

“ALADDIN AND HIS WONDER-
FUL LAMP,” Milton Cross, nar-
rator, with supporting cast. Musi-
craft M-87

Use of the Scheherazade music of
Rimsky-Korsakoff as background
music for this album adds extra ex-
citement to the familiar Aladdin
story. :

“ALICE IN WONDERLAND,” sung
by Jane Powell, featuring orig-
inal music by Carmen Dragon.
Columbia MM-713

Columbia calls this presentation of
the Lewis Carroll favorite, “A chil-
dren’s music drama for soprano and
orchestra.” As such, it is a novel,
entertaining, and educational album,
for “children of all ages.”

“THE ADVENTURES OF OLIVER
TWIST AND FAGIN,” Basil
Rathbone with supporting cast.
Columbia MM-700

Rathbone, of course, is Fagin—and

a character Dickens himself would

have cringed before. This great

classic is also narrated by the movie
star.

“BONGO,” Dinah Shore with sup-
porting cast, orchestra under di-
rection of Sonny Burke. Colum-
bia MJ-41

Album is about one of the incidents
from Disney’s “Fun and Fancy Free,”

Story of the trials and tribulations of

a bear, contains the songs, “Lazy

Countryside,” “Too Good to Be -

True,” and “Say It With a Slap.”

“BOOMER THE BASS DRUM,”
" (Continued on page 54)

Apollo discings Butch Stone’s orchestra signed
by Majestic.
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THEY CALL BOSTON “CONSERVATIVE”

...BUT LISTEN T0 THIS!

“Sensational,” “terrific,” ‘‘remarkable”
—such are the terms these “silent”
New Englanders use to describe the as-
tounding success of the new Columbia
Sapphire Needle, retailing at only $1.50,
and playing up to 10,000 sides!

READ THE STORY IN THEIR OWN WORDS!

“Every one of . . . our initial order has been sold.
The best needle in its price class . . . would still be
a good buy at $2.50 instead of $1.50.” Symphony
Music Shop, 54 Gainsboro Street, Boston 15,
Mass.

* * *

“By far the fastest selling needle. The $1.50 price
is sensational. Consumer demand and sales are
terrific.” City Radio Company, 163 Washing-
ton Street, Boston 8, Mass.

* * 3*

“Before the Columbia “Tailored-Tip,” who ever
heard of a sapphire needle selling as low as $1.50?
Who ever heard of a $1.50 needle being guaranteed
for 10,000 plays? Columbia always comes through!”
McLaughlin & Reilly, 45 Franklin Street,
Boston 10, Mass. _
* * ¥*
“The greatest of permanent needles . . . customer
reaction excellent . . . congratulations pouring in."”’
Hall & Hall, 126 Mt. Vernon Street, Boston 8,
Mass.

* * *

“Most satisfactory . . . customers come back to tell
how happy they are with the results.” Carl
Fischer, Inc., 252 Tremont Street, Boston 16,
Mass.

* * *

“Sales have been remarkable.” Krey Music Com-
pany, 623 Washington Street, Boston, Mass.
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RETAILS FOR !
ONLY

Sapphire Needle Display — Holds 60 Needles

The “Tailored-Tip''! Sapphire is microscopically
shaped and designed for amazing clarity, brilliance,
fidelity and long life. **Tailored to fit the groove by
master recording engineers—then shadowgraphed
for uniform perfection.

Backed by advertising in Life, Saturday Evening Pos.,
Time, American Record Guide, and Saturday Review
of Literature's supplement, “Recordings”™ . . . 800
radio stations!

trade-mork

CONTACT YOUR

Golumhia Records

DISTRIBUTOR

FOR STOCK

Trode-morks “’Columbia,” and @I Reg. U, §, Pot, OR, @
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lew Phono Lines

Latest Disc-Playing Accessories and Equipment

Sonata PHONOGRAPH

Model EP-500 “Little Maestro’ record play-
er. billed as “world’s smallest portable am-
plified phonograph”—measures 9” by 10”
by 5%” and weighs 74 lbs. Patented
glide-out turntable track, giving finger-tip
shift of turntable and motor. Alnico 5
speaker, plays any 10” or 12” disc, feather-
weight balanced tone arm, crystal pickup,
Alliance motor. Cabinet covered with alli-
gator leatherette, blending interior and
maiching hardware. Sonata Electronics
Corp., 624 S. Michigan Ave., Chicago 5.
IIl.—RADIO & Television RETAILING

Garrard
PACKAGED CHANGERS

Garrard automatic record changer now
offered in packaged  uinit. Available in
three styles—{(1) mounted on wood base.
(2) mounted in a carrying case (illustrated)
or (3) the changer in a de luxe table model
cabinet. Carrying case unit has compact
cabinet of wood, covered with light brown
parchment style leatherette, trimmed in dark
brown leather—measures 16” by 10” by
14”. Changer plays 10” and 12” discs in
any sequence without adjustment, non-slip
spindle, governor-controlled speed-requlates
motor. Fair-traded retail prices for ac units
are $69.50 for changer alone. $89.50 for
changer in carrying case, and $99.50 for

8 = — -

table model. Ac-dc models slightly higher.
Garrard: Sales Corp., 315 Broadway, New
;ﬁ)cr;k 7. N. Y.—RADIO & Television RETAIL-
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Fon-O-Pal Phonograph

Model AB27 children’s console phono-
graph with two-tube amplifier, crystal pick-
up, 5 Alnico 5 speaker. Ac motor and
turntable playing 10” or 12” dises with lid
closed. Record storage space provided.
Cabinet of pressed tempered masonite and
kiln dried white pine. Front grille buif color
—sides and top red (AB28 is blue). Colors
are washable. Cabinet on rubber feet.

B/

1
3
%

=

Measures 13” by 24” by 12”7, $29.95. Uni-
versal Mart Associates Corp., 15 Moore
St.. NewYork 4, N. Y.—RADIO & Television
RETAILING

Recoton
JUKE BOX NEEDLE

~ No. 2050 phonograph needle for juke
box use, rated at 7.500 service-free plays.

Made of osmium alloys. Comes in indi-
vidual sealed packet, with space on back
for noting installation date and other per-
formance data. Fifty packets are mounted
on specially designed service card de-
signed so that operators can remove as
many at a time as required. Recoton Corp.,
251 Fourth Ave., New York. N. Y.—RADIO
& Television RETAILING

Brock RECORD PLAYER

Model 7X-26 electric portable record
player for youngsters. Two-tube amplifier,
crystal pickup, 3” dynamic Alnico &
speaker. Featherlight pickup. Leather-
ette covering decorated for children, Mea-
sures 53%” by 12%2” by 10%”. Davidson
Mig. Co., 133 Carnegie Way, N.W., Atlanta
Ga.—RADIO & Television RETAILING

RCA-Victor PHONOGRAPH

Model 63E electric record player in knob-
less cabinet — motor starts automatically
when tone\ arm is placed in playing posi-
tion. “Silent Sapphire” pickup. Tone arm
fits neatly into recess at right, when not in
use, concealing recessed volume control.
Plays both 10” and 12” discs. Simple, func-
tional styling on cabinet of molded walnut
plastic and trimmed with gold lacquer.
Measures 5v2” high by 12” wide by 9”
deep. Suggested list is $29.95. RCA-Victor
Division, Radio Corp. of America, Camden,
N. .—RADIO & Television RETAILING

Columbia PHONO NEEDLE

“Tailored-Tip” sapphire phonograph nee-
dle which plays up to 10,000 sides. Point
is "tailored” to fit record groove and to
ride on side-walls only. Specially designed
for fidelity and longer life. Shadowgraphed
for uniform quality. Offered in sales-styled

ST

¢
|

i S L e B

individual plastic packages. $1.50 retail.
quumbia Records, Inc., 1473 Barnum Ave..
Bridgeport, Conn.—RADIO & Television RE-
TAILING

e e
NEW RADIO LINES,

Pages 32 and 33
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...recording volume sales for dealers everywhere!

Portable . . . efficient . . . handsome . . . the Webster-
$l4950 Chicago Wire Recorder has many markets — in

homes, schools, offices — and hundreds of uses in
every field. This outstanding unit has been a smash-
ing success for other dealers—Iet it huild profitable
sales for you. Completely backed by powerful na-
tional advertising and a valuable cooperative ad-
vertising plan.

West of the
Rockies

Contact your distributor for complete information.

%e %ﬁ%’ce o;/ %ﬂﬂ %uwed

WIRE RECORDERS

RECORD CHANGERS

PHONOGRAPHS
"PHONOGRAPH NEEDLES

WEBSTER iCHICAGCO

CHICAGO 39,
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RCA Victor Alhums

RCA Victor Records has signed con-
tracts for exclusive, original-cast record-
ings of “High Button Shoes,” and “Al-
legro,” two of Broadway’s newest musical
productions, James W. Murray, vice-
president in charge of RCA Victor record
activities, has announced

News from Keynote

John Hammond, president of Keynote
Records, New York City, has announced
a new price line at $1.25 for 12” high-
percentage shellac records. This new
price policy will also cover the entire
classical catalogue of European record-
ings to be issued on the Keynote label
under its exclusive U. S. rights arrange-

ment consummated with the Gramophone
Industries of Czechoslovakia.

Four new Keynote distributors are:
Motor Radio Co., Inc., Kansas City; Rec-
ord Merchandising Co.,\ Los Angeles;
Triangle Distributing Corp., Pittsburgh;
and Circle Record Co., San Francisco.

Continental Expands

Continental Record Co., New York
City, has completed a deal with the Elite
Record Co. of Switzerland in which the
firm will be represented in the United
States and Canada by{ Continental, and
Continental Records will be represented
abroad by the Elite firm. The waxes of
a large portion of the Elite catalog will
be released in this country under the name
of Continental-Elite Records.

NEW!

| jor jmmea/iafe :be/iuery

"MR. BITZEL"
SENSATIONAL!

HERE'S WHAT YOUR TRADE GETS

Three 10-inch UNBREAKABLE
Vinylite records in handsome art
album ... ... ...

~ Order Now

AN ALBUM
TO KEEP THE TOTS
AMUSED FOR HOURS

List. .. $4.41 ™

List. .. $2.98 =

STANDARD DISCOUNTS

ORDER NOW

TIFFANY PRODUCTIONS

200 W. 57th ST., NEW YORK 19, N. Y,
OR OUR NEAREST DISTRIBUTOR

More than 12 million radio
listeners have heard

™ REVOLT OF THE
ALPHABET”

starving

RUTH CHATTERTON

TWO 10-INCH UNBREAKABLE
VINYLITE RECORDS IN ALBUM
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New Columbia Artists

Christopher Lynch, the Irish tenor, has
signed an exclusive recording contract
with Columbia Records, Inc., according
to an announcement by Goddard Lieber-
son, vice-president in charge of Master-
works and repertoire of that company.

Josef Zimanich, head of Columbia’s for-
eign department, has also announced the
signing of several interesting new artists,
including : Rudy Castell, a Cuban singer;
Tadeusz Sztuka, a Polish favorite, and the
polka band of Babe Wagner.

New Musierzift Artists

Jack Myerson, president Musicraft Rec-
ords, New York City, has announced the
signing of many top-flight names to round
out the label's roster of popular artists.
Shep Fields and his Rippling Rhythm
Orchestra has signed a term contract to
record exclusively for Musicraft. Mindy
Carson, singer, has also been pacted by
the label. Other artists include: Buddy
Greco and the Three Sharps; novelty
singer Esmereldy and the Four Mu-
settes, a newly formed all-girl vocal grous.

VYox Releases

Bill Simon, director of the Vox spot-
light series, reports excellent sales of the
label’s “Marlene Dietrich Sings” album.
Singles released by the label are “Assez”
and “Je M’Ennuie,” two Dietrich suc-
cesses. An album of songs by Edith Piaf,
French cabaret singer, entitled “La Rue
Pigalle” is another Vox-Polydor repress-
ing.

Mayfair Jobbers

Mayfair Records, New York City, an-
nounces the following distributors for its
line of children’s records: Majestic
Brands, Inc, New York City; Igoe Bros.,
Inc.,, Newark, N. J.; Scott-Crosse Co.,
Philadelphia; Massachusetts Music Dis-
tributors, Boston; Barnett Distributing
Co., Baltimore; Dixie Record Suppliers,
Richmond, Va.; Pan-American Record
Distributors, Detroit; Pan-American Dis-
tributors, Cleveland; K. O. Asher, Chi-
cago; Frederick Lee, Minneapolis; ARA
Distributing Co., St. Louis. Dealers in
other territories may order records di-
rect from the manufacturers.

Heads Phono Needle Sales

John W. Walt is the new supervisor
of phonograph needle sales for Webster-
Chicago, 5610 Bloomingdale Ave., Chi-
cago. Mr. Walt will head sales promo-
tion on the recently announced Webster-
Chicago Black Nylon needle, and the
Ivory Nylon point. Mr. Walt comes
to ngster-Chicago from Westinghouse
Electric Supply Co. (Chicago branch),
where he was appliance sales promotion
manager.

Lissen Jobher

Henry Brown, president of Lissen Rec-
ords,. New York City, has announced the
appointment of Mangold Distributing Co.,
Baltimore, Md., as distributor for his
firm in that area.
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Each Fidelitone Classic is

a volume of best wishes
for your customers’ Christ-
mas giving. Feature it for
handsome Christmas prof-
its . . . The Fidelitone
Classic . . . Five Dollars.

The needle is mounted
in a useful record brush,
and fitted into a beau-
tiful Lucite utility pack-
age (cigarette case size)

OUTPERFORMS
ANY NEEDLE YOU
HAVE EVER HEARD

ATTENTION W& .y ‘;
DEALERS : o

Ask your Fti,de]itoge . '] ; : g

distributor about the LR N L d é‘
Fidelitone Classic In- ' . (/4 wm
troductory Offer —

wi(};i 150% deah}r 5 % 3
profit. Act now — of- h
fer is available for a ) M&

limited time only.

PERMO, incorroraren
CHICAGO 26

More Permo Needles Sold Than AllOther Longlife Needles Combined :
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RCA Victor Reps

The appointment of four new field sales
representatives is announced by D. J.
Finn, general sales manager of the RCA
Victor record department. The sales rep-
resentatives are: Robert Baggs, whose
headquarters is in Des Moines, Iowa;
Richard Madded, headquartered in Mem-
phis; Joseph Mowbray, who is stationed
in Cleveland; and Robert Yorke, who
works out of Seattle.

NAMM Exees Meet

The executive committee of the Na-
tional Association of Music Merchants,
headed by Louis G. La Mair, president,
is considering the Hotel New Yorker and
the adjoining Manhattan Center, New
York City, as tentative sites for the 1949

Music Industry Convention and Trade
Show. The committee decided to hold
the annual mid-term meeting of the board
of directors at the Waldorf-Astoria Ho-
tel in New York on January 12 and 13.

The executive committee also appointed
William R. Gard, as assistant to William
A. Mills, executive secretary- 012 NAMM.

Recoton Sales Campaign

In conjunction with their current pro-
motion of Supertone phoneedles, Recoton
Corp., New York City, is offering a spe-
cial promotion to dealers. Retailers who
order 10 cards or cartons of Supertone
phoneedles receive an extra card or carton
of 50 packages free. In addition, the deal
includes free imprint of dealer name and
address on individual needle packages.

Famous DUOTONE “Star” Supphire
Phonograph Needle in Gay Holiday Wrapper g

fcomkrm, EYE-CATCHING
WINDOW STREAMER
DRAWS 'EM iIN{

Display this smart mer-
chandiser early and cash
in fast! Order from your
Duotone distributor now !

GAYLY DECORATED

HOLIDAY PACKAGE
CLINCHES THE SALE!~y

Dressy red, green and white
slip-on wrappers make ideal
Xmas packages. Show them on
your counter and in your win-
dow. Keep'em UP FRONT! See
your Duotone distributor or in-
quire direct.

EXPORT DEPARTMENT: American Steel Export Co., Inc., 347 Madison Ave., New Yark 1,N.Y.
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New Permo Needle
Display Unit Offered

Permo, Inc., Chicago 26, makers of
Fidelitone long-life phonograph needles
are offering distributors and dealers a
striking display-demonstrator made of
clear Lucite. Chief feature of this unit

Permo lucite demonstrator

is the Lucite lever mounted below an
oversize Fidelitone supreme needle. Press-
ing the lever compresses the floating point
of the needle—illustrating the compliance
of the needle’s spring action. The move-
ment of the lever simulates (on a large
scale) the up-and-down motion of a rec-
ord as it passes the needle.

The display is one foot high. The giant
Supreme needle is of golden metal, while
the circular plaque is in gold and deep
blue. It is excellent for use both on coun-
ter and in the show-window.

Ear Appeal
Sells Discs

(Continued from page 43)

A separate warehouse for storing
records is maintained. The Felds
run a truck from the stores to the
warehouse three times daily. In
this way stock control is simplified,
and the merchandise is kept moving.

The three Super stores have an
extensive advertising schedule. Lo-
cal radio time calling for three
sponsored shows daily, has been
booked for a complete year. Weekly
ads are inserted in the Washington
newspapers, and complete pages are
frequently used to get selling mes-
sages across.

In addition, the Feld brothers
started their own disc company,
Super Discs, with offices in New
York City. This enterprising duo
went after record customers, and
kept them as steady patrons, by
giving them what they want.
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7 W | L C U X GAY | the Completely Automatic
i RECORDER

CREATES WIDESPREAD RECORDING INTEREST

coin-rREcORDIO 15 the latest development in the
never-ending Wilcox-Gay program of
recording “firsts.” Located wherever people
congregate, COIN-RECORDIO will create
widespread new interest in recording for -
home, office or amusement. '

coIN-RECORDIO 1S entirely automatic in opera-

tion. It commences at the insertion of a HANDY MATLING
[ ENVELOPE 4

9%

MY COieS ame

quarter, goes through the complete recording-

playing cycle and delivers the finished record- |
ing to the customer. No operator is needed. |

Installed in the following locations, COIN- &§
RECORDIO will be used by millions of
people who want to send “voice letters” or
“voice greetings” to their family, office, sweet-
heart, children or friends. Such stimulated
interest and actual usage creates millions of
home recording prospects for RECORDIO

dealers all over the country.

COIN-RECORDIO Wil.l. BE LOCATED IN . ..

# THEATERS © RESTAURANTS - e STORES @ ARMY PX'S

@ HOSPITALS e TOURIST CAMPS @ DEPOTS e COIN ARCADES

@ NIGHT CLUBS 3 CIGAR.COUNTERS e HOTELS e SERVICE CLUBS

« DANCE HALLS ® FILLING STATIONS @ RESORTS e VETERANS' CLUBS 1
o ROLLER RINKS e COLLEGES AND SCHOOLS e TAVERNS ® BUILDING LOBBIES

WILCOX-GAY CORPORATION e  CHARLOTTE, MICHIGAN

In Canada ... Canadian MARCONI Company ) ’ . 149-M
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BANNER RECORDS

present

A HAPPY FAMILY
OF DISTRIBUTORS

HOLLYWOOD, CALIFORNIA
Alco Recording Co.

NEW YORK, NEW YORK

. Midtown Distributing Co.
1674 Bdwy.

NEWARK, NEW JERSEY
- - All-State Distribution
DENVER, COLORADO
Associated Distributing Co.

BALTIMORE, MARYLAND
Barnett Distributing Co.

" " DETROIT, MICHIGAN

Cadet Distributing Co.

_RICHMOND, VIRGINIA
Dixie Record Suppliers

CHICAGO, ILLINOIS
James H. Martin Co.

'ST. LOUIS, MISSOURI
Millner Record Sales

BOSTON (Roxbury), MASS.
Music Suppliers of New England

BUFFALO, NEW YORK
Niagara Midland Co.

MIAMI, FLORIDA
Seminole Record Dist.

MONTREAL, QUEBEC, CANADA
Sni-Dor Radioelectric Ltd.

ATLANTA, GEORGIA
Southland Dist. Co.

PHILADELPHA, PENNSYLVANIA
Marnel Distributing Co.

PITTSBURGH, PENNSYLVANIA
Standard Distributing Co.

EL PASO, TEXAS
Sunland Supply Co.

Additional Distributors
Desired

DEALERS! If there’s no dis-
tributor in your territory,
write to us for information
about where to obtain

BANNER RECORDS

1674 Broadway, New York 19, N.Y.

Foremost Distributors of
Jewish and Italian Records
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Discs for Xmas
{Continued from page 46)

“Two Ton” Baker. Mercury
Story of a bass drum who finds a
friend in a young boy. They are sep-
arated, and then reunited Xmas morn.
For youngsters up to eight years old.

“DICK TRACY,” with Jim Ameche.
Mercury

This album on non-breakable plas-
tic is the first of a series of cartoon
albums to be issued by the label.
Included are original drawings by the
comic strip creator which can be col-
ored in by the youngsters, as they
listen to the stories of Flattop, Vita-
min Flintheart, and the rest.

“HERE COMES COLONNA'S
TROLLEY,” Jerry Colonna and
cast, music by Billy May. Cap-
itol DAS-60

Sound effects, music, and Jerry

Colonna as the conductor of a trolley

used by animals, offered in this col-

lection for children.

“KANKIE AND THE CONCER-
TINA,” David Allen, narrator,
with orchestra. Columbia MJ-39

Story of a kangaroo, who gets into
and out of trouble, is engagingly ac-
companied by delightful background
music.

“MUSIC BOX,” narrated by The
Lady in Blue. Mayfair K-111
Songs, games and dances of the
“very young” are included in this set
which features a specially written
score and a capable musical back-
ground.

“SPARKY AND THE TALKING
TRAIN.” Capitol BC-66

New record character called
“Sparky,” has some interesting con-
versations with train, and proves him-
self to be a hero. Children who are
intrigued by train noises will love
this.

“THE LITTLE FIR TREE,” nar-
rated by David Kurlan. Mayfair
K-102

Ten-inch unbreakable record comes
in attractive folder, ready to mail.

Particularly timely for Christmas

giving.

“WHO’S WHO AT THE ZO00O/)”
Merry-Go-Sound players. Merry-
Go-Sound album

Album, of unbreakable material,
takes listeners on a tour of the zoo,
providing them with an educational,
as well as entertaining time. Orig-
inal music is lilting, and designed to
catch a child’s fancy.

Populan]Made =

ARMSTRONG, LOUIS: “Some
Day”-—"“Fifty-Fifty Blues.” RCA
Victor 20-2530

“Some Day” is an Armstrong orig-
inal; backing is divided “fifty-fifty”
between Jack Teagarden on the trom-
bone and Satchmo’ on the trumpet.

ARNAZ, DESI: “Un Poquito de
Amor”—“I Love to Dance.” RCA
Victor 20-2499

Both tunes are from the film, “This
(Continued on page 55)

-

Tie-In Display of MGM Album and Movie

Joseph Strauss Co., MGM Records distributor
promoting the MGM album, “The Unfinished

for the Buffalo, N. Y. area

v : ) L Dance,”” in vari i
film’s opening. Shown is the Levis Music Store’s display windo:r‘.ls stores around town concurrent with the

. set-up twenty window displays
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Columbia Exeec Writes Book; Feted by Firm

Goddard Lieberson, vice-president of
Columbia Records, has edited “The Co-
lumbia Book ef Musical Masterworks.”
The book is aimed to appeal to concert-
goers, radio listeners, and record buyers.
Dealers can obtain copies through their
distributors,

Edward Wallerstein, president of Co-

lumbia, has written the introduction. All
types of recordings from the old masters
to those by contemporary composers, with
biographies of 100 selected composers
plus a description of their musical styles
are included. Of particular interest to
dealers is the faét that many of the works
are specifically referred to by number.

Columbio ortists and officials at the porty given in honor of the recently published ““Columbio Book

of Musical Mosterworks,”” are,

L. to R.: Mefford Runyon, Columbia executive vice-presiden‘;; team of

Mr. Gearhart and ‘Miss Morley, recording ortists; Poul Southard, Columbia sales ger; an ductor

Fritz Reiner.

(Continued from page 54)
Time for Keeps,” and Arnaz gives

them a rhythmic Latin treatment.

BARNET, CHARLIE: “East Side,
West Side”—"“My Old Flame.”
Apollo 1084

Swing version of old “Sidewalks
of New York” tune; smooth job of

“Old Flame.”

BRITO: “Ave Maria” — “White
Christmas.” Musicraft 15118
The romantic Brito voice performs
these two Christmas favorites with
feeling and warmth. The perform-
ance of “Ave Maria” in Italian is

bound to have extra sales pull.

CARLE, FRANKIE: “Peggy O’Neil”
—“I’ll Hate Myself in the Morn-
ing.” Columbia 37930

Frankie Carle’s piano backs Gregg

Lawrence in his version of “Peggy

O’Neil.” Marjorie Hughes and Law-

ence do a duet on the reverse side.

COMO, PERRY: “Two Loves Have
I"—*“I Never Loved Anyone.”
RCA Victor 20-2545

Two old tunes that are familiar
favorites.

DALE, ALLAN: “Oh, Marie”—"So
Far.” Signature 15160

“Marie” is done with English and

Italian lyrics for a novel presenta-
tion; flip is from “Allegro.”

DAMONE, VIC: “Ave Maria"—
“Silent Night” Mercury 15001

RADIO & Television RETAILING o December, 1947

Popular radio crooner records two
seasonal favorites. ’ :

DORSEY, TOMMY: “Let’s Pick Up
Where We Left Off’—“Like a
Leaf in the Wind.” RCA Victor
20-2546 '

Two ballads feature Dorsey’s sen-
timental stylings with a trombone.

ELLINGTON, DUKE: “The Wild-
est Gal in Town”—"“Put Yourself
in My Place, Baby.” Columbia
37957 '

Debut disc for this label, features
the Duke in two lively pops.

FARNEY, DICK: “I Still Get Jeal-
ous” — “The Wildest Gal in
Town.” Majestic 7271

First side from musical, “High

Button Shoes”; Farney tells the story

of Sally Brown on the reverse.

GOODMAN, BENNY: “Nagasaki”—
“Gonna Get a Girl” Capitol
15008 :

Goodman’s clarinet sparks old hit,

“Nagasaki.” Reverie is another oldie.

HARRIS, PHIL: “Ding Dong Daddy
From Dumas” —‘“Some Little
Bug Is Going to Find You.” RCA
Victor 20-2534

First side is an oldie revived by

Harris; flip features an oft-requested

novelty by the singer-maestro.

HOWARD, EDDY: “A Tune for
Humming”— My Blue Heaven.”
Majestic 1177

(Continued on page 56)

-Join the hundreds of better dealers
from coast to coast who are putting
this nifty seller up on TOP!

1 .
Sells Itself...thousands of pleas-
ing plays appeal to your thrifty
customers.

Silent Salesman display card...
eye-catching . . . carries self-selling
sales shorts,

Guaranteed by the country's lead-
ing precision jewel manufacturer.

UNPRECEDENTED
PROFIT FOR YOU!!

List price per card of 12 $18.00
Your regular cost 9.00
Your usual profit $ 9.00

Your introductory bonus of two (2)
ONE-FIFTYS ABSOLUTELY FREE! 3.00

YOUR PROFIT $12.00

ORDER A CARD NOW!

INDUSTRIAL SAPPHIRE MFG. CO. INC.
131-35 AVERY AVENUE  FLUSHING, N. Y.

Send { )} cards of ONE-FIFTYS.
PLUS my introductory bonus. Plus { )
color brochures describing the entire:
NORRIS line.

Name
Address.
MAIL TO YOUR DISTRIBUTOR OR DIRECT TO INDUSTRIAL
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THE IDEAL PAIR FOR
HOME RECORDING!

% For cutting direct
on all coated aluminum, paper
or glass base discs. Machine-
lapped to insure a mirror-like
finish...a clean, quiet-cut
groove.

X ade to fit the
groove cut by the Brilliantone
Recording Needle.. Used by top
radio stations and transcription
companies.

Products of

H. W. ACTON €O., Inc.

Sole Distributor |
370 Seventh Ave., New York 1, N.Y.

Send for New Cafalog: G
and Current Price Lists.

jﬁe &aré/ing Wew

o

IRONER

Irons all from shirts to sheets o Elbow contro}
Both Hands Free ¢ Exclusive Guide Spring Re-
turns Ironed Clothes Without Wrinkling ¢ Beau-
tiful Design o Light Weight ¢ Easy to Handle.
GUARANTEED UNDERWRITERS’ APPROVED
COMPLETE IRONER $69.95 LIST!
Dealers—Distributors Write for Prices,
Allocations and Information to
EMPIRE APPLIANCE COMPANY

480 Lexington Avenue New York 17, N. Y,
(Factory: Cincinnati 2, Ohio)

56

Disecs for Xmas

(Continued from page 55) )
“Humming” is a new tune with

novel appeal; flip is an oldie revived
in the smooth Howard manner.

JAMES, HARRY: “White Christ-
mas”—“All the World Is Mine.”
Columbia 37955

First side is familiar favorite from
film, “Holiday Inn.” Instrumental on
the other side based on a theme from
pic, “Carnegie Hall.”

JOLSON, AL: “The Cantor” —
“Hebrew Chant.”” Columbia 3
This is another single issued in
the company’s “Archives” series, and
presents Jolson at a time when he
was making recording history. -

KAYE, SAMMY: “I’ll Hate Myself
in the Morning” — “Dream
Again.” RCA Victor 20-2524

“Dream” side is a song popular in

England, with the Three Kaydets on

the vocals, Don Cornell and Laura

Leslie take it for the bouncy “Hate

Myself in the Morning” side.

KAYE, DANNY-ANDREWS SIS-

TERS: “Civilization” — “Bread

and Butter Woman.” Decca 23940

Catchy “Civilization” done by the

sisters and the comedian sets toes

tapping; flip is a tune with a Calypso
beat.

KENTON, STAN: “Curiosity” —
“Theme to the West.” Capitol
15005

First side waxed by the reor-
ganized Xenton crew has June

Christy on first side vocals, and fea-

tures Kenton’s piano on an original

theme.

LAWRENCE, ELLIOT: “My, How
the Time Goes By” —“Baby
Boogie.” Columbia 37954

“Time Goes By” is from film, “If

You Knew Susie.” “Baby Boogie”

has some Lawrence boogie passages,

with Rosalind Patton on the vocals.

LEWIS, MONICA: “The Gentleman
Is a Dope”—“It's the Bluest
Kind of Blues.” Decca 24253

Miss Lewis’ initial disc for this
label offers tune from “Allegro” and

a top British favorite, “Blues.”

MARTIN, TONY: “I’ll Dance at
Your Wedding”—“Carolina in
the Morning.” RCA Victor 20-
2512

“Wedding” tune heading for best-
seller lists; “Carolina” ditty receives

a new treatment in the inimitable

Martin manner.

MERCER, JOHNNY : “Jingle Bells”
—“Santa Claus Is Comin’ to
Town.” Capitol 15004

Two old Xmas favorites done in
Mercer’s own style.

MONROE, VAUGHN: “Love for
Love”—“Baby, Be Good.” RCA
Victor 20-2514

First side is from film, “Escape

Me Never.” Reverse is a jump, styled

for dancing.

MURPHY SISTERS: “Girls, If You
Ever Get Married”—"“The Bread
Song, Don’t Eat Me.” Apollo
1080

“Girls” number is an old vaude
song, done with sound effects to com-
plete comical effect; flip is in behalf
of current conservation drive.

PRIMA, LOUIS: “With a Hey and
a Ai and a Ho Ho Ho!”"—"My
Flame Went Out Last Night”
RCA Victor 20-2515

Prima antics on the first side a
natural for New Year’s Eve sales.

RHODES, BETTY: “Why Should 1
Cry Over You”—“Those Things
Money Can’t Buy.” RCA Victor
20-2547

“Cry Over You,” an oldie, warmly
delivered by the smooth vocalist.

SHAW, ARTIE: “When
Around”—""The Glider.”
craft 512

A new Shaw interpretation of a
current tune is backed by re-issue of
an old favorite.

SHORE, DINAH: “How Soon"—
“Fool That I Am.” Columbia
37952

Sentimental love song, teamed with

a sad blues tune.

SINATRA, FRANK: “The Dum Dot
Song”—"It All Came True.” Co-
lumbia

First side is a novelty in baby talk
about a coin machine and features
the “Pied Pipers.” Flip is recorded
with a new group, Alvy West and the

Little Band.

SPIVAK, CHARLIE: “How Lucky
You Are”—“At Dawning.” RCA
Victor 20-2500

“Lucky” is another English ballad
making the rounds over here; classic

“At Dawning” interpretation is

sparked by Spivak’s trumpet.

THE RAVENS: “Summertime” —

“Write Me a Letter.” National

An original rhythm interpretation

of the Gershwin favorite is backed
with a fast blues number.

TORME, MEL: “Ballerina”—"“W hat
Are You Doing New Years
Eve?” Musicraft 15116

Hit tune, “Ballerina,” is given top

Torme treatment; flip is a timely

question, that will make the crooner’s

fans and other interested parties buy
the disc.

You're
Musi-
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Get Set for Time-Buying Increase

Lifting of Conitrols, High Living
Costs and Growing Competition Will Cause
Financing Upswing—Here’s What to Do About It

® Now that the controls have been While most dealers are already
lifted from instaliment selling, deal- ‘set up with a satisfactory lending
ers are faced with the necessity for
gearing up their businesses to cope
with the many new angles to time-
selling which are bound to crop up.

For instance, now that Regulation
W is no longer in effect, “competi-
tive” easy terms will be stressed by
many a sales organization. Such
“easy” credit terms will be publi-
cized in advertising copy, via direct-
mail pieces, on the radio and on signs
in show-windows.

It goes without saying that the
alert retailer should know all about A private place to transact instaliment

institution — be it an independent
finance company, a bank or a manu-
facturer’s credit outfit—many, be-

cause of the fact that they have
been doing what amounted to almost
an out-and-out cast business during
the shortage pericd, have put off
arranging for active installment busi-
ness.

In anticipation of greatly increased
time-buying, due to factors such as
the lifting of Regulation W, growing

business is apprecioted by buyers.

competition, the high-cost of living
and others, lending organizations
(Continued on page 68)

Provide privacy for customers.

Get all credit information the

VA WN =

¥ they can pay cash, don’t sell ‘em terms.

his liability, etc.
the present credit features available
to him and to his customers. He

*

Ten Customer-Satisfying
Installment-Selling Points

Be sure salespeople are familiar with the contract form.

first time.

Don’t ““edit’”’ credit information.
Make certain buyer knows terms of contract—interest rate,

Explain benefits of time-buying to purchaser.

should hook up with the lending 7. Learn to “‘sell’” the ““first-time” credit purchaser.
agency which, in his opinion, offers 8. Don’t let can-pay-cash people buy on time because they
him the best deal in stocking and think they won’t otherwise get good service.

displaying his merchandise, and,
which also provides competitive cus-

‘9. Use time contracts as sales clinchers.

tomer-purchasing terms and attrac- 10. Be sure your lending agency gives competitive terms; attrac-
tive, dignified customer-relations. tive, considerate service to your customer.
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iTH THE GIBSON
UPS-A-DAISY RANGE!

Ups-A-Daisy is the cooking ad-
vantage that gives you the sales
advantage. And only the Gibson
Kookall Automatic Electric
Range has it! A range innovation
designed and pioneered by Gibson,
Ups-A-Daisy provides four sur-
face units or three surface units
and a Deepwell Kookall. Also
featured in the popular Gibson
range is a waist-high broiler, two
complete ovens, concealed oven
vent and efficient automatic oper-
ation. Promote these Gibson fea-
tures vigorously, and you’ll get
the range on profits.

Gibson Refrigerator
Embodied in the Gibson

refrigerator is a team of fea-
tures designed to please the
lady of the house and pro-
mote your sales. Freez’r
Locker is a big, family -size
;.jompal;‘tmdent for storing
. rozen foods for weeks on
Gibson Home Freezer end. And for meats, ﬁs'uits
No more diving and stoop-  and vegetables, Gibson
ing for frozen food packages builds into its refrigerator
with the improved Gibson the Fresh’ner Locker.
Home Freezer. Its upright
construction assures down-
right convenience. Five
roomy, wall-to-wall shelves
provide ample storage space
for even the largest family, ¢

See the Gibsons at the

Janvary Market in Chicago R E F R ’ G E R A To R C o M P A N Y

Space 537-538-B Greenville, Michigan

COPYRIGHT 1947, GIBSON REFRIGERATOR CO.
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Appliance Displays
Should Be “Alive”

Mr. Merlyn is shown here with three of the

Chicago fashion models who guided guests through
the store during opening events. He’s briefing them

on the dishwasher part of his “all-alive’” appliance display.

® Showmanship is the heart of mer-
chandising, says John 8. Merlyn, op-
erator of one of the most talked-
about appliance stores in Blue Island,
Ill.—a bustling industrial suburb on
the fringe of Chicago’s smoky Calu-
met steel mill area.

“If it is automatic, requires a mo-
tor or flame, and if it is shown on
our floor, it is ‘alive’ for demonstra-
tion purposes or it can be made
alive,” says Mr. Merlyn, who brings
to the appliance business a special
flair for showmanship and a sound
background in the building and con-
tracting business.

His re-decorated store is located
on the main business street of the
thriving little town which attracts
shoppers from all parts of the nearby
industrial section. The long windows
on the 80 ft. frontage make it easy
to see the complete display room of
the first floor, lighted, as is the whole
building, with indirect fluorescent
lighting. -

The “grand opening” staged by Mr.
Merlyn was a notable example of his
showmanship in merchandising. Ad-
vertisements were run in 12 local
newspapers, and personal letters of
invitation were sent out. The event
itself was complete with prizes given
out by fashion models, Mother’s Day
specials, a cash-and-carry discount of
5% on small appliances, and a lot of
publicity. Thousands of people came
to see the electric kitchens and laun-
dries, new items among small appli-
ances, ventilating fans, hot water

RADIO & Television RETAILING ¢ December, 1947

heaters, - etc., all in actual operation
on the floor and demonstrated by the
glamorous models. g
Mr. Merlyn believes that success-
ful appliance selling requires a thor-
ough knowledge of building, and that
it is as necessary to prepare a build-
ing for receiving modern equipment
as it is to install the equipment itself.
“It’s showmanship that makes peo-
ple buy,” Merlyn says, however. That
is why he has equipped his store as a
complete all-alive electric, gas and
oil display. Hundreds of feet of Bull
Dog trolley duct is used throughout

the building. The electrical service »

is three-phase on all three floors and
the building is wired for both 110
and 220 volts.

Here is a part of the main_first-floor dispiay

room of the Merlyn store. Slight[y recessed windows
of 80-ft. front are at right; three-sided display rooms at left.

v

Showmanship Makes All the Difference in
Getting Appliance Customers Interested.

The Hotpoint electric kitchen is
a complete unit in itself, from metal
cabinets to electric dishwasher, gar-
bage disposal and smaller equipment
such as toastersj and coffeemakers.
The electric laundry is similarly
equipped. Heating, ventilating and
air conditioning units are also com-
plete. Clients not only see the units,
they may press the buttons and oper-
ate them.

An enormous amount of plumbing
work, pipe work and electric wir-
ing was necessary in order to make
this possible, but it has paid big divi-
dends in sales.” It was even necessary
to extend the stacks on the chimneys
20 feet in order to give proper stack
pull for heating and ventilating dem-
onstration and efficient operation.

The firm occupies both floors of
the building and two basements. The
second floor contains the general of-
fices, service department, engineering
department, and assembly rooms for
conducting of cooking schools. This
room will seat 250 persons.

The first floor consists of a large
main display-room 60x80 feet with

(Continued on page 68)




Universal WAFFLE MAKER

Gleaming chromium finish watffle maker,
with Coronet design. Handles and trim
of heat resistant mahogany. Heat indi-
cator; die-cast mirror finished aluminum

grids 712 inches in diameter. 6 ft. de-
tachable cord. Companion piece to Uni-
versal Coffeematic. Landers, Frary &
Clark, New Britain, Conn.—RADIO & Tele-
vision RETAILING

Norge WATER COOLER

Portable, automatic water cooling de-
vice, may be moved from room to room
and “plugged in” to convenient electrical
outlet. Unit cools 50 cups of water an
hour. Size: 22 inches wide, 14 inches high,
12%2 inches deep. Norge Div., Borg-
Warner Corp.. Detroit, Mich..—RADIO &
Television RETAILING

Royal Rochester COFFEE MAKER

Electric coffee maker, retails at $16.95 plus
tax. Attractively decorated.

Robeson-

Rochester Corp.. 46 Sager Drive, Rochester,
N. Y.—RADIO & Television RETAILING

Westinghouse ELECTRIC SHEET

Electric sheet, designed for use with con-
ventional bed coverings, this product is
made of neutralcolored muslin and is 70
inches wide by 84 inches long and has «a
heated area 54 inches by 70 inches. It is
operated by the automatic watchman con-

trol that maintaing a pre-selected warmth
regardless of changing room temperatures.
Expected to sell for under $30. Westing-
house Electric Corp., Electric Appliance
Div., Mansfield, O.—RADIQ & Television
RETAILING

Brownie-Lite FLASHLIGHT

Flashlight is 2 inches long, 2 inch
diameter. Styled in gleaming sterling sil-
ver or jewelers metal, and with attrac-.
tive engraving. Models may be had with
chains, key rings, name tags, etc. At
tractively gift-boxed. Brownie Miqg. Co.,
195 William St., New York, N. Y.—RADIO
& Television RETAILING

| _Telechron CLOCK

“Airlux” model, housed in hand-rubbed
brown mahogany case; bell-alarm. Di-
mensions: 5 inches high, 62 inches wide,
3 5/16 inches deep. Iis 3%-inch dial is of
metal with brown grained mahogany back-
ground and gold alarm dots. Sells for
$15.00 plus tax. Telechron Corp., Ashland,
Mass.—RADIO & Television RETAILING

Gem AUTOMATIC WAFFLER

New automatic walfle iron has built-in
temperature control unit which permits se-
lection of crisp waifles to suit any taste.
Finger-tip control. Lists at $10.95. Newark
Appliance Corp., Inc.. 92 So. 6th St., New-

ark 7, N. J—RADIO & Television RETAIL-
ING

Electro Master RANGE

“Banquet Superb” model features new
pyrex aircell “oveneye” which enables

checking of baking and roasting without
opening oven door. Switch turns on in-
terior oven light for added convenience.
Size: 40 inches wide, 26 inches deep, 42
inches high. 3-way selector switch on
control panel, for use in conjunction with
timing clock. Warming oven, deep well
cooker, and additional lighting are other
features. Switches mounted on back panels
for added safety. Electromaster, Inc., Mount
Clemens, Mich.—RADIO & Television RE-
TAILING

Rittenhouse DOOR CHIME

“Lyric” model, three-tube chime. Sounds
two vibrant notes for the front door, one for
the rear. Three long-lacquered-brass tubes
suspended from an ivory plastic housing.
A polished brass cleft ornament decorates
chime. Dimensions: 8% inches wide, 4612
inches long, 22 inches deep. Retails at
$12.50. Rittenhouse Co., Honeoye Falls,
N. Y—RADIO & Television RETAILING

X-Pelzit AIR EXPELLER

Air expeller for window mounting, de-
signed for removal of fumes, etc. Air ex-
pulsion motor and blades mounted on an
al-aluminum frame with aluminum sliding
side panels adjustable to permit mounting
in windows from 22 to 33 inches in width.
Retails for $13.95. Thomson & Bishop,
Takoma Park, Md.—RADIO & Television
RETAILING
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Knapp-Mont;rch SPEED IRON

Iron features “MagiKurve”, shaped to
fit around neckbands, armholes, and ruffles.
Edge is “button-bevelled” all around. 3
air-grooves keep entire top of iron cool;
lighted dial gives 3 heats for every fabric:
cord swings out of way during ironing
process; iron rests on side-bumpers, Knapp-
Monarch Co., St. Louis 16, Mo.—RADIO &
Television RETAILING

Holliwood WAFFLER

Family-sized electric waffle maker, con-
structed of highly polished solid cast alum-
inum. Features a controlled heating unit

which stabilizes the baking temperature.
Makes eight portions on its 11%2 inch by

61 inch baking surface. Overall di-
mensions: 13 inches x 8 inches x 4% inches.
Finders Mig. Co., Chicago, Il.—RADIO- &
Television RETAILING

Monroe SEWING MACHINE

Electric sewing machine, operates with-
out bobbin or shuttle. General purpose
machine for all types of sewing, and also
sews a distinctive stitch. Two threads of
different texture may be combined in
matching or contrasting colors. Two-color
stitches with threads of identical texture,
as well as one-color single-thread stitches
are also sewed. Blending of thread-color
and thread-texture is by simple finger-con-
trols without extra attachments. Portable
model with 8inch head, weighs 16 lbs.
Lion Mfg. Corp.. Chicago, II.—RADIO &
Television RETAILING

Merit-Master TOASTER

Two-slice automatic pop-up toaster.
Black plastic trim: removable crumb tray
for quick cleaning. Streamlined, oval de-
sign, Merit Made, Inc., 33-37 Franklin St.
Buffalo 2. N. Y.—RADIO & Television RE-
TAILING
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Premier VACUUM CLEANER

Model 23 floor cleaner features motor-
driven brush; single-speed motor; dirt-find-
ing search lite; full opening: poro-nap
dust bag; triggertype switch: 22 ft. rub-

ber-covered cord with molded rubber plug:
durable maroon and gray crinkle finish.
Built to retail at $59.75. Premier Vacuum
Cleaner Div., General Electric Co., 1900
Superior Ave.. Cleveland 14, O.—RADIO
& Television RETAILING

Durabilt TRAVEL IRON

New ac-dec folding:travel iron, equipped
with fabric heat indicator. Handle features
plastic molded around the steel base. Iron
weighs less than 2 lbs., folds down to 112
inches. Retails at $6.95. Winsted Hard-
ware Mig. Co.. Winsted, Conn.—RADIO
& Television RETAILING

Everhot FAN-HEATER

Model No. 915, fan-and-heater, styled
with graceful louvres. Heater features:
circulates 80.7 cu. ft. of heated air per

minute. As a fan, motor steps up to its
full speed for maximum air circulation.
Finished in blue, with a hammered effect.
The Swartzbaugh Mig. Co., Toledo 6, O.—
RADIO & Television RETAILING

Fresh’nd-Aire HUMIDIFIER

Humidifier is designed to add correct
amount of moisture necessary to properly
humidify air. Automatically adds filtered
and washed moistare to the air. Made .of
crackle-brown finished sheet steel, unit is
1612 inches high, 12 inches diameter, and
weighs 15 lbs. Water reservoir capacity
is three gallons. Fresh'nd-Rire Co., Div.
Cory Corp., Chicago, IIL.—RADIO & Tele-
vision RETAILING : ’

Burnham ELECTRIC
STEAM RADIATOR

Electric steam radiator available in six
models, '(three portable, three stationary,
with six different heating output ratings.)
All models may be had for ac or de.
Attractive appearance, cast iron construc-
tion, safety and fully automatic thermo-
static controls are features which the man-
ufacturer points out. ~Burnham Corp..
Irvington, N. Y.—RADIO & Television RE-
TAILING

Sentinel KITCHEN CLOCK

Model SK-135. Electric  self-starting
kitchen clock. Easy to keep clean, S5-inch
white dial, convex glass, convenient bot-
tom set. Exclusive of taxes, $4.50. E.
Ingraham Co., Bristol, Conn.—RADIO &
Television RETAILING.

Northwyck BAR

“Genial Host” streamlined bar, with built-
in refrigerating unit for making ice cubes
and chilling mixtures. Unit is 44 inches

high, 43 inches long, and 23 inches deep.

Fiber glass insulation encases cabinet. One
compartment is a liquor cabinet, the other
a refrigerating cabinet. Equipped with a
lock. Northwyck House, 18 E. 33 St., New
York, N. Y.—RADIO & Television RE.
TAILING ‘

61



ron—a

able snforma
Surveys prove 1
G-E A

House

time show-

going o scll the {ull line ©
pliances n wmty.
ant part of a huge co-ordi-

one very jmport
of pational advertising which includes all
¢ magaz he country:

House Party 18
Radios and Ap

Yy our comm

Butitisjust

nated progran
1he important consume

nes in 1

|

GE advertisi
Ising sells appliances and radios for
“you

62

Television RETAILING » Decembe 947



use Farty

2:30-2:55P. M.
Pacific Standard

Time
Bakersfield
KERN

Fresno
KARM
Los Angeles
KNX

Palm Springs
KCm)

Portland, Ore.

KOIN

Reno
KOLO

Sacramento
KROY
San Diego
KSDJ
San Francisco
KQw
Seattle
KIRG
Spokane
KXLY
Stockton
KGDM

Yakima
KIMA

1:30-1:55P. M.
Mountain Standard

Time
Albuquerque
KGGM

Baise
KDSH

Bisbee
KSUN

Butte
KBOW

Carlshad
KAVE

Cedar City
KSUB

Colorado Springs
VOR

Denver
KLZ

El Paso
KROD

Great Falls
KFBB

Missoula
KGVQ

Phoenix
KoY

Rapid City
KOTA

Salt Lake City
KSL

Santa Fe
KVSF

Scottsbluff
KOLT

Silver City
KSIL

Tucson
KTuC

2:30-2:55P. M.
Central Standard
Time
Austin
KTBC

Birmingham
WAPI

Cedar Rapids
wMT

Champaign
WDWS

Chattancoga
wDoD
Chicago
wBBm

Cookeville
WHUB

Corpus Christi

Datlas
KRLD

Danville
WDAN

Decatus
AT

Des Moines
KSO

Duluth
KDAL

Evansville
WECA

Grand Forks
KiLO

Green Bay
WTAQ

Harlingen
KGBS

Hopkinsville
WHOP

Houston
KTRH

Indianapolis
WFBM

Jackson
wJQS

Jamestown
KsJ8

Joplin
KSWM

Kansas City
KMBC

Knoxville
WNOX

Kokomo
WKMO

Little Rock
KLRA

Louisville
WHAS

Mason City
KGLO

Memphis
WREC

Meridian
wCoC

Milwaukee
WISN

Minneapolis,-
S1. Paul
wCCOo

Montgomery.
wCov
Muncie
WLBC

Nashville

WLAC

New Orleans
LAUN

Odessa
KOSA

Oklahoma City
KOMA

Omaha
KFAB
Paducah
WPAD
Peoria
wMmBD

Quincy
WTAD

St. Louis
KMOX

San Antonio
KTSA

Selma
WGwC

Shreveport
KWKH

Sioux City
KSC)

South Bend
WSBT

ENERAL

RADIO & Television RETAILING ¢ December, 1947

ART LINKLETTER makes House Party an exciting show—and
G-E products a part of the excitement. His tremendous popularity
in radio and movies are going to make him your best salesman.

Springfield, Il
WTAX

Springfield, Mo.
KTTS

Topeka
WIBW

Tulsa
KTUL

Wausau
WSAU
Wichita
KFH

Wichita Falls
KWFT

3:30-3:55 P. M.
Eastern Standard
Time
Akron
WADC

Albany, Ga.
WGPC

Albany-Troy
WTRY

Anderson
WAIM

Asheville
WWNC
Ashland
weml
Athens
WGAU
Alanta
WGST
Atlantic City
WBAB

Augusta
WRDW

Baltimore
WCAOQ

Bangor
WABI -

Beckley
WILS

Binghamton
WNBF -
Boston

WEE|

Buffalo
WGR

Burlington
WCAX
Charleston, S. C.
WCSC

Charleslon, W. Va,
WCHS

Charlotte
WBT

Cincinnati
WKRC

Cleveland
WGAR

Columbia
WKIX
Columbus, Ga.
WRBL
Columbus, 0.
WBNS
Dayton
WHI0

Detroit
WJR

Du Bois
WCED

Durham
WONC

Fairmont
WMMN

Fort Myers
WINK

Frederick
WFMD
Gloversville
WENT

Grand Rapids
WJEF

Greensboro
wBIG

ore stations— more listeners

HERE ARE THE STATIONS AND THE TIME IN YOUR AREA:

Harrisburg
WHP

Hartford
WORC

Indiana, Pa.

WDAD

Ithaca
WHCU

Jacksonville
WMBR

Johnstown
WARD

Kalamazco
WKZ0

Keene
WKNE

Macon
WMAZ

Manchester
WFEA
Miami
WGBS

New York
WwCBS
Orlando
wDBo

Parkersburg
WPAKR

Philadelphia
WCAU

Piltsburgh
WIAS

Portland, Me.

WGAN

Portsmouth
WPAY

Providence
WPRO

Richmond
WRVA

Roanoke
wDB J

Rochester
WHEC

$t. Augustine
WFOY

Sarasots’
WSPB

Savannah
WTOC

Scranton
WGB!

Spartanburg
WSPA

Springfield, Mass.
WMAS

Syracuse
WFBL

Tampa
WDAE

Unionlown
WMBS

Ulica
WwIBX

Washington
wTOP

Walerbury
WBRY
Watertown
WWNY
West Palm Beach
WINO

Wheeling
WWVA

Worcester
WTAG

Youngstown
WKBN

9:30 - 9:55 P. M.
Hawaiian Standard
Time
Hile, Hawail
KHBC

Honoluly
KGMB

ELECTRIC



What's New in Lighting

Sylvania Intr,oduées
New Way to Sell Bulbs

A new way to merchandise light
bulbs and help dealers boost sales
has been announced by Sylvania
Electric Products, Inc., who have in-
troduced a “3-in-1” carton merchan-
diser containing an assortment of
120 of the most popular size bulbs
packaged in the company’s Handy-5-
Packs. Each carton, when set up by
the dealer according to simple direc-
tions, is a complete display and sales
unit and encourages the sale of five
bulbs at a time instead of the one or
two bulbs usually purchased.

Timed for the peak lighting sea-

5.

son, between now and next Spring,
the “3-in-1” deal consists of four
Handy-5-Packs (each containing five
bulbs) of 25-watt bulbs, eight packs
of 40-watt bulbs, and twelve packs of
60-watt bulbs, the sizes known to be
most in demand, with the shipping
carton itself serving as a counter
display merchandiser. All the neces-
sary advertising and pricing infor-
mation is supplied in the <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>