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Somewhat MOre Silent Than a TOMB!

it’s

sound vibrations.

WHAT WILL
MALLORY
DO NEXT? |

See Us at
the Radio
Parts Show

Impossible to Hear

a Mallory Control Operate!

eter used in the noise level test. Readings were
taken on volume controls of all leading manu-
Jaciurers. Mallory controls gave no audible sound,
registered 229, below all others in inaudible

Even super-sensitive meters, built for the
U. S. Navy to inspect delicate electronic
communication equipment, do not show an
audible sound level when Mallory carbon
controls are tested.

Mallory carbon controls give you totally silent
operation—the tapers are smooth and accu-
rate to assure maximum adjustment in the
proper ranges—the
overall resistance values
are uniform and the life
of the control is the
longest ever provided.
This kind of quality
keeps customers
satisfied.

Mallory has given you
so many ‘“‘firsts” in the

field of radio-electronic replacement parts that
you know Mallory products are the finest
that can be produced! Sell them with con-
fidence, install them with ease. The Mallory
line of Volume Controls, Capacitors and
Vibrators has been standardized; they are
a profitable line to stock.

“Good Service for Good Business”

A business plan that will raise the earnings
of radio-electronic servicemen. One important
item in the plan is a wunique system for
following up your customers for repeat orders.
And there are ways
of linking your name
with the Mallory trade
mark, to get the bene-
fit of Mallory advertis-
ing. Better ask your
distributor about it!

i

P. R. MALLORY & €O., Inc., IN‘D,IANAPO;LIS 6, INDIANA
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MopeL No. 1037
List $199.95%*

MobpEeL 10BM76pA
List $259.95%

MopeL No. 201
List $59.95%*

* All prices slightly
higher west of Rockies.

DOES your present radio fran-
chise include an axe for
chopping retail prices when the
going gets tough . . . like today?

Not if you're a Sparton dealer!

Sparton dealers are protected
against price-cutting because
they are protected against the
causes of price-cutting—phoney
pricing, overloading and dump-
ing, and too many local dealers
handling the same line.

Such protection is guaranteed
by the SCMP—Sparton Co-oper-
ative Merchandising Plan. It’s
the plan that cuts costs of radio
distribution through direct fac-
tory shipments to exclusive
dealers—at prices that compete

h your radio franchise ?

with the mail-order chains.

Sparton’s exclusive franchis-
ing removes the occasion to cut
prices. Rock-bottom established
prices remove the need to cut
retail prices. And consumer de-
mand, created by Sparton’s
attractive, competitive line, re-
moves even the temptation to
cut prices!

If you’re interested in a radio
franchise that protects your
profits in good times and bad,
why not ask us whether the
Sparton franchise is still avail-
able in your community?

THE SPARKS-WITHINGTON COMPANY
JACKSON, MICHIGAN

RADIO’S RICHEST FRANCHISE

ONE SPARTON DEALER IN EACH COMMUNITY

e One exclusive dealer in
each community

¢ Direct factory-to-dealer
shipment

¢ Low consumer prices

¢ National advertising

Check these profit-increasing features

e Factory prepared and dis-
tributed promotion helps

® Seasonal promotions
e Uniform retail prices

e Products styled by outstand-
ing designers

RADIO & TELEVISION RETAILING e May, 1948




BACE TELEVISION
JORLD’S FINEST

First Set Ever Built Featuring Multi-Unit Viewing

BACE. ..
SETS THE PACE

f close-up
viewing for every-
one from any angle...

The question of how large groups of people
can be entertained by one television set has
been answered by Bace Multi-Unit Television.

Multi-Unit Television means a wide market. .. wide
coverage . . . as an educational medium in schools . . .
entertainment in hospitals, factories and countless taverns,
restaurants and clubs which are beginning to hop on the
television bandwagon.

Any number of viewing units can be placed in the most
convenient spots. If there are several rooms the screens
can be distributed for viewing where people want it.

The central wunit, having only three simple operating
controls presents no problem to the layman and can be
installed anywhere. Each screen responds to the central
control unit with absolute uniformity.

Multi-Unit television is the answer to the problem of
how to entertain everyone!

Multi-Unit Television by Bace means superior engineering
Brilliant pictures on the largest direct-view screens. Per-
fect images even in lighted rooms. The Bace 15-inch
tube is the “heart’” of every viewing screen. Largest
picture area of any tube this size. Guaranteed not to
develop ion burn spots.

This New Set Offers You

Superb picture brillance and advanced
FM audio . . . equipped with three sim-
ple operating controls, the BACE set
brings you such advanced improvements
as: pre set brilliancy and focus controls

. 13 channel stabilized selector . . .
magnetic sweep deflector . . . magnetic
focus . . . three stage synch. separator
and clipper circuits . . . two stages of
video amplification and a four mega-
cycle band width on video, equipped
with 33 tubes and 5 rectifiers, the BACE
set produces perfect pictures on large,
brilliant screens for the ultimate in tele-
vision entertainment,

This is the set for the waiting market!

Dealer franchises are still available to reputable,
established. concerns . . . RESPOND immediately!
Department R

w? RCE TELEVISION CORPORATION

GREEN & LEUNING STS. e SOUTH HACKENSAGK, NEW JERSEY e HA 3.488!
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Model 790 . . .
Truly . . . the last word in Frequency Modulation quality perform-
ance. AM-FM Standard Broadcast and Frequency Modulation.
AC-DC .Superheterodyne Receivers. Eight tubes plus Ballast .

in choice of Walnut or Genuine Ivory Plastic Cabinets. Gorgeous
GEM-LOID illuminated dial. Noise-reducing ‘Sensive-Tone’ R.F.
Stage.

® Two more FADA leaders @
Model 802 . . . Model 799 . . .

Console Combination Television Receiver
The console value leader Full thirteen channel
for 1948. AC— Super- coverage. Large 54 inch

heterodyne radio and screen, Picture detail un-
Automatic Record

Changer in an eye-filling
cabinet of rich mahog-
any veeners. 6"’ x 9”
Oval P.M. Speaker.

surpassed in quality, Ex-
quisite hand-rubbed wal-
nut or mahogany veneer
cabinets. Truly Television
at its very best!

FADA RADIO & ELECTRIC COMPANY

INC.

BELLEVILLE, NEW JERSEY

RADIO & TELEVISION RETAILING e May, {948



FIRST AND GREATEST NAME IN ELE

176:GA4-8880
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ick up the stroke!” the coxswain shouts. The frequency of the

beat steps up and they forge ahead.

In the very same way, the advertiser can pick up the stroke of his
advertising budget . . . put his product ahead with a steady, rhythmic,

increased succession of advertising messages.

‘That’s the advantage of Collier’s. The same amount of money will
buy more sales messages in Collier’s than in either of the other
“Big 3" weeklies.

You can buy

RADIO & TELEVISION RETAILING ® May, 1948
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% Hour Continvous
Recording! Com-
plete, unbroken listen-
ingto symphonies,

jazz or comedy.

“Magnetic Ribbon”
which can be Edited!
“Magnetic Ribbon” can
be cut with scissors and
spliced with cellulose
tape.

Recordings are
“Erasable”! “Mag-
netic Ribbon” record-
ings are permanent
but can be “erased”
automatically as new

Low-Cost! A contin-
vous reel of ¥2 hour
for only $2.50...com-
pare that with existing
costs for the same
length of time!

Home Recording is
Simple ! “Magnetic
Ribbon” is easy to
handle !

recordings are made.

K Wil S

:r"i;_; ‘K\’\W
<

soRglR

Sell the SOUNDMIRROR?#*, the product of one of America’s
leading electronic research laboratories—supplier of the majority of magnetic
recording equipment used by the Armed Services! Write The Brush
Development Company, 3405 Perkins Avenue, Cleveland 14, Ohio
for the name of your nearest

9

DEALER

Braot. .. First in Magnetic Recording

\ RMA SHOW
Hotel Stevens, Chicago
May 11-19, Booth 130

~

R e B

*Trade Mark Reg.

N Patents Pending

10 RADIO & TELEVISION RETAILING ® May, 1948




Superheterodyne G-E -.'.s;
Radio. Rosewood plastic cabinet.
Model 60. List price $39.95".

odyne G-E Clock-
ory plastic cabinet.
2. List price $41.95%,

G-E Clock-Radio—an extraordi-
nary Value. Rosewaod plastic
cabinet. Model 50. List price
$29.95*,

G-E Clock-Radio —beauiful de-
sign. Ivory plastic cabinet. Great
valve. Model 50W. List price
$31.95%,

*Western prices slightly higher.
Pricos subject to change without notice,

A Three-In-One Value —Radio = Clock = Electronic Reminder

What a sales story! Eminent medical authority, fine toned G-E radio. Sell it as a dependable G-E
Dr. Frederic Damrau, reports after extensive electric clock. Sell it as an electronic reminder.
wake-up tests, “G-E Clock-Radio wakes you Place your order for these fast-moving G-E Clock-
soothingly with music, but alarms wake with Radios with your G-E radio distributor or write
shock.” Here’s an extra sock sales-clincher for the today to General Electric Company, Receiver Divi-
set the whole country is talking about. Sell it as a sion, Electronics Park, Syracuse, New York.

3-Way G-E Personal Handsome as fine
Portable. So light— luggage! 3-way G-E
only 5%2 Ibs. with bat- portable. 3 section
teries. So compact— { gang condenser and
only 8%, in. high; so tuned RF stage for
sturdy—in its hand- " superb performance.
some metal case. And & Powerful, light, com-
smart as a Hollywood pact. Big (5'4") Dyna-
fashion. Plays any. powerspeaker with G-E
where. Mode! 140. Alnico 5. Model 254,

Deluxe Features—
Big Unit Sale. G-E
self-charging portable.
Standard broadcast
and 5 short-wave
bands. Push button.
‘controls. Amazing
power and selectivity.
Recharges from A C
current. Model 260,

ELECTRIC

175-04

PORTABLES - TABLE MODELS + CONSOLES + FARM SETS « AUTOMATIC PHONOGRAPH COMBINATIONS e« TELEVISION

RADIO & TELEVISION RETAILING e May, 1948 1
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RIGHT NOW ... is the time to prove to yourself that you can count
on Webster-Chicago Electronic Memory Wire Recorder business—good
for the long pull and especially when some of your other items are
slow. Why? Because Wire Recorders are new and the demand is increas-
ing daily as their utility features become better known. It is a young

market with no place to go but up!

RADIO & TELEVISION RETAILING e May, 1948




When you select your line choose

A The Fastest Selling Wire Recorder in the Country!

-~ &
i Design, features, price and merchandising policies all point to Webster-Chicago
Electronic Memory Wire Recorder as the ““hot’’ unit in the fields Production and

sales are accelerating every day. Model 80 is an gll-pur@é@e portable Wire

4

Recorder for commercial and home use. @

%

1les Promot f"’”i'bn Backing

You can depend upon.continuing and increasing demand, too, because

Advertising and S

Webster-Chicago E}iacfronic Memory Wire Recorders are backed up by
an extensive, hard-hitting advertising and sales promotion program. National Con-
sumer and trade magazines are conditioning your market, creating desire. Sales man-

vals,displays, descriptive literature and other sales helps make your job easier, surer.

Ve ¥,

Profitable Wire and Accessory Sales

Webster-Chicago Electronic Memory Recording Wire is the Model 83 control box and recording level indicator is a
finest available anywhere. Bright, smooth, easy to handle. desirable aid to making fine recordings. Push button con-
Tops in recording performance. Available in standard size trols for recording directly from a radio, recording through

spools in Y4 hour, 14 hour, and 1 hour lengths. a microphone or for playback from Electronic

Easy to sell and dependable for repeat busi- /- ’§> Memory Wire Recorder. Recording level indicator
is calibrated to indicate perfect recording volume.

Model 66 Portable Amplifier provides the ulti-

) ness (see full page ad, elsewhere in this issue).
Model 165 Record Changer is ideal for re-

cording discs directly on wire with Electronic

mate in volume and tone when used with the
Memory Wire Recorder: Can also be used to Electronic Memory Wire Recorder or model 165

play records through radio or external ampli- portable record changer. It has an 8-inch speaker

fier such as Model 66 (opposite). and push-pull 8-watt amplifier in matching case.

Models B0, 165 and 66 can be usedto provide an 8-watt public address system.

GET IN ON THIS OUTSTANDING
PROFIT BUILDER NOW

Hundreds of dollars can be lost by lagging behind popular demand. Now
is the time to act. Contact your nearest Websfer-Chicago Distributor today

or write direct for full information.

RADIO & TELEVISION RETAILING e May, 1948 13




hes easy to sell Webster-Chicago Electronic Memory
Recording Wire because your customers will quick-
ly detect its better performance. They will depend
upon you for continuing supply...meaning repeat
business and quick turnover for you NOW when
profit margin counts!

Webster-Chicago Electronic Memory Recording
Wire is bright, smooth, uniform. It handles easily
and records faithfully ALL the sound impressed
upon it. These are features which Wire Recorder

owners appreciate.

Here’s why customers prefer

Electric Memory Recording Wire

Webster-Chicago Electronic Memory Recording
Wire is made from non-rusting stainless steel.
Through the more than twenty manufacturing oper-
ations it is tested and retested for high standard and
uniform magnetic, physical and chemical character-
istics. Diameter is held to within plus or minus
.0001 inches. Tensile strength is 245,000 p.s.i.
(pounds per square inch) for a single strand, or bet-
ter, for safe breakage factor, yet it is ductile enough
for square knotting where junctions are required.
Signal output and modulation levels are controlled

atvalues which assure superior performance.

Iif you do not stock it now, get in on this profit-building opportunity today.
Ask your nearest Webster-Chicago distributor, or write direct for full information.

RADIO & TELEVISION RETAILING e May, 1948
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Why—DuMont 1s the most sought after

franchise in television

e T T R R e e i

"The name Du Mont on a receiver is more
than just another name—it is the name of a
company devoted eXCIusively to television.
A pioneer in every phase—in research
and development; in station equipment;

in broadcasting; and in fine receivers.

n U M “ NT Ghiit: woith the Gonest i Telbosiins

R e

TELEVISION RECEIVER SALES DIVISION
Allen B. Du Mont Laboratories, Inc. - 515 Madison Avenue, New York 22, N. Y.

!

RADIO & TELEVISION RETAILING e May, 1948 5




reens fo
ion sets’
e

WALCO DELUXE
TELE-VUE-LENS
(Model 1059)

Fits all table and console models up
to 12 inches. Fitted with beautiful wood-
grain frame to match set. World's finest
precision magnifier for television, Terrific g
profit-maker. Magnifies screens uvp to w2 : o
foir times original size. FULLY GUARAN- A

TEED. :

® i BASS PRODUCTION WITH
NATION-WIDE DISTRIBUT
@ IN READY ACCEPTANCE AND
CONSUMER DEMAND
| NATIONAL ADVERTISING
TH A COMPLEYE RANGE GF
SIZES AND PRICES

ON
WALCO
STANDARD &

TELE-VUE-LENS |
(Model 1039)

Competitively priced.
High quality optics. Fits
2 |3

7, 10 and 1
inch screens.
Givesupto /
friple magnifi-4
cation. g

Tele-Vue-Lens enlarges pictures up to four times original size without
distortion. Clarity and detail are retained, brightness of the picture is
actually increased, and a wide angle view afforded. Walco magnifiers
install in seconds without tools or tedious adjustments. Every owner of a
television receiver wants a WALCO Magnifier, Display them along with
your television receivers and watch your profits soar! No timé-consuming
call backs, adjustments or servicing, either, on any Tele-Vue-Lens. MORE
THAN 50,000 ENTHUSIASTIC USERS TO DATE.

Write today for complete Walco catalog. Counter cards, newspaper
mats, window streamers, consumer folders, self-mailers and other mer-
¢handising aids are ready for you now.

WALCO ECONOMY i
TELEVUE-LENS
(Model 1029) :

Slightly smaller, light- 7
weight magnifier for 7 & /
10 inch screens, More than |
double magnification for\
these sets, \

WALCO MODERNE

TELE-YUE-LENS (Model 719)

Specifically designed for attachment
to the new low-cost 7 inch television re-
ceivers. A sure-fire sale with every such /
set that you sell. Enlarges screen more f
than double. g

Write, Wire or Phone for Nearest Walco Distributor

venue, New York 34, N. Y.

RETAIL J

NEEDLES

16 RADIO & TELEVISION RETAILING e May, 1948




For profits that bloom in the spring
... Here’s the newest from AIR KING

The “Pockette’” portable. So tiny it fits in
the palm of your hand...so excitingly
new and different that you’ll agree it's
made-to-order for the present competi-
tive market. Yet the “Pockette” portable
maintains- the same rigid engineering
specifications you have found invaluable
in all AIR KING radios, radio combina-
tions and wire recorders.

Features designed for selling !

Loop antenng in cover...4 miniature tubes...uses 1
standard flashlight battery and 1 standard 45-volt “'B”
battery...vinylite carrying strap...polystyrene case...
snap-lock cover... sturdy metal grill to withstand outdoor
elements. Batteries eosily changed! When the Iid’s open,
"Pockette™ is “on”...close it, and ‘“‘Pockette” is “'off.”
Net weight: 11b., 11 oz. Measurements: 3" /x 5% x3%s".

READY FOR IMMEDIATE DELIVERY

Model A-425—Ebony with Nickel trim...... *$19.95
Model A-426—Ivory with Gold trim......... *$24.95
Model A-427—Maroon with Gold trim. ...... *$22.95

*less batteries. Slightly higher in Zone 2.

Slightly higher in Zone 2.

So tiny it fits in the
palm of your hand.

AIR KING PRODUCTS CO., INC., BROOKLYN 32, NEW YORK

RIR KING RADIO e Pl 2oy ST

Division of HYTRON RADIO & ELECTRONICS CORP.

Export Address: Air King International, 75 West Street, New Yock 6, N. Y.

RADIO & TELEVISION RETAILING e May, 1948



Here’s the portable your customers
have always wanted! The new West-
inghouse 185 is packed with all the
features your salesmen need to make
sales easier—exclusive Westinghouse
Plenti-power for clear-as-a-bell tone,
razor-sharp sensitivity .. . smart

HOME RADIO DIVISION

modern cabinet design, molded from
beautiful bdut tough Burgundy-and-
white plastic . .. plus a modest price
customers can afford to pay. Pep up
summer sales with this pint-size port-
able powerhouse, and let it pile up
profits for you!
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RCA Battery Carry-Kit and Display Card
work together fo boost your sales. i

= 2 N g o
_.-_llfpdi'&"'ﬁ % s 3 . 3 13
A et = 1 2 B3 e &

The unique RCA Carry-Kit Package
of eight sealed-in-steel “"A” batteries

BECAUSE RCA sealed-in-steel Radio “A” Batteries =~ VS-036’s when they’re needed. It’s one of the ways
stay fresh for years, you can sell them easily—and with ~ RCA is helping you get your share of what has been

confidence—in this new RCA Carry-Kit package of  predicted zhe greatest portable year in history.

eight cells. You'll need a good supply of RCA Carry-Kits to meet

The new RCA Carry-Kit stimulates large unit-of-  the demand. Order your stock today from your local
sales purchases . . . assures an ample supply of RCA  RCA Distributor and be prepared for the business.

SELL RCA BATTERIES—THE COMPLETE LINE FOR THE RADIO AND ELECTRONIC TRADE

Farm AB's Industrial

Portable

Portable A’s

Flashlight

TUBE DEPARTMENT

RADIO CORPORATION of AMERICA

HARRISON, N. J.

RADIO & TELEVISION RETAILING ¢ May, 1948
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host of other new models! |

B TV — R eR——
- . i

{
BN AC-DC-BATTERY E
S Completely redesigned and |
fieg e available in 6 pastel colors, our t
ey model 777 is a real "Summer
e Seller". : b i
5 * Superheterodyne * Built:In -
Regaloop * Four tubes plus a |
| selenium rectifier ¢ Standard - o
. full sized components ¢ Slide o
rule dial © 414" Alnico #5 . =X
. Speaker * Many other features %
b * 53 lbs. with batteries * Size: s Jiid
¢ 4" deep, 5" high, 8" long.
L
AC-DC-BATTERY ]
One of the newer additions to .
the Regal family. Amazingly at- ;
tractive in a two-tone plastic :
cabinet! Extremely powerful i
reception!
* Slide rule dial * Built-in Rega- ;
loop * 4 tubes plus a selenium P
rectifier * Superheterodyne *
Size: 10" wide, 7' high, 5" deep. 3
: Also available in Ebony - Battery K
operation only - model 1877 ) .
AC-DC-BATTERY 2
This marvelous little two-tone s
set is housed in a metal cabinet
- with colorful front and rear ! e
; plastic covers. Tiny! Attractivel 3
Powerfull
4 tubes plus a selenium rectifier f
| * Alnico #5 Speaker * Slide -
O By Y rule dial * Built-in Regaloop .
- A Regal port- ; Weighs 31/, Ibs. with batteries o
_able for every SRR ik ° Size: 615" wide, 334" deep, = .
- occasion! . R 414" high. SR AR
R ] 4 model BP47 ol

REGAL ELECTRONICS CORPORATION
603 West 130th St. ~ New York 27, N. Y.
. "When better radios are built, REGAL wil build them” . -

See us at 1he Hotel Stevens — Week of the Radio Show ~

20
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UNITED STATES TELEVISION
- offers the World s Mos¢ Complete Television Line for 318

featuring 14 outstanding models including
THE GIANT FIFTEEN

The Giant Ten . . . pictures
g 1, b 7 i o |
$375* Y FIRST in Television to Deliver Post-War Sets
FIRST to Deliver Home Television Console Combinations
FIRST to Deliver Television Sets for Commercial Use
FIRST to Deliver Projection Television
FIRST to Reduce Prices while Improving Quality
FIRST with a COMPLETE LINE in Television

T-621, 21" x 16" Modern
Projection console with Ra-

dio, Record Changer.
$1795

e 6 o o6 o o 6 o © o o o & e ° & ® ° 6 o o ° e+ ®

T-621, 21” by 16" Projection
Console with Radio and
Record Changer.

$1795

T-525 PIC Model, 3! SQ.
FT. Projection
Pictures, Radio. $1595

Latest Addition to the
Biggest Line in Television

Y The Giant Fifteen . . . featuring big beautifully
clear pictures . . . almost three times the size of the

average table model . . . with Syncro-lok
1.525.L, 35 5. FT. Projec- holding the image firm and steady in spite of

tion Pictures
and Radio.  $1595 passing cars or other local disturbance . . . $895*

Distributors...Still a few ferrifories open...
both in established television areas AND
ESPECIALLY IN NEW TELEVISION

AREAS! Apply NOW!

e © o o o & & 6 o 4 & 6 e e 6 & 6 o o o 6 6 & 6 e & & 6 6 & &6 6 & 6 &6 6 e e o o

* Federal excise tax extra.
Moderate installation
charge extra.

[llustrated are only seven of our complete line of fourteen
models priced from $375* to $2495.

T-530, GIANT 5 SQ. FT,
Projection Pictures,

Radio. $1795
[{Compare size of screen

with 15” cathode tube in
girl's hands!)

UNITED STATES TELEVISION MFG. CORP., 3 W. 61 STREET, NEW YORK 23, N.Y., PHONE CIRCLE 6-4255

o o o o o
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This map shows how the

Tribune divides the Chicago
Metropolitan Market into five

areas. On Sundays, the Tribune
issues 5 separate sections each
delivering some 200,000

circulation in each of these areas.
Your co-operative advertising can
list selected groups of non-competing
dealers in each section. This

gives each of your dealers

truly local sales coverage backed by

the prestige and selling

impact of the Sunday Tribune.

RADIO & TELEVISION RETAILING




int-of-Oale...

Your advertising is concentrated
where it does you and your dealers
the most good when you use the
Chicago Tribune’s Selective Area
Advertising Plan —

[
EACH DEALER GETS:

1 Selective coverage of his local market

2 Prominent display of his name and
location

3 The low rate of just 1.4¢ 2 fine!

YOU GET:

1 Better identification of your local
outlets

2 Enthusiastic dealer support
3 Advertising that pays off right away!

fnad b -

& 2 Mok

the CHICAGO TRIBUNE’S

Selective Area
Advertising Plan

Now you can direct highly localized selling pressure specifically
at the market served by each of your Chicago dealers. The map
on the facing page shows the five Chicago areas in which the
Tribune circulates five separate Metropolitan sections of the
Sunday Tribune. Each of your dealers — regardless of the size
of his advertising allowance — can get the benefit of Jocal news-
paper advertising at a cost as low as one per cent of card rates.

This is the kind of co-operative advertising dealers and
distributors like. It is fitted to their problems. It cashes in on
the consumers’ tendency of buying hardline merchandise from
neighborhood dealers. It can help you sell more of the rich
Chicago market — in itself big enough to take all or an impor-
tant part of your production.

The plan has been tested in Chicago with gratifying results.
To take advantage of it, manufacturers selling merchandise
ranging from records and shoes to radios and washing machines,
have already spent $400,000 in the Tribune. It can be applied
in almost any newspaper market . . . it’s effective and inex-
pensive! Call or write your nearest Tribune representative
today for complete details.

USERS OF THE PLAN— Users of the Tribune’s Plan include these radio manufacturers: Admiral,
Bendix, Farnsworth, General Electric, Howard, Majestic, Philco, RCA-Victor, Stewart-Warner,
Stromberg-Carlson, Westinghouse, Wilcox-Gay and Zenith; as well as Bendix Home Laundry,
Coleman Heater, Columbia Records, Eureka Vacuum Cleaner, Horton Ironer, Jacobs Launderall,
Landers, Frary & Clark Automatic Blanket and Maytag Washer. Why not try it yourself?

CHICAGO TRIBUNE | oo

The World’s Greatest Newspaper

810 Tribune Tower, Chicago 11

Sunday average net paid total circulation: over 1,600,000 Fitpatrick & Chamberiin

Sunday average net paid city and suburban circulation: over 1,000,000

MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC.,
« METROPOLITAN SUNDAY NEWSPAPERS, INC.

FIRST 3 MARKETS GROUP
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W. E. Bates, Chicsge Tribune
Pengbscot Building, Detroit 76

E. P. Struhsacker, Chicage Tribume
220 £ 42nd St, New York City 17

155 Montgomery SL, San Francisco 4
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Mahogany and Blonde
slightis higher

Model 8C11, Walnut

(%3

plus
installation

Automatic PHHONOGRAPH with Miracle tone arm
cootand Magic Mirror TELEVISIO

South and west coast prices higher

Complete home entertainment in strikingly beautiful compact console

Admiral does it again...with another terrific value sensation

actually hundreds of dollars under competition. AM and
static-free ratio-detector FM radio . . . plus automatic record
changer with Miracle tone arm (greatest improvement in
record playing since invention of phonograph)... plus Magic
Mirror television with automatic image lock-in to give

the clearest picture of them all on 10-inch direct view tube

. . . all combined in one smartly styled, compact console.

See your Admiral distributor for complete details.
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@ Summertime—"'storm static season’’—is Boom
Season for the Amazing PILOTUNER .. . a
welcome source of NEW BUSINESS just when
you need it most.

to retail at

529.95

o Public interest in FM is at an all-time-high!
EVERYBODY WANTS FM . . . anybody can
HAVE high-quality FM from ANY radio . . .
with the PILOTUNER!

= Size: 834" x 634" x 5%’
Listed by Underwriters’ Laboratories

USE THIS COUPON
[ o o o e e o — o — -
1

PILOT RADIO CORP., 37-06 36th St., Long Island City, N. Y.

@ Cash in on the PILOTUNER . . . the greatest I
“new business’’ boon in years. Send coupon :s 4 e foll inf . o '
for details. To retail at $2995 (S'lghﬂy higher ;Send me full in ormation concerning the FM PILOTUNER. ;
west of Rockies.) \ |

PILOT rapio cORPORATION

37-06 36th ST., LONG ISLAND CITY, N. Y.
Makers of PILOTONE RECORDS * PIONEERS IN FM & TELEVISION
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STARTING AT

|93

SMALLEST EMERSON SELF-
POWERED PORTABLE
Only 8%z inches wide—it packs aston-

ishing power with superb tone.
Maroon plastic cabinet with sturdy

carrying handle. All new features.
Price is less batteries.

EMERSON
PORTABLE
MODEL 560

PERSONAL
PORTABLE

Emerson Radio Model 569

Plays on AC-DC and batteries.
New, improved pocket-size self-
powered portable. New sliderule
dial, new Alnico 5 permanent
magnet dynamic speaker, high
efficiency loop antenna, new bat-
tery efficiency and many other
new 1948 engineering advances.
Choice of lvory, Green, or Black
plastic cabinet. Price, complete

with batteries, Emerson Portable Phonograph Model
542, Complete all-electric phonograph with super
power and exquisite tone. Plays 10-inch and 12-
inch records. Sturdy attractive carrying case—for

’ outings and home use — of 95
Model 558, Battery operation only. simulated leather. Strong car- $ 2 9
$34.95 rying handle.

Less Batteries

Use the Powerful Advertising and Point-of-

Sale Promotion

EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y.
World’s Largest Maker of Small Radio
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Emerson Self-Powered Portable
Model 567. Compact Portable—fully
bowered to bring in far and near programs,
vith clear rich tone. Simulated leather case,

ittractive  and  durable. $ 95
less batteries 2 I

553. Plays on AC-DC socket power and self-

contained batteries. Modern style cabinet of
simulated leather with contrasting grille and

sliderule dial frame. $ Py
e

Less batteries

The Porta

Emerson 3-Way Portable Model

ble Season o

Ask Your Emerson Radio Distributor

Emerson 3-Way Plastic Portable

Model 559. Plays on AC-DC socket power
and self-contained batteries. World’s most
efficient small portable in smartly styled

simulated alligator plastic
cabinet. $2 995
less batteries

NOW!

EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y.
World’s Largest Maker of Small Radio

RADIO & TELEVISION RETAILING e May, 1948
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SCO0PS EVER}’N//NG //V THH//.S’/ON

e For fine homes, clubs, bars and public places,
here’s the set to push—projection television with
the Schmidt Optical System Screen 18”x 24” —3 sq.
ft. in area—16% bigger than a newspaper page—
plus G-E natural tone radio—standard, FM, and
short-wave. Plus automatic phonograph with the
G-E Electronic Reproducer. Model 901.

fion proves if!
emonsiration sells itf

THB moment you demonstrate G-E Daylight Television your prospect
sees at a glance a picture that's different—brighter —clearer —better than
he’s ever seen before. G-E Daylight Television introduces pictures so bright
you can show it to big advantage in brosd daylight. What a terrific stopper
for your window—television that sells itself in a single, dramatic demonstra-
tion! For full information call your G-E radio and television disteibutor, or
write to the General Electric Company, Receiver Division, Electronics Park,
Syracuse, New York.

MODEL 802-D—G-E Daylight Television plus FM radio, AM radio, and an
automatic phonograph with the sensational G-E Electronic Reproducer—a
complete entertainment center in a handsome mahogany cabinet. It’s the
console with the bright picture—the bright sales future. Push it and cash in.

RATED BEST-LOOKING TABLE TELEVISION
ON THE MARKET

¢ The eyes have it with G-E Model 803.
Smartly styled cabinet. Sharp, clear pictures
on the 10-inch direct view tube. All 13 U.S.
television channels—each factory pre-tuned.
Plus superb FM and standard radio. Model 803.

28
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Right now, you may have a winning idea at work in your
shop. An idea for a simple service tool which makes your
work easier, faster, more profitable. Hytron wants to help
make such needed tools available to all servicemen — at
cost. You can cash in on your idea easily — and also help,

the other fellow.

Simply obtain an official entry blank from your Hytron
jobber — or write us. Answer a few simple questions on the
blank. Then include a sketch with constructional details —
or a photograph — or a model of your proposed tool. Mail

 HERE ARE THE PRIZES

Pin Straightener.

HERE'S HOW EASY IT IS TO WIN

to Hytron Contest Editor. The tool should be simple, prac-
ticable, durable, compact, easy and economical to manu-
facture. Examples: Hytron Tube Tapper and Miniature

That’s all there is to it. Nothing to buy. Nothing difficult.

No fancy writing. And could you use one of those beautiful

- First Prizes )
DuMont Type 274 Five-Inch Oscillograph.

- Radio City Products Model 665-A, the “Billion-

aire”, V-T Volt-Ohm-Capacity Meter, Insula-
tion Tester; and Model 705-A Signal Generator.

Hickok Model 156A Indicating Traceometer.
McMurdo Silver Model 900A “Vomax” Elec-
tronic Volt-Ohm-Milliammeter; Model 904

Condenser/Resistor Tester; and Model 905A
“Sparx” Dynamic Signal Tracer/Test Speaker.

“ Jackson Model 641 Universal Signal Generator.

HERE e
ARE SOME LI
EXAMPLES [
' T MAY
. JUNE
¢ ULy
. AUG.
Hytron’s Tube Tapper gi
and Miniature Pin !
Straightenershowyouthe
kindoftoolwanted.Check . SEPT.
off the qualities. Simple? i
Yes. Practicable? Usable OCT.

time-savers. Durable?

Built to last. Compact? i
Carry them in your pock- |
et. Easy and economical
tomanufacture? Adapted
to mass production. Tube
Tapper a nickel; Pin
Straightener 49¢ — both
under 50¢. Tools associ-
ated with tubes preferred,
but other original service
tools also acceptable. &

RADIO & TELEYISION

Second Prize —Each Month  Third: Prize — Each Month
$50 U. S. Savings Bond

- '$200 U.
judged to be best of the 6 winning monthly first prizes.

$200 U.
on entry blank as serving grand prize winner.

SPECIALISTS IN RA

MAIN OFFICE:

Weston Model 769 High Frequency Electronic
Analyzer.
$25 U. S. Savings Bond

Grand Prizes _
S. Savings Bond — to contestant whose idea is

S. Savings Bond — to Hytron jobber indicated

o=

RETAILING ® May, 1948

_deluxe test equipments — or one of those crisp new Savings
Bonds! Check the easy rules. Get an official entry blank
today for full details on how to win. Send in as many entries
as you wish — in any or all six contests. Everyone wins a
Tube Tapper. Your idea may hit the jackpot. Let’s go!

HERE ARE
THE EASY RULES

WHO . .. Any bona fide radio serviceman
who repairs radios for the general public
and who lives in continental United States
is eligible for these contests, except em-
ployees of Hytron, their advertising agen-
cies, and their families,

HOW | . . Get official entry blank from
your Hytron jobber, of write us. Describe
on blank your idea for a shop tool for radio
servicemen. Include sketch and construc-
tional details — a photo — or model. Make
your proposed tool simple, practicable,
durable, compact, easy and economical to
manufacture (preferably to sell without
profit at 50¢ or less) — like the Tube Tap-
per or Miniature Pin Straightener.

WHERE . .. Mail to CONTEST EDITOR,
HYTRON RADIO & ELECTRONICS
CORP., SALEM, MASS.

WHEN . .. There are six monthly contests.
Opening and closing dates-for each contest
are the first and last days of each of the
months from May through October, 1948,
inclusive. The postmark date determines
month of entry. Entries for final month’s
contest must be postmarked before mid-
night, October 31, 1948, and received by
November 15th. At judges’ discretion, un-
successful entries in any month’s contest
may be re-considered among following
months’ entries. You may submit as many
different ideas as you wish in any or all six
monthly contests. Use separate blank for
each entry.

PRIZES . . . See special listing of prizes.

JUDGES . . . Entries will be judged on
originality, simplicity, practicability, dur-
ability, compactness, and ease and econ-
omy of manufacture. Judges will be: San-
ford Cowan, Editor & Publisher of Radio
Service Dealer; W. W. MacDonald. Man-
aging Editor of Electronics; Oliver Read,
ChiefEditor of Radio News; JosephRoche,
Editor of Radio Maintepance; J. L.
Stoutenburgh, Executive Editor of Radio
& Television Retailing; lewis Winner,
Chief Editor of Service.

Judges® decisions final. Duplicate prizes in
case of ties. No entries returned. Entries
become property of Hytron, who may, at
its option and by special arrangement with
the entrant, pay the cost of a patent appli-
cation (if the tool is patentable) with the
understanding that Hytron is to have a
non-exclusive license to manufacture, dis-
tribute, and sell the tool without royalties.
Contests subject to all Federal and State
regulations., Winners will be notified by
mail. Grand prize winner will be announced
in radio service trade papers shortly after
close of final contest. Prize winner list
available approximately one month after
close of last contest.

l RECEIVING TUBES SINCE 1921

29



30

The WESTCHESTER (TV-12-PGM)
television - radio - phonograph with
FM, AM and short wave. Tiwelve-
inch tube. Intermix record player.
Mahogany. $1195* including instal-
lation, year's service guarantee.

Newest in fine FM-AM table radios,
the COURIER (1210-HW) offers the
magnificent tonal quality and am-
plification-without-distortion of the
famous 1210 console chassis. Wal-
nut veneer. $194.50%.

The new PAN AMERICAN (1220-
M6A) radio-phonograph with AM
and short wave. Push-button con-
trols. Twelve-inch speaker mounted
in live rubber. Rare and beautiful
blonde Avodire wood. $214.95.

Now in maple, the SALEM GHEST
(1210-PSP) Early American style
radio-phonograph with AM and
both FM bands. Automatic record
player, automatic stop. $425*. In
mahogany veneer (1210 PSM) $415*.

oo M TS e

Latest additions to the Stromberg-Carlson line are
shown here. These handsome new television and
radio receivers and combinations are designed

to sweeten your volume and profit figures during the
spring season. They have all the latest features
customers are looking for, backed by the
Stromberg-Carlson reputation for enduring quality.

R e AT &
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In a television-radio-phonograph,

it’s the new CHINESE CLASSIC
(TV-l%-MSM). Exceptionally clear and
steady image on 12-inch direct view tube.
Includes FM, AM, short wave and automatic
record changer with automatic stop. To be
priced attractively including installation

and year’s service guarantee,

In a straight radio-phonograph

with FM, AM and shoft wave, it’s the

new MANDARIN (1210-M5M). As with

the Chinese Classic, the lovely Chinese motif
cabinet is in ribbon-striped mahogany
veneers. Record changer has

automatic stop. $475*

RADIO & TELEVISION RETAILING e May, 1948

——



O. H. CALDWELL, Editorial Director s M. CLEMENTS, Publisher

The 4-Way Merchant
Sells"Variety' and Volume

“Variety” is not only the “spice of life”, it is also the source of much
year 'round revenue to the “4-Way Merchant” (who sells radio, appliances,
records and service).

The “variety” of products many a typical 4-Way dealer handles provides
an amazing picture of the immensity of the 4-Way sales field, and the
opportunity it offers the alert retailer.

For instance, the typical 4-Way Merchant makes available to his cus-

tomers more than 30 different types—not models—of radios of all sorts,
including FM and TV, “combos”, record players, home recorders, etc. If
models_of each type were to be thrown in, the figure of 30, arrived at in
an off-hand fashion, would be hiked away up in the hundreds, for even
a few makes.

The 4-Way Merchant has radios for every rcom in the house, and for
the family car as well.

To service his radio products, the merchant stocks or makes available,
hundreds of types of tubes and components, a variety of batteries, etc.

In his phonograph record department, the 4-Way dealer stocks thou-

_sands of discs, covering the entire field of music.
So far as electrical appliances are concerned, we can think of at least
fifteen different kitchen products he has to offer, and an equal number

of items for the dining room. For the home laundry there are no less than
ten different appliances. Again, we’re not referring to different models or
makes, but to different, distinct types. He has numerous appliances for
every other room, too, from the attic to the basement. Devices to clean
house with; others for personal use; those made to maintain desirable
temperatures, still others for therapeutic purposes.

The average 4-Way Merchant has appliances for the garage, the yard,
and for the back and front doors of the home. _

Along with the stock of appliances, the dealer carries hundreds of re-
placement and service parts in order to render first class service.

Adding everything up—all of the different types he offers, plus all of the
different makes and models of each, together with his parts merchandise,
the 4-Way man is certainly seen as a key figure in maintaining a prosperous
outlet for the manufacturer and distributor. '

And such merchant doesn’t do too badly for himself either, because he
finds that in offering such variety to his customer, he increases his chances
for selling merchandise every day in the year.

RADIO & TELEVISION RETAILING e May, 1948
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| ~ What's Ahead!—1in Radio,

STEEL SUPPLY SITUATION MADE worse by
recent soft coal mining conditions, promises to
continue to be the manufacturer’s number one
headache for some time to come.

CUT IN INCOME TAXES BOUND to have a
favorable effect upon the radio/appliance mar-
ket, and will offset, to some degree, the stiff
competition for the consumer dollar brought
about by the high prices of food and other basic
necessities.

THE MUSIC MERCHANTS TRADE SHOW and
Convention will be held in Chicago’s Palmer
House, June 14-17. Musical merchandise will be
shown in great variety, along with the latest
ideas in sales promotion and demonstration. The
Show promises to break all records for both at-
tendance and number of exhibitors.

TELEVISION WITHIN THE NEXT FIVE
YEARS will develop into a $600,000,000 re-
cetver sales business at retail value, and will
serve more than 40,000,000 people in the 140
principal U. S. markets, according to Arthur
A. Brandt, general sales manager of GE’s Elec-
tronics Department.

Y

P "ﬂm‘,ﬂ”

GREATER THAN EVER DEMAND for TV sets
right around the corner. First, there’s baseball,
to be followed by the all-out political conventions
and campaigns, then football. Look for video
receivers to sell faster than hotcakes, with not
enough to go ’round.

e

THE NEW TYPE NEDA BULLETIN launched
by L. B. Calmaras, executive secretary of the
National Electronic Distributors Assoctation, is
most attractive, and is packed full of valuable
information for its members.

RMA GETTING AN EARLY START on National
Radio Week plans. The event is scheduled for
Nov. 14-20, and it will mark broadcasting’s 28th
anniversary. Working with NAB, the manufac-
turers’ group committees are enlisting the sup-
port of the networks, advertisers, agencies,
station reps, wholesalers, and retailers.

32

DEALER INVENTORIES CO'NSIDERABLY
LOWER than they were pre-war, an unreleased
survey of several thousand merchants reveals.
Figures also show that the average number of
salespeople employed today is much loyve.r than
it was before the war, and that advertlsn}g ex-
penditures are lagging; only about a thlrd.as
much money being spent now as compared with
several years preceding Pearl Harbor.

“DON’T BUY HALF A RADIO” was the theme
used m ads by KOAD, Omaha World Hem_zld
station, boosting sale of AM-F'M combination
sets.

BECAUSE OF AN “EXCLUSIVE AND PER-
SISTENT” corrosive in the extinguisher fluid
supplied by an outside manufacturer, Pyrene
called in more than half a million of its hand fire
extinguishers.

A NEW MISSISSIPPI COMPANY, Supreme In-
corporated, has acquired the wmanufacturing
rights, facilities and assets of the Supreme In-
struments Corp. Located at Greenwood, the firm
will continue to make test equipment and meters
under the “Supreme” name. E. G. Perkins is
president.

SOME DEALERS GET LOADED ON INVEN-
TORY occasionally and as a result miss their
cash discount, advises a bulletin from Harry
Alter, well-known Chicago distributor, which
suggests that all dealers should have banking
connections to meet such emergency. Stating
that banks are anxious to lend money to going
businesses, the Alter firm suggests the follow-
ing procedure: Submit late financial and operat-
ing statement ; obtain short term loan (90 days),
which can be made at low rates, (4 to 5%); rep-

resenting less cost than missing 2% cash dis-
counts.

“SALESMOBILES” WILL BE USED t#o assist
retailers to boost lamp sales, according to an
announcement by Westinghouse Lamp Division.
The fleet of 12 Salesmobiles, sedan delivery
trucks, attractively decorated, will be manned
by sales promotion men, and will carry display

cards, metal and wood merchandisers and pro-
motion material.

THREE NEW RIDER BOOKS being well received.
:I“hey are “FM Transmission and Reception,”
Understanding Vectors and Phase,” and
‘Broadcast Operators Handbook.”
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Appliances, Records gnd Television

DEALERS ARE ORDERING an all-time record
high volume of radio batteries in anticipation of
doing a land-office business in portables from
here on. The carry-about sets, originally of the
greatest appeal to youngsters, are now selling
well in all age brackets.

“INDUCEMENT” OFFERS COMING BACK.
Several monufacturers have announced or are
readying premium merchandising plans de-
stgned to increase sales as well as to offset the
necessity for taking trade-ins.

SEEBURG’S NEW PHONOGRAPH plays records
vertically, automatically plays more than 14
hours of continuous music without ever repeat-
ing a selection, and permits choice of any one
of 200 selections. Complete description of the
new product appears elsewhere in this issue.

THOUGH PRODUCTION IS STILL FAR from
satisfactory, compressor-type room coolers are
in better supply for the coming season than they
have been for a number of years. Look for them
to sell very well.

SOME INVENTORY FACTS released by the Na-
tional Electrical Retailers Association on the
basis of a survey made: As of Feb. 1, 1948, 849
of dealers average 38 radios each, including TV ;
83% average 4 home freezers per dealer in
stock; 76% average 7 electric ranges per dealer;
84% of dealers average 8 refrigerators each;
88% of dealers averaged 9 conventional type
washers in stock, 619 averaged 7 automatic
washers per dealer. 93% of dealers averaged 9
vacuum cleaners per dealer. The difference be-
tween a hundred per cent and the foregoing
figures represents dealers who reported no in-
ventories.

THE “SOUND AND FURY” OF POLITICAL
campaigns will be translated into terms of in-
creased profits for manufacturers, wholesalers
and dealers active in the “Sound” picture.
Political big-wigs know that PA pays, and the
mdustry’s on hand to sell it to them.

RADIO & TELEVISION RETAILING e May, 1948

. EVER SINCE THE WAR, the demand for small

refrigerators to sell to homes and apartments
having limited space, has been unsatisfied. To-
day, however, sees overall production being
upped on the “midgets,” with several new-com-
ers in the field. Where space is not at a premium,
the trend toward bigger boxes continues ap-
parent.

IN MOST PARTS OF the country there still exists
an acute shortage of top-flight refrigeration
mechanics with the peak servicing season not

"~ far away.

DOOR -TO - DOOR SELLING OF VACUUM
CLEANERS on the increase, with results fol-
lowing a definite pattern. Response in large
cities poor, say canvassers, who blame unsettled
living conditions. On the other hand, satisfac-
tory sales are being racked up in urban and
suburban territories via the doorbell-pushing
method. Most of the models being carried about
from house to house are tank types.

PRODUCTION OF TV TUBES greatly expanded
by Sylvania. Majority being made are of the
ten inch direct view type, though officials point
out that there is an increasing demand for
larger tubes, both direct view and projection.

e
I

AUTHORITIES IN VARIOUS PARTS OF the
country cracking down on obscene phonograph
records being pressed by under-cover platter

plants; being merchandised by under-counter
methods. - R

GROWING TREND ON PART OF. consumers
for larger domestic water supply tanks being
noted by manufacturers. Hotpoint, for instance,
noticing marked preferences such as increasing
demand for the 52 gallon size compared with
pre-war popularity in the 30 and 40 gallon sizes.
Cil'hel firm 1s still allocating water heaters to

ealers. '

THE ENTIRE ELECTRICAL APPLIANCE pic-
ture—and a bright one it is—appears in this
issue. This exclusive feature article will be help-
ful to all those in the industry.
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75X1 Standard Broadeast band . . . four RCA
Victor Preferred Type Tubes plus rectifier tube . . .
strikingly cased in plastic and polished brass.

66X13 AM and Short Wave . . . five RCA Victor
Preferred Type Tubes plus one rectifier tube . . .
rich walnut and mahogany finish cabinet trimmed
with gold-finish metallic wire.

G
i
i
&
2T
i

770 AM and a
€ Record Changer . . .
“Silent Sapphire” jewel pickup . . . six RCA Victor
Preferred Type Tubes plus rectifier . . . handsome
cabinet with walnut or mahogany finish.

66X2 AM and Short Wave . . . five RCA Victor
Preferred Type Tubes plus one rectifier tube . . .

handy, ultramodern gleaming plastic case with
handle molded into back.

RADIO & TELEVISION RETAILING © May, 1948
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seven RCA Vietor Pre.
ferred Type Tubes plus one rectifier tube ... walnut

65X1 Standard Broadcast band . . . four RCA 68R1 AM and FM ...

Victor Preferred Type Tubes plus rectifier tube . . .

modern cabinet of rich walnut plastic. brown plastic case.

able model for every custormer

Their outstanding performance plus appealing advertlising
builds bigger profits for you through quicker turnover!

What a line of instruments! AN, FM, Short Wave RCA Victor instruments to millions. Prospective

and Victrola Radio-Phonograph. .. there’s a model
to please every customer at the price they prefer to
pay. And, all of these instruments feature the
thrilling tone of the “Golden Throat” . . . the ex-
clusive RCA Victor acoustical system.

Dollar for dollar, these instruments will give
your customers more pleasure, better performance
and a greater listening thrill than any other make.

Persuasive RCA Victor advertising in leading
national magazines and over 160 NBC stations sell

Finest
Tone System in
RCA Victor History

customers right in yvour city are sent to you—for
the RCA Victor instrument of their choice.

Cash in on this growing preference for RCA
Victor instruments! Display them in your window
and in your radio department. Let your customers
know that you have RCA Victor instruments for
them. Let them listen . . . let them compare . .. and
watch the RCA Victor sales ring up! If you don’t
have these models from the full line on display,
contact your distributor NOW!

rot frcron @ &

DIVISION OF RADIO CORPORATION OF AMERICA

When you’re in New York, see the

The “Golden Throat” . .. the exclusive
RCA Victor 3-way sound system that
brings listeners a new thrill in radio
enjoyment.

RADIO & TELEYISION RETAILING e May, 1948

electronic wonders of the RCA EXHI-
BITION HALL. Open every day, 16
AM. to 9 P.M.—free to all. 36 West
49th Street.

THE VICTROL

ONLY RCA VICTOR MAKES

A

“Victrola' —T.M. Reg. U.5. Pot. OFf.
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Since almost every phase of adver-
tising or sales promotion the dealer
undertakes costs real money, all such

street car cards. Such advertising is
either entirely paid for by the dealer
or partially so on a “cooperative” basis.

Ten Advertising Mediums for the Retailer

1. Local newspapers

2. Classified directories

3. Time on the air

4. Lettering on delivery trucks
5. Signboards

6. Mailing pieces

7. Calendars

8. Hand-delivered circulars

9. Store signs

10. Bus, street car signs

activities should be thoroughly planned
and skilfully executed.

So far as advertising goes there are
at least ten mediums, as follows: Local
newspapers, classified telephone direc
tories, the radio, lettering on tops and
sides of delivery trucks, signboards, di-
rect mail, calendars, hand-delivered
circulars, store-front signs and bus or

36
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The important first step for the mer-
chant to talke is always the decision as
to which of the various advertising
mediums to use. Considerable thought
must be directed toward such choice
because the weak medium will not
pull even if the copy is strong.

For instance, the leading loeal news-
paper should be chosen, determined to

Keeping Your Store

How to Buy Space Wisely

be the best bet because of a number
of factors, including such things as
circulation and public acceptance. Radio
time should be bought on much the
same basis. The dealer who spends
money for space needs a sufficient num-
ber of readers to make the venture
profitable, When he buys air-time, he
needs an adequate number of local
listeners.

Having decided upon a number of
advertising mediums, step number two
for the dealer is the preparation of a
budget, alloting the various expendi-
tures. A budget, rigidly adhered to
prevents going overboard on advertis-
ing costs.

Copy-writing comes next for all deal-
ers except those who use manufactur-
er-supplied ads exclusively. To many
a merchant the ad-writing chore is an
odious one, but there are ways for
making it easier. As a rule, the dealer
can get efficient, free services from
the ad solicitor, or from members of
the staff of the newspaper, radio sta-
tion or print shop.

How to Write Ads

Since retail advertising should be
more immediate and specific than na-
tional advertising, the dealer should
watch carefully the advertising of
other successful stores in his line. Often
he can get newspaper clippings from
cities other than his own.

A well-known advertising expert has
written the following copy preparation
advice exclusively for readers of this
magazine:

“Keep a scrapbook of all advertise-
ments that appeal to you. Also form
the habit of jotting down and keeping
advertising ideas that may flash across
your mind at odd moments.

“You do not need to plagarize any
of the material you collect. It will be a
valuable starting point for you in help-
ing you to develop your own advertis-
ing ideas.

“Specific advertisements built around
your own store are almost always bet-
ter than general ones. Make your
proposition as concrete as possible.

“Your customers do not buy a prod-
uct alone. They buy the service that
you provide as well. For this reason,
devote a generous proportion of your
advertising to what you will do for

~your customer to supplement what

your product will do for him.
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in the Public Eye

and Prepare Copy that Pulls Is a Merchandising Must.

“Outline the basis on which you
guarantee your articles. A manufactur-
er may have a national policy, but the

customer depends on you to implement

it. You may also mention favorable
terms of installation, delivery or financ-
ing.

“There are many such good qualities
in your store and its service that you
can capitalize on. These things increase
the value of the goods you are offering
to your customers. They tend to reduce
the necessity of cutting price.

“When the person you are appealing
to through advertising becomes inter-
ested in the product or service you
offer, the first thing he wants to know
is, “How much does it cost?” Whether
or not you wish to satisfy his curiosity
by quoting a price in your advertising
depends on whether this quotation will
stimulate or retard his desire to buy.

Publicity Pays Off

“When in doubt put in the price.
This is because current practices have
led the public to expect price in retail
advertisements generally. Omission of
the price may make people feel the
product is more expensive than it
really is.

“It is sometimes wise to soften the
impact when mentioning price by in-
cluding in the statement additional de-
tails about down payment and perhaps
economy of operation. but do not try
to generalize a price by quoting price
ranges. Put at least one specific price
for one model in your copy some-
where.”

Under the head of advertising, the
dealer is seldom able to get something
“for free,” but in the sales promotion
category there are several angles which
can be legitimately worked. Chief
among these is the opportunity to write
“pieces,” columns, etc., for the local
newspapers. The dealer who is able to
provide worthwhile material—and there
are hundreds of subjects at his disposal
—gains invaluable publicity for him-
self and for his store.

In preparing copy for free insertion
in newspapers, or for talks on the local
radio, the merchant must make the
material valuable to the medium’s
readers or listeners. It must be un-
selfish, non-mercenary, and free of
((plugs'”

While it’s a time-honored custom to
ask and expect and out-and-out plug
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now and then from the local paper,
the article-writing angle is something
different again. Following are a few
suggested topics for the experts to
work out.

(1) How to operate refrigerators and
food freezers in the home. Defrosting,
temperature adjustments, etc.

(2) Laundering techniques, including
care of washers, ironers, hand-irons.
Water temperatures, soaps, processing
various fabrics, .

(3) Description of television and
FM. Hundreds of angles here to get
public interest whether or not TV or
FM programs are available in the area.

(4) Talks on some of the newer and
less familiar appliances for the home.

(5) Hints on heating and cooling
homes.

(6) News about recent phonograph
record releases.

(7) How to cook with the modern
kitchen range.

(8) Description of the model electric
kitchen.

(9) Talks on electricity. For instance,
how little each appliance costs to oper-

5

run a sale, or stage an “at-home”-in-
the-store. reception. Too, there are
cooking schools, fairs, bazaars, coopera-
tive work with loecal activities, and
participation in amateur shows, etc,
where the dealer’s PA equipment may
be used.

In-store demonstrations of television
or appliances help to promote business.

In-home demonstrations are quite ef-
fective as well. Some of the country’s
leading merchants pay a certain sum
per person to local organizations whose
members attend in-store promotions.

Meetings at Installations

. Little sales meetings in the home,
following installation of new equip-
ment, do not involve much expense yet
often bring excellent results. The plan
is to offer commissions on sales to the
new purchaser who opens the home to
an invited number of guests.

Disc dealers find that valuable pro-
motion can be obtained through store
visits by recording stars and via tie-
ins with local musicales and movie
shows featuring classical or popular

Ten Promotion Opportunities for the Dealer

VEONSOPWN

-t
o

Business anniversaries '
Cooking schools, fairs, bazaars
In-home demonstrations

Articles in local papers

Talks on the radio

Cooperation with local activities
Tie-in with local plays, movies, etc.
Disc star personal appearances
In-store demonstrations

. Front-of-store PA programs

ate, what the prospects are for electric
heating in the home. The dealer can get
cooperation on this subject from the
local utility.

(10) How to care for the radios and
appliances in the home.

There are many other forms of sales
promotion, too. For example, there’s

the firm’s birthday—an opportunity to

musical numbers.

Interesting advertising and sales pro-
motion gains and holds the interest of
the store’s customers and prospective
customers. And, since both of these ac-
tivities are so important, they need
careful administration on the part of
the dealer who wants to get the most
for his money.
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The Show Sparks New Era!

Greater Prosperity on the Way for the Industry as
It Meets in Chicago’s Stevens Hotel, May 11 to 14

®“Radio is never finished.

“Something new is always happening.

. .. We are in a grand business today.
It will be even more wonderful to-
morrow.”

The foregoing phrases appeared in
an editorial in this publication eight
years ago. They could well have been
written today, because they fit the
present picture . . . like a duck’s foot
in the mud. “Something new is al-
ways happening.”

This present picture is a profit-prom-
ising one. In addition, it is no fash-
in-the-pan situation. It promises in-
creased profits now. . . . Increased and
continued profits for a long time ahead

. . the “wonderful tomorrow.”

This year’s Chicago Show, May 11-
14, marks the great new acceleration
era for the industry. Manufacturer,
representative, distributor and dealer
will share in the new added business.
The consumer will.benefit because of

the new things he will have with
which to increase his entertainment
and education; speed up his business
operation, and bring him an entirely
new concept of the American “way of
life.”

Such things as television, FM, wire,
tape and disc recorders, to mention but
a few, will bring new, added business
to the makers of parts, tubes, test-
meters, etc., to their representatives
and wholesalers. Such new things will
increase the dealer’s service business
volume, too, and, because of the fact
that the new products will require
increased technical skill in installing
and maintaining, the service business
will be lifted to a much higher plane.

All the way down, from the many-
facture of the tubes and components to
the finished product at the retail level,
the impact of thig plus business will
be terrific. And, it will be dumped into
the lap of the components industry

still, for the most part, in the midst of
a seller’s market!

On top of all this new volume of
business, the end point of which is the
sale to the consumer, is piled the tre-
mendous demand for broadcast station
equipment. The need for transmitters
is urgent—unsatisfied. The new TV and
FM stationss are clamoring for equip-
ment and materials, components, tubes,
etc., as are the AM stations, who need
such products for replacement and ex-
pansion.

The radio industry’s outlook is real-
ly something! The near future holds
promise of expanded activities and vol-
ume the like of which radio has never
experienced in its entire existence.

In saluting the 1948 Radio Parts and
Electronic Equipment Show, let us re-
peat some of the phrases we used in
the opening: “We are in a grand busi-
ness today. It will be even more won-
derful tomorrow!”

LIST OF EXHIBITORS

Advance Electric & Relay Co., 1360 West 2nd
St., Los Angreles, i

e., New Bed-

ford, Mass. ... 86
Aliiance Manufacturing Co., Alliance, Ohio... 8
Alpha Metals, Inc., 383 Hudson Ave., Brook-

lyn, N. Y. 77
Alpha Wire Corp., 50 Howard St., New York....100
American Condenser Co., 4410 N. Ravenswood

Ave., Chicago, III,
American Microphone Co., 370 So. Fair Oaks

Ave., Pasadena, Calif,

American Phenolic Corp.,

Ave., Cicero, Ill. 65
American Radio Hardware Co., |52 MacQues-

ten Parkwy So., Mt. Yernon, N. Y. ... 73
American Television & Radio, 300 East Fourth

St., St. Paul, Minn. LTSNS [ -
Amperite Company, Inc., 56| Broadway, New

York .. 3
Astatic Corp., Conneaut, Ohio ... 125
38

Atlas Sound Corp., 1443—39th St., Brooklyn,
Audak Company, 500—5ith Ave., New York..... 135
Audio Devices, Inc., 444 Madison Ave., New

LT S
Barker & Williamson, Inc¢
Upper Darby, Pa. ..
Belden Munufcc’ruring B
Buren St,, Chicago, IlI,
Bell Sound Systems, 1183 Essex Ave., Colum-
DUS, OO o
BIiPIey Electric Co., Union Station Bldg., Erie,

a.
David Bogen Co., Inc., 463 Broadway, New
York '

L 39
W+H|(l1(m Brand & Co., 276—4th Ave., New

or
British Industries Corp., oadway,
ork ..

Brush Development Go..
Cleveland, Ohio ..
Buthudio, Inc., 2118

fo ...

Burgess Battery Co., Freeport, 1ll. ... 13
Burlington Instrument Co., Burlington, lowa... 22
Bussmann Mg, Co., University & Jefferson,
St. Louis, Mo. ... 55
Camburn, Inc., 32-40—57th St., Woodside, N.Y, 20
Carbonneau Industries, Inc..' 21 lonia Ave.,
N.W., Grand Rapids, Mich,
Carron Manufacturing Co., 415 5. Aberdeen
St., Chicago, III.
C«w’_rralab, 900 East Keefe Ave., Milwaukee,
isc

Chicago fTransformer Corp., 3501 Addison St.,
Chicago, 1| e e s ssssenes. D0
Cinaudagraph Speakers Div., 1401  Fairfax
Traffieway, Kansas City, Kans.
Cinch Manufcc’ruring Co., 2335 W,
St., Chicago, HI. ..
Clarostat Mfg. Co.
lyn, N. Y. -

Clinton St., Brook-

Coastwise Elecir « 130 N. Beaudry Ave.,
Los Angeles, Calif. R R . |

Condense.r Products Co., 1375 North Branch
St. Chicago, lif. ... ...~ o Branch 74
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List of Exhihitors

Continental Carbon, Inc., 13900 Lorain Ave.,

Cleveland, Ohio .. N 148
Continental Electric Co 715 Hcmllfon Sf
Geneva, [, ...
Cornish Wire Co., Inc,, 15 Park Row, New
York . 48

Crescent Indusrries, Inc., 4140 W. Belmont
Ave., Chicago, IlI. .
Croname, Inc., 3701 Ravenswood Ave., Chi-

cago, ([T 84
J. W. Davis & Co., 3015 Knox St., Dallas,
TEXAS ottt e e 23
Drake Electric Works, 3656 Lincoln Ave., Chi-
cago, |l . 98
Duotone Co., 799 Broadway, New York ... 144
Eagle Elecfronics, Inc., Irvingfon-on-HudsonII
N. Y

Eckstein Radio Products, 914 La Salle Ave.,
Minneapolis, Minn.
Eitel-McCullough, Inc., San Bruno, Calif. .
Electric Soldering fron’ Co., Deep RiverI Conn, 47
Electronic Instrument Co., 926 Clarkson Ave.,
Brooklyn, N. Y.
Elecfronlc Laboratories, Inc
Indianapolis, Ind. .
Electro Products Labs.,
St., Chicago, lil.
Electro- Yoice, Inc.I Buchanan, Mich, .. .
Electrovox Co, Inc., 224 S. Michigan Ave.,
Chicago, 1 et
Espey Mcnufccfurrng Co., 528 East 72nd St.,
New York ..o 85
Federal Telephone & Radio Co., 100 Kings-
land Road, Clifton, N, J. ... . 66
Freed Transformer Co Inc., 72-78 S

133

New York ... 143
Gee Lar Products Co., 3322 W. Montrose Ave,,
Chicgo, I ettt 37

General Cement Mfg, Co., 919 Taylor Ave.,
Rockford, 1l et

General Electric Co., | River Road, Schenec-
tady, N.

General Indusfrres Co., Elyria, Ohio .

General Transformer Corp., 4321 N. Knox

Ave., Chicago, Hl. i 63
Halldorson Co., 4500 Ravenswood Ave., Chi-

cago, Hl. . 128
Holllcraﬁers Co., 4401 West Fifth Ave., Chi-

ca T e 87

Har wrck Hindle, Inc., 40 Hermon St., New-
ark, N. J.

Hickok Electrical Instrument Co.. 10514 Dupont
Ave,, Cleveland, Ohio . ..157

Hyfron Radio & Electronics
Sf Salem, Mass.

Ave., Chicago, Il

Ave., Chicago, IlI. 138
Insuline Corp. of America, 36-02—35th Ave.,

Long lIsland City, N. Y. i, 107
International Resistance Co., 401 No. Broad

St., Philadelphia, Pa. ..., 110
Jackson Electrical Instrument Co., 18 S. Pat-

terson Blvd., Dayton, Ohio ... 13
J-B-T Instruments, Inc., 441 Chapel St.,

Haven, Colf. e 32
Jensen Industries, Inc., 329 S. Wood St.

cago, Il . et esees e oo

Jensen Manufacturing Co., 6601 S. Laramie
Ave., Chicago, Ill. .6

J.F.D. Manufacturing . . Ha
Parkway, Brooklyn, N. Y. ..
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E. F. Johnson Co.,
Kenyon Transformer Co.,

Kings Electronics Co.,

Y.
4910 West 25th PI
1751 N. Western Ave,,

Inc., 372 Clcsson Ave

Lenz Elecfrrc Mfg Co.,

3571 West '62nd st..,

Maguire Indusfr

P. R. Mallory & Co. 120
Merit Co|I & Transformer Corp 4427 N Clark

Micamold Radio Corp.I 1087 Flushing Ave.,
Y. 152

James Millen 'Mfg. Co., Inc., 150 Exchange Sf.,

Ncﬁoncl Company, Inc.,
Union Rcdro Corp.,

Newcomb Audio' Producfs Co.,
Hollywood, Calif.

Ohmr're Mcnufccfuring Co., “4835 W Flournoy,

Operadio Mcnufccfurrng Co.
Park Metalware Co.,
Par-Metal Producfs Corp 32-62—4%th St.,

Orchcrd Park, NY

Permoflux Corp " 4900 West Grand Ave,,

1l
. Inc.I 6415 Ravenswood Ave.,

Philrrlore Mifg. Company,

Potter & Brumfield Sales Co., 549 W. Wash- o

Precision Apparatus Co., 92.27° Horcce “Har-
Premax Products Div., Nicgcrc Falls'

I8
Presto Recording Corp., 242 West 55th Sf Il
...109

Pyrcmrd Elecfrrc Co.,

Racon Electric Co., 52 East I9th St.,

Rad-El-Co Mfg Co 6300 Euclid Ave.,

Radio ley Products Co., 152 West 25th St.,

5
Radio Corporation of America, Camden, N.J.135A
, 1341 S, Michigan Ave.,

Rauland Corp 4245 North Knox, Chicago,
Raytheon quufocfurrng Co.,

chdro Craftsmen,

445 Lake Shore

Recordisc Corp., 395 Broodwcy New York .
Recoton Corp., 251 Fourth Ave,,

|s|and City, N. Y.

. Inc., 404 Fourth Ave.,
14

Howard W. Sams & Co., , 2924 East Wcsh-
¢ f h '

Sangamo Electric Co.
Walter L. Schott & Co
, Beverly Hills, Calif.
Shur-Antenna-Mount,
Y

9306 Santa Monica

.................................... 58

, 266 Sea CIliff Ave.,
129

Shure Brof'hers: 225 W. Huron St.,
il ;

McMurdo  Silver
Hartford, Conn.

(Continued)

V. Kinzie St., Chi-

Simpson Electric Co., 5208

cago, . .. e 118
Mark Simpson Mfg Co "32.28—49th St., Long
Island City, N. Y. 46
SNC Manufacturing Co., !nc., P.O. Box 158,
Glenview, 1ll. - 1
Snyder Manufccfurlng Co., "22nd & Ontario
Sts., Philadelphia, Pa. .. 11
Sola Eléctric Co., 4633 W, léth St., Chicago, "
1t
Solar Manufacturing Corp., 1445 Hudson Blvd.,
North Bergen, N. J. &7
Spirling Products Co., 64 Grand St., New York 29
Sprague Products Co., North Adams, Mass..... 89
Standard Transformer Corp., 3580 N. Elston
Ave., Chicago, Iil. 88

Stark Sound Engineers, Inc., 616 High St.,
Ft. Wayne, Ind. “ 3
Stephens Mfq. Co., 10416 National Blvd., Los

Angeles, Calif. 145
Stromberg-Carlson Co., 100 Carlson Road,
Rochester, N. Y. 56

Supreme Insfrumenfs Corp., Greenwood, Miss...I59
Sylvania Electric . Prods., lnc 500—5th Ave.,
New York
Talk-A-Phone ’Co., 1512 S, Pulaski Road, Chi-
cago, I, y
Tartak Speakers, Inc., 3120 East Pico Blvd.,
Los Angeles, Calif.
Technical Appliance Corp., Sherburne, N. Y....11]
Telex, Inc., 12 N. Washington Ave., Minne-
apolls Minn. .} 154
Tricraft Products Co., 1535 N. -Ashland Ave,
Chicago, Il
Trrn?m Inc., 400 Wesf Lake St., leerfywlle,
[E1 T,
Triplett

ectrical Insfrumenf Co., 286 Hormon
Road, Bluffton, Ohio 7
Tung- Sol Lamp Works, Inc., 95—8th Ave.,
Newark, N. J. 158
Turner Co.. 909—17th St., N.E., Cedar Raplds .
fowa 146
Ungar Electric  Tools, 6|5 Ducommun Los
Angeles, Calif.
United Transformer Corp., 150 arick §f., New
York i e 59
Universal Microphone Co., 424 Wcrren Lane,
Inglewood, Calif.
University Loudspeckers, Inc., 80 .So. Kensico
Ave., White Plains, N, Y, . wirveenens 140
Utah Radio Products’ Div., Hunhngfon Tad, . |
Yaco Products Co., 317 East Ontario St., Chi-
cago, I, 45
VY-M Corporation, Benton Harbor, Mich, ... 24
Waldom Electronics, Inc., 911 N. Larrabes St.,
Chicago, llI. I
Ward Leonard Electric Co., 53 West Jackson
Blvd., Chicago, Ill.

12
Ward, Producfs Corp., 1523 E. 45th St., Cleve-
103

25

land, Ohio
Webster- Chicago Corp., 5610 Bloomingdale

Ave., Chicago, Ill. 9
Websfer Electric Co., Clark & DeKoven Sts.,

Racine, Wis,
Weshnghouse Electric Co., Bloomfield, N. J.... &
Weston Electrical Insfrumenf Corp., 614 Fre-

linghuysen Ave., Newark, N. J. ... .78
Wilcox-Gay Corp 604 W. Semrncry Char-
totte, Mich, .76

Wirt Co 5221 Greene St., Philadelphiaq, Pa ..... I04
Workshop Associates, Inc., &b Needham St.,
Newton Highlands, Mass. e ALA
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Upstairs—downstairs—ali through the house

—there’s an ARVIN coler to ma

ARVIN model 444 $'| 495*

® Non-breakable cabinet!
¢ Underwriters’ listed!
¢ Over a million in use!
and now
IN AMERICA’S FAVORITE COLORS
AT NO INCREASE IN PRICE!

tch any room!

You'll find new and bigger profits at the end
of this rainbowl

Colors everybody wants!

Performance you can depend on!

A mark-up that makes it worth while!
A great national advertising campaign!

¢ 9 e @

HERE’S the Arvin model 444 . . . for store traffic,
for faster sales, for an honest-to-goodness
profit!

Arvin Model 444 is already delivering its
amazing performance to over a million users! Safe
for children! Underwriters’ listed! Non-breakable
cabinet! Now in America’s most popular colors,
as proved by a nation-wide survey! People stop—
look—buy! You’ll find a .
potful of profits at the end
of this ARVIN RAIN- .
BOW! Big color displays
and free ad mats! Write,
wire, or phone your Ar-.
vin Distributor.

NOBLITT-SPARKS INDUSTRIES, INC.

Columbus, Indiana

RADIO & TELEVISION RETAILING o May, 1948




For better profit,
faster turnover

MODEL 250P—BATTERY AND AC/DC

Special Arvin circuit gets *
distant stations easily. Lug- s 9 5
gage-type case of metal and

emerald green shatter-proof

plastic. 5 tubes plus sele-

nium rectifier. Connections

for outside antenna. 57 Al-

nico speaker. Underwriters’

listed. Today’s best buy in

portables!

RADIO & TELEVISION RETAILING e May, 1948

This painting will
| appear in Arvin’s
B full page in Satur-
day Evening Post,
June 12.

MODEL 240P—BATTERY OPERATED

Rich ruby-red thermo-plastic in sk
smartest 1948 styling. Alnico $ 95
speaker. Special Arvin circuit
for super-reception. Better profit

margin for dealers.

MODEL 241P-—BATTERY AND AC/DC

Choice of 3 colors — ruby-red, sk
ivory, or saddle brown plastic. $ 9 5
3-way utility for tripled selling
power. Selenium rectifier. Under-
writers’ listed. Alnico speaker.

*Slightly higher in Zone 2. All prices less batteries.

NATIONALLY ADVERTISED

in Llife, Saturday Evening Post,
Country Gentleman

NOBLITT-SPARKS INDUSTRIES, INC.

Columbus, Indiana
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Distn.-ibutor Speeds Merchandising of
Radio, Parts, and Appliances — Saves
Money, Time—-Increases Volume

TQ*DEALERS » 5

ys in tronsit

yed inquiries

yed adjustments

JOBBER

te in large stocks

ys in repairing

catalog files

ritory protection

i 0 ey o T

DEALER 1
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The Jobber IS Important!

o The distributor of radio, parts, records and appliances has definitely proven
the right to his place in the sun. In the face of severe competition offered through
other methods of routing the products into the hands of the consumer, the whole-
saler in this field, has come through with flying colors.

The pattern of distribution presently
employed has survived the acid test
in the economics laboratory, to emerge
as the best method for all concerned.
It offers outstanding advantages to the
manufacturer and dealer. It provides
the consumer with adequate selection,
better service, and lower price.

While it goes without saying that
nothing is perfect, the operation of the

modern jobber is remarkably efficient
in view of the many ramifications pres-
ent in the picture. And, daily, the oper-
ation is being improved upon. The
present-day wholesaler is offering step-
ped-up merchandising and financing
aid to the dealer. He is offering the
manufacturer modernized show-rooms
for the display of products. The good

distributor has pledged himself to com-
bat “wholesale-at-retail” selling. He
provides the dealer with advertising
material and with outstanding demon-
stration facilities and techniques; mod-
ern salesman training programs.

The accompanying panels list some
of the worthwhile services the jobber
has to offer the manufacturer and the
retail merchant.

A study of the various services will
reveal that the wholesaler in the fields
tovered by this magazine is a necessary
and efficient part of the industry.

HOW THE MODERN JOBBER HELPS THE RETAIL MERCHANT

He offers valuable sales
training for the dealer.

He provides expert ad-
vertising advice, coopera-
tion and promotion ideas.

He makes available force-
ful demonstration facilities
or plans to increase sales.

‘His local interest is iden-
tical with the merchant's.

He gives warehouse facil-
ities for storing goods.

His show-room permits
dealer to see products be-
fore buying them.

He reduces fransporta-
tion costs on deliveries.

He stocks the parts, cut-
ting down dealer inventory.

He gives small quantity
buying privileges.

He maintains repair serv-
ice for the retailer.

He reducechosf of ac-
counting routines.

He gives adjustment
service to dealer.

He services manufactur-
er guarantees.

He has competitive price
data available.

He offers credit facilities.

He reduces capital in-
vestment totals.

HOW THE MODERN JOBBER HELPS THE

He displays products in
a modernized show-room.

He expedites manufactur-
ers’' dealer help material.

He administers manufac-
turers' co-operative adver-
tising plans.

He pushes his own and
manufacturers’ sales train-
ing programs.

He guards product good-

RADIO & TELEVISION RETAILING e May, 1948

will through stocking of
parts and supplies.

He saves millions in fioor

space rental annually.

He contacts the irade
personally, frequently.

He furnishes capital to

finance local stocks, fo
carry accounts,
He has knowiedge of

buyers' habits.

MANUFACTURER

He makes possible stead-
ier production schedules.

He furnishes information
on market changes.

He reduces the manufac-
turer's stock inventory.

He furnishes competitive
information to dealers.

He gives adjustment
service to his eustomers.

He reduces selling costs.
He speeds distribution.
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Sell Those Exira Features!

The Salesmian Who Stresses the PLUS Values Will Get More Business

¢ There are extra features in every
radio and appliance the dealer sells—
“extras” that are free to the cus-
tomers!

The salesman who sells the extras,
along with the “regular” familiar ones,
offers a plus value which is often a
determining factor in successfully con-
cluding a sale.

When a salesman says, “And, in ad-

dition . . .” while describing an arti- -

cle, the prospective customer will feel
that greater value is being offered—
that the radio or appliance will pro-
- vide extras—at no extra cost.

For instance, every consumer knows
that an electric refrigerator “keeps”
food, but many will never realize what
other things the refrigerator will do
unless they are told. Just consider a
few of the features:

The electric refrigerator costs less
to operate than any other method of
food preservation.

Since it can be operated at a steady,
pre-selected temperature, it stands
guard over the health of the family.

It saves shopping time and money,
since left-overs can be saved—and with
safety. In addition, money can often
be saved through buying large quan-
tities of perishable or frozen food
-when prices are low.

More for the Money

The electric refrigerator is clean.
No messy drain pipes or drip pans
to contend with.

The owner of an electric refrigerator
can prepare an endless variety of
frozen desserts and salads. “Colored”
ice cubes, too, were just made to order
for parties for follt of all ages.

The electric refrigerator is a top-
flight investment. A good make will
last for many years.

No matter whether the appliance is a
large one or of the “traffic” variety, it
has many sales-producing features. The
customer who’s looking at a sandwich
grill may not like toasted sandwiches,
but the clever salesman can create
desire to buy when it is explained that
the grill can be used to cook hamburg-
“ers, hot dogs, bacon: to toast English
muffins, fry eggs, and do many other
things as well.

Consider, for example, that:

Most coffee-makers can be used to
make tea, and other beverages, such as

cocoa. In addition to ironing -clothes,
the steam iron is ideal for pressing
garments, for “steaming” velvet. The
“tank” vacuum cleaner can be used as
a ventilating fan or a hair-dryer. The
hand vac isn’t suited to house-cleaning
alone since it does a swell job cleaning
the family car.

* Many washing machines can be used
to “dry-clean” clothes through the use
of non-inflammable fluids. Washing
machines not only do the family laun-
dry, but they do so under sanitary con-
ditions; and the clothes last longer.

Sales-Clinchers

A radio-phonograph is really two
instruments, and it should be sold that

consumer certainly gets them when he
buys the good products in our field.
Even a small, inexpensive product like
the infrared bulb performs an amazing
number of tasks for the few pennies it
costs. It will relieve aches and pains,
it will dry hair, nail enamel, etc.
Electric fans have many uses in ad-
dition to moving air. They can be used
to circulate heat, too, to say nothing
of drying paint in the home, taking out
cooking odors and for keeping the air
in the living room clean and sweet.
All in all, it pays the salesman to
study the product, and to present it to
the consumer in the light of being
something that gives more than is ac-
tually realized. Of course, extravagant

TELL YOUR CUSTOMER THAT ...
The Refrigerator DOES MORE than just "keep' food
The Sandwich Grill COOKS HUNDREDS of different kinds of food
The Radio Combination is at least TWO INSTRUMENTS IN ONE

The Vacuum Cleaner does more than clean

The Electric Fan circulates WARM AIR too; dries paint, etc,

The Steam Iron "'renews" velvet garments, ete.

Every other Radio or Appliance product has "In Addition" features

way. If the instrument has short-wave,
then it's three instruments in one.
An AM-FM job gives the buyer a two
for one purchase. Television provides
entertainment via sight and sound.

The conventional “food-mixer” is also
a juice extracting device, and, of

" course, if sold with attachments, it be-

comes a kitchen tool of dozens of dif-
ferent uses.

One of the newer small appliances
on the market is the liquefier. Since
this product liquefies raw fruits and
juices, the salesman has an ace up his
sleeve when he ties in this item with
the general acceptance of vitamins in
his sales presentation.

Extras, extras, extras! The American

claims are out in describing additional
features to prospective buyers. Out too,
are suggestions which might be con-
strued as being weird or Rube Gold-
bergish.

But—there are so many plus-values
being offered today in radios and ap-
pliances that the opportunity as offered
to do a bang-up selling of extra fea-
tures without going overboard in de-
scribing them.

The salesman should never take it
for granted that the prospective cus-
tomer knows about the many extra
services that each product in our field
offers along with the familiar ones.
Very often a sale made can definitely
be traced to some adjunctory feature
stressed by the salesperson.
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it's NEW!
it's PORTABLE!

it weighs less than 18 pounds!

RADIO-PHONOGRAPH
and it sells for only—

/ waESSSFE-GY

HOME RECORDING. .. plus other
FINE FEATURES aof an amazing price

You haven't sold so much for so little in many a year! For only $89.95,
the RECORDETTE offers home recording PLUS radio and phonograph.
Easy fo operate, it records either from its own microphone or from its self-
contained superheterodyne radio. It plays any phonograph record up to
12 inches. It weighs less than 18 pounds, and_its attractive fabric-covered
case measures only 18" x 12%42"" x 6",

RECORDETTE offers complete home entertainment at a low price. RE-
CORDETTE means more sales, more profits. Get set to sell RECORDETTE!

A product of the manufacturers
of the famous RECORDIO

WILCOX-GAY CORPORATION

CHARLOTTE, MICHIGAN

IN CANADA, CANADIAN MARCONI COMPANY
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‘Sales "Reps” Active in
the Radio Indusiry

Organization with 350 Members Has Outstanding Record of Achievement

The question of effective selling is
one that admits of many answers in
every -industry, but nowhere must
problems of greater diversity be met
than in the radio and electronic parts
field.

Consider, for example, that Jim
Schoonmaker, a sales representative in
Dallas, Tex., must often cover from
two to three thousand miles to serve

a customer or two while Tim Coakley,

of Boston, can frequently greet most
of his market in a single day.

On the one hand is the atmosphere
of shrewd optimism prevailing in the
Southwest, on the other the task of
convincing the traditionally skeptieal
Yankee in his Down East homeland.
In both these extremes, as in the in-
dustry’s middle ground, the challenges
are met with a uniformly high level of

satisfaction both to supplier and cus-.

tomer.

This outstanding record of consistent
sales success may be explained in sev-
eral ways, but one factor that cannot
be ignored is the part played by the
more than 350 members of The Repre-
sentatives of Radio Parts Manufactur-
ers, Inc,, who conduct sales for 98 per
cent of the whole industry.

Valuable Services

As engineers and as businessmen The
Representatives serve their industry in
several invaluable capacities besides
that of selling. Because they handle
several non-competitive lines and are
thoroughly trained to understand the
products they handle in all present and
potential applications, the “Reps”, as
they like to call themselves, are un-
qualifiedly competent to advise sup-
pliers who contemplate new lines or
changes in old ones on the basis of
their knowledge of the whole industry
which must necessarily be both the
broadest and most detailed possible.

Because they own and operate their
own sales agencies and conduct their
businesses on a commission basis they
have an honest pesonal interest in the
present and future well-being of the
industry. They are qualified and ready,
moreover, to deal with problems which

cannot always be foreseen by produc- .
tion departments and must. be solved -

in the' field.
This method of operation benefits the
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‘graphically determined

manufacturer through the fixing of
sales costs in direct proportion to sales
volume and rewards the representative
proportionately to his ability.

Probably the most notable public
recognition of The Representatives’ im-
portance in the radio and electronics
field came during the early days of
World War II when the War Depart-
ment sought the aid of a number of
these men in organizing the industry
they serve for military purposes. Their
assistance in solving procurement prob-
lems was cited as “materially helpful
to the successful prosecution of the
war,”

This patriotic service was altogether
in keeping with the purpose for which
the group was formed, namely, to fur-
nish for the government and the in-
dustry a pool of ethical and responsible
sales representatives who, for altruistic
as well as business reasons, could be
relied upon to work for the betterment
of their industry.

National officers of the organization,

Wayne, Ind.; Los Angeles, Carl A.
Stone, Los Angeles, Calif.; Mid-Lantic,
John Keefe, Jr., Camden, N. J; Mis-
sissippi Valley, Norman W. Kathrinus,
St. Louis, Mo.; Missouri Valley, Rich-
ard M. Farris, Kansas City, Mo.; New
England, Paul S. Sturgeon, Boston,
Mass.; New York, Samuel S. Egert,
New York, N. Y.; Pacific Northwest,
George D. Norris, Seattle, Wash.;
Southwestern, J. Y. Schoonmaker,
Dallas, Tex.; and Wolverine, H. E.
Walton, Detroit, Mich.

These subgroups meet regularly for
the exchange of ideas concerning new
trends and developments in the sales
and product picture.

That the sales representative system
is most effective in the radio and elec-
tronic parts field is indisputably proved
by the success of The Representatives
themselves whose sales volume totals
many millions of dollars each year. It
is further and conclusively substanti-
ated by expressions from manufactur-
ers whose business growth and develop-

REPRESENTATIVES' REGISTER COMING!

RADIO & TELEVISION RETAILING

is presently compiling a

Representatives' Register which will list names and addresses of
representatives throughout the country. This informative and timely
feature will appear in a future issue.

which was established more than a
decade ago, are Leslie M. DeVoe, of
Indianapolis, Ind., president; Henry W,
Burwell, of Atlanta, Ga., vice-presi-
dent; and William E. McFadden, of
Columbus, O, secretary-treasurer.,
The group is subdivided into 16 geo-
chapters. The
names of the chapters and their re-
spective presidents follow: '
Buckeye, Charles H. Dolfuss, Jr.,
Cleveland, O.; California, O. A. Huber,
San Francisco, Calif.; Chicagoland, L.
C. McCarthy, Chicago, I11.; Dixie, James
Millar, Atlanta, Ga.; Empire State, Wil-
liam F. Seeman, Buffalo, N, Y. Gopher,
Franklin E. Merrill, Minneapolis, Minn.;
Hoosier, Charles D. Southern, Fort

ment have been due in a large
measure to The Representatives’ zeal
and efficiency.

The manufacturers’ view is typified .

by this opinion from Ray Simpson;

president of Simpson Electric Com--

pany, Chicago: “Wherever and when-
ever a product is sold advantageously
to radio parts, jobbers or to manufac-
turers using radio parts, the manufac-
turers’ representative is indispensable.
It has been my experience during al-
most 30 years in the instrument busi-
ness that manufacturers’ reps, properly
selected and schooled, are not only
essential to the manufacturer but have
proved themselves to be of invaluable
help to the trade.”
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DISPLAY IT...SELL IT!

Tele-Tone’s reputation for turn-over and profits is dramatically
repeated with this answer to low cost Television. Here’s the

FIRST setdesigned for over-the-counter-sale...over-the-top-profits.

PLUS $1.30 FEDERAL TAX
INSTALLATION EXTRA

TELE-TONE
Will ARRANGE
FOR INSTALLATION AND
ONE. YEAR GUARANTEE.
ALLYOU DO
1S SELL.

MODEL #Tv-149

JUST LOOK AT THE FEATURES

...FEATURES THAT SELL! Here at last is Television at a price
e ALL cﬁannel tuning cvery one of your customers can
operates everywhere without re-alignment . .
@ ALL controls accessible afford. Here is perfected Television
vertical and horizontal hold controls on front

o LARGER tube complement you can sell to apartment-dwellers,
powerful circuit assures maximum results .

e EASY-VIEW screen—26 square inches suburban home-owners . . . anyone
can be seen from all angles .

o SIMPLE installation who wants the enjoyment of clear,
will operate equally well on weak or strong signals S ..

e MAHOGANY cabinet brilliant Television.

harmonizes with period or modern decoration

¢ ‘“AUDIO-VISION'"' tuning
picture and sound perfectly tuned as soon e&
as channel is selected

o F.M. circuit
gives you noise free reception

540 WEST 58th ST.
NEW YORK, N.Y.

T

Another of a long & M\M\“\{P
and profitable line g}«&gﬂm ﬁ _ .ﬂ
of Tele-Tone sales i ciiids

and traffic builders. $19.95 $24.95 $34.95 ¥
Model #165 Model #166 Model #182 Model #159 Model #160 Model #183
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‘Here's Proof! —You Can

Hartiord Dealer’s Volume 21 to 1 Over Providence in RMA

This is a merchandising story with a
moral.

It may well be called “Sales of Two
Cities,” to take a few liberties with the
famous Dickens’ title, because it pre-
sents a two-way view of selling radios
in two New England cities. The two-
way view is proving to be an eye-open-
er to retailers all over the country since
it proves conclusively that real sales
action will bring real sales results.

In the most successful promotion in
its history, the Radio Manufacturers
Association staged a test campaign in
the Hartford, Connecticut, trading area,
February 23 to March 6. As a “control”
city, -RMA chose Providence, Rhode
Island, where no special radio promo-
tion took place.

Now the results have been analyzed
from data submitted by 108 dealers
from each city. The information shows
that Hartford merchants outsold Provi-
dence dealers more than two and a half
to one. The score was 2,505 sales for
Connecticut, 979 for Providence.

“This is not only an outstanding rec-
ord but it is also interesting to note
that results showed that there was a
corresponding increase in the unit sale
of radio-phonograph combinations. It
has opened new vistas to radio mer-
chandising,” said Stanley H. Manson,

Members of the Radio Manufacturers Association Advertising Committee meet in Hartford to ob

chairman of the advertising committee
of the Radio Manufacturers Association.

“Furthermore, the importance of this
campaign does not stop with the sales
record. It provides proof that there is
a new market for radios which still
remains to be tapped,” he continued.

“The significance.of this campaign is
best indicated by the dealers them-
selves who said that the campaign not
only improved their sales records dur-
ing the test period but also had given
them new sales techniques which could
be used to increase their business the
year round.

“The record set during the campaign
together with the unqualified endorse-
ment of methods used establish a firm
foundation of fact on which the radio
industry can move forward boldly in
developing expanded markets for
radios. These markets until recently
have existed in theory. The Hartford
Test Campaign has proved them ob-
tainable with the Ilatest sales tech-
niques,” concluded Mr. Manson.

Radio In Every Room

The campaign turned on the person-
alized selling approach, smartly dressed
in the slogan, A RADIO IN EVERY
ROOM—A RADIO FOR EVERYONE.
The idea was first presented to dis-

Fred Eldean Organization; E. L. Redden, Crosley division; John Garceauy, Farnsworth; K. T. Milne,

tributors at a pre-campaign meeting
where it was dramatized in a twenty
minute skit, “The Strife of Reilly”
showing a day in the life of a typical
radio salesman before and after con-
version to the personal possession sales
techniques, and received their enthusi-
astic endorsement as the solution to a
need for a new approach.

At the subsequent dealer meeting
which was attended by approximately
400 retailers, the largest gathering of its
kind in Hartford, the “Strife of Reilly”
was again shown and again received
wholehearted approval. Consensus of
opinion was that at last dealers had been
given an ideal which would enable them
to make the public radio-conscious and
open the door to multiple sales. Also
at the dealer meeting, kits were passed
out which provided basic material from
which distributors and dealers could
develop individual promotion plans.
The kits contained 2 eye catching
bright yellow posters, and 2 streamers,
dramatizing the slogan, A RADIO FOR
EVERY ROOM—A RADIO FOR EV-
ERYONE, for window displays. Book-
lets entitled “What’s In It For Me?”
were for the salesmen while question-
naires were provided to serve a dual
purpose: as a check sheet for sales-

serve results of test campaign. Left to right: Fred Eldean,
General

Motors; Kenneth Sickinger, Stewart-Warner;

William Jennings, Emerson; James Secrest, RMA; Stanley Manson, Stromberg-Carlson; Herbert Guenin, RCA Victor, L. E. Pettit, General Electric; Melva
Chesrown and Nora Hammesfahr, of Fred Eldean.

i
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SELL MORE Via ACTION!

Test Campaign—Action Plan Seen Aid to Nation’s Merchants

men at the time of interviewing a cus-
tomer and as a prospect builder. Fi-
nally, a sales chart enabled dealers to
keep complete records for the period.

On opening day of the campaign,
window displays gave proof of the com-
pleteness with which dealers had taken
over the personal possession theme.
Almost every store in Hartford selling
radios had interpreted the twin theme
in ways to meet their individual busi-
nesses and it was impossible to walk
more than a few feet in any direction
and not see radios suggested for spe-
cial places in the home, or for different
members of the family. Dealers promi-
nently displayed de luxe radio-phono-
graph combination consoles as well as
a wide variety of table models. Large
stores used lavish displays. One depart-
ment store, G. Fox, had a three foot
doll’s house with streamers from each
room to an actual radio for that spot
in the house. Moran’s in New Britain
used a 12 foot reproduction of the
RMA poster as background for its dis-
play. One dealer made up special cards
for Dad, Mom, Sis and Johnny.

Advertising of radios during the two
week period was also almost entirely
keyed to the personal possession theme.
Special receivers were shown and de-
scribed for each room in the house and
for each member of the family.

This window display at Henry Moran and Sons, of New Britain, dramatized the
"Radio in Every Room' idea with radios, designated for thelr proper spots, in

the home.
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A Dbarrage of publicity throughout
the campaign gave additional impact
to the promotion. Opening valve was
the Hartford Courant’s full page story
on radio design with seven dramatic

"SALES OF TWO CITIES"

Hart- Provi-
ford dence

Number of stores reporting........ 108 108
Total sales reported........cccoeccceeee 2505 979
Sales reported for first week........ 1102 502

Sales reported for second week..1403 477
Average sales per store during

| CAMPAIGN e 23.19 9.06
Other sets sold during cam- :
PAIGN i 2161 760
Stores reporting no sales during
campaign period ... 4 14
photo illustrations which appeared

prominently in the Sunday magazine
section the day before the campaign
opened. This was followed up by a
special story in the Hartford Times on
radios designed for the bedroom. In
addition, nine special news stories with
pictures kept the public constantly
alerted to the progress of the campaign.

On the air, a total of 345 spot an-
nouncements brought out the advan-
tages of having radios all through the
house and for different members of the
family so that each person could listen
to the program of his preference. The
first special broadcast took place on
Sunday, February 22, the opening day
for publicity when four distributors re-
vealed what new types of receiver sets
had been designed for different rooms.
Subsequent programs advised Mrs.
Hartford about the “new look” in
radios in a series of women’s feature
programs. In all, there were a total of
12 half hour guest programs during
the two week peripd. All five local
stations cooperated in giving this time
free in addition to the spots.

Because of the outstanding success of
this campaign, the RMA advertising
committee is considering a plan for a
wider application of the personal pos-
session selling techniques tried out in
Hartford. A work book documenting
this campaign for use on a national
scale may well become part of the fu-
ture program of RMA.

The Fred Eldean org§nization, pub-
lic relations and merchandising coun-
sellors for RMA, handled the Hartford
test operation.

Tuckel's, Hartford dealer, displayed ‘o group of radios, captioning
each as appropriate for a particular room. Below, is a section

of the window.
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Sales "Reps' Active in
the Radio Indusitry

Organization with 350 Members Has Outsianding Record of Achievement

The question of effective selling is
one that admits of many answers in
every -industry, but nowhere must
problems of greater diversity be met
than in the radio and electronic parts
field.

Consider, for example, that Jim
Schoonmaker, a sales representative in
Dallas, Tex. must often cover from
two to three thousand miles to serve
a customer or two while Tim Coakley,
of Boston, can frequently greet most
of his market in a single day.

On the one hand is the atmosphere
of shrewd optimism prevailing in the
Southwest, on the other the task of
convincing the traditionally skeptical
Yankee in his Down East homeland.
In both these extremes, as in the in-
dustry’s middle ground, the challenges
are met with a uniformly high level of

satisfaction both to supplier and cus-.

tomer.

This outstanding record of consistent
sales success may be explained in sev-
eral ways, but one factor that cannot
be ignored is the part played by the
more than 350 members of The Repre-
sentatives of Radio Parts Manufactur-
ers, Inc., who conduct sales for 98 per
cent of the whole industry.

Valuable Services

As engineers and as businessmen The
Representatives serve their industry in
several invaluable capacities besides
that of selling. Because they handle
several non-competitive lines and are
thoroughly trained to understand the
products they handle in all present and
potential applications, the “Reps”, as
they like to call themselves, are un-
qualifiedly competent to advise sup-
pliers who contemplate new lines or
changes in old ones on the basis of
their knowledge of the whole industry
which must necessarily be both the
broadest and most detailed possible.

Because they own and operate their
own sales agencies and conduet their
businesses on a commission basis they
have an honest pesonal interest in the
present and future well-being of the
industry. They are qualified and ready,
moreover, to deal with problems which
cannot always be foreseen by produc-

tion departments and must be solved -

in the field.
This method of operation benefits the

48

manufacturer through the fixing of
sales costs in direct proportion to sales
volume and rewards the representative
proportionately to his ability.

Probably the most notable public
recognition of The Representatives’ im-
portance in the radio and electronics
field came during the early days of
World War II when the War Depart-
ment sought the aid of a number of
these men in organizing the industry
they serve for military purposes. Their
assistance in solving procurement prob-
lems was cited as “materially helpful
to the successful prosecution of the
war.”

This patriotic service was altogether
in keeping with the purpose for which
the group was formed, namely, to fur-
nish for the government and the in-
dustry a pool of ethical and responsible
sales representatives who, for altruistic
as well as business reasons, could be
relied upon to work for the bettermerit
of their industry.

National officers of the organization,

Wayne, Ind,; Los Angeles, Carl A.
Stone, Los Angeles, Calif.; Mid-Lantic,
John Keefe, Jr., Camden, N. J; Mis-
sissippi Valley, Norman W. Kathrinus,
St. Louis, Mo.; Missouri Valley, Rich-
ard M. Farris, Kansas City, Mo.; New
England, Paul S. Sturgeon, Boston,
Mass.; New York, Samuel S. Egert,
New York, N. Y.; Pacific Northwest,

George D. Norris, Seattle, Wash.;
Southwestern, J. Y. Schoonmaker,
Dallas, Tex.; and Wolverine, H. E.

Walton, Detroit, Mich,

These subgroups meet regularly for
the exchange of ideas concerning new
trends and developments in the sales
and product picture.

That the sales representative system
is most effective in the radio and elec-
tronic parts field is indisputably proved
by the success of The Representatives
themselves whose sales volume totals
many millions of dollars each year. It
is further and conclusively substanti-
ated by expressions from manufactur-
ers whose business growth and develop-

REPRESENTATIVES' REGISTER COMING!
RADIO & TELEVISION RETAILING is presently compiling «

Representatives' Register which will list names and addresses of
representatives throughout the country. This informative and timely
feature will appear in a future issue.

which was established more than a
decade ago, are Leslie M. DeVoe, of
Indianapolis, Ind., president; Henry W,
Burwell, of Atlanta, Ga., vice-presi-
dent; and William E. McFadden, of
Columbus, O., secretary-treasurer,
The group is subdivided into 16 geo-

‘graphically determined chapters. The

names of the chapters and their re-
spective presidents follow: '
Buckeye, Charles H. Dolfuss, Jr.,
Cleveland, O.; California, O. A. Huber,
San Francisco, Calif.; Chicagoland, L.
C. McCarthy, Chicago, 111.; Dixie, James
Millar, Atlanta, Ga.; Empire State, Wil-
liam F. Seeman, Buffalo, N. Y.; Gopher,
Franklin E. Merrill, Minneapolis, Minn.:

*y

Hoosier, Charles D. Southern, Fort

ment have been due in a -large
measure to The Representatives’ zeal
and efficiency.

The manufacturers’ view is typified
by this opinion from Ray Simpson,
president of Simpson Electric Com-
pany, Chicago: “Wherever and when-
ever a product is sold advantageously
to radio parts, jobbers or to manufac-
turers using radio parts, the manufac-
turers’ representative is indispensable.
It has been my experience during al-
most 30 years in the instrument busi-
ness that manufacturers’ reps, properly
selected and schooled, are not only
essential to the manufacturer but have
proved themselves to be of invaluable
help to the trade.”
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DISPLAY IT... SELL IT!
Tele-Tone’s reputation for turn-over and profits is dramatically
repeated with this answer to low cost Television. Here’s the

FIRST setdesigned forover-the-counter-sale... over-the-top-profits.
PLUS $1.30 FEDERAL TAX

INSTALLATION EXTRA

TELE-TONE
WHL ARRANGE
FOR INSTALLATION AND
ONE YEAR GUARANTEE.
ALLYOU DO
1S SELL.

MODEL #7v-149

JUST LOOK AT THE FEATURES ) o )
...FEATURES THAT SELL! Here at last is Television at a price
e ALL cﬁannel tuning every one of your customers can
operates everywhere without re-alignment . L.
e ALL controls accessible afford. Here is perfected Television
vertical and horizontal hold controls on front
o LARGER tube complement you can sell to apartment-dwellers,
powerful circuit assures maximum tesults .
o EASY-VIEW screen—26 square inches suburban home-owners . . . anyone
can be seen from all angles .
o SIMPLE installation who wants the enjoyment of clear,
will operate equally well on weak or strong signals O ..
® MAHOGANY cabinet brilliant Television.

harmonizes with period or modern decoration

¢ “AUDIO-VISION'' tuning
picture and sound perfectly tuned as soon
as channel is selected

540 WEST 58th ST.
NEW YORK, N. Y.

e F.M. circuit
gives you noise free reception

Another of a long
and profitable line | |
of Tele-Tone sales < =t

$9.95 $16.95 $19.95 and traffic builders. $19.95 $24.95 $34.95
Model #165 Model #166 Model #182 Model #159 Model #160 Model #183%
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®All over the country, FM sales
continue at a greatly accelerated pace.
The lifting of the ban on simultaneous
broadcasting created in one fell swoop
a huge new potential audience since it
made everything in programming avail-
able to the FM set owner, plus phe-
nomenal high-fidelity reception, minus
static.

The widespread publicity the ban-
lifting received was well augmented by
an outstanding cooperative promotion
job on the parts of the set makers, the
broadcasters, the wholesalers and deal-
ers.

In addition to the foregoing fadtors,
FM’s present wide price range and
choice of models is making it available
to everyone. Coverage, too, is playing
a big part in the sales picture. FM sta-
tions are springing up everywhere, and
the broadcasters are not prone to keep

.It’s virgin territory! That is the way
to describe the wire, tape and disc re-
cording sales field. The market lies in
the home, in business establishments
and in broadcasting, and it’'s bound to
increase because these recording prod-
ucts present such high entertainment
possibilities; such potential aid to busi-
ness and professional circles.

Remarkable advances in equipment
have been made since the war, and
the features offered today in the three
types on the market make for the ut-
most in ease of operation. Due to the
greatly improved techniques in manu-
facturing, price of original equipment
is outstandingly low, and the recorders
may be operated at very low cost to
the owner.

The way the situation stacks up now

Ban-Lifting, Wide Price Range, and All-Out Pro-
motion Are Factors - The Production Picture

the advent of a new station a secret.
Far from it! They ballyhoo such event
over their AM stations, in the news-
papers, and at various civic meetings.

FM still has plenty of “room” for more
stations.

Here’s the present and future FM
market at a glance:

HERE'S FM!

FORECAST—FM sets in use at

end of 1948 ... .. ...

TYPES MADE IN 1947:

(not including tuners)

Table FM-AM ... ...
Table FM-AM & phono ...
Console FM-AM ... .

2,000,000
1,255,000 (including tuners)

....... 5,000,000

Wire, Tape and Disc Models Seen Boosting
Radio Industry Volume — Many Uses Cited

it does not appear that any one of the
three types will dominate the market
in the long run. This is because each
has its own particular features. Of
course, disc recording has been em-
ployed for a long time in the home, the
radio broadcast studio, and by business
and professional people. The newer de-
vices, tape and wire recorders, will
help to create new interest in record-
ing as a whole, and will boost business
in the overall picture rather than take
it away from the disc segment.
Recorders will provide new business
for the parts manufacturer, the cabinet
maker, the wholesaler and retailer.
Right now, the potential market
seems ready to absorb several thou-
sand units per year. Schools and col-
leges alone represent a potential mar-

ket for about 100,000. In a few years
the demand will be greatly increased,
particularly if plenty of missionary
work is performed by the manufactur-
ers and merchandisers. The wuses for
recording equipment need to be clearly
portrayed to the prospective purchaser.

At the present time it is estimated
that there are about 500,000 disc re-
corders in use in the United States.
The total number of wire and tape
recorders is about 125,000, including
Separate units and those built into com-
bination radios. Perhaps as many as
100,000 recorders of all types will be
sold in the 12 months of this year, at
an average price of about $175.00.

There are approximately thirty firms
manufacturing wire and tape recorders
at the present time.

IN THIS ISSUE, BE SURE TO SEE:

Special Television Coverage Chart. Latest, exclusive information, Com
Recorders, Phono Records, Electrical Home Appliances, Sound, Ser

plete Market Reviews of M,

vice and Parts.
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STEP UP

... with these

FM AT ITS FINEST!

People all over America have been
reading about these beautifully
styled Bendix AM-FM radio-
phonographs in one of the biggest
promotions in history on sets of
this caliber. As a result, thousands
have bought and thousands intend
to buy these two great challenge
models with long range Bendix
ratio-detector FM and exclusive
Hush-O-Matic. They’re big profit
merchandise for the great new
FM listening market—one more
reason why the Bendix Radio
franchise is among the most valu-
able business assets you can have.

pionographs
fiese great
ation feutures

-O-Matic .
Door automatic record player
. . . Phantom Dial . .. New
Phantom Grille . . . Bendix
Ratio Detector FM circuit—
plus peak sensitivity dual crys-

.+ Swing-A-

tal circuit for ultimate noise
elimination . . . true furniture

styling . .. Aviation quality.

vce Level/

BENDIX RADIO DIVISION of

BALTIMORE 4, MARYLAND —Jennoy
9 AVIATION CORPORATION
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GET READY FOR

‘When the Newest and Best Portables are backed by an
Ad‘_'er_tls!ng» Program like this . . . ACTION is what you're -
going to Get! STOCK UP NOw! "

tisal

will sell in SR NIIN S
40 Mlllmn @ clusing DIAL-IN-HANDLE
humes m May Easier to read...Easier to tune

Meet tge new all through Motorola

' Sporter. A brilliant modern design

FUI'I- PAGE ' with all controls in thumb’s reach.
y ' WP Brings in hard-to-get stations with
COLOR ADS IN: { big volume and beauty of tone. The
handsome cabinet is woven fabric

Am.e"_can Weekly ) permanently coated with clear,
' durable plastic. The Motorola

Better~.Homes & . Sporter— A best buy at %995

Gardens
4 s tubes (with rectifier), Tuned RF Section

cOronet 3 Gang Condensers. AC/DC or Battery.

Esquire
‘Field & Stream
Holiday

Life

g e ' PLAYMATE JR.—above left—glamour baby
Nat' Geographm‘ . - of personal radios. A midget with a rich,
. ST {)ulﬁ giant’s volice. AC/DC or bagg’sy.sg

s e 3 : ‘ est buy atonly . . . . . . b
at. EV,e. Post ! MODEL 58L11—above right—radiant tone,
; ; foads of power in a tiny plastic cabinet. Re-
tracting handle.Fully enclosed aerial. g(g:/ls)g

_svevent.'een- o _' or battery. A best buy at only .
' s ' MODEL 48L11 —same as Model 58L11, but
battery operated only. A best buy at
$19.95

Sports Afield b,
This WQek : Prices slightly higher in the south and west.
: 3 ; ' Buatteries Extra on All Portables. MOTOROLA TELEVISION IS YOUR

Look in your classifled phone book for the BESTBUY AT. ... . $179.95

True : '
i o name of your nearest Motorola dealer. Installation additional

MOTOROLA INC., 4545 AUGUSTA BOULEVARD, CHICAGO 51, ILLINOIS

TE, WIRE OR PHONE vour 2570

WRi
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What's New in Radio

Sonora CONSOLE-COMBO

Standard broadcast and foreign short-wave
radio-phonograph features: variable tone con-
trol; 12-inch speaker; built-in aerial; auto-
matic record changer; eight tubes. Record
storage space provided. Size: 33% inches wide,
34 inches high, 1614 inches deep. $229.95 in

dark mahogany; $289.95 in blonde. Same con-
sole, with FM, and ten tubes at $269.95 in
mahogany; $279.95 in blonde. Sonora Radio &
Television Corp., 326 N. Hoyne Ave., Chicago,
1I.—RADIO & TELEVISION RETAILING.

Transvision TV KIT

Model 10 BL television kit features newly
designed cabinet with built-in picture enlarg-
ing lens. Uses 10 inch electro-magnetic
direct-view picture tube, has complete FM
radio (factory wired); receives all channels;
supplied coraplete with atenna and lead-in wire.
Gives picture about 10x12 inches. Cabinet 26

EZne s S

RO R AP |

g
1 LSt ]

inches wide by 17 inches high by 19 inches
deep in mahogany, walnut, or blond. Price
with tube, cabinet and built-in lens is $359.00.
Transvision, Inc., 385 North Ave., New Ro-
chell, N. Y.-—RADIO & TELEVISICN RE-
TAILING.

Walton PHONO PLAYER

Electric phonograph player retailing at
$10.95. Features: motor suspended in rubber
for protection, plays up to 12-inch records;

ligh.t-weight aluminum cabinet. (Similar unit
available in hand-wound model.) Walton Prod-

ucts Co., 612 Southern Ohio Bank Bldg.,
Cincinnati 2, O.—RADIO & TELEVISION
RETAILING.
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Air King PORTABLE

“Pockette’’ model A-425, ebony with nickel
trim, lists at $19.95; model A-426, ivory with

gold trim, lists at $24.95; model A-427, ma-
roon with gold trim, sells for $22.95. Net
weight of the set is 1 Ib. 11 oz. Size: 3 inches
x b2, inches x 3% inches. Closing cover shuts
set off. Air King Products Co., Brooklyn, New
York.—RADIO & TELEVISION RETAILING.

Olympic COMBOS

“The Windsor’’ model, shown, radio-phono-
graph, available with shortwave or FM. 9
tubes plus rectifier, Webster model 56 record
changer, and is finished in solid and veneered
mahogany. “The Mayfair’ model is also avail-

able with shortwave or FM; has 9 tubes plus

rectifier, and is designed in 18th Century
Chippendale style. Model of knotty pine avail-
able. Olympic Radio & Television, Inec., 34-01
38th Ave., Long Island City 1, N. Y.—RADIO
& TELEVISION RETAILING.

Additional Radio
Merchandise Shown

Elsewhere in Issue

Telectro TV RECEIVER

Model 1503 tayern television set; lists at
$950.00. Picture 120 square inches, direct view.
30 tubes, including 15 inch picture tube, extra
stages synchronizing amplifier; and FM dis-

criminator. Telectro Corp., 385 Flatbush Ave.,
Brooklyn 1, New York.—RADIO & TELEVI-
SION RETAILING.

De Wald TELEVISION RECEIVER

Model BT-100 direct view 10-inch TV receiv-
er. Picture about 52 saq. inches. Six simple

tuning controls. Full FM audio circuit. Cabinet
of walnut veneer in modern design. Length
25% inches, height 15 inches, depth 19
inches. DeWald Radio Mfg. Corp., New York
%_hé\l Y. RADIO & TELEVISION RETAIL-

Regal PORTABLE

Model BP 47, 3-way portable features: four
tubes plus rectifier ; slide rule dial; 8-inch PM

speaker. Size: 6% inches x 4 8/16 inches x 3%
inches. Regal Electronics Corp., 603 W. 130
St., New York, N. Y.—RADIO & TELEVI-
SION RETAILING.
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The Present Radio and

Television Market |

Price and Manufacturing Trends — Supply Situation — Consumer Attitudes

The radio industry is on the move.
There are more new things than one
can shake a stick at. There’s television,
FM, records, and an array of new por-
tables, phono players and numerous
“combinations,” to mention a few.

The market is healthy. The demand
for merchandise is holding up well, and
the way the situation looks now there
will not be any significant price reduc-
tions on present models, though a num-
- ber of makers will launch “leaders”

featuring low price.

Considerable price-cutting has been
seen in many of our large cities, mostly
by chains and department stores. Prac-
tically all of the price-cut merchandise
has been of the “slow-mover” variety,
stocks of which are dwindling. On the

- out-and-out “dumb” side of the ledger
some big city merchants have been
slashing lists on fast-sélling television

seem to have made no impression upon
those who continue to pour out stuff
the public is “allergic” to.

But the radio business looks good
from where anyone may be sitting.
Much merchandise is still being allo-
cated. Good receivers are selling well.
Luow-priced jobs are being moved in
great volume, and the demand for
combinations continues to be most
satisfactory.

The “golden boy” of the industry—
television, holds out great promise for
a new era of prosperity. As stated
elsewhere, important coming events in
the political and sports field will create
a new and persistent boom for receiv-
ers. Certainly, the way things appear
now, television sets will be in short
supply the rest of this year.

A new and growing business is seen
too in the sale of television accessories.

planning television. It’s on every pro-
duction agenda.

The material situation is spotty. Cabi-
net woods are still scarce as are many
components. The new TV and FM sets,
and recorders, for instance, need new
and different kinds of parts, and buyers
for manufacturers have been scurrying
about in search of components with
almost the same degree of haste they
employed right after the war. But in
spite of the difficulties prevailing in
manufacturing circles, the inventory of
finished sets is fairly high, with the
exception of television, FM and cer-
tain combinations.

Due to intelligent manufacturer ad-
vertising and word-of-mouth “mission-
ary” work by dealers, consumers are
becoming more and more aware of the
fact that radio prices are not out of
line. On the other hand, due to the

makes. Just why, no one seems to
know.

Then, too, contributing to the stock-
pile of “distressed merchandise” are
those few manufacturers who persist
in bringing out models that the public
does not want, and at prices they will
not pay. Past experience in dealing
with such definite consumer reactions

In addition to antennas, new magnify-
ing lenses and filters are being an-
nounced at a feverish pace.

There are at least 65 manufacturers
turning out TV sets at the present time,
and more are on the way. The new-
comers will include famous names in
the set field as well as “brand-new”
ones. Every radio set manufacturer is

Here's the Radio and Video Picture!

Number of set makers in the field:
Total sets manufactured last year:
TV sets manufactured last year:
TV manufacturers now producing sets:
Number of models of TV sets by each maker:
Total number TV models available now:
Total FM sets made last year:
Total Auto radio sets made last year:

175
17,000,000

.................................. 178,000

........................... 65
| to 8

.......................... 134 (inc. kits)
............ 1,255,000 (incl. tuners)

2,500,000

ever-rising cost of living, merchants
find that they must sell, and not expect
to get any wrap-up sales.

1948 will be a banner year for the
radio industry, but the rewards will go
only to those who produce what the
public wants, and to those who em-
ploy the right kind of merchandising
techniques.

IN THIS ISSUE, BE SURE TO SEE:

o B S i e

¥

.

Special Television Coverage Chart. Latest, exclusive information. Complete Market Reviews of FM,
Recorders, Phono Records, Electrical Home Appliances, Sound, Service and Parts.
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Vothe /,/éf;? Quatity !

ewart-Warner
Anerizan Croup” Continatins

* ALL WITH FM
* STYLE=-PROPORTIONED DESIGN
* DUAL MATCHED-TONE SPEAKERS

Acceptance is too common a word to describe the high enthusiasm

these new all-American sets generate among dealers. .. and customers.
For here, in a remarkable guality-value package, is everything

millions of Americans want in a new radio: advanced AM reception. ..

great new FM performance...automatic noise-free* record playing.
More than all that, you have tremendously popular styling

for today’s home—and prices you are happy to display in big type!

*Stewart-Warner’s famous Electro-Hush Reproducer barnishes needle hiss and scratch.

Ntewart-Warner

FM RADIOS AM * RADIO-PHONOGRAPHS * TELEVISION
CHICAGO 14 ‘T.—;F ILLINOIS

CONTEMPORARY

Fine-grained American walnut with matched
crotch-grain panel:
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