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The Little Fellow
Gets BIG Results!

“Phenomenal ”—that’s the only word to describe the- lightninglike
acceptance of Mallory’s revolutionary new standard in volume controls.
But its success was a foregone conclusion when you realize what the

Mallory Midgetrol offers:

WIDER APPLICATION—The small size lets you service portables,

auto radios and small AC-DC receivers requiring 154" controls.

SIMPLER INSTALLATION —The new and unique flat shaft design
of the Mallory Midgetrol saves installation time with all types of knobs.

LESS INVENTORY— Electrical characteristics allow you to use the
Mallory Midgetrol to replace 114" as well as 154" controls. Since no
special shafts are required, you carry fewer controls in stock.

Quietest and Smoothest by Actual Tests

And Mallory Midgetrol stays quiet, too. Creative research that has made
Mallory the standard in carbon controls has seen to that. In addition,
the Mallory Midgetrol offers nine big features all NEW:

NEW SIZE NEW SHAFT NEW SWITCH NEW CONTACT
NEW DESIGN NEW EXTENSION NEW ELEMENT NEW TERMINAL
NEW TWO.POINT SUSPENSION

See your Mallory Distributor for this new standard in carbon controls

P. R. MAiLORY & CO., Inc., INDIANAPdLIS 6, INDIANA
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Advertisers of home furnishings, housing equipment, electrical appliances,

and radio and television sets, during the first ten months of 1948 placed |

$3,61 3,304 in the Tribune

This was 170% more than they placed in any other Chicago newspaper

and 13% more than they placed in all other Chicago newspapers combined |

yHEN manufacturers, distributors and

Expenditures for advertising of home furnish- . |
ings, housing equipment, and electrical appli- I
ances, including radio. and television, in each
Chicagonewspaper, retailand general combined.

etailers give such notable preference
to the Chicago Tribune you can be sure it

is because they know from experience that
FIRST 10 MONTHS 1948

the Tribune reaches most effectively the
families who do the bulk of the buying in
this market.

Daily and Suriday in Chicago and sub-
urbs, the Tribune delivers hundreds of

thousands more circulation than other Chi- CHICAGD  PAPERB PAPERC . PAPERD PAPER E
gsﬂé?;lgis $1,335,979 $1,022,879 $88,487 $12,565

cago newspapers. Alone it delivers the full

market circulation needed to take maxi-
mum advantage of metropolitan Chicago’s lies in these 756 communities. On Sundays,

broader distribution of spendable income. close to three out of five read the Tribune.

In addition, the Tribune gives your pro-
motion theregional circulation which builds
consumer favor and dealer support thru-
out the multi-billion dollar greater Chicago
market. In this market there are 756 cities
and towns of 1,000 or more population. On
weekdays the Tribune is read by better
than one out of every three of all the fami-

The Tribune rates first with salesmen
because it rates first with retailers. From
experience, dealers know that hardlines

~ move faster when they are backed with

adequate schedules in the Chicago Trib-
une. Ask a Tribune representative to help
you build a Chicago program that will sell
morein 1949 and build solidly for the future.

Chicago Tribune i

THE WORLD’S GREATEST NEWSPAPER

CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St. New York City 17;
W. E. Batcs, Penobscot Bldg., Detrott 26; Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill StA‘, 1.os Angeles 1;1 ’
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEVVSPAI;ERS INC

NOVEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 970,000—SUNDAY, OVER 1,625,000
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MODEL 8J10

RECORDETTE— Recording radio-phonograph, ideal for
business or pleasure. Records from microphone or
radio. Plays all records up‘to 12 inches. Complete
with airplane luggage type carrying case.

L T T

Magnetic
Tape
Recorder!

MODEL 8UI12

MAGNETIC TAPE RECORDIO—A compact, precision-
built instrument that can be carried  anywhere.
Makes full half-hour of continuous recording on one
tape. Records from microphone or radio connection.
Weighs only 25 pounds, Auxiliary speaker, for group
listening, available as an accessory.

ey P ey e e e
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Here are four sensational Wilcox-Gay ‘models—all

profit-makers—and all available for immediate delivery,

AM-FM
Dual-Speed
Portable!

476 W S 8 28 e s 82T e HE G S e E e KT TVEVEe 0 6 0 0 s e e 68 T e o by e S

Records!

O e se e e s

y the makers of

E

profits. Call or write your Wilcox-Gay distributor today !

There is a demand right now for every one of these units. Get

yours in stock—to make sure of getting your share of the

T. M. Reg. U.S. Pat, Off.

WILCOX-GAY CORPORATION e CHARLOTTE, MICH.

0

iny

In Canada: C

Marconi C

P

L L I I N I A R N I S S S S

Plays 45-Minute

MODEL 9G10

DUAL-SPEED DISC RECORDER—Newest addition to the famous
Wilcox-Gay line! Makes recordings from microphone or
radio at either 78 or 33Y3 RPM. Incorporates quiet FM in
addition to standard AM reception. A compact and effi-
cient instrument featuring ease of operation.

MODEL 8F30

WIRELESS RECORD PLAYER—Plays new long-playing records
through -any radio. No connections of any kind are required.
Featherweight pickup saves record wear, gives amazing
high-fidelity response. Weighs less than six pounds !~

el




s

o

A

‘e e
A SRR

At L B =
e o
R Aty
A 3 &
s R GTA P
PRV \

oV AR v NP1y
Aor 4o 2a Sl ol .

i

rvad

No ‘'‘assembly puzzles'' with Radiart's
“'SIMPLI-FLEX'' design. No degree in engi-
neering or truck-load of toals neededf
SIMPLI-FLEX means just what it says! SIMple fo install Sessaie ng 15Qse BCEIMELS Bin minkte

assembly, one man installation!

.. . FLEXible for any requirement! Its design allows it

to be built up from the basic dipole to multiple stacked

all-channel arrays by the addition of reflector kits and

= additional arrays as required when more stations get
on the air.

High strength, well engineered design of

- . . th le safety factor, with simple,
@ Here is the most successful ... the best engineered antenna line Sturdy oll aluminum cartings. clamenie o
) . . . .heor-'reofed support masts for PERMANENT
in the field! The Radiart line of antennas is GUARANTEED to installations.

produce the ultimate in television and FM reception . . . covering
all 12 channels! Radiart Simpli-Flex antennas get the picture —
where others fail . . . so install RADIART. . . for TROUBLE FREE
... SPEEDY . .. AND LESS COSTLY INSTALLATION!

"WEATHER - SHIELD'' polystyrene terminal
block encloses lead-in connections and pro-
tects from all weather conditions! Keeps
electrical performance at maximum.

'S RADIAR

CLEVELAND 2, OHIO
MANUFACTURERS OF THE FAMOUS RED SEAL VIBRATORS

EXPORT...SCHEEL INTERNATIONAL... CHICAGO 18, ILLINOIS

RADIO & TELEVISION RETAILING e January, 1949
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YES, it’s big news . . . sensational news . . . revolutionary new develop- 1< I
% ments of Philco Advanced Design that make history in refrigeration. 1
3 Philco distributors all over America are telling the story to Philco

X dealers now. Watch for the announcement of your meeting and be y

sure to attend. It’s the big profit story in refrigeration for 1949 !
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The Hallicrafters Model No. T-68 incorporates
the PROTELGRAM system with 16”x12”
viewing screen in a classic mahogany Chip-
pendale cabinet measuring 40”x26"x22%".

MANUFACTURERS OF Vot
ALITY TELEVISION RECE!VERS

Now, with Norerco. ProTELGRAM supplying perfected picture
projection, HALLICRAFTERS —another leading producer of quality
television receivers —is bringing to the discriminating user large-
screen, clear-view television entertainment.

The large distortion-free 16” x 12" picture—a full 192 square
inches—is free from discoloration. NORELCO PROTELGRAM repro-
duces picture tones in true black, gray and white without glare or
eyestrain. And, because NoRELCO PROTELGRAM large-screen pro-
jection permits normal viewing at less than 5 feet and upwards,
itis ideal for either small or large groups. The PROTELGRAL Brofection cu

. . . M projection system con-

More and more of America’s leading producers of quality tele- sists of a specially developed 25” projec-

vision receivers are making dependable large-screen, clear-view tion tube, an optical box with focus and

projection an actuality with NORELCO PROTELGRAM. deﬂ.“?”“- coils, and a 25 kv regulated

power supply unit. Compactness and
flexibility make possible large-picture
television in average size radio-phono-
graph consoles, consolettes and table
model television receivers.

IS PICTURE PERFECTION IN PROJECTION

! - & 1"'.'_ N S
W AN ™ k| it "0 I N
R iwg-&«w@i& e
0 EAST 42nd STREET, NEW YORK 17
: L
IN CANADA: PHILIPS INDUSTRIES LTD., 1203 PHILIPS SQUARE, MONTREAL * EXPORT REPRESENTATIVE: PHILIPS EXPORT CORPORATIO

R

‘,
“
4

‘

i o e,

N, 100 EAST 42ND STREET, NEW YORK 17, N. Y.
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MAKES FRIENDS...AND KEEPS THEM!
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- Comeerntverre on [Fitr

.« . the brand radio owners prefer

FOR A MORE PROFITABLE PARTS BUSINESS IN 1949

Your customers own more Philco radios by far, than any other make.
Yes, they have been buying more Philcos for 18 straight
years—creating for you the biggest replacement market for parts

and accessories—a market you know prefers Philco. Take

advantage of this preference by selling genuine Philco replacements.
Streamline your stock, speed-up turnover, increase your

profits by concentrating on Philco parts and accessories in 1949.

4SE‘E YOUR PHILCO DISTRIBUTOR

8 . ' RADIO & TELEVISION RETAILING e January, 1949
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Superiority

e only high fidelity high frequency antenna in the field. This amazing
na, includes all the proven fine features of Lyte products, precision,
construction. ""SKYBEAM'' is guaranteed to produce outstanding re-
hannels 7 to 13.

The revolutionary Lyte Supergain antenna, especially designed for
jes amazing reception for longer distances. This laboratory and field
hannels 2 to 13. Supergain boasts the tops in television reception.

! — The most widely and successfully used all round television antenna.
M service, this remarkable antenna serves TV channels 2 to 13 and
housands of delighted users. LTCR boasts maximum signal strength
encies. :

production facilities allow the addition of a limited number of

ompt action is necessary if you wish to secure part of this fucrative
parts at addresses below,

LYTE PARTS CO.

11 Washington Ave. 195 Main Streef
Plainfield, New Jersey Dubuque, lowa

RADIO & TELEVISION RETAILING ‘e January, 1949



Here's that Triplett F.M.-A.M.

Frequency Ranges: Fundamentals—from 100 K.C. to 120
M.C. in ten bands. Added Frequency— (provided by built-in
fixed 50 M.C. oscillator) from 120 M.C. to 170 M.C. Second
harmonics can also be used to double the A.M. fundamental

ranges. Dealer Net... $173.25

1ODEL 3433

F.M. SWEEP FROM 0 TO 300 K.C.
MODULATION FREQUENCY 60 OR
400 CYCLES PER SECOND

Stable frequency modulated sig-
nals give undistorted wave form.,
This permits easy and more pre-
cise alignment over all frequency
ranges thus insuring maximum
performance in a radio set that can
in every way be comparable with
original factory adjustments.

Other features include: constant
deviation by using a fixed frequency
reactance modulated oscillator,
116 Volt A.C. line filter to prevent
leakage thru power supply, hori-
zongal synchronized sweep voltage
available thru jack on front panel.

KIRC -
womeerne ILC n

For Ranges from 165 K.C. to 120 M.C. Select the Signal Generator
o Seven long scaled 330° arc. with the 7{&;,%% Dial

¢ A big open, illuminated scale—easily read.
e 5 Fundamental Ranges 165 K.C. to 40 M.C.
¢ 2Harmonic Rangesdirectly calibrated 36 M.C.to 120 M.C.
e 10 to 1 vernier tuning.

RANGES

A-185.525 KC E-18-40 MC
B-500-1750 KC Harmonics to 120 MC
C-1700-6200 KC E2-36-80 MC

D-6-18.5 MC E3-54-120 MC

Here is a very popular unit since everyone needs a stand
by signal generator.

MODEL 3432 with its uniformly illuminated dial is the
top value in signal generators for ranges to 120 MC.
All R.F. and audio circuits are double shielded with
copper plated steel . . . transformer is electrostatically
shielded . . . the circuit selector provides for internally
modulated signal (variable 0 to 100%, at 400 cycles).
Variable amplitude of external modulation 40 to 15,000
cycles, unmodulated signal or variablé audio 0-10
volts at 400 cycles. Tfhe output attenuator -
rovides fine control! of R.F. Output to Co-
§xial output cable connector . . . Housed in MODEL 3432
Metal case, tan enamel finish. Leather strap Illuminated Dial
handle for carrying. $69 50 Dealer Net
a €

SEE AT YOUR RADIO PARTS DISTRIBUTOR OR FOR MORE INFORMATION ... WRITE

TRIPLETT ELECTRICAL INSTRUMENT COMPANY - BLUFFTON, OHI0, U.S.A.

In Conado: Triplett Instruments of Conada, Georgetown, Ontorio

i . RADIO & TELEVISION RETAILING e Januaty, i949




EASIER TO SELL—that's G-E Daylight Television! It’s extra
bright, extra clear for extra enjoyment even in broad daylight or

in normally lighted rooms. Your customers don’t have to sit in
darkness (a G-E selling point that rings the bell—on your cash
register). Push G-E Daylight Television. You'll find it sells itself
on sight! For complete information about the entire TV line,
call your nearest G-E television distributor or write today to
General Electric Company, Electronics Park, Syracuse, New York.
Model 810

<& Your customers can enjoy the day-
light bright, daylight clear, daylight
sharp pictures of G-E Daylight Televi-
sion—at an amazingly low price. Model
810. 10" direct-view tube. Mahogany
veneered cabinet. $325.00*

(plus installation)

121" direct-view tube—largest daylight
picture yet! G-E Automatic Clarifier for
sharp, clear pictures. Mahogany ve-
neered cabinet. Model 814. $389.50*

(plus installation)

*Prices slightly higher West and South,
subject to change without notice.
@Complete home entertainment center.
Everything your customers want—in one
exquisite mahogany cabinet. Daylight
Television—12'2" direct-view tube the
“best picture in sight—day or night”. . .
FM-AM — short-wave radio . . . dudl
phonograph plays both type records
avtomatically | Model 840. $995.00*

(plus installation)

Model 814

Performaucctﬂnginyered

f:%*.;:f"f"

enﬁeered ‘means wur*dsfameﬂs gei utmost
value in G-E television sets.

cwm/zzfdco?%zaﬁm_
GENERAL @0

RADIO & TELEVISION RETAILING o January, 1949 i
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120 square-inch super-clear
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“You'll SEE it Better . . . HEAR it Better” is a bigger selling
appeal than ever with Stromberg-Carlson television! The great
new tube gives prospects a 120 square-inch picture that is wonder-
fully spacious and delightfully clear even across a large, lighted
room. And only one knob makes all normal picture adjustments!
Superlative Stromberg-Carlson tonal fidelity gives dramatic real-
ism to all services. Smart decorator-designed cabinets, in ribbon-
striped mahogany veneers, reflect the modern spirit of television
and complement even the finest traditional room plan.

with new

@

TELEVISION

New! The MONMOUTH Television-Radio-Phonograph.

- . h New! The YARMOUTH Television and FM-AM Radio.
Exceptionally clear, sharp, bright 120 square-inch direct-

Exceptionally clear, sharp, bright 120 square-inch direct-

view picture. Superb sound reproduction of TV, AM, FM
and records. New single-arm duo-speed changer plays stand-
ard and long-playing records, 10 and 12 inch intermixed,
with automatic stop. Door opens fully. TS-16-M1.

view picnrlre, same as Monmouth model. Magnificent tonal
repro@ucuop‘,of TV, FM, and AM radio—also of records,
through phonograph connection. T$-16-L1.

S[OP,/- LOOK! . and LISTEN/... THERE 1S NOTHING FINER THAN A

s
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with smart new
popular-priced, long-playing

&

RADIO-PH

New! The WINDEMERE. In exquisite cabinet of matched ma-
hogany veneers, hand-rubbed to a satin finish. #1406-PLM.

Stromberg-Carlson does it again . . . gives you what
every customer wants in fine, popular-priced instruments,
backed by a name that has stood for highest quality since
the beginnings of radio. The new WINDEMERE FM-AM
Radio-Phonograph is an example of the splendid models
and values that will be offered in ’49. At a reasonable price,
it gives prospects magnificent tonal quality . . . no-drift
FM tuning . . . unique treble and bass tone control . . . and
new single-arm duo-speed changer for straadard and long-
playing records, 10 and 12 inch.

~

New! The WINDEMERE. In smart cabinet of rare blonde avo-
diré veneers, hand-rubbed to a lasting satin finish. #1406-PLA.

ROMBERG-CARLSON

Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Company, Ltd., Toronto

RADIO & TELEVISION RETAILING e January, 1949
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/or bzg picture size . . .
Jor superior picture detail . .
 Jor luxurious cabinet defzgn L

PROJECTION TELEVISION CONSOLE MODEL 880

Big Screen 12 Inches by 16 Inches . . . 192 SquarevIncheS in Area. 36 Tubes including Kinescope Tube
and 6 Rectifiers. Incomparable chassis details following clesely our Model 899 Television Receiver.
Unique optical system makes for brillance and

picture detail unsurpassed. Gorgeous Console Cabinets
in Genuine Mahogany or Genuine Blonde Mahogany Veneer.

“The Television of to-morrow . .. TO-DAY! .

.. Pioneers in Radio and Electronics since 192¢0”

FADA RADIO & ELECTRIC COMPANY

BELLEVILLE, NEW ERSEY

14 RADIO & TELEVISION RETAILING e January, 1949




SOLVES STACKING I
PROBLEM!

KEEPS SHELVES

TUNG-SOL. LAMP WORKS INC:, NEWARK 4, NEW JERSEY

B | s

RETIT !D'Br, 1

TuNG-SuL 1 |
| - E

REDUCES SPACE

i REQUIREMENTS!

~  Manufacturers of Electron Tubes and Radio Dial Lamps’

'SALES OFFICES: ATLANTA - CHICAGO + DALLAS +« DENVER

e R S i & e = AN 1 et s o

RADIO & TELEVISION RETAILING e January, 1949

* DETROIT + LOS ANGELES * NEWARK

Lo—— e L SR . - bt




onventional and Long

NOW—in one small unit—all the sales and perform-
ance advantages of the G-E Variable Reluctance
Cartridge plus this additional consumer economy
feature—the Replaceable Stylus. :

Negligible needle scratch and needle talk, mini-
mum record wear, wide frequency response, free-
dom from resonance peaks, realistic reproduction
—these are maintained at all times, siglply, easily,
economically with the Replaceable Stylus.

No more changing of the entire cartridge means
more frequent replacement of stylus by the consum-
er because he can do it himself so easily.

Four simple steps—and presto! The worn stylus is

replaced and maximum high quality performance is
restored for the critical listener.

Note, too, these additional features: /Q

® New notched design . . .
proved shape . .
various tone arms.

one-third smaller . . . im-
. more generally addptable to

@ More clearance for record changers.
® Higher lateral compliance for more faithful tracking.

@ More economical for the customer—more sales for
the dealer.

@& Cartridges available for LP records with 1 mil
stylus; for conventional records with 3 mil stylus.

For complete information on the new Variable
Reluctance Cartridge write: Generzl Electric Com.-
pany, Electronics Park, Syracuse, New York.

G can gt you

GE

3 Insert new stylus into cartridge 4]_ Press firmly into position with

S s S

Simply remove cartridge from 2
tone arm.

stylus out of the cartridge.?

AT

LA AN

oy A

with fingers. thumb nail.

CTRIC

178-H1
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@ Bélden FMAnt nnas ate engir':eerégi'fot

S S i et
N~ @ Use Belden 8322:Poly-Point Antenna to
T it sigﬁ%b:aé&otnau directions without.

v

tenna for instal-
characteristics.
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Model 69M8—AM-FM radio with

dual-speed standard and LP micro- $ 9 S
groove record changer, decorator-

styled mahogany cabinet.

TELL THE BIGGEST VALUE STORY 'IN RADIO!

With these richly beautiful, brand new 1949 models on your
floor, you’ll offer bargain-hungry buyers exactly what they
want. Most models are equipped with the latest type dual-
speed record changer that plays both standard and LP micro-
groove records automatically. Long-range “Front Row” AM-

FM performance is brilliantly better even to untrained ears.
Aviation Quality and big-name backing add the glamour that
eases selling. Yet the “no middleman” ‘prices are on a level
with quality-shy, cut rate merchandisé! Judge like a customer
and you’ll agree—here’s the best line for 49,

HOW CAN YOU MISS WITH A PROGRAM LIKE THIS! The appointment of only one dealer in each community e Direct factory-to-dealer
shipments - Freight prepaid to destination ¢ Low consumer prices competitive with national chains and mail order houses o Liberal dealer
discounts e Nationally advertised retail prices protected by your exclusive franchise s Radio and ftelevision built to Bendix Aviation Quality
standards ¢ A complete line of radios and radio-phonographs including famous Bendix Long-Range FM ¢ The most advanced television created
by the acknowledged leaders in radar and radio engineering o Consistent national advertising that builds store traffic for you e Compelling point-
of-sale promotion helps o Special promotion models to meet competitors’ “off-season” distress sales o Many other profit-building features.

18 RADIO & TELEVISION RETAILING e January, 1949
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Bendix Radio ans lelevision

D/IRECT-TO-DEALER PROGRA

INDEPENDENT RETAILER TO Fi

RMS THE

SUCCESSFULLY FOR THE 85%
)OLLAR BUSINESS OTHERWISE

That’s right . . . under normal competitive conditions—rnow
rapidly returning—385%_ of all radio and television business
goes to such operators as chain stores, discount houses, cut-
throat competitors, and the like. But you, personally, can re-
verse this trend. You can meet this competition on better than
equal terms. You can sidestep ruinous price-cutting and dump-
ing by fellow retailers handling the same line. You can win a

F THIS BILLIO
UT OF HIS REACH

full and genuinely profitable share of this great and growing
market beginning right now.

Thousands of retailers are today reaping the benefits of the
power-packed Bendix Radio Direct-to-Dealer plan. Get the
facts and see for yourself how Bendix Radio protects your
profits and your future. But do it now-—remember, this
franchise is open to only select dealers in each community.

BENDIX}%Z‘@%ELEVISION—NO antenna needed in most locations!

Only Bendix Television dealers can say “just plug it in and press
a button . . . no antenna needed in most locations’”’ —because only
Bendix Television combines a built-in antenna, push-button tun-

tuning, avutomatic picture

O\
BENDIX RADIO)
NDIX RAI

REG. U.S. PAT. OFF,

BALTIMORE 4, MARYLAND

RADIO & TELEVISION RETAILING ® January, 1949

" Compact cabinet in dark or blonde
mahogany with brass door pulls. 527
screen, built-in antenna, push-button

control.

Matching mahogany table. $14.95.

BENDIX RADIO DIVISION of

ing and automatic picture control. For the first time you can
utilize the sure-fire selling of a home demonstration because you
can move in a set—just plug it in and show a picture right away!

There's

nothing flner than this
period console with AM-FM radio,
dual-speed standard and LP micro-

groove record changer, 52" screen, $ 50
buill-in’ antenna, push-button tun-
/ ing, automatic picture control, .

L}
(= 5
AVIATION CORPORATION




 ZENITH g-ives you an FM-AM
Ly ilic in avery

THE

phony’

design.
fidelivy

AC or

eye

+Reg. U, S. Pat. Off.
**West Coast prices s

higher. Prices subject to

change without not

20

Widely used by FM stations for
demonstrations and monitoring
broadcasts, the Zenith “Sym-

console tone . .
make sales for you. Powerful 71%-inch speaker
is made possible by Zenith’s patented DialSpeaker

Zenith’s patented “Power Line” Antenna gives /
glorious, static-free reception. Improved Wave-
magnet. Rich swirl plastic cabinet.

THE “"TRIUMPH”

Radio sensation of the year. Not
imjtation, but genuine Zenith-
Armstrong FM even at this low
price. Glorious-toned, static-free
FM with exclusive patented
“Power Line” Antenna—just plug in and play.
Long-range AM reception, improved Wavemag-
net.f Zenith-built Alnico “5” speaker. New “Cut-
Away” Dial—so easy to see and tune. Swirl walnut,
or black plastic cabinet. Plays on AC, DC.

o5

White Plastic
362.95%

"SYMBPHONY”

‘White Plastic
$82.50%

" is famous for its rich, big
. tone that will

New Type Tone Control provides greater /
- Genuine Zenith-Armstrong FM with /

Pla
DC- B S e

RADIO

u.s. par. OFF.

ys on

et

on
¢

lightly

oL OKG DISTANCE®
g Reg

ice.

THE "VICEROY” $

Just look at the sales features that
make this set tops among FM-AM
table radios. Powerful New Tic/n
Speakers for a rich, full tone never heard before
in a table radio. Exclusive Zenith Radiorgant
Tone Control —like that featured on big consoles.
Same Extra-Power, supersensitive AC chassis as
famous 9.-H series Zenith Consoles. Genuine
Zenith-Armstrong FM
Line” Antenna, plus world-famous Zenith long-

rice range

A COMPLETE LINE

"YOU CAN MERCHANDISE

EFFECTIVELY

S

Now, Zenitht gives you the first complete line
of FM-AM rzdios. These three outstanding new
table models are destined for the same dominat-
ing leadership that Zenith console and chairside
FM-AM radio-phonographs already enjoy. Yes,
Zenith’s superb FM line includes a radio priced
to suit every customer—each one packed with
quality and features that make him stop for a
second look —and a second listen.

Each of these table models offers genuine
Zenith-Armstrong static-free FM . , . Zenith’s fa-
mous Lowng-Distance AM ... FM-AM aerials
built-in . . . Tone that surpasses many consoles
- .. Stunning new cabinets. Ever hear of so many
demonstrable features . . . with so much customer

- appeal? Yes, Zenith FM-AM table models mean

sales and profits aplenty for you.

ZENITH RADIO CORPORATION
6001 Dickens Avenue, Chicago 39, illihois

995*

with patented “Power

distance AM reception with improved Wavemag-

net. American walnut veneer cabinet.

R
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SYLVANIA ADVERTISING HELPS SERVICE DEALERS
INCREASE THEIR SERVICE BUSINESS!

“Newspaper ads brought in over 100
radio sets for repair during July!”

"SeptembeF business increased 30%*

216 FOURTQ‘I£F§ESBADIO SERWCE co

PHONE 1564 ASHLAND’ wisc

1 Adverty

) sing Do K

3 Sylvenig Electffcrt}nent
Y Eknporium, Pea,

""Gross business increased from
Dear Sir,

ady, Writing v,
STttolng has holpey 1:; E\fil YU how much youp
A lness C0-ordinate
d
I have
8hd the rggi, (504 the post
sSpot p al curg
:z?;fomm"“nc‘ime:ts :::o:qcements to p:;mcf:: window displayg
staticp Used seven By busi.
taced 4 ) . Y are ygeq times g we ey DO5S. The
» Bree range op 589 at varjoy ok over our 'y
Peopl 8 hourg 50 I has, ocal
- g Ve con
I make
sale of y ¢ my livip
¥ ; 36d recor & entire)y 4
SYLVANIA’S FEBRUARY, MARCH AND SisIness 15" yr *pat: S0 anything uonOUEh S0rvice ang o
L &n my pugi ® tome, gj P3 %0 incre
RiL CAMPAIGN IS NOW READY POr ook to gpauyoe”.Ne8 inc 1800 1 have gy neit® By
AP : ] . 3 © about ¢ Tessed r oen usj
Palgn heg 135.00 per Ton an ayerg 8 your
1 h . Y was “apanar 0%t M@ about “2.00"“:3‘ BTO8s. Jry ooo° ;f $50.00
Here's what it contains: v PonsoT ave 2 79rego of g1 5o E0L0re 1 uagg 7,08 tho cun.
aly I‘bcolvgd Yeek. For ¢ 8lgn I
. . feir 10 extrg gy,
® 3 Postal Card Mailings —one for each month. booklsy, | % Yery ruch p rot ox
. . at. " Ploaseq »
® 3 Window D|spleé§y one for each month. 1th the raqyo spots 1y ,,
our
® 3 Window Streamers—one for each month.
® 6 Newspaper Ad Mats —two sizes for each month. : Hm
d g yers R i
® Radio Spot Announcements—several for each month. : 2410 Serviegip,
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SEND FOR FULL INFORMATION NOW!

Remember, this campaign designed for your use ties up
directly with Sylvania’s ad campaigns on a national scale.
You pay only the postage on the government postal cards
you mail.- Sylvania supplies everything else free! Mail
coupon today!

Sylvania Electric Products Inc.
Advertising Department
Room R-2101

Emporium, Pa.

Gentlemen: Please send me full details on your February, March and
April Service Dealer Campaigns.

Name

Company.

Address

City. ; Zone.

State.

RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEYICES; FLUORESCENT
LAMPS, FIXTURES, WIRING DEVICES; LIGHT BULBS; PHOTOLAMPS

P WED EER MM MR IS E NI B EED W NI WO Y W I S e
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Your Raytheon

uhe Distributor

Hands Prestige to You on a Platter

— A Service (; ;
Guarantee BOND
That Offers You

Genuine Customer |}

Insurance
- Yet Costs

y //J-«‘;(.'A.-.&, 92, Y,

bhas met the '“lm"‘t‘lm'nts\ &f

RAYTHFox

This RAYTHEON SURETY BOND is
the best evidence you can give your
customers that you stand out from the
crowd when it comes to the quality and
reliability of radio service. It’s. an iron-
clad 90-day BONDED guarantee on
your labor and parts backed by a nation-
ally known insurance company with
assetsof closetoahundred milliondollars!

Raytheon pays for this Bond

The Raytheon Tube Distributor in your
area has it ready for you—if you can
qualify. Get in touch with him at once
and start getting the cream of the busi-
ness in your locality,

Cwcellerice in Electiond

RADIO RECEIVIN

22

G TUBES * SUBMINIATURE

Why RAYTHEON Tubes

1. Good tubes — produced by one of the
oldest and soundest manufacturers in the
industry—with an unsurpassed reputation
for engineering achievement in electronics,
and with the most advanced methods and
equipment for quality control.

2. Best Distributors — Raytheon Tube
distributors are carefully chosen. You'll
recognize the one nearest you as one of the
best parts distributors in town. He has to
be, as sponsor of the Raytheon Bonded
Dealer Program.

3. Consistently advertised — Raytheon
national advertising and point-of-sale
display material constantly reminds your
customers and prospects of the value of
the Raytheon name on every tube.

4. Universally accepted — From the big-
gest Magnetrons to the tiniest hearing aid
tubes Raytheon stands for quality.
Raytheon tubes are instantly accepted as
the finest that can be had.

~ RAYTHEON MANUFACTURING COMPANY
F . RADIO RECEIVING TUBE DIVISION

The new Raytheon Bantal Tube simplifies
your tube stock while it gives you a better
tube to sell — rugged eight pillar con-
struction, completely shielded internally
means superiority in performance.

Eight fast-moving Bantals replace sixteen
equivalent GT and metal types.

Always ask for Raytheon Bantals

sy o -

NEWTON, MASSACHUSETTS «CHICAGO, I[L‘INOIS-LOS ANGELES, CALIFORNIA 73

TUBES * SPECIAL PURPOSE TUBES - MICROWAVE TUBES

N
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WO Ways

to tell genuine MAHOGANY

~ its important to know!

This is genuine Mahogany. Other
woods may take its name. But none
can match its ageless charm . . . its
variety of pattern...its warmth...its
strength . . . its workability. No, after
all, there is nothing like Mahogany.

RADIO & TELEVISION RETAILING e January, 1949

These two labels are two s#re ways to tell genuine Mahog-
any furniture. Issued by the Mahogany Association, they
protect you and your customers against substitutions. That’s
important these days, when several so-called “Mahoganies”
have been offered the market.

Dealers: look for these labels! Manufacturers: watch the
lumber you buy. If it’s American Mahogany, it must be
Swietenia, if it’s African Mahogany, it must be Khaya.

And if it comes from anywhere else, it is NOT genuine
Mahogany!

Why accept less than the very best? There is no longer
any need—supplies of genuine Mahogany are growing

day by day.

I MAHOGANY /52°°"'"

. Suite 803-C, 75 East Wacker Drive
Chicago 1, Illinois
Please send new 7th edition of the 74-page Mchogany Book.

*“*AFTER ALL ... THERE’S NOTHING LIKE MAHOGANY"
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Look T Thia. tinning modsl)

Modern as tomorrow, with plenty of eye appeal
and buy appeal built in. FM reception as well as
standard AM. Gorgeous blonde finish. Best of all
it has Sparton’s new, single-arm, long-playing
record-changer. Think of it! You sell this modern
beauty for only $219.95%, yet make a handsome
profit. Model 1072,

% '
O pecilorn dealers

out front

11

Two beautiful AM-FM radio-phonograph con-
soles with SPARTON’S NEW MICRO-GROOVE
REPRODUCTION AT ITS BEST...enticingly priced

That’s right—these two top models in the Sparton 1949
line have Sparton’s new, single-arm, long-playing
record-changer. One arm does the work of two! And that
makes these outstanding Spartons greater-than-ever
values for your customers . . . faster sellers for you.

How can Sparton give dealers such values at these
money-saving prices? Here’s the answer: Under its
famous, time-tested SCMP—Sparton Cooperative Mer-
chandising Plan—Sparton eliminates “middleman costs”,
cuts distribution costs, sells direct to one dealer in a
community. That means you can offer more radio for
less money.

A Teattad wntos loader !

This lovely AM-FM radio-phonograph console—
companion to Sparton TV—is every inch a value.
Has loads of wanted features. AND——it comes
with Sparton’s sensational single-arm, long-play-
ing record-changer. Customers have choice of
two  lustrous, hand-rubbed veneer finishes.
Model 1040, mahogany; Model 1041, blonde. At

It’s the best deal in the business—for you and your $219.95%, you'll find plenty of takers.

customers. If you're not a Sparton dealer, better see if the
exclusive Sparton franchise in your.area is still available.

See these two beautiful Spartons and other.sparkling
models at the Chicago Show. Ask about SCMP.

EXHIBIT ROOM 509-B—5TH FLOOR
AMERICAN FURNITURE MART

JANUARY 3 TO 15 CHICAGO
s

*All prices slightly higher
West of Rockies

Sparton’s
single-arm

long-playing
record-changer.

STANDARD
ity o i on wadit reweit advance, wee/

And what features! 4 single tone arm does the

RADIO-TELEVISION’S RICHEST FRANCHISE

work of two! A flip of a switch on the tone arm

SPARTON RADIO-TELEVISION changes from fast to slow speedq, brings the
DIVISION OF pr(()ip?r nee?le.mto position. Plays both standard

. n _ o ; -

THE SPARKS-WITHINGTON CO., JACKSON, MICHIGAN matically, emans, fecords, changes records auto

matically, smoothly, quietly.

24
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0. H. CALDWELL, Editorial Director * M. CLEMENTS, Publisher

Trusted New Electrical Advisor

to the American Family

The television retailer has suddenly acquired new importance to the
home-circles of his community.

Housewives in sweetest tones telephone him entreatingly—Please, can’t
you come right over, tonight!”

Busy business men stand about in respectful awe as Mr. Television
Retailer applies his magic touch to restore the video picture—then invite
him to sit down for a drink and a chat about TV reception.

Meanwhile the family ask his opinion on the best refrigerator, washer or
cleaner to buy. Confidently and unhesitatingly they purt their electrical
problems up to Mr. TV Retailer. They inquire too about table appliances,
electrical heaters and special devices.

For Mr. TV Retailer has become a sought-after and warmly-regarded
guest in every TV home. Probably next to the family doctor, no outsider
has corresponding importance to such family groups—groups which face
hours of awful blankness if for any reason television is not working that
evening! So the television man is a friend indeed, of the whole family, old
and youhg.

Other electrical dealers and salesmen may be stopped short at the front or
back door. But the television man never! Instead he is welcomed day or night
and given the run of the home from roof to basement, to install his antenna
leads. And he is recognized as the man who can answer all electrical and
radio questions authoritatively and completely,—even to the point of hav-
ing any electrical appliance inquired about delivered promptly next day!

Any member of a television family will quickly confirm the foregoing
statements about the new status of Mr. TV Retailer—the family’s trasted

confidant—as well as supplier—concerning anything electrical!

RADIO & TELEVISION RETAILING e January, 1949

25



'hat's

BIG BUSINESS—With radio-television now approach-
ing the three-billion dollar mark (see front cover), it
is interesting to compare the annual business done by
some other major U. S. industries, such as: Paper
$5 billions; beverages $4 billions; mining $4 billions;
dairying $21/ billions; tobacco $2 billions; chemicals
$4 billions; tires $3 billions; films $114 billions; cotton
$3 billions; telephones $2 billions; oil $10 billions.

NICKEL AND ALUMINUM HAVE JOINED STEEL as
scarce materials. 1t appears certain that manufacturers
will continue to be plagued with shori supplies during
the entire twelve months abead.

WE MAY BE STICKING OUR necks out in forecasting
that there will not be any great increase in trade-ins
during 1949. Even in the large cities where high-
pressure advertising is being used, there is hardly
ever an offer to accept a trade-in.

AUTO RADIOS ARE BEING INSTALLED in about 70
per cent of new cars before delivery. With motor pro-
duction steadily increasing, sales of car radios are ex-
pected to reach new heights in 1949,

YALE & TOWNE STOPS MAKING Tip Toe electric
iron, an announcement to its 338 distributors discloses.
An official of the company states that the manufacture
of Yale electric heating units will be continued at
Buffalo, and that the suspension of the Tip Toe iron
will have no effect upon the operation of the 9 other
company divisions.

FINAL DEVELOPMENT OF “anastigmatic direct-view
television” has been announced by Paunl V. Galvin, presi-
dent of Motorola, Inc. The system utilizes a special coil
device with the latest 16-inch tube to obtain full-surface
clarity. Production of sets with the new device is expecied
Someiime next Spring, according o Walter H. Stellner,
vice-president in charge of home radios and TV receivers.

PHILCO IN ELECTRIC RANGE BUSINESS with the
signing of an agreement to acquire the net assets of
Electromaster, Inc., Mt. Clemens, Mich. The an-
nouncement was made by William Balderston, Philco
president. A special meeting of Electromaster stock-
holders will be held this month to approve the agree-
ments between the two companies. At present, output
of ranges will be marketed under the Electromaster
brand name.

NEW VACUUM CLEANER BLOWS DUST DOWN
THE sink drain. The device consists of a suction unit
driven by a one-half HP motor. Two four-foot sections of
Multi-Flex hose ave attached to the suction unit. One end
of the hose is attached to a disposal unit placed over the
drain. The unit is also connected to the water faucet. Dirt
and dust picked up by the cleaner go down the drain.
Hydroway, Inc., Philadelphia, is now producing the
cleaner on a small scale.

26
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LOOK FOR A GOOD VOLUME OF business in portable
radios for 1949 as more and more dealers are realizing
that the carry-about sets, once considered as being
chiefly for the juvenile buyer, can be sold to those in
all age brackets.

{F CONDITIONS STAY ABOUT AS THEY are at this
time, it does not seem likely that dealer discount rates
will experience any significant change during the next
twelve months. However, operating expenses will prob-
ably continue to climb, and merchants will need to do
more volume in order to show satisfactory profits.

“BY 1953, THE TOTAL SETS IN USE (TV) may be
more than twelve million, with some 50 million per-
sons in television’s day-to-day audience. By 1958—in
ten years—the number of sets can be at least forty
million, with the total regular audience at 100 mil-
lions.”—Raymond C. Cosgrove, executive vice-presi-
dent, Avco Manufacturing Corporation,

"THE RADIO TECHNICIAN WHO CALLS AT A HOME
to install or service a television or a radio set is the
liaison man between the set manufacturer and the buyer.
He is in a position to do an excellent public relations
job. . . "—Max F. Balcom, RMA president and vice-
president Sylvania Electric Products, Inc.

70 PER CENT OF GENERAL ELECTRIC’S radio-tele-
vision dollar volume business will come from tele-
vision, estimates Walter M. Skillman, manager of
sales for the company’s Receiver Division.

“TELEVISION IS THE FASTEST-GROWING INDUS-
TRY in America” points out James H. Carmine, vice-
president distribution, Philco C orp., who predicis that in
1949 the industry “can provide the American people
with 2,000,000 relevision receivers, and perbaps 3,000,-
000 »20re in 1950.”

1949—RMA’s 25th YEAR . . . TELEVISION’s 10th
YEAR . . . CALDWELL-CLEMENTS’ 28th YEAR
IN RADIO-TV PUBLISHING !

“AMERICAN STANDARD PRACTICE FOR SCHOOL
LIGHTING” is the title of a new manual brought out by
the Iluminating Engineering Society. First four copies
sell at 50 cents each; all over 24 copies, 15 cenis each.

RADIO & TELEVISION RETAILING e January, 1949
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Appliances, Records and Television

- ADDITION OF A NEW NAME TO THE LIST of full-

line major appliance makers is revealed in the news
that the Coolerator Company, 40 year old manufac-
turer of refrigeration equipment, will introduce a new
line of electric ranges as well as refrigerators and
freezers.

“A THIRD OF THE NATION’S POPULATION ualready
lives within service range of television. By the end of
the year (1948), about half the population should be
within veach of at least one television station.”—]Joseph
B. Elliott, vice-president in charge of the RCA Victor
Home Instrument Department.

ONE OF THE LARGER LAUNDRY EQUIPMENT
manufacturers said to be readying a new electric dish-
washer of entirely new design.

“OUR PLANS FOR 1949 INCLUDE the marketing of
$40,000,000 of television sets. The volume of home
radios, in our estimation, will be affected by television,
therefore we are planning a smaller volume for 1949.
However, with increases in television and car radio pro-
duction, we look for a very definite over-all increase in
1949. . . V'—Paul V. Galvin, president of Motorola, Inc.

COMMENTING ON THE SUPPLY-DEMAND situa-
tion, Howard E. Blood, Norge president says:
“. . . Militating strongly against rapidly increased
supply is that the labor force is now fully employed.
There would not be enough employees to man greatly
expanded industry, and the national defense program
is. going to still further shorten the supply of labor
and facilities to produce manufactured goods which
are still in short supply.”

A NEW PHONO RECORD DEMONSTRATOR which
will not operate unless unit is closed is being marketed
by St. Joes Machines, Inc., St. Joseph, Michigan. Called
“Phono-Gard,” the device comes in an attractive cabinet.

HOTPOINT HAS ESTABLISHED A 40 per cent in-
crease in dealer sales of major electric appliances for
kitchens and home laundries as its sales goal fqr
1949, according to Leonard C. Treusdell, vice-presi-
dent in charge of marketing.

PRICE-CONTROLS—RATIONING? One of the most
important considerations for those in this field to weigh
in planning for *49 is the possibility that price-controls
and rationing of materials may once again be imposed
by the government.

OVER EIGHTY PER CENT OF TELEVISION receiver
sales are being made to the nation’s middle and lower
income groups, according to H. Leslie Hoffman, presi-
dent of the Hoffman Radio Corporation.

RUMORS OF NEW RECORDS AND more rumors being
bandied about in the platter industry, with almost every-
one in a dither. Makers of changers, pbhono motors, pick-
ups, etc., facing a real problem in trying to figure out
what and how much to nake.

“THERE ARE NOT ENOUGH GOOD SALESMEN o
go around. The majority of young, energetic and ambi-
tious men of today are not too enthusiastic about break-
ing into the sales profession to make it a life’s work . . .
these young people must be sold the importance, the
dignity, and the financial reward there is in a successful
selling career. V—Gerald Hulett, vice-president,
Electromaster, Inc., Mount Clemens, Michigan.

In This Annual Statistical Issue of

RADIO & TELEVISION RETAILING
and ONLY in
RADIO & TELEVISION RETAILING !!

Statistics and Forecasts of the ENTIRE BIG FOUR FIELD

RADIO! RECORDS!

Exclusive Sales and Production Data on:

TY-AM-FM Sets in Use

Auto Radio Broadcasting
Radio Supplies Eletrical Appliances
Servicing Electric Light Bulbs
Parts

APPLIANCES! SERVICING!

Phonograph Records
Phonograph Needles
Phonograph Accessories
Record Players

Recorders
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The 8T241.. .*The Bystander”

—greatest “Eyve Witness” value :

in the entire thrill-packed history . >
of television.

L ka8 i
The 8T241, like all RCA Victor
ONLY RCA VICTOR ° ,iIrlstrlilﬁCnts, has fast. turnover.
HAS THE Your customers want highest pos- -
“GOLDEN THROAT” sible quality at a fair price . . . s

they get just that with RCA Vietor.

At the Winter Furniture Market in
Chicago, January 3rd to 15th, 1949
—See the latest RCA Victor instru-
ments . . . Space 69 and 70, 17th
floor . . .

®* % 0000000000000 00000000000

ONLY RCA VICTOR MAKES THE VICTROLA ﬁ”j lcfaﬁ @ ﬁﬁb

IS MATTERS voICES

“Victrela"—T. M. Reg. U. S. Pat. OF, DIVISION OF RADIO CORPORATION OF AMERICA

28
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Amazing Price. .. "The
Bystander™ bears the lowest
price tag for “Eye Witness”
Television. Your customers will
be thrilled.

Steady Pictures, Increased
Sensitivity. Improved Picture
Synchronizer “locks” pictures in
tune with sending station . . .
strengthens noise immunity.

ﬁg’gée/ 7/5//7/7 a)‘z/ ozxféfi/z%‘/g selling points oF’
!Zé/ RCAVICTOR INSTrumen’s fec}a Turnover high, /

“Easy, Sure Tuning ... RCA
Victor Multi-Channel Station
Selector makes program selection
effortless, and completely
automatic.

>

R i ST o

Foolproof Warning ... A
“Power On”” Circuit makes the
picture tube glow when the trans-
mitter has gonc off the air and
the set has been left “on”.

Stunning Cabinet .. .The
speaker is on top of the cabinet.
The front is a smooth panel of
“fine wood”. Available in walnut,
mahogany or blond finish.

0000000000000 00060060000000T

RCA VICTOR—World Leader in Radio .

RADIO & TELEVISION RETAILING e January, 1949

~ “The Bystander™ is easy to
demonstrate . . . easier to sell.
The 10-inch picture, amazingly
low price and outstanding
quality make this instrument a
fast seller.

Consistent, dynamic RCA
Victor advertising builds up a
powerful demand. You turn this
demand into profits when you
display, advertise and demon-
strate RCA Victor instruments.

©0 00000000 sse0co000 oS

First in Television

© 90 000000 SPEEEOGEOOORDO OO0 00
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Radio and Television

THE RADIO-TELEVISION INDUSTRY

Data Covers Year Ended December 31, 1948 T o dual Hiymber of it

: Investment Gross Revenue Employes Payroll
Radio and TV manufacturers (1200) ................... .l .......... $ 70,000,000 $ 600,000,000 100,000 $190,000,000
Radio and Tv distributors, dealers, etc. ............ ... ...... ... . 325,000,000 1,500,000,000 125,000 275,000,000
Broadcasting stations (2694) including talent costs ...... . ... .. . 150,000,000 400,000,000 ¥23,000 170,000,000
Commercial communication stations ..... ......... ... : -0 . . 60,000,000 = ........... 15,000 10,000,000
Listeners’ radio and TV sets in use (75,000,000) .................... .. 3,500,000,000 ... .. ..... . .. 1550,000,000

* Regular staff—not including part-time employes, artists, etc., who number at Jleast 30,000 more.
¥ Annual operating expense for listeners’ sets, for tube replacements, electricity, servicing, ete.

PRODUCTION OF CIVILIAN RADIO SETS — 1922 TO 1948

: Homes Total
Total Civilian Radio Total Civilian Tubes Automobile Sets Total Radio Auto with Radio Sets | At
Sets Manufactured Manufactured Manufactured Reception Sets Radio in Use Close
Equipment in Use Sets inUu,s. of
Number Retail value Number Retail Value | Number Retail Value Value Number Number - Number
1922 100,000 $ 5,000,000 1,000,000 $ 6,000,000 | ........ ........ $ 60,000,000 | ........ 260,000 400,000 | 1922
1923 550,000 30,000,000 4,500,000 12,000,000 | ........ ........ 151,000,000 | ........ 1,000,000 1,100,000 | 1923
1924 | 1,500,000 100,000,000 | 12,000,000 36,000,000 | ........ ... ... 358,000,000 | ........ 2,500,000 3,000,000 | 1924
1925 2,000,000 165,000,000 20,000,000 48,000,000 { ........ ........ 430,000,000 | ........ 3,500,000 4,000,000 | 1925
1926 | 1,750,000 200,000,000 30,000,000 58,000,000 | ........ ... ..... 506,000,000 | ... ... . 5,000,000 5,700,000 | 1926
1927 1,350,000 168,000,000 | 41 ;200,000 © 67,300,000 | ........ ... .... 425,600,000 | .. ...... 6,500,000 7,000,000 1927
1928 3,281,000 400,000,000 50,200,000 110,250,000 | ........ .. ...... 690,550,000 | .. ... ... 7,500,000 8,500,000 | 1928 5
1929 4,428,000 600,000,000 69,000,000 172,500,000 | ........ ........ 842,548,000 | ...... .. 9,000,000 10,500,000 | 1929
1930 3,827,800 300,000,000 52,000,000 119,600,000 34,000 $ 3,000,000 496,432,000 | ........ 12,048,762 | 13,000,000 1930

1931 3,420,000 225,000,000 53,000,000 69,550,000 108,000 5,940,000- | 300,000,000 100,000 | 14,000,000 15,000,000 | 1931
1932 | 3,000,000 140,000,000 44,300,000 48,730,000 143,000 7,150,000 200,000,000 250,000 | 16,809,562 18,000,000 | 1932
1933 | 3,806,000 180,500,000 59,000,000 49,000,000 724,000 28,598,000 300,000,000 500,000 | 20,402,369 22,000,000 | 1933
1934 | 4,084,000 214,500,000 58,000,000 36,600,000 780,000 28,000,000 350,000,000 | 1,250,000 21,456,000 | 26,000,000 | 1934
1935 | 6,026,800 330,192,480 71,000,000 50,000,000 | 1,125,000 54,562,500 370,000,000 | 2,000,000 22,869,000 | 30,500,000 | 1935
1936 | 8,248,000 450,000,000 98,000,000 69,000,000 | 1,412,000 69,188,000 500,000,000 | 3,500,000 24,600,000 | 33,000,000 | 1936
1937 | 8,064,780 450,000,000 | 91 ,000,000 85,000,000 | 1,750,000 87,500,000 537,000,000 | 5,000,000 26,666,500 | 37,600,000 | 1937
1938 | 6,000,000 210,000,000 75,000,000 93,000,000 800,000 32,000,000 350,000,000 | 6,000,000 28,000,000 | 40,800,000 | 1938
1939 | 10,500,000 354,000,000 91,000,000 114,000,000 | 1,200,000 48,000,000 375,000,000 6,500,000 | 28,700,000 45,300,000 | 1939
1940 (11,800,000 450,000,000 |11 5,000,000 115,000,000 | 1,700,000 60,000,000 584,000,000 | 7,500,000 29,200,000 | 51,000,000 | 1940
1941 113,000,000 460,000,000 130,000,000 143,000,000 2,000,000 70,000,000 610,000,000 | 8,750,000 29,700,000 | 56,000,000 | 1941
1942 | 4,400,000 154,000,000 87,700,000 94,000,000 350,000 12,250,000 360,000,000 9,000,000 | 30,800,000 59,340,000 | 1942

1943 | ... L. 17,000,000 19,000,000 | ........L . . . . .. 75,000,000 | 8,000,000 | 32,000,000 | 58,000,000 | 1943
1944 | oL L 22,000,000 25,000,000 | ........ ... 85,000,000 | 7,000,000 | 33,000,000 | 57,000,000 | 1944
1945 500,000 20,000,000 | 30,000,000 35,000,000 | ........ ... 105,000,000 | 6,000,000 | 34,000,000 | 56,000,000 | 1945

1946 | 14,000,000 700,000,000 (190,000,000 200,000,000 | 1,200,000 72,000,000 | 900,000,000 | 7,000,000 | 35,000,000 60,000,000 | 1946
1947 117,000,000 800,000,000 |220,000,000 260,000,000 | 2,500,000 150,000,000 1,100,000,000 | 9,000,000 | 37,000,000 66,000,000 | 1947
1948 | 14,000,000 600,000,000 |200,000,000 230,000,000 | 2,800,000 200,000,000 | 950,000,000 (11,000,000 40,000,000 | 74,000,000 | 1948

Figures for sets give value with tubes in receivers. In normal years, replacement tubes have run 259% to 409 of total tube pro-
duction. All figures are at retail values. (Statistics Copyrighted by caldwell-clements, Inc.)

AS OF JAN. 1, '49, THERE WERE —

Total AM Broadcast Stations Authorized 2,200

AM Broadcast Stations Operating 1,900

Total FM Stations Authorized 1.100

APPLIANCES and PHONO RECORD pro- FM Stations Operating 750
‘ Total Television Stations Authorized 124
Television Stations Operating 44

duction estimates for 1948, prepared ex= Total Special Service Stations: marine,

aeronautic, railroad, industrial,

clusively by RADIO & TELEVISION RETAIL- public safety, etc. 135,000
Radio operators licensed - 550,000
ING, appear in other sections of this issue. Amateur stations 85,000
FM sets made during 1948 1,600,000
Record-player units of all types 21,000,000

Population Served by TV Programs:
Jan.1,'49 &5 million people {42 cities in 28 states)
Dec. 31,749 95 million people
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Statistics

ANNUAL BILL OF U. S. FOR RADIO-TV

Sales of time by broadcasters, 1948 .............. $385,000,000
Talent coSts . ... ... .. e 70,000,000
Electricity, batteries, etc.,, to operate 75,000,000
radio and TV receivers ............c.uoueuen.. 250,000,000
14,000,000 home radio receivers, at retail value .. 600,000,000
850,000 television receivers, at retail value ...... 300,000,000
Phonograph records, 250,000,000 ................ 233,000,000
Radio repairs and supplies:
70,000,000 replacement tubes ........ e 95,000,000
Radio-TV parts, accessories, etc. ............ 125,000,000
0 1, 100,300,000
TOTAL it $2,158,000,000

The Radio-Television

RADIO SETS IN U. S.; WORLD

January 1, 1949

United States homes with radios .............. . ... 40,000,000
Secondary sets in above homes .. ... ............... 19,000,000
Sets in business places, institutions, ete. .......... 5,000,000
Automobile vadios .......... ... ... ... o, 11,000,000

TOTAL sets in United States ... ....... 75,000,000

Total radio sets in vest of world:
North America, 5,500,000; South Amer-
ica, 5,500,000; Europe, 48,500,000;
Asia, 7,000,000; Australia, 3,000,000;

Africa, 1,500,000 . ................. 71,000,000
TOTAL sets in world ................ 146,000,000

usiness in 1949

How It Will Be Divided Among the Principal Industry Groups and Services

Radio-TV's 23 Billion Dollar pie in which nearly 300,000 radio people will share during the year to come

RADIO & TELEVISION RETAILING e January, 1949
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TV Sales ett

Profit-Promising Record-Breaking Year Is Forecast

xzs o s

L i . “ As 1948 is considered the year in
! - I- P : == : which television came of age, so 1949

By k i . - - .
TV HOME SETS! for 49~2,000,000 UNITS " Wil be considered the year in whioh
! it became a major U. S. industry. This
~“Retail Value § | past year saw phenomenal increases in
‘ a3 f the number of sets in use, stations in
$600,000,000 operation, percentage of population
reached, hours of broadecasting, and
number of sponsors—as well as great
Improvement in thé quality and di-
versity of programming. The fact that
in some areas AM broadcasters are
already weighing the inroads of TV
upon their audience indicates that the
new medium is out of the experimen-
tal stage. Now it is just a problem of
production—how quickly, rather than

if, TV will become universal.

I R e o T R e . s All this adds up to dollars for the

. radio-appliance dealer, as the accom-
panying charts of projected estimates
show. TV sales, where they have not
already done so, will become a major.
portion of overall sales in 1949. In-
stallation and service alone will be a
sizeable business. The sale of accessories

INSTALLATION & SERVICE

“?1 (mirrors, lenses, magnifiers and the
=Y e like) will afford important extra
CHARGES for '49 i -~ ©

$Q0,000,000 lForeca;;)

Prices Will Hold

Although increased competition among
the swelling number of set manufac—
turers will provoke the introduction of
smaller, lower-priced models, -it appears
likely that prices on current types will
hold up, and in some cases be increased.

Of course, any consideration of future
price trends must be viewed in the light
of the possibility of the imposition of
government price controls.

Two forces are at work which will
influence set development. These are
the desire for lower priced sets, and the
demand for larger pictures. To satisfy
the former, we will see increasing num-
bers of small models with fewer than
20 tubes, in the “transformerless” cate-
gory. In the big picture emphasis, the
development of larger tubes with metal
envelopes will be closely paced by the
appearance of increasing numbers of
projection models, particularly in the
vicinity of the 12x16 inch picture.

The simultaneous desire for tele-
vision, FM, and LP record playing will
make many customers open to buy
console combinations, a rosy indication
for dealers.

LLLLEEV L LT EEE T L L DR DL PO e s

LLLLLLELLLLELLELEEELTL)

Estimated figure for 1949 includes service, etc.
on sets made during 1949 as well as on all
others manufactured previously.

TV STATIONS ON AIR
by END-of ’49

All in all, the merchant who exploits
TV to the full in ’49 can look forward
to his greatest year in dollar volume
sales.
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TV ANTENNAS for '49 SALES OF
$22,500,000 - ACGCESSORIES

{Forecast) - forILTV ’49
$20,750,000

{ E‘dreéasﬁl

TV SETS IN-USE &b oF 49
3,000,000

{Forecast) B '
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*Accessories include magnifiers, picture filters,
boosters, etc. to be purchased by consumers.
Total is retail value.

3 2 R | 3 B S
~ TV SET'/MANUFACTURERS MFRS of PARTS for TV TV ANTENNA MFRS

Esﬁm'qfejias.fofdun‘.t-1.&49

JTabes, Equipment, Accessories, efc,

l’y Ei% 4

él

= In:business as of Jam: 1,149 Now in Business {Estimate}
# : BESSTEER KSR N 1 4 SN RE E)
The above total is for those associated with the

radio industry. It does not include the vast num-

ber of those in other fields who are making and
selling equipment used by TY manufacturers.

[ ‘ ) |
TV MODELS Now Available: Ty praRAM coverage  PPVERTISING SPONSORS

(Estimate) 174 . 68070 of US by end of '49

{Estimatel

Estimated now using TV
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New Products with New Sales-Appeal—Important Trends

Analyzed for the New Year—How the Market Shapes Up

1948 saw a decrease in “straight radio” production over the previous year

which will be continued in 1949, and which is a significant indicator of future
trends. It does not mean that radio is falling off, but rather that it reached a peak

in a phenomenal sprint to make up for
the lost war years.

The decrease was more than offset
by increases in new fields which were
insignificant or non-existent in pre-
war years. These mew developments,
with their higher average unit price,
will actually result in greater dollar
volume in the overall radio picture for
several years to come. Television alone,
in 1948, with less than 1/18 as many
units, accounted for 1/3 as much dollar
volume as radio. And this is only one of
the new forces at work.

FM made great strides in 48 to the
point where there were over 3 million
receivers in use, served by almost 800
broadcasting stations. Reaching the
home in four different forms (tuners,
straight FM sets, AM-FM sets, and TV
sets with FM receivers incorporated),
FM reception equipment will be in the
hands of over 10 million users by the
end of '49. Sales potential to the dealer
hardly needs underscoring. Even today,
no expensive radio console is without
FM, and very few expensive TV con-
soles are without it. In addition, an
ever increasing number of table radios
will include FM. To the dealer, FM re-
ception is a closing factor which will
tip more and more sales into a higher
bracket.

The American public, by their grow-
ing awareness of the merits of FM, will
prevent this from becoming merely a
sales-catching gimmick, like a rear-
windshield wiper on an automobile.

Particularly glowing reports have come®

in from areas that had long suffered

from poor AM reception due to natural
static, fading, interference between
broadcast stations (especially at night),
weakness and poor tone quality.

FM broadecasts cut right through
these troubles to provide a listening
experience hitherto unknown. Duplica-
tion of popular AM network programs,
as it is utilized by more and more FM

broadcasters, is a powerful sales stimu- .

lant.

Portable radios, due to improvements
in reception, tone, weight, appearance
and versatility, are becoming a year-
round item which will account for in-
creased sales in ’49.

Portables are no longer seen only on
beaches; and an upsurge in winter
sports is but one factor in their growth.
People carry them to sports events to
hear the description of the events
they are watching . . . carry them on
trains and airplanes while traveling . . .
carry them around in the home be-
cause they don’t even have to be
plugged in . . . bring them to offices to
hear a world series or an election,
Dealers will be wise to cash in on this
movement by promoting portables in
every season.

Auto radios are now considered so
essential to the car owner that increase
forecasts in this field can safely be pre-
dicated on car production alone. This
industry, which is not expected to
reach the saturation point for several
years, can be looked to for tremendous
increases percentage-wise in ’49. Trends
in this fleld point to more auxiliary

speakers, and to the eventual inclusion
of FM in the car radio.

Home recording equipment, a rare
luxury in pre-war years, has been
sparked to new heights by the develop-
ments in the wire tape and disc field.

The number of homes so equipped in
'49 will double ’48. The new recorders
are easier to operate, provide recorded
material which is easily stored, produce
good results cheaply. The availability
of this equipment either as complete
separate units, as part of console mod-
els, or as separate mechanisms for
addition to existing equipment lends
great diversity in its merchandising by
the dealer.

Sales Appeal for Consoles

One of the most significant trends in
’48 which will be of increasing greater
importance to the radio-appliance store
In ’49 is the trend toward the “complete
home entertainment unit.” Despite the
giant steps taken by the industry since
the war, the huge potential for sales
can be seen in the following figures:
only 3% of U. S. families have tele-
vision, about 9% have FM, and about
35% have record players. Over 90%
have a radio of some sort, but lacking
the new features, are increasingly in-
terested in a set which “has every-
thing.”

A marked improvement in the styling
and construction of console cabinets,
together a more ready availability of
woods, has been an important factor in
this movement. Trends in the furniture
industry toward Modern, French Pro-
vincial, and Early American, all with
light woods, have been felt in the radio
field. Traditional styles, too, have more

R R R TR - =

18 mrem F)

ELECTRICAL APPLIANCE production estimates for '1948, prepared exclu- -
sively by RADIO & TELEVISION RETAILING, appear in the Electrical Appli- |
ance Section of this issue. !
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furniture value than previously . . .
and the old waterfall veneer cabinet
with rounded corners is almost a thing
of the past.

There is also a growing trend toward
“built-in” equipment, since the cabinet
which “has everything” tends to grow
larger and larger. This trend will prob~

ably be confined in the near future to

higher priced equipment, since, in the
moderate-price field, custom building
cannot match the value of mass-pro-
duced radios.

In 1949, hardly a single brand of
better quality consoles which claim to
have everything will be without facili-
ties for LP records. This new technique,
which was born in the middle of 1948,
will see great growth this\ year.

With equipment beginning to roll off
the lines in quantity by the end of 48,
the possibility of making every record
buyer a customer for a record which
plays 45 minutes depends only on the
extent to which the dealer promotes
the idea.

It goes without saying that LP will
be a significant hook for console sales,
and that the dealer should have means
of demonstrating the new record in
order to take advantage of this hook.

New Technical Admmc_es

On the technical side, the develop-
ment of the noise suppressor principle
for phonograph reproduction is being

adapted by many manufacturers of.

consoles. Previously, needle scratch was
masked by cutting off the treble with a
tone control. This seriously affected the
brilliance of the music, and opposed
the growing desire for high fidelity.

Noise suppressors work on the prin-
ciple that surface noise is only objec-
tionable during soft passages, is masked
during loud passages. Therefore the
suppressor cuts in ocut and automati-
cally to provide cutoff of noise only
when it is objectionable, allowing full
brilliance to come through the rest of
the time.

RADIO & TELEVISION RETAILING e January, 1949

Another development which will be
seen more and more in better sets is
a special tuning eye for FM sets which
have more than one “peak” on the dial
for each station. The new tuning eye
makes it possible to tune for the cor-
rect peak, with resultant absence of
distortion.

In the consoles containing many
units, provisions are made by some
manufacturers to turn off the tubes not
in use, resulting in power savings for
the consumer, as well as longer life for
the components. In addition, many
phonographs have an automatic switch
cutting off the tone arm from the am-
plifier while the changer is dropping a

new record, so that mechanical noises

in the changer mechanism will not be
transmitted. Important to mention, al-
though too compiicated to go into here,

- L S

TV-AM-FM
Receivers

@® Phono Records
and Players

Portables
Recorders .‘

Auto Radio

are developments which are making
possible FM sets and television sets
with fewer tubes than was orlgmally
thought necessary. Also contributing to
this end are the selenium rectifier
(eliminating the rectifier tube) and the
crystal diode (eliminating some types
of detector tubes).

Summing up all these trends and de-
velopments, we see the dealer in 1949 -
with more merchandise to sell that has
real selling features, less “borax” mer-
chandise and duplication of models, re-
sulting in less distressed merchandise.
All this points to the dealer realizing
a higher average price per unit sale,
and considerably greater dollar volume
than ’48.

F o T e R

year, more than doubling the number in use six months ngo. "
44 stations in 22 cities now blanket 44% of the population of |
the country. January 1 sets in use for the 15 top ranking cities

are as follows:

CITY NO. STATIONS  SETS IN USE ,
4 Metropolitan New York 6 446,000
Philadelphia 3 116,000 )
Los Angeles 4 59,000 v
Chicage 4 57,200
Boston 2 42,400 \
Baltimore 3 35,400 N
Washington, D. C. 3 29.600 |
Detroit 3 28,700
Cleveland 2 23,100 il
St. Louis 1 18,100
Schenectady 1 14,800 1
] New Haven 1 13,800
Milwaukee 1 12,900
Minn.-St. Paul 1 11,600
' Cincinnati 1 11,100
Others 8 80,300 ¢
TOTAL ; 44 1.000,000 '
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Zenith TELEVISION SETS

Television receivers in line feature luminized
“Giant Circle” screen in three different sizes
for different models. ‘“‘Bulls Eye” automatic
tuner another feature which automatically
locks into proper position tuning factors for
both audio and video circuits. Volume control
and contrast. control may be set for individual
preference. Sets also provide for automatic
tuning of thirteen different television sta-
tions, whether in present wave band or in new
ultra high band. Also sets have plug-in for
‘““Phonevision” connection, in communities
where service becomes available.

Shown is model 28T9624, FM-television con-

sole. Set has 24 tubes plus three rectifiers
and “Giant Circle” “B” sized screen, Cabinet
of mahogany veneer. Dimensions of receiver:
35 inches high, 23 1/16 inches wide, 19 5/16
inches deep. Priced at $479.95. Sets are avail-
able in nine different models: two table, four
console, and three console combinations that
include television, FM and AM radio, and
silent speed record changer with twin Cobra
tone arms for playing regular and long play-
ing records. Models include both modern and
period styles in mahogany and blonde finishes.
Prices range from $389.95 to $1150, not in-
cluding installation. Zenith Radio Corp., 6001
W. Dickens Ave., Chicago 39, IIL.—RADIO &
TELEVISION RETAILING

Wilcox-Gay RECORDIO

Recording radio-phonograph magnetic tape
“Recordio,” model 8U12. Features: lightweight
of 25 Ibs. Auxiliary speaker, model AS82, rec-
ommended for group listening, available as

accessory item. Covered in luggage type case;
recorder comes complete with crystal micro-
phone and a spare tape reel. Priced at $229.50.
Unit gives full half-hour of continuous record-
ing; records from microphone, radio or tele-
phone. Case dimensions : 156x15x634 inches.
Wilcox-Gay Corp., Charlotte, Mich.—RADIO
& TELEVISION RETAILING
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Westinghouse TABLE TV RECEIVER

Model 196, table model television set fea-
tures automatic frequency control of hori-
zontal synchronization to maintain clear,
steady picture. Unit housed in mahogany cabi-

net in functional modern style; 10-inch tube

provides 52-square inch picture. Protective
glass over tube face treated to eliminate

glare. Set is available in dark or blonde ma-
hogany. It is 194 inches high, 19 inches wide,
202 inches deep. Westinghouse Electric Corp.,
Sunbury, Pa.—RADIO & TELEVISION RE-
TAILING.

Tele-tone RECEIVERS

AM-FM table model, 198 shown. Set is AC,
has 8 tubes, built-in antenna for AM and FM.
Cabinet dimensions: 8 inches high, 12 inches

RS

long, 7Y% inches wide. Priced at $44.95. Hand-
rubbed mahogany veneer cabinet.

A portable, model 190, 5-tube three-way set
that operates on AC-DC or self-contained bat-
teries has been added to the line. Set has
built-in loop antenna, comes in maroon plastic
cabinet with slide rule dial and is light-weight.
Set retails for $24.95. Tele-tone Radio Corp.,
609 W. 51 St, New York, N. Y.-—RADIO &
TELEVISION RETAILING

Multiple Televison SETS

Model 1500 shown, direct view 15-inch tube,
gives picture approximately 1234x10 inches,
Features: 380 tubes, automatic frequeney con-
trol; FM sound; cabinets specially designed
for commercial installation with easy viewing
from all angles. Dimensions : 253 inches wide,
X 24 inches high, x 23 inches deep.

20-inch model, No. 2000, has 31 tubes, pie-
ture size approximately 17%% inches x 13
inches. Cabinet dimensions : 241 inches wide,
32 inches high, 31 inches deep. Multiple Tele-
vision Mfg. Co., 987 Hegeman Ave., Brooklyn
8, N. Y—RADIO & TELEVISION RETAIL-
ING

ew Radios, TV, FM

Magnavox TELEVISION CONSOLE

“Provincial” model AM-FM radio, phono-
graph with dual record changer, and televi-

sion. Set has power output of 10 watts, 12-
inch high fidelity speaker, Magnascope televi-
sion tube. Cabinet of fruitwood. List price for
the complete unit is $695.00. Magnavox Co.,
Ft. Wayne, Ind-—RADIO & TELEVISION
.RETAILING

Webster-Chicago WIRE RECORDER

“Electronic Memory” wire recorder, “model
7. Instrument is designed for use by “busy
men” in factories, stores, offices. Unit is foot
controlled, is semi-portab_le, and can be car-

work or

ried home for entertainment. TFoot
control requires very little pressure. Ideal
for inter-office and business correspondence,
or for any spoken material of which permanent
record is desired. Available with or without
foot control. Webster-Chicago Corp., Chicago,
IL.—RADIO & TELEVISION RETAILING

Wiremaster RECORDERS

Portable model P, priced at $169.50 fea-
tures: sturdy carrying case covered in alliga-
tor leatherette; weighs 87 lbs., tone control ;
8-inch Jensen high fidelity speaker separately
housed in cover to avoid vibration and acous-
tical feedback. Storage space for wire, micro-
phone and cable. 7 tubes, automatic shut-off;
may be played through self-contained speaker
or through radio; built-in phonograph with
lightweight tone arm, plays up to 12-inch
records for direct recording on wire ; volume
level indicator ; complete with hand held micro-
prhone, mike cable, recording wire and phono-
graph needles.

Cabinet model H, has the features described
above, utilizing built-in Jensen 4-inch speaker,
prlus compact, hand-rubbed mahogany, walnut
or bleached cabinet. Sells for $142.50. Preci-
sion  Audio Products, Inc., 1133 Broadway,
New York 10, N. Y.—RADIO & TELEVISION
RETAILING
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Combos and Recorders

RCA Victor TELEVISION RECEIVERS

“Sightseer” model shown, 8-T-244. Set fea-
tures slideaway doors that cover controls and
screen. Suggested Eastern list price is $395.00.

“Bystander,”” television set model 8-T-241 fea-
tures speaker located in top of set. Suggested
Eastern list price is $325. in walnut or ma-
hogany finish, $845, in blond, “Onlooker” te-
levision receiver, model 8-T-243, features con-
temporary styling by combining gun metal
color a_nd‘walnut or mahogany finishes. Louv-
ered front panel is wood of gun metal color.

All three models utilize advanced circuit
with 22 tubes plus two rectifiers; new tuner ;
extensive shielding to minimize interference;
“power-on”’ circuit which causes tube face
to glow when instrument is left on after
transmitter to which it was turned goes off the
air.

Capehart CONSOLE
(TELEVISION OPTIONAL)

Three new receivers introduced permit dealer
to merchandise AM-FM-Phonograph combina-
tion completely equipped for television instal-
lation either at time of purchase or at any
time the customer desires up to January 1,
1950. Space and mounting shelf are provided
for television chassis, and the viewing tube
panel, front safety glass and metal screen
backing are all installed at time of delivery to
dealer. Television space in two of the models
can be converted to record storage space if
desired. Model 504PR is shown, as a complete

AM-FM-Phonograph unit with standard rec-
ord storage facilities. List prices, without tele-
vision are: Models 501PR, 592PR and 504PR
$895.00, $795.00 and $595.00 respectively. With
television installed the three list at $1295.00,
$1195.00 and $945.00. Farnsworth Television
& Radio Corp., 3702 E. Pontiac Ave. Ft.
Wayne 1, Ind.—RADIO & TELEVISION RE-
TAILING
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Ansley PORTABLE RECORD PLAYER

Portable record player with amplifier for
use with Long Playing records. Instrument
features 33 1/3 rpm turntable, 3-tube amplifier

% . BRI S

with volume and tone controls, 5-inch speaker.
Player is housed in leatherette covered ecarry-
ing case with leather handle. Priced at $41.95.
Ansley Radio & Television, Inc., 41 St. Joe's
Ave., Trenton, N. J.—RADIO & TELEVISION
RETAILING

Sonora TELEVISION SET

“The Contemporary,” model 700-A television
set has 10-inch direct view tube, 52 square
inch picture. Features: automatic image lock-

in, ““clear as a bell tone,” “micro-sharp” image
for high definition and faithful reproduction.
Mahogany cabinet. Lists for $325.00. Sonora
Radio & Television Corp., 325 N. Hoyne Ave.,
Chicago 12, IlI.—RADIO & TELEVISION
RETAILING

"

I'TITELEVISION CONSOLE

Model 221 D, dark mahogany period styling ;
model 221 L, bleached mahogany, modern styl-
ing. Set has 18 tubes plus 2 rectifiers and

picture tube; employs 12-inch permanent mag-
net speaker ; Features advanced circuit design.
Overall cabinet dimensions are: 25%% inches
wide, 23 inches deep, 28 inches high. 12-inch
direct view picture tube gives 72 square inch
picture Industrial Television Inc!, 359 Lexing-
ton Ave., Clifton, N. J.—RADIO & TELE-
VISION RETAILING

Starrett TV CONSOLE

“The Gotham,” television set has 15-inch
direct-view tube, AM-FM radio, Webster phono-
changer. Cabinet available in mahogany or .
walnut is 39 inches \high, 46 inches wide, 24

inches deep. Features include: dialite tuning,
gold plated dials and knobs. Circuit has 40
tubes plus 2 rectifiers. Priced at $1575.00.
Starrett Television Corp., 601 W. 26 St., New
York, N. Y..—RADIO & TELEVISION RE-
TAILING

Air King CONSOLE

Model A-800, AM-FM, record changer con-
sole combination, built for exacting tonal re-
production and high fidelity reception. Record
player plays 10 and 12-inch records intermixed.

Low pressure tone arm and permanent needle
featured. Set has 8 tubes with built-in loop
and folded dipole antenna. Cabinet in mahog-
any, walnut or blond. Priced at approximately
$219.50. Air King Products Co.,. 170 53 St.,
Brooklyn 32, N. Y..—RADIO & TELEVISION
RETAILING

More New Products
Elsewhere

In this Issue
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Maryland Merchant Tells How Firm
Suceceeds Now—Plans for Future

Fasi

Promotion-minded Ward merchandisers

use win-

dow displays as silent salesmen. The large signs

attract attention of passers-by on both streets.

Service, Installation,

Brings More TV Sales

THE PROBLEM a suburban retailer has in meeting competition from the

stores in an adjacent large city is nothing unusual. But when a suburban
dealer in radios and elecirical appliances turns the tables on the large downtown
stores by not only keeping a large share of his community’s patronage at home

but drawing at least half of his volume
from the duyers living in the metrop-
olis next door, the method he employs
is worthy of careful attention.

Ward Radio and Electrical Appli-
ances at 8535 Georgia Avenue, Silver
Spring, Md., fast-growing development
adjacent to Washington, D. C., uses

every angle of modern merchandising

technique to build up trade.

The firm’s chief ace in the hole is a
service department which insures tele-
vision installation 24 hours after the
order is taken, with equally prompt
maintenance attention.

A crew of four is employed full time
with truck and car service for fast calls
to any part of Montgomery County or
the District of Columbia. As a result
of this innovation, Ward’s has been
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able to boost its volume of television
sales about 25 percent in four months.

Robert Miller, owner of Ward’s, is
an enthusiastic advocate of a self-
owned and operated television installa-
tion service section by the dealer. Says
Mr. Miller: “The future of the dealer
lies mainly in his television sales. At
least 75 percent of our business total in
the next two years will come from thig
fast~-moving and popular item and we
must be prepared not only to sell it,
but to step up our installation and re-
pair service.

“The expense for such a service eas-
ily repays itself. The average television
installation costs somewhere between
$55 and $65. The average store already
has its service department with bench

and mechanics on hand. If it takes in
television service the extra payroll of
a helper and installer means an ex-
pense of from $100 to $120 per week.
Aerial costs run from $8 to $10. Now
if you only sell four sets a week, your
income amounts to about $225 on the
installation alone. A weekly sale of
four sets would therefore meet the
fixed charges, leaving about $80 for a
maintenance man as well as mechanics
available for other service work.”

Other Values

But in addition to its monetary ad-
vantage, self-conducted television in-
stallation service has brought Ward’s
other highly satisfactory results. It en-
ables the store to keep control of this
work and it enables the store to give
its patrons a personalized service and
direct contact. This benefit is highly

(Continued on page 40)
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ALLEN B, DUMONT LABORAT

ORIES, INC. - GENERAL TELEVISION SALES OFFICES AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22, N.Y. « HOME OFFICES AND PLANTS, PASSAIC’: N.J.
Copyright 1948, Allen B, Du Mont Lgboratories, Inc.
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IT’S

YOUR SET...

BUT OUR

REPUTATION

THAT DU MONT RECEIVER
you are eagerly waiting for is in the
factory right now. Perhaps at this
very moment a skilled craftsman is
soldering one of its thousands of
tiny connections. He is taking time
to do it right.

Do you want him to hurry? It’s
your set.

Or perhaps your set is now on the
test line.

That test line is really rough!

They put a set through all its normal
paces; and then they abuse it, They
deliberately try to bring out flaws
and weaknesses. They torture its most
delicate nerve centers and watch the
screen to see if the picture flinches.

Let’s say there’s a capacitor in there
that doesn’t act quite right when the
overload goes up to three times its
rated capacity. Probably wouldn’t
make any trouble — not for years
anyway. But then again, it might.

What do you want that’ inspector
to do?

Shall he stamp it “OK” and ship it
out to you?

Or shall he mark it “Reject, Replace
Capacitor C-21-E and re-test”?

It’s your set, mister! Will you wait
another day or two to have it right?
You don’t have to make that decision.
We made it. The set goes back. It's
your set — but it’s our reputation!

The yeason your dealer must keep
you waiting is that so many people
want Du Monts. And the reason they
all want Du Monts is that Du Mont
has a fine reputation. A reputation
for delivering the brightest, clearest,
steadjest picture even where condi-
tions are-poor. ‘A reputation for
trouble-free performance. A reputa-
tion for long life.

Maybe you hadn’t thought about
long life; but you know Du Mont

Here’s why your Du Mont dealer may tell you yow'll have to wait a week,

or two, or even three, for delivery of your Du Mont television receiver.

built the first home receivers clear
back in 1939 and those old-timers
are still running fine.

That Du Mont receiver you are wait-
ing for is going to bring a lot of
enjoyment into your home. It’s going
to play a very important role in your
life from now on,

We’re sorry we can’t promise you
immediate delivery. But we do prom-
ise that when you get your Du Mont
receiver, it will be as nearly perfect
as human skill, and patience, and
seventeen years of television experi-
ence can make it.

You'll soon forget the short wait;
but ten years from now we hope
you'll be telling the boys, “That old
Du Mont of mine still pulls in such
a swell picture I wouldn’t swap it
for a new one.”

You won’t be sorry then you waited
for 2 Du Mont.

First with the Finest in Television.

RADIO & TELEVISION RETAILING e January, 1949
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Fast TV Service, Installation

(Continned from page 38)

valuable in the smaller communities
where in most cases the store’s em-
ployees are personally known to the
customer.

Ward’s fast installation service is
most effective too at peak buying sea-
sons when an outstanding sporting or
political event, or some other affair

In line with their alert merchandis-
ing procedure, Ward’s employs a triple-
barreled promotion campaign to bring
its message home to prospective cus-
tomers, devoting at least 5 percent of
the annual volume for this purpose.

to hg'(
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high in news value impels many cus-
tomers who are on the fence regarding
their choice to make an immediate se-
lection with the hope that their set will
be in their home in time for them to
tune in on the dramatic affairs about
to take place.

The climax in volume for this store
came during the few days preceding
the Louis-Walcott fight and the na-
tional political conventions when the
establishment was crowded. with cus-
tomers and the telephone busy ringing
with orders. Because Ward’s had the
foresight to have its installation service
already in operation, they put over
sales which would not have resulted
otherwise.
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Use of return coupon by
Ward brings inquiries; indicates
how successfully an ad is pulling.

Mediums used include newspaper ad-
vertising, radio and television adver-
tising and direct mail, each concen-
trating on a particular segment of the
population.

The Washington newspapers are util-
ized at least once a week, the ad taking
up 400 to 600 lines. The copy plays up
immediate television service. Although
dealer mats are used for the bulk of
the copy, they are adapted and modi-
fied by the store’s professional adver-
tising assistant to fit the requirements
of their own particular trading area.

Television time itself, as well as ra-
dio spot commercials, are used exten-
sively to further step up this advertis-
ing campaign. At periodic intervals

Ward’s participates in shows put on by
Philco and other manufacturers for
their retail outlets. The store prefers to
take to the air consistently. This is in
order to refresh the public’s memory
constantly on the name of the estab-
lishment "and what it stands for.

In this respect Ward’s agrees with
old Bill Shakespeare that “consistency
thou art a jewel” can be applied to
radio as well as other forms of promo-
tion media since they hammer away at
them consistently. That policy confirms
a fact known by other advertisers, that
the sales effectiveness of long-range,
regular, cumulative, persistent adver-
tising increases from month to month
and from year to year. If intelligently
planned and wisely executed, advertis-
ing should be more effective during the
second six months than the first; even
higher during the second year.

The third promotion medium, direct
mail, 'is used extensively also. A re-
print of the newspaper ad is sent out
after each insertion to a select list of
5,000 names taken from the direc-
tories, store accounts or to newcomers.

Consultation Service

Tieing in with all of this is personal-
ized, word-of-mouth advertising that
comes straight from the store itself
with the inside salesmen constantly
playing up the advantages of prompt
television installation service to per-
sons coming in. A personal consulta-
tion service is afforded which in some
cases even embraces advice on interior
decorations and furnishings to go with
the set purchased.

From the physical standpoint the lo-
cation and architectural features of
Ward’s has contributed heavily toward
building up store traffic. Situated at
the corner of Colesville Road and
Georgia Avenue, which is the Times
Square of this bustling community,
second in population only to Baltimore
throughout the state, the store draws
immediate interest from passers-by.
This focal attention is accentuated fur-
ther by plenty of neon signs indicating
national brands available, and a lot of
parking space close by.

It is this type of alert merchandising
and aggressive promection which draws
a mixed trade from Federal govern-
ment workers, city dwellers and subur-
ban residents as well as rural buyers
that has enabled Ward’s to demonstrate
phenomenal growth in its 12 years.

Personnel of this store besides Mr.
Miller include: Armor Friend, sales
manager; and Robert Lenet and Rich-
ard Graf, salesmen.

ELECTRICAL APPLIANCE production estimates for 1948, prepared exclu-
sively by RADIO & TELEVISION RETAILING, appear in the Electrical Appli-

ance Section of this issue.
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Television is the

® When the miracle of radio burst
upon the market, back in the early
1920’s, there were skeptics who, with
more vigor than vision, predicted the
end of the phonograph and record in-
dustries. But they were wrong. Far
from killing the record business, radio
opened for it vast and lucrative mar-
kets. -

Today, the magic word in the indus-
try is television—and there is no deny-
ing the impact and potential of this new
entertainment service. But it would
certainly be a mistake to sell radio
short. Television, which some econo-
mists predict will be in the multi-billion
dollar sales bracket before long, natu-
rally fires the imagination, and dealers
are eagerly awaiting opening of mar-
kets in their areas. But the consequen-
ces may be dire for those dealers who
just sit and wait, forgetting that radio
is still the bread and butter of the
industry.

Every new advance is accompanied
by dire predictions concerning existing
industries. You may have heard such
predictions; radio would kill the phono-
graph, talking pictures would kill the
stage, radio would kill talking pictures,
and radio advertising would kill news-
paper and magazines. Today, however,
we find more advertising in more maga-
zines than ever before, movies are going
strong, phonographs are selling as well
as ever, and tickets to a top Broadway
show are hard to get.

Radio and TV Partners

Judging from the pattern, advances
seem to expand existing markets, rather
than kill them off, and there is no rea-
son to believe that radio and television
will not, remain partners for a long
time, each continuing to bring its own
particular entertainment services to the
public.

Let’s take a look at the radio market.
There are those who point out that the
radio business in 1948 is not as good as
it was in 1947, and that it may be even
further off in 1949. Their figures are
right—but their reasoning is wrong.
Television alone is not responsible for
the drop in radio volume. The plain
and simple fact is that the industry has

RADIO & TELEVISION RETAILING e January, 1949

oast of the Industry—
But Radio is Still

to a great extent satisfied the abnormal
demand pent up during the war years,
and sales are slowly leveling to normal.

What is normal? The five year period
preceding the war, from 1935 through
1939, is generally accepted as a normal
business period. During that period, the
radio industry sold a yearly average
of seven and a half million radio units.
During the war years there were no
radios, but there was a constantly in-
creasing demand, so no one was sur-

This interesting, timely article was
written especially for RADIO & TELE-
VISION RETAILING by Frank M. Fol-
som, newly-elected president, Radio
Corporation of America.

prised when the sales figures shot past
the 14 million mark in ’46. Last year,
still riding the crest of ‘the pent-up de-
mand, the industry hit the all-time
high of 18 million units. Certainly no
one expected the abnormal to continue
indefinitely. Just as we knew the sales
figures would soar, we knew they would
start leveling off once we had satisfied
the major portion of the war-induced
shortage.

This year the industry expects to sell

some 13,000,000 radio units, and those

who see television as knotting a noose
around radio’s neck will point out the
drop from last year’s 18,000,000 mark.
But actually that represents a normal
leveling off from abnormal business
conditions, and despite the drop from
last year, the industry will still be sell-

ing nearly double the volume: estab-
lished as normal in the pre-war period.
There’s hardly an industry in this coun-
try today whose current sales figures
will match those of the lush 1945-46-47
period, and there are not too many that
are still doubling their prewar sales
volume. :
But the dealer who forgets that an
writes off radio, and hopes only that
he can stay open until television brings -
a chunk of its multi-billion dollar po-
tential into his area, stands a good
chance of not being around on bonanza

- day unless he stops wringing his hands

and goes out digging for the lucrative
radio business tHa: is still all around.
him. The nation’s radio dealers will sell
this year about twice as many radios
as they sold in 1938, with the dollar
volume for this year up around the 650
million mark. Estimates for 1949 isee a
market in excess of ten million radio
units, still well above the normal. The .
dealers’ share of that business will be
in direct proportion to their alertness,
aggressiveness, and know-how in pro-
moting, merchandising, and selling ra-
dios.

Business Stimulants

Today’s radio dealer is better equip-
ped than he was in 1938. He has new
business stimulants in FM, portable ra-
dios, and radically improved styling, to-
gether with a tremendous replacement
business. True, television will undoubt-
edly divert a considerable amount of
radio money—but for every established
family buying a television set, there
will be a young married couple just
starting out and economically limited
to a table model radio or a low-priced
radio-phonograph. Every family that
buys a table model television set is a
prospect for a radio-phonograph or a
table radio or phonograph for other
locations in the house. And even the
family purchasing a television-radio-
phonograph combination is still a pros-
pect for radio merchandise—a table
model for- Junior’s room, a radio-pho-
nograph for the playrooom, a table ra-
dio for the kitchen.

Radio is certain to be the bread and
butter of the industry for some time to
come, but only for those dealers who,
instead of idling until television comes;
go out aggressively for the still lucra-
tive radio business. The postwar days
of fighting off customers in the stores
are gone. But the customers are still
around, buying twice as many radios
as they did before the war. The smart,
aggressive radio dealer knows where
and how to find them.
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Wonder Window “NEW YORKER

(AVC-1)—(pictured above) style-proportioned
for today’s home. Fits easily into modern room
arrangemeants. Styled in beautiful, hand-rubbed

mahogany. Matches Stewart-Warner “Manhat-
tan” AM-IFM-phonograph.

Wonder Window
Television

CONSOLETTE

WASHINGTON—(AVT-1)
—same wider picture as
in the console models,
yet it’s a remarkably
compact direct-view set.
Styled in mahogany
in harmony with the
““Monticello” radio-
phonograph. Includes
all console features.

Wonder Window “WAKEFIELD”

(AVC-2)—same television receiver as the “New
Yorker,” styled in the 18th Cenniry tradition in
dark mahogany. Over 58 square inches of view-
ing screen. Instanttuning. Matches “*Mt. Vernon”
combination.
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More people enjoy the show when
they see it on the Stewart-Warner Photo-
Mirror Screen . . . because the picture’s
#p where everyone can see it. For an even
bigger picture, an eplarging glass slips
- easily into the cabinet tbp—ozzt of sight.

Once more it’s Stewart-Warner for the
best entertainment for the whole family!

Stewart -Warner

TELEVISION o AM RADIOSFM o RADIO-PHONOGRAPHS
Stewart-Warner Electric, Division of Stewart-Warner Corp.

CHICAGO 14 == (11 1Noss
2 t
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The Record Sales Picture for 48 —'49

The year just completed was an important one to the
entire record industry. Retailers who weathered the
storm of the sales slump, the recently-ended Petrillo ban,
appearance of television in their locality, et al, did so by
means of hard work in a sturdy boat. The start of a New
Year is as good a time as any to reflect on the mistakes
and mishaps that have plagued the industry during the
past year, as well as viewing the new developments that
will prove to be a revitalizing force.

A clear indication of a widening range of public taste
shows up in this year’s sales figures. In proportion to
total sales, a larger percentage of serious music albums
and children’s records were sold during ’48 than at any
time before.

In the popular field, such categories as hill-billy,
modern jazz, race, and platters with a “foreign flavor”
 have been released in great varieties, and have been
gaining greater acceptance. Dealers find that although
the public taste is broadening, it is at the same time
becoming more selective.

The advent of television in many areas of the country
undoubtedly has had an immediate effect on record
purchasers in such sections. However, the entertainment
industry sincerely believes that there is plenty of room
for everybody. As more people get used to the idea of
seeking entertainment at home, the better it will be for
the recording industy.

Sales of record needles have continued at a slow, but
steady pace. Even those dealers who cteported diminish-
ing record sales some months, found that needles
were still selling. Although the public was cautious about

-buying, they were listening to and enjoying their collec-

tions at home.

The introduction of Long Playing records and equip-
ment added a new note to the proceedings. Consumer
interest in the unbreakable microgroove, 33 1/3 rpm
recordings remains very high. The public is definitely
interested.

However, rumors of the imminent appearance on the
market of other discs which play at a still different speed,
and which require additional playing equipment have
been disturbing all facets of the industry. Equipment
manufacturers have been holding back; dealers are con-
fused.

A number. of industry leaders have been shown RCA
Victor’s new record and record player. A 45 rpm job,
the “‘doughnut” disc is made of Vinylite, and is said to
be planned for the market some time this coming Spring.
It 1s rumored that it may sell for as little as 50 cents.
(For further information, see page 48, this issue of
RADIO & TELEVISION.)

Some manufacturers have privately stated that they
intend to sit it out on the sidelines, continuing to release
records that play at 78 rpm—for the time being, anyway.

Dealers should make all efforts to assure their cus-

(&ontinued on page 49)

1948 Sales Estimates of Records and Needles
Compiled by RADIO & TELEVISION RETAILING

Total Total
No. of Units Retail Value
RECORDS
Popular .. . ........... 150,000,000
Classical . ....... ... .. 62,500,000
Children ... .......... .. 37,500,000
250,000,000 $233,125,000

RADIO & TELEYISION RETAILING e January, 1949

Total Total

No. of Units Retail Value
PLAYING NEEDLES

Steel (Including those
manufactured in

foreign countries) . . .. 100,000,000

Precious. metal-tipped .. 15,000,000

Precious jewel-tipped . . 500,000
115,500,000 $ 25,000,000
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~olumbia’

P Records

and the Future

More than 250,000 lines of enthusi-
astically favorable publicity reaching
approximately 100,000,000 potential cus-
tomers and a virtually unanimous ap-
proval of the product by those con-
sumers who have heard it demon-
strated, has quickly and definitely es-
tablished Columbia’s sensational new
Long Playing Microgroove Record as
the greatest development in the record
industry since electrical recording.

With player attachments and two-
speed, dual-purpose radio-phonograph
combinations now available and a
growing list of LP records offering the

consumer an.ever widening choice of-

music, we will have completed by Jan-
uary 1 the initial phase of LP distri-
bution.

By the end of this year there will be
well over 100,000 owners of LP Player
attachments and uncounted thousands
who will own new dual-purpose phono-
graphs, designed to play both conven-
tional shellac records and the new
LP. Millions of dollars in announce-
ment advertising will have been spent
by Columbia and the radio-phonograph
manufacturers. By the beginning of
1949, there will be close to three million
LP records in the hands of consumers.

Gradual Transition

Now, let’s take a look at 1949 and
see what is likely to happen. I am
firmly convinced that ultimately the
conventional shellac record will be re-
placed by LP. I can’t see how it can be
otherwise in the face of the multiple
consumer and dealer advantages of-
fered by LP such as savings in money
and space, superior quality, nonbreak-
able Vinylite, ease in handling, etec.
However, I am equally convinced that
the transition from conventional shel-
lac records to LP will be a relatively

gradual and a completely orderly one.

I think that the present is proof
sufficient of what to expect from the
future for while LP has met with an
enthusiastic consumer reaction, there
has been no indication that the change-
over from shellac to LP has been so
rapid as to cause any inventory ob-
solescence. Nor will that change be
accelerated to the point where inven-
tory obsolesence (provided, of course,
inventories are controlled with rea-

sonable intelligence) is probable in
the future.
44

In 1949, T forecast a great increase in
the mail order business in phonograph
records. With the presence of a light,
nonbreakable record in the form of

A forecast for 1949, written espe-
cially for RADIO & TELEVISION RE-
TAILING by Paul E. Southard, vice-
president in charge of merchandising,
Columbia Records, Inc.

-

LP, consumer objections to ordering and
shipping records by mail will disap-
pear and a marked increase in order-
ing records and sending them as gifts
by mail will result.

During 1949 almost every major radio
manufacturer will have a dual-purpose
turntable incorporated in his new com-
binations. Many manufacturers have
already announced such phonographs
as the feature of their 1949 lines and
are now “delivering such combinations.
The difference in cost between an or-
dinary phonograph which plays only
conventional records and one which
plays both conventional records and
the new 45-minute LP record is so
small that it is altogether inconceivable
that the purchaser of a new combina-
tion or straight phonograph will buy
anything but a dual-purpose model. It

- means also that there will be an added

incentive to purchase a new phono-
graph, a fact which adds up to a size-
able increase in instrument sales dur-
ing 1949,

But, you will argue there are thou-
sands of owners of relatively new
phonographs who are not going to buy

new combinations just because of LP.
That contention is entirely correct and
for these people the simple, inex-
pensive and easily installed player at-
tachment marketed by Columbia and
many instrument manufacturers mod-
ernizes these phonographs. In 1949 the
sale of Columbia Player attachments
and other similar instruments will be
at a peak providing further profit op-
portunities to the dealer.

In the last quarter of 1948 our ad-
vertising, primarily announcement ad-
vertising, has been breaking the news
of the sensational new 45-minute
record. In 1949, that tremendous bar-
rage of advertising will be continued
and its accumulative effect will grow
continuously.

The rapid expansion of our LP catalog
will be another factor influencing in-
creasing consumer interest and re-
sultant increasing consumer purchases
of LP through 1949.

On January 1, 1949 our LP catalog
will consist of 157 records, 635 selec-
tions. We will, of course, continue to
issue new LP releases each month dur-
ing 1949 and the increasing breadth of
catalog resulting from this practice
will mean an increasing amount of
interest on the part of an ever grow-
ing number of consumers.

I further flatly predict that for the
first time in many years many new
record buyers—people who have never
before purchased a phonograph and
records—will begin to enjoy recorded
music for the first time. The absence
of interruptions, the low cost and su-
perior quality, the removal of the stor-
age space problem and the fact that
a low priced attachment can be con-
nected even to an ordinary table model
radio, will combine to arouse the in-
terest and prompt buying action on the
part of the new record buyer.

Public Approves

The biggest single factor behind the
expansion of LP during 1949, however,
will come through word of mouth ad-
vertising by satisfied LP owners. Al-
ready thousands of unsolicited letters
from the buying public and reviewers
have attested to the success of LP.
“Greatest invention since the wheel”;

" “Oh, that quality. Beautiful, beautiful!”;
“. .. am really listening ‘in the clouds’”;
“the future is with us”; “a new listening
experience”—are some of the comments
which we are getting every day.

During the introductory phase of this
campaign we were unable to keep up
with the demand for Columbia Player
Attachments. In one sense, this was
good, for ‘it reflected the enthusiastic
public reception of LP. On the other
hand, however, it meant many inter-
ested consumers weren’t able to buy
Columbia Players when they wanted
them. We have increased our Colum-
bia Player production as rapidly as
possible and throughout 1949 we have
every reason to believe that we will be
able to service dealer orders for Play-~

(Continued on page 49)
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Sandwick PHONOGRAPH

“Balladier” phonograph, with dual speed
motor, to sell for $149.50 shown. Unit has a
6-tube triode amplifier, 8-inch speaker, motor

WXL palr o ‘&\\.

RS

mounted on springs, two cartridges for use
with standard and Long Playing records. At-
tractively finished cabinet. Sandwick-Bowen
Corp., 4712 Bethesda Ave.,, Bethesda, Md.—
RADIO & TELEVISION RETAILING

Ultratone TAPE RECORDER

Tape recorder, radio-phono combination fea-
tures: 7T-tubes; one full hour of tape record-
ing; recording on two tracks; unit records
directly from its self-contained radio receiver,
.or from phonograph pick-up arm; set has all
controls and calibrations on a metal sloping

front panel. Recorder may be played through
the amplifier system of a console radio or
other amplifying system. Plywood carrying case
covered with fabricoid. Size: 1834 inches deep,
16% inches wide, 97 inches high. Audio In-
dustries, Michigan City, Ind.—RADIO &
TELEVISION RETAILING

Birch TWO-SPEED RECORD PLAYER
Portable dual speed record player, model DS
63 plays 33-1/3 and 78 RPM records through
its own amplifier. Features: two matched out-
put pick-ups, synchronized with dual speed
P

V%
v

motor, featherweight pick-ups; two tubes plus
selenium rectifier. Leatherette covered case is
20 x 6 x 13 inches. Retails for $39.95.
Boetsch Brothers, 221 E. 144 St., New York 51,
N. Y.—RADIO & TELEVISION RETAILING
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Pickerind

ANNO

A RECORD REPRODUCER
JUST FOR MUSIC LOVERS

...and in addition

YOU CAN REPLACE THE STYLUS
FOR GREATER ECONOMY!

UNCES--*

he Pickering R-150 Cartridge is de-
signed and manufactured for the dis-
cerning person who wants the optimum
quality of record response with standard
record playing phonographs. The R-150
Cartridge is not for professional use —
not for transcription use — not for lab-
- oratory use—but is especially manufac-
tured by Pickering for home use with
conventional phonographs.

OUTSTANDING AMONG THE FEATURES OF THE R-150 ARE:
Stylus is replaceable for greater Negligible acoustical radiation and
economy. No longer is it necessary needle talk.

No appreciable response below 30
or above 10,000 cycles — no
frequency discrimination between
these limits.

to discard cartridges or return them
to factory for stylus replacement. 0
A low-cost stylus can be installed

by hand in a matter of seconds.

A sapphire stylus is good for sev-

eral hundred playings—a diamond
stylus is good for several thousand
playings. -Both are readily avail-

able at leading dealers.

No extraneous sounds due to
warped or imperfect records.

Of all commercial carfridges, the
R-150 produces the lowest record

wear.
eBoth sapphire and diamond styli, Stylus will not work loose but will
2 to 3 mil radius are available for actually tighten due to playing
the R-150. forces.

THE R-150 IS NOT TO BE USED WITH MICROGROOVE RECORDS. LONG
PLAYING MICROGROOVE RECORDS REQUIRE THE PICKERING D-140S
WITH DIAMOND STYLUS OR THE S-140S WITH SAPPHIRE STYLUS.

PICKERING REPRODUCING EQUIPMENT: Car-
tridges for standard and microgroove
records, Transcription Pickups, Pre-Ampli-
tiers, Equalizers, Equalizer-
Amplifiers are sold by leading
distributors . . . write for the
names of the ones nearest you.

Oceanside, New York
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EALERS would do well to look to these recording

artists to bring in bigger and better sales during the
coming year. Some of the faces are new to the record-
ing scene, others have been around for quite a while.
A few of the names have dlready created places for
themselves on the best-seller lists, and on personal ap-
pearance tours. Others show great promise of having
that indefinable something that “sells.”” Retailers who
want to stay on the beam during the coming year, will
want to keep up with waxings released by these artists.

- Lovely Jane Pickens was recently added to the RCA Victor roster
of stars. Her "Galaway Bay" waxing was an impressive debut disc.

tial list of releases issued on the Coral label, was
hers' "You, You, Are the One" and "More Beer."

Thrush Patti Page has been attracting much b
attention of late on the Mercury label.




4

Decca's Evelyn Knight went over big with
"A Little Bird Told Me." Watch for "Powder
Your Face with Sunshine" for another hit by
this songstress,

e

=

Scotty MacGregor's pleasant voice and per-
sonality shine right through his kiddie rec-
ords for Continental.

R SR

o

B

-
New duet sensation, Doris Day and Buddy
Clark started something with their ''Love
Somebody" disc syccess for Columbia. The
label is following through with more of the
same.

Jerry Sellers, MGM recording star's version of "Heart and Soul," won him
many new admirers. His next, "Play the Playera," looks equally gooc%.

=

Ray Whitley, folk singer makes his Apollo
disc debut with "'l Wish That I'd Been Satis-
fied with Mary."

Dean Martin and Jerry Lewis, who have been packin’ 'em into nightclubs across the country,
have waxed "The Money Song" and "That Certain Party" for their initial Capitol release.



Record Speeds—-33'/3,
78 and Now 45 RPM!

The New RCA Victor Madame X Record——Dealer’s Picture
~—Effect on Market-—Reactions of Parts and Set Makers

® Radically differing from present discs,
a new 45-RPM Vinylite record, and a
corresponding record-player have been
developed by RCA Victor, and during
December were exhibited privately to a
number of industry leaders for com-
ment, and to give them time to prepare
their plans for ’49 marketing.

As reported by engineers who have
examined this “Madame X” equipment,
the discs, seven inches in diameter, have
a two-inch central hole, surrounding
which is a thickened ring or “dough-
nut” from which extends the disc itself.
Thus when stacked, the playing sur-
faces of the records do not come into
contact so that there can be no injury
through scratching. High fidelity is
claimed for the record.

This “doughnut” construction of the
record greatly facilitates operation of a
simplified mechanical record changer

which can be manufactured at a cost
said to be about one half that of pres-
ent changers. The records also promise
a production cost less than that of the
present 78 or 33 1/3 RPM discs. It is
rumored that the “Madame X” record
may sell for as little as 50 cents.

Reaction is Mixed

Reaction of set manufacturers is
varied. Some are vigorously protesting
that the launching of records and equip-
ment of still another speed added to
the 78 and 33 1/3 RPM picture will re-
sult in the utmost confusion at the re-
tail level. Some other manufacturers
say they will go along with RCA Vic-
tor, and plan to bring out equipment
to play the “doughnut” discs on sets
this coming Spring.

In the meantime, the dealer. is view-
ing the situation with considerable

SN — P

Aotatic FL SERIES 2

Play BOTH 33% and 78 RPM Records
WITHOUT changing Needle Pressure

or similar adjustments

OT HAVING to chanage needle pressure or make similar adjust-
ments—in switching from 33-1/3 to 78 RPM Records with Astatic

FL Series Pickups—has done much

to put these revolutionary

phonograph playing arms in a leading position in the new long-

playing equipment field. All that the user need do is change car- ;
tridges. Takes only a second, because they are designed to fix them- 1

selves in playing position on the same slip-in principle which firmly
joins barrel and cap of many modern fountain pens. New engineering,
mechanically and electrically, assures perfect tracking, unparalleled
reproduction, at the featherlight needle pressure of five grams.
Comparable reproduction quality at lower cost is available in other
Astatic units, which round out the complete Astatic Long-Playing Line.
Write for new brochure, giving full details, illustrations.

FL-33 CRYSYAL
PICKUP

-,
s ;ﬁ’lrﬁ L

FLY-33 CRYSTAL

400-QT-33 CRYSTAL

anxiety, as are manufacturers of record-
playing parts and units, many of whom
have been working at top-speed getting
geared up to produce equipment to han-
dle Columbia’s Long Playing discs.

How Merchant Fits In

The way the whole thing looks at
this time, instruments made to play all
three speeds—78, 33 1/3 and 45 RPM,
will be on the market late this Spring.
It is likely that some such players will
have two separate compartments, one
to play both the conventional and the
LP dises, and the second to play the
Madame X or RCA Victor’s “dough-
nut” type.

One large set manufacturer asserts
that if his firm does go along with the
Madame X set-up, it will manufacture a
single unit designed to play all of the
three speed discs in one compartment.
However, this maker said that such
equipment could not possibly be ready
before middle or late summer.

It is reported that some Middle West
firms are already in production on 45
RPM equipment, and that some of
them are making units to adapt existing
instruments to play the new “Madame
X” discs.

Though the situation is widely viewed
with irritation and alarm, it may, after
all, prove to be the shot in the arm
the record business needs.

Certainly, the dealer is in the driver’s
seat for the first time in five years.
Having been the goat in all sorts of
“deals”, stagnant inventory-loading
practices, and, for the past year strug-
gling in a slowed-up market, he is now
the man who is going to have the final
say in this phonograph record business.

Advice to Retailers

Believing as he does in free enter-
prise, the retail merchant has no gripe
against the practice of bringing out
innovations. He knows that the manu-
facturer has a perfect right to make
what he pleases.

But the alert retailer doesn’t want to
get caught in the middle of any situa-
tion such as is now facing him in this
industry.

The editors of RADIO & TELEVISION
RETAILING urge their readers to
watch inventories of instrument and
discs with an eagle-eye; to sell harder,
and to advertise more. Turn-over rates
must be increased; present stocks must
be reduced. Too, in meeting the new
conditions, merchants need to forget
practices and habits of the past, taking
whatever new comes along offering ad-
ditional profits—dropping those which
do not appeal to them on a dollars and
cents basis.

Named by Times-Columhia

George A. Hayes has been appointed as

TRANSCRIPTION PICKUP - . . .
3 ; sales manager of Times-Columbia dis-

tr?butors, exclusive Columbia Records dis-
tributor in New York City, Westchester,
Nassau and Suffolk counties.

(BIATIc) CORPORATION

" TRANSCRIPTION PICKUP

CONNEAUT. ONIO
- CaReg. Cawagien ertatil 118 1DAOWIO CuterO

VTR Y

Astatic Crystal Devices manufactured under Brush Development Co. patents
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Record Forecast
for '49

(Continued from page 43)

tomers that records and players of the
78 rpm variety in popular use today will
not be obsolete. On the other hand, they
should make plans to actually merchan-
dise the new equipment to bring in
additional revenue.

A request made by a record manu-
facturer to the Department of Com-
merce to intervene in an attempt to
obtain some standardization of playing
speeds, brought forth the comment that
the government had no right to do so,

" unless some evidence of “unfair compe-

tition” could be found.

Undoubtedly, cooperation and stand-
ardization among the manufacturers
would be of inestimable help to retail-
ers. In the event that there is hone, the
burden of deciding what to recommend
to his customers falls upon the dealer.
The increased competition may finally
result in producing better products,
having increased sales appeal.

And, as in many other industries in
which there is little or no standardiza-
tion, business will continue.

Seuthard Foresees
Bright LP Fuiure

(Continued from page 44)

ers with reasonable speed. Now, the
dealer is able to get them and his 1949
sales will increase consistently as a
result.

Many dealers were quick to recognize
the sales and profit opportunities in-
herent in LP. These aggressive dealers
have already done and are continuing
to do a thorough and productive exploi-
tation job with the result that they
enjoyed the profit both from their con-
ventional shellac record business and
from LP.

There were other dealers, fearful that
the introduction of LP would obsolete
their present inventories, who with-
held aggressive promotion and sales
activity on LP. These latter dealers have
already passed up sizeable profit. )

There can be no question about the
sales and profit opportunities in LP for
1949. There can be a question about how
much of this profit will be yours. No
matter how much advertising, no mat-
ter how much promotion, no matter
how much consumer enthusiasm and
demand for LP is created during 1949,
what proportion of the sizeable LP
business becomes yours rests in the
final analysis with you and you alone.

On what you do to identify your
store as an outlet for the sensational
new 45-minute record, on the con-
sistency and productivity of your pro-
motion and advertising, on the selling
knowledge of the people behind your

counter will depend what share of the-

LP business will be yours in 1949.
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Recording Ban Ends

Recent proposals and terms agreed
upon by the phonograph recording indus-
try and James C. Petrillo’s  American
Federation of Musicians brought to an
end the recording ban, which started Dec.
31, 1947. The union welfare fund is to
receive royalties of from 1%4c to 2%4c on
each record. Money thus received will be
spent on musical performances where no
admission fee is to be charged, and no
profit made.

Coral Distributors
Coral Records, Inc., New York, a sub-
sidiary of Decca Records, Inc., announced

the appointment of the following addi-
tional distributors: S. R. Ross, Inc., Salt
Lake City, Utah; Mountain Electronics
Co., Inc., Charleston, W. Va.; Modern
Records, Inc., Hollywood, Calif.

Announcement was also made of the
appointment of Joe Delaney as assistant
general sales manager for Coral.

Signed by RCA Victor

RCA Victor records has pacted band-
leader Lucky Millinder and his orchestra
and ~ saxaphonist Charlie Ventura and
his instrumental combo to recording con-
tracts.

ERE’S a real opportunity to pick
H up extra profits this month.
February 14th, St. Valentine’s Day,
gives you a hook on which to hang
extra sales when you feature Bing’s
sentimental St. Valentine’s Day
album —“The Sweetest Story Ever
Told.” Display it...talk about it...
play it—and watch the sales roll in.

And remember, there are many
other Decca Albums ideal for extra
sales on Valentine’s Day ... such as:

A-678 STARDUST—A group of sentimental songs . . .

St. Valentine’s Day

ING CROSBY

- Vocal with Orchestra
DECCA Album No. A-621

23971—1 LOVE YOU TRULY

JUST A-WEARYIN' FOR YOU
Both with John Scott Trotter and His
Orchestra

23482-—THE SWEETEST STORY EVER TOLD

MIGHTY LAK" A ROSE )
Both with The Song Spinners, Ethel
Smith at the Organ, Lehman Engel
and His Orchestra

24255 —YOU AND - MISS YOU
Both with John Scott Trotter and His
Orchestra

24256—1'LL BE SEEING YOU—! LOVE YOU
Both with Johh Scott Trotter and His
Otzchestra

BING CROSBY

A-654 DICK HAYMES SINGS—CARMEN CAVALLARO at the piano
IRVING BERLIN SONGS
CARMEN CAVALLARO

A-624

I'LL SEE YOU IN MY DREAMS
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EL!;CTR[C COMPANY

APPLIANCE DEPARTMENT

1949 can be the biggest year in the
history of your store, but it will require |
plenty of aggressive Selllng. Yes, the
honeymoon's over. The Buyer's Market

has returned. Most appliances are
available in good supply. Now you'll

have to