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"N"High output efficiency

1S one reason why

MALLORY VIBRATORS

High output efficiency! That’s one of the vital
reasons why more Mallory Vibrators are in use
today than all other makes combined.

You get maximum efliciency from a Mallory
Vibrator because its related parts are carefully

Mallory °2448 Vibrator Deal I

This deal gives you a handsome storage and display

cabinet for your stock of vibrators, together with a selec-

tion of vibrators and buffer capacitors that will answer
N 75% of your requirements.

You pay only the service man’s
net price for the six vibrators and
twelve buffer capacitors. There
is no charge for the attractive,
convenient cabinet. Your Mallori
distributor has them in stoc

for immediate delivery.

are so popular!

CEETARRIR (R

matched. Every part is carefully balanced with

its counterpart by an exclusive Mallory method.

All working parts of Mallory Vibrators are
Mallory-designed and Mallory-made. For Mallory
focuses on Vibrator design an unusual combina-
tion of engineering talent and resources in elec-

tronics, electrochemistry and metallurgy.

The result is not only high output efficiency from
Mallory Vibrators, but long life and dependable
starting. No wonder more Mallory Vibrators are
used in original equipment than all other makes
combined. No wonder they make the best

replacements. See your Mallory Distributor.

More Mallory Vibrators are used in original equipment than all other makes combined

P.R. MALLORY & CO., inc., INDIANAPOLIS 6, INDIANA
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The WARREN “Coronet” Coni- The WARREN
cal Antenna (above), priced Conical Antenna
DIRECTto Dealer: ) DIRECTprices:
1 -11 $16.00 ea. 50-99 $14.60 1 -11 $7.55
12-49 $15.40 100 & over $14.00 12-49 7.25 100

4” U-Bolt with Bracket. Priced DIRECT

to Dealer: screen.
1 -23 .18 each. 49 & over .14
24-48 .16 Standard Pkg. .24

Start building profits today! Contact
outlet listed belew in person or by phone

A R

Springfield, Mass.
14 Wight Place

L. Del Padre, Mgr.
Phone 9-5658

Partial List
of Outlets

WARREN Magnifying Lens for 10” or 127

Here’s How You Save . . .

WARREN Antennas and Accessories
are now shipped DIRECTfrom FAC-
TORYto DEALER.

oV

.

“Broadband”
(right).

50-99 $6.85
& over 6.55

DIRECTprices:

1-5 $9.95 each
6 & over 9.30

WARREN Sway-Proof Clamps, with
3” Screw Eyes.
your nearest factory 100 $650 per C

g . " 500 6.00 ”
, oF write main office. 1000 Standard Pkg. 50

5.25

New Haven, Conn.
130 Bradley Street
W. Schneider, Mgr.
Phone 8-0595

"

Highland Falls, N. Y.
82 Main Street

N. Schneider, Mgr.
Phone 2031

RADIO & TELEVISION RETAILING o June, 1549



Save 40%!

to DEALER . .

These BIG SAVINGS are passed on
directly to the dealer in the form of
the LOWEST PRICES ever placed
on quality TV equipment.
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WARREN Heavy Steel
Cadmium-plated Chim-
ney Mount (right).
DIRECT prices:

1-11 $1.39 each
12-72 1.28
73 & over 113

Bronx, N. Y.

2101 Boston Road
J. Friedman, Mgr.
LUdlow 4-8620

Ardmore, Penna.

42 Rittenhouse Pl
W. Fordyce, Mgr.

Phone 7820

The WARREN Folded High-Low
(left).
DIRECT prices:

Antenna

1 .11 $4.95

12-49 475 100 & over 4.10

The WARREN Stacked Folded
Low Antenna (above}.
DIRECT prices:
1-11 $7.75
12-49 735 100 G over

50-99 $4.45

50-99 $7.05
6.75

Turnbuckles. Priced DIRECT:
1 -11 10 ea. 1 -1 12 ea.
415”7 12.72 .08 57 12-72 .10 Standard
73 & over 07 73 & over .09 Pkg.—12

=

Hook-Eyes. Priced DIRECT:
1-36 .05 ea. 73 to 144 .04
37-72 .04z Standard Pkg.—36

RPN
Screw-Eyes. Priced DIRECT:
.04 each .05 each
100 $3.00 per C 100 $4.50 per C
3%” 500 285 ” 77 500 420 »
1000 275 ” 1000 4.00
5000 265 ” 5000 385

Standard Pkg.—100

0.,

Yonkers, N. Y.

825 Central Avenue
R. Lowell, Mgr.
Yonkers 5-1352

White Plains, N. Y.
114 Main Street
R. Lowell, Mgr.

RADIO & TELEVISION RETAILING e June, 1949
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LEADING MANUFACTURERS
OF COMMERCIAL TELEVISION

TRANS-VUE—NATIONALLY KNOWN FOR QUALITY TELEVISION SYSTEMS AT CONSUMER ACCEPTED PRICES

Now you can satisfy your most discriminating customers
. . . with Tran-Vue’s Cin€ -home television receiver. Like
the Trans-Yue multiple remote control television system,
the Cine'is designed and engineered for sales appeal
and customer valve. This means greater cusfomer satis-
faction . . . greater profits for you! The enthusiasm which
Trans-Vue distributors have shown for the Cine is not
unfounded. It has everything . . . newest engineering
developments . . . performance beyond compare . . .

and is priced to reach all income levels!

TRANS-VUE WILL PUT YOU IN THE PROFITABLE TELEVISION PICTURE!

Limited areas open for dis-
tributorships. For full details,
write, wire or phone!

.....

Trans-Vee’s multiple unit remote control television . . . THE
WORLD’S FIRST AND FINEST COMMERCIAL TELEVISION SYSTEM!

Trans-Vue Cine' 145, 31 tube Consolette moéel,
available in rich mahogany cabinet and blonde
bisque finish. Washable woven plastic grille. World's
largest direct view picture of 145 square inches on
15" Dumont tube. “Instantuner” dial for rapid, sensi-
tive, accurate tuning, and positive “locked-in" pitture
control.

Sensational New Type Table Consolette also avail-
able, 25 tube equivalent. (not shown).

HERE'S WHAT TRANS-VUE CINE
MEANS TO YOUR CUSTOMERS:
% 145 SQUARE INCHES OF ANIMATED ENTERTAINMENT!
* WIDE ANGLE VISION FOR EYE COMFORT!
 EXCLUSIVE “INSTANTUNER™...50% LESS MOVING PARTS!
* FM STATIC FREE T-V SOUND!
* AUTOMATIC VIDEO CONTROL FOR PICTURE BRILLIANCE!
% SIMPLE, FAST OPERATION ... ONLY 4 CONTROL KNOBS!
* TELEVISION, AM, FM, PHONOGRAPH ADAPTOR IN 1 UNITY

1139-41 S. WABASH AVE.
CHICAGO 5, ILLINOIS

RADIO & TELEVISION RETAILING e June, 1949



now Wilcox-Gay gives you

: 4/
RECORDS ON TAPE @f/ RECORDS ON DISCS
<4
RECORDS FROM ONE TO THE OTHER ),,2/
T i NS o ’y

® The new Tape-Disc RECORDIO offers
recording facilities never before available for
educational or business uses—and for

the home, too. Using either microphone

or radio, this versatile instrument

makes full-hour recordings on tape—and
then re-records from tape to disc.

And it is just as simple to record from disc
to tape. Yet, with these and other exclusive
features, the new Tape-Disc

RECORDIO is priced surprisingly low !

note these...

AMAZING FEATURES

Records from microphone or radio on tape.
Records from microphone or radio on discs.
Records from discs to tape.
Records from tape to discs.

» One hour recording time per reel.

Can be used as public address system.

WEIGHS ONLY 27 POUNDS!
The new Tape-Disc RECORDIO can be carried
anywhere. Weighs only 27 pounds. Comes com-
plete with attractive two-tone brown leatherette
carrying case.

Case dimensions: 181%’" x 161" x 933"

l/ .
Bl

TRADE MARK REG. U.S. PAT. OFF
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YOU WiILL

PROFIT

3 WAYS

when you sell the Square Root
all channel TV and FM antennas
YOU PROFIT from customer satisfaction

Satisfied customers are your best
new set and antenna salesmen

YOU PROFIT from high volume
Low cost and high quality insure |
rapid turnover '

YOU PROFIT from liberal discount

ALL CHANNEL TV FM ANTENNA
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Quad-Loop, a quadrature-phasing antenna, combines
all the advantages of a mechanically rotated antenna
with the low cost of the fixed type. Electronically
rotated at the receiver by a single control, Quad-Loop
selects maximum gain for each channel, regardless of
the geographic location of the transmitting station.
There is no rotated antenng regardless of cost which
will surpass Quad-Loop performance.

ALL CHANNEL TV FM ANTENNA

Di-Loop is a high-gain antenna. Simply constrycted —
a loop and a dipole element—of sturdy all metal de-
sign, Di-Loop insures speed.installation and g long life
of excellent performance. A leading radio manufac-
turer tested 30 antennas in this price range and found
Di-Loop outperformed all the rest.

ALL CHANNEL TV FM ANTENNA

Wind-O-Loop is a completely novel approach to the
problems affecting apartment house or restricted zone
installation of television receivers. Constructed of a
single rectangular loop and a dipole element, Wind-
O-Lloop is attached to the pane of any window, in-
doors or out, by means of two rubber suction cups. An
all channel antenng, Wind-O-Loop may be oriented
through 180° and permanently clamped for maximum
gain,

WRITE TODAY for complete specifications
and discounts.

* Trade Mark Registered
Patent Pending
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CORPORATION

901 Nepperhan Avenuer

.

Yonkers 3, New York
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“We've sold a lot of Ken-Rad Tubes in »

our shop through the years, so I know
what I'm talking about.

“"Believe me, Ken-Rad Tubes have what
it takes to keep customers satisfied. A
satisfied customer is a steady customer
—and _steady customers mean faster
turnover, more money in the till.

“There's no substitute for quality—that
means there’s no substitute for Ken-Rad

Tubes!”

' E
ugEN-RAD TUBES ARE
TESTED OVER AND OVER
AGAIN—TO GUARANTEE

W
1

"'From start to finish of production,
Ken-Rad Tubes must pass one compre:
hensive test after another.

“These’ are based on work such as the
special stroboscopic vibration check devel-
oped by General Electric engineers.

“Tubes are placed in a special spring-
supported socket which is driven from a
variable-frequency audio oscillator.

“A stroboscopic light then is used to illu-

minate the tube while it is studied for

vibrating elements or loose parts under a
‘high-power microscope.

“No wonder Ken-Rad Tubes
satisfy customers!”

THE SERVICEMAN’S TUBE
. . . backed by profit-making
sales aids which your Ken-Rad
distributor gladly will show
you. Phone or write him today!

"RADIO & TELEVISION RETAILING e June, 1949

H. A. GEORGE, Carr Radio & Appliance Store,
7604 South Cottage Grove, Chicago, lllinois,
is another serviceman who knows by experience
that Ken-Rad Tubes are fast, dependable sellers.

ROBERT W. FIELD, Circuit Engineer, is in charge of

special stroboscopic vibration test {below). This helps
to determine the numerous tests Ken-Rad Tubes must
pass before being approved and shipped to dealers.

KEN-RAD

PRODUCT OF GENERAL ELECTRIC COMPANY
Schenectady 5, New York

182-HAAL




Surprising though it seems, a fly—
when it lands on a board — causes
distinct vibrations. They can be
detected by a remarkable new
RCA electron tube.

Slimmer than a cigarette, and only
half as long, RCA’s tube picks up vi-
brations with a pin-sized shaft—and
these vibrations may then be con-
verted to visible or audible signals,
More important, the new tube can
be used to make measurements of
the degree of vibration,

L=

Supersensitive electron tube, developed by RCA, makes possible
more accurate measurement of minute vibrations.

Can a éoz/s'e//y ke a boare! boance 2

Scientists predict many practical
uses for this electronic transducer.
Airplane designers can hitch it to
engines or whirling propellers and
locate vibrations which might lead
to trouble. Oil men can use it to
measure the sound waves with
which they scout for oil.

And your ,smooth-running automo-
bile of the future may be an even
better car when the facts gathered by
RCA’s new tube are put to work.

Another RCA ““first”':
This, the first electronic trans-
ducer, is only oneresearch achieve-
ment pioneered at RCA Labora-
tories. Such leadership in science
and engineering adds value
beyond price to any product or
service of RCA and RCA Victor.,

Examples of the newest developments in
radio, television and electronics can be
seen at RCA Exhibition Hall, 36 West
49th St.,N. Y. Admission is free. Radio Cor-
poration of America, Radio City, N. Y. 20.

4|\ RADIO cORPORATION of AMERICA

World Leader in ooy — First in 7elevision

RADIO & TELEVISION RETAILING ¢ June, 1949
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)\ TELEVISION

provide%S" the surest, quickest way to
capture your big share of this rapidly
expanding market.

Why Fada?

BECAUSE:

Of superb custom qual-
ity cabinetry unsur-
passed in the Television
industry.

Of incomparable fringe
area performance
proved by test to be
unequalled.

Of peerless FADA en-

gineering "'Know How'

built into every Televi-
sion model, experience
~ gained through many
years of producing qual-
ity electronic products,

- Matching Consolette tables available

N i

¢ MODEL 925 o

16 INCH

Direct View Picture
126 Sq. In. Viewing Area

Fada's own revolutionary ‘Dual
Sensive-Tone' three dimension-
al sound system in acoustic
chambers provides big concert
tone quality miracle sound re-
production. Television's great-
est performer in Local and
Fringe areas. In genuine Ma-
hogany, Walnut, Bleached
Blonde Mahogany or Limed Oak
veneer cabinets.

® MODEL 930 e

121, INCH
Direct View Picture

72 3q. In. Viewing Area

Proved to be the ultimate in
performance in Fringe areas, it

:t brings clear, steady, flickerless,

brilliant pictures even in bright

- daylight. Big concert quality is

provided by Fada's miracle
‘Dual Sensive-Tone' Sound sys-
tem. Classic cabinets of gen-
uine Mahogany, Walnut,
Bleached Blonde Mahogany or
Limed Oak veneer.

RADIO & TELEVISION RETAJILING o June, 1949
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A“Best Seller”...in

AMERICA'S
@ BUYING

GUIDE FOR
60 YEARS.

RADIO & TELEVISION RETAILING

your town

...that leads buyers right to you

‘Yellow pages’ in homes. . . in offices
. . . at the corner drug store. People
everywhere use the ‘yellow pages’
of the telephone directory as a buy-
ing guide.

You can feature your name in
those ‘yellow pages.’ You can have

e June, 1949

it listed under every important prod-
uct you sell. In that way you’ll be
reaching shoppers just when they’re
ready to buy.

Why not put this important sell-
ing tool to work for you? Call your

local telephone office today.

13
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your MODERN MIRACLE TELEVISION line!
o
v

STATION SELECTOR

Just @ turn for accurate tuning “&\
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b “THE MAYFAIR," in Korena
i woods or rich mahogany. 121"
~ screen...3-speed record changer
. -12” concert speaker. FM re.
iver. Liberal album space.

- "THE PAGODA,” in ebony with-
. Chinese hand-decorated gold
. embossing. 1214 picture..FM.\ i

_Teceiver. Table included.

Unusual clarity of sound

Soibtnant 2 ek

vh/“‘—r:‘""’v
b
e
v 4
3
One easy turn of the dial and presto . . . picture aﬁd sound tune in
simultaneously I No vertical, horizontal, brilliance or focus control !
Remarkably brilliant and “flicker-free' pictures | . . amazingly sharp ~
details . . . wonderfully clear reception. That is the miracle of All Federal Tle’e"{‘m‘ Receivers carry a “slaye” !
op i a . chill \ it vnit receptacle which enables viewing programs s
Federal Television so simple a child can ope‘rafe it in more than one part of the hoyse. o outside ¢
OTHER OUTSTANDING FEDERAL TELEVISION FEATURES the house—at ihe same fime. Alf fable models
dare equipped with phonograph receptacles, tool
® DISTINCTIVE STYLING! o TELEVISION SCREENS 121, INCHES AND UP]
® POWERFUL NEW CIRCUITS! o AUTOMATIC GAIN CONTROL! .
® FULL CHANNEL COVERAGE! ® AUTOMATIC PICTURE LOCK ! HERE'S YOUR 1950 LINE NOW! i
; SLATED TO BE YOUR BIGGEST SELLER TODAY!
2 . . ) ’ CHOICE TERRITORIES AVAILABLE ¢
{ [T ELEVISI|O N, 0 WRITE, WIRE OR PHONE DEPT, gf FOR DETAILS!
D 0 Q o o' L .
.

| T.M.ISO RPORATIO NJ 137-9-41 DUANE ST. « NEW YORK 13 - racromies. NEW YO#K - CONNECTICUT

PR e e i L Bt £ S i

E
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Walew

startles the Industry
with the Greatest
Money-maker of alll

New TELE-VUE-LENS' Line

Potented: U.S. Par. OFf. 2449885

e,

NEW OVERHANG

?edfz//'e

NO SCREWS! NO BOLTS!

MODEL 512

7" uee

ENLARGER

MODEL 519

7-10"" 1uee

ENLARGER

MODEL 529

10-12"1vee

ENLARGER

MODEL 539

10-12"rus

| DE LUXE ENLARGER /

TELE-VUE-FILTER

easy to insert
or remove

DISTRIBUTORS!
FACTORY REPRESENTATIVES

Come along with the hottest lines in the in-
dustry. Good sales areas are open for those
who can handle big volume,

RADIO & TELEVISION RETAILING ¢ June, 1949

ale

60 FRANKLIN STREET
EAST ORANGE, NEW JERSEY

Wulco — manufacturers of standard and micro- groove phonograph
needles and a complete line of enlarging lenses, television filters

\ Decamz‘or-&‘y/ea’. .. with BUILT-IN

FILTER
ADAPTER

including
REMOVABLE

FILTER

AT NO EXTRA COST

@ ADJUSTABLE
IN ALL DIRECTIONS

A bigger, brighter sales pic-
ture for you is assured, with
the smartest money-maker of
them all-—the new Walco
“Decorator Styled” enlarging
lenses,

No wonder set owners prefer
Walco lenses.— they enhance
set beauty and assure big-pic-
ture perfection. Fits all tele-
vision cabinets. It’s felt-lined
for cabinet protection.

Tie-in now, with Walco’s in-
tensive national advertising
and merchandising programs.
Make your television picture
even bigger, brighter and more
successful from the all-
important standpoint—actual
sales!

INC.

and other television accessories.

1) 4
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Here we are, smack in the middle of a buyers’
market.

And what is a buyers’ market? A time when cus.
tomers get more quality for their money—or they
don’t buy!

In furniture, quality and Mahogany are one—and
your customers know it. All their lives, they've
associated Mahogany with good taste . . . gracious
living . . . a mark of distinction in their homes. And
now, with the buyers’ marker, they mean to have it!

Happily, you have the means to bring it to them
—genuine Mahogany is now in good supply. And
you also have the ways—fully explained in your free
copy of “Facts to Help You Sell Mahogany” (seg
below).

Don’t let customers go elsewhere for the quality
they demand. Sell the best—se// Mahogany!

facts to help you

se/ MAHOGANY

Just issued! This free bookiet has ali
the answers to the questions custom-
ers ask—answers thot sell. Helps you
sell period pieces and modern , . . all-
Mahogany items . . . veneers . . . ply-
woods. Tells you what to look for,
how to promote it. And besides, this
folder is a handy guide to your 7th - WANOS
Edition Mahogany Book. If you don't

facts 10 help you 1
any

Just as genuine Mahogany is the
unquestioned mark of quality, so these labels

ANY

are the mark of genuine Mahogany. They have the Mahogany Book, write for if.
. o And write today f “g ]
are issued by The Mahogany Association oaday for “Facts to Hel =
y gany You Sell Mahogany.” P :Muuoc

to protect you and your customers from
substitution . . . fo help you sell Mabhogany.

MAHOGCANY

ASSOCIATION, INC.

Suite 803-C. 75 East Wacker Drive Chicago 1, Wlinois

“‘AFTER ALL ... THERE'S NOTHING LIKE MAHOGANY"

’ RADIO & TELEVISION RETAILING o June, 1549
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TV EXTRA

ED-ITIONf

WARD MINUTE MAN

WARD PRODUCTS CORPORATION

N 1523 E. 45TH ST., CLEVELAND, OHIO

JUNE 1949

WARD SMASHES TV ANTENNA
INSTALLATION GCOSTS!

IT COSTS ONLY 6c IN LABOR TO ASSEMBLE WARD'S SENSATIONAL MINUTE MAN ANTENNA

(WP) CLEVELAND, OHIO

The Chief Engineer of the Ward Products
Corporation states that the new sensational
Minute Man antennas are being made of
PERMA-TUBE -~ a newly perfected non-
corroding coated steel tubing; created espe-
cially for Ward by the Jones and Laughlin
Steel Corp., Pittsburgh, Pa. Independent
laboratory tests on over 30 metals com-
monly used for antennas have proved
PERMA-TUBE the best for all weather in-
stallations. Aluminum is too weak and other
‘types of coated steel corrodes. Ward is the
only ‘manufacturer using PERMA-TUBE
in constructing antennas. See your Ward
Distributor today.

Dick Moss, telev151on engineer, flicks up dlpole
in assembly operation of Ward Minute Man
antennas. (Model TV-46).

FLASH!

WARD USES PERMA-TUBE IN CON-
STRUCTING MINUTE MAN ANTENNAS.

(WP) CLEVELAND, OHIO

The Ward Products Corporation, a
Division of the Gabriel Company,
disclosed today their new Minute
Man line of TV antennas. These 13
antennas, ranging in list prices from
$245 to $49 95 are completely pre-
assembled. Where it formely took

. two installation men three-quarters

of an hour (or approximately $7.50 in
labor) to assemble the ordinary TV
antenna, one man can assemble any
Ward Minute Man antenna in a few
minutes. This is the greatest techni-
cal engineering improvemernt in the
anténna field and the Ward engineers
are to be congratulated on its
achievement. They have spent many
months in their laboratory perfecting
the many ingenious construction fea-
tures. See your Ward distributor
today.

GREATER INCOMES AND PROFITS REALIZED
BY INSTALLING WARD ANTENNAS.

(WP) NEW YORK, N. Y.

Now you can make big money on a
standard installation fee. It has been
reported that servicemen and re-
tailers are realizing greater profits
by installing Ward Minute Man
' Antennas. The quick 3 minute in-
stallation makes the big difference.
It means more installations per day
and at greater returns. No con-
sumer complaints have- been reg-
istered by big labor bills. See your
Ward distributor today.

See Your

Ward Distributor

Today

|NTRO|]UC|NG WARD'S NEW “MINUTE MAN" TV ANTENNAS

'I'VB 94

o C

TVRA-92

Q8

bled

" Permaiube

(] A
y Pr

o Constructad of Non-Carroding

A few seconds later and Dick snaps the high
fte«iuency dipole into position. It costs only 6c

tabor to assemble this Ward Minute Man
antenna

® Profitable to Install

There are Ward Minute Man Antennas for every purpose and use from any distance from
the transmitter. Ses your distributor foday.

RADIO & TELEVISION RETAILING ¢ June, 1949 l 19
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Here we are, smack in the middle of a buyers’
markert.

And what is a buyers’ market? A time when cus.
tomers get more quality for their money—or they
don’t buy!

In furniture, quality and Mahogany are one—and
your customers know it. All their lives, they've
associated Mahogany with good taste . . . gracious
living . .. a mark of distinction in their homes. And
now, with the buyers’ market, they mean to have it!

Happily, you have the means to bring it to them
—8genuine Mahogany is now in good supply. And
you also have the ways—fully explained in your free
copy of “Facts to Help You Sell Mahogany” (see
below).

Don’t let customers go elsewhere for the quality
they demand. Sell the best—sel/ Mahogany!

facts to help you

19
Just issued! This free booklet has alil 4
the answers to the questions custom- i
ers ask—answers that sell, Helps you i
sell period pieces and modern , .. all- l
Mahogany items . . . veneers . . . ply- ,:
woods. Tells you what to look for, facts to help you
) X how to promote it And besides, thj
e . . v s cANY
.JuSI as genuin Ma.hogany is the folder is a handy guide to your 7th
unquestioned mark of quality, so these labels Edition Mahogany Book. If you don't
are the mark of genuine Mahogany. They have the Mahegany Book, write for if. ‘
are issued by The Mahogany Association YAndstI:"r: ’:d"y for “Facts 10 Help | 7] MAMOGANY |
ou Se " Sti6ciarion we,
to protect you and your customers from ahegany. T e '

substitution . . . %o help you sell Mahogany. —_
mvgi
oy MAHOGANY

ASSOCIATION, INC.

Suite 803-C. 75 East Wacker Drive Chicago 1, fllinois

“‘AFTER ALL ... THERE'S NOTHING LIKE MAHOGANY"
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[TV EXTRA

EDITION

WARD MINUTE MAN

1523 E. 45TH ST., CLEVELAND, OHIO ()

JUNE 1949

WARD PRODUCTS CORPORATION L

ARD SMASHES TV ANTENNA
N COSTS!

IT COSTS ONLY 6c IN LABOR

(WP) CLEVELAND, OHIO

The Chief Engineer of the Ward Products
Corporation states that the new sensational
Minute Man antennas are being made of
PERMA-TUBE — a newly perfected non-
corroding coated steel tubing, created espe-
cially for Ward by the Jones and Laughlin
Steel Corp., Pittsburgh, Pa. Independent

laboratory tests on over 30 metals com- |

monly used for antennas have proved
PERMA-TUBE the best for all weather in-
stallations. Aluminum is too weak and other
types of coated steel corrodes. Ward is the
only ‘manufacturer using' PERMA-TUBE
in constructing antennas. See your Ward
Distributor today.

4

Dick Moss, television engineer, flicks up dipole
in assembly operation of Ward Minute Man
antennas. (Model TV-46).

1;53;-;@7, o g
A few seconds later and Dick snaps the high
ftetiuency dipole info position. It costs only 6¢
in Jabor to assemble this Ward Minute Man

TALLATI

TO ASSEMBLE WARD'S SENSATIONAL MINUTE MAN ANTENNA

FLASH!

WARD USES PERMA-TUBE IN CON-
STRUCTING MINUTE MAN' ANTENNAS.

(WP) CLEVELAND, OHIO

The Ward Products Corporation, a
Division of the Gabriel Company,
disclosed today their new Minute
Man line of TV antennas. These 13
antennas, ranging in list prices from
$245 to $49.95 are completely pre-
assembled. Where it formely took
two installation men three-quarters
of an hour (or approximately $7.50 in
labor) to assemble the ordinary TV
antenna, one man can assemble any
‘Ward Minute Man antenna in a few
minutes. This is the greatest techni-
cal engineering improvement in the
antenna field and the Ward engineers
are to be .congratulated on its
achievement. They have spent many
months in their laboratory perfecting
the many ingenious construction fea-
tures. See your Ward distributor
today.

GREATER INCOMES AND PROFITS REALIZED
BY INSTALLING WARD ANTENNAS.

(WP) NEW YORK, N. Y.

Now you can make big money on a
standard installation fee. It has been
reported that servicemen and re-
tailers are realizing greater profits
by installing Ward Minute Man
Antennas. The quick 3 minute in-
stallation makes the big difference.
It means more installations per day
and at greater returns. No con-
sumer complaints have. been reg-
istered by big labor bills, See your
Ward distributor today.

See Your
Ward Distributor
Today

antenna.
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INTRODUCING waro's New “MiNeTE MaN" v ANTENNAS

‘?N

—

TVB-88

o2

TVRA-92

TVSA-6

Tv-45 ) P

latel e
P y Pre-A

® Constructed of Non-Corroding

' Parmalube

© Profitable to Instail

There are Ward Minute Man Antennas for every purpose and use from any distance from

the transmitter. See your distributor todoy.
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Entirely new! Twelve 16 inch tube
models all for immediate delivery

Breathtaking in their majestic beauty . . .
engineering perfection achieved . . . these
new Starrett models offer a higher standard
of television performance. Decorator
inspired cabinets . . . ctystal clear pictures
(128 square inches of it) makes Starrett
the set that distinguishes a home.

NOW ... PERFECTION IN TELEVISION

Compare! What other TV set has 4/l these features?

L.

2.

3.

J}W’%ZZL

Chassis with full complement of 36-46 tubes in addition to
picture tube,

New improved super-powered circuits that produce brighter
images in all areas.

Two speakers — Double audio system for life-like sound
reproduction,
Craftsmanship in cabinetry that produces fine furniture cabinets

of lasting beauty.

If you are in a “poor TV zone” or “fringe area” see how
Starrett higher voltage sets bring in amazingly clear, bright,
steady pictures.

Starrett . . . television’s most complete line of
16 inch tube sets . . . twelve outstanding models.

your representative,

601 WEST

RADIO G TELEVISION RETAILING ¢ June, 1949

Write for the name of

26¢th,

announcing. i

OUR NEW LINE

J’ZZZW’

TELEVISION

%7% ﬂ/rz%ﬁ /w'f ot

“Protected Profits” assured with
Starrett’s “selected dealer plan.” If you
are a qualified dealer write today for

details.

4

STREET o

NEW YORK 1, N. Y.
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2-409 M

Your key to bigger profits lies in Crosley’s out-
standing new TV line. You’ll find yourself selling
more enthusiastically when you tell your cus-
tomers about the value-packed Crosley products.
With Crosley’s beautiful new styling, precision
engineering, and expert craftsmanship, you’ve
got a real competitive advantage. And the sale’s
already started for you by Crosley’s powerful
new advertising campaign that hits thousands
of prospects right in your own home town.

The sensational new FAMILY THEATRE (pic-
tured above) combines all the big features that
mean complete entertainment for the whole fam-

“Family Theatre”

CROSLEY
PRODUCTS

ily. That handsomely styled Carrollton cabinet
houses a wealth of sure-fire sales points.

® Steady, true-picture TV on a big 12%”
picture tube

% Velvet-toned record player with three different
speeds — for standard... long-playing ...
or the new 45-rpm records.

® All-channel TV with static-free FM sound and
a full-range FM radio, too.

® Powerful AM radio

The distinguished new FAMILY THEATRE is
just one reason why you help yourself to bigger
Profits when you sell Crosley’s full line of betzer

- products for happier living.

OQ,...Q@..OQ.
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QUICK PROFIT BUILDER! You'll find that sales
come faster —yes, easier—when you demonstrate
Crosley’s beautiful new 10” picture tube TV

console. Have your order pad handy. ready to wrap
up the sale when you tell prospects about—

@ This handsome Carrollton cabinet of rich
mahogany veneer

@ Bright, clear image, controlled by simplified tuning
® All-channel TV with static-free FM sound and a
full-range FM radio, too.

9-420 M
*“Good Neighbor"

TELL YOUR CUSTOMERS about the sensationally
priced new 12'%” picture tube TV table model with
g big expanded picture screen. Here are selling points

] that will make your cash register ring—

@ Large screen, with full 85 square inches of bright,
steady image

@® Automatic picture synchronizer, with simplified
controls. . . built-in connection for record player

@ All-channel TV with static-free FM sound and

a full-range FM radio, too.

S

“Popularity”

REAL SALES APPEAL is built in the new low-priced
Crosley 10” picture tube TV table model. Satisfied -
customers praise its many fine features —

@ Big screen with unusually bright, steady

pictures _

@ Simplified controls that even a child can operate

@ All-channel TV with static-free FM sound and a
full-range FM radio, too.

9-403 MA
“Good Time™

SALES HIT OF THE SEASON is Crosley’s new
giant screen 16” picture tube TV console! Look at
i these outstanding selling features—
@ Clear, bright pictures on a big 142-square-inch screen
1 ( @ Special prism tuning viewer and simple controls }
@ All-channel TV with static-free FM sound and a
full-range FM radio, too.

5. ® Quick connection for record player 9-422 M
} “Master Showman’

u[ REAL PROFIT OPPORTUNITIES ARE YOURS WITH CROSLEY!
For full details about better products for happier living, get in touch with

your nearest Crosley distributor. Or write: Crosley Division,
Avco Manufacturing Corp.,
1329 Arlington Street,
Cincinnati 25, Ohio

¥
A

_—

i

J

|l o0 0 @

. Better Products for Happier Living
| SHELVADOR* REFRIGERATORS . . RANGES . . KITCHEN FREEZERS .. RADIO PHONOGRAPHS . .RADIOS .. TELEVISION
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NO””COPRUTELGRA
LIFE-SIZE

LIFEL -LIKE |

1elevision!

. from this 2'2" tube

Chosen by these famous makers of
quality projection TV receivers

ANSLEY « EMERSON
FADA ¢« FISHER
PILOT e« SCOTT
STEWART WARNER

INTERNATIONAL
TELEVISION

BRUNSWICK

and others soon to be announced °

PROTELGRAM is the result of nearly

fifteen years of research by the world’s

greatest electronics laboratories. This scientifi-

cally designed, optically correct projection system

makes possible, for the ﬁrst time, a I’ ife-size distor-

tion-free picture of near 200 square inches (20”

dxagonal; .a more ({ -like picture without
lare or eyestrain. And from a tiny long-life,
ow-cost picture tube!

PROTELGRAM-equipped sets provide your finest
profit opportunity for 1949 because they offer
your customers what they want—a bigger, clearer
picture that is easier on the eyes. Get the facts
today from the above manufacturers on the out-
standing sales and profit advantages of their
PROTELGRAM-equipped receivers. Or write to
Dept. PE-6, North American Philips Company,
Inc., 100 East 42nd St., New York 17, N. Y




Including “Radio & Television”
ond "Radio & Television Today”

Established in 1922
as ELECTRICAL RETAILING

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

| Today's Customer

| MUST BE SOLD

* There’s no denying the fact that retail sales are tightening up. Peo-
ple are no longer asking to buy. Instead, they are asking to be sold.
High living costs are making consumers extremely cautious. Today’s
customer must be convinced that the product is worth the price asked;
that he needs it now, and hence is justified in purchasing it.

Because of this more or less abrupt change in buying habits, too
; many merchants are crying the blues. Too many are saying that business
} is shot to the nether regions. Instead of gearing up to meet present con-
J ditions via stepped-up sales effort, some dealers are trying to stimulate
i sales by cutting prices, a dangerous procedure in these days of short
L discounts and increased operating costs.

1

Those retailers who face the present situation realistically and op-
i timistically can do a bigger volume of business in ’49 than they’ve ever
‘ done before.
|

Realistically, they need to face the fact that sales transactions come
harder these days. Would-be buyers need to be convinced through
good salesmanship. Names of store visitors must be obtained. Inter-

i ested prospective buyers need to be followed up. Evening calls will have
to be made. Those who say they cannot afford to lay out cash should
be offered time-payment facilities.

Optimistically, the merchant must sell himself that business can
be good—very good—if he goes after it hammer-and-tongs. Look at it
this way: In the “good old days” before the War, things were really
tough! During and immediately after the War, sales were push-overs,
but dealers had all sorts of headaches trying to get merchandise, and
trying to keep their customers happy.

Now, however, we’re settling away to an era of enormous potential
business. We have the products, the prospects and the buying power.
We have all of the things we’ve hoped for.

From here on, it’s up to us to capitalize on our present opportuni-
ties through the same type of aggressive action we were once forced to
employ, “strictly from hunger!”

RADIO & TELEVISION RETAILING e June, 1949 .25




What's Ahead!—in Radio,

FROM HERE ON, LOOK FOR FEWER announce-
ments of price reductions by manufacturers on existing
electrical appliance models, though there will un-
doubtedly be numbers of new models brought out at
comparatively lower prices.

EVEN IN CUT-PRICE STORES, very few in-
stallment buyers are asking for anything “off” these
days. By and large, only the cash-buyer is permitted
to indulge in chiseling.

VERY DEFINITE TREND TOWARD smaller size
portable radios, with manufacturers taking advantage
of newly-designed, more compact radio batteries for
carry-about sets.

FURTHER RELAXATION OF REGULATION
W. Federal Reserve Systew’s new terms: M aximum
maturity 24 months instead of 21 months, and reduction
of down payment from 15 to 10 per cent, with articles
costing less than $100 exempted from the scope of the
regulation. (Covers radio products and electrical appli-
ances.)

FARMERS, EYEING FALLING FOOD PRICES
and unsettled agricultural legislation conditions, not
buying as readily as they used to, dealers are finding
out. However, merchants in farming communities
don’t see any serious decline in farm incomes in the
immediate offing. In the meantime, the farm operator’s
expenses remain high; both for feed and for labor.

COLD TO NY TV SHOW—A meeting of New
York representatives of leading television and appliance
makers threw cold water on proposal to hold a tele-
vision show for the public in Grand Central Palace
during April, 1950, under auspices of local Electrical
Association. Show plans have therefore been dropped
for present.

PRACTICE OF SHIPPING TV SETS with picture
tube installed seems to be on the increase, with very
few ill effects (that is, breakage) noted due to good
shock- and vibration-proof mountings. This cuts one
step from the installation process, makes possible ad-
justment of the set at the factory with the picture
tube which will be used with it.

NEW TELEVISION STATIONS

Seven new TV stations are scheduled to come on the air this
month:

WGAL-TV Lancaster, Penna. June 1
WFBM Indianapolis June 1
KSL-TV Salt Lake City June 1
WKY-TV Oklahoma City June 6
WHAM-TV Rochester, N. Y. June 11
WCPO-TV Cincinnati June 14
WDEL-TV Wilmington, Del. June 15

Four stations (WGAL-TV, WKY-TV, WOR-TV, WJAR-TV)
had been scheduled earlier but were held up for one reason or
another.

26

HERE’S A SIGNIFICANT TREND IN THE IN-
DUSTRY which may help in a great measure to elimi-
nate dumping and stagnant inventories. Radio and ap-
pliance manufacturers are moving faster (even the
giants) in gearing production up or down to meet
market conditions. That “Ill-make-more-than-the-
other-fellow-or-bust” attitude appears to be old-hat—
and fortunately so.

AN IMPORTANT DATE TO KEEP IN MIND:
The big Music Show to be staged by the National As-
sociation of Music Merchants at the Hotel New Y orker,
New York, July 25 to 28. Watch for RADIO & TELE-
VISION RETAILING'S big special show issue!

TALKS WITH NUMBERS OF DEALERS who mod-
ernized their stores disclose the need for long and
careful planning of changes and improvements before
taking any actual steps. Many a dealer has found that
the new lay-out has certain drawbacks which should
have been foreseen in the planning stage.

AN AUTOMATIC CLOTHES DRYER, recently
announced, is the first major addition to Horton M fg.
Company’s home laundry equipment line in more than
25 years.

KEEP DESCRIPTIVE MATERIAL BESIDE appli-
ances in show-windows, particularly so far as products
most likely to confuse the passerby are concerned. To
point out the necessity for such identification, consider
the case of the normal, adult consumer who described
an unlabelled broiler (with the cover on) as a “hair-
dryer”; a hair-dryer as a “paint sprayer”; a midget
washer as a “canning kettle”, and an electric clothes
dryer as a “food freezer.” To this woman, a garbage-
disposer looked something “like an ice-cream freezer.”

TV’S RAPID SELLING PACE being stepﬁed up
even faster by baseball. The National Game will make
many a public video viewer into a purchaser.

AN ACT TO LICENSE TV SERVICERS has been
proposed in the state of Illinois. If passed, the act
would provide that licenses be issued only to persons
who have attended a school, recognized by the state,
covering TV subjects itemized by the state, and lasting
at least 36 weeks. The proposed act would make no
provision for licensing on the basis of experience.

RADIO & TELEVISION RETAILING « June, 1949



o o L B e

Appliances, Records and Television

TALKS WITH NUMBERS OF URBAN consumers
reveal the need for “missionary” work in selling home

freezers. Too many householders look on this appliance

as a product for the storing of frozen foods exclusively.
It’s up to the dealer to correct this impression; to point
out the desirability and economy of saving leftovers,
freezing fresh products, and preparing whole meals
in advance. Many manufacturers have figures available
to prove that a food freezer can be made to pay for
itself in a very short time.

SOME BIG-CITY DEALERS are selling numbers
of refrigerators to apartment occupants who, because
of the still acute housing situation are unable to get
landlords to buy new equipment. Since many of the
renters in multi-dwellings consider themselves to be in
temporary quarters, they're willing to buy refrigerators
to move to the “dream home” in their futures.

“AMONG THE SALVAGED VALUES FROM the
great war effort is the higher standard of quality for
radio components. In our war contracts we were
obliged to meet what seemed mighty tough specifica-
tions . . . And in doing so, many component manufac-
turers got into the habit of turning out far better com-
ponents than those of prewar standards . . . We have
kept right on turning out these war-standard com-
ponents which have become regular standard trade
items.”—Charley Golenpaul, of Aerovox.

CITIZENS RADIO NOW FULL-FLEDGED
SERVICE. Rules for the licensing of Citizens Radio
Service stations on a regular basis, proposed and issued
by the FCC in August, 1948, were adopted as final and
became effective June 1, 1949. Licenses issued hereto-
fore were under the Commission’s experimental rules.
Under the new rules, licensing has been simplified, and
persons desiring to operate type-approved tramsmitting
equipment may submit application on a single card form.
Citizens Radio Service is designed primarily to afford
a two-way, short-range, private (that is, non-commer-
cial) commumication service in the 460-470 megacycle
band.

FREE SERVICE, SANS SALES. The other day we
saw a radio dealer put a new plug on the service cord
of a battered table model set, returning it in a matter
of minutes to the good customer, without charge.
Such free service may be good business under certain
circumstances, but it seemed to be a most opportune
occasion for the merchant to have offered a trade-in
on one of the many new table models he had in stock.

Hr s 350 o8

§
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AN IMPORTANT DATE TO KEEP IN MIND:
The big Music Show to be staged by the Nationa] As-
sociation of Music Merchants at the Hotel New Yorker,
New York, July 25 to 28. Watch for RADIO & TELE-
VISION RETAILING’S big special show issue!

IN A LETTER TO ITS DEALERSf Allen B. Du-
Mont Laboratories, Inc.,, comments on price-cutting
and transshipment with the announcement that it has
again taken on a “shopping service” and will “deal
summarily with any dealer found guilty” of such
practices. The letter is signed by E. A. Marx, general
manager of the firm’s TV receiver sales division.

“THE BUREAU OF INTERNAL REVENUE
may soon issue an announcement that will mean some
real folding money for many retailers. It is reported
in reliable quarters that the Bureau has decided to grant
LIFO retroactive back to 1940 for retailers who choose
to use this method of inventory figuring for tax re-
funds. LIFO is too complicated to explain here, but you
know it has to do with last in, first out inventory calcu-
lations and means a great deal in tax matters. Some
$500,000,000 in tax refunds may be involved. Appliance
dealers have a healthy stake in this decision.”—From
bulletin issued by The Electric Institute of Washing-
ton (D.C.).

FUTURE EVENTS OF INTEREST TO READERS

JUNE 19-24: Store Modernization Show,
Grand Central Palace, New York.

JUNE 20-22: American Society of Heat-

Annual Meeting, Hotel Nicolett,

JULY 25-28: National Association of
Music Merchants, Annual Show, Hotel
New Yorker, New York City.

ing and Ventilating Engineers Semi- AUG. 1-6: Western Summer Market,

Western Merchandise Mart, San Fran-

SEPT. 30-OCT. 9: National Television &
Electrical Living Show, Chicago Coli-
seum, Chicago.

NOV. 13-18: National Electrical Manu-
facturers Association, Chalfonte-Had-

I T 2 TR

=SSt

Minneapolis.

JUNE 20-24: American Institute of Elec-
trical Engineers, Summer General Meet-
ing, New Ocean House, Swampscott,
Mass.

JULY 2-9: New York State Association of
Electrical Contractors & Dealers, Inc.,
Golden Anniversary Convention, Sara-

nac Inn, N. Y.
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cisco.

AUG. 30-SEPT. 1: West Coast Electronics
Manufacturers Association 1949 Elec-
tronic Exhibit, 1949 IRE Western Re-
gional Convention Civic Center, San
Francisco. : =

SEPT. 26-28: 1949 National Electronics
Conference, Edgewater Beach Hotel,
Chicago.

don Hall, Atlantic City, N. ).

NOV. 14-18: 6th All-Industry Air Con-
ditioning & Refrigeration Exposition,
Atlantic City, N. ).

DEC. 4-7: The American Society of Re-
frigerating Engineers, 45th Annual
Meeting, Edgewater Beach Hotel, Chi-
cago.
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~ Your customers will enjoy the quality of tone,
- unusual beauty, and “different” note of RCA
Vietor’s remarkable new radio. They’ll hear
their favorite standard programs through the
“Golden Throat” on either AC-DC current . . .
or with the self-contained battery.

The 9BX 56, like all RCA Victor instruments
has faster turnover because it offers your cus-
tomers highest possible quality at a fair price.
Give it a good spot on your display floor.

-

i3

ONLY RCA VICTOR HAS THE “GOLDEN THROAT” A

| r»et1 [7cron @ &
ONLY RCA VICTOR MAKES THE VICTROLA / / ‘ / e A
“Vietrola"—T. M. Reg. U. S. Pat, OF. DIVISION oF RADIO CORPORATION OF AMERICA
28
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Indoors or Outdoors . . . in the den,
on the porch, in the garden. Here’s
a remarkable table set which plugs in
an AC or DC outlet . . . or plays on a
self-contained battery.

Plays while it travels . . . from in-
doors to outdoors, from one table to
another. It’s a well balanced set for
easy carrying—and there are no pro-
truding parts. :

; Buh
I8 another

example of

Comfortable Swinging Handle
. .. that recesses in the case when the
set is not being carried. It’s an excep-
tionally sturdy handle, too-——made of
gold-colored forged aluminum.

RCA Victor developed and mar-
keted the first portable radio.
Then they led the field in the
presentation of the first personal

type radio. Now—RCA Victor is

KG‘A Viefor —’.m.}ﬁrst again with a sensational new

leadership |

-t

Striking Design . . . with inset case
ends and wide center strip in rich
simulated alligator plastic. Airplane
type dial is concealed by alligator
effect plastic drop door. Interior
design has gold-colored background.

indoor-outdoor radio. Added
proof that you’ll always be first
with the RCA Victor line!

You are cordially invited to visit us at the N. A. M. M. Show

Hotel New Yorker, July 25-28 « East Room and Booths 1, 2 and 3

RCA VICTOR‘ World Leader in Radio . . . First.in Recorded Music . . . First in Television

RADIO & TELEVISION RETAILING « June, 1949
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A Day in the Life of a High-Pressur
Surprising Answers — and « Possible

¢ The list-price-minded radio-appli-
ance retailer doesn’t give a hoot in the
hot-place for news telling him that
price-cutting is rampant. He’s reminded
of the fact that such practices are prev-
alent every time he picks up the daily
newspaper ‘to scan the ads, and every
time a would-be purchaser tells him that
the product being considered is being
currently offered at a lower price at a
competitor’s.

What he does want to know, though,
is the answer to this question: “How
can my competitor sell standard mer-
chandise at prices that are sometimes
lower than my wholesale cost?”

And he’s not speaking about distressed
products that have been dumped on the
market. He knows all about such mer-
chandise, because he is often able to
stock such products himself, but,
brother, when the competitor sells, for
instance, a current-model, hot-selling
television set, or a famous-brand refrig-
erator at fantastically low prices, the
list-price-minded retailer sees red. And,
at the same time he cannot for the life
of him understand how the competitor
can keep on doing such obviously un-
profitable business and still stay in the
black.

Not Done With Mirrers

But the big-time price-cutter seldom
offers a deal that’s not profitable to his
firm, and this in spite of indirect hints
to the contrary which he sometimes
uses in his ad copy. Actually, the large
price-cutting outlet is often able to give
“something off” to the cash customer
because it has been enabled to do so by
a jobber or a manufacturer who has
given such outlet a better deal than is
available ‘to the competitor down the
street.

Let’s take a look at a hypothetical
cut-price dealership to get a better pic-
ture of how preferential treatment by
some suppliers in search of big volume
and “prestige” business earn themselves
the dubious honor of being one of the
outstanding taproots of this ever~pres-
ent merchandising evils—price-cutting.

The scene is laid in the office of the
Big-Shot himself, who puts in long
hours and hectic ones as the main
wheel of the organization, serving as
he does as buyer, sales manager and
policy-maker of all the stores. The
office is a regular mad-house be-

30

Whai

cause the Big-Shot, whatever else he
may be, is anything but q lazy man.

Outside a number of salesmen,
representing wholesale houses and
manufacturers, are cooling their
heels.

As the curtain goes up, we hear
Mr. Big-Shot talking, not with but
to a salesman:

Mr. Big-Shot: “Don’t make me
laugh. I haven’t got time. I don’t
care whether your television set is a
big make or not. I've got enough
brands now to sink a ship. The point
is, what’s the best PM?”

The Salesman: “I told you, Mr,
Big-Shot, its .. .”

Mr. Big-Shot: (interrupting): “Are
you kidding? 28 per-cent! Get out
of here!” (He begins riffling through
a mass of papers on his desk.)

The Salesman: (Who has been told

to land this prestige account or
elsel): “Well, we could stretch it
a...”
Mr. Big-Shot: “Yeah? Now you’re
beginning to get smart, You know
what kind of customers we have.
They’ll chisel our eyes out and eat
them as grapes. If your firm won’t
give me a break, I can’t give the cus-
tomers one.”

Salesman: “But your time-buyers
don’t ever ask for anything off,
and . ..)”

Mr. Big-Shot: “Look, I'm getting
tired. Sharpen up your pencil and
figure forty off or it’s no dice!”

Salesman: (Gulping): “But . J

Mr. Big-Shot: “Forty off or no
soap.”

Salesman: “Well, if I stretch it to

Makes the

e Store Operator Furnishes Some
Remedy for Our Number One Evil

forty, how many units will you take,
and how many models?”

Mr. Big-Shot: “Look. Let’s get one
thing straight. I don’t even want
your stuff. I can live without it
You're pressuring me. I'm not pres-
suring you. I know the set-up. You
want your merchandise in my stores.”

Salesman: “How about twenty of
each model?”

Mr. Big-Shot: (Assuming a pained,
impatient look): “Don’t bother me,
will you? Twenty of each model.
That’s a hundred wunits. Are you
kidding?”

Salesman: “But forty off is for
quantity.”

Mr. Big-Shot: “One of each.”

Salesman: “One of each!”

Mr. Big-Shot: “You heard me. One
of each, and Il see how they go.
Just a sample deal.”

Salesman: “But twenty-eight off’s
the deal for less than five.”

Mr. Big-Shot: “Don’t take up any
more of my time, will you? I'm a
busy man.” )

Salesman: 1] tell you what I'll do.

Forty off on one of each TV’s and
I'll ship you one of each of the radios
and combos in the line at forty off,
too. The portable’s hot as a pistol,
f'md that new combination console
is...”
Mr. Big-Shot: “Look, junior, I'm
not a sucker. I wasn’t born yvester-
day. I wouldn’t touch one of your
straight sets with a ten-foot pole.
And besides, don’t you know that as-
sortment deals .are unethical? See
you again some time.” He picks up
phone.

Mr. Manufacturer — Mr. Wholesaler

Here's one way you can help to do. away with

Merchandising’s Number One Evil—Price-C utting

Give ALL dealers a fair and square DISCOUNT DEAL. Do away with “preferen-

tial”’ treatment and you'll

stop giving the chiseler something to play with.

“Prestige accounts” who are given “breaks”
+ « . to hurt the industry as 5 whole.
playing fair is a simple remedy.

only serve to injure your prestige:
Policing list-prices is a tough job, but
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' Price-Cutter

When  the
count’’ operator gets
a better deal, the deck

“‘pet-ac-

is stacked against his

competitor,

Salesman: “All right, Mr. Big-
Shot, one each of the TV sets at
forty off, but the JV664547 model is
in short supply, and it'll be a couple
of weeks before . . .” '

Mr. Big-Shot: “I want it along
with the other stuff in six days or
I'll cancel the order. Tell Mack back
at your place. He’ll needle the ship-
ment.”

- Salesman: “Now about the terms.”

Mr. Big-Shot: “What’s the matter,
isn’t our credit good?”

Salesman: “Yes, but . . .”

Mr. Big-Shot: “Sixty days, with 2
per cent off.”

Salesman: “But, Mr. Big-Shot . . .
Mr. Big-Shot . . .”

Mr. Big-Shot: “Take the deal back
to your shop. They’ll go for it.”

Something to “Play With”’

After the salesmen leaves, Mr. Big-
Shot makes a phone call: “Hello,
George. Listen, I just took a sample
of the XYZ line of TV sets. See how
they go, will you. And, listen, George
there’s a few bucks to play around
with in them.”

The salesman, experiencing a mix- -

ture of emotions, goes back to his
office. He feels himself a little “Big-
Shot” for having started the line into
the big store organization, and at the
same time a chump for having given

RADIO & TELEVISION RETAILING e June, 1949

away his commission. His immediate
superior gripes a little over the deal
which he describes as “unprofitable,”
but grudgingly admits that the trans-
action is an opening wedge.

In the meantime, the little dealer
around the corner has a stock of the
XYZ sets which he bought at
twenty-eight off, plus an “assort-
ment” of the firm’s radio models, in-
cluding two “dogs.” Sooner or later,
some customer may drop in and spill
the bad news that Mr. Big-Shot’s
store, now well-stocked with XYZ
receivers, is offering the TV sets at
figures up to twenty off. Such news
will surprise Mr, Little Dealer, but
disagreeably, and at the same time
he will ask himself, “How do they
do it?” n

Exaggerated? Well, perhaps our little
drama concerning a hypothetical store
group is a bit on the fantasy side, but
there’s more than a grain of truth to
the picture as a whole.

Price~cutting is ' merchandising’s
Number One Evil, and it’s high time
that we made an honest endeavor to
combat it. As will be seen, the prefer-
ential deal, motivated by the desire to
sell more goods through “prestige” ac-

counts will, if permitted to grow, force

many an ethical dealer and distributor
out of business, and injure the reputa-
tion of numbers of brand names.

It's one thing for the dealer to be
able to sell a customer away from a
typical back-door discount house where
no service is available, but it’s getting
tougher and tougher for him to cope
with the established pet account whose
chief customer appeal is the reputation
for “low prices,” and whose service, we
hate to admit, is greatly improved over
pre-war days.

It is seemingly impossible for any sup-
plier to enforce his list prices a hundred
per cent, but it is within his power to
administer his discount rates fairly and
squarely on ethical quantity bases so
that the chiseler will not have anything
to “play with,” and the list-price-
minded dealer will not hesitate to plug
a brand, and back it with the sort of
loyalty that is of inestimable value to
the manufacturer and to the industry
as a whole.

In survey, made by this
magazine, dealers list price-
cutting as trade’s Number
One evil. Read article on

page 33.
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HERE COMES THE MOST
SENSATIONAL NEWS OF ALL

FROM THE PACESETTER
IN TELEVISION VALUE

mis BIG 10 INCH PICTURE TUBE
and this QUALITY TELETESTED CHASSIS
pls GENUINE MAHOGANY CABINET

RO ReTH low$] 9 g .
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The Challenger TV 106

gLYMPIC

AGAIN'!

- - HIGHEST QUALITY

816 90sq. 1.
“WIDE SCREEN" PICTURE

A $2 9995

; OLYMPIC RADIO & TEL 5
WRITE... WI)RE.. . PHON,E; 34-01 38th Avenue Loﬁ;,l!lfnldocyy ll,r:.cv.

D0

LOWEST PRICE .

.....

The Champion TV 946
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Dealers Hit Price-Cutting

Back-Door Selling, Too Many Dealers, Loose Franchising Policies Cited as Causes

Results of a survey just completed by
RADIO & TELEVISION RETAILING on
“basic trade evils” reveal that 47%, or
almost half of the dealers reporting
listed price-cutting as the Number One
ill of the industry today.

The greatest number of the respond-
ents cited barefaced (and often adver-
tised) price cuts by dealers, while many
listed more subtle or concealed methods
—mostly by dealers, some by distrib-
utors.

Among the practices complained of
are: “Discount clubs,” discount cards or
“courtesy cards” issued to employes of
various companies, factories, GI schools,
and building contractors; free installa-
tion of television; free service; large
trade-ins, especially of radios for TV
sets; and direct sales to consumers by
distributors. )

Gripes about low discounts accounted

for 22% of the replies. A great many
attributed price-cutting to this situa-
tion, saying that it was not worth while
for dealers to handle low-discount
items, particularly TV, and therefore
they cut price to move this merchandise
out of the store.

Eleven per cent of those answering
said there are too many dealers, and
most stated that this factor (usually de-
scribed as a loose franchising policy on
the part of the distributor) made fran-
chising a joke, price-cutting a necessity.

Distributors Cited

Singled out for emphasis in the “too
many dealer” complaints were non-
radio type outlets.

Some other “evils” which accounted
for sizable responses were directed at
the -distributor (dumping, tie-in deals,

Price-cutting — America’s Number One merchandising evil.
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poor follow up on service) and 4t the
manufacturer (change models too often,
sets require too much service, prices too
high for quality offered, and sudden
price cuts without protection to the
dealer).

Many of the dealers who cited price-
cutting as the Number One evil criti-
cized the distributors for ignoring,
condoning, or even encouraging this
practice, for making no effort to protect

list prices.

A Few Quotes from the Survey:

San Francisco, Calif.: “Prices are not
maintained by distributors’ efforts. Un-
ethical houses sell below fair trade
prices and are not deprived of franchises
because of their size; admitted by dis-
tributors. Ethical stores are thereby
penalized.”

Dubuque, Iowa: “Wholesale distrib-
utors selling direct to retail trade at
dealers’ costs or at lower than regular.
This tends to disrupt the regular retail
sales and fair trade prices.”

Lewiston, Maine: “We feel that we
should have the same prewar discount
on radios in order to hire salesmen and
give good allowance for the customer’s
old radio. We can make many more
sales by giving the c?stomer more
money for his old radio' regardless of
the price of the new one.”

Ithaca, N. Y.: “The distributors are
giving lines to too many new outlets.”

Amarillo, Texas: “Distributors selling
to grocery stores, filling stations, etc.
Also selling at cost to any merchant
who does not have an appliance fran-
chise, and to small builders who may
build only one or two houses, at cost.”

Readjustment Needed

Tonowanda, N. Y.: “Most major plants
in our area have employe purchase ar-
rangements which are ruining our busi-
ness, and many retailers are suffering.”

McKeesport, Penna.: “The retail
markup on TV receivers makes the sale
an unprofitable venture in any event,
especially in a dropping market. Every-
one is willing to unload quickly as they
make no profit in the first instance, and
are afraid of losing money. A readjust-
ment by the leaders in the industry
would tend to stabilize the market and
make it possible for the retailer to take
a chance.”

Altoona, Pa.: “Too many dealers of
one make of appliance in one location.”

Baltimore, Md.: “Operating expenses
show increase because most of the mer-
chandise received from all manufac-
turers today has to be repaired before it
is salable.”

Seattle, Wash.: “Too many customers
buying at wholesale.”

St. Louis, Mo.: “Industrial discount
cards passed out by some dealers. If
these conditions prevail in TV’s infancy,
what will they be in a few years?”

Denver, Colo.: “. . . loose policies by
factories and distributors. . . . I have in

(Continued on page 81)
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® Sales slowed down all over the coun-
try last summer, but that isn’t anything
new to the retailing business. Sales are
always off during hot weather, but vol-
ume is especially and unnecessarily low
in the establishment where a summer-
long series of siestas are permitted to
exist.

Too many dealers and salesmen talk
about the scorching weather, failing the
while to do anything about it, when
actually there’s something they can do.

The dealer who takes the summer
slump lying down will get just exactly
what he deserves, and that’s a big drop
in sales, with no decrease in his over-
head.

The manana-minded salesman who’s
sold himself the idea that he can’t do
anything about this summer slump, will
see his earnings go down as the mercury
goes up.

No Defeatist Attitude

Business belongs to the man who goes
after it—in spite of the weather, and the
summer is no exception. The merchant
who puts the heat on summer selling,
laying his plans now, in advance, will
find himself well repaid for his effort.

While it’s true that busineéss as a
whole is off during the hot weather in
most parts of the country, it is also true
that volume can be kept from sinking
to the very lowest depths through a
well-organized program of activities.

Summer sales action needs to be
aimed at a