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‘Get ready for COLOR with the new

BS-COLUMBIA

C.Ompatible Receiver

Internally adapted to receive Color
Broadcasts in Black and White

R A8 SRS ARV NN

RECEIVES STANDARD
BLACK AND WHITE
PICTURES

RECEIVES COLOR
PICTURES IN BLACK
AND WHITE WITH THE
FLICK OF A4 SWITCH

i =

MODEL 20 C3. A truly magnificent French Provincial
design in satiny-smooth, hand-rubbed maple finish. Room
size twenty inch picture. Simulated gold mountings. Su-
perbly styled for sophisticated decor. Dual engineered for
advanced television reception.

You can make Black and White sales Now with this
COmpatible Recelver

ADAPTABLE TO COLOR This new
CBS-Columbia compatible receiver not only
receives color broadcasts in standard black
and white with the flick of a switch, but is
also equipped with a “huilt-in” color recep-
1acle for the addition of a companion color
receiver when color television is broadcast
in your area.

STORE TRAFFIC NOW The public
‘interest in color television is tremendous!
When you announce and display this new
CBS-Columbia compatible receiver, you
can expect a steady flow of enthusiastic
store traffic. Cnstomers that are ready to

buy! Newspaper mats and store display ma-

terial are available for yourlocal promotion.

PLACE YOUR ORDER NOW This
new CBS-Columbia compatible receiver will
definitely revive and stimulate television
cales. Don’t delay placing your order NOW
for floor and home demonstration samples.
Take full advantage of the sales impact this
compatible receiver will create in your area.
You're set for sales with CBS-Columbia!

The Greatest New Name in Television Receivers

CBS-COLUMBIA INC.

170 53rd ST.. BROOKLYN 32, N Y.

Subsidiary of

COLUMBIA BROADCASTING S¥STEM INC.

America’s Color Pioneers
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Acclaimed from Coast to Coast!

~ The First Application of Scientific
“Surround ‘Lighting”‘

to a Television Screen

THE MADISON—20"

Hand-rubbed Mahogany Veneer
cabinet. Also available in Blond.
The Console that “sells on sight”
with HaLoLiGHT.

® Sylvania Trademark

T”E FEA TURES '. ¥ : :/:.ovie-c:eqr: PiAd‘"es, ® Slanted Picture Window
ALLyOUR C(/S ro MERS ‘ s ® Big Cool Long-Life Chassis

® ““Triple-Lock’

Locks Out Interference ® Superior “Fringe Area”

ASK fOR'I .. A | Black Tube Reception

2 ' ) ) g g
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GOLDEN

‘And all these

NEW and NEWS!
RADIO-CLOCK

New, Novel, and NO Competition!

The only radio-clock combination that is
different. Radio—Clock—Automatic Shut-
off. They operate independently or together
—only one easy-to-use control. Full five-
inch speaker, shock-proof, low speed clock
movement. Sturdiest plastic cabinet in 5
Guild colors, also Ebony, Mahogany, Ivory.

® Wide-Angle Vie\'fving-
® Perfect Interlace

@ Simplified Tuning

® Wider Band Width

RADIO & TELEVISION RETAILING ¢ GOctober, 1951

are Just a few SYLVAN]A Exclusnves

A Golden Jubilee Chassis
Beautiful Mahogany Cabinet
Hig_h Pressure Laminated Veneer

THE GRANT—17". A sensational, new type of cabinet
construction — Liquor-Proof, Burn-Proof, Scratch-Resist-
ant. Cabinet features that clinch a sale in a feature-packed

chassis.

i
i

The Ultimate in Design and Cabinetry
The Exquisite WASHINGTON
20" Console Combination

First in Television, Radio and Phonograph Combinations,
first in complete home entertainment. Life-size 20” Movie-
Clear* TV with HaroLicut. AM-FM Radio, 3-Speed Rec-
ord Player. Hand-rubbed cabinets, selected fine woods.

Established 1901 — Grecat Name in Electronics

NEW and NEWS!
THE ALL-CHANNEL SYLVANIA
UHF CONVERTER

The really simple-to-sell, simple-to-in-
stall, simple-to-operate UHF Converter.
‘Can be used with any set of any make,

- with or without a UHF adapter plug.

Receives all channels. No internal
changes.

BIG, COOL
LONG-LIFE CHASSIS
Extra high voltage and extra perform-
ance in “fringe areas.” Higher tube
component with increased sensitivity.

<; Radio Tubes:
Television Picture Tubes: Electronic

Products: Electronic Test Equipment;

Fluorescent Lamps.
Tubing, Wiring De

Sylvania Electrie Produc
Radio and Television Diy
254 Rano St. Buffalo 7. N.Y.




How do we know
9 out of 10
shoppers use the

‘Yellow Pages’...

WE KNOW . . . because we check with
homeowners, housewives and businessmen
in many communities throughout the
nation. The results . . . 9 out of 10 tell us
“Yes, I use the ‘yellow pages,’ to find where
to buy the products and services I need.”

For evidence that the ‘yellow pages’ are
the “‘shopping center’” in your community,
glance through your local Classified
Telephone Directory. Practically every
type of business is advertised in them.
Radio and television dealers have

been using the ‘yellow pages’ year

after year to remind old customers, to
bring in new ones, to reach newcomers

in town and transients.

Call your local telephone business office
and ask for the Classified Directory
representative, who will explain
how the ‘yellow pages’ will help
direct more business to you.

RADIO & TELEVISION RETAILING + October, 1951
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HIGHEST QUALITY means LOWEST
SERVICE COST ! TAT5 WHY PHILCO
QUALITY EXPERTS MAKE THESE AND MANY
OTHER. TESTS INCLUDING A LENGTHY
PERFORMANCE TEST OF 50 TELEVISION
RECEIVERS, CHOSEN AT RANDOM

o s~ 3y ’ ¥ =7 \
S 3 N
\/ p/\_ S ‘ A
SOUND PROOF TEST 3
BOOTHS BeSIDE EVERY
PHILCO PRODUCTION LINE | S
FOR CHECKING PICTURES ¢ e O
AND SOUND. AR o
{1 : K B
v]rd0
: /
1\
. A
S A A
[/
OK |/
' AY) ) (A G 4 ¢
HIGH HEAT AND
HUMIDITY... DiFFICULT
CONDITIONS FOR TELEVISION
o COMPONENTS...ARE MADE TO ORDER
IN PHILCO TEST ROOMS LIKE THIS.

LIFE TEST ON PHILCO

TUNERS DUPLICATES
ACTUAL OPERATING CONDITIONS... =% S |
EGTABLISHES A RECORD OF MORE : N - S
THAN % MILLION CONTACT ‘ e : TESTS STURDINESS OF
OPERATIONS - FAR IN EXCESS OF THE % PHILCO PACKAGING.
HARDEST USE IN o soral iE ACTUALLY SIMULATES

THESHOME : ROUGH TREATMENT FROM

PHILCO BALANCED BEAM TELEVISION
. . . NOW BETTER THAN EVER FOR 1952

. RADIO & TELEVISION RETAILING + October, 1951 5




obody else but
estinghouse

Brings NCAA FOOTBALL
to the TV-Buying Public!

40 Top College Teams —
25 Top Games

7 Outstanding Games in each market
on the NBC-TV Interconnected Network

Millions of avid football fans are viewing

these Westinghouse-sponsored games each
Saturday afternoon. Millions of TV prospects are
-seeing powerful selling-demonstrations of

Westinghouse Television superiority.

SETT N

e y = ¥ TV’s top dramatic show,
Al S B oo WESTINGHOUSE STUDIO ONE,
also creates Westing-
' = Lhe WA o o house prospects in your
mo\(\n p S .‘ ghouse market each and every

e s N week !

eeeeee



Gives Dealers These Teri iﬁ
Sales Advantages:

ELECTRONIC CLARIFIER.

SINGLE DIAL TUNING.

SEE COLOR...ENJOY UHF.

K
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The LINFIELD. Full-sized console,
mahogany finish, of smart modern
design. Clear, sharp 17" picture.
Model 664K17.

The WESTON. Handsome black
plastic table model with 16" picture.
‘Contains every advanced
Westinghouse feature, yet has
terrific low-price advantage.
Model 665T16.

DIV.

TELEVISION-RADIO SUNBURY, PA.

WESTINGHOUSE ELECTRIC CORPORATION.



It’s a shame...

Yes, sir, it's a downright shame and pity that every service tech-
nician and dealer in the country can't sit in on the rigid, comprehensive
tests we conduct on TARZIAN Tubes.

You could see first-hand how the high standards of quality contro!
in TARZIAN production assures customer satisfaction . . . always.

Qualitywise . . . performancewise . . . and pricewise, there is no
better tube than the TARZIAN llluminized Tube with the metalized screen.
TARZIAN Tubes are available all sizes—round and rectangular—for orig-
inal use or replacements. Write for technical information.

SARKES TARZIAN, Inc., Sales Division, Bloomington, Ind.
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Olympic’s built<in color
socket makes conversion
to receive color’TVamaz-
ingly simple!

Write for details on UHF planning to
Olympic Radio & Television, Inc., Olympic Building, Long Island City 1, N.Y.

RADIO & TELEVISION RETAILING e+ Ociober, 1951

means
profitable...

OLYMPIC is ready now!

Simple insertion of UHF tuning strip into
Olympic turret-type tuner permits immediate
tuning-in to UHF channels ...

that’s all there
is to it!

Most TV sets require an outside UHF converter. Olympic
is one of the few top brands that gives you built-in UHF'!
With Olympic you can cash in on this tremendous new
market, which was featured in a special article in LIFE,
Sept. 17th—now! Your customers will enjoy Olympic
TV today with the assurance that their set is ready for
tomorrow’s developments!

Every set in the complete Olympic line is an outstanding
VALUE'! Olympic gives you spectacular styling . . . traffic-
drawing prices . . . outstanding craftsmanship . . . superb
engineering! Build your TV volume now . .. with Olympic!

TeLevliisioN




- Motorola TV dependability

is yo’ur‘b'es"l salesman!

428 SKILLED ENGINEERS
DEVELOP THE NEW FEATURES
WHICH CONTINUE TO KEEP ...

most dependable

Coast-to-coast surveys of independent dealers and TV owners, who offered
honest opinions and actual service records, proved Motorola TV most reli-
able for continuous top quality performance. The Dependa-Bilt chassis

has earned their highest respect for its precision construction and utmost
perforfarce efficiency!

TROL ASSUR

B R i 3 3 ¥
S b el

- e
#

E MOTOROLA TV DEPENDABILITY

s S

Hour Long ‘“'Live Power’’ Test Severe Vibration Test Spot-Check Functional Test Final-Check Test
130-volt power-surges test life, Shake Table’” checks stability of  “Final line’* sets selected at Spots any possible weakness un-
strength, durability of all parts. all wiring in the chassis.

random for operational check. detected in previous tests.

Wiy
-

see it at your disiribuiors.’ 'ioday...m

10 RADIO & TELEVISION RETAILING « October, 1951



NO GLARE FROM ANYWHERE!

ORDINARY TV SCREEN )
reflects glare into the eyes from its flat, mirror-like
surface, literally “bounces” light back: into the
viewers’ eyes and allows glare to distort the picture.

NEW GLARE-GUARD Ip

eliminates 98% of annoying light glare by actively
diminishing and directing reflectiohs downward
out of the picture, out of the eyes.

ELIMINATES UP TO 98% OF GLARE!

The precision-curved GLARE-GUARD screen directs
disturbing light glare out of the picture, actila_l_l'y
“bends” the light rays below normal vision range.
To provide non-reflecting TV tubes in all Motorola TV
sets, the exclusive new Absorb-A-Lite process was per-
fected by Motorola engineers . . . doubly assuring positive )
anti-reflection GLARE-GUARD in every set! B i an A ot g

IT’S EASY TO SEE WHY GLARE-GUARD EARNED DOCTORS’ ENTHUSIASTIC APPROVAL...

3N

. t o

e

Tests made by an impartial jury of noted eye Simple tests proved Glare-Guard effective in the home, Glare-Guardiis equally effective

doctors conclusively PROVED that Motorola enough to virtually eliminate the reflection in eliminating reflected glare of light from
TV with Glare-Guard is easier on the eyes! of a match flame held 5 ft. from the screen. sunny windows, fixtures; lamps or flames.

Complete for the future ! Every new Motorola TV is designed for Color and Ultra High Frequency reception . .. completfe
assurance that Motorola TV is years ahead for years to come. UHF can be factory or locally installed at slight extra cost.

with exclusive GLARE-GUARD

TRADE MARK

RADIO & TELEVISION RETAILING ¢ October, 1951 11
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walnut, mahogany
or blonde wood
cabinet,

It’s another Admiral “‘exclusive.” You
can add color any time to any Admiral
TV set by means of Admiral’s sensa-
tional 3-way electronic-adapter-
converter...or with color TV
companion console.

Color television “‘optional” offers
three distinct advantages: Bigger pic-
tures (17" or 20" instead of just a 10"
tube) ... Lower Cost...Freedom
from Obsolescence (and that goes for
UHF, too, because of Admiral’s fa-
mous Turret Tuner). Get the whole
story from your Admiral distributor.

17"
— 27K85

walnut, mahogany or
blonde. In wainut.

only 525995

All prices slightly higher south and

/53 —t n
= 4 20 —321K65

walnut, mahogany or

west, subject to change without blonde. In walnut,

only 546995

RADIO & TELEVISION RETAILING + Octaber, 1951 13
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-many Webster-Chicago products.

WHAT - You'll be seeing a,lot of our new registered trade

name, WEBCOR, In fact, the new Electronic Memory tape
recorder carries the Webcor name.

WHY Over the years there has been some confusion
among both dealer and consumer groups concerning the
name “Webster.” WEBCOR is a distinctive, easy-to- A
remember and easy-to-associate trade name that will
eliminate the existing confusion and quickly identify the

WHEN From now on the name Webcor—the product name
of the WEBStéI’@‘ChiCégO CORporation—will appear on all
\Vebster-Chicago products, in all sales literature, and in
national advertising. The name is a registered trade mark;
no other firm can use the name Webcor on jts products.

The phrase “Webcor by Webster-Chicago” will be used to
introduce the new name and to acquaint the consumer

with the family relationship.

The famous Webster-Chicago shield will remain the same

and we will continue to use it as 4 symbol of identification.

WEBSTER-CHICACO

Fonografs - Diskchangers « Electronic Memory Wire and Tape Recorders

RADIO & TELEVISION RETAILIN'G * October, 1951
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Millions of new families can now enjoy
télevision and don’t know it! Show’emand
you can sell ’em with G-E Black-Daylite
Television. Show ’em G-E overpowers in-
terference, overrides distance! Show ‘em

Low-Priced G-E Console. Veneered
: in genvine mahogany. 17" G-E rectan-
i3 gular black tube. Non-marking swivel
casters for easy moving. Simplified
tuning. Model 17C112 .. .. $329.95*

o A

4=G-E's Lowest
Priced TV — Genuine
mahogany veneers!Big
17" picture. Simplified
tuning. Model 17T4,
$279.95*

Fast-Selling=»
Table Model—17"G-E
Rectangular black
tube. Genuine mahog-
any veneered cabinet.

Model 1775,$299.95*

*Includes Fed. Excise Tax, Installation & picture tube protection plan extra.
Prices subject to change without notice, slightly higher West and South.

05 4 GOLD MINE
. O NEW 77 PROS

¢ OVERPOWERS INTERFERENCE! OVERRIDES DISTANCE!

ELECTRIC ®

-
i
|

that weak signal areas and city dead spots
no longer need ruin good reception. The
rich fringe market has hardly been
scratched. It’s a gold mine for G-E dealers.
See your G-E television distributor today.

General Electric Company, Receiver Division, Syracuse, New York

f"«?{;.;"vf !‘;
SION

e gl
"#"x; .aF'/y

I BN BN BN Em
TRADING UP

Matched, swirl-figured, full-length doors
addcharm—andsales appeal—to G-E's
finest 17" console! Hand-rubbed, gen-

vine mahogany veneers. Model 17C120
$415.60*

15




Connection
for Color

Provides plug-in jack for at-
| taching an auxiliary Zenith
color receiver when available.

Blaxide”
“Black’™ Tube

Brings out rich picture con-
trast in fully-lighted rooms as
eye doctors recommend.

“Fringe-Lock”
Control Circuit |

Produces and permanently
holds finest pictures ever seen
in weak or outlying areas.

Avutomatic One-
Knob Tuning

Tunes in perfect-quality pic-
tures and sound with one twist
—no knob fiddling.

Provision

for UHF

Permits insertion of tuner
strips to receive coming UHF
B\ stations without a converter. 4

Tilted
Face Plate

Works with wide angle es-
cutcheon to cut down reflec-
tions and annoying glare.

il Y

. o BE D " g RPN T
N W ZENITH *E NEX’’ TUBE TV

; g g
At last, the long-time dream of
e s g & 7
~ realized —pecfectio inV?lc_f:S}l’:e&sf :
1 - - L L e N ;s‘&
e :Séaljr!d!;«.‘&&w‘&v‘a‘s& e e

%
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o
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Television’s BIG NEWS Line...
‘ -l s e e 17 and 20 Inch ZENITH "'"ELECTRONEX' TUBE TV!
i “\QN'OSA{i;énigh'sisr"\e@/;“‘:Eléc}ioﬁéx":Tubféibr“ifxgé»"yﬁo()ﬁhéf“‘.z e e e e e —
e “impossibl‘:e!'is“A<j‘f‘f«ull-jfo:cué"':Tp&i”cfbrev;shcrpf and clear
over the entire fube face, A picture that stays in focus
even despite the line voltage variations that throw ordi-
nary sets out of focus.. Al Ne T S e e 8
And that's- not alll Powered by the amazing new
Wonder-Chassis, new Zenith “Electronex’ Tube TV is
backed by the grandest array of selling features ever
offered under one name. Provision for UHF, connection
for an auxiliary color receiver, new “Fringe-Lock” Con-
trol Circuit, the famous Blaxide* "Black” Tube —they're
all here to make this your biggest, best, most profitable
TV selling season ever. = -
Don't take our word for it . . . see this great new Zenith
line for yourselfl Sell features, sell Zenith. Sell new
‘Electronex" Tube Zenith TV1 ‘

NEW ZENITH RADIO 'PH_ONOGRA'PHS WITH
FAMOUS COBRAMATIC* REC
L ' _

-
.

RADIO & TELEVISION RETAILING
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|  New! Exclusive! [F

Loaded with -

Sales App_eal!&

the amazing -

.-
found only on @

? V_M tri-o-matic’ K4
- record changers

Backed by the Biggest Advertising Campaign
in V-M's History

o S o i i

T

Full Details
Inside

l,“-ﬂ o : 0 . | @
lVM corpora't'on = WORID'S ‘LARGEST MAN“FACTUR-‘R OF RECORD CHANGERS EXCLUSIVELY $$ |
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Wonderful for children’s rooms!

Here’s the hardest-hitting, most
complete promotion program ever
launched to build new business for

V-M tri-o-matic dealers!

NEW FEATURES — The Siesta
Switch is a “natural”, with wide
appeal for every record owner; the
whole family appreciates it — yet,
V-M has added it to three new
models, at no increase in price!

NEW MODELS — Three models
carry the Siesta Switch, giving you a
complete price range to work with,

from the low-cost model 920 record .

changer attachment (lowest priced
three-speed automatic changer on
the market) through the luxurious
tri-o-matic 985 Portable!

With . the Siesta Switch you can
read, relax, even go to “sleep to
soothing music — after the last
record plays, everything shuts off,
including the amplifying system.

A
" tri=o=-matic’
. phonographs

with the amazing...

Sloste

In fact, V-M models 920 and 971
will even turn out the light! (A
lamp can be plugged into the base
and, when the amplifying system
shuts off the light shuts off, too!)

BIG NEW ADVERTISING CAM-
PAIGN — Look at the next page,
and you’ll see why we say this is
the greatest Phonograph promotion
ever staged! Attractive, big-space
ads (some in full color!) in a wide
range of magazines will acquaint
everyone with the advantages of
“V-M tri-o-matic” and the Siesta
Switch!

COMPLETE PROMOTION
PACKAGE « Colorful new fold-
ers, display pieces, banners, news-
paper mats — there’s a complete
promotion kit to help you take
full advantage of the smashing im-
pact of V-M’s national advertising!

V-M tri-o-matic 971 Phonograph
— A complete playing unit, with
its own top quality amplifying
system. Has plug-in for lamp.

V-M tri-o-matic 985
Portable — Com-
pact, lightweight,
completely Auto-
matic; Mahogany -
Leatherette Case.

V-M ftri-o-matic 920 —
A Record Changer At-
tachment that plays
through any radio or
TV set. Has plug-in:
for lamp.

f EXTRA SALES FEATURE! Just push the button to rejech records,
/ ¢ without lifting the lid on the V-M tri-o-matic Portable 985!
Also serves as a pilot light for the amplifying system.

. %
corporat’on — WORLD'S LARGEST MANUFACTURER OF RECORD CHANGERS EXCLUSIVELY 11



|BACKED BY

' D »

.,’ Pl y S s ®
{ Big ads in a wide range of maga-
. zines, to tell every prospect about
. V-M tri-o-matic!

OCTOBER

. American Weekly (Oct. 7th issue)
| Collier's (Oct. 13th issue)
Pathfinder (Oct. 13th issuel
-~ Elks
. Better Homes & Gardens
', Sunset

§  Total circulation 19,200,000

J

¢t NOVEMBER

' Collier's (Nov. 10th issue)

| Pathfinder (Nov. 14th issue)
Ebony

|t Esquire

. Holiday

Elks

' Better Homes & Gardens
House Beautiful

Sunset

Total ciréulation 11,800,000

.

DECEMBER

American Weekly (Dec. 1st issue) |

| American Weekly. . .

. Leading off V-M’s smashing Fall campaign: will be a

¢ half-page in full color, October 7th, slanted to the nation’s
U biggest reader-group through the American Weekly —

| and another big full color ad follows it in Decem-

| ber, plugging the “Christmas Gift” theme!

FULL COLOR ADVERTISING!

 Two Full Color V2 pages in

B

P

’ e
= QS

rew! anlyis ‘

| VMQ%.},

tn-o-matid |

have +he Omizing

R e ity i

Collier’s (Dec. 15th issue)
Ebony i

Esquire

Holiday

‘Elks

House Beautiful

R e L e T

g

| Total circulation
: 16,700,000

Turn Page
Please




SPINDLE DISPLAY — A unique, die-cut display |
piece that fits right over the V-M tri-o-matic spindle, calling j
attention to your demonstration model.

WINDOW BANNERS — Actractively designed:
“and featuring the Siesta Switch, these banners are topsAfor record
booths as well as windows, counter fronts, etc.

Dlsc COVER -— Another attention getter for your dis-
- play of V-M tri-o-matics! Every unit shipped with this colorful §
disc cover already . in place! :

" Dealer Aids...Point of Sale Material!!

COMPLETE LINE BROCHURE_ A

facts on all the V-M tri-o-matic models — done up in a colorful |
convincing presentation chat makes it a cinch to close sales! E

COMPLETE COOPERATIVE
ADVERTISING PROGRAM!

V-M goes all the way, to back up its dealers in this greatest of all selling cam-
paigns! Special newspaper mats, in all sizes, are available free of charge, so
you can tie in locally, when the national advertising breaks. And, remember —.

V-M SHARES THE COST! (Get full details from your distributor.)

THE GREATEST NAMES IN RADIO AND TELEVISION USE
THE V-M TRI-O-MATIC RECORD CHANGER IN THEIR
RADIO-PHON® AND TV-PHONO COMBINATIONS!

These companies chose the V-M tri-o-matic only after thorough engineer-
ing and sales department investigation. It’s the best recommendation
possible, for consistent high quality and reliability!

e Capehart-Farnsworth e DuMont e Westinghouse

- e RCA e Crosley e Emerson
e General Electric e Bendix e Stewart-Warner
e Stromberg-Carlson e Sylvania e Raytheon '
e Sparton e Arvin e Columbia-CBS

contact your distributor IN OW!

|

e g

or write direct to

V-M CORPORATION

FOURTH & PARK STS., BENTON HARBOR, MICHIGAN

" LITHOGRAPHED IN USA — FORM No. JS-16

i

,; . ' S ~ : ‘
L corpora,'on "‘WOR[P'S LARGEST MANUFACTURER OF RECORD CHANGERCRE s
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7” RECTANGU LAR SCREEN

Model 37C30——De fuxe’ GENUiNE mah‘bgany veneer
~ custom-built console with full length doors of breath-
tak;ngly beautiful crotch mahogany effect veneers. Full

range 10 mch ~concert grand speaker. Built-in ‘FADA-

SCOPE’ antenna.»-

% 20 lNcﬁ'
! RECTANGULAR

L @7 A The TELEVISION of

,E . The blg screen coh-

: sole value for 1952 o é \ ] ‘
L L TOMORROW — TODAY !
Al N s

R 31y

_trol side door de-
luxe cabxge(; [‘:Jf
hand enbBe L GEN : 4 The last word in TV performance
JUTIVE fadhbzany L N raled * in all areas 2
_ veneers. Clear sharp et AL
_ pictures with FM y K
} (ffadnid hat s mh G * ey The last word in custom quality
VmatChed St 10 : * cabinet craftsmanship . . .
_inch concert grand
speaker Built-in
“FADA - SCOPE’M

‘_-'wantenna. o

17 |NCH

" RECTANGULAR
SCREEN 17" RECTANGULAR
TABLE MbDEL SCREEN

 Beauty, supe;loﬂ\ per-

- formance and really Model S7C20 — Torally out of
BIG, BIG 17 inch the ordinary de luxe console
‘rectangul‘ar scteen cabinet craftsmanship. Hand
 televiewing. Mou[ded rubbed GENUINE mahogany
. plastic picture frame veneers equal to the
front with GENU- finest custom -buile.

~ INE mahogany ve- Built-in ‘FADA-

- neer cahmet* Built-in SCOPE’ antenna. MODEL
‘FADA - SCOPE’ 10 Inch concert $7C20
antenna.

M-ajtcliipg;«;, grand ‘True-to-Life’
. ' Fidelity speaker.
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yut National
Jicture tubes

better components

better processing

better assembly

Through every step of manu-

facturing—perfection—that’s

why the N. V.C. picture tube delivers,

the better performance, Designed
for conversion and replacement in
every standard make television

set and engineered to give even

a clearer, better and more

lasting pictute.

Write for the name of: our
Representative nearest you.
3019 W. 47th St. Chicago

You will quickly see
it pays to tie in with N.V.C.

3019 W. 47th St.
Chicago

22°

Grays Lake
lllinois

901 W. Huron §t.
Chicago

~

Three plants with over 17 acres of co-
ordinated machinery and personnel,
producing the world’s finest tele-
vision picture and receiving tubes.

L4\
1B K
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Model 443 CYML
The Lauderdale
21" Screen

lts
Eye-Appeal
/s

Buy-Appeal!

Model 438 TVM
i The Deerfield
17 Screen

| 7 ‘0 |
- Sentinel

Evanston e lllinois

RADIO & TELEVISION RETAILING ¢ October, 1951

LIVING PICTURES

Make Sentinel LIP TV Seis

*LIVING PICTURES -

“We'll take that one!”” Those
welcome words are cheering
Sentinel dealers more often to-
day than everrbefore. Customers
eye and buy:the new Sentinel
1952 LP*-TV line because the
sheer beauty of the cabinetwork
and stark reality of Living
Pictures are irresistible sales
closers.

What's more, Sentinel promo-
tions strike a new high in sales-
power—more and better adver-
tising and sales promotion help
than ever! For a place on the
Sentinel bandwagon—if you
truly want to go places—see
your Sentinel distributor or con-
tact Sentinel direct. Quickly!

Sentinel Radio Corporation




For All TV Replacements

Use Sangamo Twist-Tab
|

. q
g &
= i

Capacitors

P Sangamo Type PL “Twist Tab” Elec-
» trolytics are exact replacements for all
television sets or any other application
requiring long life and dependable performance
at 85° C under conditions of extreme ripple
currents and high surge voltages.

Sangamo “Twist Tabs” are available in a wide

range of capgcities and voltages. They are Ask your Sangamo Distributor for a copy
sealed in round aluminum cans and have twist- of the new Sangamo TV Replacement Cata-
prong tabs for washer or direct chassis log. It's easy fo read, easy to use, and

. Dbrovides one point ready reference.
mounting,

SANGAMO ELECTRIC COMPANY
SPRINGFIELD, ILLINOIS
IN CANADA: SANGAMO COMPANY LIMITED,

BCE1-3A

LEASIDE, ONTARIO
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Extra power from 26 tubes (including
rectifiers and picture tube)!

Extra power to produce sharp,
steady pictures even beyond the fringe
areas where reception has heretofore
been considered impossible—or has
been achieved only with a sky-high
antenna that costs nearly as much
as the set. To appreciate Arvin’s
extra power, check the number of
tubes in other TV sets!

Controlled power—because special
control is necessary with Arvin’s
enormous power. Uncontrolled, that
tremendous power, plus the strong
signal from a nearby station, might
cause distortion. You wouldn’t use
a 1,000-watt bulb in a clothes closet.

So Arvin’s Local-Distance Switch,
on “Local,” subdues the power of a
nearby signal. On “Distance,’” it un-

- Dual Power
CUSTOM CHASSIS

leashes the full strength of the
mighty Dual Power Chassis for re-
mote stations. Either way, Arvin’s
crystal-clear, rock-steady picture
simply can’t be excelled by any other
set, regardless of price.

All Arvin Dual Power Custom sets
are available, at moderate extra cost,
with UHF tuner built-in—no con-
verter, no strips, no service call
needed! It’s another Arvin FIRST!
And every new Arvin TV can be
readily converted to receive color.

When you sell Arvin, you’re seil
ing fine TV reception for the distant
future—for stations near and far,
existing or still unbuilt, VHF or
UHF, in black and white or color.

Climb aboard the Arvin Line and
go places—with the fastest growing
name in television!

A few protected distributor franchises are still available. Write Ray Spellman, 'Sales Manager

ARVIN INDUSTRIES, INC., Columbus, Indiana

(Formerly Noblitt-Sparks Industries. Inc.)

Dual Power means EXTRA power—CON TROLLED power!

Arvin's magnificent new 217
French Provincial in genuine
cherry, one af 14 brand-new-for-
52 Arvin Dual Power Custam Sets.
Big 17”, 20” and 21" screens—
table models and consoles—
blond, mahogany and cherry
finishes—priced ot retail from
$249.95 1o $499.95 in Zone 1,

including federal tax.

ArvinTV

Visible Viduwe (@ You can SELL the dierence!

RADIO & TELEVISION RETAILING + October, 1951
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RADIO TRADE DISTRIBUTION

(less competition from non-radio outiets)

2. Radio-Engineered Quality

3. Top Brand Accepfance

¢. Greafest Array of Selling Aids
5. Completely Rounded Line

You get 5-Way Help when you siock and sell RCA Radio
Batteries . . . the line that’s geared to the radio trade.

Radio Trade Distribution means less competition from non-radio
stores in your area. It means your RCA Battery customers come back
t0 you again and again. More repeat sales. Better profits.

Radio-Engineered Quality means increased customer satisfaction
because of longer battery life. .. extra listening hours. Satisfied
customers are repea? customers. Bigger sales, Better profits.

Top Brand Acceptance means faster sales because cus-
tomers are pre-sold on the RCA name. People know
and trust every product that bears the famous RCA
monogram. Bigger sales. Better profits.

Greatest Array of Selling Aids means plenty
of sales help right at the point of purchase.
Sigas, displays, merchandisers, and servicing
aids ... all these help you sell the RCA battery
line. Bigger sales. Better profits.

Completely Rounded Line means you can il |
practically every battery requirement., This
complete line provides a type for almost
every portable and farm radio need. More
sales. Better profits.

Contact your local RCA Battery Distributor AW L S Radio CorPOraﬁon
today. You’ll find out how profitable it is to qhiv. 9 of Americq
switch now to RCA . . . the battery line that"§ o J © . MapE Ny s A,

geared to the radio trade, 4 R

M RADIO CORPORATION of AMERICA

RADIO BATTERIES HARRISON, N, g

-, | : RADIO & TELEVISION RETAILING ‘October, 1951




Here’s the greatest sales story in tele-
vision retailing.

It’s the story of the DuMont chassis
. .. the electronic triumph inside every
DuMont Teleset* that makes DuMonts
Do More. It’s a fresh story. It’s a pow-
erful story...one that only Du Mont
can tell. It’s the convincing reason why

Du Mont television performance is the

finest ever achieved...why, dollar for
dollar, a DuMont is the market’s best
buy.

*Trade Mark

©1951, Allen B. DuMont Laboratories, Inc., Television Receiver Division, East Paterson,

will DO MORE for YOU

Call your DuMont Distributor today.

To help you tell your “Chassis Story,”

he has a brilliant package including

% Die-Cut Displays * Window Streamers
* Pennant Sets * Consumer Folders

* Novelty Folders % Radio Scripts

* TV Spots x Newspaper Mats

The “Chassis Story” puts people in-
side your store, puts profit inside your
pocket! Get in on it today!

RADIO & TELEVISION RETAILING °* October, 1951

Finst w«rk,‘bfw, t-wu{-

N. J.; and the DuMont Television Network, 515 Madison Ave.. N. Y. 22. N. Y
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Sight
Sells It

After all, people
buy TV sets to en-
Jjoy the picture. It
Just makes sense
that the antenna
bringing in the
best picture
brings in the best
entertainment
and the most cus-
tomer satisfac-
tion. Hook a
Para-Con onto
any set and yvou’ll
agree—it sells on
sight.

a0
et
S

sl PO

- A'nyﬂTV Set Performs

Better With a
Para-Con Antenna

Every set performs better
when conditions are better. In-
stall Para-Con when older sets
are starving for a stronger sig-
nal. Install a Para-Con when
any set is being drowned in a
sea of local interference. In the
majority of set installations,
Para-Con makes both old and
new sets perform at their peak.
To be on the safe side every
time, install the sensationally
performing new Para-Con an-
tenna and forestall TV troubles
at both the reception and the
service end.

Proved in Thousands
Of Installations

Spectacular success has been
achieved in practically every in-
stallation. Even in locations far
removed and in difficult terrain
where other more - elaborate
arrays were tried and failed,
PARA-CON aerials not only
bring in brighter, clearer pic-
tures but seize and channel in
stations where dependable recep-

. tion has not been possible with

28

an ordinary antenna. Ward's
new PARA-CON Antenna has
been field tested in thousands of
installations . . . proved far and
away better.

Singles Out The Stations
High Front to Back Ratio
The new Para- s
Con design
achieves an un-
usual capacity
to obtain sharp
directivity over
all the television
spectrum. Para-
Con principles
afford greater
power and less
interfering noise
on each channel.

One Antenna Covers
All Channels

The Para-Con antenna reaches
out and grasps all channels. The
Ward Para-Con has an excep-
tionally low standing wave ratio
combined with a spectacular high
gain advantage on all channels.
Db %« SINGLE BAY PARA:CON
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No Ghost Hunts

No more skeletons in your
ccustomer’s TV closets. Scientif-
ically determined direct imped-
ance matching characteristics
eliminate many ghosts. Para-
Con’s revolutionary design
transfers the maximum power
from the antenna to the receiver
with a minimum of reflections.

Profit-Wise Dealers
Prefer Para-Con *

The antenna is one of the most
important and ecritical compo-

mnents of a TV receiver. Nearly

20% of all TV service calls result
from faulty antennas. The gen-
eral all-around, high perform-
ance of Ward’s Para-Con an-
tenna gives customer satisfac-
tion right from the initial instal-
lation. Expensive call-backs due
to antennas are slashed. Rug-
gedly built for long lasting
trouble-free service Para-Con
withstands winds and weather.
Easy to handle and quick to in-
stall . . . saves time and expense.

See your distributor for
Ward’s answer to your antenna
problems. *Trade Mark

CONICA

PRINCI

Solves 9 out of 10 Installation
Problems—Challenges Comparison

Two best features are incorporated into one BEST antenna. The
praiseworthy features conical type aerjals possess for. supplying fu.ll
audio and full video bandwidth reception are used with a parabolic
design that gives the Para-Con a concentration of signals. Para-Con
is engineered to concentrate the maximum wave energy .on the
antenna by providing all-around, unmatched performance . . . perfect
picture clarity . . . long customer satistaction.

[

The First In TV To Use Parabolic Principle

Parabolic antennas have long been used in special applications for
concentrating weak signals onto driven elements. The brilliant
results of Ward Para-Con are now setting new performance stand-
ards on all channels and in most every area. Ward's Para-Con
Antenna is different. It's new. Now it is possible for one antenna
to meet and solve many of the local problems of installation and

reception.

Ideal For All Band
Fringe Areas

In fringe areas where selection
of a number of channels is avail-
able, Ward’s stacked Para-Con
models provide the idea] coni- o
promise antenna for maximum

results on all bands. Stacked in ‘ 7 a
either two or four bay arrays, s L

the Parabolic design reflectors
reach out, gather and concen-
trate maximum energy on the
antenna elements,

Diagramatic sketch showing how
parabolic reflectors gather in and
concentrate energy on conical
elements,

PARA-CON

(Combining Paraholic and Conical Principles)
ANTENNAS

THE WARD PRODUCTS COBPORATION, Division of The Gabriel -Co.
1523 E. 45th Street, Cleveland 3, Ohio
IN CANADA: ATLAS RADIO CORP., LTD., TORONTO, ONT.
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YOU CAN TELL IT...SELL IT...PROFIT!

/%7 Raytheo
Its Futu

%

IZ

d!

for 3-way television performance

NEW! UHF Tuner!

READY NOW . . . the finest, simplest, most accurate UHF
tuner ever. Can be attached to any Raytheon set built
since January 1950 with the same knob for UHF and
VHF . .. no radio-size gadgets or outside-cabinet gim-
micks needed (fits into present cabinet without changes)
... covers entire UHF band, not just two or three chan.
nels (no re-working needed when new UHF stations
start, just dial them). Any Raytheon can be ordered
with or without this remarkable new UHF tuner . . .
and the tuner is available for any Raytheon set with
the continuous tuner. Raytheon TV . .. it's futurized!

The
STARLIGHT

Maodel RC-1720—

17’ rectangular TV,
AM radig, all-speed
phanagraph.

s

All Raytheon models available with UHF
«confinuous tuner at slight additional cost.

RAYiHEﬂN

TELEVISION

%Au PRESENT TV CHANNELS
% ALL NEW UHF CHANNELS
% ok For COLOR TV

NEW?! Color TV!

READY SOON . . . a color companion unit that can be
attached to any Raytheon TV set advertised as “OK for
Color.” Will receive full color pictures from the cur-
rently approved system. For further information, con.
tact your Raytheon distributor. Find out more about
Raytheon’s color converter and Raytheon TV . . . the
set that’s futurized !

NEW ! Advertising and
Merchandising Campaign!

ON NOW . . . every Sunday afternoon over the full NBC
radio network, John Cameron Swayze highlighting the
news for Raytheon TV . .. telling the story of Raytheon
to the huge non-TV-owning public. To break soon . . .
a huge magazine advertising campaign selling Ray-
theon TV ... the set that’s futurized . . . in big national
magazines, LIFE, PosT, TiME, Goob HOUSEKEEPING and
others. PLus plenty of unusual selling and merchandis-
ing aids for dealers. Yours with Raytheon TV . . . it’s
futurized!

BELMONT RADIO CORPORATION
5921 W, Dickens Ave., Chicago 39, 1Il.
Subsidiary of Roytheon Monufocturing Company

You’re set for the future with the set that’s futurized

ERADIO & TELEVISION RETAILING + October, 1951
|
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SEE MODEL 660 LOAD-CHEK AT YOUR DISTRIBUTOR’S

30

introduces
Servicing
by ' ‘
- Power
Consumption

MODEL 660

LOAD-CHEK for the first time makes it possible for every
technician to utilize what is perhaps the simplest and
quickest of all service methods —Servicing by Power
Consumption Measurements.

Power consumption measurement has long been proved
by auto-radio servicemen as a rapid method of local-
izing troubles in auto radios. But Triplett’s new
LOAD-CHEK is the first Wattmeter to be produced at
moderate cost, and with the proper ranges, to bring
this short-cut method within the reach of every radio
and TV service man.

Basis of the LOAD-CHEK method is the tag or label
on every radio and TV chassis which shows the normal
power consumption.The following examples are only two
of many time-saving uses of this new instrument.

LOCATING A SHORT —The chassis tag may show a
normal consumption of 225 Watts. Simply plug the power
cord of the chassis into LOAD-CHEK (there are no loose
ends to connect or be in the way). Note the reading —
which should be possibly 350 Watts. By removing the

i 0 sl s,
o
o v . fpal ST T S T
S P >
e e

DTS ca
TRmATE T uRL, 3
N BruFerow, oul

rectifier tube you can determine at once which side of
the tube the short is on. With a soldering iron and
long-nosed pliers you can check through the chassis,
locate and correct the trouble without having to lay
down tools or to check with lead wires!

REPLACING BURNED OUT RESISTORS—With the chassis
to be repaired plugged into a LOAD-CHEK MODEL 660,
note the wattage reading with the burned out resistor
circuit open. Now replace the resistor. Should the
increase in watts be greater than that of the resistor
rating being installed, it indicates that an extra load
has caused the trouble which has not been cleared.

LOAD-CHEK is made-to-order for the busy service man
and can help stop costly ‘““come back”’ repair jobs. It’s
a profit-maker because it’s a Time-Saver. And at its
moderate cost LOAD-CHEK can be standard equipment
on every service bench. By all means, inspect this ver-
satile instrument at Your distributor and place your
order, for under present conditions we must fill all
orders on a basis of “First Come, First Served.’’

TRIPLETY ELECYRICALINS!RUMENY COMPANY - BLUFFTON. OHIO. U S A

RADIO & TELEVISION RETAILING October, 1951




BILLION DOLLAR BACKGROUND
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THE PICTURE WITH THE
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§EIVES YOU THE MOST COMPELLING
DEMONSTRATION FEATURE in TV

3
o

i=re's what people see when you turn on a set without Bendix Magic Look at the sensationa! differance when you turn on a Bendix. Magic
IOerluce The picture is coarse, dull, and incomplete, because the set Interlace makes visible and interlaces both sets of broadcast lines
'‘2ows only one of the two series of horizontal lines broadcast from instantly and automatically, and tocks them in place. The piciure is
le studio. For a perfect picture, both must be clearly visible. always clear, solid, complete and easy on eyes—arevelation in realism.
. A GREAT LINE ... A GREAT NAME ... A GREAT “BUY-NOW" FEATURE
5 FREE ﬁ DEMONSTRATION KIT! It has always worked and it always will—show people
e
1"- .

something better and people will buy. And that is exactly
what you do when you show people the amazing
difference Bendix Magic Interlace makes . . . how it
locks in the extra lines that make a picture live . . . how
it produces a new pinnacle of TV realism. All you need
to do is demonstrate this great feature—and Bendix
demonstration opportunities are easy to get with this
merchandising kit that literally compels attention and
action. Place your order now for this powerful “buy-
now”’ promotion. It is free to every retailer displaying
“the picture with the billion dollar background.”

Do Business with 'Bendu' —IT PAYS!

! BENDIX RADIO TELEVISION AND BROADCAST RECEIVER DIVISION « BALTIMORE 4, MARYLAND

1 .
EJ}ADIO & TELEVISION RETAILING < October, 1951 31
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. Arvin Stradivara is. the finest table radio

you can buy! All-new straight AC circuit.
Fine hardwood ‘mahogany veneer cabinet
means console-like tone for customers who
demand the finest. Sells on sight to your
quality trade! Model 5517, $49.95.

Feature the

Radio Line!

Most beauty ... Most tone ... Most value!

Arvin Serenade is something entirely new
in.an AC/DC superhet with five tubes includ-
ing rectifier. In rosewood plastic with a
modern flair, for those who want outstand-
ing beauty, amazing performance, and
unmatched value! Model 5537, $24.95.

in Radi

Arvin Rainbow is the famous shatterproof
AC/DC set that stops traffic wherever it's
shown! Choice of 6 House and Garden
colors—Cherry, Flame, Citron, Avocado,
Pebble, and Ivory.Your perfect price leader,
Model 5407, $18.95.

lelvet Voice @ Jou can SELL the difference !/

Arvin Radio is making terrific gains every-
where! It’s the most complete radio line for
1952! Eight table radios in 23 color choices—
six radio-phono combinations—straight AM
or FM/AM —prices all the way from $17.95
to $179.95!

Arvin provides the right answer for every
customer—with plenty of chance to trade
them up for more profit. Incomparable styl-

ing. Unmatched Velvet Voice tone. All backed
by a solid campaign of national advertising
in leading magazines, plus newspaper mats,
radio spots, car cards and displays to help
you clinch sales.

There’s still time to get in on this rich,
fast-selling, profitable program for the Christ-
mas trade. But there isn’t a minute to lose.
Get in touch with your Arvin distributor now!

Arvin Industries, Inc., Columbus, Indiana

All prices subject to
change in accordance
with OPS regulations.

(Formerly Noblitt-Sparks Industries, Inc.)
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ommercial Credit helps
appliance dealers grow

OMMERCIAL CREDIT'S wide experience In
C handling millions of financing transactions
assures smooth, efficient service in furnishing
dealers with a complete financing package .
from distributor to customer. Through hundreds
of offices, CoMMERCIAL CREDIT furnishes nation-
wide service on a local basis. You get quick,
sound credit decisions that enable you to close
more sales faster.

Find out today why more dealers finance more
home appliances through CoMMERCIAL CREDIT
than any other national financing plan. Ask your
distributor, or call the CoMMERCIAL CREDIT
office nearest you for complete information
without obligation.

COMMERCIAL CREDIT
CORPORATION

IVE Customers Benefit From Broad Insurance Protection. Property A subsidiary of Commercial Credit Company, Baltimore
;| jInsurance protectsioustosners exentier o chiog e ee ...Capital and Surplus over $100,000,000... offices
! to, merchandise as outlined in policy. Life Insurance pays . L. . .

| off indebtedness in event of purchaser’s death. in principal cities of the United States and Canada.

Reputation For Integrity. Dealers everywhere like to work
with CommERcial CREDIT. They know they can depend
on financing as usual during times of plenty, times of
shortage . . . war, peace, prosperity or depression. Custom-
er financing includes all details of credit investigation,

" collection, insurance, adjustment and prospect follow-up.
Wholesale Financing : ! . i

Fast Credit Approval

Life Insurance Protection
Property Insurance Protection
Automatic Sales Follow-up
Tested Collection Service
Builds Customer Good Will
Nationwide Facilities

Mo PROATS

Moz SAHSEIED

UWsToMERS

information of interest to every dealer. Explains how the
CoMMERCIAL CREDIT PLAN helps you close more sales,
make more profits. If your distributor can’t furnish you
with a copy, call your nearest CoMmERCIAL CREDIT office.

$ Ask Your Distributor For 2 Copy of This Book. Contains important




Feature these popular combinations from l_flze

T
NS S .
ST = R, Sy,

_Z. BEAUTIFUL PERFORMANCE

e Matchless pictures—new brightness —
steadier, sharper with new A.G.C.

e 3-speed fully automatic record-player—more
than 4 hours continuous music.

e Outstanding radio . . . superb tone from
famous Stromberg-Carlson audio system.

e BEAUTIFUL CABINETRY
¢ Enduring designs, modern or period,
fashioned from choice hard woods.

CHIPPENDALE Superb. pe-
riod .combination, 177 TV.

STANCLIFFE 24” combina-
tion with beautiful I})ictures
1

: . AM radio . . . 8speed o Ten-step finish with complete hand-rubbfng. as large as your full news-
automatic record-player. A . paper page. AM-FM . .,
Inclined safety glass .to ¢ Decorative perfection every woman 3-speed automatic record-
minimize room reflection. demands for her home, player. Model 24 RPM,
Hand-rubbed mahogany $975*%

veneer cabinet. Model 817
RPM4, $495%

NEW WORLD Exquisite
modemn combination. 17”
TV...AM radio...3-speed
automatic record-player In-
clined safety glass. Gener-
ous album space. Limed oak
veneers. Model 317 M20,
$575°

18th CENTURY Authentic
period instrument. 20” or
19" TV . . . AM-FM . . .
3-speed automatic record-
player. Mahogany veneer
cabinet. Model 20 RPM,
$785°. Model 119 RPM,
$750*

Every Stromberg-Carlson combination brings you the extra values of
Dual-Beauty. Feature Stromberg-Carlson, Let Dual-Beauty sell for you.

Stromberg:Carlson television combinations are priced from $439.95+%

5 . ‘
Zone 1. Includes excise tax. Installation, warranty extra,

“There is nothing fincr than a STROMBERG-CARLSON >
Stromberg-Carlson Company, Rochester 3, N. Y. —In, Canada, Stromberg-Carlson Co., Ltd.,, Toronto
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TV SET PRICES SEEM SET at the present time with
little chance that they will change much between now
and Christmas. In the meanwhile, inventories are being
steadily whittled down, with manufacturers keeping a
sharp ‘eye on production, trying to pace same with

.~ market.

| tax committee’s plan.

ALI. SORTS OF PREDICTIONS ON POS-
SIBLE SHORTAGES are floating around, with a
great many still forecasting limited supply of a great
many products, including some major appliances early

n 1952.

109, TAX ON WASHING MACHINES, VACUUM

' CLEANERS, DISPOSAL UNITS proposed in Senate
Electric razors and -heat pads -

would be exempt.

SO FAR AS TV IS CONCERNED, IT'S
PRETTY TOUGH tryimg to guess the market ahead

' price-wise, numbers of manufacturers are finding out.

Wave of price reductions are all “temporary,” but there

| isw’t much time left between now and the first of the

year to make any changes.

THE INDUSTRY FACES A BAFFLING MARKET
PROBLEM for 1952, a solution for which must be
found quickly if full employment and progress are to
be assured. This ’52 market problem can be largely
solved by prompt settlement of pending issues of TV
allocations, VHF and UHF, and color-TV. It is time
for the radio-TV industry to send its top executives to
the capital city to confer and plan with FCC, NPA and
military authorities. It’s time, too, for wholesalers and
retailers to write to theit Congressmen and Senators,
urging action. Such whole-hearted activity will back
up the brilliant work in interpreting the industry to
Washington officialdom now being carried out by the
new RTMA president and a few industry-minded
executives and trade association officials.

ADDITIONAL PROOF OF TV'S EXPANDING
WORLD-WIDE impact seen when @ Du Mont “Tele-
cruiser”, a complete TV studio on wheels was lifted
aboard a freighter for shipment to Radio-Televisao,
Paulista, S. A., of San Paulo, Brazil in time for pro-
gramming this month. The outfit contains more than
$100,000 in equipment, including the latest Du Mont
dual image camera chain for field use. The unit was
developed by the Television Specialties Department of
the Allen. B. Du. Mont Laboratories, Inc.
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SALES INCREASE NOTED IN MANY SECTIONS
of the country, but the pickup was gradual, starting in
late August and early September. Mid-September found
sales much improved, and a brisk climb is looked for in
October.

“TELEVISION IS THE NEW SCAPEGOAT
wherever busimess declines can’t be hitched to a known
cause. TV keeps people at home, so arguiment runs,
and they dow't need as many going-out clothes.”—From
“Iabor Market Letter,” N. Y. State Dept. of Labor.

PROOF THAT TV ADVERTISING PAYS is seen
in the recent compilation of station and network profit
and loss statements. This backs up expectations that
when FCC opens up' applications for new TV stations
in early ’52 there will be a demand in most markets far
exceeding the number of available channels. During
the first year of big time telecasting, most stations and
the networks operated at a loss. But during the second
year the profits pulled ahead of the operating costs, with
few stations showing a net loss.

HOME-TRIAL OFFERS STILL ONE OF THE
MOST EFFECTIVE ways to sell TV sets, progressive
dedlers all over the country are finding. Ouver the whole
picture, the percentage of sales consummated in using
the on-trial techmique is satisfactorily high. Some steps
smart dealers take to protect themselves and their cus-
tomers: 1. Check prospective customer’s credit stand-
ing. 2. Have person seeking home trial sign a simple,
casily-understood conditional contract with no gim-
micks in it. 3. Make sure members of the family under-
stand how to operate the set.

ALTHOUGH THE NUMBER OF PERSONS EM-
PLOYED in New York State has increased by more
than 300,000 since the start of Korean hostilities, the
demand for new workers is 209, greater than it was a
year ago, the State Employment Service reveals.
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‘What's Ahead! —in Radio,

LOOK FOR THIS CHRISTMAS TO BE MUCH
BETTER than last year when we experienced an early
season rush and a late slow-down. The 1951 Christmas
business should wind up with below-normal inventories
of TV sets, radios and electrical appliances.

FRB CRACKS DOWN ON TRADE-IN RACK-
ETS. Federal Reserve Board says following practices
would be considered evasions of the controls: 1. Cases
in which dealer does not receive products for which
trade-in allowances were made. 2. Transactions wnder
Reg. W where article accepted as trade-in had nominal
or negligible value or that bore no reasonable relation-
ship to the so-called allowance. 3. Cases where prices
of article being sold were increased in order to offset
the amount allowed for trade-in. Board would also
request dealers to keep records of trade-in deals.

PHONO RECORDS AND SMALL PHONO PLAY-
ERS will be hot items this Christmas. Look for brisk
business in Kiddie records and children’s novelty phono-
graphs. Dealers who suggest platters and albums as
ideal gifts, and get such themes into ads and displays
early in the season will really go to town.

TERRIFIC INTEREST IN' THAT COAST-TO-
COAST HOOKUP, bringing TV viewers the Japanese
peace lreaty seen as one of the most potent sales-
builders television has ever had. Next year's highlight
will be political campaigns wwhich just about everybody
will want to hear and see.

A NEW WAY TO SELL AUTOMOBILES was re-
vealed recently by Crosley Cars in its announcement of
the appointment of Masters, Inc., a large midtown
New York TV-appliance dealer, to handle the entire
Crosley line. Masters is displaying a Crosley station
wagon, retailing at $1133 on the same floor alongside
such items as TV sets, refrigerators, washers and other
similag merchandise.

_— e e

“|t's the service man who's been trying to fix the radio. Mo one knows
how to get him. out.””
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TV SERVICE REVENUE CONTINUES to pour into
maintenance and installation departments of progressive
stores, with a great many organizations hard put to keep
up with the demands of customers. Prime headache today
with most service managers is in trying to keep every-
body happy by answering calls as promptly as is pos-
sible.

PLANS FOR THE CONTINUATION OF THE
ELECTRIC HOUSEWARES gif.t campaign for 1952
have been approved by the Electric House'ware; Sec-
tion, National Electrical Manufacturers Association.
The industry's long-range wmerchandising program,
aimed at capturing a larger share of the year round gift
market, will continue to use as its theme: “Give Elec-
tric Housewares—First Choice for Ewvery Gift Occa-
sion.”’

“TRAFFIC-BUILDING ADS BASED ON TWISTED
FACTS have been deflecting trade from the clean,
legitimate retailer for entirely too long. When a cus-
tomer finds ad copy and picture are unrelated, the ‘$99
special’ is nailed down to the floor, or the ‘home dem-
onstration authorization’ he signed was an iron-clad
sales contract, the established, service-minded retailer
loses his business to a competitor’s subterfuge and,
worse, he also loses part of the good name he has built
up through the years. We needn’t accept these prac-
tices without protest.”—Mort Farr, well-known Upper
Darby, Pa., retailer, and president of the National Ap-
pliance & Radio Dealers Assn.

TELEVISION OUTPUT IN BRITAIN is now
runpming 750,000 sets a wyear, with radios totaling
1,500,000 for 1951. A niunber of English firms showed
projection TV sets at the recent Earl's C ourt radio TV
show in London, but most popular were the 12-inch
direct-view sets selling for $150. to $200. Biggest tube
shown was 21-inch, in set selling for $800. The projec-
tion sets cost about $300 for 19-inch screen or 344 foot
wall picture. H ighest-price combination radio-TV at
the show was ticketed at $2000. Awmong radio novelties
was line of portables covered with bright-colored tartan
cloth. British radio-TV output last year totalled a

quarter billion dollars,—one fourth in exports.

KEEP THOSE BATTERIES IN THE REFRIG-
ERATOR, where unlike bananas they’ll stay fresher!
In a statement concerning the necessity for flashlights
and good batteries to be included in defense kits for the
hgr{lg, W. S. Allen, general manager of the electrical
dlYlSlOn of Olin Industries, Inc., makers of Bond-
Winchester l?attedes, advises that dry cell batteries can
be kept at highest possible strength by storing them in

a refrigerator or food freezer, preferably in a tightly-
sealed container such a5 2 glass jar.
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! COMPLETE LISTINGS OF THE 1500 RADIO-
ELECTRONIC manufacturers who will be producing

W over $7 billions of military electronic equipment by the

| end of the present fiscal year, are presented with 11,000
| product entries in September TELE-TECH, issued by

' Caldwell-Clements, Inc., 480 Lexington Ave., New
York. How to get business from the Air Force, Army
| and Navy is also described in this September number,
the largest, in point of advertising, in TELE-TECH’s
' history. Advance specifications for compatible color-

wave features in the issue.

S TV are included among other TV, FM, UHF and micro-
f

! A CONTINUING TREND TOWARD IN-
' CREASED use of the general sales tax as a major

) source of state revenite was broadened this year. New

|t we have to have “ducts” in the upper airstrata. These.

i é : ]
[33 sales and use taxes were enacted in 1951 in Georgia,

| Maine and South Carolina, bringing to 31 the number

| of states now levying sales taxes. Sales taxes were re-
enacted in Connecticut and North Dakota, while such
levies were increased, broadened or otherwise strength-

ened to up revenue . at least seven states—Alabama,

. Avkansas, Florida, Ohio, Rhode Island, South Dakota
and West Virginia.

TROPOSPHERIC INTERFERENCE has continued
~during recent autumn days,—coming in occasionally
' with 1ts tell-tale Venetian-blind effect often accom-
 panied by sound “gurgles” as the interfering signal
;‘,ﬁghts to take over the FM limiters. Studies of this
é subject indicate that before such TV DX is experienced

| form when there is humidity of more than a certain
degree percent and also temperature. If there is a side
wind blowing the “duct” is often blown away! These
conditions usually exist over, or near bodies of water.
One of the worst places is between San Diego and Los
Angeles on the Pacific Coast.

NARDA URGING MEMBERS TO FILE PRIC-
ING CHARTS, pointing out that the OPS is threaten-
~ing crackdowns. Statement says, “Our industry is
likely to be a prime target because of the many vio-

s lators. .. .”

PROPERTY ASSESSMENT FOR TV ANTENNA
homes of $200 each, which added $11.60 per year to tax
¢ bill' of Ridgewood, N. J., inhabitants, has been wiped

¢ off the books. Tax was aimed at sets, but did not apply

to sets with indoor antenna.

Appliances, Records and Television

BILLS TO CURB OR STOP SALES OF ELEC-
TRICAL APPLIANCES by public utility companies in
competition with independent dealers were introduced
in several state legislatures this year, but were enacted
in none. Only state that has had a law prohibiting utili-
ties from selling appliances is Kansas, and that law was
declared unconstitutional by the Kansas Supreme Court.
Efforts to get passage of bills preventing utilities from
selling appliances were defeated in Ohio, Maine and
Alabama.

CONNECTICUT BILL TO PROHIBIT public
utilities from engaging in retail appliance business was
unsuccessful. Julius Singer, Colchester dealer, said that
such companies obtain their right to operate and have
their rates set by the State Public Utilities Commission
and thus act as “agents of the state.” He contended
that it is “unfair for an agent of the State to compete
with private enterprise.” The Connecticut dealer
further asserted that power companies can afford to sell
appliances at cost or at a loss, and make up the differ-
ence by having their rates increased.

IN OPPOSITION TO THE bill to stop utilities from
selling appliances at retail, an official of the Connecticut
Light and Power Co., said that profits or losses from
retail sales of appliances by his company do not enter
into consideration when changes in power rates are
sought. He said the only reason back of the utility’s
sale of appliances was to increase sales of power, and
he pointed out that utility advertising urged readers to
patronize local dealers. He said that his firm spent
about $80,000 last year for advertising of that type.

“WHAT CAN YOU RIGHTFULLY EXPECT
FROM YOUR TV SET, and Your Dealer”, title of o
folder issued by the Better Business Bureaw of Phila-
delphia. For distribution to consumers the pamphlet
suggests, among other things that customers buy from
a reputable dealer, that they read all guarantees and
service contracts thoroughly, and that the customer
shouldn’t try to chisel because “you will short-change
yourself in the end.”

CONTINUATION OF THE STEADY TREND of
recent years away from discriminatory state chain store
taxes is revealed by a survey of developments in state
legislatures throughout the country this year. Georgia
has repealed a chain store tax which had been imposed
on a graduating scale on the basis of number of stores
any one firm had. A bill to repeal Florida’s chain store
tax failed to reach final enactment.

FUTURE EVENTS OF

INTEREST TO READERS

Oct. 8-12: National Hardware Show, ference and Exhibition, Edgewater Laundry Conference, Commodore

] Grand Central Palace, N. Y. Beach Hotel, Chicago. Hotel, N. Y.

& Oct. 13: Business Session of the I6th An- Nov. [-3: Third A | Audio Fair, Hotel

| nualIConference. International Assoc. Oct. zi-nd: Summer FUL"“'J"O Market, Mer- New Yol:hr. :ln.u;. i Tl

| trical L ' ! ise Mart, Chi s

i ::I Er::wrlg:le;::.gues ezl e R R | [ Nov. 5-8d: 7th A"-lnddusfry Refrigeration

. : L o and Air Conditioning Exposition
Oct. 15-16: 23rd Boston Conf Oct. 30: National Home Vacuum Cleaner : i 4

i { Disfribuﬁo:i, nge?nS'}af?:r.mBe;siZn.on Conference, Hotel Commodore, N. Y. N i c.blcnqo. ]

W ] . Jan. 7-18: International Home Furnishings
ch.' 22-24: National Electronics Con- Oct. 31-Nov. |: Fifth National Home Market, Merchandise Mart, Chicago.

gy = e
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Now added to the profit-packed
Million Proof line

RCAVICTORS newes]

The Bristol—17-inch Picture Power Super Set—the ‘ )‘ The Preston—17-inch Picture Power Super Set
price leader in this excitingly priced line. Super- B —designed to capture the cream of the tabl.e-
strong, super-clear picture, double-locked on the model market. Superbly styled cabinet in
screen. Metal cabinet with lovely maroon finish. Phono- ' walnut or limed oak finish, and there’s no
jack for “Victrola™ 45 Attachment. (17T-153) extra charge for mahogany. (17T-155)

The Kendall—17-inch
Picture Power Super Set
—sales-catching modern
design. Here as in all
Super Sets, the famous
“Golden Throat” tone
system has been stepped
up in power and newl:
interlocked with picture
controls. (17T-174)

Now 19 great Million Proof sets—
all with customer-satisfying quality

proven in over two million sales.

Y 1 <3
OThe York e t \ ]
97 [ ]
(eT105) :‘_/";\ ,‘A /” “'ﬁ, [| Bt | R
The Keat 1 é_‘m—ti:: *The Nig;ln:\d ONLY RCA VICTOR
{717104) =1 H_"I d‘T {rmiz) 1HAS THE
e Hiflsdale ° ) i’
(97126) GOLDEN THROAT®
Many Million Proof models are as ailable
with “Power-Plus*”* Chassis for peak “Victrola™ T. M.
The Newport . . . Reg. U. S. Paw. Off,
{77103) reception in weak signal areas. Your 4 SR LIOR
customers pay ounly $30.00 —exira.
e =
: [( =
The 17° Provincial =ip _,
{77125) __ " & SN
v S R — 4 = =
g s = L v - |
The Bentley ¥ ____I ~
(4n101j . - =
The Rutload The Somervell *The Regency The Wisston ®The Foirfield The Mod ." inci
(77143} T4y (mas) {1m132) imnf (emozijm rh«(g;gm(k s l':“:;‘;;lnunl

New spectacular say ings make RCA Vietor more than

ever the best bet for your best-seller list
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FROM THE ELECTRONIC SUPER CHARGER

0o

A startling new electronic advance that
means more sales for you.

What it is:

A revolutionary new circuit system known as the electronic
supercharger which automatically compensates for location—
reduces interference.

The strongest, clearest pictures ever.

The most exciting customer benefit to talk about since
big-screen television.

The latest in a long list of reasons why RCA Victor
Maillion Proof Television is America’s favorite.

What it does:
Opens a whole new market among fotks in difficult reception
areas.

Gives you the greatest sales story since modern television
was launched. -

Gives your customers more reasons than ever before to
buy television nouw.

Yes, the new RCA Victor Super Sets give you new sales
power to sell even the most determined TV holdout.

At your service—The vast facilities of the RCA Service Company

RCA VICTOR

DIVISION OF RADIO CORPORATION OF AMERICA

i Y
¥ Y

RCA VICT()R_ World Leader in Radio . . . First in Recorded Music . . . First in Television

he Hampton—17-inch Picture Power Super- Set—
ompact Consolette perfect for today’s market. (17T-160)

.
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Gel Ready Now

WAYS to SPUR EARLY XMAS BUYING

Advance Planning and
Promotion Stretches the
Season, Increases Volume

1. Get holiday displays in windows and on show-room floor right
after Thanksgiving
2. 1%Jse”'rclgc}a1 p:w eaEy crgdlff terms to push sales of big-ticket items o Christmas business should b
or nstmas Eve Delivery good this year, but sales aren’t go
3. Put the holiday flavor in your advertising copy, starting right ing to be pushovers. The wa;
after Thanksgiving things look now there will be a lo
3 i s B " . of shopping around by consumers
4. With TV, and large appliances requiring installation, urge ‘em particularly so far as the big-ticke
to buy #ow to prevent possible disappointment. ; items are concerned.
5. Guarantee list prices against decrease between now and Christ- Christmas buylng by merchants
mas to interest the "waiters" will be late this year since most
stores have been hampered by top-
6. Display signs offering gift suggestions for everybody—"him",
"her", etc., and offer to hold any item for a small deposit
7. Start playing those Christmas carols early—in the store, and
outside of the store (whera permitted)
8. Get the young fry talking about your store by setting up some
non-commercial displays for them, such as ''Xmas villages'',
moving electric trains, etc.
9. Use the "Gifts-Sent-Anywhere" angle to get your share of this

10.

kind of business. Make offer via attractively lettered card

Send out direct-mail "Gift Suggestion Lists" early, Have enough
printed for several follow-up mailings. Provide place for cus-
tomer to check off items interested in in order to receive further
information from dealer

et e i, e et

1
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or Christmas Selling

ﬁneavy inventories they have been
rying to reduce.
| A great many retailers will be
hlacing last-minute orders when
they find that they are experiencing
increasing demand by consumers.
ast-minute buying calls for a great
;ﬁeal of caution on the part of the
AHealer in order to avoid overboard
sburchasing.
i With the uncer tainty of this
iloresent market, merchants should
nlweigh each purchase as a possible
. ='a.rry-ovel item, and, therefore
;hould ask themselves whether such
wibroducts will sell next year, and
iwhether the retail price is likely to
ppold Pre-Christmas purchases by
the dealer must be placed with due
;are and deliberation even if they
are transacted with the supplier at
"‘#’L very late date.
i
i Advance Planning Pays
?LDealers who are aiming to get

b
>

\lheir share of the Christmas busi-
llhess are mapping out their sales

iSitrategy in advance. Such mer-
F Lﬁhants plan early displays in show-
vindows and in the store. Right
il] ftex Thanksgiving, the Christmas
lh. heme needs to be stressed.
?_[ The necessity for urging custom-
f rs to buy early is quite apparent.
.|n the first place, the shopper who
Fets all of his Christmas purchas-
l,ng finished well in advance of the
liolidays is in a better position to
{injoy the event, and he can avoid
fhilling in with the last-minute
irowds.

Too, the early shopper can make
drrangements to have that TV set
ﬁ”;l big appliarice delivered before
hj;hnstmas thus eliminating the pos-
tiibility of being disappointed. Ad-

antages of early shopping should
ire pointed out by the dealer in his
.1splays

Work All the Angles

Relaxed Regulation W credit
erms can be used to close many a
vig -sale well in advance of Christ-
nas. Dealers should stress easy
ayment plans in advertising in or-
er to suggest the idea to consum-
rs in thejr trading area.

In cases where purchasers wish

“surprise” other members of the
| amlly with a TV set or a major
#ppliance; where some installation
Bs }equlred _early buying is a must.
‘Sign Up Now” signs in show-
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Dealer's
Hohday Gel- Ready
Checkhsf

Xmas ad campalgn mapped ouf. .
Seasonal show-window displays visualized? _ .
In-store decorative themes and materials readied?_ ..

Salespeople properly briefed to go after early"sales?_ . ..

All arrangements made to hire needed extra personnel? . ..

New credit terms understood 'ﬂworo;aghly by all salesmen? . _ s 2.

Plans completed to rearrange +he s’rore s stay-open hours?

Storage facilities provnded for fhai' exfra merchandise?__ ...

Gift-wrapping materials and counter space provuded for. &

Service deparfmenf all set for the big Yulehde rush?- d i

windows and in the store should
inform customers that such -pur-
chases will be placed immediately

on a schedule for delivery, and that

the products will be set aside for
the customer.

Because of the high cost of food,
high taxes, and mounting expenses
in general, there will be a lot of
price-resistance among consumers
this Christmas, and this needs to
be met: by good salesmanship.

Everybody knows that the con-
sumer durable products in our field
last ‘for a great many years, and
that they are, therefore, good in-
vestments. Salesmen who are on
the ball will point out these fea-
tures, and will stress the fact that
a great many products have been
lowered in price over prev1ous com-
parable models.

In order to build up store traffic,
many dealers set up mass displays
of low-priced .items in their win-
dows, featuring electric house-

wares, phonograph records; and
some ‘“novelty’” products handled
only during the Christmas season.
Price tickets on low-cost items will
bring in lots of business off “the
sidewalk this year, and, hence,
should be used.

Sell Electric Housewares

Small appliances, always good
sellers as . gifts,. include . electric
blankets, broilers, bottle warmers,
casseroles, door chimes, clocks, corn
poppers, hair: dryers, . coffeemakers;
egg cookers, fans, space heaters,
fryers, grills, and wafflemakers;
irons, juicers, ice -cream' freezers,
liquefiers, mixers; heat pads, pres-
sure cookers, hot plates, roasters,
toasters, vaporizers and vibrators.
Smart merchants make up a num-
ber of those “For-Him, .For-Her”
signs. listing specific 1tems as valu-
able suggestions for shoppers.

(Continued on page 124)
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People Buy the Brands

Progressive Merchants Key Factors in Developing
Favorite Makes in Their Trading Areas

Wide-awake merchants make the make popu-
lar in their respective communities. They
select the brand, and thejr customers accept
it. Dominant brand-acceptance in any area is
always brought about as the resuit of good
hard work by the right kind of dealer.

e Proof that the aggressive, pro-
gressive retailer who pushes sales
is king-pin so far as product brand-
acceptance by customers goes ' is
seen at every hand.

In cities and towns all over the
country, the influence ‘the alert
dealer exerts over his customers in
promoting his own choice of makes
of radios, TV sets and appliances is
quite strikingly apparent.

In some localities a certain brand
will be an outstanding favorite,
while in other places it just won’t
sell at all. And this situation pre-
vails to a great extent in spite of
the size of the manufacturer and
the amount of money he spends in
consumer advertising. The dealer
who pushes a make is backing up

the promotional activity of the

manufacturer. :

With cigarettes and razor blades,
it’s a different story. The leaders
in such products are the leaders
everywhere. But with radios, tele-
vision sets and electrical appliances
the powerful local dealer sells the
brands he selects (and they're in-
variably good ones) to customers
who accept with confidence the
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things the merchant tells them
about the make.

Dealers have pioneered the prod-
ucts of newcomers, and pioneering

‘days are by no means things of the

past.

Since the end of World War 2,
we have seen many remarkable in-
stances of where new makes of ra-
dios, TV sets and appliances sprang

up to challenge the leaders.

We have seen some old, but erst-
while “dormant” refrigerator makes
climb up among the giants.

We have seen a manufacturer en-
ter the crowded vacuum cleaner
field and go places; a washing ma-
chine maker awake from a deep
sleep to put himself up among the
leaders in automatic sales due in
no small measure to forceful mer-
chandising by local dealers.

About Brand-Switching

We have seen wholesale brand-
switching by dealers and customers.
A number of years ago, customers
usually traded in an old make ra-
dio or appliance for the same brand.
Today’s merchant has more of a
say than ever before in helping
customers. choose brands. Even in
cases where the customer with a
trade-in has been perfectly satis-
fled with the make, the efficient
dealer can sway such person to
switch in cases where he thinks an-
other brand is a better buy for
his customer. Such practice has
changed the trade-in picture radi-
cally. Today, the rule is that the
customer is nearly always willing
to listen to a brand-switching sales
talk by the reputable, alert mer-
chant.

The factors involving the varia-
tion of brand-acceptance locality-
wise, and the ability of new-comers
to successfully cope with the giants
are actually few in number. RBut
among such factors the dealer
stands out as the most important
one.

A maker can spend all the money
in the world plugging his product
in national advertising but the cus-
tomer can’t buy if (1) he doesn’t
find the product in his favorite
store, and (2) he won’t buy that
particular make if the dealer “sells”

the customer away from it in favor
of another brand.

Manufacturers and distributors
must get . dealer-acceptance, and
dealer cooperative effort if they
hope to do a big job in specific lo-
calities, even with the Dbiggest
brand-names in existence. Of
course, it’s necessary for a manu-
facturer to capitalize on other fac-
tors having to do, and importantly
so, with nation-wide brand accept-
ance. The product must be good,
it must be priced right, and it must
be advertised nationally.

But the manufacturer who spends
fabulous sums of money in promot- §
ing his merchandise to consumers
on the one hand, and who doesn’t §
work closely with the right kind of
dealer on the other, will find a very §
spotty condition for his merchan-
dise in the national market. Charts §
accompanying this article prove ¥
this point most vividly.

Good Merchants a Must |

Strategically located good leaders.
are so very important to the man-
ufacturer in getting his product
widely and consistently accepted by
the consumer, that the manufac- |
turer and his distributor should |
lean over backward in finding the
progressive, aggressive dealer, and
in working hand-in-glove with him
so that the merchant will become a
local partner of the maker and the
wholesaler. Without such coopera-

“tion, the product will be “errati- |

cally” marketed. It will, for in-
stance, sell like hot cakes in New
York, be a drug on the market in
Los Angeles, and a weak sister in
Syracuse. Another look at the ac-
companying charts will' bear this
out.

There are numerous instances
we lfnow of to prove that the dealer
is king-pin. Merchandising experts

We are indebted to the following sources for
material dlge;ted in the charts: The Milwaukee
Journal, Indianapolis Star & News, St. Paul
Dispatch Pioneer Press, Duluth Herald & News-
Tribune, Columbus Dispatch-Ohio State Jour-
nal, Omaha World Herald, Birmingham News
& Post-Herald, The Washington Star, Sait
Lake City Desert News, McClatchy Newspapers,
San Jose Mercury-News, Seattle Times, The
Spokesman Review and Spokane Daily Chron-
icle, Miami Daily News, Beaumont Enterprise,
Beaumont Journal, Iflinois Daily Newspaper

Markets, The H . i
Angeles' Tines! ouston Chronicle and The Los
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the Dealer Pushes!

can sit in the manufacturer’s office

1 and lay the country out in sections
for distribution of the firm’s prod-
Suct, and still end up with a great

‘many weak spots because they
haven’t the right kind of dealers
in certain sections.
! A nationally advertised washing
'machine we know of can’t get to
\first base in the rich suburban
| Tcounties of Westchester and Nassau
lin New York, and the same goes
' for a nationally advertised refrig-
| erator.
i One of the largest retail outfits
;hin the state of New Jersey did a
{ terrific job selling a comparatively
small manufacturer’s TV set, and
' neglected the merchandise of one

.of the leaders because the owner
didn’t like the policies of the latter.

We know numbers of dealers who
I sell a great many TV receivers and
radios manufactured by firms who
do very little national advertising,
and hence, are not too well-known.
{And these dealers also carry the
I big-brand name makes!

Such is the power of the aggres-
t[sive retailer! He is more than a
| point-of-sale automaton.
|"  He makes his store the point-of-
\lsales effort. He has the last word
1 with the customer.

He selects merchandise he sells
|the people in the community he
'serves, and he selects it as an eX-
ipert who doesn’t give a hoot in
ihades whether the manufacturer
‘f likes his choice of brands or not.
Such dealer picks out the products
which give him the least service
theadaches, provide him with a
' proper profit spread, and whose
manufacturers and wholesalers give
1 him the most cooperation.

Guard Makers’ Reputation

Manufacturers all over the coun-
try are becoming more aware of
. this tremendously important driv-
er’s seat the merchant is presently
| occupying.
| Dealers guard the reputation of
' the maker, for without the servic-
% ing ability of the merchant’s main-
tenance department, the manufac-
turer would be unable to please
! large segments of the public.
: Reputable dealers today are faced
with serious and expensive prob-
| lems in seeing that new TV and ra-
| dio sets and appliances are in tip-
(Continued on page 114)
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| Merchants who do an outstanding job pushing a certain make are chiefly responsible for the
great variation in well-known TV brand acceptance among customers as shown in above chart
showing makes owned. J
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Three famous radio brands fare quite differently sales-wise in the eight cities shown in the
graph above. The aggressive dealer’s choice is the consumers’ choice as well.

ELECTRIC
Q

Point-of-sale effort by retailers really counts in putting over makes in various ¢
See above how big-name washer brands click when pushed, siump when neguI:c:::.e e
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Modern Diversified Store

Sound Business Methods, Outstanding Service,

Efficient Layout—Keys to Successful Merchandising

o Twenty years ago Harold Freed-
man started selling radios and ap-

pliances in the same block where

today he still operates his large,
modern, diversified store. With no
special formulas or gimmicks, but
with plenty of work and long hours,
he has built up a solid reputation
locally and in the outlying districts
of Springfield, Mass.

Freedman owns his own two-
story building. The store, both

inside and out, is one of the most.

modern to be seen anywhere. De-
spite this fact, he engaged the well-
known architect, Bernard Soep,
who has recently done buildings in
both New York City and in Boston,
to completely remodel the interior.

The upstairs, at present used
only for storage, will be decorated
and outfitted to house a salon for
leisurely inspection of de luxe TV
sets and radio combinations. The
record department, presently down-
stairs, has also overrun its boun-
daries, and will be expanded and
moved upstairs.

The photo below shows part of the line of refrigerators displayed in this
well-lighted store, while a salesman and his customer discuss the fine

points of an electric range.

The main floor is being rede-
signed by Mr. Soep so that two dif-
ferent floor plans, one for the
Spring, and one for the Fall, will
be used. (See accompanying blue-
prints.)

The basic floor plan is built
around four long rows of radio, TV,
and white goods, running from the
front of the store towards the rear,
so- that customers who wish to get
to the cash register, office, service
desk, ‘or record department must
pass along the rows of big-ticket
merchandise:

Freedman believes there should
be a definite relationship between
the yearly dollar volume of sales
for each type of merchandising and
the floor area devoted to that type
of goods. He has spent years think-
ing about floor traffic and layout,
and has decided that no one plan is
perfect, but that the best plans are
flexible.

There is only one TV station
which can be received consistently

(Continued on page 46)

A tall TV tower atop this modern-design store
attracts attention on Main Street, Springfield, i
Mass. The legend, Radios, Television, Appli-
ances, Records, states clearly the four classes
of products available inside. i

‘ ‘I

Separate display counters for 78 Pops, classical microgroove, and 45
RPM discs are placed with plenty of sl;ace between. On the r’ight may

be seen the doors of three of the listening booths.
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In these floor plans which will be used to remodel the interior of Freed-
man’s already modern store, it will be seen that the merchandise areas
are shifted with the seasons. In the Winter Plan B, emphasizing radio
and TV sets, will be employed, while during the Summer TV will be
replaced by white goods. The second floor shows TV at all times.
Since he has a fairly small frontage, compared to the depth, Freedman
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has used curved-in show windows to make the most of the front, and
to lead lookers up to the glass doors, and inside. Notice the model
kitchen and laundry, which remain set up all year round. The tele-
vision salon upstairs complete with a ladies’ restroom provides a
leisurely atmosphere in which customers can relax comfortably while
making the decision to buy a large set.
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(Continued from page 45)

in Springfield, and it is 65 miles
away. Nevertheless there are al-
most 10,000 sets in the area. Freed-
man, unlike most of his competi-
tors, cannot get a good picture in
the store. (This is due to his loca-
tion behind a very large office build-
ing.) This fact, coupled with his
reputation in sales and service,

Above; a salesman explains some of the advanta

points up the confidence his custom-
ers have in his store.

There is no magic in his success,
Harold Freedman insists. It is just
plain old-fashioned hard work and
constant effort to build and main-
tain a local reputation for fair deal-
ing and delivery of value. He keeps
employee turnover at a minimum,
because he feels customers like to
find familiar faces when they re-
turn to buy something new.

In one of the rooms at the rear
of the store he keeps a model

ges of a TV console to two customers, Manu-

facturer's booklets and price tags are hung on the front of every set.

This_roomy, well-equipped service department
for TV work. The technician at the right is testing
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(below) has separate benches for radio and
for high-voltage at the picture tube,

kitchen in operating condition at
all times. Factory cooking experts‘
regularly conduct home economics
demonstrations, and Freedman has
sold many young brides or brides-
to-be complete kitchens through
this method.

Advertising is consistently used
and carefully planned. He takes
big display ads in the local news-
papers, and also has spot announce-
ments on the local AM-FM stations.
He says that his advertisements
always have a story to tell. They
say something. The classified sec-
tions are used to dispose of trade-
ins. In the display ads he plays up
“24 hour ‘telephone service.” The
ads say, “Call 6-1863 for shopping
or service anytime—24 hours a day
your call will be taken.”

Record Sales Important

Back in 1940 he added a record
department. It has become an in-
creasingly important factor in
keeping the store a going concern
through seasonal slumps and reces-
sions. At the present time, with
the record department sharing the
main floor, there are four small
soundproofed booths. Each has a
glass door, and contains its own
three-speed player. There are no
chairs. Needles are of the “perma-
nent” sapphire type and cannot be
removed by the customers.

Freedman plans to push eclassical
record sales more, which means
microgrooves, when the move to up-
stairs is completed. He says, “The
classical customer is one who will
come back to buy a radio-phono-
graph, a washing machine or a tele-
vision set.”

Kiddie records sell well, turn over
fast, ‘and bring parents in for the
big-sale traffic. Although classicals
are the biggest seller, Freedman’s
sells 45’s to all age groups.

TV sets are sold, as everywhere
in Springfield, with a booster and a
yagi antenna. The cost to the cus-
tomer adds $75 to 3100 to the price
of the set, which is kept in operat-
ing condition for 90 days free of
charge. '

And trade-ins pose no particular
problem. His practice is to offer the
customer credit for the amount of
the trade-in in phono records, and
many accept this plan. When they
dp, this saves 409 of the trade-in
right off, and switches some table-
model TV sales to sales of big TV
combinations. The traded-in set is
overhauled by the service depart-
ment and sold. quickly through the

classified newspaper columns.

(Continued on page 112)
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More Disc Dollars via

To Make Money the Dealer Needs to Sell A LOT OF RECORDS, and He Has
to Promote Business Actively and Aggressively to Do Just That

e The direct-mail method is a nat-
ural for the disc department. First,
it’s relatively inexpensive. Second,
it permits the dealer to reach knrown
phono record customers.

The buying power of the public
was never greater than it is today,
but because of the high costs of
living greater sales effort is needed
to get people to buy. Direct-mail
campaigns can serve to make a
buyer out of many a “sleeper.”

Music lovers in all categories
continually want new records but
since records are “impulse” items
to a great extent the dealer needs
to use suggestive selling in order
to stimulate the buying desire.

There are two important facets
to a direct-mail campaign designed
to increase platter sales. First, the
material to be sent should be de-
signed to immediately convey the
idea that phono records are being
stressed. Next, the direct-mail
piece should be aimed at meking
people want to buy now. (A good
way to do this is to include a gim-
mick—something to be returned to
the store.)

There are two sources of direct-
mail material. One, is dealer-origi-
nated, and the other is manufac-
turer-supplied. Often, it is good

business to combine both for mail-
ing in a single envelope.

Before dealing with suggested
copy for direct-mail pieces and va-
rious offers designed to bring peo-
ple into the store, a few words
about the mailing list itself are in
order. The mailing list should be
a “live” one, and it should include
all one’s record customers in addi-
tion to names obtained from other
sources such -as movie houses, and
specific groups such as schodls,
clubs, church organizations, ete.

About ““Classified®’ Lists

Some dealers have tried to clas-
sify their mailing lists by musie
preferences of customers, but in
the long run most have found that
specialized mailings were hard to
handle, and that in attempts at
segregating lists they were running
into a bunch of intangibles, such
as the customer who buys long-hair
platters in one store, and populars
and what-have-you in another.
Then there are few families whose
members hear ear-to-ear when it
comes to music. The man of the
house (or some other individual,
of course) may open an envelope
and finding therein an offering of
high-brow platters for his wife

Use the Mails to Make Sales!

Keep lists up-to-date

Make mailings frequently

Use manufacturer-supplied literature
Dream up result-getting promotion themes

Consider inviting customers to store get-togethers

to keep store name in the public eye.
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or other relative, throw the mail-
ing piece in the “round file”. The
best thing to do is to make the
most of each mailing, enclosing
something for everybody.

Urge Em to Visit Store

There are many gimmicks the
record department can use in its
direct-mail material to bring peo-
ple into the store. The free gift
offer, is of course, most effective.
The free gift can be a phonograph
needle, a record brush, a record
holder, a half-dozen reducing in-
serts for 45’s, or other “premiums”
not necessarily associated with
discs which the dealer can buy es-
pecially for the purpose of stimu-
lating store visits. Various offers
can be unqualified ones, requiring
no purchase by the customer, while
still others can be given in connee-
tion with the purchase of records
or albums.

Too many record departments
fail to make use of manufacturer-
supplied literature which is usu-
ally first-rate material for mailing.
Platter makers spend a great deal
of money and effort in getting out
circulars, folders, and news of re-
cent releases, and the smart dealer
will capitalize on this sales help
activity.

In cases where the dealer wants
to get out his own mailing pieces,
there are many ideas he can use,
including of course, the premium
angles before-mentioned.

For instance, there’s the “invi-
tation” theme, asking the recipient
to come in and hear certain new
records just received. It seems to
us that this idea can be carried a
great deal further by the disc de-
partment head who patterns after
certain TV-appliance merchants
who have “parties”,’ “cooking
schools”, and so forth.

Out in the Middle West a re-
tailer who enjoys a large volume of
business has Saturday night “par-
ties” in his store, at which he
Serves sandwiches and Cokes—and,
incidentally, always has a full
house. Near Philadelphia, another
dealer has a “demonstration hall”
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Idea-Full Direct-Mai

|
Ilwhere special invitations pull big
“crowds to special events.
| Perhaps the disc department in
)making a sales campaign on Kiddie
frecords can offer to hold “birthday
\parties” for the small fry, accom-
‘panied, of course, by mothers.
I Firms having recording facilities
U (and enough store space) could
imake records of the young voices,
{to be sold to parents. Perhaps
there could be recorded “recitals”
f.of noted artists for lovers of seri-
{jous music, to be attended by invi-
'tation via direct-mail. Those deal-
‘6ers who have television ‘“‘theaters”
or other large spaces available may
want to entertain the idea of group
- get-togethers to sell more phono
.records, and to show new phono-
' combinations, just. as many fill
ttheir stores, and often their side-
' walks with folk who come to see
| noted recording artists who visit
i certain localities.

’} Cook Up Thoese Ideas

A dealer who was anxious to in-
tcrease his floor traffic set up a spe-
f

‘t@

{
1
|

cial ‘“free exchange” table in his
store, and invited customers, via a
special mailing piece, and in news-
paper ads and show-window «ards,

| Make the most of every mailing. Be sure that you offer selections for people in all age groups,
ing equipment want new ‘rocords, but they may not think of them when in the vicinity of your store. Direct-
it and stimulate desire to buy now, Use special invitations as a means of getting them to visit the disc department.

to comen with an old record, leave
it, and take another old one, of his
choice, free of charge from this
special table. He reported that this
unique promotion built up his visi-
tor list, and was responsible for an
increased sale of new records.

Time spent in planning direct-
mail pieces, and especially in pro-
moting novel ideas is time well
spent.

To the best of our knowledge, no
one has yet sold phono records via
door-to-door canvassing, nor is it
likely that it could be done profit-
ably, so that the merchant must de-
pend upon other sales stimulating
activities such as direct-mail ad-
vertising, window displays, news-
paper ads, time on the air, and
upon the traffic coming into his
store specifically for phono records
or for the other merchandise which
he stocks.

Direct-mail campaigns, sent out
from live lists, and with lively, new
ideas sealed up in the envelopes, or
even printed, or mimeographed on
postal. ‘cards, can bring profitable
returns ‘to merchants who know
that they have to get big volume in
small-ticket items like phono rec-
ords in order to make real money.
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and in a variety of “tastes.’” All owners of play-
mail pieces should suggest action,




New Disc Sales Builders

Promotion-Backed Movie, Show and Opera Record Albums

RCA Victor Records’ new album
seheduled for release this month is
the opera album of Bizet’s “Car-
men.” The album features Rise

Stevens as Carmen, Jan Peerce as
Don Jose, Robert Merrill as the
Toreador Escamillo, and Licia Al-
banese as Micaela. It also features
Fritz Reiner conducting, and the
vocal support of the Robert Shaw
Chorale. This complete version of
the opera was studio-recorded in
New York during the past summer.
Its steadily gaining popularity
should make it a big sales builder.

MGM Records’ new album re-
lease features David Rose and his
orchestra playing the music of
George Gershwin. Offering many

all-time Gershwin favorites such as
“Summertime,” “Liza,” “Rhapsody
in Blue,” “An American in Paris,”
ete., the album contains eight songs
in all. This excellent performance
by David Rose will come in for
much tie-in promotion with the
motion picture “An American in
Paris.”
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Columbia Records has released
a complete opera album of Leon-
cavallo’s “Pagliacci” (SL-118). This
is the sixth complete Metropolitan
Opera production to be released on
Columbia Records. Starring in the
leading role of Canio, the actor-
clown, is Richard Tucker, leading
tenor of the Metropolitan Opera.
Soprano Lucine Amara sings the

JILUMBIA
e .

role of Canio’s wife, Nedda. Guis-
eppe Valdengo as Tonio, Thomas
Hayward as Peppe and Clifford
Harvuot as Silvio complete the cast.
The well done performance gives a
preview of Miss Amara in the role
she will sing at the Metropolitan
Opera this Fall.

Decca Records’ new show album,
“Two On the Aisle,” has just been
released. The album contains all the
music from the revue, done by the
original cast members of the New

T T

PO PECCA

BERT LAHR |
DOLORES GRAY

I3 ¢ xu’mxmmﬁwmﬁmnuumm I

York production. Starring in the
show are Bert Lahr and Dolores
Gray. Entire production is directed
by Abe Burrows. Designated DL8&¢-
40, the album looks like another
Decca original cast hit release.

Capitol Records has issued what
it calls a “serapbook of sound,” an
album entitled “Hark! The Years!”
narrated by Fredric March. Com-

piled from original eylinder discs,
many of which were originally re-
corded by Thomas Edison, the album
features outstanding historical per-
sonalities and sounds drawn from -
the 19th and 20th centuries. It
Spans events from the trumpeter
blowing the bugle call for the
Charge of the Light Brigade in
1854, right up to the early 1930’s.
Includes personalities such as Edi-
son, William Jennings Bryan, Teddy
Roosevelt, Knute Rockne, etc,

Young Peoples’ Records’ new
releases include discs for the one
and two year olds. In keeping with
the Young Peoples’ formula, these
records feature repetition of a

simple theme. Issued on the “Pram’”
label, they include No. 4, “What
Does Baby See,” and “What Does
Baby Hear,” No. 5, “Clap Hands,”
and “Up! Up! Upl,” and No. 6,
“Peek-a-Boo,” and “Baby’s Bath.”
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Offers a new Prestige line of Phonographs,

Radio Phonographs, Transcription Players

| A NEW DEAL FOR DEALERS!

Recognizing the need for a top quality line of record

l players and combinations, Clinton has produced a
complete selection of attractively priced units for dealers
g who insist on de luxe appearance and performance and
who must maintain their competitive position.

Superbly engineered for lifetime performance, Clinton
phono-players coniprise the most complete line available
today. Choose your stock from the largest variety

of Single Speed Players, 3-Speed Manuals,

3-Speed Automatics, Open-Face Models,

Transcription Players of newest design.

« * Concert Tone Quality.

* Recognized Name Brand components used
throughout.

* Genuine washable Velo-Tex Coverings . . .
i to keep that “‘new look’’ longer.

* Infinite-type Baffles on all Transcription
Players.

* Ferri-Loopstick antenna, exclusively on all s
Radio Combinations. Model 400

* Triple Inspection and Test on every unit. . 3.Speed Automatici
i Radio Combination

* Fully Guaranteed under standard RMA
warranty terms.

No more hunting for special models . . . here is a complete line from one.
manufacfurer. Units for Home, Professional, School, Commercial Markets.

Write Today for Cliﬁton Catalogue, Price Sheet
and Promotional Material.

CLINTON Radio & Phonograph Corp),ﬂ .

103 Lafayette St., N.Y. . Digby 9-1240
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RCA Victor Bonus Plan

A new bonus album plan to promote
‘RCA Victor’s 45 RPM records was
launched vecently. Under the plan
more than six dollars worth of RCA
Victor record albums are given, free,
to each purchaser of a current RCA
Victor table model instrument having
a 45 RPM record player, or either
of two radio-phono consoles (45W9
and 45W10). The dealer merely af-
fixes his signature to the bonus album
cards turned over to him by custom-
ers, and mails them to the distributor,

Decca Kiddie Campaign

During the month of October,
Decca Records will give extensive pro-
motion to its childrens’ record catalog.
Special promotional kit available to
dealers includes a large multi-color
display piece, ad mats, some newly
prepared childrens’. records catalogs,
and a large “age chart” which lists
each title, the speeds in which it is
available, the price, and the ages for
which it is appropriate. The chart
is so arranged that information can
be had by looking up under title,
speed, price or age. Done in three

o Standard Needles
¢ Replacement Needles

e All Groove Needies
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MR. DEALER

More RECOTON phonograph needles
are sold by Retailers
than any other BRAND in the world!

ARE YOU GETTING
YOUR SHARE
- OF THE PROFITS?

There are deals galore! Contact
your distributor or phone, wire,

write RECOTON direct.

Write for our complete Reference Guide
—bible of the industry—contains detailed
information on all replacement needles.

RECOTON CORPORATION

251 FOURTH AVENUE, NEW YORK 10, N. Y.

¢ Recording Blanks

* Recording Tape
e Cutting Styli

colors, the 23 x 14 inch chart makes
an’attractive and useful wall display.
Catch-phrase for the campaign, “Once
Upon a Decca Record,” is played up
in all the tie-in promotional material.

"Once Upon
2 DEC§A recor

Vi

LA

Large multi-color floor, counter or wall dis-
pla)? piece from the'Decca kiddie record
pronwtional kit.

Columbia Vice-President

Paul Wexler, above, national sales manager of
Columbia Records, Inc. has been appointed a
vice-president of the company, it was an-
nounced by James B. Conkling, president.

Coral Hit Dise

New hit record issued by Coral
Records, 50 W. 57th St., New York,
is a recording of Les Brown and the
Ames Brothers. Titles are “Unde-
cided,” and “Sentimental Journey.”
This represents the first time, and
undoubtedly not the last, that this
combination has recorded together.

MGM Yiddish Folk Album

Recent MGM Records album re-
lease, called “Songs of My People,”
is a collection of Liturgical, Yiddish-
Folk, and Israeli music sung by Can-
tor Moses J. Silverman, ecantor of
the Anshe Emet Synagogue of Chica-
go. Cantor Silverman’s annual con-
ert tours and radio, TV and screen
appearances have built for him a
large following
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i Top names invariably reflect top prestige.

I That's one big reason so many dealers value the

‘; Capehart franchise above all. Capehart quality helps

. them attract the kind of customers that mean more profitable selling.

| Capehart alone offers the CX-33 chassis that provides the famed Crystal-Clear

{ picture. The Capehart Symphonic-Tone system adds new dimension to tele-
vision performance. And Capehart’s mastercrafted cabinetry appeals to the -

' discriminating of all income brackets.

| These are just a few of the reasons Capehart is the banner line of so many

leading dealers. A few choice dealerships are still available. See your
local distributor or write E. Patrick Toal, Director of Sales, Fort Wayne.

TUNE IN: Capehart-Farnsworth Corp. * i WHEN IN CHICAGO b
presents “VanDeventer in the news,” visit the Capehart Salon, .Iiooems ulrfltfio
every Sunday over the Mutual nct- * P h > >
work at 1 p.m... E'S'T' * at the Merchandise Mart.

The best looking CLOCK-RADIO
on the market :
The Capehart Clock-Radio is not only an ac- The CAPEHART table model RADIO

| curate timepiece, it serves as a tireless servant  Handsomely designed in dark green plastic

. . . . reminds of appointments, . . unbelievably beautiful tone. The CAPEHART “Shenandoah’” ) ¢

| turns on appliances. Really$ 95 It's set to make a big splash in$ 95 Huge 20-inch tube for Crystal-Clear picture. Modern
' beautifully styled in a choice of = the table-radio market . . . boost 32 . cabinet in mahogany veneers. Symphonic- $ 95
' colors. A sure sales winner! profits for you! Tone. True Capehart value for only

- CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiang  iaciudes Fedoral Bacise Tax.

An Associate of International Telephone and Telegraph Corporation Warranty and installation extra.
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For Fall and Winter Selling

Webcor COLOR SLAVE UNIT

Auxiliary TV color slave unit connects
to a standard receiver, using the re-
ceiver's power supply and audio sys-
tem. The auxiliary unit contains a 16-
tube chassis, a picture tube and a color

s

wheel assembly. It,provides a 12/;-inch
picture, using a magnifier and a l0-
inch tube. Mahogany cabinet designed
to blend with majority of existing TV
sets. Retail price below $250. Webster-
Chicago Company, Chicago 39.—RADIO
& TELEVISION RETAILING.

Symphonette PHONOGRAPH

Model S00A, “Rudolph the Red-Nosed
Reindeer” phonograph comes brilliantly
colored, two-tone in sky blue and
Chinese red. Has permanent needle,
and is shockprcof. Plays 10 and 12-

inch 78 RPM records.
nose lights up when record is playing.
Two-tube amplifier, 4 dynamic speaker.
Features high-gain crystal pickup, 8"

Rudolph's red

turntable, self-starting motor. Dimen-
sions: 12X10X5Y,. Hedco Mig. Corp.;
4564 N. Broadway, Chicago 40.—RADIO
& TELEVISION RETAILING.

Audio-Masfter PLAYEIS

Combining a 5-watt push-pull am-
plifier with a three speed turntable, this
transcription player has a separate 8
inch speaker, and plays discs up to
17Y4". Volume and tone controls, and
pilot light. Selling price is $74.50. Audio-
Master Corp., 341 Madison Ave., New
York.—RADIO ‘& TELEVISION RETAIL-
ING.
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RCA Victor UHF CONVERTER

This ultra-high-frequency converter is
designed for use in any area which
may be served by UHF when broad-
casting on the new TV frequencies be-
gins. It provides coverage of the en-

tire UHF band at maximum performance.

It is 7% inches high, 8, inches deep,
and 107 inches wide. The left-hand
knob has three positions: off, VHF, and
UHF; the right-hand knob is for tuning.
One of several models developed by
RCA Victor, the converter can be in-
stalled .on all existing television sets;
the installation operation can be read-
ily performed by the average set owner,
working from an instruction sheet. RCA
Victor Div., Radio Corporation of Amer-
ica, Camden, N].—RADIO & TELE-
VISION RETAILING.

Bell TAPE RECORDER

Featuring a choice of three speeds,
the slowest of which allows recording
up to four hours on a 7" reel of tape,
this new Bell recorder, RT-65-B, has

provision for external speaker, radio,
phono or mike connections, and a spe-
cial interlock switch which prevents ac-
cidental erase during rewind. Address
inquiries to Sales Manager, Bell Sound
Systems, Inc., 555 Marion Road, Col-
umbus 7, Ohio—RADIO & TELEVISION
RETAILING. :

Magnavox TV CONSOLE

A console available in gleaming ma-
hogany finish, the Holiday is designed
to lend beauty and grace to any room
setting. Its 17-inch Magnascope TV
screen assures eye-restful viewing free
of glare, flicker and “snow". It is equip-
ped with the Magnavox series 104 syn-
chromatic tuning chasis with 20 tubes,
including two rectifiers and the rec-
tangular picture tube. Cabinet measures

191, inches wide, 36 inches high and 19
inches deep. The Holiday lists at $298.50,
The Magnavox Co., Fort Wayne, Ind.—
RADIO & TELEVISION RETAILING.

CBS—Columbia TV RECEIVER

New model known as the 20C3 is a
hand-rubbed maple French Provincial
cabinet with a 20 inch rectangular tube.
One additional knob known as the
"Compatability Switch’’ has been added
to the standard two knob controls on
the front of the receiver. Price on this

=
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new receiver is $469.95 including tax.
CBS-Columbia, Inc,, Brooklyn 32, N. Y.
—RADIO & TELEVISION RETAILING.
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DUO-SPEED

- PENTRON
eatures f = TAPE RECORDER

Weighs Only 27 lbs.
2 Hours Continuous Recording or

Playback

The Smartly Styled New DUO-
SPEED Portable

combines beauty with incomparable

Editing Key Corrects while Playing
Pushbutton for 33" or 712" Speeds
I Super-Speed Rewind and Forward

Automatic Amplifier Equalization Performance . - . the finest in port-

in Either Speed able recorders. Records anything,

plays back instantly with a tone
quality equal to the finest FM ra-

dio. Big market in homes, schools,

churches and businesses.

Send Coupon for Details & Demonstration

THE PENTRON CORPORATION

225 E. CULLERTON ST., CHICAGO 15, ILL.

Name.

Street.

Citym —, _Zone. State.

$179.50

COMPLETE
AVAILABLE WITH DUAL TRACK OR SINGLE TRACK HEADS

Be One Of The FIRST In Your Territory To PROFIT Wzt}z The New DUO-SPEED!
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New Radio, Phono, TV Sets

Emerson COMBINATION, RADIO

Three-speed automatic Phonoradio de-
signed to meet the popular demand for
convenient size and weight announced
by Emerson. Efficient automatic record
changer, 3-speeds, for continuous play-
ing of all size records, plus high quality
Emerson radio reception. Phonograph is
" equipped with self-starting, constant-
speed motor, self-lubricating and vibra-
tion .cushioned; crystal pick-up in
feather-weight tone arm; automatic re-
ject switch and automatic shut-off . . .
Emerson radio performance features in-
clude large inclosed “Super-loop” an-
tenna, large sealed Alnico 5 P.M. dy-
namic speaker, beam power extira out-

put, tone control, automatic volume con-
frol. This table model Phonoradio is
housed in an acoustically constructed
cabinet fashioned of selected pin-stripe

mahogany veneers, compact and light

weight for room-to-room portability.
Model 703 retails at $39.95. Decorator-
styled table model radio, 702, retails
at $29.95 —Improved AC-DC super-
heterodyne circuit; has sealed Alnico 5
PM dynamic speaker, large built-in loop
antenna, beam power extra output, full-
vision slide-rule dial, and other Emer-
son features for clear, efficient per-
formance . . . The cabinet, styled for
the modern home, is carefully con-
structed of selected pin-stripe mahogany
veneers, hand-rubbed to a high pol-
ished finish; 113" wide, 7 1/16” high,
5%" deep. Emerson Radio & Phonograph
Corp., New York 11.—RADIO & TELE-
VISION RETAILING.

Stromberg 17-INCH CONSOLE

Stromberg-Carlson is introducing the
Mandarin (317C5M) 17-inch television
console in African ribbon-striped ma-
hogany, as the first pronounced varia-
tion in proportions and details in its.
famous Chinese Classic design. The
Mandarin is compactly planned; at 371
inches high, it is a full-sized console,
but it is only 29 inches wide and 20
inches deep. The familiar pagoda-type
top is unchanged, but attractive metal
corner-pieces and center ornaments
surrounding the door pulls give a to-
tally new appearance to this well-estab-
lished design in the Stromberg-Carlson
family of television models. Intercarrier
tuning provides the advantage of tun-
ing sight and sound together, and a
super high-gain low-noise tuner fea-

56

tures a permeability-tuned high gain RF
stage and "Tru-lok” detent type channel
selection. A phonograph jack for at-
tachment of a record player is conven-
iently located. Fine tone is assured
through use of a rubber-mounted 12-
inch concert-type speaker and finely
balanced acoustical system. A special
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hand-decorated version of this model is
available to those who demand the ulti-
mate in home furnishings. Artists skilled
in the use of the ancient Chinese lac-
quer techniques finish each cabinet in-
dividually, and sign their work. Eastern
zone price of this model, the 317C5 Dec-
orated, is $445.00. The 317 C5M (ma-
hogany) is $395.00. Both prices include
tax.—Stromberg-Carlson Co., Rochester
?Ng Y —RADIO & TELEVISION RETAIL-

Audar PHONO-RADIO

The “Vermont” radio- phonograph
comes in traditional Early American de-
sign. The table top cabinet is of solid
birch with hand-rubbed maple finish.
It features a 7-tube transformer-powered
radio and amplifier with separate bass

and treble controls, push-pull power out-
put and 8" speaker. Changer plays all
sizes and speeds automatically. Match-
ing stands and record cabinets avail-
:ciible. lléu%arl, fIncl.q,Ag.O. Box 438, Pasa-
ena 18, Calif— IO & TELE
RETAILING. Mo

RCA Victor TV RECEIVERS

Eight . new “Super Set” models an-
nounced as follows: The Bristol (17T-
153), table model in metal cabinet, avail-
able in maroon and blond, with a 17-
inch picture tube. $279.95 in maroon
finish; $10 more in blond. The Preston
(17T-155), 17-inch table model, wood
cabinet. Wooden bases in two different
styles are available. In walnit or ma-
hogany, lists at $299.95, at $309.95 in
limed oak. The bases are $19.95 for one
design; $29.95 for the other. The Hamp-
ton (17T-160), 17-inch consolette in a
relatively small cabinet. Will be pro-
duced predominantly in limed oak fin-
ish with moderate quantities in walnut
and mahogany. All three finishes carry
the suggested list price of $329.50. The
Kendall (17T-174) is a 17-inch console
cabinet with clean, simple lines. Al-
though there is no visible hardware, the
doors open easily. This model, in limed
oak, walnut, or mahogany, carries the
suggested list price of $389.50. The Suf-
folk (21T-176) is a full-door, 21-inch con-
sole in colonial styling, available in
either mahogany or walnut at the sug-
gested list price of $425, and in limed
oak at $445. The Donley (21T-177) offers
a pleasing and distinctive cabinet with
full-length doors and a 2l-inch picture
tube. In mahogany or walnut finishes,
the suggested list price is $450; in limed
oak, $470. The Rockingham (21T-178)
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Zl-inch, shown, reflects the style of the
finest traditional furniture. The curved
doo;-s, combined with fittings of unusual
design, make it unique. Is available in
mahogany and walnut at the suggested
price of $475. The Clarendon (21T-178)
‘offc'ars a cabinet of Provincial design.
This model is available in maple, ma-
hogar}y, and walnut; all three finishes
carrying the suggested list price of $495.
The two new Power Plus models are:
The Talbot (16T-152), a compact 16-
mc}} table model in a marcon metal
cabinet, with the Power Plus chassis,
at a suggested retail price of $225, and
the Haywood (7T-111), a 17-inch, open-
aced console, which is available in
mahogany and walnut at the suggested
list price of $329.95, and in limed oak
at $349.95. RCA Victor Div., Radio Corp.
of America, Front & Cooper Sts., Cam-

den, N. J—RADIO & TE 3
TAILING. LEVISION RE
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A socket is provided on all  ° READY FOR UHF
Hallicrafters chassis for the ° r AR
connection, at any future ©® If any new UHF (ultra high.
time, of an external color @ frequency) TV channelsstart
attachment using either the o operating 1n your area, you
mechanical or electronic o can_ ‘“'convert” your Halli-
color system. crafters setito receive them
. merely by the substitution of
; the proper UHF channel
° strips for any of the unused
. VHEF channel strips in its ro-
] ° tary tuner.
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°
If O HALLICRAFTERS DYNAMIC TUNER
C Television up to now hasn't approached
] . o :hfgfamaziﬁg pecfection that Hallicrafters
° offers with the ncw "DYNAMIC
BLACK and WHITE > TUNER." Phowgraphically reproduccd
30 ; circuits, based on a once TOP SECRET
Provision has al_sc_) been made o R government. design, play a vital ‘purt in
for the easy add,'('onl AGNOTIZS QA bringing you strong. static-frec pictures
inal cost, of an internal "Col- () surpassing any other in television.

or Transcender to permit the
reception in black and white
of color broadcasts not oth-
erwise receivable on present
sets.
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Here signals are received first . . . selected, clarified, sharpened .". . all un-
wanted signals eliminated. Here absolute precision is a necessity for “needle
sharp” detail and clearness.

Hallicrafters can definitely promise city-clear and city-sharp reception in
areas where never before possible. |

The Dynamic Tuner is available on most Hallicrafters 1952 television sets

® 0 0 00 0 0 0 0

Tune in [\dveni.’ure on the

WORLD’S MOST AMAZING RADIO

RECEIVES MORE STATIONS, OVER LONGER DISTANCES
THAN ORDINARY RADIOS COSTING 3 TIMES AS MUCH

Romantic places clear around the world are brought te your livingroom every night—
London, Paris, Moscow, Tokyo, the Vatican—countless fascinating international
shortwave broadcasts, as well as police, aireraft, marine, and amateur stations.

It is a radio that is all radio, precision-built by trained craftsmen, long experienced
in the high-frequency circuits that have made Hallicrafters famous.

For a generation, Hallicrafters have built more communications

receivers than all other U,S. manufacturers combined.

el et

S5R10A Only %6925
U.S.A. Broadcast
and Short Wave

THE SET THE EXPERTS OWN!

" WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION « CHICAGO 24
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New Electrical Appliances

This and following pages describing manufacturers’ new merchandise are compiled by our editors. This infor-

mation is presented as a news service to our readers entirely without any advertising consideration whatsoever.

Telechron ELECTRIC CLOCKS

Two new Telechron electric clock
models, Mirolarm and Aladdin—timed
for Christmas selling—~have just been
introduced. From its handsome gold
color bezel to its tiny ball feet, Mirolarm
expresses the richness and good taste
customarily found only in much more
expensive clocks, High styled white
numerals on a crystal clear mirror, dec-
- orative hands, and pleasant alarm high-

SRREEESANRERAIRAGNEANSAIS

light Mirolarm. It will fall in the medium
price bracket. Aladdin has a neon light
at the bottom of the dial that glows
when alarm is set, thus ending fumbling
in the dark. Aladdin is designed i
pyramidal shape with modern simplicity,
and has wide base to prevent tipping.
Light celor hands and numerals contrast
harmoniously, against chocolate brown
dial. Anti-glare crystal and fawn color
plastic case are additional features.
Aladdin has been created for the popu-
lar price bracket. Telechron Dept., Gen-
eral Electric Co., Ashland, Mass. —
RADIO & TELEVISION RETAILING.

Crown BROILER COMBINATION

This new kitchen appliance barbe-
cues, roasts and broils, The Rotisserie
unit comprises a spit and skewer which
is revolved automatically at a fixed
speed by a motor (AC only). An added
feature is the detachable spatter-shield
of non-breakable aluminum which fits

over the front while the unit is in use.
By removing the spit and skewer, the
appliance becomes a broiler. Made of
heavy gauge steel, triple chrome plated,
the Crown Rotisserie and broiler com-
bination retails at $47.95. Crown Broiler
Company, 2330 Fifth Ave, New York 37,
N.Y—=RADIO & TELEVISION RETAIL-
ING.
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Thor AUTOMATIC WASHER

The new -Thor automatic retails at
$299.50, and was introduced into the
Chicago area last month, The machine
measures 36 inches high, 25 inches
deep and 24 inches wide. The skirt is
finished in baked enamel, inside and
out. The tub and clothes basket are
porcelain enameled inside and ocut. The
washer has a manual fill to permit vary-
ing amounts of water in keeping with

varying load sizes. Once filled, the ma-
chine goes into completely automatic
operation or, should the homemaker de-
sire, any cycle can be altered or
skipped entirely. The most noteworthy
feature of the unit is a new gyro bal-
ancer-clutch combination designed to
eliminate excessive vibration. With the
new design, even the most off-center
loads will not cause excessive vibration,
nor will it cause the machine, which is
not bolted to the floor, to “walk,” ac-
cording to the makers. The washer will
operate on a minimum of 15 pounds of
flowing water pressure. The average
home has pressure ranging from 20 to
40 pounds. As a safety factor, the ma-
chine is designed to take pressure up
to 120 pounds. To install the unit, two
separate threaded faucets (hot and cold)
are required, instead of a mixing faucet.
Thor Corporation, Chicago, IIL.—RADIO
& TELEVISION RETAILING.

GE 60-Watt White Lamp

Introduction of a 60-watt incandescent
“white” lamp has been announced by
GE. Others are in the 100-watt size, the
50-100-150 watt R-40 Indirect White bulb,
and the 100-200-300 watt 3-light lamp.
List price of the B0-watt lamp is 19
cents, excluding federal tax. General
Electric Company, Lamp Division, Nela
Park, Cleveland, Ohio.—RADIO & TELE-
VISION RETAILING.

Prevore INFRA-RED BROILER

New unit, with exception of cord and
plug is guaranteed for 2 years. Broils
with infra-red rays.

Cooks faster be-

cause of smaller open-front. Measures
103" long X 64" high. Air-cooled
handle on plated broil rack folds in
when not in use. Retails at $10.99. Pre-
vore Electric Mfg. Corp., Brooklyn 16,
\N.é—RADIO & TELEVISION RETAIL-
ING,

Grabell XMAS TREE SHADE

This patented lamp shade converts
any table lamp into a “Christmas tree”
in minutes. It looks like a small fir tree;
is shaped like a cone, and comes col-
ored in brilliant shades of green. It
has sturdy projecting twigs and
branches on which to hang Christmas

tree ornaments.

The
Shade” comes rolled up in a compact
cylindrical box, 18 inches long and 2

“Christmas Tree

inches in diameter. The shade is 16
inches high. The box is brightly col-
ored, making additional Christmas gift
Wrapping unnecessary. The retail price
is 98 cents. H. Grabell & Sons, Inc.,
1128 Madison Ave, Paterson, N.J—
RADIO & TELEVISION RETAILING,

More new electrical appliances,
and news of the appliance in-
dustry, elsev«(here in this issue.
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enjoy a clock radio ... timed by
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to slecp at "'a‘.“‘ B hronized with electric
IS Tt can't run wrong!

1 GET THE
A TELECHRON TIMER on youf docuk) you
radio automatical ou up
ic, sings You
'T‘:::;‘ sim?le knobs, cor:‘lrul s
Jlarmn, and Slecp Switch.

Telechron tim

M2 You won’t 0
VORITE RADIO PROGRA
WHATS YOUR el at a pre-set time.
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PR d"other clectnc apr
on your percolator ahd 0! e B

Nojendey e e Department, Genenl Electric Company,

is 2 trade-mark of “Telechron

ANOTHER IN THE SERIES of 4-color, full-
page ads featuring the benefits of clock radios,

timed by Telechron timers. The campaign, ap-
pearing in LIFE Magazine, The SATURDAY
EVENING POST, and BETTER HOMES AND
GARDENS, reaches morc than 86 million readers.
Cash in on it with extra sales, extra profits by
promoting the featured brands in your local
advertising, in-storc and window displays.
Remember. Colorful full pages or spreads on
either Telechron timers or Telechron electric
clocks appear every single week in national mag-
azines right through the pre-Christmas selling
peak. You back a famous name when you back
Telechron timers. Telechron is a trade-mark of

RADIO & TELEVISION RETAILING ¢ October, 1951

What's more, many ‘clock radios . .
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Telechron Department, General Elcetric Co.,
Ashland, Massachusetts.
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Retail
Value

Cléaners will walk
. ome right out of your store
FR“E H with this great polisher offer!

n—
S Demo ' A high-quality polisher nationally
= Y & "ution . sold by the thousands at $21.95...
o S a terrific value to build sales!

@ Polishes floors,
furniture, cars.

® For wood, tile and
linoleum.

® Big 9-inch bristle
polishing brush.
® Super-power 110-volt motor.

® Power unit, lifetime
lubricated.

with 13 cleaning tools

RADIO & TELEVISION RETAILING + October, 1951
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make your customers work for you . . .
triple your traffic . . . double and redou-

ble your volume . . . close sales faster . . .

A self-service demonstration program

|

% o ‘with the greatest buying reward ever of-

T fered in the cleaner industry!

B

:9 It’s irresistible! Your customers will convince themselves . . , o
i willl sell themselves . . . in your store demonstrations . . . in their

%‘: - . own homes with the FREE demonstration offer . . . that here is |

R America’s finest cleaner at any price! They’ll come running for
this all-purpose, quality floor polisher as the “bait”.

.

BACKED UP with national ad-

And to top it off, yox make a normal profit on the deal!

B PHONE, don’t write, your Uni- vertising in the Saturday Eve-
| versal dis'tr'il.)utor or Vacuum ning Post, Look and other
e 4, Cleaner Division, Landers, Frary " i
! > zﬁ / & Clark, New Britain, Conn.now leading magazines . . . Plus
i ag PM ¢ for full details. Don’t delay. big newspaper ads . . . Plus a
. Every day you wait means more 5
: [ost sales for youl! complete point-of-sale pack-

age with everything you need
to make sales skyrocketl

| 175 exeusiveey

Ask your distributor how
your salesmen can win valuable
merchandise prizes by selling Uni-
versal cleaners like hotcakes with
this program in the next 90 days!

. America’s Most Complete Line of

*ﬁ»&;f;\'}:::lfqﬁa}a,pleonivﬁlg'iqvipmqm‘,‘ i _ . LANDERS, FRARY & CLARK, NEW BRITAIN, CONN.

i
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Specificafions of Current P ’ S H WASH E R S

APEX Electrical Manufacturing Co,
Cleveland 10, Ohijo.

The model 890 All American auto-
matic Roll-A-Way dishwasher is de-
signed to give the time and work sav-
ing benefits of electric dishwashing to
any home at low cost. It retails at $179-
.50, Following are some of the features:
Has automatic timer, 5 motor-powered

Hydrojets; stainproof tub and handy -

table top. Uses only 3!/, gallons of hot
water. No installation costs. Rolls easily
on rubber casters. Measures 24 X 17 X
36" high. Loads at top.

Model 950 “Dish-A-Matic", shown, is
a dishwasher and sink unit, carrying
a suggested list price of $409.95. Dimen-
sions: 48" wide X 25" deep X 36” high
overall, with 4-inch splash panel at
upper rear. Fully automatic, it has its
own 1250-watt immersion unit, thermo-
statically controlled in 2-gallon heavily
insulated tank. This top-loading model
has a heavy duty motor to drive the
impeller, and features forced air drying.
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High -velocity action featured in all Apex
dishwashers is shown in the above illustration.

Model 970 is a free-standing unit re-
tailing at $309.95. Has same features as
model 950. Dimensions: 24" X 25" X 36"
overall, with 4-inch dial panel at upper
rear. Model 970-1 same as 970 but has
glass top. Retails at $319.95.

Model 990 is a “Customized” drop-in
dishwasher retailing at $289.95, has same
operating features as 970 and 950, and
is designed for simple economical in-
stallation in the wood or metal con-
tinuous work surfaces and custom-built
cabinet tops.
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CORY Corporation, Chicago 1, IlL.

The Matic-Maid model MDW retails at
$97.50. It weighs 25 pounds and meas-
ures 16” X 16" X 18”. All moving parts
are of stainless steel. Finish is baked
enamel.

et e

GENERAL ELECTRIC Company,
Bridgeport 2, Conn. .
Undercounter model UC-110, shown,
lists at $299.95. Is fully automatic,
features front opening, top loading.
Operating features include spray-rub

wash action, three power rinses, cir-
culated warm-air drying, and high wash-
rinse temperatures. Is equipped with
impeller to obtain washing action. Di-
mensions: 341" high X 24" wide X 25”
deep. !4 HP permanently oiled motor
is used.

i T
o

»

Model BE-100 is a free-standing auto-
matic dishwasher, having same operat-
ing mechanism as model UC-110, It re.
tails at $299.95. 24” wide .and 25" deep
it can be installed in any part of kit-
chen or as part of a complete new
kitchen.

Model SE-100' is GE's electric sink-
dishwasher combination, Same mechan-
ism as BE-100. Dimensions: 36" high
Plus 3%," backsplash; 48" wide X 25
deep.

Model AE-100 is a drop-in automatic
dishwasher, has same mechanism ag
other models, and can be readily in-

stalled into kitchen base cabinets of

any standard design. Retails at $259.95.
A white enameled front panel is avail~
able at extra cost.

General Electric’s Calrod heating unit is on all

times while dishwasher is operating.

HOTPOINT, Inc, Chicago 44, IIl.

All Hotpoint models load in the front,
impellers,
simple controls, water-tight doors, auto-
matic water control, Calrod drying units.
Dishes are washed by an overhead
spray in a down-rinsing rotary move-
ment, The complete automatic cycle fol-
lows: 1. A 45-minute spray. 2. A 5-min-
ute wash. 3. A 5-minute wash. 4. A
A l-minute rinse.

They feature rotary-finned

l-minute rinse. 5.
6. A 30-min. drying period.

Model MCPI6 retails at $439.95. It is a
combination sink-dishwasher featuring

the new “Wonderflo” single control
faucet. Al] following combination unit
dimensions: 42, inches high X 48 inch-
es wide X 25 inches deep., Model MCI16
sells at $419.95; MCISP800 at $349.95,
and MDS5 at $539.95 including Disposall;
MDPS at $559.95. (Combination is shown.)

Model MCI5, cabinet type, retails at
$319.95, and is 27 inches wide. Model
MCIl4 is 27 inches wide, without top
and back-splasher. It can be installed
under continuous counter top, and re-
tails at $294.95.

(Continued on page 66)
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sells all other makes

COMBINED:

The John Sh
Cinciﬂ““"-

CLOCK-RADID

The Wotlds Mot Useful Radio !

e

With sales records like these, no
. wonder dealers say it’s the hottest item
(¢ in'radio today! The G-E Clock-Radio
was the first on the market and stayed
in first place because it’s the world’s
most useful radio, the No. 1 favorite
. of nearly 2 million families. Waking
. to music was a ten strike. The Auto-
' matic Servant another. All colors at
. one low price, a major triumph. And
‘i the super-powered model opened a
it whole new market. Better see your
% G-E radio distributor today.

. General Electric Co., Receiver Dept., Syracuse. N. Ve

SUPER-POWERED MODEL 535— off after you go to sleep, tells time
Extra tube for distant stations. even in the dark. Luminous pointer
Automatically wakes you up, turns for easier dialing. Rich cordovan
appliances on or off, turns itself plastic cabinert. $39.95°

%Subject to change without notice. Slightly higher West and South.

Dol
GENERAL ELECTRIC

. RADIO & TELEVISION RETAILING ° Octcber, 1951 63




.S_pecific‘aﬁons of Current DI SHWASH E RS | l

(Continued from page 62)

Hotpoint’s overhead spray action.

JAMES Manufacturing Co., Independ-
ence, Kans.

Mobile fully automatic model is
mounted on easy-rolling casters. Two
hoses, the fill and drain, slip out of the
control panel and snap to the sink.
Dimensions are 25“ X 18" X 341" high.
Retails at $199.00. Patented "Sweep-

G

flow’ unit recirculates washing solution
up over dishes in a powerful sheet.
When rinse has been pumped away, top
opens automatically. Runs two 91 min-
ute cycles. Features include a trans-
parent top, all stainless steel interior.
Complete working mechanism is ex-
posed by removal of side panel, for
easy servicing. Firm also makes a stand-
ard unit as well as a built-in type.

The James Sweep-Flow fluid brush, shown
above, provides fast washing action.

&4

KITCHEN AID Division, Hobart Man-
ufacturing Co., Troy, Ohio.

Model KD-20 is a free-standing cab-
inet unit, with porcelain top working
surface. Upper independent rack for

cups and glasses; lower rack for dishes,

pots and pans. Front loading. Revolving

wash arm uses 2-1/3 gallons of water
for 5 minutes. Rinses with fresh hot
water, dries with circulated hot air. Has
jewel light and auxiliary control. Fully
automatic. Model KD-10 is for built-in,
under-counter installations, and has
same operating leatures as KD-20.

Hobart’s jewel light and auxiliary control.

WESTINGHOUSE Electric Corpora-
tion, Mansfield, Ohio.

Under-counter model retails at $279.95;
24" cabinet type retails at $314.95, and
the electric sink-dishwasher unit sells
for $414.95. All are roll-out, top-loading

models. Impellers are located in bottom
center of tub. Corox 950 watt element
encircles impeller for drying. Automatic

-$289.95. The

control allows dishes or silver to be
added at any time without starting over.

Westinghouse automatic dishwashers
are powered by Y4 HP motors. The
washing time is 14 minutes, 22l sec-
onds for spray rinse, wash and two

rinses. Drying time—22 minutes, 30

seconds. Total water consumption—28

quarts. i B
Dimensions: Cabinet model is 24

wide X 25" deep X 36" high, with 47
back-splasher. Under-counter unit: 24"
wide x 2415" deep x 344" high. Sink
model: 48" wide X 25" deep X 36” high,
with a 4" back-splasher.

Westinghouse impeller and Corox element.

YOUNGSTOWN KITCHENS. Mul-
lins Mfg. Corp., Warren, Ohio.

Firm features two models, a 27" auto-
matic, and a 48" electric sink-dishwash-
er, shown. In both, the wash and rinse
cycle takes less than 10 minutes. Wash-
ing is performed by pressure propelled
jets of water from a square tube called
a Jet Tower, extending through the cen-
ter of the tub. The Tower spins, swirl-
ing the water jets against dishes, silver-
ware and glassware in surrounding bas-
kets. Super-heated water is delivered
from a booster heater. Both models load
at the top. A total of ‘about 7 gallons
of water is used for washing and rins-
ing. Lids open automatically for flash
drying.

Dimensions of the two units are as
follows: Cabinet model, 27" wide X 27"
deep X 38 high. This model retails at
2 combination dishwasher-
sink is 48" wide X 27 deep X 36” high.
It sells at $389.95.
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~ STEWART-WARNER
| RADIOS FOR ‘52

MODEL 9160-D
Santa Fe Red
AM TABLE RADIO — Stunning
modern design! Solid plastic cabinet; 4 tubes

plus 1 rectifier. Your customer’s choice of 5

different color combinations! Packed with ““sell”

MODEL 9161-A all the way through! . MODEL 9160-A
Ebony and lvory Mahogany Plastic

DELUXE TABLE RADIO

Look at these smart,

modern decorator-inspir-
ed models! A style sensa-

tion—tops in gift appeal,

MODEL $161-B

I Morine Blue & Bermuda Blue Concert Grand Tone System; 4 tubes

MODEL 9160-E
Mexican Ton

MODEL 9160-B

plus one rectifer!
lvory

MODEL 9160-C
Bermuda Blue

% MODEL 9161-C
4 lvary and Ebony

AM-FM 3-SPEED
PHONO COMBINATION.

in rich Honduras Mahog- MODEL 9154-CZ — Radio

- any (9150-F), or Blonde ' ' i
(€ (9]53)_6)_ blonde MODEL 9162:A — Hottest gift item value of the year! Wide-
storage space; 7 tubes you can feature! Turns radio on or Range ,Rcdlo with 3-Speed

s plus 1 rectifier; continu- off when you wish — automatically Phonograph; lovely ”0"'

! o starts kitchen appliances. In 4 love- duro.s .Mahogcnyl Here's a

Ry @l S, terrific value sensation
that’ll bring ‘em on the
runl

Stewart-Warner

STEWART-WARNER ELECTRIC-1300 N. Kostner Ave., Chicago 51, lll. - Division of Stewart-Warner Corp.,

il
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Mobile PA Sysiem

Ecklen Radio Outlines the How-to-do, Costs and Equipment

e A tape recorder provides both
music and commercials automati-
cally for a Minneapolis automobile
dealer’s “billboard on wheels”.

The mobile tape unit was custom-
built by Ecklen Radio Company,
Minneapolis distributor for Du-
Kane sound equipment, and opera-
tor of a large radio and television
retail store.

Music and talking advertisements
are recorded in advance on 1200-
foot reels of magnetic sound re-
cording tape. Each reel provides
music and commercials for an
hour’s operation as the sound truck
is driven through the streets.

“Although we previously built
and operated sound truck units us-
ing conventional dise recordings,
we now feel that the use of sound
recording tape is a more practical
and less expensive method of pro-
viding sound for mobile systems,”
C. E. Ecklen, owner of the company
said, listing following points:

System Features

(1) Cost of frequent replace-
ment of worn out records is elim-
Inated, and fidelity of tape—even
after thousands of playbacks—re-
mains good. Tape recordings can be
re-played, erased and spliced.

(2) Sound truck operating costs
are lowered since it is unnecessary
to hire a driver with announcing
experience. Previously the driver
had to deliver the commercials as
he drove, using an auxiliary miec-
rophone.

(8) Hazards of changing records
while driving, or stopping on busy
streets to change them, are elimi-
nated. Tape recordings play from
30 minutes to a full hour—depend-
ing on equipment used—without
attention of the driver. He is left
free to concentrate on driving only.

(4) Lower maintenance and re-
pair costs for tape equipment more
than offset slightly higher initial
cost. This is because tape equip-
ment stands road shock better, and
there are no records to break.

“Although several companies man-
ufacture dise units for mobile
sound systems, tape playback urnits
for six volt operation as yet must
be custom-built. However, only
standard radio and sound system

66

Above: Rear panel removed shows rotary con-
verter at left which changes six volt battery
power to 110 volt AC necessary to operate re-
corder motor. Black heavy duty relay is at
right. Behind these two units is the ampli-
fier. Cooling fan on end of drive motor can
be seen near top of cabinet. Below: Front
panel removed shows six volt amplifier, left,
and speed control knob, as well as contrc!
switches within easy reach of driver. Micro-
phone iis only for auxiliary use in delivering
special messages not recorded on tape. Note
rubber cushioning pad under base of tape unit.

parts are required, and construc-
tion of such units is relatively sim-
ple,” Ecklen said.

In building the tape unit for
the Minneapolis automobile dealer,
Ecklen Radio’s service department
used the motor panel from a stand-
ard Eicor recorder, including the
drive motor and the pick-up head.

Six volt power supplied by the
truck battery, is changed to 110
volt AC to operate the drive motor.
This is done by a Carter rotary
converter, equipped with a speed
control.
~ ‘““After considering several ways
of powering the tape unit, we de-
cided the six volt to 110 volt ro-
tary converter would be most de-
pendable,” Ecklen said. “It would
provide ample power without exces-
sive battery drain.”

“The tape unit was to be used
only for playback since another re-
corder was available for making
the tapes. Therefore we also re-
moved the pre-amp, which reduced
battery load considerably.”

A Stromberg-Carlson AM-48 mo-
bile amplifier was used because of
its relatively low current drain.
The amplifier and motor generator
are turned on simultaneously by a
heavy duty six volt relay.

The converter, amplifier, and tape
playback unit are cushioned in rub-
ber and mounted in a standard 20-
inch, enclosed relay rack which
houses the entire tape unit. The
rack is located in the cab of the
van-type truck in reach of the driver.

The panels on the rack are re-
movable and a hinged cover pro-
tects the reels from damage and
keeps out dust. An Electrovoice 606
differential type dynamic mike is
used for special messages.

Uses Four Speakers

Four re-entrant Operadio 5A40
speakers are mounted in the cus-
tom-built body of the truck. All
recording and playback is done on
seven-inch reels of “Scotch” brand
No. 111 sound recording tape. This
gives a half hour playback on each
side of the reel, or a full hour by
using Eicor’s two-speed adaptor.

“Plastic sound recording tape is
commonly used, since its fidelity is
better,” Ecklen said. “However, in
cold weather, the plastic base has
a tendency to become less flexible,
and occasional breakage may oc-
cur. Breaks are mended easily,
however, with ‘Scotch’ No. 41
splicing tape. .

“If a sound truck will be subject
to much cold weather, it would be
best to use paper-base sound tape,
which is less affected by cold.”

Retail cost of the component
parts of a typical tape playback
unit for sound truck use breaks
down as follows:

Recorder head and motor. $60.00
Rotary converter ........ 75.00
Six volt amplifier........ 75.00
Cabinet and panels. ... ... 25.00

Heavy duty relay........ 8.00
Labor, assembly, etc

Total. ... $278.00
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ses Tape Recordings

;nf Special Units—Finds Auto Agencies Good Customers

1
' “This is about $75 more than the
rost of a low priced unit using rec-
brds. Speakers and an auxiliary
"nike are extra, but that’s true in
ithe case of either tape or disc units.
IThe four directional speakers used
fretail at about $75 each,” Ecklen
L{ aid.

Lower Operating Costs

. “Maintenance and operating costs,
Ehowever, of tape units runs consid-
|Erably lower. Upkeep’ on our disc
‘type units averages about $50 an-
‘nually. Past experience with tape
units shows that maintenance aver-

mges only $15 a year—Iless than a

ithird as much.
| “In addition, the cost of records
“for a disc unit runs about $350 an-

nually. Each record seldom lasts

more than a hundred to two-hun-
idred playbacks because of excessive
wear caused by the extra-heavy
bickup arm.

“In contrast, a reel of magnetic
tape, retailing at $5.50 has lasted
imany thousand playbacks over much
onger periods of time.”

e

}Picture taken through windshield of sound
truck shows location of sound tape unit rela-
tive to driver. Starting switches and volume
ontrol are located within easy reach. When
reel of tape has unwound, driver pulls over
to curb and turns reels over. Microphone is
‘psed only for special events when extempora-
heous announcements must be made.

RADIO & TELEVISION RETAILING ¢ October, 1951

Final test with mike and oscilloscope is given tape playback unit by C. E. Ecklen, left, and
Walter Schrader, of Ecklen Radio Company which built the unit from standard radio and
sound system parts.

Recordings. on tape are usually
made directly from radio broad-
casts, or from phonograph records.

Bob Knowles Ford Co. uses a sec-

ond Eicor recorder for making the
tapes.

The commercials are recorded on
tape by members of the sales
force, since the use of recording
tape makes it possible to produce
good commercials without an elabo-
rate recording set-up. The fact
that the tape can be erased and
spliced easily facilitates the record-
ing.

Satisfied Customers

Ecklen Radio has found that au-
tomobile agencies are good custom-
ers for mobile sound systems.
Rental units are booked almost con-
tinuously by such accounts, while
more and more dealers are buying
units of their own, according to of-
ficials of this progressive Minneap-
olis organization.

“The Bob Knowles Ford Co., for
whom we built the tape unit de-
scribed, is well satisfied,” Ecklen
said. “The monthly operating cost
for their sound truck unit-—=includ-
ing depreciation, gas and oil, and
a salary for a driver, runs less
than $400 a month—half what. it
would cost them to produce equal
results with other methods of ad-
vertising.”
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Future Responsibilities

Facing

OR the past twenty-five years,
Manufacturers’ Representatives
have maintained and secured a
firm footing iIn the distribution
scheme of electronic components,

instruments and industrial equip- -
ment. There have been many con-
tributing factors responsible for

this trend. Foremost among these
has been the ingenuity and ener-
getic approach to the job by the

average Representative. In addi-
tion, other contributions have
been: -

1. They have provided manufac-
turers, who cannot maintain
their own men in the field,
with a high calibre sales force.

2. They have filled the need for
experienced salesmen already
contacting specialized groups
of accounts in specific terri-
tories, ete.

Undoubtedly, there were many
other factors contributing to the
development of the national repre-
sentation structure. Each terri-
tory throughout the country pro-
duced a specific sales problem of its
own. The successful sales man-
ager, with his constant contact in
the field, had perhaps the best
grasp of the weakness and strength
of the Representative set-up in
each territory throughout the coun-
try from well before the World
War II peried to the present day.

During the postwar period, the
average well-established Represen-
tative found himself confronted
with new problems. The tremen-
dous ‘technical development born
from World War II, and the impact
of television expamsion, had sud-
denly thrust him into an industry

that had shed its short pants and

grown into a giant. In effect, the
Representative found an impera-
tive need for expansion, requiring
the addition of new types of serv-
ice with additional personnel. Al-
most everywhere, Representatives
have found themselves adding men
‘to their staffs, and studying special
problems of distribution born from
the addition of new products added
to the agenda of the Companies
they represented. The complexities

68

the Represenfahve

By Samuel S. Egert, Egert & Fields Co., 11

Park Place, New York. (Members of "The
Rep»escntatwes of Radio Parts Manufacturers)

of the job have increased by leaps
and bounds, and with the Repre-
sentatives right on the firing line
of the fastest moving, most rapidly
changing and most complex indus-
try in the country today.

It -is interesting to speculate
where the Representative goes
from here.
phases of our industry, he will be
confronted with a vigorous change
during the next decade. The ‘“ex-
cess weight” in the industry must
fall under the tremendous economic
pressure which is being felt every-
where, and the Representative is
no exception. The Representative
has a particularly good opportunity
to maintain his position. He must,
however, recognize his responsibili-
ties, plan and exercise his activities
with the type of enterprise which
has been the backbone of American
expansion.

In the past, there have been fixed
basic and essentially recognized re-
quirements covering the activities
of a Representative. These can be
listed as follows:

1. Keep contact with the accounts
he is responsible for in his as-
signed area. The frequency of
visits and contacts depend on
the type of area, accounts, as
well as other factors applying
in the individual case.

Along with all other

2. Have a good knowledge of the
credits and paying records of
the accounts covered.

3. Understand thoroughly the
products he is selling, so that
this knowledge can be best
transmitted to a possible user,

4. Be thoroughly familiar with
the merchandising background
and techniques of selling advo-
cated by the sales manager of
the line he represents.

5. Whenever possible, maintain
an office and staff adequately
equipped to properly handle
the merchandising of each line
he represents.

Proper execution of these essen-
tial requirements go a long way to-
ward cementing the relationship of
sales manager to Representative, as
well as securing the Representa-
tive’s position.

In the decade to come, an added
over-all requirement for good rep-
resentation will take a position of
major importance. Best termed in
the colloquial sense, this require-
ment is merchandising know-how.”

The Reps Are Qualified

“Merchandising know-how” is

the most sought after quality in
the selling field today. Executed in
its fullest sense, it combines a full
knowledge of the creative process
of placing a new item on the mai-
ket from the design to the distri-
bution stage. This is a difficult or-
der for any group of men to fill,
but again, the Representative is ex-
tremely well qualified to do the job.

For years, he has been in close
contact with engineers and knows
their approach to a problem. That,
combined with his innate knowl-
edge of the specific needs of a new
product at a particular time be-
cause of his daily contacts in the
field, make him the ideal consultant
to question whether an item will
sell and at what price.

Once the item ig properly de-
51gned or at least planned, good
“merchandising. know-how” then

(Continued on page T70)
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For Fast, Easy, Replacement Needle Selling
This new Jensen Needle Guide will give

' the exact needle replacement number for any
record player made, without knowing the

model or cartridge number. It’s as easy as A.B.C.

See your distributor for your *Jenselector”

or write directly to Jensen.

Yourlocal radio parts distibutor has Jensen needles.in stock

Jensen No. 32 Dealer Pack
This pack contains a balanced
assortment of 32 needles of the best
proven sellers. Packaged in an
attractive plastic box that contains
an automatic inventory feature.

INDUSTRIES, INC.
329 South Wood St., Chicago 12, Ill.
CANADIAN BRANCH
Duplate Canada Ltd.
50 St. Clair Ave., West, Toronta 5, Canada

1

JENSEN — The Oldest Name In Sound Engineering

R S A
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High in quality . . . yet low in price
. . . General Industries’ Model 250
Tape-Disc Recorder Assembly meets
every need for an all-purpose

sound recorder. It is simple to
operate, foolproof and dependable
—built to the same high quality
standards which identify all

GI Smooth Power phonomotors and
turntable assemblies.

Now is the time to investigate the
tremendous profit possibilities
offered by this versatile

recording assembly. Write today for
catalog sheet describing both
recording and playback features

<f the GI Model 250

Model 250—TAPE-DISC
RECORDER ASSEMBLY

Suggested amplifier circuit and com-
blete amplifier parts list is contained
in a comprehensive service mannal
which accompanies each unit.

i
N
S
B
i
f o

The GENERAL INDUSTRIES Co. ' " Department | + Elyrin, Ohio

WIDER PROFIT MARGIN!

with the new...

TELE-TUNE

TV BOOSTER ANTENNA

QUICK-SELLING
FEATURES

®Vastly improves recep-
tion of television sets.
= . ) ; ®Rejects and reduces

d| g ":;:?hosts,:' Noise and
==t : ion i flow. .

Sd'l ® Provides additional
sen pickup. ‘

write or call today — —

CITY TOOL ACCESSORIES CORP. QY
3831 West Lake Street Chicago 24 8

®Enhances any room
with its rich appear-

Representatives

(Continued from page 68)
must dictate the proper distribu-
tion for the product in a specific
territory as well as a detailed plan
for its price and discount structure
in the distribution medium finally
chosen. Again, the Representative
is an ideal consultant for this job,
especially so because of his detailed
knowledge of the accounts in his
individual territory.

Finally, for some types of items,
a knowledge of proper local adver-
tising media may be necessary to
successfully merchandise a product
in a particular area. If this knowl-
edge is necessary, the Representa-
tive can very adequately fill this
need. Imagine then the position of
a sales manager with a force of
competent Representatives through-
out the country, who combine
“merchandising know-how’’ with
adequately equipped organizations
to cover their accounts. Coordin-
ated properly, it is a National sell-
ing combination which is unbeat-
able.

It is interesting to note that
many of the largest industrial com-
panies in the country are recogniz-
ing this trend. A decentralization
of sales responsibility is coming in-
to being. In fact, in many major
companies, important territories
are being placed on an almost inde-
pendent status headed by key men
capable of making decisions of
major importance.

It is the firm belief of the au-
thor, as well as most of the execu-
tives of the industry, that the Rep-
resentative will recognize this trend
and meet its requirements with the
same ingenuity and fortitude which
he has shown in the development of
the radio and electronics industry
during the past twenty-five years.

When the Representative exer-
cises his ‘‘merchandising know-
how’’ talent along with the excel-
lent service record he has estab-

lished to date, his position will be -

definitely secured.

Name Klein Manager

Lester Klein, long active in radio
merchandising circles, has been ap-
pointed manager of the branch store
of the Hudson Radio & Television
Corp., located at 212 Fulton St., New
York, N. Y. according to an an-
nouncement by Adolph Gross, presi-

: dent of the firm. Hudson’s main store

and executive offices are at 48 W. 48th
Street.

}
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The DAVID GARRICK

Model DU-20 CHB. 18th Century Console. 20-in. picture
tube. Blond finish. (Mahogany veneer—DU-20 CHM.)

The SARAH l!!NHARDT—ModeI DU- 17 PHN.
French Provincial Combination with 17-inch picture
tube in maple veneer. Also available in TY only.

HE WA NTSassurance that the TV set §
he pays for today will not be obsolete i
“tomorrow.” He wants TV that is readily
adaptable to UHF. He wants' TV that is
readily adaptable to color. Cresley gives
him everything he wants!

SHE WA NTS beautiful cabinetry that
will blend with her own furniture. She
knows her television set will get more
attention than any other piece of furniture
in her home. At last you' can show her
television that ‘is truly custom-styled.
Crosley’s authentic styling gives her every-
thing she wants in fine furniture!

EVERYONE ‘WANTS the finest in per-
formance, in design, in dependability.
That’s what you have in store for your
customers with Crosley Duo-Frequency

. backed by Crosley’s stand-out ad-
vertising and promotion that produce store
traffic and help make sales at retail level.

<<<<<<<<

Authentic period selln by W. & J. Sloane, New York

| U
; IN PERFORMANCE essIN STYLING ...

| CROSLEY Sets the Pace for 1952 with
' DUO-=- FREQUENCY TELEVISION!

| 7oL ’ C/W the clearest, steadiest picture...  pop EyERY ROOM SETTING—authentic styling in 21
f plus the enduring beauty of authentically styled cabinets.

Custom Models. Chippendale, Early American, 18th

vl ; OWZZO’W quickly, inexpensively adaptable Century, ‘Georgian, Regency, French Provincial and
to all forthcoming UHF channels . . . and equipped with ~ Modern. In beautiful and durable hand-rubbed mahogany
| built-in color connections for FCC-authorized color. and maple veneers, and blond wood finish.

FOR MAXIMUM ENJOYMENT!

Ultra-Proved Chassis adds 100 increase in
reserve sensitivity. Brings in excellent pictures
even in éxtreme “fringe areas”...Permaclear
Pictures on wide-angle screens stay sharper and
brighter longer... Automatic One-Knob Tuning,
simple to tune as a radio—a singlecontrol tunes
both picture and sound... No-Glare Removable
Picture Window deflects glare, easily removed
for cleaning. .. these and other advancements
make Crosley the outstanding TV line for 1952!.

CROSLEY @@ i
& = Ohio
Division The LILLIAN RUSSELL
Better Products for Happier Living Model: DU-17 CDM. Regency Console. 17-inch;picture

i tube. Mahogany veneer.
Television » Radios » Shelvador®) Refrigerators o Shelvador@®) Freezers » Sinks
Food Waste Disposers » Electric Ranges » Electric Water Heaters » SteeliKitchen Cabinets
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Winner Announced in
Webcor Window Contest

Helen Gunniss Music Shop, Milwau-
kee, was awarded a $500 first prize
in the Webster-Chicago Corporation
national contest for retailers’ window
displays featuring its phonograph.
The award was announced at the an-
nual distributor sales meeting being
held at the Edgewater Beach Hotel.

Stang Forms Own Rep Firm

Bob Stang, well known sales en-
gineer with Blair-Steinberg Co. for
the past six years, has left that or-
ganization to form his own sales

agency, the Stang Sales Company.
The new company is located at 509
Fifth Ave, N. Y. 17, N. Y.

Westinghouse Program
Brings Foodball Over TV

First nationzl schedule of televised
college football games opened Satur-
day, September 29. Westinghouse is
sponsoring the black and white tele-
casts over National Broadecasting
Company’s 52 stations and affiliates
extending from Coast to Coast. The
19-game schedule, announced by J. M.
MecKibbin, vice-president in charge of
consumer products for Westinghouse,
included 29 colleges and universities.

The big new Stancor 1951 Mid-Year
Catalog lists 441 Stancor transformers
...the most complete catalogline in the
industry. All transformers, includin
television components, are classifie
and indexed so you can easily locate
the unit you need. Each listing includes
electrical specifications, dimensions,
weight and Fist price. Clear illustrations
show each mounting type in detail.

* Kk X

The 8th Edition of the Stancor Televi-
sion Catalog and Replacement Guide
provides you with quick, easy-to-read
replacement information on 1511 TV
models and chassis made under 79 brand
names. All manufacturers are listed
alphabetically and the models and
chassis are listed in numerical order.
A separate section lists all Stancor TV
transformers and related components
by part number.

Both of these up-to-date references are
now stocked by your Stancor distrib:-
utor, or write Stancor directly for your
free copies.

* X K

AUDIOPHILES— Use Stancor transtormers to build
the famous Williamson High Fidelity Amplifier. Cir-
cuit diagrams and complete parts lists are available
in Stancor Bulletin 382 at your Stancor distributor.

358 ELSTON

Vew
STANCOR

EFERENCES

Most Complete Line
in the Industry

STANDARD TRANSFORMER CORPORATIO

AVENUE, CHICAGO 18, ILLINOIS

i

Raytheon New TV Line

In addition to the four new TV
models added to the line, there is a
3-way color television adapter, at
$14.95, and an ultra high frequency
tuner at $29.95 installed at the fae-
tory or $39.95 installed in the field.
Price reductions on the line range
from $50 on model M-1711 to a $120
reduction on model C-1720. The line,
with new prices is as follows: Table
models: M-1626, 16-inch, $199.95;
M-1711, M-1712, and M-1725, 17-inch
sets, at $229.95, $239.95 and $259.95;
and 20-inch sets M-2007 and M-2008
at $279.95 and $289.95. Consoles: 17
inch sets C-1714, C-1715 and C-1724,
at $299.95, $329.95 and $329.95; and
20-inch sets C-2001, C-2002, and C-2006
at $429.95, $439.95 and $349.95. Con-
sole combinations: RC-1718, 17-inch,
$399.95; RC-1720, 17-inch, $349.95;
and RC-2005, 20-inch, $750.

Hallierafters TV Line

Included in the television line are
six table models: 14808, 14-inch,
$149.95; 17810-905,16-17 inch, $179.95;
17804C-906, 17-inch, $199.95; 17815H-
908, 17-inch $249.95; 17812-922, 17-
inch, $259.95; and the 21928, 20-inch,
$279.95. Ten consoles are; 17824-930,
17-inch, $289.95; 17825, 17-inch,
$299.95; 17838-931, 20-inch, $339.95;
17848-932, 17-inch, $359.95; 17849-933,
17-inch, $369.95; 17850-934, 17-inch,
$369.95; 21940, 20-inch, $359.95;
21939, 21-inch, $379.95; and the 20882-
943, 21-inch, $399.95. Five combina-

tions are: 17860, - 17-inch, $399.95;
17861, 17-inch, $419.95; 21941, 21-

inch, $469,95; 20990, 20-inch, $599.95;
and the 20994, 20-inch, $599.95.

Masco Sales Corp Formed

Miryam Simpson, vice-president of
the Mark Simpson Mfg. Co., Inc., has
announced the formation of Masco
Electronic Sales Corp., the company
that will henceforth handle the sale
of equipment manufactured by the
Mark Simpson Mfg. Co., Inc. There
will be no change in the name of the
manufacturing company.

Stewart-Warner Appointee

Inving M. Sandberg, formerly gen-
eral manager of Crosley Distributing
Corp., New York, has been named as
sales manager of the New York terri-
tory for Stewart-Warner Electric. The
announcement was made by Edwaxd
L. Taylor, S-W’s general sales mana-
ger.

In New Bendix Post

F. Donald Fenhagen has been named
manager of public relations and ad-
vertising at Bendix Radio Division of
Bendix Aviation Corp., Baltimore.
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extra nudge

} here's the
t
:
g to make

your customers

| buy gow!

01“5" Lmerson 1V

il Everybody talks about prices! Emerson B =2 ;
does something about them! And Emer- a &) go
[l son’s lower prices make the difference
Il between a sale and a “walk.”

Yes, here’s the extra nudge to bring pros-

pects into your store so you can make
those extra sales now! Look to Emerson

for good leader values to create store

| traffic...for easy step-up models for

longer profits.

EMERSON MODEL 697 ENSEMBLE
Built-in antenna. Super-powered
Long Distance Circuit. One-knob
Simplimatic Tuning. Sharper, clearer
pictures with Black Magic Contrast.
Mahogany veneer cabinet ensemble
complete with revolving-top table,

Phone your Emerson distributor today!
i Do it now! Make the most of this good
| price news!

MODEL 693 MODEL 699

20-inch mahogany 17-inch television
console with with 3-speed

matching doors automatic phonograph

EMERSON MODEL 696

l Built-in antenna. Super-powered Long
Distance Circuit. Full Screen Focus for
pictures sharp and clear edge-to-edge.

One-knob Simplimatic Tuning. Graceful, prices plus Fed. excise taz and warranty . )
"l curved-top mahogany veneer cabinet. pricea slightly higher in South and West A
Lmerson [7Jz57E 2 e
w ( 4 U and Radio €]
I EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N. Y. ‘; |
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New NEDA Officers

. New officers for the 1952 term have
been elected by the National Elec-
tronic Distributors Association as fol-
lows: George Wedemeyer, Wedemeyer
Electronic Supply Co., Ann Arbor,
Mich., president; Harry D. Stark, The
Stark Radio Supply Co., Minneapolis,
Minn., ‘secretary; H., E. Ruble,
SREPCO, Inc., Dayton Ohio, treas-
urer; W. D. Jenkins, Radio Supply
Co., Richmond, Va., 1st vice-president;
and Byron C. Deadman, Northern
Radio & Television Co., Green Bay,
Wisec., 2nd vice-president.

NU District Managers

David Maurer, 170 Hawthorne St.,
Brooklyn 25, N. Y., has been appointed
as district manager for the metro-
politan New York territory for the
National Union Radio Corp., it was
announced by Vin Ulrich, manager of
the company’s renewal sales division.
At the same time Ulrich announced
the promotion of Edward G. Huber,
P.0. Box 376, New Market, N. J., as
district sales manager for the New
Jersey territory.

Hoffman TV Catalog

Hoffman Radio Corp., Los Angeles,
has issued its annual catalog in pock-
et-size form, spiral binding with loose
leaf provision, a 46-page four-color
booklet. T'wenty-one styles and models,
are shown, with colored photos.

New Rep Firm Formed

Announcement has been made of the
formation of a new partnership of
manufacturers’ representatives under
the firm name of Carduner-Lichter
Company. Offices of the firm are at
164 Duane St., New York City. The
principals of the partnership, William
Carduner, Eugene Carduner and Wil-
liam Lichter, have been active in the
industry for over 25 years.

Magnavox Color Ads

For the first time since 1948, the
Magnavox Company is resuming full
color magazine advertising, with page
insertions in Saturday Evening Post
and Life, according to an announce-
ment by Lauren K. Hagaman, director
of advertising and public relations for
Magnavox.

Webcor Windows

A new window display contest for
dealers handling Webcor magnetic
tape and wire recorders has been an-

nounced by Norman C. Owen, distribu- -

tor sales manager of Webster-Chicago
Corp. Cash prizes to dealers and dis-
tributor salesmen from $500 to $25
will be awarded. Displays must be in
place one week or longer during the

period Sept. 1 and Nov. 30, 1951,

Admiral Names Three

Clarence Tay, president of Admiral
factory branches, has announced the
appointment of Thomas P. Ryan, as
Chicago South Side supervisor for
Admiral TV and appliances; Joseph
A. Zulwin was named to the same ca-
pacity for the North Side of Chicago
and Paul J. Dorsey was named man-
ager of the appliance division.

New Tele King Line

Fourteen new TV models introduced
include: three 17-inch table mod-
els, leatherette, $179.95, mahogany,
$249.95, and limed oak, $269.95; two
17-inch consolettes, mahogany, at
$289.95 and limed oak at $309.95; two
20-inch table models, mahogany, at
$299.95 and limed oak at $319.95; two
20-inch consolettes, $339.95 in mahog-
any and $359.95 in limed oak; two
17-inch 34 door consoles, $329.95 in
mahogany and $349.95 in limed oak;
and three 20-inch consoles, at $449.95,
$399.95, and $419.95.

Correction

Through an error in our September
issue, on page 103, incorrect prices on
Haygren universal mounts were given,
All' Haygren products are sold to deal-
ers through the firm’s established job-
bers. Those desiring complete infor-
mation may obtain same from Hay-
gren Electronics Mfg. Co., 436 18th
St., Brooklyn 15, N. Y.
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More Nef Profifs. ..

that’s what’s in the Sparton fran-
chise! More net profits under the
protection of SCMP—Sparton Co-
operative Merchandising Plan—the
original franchise of direct selling
to one exclusive dealer in a com-
munity shopping area.

When you are a Sparton dealer
you have:

An exclusive franchise. You are
the only Sparton dealer in your
community shopping area. That
market is yours alone. No price
wars. There are no other Sparton
dealers in your area to start one.
Result: MORE NET PROFITS.

Direct-to-dealer selling. You
handle a top-quality, high-style,
big-name line at direct-to-dealer
savings. You can compete with
the biggest chains and still make
MORE NET PROFITS.

Best discount in the industry.
Sparton models are competitively
priced, yet profit margins are
greater. In addition, Sparton
dealers get up to a 3% retroactive
discount annually. Result: MORE
NET PROFITS.

2
EHD \

T

4 Protected prices. Sparton grices

are guaranteed for specified pe-
riods. No price lops right out of
the blue~to-pull the props from
under the profits. Result: MORE
NET PROFITS.

Fewer service calls. No finer TV
engineering anywhere. Low serv-
ice costs mean a Sparton dealer
keeps his profits . . . and satisfied
customers. Result: MORE NET
PROFITS.

Aggressive national advertising.
Hard-hitting ads in Saturday
Evening Post, Collier’s, Holiday,
Quick and Newsweek tell millions-
about Sparton and Sparton’s ex-
clusive dealers.

A complete line. Table models
to combinations in all the popular
finishes . . . lets a Sparton dealer
tap all the local market with a
minimum inventory.

Why not see the Sparton District
Merchandiser in your community?
Get the full Sparton story on MORE
NET PROFITS, and ‘see if the
Sparton franchise in your com-

muni(?r is still open. Or write or
wire direct to B. G. Hickman, Sales

Manager, for complete information.

6
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PHONOGRAPH NEEDLE

$P75

RETAIL

Here it is...the most versatile needle in all America today...the
DUOTONE SHOCK-PROOF NYLON PHONOGRAPH NEEDLE...at the
lowest retail price in all America! Here is your answer to your
customers long crying NEED for a needle that will not damage
records...should it drop or scratch!

DUOTONE engineering created it...sales acceptance has PROVEN
it...a patented...flexible spring steel shaft...and cushioned Nylon
bumper...insures the same FEATHER-LIGHT touch of the DUOTONE
SHOCK-PROOF NYLON PHONOGRAPH NEEDLE...in spite of any
accidental fall or every drop of the record arm...completely pro-
tects records and needle points against damage! Even a child
could use it on his most precious record!

The most AMAZING sales story ever told...SHOCK-PROOF...
GUARANTEED record and needle protection...should pick-up arm
be carelessly misplaced or thrust.

¢ Lack of surface noises!

e Here is the needle that “Doesn’t talk back”!

e Faithful fidelity...plus longer life...worthy of ac-
ceptance. .. by its performance...alone!

Yes...it is the most AMAZING needle story ever told...and we are
telling YOUR customer about it through the pages of Life...and
other great American publications!

lo aid you further...available at no
charge to Dealers everywhere...is the
famous puoToNE full-color...NYLON
sHOCK-PROOF “In Motion” display. Yes
...an attractive... EYE-CATCHING display
piece...that allows your customer to TEST
the DUOTONE NEEDLE and actually see
AMAZING VERSATILITY and PROTECTION.

12 needles mounted on a FULL-COLOR
card...each individually packed in a
Lucite container...with a built-in magni
fying lens...for impulse selling!

oA A A St

! ‘ :
ﬂh:DUOTONE S,]*'IOCK-PROOI_:' NYLON PHONOGRAPH NEEDLE
5d at America’s lowest popular price!

i3

DUOTONE COMPANY
Keyport, New Jersey

- AN | R e e .
JEE it .'..and SELL it...the famous DUOTONE silent sales- li Duotone Company, Keyport, New Jersey |
ficans immediate VOLUME and SELF-SELLING ! | GENTLEMEN:

' | Please enter our order for ... full-color display cards. Each contains

12 nylon shock-proof needles mounted in individual Lucite containers
with built-in magnifying lens. (Subject to large dealer discounts.}

As Advertised In LIFE

1dadvertising appears in Life Magazine...as well as other
#ions ... plus feature stories. .. through the major wire serv-
Bhe country...TELLING and PRE-SELLING your custom-
Mlay the DUOTONE NYLON SHOCK-PROOF PHONOGRAPH
ll,%h;nd WATCH THE VOLUME RISE!

SUBJECT TO ATTRACTIVE DEALER DISCOUNT

 Canadian Representaiive: Charles W. Pointon, Toronto - Export Division: Ad Auriema, Inc., New York
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‘ you can depend on a EZ!F/WW

under any and all weather conditions

S
LM/ This HEAVY-DUTY *Tele-Rotor”

Ideal for average instal- | is the most powerful TV antenna -

lations —easily installed. _ rotator made. Superbly engineered, it | . i '
MODEL 502B . . . rotator is the best your money can buy! Com-

with meter control cabi- plete with “compass control” cabinet

net for “hairline” tuning having illuminated “perfect pattern”

(uses 5 wire cable) . . . dial (uses 8 wire cable) . . MODEL TR-2

LRI | rezeenoe |® " o '

-
I
LAZY-X CONICALS STRATE-LINE ANTENNAS, YAGT ANTENNAS HiLO ANTENNAS INDOOR ANTENNAS FM. ANTENNAS SUPER-VEE ANTENNAS
@ CORNELL-DUBILIER SOUTH PLAINFIELD, N. J.
WsT® THE RADIART CORPORATION CLEVELAND 2, 0HIO
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i» Now is the time to begin the sea-
‘onal TV antenna program for your
ustomers. Not only is it a way to
ruarantee that you won’t have to send
‘ervice crews out in the
Weather (and busiest installation pe-
{lod) on installation call-backs. In
ddltlon, it is another way to keep
lour shop and your service in the
(}des of your customers.
By inspecting all installations
thch have been up for more than
t ur months your installers will be
1ble to check up on their work and
e where, if at all, they may be do-=
g an inadequate _]Ob Your custom-
rs will feel that you are paying at-
ention to them, and will mention it
o their friends and neighbors, some
{if whom are thinking of buying TV
ets for Christmas. And any installa-
lions which are beginning to weaken
i little bit can be repaired before the
\Eﬁally rough weather gets to work on
‘ em. Too, where new stations have
‘leen added, or in cases where the
liransmitters have been moved or the
Jower of one or more stations in-
¢ reased, it may be desirable to change
aihe antenna orientation, or add or
IE!‘ake away parts of multiple installa-
llions, or add boosters.
f’ Some of your customers are prob-
hbly people who had a TV set in-
litalled by another firm, but who now
j1se your company for service work.
Dr they may currently be unhappy
ubout the service of their original
Viirm, if, for example, it is one which
?[[s not really set up for service and
installation. Inspection of such instal-
ations (not installed by you) will
:ave you future trouble.

o e

Use Direct Mail

A good way to inaugurate the cam-
TBalgn is to prepare a direct mailing
iece consisting of a double postcard
avajlable at U. S. Postoffices for 2
feents each, stamped) mimeographed
xith an offer to inspect the antenna
system on one card, and the other

pard addressed to you with a few
{

worst -

blank spaces to be filled in with the
name of the customer, and preferred
time to call.

Depending on the type of service
guarantee which your organization
specializes in, you may wish to make
a nominal charge for this check-up,
or you may deem it best to offer it as

The September, 1951, issue
of RADIO & TELEVISION RE-
TAILING presented copy for

direct mailing pieces in an
article entitled, "Money, Cus-
tomer-Satisfaction in Antenna

Check-Ups."

a free service to old customers. One
way to work it is to specify a service
charge, and state that this fee will
he applied against the customer’s next
service call on that TV set, In other
cases it may be best to state the cost
of the check-up, but also say “free to
Blank Radio’s service customers.” In
this way the customer realizes that
you are giving him a real service—
worth something—not just a free
throw-away.

Written Report to Customer

The check-up should include the
rendering of a report, with the in-
specting serviceman’s signature, and
his recommendations, if ‘any, for cor-
rective action where needed. In this
way, should the installation fail dur-
ing a severe storm, it will be in the
record whe<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>