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CBS-COLUMBIA

MODEL 17 M1
*Plus F.E.T. and
Warranty. Slightly
higher South and
West.

First with

CUSTOM TUNING

Meodel 17 M1, like all CBS-Columbia receivers can be | f__w
“Custom-tuned”© for the neighborhood in which it is installed. e

CBS-COLUMBIA INC., 170-53RD STREET, BROOKLYN 32, N

WWW.americanradiohistorv.com
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“Tune In” on your greatest profit

RCA Room

|
| Re’c\dﬂ Now \ |

IV llg \
” e I(lSi ~NO d n be' er
b RCA e nam e at's a
Y

“puy word

Top Cooling Capacity . .. Greater Air Flow. ..

thanks Lo the RCA “Heart-Of-Cold” Com- thanks to the new exclusive RCA “Airflow”
pressor—rated tops in comparative tests. Grille designed for widest, fullest air circu-
Hermetically sealed, 5-Year Warranty, lation to all parts of the room.

2 RADIO & TELE¥ISION RZITAILING - February, 1952
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opportunity since TV !

Air Conditioners !

RCA is helping you go after the HUGL untapped
market [or room air conditioners! With a com-
plete line, handzomelv stvled, superbly enginecred
and aggressivelv priced Lo sell. With a complele
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H " For rooms up to 325 sq. ft.
§

RCA VICTOR DIVISION

RADIO CORPORATION OF AMERICA

=

e

KOA makes /oaréome 2 better /O/ace Zolive/

RADIO & TELEVISION RETAILING ° February, 1952

range ol displays and mevchandising helps.
With a full-scale national advertising
campaign in LIFE and on all RCA Viclor

radio and television shows.

220
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—% H.P.—
. For rooms up to 230 sq. ft.
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RCA Factory Service . . .

low-cost contract covers installation and scr-
vice by RCA Serviee Company. Ine. Full
profit! No parts to stock. No scrvice worries.

www.americanradiohistorv.com
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ARE
TV SALES
SLIPPING
THROUGH YOUR

GOLDEN
FIVE
MINUTES

TURN SHOPPERS INTO CUSTOMERS
WITH THIS FREE BOOKLET!

These facts tell you how to: —take the guessing out of selling
—double your television profits

Describes all sales situations...gives the answers to customers’ questions.
Supplies complete sales technique from your prospects’ entrance into the
store to the ringing up of the sale. The 5 minutes that it takes to read this
booklet might change your whole business life!

COVERS THESE IMPORTANT SALES POINTS:

Proper display of sets and promotion material « Gaining the pros-
pect’s confidence + Helping the customer make the right choice -
Explaining how television sets function « Comparative value of dif-
ferent sets «+ How much should a good set cost - Possible trade-in
values + Closing the sale

Dealers all over the country in all reception areas, have proven the success
of Tele King’s GOLDEN 5 MINUTEs sales demonstration! Television retailers
using this proven sales formula are now selling more sets—than ever before!

WRITE NOW FOR YOUR FREE BOOKLET!
Tele King with the Biggest Markup in Television is America’s No. 1 Profit Line!

“Tele KQimg

601 West 26th Street, New York 1, N. Y.
THE BEST IN TELEVISION —AT ANY PRICE!

4 RADIO & TELEVISION RETAILING * February, 1952
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NEVER BEFORE

2 DOORS!
Avtomatic Defrost!

The only complete 2-door
line ... 12, 10 and 8 cu.
ft. All with Automatic
Defrost, at prices even
lower than competitive
single door refrigerators.

SEE THEM NOW AT YOUR PHILCO

RADIO & TELEVISION RETAILING -

Exclusive Philco

DAIRY BAR

Door storage convenience
and style appeal beyond
anything ever offered in
a refrigerator. Here for
1952, at prices that rock
the industry for value.

Febrvary, 1952

America’s First Choice

HOME FREEZER

With dramatic new color
appeal . . . the exclusive
sloping front Philco.
Easiest-to-use freezer ever
designed. Fastest seller in
appliance dealers’ stores.

___wWwwanLamericanradiohistory . com

Takes the mystery out of

Automatic Cooking

Another Philco “‘first” ...
the revolutionary Quick-
Set Timer, now added to
the Jiffy Griddle and
“Broil-under-Glass” . . .
priced for volume in ’52.

DISTRIBUTOR

5
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HERE’'S THE 74[[/"{W|.m£

V\/éstinghouse

Exclusive

ELECTRONIC CLARIFIER

5’6/615’/%

SINGLE DIAL TUNING

Exclusive

New, Simple PLUG-IN UHF
Adaptability

NO-GLARE PICTURE TUBES
and protective mask

AUTOMATIC FOCUS

UNIFORM FOCUS !
HIGH-SENSITIVITY TUNER

HIGH-GAIN AUDIO SYSTEM

SUPER POWER FOR FRINGE AREAS

You'll ind it the line of marked
dependability—low on service
—high on performance.

During 1950 and ’51, 4 out
of 5 Westinghouse set owners
(by actual count) bought on the
recommendation of satisfied
users. Quality performance is
the reason!

Huge21"picture. Model676T21,
The Westmore. Clearest, glare-
frec picture. Stays clear at all
times. Polished mahogany table
model gives big-screen TV at
low cost.

Clear 16" picture. Model
689T16, The Westley. Well-
designed table model. Dur-
able brown plastic. Elec-
tronic Clarifier, Single Dial
Tuning. Low price. Big
value.

Interference-free 17" picture. Model
667T17, The Marlow. Mahogany
table model. Electronic Clarifier,
Single Dial Tuning, glare-free tube
and protective mask. Plug-in UHF
adaptability.

¥

o/ 6 o6 o 2 2 2 6 0 6 0 0 ¢ 6 0 6 8 0 0 5 5 s 0 s 00 s e LSS S0 0 eI B .0 8 T I e &

:

Unequalled 21" picture. Model
690K.21, The Barclay. Handsome
mahogany console. Concert
speaker, flawless tone. Picture
clarity and detail never before
seen in this big size.

Flawless 21" picture stays clear at
all times, Model 691K.21, The May-
fair. Distinguished modern blonde
cabinet of frosted oak.
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Perfectly focused 17"
picture. Model
618K 17, TheWinslou,

i Tnusually smart con- Marvelously clear 17" picture.
T . . sole of mahogany ve- Model 679K17, The Newbury.
neers. Luxury appear- Blonde console cabinet of true
e eV'slon ance, low price, and “decorator” design. Electronic
clear pictures that stay Clarifier, Single Dial Tuning with

clear. new twin locks. )

Glare-free 17" picture. Model
668T17, The Spencer. Striking
blonde table model of frosted oak.
Conrtains every Westinghouse fea-
ture. Super power for good fringe
area reception.

oooooooooo‘woo.ol-:cooooao,a‘oocov'nl"aoo.alo.'meioot.v0000.000000000.000000‘
Magnificent 21" pictare in an exquisitely Gigantic 24" picture. Model 688K 24, The
crafted mahogany console with matched- Madison. Beautifully crafted piece of fine
grain doors. A superb instrument for a furniture with the most flawless TV per-
distinguished home. Model 673K 21, The formance. Selected mahogany vencers.
Bancrojt e S —

LTI,

i QU AT

You'll glso find .

it profitable to carry

the complete line of

WESTINGHOUSE
RADIQS
for 1959

CLOCK RADIOS
TABLE RADIOs
PORTABLES

WESTINGHOUSE ELECTRIC CORP. « TELEYISION-RADIO DIVISION SUNBURY, PA.
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Now! TV Plus Radio at the Cost of Other Sets with TV Alone!

2V Model 421M15—Smart, period
styled walnut or mahogany TV console
with built-in radio and phono-socket.

It’s another sensational first from
Admiral! Big picture television . . .
in striking new 1952 table models
and consoles. .. with Dynamagic
radio built right into the T'V chassis.

And what a radio! Never before
such outstanding performance. ..
achieved in large measure by ‘‘shar-
ing”’ circuits and precision engineered
components of Admiral’s famous
Triple-X television chassis.

Think of it! TV plus a complete
radio that brings in al/l standard

broadcasts ... both in a compact
cabinet no larger than one designed
for a TV set alone ... both for no

more than other famous name sets
with television alone.

Plus All These Features . . .

New ""Glare-Trap” —with revolution-
ary ‘‘cylindrical-face’ picture tube
that completely eliminates annoying
light reflections.

Triple-X Chassis —World’s most
powerful TV ... engineered to out-
perform any set, anywhere, any time.

Amazing Cascode Amplifier—per-
forms as though station power had
been increased up'to 4009,.

Built-in Turret-Tuner—ready for UHF
stations. No converter needed.

Roto-Scope Antenna—the only built-
in antenna that’s directional.

Admiral BiG PICTURE TV

IS PRICED AS LOW AS... 318925

WWW.americanradiohistorv.-com
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First and only all-channel, low-noise, antenna-mounted,
self-tuning TV Booster! Easily mounts right at the antenna
top, ahead of the lead-in. Automatically ioosts the signal,
not any local noise interference picked up by the lead-in.
{ncreases signal-to-noise ratio, clearly brings in telecasts
you could never get before, 1deal for tough fringe areas or
noisy locations in primary areas.

Model 3010 Tennu-Top Booster. List Price ..... ...$88.00

RADIO & TELEVISION RETAILING ° February, 1952

AUTOMATIC SELF-TUNING

Toneo-Malie

TV BOOSTER

Connect it . .. and forget it! Anyone ... even a
child ... can get his favorite programs with

a clarity of picture and sound like never before
...on any channel ... automatically . . . without
any booster tuning! Exclusive E-V all-electronic
circuit gives superb low-noise performance. ..
provides higher effective gain on all channels
..« works where others have failed, even in
tough fringe areas. Furthermore, the booster

can be easily concealed. Installation is quick and
easy. Plugs into 60 cycle a.c. outlet. Thousands
of installations have proved it completely
trouble-free. For more TV pleasure in fringe and
primary areas, there is nothing like the E-V
Booster! Users prefer it! Dealers say

it wins customers!

Model 3000 Super Tune-0-Matic. 4-tube. List .. .$57.50
Model 3002 Tune-O-Matic, 2-tube, List .......%$39.50
SEND FOR BULLETINS 1623-165

Yorcs

Cables: Arlab .

1
(L STREE LA PICKUPS

40th St New York
MICROPHONES

422 CARRO

Export: 13 E.

s .
1v BOOSTER Patent Pending
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MANY NEW PROSPECTS NOW IN REACH

NEW STATION POWER
PLUS NEW MOTOROLA
CONCENTRATED POWER CHASSIS
MEAN BIGGER AND BETTER
SALES FOR YOU IN 1952

The new Motorola TV extra reception
power pius the Area Selector Switch, will
close more sales for you! Add to this
sensational power story Motorola TV’s

other famous features . . . the Acoustinator ! }

. : > s W
Tone Control, anti-reflection Glare- AREA SELECTOR SWITCH . .. A3

e o T4
Guard, Electro-Lock Focus, “Golden Holds sensitivi Y at necessary minimum for Iocql areas, N,
) steps up reception sensitivity for suburban locations and \‘/" /,

Voice’ tone ... and your 1952 turns gn maximum sensitiyity for distant “fringe’ areas, ‘ -
TV sales success is assured! S

19 NEW FAST SELLING MODELS...PRICED AS LOW AS$199.95%*
STYLE-SETTING . . . SALES - SPARKING . .. VOLUME - BUILDING
SEE THE NEW 1952 MODELS AT YOUR DISTRIBUTOR’S TODAY!

‘ i'F ll t v {. L TRy
H 1 .E =
g \\ :_,,_ iy

e

i :
s

MODEL Y7F12 *® MODEL 21K1 * MODEL 17K12W * MODEL 2111 %

AM radio, 177 TV, $39995 Mahogany 20°° $29995 17 imch screen, 24995 Leatherette covered $24995

3-soeed phonc. screen conscle., Walnul consale. cabinet, 20°’ screen,

Mﬂtﬂ[ﬂla Tv PROVED MOST DEPENDABLE...

10 RADIO & TELEVISION RETAILING * February, 1952
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WITH NEW 1952

’

THE 2/CTURE TELLS THE STORY ...
Dramatic evidence of its performenze ablity ic th2
quclity of tha gicture you see on Motoraoa TV . . .
sharp, steady, clear . . . with the most dependable
night-after-night operation of any TV! The concen-
trated skill of a staff of 482 TV engineers has con-
tributed this great new performance through better
engineering for a growing TV audience of millians?
*Price includes 1 year Warranty. Fed. Tox Extrg

Pricas slightly higher South and West
Prices and specificatians subject to change witheut rotice

MODEL 14P2 % MODEL 1777 | 3
Portahle, leatheretts cu;,.sl 9995 Plastic cabinet, $' 9995* Most models also available

14’ screen; lid detoches.' 17 inch screen. in Limed Ock, slightly higher,

-

RADIO & TELEVISION RETAILING * February, 1952 11
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LANGUAGE
STUDY

No matter what variations in customer
needs you must fulfill, the Eicor offers you
the dependability and adaptability which
assures you of trouble frce, repeat sales.
By selective and exacting engineering,
Eicor has developed the ultimate in
quality of sound fidelity and mechanical
efficiency in the low priced magnetic re-
cording field. Such features as two-speed
recording and play-back, volume control
and tone control, have been incorporated
into a chassis built for exacting and rugged

Write for this folder
showing and de-
scribing some of
> the many uses to
which the Eicor
can be put. Ad-
dress your in-
quirv ATTN:
RTVR-2-53

24 for in-
formation
on how to become
an Eicor dealer.

~

PIONEE

150

VIEWS

ks
&} SPOT INTER
} \ |

12

| HOME MOVIES

4’///////// y

long life. It will pay you to handle Eicor.

MUSIC STUDY
¢

\
\

il

DOCTORS

ity i,
il
Iy m

\

7

"W///////

W

A

EICOR TAPE RECORDER

GIVES YOU A SOUND
. SELLING PICTURE

MINISTERS

e

&,4’{

2
\i

M,
P

Conversion Kit which
changes the Eicor Model

115 from standard 7% in.
per sec. to 3% in. per sec.

LAWYERS

RING IN MAGNETIC RECORDING

EICOR, INC.
1 WEST CONGRESS STREET
CHICAGO 7, ILLINOIS
DEPARTMENT 24

&

)
B
/\
T
SV}

Bl
DAL ot v
T

RECORD LIBRARY

PUBLIC SPEAKING

RADIO & TELEVISION RETAILING °* February, 1952
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Centinel LP TV

with Optional Matehing
(TuRN ) Tables

Gwe you

furnover:

“Fully automatic selling!” —that describes these

new Sentinels with optional, matching TURN-
tables. All the advantages of
space-saving table models: at-
tractively modest in price, they
fit beautifully into any place in
any room—as highly styled as
fine consoles, they lend graceful

g S e

dignity to the most opulent sur-
roundings. Easy, fingertip turn-
Above: Model 449- ing. Famous Sentinel chassis—
TVM—21" screen.
Cylindr zal face
tube. M-hogany,
with superbly
matchez TURN-
table offional.

envy of the industry for its flick-
of-a-switch fully automatic tun-
ing, superperformance even in
weak signal areas and amazing,
profit-protecting freedom from
service.

Turn store stocks FAST! Call
your Sentinel distributor NOW
or write Sentinel TODAY.

At righ : Model
447-TvM—17"
screen. h.ahagany,
with stanningly
matchez TURN-
table op-onal.

Sentinel Radio
Corporation
Evanston, lllinois

RADIO & FELEVISION RETAILING ° February, 1952
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From the maker of the
THE ALL-NEW

AT

TELEVISION'S NEWEST CIRCUITRY

BENCH-CRAFTED CABINETRY .« NEW PERFORMANCE ”‘-'\,-
STANDARDS . GREATEST VALUES EVER

Allen B. Du Mont Loboratories, Inc., Television Receiver Division. Eost Paterson, N.J. ond the Du Mont Television Network, §15 Madison Avenue, New York 22, New York

14 RADIO & TELEVISION RETAILING * February, 1952
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Finest _the Finest ever!
1952 DUMONTS

The ROY AL SOVEREIGN. by DuMont,

with 30-inch 1uhe—the world’s largest direct-
view television picture tube. landrmbbed ma-
hoganv finish.

The FLANDERS. by DuMont,

with 21-inch rectangular tube. Fruitwood
veneers. Designed by Harry Preble, Jr.

The WEMBLEDON, by DuMont,

with 21.inch rectangular tube. Mahogany
veneers or blond finish,

The WECKFORD. by Du Mont,
with 2l.inch rectangylar tbe. Muahogany or
timed oak veneers.

The WHITEHALL SEREES H, by DuMon.
with 2L-inch rectangular tube. Mahogany vencers.

The SHERBROOKE SERIES 1H by DuMont,
with 21.inch rectangular tube. AM=FM radio:
3-speed automatic phono. Mahogany veneers or

Llond finish.

The BANBURY. by DuMont,
with 2l-inch rectangular tube. Mahogany or
limed ouak veneers, or with raflia doors in colors,

The MEADOWBROOK SERIES Lt by Du Mont,
with 17-inch rectangutar tube. Mahogany veneers.

The CHESTER. by DuMont,
with 17-inch rectangular tube. Mahogany veneers.

Fhe PARK LANLE SEREES 11, by DuMont.
with 17-inch rectangular tube. Mahogany vencers
or hlond finish.

The ANDOVER SERIES 11 by DuMony,
with 17-inch rectangular tuhe, Mahogany veneers.

The DEVON, by DuMont,

with 1 7-inch rectangular tube. Mahogany or limed
ouak vencers.

All Cabinets designed by Herheri Nosengren.

AGAIN DU MONT PIONEERING PAYS OFF FOR DU MONT DEALERS
WITH A COMPLETE LINE OF THE TOP PERFORMERS IN TELEVISION

Here they are  the all-new 1952 Do Maonts. Absolutely uneacelled for sensitivity, lor
fidelity. for brilliance—absolutely unmatched for beanty. for value, for qualitv—these
are DuMont's greatest, the finest television receivers ever huilt.

See their superiority —in the new DuMont. anti-glare cvlindricul tace. Selfocus® Tule
that gives wiazing sharpness. the full width ol the picture—in the new Du Mont
“Static Lraser” rhat screens out noise—in the new DuMont “Distan-Selector” that
let= the viewer enjoy [aintest {ringe and strongest local reception hoth, at the flip of a
switch—in the new simplified tuning, in the new simplified servicing.

Get set to sell- with the support of DuMont lour-color spreads in America’s leading
magazines —with merchandising packages built from the dealer’s point of view.

See the New 1952 Du Mont Telesets™

—at Du Mont Distributors and See Why
DuMonis Do More in 52! n“ ﬂN"‘

*Trade Mark

RADIO & TELEVISION RETAILING * February, 1952
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WiTH WHRD ANTENNAS
INSTALLATIONS Stay Pat!

Ward mechanical superiority is a deciding factor weigh-
ing heavily with men in the field. Ward installations
“stay put” . .. eliminate call-backs.

WARD PARA-CON* Antenna not only combines para-
bolic and conical principles to assure maximum picture
clarity on all channels in most reception areas—but
it features a material and structural strength that de-
fies the elements, and assures a permanent installa-
tion. Aluminum tubing, molded plastic insulators,
heavy duty crossarm and other construction features
make for rugged strength and unsurpassed durability.
Write for catalog.

Diagramatic sketch shawing haw parabalic reflectars .M.

gather in and cancentrate energy an canical elements.

As the oldest, largest exclusive antenna
manufacturer, Ward combines a complete,
widely-diversified line of Radio and TV
antennas. A single source of supply gives
you every advantage and every superiority
that means satisfied customers and bigger
profits ta retailers and service technicians.

WARD ANTENNA INSTALLATION KITS . . . by
time savers . ..money makers . ..cut the cost of stock-
ing and storing parts . . . give everything you need at
your fingertips at installation time. KIT MODELS
TV-105 and TVS-103 contain necessary 6 element
Ward Conical bays, including mast, base, stand-offs,
lead-in, lag bolts all in one kit. Write for catalog.

THE WARD PRODUCTS CORPORATION
Division of The Gabriel Co.

1523 East 45th Street e Cleveland 3, Ohio
In Canada: Atlas Radio Corp., Ltd., Toronto, Ont.

WORLD’S OLDEST AND LARGEST
EXCLUSIVE MANUFACTURER OF

A NTENNAS
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with
"POWER
PIUS"

CONTROL

rmmmu LSS R

"Power-Plus”" control, the revolutionary new development
exclusive with FADA, will bring satisfactory television
performance to thousands of your customers’ homes in
outlying areas where reception was previously impossible!

e i o

A flick of the wrist, and presto — gone is the wobble,
the tearing, the roll, formerly associated with “fringe
area" reception — this new circuit brings in brilliant,
clear pictures in areas where other sets won't even operate!
The "Power-Plus” control, conveniently located in the
back of the set, blocks out "noise” and interference;
keeps the picture signal strong and steady. No need for
special antenna installations — the new "Power-Plus”
control does for TV reception what the superheterodyne
circuit did for radio many years ago. Set it once for
best reception . . . and forget it!

Ovur latest and greatest triumph! Here is a brand new,
power packed 24"’ table model with picture clarity and
superb styling that will make your customers gasp.
""Power-Plus’’ control for superb fringe area reception.
Available for immediate delivery! Priced far below
your expsctations. Ask for the “PRESIDENT" —
Model 24T10.

But that isn't alll FADA for '52 features its new ultra-
sensitive Turret Tuner — adapts for UHF reception in
seconds by merely changing tuning strips.

Quality costs no more — with FADA TV!

This new 17" toble medel just shouts quality!
Made with all of FADA's craftsmanship and
electronic know-how, it speaks for itself with
its fine picture and high definition. ‘‘Power-
Plus’ control eliminates wobble and tear in
cutlying areas. Cabinet entirely of genuine
mahogany, hand-rubbed to a custom finish.

The "“"CHURCHILL' — Mode! 775T
In Blonde Mahogany, Model 775 TBM

RADIO & TELEVISION RETAILING * February, 1952 17
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YLVANIA TV takes great pride in announcing the ap-
S pointment of Gough Industries, Inc. as its Southern
California Distributor for the Radio and Television Divi-
sion, Sylvania Electric Products Inc. San Diego, Long
Beach, Bakersfield, San Bernardino, Santa Barbara and
Phoenix will also be included in the Gough territory. The

appointment becomes effective February 1, 1952.

As one of the outstanding figures in the Television In-
dustry, Mr. Philip Gough has guided his company’s dis-

tributorship to a top-flight position recognized from

Coast-to-Coast.

The ADAMS—Unexcelled reception
in a 177 Console with HALOLIGHT.

Cobine in Mahogany or Bonde, At this time Sylvania TV

also announces that

HaroLigHT

the frame of light that’s kinder to your eyes is now avail-
able on certain 17" models for tlle-Spring of 1952 as well
as on 20” models. This means that HALOLIGHT, the most
exciting feature in the Television Industry, will be within

the reach of millions.

The LINCOLN — Deluxe 17" Tele-
vision. Radio-Phonograph Combina-
tion with HALOLIGHT. Modern Ma-
hogany cabinet.

TELEVISION

TELEVISION SETS; RADIO TUBES: TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT LAMPS, FIXTURES. SIGN TUBING.
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GOLGH INDUSTRIES, I\C.

CALIFORNIA AND PHOENIX, ARIZ.

“IT 1s a great satisfaction to us,” said Mr. Philip
Gough, as he signed the franchise for Sylvania TV
for the Southern California territory, “to identify

ourselves with Sylvania TV—with HALoL1GHT.

“Through handling the Sylvania line of fluores-

cent tubes and fixtures, we are very familiar with
. e PHILIP G. GOUGH
Sylvania’s 50-year background in lighting and elec- President, Gough Industries, Inc.
tronics and with the strength and reputation of Syl-
vania.
“We have great respect for the engineering skill
of Sylvania and have watched with interest the de-

velopment of its television receivers — their design,

their beauty and Sylvania’s sound service policies.

*“We regard HALOLIGHT as the leading feature on

any television line in the country today.

“It is our intention to make Sylvania TV the lead-

ing television line in our territory.”

TheJEFFERSON--20" Hepplewhite

3 Console with Doors, featuring HALO-
LicET. This superb television receiver
will give unending satisfaction.

TELEVISION

WIRING DEVICES, LIGHT BULBS; PHOTOLAMPS; RADIOS. SYLVANIA ELECTRIC PRODUCTS INC.. R4DIO & TELEVISION DIVISIGN. 254 RANO STREET, BUFFALO 7, NEW YORK
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Yagi elements of .035” thick
seamless aluminum, are full 55"
in diometer. Ends are crimped
for greater strength and to cut
down vibration. Prevents en-
trance of dirt and moisture.

An extra clamping member per-
mits taking up bolts tight with-
out putting undue strain on
element. Cast aluminum V block
assures perfect right angle
alignment. No detail of design
or construction has been over-
looked to make the TRIO 2-
Channel Yagi the finest fringe
area TV antenna available any-
where — ot any price!

Double-folded dipole sections
have heavy gauge aluminum
brace bars securely riveted to
element ends thus providing
positive electrical connection
and extreme rigidity. Werk-
manship throughout is of the
highest order.

THE TRIO 2-CHANNEL YAG] FULL 10 DB GAIN ON TWO CHANNELS.

MODEL 445 FOR CHANNELS 4 AND 5
MODEL 479 FOR CHANNELS 7 AND 9
Patent pending —.no licensing arrangements gronted far duplicating principle of this antenna.

PERFORMANCE

TRIO. TOPS ALL IN DESIGN, CONSTRUCTION,

e Orlaeeat

2-CHANNEL YAGI

One of the most widely imitated antennas on the
market today, the TRIO 2-Channel Yagi still stands
alone in efficiency and strength.

TV buyers —and sellers —are discovering that
"look alike’ is not enough — that imitations are never
as good as the original.

There is no secret to TRIO's marked superiority. The
simple fruth is that TRIO slights no construction detail,
overlooks no design feature. This means unparalleled

TRIO ¢he “Trouble-proof’ TV Rotator_

For years of dependable, unfailing service — in good weather
and bod — you can’t beat the new TRIO TV Rotator and Direc-
tion Indicator.

Sturdy and completely weatherproof, the TRIO Rotator will
support the heaviest TV arrays — even in 80 MPH winds! Its
sound design and construction has been proven by 3 years of
extensive field testing under every extreme of weather. The
TRIO Rotator will not freeze up!

2 HEAVY DUTY MOTORS

Two separate 24 volt motors are used — one for each direc-
tion of rotation. Thus, each motor operates just 50% of the
time — cannot burn out. Positive acting electrical stops at both
ends of 360° turn eliminates lead damage.

Housing is die-cast aluminum for greater strength, lighter
weight and perfect alignment of parts. The TRIO Rotator is
precision built throughout.

U0

efficiency — rugged dependability for both installer
and TV set awner.

Installers! Avoid profit eating call-backs caused by
poorly made imitations! Set owners! Enjoy years of
dependable, efficient TV reception! Compare the TRIO
2-Channel Yagi with any other TV antenna at any
price. Yes, compare — then you, too, will insist on an
original TRID — the 2-Channel Yagi that set the
standards,

==Y SMARTLY STYLED
DIRECTION
INDICATOR

The. TRIO Direction Indicator is housed in a
sturdy plastic cabinet of graceful lines. It is a
beautiful instrument that will blend harmoniously
with any fumniture style.

Utmost ease in selecting the desired antenna
direction is provided by o new “finger-tip” control
that operates at a light touch and the easy-ta-
read dial face that clearly and instantly indicates
the exact antenna position,

MANUFACTURING COMPANY

GRIGGSVILLE, ILLINOIS
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now featuring

atfon

THE SET

. Hearr or Cosmic Eve TEeELEVISION, sen-

: sational new 1952 Sparton chassis, great-

\ \ " est in Sparton history. Easily adapted
to UHF by replucement of inexpensive

tuner strips. Four LF. stages, up to 27
tubes! Ulira-Range Tuner with Cascode
Circuit reduces inter-receiver interier-
ence in congested areas, reduces “snow”
in fringe aveas. Superb trouble-free per-
formance in a set that stays sald!

Now. the set that stavs sold, teamed with the
most challenging idea in TV today, is mak-
ing a hit — with TV buyers, and Sparton
dealers both!

Cosmic Eve knifes through claims and
counterclaims, beams directly to TV Dbuyers
the wnmatched performance of Sparton . . .
“so clear, steady and true it’s like having an
eve In the sky!”

Sparton dealers hail the unlimited possibili-
ties of this merchandising “first”! Through
1952 Cosmic Eye is to be featured twice a

month in the Saturday Evening Post and
Newsweek, monthly in Holiday. Local dis-
plays. promotions and selling themes will
concentrate on Cosmic Eye Television, the set
that stavs sold.

True to the SCMP (Sparton Cooperative
Merchandising Plan), Cosmic Eye Television
is sold through only one exclusive Sparton
dealer in each community or metropolitan
shopping area. Why not write your Sparton
Distriet Merchandiser, or direct to the factory?
Sparton Radio-Television, Jackson, Michigan.

1952 SPARTON COSMIC EYE TELEVISION « LIKE HAVING AN EYE IN THE SKY

The Roxbury
Model 5270

The Hastings
Madel 5225

The Bedford
Mocdlel 5290

The Hampshire
Model 5292

RADIO & TELEVISION RETAILING * February, 1952
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The Lochmoor
Model 5298

The Superb

par{on

the set that stays sold

The Beaconsfield
Model 5296
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Bendix

Closes Sales in 30 Seconds!

IT ONLY TAKES ONE LOOK e——
to end up in your ST 000
ORDER BOOK! | g —

CLEARER PICTURE . .. LONGER RANGE
... BETTER STYLE

Iere’s a three-point program that pays off in quick profits
and satisfied customers. First, Bendix Magic lnler{a(-e is
still the finest sales closer in the industry—and it only
takes half a minute to demonstrate it. Second, when fringe
area prospects come shopping for a set that will pull in weak
signa‘s. Bendix TV is a natural. The picture is consistently
sharp. And third, the Bendix line iz short and sweet! Six smart
models meet the needs of nine customers out of ten. There’s no
dust-gathering inventory to worry ahout with a Bendix franchise.
Write for details of this great new line, two models of which
are pictured below.

|

AT

ROBERT Q. LEWIS
COMEDY STAR OF
“THE NAME'S
THE SAME'®
ON NBC-TV

20L2—The big 20" picture and 17K2— This 177 console features .
magnificent cabinetry of this the life-like pictures of Magic ° ° ,
model will appeal to the most Interiace and the ability to bring Do Bu slness W|t e” I —— H

discriminating buyers. in clear pictures in fringe areas.

THE PICTURE WITH THE BILLION DOLLAR BACKGROUND
AVIATION CORPORATION HAS DESIGNED AND BUILT BILLIONS OF DOLLARS WORTH

OF RADIO, TELEVISION, AUTOMOTIVE, RAILROAD, MARINE, AVIATION, AND INDUSTRIAL EQUIPMENT, INCLUDING
ELECTRONIC DEVICES FOR SUCH ADVANCED FIELDS AS RADAR AND GUIDED MISSILES. FAMOUS FOR RELIABILITY
IN EVERY MAJOR INDUSTRY, THE BENDIX NAME GIVES YOU THE FINEST PLEDGE OF QUALITY IN TELEVISION.

BENDIX RADIO TELEVISION AND BROADCAST RECEIVER DIVISION o BALTIMORE 4, MARYLAND

22 RADIO & TELEVISION RETAILING * February, 1952

www.americanradiohistorv.com


www.americanradiohistory.com

FOR POSITIVE
PROTECTIO

NEW VEE-D-X

il

8 element Yagi

Gives equal gain to
i a double-stacked 5
‘ element Yagi Ar-
1 ray at lower cost

A new 8 element Yagi that provides 41% (LESS MAST)
more gain that the best 5 element Yagi, or
equal gain to a double-stacked 5 element $ 50
Yagi array — vet is lower in cost, is easier

1o install, and provides better roof-top ap- LIST
pearance. Famous VEE-D-X pre-assembled

construction. The ideal antenna for fringe For Channels
area operation. 713

VEE-D-X
OUTBOARD
BOOSTER

Out of sight . . . out of
the way . . . fits snugly
against back panel of any
TV set. This single chan-
nel booster delivers pow-
erful 18 db gain with full
5 megacycle band width.
Install it — forget it!
Bothersome tuning com-
pletely eliminated.

Only

19

a sensational
NEW

VEE-D-X
antenna
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YOU'RE SAFE...YOU'RE SURE

with VEE’D X

SETS Unos
ANATION
ARRESTERS %
&

MODEL RW-200

$125

LIST

COSTS NO MORE
THAN A MIDGET

Most popular full size arrester for stand-
ard two-wire transmission line. Exclusive
saw-tooth contact points assure positive
electrical connection without wire strip-
ping. Exclusive case cover prevents pull-
ing and straining of transmission line
against contact — seals out moisture —
adds to appearance.

MODEL RW-204

The first and still the finest arrester ever
made to accommodate four-wire rotator
linc as well as standard two-wire trans-
mission line. Exactly the same in size
and appearance as Model RW.200.

MODEL RW-300

$%) 00

LisT

For extra heavy duty.
First arrester to be in-
troduced to the téle-
vision trade. It is the
time-accepted standard
with TV installation
men everywhere. Air
gap plus resistors pro-
vide double protection.

All models available with strap for mast or pipe mount-
ing as well as standard models for wall or window ledge.
No wire stripping required on any VEE-D-X arrester.

: THE LaPOINTE-PLASCOMOLD CORPORATION :
i Windsor Locks, Connecticut ]
| Gentlemen: 1
: Send me information on the following_ :
I I
: NAME |
l STREET :
1 cry ‘ONE. STATE ]
e e e e e e e Y
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Quarter Century
in JTelevision

YOU CAN DEPEND ON
THE INCOMPARABLE

9
marks the 25th anniversary of the first Farns-

worth inventions that made today’s television
possible. The mind that created them has im-
proved, refined, brought them to perfection in
only one instrument—the incomparable Capehart.

Here is the key to Capehart’s quality leadership. This is why
Capehart is the first choice of the cream of your prospects.
The superiority of the Crystal-Clear picture—the fame
of the Symphonic-Tone System —the sterling performance of
the Capehart full power chassis—the pacesetting quality of
Capehart cabinetry —these make Capehart the line it
is for prestige—and profits!

There may be a pathway-to-success Capehart franchise
open in your territory. Why not investigate! See your
Capehart distributor or write Fort Wayne.

The CAPEHART ""Quebec”

20-inch tube for Crystal-Clear picture. Pro-
vincial styling in mellow fruitwood. Sym-
phonic-Tone. True Capehart quality for only

$46995*
The CAPEHART
Personal
Portable
“ . Plays where you play.
The CAPEHART Clock Radio The CAPEHART Table Radio Sets the pace for styl-
The fastest selling clock radio on the mar- True Capehart quality in miniature. Dis- ;nngcé Lfoinp:r:?";:t
ket — the most wanted, the highest-styled tinguished design beyond compare. Unbe- i cib 5 netgi n
now available. Beautiful plastic $495 lievably bea uful tone. Choice $2995 Ehoice of colors
cabinet in choice of colors. Only 49 of colors. Oty . . . ...... 32 $2995

*Includes Federal Excise Tax. Warranty and installation extra. Prices for Zone 1.

«\ CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana

An Associate of International Telephone and Telegraph Corporation
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IF YOU'RE LOOKING FOR NEW PROMOTIONAL ITEMS — HERE'S THE BEST

-~ Worlds ﬂfae‘léfw’dv

W

RETAILS
AT

9~

Complete

COSTS YOU ont 1o

THRE) ' e aclk In x»
- UNITS o TWQ Fi k ”'sfa 9 i
4 7 o) ul’ H n'ly’ @gs
SLIGHTLY Incp Ourg 4 »
regg °n o -
® HIGHER b Lighf 1> he

®fasy ., Ounds “'9hs
. . operaf h"eqd’
Gives You 40% Markup! . *Bigs, 5 :
. e ¢ 3
@ Put this new low cost tape recorder on your counter : MOfo'. R Peqker if
—vyou'll be mighty pleased how easily it sells. Let your : Fasf FOr ewind an
customers work it themselves. Once they see how sim- R Qrg d .
ply it operates—how much real fun it is—all you need =i o
do is suggest a few uses and you've made a sale! e
1

Parents want it for keeping baby’s voice, recording
family events, party fun, music—professional folks use
it for record keeping, dictation, training employees
and students. Everyone in town is a potential prospect
for this new self-seller.

l AMPRO CORPORATION RTR-2-52 '
2835 N. Western Ave., Chicago 18, III.

I am interested in complete information on a franchise for the |
new AMPRO Tape Recorder. 1 am a ( ) Dealer ( ) Distributor, l

AMPRO Corporation

2835 N. Western Ave., Chicago 18, Il NIIE. e e e :
(General Precisicn Equipment Corporation Subsidiary) 57775 INCTIHEG o oxefTi omo G wITTon < ) D e n 8 T D 9305 § I - [ - 05 1w I '
8mm Cameras and Projectors o 16mm Sound-on-film Al eSS 3 arr s 1 e v e e S oSl 13008 366K § b6y i § T iaend I

Slide Projectors ¢ Tape Recorders
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21" TELEVISION:

————

o New wide- .angle cylmdrica] tube

o New curved all-glass front
—glare- proof, removable.

o New automatie focusing.

e New built-in adaptability to UHF.
e New fringe ared power-

o New customized Tru-Lok tuning.

PANI]HAMII]VISI

STR()MBERG RIS

-
R I i

[

e Ty

There is n()thing finel; than a

STROMBERG-CARLSON

RADIO & TELEVISION RETAILING - Ferury 195
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O. H. CALDWELL, Editorial Director

* M.

CLEMENTS, Publisher

CONFUSION OVER TV PRICES has had all seg-
ments of the trade in a dither. The situation arose when
the OPS threw a monkey wrench into the plans of some
of the manufacturers to lower list prices by changing
their method of handling excise tax and warranty
charges. Set makers must guide themselves by their
practices during the base period, cannot raise the ceiling
price on warranties, and cannot force the tie-in sale of a
warranty. At this writing, of the top ten producers, one
is including both tax and warranty in list, three include
tax but not warranty, two include warranty but not tax,
three exclude both, and one hasn’t decided.

AFTER THE LAST HALF OF THIS YEAR, there
could be shortages of high-priced TV combinations and
radio-combinations, (yes, there is a demand for them)
some electric housewares, and certain models in major ap-
pliance lines. Look for the manpower situation to worsen
for dealers as more and more technicians are siphoned off
into defense plants. I¥'s also likely that certain parts and
tubes can be in tight supply before the year ends.

ALTHOUGH THERE’S A GROWING VOLUME of
news about impending shortages these days, the smart
merchant isn’t going to be fooled this year. He’s going to
sell like sixty and worry about the merchandise famine if
and when it comes. A little more than a year ago, num-
bers of retailers were inventorying heavily, vowing the
while that they didn’t want to sell themselves out of
business. Today, the picture’s different—the ones on the
ball are vowing that they’ll sell themselves in business!

DEALERS IN GENERAL ARE NOT PUTTING A4S
MUCH EFFORT back of selling dishwashers as they do
in selling other appliances which “are far behind in growing
demand,” says Edward R. Taylor, Hotpoint vice-president.
A poll made by the Chicago manufacturing firm showed
that dishwashers get more widespread recommendation by
users to friends than any other appliance surveyed.

THOUGH THERE WILL BE AN INCREASED DE-
MAND FOR MAHOGANY for defense work this year
the supply of this and other woods for civilian products
will probably be adequate to fill the demand.

THE SALESMAN WHO SELLS REFRIGERATORS
TO ESKIMOS is a piker compared with H. A. Faroe, pro-
prietor of the Northern Supply Co., of Anchorage, Alaska
(population, 53,000). He sells freezers, and lots of them,
in a place where winter temperatures drop te 6o below!
Myr. Faroe told GE officials in Bridgeport, Conn., that he
had sold six of the Company’s 11-foot jobs just a day or
two before his departure for the U. S. Freezers are in big
demand, he explained, for the storage of moose meat.

RADIO & TELEVISION RETAILING * February, 1952
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BIG NEMA ELECTRIC HOUSEWARES gift sales
campaign gets under way, and is aimed at achieving a
sales goal of a billion dollars a year. Chairman of the
Electric Housewares Section of NEMA this year is John
A. Sullivan, of General Mills, and the vice-chairman is
Stanley G. Fisher, of Landers, Frary & Clark. Big job in
last year’s drive was done by Gordon T. Ritter, 1951
chairman, Arvin’s director of sales of the housewares
division; and by J. P. Mcllhenny of Waring Products,
presently chairman of the Section’s sales promotion
committee.

BECAUSE OF THE BRISK PHONO RECORD
MARKET, look for a number of dealers to take on discs;
others presently in business to expand facilities. Mean-
while, merchants find it hard to get the right kind of sales-
people;: realize that genuine salesmanship could greatly
increase volume through offering substitutes for numbers
out of stock, and by suggestive selling in general. Too few
record departments hold sales meetings these days.

AND SPEAKING OF PHONO RECORDS, no com-
munity enjoys anything like a healthy saturation point
when it comes to modern changers. Sales volume in new
speeds is dependent for its growth on the ownership of
modern turntable equipment in the hands of the public,
and the elementary task of getting such players into the
homes rests with the dealer. The merchant who goes
after sales of new players and modernization jobs makes
himself more money via the equipment and service sold,
and, at the same time increases the disc buying rate in
each home he “modernizes.” '

RUMORS OF STILL HIGHER PERSONAL TAXES
and stiffening of credit terms persist. Either one or both
of such things would, if enacted, have a serious effect on
the market. Meanwhile look for a real crackdown by the
Federal Reserve Board on violators of Regulation W, who
are not getting the required down payment.

CONSUMERS DOING A LOT OF LOOKING and
shopping around these davs. In spite of the fact that sales
are lagging, there’s plenty of store traffic in most centers.
Dealers say that there’s a real desire to buy on the part of
the public, but such desire is coupled with reluctance to
part with money because of the high cost of the bare neces-
sities of life. The answer as seen by progressive merchants:
Convince people that purchases in this field represent
sound investment, and do this through sound salesmanship.
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What's Ahead! — in Radio,

WAVE OF PRICE REDUCTIONS BY TV MANU-
FACTURERS a temporary proposition on an interim
basis, many industry leaders believe. Rising costs all
along the line, plus possible acute shortages plus a flood
of buying by consumers in a low-inventory market could
send prices up sharply in this industry of ours where
just about anything can happen at just about any time.

TREMENDOUS INTEREST IN ROOM AIR CON-
DITIONERS in the South, Southwest and West Coast,
with numbers of wholesalers visiting the manufacturing
centers looking for lines, which are hard to get because
there are not many makers presently in production. In
1951, the industry sold 230,000 wunits. Room coolers
are on the way up in all sections of the country, but require
specialized selling effort, and a realistic approach to the
overloaded or inadequate circuit problem encountered in a
great many homes and offices. Profit-minded dealers make
on-the-spot surveys before installing a room air conditioner.

WHILE MANY TV MANUFACTURERS CON-
TINUE to predict a production rate considerably lower
than that of last year, distributors and dealers are buying
carefully, with no signs of hoarding in the picture. “This
could be the year that TV sets will be ‘gold’,” one big
merchant said, but added that he was all through with
the practice of warehousing in anticipation of shortages
as he did in 1950.

THE 16,800,000 FAMILIES WHO LIVE IN AREAS
not now served by television will buy sets much more
rapidly than their counterparts in the present TV markets,
as soon as the lifting of the freeze puts stations into opera-
tion nearby, according to a survey made by Scott Radio
Labs. A few of the folk—about two per cent—already own
TV sets, although a hundred miles or more from the near-
est station. Of the remainder, 59 per cent say they plan
to buy when broadcasting starts. Another 32 per cent are
still undecided and only 7 per cent said they didn’t intend
to purchase. Survey was made in the following five cities:
Denver, Ft. Wayne, Ind.; Tampa, Fla.; Tucson, Ariz.
and Portland, Ore.

BOOM |
BOOM !

i Soles, Congymer - intares?

GREAT YEAR FOR TV, RADIO, RECORDERS, PA!
—Now’s the time for dealers to start capitalizing on the
tremendous interest in the political campaigns. Enter-
prising merchants can sell TV sets, portables, auto ra-
dios, extra radios, recorders and sound equipment.
Everybody—but everybody will want to hear and see the
candidates in the hottest election year the country has
ever seen. Smart merchants will start their own cam-
paigns soon—right now. In spite of the present slow
sales tempo, a sudden surge in demand for merchandise
by consumers, coupled with reduced })roduction, could
result in disappointment for a lot of one’s customers.
(P.S. And there’s the baseball season coming, too!)
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TV SERVICE VOLUME CONTINUING HIGH all
over the areas served by video broadcasting, with deal-
ers plagued by a shortage of good men. Bright spot in
spite of manpower shortage is large amount of cash
business being done, with few merchants carrying ac-
counts receivable. Nowadays, when the set goes on the
blink the customer expects to pay and pay promptly.

“RETAIL SALESMANSHIP WOULD BE MORE
EFFECTIVE today if management did its part in develop-
ing a striking sales story on its own products.”—Charles
J. Coward, Kelvinator merchandising manager at a meet-
ing of the Rochester, N. V., Sales Executives’ Club.

“TOO MANY HOMEMAKERS ARE UNAWARE of
the factor of obsolescence in the vacuum cleaners they
are using, bringing about an approximate uniformity of
yearly sales totals since World War 2, with the result
that the consumer market is not being worked to any-
thing like saturation.”—C. G. Frantz, secretary-treasurer
of the Vacuum Cleaner Manufacturers Assn, and presi-
dent of Apex Mfg. Co.

WHEN FARM FAMILIES BUY ELECTRICAL AP-
PLIANCES they go to the retailer who handles their fav-
orite brand, who provides adequate service and who has a
reputation for business integrity. Price and trade-in allow-
ance get only slight consideration. These and other factors
in farm family purchasing habits are revealed in a joint
survey made by the Curtis Publishing Company for the
Farm and Rural Market Development Committee, NEMA,
and Country Gentleman, national farm magazine. Some
highlights from the study: Despite fact that 2,000 farm
families reported buying substantial amounts of electrical
equipment during the last 5 years, they said retailers made
little or no attempt to solicit business. . . . Farm families
not satisfied with their dealer relations suggested that mer-
chants employ better trained men, make periodic checks
of equipment, hold demonstrations, provide customers with
more information on new products.

COMING FOR RADIO & TELEVISION RETAIL-
ING READERS is a worthwhile feature article on sell-
ing room air conditioners, scheduled for the April issue.
This article will go into the merchandising and technical
aspects of comgressor type room coolers, and will be of
great value to dealers who want to add this up-and-com-
ing product to their present lines as well as to merchants
presently selling room air conditioners.

“THERE WAS A DAY WHEN A RETAILER could
‘fiy by the seat of kis pants,’ but that day is past. Planned
operations are more important now than at any time in
business history. In good times and bad, a retailer’s busi-
ness is what he makes it. Planning is the best insurance
for the future”’—George Edward Breen, in Journal of
Retailing, New York University.

ABOUT 1.9 MILLION NEW CUSTOMERS for elec-
tric service were added last year, bringing the total to
46.9 million users. Electric service is now available to
about 97 per cent of all occupied urban and rural homes
in the nation, reports George M. Gadsby, president,
Edison Electric Institute.
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Appliances, Records and Television

“IN CHICAGO, THE NATIONAL COMMITTEES
of both the Republicans and Democrats have agreed on
something—they will change the site of the 1952 Con-
ventions to suit the convenience of . . . television . . .
It (television) has turned the family living room into a
political soag box, a tustler’s roost, Indian reservation,
football stadium, wrestling mat, movie house, opera
house, and (worse luck for young Hopalong) even a
schoolhouse. Small wonder that folks are fascinated by
the new miracle of television.”—Dr. Millard C. Faught,
writing in the CCG Spotlight.

“EVERY ONCE IN A WHILE you hear someone say
that the television market will soon be saturated. This is
obviously nonsense. Anyone who thinks that the television
is even close to saturation ought to take a look at what has
happened to radio. Certainly today everybody has a radio,
yet during 1951 around ten million radios have been made
and sold even in the face of a booming television market.”
From Harry Alter Co. bulletin, issued by the Chicago
wholesale firm for its dealers.

‘THE NEW COMING UHF STATIONS will render
as good or better service as the present VHF stations
now in operation,” said H. C. Bonfig, Zenith vice-presi-
dent, in a speech at Kansas City, Mo. Bonfig said that
broadcasters have been skeptical of the value of UHF
just as they have been of every new radio frequency
when it was first employed. He said this was true when
short wave was first developed by radio amateurs, and,
again, when TV moved into the present VHF band.
“With each of these new radio frequencies we found
many advantageous characteristics that made them supe-
rior to old frequencies for certain purposes,” Bonfig said.
“In my opinion, the same thing is going to happen when
the UHF channels go into service.”

THE COUNTRY’S PARTS DISTRIBUTORS are to
be given an opportunity to tell the sponsors of the 1952
Electronic Parts Show what industry problems they want
to discuss at the seminars and group educational meetings
at Chicago May 20-21, the days set aside at the Show for
such sessions. Jack A. Berman, of Shure Brothers, Inc.,
Chicago, chairman of the Show educational committee,
said that questionnaires are being mailed to all distributors
who are being invited to attend the Show, to be held at the
Conrad Hilton Hotel, May 19-22nd, and the committee
will consider the replies carefully in making up the two-day
agenda of seminars and discussion periods. In addition to
Berman, the committee consists of A. W. Greeson, Jr.,
Johnannesen Elect. Co., Greensboro, S.C.; A. G. Ruble,
Srepco, Inc., Dayton, O.; W. D. Jenkins, Radio Supply
Co., Richmond, Va.; Jerome J. Kakn, Standard Trans-
former Corp., Chicago; Lew Howard, Triad Transformer
Mfg. Co., Los Angeles; J. R. Kirshbaum, Precision Ap-
paratus Co., Elmhurst, N. Y., and V. N. Zachariak, Zack
Radio Supply, San Francisco.

COMMENTING ON THE UPSWING IN SALES OF
AIR CONDITIONERS, B. A. Mitchell, president of
Mitchell Mfg. Co., says: “No longer is the would-be con-
sumer possessed of the notion that room air conditioners
are a luxury item. On the contrary, the public has become
aware of the fact that summer comfort is fully as impor-
tant as winter comfort and is considerably less expensive.”
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WITH RETAILERS
BUYING VERY CARE-
FULLY THESE DAYS, look
for a dearth of high-pressure
deals for the first half of this
year in transactions between
distributors and dealers,
with very few, if any, “as-
sortment” propositions be-
ing offered as musts. During the past two years the in-
dustry has seen some peculiar practices. First, dealers had
to take on a lot of unwanted merchandise in order to get
what they wanted. Next, the merchant was in the driver’s
seat, being offered everything from Cadillacs to Carib-
bean cruises. Now, however, salesmanship, coupled with
deliberate buying is the order of the day. This situation is
likely to remain static for some time, but could change
radically if real shortages come.

SUPERSONIC SPEEDS UP TO 942 MILES AN
HOUR will be reached by whirling blades of a giant new
Westinghouse turbine-generator being built to supply ad-
ditional power for Alabama. It will take an hour and a half
to bring the machine to full speed; half an hour to stop it.

VOLTAGE PROBLEM GROWING WORSE, cau-
tions J. G. Sola, president of Sola Electric Co., who
points out that voltage instability is now a common
problem in American homes. Citing voltage fluctuations
up and down as much as 309, in many areas, pointed
out as an instance that with a 109}, drop in voltage it
would take 31.57, longer to toast a slice of bread. Built-
in voltage regulation transformers are one answer, Sola
stated, citing increased use of these devices in TV sets,
where voltage variations can cause flickering, and pre-
dicted that use of such transformers will grow in the
appliance field as more manufacturers recognize this
problem.

ADS RUN BY E. JONES OF THE DELTA COM-
PANY, Cleveland, Ohio, bring a lot of people into his es-
tablishment, reports this Coolerator dealer, who points out
the necessity for backing up such advertising with good
salesmanship. “One thing you have to remember,” says
Jones, “is that promotion just brings people into the store.
You have to sell ’em when they get there.”

Future Events of Interest to Readers

Feb. 4-8: Winter Market, Western Mdse. Mart, San Francisco.

Feb. 11-12: NAMM Southeastern Regional Conference, Hotel Ansley, At-
lonta, Ga.

Mar. 10-13: Nationa! Electrical Mfrs. Association, Edgewater Beach Hotel,
Chicago.

Mar. 22-Apr. 6: Chicago International Trade Fair, Navy Pier, Chicago.

Moy 19-22: 1952 Radio Parts and Electronic Equipment Show, Hotel
Stevens, Chicago.

June 8-12; 44th Annuol Convention, National Association of Electrical
Distributors, Ambassador Hotel, Atlantic City, N. J.

June 15: Father's Day

Aug. 27-29: 1952 Western Electronic Show & Convention, Municipal Audi-
torium, Long Beach, Calif.

Sept. 14-17: 4th Western Housewares Show, Hotel Biltmore, Los Angeles,
Calif.

Sept. 22-25: 3rd Notional Convention of the Nationa! Electronic Dist ibu-
tors Association, Ambassador Hotel, Atlantic City, N. 1.

Oct. 6-10: National Hardware Show, Grand Central Palace, N, Y.
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VICTOR gives you
and you can PROVE [T

Use RCA Victor’s
“Dynamic Demonstration”*
to show your customers the
superior quality of Super
Sets with “Picture Power,”

proven in city and country

tests to deliver the clearest
reception possible . . . to
climinate virtually all

interference . . . to give

sharper pieture detail.

*Attend the RCA Victor

Sales Clinics and receive

ONLY RCA VICTOR 1AS

Fen !
oUr Copy o DVIL(LIIH(‘
THE “GOLDEN THROAT™ Y py of 3

-

Demonstrations.”

FheCotby 17 inchSuper The Glenside - 17-iach The Crafton—17-inch The Covington 17 inch  The Calhouww 1 7-inch Super

Set. Table model with vom-— Super Set. Distinetive table  Super Set. Open face con-  Super Set. Two-door console. Set. Regency  styling. huowed
pact metal cabinet. Maroon  model in mahogany or sule. Choice of mahogany, fashionably styvled. Mahogany,  front and fall-length doors. Ma-
finish. (17T150) hlond grain finish. (17T151) walnut or limed oak finish. walnut or limed oak Gnish. hogany or walnut finish.
(171163) (17T172) (17T173)
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superior performance...§

YOURSELF

Tell vour customers that all receivers
are adaptable to U.H.F. Point out that
they have their choice of this complete
line of breath-taking designs and
beautiful finishes—no extra charge for
rich mahogany finish. Tell them that
all sets have the noise-free “Golden
Throat” tone system—finest in

RCA Victor history. THEN 4 4

The Kendall—17-inch Super
Set. Ulira-smart, cabinet styling.
Two doors. Walnut, mahogany
or limed oak finisti. (17T174)

IN[O52

v

2

ot Lheim

, , Fi L} '
ow!

Al d — -
Then you’ve got them sold with 77
the tops in television—for only L ‘

|

RCA Victor television has
Picture Power. Millions of RCA
Victor television sets in owners’
homes prove to you that RCA
Victor is the world’s most -
popular and proven television.

@ “HIS MASTER'S VOICE™

RCAVICTOR

PIVISION OF RADIO CORPORATION OF AMERICA

The Selfridge—21-inch Super
Set. Giant screen, compact table
model. Mahogany, walnut or
limed oak finish. (21T159) . .

The Clarendon— 21-inch
Super Set. Distinetive Pro-
vincial design. Four doors.
Mahogany, walnut er maple
fimish. (21T179)

The Roekingham —21-
inch Super Set. Regency
styling, bowed frant and
full-length doars. Mahegany
or walnut finish. (2IT178)

The Donley—21-inch
Super Set. Modern design.
Full-lengik doors. Walnut,
mahogany or limed ouk fin-

ish. (21TI177)

The Suflolhk—21-inch
Super Set. Colonial style
cabinel. Full-length doors.
Maliogany, walnut or limed

oak finish. (21T176})

The Meredith—21-inch
Super Set. Open lace con-
sole. Comes in mahagany
walnut or limed oak finish,
(21T165)

RCA VICTOR—World Leader in Radio. ..

First in Recorded Music. .. First in Television
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How to Use

"Props’ as Show-Window

They Can Help Identify Products, Stress Additional Features,

® The use of “props” in setting up
effective show-window displays is
growing in popularity, and justly so
because they lend additional inter-
est to exhibits, and also are most
effective in providing rapid product
identification.

Props are a must when it comes
to the display of products which, ap-
pearance-wise, may puzzle a lot of
viewers.

Take the clothes dryer, for in-
stance. To the man or woman in the
street it may be an automatic
washer, or even a food freezer, but
it will be readily identified as a
clothes dryer if props are properly
employed. Such props can be manu-
facturer-supplied display pieces,
used either by themselves or in
combination with exhibits of clothes.
A dramatic effect, for example, in
plugging drying machines can be
achieved through the showing of
an outdoors clothesline full of
wearing apparel, bedding, table
linen and so forth, with signs point-
ing out that this old-fashioned
method exposes intimate household
things to dust, soot and germs. Signs
also stress the fact that the house-
wife who uses an outside clothes-
line must face all sorts of weather,
or may be away when a storm
comes to damage the clothes. Then,
through a string of arrows or other
props, the viewer’s eye is led to the
dryer where signs stress its features,
such as fast, automatic drying, safe-
guarding of clothes through con-
trolled heat and air; its bacteria-
killing lamp, and so on.

Numbers of other products need
props, too, in order to afford imme-
diate identification. Among these are
magnetic recorders, dishwashers, air
conditioners, fryers and liquefiers,
to mention a few.

Since some products offer com-
bined features in one unit, each of
such features should be made clear
to the viewer. The clock radio is a
good example. The show-window
“reader” in the street may think
that the small radio on display is
rather high-priced unless he real-
izes that it also includes a high qual-
ity electric clock, and that the in-
strument puts folk to sleep, and
wakes them up with music. And if
he also knows that it can also be
used for the automatic operation
of lamps, appliances, etc., the viewer
may be converted to a buyer. Here
again, props can tell the story. The
window-dresser who displays clock-
radios without descriptive material
is overlooking a good bet.

Other multi-feature products in-
clude radio and TV combinations,
TV or radio sets with phono jacks,
sandwich-waffle units, dry-steam
irons, vacuum cleaners with such
attachments as de-mothing devices,
paint sprayers, floor waxers; com-
bination fan-heaters, and refrigera-
tors equipped with separate food-
freezing compartments. Failure to
stress all of the features of each
product displayed short-changes the
store and the viewer. In a great
many cases people are actually
moved to buy a certain product
because of its adjunctory features.

Effective use of props In show-window display set up by Stone & Thomas, Charlestown, West
Virginia dealers who won national contest by Stromberg-Carlson.

32

Mueller Appliances, Toledo, Ohio, built a cus-
tomer-operated prop to piug Webcor recorders.
When passerby places hand on sign, a spot-
light is turned on the recorder, and a brief com-
mercial and music program is piped through
a speaker in the transom.

Props are being widely used to-
day, with many department stores
coming out with some very elabo-
rate set-ups designed to stop side-
walk traffic dead in its tracks.
Radio-appliance dealerships have
been a bit slow to adopt the practice
of using props, with most of them
sticking to conventional displays of
products along with decorative
background and floor material.

Manufacturers have come a long
way in producing top-drawer dis-
play pieces, which are certainly ef-
fective props, but there is no reason
why dealers shouldn’t dream up
some ideas of their own to go with
such display pieces. The manufac-
turer-supplied display piece must
be so designed as to fit in anywhere
in the country, but the dealer has
the opportunity to “localize” his
own show-window exhibits through
the use of props, in association with
such display material from the
manufacturer.

Props can be used to provide
identification, associate the product
with its end use, and to describe
its adjunctory features, as before
pointed out. And best of all, props
can be tied in with the dealer’s
own local scene. For instance, some
towns and cities are outstandingly
“musical,” having numerous groups
of musicians who attend schools,
perform over the local radio station,
etc. Dealers in such communities

RADIO & TELEVISION RETAILING °* February, 1952
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Traffic-Stoppers

Lend Interest and Sales Appeal to Displays

can make good use of props in dis-
playing recorders, new-speed pho-
nographs, combinations, and phono-
graph records. Following are some
suggested tie-in angles: 1. A let-
tered, framed card featuring names
of local radio performers, station
call letters, time, etc. 2. Show cards
inviting local musicians and singers
to make recordings free of charge.
3.Enlarged photographs of local
performers. All of the foregoing
props should be tied in with associ-
ated products.

Food f{reezers lend themselves
well to the use of props in the vari-
ous parts of the country. In hunt-
ing and fishing areas there are many
angles one can use, including the
display of mounted fish and game
taken by local sportsmen, loaned to
the dealer. Guns and fishing tackle,
from the local sporting goods store,
also make good props.

Since everyone eats for a living,

Manufacturer-supplied  props are  effective
traffic-stoppers and prime sales stimulators.

food displays are always effective.
In show-windows, dealers can set
up “live” displays at low cost. Up-
right freezers, with door open, in
actual operation, can feature real or
mock-up food. Through the use of a
mirror, top-loading units can show
their attractive contents as well. It
is only necessary to use a few real
or mock-up things in the displays.
In the top-loading freezer, only one
layer of real food is necessary. In
the wupright type, the real or
mock-up food is placed in front,

“Props” Can Be —

Manufacturer-supplied display pieces

Local products manufactured or grown

Things associated with community activities
Gimmicks built or assembled in the dealer's shop
Furniture, fixtures, dummies, etc., loaned by

non-competitive dealers

Scenic "‘charades’’ set up to describe product’s

uses and benefits

with wrapped dummy packages
filling up the space to the rear.
“Novelty” prop angles are good,
too. For instance, golf balls and
flashlight batteries “keep” better in
the refrigerator or food freezer, so
the window-dresser can use these
items to good advantage in displays.
For the dealer who wishes to set
up the more elaborate exhibit with
the use of props, there are many
sources of supply for the gimmicks,
provided he is willing to recip-
rocate by displaying cards showing
the sources of such props—his
non-competitive fellow merchants’
stores, such as furniture, dress
shops, novelty outlets, etc. From the
furniture dealer can come props to
help sell radios, room air condi-
tioners, fans, electric blankets, etc.
The dress shop can supply attrac-
tive dummies to help promote TV,
radio, kitchen appliances, and many
other products. The local novelty

shop can furnish “seasonal” things
such as would be used for Hal-
lowe’en, Thanksgiving, Christmas,
St. Valentine's Day, St. Patrick’s
Day, the Fourth of July, and so on.

Props can also be used to sell
service., Exhibits of parts, chassis,
antennas, etc.,, will impress the
passer-by, and can build up addi-
tional volume for the service de-
partment. One dealer who had to-
tally disassembled a junked TV set,
spread out all of the parts on his
show-window floor to form a spec-
tacular exhibit.

Numbers of enterprising dealers
have used ‘“antique” radios and ap-
pliances as props in running local
contests wherein customers were
offered prizes for the oldest model
of this or that. The antique sets,
refrigerators, washers, etc.,, were
displayed in show-windows along-
side their modern counterparts.

(Continued on page 82)

Props tell 'em right away what the product is and what it will do for the user. The smart dealer
sets up interesting displays to build ‘‘reader” interest and help pre-sell the passerby,
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Paulson's 8-Point Program

Tacoma Dealer’s Show-Place Store Features Selection, Service, Sparkling

@ There are at least eight good rea-
sons why Paulson’s of Tacoma,
Wash., sells approximately 2,000
television sets per year in this city
of about 150,000 population. Each
one of those reasons is an essential
part of the successful formula of
operation evolved by owner CIliff
Paulson in 11 years of operation of
his radio, television, and appliance
store.

Actually, the firm of Paulson’s had
its beginnings 43 years ago with
establishment by CIliff Paulson’s
father of his retail jewelry store.
One of the first merchants in the city
to foresee the possibilities of radio,
he added a few battery radio sets to
his jewelry inventory when the
radio industry was still in its in-
fancy. The radio department ex-
panded with the growth of the
industry.

In 1940, the radio department was
separated from the jewelry store,
Cliff Paulson taking over radios and
appliances and his brother the jew-

At least 6 “live”” TV sets are displayed at all times in windows of north side of store. They operate from
dark till midnight. As many as 50 people at a time view the free video show provided by Paulson.

elry. The radio and appliance store
opened on the corner diagonally
across the street from the firm’s
present location.

Paulson’s moved inte its present
store about three years ago. The new
place is one of the most modern and
attractive television and appliance
stores in the Pacific Northwest.

The eight-point program respon-
sible for Paulson’s rapid growth to
become one of the leading television
and appliance retailers in the area
may be summarized as follows:

1. A modern, attractive store.

2. A service policy that builds a
following of satisfied users.

Exterior view of building. Ncte sloping floor to ceiling
windows fronting on both streets. K Street tower re-
volves slowly and advertises shopping district. It can
be seen for many blocks.

3. Regular and aggressive adver-
tising program.

4. A variety of name-brand appli-
ances and television sets.

5. Follow-up on completed sales
to build additional future sales.

6. A sales commission policy that
encourages teamwork by the sales-
men. They are paid a percentage of
total store sales.

7. Massed floor displays of mer-
chandise.

8. Attention-getting window ex-
hibits.

Entire Interior Visible

The new Paulson’s store is located
on a corner in the center of the “K
Street” business district, about a
mile from Tacoma’s downtown busi-
ness section. Floor to ceiling win-
dows on both street front sides of
the building, permit easy visibility
of the entire store interior. Brilliant
interior illumination contributes fur-
ther to the same result. All mer-
chandise on the main floor is thus on
display from the street. The main
floor and the second floor display
rooms both measure 50 x 50 feet for
a total of 5,000 square feet of floor
display area. White goods are shown
on the street level, and television
sets on the second floor.

An unusual feature of the building
is the tower mounted on the roof.
The column with its large “K” re-
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Punches Up Sales!

Displays. Gets Fast Resuits From Ads; Has Unique Salesmen’s Pay Plan

volves slowly and is effectively
illuminated at night. The tower was
installed by all K Street merchants
as a joint enterprise, Paulson’s being
selected as the best site for the
district promotional fixture.

Good service has always been one
of Paulson’s strongest and most ef-
fective sales arguments. The firm
was one of the first retailers in its
area to jump “with both feet” into
both sales and service of television.
They realized that to build addi-
tional sales, satisfied customers were
absolutely necessary. In the earlier
days, each salesman wus required to
“scll the customer twice”—first in
the store and that same evening, in
his home. The purpose of the second

Service Plays an
Important Part

Paulson’s maintains two
complete service depart-

ments—one for radio-

TV, the other for appli-
ances, large and small.
Many leads originate as

a result of repair calls.

call was to find out how the new
owner liked the set, make any
necessary adjustments, and instruct
in its operation. Though this is no
longer nccessary, the practice con-
tributed substantially to additional
sales through word-of-mouth adver-
tising.

Paulson’s operates a complete and
well equipped service department
for television on the second floor,
with three mechanics on duty. A
strong promotional point is the three
months’ free service given with each
television set.

The firm also maintains a service
department for repair of appliances.
The two mechanies in this depart-
ment handle work on any range,
relrigerator, or other appliance,

RADIO & TELEVISION RETAILING

Left-hand side of main fNoor level features major appliances and electric housewares.

regardless of where the product was
purchased. Service customers here
are considered potential new appli-
ance customers, and many leads for
new appliance sales originate with a
service call.

Advertising Reqularly

In their advertising, Paulson’s
makes ecffective use of newspaper,
radio, television, and direct-mail.
The firm runs a large advertisement
in a Tacoma daily newspaper on
Monday and Friday of each week.
Since the store stays open until 9
P.M. on each of those two nights,
they get an immediate reaction the
evening ol the day on which the ad
appears. They often sell as many as

10 television sets each evening fol-
lowing an ad insertion. The biggest
share of their advertising budget is
used for promotion of TV. Nearly as
effective is the smaller ad inserted
cach Wednesday together with other
K Street merchants in the two-page
“K Street advertising section.”
Cooperative advertising has been
entirely effective, Paulson reports.
In one case, by tying in with a
manufacturer’s promotion, the firm
attracted a crowd of 2,000 persons.
By the time the last contract had
been signed, about 200 television sets
had been sold and 100 appliances, all
as a direct result of that promotion.
Direct mail promotion is effective
if reasonable selectivity is exercised
(Continued on next page)

Owner Cliff Paulsen, standing, explains TV sales points to prospective buyers.
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Paulson's 8-Point Program

in making up each mailing list,
Paulson believes. If a TV promotion
is being developed, for example, only
the names of customers who have
purchased other items besides tele-
vision, are selected. If refrigerators
are being promoted, customers who
have recently purchased one of those
items, are weeded out of the list. In
this way, the firm doesn’t “fire any
blanks.”

Wide Variety of Brands

In both appliances and television
sets, Paulson’s offers customers a
wide variety of top brands to choose
from. They carry six lines of TV
sets, three of ranges, and four of
refrigerators.

The thinking here is that there is
little basic difference in quality be-
tween any of the top brands. By of-
fering a variety, they can furnish the
customer the item on which he has
already sold himself. Further, they
do not have to represent just one or
two brands as being greatly superior
in price, quality, or value, to the rest
of the field.

A month after the sale of a unit,
the salesman calls on the customer
to see if he is satisfied and if the
appliance is performing satisfactor-
ily. At the same time, he finds out
what additional appliances the cus-
tomer may be in the market for,
such as a clothes dryer to supple-
ment an automatic washer. Then,
when the contract on the original
purchase is almost paid, he pays a
second call to see if he can inter-
est the customer in making a subse-
quent purchase. The follow-up pays
off in many additional sales which
might not otherwise be made.

Unlike many dealers, Paulson does

e

Showing part of television display room on second floor. As many as 75 sets are displayed here,
all hooked up and ready to operate. TV accounts for 60 to 709 of total store sales.

not pay salesmen a commission over
their base pay, on merchandise
which they sell. Instead, salesmen
are paid a percentage of total store
sales. This method eliminates bad
feeling when one salesman closes a
sale another salesman started, and
prevents various forms of cut-throat
competition. The attitude in the
store tends to be friendlier, and
sales are increased by better team-
work.

A factor which has increased both
store traffic and sales, is the massing
of merchandise on both sales flcors.
Placing plenty of merchandise on
the floor makes it look like a place
that is doing business, Paulson be-
lieves. It also shows shoppers that
there is a wide variety of merchan-
dise to examine.

In the television display room,
there are usually at least 75 sets on
the floor, all of which are hooked
up to demonstrate. Often, a row of
10 to 15 sets lined up against a
wall, will be turned on simultane-
ously, with the sound in only one
turned up. This makes an impress-

Right-hand side of main floor, with refrigerators, washers, and food freezers. Merchandise Is
massed for effective display. A wide variety of leading brands are featured.

ive demonstration which stimulates
the prospect’s interest. One set is
always placed at the stair landing
overlooking the main floor where
it can be seen by shoppers in the
appliance department.

Show-Window a Magnel

Manufacturers’ display advertising
and operating TV sets are used to
good advantage in window displays.
In the windows on the north side
are placed six sets, one model of
each line which the store carries.
The sets are turned on each night
at dark and continue to operate
until automatically shut off at mid-
night. Since there is a bus stop at
that corner, the display attracts con-
siderable attention, with as many as
50 people watching the performance
at times. Manufacturers’ display ma-
terial is used liberally, to good effect
in the displays.

Along with its aggressive promo-
tional activities, Paulson’s never
loses sight of the basic fact that
customers must be satisfied with its
services and merchandise to build
a continuing volume of sales. When
they advertise an item for sale at
a particularly favorable price, they
make sure that they have ample
merchandise to back it up, to supply
all prospective buyers. Nothing an-
tagonizes a customer more than the
suspicion that he has been lured
into a store to buy an item which
is sold out by the time he arrives,
Paulson believes.

The proportion of total store sales
currently runs between 60 and 70 per
cent in TV sets, the balance in
appliances.

9
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No matter where
your customer

lIves...
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gives Customized Performance
for his location on every station!

What a feature! New Zenith Customized Performance is sweeping the
nation—building up store traffic and skyrocketing sales across the country!
For here, at last, is the easy key to perfect TV reception. And—of greatest
importance to you—here's the way to quicker sales and assured cuscomer satis-
faction. All with just 10 minutes installation time.

Yes—just 10 minutes! Customers want their sets tuned exactly—precisely. And

minutes you'll tune the Fringe-Lock on your cus-

\ VN
you can do all that and more—quickly and easily. In fact, ir just 10 magic - ?

tomer’s Zenith to /s distance from the station—
and custom-compensate for his angle from the

station.

Think of what Customized Performance means
to a customer, Then better think of what itmeans

to you in real profit-making potential.

All that for just 10 minutes installation time?
RIGHT! It's Zenith Customized Performance
—the Greatest Refinement in Television since
and—Only Zenith Has It!

Television began . . .

The Miracle Zenith Turret Tuner with the 14 “Silver Fingers”

« » « @ Zenith Exclusive on every 1952 model that
really means something to television prospects,
Thanks to a special "Bull's Eye Tuner Krob™ built into
Zenith's famous Turret Tuner—the tuner with the 14
"Silver Fingers”—every 1952 Zenith can be custom-
tuned to the frequency of every individual stotion
—for your customer's individual location,

ZENITH RAD!O CORPORATION

And Customized Performance is permanent—yet it's
simple! You can custom tune Zenith—any of your men
can—with just a few minutes practice.

This profit-loaded feature ties in with Zenith's
“Electronex” Tube, provision for UHF, Fringe Lock
Circuit, and Dust-Proof Screen to give you the biggest
selling combination in TV history.

e CHICAGO 39, ILLINOIS
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How to Make
More Dollars in Your

® The well-run, efficient service de-
partment not only pays its own way
through revenue brought in on re-
pairs, but is the Number One
means of keeping customers on the
store’s active list, and bringing in
new ones.

Good service prevents the neces-
sity for customers buying products
in one store and having them re-
paired in another. Customers natu-
rally prefer to have such products
serviced where purchased. They
have every reason to assume that
the dealer from whom they pur-
chased the TV set or appliance is an
expert so far as the particular make
is concerned.

If it turns out that the merchant
is unable to render prompt, efficient
repair work, and the customer must
go elsewhere, then the store stands
to lose several ways. For instance,
it stands to lose the future sales and
service business of that particular
customer. It stands to lose a source
of leads, and, worse, the dealer’s
reputation can be injured by what
the disgruntled person may have
to say about the store.

The least thing any merchant can
do is to strive to give service on
what he sells. The best thing he can
do is to determine to expand his
service department to attract new
customers, handle diversified prod-
ucts of all makes so that he will
continue to add more and more
satisfied people to his list.

Building Big Customer List

While it is true that there are a
great many headaches associated
with the maintenance end of one’s
business, foremost among them be-
ing the handling of free service un-
der guarantees, an efficient, profit-
able operation can be set up.

For the dealer who wants to build
up a big customer list through the
servicing of diversified products of
all makes in his community, the
editors have worked out a ten-step
plan based on the operations of a
number of successful service de-
partments. This plan is outlined in
an accompanying panel. Under the

38

You Need Adequate Facilities, Trained Men, Accurate

plan, the service department is con-
sidered to be a full-time partner, a
business-getter, a profit-producer
and a customer-pleaser.

For the dealer who is resigned to
the belief that his repair department
is nothing more than an unwanted,
but tolerated step-child, and treats
it as such, let him be reminded that
a great many of his customers prob-
ably feel the same way about it—
and will wind up taking their busi-
ness to some other store.

The first step in the plan to
strengthen the service department
is to train personnel. While it's true
that good men are hard to get these
days, numbers of acceptable ones
can be found by the dealer who is
willing to spend some time seeking
them out. The fully-staffed dealer
can take a new look at his old men
with a view toward making im-
provements.

Musis for Servicers

Too many service managers over-
look the importance of such things
as appearance and personality in
servicers. What they should realize
is the cold fact that a dirty me-
chanic, however efficient, is any-
thing but a good advertisement for
the store.

Women will dislike having an un-
kempt individual fixing the TV set
in the living room, even if he had
been graduated from a technical
school. And it doesn’t matter to the
housewife whether the greasy re-
frigerator mechanic went to college
or not. She will still object to having
him handle the food in the refrig-
erator.

One of the best rules the dealer
can insist upon is that his service-
men keep up to acceptable appear-
ance standards. Money spent in uni-
forms is a good investment, numbers
of dealers report.

A pleasing personality in a re-
pairman is a great asset to any
store. When the dealer considers the
fact that a great many complaints
are imaginary or trivial, he realizes
that how the servicer handles the
situation verbally can breed good-

will or ill-will, profit or loss to the
store.

The dealer who impresses his
men with the necessity for meeting
the public the right way, and who
trains them not only to be skilled
mechanics, but worthy representa-
tives of the store, will obtain the
loyalty and interest of his men, and
the confidence of his customers,

The servicer goes into the home
more frequently than anyone else
in the store. Only the right kind of
men, properly trained, should be
permitted to contact customers.

Estimating Prevents Grief

Another step in the plan to build
up a big following of customers is to
give an estimate on the cost of every
repair job at the time the work is
accepted. This technique will elimi-
nate most of the headaches con-
cerned with charges.

In a great many cases, customers
are likely to consider even a nomi-
nal charge a high one when no esti-
mate has been given. When people
do kick about a repair bill, the
dealer is on a spot. He can try to
justify the charge, perhaps losing
the customer in the process. Or he
can knock something off the bill.
In the latter instance he’s taking a
risk, too, because what he knocks
off may well be his profit. And, fur-
thermore: the customer who has
succeeded in beating down the
amount of a service charge may
well consider that he was deliber-
ately overcharged in the first place.
In addition, the customer is likely to

‘believe that there’s a whale of a big

profit in repair work if the dea’er
is willing to adjust bills downward.

The minute a dealer or service
manager quotes a firm price he’s
qualified the customer. If the
amount seems too large a kick will
be registered before the work has
been done. At this stage of the game
it’s easier for the dealer to justify
the charge than it will be after the
“surprised” customer has received
the bill. At all events, if the cus-
tomer understands exactly how
much the job will cost, and agrees
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Service Department

Estimating, Sound Business Methods, More Customers

to have it done, the money head-
ache has been eliminated.

Advance estimating also permits
the dealer to offer complete over-
haul jobs in lieu of what might
otherwise turn out to be the mere
patching up of some out-of-order
part on a job, a job which may well
bounce back for a free re-repair by
the dealer.

Advance estimating is also an ar-
rangement of benefit to both dealer
and customer. When accurately fig-
ured out, the dealer usually makes
his full profit, avoids arguments,
and keeps his customers happy. The
very few times the expert estimator
goes wrong in figuring will be more
than offset by the saving in money,
time and tempers over the method
of not quoting in advance.

An examination of delinquent ac-
counts receivable to the service de-
partment will reveal that a great
many refuse to pay up because they
feel they were overcharged, and
neither they nor the dealer have
found the time to get together to
fight over the amount.

About Guaraniees

Still another important step has to
do with making certain that the
customer understands two things
(in addition to the cost). First, that
he is informed as to the nature of
the repair or overhaul job so that
there can be no argument about it
later. And second, that the customer
knows just what part of the work is
guaranteed, and for how long. It will
pay any dealer or service manager
to take the necessary time to ex-
plain such details, and to jot down
on the customer’s repair ticket a
brief description of the terms
agreed upon.

One of the surest ways to hold
customers is to deliver work when
promised. It isn’t an easy thing to
do, but the dealer who makes an
honest effort to live up to his word
will build up a following of loyal
customers. It is natural for people to
want sepairs made quickly. They
appreciate having the dealer call
them when delays crop up. They

dislike having to call the dealer re-
peatedly only to receive alibis
cooked up on the spur of the mo-
ment. In this connection, the smart
dealer makes certain that he has the
right sort of person in the hot-seat
to answer the service calls. Such
person should be courteous, have
tact and patience, and should be
backed up by a sincere manage-
ment.

Telephone answerers in stores
where confusion runs rampant will
soon develop a customer-killing
technique as a sort of protective
mechanism.

Many dealers are finding that
they can keep customers happy by
lending them a TV set, an electric
clock or other product in cases
where the repair job takes longer
than wusual. Such gesture on the
part of the dealer is a friendship
building one.

No dealer is doing a good job un-
less he sees to it that his men view
the product to be repaired as an
entire unit. This means that the
servicers must be trained to exam-
ine each product carefully. For in-

stance, they shouldn’t be permitted
to do makeshift jobs, such as re-
pairing a thermostat in a refrigera-
tor and ignoring a leaky door
gasket; putting a tube in a TV set
merely to restore a lost picture and
paying no attention to a bad speaker
rattle, for example.

In addition to putting repaired
products in first class order, the
smart merchant insists that they also
be made to look attractive. In the
good service departments, radio
and TV cabinets are always pol-
ished before return to customers;
toaster shells are shined, metal
parts on vacuum cleaners are
buffed, and so on. Some dealers al-
ways wrap small radios and appli-
ances in neat packages to deliver to
customers or to await store calls by
those who make their own pick-ups.

A great many dealers have found
that sending out postal cards to cus-
tomers after repair work has been
completed pays off handsomely.
Such cards express the hope that
the serviced product is in good op-
erating condition, and that if it isn't,

(Continued on page 84)

10 Ways to Make Money in Your Repair Department
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Moke  sure
guarintess

Troin servicers to hold the good-will of customers
Estimate every job in odvonce fo ovoid losses, headoches

customer  onderstonds  ohoul wock  done,

Speed up repoirs, ond live up to promisas you moke
Lend products in coses where long delays ore likely

If possible, open service deporfent o the public view
Train some persen fo hondle service colls, complaints
Strive for overhoul jobs, ot mere mokeshift repoics
See thot every rephired article s corafully cleaned

Advertise: In newspopers, in clossified directories, ond vig
o cord lisfing articles repaired. Send o follow-up cord
shortly ofter eoth service job hos been complefed
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What Do Your Salesmen Do

When Customers Ask for

With So Many Good Makes and Models on the Market,

e Utopian selling would be where a
dealer had everything any customer
requested. This would include hav-
ing the right size, the right style,
the right finish, the right price, and
the right brand.

If these five “rights” existed in
every sale it would be Utopia for
TV-appliance dealers because the
selling effort would be reduced to a
minimum. In fact, if everything
was “right” there wouldn’t be any
selling . . . just order filling.

Of course, most retailers in this
field try to stock the most demanded
merchandise and to have a complete
assortment for every customer’s se-
lection. But it is impossible to do
a 100 per cent job when there are so
many different sizes, styles, finishes
and brands on the market. Too,
there are many dealers who, be-
cause of limited operating capital
find it impossible to carry large in-
ventories.

Many an order has been wrapped up by alert
salesmen in spite of fact that they didn’t have
the exact make or model the customer asked
for. Selling an equally good appliance is
mutually beneficial to customer and dealer.

One of the answers to the ques-
tion of how to cope with the “out-of”
or “don’t-stock” situation lies in the
strength and reputation of the
dealer. The merchant who has built
up a following of satisfied custom-
ers through fair dealing and good
service can create brand favorites
in his community, and hence, to a
marked degree is able to “switch”
makes, and to practice substitute

selling. However, ‘the strongest
dealership is no better than its
40

salesmen, and the latter must be
carefully trained in order to meet
the problem of substitute selling.
Salesmen who do something about
this problem of not being able to
stock everything, use effective sell-
ing strategy . .. selling something

The salesman who knocks a product or make
his firm doesn’t stock loses the customer’s
confidence, The salesman who pulls a swooning
act over the mention of another brand may
hurry the would-be purchaser to the com-
petitor’s store.

the customer doesn’t specifically re-
quest. This requires real skill in
selling and the salesman who mas-
ters this strategy will be the one
who writes up more sales contracts
for all big-ticket TV sets, radios
and electrical appliances day after
day.

Stock shortages, new models, un-
balanced retail stock assortments
all tend to make this ‘‘alternate”
selling strategy more important.
Tighter consumer spending might
be another factor that would put
added emphasis on selling some-
thing customers do not request.

The Three Alternatives

When a customer enters a store
and requests a certain set or appli-
ance that is “out” at the time, the
salesman has three alternatives:
(1) getting a signed order for fu-
ture delivery of the exact model re-
quested; (2) switching the cus-
tomer to another brand or style
for immediate delivery from store
stock; or (3) losing the sale.

Obviously, the third alternative,
losing the sale, is not what progres-
sive radio and television salesmen
want. Yet, if one of the other al-
ternatives is not taken by the cus-
tomer that is exactly what does
happen . . . commissions and profits
gone.

“Alternate” selling should not be
used to switch a customer from one
definite product to another when the
item originally requested is best
suited to the customer’s needs. For
instance, switching a customer from
a requested brand of automatic
washer to a conventional washer
might be possible, but the sales ef-
fort required to perform the switch
might be better used to sell another
brand. Or, better yet to get a signed
order for the requested brand
washer for later delivery.

Here are some suggestions that
will make ‘“alternative” selling
easier and still retain the custom-
er’s good will:

1. Try for a Signed Order

When a customer definitely re-
quests a certain TV brand, size
screen, style cabinet, and finish that
is temporarily out of stock, it is best
to try for a signed order. A great
many sales for future delivery can
be made this way because the cus-
tomer’s resistance is at a low ebb.

Such customers have been pre-
sold on the particular set by adver-
tising and their friends’ comments.
They know what they want and any
effort to switch them to something
else may antagonize them. Salesmen
who sell the most get in step with
the customer and try for a signed
order for future delivery . . . and
make the delivery as quickly as
possible.

Remember: When a customer
malkes a specific request always try
for a signed order for future de-
livery first!

2. Discover Customer’s
“Real”” Wants

If the customer will not accept
future delivery, or if the requested
brand is one for which the dealer
does not have a franchise it is nec-
essary to apply substitute selling
strategy. There are two alterna-
tives in the approach to this prob-
lem: (1) tell the customer that
the item is out of stock (or not
stocked) ; or, (2) find out what it
is that the customer really wants.

Telling the customer that the
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Brands You Don't Carry?

“Alternate’’ and *‘Switch’’ Merchandising Can Save Many a Sale

merchandise is out of stock or is
not stocked will be a truthful an-
swer, but it will not add any sales
to the total for the day. Finding
out what it is that the customer
really wants will prepare the way
to make a sale.

For instance, a customer might
ask for a particular brand of tele-
vision set. The dealer does not have
a franchise for this particular
make, but he honestly believes an-
other brand he does stock is equal
to the requested one. He might say
to the customer, “That is a good
choice, but why do you prefer that
particular brand?”

The customer might say, ‘“Be-
cause a friend of mine has one and
he says it gives the clearest picture
he has ever seen, and it’s low
priced.” This gives the alert sales-
man three keys to the real wants of

There are so many good brands on the market
today that substitute selling can be practiced
ethically by any salesman. No dealership can
stock everything there is but all can sell the
brands they have if they are the right ones
for the community.

this customer: (1) a clear picture,
(2) an inexpensive set, and (3) a
desire to stand well with his friend.

Armed with this information the
salesman can show other brands
that give a clear picture and are in-
expensive. Then, in talking about
the sets he can point out features
that this model has that his friend’s
set does not have. It will give the
customer something that will sat-
isfy his real wants.

When customers say they want to
buy a TV receiver not stocked by the
store, some salesmen use this open-
ing remark, “That is one of the best
television sets on the market.” This
gives the customer a chance to save

face, is truthful, and leads naturally
into a demonstration of another one
of the best television sets on the
market.

Sucecessful salesmen agree, how-
ever, that the opening remarks

)
5,
i
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In cases where the dealer is out of a certain
model, salesmen should try to get a signed
order for future delivery. Where the dealer
is not franchised for a requested make, a set
equal (or better) to the one the customer
asks about should be presented.

should not kuock the requested
brand in any way. In fact, the less
said before asking ‘“Why do you
prefer that particular brand?”’ the
better footing for the sale is the
opinion of most salesmen.

Remember: When a customer re-
quests a brand you do mot stock,
find out the “real” wants of the cus-
tomer first!

3. Point Out Similarity
of the Products

Some salesmen using the substi-
tute selling strategy will fall back
on the old saw, “This is just as
goodas............. ’ In modern
selling this is an extremely weak
method. The customer doesn’t be-
lieve it is just as good or he would
have asked for this brand in the
first place.

First it is necessary to know
which of the features of the set
rang a bell with the customer. Ask-
ing why the customer prefers this
particular brand will bring out the
features the customer wants. Then,
it is necessary for the salesman to
catalog these preferences so he will
be able to point out the similarity
between the requested brand and
the other product.

When a customer asks for a par-
ticular selling feature or design of
a television set that is exclusive
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with one brand, it is necessary to
carry the investigation one step
further. For instance, a customer
might say, “I want that brand be-
cause it has a special screen.” The
salesman could say, “Why do you
like that screen?” The answer to
this will uncover the all important
“why,” and the salesman will know
how to tailor his talk to the cus-
tomer’s wants.

Remember: When you know the
real wants of the customer, point
out the similarity of the substitute.

4. Be Frank and Earnest

Salesmen who are most success-
ful in using the ‘“‘alternate” selling
technique find that they gain more
sales by being 100% truthful. Cus-
tomers appreciate the appeal of a
frank statement and will face the
issue with an open mind.

For instance, a salesman can say,
“I'm gorry we are temporarily out
of the television set you requested.
We have had a run on that line that
took all of our stock. We will have

Customers have confidence in what the repu-
table dealer tells them. Honesty pays off
handsomely since people will take the dealer’s
word that the suggested substitute radio, TV
set, or appliance will fill the bill.

more next week and I'll save the
first one that comes in for you.”
This gives the customer a frank
answer and moves in for a close
with a signed order for delivery
next week. Customers know that
merchandise sells and can easily see
why this brand moved so quickly
. other people wanted it just as

(Continued on vnage 88)
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e Disc sales records for the past few
years show that 78 RPM records are
steadily giving way to 33% and 45
RPM. They also show an overall rise
in disc sales. It’s evident, then, that
as the new speeds gain higher ac-
ceptance, total disc sales rise.

The dealer who plans for the fu-
ture will do well to consider this
industry trend. More and more, as
new folk come to appreciate the fea-
tures of the new speeds, new record
fans are born, and wider markets
created for the dealer. But even with
constant repetition of the new speed
“sales story,” many people still do
not try them because of the one big
stumbling block: their phonograph
plays 78 RPM only.

This is very much like the story of
years ago, of the high-pressure door-
to-door vacuum cleaner salesman
and his in-the-home demonstration.
After reassuringly strewing the liv-
ing room rug with oatmeal, sawdust,
confetti, etc., the salesman proudly
unpacked his demonstration vacuum
cleaner and asked the housewife
where he could plug it in, whereupon
she told him that the house was not
wired for electricity and he'd better
get that mess off her rug before she
called a cop.

The Equipment Comes Firsi

It is much the same story today in
the phono record field. A dealer can
talk himself blue in the face enu-
merating the advantages of the new
speeds to the owner of a 78-only
phono, but unless he can first sell the
proper playing equipment, he won't
sell any of the new speed discs. The
key, then, to high disc sales, is in
selling new speed playing equipment.

A large market for sales of new
phonographs is in the modernization
or conversion of that equipment, if
any, which the customer now owns.
A conversion campaign to sell new
equipment can include a number of
plans, designed for customers who
own 78 RPM players, 2-speed units,
3-speed units, or no phonograph
equipment at all.

While selling new equipment to
those who do not already own phonos
is not, strictly speaking, a conversion
deal, the dealer should have a pre-
pared package deal for those pros-
pects. A 3-speed plug-in attachment,

42

Boost Disc Sales

You Can Create a New Phono Record Market in Your

Push Sales of New Speed Phonos

To Broaden the Market for Platters
To Make More Sales of New Sets

To Build Service Department Business

with or without a case or cabinet,
will tie-in well with a regular con-
version campaign. Those who already
own equipment which will handle
two of the speeds are prospects either
for a plug-in attachment which will
play the speed they are missing, or
for a complete new 3-speed unit.
Even those who already own 3-speed
units are prospects for sales of new
phono equipment, such as a one or
three speed unit for the play room,
children’s room, summer home, etc.

What the Plan Includes

For those customers who own 78
RPM phonographs, of which there
are still almost 12% million in the
U.S., a typical conversion plan should
include: 1. A new-speed unit, 2.
Complete installation, and 3. Removal
of the old unit. The last item is im-
portant. It is this which changes the
transaction from a straight sale of a
new unit to a conversion job, with
some ‘“trade-in” value attributed to
the old unit.

While the old 78 RPM unit repre-
sents very little, if any, value to the
dealer, it still represents value to the
customer, and he will, in his own
mind, add this “waste” to the cost
of the transaction. Taking it away as
part of the conversion plan allows
the customer to feel that he has
realized some “trade-in” value from
it.

The package deal should carry an
overall price, without assigning any
specific value to each part. Price can
be adjusted accordingly for those
cases where no installation is re-
quired, as with phono attachments.

The dealer who instigates such a
conversion campaign will do well to
concentrate on one or two specific
replacement units. He will become

more familiar with the installation
and operation of these units by con-
tinually working with them, and be-
come more efficient in making instal-
lations.

In addition to selling more new
speed phonographs and widening the
dealer’s market for disc sales, a well
planned and well executed phono
conversion campaign will yield other
good results. It will start people
thinking about their outmoded
equipment and will spur sales of new
sets and combinations. And don’t
forget trying to “sell-up” for all
you're worth with those folk who in-
quire about your modernization plan.
While they're considering a change
in their equipment, they’re ripe for
a complete change, such as a new
combination model.

Sell-Up to TV Combos

This “sell-up” attempt will be
especially successful with those cus-
tomers who do not yet own a tele-
vision set, but perhaps own a radio-
phono combination with 78 RPM
phono. You can point out that just
as they now want to have new speed
record playing equipment, they will
before long be wanting a TV set, if
they do not already want one, and
this would be a good time to solve
all the present and future problems
by buying an up-to-date TV-radio-
phono combination.

In promoting a phono moderniza-
tion campaign, make wide use of
store displays, and pay special atten-
tion to disc customers who buy 78
RPM records. These customers are
especially good prospects for con-
version deals and for more disc sales
because they endure as disc custom-
ers even with 78 RPM equipment.
With new speed equipment they can
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With Phono Campaign

Area; But You Must First Sell the Proper Playing Equipment

get even more enjoyment from rec-
ords and become even more active
as record buyers. .

Another angle -.which can be in-
corporated into a modernization plan
is a tie-in sale of new speed records.
A few records can be offered as part
of the overall price, to start off the
new speed disc collection. This will
help to sell the customer who says
the deal will actually cost him more
than the “overall” price because he
will then have to buy some new
speed discs in order to enjoy any
benefits from his new instrument.

A Profitable Operation

All in all, the complete conversion
deal represents a very profitable
operation for the dealer. With the
tie-in angle, he sells phono equip-
ment, records, and service (the in-
stallation) at a pre-set price. He also
uncovers for himself innumerable
opportunities for add-on sales and
for “selling up” to sales of new sets
and combinations. And the combined
deal carries those sales [features
which will overcome all the ordinary
objections that are found when the
items are offered separately.

Attempts to sell new speed records,

The COMPLETE Phono Modernization
Plan Should Include-

Up-to-date new speed playing equipment

7 DR B g T

With a well organized Phono Conversion Plan
you sell RECORDS, PHONOS, and SERVICE,
all in the same package—

And widen your field for sales of more

RECORDS and NEW SETS as well

RADIO & TELEVISION RETAILING ° February, 1952

Complete installation by your service department
Removal of the 78 RPM or 2-speed unit
New speed discs to start a new collection

One overall price for the whole deal

as has been pointed out, often are
met with the objection that the cus-
tomer does not have new speed play-
ing equipment. The objection to buy-
ing new speed equipment is that the
customer does not have any new
speed records to play anyway. And
an attempt on the part of the service
depariment to do installation jobs in-
volves the individual “add-on” items
of new speed equipment and records.

Job Must Be Complete

Anc the customer is right, too, for
unless the conversion is complete, he
will not get much benefit from it.

Thus, the complete conversion plan
has the added advantage of grouping
together all the good selling points,
while overcoming most of the sales
objections, and throwing in as the
“sales clincher,” the “trade-in”
angle, thereby making excellent use

of the biggest sales objection most
often raised by the customer.

Arnd the happiest thought of all is
that all of this business stirring sales
activity is not even the main objec-
tive, but serves to widen the dealer’s
market for new speed phonagraph
record sales, thereby boosting vol-
ume even higher.

We at Rapio & TELEviSION RETAIL-
ING have long encouraged correlat-
ing the various operations in the
Four-Way dealer’s store [or making
higher sales in all departments. A
complete phonograph modernization
plan is an excellent example of such
inter-departmental activity. Witn the
new speed disc sales indicating an
industry trend, the conversion deal
becomes a “how-to-boost business
by-boosting-business” plan, and the
dealer who makes the best use of his
four-way operation must certainly
take it into consideration.
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Year 'Round Extra Profits in

Electric Housewares

Big NEMA Drive for Sales Under Way. Dealers Can Get on Bandwagon Now—Display

g/Vf
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@ A greatly expanded electric
housewares Gift Campaign for 1952
has been launched by the Electric
Housewares Section, National Elec-
trical Manufacturers Assn., 155 E.
E. 44th St., New York 17.

The theme, “Give Electric House-
wares—first choice for every gift oc-
casion,” is designed to give dealers
in this field a greater share of the
multi-billion year ’round gift mar-
ket. But there’s a great deal more to
this campaign than a mere slogan.
The drive is being backed up by
down-to-earth dealer aid material

Show How With Demonstration

Prepare a demonstration table with outlets near
the gift display. Gift shoppers are frequently
undecided, but all customers can be speeded
toward a sale by action that captures their
interest. lllustrations from NEMA Plan Book.

44
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Transform a good intention into a sale with sign copy. Here are some suggestions that will help

late i

convert shoppers into cust s, sti

prepared by experts, and by a 32-
page Plan Book, full of display, ad-
vertising and selling ideas.

100,000 copies of the Plan Book
will be distributed to retailers, man-
ufacturers, distributors, utility com-
panies, electric leagues, newspapers,
etc. About 68,000 copies will go to
dealers free of charge.

Emphasizes Visual Aids

The Plan Book of 1952 places a
greater emphasis on visual merchan-
dising aids, giving merchants a large
choice of display ideas which can be
set up at little cost without the need
of special material. The book con-
tains three pages of reduced-size ad
layouts, six pages of matted headings

buying. Special events can be capitalized on.

and six pages of matted product il-
lustrations. Through the Bureau of
Advertising, any daily newspaper
can obtain a complete set of mats
which would then be available for
dealer use.

A T2-piece display kit, the largest
ever offered by the Section, is also
available at the extremely low cost
of $3.95. It contains 3 large poster
blowups, 3 easel-backed mounted
counter cards, 6 display streamers,
3 pennant displays, 15 salesmen’s
badges, 3 narrow display streamers
and 39 item price tickets.

Details of a display contest for
dealers throughout the nation will be
announced at a later date.

Dealers all over the country will

8 Ways to Get the Best Use From the Gift Poster

ON YOUR AISLE TABLES! AT YOUR CASH REGISTER!

RADIO
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&

ON STORE COLUMNS!

ON YOUR DELIVERY TRUCK!
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Gift Campaign

and Promotion Material Available—72-Piece Kit at Low Cost Is Offered

cash in heavily on this expanded
Electric Housewares Gift campaign.
Participation by the merchant is a
simple affair. He isn’t required to
join any group nor to pay a fee of
any sort. All he has to do to get
started is to send for his free Plan
Book, the kit, previously mentioned,
selling at $3.95, and he’s ready to
take part in a nationwide sales drive
bound to bring him additional sales
volume every month in the year.

A Front Door Display
Can Be Made to Pay

N
Ly e [
_\« “m.«-- |

An Electric Kousewares gift display at the front
door ornear the entrance catches every passing
customer with its extra eye appeal. Use a front
door gift display the year 'round . . . re-dress
it for special gift occasions.

Lovebird wnit is cut out of beaverboard and ted on a den pole. Copy is lettered on a

paper ribbon. Unit is placed on platform which displays merchandise. Anniversary display is good
any day of the yearl Suggestive seiling is enhanced by “silent salesmen" in attractive displays.

Write now to Electric Housewares
Section of NEMA, 155 E. 44th St,,
New York 17, N. Y.

] (] On these and other pages the
' reader will find pictorial how-to-do

ideas prepared by Ralf Shockey &

' - Associates, merchandising counsel-

ors, who are handling the campaign
for NEMA.

TIE IN AND CASH IN ON ALL THESE SELLING OPPORTUNITIES!

Gift-Wrapping a Must

pww T
\

310 COVIRINGS HEATERS F E . R u A R Y ’ M A R c “

suNDIRS HOTPLATES

SOTTLE WARMEIRS 1RONS

122,000 Weddings 106,000 Weddings

e

A EIEE | AR JUNE |

1

! 173,000 Weddings I . !
'! 518,000 Showers i 223 008 Jivectingd I
I |
i

1

\

1
BROILERS ICT CRIAM FRELZERS i! (
CLOCKS JuIcE ll'll:l'oll.i 367,000 showe,’ 3,9'om sh°we’s

MANIR MNIFE SHARPINIRS
o R e ‘ 2,402,000 Anniversaries 2,084,000 Anniversaries
o s vawowien amuss | 5,500,000 Birthdays 9,130,000 Birthdoys
e | 11,391,000 Opportunities 11,639,000 Opportunities
ety by } PLUS VALENTINES DAY | | PLUS EASTER GIFTs |
HIATING PADS WAL 120NS i \
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153,000 Weddings
459,000 Showers
3,000,000 Anniversaries

000
3,391,000 Anniversaries 670, Shosrs

. | ! 4,380,000 Anniversaries
_81500.000 BinthSloys 1| 8,900,000 Birthdays
1

[ 12,582,000 Opportunities \ — .
14,173,000 Opportunities
PL g f
JJ BS IWOTHER'S | DAY GIFSS _ PLUS FATHER'S DAY GIFTS
; H

PLUS GRADUATION GIFTS
kY - \

| 8,000,000 Birthdays
I 11,612,000 Dpportunities
i PLUS EASTER GIFTS

\

Many times an attractively wrapped package is
' the clincher to o sale. Offering to gift wrap
makes o good impression for your store, ae-
ates customer satisfaction and repeat sales.

e e

A T
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Cash in on

Electric Housewares Drive!

NEMA’s Expanded Gift Campaign Offers Dealers Opportunity to Up Sales and Profits

® Dealers who participate actively
in the big Electric Housewares Gift
Campaign can reap a lot of extra
sales of small appliances. Active
participation costs practically noth-
ing in money, but it does call for a
determined drive for business. The
Number One step to take is to send
for the 1952 Plan Book. It’s free, and
it is obtainable from the Electric
Housewares Section, National Elec-
trical Manufacturers Assn., 155 E.
44th St., New York 17, N. Y. A 72-
piece display kit, described else-
where in this issue, sells for $3.95.

Armed with the promotional mate-
rial available from NEMA, the dealer
is ready to step out. He needs to set
up some sparkling displays, such as
the ones illustrated on this page. He
needs to set up effective demonstra-
tion facilities, train his salespeople,
and devote a portion of his advertis-
ing budget to advertising Electric
Housewares.

More and more people are giving
small electrical appliances as gifts,

Every Day Is Someone’s Birthday

Here's How to
Get Customers to
VISIT YOUR STORE

Send out special invitations
te your customers to wvisit
stare for special demon-
strations on certain dotes,
at specific time. For in-
stance: Invite them to o
demonstration of how to
maoke good coffee . . . how
to iron clothes properly . . .
hew ta bake delicious waf-
fles . . .how to use blend-
ers, broilers, fryers, food
mixers, roosters, Demon-

Birthday display represents a large cake. Tiers
are made of various size platforms covered
with Facil-Fab. Candles are painted. Drape above
unit is cut out of beaverboard and is suspended
from the ceiling. The NEMA plan book carries
ideas for o number of effective displays.

strate “health’ and “com-
fort” applionces such as
hair dryers, electric blan-
kets, heat pads, vibrators,

and the big campaign being staged voporizers, heat and sun

by NEMA is bound to bring a lot lamps.
more into the fold. The gift market is NEMA Electric Housewares

huge, and the dealer who suggests .

and sells Electric Housewares will Section Members
get his share of this business, build-
ing floor traffic, volume and profits.

American Electrical Heater Co.
Arvin Industries, Inc.
Camfield Manufacturing Co.
Casco Products Corp.
Chicago Electric Mfg. Co.
Cory Corporation
Dormeyer Corporation
Dulane, Inc.

The Emerson Electric Mfg. Co.
The Fresh’'nd-Aire Company
(Div. of Cory Corporation}
General Electric Company
General Mills, Inc.,
Home Appliance Dept.
Hamiiton Beach Company
Div. of Scovill Mfg. Co.
The Hobart Manufacturing Co.
Knapp-Monarch Company
Landers, Frary & Clark
National Pressure Cooker Co.
National Stamping & Electric Wks.
Nesco, Inc.

Oster Manufacturing Co., John
Proctor Electric Company
Rival Manufacturing Co.
Samson United Corp.
Silex Company
The Swartzbaugh Mfg. Co.
Toastmaster Products Division,
McGraw Electric Company
U.S. Manufacturing Corp.
Waring Products Corporation
Westinghouse Electric Corporation

Mother’s Day Calls
for Special Treatment

Father’s Day Gift Display
Is a Traffic-Stopper

Displays represents a large family album. Right
side is a shelving unit decorated with paper
doilies to display electric housewares. Left side
shows page with Mother's picture drawn on
beaverboard. Page is covered with Facil-Fab
and ribbon. llustration is from NEMA’s new
plan book.

—
i al

Dad is cut out of beaverboard, placed on pedes-
tal. Merchandise is displayed on platforms cov-
ered with Facil-Fab. Like all Electric Housewares
gift displays, it should include descriptive signs
and gift-wrapped boxes

46 RADIO & TELEVISION RETAILING * February, 1952
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Makers of Electric Housewares

CA—Casseroles
CH—Chimes, door
CL—Clocks
CM—Coffeemakers

8—=8lankets
BR—Broilers
BW—Bottle warmers

AMERICAN ELECT. HEATER CO. (Ameri-
con Beauty), 6110 Cass Ave., Detroit 2. IR
AMERICAN ELECT. MFG. CO. (Chief) 3456
S. Grand Ave., St. Louis, Mo. IR

ARVIN INDUSTRIES, INC., Columbus, Ind.
FA, G, HE, IR, RO, TO

ASQUITH  ASSOCIATES, [INC, (Chrom-
Ever), 131 State St., Boston, Mass. FA, M,
PL

ATLAS TOOL & MFG. CO., 5147 Natural
Bridge, St. Louis, Mo. FA

AUTH ELECT. CO., 34-20 45 St., Long Is-
land City, N. Y. CH
BERNS MFG. CORP.
18, FA

BERSTED MFG. CO., Div. of McGraw Elec-
tric Co., Fostoria, Ohio. FA (Eskimo &
Zero), IR, PL, TO, CP, G (Fostoria), M
(Eskimo & Whiz Mix), HE (Focalipse & Sun
Yalley), HE, V1, KN, P (Eskimo)
BROIL-QUIK CO., 2330 Fifth Ave,
York 37, BR, FR, RS

BUFFALO FORGE CO., 205 Mortimer St.,
Buffalo, N. Y, FA

BURPEE CAN SEALER CO,,
{il. FR, CN

CAMFIELD MFG. CO. (Biue Ribbon), Grand
Haven, Mich. CM, TO

CARDINAL MFG. CO,, 1629 N. 14 St., St.
Louis 6, Mo. IR

CASCO PRODUCTS, INC,
Ave., Bridgeport, Conn. IR, P

(Air King) Chicago

New

Barrington,

512 Hancock

CHELSEA FAN & BLOWER CO., INC.,
Irvington 11, N. J. FA
CHICAGO ELECT. MFG. CO. (Handyhot),

6333 W. 65 St., Chicago, 38. CP, FA, FR,
G, HE, IR, JU, M, PL

CIRCULATORS & DEVICES MFG. CORP.
(Frigid), Brooklyn 32, N. Y. FA

CORY CORP., 221 No. La Salle St., Chicago
1. CM, KN

DIEHL MFG. CO., Somerville, N. J. FA

DOMINION ELECT. CORP., Mansfield, Ohio.
CM, CP, DR, FA, FR, G, IR, PL, TO

DORMAY PRODS. CO., 612 N. Michigan
Ave., Chicago 11. SP

DORMEYER CORP., 4300 N. Kilpatrick Ave.,
Chicago 41. FR, LI, M, TO

DULANE, INC., River Grove, IIl. CP, FR

ELECTRIC STEAM RADIATOR CORP., Paris,
Ky. BW, HE, VA

EMERSON ELECT. MFG. CO., 8100 Floris-
sant Ave., St. Louis, Mo. FA

EVANS PRODUCTS CO., Plymouth, Mich. FA

S. W. FARBER, INC., 415 Bruckner Blvd.,
New York 54, BR, CM

FASCO [INDUSTRIES,
N. Y. FA

FINDERS MFG. CO., 3669 S. Michigan Ave.,
Chicago. BR, FA, FR. G, IR

FRESH'ND AIRE CO., 221 No. La Salle St.,
Chicago 1. FA

GENERAL ELECT. CO., Bridgeport, Conn.
B, CL, FA, G, HE, IR, M, P, RO, TO

GENERAL MILLS, INC. (Betty Crocker),
:gzqrgentral Ave., N.E., Minneapolis, Minn.

INC., Rochester 2

1

CN—Can sealers
CP—Corn poppers
DR—Dryers, hair
EG-——Egg cookers

IF—Ice cream freezer
IR—Irons, han
JU—Juicers
KN—Knife sharpener

FA—Fans

FR—Fryers

G—Grills, waffle, sandwich
HE——Heaters, space

A. C. GILBERT CO. 319 Peck St, New
Haven, Conn. DR, FA, HE, M
HAMILTON BEACH CO.,,
M, VI

HANKSCRAFT CO., 1007 E.
Ave., Madison, Wisc. BW, EG
HILL-SHAW CO., 311 N. Desplaines St.,
Chicago. CM, PL

HOBART MFG. CO. (Kitchen Aid), Troy,
Ohio. IF, M, MI

HOOVER CO., North Canton, Ohio. IR
HUNTER FAN & VENT. CO., 390 S. Front
St., Memphis, Tenn. FA

ILG ELECT. VENT. CO., 2873 N. Crawford
Ave., Chicago. FA

INGRAHAM CO., Bristol, Conn. CL

JONA MFG. CO., 24 Clark St., East Hart-
ford, Conn. M

JAY KAY METAL SPEC. CO., 340 Stanton
St., New York. BR, RS

JEFFERSON ELECT. CO., Bellwood, IlIl. CL
JOHNSON FAN & BLOWER CORP., 1319
W. Lake St., Chicago 7. FA

KISCO CO., INC., St. Louis 4, Mo. FA
KNAPP-MONARCH CO., 3501 Bent Ave.,
St. Louis 16, Mo. BR, CM, CP, DR, FR, G,
IR, P,PL, TO, VA

KORAL ELECTRIC MFG. CO., 43-22 Van
Dam St., Long Istand City, N. Y. HE, IR
LANDERS, FRARY & CLARK (Universal),
New Britain, Conn. B, CM, G, IR, LI, M,
P, PL

LAU BLOWER CO., Dayton 7, Ohio. FA
LECTRICOVERS, INC., 330 Fifth Ave., New
York 1. B

LUX CLOCK MFG. CO., INC., Waterbury,
Conn, CL

MANNING-BOWMAN & CO., Div. of
McGraw Electric Co., Elgin, 11l. BR, CM, CP,
FA, G, iR, P, TO

MARKEL ELECT. PRODS., Buffalo, N. Y. HE
MARLUN MFG. CO., New York 10. RS
MARS MFG. CO., Beverly Hills, Calif. JU
MEIER ELECT. & MACHINE CO., 3525 E.
Washington St., Indianapolis, Ind. FA
MERIT-MADE, INC., 37 Franklin St., Buf-
falo 3, N. Y. TO

MIMAR PRODUCTS,
N. Y. DR, FA

NATIONAL DIE CASTING CO., 3635 Touhy
Ave., Chicago 45, HE, JU

NATIONAL ENGINEERING & MFG. CO.,
Kansas City 6, Mo. FA

NATIONAL PRESSURE COOKER CO., Eau
Claire, Wisc. FR, IR, PC

NATIONAL STAMPING & ELECT. WORKS
(White Cross), 3220 W. Lake St., Chicago,
Il. B, CM, G, IR, TO

NELSON MACHINE & MFG. CO., Ashta-
bula, Ohio. G, IR, PL

NESCO, INC., 270 No. 12th St., Milwaukee,
Wisc. CA, PC, RO

NORTHERN ELECTRIC CO., Chicago 25. B

NUTONE, INC., 1451 Merchandise Mart,
Chicago 54, CH, HE

JOHN OSTER MFG. CO.,
DR, KN, LI, M, VI

Racine, Wisc.

Washington

INC., Brooklyn 5,

Racine, Wisc.

RADIO & TELEVISION RETAILING ° February, 1952
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LI—Liquefiers
M—Mixers
MI—Mills, coffee
P—-Pads, heating

SP—Sleeping pad
T0—Toasters
VA—Vaporizers
VI—Vibrators

PC—Pressure cooker
PL—Hot plates
RO—Roasters
RS—Rotissieries

PALMER MFG. CORP., Phoenix, Ariz. FA

PRECISION MFG. CO. (Rainbow), Dover,
N.J. G, IR, PL, TO
PREVORE ELECT. MFG. CORP., Brookiyn

16, N. Y. G, BR, PL

PROCTOR ELECT. CO., 3rd & Hunting Park
Ave., Philadelphia 40, Pa. B, IR, RO, TO
THE RITTENHOUSE CO., INC., Honeoye
Falls, N. Y. CH

RIVAL MFG. CO. (Steam-O-Matic), 15 &
Wabash Ave., Kansas City 1, Mo. BR, G,
IR, JU

ROBBINS & MYERS INC., Memphis, Tenn.
FA

ROMAR CORP. (Fleck) Asbury Park, N. J.
BR

ROTISS-O-MAT CORP., Astoria, N. Y. RO
RUTENBER ELECT. CO.,, Marion, Ind. FR
SALTON MFG. CO., INC., 29-31 Jumel Pl.,
New York 32. PL

SAMSON UNITED CORP., Rochester, N. Y.
FA, G, IR
SCHWITZER-CUMMINS CO.,
7, Ind. FA

SESSIONS GLOCK CO., Forestville, Conn. CcL
SETH THOMAS CLOCKS, Thomaston,
Conn. CL

SIGNAL ELECT. MFG. CO., Menominee,
Mich. FA

SILEX COMPANY,
CM, IR
SON-CHIEF ELECTRICS,
Conn. HE, IR, P, TO
STERN-BROWN, INC. (Superstar), 42-24
Orchard St., Long Island City 1, N. Y. BR,
G, IR,PL, TO

STEWART MFG. CO., Indianapolis, Ind. FA
SUNBEAM CORP., 5600 Roosevelt Road,
Chicago. CM, IR, M, TO

SUPERIOR ELECT. MFG. CO., (Chief), Cape
Girardeau, Mo. IR

0. A. SUTTON CORP. (Vornado) Wichita,
Kan. FA

TELECHRON, Dept. of General Electric Co.,
144 Main St., Ashland, Mass. CL
TOASTMASTER PRODUCTS DIV., McGraw
Elect. Co., Elgin, lll. GR, TO
TOAST-O-LATOR CO., INC., 10-23 Jackson
Ave., Long Island City 1, N. Y. TO
TOASTSWELL CO., 620 Tower Grove Ave.,
st. Louis 10, Mo. TO

U. S. MFG. CO., 1157 W. Grand, Chicago, CP
VICTOR ELECTRIC PRODUCTS, INC., 2950
Robertson Ave., Cincinnati 9, Ohio. FA
VIKING AIR COND. CORP., Cleveland 2. FA
WARING PRODUCTS CORP., 25 W. 43 St.,
New York 18. LI, IR

WEST BEND ALUMINUM CO., West Bend,
Wisc. CA, CP, CM, PL, RO

WESTINGHOUSE ELECTRIC CORP., Mans-
field, Ohio. B, CM, FA, G, HE, IR, M, P,
PL, RO, TO

WINSTED HARDWARE MFG. CO., Winsted,
Conn. IR

Indianapolis

Hartford 2, Conn.

INC., Winsted,
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quality 1V line

avatlable ro new markets

“Appointing distributors and developing new distribution
areas, like producing high quality television instruments, is a
serious problem requiring sound planning and a comprehensive
program.

Today ANDREA distributors are successful business houses,
contributing to the progress of profit minded dealers. These dis-
tributors are filling a need for high quality, “trouble-proof”,
distinctive television merchandise. The growth of ANDREA in
every market where these fine instruments are sold has made
it necessary for us to increase our production facilities. As a
result, additional areas will be surveyed and ANDREA dis-
tributors appointed in pre-selected, strategic TV markets.

ANDREA receivers today have the lowest service incidence
in the industry.* — Now ANDREA prices are more than com-
petitive, but the ANDREA policy of ample distributor and
dealer profit margins remains unchanged. Profit conscious dis-
tributors and dealers will want full particulars on the ANDREA
line — the finest in the “quality” television field. I especially
welcome inquiries from my many friends who have known me
and the superior products of my companies during my 32 years
in radio and television.

A letter today will bring you full particulars by return mail.”

*Independent surveys prove that
ANDREA reccivers average less Md) M{.‘__
than one service call per year.

PRESIDENT, ANDREA RADIO CORP,

ANDREA—THE STABILITY LINE FOR ‘52

*1. NO SERVICE “RED INK” . . . Independent surveys show Andrea with the
lowest service incidence in the TV industry. It's the stability set of the industry.
2. LONG DISCOUNTS . . . One Andrea sale is worth two ordinary sales—
more margin—extra profit for you.

3. FAST-MOVING INVENTORY . . . Just 6 basic models, geared to 1952
popular demand. No white elephants on your hands.

4. RESTRICTED DISTRIBUTION . . . No '‘next door’ competition—more pros-
pects for you—-room for real sales.

5. QUALITY LEADERSHIP . . . finest product of Frank A. D. Andreo’s 32 years
as a pioneer in radio and television.

L

SHANP-FOCUS
TELEVISION
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Leaders of the '52 line

S"ROWORD...20-INCH...FM RADIO...FULL DOORS

LP :
EFEWSTER... 7-INCH...FM RADIO...CONSOLE

STABILITY... today’s biggest TV value

ANDREA RADIO CORP. o 27-01 Bridge Plaza Morth, Long Island City, N. Y,
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New Television

RCA VICTOR

Among the six new TV models in-
troduced, all of which feature the Super
Chassis, is RCA Victor’'s first 21-inch
table model, The Selfridge, shown here,
Called model 21T-159, the Selfridge is

A A o et . A - e
available in mahogany or walnut cabinet
at $379.50, and in limed oak, at $389.50.
A matching consolette base lists at $20
in the darker finishes, $22.50 in limed
oak. Two other new table models are
the Colby (model 17T-150), in maroon
metal cabinet, at $259.95 (matching base
lists at $18.95) ; and the Glenside (model
17T-151), mahogany grain finish, $279.-
95, and in blond grain finish, $289.95.
Matching base in either finish is $18.95.
The Crafton (model 17T-163) is an
open-face 17-inch console. List is $339.-
50 in mahogany or walnut cabinet,
$349.50 in limed oak. The other 17-inch
set introduced is a full-door console,
the Calhoun (model 17T-173). Avail-
able in mahogany or walnut, the Cal-
houn lists at $395. Also introduced was
the Meredith (model 21T-165), 21-inch
open-face console. List price is $425 in
mahogany or walnut finish, $445 in
limed oak.

Six models held over from the 1951
Fall line are the Covington, $379.50;
Kendall, $389.50; Suffolk, $450 ($470 in
limed oak) ; Donley, $475 ($495 in limed
oak); Rockingham, $495; and the
Clarendon, $525. RCA Victor Div. of
Radio Corp. of America, Camden, N. J.
—RADIO & TELEVISION RETAILING.

MAGNAVOX

Highlighting the 1952 line is the in-
troduction of three models incorporating
Magnavox’s new long distance syn-
chromatic chassis. The new chassis is
featured in the Avenue and Wedgewood
20-inch TV-radio~-phono combinations,
and in the Constellation table model
(shown here). Called the Magnavox LD

105, the new chassis is designed espe-
cially for long distance reception. It
employs 21 tubes, including two recti-
fiers and the picture tube. Magnavox
Company, Fort Wayne, Ind. —RADIO &
TELEVISION RETAILING.

ADMIRAL

Twelve new television models have
been added to the 22 introduced late in
1951, to make up the new 1952 line.
Highlighting the new additions is a 20-
inch table model, available in ebony or
mahogany plastic cabinet, listing at
$239.95 and $249.95, respectively (models
121M11 and 121M12). A 21-inch table
model includes the AM radio feature
which has been added to nine of the
new models. It is available in mahogany
cabinet (521M16) at $349.95, and in
blond cabinet (521M17) at $359.95. New
consoles include the 17-inch model,
shown here, which also includes the AM

radio, and is available in walnut (47M-
15) at $299.95, mahogany (47M16) at
$309.95, and blond (47TM17) at $329.95.
A 21-inch model (also with AM radio)
is available in walnut (421M15) at
$399.95 and in mahogany (421M16) at
$409.95. The three new combination
models introduced all include 21-inch
television. They are: 321M25, walnut,
$499.95; 321M26, mahogany, $519.95; and
the 321M27, blond, $539.95. Admiral
Corp., 3800 Cortland St., Chicago, Ill.
—RADIO & TELEVISION RETAILING.

STROMBERG-CARLSON

Two new 24-inch picture tube tele-
vision consoles have been introduced.
The Newcastle (324CDM), traditional
mahogany veneer model shown here, is

priced at $725. The Cathay, identical in
electronic and mechanical design, is
hand-decorated in classic Chinese tradi-
tion. It lists (model 324C5Dec) at $795.
It is also available in fine ribbon-striped
mahogany veneers (model 324C5M) at
$695. Stromberg-Carlson Co., 100 Carl-
son Rd., Rochester 3, N. Y..—RADIO &
TELEVISION RETAILING.
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Lines

PHILCO

The 1952 line of Phileo television re-
ceivers includes 17, 20 and 21-inch sets.
All 19 models feature the super-chassis
and Colorado tuner. Lowest price set is
the 1802, 17-inch plum colored table
model, shown here, priced at $199.95.
Twn other 17-inch table models, the
1820 in tan finish cabinet, and 1821 in

¥ e R

£

burgundy, list at $239.95 and $259.95
respectively. The 1850, 17-inch mahog-
any console, lists at $299.95.

The 20-inch series offers 3 table
models: the 2120, cordovan leather
cabinet, $259.95; 2122-M, mahogany,
$299.95; and the 2122-L, blond oak,
$319.95; The other three 20-inch sets are
consoles: 2150, walnut, $319.95; 2151-M,
mahogany, $339.95; and the 2151-L,
blond oak, $359.95.

The only table model in the 2l-inch
line is the 2224, in mahogany cabinet,
$339.95. Three 21-inch mahogany con-
soles, the 2252, 2253 and 2254, list at
$359.95, $379.95 and $399.95. Model 2256,
34 door mahogany console, lists at
$429.95. Full door mahogany model 2258
is $449.95. Other two 2l-inch sets are
combos: 2283, with AM radio, $599.95,
and the 2275, top model in the line,
shown here, with AM and FM radio, in
solid mahogany and veneer cabinet,
$775. Philco Corp., Phila. 34, Pa.—
RADIO & TELEVISION RETAILING.

MAJESTIC

Two new models have been added to
the 1952 television line, The first is a
17-inch open-face console, model 17C64,

featuring built-in antenna, phono jack,
and mahogany wood cabinet. List price
is $249.95. The second item, which is
shown here, is a 20~-inch console com-
bination, with AM-FM radio, 3-speed
phono, and full door mahogany cabinet.
Called the 20FPS88, it lists at $539.95. A
blond mahogany version, the 20FP89,
lists at $559.95. Majestic Radio & Tele-
vision, Div. of The Wilcox-Gay Corp,,
385 Fourth Ave., New York 16, N. Y.—
RADIO & TELEVISION RETAILING.
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New Electrical Appliances

Philco APPLIANCE LINE

The 1952 Philco refrigerator, freezer,
electric range, and air conditioner lines
have been announced.

The refrigerator line includes nine full
length single door models and three 2-
door models with Automatic Defrost.
Prices of single door models are as fol-
lows: 722, 7.2 cu.ft, $214.95; 7.1 cu.ft.
models 724, $239.95, and 726, $259.95; 9.2
cuft. models 923, $259.95 and 923D,
289.95; 9.4 cu.ft. models 924, 925, $329.95;
9251, $334.95; 1124, 11.1 cu.ft., $339.95; and
11.2 cu.ft. models 1125, $369.95, and 1125L,,
$379.95. Two door models are the 8.2 cu.ft.
828, $349.95; 10.1 cu.ft. 1028, $399.95; and
the 121 cu.ft. 1228 $459.95. All single
door models except the 722 are available
in color other than black or grey.

The two new freezer models intro-
duced are the 8 cu.ft. model GHS2, list-
ing at $325, and the 12 cu.ft. model
GH112, at $399.95. Both models are
colored in “Key Largo Green.”

All eight electric range models feature
the Broil-Under-Glass tempered glass
broiling shield, four of the models fea~
ture in addition (the built-in Jiffy

Griddle, and the two top models have, in
addition fo these features, the new
Quickset Timer (shown in picture)
which turns units on and off at preset
times. The line includes apartment size
model 223, $189.95; full size, single oven
models 421, $209.95; 422, $229.95; and 423,
$269.95. Models which also include the
Jiffy Griddle are the 423D, $289.95; and
the 425, $319.95. The two top models, with
all three of the features, are the 427,
$379.95; and the 428, $419.95.

The 1952 Philco air conditioner line in-
cludes 10 models, features model 33-H,
12 HP model. This unit is designed for
cooling small rooms. Has automatic
temperature control thermostat which
progressively reduces cooling effect as
room temperature drops. List price is
$229.95. Philco Corp., Appliance Divi-
sion, Philadelphia 34, Pa.—RADIO &
TELEVISION RETAILING.

Hunter FAN DEMONSTRATOR

A new attic fan demonstration unit
has recently been announced by the
Hunter Fan and Ventilating Co. Custom-
ers using the unit can start the fan, see
the shutters open, and feel the result.
Unit is offered to dealers with the pur-
chase of two or more Hunter Package
Attic Fans. Dealers who so order, can
get the demonstrator and a 12-inch oscil -
lating fan (list price: $24.95) for $25.
Hunter Fan and Ventilating Co., 400 S.
Front St., Memphis, Tenn—RADIO &
TELEVISION RETAILING.
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Universal VACUUM CLEANER

The new Jet 99 vacuum cleaner has
been announced. The unit weights 18
Ibs., has two-tone green colored steel
housing. Has one horsepower motor.
Wands are lightweight steel. Hose is 7 ft.
long. Designed both for extra power and
easy portability, the unit uses disposable
paper bags. Accessories include the Jet
99 nozzle, with rubber bumper and float-
ing brush, a round brush, an oval brush,
a special crevice tool, an upholstery noz-

zle, a floor polisher, a demother, and a
spray gun. Unit lists at $99.95.

The Jet 99 will be promoted heavily
with a more than 1 million dollar
advertising budget. Promotion will in-
clude consumer and trade advertising,
dealer cooperative ads and more than
3,000 billboards from coast to coast. Each
billboard will list a local dealer’s name
and address. Promotion plans also in-
clude store displays and other dealer
sales aids. Landers, Frary & Clark, New
Britain, Conn.—RADIO & TELEVISION
RETAILING.

Westinghouse RANGE

A new double oven electric range has
been introduced. Called the Commander,
the new model (AC-774) features the
Super Corox unit, Two-Level speed
cooker for deep well or surface cooking,
and Miracle Sealed oven. Color Glance

rotary controls have different colors for
each heat selected. In all, four surface
cooking units are provided.

Also announced is a new dehumidifier
which requires no special wiring, plumb-
ing or installation. Operates on 115 volts
AC. Finish is blue-grey enamel. Unit
lists at $151.50. A timer clock is available
as an accessory, at $9.95, to operate the
unit for predetermined periods. West-
inghouse Electric Corp., Appliance Divi-
sion, Mansfield, Ohio.—RADIO & TELE-
VISION RETAILING.

RCA AIR CONDITIONERS

Three models constituting the first line
of home air conditioners to be offered by
RCA have been announced. The models
are designated for rooms of various sizes,
with floor areas ranging up to 485 sq.ft.

1

Model numbers and prices are as fol-
lows: model 33 (up to 230 sq.ft.), $249.50;
model 50 (up to 325 sq.ft.), $349.50; model
75, shown here, (up to 485 sq.ft.), $399.50.
Cabinets are finished in beige, grilles in
tan. All grilles are adjustable, permitting
control of air flow. Model 33 has 14 HP
motor, model 50 has % HP, and model 75
has 34 HP motor. RCA Victor Division of
Radio Corp. of America, Camden, N. J.—
RADIO & TELEVISION RETAILING.

Revco FOOD FREEZERS

Three models of food freezers are
offered in the Revco line. Model FF-81,
8 cu.ft. model shown here, has a capacity
of 280 lbs. of frozen food. List price is
$315. Model FF-150 is a 15.2 cu.ft. model,
with 525 Ib. frozen food capacity, listing
at $469.95. Largest model is the 23.1 cu.ft.

model FF-230, listing at $599.95. This
model will store over 800 lbs. of frozen
food. Models features include Easy Lift
counterbalanced lid, plastic handled wire
food trays, and temperature control from
zero degrees down to minus 20 degrees.
Revco, Inc., Deerfield, Mich—RADIO &
TELEVISION RETAILING.

Coolerator APPLIANCES

New models in the 1952 Coolerator re-
frigerator and electric range lines will be
introduced this month. Announcement
has been made that the line will include
8 new ranges and 7 completely new re-
frigerators. The refrigerator line will in~
clude several automatic defrost models.
The Coolerator Co., Duluth, Minn.—
RADIO & TELEVISION RETAILING.
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FLOORSTOCKS HELP BOOST SALES—COMMERCIAL
CreEDIT offers dealers a complete financing
package . . . from wholesule plan down to the
smallest details of retail financing. Enables
dealers to keep shelves and showrooms well-
stocked with new sales producing merchandise
.. eliminates the necessity for tying up needed
capital in inventories or instalment sales.

ComMMERCIAL CREDIT CORPORATION

A Subsigiary of Commercial Credit Company, Baltimore . .. Capital and Surplus

over $120,000,000... offices in principal cities of the United Statzs and Canada.

MILLIONS OF TIME BUYERS tave

already finaneed home app_iances, automobiles, etc. wi th
CommeRciar CrepiT. These saine people represent the

average apylance buyer . . .

they want credit, they

expect cre-i-, they need credit to buy. With the
COVMERCIAL CREDIT PLAN you are offering “brand
name” finar cing that is alrealy preferrec by customers

and dealers clike.

Mare appliance dealers use

Commercial Credit financing

than any other national plan

INSURANCE PROTECTS CUSTOMERS_.\ppliances
sold under the ComuerciaL CREDIT PLAN are
antomatically insured. Property Incurance cov-
erage proiects customers in event of loss of, or
damage to, merchandise as outlined in policy.
Life Insurance coverage cancels the unpaid
balance due in event of purchaser’s death.

_unany amaricanradighistons com

EIGHT WAYS BETTER

Wholesale Financir g

fast Credit Approved

Li¥e fnsurance Probctior
Properly Insurance Prebelion
Automatic Sawes Fol owup
Tested Collection Serice
Builds Customer Geoa Wif
Netionwide Fecilities

e ® 0O 0 OO

ASK YOUR DISTRIBUTOR for a copy of thisinter-
esting book. See how the CommEerciaL CreEDIT
PLaN can help you . . . why many dealers have
came to depend on CoumEerciaL Crepir for
financing as usual regardless of the times.



www.americanradiohistory.com

TO TELEVISION DEALERS EVERYWHERE

1l-rate
is is a fullTare
Telegram OF *c.bs;‘c- ) iDation
ram unless ‘“'s'rv TME at point atgese
ferred charac et W. P MARSHALL

symbol aboye 00 R RD TIME 8t Ut
e Se on telegrals 20d day lesters ¥ STA Y 1 6 1 2 5 7 P =

e e WUX NEWYORK R

The Gling 1im

|oN DEALERS

NOW SELLING
DIRECT-TO-DEALER ON

HIGH-DISCOUNT LOW-LIST BASIS
Wholesale Distributorships available ‘%W%’@pﬁclear

in some areas Super-Powered TELEVISION
with exclusively scientifically FILM-FREED* picture tube

>

*PAT. PEND.
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Latest TV Models

GENERAL ELECTRIC

Among the five new television sets
added to the line, is General Electric’s
first 20-inch table model, the 20T2,
shown here. The set features legs which
can be screwed into the base to con-
vert it to a floor model if desired. With
mahogany veneer cabinet, it lists at
$299.95. Another table model introduced
is the 17T7, a 17-inch set, listing at
$269.95. New 17-inch console model is
the 17C117, in mahogany cabinet, at
$319.95. An open-face mahogany veneer
console with 20-inch tube is the model

20C105, listing at $349.95. The other new
model introduced is the 20C106, similar
to model 20C105 but in natural blond
wood cabinet, listing at $369.95. All new
models have a UHF socket to supply
power to a UHF translator.

Also announced were price adjust-
ments on four 17-inch table models and
one 17-inch console. The model numbers
and new list prices are as follows:
models 17T2 and 17T4, $219.95; model
17T5, $249.95; models 17T6 and 17C103,
$269.95. General Electric Company,
Electronics Park, Syracuse, N. Y—RA-
DIO & TELEVISION RETAILING.

EMERSON

A 17-inch console model and a 20-
inch table model television receiver
have been added to the 1952 line. The
new console, with 17-inch rectangular
tube, is model 714. Available in mahog-
any veneer cabinet at $249.95 and in
blond cabinet at $259.95. The table

model, shown here, is model 709. It is
available in mahogany cabinet at $269.-
95, and in blond cabinet for $279.95.
Both new models are “Area Engineer-
ed,” and are equipped with Emerson’s
Super-Fringe Compensator. Emerson
Radio & Phonograph Corp., 111 Eighth
Ave.,, New York 11, N. Y.—-RADIO &
TELEVISION RETAILING.

DU MONT

The new Du Mont television line,
which incorporates glass rectangular
picture tubes, consists of six 21-inch
console sets, including one combination
model, and five new 17-inch sets, one
a table model. Sets are available in
mahogany and blond cabinetry. Prices
are 10 to 15% lower than for com-
parable models in last year’s line. All
21-inch models feature a cylindrically-
faced picture tube, which reduces re-
flections from room lights. Twenty-one-
inch models include: the Sherbrooke,
with AM-FM radio and 3-speed phono,
$649.95 in mahogany, $675 in blond; the
Flanders, shown here, French Provin-
cial design set, which includes phono
jack, $539.95 in fruitwood cabinet; the
Banbury, $459.95 in mahogany, $479.95
in limed oak, and $489.95 with raffia

doors; the Wimbledon $479.95 in mahog-
any, $499.95 in blond; the Whitehall
Series II, $499.95 in mahogany; and the
Wickford, $399.95 in mahogany, $419.95
in limed oak.

Seventeen-inch consoles include: the
Andover Series II, $349.95 in mahogany;
Park Lane Series II, $349.95 in mahog-
any, $359.95 in blond; Meadowbrook
Series II, $369.95 in mahogany; and the
Chester, $319.95 in mahogany. The
Devon, 17-inch table model, lists at
$279.95 in mahogany, and $289.95 in
blond. Allen B. DuMont Laboratories,
Inc.,, Receiver Sales Div., East Paterson,
N. J—RADIO & TELEVISION RE-
TAILING.

TELE KING

Four new special promotional TV sets
are featured in the 25 models for 1952
offered by Tele King. The four include
a 17-inch table model in leatherette,

RADIO & TELEVISION RETAILING ° February, 1952
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priced at $179.95; a 20-inch table model
in leatherette, priced at $199.95; a 17-
inch open-face console, at $199.95; and
a 20-inch open-face console at $219.95.
The six 24-inch models introduced in-
clude the French Provincial, shown
here, at $524.95 in blond cabinet, $498.95
in mahogany; two-door Masterpiece
cabinet models in mahogany at $549.95;
in blond at $579.95. Included in the 1952
line are fifteen other models. Tele King
Corp., 601 W. 26th St.,, New York, N. Y.
—RADIO & TELEVISION RETAILING.

MOTOROLA

Nineteen new television models have
been announced. A portable set included
in the line is the 14P2, in leatherette
case, listing at 199.95. Also at $199.95 is
a 17-inch mahogany plastic table model,
the 17T7. Shown here is the model 17T8,
17-inch table model in mahogany, at
$219.95, which is also available in limed
oak (model 17T8B) at $239.95. Another
leatherette model, 21T1, a 20-inch table
model, lists at $249.95. Also available in
blond leatherette (model 21T1B) at
$249.95. Also a 20-inch table model is

o S,

21T2 (mahogany) at $279.95, and 21T2B
(limed oak) at $299.95. A 17-inch con-
sole model is available in walnut
(17K12W) at $249.95, mahogany (17K-
12M) at $250.95, and in limed oak
(17K12B) at $279.95. One of the 20-inch
console models is 21K1, mahogany, at
$299.95, and 21K 1B, limed oak, at $319.95.
The other 20-inch console model, also
available in mahogany (model 21K2)
and limed oak (21K2B), lists at $339.95
and $359.95, respectively. Combination
models include the 17-inch model 17F12
(mahogany) at $399.95, and 17F12B
(limed oak) at $429.95; and the 20-inch
model 21F1 (mahogany) at $575, and
21F1B (limed oak) at $600. All models
are built to accommodate a built-in
UHF tuner. All models also feature
Motorola’s “Glare-Guard” process. Mo-
torola, Inc., 4545 Augusta Blvd., Chicago
51, Il.—RADIO & TELEVISION RE-
TAILING.

TRANS-VUE-JACKSON

The new Trans-Vue-Jackson televi-
sion line includes eight receiver models
from 17-inch table models to 21-inch
TV sets and combinations. Featured
change in design of the models is the
Tri-Lok chassis, which locks picture,
sound and linearity circuits with one
tuning control. Also featured are new
and larger speakers in the sets. Trans-
Vue-Jackson, 58 E. Cullerton St., Chi-
cago, II.—_RADIO & TELEVISION RE-
TAILING.
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Arvins finest

21" table model gy prices

elow many

NOW! Arvin gives you a bigger competitive
edge than ever! Arvin’s finest 21-inch table TV
(Model 5211TM) —the famous Dual Power Cus-
tom TV with all the superior features shown in
this chart—is reduced $70 in price! America has
gone for Arvin’s big-screen TV in a sensational
way. Sales have far outstepped our most opti-
mistic hopes. Production savings are passed on
to you and your customers—so you can sell them
America’s finest 21-inch table model for much
less than they’d expect to pay for a smaller-
screen TV of lesser quality! Revolving Tele-
Table to match at slight extra cost.

Radio and Television Division

ARVIN INDUSTRIES, INC., Columbus, indiana

{Formerly Noblitt-Sparis adustries, Inc.)

Arvin TV

VISIBLE VALUF
Yqu can se// the difference!

3

.. . NOW

299’

(Blond 3309.95)

smaller sets!

9

Zone |,

T

Arvin TV has more tubes, more power,

more features than the 3 top-selling makes

Dual Power
Custom

' ‘/Hm( AlL

THESE FEATURES

|
| ARVIN
|
|

1)

L

The 3 present top-selling mokes of TV

o

Maoke "A"

Make 8" |

Make “C”’
21" table model |21" table madel 21" table model 20" table mads|

Means THIS to YOU:

full power to pull
Local” subdues

[ Number of tubes [
. % | 25 | 21 |23 [
—_— —a wm o B
: Tone Controt YES | N 0 N 0 YES As much treble or bass as you wan'
N . L | B
| ‘Distance’” use
| o) YES 1 NO - NO ’ ND | peereeme i ety s
- ; —- | I — = m ¢
Pé:lyne%é:[%rlnanc YES YES | N 0 ; N 0 | g;t‘n::r:n-l‘a‘.;relr"nefzgcgm‘ >
)i T T -
P;n%?:ésuf Rejecting 7 | 4 3 ! 3 These trap circuits reject interference
= ] = T— _
IF Cireut 41.25MC 4125MC | 21.25MC IEME | e ey e I e
| | | ference, facilitate UHF conversion
— S - I
Phono-Jack | YES ] YES YES N 0 | Permits connecting record player
fe e R SISl iSRS, —. —

Sell the line that cuts down service calls!
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Television & Appliance Retailing

Section of RADIO & TELEVISION RETAILING

Mitchell AIR CONDITIONER
and Dehumidifier

Newly introduced model M-132, 15 HP
window type room air conditioner, is de-
signed for economy of operation. List
price is set at $229.95. Features include
the “Mitchell-Mount,” which permits
easy installation, and the Turbo-Dryer,
which eliminates stagnation of the re-
frigerant. Case is finished in ivory.

Also announced is the model D-182
dehumidifier, vertically constructed unit
which measures one square foot by 377
inches tall. Can be used with or without
a permanent drain attachment. The !g
HP motor unit removes from 17 to 25
pounds of water from 10,000 cu.ft. of air
in 24 hours. Mitchell Mfg. Co., 2525 N.
Clybourn Ave., Chicago, Il1.-RADIO &
TELEVISION RETAILING.

Handybreeze FANS

Announcement has been made of the
addition of two new fans to the 1952
catalog. One model is the Safe-T-Guard
12-inch fan. Wire mesh blade cover is
designed for safe operation near chil-
dren, etc. Finish is gray. Fan oscillates.
List price is $26.95. The other addition is
the 20-inch Window-Aire exhaust fan.
With 142 HP motor, this unit is designed
to fit any window from 2934 to 38-inches
wide. Has 3-speed selector switch. List
price is $59.95. Chicago Electric Mfg. Co.,
Chicago 38, Ill.—RADIO & TELEVISION
RETAILING.

NuTone PUSH-LITE

Called the Push-Lite, this illuminated
doorbell unit is built into a weatherproof
Lucite case. A tiny clectric bulb lights up

the name of the home owner. Light stays
lit continually, costs about one cent a
month to operate. List price for the unit
is $2.50. NuTone, Inc., Cincinnati 27, Ohio.
—RADIO & TELEVISION RETAILING.

SCOTT

New 1952 models of the Ravenswood
television series have been announced.
The new units, a 17-inch open console
and a 17-inch table set, will replace
corresponding models in the 1951 line.
List price of the 17-inch Ravenswood

table set is $299. The 17-inch console
lists at $349. Sets feature the Silver
Anniversary chassis, which is wired for
later addition of UHF. Cabinets of the
new models are finished in hand-rubbed
mahogany. Scott Radio Laboratories,
Inc., 4541 Ravenswood Ave., Chicago 40,
I1l.—RADIO & TELEVISION RETAIL-
ING.

Arvin CLOCK-RADIO

Called the “Sleepytimer,” the new
Arvin clock-radio shown here is de-
signated as model 557T. List price is set
at $39.95. Set uses five tubes, including

LR

rectifier, and a Telechron electric clock
with automatic timer. Automatically
turns radio on or off at a preset time.
Set also includes an electrical appliance
outlet which is also controlled automa-
tically. Arvin Industries, Inc., Colum-
bus, Ind.—RADIO & TELEVISION RE-
TAILING.

Stewart-Warner CLOCK-RADIOS

Two new models of clock radios have
been announced. The model 9162-A
(clock-radio) and the 9162-B feature an
electric appliance outlet controlled by
the unit’s timer. Models 9164-A and
9164-B are similar models but lack the
appliance outlet. All models have Tele-
chron timers, and are 634 inches high,
1134 inches wide and 6 inches deep.
Models 9162-A and B, priced at $39.95,
are available in red, tan, ebony and
yellow. Models 9164-A and B, priced at
$34.95, are available in ebony, gray and
yellow. Stewart-Warner Corp., 1826
Diversey Pkwy., Chicago 14, Ill.—RA-
DIO & TELEVISION RETAILING.
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Vornado AIR CONDITIONERS

First model in a new line of room air
conditioners is the 34 HP model 75WAC,
shown here. Finished in neutral two-
tone gray-green with burgundy and gold
trim, the 75 WAC extends 9% inches into

the room. List price on this first model
is $419.95. Plans for the complete line in-
clude 14, Y%, 34, 1 and 1% HP models. The
0. A. Sutton Corp., 1812 W. Second St.,
Wichita 1, Kansas—RADIO & TELEVI-
SION RETAILING.

Telechron CLOCKS

Two new electric clocks, the Pageant
and Minstrel (shown), plus a special
campaign price on the Decorator, have
been announced. The Pageant, a kitchen
wall clock, is available in red, yellow,
green and blue. The Minstrel, alarm

clock, comes in an ivory colored plastic
case, lists at $6.00. Former price on the
Decorator was $8.34, including tax. This
is now reduced to $5.94, including tax,
representing a reduction of $2.40. Tele-
chron Dept., General Electric Co., Ash-
land, Mass.—RADIO & TELEVISION
RETAILING.

Gilbert SLIDE-ON PLUGS

The new type of electric plug and out-
let is quickly attached to any standard
no. 18 lamp or appliance cord. Internal
contact points pierce the insulation and
make contact. No tool is required for in-
stallation. Outlets can be removed and
attached elsewhere without exposing
bare wire or damaging electrical cords.
List price is 10¢ each. Catalog and dealer
prices available upon request from Gil-
bert Mfg. Co., Inc., Long Island City 3,
N. Y...RADIO & TELEVISION RE-
TAILING.
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i7-INCH CONSOLE

Emerson Model 714. Super-powered long distance
circuit specially engineered for super fringe
area or city center, with Fringe Compensator to
adjust for hest reception under each customer’s
particular reception condition. Built-in antenna.
One knob Simplimatic Tuning. Black Magic
Contrast. Full Screen Focus, Hand-rubbed
mahogany wood veneer cabinet.

o DAY

Fmerson [z Zeiso

EMERSON RADIO AND PHONOGRAPH COFPORATION, NEW YORK 11, N. ¥,

56

-ENGINEERED
TELEVISION

Customers will thank you for showing them Emerson TV! Because the
F'merson Television you sell is specially engineered 10 work best in their
homes, wherever they live in your viewing area.

Whether you demonstrate Emerson TV in your store or in customers’
homes, you and your customers will see the wonderful picture difference
made by the exclusive built-in Fringe Compensator
Circuit. It’s adjusted for hest reception under your customers’
particular TV broadcast conditions.

Your Emerson distributor has the whole exciting story for you.
He'll show you how Emerson field engineers thoroughly check performance
in your viewing area . . . how factory engineers take every special
local condition into consideration . . . how Emerson brings you
added miles of customers within telecast range for the first time!

For performance . . . for price . . . and for profits, too . . . it’s Emerson TV.

CALL YOUR EMERSON
DISTRIBUTOR NOW!

Price plus tax and warranty; slightly higher in South and West
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Heads Sales Operation

e 1 v

Douglas Y. Smith, above, has been promoted
to manager of sales operations for the Tube
Department of RCA Victor, at Harrison, N. J.,
according to an announcement by L. S. Thees,
general sales manager.

To Quam-Nichols Post
Helen A. Staniland, sales manager,
jobber division of Quam-Nichols Co.,
Chicago speaker and electronics manu-
facturer, has announced the appoint-
ment of Marvin L. Bruckner as as-
sistant sales manager, jobber div.

Westinghouse Distributor

Westinghouse Electric Corp. has an-
nounced the organization of a new firm
known as the Danforth Corp. 6500
Hamilton Ave., Pittsburgh, which has
purchased the assets of the former
Danforth Company. The new firm will
continue as a Westinghouse distributor.

Bendix Names Judd

Announcement of the appointment of
V. C. Judd as district sales manager of
the Bendix Radio Div. of Bendix Avia-
tion Corp. was made by Arnold Rosen-
berg, general sales manager. Judd will
be in charge of the new Bendix Radio
sales office at 261 McDougall Ave,,
Detroit.

To Distribute IH

Floyd & Company, Inc., of Cincinnati,
has been appointed wholesale distribu-
tor of International Harvester refriger-
ators and freezers in the metropolitan
area of Cincinnati.

New Genéral Sales Manager

John J. Lyons, above, has been made genera!
sales manager for Kaye-Halbert, announces
Harry Kaye, president of the firm.

Folsom Links Disc Sales
To New Speed Phonographs

Frank M. Folsom, president of the
Radio Corp. of America, has released
the following statement on the progress
and outlook of the phono record in-
dustry: “Popularity of the improved
45 and 33'5 RPM systems of recorded
music continued to rise throughout the
country in 1951. Sales volume was sub-
stantially ahead of 1950 and gave in-
dication of further increase during the
next twelve months.

“Sales of 45’s and 33% RPM long-
playing records accounted for 90% of
the year’s industry-wide total in the
classical field, providing conclusive
proof of public favor for these improved
systems as compared to conventional
78’s in this category.

“The outlook for the record industry
in 1952 may be regarded as very op-
timistic. The sales trend of records
should continue sharply upward, un-
less material shortages cause a slacken-
ing in the present production rate of
the new-speed instruments. But, even
then, sales should be above those of
1951, due to the increased number of
these instruments now in use and the
eagerness of their owners to obtain
larger quantities of the improved re-
cordings.”

Represents Vee-D-X

Jules J. Bressler, above, prominent New York
city Rep., has been named to represent the La
Pointe-Plascomold Corp., makers of Vee-D-X
products, Windsor Locks, Conn.

Sylvania Official
Sees Good TV Year

There is no reason why the TV in-
dustry cannot sell about 4,500,000 sets
to the public in 1952, if there are no
major economic upsets, according to
Frank W. Mansfield, director of sales
research for Sylvania Electric Products,
Inc., who reported that the trend now
points to a larger percentage of sales
for replacement and a smaller percent-
age for initial installation.

Kaye-Halbert Appointee

Ed Altshuler has been appointed na-
tional marketing director for Kaye-
Halbert, Los Angeles, Calif. He will
supervise and coordinate the marketing
research, sales planning, and advertis-
ing activities of the company.
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Brach Lecture Program

Ira Kamen, right, director of TV sales, Brach
Mfg. Co., Newark, N. J., announces that the
firm has incugurated a TV lecture program on
antennas amd antenna installations throughout
the country. Lectimes have been given at the
Tydings Co., Pittsburgh, Warren Radio, Erie,
Pa., and Lifetime Electronics, Toledo, Ohio, and
more recently for Pioneer Radio Corp., Cleve-
land, and Radio Specialty Co., Detroit.

Universal Promotion Kit

Landers, Frary & Clark, New Britain,
Conn., has announced a package of
promotional material tied in with ma-
terial issued by NEMA. Package in-
cludes a counter card, window banner,
gift cards, and a coupon for more free
material from NEMA.

Expands Jobber Territory

The refrigeration territory of RCA-
Victor Distributing Corp. of XKansas
City, wholesale distributor of Inter-
national Harvester refrigerators and
freezers, has been enlarged to cover
roughly the entire state of Kansas and
half of Missouri.

GE Names Lee

Robert E. Lee, manager of finance for
the General Electric tube department,
has been appointed assistant manager
of the company’s cathode ray tube op-
erations, with headquarters in Syracuse,
N.Y., J. M. Lang, tube department
general manager, has announced.

Named Sales Manager

k

Jack Geartner, above, has been appointed sales
manager of Emerson-New Jersey, according to
Michael Kory, president of the company,
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"Nu-Day

'PACKS DOUBLE SALES PUNCH!
1. New UHF Cascode Tuner

2. New Rectangular 21 inch
“Cylindrical” Picture Tube*

Model 21C9.2
21 Inch
Mahogany Veneer
Console

JEWEL “NU-DAY" TV
FEATURES
“UP-TO-THE-MINUTE"
PROVISION FOR
UHF AND COLOR!

POPULAR FAVORITE IN THE

FAMOUS JEWEL RADIO LINE Model 21T9-
oy 21 Inch
Mahogany Veneer Right ...
Table Model Model 17C9-2
17 Inch
Maohogany Veneer
*Featured in our 21 inch models only. Console

Jewel "'Slumber”’

Model 5130 Bed Lomp-Radio
Used two ways! As a bed
lamp-radio suspended from
headboard, or as a bedside
radio, on a table.

...an unbeatable combination adding up to
"Power Vision” that moves fringe areas back into town!

Here’s your answer to a “‘value-hungry”” TV public! JEWEL “Nu-Day”
TV ... with the famous UHF Cascode Tuner ... grabs weak signals
by the horns and brings ’em home to market. Sells TV’s toughest market
—the viewers in fringe areas and “‘dead spots”! Jewel’s Cascode Tuner
also compensates for changes in signal strengths . . . insures consistent,
powerful, perfect reception.

But there’s more than power in Jewel’s “Power Vision”. The amazing
new Rectangular 21 inch "“Cylindrical” Picture Tube* eliminates all
possibilities of glare and side-view distortion, using a special interior
tilt in the face of the tube.

Write today for full particulars on TV’s latest profit-making bonanza
...the new JEWEL "‘Nu-Day”’
TV with “Power Vision” that
moves fringe areas back into
town!

RADIO CORPORATION

10-40 45th AVENUE, LONG ISLAND CITY 1, NEW YORK
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Promoted by Capehart

Louis J. Collins, above, has been named director
of sales of the Capehart-Farnsworth Corp., at-
cording to an announcement made by Fred D.
Wilson, Capehart president.

New Distribution Set-Up

i A T

Haydon Producis Corp., 1801 Eighth Ave., Brook-
lyn, N. Y., has undertaken the distribution of
TV masts under a new direct mill arrangement,
according o Ben Selsby, heading national sales,
who is also sales director of Haygren Electronic
Mtg., Inc,, makers of TV installation parts.
Under the new plan, all shipments of masts
will be made direct from the mill to the dis-
tributor.

Honor Tel

e
(1'n
!

King Chairman

More than 300 TV dealers in Philadelphia hon-
ored Louis 1. Pokrass, chairman of the hoard of
Tele King with an award certificate inscribed
to him as o man ‘‘whose policy of fair dea’er
profits established him a true leader and set
a standard in the television industry.” Jack
Joyce (center), Tele King salesman, makes pres-
entation to Mr. Pokrass {right) with Harvey L.
Pokrass, the firm's president, witnessing the
ceremeny.

Magnavox Expansion

The Magnavox Company has recently
purchased the land and buildings at Ft.
Wayne, Ind, which it has occupied
under lease since 1930. An addition to
the building now under construction
will bring the total floor area to 320,000
sq. ft., plus 67,000 sq. ft. in warehouse
facilities.

Westinghouse TV Show

Nationwide television and radio
coverage of the 1952 presidential elec-
tion campaign will be sponsored by
Westinghouse Electric Corp. over the
Columbia Broadcasting System TV and
radio networks, it was announced by
J. M. McKibbin, vice-president in
charge of consumer products.

Crosley Distributing Corp.
Forms New Divisions

Recent expansion by the Crosley Dis-
tributing Corp. of New York involves
the creation of two new divisions. They
are the appliance division, and the
electronics division. W. J. O’Brien,
formerly branch manager of Crosley
Distributing Corp., New York, was an-
nounced as manager, appliance divi-
sion, and Paul A. Hilton, formerly as-
sistant branch manager, is announced
as manager, electronics division.

Appointment of the Cannon Dis-
tributing Company as Crosley distribu-
tors in the Charleston, S.C., area, has
been announced by E. W. Gaughan,
eastern divisional sales manager of
Crosley Div. of Avco Mfg. Corp.

Joins Electronic Devices

Frank H. Edelman, formerly chief
chemist of International Resistance Co.,
has been appointed technical director of
the Resistor division, Electronic Devices,
Inc., 429 12th St, Brooklyn 15, N.Y.

Planning to Launch a New Television Line

Raytheon TV Distributor

Arthur €. Magyon, Sr., signs agreement that
makes the Arthur C. Maryon Co., San Francisco,
the Raytheom T¥ distributor in that city and
in northern California. Looking on are Arthur
C. Maryon, Ji., and William Helt, assistant gen-
eral sales monager of Belmont! Radio Corp.,
makers of Raytheon TV.

To Universal Post

Frank T. Barmore, above, has been appointed
sales development manager of the Universal
vacuum sales division. Announcement was made
by Bret C. Neece, vice-president and general
manager of Landers, Frary & Clark, New Britain.
Conn.

The Lion Manufacturing Company, Chicago electrical devices makers, will shortly introduce a line
of television sets under the brand name of ‘“Lion.”” Raymend T. Moloney, right, president, is shown
seated with his new TV division manager, Paul Eckstein. Chicago ad agency president, Dr. Burton
Browne, is standing. Plans are being pushed ahead in time for the May Parts Show and to officially
enter the market during the Chicago Furniture Show in July.
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Model 1005 —20” Mahogany, Smar{ new
showpiece, with Full-View *“Super -
Dynamic Tuner” control.

Model 1006 —Same model, in Blond.

e TR
G

NO “NAMBY-PAMBY” CLAIMS!
NO WEAK-KNEED PROMISES!

A MUST FOR YOU IN '52...FOR EXPANDING SALES!

The latest market studies show television sales satura-
tions up to 71 per cent. That means you must “beat
the bushes” for fringe business if you want to expand
your sales during 1952. You need Hallicrafters . . . the
ONLY television that GUARANTEES 150-MILE
PERFORMANCE! Remember, Hallicrafters has the
EXCLUSIVE, $2,000,000 Dynamic Tuner. This famous
tuner, with its precision photo-etched circuits, delivers
a clearness of picture and long-range performance un-
matched by any other set !

WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION * CHICAGO 24

60 RADIO & TELEVISION RETAILING °* February, 1952

www.americanradiohistorv. com


www.americanradiohistory.com

Proctor Technique Shown

Mary Riedel, left, Proctor Electric Company’s
director of women’s activities, lectures to 650
Home Demonstration Agents at their recent con-
vention at Fort Worth, Texas. In center is Mary
Switzer of Buffalo, N.Y., H.D.A. president. Dem-
onstrating the Mary Proctor ironing method is
Ruth Watkins, wife of Proctor’s Texas district
manager, Ed Watkins,

1952 Reps Officers

Members of the Southwestern Chap-
ter of “The Representatives” of Radio
Parts Mfrs. Inc., have elected the fol-
lowing officers to serve for 1952: John
I Crockett, president; Mose Branum,
vice-president; Hal F. Corry, secretary;
and R. M. Campion, Jr., treasurer.

R. F. Brookfield was elected president
of the Mid-Lantic Chapter for 1952.
R. L. Wilkinson moved up to the post
of vice-president, George Scarborough
was elected secretary and Jack Ma-
honey, treasurer.

Robert Milsk will lead the Wolverine
Chapter as president for 1952. The new
vice-president is Edwin F. Liddle. John
J. Hagerty was re-elected to the post
of secretary-treasurer.

Ronald G. Bowen has been named
president of the Rocky Mountain Chap-
ter. W. Clif McLoud was chosen as the
chapter’s 1952 vice-president.

Raytheon Jobber Meetings

A Raytheon Bonded Dealer Meeting
was held in the Springfield, Mass., area
recently, under the auspices of L. C.
DelPadre Associates, distributor of Ray-
theon tubes in western Mass.

Interstate Supply Co., of St. Louis,
Mo., distributor of Raytheon tubes in
the St. Louis area, held a series of two
meetings in St. Louis to announce their
sponsorship of the Raytheon Bonded
Electronic Technician Program.

Offer “‘Talking Letters"’

“Talking Letters,” five minute tape-
recorded messages between members
of the armed forces and their families,
are being made for the servicemen at
no charge by Revere Camera Co.,
maker of the Revere tape recorder, and
Minnesota Mining & Mfg. Co., makers
of the recording tape, and by their par-
ticipating dealers in every community.
Both recording and play-back facilities
are offered by the dealers.

Hoover Appointments

Wm. H. Bond, manager of distributor
sales for the Hoover Company, North
Canton, Ohio, has been promoted to
manager of the company’s special
products division.

Webcor Names Wallin

Directors of Webster-Chicago Corp.
have elected Gus W. Wallin to the
newly created post of vice-president in
charge of engineering, R. F. Blash,
president of the company, has an-
nounced.

New Audicraft Reps

Audicraft, Inc., 77 S. Fifth St., Brook-
lyn, N.Y., has announced the appoint-
ment of the following two sales reps:
Emmet J. Tydings, to handle western
Penn., Ohio, and W. Va.; and Jack
Goss, to service the New England
states. They will handle the Audicraft
line of PA horn loudspeakers.

GE Campaign Ends

The General Electric Company’s Tube
Department has announced completion
of its “Hit the Trail” campaign, a sales
program with a cowboy motif, described
as one of the most successful promo-
tions in the department’s history.

Rep Opens New Office

Carl A. Stone Associates, manufac-
turers' reps, with headquarters in Los
Angeles, has opened a northern Cali-
fornia office in Palo Alto, in charge of
Frank E. LaFetra, sales engineer.

Takes Xcelite Name

Park Metalware Co., Inc.,, Orchard
Park, N.Y., maker of Xcelite me-
chanic’s hand tools, has changed its
corporate name to Xcelite, Inc., Presi-
dent F. Birney Farrington has an-
nounced.

New South River Reps

South River Metal Products Co., Inc.,
South River, N.J., has appointed the
following two sales reps: B&C Sales,
1355 Market St., San Francisco, and
C. H. Mitchell Company, 1221 W. 11th
St., Los Angeles 15, Calif.

Eureka Expansion

Announcement has been made by J.
George Sauer, plant manager of Eureka
Television and Tube Corp., Hawthorne,
N.J., that large expenditures have been
made for additional equipment for the
production of 2l-inch rectangular
cathode ray tubes.

To Head Philco
Avuto Radio Division

Martin F. Shea has been named vice-
president, auto-radio division, in charge
of car radio manufacturing sales and
head of Philco’s Detroit operation, ac-
cording to an announcement by Larry
F. Hardy, president of the television
and radio division of Philco.

Allied Reorganization

A. D. Davis, president of Allied Radio
Corp., Chicago, distributors of parts,
has announced top-level reorganization
as follows: Alex Brodsky, merchandis-
ing manager; S. H. Levey, sales man-
ager; J. W. Rubin, sales promotion and
advertising manager; and L. M. Dezet-
tel, purchasing agent.
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RCA Victor Appointee

William F. Carolan has been ap-
pointed general sales manager of the
newly created air-conditioning depart-
ment, of the RCA Victor Division,
Radio Corp. of America, it was an-
nounced by Robert A. Seidel, vice-
president. Carolan’s headquarters will
be in the company’s home office in
Camden, NJ.

Rider Offers ‘‘Handies"’

Distributors of John F. Rider Pub-
lisher, Inc., 480 Canal St., N.Y. have
received TV Tek-File Packs numbers
17 through 32. Included in many of the
new Tek-File Packs is the Tek-File
Handy, which is a troubleshooting card
containing specific servicing informa-
tion from the manufacturer of the re-
ceiver. Each Handy lists the maker’s
name, the model, chassis, trouble,
symptoms, and repair procedure. The
Tek-File Pack, with the Handies in-
cluded, is still priced at $2.00.

RCA Victor Forms
West Central Region

The establishment of a new region
for the RCA Victor Div.,, Radio Corp.
of America, to be known as the West
Central Region, with headquarters in
Kansas City, Mo.,, was announced by
C. M. Odorizzi, operating vice-presi-
dent of the division. Odorizzi also an-
nounced the appointment of V. A.
Kamin as manager of the new region.

Exports Recorders

The M. Simons & Son Co., Inc, 25
Warren St, New York, exporters of
electronic equipment for over 30 years,
have recently completed substantial
shipments of Presto professional mag-
netic tape sound recording equipment
at Oslo, Norway, to be used at the 1952
Olympic Games which will be held
on the Holmenkillen ski slopes outside
of Oslo.

Arvin Dealer Aids

as

§ chrrin dnnis Dleplaya froo 10 36 13 insnaw hig

Amvin EA Displny No EASSL

“Arvin  Annie” cut-out pieces plug electric
housewares, put pep and personality in show-
window and counter displays.
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-~ Eliminates mismatch!  Outperforms standard Yagis!

<. Z-MATCH
e YAGE

single-channel

reception. 600 Series

e Perfect match to 300 ohm line,
single or stacked.

o
e o

¢ Wider spaced elements for h:gher gain.
e 100%, gain in stacking!

e Completely preassembled.

How The Z-Match Yagi-Works

When antennas are stacked, the center feed bars of the folded
dipoles are removed, automatically creating o perfect 300 ohm
match for the entire stacked Yogi array. These same center
bars are then used as half-wave connecting rods. This means

o 0 T
Z-MATCH YAGI Channel 10

*Patent Applied For YOU DON'T PAY FOR STACKING BARS!

developed by

CHANNEL MASTER

g
- "Far Reaching” Resvlts

’
There’s only ONE Reaches farther for
multi-channel

SUPER /=
TOWERS | FAN . »

by Ctannel Master . 313 Series

Stee! tioular up-ights,

Biilt-in ladder with no ob- & . s .
il The most widely used

3 Completely
One s-andard nferchange- e ; P
able s::tion which can be § antenna in the nation. PI’GGSSGMMEd

used ¢« a top, middle or s P

Eottorr section. _ The highest gain broad-band
Un'ver:xl base mount. B

Diial garposs st &7 [762 antenna ever developed.
tator mounting orackets. e

GAIN ABOVE & TUNED DIPOLE DB _
o T =

New reinforced fibreglas inserts
in all elements ard reflectors. These gain curves hava boen

verified by two independent
nationally known laboratories.

Write for technical literdture on these 3 outstundiné’“ products.

CHANNEL MASTER CORP. :.ienviuie,
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improving Performance of TV Sets

Inside Tips from Set Makers Cut Troubleshooting Time

Areing at 2nd Anode Bution

It has been found that certain types
of rubber anode caps gradually become
conductive due to a chemical decompo-

Py
L)
/ ~
Z

TSN g

ORIGINAL ANODE LEAD
AND RUBBER CAP

ANOCE LEAD AFTER TRIMMING
FLANGE PORTION OF RUBBER
CAP

sition of the rubber which is caused by
the relatively high electrostatic stress
present at the anode button. This pro-
duces a leakage path across the insu-
lated area of the glass around the anode
button (on glass tubes) and often re-
sults in corona or arcing. Ordinarily,
wiping the glass under the rubber cap
does not remove the deposit that re-
sults from the breaking down of the
rubber. The suggested cure for this con-
dition is to trim off the flange portion
of the rubber cap to a point where no
rubber touches the glass. This will leave
only the sleeve portion of the cap which
serves as a support for the lead into the
conductor. The cleaning of the glass
around the anode button can be ac-
complished quite easily if ordinary
water and a scouring compound such
as Bon Ami are used. The area around
the anode button should be scoured and
then thoroughly dried and polished
with a clean dry cloth so that no residue
remains.—Crosley Service Instruction
No. 4-63.

Poor Sound in Fringe ireas
Normally the picture carrier falls at

the 50% point on the slope of the over-

all response curve. When receiving sig-

nals of less than 50 microvolts, on inter-
carrier receivers, it is common practice
to adjust the fine tuning control so as
to move the picture carrier up the slope
to improve the signal to noige ratio. On
extremely weak signals, the pix carrier
may be moved to as high as 80% to 90%
on the slope of the curve. Under such
conditions the sound may become weak
and noisy even on intercarrier receivers.
The reason for this is as follows:
when the picture carrier is rolled up
the slope it is lowered in frequency by
as much as .75 MC, and the sound car-
rier is also lowered. The sound carrier
therefore begins to fall into the adja-
cent channel picture trap with a conse-
quent reduction in sound output. It is
possible to overcome this difficulty on
the RCA 17T153 and 21T176 series re-
ceivers by a simple adjustment in the
field without test equipment and with-
out removing the set from the cabinet.
First tune in the desired channel and
adjust the fine tuning control for best
picture. Then, since the adjacent chan-
nel picture trap is under the kinescope,

disconnect the high voltage lead at the
chassis to prevent getting a shock. Turn
the T104 top core clockwise, approxi-
mately % turn if it is a threaded core
type or 1% turns if it employs a brass
stud extending from the transformer
shield. Restore the kinescope high
voltage connection. Then from the top
of the chassis, adjust T107 clockwise Y%
turn or less. If adjacent channel picture
interference is a severe problem, it
may be necessary to remove the chassis
from the cabinet and adjust T104 top
core while observing the picture for
minimum interference—RCA Victor
Service Tips, Vol. 11 Issue 9.

Replacing 688GT Tubes

When 6S8’s are used as the ratio de-
tector, variations from tube to tube af-
fect the alignment of the ratio detector
Xformer. This must be checked when-
ever a tube is replaced, and can be done
by tuning to a TV station and adjusting
the secondary for best sound with a
minimum of noise.—Westinghouse Serv-
ice Hints, No. 7.

Microphonic Noise
in Picture and Sound

This trouble in Telesets RA0112A and
RA-113 is probably due to the stator
plate of trimmer capacitor C118 in the
oscillator circuit of the tuner being
loose. Remedy: Apply a hot soldering

iron to the top of the stator terminal,
as shown. The chassis should be turned
upside down and a small amount of ad-
ditional solder applied—if necessary—
so that solder will run down through
the center of the rivet and form a rigid
joint between the stator and the ter-
minal.-—DuMont Service News, No. 9.

APPLY IRON HERE,
ALLOWING SOLDER
TO FLOW THRU
RIVET.
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SOLDER SHOULD FORM
RIGID JOINT HERE.
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Servicing Video Detector

Part l. Function, Method of Operation and Types of Circuits Used

VIDEO

DETECTOR.

VIDEO DETECTOR |

OUTPUT

g

Fig. 1 (above, left): Simple diode detector circuit. L-1 resonates with C-2, the stray capacitance in shunt with it, to form the
tuned input circuit. Fig. 2 {above, right): (A} Original video signal. {B) RF carrier with which the video signal is mixed, (C)
Resultant modulated RF carrier. Note that this is o bi-directional signal. Note also that when the carrier is mixed with the
video signal, its envelope acquires the shape of the video signal. The peaks of the carrier, in other words, vary in accordance
with the video signal. At the receiver, the modulated RF carrier is stepped down in frequency, and becomes a modulated IF
carrier. (D) In the video detector, the IF carrier Is removed, and 14 of the signal is eliminated, restoring the video signal to

its original, uni-directional form.

By Solomon Heller

e The function of the video detector
in the TV receiver is to remove the
video modulation from the incoming
IF signal. Diodes are commonly used
as detectors, because they are capable
of better fidelity than triodes. A simple
diode detector circuit is shown in fig. 1.

The modulated video IF signal is ap-
plied between plate and ground of the
diode. Since the cathode is bypassed to
ground for IF by C-1, the signal is
effectively applied between plate and
cathode. Current flows only when the
incoming signal makes the plate posi-
tive to cathode. The diode thus acts
like a half-wave rectifier. Rectification
is necessary because the original video
signal is a uni-directional, not a bi-
directional one (see fig. 2), and it must
be restored to that same form. If the
video detector output was bi-direc-
tional, the video signal would have a
net average amplitude of zero.

Let’s see what the diode detector
must do, then we can consider how it
does it. We want the diode to give
output only at the peaks of the incom-

ing signal, since these peaks vary in
accordance with the video signal (see
fig. 2C). In between peaks, the incom-
ing signal is varying at an IF rate.
We don’t want output from the video
detector at these times, because IF sig-
nals are undesired in the detector out-
put circuit.

Peak detection in the
achieved in this way:

When the positive half-cycle of the
modulated IF input signal is coming in,
the diode conducts. The upper end of
R-1 is made positive to ground, by the
flow of conduction current. The voltage
across R-1 charges C-1.

After a few cycles, C-1 becomes
charged to the average level of the
positive half-cycles of incoming sig-
nals. The voltage across C-1 is the
diode’s cathode-to-ground voltage. This
voltage reduces the diode plate-to-
cathode voltage. For instance, if the
plate-to-ground voltage is +3V and the
cathode-to-ground voltage is +2V, the
plate-to-cathode voltage is +1V.

The diode will (after the first few
cycles) no longer conduct during the
entire positive half-cycle of incoming

diode is

signal, but only during that portion of
the half-cycle when the plate-to-
ground voltage exceeds the cathode-to~
ground voltage. In other words, the
diode will conduct only at the peaks of
the incoming signal. In between these
peaks C-1 discharges through R-1
(since the diode, its source of voltage,
does not conduct at these times) keep-
ing the voltage across R-1 substantially
constant, in spite of the signal voltage
changes taking place at the diode input.

At the peak of the incoming signal,
the plate-to-ground voltage of the diode
exceeds the cathode voltage, the diode
conducts, C-1 charges, and a change
in diode output voltage takes place.
This change occurs at a video rate,
and represents the desired video signal.

Looking at the matter in another
way: Because of C-1 R-1’s long time-
constant, the output voltage cannot fol-
low the rapid IF variations in the in-
coming modulated IF signal, but only
the relatively slow variations in ampli-
tude corresponding to the signal enve-
lope, or the video modulation. The out-
put voltage across R-1 therefore
reproduces only the video modulation.

Fig. 3 (Below, left): Video detector with m-type filter, L12, C-1 and C-2 comprise the IF filter. L-3 acts as peaking coil. L-2 gen-
erally acts as a peaking coil as well as an IF filter, resonating at about 4 MC with the capacitance in the circuit to boost the
HF response in this vicinity. Fig. 4 (Below, right): Diode detector with negative-golng video signal output.
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ircuits in TV Recelvers

to Remove Picture Information from the Composite Video Signal

C-1 thus acts as an IF filter in this
simple detector circuit, bypassing IF
from the load. In practice, C-1 is not an
efficient filter. It is inefficient because
the undesired IF (an approximately
26 MC signal) is too close to the highest
video frequency to be bypassed (about
4 MC).

If C-1 is used by itself, and is made
sufficiently large in capacitance to re-
move the IF, it will also attenuate high
video frequencies as well. If C-1 is
made small enough to prevent the at-
tenuation or reduction of high video
frequencies, it will be too small to com-
pletely remove the IF. A better filter
must therefore be used.

The kind employed is a m-type unit
or a variation thereof (see fig. 3). This
band-pass filter effectively removes the
undesired IF, without reducing the de-

® Elﬁ' [vioEQ) W
DETECTOR| ame | L,J# [%’

My N/
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DET. amP_ |
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Fig. 5: A negative-going signal is needed at the
CRT grid. Such a signal will drive the CRT to cut-
off on sync pulses and black signals. {A) If ene,
or an odd number of amplifiers, is used be-
tween the video detector and the CRT, the video
detector output will have to be positive-going.
(B) If two, or an even number of amplifiers, is
employed between the video detecior and the
CRT grid, the video detector output will have to
be negative-going. (It is assumed in both cases
that the signal is applied to the CRT grid.}

tector response at high video frequen-
cies.

The output signal of the video detec-
tor may be either positive or negative
(see fig. 4). Let’s see what determines
the polarity required.

The video signal applied to the CRT
grid must drive the CRT to cut-off on
black signals; and must reduce the
bias on white signals sufficiently to
cause white to be reproduced. In other
words, a negative-going signal must be
applied to the CRT grid (see fig. 5).
(If the video signal is applied to the
CRT cathode, it must be positive-going
to achieve the same results.) The po-
larity of the video detector’s output
signal must therefore be such that the
video signal will be correctly phased
at the input to the CRT.

If an even number of amplifiers is
used after the video detector, and the
signal is fed to the grid of the CRT, the

IN34
GRYSTAL
CATHODE | |1, -
FROM QUTPUT
OF VIDEO I-F
AMP.

TO VIDEOQ
PLATE AMP

1

LOAD RESISTOR

Fig. 6: Crystal detector circwit. A somewhat
greater video output is possible with a crystal,
due to the fact that 1. its internal resistance
is lower than that of a diode and 2. the ab-
sence of interelectrode capacitance permits a
higher value of load resistance to be used.

video detector output will have to be
negative in polarity (see fig. 5B). If an
odd number of amplifiers follows the
video detector, and the signal is fed to
the grid of the CRT, the detector’s out-
put w:ll have to be positive-going (fig.
5A). If the video signal is fed to the
cathode of the CRT rather than its grid,
the polarity of the signal needed at the
video detector output in each of the
above cases will be reversed.

R-1, the load resistor (fig. 1) is small
compared to the diode load resistors
used in broadcast AM detectors. Large
values cannot be used because of the
shunting capacitance present across
R-1. This shunting capacitance, which
is composed of the tube inter-electrode
capacifance and the stray capacitance
present in the circuit, offers a decreas-
ing reactance with increasing fre-
quency. The load impedance therefore

tends to be considerably smaller for
high video frequencies than for low and
middle ones. The larger R-1 is, the
greater will be the shunting effect of
the capacitance across it at high fre-
quencies, and the larger will be the
difference in the low and high fre-
quencies. To avoid such a condition
—i.e., the attenuation of high-frequency
video signals—R-1 must be kept low. It
is generally somewhere between 2000
and 5000 ohms. Use of a low value of
load resistance causes the output of the
video detector to be reduced in pro-
portion.

A peaking coil is often inserted in
series with the load resistor to improve
the high-frequency response (see
fig. 3).

Crystals are sometimes used as detec-
tors (see Fig. 6). The crystal functions
as a rectifier, and is comparable in its
action to a selenium rectifier. Advan-
tages offered by a crystal over a con-
ventional diode detector may be listed
as follows: 1—The size of the detector
unit is smaller. 2—Less wiring need be
used, since only two terminals need
connecting into the circuit. 3—No fila-
ment heating is necessary. 4—No hum is
likely to be introduced into the detector
circuit, since the crystal has no filament
to act as a source of such hum.

The cost of a crystal was once too
high to prevent its widespread use, but
currently, relatively low-cost units can
be obtained.

Crystals must, of course, be hooked
up with the correct polarity, otherwise

(Continued on page 78)

Fig. 7: Video detector circuit used in Admiral 20A1, 20B1, and 21A1 sets.
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Service and Installation

The Technician’s Eye-View of the Choice of Components and the

With high quality chassis and compo-
nents equally available to all assemblers
and/or packagers of “Hi-Fi” custom
installations, the only way the indi-
vidual technician or dealer can stand
out is through his superior technical
knowledge, ability, craftsmanship and
good taste—and wultimately through
customer satisfaction. This article (the
second of two parts) presents some of
the things a trained and experienced
man can do—some techniques he can
use—some features he can include—to
take his work out of the “stop and
shop” category.

The amplifier in the custom set-up
offers more questions to be decided,
and more choices to be made, than any
other item in the system. In most
cases it will incorporate a pre-ampli-
fier for the low output magnetic car-
tridge. In some cases the amplifier
may be incorporated into one chassis
with the AM-FM tuner. In such case
there may or may not be a pre-am-
plifier for a low-level magnetic pickup
built into the same unit. In most such
cases, where quality reproduction is
desired, but not high-fidelity, there is
no real need to get any better repro-
duction than is afforded by a crystal
cartridge. Should the customer insist
on a magnetic cartridge, however, and
thus require a pre-amplifier, do not
take the power for it from the radio-
amplifier chassis. Use a self-powered
pre-amplifier. These cost from $9 to
$20, with the cheaper ones being recom-
mended in this sort of application as
more than adequate.

There are two reasons for not tak-
ing the power from the radio-ampli-
fier. First, time and labor will go into
wiring the pre-amp in, and will still
result in a clumsy handling job. Sec-
ond, the current load on the main
power transformer will be increased,
dropping the applied voltages through-
out the set slightly and shortening the
life of the set somewhat through the
increased probability of over-heating.

An amplifier for which the manu-
facturer states the percentage of har-
monic and intermodulation distortion
at rated output, and which states the
delivered output at all frequencies is
usually more likely to come up to high
fidelity standards than are amplifiers
which simply state “blank % distor-
tion at 14 watts” and let it go at that.
The argument over triode versus beam
output stages continues, but no one
has been able to demonstrate that two
amplifiers which measure similar per-
centages of IM (intermodulation dis-
tortion) on the same equipment will
sound better or worse because they are
triode or tetrode. Within their accu-
rate ratings they will deliver identical
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Above are shown the elements which make up the four major sections of the system: Program
Source, Amplifier, Loudspeaker, and Cabinet and/or Speaker Housing. The first installment of this
article, which appeared last month, covered program sources.

results. Triode adherents say that tri-
odes are inherently more distortion-
free, and have lower: output imped-
ance. But tetrode designers point out
equally correctly that the enormous
additional gain allows much more in-
verse feedback, thus lowering both dis-
tortion and effective impedance of the
tubes. (The writer has made many
ear tests of amplifiers side-by-side and
agrees there’s no difference.)

The loudspeaker end of the chain is
where the most improvement remains
to be made. Amplifiers of no matter
what price level will do better by the
signal which is delivered to them,
than their companion speakers, and
for most purposes any money over
about one-third the total cost of the
components will be better spent on the
speakers and enclosure than on an am-
plifier with a smaller percentage of
distortion.

Horns and Enclosures

There are at least two major prob-
lems to be attacked in setting up a
loudspeaker enclosure. First it is de-
sirable to keep the back wave, or the
sound generated by the rear surface
of the speaker, from coming around
front and combining with the front
wave to produce cancellations and ad-
ditions which will sound bad. The
speed of sound, the directivity of vari-
ous frequencies, and the wavelengths
of audio waves are so related that un-
desirable effects result from 30 to 300
cps when the rear surface of the
speaker is not separated from the
front surface. This is wusually de-
scribed as a lack of bass. It has been
found best to completely isolate the
back from the front, or to control the
back wave by means of a bass reflex
cabinet, in which the size of an open-

ing (port) and the volume of the en-
closure are such that the back wave
is additive at a low frequency.

Second, it is desirable (but usually
difficult) to couple the speaker dia-
phragm to the free air in the room, so
that it moves the air most efficiently at
low frequencies. This becomes increas-
ingly difficult as the frequency is low-
ered, because the best way to couple
the speaker cone (which has a rela-
tively small area) to the air in the
room (which in any plane is a very
large area), is to use horn loading.
This is a principle which has been
recognized ever since the first mega-
phone was employed by the first herald
in days of old (or the first cheer-
leader). Most outdoor sound systems
use horn speakers, to get the maxi-
mum useful volume from a given
driver speaker, and most movie thea-
ters use horns for the same reason.
The difference in the two systems lies
only in the fact that the public ad-
dress sound systems are designed for
voice communication usually, and so
need little output below 150 or so cps,
whereas theaters must reproduce all
sounds, down to about 30 or 40 cps
as well as possible, and so they use
not only small horns of PA size (for
the treble) but also large horns for the
bass.

The design of horn speakers dic-
tates that there be a smooth increase
in the cross-section of the horn from
the small diameter of the driver dia-
phragm to the larger area of the
mouth. It has been found that sounds
whose wavelengths are longer than 1/3
the diameter of the horn mouth will
not be efficiently reproduced because
of reflections generated in the horn.
Thus as the frequency is lowered the
necessary length and mouth size of
the horn increase. To reproduce 30
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Methods for Better Audio

Proper Use of Them to Achieve Customer Satisfaction

cps at all well requires a mouth open-
ing of around 15 ft. across and al-
most as long a horn. Theater horns
are folded, but they are still too big
for the home. Recently there have been
a number of corner loudspeakers
(folded horns) brought onto the mar-
ket, and those which are true horns do
a better job of producing clean and
solid bass than any other sort of
speaker.

But most systems will not justify
the cost of a bass horn, so they use a
large cabinet to simulate an infinite
baffle (separation between front and
back) or they use a bass reflex cabinet
of some sort.

If the system is to do a good job
on both. the bass and the treble, it is
wise to decide on a two-way speaker
setup. Many such speakers are avail-
able in which the tweeter is secured
in the middle of the woofer. If such
is the case with the speaker selected
for the particular installation, no
means for separating the high notes
from the lows is needed, since it will
already be incorporated into the
speakers. But if separate units are
used, a crossover network or filter is
required to keep the bass notes out of
the tweeter, which can easily be ruined
in about 1/10 of a second otherwise.

1

Custom loudspeaker installation under a win-
dow suggests one method which can be vtilized
to simulate an infinite baffie where available
space is at a minimum,

A good heavy woofer and a medium
priced tweeter ($15 to $25) will usu-
ally reproduce all that any but the
most rabid “high-fidelity” fan will
want. It is wise to concentrate on im-
proving the low frequency end of the
system generally, rather than spend-
ing effort and money on improving the
scratch response.

Unless the customer is especially in-
terested and insistent that he wants to
hear everything, don’t spend a great
deal of money on a high priced tweeter
which goes up to 18,000 cycles (or

maybe on two separate tweeters!), at
the expense of the amplifier and
woofer. The largest percentage of peo-
ple who have sets built have one of
two complaints —either they want
cleaner reproduction, or they want
better bass.

If a closet or wall can be found to
house the speaker it may be utilized
as an infinite bafle. Any enclosure
over about 8 or 9 cubic feet will do
fairly well, and especially if it has
some clothes or other deadening ma-
terial in it that will serve to damp out
unnecessary resonances and reflec-
tion. If a cabinet is to be used it may
be a bass reflex type, and it is best
placed in a corner, for best room dis-
tribution, and for increasing the bass
response slightly through slightly in-
creased loading. To adjust the size of
a bass reflex port, have a larger than
needed port behind a grill cloth, and
use a sliding panel to adjust it. A
battery connected to the voice coil and
switched on and off will produce clicks
which may be listened to as the effec-
tive size of the port is varied. When
the sound produced when the battery
is connected most nearly matches the
sound produced when the battery is
disconnected, the port is at optimum.

{'rossover Networks

The simplest crossover filter consists
merely of one large condenser. Typical
values are two or three mfd. (natu-
rally they must pass AC, and thus are
usually oil. For small values, paper
condensers may be practical). The
condenser is used in series with the
tweeter to block the low frequency
sounds out of the high frequency
driver. Were it not for the reactance
of the condenser (which increases as
the frequency is lowered), the low
frequency notes, containing most of
the power, would cause extreme ex-
cursions of the tweeter voice coil, and
ruin it,

This simple filter is amazingly effec-
tive. Proper values for the blocking
condenser may be had from the manu-
facturer of each tweeter, and are usu-
ally furnished with each unit.

More complicated filters include a
condenser which goes across the
woofer voice coil, shunting the high
notes into the tweeter only, and pro-
viding a short circuit across the
woofer. A full crossover network is
provided by adding still another pair
of components—air core chokes, usu-
ally rated from .5 to over 1 mh.—
across the tweeter and in series with
the woofer. With such network the
rate of slope of the network is about
12 db per octave, and is quite steep
enough for the best systems.
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Cables between the various chassis
must be short and neatly laid out, or
else the job will look sloppy and be
difficult to service. In addition, long
audio leads tend to attenuate the up-
per frequency response, on the exten-
sion of which so much money and ef-
fort is expended. Where leads more
than about two feet long must be em-
ployed, the use of RG/59U or similar
coaxial TV cable is recommended. The
capacity per foot of such cable is very
small, and therefore the reactance at

Cables between the various chassis must be
short and neatly laid out or else the job will
look sloppy {see illustration) and be difficult to
service,

10 or 15 KC is extremely high. Con-
sequently leads of 15 or 20 feet in
length are not impractical. Since some
servicemen consider this cable difficult
to connect, a method for dealing with
it is suggested:

1. Strip the black outside coating
back about 3 inches, exposing
the copper braid shield.

2. Push the braid back from the
end so that it bulges away from
the insulation on the center con-
ductor, which 1is usually white
plastic.

3. Make a hole in the braid by
spreading it with a small screw-
driver or pick, and pull the white
center piece through the braid.
Carefully strip the insulation off
the conductor about 1% inch.

4. Flatten the braid and tin it,
holding it near the plastic with
a long-nose pliers to conduct the
heat away.

5. Take a 1l-inch long piece of cloth,
glass, or other heat-resistant
type insulation. Slip insulation
over the 1% inch center solid
conductor. Tin the phono plug
and solder the cable to it, tak-
ing care to protect the center
insulating plastic from getting

(Continued on page 80)
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Trou

e In the past few years the versatility
(and consequently the popularity) of
portable sets has grown far beyond the
original suggested uses such as picnics,
camping, beaches, etc. Now the three-
way jobs are finding all-year round
employment, with a major portion of
their operation off the 110-volt power
line.

As a result, servicing portables is no
longer strictly a Spring and Summer
problem to the dealer. The “problem”
is not a momentous one, but there are
certain peculiarities and eccentricities
of the carry-about sets which must be
kept in mind for speedy and success-
ful service work. In addition, a certain
amount of “education” of the customer
is required concerning the care and
operation of portables.

As a preliminary to discussing port-
ables, it is pertinent to mention certain
techniques which the author has found
helpful in servicing any AC-DC sets.
First, it is helpful and advisable to iso-
late the receiver under test from the
line, especially where AC operated test
equipment is being used. Second, in
testing sets with power supply troubles
(and this is especially prevalent where
high-voltage filament tubes are used)
it is a good idea to have a fuse in the
line. This often saves the expense of
plowing through the filament of one of
your good tubes when you thought you
had repaired the trouble (or when you
thought that the only trouble was that
the old tube had given up the ghost due
to old age). A third useful function on
the test bench is a method of varying
the line voltage.

The test fixture shown in figure 1
serves all these functions at once. In
addition, the pilot light immediately in-
dicates that the fuse has blown, and the
switch makes it possible to take the set
off the line without pulling out the
plug. The fuse is of the 3AG type and
can be obtained in a variety of ratings
from a fraction of an ampere up to
several amperes. Pick a fuse which just
about hits the receiver’s power drain
on the nose.

One additional test feature is useful
on portables in particular. Since these
sets don’t have a pilot light (in order
to lighten the current drain on the bat-
teries) as a rule, and since it is often
difficult (especially under a bright light)
to tell whether the 1.4 volt filaments are
lit, it is helpful to add a pilot light tem-
porarily during servicing. This way you
can always tell immediately when the
set is on (even though it makes no
sound) without a lot of fussing around.
One handy way to accomplish this is
to hang a neon tester from the plate of
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ble Shooting 3-Way

How to Diagnose and Repair Dead Sets,

the output tube to B+. These testers
will operate on the range of voltages
usually found on such tubes, have a
high resistance (built in) and draw
little current. Now you're all set with
a pilot light to tell you that the set is
on or off and you're ready to go.

Causes of Lowr Nensitivity

It is essential to get a complete
description of the set’s complaint from
the customer before you start to work.
If he complains that it is “weak,” is it
weak on power line, batteries, or both?
Usually the complaint is on battery op-
eration, and there are two points to
consider here before servicing.

Fig. 1: Test fixture described in text. Servicer
may use a separate switch with an ordinary
isolation Xformer, a continuously variable volt-
age Xformer, a tapped Xformer such as the
RCA Iso-Tap, or a similar unit constructed from
old parts in stock.

First, you will rarely get the “pep”
on batteries that you do on AC be-
cause you will usually find that either
(1) a more powerful output tube is
used on line operation and/or (2)
Higher voltages are used on AC.
Nevertheless, battery operation, though
not quite as loud as power line, should
be satisfactory.

The second point to remember is
that when people use a set on batteries,
they are often out in the country
somewhere in the “fringe” for AM re-
ception.

It is always advisable to check on
these points to make sure that the cus-
tomer isn’t expecting too much from his

set. Presuming that these points have
been covered, you can proceed to check
the set on AC.

If the sensitivity is low (even on AC),
you have, in addition to the usual
checks on any radio, a few extra points
to consider on portables. One is the
aerial. Often it takes an extra beating
if it is the type which is loose (like
the old Zenith Wavemagnet) or at-
tached to the back cover (in which
case it comes off every time the cus-
tomer touches the batteries). It may
also suffer abuse if it is attached to the
back of the chassis and has to be re-
moved for servicing. In any .of these
cases you may find that one of the
leads has come loose from the set, or
from the loop itself, or the loop may
have developed an open or a short. The
new powdered iron “antennas” are a
great improvement over the old loop in
this respect, since they are out of the
way and not apt to be pushed around.
In addition, they are non-directional
and higher gain. Where it is necessary
to replace a loop, it is suggested that
the new type be considered for re-
placement.

Another type of aerial which can
cause trouble is the type which is in
a lid which lifts up in order to put the
set in operation. The lead (or in some
cases, joint) from the lid into the set
may be subject to friction due to con-
tinued opening and closing and can
become open, intermittent, or high in
resistance.

Switeh Troubles

The same is true, incidentally, of the
on-off switch, when it depends on the
opening of the lid. This is one of the
beauties of having a pilot light. In this
case, hang your tester across the AC
line inside the set, and open the lid
several times to see if it always makes
positive contact.

Where the complaint is for battery
operation, you will of course immedi-
ately try the batteries. If they are OK,
look for possible dirty or corroded (or
intermittent) battery plugs. Since
everything is more critical on battery
operation, high resistance connections
to the battery (or as mentioned above),
the antenna or the line switch may all
cause trouble, or at the least, low sen-
sitivity.

Up to now, we have mentioned sev-
eral times “battery or AC operation.”
Of course, the sets are made to work
on 110 DC, too. There are still a few
localities in a few cities where DC is
used and it never hurts to ask, just to
be sure.

Occasionally an obvious case will
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Portable Radio Receivers

Intermittents and Low Sensitivity

come up where the customer says that
the set works on DC and batteries but
not on AC. This suggests that the AC
filtering is on the fritz. If the set won’t
work on DC, there's always the possi-
bility that the customer didn’t try re-
versing the plug in the socket.

Either dead sets, intermittents or low
sensitivity can be caused by one of the
elementary characteristics of these sets,
namely that they are portable, and do
get bounced around more than most
table sets. A good deal of rough
handling may loosen trimmers, for in-
stance, and eventually get the set out
of alignment. Or it may bounce a
miniature tube up high enough out of
its socket so that its pins (some of them,
at least) are not making contact, or
only intermittently. Don’t assume that
the job is complicated, and overlook
some of the simple things which can go
wrong.

Finding Intermitients

We have already mentioned a few
possible intermittent troubles in port-
ables. But probably the most common
complaint is the set which quits at a
certain time in the evening, only to
play perfectly at other times.

Servicemen have long since learned
to suspect the oscillator, which in these
low-powered sets may be very critical
of voltage. If there is a marked drop
in the line voltage (such as in the
evening in the winter, when the load
on the lighting company is heavier),
the oscillator can quit cold in its tracks.

But don’t jump to the conclusion that
the tube’s emission is getting low, and
that all we need here is a new tube
(although this is sometimes the case).
There are two other possible causes.

First, check the voltages in the set.
It may be that they are on the border
line due to defects in power supply, the
ability of the rectifier to pass current,
or a change in resistance in a plate re-
sistor (or perhaps a wrong value
originally).

For instance, the writer has a
schematic in front of him in which a
variation in a certain dropping re-
sistor plus or minus 10% could cause a
change of 6 volts on the tube element
to which it is connected. We expect
these things in any radio, but if both
the power line voltage and that re-
sistor were on the low side of their
tolerances (let’s say the resistor is
down 10% and the AC is down 20%,
from 115 to 92), the oscillator would be
close to its critical point and it might
quit. So where an intermittent oscil-
lator is suspected to be due to low line
voltage, give it the best break you can

in the set's power supply.

The second possible cause of a critical
oscillator is that the transfer of energy
may not be adequate to sustain stable
oseillation. In such an instance, the set
may funetior. on normal line voltage
but quit on low voltage, not because of
the voltage itself, but because the volt-
age change exposes a basic flaw in the
set (namely, inadequate transfer of
energy in the oscillator circuit). A new
tube may temporarily correct this
situation, but it is really only conceal-
ing the trouble in the same way that
a strong sauce may cover up 2 tasteless
meat. In a little while the “new broom”
tube will wear down a little and the
old fault will crop up again.

To check for this type of trouble,
check for a below normal grid-leak
voltage (using a VIVM)—the average
is 7-10 volts. Where trouble is indi-
cated, check the resistance of the oscil-
lator grid resistor; or try replacing the
oscillator grid-leak condenser; or try
a new plate by-pass condenser if any
is used; and in general check for opens,
shorts or high resistance solder joints
in the tuned circuits (tuning condenser,
padders, trimmers, coils and band-
switch all may be part of a tuned cir-
cuit). It is assumed, of course, that the
plate and filament voltages of the oscil-
lator would have been already checked.

Not by any means the least of the
troubles to which portables are prone
are difficulties in the switching arrange-
ments for AC, DC and battery opera-
tion. Like any other switches, these can
get dirty or pitted contacts, can have
bent lugs which do not make contact,

can have cold solder joints, leads jarred
loose, etc. Where the switch is sus-
pect, it is a good idea to start out by
giving it a bath in carbon tet, and per-
haps a little lubriplate, and then go over
all the connections lightly with a hot
soldering iron. If after such treatment
it is still open or intermittent in some
condition, one of the easiest ways to
check every function quickly is with
an ohmeter.

On sets with changeover accomplished
simply by plugging the line cord into
a socket in the set, the contacts should
be checked with the plug in and out.
Very often the two prongs of the plug
will make 4 contacts in the socket, and
these may have been pushed out of
line with repeated use.

A large percentage of recent sets use
selenium rectifiers in place of tubes.
This greatly simplifies the design of the
power supply, removes a considerable
amount of heat, and also removes one
of the most frequent sources of failure
in AC-DC sets, which was the recti-
fiers with high voltage filaments. The
life of these rectifiers is quite long
(said to be in excess of 1000 hours of
use) but they may eventually go bad.
The output voltage may go down
gradually, or in extreme cases they
may short circuit. A resistance check is
in order when the selenium is sus-
pected. Be sure to check resistance in
both directions before deciding that
the unit is way off from the manufac-
turers specs, as these rectifiers usually
measure from 4 to 5 times higher in
the reverse direction.

(Continued on page 91)

Fig. 2: RCA Victor model PX600, a typical current model portable set using o selenium rectifier,
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Magnavox

e Don Gabbert of Minneapolis knows that
his best chance for top profit inradioand TV
lies with Magnavox. That’s why he concewr-
trates on selling Magnavox to the tune of a
half million dollars a year.

e He says you can sell Magnavox with the con-
fidence that no fellow dealer is going to steal
your sale by “‘discounting” or price-cutting.

e Price protection is only one of the vital fac-
tors in the Magnavox franchise which enables
dealers to build up volume business for them-
selves— not for some chiseling competitor.

e Every Magnavox dealer enjoys this assur-
ance. It is one of the “Big 7" fundamentals
of the franchise that makes Magnavox your
best profit opportunity. The Magnavox
dealer is essentially a “partner” with the
factory and his fellow dealers . .. and no
partner cuts another partner’s throat.

REASONS WHY
i Magnavox

e | like the Magnavox way of doing busi-
ness,”’ says Don Gabbert. “It has given me
a profitable business over the years ... a
large list of loyal Magnavox customers, a
happy selling organization and assurance of
continued profits in the future.”

The Magnavox Belvedere

b Representative of the famous Magnavox

line is the magnificent Belvedere, a complete

& is Your Greatest Profit opportunlty home entertainment center with AM-FM
. . A4 radio-phonograph and 20-inch television.
Each Mag.navox dealer enjoys these posn.:ve and [« i Available also as radio-phonograph to
i profitable advantages of the franchise which Magnavox Television can be added.
4 In hand- d h 1 ish.
1. Protected Market ‘ n hand-rubbed mahogany or blonde finish
2. Direct De(.:xlings fw ‘ Better Sight
3. Lon.gest DIS'COUnfS :gf Better Sound
J 4. Reliable Prices ;. Better Buy
5. More Advertising Dollars per Dealer g
\ 6. Sound Merchandising Help , 6“W
e 7. Staunchest Owner Loyalty

E M A G NAVOX

C 0OMPANY

« F O R T W A Y N E 4,
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New Audio Components

Bogen AM-FM TUNER

The new Bogen R604 AM-FM tuner
may be mounted easily in custom or
cabinet installations. It is supplied com-
plete with dial escutcheon and mount-
ing screws, knobs, shock mounts, tem-
plates, schematics and installation
instructions. Sensitivity is 10 microvolts
on both AM and FM; FM frequency re-
sponse is 50-15,000 cps, plus or minus
1 DB; audio output is 1 volt on both
AM and FM. Function selector switch
provides switching to Phono, FM, AM
and TV. List price is $162.25. David
Bogen Co., Inc., 663 Broadway, N. Y.
12, N. Y.—RADIO & TELEVISION RE-
TAILING. .

Newcomb TRANSCRIPTION
PLAYER

Model TR-16AM: A 10 watt, variable
speed, portable transcription player
and public address combination plays
all records, any speed, any size up to
17Y4". Newly developed motor provides
3 basic speeds, 334, 45 and 78 rpm,
plus a special control to vary speeds,
either faster or slower as desired. A

two pound, 10” turntable acts as a fly-
wheel and contributes to maximum
stability of speed. Other features: Indi-
vidual bass and treble tone controls, a
12”7 Alnico 5 PM dynamic speaker, a
GE dual needle variable reluctance
magnetic pickup, and it weighs only 33
Ibs. U/L approved. Manufactured by
Newcomb Audio Products Co., 6824
Lexington Ave., Hollywood 38, Calif.—
RADIO & TELEVISION RETAILING.

GE DUAL STYLUS

A new stylus for the GE magnetic
pickup is called the Dual Reversible
Sapphire and Diamond Stylus, Model
RPJ 013. This new stylus employs the
sapphire for standard records and the
diamond for long playing and 45 RPM’s.
All diamonds and some sapphires used
are genuine, some sapphires are pro-
duced under laboratory controlled con-
ditions. The latter are of a uniformly
high quality and are comparable in use
to natural sapphires. A simple twist of
the readily-accessible positioning knob
will place either the diamond or sap-
phire in playing position without mov-
ing the cartridge or arm.—General Elec~
tric Co., Electronics Park, Syracuse,
N. Y..RADIO & TELEVISION RE-
TAILING.
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Waveforms AUDIO OSCILLATOR

Model 510-B extended range audio
oscillator is a precision instrument of
miniature size. Frequency range is 18
cycles to 1.2 MC in five overlapping
ranges. Feature w distortion, less
than 0.2% ov ost of useful range;
constant oufput ' *+0.5 DB from 18

-

cycles to 100 KC; calibrated output
voltage; 300° vernier-drive dial; ac-
curacy and stability *=2% =1 cycle for
all conditions of line voltage variation
(*10 wvolts) to 210 KC. Type T-10
matching transformer is available for
operation with balanced output.—Wave-
forms, Inc., 333 Sixth Ave., New York
14, N. Y.—RADIO & TELEVISION RE-
TAILING.

Permoflux SPEAKER

This firm has announced the addition
of a fifteen inch speaker to its DeLuxe
Royal line. The new Royal 15" (15WP-
8-1) has a range of from 40 to 13,000
cycles and is said to make a fine
“woofer” for a two-way speaker system.
The performance of the Royal speaker
is due to its new improved cone, with
the following features: slotted treated
cone edge, and a flexible spider provide
super soft suspension and greatly in-
creases the low frequency response;

the royal blue cone is curvilinear and
deeper than the regular speaker cone of
the same diameter, and a special stiffen-
ing treatment at the throat of the cone
results in a highly increased response at
the upper end of the audio frequency
scale; in Royal speakers, the distance
between the pole-stem and the plate-
yoke is smaller. This places the voice
coil in a more concentrated magnetic
field. Result: high volume output with
a smaller, lower cost magnet.—Permo-
flux Corporation, 4900 W. Grand Ave.,
Chicago, IlIl.—-RADIO & TELEVISION
RETAILING.

Oxford COAXIAL SPEAKER

The new speaker, Model CO12JB, is
a 12”7 coaxial speaker designed for
quality AM, FM and TV receivers, as
well as monitoring, recording applica-
tions and other sound installations. The
frequency range is 65 to 15,000 cps; the
network-crossover is at 4,000 cycles;

power rating 10 to 12 watts; input im-
pedance—8 ohms; size and magnet
weight: Woofer—12"-—6.9 oz. Alnico
V, Tweeter—3"—147 oz. Alnico V.
Technical literature and other informa-
tion are available upon request.—Ox-
ford Electric Corp., 3911 S. Michigan
Ave., Chicago 13, Ill.—_RADIO & TELE-
VISION RETAILING.

Garrard RECORD PLAYER

The new manual record player, Model
“M,” is identical in construction to the
famous Garrard RC80 3-speed changer
except for the record changing mecha-
nism. It has a four pole heavy duty
silent motor which is said to be hum
free and rumble f{ree; a heavily
weighted turntable to insure flywheel

action and the Garrard parallel lift
tone arm. In addition, the Model “M”

has interchangeable plug-in heads,
similar to those supplied on the RC80,
which make it possible for the pur-
chaser to use any cartridge of his
choice, crystal or magnetic. A Model
“MC” will also be available embodying
these same features but with dual stylus
crystal turnover cartridge already in-
stalled. For further details about per-
formance and price on the Models “M”
and “MC” write to Garrard Sales Corp.,
164 Duane St., New York 11, N. Y.—
RADIO & TELEVISION RETAILING.
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in 17 years”

to prevent formation

of an insulating film
on the points while
the vibrator is on the
shelf.

Who said you can’t have your cake and eat it, too? WE'VE FOUND
A WAY! The famous RADIART "RED SEAL" Vibrator that has been
th2 standard of comparison of the industry for decades now is
better than ever! The RED SEAL sandwich of rubber and bakelite
NOW has a vent that is wax-sealed at the factory to prevent oxi-
dation of the points. When the vibrator is put into use, the wax
melts out and permits air circulation for EVEN GREATER PER-
FORMANCE AND STILL LONGER LIFE! Unquestionably, this is the
toallow the vibrator 1o GREATEST ADVANCEMENT IN VIBRATORS SINCE THE CHANGE

ibgegthe wlhicn in uel TO PLUG-IN DESIGN .. . get yours NOW!
The Sealed Vent auto-
matically opens when
the wax melts from *in our opinion the greatest improvement since the change from a permanently-

the heat generated wired-into-the-set vibrator to the plug-in design.
inside the vibrator.

W e

., ")

Y —, ]

4 -

3 3

- ,
SUBSIDIARY 0P n

for additional literature and calalog sheets, see your jobber or write

THE RADIART CORPORATION ciLeveranp 2, ont0

VIBRATORS - AUTO AERIALS « TV ANTENNAS - ROTATORS - POWER SUPPLIES

RADIO & TELEVISION RETAILING °* February, 1952
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improvement
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MERIT

7V

TV full-line*
Components
For Improvement,

Replacement, Conversion

KIT

REION
l;mW_T,_,.”

SELL IMPROVED RECEPTION

MERIT ""TV" Kit #1000 for edge to edge focus—contains
MDF-70 Cosine Yoke, HVO-7 Universal Flyback and
MWC-1 Width Linearity Control. Keep a Kit handy—
you’ll get plus business and a reputation for "know-how.”

.

MDF-70 . . . original of the ""cosine’ series—
low horz, high vert inductance. Used by such
famous sets as Radio Craftsman. Cosine Yokes
will improve 10,000,000 sets now in use!

MERIT. .. HQ for TV Service Aids

MERIT'S 1952 Catalog #5211 now available . . . intro-
ducing MERIT IF-RF Coils, includes Coil & Transformer
data, listings. Other MERIT service aids: TV Repl Guide
#404, Sept. '51 issue—covers 3000 models, chassis of
82 mftrs; Cross Ref Data on IF-RF Coils, Form #14. Write:
Merit Coil and Transformer Corporation, 4425 North Clark
Street, Chicago 40.

These three MERIT extras help you:

Exclusive: Tapemarked with
specs and hook-up data ..........

Full

Listed inHoward Sam’s Photo-

facts

technical data packed
with every item

Merit is meeting the TV improvement, replacement and conversion
demand with a line as comnlete as our advance information warrants!

BURTON BROWNE ADVERTISING

www. americanradiohistorv . com

|
|
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JFD TV MASTS

The JFD M110 mast, produced by Re-
public Steel and called the JFD “Dura-
Mast,” is a seamless steel unit. It is
electro-galvanized with the exact same
process as EMT conduit and its 6” fitted
joints provide an inter-lock grip which
guarantees against any separation. The
Jones & Laughlin mast, made of Perma-
tube, is a seamless piece too. Like the
M110, this mast—the M108—has 3"

fitted joints. Its corrosion-resistant coat-
ing is Vinsynite. Both masts are avail-
able in 10 foot lengths. These masts are
packaged 14 to a carton, providing for
easy stacking and excellent inventory
control for both distributor and dealer.
This method of packaging, too, insures
receipt of the masts in top condition.
Literature on the JFD antenna mast
line may be speedily obtained by writ-
ing the JFD Manufacturing Co., Inc,
6101 16th Ave., Brooklyn 4, N. Y.—
RADIO & TELEVISION RETAILING.

Tel-a-Ray BOOSTER

The new switching booster receives
signals from four antennas and can be
switched from one to another. It is de-
signed for fringe area reception where
single-channel antennas perform better

| than multi-channel antennas. The new

product is equipped with four input
terminals for four separate antennas,
any of which may be switched from the
front. Four sets of terminals, supplying
6-7 volts, AC for operation of up to four

e

antenna-mounted preamplifiers, are
mounted adjacent to the four input
terminals and automatically switched
as the antennas are switched. Another
refinement of this booster is the auto-
matic switch, turning the booster off
and on with the receiver. Complete de-
tails may be obtained by writing the
manufacturer—Tel-a-Ray Enterprises,
Inc., Henderson, Ky.-—~-RADIO & TELE-
VISION RETAILING.
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REEVES

SOUNDCRAFT -

ANNOUNCES

N.EWIMPROVED SOUNDCRAFT TAPE

Only Souncraft SPN magnetic recording
tape with improved formulation has these
new exclusive features. Available in

all standard sizes.

UNIFORM COATING THICKNESS to produce
the ultimate in sound fidelity.
PRE-COATED BASE, BUFFED, SURFACE
LUBRICATED to assure smooth, curl-

free operation, uniform output level and
high frequency response, plus years of
extra service.

NEW SOUNDCRAFT 5 DRAWER CHEST
PERMANENT FILING CABINETS— with five

drawers, constructed of durable, lined
boxboard, containing 625 or 1250 ft. sizes,

at no extra cost. Only Soundcraft can
make this offer.

BUILD A BETTER TAPE LIBRARY.Recordings
of fine artists, sound effects, memorable
events can now be conveniently filed with

the aid of this new cabinet.

NEWSOUNDCRAFT DISCS

Only Reeves SOUNDCRAFT
Recording Discs offer the latest
developments to reduce surface noise to
the point of inaudibility and produce the
last word in fidelity.

INGREDIENTS OF PERFECTION Heavy
atuminum bases free of imper-
fections, with flawless mirror-

like finish, guaranteed flatness,
fine-grain lacquer which has

been subjected to micro-

filtration and blended with
chemically pure solvents.

FACTORY WITH MAN-MADE WEATHER
Unlike most discs, Soundcraft
Discs are manufactured in a
weather-controlled factory,

under dust-free conditions.
Temperature and relative
humidity are completely regulated.
Soundcraft Discs, because of

these controlled conditions,

are delivered the year ’round.

RADIO & TELEVISION RETAILING * February, 1952

NLY MANUFACTURER OF RECORDING MEDIA
20 YEARS' EXPERIENCE IN SOUND RECORDING

W PRODUCTS. . .
NEW DEVELOPMENTS. . .
NEW ERA IN MAGNETIC SOUND

s

REEVES

UNDG

1 Aﬂ' e

10 East 52nd Street New York 22, N. Y.

RECORDING MATERIALS PERFECTED
AND MANUFACTURED
BY RECORDING SPECIALISTS

Pleasé write Reeves Sounderaft fér“'%ddilit?‘nhl information’,

wwwLamericantadiohistonscom
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low cost replucement f
speakers by Jensen . . .

malers of the IForld’s

Finest Loudspeaker

the G-610 Triaxial

ensemn

JENSEN MANUFACTURING COMPANY
M
N 1 NE

Viking speakers—

manufactured with the

same engineering and
production skills which go
into every Jensen product
are designed especially for
low-cost replacement and
utility applications. The
Viking line includes 12
models [rom 3'»” 10 127
with 4” x 6”. 57 x 7" and
6" x 9" ovals, all P.M.

An accessory bracket.
designed especially for the
Viking series, solves

chassis and transtormer

mounting problems.

78

Video Detectors

(Continued from page 65)

they will not function correctly. One
side of the cryslal acts as a cathode, the
other side as a plate. In other respects,
the crystal circuit is similar in its opera-
tion to that of a diode tube.

One kind of video detector circuit
used in commercial receivers is shown
in fig. 7. Let’s analyze the circuit, or at
least those pdrts of it which may seem
unfamiliar.

The video detector employed is % of
a duo-diode tube usfd as a combination
video detgefor and sync limiter.

C-3124s a plate bypass condenset that
removés the unwanted IF signal from
the detector load resistor R-319. This
resistor, incidentally, also acts as the
grid resistor of the 6AC7 video am-
plifier. No capacitative coupling is

. employed.

L-302 is a peaking coil used to filter
out IF, as; well as 1o boost the high-
frequency response. R-314, the resistor
in shunt with it, is used to dampen, or
broaden, the high-frequency response,
and prevent excessive peaking at the
high-frequency end of the video band-
pass.

L.-303 and C-308 form a tuned circuit
that resonates at 4.5 MC. This circuit
is used to trap out a 4.5 MC video signal.
Where does this undesired signal come
from? Well, the sound traps used in the
video II" stages are not always 100%
efficient. Some sound IF signal that is
left over may therefore get into the
video detector. This signal, which is
often 21.9 MC, will beat with a video IF
signal of 26.4 MC in the detector, and
produce a difference frequency or beat-
note of 45 MC. Such a beating action
occurs because the video detector, being
a rectifier, not a class A amplifier, offers
a non-linear impedance to incoming
signals, and whenever two signals meet
in a non-linear impedance, they beat
against each other as enthusiastically as
a drumstick against a drum.

The parallel tuned circuit offers a
very high impedance to such a 45 MC
beat-note. The beat-note will therefore
use up most of its energy developing
a voltage across this tuned circuit, and
very little of it will be left to develop
a voltage across R<319, at the input of
the video amplifier.

Next month—more video detactor
circuit analysis,, and troubleshodting
procedures. i

Toal Leaves Capehart

E. Patrick Toal has resigned a5 di-
rector ol sales of the Capehart-Farns-
worth Corp., Fred D. Wilson, president,
has announced.

Telrex Names Philip

Michael D. Ercolino, president of Tel-
rex, Inc., Asbury Park, N.J§ antenna
manufacturer, hgs announcetl the ap-
pointment of Mags(red E. Philip as con-
troller and director of purchases.

RADIO
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more than

set owners use

2
s

jfd panorama

indoor tv antennas

triple-chrome plated dipoles

MODEL TA135 DELI}XE 6.95 list
MODEL TA136 STANDARD COMPANION 5.95 list
MODEL/TA137 ECONOMY COMPANION 5.50 list
COMPLETE WITH TWIN LEAD

absolutely tip-proof

P

JFD MFG. CO.
BENSONHURST 6-9200
BROOKLYN 4, N. Y.
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GENERAL GENENT

more than a name
it's a complete package

OF TV AND RADIO SERVICE NEEDS!

G-C AMO MINIATURE TUBE PULLER
No. 5093 for 7-pin tubes—

lis

No. 8106 for 9.~pin tubes—

t $1.75

list $1.75

1s

No. 8280
DELUXE TELEVISION ALIGNMENT
TooL XIT

16 tools complete with case—
list $12.90

No. 19-1 |

G-C DE-0X-1D CONTACT CLEANER
Dissolves corrosion and oxida:]
tion on contacts and comrols—l

list 85¢

MANUFA

GENERAL |

CEMENT
CTURING

COMPANY

902 Tayl

Rockford,

or Ave.,
linois

.

No. 30-2

G-C MINIATURE TUBE PIN
STRAIGHTENER
No. 5191 for 7-pin tubes—

No. 8655 Duplex pin
straightener—list $2.50

N 472
G-C TELEVISION HIGH YOLTAGE
CORONA DOPE

Prevents shorts on high voltage | For recoating surface of TV pic-
TV circuits=—list $1.20

G-C RADIO SERVICE CEMENT
Especially made for radio and
speaker repairs—list 65¢

~

2z

No. 810; fors; ?)?n tubes— Ko. 744-1
list $1.05 SPEEDEX AUTOMATIC WIRE STRIPPER

For Stranded or Solid Wires—
list $8.25

No. 49-2
G-C TELEVISION TUBE KOTE

——‘6“‘-———-.:

tute tubes—list $1.20

No. 8688
G-C TELEVISION TENNA-KLIP

| Saves time in clipping antenna
to ser—list 50¢

The items listed above are just a few of the thousands of
service needs made by G. C. See 4§04 diadridectan.

FREE catalog of TV and Radio Service Needs

Depl 8
Please send at once, your 80 page

Company Name

Street Address

City

Close Joins RCA Victor

E. Burt Close has joined the con-
sumer products advertising and sales
promotion department, RCA Victor
Division, Radio Corp. of America, and
will be in charge of advertising for the
company’s new line of air conditioners.

New Regal Tuner

Announcement has been made by
Walter Spiegel, president of Regal
Electronics, New York 27, N.Y,, that all
new 1952 television models will be
equipped with the new Cascode tuner.
The new tuner is designed to give
higher gain in weak signal areas.

Hallicrafters TV Line

Nine néw models of the new “150-
mile” TV %et have been introduced by
The Hallicrafters Co., Chicago. In an-
nouncing the new 1e. William J. Hal-
ligan, president, said, “Either the con-
sumer gt s the performance he wants,
up to 150-miles distance from television

transmitters, or we refund his money in
full.”

New Crosley Plant

Construction has begun on the 5%
million dollar defense production plant
being built by the Crosley Div. of Avco
Mfg. Corp., at Evendale, Ohio.

Ward Lowers Prices

Price reductions averaging 10% were
announced by Ward Products Corp.,
1523 E. 45th St., Cleveland 3, Ohio, on
several models in its TV antenna line.
Reductions cover all Para-Con models
and several accessories.

Arvin Co-Sponsors Show

Arvin Industries, Inc., and its newly
appointed central Indiana distributor,
the Gibson Co., are joining in sponsor-
ship of the Indianapolis Symphony
Orchestra, with Dr. Fabien Sevitzky
conducting, on WFBM-TV for six tele-
casts.

Audio Methods

(Continued from page 67)

any heat from the copper braid,
by holding the braid with long-
nose pliers.

In soldering to the standard phono
plug it is often easier and makes a
neater job to wrap a piece of solid
hookup wire around the shell of the
plug, sweat it on, and then tie and
solder together this wire and the
shield of the cable. Tape the whole
thing for improved strength and ap-
pearance with black plastic tape.

It may be necessary to take care in
installations which have several of the
units close together to see that no
transformers are too near the mag-
netic pickup head. If they are, they
can induce severe 60 cycle hum. It is
easy to check for this effect by turn-
ing the volume control to mid range,
full bass tone control, and phono
motor unplugged (disable any pickup
muting by moving the arm in slightly
from its resting position).

RADIO & TELEVISION RETAILING ° February, 1952
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1X2A
compact, high-
voltage TV rectifier.

6BQ6GT

25BQ6GT
extra-performance
deflection amplifiers.

16RP4
original studio-matched

12BH7

twin-triode sweep
amplifier with
superior efficiency.

NEW 12BY7
. Very - high - gain miniature

pentode amplifier. Gives gains
— within its power capabil-
ities — equal to those of
6AG7. As video amplifier,

NEW 12BZ7

High-mu, 9-pin miniature
dual triode. Especially de-
signed Zor sync. separators

,provides better ccntrast in

high-quality TV receivers.
And in low-cost receivers,
adequate amplification at low
plate voltages.

and swvnc. amplifiers, high-
gain zudio amplifiers, and
gating circuits.

NEW 12A4

. High-efficiency, medium-mu,
™ 9.pin miniature triode. Used
as \ﬁertical amplliﬁea. class C
oscillator, or low-distortion
audio output amplifier in [y § NEW 4284
. push-pull. h . High-efficiency, low-mu tri-
L y -' ode with 6/12 volt heater.
Designed for vertical ampli-
fiers with limited B supply
voltages. Gives more sweep
than 6W6GT. In proper ar-
cuit, sweeps any 70° rec-
tangular.

YOU'LL BE SEEING THEM ... BUYING THEM SOON
Because these tubes are specifically designed for high-
performance, low-cost TV for the mass market. Watch
for them in new models of famous TV sets. When you
buy these CBS-Hytron TV firsts, follow leading set
manufacturers. Buy the original. Buy CBS-Hytron!

1L _RADIO TUBES

MAIN OFFICE: SALEM, MASSACHUSETTS
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MEAN A .
SATISFIED CUSTOMER
EVERY TIME!

X

® As an experienced television dealer, you know the
troubles you’ve had with customers in fringe areas and
other difficult locations. But no longer! Alprodco Towers
now offer you—for the first time . . . for every time —a
sure-fire antenna mounting system that will really get
that picture. Keep your customers satisfied — keep those
TV sales sold —with Alprodco! Write today for full details.

Evelusiue! ALPRODCO'S
New Portable EREC-TOWER

Test TVsignal strength anywhere with this new Alprodco
rig . . . use it also to raise a 100 ft. Alprodco Tower into
position! Erec-Tower rises to 80 feet, is toolproof and
quickly, easily portable. Requires only two men to
operate. A good traveling ad for you ... be the first in
vour area with Erec-Tower.

Send for Literature. Dept. A.

Alprodco, Inc.

KEMPTON, INDIANA
MINERAL WELLS, TEXAS
DUBLIN, GEORGIA

CBS COLUMBIA

Sixteen new models have been in-
troduced. They include the 17M1, maho-
any finish metal table model shown
here, priced at $179.95; the 17T2, also
a table model, in mahogany cabinet, at
$199.95; and two open-face mahogany
consoles, the 17C8 and 17C9, both 17-
inch sets, listing at $219.95 and $229.95,
respectively. Full-door 17-inch console
model 17C10, lists at $269.95. Twenty-
inch sets include 3 table models, the

20M1, mahogany finish, at $219.95; the
20M3, ebony finish metal cabinet, at
$229.95; and the 20T2, mahogany cabinet,
at $249.95. Three of the 20-inch models
are consolettes: the 20C1, mahogany, at
$279.95; the 20C4, mahogany, at $299.95;
and the 20C4B, in blond cabinet, at
$309.95. Top model is the French Pro-
vincial 20-inch full-door model, at
$369.95. CBS-Columbia, Inc., 170 Fifty
Third St., Brooklyn 32, N. Y.—RADIO
& TELEVISION RETAILING.

Show Windows

(Continued from page 33)
Cards listing names of the owners of
the old products lent extra interest
to the show-window exhibits.

Props can spell the difference
between a window the people in the
street will merely glance at or one
which will keep them looking for a
long time. Props can describe
product use even faster than a let-
tered sign, and they can, through
association, be made to create buy-
ing desire on the part of the on-
looker, which is really what the
show-window display should be de-
signed to do.

A dull book will be skimmed
through or cast aside by the reader.
The show-window “reader” will re-
act the same way to a drab, unin-
teresting display. Props can help
hold “reader” interest and buying
desire. The smart dealer will plan to
set up a number of striking exhib-
its, using manufacturer-supplied
props tied in with those he makes
himself in order to get the people in
his trading area accustomed to visit-
ing his show-windows. Soon they
will come to expect something new
and interesting on display there, and
they won’t be disappointed.
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Life-like
window displays

and
counter cards!

i éﬁgﬁwm\ {'af.: wﬂ
RE YOU GET ExPE ¥
OR TV SERVICE = e s-});:\\‘\\\n‘“\:
S'ﬁ/a/{é@ s n::;:éa\s\m\
' @ gEaNicE.

Talk about an exciting, sales-build-
ing Radio-TV Service Dealer cam-
paign! Mister, this is it!

Featuring personal endorsements
of some of the most glamorous and
newsworthy people in the entire
country, this campaign ties you in
with big-space ads in Life, The
Saturday Evening Post, Collier’s
and Better Homes and Gardens.

Just see what you get: . . . bril-
liant life-like cut-outs of the cele-
brated stars . . . counter cards,
strecamers, appealing mailers . . .
also radio spot announcements, and
reminder stickers. You pay only two
cents per prospect per month for
the mailers. The rest is FREE. Don’t
delay! Call your Sylvania distribu-
tor or mail coupon N-O-W!

Personalized postal
cards. Giant mailers!

Radio announcements
and reminder stickers!

rSYIVANIA"

RAOID TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUGTS; ELECTRONIC TEST EQUIPMENT:
FLUORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; PHOTOLAMPS ; TELEVISION SETS
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SEND COUPON
NOW FOR DETAILS - /O

ON THIS BIG "
CAMPAIGN

Ftetatn e .
“BESURe v g
R T Sty EXPHRThagyy
{ s no

Sk |

Bright exciting
streamers!

"

£y

__________ —
.

Sylvania Electric Products Inc. !

Dept. R-2402, Emporium, Pa. :

r'd like full details about Sylvania’s big 1952 I

Campaign for Service Dealers. |

Name e l

|

Street__ S R —— !

I

|

City __Zone____State__ o |

——————————————— = |
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Wherever you are - - - near 0 .
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Model T and TD Antennas

The antennas that are opening new
markets for TV . . . famous for providing
clear, stable, interference-free reception
at distances up to 200 miles or more.
With the Pre-Amplifier, they give up to
a 300 times gain over dipole. Rugged,
weatherproof construction,

New Switching Booster
Handles Four Antennas

For areas where two or more channels
may be received with separate antennas.
One booster handles four antenigas . . .
switch from one antenna to another with
one knob. It is o low noise level, high
gain booster that controls and supplies
power far the Tel-a-Ray antenna sy’slem.

of TV reception

Here's televisio

n without a mar

.Models R and RD Antennas

The middle-distance champions of tele-
vision . . . providing the finest reception
to outer service areas at minimum cost.
Like all Tel-a-Ray antennas, they are
simplicity itself to install. Same quality
construction features as Models T and
TD antennas.

The Pre-Amplifier

For antenna or mast mounting . . . the
only device of its kind . . . dramatically
multiplies signal gain while keeping
noise at a minimum. Eliminates snow
and makes signals strong and stable.
A weather-sealed unit guaranteed
against weather damage.

HERE'S OPPORTUNITY TO MAKE YOUR PROFITS
FAR BIGGER, YOUR WORK FAR EASIER!
With Tel-a-Ray's “‘Big Four,” it's easy to sell television to the huge, wide-

open market beyond the service areas. Easy to sell the growing replace-
ment market in primary service areas. Easy to solve reception problems

everywhere . . .

class by themselves in performance . . .

in a jiffy and without call-backs. These products are in a
in quality appearance . .

. in their

construction of the finest corrosionproof materials and unconditional guar-

antee against wind and weather damage.

Tel-a-Ray, America’'s most progressive antenna manufacturer, has ap-
plied te the FCC to operate a UHF television station on Channel 50 . . .
Tel-a-Ra,'s resexrch engineers, keeping pace with America’s fastest-
growing¥industry, have developed an effective UHF antenna. Such progress

assures you better television.

Take this opportunity to up your profits with less work. Send the coupon
for full information and the name of your nearest Tel-a-Ray distributor.

N A~
74.4-2@ ENTERPRISES, INC. @

P. O. Box 332R, Henderson, Ky.

)
TRADE MAR

Yes . . . I'd like descriptive literature an the Tel-a-Ray line and the name of my

nearest Tel-a-Ray distributor.
Nome.... ...
Company
Address..................
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Dollars in
Servicing

(Continued from page 39)
will the customer please advise the
dealer, and that the store will be
glad to send over for any other
work the customer may have.

Where conditions permit, dealers
can open up their repair depart-
ments to the public, in order to ad-
vertise service. Customers will be
deeply impressed by the well
equipped shop, and the facilities ap-
parent there will help influence
many a person to buy.

Finally, in £ =fforts to build up
service revenue, the dealer turns
to adve tising. Display ads are used
in newspapers, and in telephone di-
rectories, and the newspaper classi-
fied is always a good bet.

One of the best business-pullers
one can use is a sign listing all of
the products the store services.
Such sign is a powerful silent sales-
man, and it suggests things to people.
For instance, Mrs. Jones may not
know that her favorite dealer fixes
electric clocks, but when she sees
this item on the sign, and remem-
bers that out-of-order timekeeper
on the dresser, she acts.

The dealer who goes about it the
right way can build his service de-
partment to become a highly profit-
able unit of his business, and can
use it to make friends of his cus-
tomers and customers of their
friends. He needs proper facilities,
good men, fast service and genuine
effort to insure growth of the service
deparment to the stature of full
partner in his business.

To Rek-O-Kut Post

Avery Yudin has been appointed
director of audio education for the
Rek-O-Kut Company. In making this
announcement, Louis Silber, president
of the company, said Yudin will advise
and assist schools and other users of
audio playback and recording equip-
ment.

JFD Booster Brochure

A new, colorful brochure describing
the JFD “Tuck-Away” booster line has
been released by the advertising de-
partment of the JFD Mfg. Co. Inc.
The new “Tuck-Away” brochure can
be obtained free by writing the JFD
Mig. Co., Inc., 6101 16th Ave., Brooklyn
4, N.Y.
Halldorson Names Fieldman

Appointment of Maurice P. Fieldman
to the post of general sales manager of
the Halldorson Co., Chicago, manufac-
turer of transformers since 1913, has
been announced by P. J. Halldorson,
president.
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Rauland - the Original

o

0CUS VOLTAGE

ELECTROSTATIC TUBE

Perfected in Rauland Electronics Laboratories,
this tube that gives edge-to-edge sharpness of focus
without coils and magnets is proved and ready
as the materials pinch becomes painful

BETTER in all ways! Gives better over-all
focus—hair-line sharpness from edge-to-edge
—with NO critical materials for focusing . . .
and STAYS SHARP under considerable

variation in line voltages.

REQUIRES NO re-engineering of present tele-
vision chassis . . . NO added high voltage
focus circuit . . . NO added receiver tubes
.. NO additional components except an in-
expensive potentiometer or resistor.

FOCUSES by using D.C. voltage already
available in the receiver.

ELIMINATES focusing coils and magnets
.. . saves critically scarce copper and cobalt.
® ® L4
This new Ravuland development is now
available in substantial quantities in 17

and 20 inch rectangular tubes. For
further information, address . . .

s W A Mgty — - ot W e o W e . P LY LN w e g Piny, WA
HE R C )
it r i
’ A
./ 4245 N. KNOX AVENUE ¢« CHICAGO 41, ILLINOIS [ Pl
RADIO & TELEVISION RETAILING * February, 1952 85

wwwwsamericanradiohistorns.com


www.americanradiohistory.com

Miller Needle Guide

M. A. Miller Mfg. Co., phonograph
needle manufacturer, has announced
its latest revised replacement cross
reference guide. Copies are available
by writing the company at 1169 E. 43rd
St., Chicagoe 15, Ill.

Admiral to Sponsor Sports
Sponsorship of the radio and tele-
vision coverage of two of the nation's
leading sports events in 1952 has been
renewed by Admiral Corp.,, Seymour
Mintz, advertising director, has an-
nounced. The events are: the Chicago
finals of the Golden Gloves boxing
tournament, March 7, 1952; and the All-
Star football game, August 15, 1952,

Dependability .

Starrett Names Robbins

Irving Robbins has been named vice-
president and general manager of Star-
rett Television Corp., 601 W. 26 St., New
York. He will continue as special con-
sultant on procurement and finances,
to the board of directors.

Large Show Attendance

The American Home Furnishings
Market, held at 666 Lake Shore Drive,
Chicago, from Jan. 7-18, brought to-
gether 25,000 buyers. More than 1250
manufacturers exhibited at the show.
Larger attendance at the Winter
Market than at the Spring Market is
attributed to the introduction at the
Winter Market of new home appliance,
radio and TV lines.

Modal TR 3-Speed Phon fotar

¢ o

an important reason why leading manufacturers
prefer General Industries’ 3-Speed Phonomotors

Year after year, General Industries’ Smooth Power
Phonomotors provide trouble-free performance—backing
up fine radio, television and record-changer engineering
with highest quality motor design and construction.

Write for complete information, including specifications,
design features and dimensions. Quantity price

86

quotations available on request.

THE GENERAL INDUSTRIES CO.
DEPARTMENT MD o«

ELYR!A, OHIO

l

|

l

Named Jensen Rep

Appointment of the L. F. Waelterman
Co., 8543 McKenzie Rd., St. Louis 23,
Mo., to represent Jensen Industries,
Chicago phono-needle manufacturer,
has been announced by Karl Jensen,
vice-president.

Philco Appointments

William Balderston, president of
Philco Corp., has announced a number
of important advancements in the top
level organization. John M. Otter, for-
merly vice-president and general sales
manager, was appointed vice-president
and general manager of the refrigera-
tion di#sion; Thomas A. Kennally, for-
mer president of the refrigeration
division, willghbecome vice-president on
the executive staff and chairman of the
distribution comrs**2e. Philco’s top
level policy comm2€ :hon distribution
planning fc- all products; Raymond B.
George, who was vice-president-mer-
chandising of the television and radio
division, has been appointed corporate
vice-president of merchandising; Fred-
erick D. Ogilby has been named vice-
president television and radio division;
John Kuneau, while retaining his post
as vice-president on the executive staff
in charge of public relations, will also

'serve as chairman of the newly formed

merchandising committee for television
and radio activities; and John L. Utz,
in field sales as a district representative
and division manager, has been ad-
vanced to national sales manager of
television.

Named to Service Post

Spencer Glaspell, formerly service
manager of Packard-Bell, has been ap-
pointed general manager, Kaye-Halbert
National Service Corp.

Radar-Radio Appoints
Radar-Radio Industries of Chicago,
Inc,, has named S. I. Neiman as execu-
tive secretary, and Kenneth C. Prince
as general counsel, Leslie F. Muter,
president of the trade group, has an-
nounced. Headquarters for Radar-Ra-
dio Industries of Chicago, Inc., will be
located at One North LaSalle St.

RCA Names Foster

Election of Edwin Dorsey Foster as
vice-president and director of planning
for the RCA Victor Division, Radio
Corp. of America, was announced by
Charles M. Odorizzi, operating vice-
president of the division.

Sprague Service Package

A new “service package” system an-
nounced by the Sprague Products Co.
of North Adams, Mass., is designed to
make it easy for TV repairmen to carry
complete stocks of replacement capaci-
tors for the brands of TV sets they
service most frequently. A complete
listing of the capacitors recommended
for the service package for each brand
of TV set is included in the new edition
of the Sprague TV Replacement Ca-
pacitor Manual, M-481, available free
through Sprague distributors, or di-
rectly from Sprague for 10¢ each.
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TIM ALEXANDER

L
HAGE 31 URA ¥ SBPRGH SLECTRIC CO. CHCABO.RL

LEADING EXPERTS

RECOMMEND

Sitspsor Model 480
C1S0O1N! GENESCOPE

for TV-FM Servicing

£ 3
FRANK SMOLEK

These leading manufacturer’s service

managers agree — the Simpson Model 480

Genescope is perfectly designed for

proper testing, servicing and alignment of all
TV and FM receivers!

licrafters

THE SIMPSON MODEL 479 TV-FM
SIGNAL GENERATOR

NORM COOPER

Exactly the same circvits, ranges and
functions as the Model 480, with

a n the exception of the oscilloscope.
| SMWI’)AO/I’L ELECTRIC COMPANY

5200 West Kinzie Street * Chicago 44, lllinois « Phone: COlumbus 1-1221
1n Caneda: Bach-Simpson, Ltd., London Ontario

BURTON BROWNE ADVERTISING

DON ANDERSON
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5%? ALL WAYS

AMPHENO

INLINE ANTENNA

is continually being exposed to

a }
nienn orm-—choosing

i i d st
Nature-—wind, ice an 0
y strong is very important. The

engineered 0 repeatedly witlh-
d winds of 70 miles per hour and one-hali inch annular

n in design and presents no surface
num construction is strong

Because your TV a
the rigors of Mother
an antenna that is structurrf(ll
Amphenol Inline Antenna is
stan ;

ice loadings. It is clea

osed to wind. Its alumi _ . g
un?iuiiyg}ex:qi)n weight. In addition, the aluminum is rust an
an

corrosion resistant and 1s QSpQClG“Y suited for use in sed
coast areas and other plclces where salt or other corrosive

conditions are encountered.

LIGHTNING ARRESTOR

rv unshielded out-
L d lightning

i ctric Code states th
gger::tZ;iLEizad-in shogld hgve an approve
arrestor. The Amphenol L\ghtmng
Arrestor is appro,vefi for thxls] gurr
pose and also carries the in e-.
writers' Laboratories seal U <:(pi
proval. It eliminates the danger ‘c:r
lightning causing damage to Yo i
TV set or home and also carries O i
{he minor static discharges thet in
teriere with good picture reception.

N PHENOLIC CORPORATION

AMERICA . CHICAGO, ILLINOIS

1830 SOUTH 54th AVENUE

See your regular Amphenol Distributor
now for your copy of this 20-page book
containing all the factors which deter-
mine Better TV Picture Quality and safe
antenna installation.

T G — v S CES S S S— S G S G —

MIGHTY
MIDGET

CONVERTER

21" x 2%," x 3%," Con-

verts 6 volt D.C. to 60 cycle
A. C. 40 Watts, 110 volts. 6_] ]60

Just plug in cigar lighter, .
Fully  Guaranteed. Trav LISt
Price / i
\
Soldering Irons, Small Dic- $]595
tating  Machines. Popular

Electric operates small Ra-
with Salesmen, Truckers, Sportsmen” ‘Service men’

dios, Electric Shavers,
Phonographs, Small Electric

Trav-Electric Sales prove
its popularity Small
inventory, good turn-
over, fine profit. Write

for details today.

1000’s in use
Attractive Discounts to
Jobbers and Dealers

COMPANY

1068 Raymond Ave., St. Paul 8, Minn.

= T TEE

3L

TV
TOWERS

==

ﬂ When Yowu Tnstalt /!/
%r PUse The Beost - Use Tele-Ex-Pand
IE—: ENGINEERED . . .. WITH THE FUTURE IN MIND . . . . IDEAL
L FOR USE AS:

(1) PERMANENT HOME INSTALLATIONS . . . .
From the ground up with Tele-Ex-Pand is by far the easiest
and safest way to install.

(2) AS A PROBE TOWER . .. .

Mounted on a Pick-up or parel truck, at a cost the dealer can
N afford to pay.
) o

) AS A DEPENDABLE INSTALLATION FOR HAM OPERATORS
AND SHORTWAVE INSTALLATIONS . . . .
Taxicah Companies, Fire Departments and Police Units, are
but a few in this field.

(4) UN-PARALLELED FOR “COMMUNITY TOWER” USE . . . .
Where mountainous terrain must be overcome. Tele-Ex-Pand
can be used effectively, one to each channel to be received.

(5) ADAPTABILITY FOR USE AS SUPPORTING STANDARDS

FOR FLOOD LIGHTS AT DRIVE-INS, USED CAR LOTS,
AND DRIVING RANGES . . . .

e

» WRITE US, OR CONTACT YOUR NEAREST JOBBER FOR PRICES
S FOUR MODELS > é <

P
Collapsed Expanded -~
M-20 . 10 ft. 18 tt.
M-30 - 15 ft. 28 ft.
M-40 -+ 20 ft 38 ft. - o
M-60 - 20 ft. 55 ft.
TELE-EX-PAND PRODUCTS SALES CORP. BERWICK NATIONAL BANK BLDG.
BERWICK, PENNA.
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MCRE TV

|
Portables pabis i
DOLLARY

(Continued from page 69)

We have listed here a few of the v ANT “V SETS
special problems of 3-way portables. STE “O 2000

Of course, in the last analysis, they are M FOR 2

radios, and all the general rules apply:

always get a complete description of the BLONDER-TONGUE systems are based on the
trouble from the customer, always try it use of ““no loss’ Distribution Amplifiers which
out yourself before you go tq work on split the signal from the antenna into the desired
it (sometimes there’s nothing wrong), number of outlets . . . all having the same signal
and when you find trouble, always level and picture quality as though eazh TV set
check the tubes first—it’s gqufick, and used the antenna alone.

will often save you a lot of trouble. The B-T Automatic, All-Channel systems, using
three basic units in any desired number and
combination, can be easily installed by any TV
service man.

New Crosley Lines

Crosley’s new woom air conditioner is
available in three sizes, 1/3; 1 and 3j
HP at $249.95, $349.95 and $399.95. A new
9-cubic foot fully automatic defrosting
refrigerator has also been announced.

o INSTALLED WITH THE
Fidelitone Record Brush TURN OF

Gail S. Carter, vice-president in charge

of sales for Permo, Inc., has announced A SCREW
that a new Fidelitone phono record N
brush has just been placed on the mar-
ket, carrying a list price of 50 cents. It is
easy to attach, and adds practically no
weight to the tone arm. Comes in an
individual brush box. A display merch-
andiser holds 12 units.

DISTRIBUTION AMPLIFIER, MODEL DAB-1-M
8 TV Outlets
Amplified and !solated
List Price $87.50

Admiral Buys Chicago Firm
Admiral Corporation has purchased
the Molded Products Corp., of Chicago,
one of the largest custom molders of
plastics in the country, for an undis-
closed sum. This acquisition brings to 10
the number of manufacturing plants
owned and operated by Admiral.

Combine these B-T units to serve

up to 2,000 sets from 1 antenna. 8-T HOME ANTENSIFIER MODEL HA-2-M

Fidelity Names Samuels

J. J. Samuels has been appointed gen-
eral sales manager of Fidelity Tube
Corp., East Newark, N.J., manufacturers

Finest All-Channel
TV Baoster. Fully
Avtomatic, 16 Times

Model TCA-1-Mm
Commerciol Antensifier

of TV picture tubes. The announcement {30 Times Gain) ST S Gain. In Metal Cabinet
was made by Benjamin Ozaroff, Fidelity Use As Pre-Amplifier, Line Distibution Amplier | List Price $57.50
: Amplifier or de-luxe Booste 2 1Y Set Outl
president. e List Frice s77550r Lis prce $35 5
Moves to Louisville " FREE INSTRUCTION BROCHURE ON MASTER ANTENNA SYSTEMS..Write Today, Dept. F2

The General Electric Company has
moved its air conditioning division to
the Louisville, Kentucky, major appli-
ance division. The firm is presently

Blonder Tongue Labs,, Inc. . vernon, n.v.

""”.“ i .—r s i 5, -ﬂq""’kw-,

marketing a % and 34 HP room cooler. l {
Appoint F. A. Frank /6 the l@gs &
William Halligan, Jr., radio sales man- WITH PERMANENT h
ager of the Hallicrafters Co. has an- Gi EEN LINE \ N
nounced that Fritz A. Frank has been \‘ \_\
named assistant radio sales manager. In BY T.V. WIRE PRODUCTS _* Lo
his new position, Mr. Frank will be re- Guaraniees lowest loss . . holds the X
N N . s.gral stronger on short or long runs &
sponsible for coordination of sales pro- {7, mile to mile with minimum loss) R
grams for both communications and mea, [S3istia Jiailions iofmospheric R M
h di conditions indefinately! M N
ome radios. Through Your Distributor — or Write: p
4—/
New GE Fan Announced | \ 4
X . =
A new portable electric fan which can = L
be used as a ventilator as well as a cir- g _ ==
culator has been announced by the Gen- THE PERFECT T';:"r;g:,':ﬂ"m“us % . y
eral Electric Company. It operates at | % ranzia L DRy Bl 2
two speeds, weighs only 9% lbs, and | NEW LOW PRICE!
retails for $34,95‘ . 102 PROSPECT AVE., BURBANK, CALIF. e ROckwell 9-2562
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AC CURRENT
ANYWHERE

STANDARD
AND HEAVY DUTY

For Inverting D. C. to A.C. , . ,
Specially Designed for operating A. C.
Radios, Television Sets, Amplifiers, Ad-
dress Systems, and Raio Test Equip-
ment from D. C. Voltages in Vehicles,
Ships, Trains, Planes and
in D.C. Districts

v/ NEw mopeLs
V" NEW DESIGHS

4" NEw uTERATURE

battery Eliminators, O C inverters

Aute Radlo Vibrators
=

-;‘,Ammn Tewewision & Raoio Co.
Quatity Droducts Since 1931

SAINT PAUL |, MINNESOTA=U. 5. A

9?6
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Hallicrafters Co. ..................... .. 60
Hytron Radia & Electronics Co. ......... 81
JFD Mig. ... ... 79
Jensen Mfg. Co. ... . ... .. 78
Jewel Radio Corp. ................... .. 58
LaPointe-Plascomold Corp. (VEE-D-X) .. .. 23
Magnavox Co. ....... . ... . . 72
Merit Transformer Corp. ...... ... ....... 76
Motorola, Inc. ....... ... ... .. ... ... 10, 11
National Video Corp. ............ ... 73
Philco Corp. ... o 5
Radiart Corp. ....................... ... 75
Radio Corp. of America ..2, 3, 30, 31, Cover 4
Radion Corp. ........................ .. 93
Raytheon Mfg. Co. .................. Cover 3
Reeves Soundcraft ...... ... .. ... .. .. . .. 77
Rauland Corp. ....... ... .. ... .......... 85
Sentinel Radio Corp. . ................... 13
Simpson Electric Co. .................... 87
Sparks-Withington Co. .................. 2
Starrett Television Corp. .................. 52
Stromberg-Carlson Co. .................. 26
Sylvania Electric Products, Inc. ...... 18, 19, 83
Tel-A-Ray Enterprises, Inc. .............. 84
Tele-Ex-Pand Products Sales Corp. ....... 90
Tele King ................ . L. 4
Tel-O-Tube Corp. of America ............ 94
Telrex, Inc. ... ... ... ... . .. ... .. 88
Terado Co. ... ... 90
Trio Mfg. Co. ... i 20
Tricraft Products Co. .................... 94
Tung-Sol Electric Inc. ... ............. 92
Triplett Electrical Instrument Co. ........ 89
T. V. Wire Products .. ... 91
Ward Products Corp. .............c..o... 16
Westinghouse Electric Corp. ............ 6, 7

Zenith Radio & Television ..... e 37
While every precaution is taken to insure accu
racy, we cannot guarantee against the possibility
of an occasional change or omission in the
preparation of this index.

Name Bert Rice

Bert Rice, an outstanding figure in
New York merchandising circles, has
been appointed manager of the New
York Factory Distributorship of the
receiver sales division, Allen B. DuMont
Laboratories, Inc., it has been announced
by Walter L. Stickel, national sales
manager.

Appoint Langstroth

Frank D. Langstroth, above, has been named
vice-president in charge of operations of Video
Products Corp., and its affiliate, Sheraton Te'e-
vision Corp., announces Richard A. Marsen,
president of the two firms. Langstroth who was
formerly president of Starrett Television C-~rp.,
will now have charge of all plants of Video
Products and Sheraton, manufacturers of TV
receivers and TV chassis, and presently han-
dling an expanding volume of government work.

New Sylvania TV Line

“HaloLight,” Sylvania’s surround
lighting built into TV sets, has been
adapted for 17" models, John K. Mec-
Donough, general sales manager for
the Radio and Television Division of
Sylvania Electric Products Inc., has an-
nounced. The feature is incorporated in
three 17" models, the “Adams,” an open
console, retailing for about $369.95 in
mahogany and $379.95 in blond; the
“McKinley,” console with doors for
about $409.95 in mahogany and $419.95
in blond; and the “Lincoln,” a combina-
tion console at about $579.95 in mahog-
any and $599.95 in blond. In addition to
17" models, “Halolight” is also included
in the 20” table model, the “Coolidge,”
which has a suggested list price of
$329.95 in conventional woods, or $369.95
in scratch resistant laminates.

New Sylvania Distributor

John K. McDonough, general sales
manager, radio and television division,
Sylvania Electric Products Inc.,, has
announced the appointment of Gough
Industries Inc. of Los Angeles as dis-
tributor of Sylvania receivers and
radios for Southern California and
Phoenix, Arizona.

Speed Queen Distributor
Reines-Freeman Distributors, Inc,

210 Jay St., Albany, N.Y, has been

named distributor for Speed Queen.
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RAYTHEON PICTURE TUBES
are 100% efficient...

thanks to Raytheon’s new

CORONA INHIBITOR

Ordinary picture tubes are adversely affected Give your customers the tubes that give con-
by humidity and wet weather — may lose up to stant clarity no matter what the weather. Ask
10% of their brightness on damp days. Not so your Raytheon Tube Distributor for Raytheon
Raytheon made Television Picture Tubes with Television Picture Tubes.

new CORONA INHIBITOR.

This amazing Raytheon development puts a
“raincoat’”’ on Raytheon Picture Tubes, guaran-
tees the same clear picture rain or shinz. Exhaus-
tive tests proved conclusively that even under a
water spray on the high voltage contact. Raytheon
made Tubes showed o loss of brightmess.

RAYTHEON kel

/ RAYTHEON MANUFACTURING COMPANY
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Cathode and control-grid asse;;zb\ly /

/
/

/
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The gun that looked 100% "perléci:’

. 0 o yef mever “fired a shot”

The electron gun yow,see looks perfect,
but actually it “never fired a shot.” You
see, RCA rejected it because the spacing
between grid No. 1 and the cathode was
out of bounds. Only a 0.001” departure
from the design value for this spacing is
sufficient cause for gun rejections in RCA
factories.

Why does RCA prescribe such a close
tolerance? Simply because RCA engineers
have found that if the cathode-to-grid
spacing is too small, or too large, the grid
would have faulty “control.” Such tubes,
when installed in TV receivers, may be

the cause of poor picture performance,
and may result in troublesome and time-
consuming service problems and call-
backs.

RCA takes no chances with its reputa-
tion for quality. You get the benefit of
RCA’s quality reputation when you use
RCA tubes. Constant vigilance and guality
control at ll stages of manufacture assure
meeting RCA standards on the final pro-
duction line. Thats why RCA picture
tubes are unmatched for reliability and
uniformity.

In RCA picture tubes, the difference is

top-quality control. That’s why, dollar
for dollar, RCA picture tubes have no
equal.

With RCA Receiving Tubes,
as well as RCA kinescopes,
TOP-QUALITY CONTROL
makes the difference.

RADIO CORPORATION of AMERICA

ELECTRON TUBES
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