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LET'S
BUTTON UP
THE

CcCBS-CoOLUMBIA
STORY!

There's more to the CBS-Columbia Story than meets the
eye. More, even, than the illustrious stars behind it. Let's
examine a few of the facts:

CBS-Columbia gives you Full Fidelity TV—Full Fidelity
Sight and 360 Full Fidelity Sound—the greatest “demon-
strable sell” in the business. You have the world’s finest
example of sight and sound.

CBS-Columbia gives you complete coverage in the TV
market with low, leader-priced models that are the
answer to your slack-season merchandising.

CBS-Columbia gives you the Studio Series—all terrific
traffic-builders which cover that broad popular-price
market.

CBS-Columbia gives you a de luxe line. This permits
psychological “trading up” from the lower-priced models
—to the bigger-profit-margin Masterline Series.

CBS-Columbia gives you the “Profit Package Plan” that
enables you to have rapid inventory turnover with a
minimum of capital outlay.

CBS-Columbia gives you the prestige of CBS, the great-
est name in television. A name that reminds prospects
of CBS-Columbia TV sets 102 billion times a year. . . on
America’s No. 1 TV and Radio Networks!

SEE US IN CHICAGO
at the MERCHANDISE MART
Room 11-106—=during the Music Show

PREVIEW THE NEW
1954 CBS-COLUMBIA LINE!

BS-COLUMBIA inc.

/ “Putting Vision in Television’
‘3 A Subsidiary of the Columbia B8roadcasting System

RED BUTTONS
CBS-TV Star

¥ .
/ o
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* AM, FM Television

Cover—Bring More Music Into the Home
TV and Appliance Price MART, See Section 2

Trends in the Trade .. ........ ... ... ... ... . ... . . . . . 11
What's Ahead—in Radio, Appliances, Records and Television . .. ... .. 12, 13
The Dealer Is at the Crossroads . ........... 21 8w s o omr g e o B 14, 15
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List Prices of Phono Records, See the MART, Section 2

Disc Dollars Roll In—Brisk Biz in Phonos .. ...................... .. 30, 31
Spear Extra Profits With Phono Needles ... ... TAL&AN seealhs La gl aeE 40
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* Electrical Appliances
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Latest Product Specifications, Directories, etc.
that have appeared in TELEVISION RETAILING:
Specifications: Washing Machines ...... This Issue, the MART
Television Receivers .... This Issue, the MART Directories: .
Radios, Clock ....... ... This Issue, the MART Mfrs. of Radio, TV, Records .
Phono Records .......... This Issue, the MART Components .............. May, "52, p. 101
Clothes Dryers ...... «... This Issue, the MART Distributers ................ Jan., 53, p. 99
Dishwashers ............ This Issue, the MART Electric Housewares ...... This Issue, the MART
Electric Ranges ........ This Issue, the MART Annual Roster of Representotives .. ... October
Food Freezers .......... This Issue, the MART Mirs. of Hi-Fi Equipment, )
lroners ................ This lssue, the MART Instruments . ........... This Issue, p. 46
Refrigerators ............ This Issue, the MART Reference Charts:
Room Air Conditioners .. This Issue, the MART Four-Field Statistics ........ Jan., '53, p. 36
Vacuum Cleaners ....... This Issue, the MART TV Sets in Use ............ Nov., ‘52, p. 30

Future Events of Interest to Reoders, page 15, This Issue

TELEVISION RETAILING, July 1953, Vol. 58, No. 1. 35 cents o copy. Published monthly by Caldwell-Clements, Inc. Publication Office, Emmett St., Bristol,
Conn. Editarial, Advertising and Executive Offices, 480 Lexington Ave., New York 17, N. Y. Entered as second closs matter at the post office ot Bristol, Conn,,
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TELEVISION RETAILING’S CIRCULATION, 32,000

Because of the lag in auditing, never catching up with current circulation in an expanding industry, an audit for the calendar year 1953 will not be
made until after the end of the year. Meanwhile, sworn statements and post office receipts will be furnished covering the guaranteed circulation.
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HERE’S THE A%*NO!_.!NCEMENT OF THE

Ilantlc Clty, N.J. to

7 500 gf the I.eadmg

Appliance Dealers of America

It’s the greatest engineering story . .. the
greatest profit story in the history of the
INDUSTRY ! Again, Philco sets the pace as

Philco leadership sets the stage for a

ONE MILLION SET YEAR !

Turn the Page and Read the

News-

TELEVISION RETAILING * July, 1953
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WORLD'S FIRST TELEVISION

COMBINATION

Ihgh Fidelty Picture

WITH

awo fhgh Fidelily Sound

Your first glance will tell you that here
is something really new, but only a per-
sonal demonstration can reveal to you
the full significance of the advances in
this TV combination with FM-AM
radio-phonograph. For the first time, it
brings a High Fidelity picture plus
High Fidelity sound for television,
radio and records. Withanew ““Acoustic
Lens”’, the entire room is flooded with
sound so that the realism of the concert
hall surrounds you. Nothing remotely
like it has ever been on the market
before; Philco leadership bringsitnow !

PHILCO

For its High Fidelity TV combination, as well
as for other sets, Philco now announces a new
TV chassis—the “HF-200". Unmatched for
distance ... unmatched for picture reproduction
...it again sets a goal of reception power
and performance for others to strive to reach.

WiAAM=adRericantadiohistorn-com
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Famous _
Golden Grid Television
At New Low Prices!

PHILCO

will again create the greatest public demand in the
entire industry. Clear your decks and be ready to
introduce the most sensational TV values in Philco
history, designed with a million set year in mind.

It’s news that will sweep the country ! Another new
Philco power plant—the TV-190 with Golden Grid
Tuner—is here for 1954 in a wide range of models.
At new low prices for Golden Grid television they

ey

m—.—,—-«—"/ .
@)@ﬂw@
i —

MODERN or traditional —
whatever the demand—rthere’s
a new Philco for every buyer.

GOLDEN GRID 21-inch TV at the
lowest price ever reflects Philco
leadership in value for 1954.

BLOND CABINETS—Qak and
Mahogany—typify the wide
range of 1954 Philco models.

NEW 24-INCH TV is here from
Philco as well as sets with
27, 21 and 17-inch screens.

Another PHILCO First!

Station Selector

TELEVISION RETAILING °* July, 1953

Beyond its quality . . . beyond its
value...here’s news that will make
Philco the most talked about TV
set in America. When you stand at
the set to tune, the dial lights up
in your line of vision. No stooping

WA= kicaradiohistor/-—ecem

and no squinting ! But when you
return to your seat, like magic the
lighted dial dizappears from view!
Again, only Philco has it, and it's
one more example of Philco leader-
ship in tuning ease and viewing ease.


www.americanradiohistory.com

Celebrating its 25th
Anniversary in Radio ..

. PHILCO Zooms RADIO into

BIG BUSINESS FOR 1954!

Yes, for its Silver Anniversary in Radio, Philco brings its dealers

rst

Another world

PHILCO

HIGH FIDELITY

World’s First Radio-
Phonograph to Achieve

FULL
DIMENSION

inReproductionofSound

Therehas never beenanything like
it in appearance or performance !
Philco ""Phonorama’™ ushers in a
whole new era in enjoyment of
records, FdM radioand AMradio. ..
achieving, for the tirst ime, High
Fidelity sound in Full Dimension !
You must sec it, you must hear
it to fully appreciate its un-

the greatest, most profitable line in 25 years of pioneering and

leadership! Spearheaded by the Greatest Radio-Phonograph of
All Time . . . backed by the vast resources of Philco engineering
and merchandising genius, this new line puts the High Unit-of-Sale

precedented sales opportunities.

It's Big Business in '54 with
a Philco Radio-Phonograph
for Every Market

Top Performance

A Value Leader
in Limited Space

for Modern Living

For Outstanding
Performance

For those
with TV in Mind

—— For High Fidelity

Special Service Band
Soars to New Heights of Popularity

Famous Philco

PHILCO 714

Theshort-waveservice thut'ssecting
sales records everywhere—more
potent than ever for 'S4 ' New fea-
tures, new designs give you what
it takes ta cash-in on this great
Philco-pioneered radio service!

Enthusiasts

*Trade Mark

B i8]
,,T______M-h NOW is the time to surge ahead to BIG PROFITS with PHILCO !

WAAMAL ameticanradiohistorv.- com

back tnto radio and pays off in Big Profits for Philco dealers.

ol

MIGHTIEST
“Personal”’IN RADIO HISTORY!

Unmatched for performance and sales
appeal in its field—this mighty midget
has more advanced features than any
other “personal™ radio! It's the new,
power-packed Philco 650 that delivers

PEAKRECEPTIONIOTIMESLONGER
than other ""Personal” radios

TCLEVISION RETAILING ¢ July, 1953


www.americanradiohistory.com

the Crossroads

There is no need to act like an
ostrich and bury our heads in the
sand. Let’s face this fact of excessive
production capacity.

The biggest industrial struggle
that this industry has ever known
is now in progress. The manufactur-
er’s ability to gain and maintain
volume is the key to survival. Like-
wise, it’s the guide to trends in re-
tailing methods. Actually, this strug-
gle at the manufacturer level has
created the entire structure of cut-
price retailing which the old-line
dealers cry out against so fre-
quently.

Manufacturer Decisions
Will Iniluence Dealers

The manufacturers—many  of
them—have been straddling the
fence. They have attempted to pac-
ify the old tried-and-proven opera-
tions in retail selling while they've
engaged in slightly surreptitious
selling through the discount houses.
This policy has reached a point,
however, where something must
“give.” The decisions of the manu-
facturers, generally speaking, will
be the vital factor in determining
which way the majority of retail
dealers will go. Will they join the
ranks of discount operators and hit
for big volume at lower unit prof-
its? Or will they retain a policy of
adherence. to list prices?

But can manufacturers them-
selves determine a fixed policy at
this time? The fight for dominance
seems to be too great. The pressure
is for unreasonable volume—not for
just a fair share of the market.

The list price system has been
warmly assailed as an umbrella over
the heads of discount operators. It
provides the medium by which all

discount sales are made. Will list
prices go onto the scrap heap?

It is assumed that TV-appliance
discount structures for dealers al-
low sufficient margin for the dealer
to maintain his general overhead,
sales expense and operate a satis-
factory service department. Yet we
can justly raise one question: does
the consumer want to pay for over-
head, sales expense and service he
may never need? Perhaps we do
have real over-the-counter mer-
chandise today. Perhaps the con-
sumer believes he can take home a
refrigerator, TV, washing machine
or freezer and just plug it in—with
no fuss, no trouble and no need to
worry over service at some un-

‘’known future date.

While the TV-appliance business
is seeking its direction, and answers
to the foregoing paragraph, there
will be many casualties among re-
tailers. It isn’t a matter, either, of
old-line dealer against the discount
house. Instead, it's a matter of
merchandising—for the dealer
that keeps “slugging away” will
find his own way to continue selling
almost under any adversity. The
mere airing of a bellyache solves
nothing for the dealer under the
present situation. He’s forced to
flow with the tide—perhaps steering
a bit to one side or the other to im-
prove his own little spot in the
stream. Perhaps his own local situ-
ation will permit him to come
through unscathed from this big war
among the producers. Each dealer,
of course, will act according to the
pressures within his own particular
niche.

Actually, the critical competitive
situation among manufacturers may
prove a boon to the entire industry.
Many of the so-called newcomers

l _

being withheld, at his own request.

near future.

This article—highly controversial—is a special “extra feature™ this month in TELE-
VISION RETAILING. It has been prepared by a man who has spent almost twenty years
in close association with the radio-TV-appliance business. The name of the writer is

Here's o candid view of today’s “big squeeze” on the TV-appliance dealer—and a
thinly-veiled glimpse into o few situations which may confront the dealer in the

TELEVISION RETAILING * July, 1953
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are truly big business. They think
big and plan big. They study mar-
kets carefully, too. Perhaps they
anticipated the capacities to produce
that are out of line with capacities
to consume. Perhaps this situation
today only represents a colossal
change-over from the era of “de-
velopment” to the era of “exploita-
tion.” Could this titanic fight at
manufacturer level be a carefully-
planned sequence of events de-
signed to change the entire mer-
chandising pattern of the TV-appli-
ance business?

If our merchandising structure is
changing radically there are many
possibilities that confront the TV-
appliance dealers. Here are a few
questions that are occasionally
raised, even now.

How About Distributorships?

Will exclusive distributorships
disappear in favor of multiple dis-
tributorships, such as prevail for
electric housewares? Will product
service be “ducked” completely,
leaving the customer entirely on his
own? Will new types of retail out-
lets become dominant factors? Will
utilities resume -merchandising (in
areas where it has been aban-
doned) ?

Uneertainty Prevails

No matter how fantastic some of
these questions may seem, they are
being asked today. They indicate the
uncertainty which prevails. No one
seems to doubt that more television
sets and more appliances than ever
before can be moved into the hands
of consumers. Nearly all the experts
agree that sales will be good for a
long time, broadly speaking. But the
question is this: Who will make
those sales? What changes in retail-
ing will result from the mass mer-
chandising methods that loom in the
near future?

What broad actions can TV-appli-
ance dealers take to meet the threat
of these trends? ONE: The dealer
must appraise his own individual
situation and determine, broadly,
his own course—a specialty outlet
or a mass merchandiser. TWO: The
dealer should step up his interest in
trade policy matters and become

(Continued on page 109)
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Business Goes UP, UP, UP in

White goods are shown on the second floor. There are a number of complete kitchens, and all

i es are h

Lad ol

® When Bob Schaad, one of the
largest TV-appliance-record deal-
ers in the Evansville, Indiana, area,
built a new store, it was natural that
he allot more room and a more
prominent space to his TV sets. So,
one-third of the 50- by 110-foot
first floor is occupied by the four
lines he carries, and they have the
honar position, where they catch
the mast traffic.

With the bigger and more mod-
ern store—on West Franklin Street,
just a few doors from the old loca-

khed up for live demonstrations. An jtem in action is more easily sod.

tion—he added an extra line of sets.
He now carries Philco, Zenith, RCA
Victor and Raytheon. The receivers
are in the center section of the first
floor, and they hit you in the eye
when you walk into the modern,
well-lighted, pleasant new store.

The store, which was opened less
than a year ago with fanfare suit-
able for such an cccasion, features
two stories of glass frontage, with
what Mr. Schaad estimates to be
about 1,000 square feet of plate
glass.

Schaad’s new store is enjoying greatly increased business. The photograph was taken on opening day.

16
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Indiana Merchant's New
Outlet Provides Attractive
Appearance, Wide Selec-
tion and Greater Conven-

ience for Customers —

and Sales ARE Climbing

The front is trimmed with Indiana
limestone, and the store interior is
just as streamlined and modern as
is the exterior. The outside lights go
on without human help when dark-
ness falls. A photo-electric cell takes
the burden of remembering the
lights off the mind of the store
manager.

“Although we're still on a shake-
down cruise,” Mr. Schaad com-
ments, “already we can point to
twice as much business each suc-
ceeding month, since moderniza-
tion.”

Other improvements made after
moving the retail operation from
the old location to the present one
include an enlarged and more effi-
cient filing system—the old one was
strictly of the pants-pockets-and-
desk-drawers type. Now there are
six desks for clerical office help,
each with plenty of room, instead of
the three-offices-in-one deal the
store had before. A modern ac-
counting system has been installed.

New System Helps a Lot

“We now can break down our
sales, and know just what’s moving
and what’s not, and where we're
winning and where we're losing,
and have all that down in black-
and-white, rather than spending
long hours going over a mess of
books and accounts,” Schaad ex-
plains.

The interior lights are a recessed,
fluorescent type. With these fluores-
cents go rotating spots which blend
well with the fluorescents and also
highlight the items that need to be
brought to the customers’ attention.

Schaad’s Disc Activities
were described in the
April, 1952 issue of this
magazine.

TELEVISION RETAILING -+ July, 1953
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This Sparkling Store!

Lower Hoors are covered with ter-
razo, upper ones with magnesite.

Lightweight blocks, with the trim
below the chair level of blond oak,
are used for the interior walls.
Thick-butt red cedar weatherboard
is the paneling for the partition
walls. The boards are set vertically,
which gives a novel effect and also
is practical, says Mr. Schaad.

The ceilings are acoustical, of
course. Both of the floors are com-
pletely air conditioned. And because
of the addition of floor space, and
business, a janitor has been added
to the staff, and also a shipping, re-
ceiving and stock clerk.

“We relighted and redecorated
the old store, and made it into a
warehouse” Mr. Schaad said. ‘It
had outlived its usefulness as our
main place of business, but it’s still
okay for its current use.

“Our trade-ins and repossessions,
plus out-of-date models, are sold
there, giving us a place to actually
merchandise such items success-
fully,” he added.

The modernization program in-

(Continued on page 104)

1,000 feet of plate glass in this ultra-modern store gives the passerby a dear view of two floors.

Attractive TV display in this new store is the last word in eye-catchers. The old store is used as a warehouse, and also features a showroom for the
sale of trade-ins and repossessions, as well as out-of-date meodels, where such items cre actually merchandised.

TELEVISION RETAILING < July, 1953
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There's a Pre-Sold Market

But the Dealer Needs a ‘‘Specialty Touch’’ to

Your Store as Headquarters

remodeling and renewing job. But
many sales of single appliances can
be the result, if the complete kitchen
idea is tossed out by the customer.

But, like any product, let’s con-
sider the demand for the completely
remodeled kitchen. Do your custom-
ers want it?

Before 1941 the construction of a
contemporary, or “modern,” house
was regarded as “radical” in most
parts of the country. Today, the con-
temporary home is the second most
popular in new construction—and
very rapidly going towards first
place. This trend reflects strongly
the revolution in living ideas. This
trend, likewise, sets the pace for de-
mand of the contemporary kitchen.
This applies to new construction as
well as to remodelling. Many house-
wives will balk at a building con-
tractor’s ideas for the kitchen she
must use. His planning may be ade-
quate, but very seldom “inspired.”
The homemaker knows that unusual
things can be done with her kitchen.
She wants superb styling comhined
with utility. She has seen better liv-
ing through that “contemporary”
design—and she wants it.

There are innumerable aids for
the dealer who really gets into the

A e s

Modern housewives welcome ideas on modernizing their kitchens. Alert dealers present prospects
with plans and proposals. 1t's good selling to take a genuine interest in a housewife’s prabiem.

o Occasionally, you can find a “com- McDougal's, of Scn Antonio, set up a tomplete electric kitchen designed to make buying easy.
plete kitchen” dealer as you swing 1 Tl '
across the country. But there are
not very many of them. We mean
the dealers who really give top
prominence to their over-all electric
kitchen planning akilities.

There are several reasons for the
scarcity of such dealers. Perhaps the
foremost reason is the dealer’s need
to attract faster sales such as he can
realize by specializing, or featuring,
individual appliances. Another very
good reason is the combination of
skills required (or believed to be re-
quired) of a successful dealer of this
type. Theoretically, tne dealer should
be a designer, architect, wood and
metal craftsman and a good salesman.

The complete electiric kitchen ap-
proach is somewhat the reverse of
step-up selling—and most really
sales-minded dealers in the business
regard it as such. Certainly, the cus-
tomer is approached along the
“dream kitchen” line, or a complete

et T o
. . 4
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for Complete Kitchens

Wrap Up The Sale! Here's How to Set Up

for Appliance ‘‘Ensembles’’

BEDRC-Om

LIVING ROCIM

complete kitchen business. The home
or shelter magazines continually
show photographs and floor-plans of
well-designed kitchens. So do the
women’s service magazines. A
few of the manufacturers provide
kitchen planning services. These
plans can be a rich backlog of themes
and ideas that may help the cus-
tomer in deciding just what de-
signs, features and materials she
would like to have.

If the dealer has the floor space
and inclination he can install “seg-
ments” of complete kitchens which
show the use of widely varied ma-
terials, color schemes and products.
Just consider counter tops, for in-
stance. The dealer can show lino-
leum, plastic, stainless steel, Monel,
ceramic tile, wood and marble. Then
there could be many colors shown in
some of these materials. But the
main point is that he should give as
many choices to his prospects as he
can economically provide. The same
is true of floor coverings, lighting
fixtures, wall finishes, and so on. The
dealer can plan these displays so that
he stands a good chance of appeal-
ing to desires of as many prospects
as possible and to demonstrate his
own versatility as a kitchen plan-
ning expert.

Pealer is not an Expert

For the dealer who wants to spe-
cialize in complete kitchens, we have
to assume one thing: he is a good
business man. This means that he

TELEVISION RETAILING ° July, 1953
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ENTCHEM

DIMING

will not even attempt to be an ex-
pert, personally, in the several arts
and crafts involved. But, as a busi-
ness man, he will know how to or-
ganize these services to his needs.
Also, as a TV-appliance dealer, he
will not attempt to carry linoleum,
counter tops of all kinds, and items
of this nature. However, he will be
acquainted with sources of such ma-
terials.

One successful complete kitchen
specialist managed to line up a
young housewife who had excellent
training in interior design. She pro-
vided him with suitable drawings—
floor-plans, interior views in good
perspective—and lists of materials
and color schemes. This service cost
the dealer $25 per job. He used her,
of course, only when the sale was a
pretty certain thing. He found that
such plans and drawings, profession-
ally done, were a tremendous aid
both in selling and in completing the
job.

For installation, this dealer se-
cured the services of a young
builder who had practical exper-
ience in all phases of construction.
This man, acting as the dealer’s own
installation expert, would make night
calls to the home to size up the job.
He never made an on-the-spot es-
timate. Later, he would get together
with the dealer and work out a fixed
price for the job. This man knew
enough about electrical work and
plumbing so that he could safely fig-
ure these costs, too, into his overall
estimate. At this point, the dealer

tossed in his cost for drawings and
a fair over-ride for contracting. He
carefully stipulated, in his written
estimate to the customer, that any
alterations or additions in the plans
would make the price subject to re-
vision.

SalesmanshipIs Essential Quality

Such a plan seems to be the
proper approach to the complete
kitchen business. If a dealer tried to
carry a staff who are specifically
qualified for the various jobs in-
volved, it isn’t likely that there’d be
much profit, if any, in the business.

One of the skills, as we mentioned
before, for this business is really
fine salesmanship. The basic sales
approach can be handled in either
one of two ways. Usually, a sort of
“step-down” selling policy is fol-
lowed. The dealer will promote and
approach his prospect to sell the
complete kitchen idea. When he can’t
get the complete job—well, he sim-
ply drops down to doing part of the
job, or to selling the appliances that
can be incorporated in a complete
kitchen job at a later date. The sec-
ond method is to promote the ap-
pliances as such, with a secondary
emphasis on complete kitchens. This
calls for some pretty energetic step-
up selling to boost a prospect from
a new refrigerator or range right on
up to a full remodelling job.

Perhaps the ideal set-up, if the
sales force is geared for it, is the

(Continued on page 94)
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New Appliance Products

Arvin PORTABLE ROOM HEATERS

Two Raymond Loewy-designed
electric room heaters have been in-
troduced by Arvin. Model 5230

(shown) has a suggested retail price
of $18.95 and model 5200 carries a
$16.95 tag. The 5230, designated as
the “Custom Safety,” features fan-
forced plus radiant heat to produce

a “fireplace glow.” This model is
also equipped with a safety switch
which cuts off current instantly if
the heater is tipped over on its face.
Finished in silver-gray enamel with
a chrome trim, the unit is 12 in.
high; 11% in. wide; 13 in. in length.
Model 5200, the “Custom,” is similar
in design and appearance but is fin-
ished in bronze enamel with maroon
trim. It is available as a fan-forced
heater only. The company’s full line
numbers nine units. Arvin Indus-
tries, Inc.,, Columbus, Ind.—TELE-
VISION RETAILING.

General’'s OZONE DEODORIZER

Trade-named  Klenz-Aire, an
electronic ozone deodorizer for use
in homes, commercial, institutional
and industrial fields, has been mar-
keted. Unit embodies the ozone
lamp developed by a major lamp
manufacturer, it is said. With other
non-moving parts, a 4-watt lamp
is encased in a chrome wall fixture.
Device is 6% in. high and is
equipped with an 8-ft. ivory cord
and plug, ready for use on an AC
circuit. The unit can also serve as a
night light. Ozone lamp has an ap-
proximate life of 4,000 hours. Avail-
able in three models: 101 (single
lamp) $6.95; model 102 (twin lamp)
$9.95; model 103 (three-lamp)
$12.95. Specialties Division, Gener-
al Manufacturing & Distributing
Co., Quincy, Mich.—TELEVISION
RETAILING.
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Pennwood ELECTRIC DESK CLOCK

The Lyra, model 962, is a self-start-
ing electric clock covered in cordovan
leather. It is decorated in a 24k gold
key design, styled to blend with the
surroundings of any desk. Dimensions:

4l% in. high; 103 in, wide; 4% in. deep.
Weight is 234 pounds. Available in me-
dium brown, maroon and green, the
price is $69.50. Individually packed.
Pennwood Numechron Co., Pittsburgh
8. —TELEVISION RETAILING.

Whirlpool CLOTHES DRYER

A compact, automatic clothes dryer
designed for small apartments or
wherever space is at a premium, has
been announced by this company. Ex-
actly 241 in. wide, the new dryer has a
full 8-pound capacity of dry clothes.
Casters for easy portability are avail-
able as optional equipment. Manufac-
tured to retail at about $200 and $250.
Dimensions: 36 in. high; 2434 in. deep.
A matching washer is also available.
Whirlpool Corp., St. Joseph, Mich.—
TELEVISION RETAILING.

Coolerator UPRIGHT FREEZER

Just 31 in. wide, the new UFB-125
upright home freezer being introduced
by this company, will provide 12.7 cu.
ft. capacity and will hold up to 445
pounds of foodstuffs. The unit is
equipped with expanded metal shelves
which are said to provide fast contact
freezing plus better controlled cold cir-
culation throughout the cabinet. A
special ice-cube freezing shelf is also

provided, as are extra shelves on the
inside of the door. The middle shelf is
adjustable, and a sliding basket rolls
out for storage of irregular items.
Freezer has a hermetically sealed Y4
H.P. compressor. Refrigerant is Freon
12. Coolerator Co., Duluth 1, Minn.
—TELEVISION RETAILING.
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Norge ELECTRIC RANGE

Production has been started by this
company on an elecfric range which
will have a suggested retail price of
$179. Designated model PE-10B, the
unit is designed so that it can be con-
verted to automatic operation at a
slight additional cost. The range has
three surface units, an oven, deepwell
cooker and seven cooking speeds. It has
four cu. ft. of storage space and a por-
celain enamel finish throughout. Dimen-
sions: 38 in, wide; 27 in. deep; 36 in.
high to cooking top; 47% in. high to top
of backrail. Oven is 16 in. wide; 20 in.
deep; 15% in. high. Norge Division,
Borg-Warner Corp., Merchandise Mart,
Chicago—TELEVISION RETAILING.

ELECTRIC APPLIANCE TIMER

A timer that turns appliances on and
off without resetting after each time
cycle has been completed, and can be
set to skip operation for a day or
longer, is the Time-All unit. Portable
and lightweight, the device has numer-
ous other uses such as for display lights

in store windows and animated dis-
plays. As a clock, it has the feature of
telling time on a 24-hour dial that
shows both the 12 daytime and 12
nighttime hours. Unit is 5 in. wide; 4
in. high; 2% in. deep. Operates on AC
only. Priced at about $11. International
Register Co., 2620 W. Washington Blvd.,,
Chicago—TELEVISION RETAILING.

PORTABLE ROOM DEHUMIDIFIER

Model D750A has an or-off switch atop
the cabinet; a removable In-A-Drawer
container, which catches the water and
is also an emptying unit; and a front
attachment to which can be connected
a garden hose should use of a floor
drain be desired. Unit measures 17-%
in. high 11-Y4 in. wide, 18-1% in. long,
and weighs 52 pounds. It has a carrying
handle and plugs into any standard
outlet. An automatic timing device and
a steel dolly are optional equipment.
Designed for AC operation, the model
has a 1 H.P. condensing unit. Retail
price: $139.95. Fresh’'nd-Aire Co., Divi-
sion of Cory Corp., 221 N. LaSalle St.,
Chicago 1.—TELEVISION RETAILING.
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MODEL 200
De Luxe Clock
RADIO

Does everything for you . . .
wakes you up at a pre-set time,
lulls you to sleep with music,
starts your electric appliance auto-
matically at a pre-set time. Fine
Telechron self starting, sweep sec-
ond hand. Available in Maroon,
Ivory or Ebony.

FADA RADIO
Belleville . . . New Jersey

TELEVISION RETAILING °* July, 1953

TV Table Model

in both
VHF and UHF-VHF models

Here's the last word in BIG, BIG screen television,
with the aluminized kinescope screen for superior
contrast and brightness. Have it in both the ‘Imper-
ial" ‘Power-Plus’ Series or 'President’ Series.

Choose either VHF or UHF-VHF models. The
UHF-VHF have the exclusive Fada 'Silverdyne’
all channel built-in tuner. Illuminated UHF and
VHF channel dials. Built-in separate 'Fada-Scope’
UHF and VHF antennas. Available in beautiful

mahogany veneers or Limed Oak.
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ELECTRIC HOUSEWARES

Sales Now
Hitting $800,000,000

A Year and Still Going Up. Outlook

Optimistic as More Dealers Climb Aboard Bandwagon

The trade, generally speaking,
seems to agree that electric house-
wares are coming into a boom era.
Certainly these are not new prod-
ucts, with few exceptions. But,
mostly, the old stand-bys of the
electric housewares business which
now are greatly improved, and
which are currently selling at the
rate of $800 million a year.

There are several reasons why
better days are ahead in electric
housewares. Some of the key factors
are these: (1) Education of the con-
sumer in the methods of food prepa-
ration. (2) A big market which has
acquired essential major appliances,
and now turns to electric house-
wares, (3) A greatly-improved pro-
motional program within the indus-
try. (4) Basic changes in living
trends which encourage greater use
of electric housewares, and, (5), as
mentioned above, the improvements
in products that have been already
accepted in principle by the con-
sumer,

Certain products in the electric
housewares category have shown
remarkable upturns in sales. Among
those products which are relatively
low in saturation, the portable mix-
er has probably turned in the
most miraculous sales record. Also,
blenders, steam irons, deep-fat fry-
ers and rotisseries have shown re-
markable results. All of these might
be called “trend” products—since
saturation on them remains quite
low. They promise a brilliant future.

Among the accepted, or high-sat-
uration, items, sales have jumped on
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some and dropped slightly on others.
The variances haven't been as
strong, percentage-wise, as noted in
low-saturation products. But unit
volume has been good—and replace-
ments have been strong.

Any way you figure it, electric
housewares business has been excel-
lent—and it promises to get much
better!

Healthy Trend Is Evident

There’s a very healthy trend which
is evident in the quality of electric
housewares which consumers are
buying. Perhaps it has been the re-
sult of “junk” merchandise which
flooded the market after the war,
bringing as it did so much grief to
dealers and users. Anyhow, the con-
sumer seems very aware of quality
now. Reports indicate that women
will steer clear of cut-rate off-brand
items. They appear to be quite will-
ing to spend a few more dollars
rather than to take a chance on a
product which, in their minds, is in-
ferior—even though it may do a
fairly adequate job. Too many wom-
en have been stung by products
which “conk out” too quickly—so
they're choosing better quality mer-
chandise now.

Many retailers have responded
quickly to the up-turn in electric
housewares consumer demand. Num-
bers of TV-appliance dealers have
enlarged and improved their electric
housewares section. One dealer re-
cently said: “They (electric house-
wares) have paid my rent for years.
Now that I'm pushing them, maybe

WAWW-aeriecanradiohistorv-ecom

they’ll buy those two new trucks I'll
be needing this year.”

A great deal has been done in im-
proving sales methods for elec-
tric housewares. Demonstration has
been a powerful factor for years—
and probably always will be. One
dealer plans to use his daughter,
home from college, each Summer as
his own fulltime demonstrator. An-
other dealer intends to operate a
“snack bar” to help sell small appli-
ances, if local authorities permit him
to do so.

Window and floor displays can be
real traffic-stoppers—or they can be
dull and unimaginative. One idea
under discussion recently was the
use of a “mobile”—a device display-
ing products balanced delicately in
suspension on thin wires. Electric
housewares seem readily adaptable
to such a display. Another plan un-
der discussion was the use of a
smal] “Ferris wheel,” with a differ-
ent appliance on each of eight plat-
forms. The wheel, hidden behind a
large panel of corrugated board,
would revolve slowly; and a cut-
out window would allow each prod-
uct in turn to come into view. The
front panel would carry copy such
as: Is Your Home Complete? Do
You Have This (arrow to window)
In Your Home Now?

In fact, there is absolutely no limit
to good display ideas that are com-
paratively simple to create and in-
stall. Certainly, it’'s time well spent
for any electric housewares dealer.

One Dealer’s Idea

Recently we heard of a merchan-
dising idea which one dealer was
considering for a “Dollar Day” pro-
motion in his community. The dealer
himself was uncertain about using
the idea—but it’s worth passing
along. This man planned to adver-
tise as his Dollar Day special that
he'd repair any small appliances
brought to him on that day for a flat
one dollar charge, plus costs of any
necessary replacement parts. This
dealer was proud of his service op-
eration, and he felt his men could
do the work. But he was worried
about sources on replacement parts
on the old clunkers that would cer-
tainly be brought to him.

Again let’s stress changes in living
habits. Whether we like it or not,

(Continued on page 104)
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Powertul
- TV RO7T0R

on the market

Power Waen and Where You
Need 1t .. . To Turn ANY T¥
Anfenra Array Under All
Weather Conditions—

- Comp ete rotor with "COAPASS
COMTROL" cobinet havimg ilhy-
mircted "perfect pattern” d cl
{ses 3 wire cable) ... *4935

CLZVELAND 13, OHIO

CORNELL-DUBILIER

SOUTH PLAINFIELD, NEW JERS:Y
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The Parking Problem Persists

And Many TV-Appliance Dealers Are Moving to

New Locations With Varying Degrees of Success

e The “move-to-the-suburbs” trend
among retailers hasn’t been an ac-
tuality long enough to prove itself.
Some retailers have experienced
good results; for others, not so good.

But many dealers have found that
suburban moves, intended to relieve
the parking problem, have not done
so. In some cases other retailers
came into the same area, and the
parking situation became just as
loused up as ever. Perhaps a few
dealers have hit more trouble in
moving to “neighborhood” areas,
believing they could get more park-
ing relief than they experienced
downtown, only to learn belatedly
that the neighborhood area, too, has
serious parking problems unless
tremendous off-street facilities are
available.

Actually, the downtown location
sometimes proves better, from park-
ing and traffic angles, than the
neighborhood area. The downtown
section usually has fair municipal
facilities and the public transporta-
tion usually feeds into downtown
from all areas. Matters such as
overhead and competition are some-
thing else again.

Once a dealer decides to move
out of his downtown location, he
usually must re-tool his whole mer-
chandising program. While down-
town the dealer could depend on

pedestrian traffic that circulates in
the area for many shopping and
business reasons. This may not be
true in an outlying spot, unless he
moves into a well-established cen-
ter of some sort.

Dealer Must Choose

Thus the dealer must make a
choice. Shall he move into a “super-
market” type of center, which al-
ready draws traffic and has off-
street parking? Or shall he go out
on his own, in “acreage” areas, and
develop parking space?

A dealer in New England recently
moved out on his own. Since the
towns in his area were rather close
together, he figured he'd get a
broader market, as well as more
parking, by locating in a sort of
“hub” between several towns or
centers. Also, he bought his own
land—acreage, instead of a lot. He
considered his purchase as a real
estate investment as well as provi-
sion of ample parking. Yet, today,
he is the only retailer of any sort
within a mile in any direction.

When a dealer goes out on his
own he usually saves on rent, but
plows the savings back into ex-
panded advertising. The New Eng-
land dealer previously mentioned
began using four newspapers where,
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formerly, he had used two. He con-
structed giant displays to catch the
eyes of motorists who moved by at
a lively clip. He increased his in-
ventory and always plugs away with
price leaders. He’s moving into the
“TV-Appliance City” type of oper-
ation.

The supermarket location in the
outskirts offers some problems of a
different nature. Often the sur-
rounding real estate is tied up, too.
Rentals sometimes are at back-
breaking figures, as the dealer learns
when he talks over an “in-the-cen-
ter” store. Many retailers, of all
types (except the supermarkets
themselves), have folded up already
in trying to crash into a supermar-
ket locality feeling that this big
marketing attraction would be a
cure-all for sales problems.

Some Solutions Found

No dealer can sit back and relax
just because his prospects have a
place to park their cars. The super-
market will draw crowds. That’s
proven. But perhaps the dealer will
have to gear himself as a TV-Ap-
pliance “Supermarket,” too, to bring
these crowds in the front door.

One group of retailers has an-
other approach to the parking prob-
lem. They operate in a town of 12,-
000 population. Their established
trading area has no room to expand
—no room for off-street parking—
unless they use a large swampy area
behind their stores. They have suf-
fered substantial losses because of
new shopping centers in the out-
skirts. These downtowners have
banded together and approached the
town fathers with a plan to save
their old shopping center.

They obtained figures indicating it
would cost $200,000 to convert the
swampy area into an off-street
parking area. Also, they contend, it
would beautify the town and pro-
vide parking near municipal build-
ings. These merchants have pro-
posed that they will provide $160,-
000 if the town will kick through
with $40,000. The town officials like
the idea—but the townspeople are
up in arms.

This plan is becoming a real pub-

(Continued on page 104)
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BIG PICTURE—COMPACT CABINET. Double
volue in this hondsome 17-inch table model. Selected
hardwood veneer, rich mahagany finish. Model
F-17TOLH. Also in comb-grain white oak, Model
F-17TOLBH.

MASTERPIECE OF SIMPLICITY. 2i-inch picture;
beautiful console style that will never grow out of date.
Hardwood cabinet fialshed in lustrovs mohogany finish.
Model F-21COLH. Also in comb-grain white cak,

Model F-21COLBH.

AUTHENTIC CHIPPENDALE STYLING;
BEAUTIFUL '54 TV! One of the most effective pieces
ever designed. Genuine mahogony veneer; 2l-inch
screen. Madel F-21COMH. Also in modern comb-grain
white oak, Model F-21CDBH.

With the electronic Picture=-Sentry

roll-over. .. flutter. Automatically g
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e
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df‘g In the studio—under controfled But man-made interference— Scra
conditions — cameras pick up a passing truck, a neighbor's cept
perfect image. Diagram repre- vacuum cleaner—can distort TV Pictt
sents television wave pattern waves. Such interference scram- diste:

n
nof a//' :is";(s:o%peelars on engineer's 05- bles the wave pattern like this. giivs;tv
See these other Crosley features t|

® BUILT-IN UHF RECEPTION gives your customer ® ALt RICH WOOD CABINETS . . . not
all 82 channels—other UHF-VHF combinations plastic.
available. ® SUPER PICTURE POWER . . . Ideal for fi
® FULL-YEAR WARRANTY ON PICTURE TUBE as
well as 90 days on chassis parts, included in Crosley ® REMOVABLE PICTURE WINDOW . .
prices. tomer can clean window and tube face
® PERMANENT PINPOINT FOCUS . . . no fussing ® BRIGHTNESS AND TONE CONTROLS |
with dials. in easy reach.

NEW ALUMINIZED PICTURE TUBE .. on

You cah see it BETTER

CHIPPENDALE CONSOLE. Traditionaf design set
off by gleaming mahogany finish. Your customers can
get oll 70 UHF channels with center diol. Mode!
F-24CDMU. Also in modern comb-groin white ook
cabinet, Model F-24CDBU.

___________uynny ameoericanradiohistarv.com.

GIANT 24-INCH TELEVISION. Handsome con-
sale cabinet finished in polished mahogony. Built-in
UHF—brings in all 82 channels, UHF and VHF. Model
F-24COLU. Alio in comb-grain white oak, Model
F-24COLBUY.
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Keep Tabs on

By John Hofer, manager,
Ohio Appliance Co., Cincinnati, Ohio

Anyone who has a modest home
collection of phonograph records
knows the job of keeping the collec-
tion intact. Misplaced and lost re-
cords are a commonplace problem
in most homes where recordings
are part of the family entertainment.

Multiply this simple inventory
problem by a record collection of
thousands of different selections,
with quantities of each selection
ranging from 5 to 15,000 and the
need for a high-powered inventory
control is readily understood. At
the Ohio Appliance Co., Cincinnati,
Ohio, we have protection through
our Remington Rand punched-card
inventory system of millions of
phonograph records which we sell
to phonograph dealers.

Most any phonograph record dis-
tributor or dealer knows that the
margin of profit for markup is seri-
ously affected by the unavoidable
accumulation of out-of-date and
slow moving records.

This problem of obsolete records
has been studied for many years
by record manufacturers and dis-
tributors. Considered the number
one hazard of our business, method
after method has been applied but
to no avail. Some of the projects
seem to be effective for only a
short time, but none for the long-

A tabulation machine operator checks figures.

term pull. It was not until Ohio
Appliance Inc. turned to punched-
card equipment that we found the
system we needed.

We acquired an immediate in-
ventory reduction of 3315% and an
increase of 35% on order fill per-

John Hofer, manager, Ohio Appliance Co.

centage. As this article is being
written, we have averaged a 95%
dealer order fill for eight months
against a former average of less than
609%. We now have a clean, well
balanced inventory that is giving us
an annual turnover increase from
four times to ten times a year.

Another important benefit we have
gained is the excellent dealer re-
lationships which we have now es-
tablished. The statistical and fiscal
information which we now possess
could never he achieved under our
old style of manual inventory con-
trol. We are now sure that we can
deliver the right selection in the
right quantities at the right time.

When we were discarding our
old system, and installing the new,
we knew that for some time our
inventory was constantly increasing
yet we were continually out of the
fast turnover merchandise which
our dealers wanted. We tore down
our inventory and built up specific
categories such as: popular; Wes-
tern; classical; etc. arriving at ten
distinct classifications. There were,
however, two speeds of records in
our inventory and plenty of trade
rumors that still another one was to
come which would make our prob-
lem further complicated.

We also had recognized for a long
time the need for more specific
sales information as well as some
solution for back-order sluggish-
ness.

At the suggestion of the Reming-
ton Rand representatives, who were
studying our problem, we set up
a dealer code system to identify
our dealers by type, by location, by
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uge Phono Record Stock

county, by trading zone, etc. Once
our dealer coding was completed, we
moved on to the coding of our ten
categories of record selections by
speeds. We soon progressed to the
point where our punched-card
equipment was transcribing our
daily orders to cards, printing our
shipping orders, completing our
dealer billings and, in general,
handling our entire billing operation.
These steps were more or less de-
signed for the improvement of
dealer relations and the handling of
orders and billings with the dealers.

From the information we received
after the cards were punched, sorted
according to numerical sequence,
and tabulated—we were able to de-
velop an excellent inventory con-
trol. We had for the first time a
complete tabulated list of all orders
written by our salesmen on the

Millions of phono records are processed rapidly
and “avtomatically’” by this Ohio wholesaler.
Up-to-the-minute information is available to
dealers, and deliveries speetfed as a result of
the new system developed.

previous business day.

The question arose whether we
could use this list to develop a
merchandise order to be sent to the
factory. If this could be done we
would have the basis of an auto-
matic inventory control.

By establishing a minimum stock
level of all selections on the list
as a basis for replenishing our basic
stock, we built our inventory con-
trol system. A check of our daily
tabulated list against the stock con-
trol cards involved enabled us to
maintain a minimum basic stock on
all of our control cards.

(Continued on page 104)
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r that wipes out streaks ...

ives you true-to-life pictures.
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Crosley Picture-Sentry (an ad-

ion on ordinary TV sets. vanced electronic circult) con-
ire becomes streaked and trols TV wave pattern; guards
1ted. Crosley tackied wave against scrambling. The image
rtion . . . developed excly- on ‘54 Crosley stays clear, sharp,
Picture-Sentry. true-to-life . . . asin the studio.
W MELP YOU SelL/
na :
metal, not ® [LLUMINAYED DIAL ON CUSTOM SETS . . . no

more squinting.

“inge areas.
® WHEN AND IF COLOR COMES . . . your customer
your cus- is assured that his '54 Crosley will receive in black
himself. and white all programs broadcast through the
N FRONT, compatible color system being developed by the

television industry.

ch Custom models. Aluminized film in the tube reflects the light —gives

ast. Picture is brighter, sharper .. . o difference you can demonstrate!

. Oh @ CROSLEY

BIG, BIGGER, BIGGEST! 27-inch screen is one of
the very biggest on the market today. Picture unparal-
leled for ciarity, detail, steadiness. Cabinet finished in
hond-rubbed mahogony. Mode! F-27COMM. Also in
comb - grain white oak, Model F-27COBH.

screen cabinet finished in hond-rubbed mohogany.
Center dial for all 70 UHF channels. Model F-21 TOMU.
Also in comb-groin white oak, Model F-21TOBU.

WHAT'S IN IT FOR YOU?

® Your time. Your time is money—hard, cold cash. You save it when you
offer a customer a known name like Crosley.

@ Like you, your customer has pride . . . solid pride of ownership. When some-
one asks him what make of TV set he owns, he’s proud to say, “I’ve got one of
those new Picture-Sentry Crosleys.” Crosley has 30 years’ experience in elec-
tronics.

@ Your customer knows Crosley is a reliable outfit that’s been in business a
long time, is in business and will still be in business when his little baby is old
enough to vote! He’s sure when he buys a Crosley he can always get service,
always get parts . . . he knows his set will never become an “orphan” TV.

® Pre-sold prospects . . . pre-sold not only by magazine, newspaper, radio
and outdoor advertising, but pre-sold by top-ranking network TV shows . . .
pre-sold customers are what Crosley delivers to its dealers!

® Bigger profits. Priced to sell in big volume with increased margins to
dealers. Get the good news from your distributor.

MAGNIFICENT
CUSTOM CONSOLE
The smart design of this
2l-inch comb grain white
oak console will go well
with any decorating plan,
please your most style-
consc<ious customer.
Model F-21COBH. Alsa
in mchogany veneer,
Model F-2 1 COMH.

COMPLETE FAMILY ENTERTAINMENT
CENTER. 2! -inch television, 3-speed automatic
record changer, powerful FM-AM radio. Hand-
polished cabinet is genvine mahogany veneer.
Model F-21 PDMH. Also in comb-grain white oak.
Mode! F-21PDBH.

B8I1G-SCREEN TV THAT WON'T FILL UP A
ROOM. Lustrous mohogany-finished cabinet will fit
even o small room . . at na sacrifice of big-picture
¢njoyment. Model F-21TOLH. Also in comb-groin
white ook, Model F-2 I TOLBH.

CUSPOM TABLE TELEVISION that combines big-

screen viewing with a trim, hondsome cabinet. 2 1-inch [ r————— —— — ——— — —————

SALES PROMOTION DEPT., CROSLEY DIVISION OF AVCO
Cincinnati 25, Ohio

Please send with no obligation

T Full-line folder shawing Crosley's '54 line
[ A distributor to call and tatk over the way Crosley works:

Name
Street. e

City Stote

I
I
I
I
I
I
I
I
I
I
I
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CROSLEY TV

Jives you the best bait

M%Mﬁzmx@éeywﬂm/

[Lxolusive

entr

INTERFERENCE

e

Picture

© 1653 avco mre comr

GUARDS AGAINST
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And here’s the advertising punch
CROSLEY puts behind the '54 line

YOUR HIT PARADE .. .or.rinine

MUSICAL PROGRAM, Every Saturday night all year, the all-star Hit-
Paraders will sing Crosley right into a national buy-word. And Dave
Garroway will introduce the ’54 line on his popular “Today.”

FIRST 3-PAGE FOLD-OVER TV AD EVER TO APPEAR IN THE SATURDAY
EVENING POST, COLLIER'S, LOOK. Dramatic 3-pager unfolds right out to
grab the reader. These exciting ads will be followed by spreads and color
pages in the Post, Look, Collier’s, Ebony, and other leading magazines.

AND SMASH ADS IN 154 KEY-CITY NEWSPAPERS AlLL OVER THE COUNTRY.
Wherever there’s a market for television sets, Crosley will be there.
Localized big-page newspaper ads will make folks want Crosley, come to
you for a demonstration.

@ RADIO SPOTS @ MAJOR PROMOTION IN HOLIDAY, @ OUTDOOR BILLBOARDS
IN 99 MARKETS THE NEW YORKER, SUNSET, IN MORE THAN
HOUSE BEAUTIFUL, AND 80 MARKETS

HOUSE AND GARDEN

waaLamerticancadiohiston.com
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MORE MUSIC

For the Homes of Your Customers,

MORE SALES AND PROFITS FOR YOU!

JOIN NOW IN THIS GREAT SELLING CAMPAIGN, NATIONWIDE AND IN YOUR TOWN

TO

These Industry Groups SELL MORE RECORDS

Helping the Dealer
Increase Business—

' Record Industry

Association of America

" Phonograph Manufacturers

|

SELL MORE PLAYERS
SELL MORE RECORDERS
SELL MORE HI-FI
SELL MORE RECEIVERS

Association (RADIO-TV) with phono outlets

' Radio-Television

Manufacturers Association

National Association of

Music Merchants

GET ON THE
$ $ $ BANDWAGON!

TELEVISION RETAILING °

July, 1953
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® The good old Summertime is do-
ing all right by records and record
players. While business is down
from seasonal peaks, it’s still sur-
prisingly good, and when the end of
this year rolls around, the 75-year-
old industry will have rung up an
impressive sales total.

For instance, this ’53 total can well
run into about 270,000,000 discs and
more than five million turntables in
phonographs and in combinations.

With movie attendance off, and
with what can be described as a de-
clining interest in the legitimate
stage, television has taken over as
the prime appetite-whetter for re-
corded musie,

Disc Dollars Roll In—

Platter-Minded Public Out Buying in Spiteof Hot Weather. '53 Seen a Top Year. TV

Let’s take a look at the home mar-
ket potential for records and pho-
nographs. To begin with, let’s say it’s
more than merely colossal. Let’s say,
too, that in spite of the industry’s
ripe old age it hasn’t done a good
job.

Facts? Here they are: Out of the
total of an estimated 25,450,000 turn-
tables owned, 7,000,000 are not in
use because of inoperative condition
or obsolescence. This leaves a total
in use of 18,450,000! (Sz=e accom-
panying table showing how many of
those old 78-only phoncs are in-
cluded!) There are more TV sets in
use right now than there ..re phono-
graphs. And this in spite of the fact

240 270 300 330

150 180 2I0
MILLIONS OF RECORDS

120

90

Phonograph record production figures from 1919 to present. Comp’led
by the editors of TELEVISION RETAILING. Copyright, 1953. (*Estimated.)

And television is a double-bar-
relled disc and player salesman be-
cause it sells popular and classical
music to viewers in the home. And
TV has brought about an even
greater trend to in-home living than
did the slow-to-catch-on advent of
radio.

Naturally, then, as more and more
people get into the habit of spend-
ing more time at home, the greater
the disc and phono potential becomes.

It is significant to point out here
that in skyrocketing sales of discs
in the home, television brought about
a slow-down in the jukebox indus-
try. Hence the need for taking up
this slack by an all-out drive for the
home market, with the spotlight fo-
cused on the dealer as the man to do
the job.

30

that commercial television is but
sweet-six-plus-years-old; the rec-
ord industry pushing seventy-six!

Now all of this doesn’t mean that
the phono record and phonograph
business is “senile,” or that it has to
wait for life to begin at 80, or any-
thing like that.

But it all does go to prove at least
two things: 1. That the industry’s
products, discs and players, need
more joint promotions such as those
being undertaken by RTMA and
RIAA, and 2, that the potenial is so
excitingly huge that an all-out ef-
fort at the retail level, with whole-
hearted cooperation by manufactur-
ers and distributors, could easily
double the present annual volume!

And the way to such upred vol-
ume is crystal-clear.

www americanradiohistorv-com

Breakdown of
Phono Record Sales
By Speeds:
45RPM . .... ... $ 60,000,000
33-1/3 RPM . ... 70,000,000
7ERPM ........ 120,000,000
By Categories
Pops, including
Westerns, folk,
hill-billy, etc. . ..$155,000,000
Classical ....... 70,000,000
Kiddie ......... 25,000,000

Manufacturers and distributors of
records should try to interest more
GOOD dealers in records, realizing
that though a small percentage of
TV -radio-appliance dealers sell rec-
ords today, this small percentage ac-
counts for 90 per cent of all sales of
phono records in the home market.

Manufacturers and distributors
should abandon operating on the
premise that the disc volume is fixed
at about its present level.

More good outlets, rendering serv-
ice, and selling playing instruments,
can skyrocket sales.

The first job is to get more mod-
ern players into the homes, includ-
ing extra phonos for various rooms,
and the dealer who sells products
associated with records is the best
man to do the biggest job.

In this market, where consumer in-
terest in recorded music is at fever-
pitch, the merchant has a golden op-
portunity. He can’t capitalize on it by
sitting back and just letting people
buy phono records.

Mechanical and electrical phonographs in use by
years, from 1927 to present. Figures include turn-
tables in combinations. Compiled by editors of
TELEVISION RETAILING. Copyright, 1953, (*Esti-
mated.)

MEGHANICAL
| PHONOGRAPHS

MILLIONS OF PLAYERS
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Brisk Biz In Phonos

Boosting Sales. Huge Potential With Less Than 19 Million Turntables in Actual Use.

He has to get more players into
the homes in his community in or-
der to build his disc sales.

There are a great many phono-
graphs and combinations on the mar-
ket today, and the price range is
wide. A real out-and-out drive for
turntable business, with extra play-
ers for different spots in the home,
will pay off handsomely in profits on
the players and a steady increase in
sales of discs.

This is a vigorous market, where
even the price-war situation in
many of the big cities seems to be
lessening in intensity.

For the dealer, getting that new
phono into a home is like lending
someone his piggy bank to fill for
him—with their money. He makes a
profit on the player to begin with,
and from there on, there’s a steady
income in the form of record sales.

There are two (2) markets that
are getting increasingly strong at-
tention now.

Market One: Special interest is on
the up-swing in the children’s field.
Generally, this means the ages of
three through eight years. Further-
more, it means the promotion of
good players rather than the musical
toys that play records but do little
to develop a child’s appreciation of
music.

The so-called experts on child psy-
chology have put a stamp of approval
on players and selected records.
There’s enough usage in this age
bracket for good word-of-mouth ad-
vertising. And some of the strongest
sales reasons exist for tapping this
rich segment of the market—both for
players and discs. Here’s a baby-
sitter for the mother—a ‘teacher”
under the parents’ control (in record
selection) —endless hours of “restful

of players in use.

| condition or obsolescence

Toial in use

records also,

ances!

halt to the long-lived price-war,

ONLY 18,450,000 OPERABLE TURNTABLES
OWNED IN 44 MILLION WIRED HOMES

With the present intense interest in recorded music, here’s the poor showing

Phonographs
78-only 12,500,000
33-only 700,000
45-only 3,000,000
78-33 250,000
3-speed 9,000,000

Turniables not in use because of inoperative

Note. There are more TV sets in use in this infant industry than there are play-
ers in the 75-year-old phonograph business.

(Figures compiled and copyrighted by TELEVISION RETAILING.)

A STABILIZED PRICE ON RECORDS WOULD BRING
A LOT OF GOOD, NEW DEALERS INTO THE FIELD

Only a small percentage of merchants who sell TV, radio, appliances sell phono
90 per cent of all phono records are sold by dealers who sell TV, radio, appli-

Instrument dealers who have their own service departments sell the bulk of the
records. Many more cun be attracted if the phono record industry can call a

2_5,7136,-600 total owned

7,000,000
18,450,000

play” for the little guys who natu-
rally have “dynamo” tendencies.

And what a salesman a kid can be
when he really wants something!

Market Two: Here's an old one—
the teen-age gang. Some dealers
have turned in a top-level job on
this market for years. But the sur-
face is only scratched. Just like the
adults, teen-agers, too, are staying
home more, doing more home enter-
taining. Perhaps it’s TV again that’s
doing the trick.

Seasonal trends in retail disc sales averaged over the past few years. Each bar represents percentage
of annual sales expected during the certain months. Copyright, 1953, Caldwell-Clements, Inc.

PERCENTAGE OF ANNUAL SALES

TELEVISION RETAILING ° July, 1953
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Teen-agers can afford to buy their
own players and records now—for
they have more spending money and
get greater employment at various
part-time jobs than they’ve ever had
before. And your record department
is one of the first places they’ll head
for.

Recorded music is like a very
palatable morsel of food. Once the
taste is developed, it usually re-
mains. And the appetite grows. So
the dealer can feather his own nest
by getting the youngsters in a mood
for music at an early age.

Summing Up

Yes, this business is big, and it’s
lusty, and it’s just bubbling over at
the consumer level. But that un-
tapped potential—brother, that’s
truly big game to go after!

Millions of people hear about rec-
ords every day, and would like to
own a phonograph.

Advice to the dealer: ask ’em all
to buy, and make yourself some real
money from here on.
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Crowds Ready and Rarin’

® The wheels are turning—and it
looks like a bang-up session this
month for the Music Merchants!

It’'s the 52nd convention for the
National Association of Music Mer-
chants, Inc.,, being held July 13-16
at the Palmer House, Chicago.

Reports from dealers indicate an
exceptionally keen interest this year
in industry trends. Thus a record
turn-out is expected. The dealer in-
terest in TV-radio, phono records,
phonos, Hi-Fi and recorders is stim-
ulated by model changes, new man-
ufacturers in the field and a few new
merchandising trends.

NAMM has developed an impres-
sive program, which gets its launch-
ing on Monday, the 13th, with a talk
by Henry E. Callaway, president of
the group. On following days, NAMM
will hold its business meeting and
various sessions designed to aid
members in store operations.

One interesting sidelight will be
the formation of the new Junior Ex-
ecutives group. A meeting of char-
ter members will assemble for an
opening day breakfast, under the

guidance of temporary co-chairmen
Parham Werlein of Philip Werlein,
Ltd.,, New Orleans, and William P.
Chrisler, Jr., of Aeolian Company,
St. Louis. Clarence M. Pettit,.advisor
to JENAMM, and a director of
NAMM, will aid the group in its or-
ganization.

The industrial music field will get
special attention this year with a
special session on Thursday, the 16th.
This segment of the music business
is looked upon enthusiastically by
the NAMM members who have stud-
ied it. Dealers who have made spe-
cial overtures to the industrial phase
of the business will lead a brass
tacks discussion on possibilities in
industrial music.

Manufacturers have moved in
heavily, snapping up the available
display space. (A partial listing of
exhibitors on the facing page.) The
TV and Hi-Fi makers are expecting
exceptional interest from the trade.
They will show new lines and new
models that are expected to stimu-
late their respective fields consider-
ably.

Members of Record Industry Association of America

Capitol Records, Ine.
Columbia Records, lnec.
Decea Reeords, Ine.

RCA Victor Division, Radio Corpora.
tion of America

London Records. Ine.

Dot Records, Ine.

The Folk Dancer

Folkways Records & Service Corp.
Life Musie, Ine,

James 11, Martin, Inc.

National Records Co., Inc.

Russell Records

The Shelby Musie Publishing Co.
and Record Mfrs,

Square Dance Associates
Standard Phono Corporation
Star Music & Recording Studios
Thomas J. Valentine, Ine,
WCFM Recording Corporation
The Windsor Company

Banner Records, Ine.

Dana Records, Ine.

Empire Record Corp.

Jubilee Record Co.

Polymusic Reeords

The Mercury Record Corporation
M. G. M. Records

Simon and Schuster, Inc.
Atlantic Recording Corp.

The Children’s Record Guild
Clef Records

Mesner Sales. Ine,

Raxor Corporation

Savoy Record Co., Tne.

Specialty Records, Inc.
Urania Records, Ine.

Vox Produetions, Ine.
Peacock Records, Ine.
Ansonia Records, Ine.
Bartok Records
Cherokee Recording Co.
Circle Record Company
Dee Gee Record Company
Delilak

Derby Records, Ine,
Rainbow Recording Corp.
Seger Records, Ine.

Zodiac Record Co.

Members of

Phonograph Manufacturers
Association

B & R Electronics Co.

Birch Phonographs

Dean Eleetronie Corp.

Dynavox Corporation

Edu-Craft Sales Corp.

Hudson Electronics Corp.

Kraft Brothers

Major Eleetronies Co.

Sonic Industries

Steelman Phonoe & Radio €Co.. Inec.
Symphonic Radio & Electronics
Trylon Radio Laboratories

Vanity Fair

32

www-americanradiohistorv com

More Homes Demand Music

13

... There is every indication that
an increasing number of homes are
becoming equipped with record-
playing machines and Capitol sales
are maintaining a high level con-

trary to the traditional “Summer
slump” that one anticipates this time
of the year ... All in all, the picture
is a bright one for every type of re-
corded music and we sincerely be-
lieve that this Fall and Winter
season will be the best in many
years.”

GLENN E. WALLICHS, President,
Capitol Records, Inc.

Heavy Sales Assured for '53

13

. . . Increasing trade and public
acceptance of our Permo and Fideli-
tone lines of phonograph needles as-
sures heavy billing during the last

seven months of 1953. Our sales, ad-
vertising and promotional plans are
geared to make the most of the in-
dustry-wide campaign to “Bring
More Music Into the Home.”

GAIL S. CARTER, Vice-President
Permo, Incorporated

Needles Get Dealer Push

“ ... It has been extremely difficult
for the average dealer to keep up
with the wariety of phonograph

TELEVISION RETAILING * July, 1953
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fo Go 1o the Music Show!

needles that are now necessary to
service their customers, but in the
past year the declers have risen to
the challenge and are now beginning
to make real profits on the sale of
needles.”

KARL W. JENSEN, Jensen Indus-
tries, Inc.

Geared For Big Seascn

“ . .. Through progress to maintain

leadership sums up the theme of our
Fall planning i~ the RCA Victor
record division . . . a vigarous drive

for top positior. in the sircle record

field complete with new personnel . ..
fewer releases, a renovated artist
roster and increcsed popular promo-
tion—all these herald RCA Victor's
call for the best sales and dealer rela-
tions in the record industry today.”
EMANUEL SACKS, Vice-President,
Record Dept.,

Radio Corporation of America

1009, Gain Over '52 Expected

“ _ .. The sale of Pentron tape re-
corders and accessories has far ex-
ceeded our projection as of the first

. . convinced that the
sales . . . will. for the last half of
1953, be double that of the last half
of 1952.”

IRVING ROSSMAN, President,
Pentron Corporation

of the year .

TELEVISION RETAILING * July, 1953

Huge Interest in Phonos

“One out of every two families in
this country owns a phonograph—
22,000,000 of them. And today, fo
the first time in several years, we

3

are hearing from dealers and dis-
tributors that there is as much con-
sumer interest in phonographs as
in TV sets. Record-playing for home
entertainment is booming again.
Today consumers are interested in
buying mew phonographs so they
can play the mew speed records—
only half of those 22,000,000 families
own mew speed equipment. Record
dealers can create an enormous new
market for 11,000,000 families who
have yet to buy their first “Lp” and
45 RPM discs.”

JAMES B. CONKLING, President,
Columbia Records Inc.

Music Up, TV Helps Sales

«“ . Actually, the sales of radios,
phonographs, records and musical
instruments are higher than they
were before television’s boom—and
TV continues to thrive . .. this indus-

try can reassess its prospects on the
basis of four or five or seven instru-
ments per family, instead of the one
or two we used to set as a goal . . .
we can look forward to a great fu-
ture.”
R. F. BLASH, Board Chrm., Pres.
Webster-Chicago Corporation
(Continued on page 44)
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Partial List
of Exhibitors at

1953 Music Show

AMERICAN MUSIC CONFERENCE, Room 830

AMPRO CORP., Booth 75

AUDIO INDUSTRIES, INC., Rooms 626, 627, 628

B & R ELECTRONICS, Room 645, Booth 78

ARTHUR C. BARNETT, INC., Booth 12

BEACH INSTRUMENT CORP., Room 887

BOETSCH BROS., Room 910

CAPITOL RECORDS, INC., Booth 56

CHICAGO ALBUM & SPECIALTY CO., Booth 45

C. G. CONN, LTD., Rooms 731, 732, 740, 741, 742,
743, 805, 820

CONNSONATA (Div. C. G. Conn, Ltd.) Rooms 889, 890

CRESCENT INDUSTRIES, INC., Room 605

CROSLEY DIV., AVCO MFG. CORP., Booths 7, 8 9

DAMPP-CHASER, INC., Room 947

DEAN ELECTRONIC CORP., Room 959

DECCA RECORDS-CORAL RECORDS, Booth 44

ALLEN B. DU MONT LABS., INC., Mezzanine

DUOTONE CO., INC., Room 654

DYNAVOX CORP., Room 910-W

EDU-CRAFT SALES CORP., Room 908

ELECTRO MUSIC, Room 893

ELECTROVOX CO., INC,, Booth 57

ELSO MFG. CO., INC., Booth BO

ESQUIRE RADIO CORP., Rooms 649, 650

ESS & ESS MFG. CO., Room 7002

CARL FISCHER MUSICAL INST. CO., INC., Rooms
702, 703, 905

FISHER RADIO CORP., Room 636

GENERAL ELECTRIC CO., Sec. A, Red Lacquer Room

GRAYLINE ENGINEERING €0., Room 958

GUY HOBBS, INC., Room 662

HEDCO MFG. CORP., Room 903-W, Booth 52

HOFFMAN RADIO CORP., Rooms 651, 652

HUDSON ELECTRONICS CORP., Room 604

JENSEN INDUSTRIES, INC., Booths 85, 86

JEWEL RADIO CORP., Rooms 633, 634

KRAFT BROS., Room 902

LE MIRE PRODUCTS, Booth 11

LONDON GRAMOPHONE CORP., Booth 1

THE MAGNAVOX CO., Private Dinlng Room

MAGNA ELECTRONICS CO., Room 746

MAJESTIC RADIO & Tv DIV., Wilcox-Gay Corp.,

MAJOR ELECTRONICS CO., Room 618

MASTERPIECE TV MFG. CO., Booth 14, 15, 16

MELODY RECORDS SUPPLY CO., Booth 69, 70

MOTOROLA, INC., Room 601

NATIONAL TELETABLE CORP., Room 681

NORTH AMERICAN PHILIPS CO., INC., Room 644

PEERLESS ALBUM CO., INC., Booth 72

PENTRON CORP., Room 603

PERMO, INC., Booth 43

PHILCO CORP., Red Lacquer Room ‘‘C”’

PORT-0-MATIC CORP., Room 635

RADIO CORP. OF AMERICA, RCA VICTOR DIV., Pri-
vate Dining Room 14

RADIO & TELEVISION EQUIPMENT CO., Room 795

RECORD CORP. OF AMERICA, Booth 71

RECOTON CORP.. Booth 74

REVERE CAMERA CO., Booths 3, 4, 5

RIDGEWAY DIV., GRAVELY NOVELTY FURNITURE
0., Room 632

RISTAUCRAT, INC., Booth 42

ROWE INDUSTRIES, Room 755

RUSSELL RECORDS, Booth 48

SANO CORP., Room 975

SCHULMERICH ELECTRONICS, INC., Rooms 879, 880

SCOTT RADIO LABS., INC.. Rooms 660, 661

H. & A. SELMER, INC., Rooms 752, 756

SHAW TELEVISION CORP., Rooms 640, 641

SHERATON TELEVISION CORP., Booth 6

SHURA-TONE PRODUCTS, INC., Room 656

H. ROYER SMITH CO0., Room 646

SONIC INDUSTRIES, INC., Room 901.-w

SONORA RADIO & TV CORP., Booths 83, 8%

SOUND PROJECTS CO., Room 942

SOUND WORKSHOP, Room 904

SPARTON RADIO-TELEVISION CORP., Rooms 679, 680

SPIRLING PRODUCTS CO., INC., Room 620

STEELMAN PHONOGRAPH & RADIO CO., Room 659

STROMBERG-CARLSON €O., Private Dining Room 17

SYMPHONIC RADI0 & ELECTRONIC CORP., Rooms
682, 683, Booth 2

TELE KING CORP., Rooms 676, 677, 678

TONK MFG. CO., Room 859

TRYLON RADIO LABS, Room 916

UNIVERSAL CO., Rooms 642, 643, Booth 82

V-M CORP., Room 648, Booth 62

VANITY FAIR CO., Room 903

WATERS CONLEY CO., Room 657

WEBSTER-CHICAGO CORP., Rooms 638, 639

WEBSTER ELECTRIC CO., Booth 91, 92

WESTINGHOUSE ELECTRIC CORP,, RAD10-TV DIV,
Red Lacquer Room “‘B°’

DAVID WEXLER & CO., Rooms 710, 711

WILCOX-GAY CORP., Booths 89, 90

ZENITH RADIO CORP., Private Dining Rooms 15, 16
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Unique Methods to

Up Recorder Sales

® Sometimes there’s a “sleeper” in
this TV-appliance business that
crashes through to the high-profit
columns before the sharpies begin
knocking it to pieces on a wide scale
with cut prices and wild trade-ins.
Usually such a product takes a bit
of specialty selling—but it pays off.

The tape recorder is enjoying this
position now.

Recently, a number of dealers
were approached regarding sales
methods on tape recorders. Frankly,
many dealers were not even stock-
ing tape recorders; some stated
they were making no special effort
on them. But the dealers who had
put a bit of “push” behind record-
ers were very enthusiastic over (1)
volume and (2) profits.

There Are Various Approaches

There are many unique sales ap-
proaches which can be used effec-
tively in building up sales on tape
recorders. In fact, the methods
of reaching prospective customers
must be unique—for here is a “dif-
ferent” product and the prospect is
hard to classify. Tape recorders are
being sold to musicians, business
men, home owners, -clergymen,
salesmen—all kinds of people, and
for all kinds of reasons.

Some dealers, such as Grinnell
Bros. (TELEVISION RETAILING,
Feb. ’53) have made a specialty ap-
proach through musicians and mu-
sic students. But other dealers are
not so perfectly geared to reach in-
to the music field. These dealers,
usually, reach out for an extremely
broad list of prospects.

One dealer, for instance, has built
his reputation largely on his wash-
ing machine business—and, in re-
cent years, he has moved heavily
into television. Last year he ana-
lyzed several new products—
frankly, he says, to search out
products which would give him a
good profit, with a minimum of com-
petition and trade-in problems. The
tape recorder looked like a good
bet.

A super~-market in his town uses
a “birthday gift” idea, presenting
each child, registered by its parents,
with a birthday package. This TV-
appliance dealer tied in with this
idea, offering a tape recording of
the child’s voice on his birthday. If

34

agreeable with the mother, the
dealer makes the recording in the
home, explaining that the child will
be more at ease there. Certainly,
he said, there are plenty of laughs
—and headaches. But he reports
that sales are very satisfactory.

When the parents show a real in-
terest in the recorder, the dealer
makes a pick-up from the radio or
television set. He explains the op-
eration to the father—then insists
that the latter keep the machine for
a couple of days.

In a large Mid-Western city an-
other dealer concentrates on busi-
ness organizations who are particu-
larly concerned with improving
sales presentations. He stresses the
value of the tape recorder in allow-
ing salesmen to hear their own
pitch, and to permit an analysis of
speech habits, '

This same dealer has another an-
gle he’s working on now. He’s build-
ing up a list of the local musicians
and entertainers. He doesn’t antici-
pate a great deal of business among
the real “pros”—for he feels they’re
a close-knit group that will have
access to fine professional equip-
ment. He expects his biggest pay-
off from people who are trying to
break into the entertainment field.
He’s trying to work out a deal with

producers of radio and television
shows which attract amateur talent,
just to get names of youngsters who
are trying out for these shows.

People Love 1o
Hear Themselves Talk

There’s a bit of “ham” in every-
body! That’s the theory used quite
effectively by another dealer in a
small city. He has arranged with
local civic clubs—Lion’s, Kiwanis,
Rotary—to make tape recordings of
each speaker at their regular meet-
ings. The orators love it. The dealer
follows up quickly—while the speak-
er is still up in the clouds over his
world-shaking remarks. This mer-
chant says it pays off.

Another good prospect is the
owner of a movie camera. Very few
movie camera fans use regular film
sound track. The tape recorder—
with its long-playing ability—af-
fords an excellent means of dub-
bing in sound. It’s a wonderful way
of making a travelog out of a fish-
ing trip, a vacation, or a trip
abroad. Also, it's good for those
“growing up” films of children
which every proud parent cherishes
so deeply.

(Continued on page 68)

It's Good Business to Handle

RECORDERS Because . . .

There Are Few Trade-Ins

There Isn't Much Competition

It Isn’t Necessary to Stock Heavily
Models Are Not ‘“‘Dated’—

Can be Carried Over

There Isn’t Any Wide Spread

Price-Cutting on Them

www americanradiohistorv com
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Something Really NEW Has Been Added!

“"COMPACT”
Tape Recorder

and Player <@,
S } g TN e e

Only complete | fﬁ_‘méf&_‘:w 5

e

with ¢ Microphone °* Reel
of Tape * Extra Reel * Mike
Input ¢ Phono-Radio Input °
External Speaker-Amplifier Output

Nothing Like It in the Industry. . . Choice of 4 NS
oice Or 4 caeis E i

Good Tape Recording at a Popular Price * 3%PS
* 7V IPS

Sce it and marvel! Hear it and be amazed! Never before

in the history of magnetic recording has there been such ———

a combination of quality and price. Every buyer who 0 /
. . . 1t sy /
has seen and heard it sings its praises. .. thousands have ‘)ZJﬁld.)F
121

been sold from the pilot model. You owe it to your- R
0oz 6(0)y
/ Palmer ry, lise

Music ndustry
"rade Shoy

self to see this marvel before you leave the Show!

A Quality Tape Recorder

]

At a Price Everyone Can Afford

CRESCENT INDUSTRIES, INC., 5900 W. Touhy Avenue - Bhécag’n%ﬁ,{llliﬁoi:s:_:., =

2 o
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Profitable Magnavox Franchise

Evaa R. Moon

Merahandise Manager

Majer Appliance Department
Joskz="s of Texas

San Antonio, Texas

Jaske's of Texas, San An wonio, Texas

“Joske’s of Texas’’ reports:

“Ameng the Magnavox prindples contributing fo
our cuccess is the protected distribution policy
whizt eliminates chiseling dealers and back-door
distributor deliveries.” SoanSHor 2o

® “This year Joske’s celebrated their fifth
aniversary as a Magnavox dealer. The
event was marked by three record sales
r enths—1200 Magnavoz instruments dur-
irg May, June and July!

“_r. addition to tae Magnavox protected
dsribution policy, Mr. Moon credits the
following reasons fcr Joske’s big success
w-ta Magnavox inst-uments:

® “Llinimum servicz costs, which have a

definite mark-up percentage value.

“The -adiation 5° complete satisfaction
and good-will from our thousands ef Mag-
navox bappy users—a powerful sales in-
fluence.

“The fact that Joske’s employees are so
enthusiastic abou: Magnavox products. A
high percentage 1ive Magnavox instru-
ments i1 their homss.

“We went to thenk you,” wrote Mr.,
Moon, *for the splandii cooperaticn, fine
merchandise, the >-ofit opportunities and
the excellent polizies of Magnavex. We
are protd of cur associztion with you.”

Be a Magnavex 3uest ¢t the 1953 Music Show, Private Dining Room Mumber 1€, Palmer Howse, Chicago.

7 REASONS WHY

Magnavox is the best franchise for building a sound. profitable bssines;—

1 Protected Markets. 2 Direct Dealings. 3 Longest Discaunts. 4 Reliable Prices.
5 more Advertising Dollars Per Dealer. 6 Sound Merchandising He p. 7 Staunchest Owner Loyalty.

COAST-TO-COAST THE STORY IS THE SAME... for a sound,
profitable, long-term business, Magnavox is the BEST franchise.

THE PAGNAVOX COMPANY, FORT WAYNE 4, INDIANA - MAKERS OF THE FINEST IN TEZEVISION AND RACIO-PHONOGRAPHS
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LIST

The name, the features
your customers want

THE RCA NAME for unequalled consumer preference
APPEARANCE as modern as this minute
PUSH-BUTTON controls for easy operation
EASY THREADING for easy demonstration

RCA Sound tape brings these high-ticket cus-

BETTER TONE, LONGER LIFE through RCA engineering tomers back again and again. Full RCA line
includes Reel-Tab adhesive labels, Carry-All
tape carrier, and Cover-All recorder cover.

...and here’s repeat business

RIGHT PRICE for your customers—for you

CONTACT your RCA Victor Distributor today for information on the RCA
PusH-Burron Tape Recorder . . . AND RCA’s dealer kit and merchandising program.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS CAMDEN. N. J.

®
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—Tole King—

| famous for the higgest markup In the industry
"""""" spotlights

BIG PRO

with its FOUR-SEASON
SELLING LINE!

CONSOLE TV

models in styles to suit any
decor! 17, 21", 24" and 27"
screens. Available in VHF only, or
complete all-channel UHF-VHF.

.
a".
°

TABLE MODEL TV

with console performance!

17 and 21" screens.
Available in VHF only, or
complete all-channel UHF-VHF.

TV, RADIO, and 3-SPEED
PHONOGRAPH

combinations. Complete home
entertainment units, with 17"
or 21” screens. Available

in VHF only, or complete
all-channel UHF-VHF.

@ 3 6 8 o & 6 8 6 6 0 0 6 0 6 0 06 0 % o 0 0 0

3-WAY PORTABLE

for perfect performance, anywhere.
Engineered to outperform any portable
on the market. Offered in a wide
selection of brilliant new colors.

CLOCK RADIO

no bigger than a clock, but
many ways better! A valet, maid,
and star performer, all in one
compact entertainment package!
In a choice of colors.

TABLE MODEL RADIOS

engineered for top performance,
decorator styled in a large variety
of colors to harmonize with the
decor in any room in the house.

@ @ o ® 6 0 0 © 0 0 0 0 0 8 0 o 0 0 0 00 0 e 0 0 e v e e s e e s

—ele King -

601 W. 26th St. * New York 1, N. Y.
See this full line at the Nat. Assoc. of Music Merchants
Show ... In Suite 676-7-8, the Palmer House, Chicago,
July 13—16, 1953

O 2 ® 6 ® 8 @ 6 6 6 5 6 5 6 0 0 & 6 5 O 6 6 e O 2 e e e e e o

“WEATHERKING” ROOM _«——
AIR CONDITIONERS /%Qgg;/ﬁ

with more great new ‘‘years-ahead’’ T —
features than any other unit.
Heats and cools .. . automatic

thermostat . . . all at no extra cost!

38 TELEVISION RETAILING + July, 1953
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NEW! SMART!
STYLED TO SELL ON SIGHT!
IT'S A BEAUTY!!!!

THE BEAUTIFUL Here's the very latest in ‘‘eye-catching . . . ear-pleasing”’
MODERNISTIC 4-tube small radio with buiit-in loop antenna.

MODEL #5100 § A compact superheterodyne with
by JEWEL a choice of 4 popular colors:

EBONY IVORY RED WALNUT
A top quality JEWEL

masterpiece at an

amazingly low See this J EW EL and all other “Gems"
price of under 51 000

distributor cost

of the air in Radio and TV in Chicago at
the N.A.M.M. Show, July 13 to 16 at the
Palmer House, Rooms #633-634.

RADIO CORPORATION

900 PASSAIC AVENUE ° EAST NEWARK ° NEW JERSEY

»

’ %f%ﬂz /
M[’ V/44 (4
ﬂﬁ Fidelitone has been first choice for
listening pleasure in American homes
1),“

for more than a decade.

20,000 Dealers can’t be wrong —
Fidelitone is their first choice to
satisfy public demand for the best.

PERMO, cﬂncol/m?aﬁm’

CHICAGO 26
Booth 43

PHONOGRAPH NEEDLES

TELEVISION RETAILING ¢ July, 1953 4
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Your ears
won't believe

what they
hear...

You're in for a wholly new experience. ..
for an exciting glimpse of the latest de-
velopments in television. You'll find the
new Hoffman Easy-Vision* Television ad-
vances for 1954 not only an"eye-opening
but an ear-filling occasion. Look us up at
the Music Show, won't you? .

EASY-VISION"
television

*Trademark

e Drop in and see us
\Q/M _\\ Palmer House, Hoffman Suite
\ Rooms 651-652

42

wany americanradiohistonr-eam— —

(Continued from page 33)
Customer Wants Hi-Fi Facts

“...Hi-Fito the mass market should
be translated into terms the con-
‘sumer understands. The time is ripe
to take Hi-Fi out of the technical
aura it has assumed . . . Let the con-
sumer see it in terms which he un-
derstands—a radio-phonograph with
quality reproduction and more en-
joyable listening, plus interior styl-
ing previously reserved for custom
sets.”

CLIF HOWARD, Sales Manager,
Sound Workshop

Music Season Looks Good

&«

. . . The coming season looks like
a good one . .. sales trend definitely
leans toward better phonographs . . .

and sound has helped as does rise in

record sales . . . The dealer with a
sound sales policy backed by effec-
tive advertising and promotion is
bound to find this one of his best
years.”

JOSEPH DWORKEN, President,
Dynavex Corporation

(Pres., Phonograph Mfrs. Assn.)

Hi-Fi Needs Demonstration

“ ... High Fidelity is today a bona
fide and lucrative business . .. This
is the era of Music coming of age . . .
Every customer of every music and
radio dealer is a prospect for a high
unit sale; but the intangible beauty
of high quality music reproduction
cannot be described by the written
word . . . it must be demonstrated.”
LAWRENCE EPSTEIN, Sales Mgr.
University Loudspeakers, Ine,

Hi-Fi on Up-Trend

€

‘... High-fidelity reproduction is
definitely on the up-trend . .. radio
retail merchants will do well to set
up Hi-Fi show rooms . .. Sales po-
tential of Hi-Fi equipment is there
for the asking.”

JAMES 1. BENJAMIN, Sales Mgr.
Pilot Radio Corporation

(Continued on page 69)
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Here's the big advertising package that's
selling for you during July and August:

Robert Q. Lewis ®
Sunday night %2 hr. show.

Robert Q. Lewis ®
Window and counter displays

Mats @
Radio Copy @

National ads ®
in Sat. Eve. Post., Colliers, Holiday,
Seventeen, Ebony, New Yorker, Sunset.

4651 These are the Webcor units being pre-
®W/C—1953 sold for you this summer

TELEVISION RETALLING ¢ July, 1953

obert Q. Lewis
heads Webcor’s

giant SUMMER
advertising
campaign

... Proving with profits that
“Entertainment Knows No Season’

Here's a message that’s as welcome as water on the
Sahara desert. WEBCOR defies industry tradition
this summer with its powerful summer national
advertising program. Unlike the usual industry
practice of cutting advertising budgets during the slow
months, Webcor is zooming ahead with the sound
thinking that “entertainment knows no season.”

Now you can double . . . even triple your July and
August Webcor sales compared with last year.

Webcor’s giant summer promotion is spear-headed by
the tremendous new nationwide Sunday night radio
show starring Robert Q. Lewis. This terrific salesman
went on the air June 7 and has been piling up Webcor
sales ever since. Why don’t you tie in with this and
the rest of the excellent Webcor SUMMER promotion.
You’ll make yourself profits undreamed of during

any previous summer.

Cntwitpimment, kngwd e seasom
[[]'ebcor‘

By Webster-Chicago » Chicago 39, lllinois

2 =Ny
& > & &

Maestro Midge Lark Holiday Jubilee

Tape Recorder

43
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17.inch DuMont
Selfocus* tube,
Contemporary table
model,
or walnut hues.
Built.in UHF.VHF
antenna. 82.chan-
nel tuning optional,
Matching base ex.
tra.

DuMont

Thls Full-Profit Line invites

. Jor power! performance! quality!

DuMont
SUTTON

mahogany

DuMont de Lixe
CHATHAM
17.inch Du Mont Selfocws*
tube. Contemporary table
model, matching base ex.
tra, as illustrated. 82-chan.
nel tuning optional. Built-

in UHF.VHF antenna.

R e e =i
DuMont de Luxe
WARWICK
American Contemporary
table model. Mahogany eor
limed oak finish. Matching
base extra, as illustrated.
21.inch Du Mont Selfocus*
tube. Phono-jack. Built.in
UHF-VHF antenna. 82.

value! at every price!

Great News for You from Du Mont Engineering! Here—like a bugle call
to greater profits for you — are complete quality features, to be compared with

every make at every point in every set at every price! See all that Du Mont
offers:

% NEW STRONGER NATIONAL ADVERTISING! = preselling complete Du Mont
quality to your best customers month by month in top magazines and newspapers!

% NEW STRONGER SALES FEATURES! — see the Complete®* Comparison on this
page. Read it and cheer!

% RIGHT PRICES FOR ALL YOUR CUSTOMERS! — and better values in every set, with
Du Mont quality control from end to end of the line!

% MORE ATTRACTIVE DEALER DISCOUNTS! — yours in a shorter, more profitable
line that reduces your inventory and saves your display space!

ALL your customers © (f ,95 i
can afford n T Y 18/

QUALITY TELEVISION (1 73nch 00 Mom)

First with the Finest in Television . . . Past, Present and Future! SUTTON LD "‘°d°'

DuMont de Luxe DuMont de Luxe HARTFORD

DuMont WALTON

channel tuning optional.

Other sets not illustrated:
DuMont BEVERLY

DuMont de Luxe
RIDGEWOOD *41”

DuMont Custom
ROYAL SOVEREIGN

LYNWOOD

Swedish Modern cabinet, ma.
hogany or limed oak finishes.
21-inch DuMont Selfocus*

tube. 82-channel tuning op-

tional. Built-in UHF-VHF
antenna.

BRADFORD

English traditional cahinet,

mahogany finish. 21.inch
Du Mont Selfocus* tube.
Phono-jack. Built-in UHF-
VHF antenna. Optional 82.
channel tuning.

2).inch Du Mont Selfocus*
tube. Swedish Modern design
in limed oak or mahogany
finish, Optional 82.channel
tuning, built-in UHF.VHF
antenna.

2)-inch big-screen pic.
ture on DuMont Selfocus*
tube. Contemporary table
model, finished in ma.
hogany or limed oak.
Matching base extra, as
illustrated. Built-in UHF.
VHF antenna. 82-channel
tuning optional.

*THE SELECTIVE DU MONT DEALER FRANCHISE

44 4

i

www americantadiohistens.com

TELEVISION RETAILING « July, 1953

L


www.americanradiohistory.com

COMPLETE" COMPARISON

| See DU MONT

| with

DuMaont de Luxe
WAKEFIELD 11
21.inch DuMont
Selfocus* tube.
American Contempo-
rary cabinet, mahog-
any or limed oak fin-
ish, #2-channel
tuning wptional ;built.
inUMF-VHFantenna,

IS MORE VALUABLE THAN EVER!

g2-Channel Tuning

MEZZANINE FLOOR
THE PALMER HOUSE

MUSIC INDUSTRY

TRADE SHOW

CHICAGO
JuLY 13 70 16

(|- T
|
H
P /
|
-
-
o
5 ¢
”
=
i i
L =
-
i =
i i
i £l 2
et < g
ﬁ_'r.‘_g}v

Georpian console, mahog-
any finish, 21.inch DuMont = =
Selfocus* tube. Glare-free
big screen picture. Built-in
UHF-VHF antenna.
82.channel tuning optional.

player.

TELEVISION RETAILING °* July, 1953
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Jc  DUMONT SELFOCUS* TUBE

First with "automatic focus—
now again improved to give
you a new standard of ex- power give a fuller
range—from blacker blacks ta

\ whiter whitest

cellencel

* CUSTOM-CRAFTED

CABINETS

every pricel

QUALITY PRODUCTION

CONTROLS

Du Mont multiple tests
and controls of mate-
rials, parts and produc-
tion assure dependable
quality and minimum
service expense over the

years.

THRIFTIER OWNERSHIP

N

Du Mont is famous for
finer design, richer fin-
ish, better construction
and costlier woods, at

Du Mont Telesets*

pricel

Exclusive in
at every

Y& NEW CLEAR-PICTURE POWER

New Du Mont high-resolution
picture tube and high picture

OPTIONAL
82-CHANNEL
TUNING

Du Mant engi-
neering now
gives you the
most  sensitive
UHF-VP:F tun-
ingintelevision,
-~ optional in your
new Du Mont
Telesets*|

* FRINGE

AREA
EXCELLENCE

Du Mont's ex-
clusive elec-
tronic yardstick
“\, —the DuMONI.
TOR* - auto-
matically ad-
justs the pic-
ture signal for
best possible
reception any-

tone

Your customers save on
Du Mont values . . . on

long-lasting Du Mont

quality . . . on cooler,
thriftier set operation

. on factory-super-
vised servicing . . . on
higher trade-in valve.

where.

9k TRUER TONE

Higher tone
fidelity from
precision engi-
neered circuits,

DuMont Custom
SOMERSET II
21.inch Du Mont Selfocus* tube.

f M 1 e FSSEX | Sheraton console,

DupfogudelluxclEDS “" blond finish. Drawer for record
Built-in UHF-VHF an-
tenna. 82-channel tuning optional.

mahogany or

. DuMont de Luxe WINDSOR | l

21.inch Du Mont Selfocus*
18th Century cahinet on casters, hand.
rubbed mahogany finish.
82.channel tuning optional. Built.in UHF-

VHF antenna.

DuMont Custom HANOVER II
Sheraton console, mahogany or
blond finish. 21 - inch Du Mont
Selfocus® tube. 82-channel tuning
optional. Built-in UHF.VHF an-
tenna. Drawer for record player.

Phone-jack.

extra powerful
speakers, and
choice woods.
Highest audio
power, for tone
unmatched in

Fine commercial tele-

vision] New
continuous bass-
to-treble tone
controll

S

R

R

DuMont Custom
NEWBURY II

Modern styling, mahogany or

oak finishes. 2l-inch

Du Mont Sel focus* tube. Drawer
for record player. Built-in UHF.
VHF antenna. 82-channel tun-
ing optional.

WRITE, WIRE OR PHONE YOUR DU MONT DISTRIBUTOR
FOR FULL DETAILS, OR WRITE TO: Allen B. Du Mont
Loborataries, Inc., Television Receiver Division, East Poter-
son, New Jersey. Canadian Affiliate: Canadion Aviation
Electronics Ltd., Montrea!l, Canada.

*Trade Mark

__uwaany amaricanradiohistons.com

#:Prices include full-year picture tube Warranty, Federol
Excise Tax. Prices slightly higher in the South and WV est
and subject to change.
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Manufacturers of Equipment, Instruments

to Bring More Music into the Home

PARTS & ACCESSORIES

Amplifiers ... ... ... ... ... . .. .. A
Baffles. ....................... B
Cabinets . ..................... C

Cartridges, phono pickup, crystal . .D
Cartridges, phono pickup, ceramic . .E
Cartridges, phono pickup, magnetic F

Cases, portable ................ G
Coils, crossover (loudspeaker) ....H
Discs, blank ............ ....... 1
Equalizers, phono pickup ......... J
Filters, needle scratch ........... K
Heads, cutting (phono disc) ...... L
Heads, magnetic tape playback . ..M
Heads, magnetic wire playback N
Heads, magnetic recording ... .. .. o]
Microphones . .................. P
Needles, cutting ............... Q
Needles, phonograph ... ......... R
Pickup arms . ........ . ......... S
Preamplifiers, phono ... ...... ... T
Record racks .................. U
Speakers, cone, electrodynamic ...V
Speakers, cone, PM dynamic ... .. w
Speakers, horn ................ X
Speakers, tweeters . ............ Y
Speakers, woofers . .. ........... z
Tape, magnetic . .............. AA
Tuners, AM . ................. AB
Tuners, AM, FM . .. ... ... .. .. ... AC
Tuners, FM . ... .. ..... ........ AD
Wire, magnetic ............... AE

Acton Inc., H. W., 370 7th Ave., New York 1,
N.Y.—-R

Aero Needle Co., 911 W. Superior Ave., Chi-
cago 22, IIL.—R

Alamo Electromcs, 106 W. Romana St,, San
Antonio, Texas—A,C

Alden Products, 117 N. Main St.,

—G
Allled lI:adm 833 W. Jackson Blvd., Chicago,
111,

All  Star Products, Squire Ave., Defiance,
Ohio—AB,AC,AD

Altec Lansmg, 9356 Santa Monica Blvd., Bev-
erly Hills, Calif.—A,P,T,V,W,X,Y,Z, AB LAC,
AD

Brockton,

American Communications, 806 Broadway, New
York, N.Y.—A
American Microphone,
Pasadena, Calif.—D,P

Amperite Co., 561 Bdwy New York—P,S

Amplifier Corp of Amenca, 396 Broadway,
New York 13, N.Y..—A,QR,AA

Ampro Corp., 2835 N. Western Ave., Chicago
18, Tll.— AA

Angle Genesee Corp., 100 Norris Dr., Roch-
ester 10, N.Y.—C

Ansley Mfg Co., Arthur, Doylestown, Pa.— A

Approved Electronic  Instr. Corp., 928
Bdwy., New York 6, N.Y.—A,T,AB,AC,AD

Argos Products 310 Main St., Genoa, H.—

G

C,

Astatic Corp., Harbor St.,
D,ILMN,0,P,R,S

Atlantic Electronics, 4 Manhasset Ave., Port
Washington, N.Y.—A,T

Atlas Metal Stamping, Castor & Kensington
Aves., Philadelphia 24, Pa.-—AD

Atlas Sound Corp., 1449 39 St., Brooklyn 18,
N.Y.—BX,Z

Auﬁlak Co., 500 5 Ave., New York, N.Y.—F,0,

S

Audar Inc., P.AOD. Box 438 M, Pasadena, Calif.
Audicraft, Inc., 77 S. 5 St.,
N.

Audio Dev1ces Inc., 444 Madison Ave., New
York 22, NY—IQAA

Audio Master, 341 Madison Ave., New York,
N.Y.—AA

Audio & Video Products, 730 6 Ave., New
York 19, N.Y.—A,LJ JAA

Autocral{ Electronics, 5024 Elm St., Skokie 8,
I

S370 S. Fair Oaks,

Conneaut, Ohio—

Brooklyn, 11,

Automatic Radio Mfg., 122 Brookline Ave.,
Boston 15, Mass.—A
Barker & Williamson, 237 Fairfield Ave.,

Upper Darby, Pa.—A,P
Beam Instruments Corp., 350 5 Ave., New
York 1, N.Y.—A,C,P

46

Beﬁ;n Radionics, 224 N. Desplaines, Chicago,

Beilr, SIz“Howell 7100 McCormick Rd., Chicago

Bell Sound Systems, 555 Marion Rd., Colum-
bus 7, Ohio -A,AA

Bend;v)l(dRagxo Div., Bendix Aviation, Towson

Berlant Assoc., 4917 W. Jefferson Blvd., Los
Angeles 16, Callf-—A G,M,0,AA

Berndt-Bach, 7325 Beverly Blvd Los Angeles
36, Calif.—A

Bogen Co., David, 29 9 Ave., New York 14,
NY—-—ABCDPWYZABACA

Bowen & Co., 4712 Bethesda Ave., Bethesda,
Md.—A.S

Bozak Co R. T,
ford, Conn.. -Y, Z

Brach l\]dnggorp, 200 Central Ave., Newark

Brmsh Industries Corp., 164 Duane St., New
York 13, N.Y.—B,H,S,W,Y,Z,AA

Brociner Electronlc 'Labs 1546 2 Ave,, New
York 28, N.Y.—A,J,T.V,W,X,Y.Z

Brook Electronics, 34 DeHart Pl Elizabeth,
N.J.—A,T

Browning Labs Winchester, Mass.—ARB, AC,AD

Brush Electromcs, 3405 Perkins Ave., Cleve-
land 14, Ohio—A,L,N,0,P,V,W,AA

114 Manhattan St.,, Stam-

Bud Radlo, 2118 E. 55 Cleveland Ohio-—B,C,G.

See MART, Section 2, for
names of manufacturers,
not listed in this directory,
who make quality TV sets,
radios and combinations to
provide more music for the
home—more profits for
alert retailers

Cabinet Industries, Inc., Danville, Pa.-—C

Calbest Eng's & Electromcs, 828 N. Highland
Ave., Hollywood 38, Calif.—A,T,AB,AC,AD

Callfone Corp., 1041 N. Sycamore St., Holly-
wood 38, Callf—AF

Caitron Products Co., 1406 S. Hobart Blvd.,
Los Angeles 6, Calif. —A,F,,M,Q,R,S

Capitol Records, 1730 Broadway, New York
19, N.Y.—R

Carbonneau Industries, 100 Lexington Ave.,
SW, Grand Rapids, Mich.—A,H,V,W

Castlewood Mfg. Co., 1430 S. 12 St.,
ville, Ky.—C

CBS- Columbxa, Inec,, 3400 47 St., Long Island
City, N.Y.—A,AAAE

Cleveland Electronics Inc., 6611 Euclid Ave.,
Cleveland 3, Ohio——B,V,W,Y,Z

Collins  Audio Produects Co., 126 Park St.,
Westfield, N.J.--AD

Collins Radlo 855 35 St., N.E., Cedar Rapids,
Iowa—AB,AC,AD

Colonial Products Co., Dallastown, Pa.—C

Colortone TV Co., 238 William St., New York
38, N.Y.—A

Columbia Records. Inc., 799 Bdwy., New York
19, Y.—R

Conn. Telephone & Electric, 70 Britannia St.,
Meriden, Conn.—A

Conrac Inc, 19217 E. Foothill Blvd., Glen-
dora, Calif.—AC

Consolidated Radio Products, 350 W. Erie St.,
Chicago 10, TI.—V W

Continental Electromcs Mfg., 4212 S. Buck-
ner Blvd., Dallas 10, Texas— AB

Cook Laboratories, Route 2, Stamford, Conn.

Louis-

—A,L,T

Corone}g Radlii)-TV, 14561 E. 27 St., Brooklyn,
10

Crescent Industries Inc., 5900 W, Touhy Ave.,
Chicago 31, 1l1.—M,N,0,W,AA AE

Custom Crafé Mfg., 256 E. 98 St
30, —

Danby Radw Corp., 2042 Chestnut St., Phila-
delphia 3, Pa.—V,W

Dapco Products, P. O. Box 176, Station B,
Toledo 6, Ohio—V,W

Daven Co., 191 Central Ave., Newark, N.J.—C.,J

Daystrom Electric Corp., 837 Main St., Pough-
keepsie, N.Y.—AA

Dean Electronics, 36 5 Ave., Brooklyn 17-—A

Decca Records, 50 W. 67 St., New York —R

Brooklyn,

wowwamericanradiohistorv.com

Delco Radio Div., General Motors Corp., Ko-
komo, Ind.—V,W,AD

Dennis Co., 23 Nairn Pl, Newark 8, N.J.—-U

Dubrow Devel. Co., 235 Penn St., Burlington,
N.J.—AJ,T,AB,AC,AD

DuKane Corp., St Charles, IIL—A,V,W,X

DuMont TLabs., Inc., Allen B.,, 2 Main Ave.,
Passaic, N.J.—A

Dunkle Records 3257 W. 6 St., Los Angeles
6, Calif.—R

Duotone Co., Keyport, N.J.—1,L,M,R

Easy Vue Record Rack Co., 87 Barclay St.,
New York 7, N.Y.—U

Ectro, Inc., 425 S. Sandusky St.,
Ohio—P,V, W,AA

Edu- grafk Corp 150-45 12 Ave., Whitestone,

Delaware,

ElICI(iil‘, Inc,, 1501 W. Congress St., Chicago 1,

-0

Electro Assemblies Ine., 2935 W. Belmont

Ave., Chicago 18, TIL.—AB

Electromatlc Mfg. CQIXJ, 88 University PI.,
Enterprlses,

New York 8, N.Y.
6917 Stanley Ave.,
Berwyn, Ill.-

Electron

Electro-Voice Inc Buchanan, Mich.—A,B,C,D,
H,P,R,8,V,W,Y,Z, AC

Electrovox Co., 60 Franklin St.,
ange, N.J.—R

Ellar Woodcraft Corp., 431 W. 28 St., New
York, —B,C

Eltran Corp., St. Anne, IlL.—V,W

El-Tronics Inc. 2647 N. Howard, Philadel-
phia, Pa.—A,T

Emerson Radlo & Phono. Corp., 111 8 Ave.,
New York. N.Y.—R

EPCO Electronics, 140 Liberty St., New
York 6, N.Y.—-A

Erwood Ine., 1770 W. Berteau, Chicago 13,
IL—A.T

Espey Mfg. Co., 528 E, 72 St., New York 21,
N.Y.-A,J,T,AB,AC,AD

Fairchild Recordlng Equip., 154 St. & 7 Ave.,
Whitestone, L.I., N.Y.—A,F.J,LO, Q.S,T,AA

Feiler Eng’'g & Ml'g 8026 N Montlcello Ave,
Skokie, Il.—A,T

Fidelitone, Inc., 1616 Devon Ave., Chicago 26,
IlL.—AA,AE

Fnlelltv Ampllﬁer, 703 W. Willow St., Chi-
cago, IIl.—A

Fisher Radio, 45-41 Van Dam St., Long Is-
land City 1, N.Y..—A,C,T,AC
Freed Electwmcs. 200 Hudson St., New
York, N.Y.—A,T,AB,AC,AD

Freedman Arteraft, Charlevoix, Mich.—C

Garod Radio Co., 70 Washington St., Brook-
iyn 1, N.Y.—AA,AB,AC,AD

General Cement Mfg, 919 Taylor, Rockford,
II--C,R,Q.AA AE

General Electnc Receiver Div,,

-A,B,D,E,F,K,R,S,T,\V,W

General Industrles, Ollve & Taylor, Elyria,
Ohio—Q,R.

General Instrument 829 Newark Ave., Eliza-
beth, N.J.—S,

General Radio Co., 275 Mass. Ave.,, Cam-

Gbridge 39, Mass.

East Or-

Syracuse,

A
& H ood Products, 75 N. 11 St., Brook-
lyn, N.Y.—C
Gonset Co., 801 S. Main St., Burbank, Calif.

—-AB,AC.AD

Goodenow Mfg., 1406 E. 26 St., Erie, Pa.- C

Gray Research & Develop., 598 Hilliard St.,
Manchester, Conn.—J,S

Greene Co., L. Charlton 314 Washington St.,
Newton 58, Mass.—A

Grem Eng’g Co., 206 8 Ave., Brooklyn 15, A

Grigsby-Allison, 407 N. Salem Ave.,, Arling-
ton Heights, I1l.—AB,AC

Hallicrafters Co., 4401 W. 5 Ave., Chicago
24, 11l.—A

Hamilton Electronies Corp.. 2726 W. Pratt
Blvd., Chicago 45, TIll. -AT

Hedeo Mfg Corp., 161 W, Huron S8t., Chi-
cago 10, I1l.—A

Heppner Mfg. Co., Round Lake, IN.—V,W

Hickok Electrical Instrument Co., 10514 Du-
Pont Ave., Cleveland 8, Ohio A

Homasote Co., Trenton 3, N.J.  -C

Home Recor(lmg Products Corp., 56 Mill Rd.,
Freeport, N.Y. -1

Hudson Flectromcs, 110 E. 3 St., Mt. Vernon,
N.Y.- D,E,F

IDEA, Inc 7900 Pendleton Pike, Indianapo-
lis 26, Ind. A

IIl. Wood Products Corp., 1656 N. Besley
Court, Chicago 22, IIlL.—C

Industrial TV, 369 Lexington, Clifton, N.J.—A

Insuline Corp. of America, 36-02 35 Ave.,
Long Island City 1, N.Y..-C,G

Jensen Industries, 329 S. Wood St., Chicago,
111.—Q,R,AA

Jensen Mfg. Co., 6601 S. Laramie Ave., Chi-
cago 38, IlIL.—B,C,H,V,W,X,Y,Z2

(Continued on page 56)
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cHURCHES BUSINESS

N "‘ON\ Z I \//DS) %
WANTED \/ TNy @) \
E//e/}/o//e /s //a///' cz/sfwﬁe/
when you sell PENTRON (:-corders and accessories

V—MULTI-SPEED TAPE RECORDER, Model 9T-3C 3—HI-FI TAPE MECHANISM and PRE-AMP, Mode! 9T-3M and PRE-7 5—ELECTRONIC MIXER, Model MM-4  7—F0OT CONTROL, Mode! FP-5

2—TAPE PLAYER, Madel PB-AZ 4—10%," REEL ADAPTER, Model X-302 6—AM RADIO TUNER, Model AM-T

Wider line gives you more sales—Customers can buy
all their audio needs from you. Pentron’s more complete selec-
tion of accessories increases product’s usefulness, makes cus-
tomers buy. You have more opportunities to sell, and get
more repeat business.

Products help sell themselves—Operate a Pentron unit
side by side with competitive units—regardless of price. Com-
pare. You and your customers can bear the difference. Cus-
tomers will invariably choose the Pentron.

Powerful promotion paves your way—Pentron's vig-
orous national ads to homes, schools, churches, and business

bring you customers from cvery field. Pentron’s Sales Promo-
THE PENTRON CORP., (Sales Office)

tion Kit is a tested success — helps you sell with literature, 664-Rc North Michigan Blvd., Chicago 11, 11,

mats, cuts, direct mail, publicity, displays, etc.
At no obligation, please send me:

p ? E N T R o N [C] Sales Kit (] Catalogs on complete line

Sy— C ORPORATION Name

Pioneers of Magnetic Recording and Playback Equipment Since 1940 Company o . o
Sales Office: , Address
664-Rc North Michigan Bivd., Chicago 11, IIl. -
Canada: ATLAS RADIO CORP., LTD,, Toronto, Ont. City _Zone _State.

TELEVISION RETAILING * July, 1953
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New Arvii

EVERY TYPE,

Radlos

EVERY COLOR, EVERY PRICE

You can't
miss 2 sale
with Arvin!

WIDE CHOICE IN ALL MODELS!

Arvin was first with decorator colors in the radio
field! Arvin leads in value and variety —57 actu.al
choices, counting all of the color variati(.ms n
AC/DC, straight AC, FM AM, clock-radios, 3-
way portables, and battery portable{s! Whatever
any customer wants, you’ve got it in the amaz-
ingly complete Arvin line!

SUPREME VALUE AT EVERY PRICE!

There’s a real value achievement in every Arvin
radio— made possible only by Arvin’s llong ex-
perience in engineering and [)eruct1011-1111e
manufacturing. Only a real leader in table mo<_:lel
radios could possibly offer such values. With
Arvin, you're offering the most for the money,
in every price bracket. Arvin puts you in the
driver’s seat!

GENEROUS SELLING SUPPORT!

National advertising, free newspaper mats, copy
for radio spot announcements, and elaborate,
colorful, hard-hitting point-of-sale display ma-
terial are all part of the Arvin Radio program.
Arvin goes all-out to help you build more sales!
Climb on the Arvin bandwagon and watch your
radio profits pile up!

CONTACT YOUR ARVIN
DISTRIBUTOR NOW FOR
HEAVY FALL RADIO PROFITS!

LOOK AT THESE
BRAND-SPANKING-NEW
ARVIN TABLE MODELS

Sleepytimer, Jr.—Model 758T
Clock radio

In coral, ivory, green, tan,
and rosewood. Dependable
electric clock and automatic
timer; 5 tubes including vac-
uum rectifier; loop antenna;

4” Alnico speaker. .. $929953
i e
AT A Y
s N
FerSetastatonl & i
ettt b
ee@Qan.Q"p el
il 2% o e*‘.ee.‘
—————
b

Collegian—Model 7417
Lucite dial; built-in antenna

Plastic cabinet, lucite dial, 4
tubes including rectifier.
Built-in Arvin Magnetenna
for distance; 4” Alnico speak-
er. In coral, ivory, cherry,
citron, green and tan. $1695

Rainbow—Model 740T
Six colors; shatterproof cabinet

In coral, ivory, cherry, cit-
ron, green and tan. New styl-
ing for the famous chassis
which has delighted over 3
million users! 4 tubes includ-
ing rectifier - $1495

Urbanite—Model 753T
Top achievement in its class

Eye-catching style with crys-
tal dial, 5 miniature tubes in-
cluding rectifier, long-range
Arvin Magnetenna. In coral,
ivory, tan and green, $22.95.
Walnut finish .. $1995

Prelude—Model 760T
Arvin's finest AC/DC set

Brilliant new styling; lighted
dial; 6 tubes including recti-
fier; extra-sensitive Arvin
Magnetenna; 5° Alnico
speaker. Ivory, green, tan,
rosewood and ebony. $3 495

Polonaise—Model 780TFM
Ultimate in FM/AM reception

In ivory, green, tan, rose-
wood and ebony. 8-tube
straight AC circuit; dual an-
tenna system; finest perform-
ance on either FM or AM. 5°
Alnico speaker $599s

TELEVISION RETAILING * July, 1953
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D Vareties

ANY CUSTOMER CAN WANT!

AND WHAT A STAND-OUT

NEW LINE OF

Persanal Pal—Model 747P
Battery portable that tells time

In maroon, jade and tan, the
newest in battery portables!
Mechanical clock; 4 minia-
ture tubes; Arvin Magneten-
na; Alnico speaker. Batteries
load from front.... $9&95"

Troubadour—Model 652P
Top value 3-way portable

Styled in rich ruby plastic
with Cloth-o0-Gold midriff,
this set has the same famous
chassis as Arvin Vacationer
which sold at $39.95! Uses
AC,DC or batteries. $2 Q95"

Caballero—Model 654P
3-way portable, mirror dial

Arvin’s finest 3-way portable.
Suntan plastic with reptile
grain trim, mirror dial, and
clear plastic folding handle.
Also in ebony and jade. The
portable buy! $3495°

SAll partables priced loss bolleries.

PORTABLES

Godabout—ModeE 746P
Same set without clock

Styled for instant gift appeal.
Gold-tone metal grill opens
for easy loading; 4 miniature
tubes, new long-life hatteries;
Arvin Magnetenna. In ma-
roon, jade and tan .. $9195*

Companion—Model 652P
3.woy porfable, gift favorite

Exquisite variegated jade
plastic with Cloth-o-Gold
midriff; jade handle and dial.
5 tubes plus selenium recti-
fier; Arvin Magnetenna: 4"
Alnico speaker $39295*

See America’s

Sleepytimer—Model 657T
America's loveliest clock-radio

Music for dozing off, music
for waking, follow-up buzzer
alarm, appliance outlet, 5
tubes including rectifier; Ar-
vin Magnetenna. Coral,
ivory, green, tan, rosewood.

$399s

Lovely—Model 4517
Edge-lighted lucite dial

In ivory, ebony, green, san-
dalwood. A proved gift-fav-
orite wherever shown! 5 tubes
including rectifier; Magna-
Bass amplifier; lucite dial and

crystal knobs $2495

most complete

PLUS THESE PROVED
PROFIT BUILDERS WITH
ESTABLISHED DEMAND!

( B
&%

N
| ié\f s
Y L3
: 24

Cosmopolitan—Model 651T
Styled for gracious giving

In ivory, ebony, green and
tan, with distinctive gift styl-
ing and Velvet Voice tone
system. 5 tubes including rec-
antenna; heavy-

$3293

tifier; loo
duty speaker

Stradivara—Model 751TM
Mahogany cabinet; AC circuit

A superb instrument with
tone quality assured by wood
cabinet and 9 x 6 oval speak-
er. 5 tubes, straight AC cir-
cuit; phono jack. Blonde fin-
ish, $54.95; mahogany $§995

line of radios

July 13th to July 16th at the

MUSIC TRADE SHOW

Section D, Exhibit Hall, Palmer House, Chicago

Radio & Television Division, ARVIN INDUSTRIES, Inc., Columbus, Indiana

TELEVISION RETAILING °* July, 1953
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ENITH

HAS THIS

AINNOUNCES THE
CORD PLAYER EVER

New Cobra-Matic with Stroboscope measures exact record speeds...
amazing dot of light lets you see how records should sound

® Another Zenith first! Gives you a dramatiic
eye-and-ear demonstration of Zenith's albil-
ity to play all records including the new
1623 RPM "talking books,”” at perfect pitch
and tempo!

e Only Zenith gives you this great new sales
exclusive!

Now, for the first time, you can show prospects
when they’re hearing music exactly as recorded.
You can sell the idea of perfect pitch and tempo
to every prospect, even those without a keen
musical ear. You can assure a customer rich fidel-
ity from all his records for years to come!

For, as you know, even the finest record players
vary in turntable speed when new, and will defi-
nitely change to other speeds as they grow old.
Any variation causes distortions of tempo, key
and voice.

With Zenith, you can be first to end this nui-
sance by offering prospects a positive visual
“speed check” comparable with equipment used
in recording studios.

Yours to sell only in Zenith Radio-Phonographs,
and TV-Radio-Phonograph combinations!

54

Zenith Stroboscope measures exact
record revolutions-per-minute . . .
78, 45, 3314 or the new 16%; RPM
talking book speed.

Zenith All-Speed Cobra-Matic plays
any speed from 10 to 85 RPM. Turn-
table error is corrected at a touch.
Record plays right on the dot.

winan-americanradiohistorv com

Stationary Dot of Light shows when
record is spinning at RPM required
for perfect reproduction. Any turn-
table error starts light moving!

3= LA 3
Zenith's High Fidelity Cobra Tone Arm
makes records sound better, last
longer. New rubber base keeps rec-
ords from slipping and free of lint,

TELEVISION RETAILING ¢« July, 1953
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Your customers asked for it . . . here it is!
NEW ZENITH CHAIRSIDE RADIO-PHONOGRAPH

3 Great Zenith Enjoyment Fectures!
There’s room in every living
room for it. Won’t crowd the
room that already has TV.
Perfect for small apartments.
Doubles as end table.

1. New Zenith Cabra-Matic Record Player with
Stroboscope.

2. Zenith Long Distance AM Radio.

3. Zenith Super-Sensitive FM Radio.

THE HAMPSHIRE — Model L845R.
Clean lines, finest mahogany wood
veneers, Top has 24 kt. gold tooled
leather finish. Giant 10-inch Zenith-
built speaker plays through hand-
some fluted front grille. Record player
slides out of sight. In Cherry: The
Williamsburg, Model L846H. In
blonde Afara wood: The Park Ave-

nue, Model L846E.
THE STRATOSPHERE — Model

L2894H. 27-inch TV-Radio-Phono-
graph. Complete FM-AM Radio
and Cobra-Matic Record Player
with Stroboscope in an ultra-mod-
ern cabinet of Cherry veneers and
solids. Unique ultra-smart grille
covering.

MOST REVOLUTIONARY
SEEN, HEARD OR SOLD!

Exclusive Zenith Features

I
|
I
I
I
I
|
I
I
|
I
I
|
I
I
|
I
|
I
I
J

High Fidelity Cobra Tone Arm with new element pickup and
“floating action.”

% = -

THE MORLEY—Model 1083E. AM-

High Fidelity Speakers . . . Zenith-built! Powerful, sensitive, T M . I086R N
— ode: . -

with Alnico 5 magnet for true reproduction of deep bass and

,_
I
|
|
I
I
I
I
I
I
I
I
|
I
I
I
|
I
I
I
I

delicate trebles.

Zenith plays ALL speeds, including the new 16%5 RPM
talking books! Every Zenith Record Player sold since
August, 1950, is equipped to play the new 16%; RPM,
as well as any speed from 10 to 85 RPM. No other
manufacturer can say this!

il
MihNE

35 Years of Leadership in Radionics Exclusively
ZENITH RADIO CORPORATION, Chicago 39, Illinois

COPR. 1983

TELEVISION RETAILING * July, 1953
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RADIO®
The royalty of television and

FM Radio-Phonograph Consale,
with Long Distance Standard
Broadcast and Super-Sensitive
FM. Cobra-Matic Record Player
with Stroboscope. Modern styling
and rich Afara wood.

L

A, e

e P ca-
= =

THE RODGERS — Model L2287R.
21-Inch TV-Radio-Phonograph.
Zenith Long Distance Standard
Broadcast and Super-Sensitive
FM. Cobra-Matic Record Player
with Stroboscope. Mahogany and
selected veneers, full-length doors.

www americanradinhictaory com

FM Radio-Phonograph Console,
with Long Distance Standard
Broadcast and Super-Sensitive
FM. Cobra-Matic Record Player
with Stroboscope. Mahogany fin-
ish with hand-rubbed doors.

THE WENTWORTH — Model
L2291E. 21-Inch TV-Radio-
Phonograph. Complete Standard
AM and FM reception. Cobra-
Matic Record Player with Strob-
oscope. Smart Afara wood solids
and veneers, full-length doors.
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Roster of Mfrs.

(Continued from page 46)

JFD Mfg. Co., 6101 16 Ave., B’klyn 4, N.Y. R

Kane Electronics Corp., 81 Willoughby St.,
Brooklyn 1, N.Y..—A,C

Keltt{;lvgo, 958 Mass, Ave., Cambridge, Mass.

Kellogg Switchboard & Supply, 79 W. Mon-
roe_St., Chicago 3, 11l.—P

Key Electromcs, 20 W. 22 St New York,——A

Ke});stone Records, 1415 Locust, Philadelphia,
a.—A

Kingston Products Corp., 1412 N. Webster
St., Kokomo, Ind.-—AB

Langevin Co., 37 W. 65 St., New York,—A

Lansing Sound, Inec., J. B., 2439 Fletcher
Dr., Los Angeles 39, Calif.--B,C,W,X

LaPointe Electronics, 156 W. Main St., Rock-
ville, Conn.—A

Lear, Inc., 11916 W. Pico Blvd., Los Angeles
64, Calif. AW

Life Record Co.,
cago 1, Ill.--I

Lindberg Instrument,
Calif.—D,E,F,S

Livingston Electronics, Livingston, N.J.—S

Loge Sound Engineers, J. M., 2171 W. Wash-
ington Blvd., Los Angeles 18, Calif.—A,T

Lowell Mfg. Co., 3030 Laclede Station Rd.,
St. Louis 17, Mo.—B,C,X

Lytle Eng’'g & Mfg.,, 4721 N. Kedzie Ave.,
Chicago 25, I1.—AB,AC,AD

McGohan Inc., Don, 3700 W. Roosevelt Rd.,
Chicago 24, 11l.—A,P,V,W,X

Mclntosh Labs., 320 Water St.,
N.Y..-A

McLaughlin, J. L. A., LaJolla, Calif.—AB

Macon Electronic Div., York Radio & TV,
Decatur, I1l.—A

Magna Electronics, 9810 Anza Ave., Ingle-
wood, Calif.—A,B,J,T,AA,AB,AC,AD

Magnavox Co., Fort Wayne, Ind.—A,V,.W

Magnecessories, Box 6960, Washington 20,
D.C.—AA

Magnecord Inc., 360 N. Michigan Ave., Chi-
cago 1, IlL.—A,M,0,AA

Magnetic Recorders Co., 7120 Melrose, Los
Angeles 46, Calif.—D,E,F,AB,AC,AD

Magnetic Recording Industries, 30 Broad St.,
New York 4, N.Y.-—-A,0,T,AAAE

Majestic Radio & TV, Div. Wilcox-Gay, 385 4
Ave.,, New York 16, N.Y..-~AB,AC,AD

Mallory & Co., P. R., Indianapolis, Ind.—
AB,AC,AD

Mattl(sJoT Cowley, 1487 Lincoln Ave., Pasadena
3 alif

Mattison TV & Radio, 893 Broadway, New
York 3, N.Y.--C,U

Maurer Inc, J. A, 37-01 31 St.,
City 1, N.Y.—A

Meissner Mfg. Co., Mt. Carmel, Ill.-
AB,ACAD

Miles Reproducer Co., 812 Broadway, New
York 3, N.Y..-AL,O,P,QT

Miller Co., J. W., 5917 8. Main St., Los
Angeles, Calif.- K,AB

Miller Mfg., M.A., Libertyville, I1.—K,Q,R

Millivac Instruments, 44 2nd St., Schenec-
tady, N.Y.—A

Milwaukee Stamping, 800 S. 72, Milwaukee,
Wis.—8

Minnesota Electronics, 6th & Minn. St., St.
Paul 1, Minn.—A

Minnesota Mining & Mfg., Co., 900 Fauquier
St., St. Paul 6, Minn. —-AA

Molded Insulation, 335 E. Price, Philadelphia,
Pa.—V, W

Molded Products Corp., 4535 W. Harrison
St., Chicago 24, Ill.--C

Monarch Radio-TV. 61 Crescent, Brooklyn 8,
N.Y..—A,AB,AC,AD

Morrow Radio Co., 2794 Market St.,
Ore.—A,T

MP Concert Installations, Fairfield, Conn.—A

Newcomb Audio Products, 6824 Lexington
Ave., Hollywood 38, Calif.- -AAB

Northern Products, 2210 N. Clark St., Chi-
cago 14, IlIl.—V,.W

Orradio Industries, Opelika, Ala.—AA

Orthon Corp., 196 Albion Ave., Paterson,

N.J.-
Oxford. Electric Corp., 3911Z S. Michigan Ave.,
11921 W. Pico

64 W. Randolph St., Chi-

830 Folger, Berkeley,

Binghampton,

Long Island
AV, W,

Salem,

Chicago 16, IV, W
Pacific Transducer Corp.,
Blvd., Los Angeles 64, Calif.—F,J,Q,R,
Par-Metal Products, 32-62 49 St., Long Is-
land City, N.Y.—-G

Perfection Electric Co., 2635 S. Wabash Ave.,
Chicago 16, IIl.—V,W

Peirce Wire Recorder, 1328 Sherman, Evans-
ton, IlIl.—O,AA,AE

Pentron Corp., 221 E. Cullerton St., Chicago
16, I11.—A,B,G,M,N,0,T,AA,AB,AC,AD

Permofiux Corp., 4900 W. Grand Ave., Chi-
cago 39, IIL.—-B,C,H,P,V,W,Y,Z ,AA

Permo Inc., 6415 Ravenswood Ave., Chicago
26, 11l..—Q,R,AA,AE

Pfanstiehl Chemical Co., Waukegan, Ill..—-D
E,F,R,S,T,AA

Philco Corp., Tioga & C. Sts., Philadelphia
34, Pa.—A,D,E,FI,P,R,S,V,W

Philmore Mfg. Co., 113 University Pl., New
York 3, N.Y..-P,V.W

Phonograph Corp. of America, 55 W. 42 St.,
New York 36, N.Y.—A
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P\ckermg & Co., 309 Woods Ave., Oceanside,
N.Y.—A,F,J,R,8,T
Pilot Radlo Corp, 37-06 36 St., Long Island

City 1, N.Y.—A,T,AC

Plastics & Electronics. 272 Northland Ave.,
Buffalo 8 N.Y —T

Plymouth  Electronics, 50
Worcester, Mass.-—A,C

Precision Electronics, 7518 Melrose Ave., Los
Angeles 46, Calif.—AB,AC,AD

Precision Electronics, 9101 King Ave.,
Franklin Park, I1.—A,T

Presto Recording Corp. Box 500, Paramus,
N.J.—AF,1LJ,LM,0,Q,A

Quam-Nichols Co., 33rd Pl. & Cottage Grove
Ave., Chicago 16, IIl.—V,W,Y.Z

Racon Electrie, 52 E. 19 St., New York, N.Y.
—B,H,W,X,Y

Radar-Electronics, 229 W. 28, New York-—A

Radio Condenser Co., Davis & Copewood Sts.,
Camden 3, N.J.——AB,AC,AD

Radio Corp. of America, RCA Victor Div.,
Camden, N.J.—A,B,C,D,F,L,M,0,P,R,S,U,V,
W,Y,Z,AA,AB,AC,AD

Radio Craftsmen, 4401 N. Ravenswood, Chi-
cago 40, IllL.-—A,AB,AC,AD

Radio Eng’g. Labs., 36-40 37 St., Long Island
City 1, N.Y.—-AD

Radio Industries Inc., 6225 N. Ravenswood
Ave., Chicago 40, Ill.—AD

Radio Kits Inc., 120 Cedar, New York-—A,T

Radio Merchandise Sales, 2016 Bronxdale
Ave., New York 60, N.Y.—T

Radio Music Corp., 84 S. Water, Port Chester,
NY-—~ADEFJLOST

Radio Recorders Equlpment Co., 7007 Mel-
rose Ave., Hollywood 38, Calif.—C,I,AA

Radio & TV Inec., 119 W. 57 St., New York
19, N,Y.—-B,C,AC,AD

Rauland-Borg Corp., 3515 W. Addison, Chi-
cago, Ill.—A,

RayparAInc., 7800 W. Addison St., Chicago 34,

Kingsbury St

Recordisc  Corp., 395 Broadway, New York
13, N.Y.—L,AA

Recoton Corp., 147 W, 22 St.,
N.Y.—I,Q,R,5,AA

Reevesound Co., 35-54 36 St.,
City, 1, N.Y.—A,J .M

Reeves Soundcraft, 10 E. 52 St.,
22, N.Y.—1,Q,AA

Re}gIaI Elzctromcs. 605 W. 130 St.,, New York,

Rek-O-Kut Co., 38-01 Queens Blvd., Long Is-
land City 1, NY-—-AIL

Remco Mfg. Co. 545 N. LaSalle Ave., Chi-
cago 10, Ill.—A

River Edge Industries, 5 River Edge Rd.,
River Edge, N.J.—B,C

Roesch Co., D. J., 2200 S. Figueroa St., Los
Angeles 7, Calif.—A

Russell Speaker, 6158 S. Kedzie Ave., Chi-
cago, IIL.—V,W

Sargent-Rayment Co., 1401 Middle Harbor
Rd., Oakland 20, Calif.--A,T,AB,AC,AD

S C Labs. Inc., 37 George St., Newark 5,
N.J.—A

Scott Inc.,, H. H.,
bridge, Mass--A H,J,K,T

Setchell Carlson Inc., New Brighton, Minn.—

\A
Shaw TV Corp., 195 Front St., Brooklyn 1,
N

Shevers Inc., Harold, 123 W. 64 St., New
York 23, N.Y.—AB,AC,AD

Shoup Eng'g. Co., 221 E. Cullerton St., Chi-
cago 16, Ill.—M,0,AA

Shura-Tone Products, 440 Adelphia, Brooklyn
38, N.Y..—A,C,G,

Shure Bros., 225 W Huron St., Chicago 10,
I11.- -D,M,NO P,S

Sickles Div,, F. W., General Instrument
Corp., P. O. Box 330, Chicopee, Mass.—AB,
AC,AD

Simpson Mfg. Co., Mark, 32-28 49 St., Long
Island City 3, N.Y.—A,T,AA,AB,AC,AD

Sonar Radio Corp., 3050 W. 21 St., Brooklyn
24, N.Y.—A,AA

Sonic Recording Products, 68 Mill Rd., Free-
port, N.Y.--1,Q

Sonotone Corp., Elmsford, N.Y..—A,D,E,F,P

Sound Ine., 221 E. Cullerton, Chicago, Ill.—A

Sparton Radio-TV, 2400 E. Ganson St., Jack-
son, Mich.-—A

Speak-0-Phone Recording & Equip.,, 23 W.
60 St., New York, N.Y.-—-A,Q,AA

Special Products Co., 9115 Brookville Rd.,
Silver Spring, Md.—

Standard Coil Products Co., 2329 N. Pulaski
Rd., Chicago 39, Ill.-—-AB,AC

Steelman Phono & Radio Co., 12 Anderson
Ave., Mt. Vernon, N.Y.—A

Stephens Mfg. Corp., 8538 Warner Dr., Cul-
ver City, Calif.—A,B,C,H,P,V.W

Stromberg-Carlson Co., 100 Carlson Rd.,
Rochester 3, N.Y.- »A,B,C.P,T,V,W,X,Y,Z,A_C

Superex Electronies Corp., 23 Atherton St.,
Yonkers, N.Y.—

Talk-A-Phone Co., 1512 S. Pulaski Rd., Chi-
cago 23, IlL—A

Tape Master Inc., 13 W. Hubbard St., Chi-
cago 10, I1l.—A

Tartak Speaker Co.,
bank, Calif.—V,W

Tarzian Inc., Sarkes, 539 S. Walnut St.,
Bloomington, Ind.—AD

Tech Labs., 120 Hillerest, Laconia, N.J.—A

Tech-Master Products, 443 Broadway, New
York 13, N.Y.—A

New York 11,
Long Island
New York

385 Putnam Ave., Cam-

55 E. Angelino, Bur-

W americanradiohistorvy com

Telev\fx Co., 217 Riverdale Ave., Yonkers,

N.Y.—

Televiso Products, 7466 Irving Park Rd., Chi-
cago, Ill.—A

Telex Inc., Telex Park. St. Paul 1, Minn, -
A,P,8,V,W,AB,AC,AD

Tetrad Co., 62 St Mary, Yonkers, N.Y.—Q,S

Thordarson- Meissner Div.,, McGuire Indus-
tries, Mt. Carmel, I]l——A AB,AC,AD

Tibbetts Industries, Camden, Mame———P

Tonk Mfg. Co., 1912 N. Magnolla, Chicago—C

Transcriber Co., 172 Green St., Boston 30,
Mass.——R

Triumph Mfg. Co., 913 W Van Buren St.,
Chicago 7, 111.—A

Trutone Electronic Eng'g. Co., 812 N. High-
land Ave., Los Angeles 38, Calif.—-A,T

Turner Co., 909 17th St. N.E., Cedar Rapids,
lowa——P

Ultrasonic Corp., 61 Rogers St.,
Mass.—V,
. 8. Recording Co., 1120 Vermont Ave.,
N. W., Washington, D.C.—A,D,I,J,L,M,0,P,
Q.8 W.Y,Z,AA

United Transformer Corp., 150 Varick St.,
New York 13, N.Y.—H,J K

Universal Microphone Co., 424 Warren Lane,
Inglewood, Calif.—P

University Loudspeakers Inc., 80 S. Kensico
Ave., White Plains, N.Y.—B,C,V,W,Y,Z

Univox Corp., 102 Warren St., New York 7,
N.Y.—A,J,T

UtﬁhC I‘{’adlo Products Co., Huntington, Ind.—

Valentmo. T, J., 160 W. 46 St., New York 36,
N.Y.--ILAA

Vidaire ’l;elewslon. 576 Merrick,

Cambridge,

Lynbrook,

Videon Electronic Corp., 222 E. Ohio St.,
Indianapolis 4, Ind.—

V-M Corp., Benton Harbor, Mich.—A

Waldom Electronics, 911 Larrabee St., Chi-
cago 10, Ill.—V W

Waveforms Inc., 333 6 Ave.,, New York 14,
N.Y.—A

Weathers Industries, Box 531, Barrington,
N.J.—D,E,F.8

Webster-Chicago Corp., 5610 W. Blooming-
dale Ave., Chicago 39, IIL.—N,R,AA

Webster Electric, 1900 Clark St., Racine,
Wise.—A,D,S,AA

Weingarten Electronic Labs., 7566 Melrose

ve., Los Angeles 46, Calif.—A
Western Mfg., Co., 1400 W. 22 St., Kearney,
Nebr.—AA

Westinghouse Electric Corp., 2519 Wilkens
Ave., Baltimore 3, Md.—A
White Rock Mfg. Co., White Rock, S. Car.—

A,C.G

White Sound Inc., 105 W. Madison St., Chi-
cago 2, Ill..—A, VW

Wilcox-Gay, 604 W. Seminary, Charlotte,
Mich.—A,I,R,AB,AC,AD

Wright, Inc., 2233 University, St. Paul 4,
Minn.—B,C,V,W

Wright Zimmerman Inec., 330 5th Ave., New
Brighton, Minn.—B,P,V,.W

Zephyr Products Co., 129 E. 124 St., New
York, N.Y.—ILAA

PHONOGRAPH RECORDS

Apollo Records Inc., 457 W. 45 St., New York
Atlantic Recording, 234 W. 56 St., New York
Audio-Master, 341 Madison Ave.,, New York
Banner Records, 33 Union Sq. W., New York
Bartok Records, 115 W. 57 St., New York
Blue Note Records, 767 Lexington, New York
Capitol Records, 1730 Broadway, New York
Caravan Records, 113 W. 57 St, New York
Castle Records, 5821 Sunset Blvd., Los Angeles
28, Calif.
Century Record Co., 737 Fox St., Bronx 55,
Children’s Record Guild, 27 Thompson St.,
New York, N.Y.
Cnl-qcl; Records, 778 10th Ave., New York 19,

Classic Editions, 67 Riverside Dr., New York

Columbia Records, 799 Broadway, New York

Command Performance, 167-08 Hillside, Ja-
maica, L.I. N.Y.

Concert Hall Soc.,, 507 W. 56 St., New York

Conlin Records, 324 E. Wisc., Mllwaukee 2,
Wisc.

Continental Records, 561 5th Ave., New York

Coral Records Div., Decca, 48 W. 57 St., New

Cook Labs., Route 2, Stamford, Conn.
York, N.Y.

Corn‘efll Alumni Assoc., 18 East Ave., Ithaca,
N.Y.

Damon Recording, 1221 Baltimore, Kansas
City 6, Mo.

Dana Musxc Co., 344 North Ave., New Ro-
chelle, N.Y.

Decca Records, Inc., 50 W. 57 St., New York

Dial Records, 520 W. 50 St., New York 19

Dot Records Inc., Gallatin, Tenn.

Dunkle Records, 3267 W. 6 St.,
5, Calif.

Fducational, 1702 K St., NW Washington D.C.

Elektra Records, 189 10 St., New York 14

Esoteric Records, 11 W. 18 St., New York

Folkways Records, 117 W. 46 St., New York

Fox Records, 1558 N. Vine, Hollywood, Calif.

Good Time Jazz, 8481 Melrose Pl., Los Angeles

Gotham Records, 1626 Federal St., Philadel-
delphia 46, Pa.

(Continued on page 58)
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Recordi

®

NEW MASS MARKET CREATED

Wilcox-Gay, pioneer in tape recording, again creates a
new market. A console recording instrument dessigned
expressly for the home.

NO COMPETITION — FULL DEALER PROFIT

A completely new product that will satisfy an unfilled
demand . . . a tremendous opportunity to concentrate
on a new profit-potential in a GUARANTEED EXCLUSIVE
MARKET/

HIGH FIDELITY HOME INSTRUMENT

High Fidelity RecordioGrand reproduces music to
standards never before approached in home recording

.. push-pull amplifier . . . 12” auditorium speaker in
bass-reflex acoustic chamber delivers 6 watts of un-
distorted output . . . even the softest whispers can
faithfully be reproduced.

AUTOMATIC PUSH BUTTON RecordioGrand

Only Wilcox-Gay has the exclusive “PRESTOMATIC” key-
board . . . so simple a child can operate it . . . Click,
it records . . . click, it plays back.

INDEX COUNTER

Here at last . . . a visual index device accurately locates
any desired selection or recording.

DECORATOR DESIGNED CABINETS

Wilcox-Gay’s master craftsmen have designed a truly
handsome piece of furniture . . . available in mahogany
and limed oak. Storage compartments hold twelve 5”
or 7” reels.

WORLD’S LARGEST MANUFACTURER OF MAGNETIC TAPE RECORDERS

RECORD A
SCUVENIR TAPE
AT THE MUSIC SHOW
BOOTHS 89 & 90
ROOMS 684 & 685

Write for details, Dept. T " ~ e :
THE WILCOX-GAY CORPORATIO CHARLOTTE, MICHIGAN

WAAAA--americantadiohistery-com
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Roster of Mfrs.

(Continued from page 56)

Harmonia Records, 535 5 Ave., New York

Harvard University Band, Cambridge 38,
Mass.
Harvard Vocarium Records, Cambridge 38,
Muss.

Huydn Society, 30 Huntington Ave., Boston 15,
Mass.

Imperial Records, 6425
Hollywood, Calif.

Jansen Eleetric Co., 86 Sherman Ave., Tea-
neck, N.J.

Jazz Man Records, 6420 Santa Monien Blvd.,
Hollywood, Calif.

Keystone Records, 1415 Locust St., Philadel-
phia 2, Pa.

Kiddieland Records, 1595 Bdwy, New York

Kismet Record Co., 227 E. 14 St., New York

Life Record Co., 64 W. Randolph, Chicago, Ill.

Lincoln Records, 14200 Walnut St., Philadel-
phia, Pa.

London Records, 539 W. 25 St., New York

Hollywood  Blvd.

FIRST SHOWING AT THE CHICAGO MUSIC SHOW!

FSYMBOL
4

PORTABLE RECORD PLAYERS
ONO COMBINATIONS

® SINGLE SPEED MODELS
® 3-SPEED MODELS
® 3-SPEED AUTOMATIC MODELS

® 3.SPEED AUTOMATIC RAOIQ-
PHONO COMBINATIONS

o
o TRANSCRIPTION- 3 w
OEMONSTRATORS
DISTRIBUTORS! Llimited number of profitable
territories available to established distributors. Your
territory may be open! See us during the show!

DEALERS! The Symphonic franchise means greater
sales and profits for you in *54. See your local
distributor or let’s talk it over during the show !

Lyrichord Records, 464 W. 51 St., New York
Magic-Tone Records, 545 5th Ave., New York
Magnolia Record Co., 14155 Magnolia Blvd.,

Van Nuys, Calif.

Mercury Record Corp., 35 E. Wauacker Dr.
Chicago, Il

MGM Records, 701 Tth Ave., New York 36,

Mondi's  Reeords, 1619 Jericho Tpke., New
Hvde Park, I.I. N.Y.

Oceanic Records, 15 Park Row, New York

Ol}l\ Timer Records, 3703 N. 7 St., Phoenix
riz.

Parade Records, 799 Broadway, New York

I’azrun}o]unt Distr., 1637 N. Ashland, Chicago
22, 11

Period Music Co., 884 10 Ave., New York 19,
RCA Victor Div., Radio Corp. of America
Camden, J.
Reena Record Corp., 130 W. 42 St.. New York
Regal Record, 20 Elizabeth Ave., Linden, N.J.
Regent Record, 58 Market St., Newark,N.J.
Remington Records, 551 & Ave.,, New York,
Sacred Records, 2829 W. Vernon, Los Ange-
les, Calif.
Savoy Records, 58 Market St., Newark, N.J.
Seeco Records, 39 W. 60 St.,, New York 23,
Seva Record Corp., 45 E. 49 St., New York
Skating Rythms Records, 1608 E. 4 St., Santa
Ana, Calif.

OF  SUPERIOAITY

Your visit to the Music Industry
Show will not be complete if you fail
to see the great new Symphonic line
for '54. It's new and better all the
way through! NEW! Smartest Styl-
ing ever! NEW! Finest performance
ever! NEW! Greatest values ever!

Tiwo Great Exhibits !

THE PALMER HOUSE

Rooms 682 and 683
Booth 2, Exhibition Hall

SYMPHONIC RADIO & ELECTRONIC CORP.

Main Plant: 160 North Washington Street, Boston 14, Mass.
N.Y. Sales Offices: 1926 Broadway, New York 23, N.Y.

58
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Specialty Records, 8508 Sunset Blvd., Hollv-
wood, Culif.

Square Dance Asso.,, 102 N. Columbus Ave.
Freeport, N.Y.

Star Songs, 34 Hillside Ave.. New York 34,

Stradivai Records, 79 RBuff Rd., Tenafly, N.J.

Swing Time, 3427 8. San Pedro St. Los
Angeles, Calif,

Tico Recording Co., 143 W. 41 St., New York

Tempo Records, 8540 Sunset Blvd., Hollywood
46, Calif.

Tico Recording Co., 143 W. 41 St., New York

Urania Records Inc., 667 Madison Ave., New
York, N.Y.

Vilentino Inc., T. J., 1560 W. 46 St.. New York

Vanguard Recording Soc., 256 W. 55 St., New

York, N.Y.

Verne Recording, 1724 Madison, New York

Vox Productions, 236 W. 55 St., New York,

WCFM Recording, 1120 Conn. N. W., Wash-
ington 6, D.C.

Wg_stnil(inster Recording, 275 7 Ave., New
ork, N.Y.

Willida Records, 1595 Broadway, New York,

World Wide Records, 315 W. 47 St., New
York 19, N.Y.

Young People's Records, 100 6 Ave.. New

ork, N.Y. .
(Additional Phono Record Makers in Panel on
Page 32.)

HOME INSTRUMENTS

Home sound systems . .3
Record changers, automatic ... .. .8

Record players, home . _ . . . .. . . . C
Record players, transcription . .. . . D
Recorders, disc ...... ... ... . .. E
Recorders, magnetic tape ... . . ... F
Recorders, magnetic wire ...... . G
Recorders, portable . ..... .. . . . . H

Admiral Corp., 3800 Cortlandt St., Chicago 47,
I1.—B,C

Alliance Mfg. Co., Alliance, Ohio C

Altec Launsing, 9356 Santa Monica
Beverly Hills, Calif.—A

Ampex Eleetrie Corp., Redwood City, Calif.

Am;')liﬁex Corp of America. 396 Broadway,
New York 13, N.Y.-—A,E,F,G,H
Ampro Corp., 2835 N. Western Ave., Chicago

18, [l.- -C.F
27-01 Bridge Plaza Rd. N.
Y

Blvd.

Andrea Radio,
Long Island City, N.Y. -C

Ansley Mfg. Co.. Arthur, Doylestown, Pa.—(

Approved Electronic Instrument, 928 Broad-
way, New York 6, N.Y.—A

Arvin Industries, Columbus. Ind.--C

Atlantie Video, 18 Clinton St., Bklyn, N.Y.

Audar, Ine., M, Pusadena, Calif.- A

Audio Devices, Ine., 444 Madison Ave., New
York 22, NY. F

Audio Industries, Michigan City, Ind.—B,C,E.H

Audio Master, 341 Madison Ave., New York,
N.Y..—A,B,C.F

Audio-Tone Oscillator Co., 237 John St.,
Bridgeport, Conn.

Audio & Video Products, 7380 5 Ave., New
York 19, N.Y.

Autocrat Electronics, 5024 Elm St.. Skokie 8.
IN.—B,C

Automutic Radio Mfg.,
Boston 15, Mass.- -C

Beam Instruments Corp.,
York 1, N.Y.—-A.C

BeIalrln Radionics, 224 N. Desplaines, Chicago.

—BRB.C

Bell Sound Systems, 555 Marion Rd., Colum-
bus 7, Chio-—A,C,D.E,F.H

Bendix Radio, Bendix Aviation, Towson, Md.—C

Berlant Assoc., 4917 W. Jefferson Blvd., Los
Angeles 16, Calif.—F

Boetsch Bros., 221 E. 144 St., New York, C

Bogen Co., David, 29 9 Ave., New York 14,
N.Y.—A.C.D

122 Brookline Ave.,
350 5 Ave., New

Bowen & Co., 4712 Bethesda Ave., Bethesda,
Md.—A,C.D

B & R Electronics, 1701 Boone Ave., New
York 60, N.Y.—C

British Industries Corp., 164 Duane St., New
York 13, .Y.—B,H

Brush Electronies, 3405 Perkins Ave.
land 14, Ohio—F H

Bud Radio, 2118 E. 55, Cleveland, Ohio—C

Cadillac Electronic Corp., 19 W. 26 St., New
York 10, N.Y.- C

Calbest. Eng’g & Eleetronics, 828 N. Highland
Ave., Hollywood 38, Calif. ,C

Culifone Corp., 1041 N. Sycamore St., Holly-
wood 38, Calif.--C

Capehart Farnsworth, 3700 Pontiac St., Ft.
Wayne, Ind.—C

Capitol Records, 1730 Bdwy., New York-—-C

Carbonneau Industries, 100 Lexington Ave.
8. W., Grand Rapids, Mich.—C

Carron Mfg. Co., 741 W. Harrison St., Chi-
cago, Ill.-—C

CBS-Columbia, Inc., 8400 47 St., Long Island

A\

City, N.Y
4875 San Fer-

Cleve-

Electronics Corp.,
nando Rd. W., Los Angeles 39, Calif.-C

Clevens Co., Raymond, 294 Broad St.,, Lyun,
Mass.—RB.C

(Continued on page 65)
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powerful new
television sets with
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More te see...

More detail —amazing depth and clarity. The
“Magic Monitor” screens out static, steps up power —
automatically. The picture is vivid, accurate, over the
entire surface of the screen.

17-inch Brent, finished in maroon or grained
blond, Special Model 175350.

: More stations—with television’s tremendous new
. expansion. This means more prospects for you . . . \
1 HE more sales! And with Rotomatic Tuning, they’ll be
easier to sell.

C G one knod CLck # i

17<inch Bristol, Inished in grained mahogany
or blond, Special Model 175351.

2l-inch Blake, finished in maroon or blond, ! .
Special Model 215354, — ——-h-“_g__._

2l-inch Talbot, finished in grained mohogany
4 or blond, Special Model 215362.

¥

I7-inch Denham, fnished in grained malog-
asv os blond, Special Model 175360.

e

17-inch- Highland, finished in mahogany or
limed oak, Super Model 17T361.

21-inch Bentley, finished in grained mahogany

or grained blond, Super Model 21 T356U, with
Rotomatic UHF-VHF Tuning only.

17-inch Hayes, finished in grained mahogany

or grained blond, Super Model 17T352U, with 6]” ear mOrg
Rotomvatic UHF-VHF Tuning only.

~wr-aRerteanrtradiohistory com——



www.americanradiohistory.com

RCA Victor is Americas best advertised television

Here’s the most spectacular

advertising campaign you’ve _:’i

ever had behind you! (G,
-t _ "

Television’s behind you! The “Goldbergs”’ - m Ir‘:‘ ﬂ* il

—RCA Victor’s new summer television show
—will be selling for you!

Radio’s behind you! The new Tony
Martin musical show will deliver customers
to your store.

Magazines...the ones your customers read
. will feature Rotomatic Tuning in big-
space ads . . . soon!

Newspapers in your area will carry
strong-selling RCA Victor advertising . . .
for you!

Billboards and car cards will provide
double-barreled sales-impact for you!

Point-of-purchase sales aids and plenty
of hard-hitting promotion pieces are ready
to help you to help yourself to the big profits
in fast-selling RCA Victor Television with
Rotomatic Tuning!

Millions of dollars in the next six months
. . . that’s the kind of advertising support
we're giving you!

Now’s the time to order—call your RCA
Victor Distributor today! And when you
do, also ask him about the new Bermuda
“45” Distributor-Dealer Contest.

RCA Victor is Americas best serviced television!

Even if you have your own Service Department, RCA
Victor—and only RCA Victor—‘‘backs you up” with a t_ -
nation-wide factory-controlled Service Company, whose "
facilities you can use as little or as much as you please. ‘ e
And only RCA Victor offers you Rotomatic Tuners.

Only RCA Victor offers you the really full line you need
for easy “‘sell-ups”. Only RCA Victor offers you such . _
complete advertising support. For all these reasons— Twt ‘_)

Gl your TROA Victor Dichibuton- 700! 653 2

kivery year more people buy RCA VICTOR than any other television

Division of Radio Corporation of America (Tmks) ®

—anan aaaricanradiohictorn, com - -
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Less o do!

Less dialing—with Rotomatic Tuning every station
is pre-tuned. Turn one knob—CLICK!—there’s your
station . . . sharp, clear, steady. It’s so automatic a
child can tune any channel as easily as an adult.

Less adjusting—exclusive ‘“Magic Monitor” circuit
system automatically brings in and holds the finest
sound and picture. “Golden Throat” tone system gives
“in person” listening.

- Aor ok CHF 7 b

2l-inch Latham, finished in natural walnut
or limed oak, Super Model 21T365.

¥ N
e Ay b

e = — R T e oy ’ g
2l-inch Hillsdale, finished in mahogany s i 2l-inch Preston, finished in mahogany or
or limed oak. Super Model 21T363. L { limed oak, Super Model 21T7372.

: { » |
. i 2l-inch Hayward, finished in mahogany or ‘ﬂ? | 21
! EI‘; limed oak, Super Model 21T364. oo ot
; PEp— . ! ’,»
[ |

2l-inch Chadwick, finished in maehogany
or walnut, Super Model 217375,

21-inch Powell, finished in maple, red
cherry, or mahogany, Super Model 217373,

2l-inch Sutton, finished in limed oak or nat- 21-
vral walnut, Super Model 21T374. hoy

ICTOR thar any ot/

WAL Saekieakiadiahistar-eaRa - |
IStR-—-EEa4R —— —

i people buy RCAN
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3

o e B
o fl,-

o 2i-inch Talmadge, finishec in mantogany
ot limed oak, Deluxe Madel 21D366&.

!
J .

\’

inch Dunbar, finished in mahogany or
ed oak, Deluxe Model 21D358. r

21-inch Newport, finishad im natural walnut
— or limed oak, Deluxe Moded 21D378.
S,

inch Vincennes, finished in mahogany,
natural cherry, Deluxe Meodel 21D377.

27-inch Copeland, fin shed in grainec ma-
hogany or walnut, Deluxs Model 270383.

N

HIS MASTER'S VOICE"

inch Beaumont, cherry, maple or ma-
Jany finish, Deluxe Model 21D380.

er lelevision

2l-inch Caldwell, fimished in mahogany or
limed oak, Deluxe Model 21D376.

2l-inch Bradbury, finishad in mahogany or
walnut, Deluxe Model 21D379.

27-inch Longchamps, finished in maple, or
genuvine mahegany, Deluxe Model 27D384.

RCA Victor offers you value-leading Special
Models . . . stylish, volume-producing Super
Sets . . . and, to round out the line, RCA
Victor Television Deluxe—for those who
want the finest that money can buy.

wawvLamericantadiohistorv.come M
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Heres what it is

Rotomatic Tuning is the combination of two
great RCA Victor exclusives: a powerful Roto-
matic tuner plus the famous ‘“Magic Monitor”
circuit system. Nothing could be simpler to sell!
Turn one knob—CLICK!—there’s the station

. sharp, clear, steady, perfectly pin-pointed
and locked into position.

And RCA Vi;?tor gives you a choice of Roto-

A powerful,
accurate
ROTOMATIC TUNER

And heres how to sell it

« &7
' ‘ {g'fe—//yoaf Customers
Nl A/EW

— Explain that Rotomatic
Tuning is the latest in a

long series of “‘firsts’
developed by RCA Victor.

BN
b |
/ - o g

ShowHhem i
ACCURATE

Let your customers

see for themselves

how each station comes
in sharp, clear, steady
—at a click!

The avtomatic
MAGIC MONITOR
Circuit System

matic tuners. For VHF, the Rotomatic VHF
tuner is the finest of its kind. For UHF, the
advanced Rotomatic UHF-VHF tuner does
more—and does it better—than any other ever
built. Optional at extra cost, it is available on all
models except the lower priced Special Series,
which features Rotomatic Tuning for VHF;
with manual tuning for UHF optional, extra.

>

ROTOMATIC TUNING
—more to see , ..
less to do!

- D

Pove 7o them
#& WEWL

Show them how
RCA Victor’s extra
power makes a differ-
ence in reception
that they can see!

Demonstrate 1har
4 AUTOMATRC

Rotomatic Tuning means
more to see and less to
do for your customers

. . more to sell and
less to do for you!

Coor-C LIS vt

Aoromartic

T — WAAMAL aRekicarkadiohisteor-—com
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Roster of Mfrs.

(Continucd from page 58)

Clinton Radio & Phono. Co., 103 Lafayette St.,
New York, N.Y.—C

Columbia Records, 799 Bdwy., New York—C

Comet Corp., McHenry, Ill.—B,C

Cook Labs., Route 2, Stamford, Conn.—E

Crescent Industries, Inc., 5900 W. Touhy Ave.,
Chicago 31, Ill.--C,G,H

Crosley Radio-TV, 1329 Arlington S8t., Cin-
cinnati, Ohio-—C

Daystrom  Electric Corp., 837 Main St.,
Poughkeepsie, N.Y.—F

Dean Electronics, 35 5 Ave., Brooklyn 17,
N.Y -A.,C

Decca Records, 50 W. 57 St., New York,—C

DeWald Radio, 35-15 37 Ave., Long Island
City, N.Y.—C

DuKane Corp., St. Charles, TIL.--AF

DuMont Labs., Inec. Allen B., 2 Main Ave.,
Passaic, N.J.—C

Dymévox Corp., 40-05 21 St., Long Island City,

Ectro, Inc., 425 8. Sandusky St., Delaware,
Ohio—F,

Edu-Craft Corp., 150-45 12 Ave., Whitestone,
N.Y.—A,B,C

Eimir Ipnc., 1501 W. Congress St., Chicago 1,
I1l.—F

Eleetro-Mite Co., 1026 Myrtle, Bklyn., N, Y.

Electron Enterprises, 6917 Stanley Ave.,
Berwyn, !l -B,CF.G

Electro-Voice, Inec., Buchanan, Mich.

Elso Mfg. Co., 1218 W. Girard Ave. 5 Phllddel-
phia 23, Pa.—-C

Emerson Radio & Phono. Corp., 111 8 Ave.,
New York, N.Y.--C

Erwood, Ine., 1770 W. Berteau, Chicago, Ill.—C

Espey Mfg. Co.. 528 K. 72 St., New York 21,

FaI(\iIaI Ragio & Elee., 525 Main St., Belleville,

>

Fairchild Recmdmg, 154 St. & 7 Ave., White-
stone, L.ILN.Y.--D,E,

Feiler Eng’g & Mfg‘ 8026 N. Monticello Ave.,
Skokie, Tl -A.F,G.H

Fidelity Amplifier, 708 W. Willow St., Chi-
cago, IlL—C

Fisher Radio, 45-41 Van Dam St.,, Long Is-
land City 1, N.Y.—C

Frﬁe({r Electronics, 200 Hudson St., New York,

q(Continued on page 66)

new

MONEY

FOR YOU

Table Model Phonographs
Phono-Radio Combinations

Children’s Phonographs

Palmer House ROOM 659

Be sure to see our
“'SURPRISE PACKAGE"

STEELMAN PHONOGRAPH AND RADIO CO.
12-30 Anderson Avenue, Mt. Vernon, N.Y.

TELEVISION RETAILING °* July, 1953

MAKERS

Portable Phonographs |

the Moderne

Model UR-312 Available in Cherry
Mahogany, Blond Mahogany,

or Limed Oak.

User Net: $ 64.50

Blond and Limed Qak—10% extra

I.OUK ot the s‘t.yh'ng ;-;" '.':' |
LISTEN 1. he reposuction.

the Provincial
Model UR-310.

the new ‘ In Maple

or Fruitwood.
M‘ User Net: $ 64.50
by UNIVERSITY

Now you can have good “looking” with good listening! Each University
MUSICORNER design is authentic in every detail, and reflects the traditions
of the old masters of fine furniture. All genuine wpods—hand rubbed!
Designed to flatter the decor with stylings that smartly blend with any
existing interior.

University Musicorner gives you wide angle coverage, clarity and brilliance
with its full front radiation. High power handling ability and distortion
control, with an internal and extended horn. And, boested low frequency
response with high efficiency, from its unique integral bass reflex system.

the Traditional

Modet UR-311. .
e THE HEART OF THE /Jfudiiciner.

Cordovan Mahogany.
User Net: $ 64.50 Model 6201, 12~ coaxial speaker system. A TRUE

coaxial dua! range system, with woofer, and driver
type tweeter, built-in crossover network, and "‘balance’’ |
control. Finest to be had! User Net: $ 45.00

The exclusive University Diffusicone-12 speaker is
acclaimed by experts everywhere! Here, in the economy
of one speaker you get dual-horn loading, radial pro-
jection, and diffraction—to give unsurpassed fidelity,
range, and uniform sound distribution. User Net:$ 27.00

OOOOOEO0C0000a00000 el o e e e o, i A r - B i o e e

Model 6200, 127 extended range speaker. Gives highly
efficient futl-bodied response throughout the operating
spectrum. User Net: $ 21,00

FREE BOOKLET!
describing these LOUDSPEAKERS, INC.

wonderful enclosures in
greater detail.

B0 SOUTH KEMSICO AVEMUE = WHITE PLAINS, M. Y.
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sell this one | Roster of Mfrs.
for pROFIT (Continued from page 65)

Garrard Sales, 164 Duane, New York N.Y.—B,C
an GeleCo. 1757 N. Central Park, Chicago, 11l

General Cement Mfg., 919 Taylor, Rockford,

cu STo M E R GeEL;F'GE(ljectric. Receiver Div., Syracuse,

SATI s FActl o N General Industries, Olive & Taylor, Elyria,
Ohio—B,C,E,F
General Instrument, 829 Newark Ave., Eliza-
. beth, N.J.—B,C
A, ol Gilfillan Bros., 1815 Venice Blvd., Los Angeles
S |6, Calif,

C
s Grayline Eng’g Co., 12233 Ave. O, Chicago
v 33, 11
et & & | G Co., L. Ch 1t 314 Washington St.,
the precision engineered : Newton 58, Mags.C. - pemnE

C
Hal{lcrdfters Co., 4401 W. 5 Ave., Chicago 24,
C

e Hamilton Eleetronies Corp., 2726 W. Pratt
] ] Blvd., Chicago 45, IIL.—A,C
o Hedco l}'lfg Corp., 161 W. Huron St., Chicago

10, 11.—B,C
turntable ' He‘;(e)ltllqo:ladio TVC 18 Anderson Place, Mt.

Hudson Flect‘romcs, 110 E. 3 St., Mt. Vernon,
N.Y.

“i designed and manufactured by @ Heavy, cast aluminum 12" table Jackson Indulstnes, 58 B. Cullerton St., Chi-
o : 18, 1i.-—C
the world’s largest producer ~ ® Precision, constant speed motor Jewel Radio, 900 Passaic Ave.. E. Newark,
: . : N.J—C
of professional tape and disc @ Instant 3-speed selection Key Electronics, 20 W. 22 St., New York, N.Y.
‘ : . : i i ] ‘AB,C
recording equipment. Quiet, rumble-free performance Kraft Bros. 1200 Jerome Ave, New York
3 52, N.Y.-C
o . Lansing Sound, Ine., J. B., 2439 Fletcher Dr.,
Retails at $53.50 (chassis only) | “os Angelos 39, Calif.— A
_ Lear, Inc., 11916 W. Pico Blvd., Los Angeles
i R 61 W. Randolph, Ch 1,11
= T . ife Records, . Randolph, icago 1, I11.—C
d | Write for FS ﬂ Liﬁcolln LI;}[ng'gfx 5701 Natural Bridge, St.
r t | ouis, 0.
cals Orrangeme_n s | Lion Mfg., 2640 Belmont, Chicago 18, Tll..—C
and attractive ! Loge Sound Engineers, J. M., 2171 W. Wash-

RECORDING CORPORATION ington Blvd.,, Los Angeles 18, Calif—A
PARAMUS, NEW JERSEY g | Mcfoban Inc. -I“Di"k A Roosevelt Rd.,
] | Macon Div., York Radio-TV, Decatur, I11.—C
e T 3 Magna Electronics, 9810 Anza Ave., Ingle-
IR | wood, Calif.—A,C,F
. Magnavox Co., Fort Wayne, Ind.—C
- S — I o . Magnecord, Inec., 360 N. Michigan Ave., Chi-
cago 1, 1II.—F,G.H
r Tl B N ‘ Magnetic Recorders, 7120 Melrose, Los Ange-
les 46, Calif.—C,E,F.G
Magnetic Recording Industries, 30 DBroad St.,
. New York 4, N.Y.—
Majestic Radio-TV Div., Wiécox-Gay. 385 4

EXC ITI N G ' Maikj\t;(:"'EIlqeec‘tvrog?:sk, A}g L’ﬁsei‘nie, Brooklyn—B,C

Markel Electric Products, 147 Seneca St., Buf-

'l NEW DESIGNS! ] M I astries John, Plymouth, Jnd—0

counter display

‘ Meissner Mfg., Mt. Carmel, I1L—B,
MGM Records, 701 7 Ave., New York—C
Miles Reproducer Co., 812 Broadway, New

l |I York 3, N.Y..FH

Milwaukee Stamping, 800 S. 72 St., Milwaukee,
§ n ™ [ | Wis.—B,C

Mitchell Mfg 2525 Clybourn, Chicago, I1l.—C
Mohawk Business Machines, 47 West St., New

I “ York,—F
Morrow Radio, 2794 Market, Salem, Ore.—A
I I Motorola, Inc., 4545 W. Augusta Blvd., Chi-

cago 51, I1.—B.C
MP Concert Installations, Fairfield 3, Conn.

—A,C.D

National Acoustic Products, 11 S. LaSalle St.,
Chicago 3, 111.—B,C

Newcomb Audio Products, 6824 Lexington
Ave., Hollywood 38, Calif.—A,C,D

Oak Mfg. Co., 1260 Clybhourn, Chicago, 11l.—B

Olympic Radio-TV, 34-01 38 Ave., Long Island
City, N.Y..—C

Operadio Mfg., St. Charles, 111.—C

Packard-Bell Co 12333 W. Olympic Blvd.,
Los Angeles 64, Calif.—C,E

| Pathe Televuslo{; Corp., 250 W. 57 St. New

-C

I eecsccsccscc00s0c0ssse
o

B on display at
: ROOM 681
York 19, N.
Peerless TV Radio Co., 6508 Euclid Ave., Cleve-

|

. land, Ohio—C
Peirce Wire Recorder, 1328 Sherman, Evans-
ton, Ill.-—G

T

Pentron Corp., 221 E. Cullerton St., Chicago

16, 11.—A,B,C,F.G
l JUIY 131-h 161-h l Permo Inc., 6415 Ravenswood Ave., Chicago

Ready...

to roll up profitable
radio sales for you . ..
new models—new fea-
tures—new values . . .
SEE the complete new
ROLAND RADIO line—
Palmer House, Chicago

ROOM 659

26, II.—F,G
Philco Corp, Tioga & C Sts., Philadelphia

I SOOOCOBAON00000a00000 l | n_ 34, Pa,

| Ph\l{]mgxg l}'[qu Cx, 113 University Pl., New
or
I NATIONAL B oy G dpgie oo o s
§ TELETABLE CORP.I
o C 438 E. 91 St.. New York_C
0488 7th ave. New vork 18, N. v, I | Ao G 8 5 0 QG N
Angeles 46, Calif.

lPilot Radio Corp 37 06 36 St., Long Island
1 City 1, N.Y.—~C
Plymouth Electronies, 50 Kingsbury St., Wor-

ROLAND RADIO CORP. o A
12-30 Anderson Ave., Mt. Vernon, N. Y. IL EE BN R BN BN Em W J (Continued on page 70)
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| ... the only erystals and jewel sapplares
\  specifically designed for the RCA g5 \

RCA Crystal Cartridges in RCA
“45 record players have the pre-
cise weight for proper tracking

RCA Crystal Cartridges

are designed specifically

GELECT for RCA 457 pick-up
_Ef'_' arms. Together, they pro-

vide the correct weight
for proper tracking—optinum lateral sty-
lus compliance to minimize record-wezar.
Exact dimensions make them easy to install
in any RCA Victor 45 record changer.

There’s an “original” RCA Crystal
Cartridge specially designed for every
model RCA Victor record changer made.
Use genuine RCA Crystal Cartridges and
avoid replacement problems.

Jewel-polished RCA Sapphire
Styli are microscopically
shaped for 45" grooves

RCA jewel sapphires are

rouge-polished to a super-

fine finish, and have the

proper tip radius for “45”
“% records. Record and stylus
are designed to play together.

Genuime RCA jewel Sapphire Styli,
with correct tip radius, are available for
replacement in all type RCA Crystal
Cartridges designed for RCA Victor 45,
78, 78-33, and 3-speed changers.

RCA Crystals and Styli are made
better— cost no more

Because they’re mass-pro-
duced by precision methods,
RCA Crystal Cartridges and
Styli meet the highest quality
standards, yet cost no more,
Swart packaging makes them easy tosell ...
handy dispensers make them easyto display.

Remember . . . customers count on you
to return their RCA Victor record changers
to their original high performance stand-
ards . . . by using genuine RCA Crystal
Cartridges aud Styli. Order a model inven-
tory today from your RCA Parts Distributor.

Genuine RCA Victor Service Parts are readily available frem your RCA Parts Distributor

RADIO CORPORATION of AMERICA
), ELECTRONIC COMPONENTS

TELEVISION RETAILING °* July, 1953
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Phono Needles

(Continued from page 40)

It's up to you to make it sooner.
Point out to your customer or
browser that needles should be
changed at least once a year. It’s
only fair to his records. A small in-
vestment on his part in a good
needle will save that big investment
he’s made over the years in his rec-
ord collection.

Today there are almost 26,000,000

great many of these turntable own-
ers are not replacing needles regu-
larly. You know they’re only cur-
tailing their enjoyment. Tell them
about it. Never pass up an opportu-
nity to show the customer the
needles and to stress the all-impor-
tant role they play in the phono
system. Use the manufacturer-sup-
plied dealer aids to attract custom-
ers’ attention. The various charts,
folders and promotion pieces will
help you to learn lots more about
the product you’re selling as well
as impress your customers with the

turntables in consumer homes. A importance of the needle.

ENGINEERING ACHIEVEMENT

DYNAVJX

3-SPEED AUTOMATIC
PORTABLE PHONOGRAPHS

With the new DYNAVOX diatonic amplifier—
sound qualities never before achieved
in a portable phonograph.

Model 504 {open & closed)

Here’s the greatest value in a hi-fi

quaolity 3-speed portable automatic ever
developed by modern engineering—

third dimension in sound! Unusual depth—
dulcet tones—fine timbre, it's the finest

sounding portable you‘ve ever sold.

Plays all size records of every make in all
three speeds, with lid closed. Deluxe VM
changer with dutomatic stop,

floating light-weight pickup arm, turnover
cartridge with two osmium point styli.
additionol features:

Powerfully engineered DYNAVOX diatonic
4-tube, push-pull, high-gain amplifier
with hi-fi quality. Heavy-duty 8”PM

Alnico V speaker with 3.16 oz. magnet.

Luxurious cabinet—with split-lid styling—

------- is made of solid wood with locked corners,
covered in two-tone duPont leatherette
pyroxilyn coated to repel water, trimmed in
contrasting plastic beading, matching hondle and

brass plated teardrop hinges and cotches.

PORTABLE AUTOMATIC RADIO-PHONO COMBINAYION

Model 402C An eloborate radio-phono combination
—VM changer plays all size records in oll three
speeds with lid closed. Reversible cartridge
with two permanent needles. RADIO is a

5-tube superhet. with two IF tronsformers,
built-in loop antenna, large slide-rule dial.
Magnificently covered with duPont leatherette.

DYNAVOX has 24 new models
for 1953-54.

Hear them, see them oll!
MUSIC SHOW, ROOM 910 W,
PALMER HOUSE

3.SPEED PORTABLE

Model 306 Features a 5'° PM speaker in front,
outside grille backed with acoustic baffle

for extra tonal quality. Luxurious, compact
carrying case hos locked corners, covered in
duPont leatherette pyroxilyn coated to
repel water, trimmed with
complementary beading.

Plays all size records in all

three speeds, hi-fi twist crystal
pick-up, hi-gain amplifier with
variable volume and tone controls.

40-05 21st Street, Long Island City 1, N. Y.

LARGEST MANUFACTURERS OF QUALITY PHONOGRAPHS AND RADIO-PHONO COMBINATIONS SINCE 1936
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DYNAVOX CORPORATION |

While youre learning yourself,
train your salespeople as well. It’s
important that they know just as
much and be just as eager to sell the
needles as you are. For a starter, try
bonuses or sales contests as incen-
tives. Use this system at regular in-
tervals to keep interest up. Nothing
is a greater selling aid than keen
competition among salesmen.

Another thing you can do is to use
different types of needles on your
demonstrating machines and in your
listening booths. Possibly you could
have on hand some needles that have
been used regularly for almost a
year. Let the customer hear the dif-
ference in record tone between the
two needles. He'll get the idea pretty
quickly.

Needles, no matter how the price
rises or the field expands, are still a
small item as far as size goes. There-
fore, give them a “preferred” posi-
tion that will attract the customer’s
interest.

You might also run contests, such
as “How Many Needles in the Jar?”
This works on the same principle as
the old bean contest. Fill a large jar
with old needles and have contest-
ants guess how many it contains. Or
how about “Find the Needle in the
Haystack?” Set up a display of a
small pile of hay and strategically
place in it a few needles spaced well
apart. Allow each customer one
probe with a magnet, and if he comes
up with a needle, he wins a prize. If
you run contests with records as
prizes, why not include a gift
needle? The customer will be very
pleased.

It’'s important to get your custom-
ers used to the idea of how good rec-
ords sound with a new needle. Once
they try it, they’ll tell their friends
and demonstrate on their own ma-
chines. Using the user is a good prac-
tice to follow.

The phono needle potential is sky-
high. Be sure you get your share!

Recorder Sales

(Continued from page 34)

In smaller cities and towns there’s
a real touch of Americana that af-
fords the tape recorder a chance to
sell itself. It’s the home social gath-
ering. When young couples get to-
gether for an evening, they can
play cards, talk, play the good old-
fashioned games, watch television
or play records.

These are average, run-of-the
mill young couples—but each likes

(Continued on page 69)
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to be a good host and hostess. Each

couple likes to introduce some
novel way of entertaining-—and
that's where the tape recorder

comes in. The boys will form an
inpromptu (and off-key) quartet—
or some gal will bang out her piano
solo or do a dramatic skit she re-
members from her high-school
play.

Dealers who are experienced in
promotion of tape recorders seem
in agreement that it's necessary get
the prospect signed up quickly—
while he's enthused. That’s one
good reason why dealers favor very
short trial periods. The prospect
hits a “peak” in his desire for the
recorder—and he mustn’t have too
much time to “fiddle” with the re-
corder and become indifferent to it.

Along this same line, most deal-
ers go after a substantial down-
payment, feeling there'll be fewer
reverts as the novelty of the re-
corder diminishes. This factor, of
course, isn’t so great when the re-
corder has been sold for solid pro-
fessional or business purposes.

With the Fall months just around
the corner, many dealers will be
giving thought to state and county
fairs. For dealers who set up dis-
plays at these events the tape re-
corder provides an almost sure-fire
attraction. The crowds can be
stopped with offers to record voices
and play them back.

Here’s a real specialty product—
most dealers agree on that. It has
virtually no saturation; it's espe-
cially well-adapted to demonstra-
tion. There are not too many deal-
ers, as yet, getting into the act.

(Continued from page 44)

Sales Up on Tape Recorders

“ ... We expect sales of Ampro tape
recorders to more than double fol-
lowing the introduction at the

TELEVISION RETAILING ° July, 1953

NAMM show of our new . .. magnetic
tape recorders . .. Reports from our
distributors also tell us that sales . . .
should continue to show accelerated
gains as the general public becomes
increasingly aware of the entertain-
ment and educational benefits of the
tape recorder in the home.”
ARTHUR J. PALMER, President,
Ampro Corporation

Cabinets Help Hi-Fi Sales

“ ... Too many high fidelity dealers
think in terms of the component end
of the system alone, forgetting that
every purchaser of a Hi-Fi system is

a prospect for a cabinet . . . The
dealer without a representative line
of cabinets can only make part of the
sale—and possibly lose out on all of
it.”

SIDNEY HERBSTMAN, President
G & H Wood Products

Turntable Guide Is Offered

Gale Dorothea Mechanisms, Elm-
hurst, N. Y., makers of turntables and
animated display devices, has released a
19-page article, Guide to Turntables. It
details how to choose these devices for
special purposes and gives reasons why.
Copies are obtainable free of charge, the
company says.

KFree with #1470
JENSEN NEEDLE ASSORTMENT
Sensational NEW DISPLAY
AND STORAGE KIT

REPLACES 5
DISPFLAY CARDS

GLEAMING PLASTIC |
BRIGHT COLORS

g

814, x 8'%, INCHES

e YOU BUY (turnover-balanced) assortment of 27 conven-

tional JENSEN needles at regular price and get this mar-
velous display and storage kit absolutely free of any extra

cost,

o These JENSEN top quality needles provide perfect stock

balance to meet customer needle demand: Nine at $1.50—
Nine at $1.00—Six at $1.50—Three at $2.50.

e This is a hot item. It's just what you need to display and
store your needles. See it at the MUSIC SHOW, July 13-16,

Booths 85 and 86.

INDUSTRIES 329 SOUTH WOOD ST. » CHICAGO 12, ILL.

waanny amaricancadiohistenscom
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Roster of Mfrs.

(Continued from page 66)

Precision Electronics, 9101 King Ave., Frank-
lin Park, Ill.—A,C
Presto Recording Corp.,

b,
Radar-Electromos 229 W. 28 St., New York—A
Radio Corp. of Amerlca RCA Victor Div.
Camden, N.J.—A,B.C.H
Radio Music, 84 S. Water, Port Chester, N.Y.—C
Radio Recorders Equlpment Co., 7007 Melrose
Ave., Hollywood 38. Calif.—A,B,C.H
Rauland-Borg Corp., 3515 Addison, Chicago,—A
Recorder Sales, 218 8. Wabash, Chicago, Ill.
Reevesound Co , 35-54 36 St., Long Island City
Y.

1, N.

Reval Electnmcs. 605 W. 130 St., New York
N.Y.-A,C

Rek-0O-Kut Co., 38-01 Queens Blvd.,

land City 1, N.Y—-C.,E
Revere Camera Co., 320 E. 21, Chicago, 11L.—F

Box 500, Paramus

Long Is-

Ristaucrat, 1216 E. Wise Appleton, Wise.—C
Rockbar Corp 211 BE. 37 St., New York—B
Roesch Co., D. J. 22‘30 S. Flgueroa St., Los

Angeles 7, Calif.
385 Putnam Ave., Cam-

Scott Ine. H H
1020 Rush. Chicago, 1]

hridge, Mas

Scott Radio Lah

Seeburg Radio Corp., J 1500 Dayton St.,
Chicago, Ill.—C

Sentinel Radio, 2100 Dempster, Evanston, 1Il.

Setchfll Carlson, New Brighton, Minn.

Sherold Specxalty Prods., 68 E. 131 St., New
York, N.Y—C

Shevers Inc., Harold 123 W. 64 St.,, New
York 23, N.Y.A,C

Shura-Tone Products, 440 Adelphi, Brooklyn
38, N.Y..-C

Shure Bros., 225 W. Huron, Chicago 10, Ill.—C

Simpson Mfg. Co., Mark, 32 28 49 St., T.ong
Istand City 3, N.Y.—~A.C,E
221 W. lT St., New York

Sonic Industries,
. Y.—C
Sound Ine., 221 E. Cullerton,
Sound Workshop, 76 N. 11 St,,

Chicago, Ill.-F
Bklyn. ,N.Y.—A

TOP QUALITY PHONOGRAPHS & RADIOS

St

E the Jifference

you can HEAR the difference |

HUDSON
the name that means Quality portable phonographs

—brings to the N*A+<M+*M=* Show a preview of
several outstanding models added to their nationally

famous line.

HUDSON

has only thru rigid Quality controls maintained
reputation for Quality and valve,

.
|
'Hu R

Quality Leadership * Styling * Performance

Matched Tone * Design

We welcome your visit to Room 604 Palmer House
Chicago — July 13-16

Brochures available oriirequest

HUDSON ELE

RONICS CORP:

110 East Third Street « Mownt Vernon, New York
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Sparton Radio, 2400 E. Ganson, Jackson, Mich.

Speak O-Phone Recordmg & Equip., 23 W. 60
St., New York, N.Y.

Steelman Phono & R.uho Co.,
Ave., Mt. Vernon. N.Y.

Stewart-Warner, 1300 N. Kostner Ave., Chi
cago b1, C

Storminger, 1365 Market, San Fran-
ciseo, Calif.—C

Stromberg- Carlson  Co., 100 Carlson Rd.
Rochester 3, N.Y.—B.

Suﬁr.}er _Products, 140 Market St.,

Symphonette Corp., 112 E. Watson Pl.,
cago, Il

Symphonic Ra(llo-Electromcs, 160 Washington
St. N., Boston 14, Muss.

12 Anderson

Paterson

Chi-

Symphony Radio & TV Corp., 825 W. Pico
Blvd., Los Angeles 15, Calif.—C,E,F

Talk-A-Phone Co., 1512 S. Pulaski Rd.. Chi-
cago 23, I1l.—A

Tape Master Inc., 18 W. Hubbard St., Chi-
cago 10,

poe Recor(lmg Ind., 3335 E. Michigan, Lan-
sing, Mich.—F

Thorens Co., New Hyde Park, N.Y. B

Trav-ler Radio, 571 W Jacl\son Chicago,

Trebor Radio Co., Pasadena, Calif. C

Trutone Electronic Eng’z.. 812 N. Highland
Ave., Los Angeles 38, Calif.

Trylon Radio, 1186 N. American St., Philadel-
phia, Pa.

U.S. Recording, 1]20 Vt. Ave, N. W., Wush-
ington, C.—CH

University Loudspeakers Inc., 80 S. Kensico
Ave., White Plains, N.Y.

Vanity Fair, 61 E. 11, New York.

V-M Corp., Benton Halbor, Mich.—13,C

Vocaline Co. of America, Saybrook. Conn. A

Wagner Resemch 150 W. 56 St., New York
19 .

Waters Conlev Co., Rochester, Minn.—C

Webster-Chicugo Corp., 5610 W. Bloomingdale
Ave., Chicago 39, i, B,C.F.G

Webster Eleetrie, 1900 Clark St., Racine,
Wise.—A.F

Weingarten Electronic Labs., 7556 Melrose
Ave.. Los Angeles 46, Calif.- -A
Wells-Gardner, 2701 N. Kildare.
Western Mfg. Co., 1400 W. 22 St.,
Nebr. ,C
Westinghouse Elec. Cmp
White Rock Mfg.
Wilcox-Gay, 604 W.
Mich.—C,E,F
Zenith Radio Corp., 6001 W. Dickens Ave.,
Chicago, IIl.--C

Chicago—C
Kearney,

Metuchen, N.J.- C
Whlte Rock, S. Car.—C
Seminary, Charlotte,

I'm not complaining. Just wanted
to compliment you on the qualitv
of the music since vou got the
JENSEN NEEDLE!’
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YOU CAN’T AFFORD TO MISS

These fine stores
buy their TV from
PHILHARMONIC

Abraham & Straus
Allied Purchasing Corp.
L. S. Ayres & Co.
Bullock's

Burdine’s

Butler Bros.

Carson Pirie Scott
Dayton Co.

Davega

Fedway Stores

Foley Bros.

Higbee Co.

Joseph Horne Co.

J. L. Hudson Co.

F. & R. Lazarus & Co.
Milwaukee Boston Store
Gilchrist

Rich's

Rike Kumler Co.

Sanger Bros.

John Shillito Co.

Stix, Baer & Fuller
Strawbridge & Clothier
Thalhimer

Davidson’s

John Wanamaker & Co.

model 9821
Rochrolle

FRENCH PROVINCIAL

Suite 600
CONRAD HILTON HOTEL
Chicago
Ed Schuster & Co.
z':l*:d;:g;_ Department Store JULY 13 thru 16
g‘e.n?eltlg:ycg-oods Co.

Morris Kirschman Co.
Louis Pizitz Dry Goods Co.

ev-u":z»b':?;mce: Co. See the TV that leading department and furniture stores back up with
Chikar's their own good name.
People’s Outfitting Co.
Lipman Wolfe & Co. i HH H H
TE S STRTHE Gor Find out how you too can participate in a going TV program.
Cohen Bros. 0nQ o b
Shartenburg’s Several cities still open in new UHF or VHF markets. More important, come in
Michaels Bros. i
and find out h X
ko S I ut how your store can make money with TV.
Vim

Philharmonic Radio and Television Corp.

MAIN OFFICES and PLANT: NEW BRUNSWICK, N. J.
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the new, improved
R ——
two-speed

MODEL 230

is selling
at this
low list price
of only
) EICOR MODEL 230 has the modern LAWYERS
~ design, simplicity of operation, low

sale price and engireering quality i $ 95
which assures you of velume sales

and safisfied customers. :

Order from your
fobber — or
write direct

READY for PROMPT Celivery

Mustraled literature and specification
cata — available vupon request.

1501 WEST CONGRESS ST. CHICAGO 7, ILLINOIS
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TACO, originator

of the patented “TWIN-
DRIVEN” antenna
principle brings you
broad band antennas to
cover the entire

VHF band. Here are
the answers for your
fringe installations.

TACO INTRODUCES:

The TRI-TUNED 7-element Model 1840. TRIPLE-DRIVEN
low band yagi with an unbelievable directivity pattern, and
highest gain on Low-Band channels 2 thru 6 inclusive.

The SILVER STREAK BAZOOKA Model 1860, utilizing
eleven working elements each contributing to an ideal
directivity pattern with highest gain across the band from
channel 7 thru 13.

TECHNICAL APPLIANCE CORPORATION, SHERBURNE, NEW YORK

in Canada: Hackbusch Electronics, Ltd., Toronto 4, Ontario

TELEVISION RETAILING ¢ July, 1953
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TV, Radios, Phonos, Recorders

RCA Victor PORTABLE
TAPE RECORDER

This dual-speed machine can re-
cord or play back up to two howurs
and can rewind in approximately
two-and-three-quarter mirutes. Tt

2

can use all sizes of tape reels up to
seven inches. Push-button controls
are used to operate the machine and
it is equipped with a jack to permit
attachment to phonographs, radio
receivers and public address sys-
tems. Unit weighs 25 pounds and is
14 by 12 by 9 inches. Operates at 3.75"
and 7.5” per second and requires 105
to 125 volts, 60 cycles AC. Tubes in
built-in amplifier are RCA type
5879, 12AX7, BAQ5 and 6X4. List
price is $189.95. RCA Victor Div., Ra-
dio Corp. of America, Camden, N. J.
—TELEVISION RETAILING.

Hobbs TV BASE

The X-pando TV-base expands
from 19 to 26 inches in width tc hold
any size TV set. It is available in
two model sizes—20 and 22 inches
deep. The base is assembled by slid-
ing the Hamer-Lok adjusters into

position and locking them in place
with a hammer. Made of five-ply
construction with five-coat furniture
finish, it has a large metal grille in
front and is available in mahogany
and blond finish. Guy Hobbs, Inc.,
Dallastown, Pa.—TELEVISION RE-
TAILING.
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Magnavox 21-INCH CONSOLE

The Broadway 21 is a 2l-inch
open-face TV console. According to
the manufacturer, its LD-106 chassis
is especially designed for the 21-inch
cylindrical picture tube and employs
26 tubes, including three rectifiers
and the picture tube, plus a crystal
picture detector. The cascode tuner
with two RF stages gives increased
gain and eliminates interference.
The chassis utilizes a two stage video
amplifier. and features new IF am-
plifiers, instant automatic gain con-
trol, interference rejector, Magna-
Lok automatic frequency control and
vertical picture stabilizer. A 12-inch
high fidelity speaker and baffle are
slanted upward and the audio ampli-
fier consists of two stages of ampli-
fication with push-pull output tubes
delivering 10 watts of undistorted
output. Provision for installation of
a UHF tuner is made in the chassis.
Available in either mahogany or
white oak, list price is $398.50. The
Magnavox Co., Fort Wayne 4, Ind.—
TELEVISION RETAILING.

Zenith MERIDIAN

This three-band portable radio
for domestic and overseas use is
equipped for reception on the stand-
ard broadcast band plus two contin-
uous short-wave bands extending
from 16 meters to 150 meters. It re-
ceives short-wave transmissions in
the internationally assigned 16, 19,
25, 31 and 49 meter bands plus trop-
ical frequencies in 60, 80, 120 and 150
meter bands. Ship-to-shore, ship-
to-ship and up - to - the - minute
weather report coverage is also pro-
vided in this unit. Suggested retail
price is $89.95, less batteries. Zenith
Radio Corp., 6001 W. Dickens Ave.,
Chicaso 32—TELEVISION RE-
TAILING.

Roland PORTABLE RADIOS

The portable line consists of
four models: 5P2, pearl gray at
$29.95; 5P3, brown and tan at
$32.95; 5P4, maroon and gold, or
tan and gold at $34.95; and 6P2,
ebony and gold or white and gold at
$44.95. Sets are equipped to operate
on AC/DC or battery. Model 6P2
features a five-tube plus rectifier
chassis with tuned stage of RF and
3-gang condenser. All sets have
built-in loop antennas. Roland Radio
Corp., Mount Vernon, N. Y.—-TELE-
VISION RETAILING.
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Raytheon TV LINE

The Warwick (shown) is a 21-inch
open face console available in either
mahogany or blond. The Shoreham is
a 21~inch table model in a leatherette
cabinet in either maroon or ivory.
The Statler, a 17-inch table model,
has a leatherette cabinet in either
maroon or ivory and the Belvedere
is a 17-inch open face console avail-~
able in blond or mahogany. The
manufacturer states that sets are de-
signed for inside-set installation or

continuous UHF tuner. They also
are available factory-equipped with
the UHF tuner. Raytheon TV & Ra-
dio Corp., Dickens Ave., Chicago 39
—TELEVISION RETAILING.

Crosley GRADUATE

This AC/DC table model radio
features an iron core IF transformer,
“drift-free” tuning, automatic vol-

ume control, an alnico V speaker
and a built-in antenna. The two
Civilian Defense emergency broad-
cast bands, 640 and 1240, are marked
on the tuning dial. Available in four
colors, red, ivory, chartreuse or mot-
tled mahogany, suggested retail price
is $19.95. Crosley Div., Avco Manu-
facturing Corp., 1329 Arlington St.,
Cincinnati 25, Ohio—TELEVISION
RETAILING.

Be Smart . . .
Read the MART!
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To Up Summer Sales Volume

V-M HIGH FIDELITY CHANGER

Model 935HF (shown) is a high
fidelity record changer which features
a die cast aluminum tone arm that is
rigid and resonance-free to eliminate

tonal distortion. A laminated turntable
with precision-formed concentricity is
heavily weighted and carefully bal-
anced. The four-pole, four-coil motor
completely eliminates the source of
electronic hum and rumble during its
silent, constant-speed operation, ac-
cording to the manufacturer. Recorder
plays all three sizes and speeds auto-
matically. List price for 935HF is
$59.95 east of the Rockies. Model 936HF
consists of the same unit, but is
mounted on a gold-colored metal pan
and is equipped with a six-foot AC
power cord and a four-foot phono cord
with plugs. V-M Corp., Benton Harbor,
Mich.—TELEVISION RETAILING.

Presto TAPE RECORDER

Model RC-11 is a tape transport
mechanism with separate heads for
recording, playback and tape eras-
ing. It employs a capstan drive unit
containing a precision motor, endless
nylon belt, brass fly wheel, capstan
shaft, pressure pulley and solenoid.
Entire unit is self-contained and re-
movable for maintenance or replace-
ment. Also featured are a ribbed cast

aluminum panel, enclosure for re-
cording heads and push-button op-
eration. The RC-11 accommodates
reels up to 10%” diameter and will
record at 7% or 15" /sec. Unit is avail-
able as chassis only for rack mount-
ing or comes mounted in portable or
console cabinet. Presto Recording
Corp., P. O. Box 500, Paramus, N. J.
—TELEVISION RETAILING.
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Hallicrafters $ X - 88

This amateur communications re-
ceiver displays the highest degree of
usable selectivity that has ever been
commercially available, according to
the manufacturer. Features are new
audio system which provides for
standard broadcast reception with
“near high fidelity quality,” preci-
sion gear drive for main and band
spread tuning and six tuning bands
which cover a range from 535 kilocy-
cles to 33 megs. Also included are a
calibrated electrical band spread and
a factory built-in crystal calibrator.
Price is in $450 range. Hallicrafters
Co., 4401 W. 5th Ave., Chicago 24—
TELEVISION RETAILING.

Trav-Ler PERSONAL PORTABLE

Model 5300 is a personal portable
in a polystyrene plastic cabinet. A
four tube unit, two of the tubes are
dual purpose, giving the receiver six
tube performance, according to the
manufacturer. The “ferrite” iron
core antenna picks up weak sig-
nals for long distance reception. Unit
carries all standard broadcast sta-
tions. Price is $19.95, less batteries,
and model is available in bright red,
marbled brown and grey. Trav-Ler
Radio Corp., Jackson Blvd., Chicago
6—TELEVISION RETAILING.

GE HIGH FIDELITY UNIT

The “Custom Sound Ensemble”
consists of a 12-inch dual coaxial
speaker, a transcription tone arm
mounted on a three speed manual
play turntable and a 10-watt power
amplifier unit. Exclusive of furni-
ture, this GE high fidelity system is
priced at about $200. General Elec-
tric Co., Electronics Park, Syracuse,
N. Y.—TELEVISION RETAILING.

BATTERY-SAVING DEVICE

Sav-A-Battery is the name given to
a device which converts battery-type
portable (personal) radios to AC opera-
tion on an ordinary 110-volt house cur-
rent, occupying the same space as the
batteries it replaces. The device’s power
cord is simply plugged into any AC
outlet and the set plays. No wiring or
soldering is necessary. Installation of
the unit is said to eliminate battery
seepage inside a set, and maker claims
it will also rejuvenate weak “B” bat-
teries when hooked up according to
instructions. Retails price is $6.95. Elec-
tronic Devices, Inc., 429 12th St., Brook-
lyn 15, N. Y.~TELEVISION RETAIL-
ING.
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Wilcox-Gay TAPE RECORDER

New from this company is the Re-
cordio tape recorder with a Prestomatic
pushbutton keyboard. The unit is
housed in a console cabinet of limed
oak (model 3F41, shown) and also is
available in a mahogany-finished cab-
inet, designated as model 3F40. The
recording unit’s features include a
radio-phono-TV input jack; two rec-
ord level indicators; external speaker
jack; microphone; tone and volume
control. A 12-in. auditorium speaker in
bass-reflex acoustic chamber delivers 6
watts undistorted output from push-
pull beam power amplifier. A side rack
holds up to 12 5- or 7-in. tape reels.

Other features are a retractable bay-
onet-type plug for radio, TV or phono
recordings which springs back when

disconnected; a revolution counter
which provides a visual index for lo-
cating any selection or recording. The
Wilcox-Gay Corp., 79 Washington St.,
Brooklyn 1, N, Y.—TELEVISION RE-
TAILING.

Bogen HI-FI UNITS

A ten-tube radio receiver, model
RR500, provides both FM and AM re-
ception and has an output of 10 watts
at 3% distortion, and furnishes sep-
arate bass and treble tone correctors.
The FM circuit features a triode RF
amplifier and triode mixer. Sensitivity
is seven microvolts input for 30 db.
quieting and its frequency response is
plus or minus two db. from 30 to 18,000
cps. For AM operation, the RR500 is
equipped with a low impedance loop
antenna matched by a high “Q” ferrite
input transformer. Frequency response
on AM is plus or minus 3 db. from 40
to 4,000 cps. Price $109.75. An FM-AM
tuner, model R300, incorporates separate
bass and treble controls, an automatic
frequency control circuit and a com-
pensated preamplifier for use with
magnetic phonograph pickups. Price,
$90.75 net. David Bogen Co., Inc, 29
Ninth Ave, New York 14—TELE-
VISION RETAILING.
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ANOTHER GREAT JFD FIRST

NEW JFD “GOLD SEAL” UHF ANTENNAS ARE GUARANTEED AGAINST RUST FOR ONE FULL YEAR

Don't let antenna rust ‘‘eal away" your UHF profits
with costly call backs. Only the sgectacular new JFD “'Gold
Seal” UHF antennas are protected against rust and the
serious damage rust causes to UHF pictures. JFD Bronzidijte
. . . the miracle anti-rust Army-Navy-Aeronautical ‘‘spec”

plating . . . satequards your antenna installation and your
reputation. Every nut, screw, bolt, washer and bracket is
‘“‘Bronzidite’’ plated. Depend on the new JFD *“Gold Seal"
UHF antennas . . . your guaranteed line to surer profits. See
them at your Jobber or write for brochure #218.

B R O N Z

I DI TE

UHF 460 GOLDEN MAXI-COR $14.95 LIST

Burfon browne odvertising

MOOEL UHF 611

GOLDEN BOW-FLECTOR

WORLD'S LARGEST MANUFACTURER OF
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JFD MFG. CO., INC.

RO OKLYN 4, N. Y.

$1.50 LIST MODEL UHF 300 GOLDEN YAGI $5.50 LIST

TV ANTENNAS AND ACCESSORIES
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Treat Customers Right

Technical Know-How Must Be Supplemented By Good Business Psychology

e One of the most neglected phases of
the TV-radio service business is the
proper handling of customers. Many a
technician will devote years to the
study of the technical side of his pro-
fession, and give practically no time at
all to an analysis of customer psycholo-
gy. The feeling is common that no spe-
cial skill is needed to handle customers
—why, you just deal with them, that’s
all.

The inaccuracy of this feeling is re-
flected in the fact that a good TV sales-
man is almost always better paid than a
good TV technician. “Selling” a cus-
tomer is far more important, economi-
cally, than merely fixing his set, and
a good businessman is the first to rec-
ognize this. We might therefore con-
sider, with profit, some of the fine points
that go into the art of dealing with
customers.

One of the simplest things a techni-
cian can do—and often doesn’t—is to
greet a customer with a smile. Some
day a psychologist is going to study the
importance of the smile in America,
and come up with the conclusion that it
is an essential part of the American
way of life. We can safely take the
conclusion for granted. A smile is the
simplest, cheapest, most effective way
of making a customer feel welcome; the
technician who cannot summon one up
to replace the hostile or indifferent
look on his face should spend all his
time on the bench, and refrain from
dealing with customers. One of the
beauties, incidentally, of the smile
technique is that it will “perk up” the
man who tries it, bringing him out of
sullenness or apathy into a state of
mind that is pleasanter to live with, as
well as being better for business.

Another important point in dealing
with customers: Never treat them with
anything but respect. Sounds simple
and elementary, doesn’t it? Neverthe-
less, this basic rule is very frequently
violated.

I’s no trick to be nice to pleasant,
courteous customers. The difficult but
essential job is to be respectful and
considerate of the pesty ones; the irri-
table people, the customers who waste

TELEVISION RETAILING * July, 1953

with customers

your time, who expect too much and
pay too little; the kind who distrust
you implicitly, the ones who insist on
an explanation they can’t possibly un-
derstand, then don't believe a word of
it. Treat people like that with respect
and consideration and brother, you can
pat yourself on the back and say: “To-
day I am a (business) man.”

Analyze Your Clienis

You can’t will yourself into treating

such clients with dignity. You've got to
analyze people, either with the help of
books on practical psychology or with-
out them. Find out why they behave
the way they do, and how you can get
them to behave the way you want them
to. A good primer of practical business
psychology is that old classic, HOW TO
WIN FRIENDS AND INFLUENCE
PEOPLE, by Dale Carnegie.

The heart of dealing successfully
lies, perhaps, in a

WAMAM-americantadichistons/com

fundamental that is constantly being re-
discovered, even though it goes back
thousands of years: Treat your cus-
tomers as you would like to be treated.
Consider your work as a service, not
merely a means to a profit. If you are
as genuinely concerned ahout satisfy-
Ing your customer as you are about
making your profit, you will un-
doubtedly be successful in retaining old
customers and getting new ones (all
other things being equal). If you some-
times place the customer’s satisfaction
above gelting a profit—possibly taking
a small loss, to prevent the much
larger, if intangible loss of a customer’s
good will—then, friend, you shouldn’t
be reading this article—you should be
writing it.

Some specific suggestions may be
helpful in improving customer-techni-
cian relations. The following will, we
feel, be recognized as sound and non-
controversial.

1—Don’t give the customer the idea

(Continued on page 88)
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"Wow" in Record Changers

Stroboscope-Testing Motor for Irregular Speed.

Sources of Trouble in Phono Mechanisms

e The turntable of a record-changer
should maintain a constant speed. When
its speed fluctuates, the pitch of what-
ever is being played at the moment
changes, becoming either higher or
lower. The ear is sensitive to such
changes in pitch. When the pitch
change occurs at a low-frequency rate,
it is heard as wow.

ATATIONARY CIACLE O DOTA

7o tntia sreess or
“SMOOTH POWER MOTORS

GENERAL INDUSTRIES
COMPANY &
e

Fig. 1—One type of stroboscope disc.

The first service problem that arises
in connection with wow is to verify
whether the trouble noted is actually
due to turntable speed irregularity.
One method of doing this involves the
use of a stroboscopic disc (fig. 1).
Fluorescent lighting, operated from a
50-60 cycle AC source, is needed to il-
luminate the disc.

Before the test, the phono motor of
the changer wunder test should be
warmed up by permitting it to run for
ten minutes or so. Then the reject-au-
tomatic-manual control is placed at

S —
SLIDE PLATE .
(MUST BE FREE

} O - CASTING

LN /T b _PIN
® {REMOVE PIN
AND LEAVE

ouT)

TO SLIDE WITH
OuT BIND

MAVE NO
MORE THAN 18
ACTIVE YURNS )

—

Fig. 2—Slide plate in RCA Victor 930409
series record changer. (Courtesy RCA Victor)

“manual” setting; the speed control set
to the speed at which wow is evident;
the turntable is loaded with a maxi-
mum stack of records, and the tone arm
placed on the top record.

The stroboscopic disc is placed on the
top record as well. (This will not inter-
fere with the positioning of the tone
arm on the top record because the stro-
boscopic disc is only about six inches in
diameter). The disc is then observed
during rotation, by the light of the
fluorescent lamp. When the tone arm
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runs into the outer edge of the strobo-
scope unit, it should be set back to the
beginning of the record, if observations
have not been completed.

If the speed of the turntable is cor-
rect, the dots or strips in the appropri-
ate row of the disk (the row calibrated
for 78 RPM, if the motor is being
checked at this speed) will remain sta-
tionary. If the speed is slightly (neg-
ligibly) above or below this speed, this
apparent cessation in motion is not ob-
served; the dots or strips will seem to
drift very slowly but smoothly back-
ward or forward in this case.

When the drift of the dots or strips is
unsteady on the stroboscopic disk, un-
even turntable speed is present and is
causing the wow. Such unsteady drift
indicates that variations in speed are
occurring during each cycle.

Another method of testing a turn-
table for constant speed is by playing
a classical recording of some piece per-
formed solo, on an instrument like a
violin, piano or flute. The record should,
of course, be one that is known to be
free of warp or other defects. (A record

e

144

Fig. 3—Photo of motor assembly. Idier wheel is
shown contacting the 45 RPM pulley. (Courtesy GE)

whose center hole is enlarged, or im-
properly formed in some other way,
may create wow.) Watch for waver or
pitch change on the long sustained
notes.

A record capable of supplying a con-
stant-frequency signal may also be
used to check for wow.

The turntable under test may be
checked for wow at all the speeds on
which it operates, to facilitate localiza-
tion of the trouble. When a tendency
to wow is present at all speeds, it is
apt to be most noticeable on the slowest
speed (334 RPM).

Improper lubrication may be a source
of wow. If the unit under test seems to
need oiling or greasing, lubricate it,
following the manufacturer’s instruc-
tions very carefully regarding which

wwww-americanradiohistorv.com
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Fig. 4—Cam gear. One or more defective teeth
in this unit may cause wow. (Courtesy Philco)

points to lubricate. Some areas in rec-
ord changers require a good grade of
SAE 10 or 20 machine oil; on others,
cup grease or petroleum jelly is needed.

When the motor is being lubricated,
grease or oil should be used very spar-
ingly, since excessive lubrication may
result in erratic operation. Care should
be taken to avoid getting lubrication on
such things as the motor drive shaft,
motor pulley, drive belt, idler tire, etc.
If oil or grease is found in contact with
such surfaces, or the inside rim of the
turntable, it should be removed with
a clean rag. If carbon tet has been used
to clean any rubber surface, it should
be wiped off as quickly as possible, io
prevent deterioration of the rubber.

Improper centering of the turntable
spindle may be a source of trouble. If
it has shifted from its true center posi-
tion, it may rub on the interior of the
sleeve, creating wow. To check, look
down at it from above; the spindle
should appear well centered within its
sleeve.

In RCA Victor changers using a slide
plate motor assembly, a pin in the slide

(Continued on page 94)

Fig. 5—Photo of motor assembly. Presence of oil
on grease on the motor shaft, puliey or pulley
belt can cause wow. An off-position motor shaft
can also produce this symptom. (Courtesy Philco)
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and Tape Recorders

Detection of Pitch Changes on Tape.

Where to Look for Defects. Test and Remedies

e Irregularities in the speed of tape re-
corders give rise to wow and flutter.
Both are the result of very minute
changes in the rate of motion of the
tape. The changes in the speed of the
tape modulate the signal, thus becom-
ing audible.

When the deviation from normal
speed occurs at a relatively slow rate—
from less than one up to two or three
cycles per second—the symptom intro-
duced is known as wow. When more
rapid deviations from normal speed
take place—from three or four up to
thirty or more per second—the unde-
sired symptom is known as flutter.
Both wow and flutter are very common
—they are, perhaps, the most common
of all tape recorder troubles.

Wow is noticeable when audio sig-
nals of any frequency are being repro-
duced. Flutter is most apparent on pro-
longed notes, of middle and high fre-
quency. The ear is very sensitive to
these small-amplitude pitch changes;
even an untrained ear will wince when
wow or flutter is being produced.

Wow is readily identified. A record-
ing of piano music is best for detecting
it. The reproduced sounds will tend to
have a “tinny” character, and resemble
those produced by a harpsichord, when
wow is present. Organ music, and slow

DIRECTION OF
ROTATION DURING
REVERSE MOTION

GHANNEL NO.2

DIRECTION OF
ROTATION DURING
FORWARD MOTION
CHANNEL NO.!

{ suppLY-TAKEUP |

| REEL

HEAD

-

Z2
/

' SUPPLY-TAKEUP

|
REEL )

—~ .
,,f” O ERASE HEAD ERASE HEAD O I ).(‘/\ sToP
GHANNEL NO2  _cooon ol avBACK GHANNEL NO.! e

Fig. 7—Sketch showing tape position during recording and playback in one make of ma-
chine. A study of this sketch should make it easy to see why capstan, supply reel or pres-
sure pad defects should readily produce irregularities in tape speed, causing wow. The pres-
sure pads (not shown) force heads against tape. {Courtesy Amplifier Corporation of America.)

passages of classical music, are also
good for wow detection.

Detecting flutter is not as simple at
all times as recognizing wow. A very
slow flutter can be detected by careful
listening—so can, for that matter a
high-speed wow; a high-speed flutter,
on the other hand, is much less recog-
nizable. Flutter of this type sounds very

much like distortion to the ear, and is
equally objectionable. It manifests it-
self as a general muddiness in tone,
and may be mistaken for any number
of things besides flutter. A tape re-
corder troubled with flutter, producing
sounds far from clean and clear, will
still give low distortion readings—an
indication that the trouble does not lie
in the amplifier or the heads.

Fig. 6—Photo showing some of the componenis in a tape recorder, defects in
which are capable of causing wow. Pressure pad assembly, 17, 19; capstan and
drum assembly, 35; idler wheels, 81; pressure roller, 22; idler mounting arm,
80; tension spring for idler mounting arm, 81. (Courtesy Webster-Chicago.)

Any defect in the recorder that re-
sults in the tape passing the recording
or playback head at a varying speed
will produce flutter or wow. The follow-
ing are a list of possible sources of
trouble:

Slipping of idler wheel (unit 81, fig.
6) due to dirt or presence of oil on its
rubber tire. To remedy, wipe idler cap-
stan drum (item 35, fig. 6) and the mo-
tor shaft, with a clean cloth. If further
cleaning is necessary, apply some alco-
hol to the cloth. Some manufacturers
warn against the use of carbon tet in
cleaning any rubber surface, saying it
will seriously damage such a surface.

An eccentric idler wheel, or one with
: - flat sections on it, will cause pitch

65 4 ! changes. The wheel should be replaced
78314 ?‘\_1

e L in such a case.
s - g T | A tilted idler wheel may be causing
ol 8 ¥ ]| y

% ‘ssﬂ?/)b. } i l

iy Lo "t i

trouble. If this defect is observed, the
idler mounting unit (item 80 in fig. 6)
should be bent until the idler appears
level to the eye.

Defects in pressure wheel or roller.
The pressure wheel or roller (unit 22,
fig. 6) holds the tape closely against
the capstan. It should be parallel to the
capstan. A bend in its mounting shaft
may produce changes in pitch, and
should be straightened out.

A defective pressure wheel, or one

TR

(Continued on page 94)
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Troubleshooting Horizontal

How to Locate Defects in Sweep

By James A. McRoberts
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Fig. 1—Block diagram of horizontal deflection system. Solid boxes indicate hori-
zontal section stages; boxes in dotted lines indicate stages in other sections.
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Fig. 2—Check points in pulse-width-controlied horizontal deflection circuits. Oscilator grid
voltage Is checked between A and B—no check is necessary between B and B—if grid
voltage is ok. A check between E to B—reveals if input to horizontal amplifier is nor-
mal. If it isn't, checks are made between D to B—and € to B—to localize the trouble.

Fig. 3—Test points in blocking oscillator circuit.
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This article will show how a form of
signal tracing can be employed to iso-
late defects in horizontal deflection cir-
cuits, using only an ordinary pocket
voltmeter. The meter preferred is one
with a DC input resistance of 20,000
ohms-per-volt, and a relatively high AC
input resistance; a 1000-ohm-per-volt
meter may, however, also be used. The
latter will, of course, provide slightly
lower voltage readings on DC, and often
on AC as well. The method is particu-
larly suited for service work in the
customer’s home.

We can start by considering a block
diagram of a typical horizontal kick-
back system (see fig. 1). The horizontal
oscillator works at or near horizontal
line frequency, controlled by the hold
and frequency adjustments, and “gov-
erned” by the sync pulses, with or
without automatic frequency control.
The oscillator may supply drive to the
control grid circuit of the horizontal
amplifier direct, or it may trigger a
discharge or switch tube. In either case,
an AC signal will exist at the grid of
the horizontal output tube (6BG6G or
similar tube.

When the horizontal output tube is
operating with proper drive, or the
right amount of input signal, it supplies
adequate power to two loads: 1—The
high voltage rectifier (which we con-
sider a separate section, external to the
horizontal deflection -circuits proper) ;
2—The deflection coil load circuit.

The damper tube functions as a load
on the horizontal deflection coils, re-
moving energy from odcillation started
in these coils during every horizontal
retrace interval. The energy removed
in this way is in the form of a pulsed
voltage. This voltage is filtered by the
linearity coil and (in many circuits)
two condensers at each end of the coil.
The damper, in conjunction with this
filter network, acts as a half-wave rec-
tifier in series with the B supply, adding
about 60 to 80 volts to the voltage pro-
vided by the B supply.

Now that we have briefly considered
the operation of the system as a whole,
we can discuss tests of the individual
stages beginning with the oscillator.

All oscillators take DC power from
the power supply and generate AC
power from it. A means for limiting the
amount of the power generated is pro-
vided by the grid bias. The grid bias,
when measured on the DC scale of the
pocket voltmeter, furnishes information
as to whether the oscillator is oscillat-
ing, and how much the amplitude of
oscillation—i.e., the oscillator output—
is. The grid bias measurement, in fact,
tells us all we need to know about the
oscillator except whether or not it is
running at the correct frequency. This
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Deflection Circuils

Section with a Pocket Voltmeter

last point can be determined later, when
the circuits have been gotten into
operation, by seeing if a picture can be
synced in horizontally.

Absence of oscillation as indicated by
lack of grid bias on the oscillator re-
quires tube substitution and stage
checks, as in other sections. Keep in
mind that the horizontal oscillator, as
well as other stages, may be fed with
boosted B voltage from the danger-de-
flection coil circuits. If this boosted B
voltage is absent or insufficient, the
damper-deflection coil circuit must be
investigated and repaired prior to
further testing of the oscillator.

In some cases, the serviceman will
want to determine whether hum, jitter,
tearing, pulling and similar troubles
are originating in the horizontal sweep
circuits, or in preceding sections. To do
so, the sync pulses are prevented from
reaching the oscillator by disconnecting
the sync input to the horizontal deflec-
tion system. This is accomplished by
pulling the last sync tube (horizontal
AFC tube), or in cases where such tube
removal will affect some other circuit,
by disconnecting the line feeding sync
pulses to the horizontal oscillator. The
oscillator will run at line frequency (at
intervals, not continuously) even with
the AFC disabled and no sync pulses
coming in, provided there is no fault
in its circuit.

AFC Tube Withdrawal

In those cases where the AFC tube
is pulled, readjustment of the frequency
and phase controls present, as well as
the hold control, may he necessary to
bring in a picture. In those cases where
the oscillator is supplied with voltage
from the control tube, an auxiliary volt-
age source may be temporarily re-
quired for testing—a bias box, some-
thing like those used to provide AGC
bias during alignment, will do nicely for
this purpose. The bias box is used to
restore to the oscillator the voltage that
withdrawal of the AFC tube has re-
moved.

If symtoms that were present before
the sync pulses were eliminated are no
longer noticeable now, a fault in the
AFC or preceding stages is indicated.

We mentioned previously that only
the grid bias of the oscillator need be
tested, to determine if the oscillator is
functioning. Another test that can be
substituted is to check for drive at the
output tube grid, or at the horizontal
oscillator output, using the AC section
of the voltmeter. The reading at these
points should be about 14 to 4, the
peak-~to-peak value given on the sche-

(Continued on page 88)
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Shop Shortcuts Speed Servicing

Tips for Home and Bench Service Contributed by Readers

P.A, Test Set-Up

P.A. system service work is some-
thing that comes into some shops only
once in a while. When it comes, how-
ever, if an appropriate test set-up is
not available, considerable time may
be lost trying to get a source of input
signal to feed to the P.A. amplifier.
The little input circuit shown in the
sketch is very useful for this purpose.
It selects a local AM station and feeds
it into the first audio stage of the P.A.
amplifier. The components are quite in-
expensive. The coil and parallel con-
denser select the station desired and
the crystal detects it. The input tank
circuit resonates at 710 KC. To change
frequency, simply change the size of
C-1. C-2 bypasses RF. C-3 isolates the

l TV ANT IN6O .001
CRYSTAL 600V TO GRID OF
K — oL V7Aoo AMe
e rest)

| ==CcCt cz CLIPS)
10 duf TO GROUND SIDE
OF AMPLIFIER
200unt 600V INPUT

250 uh
PEAKING COIL. CERAMIC CONDENSER

crystal from the amplifier circuit, keep-
ing it from being damaged; C-3 is also
used for coupling. If an outdoor TV
antenna is connected to the input end
of the circuit, plenty of signal will be
made available, since the average TV
antenna lead-in is 40 to 60 feet long.
L. A. Briel, 18700 Saticoy Street, Reseda,
Calif.

Checking Lightning Arrestor

When making a TV service call, it is
worthwhile to check the lightning ar-
restor on the lead-in. Since a fairly

heavy ground wire is attached to the
arrestor grounding lug, the lug clip
often breaks after a time, resulting in
no connection, as illustrated. H. Leeper,
1346 Barrett St., N. W., Canton 3, Ohio.
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SHOP HINTS WANTED

Payment of $5.00 will be made
for any service hint or shop kink
accepted by the editors as usable on
this page. Unacceptable items will
be returned to the contributor, Send
your ideas to “Technical Editor,
TELEVISION RETAILING, 480 Lexing-
ton Ave., New York 17, New York.™

Test Equipment Protection

To protect our test equipment, we
remove all terminals which aren’t so
mounted as to be grounded to the in-
strument chassis. A lock washer is
then installed, and the terminal post
restored to its position. When a wire
is now placed under the terminal,
twisting it over-tight will cause the
lock washer to bite into the instru-
ment chassis. This prevents the en-
tire terminal post from turning, and
perhaps twisting off a lead inside the
instrument that may be connected to
it. Harry J. Miller, 708 West 48th
Street, Sarasota, Fla.

Intermittent Distortion in Radio

I have run into cases of intermittent
distortion in Philco 51-930 and similar
model radios. Overloading would oc-

[ie:]
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cur on strong signals, and AVC volt-
age would be lost. The second detector
output voltage, measured across the
volume control, rose to 25 or 30 V
(separate diodes were used for the sec-
ond detector and AVC). Tipping the
chassis would sometimes cause the
trouble to come and go. Resistance
measurements between the insulated
tuning condenser frame and chassis
showed a direct short at times. The
trouble was finally traced to the rub-
ber bushings that were supposed to
insulate the tuning gang condenser
from chassis. Due to excessive tension

wwwamericanradiohistorv-com

on the dial cord, the tuning condenser
was being pulled downward, causing
one of the bushings to be cut through,
with the result that a metal bracket
contacted the tuning condenser frame
(see sketch). To eliminate the trouble,
the tension on the dial cord spring was
slackened by attaching one end of the
spring to a lower hole in the drive
wheel. The bushings were also rotated
180 degrees, and cemented lightly in
place with rubber cement. A sponge
rubber block was added at point A
(see sketch) as an additional help.
M. G. Goldberg, 140 E. 4th Street,
St. Paul, Minn.

Repairing Wire Stripper

After prolonged use, certain type wire
strippers sometimes fail to close com-
pletely after the stripping operation.
To correct this, place a long weak dial
spring, with the ends joined, around the
neck of the stripper. A rubber band will
accomplish the same result, but it is a
little more difficult to adjust the tension

satisfactorily. A wire stripper, incident-
ally, can be used for another purpose.
Laid face down on the bench, it is ideal
for holding small parts during soldering,
since both hands are left free for the
soldering operation. Robert G. Seymour,
567 Elm Grove Drive, Elgin, Ill.

Lazy Man’s Cheater Cord

Servicemen who don’t like to poke
behind couches, etc., in order to remove
a cheater-type line cord (preliminary
to getting at the chassis in a customer’s
home) may find this idea relaxing. Get
a cheater cord, remove the male line
plug present at one of its ends, and in-
stall a male cheater plug in its place.
The cord can now be connected be-
tween the female connector of the set’s
cheater cord, and the male connector
on the receiver chasis.—Chet Hajek,
Westhampton Beach Radio, Westhamp-
ton Beach, N. Y.
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proof!

JFD MANUFACTURING CO., INC.

World’s largest manufacturer of TVantennas and accessories

Autone

BIG PROFITS FOR DEALERS

The Autone Rear Deck Speak-
er Kits are priced right, have
eye appeal and are of ex-
“ cellent quality.

Each kit complete. Nothing
else to buy.

Easy simple installation.
Millions of car owners are
prospective buyers.

Autone Rear Deck Speakers
are a popular accessory to-
day.

We furnish displays, mailing
pieces and other advertising
material.

SEE YOUR JOBBER TODAY.

th reception

2210 NO. CLARK ST. @ CHICAGO 14, ILLINOIS

DELUXE KIT MODEL 690
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the secret

the only lightning arresters with the strain
relief lips are made by JFD. A patent is its

BROOKLYN 4, N.Y.

—

universal mounting) . . ..........

is in the LIPNS!

“Little Giant”
LIGHTNING

ARRESTER

for flat and oval jumbo twin lead

No. AT105(with hardware for wall or win-
dow sill mounting) . ... ... ... ... $1.25 list

No. AT105S (with stainless steel strap for
$1.50 list

Do it the safe way. Deliver them in Webb
Wrapabouts for protection and prestige.
They're proiective packages of strong,
water repellent canvas, thickly padded to
prevent scratching and damage by jars
and shocks.

FOUR WRAPABOUT MODELS
FIT ALL SIZES OF EVERY MAKE

Webb Wrapabouts are easy to slip on and
can be used repeatedly to cut your costs.

Write for details and prices

2920 N. 4th st., Phila. 33, Pa.
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\ 3 WEBB MANUFACTURING COMPANY
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Technical New Producis

JFD UHF ANTENNA

Model UHF900 “Golden Para Bow”
antenna provides total gains over a
half-wave-length folded dipole as high
as 11.6 db, it is said. The antenna was
patterned after radar and microwave
antennas in its reflector design. The

s

e,

o

s
bl Gt

£

tendency of the completely rounded
(parabolic) reflector to reflect more of
the UHF signal toward the Bowtie di-
pole from all directions increases the
receiving power of the antenna and also
minimizes snow and ghost-producing
back and side sisnals. List price, $14.95.
JFD Manufacturing Co., Inc., 6101 Six-
teenth Ave., Brooklyn 4, N. Y.—TELE-
VISION RETAILING.

Sylvania STABILIZER TUBE

A new horizontal deflection stabilizer
tube, type 40B2, has been released by
the Radio Tube Division of Sylvania
Electric Products Inc. The type 40B2 is
similar in application to earlier released
Sylvania type 40Al. However, the new
40B2 has different voltage and current
ratings. In circuits designed for its use,
the 40B2 serves as the cathode bias re-
sistor for the horizontal output tube.
The non-linear resistance characteris-
tic of the filament tends to hold the
cathode current of the horizontal output
tube relatively constant despite line
voltage variations. The result is a sta-
bilized horizontal deflection and sec-
ond anode voltage. It becomes possible,
therefore, to operate the horizontal out-
put tube near full scan capabilities at
low line voltage without subjecting it
to operating conditions which exceed
the maximum ratings at high-line volt-
age. Average operating conditions are
40 volts at 150 ma. Sylvania Electric
Products Inc., 1740 Broadway, New
York 19.—TELEVISION RETAILING.

84

Channel Master VHF YAGI

Model 626 is a pre-assembled 5-ele-
ment broad-band VHF Yagi. The an-
tenna provides high uniform gain on
channels 2, 3, 4, 5, and 6, according to
the manufacturer, Units gain is said
to be up to 7 DB on single bay and
912 DB stacked. Manufacturer particu-
larly recommends it for areas in which
new VHF stations are being added to
the present ones on the low band,
since only a single transmission line
runs to the set and no switching sys-
tems are needed. Channel Master Corp.,
Ellenville, N. Y.—TELEVISION RE-
TAILING.

CBS-Hytron TEST ADAPTERS

CBS-Hytron is now offering, in ad-
dition to its 7-pin Test Adapter,
a 9-pin Miniature Test Adapter and an
8-pin Octal Test Adapter. The adapters

permit servicemen to test all sockets
“topside.” Tubes plug into test adapters
and adapters into sockets. Wiring or
parts need not be disturbed. CBS-Hy-
tron, Div,, Columbia Broadcasting
System, Danvers, Mass.—TELEVISION
RETAILING.

Littelfuse KIT

With the highly compact selection of
fuses found in the One Call Kit, serv-
icemen can handle 95 per cent of their
fuse needs, according to the manufac-
turer. Littelfuse, Inc., Des Plaines, Ill.—
TELEVISION RETAILING.

Copperweld SERVICE TOOL

Provides a quick and easy method for
forming dead-ends when guying radio
and television antennas. With this tool,
the wires of the strand itself can be
tightly wrapped or served, forming a
neat-finished dead-end without the use

\
e < \

of clamps or clips. Designed especially
for use with Copperweld High-Strength
Strand. Copperweld plans to supply one
serving tool free with each standard
package of Copperweld Guy Strand.
Copperweld Steel Co., Glassport, Pa.—
TELEVISION RETAILING.
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B-T OUTLET BOX

Model ROl resistor outlet box pro-
vides isolated TV outlets in all types of
master TV systems. Designed to supply
UHF and VHF signals in dealer show-
rooms, service departments and other
establishments using multiple installa-
tions. May be mounted on the wall or
recessed. Resistor outlet boxes may be
used in large or small systems, with or
without line amplifiers, depending upon
signal levels. With a large number of
outlets, it is advisable to convert avail-

able UHF channels to VHF before dis-
tribution in order to conserve signal
strengths. Outlet boxes list at $5.50.
Dealer net is $3.30. Blonder-Tongue
Labs, Inc., 526-536 North Ave., West-
field, N. J—TELEVISION RETAILING.

University CORNER ENCLOSURES

University’s line of high-fidelity cor-
ner enclosures for 12-inch speakers,
though specially designed to house the
University Model 6201 coaxial speaker,
Model 6200 extended-range or the wide-
range Diffusicone-12, can serve as the
enclosure for most 12-inch speakers,
according to the manufacturer. High
power handling ability and control of
distortion is achieved in these Musi-
corner enclosures, it is claimed, by an
internal horn arrangement which, to-
gether with the floor and walls of the
room, forms an extended horn. Uni-
versity Loudspeakers, Inc.,, 80 S. Ken-
sico Ave., White Plains, N. Y.—TELE-
VISION RETAILING.

Radion FIELD STRENGTH METER

Battery-operated Radion model FSM-
5000 is a portable field strength meter
that features continuous one-knob tun-
ing for channels 2 to 83, direct accurate
reading in microvolts of either video or
sound carrier signal strength, and sensi-
tivity ranging from 5-50,000 MV on
VHF to 50-100,000 MV on UHF. Radion
Corp., 1130 Wisconsin Ave,, Chicago 14.
—TELEVISION RETAILING.
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ALSCO
HAS THE ONLY UHF
ANTENNAS WITH
AMAZING

Hollow, unbreakable X-77
insulator used exclusively on wh'f

Walsco Corner Reflector and R

Reflecto-Fan. W

.

X-77 insulator makes Walsco the most efficient,
all-band UHF antennas in America. Nothing
compares with it!

X-77 is hollow, allowing lead-in wire to pass
through the center. Wire is kept completely

out of field pattern. It eliminates broken

wires caused by strain of wire on antenna terminals.

X-77 can’t break . . . ever! t’s 5 times stronger
than polystyrene. Silicone treated to shed
dust and moisture . . . not affected by extreme heat,

cold or wind.

X-77 is non-hygroscopic. Outstanding insulating
Y8 p
quclities will last indefinitely.

ere
Largest 0 demand everywh

Avg.
Gain List
Cataiog No. Oescript_fgn (db)  Price

Retlecto-Fan 4400 Single Bay 7.0 % 6.75
-4205 dum Stack 110 1425  Walter L. Schott Ca.
4404 4 Bay Stack 145  35.00 i
o= Los Angeles 18, Calif

*4452 Dual Stack 164  32.00 Chicago 6, Il

Corner Reflectar 4450 Single Bay 11.2  14.50

WALSCO
Reflecto-Fan *Supplied with complete stacking kit.

Mast not included in prices.

WALSCO
Corner Reflector

Cverseas Representative: Ad Auriema, Inc., 89 Broad St., New York 4, N.Y

TELEVISION RETAILING ¢ July, 1953 85


www.americanradiohistory.com

Service Technician

RCA ANTENNA COUPLER

TV set coupler RCA-240A1 permits
the simultaneous operation of two re-
ceivers from the same antenna. It can
also be used in combinations of two,
three and four units for the operation
of as many receivers from one antenna.

Designed for use with antennas having
300-ohm ribbon-type transmission line.
Requires onlv a screwdriver and a few
minutes of time for installation. Unit
lists for $1.95. RCA Victor, Div., Radio
Corp. of America, Camden, N. J—
TELEVISION RETAILING.

Tenna-Trailer MASTS

New line of low-cost masts known
as S-U series masts. Made in 30 and 50
foot heights. In the average installation,
S-U masts are installed on the ground
and bracketed to side of building with-
out the use of guy wires. Tenna-Trailer
Co., Pontiac, III.—TELEVISION RE-
TAILING.

G-C UHF LINE CAPS

A quick and easy means of perma-
nently sealing exposed ends of tubular
lines is provided by these UHF line

caps. Suited to both round and oval
hollow-line types. List price, fifty cents
per box. General Cement Manufactur-
ing Co., 919 Taylor Ave. Rockford, Ill.
—TELEVISION RETAILING.

Imperial TRANSMISSION LINE

New open-lead line with a nominal
impedance of 250-275 ohms. For UHF
and VHF installations. 4% or 6-inch
spacing. May be used with 300-ohm
receivers and antennas without concern
over mismatch. Imperial Radar and
Wire Corp., 4342 Bronx Blvd, New
York 66.—TELEVISION RETAILING.
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Snyder ANTENNA

The GM-K is a portable TV antenna
for UHF-VHF reception. Besides the
usual swivel and length adjustments of
the elements, a 6-position switch per-
mits use of a special phasing bar in a
variety of circuit arrangements. This
aids in impedance matching and ghost
elimination, and provides orientation
beyond that obtainable with the con-
ventional “rabbit-ear” type of indoor
antenna. Suggested list price, $9.95.
Snyder Manufacturing Co., 22nd & On-
tario Sts., Philadelphia —TELEVISION
RETAILING.

C-P ANTENNA ACCESSORIES

Two types of roof mounts in three
sizes to accommodate masts up to two
inches in diameter, and a guy wire
“Rachet King” that replaces the turn-
buckle, are now available. The roof

MODEL AM-1 _
AM-2 &0
i,

/ MODEL AM-3
P AM-4

MODEL RK-1

**Ratchet King'*

mounts are easily installed on peaked,
slanted and flat roofs. List prices range
from seventy-five cents to $2.25, ac-
cording to model and size. “Rachet
King” lists for fifty cents. Commercial
Products, 125 Ontario St., Toledo, Ohio.
—TELEVISION RETAILING.

Shure WIRELESS MICROPHONE

The Vagabond “88” is a wireless
microphone designed for use in night
clubs, hotels, theatres, restaurants, and
similar establishments. Gives enter-
tainers freedom to move about, with-
out need for pulling long lines of heavy
cable across the floor. Shure Bros., Inc,,
225 W. Huron St., Chicago 10.—TELE-
VISION RETAILING.

Crest BAR GENERATOR

For linearity adjustments when no
stations are on the air. Produces ad-
justable number of verticle and hori-
zontal bars. Self-powered, vest-pocket
sized plug-in unit. Fits picture-tube
socket. Crest Laboratories, Inc., 84-11
Rockaway Beach Blvd, Rockaway
Beach, N. Y—TELEVISION RETAIL-
ING.
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Philco ADAPTER

Model G8000 VHF-TO-UHF signal
generator adapter is designed to pre-
vent obsolescence of VHF signal gen-
erators. The Philco UHF tuner is the
heart of the adapter. Output from any
VHF signal generator at 60 MC is fed
into the adapter. The VHF sweep or
marker signal then beats against the
UHF oscillator of the G8000, producing
UHF signals having the same character-
istics as the VHF input signal. Adapter
can also function as an external UHF
converter. Philco Corp., Philadelphia
34—TELEVISION RETAILING.

Aetna WRENCH

Flexible wrench for hexagon socket-
head screws. Makes it easy to turn
screws in hard-to-get-at places. Manu-
factured in sizes to fit cap screws from
No. 6 to %, and from No. 10 to 7% set
screws. Five wrenches to the set. Aetna
Mfg. Co., Bensenville, IlIl.—TELEVI-
SION RETAILING.

Telesine VHF ANTENNA

A 4-element, 9 DB gain antenna for
grade “B” service areas is one of many
types produced by this company. Made

e ———

of copper-bearing aluminum, the unit’s
supporting frames are of one-inch OD
aluminum tubing with the point of
mounting so positioned as to offer a
balance to wind and ice-loading. This
type 4 antenna is available in six
models. Telesine Antenna Corp., P. O.
Box 1387, Shreveport 92, La.—TELE-
VISION RETAILING.

Standard AUTO TRANSFORMER

The 300 BU Adjust-A-Volt variable
transformer features variable output
from zero to 17% above the input volt-
age. Manufacturer claims excellent reg-
ulation, smooth control of voltage, high
efficiency, small size, new type of brush
construction. Priced at $12.50. Standard
Electrical Products Co., 2240 E. Third
St.,, Dayton 3, Ohio.—~TELEVISION
RETAILING.
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24 N ow the extraordinary high gain of a Yagi . ..

the razor-sharp directivity of a Yagi . . .
Mot on just one channel — but clear

gain above tuned

reference dipole across the entire Low Band!
i ?ZT:L'_; = Designed for service TODAY and TOMORROW in these
T 3 booming VHF markets:
% = _T_.'.‘..é: = Areas in which present VHF stations are changing channels (on the
ot 1] Low Band).
A w0 e 7276 w0 The Futuramic Yagi provides better reception than conventional Yagis on

the present channels — and when the shift occurs this superior reception
will continue on the new channel WITHOUT INTERRUPTION. And you can
make your change-over installations NOW.

Areas in which a new VHF station is being added to the present one
(on the Low Band).

The great number of single channel Yagis now in use will not bring in the
do new channel. If an additional Yagi is installed it will have to be tied into the
present installation with separate leads and a switching system. However,
one Futuramic will do the job of BOTH antennas — at lower cost — with
better results on BOTH channels.

N— Areas served at present by two or more VHF stations on the Low Band.
You no longer have to compromise between conventional broad band
antennas, and separate Yagis for each channel. The Futuramic gives you
the full advantages of both. It combines highest gain and sharpest directivity
with simple, economical installation.

A high-low Futuramic
combination is the most
sensitive array ever de-
signed for all-channel VHF
reception. Just combine

models 1173 and 1126, i prenr =
Now — & great Futuramic models, AN S s Seia e g i ; i
designed for every reception area: i T Sl e A I e
model no. channels covered list price ; : . - g ;‘ Y i =t f\z: :
= 5 i - i i O ‘&f i
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Treat 'Em Right

(Continued from page 77)

that you are impatient at his questions,
and can’t wait to get rid of him. Work
out some way of letting him know you
are busy, without telling him that in
so many words. For example, you
might arrange it so that an employee
(when the circumstances warrant it)
comes up from the back of the store
and says: “Excuse the interruption, but
Mr. Jones expects you to have his set
ready for him by one o’clock today.”
The customer will take the hint, with-
out being offended.

2—When customers beef—listen. Don’t
interrupt or contradict. Don’t even
apologize, until the customer has gotten
things off his chest. When the customer
is through, remember—a soft answer
not only turns away wrath, it’s good
for business.

3—Try to give the customer some ex-
tra service, and make him realize he is
getting it. His gratitude will often be
out of all proportion to the service.

4—Don’t try to put anything over on
a customer. There are merchants in all
fields who perpetrate some petty de-
ception to get a few extra pennies of
profit, and never realize that dollars
are frequently lost by the practice.
Dishonesty is bad for business not be-
cause it is immoral, but because it
takes an extraordinary amount of acu-
men to cheat without being found out,
and the business man who cheats gen-
erally does not have such acumen. On
the other hand, the business man with
acumen doesn’t have to cheat—he can
make a good profit without doing so.

5—Never argue with a customer.
Remempber, the man who would rather
be right than be president does not
belong in a retail business.

Deflection Circuits

(Continued from page 81)

matic of the set under test, using a 20,-
000-ohm-per-volt meter (such as the
Simpson, for example).

Blocking condensers should always be
used in series with each voltmeter lead,
when AC voltages are measured, to
keep DC from affecting the voltage
readings obtained.

Voltage readings cited are approxi-
mate. The serviceman should take
readings on normally-operating receiv-
ers of various makes, and keep these
statistics as references. Readings ob-
tained on the meter used by the tech-
nician should be compared with the
corresponding peak-to-peak voltage
specified in the set manufacturer’s
notes, and the ratio noted. On subse-
quent measurements, the meter’s de-
gree of accuracy will be known, and
the peak-to-peak voltage present may
be worked out from the AC reading
obtained.

In figs. 2, 3, 4, 5 and 6 representative
circuits and check points are shown.
The pulse-width circuit is illustrated
in fig. 2. Note that no discharge tube
is present. The oscillator can be
checked by measuring its grid-to-
ground voltage; or else its output may
be measured at the grid of the output
tube, or at some point ahead of the
blocking condenser, C-1.

In fig. 3, a blocking oscillator and
discharge-tube combination is shown.
Oscillator grid bias is measured from
the oscillator grid to ground. Oscillator
output may also be measured by check-
ing the AC voltage across the output
of the discharge tube or the input to
the horizontal amplifier (thus testing
both oscillator and discharge tube si-
multaneously). A reading of 13 or
more volts on the 50 V scale of the
20,000-ohm-per-volt meter should be
obtained at either check point.

Fig. 4 shows a multivibrator circuit.
The grid-to-ground voltage of the sec-
ond half of the tube is measured, as a
test of multivibrator operation.

A sine-wave oscillator is shown in
fig. 5. Bias is measured between oscil-
lator grid and ground. Other check
points at which drive may be measured
are indicated in the sketch. Representa-
tive voltage readings to ground (using
a 20,000-ohm-per-volt meter) are: 8-
10 V on the 50 V AC scale at point A;
1-3 V on the 10 V AC scale at points B
and C; about 10-15 V on the 50 V AC
scale at the grid of the horizontal am-
plifier. Tests at these successive check
points should help localize trouble pres-
ent in the chain.

Checking Flyback Secondary

The horizontal output stage ampli-
fies the signal applied to it, delivering
power to the flyback transformer. We
have already shown how to check for
the presence of signal at its input. To
determine whether the output tube is
operating, check the high voltage at its
plate (by drawing an RF spark from
the plate to a screwdriver held near it).
If a spark is obtained—or if it is deter-
mined by other tests, that the HV is
normal—the horizontal amplifier is
working. Now, although we know that
the flyback primary is functioning, the
flyback secondary may be inopera-
tive. To determine this, check the DC
boost voltage (refer to the typical
kickback deflection circuit shown in
fig. 6)

If the B reading at the bottom of the
flyback primary is greater by 60 or
more volts than the reading at the fuse
or the unboosted B+, the deflection sec-
ondary may be assumed to be operative,
and supplying power to its load, since
only under these conditions will the
correct amount of boosted B voltage
be developed.

If the two readings are equal, and no
boost voltage is being developed, it may
be assumed that no deflection current is
flowing.

If the boosted B voltage is less than
60 volts greater than B+ (say it is only
30 V in excess of B+4) then the possi-
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bility must be considered that the out-
put transformer secondary and the
width coil are supplying B boost volt-
age without the assistance of the deflec-
tion coils, which may be.open-circuited.
We may note, in passing, that the
screen supply to the horizontal ampli-
fier is often connected to the unboosted
B+ line, whereas the plate is tied to the
B boost circuit (the B boost may feed
the oscillator and other tubes as well).
If the B boost voltage is insufficient, the
DC screen and cathode voltages of the
horizontal output tube may be quickly
checked on the voltmeter which was
just used to test the B boost voltage;
not infrequently, a fault will be un-
covered by such voltage checks.

Deiflection Coil Cheeks

The deflection-damper circuits com-
prise the true load, so far as horizontal
deflection is concerned. The B boost
voltage indicates whether the damper
(actually a load on the horizontal de-
flection coils) is working properly; it
also tells us whether horizontal deflec-
tion current is present. In many cases,
when trouble in the horizontal deflec-
tion circuit coil secondary seems to
exist, it may be desirable to test the
deflection coils, to further localize the
fault. The voltmeter (set to read AC)
can be connected across the deflection
coils (preferably with high-voltage
blocking condensers inserted in series
with each lead, as shown in fig. 6) to
see if proper AC voltage is being de-
veloped across each coil. The normal or
expected reading on a 20,000-ohm-per-
volt meter is between 200 and 250 V on
the 1,000 V AC scale of the meter, when
the picture tube is 17 inches. The read-
ings will be proportionately larger for
larger-sized tubes.

Caution Necessary

Caution should be used in making
this measurement. While the meter may
read only 200-250 V RMS, 4,000 V peak-
to-peak pulses may actually be present.
Well-insulated test leads should there-
fore be used, and care should be taken
to prevent the meter case from becom-
ing “hot.” It is desirable to support
the meter on a block of wood or dry
newspaper, when these readings are
being made.

In some receivers, a sawtooth voltage
is fed back to the AFC circuit. When a
short develops in this feedback circuit,
reduced high voltage, insufficient hori-
zontal deflection, as well as loss of syn-
chronization, may result. To test for the
presence of such a trouble, open the
feedback path, and note results on de-
flection, high voltage, and other circuit
voltages. Subsequent resistance checks
on feedback path components should
readily localize the trouble.

It should be noted that voltage read-
ings made on vacuum-tube voltmeters
may be expected to be 10 to 20% higher
than those made on 20,000 ohm-per-
volt meters; readings made on 1,000
ohm-per-volt meters may be expected
to be about 10% less than on 20,000
ohm-per-volt units.
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The@ Bonded Electronic Technician’s ldentification Card

is mighty important to customers. It instantly
identifies the bearer as an expert technician
representing a reputable company — lends re-
assurance to the apprehensive set owner.
But this is only one of the ways the Raytheon
Bonded Electronic Technician Program helps
; you. The cash-protection of
the Raytheon Bcnd (backed by

Continental Casualty Company), the Raytheon
“Code of Ethics’ and the sound, sensible busi-
ness methods the code suggests all help to create
customer confidence and good will. That means
more business now, and more business in the
future from a steadily increasing backlog of
satisfied customers.

This potent weapon in the war against con-
sumer mistrust is yours without cost if you can
qualify for it. It is Raytheon’s investment in your
future. Call your Raytheon Tube Distributor
today, and ask him if you can become a Raytheon
Bonded Electronic Technician.

RAYTHEON MANUFACTURING COMPANY

RAYTHEON MANKES ALL THESE:
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News in the Appliance Field

Nice Way to Treat a Tooth

Both patient and dentist can relax during the
hot summer days with a room air conditioner,
says the Kelcinafor Div., Nash-Kelvinator Corp.
Other professional men are also finding this true.

Hotpoint and Nairn Tie-In

Hotpoint Co. and Congoleum-Nairn
announce that Hotpoint dealers will
give away free with each purchase of a
Hotpoint EG-95-6 refrigerator a com-
pletely installed Gold Seal Nairn inlaid
kitchen floor. C-N dealers will be ad-
vertising the same promotion in their
stores. A variety of dealer aids will be
supplied to publicize the campaign.

Deepfreeze Produces Films

As part of its inereased promotional
activities program, Deepfreeze Appli-
ance Division of Motor Products Corp.
has produced a series of 13 full-color
movie trailers and TV spots which
are available to .dealers and distrib-
utors. The division will also provide
new clock signs, visualizer selling
charts and dealer banners.

RCA President and Other Officials Examine Ohio Plant

New Salesmen On Factory Tour, See Universal Appliance Made

Much interest in the manufacture of the electrical unit of the Universal Coffeematic is reflected
in the faces of this group, members of Landers, Frary & Clark’s sales development force. They
represent first of a group of 18 who will work with dealers and distributors in promoting
Universal appliances. L to = Norman P. Simpsom, Virginia; Robert Pavis, New Yark; Charles
Blalock, Alabama; David €. Larsen, Ohio; John J. Flynn, Pennsylvania; Edward Greden, Mass.

I-H Protects Dealer Price

International Harvester Co. has re-
cently announced price protection to
cover dealer and distributor purchases
of current model refrigeration prod-
ucts retroactive from April 9 to Sep-
tember 30, 1953.

Deepfreeze Gets Radio Flug

Thor Appoints Peoria Firm

Thor Corp., Chicago, has appointed
Illinois Appliance Inc., Peoria, to sue-
ceed the Johnson-Moody Co. as its
distributor in that city, The latter
business has been dissolved, according
to Thor.

Home freezers were spotlighted on Chicago radio
station WLS recently when B. 6. Sanderson, gen-
eral sales manager of Deepfreeze Applionce Di-
vision appeared as the special guest of Mortha
Crane, popular hostess of the Feature Faods show.

New Stati-Ciean Package

Along with the introduction of a smart 4-color
tabel for its spray ran,<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>