SHOE -LEATHER —the Answer to
Summer Sales, see page 13. MAY, 193?1j




“Why, that’s wenderful, Mr. Smith!
How lucky to hit such a grand program.”

“Not just lucky, Miss. A good dealer knows
bis NBC stations and programs.”’

Programs and Set:

are O.K. |

How’s Your Demonstration.

IDDLING with the dials while the
prospect burns is often fatal to che
sale. Note how surely an outstanding
radio dealer dials a station. And note his
unerring choice of a program—one that
charms the customer and meets his mood,
exactly. This dealer doesn’t get submerged
y . in price discussions or competitive chat-
. ter. He knows NBC stations and pro-

N a [10 llal grams, right around the clock! He sizes

up a prospect and lets an NBC program

B o, ' S . - help put the sale across. His demonstra-
1 ' r,‘:’} I (a L‘jt] llg tions are on a par with both sets and

programs, and berrer set sales prove it!

Company

Radio Corporation of America Service



THE RADIO THAT

® One year ago Fada announced the addition of
"Coloradio” to their regular radio line. This an-
nouncement created no stir among the dealers be-
cause of previous unprofitable experiences with
color. Little did they realize at that time that while
color in radic was not new, “Coloradio” by Fada
was decidedly new . . . new in the application of
color . . . new in standards of performance . .

. new
in comparison of value.
® At the first showing of “Coloradio" far seeing

radio dealers realized at once the amazing sales pos-
sibilities this new line offered. The gleaming mod-
emistic cabinets of Bakelite and Beetle in Black,
Walnut, lvory and Chinese Red adomed with Gold
and Chromium metal were glorious to behold.
Fada had added another great contribution to the
radio industry.

The new ‘‘Coloradio™

® The appeal of color is universal . . . it arouses the
deepest emotions in both old and young . . . it has
greater sales appeal because color is the dominant

trend . . . it had performance appeal because "‘Col-
oradio”" offered a new standard of excellence in
performance . . . it had price appeal because no

other small set line offered so much for so little.
Fada had taken the small set radio out of the doldrums
of monotony and gave it a new lease on life.

® Wherever it was displayed consumers likewise
caught the allure of “Coloradio” as created by
Fada. Sales skyrocketed to new highs . . . dealers
were literally swamped by the demand . . . pro-
duction was speeded up . . . extra molds were made

. extra floor space added . . . extra labor employed
to maintain production schedules with the increas-
ind demand. The success of ““Coloradio’ was as-
sured . . . Fada had given the radic industry another
great sales stimulant.

series for 1938 will soon be announced . . . it

will far outstrip its predecessor in beauty of design, performance and value.
It will feature AC, AC-DC and Battery Operated radios for the farm. It will
offer the dealer greater sales possibilities than any other small set line. Re-
gardless of the number of lines a dealer may feature he cannot afford to ig-

nore the addition of "Coloradic”

=

.. the biggest small set line for 1938.

The New Fada Line for 1938 Wil Include a Well Balanced Presentation of Compacts,

—e

Table Models and Consoles of Distinctive Designs in Beautiful Contrasting Woods and
Featured in Every Price Range

» ®
FADA RADIO & ELECTRIC COMPANY, LONG ISLAND CITY, N. Y.
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Projector

Another development by
Fairbanks-Morse engineers. Like
turret shielding, Tone Projector
combines “eye-appeal” with
apparent value. It also turns

“shoppers” into buyers with
less sales effort.
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Shielding

Introduced by Fairbanks-Morse,
Turret Shielding has been an
important factor in closing more
sales per customer for Fairbanks-
Morse dealers. Visuval value—
demonstrable performance—
gets results.




RBANKS-MORSE!

INCE 1830 the name Fairbanks-Morse has stood for consistent quality and value.

The 1937 line of Fairbanks-Morse Radio receivers upheld this tradition in every

respect. This fact will be attested to by the men who sold them, and what is possibly
more important, by those who bought them.

The new 1938 line will continue to uphold that tradition. It will retain, in improved
form, both Turret Shielding and the Tone Projector, as important selling features.

Our engineers have seen to it that this new line will incorporate other new and
desirable features that contribute to better performance and greater salability, in
models that fill every important price bracket. The Fairbanks-Morse 1938 line leaves
nothing to be desired in the way of selling features.

And there is a complete new farm line in 2- and 6-volt models that will rival the
new AC line in beauty and performance.

There’s plenty of profit to be made by Fairbanks-Morse Radio dealers—always
will be—for we believe in protecting the dealer’s investment for him. Why not see
what this could mean to you, in your territory?

Your Fairbanks-Morse distributor is now attending the 1938 Radio Convention
at the factory in Indianapolis, where these new models are being made, tested, and
shipped to every part of the globe. He is in position to give you the whole story.

The deal is all “aboveboard,” contains no red tape, mandatory requirements, or
heavy financial investment. It will take only a few minutes to get the whole story—

send in the coupon now,

FAIRBANKS, MORSE & CO.
Home Appliance Division
2060 Northwestern Ave.
Indianapolis, Ind.
Please send me complete information about the 1938 line of
F-M Radios and the dealer franchise.
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e oo Now g ilable in

SPECIAL REp ACEMENT
TYPis :

‘th d- .
an ,
utonly SILENT S.P A|.

o_It’s positively

Initiative— Resoutcefulness—Cooperation
to advance the interests
of the industry

— Fatent Applicd for)

For - Setviceme 2 en i .
icir <ol fo o vl IT ELIMINATES THE MOST

sland,
IRC makes such conlrols available—bagjed i’.l'f.?."fhf"“
known featutes of slandard Metallized units PLyS Ihe .: C O M M O N S o U R c E o F
sive S-SFiugu Sileni Element Contact PLUS the excles
Silen! Spiral Connector which is supplied on all of ‘.
s reecomen o by ey NOISE IN g CONTROL
standard types). These special controls are identilied b y
the Jetler " preceding their part number in the IRC Gude
Sce them at your IRC iobber's today.

The outcome of two years of engineering development work,

GET THIS Ntw IRC brings you the outstanding control improvement in years—
GUIDE FREE' positive and continuous electrical connection between the

H center terminal and the adjustment arm. This Silent Spiral
Just oll the press! 1t c tor spells lete elimi of sliding, metal-t tal
pages! Lisis stondar contact in the place where most control noises originate. It

ial g N
e Sreclal e means that these new IRC Special Replacement Controls are

lically every rad unquestionably quietest, because they are the only controls
receiver. Includss N N

handy control ot having this feature.
resistance caledat —

data, complete 0 The Silent Spiral Connector is made of special wire—sturdy

Resistor Cal:l'o:;- N and durable—constructed like a fine watch for a lifetime of the
i s ) L

i quietest service you can imagine.

—or write directls =

Lyictest! BECAUE THEY'RE THE O’n/y CONTROLS IN WHICH
SLIDING METALIO-METAL CONTACT HAS BEEN ELIMINATED

INTERNATIONAL RESISTANCE COMPANY
‘0l NORTH BROAD STREET, PHILADELPHIA, PA.
Canady . . England . . . France . . . Germany . . . Italy . . . Denmark . . Australia

N MoRE 4 g REN CATIONS ANY OTHER MANUFACTURER IN THE WORLD
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~ COMING FOR 1937-38
Another Great G-E ““FIRST"’

TOUCH
TUNING!

“TOUCH A BUTTON —THAT'S ALL"

A great exclusive feature—a great
| exclusive sales opportunity —and
‘} backed by the greatest advertising
| and promotion program we have
ever sponsored.

GENERAL @) ELECTRIC

i RADIO

APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN.
e e e

]
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The Easiest Tubes
inthe World
to Sell! Lir
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THANKS FOR A BIG YEAR
... AND THERE’S A BIGGER

ONE RIGHT AHEAD!

It’s been a great vear for Philco! So Philco
wants to pay tribute to the enterprise, the ener-
getic efforts, the consistent cooperation of the
Philco dealers and distributors who made it
possible for Philco to rule the radio roost for
the seventh consecutive vear!

And now . . . the time has come to think
of a new season. What 1s Philco planning for
19387 What will Philco offer in addition to
Automatic Tuning, High-Fidelity, the Foreign
Tuning System . . . and the other great Philco
features of 19377

It’s a little too early to spring the big news!
But it is BIG news! And here’s a tip!

GET SET FOR THE GREATEST
OF ALL PHILCO YEARS!

*

PHILCO RADIO & TELEVISION CORPORATION

Radio Today
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RAOI0. DEALERS AVERAGED
11.7% PROFIT

* (Questionnairing 5,000 retail
radio dealers in its special survey of
radio costs and profits, Rapio Tobay
has received store operating state-
ments covering mnearly $3,000,000 of
retail radio sales made during 1936.

Analysis of these returns, presented
in detail on following pages, show
that the average of dealers’ profits on
radio sales was 11.7 per cent of total
sales volume, with cost of merchan-
dise running 58 per cent, and total
operating costs averaging 30.3 per
cent.

Radio sales for 1936 were reported
24 per cent ahead of the preceding
vear, and stock turnover averaged
six and one-half times a year. Cus-
tomers bought 32 per cent for cash;
15 per cent on credit account, and 53
per cent on installment plans.

Store operating costs averaged as
follows, total sales equalling 1009 :

Salary of owners 10:3%
Employees $.1%
Rent 3.4%
Advertising 2.2%
Telephone, light, heat 249,
Free servicing, installation 1.9+
All other expenses 1L.7%

Total expenses 20.39,
Cost of merchandise 58.0%
Net profit 11.7%

This surveyr of retail selling costs
and profits in radio by Rapio Topay is
the first which has been made, directed
particularly at the radio trade, since
similar radio surveys were made un-
der the same direction five and ten
Years ago.

While valuable general surveys of
all kinds of retail businesses are con-
ducted annunally by Dun & Bradstreet
and others, these have sonietinies led
to conflicting results for radio when
dollar volume of “service sales” is in-
advertently added in with merchan-
dise sales. In the Rapro Topavy sur-
vey, paid-servicing volume was kept
entirely separate. and reported as an
independent business operation. so
that the above figures give a true pie-
ture of the radio-merchandise opera-
tion.
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RAOIO STORMS THE NEWSPAPERS

* With one smash message or
another, radio manufacturers finished
the last year with interesting totals
in radio advertising lineage rum in
newspapers. Media Records, Inc.,
reports these firms as leading news-
paper advertisers, with lines run:

Crosley ........... 53.259
Nelco” | mrmimnsnd Ao 7,438
General Electric ,. 417,810
Grunow . 428,518
Phileo ...........2.07123s
RECA aivwiivime an 559.146
Stewart-Warner .. 63,990
Westinghouse ..... 24.030
Zenith ..... 429,730

RAOIO PRODUCTION
BY STATES

* A chart in our April number
showed the relative percentages of
Federal excise tax paid, by states, as
an index to radio manufacturing by
states. For brevity the chart was
titled “Where the Radio Sets Are
Made,” but it should have been ex-
plained that the excise tax covers not
only home radios but also radio tubes.

Monthly perceniages of year's total

Shipments of sets=from mfrsreports e
and Excise Tax figures, 1936 4

OxrestEs H, CaLDWELL
Editor

M, CreEMENTS
Publisher

Copyright 1937
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parts, etc., and phonographs and rec-
ords, radio sets making up five-sixths
of the volume. Automobile radios,
however, are not taxed under the
radio classification but as “automobile
accessories,” so that the auto-radio
volume does mot appear in the radio-
tax percentages, thus accounting for
some of the apparent discrepancies in
the radio-tax fizures by states.

LAME LISTENING

* Receivers with one leg in the
junk-vard have been counted, among
5,360 radio families, by Prof. L. M.
MeDermott, College of Commerce,
De Paul University. Chicago. While
investigating other angles, the pro-
fessor discovered this about the age
of sets in use among these families:

1 vear old.......... 20.6%
92 years old.......... 20.3%
3 wvears old..........187%
4 years old.......... 14.7%
5 years old.......... 11.29,
Over 5 years old..... 8.5%

Survey also revealed that 619, of
the families had more than one set,
and that radio was the first thing
they wanted after a ear and some in-
surance.

SEASONAL BUYING OF RADIO

\

\

/
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RADIO WEEK AT CHICAGO,
JUNE 8-13

* Radio manufacturers. distribu-
tors, dealers. servicemeu, aud sale:
representatives. are all due to con-
centrate ou Chieago, the week of
June s, signalized by the triple fea-
ture of the RM.\ convention. Nationat
Part: Trade Show, and IRSM con-
vention.

Hotel Steveus on Michigan Avenue
will be the setting of the RAMA and
Show aetivities; with the RAA meet-
ing Tuesday and Wednesday, fol-
lowed by the Trade Show the rest of
the week, iucluding Sunday. The
Sales Managers Club and ~“The Rep-
resentatives” will alse meet duriug
the week. aud many committee gath-
erings and leetures are scheduled. A
Radio Show Special train will rim
from New York June 9.

The aunual radio industry banquet,
another “RM.JA cabaret™ dinner for
Association mewnbership and guests,
will be the event of Wednesday eve-
uing, June 9. The two days of the
RM.A  annual convention will be
packed with important business meet-
mg. An unusually interesting pro-
gram is being arranged by President
Leslie F. Muter of the RM.A and the
convention ecommittee headed by
A. S, Wells of Chieago. chairmau.
aud Paul V. Galvin. Peter L. Jeusen
and James S, Kuowlson.

A large luncheon meeting Tuesday,
June &, combining the annual busi-
ness meeting of RAMA members, is a
new feature of the R).\ convention.
Official RMA delegates, alteruates
and guests will be tendered a com-

John 8. Meck has been named presi-
dent and general sales mgr. of the new
Electronic Design Corp., Chicago,

8

N. P. Bloom has insisted on retiring
from presidency of Adler-Royal.

plimentary luncheon by President
Muter and directors of the Associa-
tion.

The National Radio Parts Show
will open Thursday, June 10. Dur-
ing the =how. meetings and discus-
sious will be held in the auditorium
of the Stevens, under auspiees of the
Institute of Radio Engineers. the
Ameriean Radio Relay League. and
the Institute of Radio Serviece Men.

PROPOSED RADIO TAX WOULD
DEPRIVE RURAL LISTENERS

* Proposal by Commissioner Payne
of the FCC to tax broadcasting sta-
tions $1 to $3 per watt of transmitter
power, has aroused wide opposition as
depriving farmers and others living
in rural comwunities, of their prin-
cipal broadcasting entertainment.

For it is chiefly the high-power
stations which can be heard in rural
regious. Cut down their power by
an excessive tax, and Congress would
render useless millions of radio sets
thiroughout the farms and rural see-
tions of the nation. It is these iso-
lated listeners on the farms, in lonely
mouutain cabins, on islands off the
coast. to whom radio means most.
for it iz their sole source of enter-
taimmeut. Thus the proposed radio-tax
bill. spousored by Commissioner

Payue aud Representative Boylan,
would aet to cornfine radio to the
cities, which already have a surplus
of amusements—leaving farms and
small towns without auy radio en-
tertainment whatever.

High power is service

Operation of high-power broadeast
stations has not been especially prof-
itable., aud lience the preference of
many broadcasters 1s to limit their
station powers to cover only the rich
city markets and densely populated
areas. To get station owners to reach
out hundreds of miles and cover
farming and sparsely settled terri-
tories, means a publie service to iso-
lated listeners—performed at great
expense and with very little return
to the broadcaster,

SUMMER SUMMARY

* Tlying around in a revised con-
dition are a good many facts on the
use of radio this suminer. Checked
for 1937. one of the set counts has
been issued by CBS iu a booklet
whieh wakes the seasou quite a glad
affair.

Extra receivers to take to summer
homes, reports Columbia, will add
up to 4,000,000, U. S. family-hours
of listeniug eaeh summer day in
1937 is set at 717,000,000. Conclu-
stons are also that auto radio has a
new significance and that the total
persons without some sort of set this
summer will be slim.

Broadeasters—both NBC aud CBS
—promise “more and brighter sum-
mer programs in 1937 than ever be-
fore.”

Busy as a new tube president would b.e,
C. A. Earl of Arcturus, well known in
radio for many years.

Radio Today




C. P. Cushway,

Thordarson’s gen'l
mgr., maps sales with H, O. Johnson,
adv, mgr,

ALL ABOUT SOUND SYSTEMS,
PAGES 40-48

* The most complete mformation
on “sound” systems, public-address,
and amplifier equipment ever gath-
ered together, appears on {following
pages of this issue of R.ipio Topay,
for the benefit of readers.

Compiled by Technical Editor
Vinton K. Ulrich, these complete
specifications of prinecipal sound lines
on the American market, give {ull

details of models. prices, wattage,
speakers. microphoues, and acces-
sories.

BOSCH DOMESTIC SETS
DISCONTINUED

* Notifying its distributors of its
withdrawal from the production of
domestic Bosch-trade-marked home
and auto radio receivers, the United
American Boseh  Corporation of
Springfield, Mass., one of the oldest
radio manufacturers in the business,
has aunounced its intention to con-
centrate its facilities on export. po-
lice. and private-brand sets. in addi-
tion to its manifold operations In
non-radio fields, including magunetos.
automobile ignition, Tliesel-engina
accessories, and gas water-heaters.

“In our radio division.” explains
Roy Davey, sales manager, “we have
experienced a very large increase in
our export volume and at the same
time the volume of our private-brand
bhusiness has developed to the point
where. with the inereasing demand
for factory facilities from our other
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divisions. we no longer have avail-
able manufacturing space which will
permit the coutinuation of our own
dontestic trade-marked production of
liome and car receivers. Qur with-
drawal from our own domestic trade-
marked production of home and car
receivers permits us to coneentratc
on and to continue more aggressivelv
our export. police and private-brand
radio aetivities.

“Because of the substantial inerease
in both export and private-brand
lines, it becomnes impossible {for us to
serve our distributors with a large
enough amount of American-Bosch
trade-marked radio to make the :ales
of such sets profitable to our distrib-
utors or to us.

“We have in the case of most of
our distributors had a long and pleas-
ant relationship and it is with deep
regret that this radio relationshin
nrust be termipated.”

RADIO DATES AHEAD

Aay 23-25—National Radio Service
Association Convention, Dallas, Tex.

May 15-31—Radic and Television

Iuternational Exposition, Paris,
France.
June 8-10— Thirteenth Annual

Convention, RALA.

June 10-13—XNational Radio Parts
Trade Show, Fifth Aunual Conven-
tion. INSAI.

June 20-23—National Association
of Broadcasters Convention, Chlicago.
July 26-29—National Association of
Music Merchants Convention. N.Y.(,

G. K. Throckmorton, with resignation
of E. T. Cunningham, takes over Cam-
den as exec. vp. RCAM.

Distributor Conventions

May 13, 14, 15—Zenith, Chicago.
May 19, 20. 21—RCA, Chicago.
AMay 21, 22—Fanbanks Morse, In-
dianapolis.
May 24, 25, 26—Continental Radio
Television, Chicago.

d

&
May 24, 25—Grunow, Chicago.
June 1+—Emierson, New York.

The DPhilco couvention was post-
poned ou account of strike at the
Philadelphia factory,

Now called the three musketeers of the National Radio Parts Show Corp., left
to right, Arthur Moss, Ken Hathaway and A. Berard, plan events of June 10-13,

9



ROYAL ROAD TO RADIO PROFITS '

Lively averages from “Radio Today’s’” intimate survey of radio

dealers' selling costs, Average retail net profit nearly 12%

Merchandise

58%9.%:

* SMART SELLING, and radio
merchandising that is not so shrewd,
have been examined in a new fashion
by Rapio Tobpay.

Certainly the trade has had a spe-
cial hunger for detailed answers to
the all-industry question of “operat-
ing costs” in the 1937 radic dealer’s
store. The relation of paid-out items
to the sources of income has been a
fine mystery. Into the confusion, this
publication tosses herewith a set of
yardsticks. To measure is to improve
the prospects for profit.

Any report of Rabio TopsY’s survey
must begin and end with a lively note
of optimism on how radio sales sprung
the limits of previous totals. But it
must contain stop signals in certain
matters of expense.

Heart-to-heart figures have bheen as-
sembled from all parts of the nation,
from all t¥pes and sizes of radio sell-
ers. Total of 5,000 dealers were in-
vited to cooperate in this special
study by Rapio Topay, and to send in
a report on their finaneial fix during
the recent fiscal year. Trom the
massed replies, the editors were able

10
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3%
¥ Employees

L 8%

to start off with figures based on
nearly $3,000,000 worth of radio sales.

Whether a dealer should slice his
overhead and revamp his management
sct-up can, to a helpful degree, be
determined by the national averages.
All he needs to do is to have a careful
look at the classification where his
vearly income lies. If he is out of
line with the typical figures, he can
tell precisely where and to what ex-
tent.

High points

However, this is not a know-it-all
Ietter to the dealer, saying: ‘“Dear
Dealer, your rent should be 3 per cent,
the wages you pay should amount to
S per cent, etc., of your total sales
volume.” Rather it is a flat state-
ment ahout what other persons in the
business are positively doing about
such items, presented with the cordial
hope that intelligent and useful com-
parisons will be made.

Gross sales in radio, minus returns,
ete., were seen to range on the indi-
vidual reports from below $1,000 to
$1.659,611. Average for all the busi-

1%

Telephon
Lt5Heat
o 2—“79

nesses was about $19,300. The over-
all average per cent of increase over
the previous vear was 34 per cent.
Some dealers reported that their sales
were 100 per cent to 200 per cent
ahead of the former period, and it was
noted that the estreme increases were
reported from the smaller stores.

Profits from service, listed in per
cent of sales, were freakish in their
ranges from 11.6 per cent to 160 per
cent ; hence no valid conclusions could
be attempted. Interesting also was
the fact that most of the service activ-
ity was among the smaller stores;
many of the larger ones either did not
lave a service department, or reported
figures which indicated little activity.

Evershody has an eye on the profit
figures, and in this survey there were
wild variations. Greatest average
profit. expressed in per cent of sales.
was in the stores which had the high-
est turnover—the group which did
from $20,000 to $50,000 volume. This
eroup wanaged to cut its expenses to
23.1 per cent of sales, while the aver-
age expense figure for all dealers re-
porting was 30.3.

Radio Today




Average story

Final averages of the amounts of
business done on cash, credit and in-
stallment plans reveal the last-named
to be well in the lead. Cash business,
for the entire survey, accounted for
32 per cent of sales. Credit business
added up to 15 per cent and install-
ment 53 per cent.

From these figures on the distribu-
tion of business, it is noted that the
per cent of installment business has
a distinct tendency to increase among
outfits doing the larger volumes.
Larger stores, for the most part, han-
dle other lines besides radio, and the
conelusion is that radio managers get
the benefit of the all-department in-
stallment policies.

Greatest per cent of credit business
appears to be done among stores of
medium size. Explanation of this is
that most of these operate in smaller
towns, where the matter of credit is
easy to handle.

Merchandise eosts are higher among
smaller stores, due to the lesser dis-
counts available to the man who buys
in small quantities. In the group that
did volumes of $10,000 to $20.000. the
merchandise-cost averages fell to the
lowest figure.

Expense control

Figures on “salaries of owners or
officers” are inelined to be approxima-
tions because many owners of radio
stores consider their total profits to be
a combination of salary plus profit.
The thing for a proprietor to do, of
course, is to add in, among his ex-
penses, a reasonable salary for him-
self.

When a store’s total expemnse was
influenced by the fact that other non-
radio lines were handled, it seemed
reasonable to pro-rate the lump cost
of doing business according to what
per cent of the entire business was
radio. Final averages of total ex-
penses were available in all cases be-
cause enough dealers reported totals,
even though they omitted details,

Judging the costs

Totals on employee wages are less
in the larger storves. when figured. as
they are in the accompanying tables,
in per cent of sales. These figures
are consistently higher, too, among
businesses which accented service.
Wlhen a firm has paid out unusually
big percentages for wages, the result
is generally found reflected in “net
profit in per cent of sales.”

“Free servicing during guarantee
period, delivery, installation” is an
expense factor which is rarely investi-
gated in a survey. Averages compiled
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RETAIL COSTS AND PROFITS IN SELLING RADIO

Percentages for Businesses of Various Volumes (Based on Total Sales
- 1009). From Radic Today’s Survey of 1936 Radio Sales

Derleisdoing volume ot S1BRS e Soan0 10003 ARbmen O Avense
$5,000 $10,000 $20,000 $50,000
Selaries of owners of officers 13.4 106 111 8.3 9.0 — 105
B 2eleend 112 ... 109 61 43 81
Rent 17 4.0 1.5 3.0 2.2 3.0 3.4
Advertising 6.1 2.0 0.8 1.6 1.1 2.5 2.3
Telephone, light, heat 6.1 1.5 2.1 1.5 1.1 - 2.4
ooy s deveein- 38 08 10 25 17 ... 19
All other expenses AR 1.4 1.0 2.7 1.9 o 1.7
Total Expense 399 31.5 249 30.5 231 320 303
Cost of merchandise 58.1 60.6 58.8 549 588 56.0 58.0
Profit 2.0 79 16.3 18.1 120 11.7

14.6

VOLUME, TURNOVER

AND PAYMENT METHODS

Figures on Merchandising Operations in Radio Stores of Various Sizes

From Radic Today’s Survey of 1936 Radioc Sales

Under $1,00¢ $5,000 $10,000 $20,000 Over
Dealers doing volume of $1,000 to to to to $50,000 Averate
$5,000 $10,000 $20,000  $50,000 -
ln:vv.e::: vi:l""Selcs over pre- 60 15 0 40 15 40 34
Ranse of volume in % of 907 70 —65 15 —15 2 31
previous years volume
fo to to to to to to

+150% -+600 -+92 -+105 -+100 -+9200 -208
Turnover {times per year) 3.1 6.3 7.0 6.0 8.3 8.1 6.5
Cherscter | Con % 64 29 50 22 14 10 32
poy Sy | Credit % 12 13 12 923 26 6 15
Method Installment %% 24 5 8

38 55 60 84 53

in this report show the item to be of
genuine importanee in modern selling
practice, although it is a difficult fig-
ure for the dealer to arrive at.

To determine the turnover averages
in this survey, the inventory figure at
the beginning of the year was first
added to the cost of merchandise pur-
chased during the year. From this
sum was subtracted the eclosing in-
ventory; the remainder was then di-
vided by the average of the opening
and closing inventories.

From the results of turnover figur-
ing, it appears that the typical dealer
has in stock at one time about S
weeks’ supply of merchandise. .\ vio-
lent difference was noticed in turn-
over averages among the dealers do-
ing under $10,000 worth of business,
as compared with those doing over
that amount.

The classification “all other expense™
includes such items as insurance,
taxcs, store repairs, office supplies and
any other minor expense except those
listed elsewhere.

Typical or average ficures men-
tioned in this survey were arrived at
by a combined median and arithmet-
ical average treatment of the data re-
ported.

University authorities
cooperate

Rapio Topay’s work on the analysis
of all the survey material has been
directed by officials of the School of
Retailing of New York University,
New York City. Dr. Norris A. Brisco,
dean of the School, and Dr. J. W.
Wingate, associate professor of inar-
keting, have supervised all interpreta-
tions of the survey results,

These two experts work closely with
New York City’s most important re-
tailers, and have established the School
of Retailing as the nation’s first au-
thority on retail practice and manage-
ment. Procedure at the school is
based upon actual field studies; its
style of instruction is as modern as it
is valid.
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ADIO FAIR-TRADE  PRACTICES |

Advertising and “‘trade-in”’ allowances get industry’s attention

Resale-price maintenance approved in 34 states, but not U. S.

* NOTIING much is heing over-
looked nowadays in the efforts of law-
makers, trade associations, and courts
to make this the best of all possible
radio worlds,

And some of the uplift is sue-
ceeling.

Much falls by the wayside, of
course.

But out of all the welter of busi-
ness reform, fair practice struggles,
and gentlemen’s agreements, a weary
radio trade is climbing to greater
security and stability.

The Fair Trade Practice Commit-
tee of the RAMA did much to awaken
the trale to the evils of “'spiffs.” pre-
miums, allowances, and special con-
cessions.

More effective control of dealers’
and distributors’ advertising allow-
ances lhas also been a subject often
discussed in the trade. and while no
official agreemnents between manufae-
turers have heen made, there is indi-
cation that a dollar-for-dollar allow-
ance is regarded as pretty sound prac-
tice in radio. This means that for
each dollar the retailer spends on ad-
vertising, the manufacturer may be
expected to kick in with a correspond-
ing sum. Claims are heard, now and
then, that in some instances these
dollar-for-dollar allowances are heing

excceded, but there seems little evi-
dence that violations of the gentle-
men’s understanding are either wide-
spread or flagrant.

Advertising allowances

It is true that in certain metropoli~
tan localities special modifications of
such a 50-50 plan have been instituted
because of the wide discrepaney be-
tween the rates paid for advertising
space by large chains and small deal-
ers. As a result of conflicting clains
in such cases, a schedule of definite
amounts is understood to have been
adopted by prinecipal set-makers doing
business in the New York metropoli-
tan area. Under this plan, fixed swmns
per line of advertising in each news-
paper are allowed. This means that
with the low rates carned by some of
the large chain outlets, as high as
two-thirds of the actual cost of the
advertising may be paid by the manu-
facturer, while in the case of smaller
dealers who pay higher rates for ad-
vertising, the allowance granted works
out to be the equivalent of 50 per
cent of the advertising’s cost

Laws permitting ‘contracts to
maintain resale prices” have heen a
feature i1n many state legislatures
this year, and alveady such permissive
statutes have been passed by thirty

Mantels
Models three or more years old
Models one or two years old -
Consoles
Models three or more years old
Models one or twe years old -

Recommendations by Canadien RMA

Schedule of Maximum Trade-In Allowances on
Used Radio Receivers

STANDARD WAVE RECEIVERS
Tubes 3-1 5-6

$ 8.00 $12.00 $16.00
14.00 18.00 22.00
Tubes 4-5 6-7 8 or more
$14.00 $20.00 $28.00
20.00 30.00 42.00

7 or more

STANDARD AND SIHIORT WAVE RECEIVERS

Mantels Tubes 5-6 7 or more
Models three or more years old - - - $20.00 $25.00
Models one or two years old - - - 28.00 35.00

Consoles Tubes 5-6 7-9 10 or more
Models three or more years old $28.00 $35.00 $45.00
Models one or two years old - 35.00 45.00 60.00

Maximum of $25.00 more for Combinations with Modern Electrical Reproduction.
Phonograph - - - $ 5.
~ Orthophonic Phonograph - - - - - - - 10.00
Long and short wave rcccivers released prior to 1933 should be classificd as stahdard wave
receivers for trade-in purposes.
Models are to be classified as to age according to the year of introduction by the manufacturer.
¢ above are suggested as maximum trade-in appraisal values on receivers in goad operating

condition and suitable deductions should be made thercfrom with respect to making
necessary repairs to put set in saleable condition.
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or more states. The Miller-Tydings
bill now before Congress would put
such resale-price control on a national
basis if passed, reinforcing the vari-
ous state Jaws. But now that the
Roosevelt Administration has def-
initely stated its opposition to this
Federal measure to suspend the anti-
trust laws and authorize resale price
maintenance; the future of Federal
resale price-fixing is very much in
doubt.  Scheduled for enactment,
however, is the Wheeler-Lea bill to
estend the jurisdiction of the Federal
Trade Commission to include ‘“de-
ceptive practices.”

Setting resale prices

In New York State great intevest
has centered around the TFeld-Craw-
ford act which pernnits manufactur-
ers to set resale prices of their prod-
ucts. While this law has heen fought
vigorously hy some of the large re-
tailers, it is. nevertheless, now 1in
force and can be depended upon to
protect retail prices of goods sold
within the state. Where interstate
commerce is involved, however, the
Feld-Crawford act is without author-
ity unless a supporting Federal stat-
ute is later passed.

The effect of such state laws for
resale-price control is two-fold so far
as radio is concerned. (1) The ad-
vertised price of the goods is econ-
trolled, and (2) the allowance which
can be made for “trade-ins” can be
fixed. It is in this direction of trade-
in allowances that some of the most
flagrant evasions of sound business
practice have heretofore taken place.
But now that the radio manufacturer
or distributor may set the limit for
trade-in values (as can be done in
those states having resale-price stat-
utes), a new tool for price-mainte-
nance and trade stability is placed in
the hands of the manufacturer.

**Trade-in*’ formulas

Schedules based upon age of set,
numher of tubes. wave-bands, ete.,
have also been offered. An example
of such a schedule, figured on the old
set being turned-in by the customer,
is reproduced on this page, as devel-
oped by the Canadian RMA.

“Black books” have been tried as

Continued on page 14)
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SHOE-LEATHER—

The stuff that summer

sales success is made of

'l

Playing a portable set
while it’s being shown
to outside prospects.

Checking up on business men, possibilities for several products. Driving prospects to the store for special demonstrations.
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THE 1338

RECEIVERS

— automatic electric tuning adopted generally

— more tubes —fewer ultra-hf tuning bands

* OUR “radio Winchells™ report
that at least half a dozen radio-set
manufacturers will feature motor-
driven automatic tuning systems this
season. As predicted last month in
Rapio Topsy push-buttons will mnost
likely be used in conjunction with the
motors for rapid, easy tuning. And
remote controls can easily be added by
placing blocks of additional buttons
at the desired locations.

Some of the motor drives are re-
ported to be a bit noisy in operation
because of grinding gears—without
doubt improvements will have made
themn silent before the year’s produc-
tlon 1s seriously begun.

A larger nummber of models than
last year will employ the dial-type au-
tomatic tuning. Even in the very
low-priced meodels “telephone dial”
tuning will be employed — but these
models should not be confused with the
larger sets employing automatic fre-
quency control and *“stops” on the
dial. In fact these inexpensive sets
cannot be truly classified as automatic
tuning models -ince the dial does not
stop automatically at the station. The
dial is only a means of rapidly tuning
to approsimately the desired station.

Other models will be introduced us-

ROSEWOOD and ivory receiver, one of many built for the Maharajah of Patiala
(British India) by the Phll:ips company. Front and back are luxuriously finished
on chromium sledges through the rooms of the palace.

alike, and the sets are carrie
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ing an automatic tuning dial without
antomatic frequency control. When
comparing the various sets, the dealer
should ascertain whether or not AFC
is employed—and also if the dial used
has stops for the various stations.

More liberal use of tubes seems to
be the keynote of 1937-8 design. When
there is a choice of having dual pur-
pose or two separate tubes, some of
the manufacturers have decided upon
using the extra tube. As a result a
few of the models will have one or
two more tubes than last year. At
least from a sales angle and because
of rising production costs, this pad-
ding is justifiable.

Because of the economic factor,
some half-dozen manufacturers have
omitted the ultra-high frequency tun-
ing band from this year’s models. To
offset this, only one manufacturer not
using U.JL.F. last year is known to
have adopted it this season. It is un-
fortunate that the U.ILF. is being dis-
carded in sets, for only recently the
F.C.C. has given new interest to this
band through the licensing of sta-
tions to carry “commercials” (spon-
sored programs with advertising) on
the ultra short waves.

The circuits of the sets are being

stab.ilized to a much better degres
against temperature and humidity
drifts. Thermostatic correction is be-
ing used in the trimmers of a few of
the new models, This means that the
LF., oscillator, and other critical cir-
cuits will stay better aligned.

Automatic selectivity control has
received a temporary set-back and it
seems unlikely that any of the early
production of sets will include this re-
finement. There is, nevertheless, the
possibility that A.8.C. will be incor-
porated later on in the more expen-
sive models.

Auto radios merchandised by the caz
manufacturers under their own names
this summer will use automatic fre-
quency control in the more expensive
models, according to word received
from the automotive industry. Later
in the year the radio-set manufac-
turers’ own branded models will in-
clude this feature also.

In the matter of tube equipment in
the 1938 sets, it now seems doubtful
that metal-tube complements will go
ahead of the past year, if indeed
they equal the metal-tube high-water
mark of recent months. Some man-
ufacturers who have used metal tubes
extensively, are including glass rec-
tiflers and glass power-output tubes
in their new sets shortly to appear
Octal-base glass tubes of the G type
have however pretty firmly estab-
lished thetnselves, so that the new
base is standard.

FAIR-TRADE PRACTICES

(Continuved from page 12)

the basis of trade-in allowaneces, usu-
ally without success. Too often the
prices quoted in such lists or ‘“books”
have been so very small that they are
of virtually no value in helping the
dealer handle his trade-in problem,

The difficulty with a trade-in plan
of this kind, in which the trade-in
value is figured from the old set it-
self, is that the computed value of
the old set may be entirely out of line
with the margin available in the price
of the new set offered by the dealer.
Obviously the amount that the dealer
will be able to allow depends not so
much on the old receiver (which, after
all, has very little market value) as
on the price of the riew model he is
selling the customer.

A formula for trade-in allowance
which takes cognizance of this prin-
ciple is that proposed by a New York
radio dealer, which offers, on the sale
of a new radio set listing at—

Up to $29.99 109
850.00 to $99.99 159
$100.00 to $249.99 20%
Above $250.00 259,

Radio Today




INNING FOR TUBES

— baseball broadcasts stir replacement sales

— ‘‘service’

* ALL-STATE
renewals arises sharply from the fact
that major leaguc baseball is under
way.

Set manufacturers pick out a re-
ceiver and call it a “baseball special”
and tube companies issue fancy game

interest in tube

schedules. WMillions of fans want the
seores, and a big seetion must pay the
radio servicemnan for them.

In the clubs this season are consid-
erable swatting genius, several “mil-
lion-dollar arms,” and a group of dia-
mond personalities whose names are
magic. “Sensation” is the keynote
for the 1927 season, and “mnust” is the
word for the resulting broadecasts.

Radio pennant

Official “Play Ball!” was uttered on
April 19 and major league schedules
run to Oct. 3, with the interleague
game at Washington on July 7. Radio
men are already busy plastering the
daily dope on their street windows.

“Baseball brings a good many sets
into operation that are never used for
anything else,” is the view of Arthur

Silverberg, at Grand Central Radio.

Ine, New York City. He adds teo
that his shop can depend upon many
additional rentals to hotel rooms and
offices, as well as to various types of
shops.

Silverberg angle is also that the
trend toward broadeasting play-by-
play reports of games has helped the
tube business. There’s a great deal of
listener-thrill in such procedure, be-
sides the running inferest in league
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business follows major leagne clashes

standings.  Experienee indicates that
the business is easy to get; a lot of it
comes in by telephone voluntarily.

Group listening

Herman Diaz, of New York’s Bar-
clay-Warner organization, points out
that restaurants and bars are gener-
ally eager to get all baseball reports
via radie. Such places work up in-
terest among customers and would be
embarrassed by faunlty reception or
failure of the set.

That the interest is keen long be-
fore the world series arrives, is some-
thing that Diaz counts on to boost his
business. Tle believes that portable
sets come in for a good share of the
extra interest, because club perform-

ances are geuerally followed by those
who are on the move during summer
months.

Conelusion is also that the follow-
ings of all sports and news commenta-
tors are hiked because of major league
happenings. Those who miss the
afternoon broadcasts depend wupon
snndown radio rcports for results of
daily clashes.

Back to work

“You c¢an depend upon a lot of
previously inoperative sets being put
into action at the high points of the
bascball season,” is the statement
from M. Freed, Davega service exec.
Ilere, the feeling is that radio in-
terest in the game is universal, ex-
cept for that group which listens only
to foreign broadcasts.

Freed attitude is that you can
swing your seasonal service cam-
paigns with much greater ease if you
have a lively sports season to talk
about.

A. E. Rhine, radio service engineer,
New York, has plenty of experience to
support his vemark that afternoon
listening is hiked importantly by the
baseball thing. ITe has noticed that
it euts out a few women listeners, or
the audience would be increased even
more.

Any program that shows signs of
including the basehall news will find
its audience increased, according to
Mr. Rhine, and all of this ineans miore
tube renewals.

To be hLeard on the networks in
baseball broadeasts are the ace com-
mentators Babe Ruth, Paul Douglas
and Ted Husing at CBS; airing at
local high points during the season
are NBC stars including Ford Bond
and Graham McNamee. Mutual net-
work presents the popular commen-
tator, Stan Lomax.
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TALK-BACK BUSINESS

— stmmer strategy in ‘phone selling
— demonstration wrinkles among dealers

* TRICK SERIES of early sum-
mer angles has turned up in the busi-
ness of selling interconununicators.

Pleasant weather has dragged near-
Ix all the sales effort out-of-doors. just
when the business was old enough for
nearly everyone to decile, anyway,
that “you Lave to go after it.”

Deealers are hiring groups of outside
salesmen to sell nothing but the inter-
phones on a columission basis. Cur-
rent practice is to advertise for, and
try to select, salesmen who already
have office “in’s.” Tspecially useful
are gents who have had experience
selling typewriters or somne type of
office equipient.

In many ecases, salesmen take a
master unit and one station along
with them, in the original carton.
Carried along too is enough cord to
demonstrate the inter-room idea, if
it's the kind that uses cord.

New s trategy

Radio men are aware of the fact
the intercommunicators have sales
possibilities in any oflice where time
is an important factor. The step-
saving, speech-service appeal is power-
ful in these offices where iuter-exec-
utive activity is rapid, but it has one
problem, The busy places are the very
ones whieh won't talk to a salesman if
he makes his approach at the wrong
time of day.

Dealers have warned salesmen that
they sliould study the routine of the

800,000 PROSPECTS FOR
INTERCOMMUNICATORS IN U.S.

1,800 advertising agencies
48,100 auto dealers
16,000 banks
13,300 brokers

560 colieges
16,200 dairies
67,800 dentists
4,750 department stores
144,740 doctors
110,000 factories (main offices)
7,300 foundries
72,150 garages
8,700 hospitals
24,350 hotels
10,600 laundries
10,000 libraries
160,000 movies

16,000 newspapers
126,800 restaurants
102,400 truck fHeet owners

professions involved. Iladio men
themselves have some of this data,
from their acquaintances with office
persons awmong their regular cus-
tomers.

Al of this special effort is worth
while, apparently, because as one
dealer puts it, “as the public gets edu-

Illustrating, with a Transfone intercommunicator, one of many home uses.
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cated on the usefuluess of these sys-
tems, they’ll sell easily!”

Reports from dealers contribute a
certain amount of other material to
the rules of the game:

Discoveries

1. Business executives very often
have elaborate homes, so it’s no good
stopping after you’ve sold them a sys-
tem for business use, Give them the
works on the multiple uses of the
inter-phones around the lione.

2. Wateh the newspapers for office
rental notices, and items about moves
made by companies. A good many
systerus have been sold just as a firm
settled into new quarters.

3. Business executives are more
particular about the appearance of
their desks than is generally supposed.
Salesmen must be altogether positive
that the gadgets are in perfect condi-
tion from the standpoint of looks.

4, Brokers are excellent prospects
because the element of time is ex-
tremely important in the Lusiness.

5. Tested method of starting a sales
talic is to get the prospect to draw a
sketch of his office or home set-up;
drawing gives him something tangible
to illustrate efficiency intercommuni-
eation.

More ammunition

From the two dozen manufacturers
who are active in the field, come a
series of interesting trade names for
the inter-phones on the market today.
In many ecases they are descriptive of
their many uses:

Rulletphone OrderQuick
Carvier Call PDQ
CalFon Philcophone
Commmmaphone I’ichrPhone
Communophone r;l):) Z:g%‘gﬁg
[)fetcct‘ophone Speech Relay
Dictograph TalkListen
ElectroCall Technatalk
EleetroTalk Teletalk
Factoryphone Transfone
Interfone Yocaphone

An almost unlimited number of
applications for these intercommuni-
cating systems suggest themselves.
Practically no office, plant or store is
without opportunities for such sets
to demonstrate savings in time and
money.

Dealers can write down, easily
enough, actual figures on what money
can be saved in individual types of
offices by the use of these systems.
Such caleulations. figured out in ad-
vance, make fine sales arguments al-
though ther must be presented in a
flexible fashion. There are times
when such data can be mentioned by
a demonstrating voice.

Radio Today




SUMMER STARS

Broadcast artists important

to the dealer’s season

Gracie Allen, the life of a Monday night series.

Mutual's newest singing star, Christina Lind.
gmng

Opera singer Lily Pons, on a Wednesday night hook-up at CBS.
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RADIO AUDIENCE IN 1937

CBS presents complete statistical picture of radio users

by income groups, communities and individuals

28 more radios will be bought in the
United States in the minufe it talkes
to read this page. 140 more radios
will be bought in the five minuies 1t
takes to glance through this book.
And in the three months from Janu-
ary 1st to A pril 1st, 1937, over 1,300,-
000 new radios were bought by new
(and old) radio families and by the
automobile owners of the United
States.

* ABOVE is the arresting intro-
duction te Columbia Broadeasting
System’s very complete new analysis
of the 1937 radio listening audience.
viewed from many different angles of
income-levels, city size. time zoues.
automobile-radios, day and night lis-
tening, homes with extra sets. age and
sex of radio listeners, radio owner-
ship by states, ete.

95,500,000-hour radio day

In the United States, 95,500,000
family-hours of radio listening occur
each day. llere are the arithmetic
steps which lead to this astronomieal
but accurate statement. (A) 24,500,-
000 radio families in the U.S. (B)
76.4 per cent—or 18,718,000—listen
some time daily. (C) Average time
these families listen daily is 5.1 hours.

- Y e

(D) 5.1 hours X 18,718,000 sets in
daily use equals 95,461,800 family-
liours of listening each day.

94.7% of all radios are kept in
working order.

76.4% of radios are in use some
time daily.

64.0% of radios are in use some
time after 6 .M.

57.6% of radios are in use some
time before 6 P.AL

73.39% of all radio homes, with in-
comes over $5,000, listen daily.

77.49%, of all radio homes, with in-
cones $2,000 to $5,000, listen daily.

76.9% of all radio homes, with in-
comes under $2,000, listen daily.

76.4% of all radio homes listen
daily.

Buy radios for use

The levelness of the findings by in-
come-groups should not he a surprise.
It is but another, and consistent,
check on the radio interest of the
American publie. It is confirmed by
the ownership figures. (People do
not buy radios .as some people buy
pianos: as a piece of furniture or a
“symbol” of culture in the home.
They buy radios for use. This in-
cludes the families on both sides of
the railroad tracks.)) Radio is an

TRAVELLERS .on crack cross-continental trains are now added to the radio
audience, as principal railroads equip for continuous radio listening en route.
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extraordinarily  democratic institu-
tion, exaetly alike to rich and poor.

71.6% of all radio homes in cities
over 250,000 listen datily.

T7.4% of all radio homes in cities
25,000 to 250,000 listen daily.

76.%% of all radio homes in cities
10,000 to 25,000 listen daily.

~3.99% of all radio homes in ecities
2,600 to 10.000 listen daily.

76.49% of all radio homes listen
daily (average).

Small towns

As everyone might expect, people
in most small towns listen longer each
day than people in big towns. Any-
one who has ever lived in a small
town will know why. But note that
even in the largest cities of the coun-
try almost three out of four families
are listening every day. What better
evidence can there be of the tremen-
dous vitality of radio? Xo single city
in the world, however big, is as rich
in entertainment, culture and news,
as the living-room—or automobile—
of any radio owner. No city in the
world could hope to support the or-
chestras, the opera, the sports, the
theatres and concert-halls which reg-
ularly fill radie’s schedules . . . and
create radio’s audience evervwhere. It
does not matter how small or removed
the city, radio makes it rich.

Listening increases with use

These averages are based on all sets
in use some time during the day. By
income levels:

4.6 hours (incomes of $3,000 and
over).

5.1 hours (incomes of $2,000 to
$5,000).

5.2 hours (incomes of nnder $2,000).

5.1 hours (average for all incomes).

People nsed to tease us by saying,
“0Oh, the novelty of radio wears off
in tine.” Lest anybody still remem-
her such teasing or take it seriously,
we publish again exact data taken
directlr from the audience, explains
the CBS compiler. Tt shows how
listening increases with years of own-
ership. The longer people own radios
the more they use them. “Novelty”
does not apply to radio any more than
it does to the normal appetite for
entertainment. And neither wears
thin.

1 to 2 years of ownership—.6 hours
of listening daily.

3 years of ownership—4.6 hours of
listening daily.

4 vears of ownership—%.9 hours of
listening daily.

5 years of ownership—3.0 hours of
listening daily.

6 years or more—>5.3 hours of lis-
tening aily.
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RCA RADIOTRONS

THE CHOICE OF MILLIONS
OF SET OWNERS

s« Camden, New Jersey

A Service of the Radio Corporation of America

RCA Radio Netos

RCA Manufacturing Company, Inc.

RCA “CHECK-UP”

THE CHOICE OF THOU-
SANDS OF SERVICE MEN

To the consumer, RCA Radiotrons mean high quality ... To the radio man, RCA Radiotrons mean easier selling, higher profits

BUILD NEW SALE

“Service Men’s Meeting | Radiotron Ads Tie-in with Your

of the Air” Unique
“Check-Up” Salesman!

RCA and its distributors are
sponsoring a new radioj:rogram
onblstationsfromcoasttocoast
which is helping you sell the
Check-Up ideain a unique way.
At the beginning of each
program, a frequency run is
broadcast. It serves to make
the listener sit up and take
notice. Then, when the con-
sumer is wondering why his
set does not receive the signal,
the announcer will say: “‘If your
tonal range is quite limited—or
ifyourreceptionisgenerallynot
as good as you would like, call
your local radio service engi-
neer for a Check-Up. These men
are all radio e.rerts and they
will locate the source of your
set’s trouble with this Check-
Up service, which includes 10
testing, cleaning and adjusting
steps, all for only §1.50.”"

Auto Radie Check-Up
Opens New Field for Sales
of Service, Tubes and Parts

1,412,000 auto radios were sold
last year. This year it is es-
timated there will be 1,750,000
more sold. Car dealers aren't
prepared to service them. You
are! These radios need atten-
tion more often than home sets
—and the RCA Auto Radio
Check-Up Plan gives you a|
great opportunity to cash-in|
on extra business. |

IN THESE

The figures shown here are
glowing evidence that radio
set ownership furnishes the
key to increased service and
appliance equipment sales—
sales you can make!

7 out of every 10 homes have
a radio set.

BUT

8 out of every 10 radio homes
have only one radio.
In7outofeverylOradiohomes

May, 1937

Window to Help You Sell “Check-Up”

RCA Radiotron, the only tube
manufacturer doing any na-
tional consumer advertising,
crashes through this month
with full-column advertising
in Saturday Evening Post and
Collier's. These advertisements
sell the Check-Up idea by using
a powerful new theme— ‘‘Tired
Tubes'’— which is tied in with
national events that are news!
A sample of one of these vividly

The streamer at left and ad at
right will help you tie-up with
the Coronation

alive, newsy adsisshownabove.
Others will follow every other
week —based on the big cham-
pionship fight this Summer, the
World Series, thethrilling foot-
bail games and otherimportant
events throughout the year.

THERE'S MONEY FFOR YOU

FIGURES

the radio is over 5 years old.
7 out of every 10 radio homes

have never had the radio in-|

spected or repaired.

In 3 out of every 10 radio
homes there are other inopera-
tive electrical appliances.

AND
6 out of every 10 homes have
no electric refrigerator.
5 out of every 10 homes have
no washing machine.

TIE-INS FOR
} YOUR STORE

Not only is RCA doing a tre-
mendous advertising job, but
is further helping you cash-in
on the Check-Up by supplying
you with colorful window
streamers, which tie-in with
the timely advertising! The
first of these streamers based
on the Coronation, is scheduled
to be muiled to subscribers to
the 1937 RCA Display Service,
May 1st. They will be sent for
display at the same time maga-
zines are running advertise-
ments which will feature a
similar event. In this way both
the advertising and displays
will be doubly effective!

GET THIS YEAR-ROUND
DISPLAY SERVICE!

e

> |T-‘~'i 2ADIQ
TUBES
* e

Shown here is the second of
the RCA window displaysin the
| 1937 Display Service. This one
is going out to subscribers now.
It can be used very effectively
| either by itself or as a back-
ground for the advertising tie-
in streamers mentioned in the
preceding article. This particu-
lar display provides you with a
blackboard, chalk and eraser,

S0 you can write in your own|

message.

Your RCA Tube distributor
will be glad to give you further
details. See him today.

AND GET PAID
FOR DOING IT!

RCA Radiotron Spring
“Check-Up” Plan
a Proved Way to Profits

58 out of every 100 radios in your
neighborhood need service, re-
pairs, new tubes! This fact, plus
the many other startling, yet
bona-fide, figures revealed in
columns 1 and 2 (lower left)—tell
sou why the RCA Spring Check-
Up Plan is successful.

With the Check-Up youcanget
into the homes whose radios need
service. People will realize the
worth of a radio check-up, bea-
cause they know the benefits of
other check-ups — auto, health
and dental. And, in your role of
“‘Radio Doctor’” you can get the
chance to sell more than tubes.
For, as the figures show, nearly
all the homes need electrical ap-
pliances, new radios. Hence, you
can make valuable sales contacts,
find new prospects, while per-
forming a service for which you
are paid !

Neiww RCA Pindex
Tells Position
of Tube Prongs

How many times have you la-
boriously checked tube charts
and service notes to find which
tubepinis plate, whichis grid,
etc.? Andevenafteryou found
them you still were not sure
you were right!

Well, here’s the answer to
all of these and many other
questions — the RCA Pindex.
In operation this clever device
is simplicity itself. Pick out
the type number of the tube,
pull the slide until that num-
ber appears in the opening
beside the indicated ‘‘socket’’
and the pin positions are
graphically shown. No tables,
no numbers to remember, no
complicated figuring.

Pindex is small (3" x 6%""),
flat, fits neatly into your
pocket. It is made of heavy
celluloid for long wear. Ask
your RCA Tube distributor
how to get yours.
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INSTALLING

* ROUTIXNIE installation prac-
tices are usunally sufficient in most
cars—although in some extensive
work must be done to eliminate the
electrical noises. Ilowever, in any
installation the recommended pro-
cedure by the automotive manufae-
turers should be followed for speed
and least work.

Tabulated here on this page are
the suggestions given by the radio
departments of the various car com-
panies for the 1937 models. Table
gives the antenna lead-in loeation

AUTO SETS

tenna), battery terminal grounded,
location of suppressor resistors,
grounds to be made, and the location
of the fish line for header speakers
when used.

Ordinarily battery polarity is un-
important—but if the set employs a
synchronous vibrator-rectifier it is es-
sential that the polarity be taken into
account.

Condensers should be used in each
one of the locations listed in the
table—and the length of the lead
should be as small as possible to ef-

REMOVE PAINT FROM

In some cars the controls should be
bonded to the dash to prevent inter-
ference from entering the body. An
easy way of bonding is shown above.

are usually from .1 to 1 mfd. Con-

densers located in the engine com-
partment should be of the highest
quality obtainable to withstand the
temperature, and impregnated to be
moisture proof.

(light face indicates built-in an-  fectively by-pass the moise. Values

ROUTINE INSTALLATION PRACTICES FOR 1937 CARS

o
]
2 _|e | B, s Grounds important
MAKE OF CAR |2>E(Ech| 85 BY-PASS CONDENSERS GROUNDS £83
Sg=|leTs 2= - =
g2E|ZeH 8% s Grounds are often more important
Oo8|C8L AL I2e
than the use of condensers—conse-
BUICK............... N Dis IC::R?;&:L“ Front wheels quently great care must be taken to
CADILLAC. ... ......P D Generslor Clock Front wheelg make sure that the routine grounds
gnition coil . 3 5
are effectively obtained. In many cars
CHEVROLET. . ... N Dis Generator All wheels y 0 ", s 7, (&
Ammeter Muifler the controls—which include choke,
CHRYSLER Aiir Stream .P  Left Dis Generator Controls speedometer cable, ignition or spark

Ignition swilch or ammeter N
CHRYSLER AirFlow P Let  Dis  Generator Dome light Controls control, hand throttle, oil gauge tub-
|gnition switch or ammeter Steeting column ing, thermometer, ete.—should be

CORDR: A s o g WS Exhau:t, picg grounded to the dash so that they will
DESOTO. ...... ... P Lek  Dis Generator Controls: not carry ignition noises back into the
lanition switch or ammeter g : =
DODGE. .......... P Left Dis Generator Controls Coy body. The dlagram on this page
1anition switch or ammeter shows how it is done on the Chrysler
FORD V-8 ........ P Lefht None  Generator cut-out None Right cars.
Gas gauge, Qil gauge !
Ignition switch While spark suppressors are not
GRAHAM 85.......P Dis  Generstor Muffler used in the plug positions in most
Ignition switch Rear spting h § f
GRAHAM. ..... P Left Dis Generator Oil sauge None Lek cars, t es_' al'e recomn_iended or use
l 95,116,120, .. Water !hcrmohmetcr i at the distributor. Very often the
Ignition switc| egulator 3 i)
! g -]
HUDSON. .. .. P Dis Generator Gas gauge Transmission ch}.\ground noxso_ prOduceq by the
Water thermometer Mulfler ignition system 1s annoying when
LAFAYETIE. . ... P Dis Generator cut-out g’ui‘ffler i Right driving in areas with low signal
1ake cable .
LA SALLE........ P Dis Generator Clock Front wheels strengths and when tuning from sta-
ST o N SP . 'G9""'°" coil [ tion to station. Spark plug sup-
il - S A L e Ll pressors will greatly reduce this in-

MicEufrzepeth B IR 'é""“‘"‘ switch Dome light terference—and recently low resist-
= . t . -
€ ns w:.:';,"thi',,.,,omm, 8?.‘;,"::: None ance units have .been developed which
lanition coil (2)  Relay ) squelch the noise without reducing
NASH. ... ... P Dis Generator cut-out Mufiler Right th i fHei according to th
NASH AMB....... P Dis(2) Generator Muffler € engine e cxency‘, ording to the
manufacturer, Continental Carbon.
OLDSMOBILE. ... .. N Dis Generator Muffler Engine Cars designed for use with header
Front wheels ) ]
P Transmission type speakers are built usually with
PACKARD 1158120 P Left Dis Generator Clock Steering column Right o 5 g
lanition awitch bl a dummy caple or fish line that is
PACKARD 6 12... P Right Dis Generator Dome light None used for pulling through the speaker
Regulator I ] g g
PIERCE-ARROW .....P Risht Dis Generator (2) None cable The Sl(.le .On Wl}llCh this fish
Ammeter line is located is listed in the accom-
REYMOUTH! oo P Let  Dis SEtwals | Conehs panying table. Care should be taken
mmeter ot ignition switcl . B
PONTIAC. .. .. N Lehk Dis Generator Cylinder head to dash 1m pulllug through the sl?eaker cable
R — b Front wheels not to break the fish line—sudden
Dictator. is Generator None Right sl 3
STUDEBAKER President P Dis Generator Engine to floor Right Jerks Ay break the line. If the .cabl.e
board serew does not come through quite easily it
TERRAPLANE. ... .. .P Dis Generator Gas gauge Muffler is well to see that there are no kinks.
Water thermometer Transmission o .
WILLYS. ... .. ... N Dis Gas¥oouge Oil gauge None By following the recommended in-

Generalor

o - . structions, car radio installations will
mmeler or ignition switch

be greatly simplified with a conse-
quent increase in profits.

Light-face antenna location indicates built-in aerial. DIS—Distributor SP—Spark Plug.

Above data courtesy Motor and car manufacturers listed
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SEE THIS DISPLAY
AT YOUR JOBBER’S

NEW 1336 ARVINS
it s i

® Anyone who knows the technical side
of radio knows this: The basic difference
between radios lies in che circuit—the way
the various characteristics of coils, con-
densers, transformers and tubes are kaic
together. In the Phantom Filter Circuit,
Arvin engineers have combined these and
other units in a way that produces better
radio reception. It is apparent when you
listen to the new Arvins alongside other
radios. Do that now—at your jobber’s.

® The Phantom Filcer Circuit is a power-
ful sales producing feamire—because it
means better radio reception. And that’s
exactly whart folks want in radios. That—
plus cabinet styling which appeals. Of
course, the new Arvins have every modern
radio improvement, including automatic
tuning with Arvin’s Presto-Station-Changer
in the larger models. Arvin has both the
performance and the styling that makes
sales. See them. The line is “hot!” Noblitt-
Sparks Industries, Inc., Columbus, Indiana.

ARVIN PHANTOM
QUEEN Model 1247
~—a lovely 12.tube
comhinarion hook-
case radio, priced at
$140.00. Has auto-
matic tuning with
Arvin’s Presto-Sta«

ARVIN PHANTOM
BACHELOR Model
628CS—a distincrive
chair side console,
popularly priced st
$69.95. This is one
of 19 beautiful Arvin
radios priced to sell
tion-Changer .. . and ; g'i 2(1)1.1005. },\195'0925 and

8ll other modern
features. Other con-  BETTER RAOIO RECEPTION because of the Phan- oo ik, BARiery models

soles and tahle mod- tom Filter Circuit—that's the dominant salesidea cabinets, Prices
els shown sbove on  in Arvin national consumer advertising. Full slightly bigher in ex-
impressive Afvin page announcement in Post and Collier's com. treme South, Denver
Floor Display. ing soon. Miniature reproduction shown ahove.  and West.
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DAILY PLANS FOR RADIO DEALERS

Half a dozen radio men Ffurnish tested ideas for monthly schedule

May 20.31

2Q-—Stage a guessing contest on a
pile of old tubes in your window.
21—Fix a counter display on auto
radio, with the vibrator uncovered.
Working mechanism will attract ’em.
22—Find out your prospects’ church
faith—mention special broadcasts by
denomination and religious groupings.
23—Sunday.

- )
() P

June 1-20

1—Offer to have a new radio iu-
stalled in summer quarters before the
prospect moves in.

2—Arrange colored sets in your win-
dow, progressing from the darkest to
the lightest.

3—Open a campaign on home movies,
vacation style, selling equipment as
a summer stunt.

4—Display news pictures of the
Spanish War, along with photos of
news commentators now on the air.
5—From cardboard. cut out a large
human hand. Place it above the
handles of a string of portable sets.
6—Sunday.

7—Go after college prospects coming
home from schbool. Send themn new
lists of dance broadeasts, personal
radio suggestions.

8-—Send interested prospects a major
league baseball schedule.

22

24— Re-vamp your store stationery
to include novelty reproductions of
new auto radio control knobs.

25—Start a campaign under the head,
“Your Home Is the Place to Try
Our Radios.”

26—Install a neon sign on the front
of your delivery truck arranged in a
musical-bar pattern.

27—Take a trade-in set to your eom-

9—Display a batch of records, with
small photo of artist in center of
each.

10—Start a campaign on the new
wall-tvpe hang-up sets, for bedroom,
kitchen, den, etec.

11—Send prospects 2 eopy of Editor
0. H. Caldwell’s recent NBC broad-
cast on “Getting Your Radio in Shape
for Summer.”

12—Cash in on the fact that you can
now leave your front deor open; line
up a group of sets near the entrance.
13—Sunday.

14—Build a2 window using several
shades of the color blue, featuring
blues singers now on the air.
15—Send prospeets an actual photo
of your new summer air conditioners.
16—Suspend a series of baseballs
from the ceiling, so that they form
the outline of a tube.

17—Plug new radio sets for young-

munity auction sale, offer the buyer a
feature allowance on a new receiver.
28—Pick out prospects remote from
noisy power lines, concentrate on
selling espensive sets.

29—Build a window display around a
radio completely taken apart.
30—Sunday.

31—Send prospects a card with all
tspes of vacations listed, ask them to
indicate their plans and return.

sters, via Children’s Day on the 19th.
18 —To get the farm radio business,
prepare a series of folders and hand-
bills to distribute from your delivery
truck on trips through the country.
Just drop them on the ground.

19—Send out a batch of old sales
letters, with 1937 corrections made
by hand, to attract extra attention.
20—Use a “stair step” idea in your
window, starting with your tiniest re-
ceiver and arranging a row of sets
until you reach your biggest console.

Dealers pictured herewith, whose
ideas are listed on this page, include
A. F. Tomalino, Glendive, Mont.:
J. W. Colvin, Grymes’ Radio Service,
Orange, Va.; Ralph Sparks, Sparks
Auto Supply, Bluffton, Ind.; Carl E.
Nelson, S & M Tire Co., Minne-
apolis, Minn.; Fred V. Peter, Jersey-
ville, Ill.; John Thomas, Suburban
Radio Service, New Rochelle, N. Y.

Radio Today




MAKES AUTO RADIOS

QUCH-OMAT

4

-
i )@ \
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|
PLUS INSTAL- [
LATION ON ANY |
CHR RADIO

AFETY FIRST! Admiral completely eliminates the
hazard of auto radio tnning while driving. Keep
your eyes on the road — where they belong. Just touch
a button . . . and presto! in comes one of your favorite
stations clear as a bell. Make 1937 your biggest anto
radio year with touch-o-matic, tuning and the new 1937
' Admiral Anto Radios. Write for details.

6-7-8 Tube Admiral Radios with
External or Self-Contained Speakers

Powerful superhel circuit operates entirely from
6V car battery. Lowest drain. 10 KC selectivity.
Variable tone control. Iron core antenna gives
1/4 MYV sensitivily and increases antenna “pick
up® 2 to 7 times over other car radios. Heavy
duty dynamic and permanent magnet type speak-
ers. Dash eonirols to match dash. (Touch-0-
Matic tuning optional.)

Model 78 (7 tubes) and Model 88 (8 tubes)
with external 8" permanent magnet dynamic
N\ speaker for installation in any position be-
low dash. (see left)

\ Model 77 Admiral 7 tube auto radio with 654”
{ self-contained dynamic speaker. (see right)

Model 66 Admiral 6 tube auto radio with 6”
| self-contained dynamic speaker. May also be
adapted for installation with speaker in

Admiral

Auto Radios ¢/  *“header” in 1937 Fords. |
$35.95 . , R l
and up CONTINENTAL RADIO & TELEVISION CORP.

325 W. Huron Street st Chicago, III. |




EW THINGS FROM THE MANUFACTURER

Phileo parts

% Cement for fastening car-top
aerials without drilling the roof. Part
No. 45:2345. Loading coil No. 32-2417
for eliminating the effects of a num-
ber of powerful stations being received
simultaneously, Coil will also reduce
the sensitivity on the BC band so it
should not be used indiscriminately,
Third item is a line of midget type
electrolytic condensers. Philco Radio
& Television Corp., Philadelphia, Pa.
—Rap1o Topax.

Weston tube checker

* Modernistically styled tube tester
in counter and portable models. Anti-
obsolescence circuit and switehing sys-
tem. Large English reading meter.
Emission tests on specific load basis—
general type tubes, ballery tubes, di-
odes. Noise test jack for audible test.
Hot cathode leakage. Direct line volt-
age test. Rotator type reference index
on counter model. Exclusive “key
number” classification system reveals
data on any tube. DModel 733. Weston
Electrical Instrument Corp., Freling-
huysen Ave., Newark, N. J—RabpIO
Topay—see also adve. p. 29.

Auto radic tuning wrenches

* Set of 10 wrenches for aligning
and tuning the set in car or on the
bench. Flexible shaft and adjustable
bushing. No need to remove shaft and
head from car. Complete in leather-
ette roll—net $4.50. J. F. D, Mfg. Co.,
4111 Ft. Hamilton Pky. Brooklyn,
N. Y.—Rapio Topay—see also advt.
p. 65.

G-E battery sets

* Eight battery sets have been an-
nounced by G-E. 5 and 7 tube models
for 6 and 2 volt—both consoles and
table types. Illustrated is the FB-T2

24

7-.tube 2-volt model. Colorama tuning
dial with push-button switch for con-
serving battery power. Class B output
stage of 2.2 watts. Slide rule tuning
scale—tune 540-18,000 KC. PM dy-
namic speaker. General Electric Co,,
1285 Boston Ave., Bridgeport, Conn.
—Rap10 Topax—see advt. Cover ITI.

RCA record player

* Deluxe record player with self-
starting motor. Plays 10 and 12-inch
dises. Bass compensated volume con-
trol. Cabinet of walnut veneer. Can
be used with any make of radio set.
Model R-94 —list $28.95. RCA Mig.
Co., Front & Cooper Sts., Camden, N. J.
Ranio Topay.

Auto radio control head

* Control unit with all ratios self
contained. Easily adjustable to fit
openings on all instrument panels
without drilling or filing. Airplane
type dial—used with clock or counter-
clockwise tuning condenser. Escutch-
eons to match 1935-6-7 cars. Star Me-
chine Mfrs., Inc., 1371 E. Bay Ave,
Bronx, N. Y—Rapio Topay—see also
advt. p. 59.

15 & 20 watt amplifiers

* PA-12 is a 15-watt amplifier with
115 DB gain. Mike and phone inputs—
tone and gain controls. Available as
portable unit with mike and speaker—
code PAP-12,

Model PA-200 is a 20-watt amplifier
with frequency range of 25-16,000
cycles. Gain of 135 DB. Mike and
phono inputs. Other amplifiers are
also included in the line. Sound Prod-
ucts, 704 N. Curson Ave. Los Angeles,
Calif —RaDIO TODAY.

Audio frequency oscillator

* Fixed frequency source of audio
frequency for audio test work and
bridge measurements. Output of 35
milliwatts at 500 and 5000 ohms im-
pedance. Compensated for drift due
to humidity or temperature variations.
110 AC operation. Size 5 x 9 x 8 inches.
Trivmph Mfg. Co., 4017 W. Lake St.,
Chicago, Il1l.—RaDp10 ToDAY.

Sound level meter

* Portable type sound level meter
for measuring acoustical level of all
sounds—calibrated range 24 to 130 DB.
Non-directional type of microphone.
Weighs only 231% pounds complete
with batteries. Designed for industrial
applications, including “sound” and
broadcast studio work. Model 759-A
—net $195. General Radio Co., 30
State St., Cambridge, Mass.—Rapro
TopaT.

Allmeter instrument

ﬁ' )'>L/ Wﬁ% z‘v)\‘.
e 2o estvren ¢ -dl‘
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* AC-DC operated instrument meas-
uring AC and DC volts 0/15/150/750.
On AC non-reactive to 10 megacycles.
Capacity ranges .0G01 to .1, .1-32 mfd.
Resistance—. 03 to 500, 500 to 5 megs.
Inductance 2-1000 henries. Housed in
wrinkle-finish shield cabinet. Weight
4 pounds. Superior Instruments Corp.,
136 Liberty St., New York, N. Y-—
Rapro Topay—see aso advt. p. 69.

Sectionalized cabinet rack

* Cabinet constructed of Xknock-
down sections for relay-rack type
panels. Will accommodate any number

Radio Today
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T costs upwards of 5% to "'sell” tubes to

dealers on any of the “no investment”
finance plans. Who pays the 5% or more?
In most cases it is you—the dealer. Under
other policies the dealer is asked to get it
from the customer. But it comes out of the
dealer’s “hide” either way.

RAYTHEON protects your investment be-
cause thousands of dealers know that (1)
RAYTHEON is the tube with great consumer
acceptance and fair list prices that insure
faster turnover ... (2) RAYTHEON is the tube
that is not sold at cut prices, insuring full
profit... (3) RAYTHEON is the tube that needs
no apologies or explanations, due to its
long established quality.

These facts are the reasons why increas-
ing thousands of dealers and service men
are finding RAYTHEON the safest and most
profitable tube investment.

ASK YOUR JOBBER

See Raytheon display Booth Ne. 91, Radio Parts Manufacturers”
National Trade Show, Stevens Hotel, June 10, 11, 12 and 13




NEW THINGS

of papels by adding sections. Base
and top assemblies, back sections pro-
vide a finished appearance. Side sec-
tions with louvres for ventilation,.
Base—list $4.50, top—$2.50. 3% inch
high x 14% side wall section $2 pair.
Other sizes up to 21 inches. Bud
Radio Inc., 1937 E. 55th St., Cleveland,
Ohio—Rabp1o ToDAY.

Dual trim-air condensers

% 10 double-section air type con-
densers with Isolantite insulation.
Dual bearings. Supplied with circular
shield or square shield between units.
Available in capacities from 10 to 140
mmfd. 25 mmfd. model f{llustrated—
list $2.70. Shaft extends at rear for
ganging. Allen D. Cardwell Mfg. Corp.,
81 Prospect St, Brooklyn, N. Y.-—
Rapro TODAY.

6-volt and AC receiver

% Special radio designed for use by
automobile trailer fans. Operates from
the AC line or 6-volt storage battery.
Permits use of AC when trailer is in
camp, thereby saving trailer battery.
Battery used when away fromn power
line connections or while rolling.
Philco Radio & Television Corp., Tioga
and C Sts., Philadelphia. Pa.—Rap1o
Topay—see also advt. p. 6

Begen Communo-Phone

* Loudspeaking interphone system
for offices, homes, warehouses, etc.
Master type instrument illustrated—
operates with 4 other stations. Vol-
ume control on back of instrument.
PM type speaker acts as mike when
talking. Works on AC and DC. Mo-
mentary type switch for talking. Model
58C with master units—list 8105.
David Bogen Co., Inc., 663 Broadway,
N. Y.—Rap10 Topar.

Bakelite attachment plug cap

* Spring-action type plug with
blades that assure positive contact at
all times—even in worn outlets, there-
by eliminating the possibility of radio
interference. Approved by Underwrit-
ers’ Laboratories. Practically unbreak-
able. Allied Mercantile Co., Irvington,
N. J—Rapio Topay.
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Circuit-breaker

* Magnetic circuit breakers for
protecting tubes and amplifier equip-
ment. Available in models for 50
milliamperes to 35 amps, Time-delay
type trips in about 1/100 of a second
on short circuit—5 seconds to 8 min-
utes on 125 per cent load. Instanta-
neous type may be adjusted for plus
or minus 20 per cent of rating. Heine-
mann Electric Co.,, Trenton, N. J.—
Rapro TopaAy.

High-fidelity speaker

% Console cabinet loudspeaker for
high-fidelity reproduction. Acoustic-
ally treated cabinet scientifically co-
ordinated with speaker unit. Power
capacity of 10 watts—voice coil impe-
dance 15 ohnis. Substantially uniform
frequency response from 60-10,000
cyeles. Size 33% x 281, x 161% inches
—finished in black with aluminum
trim. List $133.20. RCA Mfg. Co.,
Front and Cooper Sts, Camden, N. J.
—Rap10 Tobay.

Power pack for testing
6-volt radios

% Power pack for operation from
AC line for testing and demonstrating
farm and auto radio sets. Primary
circnit breaker und meter. Surge sup-

pressor protects rectifier and cob-
densers. Junior model for 1 radio,
Standard for 2. DeLuxe type continu-
ously variable voltage from 2 to 8 at
15 amps.—will handle 4 auto radios.
Electrostatic power transformer shietd.
Standard Transformer Corp, 850
Blackhawk St., Chicago, Ill.—RabIo
Topsy—see also advt. p. 55

Mobile sound system

* 25-watt sound system for mobile
use. Beam power output tubes. Elec-
tronic mixer for 1 mike and 1 phono-
graph input. Dual diaphragm crystal
hand mike. Two 12-inch PM speakers.
Operates from 6-volts DC—power pack
for 110 AC. Heavy-duty type genera-
tor. Economizer battery supply con-
trol. Model 132-BAC. Operadio Mfg.
Co., St. Charles, I1l.—Rabp1o Topay—see
also advt. p. 49

Dynamic microphone

* High-quality dynamic microphone
with high or low impedance outputs.
Permanent magnet excitation. Level
approximately minus 55 DB. Immune
to tempcrature changes —semi-direc-
tional. Close or distant pick-up. Weight
1% pounds. Model D-5 50 ohms—Ilist
$27.50. D-5-T 10,000 ohms—list $32.50.
American Microphone Co., 1315 S.
Western Ave,, Los Angeles, Calif.—
Ramio Tobay—see also advt. p. 69

Hickok tube tester

tester and
multi-range meter. Tube tester scale
in English and calibrated in micromhos
of mutual conductance. Scale length
over 4 inches. Reads volts, ohms, mils,
mfds., decibels, capacity leakage, and
inductance. AC voltmeter accurate on
power line and audio frequencies.
Housed in walnut case. Model AC-51X.
Hickok Electrical Instrument Corp.,
Cleveland, Ohio.—Rapio Topiy—see
also advt. p. 65

% Combination tube
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SYLVANIA QUALITY TURNS
MANY A TUBE CUSTOMER
INTO A NEW-SET SALE!

* @ o
The customer who occasionally
drops in to buy tubes represents
a fair tube profit. But he’s more
than that! He’s potentially a
customer for a new set—
a refrigerator or other home
appliance—and occasional new
parts . . . if you, and the tubes

you sell him, treat him right.

: X W TGy

=,

N ) -

Sylvania tubes have got to be
dependable. Over 80 separate
manufacturing tests protect you
against business-killing kick-
backs . . . they *“'go to bat’” for
you every time on performance.
Fair list prices, and the kind of
technical and sales helps that
build profits, make Sylvania a

thoroughly profitable line of
tubes to carry.

Make Sylvania’s acquaintance
—and you’ll find Sylvania will
make bigger, better tube
profits for you. For complete
sales and technical information
write to the Hygrade Sylvania

Corporation, Emporium, Pa.

SYLVANIA

T HE

SET-TESTED

R ADI O

T U B E
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NEW THINGS

Radio frequency relay

* AC and DC operated relays for
use in radio frequency circuits. Mica-
lex insulation insures against leakage
of RF currents. Silver 15 ampere
contacts. Available in D.P.D.T. single
break and D.P.D.T. with additional
S.P.S.T. contacts. List $25 and $27.50.
Ward Leonard Electric Co.,, Mount
Vernon, N, Y.—Rap10 ToDaY

30-waH booster amplifier

* DBeam power stage for boosting
output of 15 and 30 watt sound sys-
tems. Amplifier operates as Class A—
output of 30 watts. Sturdily built with
all parts enclosed. Connections made
through flexible cables and plugs. Type
A-3041. Electro-Acoustic Prods. Co.,
Fort Wayne, Ind.—Rapio Topay—see
also advt. p. 47

Store demonstration
antenna -system

* Noise reducing antenna provid-
ing simultaneous reception for several
sets. Covers short-wave and broadcast
band reception. Six coupling trans-
formers used for 6 sets—additional
ones can be added but require use of
switch. Licensed by Amy, Aceves &
Kin, Inc. Dealer net $18.50. L. S.
Brach Mfg. Corp., 55 Dickerson St.,
Newark, N. J.—Rap1o Tobay,

$.5.1. interphone

% Two-way intercomumunicating sys-
tem operating from AC or DC current.
Master unit provided with volume con-
trol. Push button to talk. Crystal type
speaker-mike. Uses standard 2-wire
transmission line—length up to 1,000
feet. Model C-50—2 units—list $35.
Sound Systems, I[nc., 6445 Carnegie
Ave., Cleveland, Ohio—RaAp10 TopaY.

Sliding scale world
time converter

% Slide rule type device for finding
time in all parts of the world. Tells
whether the day is the same, yesterday,
or tomorrow and all in one opera-
tion for any particular location. Lijst
50 cents. W. H. Reeks, 5653 N. Talman
Ave., Chicago, I111.—RADIO Topay.
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Oscilloscopes with 2-inch tube

* Model 530 oscilloscope illustrated
with 2-inch tube featuring vertical am-
plifier, intensity and focus controls, 60-
cycle sweep. List $29.95. Model 535 at
$149.95 has vertical and horizontal am-
plifiers, variable sweep circuit, syn-
chronizing sweep control and return
sweep eliminator. Mounted on antique
bronze panel and in oak carrying case.
Supreme Instruments Corp., Green-
wood, Miss—Rapro Tobay.

Magnetic phono pick-up

% Streamlined phonograph pick-up
with magnetic unit. Critically damped
armature eliminates peaks and tran-
sient response. Compensated bass re-
sponse and smooth tracking. Vibra-
tion free bearings. Vertical and lateral
stops. Easy needle changing—80° piv-
oting of vertical bearing. Type 40-A-5
—list $8. Webster Electric Co., Racine,
Wis.—Rap1o Tobay.

Lafayette amplifier

* 5S-watt utility amplifier with 2
low gain and 1 high gain inputs. 130
DB gain with 5 meg input impedance.
Photoelectric cell input for industrial
applications. Mixer-fader, tone con-
trol, jewelled pilot light, speaker field
power supply. Model 245-A — net
$13.35. Wholesale Radio Service Co.,
100 Sixth Ave. New York, N, Y. —
Rap10 Topay—see also advt. p. 45

Simpson set tester

% Super-sensitive set tester with
20,000 ohms per volt movement. Volt-
age ranges 214/10/50/250/1000 for DC.
Same AC ranges at 1000 ohms per volt.

CurrenL readings as low as 1 micro-
ampere. Ranges up to 250 mils and
25 amps. Resistance readings from %
ohm to 40 megohms. 4%4-inch meter.
Model 250. Meter sold separately—
model 28 foundation meter. Simpson
Electric Co., 5216 W. Kinzie St., Chi-
cago, Il.—Rapro Tobpay.

Mike in pastel shades

* Amperite microphones are now
available in pastel shades for night
club use, etc. Chrome and eggshell
finish at $1 additional on list. Other
pastels at $2 matched to most samples.
Amperite Corp., 561 Broadway, New
York, N. Y.—Rapio Topay—see also
advt. p. 41

Wet electrolytic condenser

% Electrolytic condenser with short-
est average path to all points on anode
surface. Hard rubber liner eliminated
—reduces power factor and removes
possibility of sulphide causing corro-
sion. New construction allows for more
capacity per unit volume. Micamold
Products Co., 1087 Flushing Ave.,
Brooklyn, N. Y.—Rapio TopaY.

High fidelity reproducers

* Line of high-fidelity speakers en-
closed in scientifically designed cabinet
employing bass reflex and peri-dynamic
principles. Bass reflex provides re.
sponse down to 30 cycles with natural
reproduction. Peri-dynamic principles
control objectionable resonance. Models
available with single speakers and dual
employing tweeter. Model C illustrated
—high fidelity to 10,000 cycles—single
15-inch unit—1list $105.50. With tweeter
speaker $212. Jensen Radio Mfg. Co,
6601 S. Laramie Ave. Chicago, Ill.—
Rapro Topay.

Crosley auto radio

% Single-unit auto radio using 5
octal-based tubes. No remote cables to
connect—uses direct drive with large
illuminated dial. Automatic volume
control. Mounts behind instrument
panel. Matches antenna circuit of any
car. Fiver Roamio—list $19.99. Crosley
Radio Corp., 1329 Arlington St., Cin-
cinnati, Ohio—RapIo Topay.
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MODEL 773

L A

TUBE CHECKER | (il o—

...Companion to Model 772 | oy \“’55*9,»" e

LIECmECKER

Equally Outstanding!

: . : | B
Features: _— ;

). Big, easy-reading, sensitive meter.
2. Noise test .. each electrode.

3. New, exclusive WESTON
—, rapid-reference tube charts.

)

- Nl Model 773 in solid, polished.
2\ 4. Perfected emission fype tester.. wood carrying cose. Also sold
* \¢ tests tubes under standardized load in counter case shown below

“\ resistance . . individually tests all electrodes. \ . .as well as in combina-

tion case for use with

Cathode leakage test. s M Modet 772.20.000
. 5. Neon short check, each electrode, while ohms-per-voli Ana-
tubes are hot. lyzer. A perfect

6. Tests metal, glass, spray shield, "MG' tubes combination.

. . has spare socket..
\ . 7. Exclusive WESTON circuit .. wired for rotating
filaments . . obsolescence forestalled! ;
8. Handsame, polished, light-weight, solid-wood \
cases . . finest construction . . luggage handles. L
9. Size, styling same as Model 772.
10. Furnished in individual carrying case, in combination
case for use with 772, or in counter type case.
11. Striking design and finish, modern knobs and 3-color
panel, electrode switches grouped for convenience.
12. Outstanding in operating simplicity and de-
%‘/ pendability. Another LEADER!

See Model 773 at the show, or get your preview

CON C E PT l ° N l N by mail today!l Just return the coupon.
. S et ——y
;o U N T E R T U B E SE I' I' E R s ! r Weston FElectrieal Instrument Corporation,
Entirely different! Commands instant attention in this striking, 597 Frelinghuysen Avenne, Newark, N. J.
polished solid-wood case. Conveys to customers the impression Send data on Model 773.
of true, scientific accuracy. Instrument also fits the single and Name ol
combination carrying cases. Quickly interchangeable. Note the . '
new Weston rotator-type tube chart. You ‘spot’ your tube City T e

instantly. Charts easily replaceable. :
[[WESTON Instruments can bo purchosed under the WESTON deforred INVESTMENT PLANI
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NEW THINGS

Magic bali display

* AC-DC operated display for win-
dow display. Comnsists of a large crys-
tal ball which becomes transparent
when a person approaches. Inside a
§ls-inch platform with a spotlight
shining on it—small objects can be
placed on platform. Operated by radio
waves. List $125. Teletouch Magic
Mirror Corp., 37 W. 54th St, New
York, N. Y—Rapto ToDay.

Portable sound system

* 12-watt portable type PA system
in single carry case. Dual speakers—
weight 44 pounds. 4-stage high gain
amplifier—2 electronic mixer inputs,
Multiple outlet for additional speakers.
Model PA-712. Webster Chicago, 5622
Bloomingdale Ave., Chicago, Ill.—
Rapio Topavy—see also advt. p. 43

Auto aerials

% Complete line of antennas for use
on autos. Whiskbroom type with over
50 feet of wire. Vacuum cup insulator.
Cardoor antenna for fastening to hinge.
Other types available in highly polished
dural or aluminum. Electronic Spe-
cialties Corp., 1623 S. Hill St., Los
Angeles, Calif—Rapro TopaY—see also
advt. p. 59

Arvin auto radio

* Low-priced 6-tube auto radio with
matching instrument panel or uni-
versal controls. 3-gang tuning con-
denser—5-inch dynamic speaker. Sin-
gle-unit set. Cace finished in taupe
morocco. Model 9A—list $29.95. No-
blitt-Sparks ndustries, Inc., Columbus,
Ind.—Rap10 TopaT—see also advt. p. 21

Centralab tone switch

* Tone switch for replacement ase.
Small size for use in limited space.
Available in single pole 2 and 3 posi-

30

tions, 2 pole 2 position. Commeon ter-
minal insulated from shaft. Rating 1
amp. at 6 volts. Useful also for test
equipment, phono switch, ete. Centra-
lab, 800 E. Keefe Ave., Milwaukee,
g\;is.—R,\mo Topay—see also advt. p.

Emergency current supply outfits

* Hydro-electric generator for use
when regular power supply fails. Au-
tomatie operation starts generator im-
mediately when outside power fails—
operates from water pressure provided
by city water system. Desighed for
signal and clock systems, hospitals,
motion picture theaters, etc. Sizes for
all uses. Stanley & Patterson, 150
Varick St, New York, N. Y.—RaDIO
TopAy

DuMont oscilloscope

* Low-cost 3-inch cathode ray os-
cillograph. Horizontal and vertical
amplifiers flat from 30-30,000 cycles.
Sweep circuit for observation of waves
from 15-30.000 cycles—synchronizing
provision. Model 164—net $54.50. Allen
B. DuMont Labs., Inc., Upper Mont-
clair, N. J—Rapio Topay.

Farm power plant

3 ¥

S p
* AC 300-watt generator with 200-
watt 73%-volt winding for charging
batteries. Operates 12-16 hours on one
gallon. 4-cycle single cylinder gas en-
gine. 4-pole AC generator—1800 r.p.m.
Mechanical governor maintains con-
stant speed. Pulley for driving small
farm machines. Red Top Gas-O-Lectric

plnt. Pioneer Genemotor Corp., 466 W.
Superior St., Chicago, I1l.—Rapio To-
paY—see also advt. p. 57

Radolek amplifier

* 8-watt high-gain amplifier for use
with all types of mikes. High im-
pedance phono input. Beam power out-
put stage. KEssentially flat frequency
response from 50-3000 cycles. Field
supply for 1000-ohm speaker. Radolek
Co., 601 W. Randolph St., Chieago, 11l
—Ruap1o Topay.

Kato Quietlight

% (Gas engine operated power plant
supplying 300 watts AC and 200 watts
DC at 6 volts for battery charging.
Operates at 1800 rpm. 3 hp. air cooled
engine. Self-cranking from 6-volt stor-
age battery. Weight 125 pounds com-
plete. Model 21A. Kato Engineering
Co., 727 S. Front St., Mankato, Minn.—
Rapro Topay—see also advt. p. 58

Ceramic sealed tresistors

( = i N
o —d Y|
I/

ACTUAL SIZE

* Insulated resistors of the ceramie
sealed type in 14 and % watt sizes,
Pre-formed ceramic case—tinned cop-
per wires—brass cap on the end of
solid molded carbon resistance unit.
Insulation withstands 3000 volts AC
without breakdown. Colors applied to
pure white surface easy to read.
Available in units from a few ohms to
several megohms. Erie Resistor Corp.,
Erie, Pa.—Rapro Topay—see also advt.
p. 33

Program sound distribution

* Complete program distribution
system designed for school use. Has
2 all-wave radios, automatic record
ejector type phonograph, microphone.
Talk back circuit between classrocom
and control cabinet. Handles up to 60
speakers. Holtzer-Cabot Electric Co.,
Boston, Mass.—RADIO ToDAY.
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DEALER PROFIT PLAN PROVES HUGE SUCCESS!

NEW WINCHARGER FACTORY IS WORLD’S LARGEST
- 1

£.

EALERS are wildly enthusiastic
over Wincharger’s profitable new
simplified merchandising program!
Sales have jumped to a new high! In-
creased manufacturing facilities were
needed immediatelv—so Wincharger
has moved into this great new factory,
with three times the space and equip-
ment available in our former plant!

New dealers everywhere are stock-
mg Winchargers and displaying them
with farm radios, ready to cash 1 on
the great $100,000.00 national adver-
tising campaign soon to be released.
Manufacturers and distributors are
making preparations to profit by this
intensive promotion of 6-volt farm
radios. The entire radio industry is
looking forward to the biggest vear in
history for 6-volt farm radio sales!

Five million of America’s 6,280,000
farm homes need new radios NOW!
More than 4 million of these homes

FORCED TO TRIPLE |
MANUFACTURING FACILITIES!

are located away from the high line.
T hese non-electrified homes can best de-
pend on Wincharger for radio power.
The 6-volt DeLuxe Radio Wincharger
is the farmer’s most dependable, least
expensive source of electric current for
radio. Wincharger is the key to this
fertile farh market—a market which
needs more than 4 million new farm
radios RIGHT NOW!

And the great new Wincharger fac-
tory is our pledge to the radio industry
that we will be able to w:eet all denrands
promptly and efficiently, with an even
higher quality of guaranteed perform-
ance than that which has earned the
unanimous endorsement of leading
radio manufacturers!

Wincharger also manufactures the 32-volt
Giant Wincharger farm power plant for
practical, complete electrificationof the farm,
and the Hi-Way Wincharger for charging
truck and trailer batteries on the highway.

Let the Wincharger Corporation help you get your share of sales in
the rich new ""wind-electric”’ market. For complete details, write

WINCHARGER CORPORATION

7

WIND-ELECTRIC PLANT
_ ra—

s

-~ Fy AT ek I mialy

—

From this hitile woodshed workshop to the huge
factory shown above in a short ten years' From
the slow hand methods used by John and Ger-
hardt Albers in making the first successful Win-
charger to modern mass production in little more
than two years! Thce new Wincharger factory,
largest of its kind in the world, has a capacity of
2000 Winchargers a day!

" DellIXE /
Vg

The Genuine 6-Volt Deluxe
Radio Wincharger

%8 proven 22% more efficient by
Y impartial "“watt-hour” tests,
Buwlt for years of dependable
servire. A charger of known ¢1H-
ciency and dependability. Only
the Genwine Wincharger has

u these exclusive features:

Albers Air-foil Propeller

Dual-Purpose Governor

Double-Brush Collector
Ring

Roller-Bearing Turntable

Special Air-cooled
Generator

Positive-Acting Auto
Brake

Rail-Steel, Angle-lron
Tower

The Wincharger
‘\ Guarantee

SIOUX CITY, IOWA
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“SPRING CLEAN-UP” OF HOME RADIOS

Getting ready for good summer Radio Reception

* CLEAR, LIFE-LIKE radio re-
ception is obtainable only when the
set, antenna, and other components
are in the pink of condition. And
this is where the wide-awake service-
man comes into the picture.

Like any other instrument or piece
of apparatus, a radio set should be
peri