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MAaLLORY-YAXLEY

Precision Radio REPLACEMENT
PARTS COST NO MORE
THAN ORDINARY PRODUCTS

Every once in a while there’s an idea that because Mallory-Yaxley
products have a reputation for higber quality that they must be
higher in price. A service man feels tbat be ought to use tbem but
he tbinks that mayhe be can’t afford to use tbem.

Mallory-Yaxley are big, he reasons, they’d have to be big to put
out a help like the Mallory-Yaxley Radio Service Encyclopegia
They’d bave to be big to bave given the industry its first real
honest -to-goodncss Vibrator, Volume Control, and Condenser
Service and Replacement Manuals. And the very size of Mallory-
Yaxley — the wide scope and the great help of Mallory-Yaxley

activities gives him a bad case of “price fright”.

YAXLEY
VOLUME
CONTROL
; lle thinks the products of tbe little fellow may be cheaper . ..and
of vourse he ﬁ];ds plenty of people who’ll encourage this belief.

Then some day be checks prices and makes comparisons. He finds
that Mallory-Yaxley products do not “cost too much” —he finds that
Mallory-Yaxley Precision Radio Replacement Parts do not cost any
ntore than ordinaery replacement parts. He finds they create the kind of
customer satisfaction that helpshisreputation and his bank account.
He puts his radio servicing on easier and a more profitable basis.

It may be that you believe that because Mallory-Yaxley have done more for
the service man that they expect to charge more from the service man. We say
that isn’t true and don’t want you to take our word for it—or any man’s word
for it. You can compare prices and see for yourself! And—the more Mallory-
Yaxley installations you make, the more you'll realize that the complete sat-
isfaction assured by these precision replacement parts makes them actually
cost less in the long run.

"MALLORY
VIBRATORS
' THE RIGHT “DOPE” On
Over 12,000 Different Radios

. .. Completely analyzed under one cover . .. in the
MALLORY - YA)ELEY RADIO SERVICE
ENCYCLOPEDIA. The book that gives the correct
answers to all questions— always! Ask the Mallory-Yaxley
distributor about your copy now!

Use Use
P.R. MALLORY 8. CO. Inc. Y P. R. MALLORY & CO., Inc. AX LE
A I. L o R INDIANAPOLIS INDIANA gt T )
REPLACEMENT ' CABLE ADDRESS — PELMALLO REPLACEMENT

CONDENSERS... VIBRATORS VOLUME CONTROLS

RADIO TODAY, Jume, 1937, Vol. III, No. 6, published monthly by Caldwell-Clements, Inc., 480 Lexington Ave, New York, N. ¥. Subscription
yearly $1.00 in U. S, and Latin American countries; $1.25 in Canada; $2.0 0 all other countries; single copy, 15c. Entered as second-class matter July
24, 1936, at the post office at New York, N. Y., under tbe Act of Marc h 3, 1879. Printed in U. S. A" Copyright 1937 by Caldwell-Clements, Inc.
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( MECHANICAL AND DESIGN PATENTS PENDING )
e

The Most Revolutionary Development
Since the Dynamic Speaker!

Fmerson KRadio

NEW...1938 LINE

Sensational new features...Striking new models...New styling ... COMPLETENESS of line.. .New
national and local advertising and promotion methods..,New and better ways of capitalizing
the ever-increasing popularity of Small Radio—by the *“World’s Largest Maker of Small Radios.”

FIRST DISTRIBUTOR SHOWING—JUNE 14 and 15

HOTEL NEW YORKER
NEW YORK, N, V.

®
FIRST DEALER SHOWING—JUNE 16, 17 and 18
HOTEL NEW YORKER

Complete details of the Emerson proposition will be available to the trade at distributor showings in June and July.

Hold Everything Until You’ve Seen é
Tﬁ"n"f:-?"’ the New 1938 Emerson Line T%e%ﬁ’%

EMERSON RADIO AND PHONOGRAPH CORPORATION ¢ 111 Eighth Avenue, NEW YORK, N. Y.
CABLE ADDRESS: EMPHONOCO, NEW YCRK

World's Larqest Maker of Small Radios
June, 1937 3
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Stromberg-Carlsons
Wlth Excluswe

SELLIR

Here is the line on which Strom-
berg-Carlson has lavished all its
resources of engineering and de-
signing skill—to produce the
most notable radios which shall

ACOUSTICAL

be offered on this year’s market. LABYRINTH
A feat that
Here are radios with improve- eve:; Ezzs " eact ]

ment after improvement de- |i# S et
signed to add even further to the » ; Andiund crae)
quality of Stromberg-Carlson's
famousnatural tone. Radioswith
advancements in cabinet idea
which we believe will mark a new
period in radio style and beauty.

Here isa li f h broad pri : FLASH
ere is a line of such broad price \ i

range that it covers buyers of - | . =] W\ TUNING
every degree of purchasing power. ; f . 1

14 ic ink’”
A line where there are real fea- As quick as a win

tures whose advantages a cus-
tomer can see for himself —the
most irresistible kind of selling.

A line for a dealer to tie to and
one with which he can make

An automatic
station selector
with advanced
selling features
new to Radio

a ling to all.
money through every month of =
the year. i
Stromberg-Carlson radios range in price from
$55.00 to $1050.. Models with the exclusive
Stromberg-Carlson Labyrinth from $149.50. (All CARPINCHOE
pricesslightly higher in Southeastern States and i
West of the Mississippi.) L E AT H E R
STROMBERG-CARLSON TELEPHONE MFG. CO. 2 ¥y
ROCHESTER, N. Y. Cone Bt £ SPEAKER
. O like the

Labyrinth its
advantages are
easily and con.

THERE IS NOTHING FINER THANA ' iy a0
plained and

Stromberg-Carlson

Radio Today



END TABLE AND COFFEE TABLE MODELS

June, 1937

No. 255.L CONSOLE
(at right). Five Range.
Flash Tuning. Tri-Focal
Tuning Indicator. High
Fidelity. Acoustical
Labyrin th. Selectorlite
Dial. Carpinchoe Speak-
er. Walnut finish.

n

&

THERE IS NOTHING FINER THAN A

Stromberg-Carlson




YEARS OF RADID PROGRESS NOW
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BY THE NEW 1938

-~ ARVINS
Dt Tl Corcnil

Beautiful styling—sparkling performance—and
attractive prices—a complete line of 20 distinc-

tive radios—consoles and table models—2 and
6-volt battery sets—and AC-DC portables.
Everything to get sales action and make profits

for you on the new Arvins this year.

@ Arvin’s Phantom Filter Circuit is today’s big contri-
bution toward perfected radio reception. It’s an exclu-
sive feature—an Arvin engineering development that
puts more punch in the performance of the new 1938
models—and puts more punch in sales. You'll appre-
ciate the value of the Phantom Filter Circuit—Arvin’s
dominant sales feature—and all the other modern
improvements, when you see and hear the new models.
Arvin backs you up with plenty of selling support.
A big program of nation-wide consumer advertising.
Impressive merchandising displays for floor and show
window plus other promotional material that gets
attention and helps you cash in on the new Arvins with
the Phantom Filter Circuit. See your jobber.
NOBLITT-SPARKS INDUSTRIES, Inc., Columius, Indidana
Alse makers of Arvin Phantom Filter Car Radios

6 Radio Today
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HELPS RADIO DEALERS SELL PROFITABLY

OMMERCIAL CREDIT COMPANY financing has
C proved its value to thousands of success-
ful merchants as an aid in closing sales. Its
name is so well-known to American families;
there is no hesitance in accepting CCC financing
+ + » no doubt about the fairness of the terms.

But your financial interest in time payment
sales doesn’t end with the signed order and
the down payment. There has to be a final
reckoning before your full profit is assured.

Commercial Credit Company’s twenty-five years
experience in credit investigation and collection
is a bulwark of strength for you. It weeds
out the bad risks that mean trouble and loss
from failure to complete payments. It assures
you of the maximum of profit. Get the most
out of the big year ahead of you with Commer-
cial Credit Company service. Nation-wide
operation through 179 offices in principal cities
assures close cooperation, prompt remittance.

COMMERCIAL CREDIT COMPANY

COMMERCIAL BANKERS 7
CONSDLIDATED GAPITAL “if @‘
hhm:'

FINANCING SERVICE FOR MANUFACTURERS. DISTRIBUTORS AND OEALERS THROUGH 179 OFFICES IN THE UNITED STATES AND CANAOA

253 HEADQUARTERS: BALTIMORE
AND SURPLUs $60,000,000

Radio Today




Now being featured in leading department store windows like this one. This Window Courtesy of Marshall Field & Co., Chicago

Hot Sellers for 1937-1938!

The Radios of the Future . . . Not One or Two But
SIXTEEN New ZeNiTH Arm Chair Models from $2995* Up!

. ) Model 15-U-246— Model 9-8-244— . )
Last year, a single Arm Chair - Tunes American, Tunes American, most beautiful Arm Chair
0 L Foreign, Police, | Foreign, Police. 5 o 0
Model that Zenith pioneered Ultra- Short, ete. | ete. "Robot” Line imaginable.
enjoyed such sensational }m--sr‘i?:teﬁie,ﬁ?; L. Sleasis There will be plenty of
g AutomaticTuning. ing, ete. 22” high -
turnover that production §?u s e B “togns  models—plenty of each model
85.

never caught up to dealers’ —plenty of sales!

oy

orders—nor to public de- ,; . (..o Moddl5-R:236 Get your share! Ask your
mand. —Tumes Aner- T distributor about the Zenith

This year, yox can cash in g‘,ﬂéee. cic. Spesten, 21 Arm Chairs with year-ahead
on the fastest growing trend 204 hgh.. .. T s L features in four cabinet

List $46.05%

finishes.
The 1938 Arm Chair Line

in radio—the amazing de-

mand fOl' beautiful and use- Zenith short wave receivers of three bands or more

are sold with antenna which retails at $5.00 EXTRA.

ful sets that ““put the world at
your elbow—not on a table or against the wall.”

Zenith’s huge new factory is—as a/ways—geared
to the latest —and the
hottest! Again a year
ahead, it gives you the

Zenith Arm Chairs are
berng fearuredin national
magazines. TheaboveSar-
urday Evening Post page

of June 19, starts thearm-
chair advertising parade.

ZENITH RADIO CORPORATION, CHICAGO

*[ 75t Prices—Sifghtly Higher in the West and South

LoNg DIsTANCE-R AD 1 O
America's Most Copied Radio

AGAIN A Year Ahead!

includes AC Sets, AC-DC
Sets,Two-Way110v.-G v. Farm Sets,two Phonograph
Combinations (AC and AC-DC) and a Radio Bar.

The prices are amaz-
ingly low—Order now!

They're HOT!

e

Zenith 1038 display
material 1s outstand-
ing. Here is-a sample
cut-out in 8 colors.
Ask your distribucor.

June, 1937




YOUR PHILCO DISTRIBUTOR
IS GETTING AN EARFUL
ABOUT AN EYEFUL!

ASTERN PHILCO DISTRIBUTORS
are meeting at White Sulphur Springs
. . . Western Philco Distributors are as-

sembling at Del Monte.

Good news . . . BIG news is in the
making! And as Philco distributors hear
and see what Philco is planning for 1938
...they’re getting such a thrill that they’ll
be hunting the fastest trains and swiftest

planes to bring the glad tidings to you!

What is Philco showing them? It
wouldn’t be fair to break the news yet

. . . but there’s one thing we can say.
Get set for the greatest of all Philco

years!

PHILCO RADIO & TELEVISION CORPORATION

10 Radio Today
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Staff—
DarrELL BARTEE
M. H. Newron
B. V. SPINETTA
Vinton K. Urrich

Lee RoBrnson
Sales Manager

WAGE-EARNERS' PURCHASING
POWER ABOVE '29

% Employment in the nation’s 25
major manufacturing industries is
now higher than it was in 1929, ac-
cording to the National Industrial
Conference Board. Growth of em-
ployment has been particularly
marked during the past year, the
average number of wage-earners em-
ployed in March, 1937, being 17.3
per cent higher than the number at
work in March, 1936.

Real weekly earnings. or the pur-
chasing power of wages, of workers
in the manufacturing industries are
also considerably higher today than
in 1929. Actual weekly earnings
averaged $27.49 in March and were
3.7 per cent lower than the 1929
average of $28.55. Since the cost of
living in March, however, was 12.2
per cent lower than in 1929, real
weekly earnings were 9.6 per cent
above the 1929 level.

Not only are millions of wage-
earners thus provided with surplus
earnings to purchase radio sets, but
average hours of work have been re-
duced 14 per cent since 1929, afford-
ing the workers more hours for radio
enjoyment.

PIANOS ARE PLUGGED IN

% Those glimpsing the enormous
possibilities of radio-tube musieal in-
struments have already sailed into
the piano business. Half a dozen
piano companies will show commer-
eial tube-amplifier pianos at next
month’s convention of Music Mer-
chants, Hotel New Yorker, New York.

Excitement is partly due to the fact
that the new instruments will appear
in the half-pint spinet designs which
are already the rage. According to
Benjamin F. Miessner, Millburn,
N. J. inventor, who has sponsored
the electrical principle concerned
here, the mewcomers will give only

June, 1937
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piano performance (omitting all or-
gan and tone-color variation) and will
out-play the grandest of the concert
grands. Simple and altogether de-
lovely, the electric outfit will cost
about $500 and will pass the perform-
ance of a $3,000 instrument.

As the new radio piano debuts in
the musical world, the sound indus-
try notes with pleasure that each in-
strument will require power amplifiers
and speakers (an amplifier of about
110 db gain, 2 megohm input, and 30
to 50 audio-electrical watts output).

RADIO EXCISE TAX UP 11%

* TInternal Revenue Bureau col-
leetions of the Federal 59, excise tax
on radio and phonograph apparatus
in Mareh, 1937, were $360,922.38, an
increase of 7.4% over March, 1936.
March excise taxes on mechanical re-
frigerators were $1,075,209.14, com-
pared with $778,309.04 in March,
1936.

For the first quarter of 1937 (Jan-
uary, February and March). radio
excise tax collections were $1,509,-
353.85. an increase of 119 over the
first quarter period of 1936.

OresTEs H. CALpwewL
Editer

M. CLEMENTS
Publisher

Copyright 1937
Caldwell-Clements, Inc.
480 Lexington Ave.
New York, N. Y.

Tel. PLaza 3-1340

Vol. 111, No. 6

SIDEWALKS OF NEW YORK—
SAME RADIO, MANY PRICES

% A study recently undertaken by
the New York University Schoel of
Retailing shows marked variations in
the price of a single radio set in New
Yoirk City. A standard set was
“shopped” in department stores, in
specialty stores and also through five
agencies that make available to final
consumers wholesale or at least less-
than-retail prices.

The following table shows the prices
available on the identical article at
approximately the same time, from
the different sources:

Range in cut-rate radio and
household-appliance stores.$90 to $98
Price to consumer through com-

mission broker A...........
Price to employees of an insur-

ance COMPANY ......voocua. $106.80
Price to consumer through ecom-

mission broker B........... §109.80
Price to employees of a bank.. $109.80
Price to emplovees of a univer-

Sity samssiamidal s, ...... .5 $109.80
Range in semi-promotional

dept. stores ........... $109 to $115
Range in promotional dept.

stores ........0....n $142.50 to $145
Range in conservative dept.stores $§178

RADIC DATES AHEAD - CONVENTIONS

June

8—10—Thisteenth Annual Convention, RMA, Hotel Stevens, Chicago.

June 10—13—National Radio Parts Trade Show, Fifth Annual Convention, IRSM, Hotel

Stevens, Chicago.

June 10—12—Kadette showing, Hotel Blackstone, Chicago.

June 14—19—Philco distributor convention, White Sulphur Springs, W. Va.

June 14—15—Emerson distributor convention, New Yorker, New York City.

June 20—22—Annual Service Convention and Trade Show, St. Paul, Minn.

June 20—23—National Association of Broadcasters, Sherman, Chicago.

June 21—22—Sentinel distributor convention, Medinah Club, Chicago.

June 22—23—Annual Radio Trade Show, Boston.

June 26—29—National Association of Music Merchants convention, New York City.
July  5—17—Majestic radio showing, Furniture Marnt, Chicago.

July T— 8—Stewart-Warner distributor convention, Edgewater Beach, Chicago.

11




Philly peace and brotheriy love, a.e signalized by judge Smith, Penn Athletic
prexy, and Philco’s Boake Carter, J. M. Skinner and Sayre Ramsdell.

IN RADIO'S

Top-bracket singer Grace Moore is filmed, recorded, a'pplauded
at the opera, but heard by most millions as a Columbia broad-
cast favorite.
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Zenith's Commander
E. F. McDonald
who has urged the
industry intc “arm-
chair-radio” styling,
with R. E. Me-
Grevey, Chicago
branch manager.

Charles A. Ver-

schoor, the Kadette

king, gives his Argus

camera a test with

this picture trimmed

with sunshine and
palms.




Not content with a fea-
ture overseas dial, RCA
goes ‘“‘electric tuning”
with armchair remote con-
trol. RCA-Victor person-
alities here, left to right,
Raymond Rosen, H. C.
Bonfig, Bob Shannon, L.
W. Teegarden, and David
Samoff himself.

A new ovalized dial plus a cabinet styled with shelves—a Zenith eye-catcher.

BIG PARADE

¢ Glass-topped “cof-

fee - table” radio
designed for room-
center use, an in-
strument of prac-
tical elegance by

. Stromberg Carl-

son.

Dorothy  Page’s

songs are just as

OK as the attrac-

tions shown here,

think the NBC
fans.




Radio announcer John Fraser and his bride got a “shop” salute
from studio buddies. (Aside to Amperite: they’re your microphones!)

to seize traffic via the interest in outdoor films; here, it’s Univex,

E. H. Vogel, radio-managing GE.

home movie camera department,

H. B. Sparks of Sparks-With.
g

L

j|

Radio knows Donna Creade as an actress in NBC’s “Backstage Wife.” B. Abrams, Emerson’s master-mind J. M. Marks bears torch for Fada.

- e - s R,

Below, a striking photo-outline of the radio industry, in a mural on Isolantite’s office wall.
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Respectfully and respectlvely presentmg J S Knowlson
and J. E. Otis, Board chairman and pres., Stewart-Warner.

Hot music comes in cool on this Crosley “box.”

tADI0 MEN, MAIDS
ND MERCHANDISE

TN

Farmmg at night
requires - a llght
for tractors; here’s
a Dun- Charger set
to supply power
from wind. 1L
Parris at controls.

Six makers of
mini-pianos now
use tube - ampli-
fiers to give $3000-
concert - grand
quahty. Here’s in-
ventor Miessner’s . ”

own lab. model. [ . y |
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W. Paul Jones, Fairbanks-Morse appliance manager, flanked by
Jobber Tom Glasgow and Utility Manager Charles H. Morse

| R. P, Almy and A. L. Milk of Sylvania . _
tube sales organization. 8 ) p
1 - ’ ' i = ‘J.

Parker H. Erickson, Fairbanks-Mai
radio sales manager, and new di

il

GeneiTracey, Zenith vice-president, with N. A, Ter- Jimmy Rasmussen, Zenith as-}"
williger, sales prom. mgr. and John Brooks, aide to sistant sales manager, goingl
Comm. McDonald. into action. i

.]I_ % _.:
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G. XK. Throckmorton, executive vice-president
RCAM, Camden, in center of group, with
Ross Howard, H. C. Bonfig, Paul Richardson,
E. R. Deacon, and W. Krause.
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Admiral model 955-8 K—automatic tuning with 8 tubes at $89.95.

RCA withall-wave and 8 tubes—model 86 E—$89.95
Wilcox-Gay’s wall model with 5 tubes for $24.95

Espey models—left in hand painted Chinese lacquer—right in ivory leather.
S_tromberg's 231R—7 tubes—$135, Zenith §-R-236—5 tubes—$29.95




Motorola model 10Y—10 tubes, talk-
ing dial, high-lite control—$99.95.

' CONSOLES
- 1937-38

Stromberg - Carlson 249-R has 11
tubes and tri-focal tuning—$197.50.

RCA-Victor electric tuning model 811K.
11 tubes and sonic-arc magic voice—$150.

*  Simplified tuning for easier set
sales—such is the trend of the 1938 re-
ceivers. With General Electric it's Touch
Tuning employing push buttons and a
motor drive. Sparton’s instantaneous sta-
tion selection is featured as Selectronne.

Other systems are RCA-Victor's Elec-
tric Tuning with push buttons, the Zenith
Robot Dial with electric tuning which
provides a motor drive for rapid tuning
from one part of the dial to another;

Belmont model 840 — all - wave with 8
tubes and cathode-ray tuning.

Fairbanks-Morse model 9AC-4 with 9 tubes and
automatic tuning. Wide arc tune diffuser—$105.

Stromberg-Carlson’s Flash Tuning which
selects up to 7 stations. Network Tun-
ing is the name of Motorola’s system.
The Stewart-Warner system will select
any station of fifteen.

Telephone dial tuning has been
adopted by numerous manufacturers, in-
cluding Fairbanks-Morse, Wells-Gard-
ner, Clarion, Troy, Arvin, Admiral, Wil-
cox-Gay. This year Grunow {eatures
Super-Teledial in its line.

Remler’s Coronation model 89—11 tubes
and horizontal tuning dial—$139.90.
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Sparton model 1068 with Selectronne
instantaneous tuning for 6 stations.

Other aids to easy tuning are found in
the new dials. The overseas type of dial
(rectangular) has been adopted by RCA
and lias leading short-wave stations

o listed. Other dials with one-scale-at-
a-time arrangements prevent confusion
when tuning—on some models it is ac-
complished by lighting and others do it
by actually changing the scale with the
wave switch.

Remote controls are available for the

Grunow 1183 with Super-teledial auto-
matic tuning—11 tubes, all wave—§149,95.

d ;
] 3
l—_z_ -—--_
-

'
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Zenith 9-5-264 console—9 tubes with
electric tuning and rohat dial—§124,95.

sets using the motor type push-button
tuning giving the listener real arm chair
control.

Furniture type sets are heing intro-
duced—Stromberg has desk type, coffee
table and end table sets, while Arvin has
a hookcuse radio and chair wodel set.
Zenith has arm chair, bookcase and bar
designs. Other manufacturers with chair
models are RCA, Kadette, Admiral,
Fairbunks-Morse, Dotorola, Sparton,
Mission Bell, Grunow, General Electric.

Complete specifications of the new sets
are given in Part II and following pages.
From these it will be seen that auto-
matic frequeney controt is gaining popu-
larity—being used in many of the larger

Lehman Port-o-matic phonograph com-
bination with all-wave radio.

DI
SN

RS
.

Admiral tilt-tuner—11 tubes, AFC, auto-
matic tuning. Model 935-115—%$119.50.

sets. Octal type glass tubes are in the
majority. Acoustical compensation of
one type or another is employed more
generally than ever before, thus insur-
ing the best possible tone.

Cabinet styling is going streamline to
a considerable extent while much em-
phasis is being placed upon the graining
of the veneers, as inspection of the ac-
companying pictures illustraies.

. Key to the identity of new radio-set features appear-
ing on the front cover, is given oun page 120,

Arvin Phantom Prince model 1237—12
tubes, presto station changer—$99.50,




Arvin 6-volt battery model 617-B
—56 tubes, 3 bands —for $59.95.

|

* In the table model field, there is a
distinet trend toward the horizontal
‘continental” type of set, as opposed to
the vertical models which predominated
in Ameriean radio in previous yvears. The
relative number of horizontal versus ver-
tical table sets reproduced on these pages,
15 an index of this transition in design.

In many of the 1938 lines, one or more

RCA 10-tube model 810T with
sunburst dial—$89.95.

Knight receiver featured by Allied Radio Co.

Fairbanks-Morse model 5AT!, 5 tubes—$19,93. Wilcox-Gay’s A33 with automatic tuning—%$34.95 General Electric F63 with louvre dial—6 “,l

special “center-of-floor” models along
the lines of the “arm-chair radios,” have
been introduced, in an effort to “get the
radio set away from the wall” and make
it useful and accepted as a central ar-
ticle of furniture. Coffee-table sets,
cocktail-bar radios, cellarette radios, and
desk-radios are notable among the 1938
departures fromn the classieal wall eon-

Genseral-Electric’s F-107 with touch tuning.

Zenith 9.8-32 with
tuning and robot dial—$89.95.

electric

Climax’s Esquire Jr.—7 tubes AC-DC—849.95

A A

S s ==
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Admiral’s 990-6Y can be placed
vertical or horizontal—$24.95.

sole. Aim behind all these center-of- i
floor models is to out-date the consoles of
former years and make them as passé
as the straight-front radiators on the
cars of yesteryear! In this way it is|
lioped to make the radio audience more
stvle-conscious of the sets to whicl: it lis-
tens a nuinber of hours a day, but which
it must look at many more hours a day!.




Remler 45 with 7
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RCA 87-T—all-wave, 7 tubes offered at $49.95.
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. Wells-Gardner 108A1-704—8 tubes, tel. dial. Espey model 771AW—white case, 7 tubes—5$45.
]

Climax's Emerald—6 tubes and AC-DC at $36.

}Harion model 770 with 2-band tuning—$19.99. Grunow 588 at $36.95—teledial tuning, 5 tubes.

Admiral 975-6 W—shortwave, 6 tubes for $34.95.
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UMMER TIPS IN RADIO SELLING

Dealers contribute tested promotion ideas for coming weeks

June 21-30

21—Remind all fans of the big broad-
cast tomorrow of the Braddock-Louis
ring battle in Chicago.

22— Braddock-Louis Fight.

23—Invite prospects to leave their
summer addresses on a bulletin sheet
in your store.

24- Use in your ads some snapshots
of your salesmen leaving for vacation
with a portable set prominently in-
cluded in the luggage.

25— Cash in on the fact that June is
a month of marriages. Plug radio as
an ideal wedding gift.

26—Pick the most catchy sales
phrases found in new sales promo-
tional material issued by the manu-
facturers—group them as “fashes
that will interest the mnodern family.”

27—Sunday.

28—Cooperate with sporting goods
houses to pick up new names of those
interested in baseball broadcasts.
29—Criss-cross your window with
new antenna pole rods.

30— Place extra rugs and chairs in
one corner of your store for a special
display of arm-chair models.

July 1-20

1—TIssue a bridge score card with
vour store ad on it.
2—Use red, white and blue sets in

22

your windows for a Fourth of July
effect.

3—Publicize the details of special
broadecasts to be staged by networks
tomorrow.

4—Sunday (Independence Day).

§—Re-check service records and go
after owners of old sets with lists of
features available in new receivers;
show them the difference in demon-
strations by appointment.

&—Revamp your letterhead to include
colored reproductions of sets finished
in various shades.

7—Start a campalgn on radios in
bedrooms, using these sales points:
compactness, decorative design, ease
in dialing. volume control, silent
radio, automatic timing.

8—Display two placards with these
heads: “How You Tuned a Radio
Six Years Ago” and “Tlow You Can
Tune Today.”

9—Cash in on the harvest period in
farm sections; plug new farm sets in
terms of new prices for farm products.

10—Install a inoving spotlight so
that it falls alternately on a series of
well-polished consoles.

11—Sunday.
12—OQutline the advantages of “per-
sonal radio for summer.”

13—Connect with a local stage show;
exchange PA service for an announce-
ment about your store.

14—Divide your women prospects
into groups according to age; sell
them on listening habits in respect
to dance bands, kitchen features, hob-
bies, etc.

15—Arrange to sell home movie
equipment, using the outdoor angle
for this season.

16—Iave your serviceman set up 2
large oscilloscope so that customers
may see the sound waves coming in
withk a program.

17—Contact summer schools. Ask
them about PA business for every
event they schedule.

18—Sunday.

19—Separate prospects who live in
old apartment buildings, send them
specially prepared suggestions for
better reception.

20— Commission local music teachers
to report to you on prospects for
phonograph-radic combinations.

* TDealers whose pictures appear
on this page as contributors to this
month’s sales calendar: Adeline Luei-
ani, Roma Music Co., New York City;
F. Buhlman, Bronx Boro Radio Ser-
vice, Bronx, N. Y.; Ralph Todd,
Loransport, Ind.; W. K. Cassidy,
Oalkdale Appliance Co,, Oakdale, Pa.;
Lawrence ITerbert, Herbert & Newby.
Wichita, I¥an., and Raymond Lester.
Lewis & Conger, New York City.

Radio Today
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200 Freight Cars Needed

;Z tgal“rlry RoA Victon 1938
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RCA Victor Model 811K—11-tube Electric Tuning model offers
truly outstanding performance. Straight-Line Dial for simplified
tuning; has Sonic-Arc Magic Voice, Magic Brain, Magic Eye, RCA
Metal Tubes. This magnificent instrument (fo0.b.Camden,N.J.} $150

- ; T = —
-

Every time a prospect
pushes a button you
push the cash register

-

O
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A

A '

Thousands of RCA Victor Radios Ready
EVERYBODY'’S GOING

e



Vectos

|
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S Oty Chee Featlivre

Sonic-Arc Magic Voice — Overseas Dial —
Armchair Control and Beauty-Tone cabinets
are other great sales-making advances

OW, for the first time, you can
offer your customers trsly aito-
matic tuning! RCA Victor Electric
Tuning is the first that’s completely
automatic. All your customers do
to get a station is push a button—
there’s your station.
This sensational RCA Victor de-

=

...and that means that with
this new feature YOU
start pushing the buttons
that mean PROFIT

velopment is going to mean more
sales for you—greater profits! Fea-
tureit. Everydemonstration is asale.

Inspite of the sales power of RCA
Victor Electric Tuning, the new
1938 line has many other features
—55 in all—each designed to give
your customers better performance
and make sales easier for you. Get
full derails from your distributor —
stock this magnificent new radio
line and prepare for a Victory Year
with RCA Victor!

RCA presents the ""Magic Key” every Sunday
2t03P.M, E D.T., on NBC Blue Network

Now for Immediate Delivery!
RCA ALL THE WAY

T —

i i
“RMC!‘IRIR CONTROL \
Tune from your chair | *

—easily, accurately—
by pushing a hucton! |.} i

OVERSEAS OIAL
Foreignand short wave
stations are 50 times
easier to tune! |

SONIC-ARC MAGIC VOIC
Makes the famou

MagicVoicemoretone- SEX
Sfull than ever!

Only RCAVictoroffers
you the Beauty-Tone
cabinets!



The New 1938 K64 Victozs are a great
line — and they’re backed by

B THE SWEETEST ADVERTISING |
STORY EVER TOLD

LUWEST PRICE CO g

YRCA Victos $\ S

2 fhrd presents it s e 1938
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advertising that is bigger, better, more compelling
than ever before. The Magic Key Program—a fuil

hour every Sunday.

“Push a Button—there’s your station”...thatsloganis

already starting to click. So are the other great fea- AND beautiful, elaborate, effective display material

tures. Every week there’s an advertising set-up such
as you never saw. Look at this! Spreads and single
pages in the Saturday Evening Post and Collier’s.
Every two weeks in the Post i# color—every three
weeks in Collier’s zn color—there’ll be real
salesmanship in print.

Big national newspaper advertising that’s
powerful and hard hitting. Cooperative

—backgrounds, window cutouts, wall hangers, every-
thing—WELL DONE.

ALSO presentation counter book of the whole line,

catalogues, leaflets—a complete outfit of sales helps.

2 RCA Vectos

RCA Manufacturing Co., Inc.,Camden, N_]J. » A Service of Radio Corporation of America

EVERYBODY’S GOING RCA ALL THE WAY




FADA /115

//If OWETTBEA FADA VEaR!

KEEP YOUR ZZiaydl

#7/’3

EYES ON FADA FOPR— < ¢
THIS Y[Am, g

[
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SV L .

Fada Will Shortly Announce the Finest Radio Line In Iis History

Evervihing New Excepi Iits Reputation for Performance
Watch for Showing Date in Your Territory

FADA RADIO and ELECTRIC COMPANY /
LONG ISLAND CITY, NEW YORK :

June, 1937 27



Liast year many important distributors
and thousands of dealers enjoyed a most
profitable season with Wilcox-Gay-This year
these and more will have an even better year—
with an even finer line of Wilcox-Gay receivers.

for EXAMPLE WILCOX-GAY

OFFERS YOU:

This model with genuine auto-
. . —Merchandise good
matic tunlng e $34-95 1 enough that distributors

and dealers can safely recom-
mend it.

g

The Wal-Radio

This new radio is placed
on the wall as simply as
hanging a picture.

Its sleek, modern form
merges inconspicuously and
pleasingly into any sur-
roundings.

The dzalers who sell this
new itemn first will reap thz
big benefits. Don’t delay—
Order now.

‘24.95

Five tube, two band superheterodyne, three
gang condenser, automatic tuning giving in-
stant choice of ten preselected stations,
straight line dial. Dimensions: 17” x 954" x 8”.

Z—Sa.les features, prices and
discounts better than
average.

3—Sane sales policies pro-

viding suitable coopera-
tion with dealer and distrib-
utor.

—A record of eightesn

years of quality manu-

facturing and sound business
management,

WILCOX-GAY CORPORATION

/CM RLOTTE, MICHIGAN

“ Wrrte for complete information and

28

- name of your nearest distributor.

Radio Today

e




You'll make
more money
with
C.I.T.

JUNE

Prepared by C. [.T. Corporation, unit of Commercial Investment Frust Corporation, eapital and surplus over 3100,000,000

The localized

national
finance
service

H5 Y

Let Buyers Know That You Offer C.I.T. Budget Plan
—Dealers Everywhere Find It Strong Selling Point

Featuring of Display Cards is Paying Dividends
to Retailers—Why Don’t You Cash In on C.I.T.’s
Consumer Popularity?

HE red C. I.T. display card with the

white lettering is a famiiiar sight in
thousands of store windows. The simple
statement on the card:**The C.I.T. Budget
Plan Protectsthe Time Buyer” is being read
by millions of people in all parts of the
country. Why dealers are giving this dis-
play material prominence is easy to explain.
The name of C.I.T. is a drawing card to
prospective buyers,

The C. I. T. poster is available with an
easel lack for counter use, with adhesive
front for inside of window, and in minia-
ture size as a window or product sticker or
for various uses. Door handle cards of sim-
ilar design—asshownbelow—canbe actually
attached to the appliance. These are all
ready to go to work, and can be secured
from your local C.1.T. office if a sufficient
supply has not already been received. Toin-
numerable retailers they represent an easy

Inside stores the country over, the familiar
C.1.T.placard greets the huyer with its as-
surance of the hest in time-buving service.

method to boost sales because the name of
C.I.T. has proved to have ‘“‘sales appeal.”

Why C. I. T. is Popular with

the Consumer

C.I.T. was established long before instal-
ment buying had obtained general accep-
tance. For nearly 30vears C.1.T. has shared
in this form of social progress. Today,
wisely administered instalment purchas-
ing is recognized widely bv economists and
bankers as sound and beneficial.

Cooperation with Dealer

There is a growing tendency by dealers
everywhere to make time-selling one of
their principal features. More and more they
are discovering that the name of C.I.T.
attracts new business and are featuring it
accordingly. By means of tactful, friendly
service C. I.T. cooperates with the dealer
in keeping the good-will of the customer.

oA i
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The refrigerator door handle card illustrated above pro-
vides space for howing the prospective buyer prices,
monthlyinstalmentsand terms under the C.1.T. Budget Plan.

|

C. I. T. Floor Plan enables You
to Show All Models

Dealers can now stock a complete line
of appliances with moderate cash outlay

The C.I.T. Floor Plan enables vou to stock
a complete line of refrigerators—as well
as ranges, electric washers, room coolers,
oil burners and stokers—at an investment
of a fraction of the total wholesale cost.
Ask your distributor or C. I. T. local office
about the Floor Plan now, and profit by it
during the big refrigeration months.

An example of the prominent window display
dealers are giving the C.1.T. poster. The popn-
larity of the Budget Plan makesit a sales-getter.
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HOW DEALER SMITH SOLVED THE MYSTERY OF LAGGING SALES-by Westcoltt

HOW MUCH IS
THIS MODEL?

l i/ IT SELLS FOR

r r
ILL THINK 1T OVER-)f (THAT'S
THANK YOU FOR WHAT THEY)
( YourR TROUBLE ALWAYS SAY,
500D DAY, '“j

MR. GREEN.
1 HOPE TQ
HEP;(R FROM

1

L}
CALT.? | DONT THINK YOUR
BUDGET PLAN IS BOOSTING
MY SALES — NO ONE SEEMS
TO ASK FOR IT

ASK FOR I'T!
EVER TRY
TELLING 'EM
ABOUT IT?
I'M COMING
RIGHT OVER,
SMITH

RIGHT AT THE MUCH' THEY ARE
START ABOUT [ REALLY
C.LT'S BUDGET [ THINKING

: HOW CAN

PERIOD ON THE
C.L.T. BUDGET

5, SOLVES MY
7\ _PROBLEM

Dealer Praises Limited
Recourse as Sales Booster

The following is an excerpt froma dealer’s

letter. It is typical of the spontaneous praise |

that comes to us from pleased dealers all
over the country, He writes:

“We herewith enclose contract on above
mentioned party endorsed by uson the Lim-
ited Recourse Plan...P.S. You will have
noted that our appliance business is much
greater than last year. Your Budget Plan
and the Limited Recourse P’lan, and quick
service deserve our recommendations.’’

How Limited Recourse Helps You

Oneof the outstanding recent developments
in appliance financing is the Limited Re-
course Retail Finance I’lan offered through
C.LT. for your benefit. Under this plan the
dealer’s endorsement of paper hecomes with-
out recourse after the purchaser has paid
C. L. T. the first four monthly instalments.
Yet it operates without cost to the dealer!

With Limited Recourse, dealers maydo a
larger volume of husiness on the same capi-
tal, adding to their capital while reducing
their liabilities. There is no hold-back to tie
up part of your profit. You receive 100%
cash at once. Your capital remains fluid;
your current assets increase and are not
frozen beyond immediate reach. Ask your
C.1.T. branch for complete details.

C. 1. T. CORPORATION

| - i _ . "
C.I1.T. CONSUMER ADVERTISING

Full-page advertisements in The Saturday
Evening Post, Collier’s and Time, designed
to promote ““‘consumer good-will’’ and keep
the name of C. I.T. before your customers
and prospects. Through national advertis-
ing, C.1.T. is becoming a household syn-
onym for reliable sales finanecing.

C.I.T. HAS STRONG “DEALER APPEAL"

The dealer finds it good business to deal with
C.L.T. The “‘open and ahove board’’ rate
structure which pleases the public makesit
easier for the retailer, too. Another advan- |
tage is the approval of many new appli-
ancesforfinancing. At presentC.1.T. dealers
may finance radios, refrigerators, auto-
matic heating equipment, ranges, electric
washers, ironing machines, water heaters,
dish washers, commercial refrigeration, air
conditioning units, room coolers, and other
appliancesunderauniformschedule of rates.

« NEW YORK -

Smith Talking To You, Mr. Reader

*‘So, gentlemen, C.I.T. solved
my problems _ ..l cauldn't un-
derstand why sales were at
a standstill. It seemed faalish
to tell a tustamer about the
Budget Plan until | found out
if he intended to pay cash.
Now | know that the cosh
buyer will pay tash anyhow
—and many a hesitant cus-
tamerissoldby C.I.T.'s
Budget Plan. My sales
are boaming
naw |

Rapid, Efficient
Credit Investigation

For nearly 30 years C. 1. T. has been inves-
tigating the credit of time buyers. Dealers
everywhere profit from this experience.
It is the dealer, rather than the Finance
Company, who is held responsible if the
investigation is made in'such a way as to
embarrass the prospective buyer. C. 1. T.
has developed a technique by which the
facts about a buyer’s financial standing
are gathered rapidly and with quiet good
taste. Grateful letters from dealers in all
parts of the country testify to their appre-
ciation of this part of C.1.T. service.

THE PHILOSOPHY OF
DEALER DAN

CHICAGO -

One of my customers said to me the other
day, ‘‘I don’t want the whole neighborhood
to know I’m thinking of buying a refrig-
erator.”” I assured him that C.I.T. credit
investigators were as tactful as they were
efficient. F 2 .

Isawsomething aboutadentist in Boston who
isemploying a hypnotist to free his patients
frompain. Someonesuggested thehypnotist
try his skill when it came to collecting the
bill! Hypnotists aren’t generally needed for
collecting overdue instalment payments, but
trained collectors are. C.I.T. seems to be
able to extract painless payments.

SAN FRANCISCO

-




BEHIND THE VOICE

High-Yoltoge rectifiers at 50,000-watt broodcasting stetion of WJR, Detroit, Michigan. Built by Western Electric Compony

@® Supplying power to every broadcosting
transmitter is o bottery of high-voltage rectifier
tubes. [n the better engineered stations Isclantite
is liberally used to harness the pawer behind
the far-flung voice of radio. Isolantite’s unusuol
mechonical properties and low
electrical losses make it the
ideal insulafion not only for the

high voltage, but olso for the.

ISOLANTITE INC.

CERAMIC INSULATORS

rodio frequency circuits of broadcost and other
transmitting equipment. Broadcasting stations
insuloted throughout with Isolantite attain

maximum operating efficiency. Isolontite engi-

neers will aid in the design of suitable insulators.

FACTORY: BELLEVILLE, N.J. - SALES OFFICE: 233 BROADWAY, NEW YORK, N. V.

June, 1937
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Marion Claire, guest soprano with General Motors
Orchestra Sunday Concert.

Dave Bright, presr. Pioneer H. H. Brown, g. m. Technical
Gen-E-Motor. Appliance Corp.

ity . N IR
John Erwood, Webster-Chicago.

Lewis Winner and Oscar Hammarlund of
Hammarlund Mfg. Co. marking firm’s 25th year.

Irving J. Kahan Harry A. Olson,
Chicago mgr. Micarta Fabricators—
Sprague Prod. Co. and golf champ Revolta,




G. A. Tatem, new Grebe general manager. H. L. Shortt, pres. Transformer Corp. H. E. Rhodes, chi. engr., and S. L. Cale, pres.

Eddie Riedel and Earl Dietrich, study returns of Raytheon’s service
contest,

Bernice Claire,
blonde star of
the Waltz
Time broad-
casts.

Aerovox Corporation.

RADIO
HEADLINERS

Stars of the airways and stars of the radio parts
industry. Men you will see at the National
Radio Trade Show, Chicago, June 10-13,

Norman Keevers, presi-
dent Electronic Labora-
tories, Inc.

H. E. Os- J. C. Smack
mun of Cen- of S. 8.
tralab, on White in-
Lake re- dustrial di-
laxation. vigion.




ROLL-CALL AT THE SHOW

Those answering “here’’ for the national event
Hotel Stevens, Chicago, June 10 to 13

* MAGNETS to draw the parts
buyers of the country fill the Hotel
Stevens exhibition floors to the extent
of 150 booths. The following firms
and people are included among the
exhibitors at the big show:

Aerovox Corp., with 8. I. Cole, pres-
ident, Charley Golenpaul, sales
manager. and others, showing re-
sistors and condensers. .Booth 62

Aladdin Radio Industries, with U. S.
Johnson, president, J. C. McGinley,
vice-pres. and general manager,
and H. H. Burtt, showing coils and
transformers . ........ Booth 108

Alpha Wire Corp., with Peter Berco-
witz, president and sales manager,
showing wire products, cables,
aerial kits, intercommunicators,
Ot o B 5% BT "6 e Booth 18

Amevican Microphone Co., with A. H.
Bruning, Chicago representative,
and F. A. Yarbrough, showing a
transparent wmicrophone, ecrystal
and carbon microphones and dy-
namics ............... Booth 28

American Phenolic Corp., with Ar-
thur J. Schmitt, president, showing
sockets, plugs and connectors, spe-
cialties; ete. i iwam bokivs Booth 63

American Radio Hardware Co., with
D. T. Mitchell, general manager,
and M. J. Steffin, sales manager,
showing brass, screw machines and
stamping parts, transmitter and
receiver accessories, test equip-
ment, etc. ............ Booth 14

S. N. Shure, president of the Show
Corp,, and active in Shure Bros. Booths
71 and 72.

34

American Television & Radie Co.,
with Albert Gofifstein, general man-
ager, showing vibrators and bat-
tery eliminators . .. .. Booth 21-A

Amperex Electronic Products, Inc.,
with S. Norris, sales manager,
showing transmitting tubes, power
and rectifying ......... Booth G4

Amperite Co,, with Samuel Rutten-
berg, sales manager, and H. J.
Gold of Furman-Gold Co., show-
ing microphones and stands. Dis-
play will feature ‘“Name It and
Win It contest........ Booth 36

Arctnrus Radio Tube Co., with C. E.
Stahl, vice-pres. and general man-
ager, J. Geartner, resale manager,
Wm. J. Johnston, W. E. Watson,
R. 8. Diethert and J. A. Stobbe,
showing radio tubes...Booth 110

Ariston Mfg. Co., with Walter H.
Bauman, sales manager, and Jesse
F. Gudeman, secretary, showing
condensers, speakers, ete.

Booth “F"’

Astatic Microphone Laboratory, Inc.,
with F. H. Woodworth, president,
C. E. Semple, Jr., vice-pres. and
general manager, C. M. Chorpen-
ing, vice-pres. and chief engineer,
and R. T. Schottenberg, sales man-
ager, showing crystal phonographic
pickups, erystal microphones, and
offset head pickups....Booth 118

Audak Co., Inc., with Maximilian
Weil, president, and George V.
Sullivan, vice-pres., showing pick-
L) 5y Booth 43

I3elden Mfg. Co., with Herb W.
Clough, sales manager, E, K. But-
ler and others, showing antenna
systems, microphone cables, hook-
up wires, magnet wires, aerial
wires, ete. ...... Booths 80 & 81

Bendix Radio Corp., with O. C. Hola-
day, service equipment sales man-
ager, E. D. Gibbs, service equip-
ment engineer, W. P. Hilliard,
vice-pres. and engineering head,
Tim Murphy and J. Walker, fleet
car managers, and D. E. Johnson,
radio equipment sales manager,
showing testing instruments.

Booths 46 & 47

David RBogen Co., Inc., with David
Bogen, president, Haskel A. Blair,
sales manager, Joseph B. Hersh,
P.A. engineer, and Jack Keim,
Chicago representative, showing
portable, fixed and mobile P.A. sys-
tems, inter-communicators, pickup
turntables, horns and baffles, and
amplifiers ............ Booth 12

Wm. Brand & Co., with William
Brand, William Naumburg, Jr.,
and Chicago representative Earl
W. Brinson, showing oil tubing,

saturated sleeving, mica films,
varnished cambric, insulation ma-
tERIals, 50 m a5 B a3 Booth 4

Breez-Electric Corp., with Prentiss
Cleaves, vice-pres. and sales man-
ager, showing windcharger eguip-
ment ,tessatsdsErtess Booth 10

Biuno Laboratories, Inc.,, with W, A,
Bruno, president, and Paul von
Kunits, chief engineer, showing
microphones and accessories.

Booth 3

Brush Development Co., with W. H.
St. Clair, sales manager, and John
Altmayer, advertising manager,
showing crystal microphones, vi-
bration pickups, c¢rystal head-
phones, oscilloscope units, trans-
flters ceesnwwsobhsam i Booth 935

Bud Radio, Inc., with Max L. Haas,
sales manager, G. E. Grostick, en-
gineering dept., and N. Spitz, sales
dept., showing test servicing tools,
variable condensers, miscellaneous
parts and hardware ... .Booth 78

Burton-Rogers Co., with V. 8. Church
and C. W. Burton, sales manager,
showing meters, test equipment
and aerialS .5 aiad b Booth 31

Allen D. Cardwell Mfg. Co., with R.
L. Morehouse, general sales man-
ager, showing air, oil, and dual
transmitting condensers. Free
catalog .............. Booth 93

Carron Mfg. Co., with Charles S.
Linell, Hugh A. Howell and Jerome
Prince, showing universal types of
RF, antenna, oscillator and pre-
selector coils, ete....... Booth 66

Centralab, with H. E. Osmun, vice-
pres. and sales manager, W. S.
Parsons, asst. sales manager, and
W. H. Fritz, showing volume con-
trols, tone controls, fixed resistors,
suppressors, wave-change switches
and switeh kits. . Booths 124 & 125

(Continued on page 51)

Leslie F. Muter is RMA president and
in Muter Co.’s Booth No. 129.

Radio Today
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Webster Electri -

THE WORLD’'S FINEST
SOUND EQUIPMENT  §
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A NEW LINE OF SUPERLATIVE QUALITY
THAT WILL COMMAND A PRICE— ASSURE
A GOOD PROFIT—ESTABLISH YOU AS
“SOUND” HEADQUARTERS

WHENEVER YOU SEE OR

HEAR THE NAME “WEBSTER"

LOOK FOR THIS MARK » » » » »
IT IDENTIFIES THE PROD-

UCTS OF THE —

WEBSTER ELECTRIC COMPANY * RACINE - WIS., EXPORT: 100 VARICK ST., NEW YORK CITY - ESTABLISHED 1909
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FEATURES

New streamline design in
Silver, Black and Red which
will permit attractive window,
counter and shelf display . .

Visual Output Overload Indi-
CAtOr w = 5 G %5 @ & b ® g o s =

New escutcheon design pro-
viding open view graduation
marks which greatly facili-
tateoperation . « . . . . . .

Extremely compact, fully'en-
closed housing which protects
against damage, dust and
dirt w ¢'5 s v um 5w o

Input mixing facilities for two
and three positions . . . . .

Stabilized performance char-
acteristics « + v ¢ ¢ @ @ .0

High level mixing controls. .

Dual acting attenuating type
tonecontrol . . .. . ¢ ..

Variable output impedance
arrangement . « .. . o« o ..

Accessible ‘B’ supply tap for
remotecontrol. . . . . . . .

Convenient Plug-in recep-
tacles . . . .00 000w e

Oversize transformers and
components assure a wide
margin of safety

"'WEBSTER




ebster Electric now offers the
ade a complete line of Sound
quipment in compact, two-tone,
rearnline housings which definite-

convey the impression of the
perlative quality that has always
een characteristic of, and associ-
ated with, the name WEBSTER
ELECTRIC. A complete range of
sizes from 5 to50wattsis available.
Four chassis accommodate the com-
plete range of wattages, including
the new Four-Position Mixer.

The compactness and beauty greatly simplify
handling and display. Each system is complete
with necessary microphones and carrying cases to
match. Speakers are also housed in matched cases.

The line also includes a new two-tone Phono-
graph Unit. Its beauty aloneé will create a strong
demand. Its performance exceeds that of any
previous model and completely outstrips compe-
tition both in appearance and performance.

Distributors, jobbers, dealers, sound service
men can now meet practically every demand for

Sit Down Right Now and fill in this coupon.
Get all the facts about this new line as well as
all the details about Teletalk—the inter-com-
municating system that is sweeping the country.
Take advantage of the intensive Webster Elec-
tric merchandising program that is built to sup:
port your sales efforts.

WEBSTER

Spells ,Q&wz&&}

3sign * Quality Performance assures you

leadership in the profitable sound market

quality Sound Equipment right off
their shelves. Think what this
means in simplified selling, in easy
demonstration, in quick installa-
tion, in rapid turn-over and conse-
quent larger net profits!

The market for sound equipment
is increasing by leaps and bounds.
Aggressive, merchandising-minded
distributors and dealers who stock
this new line are going to get their
share of this rapidly expanding
market. Webster Electric provides
you with the highest quality. Webster Electric
Sound Equipment will accord you leadership, com-
mand a price, assure a profit.

Read the list of features at the left. They tell -

the story of the selling points embodied in this
new equipment. Compare the features listed here
with any other equipment you can buy and your
choice will be WEBSTER ELECTRIC.

Webster Electric Sound Systems are licensed by agreement
with Electric Research Products, Inc., under patents owned
by Western Electric Company, Inc., and American Telephone
and Telegraph Company, Inc.

Visit Booths No. 25 & 26, National Radio Parts Trade Show, Exhibition Hali, Stevens
Hotel, June 10th to 13th inclusive. Visit the Webster Electric Demonstrating Rooms.

WEBSTER ELECTRIC COMPANY,
Racine, Wisconsin, U. S. A,

Gentlemen:

Please send me complete technical and merchandising data re-
garding the new Webster Electric Sound Equipment [ | Webster
Electric Teletalk [ ] Please check.
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“Teletal

REG. U. 5. PAT, OFFICE

—the inter-
communication
system that is

Out-Selling All Competition!

@® This is the Non-Selective Teletalk. It 1s
an integral part of models T, MT and HMT.
and MIS.

® The big market for inter-communication sys-
tems which Webster Electric is creating demands a
broader scope of service than that prowded by the
ordinary communication system.

Only Teletalk gives you the range of combina-
tions which the market requires!

Only Teletalk gives you the tone quality and the
features which are being demanded!

Only Teletalk is being merchandised through
the mediums which
reach the ultimate buy-
ers— the mediums
which actually create a
demand for you!

Only Teletalk (of all
the new-type systems)

® This 1s the 6 WB Speaker-
Microphone which is a part of all
combinations in which the letter
‘*‘M" appears in the model
number,

® This is the Selective Teletalk. This unit
is in the following models: §, MS, HMS

1ele‘[a]l<

® This i1s the Confidential Teletalk. It forms
part of the combinations in models CT,
CMT, CMS and CHMS.

is in the movies, on the desks of State. County,
Municipal officials: in use by some of the best
known department stores, offices of nationally
known business institutions and manufacturing
plants;in hospitals, on farms and large estates and
in the homes of well-known people.

Only Teletalk is meeting specific inter-com-
munication requirements and is keeping abreast
of this demand. Only Teletalk 1s leadlng the field!

Use the coupon on
the back of this page.
Find out how you, too,
can cash in on Webster
Electric Teletalk leader-
ship, quality and mer-
chandising!

® This is the 10 WB Speaker-
Microphone specially designed .
for industrial use. It 1s employed
in all models in which the letter
“H'"' appears.

DO YOU

REG. U. S. PAT. OFFICE |g‘

GET ALL INTER-COMMUNICATION COMBINATIONS

W‘EBSTER ELECTRIC COMPANY + RACINE - WIS., EXPORT:

100 VARICK ST., NEW YORK CITY - ESTABLISHED 1909
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Simply mount your Model "772” Analyzer in this handsome, combi-
nation carrying case along with the matched Model “773” Fube
Checker, and you have the most modern, up-to-the-minute servic-
ing unit available. Model “773” represents the last word in tube
checkers . . . in design . . . in operating characteristics . . . in sim-
plicity and dependability! Butif you don’t own Model “772™. .. pur-

ey mag

chase the complete unit (Model “7757 sERvISET). Be set (or better

business in the active season ahead . . . he able to service sound
movies, I>. A. systems, electronic circuits and television, as well as all Remember . ..
receivers. Have a servicing unit that will enable you to get the WESTON Instruments can be
profits from all these sources . . . and one that will remain service- purchased under the wEsTON L’
able and dependable for years to come. Be sure to get complete INVESTMENT PLAN. s
information. Return the coupon. e
7’
2
z WESTON
Here is Model “773" ’ ELECTRICAL
Model “773” also Tube Cbecker in tbe ” INSTRUMENT
is available for polisbed, solid-wood, o CORFORATION
counter use in this individual carrying # 597 Frelinghuysen Avente,
striking, polisbed. case. Send cou- // Newark, New Jersey
solid-wood case. pon for full 7 Send data on Models 773,
Note the new details. // and 775 combination.
WESTON Reotator- e
Type Tube Chart. rd NAME
You “spot™ your ,’
tube instantly. i
A ADDRESS -
Charts easily re- //
placeable. . 7/
P CITY. . STATE
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RADIO PARTS MANUFACTURERS NATIONAL TRADE SHOW —l

‘Don’t let those tube
profits get away from
you. Sell dependable
Sylvanias . . . 1}

te I

An insnallation kickback, be-
cause of a defective or poorly-
functioning tube,is bad business
in more ways than one. It puts
your customer in a bad frame
of mind... it mars the sale you
have so carefully made . . .and
it might interfereseriously with
future business volume. All
this, in addition to the fact that
a replaced tube means a lost
profit all by itself.

No service mdn or dealer can
afford to compromise with tube
quality —ever. From time to
time, you may be able to buy
tubes cheaper — but they are
likely to be cheaper tubes, that
will end by cheapening your
reputation. Sylvania has a
“single standard” of quality.

If you want to rid your busi-
ness of “tube replacement
trouble” — sell Sylvanias.
They’re a profitable line to
carry—and the profits stick with
you. For complete sales and
technical information, write to

o

| [ the Hygrade Sylvania Corp.,
i ,"' ' Emporium, Pa.
! THE SET-TESTED
, RADIO TUBE
|
|
1l 40 Radio Today
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Booth 84

SPECIALISTS

in Resistance Units

.. . of more different types . ..
. . . in more different shapes . . .
... for more different applications. ..

. . . than those produced by any other manu-
facturer in the world. IRC engineering achieve-
ments have given the International Resistance
Company a position of international leadership!

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

INTERNATIONAL RESISTANCE COMPANY

" 401 NORTH BROAD STREET, PHILADELPHIA, PA.
Factories or Licensees in CANADA « ENGLAND . FRANCE . GERMANY . ITALY - DENMARK - AUSTRALIA

e
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é %aving watched the opening and closing of
so many Trade Shows in our 27 years, we can-
not help but reminisce about the show that

never ends at Corneil-Dubilier. Here at our .

great Sonth Plainfield plant, the stage is al-
ways sel ... a stage covering 33 acres . . . the
cast of more than 3,000 skilled workers is
hard at it year in and out . . . busily engaged
in the manufacture of more than 500,000
condenser units a day. It is only natnral
that our chest should swell with pride as we

review our part in the indusiry. Veterans in

- Chicago Convention (Booth 86).

MICA « DYKANOL o PAPER o WET AND DRY ELECTROLYTIC CAPACITORS

the condenser manufacturing business that
we are, we combine the wisdom of an old
stage-hand with the enthusiasm of youth.

. .

Upon this occasion, Cornell-Dubilier renews
its pledge for the continuance of its policy of
quality first—promp! and efficient service—
and square-shooting business tactics to all.

For complele customer satisfaction and ui-
most profits gel in on the C-D “show”. We
cordially invite you lo visit with us at the

Ao, M AT

LL DUBILIER CORPORATION

SOUTH PLAINF IELD ¢ NEW JERSEY

demand ”C’-D and you demand Dependability

Radio Today
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RADIO PARTS MANUFACTURERS NATIONAL TRADE SHOW

ed to their tube
profits by buying

RAYTHEON for cash. They know that it costs
at least 5% to handle merchandise on a “no-
investment” finance plan. They are handling
the highest quality tube and still putting
that 5% in the cash register. ASK YOUR
RAYTHEON JOBBER.

rRAYTHEON

445 Lake Shore Drive, Chicago, lllinois 420 Lexington Ave., New York N.Y.
555 Howard Street, San Francisco, Cal. 55 Chapel Street, Newton, Mass.

415 Peachtree Street, N. E., Atlanta, Ga.

AYTHEON
dealers are
business men who
know that 5% or
better can be add-

June. 1937 43




CHICAGO
June 10-13

Booth 36 T“

]g‘ RADIO PARTS MANUFACTURERS NATIONAL TRADE SHOW

=y 4
ST I T

APERITE =4 VELOCITY

The remarkable success ot the Amperite Velocity
is the result of Amperite’s P.A. Policy-to give P.A.
Men the finest possible microphones at prices no
higher than what they would pay for other mikes.
A letter from Ridley’s P.A. Systems is typical of
the general response of the P.A. industry. 1t says:
“Your Velocily is the finest type of microphone I
have ever used. . .. Please duplicate my order.”

You. too. will duplicate orders . .. improve installa-

tions . .. and enjoy better quality at a competitive

price by using Amperite Velocity Microphones.
There’s a model for every type of installation.

CONSULT YOUR JOBBER NOW!

RITE
0 LIST
very high
Perite  stand-
ch and music
0 peaks Flat
¢ range. Qutput,
elded Fitted with
nd swivel bracket.
ahms) with 8 [t of
RAH (2000 ohms) high
. with 12 ft. of cable

FREE

Id WINDOW DECAL adver-

e tising your Sound Service

Ouy, Size 5%4x9Y%, finished in 4

uan;g . striking colots.

cluded WINDOW DISPLAY,

MODEL 7] ¢ 11x17 and....

71-H (2000 ;:h New illustrated bulletins.

— Write for these valuable
sales helps today.

O
Cable Address:
AMPERI TE @ 561 BROADWAY, N. Y. U.S.A. Aliom New Yok

* 5939239279
12239233994 |
39299399999 [§

g‘;z ”1111 2314
2591
205 239

y BT
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The Best BUYY Are Made For Gash!

It costs a distributor or a dealer at least 5% to sell and handle tubes on any of the
“‘no investment’’ finance plans. You, the dealer, have to pay this 5% or more ... The
depression is over and depression methods of doing business are rapidly becoming
obsolete. That is why increasing thousands of dealers and service men are saving
money and getting the highest quality tube by buying RAYTHEONS on regular
terms, ASK YOUR RAYTHEON JOBBER.

445 Lake Share Drive, Chicago, llinais 420 Lexington Ave., New York N_Y.
555 Howard Street, San Francisco, Cal. 55 Chapel Street, Newton, Mass.

415 Peachtree Street, N. E., Atlanta, Ga.
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| § 12 CONSECUTIVE MONTHS OF
I - UNINTERRUPTED SALES INCREASE

In rapidly increasing numbers, Servicemen are turning to Utah as a source of
{ supply for replacement parts, that is dependable in quality and service. This accep-
! I l tance is reflected in Utah's Jobber Sales, which show a phenomenal and unbroken
record of increase for a solid year—incontrovertible proof of the “swing to Utah.”

| : What does it mean? It means that Utah’s high standards of quality are meeting
l T O I N s U R E recognition among servicemen everywhere—and who should be a better judge than
} | : these men with first hand knowledge of Utah’s inherent economy and quality?

C U S T O M E R Join the “swing to Utah”—you’ll be repaid with greater customer satisfaction.

' SATISFACTION

Every Utah part is accurately

engineered and precision -

built to do its slleciﬂ.(- job

:’f‘;‘e‘eré‘tl:ll‘:l"":ll.:lerte:““\‘\":lel::el:"e); A complete line of speakers of every type,

possible — they make Your ! r y precision-engineered and precision-built to

job more satisfuetory and ] - v AL - -

o rcustomasrs BapnTer: Utah’s standards, that have won universal
| recognition among service men, set-builders

K Chokes and the general public for quality of tone

Y Volume Controls and superlative performance. Send for eom-

[ ¥ Tone Controls plete Utah Spealker Catalog.

% Vibrators

% Resistors SEE THE UTAH DISPLAY AT BOOTH 69.70 AT THE NATIONAL RADIO PARTS SHOW!

* Plugs

Y Transformers

Y Jacks

¥ Jack Switches UTAH RADIO PRODUCTS CO.

Y Push Button Switches CHICAGO, ILLINOIS

{ TORONTO BUENOS AIRES
— . ONYARIO, CANADA . {UCOA RADIO PRODUCTS CORP.)

““16 'YEARS OF LEADERSHIP'"

46 Radio Today




The unlimited horizons of P. A. have fired the
imagination of the industry. It has grown apace

‘ with its mighty brother, Radio. and to that
growth — Lafayette has inexhaustibly contrib-
s 1 uted. Today. Lafayette offers the Sound Engi-
@ neer —theatre owner— bandsman — dance hall
operator — a line of P. A. systems as unlimited

“ in their applications, as they are unlimited in

profitmaking possibilities.
Look to LAFAYETTE for P. A. Unlimited.

THE MOST COMPLETE LINE OF P.A. EQUIPMENT IN THE WORLD

MODEL 245-A Price

5-8 WATT S‘l 433

AMPLIFIER

MODEL 103-A Price

15 WATT 52095

AMPLIFIER

MODEL 131-A Price
20 WATT 33100

AMPLIFIER

ND.264-A

MODEL 264.A Price
30 WATT 83825
AMPLIFIER
MODEL 342.P Price
5.8 WATT

PORTABLE 82 5 50

SYSTEM

Nﬂ 37 Z'p EOVB.ELT:SB'P Price
1 PORTABLE § 3950

SYSTEM

MODEL 367-P 5
20 WATT Tice.
PORTABLE 85975

SYSTEM

MODEL 372.P )
30 WATT Price

PORTABLE 87290

SYSTEM

MODEL 293.ADF Price
80 WATT $ 50
AMPLIFIER 59
%O&EAL 321-P Price
PORTABLE $ 50
SYSTEM for both

6 volts D.C, and
110 volis A.C,

MODEL 365.T Price
STUDIO MODEL ¢ 50
PORTAELE a0 ] ‘l 6
WATT SYSTEM

MODEL 148.A ,
CONVERTIBLE Price

AMPLIFIER for s 50
8 velis D.C. and 34
110 volts A.C.

MODEL 710-P — 40 WATT
FACSIMILI-TONE THEATRE
SYSTEM.

‘ 1 Price upeon request.
; NO.1030T
ND.148-A 2 MODEL 1030.T — 60 WATT
. > CO-ORDINATED SCHOOQL
SYSTEM.

Price upon request.

FREE CATALOGS colro'iow: ) toioun oemnon van s

WHOLESALE RADIO SERVICE [0 .«

Gentlemen: Please rush FREE Catalog No. 68—12F7 (]
Facsimili-Tone Theatre System Catalog No. T—12F7 [}

INATTE.. e - iy Sl . 7 o

NEW YORK, N.Y.qCHICAGO, ILL.

100 S1XTH AVEN UE 901 W. JACKSON BLVD. 430 W. PEACHTREE ST.,

P Vo (o TR S S RO Mol eSS -

BRONX, N, Y, NEWARK, N. J. JAMAICA,

® ® 90.08 -
542 E. FORDHAM RD. 219 CENTRAL AVE. 90 OSME.}&Q'EJJ,REET

|
1
E
ATLANTA, GA.|
]
|
I
1




ANNOUNCES

:

Style— striking ornamental value, plus exceptional
performance, characterizes this unique new Auto-
Top Aerial.

The graceful arrow-like shape suggests speed and
action—enhancing modern streamline design. The
Aerial of highly polished finish harmonizes with any
color.

Wide, semi-rounded strips give outstanding pick-up
power—clear reception any place, any time. Easy to
install—no holes to drill in top or cowl—eliminates
wheel static—one model fits all cars.

For Outstanding Performance

G i The Original
| Auto-Top Aerial

Full car length of wide, copper
bearing alloy strip gives une-
qualled pick-up power. Over-
s thetop mounting eliminates
wheel static—independ-
entof ground conditions—
efficient clear reception
any place—no holes in
top or cowl—the
choice of car own-
ers who want good
reception under all
conditions. Write
for literature.

48

" Didye Pt

New Portable Power Plant

Available in 6,
12, and 32 volt
D.C. models

A Big Step Forward
in Portable Power Plantse

For boats, trailers, camps, cottages! Gasoline-driven
generator makes electricity on the spot for lights,
charging batteries, operating tools, washing machines,
pumps, etc. Power take-off-pulley drives washing
machines and similar eguipment direct.

New design—ruggedly built for long, dependable
service—light weight for easy moving—push button
starting for convenience. Simple to operate-—uses
little gas. Hundreds of uses make a big market for this
efficient, portable power plant. Mail the coupon for
literature and prices.

—— -

T e
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SAAART WONEY LINE

GRUNOW for 1938 is a "natural”! A “natural” for sales...a
“natural” for profits! Imagine! Automatic Tuning at half com-
petitive prices in the 1938 Teledial! FOR THE FIRST TIME
... real, automatic tuning in table models! Europe Guarantced!
A price range from $24.95 to §159.95! And a choice of cab-
inets styled and finished in the finest furniture tradition! YES!
GRUNOW is thesmart money” line for1938. .. It’s nationally
advertised of course . . . It's priced to sell fast and show plenty
of profit. On this page and the next are a few GRUNOW
models for 1938 ... destined to be the most amazing values in
the whole history of radio retailing! So . . . be money ahead
with GRUNOW for 1938!

i  TABLE MODELS wyry,
2 | WO omATIC TG,
' 0TTOM PRICES 4475

N Aot i e ko o . JASOT256, i 0 pLENTY OF PROFrT/
L ]

ion, pol 3 J
Banjo type cabinet of matched walnut in straight, stump, striped, mottled and rot

— — S i

GRUNOW CONSOLES HAVE PLENTY OF "EYE APPEAL" [ SEE NEXT PAGE ) |




.~ GRUNOW CONSOLE No. 663 . . oy L .~ GRUNOW CONSOLE No. 1067 . . . A C.; 10 tubes; large 10

station “"Teledial” automatic tuning; All e ) station “"Teledial’ automatic tuning; All-wave; foreign, Amer-
ican, poli mateur.aviation broadcasts. Sizu:-l-d'hn;hle 3/16" ican, police, amateur, aviation broadcasts Size; 4015” high x
deep x 24%.7 wide. Cabinet: iental. half round and rotary 12147 x 2434" wide. Cabinet: Californfa, pin stripe and rotary

walnut. Has A.V C. *one control and 12-inch speaket, walnut. Has A.V C., tone control and 12.inch speaker.

GRUNOW CONSOLE No. 1091 . . . AC.; 10 tubes; “Super- GRUNOW CONSOLE No, 1181 . . . A C,; 11 tubes; "Super-
Teledial’* automatic tumng; All-wave; inreizn. American, Teledial” automatic tuming;, AN-wave; foreign, Amencan,
police, amateur, aviation broadcasts. Size; 417, high x 12347 police, amateur, aviation broadcasts. Size: 42147 higb x 134°
deepx 26" wide. Cabinct: matched stump, striped and pin stripe deep x 2613” wide. Cabinet: matched stump, crotch and stnped
walnut, This model has Automatic Frequency Control. walnut Inlays. This model has Automate Frequency Control.

GRUNOW CONSOLE MODEL No, 1185. .. A.C. ... 11 tubes; “Super-
Teledial” automatic tuning; 3 wave bands; All-wave; foreign, American,
police, amateur, aviation broadcasts; Size: 4234 x 1474” x 2814, Cabinet
French and stump walnut, crotch walnut borders, striped walnut inlay.

Super Teledial Models have Automatic Frequency Control.

FOR CATALOG OF COMPLETE
) ow UNE FOR 1938 /

G v N Also name of nearest GRUNOW distributor

... . Compare GRUNOW?’S prices . . . GRUNOW'S

merchandising PLUS. .. Get set tocash in on GRUNOW

national and local advertising helps! . . . Write today for

details on the line that will put you MONEY AHEAD ... The
GRUNOW Line for 19381

Rt 0%

GRUNOW CONSOLE No. 1081 . . . A.C.; 10 tubes; "Super=
Teledial”” automatic tuning; All-wave; forelgn. American,
police, amateur, aviation broadcasts, Size: 417 high x 123/16°
deep x 25%{" wide. Cabinet; matched stump, mottied and pin
stripe walnut. This model has Automatic Frequency Control.

GRUNOW CONSOLE No, 1183 . . . AC.; 11 tubes; “Super-
Teledial™” aummat‘ic‘ tuning; All-wq_ve; fore'ggn. Amencan,
police, amateur, avtation broadcasts. Size: 417 high, 134" deep,
264" wide. Cabinet: matched stump, crotch, French and rotary
walhut. This model has Automatic Frequency Control.

i

F Ly e
I 1338 T e

3ENERAL HOUSEHOLD UTILITIES COMPANY, CHICAGO, ILL.:MARION. |
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SHOW ROLL CALL

(From page 34)

Cinaudagraph Corp., with John S.
Hoyt, pres., D. P. O'Brien, sales
manager, H. H. Harwell, vice-pres.
and general manager, showing
SPEAKENS = mm due B ™m &&= Booth 19

Clarostat Mfg. Co., Inc., with Victor
Mucher and Edward Trefz, show-
ing volume and tome controls, T
pads, L pads, attenuators, ballast
tube and other type resistors.

Booth 120

Clough-Brengle Co., with Kendall
Clough, president, R. T. Brengle,
sec. and treas., R. L. Barr, general
sales manager, R. O. Lund, district
sales manager, and engineers Ches-
ter Hylkema, Harry Cooper, Parker
Wickham and John Wazny, show-
ing signal generators, frequency
modulators, cathode ray oscillo-
graphs, analyzers, voltmeters, ser-
vice laboratories, audio oscillators,
power level meters, etc..Booth 33

Continental Carbon, Inc., with F. G.
Benkelman, W. F. Kohring, J. W.
Jira, W. W. Boyd, showing in-
sulated resistors, condensers, sup-
pressors, carbon specialties, etc.

Booth 112

Continental Diamond Fibre Co., with
A. G. Rosnes, C. R. Jones, H. P.
Weldon and E. W. Scheuer, show-
ing dial materials, fabricated parts
and coi]l tubes ........ Booth 353

Continental Motors Corp., with D. A.
Andrews, F. E. Garner, and H. E.
Wilber, showing speakers, portable
power plants, and air cleaners.

Booth 30

Cornell Dubilier Corp., with Octave
Blake, president, Wm, Dubilier,
vice-pres., Leon A. Adelman, sales
and advertising manager, engi-
neers P.M. Deely and W. M. Bailey,
and others, showing radio con-
densers and industrial capacitors,

Booth 86

Crowe Name Plate & Mfg. Co., with
W. W. Barry, M. M, Lane, E, P.
Walley, H. C. Whitacre, W. L.
Rayner and J. L. Robinson, show-
ing panel controls.

Booths 92 & 93

Tobe Deutschmann Corp., with Tobe
C. Deutschmann, Arnold Deutsch-
mann, Mrs. Mae Strauss, C. W.
Mete~1f and Mort Heineman, show-
ing filterettes, condensers, service
instruments, automatic recorders
for frequency testing,

Booths 20 & 21

Drake Electric Works, Inc., with W,
A. Kuehl, presiient and treasurer,
George Feigel, vice-pres., and Roy
Sweet, showing electric soldering
irons ..... 5 il 6 s EeeeBooth 23

Hugh H. Eby, Inc., with A. H. Haak,
chief engineer, C. N. Wiltbank.
sales manager, and W, F. E.
Bomke, Chicago district manager,
showing parts, including photo-
electric cell equipment..Booth 85

June, 1937

Arthur Moss, a director of the Show,
is Solar's new sales manager.

Eddie Mfg. Co., with H. B, Wiggins,
president, showing dials, escutch-
eons, ete. «c.isoiuann Booth 11

Electrad Products of P. R. Mallory
& Co., Inc.,, with L. A, DeRosa,
chief engineer, showing resistors,
volume and tone controls, power
rheostats and attenuators. Free
catalog ....... o Booth 113

Electro-Acoustic Products Co., with
Frank Freimann, president, 1. M.
Sandwick, sales manager, R. H.
Dreisbach, chief engineer, L. R.
Conrath, field engineer, C. R.
Zoeller, sales dept., and A. E.
Hoover, Chicago manager, showing
and demonstrating sound equip-
ment. Inspection tours.

Booths 15, 16 & 17

Electro-Motive Mfg. Co., Inc., with
P. Lauter, E. W. Brinson, L. B.
Weyburn and V. Schoenberg, show-
ing condensers, resistors, sup-
pressors and attachment plugs.

Booth 13

Electronic Design Corp., with John S,
Meck, president, and Earl Peter-
sen, vice-pres., showing sound am-
PlIfiens =vemius reas~in e Booth 48-A

Electronic Laboratories, Inc., with
Norman Xevers, president, and
W. W. Garstang, showing vibra-
tODS A% hom. 900 .n +...Booth 32

Federal Microphone Stand Mfg. Co.,
Inc¢., with H. Mann, president, S.
Levine, eastern representative,
and H, Levine, western represen-
tative, showing microphone acces-
sories, stands, amplifier bases and
cases, covers and panels, metal
punches, etc. ........ Booth “C”

General Transformer Corp., with
Henry Shafer, sales manager, G.
McL. Cole, chief engineer, and
Conrad De Horn, engineer, show-
ing transmitters, amateur prod-
ucts, amplifiers and service parts

Booths 100 & 101

Edwin 1. Guthman & Co., Inc., with
E. I. Guthman, president, showing
COILS] ucnam @ male-oy - .. .Booth 106

Hallicrafters, Inc., with W. J. Hal-
ligan, president, R. W. Durst, sec-
retary, George Masilek, vice-pres.,
Karl Miles, chief engineer, J. L. A.
MecLaughlin, design engineer, Her-
bert Hartley, factory superinten-
dent, R. J. Higgins, service man-
ager, J. Frandreis, auditor, and
others, showing communication re-
ceivers ... ems Booths 82 & 83

Hammarlund Mfg. Co., showing vari-
able condensers, c¢oils, I.F. trans-
formers, trimming condensers, coil
forms and shields, tube sockets and
shields, and super-pro receiver.
Special ‘‘25th Year' display by
Lewis Winner, advertising man-
AEEL oW ST - - - o Fhene Booth 68

Hickock Electrical Instrument Co.,
with R. D. Hickok, Jr., general
manager, Robert Williams, sales
manager, J. R, Barnhart, engineer,
Walter A. Weiss, engineer, and
John M. Forshay, New York repre-
sentative, showing tube testers, set
testers, oscillographs, oscillators,
voltmeters, ete. . ...... Booth 130

Hygrade Sylvania Corp., with B. G.
Erskine, president, M. F. Balcom,
vice-president, R. M. Wise, chief
tube engineer, C. W. Shaw, tube
sales manager, P. S. Ellison, re-
newal tube sales manager, W. R.
Jones, commercial engineer, A. L.
Milk, Emporium sales supervisor,
R. P. Almy, western sales super-
visor, other execs E. A. Nickel, H.
G. Kronenwetter, E. T. Reid, R. S.
Merkle, J. M. DeVoe, and eight
territorial representatives, show-
ing tubes and new literature.

Booths 56 & 37

Indiana Steel Products Co., with A.
D. Plamondon, Jr., Dpresident
George Klein, managel, and Phil

(Continued next page)

A. A. Berard of Ward-Leonard, is the
Show Corp.’s vice-president, and will
show up at Booth 107.

ol




Ed Doyle, Triumph’s chief engineer,
interests himself in television equip.

Smith, eastern representative,
showing permanent magnets.
Booth 7

Insuline Corp., with 8. J. Spector.
president and sales manager, and
Walter Boyd, showing auto, servic-
ing, amateur parts and accessories.

Booth 2

International Resistance Co., with
Ernest Searing, president, Fred D.
Williams, viece-pres. and general
manager, and Dan Fairbanks, sales
manager, showing three types of
resistors, volume controls, sup-
pressors and resistor kits.

Booth 84

Jackson Electrical Instiument Co.,
with Paul F. Jackson, president,
G. M. Buchard, chief engineer, and
others, showing tube testers, os-
cillographs, oscillators and multi-
meters ......... Booths 76 & 77

Jefferson Eleetric Co., with J. A.
Bennan, president, A. E. Tregenza,
vice-pres. and general sales man-
ager, and R. Benson, advertising
manager, showing transformers.

Booth 116

Jensen Radio Mfg. Co., with Peter L.
Jensen, president, Thos. A. White,
sales manager, and others, show-
ing loudspeakers .Booths 33 & 54

E. ¥. Johnson Co., with E. F. John-
son and L. W. Qlander, chief en-
gineer, Bryon E. Hargrove, sales
and advertising manager, .and
others, showing transmitting con-
densers, voltage ratings. insula-
TioNS, ett. «i siblas o b Booth 63

Ken-Rad Tube & Lamp Corp., with
C.C. Mathews, sales manager, A. O.
Perlitz, sales promotion manager,
Ernest Kohler, commercial engi-
neer, Eugene Carrington, sales
representative, and George E. Phil-
lips, sales representative, showing
receiving tubes and test equip-
MERt maFan ha's e o) Booth 61

52

Kenyon Transformer Co., Inc., with
F. P, La Dieu Kenyon, president,
J. B. Carter, general sales man-
ager, Edward Allman, sales repre-
sentative, showing transformers,
amplifiers, phone transmitters, ete.

Booth 435

Kester Solder Co., with F. C. Engel-
hart, president, E. H, Williams,
vice-pres., P, C. Ripley, advertis-
ing and general sales manager,
showing solders, solder paste, sol-
der salts., etc........,,.Booth 1

Kraeuter & Co., Inc., with G H.
Beaudin, Sr., Chicago manager,
showing pliers and other mechan-
ies’ tools . .....,. ..., .Booth 37

Lenz Electric Mig. Co., with J. M.
Lenz, president, Philip C. Lensz,
vice-pres., and Raymond G. Zen-
der, sales engineer, showing wire
products, cords, cables, ete.

Booth 60

Magnavox €Co., with Richard A.
O’Connor, president, Stanley S.
Sondles, sales manager, and others;
showing condensers, speakers, P.A.
parts, ete. ...... Booths 15 & 16

P. R. Mallory & Co., Inc., with Ray
F., Sparrow, vice-pres., Howard W.
Sams, wholesale manger, Gordon
V. Peck, condenser manager, Harry
W. Gebhard, switech manager, M. U,
Nulsen, vibrator manager, P. New-
ton Cook, advertising manager,
and engineers G. W, Carpenter,
B. V. K. French, and I. M. Slater,
showing dry electrolytic con-
densers, auto radio vibrators, ree-
tifiers and battery chargers, vol-
ume controls, all wave switches,
jacks, jack switches and hardware.

Booths 89 & 90

Meissner Mfg. Co., with James T.

Watson, president, George U.
Rockey, vice-pres. and sales man-
ager, William Carduner, jobber
sales manager, and others, show-
ing coils, condensers, etc.

Booth 121

Micamold Products Corp., with E. B.
Tyler, sales manager, and assist-
ants, showing condensers, fixed and
variable resistors, and metal bal-
last tubes ............ Booth 98

Micarta Fabricators, Inc.,*with Harry
A. Olson, president, J. V. Park,
Perry Saiftler, E. R. Peel, B. B.
Steele, E. L. Ihle, W. W. Robin-
son, A. L. Sullivan and L. Nordlie,
showing tube sockets, dial light
sockets, terminal strips, screw ter-
minals, coil forms, etc,..Booth 99

J. W, Miller Co., with John W. Mil-
lion, Chicago representative, show-
ing RF coils, I.F. transformers,
RF chokes, line filter chokes, line
filters, and new catalog.

Booth 88R

Million Radio & Television Labora-
tories, with John W. Million, pres-
ident, showing tube testers, analyz-
ers, multimeters, oscillators, ete.

Booth S88L

The Muter Co., with Leslie F. Muter,
president, J. R. Scanlon, vice-pres.
and general sales manager, Fred
B. Stevens, A. A. Dailey, and others,
showing resistors, condensers, test
equipment, interference filters, bal-
lasts tubes, relays, switches, spir-
ashields, etc. ...... . Booth 129

National Co., Inc¢., with James Millen,
president, Arthur Lynch, New
York, Arthur Deutsch, Northwest
representative, L. A. Chambers,
Chicago, and E. P. Demarest, Cali-

COMPLETE PROGRAM OF FIFTH ANNUAL NATIONAL CONVENTION

Thursday, June 10th

7:30 PM.—“Radio Tomorrow"”—0. H.
‘Caldwell, Editor, Rapio Topay.

8:00 PM.—“Proven DMerchandising
Ideas that Will Boost Your Prof-
its”—*“Sandy” Cowan, Service.

8:30 P.M.—“Universal Coils”—Chas. S.
Linell, Carron Mfg. Company.

9:00 P.M.—“Psychology of Selling
Service”—J. P. Kennedy. Tri-
umph Mfg. Company.

Friday, June Tith

2:00 P.M.—“Crystal Devices in Radio
Service Field”"—J. A. Altmeyer,
Brush Development Co.

2:30 P.M.—“Recent Developments in
Crystal Mierophones and Phono-
graph Pickups”—Ralph P. Glover,
Shure Brothers.

3:00 P.M.—“New Developments in
Crystal Mierophone Cable”—N.
Hogenbirk, Belden Mfg. Company.

3:15 P.M.—Questions and Answers on
above tbree subjects.

3:30 P.M.—“The Development of Heavy
Duty Vibrators and Converters”
—W. W. Garstang, Elec¢tronie
Laboratories, Ine.

4:00 P.M.—*“Mutual Conductance Tube
Testers"—J. R. Barnhard, The
Hickok Electrical Instr. Co.

6:00 P.M.—Institute of Radio Engin-
éers’ Banquet. (The evening Pro-
gram will be under the auspices
of I. R. E.)

“Tubes”—Roger Wise, Chief En-
gineer, Hygrade Sylvania Corp.
“Instruments” — Kendall Clough,
Clough-Brengle Company.
“Receivers”—Speaker to be an-
nounced.

Saturday, June 12th

Saturday afternoon Program un-
der auspices of ARRL.

2:00 PM—“Amateur Transmitting
Tubes”—A. Anderson, Taylor
Tube Co.

2:30 P.M.—“Antennas and Antenna
Systems”"—Robert Wood, Galvin
Mfg. Corp.

3:00 P.M.—“Recent Research Develop-
ments on Ultra High Frequency
Problems”—Dave Elam, Mont-
gomery, Ward & Co.

3:30 P.M.—"“Modern Transmitter De-
sign’—Henry Argento, Raytheon
Production Corp.

Radio Today
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fornia, showing communication
equipment, both parts and com-
plete receivers ......... Booth B

National Union Radio Corp., with S.
W. Muldowny, board chairman, R.
M. Coburn, general sales manager,
J. H. Robinson, export manager,
G. E. DeNike, advertising manager,
R. H. Van Dusen, asst. sales man-
ager, J. J. Clune, New York rep-
resentative, 10 district managers
and others, using the theme “Plus
Profit for Radio Service Specialists
Through Better Service Equipment
and More of It”,Booths 104 & 105

Ohmite Mfg. Co., with D. T. Siegel,
president, R. S. Hill, radio sales
manager, J. S. Howe, chief engi-
neer, J. A. Greig, G. E. Gray, and
R. S. Laird, showing resistors,
switches, rheostats, etc. Booth 117

Operadio Mfg. Co., with J. McWil-
liams Stone, president and adver-
tising manager, Laurence A. King,
sales manager and others, showing
sound equipment ...... Booth 94

Oxford-Tartak Radio Corp., with J.
S. Gartner and C. R. Bluzat, show-
ing electro-dynamic and permanent
magnet dynamic speakers, public
address replacement models.

Booth 48

Park Metalware Co., Inc., with F. B.
Farrington and John O. Olsen,
showing radio and electrical dis-
plays, screwdrivers, nut drivers,
aerial connectors, wrench sets, etc.

Booth 9

Parris-Dunn Corp., with C. L. Parris,
president, and F. E. Brown, sales
manager, showing windchargers.

Booth 8

Pioneer Gen-E-Motor Corp., wnn L.
E. Bright, president, R. D. Wright,

H. A, Simms, Ben Golder, W, F.
Beck, and others, showing light
and power plants, battery chargers,
rotary converters, dynamotors, gen-
e-motors, ete. ......... Booth 359

Quam-Nichols Co., with James P.
Quam, I. B. Picard, T. S. Trzyna,
H. Sappenfield, M. Little, Jr., ana
F. E. Gore from the Chicago office;
representatives from New York,
Minneapolis, Seattle, San Fran-
cisco, Illinois, Los Angeles, Cleve-
land, Texas and Georgia, showing
speakers, auto aerials, antenna
KitS5 €0, se@ibi s oeswm 3 Booth 22

Radiart Corp., with L. K. Wildberg,
president, B. Thomas, M. J. Sha-
piro, K. C. Burcaw, showing vibra-
tors, vibrator checkers and auto
aerials meaae et bhag 8 Booth 55

Radio City Products Co., with F. H.
Ellinger, special sales representa-
tive, and M. Reiner, chief engii-
neer, showing assorted parts, fea-
turing oscillators and tube testers.

Booth 67

Radiotechnic Laboratories, with H
P. Manly, president, and J. M.
Haggard, showing tube test equip-
ment ........ et ) Booth 127

Raytheon Production Corp., with L,
K. DMarshall, president. P. T.
Weeks, chief engineer, E. S. Ttiedel,
general sales manager, David T.
Schultz, vice-pres. and general
manager, E, S, Dietrich and others,
showing tubes ........ Booth 91

RCA Mifg. Co.,, with G. K. Throeck-
morton, exec, vice-pres., Thomas
F. Joyce, advertising manager, and
Dave Finn, showing parts, tubes,
test and amateur equipment, etc.

Booths 38 & 39

Readrite Meter Works, with R. L.

INSTITUTE OF RADIO SERVICE MEN,

4:00 P.M.—“Amateur Receiver De
sign”—K. W. Miles, The Halli-
crafters, Inc.

4:30 P.M.—“Oscillographic Measure-
ments on Amateur Transmitter
and Receiver Equipment”—Floyd
Faucett, Supreme Instruments
Corp.

5:00 P.M.—"Scientific Method of Im-
proving Code Speed”—T. R. Me-
Elroy, National Code Champ.

8:00 P.M.—Installation of IRSM Offi-
cers—John T. Rose, presiding.

8:30 P.M.—“How to Choose Test In-
struments”—John S. Meck, Elec-
tronic Design Corp.

9:00 P.M.—"“A Technical Discussion of
Inter-office Communication Sys-
tems”—Robert Herzog, Service.

9:30 P.M.—"“Oscillographic Demonstra-
tion of New Developments in Re-
ceiver Circuits”—Chas. Herbst,
RCA Mfg. Co., Inec.

Sunday, June 13th

1:30 PM—“AC-DC Ballast Tube Re-
Claro-

stat Mfg. Co., Inec.
2:00 PM—*"Twenty Thousand Ohms
Per Volt Radio Testing Instru-

June; 1937

HOTEL STEVENS, CHICAGO

ments”’—O. J. Morelock, Weston
Electrical Instrument Corp.
:30 P.M.—"Auto Anfennas” — Neal
Bear, The Ward Products Corp.
3:00 PM.—“New Tube Developments”
—Walter Jones, Hygrade Syl-
vania Corp.
4:00 P.M.—“Practical Testing of Auto
Vibrators for Service Men’—I.
M. Slater, P. R. Mallory & Co.,
Inc.
4:30 PM—“Hum and Distortion Prob-
lems in Public Address Work ™ —
J. H. Kleker, Thordarson Elec.
Mfg. Co.

7:30 PAM.—"Noise In Volume Control
Circuits”"—W, H. Fritz, Centralab.
8:00 P.M.—"Speakers and Speaker
Systems” (Their proper selection
and application) — Austin Ell-
more, Utah Radio Products Co.
8:30 P.M.—"“Vacuum Tube Volt Meters
and Their Applications to Re-
ceiver Test Problems”—R. L.
Barr, Clough-Brengle Company.
9:00 P.M.—“Identification of Radio In-
terference Sources Including a
Demonstration of Both the Sounds
and Their Wave Forms”—C.
Metcalf, Tobe Deutschmann Corp.

(3

Charles E. Stahl, Arcturus exec., con-
cludes an agreement with Kyi- Tsmg
Chu, Chinese government official.

Triplett, ¥. E. Wenger, D. W.
Bowman, N. A. Triplett, B. W.
Heuvelman, J. T. Keeney and A.
R. Baker, showing test equipment.

Booth 123

John ¥. Rider, at the show in per-
son. showing trouble-shooter’s
manuals, auto radio manual, vol-
umes on alignment, servicing, etc,

Booth 34

The Rola Co., with B. A. Engholm,
president, and Leon Golder, sales
manager, showing loudspeakers.

Booth 30

shure DBros., with S, N. Shure, gen-
eral manager, E. L. Berman, sales
manager, and R, P. Glover, chief
engineer, showing microphones,
ecrystal phonograph pickups and
acoustic devices ..Booths 71 & 72

Simpson Klectric Co., with Ray R.
Simpson, president, Herbert Bern-
reuter, vice-pres. and chielf engi-
neer, and George H. Koch, sales
manager, showing tube testers, set
analyzers, milliammeters, signal
generators, panel instruments, etc.

Booth 109

Solar Mfg. Coip., with W. C. Harter,
Arthur Moss., Sylvan A, Wolin,
advertising manager, and 13 dis-
trict managers, showing condensers
and capacitor analyzers. Souvenirs.

Booth 73

Sprague Products Co., with Irving J.
Kahan, Chicago manager. and
Harry Kalker, sales manager,
showing condensers and featuring
interference subjects. Contest.

Booth 49

Standard Transformer Corp., with
Jerome J. Kahn, president, Everett
E. Gramer, vice-pres. in charge of
sales, Louis Gamache, development
engineer, Jimmy Wood, city sales-
man, Joe Ward, road salesman,
showing transformers. Souvenirs.

Booths 73 & 74

(Coutinued on nert page)
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John F. Rider will greet radio men
again from his booth No. 34.

Suprcme Instiuments Corp., with D.
N. Dulweber, president and sales
manager, Samuel C. Milbourne,
service engineer, Floyd Fausett,
chief engineer, Raymond Soward,
test engineer, and others, showing
oscilloscope models, test equip-
ment and accessories.

Booths 51 & 52

Technical Appliance Corp., with T.
Lundahl, sales manager, H, H.
Brown, treasurer, A. H. Bruning,
and L. A, Bauman, Chicago repre-
sentatives, showing antenna sys-
tems and kits, line filters, set
couplers and wave traps.

Booth 28I,

Thordarson Electrie Mfg. Co., with
C. P. Cushway, sales manager, and
Henry Johnson, advertising man-
agér, showing testing units.

Booth 128

Transducer Corp., with G. M. Gian-
nini, president, J. T. Kane, sales
manager, and E, Moxham, treas-

William W. Garstang, Electronic Labs’
vice-pres. and chief engineer, will be
found jn that firm’s Booth 32.

54

urer, showing dynamic micro-
phones and intercommunicators.
Booth 44

Transformer Corp. of America, with
Hubert L. Shortt, president, Harry
Berman, Chicago representative,
and others, showing amplifiers and
sound systems ....... ..Booth 6

Triad Mfg. Co., with H. H, Steinle,
director of sales, Edward Singer,
Chicago district manager, and
others, showing tubes ..Booth 102

Triplett Electrical Instrunent Co.,
with R. L. Triplett, F. E. Wegner,
N. A. Triplett, D. W. Bowman,
A. R. Baker, J. T. Keeney and B.
W. Heuvelman, showing test equip-
ment ......cc00000000 Booth 79

Triummph Mfg. Co., with J. J. Mc-
Carthy, president, Ed. Doyle, chief
engineer, J. P. Kennedy, sales
manager, and Phil Hoffman, pro-
duction manager, showing oscillo-
graphs and wobbulators, signal
generators, tube testers, voltme-
tersy ete. & ilan . ere s Booth 96

Turner Co., with R. L. Thompson,
chief engineer, and H, W, Johnson,

sales manager, showing crystal
mierophones, intercommunicators
and amplifiers ......... Booth 214

United Sound Engineering Co., with
H. M. Richardson, showing sound
system . .Booth “D"

United Transformer Corp., with S. L.
Baraf, sales manager and vice-
pres. and eight members of tech-
nical staff, showing transformers,
broadcast equipment, automatic
voltage controls, equalizer and fil-
ters, amateur line, amplifier kits,
etc. New bulletins. . ..Booth 126

Universal Controls, Inc., with Irving
P. Karlin, sales director, Emil
Gartner, sales manager, and others,
showing remote control equip-
ment; pre-assembling display a
feature ............. Booth *E"

Ttah Radio Products Co., with Ira J.
Owen, president, R, M. ZXaret,
sales-wholesale director, Austin
Ellmore, chief engineer, Edward
Barrett, chief vibrator engineer,
Malcolm Hume, sales engineer
equipment division, Oliver Read,
amateur equipment engineer, L. L,
Worner, wholesale sales division,
and Ray Hutmacher, wholesale di-
vision, showing speaker, vibrator
and amater transmitter equipment.
New catalog..... Booths 69 & 70

Ward Leonard Electric Co., with
Arthur Berard and J. R. Jones,
showing resistors, rheostats, relays,
and line voltage reducers.

Booth 107

Ward Produets Corp., with R. N.
Wiesenberger, president, and H.
Wiesenberger, advertising man-
ager, Neal Bear, John T. Rose,
H. E. Walton, J. J. Kay, Nat Laz-
arus, and Adolph Schwartz, show-
ing antennae ........... Booth 5

Earl Webber Co., with Earl N. Web-
ber, sales manager, R. M. Krueger
and Wm, Schlessinger, showing
service laboratory, vibrator ana-
lyzers, RF oscillators, tube testers,
oscillographs, radio analyzers.

Booth 119

.

Webster-Chicago, with John Erwood.

vice-pres.,, Joe Erwood, in cnarge
of design, R. M. Gray, eastern
sales manager, M. F, Klicpera,

western sales manager, G. J. Irv-
ing, sales promotion manager,
showing intercommunicators, port-
able and fixed public address sys-
tems, and accessories.

Booths 11+ & 115

Webster-Electric Co., with S. A, Loeb,
president, A. C. Kleckner, vice-
pres. and chief engineer, H. G.
Kobick, asst. to the president, R.
Ferda, sound equipment sales man-
ager, sales dept. members Whan,
Johnsen, Willlamson and engineers
Reeves, Daniels and Campbell,
showing sound equipment and in-
intercommunicators,

Booths 25 & 26

Weston Electrical Instrument Corp.,
with V. E. Jenkins, electronic sales
division manager, J. O. Morelock,
engineer, Paul Westhurg, Chicago
office manager, showing test equip-
ment| ... .. trn s e Booths 40 & 41

S. S. White Dental Mfg. Co., with
John C. Smack, assistant industrial
manager, and Vincent J. Gian-
grande, showing resistors and flex-
ible shafting. Aeroplane flying
stunt a feature......... Booth 87

Wincharger Corp., with W. W. Watts,
general sales manager, Mort Duff,
advertising manager, and others,
showing windcharger equipment.
New catalogs ........ Booth 14-A

Wirt Co., with Paul G. Duryea, sales
manager, R. F. Taylor, central di-
vision sales manager, and TLeon
Podolsky, chief research engineer,
showing resistors, volume con-

trols, tone controls, switches,
cores, voltage regulators, and cord
connectors ............ Booth 27

Wright-DeCoster, Inc., with D. H.
Wright, president, Raymond Du-
puy, vice-pres, and chief engineer,
D. W. DeCoster, treasurer, and D.
F. Tobias, New York representa-
tive, showing speakers and P.A.
accessories ........... Booth 58

Zenith Radio Corp., with Com-
mander E. F. McDonald, Jr., pres-
ident, Paul M. Bryant, president’s
assistant, E. A. Tracey, vice-pres.
in charge of sales, Edgar G. Herr-
mann, advertising manager, R. F.
Weinig, auto sales manager, and
others, showing parts and equip-
ment Booth “A”

 Annual convention of radio
servicemen and Radio Trade Show,
to be held in St. Paul, Minn., on
June 20, 21, and 22, will be spon-
sored by manufacturers’ representa-
tives handling radio parts, sound
and test equipment. There will be
a Johm Rider dinner and various
technical talks and clinics. Agents
actively involved in sponsorship in-
clude Merril Franklin, Fred Hill,
Jack Hedquist, Jack Heimann, Tex
Leonard, Mel Foster, Flint Harding,
Roland Borke, Fred Delaney, Dwight
Lindvorg, H. Hilderandt, and James
Pope.
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The center of attraction at the 1. R.S. M.
Convention will he the RCA hooth. See
thesedisplaysand meetyour friendsthere.

Surprises Await You!

Be Sure You Visit the RCA Booth at the I. R. S. M. Convention at Chicago

OU will be surprised at what

you see. There will be an ex-
tremely interesting display —a
physical representation of beam
power and pentode tubes in op-
eration ... In addition, there will
be an interesting presentation of
the famous RCA Check- -up —the
promotion which enables you to
sell more tubes, more service and
more parts, as well as many other
electrical appliances which you
stock. The RCA Check-up makes

sales prospects pay you for being
discovered!

You will also see dlspla}s fea-
turing the new RCA Magic Wave
Antenna, RCA Test Equipment,
Amateur Tubes, Amateur Re-
ceivers and Transmitters. An-
other feature will allow you to
“Look into the Future” via RCA
Television.

But be sure to see all these
things! You will find your time
well spent,

These RCA Technical Helps
will also be on display

Socket Layout Guide...RC-13 Radio
Tuhe Manual...Radio Service Tip
File...RCA Service Tip Packets...
RCA Pindex... RCA Service Engi-
neer’s Pencil ... RCA Cathode Ray
Tube Manual TS-2...RCA Air-Cooled
Transniitting Tube Types Listing ...
RCA Air-Cooled Transmitting Tube
Types Supplementary Listing . ..
Characteristic Chart of all Glass and
Metal Tubes...HB-3 Tuhe Handhook

RCA presents the " Magic Key'” every Sunday, R0 3P. M., E. D T., on NBC Biue Netuork

® Rediotzons

RCA Manvracruring Co., Inc., CAMDEN, N.J. e A SERVICE OF THE RADIO CORPORATION OF AMERICA
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NOW PRESENTING THE “REPS”

— manufacturers’ agents credited for work

— their position, their ideas, their future

* ANYOXNE who operates in the
radio trade will eventually run into
a gentleman called a “manufacturers’
representative.”

He belongs to a powerful section
of the industry which has rather
missed being glorified as a separate
factor. These representatives are
persons with a special job to do in
the production and distribution of
radio receivers and parts. They exist
in all branches of the trade. A good
slant on their functions, however,
may be had by an examination of
their position in the radio parts field,

As a group. they may be different
from sales managers employved by
radio parts makers, and they are
strictly not the same as district or
divisional representatives which those
firms use. The companies whom they
represent often name them “Eastern
sales manager” “West Coast sales
supervisor.” etc., but in many ecases
they are also representatives for sev-
eral non-competing lines,

National figures

There are between 350 aud 400
radio parts manufacturers’ represen-
tatives in the country, awd each one
of them may represent 3 to 6 com-
panies. The basic nature of their
work 18 to supply the needs of the
purchasing agents counceted with
radio reeeiver plants.

It is not often that the representa-
tive 1s associated with enough parts
companies to supply purchasing
agents with all the units involved iu
the assembly of a radio set. but le
does know the sources of supply for
all of them. To his client. the set
manufacturer, he thus becomes an
advisor on all problems of set con-
struetion.

In this capacity, he becomes a well
known specialist, who picks up data
from all branches of the trade. Tle
keeps up on all new engineering de-
velopuients so that his recommenda-
tions will be valid in terins of the
enrrent competitive situation among
ruakers of receivers. Ile watches the
movements of all parts manufac-
turers and intermrets them where
they will do the most good.

A few of the “reps” arc mixed un
in export activity. but in most cases
the parts people maintain their own
export departments.

56

Perry Saftler has a finger in much of
“The Representatives’ ” activity; he's
vice-president of the group.

Manufacturers’ representatives are
by no means aloof from the matter
of publiec acceptance, in spite of the
faet that they never deal with the
ultimate consumer. Those who as-
seinble =ets obviously have no reasun
for doing so uunless the sets will sell,
and the parts representative would
have no business unless he could
talk sales appeal. The consumer may
not identify the parts of a set by
trade names. but he learns which
ones perform best.

The average type of representa-
tive sells also to parts jobbers. Many
of them have a wide acquaintance

David Sonkin, New York “sales engi-
neer for manufacturers,” secretary-
treasurer of “The Representatives.”

among distributors, and offer them
complete service om parts stocks.
Ilowever, selling to wholesalers is
often done directly by those in the
employ of a single parts company.

Agent’s future

The remark has been made that
“the manufacturers’ representatives
of today are the advertising managers
and sales managers of tomorrow.”
It is true that these gents do have a
finger in the advertising programs
nsed by parts manufacturers. They
are often depended upon for expert
advice as to what media are preferred
by dealers.

Today many representatives are
working together in an organization
uow 2 years old called “The Repre-
sentatives.”  Membership of the
group has grown to 120; national of-
ficers are Earl Dietrich, president;
Perry Saftler, vice-president; Dave
Sonkin, secretary-treasurer. D. R.
Bittan is chairman of the member-
ship committee.

Courtesy stunt

Example of service to the industry
given by manufacturers’ agents in
the sponsorship of the “1937 Radio
Tndustries De TLuxe Special Train”
engaged to carry guests to the Na-
tional Parts Show at Chicago. This
stunt is credited to the joint auspices
of “The Representatives” and the
Sales Managers’ Club.

Mr. Saftler is chairman of the
special trahi comnittee. which in-
cludes, besides Mr. Bittan and Mr.
Dietrich: J. B. Price, New York
City; H. Gerber. Boston, Mass.; and
ITarry Segar. Buffalo. N. Y. Repre-
senting the Sales Managers’ Club
(X.Y.) was chairman Charles Golen-
paul, Brooklyn. N, Y.

EASTERN TRADE SHOW,
N. Y. 0CI. 13

* Arthur Berard and Arthur
Moss, vice-president and secretary-
treasurer, respectively. of the Radio
Parts Manufacturers National Trade
Show, in conference with the show
committee of the eastern division of
the Sales Managers Club, comprising
Charles Golenpaul, Paul Ellison, and
Walter Jablon, have unanimously
agreed to hold the 1937 New York
National Trade Show at Commerce
Hall in the Port of New York Au-
thority Building, and have designated
the Vietoria Hotel as Show and Con-
vention Headquarters. Oct. 1, 2 and
3 have been selected as the dates.

Radio Today




Find out what the

FAIRBANKS-MORSE
Radio Line has to offer you . . .

NOW READY * YOUR DISTRIBUTOR HAS THEM!

® Distributors who attended the Radio Convention at the Fairhanks-Morse
factory at Indianapolis recently acclaimed the new 1938 line the out-
standing receiver values on today’s market.

You'll say the same thing when you see this new line hecause then, and
then only, can you appreciate what this new line can mean to you, in
your territory.

It incorporates every desirahle feature found in any radio plus new
features found in no other. These features contribute to hetter performance.
They step salability "way up. They cbange shoppers into buyers. Tbere are
sales-closing models in every price bracket from $19.99 up. 24 models in
all and every one a leader—tbe model illustrated at right is No. 9AC4
incorporating automatic tuning and listing at $105.00 F. O. B. factory
witb antenna.

The Fairbanks-Morse dealer proposition is “‘ahoveboard.” Your invest-
ment is protected. There is no red tape . . . no mandatory requirements of

heavy financial investment. It takes only a few moments to get the whole
story—and it may prove the most profitable few minutes you ever spent.
Write Fairbanks, Morse & Co., Home Appliance Division, 2060 North-
western Avenue, Indianapolis, Indiana.

- st
e

TURRET SHIELDING

A sales-closing feature, developed and
introduced by Fairbanks-Morse, Tur-
ret Shielding closes more sales per
prospect for Fairbanks-Morse dealers
—hecause it is one of the reasons why
this radio has so much less of the pop-
ping and crackling noise tbat mars
foreign reception. Here’s extra value
and hetter performance that any pros-
pect immediately appreciates and
wWants,

TONE PROJECTOR

Anotber exclusive feature tbat gives
this radio new faithfulness and beauty
of tone. Like Turret Shielding it is a
sales clincber because prospects can
see what it is and bear whbart it does.
It is the Arst thbing tbat catches their
eye when you show them tbe hack of
tbe radio.

P Gty rmmxir-'q e L NV L g B
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AUTOMATIC TUNING

With true automatic frequency control. Pros-
pects want the greacer convenience and oper-
ating ease provided by the distinctive Fair-
banks-Morse Automatic Tuning Dial.

It works with the smoothness of a ratlroad
watch—becauseitis precision-buill. Aningen-
ious circuit makes this radio adiust itself to
the incoming signal of the station they want
to listen to. The automatic dial brings in their
favorite domestic programs with one flip of
the finger=—instantly, perfecty.

l-'— il o -—m—rm
THE MEN WHO SOLD FA'RBANKS MORSE RADIOS LAST YEAR KNOW
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“SHOE-LEATHER™ KINKS

— picking and training salesmen for summer selling

— qualities to consider when selecting outside crew

* “WE are selling higher priced
merchandise because we have quit
talking about price to both our out-
gide selling force, and to our cus-
tomers.” This is the trading-up pol-
icy of Missouri’s Electric Store, 1317
Grand Ave., Kansas City, Mo.

“The problem, as we emerge from
the past years of depression, as we
see it,” says C. E. Healy, sales man-
ager, “is one of forcing people into
the habit of thinking in terms of mer-
chandise and radio entertainment in-
stead of price.”

To accomplish this, he has begun
with the personnel of the outside sell-
ing force. The important thing is
that the new men have no knowledge
whatever of the selling game. Not
necessarily young men—older men are
proving valuable, provided they have
had no previous selling experience.

Any recent selling experience is
certain to mean that the salesman is
price-conscious, according to Mr.
Healey. His theory is that the only
possible way to eliminate that price-
consciousness is to begin with a clean
slate.

Having advertised for salesmen,
the matter of selection boils down to
those who have, first, no selling ex-
perience. But, personality, with an
enthusiasm to sell and aceept instruc-
tion, is the other requirement.

No mention of price is made dur-
ing the training period of these men
who are selected to represent this
firm.

“We believe in the merchandise we
have for sale; we honestly believe that
it works no hardship on people to buy
a $75 radio rather than a $29 one,”
says Mr. Healey. “We instill that
belief into the minds of our new men,
sending them out with an enthusiasm
backed by our own cnthusiasm in the
merchandise.”

They, in turn, are better equipped
to present the merits of the higher
priced merchandise (though in their
minds it is rather better merchandise)
to prospective buyers.

Users solicited first

With some 35,000 users’ names on
the store’s list, new men have the
way paved for replacement sales. Be-
ginning with this kind of sale, the
more simple one, the step toward find-
ing and selling new prospects is made
easier.
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Users are approached by the usual
method of inquiry as to satisfaction
of service. Openings quickly occur
for suggestions of a trial of a new
radio. The enthusiasm of the mer-
chandise-conscious salesman makes
the apologetic, but often sure resist-
ance, ‘But I can’t afford a better
radio” a simple matter to break down.
It is turned into, “How much, though.
are they?”

Commission or salary?

The salesman has been given to
understand that the merchandise 1is
of prime importance, and having had
no previous knowledge of selling, has
not questioned this method of train-
ing—has not rebelled against that
trading-up theory, without the stress-
ing of price.

He ecannot, therefore, sympathize,
in the manner of the price-conscious
salesman of the depression period,

BON'TS FOR SALESMEN

OFHensive qualities which interfere
with pleasing personality and
effective selling

Untidy appearance

Undue familiarity

Knocking ¢competitors

Knocking anybody

Boisterous entrance

Loud talking

Loose conversation

Too much slang

Laughing loudest at own jokes

Interrupting when others talk

Monopeolizing conversations

Rudeness to any one

Conspicuous apparel

Argumentative manner

Showing the other fellow up

Lack of attention when others talk

Impulsive contradicting

Extravagant claims

Spreading scandal or harmful gossip

Persistence that becomes insolence

Unwillingness to end a discussion that is
finished

Lack of respect for the achievements of
others

Sarcastic or unkind comments about the
conversations or opinions of others

Failure to bring some new helpful thought on
succeeding calls

with the harassed buyer. Rather,
does he make that prospective buyer
want the merchandise, forgetting
price. y

Neither does he know how much
commission he is going to make on
the sale. He only knows that the more
enthusiasm he can put into his ex-
planation of the merchandise, the
more sales he will make, with an in-
creasing income.

“When 2 man alms at a certain
amount each week, and is satisfied to
attain that amount in commission,”
says Mr. Healey, ‘his usefulness
ceases. He might as well be paid a
small regular salary with a stipulated
amount which must be done to eam
that salary.”

During the training process, after
a prospect has consented to the plac-
ing of a radio in the home, a member
of the firm makes the final call with
the salesman to help close the sale.
The salesman, of course, is permitted
to make the opening.

Later, back in the store, the entire
transaction is discussed. Any mis-
takes in analyzing the customer are
pointed out. In this way, the next
sale is made easier.

Once the salesmen are so trained
to be merchandise-conscious instead
of price-conscious, they can close
sales, knowing prices; knowing. too,
that price is of secondary considera-
tion!

“The new enthusiasm of these mer-
chandise-conscious salesmen is reflect-
ing itself in our customers,” says Mr.
Healey. “Telephone calls from them,
eagerly asking us to hurry the instal-
lation of better radios, prove the value
of the theory, a theory which is work-
able.”

Offensive qualities in salesmen
Another radio sales manager who
has had wide experience in hiring
men has made up a list of the objec-
tionable qualities in salesmen—char-
acteristics which can negative even
cood qualities the men may have.
Here is his list, reproduced on this
page, both as a reminder for the boss
in hiring, as to what kinds of men to
pass up, and as a memo for the sales-
man himself if he wants to study
what characteristics are interfering
with his most effective selling.
Interviews which end without im-
mediate sales should close with an
expression of confidence on the part
of the salesman, confidence in how
his line will stand up among others,
if the prospect intends to go shopping
about. Do not conceal your disap-
pointment at not making a sale,
though, as any prospect likes to feel
that it makes some difference to some-

body.

Radio Today
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PATENT APPLIED FOR

sk bution duning

Normal day-to-day enjoyment of radio in the average home now centers upon a limited number of
those stations which consistently afford the best programs and interference-free reproduction in a
particular locality.

It will be found that, in nearly every instance, not more than six such stations, and usually fewer, are
tuned in regularly and habitually. The six usually comprise those carrying the chain programs, a
local and possibly one or two others for which the listener has special preference.

In making it possible to tune any one of these six stations by merely pressing a button SPARTON has
achieved the ultimate, truly a revolutionary principle, in the normal use of a radio receiver. The
principle is simplicity itself. There are no moving parts but the button switch assemblies. The action
is instantaneous.

The six desired stations are pre-tuned by three trimmer type condensers, each. The push button switch
connects the proper set into the receiver circuit, at the same time releasing any other button from the
‘“in”’ position. Automatic frequency control circuits keep the station always in exact tune.

The trimmers are easily accessible without removing chassis or any parts. The desired stations are
“set-up’’ by adjusting the trimmmers with an ordinary screw driver, using the Viso-Glo tube of the set
as a guide for correct adjustment.

By skilled engineering and design, the Selectronne in no way restricts the band coverage and operation
of the radio set as a conventional, all-wave receiver.

The escutcheon carries tabs for station letters above the buttons which always remain in the same
position on the panel and hence the Selectronne can be used with eyes shut.

THE SPARKS-WITHINGTON COMPANY
AVAILABLE IMMEDIATELY Jackson, Michigan, U. S. A. AVAILABLE IMMEDIATELY
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DISC DEPARTMENT

Summer players important to

* PLAN FOR PORTABLES—
these are words that mean a great
deal to record merchandisers with
the coming of June days.

Investigation reveals that “in June
and July the sale of phonograph
equipment goes up, owing to the de-
mand for portables by vacationists
and the demand for coin-machine
phonographs which are installed in
roadside stands.”

Seasonal upswing in phonograph
equipment, of course, means a wider
market for records, and the phono-
graph buyers who interest the dealer
are the ones who invest in portables.
The record jobber has an important
hand in the coinnachine business,
but the dealer is concerned elsewhere.

Summer, 1937, offers excellent out-
door performance at a lower price in
point of record-playing gadgets.
Meanwhile the record companies de-
velop more skill in combining hit
tunes with popular artists, and the
combination 1s a happy one for the
man who has a disc department.

Attractive variety

There are eight leading manufac-
turers actively promoting the portable
instruments. One of them makes a
quality phonograph-radio combina-
tion, seven tubes, automatic record

$
=

=
=
o

record promotion

Nehlsen and Announcer

Engineer

Morrison of WLS, with their famous

Presto recording of the “Hindenburg”
crash,

changer, AC-DC, costing $174.50.
From there the prices range down-
ward to $16.50 for a straight electric
record-player, manual operation.

With such a string of gadgets
thrown into the summer market, the
record retailer ean go after all income
groups with “the outdoor angle.”
Wax has tdken its place among the
summer specialties,

Outdoor finish for radio as a summer appeal is illustrated here by an Ansley
radio-dynaphone, shown with other summer items at Wanamaker’s, New York.
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RECORDING NEWS EVENTS

* What big sales opportunities
dealers have in connection with re-
cording equipment was demonstrated
as a result of the Ilindenburg disas-
ter at Lakehurst, N. J. The business
of recording news events made its ap-
pearance as an important sales idea.

Two gents from the staff of WLS,
Chicago, were at the airport with
Presto equipment to make a record-
ing of the Hindenburg landing. Taken
by surprise when the ship burst into
flames, Engineer Charles Nehlsen and
Announcer Ierbert Morrison still
managed to transcribe a complete rec-
ord of all that happened. Resulting
disc had such great dramatic interest
that radio network and newsreel offi-
cials went after it instantly.

Incident indicates definitely that
dealers who stock recorders will find
considerable extra profit in making
and sclling records of local events.

SUMMER AUTOMATICS

* Automatic features of portable
phonograph-radio combinations make
a powerful sales argument in the “re-
laxation” atmosphere of vacation
months. according to M. Lehman, of
Port-O-Matic Corp., New York City.

“People in a vacation mood,” re-
marks Mr. Lehman, “want their port-
able instruments to be very easy to
operate. The fact that our Port-O-
Matic instruments will play 8 records
automatically and flick them out
through a ‘robot’ door has sold hun-
dreds of them on sight.”

Mr. Lehman has made provision for
ease In carrying and storing records
and fool-proof operation throughout.
Exterior finishes have been designed
in an appropriate mood. Reprodue-
tion quality has been carefully engi-
neered to provide “rich, beautiful
iones” for all locations,

Special prospects include college
students, those with country homes
or summer cabins, people who plan
cruises or outings, and those who live
in hotels or are otherwise on the move,
Al of these will fall for automatic
features because, although they are
record buyers, they are also radio fans
and are used to continuous musie.

HOME MOVIE PLUGS

% To be used in merchandising
Univex home movie cameras and pro-
jectors, Universal Camera Corp., 32
W. 23rd St, New York City, has is-
sued two booklets entitled, respec-
tively, “How to Take Home Movies”
and “How to Project Home Movies.”

These will be of interest to dealers
who are just starting into the business,
but are specially designed to be given
to the customer when he buys the
units.

Radio Today




THE TOWER

THE GREATER
THE POWER

IS APPROVED BY
14 LERDING RADIO
\| MANUFACTURERS

HY-TOWER CHARGER

WILL BE ON DISPLAY AT THE

NATIONAL TRADE SHOW
STEVENS HOTEL - BOOTH No. 8

HY-TOWER

MAKES 10 FOOT INSTALLATION

World's Best Wind-Driven
BATTERY CHARGER

BestwTl,

THE DUNN GOVERNING PRINCIPLE
permits the propeller to tilt back and “slip
the excess wind" relieving the tower of 690 Ibs.
of undue strain in 90 mile wind.

THE DUNN GOVERNING PRINCIPLE
requires only 3 simple working parts—con-
trasted with 25 to 70 parts in other chargers.

e THE DUNN GOVERNING PRINCIPLE
utitizes a positively controlled propeller, elim-
inating propeller breakage in scvere winds.

o THE DUNN GOVERNING PRINCIPLE
permits the use of a simple throwout collar,
that takes the propeller out of the wind when
batteries are fully charged, yet permits gen-
erator to motor in case of a short circuit.
e THE DUNN GOVERNING PRINCIPLE
takes all weight and controls off the propeller,
keeping it light and frec to run in the slightest
breeze.
@ THE DUNN PATENTED Automatic Turn-
table Brake makes the “slip the excess wind”

principle of governing, an erigineering success.
Keep charger always full face into the wind.

o THE DUNN fool-proof collector ring
has onlv two moving parts. No brushes;
nothing to wear out.

PARRIS-DUNN CORPORATION
" GLARINDA, 10WA

Dept. 31-B

Backed by Over 20 Years -of Successful
Manulacturing Experience
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THE DEALER SPEAKS

and ALL Set Manufacturers Listen!

In  another broad survey, Ruipr
Tobavy takes the temperature of the
merchandising fever. Dealers again
have an opportunity to register their
feelings in a mass-expression on the
principal selling problems of the retail
trade. The second annual merchandis-
ing stuly is under way.

Lines that sell! What are they !
Methods that work—and those that
won’t? Profits that are kept — and
profits that vanish? The dealer talks
frankly and the manufacturer pays
friendly attention.

As the dealer thinks, so he acts.
When we know how le thinks. it is
not difficult to forecast how he will aet.
When we know Liow he acts, we have
a good clue to the way he thinks.

Reduced to sununaries, these opin-
icns and actions form an excellent
basis for dealer and manufacturer to
work for their great mutual interest:
Better merchandising.

By contributing actual experience
to a study of this kind, dealers can
spotlight the main problems and help
in their solution. Thus they get a
powerful voice in the future plans and
policies of the manufacturers,

Quite naturally, the magazine that
makes this kind of a study is an im-
portant medium of contact between
the produeer and the merchandizer.

All dealers who sce the value of a
group-expression on matters of their
own selt-interest, are urged to answer
the accompanying questions as com-
pletely as possible. Rapio Topay is
mailing several thousand question-
naires direct to dealers. If you have
already received your copy, you nced
not use the form on this page.

Individual replies will not be pub-
lished. The editors assure cooperating
dealers that their answers will be kept
strictly confidential.

TEAR OUT ANSWER-FORM ON THIS LINE AND MAIL TO
RADIO TODAY, 480 LEXINGTON AVE, NEW YORK, N. Y.
What make of home set did you push last season ? PR ‘
What make of home set do you intend to push in the 1937 3:-1 smson" T
What new set appears to have the greatest improvements? ...
What set manufacturer gives you the greatest help or cooperation in:
Maintaining profits and preventing price cutting?......
Actual merchandising or promotion aids? ...

Servicing data?

Is interest in color increasing or decreasmrv? PR

Is interest in foreign reception increasing or decreasing?.
Is intercst in phono-radio combinations increasing or decreasing?
How do you rate the selling importance of : :

Tone?. v Styling 2

Manufacturer’s reputation?..

Tuning methods 2.
Price? o

What are the chief obstacles to adequate profits? ... e
What brands or makes of the following products do you carry in stock?

Home receivers?— ...
Auto radio?
Radio-phonographs?
Radio tubes?

Do you do your own servicing?

What brands or makes of the following service products do FOUu use:

Condensers? -——-
Volume controls?.
Set analyzers? ...

Your name? -

Firm name? ..

City and State?

“A” and “B” batteries? .-

Intercommumcgltmg systems?.
Phonograph records? ——

Resistors ?
Transformers?
Tube checkers? .




Says Dr. John W. Wingate, of New
York University's School of Retail-
ing : “Rapio Tobay 18 to be congratu-
lated on this first thorough-going at-
tempt to determine the operating
facts of radio selling in America.
Every radio merchant should compare
his operations with the figures of the
volume classification in which he be-
longs. There may be good reasons
why his own operating results should

“YARDSTICK

* LIFTED from our field of sell-
ing as it stands today, certain na-
tional averages for radio have been
written squarely across the merchan-
dising map.

Total sales equalling 100 per cent,
here’s what happened during the last
year, according to Rapio Tobav’s cost-
of-doing-business survey, reported last
month; analyzing the returns from
150 retail radio dealers:

Salary of owners 10.5%
Employees 8.1%
Rent 3.4%
Advertising 2.3%
Telephone, light, heat 2.4%
Free servicing, installation 1.9%
All other expenses 1.7%
Total expenses 30.39%
Cost of merchandise 58.0%
Net profit 11.9%

Stock turnover, per year 6.5 times

Exactly what these final figures
mean to the radio man can be ex-
plained from many different angles.

From E. A. Tracey, Zenith's vice-
president in charge of sales, comes
a lively comment on the results of
the investigation.

“I am very much interested in
your survey,” writes Mr. Tracey, “It
should be of real service to the dealer.

“Obviously, it is not only the duty
but should be the privilege of manu-
facturers to consider carefully the
adequacy of retail profits to cover
needed expenses.

“On this subject, it seems to we
that one of the expense variables that
can best be controlled by the manu-
facturers is the cost of repossession,
which, for many dealers, constitutes
a substantial figure either in dollars
or percentages. In my opinion, no

vary from the averuge, bul when his
figures are clearly out of line, he
should investigate. Comparisons such
as these do not effect a cure but they
are invaluable in diagnosing an ail-
ment,

“For example a radio dealer may
conclude that his stock turn s too
low and that this accounts for his
profils being less than the average of
stores in his volume range. Fe will

then cast aboul for ways and means
to realize the business on a lower
stock tnvestment.

“It is to be hoped that Rapto Topay
will undertake this survey annually
and that more and more stores can be
drawn into the averages. If the same
types of data can be made available
annually, the ground work will be laid
for a scientific analysis of the prob-
lems of the radio merchant.”

" OF RADIO EXPENSES

Explaining how averages of retail costs may lead to future profits

radio manufacturer can properly say
that his set is sold until it has reached
the ultimate consumer and the final
payment has been made; because, un-
til that time, the manufacturers’ en-
gineering, design and merchandising
policics are on trial so far as dealer
profits are concerned.

Lesson in policy

“Your survey clearly indicates that
increased volume sharply reduces the
percentage cost of various charges
such as rent, advertising, telephone,
salaries, etc., 8o, in a real sense, the
greatest contribution we can make to
the retailer is to so design our prod-
uct—to aceurately analyze the market
both as to design and price—in such
a manner as to:insure him a larger
share of the consumer’s dollar.

“Certainly that is our obligation
to any retailer who 1s willing to de-
vote a substantial part of his eapital
and sales effort to the promotion of
radio sales. Further, it should be
reasonable for him to expect absolute
protection so far as we are able to
deliver it, of his investment and
profit on time payment sales.

“In our estimation this is not too
big a job for any manufacturer to
deliver if his merchandising policies
are as sound as is possible in this
industry and if his determination to
properly control his sales and produe-
tion is sufficiently great.”

Further comment of an expert na-
ture was forthcoming from Parker Ii.

Ericksen, radio sales manager for
Fairbanks, Morse & Co.:

“May I say that Rapio Topay is to
be congratulated and the dealer or-
ganization of the TUnited States
should greatly appreciate your efforts
to present to them a clear, concise,
accurate analysis of the radio dealer’s
business.

“Tt seems to me that as a result of
your findings that free service during
the guarantee period was shown to
be so genuinely important, that this
should make the average aggressive
dealer realize that this is an item he
can reduce by the simple method of
using more care in making a more
thorough investigation before taking
on new lines.

Accurate analysis

“T was a little surprised at the
chart (page 11, May issue) entitled
‘Volume, Turnover and Payment
Methods” I had the feeling that
smaller dealers in the $10,000 to $20,-
000 bracket had a larger and faster
turnover. It secems to me that herein
lies an opportunity for the dealer to
exercise better judgment in buying
so that he realizes more frequent
turnover. This 1s something we con-
tinuously preach to our distributors,
urging them to pass the word along
to our radio dealers.”

Dr. J. W. Wingate, associate pro-
fessor of merchandising in New York
University’s School of Retailing,
Jooked the figures over and wrote
thoughtfully:

R

"RADIO TODAY'S” YARD-STICK OF RETAIL

Based on operating figures of 150 radic dealers

58 %

4
HA

MERCHANDISE COST

210 3|0

0
I




“The two basic indexes of healthy
operation of any store are (1) in-
creasing sales volume and (2) an
adequate net-profit percentage. Rablo
Tobay’s analysis of 1936 operation of
radio stores reveals that both these
conditions exist to a marked degree.
Sales were 31 per cent over the 1935
fizure and net profit averaged almost
12 per cent of sales. Both these re-
sults are well above the figure for
total retail trade, where tlie sales in-
crease was about 13 per cent and
profits probably less than 5 per cent.
Radio is riding the crest of the wave
of customer demand for the replen-
ishment of home furnishings and al-
lied goods—a demand that is likely to
continue for some time to come.

Dollar vs. unit increases

“There are certain dangers in the
situation, however, that should be
recognized by every radio merchant.
If the experience in allied fields is
true in radio, a considerable portion
of the sales increase may be attrib-
utable to the demand for better qual-
ity and higher-priced sets, and not to
a marked increase in unit sales. In
noting his healthy dollar sales in-
creases, the merchant may lose sight
of the fact that he may not be in-
creasing and may even be losing his
customers. A prosperity built simply
upon larger sales to a few customers
is unsound in that a sudden decline
in volume is always a very probable
contingency.

Expense example

“Again, dollar sales increases, ac-
companied by little increase in physi-
cal volume, lead to laxity in expense
control and undue expansion. This
survey shows total expenses for radio
stores of about 30 per cent in 1936,
a figure that compares closely to the
U. S. census figure for 1935 of 28.3
per cent for radio stores. With sales
volume increasing faster than unit
sales, stores should not be satisfied
unless the expense percentage is de-
creased somewhat in 1937. Not only
are many expenses fixed, but variable
expenses should increase more nearly
in proportion to the change in trans-
actions than to the change in sales.

“For example, expenses may be $30
to $100 in sales. Of the former fig-

SELLING COSTS IN RADIO

with annual sales totalling $3,000,000

SAMPLE STATEMENTS FROM 7 INDIVIDUAL DEALERS ANALYZED

Dealer A B C D E 3 G
Sales of radio in 1936 $1,000 $4,000 $7,500 $14,380 $18,500 $29,000 $6%,400
Co;:lgz merchandise in % of 66 55 60 56 56 51 48
Total expense in % of sales 26 40 19 42 33 23 45
Prc:!‘i’lluor:esales in % of 8 21 9 11 26 7
Turnover (times per year) 1.7 3 4.5 3.4 3 12 10
Installment biz, % of sales 20 50 45 65 Q0 90 92
ure, $10 may represent fixed cxpense small. When radio volume is less

and $20 variable expense. With a
dollar sales increase of 23 per cent
(to $123), unit sales may increase
only 15 per cent. A reasonable ex-
pense plan, then, is $30 plus 15 per
cent of the $20 variable expense fig-
ure, or a total of $33. With sales of
$125, the expense ratio would thus
be only 26.4 per cent compared to 30
per cent before. In practice, the cur-
rent demand of labor for a relatively
larger share of the income of indus-
try, plus the need to restore certain
functions and equipment curtailed
during the depression may result in
a somewhat larger expense plan than
this—but one still less than 30 per
cent.

“Another danger in the current
situation is that such a large portion
of radio volume is dependent upon
installment terms. On an average,
installment business is more than
half the total and in the larger stores
reporting it averages 84 per cent. If
prices continue to rise, merchants
will find installment financing more
and more burdensome for even with
an increase in the number of sets in
the hands of customers on install-
ment, the ecapital requirements will
be greater. There is already a ten-
dency in some stores to recognize this
danger, not by discouraging install-
ment buying, but by restricting some-
what the length of time over which
payments may be distributed. In
other words, an attempt is being made
to speed”up the turnover of install-
ment aécounts outstanding.

“The survey by Rapio Tobay re-
veals a number of other interesting
points. A sales volume in radio of
at least $5,000 a year would seem
necessary to insure a good showing.
Under this $5,000 figure, rent is out
of line and final profit is relatively

EMPLOYEES'SAL.I RENT

than $1,000 a year, the inefliciency of
small scale operation is particularly
apparent with a high expense ratio
and 2 low stock-turn fizure.

“The amount spent for advertising
scems rather low, particularly in viéw
of the fact that a good many of the
stores showed sales increases of over
100 per cent, even though the aver-
age was 34 per cent. It is quite pos-
sible that many of the reporting
stores could realize much greater sales
increases than they did by spending
more for promotions. If with $2 for
advertising, $100 in sales are realized,
it is quite likely that sales of $150
could be realized with $6 for adver-
tising. The advertising expense ra-
tio would now be 4 per cent but a
great deal more profit would be re-
alized due to the increased volume
and the fixed nature of many other
expenses.

Competition

“The figures of the survey reveal
further that radio stores operate on
a comparatively large gross margin—
from 40 to 45 per cent. Keen com-
petition, customer resistance to rising
prices, and the tendency on their
part to seek out ‘less than retail’
sources may reasonably be expected
to result in some decline in this gross
margin percentage, although not nec-
essarily in the dollar gross margin.

“Customers are going to ‘get wise’
to such price differences and may de-
velop resistance to so-called standard
prices. Many customers in metro-
politan centers are now seeking out
the cut-rate shops or making buying
connections through institutions or
brokers that will save them money.
Legitimate radio dealers should rec-
ognize this type of competition and
decide how best to meet it.”
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DEALERS SPORT NEW SELLING IDEAS

Summer session opens with proud efforts to deliver finer sets

USE THE SUN PORCH

* In the midst of the current
dealer activity in selling a second and
third set to the same customer, Junc-
tion Radio Service, Corona, L. I.
N. Y., has discovered an important
field for summer development.

H. Walin. of the Junction shop,
points out that hesides the hedrooms.
kitchens and dens which are steady
prospects for the extra sets, approach
of hot weather makes the sun porch
an additional spot where folks will
ueed reception. This speeial market
is of course for small sets, or port-
able ones, but they may often be sold
along with the main console, and the
whole idea is extremely attractive to
the thousands of householders who
are proud of their sun porches.

MOVIE CAMERAS FOR SUMMER
SELLING

* THome movies hit the radio busi-
ness as a first-rate specialty with sub-
stantial profit involved. A depart-
ment set up by radio dealers for this
supplementary merchandise requires
little room, and attracts traffie.

Example of what can be done in
this respect is found in the activity

of Universal Camera Corp., makers
of Univex equipment. In this case,
retail price for camera and projector
has been lowered as far as $25, which
puts the first investment figure within
reach of thousands of dealers.

Business involves no servicing
problems, as films are sent to con-
venient headquarters for processing.
Projectors are electrically driven, and
will handle other films (such as Pop-
eye, Mickey Mouse, etc.) hesides those
taken by the Univex owner. All
equipment has been simplified, and
has the henefit of a vigorous national
advertising campaign.

TRAILER PROSPECTS

* New trend toward merchandis-
ing by the trailer method appears to
give sound men an opening for more
biz. Edwin F. Laker, radio and sound
engineer, Baltimore, recently installed
a novel system for a big trailer car-
rying merchandise, “permitting the
salesman accompanying the unit to
talk to the audience gathered outside
and providing for the use of electrical
transcriptions which were a part of
the sales program.”

No matter what type of merchan-
dise is being hauled around, the
trailer needs a sound system. In Mr.

. 2y aeh s ”

- s o T

S Emle i RN ek ol
Rk AN A= R N

Car radio, plus a set for the trailer and an inter-phone, constitute the radio man’s
interest in equipment like this by Pinches Trailer Corp.
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Laker’s case his customer was the
May Oil Burner Corp., that company
having purchased a new 25-ft. stream-
lined trailer from the Auto Cruiser
Sales Corp.

TUBE WRINKLE
ON DEMONSTRATIONS

* Friendly but firm, the Russell
Radio Co., Indianapolis, Ind, featurcs
10-day home demonstration trials.
but insists that prospects must keep
and pay for the tubes involved. When
tube requircments are altered hecause
the patron switches to another set,
the salesman consents to adjustments,
of course.

Company’s sales manager, T. A.
Lrown, declares that the scheme loses
him no husiness that is worth while,
and that plan sulistantially cuts dem-
onstration costs.

HUBBY'S SALES NET
BONUS TO WIFE

* I. C. Doss, sales manager of
the JMidwest Radio Company, Fort
Wayne, Ind., not only keeps his sales-
men keyed up to a high selling piteh,
but also has the wives of his sales-
men working for him.

A short time ago salesmen of the
company found themselves in the
midst of a “Fashion Campaign!” Not
only did the title of the promotion
sound suspiciously feminine, hut the
men soon discovered that all honuses
on sales were to go to their wives.

At the heginning of the eampaign
the “women of the sales force” were
advised by letter that “they had been
appointed assistant sales managers.”
Each week they were to be notified of
the bonus forthcoming to them in the
form of so many dollars credit on the
leading department stores in the city.

The percentage of credit given per
$100 worth of radios sold increased
progressively as the sales mounted
until $1,000 in sales netted $15.25 in
credit for the wife. At the close of
the eampaign, some of the women re-
ceived as high as $45 in credit. Mr.
Doss estimates that business was at
least 15 per cent more than what it
would normally have been, and the
goodwill created among the women
was invaluable.

Radio Today




X-RAY SELLING

* E. B. Dare, South Bend., Ind,,
maintains a file of under-chassis pho-
tographs of current model sets. These
are used in competitive selling to al-
low the customer to see under “both”
chassis and realize that the extra
quantity of material employed in the
sets Mr. Dare is selling accounts for
the greater value and superior per-
formance of his sets.

“T don’t like to resort to this
method of selling,” says Mr. Dare,
“unless exaggerated and untrue
claims have been made for a competi-
tive set. However, it does help just
to use the photograph of our own re-
celvers rather than dismantle the re-
ceiver or carry around an open chassis
for inspection.”

HOSPITALITY WINDOW

* Crowds of interested persons
were attracted by a radio demonstra-
tion stunt used in the window of
Sachs Bros. department store,
N. Y. C. Using a series of radio-
bars, an attractive young lady ap-
peared in the window dressed as a
hostess, to demonstrate how easily
hospitality can be dispensed with
these radios.

Check-up revealed that the display
drew about 27 times the numnber of
pedestrians normally stopping to
look at a window. Success of the
stunt justified holding it over for a
week, after which Sachs managers
transferred it to a branch store, with
similar results.

FARMERS DOUBLED TUBE BUSINESS

* Bill Kidd, owner of the Kidd
Radio Store, Terre Haute, Ind., goes
out into the country and solicits
farmers for radio and tube business.

Kidd was able to induce many
farmers to replace their old, obsolete
sets with new radios. About 30 per
cent of the farmers he called on had
radio sets that were not in use. Most
of them were well able to have their
radios repaired, but had put it off,
waiting for some radio dealer with
Initiative to come after their business.

If the farmer was found interested
in having a demonstration of a new
radio, Kidd arranged to send a radio
out on trial, or made a definite ap-
pointment for the prospect to drop
into his store. A good many were
sufficiently interested to do this, and
a large proportion of them purchased
radios. Kidd’s tube business was
doubled after the rural selling cam-
paign.
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Sturdily built, Easy to load —simple to
opcrate. No complicated gadgets! Movies
that screen up to 34” x 24”, Only 8 mm.
movie camera at ;

this low price—

Here's the only motor-driven 8 mm.
projector under $26. Projects any 8 mm.

51498

film. 15 important features!
Written Guarantee.

A COMPLETE MOVIE
OUTFIT FOR $27.50

You can make people who never
before entered your store stop...
look ...and come in; for every-
body wants this sensational Uni-
veX Movie Outfit that takes and
shows theatre-quality sovies that
cost less than snapshots! Hun-
dreds of radio dealers all over
the country are promoting this
sensational movie outfit during the
warm weather lull in radic sales.

FASTEST SELLER! It's no wonder
that more UniveX Movie Cam-
eras and Projectors are being
sold than those of all other makes
combined! The reasons are
simple! For the first time a life-
time movie outfit can be obtained
for less than the usual cost of a
movie camera alone. In addition,
dynamic UniveX advertising is
appearing in over 30 national
magazines and in over 100 news-
papers— from coast to coast.

CASH IN!

The $27.50 outfit contains every-
thing a person needs to take and
show clear, sharp movies at less
cost than snapshots,

UniveX (Cine “8" Movie Camera $9.95

UniveX 8 mm. Projector . 14.95
Eveready Case for Camera . . 2.00
1 roll Univex Cine Film . . . .60

What hundreds of other dealers
are doing you can do, too! Get
complete details from your iob-
ber or write direct to Universal
Camera Corp., {World's Largest
Unit-Manufacturers of Cam-
eras) New York City.
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ATTRACTS VACATIONISTS

* Sales argument fizured out by
C. M. Grover, at the II. C. Bohack
auto stores in Bay Shore, Long Island,
N. Y. is that vacationists will get
their best contact with home activi-
ties through a good auto radio in-
stalled in their car. Ile tells his
prospects, too. that ecar radic is the
best possible way to keep up with the
news of the world without bothering
to have a newspaper mailed to iso-
lated spots.

Grover also points out that weather
reports and time signals are impor-
tant to vacationists, as well as to
anyone making a long drive. The
sales talk is positive in its insistence
that the broadeasters will certainly
take care of the needs of drivers hav-
ing their “month off,” if they will
only invest in a good car receiver.

KNOW YOUR BROADCASTS

* “Know your stations and the
broadcasts they carry,” says Reed R.
Smith, manager electrical appliances
in Wright’s, Ogden, Utah, “and it is
an easy matter to break down sales
resistance.”

Every radic demonstration in
Smith’s department has become an
almost sure-fire sale. Salesmen trained
to discover what type of radio enter-
tainment the customer likes and to
dial the proper station for that enter-
tainment, have turned the trick.

When a prospect begins to signalize
his interest by looking over different
sets in the department, salesman
takes the cue and engages himn in
conversation about radios and radio
entertainers. Music is usually the key
point. It soon comes out whether the
prospective customer is a “Wayne
King fan,” likes his melodies soft and
smooth; whether he prefers the torrid
tunes of Cab Calloway’s orchestra,
the swing jazz of Benny Goodman,
or the classical symphonies of Leo-
pold Stokowski., Perhaps he is a hill-
billy fan. At any rate, his likes and
dislikes are easily generalized and his
musical taste classified.

Next step calls into use the sales-
man’s knowledge of radio stations.
So familiar are salesmen in Wright’s
with the programs and time schedules
of stations accessible to Ogden that
they can immediately dial exactly the
type of musie the customer wants to
hear.

In this way, there is no “crabbing
the act” by music the prospect
wouldn’t listen to over any radio. He
hears the set being demonstrated un-
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der the most favorable conditions and
the result is usually a sale.

Few customers enjoy waiting while
a salesman thumbs through several
log books to pick up a station. That
makes it look hard; immediate “sales
resistance’® is the result. Salesman
station knowledge in Wright's ex-
tends to short-wave, police, and ama-
teur broadeasts. Thus, a mere flip of
the dial leaves an impression of
smooth and simple tuning.

DEMONSTRATION WRINKLE

* Display of auto radios on fancy
panels is all very well, says L. Block,
manager of Lightning Auto Stores,
Hackensack, N. J., but there’s noth-
ing like demonstrating the car re-
ceiver in its real setting.

To this end, four salesmen at the
store have each had a different make
set installed in their own cars, which
are kept parked near the store. Each
of these installations is up-to-the-
minute in every respect, and shows
off the matched controls as well as the
newest antenna facilities. Thus the
store is always ready to demonstrate
any model, actually in a car, in which
a prospect shows interest.

RADIOS ON MOVIE SCREENS

* Aany radio dealers are literally
putting radios into their loeal movies
in the merry scramble for favored
public acceptance of the new receiv-
ing sets.

Approximately 641 dealers this
year are using brief, talking motion

-

.’

Ultra modern Radio Shop opened by dealer S. B. Shellhorn, St. Petersburg, Fla,,
featuring colors black, ivory and green.

—_ - y \’
-lx:u@ AARID

picture films on their local theatre
screens to merchandise the new mod-
els, with their motion picture cam-
paigns supplementing their other
advertising media. This number
represents double the dealers using
theatre-screen advertising a year ago.

Zenith, Philco, Fairbanks-Morse
and Crosley all are “in the movies”
as a part of the sales program for
the new models. Brief, quick-chang-
ing scenes, aided by trick camera and
natural color effects are the back-
bone of film production series for
each radio.

DUMMY WINKS
AND PASSERS ENTER

* A winking dummy, a tall
wooden fellow who stands in front of
the Plane Radio Shop, Muncie, Ind.
(Middletown to you) proved the
store’s best salesman. Says E. M.
Minder, the robot’s master, “Many
people tell us they came into the store
because he attracted their attention.
Others say they know they have the
right place because they saw the man
out in front.”

The winking eye is caused by a
flasher which breaks the circuit to a
small electric lizht set in the eye
socket. The other eye also lights
but stares straight ahead. A loud-
speaker, connected to a set inside the
store door, i1s concealed on a shelf
behind the dummy’s stomach and cov-
ered by his shirt.

“We keep clean clothes on our
dummy and dress him to accord with
the season,” said Mr. Minder.

Radio Today
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KADETTE YEAR!

KADETTE has been hoarding its creative ability. At last
it is releasing the pent-up power of years of research.

Kadette now offers the public an entirely new concept of
radio value, performance and beauty!

A 10-TUBE AC

SUPERHETERODYNE FOR

19:

OTHER FEATURES: Model K1019—Illluminated gold-finish enclosed |
dial. ¢ Two bands including 49M. European. e New QAVC
circuit. o Full Electro-dynamic speaker. e Superb piano-finish

wood cabinet. o Size 16%” long x 9" high x 7% deep.

Gnd this— |

KADETTE’S biggest AC-DC seller — net models in every price bracket

now in improved dress at a new from $13.95 to $39.95.

lower price! All this in the face of rising costs!

A similar knock-out in wood cabi- Only Kadette can do it! !

KADETTE DIVISION
INTERNATIONAL RADIO CORPORATION

WILLIAMS STREET ANN ARBOR, MICHIGAN
Largest selection of molded plastic
cabinet modelsincoloreveroffered
—from $10.00 to $29.50. i
Introducing Crystalin —the new- ' L | |
est and most beautiful plastic. THE WORLD'S BEST VALUE '
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Model LF.
Chassis Peak

Continued from
May
RADIO TODAY

M ELBURN
23

MIDWEST*
5-35 AC-DC...

...4
11-37 AC—SDC
12-33. . .450
14-37., .456—RC
16-33. . .450
16-34. ..450—RC
16-35...456—RC
16-37. . .456—RC
18-35...456—RC
18-36. . .456—RC
18-37...456—RC
22-37. . .456—RC
24-36...45%—RC

MISSION
BELL*
““Aeronautic”

..-.465—-RC
....465—RC
. .456—RC

MONARCH*

523-G....465—R
558..,...456—R
633-G....
8l1l......465—R
6320. ..
4169-H.. .465—R

MONT.-WARD
See Airline

MOTOROLA#*

1 ..262—R
Golden Vmce
1936. ....262—R
1937..... 262—R

MOTOVOX

10-A
(Above 500). 175
10-E 1756

NC-101X. . . .456
NOBLITT-
SPARKS
See Arvin.
NORCO

4 Super...... 250

ODLSMOBILE*

262—R

393885. 262—R

105045, . .262—R

405046. . .262—R

405057. . .172—R

405062, . 1172—R

405063. . .172—R

980393 . . .262—R

980455, . .262—R

980459. . .262—R

982006. . .262—R

982007. . .262—R

982008. . .262—R
OZARKA

93 Battery .175

PACIFIC*
“Jackson Bell’”

. F. PEAKS

and

0LOR CODING

PART VI

Model IF.
Chassis Peak

PACIFIC
Radio Exchange
Spero Super. .175

PACKARD
BELL*

PAGKARD
RADIO CO.
4. ....235
Sy e 470
N e 235
24, 24C.0 011235
....... - Ael]
S 470
L e o 465
5T, Auto. .465
6T Auto. . ... 470
PACKARD
MOTOR CAR

12...........260
Custom 5113. 260
Customn 5114. 260
Deluxe PA3283
260
Deluxe 3801. .260

PR-16-CK . . .458
PR16-CKP.. .458
PRI16-CTS. . .458
PR-16-CTS-C 458
PRI6K.....458
PR16-KP. ...458

PEERLESS

See United
Reproducers.

PETER PAN

PHILCO#*
Complete  align-
ment instructions
for all Philco
models are availa-
ble at any Philco
distributor's
Parts and Service
Department.

PIERCE-
AIRO
See DeWald,

PIERCE-
ARROW

C—Condensers
R.M.A. color coded

R—Resistors
R.M.A. color coded

# —R.M.A. color coding
used throughout the set

*Indicates that the listings have been checked by the manufacturer.

Whenever

manufacturer’s

175
C157 C157A.175
C157B C157F

456,
AC Dragon 115
PLAZA MUSIC
5TS........456
6 TLW......176
7 Tuhe. .175
54900 anus e 456
L o1 - ik 175

PONTIAC*

544245, ,.262—R
544246...262—R
544267 .. .262—R
544268...262—R
980393. . .262—R
280455...262—R
980459. ..262—R
983506, . .262—R
983507. ..262—R

service notes

Model I.F.
Chas:is

PORT-0-
MATIC*
10 (1935 «... 175

0.. ....465—R

POSTAL
T tivsininsl75

PRECISION

RCA-VYICTOR*
(Radiola)
(Victor)

R3B.o...ovu

for complete

310
320 (Duo)

460—R
ACR-136.460—R
60—R

ACR-155.4
ACR-175.460—R
AVR-1....... 445
AVR-5A. .... 445
BC6-4....460—R
BC6-6....460—R
BC7-9....460—R
BT6-3....460—-R
BT6-5....460—R
BT6-10...460—R
BT7-8....460—R

..... 460—R
C6-12, .. .460—R
C76 -460—R
C7-14....460—R
C8-15....460—R
C8-17....460—R
C8- ..460—R
C8-19....460—R
Co4.....460—R
Co ...460—R
Cl11-1....460—R
C11-3....460—R
C13-2....4 R
C13-3....460—R

To be continued
in July
RADIO TODAY

'possible. it is recommended that reference be made to the
information on the set.

While every effort has been made to have this listing 100% ac-
curate, in a compilation of this magnitude, some errors are possible.
The editors will appreciate hearing o%

Caldwell-Clements, Inc. Not to be reprinted without written permission.

76

these mistakes. Copyright 1937 by

Acknowledgment is given to
Official Radio Service Handibook, Gernsback's Official
Radio Field Service Data, Hygrade

to the following additional sources of information:

‘Radio S

ervice Manuals,
Sylvania's Auto Redio Servicing & [ malhmcm, Natienal
Unuion’s Officiai Chart of Peak Frequencies, Rider's Perpetual Trouble Shooters Manual.

Bernsley’s
Ghirardi’s
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PRACTICAL ALIGNMENT OF A.F.C. CIRCUITS

A discussion of the numerous methods of adjusting AFC sets

* WIHILE some servicemen may
find automatic frequency control cir-
cuits 2 bit hard to understand at first,
the alignment of AFC circuits is
really quite simple.

Before tackling the adjustment of
an AFC diseriminator ecireuit the
serviceman should realize precisely

what AFC does in a set. Tts one and.

only funection is to correct for minor
inaccuracies (up to 7 or 15 KC) in
tuning. This is done by varying the
oscillator frequency of the set so that
the heterodyne produced by the modu-
lator-oseillator is exactly equal to the
I.T. frequency of the set.

The correction in tuning by AFC
is applied only to the oscillator of the
set. If the oscillator is at the correct
frequency to provide the right inter-
mediate frequency signal, then the
AFC cirenit has no correction to
perform.

Testing AFC operations

Herein is the test for correct op-
eration of an AFC circuit. If the
set dial is tuned for resonance with
the AFC switch off, and then the
switch turned on there should be no
difference in the signal received. 1f
the set can be detuned on the dial by
some 8 or 10 KC either side of reso-
nance with satisfactory reception, the
circuit is performing okay in this
respect. Finally the set should be
able to bring itself into proper reso-
nance when the dial is tuned to
within 8 or 10 KC of the proper dial
position. Some models may perform
up to 15 or more KC depending upon
the design.

LE INPUT)

If the radio doesn’t fulfill these re-
quirements on a station with mod-
erate signal strength, it is an indica-
tion that the AFC is not working
properly.

As in any other radio circuit, there
may be 101 different things that
could be causing trouble. Howerver,
this discussion will be limited solely
to ways of obtaining proper align-
ment of the AFC diseriminator, the
heart of the circuit.

Since the theory of the circuits
has been described in past numbers
of Rapto Topay (June, 1936, April
and May, 1937) it will be omitted.

Alignment using
discriminator voltage

TFirst of all the regular I.F. chan-
nel of the set should be aligned in
accordance with accepted procedure.
If the set is of the type using a com-
bination second detector and AFC
diseriminator, the discriminator 1s
first aligned in its specialized man-
ner and the remainder of the set
handled in the usual way. Naturally,
when the IF. channel is being
aligned, the AFC should be in the off
position.

When the discriminator is properly
adjusted and when signal exactly
equal to the IF. is fed to the dis-
criminator tube, zero voltage exists
across the discriminator load resist-
ances. If the IF. is not correct
either a positive or negative voltage
i1s produced by the discriminator cir-
cuit. If we have a sufficiently accu-
rate measuring device (and sensitive

DISCRIMINATOR

Simplified discriminator circuit. Usnally in practice the two rectifiers are combined
in one envelope
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as well) it should be an easy thing
to adjust the circuit for zero voltage.

That is just what is recommended
for the Westinghouse and American-
Bosch receivers. The signal genera-
tor is connected to the grid of the
LF. amplifier tube and the oscillator
adjusted to the proper I.T. frequency.
A 0-5 microammeter is then con-
nected across part of the ATC volt-
age divider circuit as shown in Fig. 1.
This meter thusly connected serves
as an extremely sensitive voltmeter.
The AFC control switeh should be in
the on position.

First of all the primary condenser
of the discriminator transformer is
adjusted for maximum output on the
meter. Next the secondary trimmer
is adjusted for zero reading on the
meter—which means that the voltage
output of the discriminator is zerc.
A vacuum-tube voltmeter, if avail-
able would serve just as well as the
microammeter.

The rest of the set is aligned as
usual with the AFC switch in the
off position.

Control tube as YT meter

In the 1316 Crosley set, the AFC
oscillator control tube is utilized as
a vacuum tube voltmeter for align-
ment purposes. With the oscillator
connected to the grid of the modula-
tor tube and tuned to the proper 1.F.
frequency, the primary discriminator
transformer is adjusted for minimum
output as indicated by the output
meter in the power stage. Next the
bias on the control tube is adjusted
to 4.8 volts by means of the variable
resistor.

A 0-5 milliammeter is then in-
serted in the cathode lead of the con-
trol tube where it functions as the
indicating element of a vacuum tube
voltmeter—see Fig. 2.

When the AFC control switch is
turned off the meter reading is noted.
Then the control switch is turned on
and meter reading again noted—the
secondary condenser is adjusted so that
the meter reads the same as with the
switch off. (False readings will be
apparent at maximum and minimum
settings of the condenser.) Since the
AFC voltage was zero in the off posi-
tion. the fact that the meter agaimn
indicates the same readinec in the on
position means that the discriminator
voltage is equal to zero. Zero voltage
is synonymous with proper alignment.

Radio Today




USIC, drama, news, laughter. .. mes-

sages across oceans and mountain
ranges...directions t0 mariners at sea...
whenever electric images of sound travel
through space, their passage has been facili-
tated by theresearchandtechnology of RCA.
Each individual phase of radio is repre-
sented by an RCA service that {s a special-
ist in that particular field. Each of these
services does better work in its own line for
the fact thaticfreely taps the knowledgeand
experience of all the other RCA services.
In this fast-moving radio age, merchants,
broadcasters, and advertisers who associate

their interests with RCA products or facili-
ties automatically participate in every
modern development of the radio art.

|| fortwoyears,or$3.50for threeyears, toU.S.and

RCA REVIEW

A quarterly of Radio Progress, and a source of
news and reference material of value to engi-
neers and laymen alike who wish to keep abreast
of progress in tadio and allied arts.

RCA Review now offers most attractive sub-
scription terms of $1.50 for one year,or $2.50

Canada;to other countries,add 35 cents peryear.

RCA INSTITUTES TECHNICAL PRESS
75 Varick Street, New York

RADIO CORPORATION OF AMERICA |
RCA Building, New York

Radiomarine Corporation of America « RCA Manufacturing Company, Inc. (RCA Victor products)
RCA Instrutes, Inc. . National Broadcasting Company . RCA Commurdications, Inc.

RCA PRESENTS THE “MAGIC KEY” EVERY SUNDAY, 2 TO 3 P. M, E.D.T.,ON COMPLETE NBC BLUE NETWORK
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PRACTICAL A.F.C. ALIGNMENT

(Continued from preceding page)

An alternative method is suggested
by Crosley wheu the aligniment is
only slightly inaccurate. First con-
nect the test oscillator to the first de-
tector grid and adjust for maximum
indication of the output meter (oscil-
lator at L.F. peak frequency). With-
out touching the oscillator, tuue in a
local broadecasting station adjusting
the receiver dial for zero beat. Then
turn on the AI'C control switch—if
the beat-note is less than 200 cycles
the aligniment is okay.

Beat-note adjustment

If the beat does not exceed 1000 or
1500 cycles adjust the diseriminator
secoudary condenser for zero beat.
The circuit is very critical and a
slight adjustment will produce a
great change iu beat-note.

With the Westinghouse receiver
the primary condenser was adjusted
for maximumn response on the meter
—in Crosley for minimum reading
on the output meter. This is not a
contradictory eondition as it seems at
first. In the Crosley circuit the AVC
as well as AFC is derived from the
diseriminator. When the voltage in
the diseriminator eireuit is maximum,
the AVC voltage is likewise greatest.
The preseuce of an AVC voltage re-
duces the sensitivity of the set—
hence the output meter reading will
drop,

In the G-E set the diseriminator
supplies AFC. AVC, and audio out-
put—but in this receiver the AVC is
not applied to the last LF. amplifier
stage. hence it does affect the follow-
mg procedure.

The signal generator is adjusted to
the I.F. frequency and connected to
the grid of the final LF. amplifier—
the primary condenser of the dis-
eriminator transformer is adjusted
for maximum reading on the ouiput
meter and secondary condenser for
mintmwm reading. This latter ad-
justment will be very broad. The
final adjustment is as follows:

Without changing the frequency
of the signal generator place the os-
cillator lead on the rubber insulation
of the converter grid lead and turn
off the AFC control switch. Increase
the signal generator output to make
the signal audible—then tune in a
broadeast station and carefully adjust
the dial of the set for zero beat. Then
turn on the AFC switch—and adjust
the secondary trimmer of the dis-
criminator for zero beat. When zero
beat is obtained the cirenit is prop-
erly aligned.

6H6
DISCRIMINATOR

0-5 MICROAMPS

Fig. 1. Meter connection for align-
ment of Westinghouse WR-315 set.

647
CONTROL TUBE

VOLTAGE

MILL IAMPS

Fig. 2. Crosley employs the control
tube as a vacuum tube voltmeter.

AVC.-sensitivity alignment
method

In the Phileo receiver the AVC
circuit is taken off the high poten-
tial side of the diseriminator primary.
This means that the AVC voltage
will be greatest when the primary cir-
cuit of the discriminator transformer
is in resonance.

With signal generator tuned to the
LF. peak and connected to the grid
of the converter tube through a .1
mfd. condenser. the primary trimmer
of the discriminator is adjusted for
mintmum reading on the output
meter connected between the plate
and cathode of the output stage. This
minimum is caused by the presence
of an AVC voltage which reduces the
sensitivity of the set.

Next the set is tuned to 1000 KC
as is the signal generator. With the
AFC switch off the set dial is tuned
for maximum output. Output of the
signal generator is set for maximum
voltage. Then the AFC is turned on
and the secondary condenser of the
diseriminator adjusted for merimum
output on the meter. If the indicat-
ing meter goes off scale turn dowm
the audio gain control of the receiver.

(Continued on page 110)
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RIGHT PLACE FOR CAR ANTENNA

— “‘on top’’ gets it as far as possible above chassis

il

— under-slung pick-ups giving way to top-side aerials

* NO question is more puzzling
to automobile designers today than
that of the proper location for the
auto-radio antenna.

Whether to put the antenna front,
top, or rear, is providing a continu-
ous headache for Detroit designers of
stream-lined cars, just as it baffles a
good many radio-receiver experts, as
well.

Until the late-1924 auto styles ap-
peared, there was no question—all
cars had nice big holes in their tops,
covered over with cloth or some kind
of fabric, and it was perfectly simple
and quite effective merely to bury
some wires Or screening in the top
between the outer covering and the
inner upholstery.

But the 1934 car styles changed the
picture completely when all-steel tops
came in. When they came in, the
old-style roof antenna had to get out
—or get no signals. Radio waves
can’t get through solid steel sheets.
Therefore, solid-steel top cars shortly
had to utilize antennas mounted un-
der their bodies. This went on for a
year or two. But eomplaints began
to develop.

Under-car trouble

Underneath a car isn’t exactly a
nice place to put a radio aerial, for
several reasons. In the first place.
ruts, ridges, and stones frequently
appear suddenly under cars and
smack any parts which project down-
ward very far. Secondly, calcium-
chloride dust-laying compounds, put
on the roads, soon found their way
into the under-slung antennas, pro-
ducing destructive corrosion which
destroyed the antenna’s efficiency.
And third—the wunder-car antenna
was so close to the brake mechanism
as to pick up tire-static, brake-static,
and interference from the moving
parts of the car.

An automobile antenna differs from
a house antenma in that no part of
the car antenna circuit has a solid
connection to earth, or ground. The
chassis is used as the so called
“ground” connection, but it actually
isn’t earthed. So we had better look
at this circuit as it really is, namely,
two conductors suspended in mid-air
(one the chassis, and one the installed
antenna). They complete their cir-
cuit through the receiver. to which

82

both are comnected, and so together
they pick up the signals.

The first important rule to note is
that the further apart these two con-
ductors are (chassis and antenna),
the more signal they can intercept
from traveling wave signals. In other
words, the further the antenna is
hung below the car away from the
chassis, the better it will be. Also
the further the chassis is lifted up in
the air away from the antenna, the
better the reception will be.

Separation

Next rule—the closer to the ground
either one of the conductors 1s placed,
the better the pickup will be. You
can’t very well put the chassis any
closer to the ground, but if you put
the antenna closer to the ground, it
will help. This is becaunse getting it
closer to the ground makes the whole
arrangement more like the house an-
tenna system, which has an actual
connection to ecarth. Of course, when
the antenna is put under the car, the
antenna acts like the ground because

ARD: E

Cal J. Zamoiski, president The Elec-
trifiers of Washington and Baltimore,
with Al Spears of Philco.

it is close to it, and the chassis is
really the aerial, but that doesn’t
make any difference.

Therefore, with the under-running
type of car-antenna, it helps in two
ways to put the antenna as low as
possible—first because it is farther
from the chassis, and second, it is
closer to the ground. The only re-
maining factor, in pickup ability, is
the size or area of the antenna. The
rule is simply, the bigger the better,
and a sufficiently good compromise is
two wires or rods under one running
board (but at least three or four
inches from it) although it is notice-
ably better to have wires under both
running boards. Insulated running
boards have proven useful.

Must be up

On the other hand, insulated bump-
ers, insulated tire covers, etc., ordi-
narily cannot be very good antennas
because they don’t satisfy either of
the above rules for good under-car
antennas—they are not spaced far
from the chassis and they are not
close to the ground. Also they are
shielded from radio signal waves by
the car body. Use of the front bumper
only, for example, gives practically
no pickup of signals from behind.

During the past year or so, increas-
ingly antennas are being put where
they belong, namely, on top, and they
arc being made appropriately good
looking. Tortunately, modern body
design. tendency lends itself grace-
fully to a rod rail over the center of
the top—in fact, most car-body de-
signers feel the need of something
down the center, and put on some
decorative stripe or metal strip. The
eventual body will probably have a
vertical stabilizing fin projecting
above the tail and top, and if this is
made of insulating material, rather
than of steel, an antenna wire can be
hidden in its top edge.

Chromium gleam

This logical top-of-car antenna ar-
rangement is now catching on rap-
idly and already commercial design-
ers are at work producing attractive
creations in chromium-plated rods
which add considerably to the car’s
appearance and style. It seems likely
even that the antenna on a car may
provide a suitable outlet for the car-
owner’s spirit of design or artistic
taste, and that antemna forms, if
equally effective electrically, may serve
as changeable style decorations, some-
thing like a man’s necktie or a wom-
an’s handbag. Some eager motorists
even ‘install the mew roof-top and
whip antennas when they have no
radio set inside!
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with SMASH/ING NEW FEATURES /
v DOUBLE PURPOSE RADIO . ..

The equivalent of two Radios for the price of one!

v RAD-0-FONE . . . . . .

A startling new exclusive Sentinel development of
interest to every farmer!

v REAL AUTOMATIC TUNING! R |

For the first time in Farm Radio!

VA Complete Line 2 volt, 6 velt and sztionzl Advertising to 6,000,000
32 volt models. Farm Homes.

VYout Choice of Wind Chargers, Gas. VNo “C'* Batteries required.
Engine Charger.

vComplete Dealer Merchandising

Plan.

vplug for Electric Lights on 6 volt G, [
Models. s |

VA Complere Line of AC Models. g g :
AND A HOST OF OTHER NEW SENTINEL FEATURES oot ||

AGAIN AT SENSIBLE PRIGES

THAT MEAN VOLUME SALES AND PROFITS FOR YOU.
“DON’T WAIT —WRITE IN TODAY FOR THE COMPLETE STORY"

: SENTINEL RADIO CORPORATION :
g 2222 Diversey Parkway, Chicago, Illinnis, Dept. RT6 -
8 Gentlemen: .
&1 ] Plcase rush me complete details of 1938 Sentinel karm Radio Line, &
. |
e I 7 Y | |
] | |
: T T b S R S : |
| ) 1
B Gt o e e aare- Stare. . ]

'.------.------------.-------llﬂﬂll-l]

“DON’T WAIT « WRITE IN TODAY FOR THE COMPLETE STORY” 'h
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WIRING TO RADIO SETS

— new Handbook of Interior Wiring provides for receivers
— built-in antennas and grounds recommended for homes

* JMORE than half a million new
dwellings will be built during 1937.
This represents an increase of 100
per cent above last year.

With new homes going up at sucl
a tremendous pace, it becomes uspe-
cially important right now to have
these homes properly equipped for
radio service. No longer should
American home-owners be satisfied
with a crude antenna wire and ground
connection tacked onto the woodwork
or run across the surface of the wall,
as was done with the electric-light
wiring a generation or two ago.

Some helpful standards for radio
house-wiring have been laid down in
a new “Handbook of Interior Wiring
Design,” issued by a joint committee
of electrical and radic men, in which
the engineering division of the KM\
co-operated. Dr. W. R. G. Baker of
General Electric acted as chairman
of the radio section, with a committee
comprising E. T. Dickey. Virgil M.
Graham, L. C. F. Horle. and A. F,
VanDyek.

During construction

The Handbook discusses the gen-
eral and specific details of the desir-
ability of adequate wiring in homes
and other structures. It explains in
considerable detail the absolute needl
for extensive wiring and the provision
of power outlets, adequate from the
standpoint of number and location.

Tn each of the seetions of the Tland-
book emphasis is placed on the need
for provision for the operation ot
radio receivers, not only so far as

the provision of power outlets is con-
cerned but, more specifically and in
considerable detail with reference to
the need for provision of antennas
and of antenna “down-leads” con-
cealed within the structure in the
process of construction. Thus the
details of construction as they con-
cern the provision of adequate power
aud antenna wiring for radio receiv-
ers appears in the several sections of
the TTandbook. In Section 1. on page
15, is included a general discussion
of the advantages of carefully made
provision in building design and pro-
duction for proper power outlet and
antenna details.

For small dwe”ings

In Section 2, which is designed to
serve as a guide in preparing wiring
specifications for dwellings of small
and medium size, there is included in
Art. 10 (page 18) detailed reference
to wiring for radio reception and in
Art. 29 (page 22) are given sample
specifications pertaining to radio wir-
ing. Similaily, there is included in
the “Sample Specifications” designed
to accompany the specific plans for a
small home. Item 26 (page 25) a sec-
tion illustrative of the section which
should be included in such specifiea-
tions to assure proper provision for
radio receivers. This section reads:

“Rapio  Wmixe—Provide at each
individual loeation an outlet box for
radio antenna and gronnd eonnee-
tions separate from electric power
outlet boxes. TReeceptacles used shall
be of a type not easily confused with

FIRST FLOOR PLAN

standard convenience outlets, and
provided with flush outlet box covers
suitably marked. For ground conneec-
tions, rubber-covered copper wire not
smaller than No. 14 shall be run to
the nearest cold-water pipe and re-
liably connected thereto with a cor-
rosion-resisting ground clamp. The
antenna lead shall consist of a twisted
pair of No. 18 rubber-covered wires
not in metal raceway, run to the attic
and left accessible.”

Apartment houses

In Section 4, which is devoted to
the matter of wiring of apartments
and apartment houses and other “gen-
eral occupancies,” are given definite
and detailed specifications as to out-
lets to be provided for radio receiv-
ers, Item 7 (page 42); while similar
specifications with respect to antennas
and signal amplification and distribu-
tion systems are given in Item 18

“Rapio OurLrrs—At least one radio
outlet, preferably adjacent to a stand-
ard conveunlence outlet, but separate
from it, shall be installed In each
four-rcom or smaller apartment.
Larger apartinents shall provide at
least one extra outlet for each addi-
tional two tooms. Radio antenna
and ground connections shall be
brought to all outlets.

“AnTENNA Rapi0 SerRvIcCE—Provide
necessary antenna structures on the
roof and wiring from these to the
antenna and ground outlets in each
apartment, together with amplifiers,
transformers, power outlets, and other
cquipment for the proper funectioning
of the particular antenna system
used, also necessary equipment at cen-
tral panel location if a centralized
radio system is installed.”

Finally, there are included in Sec-
tion 5 (page 67) appropriate symbols
for use by the architeet and the

(Continued on page 112)

SECOND FLOOR PLAN

Although these plans are presented as examples of “adequate outlets” in the new Handbook of Interior Wiring, radio men
will be quick to recognize as far from complete, any layout that does not provide for radio in the kitchen, dining room, porch
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basement gameroom, and all bedrooms.
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THESE SENSATIONAL RADIO VAI.UES./

FRFEPRED

WITH FOREIGN RECEPTION

Always the world’s greatest radio value , . . now even greater than ever. The new
Crosley FIVER now incorporates Foreign Reception—plus many other new features,
new 3-dimensional dial, and beautiful new cabinet design.

CROSLEY FIVER—3-tube Superhetercdyne; 510-1720 Kc.,
5800-15,{00 ke.; Illuminated Tlree-dimensional Dial; 5

R
", Floating Coil, Electro-Dynamic
| Speaker; Automatic Volume
J( Control; Power Supply Noise
\ Filter; beautiful two-tone inlaid

2
RNV

cabinet with matching grille
- s cloth. Dimensions: 1215” high,
crlid 103" wide, 634" deep.

CROSLEY TELETUNE FIVER

The new Crosley FIVER is now available also with the Teletune Dial . .. for convenient
tuning of your favorite programs. Sensationally priced, yet incorporating all the many
fine features of the regular FIVER—including Foreign Reception—the Crosley Teletune
FIVER is certain to produce extra FIVER sales for Crosley Dealers.

CROSLEY FIVER ROAMIO

5-TUBE SUPERHETERODYNE AUTOMOBILE RADIO

oo

“It couldn’t be done” . . . but Crosley did it!—built a dependable car radio to
sell for less than $20. For the first time in radio history there is a complete car
radio, backed by a nationally known name, selling for such an astoundingly low
price. The new Crosley FIVER Roamio is the sales sensation of the year . . .
initial sales are almost unbelievable . . . eventual sales possibilities tremendous.
Check these features: 53 Octal Base Tubes in a Standard Circuit; Full Automatic
Volume Control ; Sufficient Qutput to be heard at any speed; large High-Visibility,
Illuminated Dial; easy to tune; ONE PIECE INSTALLATION; Low Battery

Drain.

THE CROSLEY RADIO CORPORATION - CINCINNATI POWEL CROSLEY, Jr., President

Home of ““the Nation'’s Station’ — WLW —500,000 Watta—70 on your dial

WHATEVER HAPPENS .. .YOU'RE THERE WITH A CROSLEY

-CR-O0-S-L-EY RA-D1HO-

June, 1937 85




BRINGS BETTER PROFIT FROM RADIO SALES

MPLOYMENT IS UP . . . wages
E are increased, bonuses are paid.
Millions who have been sitting tight
for several years now have the confi-
dence and determination to gratify

their needs and their desires.

This will be a big year for radio,
bigger than the average year for
the dealer who finances his time
payment sales through Commercial
Credit Company. Buyers appreciate
the fair terms and low cost of Com-
mercial Credit Company financing

and have confidence in the reiiability
of this nationally known institution.

Commercial Credit Company finan-
cing will not only make more sales,
but will protect you against loss from
bad sales. Twenty-five years’ experi-
ence assures a smooth-working credit
investigation and colleetion system,
leaves you free toconcentrate on sales.

Offices in 168 lcading cities in the
United States and Canada provide
prompt, close and reliable co-opera-
tion in every case.

COMMERCIAL CREDIT COMPANY

COMMERCIAL BANKERS
CONSOLIOATEO CAPITAL

HEAOQUARTERS: BALTIMORE
ANO SURPLUS $60,000,000

@

FINANGING SERVIGE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS, THROUGH 178 OFFIGES IN THE UNITED' STATES AND CANADA
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Teletouch ray

% Self-contained photo-tube relay
for use as burglar alarm or control
system for lights. Just plug into elec-
tric outlet and device is ready to work
—will control any electrical operation
such as ringing bell, turning on lights,
etc. Goes into operation when an ob-
ject passes in front of unit. Contains
light source as well as photo cell. Tele-
touch Corp., 37 W. 54th St., New York,
N. Y.—Rap10 TODAY.

Interphoie system

* Low cost 2-way intercommunicat-
ing system. Master unit handles up
to 10 remote stations. Screwdriver
volume control—PM speaker. Sensi-
tivity such as to permit pick-up from
50 feet. Model M-50 with 1 remote
unit—list $49.50. Electronic Sound
Labs., 5912 Melrose Ave. Hollywood,
Calif.—Rapio TopAY.

Automatic record player

* Arm chair type electric phono-
graph with automatic record changer
playing eight 10-inch or seven 12-inch
records. All controls on the top within
easy reach—disappearing lid. Soand
Products, 704 N. Curson Ave., Holly-
wood, Calif—Rapio Topay.
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* Complete line of matched unit
sound systems featuring calibrated out-
put indicator, universal input, stream-
lined cases, metal tubes, polarized
plugs and receptacles. Available in
mobiled, portable, fixed types, central-
ized sound systems. Allied Radio Corp,
833 W. Jackson BIlvd., Chicago, Ill.—
Rapio TopAy,

Bruno velocity mike

% Microphone employing principle
which tends to amplify the pick-up
angle in front and reduce it at rear,
enables 2 mikes to do work of 3 of

June, 1937

NEW THINGS FROM THE MANUFACTURERS

usual type in covering a large area.
Die cast housing of modernistic design.
Qutput minus 65—response 50—12,000
cycles. Model WM-HF—list $40. Model
VR contains no iron pole pieces—list
$32 for hi-fi model. Bruno Labs., 20
W. 22nd St., New York, N. Y.—RapIio
TODAY.

Magnet-o-sign

'.dsa.qx A
an Y P

% Sign kit with niovable magnetic
letters. Adhere to any position on the
sign board. Can be arranged in curves,
straight lines, or any desired design.
Standard colors—black, red, silver in
14, 3, 11 inch sizes. Boards up to
24 x 36 inches in variety of finishes,
Magnet-O-Signs Corp., 180 N. Wacker
Dr., Chicago, IIlL.—Rapio Topay.

Remote conirol switch

% Mercury type switch for remote
control. Operates on AC or DC—rat-
ing 15 amps at 125 volts. Adjustable

sector permits mounting to a vertical,
horizontal, or angular positioned panel.
Switch handle for finger-tip master
control. Jefferson Electric Co., Bell-
wood, I11.—Rap1o ToDAY.

Door hinge antenna

% Tapered auto door hinge antenna
of tempered steel. Completely assem-
bled with rubber insulators and 37
inches of lead-in wire. Easily mounted
by removing hinge pin and inserting
pin through bracket of aerial. Tobe
Deutschmann Corp., Canton, Mass.—
Rapio Topay.

Universal interphone

* Inter-office communicating sys-
tem for two-way loudspeaking conver-
sation. Volume controlled at master
unit—talk-listen switch on master and
remote stations. Crystal type speaker-
mike. Operates on AC and DC. Uni-
versal Sound Systems, Inec., 6300 Eu-
clid Ave., Cleveland, Ohio.—Rapio To-
DAY.

Streamlined speaker

% Cabinet and speaker unit for sound
installations. Provides excellent fre-
quency response over a wide range. Fin-
ished in black and ivory—wall or floor
mounting. Type 302. United Sound En-
gineering Co., St. Paul, Minn—Rabp1o
Topay.—See also advt. p. 117,

Ultra high freq portable
tronsmitter

* 50-watt 100 per cent modulated
U.H.F. transmitter for relay broadcast
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work. Operates from 12-volt battery.
Crystal controlled oscillator—31.1, 34.6.
37.6, 406 megacycles selected by
switeh. Uses half-wave doublet an-
tenna fed by 50-70 ohm concentric line.
Total weight only 40 pounds. Lear
Development Corp., 121 W, 17th St,
New York, N. Y.—Rapio TopAy.

Port-a-phone intercommunicator

% Carrier operated interphone.
Uses power llghting circuit in place
of transmission line. Picks up speech
up to 20 feet from unit. Operates on
AC or DC line. Wooden case 6x7x91%
inches. Model FL—list $65. Electronic
Devices, Inc., 626 Broadway, Cincin-
nati, Ohio.—RaAp10 ToDAY.

Speaker cabinet

* Vehlele cabinet for speakers.
Suede finish. Black grille with taupe
suede. Chrome metal ornaments. Single
stud mounting for cabinet. Cabinet
carrles weight of speaker. Available in
8 and 10-inch sizes. 8-lnch cabinet only
—list $2.96. Wright-weCoster, Inc., St.
Paul, in.—Rapi0 Topay—see also advt.
p. 118.

Electric headlight

% Electrle light for use attached
to the head or hat hy means of a strap.
ldeal for trouble shooting in dark
places. Sponge rubber pad protects
wearer from rubbing of metal parts.
Battery contalner slips in coat pocket.
Operates with 2 to 6 flashlight cells.
Type 105. Burgess Battery Co., Free-
port, Ill.—RADI0 TopaT.

Philco cowl aerial

% Auto antenna for mounting on
side of car—easy to install—maximum
signal plck-up. Chromium plated steel
rod 54 inches long with 2 bakelite
supports. When mounted in pairs—
one each slde of car—highly satisfac-
tory performance is obtained even in
bad areas. Part No. 45-2470—1ist $3.75.
Philco Radio & Television Corp., Tioga
& C Sts, Phlladelphia, Pa.—Ranio
Topay.

838

% Flexible mounting and extreme
compactness featured in C-B JR and
IKR etched foil electrolytic condensers.
Type JR enclosed in square container
with universal type brackets. KR is
round can type on small size. Designed
for use where space is at premium and
all-around replacement use. Cornell
Dublier Corp., Plainfield, N. J.—RapIo
Tonay.—see also advt. p. 42,

30-watt all-purpose sound system

%* Unlversal type sound system for
110 AC and 6-volt operation. Plug-in
type power pack. 30-watt amplifier
with phono turntable. Crystal mike
and 2 PM dynamic speakers. Web:
ster Co., 5622 Bloomingdale Ave., Chi-
cago, 111.—RapIo Topay—see also advt.
p. 105.

All-wave Filterette

* Power line type filterette for
screen booths and test rooms. Provide
60 DB attenuation of frequencies be-
tween 200 KC and 30 megacycles. Op-
erates on single-phase 110 AC and
handles up to 25 amps without exces-
sive heatlng or voltage drop. Poly-
phase and other voltage units designed
to order. Tobe Deutschmann Corp,,
Canton, Mass.—Rap1o Topax.

Acro chassis cradle

% Cradle for simplifying work omn
radio chassls—holds chassis in any
position—prevents damage to exposed
parts such as tubes, dials, etc. Special
nechanleal clamps with vise-like grlp.
Allows both hands for repair work.
Acro Tool & Die Works, 1401 Wilson
Ave., Chlcago, 111.—Rapio ToDaY.

Tube metals

% Cobalt-nickel alloy for tube fila-
ments. High hot tenslle strength. Co-
banic alloy most popular in 523, 82, 83
type tubes.

RadioCarb A ls a carbonized nickel
strip supplied in all widths up to 6
inches and thicknesses from .002 to
.015 inches. Free from loose carbon,
slivers, waves, seams, rough edges, oil,
and grease. Wilbur B. Driver Co.,
Newark, N. J.—Rap1o TODAY.

iron-core I.F. transformer

% High-gain, sharp selectivity
transformers using high-permeabillty
magnesinm alloy core. Core is rust
and corrosion proof. Available in
types for single and two-stage ampli-
fiers. Size 1% square by 414 hlgh.
465 KC. Hammarlund Mfg. Co., lne.,
424 W. 33rd St.,, New York, N. Y.—
Rapto Tonay.

Low-cost motion picture outfit

% 8 millimeter home movie output
with inexpensive camera and projec-
tor. Guaranteed by manufacturer for
1 year. Takes pictures easily and
without technical knowledge. Film
costs 60 cents a roll. Univex Cine 8
Camera—list $9.95—projector $14.95.
Universal Camera Corp, 32 W. 23rd
St., New York, N. Y.—Rapio Topay—
see also advt. p. 76.

Photoflash iamp

% Flashlight lamp with fine hydro-
lanium wire Instead of foil. Diameter
of wire predetermines tlming charac-
teristics of flash and length determines
volume and intensity of light. Peak
intensity of light lengthened so that
flash is longest at Its brightest point.
Ignited with flashlight battery. Peak
illuminatlon within 26-28 milliseconds.
Wabash Photolamp Corp.,, Brooklyn,
N. Y—Rapio Topnav.
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DAILY
\ DIVIDENDS

WITHOUT A DIME
IN STOCKS

g nder the TUNG - SOL
.. & CONSIGNMENT PLAN

i %';, more than 8000 dealers and

& service organizations in the

3 United States are drawing

daily dividends from every

tube sale . . . without tying up their capital in
stocks.

They have no investment . . . yet they carry

adequate stocks with no fear of loss from obso-
lete numbers.
Tung-Sol retailer partners simply keep the

profits and remit the cost price after the sales

have been made.
Dedalers who can qualify for this attractive

partnership may still secure a Tung-Sol agency.

Write for the name of your nearest wholesaler.

TUNG-SOL
one-flow radioJubes

TUNG-SOL LAMP WORKS INC.
Radio Tube Division

SALES OFFICES: Atlanta, Boston, Charlotte, Cleveland, Chicago,
Dallas, Detroit, Kansas City, Los Angeles, New York.
General Office: Newark, N. J. !

Tung-Sol Branch Managers will be available during the Radio Parts National Trade Show,
Chicago, June 10th to 13th, at the Stevens Hotel
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NEW THINGS

Ear level speaker

*x Speaker for ceiling or wall
mounting which gives ear level re-
sponse. Sealed chamber with aper-
tures for sound release. High fre-
quencies diffused outwardly from axis
of cone in equal directions. Made in
10 and 12 inch sizes. Color-Tone, Inc.,
South Bend, Ind.—Rapio Tobay.

Remler interphone

% 2-way intercommunicating sys-
tems housed in wood or plastic ecab-
inets. Master unit has key switch for
selecting up to 12 outlying stations.
2 station systemn—Ilist $49.50. Remote
stations list $10 in wood, $12 in
molded plastic. Remler Co., Ltd., 19th
at Bryant, San Francisco, Calif—
Rapro Topay—see also advt. p. 105.

G-H condensers

* New Girard-Hopkins line of con-
densers features uncased paper units,
paper types for replacing electrolytics,
paper tubulars, cased by-pass units,
paper-cased and can type electrolytics
for all uses. Transmitting types with
stand-off insulators available with
paper dielectrie. Girard-Hopkins, 1437
23rd Ave., Oakland, Calif.—Rapio To-
DAY.

Sunco soundmaster

* 12-watt sound system with self-
contained mike, amplifier, and 12-inch
speaker., Powerful enough for indoor
audiences of 3000 and outdoor areas
of 25,000 sq. ft. Two extra inputs for
mike or phono. Operates from 110 AC
—converter available for Dbattery
power. Size 131%x13%x9. List—
$63.50. Sundt Engineering Co., 4238
Lincoln Ave., Chicago, Ill.—RabDIO
TODAY.

Vocagraph "hushed-power"
amplifiers

* Line of amplifiers with outputs
of 20, 40, 60 watts with bullt-in moni-

tor speaker and Indirectly lighted
control panel—sireamlined ecases. Im-
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proved proportioning of stage gain re-
duces tube overloading and distortion.
Internal noise and hum reduced by
improvements in transformation and
filter circuit. Complete portable sys-
tems available in addition to ampli-
fiers. Electronic Design Corp., 164 N.
May St.. Chicago. IIl.—Rap1o Topay—
see also advt. p. 103.

Universal frequency medulator

% Electronic type frequency modu-
lation for use with any oscillator or
oscillograph. Calibrated sweep con-
tinuously variable from 5 to 40 KC.
Self-contained power supply. Model
OA-5. Hickok Electrical Instrument
Co., DuPont Ave., Cleveland, Ohio—
Rap1o Tobay.

Pocke? volt-ohm-milliameter

% Low-cost pocket type multi-meter
combination. DC and AC volts
0/5/50/500/1000. Ohms 0/500/500M.
0/10/100/500 mils. 1000 ohms per volt
sensitivity—meter aceuracy 2 per cent.
Steel case with baked enamel finish.
Model 801A—net $11.95. Try-Mo Radio
Co., Inc., 85 Cortlandt St., New York,
N. Y.—Rapio Tobpay—see also advt.
p. 120.

3-inch permag speaker

% Small permanent magnet speaker
designed for use with inter-phone sys-
tems. High sensitivity and full cov-
erage of the voice range. Other PM
speakers up to 14 inches available.

PM trumpet-type speaker with 6-
inch cone housing for use with expo-
nential horn. Suitable for automotive
and portable installations. Type XA22
aluminum trumpet for use with this
speaker unit. Oxford-Tartak Radio
Corp., 915 W. Van Buren St., Chicago,
Il1l.—Rap1o Topay—sée also p. 107.

Non-freezing ultra-compatct
wet electrolytics

* “Minicap’” a new ultra-compact
condenser. Ranges up to 8 mfd. 500
volts peak and 38 mfd. 100 volts peak
in a can only 1 inch diameter by 11%g
high. Size reduction of 85 per cent
from old type wet electrolytics. Op-
erates at temperatures as low as —20°
Centigrade. Fluted type anode and
improved methods of foil etching.
Solar Mfgz. Corp., 599 Broadway, New
York, N. Y.—Rapio Topiy—see also
advt. p. 121.

Universal portable sound system

* Sound system with turntable
operating from 110 AC or 6 volts DC.
Output of 20 watts at 4 per cent dis-
tortion. Plug-in type crystal mike and
speaker. Crystal pick-up. PM type
12-inch speakers with aluminum dome
baffles. Output impedances .35 to 500
ohms. Housed in all-metal modern
type carrying case. Model 321-P.
Wholesale Radio Service Co., 100 Sixth
Ave., New York, N. Y.—RapI10 TODAY—
see also advt. p. 47.

Clarion sound system

% 15-watt packaged sound system
complete with mike, speakers, and
connecting cables. Peak output of 21
watts—frequency response ‘within 2
DB from 50-10,000 cycles. 3 input
channels. Mixing and fading for phono
and mike inputs. Tone control—
speaker field supply. Model C-104—
list $142.40. Transformer Corp. of
America, 69 Wooster St., New York,
N. Y—Rapio Tobay.

Webster-Chicago interphones

% Intercommunicating systems in
plastic cases that can be secured in va-
rious color combinations. System A is
a 2-station set-up. B is a master sys-
tem handling up to 10 remote stations.
Type C utilizes two amplifiers making
it possible for either station to call
each other when the power to the other
station is turned off. System D {s a
multiple one permitting each station to
call any one of the others—capacity 10
stations. Webster Co., 5622 Blooming-
dale Ave., Chicago, I11.—Rap10 TopAY—
see also advt. p. 105.
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” Georgie. just THINK of the millions of stars!”

“Uh-huh. You think of the stars. I'm thinking of the E 1 1 7 5 O O

people in the United States who live in the primary listening areas of the Columbia

Broadecasting System. That’s 95 of all the listeners in the country.”

Village and town and city knit closely together—all listening regularly to Columbia.
Reason: radio’s top-ranking programs. Columbia 1s the choice of more advertisers
(and more of the country’s largest advertisers) than any other network. Naturally,
Columbia’s broadcasts are good. But, not only because of its advertising sponsors.
It’s own programs are among the biggest in radio—the New York Philharmonie...
Ted Husing’s Sports...Major Bowes’ Capitol Family... American School of the

Air. So many —we could hardly expeet any one person to remember them all.

Columbia broadeasts 22,000 programs a year. Programs that contribute so much to

radio sales. America will buy almost 9.000.000* new radios (173.000 weekly) in 1937.

*[f the up-swing, as shown in the Manufacturers’ Federal Tax figures for the first quarter, continuesits blistering pace!

THE COLUMBIA BROADCASTING SYSTEM




NEW THINGS

Consolophone
intercommunicator

% Interphone operating from power
line—requires no transmission line—
uses electric light line. Insures pri-
vacy of conversation. List $49.50—2
stations. Model T listing $47.50 uses
a single wire—operates with 1 to 10
outlying stations. Consolidated Com-
munications Corp., 1215 Fidelity Bldg,
Baltimore, Md.—Rablo Topax.

Peri-dynamic reproducer

. a L
- -

* Speaker and enclosure employ-
ing peri-dynamic principles—operation
approaches that of infinite baffle. Avail-
able with 8, 10, 12, 15 inch speakers
for all radio public address applica-
tions. Jensen Radio Mfg. Co., 6601 S.
Laramie Ave.,, Chicago, IIn.—Rabpro
TODAY.

Service combination

* Dual-unit test unit with tube
checker and 20,000 ohms-per-volt multi-
meter. Model 773 tube tester with
obsolescence proof cireuits. Model 772
analyzer features 50 microampere me-
ter movement. Combination known as
775 Serviset—net $104. 773 tube tester
with dual case—$58. Case of polished
wood with luggage type handle. Size
14 x 17 x 533 inches. Weston Eleetrical
Instrument Corp.,, Newark. N. J—
RaADIO Topay-—see also advt. p. 39.

Philco police radios

% Auto radio sets designed for use
by police agencles. Special long life
vibrators for 2000 hours service, PM
dynamic speaker. “Q" circuit silences
set when carrier goes off the air.
Model 821PV ig a variable frequency
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set. 821P is fixed frequency with a
sealed quartz crystal. For all city,
state and federal services. Phileco Ra-
dio and Television Corp, Tioga and C
Sts., Philadelphia, Pa.—Rapro Topay.

Operadio amplifier

* 55-80-watt amplifier with 3-mike
inputs and phono input—electronic
mixer. Beam power tubes — volume
expansion—volume compression {mike
anti-feedback). Electronic visual over-
load and output level indicators. Tone
balancer for both high and low fre-
quencies. Master gain control—six
stages. Model 855. Operadio Mifg.
Co., St. Charles, I1.—Rapio Topay—
see also advt. p. 97.

Amplifier with
frequency compensator

* Push-pull 6L6 amplifier having
electronic tone compensators for both
high and low frequencies. Corrects
tone to take care of all acoustical con-
ditions and permitting a wide range of
tonal balance. Filaments of pre
amplifier tubes operated on DC to in-
sure low hum level. David Bogen Co.,
663 Broadway, New York, N. Y.—
Rapio Topay—see also advt. p. 117.

Velocity mike by Universal

* High-fidelity mike using the air
velocity principle. Wide range corru-
gated ribbon weighing only 14, grain
responds freely to all sound waves in
the audio range. Transformer in base
of mike with self-shielding square core
—no hum pick-up. Model AV. Uni-
versal Microphone Co., Inglewood,
Calif.—Rap1o0 ToDAY.

Interphone system

* Two-way amplified system of in-
tercommunication. Model CSM f{llus-
trated talks with 1 to 10 remote sta-
tions. Transmission 1line required
between master unit and stations.

Housed in wooden cabinet. Autocrat
Radio Co., 3855 N. Hamilton Ave.,
Chicago, I1l.—Rapro TobDAY.

Black & white screens
for television

* Line of cathoderay tubes with
black and white screens—designed for
television use. Available in 3, 5 8
inch diameters. Spot intensity same
as that of blue or green. May also be
used in ecathode ray oscilloscopes.
Allen B. Dumont Labs,, Inec., 532 Valley
Rd., Upper Montclair, N. J—Rapio
ToDAY.

Mallory vibrapack

% Six-volt power supplies for P.A.
equipment, radio transmitters, and
other equipment requiring up to 300
volts DC. High and medium voltage
models with synchronous or non-syn-
chronous vibrators. Tapped power
transformer delivers various voltages
at highest efficiency. P. R. Mallory &
Co., Inc, Indianapolis, Ind.—Raplo
Topay—see also advt. p. 2.

Interference filter
for Winchargers

* Noise eliminator for killing noise
interference on the broadcast band
and for reducing short-wave inter-
ference. Free to present users of
‘Winchargers experiencing interference.

Model 37 6-volt Wincharger illustrat-
ed for charging radio storage batteries.
Has ammeter and cut-out. 14 improved
features. Wincharger Corp., Sioux
City, Jowa—RaDpI0 TODAY.

IRC exact duplicate
volume controls

* Complete line of metallized vol-
ume controls of exact duplicate type,
including dual special units, Previ-
ously IRC units had been made in 35
standard types. Complete guide list-
ing to be available by early July.

Radio Today




L —

It's not only a good product . . . care-
fully designed, conservatively rated
and honestly built . . . but its sale is
governed by a firm policy that gives
everyone a brecak.

Stancor’s insistence that no Stancor
product be overrated — either in per-
formance or price — is your best quar-
antee of value . . . whether you buy
Stancor Products for personal use.
re-manufacture or re-sale. Stancor
Products are good . . . and it's "good
business” to buy them.

STANDARD
TRANSFORMER
CORPORATION

850 Blackhawk Street Chicago
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0" UNIVERSAL
" REPLACEMENT
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NEW THINGS

New resistor is the ABC control
capable of carrying up to 2 watts. In-
ternational Resistance Co., 401 N.
Broad St., Philadelphia, Pa.—RAbio
Tovay—see also advt. p. 41

Communications type mike

# Crystal mike for speech com-
munications—output 5 DB ahove type
708. Desk mount and 7 feet shielded
cable. Discriminates against lower
frequencies providing a higher degree
of intelligibility. Model 70SW-—list
$25. " Model 703S with swivel head—
$2750. Shure Bros, 225 W. Huron
St., Chicago, I1l.—Rapio TobAy.

ICA streamlined aufo antennas

CRERES

* Line of 6 auto antennas—five fin-
ished jn chrome. Roof, hinge, and
fish pole types. Easy to install with-
out marring or drilling car. Insuline
Corp. of America, 25 Park Place, New
York, N. Y.—Rabw Tobpay—see also
advt. p. 122

Clipper auto aerial

% Ornamental type aerial for use

on autos with steel roof. Streamline

design enhances beauty of car. Fits
all cars whether or not windshield
opens. Increased efficieney of signal
pick-up. List $3.95. Galvin Mfg. Corp.,
847 W. Harrison St.. Chicago, Ill.—
Rapio Topay
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Remote contrel motor

* AC type motor for receiver tun-
ing with remote control or push-button
tuning. Shaded pole induction type—

3-wire brushless and reversible. High

torque—sizes 7% and 1 inch diameters.
For any voltage from 6 to 110 AC.
Utah Radio Produets Co., 820 Orleans
St., Chicago, I11.—RADI10 ToDAY

Radio bench hassock

% Hassock type radio bench made
of manchu grain art leather trinimed
with art leather cord. Covered buttons
tufted through center to match trim
color. Obtainable in dark green, blue,
plum, rust and sand, brown and sand,
maroon and red. Weight 20 1bs,
Model 425—net $24 a dozen. Crawford
Mfg. Co., 2nd and Decatur Sts., Rich-
mond, Va.—Rap10 TobaY

AC-DC multi-meter

% Combination AC-DC voltmeter,
milliammeter, and ohmmeter. Voltage
ranges 0/10/50/250/1000/2500 volts AC
and DC at 1000 ohms-per-volt. 0/10/-
50/250/1000 mils DC. 0/400/1meg/-
10megs resistance secales. Decibel
ranges -50/15/29/43/65/63. Large
square cased meter—2 per cent accu-
rate. Ball bearing type switch with
silver plated contacts. Model 840—net
$9.95. Precision Apparatus Co., 821
E. New York Ave., Brooklyn, N, Y.—
Rapio Topay

S o

Wedge power plant

* Farm power plant delivering 6,
12 or 32 volts DC—output up to 200
watts. 2-pole generator direct con-
nected to 4 cycle 8% H.P. gas engine
governor controlled for constant speed.
Starts by push-button from battery.
Built-in magneto for hand starting.
Operates up to 18 hours on a gallon of
gas. Wedge Mfg. Co., 2334 S. Michi-
gan Ave, Chicago, I1l.—Rapto Tonay—
see also advt. p. 48

Cinaudagraph speaker

% 5-inch permo-dynamic speaker
using Nipermag alloy for field. Dust-
proof voiece coil—polyfibrous speaker
cone for large frequency response.
Available in 2 models 53%-inch diame-
ter with mounting holes—53%; diameter
without mounting holes. Cinauda-
graph Corp., Stamford, Conn.—RanIo
Tobay—see also advt. p. 98

Arrow model auto-top aerial

% Roof aerial for steel-top cars.
Mounts on rubber vacuunt cups—no
holes needed in roof or cowl. Wide
semi-rounded strips afford a large
area of surface for exceptional pick-
up. Flowing arrow-like lines harmon-
ize with beauty of modern streamline
design. Wedge Mfg. Co., 2334 S. Mich-
igan Ave, Chicago, I1l,—Raplo TODAY
—see also advt. p. 48

Portable sound system

* 5-watt complete sound system
with double-button microphone, 11-inch
dynamic speaker, banquet stand and
necessary cables. Flat frequency re-
sponse from 40 to 9,000 cycles within
2 db. 6B5 dual triode output tube.
Housed in sturdy carrying case which
also serves as a bafle. Radolek Co.,
601 W. Randolph St., Chicago, Ill.—
Rapio Tovay—see also advt. p. 112

Radio Today




TUBES
IS A SCIENCE

demonding precise

detoil engineering

uG" 1\)“5

ARCTURUS

PERFECTION OF DETAIL AGAIN
BRINGS YOU A BETTER TUBE

QUESTION: Why do technicians
who know their tubes insist on
Arcturus 6F6G’s for output pentode
applications?

ANSWER: Because they know
Arcturus engineers have definitely
conguered the weaknesses of ordi-
nary tubes of this type. They know
the Arcturus 6F6G gives uniformly
good tone over a longer period of
time and further that it eliminates
the noise, distortion and ‘‘gargling"’
commonly noticeable in this type.

Advanced processing and improved
cathode coating tends to lower grid
emission and other forms of grid

current—ond keeps them low. Also,
like other Arcturus types, each
6F6G is individually tested many
times during manufacture. Then to
make doubly sure, all tube elements
are given an excessive voltage that
immediately discloses any grid
emission defect. The final test in a
highly sensitive receiver is triple
assurance that you receive trouble-
free tubes.

Thus, not only are Arcturus Tubes
made better in the first place. They
are likewise more carefully tested
so that each and every tube coming
to you will measure fully up to our
slogan ‘'None but the very best!”

ARCTURUS RADIO TUBE CO.,, NEWARK, N. ], U. S. A,

RETUR

INDEPENDENT TUBES FOR DEALERS WHO DO THEIR OWN INDEPENDENT THINKING -
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HOW T0 SELL “SOUND"—

—what the customer wants to know; how to explain simply

—learning exactly what the job conditions and needs are

* FOR years almost everyone
connected with the infant “sound”
industry has been speculatively won-
dering what period of time must
elapse before “sound equipment came
into its own”—in other words, gained
a strong hold on the popular imag-
ination—and consequent recognition
as a necessary tool of modern busi-
ness, religion, and entertainment.

But “wondering when” is about all
most of us have attempted from a
merchandising standpoint, comments
L. M. Sandwick, sales manager of
Electro-Acoustic Products Company.
The business has been left largely in
the hands of technical experts who
have achieved wonders in the develop-
ment of well-designed apparatus with
dependable onerating characteristics
and acceptable reproducing quality.
The engineers have, however, sur-
rounded the industry with technical
terms and a general air of mystery
that discourages many a sales oppor-
tunity.

What does it do?

It is timely, therefore, with the
season of greatest annual interest in
sound equipment approaching to con-
sider the sales problem from the lay-
man’s viewpoint and see what we can
do to bring “sound” out of the lab-

oratory and into the light of everyday
specialty selling experience.

“If T were the average prospect for
a sound installation, the first thing
1 should want to know is—what is
sound equipment, and what will it
do?’ continues Mr. Sandwick. “And
I would venture to say that hardly
one of ten representatives who might
call upon me, if my wants were made
known, could enlighten me. Certainly
I would not want to be confused by
a discussion of ‘output’ and ‘response’;
of ohms and decibels; of harmonic
content and voltage gain.

“No, if I were the pastor of a good-
sized church, for example, I should
want to know what I could do to
enable my parishioners to hear me
comfortably and with no perceptible
distortion of my natural speaking
voice. The technicalities would not,
at least at the outset, interest me. I
would want a definition something
like this: Sound equipment is the
apparatus which enables a man to
deliver his sermon, his instructions,
his musi¢. or his announcements—
much more easily and to far larger
groups of people than he can pos-
sibly address unaided. To impress
this definition permanently upon my
mind, T should want the representa-
tive to go a step farther and illus-
trate.

Every -industrial plant and stock-room is a prospect—for communicating with
employes, or for speeding work with stirring music.
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“T should want him to show me a
microphone and explain that the mic-
rophone is the ‘ears’ of the system,
picking up my voice and transform-
ing its sound waves into feeble elec-
trical impulses. Then I should wel-
come knowing that the amplifier
(which, in my ignorance, fed by erro-
neous reports of public meetings in
newspapers, 1 have been confusing
with the loud speakers) is really the
heart and lungs of the system. That
through its several vacuum tubes the
amplifier builds up these electrical
impulses which it receives from the
microphone. Finally, to complete my
mental picture I should know that the
loud speaker reconverts the strength-
ened electrical impulses into sound
and makes them audible.”

What will sound do for me?

The prospect now has a sufficiently
good general understanding of the
subject and presumably his interest
has been aroused to the point where
he wants to translate the information
into terms of his particular problems.

Here is where many a sale goes
astray! It’s the point in the inter-
view to stop, ask questions, and listen.

Before you can tell the prospect
what your equipment and service will
accomplish for him, you have some
questions to ask. Something like this:

1. For what general use are you pur-
chasing the equipment?
Do you intend to use it indoors,
outdoors, or both?
Do you wish to reproduece voice or
music or both?
Is the equipment intended for in-
dividual use with one microphone
only, or do you intend to piek up
groups, such as band, orchestra,
theatrical cast or choir?
What is the description of the lo-
cation where you intend to use the
equipment?
For example, is it a hall, chureh,
school, auditorium, theatre, factory,
playground, athletic field, store,
cafe, skating rink, ballroom?
3. What is the approximate size of
the area you wish to cover?
4. How large an audience is the
equipment expected to cover?
Will the audience be gathered in
one hall or room or must provision
be made for overflow crowds as
well?
Do you intend to distribute sound
to remote points? For example, to
school classrooms, factory depart-

Radio Today
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Y Am AmpLL

THE
ARISTOCRAT
OF ALL

AMPLIFIERS

HEY call me the pride of the Operadio crowd.

I'm not the result of any brainstorm. Months and
months of patient toil went into my designing, testing.
I was tried and tried again under conditions that would
test any Amp’s metal.

Dealers take a look at me and say: ‘‘Boy, she’s a beauty.”
But the thing that’s most important is what’s inside me, and
the job I'll do out in the field. And believe me, I’ve never
let a jobber, dealer or service man down.

I'm packed with exclusive, up-to-the-minute Operadio fea-
tures such as Volume Expansion and Volume Compression {(the
cure for microphone feedback).

Twelve beam power tubes in the latest, most efficient type

MODEL 835
35-52 Watt Amplifier

This amplifier ia a package of dyna-
mite. It has more clean, undistorted
watts output per cubic content than
any amplifier on the market today.
Can be bolted down on table or desk,
mounted on a wall, or on a staaodard
19-inch rack.

Price, complete with Tubes . . $120

oPERADIo

MANUFACTURING CompAnY
ST.CHARLES - -+ - ILLINOIS

IER 855

circuit make my wheels go ’round for maximum performance.
I’ve a four channel input. In other words, I electronically mix
three microphones simultaneously with phonograph or auxiliary
input.

With my electronic visual overload indicator and my elec-
tronic visual output level indicator, you can tell at a glance
whether or not I'm being overloaded. And you can check the
average watts output going into your speaker system. Tone
balancing for both high and low frequencies is no trick for me—
not with my new non-resonant equalizer. With these and
many more features, all I cost you, complete with tubes,
is $180.00.

I can’t give you more than the highlights, but clip and mail
the coupon and you get my complete story.

MODEL 870
70-104 Watl Booster Amplifier

Designed specifically to be used as a
booster amplifier with the Model 835
Power Amplifier, It makes available
an additional 70 watts per unit, under
normal rating, to the already 35 watts
normal rating of the Model 835. Fur-
nishes field fer as many aa four clectro-
dynamic speakers, or may be used
with A. C. type dynamic or permaneat
magnet dynamic speakers.

Price, complete with Tubes . . $125

OPERADIO MANUFACTURING COMPANY
Dept. R6T, St. Charles, llineis

Please send me complete information on the following:

O AMPLIFIER 855 [0 Amplifier Booster 870

[0 Amplifier 835 0 Intercommunicating Systems
(Check mark what interests you.)

| Street address.....................

[ Send me your NEW CATALOG NO. 12

P. A. EQUIPMENT AND SPEAKER HEADQUARTERS FOR THE NATION

June, 1937

97




CINAUDAGRAPH CORPORATION, with
its extensive bockground af engi-
I 0\ \ neering experience and modern mon-
uvfacturing facilities, hos fustifiably

] 4 - 5 i earned leadership recognition from
! the entire radia industry. This is be-

couse its line of speakers is outstond-

ing in perfaormonce, quality of mate-
rials ond warkmanship. CINAUDA-
GRAPH Speakers are styled and built

N TEERE——

to meet today's requirements — they

are sald on o campetitive price basis.

A-—-A powers
:nemlul unit
" voke (0‘ -
in air col-
roieuori.

MODELS
ful exp
with 32
the ultimote
gmn sound P

I | Gend ﬁo'z Literature

CINAUDAGRAPH will continue to set the pace
_in Speaker design, improvement and efficiency.
" Send NOW for latest descriptive literature.

CINAUDAGRAPH CORPORATION

Speaker Division ¢ Stamford, Conn.

A complete line of Magic Magnet Speakers ranging in size from 3 to 18 in.

Cs
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ments, hospital corridors, or Dpri-
vate dining rooms.

What are the noise conditions in
the area to be covered?

Will the audience be silent, as in
church or school convocations?
Will you be contending with street
noises?

Must announcements be made audi-
ble above shop, factory, garage or
other mechanical noises?

If your application is for restau-
rant, cafe, or dance bhall what are
the existing noise conditions, such
as rattling of dishes, conversation
of patrons, floor noises created by
dancers?

The answers to these questious ac-
complish far more than merely en-
abling you or your firm to lay out
and execute the job correctly. Prop-
erly presented, the questions you have
asked have won you the confidence of
the prospect as no other approach
could. They have gone a long way to
convince him that you have a service
to render him and the sincere desire
to render it honestly. By indirection
vou have conveyed to him the impres-
sion that sou recognize the impor-
tance of his job and that you want to
give it special attention. By so do-
ing, you have successfully appealed to
one of the strongest of all buying
motives—pride of ownership. We all
respond to it.

[+

Conservative claims

Now it’s the salesman’s turn, He
understands the problem, and the
prospect is pleased that he has been
“agked” and not “told.” But it’s not
yet time to unlimber the heavy ar-
tillery, Maybe the prospect has had
his ears assaulted by inferior equip-
ment in the past. Possibly he at-
tended a meeting at one time or an-
other where the equipment failed to
function. So proeceed eautiously and
tread lightly. You’ve won his eon-
fidence in your sincerits. Now dn
the same for your equipment. Do it
by making your story of what vour
equipment will do for the prospect a
model of understatement,

Be convincing, but don’t elaiw too
much. If two microphones are needed.
don’t hesitate to say so and give vour
reasons.

One of the largest centralized radin
and public-address awards in the
state of Ohio wuas recently won by
this method. Two reprezentatives
were competing. The hearing befor:
the board of education had reached
the point where a discussion of re-
sults was in order. The particular
problem was voice reinforcement in
the large auditerium. Representative
A claimed his company had developel
A new microphone—so startling in
sensitivity and pickup radius that le
would guarantee to reinforce all
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voices on the 40-foot stage with but
2 single instrument.

Representative B was more cau-
tious. He reminded the board mem-
bers that a microphone was a suffi-
ciently remarkable device when it
picked up voices 6 to 8 feet away,
w