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A FAMOUS BRAND

It is undisputed that the Silver-Marshall brand on a radio receiver means
Quality. And for eight years the “bar-and-circle” has been the sign of
Progress. Fourteen times Silver- Marshall has been months, sometimes
years, ahead of the rest of the radio industry with developments that
are now universal. Screen-grid in 1927, tone-control in 1929, and ex-
clusively superheterodyne since last July—they are a few.

Silver-Marshall has one of the few real radio laboratories in the world—
designs and manufactures not only complete receivers, but chassis, audi-
torium amplifiers, auto sets, police receivers, aeroplane sets, short-wave
sets, tuners, converters, power-packs, and over one hundred Forty various
radio parts.

These are some of the reasons why you can be sure that important
developments will come first from Silver-Marshall.




straight course... straight ahead!

Radio dealers know now that
the one sure way to profits
lies in the sale of merchan-
dise that is built to sound
standards of gnality and is
backed by a name of long-
established reputation. Bril-
liant stars may flash across
the sky. .. but they burn out

while the steady, unflick-

ering light of old, standard

names grows {rom year to
year as a (Iel)omluble guide
to the safe and sure path-

way to profits and success.

Trunswick Radio Corporalion

MANUFAUCTURERS OF RADIO, PANATROPE AND
THE WORLD-FAMOUS BRUNSWICK RECORDS

NEW YORK —CINICAGO —TORONTO
Sabsidiary of WARNER BROS, PICTURES, inec.

BRUNSWICK LOWBOY
MODEL 15

Armored chassis with 4 screen-grid
tubes and two 45°s in parallel. Uni-
Setector and [Huminated Horizoutal
Tuning Scule. Tone Control. Cab-
inat of seusoned and selected buti-

walnut with carved % 1 3950

ront panels.
Other models $170up ~ (ess tubes)

BRUNSWICK RADIO|




The NEW

chophone

SUPERHETERODYNE

Sensationa”z New
Delightfully Different

Emphatically Better

ECHOPHONE, long recognized in the radio industry as an instrument of the finest proven
quality in every detail, now challenges the world for superlative performance superiority under
all conditions.

ECHOPHONE is unique in the compact arrangement of unit construction. Amazingly sensi-
tive, it penetrates to extreme distances. Highly developed selectivity permits you to USE its
great power without restraint or fear of interference by close-in stations.

S lbecz'ﬁcatz'o 18

CIRCUIT: Improved Super-heterodyne circuit
employing a new Push-Puil audio system, resis-
tance coupled — thereby insuring uniform tone
response.
TONE-CONTROL: Permits the listener to ad-
just the tone of any program to his individual
taste,thus bringing added enjoyment to the pro-
grams broadcast today.
VOLUME CONTROL DESIGN: New improve-
ment resulting in elimination of Super.-heterodyne
noise.
VERNIER DIAL: Illuminated—dial calibrated
to read directly in kilocycles.
IMPROVED ELECTRO DYNAMIC SPEAKER:
Ewmbodying the latest refinements and designed
scientifically to match the acoustics of the cabinet. ’
PUSH-PULL AUDIO CIRCUIT RESISTANCE -
COUPLED: Insuring perfect uniform tone re- L :

warmth and charm of

sponse,

BAND PASS COUPLING: Providing smooth,

distortionless tone qualities.

PHONOGRAPH PICK-UP JACKS: Automati- - :
caily closes circuit for radio reception when pick. aCtual presence Of the
up leads are removed.

From the highest treble
to the lowest bass, ECHO-
PHONE accurately re-
produces both voice and

instrument with all the

SCREEN GRID POWER DETECTOR .
artists themselves.

3 LOCAL DISTANCE SWITCH.
ke COMPLETELY SHIELDED.
Licensed under R C A patents,
Al i
3 so Hazeltine and Latour patents COMPLETE WITH TUBES

ECHOPHONE RADIO MFG. CO., LID.

Factory: 104 LAKEVIEW AVE., WAUKEGAN, ILL.
Pacific Coast Warehouse: 968 NORTH FORM OSA AVENUE, HOLLYWOOD, CALIF.
Export Office: 44 WHITEHALL ST., NEW YORK CITY

Tell them you saw it in RADIO



Established REGISTERED
19 1 7 U. S. Pat. Off.

THE NATIONAL TRADE MAGAZINE

VOLUME 13 ||

' NUMBER 4

"""""""’""”"""""""'"‘“’"“‘”“"“‘"“'“"""“"“'““"'"““““"'""““m“"““""""ii“ﬂ""l"ll||NilIlilIlllIIIl\llllllIM||1|l\I!lllilll{l}lmh\)lilll|1||\l\ﬂ|\}|“l{[ﬂ“Hﬂ\mwmHummwumwumuumm‘NNNNi]!]HmmmNW“HNNWH\WH|\|lN|||HHIINI§|{|||IIIIllNNIIIIH“IHilllllllliN|1|'|!|||il||||""|1|m"""""’“"""”“""""““'”"'"“““9*'"““"“"""”"""'”"“"""'""""""'"""""'"""'

CONTENTS FOR APRIL, 1931

PAGLE

Radiotorial Comment. . —— R 13

Trend of the Radio Times 14
The Editer’s discussion of current happenings in the radio

industry.

H. E. RincoLp 16
An account of the possibilities open to the radio dealer
aho has a record department.

They Sell Midgets Like
Bananas. . THoras Carvert McCrLary 18
The story of how A. G. Spaulding & Bros., of New York
City handles the midget proposition.

Level Off the Valley of Radio Sales with
Electric Refrigeration . ~Leo P. Waite 20
A weteran in the electric refrigeration business tells awhy
radio dealers aill profit by putting in a refrigerator line.

“I Could Be Sold” ... .Roeert H. HENDRICKSON 22

A lawyer crashes the gates of a radio trade magazine to
say that the only reason he hasw’t a radio in his office is
because no dealer has approached him with the idea.

Priming the Pump

A Rav of Hope for the Independent Dealer. ... 24
In avhich an idea is passed on to the dealer avho is suffer-
ing from chain store competition.

The Results of RADIO’S Midget Survey
in New York ... Tiomas CaLvert McCrLary 26

Showing pretty theroughly just how the midget stands in
Near York City, and what is being done about it.

PAGE

What I Would Do if I Were Selling
Tubes..... .. . . e L P NavLor 28
Some good suggestions from a man acho knows the tube
business from the merchandising angle.

The Dealer’s Responsibility in Putting Over
the Broadcast Program ... StepHEN PERKINS 29

The radio “idea” is more important in making sales than
eye appeal, ear appeal or performance.

New Radio Products. ... ... .. - S— ]
News of the Month. . - ... 38
Association News . .. . 42

DEALER'S SERVICE DEPARTMENT
Tube Shorts. L ...J. Epwarp JonEgs 51
Including a method of locating them.
Taking the Joker Out of
Servicing. ... JAvustin C. LEscarBoURA 52

Sudden surges in line woltage are often the causes of
popped filter condensers and many other troubles,

Stromberg-Carlson Models 12 and 14 . 53
Fada Model 43 . . e v 54

Questions and Answers in Servicing . J. EDwarp JoNEs 55
Designed to prepare the service man for his examinations,
as aell as to bring to light some of the practical experi-
ence of others.

T —

P. S. LUCAS, Editor

General Office—Pacific Building, San Francisco
BRANCH OFFICES
415 Lexington Avenue
211 West Wacker Drive
86 St. Botolph Streer
508 Crane Boulevard

New York
Chicago
Boston

Los Angeles

H. W. DICKOW, Business Manager

SugscrirTioN RaTES: $2.00 per vear in the United States;
$3.00 per year in Canada and foreign countries.

Entered as second-class matter at the Post Office at San Francisco,
California, under the Act of March 3, 1879.

4 RADIO FOR APRIL, 1931

.



prﬁw?ﬁ"m S e Ehaial Gl

Look for
Robust

Rectifiers

{

% Ample and uniform current supply for
g every tube in the A. C. radio set— that
is the function of the rectifier tube. De
Forest engineers have insured that func-

tion with these latest refinements:

1. Special alloy hooks maintaining uniform ten-
sion on filaments.

2. Ingenious clamping toinsure accurate plate di-
mensions for equalized full-wave rectification.

3. Carbonized plates insuring maximum heat
dissipation at higher outputs demanded by
latest sets.

4, Tabbed filament to insure low-resistance

welds and prevent weakened filament due to
spot welding.

5. Exhaust port positioned well below press to
avoid leakage.

These and many other advanced fea-
tures found in every type of fresh De
Forest Audion, insure the 1931 perform-
ance of any radio set.

This is the fourth of a series of debunk-
ing messages dealing with 1931 radic
tube features. The entire story can be

AUDIONS DEFOREST
RADIO (0

RADIO TUBES =

sent toyou immediately, if you so desire.

DE FOREST RADIO CO., PASSAIC, N. |.

R A RIS s R Rl A R A e A SRR R S
After oll rhere s no subshtute for 25 yeors experlence

Tell them you saw it in RADIO



LIST
PRICE

THE DEMAND NOW
EXCEEDS THE SUPPLY

So great is the nation-wide demand for NOVO-MIKE
that our factory is working a two shift schedule to catch
up with the demand. Beginning April 5th, deliveries
will be made on same day your order reaches us. Send
us your requirements at once,

EVERY RADIO

Owner Is a Genuine

Prospectforthe««

NOVO-MIKE

No matter who they are—where they are—
they WANT Novo-Mikes. Dealers have found
that this $5.00 MIKE has the QUALITY and
APPEARANCE that SELLS. Why not cash-in
on the demand? Wire us for a sample order.

HOME BROADCASTING 'V
MICROPHONE

The Sensational Seller
Is the $5.00 Novo-Mike

Usual discounts to dealers—You can sell a NOVO-
MIKE with every set—you can sell them to all of
your customers if you will take but a few moments’
time and DEMONSTRATE IT. Talk in a distant
room—unseen—amuse and thrill your friends. Break
into the station programs with your “own programs”
—and amaze your audience.

LARGE WINDOW CARD
FOR DEALERS . ... ...

A strikingly colorful LARGE window card, with a
NOVO-MIKE mounted on it, helps you sell NOVO-
MIKES. By all means, get at least ONE today.

¢ORDER AT ONCE!

JOBBERS The Novo-Mike connects to the detector tube § Installed in a jiffy.
Eouf &?ilel‘s ‘Aandt of any set. Press the button and the broadcast | One wire to the
wo ot ;:ur j:b- music stops—and you break into it with your | detector tube prong
bing business. own voice. Release the button and the broadcast | —another to '*:e

WIRE US. is resumed. ground. THAT’S

ALL!
AMERICAN LABORATORIES, LTD.
2903 Beverly Boulevard Los Angeles, California

AMERICAN LABORATORIES, LTD. RADIO
2903 Beverly Boulevard, Los Angeles, Calif.

Send NOVO-MIKES and display cards at once. Ship C.O.D.
at NET price.

=

Address S S ooy~ W e

PGty and State o e ]

Tell them vou saw it in RADIO



Dealers Net Price, F.O.B.
Greeenwood. Miss_.. $78-50

testing equipment.

READY for delivery April 15th.
Confidence in Supreme is evidenced by the hun-
dreds of orders on file for the Model 70 Oscillator
—many placed even before a picture or descrip-
tion was available. THE RADIO WORLD
“KNOWS” SUPREME’S REPUTATION FOR
SERVICE INSTRUMENTS — “SUPREME BY
COMPARISON!”?
Both Oscillator and Output—Ohmmeter of revolu-
tionary design. Model 70 covers intermediate fre-
quency range from 90 K.C. to 550 K.C., and
broadcast range of 550 to 1500 K.C. Operates
from A.C. or D.C. 110 volt line or self-contained
batteries. Completely shielded — tapered output
control. Output meter of rectifier type is also pro-
vided with resistance measuring range of 0 ohms
to 1 megohm.

It will pay to order yours today!

JUPREME INSTRUMENTS COLRD.

403 SUPREME BLDG., GREENWOOD, MISS.
DISTRIBUTORS IN ALL PRINCIPAL CITIES

Service Depots in:

New York, Philadelphia, Pittsburgh, Chicago, Kansas City, Seattle, San Francisco, Toronto
Foreign Division: 130 West 42nd St.,, New York City. Cable Address: LOPREH, New York

Tell them you saw it in RADIO

® which is
provided with adequate meter ranges and
switching facilities for all tube tests and Q
circuit analytical indications of the new
space charge (pentode) power amplifiers.
These features aye a tribute to the fore-
sight of Supreme engineering design 2 >
against early obsolescence of practical ! gf N

ERaasy
Lt

Ik ﬂl'

L8

oS
The Model 90 Supreme Set Analyzer, with the copper-oxide rectifier
“wonder meter” which gives all A-C and D-C current and voltage read-
ings, instantaneously and accurately, is the instrument for today’s and
tomorrow’s servicing. Its functions and flexibility will prove astounding.

A\

Supreme Oscillator Model 70, Less
Tube and Batteries, Dealers Net
Price, F.O.B. Greenwood,

Miss. $49- 75

Supreme Qutput-Ohmmeter, Dealers
Net Price, F.O.B. Green-

wood, Miss. '53 0-00
Handsome carrying case of hardwood
for combined QOscillator, Qutput-Ohm-
meter, and Accessories. Dealers Net

Price, F.O.B. Greenwood,
Miss. $ 5 . 00




ARE FIGHTING FOR BUSINESS

Thousands of them going to

L Chicago to visit the June Trade Show.
Other thousands staying at home

because they can’t get to Chicago
..... All of these dealers want
to know what you will exhibit at the
show . . . .. Many of them read

“RADIO" EXCLUSIVELY . . . ..
because "RADIO" tells them what
they want to know . . . .. This year's
Show Issue of “"RADIO" will eclipse
anything yet published by us in 14
years . . ... Advertising forms close
in Chicago and New York on May
20th. Make your reservations now.
Color-rotogravure in “RADIO" —if
you want it . . . .. No other radio

trade magazine has it. Write for rates.

— The Publishers

8 : Tell them you saw it in RADIO
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Vieaww of Playland Casino, Rye Beach, Rye, N. Y., Showing Wright-DeCoster Speakers on the
Side W all, Recessed Back of Grills }

For Tonal Quality and Volume Reproduction |

WRIGHT-DE COSTER REPRODUCERS |
Meet Exacting Demand |

There are many kinds of businesses and institutions |

|
1
1. AN which are wonderful prospects for sound equipment if
_ you will show them the advantage it will be to them.
Westchester Co. Park System o o g
i Large auditoriums,amusement parks,recreation centers, s
i beaches and swimming pools, airports and many others '
: 4 August 21, 1930, can use high grade ampliﬁc.ation systems.
Wright-DeCoster, Inc, You can depend upon Wright-DeCoster Speakers for
Saine Paul, Minnesata. clean, true reproduction and volume, when installed
Gentlemen: . . .
with other high grade sound equipment. Your most
It gives us pleasure to advise you that the sound instal. exacting customers will be pleased with them

lation placed in the Playground Casino under contract

I by the Haynes-Grifin Company of New York City is

the most satisfactory installation we have ever seen or
heard. We have two other systems working here in
Playground, both of them of recognized standard and
toth doing their work satisfactorily, but the system in
the Casino was a very difficult installation. The Wright-
DeCoster loud speakers used in this installation seem to
have a tonal quality of reproduction which make them

perfect for auditorium installations.
This system has now been in use for four months, has
required no attention, and has been satisfactory since
its final installation test.
Yours very truly,
By: FRANK W. DARLING, ——
FWD:Z Director.

The Speaker of the Year

Write for Complete Information and
Address of Nearest Sales Office

WRIGHT-DE COSTER, INC.

2217 UNIVERSITY AVE.,, ST. PAUL, MINNESOTA ’
Export Dept.: M. Simons & Son Co., 25 Warren St., New York, N. Y. Cable Address: Simontrice, New York |

Tell them you saw it in RADIO 9



How Much Money \Xj
Did YOU Lose
by not selling 5 J

UNIVERSAL
ICROPHONES

Flgure It Out . . you sell, let us say,
ten sets a week. At least half of these sets .
could have had included a UNIVERSAL

MICROPHONE . . . even the little Baby Mike. 5 sets per
week—5 UNIVERSAL MICROPHONES per week—
THAT GIVES YOU AN ADDED PROFIT OF § § §
for the week. Perhaps enough to pay a goodly share of
your rent.

Announce Thru Your Radio

BABY MIKE is
a real microphone,

- single button with
circuit switch and

25 foot cord. The case is 3 inches
high, The button is
gold plated and the
response of far better
quality than would be i}
expected for the low
price of §7.50. A
sheet of instructions is
included. Weight 12 oz.

Model “BB”

With Gold Spot Metal Dia-
phragm. A two-button microphone
built especially for voice pick-up.
public address work and for ama-
teur broadcasters and experimen-
ters. Its frequency range is from
50 to 4000 cyles, 200 ohms per
button. A split primary micro-
phone input transformer must be
used with this microphone. Ac.
L curately machined, and silver
< plated. Made in 3§iegrees of l‘s)len-

sitivity: S—Very Sensitive; —
S ERICE Medium Sensitive (Standard);

$25.00 D—Highly Damped.

Start the New Season Right!

Universal Handi-Mike

A single button hand microphone for radio
receiving set operation, for personal call sys-
tems, etc. Equipped with thumb switch and 6-ft.

S . II- ts difficult enough these days . . . without
e Ing the number of prospects you used to have.
Each UNIT SALE must, therefore, produce a greater
net profit for you. And your FAST SELLING accessory

cord. Handi-Mike is decidedly a microphone in s .
both appearance and operation, and responds to 2 is the UNIVERSAL MICROPHONE. It even makes
frequencies from 70 to 2000 cycles. The button Junior Radio and Am- selling easier. The customer gets a genuine “kick’” out

is 200 ohms. Packed in individual boxes. Size

plifier Input Stage. For f talki :
head, diamoter 21 in length overall. 6 in. . of talking through a microphone. Have a UNIVERSAL

use with any single but-

Net weight, 1 Ib. Packed weigh:, 1Y Ibs. ton microphone. Consists MICROPHONE connected to every set in your store.
. R of microphone input Cut right into the broadcasts with your voice. And . . .
List Price $10.00 transformer, switch and here’s another tip . . . go after all of those service calls

batiery bracket in neat

wooden box. with a UNIVERSAL MICROPHONE. Hook it up and
List price $8.00 demonstrate it to the prospect. Remember . . . every
UNIVERSAL MICROPHONE sells another. The extra
profit is there . . . plain as daylight.
But you will never know how easy it

Banquet Stand

A half height stand for use on tables,
at banquets, desks, pulpits, etc., also pre-
ferred by some for studio announcer’s use.

Adjustable from 18 ins.
to 28 ins. high. Beautifully
finished in maroon statuary
bronze. Base 7 ins. diameter.
Top ring 6, ins. diameter.
Furnished with 4 eyes for
suspension of Universal “"A,”
“BB.” “KK,” “LL” and any
other carbon microphone.

Packed in individual car-
tons, Net weight, 11 Ibs.
Packed weight, 15 lbs.

New List Price for 4 Point
Microphone Suspension as
shown, with 8 Suspension
Springs. )

Rl:dufeé to $ 15.00 V‘;rue f‘é’ Nlew
Code Word “"BANK” P aoE

is to sell until you try. That is why

we urge you to send the coupon AT
ONCE for a sample order. That
starts you on the road to better

profits.
Microphones from

$5.50 List to $350
FOR EVERY POSSIBLE USE

) Also
Write for New
32-pp. Catalog Mountings, Transformers,

JEnoT Cables, Plugs, Etc.

Cushing, L. G., 9

REPRESENTATIVES . : . .
Exporters — Ad Auriema, 116 Broad A(lsa(::;},‘ CGl::rogri‘a—S—t-.l’:osz}ll::fo,S;:\.. H., Un'versal Mlcrophone Co.,

Ltd.
Broad St., New York City P. O. Box 42.

Weg‘e"‘ Pe""”'ll:"“"t’ “‘(e“ Yzi'gi'i,i“_ Indiana—Gnas, John C. 415 Archi- Largest Exclusive Manufacturer of Microphones in the World
Aaumg;litzeni) fran. al ‘Bl 9 pgnn tects & Builders Bldg., Indianapolis. .
e rofessional Bldi.. Pitts Nocthern California—Hermans, James 1163 Hyde Park Blvd. Inglewood, Calit.

Minngso(a—Barnard_, Josep}?, L..‘ 2101 (Pé.a,lif585 Mission St., San Francisco,

Blaisdell Ave. Minneapolis, Minn. Cleveland, Ohio—Handel-Davies Co., UNIVERSAL MICROPHONE CO., LTD.

Or—?-%trc::::?llg?:ngBhg%‘;ingg. Ig?)l:xo- Chester Twelfth Bldg. 1163 Hyde Park Boulevard, Inglewood, Calif.

Illinois, Wisconsin

land, Oregon New York City—Smith, Howard F, Ship me, C.O.D. at dealer’s price,. Modet
Eastern Pennsylvanig, District of Co- 142 Liberty St., New York City. Micropl})lones. In enclose 50% geposi(.

fumbia, New Jersey, including Tren- Southern Sellers: Louisiana, Mississippi,

ton on South, Delaware, Maryland— Alabama—]. E. Muniot, Jr., 918 NAME - N . .

ByrdKen, Terminal Commerce Bldg., Union St., New Orleans, La.

401 No. Broad St., Philadelphia, Pa. Missouri—Beneke, J. W., 1689 Arcade ADDRESS
New England States, Upper New York Bldg., St. Louis.
State—Daw, Walter E.. Room 401, Canada—Continental Radio Corp., 79 CITY AND STATE. R
50 High St., Boston, Mass. Elm St.,, Toronto 2.

10 Tell them you saw it in RADIO



5' O/ OF YOUR
O CUSTOMERS

will
RADIO
‘Y OwLS

Automatz’mlly Turns Off
Radio Sets and Electrical Appli-

ances at a Predetermined Time

Radio Owl is a hydraulic type oil pressure which turns off your
radio silently-—automatically! Your customers can go to bed at
night and listen to their favorite dance orchestras while being
lutled to sleep—Radio Owl, standing guard, turns off the set,
Absolutely foolproof in construction and operation. A
sensational seller, in fact, one of the best paying side-lines
because every radio user needs one.

e b b

.....

ORDER
SAMPL
TO-D

TAYLOR-TRAVERS CORP., LTD. List Price, $5

2201 East 51st Street, Los Angeles, Calif. East of the Rocki $5.50.
Send me Radio Owl for which I enclose §
NAME
Attractive, individual new con- STREET .
tainer. Striking eﬁectlfor ‘Xnk
dow and counter displays. As! .
? for display cards. CITY T . STATE

Tell them you saw it in RADIO
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NEW MQDEL 50

5 tubes (3 screen grid), dy-
namic speaker, tone control,
attractive walnut cabinet - -
87x111577x15”

$4950

complete with 5 tubes

complete with 8 tubes

NEW MODE. 62

6 tubes (4 screen grid) Mag
navox dynamic speaker, per-
fected tone control, exquisite
walnut cabinet 8”"x11%57x15”

150 50

complete with 6 tubes

SACKSON-BELL COMPANY . . . LOS ANGELES, CAL,, U. S. A.
MANUFACTURERS OF ALL-ELECTRIC RADIOS . . . SINCE 1926

\ SENSATIONAL NEW MODEL 68

The THIRD in the 1931 line of JACKSON-BELL Midgets. The
ONLY exclusively Midget Line in America. Big extra profit. No conflicc
with your present lines. Profit proven by the experience of thousands
of Dealers and Distributors everywhere. Dependable merchandise, pro-
duced by an old established Manufacturer, pioneer and recognized leader
in the Midget field. Generous co-operation. Effective advertising. Sure-
fire sales plan. Write TO-DAY for proposition.

Model 68 Features

@ 8 tube “wallop”

@ 4 screen grid tubes

® local and distance switch

@ luminated vernier dial

@® Magnavox dynamic speaker .
@ push pull amplification

@ mproved tone conirol

® walnut cabinet 19" x 11 x
16347

Tell them you saw it in RADIO




RADIOTORIAL COMMENT
e ———

Television: THE radio dealer is
When puzzled by contradictory
° reports as to when televi-

sion receivers will be ready
for general sale and as to what kind of equip-
ment he will have to offer the buyer. One in-
spired source is vociferously shouting to the
house-top aerials that television will not be
ready for the home for at least two years. Other
equally inspired sources are industriously circu-
lating reports that they will start large scale pro-
duction of television equipment during the next
radio season.

Most of the two-year proponents are conserv-
ative business men who wish to avoid a repeti-
tion of the confusion and market instability
which marked the beginning of the broadcast-
ing of speech and music. They are waiting until
they deem it expedient to market radio movies
for the home, until there is assurance that pro-
vision has been made for the broadcasting of

pictures that will continue to hold the interest
of set-owners, until they feel assured that their
models will have a reasonable life expectancy
before they are made obsolete by improvements
in transmitting and receiving methods, and until
they can market a set which will not be a vul-
nerable target for imitators. All of which is
good business, not only for the manufacturer
but also for the dealer.

Most of the six month adherents are pro-
gressive concerns who have attained a modicum
of success with somewhat crude equipment and
who realize that many people will be satisfied
with the immediate marvel of television without
waiting for its ultimate perfection. They would
just as soon sell kits as complete instruments.

These progressives are very likely to force
the hand of the conservative. All of which indi-
cates with some degree of certainty that a great
many people will be asked to buy television re-
ceivers in 1931.

And What BUT t.he best. equip-
ment will be minus the
W awkward scanning disc
and manual control of
synchronization that characterize several of the
instruments that are available for public pur-
chase today. The equipment will consist primar-
ily of a short-wave receiver easily tunable to
the several bands which have been allocated for
experimental use between 100 and 150 meters.
The scanning will be accomplished by means
of a cathode ray tube on whose fluorescent sur-
face the image will appear or from which it will
be projected onto a larger screen. The pictures
will be large enough to be viewed by several
persons simultaneously and have enough detail
to make the faces of full-length figures recogniz-
able. Synchronization will be accomplished by
means of special frequencies transmitted by
radio.

All this, and much more, has been accom-
plished in the research laboratories in the hands
of experts. But these instruments are not yet
ready for the tyro. Any mechanism for repro-
ducing pictures by radio is necessarily more
complicated than that for reproducing voice and
music. It must be made fool-proof and designed
so as to require a minimum of servicing after
it has been installed.

While the probable delay in the wide-spread
distribution of television sets is irksome, such
a course is wiser than would be the early mar-
keting of half-baked equipment. While we de-
cry any unnecessary delay in putting a new
instrumentality for profit into the hands of the
radio dealer, we realize that the introduction of
television should be under the supervision of
those who will not make the same mistakes as

were made in 1921 and thereafter.

RADIO FOR APRIL, 1931 13



Pentode Finding Its Place

HE pentode is again in the limelight;

this time to stay. Atwater-Kent has
announced a new super-heterodyne re-
ceiver in which this type of tube is em-
ployed. All-American Lyric and Rem-
ler have done the same; and it is to be
expected that before long the "45 type of
power tube will go the way of the "10
and the '50. The power pentode, or
five element tube, has everything in its
favor. It is capable of supplying fifty
per cent more undistorted output than
the 45, it requires only about half the
signal voltage from the preceding tube,
and it is capable of many times the am-
plification. In other words the pentode
will serve the same volume requirements
as the ’45, plus fifty per cent, it may
be energized by the detector without the
usual “first audio” stage, and it has suf-
ficient ability to amplify that signal to
the value necessary for power output.
The elimination of the first audio stage,
alone, makes it worthy of any set manu-
facturer’s consideration, as the prelim-
inary audio stage is expensive and well
attended with complications.

O e O
Confusion Reigns

FOR some reason or other the tube
manufacturers did not get together
on the branding of their new tetrode, or
improved screen grid radio frequency
amplifier tubes. Arcturus came out with
one labelled Type 551, while RCA in-
troduced the RCA 235. The two tubes
are similar but not identical. Both are
designed to do the same things, namely,
provide smoother volume control and
reduce cross modulation and modulation
distortion. While the two tubes will be
more or less interchangeable the one
will not give equal results in a circuit
designed for the other. Confusion is
bound to result unless all manufacturers
get their heads together and agree to
stundardize; make not only the type
numbers correspond but make their
tubes with identical characteristics. The
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RCA Radiotron Company refers to its
tube as the “Super-Control” tube, a
name which partially explains the im-
provements in it, but is not completely
self-explanatory. Most of the others
have adopted the more technical name;
“Variable Mu”, which means variable
amplification factor. This tells the
whole story to the engineer but is so
much Greek to the layman.

As to the type number the other in-
dependent tube manufacturers have di-
vided themselves more or less equally on
both sides of the fence, some using the
35 and others the ’'51. CeCo has
adopted both, manufacturing two differ-
ent tubes, the 551 being similar to the
Arcturus and the 235 being made along
the lines of the Radiotron.

It is also interesting to note that with
the advent of the “Super-Control” Rad-
iotron, the Corporation has changed the
prefix of the type number. This tube
is to be known as the RCA 235 instead
of the UY 235. With the report that
'24s are now being received by jobbers
bearing the label RCA 224 on the base
it is presumed that the old base prefix
is to be dropped in favor of the com-
pany’s initials.

O e O
Distance Is Making a Comeback

FEw vears ago most radio dealers

looked forward to the day when
the “DX” idea would die a natural
death and be given a handsome funeral,
—without the tears. Those were the
days when distance reception was the
cause of many sales and much grief.
They hailed the chain broadcasts with
the hope and expectation that people
would become satisfied with listening
to the best programs without having to
“fish” for them. Even those receivers
most suited for distance brought along
their troubles. Buyers needed instruc-
tion; sometimes requiring the salesman
to drop areund for three evenings in a
row. If they were not able to handle
the set as well as the experienced sales-
man they considered themselves “‘gyp-
ped”. (“The fellow who caught that
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fish is a durned liar!”") Invariably the
set was “noisy”, the average human be-
ing failing to understand that the only
way he could expect quiet reception with
any receiver was to keep out of the noise
level.

Now, after a year or so of selling
quality, fine furniture, and above all,
splendid programs, it begins to appear
as if the radio dealer was going to be
forced back into the old days of trying
demonstration, discontent, and promises
that may be hard to fulfill. However, it
distance reception can be a talking point
that will sell a distinctly better piece of
merchandise instead of an inferior
model, more power to it. Majestic had
an interesting and rather novel idea re-
cently. They held a DX contest for
their dealers, with the idea of selling
the dealer, himself, on the ability of their
new receiver. They are evidently leav-
ing it up to the dealer as to whether or
not he wishes to push distance in mak-
ing his sales. Knowing that a receiver
is good increases the salesman’s enthus-
iasm, naturally, even though he might
not choose to talk up the particular
point that was proven to him.

( o

Radio Racketeers of 1931

HE radio business always has its

gangs; its racketeers. There have
been fake aerials, high priced tin cans
for grounds, tube bootleggers, and what
not, but last vear and so far this year it
has been the midget that has caused all
the uproar. Without a doubt the midget
receiver has caused many dealers to lose
money, although it will not be denied
that many others have made money they
wouldn’t have made otherwise. The fault
is not, however, with the midget, as a
class of merchandise; it is with the
“racketeers” who prostituted the midget
business before it ever had a chance to
make its own legitimate way in the
world. As soon as a few manufacturers
began to show that the small, mantle-
type receiver was going to become popu-
lar a half a hundred ‘“fly-by-nights”
jumped into the arena and began to cut
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each other’s throats,—and they’ve been
doing 1t ever since. The midget receiver
idea 1s a good one and should be boosted,
B U T —if dealers are to make any
money they will have to drive the “pea-
nut” manufacturer out of the business
so that the reliable ones can spend
enough on their products to do a good
job of it, raise the list price of the sets
to a place where they, their jobbers and
their dealers can make a profit which
will make it worth their while. If the
dealers would refuse to handle any mid-
vet selling below, say, $6+.50 there
would be no hue and ¢ry that the midget
business was ruining the radio game.
For every midget, selling at that price,
that cut into the sale ot a console an-
other midget can be sold as the second
set in the home, thus equalizing the first
loss.

The first step in making the midget
manufacturing business fall into line has
just been taken by the Radio Corpor-
ation of America in its attempt to close
up several Los Angeles firms that have
been operating without benefit of license.
Once the unlicensed manufacturers have
been eliminated it will be necessary to
turn the guns on those manufacturers
who have taken out licenses but who in-
sist upon operating in a barn on a small
time basis.

0 @ O

Department of Commerce

Reports Buyer’s Market
ACCORDING to H. E. Way, assistant
L X chief of the electrical equipment di-
vision of the Department of Commerce,
more value per dollar was obtained by
radio set buyers in 1930 than in any
other year since the inception of broad-
casting a decade ago. This, of course,
is the bad news the dealer has been di-
gesting for the past fifteen months. What
the radio dealer wants is a “seller’s mar-
ket”.

While it was natural, under the cir-
cumstances, for unit sales to fall off, it
was a bitter blow to have to see the

average set sale drop from $133, which
it was in 1929, to $87 in 1930. This

was partially the result of the introduc-
tion of the midget and partially due to
the enormous sales of distress merchan-
dise at from twenty to forty or fifty per
cent off the list. It is hoped that the
dumping season of last vear will not re-
peat itself, and it is certain that it will

not if manufacturers take the lesson
they learned to heart, as indications show
that they are doing.

All the industry may console itself,
however, by reasoning that radio sets be-
come obsolete; arrive at the replacement
stage; just as rapidly as they ever did,
and that as soon as business picks up
those sets that should have been, but
were not, replaced last year will be rele-
gated to the junk heap this vear along
with those that have “done their time”
and would normally be replaced this
vear. The same reasoning applies to
tubes. Last vear, due to fear of hard
times, the replacement business in tubes
was considered disappointing by the in-
dustry. With 12,000,000 modern tube
sets in use there should have been, ac-
cording to leaders in the industry, re-
placements of at least 30,000,000 tubes;
215 per set. As it was only 24,000,000
were sold for this purpose. If the statis-
tician’s figures are not too optimistic the
vear 1930 ended with 6,000,000 tubes
that ought to have been replaced but
were not. There is no reason why that
figure should not be added onto the fig-
ures for 1931°s replacement tube sales,
not in its entirety, perhaps, but at least
in part. Hence it would appear that last
vear’s failures should add to this year’s
successes when good times are here again.

O e O
Four Years Average Set Life

ACCORDING to the recent census report
the average life of a radio set is four
vears. At that rate three million sets
would be required this year for replace-
ments alone, and three million sets are
just a half million less than last vear's
total business. While it is readily con-
ceivable that radio receivers of the vint-
age of 1927 would be ready for replace-
ment in four years it Is a «uestion
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whether those of later manufacture will
reach the stage of obsolescence or inabil-
itv to perform at such an early age. 1927
was the day of the first a-c receivers
with the ’26 tvpe tubes. Most of them
were table models. Since that time the
industry has been more or less revolu-
tionized several times.

Still, judging by developments that
are hanging fire right at this time, it Is
very possible that in four vears from
now 1931 models will bring forth the
same degree of mirth as that displayed
over the first a-c sets of four years ago.
1t the manufacturers continue to im-
prove their products with the same rapid
strides as in the past; if television at-
tains the same popularity as radio has;
if the 24 and the 27 and the ’45 tubes
pass out of the picture to make room for
newer and improved tubes; if automatic
phonographs and home recording instru-
ments change the public’s attitude on
phonograph entertainment; if other
things not as yet conceived make their
appearance, as they have a habit of do-
ing in the radio game; the census report
will continue to be useful in forecasting
the amount of replacements that should
be made. T'he most pessimistic view of
the replacement business cannot be de-
pressing, especially knowing that the
first set market has not reached its third
milepost.

O e O
More Interest Shown In Trade

Show

Tms R. M. A. trade show, to be held

in Chicago during the first week of
June, is beginning to attract attention
and more interest than heretofore. The
promises that this vear’s convention is
to be a strictly business proposition, de-
void of the customary ballyhoo and
hilarity, have evidently been accepted by
the trade on their face value and have
met with universal approval. 1f the ex-
hibitors will do their part in cooperat-
ing with the Radio Manufacturers’ As-
sociation the show can assume a very
valuable part in the constructive pro-
gram of the industry.
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PRIMING THE PUMP

By H. E. RINGOLD*

E ARE pretty much prone to take the conveniences of

modern science and engineering for granted. Maybe

you can remember the time ‘“way back when” there
were not only no radios but no automobiles, no electric lights
and no running water. If so you of course remember the house-
hold pump. If, as a boy, it was your job to carry in the water
as well as the wood, 1’m sure vou remember it.

Maybe you were lucky enough to have the pump empty
into the sink in the kitchen. I wasn’t. The darned thing was
fully fifty feet from the house and when it’s 15 helow zero
fifty feet is a long way to lug two big buckets of water. Many
times the pump would be frozen. Then I had to thaw it out,
prime it, keep pumping and pretty soon pure, cold water
would come gushing out. All we wanted of it.

I’m going to run the risk of being suspected of smoking
hashish, or of having just come from one of New York's forty
thousand speakeasies when 1 say that the

and satisfaction, the greater pride he will feel in a unit of
higher price.

T'he best way to get his mind off the instrument selling for
$107.00 is to get his mind on that combination standing right
next to it. Let us say the price of this instrument is $250.00.
The radio chassis is the same that pleased him so much in the
$150.00 Model. He is already convinced that its performance
is entirely satisfactory. Now you must sell him on the immeas-
urably greater entertainment to be had from an instrument
that—in addition to receiving radio programs—also reproduces
electrically, electrically recorded music. You must also con-
vince him of the economy of having these two instruments—
radio and electrical phonograph—in one cabinet.

Marvelous as the performance of the straight radio model
may be, it cannot bring in radio programs, pleasing to an
individual listener, if no such programs are being broadcast.

Beautiful or exciting as some broadcast may

average radio dealer has a pump in his store

be it can not be recaptured for the listener’s

from which—with a little priming—he can
pump an assortment of bright silver dollars
steadily into his cash register.

The pump is a record department and the
priming is the small investment necessary to
make it function.

I'm going to lose some readers right here.
That doesn’t worry me; some people walked
out on Lincoln’s Gettysburg Address. 1o
those who continue I hope to say some things
about radio merchandising which mav not
have occurred to them.

One of the chief reasons why 1930 was
unsatisfactory to most radio dealers from a
standpoint of profit, if any, was because of

entertainment—it is gone forever. Radio
programs are ‘‘table d’hote”—usually excel-
lent but still “table d'hote.” Recorded
music allows vou to make an a la carte
choice—likely no better than a table d’hote
musical meal but it allows vou to cater to
your appetite and order “what vou want
when you want it.” The latest dance tunes,
great symphonies, organ music, hill-billy bal-
lads, cowboy songs or dinner music are yours
to choose from and can be reproduced fullv
and flawlessly, without danger of air dis-
turbances even under the most trying weather
or other conditions which sometimes interfere
with perfect radio reception.

the decreased unit value of every set sold.

These are some of the things you must

T'o state this elementally, you can make more

profit, other things being equal, from a hundred dollar sale
than a fifty dollar sale and still more from a two hundred
dollar sale. The radio dealer who profitably conducts his
business during 193 1—and 32, 33, and 34+—will be the dealer
who sells merchandise of high enough unit value so that when
his rent, light, heat, salaries, trade in allowances, service, and
all the other items of overhead, are subtracted from the gross
profit of an instrument sale, THERE IS ENOUGH LEFT
TO CONSTITUTE A SATISFACTORY NET PROFIT.

It is vital to the profitable existence of the radio dealer that
he increase the UNIT SALE. The only sane way in which
this can be done is by switching the radio prospect to a
RADIO PHONOGRAPH or an AUTOMATIC COMBI-
NATION. The list price of a combination is approximately
$100 more than straight radio. You can get that extra $100
if you will just take the trouble to prime the pump.

Let’s see how it works out: A man and his wife visit vour
store. You demonstrate an instrument of excellent make and
the prospect is pleased with the performance, cabinet design
and terms. The price 1s $150.00. His eye, however, keeps
straying to another make which sells for $107.00. He is think-
ing—"“Maybe that would do just as well and would leave
$43.00 in my pocketbook.” His intention is to buy a radic
which meets his requirements for as little money as possible.
Assuming that he is a good credit risk, you are trying to sell
him the best possible instrument. You are, or should be, trying
to tempt him into higher price fields by talking and demon-
strating the better performance, the greater entertainment

explain to “sell” the radio prospect on rec-
ords as only by doing so can you extract the added $100 as
payment for the added pleasure to be had from owning an
instrument that will electrically reproduce records.

But explanation is not enough. Demonstration is necessary.
Naturally you must have at least a small stock of records to
give a proper demonstration. A dozen. or so, picked at random,
are not suflicient and the limited choice they allow is very apt
to be the reason for a lost combination sale. Besides, they
would not constitute a stock from which to sell and would be
an itemn of sales expense. New numbers would have to be added
trom time to time which would increase this expense. The sen-
sible thing to do is to have a record department large enough
to give every possible advantage to radio and combination sales
and to show a profit on its own operation.

Not to have a record department of this size is to fail in
what should be your ability to properly service the wants of
vour customers after you have gained the added profit of sell-
ing him an instrument of high unit value. The customer is
entitled to look to you as a reliable source capable of supplying
him with the records which are necessary for his continued
enjoyment and satisfaction from the instrument. If you cannot
do this you have put a formidable hurdle in front of your goal

*Mr. Ringold left Northwestern University in 1921 to become a member of
the advertising staff of a nationally advertised clothing manufacturer. He next
took over a job of advertising and selling for some very well known retailers in
the middle west, planned and wrote mail for various types of manufacturers,
distributors and retailers. Then he joined the advertising staff of the Brunswick-
Balke-Collender Company, taking charge of the Dealers’ Advertising Service,
from which he was later transferred to the General Record Sales Division. He
is now assistant to E. F. Stevens, Jr., Sales Manager of the Brunswick Record
Division of the Brunswick Radio Corporation, New York City.
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of higher unit sales. The fact that you can not supply your
customer’s wants is pretty clear evidence that you vourself do
not realize the advantages of recorded music which you have
been explaining to the customer. The customer may not think
this out but he SENSES it. It increases the natural wariness
of the buyer. It makes it harder to close the sale, that makes
the profit, that pays the rent.

An adequate record department will not only help to sell
the radio shopper, but it will create for your store a clientele
who prove by their presence that they want music in their
homes and are willing to pay for it. What better prospects for
radio and radio-phonographs than these? You couldn’t get a
better list of prospects by making a personal call on every
family in your town or community. And they are right there
in your store, have come of their own volition, and are admit-
tedly interested in home entertainment!

An intelligent record girl, in a wide awake department, can
turn over to the radio department more people genuinely inter-
ested in a radio or combination than several field men. She can
do this in many ways. One of the simplest is to offer to send
itterature announcing new releases to the record buyer and to
ask the name and address. It is usually a simple matter for a
tactful girl to also find out whether the person has a radio, its
make, age, etc. Often she can ask a customer on what kind of
instrument he plays the records he is buying and ask him if he
would like to hear ALL the music on a combination instru-
ment. [f the customer has been hearing the records on an old
style phonograph he is usually surprised and delighted to hear
the full rich tones of electrical reproduction and so another
interested prospect is gained.

I have heard intelligent and highly successful dealers sav

that they would maintain a well managed record department
if they never made a cent on it. They figured that they were
repaid many times over by the help the record department was
to the rest of the store. Few, if any, of these dealers were ever
called on to put their theories into practice because they main-
tained well managed record departments that paid their way
—showed a profit in their own right.

You have a perfect right to expect a record department to
return a pleasing profit on the money you have invested in it.
The only thing that can stop it from doing so is lack of atten-
tion or unintelligent supervision. Records should be a quick
turnover, cash and carry business with no service costs, no
installation costs, and no credit losses. T'hey give valuable aid
in selling combinations and then keep the combination buyer
as a repeat customer who buys records in quantity units. It's a
combination in more ways than one: Records sell the combina-
tion and then the combination sells records.

These things are doubly true when the automatic record-
plaving combination is considered: Records are of even more
1mportance in selling the automatic and the automatic sells
records in even greater quantity.

Perhaps, gentle reader, you are saving to yourself: “These
things apply to many other radio dealers whom I know but
they do not apply to me.” Human nature is like that. Let me
assure vou that in all probability they DO apply to yvou. They
most certainly apply if you are a “large’’ dealer or a “medium
sized” dealer. Let me tell you of an actual case where they
applied very much to a small dealer:

A man whom we shall call Mr. Jones (name on request)

(Continued on Page 40)
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Midgets

like
BANANAS

By THOMAS CALVERT McCLARY

ing to take on what they consider treacherous midget
receiver lines, A. G. Spaulding & Bros., famous sport-
ing goods firm, have adopted the midget and made it profit-
able. And they have done this in spite of the fact that ninety
per cent of their clientele are of the wealthier classes.
“What?” you say, “Spauldings sell a sixty or seventy dollar
midget to a man who might buy a three hundred dollar com-
bination?” Well, perhaps a few more details will explain
Spauldings’ attitude in the matter more clearly. In the first
place this store’s clientele is such that money—price—is seldom
allowed to enter into the matter. The midget is not looked
upon as a competitor of the console; none of Spauldings’ sales-
men ever think of selling a midget as the first radio set. They
sell them for extra convenience, extra comfort, extra radio
entertainment—and they sell them sometimes in bunches of
half a dozen. They sell them for the bedroom, librarv, maid’s
room, club; anything that comes to the fertile minds of the
salesmen. Midget receivers, they tell their customers, are no
more expensive than good speakers, give better reception gen-
erally, and offer the advantage of different programs for dif-
ferent users. It is actually a fact that many of New York’s
largest homes are now equipped with a radio set in every room.
The Spaulding Company opened up its radio department
Just two vears ago. Its success was immediate. According to

WHILE MosT of the New York radio dealers are refus-
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W. G. Harrison, speaking for the radio department of his
store, Spauldings’ patrons, all sportsmen, are fast buvers if
reminded by display that after the dav’s skating or tennis a
handy radio makes the rest period the more enjovable and
keeps them in touch with events in the world of sport. For
this reason, says he, the radio department is always kept next
to the merchandise selling best at the season of the year.

Spauldings’ were one of the first stores to push the idea of
having midgets in various rooms instead of speakers all hooked
up on the same receiver. They have put the idea over most
ctfectively. Another field this store has opened up for the mid-
get is that of playing them up as gifts. Men particularly are
often at a loss to know how they can properly repay a visit to
country friends who seldom come to town. Extra radio sets
are at a premium in country homes where many guests are
invited, and the midget offers an acceptable gift not bevond
the means of the bachelor’s pockethook.

“We're sold on midgets,” savs Mr. Harrison. “We have
had very good success with them. We install them and service
them free of charge for a period of three months, even at some
distance, because doing so builds good will. Sportsmen are easy
buyers but don't like to be pushed. We use subtle displavs
instead of high pressure sales talks.”

Another thing Spauldings’ have found out about the tvpe
of customer that patronizes their store is that they are begin-
ning to show an interest in remote
control. This is a particularly attrac-
tive feature to sportsmen who enjoy
sitting still after a hard day’s exercise
and tune in the stations from an easy
chair. Up until this year many remote
control prospects have shown hesita-
tion about buying a radio to which
they had not been educated, but now
that some of the well known receivers
have adapted remote control they are
readily talked into using it. This is a
feature in modern radio that is not
limited to sportsmen or to wealth
people in general; in fact these sys-
tems are available at a cost almost
any buyer of a radio set can afford.

“Then we cater to the radio ‘stvl-
ist’,”” says Mr. Harrison. “He is the
man who wants the latest in design
and mechanism and changes his set
as often as three times a vear. This
group constitutes a much larger bodv
of buyers than is imagined. I see no
reason why wealthy people can’t be
sold a new design of radio as often
as a new design of automobile.”



There is no getting away from it, the midget radio receiver is not up to its
big brother in performance. There are two definite fields for it, however; the
family that cannot afford a higher priced set, and the family that already has
one. The first field should be bounded on all sides and not allowed to expand,
while the second should be enlarged upon at every opportunity. Make the buyer
prove he belongs to the first; prove to him that he belongs to the second. The
article on these pages drops a few hints as to how this second field is developed
by a dealer in New York. While the greater part of Spauldings’ clientele is ex-
tremely wealthy the same principles of salesmanship can be made to apply even to
the customer in the $2500 class. Sell the midget as you would sell an accessory!

The casual buyers are the ones that Mr. Harrison likes people buy what they want. T'he trick is to make them want
best. These are either people who happen to see the radios what you have to sell. Remember that the ‘Gold Coast’
on their way to another department or those customers whose residents are theoretically good for two or three sales a year.
offices are near at hand and run in to hear some particularly ~ And they’re charge account minded. Cater to their whims
interesting sports program during business hours. High pres-  and they’ll buy without thought of price.”

sure sales methods are never used in
these stores as the particular tyvpe of
patron with whom most of their busi-
ness is done does not like to be sold
in that way. A customer gossiping
over his purchases with a salesman is
reminded that an important sporting
event could be heard over the radio
upstairs. Listening to it reminds him
that he needs a new radio. Behind
the sets are displays made with the
psychological effect of this in mind.

Window displays are considered of
the utmost importance, also. 1The new
Westinghouse Columaire, for instance,
created a sensation after being dis-
played with a decided twentieth cen-
tury type of background. In one day
and a half over thirty inquiries were
made, most of which were turned into
sales. In these window displays items
of general interest such as unusual
carvings, South Sea curios, etc., are
interspersed with the radio scts. While
the store advertises the radio depart-
ment to some extent they believe that
most of the sales come from window
displays and from customers who
drop in to hear a game or match.
T'his latter group is cultivated on a
friendly basis—welcomed—and dur-
ing the hours of important sports
broadcasting no effort is made at
direct sales.

“Charge account customers don’t
ask prices but they are interested in
technical reasons for new improve-
ments and attachments,” Mr. Harri-
son continued. “This, surprisingly,
includes the women, who like to be
able to talk over details of a new pur-
chase with their husbands. Wealthy
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Level Off the
V ALLEY of RADIO SALES

with Electric

Refrigeration

By LEO P. WHITE*

HE radio dealers of today are faced with a problem

that must be decided in the very near future. The ques-

tion is “Can you continue to stay in business with radio
alone? If not, what line should you add?” In the main all
radio dealers are faced with the same fact, that radio has its
peak season and that during a certain period of each year
radio depression is sure to arrive. To balance out a radio
dealer’s vear some article must be merchandised that has its
peak during the radio depression. Electric Refrigeration an-
swers the question in its entirety.

Electric Refrigeration offers the greatest specialty selling
opportunity of any specialty on the market today. Think of
a market keeping pace with production! Think of a market
only 14 percent sold in 17 years of effort, although during
those 17 vears more than three million electric refrigerators
were sold. Domestic electric refrigeration sales during 1930
totaled more than $220,000,000.00 and in 1931 will rotal
nearly $300,000,000.00. The wise radio dealer will give
serious consideration to electric refrigeration because the peak
season for refrigeration is from March to September while
the radio peak is from September to March.

Electric Refrigeration and Radio make two ideal running
mates. The people who buy electric refrigeration are the
better people of anv community. They are usually home
owners or other responsible people whose credit is of the very
best. This fact makes time selling a safe practice. Reverts

seldom occur because of the type of people who buy electric
refrigeration and because after a family has used electric re-
frigeration for sixty days and have a chance to really learn
what economies and convenience electric refrigeration will
effect, they then will bend every effort to meet their refriger-
ator pavments, and will sacrifice other pleasures to meet these
payments. 5

In order to derive a volume of refrigerator business a Radio
dealer must be educated to a different method of selling than
he has been accustomed to. People don’t buy electric refriger-
ators from a dealer’s floor as they do radios. Prospects must
be developed in the homes by salesmen who are equipped with

convincing sales talks on the economy and convenience of

electric refrigeration and an intelligent story on food spoilage
and proper food preservation.

The proper education of a radio dealer in refrigeration is
so important that Thompson & Holmes, Ltd., of San Fran-
cisco, distributors of Majestic Radio and Refrigerator have
established an educational department in their building where
all dealers and their salesmen are brought in and thoroughly
trained in the fundamentals of refrigeration and how to sell
the Majestic Electric Refrigerator. After the refrigerator
school has been completed a written copy of the training
course in book form is presented to each dealer for his future
reference. Weekly contact with each dealer by a representa-

tive 1s made to assist the dealer on

his refrigerator problems and pros-
pects. The training course covers
more than just the selling of electric
refrigerators. It teaches him funda-
mentals in selling any specialty so
that when he finishes his training he
1s in a position to become a better sales-
man than before. This training will
enable him to increase his radio sales.

A radio dealer must realize that
the town or territory in which he
operates has a certain potential of
radio outlet. VWhen that potential
has been sold he is faced with one of
two things. He can move to a new
location and start over again or he
can stay where his friends are and
start trading for the sets he has sold.
If he has an electric refrigeration
franchise he has doubled the potential
in his territory, his radio customers
become his refrigerator prospects and
he is not confronted with the problem
of a saturated market that calls for
“trade ins.” His sale is a “clean sale”
which nets him his legitimate profit.

*Refrigeration Sales Manager, Thompson and

Holmes, Ltd.

20 RADIO FOR APRIL, 1931



|
|

Truly electric refrigeration will level that valley of radio sales.

Every family that buys food for home consumption, is a
prospect for electric refrigeration provided it has electricity.
This may seem like a strong statement, but let us see: The

electric refrigerators. Selling forces are already organized
and, in many instances, trained for house-to-house canvassing.
Add one or more experienced refrigerator salesmen and virtu-
ally the only additional overhead will be the refrigeration

things that cause all food to spoil, namely mould, veast, and

bacteria are kept prac-
tically dormant in tem-
peratures under 50° F.
and above 32° F. Over
a ten-year period na-
ture has furnished an
average of only nine-
teen days per vear of
this temperature
throughout the United
States. Northern Cali-
fornia averages six
days, Southern Califor-
nia none. If nature
doesn’t furnish these
temperatures man must
do so. Automatic elec-
tric refrigeration is the
only thing that man
can get which will pro-
vide him with constant
temperatures that will

One of the points Mr. White brings out in this article is that the
business of merchandising electric refrigerators requires a vastly
different technique than that employed by the average radio dealer
who has been brought up to expect his customer to come into the
store and listen to his assortment of radio receivers. Mr. White
says that the radio dealers who are making a success of the refrig-
erator business are the ones who go out into the field and do their
selling in the homes, either giving a demonstration if desired or in-
viting the customer down to the store. Probably the reason for this
difference is based on the fact that the public has been radio
minded from the beginning, while it has not been taught the econ-
omies, conveniences and health factor of electric refrigeration.
After listening to a sales talk by a well trained electric refrigerator
salesman, one is inclined to think the radio dealer who refuses to
handle refrigerators because “they offer nothing to talk about”
might just as well shut off the alarm and go back to sleep. The
subject becomes not only interesting but fascinating.

inventorv. The two lines, radio and refrigeration, are so

closely allied that many
radio salesmen can be
trained to also sell re-
frigerators, thus ad-
ding to their earning
capacity, not only for
themselves but for the
dealer as well.
During 1930 when
almost every form of
commercial activity op-
erated at a loss, electric
refrigerator enjoyed a
steady increase. There
are more than twenty
million homes in the
United States wired
and ready to receive an
electric refrigerator
and only three million
homes have been sold.
Statisticians conserva-

properly preserve his food. Every family that uses ice, coolers,
window boxes, cellars, springs or caves as a method of refrig-
erating his food is payving for an electric refrigerator, without
owning one, through inconvenience and food spoilage.

Most radio dealers have ideal stores in which to display

tively estimate that one million domestic electric refrigerators
will be sold in the United States this vear, and it stands to
reason that any live radio dealer can getr his share of this
business if he will add some dependable service-free electric
refrigerator to his line.
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”I COULD

Ery frequently when I arrive home

\/ from the office at night my wife in-
forms me that she has heard a splen-

did talk on some subject she knows I am

interested in, or that some man of national
prominence spoke over such and such a

A potential customer
points out several
advantages to the
business or profes-

BE SOLD”

indicate that it is not possible. Which
leaves nothing for the business man to do
but pass them up or equip his office with
some sort of a radio receiver for the pur-
pose of hearing them.

I looked back over the many fine pro-

station, while T was at work and knew . grams 1 had missed; programs it would
nothing about it. sional man for hav- ? have paid me to hear. They included

"‘It’s a ﬁn'e situation,” [ usually say, ; ing a radio set in his 2 speeches from the Pre§ident of the: Unitt_fd
with some disgust, “when the broadcast E States, talks by leading economists, dis-
companies can’t find a time to give a man office. cussions of the labor problems, business
a man’s program during which he can | I “ conditions, foreign situations. To be sure,

listen to it. I'll bet not one man out of a
thousand who would like to listen to such talks can get away
from their offices to where a radio set is pldvin;_ >

“You mlght have a radio set in your office,” says the wife.

“I can’t concentrate on my work with music going on all
the time,” is my retort.

“Turn it off,” the female radio genius advises me.
only for the talks you want to hear.”

“And let the talks go bv without my knowing it.”

“Oh for a legal mind,” the good wife sighed. “You know
they have programs and such. We get at least two of them
here every day. Don’t vou ever read the radio page of the
papers?”’

“No, and I don’t mtend to. And furthermore,” commenced
my closmg argument, “‘it’s entirely without precedent, and I
do not choose to make myself a laughing stock with my asso-
ciates by amusing myself with radio entertainment when I'm
supposed to be working.”

Nevertheless the above conversation started me to thinking.
It seemed pretty certain that if it were at all possible the
broadcasting companies would be presenting these fine talks
during the evening hours. The fact that they do not seems to

“Use it

- some of them had been reprinted in the

newspapers the following day, but most of them had not. I
began to see that a radio in a man’s office would not be
merely a means of killing time or entertaining the force, but
if sensibly used would be a very valuable piece of office equip-
ment. As I turned the matter over in my mind [ wondered
why the office radio had not already taken its place alongside
the dictaphone and the filing cabinets. Not one man in ten
thousand is actually too busy to stop and listen to a broadcast
that is worth hearing, any more than he is to glance through a
magazine that comes in the mail.

I took a few minutes from the news, sports and stock
reports to study the radio programs printed in the papers, and
was surprised to see five or six items that interested me very
much, among which were the ceremonies at the British Expo-
sition in Buenos Aires, speeches of the Foreign Policy Associa-
tion Luncheon, answering the question: “Do war debts hamper
world recovery?”, the National Democratic Forum, and a
debate between Harvard and the University of Chicago. Now
it stands to reason that not all of those subjects would interest
any one man, but for myself, I'd have given anything right
then to have heard the speeches on our foreign policy. If 1 had
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Robert H. Hendrickson, an

Attorney, Complains That

He Has Never Been Approached By a Radio Dealer

had a radio set in my office and had known those talks were
coming I'd have lighted my pipe, put my feet on the desk and
listened to them without the least tremor of conscience.

But how about this program business? That’s a dreary job;
something like assorting the drops in a bucket of water. '
pass it along to one of the girls in the office; one who will
understand what kind of stuff I want to hear and will list
my possible choices on a small card which I can keep in
tront of me.

Having completely sold myself, I went to the radio dealer
upon whom I call when my household radio goes on the
blink; a man whom I have considered an aggressive, up and
coming merchant because he never forgets to keep me informed
on the obsolescence of my old faithful receiver, or to suggest
that I buy this or that to go with it. I asked him if he had
ever sold a set to a man for his office, to which he replied that
he had not because business men had no time to listen to radio
during working hours. That let me out. I couldn’t give him
an order without incriminating myself, so I switched the sub-
ject to radio’s use in the doctor’s office or in a dental “parlor.”
But even those ideas failed to find an interested audience.

I talked to a dentist friend on the car that evening, asking
him if he didn’t think his patients would appreciate a little
music during the ordeal through which he put them. The idea
was received with much more enthusiasm by

talks which were likely to appeal to business men received all
the publicity possible in the papers and elsewhere. With each
sale I'd offer a weekly program service; a printed card with
the best bets for business men on it; and perhaps I'd get out a
little stand to place them in for constant reference, having
my ad stamped on the frame, of course.

I have already missed a week’s use of my office radio since
I sold myself on the idea, and all because the dealer I went to
see didn't give me a chance to tell him that I wasn’t a pros-
pect but a customer. After having talked to several of my
friends and written this story I am now so thoroughly sold
on the practicality of the idea that I am going down to another
radio store and buy a set whether the dealer thinks I am a
time waster or not. My dentist friend’s words come back to
me: “I could be sold.” There aren’t many of us who sell
ourselves on these things; we usually leave that up to dealers.
We can’t be sold unless the dealer or his salesman comes

around to talk turkey.

EDITOR’S NOTE—This is a challenge to the readers of RADIO.
If professional men and business men are interested in listening to
important broadcasts during business hours go after them.They will
not all be found as ready to listen to the idea as Mr. Hendrickson;
they haven’t done much thinking on the subject. Therefore it is up
to the radio dealer to convince this class of radio buyers that they
are missing something they cannot afford to miss. Consult your
programs; advertise it; and make the rounds.

the man who would pay than by the man who

AN

AR

‘ LS

would have been paid.

A

b

“I could be sold on that idea,” the dentist
told me. “I can see great advantages in it.”

“Well, it looks as if you'd have to sell your-
self, then,” I remarked, still a bit stunned by
the reception given me by the family radio
dealer. “Have you ever been accosted by a
radio dealer on the subject of office radio?”

“No. If I had I'd probably have bought one.
I’ve never even received any literature on the
idea. I wonder why.”

I wondered why, too. Can it be that radio
dealers have been so swamped with sales for
the home that they haven’t had to look for
new fields to conquer? I decided, due to the
cold water thrown on my suggestion by my
own dealer, that the trouble was simply this:
the radio dealer had not sold himself on the
office radio, hence he had taken the attitude
that business men ought not to have radios inn
their offices. Kind of him to be so solicitous for
our welfare, but exceedingly unproductive of
profits for himself.

I hate these people who insist upon telling
others how to run their businesses, especially if
they are in an entirely different line of activity
themselves, and probably don’t know what
they are talking about, as I probably don’t.
However, if I were in the radio business here's
what I think 1’d do: I'd sell myself on every
idea presented to me, no matter how absurd it
looked at the start, if there were any chance of |
my turning an honest dollar thereby. Being
sold on office radio I'd work it tooth and nail.

I'd use direct mail and I'd “go calling.” I'd
recognize the fact that all most business men |
need in a thing like that is precedent, and I'd

ask permission to refer my prospects to my

customers, once | had some. I'd see that the

(R HR0
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A Ray of Hope for
the |nc|ependent Dea

(X OW can 1 compete with
H the chain store outlets?”
asks that retail radio
dealer upon losing a sale to a com-
petitor who advertises lower down
payments, longer terms and lower
financing charges. “How can 1
make my offer as attractive as his
without throwing all of my profits
into the lap of the customer?”
Even if the list price of the radio
merchandise is maintained by the
chain or department store the in-
dependent dealer is in a bad way;
and the list price is very often re-
duced. Startling as it may seem,
there were only two well-known
lines of radio sets which were not
advertised at less than list prices
last vear by some enterprising de-
partment or chain store, and al-
ways at the expense of the dealer
who could not buy for the prices
which would have enabled him to
follow suit.

As has been recorded before, the
chain store has several definite ad-
vantages over the independent
dealer. Among them are concen-
trated advertising, transfer of mer-
chandise from one branch to an-
other, ability to carry own paper,
and the possibility of a more effi-
cient credit department. But first
and foremost in importance is the
advantage of greater buying
power ; the ability to take a whole
shipment of a certain type of re-

HE group merchandising plan out-
I lined in this article is proposed by the

author as a means with which the inde-
pendent radio dealer may combat the larger
department store and the chain store outlet.
The plan provides the independent dealer
with the same weapon employed by the
larger organizations, namely: equal buying
power. With the power to buy on an equal
basis with the large chain the independent
dealer, small or large, can offer his potential
customers equally attractive prices, terms,
and service without cutting too deeply into
his legitimate profits; this without sacrificing
his most valuable asset, perhaps the only
asset left him, his independence and the
personality of his store.

It will be readily understood that the plan
herein described is a roundabout way of
stabilizing the radio industry. That can be
accomplished only by absolute establishment
and maintenance of retail prices. As long as
chain store outlets are encouraged to slash
prices on supposedly standard merchandise
the independent dealer must do likewise if
he would live. There is no disputing the
fact that the manufacturer, who finds he
must get out from under, will be as willing
to sell the association of independent dealers
as he is to sell the corporate chain. In fact,
if the independent dealers could have done
as much for him as the department stores
and chains he would never have had to
resort to the latter.

f

dealers of similar minds can and
have done so. Several methods of
cooperative merchandising are now
in force, threec of which will be
briefly described.

First is the corporate chain store
enterprise, as exemplified by the
Piggly Wiggly Grocery Stores,
Woolworth Five and Ten, Atlan-
tic and Pacific Tea Co., and many
others too numerous to mention.
Where they are properly managed
these have been highly successful,
but on account of the tact that
the identity of the dealer is com-
pletely erased they do not form
even a palliative for the problems
of the independent radio dealer.
The second type of cooperative
merchandising is the group of as-
sociated stores where the individ-
ual dealer is franchised and takes
the name of the chain, doing all of
his buying from one source. While
this group has not attained the
magnitude of the first group there
are many of them operating suc-
cessfully throughout the country.
The third type is the organization
of a number of independent groups
for the purpose of buying all or a
certain part of their merchandise
through one source. This is the
method used by nearly all of the
big department stores. The third
method is also most adaptable to
the formation of an association of
separate radio dealers. It allows

ceiver direct from the manufacturer or his distributor, and
thereby get a much longer discount than if two or three
receivers were ordered at a time. This applies to standard
merchandise and especially to liquidated stocks. Until the
independent dealer can buy for the same prices as his more
powerful competitor it would seem almost certain that he is
doomed to despair. And perhaps it is economically reasonable
that this should be so, especially in the critical position in
which the radio industry finds itself today. The outlet that
can move large quantities »f merchandise at a time is natur-
ally of greater immediate value to the manufacturer to whom
quick disposal is a necessity, than the dealer who cannot even
be counted upon for single sales with regularity.

It is certain, then, that the only saving grace for the inde-
pendent dealer is buying power equal to that of the depart-
ment store and chain. While at first thought this, may appear
to be out of the question, perusal of the plan now to be pre-
sented will show that it can be done. In fact, it is being
done at the present time, and successfully so. In brief, the
dealer’s only out is to organize with other independent dealers
into an association for the purpose of centralized buying.
One man cannot form an organization alone, but several

the dealer to continue to operate as an independent dealer and
maintain the personal touch, it binds him to nothing; obli-
gates him in no way, and it gives him the opportunity of
buying his merchandise at the same prices to which the
chains and department stores of similar buying power are
entitled.
How to Organize

The method of forming an association for buying purposes
is not a difficult matter. While it is possible for the associa-
tion to handle other forms of collective activities such as
advertising, transfer of inventory, fnancing, etc., it is sug-
gested that at the start it be limited to the one most im-
portant function: buying. It is first necessary for a single
successful dealer in the community to take the lead. He must
have proven his ability by having managed his own business
successfully. As a definite action six other dealers of similar
caliber, operating in non-competitive districts or cities in the
same distributing center should have an initial meeting to
discuss the method of formation and the purposes of com-
bining. In this regard it is an urgent nccessity that only
dealers who will be benefited be present. In most of the
present radio organizations the meetings are dominated by
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the jobbers or the larger elements and if these representatives
should be allowed to dictate the course of action for the
dealers’ cooperative enterprise the purpose would immediately
be destroved.

After having decided upon the mode of procedure it is
necessary to select the buyer. Buying is a science and not
every good dealer can handle the job for a large group. The
buyer should operate on a percentage of the merchandise
purchased ; an cquitable remuneration, or buying commission,
being about 324%. It would be preferable if the buying
could be done at an independent place such as a warehouse
or loft, centrally located, although if nccessary to keep down
overhead for awhile it would be permissible to do the buying
from the place of business of one of the association’s members.

So much for the founding of the organization, the econo-
mies it would accomplish and the benefits the members would
derive. It is now necessarv to study: 1. The legal form
the association should take in order to be effective; 2. Its
connections with manufacturers; 3. Arguments, as to whether
national brands or unbranded merchandise be handled; +.
Method of ordering materials through the association, and
S. Pitfalls which should be avoided, and which have been
embarrassing to other associations.

1. In order that all transactions may be legal a definite
form of business organization will have to be assumed. This
should be such as to give the members the greatest amount of
benefit with the minimum amount of cost and liability, either
actual or contingent. A suggested method is to form a limited
liability corporation for the purposes of buying. lach mem-
ber would subscribe to one share of this corporation and agree
to pay monthly dues of a fixed amount. Members must be in
good standing with the corporation but should not be involved
in any liability outside of their own purchases. Monthly,
or more frequent, meetings

not properly judged the market, although they have insisted
upon weekly inventories of dealers’ merchandise. This condi-
tion has brought about such dissatisfaction and distrust from
the retailer that 1931 is seeing a large offering of private
brands upon which the price will be maintained at all odds.
With this trend in mind it will be necessary to determine
what the manufacturers are going to do before a definite
policy can be laid down for the association. It is to be
remembered, however, that while the large department store
can do its own advertising the small dealer will have to rely
upon the national campaigns of the manufacturers, with
which he may tie in with his own local campaign if he handles
national brands.

4. Methods of ordering. In very few cases will all order-
ing be done through the association, although members would
be privileged to do so if they desired. Whether they did or
not they could always use the organization membership as a
means of getting rid of the many time-taking salesmen by
referring them to the main buver. When a dealer wishes
merchandise he issues a purchase order on the association.
This requisition is binding on the dealer to accept the mer-
chandise if satisfactorv. The association merchandiser takes
this requisition with those from other dealers that have come
into his office and makes out an association order upon the
manufacturer. He then becomes responsible to the dealer
and to the manufacturer. The merchandise may be delivered
to the individual dealer’s place of business or to the assocta-
tion's headquarters.

5. Pitfalls which should be avoided. Any undertaking
which has to take into consideration the personalities of a
group of individuals combined together is not going to run a
course without a few riffles. However, we are living in an
age of combinations, mergers, syndicates, corporations and

organizations which havz

should be held in order to
keep the association in
proper business shape. It is
strongly recommended
that the corporation be
formed under the guid-
ance of a good lawyer, and
that a firm of expert ac-
countants be emploved to
check the records regularly.

2. There are two main
methods of maintaining
relationships with the
manufacturers, depending
upon the type of merchan-
dise purchased. First, the
group can function as a
jobber, either exclusively
or in conjunction with
other jobbers and distrib-
utors. Second, the manu-
facturer can produce ma-
terials to the specifications
of the association on an
exclusive basis.

3. Concerning the prob-
lem of national or private
brands. At the present
time therc seems to be a
very strong feeling from
the larger outlets against
national brands, due to
the fact that during 1930
a large percentage of the
manufacturers did not at-
tempt to maintain thetr
prices or keep their mer-
chandise clean. They had

succeeded where independ-
ents have failed. Business
1s getting to such a stage
that our machinations of
doing business do not take
into consideration the suc-
cess of the smaller unit.
The grocery business, the
shoe business, the drug
business — practically all
businesses—have gone “en
masse.” And there is
nothing peculiar about
the radio business to pre-
clude it from doing the
same.

The great thing neces-
sary is leadership, both
mental and personal. The
ability to organize; gain
confidence and operate
successfully s as neces-
sary in an association as
it is in a business, and
providing the rank and
file of the association can
be made to recognize the
benefits of an organiza-
tion and real manager-
ship there is no stopping
the growth of the move-
ment. That mass buving
i3 a development of the
times and that individual
effort is being routed in
its advance seems to be
an unquestioned fact.
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The Results of Radio’s
Midget Survey in New York

By THOMAS CALVERT McCLARY

With Appreciation to the Co-operation and Helpfulness of Advertising Students
at the New York University

T IS ESTIMATED that there are approximately sixteen hun-
dred radio dealers in Greater New York. The private
opinion of a credit specialist is that not more than six

hundred are Al credit risks, and it is mostly from this group
that the present survey was made. Their grading is made not
according to capital or turnover, but to business ability and
integrity.

All questionnaires were filled in by representatives of

RADIO at the time of a personal interview. In cases where

agree, however, that not less than one-third down should be
taken and not more than five months allowed for remaining
payments on any radio under $69.50.

The majority of dealers commented on the fact that they
would refuse free installation and servicing on midgets were
it not for the fact that much of their business has been built
on good will and they are frankly afraid to chance losing any
of it. Several said they made a five dollar installation charge.

One striking fact, volunteered by the dealers, is that midgets

the dealers did not carry the midget
line, the dealers were asked to answer
the questions candidly as if they did, or
as they would should they put the line
among their stock.

‘The outstanding points of the survey
proved : that over ninety per cent of the
dealers handle midgets; that in most
cases the customers demand that they
carry same; that over three-fourths of
the dealers do not consider the midget a
good merchandising item; that the deal-
ers do not believe midgets open the field
of larger set sales; that most of them
believe that midgets actually interfere
with larger set sales and that most of
them have a definite antagonism to the
line; and that in almost every case,
buyers expect the same results from a
midget that they get from a larger set.

There is no doubt that in New York
the dealers are down on midgets. The
concensus of opinion is that the profit
is too small, the advertising insufficient,
the servicing and keeping of good will

This survey, made by RADIO’S
New York correspondent, shows
some very interesting things about
the acceptance of midget radio re-
ceivers in that territory. Most inter-
esting of all is the fact that midgets
are denounced in one breath and
sold over the counter in the next. It
begins to be very apparent to all
concerned that RADIO’S original
policy in the matter of midget mer-
chandising still holds; make the
midget an accessory to the console
and combination! The dealer has
two chances to do this with every
midget prospect; he may sell him a
console at the first crack, with a
midget to go with it, or sell him a
midget if necessary and follow up
with a console in the not too distant
future, when the customer begins

to yearn for a set of which he

can be proud.

are often used merely as a drawing
card. Once inside the store the customer
has about as much chance of actually
buying one and getting out alive as he
would in a lion cage the last day of
Lent. He is shown the -difference in
trade-in value, cabinet work, tone qual-
ity, selectivity, distance reception, gen-
eral performance, small difference in
price, and countless other sales talks.
The three best ways of changing the
customer’s mind over to a larger and
more expensive set seem to be: pointing
out the placing in the home and the
impression on friends if a cheap set is
seen; the longer and better service to
be had from a larger set (and size has
a psychological effect) ; and the heat
of a small set.

The latter is a most important argu
ment. The average customer, knowing
nothing about radios, is duly impressed
and ready to agree with the salesman
when he suggests that said customer
knows everything and can understand

too expensive compared with the prof-

that such an intense heat will affect the

tone and selectivity.

its, and that midgets give unsatisfac-
tory performance—for what the buyer
expects. It is agreed that it is almost impossible to explain to
buyers that a smaller and cheaper set cannot give the perform-
ance of a more expensively made one.

However, the midget has its champions and there are many
dealers who are quite willing to admit its good points. These
have found on investigation that many owners of midgets are
themselves responsible for mechanical troubles. The midget is
usually placed on the most important table in the living room.
It is constantly moved about, often getting jolted, and the
inevitable result of this rough handling is some minor trouble
that has nothing to do with the construction of the midget.

As far as time payments are concerned there iIs every evi-
dence that the subject has received no careful thought from
the dealers as a group. The down payments and months for
balance are scattered all over the map without the least trace
of intelligent analysis as to carrying costs, the number of
months the dealer can allow on percentage of down payment,
liability, credit risk, etc. The more successful small dealers

Treated cryptically, the reasons deal-
ers are definitely against midgets are that the women object
to same in home, but husbands insist on buying them because
of saving—thereby making the wife an enemy of the dealer;
that the service cost is too expensive; that the profits are too
small and sales take the same time as larger sets; that midgets
don’t give the same performance, and even if they do the
buyer soon has them out of order through too much moving
about; that they definitely cut into large set sales; that the
price hurts comparison with big sets; and that the unit of sale
is too low to maintain the necessary overhead.

However, investigation made after all the above bad news
came in on the survey showed that dealers who are to some
extent in sympathy with the midget are almost all good mer-
chandisers. They use the midget sale as a wedge with which
to open a field for further midget sales or a very high priced
combination, thereby making up for the loss on the single unit.
These dealers have discovered that three weeks is sufficient
time for the average buyer to wish he had a bigger and more
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expensive set. T'he buyer is in a weak mood from a sales
standpoint. A live wire salesman is often able to sell them 1
much more expensive set or combination than he would have
at the time of the original sale.

The midget is then relegated to a bedroom as a second set.
If the owner is fairly wealthy or has a country house, “‘bed-
room radio mindedness” grasps him and before long he is

back for more for other members of the family.

Yes, the midgets have their good points, New York dealers
agree, and would be pushed to some extent if it were not for
the low unit of sale. But until the time when the midget offers
a good merchandising hook-up the cry here will be “Death to
the Pretender.” They are learning that business cannot be

run on turnover without profit.

1. Does dealer carry midget line?

351 answered Yes; 19 answered No.

2. Does he consider midget a good merchandising
item?

72 answered Yes; 298 answered No.

3. Do customers demand he carry line?

290 answered Yes; 80 answered No.

4. Do midget sales open field for larger sets sales?
70 answered Yes; 300 answered No.

5. Do midget sales conflict with larger set sales?
324 answered Yes; 46 answered No.

6. Does dealer have definite sales antagonism to line?
271 answered Yes; 99 answered No.

7. What general class of people buy midgets?

154 answered All; 216 answered Middle and
Wage Earners.

8. Do buyers expect same performance as from larger
set?

365 answered Yes; 5 answered No.

9. Does dealer feature midget in sales? In display?
53 answered Yes; 317 answered No.

10. What payment arrangement does dealer use?

45 answered Cash

74 answered 109, down
25 answered 159, down
161 answered 209, down
43 answered 309, down
22 answered 409 down.

The time limit on the balance ran from 3
months to 12 without any apparent connection
with the amount of the down payment. This ques-
tion, without doubt, has received no real thought
amongst the dealers.

months balance
e (14

13 answered 3

33 answered 4

14 answered 5 « £
62 answered 6 3 £
21 answered 8

43 answered 9

42 answered 10 = <

107 answered 12 « e

Answers to Questionnaire

11. Does dealer install and service midget sets free
of charge?

329 answered Yes; 41 answered No.

12. What are the mechanical difficulties most often

encountered?

208 answered Tube trouble
9 answered Wiring
92 answered Aerial
40 answered Bad installation
110 answered Selectivity
47 answered Shielding
50 answered Outside noises

42 answered No more trouble than larger
sets

124 answered Bad treatment by owners.

13. Approximately what percentage of sales are in the
following classes: below $72.50?7
between $72.50 and $135?

over $135?

25 answered 109 94 answered 20%
65% 65%
25%, 15%
35 answered 259 72 answered 409,
50% 50%
259, 10%

12 answered 509

45%

5%

(Note: Not all of the dealers answered this.
There were a few who estimated their percent-
ages differently than the above, but they stood
by themselves and have not been included.)

14. What sales methods does dealer use to persuade

customer to buy more expensive set than
midget?

(This is detailed in attending story.)
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W hat

Would Do
[ | Were Selling Tubes

By L. P. NAYLOR*

HE VERY FIRST THING | would do, if I were a radio

dealer, would be to establish myself as an aggressive

merchandiser. A study of the radio tube market indicates
that tubes form approximately 40% of the total radio sales
volume. With radio receivers listing at $65.00 and upwards,
one can immediately see that a complete set of tubes listing at
$15.00 and upwards, forms 25% of the sale unit for initial
equipment alone. T'he 15,000,000 receivers now in use easily
provide an additional 15% in tube sale replacements, making
a sum of 40% of the total radio sales volume that the
aggressive dealer should garner.

How To Get That 409?

In my desk I'd have a veritable encyclopedia of the complete
territory 1 sell. This record would contain the names and
addresses of everybody having a home in the vicinity, the kind
of radio set they have, how long it has been in use, why some
of the residents don’t have a radio, etc. Such a list of names
and addresses can be obtained very easily from the local tele-
phone company or by house to house canvassing by several
young salesmen who could readily gather this information
under the guise of a survey being made in the interests of
better radio reception. And, last but not least, the telephone
could be used to get this valuable information together.

The names should be segregated so that those of owners of
sets over one vear old would be all together. An efficient and
well-trained service man would then make a personal call on
these owners and offer free
tube service at positively no
cost. Offer to test the tubes in
the set, by met-
er, right before
the party of the

house and convince her or him that a frank report will be
made on their condition. Ofttimes a complete new set of tubes,
after being installed in the receiver to demonstrate the compar-
ative betterment in reception by using new tubes, will be sold.

By gaining access to the house in this way, and by endeav-
oring to make a very favorable impression, the opportunity
exists to present a sales talk on other electrical devices handled
in the store—a new radio set, a vacuum cleaner, an electric
refrigerator. It is apparent, therefore, that radio tubes, besides
being a sizeable business in themselves, become a lever for the
sale of other electrical goods of large unit sale.

The service man, by making a good, sincere impression can
also capitalize on the opportunity to inquire whether there are
any neighbors or friends who do not have radio sets, who are
getting poor service from their set, who need other electrical
devices, etc. This same procedure can also be followed with
people coming into the store to purchase. In this way I'd
manage to keep a perpetual prospect list that I would cover
completely and thoroughly.

A complete record would be kept of all new set sales and, at
the expiration of one year, these customers would be approached
for a complete new set of tubes. In a large percentage of cases,
these customers buy new tubes at the end of the year so that
their sets will continue to give good performance and to assure
good reception.

Because radio tubes constitute such a potent factor in main-
taining and increasing sales, I'd display them regularly and
prominently in my show window and inside the store. Fre-
quently a customer, intent on buying some other commodity,
is reminded by these displavs to replace his tubes. This is just
another factor to help capture that 40%.

Minimizing Sales Expense

With an eve to sales costs and expenses, I'd decide on selec-
tive selling of all the products I handled. By that I mean I'd
concentrate on as few lines as possible to do justice to and a
good selling job on these products. In case of tubes, I'd handle
only two manufacturers’ lines.

It would be essential for my clerks, service man and myself
10 know all the features and advantages of these lines of tubes
so they can be intelligently discussed with the customer. A com-
prehensive knowledge of the product sold by a retailer instills
confidence on the part of the customer who will, in most
instances, relv on the dealer’s recommendation.

Then, too, by concentrating on two lines of tubes it would
mean a smaller inventory and less capital tied up, which would
not be the case where three or more different makes were
handled. It is needless to state that the two brands of tubes I
would handle would be of a well known, widely advertised
and publicly accepted brand with the definite knowledge that
my store could stand behind and guarantee such tubes. I would
do this for several reasons: first, a good tube that gives efficient
performance will greatly minimize service calls and secondly,
these dependable tubes would help build good will for my
establishment.

All indications at this early date point to a good tube vear
for 1931. The 15,000,000 sets now In use averaging six to
(Continued on Page 40)

*Sales Manager, Arcturus Radio Tube Co., Newark, N. J.
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The Dealer’s Responsibility

In ”Putting Over"’ the Broadcast Program

ADIO BROADCASTING in its early
days embraced a listener who
marveled at the tremendous ad-

vancement of science, who romanced
over the great distances and speeds with
which words and sounds from far off
places were brought to him in his own
living room by his own fireside. His in-
terest lay in the thrill of performing something for the first
time—the thrill of being a pioneer listener. It was to satisfy
this desire for the unique, as well as to quiet their curiosity as
to what it was and what it all might mean, that the first pur-
chasers paid over the cash for their receivers. It was a dav
when the most up to the minute form of progressiveness was
to be the possessor of a large super-something that would
obliterate distance and make time instantaneous. Many radio
sets were purchased on their qualifications as a tube-rack. The
greater the number of tubes the more power the set was sup-
posed to have. A highly sensitive and eager public jumped at
every announcement of a new development or new hook-up.
And the listener was no different in mental processes than the
many hundreds who hastily constructed transmitting stations
and came on the air with little or no idea as to where they were
going or what thev would do after the first few broadcasts.
The early broadcasters caught a
glimpse of the possibilities of this new
medium and seeing their competitors
and neighbors making plans to utilize
it jumped immediately into the role of
broadcaster.

r'
P

|

But soon it all became very com-
monplace to be a listener and the
average broadcaster began to realize
that all was not gold that glittered.
The rising cost of talent and broad-
cast operation forced the average
broadcaster to cut down his outlay
for the unusual. In the rush to get
new things to feed to a clamorous
audience it was obvious that all could
not have the same things at the same
time. What happened was the logical
result. The thrill of pioneering for
the listener soon was gone. The
army of DX fans began ro develop a
taste for program material of certain
standards.

The listener of todav, ever attentive
to get the best that the air affords, and
thereby make his receiving set some-
thing more than an article of furni-
ture, gives his interest to the fine network programs. He
purchases his set to obtain these programs of merit and dis-
tinction. He is sold on the desirability of being part of the
radio audience because of the quality of the program he will
obtain. The advertiser, the broadcaster and the radio dealer
should all be interested in what can be done to make improve-
ments in the quality and nature of the material released to the
listener. If any one of these fail in their specific parts, the
listener, the market for all of them, quicklv senses let-down
and accordingly becomes of less value.

| In which Steven Perkins, of the
- United Broadcasting Company,
points out the benefits to be:
derived from ¢

‘selling”” the
program to the radio customer.

JOHN 1. DEWAR
Secretary of the United Broadcasting Company

The advertiser, to get greater results,
must keep up the quality of the programs
which he sponsors. The broadcaster, to
hold the advertiser, must keep the quality
of all his programs to a high level in
order to maintain his audience and fol-
lowing. The radio dealer in order to
move his goods must sell the program .to
the prospect. The buyer of a receiving set today is not after
distant stations, or a unique thrill, nor does he seek to quell
his curiosity. He obtains his radio set because it will afford
him entertainment and pleasure. He is interested in what the
set has to offer rather than what it is. IEvery dealer’s salesman
should have the latest program information at his finger-tips.
He should know beforehand, just what important programs
are soon to be released. Furthermore, he should be able to
enthuse over any or all of the popular serial programs; good
jazz, the symphonies, weekly talks on astronomy, mystery
plays, whatever he knows any particular prospective customer
will be interested in. Enthusiasm is contagious; it turns a cus-
tomer into a buyer more readily than all the specifications and
matter-of-fact sales arguments combined.

An invitation to a doubtful prospect to visit the showroom
during a particular broadcast to his taste and liking will often
sell a set with little or no urging
from the salesman. A ready know-
ledge of all the popular personalities
and organizations currently on the air
should be instantly available to the
dealer salesman who is on the job. In
other words the dealer salesman may
make his occupation much more inter-
esting and profitable through studying
the tastes and particular interests of
the prospect in order that he may
show him how these desires can be
supplied through owning a radio.
When the desire to own a radio set is
strong enough his prospect will have
little hesitation in ordering one.

In whatever way the dealer can
find to help promote the more fre-
quent use of radio; in whatever way
he can help the broadcaster and the
advertiser popularize their programs;
in that way can he aid the radio in-
dustry in general. Helping to popu-
larize radio programs will increase
the demand for more and better radio
receivers right in his own neighbor-
hood.

Some live-wire dealers keep them-
selves and their salesmen constantly
prepared for every customer that comes in; starting out
the day with a few minutes studv of the program lists, and
perhaps taking notes on a small card, segregating the pro-
grams into classses, such as sports, popular music, classics, and
lectures. Sizing the customer up or operating on a hint that
might be dropped during the opening conversation, the sales-
man takes a glance at his card and points out to the customer
the various programs in which he might be interested during
that afternoon or evening. He enthuses the customer over
what he has in store for him; and the radio is half sold.
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'CANTON, MASS.

Interference Survey By Tobe Engineers Shows Varying Interference Sources

High Noise Level Found to be Due to an Accumulation of Many Small Interferences

ANY progressive communi-
M ties in various parts of the

United States having de-
cided that radio interference can
no longer be tolerated, have insti-
tuted vigorous campaigns to rid
themselves of this enemy to radio
pleasure and profit. Although such
campaigns might seem at first to
be for the benefit of the radio
dealer, investigation has shown
that the individual broadcast lis-
tener and the community as a
whole have benefited sufficiently
from interference elimination pro-
jects to render them

KEY TO SURVEY MAP

BB Business block LL Loose lamp

BI Broken insulator M Motor

BS Belt static OB Oil burner

C Interference cleared PC Power line construction
CD Corona discharge PH Power house

D Diathermy

DR Defective receiver
FA Fire alarm generator
HA Household appliance
LC Loose cutout

L] Loose joint

Regular complaint
Radio complaint cleared
Sign flasher
Traffic control
TG Tree ground
Telegraph
Tel Telephone ringer

“The first step in planning this
campaign was the organization of
a committee to consider ways and
means. This committee included
city officials, radio dealers, mem-
bers of the Chamber of Commerce,
Rotary Club, Kiwanis Club, and
Lions Club, representatives of the
public utilities and the press. At
the first meeting of this committee
it became evident that only by the
wholehearted cooperation of all

Large circles indicate areas of high noise level due
Smaller
circles indicate area blanketed by individual interference

to the combination of several interferences.

sources.

highly worth while.
To the credit of
many of the com-
munities who have

smnuy s7.

undertaken to com-

bat radio interfer-
ence, it mav - be
reported that the
Chamber of Com-

NEWHAN ST
|

merce or the city

i

government has
been the moving |-~
power in obtaining
for the community |-—="
relief from radio
interference.
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