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" RCAVietor Makes Smash Hit!

on big summer campaign

Sets are selling . . . dealers are enthusiastic . . . we’re
happy—here’s the first radio success story in a long time

They said we were foolish. They said you couldn t sell radio sets in e
summer. They said we'd flop

But we took a gamble—and won. RCA Victor, last month, openec
up a gigantic sales drive on a new line of swmmnie: radios. Big spacc  Model R-225. Fiy

] : ; tube superhet, AC

in magazines . . . big space in newspapcrs . . . 2 big radio program Db ek .
big bcllboqrds nd big dealer materia 5 )
Cabinet jewel c:

As we write, the campaign’s barcly under way. But it's an assure lesign. Carved woo
success. The RCA Victor Auto Radio is s lling—~the “"Carryettes” arc  effect 32475
turning over- the KE--0 “Radio Fonagraf” is making plenty of sales List pric

and Victor Records have pnd\cd up remarkably. That's the repor:
we get from RCA Victor dealers in every city, town and hamlet

If you're not in on it aiready—get going. No sense in joxr missing
out on this extra summer profit! See vour nearest RCA Victor dis-
tributor this very day!

Model R-28b. One of 8
Carryettes. * All Stube

superhets Police call
hand. List prices trom
319 <)< up. T $ 495
wdel, list
“His Master's Voice” on the Road! - e
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RCA VICTOR RADIO PHONOGRAPH |

i ; Victor Records for “2 in One Muic’,
= .
- All advertising 15 teaturning
- not only Victor Recards, but LA
" . B
the new radio- 'ﬂh(nngnph | ‘3
combination, RRE-4 Here '::;
vour chance ta ir § 95 L) : i
! crease that profit 49 : R ’
-
P ) able record bus:ness 2 A
RCA VICTOR AUTO RADIO -

RCA VICTOR

RADIVOS . PHONOGRAPH COMBINATIONS . VICTOR RECORD:

RCA Victor Company. Inc. “Kamo Hewouakiiks™ Camden, N ]
A Radio Corporatien of America Subsidiary
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® You face a “show me” public today. People

won’t give up the old set and buy a new one
unless you can show them a radio that offers some-
thing they want and are not now getting.

These New Dual Harmony Radios offer women
just what they have been hoping for —a radio that
doesn’t look like a radio—a great radio concealed
in fine furniture. All the beauty and utility of fur-
niture by master designers, plus the finest radio
entertainment, is now available at one cost.

These new radios in Louis XV Bookcase, French
Commode and Duncan Phyfe Table models are
priced as low as $39.50. Illustrated above is the
French Commode. Radio is in upper haif behind
drop door. Lower half has two convenient drawers.
With 10-tube superheterodyne radio and twin
speakers, only $69.50. Same cabinet with 6-tube
radio only $55.50.

“WORLD-WIDE" RADIOS ~“MIDGET"* RADIOS
AUTOMOBILE RADIOS

In addition to Dual Harmony Radios. Stewart-Warner's
100% line offers radio merchandise in styles. prices and for
uses that enable you to cash in on every possible prospect.
The new “Magic Dial” Round-the-Warld Radio— myster-
ious—fascinating—thrilling —offers the last word in World-

HARARMONY YO0 TYHE EYE ¢« HAARMONY TO THE EAR

RADIOS

//Jtawltf

A REAL REASON
FOR BUYING!

Wide Reception. The new Stewart-Warner Companion
Sets are high grade miniature superheterodyne radios in
novel book form or in smart walnut cabinets. And the new,
simplified, single unit Auto Radio. designed by Stewart-
Warner automotive and radio engineers, offers the finest
reception on the road. Each and every onc of these gives
your prospect a “real reason for buying.” Send for com-
plete information today!

All prices slightly higher in the West

FOR THE FA Mail This Coupon
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Book Model
Companion Set

Dual Harmony Dun-
can Phyfe Model
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ide Reception |~ yg0, Diversev Parkway, Chicago

: Please send me full information on your new Radio Lines
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New, Simplified
Auteo Radio !
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GEORGE OLSEN

One of America’s foremost
popular orchestra leaders
—exclusive with Columbia

A New Era of New Artists

for Columbia!

For instance, here’s George Olsen. Exclusive with Columbia.

ETHEL SHUTTA

AUGUST RELEASES—
JUST A FEW!

Wait till you hear his récord of “Lou’siana Lullaby,” with

Ethel Shutta. That will show you how Columbia is striding DANCE RECORDS
into the popular-rccord lead! Ler’s Make Up—Fox T-ot 2790-D
leisolbfen s Dhyihiges f g he b Lou'siana LurLaBy—Fox Trot 10" 75¢
Columbia is bringing out a new group of artists—the best- GroraE Ovsen and His Music
known names; the most brilliant talent; the latest tunes; the Vocal refrain by Ethel Shutta
- o Tk & h . 1d h RoLLiN’ ON Our RoLLEr SkaTEsS—  2791-D
most original recordings. . . . It’s just what you could have Fox Trot 10" 75c
expected after Columbia’s announcement last month of that Tue Last Rounpupr—Fox Trot

GEorGE Ousex and His Music

MASTERWORKS* SERIES
SmeTtana: Vitava (The Moldau)

Burns and Allen comedy triumph (2780-D)!
Four big numbers by George Olsen and his music are featured

Columbia listirgs for August—ard Columbia’s studios are busy Symphonic Poem for Orchestra. G-68119-Dt
. i « . B Epuarp M6rIke and Members and
with more new hits to put “new deal” pep and profit into your of Berlin State Opera Orchestra. G-68120-Dt
1 In Four Parts. 12" $1.00 Each
popular-record sales. o
- o D . Liszt: Concerto No. 1, in E Flat,
New brilliance is added to Columbia’s famous Masterworks for Pianoforte and Orchestra G-68121-D
: o . Triangle Concertc). WALTER and
Series by August additions shown on this page. What an oppor- ((i,’;::gic a(r)ll:lcl_j(‘)ngon Philhzg- G.63122.D
2 k ? n o 2 e “ste monic Orchestra. Conducted by 12”7 $1.00
tunity (,over‘loo ed by ma y dezlers) the're is to make “stzady Siv Henry - Wood. InFour Parts Fach
money” selling these magnificent recordings! * Reg. U. S. Pat. Off.

+ These records are offered in U. S. A. and Canada only

You should be getting your share of Columbia business.

COLUMBIA PHONOGRAPH COMPANY, Inc.
55 Fifth Avenue, New York City
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AMERICAN-BOSCH

VIBROPOWER
RADIO

We're Back of You, R.M. A.!

THF. Jubilee program of the R. M. A. is the

most hopeful and helpful inspiration that the
radio world has ever known. The radio industry has
struck a new pace.

United American Bosch is unstinted in its whole-
hearted support of this program. Our Engineering
Department has created new developments. Our
stylists have produced masterpieces which have set
a new tempo. Our Advertising Department has
planned the largest American Bosch national adver-
tising campaign in many years.

Before the end of the month the complete new Vibro-
Power Radio program will be ready. Werite for the
Vibro-Power 1934 Program—heralding the new era, ac-
claiming a new deal, celebrating the new prosperity
onthe threshold of which the radio world stands today!

“Reach for the Joyof Living—withRadio” —reach for
the joy of new profits with Vibro.Power Radio.

TEACHIOR |

UNITED AMERICAN BOSCH CORPORATION | “\*.

SPRINGFIELD MASS. Branches: New York Chicago Detroit
Manufactured under Patents und Appli.ations of R. C. A.

*
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The radio public rightly expects a new deal
—and you are the dealer!

New quality of performance—new artistry
of design—and above all, new value per
radio dollar spent. You, the dealer, are ex-

ki 7

W’

v

FADA CONSOLE
Model 131
24”7 wide x 127 deep
1015” high

i

in Radio

pected to deal these out or the public won’t
play in your game.

At this critical time, FADA, pioneer in
radio development, offers every radio dis-
tributor and dealer the NEW DEAL that

his customers are looking for.

FADA CONSOLE
Model 132

22" wide x 11”7 deep
39%4” high

lllustrated above are two output, but can also be
brand-new, low-priced con- ]E% used on DC lines when de-

soles, incorporating 3-tube

performance through the use of two dual-
function tubes in a 6-tube, large size
chassis.  Full super-heteradyne circuit,
full-size dynamic speaker, three con-
densers, automatic volume control, con-
tinuous variable tone control, full vision
dial, reduction drive Both receivers are
designed for AC operation with full AC

FADA RADIO AND
ELECTRIC CORP.

sired. The period design
cabinets are of unusual beauty.

Write or wire for prices and full
specifications of these latest additions to
Fada's outstanding 1933 line, which in-
cludes the popular Super-Fadalette and
6- and 8-rube Fada Moto-Sets. New Fada
models in the higher-priced field are to
be announced shortly.

Long Island City, New York
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8 tube advanced type AC superheterodyne circuit.
Shadowgraph Tuning . . . automatic volume control
. . . 8 inch dynamie speaker . . . dial calibrated in kilo-
eycles . . . tuning range 1750 1o 535. Cabinet is 6 legged
console of graceful design. Front panel of butt walnut
with Pilaster pancls of butt walnut. Top arch of Cali-
fornia maple burl, 40" high: 2415" wide; 14" deep.

MODEL 705 )

6 tube advanced type
AC superheterodyne
circuit. Automatic Vol-

ume Control . . . Ver-
nier Tuning . . . Dy-
namic Speaker . . . dial

calibrated in kilocycles
—tuning range 1750 to
535 . . . gets police calls!
Cabinet has beautifully
figured butt walnut
front—genuine im-
ported marquetry inlay
with top border finished
in maple burl—solid
walnut top—fluted
ends. 83" high; 15%°
wide; 63" deep.

Rapio MErRCHANT, AucusT, 1933

PROOF

ZENITH is the ‘“Hottest’’
line in radio

Scranton distributor reports landing 63 new dealers
in past 3 weeks and 26 dealers in Pennsylvania

sell average of 4 Zeniths a day for 3-week period.

Record-breaking repeat orders are coming in by long-
distance and telegram from dealers throughout the nation.

This is not ““advertising copy.” It is fact that we urge
you to act on. Study the features given under the illus-
trations. Order quickly from your Zenith distributor.
Rising commodity costs forced a 5% to 10% advance

in prices on July 24th. Beat the next advance.

ZENITH RADIO CORPORATION

3620 Iron Street . Chicago, Illinois

<@ MODEL 706

A cabinet of modern de-
sign. 6 tube advanced
type AC superhetero-
dyne circuit. Automat-
ic volume control . ..
Vernier Tuning . . . dy-
namic speaker . . . dial
calibrated in kilocycles
—tuning range 1750 to
535 . .. gets police calls!
The cabinet is of solid
walnut with butt wal-
nut panel. 83" high;
154" wide; 73" deep.

MODEL 755

<= MODEL 711

6 tube advanced type
AC superheterodyne
circuit. Shadowgraph
Tuning . . . automatic
volume control . . . dy-
namic speaker . . . dial
calibrated in kilocycles
—tuning range 1750 to
535. . . gets police calls!
Entire cabinet of beau-
tifully figured butt wai-
nut . . . gold plated
metal trimming inlay
. border of genuine
imported marguetry.
814" high; 16" wide;
6 %" deep.
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The Indusiry Submiis Its Code

HE radio industry has submitied its code of

fair competition to the Nationai Recovery Ad-
ministration. The provisions of the code represent
the best thoughts of the Board of Directors and the
members of the Code Committee of the Radio
Manufacturers’ Association and were arrived at after
weeks of hard work and intensive stndy of bales of
statistics pertaining to production and distribution
processes. The code is replete with clauses that will
directly affect every branch of the industry and will
change existing merchandising practices in the in-
terest of manufacturers, distributors and dealers.
Perhaps the outstanding provisions are: (1) a spe-
cial trade agreement providing uniform contracts
between manufacturers, distributors and dealers,
definitely establishing standard discounts, relations
and trade practices in the marketing of radio re-
ceivers, and (2) the establishment of a scale of
minimum prices of receiver chasses based on pro-
duction costs below which “ecost of production” no
manufacturer may sell.

HE salient features of the manufacturers’ code

as well as the code presented to the NRA by
the Radio Wholesalers® Association on behalf of the
distributive branch of the industry are published
elsewhere in this issue of Rapio MErcHANT. Both
codes are tentative and are subject to revision by
the NRA. Doubtless some members of the industry
will fail to agree 100 per cent with all of the pro-
posals.  Such unanimity of approval cannot be
expected. Drafting the procedure by which an en-
tire industry is to be rehabilitated and re-established
on a sound and profitable basis is a task of staggering
proportions and it would be unreasonahle and im-
possible for the finished product to be regarded hy
each member of the industry as expressing his views
exactly. However, the committees which drafted
the codes feel that the provisions are eminently fair
both to large and small legitimate manufacturers as
well as to small independent dealers as well as to
the larger retail organizations.

T is entirely possible that revisions will be made

in the code before it is approved by the NRA
officials, signed by President Roosevelt, and put into
operation. There is ample time for members of
the industry to confer with the Radio Emergency

National Commitiee and give their thoughts on pro-
visions with which they are not in accord. BUT
when the code is formally adopted and put into
effect it is the bounden duty of everyone connected
with the radio industry to give 100 per cent co-
operation regardless of personal views.

To Build a New Prosperity

ITH but two weeks intervening before the

start of the Radio Prosperity Campaign
preparations are proceeding rapidly to organize the
industry as a unit to carry out the most extensive
promolional and sales campaign that has ever been
attemipted in the history of radio. Scores of cities
now have committees at work and indications are
that practically every one of the 143 radio distribut-
ing centers will have a central planning body to
work with and direct the individual dealers in their
efforts to sell new receivers, recondition old sets and
sell tnbes and other accessories.

_l— HE chief virtue of the campaign is that it has
been designed to appeal to every individual
connected with the radio industry. The broad
scope of the objective summed up in the slogan
“Sell New Sets—Recondition Old Sets—Sell Auto
Sets—Replace Worn Tubes—Sell Supplementary
Sets”, invites the support of every merchant and
every service man. If the radio needs of the nation
are but partly supplied, either by the sales of new
radio receivers or by the reconditioning of old sets,
or by the substitution of new tubes for faulty ones,
the profits that will pour into the coffers of manu-
facturers of sets, tubes and parts, distributors and
dealers will be tremendous.

—l- HAT the dates set for the campaign are timely
cannot be denied. General Hugh Johnson,
chief of the NRA, has started an intensive campaign
to stinulate buying by the public. When the Radio
Prosperity Campaign gets under way in September
it will be backed by the efforts of the leaders of the
nation who will be exhorting the people to spend.
But despite the national effort being put forth by
the radio manufacturers, despite the best efforts of
the President and his aides, the individual dealer
MUST do his share if he is to participate in the
sharing of profits!



Kitchen DoorCanvass Uncovers

Prospects for Anderson

HEN house-to-house canvasses began to prove

\;s/ more difficult and costly, the Hot-n-Kold Shop

of Burlingame, Cal, retailing RCA Victor,
Majestic and Crosley radios, Majestic and Kelvinator
refrigerators and Thor and Trayway washing machines,
instructed its salesmen to stop ringing front doorbells.
“Try the back door!” was the curt instruction.

This idea, says II. H. Anderson, proprietor of the store,
has brought hundreds of prospects for radios and other
electrical appliances. And it has helped to make house-
to-house canvassing both a pleasure and profitable means
of reaching prospects and finding out what they need in
the way of radios and other applianccs.

“We found that housewives were wary of smart-looking
salesmen who tried to get into their homes to sell them
something,” says Mr. Anderson. ‘“So we tried something
new. We dressed our salesmen in white service overalls
and instructed them to make their prospect calls through
the kitchen doors. We found that housewives were more
apt to admit a service man with a set of tools who offered
to inspect their appliances than a slick salesman whose
only object was to sell them something.

€ S a result of this the salesman can now make

A some eleven or twelve calls in a morning or

afternoon, with the possibility of getting into

nine or ten homes, whereas formerly they had to ring a
dozen doorbells in order to get into onc home.

“Our first step was to instruct our regular salesmen to
render simple service, such as oiling appliances and mak-
ing minor adjustments. A few days in the service depart-
ment was sufficient to teach the salesman all he needed
to know about light service. In addition to a clean white
service uniform, each salesman was supplied with an oil
can, screwdriver and few other simple tools.

“The men were cautioned to talk nothing but service.
In no manner were they to give the impression that they
were gaining entrance into the home under a subterfuge.
Once the salesman obtained the confidence of the house-
wife he was supposed to fill out a prospect card for future
follow-up. The men make repeat calls on good prospects.

“We have been using this idea since March, and it has
brought some good results. First of all, salesmen have
gotten into homes that formerly we could not reach.
Secondly, it has resulted in a generous increase of service
volume, In fact, it has helped to make the service depart-
ment one of the most profitable in the store. Very often
the salesmen are told of service requirements which they
are incapable of performing. In such cases the salesmen

By J. K. Novins

Salesmen, in white service overalls, visit housewives and
offer to make minor repairs. The idea has worked

get in touch with the regular service department, which
performs the service at nominal cost.

“Now and then the men bring in radio tubes for testing,
and we have sold quite a number of tubes to prospects
we had never seen,

“The salesman kecps a record of the prospects that he
has thus contacted and he follows them up in his own
way. DBefore we tried this stunt salesmen had to spend
most of their time ringing doorbells, The way it is work-
ing out now the salesman spends only a few hours a day
calling on a dozen or so new prospects, gets to see most
of them, and has the rest of the day free to do real sales
work, Each salesman has at least forty prospects on tab
at all times. And they are earning much more money
than formerly.”

Radio Merchant, August, 1933




RJOW you can see and
1+ X hear for yourself what
a truly fine radio a 4-tube
superheterodyne can be—
if Majestic builds it!

ThesenewMajestic Style-
Built models give 6-tube
performance. Sensitivity
and power output are ex-
ceptional, and tone quality
is astonishing for so small
arceeiver. Important qual-
ity features are Majestic
Spray-Shield tubes and full
super-dynamice spceaker.

A switch is provided so
that the receiver may be
operated on the regular
broadcastband,orswitched
over to receive all PPolice
Calls and cover the Amua-
teur. Commercial, Marine
and Aircraft channels up
to 3500 kilocyeles. Both
models incorporate the
same chassis.

We urge you to inspect
these remarkable mnew
models at your earliest
opportunity.

DUO-MODERN MODEL 49

This smart cabinet
withits finedesign,
interesting two-
toncfinish(natural
and **ebony” con-
trasting), and
gleaming alumi-
num grille pro-
duces a most at-
tractive cffect. Di-
mensions:llinches
high:7inches wide;
inches  deep.

$ Is‘o

Stightly Higher
on West Coast

A simple, beautiful
cabinet with rich
brown-walnut fin-
ish on quarter-
sliced red birch.
The polished metal
| grille adds distine-
tion. Dimensions:
111 inches high; 8%
Mlinches wide; 5%
inches deep.

GRIGSBY-GRUNOW COMPANY. 5801 Dickens Avenue, Chicago
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FREE INSURANCE FOR ONE YEAR after date
of installation! That is the sensational offer
that is adding speed to the speedy sales of
Majestic Twin-Six Auto Radios now being
reported from every territory.

This insurance. which would cost the
motorist several dollars, is given FREE with
every Twin-Six billed to Majestie distrib-
utors and dealers at the list price of $14.95.
It is placed with one of America’s largest
and strongest old-line companies, the
Phoenix Insurance Co., Hartford, Conn.

Now it is easier than ever to sell America's
finest auto radio—Majestiec Twin-Six—the
6-tube superheterodyne with 6-inch dy-
namic speaker. Write or wire your Majestic
distributor for full information about this
opportunity for profitable sales volume noue.

Complete with tubes, sup-
pressors, and condensers.
Federal tax paid. Slightly

higher on West Coast.

GRIGSBY-GRUNOW COMPADNY
5801 DICKENS AVE.. CHICAGO

Moy
/,/"' “ ,’dlllh
,' Cep or / .
”F Plac? tha ”‘”’anc/ {’

6-TUBE SUPERHETERODY \E
6-INCH DYNAMIC SPEAKER

All-electrie: all-in-one: 8-tube perform-
ance: tone control: antomatic volume con-
trol: Majestic Spray-Shicld tubes: Majestic
colorful tone,

With the New

AIRPLANE DIAL Thisx oversize. illu-
minated diat on
steering column is
vraduated in kilo-
eveles, Easy to
tune,  Pilot  light
shows if set is on
Removable shut-
oft’ plug locks re-
cenver.




The comeback of the phonograph
record industry during the past
few months has been impressive.
New developments, adding eye
appeal, improved recordings, and
a vast galaxy of new, popular
favorites have helped records
bring profits to the dealer

With the Record Makers

OLUMBILY with its revised orgarization 15 devot-
ing its best efforts to the acquisition of new

recording  talent.  Last month  the  Columbia
Phonograph Co. announced the signing of Durns and
Allen, famous comedy team, and George Olsen and His
Music and Iithel Shutta,  The newest list includes Clyde
McCoy and His Orchestra, who play at the fashionable
Drake Ilotel in Chicago and whose first record couples
“New Dasin Street Dlues” and “Smoke Rings.”  The
outstanding feature of this aggregation 1s the trumpet
playing of McCoy, who has developed a new “wah-wah”
effect. Charles Agnew, who directs his band at the Hotel
Stevens, Chicago, is another Columbia ncewcomer who is
heard on records with his rendition of “Don’t Dlame Mec”
and “Trouble in Paradise.”” TPaul Ash, Chicago’s par-
ticular pet, returns to Columbia after several years’
absence.  His latest Columbia record is “Blue Roses” and
“Shadows on the Swance.” Another Columbia artist
returniitg to the ranks is Charles Kaley, the tenor with
the different kind of voice.  And there’ll be others i suc-

ceeding monchs.
RCA response to its picture records, a
photograph of cne of which is re-
produced on this page. Thus far a recording of a medley
from “Music in the Air,” which pictured a scene from
the show and the star performers (sec above) : a drawing
of Paul Whiteman and night life in New York, a record-
ing of “Adorable” with a picture of Janet Gaynor and
her motion picture co-star in colors, and several others
have been released. Despite the fact that these records
cost more than the standard ones, the sales oi the color-
ful, attractive discs have been most encouraging to RCA
Victor officials.

VICTOR has kad an enthusiastic

Radio Merchant, August, 1933

Standard RCA Victor recordings bring to the public
the renditions of long-cstablished favorites. Witness the
latest release list, which includes dance recordings by
orchestras under the batons of Ray Noble, Leo Reisman,
Jan Garber, Paul Whiteman, Isham Jones and Louis
Armstrong.  And on the red seal lists are records by
Mischa Lilman, IFeodor Chaliapan and Leopold Stokowski.

RUNS-
WICK
¢ ontinues

torececordthe
latest and  best
renditions of its
vast array of pop-
ular stars. Bing
Crosby records
arc selling in even
greater numbers
than before, due
in part to the
sensational  suc-
cess he scored in
the film, “College
Huamor.”  Other
Brunswick artists
who are increas-

ing their popu-
larity are Guy
Lombardo, Dor-

sey Bros. and a
host of others.

Bing Crosby in scene
from “College
Humor”
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Attractive exterior of the Otto K. Olesen showrooms

Well Lighted Displays

Build Sales

important factor in cash register totals at Otto K.
Olesen’s in Hollywood is the very commodity

1&
this electrical dealer sells, lighting, applied to the

merchandising of electrical appliances of major and minor
type.

The public in the cinema city where Olesen’s is located.
on Vine and Hollywood Boulevard, is perhaps more ac-
customed to higher intensity lighting than elsewhere.
Making the most of this, Olesen, who is among the first
citizens in Hollywood’s business and civic world, drama-
tizes his appliances, Arst, by settings arranged attractively
in windows and within the store and by a brilliantly il-
lumined interior; next, by framing these settings in a struc-
ture whose exterior is equally as well lighted, and third,
by promotions that have an original aspect as well as cash
register value. Through these media Olesen asks people
to buy.

Olesen believes in contacting the public and through his
civic activities keeps the name of his store strongly to the
front. Towever, it is his merchandise practices that result
in sales and these briefly embrace: 1. Advertising over
the radio. 2. Contests, such as a summer cake baking com-
petition lasting a week, during which electrical appliances
are exploited to the fullest. Contests are held in the store’s
model kitchen and auditorium. Prominent hotel chefs,
bakers, civic leaders and motion picture stars are enlisted
to aid in the promotion by serving as judges and on the
cake committee. Hundreds of Hollywood housewives
enter the competitions. Radio announcements broadcast
the contest progress from day to day and on the final day,
as a charitable gesture, children from a local orphanage

tor Olesen

are invited te a cake party to be entertained by stage and
screen celebrities. 3. And more recently, to promote elec-
tric ranges, Olesen’s conducted a Hotpoint contest, the
contest theme being used as a wedge in a house-to-house
canvass by a new training crew breaking into the field of
range selling. 4. Putting employe effort to work outside
by means of personalized letters sent cut under employes’
signatures to those firms with whom Olesen’s personnel
does business and resulting in the opening of fifty new

accounts from a mailing of 300 letters.
I given a questionnaire covering his purchases outside
the store, firms represented, type of purchases and
approximate extent. The 300 letters seat out to these in-
dividual firms suggested reciprocal trade, telling the re-
cipient about Olesen’s service and mentioning the writer’s
patronage at Blank’s. The result was as noted, the open-
ing of fifty new accounts at little expenditure, to the shop.
Firding from a recent test that it pays to train young
people to sell, this electrical firm is now developing a
sales crew from among junior college graduates who ex-
press a desire and inclination to become efficient in selling
electrical appliances. During the first month this training
sales crew was .in the field it is estimated that sales in
major appliances were tripled. Morning hours are devoted
to field work. house-to-house canvassing of prospects
whose names have been obtained beforehand from a
special directory, so that upon reaching the home of the
potential customer the field worker can address the pros-
pect by name. A crew of eight to ten young men makes

N this latter promotion cach Olcson employe was

12 Radio Merchant, August, 1933
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Olesen employes sent 300 letters to firms with which

they dealt suggesting reciprocal trade—as a result 50

new accounts were opened—Training junior sales staff

these morning rounds, taking a specific territory, two men
to a block, one calling on the left side, the other, on the
opposite. The presentation of handbills announcing the
contest and conditions with the caller’s name imprinted
thereon serves as an introduction and opener. If the
housewife is interested she will ask for more details
and the salesman has an opportunity to talk ranges. The
initial venture covered ranges only. As the crew becomes
proficient in the selling of this type of appliance the field
will be extended to include other heavy duty domestic
equipment such as washers and refrigerators.
F to 40 homes are covered on an assignment, the junior
crew receives instruction in range selling at after-
noon sales classes. This is the only outside seliing staft
employed by Olesen’s, and is the first time that the dealer
has taken raw material to be whipped irro shape for appli-
ance selling. A nominal commission is the basis upon which
the apprentice salesmen work.
Cutting down on credit selling, though reducing volume,

has been the means of decreasing the number of dead ac-
counts, according to the management. Down payments of

OLLOWING these morning calls during which 30
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25 per cent are required on appliances under $50, while
not less than 10 per cent is requisite on major items with
payments in most instances not extending beyond 60 or
90 days, thereby eiliminating all carrying charges.

Three years ago Olesen’s specialized on fancy prices
in radio sets ranging as high as $800, and finding
a market for such. Today, however, this dealer plays up
the less expensive type of radio and finds that Mr. and
Mrs. Consumer apply the cash and carry plan to the pur-
chasing of radios, preferring to pay cash and take the in-
strument home like a bag of groceries.

A practically 24-hour plan of service is another customer
attraction, covering every field of electrical equipment
from wiring to installation and repair work.

At this dealer’s establishment are to be found the follow-
ing lfines of electrical equipment and appliances as well as
radios: Hotpoint appliances of the portable to heavy do-
mestic type, Frigidaire electric refrigerators, General Elec-
tric radios, Westinghouse and Universal electrical appli-
ances, Thor, General Electric and Iasy washers. In fact,
almost all of the standard nationally advertised lines of
electrical appliances are carried at Otto K. Olesen’s so
that customers can have a wide variety to pick from.
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Window display featuring General Electric radio line
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How R oberts
Achieved
Retrigerator
Sales
Leadership

As told to
J. Edward Tuift

By Thomas G. Roberts

Thomas G. Roberts estimates
that sixty-five per cent of
the prospects for refrigera-
tors are secured from satisfied
customers. HHe makes several
visits to the homes of pur-
chasers of refrigerators and
by thus maintaining contacls
adds to the list of likely
prospects. There’s a knack, he

feels, in making use of users

Rock, Cal,, a Los Angeles suburb, has become the
leading electric refrigerator dealer of his city. He
has several rules which have proven to be business builders.
When entering the refrigerator business, Mr. Roberts
states, he selected a refrigerator that was fundamentally
different from the other types sold in his city. He did
not wish to be thought of merely as “another refrigerator
man.” He chose such a refrigerator and sells it exclu-
sively, centering all his talking points on it. This lifts
him out of direct competition and gives him an extraordi-
nary sales argument. (He chose the Grunow refrigerator,
with Carrene refrigerant, operating on a vacuum instead
of a compression principle.)

“Since going into the refrigerator game,” says Mr.
Roberts, “I have lost but one sale to a competitor where
the prospect was actually a live prospect intending to buy.
Having a refrigerator fundamentally different is the first
thing responsible for this record.

“I gained people’s confidence from the first by never
cxaggerating the economy feature. I even deliberately

/ I \HOMAS G. ROBERTS, radio dealer at Eagle
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dulled the enthusiasm on this point buill up previously by
other salesmen. I told the people this 1efrigerator would
pay for itself in three years. I felt it would do much
better than that but found response to a conservative
statement cane easier than response to a radical statement.
No customer has ever been disappointed on the economy
feature in a refrigerator bought from me. He always gets
more than he expects!”

a discussion of technicalities. He explains the

principles of his refrigerator, not merely the “gin-
gerbread” features. The customer becomes convinced that
this salesman knows his merchandise.

“I never argue,” he states, “on the rade-in allowance
when an ice refrigerator is being taken. In practically
every case I allow exactly what the customer asks. This
allowance is larger, I assume, than the average allowance
made for such refrigerators, but the small difference that
I allow pays me well, for I make permanent friends and
get more advertising that way than I could get for the
same money in any other way. If a man or a woman wants
fifteen dollars allowance the dealer is silly who offers only
twelve, even when he knows that the party would take
twelve with a little urging. I know this principle is the
best in my city.

“I classify leads as coming from three sources. Sixty-
five per cent come from users, fifteen per cent come from
my own personal friends and the rest come from incidental
store contacts and from avenues discovered in various
ways.

“There is a knack, I feel sure, in mzaking use of users.
1 try to deliver all refrigerators myself. When delivering
I want the purchaser’s neighbors to know the refrigerator
is being delivered. If a neighbor’s wife is out in the yard
T sometimes send the boy who goes with me to the door
of the house where the refrigerator is to be taken, then
shout at him to come back. I have called quite a few
women’s attention to what was going on in this way.
Just a lttle trick, but it probably does some good.

“I make a second call at the house where the refrigera-
tor has been placed two days later always. I have timed
that carefully. That is sufficient time for the neighbor
women to have been notified by the owner. It has given
time for all the friends to be called.” I never fail to get
live prospects on such a visit. Then I keep coming back
for several days, always adding to my list of prospects.
There is nothing like a delivered refrigerator to make
faltering neighbors come to decisions,

“I am friendly with several icemen and I find out where
they have lost customers. As soon as an iceman loses a
customer that usually means someone is about to buy an
electric refrigerator and has already been canvassed by
someone. I get there at once. If the party has not yet
bought a refrigerator but is about to buy one, competition
or no competition, I usually make that sale.

MR. ROBLERTS begins his sales talk always with

€¢ REQUENTLY a party will stop at the store, at-
Ftracted by the big sign out in front, look at re-
frigerators when I am not in the store, and, per-

haps not wanting to be bothered by salesmen, drive away
without leaving a name. My wife is always in the store
when I am out. She always takes down the number of
the automobile license plate and calls the registration de-
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partment, there getting the party’s name and address. It
the address is within striking distance, she calls me, no
matter where I am, tells me about the prospect and, believe
me, when that party gets home he finds me there ahead
of him. I have made several sales in the last year just that
way. I never tell such customer how I learned about him.

“Using the classified columns of the local newspaper to
play up bargains in ice refrigerators that I have taken in
on sales brings a percentage of my leads. I give a tele-
phone number only with such advertisements, for most
people will not come to a store in response to such appeal.
This plan finds a way to get rid of the used merchandise
and gives me a prospect for a future electric refrigerator
sale

“I used plenty of display advertising space when I took

L T e e e e e T T L

Even the icemen furnish leads to
this enterprising radio and refrig-
erator merchant. He has lost but
one sale to a competitor when the
prospect was actually “live” and
intended to purchase a refrigerator.
His methods of merchandising are

sound and merit attention . . . .
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on this electric refrigerator line, but for a short time only,
just long enough to identify myself as the local dealer.
Only rarely do I use display advertising now, and what
I do use is intended merely to keep me identified. I make

no direct sales from it.
66
O of refrigerator customers and we make the most
of them, not, however, to the detriment of our
radio business. I refuse to burden anyone with an over-
dose of monthly payvments.

“In spite of our rapid rise in the refrigerator business
here, we have to date never had a repossession nor a
single delinquent. In making the sale I impress by about
four minutes of rapid repetition the payment date on the
mind of the customer. I say it one way and then another
until it sinks in. I have never yet mailed out a statement
from this store and never shall. A sale properly made
and impressed upon the mind of a carefully chosen cus-
tomer calls for no waste of postage stamps.

“I see a good field in the refrigeration sales business for
radio men who are alive to their opportunities.”

F course my radio customers offer a percentage
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New Products —

GRIGSBY-GRUNOW CO., Chicago, HI.
Majestic model 44, the ‘‘Duo-Chief,”” and
model 49, the ‘“Duo-Modern.”” Same chassis
is used in both models, a 4-tube superhetero-
dyne with 6-tube performance with a two-
position switch which gives access to regular
broadcast bund and also to the 1480-3500
kilocycle wavelengths., Full super-dynamic
speaker is used. Model 44 {s housed in cabi-

Majestic Model 44

net of quarter-sliced red birch with all-over
finish of rich brown walnut. Grill is orma-
mented with a highly-polished aluminum
design. Dimensions 11 inches high, 8%
jsgghﬁ)s wide and 5% inches deep. List price

Model 49 is housed in cabinet of quarter-
sliced red birch with a two-tone finish in

, . 4
Majestic Model 49

natural and ebony. Grill is embellished with
a lustrous aluminum design. Dimensions:
11 inches high, 7 inches wide and 5% inches
deep. List price $21.50. XRAplo MERCHANT,
August, 1933.

Further infermation on Majestic producrs
appears in advertisement on pages 9 and 10.

INDUSTRIES, Inc.,
Columbus, Ind. Arvin G-tube Car Radio,
20-B standard model, the chief features of
which are its compactness and ease of in-

NOBLITT-SPARKS

Mounting on Dash
A metal plate with stabilizing

stallation.
bracket bolts on the dash, affording a rigid
mounting, and the radio can be slipped on

Arvin Model 20-B

and oft with amazing ease. St may be
mounted vertically or horizontally. Model
20-B is an all-electric superheterolyne with
automatic volume control and two-point tone
contrel.  This modei rounds out the Arvin
car radio line, List price $49.50. RaDIO
MFRCHLANT, August, 1933,

STEWART-WARNER CORP., Chicago,
NI, New 5-tube superheterodyne auto radio
in black enameled cabinet which houses the
complefe receiver—speaker and ‘B’ supply
included—and measuring only 8% by 6% by
5 inctes. All drilling required for installa-
tion :s one hole. Has automatic volume
contral and tone control. Volume, tone and
tuning are regulated from the remote con-
trol unit which can be attached to steering
wheel or under the instrument panel., A
smooth, vernier condenser drive assures ac-
curate operation, The calibrated tuning
dial, illumined and patterned afier the speed-
ometei: dials on modern motor cars, covers
a tuning range of from 535 to 1550 kilo-
cycles, which includes everythingz on the
standard broadeast band, including Canadian
stations.  Speaker is an electro dynamic,
carefully matched to other parts. Tube
equipment cmploys a. 6A-7 as oscillating de-
tector, a 78-type tube as intermediate fre-
quency, two 73-type tubes as second detector
and first audio, a 4i-type tube as output,
and a 6Z-t type tubc as rectifier. Raura
MERCHANT, August, 1933.

Further information on Stewart-Warner
products appears in advertisement on inside
front cover,

NATIONAL UNION RADIO CORP., New
York City. Radio tube shiclds: a new device
consisting of form-fitting metal jackets and
grounding clip, ecasily applied to any type
tube o¢n which shiclding seems necessary.
Two styles are available so that all require-
ments for both straight-side and dome-type

Radlo Tube Shields

tubes are provided for. They can be used
to replace spray-shield tubes; used where
old tube shield can has been lost or dam-
aged, and used where present shielding is
inadequate. It is also suggested that they
be tried in noisy receivers and where non-
vibratirg shielding is desired. RADIO MER-
CHANT, August, 1933.

Further Iinformation on National Union
products appears in advertisement on page
19.

GENERAL HOUSEHOLD UTILITIES
CORP., Grunow Division, Chicago, IlI,
Progress line of electric refrigerators includ-
ing model 50-G with a 4.5 net cubic feet
storage capacity, model 60-G with a 5.5 net

16

cubic feet storage capacity and mwodel 70-G
with a 6.8 net cubic feet storage capacity.
These are Nema ratings. All three models
are of the same general outside appearance,
the principal difference being in the interior
storage capacity, cubes frozen and shelf ar-
rangement. Models 50-G and 60-G freeze 84

Progress Refrigerator

ice cubes and model 70-G freezes 112 ice
cubes. All of the cabinets contain dry-zero
insulation. Each model has porcelain front
and door on the freezing chaniber to protect
cubes from absorbing food odors. Finish is
of “DuLux’’ enamel, three coats, baked on.
Hardware is forged brass with bright chro-
mium_ flnish, with snap latch and semi-con-
cealed hinges. All models have 8-inch
broom-high legs and have acid-resisting
vitreous enamel lining. Each model con-
tains the standard, over-sized Grunow re-
frigerating unit using Carrene as the
refrigerant. RADIO MERCHANT, August, 1933.

National Television
Association Formed

The National Television Association,
composed of some fifty representatives
of television equipment manufacturers
and engineers, was formed in Chicago
during the recent convention of the In-
stitute of Radio Engineers. It is ex-
pected that among the first efforts of
the group will be a move to have the
experimental ban on television lifted and
thus permit the commercial development
of visual radio as an industry.

The new organization is headed by
Martin J. Wade, Jr., of the Western
Television Co.,, John V. L. Hogan, of
Radio Pictures, Inc., as vice-president,
and Arthur Stringer, secretary-treasurer.

Business in Australia Booming

Charles E. Forrest. managing director
of the International Radio Co., Ltd.,
Sydney, N.S.W., Australia, Melbourne,
Victoria, Australia and Auckland, New
Zealand, who landed in New York early
last month for a study of the radio situ-
ation, states that Australian business in
National Union tubes, Jensen speakers,
Sprague condensers and other products
which his firm represents is booming.

Radio Merchant, August, 1933
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Conducted by PAUL J. MeGEE

President,

Institute of Radio Service Men, Inc.

“barged” unceremoni-
[ ously and unannounced

into the general office
oi the Institute o: Radio
Service Men in Chicago
about the middle of the
forenoon of July 31, only
to find that all of the ex-
ecutive officers were at-
tending a meeting of radio
pacts and accessories dis-
tributors at the Hotel Sherman.

Down at the hotel I found a meeting that was so novel
and so interesting that it was impossible to leave it and
though it lasted throughout the entire day, I sat on the
sidelines and listened while those reprasentative distribu-
tors from various sections of the country (they were there
from Buffalo, Columbus, Kansas City and Atlanta, besides
other cities nearer to Chicago) discussed their problems
and took the preliminary steps in rectifying inequitable
conditions in the parts distribution field.

Words cannot express what transpired there in the
Grey Room at the Sherman, but it marked a turning point
in the historv of one of the most important branches of
the radio industry, one in which every service man is as
interested as he is in his own field.

Radio

has not at one time or another condemned the radio

parts distributor for the practice of selling at whole-
sale prices ta every Tom, Dick and Harry who came into
the store or ordered his supplies by mail. There is hardly
a service man who has not sworn vociferously when he
found a catalogue from a radio supply house lying on a
receiver that he had been called upon to service. There is
hardly a service man in any of the larger cities who has
not heard a customer say that he could buy tubes and
other supplies at wholesale, so why should he pay him
list price for them. There is hardly a service man who has
not berated a parts distributor because he found that some
particular item listed in a catalogue was not available.
And, at the same time, there is hardly a service man who
has given these jobbers their full and unqualified support,
who have not gone down into the surplus stocks and found
something that would be “just as good” and a lot cheaper
than the one in the catalogue.

If you could have sat there at that meecting in Chicago
vou would have learned a lot about the problems of the
parts distributors. You would have heard them talk in
terms of thousands when they referred to the items that

THERE is hardly a service man in the country who
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Distributors
Work on Code

they carry in stock; their
inability to secure contin-
ued delivery on certain
merchandise that they had
catalogued; their desire to
cater to the radio trade on
an even more strict basis
than would ever be consid-
ered justified by the service
men and the dealers.

This meeting wasn’t at-
tended only by parts distributors who do not issue cata-
logues. Not by any means. Three of the largest mail
order houses in the country were represented. There was
another who catalogues a section of the southwest; several
who send out manufacturers’ fly sheets and some who
issue no catalogues at all. There was no biased opinion.
They had the opportunity to air their views and, strange
as it may seem to you out in the field, they were of one
accord, ready and willing to organize, to work out their
problems collectively, to prepare a code of fair competi-
tion to guide the parts distribution field and cut out the
inequities that have been eating at the vitals of their
business, depriving them of earned profits and at the
same time constituting a hindrance to the entire radio
industry.

Parts

HE credit for getting the parts distributors together

I goes to the general office of the Institute of Radio

Service Men who acted upon requests that came
originally from the jobbers themselves. Over a period of
several months tke institute has communicated periodically
with more than 500 firms throughout the United States,
firms that have been classed by some unknown standard
as entitled to ccnsideration as distributors. The list is
heing culled at this time and will be materially shortened,
but the institute has stili another list with more than 800
firms on it, and there is no doubt that there too are large
numbers who are actually dealers posing as distributors.

I was glad that [ planned to be in Chicago on July 31.
It was gratifying to see these men whom the industry at
large is prone to look tpon as a bunch of “gyp” artists,
ready to “knife” one another in a business way at every
turn, getting down to business on equal terms, without
turmoil, without strife, all concerned with one thing, the

- straightening out of the condition that hurt them and at

the same time hurt the service men and all the rest of
the industry. If the spirit shown by those attending the
meeting can be taken as a criterion the radio parts
distributing field will flourish.

World Radio History
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Shielded Lead-Ins § 3 . <2
Yooa/ -1 3 26 !8» 26 §§ e7 26 77-4

Q. Is shielded wire, used by some people

as a lead-in, absolutely reception proof?f f) A F N '
[ have no means of installing an outside + L r f oo
antenna with a short lead-in.  The best ! R y

&5000n
007

I can do is to place an outside antenna of

about 50 to 75 feet along the side wall

It is my intention to have a short outside

antenna (about 25 feet), for I have found

this to be very satisfactory, and if shielded

wire would not act as an additional an- ety soon Corern
BROwN

——i— E 15y
tenna, then it would answer my purpose LD Y Voo
. 2.5
very well, but I shall wait your recontinen- E: aLve
E S.ov

l ¥ J-,L : - i ../

CREEN
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dations.—J. M. G.. Chicago, Ill. Jocr

A. The shielded lead-in wire is prac- —
tically reception proof; however, from
vour letter it is assumed that vou propose E

&
to use a shielded lead-in wire with the E G S &3
i

}receow

——
H T
J.005 300n | J00n £400a,

s AMERICAN BOSCH
s MODEL 166

idea of limiting the effective length of an- 005 20
tenna.

No doubt you desire selectivity and a
low noise level without loss of sensitivity.
This can be accomplished best by the use
of impedance matching transformers both
at the antenna and at the }'ccciver. Such ) © | OUAGRAMATIC LAYOUT~POWER UNIT
transformers are included in antenna kits AMERICAN BOSCH
manufactured and sold under various MOOEL 166

names. rowee
. . X . TRANSFORME R BLACK
If the shiclded lead is used without im- A.C PRI NOT SHOWN *

pedance matching transformers, noise re- =~
o FILTER CoNa.
° el 1715

Sor
—_—
25y
LSV
-]

pedance characteristics of the shielded
lead may resnlt in impaired sensitivity.

duction may result in some cases, but im-
CHONES

FILAMENT €D
TRANSFOPMER ik L0, //

American Bosch Power Unit

oo o~

GREENS

GREENY

Q. Can vou furnish wme with drawing of
the power unit for American Bosch model
166 receiver?—J. 1., 1loboken, N. J. T Goars "

A. Schematic wiring diagram of both
the American Bosch Model 166 receiver
and power unit appear in Figure 1. Diagram-
matic layout of the power unit, showing
the arrangement and leads of filament,
power transformer, chokes and fitter con-
denser assembly, together with resistor and
terminal board assembly, is shown in Fig- .
ure 2,

N

OET. AMP d AMP

Musique Wiring Diagram

In Figure 3 is shown the schematic wir- 8 ?ﬁ% #
ing diagram of the Musique, a seven-tube b
midget recciver employing type '35 tubcs, 8
the R. F. stages, type 24 detector and F h
type ’47s in parallel output stage, with ’80 1
rectifier. Requested by V. D., Newark, g i v
N. J., and F. G, Maplewood, N. J. u 'F"Z?“.’ - .
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NOTE: Numerous requests have =

been received from service men = 3 ]

and dealers desiring schematic = ——i

wiring diagrams. If blueprints of - - S0 !

circuits shown on this page are de- = l—'

sired kindly enclose 15 cents to = 1y g

cover cost and mailing expense, % Fleto core ¥
g £ MU SIQUE
ST MR TR N 7 TvBE MIDGET
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Radio Service Industry
Drafts Tentative Code

The Code of Fair Competition to gov-
ern the radio service industry is assum-
ing tentative form as a result of fre-
quent meetings of a special committee
of the Institute of Radio Service Men at
the Hotel Sherman in Chicago.

The code as tentatively drafted will
be preceded by a preamble setting forth
the effect of unethical and unsound busi-
ness practices in the service field upon
all other branches of the industry, upon
the employment in manufacturing estab-
lishments, distribution agencies and
broadcasting stations, and upon inter-
state as well as foreign commerce.

Certain terms that relate to the service
field will be defined comprehensively in
order that there may be no mistaking the
mcaning on the part of either the mem-
ber of the service profession or the pub-
lic. Educational standards are being es-
tablished cooperatively with the na-
tionally known radie trade schools.

A standard accounting system that has
been developed by the Institute is to be
suggested as a means to provide a uni-
form method of cost analysis to be used
in conjunction with a clause to prevent
service men from conducting their busi-
ness at less than their actual cost.

Advertising practices will constitute a
major portion of the code, and steps will
be taken to definitely prohibit tactics
that are unfair and at the same time
detrimental to the service field, to the
radio industry and to the industry’s cli-
entele.

“Master Series” Diagno-
meter Placed on the Market

Don N. Dulweber, vice-president and
treasurer of the Supreme Instruments
Corp., Greenwood, Miss, recently an-
nounced a new series of the Diag-
nometer AAA-1, which will be called the
“Master Series.” The new instruments,

Supreme Master Diagnometer

according to Mr. Dulweber, test all
tubes, including the newest types, with-
out adapters on a meter dial which is
colored for “Bad,” “Doubtful” and
“Good” classifications and is adjustable
to varying power supply potentials. The
Supreme Multimeter circuit is calibrated
with a full wave crystalline rectifier unit.

Radio Servicing

Y HWiat's

THE STANDARD TUBE
FOR STANDARD SETS

Move to Preotect Service—
Dealer Business—Quality

National TUnion Radlo
Corporation of New
York has taken a defi-
nite step to protect the
profit margin of its serv-
ice dealers and assure
the continued superiority
of National Union tubes
in a list price advance
of ten cents per tube
over the general levcl.
Regular dealer discounts
of 40-10 per cent, shop
equipment offers and

H. A. HUTCHINS
ot}ﬁer sales features are retained.

0 Hutchins, General Sales Manager,
states ‘that the program is the result of uan
intensive fleld study carried on by National
Union for more than a year—

“After interviewing hundreds of dealers
and service men and tabulating thou-
sands of questionnaires since early 1932,
we raised prices in answer to overwhelm.
ing demand,”” said Hutchins.

“1t must be remembered that the ma-
jority of National Union tube replacement
salcs are made by radio service men
and service dealers whose selling costs
are necessarily high. These accounts
must maintain a decent profit margin to
cover operating expenses. Radio tubes
are the biggest source of revenue to the
service dealer. We have felt the public
neeils competent service and is willing
to pay a fair price. In addition, service
outlets must be assured of consistently
high quality to be able to fully guarantee
their work. In our opinion these dealers
merit help to protect their position.

slumped below the margin of safety, a
condition which inevitably leads to cut-
ting costs. As a direct result any or all
of a umber of abuses result:—cutting
factory wages; use of inferior materials,
elimination of essential engineering tal-
ent; lowering of inspection standards;
limiting replacements. In brief unsound
methods designed to make tubes cheap-
er.”’

‘“We refused to compromise with Na-
tional Union superior quality.”

. National Union has _prepared a brief, out-
lining reasons why National Union is the
most profitable tube on the market. A copy
will be sent to any dealer writing to Na-
tional U'nion Radio Corporation of New York,
400 Madison avenue, New York, N. Y.
Stmply ask for ‘‘Eleven Reasons Why."

NEW! Auto Radio Manual

In response to a_demand for an Auto Radio
Service Manual, National Union has procured
such a book for its dealers. Diagrams and
service notes on old as well as new sets,
installation data, noise suppression informa-
tion, characteristics of B eliminators are
included in contents. Write for details of
free ofter.
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World Radio History

‘““We recognize that selling prices had |

DEALER PROFITS RISE AS NATIONAL
UNION BOOSTS TUBE PRICES TEN CENTS

[
i

Trade Hails Priece Rise

The favorahle reaction of the trade to Na-
tional Union’s list price rise is indicated by
excerpts from some of the hundreds of letters
received at the National Union New York
Ottice since the announcement.

“Your new list with higher prices is fine.
Now we can sell more National Union tubes
because we say they cost a little more but
are worth it. We advise customers to buy
cheaper tubes if they can't afford the best.”

J. H. R. Va.

‘““We are closing out ——————— tubes
as quickly as possible and will show an
increase in tube business in a short time.
We helieve that National Union’s effort in
behalf of jobbers and dealers deserves this
support.”’—J. C. H., O.

““I want te congratulate your company for
sponsoring the first constructive price change
the tube industry has experienced for two
years past.”"-—L. R., N. Y.

““Again I congratulate you for raising the
prices. I hcpe it will be 10 per cent instead
of 10 cents per tube. More power to the
Iﬁlzational Union tube corporation.”—A, O, R.,

No Hide °N° Seek for
National Union

You haven’t time to play the game of “Hide
‘'n’ Seek’” . .. when you need tubes you want
them without delay . . . it will pay you to
ask yvour National Union jobber FIRST . . .
all tube types kept in stock at all times for
your convenience. . . . .

Own Meters, Manuals Free!

Why don’t you Join the thousands who are
getting filne equipment for their service busi-
ness, Free, the easy National Union way?
Service men who tie up with National Union
profit through the sale of tubes whose high
quality stands undisputed and at the same
time procure valuable business assets in
meters and service manuals at no cost. Let's
get together. Send coupon.

National Union Offers

You can get an Osclillator and Output
Meter. Four Service Manuals, Unameter
(Tube Tester), Supreme Model 333 Combina-
tion Set Analyzer and point to point re-
sistance tester, Readrite Tube Tester, Bench
Kit box, Hickok Ohm-Capaclty-Voitmeter.
Equip Your shop the easy Natlonal Union
way. Small deposit on some items.

Note: All offers subject to withdrawal
without notice. Send coupon NOW !

National Unibn Radio Corp. of N, Y.
400 Madison Avenue, New York City
Sirs: 1 am interested in following equipment: Su-

preme 333 [] Unameter [ Readrite Tube Tester
Oscillator & Output Meter [] Service Manuals
RM §

Ohm Capacity [] Bench Kit [J
NAME




Radio Industry Submits

Code of Fair Competition

Estimate that application of the RMA code’s labor provisions will

give work to 10,000 more radio factory employes and increase

the industry’s annual payroll by approximately $3,000,000

After many weeks of work by the
RMA Board of Directors and Code Com-
mittee, a national code for the radio
manufacturing industry was filed Satur-
day, July 29, by the Radio Manufactur-
ers Association with the National Re-
covery Administration.

Immediate application of the RMA
code’s labor provisions, which it is esti-
mated would give work to 10,000 more
radio factory employes and increase
the industry’s annual payroll by $3,000,-
000, was asked by the RMA.

Members and the industry were urged
by the RMA Board to make the wage
increases and reduced working hours of
the industry code operative on or before
August 7.

The RMA also applied to the Govern-
ment for immediate acceptance and oper-
ation of the industry code labor provi-
sions. These are substantially those in
President Roosevelt’'s voluntary code
and of that submitted recently by the
electrical industry.

(On August 2 the National Recovery
Administration approved the application
of the Radio Manufacturers Association
to substitute the paragraphs in Sections
4 and 5 of the code of the Radio Manu-
facturing Industry for paragraphs 2 to 7
of the President’s Re-Employment
Agreement which apply to maximum
work hours and minimum pay.)

The RMA code for the industry was
approved by the association’s board of
directors at a special emergency meeting
at the Mayflower Hotel in Washington
on July 27. The code was filed with the
Government within forty-eight hours be-
cause of serious new problems facing
employers and labor following the
N.R.A. voluntary code plan. The RMA
had planned originally to submit the code
to members and the industry before fil-
ing, but there will be ample future op-
portunity for its consideration.

The labor features of the RMA code,
which would apply to all radio manufac-
turers, including non-members of the as-
sociation, and will be administered and
enforced by the RMA, provides a
36-hour maximum week for factory

workers.  For all other emploves ex-
cept c¢xecutive, administrative, research
and engineering and supervisory em-

Fred D. Williams
President, RM.A

ployes, and for traveling and commission
salespcople a maximum working week
of 40 hours is provided.

On wages the RMA code provides a
minimum wage for factory employes
of 40 cents per hour unless this rate per
hour for the same class of labor on July
15, 1929, was less than 40 cents, in which
case the rate per hour shall be not less
than the rate per hour paid on July 15,
1929, and provided also that in no cvent
shall the rate per hour be less than 30
cents.  For all other employes, except
commission sales people, the RMA
code provides minimum wages at the
rate of $15 per week except that. office
boys and girls, learners and casual em-
ployes up to 5 per cent of the payroll
may be paid 80 per cent of these mini-
mum wages.

Provision is made for adjustment of
wages of ecmployes above the minimum
scale and also for extra-hour employ-
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ment during the seasonal peak periods.

The minimum wage and maximum
working hour provisions of the RMA
code appear, to the RMA Board of Di-
rectors and the Code Committee, of
which W. Roy McCanne, of Rochester,
N. Y, is chairman, to be the best prob-
ably obtainable in order to secure
prompt acceptance by the Government.
The iabor provisions were adopted by
the Code Committce and approved by the
RMA Board of Directors after weeks of
labor and consideration of literally bales
of statistical and other data.

No date has yet been set for hearing
by the National Recovery Administra-
tion on the RMA Code.

Immediate negotiations will be- held by
the RMA Code Committee with the
N.R.A. W. L. Allen, prominent among
the deputies on the staff of General
Hugh 5. Johnson, Administrator for
the Government, has been designated to
handie the RMA code. He recently had
charge of the electrical industry code.
The RMA Code Committee and officers
will welcome suggestions from associa-
tion members or non-members, the lat-
ter having been advised of the industry
code provisions. Last weck two lengthy
and informative telegrams were sent to
all RMA members by President Fred D.
Williams of the Association and the
Code Committee from Washington.

The RMA code is replete with many
provisions widely changing merchandis-
ing practices in the interests of jobbers
and dealers as well as manufacturers
and designed to stabilize the industry
and its employment. Among major fca-
tures of the code, devcloped by the
RMA Code Committee and the Associa-
tion’s general counsel, John W. Van Al-
len, of Buffalo, are two outstanding pro-
visions. One is for a special trade agree-
ment under Section 4 of the National
Industrial Recovery Act providing uni-
form contracts between manufacturers,
distributors and decalers, definitely estab-
lishing standard discounts, relations and
trade practices in the marketing of re-
ceiving sets. The provision does not yet
extend but may be applied to other radio

Radio Merchant, August, 1933
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products other than receiving sets.

Another most important plan in the
industry code, also initially applying to
receiving sets, would establish a scale
ot minimum but not maximum prices for
various classes of receiver chassis based
on a weighted average of production
costs. No set manufacturer would be
permitted to sell below this weighted
average ‘“‘cost of production.” These two
outstanding plans are regarded by the
RMA directors and its Code Committee
as eminently fair both to small and large
legitimate manufacturers of receiving
sets. The code also provides against
sales below “cost of production” by mak-
ers of other radio products.

W. Roy McCanne

Chairman, Code Committee

The RMA code consists of general
provisions affecting all radio manufac-
turers and also anticipates commercial
use and, therefore, includes application
to television. Various industry groups
have additional chapters in the code con-
taining provisions relating to their spe-
cial interests. There are separate chap-
ters for manufacturers of receiving sets,
tubes, parts, cabinets and accessories,
loud speakers, sound distribution equip-
ment and fixed condensers. These group
codes may be expanded later.

The code creates a Radio Emergency
National Committee, composed of chair-
men of the RMA Divisions, with broad
powers to administer the national code,
both for Association members and non-
members—any one engaged in radio or
television manufacture. It specifically
provides the code shall, with the ap-
proval of the President, be administered
by the Radio Manufacturers Association
through its Radio Emergency National
Committee and be applicable to all
manufacturers of radio and television
products. The committee is given exten-
sive powers to enforce all provisions of
the code, including sales below cost of
production, and all receiving sets below
the proposed weighted average price.
Provision is made for improving many
merchandising practices and for collec-
tion of statistics with functions of certi-

fied public accountants to establish pro-
ductior. costs and other necessary stand-
ards for all radio manufacturers.

Of particular interest to merchants are
the standard distributor-dealer agree-
ment which is included in Exhibit “B”
of the code submitted by the RMA to
the Government for revision. Included
in this agreement is a table of discounts
which the dealer will receive from the
distributor on purchases of radio or tele-
vision receivers: “Thirty-six per cent on
sets selling for $30 or less at list; 40
per cent on sets selling for a list price
of between $31 to $50, inclusive; 40 and
5 per cent for sets selling from $51 to
$100, inclusive, and 40 and 10 per cent on
sets selling for a list price at $101 or
over.”

In the agreecment to be signed by the
dealer it is also stipulated that the dealer
agrees that “he will not, directly or in-
directly, sell to a consumer in any man-
ner, radio receiving sets at less than the
list price fixed by the manufacturer. [t
is also provided that, with the manufac-
turer’'s consent, the dealer may sell for
a lesser price, but only wken necessary
to close out dealer’s stock for the pur-
posc in good faith of discontinuing his
radio business or in disposing of radio
products in good faith when damagec,
deteriorated or soiled, with prominernt
notice to the public that such is the case,
or without such consent when sold by

T e T T TR T I Ty

Dealer Discounts

In the Uniform Standard Dis- =
tributor - Dealer Agreement
submitted as part of the Code
the following dealer dis-
counts were listed:

Thirty-six per cent (36%)
on each receiving set selling
for a list price of $30 or less.

Forty per cent (40%) on
each radio receiving set sell-
ing for a list price of $31 to
$50, inclusive.

Forty and Five per cent
(40%-5%) on each set sell-
ing for a list price of $51 to
$100, inclusive.

Forty and Ten per cent
(40%-10% ) on each receiv
ing set selling for a list price
of $101 or over.

Forty per cent (40%) on
parts.

T e e
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a receiver, trustee or other officer acting
under the order of any Court.

“In no event, however, shall such sale
be made without notice to the distribu-
tor and to the manufacturer and an offer
to sell to the manufacturer at the price
dealer is willing to sell to others, which
offer shall be subject to acceptance
within ten days from the time received.”

Another important provision contained
in the agreement is that which refers to
trade-in valuaes and the amount of allow-
ance which may be made to purchasers
of new receiving sets. It rcads: “No
dealer and no agent or representative of
a dealer shall make any trade-in allow-
ance which shall exceed the scrap recov-

Arthur T. Murray
Chairman, RMA Sct Commitice

ery value of the traded-in merchandise,
if unsalable, not 75 per cent (the other
25 per cent being reserved for reselling
expenses) of the amount which the deal-
er will reccver in cash for the traded-in
merchandise, if salable, nor shall any
trade-in al'owance be made in excess
of 10 per cent of the list price of new
merchandise sold except where the cus-
tomer exchanges new radio merchandise
bought within ninety (90) days of the
date of exchange for a higher priced
model when such trade-in allowance
shall not exceed &0 per cent of the price
originally paid.”

Other clauses contained in the agree-
ment to be signed by the dcaler state
that “the dealer shall be responsible
for all the acts of any of his salesmen,
agents or representatives, which, if com-
mitted by the dealer, would be a viola-
tion of the agreement”; that “the dealer
shall make such reports pertaining to the
operation of his business in such form
and at such times as may be requested
by the distributor or by the manufactur-
er; and that the dealer agrees that he
will not use the name of the manufac-
turer or product in any way in the name
under which his business is conducted,
except upon the written approval of the
manufacturer, which approval can be
withdrawn by the manufacturer.
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Tentative Code Drafted for
Distributors and Dealers

Price Maintenance, Trade-in Allowances and Unfair Trade Practices
Among Subjects Treated in Proposed Competitive Code

At a meeting of the Radio Wholesalers’
Association held in New York City a
draft of a code of fair competition for
radio distributors and dealers was dis-
cussed, and a committee appointed to
work out a basic code, to be supple-
mented by local codes for the various
districts of the country. A code has
been drawn up as the tentative pro-

handled under the supervision of the
local executive committee,

c. Pricing schedules will be based on
a definite minimum gross profit to the
distributor on every item as well as a
definite gross profit to the dealer on
every item.

d. The reduction of these prices from
the distributor to the dealer by any sub-

cedure. It is subject to revision but terfuges whatever is prohibited. This
NATIGUAL
CONTROL BMERGENCY
COMYITTEE NATIONAL COMMITTER
2 25
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Organization Chart of Distributive Divisions of Radio Industry

represents the views of the representa-
tive members of the distributing and re-
tail branches of the industry. Distribu-
tors and dealers who have thus far
failed to join the Radio Wholesalers
Association or the National Federation
of Radio Associations are being in-
formed that although it is not essential
that they belong to these associations,
the fact remains that they will have to
operate under the codes which are finally
approved by the National Industry Re-
covery Administration. It is also pointed
out that “Violation of any provisions
of these codes (when approved) carries
with it, on conviction, a fine of $500 for
each offense and for each day such vio-
lation continues, as well as possible im-
prisonment as a misdemeanor.”

The following tentative code has been
released by Benjamin Gross, chairman
of the Radio Distributive Divisions Code
Committee:

I—For DISTRIBUTORS

a. Each distributor is required to file
with the local executive committee in
his district a schedule of the list prices
and discounts of all merchandise he sells.

b. The disposal of dropped lines and
surplus stocks, close outs, etc.,, will be

will eliminate a great many of the pres-
ent abuses and discriminations.

e. The schedule will also have to set
forth the full details of cooperative ad-
vertising plans, if any, which plan will
have to be adhered to strictly.

f. A joint distributor and dealer ad-
vertising censorship committee is pro-
vided for in each locality for the ad-
ministering of a Code of Fair Adver-
tising.

g. A credit and financial information
interchange is provided for in each local
district whereby the many unfair prac-
tices in financial transactions will bhe
eliminated.

h. The definite responsibility for serv-
ice is set forth.

i. The supply of radio sets to be used
as gifts with other merchandise is pro-
hibited.

j. The sale, by distributors, at retail
or the supplying by distributors of mer-
chandise at wholesale discounts to serv-
ice dealers or anyone else not regularly
engaged in retailing is prohibited.

k. Consignment of merchandise for
any purpose is prohibited.

1. Hours of business for distributors
is set at five 8-hour days, with Saturday
closing compulsory.
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1I—For THE DEALER DivisioNs

a. Advertised price of an item is its
list price, and cash sales must be made
at no less than the advertised price.

b. The offering or giving of gratuities
in any manner is prohibited.

c. Definite deferred payment carrying
charges are provided for, as well as min-
imum down payments and minimum in-
dividual installment payments.

d. Maximum trade-in allowance is
fixed at a given percentage (10 per cent)
against the advertised price.

e. Numerous unfair trade practices are
prohibited among which are the supply-
ing of merchandise to non-franchised
dealers; the use of fictitious list prices
is prohibited; the advertising of products
which the dealer has not available for
demonstration and sufficient quantity for
sale purposes; to make disparaging com-
parative demonstrations; to accumulate
the product of the manufacturer or dis-
tributor for the purpose of disrupting
orderly processes of merchandising; to
remove or deface identification labels or
serial numbers or imitating of trade
names, The fixing of a maximum free
service period of 90 days; supplying of
the same type and make of tubes as fur-
nished with the receiver originally are
provided for.

IIT—CopE oF FAIR ADVERTISING

a. The Code of Fair Advertising will
provide for the true rebuilding of public
confidence in radio and radio merchants.
All misleading and ambiguous state-
ments, exaggerations or unreasonable
claims are prohibited.

b. Advertising of radio receivers will
have to be “complete.”

c. All confusion as to model illustrated
and price applying thereto is prohibited.
Also the make and model number of all
sets illustrated will have to be indicated
and the prices guaranteed correct.

d. Advertising “no interest” charges is
prohibited.

e. Advertising of used sets, reposses-
sions, etc, will have to be clearly de-
fined in the advertisement,

f. Ambiguous references to the amount
of trade-in allowances prohibited.

g. The advertising of a chassis in a
cabinet other than that supplied by
original manufacturer will have to be
clearly defined in the advertisement.

h. Ambiguous statements or figures
out of keeping with the code limitations
regarding amount of down payment or
the deferred payments are prohibited.

i. The provision is made for a Na-
tional Statistical and Sales Data Survey
as a guidance to general industry prac-
tices, as well as uniform accounting prac-
tices.

j. The application of regulations lo-
cally will be put in the hands of a local
executive committee with considerable
power to demand and enforce compli-
ance with the code.

As mentioned above, violation of any
conditions of the National Code, once
approved, or its supplements prepared
by local organizations, when approved,
becomes a violation of the law and sub-
ject to the fine indicated.



Raplo MERCHAXNT, AvcusT, 1933

Scores of Cities Organize for

Radio Prosperity Campaign

All Sections of Country Represented in Drive to Rebuild a New
Prosperity—Sales Aids Prepared for Dealers

P'reparations for the Radio Prosperity
Campaign are going anead at full speed,
enlisting a whole-hearted support from
all branches of the industry which au-
gurs an outstanding success. Early in
August, in sixty-five of the 143 radio dis-
tributing points, committees had been or-
¢anized or were in the process of organi-
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Advertising and Display Material for Dealers

zation. Among them were l.os Angeles,
(al.;; Hartford, Conn.; Atlanta, Ga.;
Chicago, Ill.; Quincy, Ill.; Indianapolis,
Ind.; Appleton, Wis.; Des Moines, Ia.;
\Vichita, Kan.; Louisville, Ky.; New Or-
leans, La.; Portland, Me.; Baltimore,
Md.; Bostom, Mass.: Detroit, Mich.;
Ilint, Mich.; Grand Rapids, Mich.; Min-
neapolis, Minn.; Kansas City, Mo.; St.
Louis, Mo.; Newark, N. J.; Albany, Buf-
falo, Rochester, New York City, N..Y.;
Charlotte, N. C.; Akron, Cincinnati,
Cleveland, O.; Philadelphia, Pittsburgh,
I’a.; Providence, R. I.; Houston, Tex.;
Salt Lake City, Utah; Milwaukee, Wis.;
Shreveport, La., and Duluth, Minn.

In each case the local organization
will plan not only for the city but for
those neighboring communities which

are served from the city. In other words,
the country will be organized by the
natural trading areas as they are covered
in the distribution of radio merchandise.

One of the most important problems
involved in the campaign is the distribu-
tion of the dealer help material, the pro-
motional and advertising matter that has
been prepared for
the use of the
dealer.  This ma-
terial will be for-
warded to dealers
in the form of
standard units con-
sisting of one win-
dow display card,
one new set win-
dow poster, one
reconditioning set
poster, one decal-
comania sign, ten
model or price
markers, ten poster
stamps, 100 mail
folders on new
sets, 100 mail fold-
ers on recondition-
ing old sets, 100
mail folders on au-
tomobile sets, one
sheet of newspaper
mats which are
available, and one
dealer plan book.
These units will Le
delivered to dealers
carly in September
by the local com-
mittces. The dealer
will  receive omne
frce, providing le
pledges his active
cooperation in the
campaign. Extra
material  will bhe
available to dealers
at cost price.

The campaign comimittee estimates
that there are perhaps 15,000 radio deal-
ers in America of which maybe 7,500 are
really engaged in actively selling radio.
The balance carry radio lines, but are
putting the greater part of their efforts
behind other lines of merchandise. To
avoid waste of money the local commit-
tees are checking the list of distributors’
customers eliminating names of dealers
who have passed out of the radio mer-
chandising picture during the past founr
or five years. It is expected that the
manufacturers and their distributors who
are cooperating in paying for the dealer
helps will have to buy only approxi-
mately 15,000 units.

On this page are shown reproductions
of the campaign display and advertising
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material which are included in each
standard unit. In addition each unit
contains a sixteen-page dealer plan book,
profusely il'ustrated, which sets forth in
simple, forceful language how every
dealer, large or small, and every service
man, can profit from the Radio Pros-
perity Campaign. Suggestions for win-
dow displayvs, store arrangement, dem-
onstrations, prospect gathering, etc., are
given in minute detail with the slogan
“Secll New Sets—Recondition O!d Sets—
Sell Auto Sets—Replace Worn Tubes—
Sell Supplementary Sets”—stressed.

At the outset of the campaign four
sets of suggestions were sent by Cam-
paign Headquarters to (1) Radio Manu-
facturers, (2) Radio Distributors, (3)
Radio Dealers and Service Men, and (4)
Local Campaign Committees telling
how to cash in on the Rebuild Radio
Prosperity Campaign.  Manufacturers
were urged to use cvery effort to tie
their products into the national program
and stimulate their entire organization
to the belief that the company’s product
would win leadership by concerted effort.
Jobbers were told to work in close har-
mony with their manufacturers and
dealers, and to cooperate with their fel-
low distributors in the organization of
the local committee. In a long, detailed
message merchants and service men were
exhorted to “Learn Their Part in the
Program,” “Get Ready for Selling” by
checking up on the appearance of the
store, the appeal of window displays, the
arrangement of the interior, etc., and by
whipping their prospect lists in shape
early in Avgust. They were also urged
to schedule their activities in advance
and to organize canvassing to eliminate
waste time and effort. local Campaign
Committees were given a wealth of sug-
gestions as to ways and means of secur-
ing practical teamwork, securing coop-
erative promotions and winning welcome
publicity.

At this writing it is too early to re-
port the definite plans of the different
cities which are cooperating to put the
campaign over. The work is in a forma-
tive stage but the possibilities are un-
limited. Details of the broadcasting fea-
tures for  Radio Progress Week, Octo-
ber 2 to 7, are also lacking, but assur-
ance is given that the programs of the
week will be outstanding and that the
weck will mark a new “high” in the
quality of radio entertainment.

American Bosch Statement

The United American Bosch Corp.,
Springfield, Mass.,, manufacturer of
American Bosch radio receivers, re-
cently reported that for the first six
months of 1933, ended June 30, it had a
net loss, after depreciation and other
charges, of $34,915 compared with $470 -
529 loss in the same period last year.
For the quarter ended June 30 net in-
come after above deductions was $41,-
590, equal to 15 cents a share on 278,399
no-par capital shares, compared with a
net loss of $76,505 in preceding quarter
and $164,270 loss in the second quarter
of 1932,



News oz Trade |
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1. Earle Macke of the Grunow Division
of General Household Utilities Corp.
and General Balbo, Air Marshal of Italy.
William C. Grunow presented a Grunow
refrigerator to the Air Club of Italy,
Premier Mussolini, King Emmanuel and
Pope Pius XI as tangible mementos
of General Balbo’s visit to Chicago.
2. Charles Agnew, popular orchestra

vt

REACH FOR

THE JOY OF LIVING

leader, who recently signed to record
for the Columbia record catalog. 3. Bar-
bara Weeks, star of Columbia pictures,
tuning in on a Majestic DeLuxe travel

super-six portable. 4. Attractive Strom-
berg-Carlson window display in show-
room of C. W. Lindsay, Ltd. 5. Ginger
Rogers, popular motion picture star,
tunes in on the Stewart-Warner French
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'World Radio Histol

Commode radio receiver. 6. Presenting
an Emerson Universal Compact set to
General Balbo. Left to right: Petro
Cuce, of Enierson factory; General
ITtalo Balbo, and Ralph B. Austrian, gen-
eral sales manager of Emerson. 7. One
of the assemhly lines in the Majestic
tube plant, which is now a beehive of
activity,
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News in the Allied Field

Refrigeration — Washing Machines — Electrical Home Equipment

Macy’s Carries Leonard Elec-
tric Refrigerators Exclusively

Largest Retail Store in the World Selects Leonard Line. R. E. Hunt-
ing, of E. B. Latham & Co.. Announces

R. H. Macy & Coc., Inc,, oi New York
City, the largest retal store in the world.
will henceforth mcrchandice Leonard
electric refrigerators exclusively, it was
recently announced by Russell E. Hunt-
inz, manager of the refrigerator division
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of E. B. Latham & ¢o., Leconard dis-
tributors in this area.

Macy's, as the big store is popularly
known, recently cclebrated its seventy-
fifth anniversary and shortly thereafter
decided to concentrate on Leonard as
its standard line of clectric refrigerators.
By coincidence, the l.conard name is al-
most as old as tha: of Macy’s, as the
first l.conard ice refrigerators were
manufactured in 1881, fifty-two yvears ago.

Founded in 1838 by Rowland II. Macy,
who came to New York short on cash
but long on ideas, the ins:itution proved
to be the forerunner of the present-day
great department store. The company
sells exclusively for cash; it has no

Leonard Refrigerator Department of R. H. Macy & Co.

charze accounts whatever on its books.
From 1858 to 1872 Mr. Macy ran his
business alone.
In 1874 began the connecction of the
Straus brothers, Isadore and Nathan,
with Macy’s. In 1881 they were ad-
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mitted to the firm. A few years lates,
the brethers foresaw the growth of the
city northward and startled the depart-
ment store world in 1901 by announcing
that they proposed to move to Herald
Square.

In November, 1902, they opened the
Broadway building of the present storc.
A few years later, they built an addition
to this structure, which was known as
the Middle Building. This was followed
by a sccond addition and finally, in 1930,
the present Seventh avenue building
completed the Macy unit, which occupies
practically the entire block and contains
more than two million square feet of
floor space.

Leonard Refrigerator
Prices to Be Advanced

Due to the steadily mounting costs. ol
raw materials, prices on the entire line
of Leonard electric reirigerators will be
advanced on September 1, it was an-
nounced recently by R. I. Petrie, general
sales manager of the Leonard Refrigera-
tar Co., Detroit and Grand Rapids,
Mich.

The lowest-priced model in the line
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will be advanced from $99 50, installed,
plus freight, to $112, installed, plus
freight, while other models will undergo
proportionate price revisions upward,
Mr. Petrie said. The lowest-priced model
thus is returned to the figure at which
it sold in March.

“Last March the company cut prices
to new low levels,” ke explained. “There
has since then been only one slight ad-
vance, in spite of steadily rising com-
modity priccs. This second increase is
made mnecessary by the higher cost of
raw materials.”
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Ohio Majestic Dealers
Attend Sales Meetings

Jacques Tyrol, Grigsby-Grunow Sales
Counsellor, Conducts Meetings at
Columbus and Cincinnati

Jacques Tyrol, sales counsellor for the
Grigsby-Grunow Co.,, has been contin-
uing his series of sales talks to dealer
groups. During the past week he has
conducted meectings in Columbus, O,
and Cincinnati, O, and over 200 dealers
and salesmen heard his discourse on
retail refrigerator selling.

In Columbus the Charles T. Naddy
Co. acted as host to nearly 100 dealers,
and after a brief synopsis of territory
sales conditions was given to the visit-
ing decalers Mr. Tyrol entertained the
group with both serious and humorous
stories concerning retail selling.

In Cincinnati the Schuster Electric Co.
provided an entertaining afternoon and
evening for well over a hundred dealers
and salesmen, the party being given at
the country home of J. E. Schuster. The
visitors enjoyed the privilege of swim-
ming in the private pool, and after a
buffet supper was served, the visitors
made themselves comfortable under the
trees and listened for two hours to Mr.
Tyrol’s interesting talk.

Mique Schoenly, district factory rep-
resentative for the Grigsby-Grunow
co., arranged the details for Hoth meet-
ings and spoke briefly in each instance,
giving the dealers up-to-date information
on activities at the factory.

Millions of Homes Will Be
Air Conditioned in 1913

More than 8,000,000 homes in the

United States will be air-conditioned by
1943 it was predicted by J. Lawrence
DeNeille, chairman of the committee on
air conditioning, at the forty-fourth an-
nual convention of the Heating and Pip-
ing Contractors’” National Association,
held at the Hotel Sherman, Chicago, re-
cently. Mr DeNecille further stated:
) “Every day manufacturers are bring-
ing air-conditioning nearer to the point
\_vhere the average home owner can af-
ford to put this equipment into a six-
room bungalow, True air-conditioning
apparatus must cool and purify the air
in summer and heat it in winter, also
supplying the proper humidity, accord-
ing to the definition of the American So-
ciety of Heating and Ventilating Engi-
neers.  Devices which merely recir-
culate the air are not air-conditioning
systems.”

The radio trade is showing a growing
interest in air-conditioning equipment,
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General Household
to Expand Activities

Will Manufacture Complete Line of
FElectrical Household Merchandise
—Officers and Directors Named

The General Household Utilities Co.,
formed through the merger of the Gru-
now Corp. and the U. S. Radio & Tele-
vision Corp., is expanding its activitics
to include a complete line of electrical
houschold merchandise, according to
William C. Grunow, president of the
company. The company is now produx-

William C. Grunow

ing Grunow and Progress refrigerators
and radio receivers.

Mr. Grunow stated that the decision
to enter the electrical specialties busi-
ness was made following a canvass of
more than 4,000 dealers of the company,
as well as large numbers of other retail-
ers. He said that virtually every dealer
expressed a desire for a complete line of
appliances to allow a consistent all-year
business.

In the three months ended May 31 thte
company produced and sold more than
50,000 refrigerators, Mr. Grunow said.
Present production is running at a rate
of 500 a day

Mr. Grunow, as mentioned above, is
president, with J. Clarke Coit as Chair-
man of the Board; vice-presidents are:
H. C. Bonfig and A. C. Winnin; J. P.
Rogers is treasurer; R. R. Trimarco, see-
retary; S. L. Arneson, assistant secre-
tary and P. J. Schiltz, assistant treasurer.
All of these men have been intimatcly
connected with either Mr. Grunow or
Mr. Coit in their various activities and
have shown, over a period of years, their
abilities to successfully hold the posts
mentioned. Directors of the company
are: Wm. C. Grunow; J. Clarke Coit; H.
C. Bonfig; J. P. Rogers; S. .. Arneson;
J. G. Condon, prominent Chicago attor-
ney; W. C. Perkins; A. G. Messick; Les-

ter Armour; L. H. Callahan; Walter
Dyer and George Ball.

The new company has a strong finan-
cial position and among the current as-
sets are cash of $653,260 and United
States Treasury Certificates totalling
$650,736. Good will, licenses and patent
rights and carried at $2.00. Total as-
sets are $4,235,764.

Gibson Home Economist
Makes Lecture Tour

Jacqueline Frost, Gibson Director of
Home Economics, Conducts Cook-
ing Schools in Eastern Cities

Jacqueline Frost, director of Home
ILconomics for the Gibson Electric Re-
frigerator Corp.,, has returned from a
ten weeks' lecture tour in the Last.
Under the auspices of Krich Distributing
Co.,, of Newark, N. J, Miss Frost at-
tended the Own Your Own Home Show
at Elizabeth, N. J, and conducted a
week’s Cold Cookery School at Eliz-
abeth, N. J, for the Altenburg Piano Co.

Capital City Distributing Co., Albany,
N. Y., arranged cooking-school appoint-
ments for Miss Frost for four large fur-
niture stores operated hy Dreslaw Bros.
Classes were held at Albany, Schence-
tady, Glens Falls and Saratoga Springs,
N. Y. A very large school was held at
the Luckey-P’latt Co. department store,
Poughkeepsie, N. Y.

D’Elia Electric Co., Bridgeport, Conn,,
utilized Miss Frost’s time for classes at
the Gamble-Desmond Co., large depart-
ment store at New Haven, Conn,, and at
the Franklin Furniture Co., at Bridge-
port, Conn.

AMiss IFrost was brought to the factory
before resuming her field work in the
liast, to prepare a 48-page recipe book
for the Gibson “L” line and prepare a
group of monthly recipe cards for the
Gibson Lifetime Recipe File.

Misleading Advertising

The Better Business Burcau recently
issued a bulletin calling attention to the
fact that some radio dealers and mail
order firms are employing the term
“RCA Licensed” in advertising in a man-
ner that misleads the public. The Bu-
reau recommends that products be ad-
vertised by their actual brand names and
if the term “RCA Licensed” is used all
words should be given equal prominence.
It also states that under no circum-
stances should the RCA trademark be
used by a dealer in handling licensed
products. This trademark may be ap-
plied only to products manufactured by
the Radio Corp. of America.

Named Stewart-Warner Jobber

The Stewart-Warner Corp. has an-
nounced the appointment of the Alex-
ander Seewald Co., Inc., 435 W. Peach-
tree Street, N.E.,, Atlanta, Ga., as dis-
tributor for the Atlanta territory.
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“Electrical Show Is
Assured of Success”

Ralph Neumnller, Director of Eleec-
trical Association, Makes Predic-
tion—60 Percent of Space Sold

“With the greatest clectrical energy
and appliance market in the world, that
of the Metropolitan New York area,
showing at this time every indication of
an upward business trend and requiring
new merchandising methods for manu-
facturer and dealer, alike, who would
capture his share of the new market via
the New Deal, the 1933 National Elec-
trical Show now scheduled for Madison
Square Garden, September 20 to 30, in-
clusive, is definitely assured of success,”
was the opinion expressed by Ralph Neu-
muller, managing director of the Elec-
trical Association of New York, sponsor
of the exposition, in a recent interview.

“More than 60 per cent of all available
space on the exhibit floors has already
been contracted for by the leaders in
the electrical and radio industries, with
an additional percentage of space re-
served for the use of present exhibitors
in case they decide to put in more dis-
plays,” Mr. Neumuller stated.

Three full years of progress in the
clectrical and radio field are to be shown,
since therc has been no major public
exhibition since 1929. Alert manufac-
turers and dealers in these industries are
taking advantage of the opportunity to
display their merchandise for the na-
tional and the New York markets in
America’s greatest show place, Madison
Square Garden.

“Since the withdrawal of the metro-
politan New York public utilities com-
panies from the appliance and radio sales
fields on July 1 of the present vear, the
local market for manufacturer and
dealer has broadened considerably,” Mr.
Neumuller pointed out. “The utilities
here did a retail sales business of approx-
imately  $3,500,000 annually in recent
years.”

To assure the largest possible attend-
ance exhibitors are cooperating on the
distribution of tickets, which will sell at
the Madison Square box office for only
25 cents. In addition, a comprehensive
publicity and advertising campaign has
been set in operation to acquaint the
public with the strides of progress made
in the electrical and radio industries
since the 1929 exhibition was held.

The startling discoveries made in the
rescarch and engineering laboratories of
the major clectrical and radio companies
will be shown and demonstrated by the
geniuses who originated them and whose
names make newspaper headlines.

All exhibitors are planning elaborate
displays to catch the public’s buying eye.
The refrigeration industry leaders are
making a big drive through this exposi-
tion: air conditioning (child of refrigera-
tion); heating, and oil burners; appli~
ances (domestic and industrial) will be
represented by the biggest in the field.
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National Union
Increases Tube Prices

H. A. Hutchins, General Sales Man-
ager, Says Move Is Made to Assist
Service Dealers

National Union Radio Corp. on July
1 announced a general advance in list
prices of 10 cents per tube over the gen-
eral level. With the increased price Na-
tional Union retains its usual trade dis-
counts, premiums and other sales fea-
tures.

H. A. Hutchins, general sales man-
ager, in commenting on the advance

H. A. Hutchins

said: “In spite of the fact that National
Union list prices are now the highest in
the industry, we have felt the move fully
justified in view of the National Union
sales problems which differ from other
tube manufacturers. The majority of
National Union tube replacement sales
are made by radio servicemen and service
dealers whose selling costs are neces-
sarily high. In addition to the neces-
sity for making a higher profit to cover
operating expenses, these outlets must
be assured of consistently high quality
to be able to fully guarantee their work.

“Radio tubes are the most important
items sold by the service dealer; his big-
gest source of revenue. We have felt
that the radio public needs competent
service and are willing to pay a fair
price. In our opinion the service dealer
merits help to protect his position.

“Due to constant price deflation in
radio tubes, we have recognized for
some time that it would eventually neces-
sttate some change in our policy. For
nearly a year we conduncted surveys both
through questionnaires and by actual
field contacts. We checked the needs of
our service dealers carefully. As a result
we decided to raise list prices rather
than sacrifice any of the service dealer
advantages in the current National
Union sales program.”

Stromberg-Carlson Employ-
ment Rises 25 Per Cent

The number of workers employed at
:he Rcchester, N. Y., plant of the Strom-
berg-Carlson Tel. Mfg. Co. increased 25
per cent during four weeks as production
of the company’s new automobile radio
got under way. The company reports
orders on hand sufficient to keep the
present increased force busy for some
time to come.

This rise in employment, together
with the 1214 per cent wage increase put
into effect July 3, bespeaks very clearly
the business outlook for the company,
accorcing to Wesley M. Angle, vice-
president and secretary. He says:

“The Stromberg-Carlson Co. takes
great satisfaction in being able to an-
nounce an increase of approximately 25
per cent in its number of employed, not
alone for the reason that orders on hand
have made this increase possible, but
also for the added purchasing power
which such an increase in employment
affords.

“Those employes who have been re-
called will again be able to establish
themselves as  self-supporting citizens.
Not only will shoes, clothing and furni-
ture be replaced, but long-standing bills
will be paid. Thousands of dollars will
be put into circulation and the lives of
many pcople made easier and more
happy.”

Zenith Announeces Inerease
in Radio Set Prices

Effective July 24, officials of Zenith
Radio Corp., Chicago, announced to dis-
tributors a price advance on the new
Chalienger line.

According to word received from
Zenith, drastic advances in the cost oi
labor and raw materials forced list prices
up. However, the highest advance on
any one model was not in excess of
10 per cent, tapering down to 5 per cent
on ather models.

The Zenith organization anticipates a
further advance in list prices when the
radio industry’s code, as part of Presi-
dent Roosevelt’s National Recovery Act,
goes into effect.

Sparton Sales Manager
Ends Extended Trade Trip

E. T. H. Hutchinson, sales manager
of fhe Sparks-Withington Co., recently
returned to his desk in Jackson, Mich,,
after an extended trip through the eastern
states. He reports widespread activity
on the part of the company’s distribu-
tors and dealers, with prospects of grati-
fying summer sales on home and auto-
mobhile radio sets, refrigerators and au-
tomobile horns. According to Mr.
Hutchinson the new portable radio com-
pac:s recently introduced by his company
are meeting enthusiastic reception from
both trade and public.
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Named American Bosch
Radio Sales Manager

Roy Davey Assumes Duties of Radio
Sales Manager—Continues to Direct
Advertising and Sales Promotion

Following the confirmation by the
United American Bosch Corp,. Spring-
field, Mass., of the resignation of George
Stackman, who enters the jobbing busi-
ness, as reported elsewhere in this issue,
comes the announcement of the appoint-
ment of Roy Davey as radio sales man-
ager.

With for thirteen

the corporation

Roy Davey

years, and having handled the radio ad-
vertising and sales plans since the cor-
poration pioneered in the radio business,
the responsibility has little element of
newness for Roy Davey. He continues
to direct the advertising and sales pro-
motion activities as in the past.
Announcement of the corporation’s
extensive manufacturing, sales and ad-
vertising plans will be made shortly. To
quote Mr. Davey, “at no time since this
corporation entered the radio business
have we eutered a new scason with a
contribution to the radio business so
complete in its wide appeal, sales ad-
vantages and profit opportunities. Never
have I known this corporation and its
jobber and dealer organization so well
entrenched for their future welfare as
the present plans and merchandise pro-
vide. '
“When the announcement of the com-
plete radio plans of the corporation is
made, it will be seen that they certainly
placed American Bosch trade organiza-
tion in an unparalleled position to cap-
italize on the upswing just starting.”

Ben A. Almvig has opened a radio-
music store at 908 Broadway, Tacoma,
Wash. Radio receivers, musical instru-
ments and electrical appliances are car-

ried.



28

Development of New
Type Tubes Slackens

S. W. Muldowny, RMA Tube Chair-
man and National Union Official,
Says No New Types Are Planned

S. W. Muldowny, chairman of the
Tube Gommittee of the R. M. A. and
chairman of the board of National
Union Radio Corp., stated in an inter-
view recently that development of new
types of tubes which set such a furious
pace during the past year has definitely
slowed down.

“I an sure this slackening in the pro-
duction of new tube types will be good
news to the entire radio trade,” said
Muldowny. “It is an indisputable fact
that the development of new types of
tubes, particularly those designed for
special adaptations and dual purposes,
has had a great deal to do with the
remarkable progress made in radio dur-
ing the past year. This fact is self-evi-
dent in the expansion of new markets,
such as AC-DC compacts and automio-
tive radio. Nevertheless, the introduc-
tion of so many types in such a short
period of time not only put a severe
strain on the tube manufacturer but
worked great hardship on the trade.

“As chairman of the Tube Conimittee
of the R. M. A, I am happy to announce
that no new types arc contemplated at
present, and general opinion among
leaders of the industry indicates that no
need will appear in the immediate future
for a type of tnbe which is not already
in production.”

Stromberg-Carlson Reports
Increase in Quality Demand

A striking indication of tangible busi-
ness improvement is furnished by the
Stromberg-Carlson Tel. Mfg. Co. in the
statement that sales of its higher-priced
receivers, the Nos. 52 and 54, are grad-

ually stepping ahead. According to
George A. Scoville, vice-president and
general sales manager, the last few

weeks have revealed a distinct increase
in confidence and optimism among the
buyers of higher-priced receiving sets
which, at last, are resulting in long-
deferred purchases.

The Nos. 52 and 54 receivers stand at
the top of the Stromberg-Carlson line.
They are arranged for Telektor opera-
tion, a patented remote control feature
which allows the set to be completely
operated from any desired point in a
home. The No. 52 is housed in a cabinet
48 inches high and possessing more than
six square fecet of baffle area for fault-
less tonal reproduction. The No. 54
model is identical with the 52 except that
it combines with its chassis a new and
improved multi-record phonograph
which enables the use of either the reg-
ular or the long-playing recordings.
This automatic phonograph unit shifts
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In New York City and several other large centers, the Emerson Radio & Phonograph
Corp. has opened up u comprehensive outdoor bill-poster campaign in connection with

&
t

its new All-Electric Automobile-Motorboat Radio. Full size posters in six colors are used.
Appealing directly to car owners, locations of boards have been selected on highways
leading into and out of the cities where auto traffic is heavy. At strategic traffic points
in various cities, boards have also been selected. The campaign is extremely timely as
the motoring season is now at its peak. “Sales of the new Emerson Automobile
Motorboat Radio are taxing production facilities to the utmost,” says Ralph B. Austrian,
general sales manager of Emerson. “Wonderful reports are being received regarding the
performance of the new sets. Way down in Texas—the real testing ground for auto sets—
Emerson has come through with flying colors.”

and plays a magazine of fifteen records
of any size. It possesses nearly seven
and a half feet of baffle area.

“Any increase in the purchase of
quality products,” Mr. Scoville declares,
“is a pretty definite indication of the
course business is taking. Slowly in-
creasing public preference for our prod-
ucts, we feel, is but one more indication
that business conditions have made the
turn.”

Zenith Steps Up Production
for the Third Time

The Zenith Radio Corp., Chicago, who
introduced Jess than two and a half
months ago their new 1933-34 Challenger
models, reports an outstanding degree
of acceptance. In fact, the sales record
to date rcads like those of 1929.

Production was stepped up a month
ago to take care of the influx of busi-
ness, but now it has become necessary
for the Zenith factory to further increase
production facilities.

Additional factory workers are being
added each week in an effort to get pro-
duction up to a point that will assure im-
mediate deliveries.

E. A. Tracey, general sales manager
of Zenith, reports the company is 5,600
scts behind orders.

Standardization Work to Go On

The simplified practice and industrial
standardization work of the "Bureau of
Standards, of Washington, D. C., has
been discontinued by that body and has
been turned over to the American Stand-
ards Association, of which the Radio
Manufacturers Association is a member.
Howard Coonley, president of the asso-
ciation, states that provision has been
made for assuring continuity on tech-
nical projects.

Grigsby-Grunow Reports
Another Banner Month

According to L.e Roi J. Williams, vice-
president and general manager of ‘he
Grigsby-Grunow Co., manufacturer of
Majestic radios and refrigerators, the
company has had another banner month
in radio and refrigerator production.

“In the month of July,” said Mr. Wil-
liams, 29,777 radio receiving sets and re-
frigerators were shipped from our plamts.
These shipments were not equaled in any
month this year except June.”

Mr. Williams also pointed out, “Re-
frigerator shipments for July were more
than seven times those of July of last year,
and while July of 1932 was the lowest
radio month for the year, July radio
shipments for this year have been ex-
ceeded only by June—our peak record
for almost two yecars.”

Earl Brower in New Sparton Post

Earl Brower has established his head-
quarters at Seattle, Wash., as West Coast
manager for the Sparks-Withington Co.
of Jackson, Michigan. His new responsi-
bilities place him in charge of distribu-
tion in the far western states of all
Sparton products—home, police and au-
tomobile radio sets, electric refrigerators
and automobile warning signals.

Sparton Export Manager Sails

H. O. McClumpha, export manager of
the Sparks-Withington Co., Jackson,
Mich,, sailed July 11 on the Bremen for
a six weeks’ business trip to England,
Holland, Belgium, France and Spain. He
will introduce his company’s latest auta-
mobile radio receivers and promote the
sale of Sparton home radio sets, refriger-
ators and automobile horns.
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RCA Victor Personnel
Changes Announced

E. A. Nicholas, Vice-President in
Charge of Sales, Announces Impor-
tant Organization Changes

Due tc expanding business of recent
months and :he need or greater special-
ization in the merchandising of its vari-
ous products, the following important

M. F. Burns

organization changes have been made by
the RCA Victor Co.

M. F. Burns, formerly division sales
manager at Chicago, 111, for RCA Radio-
tron Co.,, Inc, and E. T. Cunningham,
Inc., has been appointed merchandising
manager of the RCA Victor Co., Inc,
with headqua-ters at Camden, N. J.

Svlvania Issues New
Editions of Sales Helps

New editions of two of the most pop-
ular sales helps ever offered by the
Hygrade Sylvania Corp.,, Emporium,
I’a, and New York City, have been re-
vised to August 1 and are now available
to dealers and service men. They are
“Tubes for Your Auto Receiver” and the
“Sylvania Tube Characteristic Sheet.”
The first of these, a chart, was offered
10 the trade in the early Spring and the
demand was so great that the first print-
ing was exhausted within a week. Two
revisions have since been made as new
automobile sets appeared on the mar-
ket, ard the present chart lists practical-
Iy every model manutactured, with the
proper complement of tubes for each.

The ‘““Characteristic Sheet” has been
in wide use for scveral years and is con-
sidered indispensable by thousands af
service men. It is revised frequently to
include new type tubes. [llustrated
socket conncctions for all types make
it valuable for the service bench. Bulb

Among Mr. Burns’ more important
c¢uties are the administering of sales
rolicies and the supervising oi trade
relation.

E. J. Hendrickson has been appointed
manager of manufacturers’ sales, with
headquarters in the Stotts Building, De-
troit, Mich.

The growing activities in film, tran-
scription and special recording have made
necessary a separate division Accord-
‘ngly C. Lloyd Egner will be manager
of the recording division in charge of
motion picture, transcription record-

Edward Wallerstein

ings and special purpose recordings.

Edward Wallerstein, formerly with
the Brunswick Record Co., has been ap-
pointed manager of record sales. Mr.
Wallerstein will have charge of all mat-
ters relating to recording, releases and
the merchandising of standard records
for use in the home.

shapes are also shown, with dimensions.
Readers may secure copies by writing
to the advertising department of the
company at Emporium, Pa.

C. C. Matthews Appointed
Ken-Rad Sales Manager

C. C. Matthews, formerly manager of
the Kicfer Stewart Co., Crosley distribu-
tor of Indianapolis, Ind., has been ap-
pointed general sales manager of the
Ken-Rad Corp., Owensbora, Ky.. manu-
factarer of Ken-Rad tubes.  He will
make his headquarters at the executive
affices in the latter named city.

Mr. Matthews is well qualified for his
new position, having had wide experi-
cnce in the merchandising of radio and
allicd products.  He is widely known
throughout the trade and has a keen
knowledge of dealer problems.

Erncst M. Stuber has opened a music
store at 99 South Second street, Mem-
phis, Tenn., in the samc¢ location in
which he <tarted thirty years ago.

Majestic Offers Free
Insurance to Owners

Purchasers of Majestic “Twin-Six”
Auto Radios Will Receive Free
Insurance Against Loss

What is cliimed to be the greatest
<ales feature so far introduced in the
automobile field was announced by Ma-
jestic last month. In a bulletin signed
by Harry Alter, assistant general sales
manager, distributors were advised that
with everv Model 66 Automobile Radio
shipped after July 8 and billed at $44.95,
list, there wili be included free of charge
an insurance certificate protecting the
owner against loss or damage by fire,
theft, lightning, windstorm, cycione, tor-
nado and explosion of the entire radio
while in the owner’s automobile, for one
vear from date of installation.

This insurance is issued by the Phoe-
nix Insurance Co. of Hartford, Conn,
one of the largest and best old-line in-
surance companies in the world, with an
enviable record for making quick and
fair settlements, backed by $40.000,000.00
assets.

“Think of the tremendous extra value
that Majestic dealers are now able to
deliver to the purchaser of an automo-
bile radio,” Mr. Alter points out. In-
surance of this sort could not ordinarily
be bought for $10.00. Yet Majestic
dealers are enabled to offer it free of
any charge whatever to every prospec-
tive purchaser of an automobile radio.
Dealer’s attention is called to the fact
that the retail buyer of the radio is the
one insured. Neither the dealer, dis-
tributor nor manufacturer has anything
to do with the filing of claims.

Dealers with present stock are advised
that they may obtain an inventory re-
port form from their distributor on
which they will list serial numbers of
every Model 66 in stock, or on order,
purchased at old list price of $39.95,
making affidavit. This form, returned to
distributor with payment of $1.00 each
for every ‘auto radio listed, will secure
insurance coverage. Radios already in-
stalled in cars cannot be considered, so
dealers are reminded.

Majestic is laying plans to promote
this spectacular feature in every way
possible.  Broadsides, folders, dealer
newspaper ads will all emgphasize the
appeal of this Majestic free Auto Radio
insurance, ihereby creating demand for
the “Twin-Six” which every dealer will
enjoy. :

Adopt “Trilmont” as Trade Mark

Trilling & Montague, Philadelphia,
Pa., have adopted the trade-mark of
“Trilmont.” The name was coined with
a view to strengthen the feeling of co-
operation between the consumer public,
Trilling & Montague dealers and the
firm. The company distributes Zenith
radio, Norge refrigerators, Emerson
radios and other electrical specialties.
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Encouraging Response Given
Pan Harmonic Announcement

Music Dealers From All Sections of Country Write for Information—
H. Curtiss Abbott Discusses Policies

“Mustc is something more than a com-
mercial plaything, to be batted around
like a handball for the gambling pleas-
ure of making or losing money,” states
H. Curtiss Abbott, vice-president and
general manager of the Pan Harmonic
Corp., New York City, in commenting
on the plight in which music and musi-
cians find themselves as reflected in “The
Murder of Music Charted,” just pub-
lished by the American Society of Com-
posers, Authors and PPublishers.

“Music always has been a basic, hu-
man element, a major cssential of hu-
man existence, from the days of crude
tribal chants to the grandeurs and
whimsicalities of music as we know it
today. Consciously or sub-consciously,
music forms a vital part of every mo-
ment of our wakeful or sleeping hours.
We move, speak and write more or less
in rhythm. Happiness or sorrow find
relecase or refuge in musical expression.
Children give vent to their exuberant vi-
tality in song, as naturally as birds. The
beat of the dance kecps the feet of
young and old tapping at work or at
play. Music of the head, heart or foot

gives us the pitch for every mood and
activity. It is almost as basic as air,
water or food.

“The Society is right to a degree. Mu-
sic is a pretty sick patient. But it never
can be completely killed, as presaged in
the Society’s diagnosis. . . .

“Already a better day for American
music is dawning. The very fact that
leaders of musical endeavor are rallying
to action, as indicated by the Society’s
booklet, is evidence that the new spirit
of industrial housecleaning, emanating
from Washington, is spreading as well
to the professions.

“The application of mass production
methods to all forins of musical en-
deavor has already proved to be sui-
cidal. Good musical instruments cannot
be sold like cosmetics, gasoline or ciga-
rettes. . . The buying public used to
place as much unquestioned faith in
product and sales integrity as the music
dealer himself, in the days when the deal-
er and the manufacturer both were
working harmoniously, wholly above-
board for each other’s best mutual in-
terest.

“It is foolish to

KenRad
Radio Tubes

DPEPENDABLE LONG LIFE

facturers In
day.

has been built

Stopnpantes
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able, long life.

Owensboro, Ky.

The Ken-Rad Corporation
is one of-the few old-estab-
lished radio tube manu-
business to-
It was founded and
upon a
solid foundation.
Rad is still making and
will continue to make the
best possible radio tubes
—tubes that can be relied
upon to deliver depend-

The Ken-Rad Corporation

Division of Ken-Rad Tube and Lamp Corporation

deny that the music
trade has slipped far
below that wholesome
relationship through
no fault of the dealer.
But it is cqually fool-
ish  to ignore the
signs that those days
of honest dealing are
returning. Since the
announcement of the
Pan Harmonic, scores
of letters have been
received, cach one of
which proves bevond
doubt that there is
definite  public de-
mand in all parts of
the country for a su-
perior musical instru-
ment in the quality
and sales integrity of

Ken-

which  both dealer
and public can have
their old-time con-
fidence.

“Established Dbefore
NRA became a law,
the Pan Harmonic
Corp.’s sales policies
go much farther than
this act’s minimum
requirements in assur-
ing selected music
dealers  their  old,
familiar kind of a new

deal. We shall never
countenance mass
production or sales
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methods. We do not seek mass distri-
bution. Pan Harmonic is not only a new
but a vastly superior musical instrument.
It embraces heretofore unheard-of har-
monic ranges, providing for the dis-
criminating music lover practically all
of the rich mixture of harmonics and
overtones that lie between extreme
cycles of the rumble of thunder and the
chirping of a cricket.

“Queries from all parts of the coun-
try regarding exclusive representation
are indicative of a new courage among
established music dealers—a courage
that rests on four foundation posts: as-
surance of ‘golden rule’ sales practices;
sterling quality of product; the awaken-
ing of music leaders to the condition of
music in America today and actual de-
mand from the musically-educated pub-
lic for instruments that will give them
better and longer satisfaction. We have
every reason for confidence in a renais-
sance of interest in real music in the
coming twelve months.”

Radio as Standard
Equipment in Autos

Terraplane Models Will Have Majes-
tic Receivers as Standard Equip-
ment—New Feature in Autos

Holding practically all hill-climbing
records, and a wide range of cross-coun-
try and speed marks, the Lssex Terra-
plane has taken a new step forward in
the automobile industry.

For the first time in the history of
automobile manufacture, the Terraplane
Six and Eight new de luxe models will ap-
pear on the market with radio as stand-
ard equipment, the Grigsby-Grunow Co.,
makers of Majestic radios, announced re-
cently.

While all Hudson and Essex cars, as
well as many other makes of cars, are
wired for radio, installation of complete
radios as standard equipment is a new
feature in the motor industry and one
that is certain to prove of valuc as a
sales stimulator.

It is the first time in history that a
motor car producer has attempted to
make radio installation “on the line” in
the motor car factory a regular process
in turning out motor cars.

While wiring for radio requires little
extra cffort on the part of the automo-
bile manufacturer, complete installation
of radios and standard equipment, in-
cluding the tuning and adjusting of
radios, demanded new processes in the
line assembly of motor cars, which were
easily surmounted by the Hudson-Essex
staff.

The Hudson Motor Car Co., of De-
troit, makers of Hudson and Essex
cars, viewing the popularity of radio
equipment, selected the Majestic Twin-
Six auto radio for standard equipment
on the new de luxe Terraplane cars.

The radio equipment will be included
in the quoted price of the Terraplane,
f. 0. b. Detroit.
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Majestic Factories
Increase Wage Rate

Grigsby-Grunow Plants Now Operat-
ing' on Thirty-five Hour Week—
Minimum Hourly Rate Is 40 Cents

Le Roi J. Williams, vice-president and
general manager of the Grigsby-Grunow
Co., manufacturer of Majestic radios,
refrigerators and tubes, rccently issued
the following bulletin to all factory em-
ployes:

“President Roosevelt has inaugurated
a new deal. He has asked the co-opera-
tion of employers and employes to bring
back prosperity for all. As the first step
in the program the I’resident wants
higher wages and shorter hours, to give
cmployment to as many workers as pos-
sible.

“The Grigsby-Grunow Co. is glad to be
among the first to say to the President
and to our workers, ‘We do our Part’

“Beginning next Monday, fuly 31, the
minimum hourly rate paid to our factory
employes will be forty cents per hour;
and no factory employe, excepting
guards, watchmen and power house em-
ployes, will work more than thirty-five
hours a week, with daily hours as fol-
lows: 8 a.m to 12 m; 1 p. m to 4
p. nu

“With this new schedule, the factory
will not be in operation on Saturdays
o~ Sundays.

“The management will appreciate the
continued loyalty and co-operation of
all of its employes in making the new
deal a successful step toward nation-
wide prosperity.”

Tubeless Radio Corp. to Move

The Tubeless Radio Corp., Chicago,
[l, manufacturer of a tubeless radio
-eceiver which has aroused wide interest
:n the trade, has completed plans where-
by it will occupy a modern and
completely equipped factory in the very
near future and start production on the
tubeless receivers.

Tung-Seol Appoints Jobbers

Tung-Sol Radio Tubes, Inc., Newark,
N. J. recently announced the appoint-
ment of the Groseclose Auto Electrical
Service, Bluefield, W. Va.; Raleigh Hard-
ware Co., Beckley, W. Va, and Persinger
Supply Co., Williamson, W. Va, as
Tung-Sol tube distributors.

Drinks on Leonard Schneider

Leonard Schneider, advertising man-
ager of the Brunswick Record Corp,,
New York City, is buying cigars and
drinks this week—the occasion being the
arrival of an heir to the Schneider for-
tunes who made his debut at the Mad-
ison Park Hospital, Brocklyn, N. Y.,
on August 9.

Annual Northwest Radio-
Electrical Show Planned

The Twelfth Annual Northwest Radio,
Electrical and Home Appliance Show
wili be held at the Minneapolis Munici-
pal Auditorium the week of Sentember
25 to 30, according to an announcecment
just made by H. H. Cory, general man-
ager of the annual event. Contracts
have been signed with the Auditorium
anc sale of exhibit space has been
opcned.

A number of new and interesting fea-
tures of the annual radio week will be
carried out during the show, including
the annual convention and election of
officers of the Northwest Racio, Re-
frigeration and Appliance Association
and other affiliated bodies.

Glasgow-Stewart Is Zenith
Jobber for Carolinas

E. A. Tracey, general sales manager
of the Zenith Radio Corp., Chicago, re-
ports that the Glasgow-Stewart Co., of
which Tom Glasgow is president, Char-
lotte, N. C., has been appointed Zenith
distributor for the Carolinas, Mr. Glas-
gow spent several days at the Zenith
factory recently and signed the distribu-
tor agreement at that time,

In commenting on his company’s
meve, Mr. Glasgow, well-known through-
out the South, savs that the new Zenith
1954 line is “so hot that Zenith is really
gomng places in the Carolinas this sea-
son. It certainly looks like a Zenith
year.”

Mangold Uses Emerson
Compact in Service Work

Officiats of the Emerson Radio &
Phonograph Co., New York City, re-
cently reccived the following communi-
cation from Charles Mangold, radio
service man of Camden, N, J.: “In my
radio service work I am using an Emer-
son Model 25A radio which is making a
hit cverywhere I use it. Wher I have
to take a radio back to the shop, 1
leave this little midget at the house, to
give ecntertainment till the old one is
repaired.”

Boston Jobber Optimistic
Over Zenith Sales Outlook

A. Ullman, of Northeastern Radio,
Iuc.,, Zenith distributor of Boston, vis-
ited the Zenith factory recently to dis-
cuss promotion plans for his territory.

Mr. Ullman emphatically prophesied
this is going to be a Zenith year. The
Northeastern company has signed over
260 dcalers since the Zenith Challenger
models were announced. “Dealers are
more enthused about Zenith sales and
business in general,” says Mr. Ullman,
“than they have been for severzl years.”

Northeastern Radio, Inc., has been a
Zcnith distributor for seven yvears.

'World Radio Histol

Complete Plans for
Majestic Convention

Preparations for Mid-Summer Gather-
ing of Majestic Distributors in
Chiecago Are Made

Preparations have been completed for
the mid-Summer convention of Majestic
radio and reirigerator  distributors
which is taking place at the Edgewater
Beach Hotel, Chicago, on August 14, 15
and 16. Officials of the company prom-
isc that the event will be outstanding
and that the new merchandise to be
introduced will be unusual in its appeal
and profit-making potentialities. Earl
.. Hadley, advertising manager, in a
statement made a week or so ago said:

“The sales and advertising depart-
ments are more than busy these days
putting the finishing touches on the ar-
rangements necessary to make the
distributors’ meeting a great affair.

“The fact that so many of the wives
are accompanying the men prompts us
to be especially carcful that our best
foot is put forward and, from the in-
timate knowledge 1 possess of the activ-
ities so far, I am convinced that this is
being done. Our lostesses, in con-
nection with our Century of Progress
Headquarters ou Michigan avenue, are
cooperating witl the Social Director of
the Edgewater Leach Hotel on plans for
properly and delightfully entertaining
'thc wives while we are busy at the meet-
ing.

“Reservations are rolling in, and it is
good to sce so many of the distributors
planning to bring members of their sales
organizations alang,

“The unusual merchandise to be
shown calls fcr an unusual sctting.
\We'll leave it to you to decide whether
¢r not the display we will provide does
1Its part,

“Tuesday night, August 15, must be
held open for the banquet, and here
again the plans are well along to make
1 a _gala evening, food, entertainment,
surprises, alt being planned to help make
this particular visit to Chicago one that
will be long remembered.”

Federated Purchaser, Ine.
Markets New Acratone

Federated Purchaser, Inc, New York
City, has placed on the market a new
Acratone six-volt dynamic reproducer
which is said to combine the best fea-
tures of both horn and cone type speak-
crs. It consists of a special cone type
“driver” unit, model 735, combined with
an expotential horn, model 736. A large
field coil is wound on a heavy iron core
and the field is energized from a six-volt
D.C. source. Diaphragm is made of a
special strong fibrous pulp matenal six
inches in diameter. The Acratone re-
producer is designed to handle a much
greater output and higher sensitivity
with a wide safety margin,
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B. Abrams Voices Objection
to Provision of RMA Code

President of Emerson Radio & Phonograph Corp. Believes Scale of
Discounts May Work Hardships

B. Abrams, president of the Emerson
Radio & Phonograph Corp.,, New York
City, under date of August 5, sent the
following communication to the RMA
Industrial Recovery Committee com-
menting on provisions in the Code of
Fair Competition submitted to the NRA
on behalf of the radio industry. Mr.
Abrams said:

“I respectfully submit for your con-
sideration my objections to that portion
of the RMA Code referring to discounts
for the various classifications ot radio
sets.

“Before voicing my objections, I wish
to express my appreciation for the work
done by the committee in drafting a
Code involving so many excellent
thoughts, and which, if accepted by the
Government, will result in a substantial
betterment of the industry as a whole.
I fcel that the work of the committee
deserves the thanks of every member of
the radio industry.

“My objection to a scale of discounts
such as outlined is that it will work a
hardship not only on every branch of
the radio industry (manufacturers, job-
bers and dealers), but also on the buying
public as well.

“The past two years have proven that
it is possible to make a good small radio
set at a low price. The buying public
has expressed satisfaction with such a
radio set to the extent that 75 per cent
of the number of radio scts sold today
are small sets retailing under $50. The
progressive radio merchant has alrcady
adjusted himself to merchandising such
sets profitably at the usual discounts
prevailing in the industry today.

“It is a well-known fact that radio is
generally sold on the installment plan,
and it is to the interest of the radio
manufacturers as a whole to continue
to encourage the installment sales of
radio. However, as I stated that 75 per
cent of the radio sets sold today are
small sets, then it is particularly impor-
tant that it be made possible for the
dealer to sell the small set on the in-
stallment plan. That would only be
possible if the discounts remain at least
the same, and, if possible, c¢ven in-
creased.

“Speaking strictly from my knowledge
of the installment business, a dealer re-
quires a certain fixed amount to cover
initial expenses on every sale regardless
of amount. 'lT'’herefore, it is ecasier for
a dealer to make a profit on the sale of
a $100 radio set with a 36 per cent dis-
count, than it is for him to make a
profit on a $30 radio set with a 40 and
10 per cent discount.

“I can understand the thought in giv-
ing the dealer an incentive by way of a
larger percentage of profit to push the
sale of a high-priced instrument, but you
must not overlook the fact that you are
dealing with the general buying public
who have been convinced that very good
value exists today in the small, low-
priced radio set. A return to the sale
of high-priced radio sets will only be
cifected thirough the introduction of new
innovations in radio, or with the coming
of television, but in no event must we
cncourage dealers in using high-pressure
methods in the sale of high-priced sets,
inasmuch as such a policy would be ruin-
ous to all concerned. The large per-
centage of profit on high-priced sets will
cncourage high pressure on the part of
some dealers in forcing a customer to
buy a set beyond his means. The 36
per cent discount on a $30 radio set
would force the dealer to insist upon
cash sales only, which would tend to
decrease the sale of the most popular-
priced radio set today.

“Inasmuch as we are all interested in
the improvement of conditions in the
industry, and in incrcasing employment
and raising of wages generally, I there-
fore feel that I would be remiss in my
duty as a member of the industry were
I not to give you my honest views on
the subject. I trust that you will give
the above your consideration.”

Solar Issues Catalog

The Solar Mfg. Corp,, New York City,
has issued an attractive forty-four page
catalog listing in complete detail the
full line of condensers, including elec-
trolytic, paper and mica types, which
arc manufactured and marketed by it
The catalog is attractively illustrated

All the Leaders Can’t Be Wrong!

The leading phonograph record manufacturers come to
the leading flock manufacturers for their supplies of

COTTON FLOCKS of SUPERIOR QUALITY
Write for samples and quotasions

CLAREMONT WASTE MFG. CO., Claremont, N. H.
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New Arvin Car Radio
Receciver Now on Market

Noblitt-Sparks  Industries, Inc., Co-
lumbus, Ind., recently introduced a new
maodel Arvin automobile radio receiver
which is illustrated and described in the
New D’roducts section af this issue. This
rounds out the company’s line with three
models covering popular-price ranges.

Extensive advertising and promotional
activities are  Dbeing  carried on by
Noblitt-Sparks on behalf of the Arvir
car radio line. A regular schedule o1
national magazine advertising has becr.
running in leading publications since
June, and continues through the Fal
sclling scason. Arvin dealers are being
supplied with complete tic-up materia
and sales helps, including pasters, dis-
plays, mailing folders, cte.

Crosley Shows Profit of
$1014,911 for Second Quarter

The Crosley Radio Corp,, Cincinnati.
O., manufacturer of Crosley radios and
refrigerators, in its statement for the
quarter ended JTune 30, showed net profit
after royvalties, taxes, depreciation and
other charges of $104911, equal to 19
cents a share on 545800 no-par capital
shares, contrasted with a net loss of
$77,698 in the corresponding quarter of
1932. Sales were $2,338,628, as compared
with sales of $1,221,161.

AMERICAN
BRANCH
HOUSE

THORENS, Inc.

450 FOURTH AVENUE
NEW YORK, N. Y.




With the Jobbers and Dealers

Radio Parts Jobbers

Form Association

Walter C. Braun Elected President—
Other Officers Are Rex Munger,
M. W. Berns and Ken Hathaway

Radio parts and accessory distributors
from all sections of the country met in
Chicago the latter part or last month
and formed the National Association
of Radio Parts and Accessories Dis-
tributors. The meeting was called for

Walter C. Braun

the purpose of formulating a code of
fair competition to be submitted to the
National Recovery Administration. After
the formation of a permanent organiza-
tion, Walter C. Braun of the Radolek
Co., Chicago, was elected president; Rex
Munger, Lew Bonn, Inc., St. Paul, vice-
president; M. W. Berns, Federated Pur-
chaser, Inc, New York City, treasurer,
and K. A. Hathaway, Chicago, secre-
tary.

Distributors of radio parts and acces-
sories are urged to communicate with
the officers of the new organization to
lend their efforts in working out a suit-
able code.

New Philco Distributing
Organization Announced

The May Radio & Television Corp.
has withdrawn from the distribution of
Philco radio and Philco products in the
New York me:ropolitan district. The
distribution has been :aken over by the
Philco Radio & Television Corp. of New
York, who have engaged almost intact
the entire personnel of the May Radio
& Television Corp. D. W. May, presi-
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dent of May Radio & Television Corp.,
leaves the radio business to engage in
another business, according to current
reports. Thomas A. Kennally, manager
of the Eastern Division of the United
States for the Philco Radio & Television
Corp. of Philadelphia, will continue to
make his divisional headquarters in New
York.

The operation of the new Plilco dis-
tributing corporation will be entirely in
the hands of Thomas A. O’Loughlin,
former vice-president of the May Radio
& Television Corp., who has been ap-
painted general manager of the new
company. Arthur P. L’Hommedieu,
c¢i-ect factory representative, remains in
charge cf the New York branch, as does
Edward Rose, his assistant.

Retailer sales in New York and the
Bronx remain under the district super-
vision of H. R. Sheer; Brooklyn and
Loong Island under S. L. Capell; and
New Jersey under E. C. Pullen. Walter
Grew is remaining as assistant to Mr.
O’Loughlin in addition to supervising
sales in the special automobile radio de-
partment. Harry Disbecker also remains
as an attache of the sales departinent.
Thomas Dougherty will continue to su-
pervise the operation of credits.

F. J. Durham Co. Handles
the Zenith Auto Radio

The Zcenith Radio Corp., Chicago, IlI,
announces the appointment of P. J. Dur-
ham Co., Inc., 17 West 60th strect, New
York, as dual distributors in the New
York arca for the new Zenith Auto
Radio.

In commenting on their appointment
as Zenith Auto Radio distributors, Mr.
Redman, sales manager of Durham Com-
pany, expressed the fact that while their
appointment is only a few weeks old,
they have already discovered a great
deal of enthusiasm for the Zenith Auto
Radio among dealers in the Greater New
York area.

Named Atwater Keul Jobber

Schiller’s, Inc.,, Utica, N. Y. well-
known distributor of radio receivers, has
been appainted to wholesale the Atwater
Kent line of radio products for the
Utica-Syracuse territory.

Mr. Schiller recently visited the At-
water Kent factory at Philadelphia and
was enthusiastic over prospects.

L. Haviland With Rumsey

The Rumsey Electric Co, Philadel-
phia, Pa, recently appointed Stewart-
Warner radio distributor, has announced
that I. Haviland, formerly with the
Stewart-Warner organization, has joined
the Rumsey sales staff.
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George Stackman Enters
Coast Jobbing Business

George W. Stackman has resigned as
radio sales manager at the United Amer-
ican Bosch Corp. to join the Water-
house, l.ester, Scovel Co., of San Fran-
cisco.

With G. H. Scovel, Mr. Stackman joins
in the ownership of one of the oldest
yjobbing houses on the coast, dating
cighty-two years and operating through-
out central and northern California,
southern Oregon and western Nevada.
Both are well known up and down the
Pacific territory in the automotive,
heavy hardware and specialty trades.

Over twenty years in various divisions
of the American Bosch organization, of
which five years were spent as manager
of that corporation’s Pacific Coast
branch, is a fitting contribution toward
the new policies and activities of this old
and firmly established jobbing house
with its organization of twenty-five field
men,

One of the new plans is the establish-
ment of a new specialty division encom-
passing refrigerators, radio and other as-
sociated products.

Mr. Stackman plans to drive to the
ccast as a means of visiting a number of
muanufacturers whose lines are now rep-
resented by the Waterhouse, Lester,
Scovel Co.

Lewis & Carnell Co. Is
New Philadelphia Jobber

Max J. Lewis, prominent in radio dis-
tributing circles for the past decade, has
formed the Lewis & Carnell Co., radio,
refrigerator ard electrical appliance dis-
tributor, with headquarters at 45-47
North Seventh street, Philadelphia, Pa.

Mr. Lewis is sales manager of the new
organization and he is enthusiastic over
the possibilities for radio and electrical
merchandise in the immediate future.
Mr. Lewis states that the new set-up
is an attractive one and he confidently
expects to “make history in the distribu-
tion of radio and its allied lines in the
Philadelphia territory. Among the prod-
ucts being distributed by the Lewis &
Carnell Co. are Cunningham tubes.

Majestic Distributor
Launches Sales Contest

The Ignition Service & Supply Co.,
Albany, N. Y. Majestic distributor, re-
cently launched a sales e¢ampaign
whereby Majestic dealers in the terri-
tory covered by his firm, of which
Henry Zehner is president, have a
chance to w'n a trip to Chicago.
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Divisions of Musie Industry
Busy on NRA Codes

The various divisions of the music
industries are lending their full support
to the President’s Industrial Recovery
Program and there have becen numerous
meetings held in New York and else-
where during the past month for the
purposc of discussing and drafting codes
for the guidance of the trade.

The band instrument manufacturers,
the musical merchandise manufacturers
and the music publishers have each
adopted codes covering their particular
divisions and have had them passed on
by the authoritics in Washington so that

they might be put into effect. The
National I’iano and Music Travelers’
Association is included in the code

drawn up by the National Council of

Traveling Men's Associations, with
which it is affiliated.
The piano manufacturing division

will be governed by a code drawn up
by the exccutive committee of the Na-
tional Piano Manufacturers’ Association,
which has held a number of meetings
in New York within the past few weeks
for that purpose. A committee headed
by Lucien Wulsin, president of the As-
sociation, went to Washington on
August 15 for the purpose of submitting
the draft to the directors of the NRA,
and plans called for a general meecting
of the piano manufacturing trade in New
York during the week of August 21 for
the purposce of adopting the code in its
revised and accepted form. The code,
as drafted, provides a place for the sup-
ply division of the trade and there is a
likelihood that the organ builders will
also place themselves under the same
code.

Albert T. Strauch Dies
Suddenly of Heart Attack

Albert T. Strauch, formerly active
head of Strauch Ilros, New York, manu-
facturers of piano actions, who discon-
tinued business in 1926, died suddenly,
recently of a heart attack. During the
past few years Mr., Strauch had been
operating a retail piano store in Yonkers,
N. Y. He was sixty-seven years old and
is survived by his widow and two chil-
dren. At one time Mr. Strauch served
as president of the General Society of
Mechanics and Tradesmen.
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Steinway & Sons Add 175
Men to Company Payroll

In thorough accordance with the
spirit of the new National Recovery
Act, Steinway & Sons have announced
the extension of operations in all their
great factories in Long 1sland City, New
York, which has meant the immediate
addition of 175 men to the company’s
payroll.

It is believed that the stimulating ecf-
fects of the Recovery Act in putting
more people back to work and thereby
increasing the spending power of the
country will result in a sufficient increase
in piano sales to warrant the patriotic
move of Steinway & Sons.

Guild of Banjoists, Mando-
linists and Guilarists Meet

At the annual convention of the
American Guild of Banjoists, Mandolin-
ists and Guitarists, held at the Hotel
LaSalle, Chicago, last month, scventeen
orchestras, comprising over 300 players
of fretted instruments, took part in the
annual prize contest which is a regular
feature of the Guild convention. The
honors this yecar were carried off by
the Gould Banjo Band of Minneapolis.

The officers of the Guild elected for
the coming year werc: Don Santos,
Rochester, N. Y., president; Albert Bell-
son, St. Paul, Minn., vice-president, and
James H. Johnstone, Kalamazoo, Mich,,
secretary and treasurer. A munber of
prominent manufacturers of fretted in-
struments had exhibits at the conven-
tion hotel.

E. L. Atherton Dead

E. L. Atherton, for many years asso-
ciated with the Amphion Co., Syracuse,
N. Y. and later connected with the
Chase-Hackley Co., Muskegon, Mich,
and with other Western concerns, died
in Chicago last month after a brief ill-
ness.

Ernest Leins Dead

Ernest leins, founder and president
of the E. Lecins Piano Co.,, New York,
died of hecart discase last month in his
seventy-fifth year.

¢ DIACOUSTIC SOUNDING POST
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small grand piano a finer quality and a greater volume of tone.
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+
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WURLITZER GRAND PIANO COMPANY - DEKALB ILLINOIS

Walter C. Hepperla Now
With James & Holmstrom

Walter C. Hepperla, for a number of
years president of the Premier Grand
Piano Corp, and more recently with the
Everett I'tano Co. as Eastern repre-
sentative, has become affiliated with the
James & Holmistrom Piano Co., Inc., as
general manager of that division of the
company specializing in the manufacture
of small grand pianos.

The company has a modern and well-
cquipped plant in l.cominster, Mass.,
and has been making good pianos for
the past seventy-three years. The actual
production of the small grands will be
under the supervision of Iouis C.
Kauling, active superintendent of the
Premier Co. for ten years  and before
that with the Brambach Piano Co. Mr.
Hepperla will direct the marketing and
distributing of the product from whole-
sale headquarters at 14 East 39th strect,
New York.

Ohio Musiec Merchants
to Mcet in September

The annual convention of the Music
Merchants’” Association of Ohio, of
which Carl Summers, of Jackson, O, is
president, and Clark F. Gross, of Spring-
field, secretary, will hold its annual con-
vention in Portsmouth, O., on September
11 and 12. An interesting program has
Leen prepared for the occasion and sev-
cral musical instrument manufacturers
have arranged for exhibits.

RCA Victor Issues
“What We Ilear in Musie”

The RCA Victor Co.,, Camden, N. J,,
has announced that the ninth revised
edition of the book “What We Hear in
Music” is now off the press. This well-
known book, which features 1,228 Vic-
tor records as illustrative material, has
throughout its previous eight editions be-
come a standard reference on music and
music appreciation,

R. N. Watkin Honored

Robert N. Watkin, manager of the
Will A. Watkin Co., Dallas, Texas, and
a former president of the National As-
sociation of Music Merchants, is now
serving as a director of the Dallas Retail
Merchants’ Association, of which he has
becen a member for twenty years.

TO PIANO MAKERS, DEALERS AND TUNERS

A few sample prices on my specialty as a keymaker
of 20 years' experience., All work gusranteed, dis-
count on large quantities.

Recovering tops with grained Ivorine ......$5.00 set
Rebush entire #et ....ccccceeveeceaace 3.00 sot
Scraping and polishing ..... eaescssacassan 2.00 set

and polishing
Broken keys earefully repaired.
VICTOR E. NELSON
904 Se. Sth Avenue 8t. Charfes, 1.
Chene: St Charles 374-R




Model D-33
(Hlustrated ubore)

314 cubic fect NET cagmeity; 8 aquare

(N 15 M. AL rat-
trays, each tray with
a capacity of 21 ice cabes-—42 rubes in
all.  Additional space provided for an
evira gingle tray ar douhie depth tray
Finches of insulation at top, sides. hot-
tom  and door. Dimenssons: 5034
high, 23724” wide, 24’ deep.

Model D-135
Hiustrated)
434 cubic feet NET capacity: 10.6
squure feet of shelf space. (MN.I3,
M. A rating.) Has threeicet ays,
emch truy with a capacity cf 21
cul 63 cubuw inall. Additonal
sgmer provided 1oran extra xngle
tray or double depth tray. 3
#actes of insulation at top . xiles,
botram and door.  Dimensions
Wi’ high

Fyt,

St $99.50

Maodel D-GO
(Mot ddsustrated)
8 cubicfeet KET capacity: 11.5
aguare feet nf shelf rpuca. s
. A, rating.) Has three stamiard
size ice trays, each truy with a
capacity of 21 ice cubex, 63 cubes
inall, and one double depth tray,
whivh is very dexirablefor freezing
desarrts. 334 inches of insulation
at top, sidex, bottom and doar.

Dimensionzs:

577 "high,2013 " 5130 00
wide,25 %4 "drep. »
Remember the inside of the
Shelvador is recessed to proviae
for the shelves. The exterior of
the door is bulged outward
actually impraving the appeaz-
ance of the refrigerator and
providing space for even more
insulation than in ordinary
doors.

o

HEINADOR

U. S PATENT LU0 UO22

An Eleetrie Refrigerator
with Shelves in the door
for eggs. butter. bacon,
and other small articles

DELIVERED
INSTALLED
ONE YEAR
FREE
SERVICE

An excelusive patented
feature found only in
the New

CROSLEY

REFRIGERATOR

Just open the door . . . and THERL
itis! Ilere in a nutshell you have the
newest and most rmportant improve-
ment, in refrigerator cahinet. design
since the invention of the ice box.
Now . . . no more reaching . . . no
more scarching far the little things
that, in ordinary refrigerators, are so hard to tind! No more dis-
arranging of everything . . . no more sleeves dragged through
butter . . . no more foods leaking through the shelves. Think of
the time saved . . . think of the increased “usable™ capacity of the
New Crosley Electric Relrigerators with  Shelvador.  Shelvador
actually gives the Crosley Electric Refrigerators greater capacity
than their ratings indicate by increasing their “usable” capacity.
Try to put everything that goes into Shelvador on the shelves of an
ordinary refrigerator, and you'll be amazed.  An orange takes as
much “shelf room” in 1he ordinary refrigerator as a bottle of milk.
In the Shelvador it takes only the space of an crange.

Only Crosley Electric Refrigerators can use the Shelvador, for it is
an exelusive patented Crosley feature. For anyore to buy a
refrigerator without Shelvador is to deny himself a great. con-
venience and time saver as well as to buy something already out-
dated.  When people see it they quickly realize that they ought to
replace their present refrigerator. ’ -

The added convenirnee of Shelvador costs nothing. Even if the
New Crosley Electric Refrigerators did not have this feature, they
would still be the warld's entstanding refrigerator values at the
new low prices. With Shelvador, Crosley Elcetric 1%efrigerators
#o so far beyond ordinary values that there is nothinz with which
1o compare them. They are famous for trouble-free operation,
quietness and convenicnce.

Three sizes to meet every home requirpment . . . each size with more “'usable™
space bociause of Shelvodor.  And remember . . | insulation is net sacrificed in
the Shelvador . . . the exterior of the door is extended to permit the use of a

standard thickness of insulztion,

See your Crosley distributor.  Fxamine the Shelvador. Instantly yonr will see
its advantages. antly yon will reulize why the New Crosley Plectric Refrig-
erators are sweeping compelition before them.

Montana, Wvoming, Colorado. New Mezxico and west. prices slichlly higher

The Crosley Radio Corporation - Cincinnati
Home ol “the Nalion's Slaticn™-\W LW .

POWEL CROSLEY Jr., President.

REFRIGERAFOR

WITH SHELVADOR
U $. PATENT 1898922




BALBO GETS EMERSON RAL

TWO KINGS OF THE AIR MEET!

General Italo Balbo receiving an EMERSO? RADIO from Peter Cuice und Ralph B. Austrian, 0
Generul Scles Manager of the Emerson Radio and Phonograph Corporation. Tmerso’b

Radio and
Television

I'm only a Little Radio ...
but 1 got a Big Reception 4

You can hardly blaine me for being puffed up a bit! For
General Balbo has taken me back to Italy with him. L the
little wonder of the air waves, was delighted to meet General
Balbo. the Big Wian of the Air.  After all. we have a lot in
common. Balbo's genius synchronized the movements of a vast
fleet of airships, c¢lear across the waves of the Great Atlantic.
Emerson’s genius, expressed in e, the Emerson Radio, syn-
chronizes all the wavedengths, short and long, and produces
for you the greustest music. the most important news, of all the
world.  And s0. General Balbo, 1 salute you as a comrade. a~
a colledgue.  Evhank you for the Big Reception you gave this
Little Radio . . " and hope you enjoy me. as ~0o many million-
of Americans do!

Emerson Model AW-2530. ..., .825

Other Emerson Universal Compact =
Models.. ..............81795 to
532.50 Liat

“The Handful of Radio that Plays Anywhere”

Factory and General Offices: 611 SIXTH AVENUE—NEW YORK, N. Y.

:
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