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Super M

=/ ELECTRIC PRODUCTS CORP.

These electronic components are examples of the
superiority of SUPER design and craftsmanship tech-
niques. Built into each is the kind of durable quality
and performance that compliment the units in which
they are used.

In addition to the components described, SUPER will
build to customer specification.
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TELEVISION COILS

VIDEO I-Fs 12.75 mc and 26.4 mc
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SOUND I-Fs 21.9 m¢

SOUND DISCRIMINATOR — 21.9 me¢
VIDEO PEAKING AND FILTER COILS
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o LOOP ANTENNAS by SUPER

OSCILLATORCOML oy 1. MULTI-BAND COMBINATION LOOP ANTENNA AND RADIO BACK

2. BROADCAST LOOP ANTENNA AND RADIO BACK COMBINATION
WITH PHONE JACK, OUTSIDE ANTENNA CONNECTION, ALIGNING TRIMMER

3. HIGH Q LOOP ANTENNA, POLYETHYLENE INSULATED WIRE
4. BASKET WEAVE LOOP ANTENNA
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/\The one theme

that was stressed in the Philco Con-
vention at Atlantic City in June was

"Back to Normal.”" At one point, the

The buyer's market is coming back *

but Philco isn't waiting. Official

newspaper advertising figures f'br:. il =
the first quarter of 1947 showed tbot T Lt
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[ T

O T PR P

II entire assembly of Philco distributors Philco advertising lineage totalled < 1=
" broke into song to hail the theme ... more than 50% of the radio in!:sfr'y!

] e . . n i . .

I Selling Days are Here Again! And that's only the begmnmg'n .
l It was the high spot of the presen- Selling days are here again .. ond’-

wise radio dealers know thot those
I

are the days when it poys in sound

tation of Philco’'s advertising <and

promotional plans for 1947 and '48.

It brought back memories of Philco's - sales and profits to conlcer_wrrofe . .

m
sales achievements when everybody on Philco. A T
. " = mnm

said that "times were tough' in : . .
) _ For 17 years, America has said ..'!
the radio business. Those were the . "

days when Philco rose to leadership When there’s a choice, - =

and showed the whole - appliance it’s a

industry what it means to sell

" PHILCO
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Gentlemen:

Apropos La Verne Townsend’s very
pointed letter, Ye Ed sure did a neat
job of whitewash on a situation pal-
pably plain for these many years—
the manufacturers and BIG distribu-
tors are out for today’s business and
you know what you can do about it,
Jack.

I started a small appliance business
last Spring—and in my enthusiasm
began contacting various outlets as

to new merchandise—foolish boy. The
honeyed replies I got'as to how
thrilled we are to hear from you and
our super dooper vice president in
charge of sales will bust right out
and get your name on the dotted for
as many as you want. However,
while every hardware store utility and
department store in the vicinity shows
washers and vacuums (my specialty)
I go out and buy old floosies for five
and ten dollars to rebuild at a 200

0K . . .

BEFORE Y0U BUY
BILEWVISTION

. ﬂ}sﬁelevision

to Feature . .

Two unit construction permits multiple viewing screens and controls
to be placed in the most advantageous locations. Continuous cover-
age of all 13 Television Channels and FM.—Two direct view picture
sizes available: 1234 x 1714 or 914 x 1234 inches. Four megacycle
bandpass in all video circuits. — Flywheel synchronization and regu-
lated focus — Audio is push-pull throughout.

Heavy duty mechanical and electrical design.

INDUSTRIAL TELEVISION .

DA-1

PLEASE WRITE OR CALL FOR COMPLETE INFORMATION
NAME ADDRESS.
4

34 FRANKLIN AVE., NUTLEY 10, NEW JERSEY -

NUTLEY 2-4506

e e e e e e e e e e et e e a e, ———t

per cent mark-up—not a bad racket
at that.

Of course, I can’t order a coupla
hunnert bucks of tie-in mdse. (have
you ever heard of that, La Verne).
I have yet to see one of these hot-
shot reps of Hustle-Bustle Vacuum
or Washing Machine Co. darken my
door.

So maybe I still have a lot to learn.
But the more I learn the less I like
the smell of it.

| Cart Foerster,

Reliable Appliance Shop,

Waukegan, Ill.

® This is the third dealer diatribe we
have printed dealing with alleged dis-
criminations practiced against them
by jobbers and mamufacturers. We
have provided space in which they
could air their grievances and have
even taken their side in the contro-
versy. Therefore, we resent Mr.
Foerster’s allegation of “whitewash”
and challenge him to show wherein
we whitewashed the record franchise
situation. In all fairness, we: feel that
the manufacturers and jobbers should
be heard from and offer them space
here to replay to Dealers Fletcher,
Townsend and Foerster, ED.

Dear Mr. Kolbe:

In listening to your speech at the
meeting of the “Qeama,” on Wednes-
day evening, June 25th, your words
seemed to refer directly to me. I am
having all the difficulties of acquiring
franchises that you spoke of.

I have gone to numerous distribu-
tors for franchises of the white goods
and can’t seem to get anywhere with
them. I have also written numerous
letters to both manufacturers and dis-
tributors without results. Conse-
quently, this letter to you in the hope
that you may be able to help us as
you have helped others.

For some information concerning
our company, we opened our doors
October, 1946, are in a good location,
store front 22 ft., windows down to
within six inches of the sidewalk, in-
side store 25 ft. x 35 ft. All this I
have shown each company I have
visited, and still no hopes for refrig-
erators or washing machines of the
well known makes from any of them.

We have accounts with GE, West-
inghouse, Bruno-NY, Times Appliance
and numerous others. Have con-
tacted these companies personally and
by mail a dozen or more times. We
have franchises on the Maytag and
Automatic Duo Disc washers only, at
present, though we receive very lit-
tle from them.

Anything you may be able to do for
us will be greatly appreciated.
Paul J. Paradiso,

National Appliance Co.,
Corona, N. Y.
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THIS MONTH’S COVER

That the time has come for aggres-
sive selling is demonstrated by Art Di.
rector FVince Costello’'s cocer this
moaonth, which depicts a dealer giving
hia salesmen a pep talk on the finer
points of how to get those extra sales
during the August doldrumas.

Subseribers changing their addrecese oshould
notify the Subscription Depariment ene meanth
befare the change lo to tahe efect. Both old and
now addresses must be given. RADIO & APPLI.
ANCE JOURNAL, 1370 Sinth Ave.,, New Yerk
20, N. Y.
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Women Broadcasters to Back
National Radio Week Program

Assurance that the NAB Associa-
tion of Women Broadcasters will
take an active role in the celebration
of National Radio Week, Oct. 26-
Nov. 1, was given the joint RMA-
NAB National Radio Week Commit-
tee at a recent meeting in New York.

Mrs. Dorothy Lewis, NAB Coor-
dinator of Listener Activity, joined
the program committee and said that
women broadcasters, who last year
conducted the highly successful Ra-
dio Week letter-writing contest, will
participate in this year’s activities
wherever possible.

Among new promotion ideas dis-
cussed by the joint committee was
that of urging listeners to write their
favorite radio stars during National
Radio Week. C. K. Carmichael, of
Benton & Bowles, was made an ex-
officio member of the joint commit-
tee to assist in publicizing Radio
Week plans among advertising agen-
cies and program Sponsors.

W. B. McGill, advertising director
of Westinghouse Stations, Inc., Phil-
adelphia, was chairman of the meet-
ing. Others in attendance included:
Hugh M. P. Higgins, NAB assistant
director of broadcast advertising; E.
P. J. Shurick, of Free & Peters; ]J.
N. (Bill) Bailey executive director
of the FM Association; James D.
Secrest, RMA director of publica-
tions; and Miss Melva Chesrown and
Nora Hammesfahr of the Fred ElI-
dean Organization,

Bendix Ups Prices On
Ironer and Dryers

Bendix Home Appliances, Inc.,
South Bend, Ind., has advised its
distributors of a price hike on its
ironers and dryers, explaining that
“increased production costs on the
ironer and dryer have carried us be-
yond the break-even point.”

New price for the automatic home
ironer, which formerly retailed at
$199.50 is $219.50. The new price
for the electric dryer, formerly priced
at $199.50, is $219.50, while the gas
dryer, formerly tagged at $219.50,
now sells for $239.50.

May Tube Production
Reflects Seasonal Decline

Radio receiving tube production
during May dropped to 14,575,237
units, reflecting the anticipated sea-
sonal decline, from the 16,181,672
tubes produced in April, according to
a tabulation of reports by RMA mem-
ber-companies.

Of the May production 7,969,315
tubes were sold for new set equip-
ment, 3,279,920 for replacements, 3,-
291,922 for export, and 34,080 to

6

No Prices Change For Zenith
The following message has been sent
to all Zenith distributors and dealers
by H. C. Bonfig, vice president:
“It is not only our intention not to
change prices but we hope we will not
h.ve to raise any of them.”

RMA Launches Campaign
To Sell More Radios

In order to stimulate demand and
sell more radio receiver sets, the
Radio Manufacturers Association has
launched an intensive Merchandising
Public Relations campaign,

This drive will be backed up indi-
vidually by all members of the Asso-
ciation, comprised of the leading ra-
dio manufacturers, The basic theme

will be a radio for every member
of the family, radio as an individual
possession,

The program is a realistic approach
to the radio industry’s problems.
Specifically, it aims to: 1. Maintain the
present or normal demand. 2. Ex-
pand this demand - and thus develop
new markets, 3. Obsolete radios.
4. Minimize the problem of trade-
ins,

Crosley Ups Price On
Refrigerator Line

The Crosley Division of Aveco Corp.
has announced to its dealers the fol-
lowing increases in retail prices of its
refrigerator line:

Model SE747 has been advanced
from $249.95 to $269.95, while Model
SE947 has been increased from $289.-
95 to $309.95. The price hikes were
said to be forced by the wage in-
creases recently granted by the com-
pany.

Vacuum Cleaner Sales Up

Factory sales of household vacuum
cleaners in April broke all records for
the third consecutive month, according
to industry-wide figures announced by
C. G. Frantz, secretary-treasurer of the
Vacuum Cleaner Manufacturers’ Asso-
ciation. April sales of 330,426 cleaners
were an zll-time high and compared to
321,515 (correct) in the preceding
month and were 107 per cent above
those for April, 1946, when the total
was 159,558.

Norge Div. Hikes Prices

Increased material and wage costs
have forced the Norge division of
Borg-Warner Corp., Detroit, Mich,,
to raise prices “to a moderate extent’
on four models of refrigerators, it
has been announced by Howard E.
Blood, president of the division. The
new prices became effective July 1.

government agencies. Receiving tube
production for the five months of
this year amounts to 88,305,323 units.

BRIEF

RMA Annual Reports Cite
Return to Full Production

Return of the radio industry to full
production and prewar competitive
practices and the inauguration of
many new RMA industry services for
manufacturers highlight the annual
reports of officers and committee
chairmen of the Radio Manufacturers
Association.

Covering RMA activities for the
past fiscal year 1946-47, the reports
indicate that the radio industry has
put behind it most of the wartime and
reconversion material shortages and is
now face to face with the problems of
a normal competitive market.

Retiring President R. C. Cosgrove,
of Cincinnati, in his report conclud-
ing three years service as RMA head,
emphasizes this return to normalcy
and the high rate of production in
1947,

“All of the elements of normality
in the radio business are here—very
much so,” he said, and cited overpro-
duction, unbalanced inventories, and
cut prices as indicative of the recent
industry trend.

The return of the radio industry to
normal competition was not without
its casualties, the RMA Credit Com-
mittee reported. Twenty-four manu-
facturers failed during the past year
with liabilities of $7,844,043 as com-
pared with eight with liabilities of
$4,232,000 in 1945-46, Chairman E. G.
Carlson, of Chicago, reported. These
included nine set, seven amplifier and
record player, six component, and two
electric clock manufacturers.

May Radio Set Output Drops;
Television Continues Climb

Radio set production dropped slight-
ly in May from the high level it has
maintained during the first four
months of 1947, but television receiver
output continued to climb, the Radio
Manufacturers Association announced.
May production of all types of ra-
dio receivers by RMA member-com-
panies dropped to 1,316,373 as com-
pared to April's estimated total of
1,548,540 sets. The weekly average
output for May was 329,093 as com-
pared with 351,945 in the previous
month,

The decline in the production rate
was not unexpected as industry lead-
ers have estimated the year’s total
will be approximately 15 million,
whereas monthly production up un-
til May was at the annual rate of 18
million sets,

FM-AM receivers produced by
RMA members in May totalled 84,-
507 broken down as follows: 13,035
table models, 3,001 consoles, and 68.-
471  radio-phonograph combination
consoles,
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IS STILL THE

That’s Because of the
Value-Giving, Sales-Making
Features Made Possz'bie By
Zenith's Policy of

RADIONICS
EXCLUSIVELY

ONLY ZENITH OFFERS SALES FEATURES LIKE THESE

1

ARMSTRONG F-M

..

radio sales floor. What set catches the interest of the crowds?—a Zenith,
of course! That's because every model in the Zenith line is packed with »
features that actually mean something—features that reflect the design RADIONIC
and engineering ‘‘know-how’’ developed during Zenith's years in the COBRA TONE ARM
industry—features that insure value. I

FIRST IN DEMONSTRABILITY zenin

radios and radio-phonographs are casy to sell, because their features are
the kind that you can actually demonstrate. The Cobra Tone Arm, for
example, permits the most dramatic tone arm demonstration ever made.
The Zenith “Radiorgan,” the Silent-Speed Record Changer, the big,
black dial, the Zenith Wavemagnet—all these are features you can
show . . . features your customers will notice and want.

FIRST IN PERFORMANCE 1o e orie:

inal engineering blueprint to the finished sets that come out of the final
testing booth, every Zenith is built to work . . . built with all the skill,
the knowledge, the pride of achievement that marks this organization.
The final test of every radio is how it performs . . . and Zeniths are built
to pass that test with flying colors. Hundreds of thousands of well-
satisfied Zenith owners attest to that.

ZENITH RADIO CORPORATION NEW SUPER-SIX TUBE 80% MORE POWERFUL

PHONOGRAPH MOTOR
6001 W, DICKENS AVENUE . CHICAGO 39, ILL,
Radio & Appliance JOURNAL + August, 1947 7

FIRST IN FEATURES Watch shoppers on any { ]
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' real reasons why Bendix
. s -
~at its Finest”’—reasons

n by experts!

e -j:_‘l
5. F very Bendix Radio which features

f

e A also affords the finest Standard
-~ HERE’S WHAT THE TECHNICIANS SAY  Broadcast reception and phono-
Py In competitive tests by the outstanding independent : ;S;".'.“Pb reproduction—unexcelled in

radio research laboratories Bendix FM sets have been
 rated at the top! And in the rea! competitive test—on the A
. showroom floors of dealers everywhere—Bendix is also et .
earning top rating because it sounds better, sells better! -

AND ONLY BENDIX RADIO DEAifERS' HAVE IT!

¢ e’_dlg:/) price bracket. |

Bendix FM is just one more reason why America’s "._sniartest radio
franchise is Bendix Radio! There’s extra selling magic, extra advertising
punch, extra dollars of profit in Bendix—The Real Vo\f:e of Radio!

: e\ BENDIX RADIO DIVISION of,
.‘ @EEDIX Ré—'DIOB BALTIMORE 4, MARYLAND
P EoNC—

| AVIATION CORPORATION
el A
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This hard-hitting appraisal of conditions in the
radio industry was prepared exclusively for RADIO
& APPLIANCE JOURNAL readers by Frank A. Hiter,
vice president of Stewart-Warner Corp., Chicago, 11l

America Wants Quality! P ‘
: FRANK A. HITER
LET’S take a square look at radio’s situation.

It’s no news that there’s a national clamor campaign afoot to BRING DOWN
PRICES. But the clamor boys dont say where the reduction shall come from.
What is to be cut, besides prices? Quality? Labor’s share of the sales dollar? The
manufacturer’s share? The distributors’, or dealers’ or salesmens’?

Labor has given its answer already! It has demanded and gotten wage increases,
practically across the board, which has added to the cost of labor content.

Manufacturers—so far—have “absorbed” this increase. How long they can
go, paying more to produce merchandise WITHOUT INCREASING PRICES, is a
more pertinent question than “can manufacturers cut prices?”

Distributors and dealers could cut their share of the consumer’s dollar—but not
unless they want to liquidate and GO OUT OF BUSINESS!

Quality, then, remains as the final target of the price reduction advocates. BUT,
here the consumer would balk. Some “off-brand” manufacturers have found THAT
out already!

No, the public has demonstrated the fact that it wants quality. It has ignored
the shoddy, refused the unknown and rejected the bait of supposed “bargains.”

Any dealer who today keeps his capital tied up in efforts to force that unwanted
merchandise onto the public, is ON THE WAY OUT.

Stewart-Warnei’s advice to dealers has been: “Get your inventory down; keep
it down to wanted brands.”

“Stick to list prices.”

“Put your selling effort against the quality end of your lines; make customers
with the brands you are going to keep; don’t alienate them with inferior “bargains.”

“Point out to reluctant-to-buy prospects the tight rope walking job the quality
radio builders are doing RIGHT NOW, in regard to holding present prices. There
is more likelihood of increases than of price cuts!”

“Resurrect your pre-war practices of SALES DIRECTION and MERCHANDIS.
ING. Use COMPETITIVE selling! Go out after customers! It’s later than you
think!”

Candidly, Stewart-Warner does not expect to end 1947 with as many dealers as
it had at the beginning of 1947. The gravy-train opportunists are dropping out fast.

It does, however, expect to end the year with better dealers, — dealers who are
merchandisers; Dealers who have highly saleable radio sets, well advertised, well
made, highly regarded and competitively priced.

Our 23 years of making and selling quality radios, in boom and in depression
times, have taught us that “nobody goes broke selling people what they want.”

America wants QUALITY. The manufacturer who produces quality—and the
dealer who SELLS it—never had greater opportunity for a stable, healthy business
than the one facing the radio industry today.

Radio & Appliance JOURNAL + August, 1947




Phone Vision — Fact or Fancy?

ZENITH’S E. F. McDONALD, JR.

A RADICAL innovation in tele-

vision transmission, announced
during the past month, would—if
successful—obsolete all present tele-
vision sets—with devastating results
to dealers now stocked with video
equipment. This latest development
in the television industry — Zenith
Radio Corp.’s “phone-vision”—has
stirred up considerable interest, but
very little official comment.

This revolutionary video innova-
tion, as announced by Zenith Presi-
dent Commander E. F. McDonald,
Jr., passes the cost of programming
on to the consumer by splitting the
complicated - bundle of Frequencies
that make up a television picture
and sending certain key frequencies
to' the subscriber over his telephone
or electric power wire. The remain-
ing frequencies are broadcast in the
usual manner, but the resulting pic-
ture is a confused blur unless the
key frequency is received by wire.

The reason for the lack of official
reaction to the Zenith brainchild is
that most industry leaders say they
“just don’t know enough about it
yet.” The bulk of the industry got
its introduction to “Wired Tele-
vision” through an article in Collier’s
Magazine of July 3rd. Up until then
it was a closely-guarded secret in
the Zenith family. So far, it has
evoked a lot of curiosity and ques-
tions and industry leaders and tele-
vision programming officials have
expressed a desire to inspect the
machine before venturing official
comments,

10

The “Phone Vision” model comes
as a result of Commander McDon-
ald’s objection to present-day tele-
vision, which bills the production
costs to advertising sponsors, as in
AM radio. He has taken the position
that television production costs are
too prohibitive for any advertising
sponsor, pointing out that televising
a program of the type of the Jack
Benny show would run to $10,000,-
000 annually.

Phone vision, according to Com-
mander McDonald, will enable set
owners to receive free all standard
television broadcasts, and in addi-
tion to receive and be charged for
top flight entertainment features that
may otherwise be seen only in thea-
ters.

The secret to phone vision is the
transmission by wire of key fre-
quencies. As pointed out in the
Collier’s article, a set tuned to"the
transmitter broadcasting a “fee”
program will show only a blurred
and jumpy mixture of light and
shadow, unless it also receives by
telephone the key frequency that un-
scrambles the blur. The unscramb)-
ing takes place in a device attached
to the telephone and to the tele-
vision set. Technical details of the
device are being kept secret by the
Zenith company, but Commander
McDonald says that the device to be
installed by the telephone company
and connected to the line and tele-
vision receiver will be small enough
not to be in the way and shouldn’t
exceed $5 in cost, installed.

“There will be no monopolistic
control of the new development,”
Commander McDonald said.  “Li-
censes will be readily available to
broadcasters and to manufacturers
of television receivers.”

Commander McDonald proposes
to call the new system “Phone Vi-
sion”—a name which cannot be
copyrighted or registered and which
will belong to the industry, as have
been the case with “radio” and tele-
vision.”

First, there’s the matter of ap-
proval by the Federal Communica-
tions Commission. Second, it would
be necessary to get permission from

Picture on top shows reception of
phone vision picture as seen on ordin-
ary television receiver without the key
frequencies. Picture below is from
same transmitter but the key fre-
quencies needed tea unscramble the
picture have reached the receiver by
telephone wire.

to attach
In the

the telephone companies
the unscrambler devices.
third place, a lot of sets will have
to be manufactured and sold, be-
cause the present video sets will not
be able to receive wired television.

J. R. Poppele, vice president and
chief engineer of WOR, key Mutual
New York station, suggested that
the Zenith case may parallel that of
the Muzak company when it comes
before the Federal Communications
Commission. The Muzak company
was denied an application for a “pip-
squeak” frequency that could be
properly tuned only by their clients
on the grounds that it would be
monopolistic. He also suggested that
the fact that wired television could
not be received on standard video
sets would be a strong factor against
it. But he expressed a desire to see
the Zenith set in action before com-
menting on its commercial value or
its possible influence on television
programming.

Both NBC and CBS television of-
ficials declined to comment on the
wired television set on the grounds
that they werer’t sufficiently familiar
with it.

Radio & Appliance JOURINAL - August, 1947



Ui

THE FARNS.WOR'I'H TRIPLE PLAY
Model GP-350

’s a tuneful, colorful personal portable that
oks and carries like a smart vanity case. In
ch, brown leatherette. Contrasting, easy-to-
ad dial. Plays like a dream—at home or on
e go. Remarkably-clear tone. Battery, AC
- DC operation. And when your customers
¢ the name, Farnsworth, they’ll know it’s
ependable. They'll buy it for gifts—they’ll
1y it for their very own.

Customers count on Farnsworth for fidel-
y, for performance, for style, for superb en-
neering. They know that every Farnsworth

model—phonograph-radio, -teleset, portable
or table model—is built to exacting standards
of quality. Each reflects traditional Farns-
worth craftsmanship. There’s a Farnsworth
radio for everyone—proving that excellence
need not be expensive . . . combining quality
with modest cost in every price range.

With protected prices, proper margins and
“room to sell,” the Farnsworth dealer finds
his franchise more valuable every day. Farns-
worth Television & Radio Corporation, Fort
Wayne 1, Indiana.

%mzw?%

rnsworth Radio and Television Receivers and Transmitters » Aircraft Radio Equipment « Farnsworth Television Tubes «
ybile Communication and Traffic Control Systems for Rall and Highway . The Farnsworth Phonograph-Radio
The Capehart « The Panamuse by Capehart
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A Farnsworth Table Model

R

Farnsworth Combination

Farnsworth
Television Table Mode!

T il
Farnsworth Chippendale
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PHILCO Model 482

|
L i
First 1948 Philco radio, Model 482,
features advanced FM system for
noise-free high fidelity reception of
FM programs, as well as standard
broadcast and shortwave reception.
The receiver utilizes eight postwar
radio tubes plus a rectifier and is
housed in a high-lustre duotone cab-
inet of solid walnut and birdseye
maple-grained hardwood with a gold
and tan open-weave grille for full
sound flow. Cabinet dimensions: 12
by 20 by 12 and five-eights inches.
Price: $14995, complete with built-
in triple aerial system, AM-FM short-
wave. Please mention RADIO &
APPLIANCE JOURNAL, August,

1947, when writing to manufacturer
(Philadelphia, Pa.).

AIRADIO FM Unit

R —

Airadio, Inc., of Stamford, Conn.,
has put on the market this self-suf-
ficient tuner-receiver FM unit, which
can be quickly “jacked” into AM
console-type sets to take advantage
of larger speaker set-ups. Set
will receive signals at any frequency
in the 88-108 mc. band. The specially
designed broad-band FM antenna
transformer needs no further tuning
after installation and makes possible
excelent  sensitivity, without the
necessity of an external antenna.
Please mention RADIO & APPLI-
ANCE JOURNAL, August, 1947,
when writing to manufacturer.

12 -

RCA Table Model FM

This is the first of RCA Victor's
table mode]l receivers, Model 68R3,
incorporating FM as well as standard
broadcast reception. The set, 12 and
one-half by 17 by 9 and one-half
inches wide, is finished in walnut
veneer., Its grille cloth is a deep
brown with a golden stripe effect.
The model has a “slide rule” inclined
dial for ease in tuning, and twin
side lighting for dial illumination. A
phonograph in-put jack is built into
the set for use with record players.

The set is the first of a series of table
models combining AM with FM,
ranging in price from about $79.95
to $95. DPlease mention RADIO &
APPLIANCE JOURNAL, August,
1947, when writing to manufacturer
(Camden, N. J.).

SPARTON FM Model 1005

This model features exclusive Gian-
tenna (build-in aerial on both AM
and FM), futura dial, dual-purpose
tubes, two built-in record storage
cabinets, continuous tone control,
Eterna-Gem ruby needle. The fin-
ish is Golden Wheat and is rubbed
to a sdft satin lustre that brings out
the texture of the selected mahogany
veneers, Will accommodate 10-inch and
12-inch albums on either side with a
total record capacity of 20 albums. Cab-
inet is 32 and one-half by 33 and one-

quarter by 16 and one-quarter inches.
Retails at $22995. Please mention
RADIO & APPLIANCE JOUR-
NAL, August, 1947, when writing to
manufacturer (Sparks - Withington
0., Jackson, Mich.).

STEWART-WARNER Model
A72T2

i e - e e - o ey

Stewart-Warner table model AM-
FM set, Model A72T2, also available
in mahogany plastic, A72T2. It has
seven tubes, plus selenjum type dry
rectifier, and built-in antenna for
both AM and FM bands. Band cov-
erage is 540-1600 kc on AM and ap-
proved 88-108 mc., on FM. Set has
five-inch permanent magnet dynamic
speaker and is approved by Under-
writers’ Laboratory. Please mention
RADIO & APPLIANCE JOUR-
NAL, August, 1947, when writing to
manufacturer (333 N. Michigan Ave.,
Chicago, Ill.)

HALLICRAFTERS Model EC-404

The Hallicrafters Co., 4401 W.
Fifth Ave.,, Chicago 24, Ill., has an-
nounced its new line of AFC on FM

consoles, including Model EC-404.
AFC on FM (Automatic Frequency
Control” for Frequency Modulation
reception) is the development which
makes feasible push-button tuning on
FM stations, by correcting electronic-
ally any error in the mechanical set-
ting of the push buttons. Model EC-
404 console, which retails for $600,
has an 18th Century Georgian break-
front credenza, which is available in
either mahogany or walnut. It con-
tains twin high-efficiency permanent
magnet speakers for high fidelity and
good volume. Please mention RA-
DIO & APPLIANCE JOURNAL
August, 1947, when writing to man-
ufacturer.
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FM-PILOTUNER

The FM-Pilotuner, manufactured
by Pilot Radio Corp., 37-06 36th St.,
Long Island City, N. Y., is a com-
plete, separate FM ‘“translator” that
can be attached to any standard radio
receiver, phonograph or amplifier sys-
tem, without interfering with normal
operation. It has 5 miniature tubes
plus selenium rectifier, 3 gang copper
condenser, tuned RF stage for in-
creased sensitivity, precision machined
coils, built-in FM antenna, special at-
tachment for outside FM dipole an-
tenna, precision tuning with no drift
or fading. Housed in a walnut wood
cabinet, the Pilotuner measures eight
and three-quarters by six and three-
quarters by five and thirteen-six-
teenths inches. Lists for $29.95. Please
mention RADIO & APPLIANCE JOURNAL,
August, 1947, when writing to manu-
facturer.

MAJESTIC Model 8FM744

o e !

Majestic Radio & Television Corp,,
Elgin, Ill, has announced its new
line of radios and radio-phonograph
combinations, including Model 8FM-
744, a table model AM-FM set. The
cabinet, with a rich walnut finish,
measures 16 and three-quarters by
10 and three-quarters by 9 and one-
sixteenth inches. It has standard
AM and FM wavebands and an 8-
inch permanent magnet Alnico 5§
speaker. It features a special Ma-
jestic built-in FM antenna; continu-
ous variable tone control with bass
boost circuit; uses minature tubes;
Majestic FM “Electric Noise-Gate”
and has Underwriters’ approval
Please mention RADIO & APPLI-
ANCE JOURNAL, August, 1947,
when writing to manufacturer.

SIGNAL ELECTRONICS
Empress Model

Signal Electronics, 114 East 16th
St.,, New York 3, N. Y., has an-
nounced its Empress model portable,
featuring Signaloop, which is said to
reject all electrostatic noise and will
pick up weak stations even in hotels
and apartment houses where recep-
tion might be poor. Another feature
is a leatherette covering. Two models
are featured — the Empress — 3-way
portable at $29.95 and the Playboy

battery model at $19.95. Please men-
tion RADIO & APPLIANCE JOUR-
NAL, August, 1947, when writing to
manufacturer.

JOHN MECK FM Receiver

A new line of FM-AM Receivers
covering the entire new standard FM
band 88-108 megacycles and 550-1750
kilocycles AM, has been announced
by John S. Meck, President, John
Meck Industries, Incorporated, Ply-
mouth, Indiana.

The new Receivers including table
and console models are equipped with
self-contained antennas and need no
additional antennas for local broad-
cast reception; however, simple jump-
er arrangements make possible use
with preinstalled outside antennas. A
phono switch and terminal are also
provided for easy connection to rec-
ord players. The units meet all RMA
Standards, and are housed in hand-
some walnut cabinets., Retail prices

$79.95 to $149.00 (including phono-
graph with automatic record chang-
er). Please mention RADIO & AP-
PLIANCE JOURNAL, August, 1947,
when writing to manufacturer.

Radio & Appliance JOURNAL * August, 1947

“APPROVED"” Model 311

F i i

Approved Electronic Instrument
Corp., 142 Liberty St., New York,
N. Y., has announced Model 311 AM-
FM tuner. The model, rieasuring 10
by 17 by 3 inches (chassis), has
standard AM-FM tuning ranges, and
a slide-rule dial. The tuner has been
designed for P.A. installations or home
receiver use or wherever a high fi-
delity amplifier is available. A good
ground connection must be provided.
In most locations, no outside an-
tenna is required for AM reception.
For FM reception, a "300-ohm line,
di-pole, terminated antenna system is
required. Please mention RADIO
& APPLIANCE JOURNAL, Aug-
ust, 1947, when writing to manu-
facturer,

COLLINS FM-AM Tuner

The Collins 17-tube FM-AM Tuner
is designed to meet the need for the
highest possible fidelity obtainable
from radio broadcast signals, accord-
ing to the manufacturer.

FM electrical features are: Tuning
range: 87.5 MC to 108.5 MC; Image
ratio: 150 to 1; antenna matches 300
ohm line; tracking error 3 DB or less;
Intermediate frequency: 10.7 MC;
about 10 microvolts for complete lim-
iting; - miniature tubes throughout;
FM r-f supply voltage regulated with
VR-150 tube; 7 illuminated tuning
dial; 6AL7-GT tuning eye. Please
mention RADIO & APPLIANCE
JOURNAL, August, 1947, when writ-
ing to manufacturer (Collins Audio
Products Co., Westfield, N. J.).
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Public Viewing Te

The possibilities Are Tremendous, but it Takes Plenty of Leg-
work. according to Horace Atswood, Jr.. President of

Industrial Television, Inc.. Nutley. N. .J.

ONE of the most important mar-

kets for television receivers is
the Public Viewing installation in
Clubs, Taverns, Restaurants, and
Schools. It is important not only
because of its immediate sales pos-
sibilities, but because the Public
Viewing receiver will introduce many
potential customers to television.
The receiver manufactm;er and the
dealer should bear this in mind
when designing or selling to this
group, if they wish to see rapid ex-
pansion of the home receiver mar-
ket.

Merchandising public viewing re-
ceivers requires specialized product
design and sales techniques. The
prospective customer must be sold
on television as a permanent part of
his establishment and not as a nov-
elty feature. To do this you must
show him how an installation can
be tailored to his needs. Give him
your advice on the placement and
number of viewing screens, pointing
out how mistakes in location might
draw his patrons from the bar, or
create a traffic jam in the street out-
side.  Explain how proper screen
placement can fill booths or tables
ordinarily empty, or bring the tran-
sient customer further into his estab-
lishment and keep him longer.

Remote control of the receiver and
multiple viewing screens are musts
in this kind of service. Extremely

Pictured here the ideal installa-
tion for public viewing television.
Above, the video screen in a van-
tage point where it can be seen by
all. Below, the controls under the
counter where they remain in ex-
clusive care of the management.

Appliance JOURNAL ¢ August, 1947
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large pictures in general are not
necessary, but wide angle viewing is
a definite requirement which pre-
cludes the use of most projection
systems. Bright pictures are neces-
sary since many public places are
required by law to maintain mini-
mum illumination standards.

Plenty of leg work is necessary
to sell the tavern owner. He won't
come to see you in most cases, and
don’t expect to go to see him before
mid-afternoon.  Salesmen who sell
him his regular merchandise can fur-
nish you good leads, but you must
do the selling yourself. Your in-
stallations can be your best sales-
men. Many owners will allow a
discrete- card showing who sold the
equipment on or near it; others will
hand out your card in response to

, inquiries. To get this cooperation,
the customer must, of course, be
satisfied, and there is much the sales-
man as well as the product can do
to insure this.

Do not slight the important task
of explaining how to operate the re-

ceiver at the time of installation.
Many a service call is due to im-
proper tuning adjustments which a
properly instructed customer could
have corrected. An instruction book
is not enough—television tuning is
a more complicated task than the
average person can be expected to
learn properly without verbal in-
structions.

A word of caution is in order
which will make the installer and
serviceman’s tasks easier. Public
places as a class are difficult tele-
vision installations and often the use
of special power lines to the meter;
filters on cash registers, antenna ad-
justments, and other expedients are
necessary to obtain first rate recep-

HORACE ATWOOD, JR.

tion. These possibilities should be
explained to the customer in ad-
vance. A good way to put it is to
compare his first period of tele-
vision service with the “break-in”
period of a new car. Invite him to
report the peculiarities of his in-
stallation to the serviceman, and
schedule a routine service check
several weeks after installation
whether or not a customer complaint

has been received.

The tremendous amount of ad-
vance publicity given television has
oversold it to some, and they may
feel let down if its limitations are
A good

installation will easily sell itself.

not factually explained.

Many promising branches of this
field have not yet been touched.
Schools, institutions, and hospitals
are good prospects, which will re-

The

amount of educational material be-

quire special consideration.

ing telecast is more than sufficient
in high
Think of the quickening
interest in current history by the
pupil who sees the President address
Congress, or sees a vital UN debate!
It is up to you to point this out to
the school authorities. - Trial installa-
tions or loans may break the ice.

to warrant installations
schools.

Television in public ‘places will
remain important to the manufac-
turer, dealer, and serviceman as the
industry develops. Keep abreast of
the new ideas in this field to reap
your share of its benefits.
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TELEVISION NEWS
IN BRIEF

Video Photoing Machine i
Announced by N. Y. Firm .

The new television business is
joined with the old amusement arcade
business with the manufacture of a
new-type television machine by Inter-
national Mutoscope Corp., Long Is-
land City, according to William Rab-
kin, president.

The object of the new television
machine is to provide an adequate
television viewing screen and at the
same time provide a mechanism for
photographing the image, inside the
equipment, merely by pressing a but-
ton. ’ .

The machine will operate on an
interlocked coin mechanism for view-
ing and photographing. “All clear,”
for photographing will b: signalled
by a white light, and a red light will
indicate it is time for another coin.
Exposure time for photographing any
image is set at 1/25 of a second. The
print is automatically developed and
delivered in one minute.

Possibilities for this machine are
limitless, according to Mr. Rabkin,
The primary outlet would be the pop-
vlar amusement arcades, where pa-
trons can select the television pro-
gram they wish to view and, as a
particularly fine image is screened
they press a button and get a per-
manent print of the scene. Distribu-
tion plans call for the first units to
be placed in the early fall.

Sports-View Television
To Show lts New Line

The Sports-View Television Co.,
temporary offices at 387 Bushwick
Avenue, Brooklyn, N. Y., will shortly
reveal to the trade their line of home
and bar television receivers. The
home video sets will feature 10”7 and
12 picture tubes. Their sets for
tavern and hotel installations will
have 12”7 and 15/ picture tubes. -

Under the name of Television In-
dustries, the company will also
shortly market 3 13-channel front end
and a complete if.-section, wired and
pre-tuned with FM sound, all com-

- bined in one small chassis, as a unit

for "distributors and manufacturers.

West Coast Video Sponsorship

Making its initial entry into the
West Coast Television picture, the
Ford Motor Company, in behalf of
its southern California dealers, has
contracted with Paramount’s Station
KTLA for the sponsorship of one
sporting event per week telecast from
the Olympic Auditorium in downtown
Los Angeles. Ford initiated sponsor-
ship of the series on July 2nd.

(More TV News Page 17)
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9¢ you Want to Sell Jelovision Sets - - -

KNOW

-

F
£

HE most successful salesmen are

the ones who combine a knowl-
edge of the merchandise they’re sell-
ing with a knowledge of why a per-
son would want that merchandise. In
other words, they’re the ones who
can speak most convincingly of the
benefits their prospects will get from
the merchandise being sold.

This offers a big challenge to a
salesman of television receiving sets.
Prospects for products which are fa-
miliar( like radios, electric irons,
record players, etc.) need only be
sold on why the salesmen’s particular
brand of merchandise will do a better
job of fitting their needs or wants.

Prospects for television receiving

GET A Go0D
BACK GROUND
ON THE
SUBJECT /

16

BY LEE HART

Assistant Director Broadcast Advertising

National Association of Broadcasters

sets must be sold, not only on the
partieular brand of equipment, how
it’s operated and serviced, but on the
general and specific benefits which
they can expect from this new form
of communication itself.

GET
BEHIND THE
SCENES TO GET

INFORMATION
FOR A CONVINCING
AND ADTHENTIC
SALES TALK/

The salesman of television receiv-
ing sets can prepare himself for meet-
ing these added demands simply by
learning more about the medium
himself. He can:

1. Read books and magazines on
television so he can speak with au-
thority on everything from facts and
figures to the photographic and pro-
ducing techniques of drama, sports,
news, special events, politics, educa-
tion, variety and film representations.

2. Get behind the scenes and see
for himself how television works so
he can give a first-hand, human in-
terest interpretation, both to his own
study and to his prospect-demonstra-
tions.

Radio & Appliance JOURNAL + August,
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3. Keep up with local television
programming through regular con-
tact with TV stations in his com-
munity so he can arrange demonstra-
tions at a time when the program fare
is of particular interest to the pros-
pect (i. e., sports events—men; style
shows—women) or when there is a
good general selection of programs.

An ordinary yet interesting process
of self-instruction of this kind can
mean the difference between success
and failure in the salesmanship tech-
niques for television receivers, be-
cause it adds the specialized television
information which is necessary to do
a convincing job in every step of your
customer relationship.

LY
3 \\
\2z=m i

JY/ KEEP UP WITH

Fy| TELEVISION NEWS
| AND PROGRAMS
TO TIE IN SALES
WITH sTOoRE
DisPLAY/
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FM and TELEVISION NEWS °

A SECTION OF RADIO & APPLIANCE JOURNAL

Bendix Factometer
Shown in Philadelphia

Philadelphia radio dealers and FM
broadcasters are prepared to open
up a big market for FM radios fol-
lowing introduction of the Bendix
Radio FactoMeter.

The FactoMeter answers the re-
ception problem which has dogged
dealers on almost every FM sale, as-
serted J. T. Dalton, general sales
manager for radio and television,
Bendix Radio Division of Bendix Avi-
ation Corp. It takes the guesswork
out of the installation, halts unheces-
sary service costs and prevents the

. greater percentage of warranty re-

turns, he pointed out.
c

“The FactoMeter is best described
as an AM-FM set. that is portable to
any light socket,” said Dalton. “It
is equipped with a small, telescopic
antenna and a precision meter which
accurately translates the strength of

' incoming signals on the antenna.

“Since the very short waves of FM
are only about ten feet long, as com-
pared with the thousand foot wave
length of standard broadcast, varia-
tions may occur within five feet.
Thus, in the average living room
there are apt to be several spots
where FM reception is dead. At the
same time, there are apt to be several
that are noticeably high. This is de-
termined by watching the meter as
the operator explores the room with
the FactoMeter.”

U. S. Television Sales Up

At the annual stockholders’ meet-
ing of the United States Television
Mfg. Corp., June 24, Hamilton Hoge,
president, told stockholders that sales
figures in the second quarter of 1947
are up substantially over sales for
the first quarter.

In the three months ending March
31, 1947, the corporation earned
$128,404.30 after allowance for taxes,
equivalent to 40 cents a share on the
319,000 shares outstanding. Mr. Hoge
estimated that earnings for the sec-
ond quarter of 1947 appeared to be
very satisfactory. He also said that
results for the first three weeks in
June were the most successful of
any similar period in the company’s
history. He said that up to this time,
the television
scratched the surface of the very
large sales demand that appears to
exist.

industry has only

Projection Screen Model
Introduced by Philco

SR
:

. vl el

This Model 2500 projection tele-
vision receiver, recently introduced by
the Phileco Corp., provides a large-
sereen picture, 15 by 20 inches in size,
with a claimed four times greater
brilliance and far sharper contrast
than any other projection television
receiver. It employs a new “micro-
lens” directional screen and “key-
stone” front projection optical system
developed in the Philco Research
Laboratories. The picture made pos-
sible by this new technique is clearly
visible in daylight or lighted room.

RCA Expands TV Policy

RCA Victor’'s Television Owner’s
Policy, which has been an outstand-
ing success in its application to the
company’s initial table model televi-
sion receivers, will be established for
the new RCA Victor complete enter-
tainment console, Model 641 TV,
which incorporates AM, FM, inter-
national shortwave, and Viectrola
phonograph as well as television, it
was announced by J. B. Elliott, vice
president in charge of home instru-
ments.

The policy covers an antenna to
receive the television and FM broad-
cast signals, installation of receiver
and antenna, instruection on operation
and care of the receiver, any neces-
sary service and maintenance work
for a full year from the time the
receiver is installed, replacement of
any necessary parts (including the
television picture tube) for one year,
and reorientation of the antenna to
receive the signals of any new tele-
vision or FM broadcasting stations
which may go on the air within the
service area during that period.

Radio & Appliance JOURNAL + August, 1947

To Reduce FM Receiver Prices

The proposal of the Federal Com-
munications Commission to modify
the allocation plan for F.M. station
assignments, which in effect would
double the frequency separation be-
tween adjacent stations in the same
community, would make possible
lower priced F.M. receivers than here-
tofore available. according to R. B.
Dome, Electrical Consultant, Re-
ceiver Division, General Electric Co.

“An important function of any re-
ceiver is to select one signal from
among the many simultaneously in-
tercepted by the antenna ind to ex-
clude all of the others,” he explained.
“This selective process becomes more
and more costly when stations are
closely spaced because selection is
accomplished by a series of tuned
circuits and more of such circuits are
required as the stations are spaced
more closely.”

He said that field tests made under
actual broadcasting conditions have
indicated that doubling the frequency
spacing from the present 400 kilo-
cycles to the proposed 800 kilocycles
would permit the reduction of the
number of tuned circuits from eight
as needed at present to about four.

Zenith Launches FM Schools

A ndtion-wide series of schoois
conducted by Zenith Radio Corp. to
teach correct servicing of FM radio
receivers was held in Milwaukee re-
cently. Classes were cponsored by
the Morely-Murphy Co., Zenith dis-
tributor, and attended by dealers’
radio service men from four Wiscon-
sin counties.

The series of FM schools, originat-
ed under the supervision of Frank
Smolek, Zenith’'s general service man-
ager, will bring to distributors’ and
dealers’ technicians throughout the
country up-to-the minute methods of
servicing FM. Present plans provide
for identical meetings to be held in
21 cities from New York to San
Francisco. :

G-E Completes Relay
Circuit For Commercial TV

The General Electric Co. has a one-
way microwave radio relay circuit
ready for commercial television op-
eration between New York City and
Schenectady, N. Y., and will extend
the ecircuit to Syracuse, N. Y., if
these plans are approved by the Fed-
eral Communications Commission.
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FM-AM Transmitter Equipment
Sales Up for First Quarter

Sales of AM and FM broadcast
transmitting and studio equipment in-
creased by nearly $400,000 during the
first quarter of 1947 over the last
quarter of 1946, according to the
Radio Manufacturers Association.

Deliveries of domestic broadcast
transmitter and studio equipment by
RMA member-companies totaled $3,-
257,394 in the first quarter of 1947
against $2,863,440, which also includ-
ed television equipment sales, in the
fourth quarter of 1946. Television
transmitter and studio equipment sales
figures were not included in the 1947
quarterly tabulation as insufficient
companies filed reports.

Deliveries of AM transmitting
equipment increased from $788,567 in
the fourth quarter of 1946 to $1,135,-
868 in the first 1947 quarter, while
FM transmitter equipment sales rose
from $389,844 to $943,812 during the
same periods,

G-E Advances A. F. Wild

A. F. Wild has been appointed sales
manager of television equipment in the
General Electric transmitter division
at Syracuse, N. Y, it has been an-
nounced by P. G. Caldwell, manager of
the division’s sales. Prior to his new
appointment, Mr. Wild was employed
in the sale of aviation -electronics
equipment for the transmitter division.

G-E Perfects Néw TV Tube_

Vincent J. Schaefer, left, Gen-
eral Electric engineer, explains
to W. Hayes Clarke, sales
manager of receiving tubes
for the Electronics Depart-
ment’s Tube Division, the rev-
olutionary features of the new
aluminum-backed television pic-
ture tube. The new tube, to be
used in television receivers sim-
ilar to the large-screen set in
the photo, triples brilliance and
clarity on viewing screen of
home television models.

Research labman Schaefer
conceived the idea during war-
time experimentation with the *
preservation of snow crystals.
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- NEW! SENSATIONAL!

12" TELEVISION KIT hy TRANSVISION

I#'s TOPS IN TELEVISION VALUE!
1/ TIMES BIGGER PICTURE THAN WITH 10 INCH TUBE.

Again! Transvision leads the field with a
magnificent 12 inch_Television Kit! Engi-
neered for easy, rapid assembly.

See it, hear it! The great performance of this su-
perb set will shatter all your previous conceptions
of television quality and ‘value. It’s the TOPS IN
TELEVISION! BUY IT AND SAVE SEVERAIL HUN-
DRED DOLLARS with this outstanding television
recelverl

CHECK THESE FEATURES ___ Standard Model

12 inch picture tube (magnetic type) . . Picture size
square inches (1-1/3 times bigger picture than

- with 10” tube) . . R, F. Unit factory wired and
. pre-tuned gives reception on all television channels
4 mc, bandwidth for fuil picture definition I

,000 volts second anode potential for brightness
nd contrast . . 3 stages of picture I. to!

2 inch picture
imum picture sensitivity (better than 50

. Stabilized syncronizing circuit as-
fcture . . Advan

. . . As ecasy
quality, a; Parts used througlout . . Ove
all chassls size: 20” wide x 187 deep x 18” high

¢/ Complete with all tubes, 12 Inch picture tube,' SPECIALLY DESIGNED FOLDED DI POLE ANTENNA 7.

with 60 ft. of lead-in cable, and complete easy-to-follow Instructions .

. Nothing more to buy.

DE LUXE MODEL WITH SUPERB BUILT-IN FM RADIO.

Same as above, plus the following ADDITIONAL FEATURES . . 50-2
the entire FM d d elevision channels .

16
. Cut-off switch eliminates unused tu

mc. continuous tunlng. Covlers
es when

e and console models with beautiful rubbed wood finish avallable at moderate
additional cost. Table model measures 24”7 wide x 17+ high x 18~ deep. Fully drilled, packed in air-

custdoned carton.

ee your local distributor, or for further information write to:

TRANSVISION ING.. Dopt. R, 385 North Ave. Mew Rochelle, N.Y.
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RCA Victor Executive Says
Yideo Reaches 25,000,000

Television today broadcasts to re-
gions in which lives nearly 25,000,-
000 people in eight metropolitan mar-
kets, Dan Halpin, RCA Victor Tele-
vision Receiver Sales Manager, told
members of the Electric Institute in
Washington, recently., He estimated
that by 1948, television broadcast
service will be extended to cover
the area in which 10,000,000 additionat
people live. The stations going on
the air between 1948 and niid-1949
will bring television service to, con-
servatively, 15 additional cities, he
added.

Among the tips for the stimulation
of television receiver sales which Mr.
Halpin gave were:

1. Make sure that every sale is
made to customers living where good
reception is possible. )

2. Direct sales effort at public

" places, country clubs, and other loca-

tions where the receivers can sell
themselves by demonstration.

3. Invite organizations collectively
for demonstrations.

4. Keep stores open in the cve-
nings when the best programs are on
the air and prospects who work dur-
ing the day can see the shows.

5. Have the set operating in the
store window and invite prospects
to come in for demonstrations with
window signs, providing that city or-
dinances do not forbid such demon-
strations.

6. Use direct mail so selected cus-
tomers can preview new models be-
fore public announcement in the
papers.

7. Seek out particular local and
specialized appeals in your city or
neighborhood for stimulation of tele-
vision receiver sales. .

Yideo Demand Outside
N. Y. Growing, Says Hoge

Television set owners in thirteen
states, the District of Columbia, and
Mexico now have United States Tele-
vision receivers, it has been announc-
ed by Hamilton Hoge, UST Presi-
dent, New York. The number of
states where UST sets are located is
expected to increase due to the num-
ber of television stations planned in
many states.

“The demand f{for television re-
ceivers from the area outside of New
York City has steadily grown. It
now exceeds by 120% the demand of
the Metropolitan area,” Mr. Hoge
stated. :

To help spread the new medium,
this firm is concentrating on ship-
ment outside New York City., In
areas where television programs are
new, large-screen projection receiver

is especially wanted because its 25

inch by 19 inch, or 475 square inch,
picture can be seen by hundreds of
people in one public space.
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RECORDS AND PHONOGRAPHS

A SECTION OF RADIO & APPLIANCE JOURNAL

Guest. ..
EDITORIAL

RADIO & APPLIANCE JOURNAL is endebted to
Herbert H. Borchardt, executive vice president of the
Recoton Corp., New York, for this month’s illumin-
ating guest editorial on the phonograph needle pic-
ture as it exists today.

The Needle Industry Comes of Age = Sk
HERBERT H. BORCHARDT

AT present many dealers have the impression that the phonograph needle picture
is badly involved. Some feel there are too many different numbers on thz
market today and too many conflicting claims to add to the confusion.

Actually, if you take time to study it, you will see that the majortiy of needles
can be channeled into three types: (1) Steel Needles, (2) Precious-metal-tipped
needles, (3) Sapphire, more popularly known as “jewel-tipped” needles. Any other
needles on the market are merely variations of these main types.

STEEL NEEDLES are most commonly used. They must be changed often,
however, to reduce record wear to a minimum. Needles equipped with precious
metal and sapphire points last much longer, of course. PRECIOUS METAL
NEEDLES are fitted with a permanent type point that has a high percentage of
osmium alloy. These needles will stand up under thousands and thousands of plays.
They eliminate the annoyance of constant changes. SAPPHIRE-TIPPED NEEDLES
are fitted with points that are shaped of precious stones with exact precision. This
is possible because of the hardness of the stone. They last longest and provide the
smallest degree of record wear.

Now here is the basic reason for the large variety of needle types within these
three catagories. There are so' many different types of pickups of various weights
and qualities, such a wide range of amplifiers and loudspeakers on the market today,
that the needle manufacturer must put out enough types of needles to satisfy each
user’s needs. For example, there are types made to bring out the individual qualities
of such recordings as dance music, popular ballads, instrumental and symphonic
numbers, bel canto and operatic as well as choral recordings. And, of course, there
is always the problem of consumer budget and competitive pricing to be considered
and solved.

These are the factors the manufacturer must consider in setting up his lines.
Every needle, no matter whether popular priced or expensive, is a precision product
that can be produced only by skilled craftsmen. In addition every needle must be
able to follow the tiny modulation line with hair-line exactness. And every needle
must be crafted so that the life of the record is preserved.

The needle market has reached the stage where skilled workmanship and
advanced technical knowledge have made available the finest needles known to
science. We must consider the public our partners. It is the responsibility of those
who sell needles to help the public choose the right needles for the right purpose. It
AUGUST is a public relations job that is being carried on every day through advertising, pub-

1947 licity, display, selling and every other medium used to promote a better appreciation
of needles by both the retailer and the consumer.
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Blind Record Dealer Jim Albertson easily seleets a record by means of his Braille file system.

BLINDNESS NO HANDICAP
TO JIM ALBERTSON

He’s One of the Nation’s Best Record Dealers

BLINDNESS, for many years be-

lieved to be an insurmountable
handicap, has slowly become no
more of an obstacle to a full enjoy-
able life than a minor bodily im-
pairment. With the aid of new scien-
tific developments, the blind are tak-
ing their rightful place as useful
members of their communities. And
each year they add to the fast-grow-
ing total of new accomplishments.
Jim Albertson’s career is a classic
example,
On May 13, 1944, Jim established
his own business, the Queen Anne

Record Shop in Seattle, Washing-
20

ton. This was truly an important
step.

The retail record trade, tough,
highly competitive, is one requiring
full use of mental physical facul-
ties, especially sight. Eyes are in
constant play; to read record labels,
catalogues, listings, inventory con-
trols, tabs and other items vital to the
maintenance of a record shop. The
average record dealer will tell you
that it is more than enough for him
to handle. For one who is blind “it
would be impossible.”

Jim proved this erroneous concep-
tion to be wrong in 44, and since

then has been providing additional
proof. His thriving business is out-
spoken testimony to rugged will and
disregard for adversity.

He knew the sun must be shining
in full glory that morning inside with
the realization of a dream that had
been nine long years materializing.
Lver since he had arrived in Seattle
i 1935 from the State School for
the Blind, Vancouver, Washington,
he had spun gossamer visions of own-
ing his own record shop. An avid
record collector, with more than 3,-
000 in his collection, he had filed

away in his prodigious memory
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countless classifications of classical,
semi-classical and popular music.
But to open a record store of suf-
ficient size took hard cash, and all
he had was two dollars, just enough
to buy two 12-in. records. So he

went to work.

At the Light House, a non-profit
Seattle organization for the blind,
hhe got a job making brooms. He
worked hard and assiduously, his
goal drawing closer with the little he
managed to set aside each week.
For nine years he struggled, until
he had saved $900. Not much to
}open a full-fledged business, but
enough for Jim to roll up his sleeves,
arrange for a location and secure
record franchises.

There was much scurrying around,

many consultations, a host of de-
tails to iron out and a constant flut-
tering in his stomach to quell, but
he kept right on going until the
day he threw open the doors and
posted a “Grand Opening” sign for
all to see. He had finally arrived.
f Minor headaches piled up. A
%cash register was unobtainable in
those days, so for the first week in
business Jim used his mother’s muf-
fin tins for a change drawer. Other
improvisations on wartime. scarcities
Zwere made, with Jim’s rich sense of
humor adding a touch of whimsy
to ingenious substitution.

- From the first, his store attracted
customers and made money. Be-

sides being the only record shop in a
neighborhood shopping section, the
Queen Anne was a well-designed
;establishment, attractively furnished,

Jim (in center)
waiting on cus- !
tomer at booth |
demonstrator. He
knows the loca-
tion of every al-
bum shown on
the racks.

with a huge variety of records. And
of course the news that the proprie-
tor was blind appealed to the “will-
to-do” instinct of the population,
compelling hundreds to visit the
store. It was a major achievement,
a towering triumph over the fickle-
ness of fate, and Jim, as he closed
the doors that night, was filled with
a well-being he had never known.

His selling methods are unique.
Customers are constantly amazed at
his powers of memory. Each morn-
ing he memorizes the albums on dis-
play, and without hesitation, can pick
out the one requested. His steps are
so sure and his accuracy so unerr-
ing that many a customer has been
left open-mouthed in astonishment
upon learning he is blind. He has
not failed yet to pick up the right
album or record.

Jim is aided in locating merchan-
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; Jim Albertson,
#right, showing
.. John Marramore,
i left, and Bert
Proctor a framed
dollar bill of first

» sale.

dise with the use of cards marked

in Braille. These cards,]affixed to
all albums and single records, bear
the name, number and price for
facile identification. Classical albums
are displayed alphabetically and ver-
tically by composer; popular albums
are grouped by artist’s names. Al-
bums are arranged for 100 per cent
self-selection.

Now 33, Jim became blind when
he was 12 as a result of a sledding
accident. He studied the violin and
piano in selected schools and con-
stant playing with orchestras and
chamber music ensembles provided
him with~ a thorough musical back-
ground.

Apart from his lack of sight, he is
a healthy, robust young man with a
penchant for good music and salmon
fishing. He enjoys taking visiting
salesmen to nearby Puget Sound,
mixing talk of records and business
with rods, reels, lines and salmon
flies.

He married in 1945 and shortly
afterward he and his wife adopted
Larry, a thirteen-year-old boy. A
member of the Lion’s Club, he is
chairman of the Lion’s Club Com-
mittee for the blind.

Jim’s complete mastery over what
was formerly regarded as a tragic
affliction has inspired everyone he
has come in contact with. His suc-
cessful career should serve as a
beacon-light pointing the way to a
new lease on life.

Blindness is no longer an obstacle

. it is but an added stepping-
stone to a happy life.
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. .- New Phonographs and Needles...

SONORA Model WGFU-242

BOSH WeIB.Tey

MODEL WGFU-242. Walnut plas-
tic phono-radio. Superhet tuning
535-1620 KC; built-in loop—needs no
aerial or ground; full-featherweight
crystal pickup; arm-rest; push-button
motor switch; plays both 10"/ and 12/
records. Underwriters approved. Size:
93477 wide, 1234” deep, 614" high.
Tube complement: one 12SA7, one
125K7, one 125Q7, one 35L6GT, and

one 35Z5GT. Price: $39.95. Also
Model WGFU-241. Ivory plastic
phono-radio. Same as above, but

tvory. Price: $4295. Please men-
tion RADIO & APPLIANCE JOUR-
NAL when writing for manufacturer
information: Imberman and DeFor-
est, 25 E. Jackson Blvd, Chicago 4.

JFD Ruby Sapphire Needle

(/FY)

/ PRECISION )
L MALE

L

JFD Manufacturing Co., Inc., has
recently announced the assembling of
their new 1947 line of Phonograph
Needles. The new line consists of
eight phonograph needles, one Juke
Box sapphire needle and two cutting
styluses.  The phonograph needles
range from the popular 15-cent needle
to the fine ruby sapphire needle which
JFD guarantees forever by registered
certificate, (see illustration).

Literature describing JFD phono-
graph needles may be had upon request
to Dept. M, JFD Manufacturing Co.,

22

Inc, 4117 Fort Hamilton Parkway,
Brooklyn 19, New York. Please
mention RADIO & APPLIANCE
JOURNAL, August, 1947, when writ-
ing to manufacturer.

AUDIO Two-Tube Phono

Newest product from the factories
of Audio Industries, Michigan City,
Ind., is a two-tube phonograph ampli-
fier, featuring a five-inch permanent
magnet speaker; plays 10 or 12-inch
dises. Plywood case is covered in blue
leatherette with contrasting lining.
Retail price is $29.95. =

i

Please mention RADIO & APPLI-
ANCE JOURNAL, August, 1947,
when writing to manufacturer.

RECOTON Needle Vendor

The new custom-built needle vendor
developed by Recoton is streamlined
in plastic and metal and works on
the principle of a cigaret vendor, dis-
playing the company’s entire jewel-
tipped needle line in a de luxe show-
case setting.

A new plan makes vendor available
to all dealers, for- the first time. The
dealer pays for ane dozen needles
and receives the vendor free, plus sell-
ing aids. Please mention RADIO &
APPLIANCE JOURNAL, August,

1947, when writing to manufacturer
(251 Fourth Ave., N. Y. 10.)

AUDAR Disc Recorder

A new portable disc recorder that
incorporates many characteristics of
studio type units has just been an-
nounced by E. W. Applebaum of Au-
dar, Inc., Argos, Indiana.

Built to provide professional per-
formance, yet priced for consumer
sale, this Audar Model RE-8 includes
a high output amplifier, neon record-
ing level indicators, 614’/ heavy duty
PM dynamic speaker, and hand micro-
phone with seven feet of cable. All
switching from recording to play-
back is governed by a single control
which automatically makes the pro-
per tone compensation adjustments.
Entire unit furnished in two-tone
leatherette carrying case measuring
15787 x 179" x 934”. Retail price
$129.95. Please mention RADIO &
APPLIANCE JOURNAL, August,
1947, when writing to manufacturer

EMERSON Model 549

Emerson Radio and Phonograph
Corp., 111 Eighth Ave., New York
11, N. Y, has release of its new all-
electric automatic record player
model 549. Priced at $39.95 the com-
plete electric phonograph with auto-
matic changer and amplifier for con-
tinuous playing of 10-inch or 12-inch
records is finished in two-tone simu-
lated leather. The set features a 3-
tube amplifier, 6-inch oval Alnico §
permanent dynamic speaker and a self
starting constant speed AC motor.
Please mention RADIO & APPLI-
ANCE JOURNAL, August, 1947,
when writing to manufacturer.
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DISCS DOTS AND DATA

Arthur Freeman Heads
Apollo Chicago Office

Hy Siegel, president of Apollo
Records, 342 Madison Ave., New
York, and Henry Servais, general sales
manager, announced during their at-
tendance of the NAMM convention in
Chicago, the appointment of Arthur
Freeman to the managership of Ap-
ollo’s Chicago branch office.

The new manager is adding extra
salesmen to the territory and will
concentrate on cooperation with deal-
ers and operators in Illinois, Indiana,
Iowa, Missouri, Minnesota and Wis-
consin.

Abridged Version of ‘“Messiah”
Issued by Bibletone

For the first time in the history
of the record inustry, an abridged
version of Handel’'s great oratorio
work, “The Messiah,” has been re-
leased by Bibletone, Inc.,, New York,
at the low price of $4.70,
tax, which places this album within
the reach of all lovers of great music.

Condensed to four records, this al-
bum contains 24 minutes of carefully
selected recordings packed full of the
most precious musical gems of this
oratorio master-work . . . with full
consideration for continuity, both ar-
tistic and scriptural.

Electrovox Introduces
New Walco Needle

A popularly priced, genuine diamond
tipped phonograph needle has been in-
troudced by Electrovox Co., Inc., man-
ufacturers, formerly of Newark, N. J,,
now of East Orange, N, J. The Walco
Diamond carries a list price of $12.50,
one-fourth the cost of diamond needles
heretofore offered to record buyers.

Decca to Make 50-Cent Record

Decca Records, Inc, New York,
will soon market a new fifty-cent rec-
ord series under its ‘“Blue Label”
which will enable Decca to have rec-
ords in each price class and also per-
mit the company to reissue some titles
which have been unavailable for some
years.

Larger Plant for Electrovox

The Electrovox Co., manufacturers
of Walco phonograph needles, have
acquired a new and larger plant at
66 Franklin St., East Orange, N. J.
Branch offices will remain unchanged
at 224 S. Michigan Ave., Chicago,
Ill, and in Los Angeles at 2216 West
11th St.

Musicraft Reorganized

Musicraft Records, Inc.,, New York,
now thoroughly reorganized and re-
financed, has launched a campaign
to regain its position as the leading
independent record company, it has
been announced by President Jack
Meyerson.
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