


/ZEPUTATlON OF THE MAKER

?ELIABLE PERFORMANGE
T?EPEAT SALES FOR YOU

When you buy any radio replacement parts you generally
measure their value by some standard. When you buy
replacement vibrators it is well to consider these three “R’s”.
Mallory Vibrators result from the use of high-

1. Reputation of the maker. Because
Mallory has been associated with power supply
vibrators from the very start, its engineers
have the longest experience and broadest
background in the industry on which to base
soundness of design and quality control of
production. That is why Mallory made Vibra-
tors are original equipment in practically 80%
of all auto and other battery operated radio
receivers built today.

2. Reliable performance. The exceptional
long life and trouble-free performance of

est-grade tungsten contacts, fine mechanical
balance, permanent alignment of component
parts, positive starting, absolute freedom from
broken reeds and general technical excellence.
Long production experience on a few basic
designs . . . long inspection experience in testing
them . . . assure you uniform high quality.

3. Repeat sales for you. You are in busi-
ness to make money . . . and Mallory Replace-
ment Vibrators are profitable, even from a
single sale viewpoint. But their real value to
you lies in their ability to satisfy customers,
and to bring them back when their sets need
servicing, 1o enable you to sell them other
goods and services.

Remember . . . yoa can rely on Mallory
Yibrators for a long life of dependable service.
Satisfied customers, and freedom from com-
plaints and expensive no-charge re-servicing
will bring you more
profits. Be wise. ..
always use genuine
Mallory Vibrators.

Use

MALLORY

REPLACEMENT
CONDENSERS... VIBRATORS

REPLACEMENT
VOLUME CONTROLS
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SUCH BIG 9-TUBE RADIO CONSOLE ™

,,,,, 10-TUBE PERFORMANCE

~ ANOTHER Q:
e STEWART
" PRODUCT

STEWART WARNER CORP. . 1828 DIVE3ZSEY PARKWAY, CHICAGO
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ERE are the greatest values in
Stewart-Warner’s whole history
of radio super-values! Brand new
models—superb in tone, alive with
power, outstanding in size and styling

—and with price tags that are sensa-
tional. Just look, for example, at the
record-breaking value you can offer
prospects in that huge, 42-inch hand-
rubbed $69.95 console! . ..

¥/ 9 Tubes including rectifier and 1 double-purpose tube

Built-in Magic Antenna

3-Position Tone Control

NNNXIXXXXXN

RADIO and Televisian RETAILING, FEBRUARY, 1940

Magic Keyboard Automatic Electric Tuning

Covers all bands from 540 to 18,000 Kc.
Connection for record-player and television sound
12-Inch DeLuxe Dynamic Speaker

AVC and Bass Compensation

Massive hand-rubbed cabinet
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THIS FINANCE PLAN

PROTECTS YOUR PROFITS
AND PROMOTES YOUR SALES

IT°'S THE NEW DEALER RESERVE PLAN

IT DOES WHAT MOST PLANS FAIL TO
DO—PROTECTS YOUR PROFITS ON
TIME SALES

o
(2]

IT OFFERS A NEW LOWER RATE

IT REQUIRES ONLY ONE RATE SCHED-
ULE FOR ALL HOME APPLIANCES AND
RADIOS

IT'S A PLAN YOU SHOULD BACK TO
THE LIMIT BECAUSE—

IT'S A SALES-MAKING PROFIT
PROTECTION PLAN

© 00

BIG part of your profits should come from your
time payment sales.

But will it?

Not if your finance plan is all shell and no meat.
Not if it looks good but works badly—for you. Noz if
it fails to offer liberal terms and low charges to at-
tract the buyer. Not if it fails to protect the dealer
during the first six months, the period when most re-
possessions occur. Not if it leaves you to pay your re-
selling costs out of your merchandise profits.

What is there about this new Commercial Credit
Plan that makes it a stand-out—the safest plan—the
one really practical plan for most dealers? Because it
is a profit protection plan.

Compare these features with other plans.

Commercial Credit has again cut appliance finance
charges. One simplified rate chart covers all appli-
ances and radios.

The Commercial Credit Dealer Reserve Plan sets

aside a cash reserve for the dealer running as high as
$5.40 a deal. Here's why—

Finance company experience proves that a certain
number of appliances sold on time are afterwards
repossessed. After paying repossessing, recondition-
ing and re-selling expenses, the dealer frequently
realizes an amount that is less than the original selling
price, thereby establishing a loss.

And why should a dealer lose this large part of his
original profit on the merchandise? He shouldn’t have
to. Under this new plan, the customer charge, low as
it is, includes a covering margin to protect the dealer.

® ok ok k%

As optional arrangements, Commercial Credit
Financing Service offers at the same low rates the
Limited Liability Plan—popular with many dealers—
as well as the Purchaser Discount Plan—created to
reward the prompt paying purchaser with a discount
on each instalment paid within three days of coupon
date.

Regardless of which plan the dealer may select,
Commercial Credit never loses sight of one of its
main responsibilities. It provides a sound, adequate,
liberal credit and collection service.

The Commercial Credit Plan is a merchandising
plan in every respect. Terms are liberal with payments
small enough to minimize the price of the appliance.
Special plans are offered for short-term financing; for
quarterly payments by farmers; for combination and
“add on” sales.

The liberal low-cost FHA Plan is offered through
Commercial Credit service for the financing of eligible
equipment.

* ok ok kX

Commercial Credit Companies offer a Floor
Display Plan for financing a single unit or an
entive display of new merchandise. Terms are
liberal, and the charges extremely low. Dealers
may also arrange to demonstrate this merchandise
m the prospect’s home, Ask your local office for
Jfull detaidls.

CoMMERCIAL CREDIT COMPANIES

Serving Manufacturers, Distributors and Dealers throughout the United States and Canada
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ARCHBOLD
EXPEDITION

Richard Archbold
{left) at Wake Island,
enroute to San Diego,
Hollandia.
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RICHARD ARCHBOLD, of the American \ Ty O U

\ Museum of Natural History, has recently completed one of \Q/ew Guinea.
the most astounding expeditions of modern times. P

PORT
HECLAND

S

WithhisConsolidated Aircraftseaplane**GUBA,"’
he was the first to follow the equator around the world,
spanning the Pacific, Indian, and Atlantic Oceans. The
first to fly a seaplane across Australia, Africa and North f =
America. The first to explore the interior of Netherlands If v e T Pl '-.‘\“d inst
New Guinea where he discovered a new tribe estimated at feSOUt u;’an 7 ¢ fortttﬁe against 3
60,000 people. Hardships, privations, dangers, tests of skill, every=tuberreplacemen er_nergency,

remember that Raytheon is the one
resourcefulness and courage 24 hours of every day for

manufacturer that makes them all.
EoTemtiis) @ pea: And they cost no more

On such an expedition the equipment MUST be y no more.
good . . . the VERY BEST. And so it was inevitable that TRANS. % MITIING

C-TYPE

RAYTHEONS were chosen for the communications system.
And they delivered in the most grueling test imaginable.

Yet there was nothing special about these
RAYTHEONS. They were the one quality product of RAY-
THEON engineers, specializing exclusively on tubes . . .
engineers anticipating fast moving radio circuit develop-
ments, and pioneering in tube design and constructions to
meet these developments in advance, with the utmost of
efficiency.

BANTAM

LoKTaL

HEARING AlD

So today there's a RAYTHEON for every tube
requirement, whether for the ordinary or for the most
exacting of needssuch as the Archbold Expedition demanded.
NEWTON, MASS. ¢« NEW YORK ¢« CHICAGO o SANFRANCISCO e« ATLANTA

“WORLD’'S LARGEST EXCLUSIVE RADIO TUBE MANUFACTURERS”
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REASONS WHY THE DEMAND FOR
UTAH VIBRATORS INCREASED 63%

The preference for Utah Vibrators has grown with the industry, because most of the
important vibrator developments have originated in the Utah laboratory. Outstanding
design and advanced engineering have maintained their leadership. In 1939 the
demand for Utah Vibrators increased 63% because:

Complete exact replacements can be made with the Utah line.

Absolute dependability is assured by Utah’s rugged, time-proved construction.
Finest materials obtainable are used in the manufacture of Utah Vibrators.

“Life Tested’ in Utah’s laboratory—the industry’s most versatile and best equipped.

12 months guarantee—against defective workmanship and materials.

The assurance of complete satisfaction has led thousands of users to standardize on Utah Vibrators.
You, too, can be sure of all these advantages by insisting on Vibrators that carry the Utah label.
For Vibrator information, write Utah Radio Products Co., 810 Orleans Street, Chicago, Illinois.
Canadian Sales Office: 414 Bay Street, Toronto, Ont., Canada. Cable Address: Utaradio, Chicago.

VIBRATORS

SPEAKERS « TRANSFORMERS « UTAH-CARTER PARTS
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