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Pursuing a prospect in Peru...

You'll find it's easy and economical, too, to make and

keep business connections abroad by telephone. Voice-to-voice
visits with foreign prospects and customers help

create mutual understanding.

And telephoning is always a pleasant way to keep in
touch with friends and relatives overseas. You'll enjoy hearing
their voices. And they’ll enjoy hearing yours.

You can call most countries around the globe today. Just say
to your Long Distance operator, I want to make an overseas call.”

is easier to do by telephone!
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THE COVER

William Balderston, the new pres-
ident of Philco Corp., got into elec-
tronics by a round-about route. His one
idea after graduating from high school
in his native Boise, Idaho, back in 1913,
was to earn cnmlgh money to get an
engineering degree at the l1|1'\u’>it_\'
of Wisconsin. So he went to work for
two years with the U.S. Reclamation
Service in Wyoming.
© ])Clll_\-—lllL‘VS',;lllg']lng. 6-ft., 2-in. Bal-
derston finally made it, pulling into
Madison, Wis., on a sheep train with
$900 in his pocket. A spell as lieutenant
in the field artillery during World Wa
[ delayed his college career. But he
managed to get back to Wisconsin to
receive his alilih)m;l with the class of ’19.

Balderston was headed for a career

with the government irrigation service
when he married Susan Bowen Ramsey,
whose father operated the Ray-O-Vac
Co. plant in Madison. Government
work went by the boards: Balderston
spent the next decade with Ray-O-Vac,
rising to vice-president of the battery
company.
e Transitone—Balderston got out of the
battery business when plug-in sets fin
ished off batteries as a power source
for home radios. The next step took
him t() Long Island where he negoti-
ated an interest in Transitone Co., a
,;mncu auto-radio company.

When Philco bought the company

in 1930, Balderston got the assignment
of organizing an auto-radio division.
e War Work—Balderston’s salesman-
ship helped Philco get its wartime con
tracts. He undertook a tough deadline
on airborne-radar equipment.  Philco
made good by delivering the first unit
to Wright Field in a boxcar specially
fitted out as a laboratory for last-minute
adjustments. Balderston became vice-
president in charge of war work in 1941,
president of the company in 1948

The Philco head lives in Meadow
brook, on the outskirts of Philadelphia,
where he indulges his hobbies of gar
dening and photography.
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PAPER can...

e IMPROVE

o REPLACE MORE
EXPENSIVE
MATERIALS

e REDUCE COSTS

PRODUCTS
e INCREASE

PRODUCTION
Let our paper engineers analyze your
problem . . . if a specialized paper is
the solution, Gentral .can design and
build:it.

50 YEARS OF LEADERSHIP

1899 £
REG.U.S. @gﬂ] []g@ PAT.OFF.
1."/11" “‘\.‘
CENTRAL PAPER COMPANY INc.

2462 Lakeshore Drive » Muskegon, Michigan
BRANCHES IN LEADING CITIES

PERSONAL

fo the
1019
WICHITA

TRAVELERS
Who visit
us
regulariy!

We appreciate
your visits . . .
and we would
like to show you
...and your friends .. that our newly-dec-
orated rooms, delicious food and superior
service are even better now! Coming back

Shirvin

HOTEL

Dan W. James, Pres.

QK LAHOMA CITY, OKLA.

Hospitality Heart of the State.
600 rooms from $3.50!
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TELEVISION sets and tubes surpass radio sets in dollar volume. T'hese two . . .

New Lines Pace Philco Growth

Thanks mainly to its refrigerator division, Philco had its

biggest year ever in 1948. That shows where you can get with a

trade name, a big sales machine, and shrewd diversification.

Philco Corp.’s 1948 sales record
proved a knockout, even for Philco.
['otal sales, the Philadelphia company
reported last weck, came to a whopping
$275 4-million. That is a $48.9-million
increase over 1947, and the best sales
volume m the company’s history.

Significantly, the greater part of the
increase—about $36-million—was due to
sales of refrigerators and air-condition-
g units.

e Radio Sales Off—Philco is, of course,
the nation’s No. 1 manufacturer of

radio receivers. But their importance
in the Philco scheme of things is on
the wane. In the last quarter of 1948,
the dollar volume of television-set pro-
duction began to overtake that of radio
sets.

[he division producing TV, radio,
and combination sets last year contrib-
uted 46%
ume. This was a notable decline in per-
centage from 1947, when the division
accounted for 54% of Philco’s sales.
I'he division’s sales in 1948 came to

of the company’s sales vol
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“Here’s where your
office noise stops’’

This new ceiling will end your
noise problem. When noise
strikes the perforated surface
of Armstrong’s Cushiontone® as
much as three-fourths of it is
immediately absorbed. In an
atmosphere of quiet, employees
feel better, are better able to
concentrate. Naturally, they’re
going to be more efficient.

Armstrong’s Cushiontone is a
fiberboard acoustical material
with 484 cleanly drilled holes
in each 12” square. Its entire
surface—including bevels—is
factory painted white. It reflects
light well without glare, cleans

easily, and can be repainted
whenever necessary without loss
of acoustical efficiency.

Cushiontone goes up over new
or old ceilings, with little inter-
ruption of your routine. And its
cost is surprisingly low. Ask your
Armstrong acoustical con- /e
tractor for a free estimate. &

WRITE FOR FREE BOOKLET
Entitled “What to do
about Office Noise,”
it gives complete de-
tails about Cushion-
tone. Write to Arm-
strong Cork Com-
pany, 4904 Walnut
St., Lancaster, Pa.

ARMSTRONG'S CUSHIONTONE

R N R

$127.3-million, only about $5-million
more than in 1947.

Other Philco lines—vacuum tubes,

dry batteries, accessories, government
business—showed increases, though not
so great as the refrigerator division.
e Trailing the Leaders—Philco got mto
refrigerator production a bare eight
years ago, which means that it has been
hampered since then by a wartime shut-
down. Despite that, its refrigerator di
vision has turned in a remarkable sales
record. Sales zoomed from 25% ($25.1
million) of the Philco total in 1946,
to 40% ($110-million) last year. The
1948 increase in rcfrigcrzltm'is;xlcx came
to 62%. in air-conditioning sales to
159%. Only freezer sales dropped, be
cause of steel shortages.

In these few years Philco, starting
from scratch, has pushed refrigerator
sales to a point where they are on
Frigidaire’s and General Motors’ heels.
And it has likewise become a leader in
the production of single-room air-con-
ditioning equipment and home freezers.

Philco’s history is one of well-timed
diversification. This helps to explain
why the company’s main emphasis has
shifted in 20 years’ time from radio bat
teries to radios, then to refrigerators and
television sets.

e Other Factors—There are other im
portant factors as well in Philco’s out-
standing 1948 performance.

Price cuts are one of them. Philco
timed them well, sliced both refriger
ator and radio-set prices early last year
(BW—Feb.7'48,p10). This was strictly
in accord with well-established Philco
policy, founded when it was a new-
comer to radio-set ])mdm"tinn 20 years
ago; Philco’s price cuts then rocked the
industry time and again.

Philco is the first to say that advertis-

ing was another big factor. Philco’s
new lines have inherited two decades
worth of advertising to establish the
Philco trade name. That cost Philco
¢75-million all told. And last year it
continued to splurge on newspaper ad-
vertising, backing this up with advertis-
ing in other media. That includes such
radio shows as Bing Crosby, and the
Philco Television Playhouse.
e Dealers and Distributors—Philco’s
highly developed dealer-distributor net-
work was another important factor in
last vear’s success. The company has
built this up over the years until it
now Ccomprises more than 130 whole-
salers and 16,000 dealers. Philco is an
old hand at keeping its distributors and
dealers 11;11)])_\'~—p;1rfi('u];\r]_\' when sales
need a shot in the arm. On May 27
you will see a typical Philco operation:
The Queen of Bermuda will sail for
2 chartered cruise to Havana, carrying
top-selling Philco dealers from New
York and Philadelphia as a reward for
licking their sales quotas.

Once in a while Philco is just a little
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SUNROC
“best value for

(g your money’

SUNROC
Super Cooler
Provides spacious
refrigerated stor-
age compartment,
3 trays of ice cubes,
ample chilled

drinking water.

At :lppmxim;ucl_\' the same initial
cost as standard water coolers,
SUNROC offers vastly superior
models for every purpose.

SUNROC is the only manufac-
turer with national factory serv-
ice facilities for maintaining all
makes of water coolers on a
pl:umcd service contract at a
moderate annual fee. SUNROC
Water Coolers can be enjoyed
with no investment except
low-cost rental, in most cities.
77 percent of the buyers listed
on the national stock exchanges
enjoy the numerous advantages
that only SUNROC offers.

For full information
and a survey of your
water cooler needs, write
Dept. BW-4, Sunroc
Refrigeration Company,
Glen Riddle; Pa.

AMERICAN

MEDICAL
ASSOCIATION
PUBLICATIONS

G
I %8
WATER COOLERS

GLEN RIDDLE, U.S.A.

{

Opp £5
1 y1t
CEs in princiPAt €

«“SUNROC SERVES THE WORLD...a cool drink of water"
. . .
Sunroc Branch offices offer fulland
part time sales work in some
areas, and under ideal conditions.

over-zealous. Recently the Iederal
Trade Commission complained about
the company’s “push money” tech-
niques used to get retail salesmen to sell
its products (BW —Jan.22’47,p85).

Another invaluable ingredient mn

Philco’s success last year was its nation-
wide network of trained service men.
This has long been Philco’s pride and
joy. The company offers frec home-
study courses, classroom teaching and
shopwork, lll)r-t()—(l;lt\.‘ manuals. Last
vear it trained 7,000 men in television
'wr\'icin; and installation—a program
that Philco thinks is larger than those
throughout all the rest of the industry
combined.
e Young Executives—Philco also owes
much to its ability to attract -and keep
—key pcl\mmcl. Its top-executive staff
is a comparatively youthful group. It
averages under 44 years ofrageaYet
the same group averages 18 years of
service with the company. Among
Philco’s lures are (1) a three-year sci-
entific training program carried on with
the help of sev eral universities, and (2)
generous cash bonuses to executives
based on sales. (There’s also a profit-
sharing program for lower-salaried em-
ployees.)

Thanks in large measure to its top-
executive staff, Philco escaped getting
burned when radio-set prices skidded
late last year. In the first nine months
of 1948, Philco squirreled away an n-
ventory reserve of $2.1-million out of
earnings. It could thus write off ycar-
end inventory losses, at a cost of $1.9-
million, and return $200,000 to earn-
ings. It was able to sell its sets at re-
duced prices—and still bring itself and
its distributors out in sound shape.

e Batteries—Philco has gone far afield
from the time it was started back in

e e oo s i i3 P S ST S P

1892 as the Helios Electric Co. with
a capital of $12,000. [t first turned
out a miscellany of electrical goods,
then switched over mainly to batteries
for autos, trucks, and mine locomotives
In 1906 it became Philadelphia Storage
Battery Co.

By 1920, batteries for radio sets had

become an important Philco product.
Philco introduced longer-lived batteries,
battery chargers for the home, then
socket power unit that eliminated the
need for high-voltage B batteries. Hang-
ing on to radio’s coat tails paid off: In
1927 Philco did the bulk of its $15.4
million business in radio batteries.
e Radio Sets—Then a new development
in the radio industry put a headlock on
Philco: Introduction of the kind of
radio you could plug into the wall
socket. That finished off radio batteries
—and very nearly Philco as well

But Philco shifted its ground fast,
went into low-cost radio-set production
on its own. To do this the company
officers had to guarantee personally a
bank loan of $7-million. :

Their gamble paid off, partly because
they were willing to experiment. They
made Philco a pioneer in the conveyor-
belt manufacture of radio sets. Between
August and December, 1929, the new-
comer sold nearly 400,000 sets; in
year's time it jumped from 26th to
second place in the industry ~and got
out of debt. All this it did at a time
when radio-receiver sales were on the
skids. (In 1947 it washed its hands of
large-scale battery production when it
sold its battery division.)

e Car Radios—Philco moved into car
radios in 1930 by buying out Transitone
Co. Shortly afterward it came out
with its own model—selling for less
than $100—and moved out in front as

VIBRATION TABLE tests whether Philco TV set and carton can stand rough travel
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no rushing

when you choose

The BILTMORE

If you face a crowded schedule in
New York, avoid rushing and make
every leisure moment yield maximum
—stay at The BILTMORE.
Everything about this famous hotel
—its modern rooms, its up-to-date

relaxation

One of the
World’s Great Hotels

conveniences, its expert service and
its gratifying accessibility—helps
smooth the way and ease the lot of
the busy New York visitor.

e

Manager

Write for Illustrated Folder

BILTMORE

Madison Avenue at 43rd Street
New York 17
Direct Elevator to
Grand Central Terminal

’L‘l" .;"Z ;,i w,
1 Pl
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Frank W. Regan, President

REVOLUTIONARY New Method of

Rust Control

Outpe rforms other more complex; more costly “preventives’’.
Answers problems never before solved. CLEAN, SIMPLE TO USE!

Eliminates Slushing in Oil-1It's . ..

v I*
O&%ﬂ”- ~ 8 Wrap .
“Yapor Phase Inhibitor developed by

’\”//,

PROOF: identical steel parts exposed
9 months to industrial-marine atmos-
phere. These photos are unretouched.

Without VPI, but With

Without
VPI Slushed in Oil. VPI

ANGIER creped, waterproofed, reinforced
papers for industrial, building and farm use.

MORE than a non-corrosive paper — a revo-
lutionary packaging method of COMPLETE
rust control. Get the facts now!

-
CORPORATION
FRAMINGHAM 7, MASS.
Industrial Packaging Engineers Since 1895

Gentlemen: Please send FREE 12 page booklet,
““Complete Rust Control with Angier VPI Wrap”'.

Name

Address

City &
State

54

York’s Times

SPECTACULAR in New
Square promotes Philco TV with a drum

major four stories high twirling a baton

top U.S. maker of car radios, a spot
it still holds. The Transitone deal also
brought along Bill Balderston, whose
sales territory was Detroit. Last year—
Balderston’s first as president of the
company—saw Philco’s auto-radio sales
hit a new high.

But after the T'ransitone deal, Philco

was still looking for new fields, spurred
by the desire to fill the low spots be-
tween the seasonal peaks in production.
The answer walked in the door in 1939
when Fairbanks, Morse & Co. offered
to sell its entire refrigerator division,
lock, stock, and barrel. Philco jumped
at the chance. By 1940 it had come up
with its own Philco-designed refrigera-
tors, which blazed a new trail: They
had horizontal evaporators and frozen-
food storage compartments.
e New Models—Philco now makes its
refrigerators in the 650,000-sq. ft. plant
of Atwater Kent, the one-time leader in
the radio-set field. Coming off its highly
mechanized production lines are Phil-
co’s 1949 models. The lower-priced ones
have full-width frozen food compart-
ments; all of them provide more room
for food in a smaller box.

At just about the same time it went
into refrigerators, Philco also decided
to change its financial setup and its
name. In 1940 the Philadelphia Stor-
age Battery Co. officially took over the
name that had long been its hallmark:
It became Philco (‘,nrp. It also retired
its closely held preferred stock, offered
its first public issue of common. Work-
ing capital in 1939 was $12.6-million;
at the war’s end, $17-million; last year,
$33.3-million.

e Television—Television is far from be
ing a postwar development with Philco.
In fact, the company got in on the
ground floor with television experi-
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'f pays fo use your
custfom molder’s know-how

say Jewel Radio Executives

No. in a Series on Plastics Skill at Work...

CHANGING HOLE LOCATIONS
on the bottom of the
cabinet was required for
various production runs.
Tech-Art’s solution was
10 use modern multihead
drills instead of a cam
action mold.

PRO JECT: Radio and Clock Cabinet

~USTOMER : Jewel Radio Corporatios
o New York, N. Y.

MOLDER: Tech-Art Plastics Co.

Mottle-Finish Durez

MATERIAL:
Phenolic Plastic

HIGH RATE OF PRODUCTION
was achieved for this cus-
tomer by using semi-auto-
Matic Compression presses
and Thermall electronic
pre-heating equipment to
mold the Durez cabinets.

@® "How many can we turn out...how
fast?”’ An experienced custom molder
sitting in at your planning councils can
often raise the number that you'd get
otherwise.

The Jewel Radio Corporationshowed
Tech-Art Plastics Co. the sketches of a
new radio and clock cabinet. Fast work
was urgently wanted...and the finished
cabinet weighing almost two pounds
would need a rather large mold.

Despite this, Tech-Art engineers of-
fered constructive suggestions, designed
the mold, recommended a general-pur-
pose Durez phenolic plastic, and went
into production within 10 weeks.

When a second mold and produc-
tion line method were put into opera-
tion, the molder produced at the un-
usually high rate of 1800 cabinets per
day. This schedule of deliveries is being
held month after month on a seven-
day-week basis.

Since the success of any part depends
on the material used in it, Durez field
technicians often team up with molders
and customers in product planning.

We'll gladly serve you...and our ex-
perience as phenolic specialists covers
the entire history of the industry.

Durez Pl.lstics & Chemicals, Inc.,
404 Walck Rd., N. Tonawanda, N. Y

MOLDING COMPOUNDS
INDUSTRIAL RESINS
PROTECTIVE COATING RESINS

PHENOLIC PLASTICS THAT FIT THE JOB

ments as far back as 1928. In 1932 it
went on the air with an experimental
license; in 1941 it got the second com-
mercial license in the U.S.—WPTZ,
now the local NBC outlet in Philadel-
phia. (It is now also the part-owner of
a local television station in Atlantic
City, N. J.,, and has applied for a
license in Bethlehem, Pa.)

Philco claims a number of “firsts” in

television. It says that it pioneered
with transmitting pictures with 345
scanning [ines, 441 lines, finally 525
lines—the standard adopted by the Fed-
eral Communications Commission in
1941.
01‘\1)‘11151011—[ ast year Philco turned
out some 200,000 TV sets. This year
it is geared to produce somewhere be-
tween 400,000 and 500,000. It has a
new $3-million television plant in Phil-
adelphia and is spending about $1-mil-
lion to increase the production of TV
sets at Sandusky, Ohio. The company
also announced a few months ago that
it is mechanizing TV-tube pmdn(tmn
at its Lansdale (Pa.) Tube Co. (BW—
Dec.4’48,p90).

Expansion last year cost Philco some

$4-million. This year it plans to spend
about $3.5-million.
e New Venture—Not all of this vear’s
funds earmarked for C\]);ln\im{ are
going to the television and refrigerator
divisions. A new interest of Philco’s—
¢lectric ranges—will also get a substan-
tial share of the funds.

Philco got into this field when it
purchased Electromaster, Inc. (BW—
Dec.448,p90). Its plant at Mt. Clem-
ens, Mich., has a capacity of 100,000
units annually. For the time being,
Philco will go on using the Flectro-
master name; it will probably switch to
the Philco trademark when it develops
its own models.

JUKEBOX OUTPUT REVIVED

The gaudy lights of Rudolph Wur-
litzer’s ]n]\cl)n\nnkmf' business are
coming on again. IFFor 10 months last
year they were out completely while pro-
duction was at a standstill

Now Wourlitzer has resumed produc-
tion “on a modest scale, and has begun
to show a profit.

The whole jukebox industry, says
Woaurlitzer, is in an extremely delicate
condition. The operator still gets only
a nickel a play; he tried to get ] ¢, but
that attempt fell on its face. Meanwhile,
the operator’s costs have climbed stead-
ily. Wages nearly doubled, and record
prices rose.

Even so, business is looking up. Rec-
ord costs are on the way down again.
And Woaurlitzer’'s new models incorpo-
rate a playing arm that makes it possible
to get 2,000 to 3,000 plays from one
rc‘u)rd Previously a disk was good for
a maximum of 100 to 300 1)1,1\9
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