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1974 consoles
‘leapfrog’ industry

"RCA's 1974 console model
color sets will outperform any
other receivers on the market!”

That confident prediction
comes from Rolly Fahl, Man-
ager, Television Products, at
RCA who supports his conten-
tion by pointing to the many
improvements in this years
consoles.

“In the first place, he says,
“all but two of our color con-
soles now have 100 percent
solid state chassis’' and tuners
— "‘AccuColor 100°, we call it —
and theyre equipped with the
advanced Super AccuColor neg-
ative black matrix picture tube.”

“Furthermore,” he continues,
"new circuit designs and great-
ly increased chassis voltage are
giving us the sharpest, clearest,
brightest pictures weve ever
had — and that's what selis tele-
vision sets.

Styling helps too, of course,
and this year's consoles place

Made in Canada

emphasis on the currently popu-
lar down-to-the-floor models in
a well-balanced selection of
Spanish, Traditional and Mod-
ern that will blend perfectly
with any interior,

RCA's exclusive AccuTouch
push-button tuning has also
bean improved this year 1o pro-
vide for twelve UHF channels
rather than the previous four.
AccuTouch is still an important
top-line console feature and
Fahl says that it is being used
more widely this year in re-
sponse to consumer demand

Another important change in
the 1974 consoles is the new
“AccuMatic 4" color control
(see story on page two) that
takes all the guesswork out oOf
color tuning. This enhanced
AccuMatic 4 is being built into
most color sets in the RCA line
and Fahl believes that it will be
an important selling point In
this years models.

In its 26-inch consoles, RCA
has come up with a particularly
attractive and practical idea by
locating the picture controls so
that they swing out convenient-
ly when the concealing door is
openad. This will eliminate the
groping and peering that has al-
ways been an aggravating as-
pect of recessed controls,

“l honestly believe that we
have leapfrogged the industry
this year,” Fahl concludes,
“and | think that the success of
our QRS quality control program
has been such that we have not
only made great improvements
in performance, but have great-
ly increased the overall quality
of all our sets.”

The entire console line 18
made completely in Canada at
RCA's Prescott, Ontaric plant
—- a fact that Fahl believes is of
growing importance in  the
minds of Canadian consumers.

RCA's Relly Fahl really loves his new consolas

All-new solid state portables
boast console performance

This year, for the first time,
RCA is introducing 100 percent
solid state circuitry into  its
Canadian-made 20-inch color
portables. These new portables
will be available in Spanish,
Colonial and Contemporary
designs with optional match-
ing pedestal bases.

Rolly Fahl, Manager, Televi-
sion Products, sees a ready mar-
ket for these new receivers, all
of which feature RCA's new
“AccuMatic 4" color locking
system, solid state tuners and
plug-in modules for easy serv-
icing.

“This is the first time that
we've been able to offer our Ac-
cuCelor 100 circuitry in a Cana-
dian-made portable,” he says,
“with the result that we can now
give console performance in a
20-inch set. We think that cus-
tomers will love them.”

The picture tubes in these new
portables are all Super Accu-
Color negative black matrix and
produce the brightest, sharpest
pictures ever.

A measure of RCA's confi-
dence in this new line of porta-
bles is the fact that fully 40

percent of its 1974 portable pro-
duction will be AccuColor 100s,
The remaining 60 percent will
be composed of sets featuring
the less expensive but equally
reliable Super 90 chassis and
ieader models with the conven-

tional AccuColor chassis'.

All of the 1974 portables are
equipped with solid state tuners
and Fahl predicts that by the
spring -of 1974, virtually all of
RCA's television output will be
100 percent solid state.

RCA has just purchased adver-
tising time on one of Canada's
top-rated television programs,
the CTV MNational News. The
company's new commercials
will begin on June 1 and conti-
nue on a three-a-week basis for
13 weeks. This frequency will
increase to four spots a week
during the fall and winler
months.

"We're getting a head start
on the rest of the industry,” says
Laurie Small, Manager, Adver-
tising, "and we intend to stay
ahead. We want to give our
dealers the maximum support
in their drive for a larger share
of the market this year and were
mounting the most extensive
advertising campaign in our
history to do it."

Small elaborates by revealing
that RCA is now negotiating for
as many as 12 additional tele-
vision spols a week in 15 major

markets across the country
A similar buy will be made
on French language stations

throughout Quebec.

“‘We are also going heavily
into print advertising for our
audio products,” he continues,

dvertising

RCA buys
CTV National News

“and this will include a series
of full-page color ads in national
magazines in both French and
English."”

The theme of RCA's seven
new television commercials will
be simple and straightforward.

“Our market surveys show
that people buy television sets
for beautiful color, not for gad-
gets and doo-dads,” Small
declares. "We've got beautiful
color, so were just going to tell
people about it. It's as simple as
that. . . and as effective.”

Imports
could hurt
Canadian
dealers
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QRS program

RCA talks Quality, Reliability, Service to Canadian suppliers

John D. Houlding, President, ACA Limited [loft) discusses the company's QRS program with Phil Trudel, Manager. Quality
and Consumer Services and Morm Herchak {nght) Sales Manager of Synthane-Taylor, an RCA supplier during an all-day meaest-
ing in Toronto

Top executives from more than
50 of the Canadian companies
that supply materials, parts and
components for RCA television
sets learned about the compa-
ny's comprehensive new QRS
(Quality, Reliability, Service)
program at a recent maeling In
Toronto

The purpose of the meeting
was to establish a closer rela-
tionship between RCA and its
suppliers with the ultimate aim

of Improving the quality of
components that go into s
Canadian-made television re-
ceivers

John D. Houlding, President,
RCA Limited, opened the meet-
ing by emphasizing the com-
pany's continuing commitment
o a “buy Canadian” policy, but
warned against the Iincreasing
pressures being brought to bear
on all aspects of the Canadian
electronics industry by off-shore

compehition.

“In 1867.," he said, "“80 per-
cent of the television receivers
sold in Canada were made in

this country.” “Five years
later.,” he continued, "in the
first 10 months of 1972, this

share of the market had drop-
ped from 80 percent to 53 per-
cent. This means that non-
Canadian producers have more
than doubled their share of our
market.”

"At RCA, we are satisfied that
we can at least reduce and pos-
sibly eliminate further incur-
sions into our markets by 1m-
proving the guality of our pro-
ducts and service, while holding
down costs to a8 competitive lev-
el. . . success will depend to a
imrge oxtent on Uhe cooperation
of you, our suppliers.”

The message was Clear and
sgveral of the vendors present
at the all-day meeting respond-

ed by offering to share their
facilities with RCA engineers
and technicians in order to
produce components which are
maore specifically matched 1o
their function in RCA television
sets.

The suppliers said they wel-
comed the opportunity of work-
ing more closely with RCA, since
it has sometimes been difficult
in the past for them to know im-
mediately when problems arise
and the steps that should be
taken to deal with them. The
QRS program has also led to a
much closer coordination be-
tween the company's own man-
ufacturing plants. This, in turn,
has produced some dynamic
solutions to previous problems
restating atid Tevery
plant now has its own compre-
hensive QRS program with as
many as 10 different projects
in operation at each location.
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New TV tube concept

‘Acculine’ color picture tube eliminates components, Srl‘ﬂDI_I_f__H??_EEW!EIng

RCA is ushering in a2 new gener-
ation of solid state color TV this
year with the introduction of
the "Projecta” line of 15-inch
and 17-inch portables. Both
models feature the radically new
AccuLine picture tube system
which incorporates the first
major color tube design changes
at RCA in almost 20 years.

This new tube utilizes a uni-
que precision, in-hne, triple-
beam gun structure ang em-
ploys vertical phosphor lines to
form the color TV picture, In-
stead of the tri=color phosphor
dots used in conventional tubes.
The result is excellent overall
color performance picture
sharpness and brightness. In
contrast 1o the conventional tri-
color-dot picture tubes, the new
AcculLine system eliminates up
to 12 separate, time-consuming
color tube alignments both at
the factory and in the home. It
also eliminates many complex
circuit components and simpli-
fies servicing.

In addition to innovative en-
gineering, the Projecta porta-
bles feature trim, shallow cabi-
netry which 1s made possible by

the comparative shortness of
the new tube. Both sets have a
smart, contemporary look and
come in a choice of white finish
or charcoal bronze with walnut
grainmg
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Audio

RCA adds

to modqlar
stereo line

RCA is introducing five totally
new modular stereo units to its
1974 line. This represents a
major shift of emphasis for RCA,
but Alex MaclLellan, Manager,
Audio Products, says it reflects
changes in consumer preferen-
ces. “Modular systems will out-
sell console stereo by at least 2
to 1 this year,” he says, "and
with a full range of seven dif-
ferent models varying in price
from $239.95 up to $599.95, we
expect to capture a good share
of the market." All but two of
these modular stereos come
equipped with a built-in Stereo
8 cartridge player, while one of
the others feature a built-in cas-
sette recorder. "More and more
people are putting Stereo 8 units
in their cars,” says MacLellan,
“and they want to be able to play
their tapes at home as well. Con-
sequently, | think this added
feature will be very popular.”
Audiophiles have responded
favorably to RCA's Dimensia |V
Enhanced Four Channel Sound
System and the effect it produc-
es, so five of the new modular
units will be equipped with this

capability. Two other top-line
models have been designed for
easy adaptability to 4 channel
stereo at a later date.

“We're proud of these new
modular designs,” says Mac-
Lellan, “especially since they
were all designed right here in
Canada by our own people.”

Consoles
coming!

A complete line of decorator
designed furniture stereo con-
soles will be forthcoming from
RCA In the late summer, These
new consoles will feature to-
day's best-selling furniture de-
signs, hand-crafted by skillea
cabinet makers at RCA's Owen
Sound, Ontario plant

Gerry Shier, Manager, Mar-
keting, says that the company
has conducted extensive con-
sumer surveys to be sure thatl
these new consoles are In tune
with market demand.

"We are now convinced,” he
says, "that we have a line of real
winners here and | would hate
to see any dealers committing
themselves too early, belore
they've had a chance to look at
what we've come up with, Deal-
er open houses for the new con-
soles will begin in late August
or early September. . . 50 don't
he too hasty, you might just miss
the boat

He’s got our number

A

RCA Dealer Bill Mione of Port Colborne, Ontario isn't one to miss a promao-
tional opportunity. When Onlario’s new five year license plates were olfered
with a “personalised” option, he wasled no time applying for the "RCA 100"
designation. Mione, who is one of the largest RCA dealers in the Niagara
Peninsula, says his new plates are still atiracting lot's of attention.

AccuMatic 4

Mew four-function automatic color picture control

RCA's highly successful Accu-
Matic color control system has
been expanded for 1974 to in-
clude two new automatic func-
tions. MNow, for the first time,
one button automatically brings
brightness and contrast within
a normal pre-set range, as well
as color and tint. All four func-
tions can be "tailored” indivi-
dually within the pre-set range
to conform to personal prefer-
gnce or varous we-.-.-:ng condil-
tions

Automatic Fine Tunming, how-
gver, still remains a separate
function from AccuMatic 4,
since experience has shown that
many customers like to use AFT
independently from the auto-
matic color control. In a cable
area, for example, or if two ad-
jacent stations cause interfer-
ence, AFT can be disengaged to
allow manual fing tuning with-
out sacrificing any of the con-
venience of AccuiMatic 4



Imports threaten Canadian jobs

TV dealers could also be ser's_ﬂ_L_J_s_!g._r_ aifected_

As the largest manufacturers of
consumer electronics in Canada,
we al RCA Limited are gravely
concerned about the future of
this essential national Industry.
Atter more than 50 years in this
country and with more than
5,200 employees working at se-
ven major Ganadian plants and
installations, we are committed
to the growth and development
of Canadian communications
technology. Now that commit-
ment and the future it represents
are In serious danger

Low-priced imports employ-
ing highly advanced technology
and competitive quality are
challenging GCanadian manu-
facturers and are seriously com-
promising the continued viabili-
ty of the Canadian electronics
industry as well as the long term
prospects of Canadian retail
dealers.

Exactly how serious the situa-
tion has become can be seen
from the fact that last year, ap-
proximately 40% ol the color
television sets and 60% of the
black & white sets sold in Gana-
da were imported, while sales
of Canadian-made sets suffered
accordingly.

It is a depressing situation,
since for every foreign set sold
in Canada, we, as a country, lose

much more than just the assem-
bly of a television receiver. We
lose the manufacture of the glass
that goes into the picture tube,
of the copper wire that goes into
the circuilty, of the steel that
goes into the chassis and cabi-
net, of the wooden furniture
that goes into the consoles and
even of the cartons used for
packing and shipping. At RCA
Limited, for example. we spend
$25 million every year on Cana-
dian made materials and com-
ponents for television alone.
This represents employment for
three times as many people as
the assembly of a finished set

We, as Canadians, stand to
lose all of this if we cannot im-
prove our competitive position
in the consumer electronics in-
dustry within our own country.
To do this means lowering cost,
improving quality and enlisting
the active support of our dealers
since, from the dealers’ point of
view, any deterioration in our
Canadian manufacturing capa-
bility would have serious long-
term effects.

Without a domestic source of
supply. dealers in this country
would be forced to rely almost
entirely on foreign producers
for their inventory. This, In turn,
would put them at the mercy of
suppliers. far beyond their

by R.A. Phillips, Vice-President and General Manager, Consumer Electronics and Appliances

sphere of influence and would
subject them 1o the uncertainties
of such things as changing cur-
rency values, shipping strikes
and delays, as well as shifting
national priorities 0 various
countries of erigin. It is obvious-
Iy an unattractive prospect and
one we all wish to avoid

Al RCA Limited, we believe
that with the support of our
dealers we can reverse presant
trends and recapture much of
the ground we have lost in the
past few years. To this end, we
have introduced far-reaching
programs aimed at improving
the gquality of our products and
increasing our efficiency of
manufacture, while doing our
utmost to hold costs at compe-
titive levels in the face of severe
inflationary pressure,

Qur IBS {Integrated Business
Systems) program, for example,
brings a building block ap-
proach to television manutactur-
ing similar to that used in the
auto industry. By designing
chassis assemblies that are com-
mon to a wide variety of models,
we have eliminated the need 1o
undergo a new learning process
each time we produce a different
model

Another important step to-
ward improving our competitive
position was the introduction of

the radical QRS (Quality, Reli-
ability, Service) program. This
unusually comprehensive quali-
ty control concept is now work-
ing effectively to eliminate
costly quality problems before
they arise.

But all of this will be of limited
value uniess the buying public
is made aware that our Cana-
dian-made television is as good
as and probably better than
most imports in the same price
range. We, at the manufacturing
level, can try but in the final
analysis it is you, the dealers,
who can do the most to sell Can-
adian quality, service and reli-
ability.

At RCA Limited we are deeply
committed to manufacturing as
much in Canada for Canadians
by Canadians as we possibly
can. Last year at our Prascott,
Ontario Plant, we made close to
30% of all television sets produc-
ed in Canada. In fact, just about
99% of all the television sets we
sold were made in this country.
We are a Canadian team at RCA
and we want to keep on design-
ing and bullding electronic
producis in Canada to meetl
Canadian requirements. But if
we are to do so, we will need
the continuing active support of
you, our dealers.

Dishwashers So you think you

1974 models incorporate important customer features

RCA's new "E" line dishwashers
have been completely redesign-
ed for 1874 to include what Ray
Girouard, Manager, Appliances,
calls “the most customer-ap-
pealing array of features we've
ever offered.”

“For one thing,” he says, "all
saven models in the new line are
equipped with a Sanitizer that
kills bacteria during both the
wash and rinse cycles, guaran-

teeing virtually germ-free
dishes
"We designed our Sanitizer

system to guarantee a minimum
of 10 minutes of wash time at
no less than 140 degrees.,” he
continues, "and this 15 in com-
plete accordance with the re-
quirements specified for proper-
ly sanitizing dishes.”

Another important improve-
ment in these Canadian-built
machines is that all of the front-
loading portables can now De
converted fo under-the-counter
installation without the need of
a conversion Kit. The conversion
instructions are taped to the
left rear legs.

“We've also designed our con-
vertible models so that they are
impossible to tip, no matter how
much weight is placed on the
open front door,” says Girouard
“This means that they easily
meat CSA requirements of a 50
lb. door weight capacity.”

“Of course our multi-level jet

spray washing action is the real
heart of these new dishwash-
ars,” he continues. "We've de-
signed two levels of jets that are
so powerful, therg's no more
need for prerinsing. Further-
more. six of these seven models
have a soft food disposer that
pulverises small food particles
and washes them away., The
seventh model has a self-clean-
ing filter system that performs
the same function.”

“All this,” declares Girouard,
“along with other features like
pushbution programming. auto-
matic detergent dispensers, &
‘no-flood” safety system and a
cooler drying system that |s safe
for plastics or bakelite, are the
kind of things people want in a
dishwasher these days.”
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RCA's new power drying sysiam (s
codlar far tharough. sale deying

Do you know as much as you
should about color television?
Try answering the following
multiple choice questions and
find out. The guestions are de-
signed 1o test your basic knowl-
edge of fundamentals and re-
quire no special technical back-
ground or engineering skill
Answers appear on page four, if
you have fewer than six correct
answers it might be time to
brush up with a little homework.

1. A negalive black matrix plcture
tube is betler because

a) it gives brighter pictures

b) it reduces color shilt when chang
ing channels

c) it reguires less ChASsIs power

2. RCA television luners are specilal-
ly shielded to preven!

a) pigture interference lrom passing
aircraft

b} overlapping ol cable signals by
local stations

g} audio interference
mobies

3. ACA's new "AccuMatic 47 Color
control allows for small personal ad-

from aulo-

justments to

aj color, tint.

b} brightness, contrast,

¢y color, tint, brightness: and con-
trast

4. The use of solid slate circuilry in
RCA's new AccuColor 100 portables
a) delivers more power 10 the pic-
ture tube

b} makes them easier 1o align at the
factary

¢} makes them
manufaciure

8. The only complele color picture
tube manufacturing plant in Canada
is locaied al

a) Midiang, Uintana

by Prescott, Ontana

¢) Ste-Anne-de-Bellevue. Quebec.

6. Greater Chassis power can resull
in

a) better fringe area reception

b} brighter pictures.

¢ warmer, more lifelike color

less expensive 10

auiz

know television!
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7. RCA's new precision in-line pic-

ture tube is revolulionary because
a) it operates al lower {empearatures
with less power

b} it reguires fewer scanning lines
to create a picture,

g} it Is simpler to align and service

8. The integrated circuits in an Ac-
cuColer 100 lelevision chassis are
a) s=illcon wafers containmg  an
equal number of black, white, red
and yellow componants

k) a complex assembly af transistors
and diodes wired together 10 par-
form especially complex functions,
¢) a microscopic assembly of com-
ponents bonded 1o a silicon wafer

9, ACA's unigue AccuTouch tuning
was designed and developed

al by engineers at the company's
Princeton labs,

b} by a Canadian engineering team
in Montreal.

¢) by the National Research Council
in Oitawa.
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Profile

Toronto’s Joe McKellar

Joe McKellar is a salesman's
galesman. With the top volumea
in Danforth Radio's seven store
Toronto chain, McKellar has
averaged sales of $30,000 a
month for the past few years.
This year he expects to hit a
total sales figure of $400,000.

How does he do it?

With his considerable bulk
squeezed behind a small desk
in a corner of the Danforth Ra-
dio store at Yorkdale Mall,
McKellar, who has spent nearly
30 years in sales, discusses the
attitudes and technigues that
produce these kind ol results.

Be yourself

“A  salesman,” he says,
“should think of himsell as his
own private businessman. He's
given the privilege of selling in
a certain store, but in the final
analysis he's the one meeting
the customers and in that sense
he's an his own, S0 every-
thing really depends on his in-
dividual initiative and on how
well he can |ead his customers.

McKellar uses a highly indi-
vidualistic approach in selling
and insists that the salesmen he
trains develop the style best
suited to own personality.

"I've had men on the floor
here to have tried to sell my way
and they ve never made a go of
it. You have to be yourselt and
set up your own personal rela-
tionship with each customer.”

“Mow in my case, he conti-
nues, | start by finding out
what someone is locking for and
the price range he can afford

Once | know that, | know
exactly where I'm going to take

nim. Ul start at the high end and
then move him down, | never
start at the low price. although
many average salesmen will
start low and try o move a cus-
tomer up. Thats wrong. If you
start high you can keep showing
him the poorer quality of the
cheaper models as you move
down and tell him about the
features hes missing out on
I'm always strictly honest aboul
this because | find that if I'm
honest with someone | can sell
him more.”

In McKellar's opimon, hones-
ty and a thorough knowledge of
all the products on the floor are
essential 1o good selling

“You know.,” he says, "'you
can ask the average salesman
ten questions about a television
set or a freezer and he may know
the answers on that particular
model, but he won't know any-
thing else. A successful sales-
man, though, will have been to
the dealer shows and product
introductions. He'll have spoken
to the manutacturers, and when
the specifications come out
he'll spend some time doing his
homewaork.”

Trust is important

“In my case, | always go over
new products whenaver we get
them to pick out the features
that | like, along with the fea-
tures that | think are wrong for
people.”

According to McKellar, this
kind of product tamilianty pays
off in higher sales

“If a couple comes in looking
for a laundry pair,” he explains
"they may not know a damned
thing about it. . . 50 they ve got

to trust somebody. Now it | say
‘this is what | think you should
buy’, they'll think that I'm trying
t¢ push something oft on them

But if | know my product, | can
find out what features theyTe
looking for and take them

through every make there Is.
Then I'l sit down and go
through them all again, pointing
out different features and dif-
ferent faults. . . and this is where
honesty comes in. | don't care
how good a product is, (f | can
find one fault in it I'll show it to
the customer. I'll t2il him about
it and I'll sell that product any-
way because I'll be able to show
him similar taults in  other
products.’

That kind of honesly keeps
customers coming back and Mc-
Kellar says that they'll often
bring their friends.

Are customers changing? Not
in the opinion of Joe McKellar.

“That's a lot of malarkey,"
he declares. | haven't seen any
appreciable difference in the
last five or ten years. |t was al-
ways the salesman who sold the
product, not the customer who
bought it. If it were just the cus-
tomer coming in to buy, he'd
buy for price and price alone and
yvou d only have to carry the low-
est priced model in each hne.”

“To me, a salesman 5 some-
one who gets a customer 1o want
the product that he wants that
person to want. He has to be
able to convince a customer that
da certain proguct 1s better than
the one standing beside it. Any-
body who can't do that is not
much more than a glorified
order-taker.”

Amen, Joe McKellar
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Dealera'h_:ps to be awarded soon

The entry of RCA's new home
video tape recorder into the
Canadian market has come a
step closer with the recent ap-
pointment of Ed Traynor as
Manager, Selectavision. Mr
Traynor, who was formerly mar-
ket development manager with
the company's record division,
I3 now prepanng marketing and
distribution plans for what
promises o become a new era
in home entertainment.

"We expect SelectaVision 1o
be availlable here 1n early
1974." he says, "and if our pres-
ent market surveys are accurate
it wont be too soon for the
Canadian consumer.”

The surveys referred to indi-
cate that only 25 percent of the
people queried were uninterest-
ed in a product like Selecta-
vision at the present time. Of
the remaining 75 percent, more
than one-quarter said that they
would buy a home video record-
ing/playback system today if it
were available at the price
levels anticipated by RCA (ap-
proximately $1,000)

Retail distributors for Selecta-
Vision in Canada will be chosen
from within RCA's existing

dealer network and Traynor is
now considering likely candi-
dates in varous regions.

“The dealers we want 1o han-
die SelectaVision, he says,
“are people who have done a
good job selling our other pro-
ducts. They are the innovators,
the go-getters and the Kind of
pionearing retallers who have
taken the trouble to learn about
the products they sell. They're
the people who will do a good
job on this type of new prodact.

SelectaVision will be region-
ally test-marketed In the United
Stales in the next few months
before being released national-

y

i_'=_!|I':.l Trayno e, SplactaVision

SelectaVision VTR People

Appointments at RCA

Renny J. Presi has been ;—'.pn-..-unlls-:l. Mana
ger, Eastern Region, Consumer Electronics
and Appliances Division. Mr. Prest has

basn wilh RGA since 1853 and was farmar:
Marketing Serviges

Iy Manager

Ian F. Macdonald has been namead Weaslerm
Reglonal Manager, Consumer Elecironics
and Apgliances Division. Wr Macdonald
was lprmerly Branch Manmager, VRncouver

answers

1. &) A negative black matrix picture
tube produces a brighler piciura with-
oulloss of contrast by providing more
black area on the picture lube screen
Z. b) A special mefal screen on he
tuner cuts down onlocal stalion infer-
ference with cable signals. Il 8150 re-
duces ghosting and other annoying
inferference with ordinary VHF and
UHF reception.

3. ¢) AccuMalic 4 autornalically regu-
lates brightness, conltrast, color and
nnt winle permitting minor adjusi-
ments to all four functions o swit 1n-
dividual faste.

4. a) The use of agvanced solid slate
circuitry has made I possible [o
hoost the power going o the picture
tube

5. 8) The only complele color picture
tubg plant in Ganada s localed al
Midland, Cntario. It was buwilt in
1864 by RCA Limited and represents
the largest! single mvestmant eBver
made in the Canadian electronics
industry

6. b) Greater chassis power prod-
wces brighter pictures. which is why
all 78974 RCA consoles have more
powerlul chassis,

7. ©) RCA'S new. precisian n=-line
picture tube s revolutionary De-
cause it eliminales dyramic conver-
gence components, controls and as-
sooialed adijustments. This makes Ji
sirnpler to install, align and service.
It also produces better color per-
formance, as well as sharpar, brighi-
ar pictures.

B. €) The integrated circuwits n an
AccuColor 100 television chassis are
& microscopic assembly of compo-
nernts bonded 1o a silicon wafer.
9, b) AcouTouch tumng was deval-
aped by RCA's consumer alectronic
design and enginegring gam N
Montreal. This same group was
responsible for ereating the Forma
sarigs of sfereos.

TV prices
up slightly

RCA has been forced to introd-
uce price increasas varying from
510 to 530 in 115 1974 television
and stereo lines because of
rsing costs,

Keith Bennett, Manager, Ma-
tional Sales, attributes the in-
grease to rising labour, matenal
and transportation cosis. "Dur-
ing the last five years while the
price of everything else in Cana-
da has been going up and up and
up”, Bennett explains, "the
price of television has been com-
ing down. This was due largely,
of course, to technological ad-
vances and streamlined produc-
tion technigues, . , but the rate
of inflation in the past year has
made this trend impossible 1o
maimntain™.

“In setting these new prices,
we have been extremely cons-
cious of our dealers” profit situa-
tion”, he paints out, "and while
these slight increases have been
unavoidable, we are satisfied
that they will not diminish
profits at the dealer level. Fur-
thermore, many new features
have been incorporated which
enhance the guality and reliabi-
lity of performance of the line.



