


THE NEW

GEM

SAPPHIRE JEWELLED
PHONOGRAPH NEEDLE

A superlatively fine needle . . . acclaimed
by musicians and music lovers alike for
unvarying brilliance of performance . ..
crystal clear reproduction . . . as well as é
for remarkable wearing qualities. The
Gem's balanced construction eliminates
distortion and vibration . . . the triple-
tested nctural sapphire point assures
smooth groove action. All these features
accomplish one all-important result . . .
complete customer satisfaction.

The Telescopic
Package Shows
The Needle Point
Greatly Enlarged
For Careful

. Examination

UNCONDITIONALLY
GUARANTEED

If, ofter playing the Gem needle, your
customers are not satisfied that it is the
finest needle they have ever heard, the
purchase price will be refunded in full.
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MANUFACTURING, INC., 314 WEST 52nd ST., NEW YORK 19, N. Y
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Fine Stores Have Proved:
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QINCE 1937 Magnavox and
S quality have been synony-
mous in the rzldiu-phon()gmph
“v. In both cabinet styl-
. acoustical performance

‘'ox has led the way.

iavox cabinets have received
acceptance as fine furniture.
af reproduction . . . true-to-
'ness of tone . . . distinguishes
strument from all other radio-
rhs.

no wonder that sales of

conavox dealers more than doubled
<hsncceeding year until war-time re-
«rictions curtailed civilian production.

* The Magnavox policy, too, is
.oved by time. Ample markets, good
cofits and customer good-will are
ssured.

» 9 Magnavox offers the same sound
lues and superior quality in the fu-
re that have meant leadership during

thie past eight years. The Magnavox

©0., Dept. RR-45, Fort Wayne 4, Ind.

RADIO

The Magnarvox Sppe® .
Contemporary
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——greetings

The publishers of Recormze Rersinine and of LasteN, the
Guide to Good Music take great pleasure in presenting the indus-
try’s first Yearbook and Directory of Manufacturers and Dis-
tributors. Because of the war-horn ban on travel, which made it
impossible to hold the usual annual conventions. this volume
contains a large feature section unique in the publication of
annuals— Convention in Print.

Within the last-named section. the reader will find a widely
illustrated History of the Record Industry; an Exhibit Seetion,
with individual booths =ct up upon the printed pages for the
leading record. radio and accessory manufacturers: for some
of the outstanding distributors. and for organizations  (some
partially in the manufacturing category) that perform services

for the record, radio and aceessory dealer.

Because of the desive to present this initial Yearhbook and
Director with the unique Convention in Print section the element
of time had to be seriously considered. and hecause of this,
some companies richly deserving of an important place in the
exhibit or other sections may have been left out—not by choice
or action of the publishers. hut beeause in the press of post-war
reconversion the companies found it impossible to get the desired
material to us on time.

On the whole. however. the publishers feel the volume will
be found to contain a great deal of matevial of interest to estaly-
lished coneerns in all hranches of the industry, and material that
will prove helpful to those concerns and to the newcomers
as well,

Sincerely,
Nern FooHaggisos
Mack Warrach
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For TwELVE sTRAIGHT YEARS before the war Philco was
by far the most consistent, most aggressive and most con-
structive advertiser and merchandiser in the appliance
field. And the great new Philco line will be backed again
by a pace-setting advertising program . . . in the leading
national magazines, newspapers throughout the country
and nationwide radio broadcasts.

Yes, all the sales and merchandising features that make
for highest sales volume and highest profits will be yours
when you sell the Philco line.



THE NEWEST DEVELOPMENTS OF
MODERN SCIENCE IN THE EN-
JOYMENT OF RECORDED MUSIC

Berore THE waR, Philco led the way in modernizing the old
fashioned phonograph. And when the tasks of war are done,
America looks to the Philco laboratories for the newest
developments of modern science in all those factors which
mean fner tone, improved operation and greater beauty in
a radio-phonograph.

It stands to reason that the line which will bring you the
greatest turnover and profit is the line which, by actual surt-
vey, America wants to buy!







the culmination of many years of research and experimentation by sound en-
gineers and technicians is Columbia's Lamination process. By constructing a record
of three layers, Columbia is able to use an extremely sensitized material on the
sound surface which permits a brilliance of tone never before achieved.

—— o t his is the way it is done. Here is the playing surface of a Colum-
bia Record. It is made from the finest, most expensive, and sensitive
plastics. By using these plastics the surface of a Columbia Record
has a quietness and freedom from needle noise that make possible
the amazing clarity and purity of its reproduction. This is the secret
of the wonderful "‘in person’ quality of Columbia's recorded per-
formances.

P here is the central core of a Columbia Record to which the sensi-
tive playing surfaces are laminated under intense heat and pres-
sure. This core is made from hard, strong plastic ‘‘stock’. By
lamination, the tensile strength of this core adds, to the other great
qualities of tone and reproduction, durability, long life and resis-
tance to warping and breakage. This is the secret of the lasting
strength of a Columbia Record.

—. o o another playing surface completes the record. All three of these
parts, welded together by lamination, provide the qualities that
make music, recorded by Columbia, an amazing reality in your
home. Columbia's exclusive lamination process is why more people
to-day buy Columbia Records and is the reason for their finer
quality and longer life — why great music is more faithfully yours
on Columbia Records.
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LEADERSHIP?

/

Americans don’t take leadership
in any ficld as a matter of course.
They want to know what basis
there is for it.

Capchart dealers know why
Capchart enjoys top prestige. To
begin with, there’s the fact that
Capehart offers a superior prod-
uct, recognized as *“'I'he World’s
Finest Instrument for Musical
Reproduction.”

Capehart has always been in-
terested in the music dealer and
his problems. We realize the
tradition behind him and his
cultural value to his community.
As a result of this understanding,
we originated a number of basic
policies to bring us closer to-
gether and help him in his busi-
ness. It is a tribute to the worth
of these policies that others have
attempted to imitate them from
time to time.

Capchart dealers benefit by
the policies of distribution, dis-
counts and advertising which we
were the first to put into effect.
They have always had ‘“profit-
protection” through our policy
of sclected dealerships. Our
sincerity in establishing these
policics and our determination
to maintain them are proven by
our opcrations of the past 18
years.

The original and distinctive
series of Capchart color adver-
tisements which we inaugurated
before the war and are continu-
ing in national magazines, stimu-
lates new enthusiasm for music.

Capehart lcadership assures
our dealers that their franchise
will remain the most valuable
in the music world. Capehart
Division, Farnsworth Television
& Radio Corporation, Fort
Wayne 1, Indiana.

the CAPEHART - the CAPEHART-PANAMUSE

PRODUCTS OF
FARNSWORTH TELEVISION & RADIO CORPORATION




FARNSWORTH RECORD CHANGERS

GUARANTEE SATISFIED CUSTOMERS

‘The phonograph-radio combination will
provide the biggest dollar volume and profit
in the dealer's first post-war vear. Surveys
show that a large majority of dealer pros-
pects want a phonograph-radio combina-
tion first!

The improved record changers in the
new line of Farnsworth combinations add
luster to an already-established reputation
for simple construction, care-free opera-
tion, careful record-handling. Remember,
a successful record changer in the home is
the opening wedge for repeat sales in your
record department.

Back of the new Farnsworth changers are
eighteen years of experience with she in-
comparable Capchart instrument . . . years
of designing, engineering and manufactur-
ing.

“Idca” cabinets of distinctive styling house
the TFarnsworth radios, phonograph-radios
and television sets. A nationally-famous
advertising campaign backs up the dealer’s
own promotional plan. But, most important,
the Farnsworth sclected dealer policy
affords a profitable volume at established
prices and proper margins.

FARNSWORTH

Television . Radio

° Phonograph-Radio

Farnsworth Television & Radio Corporation, Fort Wayne 1. Indiana; Farnsworth Radio
and Television Reccivers and Transmitters; Aircraft Radio Equipment; Farnsworth Tele-
vision Tubes; the Farnsworth Phonogiaph-Radio; the Capehart; the Capcehart Panamuse.

1
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THE WORLD'S LARGEST LINE
OF PHONOGRAPH NEEDLES
\
THE ‘'STAR’’ SAPPHIRE
Leader of the Duotone Needle
line. The world’s finest—5,000

perfect plays guaranteed. Retails
everywhere for $5.00.

- WARN NN\

A brilliant new development in
the permanent needle field—guar-
anteed 5,000 records. $1.50 retail.

- AN\

An extraordinary sapphire-tipped
needle—guaranteed 5,000 perfect
) plays. $2.00 each retail.

AN\NNNN\\ S

: THE FILTER POINT NEEDLE
Designed to filter surface noise.

Plays 12 to 15 records with high-
est fidelity. Package of thirty-
five—25¢ retail.

OTHER WELL-KNOWN DUOTONE PRODUCTS INCLUDE: Record Preserver —
Transcription Needles — Duodiscs  Recording Blanks — Recording Heads — Cactus
Needles—Duomatic Needles—Steel Cutting Needles—Sapphire Cutting Needles—
Chromium Needles—Coin Machine Needles. DUOTONE COMPANY, 799 Broadway,
New York 3, N. Y.



A sparkling new name brought to the radio
field by men with long successful experience

mem 4l , ok e
engineering genius which has won for
Aviola such great esteem on the war
fronts, will be focused on the develop-
ment and manufacture of a line of
scientifically advanced quality radios
and combination phonographs for the
home. Already, the men behind Aviola’s
amazing success — men of long and
varied experience in the home radio
field — have been planning and design-
ing the radio of tomorrow. Already, the
firished models of these sparkling new
Aviolas are ready — ready for volume
production the minute war restrictions
are eased.

GET YOUR FRANCHISE NOW

But good news travels fast! Inquiries are
pouring in from all over the land. Aviola
is destined to win a top place in the
radio world. So if you are a radio
dealer or jobber and are interested in
getting more information about the
Aviola Fully Protected Franchise, write
today ftor complete information

AUTOMATIC RADIO —
PHCNOGRAPH COMBINATIONS

John J. Ross, President of the Aviola
Radio Corporation, hos long been
one of the outstanding leaders in
the radio industry. First to pioneer
many innovations in home radio re-
ception, Mr. Ross was, for twelve
years, the President of the Detrola
Radio Corporation of Detroit. Since
Pearl Harbor he has devoted him-
self exclusively 1o the monufacture
of radio and radar equipment for
the Armed Forces. After the war
the entire facilities of the great,
modern Aviola plant will be de-
voted to the monufacture of quality
home radios and combination
phonographs.

-
o

AVIOLA AUTIMATIC
RECORD CMANGER

PLAY-BACK OR AUTOMATIC
PHONO-COMBINATIONS

AVIOLA RADIO CORPORATION
John J. Ross, President . 703 lvy Street, Glendal:, California

13
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INTERNATIONAL MERIT PRODUCTS CORPORATION




This advertisement is addressed to the millions whose cultured taste in broad-
cast and recorded music demands the finest in reproduction. It will be seen
and read by the millions who regularly read The American Weekly, Fortune,
Life, Saturday Evening Post, Collier’s, Liberty, Newsweek, National Geo-
graphic, This Week Magazine and Popular Publications.

T

B T i

% AUTOMATIC PHONOGRAPH LOWBOY RADIOS

% TABLE MODEL AUTOMATIC PHONOGRAPH RADIOS
% BATTERY OPERATED AND AC-DC PORTABLES
% DISTINCTIVE TABLE MODEL RADIOS

3/ AM Q%ﬂ(//ﬂ

F-M & A-M HOME RADIO « AUTO RADIO - AUTOMATIC PHONDBRAPHS:ATELEYISION - F-M POLICE RADIO - RADAR - MILITARY RADIO
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the BIG new

name in records

Tunes America
is humming!

Music that sets the
tempo for millions
of dancing feet!

The greatesir hits of
our time .

RECORDS

Maijestic Records, Inc. * St. Charles, Illinois
A SUBSIDIARY OF MAJESTIC RADIO & TELEVISION CORPORATION
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@/ith Aeropoint’s new sapphire — the only jewel
tipped needle set in stainless steel — dealers are pre-
sented with a complete line of long life needles to
suit every need and every purse.

Aeropoint’s “111" and “88” have the new postwar qual-
ity tip which insures longer wear — at least 2000 plays.
The flattened curved spring, Aeropoint’s original con-
tribution to needle design, is 537 easter on hard to re
place records. Won't dig or gouge as bulkier needles do.

And best of all when you offer your customers Aeropoint
—the finest quality line obtainable —you not only
make lasting friends of your customers —you make a
handsome profit on every sale.

[fJeropoinr

619 N. MICHIGAN AVE.
CHICAGO 9, ILLINOIS

YOU CAN'T GO WRONG WHEN THE

EROPOINT

fond
./%1"//"

/Py(/’ /
Line

Aeropoint **250"
T h e ONLY jewel
tipped needle set
in stainless steel

List $2.50

Aeropoint ‘88"
The ONLY needle
with a plostic si-

lencer. List 31.50//(’

y
']
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Aeropoint 111"
The FAMOUS
curved-spring de-
sign. Tipped with
POSTWAR QUAL-
ITY Electronium
alloy.

List $1.00

PROFIT'S 5O LONG






A TALL (BUT TRUE) STORY

of CAPITOL RECORDS’ SUCCESS

One of the Big Four in three short years!

FIVE REASONS FOR THIS PHENOMENAL GROWTH:
1. HITS —an uncanny ability to pick smash tunes first.
2. HEADLINERS —an exclusive list of top-notch artists.

3. SERVICE — fast, efficient distribution from an ever-growing network of
branch offices. One of them is near you, or will be soon.

4. DEALER AIDS — smartly-styled promotional material for aggressive
merchandising.

5. CONSUMER ADVERTISING —a new, large-scale campaign, to reach
40 million readers.

Put them oll together —HITS, HEADLINERS, SERVICE, DEALER AIDS, CONSUMER
ADVERTISING —and you'll see why Capitol has become one of the Big Four
in only three short years!

CAPITOL HEADLINERS

Billy Butterfield Johnnie Johnston Tex Ritter

Benny Carter Stan Kenton Andy Russell

The King Cole Trio Peggy Lee Freddie Slack
Jo Stafford

Dennis Day Johnny Mercer
Carlos Molina Martha Tilton

The Dinning Sisters

Skip Farrell Ella Mae Morse Paul Weston

The Great Gildersleeve Harry Owens Margaret Whiting
The Pied Pipers Cootie Williams

Betty Hutton
MORE TOP TALENT TO BE ANNOUNCED SOON

”[f”fl'l'[”



® Radio-wise Westerners will e
mand the finest in postwar home
entertainment and Packard-Bell i«
ready  with it outstanding new
line of PhonOcords — the worll'«
greatest entertainer.

From sireamlined  portable 1o
superh eabinel models. the Phon
Ocord combines in one precision
perfect unit the three modern
features voted by the public as

Radio. FM,
Phonosraph  (quict. smooth and

“musts: \utomati

dependable — a half-hour without

In net

papers. mazazines. radio and outdaor

(Fackard-(bell

ruoNOcorDs - RADIOS

PhonOcord

record change) — plus the added
feature of Home Recording.
Peacetime makers of the West's
largest welling radios. you may
count on Packard-Bell to lead the
field again with PhonOcords and
radios whose heauty and perform

ance will sell on <ight—and <ound.

Al 4 in the PhonOcord — the

World's Greatest Entertainer

1. Precision Radin. 2. Frequency

2

Modulation. 3. Antomatic Phono-

graph. 1. llome Record Maker.

with the Packard-Bell

O telling
the Wodd™

A Party comes 1o Life




convention
In

presenting the
industry on display, views
on the future, and a study

of record manufacturing




— Statement

On the hundred-and-some pages which fol-
low we present pictorial and other deseriptive
evidence of the peacetime preparedness steps
that have already been taken, or are being insti-
tuted by the record, radio and accessory indus-
try. These hundred-odd pages contain a Picture
of the Industry-——past, present and future
a report on the industry —and more than
seventy-five pages devoted 1o exhibits of new
products and descriptions of production, pro-
motion and merchandising plans of most of
the leading manufacturers of records, radios
and accessories and of companies performing
outstanding services for one of all segments of

the industry.




a picture
of
the industry
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Presenting a comprehensive history of the
record business and «a description  of
the major production processes — from
the recording studio to the shipping room

BY KURT LIST

uM

R. EDISON has perfected the phon-
ograph. 1t perfectly reproduces the hu-
man voice—JUST AS LOUD-just as
clear—just as sweet. It duplicates instru-
mental music with pure-toned brilliance
and satisfying intensity.”

This is what an ad in Harper’s Weekly
said some fifty years ago. Even then high
fidelity seemed to have been the thing,
although we know today that Fdison’s
primitive cylinders were very far from
what would be called suceessful repro-
duction. Neither should all the credit of
the phonograpl’s invention go exclusively
to the inventor from New Jersev. It was
actually Emile Berliner whose daring ex-
periments led to innovations that made
the record industry what it i teday.

Edison recorded all his music on ¢yl-
inders with the help of a tinfoil machine,
which, invented in 1877, not only re-
corded, but also reproduced sound. The
trouble with this comparatively simple

looking contraption was the difficulty of
duplicating record  cylinders. Actually
the recording artist at first could only
make one eylinder at each performance.
Later on this was partly remedied by
using singers with powerful voices who
sang into several funnels at the same
time. thus making as many as twenty
cylinders at one time. It can easily be
seen that such methods were hardly de-
signed for mass production. Incidentally,
the same problem faces the present pro-
duction of sound on wire or film which,
although in its experimental stages, has
shown great advantages. Yet, the wire
and film people have so far not been able
to find a way which will allow for eco-
nomical mass production.

The production problem was suddenly
solved through Berliner’s invention of the
disc, which in shape, though not in ma-
terial, looked exactly like the modern
gramophone record. Berliner was aided



An early recording session at Victor’s, with the musicians crowding
around the horn and the infamous Stroh invention attached to the strings

in these efforts largely by previous ex-
periments of Charles Sumner Tainter
and Alexander Graham Bell, the inventor
of the telephone, who through numerous
experiments had finally arrived at the
patent for ‘“cutting a sound line on a
solid body.” This solid body was wax in
the case of Berliner’s later attempts.

F. W. Gaisberg, in his fascinating book
“The Music Goes ’Round”, published by
the MacMillan Company, relates how the
first gramophone record was made. Ber-
liner had placed a muzzle over the mouth
of the singer, whose voice was to be
recorded. The muzzle was connected by
a rubber hose to a diaphragm. Gaisberg
played the piano, which also was con-
nected by another rubber hose with the
diaphragm. The artists having performed
were then shown a zinc disc. This was
dipped into an acid bath and then

washed. Placed on a reproducing ma
chine the disc played back the voice of
the singer. It goes without saying that
all machines were aperated by hand,
much like a coffee grinder. In this pro-

Kurt List, the editor of Listen the
Guide to Good Music, is also a fre-
quent contributor to numerous musi-
cal and esthetic magazines. Among
others his articles have appeared in
“Modern Music,” “The Monthly
Musical Record,” “Kenyon Review,”
“Common Sense” and ‘“Commen-
tary.” Mr. List has been commis-
sioned by the Office of War Infor-
mation to write a survey on “Music
on Radio and Gramophone during
the War Years in America.” At
present he is working on a piano
composition and a book on the
French-American composer Edgar
Varése, both 1o be published shortly
by New Music Edition.
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cess Berliner used a stylus which vi-
brated laterally on a flat surface and thus
reproduced  the sound more faithfully
than Edison’s wax evlinder.  Theoreti-
cally, this system sealed the fate of Edi-
son’s machine,  Aectually, the fight be-
tween cylinder and disc was to go on
for quite some time until it became clear
that hoth the problems of mass produe-
tion and fidelity of tone could be solved
by the disc alone.

The material of the dises which were
taken off the original zine was originally
ebhonite or vuleanized rubber, which re-
quired a great deal of pressure and did
not keep the impression permanently.
Looking around for more satisfactory in-
eredients upon which to impress the
original matrix. Berliner found a sub-
stance which consisted of shellac and
byritis. The material proved to be ex-
cellent for the reproduction of sound. It
was in 1901 that Berliner changed his
process from recording on zine to wax.
The result of this innovation was phe-
nomenal. There was less surface noise
and the sound tracks were cut in a clear
and unambiguous way. About the same
time a process was invented that allowed
the reproduction of hundreds of thou-
~ands of records from one original matrix.

It had only bheen a few years earlier
that a Camden. N. J.. mechanic by the
name of Eldridge R. Johnson had in-
vented a clockwork motor which  was
capable of driving the turntable at con-
stant speed. It was actually this motor
which made it possible to bring the
gramophone to countless homes all over
the world. And it was this motor plus
the new improvements by Berliner that
marked the end of the Edison evlinders.
Of course. the new inventions did not
mean a perfect reproduction job nor any
adequaey as far as the recording condi-
tions at the studio were concerned.  Nei-
ther was there any serious planning in
regard to program, and exquisite musical
taste was sadly lacking.

The beginning of this century saw
mainly the recordings of operatic stars
in the field of scrious music. Two deter-
minants governed the programs. One,
they always proved to best sellers,  (Just

remember that Caruso made about three
million dollars from the royalties which
his recordings netted. and the Victor
company made almost twice as much.)
Two, strong voices that carried were the
easiest to reproduce. while instruments
sounded muddled and. more often than
not. were completely inaudible.

If vou listen today to one of these old
Caruso recordings you will hear a fairly
faithful reproduction of the tenor’s voice.
although it does not in any way approach
today’s fidelity. But you will be amazed
at what goes on in the accompanying or-
chestra. First of all, the original orches-
tiation had 1o be changed because cer-
tain instruments just did not come
through on the discs. Then. there were
those instruments which required inforce-
ments in order to yield a half-way equi-
table orchestral balance. Thus, the fa-
mous (or infamous) Stroh violins were
used in place of ordinary strings. These
monsters reinforced the string tone by a
large funnel attached to the bhody of the
instrument, and made, when heard in the
studio, a series of excruciating screeches,
On records they made the string body
audible. but they completely distorted
the nobility of this gem among all in-
struments.  Seeing  the  instrumentalists
of those early recording sessions crowded
in space. hardly large enough to let them
play freely. and playing into the large
acoustical horn  that transmitted the
sound to the recording machine, one had
the impression of a few poor sinners
waiting to be admitted to Inferno. No-
body would guess that this was a meeting
of musicians preparing to make immor-
tal music eternal,

We shall see later what individual im-
provements  were made to perfect the
disc. But despite all efforts the develop-
ment of the record industry was far from
smooth. There were continuous ups and
downs affecting. at times severely, the
dealer and even the large concerns which
manufactured the dises,

By and large. after each slump. new
inventions  and improvements were al-
ways most instrumental in putting the
record industry back on the road to
prosperity, In the early vears Victor had
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Victor's modern up-to-date studio in Hollywood, with ample
space, processed walls, and even the movie screen

made deep inroads into the business in
general. Doing $500 worth of business
in its first vear Victor grossed as much
as $52.000,000 in 1920, Then the volume
fell to $21.000.000 in 1925. The slump
coincided with the advent of radio and
wias no accident.  Radio’s fidelity was
much better than that of the dises, and
prople had grown tired of the compara-
tively poor reproduction offered them on
the gramophone.

It was around this time that the entire
process  of recording  was  completely
overhauled and revolutionized. In the
old mechanical process the dises were
only made to reproduce a frequency
range of 350 to 3.000 eveles. Consider
what this meant in regard to fidelity.
when the original vibrations of a singer
plus orchestra covered a frequency range
of 30 to 12,000 cyeles. In other words
vibration below 350 and  above
3.000 eyveles could not be reprodueced.
Obwiously, fidelity suffered under these

every

conditions 1o such a degree that the
recorded tone came over the phonograph
entirely distorted.

It was with the general popularity of
radio that the record industry became
concerned  with reproduction of utmaost
fidelity. In this desire it was supported
by the experiments which Western Elec-
tric had done in previous years under
Dr. F. B. Jewett. Basing their experi-
ments upon the findings of Dr. Jewett,
a group of researchers under J. P. Max-
field finally found the solution.  They
converted the sound waves into electrical
impulses as had heen done previously in
the case of the telephone, The sound
waves were amplified and transmitted to
the graver. which could make impres-
sions on the wax in the range of 30 to
5000 cyeles, a scope that was to he en-
larged later. Here then the possibility
was given to encompass almost the entire
audible range and thus to gain a natural-

ness of sound. It was the same natural-
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Left: Fred Maisch, Victor’s recording engineer, reigns in solitary splendor .
over the control board. Right: The original record, wax on g{ass, is prgpared to receive
the grooves which are cut by the stylus as result of the recording done in the studio

ness which had excited people so greatly
on the radio.

The record industry was saved once
more. At the same time the machine
which reproduced the sound for the
listener underwent drastic improvements.
H. C. Harrison, also of Western Electric,
had invented a new phonograph, the so-
called Orthophonic—the name connotates
the idea of “right sound”—which con-
tained a greater number of sonorous
sound chambers and thus was able to do
ample justice to the newly improved
discs. It is true that the Victor people
were extremely loath at first to incorpo-
rate this new machinery into their pro-
duction apparatus. But when business
became really bad they took a chance,
and as was hoped for, it was all for the
better not only for esthetic but also for
business reasons.

At the same time the recorded reper-
tory was in the process of undergoing
thorough changes, trends of which could
be noticed even in earlier years. In the
early days comedians and novelty singers
were the mainstay of the gramophone.
Later, outstanding operatic stars were
added to the repertory. Who does not
remember the splendid array of such
singers as Marcella Sembrich, Edouard
de Reszke, Antonio Scotti, recording
around 1903 for the Columbia Company,

and the immortal Caruso, chief star of
Victor? Later Victor started experiment-
ing in the issuance of complete operatic
sets, such as the one of “Pagliacci,” re-
corded by the La Scala Company in
Milan in 1907/8.

But it was not until 1913 that the first
symphonic excerpts were recorded by the
Gramophone Company in Europe, and it
took until 1919 for chamber music to
find its way onto the discs. Ever since.
these two departments have grown and
have constituted the bulk of recorded
serious music.

The growing perspective of the reper-
tory and the new technical improvements
brought about another boom, which
reached its peak in 1929 when 65,000,000
records were sold. Then came the de-
pression and the sales figures dropped
down again to 10 millions. Victor, the
largest company, had to bear the brunt
of the depression and things became so
bad that most people in the business saw
fit to prophesy the end of the entire in-
dustry. 1t is to the honor of Victor that
their executives never gave up hope and
saw the company through the dark vears
of the depression. At the same time
Columbia had completely collapsed and
merged with another company, the
American Record Corporation, which
was controlled by the Consolidated Film




Industries. Their interest in records
was mainly founded upon the fact that
they helieved to be able to use records
for the new invention of the talking
moving picture. Fortunately, the Colum-
bia Broadcasting System bought out the
American Record Corporation and, thanks
to the energy of its executives, built
up the new firm, the Columbia Recording
Co., in such a manner that it could com-
pete seriously with Vietor. It was also
about this time that a newcomer entered
the ficld. Decca, which devoted itself
largely to the popular market, did and
still does a thriving business and injected
a great deal of new life into the whole
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industry. Later several potentially strong
companies. such as Capitol, entered the
picture. and these, with others anuwounced
for the post-war period. promize a lively
production for the future.

There is no doubt that the new life
of so many companies and the never tir-
ing energies of their executives aided a
great deal in putting the record over
again. But it was perhaps mainly due
to the development of the juke box that
the interest in records was reawakened
in the American public. Now, that
everybody was able to listen to record-
ings wherever he went, he wanted to
have the same gadget in his home. A
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l Different problems of
placement are posed in
the recording of Dinah

Shore and Freddy Martin
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predecessor of the juke box had been
conceived way back in 1893 by Charles
Sumner Tainter of the Volta Laborato-
ries. who had obtained a Chicago World's

Fair concession for operating  talking
machires that worked through the drop
of a coin. These machines had evlinders.
yet their principle was the same as that
of the present juke boxes. They proved
too delicate for the rough handling they
had to undergo at the Chicago Fair. but
it was largely due to them that interest
in recorded music was created “way back
in the W0s. Strange. that a simitar device
should prove the savior again, more than
lorty-five years later.

land in hand with this development
went a growing interest in serious music
throughout the United States.  Books,
nagazines, music appreciation  courses,
in faet, whole industries  developing
around the theme of serious music, con-
tributed a great deal to the growth of
this interest. and by today music scems
as firmuy entrenched in our national life
as basebhall and the movies,

in order to bring out

the vocalist’s voice

The curve of the record industry’s ups
and downs ¢learly indicates that the con-
sumer’s interest has by and large been
fostered by technical improvements, in-
teresting gadgets (not necessarily of in-
trinsic  value), artistic  considerations
showing their results mainly in the for-
mation of the repertory, and by outside
influences.  In the latter category we
have only lately seen the tremendous im-
pact the movies can have upon the de-
velopment of markets, i.e., the Chopin
movie, *A Song To Remember,” and the
Gershwin film story, “Rhapsody in Blue™.
General musie  education, radio  and
probably television in the future will
prove of further decisive influence along
with wider music education in public
schools and a vast number of technical
improvements as vet in the state of in-
fancy. Sound on wire or on tape, today
facing production problems similar to
the ones Emile Berliner was confronted
with in his early experiments when it
was impossible 1o reproduce the discs
on any mass scale. impress us now as



music of the distant future. But just as
the seemingly insoluble problems of the
90s  were eventually solved in later
years, the present dificulties may, in
their solution. prove to be another means
to lift the record indusiry 1o even greater
heights. once all dificulties are over-
come. The way it looks at present. how-
ever. one can be reasonably sure that
the record will still be the form and
shape upon which music will reach the
home of the customer for quite a few
years to come.

Atv first glance it seems paradoxical
that such inventions as the radio. or the
increased performances of eoncert music
all over the country should function as

Richard Gilbert of Victor (right)
times Jose lturbi’s performance to
determine appropriate cutting of
dises. Below: Goddard Lieberson,
music director of Columbia, transmits
wishes of conductor Artur Rodzinski
to recording engineer
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an incentive for the record market and
not as competition. But all the dark
forebodings which people had with the
advent of radio were founded upon a
wrong premise, namely the one which
contended that records are a substitute
for live music. The record is as little a
live performance as a volume of Shake-
speare’s plays is a theatre performance.
As o matter of faet, records are very
comparahle to hooks. The slogan “music
vou want when you want n” describes
best the function of recorded music.
Here the listener has a record (in the
double meaning of the word) of the
music which he has either heard before
in concert performance or which he
might hear in the future. Here he also
Lias music which, but for the grace of
the record. he may never have known,
due to the peculiar situation in our con-
cert practices. Records are objects of
study in the first place: not necessarily
study  for the alone, but
pleasant and entertaining study for the
layman as well.

professional

On records, one can listen to any seg-
ment of a svinphony repeatedly in order
to memorize a melodic theme, One can
become acquainted with the sound pro-
pensities of a parttcular work: in short.
records enable the listener to receive im-
measurable knowledge of a musical com-
position.  heretofore reserved for  those
who were able to study and read a score.
Records are not a substitute for live
performances, hecause they lack the im-
mediacy. spontaneity and flexibility which
such performances possess. On the other
hand, records offer advantages of com-
parison. study, and appreciation which
escape the momentary aspects of the con-
cert performance. Consequently. records
are complements to live performances.
just as books are complements 1o the
immediacy of painting. the theatre and
whatever live endeavors there may exist
in the arts, And this explains why any
extension of live musical practice will
affect profoundly the growth of the con-
sumer market in the recording field.

Since recordings have become a na-
tional institution there has been exercised

2 minute care, not only in regard to the
reproduction, but also in regard to plan-
ning. Talent scouts. musical directors
and any number of agencies are con-
~tantly on the qui rive to secure the most
successful artists, ovchestras and smaller
combination groups, which all receive
long term contracts in order to insure a
certain permanency and long range plan-
ning. The companies have also become
aware of the all-important “tie-in"—re-
cordings which satisfy the immediate de-
mands created by concerts. anniversaries.
movies, ete. With regard 1o serious music
the policy tends towards building up a
nearly complete catalog of the type of
music which is ordinarily heard in the
concert halls and on the opera stage.
Artists are given those assignments which
are considered  their specialty, 1. for
instance. two conductors are considered
experts in the music of Debussy it may
often happen that duplications of the
same work can be found in the catalog
of one company. More often than not.
these duplications are warmly weleomed
hy the collectors. who like 10 compare
performances. The avid collector will be
cqually interested in the musical work
and in the artist<. Some people go ex-
clusively for one specifie artist. regardless
of the work he performs. while others
are only interested in the music. and. of
course, an adequate performance. Rarely
heard music is hrought out largely for
prestige reasons and constitutes, at times.
a headache for these dealers who do not
cater to a musically discerning publie.
But there are many shops which special-
ize in music off the beaten track, and
they are the best outlets for music that
cannot be heard in the regular concert
performances.

The repertory is usually planned hy
the artist under contract in conjunction
with the music director of the com-
pany. The artist suggests hix preference
and the checks  1his
against the already existing versions of
the work in the catalogs of his own com-
pany and of competitors. Sales angles.
bestseller possibilities. ete.. play a great
role in the selection of programs, as is

music  director




Leopold Stokowski inspects grooves on original immediately after
his performance, for symmetry and smoothness

only to he expected. Sometimes serious
differences may arise hetween artist and
company, as when the artist wants to
perform a work that in the company’s
opinion will not sell. or at least will sell
less than the performance of a work
which, through public performance. has
become  famous.  Other  problems may
arise when a group of instrumentalists
vants to record a chamber work and
several of the soloists are tied down by
contract to another company than that
which offers to record the work. Copy-
right  ownerships of compositions  and
questions of artists™ rovalties or  basie
fees are further stumbling blocks which.
if not overcome. may prevent the final
recording,

In the end, however, most difficulties
are ironed out by the music director,
whose job requires a tremendous amount
of 1act. diplomacy and discerning nusicz!
taste. Once the work has been decided
upon. the recording date is set and the
first. and most important step takes place

the actual recording of the work. either
in one of the company’s studios or in a
regular coneert hall.

Studios are rooms especially designed
for the specific acoustic requirements of

the recording process, All large compa-

nies own one or more studios.  Their
walls and ceilings have been carefully
processed to insure acoustical perfection.
In a special soundproof chamber. sep-
arated from the studio by a glass window.
is the controlroom with its controlboard.
the exclusive domain of the recording en-
gineer. Here all sound. traveling from
the microphones to the record. is reg-
ulated in a manner which is designed to
vield the most satisfactory results in the
final dise. We shall later discuss the de-
tailed procedures of the process.

The recording engineer is a2 man of
many trades. He must have an ear that
will tell him exactly how to regulate the
sound—a fact unfortunately very often
overlooked by the companies. He must
be quickwitted and prepared for all emer-
gencies, He must be able to execute the
change-over from one record to another
during a continuous musical  perform-
ance.  And he is often faced with the
difficult task of extracting certain parts
from one complete set in order to in-
corporate them into another set, as when
themes are excerpted from symphonies
for an album only featuring specific

Above all. he must have a more
natural

parts,

than sensitivity  for  precision.
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This  man. combination of sensitive
mechanic and. as should be. aware musi-
cian, is the heart muscle of the record-
ing session. He gives the starting sign.
lie follows the performance through, and
it depends largely upon his skill whether
a performance has 1o be repeated or not.
If you consider the huge costs involved
in a large scale recording vou will easily
appreciate his responsibility.

With regard to esthetic questions he is
substantially aided by the musice  di-
rector of the company. who, as a rule.
takes his seat in the control room. from
which point he superviges the whole pro-
duction. He functions often as a buffer
between  engineer and  artist.  advising
both as to the most opportune manner
of recording and suggesting re-takes and
other measures that may lead to a per-
feet reproduction. Some control rooms
contain. in addition to the control hoard.
the amplifiers which control the volume
of sound picked up by the outside micro-
phones. and the recording tables with
the dise upon which the music is re-
corded and from which the master record
is 1o he processed later. Other studios.
like Columbia’s *Liederkranz Hall™. have
the =ound piped into a special studio
where it is recorded by machines placed
there.

Very frequently. and especially in the
case of recordings of large scale orehes.
tral or choral works, the entire equip-
ment goes “on location™. =0 to speak.
Coneert halls, like New York's Carnegie,
have proved to he extremely conducive
to high  fidelity  if  certain acoustical
changes are made. Then the equipment
of the engineer has to he moved 1o this

hall.

large expenses of rehearsals, recordings

Sometimes, in order to avoid the

are made right during a concert perform-
with  Mahler's
“Ninth Symphony™ in Vienna where Vie-

ance, ds  was lll(' case

tor’s engineer made a recording of the
performance by the Vienna Philharmonic
Orchestra under Bruno Walter,
recordings, although much cheaper in
production cost. whiel is of special ad.

Those

vantage in any superdimensional work,
and possessing a certain charm of im-

mediacy gained from the informality of
the performance conditions, have the one
disadvantage that noises. made involun-
tarily by the audience. invariably go in-
to the record. It is quite a disappoint-
ment to hear in the midst of a pianissimo
string passage the coughing of a listener
or the rustling of paper.

It is at the studio that the most detri-
mental mistakes can be made and. conse-
quently, the biggest unnecessary expense:
‘an be incurred right during the record-
ing session. One false step and the whole
complicated  procedure  may  become
worthless and may have to be repeated
at high cost. This procedure appears
simple in its principle. The sound waves.
created by the playing of the performers.
are picked up by a microphone and con-
verted into electrical impulses. which in
turn are changed into mechanical im-
pulses.  Thix happens in the following
manner:  the  electrical  impulses  are
transmitted to a cutting stylus that trans-
lates these impulses into grooves on wax.
This wax has been flowed unto a plate
of metal. aluminum or glass, according
to the individual preference of each com-
pany. through a heating process. It's
thickness is less than a forty thousandth
of an inch. The stylus of the cutting
head cuts into the wax while the plate
rotates. with the grooves moving towards
the plate’s center. Thus the general
tendeney of the grooves” motion is that
of a spiral. These grooves represent the
mechanical translation of the sound gen-
erated in the studio. When you listen to
a record approximately the reverse proe-
ess takes place. The needle traces the
grooves in the same manner the stylus
moved originally.  The  gramophone’s
pick-up head converts this motion into
clectrical impluses which are transmit-
ted to the speaker. Tt in lll{fl;“tl"ﬂlls-
forms the electrical stimuli into sound
waves which vou hear when plaving the
record. Thus the road. traveled in re-
cording. is: sound—eleetrical stimulus—
mechanical result. That in reproduction
is: mechanical result  (dise)—electrical
stimulus (transformation in phonograph
——sound (emanting from speaker).




This ix the principle. But in praetice
many problems appear. These problems
center mainly around surface noise and
fidelity, and we shall see in a moment
how a great part of formerly almost in-
surmountable difliculties can be solved
now through careful appliance and
Knowledge.  Since fidelity. or. in other
words. greatest similarity of the sound
reaching the listener’s ear on the phono-
graph to that created in the studio. is of
utmost importance, the engineers devote
a great deal of attention to this problem.
The whole matter is aggravated through
several considerations. No two receiving
sets are alike;  consequently, the dise
must he designed for the average set.
which may lead to unpleasant experiences
in over- or under-sensitive sets. It i
strange, but definitely a fact. that the rec-
ord with the widest range of frequency
and dynamics. in other words that of
highest fidelity. sounds in all probability
rather bad on your set.  Because the
average set lacks the means to reproduce
the limits of frequency and dynamics, a
“true-to-life”™  dise will sound  whining
and sketehy on it. It is for this reason
that the engineer is forced to determine
the fidelity for an average set. 1o he sure
for a hypothetical average set which may
never exist in reality.  Consequently, the
record has to be tailored. Victor, which
records on wax. does the tailoring right
on the master. Columbia. recording on
acetate, does the tailoring later on when
tiie original of highest fidelity is re
recorded.

The stylus ean cut into the wax in
two manners, cither laterally or vertically.
The lateral cut. which is generally used
for commercial  purposes.  guides the
needle on the dise in sueh a manner that
it is swayed by the sides of the grooves
while passing through them. The verti-
cal cut. also called *hill and dale™, was
originally used by Edison and by Pathé
in France. Here the motion of the needle
i~ an up and down in the groove. The
advantages of one or the other of these
cuts has been argued repeatedly and ex-
tensively by experts. As it stands now.
the lateral cut seems to have won. sinee

all equipments of the major companies
are geared to its usage.

The width and depth of the grooves
stand in direct relationship to cach other.
If the width is not well proportioned the
needle may jump right out of the groove,
Conversely. if the depth is too great the
record  may  break easily.  Naturally.
width and depth are largely determined
by the degree of tone volume. whose regu-
lation will not only affeet the entire
musical dynamics. but will also be a de-
cisive determinant in the right mechan-
ical functioning of the dises.
quently. if the bass is recorded to its full-
est extent. the needle might cut from one
groove directly into the other.

Thus. too. it happens that. while the
orchestra in the concert hall averages a
volume range from

Conse-

seventy  to o eighty
decibels, the performance has to be cut
down on the records to around from
thirty-five to forty decibels. The reverse
process takes place in the case of a
crooner.  His  actual volume range is
much too low to appear natural on dises,
consequentlyv. it has to be raised during
the recording to a higher decibel output.

Another problem is that of surface
noise. Nince  the  transformance  from
mechanical disturbance to electrical jm-
pulse in the reproduction process is done
by the mechanical process of friction of
the needle against the dise's grooves, a
certain amount  of surface noise will
never be avoided completely. The trick
is not so much to avoid the <urface noise,
but to drown it out through the proper
tonal dynamics. That. in turn. requaires a

strengthening of very soft passages which.
uvnder surface noise. may otherwise he
come inaudible. Then again the engineer
must be careful not 1o “overcul”™ the
grooves, The needle must travel in such
a way that it takes the music off both
sides of the grooves simultancously. 1f
this mechanical motion is not absolutely
synchronized the listener may hear the
same music twice. once when taken off
the left side of the groove and then im-
mediately  following  when  the needle
moves to the right side. As strange as
this may seem. this ix what actually onee
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happened in a test recording of Bach's
St Matthew  Passion™,

In addition. the strength of the record
must be preserved =o that it may not
break easily.  Unfortunately. the mate-
rials which give a record strength yield
a comparatively  poor  surface  quality.
To get around this problem. Columbia
has instituted the lamination process in
which the sensitone surface is strength-
ened by a core put between the two
record  sides. Vietor is now trving to
avoid the problem by developing an un-
breakable record the qualities of which
will be discussed later.

While all tailoring
i the control
that the microphones are placed in such
an order as to insure proper tonal bal-
ance. Of course. it is not suflicient jusi
to place the microphone before the per-
former. In the first place. this would
result in a super-natural blast which
would take out all musical content if
captured on the dise.  Secondly, when
vou =it in the concert hall vou hear the
performers  at a  distance  of  several
hundred feet.  To plant the sensitive
microphone at the same distance from
the performer would not do because it
would fail to pick up all tonal nuances,
Besides. most studios lack the resonance
of the concert hall. Furthermore. the con-
cert hall’s volume level is too Dud for
the average living room where the con-
sumer receives the recorded musie. Thus
the volume has to be toned down to such
a degree that the living room reception
corresponds proportionally to the concert
hall reception. Living room volume must
relate to concert hall volume like living
room size to concert hall <ize.

is usually done

room it is imperative

It is important to have the microphone
in such a place that it will conjure up a
picture similar to that received in the
concert hall by the listener. To be sure.
the concert hall is always hiled with
people whose presence affects the hall's
When
instrumental or vocal combinations the
intricate

wcoustical  properties, recording

problem  hecomes even more

Several microphones have to be placed

al strategie points, selected  from  the

viewpoint of halance  without allotting
sny one group undue overbearanee or
diminution of volume. In addition, all
the mechanical noises usually produced
througa pedlormance, such as scraping
of hows. breathing, ete. (never heard by
the listener in the hall due to his dis-
tance bul easily picked up by the over-
sensitive microphone ) must be avoided.
All these problems are solved today by
strategic placement of the microphones
without interference with the normal pro-
cedure of the musical performance.

But only a few decades hack it was
up to the artist to make the necessary.
however incomplete. adjustments. When
Enrico Caruso recorded at first he and
the  accompanying  orchestra  crowded
around the acoustical horn. The orches.
tra was small. because only 4 minimum
of instruments could be placed in front
of the horn clo<ely enough <o that the
sound might reach the horn. When the
orchestra plaved the introductory  bars
Mr. Caruso had (o duck so that his stately
ficure would not block the flow of the
orchestra’™s tone into the horn. Then the
tenor began to <ing. At every high note
he had to withdraw slightly  from the
horn in order to avoid excessive blasting.
Otherwise. he had to sing as loudly as
possible. since pianissimo passages hardly
registered, One can imagine how aceun-
vate such a procedure was and also how



The dise in front of

the gold sputtering chamber
Cother pagey is being
groomed for the future
master print. Next.

in the process of
transformation from rwax
to record the dise

is coated with an

even laver of bronze
powder, later to be
replaced hy silver

much it must have taxed the artist. Yet.
basically it is the same principle today
w'“f.h (SDRBUE 'recor(llng. Urolly” oy .the the wax. having been treated for fourteen
engineer  provides all  the mechanical et e o) foan (U Gorp i
paraphernalia for the tailoring. plating tank

It was not always easy for the engincer
to give his instructions to the artist. Max
Hampe. Victor’s engineer in Berlin, re-
latex how Frieda Hempel teacted in oz
temperamental manner to his advise, The
German manager of the firm launched a
complaint against Hampe in these words:
“Hempel doesn’t like Hampe  because
when he wants her 1o get closer, he
shoves her forward and when he wants
her to get farther off. he pushes her
away. all without gentleness.™

After the process of first copper plating

Fven today it is necessary to rehearse
the placement of the microphones. which
often necessitates moving certain instru-
mentalists from one end of the studio to
the other until the proper balance is
reached.  Artists react differently to this
treatment. Some of them. like Toscanini.
leave the whaole job of placement entirely
up to the engineer, saying that it is his
job to achieve the best possible recording,
and only eriticise the resulis afterwards.
Others. like Stokowski. are very helpful
in aiding with placement. sometimes even
overcager o achieve the proper halance.
and not always overly trustful of the
musical qualities of the engineer

With all these problems in mind and
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everybody ready at his station. the re-
cording session s about to begin, First
of all. the musie director discusses with
the artist all tonally important passages,
such as sudden volume changes, and
overloud or soft passages, preseribed by
the score and visually to he tailored by
the engineer. Then artist and music di-
rector time the work in order 1o deter-
mine when ecach record is to be cut.
Artists prefer their records cut at logical
musical intersections, a task not too
stmple if one considers that a 127 record
should not run shorter than three and not
longer than four minutes. This cutting
is determined by the conjoined considera-
tion of the dize’s time propensity and the
composition’s esthetic necessity.

After all this has been determined the
music direetor transmits his and the art-
ist’s ddeas to the engineer who, usually
aided by two other engineers, takes his
place in the control room. where he i~
joined later by the music director. Then
hegins the tryv-out for tonal balance and
placement of the microphones.  Some-
times a soloist has to stand up. some-
times he has to sit down. It even happens
in special cases that he may have 1o
mount a table, ete. ete. After the micro-
phones are placed at the right points, the
performance may start. The musicians
usually want to warm up first and try to
rehearse for a while. The engineer. in
the meantime. receives a picture of the
tonal gnalities that will guide him for
the final recording.

After the rehearsal one part of the
composition, let us say one movement of
a symplony.is plaved and recorded upon
two dises. One of these dises is the rec-
ord from which all future pressings are
to be made, the other one serves for play-
back purposes. As soon as the movement
is finished the record is played back 1o
the artist and music director who then
form their opinion of it and make changes
if these should prove necessary. The next
tecording of the same thing is largely
guided by the experiences evervbody has
made in the first recording, and it stands
to reason that everything should come out
right in the corrected form. But it has
happened repeatedly that one picee of

The copper plate, called “master.” is pried
off the wax dise. Later on it will be nickel

plated and a test record will be pressed from it

music had 1o be recorded eight to ten
times to meet with the approval of every-
body concerned.

I witnessed only recently a recording
session of the Busch Chamber Music
Players that was as exciting as a mystery
maovie, The first record made meets with
general  disapproval. Then My, Busch
rehearses again only o stop suddenly
and exclaim to one of his instrumen-
talists: “You play for the mike. This is
too heavy, Over from letter A.” The re-
hearsal proceeds and then, on demand
from the engineer. the playvers are moved
arcund in a different distribution. This
seems 1o bhe acceptable to the engineer
who asks for a repetition of the solo
violin in order to cateh its tonal level
Then evervbody is ready for another test
record. While this is in process the en-
gineer finds it still unsatisfactory  and
demands an interruption of the perform-

ance by Hashing a red light which is
fixed above the control room. There fol-
lows a discussion and one decides upon
another test record. Evervbody is reads.
the engineer savs “Ten seconds please™.
a red light flashes. then is extinguished
and the performance hegins anew. The



completed  test record s plaved  back
to Mr. Busch and the instrumentalists.
W hile this is done the handvmen of the
studio under the direction of the enginees
move some screens placed  hehind the
orchestra. These are designed to give bet-
ter resonance to the plaving and to pre-
vent the diffusion of the tones in the
hall.  Another test follows. but this time
the high passages seem too harsh. This
goes on for quite some time. at times
interrupted by short rest periods for the
artists. until evervbody is satisfied and
the final record can be made. Thus a
pivee of musie. which in the concert hall
lasts about ten minutes. can require a
rehearsal and testing period of nearh
cight hours or more in the recording
studio.

When the ultimate i finally
made and approved by evervhody. artist.
music  director  and usuall
gather around a microscope 1o inspeet
the grooves in their ssmmetry, This s
but another checkup which will insure
smooth production. From this point on
the artist’s job is finished and the pro-
duction process takes its full course,

record

engineer

The trimmed and polished matrix is inspected
for possible flumes in the grooves with a mag-
nifving gluss. Minor repairs are done on spot

The base record. upon which the re-
cording has been made is first cleaned
with nitrogen: then the dise is placed
in a vacuum chamber. The chamber con-
tains a large cake of pure 24hkarat gold.
An electrie current of 2.500 volts vapor-
izes this gold and for twelve minutes gold
is deposited on the dise. Due to the mo-
lecular structure of the gold the smallest
particles of the grooves are cavered by it
eradually until the entire wax dise dis-
beneath a gold surface.  Thisx
process called  “gold-sputtering™
makes the non-conductive wax dise ca-
pable of carrving an electrie current.

The gold-covered wax surface is then
put into a copper bath where a shell of
pure copper is eleetrolytically applied to
it. The wax is suspended in a copper
solution, which is in constant eireulation

appears

and is filtered through glass wool. The
wax disc rotates through this solution
until a uniform copper coating is insured.

After one hour this process is usually
finished and a perfect copper coating lies
over the gold surface. This is what i~
cenerally known as the master record.
Then the master is shipped in an air-
conditioned truck 1o the plant. Here the
master is treated in another electroplat-
ing bath which builds up further the
copper coating. A\ metal mold is made
from this dise. also called “matrix”. and
from this are made a number of duplicate
matrices or metal stampers which stamp
out the finished record as vou have it
in the store.

To repeat in greater detail. the process
goes like this: The wax record (positive)
= gold sputtered first and then copper
plated. forming a negative. The coating
is pried off the wax dise and nickel
plated.  (Frequently a test record s
pressed from this.) The nickel plated
master is treated in a separatine solution
and placed in a copper plating tank
where shell is formed
The new shell
Now the treatment
in the separating solution permits the
separation of the master and the mother.
The mother, which is a positive. is treated
again with a separating solution and an-

another copper
over the nickel surface.
ix called the mother.

other matrix isx formed by copperplating.
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This matrix then s separated from the
mother and is chromium plated for dur-
ahility,
the aforementioned stamper. which, as a

The chromiumplated matrix is

negative. renders the final produet as a
imsi!i\'l'.

The matrix is then trimmed. with all
the waste material ent away: polished.
reinforeed with a copper back for strength
needed in the stamping process, centered
in order to allow the arm of the re-
producing machine the even spiral-like
motion within the grooves as originally
and thus
Before
it goes down 1o the stamping machine it

determined by the recording
readied for the pressing work.

is examined by an inspector through o
magnifyving glass to sce whether the pro-
cessing has caused anv damage to the
delicate groovings.  In the case of a
slight damage the inspector can repair
the fault with a lintle ool that looks
somewhat like a needle. If the damage
i= of larger proportion then the matrix
is worthless. and a new master has to he
made,

There is a lot of confusion in the lay-
man’s mind as to the ingredients which
form the material that makes up the

record reaching the market. There are
about a dozen ingredients which go into
the matter constituting the final material.
Chief parts are shellac. sienna clay. a
second and unnamed type of clay. and
lampblack. The ingredients are carefully
~creened at first. then blended and turned
into - powdered  form. Then they are
thrown into the Banbury mixer (a ma-
chine so huge that the one at Camden
occupies two complete floors). This ma-
chine does a perfect mixing job of all
the ingredients. The final produect is a
black  plastic which  resembles
asphalt.

The end of the war has brought a new
type of material on the market which
very well might revolutionize the record
industry in the future. This material.
which results in a flexible and unbreak-
able disc. is a svnthetic plastic matter
called “Vinvlite”™. The trade-mark is ap-
plied to a series of thermoplastic resins
and compounds <old by the Bakelite Cor-
poration of New York. RCA Victor is
now utilizing this material for a great
part of its consumers’ records.

Research in non-breakable material.
that would vield a higher quality record.

mass




had been commenced by Vietor in 1931
when the engineers attempted 1o develop
a Tquiet”. Le. minus surface notse dise
for the film industry. The discovery ot
“Vinylite's” possibilities has brought a
new disc to the home-phonograph indus-
ey, Although the material was fully
developed a few years ago and actually
used in high quality transcription ree-
ords. it~ formerly prohibitive costs and
ils usage for war industries prevented
the developnient of a non-hreakable home
record. “Vinylite™. now widely used for
~such a diversified range of consumers
goods as rainwear. drafting inctruments.
shower curtains and hottle tops. was use |
for the production of the army’s Vedises
in addition teo its employment in war-
important products such as insulation for
wire. cables for battleships. calculating
and navigating instruments in aviation
and artillery. and waterproof coatings for

military raincoats and ponchos,
s y il 9 5 q $ovs e ol
Eteanor Ste ,)l::‘. l.lw I.;rr.l.lmnl young soprano. The application of “Vinvlite” for home
tests the first “I invlite” plastic :

record for durability and flexibility records will result in numerovs advan-

Left: The huge Banbury miver.
occupying tico floors.

blends all the ingredients

of the final dise to

utter perfection. Right:
Having been cut to

size the plastic material
moves over a convevor

belt to tive room

which contains the stampers.
Kach rectangle is

one “hiscuit”
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Left: Ready to stamp out a record. the worker has placed the pliant biscuit on lower
table to impose imprints of the tico stampers. At edging machine (right) rough edges
are taken off final product and rim is smoothed with emery pads

tages. First of all. the broken record. due
to the toughness and flexibility of the
material. will disappear. The low water
absorption rate of “Vinvlite™ plastics will
prevent any swelling or warping of the
dise. Since the plastic compound does
not require the mineral filler used in the
standard shellac records surface noise
can be greatly reduced on the “Vinylite™
dises.  Although of lighter weight ma-
terial tests have proved that the new
records can be played on any standard
set or automatic changer. The Vietor
company claims a much higher fidelity
for this type of records than was experi-
(”('('(1 =0 fur. 'I‘IN’ one test l‘('(‘til'd. \\hi(‘ll
[ have been able to examine. seems to
bear out this fact although T am not pre-
pared to say whether this is the result of
a better and more careful technigue of
the engineer in the recording studio or
whether it is inherent in the new material
itself.  (The company very emphatically
claims the lagter.)

In all probability. the new ruby-red.
plastic record will conquer the market
once it is emploved in equal degree by all
companies.  Nevertheless, for the imme-
diate future the shellae dise. largely for
its lower production cost. will still hold
its own for quite some time.

Chief reason for this is the fact that
most factories, representing huge invest-

ments, are still geared to the production
of the shellac compound dise. Further-
more, recent. considerably improved re-
cording techniques have resulted in a
much higher fidelity  with a minimum
of surface noise, Of course. breakage
cannot be avoided in the shellac com-
pound but the afore mentioned lamina-
tion process of Columbia has provided
the dise with a great deal of sturdiness.
lowering the accident rate of the record.

Gaoing back to the original black plas-
tic mass. as used so far. we notice the
following process:

Emerging steaming hot from the mixer
the material is conveved 10 a rolling ma-
chine which kneads it back and forth
like a huge rolling pin. Then it is put
on a long meving conveyvor belt which
moves the material through a set of re-
volving knives which cut it into even,
rectangular called  “hiscuits™.
Each biscuit contains the amount of ma-
terial necessary for an individual disc.
The biscuits are then sent to the stamp-
ers which are hand operated and are
constructed in suck a way that one upper
round tahble is movable against another
lower round table. which is fixed. On
cach table is affixed the matrix or the
stamper. one for the A side of the record.
the other for the B side. The biscuit is
placed upon the lower (fixed) table and

sections



the upper  (movabler table is moved
down to the bizcuit where it presses the
biscuit against its own stamper as well
as against the stamper of the lower table.
The labels are placed upon the stampers
and are baked into the record during
the pressing operation,

The hiscuit reaches the stamper in a
hot and pliable form. achieved by being
moved over a steam table. When the
stampers press against it. hydraulic pres-
sure is released and the pliant record
material flows over the surface of the

stamper.  Live steam circulates through

the press and after a few =econds, when
the steam s turned off automatically.
cold water circulates. This water cools
the press. hardens the record and frees
it from the grooves of the matrix. The

press i~ opened and the completed rece-
ord is removed from the table.

The number of stampers employed de-
pends upon the production order. One
master record can vield as many stamp-
ers as may be required for any produe-
tion. 1t is not the original recording or
the master which determines the number
of 1ecords to be produced. but the num-
her of stampers.

After the record leaves the press it has
an excess of material which is known a»
“flash™. The excess material is shorn off
by hand and the record is sent to the
finishing department where the edges are
ground down to perfection: first by fine
emery paper and then with plain white
cloth. which makes it =mooth and pol-
ished, When the record is finished the
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{s records come down from edging machine they are put into envelopes,
and. having pussed tost, are sent to shipping department

worker slides it down on an incline to
the  checking  department.

From the aforesaid it may be assumed
that. once the recording has heen done
catisfactorily at the studio. there is noth-
ing to worry about anvmore. and the
checking department will find no flaws

Unfortunately, this is not
Many are the mishaps that

i the record.
always true.
may happen during the mere mechanical
operation of production, Unesenness in
coating of the original. foretgn bodies in
e miver and any number of things -al-
though they do not oceur frequently —are
quite capable of destroving the value of
the original recording  and  overything
nay have 1o he done over again.

A< Albert AL Pulley. Vietor’s chief
recording engineer. once put itz “Fyen
when the moment of stamping the records
i~ reached, all worries are not over yet.
The recording session has gone smoothly.
Fhe microphones have heen placed in
the studio. the artist has performed and

has approved the record. the grooves
have passed inspeetion what then? Then
one can only pray that evervthing will
come out right.  But sometimes some-
thing «oes wrong, and the whole process.
from the plavback to the stamping. ha-
1o be repeated.”™ Yeso even the recording
industry has it gremlins,

When the record finally arrives in the
checking depaitment inspectors examine
it for visible defeets. H none are found
the dise is polished with a soft cloth
At fregquent
intervals <amples are selected at random
for special testing with highly trained
personnel plaving the record in specially

and placed in an envelope,

constructed sound hooths, searching fo;
defeers in the tonal quality. 1f a single
record proves defeetive it is discarded
and the entire lot from which it was
taken is re-examined.

\t this stage of the game the artist
and the music director usually drop in
1o listen to their ercation. mainly (o



their own pleasure. Bat it has happened.
I have been told. that even then one of
the two mayv be dissatisfied with the end
product and after a lengthy and. 1 ima-
gine. rather heated conference it will he
withdrawn.  Thi~. however, is one casc
among thousands,

1. howeser, the records have passed
the tinal test they go 1o the shipping
department. From there they are sent to
the distributor and then 1o the dealer,
Provided that the reproduction set is good
there is no reason why vou should not
receive a first class recording. Of course.
there are many problems in the repro-
duction set. such ax weight of pick-up.
angle which the arm forms against the
grooves, capacity to reproduce sound of

high frequenes. and others. Any small
deficieney may  disturh your  reception
considerablv. But that s another story
which will have to be told ~omeiime ie
the future.

H vou think of Mozart writinz his svm-
plionies more than a handred and fifty
vears ago ina small unheated room on
a ~croll with a quill. and of all the de-
vieus wavs this picce ol music had 1o
travel until it could reach the home of
~av. a Kentucky farmer. vou will <ee how
complicated modern life i<. Bot yvou will
dlso see what progress we have made in
recent vears—progress which is to ihe
bhenefit: not only of those who produce
and sell the recordss but also of 1thase

who write and listen to music

Final product is listened to by artist and music director. Here choral director

Robert Shawe and Victor's music director

Macklin Marrow

enjov the performance of the music to *On the Town™
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a report
on the
record industry

Here is the comprehensive story of progress and change

in the record, phonograph,
k]

since 1915—faets and figures

radio and accessory fields

from the past and the out-

look for the future—prepared by Neil F. Harrison, Mack

Wallueh and the Record

uring the first quarter of this century,
\mericans  spent  approximately 2 bil-
lion dollars  (52,000.000.0000  on rec-
ords and phonographs. In the years 1915-
16-17, the Victor record company was
the leader of about 25 record companies
and a dozen prosperous phonograph man-
ufacturers. It accounted for half the pro-
duction of the entire industry, and more
than half the gross sales. Vietor distrib-
uted an annual dividend averaging 60
percent on its capital stock during these
vears of World War I With acecumulated
orders during the war, it showed a gross
in excess of 52 million dollars in 1920
and 51 million dollars in 19210 when it
sold 55 million records,

By comparison with present-dav stand-
ards. the phonograph machine and record
was a rather primitive means of musical
transmission, In the dayvs of Caruso, the
fundamental record range consisted of a
frequeney of 100 to 700 cveles. What
made Caruso’s voice great was the num-
ber and range of the overtones and the
manner tn which he used them. He eould

Retailing  Research  Staff.

eet volume without velling, The orchestra
that accompanied him had a frequency
range of 30 to 12000 eveles. Through
methods worthy of a contortionist. this
sotund was converted to tiny waves and
grooves of wax. It was obvious, however.
that the majority of overtones. as well a-
many of the fundamental ones were miss-
ing in this antiquated sound reproduction.

In the early 20°s, however. the scientists
of Western EFleetrie™s  research  depart-
ment, which later became the Bell Tele-
phone Laboratories. developed principles
of electrical transeription. The conver-
sion of sound waves into electrical im-
pulses. amplified. enabled recordings with
vibrations ranging from 30 to 5.500 e¢veles.
This allowed an orchestra to be deployed
naturally in an auditorium with a micro-
phone placed far enough away from the
performing artists to blend the reflections
from the walls. The acoustical problem
was completely licked.

Shortly after this development in tran-
scription, a vastly improved mechanieal



phonograph. called the Orthophonic, was
mtroduced. This development again came
from Western Eleetric’s rescarch depart-
tient. With proper promotions. this new
orthophonie Victrola. together with the
improved recordings. hoosted  recorded
home entertainment to new peaks of pop-
ularity.  The result was that the good
times of the middle 20°s saw the industry
production approach 100 million dises.

In 1929 the electric phonograph. with
greater range in volume. replaced  the
mechanical phonograph. That vear rec-
ord sales were about 65 million. Of this
total. Victor sold 30.000.000. the Amer-
ican Record Company  17.000.000. and
Brunswick 12,500.000.

With expert negleet on the part of the
record companies and the advent of the
popularity of the radio. record sales
dropped to less than 10.000.000 in 1932,
The American Record Companv. which
now owned  Brunswick. sold around
6.000.000 records. Vietor sold something
less than 3.000.000. and Columbia man-
aged to squeeze about 250.000. The epi-
toph of the record business was being
written.

In 1937 things started to happen. New
technical improvements, intelligent. hard-
hitting promotions by record companies.
the public’s desire to hear “the music they
want when they want it.” all combined to
make for a startling boom in records. In
1938 the industry produced and sold 33.-
000.000 records. In 1939 it sold 50.000.-
000 records. In 1940 it sold 75.000.000
records,

The following is a hreakdown of ree-
ord production sinee that period: 1911,

100,000,000 1912, 127.000.000: 1913,
139.000.000: 19 LL 118.000.000: 1915,
156.000.000: 1916, ?

\ recent poll by an outstanding survey
organization predicts that there will he a
demand for 600 million records in the
first full post-war year. From all indica-
tions, there ix not enough plant equipment
al present or in the immediate future to
produce this number of records.
tially, present equipment s,

Fssen-
from all

technological standpoints, obsolete. Un-
less new types of equipment are intro-
duced. this figure may not be reached.
Existing equipment and plants projected
will not be able to produce more than
from 300 to 350 million records in the
first full post-war vear,

While the 1945 figures <how a substan-
tial inerease in the public demand for
recorded  music.  the companies
were able only 1o fill fractional amounts
of the consumer demand because of the

rec Il'(l

industry’s shortage of pressing equipment.
In addition to these unprecedented record
=uch
as needles. albums. vacks and rvecording
blanks——experienced a <imilar boom. In
TOLE over ST12.000.000 of gross sales of
permanent point needles were reached.

sales, the accessories 1o the trade

This volume of records has Leen pur-
chased by only 5.000.000 buvers. Accord-
ing to hest reports. there are only 5.000.-
000 turntables in use. all of which have
Leen made prior to 1910, The estimate is
that the first full post-war vear will see
10.000.000° new  radio-phonographs  in
American homes. (Aceording to a survey
made among the radio manufacturers. it
was estimated that 70 percent of the dol-
lar volume of the post-war radio will con-
sist of the radio-phonograph  combina-
tion.l Aecording to past figures. every
buser of a phonograph buvs an average
of 839 worth of records the first vear.
This. distributed  among
father’s preference for the classies. moth-
er’s choice of semi-classies. elassics and
waltzes. and the children’s eraze for the
crooners and jitterbug records,  Let us
assume that the 10.000.000 estimated sales
of radio-phonographs will be onlv 5.000.-
000. Let us go a little further and assume
that the 839 average sale of records to
the new buyer. which existed previousiy,
will onlv be 200 The net result still
shows 100.000.000 dollars worth of new
business for records alone in the first vear
of the coming period.  Add 1o this the
fact that 8.000.000 men will be coming
rome from the Army. These hoys who
during the war period were taken out of
the record consuming market nave been

of course. s
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educated 1o listen to records via the vast
\-Dise project that was sponsored by the
United States Government. This buving
reservoir will be thrown as an added
veight inte the new expanded  record
market.

In 1910 the entive industry. for all
practical purposes. consisted of Victor,
Columbia and Decea. Sinee then, many
neweomers have made their appearance.
Capitol Records. Musicraft. Sonora and
others all hecame important factors. As
many as 70 independent record companies
are in the field at this moment. WOR
introduced s new label. the Feature ree-
ord. Rumors have it that the Blue Net-
work is to follow suit.

Capitol Records, backed by Buddy De
Sylva of Paramount. Jolmny Mercer. top-
flight song man. and Glenn Wallichs,
shrewd record man. made the greatest
strides of the newcomers. and  oceupy
fonrth spot in record manufacturing im-
portance. Boris Morros. Hollywood pro-
ducer. broke into the market with ARA
records  ( Mmerican \rtists),
Vetro-Goldwyn-Maver is preparing to in-
vide this market in a big wav. after taking
Frank Walker. record-wise executive of
RCA-Victor to head up the new organiza-
tion. 20h Century-Fox is reported ready
to o into the manufacturing of records,
The tie-up is a natural. for the moving
picture interests have full access to the
tunes as well as to the recording artists,
New names. new ideas and new talent.
backed by Wall  Street
maney. enter the record field.

Recording

conservative

The radio manufacturers. quick to real-
ize that records and radio-phonographs
are like ham and eggs. because without
vecords there would be no demand for
radio  phonographs and  without  radio-
phonographs there could e no record
<ales. have been quick 1o recognize the
importance of this revitalized  demand.
Sonora. first of the radio companies to
enter the record field. has enjoved a tre-
mendous suecess with their fast-moving
semi-classies,  This was observed as a
~hrewd move by other radio manufactur-
ers who realized that Sonora had not only

developed a highly profitable business.
but also had constructed a sound selling
organization with excellent distribution
facilities.

Majestie Radio & Television was quick
to move into the picture. huying out Hit
Records from Eli Oberstein and convert-
ing it to the Majestic label. Pilot Radio
built their own record pressing plant. and
during the war period has been heavily
engaged in making records for the Armed
Forces. and plans to make its debuat in the
consumer trade within a matter of months.
According to the grapevine. Phileo will
make a big bid for the record trade
.\llul'll_\’.

Whereas prior to the war there were
approximately 15 companies of any stand-
ing  making radios and radio-phono-
araphs. as of today there have bheen 150
RCA 1o make
radio-phanographs.  These

companies  licensed by
radios  and
cempanies are prosperous. and their plant
capacity has been enormously expanded
due to the war. They will spend millions
o consumer advertising such as news-
papers. magazine and radio to create a
demand for radios and radie-phonographs.
This means that the market for radios and
radio-phonegraphs will be enormously ex-
panded.  Inteligent dealers will see that
they get their proportionate share of this
business, The existing record dealer has
an advantage at present. over a great
many other potential dealers of radios and
vadio-phonographs. because: (1) He has
traflic in his store at the present time:
(2) He has up-to-date mailing lists that
e can use for the prometion and sale of
new radios and radio-phonographs and
knows the condition of their instruments:
(31 He has the confidence of those people
who have been purchasing records. sheet
music and other allied products from him
during the war.

There is no reason why the existing mu-
sie dealer should not be able to get the
bulk of the radio and radio-phonograph
business it he keeps up the aggressive
policies he has carried out during the

war,



the industry



booth no.

Admiral
Sets

Manufacturing is under way at Admiral Corp.. 3800 W. Cortland St.. Chicago 47,
HI. According to Ross D. Siragusa. president. sizeable quantities of a new record-
changer attachment for radios will soon be coming ofl the assembly line. These are
in addition to their regular line of radios and radio-phonographs.

The attachment. an improved model of one popularized by Admiral before the
war, consists of a phonograph turntable, tone arm and antomatic changer, electrically
operated and mounted in one unit. By connecting it with any type of home radio.
whether table or console model. the user will get phonograph performance and auto-
matic changing of records as well.

Admiral officials go over merchandising plans.
Left to right: R. A. Graver, W. C. Johnson. L. H. D. Baker, S. Mintz.




booth no.

Asch
Records

Manufacturers since 1939, Asch Record Co. 117 West foth St., New York City.
specializes in recordings of American and foreign folk music, jazz, opera. prose poetry,
and drama.

According to a company official. ecritics have adjudged Asch recordings o be
spirited and of artistically high quality. Included in the repertoire are albums of
folk songs and dances. cowboy songs. blues. G.I songs. flamenco music. jazz. boogie
woogie. popular all-time favorites. opera and piano classies and children’s stories.

Recording for Asch are such artists as Mary Lou Williams. Erno Balogh. Meade
Lux Lewis. Burl Ives. Josh White, Woody Guthrie. Art Tatum. John Kirby. and Alfred
Krevmborg. Distributars for the company are lecated both in the United States and
in Canada.

Popular artists who record under the Asch label.




Aeropoint
Needles

The Aero Needle Co.. 9 East Huron St Chicago, HE makers of Neropoint long
life phonograph needles. made merehandising history when they displaved phonograph
needles on counter cards. Aerapoint needles are made in a curved-spring design. and
are tipped with Electronium. resilient plastic or stainfess ~teel, Company executives
have devoted a great deal of time and eflort 1o ereating colorful packages and counter
card= to house models T 887 and 2507

tn attractive counter card displays the Aeropoint “8387.

-

PHONOGRAPH NEEDLE B

WHITE PLASTIC INSULATOR
ABSORBS MECHANICAL SOUNDS ."
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booth no.

ARA
Records

When the ARA Record Company. 686 North Robertson Blvd.. Hollvwood. was
formed a while ago. the name was chosen 1o represent American Recording Artists,
But today. because of the strides the company has made in establishing itself as a prom-
ising and progressive organization. AR\ could he interpreted 1o represent “A Record

Achievement.”

Franees Langford. Hoagy Carmichael. Phil Harris. Bob Crosby, Art Tatum,
Skinnay Ennis. Earl Hines. Jan Garber. Smilev Burnette, Joe Reichman and Stuart
Hamblin are but a few of the many artists who will record for ARA.

The company has also issued several recordings which have recently heen made
by the Vatican Choir.
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Boris Morros, aggressive President of
AR A Records, declares that his intention
is to provide dealers with fine recorded
music. A roster of outstanding performers
and a modern plating department and mill
are helping him do that job.




booth no.

H. W. Acton Co.

Needles

The H. W. Acton Co.. Inc.. 370 Seventh Ave., N0 Y. Co has represented

Bagshaw needles for a good many years. The company is proud of the fact
that while Bagshaw had its start with the phonograph business itself, it has
Kept pace with the industry’s renewed rise to national importance,

54

Informative copy is featured in Acton trade advertising.

== )y

Rdlson's Phonograph.

ow it all

staried . . .

g‘vrv i< illustrated Edison’s
own sketch of his first design for a
talking machine. From this crude
Lat competent draft has emanated
the gigantic phonograph industry;
and the lusty giant depends abso-
lutely upon trifling slivers of metal
called Phonograph Needles!

W. H. Bagshaw Co. was making
industrial  needles when the first

talking machine burst upon an in-
credulons America .. . and began
producing  phonograph needles in
5920 I all the proud decades of
advancement since. Bagshaw Needle~
have served and paced the phono-
craphy industry L scientific. sturdy
=l designed and made by masters.
cach for a ~pecihe purpose of ii-
(LAY

Acton, sole sclling azent for the
Bagshaw  Needle output these last
thirty vears. has ~cen needles come
and needles 2o . ..
tains that DBag<haw vives a deales
the best products, the best packae-
ing and the best deal all-round.

and ~ull main-

Remember, all Bagshaw needles ae
made entirely by Dagshaw

cach and every step under one-plant
control.

*
After all—you can’t beat the BEST!




booth no.

Audio Industries
Phonographs

Engaged exclusively in the manufacture of phonographs—no radios—is Audio
Industries. Michigan Citv. Indiana.  Using the trade name of “Ultratone”. the com-
pany offers a full line of phonographs which will be distributed through independent
distributors to independent dealers,

The “Ultratone™ phonograph line features phonegraphs for every need—non-
automatic and automatic tecord changer modeis. portables. table models, battery am-
plified, spring driven madels and wireless record plavers,

Among the new “Ultratone” phonographs
are a portable model in a luggage case,
designed particularly to appeal to the
vounger sel, and a table model in an
cltractive finish,



booth

no.

J.F.Bard,
Distributor

1. F. Bard. 411 S. Franklin St.. Chicago Hl. is the exelusive wholesaler {in six
ctates) of the following reeord lines:  Asch. Bibletone, Bost. Continental. Gala. Har-
gail. Kismet. Musicraft. Party. Premier. Signature, United. White Eagle (Polish) and
other foreien language records. These lines are sold by Bard in [llinois. Indiana.
Towa. Minnesota. Missouri and Wisconsin,  Cordion and Scandinavian records are
sold by Bard in the entive territory of the United States with the exeeption of Min-
nesola and Wisconsin and the states east of Ohio,

PHONOGRAPH
NEEDLE

One of the needlos distributed by

J. F. Bard is the new “Plavmaster”,
a precision product selling ar S0e,
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CUSHION

f CURVE —
g EASY ON
RECORDS

SPOT WELDED

/3 LONG LIFE
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booth no.

A. S. Barnes & Co.,
Record-Books

v, S Barnes & Coo 67 West dth St New York, has acted as the sales ageney
for Smith & Durrell. book publishers, since 19135, Sinee that time they have added
several publications of their own 1o the record series originally published hy Smith &
Durrell. Oliver 11 Durrell and Horace J. Gardner act as exeeutive vice piesident and
sales manager respectively for both companies,

In 1910 Smith & Durrell first entered the field of recorded music with the pub-
lication of “The Record Book™ by David Hal.  The immediate suceess of this first
book (over 33.000 copies have been sold exclusive of the Braille editiony prompted
publication of other books in the field. During the following vear “The Jazz Record
Book™ by Charles Edward Smith and “How To Teach Children To Know Musie™ Iy
Harriot Buxton Barbour and Warren S, Freeman were introduced. In 1912 Hugues
Panassie’s “The Real Jazz™ wos added 1o the list.

Four leading best-sellers
in the field of recorded
music are temptingly dis-
plaved on a rack —-invit-
ing enstomers  to  leaf
through their pages.




vootn no. J, 10

Barth-Feinberg
Distributors

RADIOS & PHONOGRAPHS

‘sonora ]

C learava Bell 7

* Radios

* Phonographs

* Radio-Phonograph
Combinations

* FM Radios

* Television

RECORDS

* Sonora

* Axch

* Bibletone

* Pied Piper Children’s Records

* Erno Rapee's Melody Land
Record Book

* Listen-Look Record & Picture
lg()i'l\

* Children's Records

PHONOGRAPH NEEDLES
Fidelitone
Jensen

*
* Recoton
*
*

»

Peter Grav Kaeti
Brilliantone

* Garod

* Recording Needles

MUSICAL INSTRUMENTS
and ACCESSORIES
* Nationally Famous Brands

ELECTRICAL APPLIANCES

* Nationally Famous Brands

GIFTS and SPECIALTIES

* Nationally Famous Brands



BARTH-FEINBERG, INC.

Distributors of Records, Radios, Phonographs, Musical Merchandise
17-19 Union Square West, New York 3, N. Y.
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booth no. ]]

Bendix
Sets

The same engineering and technical “know how™ that made Bendix a great name
in aireraft radar and radio will enable the Bendix Radio Division. Baltimore. Md..
and its many =killed emploves to manufacture a line of home radios that will "hit the
target” in post-war distribution, it< ofticials feel.

\ complete line of models in AM. FM and short-wave will introduce many out-
standing new developments in engineering and styvling. Over a million dollars to be

spent on advertising and promotion should aid dealers 1o sell models ranging from
low-priced plastic and wood table radios to de luxe radio-phonograph combinations,

Skilled technicians building postacar home radios.




booth no.

Bibletone
Records

Bibletone, 351 Fourth Ave.. New York City, i~ unique among recording companies
in that it is the only firm devated exclusively 1o the production of religious musice

albums,

Foremost among the aims of the company are “the production of quality records
of beauty and inspiration. the teaching of the Bible to children. and stimulation of
religions interest among adult=,”  Simplicity and dignity are the Keyv qualities used by
the company in achieving these aims. Listed among the Bibletone albums are “The
Ten Best Loved Viyvmns™, Christmas at the Organ™ “Gospel Tlvins™. “The Bible
Speaks”. “Melodies that Live Forever™ and “Hymns of Comiort and Joy™

Albums of religious music of beauty and inspiration.




booth no.

A. Bitter
Construction Co.

To progressive record dealers the AL Bitter Construetion Co., 721-3 East 133rd
Street, New York City, offers alimost a quarter of a century of experience in designing
and installing efhicient record stores and departments,

Stressing self-=ervice dorving the past few years. Bitter self-service equipment has
doubled sales volume with a 657 reduction in sales personnel. Standard Bitter self-
service units are designed for maximum visibility and storage in minimum space. A
listing of companies using equipment by Bitter would read like the "Who's Who™ of
record retailers. and includes <uch well-known names as Jordan Marsh. Boston: Stein-
way & Sons. VoY RCAVictor, Camden: Stern Broso No Yoo Davega Stores, Eastern
states and Vim Radio Stores. Fastern states,

Bitter self-service units form patron-stopping
floor fixtures for Jordan Marsh. Boston, Mass., department store.

g

~

A
P, | (-



booth no.

Capitol
Records

Members  of Capitol  Recording
(:()rp.. ”0“)’“‘(!0(], (‘dllf have always
emphasized the role their retail deal-
ers play in the sales picture. Realiz-
ing the constant need for fresh and
sparkling ideas in building shop and
window displays. the company from
the start has made it a must to see
that they get every possible aid in
the way of promotional matérial.

Capitol accessories  inciude such
items as  the Pro-Disc.  recording
blanks, and needles. To fill the long-
felt need for a recording blank to
meet exacting professional and scien-
tific standards. Capitol has introduced
the Pro-Disc to the trade. Cut from
quality  prime  aluminum. of  exact
thickness and high metallurgical <peci-
fications. and coated with an exclusive
formula compound. the Pro-Dise of-
fers minimum surface noise. high fidel-
ity. untform  quality and a coating
which remains stable before and after
cutting. This professional type record-
ing disc is available in 6%. 8. and 10
inch sizes.

Designed to withstand the rigors of
average home recording use. while pro-
viding depth and quality of profes-
sional standards. the Capitol Record-
ing Dise is constructed of a hypoid
hase with a transparent cellulose ni-
trate coating,  No special needle js
required for play-hack.  Flexible. heat.
cold and moisture-resistant. the dise
always retains its shape and will not
chip. peel. erack. or soften. An ex-
clusive feature of Capitol’s merchan-
dising of thix disc is a special imprint
service for dealers who realize the tre-
mendous sale-promotion value of this
effective  advertising medium,  The
dises come in 1. 8. and 10 inch sizes.

\dvertised nationally in magazines
and newspapers. the Capitol Sapphire
Needle has a genuine gem-point. pol-
ished mirror-smooth. which rides the
Modulation Zone and the high-fidelity
eurved shaft. for easy groove pressure
and accoustical efficieney, Allows up
to 10,000 plays,

63



Pictured below are the following Capitol dealer promotion
aid: V. Reloase sheots: 20 Supplements: 3. Banners: V. Coun-
ter cards: 5. Record reviews: 6. Dealer newspaper mats:

. Mbum mais for newspaper use: 8. Signature mats: 9.
Catalog: 10, I indow broadsides: V1. Artist plotos

257 & T 120 Artist photos 87 v 107 13, Vagazine:

L. Wall hanger.
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Pictured above are the Pro-Dises Ueft) and home recording dises (rizht).
Roth of these products are nowe avatlable in the 61,708 and 107 sise.
(Below) Samples of Capitol promotion material distributed to the dealers
to aid in the building of attractive window. shop. and counter displavs.




booth no. 11,18

Columbia
Records

66

The history of the manufacture of
the Columbia record is viewed by
members of the Columbia Recording

Corp. as a “sage in the search for per-
fection™.  This search is continually
stimulated in Columbia’s three up-to-
date and well-equipped factories which
are  located in o Bridgeport,  Conn.,
Kings Mills, Ohio. and Hollvwood.
Calif.

The quality of a Columbia record
is checked the moment the master ree-
ord is cut i the recording studio.
Sound engineers in the studio replay
the record immediately after the cut-
ting. searching for any defects.

The electra-plating  processes  are
carcfully supervised = that the stamp-
ers which press the records are perfeet
replicas of the original masters,  To
guard against an oceasional flaw which
might apovear in the actual pressing of
the rvecord. a quality control depart-
ment has been set up in cach factory.
In this way precaution is taken to in-
sure that the preformance of an artist
will be as perfectly recorded as seien-
tific advancement will allow,  In ad-
dition to this. Columbia’s lamination
process provides quality plaving sur-

faces, The records are pressed in lay-
ers in which the center laver or record
core is made of a material which gives
strength and permanenee to the record.
The outer surface. made of expensive.
long-wearing. smooth  plastic. is ex-
tremely  sensitive and  provides rich
tone and faithful reproduction.

To assist in presenting its artists and
musie to the public Columbia has de-
vated itself to an extensive promoetional
program on hehalf of dealers and dis-
tributors.  In addition to such well-
known aids as national advertisements,
flash posters. release cards and special
merchandising  picees. are Columbia
Promotional News, devoted to retail-
ing information. and Coda, announc-
ing new  Masterworhs,

Two years of rescarch by Columbia’s
cdvertising department has resulted in



the Artist Tour Promotion kits for newspaper mats. signature  analyses.

twelve Columbia popular artists,  The vignettes. coasters. splash labels and
Kits contain news stories. photographs. other promotional features,

Arrow points to the record core. the center luyer
of the Columbia record.  The core is made of «
coarse material which provides strength and permanence.

The outer surfuce of the
record is made from a

« durable sensitive plastic.



bootn no. 19,20

Pictured below s qust @ sample of the promotion job
accomplished by Coluanibia Records. in tving in their
Gershicin albumsacith the Warner Bros. film. " Rltapsody
in Blue”” Columbia promotion is extensive. including

such items as supplements. hangers, posters and ads.
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fouldeary

Pictured above is promotion material on Columbia’s oxelusive recording
artist. Benny Goodman. Other well nown popular artists include such
leading names as: Count Basio. Cab Calloway. Frank Sinatra. Navier
Cugar. Horace Heidi. Woody Herman, Harry James. Gene Krupa.

KNay Ryser. Fred Lowry., Ray Noble. Ginny Simms. Kate Smith,

Tommy Tuclor. The Vodernaires. The Golden Gate Quartet.

The Charioteers and Los Brown.



booth no.

Capehart
Sets

The “mastery of music™ is one of the foremost goals of the Capehart Division of
Farnsworth Television and Radio Corp.. 3702 I, Pontiac St.. Ft. Wavne. 1. Capehart
radios embody many features resulting from this search for musical control. The
company has developed a record changer which will turn the records over—playing 20
records (40 selections) continuously.  Records of the 107 or 127 size may be played.
and the sizes mav be mined.  Without approaching the instruments. the listener may
have three hours of uninterrupted music.

Other features of Capehart radios and radio-phonographs which tend to give the
listener musical mastery are the remote control stations and the play control. With
the aid of the control stations one may change from phonograph to radio. tune to a
different station or regulate the volume,

Graceful and sturdy is this Capehart Sheraton model.




booth no.22

De Luxe
Records

The Deluxe Record Company, 1130 St. George Ave. Linden. N ] is busily
engaged in signing up big name recording talent for future production.  Artists who
have recorded for Deluse to date arve: the Air Lane Trio. Dud Bascomb and his or-
chestra, Billy Eckstine and orchestra. The Freshmen. Ted Grande and his Range
Riders, Ted Martin, Sarah Vaughn and many other favorites,

Top row: teft to righty Ted Martin, Air Line Trio. Tex Grande.
Bottom Row: The Four Blues, Dud Bascomb t(and his orchestray, The Freshmen.




booth no.2d, 24

Decca
Records

72

During the period of restricted war-
time  production. Decea Records, 50
West 57 Street. New York. has heen
concentrating its eflorts on albums of
tunes from hit Broadway shows and
suecessful musical films. The hries
and music from “Oklahoma.™
“Bloomer Girl™ and “Caronsel™ have
scored as much of a smash hit in
the record field as the original pro-
duction did  on  the stage.  Bing
Croshy’s album of songs from “Going
My Way™ proved a best seller.

The company has released noveliy
songs performed by the Hoosier ot
Shots and other small combinations.
Hill billy tunes with vocals by Jads
Canova were acclaimed by a publie
hungry  for  melodies  off-the-heaten
track.  Popular  songs by leading
screen and radio artists also received
their <hare of attention,

Decca has been backing up record
dealers with a consumer advertising
campaign in leading national maga-
zines,  They  have also  distributed
clever little bootlets for use as envel-
ope stuffers or give-awavs, A par-
ticularly eflective  booklet  was  the
July dssue. which listed outstanding
Decea releases. The hooklet serves ax
a handy reference for the customer.,
without going out of date. The com-
panv  has  also issued a pamphlet
which gives an attractive. helpful and
informative deseription of their Span-

ish language course.
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Show albums featuring origind casts receive major share of Decea promotional efforts

Many top-notch screen and radio personalities record tor Decea.




booth no.25

Duotone
Needles

The Duotone Company. 799 Broadway. New York City. prides itself on “a re-

markably low co-cfficient of friction in its needles,  They contend that “the double-

bend design helps end serateh, makes records last longer.”™ and that Duotane has
been first in the field with “the finest. Targest and most diversified line of phonograph
needles and recording aceessories.”

The company has many plans for the merchandising and promoting of sales of
their needles. A new. redesigned package for the “Star Saphire”™ needle. and ex-

tensive dealer supports are in the offing.

Bea Wain (star of Mutual's
“Starlight  Serenade’™)  and
Stephen Nester (piesident  of
the Duotone Co.) listen appre-
ciatively to one of the
vocalist’s top recordings.




booth no.

Emerson
Sets

Emerson Radio & Phonograph Corp.. 111 Eighth Avenove. New York City, was
known in the days before the war as the largest producer of small radios in the world
Specializing in table model radio and radio-phonograph combinations. the company
distributed its products through exclusive agencies covering the various sections of
the country,

In reconverting to peacetime production after having served the country in the
manufacture of electronic product= for war. Emerson hopes to maintain and further
the status it had before Pearl Harbor. when its radios were being distributed through
20.000 franchised dealers.

One of the first postacar models manufactured by Emerson Radios.




booth no.27

Farnsworth
Radios

In order 1o meet the estimated consamer demand for radio-phonozraph improv
ment=. Farnsworth Television & Radio Corp. of Fort Wasne, Ind.. has specded produoe-
tion on it~ P10 series changer. The 1210 record changer has a light weight 1one
arm Cone ounce needle pressured which is adaptable to any standard pickup cartridge.
Phe turntable runs in heavy close fitting hearings with a ball thrust which insures
minimum speed variation when the turntable carries a full load of records.

Pictured beloiw is the Farnsworth model CKh 75, Inset at left it shows changer.




booth no.28

T T

Garl Fischer, Inc.
Sheet Music

Sinee 1872 Carl Fischer, Inc.. 62 Cooper Square. New York Citv, has <erved the
music industry with the soundness ol purpo<e and assurance that comes with ex-

perience. lis policy of encouraging the American composer has brought to its catalog
not only the literature of the great masters of the past. but the best of contemporary
works,

The company handles popular and standard sheet musie. colleetions, methods, and
studies of domestic and foreign publishers. as well as band and orchestra musie.
hooks and fiterature of all publishers. The famous “one-stop™ jobbing serviee, it s
claimed. enables the music dealer to fill all his needs in one order.

Carl Fischer's music display racks have proved to be effective sales boosters.
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sooth no.29, 30

Fidelitone
Needles

78

Permo. Ine.. 6415 Ravenswood Ave..
Chicago. has been in the business of
manufacturing  long-life  phonograph
needles sinee 1929, Trade names of
their  principal  products—Fidelitone
needles for home  phonographs and
Permo-Point for juke boxes ~have be-
come  well known  throughout  the
world.

Fidelitone needles are  distributed
principally through the “Big 37 of the
record  industry Victor, Columbia
and Decca. Permo-Point needles are
distributed  exclusively  through  the
same channels. Both are supplied di-
rect to phonograph manufacturers for
use as initial equipment, Foreign dis-
tribution is handled through the Inter-
national Division of RCAL located at
Camden, NU J.

This product, known for its technical
and engineering merit. is backed up
by an outstanding promotional and ad-
verlising program—creating a demand
for the product and profitable sales for
the dealer.

Permo has prepared  innumerable
advertising programs and other dealer
aids.  Examples and brief explana-
tions of a number of these are given
on the pages which follow.  These
contain the Fidelitone Booths No. 31
and 32



Several times during the past three

vears, Permao has offered to Fidelitone
P [} 1 to Fidelit

dealers high-grade record carrving bags

bearing the Permo imoring, 5000000

bags have been distributed. at a cost

of one-third more than dealers paid.

k. C. Steffens and E. J. Crowley examine the travelling weindou display
ihich is made available to dealers for a limited period of time.
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booth n

Permo. Inc.. prides itself on being abte to offer Fidelitone dealers a well-conecived
and directed program of merchandizing which results in pre-selling the product to

consumers,

At frequent intervals Permo sponsors cooperative newsnaver advertising. for which
the company pays half the cost. Mats of various sizes are fornished free. with space
provided in the ads for the indivaal dealer’s name and address. Elaborate and eve-
catching window displays and sturdily constructed counter displayvs are supplied free.
Costly 8-color window displays are allotted 10 dealers for limited periods of time and

are then moved on to other locations,

Counter display cabinets. hand-out picees. record hag and envelope stuffers and
advertisements in leading publications round out this excellent sales promotional cam-

paign that has meant additional needle sales for deaters,

Examples of Fidelitone envelope stuflers and dealer cooperative ads.
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Oue of the display pieces. suituble
for windoe or counter use, given to
dealers by Permo. Ine. Several
other well-constructed counter dis-
pluvs are also available to
Fidelitone dealers, . ;
' , / GREATER
FLEXIBILITY

tds in mazazines. and in symphony and musical prograns
make constant selective contact with music lovers.
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booth no.

Fonda
Recorders

The Fonda Recorder Division of Jeflerson Travis Corp. will have he following
madels as the basis of its post-war line of recording equipment for industry and the
home:  The model AV-2 is 4 new sound recording instrument that records and plays
back up to eight hours continuously. with supervision. on inexpensive cellophane tape.
This s, according to company officials. an ideal reference recorder for airport con-
trol towers. radio broadcasting. and Army and Navy reference transeription.

The model HR-2 is a portable home recorder which provides high fidelity record-
ings on acetate tape at a low cost of operation,  The unit provides up to two hours
of comtinuous recording and is designed (o record through 2 microphone or the
tuning section of an existing radio.  The model also permits home recording. Model
R-1 is a rack model for radio broadeasting siations and commereial sound studios.
Thix unit supplies uo to one-half hour of high fidetity recording on acetate tape.

One of the new Fonda sound-on-wire recorders.




booth no.34

Freed-Eisemann
Sets

The Freed--Eisemann Radio Corp.. 200 Hudson Street. New York states that their

—
radio-phonographs may be found in the homes of many music lovers who appreciate
an instrument which is technically exeellent and beautiful in furniture design. Among
—
Freed-Eisemann owners are leading musicians, decorators and radio engineers,
The poliey of the Freed-Eisemann company has always been to endeavor to sub-
stitute craftsmanship and artistry for mass production. This poliey will be followed

Dealers who will handle the new Freed-Eisemann will be

in post-war production.
To them will be entrusted the Freed-EKisemann direet 1o

chosen with utmost care.

dealer franchise.

A preacar Freed-Eisemann model forms a handsome piece of period furniture.
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booth no.35

General-Electric
Sets

Phonograph records. for more than half a century one of the leading sources of
home entertainment. will take on a new and greater dimension of enjoyvment as a
result of a recent development by engineers in the Receiver Division, Electronies De
partment. General-Electric Company. Schenectady, N Y.

Within the last several weeks these engineers have perfected an electronic
reproducer which plays ordinary phonograph records with a brilliance and full quality
of tone never before heard on a phonograph.  Radar engineering for the armed forces
aided in the development of a large sereen television receiver.  Designed solely for
home use, the model has a 16 by 22 inch sereen and several exclusive General Flectrie
features.

General Electric’s new television sel. featuring a 160” x 22" screen.




Gem
Needles

Introduced a few months ago. Gem needles have been praised by music lovers
and musicians.  The Phono-Ree Manufacturing Co.. Inc.. 311 West 52nd St.. New
York City. makers of Gem needles. believe that the scientifically balanced construe-
tion is responsible for performance with a minimum of distortion and vibration,

The merchandising program for Gem needles is highlighted by a novel container.
at the bottom of which is a magnifying glass to enlarge the natural Sapphire point of
the needle. This sales aid provides the potential customer with a magnified view of the
product. stimulating interest—and. it is hoped —a sale.

Pictured below (lower right) are enlarged replicas of
new Gem needle containers, which magnify the needle points.

=t =

THE NEW

V)
E0%
¢ Naliral

SAPPHIRE JEWELLED
PHONOGRAPH NEEDLE

\

UNCONDITIONALLY
GUARANTEED



booth no. 37

Guild
Records Inc.

One of the interesting objectives of Guild Records. Ine. 665 5th Aves N Yo s
“The Open Door Poliey™ toward unknown artists. to encourage newcomers. giving them
a chance to be heard and their talents evaluated.  Other objectives include such de-
partments as “Artist’s Development™. whereby an artist will receive the benefits of
the personal coaching by Jimmy Rich. Recording Director. and a “Radio and Theatre™
department. through which radio and theatre appearances are arranged.

Guild Records is utilizing the mechanical and technical advances emerging from
wartime experimentation and is emploving in its record constructon materials developed

in recent months,

“The best in record
production” is the
slogan of Boni B.
Fox, trighty Presi'ent
of Guild Records Ine.




booth no.

Hoffman
Sets

Hoffman Radio Corporation. 3130 South Hill St Los Angeles. is entrenched in
the production of home radios and radio-phonographs. and is keeping a weather eve
open for new developments in television.

Hoffman's post-war plant facilities will he 12 times what it used before the war.
and the company intends to take full advantage of the newest developments in en-
gineering and production equipment.  These modern improvements cover all phases
of engineering and production. from a fine cabinet plant with newly installed processing
equipment to the mechanical and electronie developments accrued during the war.

A completely new line of radio-phonograph combinations. stvled and  designed
with the “California touch™ has been developed.  This complete line will include
popular portable and table radios along with table and console radio-phonograph
cambinations.

A dealer advertising and merchandising program will he available to dealers. In
the immediate post-war period. Hoffman radios will be distributed to the 11 Western
states, the Hawiian Islands. Mexico. Central and South \merica and South \frica.

4 leader in Hoffman’s
post-war line will be
this custom-built radio-
phonograph ~ Named
the “Michell-Hughes.”
the set features home
recording.
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Interstate
Music Suppliers

The firm of Interstate Music Suppliers, 236 W. 55th St N Yo was organized three
vears ago because George H. Mendelssohn, president. and Horace G, Bloom. sales
manager. believed that deaiers would stock more of the good independently made
records if they could get them from one central source.  Success of the enterprise
has more than justified their faith in that belief.

Interstate has become one of the largest distributors in the East for the smaller
record companies. With the opening of their affiliated firm. Independent Music Supply
in Chicago, they should be able to service the Mid-West as well,

Distributors  of Asch. Bibletone,
Bost, Cosmopolitan, Melodise, Sun-
set, National, Rex, Signature, Son-
art and Stinson  Records Disco-
phone phonograph: and Rocoton
Needles; Redi-Racks: and a com-
plete  line of Albums. Needles.
Racks, Recording  Dises. Phono-
graphs. Record Cases. Educational
Tovs and Children’s Books.

Blues, hot jazz. boogieawoogie,
cowboy.  hillbillv,  polkas, race.
classic and foreign records.  Fea-
turing  Meade Lux Lewis, Stuff
Smith, Lead Bellv, John Kirby.
Woody Guthrie, Mary Lou W il-
liams, Art Tatum. Josh W hite, Ken-

neth Spencer. Burl Ives, James P. N ]

Johnson, Coleman Humwkins, Johnny Q a Py g ‘j
Bothwell, Joe Turner, etc. D S“““, l
i3



booth no.

ensen
Needles

Jensen Industries. located at 737 North Michigan Ave., Chicago 11, 1ll.. are con-
centrating on a far-reaching sales display program for their popular Concert Needles
and the Royal Jewel Genuine Sapphire Needle,  Attractive window displavs, color-
ful packaging. and simple and direet advertising will be furnished Jensen dealers
to aid in the needle promotion campaign. The Jensen Concert needle retails at §1
and the Sapphire needle retails at §2.50.

Peter I.. Jensen is president of the company and Phil M. Spink is general man-
ager in charge of sales.

Hlustrated here are the colorful
sales display of Jensen phonograph
needles; the popular Concert
needle, and the Royal Jeiwel
Sapphire needle.
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booth no.

Keynote
Recordings

Fric Bernay. President of Keynote Recordings. 522 Fifth Ave.. New York City.
isstues a straight-from-the-shoulder message to dealers:

x years ago Kevnote Recordings was founded to produce records that would
merit a place in every collector’s library.  We believed that a record is an ageless
thing. and we decided 1o limit our eftorts to recording only those melodies which we
felt had a veason for permanency.  That was our poliey six vears ago—and today,
it still s

“In the future. we will dedicate ourselves to continue the production of records
in keeping with our general business philosophy— to record only those melodies which
we feel warrant a place in history. We hope in this way 1o prodouce timeless, rather
than timely, records”

Eric Bernav, president
of Kevnote, and the
company slogan wchich
summarizes the firm’s
uiding policy.



booth no.
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Leeds
Sheet Music

“From Boogie-Woogie to Shostakovich™ deseribes the catalog of Leeds Musie
Corp.. 1270 Sixth Ave.. New York Citv. Originally specializing in boogie-woogie and
other types of popular music. Leeds” most important expansion has been in the field
of Russian music—in which it recently acquired the right to publish and distribute
Soviet-Russian music in the Western Hemisphere. The Am-Rus edition includes the
works of Shostakovich, Prokofieff. Khachaturian. Miaskovsky and other modern Soviet
COMPOSErs,

In the popular field. Leeds has attained suceess with its Original Manuscript Series.
consisting of original dance arrangements of favorite songs recorded by such artists as
Woody Herman. Jimmy Dorsey, Harry James and Count Basie,  Recently the com-
pany established a new policy in the field of band music by commissioning outstanding
composers to write compositions expressly for band.

Representative folios from the repertoire of Leeds Music Corp.

'Pn_r:l,mf.s‘]
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Magnavox
Sets

Culminating the company’s 34 vears of experience in radio. executives of the Mag-

navox Company, Ft. Wayne, Ind.. sav they will have ready for post-war distribution
instruments which represent up-to-the-minute advances in engineering which are prac-
ticable and good. During the war. Magnavox produced electronic battle equipment
for the Armed Fovees, Despite that fact. they were able to supply fighting men around

the world with radio-phonographs for their listening pleasure.

When no merchandise was available for etvilian distribution. Magnavox was huild-
ing consumer demand by advertising in leading consumer publications.  Merchandising
programs, destgned to help the dealer keep consumer contact alive. were put into
effect.  Portfolios of art prints reproduced from the Magnavox collection were offered
the public through dealers.  Sigmund Spaeth. eminent musical authority and writer,
prepared a booklet for distribution through dealers. These expenditures. company
ofticials believe, have built up a bank of public acceptance which should he casily
converted into sales.

Magnavox stresses
simplicity in this
modern cabinet
desian,




(ne of a series of
prints offered to
the public through
dealers.

Teclnical improvements made during the iwar. proven in radio-phonographs
for the services, will now be availuble in civilian sets.
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booth no.45

Majestic
Sets

Majestic’s post-war product design will reflect the vigorous and exact merchan-
dising knowledge of its executive staff —hnowledge which will be constantly imple-
mented with first-hand public product reaction in retail establishments throughout
the country,

The company’s nation-wide distributor organization is composed of hard-hitting
independent business men who have been chosen on the basis of experience. reputa-
tion and financial stabilitv. Every Majestic radio and record distributor has a back-
ground of sound merchandising experience and is a recognized leader in his territory.

J. J. Walker, president of Majestic Records, and E. A. Tracey, Majestic Radio president.

{



booth no.46

Majestic
Records

The name *Majestic™ on both radios and records should prove to be a powerful
sales incentive—one product supplementing the sale of the other.  Under the capable
leadership of James J. Walker and Ben Selvin. the company has become an important
factor in the record industry during the short space of a year.

Production to date has been limited to popular tunes, but the company plans to
add classical. semi-classical. race and hill-billy recordings to the label.
for post-war release are album collections.

Also scheduled

Murray Gruhn, Colen Gruhn Co.. discusses records with Louis Prima,
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booth no

Meritone
Needles

“Meritone™—new trade name for an established. time-tested phonograph needle
ix being distributed nationally by International Merit Produets Corp.. 251 West 5hth
Street. New York 190 N, Y. Made of high-grade steel and turned on precision ma-
chines. they are endowed with high polish. They play 12 or more records with fidelity.
climinating surface noise. chatter and scratching. it is claimed.

Aleritone needles will be supported by an intensive consumer campaign. Folders.
displays and other point-of-sale aids will be available to dealers,

This is the Meritone trademark widely publicized for product identification.

RN
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booth no.

John Meck
Sets

In an effort to be of help to radio distributors, jobhers and retailers, John Meck
Industries, Inc., of Plvmouth, Ind., will cheex total national radio sales through
professional rescarch organizations. Results of the surveys will be made available to
the trade.

The poll will be conducted to find out variations in geographical sales, total dol-
lar volume, and types of sets sclling nationally and in specific areas. 500 dealers
will be checked each month in an effort to determine whether sales trends were up or
down in varying model price ranges. Mr. Meck, president of the firm, declared that
he felt “the information should be extremely valuable in assisting dealers to watch
sales trends, and act as a guide to factory production.”

New models manufactured by John Meck Industries. Inc., include
a V tube AC-DC table model and a 7 tube AM-PM radio-phonograph combination.




booth no.

Melody
Record Supply

One of the major distributors located in New York is the Melody Record Supply.

Inc. 310 West 52nd Street, New York Chiv, The company has a complete stock of
salcable and profitable merchandise. and distributes Gem. Recoton, Fidelitone, Kaeti,
Waleo, Acton, Brilliantone and ather popular hrands of phonograph needles,

Alwavs in stock are such items as record albums. carrving cases. record cabinets
and racks. children’s records. Bibletone vecords. Hot Jazz reords. hand-wound and

c'eetrie portable phonographs,

Modern fixtures and an attractive levour highlight the Melodv Shop interior.




booth no.50

Meissner
Sets

Before January 1, 1946, the Meissner plant at Mt. Carmel. L. will have in pro-
duction the new cleetronic radio-phonograph combinations which they have been ad-
vertising for the past two years. Distribution of the combination will be through
exclusive dealers on a franchise basis.

Featured in the post-war Meissner radio-phonograph will be near-perfect reproduc-
tion of recorded music, radio reception covering regular broadeast. FM. and super
short wave. The instrument will be housed in a cabinet of fine wood and workman-
ship, in a variety of authentic period designs and several modern designs.  Recent pur-
chase of all Meissner stock of Maguire Industries. Inc.. does not change the sperating
policies or the key factory and sales staffs. it was announced by Russell Maguire,
president of Maguire Industries, Ine,

Men who developed Meissner electronic combination model.
Left to right: E. ]. Stanmyre, James T. Watson and G. }'. Rockey.




booth no. 5]
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Motorola
Sets

The war activities of the Galvin Manufacturing Corp., Chicago 51, I, makers
of Motorola Radios, consisted of wide expension in their own field—the communica-
tions or radio field. Because of this expansion in their own line, Galvin officials state
that a minimum of conversion is required in the changeover to consumer radio produc-
tion. Galvin radio engineers during the war were engaged exclusively in the de-
signing of radio communications for the armed forces in large quantities. Among the
products developed are the “Handie-Talkie.” the improved FM “Walkie Talkie™ and
the Calvery Guidon set.

The new post-war models of Motorola radios will incorporate the improvements
resulting from the company’s expanded war research activities.  According to company
ofticials the sets will range in madels from the small “Playboy” portables to a console
radio-phonograph combination. with an automatic record changer. Both FM and AM
will be featured.

Included in the Galvin list of post-war products will be television, home radios,
car radios. phonographs. radar. FM police radios and military radios.

The Galvin line ranges from small portables to
combination sets. Pictured below is the console radio.




booth no.52
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Music
Distributing Co.

No formal introduction is needed in order to receive prompt and court-
cous service from any member of the Music Distributing Co., 1408 W. 9th
St., Cleveland, O. Nevertheless, yvou might like to meet the staff, which
comprises the smiling group shown helow in front of the company’s Cleveland
showroom.

(Left to right)

John Lawson, Rose Cohen, Bess Saltzman, Calvin Goldman, Wanda Gorecki, Paul Reiner
(owner), Bill Simon, Bert Harman, Lill Reiner, John Butkiewicz, Ted Lee.

PAUL REINER

FORMERLY




sooth no.93, I
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Musicraft
Records

a catalog for

every market

* Classical

* Popular

* Semi-Classical
* Hot Jazz

* Standards

* Children

* Boogie Woogie
* Waltz

* Rhumba

* Hillbilly

* Polka

* Race

* Folk

* Hot Fiddle

* Novelty



SILUSICRAFT

Philo Brito * Carl Sandburg * Joan Brooks
Lee Castle * Carl Weinrich % Harrv Gibson
Johnny Richards * Herman Chittison * Dean Hudson
Kurt Applebaum ¥ Buddy Franklin % Jose Morand
Ralph Kirkpatrick % Paul Lavalle * Frank Noval
Esmereldy % Leadbelly % Jose Bethancourt
Marion Mann % Al Duffv * W illiam Hain

Red River Dave % David Ross * Sidor Belarsky
Jeronimeo Villarino % Josh W hite * Milton Cross

From the Coffee Cantata of Buach to
Teddv W ilson’s Bugle Call Rag. Musi
craft has rounded out it’s first decade
by establishing an unparalleled repu-
tation for long lasting values. To<day’s
catalog is the foundation for tomorrow’s
growth. Tomorrow will see more great
works. more great artists and more great

records of enduring quality,

IUSICRAFT CORPORATION

40 WEST 46th STREET . NEW YORK 19, N. Y.



booth no. 55

Peerless
Albums

Started over 26 yvears ago, the Peerless Album Company, 352 Fourth Ave., New
York City. has contributed many new ideas to the manufacture of record albums.

Peerless has introduced the handy carrying case, classification labels and the “Pro-

tecto-Flap” album.

For post-war manufacture and distribution, the company declares it has a num-
ber of revolutionary changes that it will incorporate in its albums and racks. Leading
distributors throughout the country will keep dealers supplied with their record

album needs.

The Peerless “Protecto-Flap”,
an innovation in album manu-
facture. The company contends
that this feature in the album
serves a dual purpose—it will
protect, as well as file,

valued records.




booth no.5ﬁ

Phonola
Portahle Phonographs

Before the war, the Waters-Conley Co. of Rochester, Minn., was kncwn as an

outstanding manufacturer of portable phonographs—the Phonola line. During the
four years when U. S. economy was geared to war, the company’s facilities were con-
verted to making communications devices and specially-designed phonographs for the

Armed Forces.

Under the direction of sound and electric engineers, new madels of Phonola
portables are being prepared for the post-war market. Glen M. Waters, President of
the company, Harold M. Souders. General Manager, and D. S. Spector and D). L.
Torchin, Sales Managers, will help bring the listening public an even finer instru-
ment than it knew before the war.

Two models combining utility and beauty which were manufactured before the war.




Quality of reproduction and length
of service are the two features that
determine the value of a phonograph
needle.  In solving the “quality and
long-life”  problem.  the  Pfanstichl
Chemical Co.. Illinois. has as its an-
swer the metal, Osmium.

Osmium. an element. is more costly
than platinum. and is the densest
metal known to science.  While it is
mined alluvially in a small way in some
sections of Russta and New Zealand.
it is principally a by-product of the
South African gold mines. and South

Africa is the main source of supply.
Because of its extreme density, Os-
booth no. y mium is heavier than gold.  When the

gold at the mines is cast into ingots

a space is provided in the bottom of

the mold through which the Osmium

0 escapes by virtue of its weight. carry-

Pt ing with it iridiom. platinum  and

a“s |e other precious metals for which it has

an affinity. This hyv-produet is known

as osmiridium.  Osmium is not solu-

ble and can only be elarified through

ee es a process of elimination by dissolving

all the other precious metals until
nothing but osmium is left.

This metal is neither hard nor soft
but because of its density can with-
stand more wear and abuse than any
other metal known 1o science, It may
be said in a sense that osmium has
the atomic resistance of rubber. That
is why it has long heen used by the
world’s leading fountain pen makers

106 in producing the tip of expensive pens,
In fact. a great percentage of the qual-
ity pens are actually made with Pfans-
tichl osmium alloys and welded by ex-
clusive processes, designed. patented
and manufactured by Pfanstiehl.

Pfanstichl needle tips are made by
a new science of powder metallurgy
and it is practically impossible 1o
press a Pfanstichl point and develop
air bubbles in the metal.  Planstichl
osmium tips take an extremely high
polish,  All needles are honed and
polished under a shadowgraph that



needles for any flaws.

enlarges the needle 450 times so that
it can be built to tolerances exact to
within 1710000 of an inch and to
within 120 of the thinness of a hu-
man  hair of absolute smoothness.
That 15 why a Pfanstiechl needle
glides over the record as gently and
smoothly as a most expensive foun-
tain pen glides over thinnest paper.
It is not unusual to hear of Pfanstichl
necdles that have given thousands
and thousands of plays in excess of
all expectations.  That’s because the
needle doesn’t serateh the record and

the record doesn’t roughen the osmium
tip.

Since the beginning of the war it
has not been possible 1o obtain suffi-
cient osmium to manufacture all the
Pfanstiehl needles demanded by the
public. There have been times when
this demand has far exceeded the
supply. Now, with the possibility of
an increased supply of osmium for
industrial purposes, the Pfanstiehl
Chemical Company is planning in-
creased production to take care of all
requirements,

Skilled workers at the Pfanstiehl Chemical Co. (below) examine
Imperfect needles are discarded quickly.




secrn ne. 33,

I cross-section of the factory operations in Pfanstiehl plant
thelome) illustrates the intricacies of the needle making operations
The work may be compared to that of a watchmaler in the degree

of the skill required. The needles have a tolerance exact to

within 1 000 of an inch. accomplished by means

of a shadowgraph which greatly enlarges the needle.




Pfanstielil employvees (above) 1corl awith the metal

Osmium. a costly metal acith an extremely high density.
It is the Osmium tip of the needle. according to eompany
officials. wchich is responsible for clarity of tone in re-
production. Its atomic resistance gives it the ability 10
hug the record grooves. thus reducing surface

noise and scratching.



booth no. DI, B2

Philco
Sets

10

With special ground-breaking cere-
monies, John Ballantyne, president of
Philco Corporation, recently officially
marked the beginning of work on an
ultra-modern Phileo plant in Phila-
delphia, which will feature the long-
est continuous radio production lines
in the world.

“The new plant will contain 300.000
square feet of floor space, will cost
upwards of a million dollars, and will
provide eight parallel convevor lines
for high-speed manufacture of console
radios and radio-phonographs,” Mr.
Ballantyne stated.

It will cover the entire block from
Westmoreland to Ontario at C Street
and will adjoin the main Philco plants
in Philadelphia.

“Philco engineers have designed
many new features for this plant.
which will include three floors and a
mezzanine.” Mr. Ballantyne pointed
out. Al materials will flow into spe-
cial receiving and inspection areas on
the first floor.  Production starts on
mechanically conveyorized moving as-
sembly Jines at the north end of the
building on the third floor. Completed
chassis will be assembled with cabi-
nets and such parts as record-changers
on moving lines which extend for about
500 feet along the second floor.  Fin-
ished consoles and radio-phonographs
will be loaded on freight cars at a sid-
ing beside the north end of the second
floor.”™

A novel Usshaped pattern for the
flow of production through the top two
floors of 1he new plant will make pos-
sible  econtinuous  movement of ma-
terials through the various assembly
operations, Testing and inspection will
be streamlined, with such features as a
central “cage™ for piping test signals
of various frequencies. AM and FM,
1o positions along the production lines.

Assisting  Mr. Ballantyne in  the
ground-breaking ceremony were Wil
liam  Balderston, vice president in
charge of operations, and Joseph H.
Gillies, vice president in charge of
radio production for Philco.



During the past 12 vears 17500000 sets bearing the Philco labe!

were sold 1o American families. In the wide range of radios and
radio-phonographs manujactured by the company can be found the
above handsome console model.

Philco distributors are ready to serve dedlers in every section of
the country awith their seasoned experience in the appliance field
and their intimate knowledge of Philco merchandising.



One of the most outstanding de-
velopments in the record industry this
year was the introduction of the new
plastic record by RCA Victor, Cam-
den, N. J. The new type disc, known
as the Red Seal De Luxe record, was
launched with one of the most exten-
sive advertising, promotion and adver-
tising campaigns in the company’s
history.

The new record, manufactured of
a synthetic plastic material known as
vinylite, is definitely non-hreakable
and the test pressing indicated a con-
siderable lessening of surface noise

and an increase of fidelity. The first
album offering the flexible records. is
boot h no. 9 a performance of Richard Strauss’

“Till Fulenspiegel”. with the Boston

Symphony Orchestra, conducted by
Serge Koussevitsky.

. On the dealer front. RCA Vietor has

V I c t 0 r prepared a merchandising kit designed

for window and interior display. The

kit includes a 27%" by 41”7 two-color

one-sheet for the dealer’s window

0 r d which stresses the De Luxe disc’s non-

e breakable quality, its reduction of sur-

face noise and its concert hall fidelity;

four counter or window cards printed

in two colors designed to stimulate

customers’ suggestions for a demon-

stration; two 10”7 by 20”7 window

streamers which again stress the ree-

ord’s non-breakability and urges eus-

tomers to ask for a demonstration: and

a quantity of four-page folders spe-

112 cially designed for dealer mailing lists

or for eavelope stuffers or counter

give-aways,

Timed to get full advamage of the
press demonstration. a newspaper dis-
play advertising schedule covering 40.-
000.000 readers with a total of 11.4009
lines were placed in 37 key news-
papers in the country. The first ad
appeared September 2nd. The see-
ond insertion was scheduled 10 ap-
pear on October 7th in Sunday  edi-
tions of newspapers from coast to
coast,  The radio schedule appeared
on October 7th in Sunday editions of



newspapers from coast to coast. The
radio schedule to promote RCA Vie-
tor’s new type disc took two promi-
nent spots on RCA’s own program,
aired over 188 stations of the NBC
network.

RCA Victor introduces, in Conven-
tion in Print (for the first time) a
new group of profitable dealer display
aids.  Representative examples are
pictured in booths 65 and 66 on the
following pages.

In line with its contributions to
the modern self-selection method  of
~elling records Vietor presents the
new “Children’s Music House” for
the sale, display and stocking of color-
ful Victor records for younger lis-
teners. A gaily illustrated house on
wheels which holds a generous sup-
ply of children’s merchandise, this
movable fixture is an insurance of
more record sales per square feet.

Gladys Swarthout trys
the new plastic
record and finds the
Victor disc extremely

flexible.

RCA Victor’'s new triangle album
holder will permit the maximum dis-
play of both popular and Red Seal pic-
ture sets. Suitable for any window
display, it can be used to emphasize
only one or two albums, or to show a
panorama of nine different 10” or 12”
sets,

In a deluxe window display which
adapts itself to any promotional op-
portunity. Victor helps solve the rec-
ord dealer’s window trip problems.

The principal piece. highlichted by
the window framework. can be one
of three full-color displavs provided
by RCA Victor with the giant display.

The new Victor promotion picces,
durable and versatile. represent an-
other important step in RCA Vietor's

campaign to provide more and more
practical display and merchandising
aids to record dealers.
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Designed to display many different 10 or 127 childron’s
illustrated story albums or showpioces. the “Vusie House™
ix a permanent fixture with o multitude of promotional
possibilities in any record department or store. The
bright-colored illustrations of favorite nursery rhivmes and
stories attract the attention of botlh parents and children
and the pictures on the corvers of the sets themselves
supploment the appeal of the “Music House” By moeans of
the display the customers get a close view of the sets,

The new Viector “Music House™ thelow) displavs, sells. and stocks records
I

' ‘ n




thove) Victor's new window displuy which acill be o dealer's “problem solver

Victor's triangle holder (below) pernits maximam displus ot Popular and Red Seal sets

\




The RCA Home Instruments Divi-
sion, manufacturers of Victrola radio-
phonographs and radio and television
receivers, is now actively engaged in
production  for consumer use. In-
cluded in the new line will be console
and table model radios and phono-
graphs in many different finishes,

styles and prices.
One of the pioneers in electronic
67 68 engineering, RCA-Victor first intro-
booth no. y duced the Personal Radio shortly be-

fore World War Il During the war,

advances were made in the develop-

) ment  of miniature tubes, compact

RCA VIctor designing and construction to  with-
stand heavy usage. Result: creation

of RCA-Victor's new Pocket Personal

Hume Sets radios. These too will be available
soon, as will portable phonographs

and radios.

A table model Victrola one-third
smaller than the smallest RCA-Victor
pre-war combination (with advanced
design incorporating features of con-
sole models), a set which will provide

116 more selectivity for rural areas, an
\C-DC two-band table model with
12,000 mile pick-up, and models that
are distinguished in taste and design
will also be available in the post-war

line.

Television receivers are expected to
become available some time in 1916,
in both direct viewing and large-

screen projection models.



RCAJ ictor television consoeles and table sets of both direct viewing and
large-screen projection types will be restyled from the laboratory demonstration
models above. The DelLuxe automatic Victrola combination set below

is one of many sets that will be arailuble shortly.




boofh no. Bg

Recoton
Needles, Discs

The Recotan Corp.. 212 5th Ave.. N. Y., is widelv-known as the manufacturer of
Recoton playing and cutting needles and recording dises. Promotion plans of the
company call for an extensive consumer advertising campaign to promote their prod-
ucts to the general public. Both of their recently introduced needles—"Supra™ and
“Primus™—are packaged in transparent plastie containers which will go into colorful

boxes for ready display on counters, and provide an attractive point-of-sale dealer help.
Y > i

An artists’s conception of Recoton’s new needle packages.
_/
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booth no.7ﬂ

Stewart-Warner
Sets

Ofhicials of the Stewart-Warner Corp. announce that, as a result of war-aceelerated
rescarch and the company’s 21 vears of experience in the field. the new models will
he a great improvement on the pre-war sets,

The trend toward smartly styled radio-phonograph cabinets is exemplified in
the new models of the Stewart Warner Corp.. 1826 Diversey Pkway, Chicago, 1. The
console sets, fashioned by leading cabinet designers, range in style from modern to
faithful period reproductions,

The new Stewart-Warner radios will contain features that have been advertised
so tantalizingly during the war years. The sets will feature Fregueney Modulation.
which is clear and undistorted by static.  Large screen television will he contained in
the Stewart Warner models and the pictures, according to the company, will be clear
and sharp.

One of the new Stewart-
Warner console models.
New cabinet types carry-
ing AM, FM and large-
screen television are ex-
pected to become avail-
able.




booth no. 11,12

Sonora
Sets, Alhums

Fngaged in the manufacture of phonographs since 1911 Sonora has enlarged its

production through the vears to include radios, radio-phonograph combinations and

recently, records in album form.  First of the radio manufacturers to enter the record

field. Sonora’s goal is to produce 20 million records annually.

The company plans to continue its emphasis on “elear as a bell” tone reproduc-
tion in advertisements placed in leading national consumer magazines. Ofhcials of the
firm state that “Every prudent step will be taken to insure high quality products in

line with the desires of the American public.”

120

loseph Garl,
President of
Sonora Radio
& Television
Corporation.
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A huge turn-out of outstanding dealers marked the Graybar-
Sonora radio dealers’ conference at the Hotel Detroit

Leland in June, 1945. Seated at the speakers’ table are (left

to right) Ed Harris, J. R. Middleton, Joseph Gerl, Monte

Randall, V. K. Stalford, 4. R. Maynard, E. A. McGrath, II'. F. Moor.



Signature
Records

With a record of successful preliminary pressings in the background, Signature
Records, 601 West 26th St., New York City, has acquived a new pressing plant. A
group of new artists slated for future popularity have been chosen for exclusive
presentation by the company. An “American Jazz” series and a number of interesting
albums are planned.

Matching up the manufacturing capacity of its new plant with President Bob
Thiele’s flair for picking the tunes and 1alent the public wants, the company’s slogan

mav be “Quantity Production of Quality Records.”™

122

Bob Thiele, president of Signature
Records.  As master of ceremonies
of a radio program on station WHN,
Mr. Thiele has gained attention for
his ability to anticipate the public’s
desires in popular music.




booth no.

Stromberg
Carlson

The Stromberg-Carlson Company. Rochester. N Y., distinguished itself during
the war by turning out precision communications cquipment for use at the battle-
fronts,  The company’s contribution to victory can be measured by $720.000.000
worth of equipment in the four war years. an Army-Navy “E7 flag with four white
stars and the best production 1ecord in its half-century history.

Today Stromberg-Carlson is ready to provide American homes with the radio
receivers, FM and television sets.  The company’s marketing and export officials
intend to insure that the products are backed up by an extensive program of adver-
tising and sales promotion.  An enterprising distributor organization and an army of
dealers in the top drawer of the nation’s markets will take up the job from that
point on.

The illustration (below) shows the postawar Stromberg console maodel.
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Sterling
Records

Sterling Records, Inc., 9 West 46 Street, New York City, is a new company which
records, manufactures and merchandises jazz concert, race and spiritual records and
albums. With offices in both Hollywood and New York and a manufacturing plant
in the East, the company hopes to produce 3,000,000 records in its first year of
operation,

While the combination is a fairly new one, the company brings together as presi-
dent, vice-president and recording director respectively, three men who are veterans
to the record field. Al Middleman, president, is known to many as the creator of the
Hit label. Ben Siegel, viee-president, has been connected with several West Coast
recording plants. Art Rupe, recording director, issued several record-breaking releases
when he was president of his own firm. Juke Box Records.

Art Rupe brings to his position of Recording Director of Sterling Records, Inc.
experience in the record and motion picture fields.
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booth no.7B

Tunnis “One-Spot”
Publishers

Ihe Tunnis “One-Spot”™ Publishers, Oak Park. 1L manufacture a filing. finding

and selling svstem which has been helping dealers do a better and more profitable

job for the past six years. A great many leading record departments have aceepted

the “One-Spot”™ svstem as standard equipment. it i~ claimed. The company offers to

~end information and a free trial o any dealer not familiar with the ~“One-Spot”
speed system

Fhe Tunnis “One Spot”™ speed system in use.




booth no.

=

United Album Co.
Record Albums

The United Album Co., Inc. (also known as the United Loose Leafl Col) at 233
Spring Street. New York City, has been engaged in the manufacture of albums for
the recording companies and consumers since 1939, They have manufactured al-
tractive and marketable albums for Columbia, Victor, Decea. Capitol and other leading
companies . . . providing colorful “packages” for some of the biggest hits of the past
few vears.

The company also manufactures a complete line of storage albums for the con-
sumer trade—attractive simulated leather hooks to help turn a record collection into
a record library. With the opening of another manufacturing plant in Ohio, the
company should be able to fill dealers’ needs in short order.

Panoramic view of successful decorative albums the United Album Co.
has manufactured for leading record companies.




Wilcox-Gay
Needles, Record Discs

The post-war version of <ound recording and reproducing has undergone intense
and scientific development throughout the vears of war, \ceording to current in-
formation, recording on dises. wire and tape will be the most developed and popular
types of sound recording when business is fully resumed.

Wilcox-Gay Corp., Charlotte. Mich.. has announced that their post-war policy is
to continue the manufacture of Recordio which incorporates the dise engraving
method. the production of Recordio dises plus a new and complete line of cutting
stvle and plavhack necdles.

Wileox-Gay “Recordio” record discs and “Recordiopoint™ needies.
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emonstrate all your records
on a Stromberg-Carlson radio- A

phonograph combination.

Records sound so much better that v I c I 0 u s
customers buy them in large numbers.

Find their old players don’'t match up

to Stromberg-Carlson standards c I Rc LE oy

of reproduction. So they buy

Stromberg-Carlsons. Become more

enthusiastic than ever over their

And how to
ever before! become its
Truly a vicious circle. Are you at profitable

records. Buy more records than

128 its center, making money 2 ways?
You can be so easily — just by arrang- center!
ing to stock the new Stromberg-Carlson (just as soon
line as soon as it is released. as business

opens up)

STROMBERG-CARLSON

ROCHESTER 3, NEW YORK
RADIOS, RADIO-PHONOGRAPH, AND TELEVISION
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In prospect



Johnny
BOTHWELL

once heard, will always

, be remembered for his

individual interpreta-

) tions of popular melo-
dies.

The advent of SIGNATURE in the popular record
field ushers in a new standard of leadership . . .
inspired by a unique insight into the public taste
... and backed by a new, modern and capacious
plant geared to the quantity production of quality
records. The demonstrated ability to pick tomor-
row’s musical winners . . . today . . . is just as
important as the capacity to turn out the records.
Together, they give you SIGNATURE . . . The

Record Of Tomorrow . . . Today!

Bill
STEGMAYER

his clarinet, and his ar-
rangements will be a
top 8-man combination
in anybody’s book!

Zol “iele SIGNATURE RE(

PRESIDENT



Monica Yank Joe "’Flip*’
EW LS LAWSON PHILLIPS

15 token a front spot and his trumpet are an- is setting the pace in
the radio . . . and other bet to be among small jazx combinations
r records will be just the nome bands when with his distinctively
tremendous. tomorrow’s polls are . different style.
taken.

DING CORP. . NEW YORK Wes






a convention-in-

print message

from the n.a.m.m.

The president of the National Association

of Music Merchants brings to the dealers

« *war and peace year” greeting and a

report

HE  National Association of  Music
Merchants has taken a number of im-
portant  steps during the  past twehe
months, The reorganization program in-
augurated following the 19 H trade show
and convention was climaxed at the 1915
~ummer meeting of the Board of Control
with the approval of a new constitution
and by-laws and the adoption of a twelve-
point program for the coming yvear.

During the past year NAMM has:
Opened national headquarters at Chi-
cago in the heart of the music in-
dustry.

Employed a stafl of competent peaple
trained in organization technique.

Modernized its constitution and  by-
laws,

Adopted a bhudget commensurate with
the importance of the musie industry
and created the machinery to finance

the program.

on plans for the days to come.

McDUFF

Initiated a number of new services

for the benefit of the industry,

Given the industry effective represen-
tation at Washington,

Held a series of regional meetings,
taking the organization to the mem-
bers<iip.

\dopted a program and created the
cammitlee structure necessary to carry
it out.

Enlisted all branches of the music
industry in a campaign to “merchan-
dise music.”

Of particular interest to readers of
Recorn  Rervnine is  the  leadership
NAMM gave during Music Week and
the campaign it initiated at that time to
“give records as gift=”

The music merchants of \America are
conscious of the bright future of the
record husiness,
principal

Records have been one

of our “hread and  butter”
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items during the war. They have un-
limited profit possibilities for the future.
Our staff is devoting a great deal of time
to securing public acceptance of the idea
of giving records as gifts on all gift-giving
occasions, We believe we can duplicate
the success of the greeting card. candy
and flower industries,

The association’s executive committee
has authorized consultation with a well
known advertising agency and shortly we
expect to have a merchandising plan we
hope the manufacturers of records will
support, The day is not far off when ~up-
plies of records will exceed demand. We
helieve we can create new markets that
will absorb the several hundred million
records the industry is planning to pro-
duce annually,

For the first time in a number of vears
we have a united front in the music in-
dustry, This broadened interest in N A MM
comes through the realization that musie
has made an important contribution to
the winning of the war: the armed forees
Loth at home and overseas have used
music to sustain morale, and everywhere
more people are in attendance at or
participating in musical activities—all of
which points to a greater postwar sales
potential. It is universally accepted that
a strong central organization is needed
to help translate this potential into actual
sales.

We are proud that our industry was
selected as the guinea pig for postwar
reconversion.  The piano was the first
item of durable consumer goods permit-
ted to resume  production.  The  piano
was the first product repriced by OPA
with fixed dollar-and-cent ceilings. We
believe we should be “first.”™ We want to
take the piano out from control of OPA
price fixing. We think we can demon-
strate that free play of the enterprise
system will stimulate production and re-
duce prices.

When we of NAMDM speak of the music
industry, we mean music in all of its
branches—pianos, organs, band and or-
chestra instruments, sheet music. musical
supplies of all types. radios. phonographs.

phonograph records. televiston——-to name

the most obvious. That leaders in all
branches of the industry <hare our poim
of view ix evidenced by their generous
financial support of and interest in our
progranm.

At the Music Industries dinner held in
connection with the summer meeting of
NAMMs Board of Control. every major
trade assoctation allied with the music
industry was represented.
who were  present and  spoke  were:
Chauncey B. Bond. President of National
Piano Manufacturers Association; Paul
Galvin, representing the Radio Manuface-
turers Association: Fred A, Holtz, Presi-
dent of National Association of Band In-
strument  Manufacturers:  Jay  Kraus.
President of  National  Association  of
Musical  Merchandise  Manufacturers:
Max Scherl. President of National Asso-
ciation of Musical Merchandise Whole-
salers: Alfred Utterberg, Past President
of American Society of Piano Tuner-
Technicians. L. A, Crowell. President
of Wire Recorder Development Co.:
Frank Freimann. Executive Viee-Presie
dent of Magnavox: 1. C. Hunter, Manager
of Capehart Sales Division: Standish W,
Donogh. Regional Manager of RCA Vie-
tor Division: W, Haves Clarke. Sales
Manager. Musaphonic General
Eleetric Company: J. V. Sill, Vice-Presi-
dent of W, W. Kimball Company. and
W. H. Hetznecker. Sales Manager of
Hammond  In<trument Company, also
spoke.

Among those

Sales,

Here is the comprehensive program we
have adopted:

I —\Adequate representation at Wash-
ington to advocate manufacturers’ price
increases necessary to stimulate produc-
tion with adequate cost-of-doing business
margins at the retail level: elimination of
all wartime controls as soon as consistent
with the war eflort: revision of wartime
tax laws including elimination of musical
instrument excise tax: flexibility in Regu-
lation "W in order to expand credit
sales when necessary.

2—Seck the elimination of trade prac-
tices which in the past have been sources
of irritation through more teamwork be-



New impetus was given
National Music ¥ eek this
vear as the revitalized
N.AMM. launched

the first of a series

of sales building
campaigns emphasizing
the importance of dises
in the musiec store.

tween retailers. and by better supplier-
dealer relations,

3—NSchaol cooperation—Better cooper-
ation at the local level to improve school
music  programs: exploration of new
programs and expansion of old activities
at the state and national level.

t—Merchandising aids for retailers
Expansion of bulletin zervice with more
emphasis on merchandising ideas: sea-
sonal merchandising  and  advertising
helps for dealers: consultation service on
individual problems,

5—Sales Training —Stress importance
of proper selection and training of sales
personnel at  regional meetings:  urge
trade press to emphasize sales training
help them secure proper material: hold
sales training conference to study possi-
bility of preparing manual on selling
musical instruments,

6—Store  Service—Continue  regional
meetings and trade press emphasis as in
the case of selling: keep members in-
formed on training facilities and ma-
terial: publicize postwar employment

in music store service departments as a

means of emploving radar techniques de-
veloped in the armed forees: continue
coonperation with piano manufacturers in
securing piano tuner trainees,
7—Store  Modernization
source of information for interested re-

Develop

tailers: urge commercial concerns  to
study  modernization  requirements  of

music stores: study “occupaney costs”
experience of the trade {or the benefit of
those leasing new quarters or expanding
in present locations.

8—Community Music—Attempt to sell
music as a civie asset (a postwar “natu-
ral”™ for chambers of commeree. junior
chambers of commerce. and other similar
groups) : encourage organization of com-
munity music planning committees: bet-
ter music merchant participation in Music
Week programs: stimulate reactivation
of Legion. VFW. and other service or-
ganizations” bands and drum corps: pro-
mote music as a leisure time aetivity by
municipal recreation  departments  and
adult education activities.
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9 Public Relations — Through
means possible encourage the use of and

every

personal participation in musical activi-
ties: seck the use of music instruments
and music symbolism in magazines of na-
tional circulation: newspaper and maga-
zine publicity for and about music and
the industry: cooperate with other or-
ganizations and agencies as a means of
expanding the public’s interest in and
use of music.

10— Church Musie—Seek  eooperation
of religious leaders in the development
of a program: find out where music is
heing effectively emploved —get examples
of unusual church music activity —make
this information available to music mer-
chants and interested religious leaders.

11— Music in Industry
tion of personnel manager’s associations

Seek coopera-
in advocating industrial musie-— particu-
larly music participation as a means of
improving employee-emplover relations:
seek other means of expanding the use
of music by industrial workers and other
employed groups.

12— Trade Show and Convention—De-
velop a convention program designed to
help  the retailer merchandise music:
merchandise the trade show as the mar-
ketplace for the music industry: within
limitations of transportation carry out
the regional meeting program for the re-
mainder of this vear,

This comprehensive program will he-
come possible through the streamlining
of our constitution and by-laws. permit-
ting us 1o take our place alongside of the
other great national retail associations
with which we are associated as members
of the Central Council of National Retail
\ssociations, In reporting on the by-laws
at the Music Industries Dinner. Mr. L. G
LaMair. chairman of the special commit-
tee appointed 1o recommend  changes.
emphasized these points:

“The committee was instrueted 1o ace-
complish two prineipal objectives: (A
Modernize the byv-laws =0 that the Asso-
ciation can comvenienth and ceonomically
conduet its business and <erve the needs
of it members to the maximum extent,
(13) Establish true demoeratic policies in

the administration of the Association by
placing its control in a group of officers
and ditectors elected at regular intervals
by the total membership.”

The revised by-laws. as unanimously
recommended by the committee. were
unanimoushy approved and adopted by
the Board of Control and by the Advisory
Board in session in Chicago on July 9.
1945.

There are four principal changes in
the new by-laws as adopted:

(A) Classes of membership are estab-
lished:  Active. Associate. Commercial.
Guest and Honorary.

(B) Active and commercial member-
ship in the association will be on a com-
pany or firm basis in lieu of individual
membership as at present. Other mem-
herships will be on an individual basis,

(Cr Sehedule of Dues— The enlarged
program of activities upon  which the
\ssociation has embarked will require a
minimum budgel of $35.000 to S50.000.
The schedule of dues as established in
the new By-laws will produce the pro-

portion of the Association’s revenue which
should  fairly  he contributed by the
membership.

Body -~ The new  by-
Jaws provide for twenty-four directors 1o

(D) Governing

be elected at the nest annual meeting of
members, Eight of the diveetos will be
clected for a two-vear term and eight
will be elected for a one-vear term. As
the term of cach director expires. new
directors will be elected for terms of
three vears. This method of staggering
the terms of directors will assure regular
infusion of new members to the Board
while a portion of the Board will com-
prise experienced directors. A director
may not he re-elected until he has been
retired from the Board for at least one
vear. The directors will eleet the ofticers.

While we do have a workable set o
byv-daws and we have a challenging pro-
aran. the real strength of NAMM s in
the eharacter of its membership and the
guality of leadership of those associated
with me while on the governing hoard.



popular music
and the
post-war world

One of the country’s leading jazz crities
takes a look at the popular music

trends, traces the reasons behind

them,

By CHARLES

that of
is an era of propheey.

his post-war world. as was
World War 1
Most of it is guessing and some of it
will be good guessswork but the latter
must not be based on former post-war
periods. There are =everal obvious rea-
sons, some of which applv to the year
to come in general:
apply particularly to popular music.
Let's take the first first. When the
hovs came home from Verdun and other
hattle spots of the first World War there
wits. for a time. aa understandable spirit
of hilarity.  Music was ra-testa and  so,
for that matter. was life. I recall a eritic
who interviewed me this spring asking
me if 1 agreed that very jazzy —as they
or hot. as we sav now, music

some  of  which

<aid then

didn’t get a special play during war-

time, 1 disagreed. | disagreed  even
more  heartih after looking over back

isstues of Variety, Billboard, Metronome.
ete. 1 found. rather. that the jazz trend
progressive  upsweep  hegin-
about 1910 onwards, inter-

~|lo\\('(| d
ning from

expertly outlines the future.

EDWARD SMITH

rupted only by depressions  which, of
course, put us all in the doghouse,
It was the first

that gave the first solar-plexus blow o

post-war  depression

the record business and popular music
in general. Recovery came more slowly
for the record business during the 20°s
because Unele Sam’s children had just
found a new tov. the radio.  (This, of
course, hit sheet music even harder. the
life expectancy of a real hit being cut
from a vear to three month<.)  In those

davs. despite some  rather  impressive
sales. there was much moaning  and

groaning in the record industry. radio
heing the scapegoat.

We know better now. It's true that
songwriters must face new facts of life,
sce many of their babies horn one month
and expire a few months later. But now-
adays they get. at least. a three-way
parlev-—a  flourishing  record industry
with clerks in most stores as busy as
ever, radio shots and a sheet-musie trade
that is far from dormant. And of conrse
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Harry James is only one of the famous Benny Goodman
alumni who established bands of their own.

the songs used in shows and movies have
an even better chance of survival. all
things being equal.  Every major re-
cording company packages the Broad-
way shows and the Hollywood movies
in albums that. quite apart from the
talent enclosed. have the same appeal
for the public as these sets of prettily
bound hooks that were the vogue when
vou and I were very young.

The other important distinction from
this post-war world and the previous
one is the awareness on the part of a
majority  of the people. veterans  and
civilians alike. that to win the peace
has an importance far greater than we
realized back there when President Wil
son made his futile trip to Versailles,
You'll find this reflected in music. Si-
natra’s plugging of The House e Live
In. Farl Robinsons story of our home,
America. is a case in point. .\ while
back one heard it sung occasionally by
Josh White. or by groups at hencefit
parties for United Nations causes. There

was one major recording of it. But the
song did not catch on then and does now.
This doesn't mean we're all going to
have furrowed brows about reconversion,
But it’s one indication of the fact that
this post-war wprld is not like the last.
Not only in material but in musical pres-
entation and in there'll be
some changes made.

In the newspapers and over the radio
one  constantly  hears talk of recon-
version. the deplovment of millions of
men from the armed forces. and so on.
\ud  ecach industrial
group has its own special problems. In
the record industry popular music will
he particularly affected. In the concert
ficld  the York Phil-
harmonic Symphony Orchestra and even
volunger groups dare pretty much estah-
lished institutions,  They are by no
means static. but by comparizon popular
music groups and singers are as fre-
netic as Betty Hutton at her maddest,

There are well established bands in

personnel

professional or

venerable New



jazz. that have survived for vears—the
Goodman  Orchestra, Dorsev’s (hoth of
themy. Duke Ellington’s and a score
more.  Within  these personnel
changes that took place during the war
because of the draft may soon be a thing
of the with leaders who

bands

past. except

never quite get what they want. In an
interview  with the late Glenn Miller

some years ago he remarked that for
vears he’d wanted to have top rhythm
and felt that at last he was achieving
it. .\ bhit later came the war and the
Glenn Miller Orchestra was broken up.
Even if Glenn had not entered the army
it would have been disrupted for s
membership  was  exceptionally  voung.
on the average, Woody Herman, whose
new records on Columbia have made an
excellent impression on name band con-
noisseurs. said that he couldn’t possibly
rehire all the men who'd left him be-
cause of the draft—the turnover had
been such that he'd wind up with some.
thing like a 50- to 100-piece band. and
it would be hard 10 make Apple Honey
with that set-up.

But it’s not merely the war that has
made its inroads in big band personnel.
Modern jazz. even in the most innane
name bhand, allows the sideman special
opportunities to develop a following of
his own. [If this was true when Bing
left Whiteman think how much more
true it has been in recent vears. hoth
of performers and singers.  Cootie Wil-
liams. for vears with Duke Ellington,
now has his own band, records for Cap-
itol. Gene Krupa, Teddy Wilson, Harey
James, are three Goodman alumni with
hands of their own.  (As of this writing
Teddy is back with Goodman to play in
the small units of the orchestra. not of
These are a few
Amongst  vocalists

necessity. however.)
typical  examples,
whove gone out for solo work, e.g.. T.
Dorsey lost Connie Haines and Sinatra,
Harry James lost Helen Forrest.

Of course, the shifting about of per-
sonnel i commonplace.  Harry James
let Frank Sinatra go to Tommy Dorsey
because at that time it scemed a better
break for Sinatra. (Hard to believe now

what with ex-circus prodigee trumpeter
James heading one of the very top bands
of the land.) Vocalists and sidemen are
canstantly  <hifting about.  The public
didn’t used to take much notice of the
fatter but they've wised up in recent
vears and  this—not merely musician-
ship per se—is a factor in personnel
shifts,

The war vears also have witnessed the
rise of new outstanding bands in the
name field. Stan Kenton's, for example,
It used to be known better West than
Fast—at least. such was the impression

hut Capitol’s nationwide distribution,
among  other things. made it possible
for it to line up with the well established
hands for juke box honors and a high
place in musicians™ polls.

Reeently in Dotwn Beat an article listed
a4 dozen or so new orchestras formed, or
heing formed. by ex-sidemen. and posed
the question: What will happen to them?
And that question hecomes more of a
question mark when one thinks of the
highly capable jazzmen returning from
-Ray MeKinley. for example.

There is no need 1o tell dealers what
the established labels have to offer—ex-
cept to predict there’ll be a seramble for
~ome of the unattached bands inasmuch
a~ they show selling power. The Meadow-
Lrook and similar establishments with
radio wires that act as barometers for
hand popularity are back in business and
the new voices will be heard a-plenty,

Meanwhile, we know that Artie Shaw
i~ back at Victor with a well rehearsed
band. and that Charlie Spivak. with Anita
O Day, ix also on that label  And as with
other established firms. RCA Victor has
what the trade calls top-drawer attrac-
tions that their new popular music record-
ing director will make the most of —T.
Dorsev. the Duke and his men, Dinah
Shore, and so on. Columbia has plenty
of jackpot material. what with Goodman,
Woody Herman, Count Basie, Sinatra. ete.
And Decea’s top stars have not lagged in
popularity. especially the singers. Cou-
pling various groups and individuals has
added a note of freshness and in some
instances may have had a beneficial in-

the wars
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fluence on the singers. Capitol has al-
ready a remarkable array of sales-making
talent —Benny Carter. Betty Hutton, King
Cole Trio. Johnny Mercer. to name only
a few—and both Musicraft and Majestic
~eem eager to get in the running.

In looking over the orchestras one al-
rcady observes an improved musicianship.
though not as vet enough care in choice
of material. 1t is understandable that ten
companies should 1ush to wax a predie.
table hit such as I's Been a Long, Long
Tinre but why so many duds. especially in
the ballad department. get on precious
shellae is hard to understand. But then,
<o are grade B movies. In some instances
@ band leader or singer wants to plug a
song. Evervone wants to get into the act
but sometimes in too much of a hurry.
And whether it’s because of an interest in
wiules because the singer or leader has a
chunk of @ music firm or an interest in
the song itsell. the net results are the
same. It can be backed up by a hit and
<«ll like mad but that doesn’t make the
grade B song any hetter nor the public
any happier.

The public’s interest in this is increas-
ingly vociferous, as it is with regard to
movies, If they buy an album they want
it one package all the way through. 1f
they buy a record they want 1o flip it mver
rather than dismiss it as merely a good
tryv. The leading vocalists seem to have
been more aware of this than some of the
hands.
popular on records now as they've heen
on Radio’s National Barn Dance these
past two vears. have shown generally good
taste. That is. in their public’s interest.
For it must alwavs be borne in mind that
a group still <ings for its own group of

name The Dinning  Sisters, as

listeners. even if that group numbers mil-
lions,

\part from the obvious trend towards
albums and the continuance of traditional
popular music. one looks about 1o see
what goes on as to performers and ma-
terial. We've mentioned the trend towards
a more competitive situation in the big-
band field that should bring with it better
quality of performance. more  careful

choice of material. Newcomers in all de-

partments will offer the standbys a run
for their money.

In talking with recording officials it's
not easy to find out what else might or
might not happen. One question asked
but unanswered was that of
Juring the war vears. due largely to the
ban on major companies
brought back hundreds of records that

rerssues,

rece il'!llll}.’.

had hitherto heen unavailable:  Benny
Goodman’s  Victors,  Sinatra’s  discings

with James. and so forth. Some of these
will. in a sense. remain standards. just as
many old dises by Croshy remain so. The
dise jockeys don’t care to repeat too often,
even if numbers repeated are new and
popular. Morcover, they get thousands
of listener-requests for old numbers. But
the reissues of such numbers will now,
it’s safe to say. necessarily lessen. There
are plenty of artists in all fields. including
the Latin American. and there’s gold in
them there artists,

Recording of small groups constitutes
a problem all its own. The grouping of
small hot bhands made up of star sidemen
i~ pretty much by-passed by major com-
panies, This does not apply to units from

larger orchestras—the Goodman Sextet,
Herman's Chips. ete. but to special re-
cording dates of groups made up of men
from various hands, Such musie is gen-
erally in the hot category and while this
tvpe of music has a greater following
today than ever
Sinatra,

It might be well to recall how such re-
cordings came into vogue. Hot jazz of
the 200 was often music of this type. the
Ellington and Fleteher Henderson bands
heing exceptions.  Even the Jelly Roll
Varton and Louis Armstrong dates drew
upon men not regularly working with
Jelly or King Louis. But such recordings
already began to decline in the late part
of that decade and by 1930 (Dave Deater.
Jr. in his booklet for the Capitol History
of Jazz Series, hit this on the nose) a new
era. the swing era of the Dorseys. the
Casa Loma. ete.. was under way,

Prophets of hot became prophets of
doom and burrowed around dusty second-
hand furniture shops looking for <mall-

it doesn’t compete with



Tommy Dorsev. one of RCA Victor’s top-dracing recording urtisis.

band  hot  (improvised azz. Mimeo-
graphed magazines carried the toreh to
encourage ~mall groups to carry on and
extend their experiments in improvisation
Finallv Milt Gabler of Commodore (now
also associated with Deccay brought to
gether such group~. and other <mall re-
cording outfits followed «uit. They sup-

plemented this by reissuing old records,

At first this didnt look like much of a
cood thing and major recording com
panies took it with good-natured toler
ance. even renting out their old master
records. But it hegan to be elear that this
was a field with a growing. if <till rather
insigniticant. following. The big com-
panies clamped down on the use of mas-
ters and. instead. planned reissue series
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of their own. RCA Vietor had Hugues
Panassie, the famous French jazz eritic.
work with them on a series of <imall band
recordings and those that were not re-
issued are now collector’s items.

Columbia and Decca bath brought out
albums re-creating styles—the former the
Chicago style. the latter the New Orleans.
A small company. General. sponsored an
album of New Orleans’ Memories by the
pianist-singer. Jelly Roll Morton. All of
this happened before Pearl Harbor, Now.
in 1945. Capitol announces its four-album
series, History of Jazz. As this was writ-
ten, two volumes were already on the
counters. a third on the wav. Very seldom
do such volumes, taken all in all. sueceed
in re-creating the essence of a styvle. But
star-studded albums such as that of Capi-
tol do stimulate public interest in this
aspect of jazz.

It is not in the provinee of this writer
to say what will happen to the innumer-
able small recording outfits that have
mushroomed during the war years, Some
of the older ones will survive, either at
present levels or will perhaps show a
growth. for example. s
much too well established in the jazz field
to be expected 10 fold. and ane might say
the same for Blue Note. though the latter
is a newer firm.  Asch Recordings has
never limited itself to jazz hut has a rep-
utation in other fields as well and, usually.
as with the aforementioned outfits, for
the sort of material that would not com-
pete with the major companies.

The smaller companies, and even those
that are rather large. have been more or
less in the position of the “little™ theatre
groups. Guild, Cosmo and AR\ are typ-
ical exceptions for they have holdly gone
into the name singer. name band business
that has heretofore been a pretty much
cornered market,

Of direet interest to their position as
“little™ recording groups is the question
of what quality they produce. Like other
critics and collectors I've waded through
hundreds of records during the past vears

Commodore,

made by small groups and I'd be willing
te bet that a majority of them have been
flopperoos.  Exeeptions are groups such
as Commodore (there are a few others
that need not be mentioned here. what
with space limitations and such).

For the dealer. the problem here is one
of choice. for even with big jazz names he
cannot alwavs know what to expeet in
the way of performance. And unless de-
mand asks for it. he cannot he expected
to stock his shelves with duds. He can.
of course. read record reviews. hoping
that these might he the answer. Better
still, he can gradually learn 1o expect
what of what company.

The larger concerns will keep an eve
on the little fellows because they them-
selves will continue to want complete cata-
legues, But this is obvious. The question
remains: Will their reissues of old hot
records continue and will they oceasion-
ally record small groups? My guess is
that soeoner or later they will.

There is a difference in the folk music-
hillbilly situation that every dealer will
recognize. A well established muzsic store
catering 1o a general trade (say Carl
Fischer's of New York) can always sell
a Burl Ives. a Josh White album or such
albums as that excellent Smoky Mountain
~et brought out by RCA Victor. In recent
vears a substantial following has devel-
oped for authentic folk music and even
for reasonable facsimiles by singers not
themselves folk-trained. When Lead Belly
(Huddie Ledbetter) first came North few
supposed his records would sell. but they
Lave—on RCA Vicetor, on Asche and. most
recently, in Capitol’s History of Jazz
Series,

Hillbilly music often has traces hoth of
folk music and jazz. The distinetion?
I'rom an esthetic point of view it’s often
neither here nor there. but for dealers
with the trade that buys it we need not
say how it sells . . . and Ehon Britt. Den-
ver Darling and the rest of them often do
rumbers that have a wider appeal than
just the mountain-music public.



from the
retailers’
point of view

The executive secretary of the National
Association of Music Merchants brings
«*‘convention in print” message packed
with suggestions and plans for a new era

WILLIAM MILLS

he  National  Association of  Music
Merchants is the  only
serving retailers of phonograph ree-
ords at the national level. | weleome
this opportunity to address myvself to
10.000 or more merchandisers of music
as represented by the record retailers
of America. It gives me an oppor-
tunity 1o tell you what we are doing
and to urge your personal participa-
tion in the program,

We thoroughly believe that as we
are able to broaden the base of in-
terest in music. we at the same time
increase the sales potential. If we can
gel more people promoting “music.”
the law of averages will take care of
sales by individual  merchans.  In
addressing the Music Industries Dinner
in connection with the 1915 summer
meeting of the Board of Control of
the: National  Association  of  Music
Merchants. | said:

organization

“When I met with members of
the Board of Control for the first
time last January | said. “The hope
of the music industry lies in broad-
ening the base of interest in music

to coin a phrase. to Merchandise
WHusic through getting traflic on the
musical Main Streets of America.’
Six months of contact have con-
firmed my  original conviction —a
point of view concurred in by lead-
ers of the trade everywhere.

“This morning at the Board meet-
ing 1 presented a report in which |
reviewed the high spots of adminis-
trative activity since the group last
met. Tonight T want to have vou
think with me about our program
for the months and vears immedi-
ately ahead. I'm gratified 1o have
this opportunity to present my views.
not only to the members of the gov-
erning board of my own association.
but to our guests. representative as
they are of every branch of the in-
dustry. Much of what | have to say
applies 1o the industry as a whole.

“The presence of these men of
diverse interest is symbolic of a new
spirit._of unity within the industry,
a unity which must prevail if we
are to compete  successfullv  with
other industries for our share of the
consumer’s dollar.”
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ya

Wirtiam Mies

N. 4. M. M. Executive Secretary

In attendance at the meeting were
representatives  of the allied  music
trade groups as well as a number of
leaders of the phonograph-radio indus-
try. At the meeting 1 pointed out thal
while the association’s long-range pro-
gram must emphasize the promotion
of music. the actual development of
such a program must coincide with
the availability of an adequate supph
of instruments.  In the meantime we
can and we will do the necessary plan-
ning essential contacts will he made
and trade accepltance of the program
will be sought.

Currently other problems claim our
attention: How soon can we gel mer-
chandise? Will we be able to sell al
a profit? These continue to be the
most Trequently asked questions.

Because of the general membership
interest we must devote a substantial
part of our effort at Washington. We
will cooperate with supplier groups
in seeking elimination or modification
of war controls.  Realistic pricing is
an essential part of the program of
recomersion. While we will cooperate
in sceuring  necessary price adjust-
ments to stimulate pru(]u('lion. we must

protect the merchant against burden-
some absorption at the retail level.
The trend is in that direction.

With war costs admittedly past their
peak. we should join with other busi-
ness groups in seeking tax relief as a
major factor in adjusting from war to
a peace economy. Such cooperation
will develop assistance in getting early
revocation of the excise tax on musical
instruments.

In a survey of membership opinion
more people expressed themselves as
interested  in improving trade  prac-
tices than in any other item of sug-
oested activity. This presents hoth a
challenge and an n|)purlunil\. With
st HENY pt't)pl\' concerned  we must
devote ourselves (o improving the
situation. and with so many people
interested we would seem to have a
larze percentage of the trade willing
1o follow intelligent. informed leader-
<hip.

Frankly I've been shocked more than
once with intra-industry pettiness. One
thing is certain. we cannot clean up a
had competitive situation by every-
body trving 1o beal the “chiseler™ at
his own game. Lack of confidence be-
tween nations leads to war. In the
field of business it leads 1o cconomie
strife and inevitable business failures.
Perhaps our inability in the past to
pull together is why the music indus-
try continues 1o be a “small™ industry.
I must be apparent to anyone who
studies the situation that the most sue-
cessful firms in the business are those
who play the game clean. We cannot
entirely eliminate but I am sure we
can substantially  reduce the nomber
of sources of irritation!

Before embarking on an extensive
program of promotion. we must de-
velop definite objectives and get assur-
ances Tfrom industry Jeaders that thes
intend to “see this one through.”™ There
have been several sporadie attempts to
promote music in the past. Some of
them have been sineularly successful
but none of them have continued long
enough to get the full impact of a sux-



tained program of promotion. This is
our great opportunity. Because of the
unifving influence of music during the
war—because of the increased personal
participation by men in the armed
forces in musical activities, we have
a market potential unequaled in mod-
ern history. We can translate this ap-
petite for music into over-the-counter
sales if we act promptly and intelli-
gently. The market potential exists
but we must realize we are entering a
highly competitive era when other in-
dustries will be competing for the con-
sumer’s dollar. To get our share we
must become smart merchandisers!

Whether it’s a voungster in school
with his single tonette. or one of the
world’s great artists with his “Strad”
cach in his own wayv is making music.
If more and more can be encouraged
to make music we in the industry will
make money.

Here are some examples of music
promotion. Do we have the courage
to tackle this kind of a program?

Better School Music

Young men and women are return-
ing from the armed forces and war
jobs to their own profession of teach-
ing music in the schools of America.
lsn't this a good time to sit down with
our school music people—to appraise
the strength and weakness of present
programs and make plans for more
and better school music? Schools are
prosperous now. With intellizent co-
operation they can be persuaded to
expand their programs.

What is the opportunity? In the
past 200,000 wind instruments a vear
has been a “big™ vear for the band
instrument group. s that a good show-
ing in the face of the millions of
voungsters who each year reach the
age for band training? Frankly now,
is there any reason why any school in
America—elementary. junior and sen-
jor high—should not have a band?

How many schools in America have
orchestras that compare favorably in
number and ability with existing
school bands? The industry  would

like to sell the strings as well as the
brasses.  Why not more orchestras?
And what about glee clubs, choirs and
choruses in our schools?

Emphasis on adult education will
continue after the war. Can we find a
place for music in this program?

The industry has done a lot of talk-
ing about group piano instruections.
lsn’t it time to evaluate the progress
or lack of it—find out what constitutes
the obstacles and take steps to elimi-
nate them.

Music in Church

The church has always had an im-
portant influence on music. In the
face of the multiple uses of music in
our modern society. religious music
and music used in connection with re-
ligious activity is still a matter of
major importance. Personal participa-
tion in church activity is the constant
woal of religious leaders. Properly
programmed music offers an oppor-
tunity for participation to large num-
bers of people. With the wealth of
musical talent available in even the
most remote communities or smallest
of congregations. is there any excuse
for “quartets”™ as substitutes  for
choirs?

Opportunities for new musical ac-
tivities in the program of the church
are almost unlimited. Young people’s
choral groups. Sunday School orches-
tras, ensembles entertaining hospital
patients and other “shut-ins.”™ a record
library and a good radio-phonograph
in the church reereation parlors. What
an outlet for interest developed in the
schools of America that at present
finds no organized outlet in the post-
school davs. Give voung people an
opportunity to keep busy and they
will keep out of trouble. They love
to make music: we can help give them
the chance.

Industry’s favorable war experience
with the use of music to relieve fatigue
monotony should result in almost uni-
versal use when wartime restrictions
have been lifted. Past experience has
indicated that participation in em-
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plovee musical organizations has con-
tributed to good emplovee-emplover
relations. There is no form of musical
activity that does not lend itself 1o
exploitation and promotion in the field
of industrial musie.

Can we capitalize on these oppor-
tunities?

Many vears ago when the Music
Industries Chamber of Commerce was
at the peak of its effectiveness. one of
its chiel beneficiaries was the Bureau
for the Advancement of Music. Much
of the present popularity of music is
attributable to the excellent work of
Mr. Tremaine and his associates. The
program was successful hecause of the
bureau’s ability to unite the commer-
cial and non-commercial music inter-
ests behind a unified program. \s the
management of the bureau™s program
was farther and farther removed from
its original sponsorship. when music
merchants particularly lost the sense
of responsibility for and participation
in the program. the burcau lost its
effectiveness. At the end the National
Burcau had manv friends but few sup-
porters. The men who founded it be-
cause of the good it could do for the
industry failed to support it

Non-Commercial Aids

While there is a definite need for
promotional agencies working in non-
commercial fields. it is not necessary
for our business groups to apologize
for needed ethical promotion at our
level. | am sure that we can enlist the
cooperation of a greal manv agencies
in support of a promotion program
under our sponsorship if we take them
into our confidence. tell them what we
hope 1o achieve for music and how we
expect to profit. Any promotion that
is good for music will be good for the
industry. A promotion that is not good
for music ought not to he undertaken
in the first place. The music merchant
is the logical link between the indus-

try and the consumer. Many of the
non-commercial  promotions  depend
upon activation at the local  level.

Ours is the only agenev with local

contacts in every center of music ac-
tivits. no matter how small.  If we
can inspire, as I believe we can. mer-
chant participation in these local pro-
grams, their suceess is assured.

Here are a number of things which
music merchants can do right now:

"Living Memorials"

Plan for the maximum use of music
in the “Welcome Home™ celebrations
sure Lo be a part of every communin’s
civie planning. Most “Welcome Home™
celebrations will probably he in con-
nection with the dedication of com-
munity war memorials.

Stress is being laid upon “living
memorials” with parks being favored.
Facilities for open air concerts should
he provided in every major recrea-
tional area.

Planning  for  community  leisure
time recreational activities will be re-
sumed after the war. See that music
has its place in the recreation program.

Take time to get acquainted with
the architects and others in the home
building industry in the community.
Stress the importance of piano wall
space. proper M oand television an-
tenna construction. A number of areas
will hold “home building institutes.”
Get them to make music a part of their
planning.  Don’t overlook extra an-
tenna outlets in the rumpus room.

Get luncheon clubs to devote a pro-
eram to music. Tell them it will be
some time until their “one and only™
will @et her new piano but when she
does get it. it will be a better instru-
ment—it will he worth while waiting
for. When theyv get it tell them of the

necessity - for  frequent  tuning.  Tell
them about FM. Tell them the truth
about television —its  present  limita-

tions but its great potential. Tell them
about the great advances in recorded
music and its reproduction. In doing
this. vou will be talking o an audi-
ence much larger than the elub mem-
hership because what vou have to say
will be so news-worthy  the news-
papers will report your story.

Get acquainted  with  the  current



leaders at the American Legion and
the VEW. Help them get an carly
start in the reorganization of their
bandx and drum carps.

Hundreds of communities will he
huilding  new  school  buildings. Do
they provide proper rehearsal  halls.
instrument racks and other physical
facilities for the music department?
Are there recording studios and pro-
visions made for a modern music and
record library?

Take the lead in forming a cowm-

munity  music planning  committee.
Survey present resources. Find out

what is missing. And then by all means
zet eivie support 1o supply the missing
links.

Prepare now for merchant partici-
pation in the 19106 Music Week.

The motion picture industry is he-
coming an increasingly important fac-
tor in the phonograph record industry.

Brilliantone
Brilliantone Blue
Brilliantone Steel
Recording Needles

Jumbo Needles
Petmecky Needles
Transcription Needles
Shadowgraphed Needles
Acton’s Tapertone

Here is an exeellent opportunity for
joint promotion,

Promote records as gifts for every
oceasion,

Study the opportunities for  addi-
tional sales through group promotion
of fretted instruments.

Encourage group music competition
at state and regional fairs when such
events are resumed. This has unlim-
ited opportunities.

These are just the high spots. Many,
many other ideas will suggest them-
selves.  Of the practicability of the
program | am fully convinced. It is
not a new program —it is the elabora-
tion of a plan approved by the gov-
erning board of NAMDM last January.
and enthusiastically =upported by deal-
ers in every part of the country.

Swift-moving eventls require daring
plans. We can look to the future with
confidence if we plan wisely, then do
something about it.

e [ 5

4
PHONO NEEL
Famous Since 1892
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sound on wire,

or film versus

tape

sound economics

BY PAUL PUNER

BOUT a vear ago—when | went out
on a limh with the claim that the record
business as we now know it was here to
stay—a smart merchandiser wrote  me
and said that while he agreed with every-
thing [ wrote. in his 35 years of experi-
ence as a buyer, he had always found
that when a product was developed that
was good for the publie. the public would
find a way to get at it

This sage observation has troubled me
no end. but after an additional year of
study and discussion, T still think that
in the discernible future, three to five
vears, there isn'l even a remote possibility
that the present system of recording will
he seriously challenged by sound on filn.
wire or tape. To answer my friend di-
rectlyv. 1 don’t believe that a changeover
from disc recording to another svstem
would be in the public interest because
of its limited advantages and the over-
whelming waste it would entail virtually
all along the line,

No one has vet suceessfully challenged
the arguments that point to the continu-
ing of the present flat dise svstem. Let
me restate them:

1. If the change were to come quickly.
more than five million existing phono-
wraphs, at an average cost of conserva-
tivelyv 850 each, would be rendered obso-

lete and  $250.000.000 worth of equip-
ment would have to be junked. If it were
to come slowly the number of machines
would be even greater. if indeed the im-
pending change didn’t depress the entire
phonograph manufacturing industry.

2. While there are no accurate figures,
it is safe to assume that there are from
two to three hundred million 127 ¢lassical
records in the hands of the public. repre-
senting record libraries acquired over
many vears, With a new system coming
in. it is clear that their value would de-
cline to a fraction of what they are now
worth. The number of popular records
in the hands of the public is. of course.
many many times bevond the classical
record figure, and while such records de-
preciate quickly. the sheer quantity in
existence is so great as to represent even
a salvage value of many millions of dol
lars. This entire value would have to be
written off.

3. All accessory equipment. such as
needles, albums. racks. ete. would cease
te represent anything but scrap.

1. The investment of manufacturers in
the industry as it exists today runs to
hundreds of millions of dollars in the
form of (a) accumulated libraries of
matrices: (b) recording equipment. and.
{e) investment in record pressing plants



The challenge 1o the dise
recording method is discussed
from a *dollars-common
sense”” standpoint by Mr. Puner
(right) who is the president
of the Musicraft Corporation

and in other machinery necessary to the
manufacture of records.

5. Then there is the investment of
manufacturers in the collateral indus-
tries. such as radio phonograph manu-
facturers. manufacturers of phonograph
motors, pick ups, needles, albums, record
racks and many other manufacturing
plant~ built to support the record busi-
ness as we now know i, The system of
tape recording would wipe this out. just
as surely as it would wipe out the invest-
mient of record manufacturers themselyves,

\ changeover 1o film. wire or tape
would wipe all this out in one enormous.
wasteful sweep that would shake to jts
roots the entire radio-phonograph amuse-
ment business—one of the major indus-
tries of our economy.

However, no matter how  great  the
waste, if <omething new comes along, as
my friend pointed out. that is so much
better than what has gone before, there
i= no doubt that it will prevail regardless
of the consequences. Clearly, the auto-
mobile industry wiped out the carriage
business and horse breeding and resulted
in the loss of millions upon millions of
dollars.  However. automobiles had  so
nauch more to offer to the public that
the economies of automoebile transporta-
tion and the increase in the productivity

of our country that resulted. made up
manyv times over the losses involved in
the changeover.,

But do the new systems of sound on
tape and sound on wire stand in the same
relative position to the dise recording in-
dustry? This | seriously question. When
vou hail it all down, what has sound on
lape to offer?

Long play definitely has many advan-
tages. But as a manufacturer with due
regard to the present state of the industry
as outlined. the advantages are still too
insignificant to lead us to consider the
major revolution involved in an all out
conversion to another system,

The bulk of the record business today
tapproximately 70%) is done in popular
10 inch records that play approximately
three minutes. No manufacturer, no mat-
ter how great his roster of artists s,
could ever hope to put out a tape con-
taining 20 selections that would play an
hour and expect the public 1o buy his
own preselection of the numbers and the
performers. The popular record buying

public is one of the most discriminating
in the world. They know what they want
and they know who they want to do it
They arrive at their final judgment by
hearing the available recordings of a
given number, and they pick the per-
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former or performance they like hest,
Freedom of choice is at the heart of the
amusement business. If this freedom were
to be taken away by a manufacturer die-
tating the selections and artists to be pur-
chased the public would stop buying.

\s conclusive evidence of this, look at
any juke box. 1 have never vet seen a
juke box that had 20 records from one
company. As a matter of fact the great
suceess of the independent companies in
the last few vears, has been through their
ability to create good records and give
them a wide publie hearing through the
juke boxes.

I's all very well to talk lightly of
having manufacturers make three minute
strips and have the juke box operators
splice them together, But first this would
call for throwing out 400.000 juke boxes
(at a cost of $300 each) and sccond. it
would mean that all companies simul-
taneously would agree to go into the
sound on tape field or would agree on
any other uniform field. 1 think it would
be hard to find a reasonable man who
would claim that such a possibility is
imminent or even feasible within the next
few years. From a manufacturer’s stand-
point, therefore, 709 of his market
stands like a road block against change,

W hat about the other 307% 7 This rep-
resents a more difficult problem.  Obvi-
ously here is something that is awfully
good for the other 30% of the market.
To hear a symphony without a break or
to hear an opera without a break is
highly desirable. It is something that
music lovers have been looking for for
vears. Equally obvious is the fact that
manufacturers cannot go into tape unless
there are machines in the hands of con-
sumers that can play the tape.

With the largest portion of the buyving
public removed from the market as an
if then new ma-

immediate  possibility.
chines are to come at all. they will have
to come slowly, almost impereeptibly and
they cannot come on the hasis that there
i« going to be a library made available
to them. They will have to come on the
basis that the new system is the hest
possible system for off-the-air and home

recording. which T am convineed will be
an integral part of most of the radie
combinations of the future. With the
growth of FM it will be possible to make
the magnificent recordings in the home
of symphony orchestras, operatic per-
formances. bands. =ingers, cte. ete.

It is not outside the field of probability
that an adaptor can be developed for
those who want to add it to their present
cquipment.  All this over the course of
time will develop the potential market
for the new system.

But before 1 give the impression that
I am receding from my original position
that sound on tape. film or wire is not
in the cards in the discernible future, 1
want to point out that there is still no
agreement as to which of the three sys-
tems is the best. and until such agreement
is reached. there is a further obstacle in
the way of the development of long play-
ing records,

For what it is worth, 1 would like
hriefly to comment on the three presently
known and much touted systems:

In its present development it is hard
10 see where the wire recorder has the
potential to displace dise recording., The
basic objection to the system is that it
contains a continuous spool of wire that
playvs for an hour. In order 1o get 1o the
selection one wants, one has to continu-
ously wind and rewind the tape. While
it is true that the rewind device is mueh
more rapid than the speed in which the
record is made. it nevertheless ix a great
nuisance. and 1 would doubt seriously
whether the public would accept its
complications,

Alzo up to the present time its fidelity
has not yet reached the same high quality
as disc recording and the calibration or
selector deviee. while reasonably accurate.
requires a considerable amount of work
en the part of the consumer to keep his
own records properly coordinated.

Sound on steel tape was a forerunner
to sound on wire. | am not aware of
any advantages that it has to sound on
wire, except that it can bhe handled a
little more conveniently,

Sound on film divides dtself into two



fundamental ideas. The first is sound on
film by means of photo-electrie cell; such
a< is now heing used in the motion pic-
tures, The second is a new syvstem that
has been developed recently for actually
embossing a sound track mechanically on
a film. This track is similar to the track
on a standard phonograph record.

The photo-cleetric cell svstem has bheen
in existence for many vears. and while
satisfactory reproduction can be obtained
from it. its development has progressed
very little bevond the initial surge for-
ward when talking pictures were  first
introduced.  There are numerous scien-
tific veasons for this but presumably they
can be solved and true high fidelity re-
production developed.  Tts disadvantage
in relation to the other tape svstem is
that its sound track is quite large and the
number of tracks possible on a single
film are considerably  fewer than  the
mechanical track of the other
system.

The mechanical embossing of film s
in my opinion. the best system vet de-

sound

veloped.  Excellent fidelity has already
heen obtained to 6,000 eveles, and in the
apparatus that was demonstrated to me
the selector device was extraordinarily
accurate within a tolerance of two min-
utes. In other words, on a film that had
60 sound tracks capable of plaving for
eight hours continuously. it was possible
to get within two minutes of any selection
by a simple mechanical deviee, Presum-
ably this deviee can be further improved.
and selection can be had almost “on the
Lutton.™ Of all the svstems | have seen.
this is the one that | would rate the best
bet for the future.

To sum all of this up. | can only repeat
the thesis of this article. and that is that
while it is now possible to produce a sys-
tem of recording that can play continu-
ously for as long a= a listener would care
to listen, the ramifications of the estab-
lished system are so far-reaching as to
prevent  any  quick  and  revolutionary
change-over to another system. That a
change-over may come with the passing
of vears, | am not prepared to deny.

One of a complete line
of albums

supplying every need
in every price range
Distinctive new albums
being prepared for
postacar needs

PEERLESS ALBUM COMPANY

352 4th AVENUE, NEW YORK. N. Y.

Esvasiasaen 1919

The Leader of the Industry
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ACCESSORIES

Albums
Record Cabinets
Record Carrying Cases
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Reec-0-Pads
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Metal and Glass
Record Brushes
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Radios
Phonographs
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¢ importance of a distributor can best be evaluated by the brands he carries, by the integrity and reliakility

:, by his initiative and resourcefulness in times of emergencies, by the service he renders, by his never
er with whom he does business.
Barth-Feinberg points with pride to past and present performances, in serving both the dealer and the

urer! Now, more than ever before, the past reflects the future!

INBERG, INC., o 17-19 Union Square, West, New York 3. N. Y.

ELECTRICAL APPLIANCES

Toasters
Irons
Fans
Waflle Irons
Clocks
Mixers
Roasters
Freczers
Sun Lamps
Vacuum Cleaners
Coffee Mukers
and a complete line ==
of other appliances

SPECIALTIES

Music Boxes Harmonicas Fountain Pens
Lighters Wallets Dresser Sets
Musical Novelties Replogle Atlases
Nationally Advertised Gifts and Novelties
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the coming role

of the
retail outlet

With many more familiar names and many
startling models to pick from, the customer
will tend more to be guided by the dealer,
imposing on him some new responsibilities

M ore than ever before, the retailer is
going 10 be the merchandising kingpin
in the post-war era. There will be more
brands, more money, pent up buying
desires—and not enough 1o go ’round.
All this points to one thing: Showman-
ship, or call it attractiveness, efficiency
and comfort, will be more important in
the retail outlet than ever before.

And why does everyvthing point to the
increased importance of the retailer, and
of showmanship on the part of the re-
tailer?

Take the matter of brands, as an ex-
ample. In the phonograph-combination
and home radio field alone dozens upon
dozens of strong companies will re-enter
or will invade the field for the first time.
The customer, instead of having a few
brands to choose from, will be bhom-
barded with selling messages from com-
pany after company all having familiar
names and established  reputations,
Choosing solely on the strength of a
brand name and reputation will, then,
become increasingly difficult; therefor it
follows there will have to be something
more than the showmanship of the manu-
facturers to prompt a customer decision,

And that can only mean that showman-
ship at the direct point of contact, the
retail outlet. will play an increasingly
important role.

Then there is another extremely im-
portant reason for close attention to
showmanship on the part of the retailer.
The buying power of the lower income
groups will for some time after the
end of hostilities be greater than in the
past. More showmanship has always been
required to sell this group than those
in the higher income brackets. For this
reason it is again to be emphasized that
it is important the store be made as at-
tractive and inviting as possible.

In the belief that physical appearance
of the retail outlet is the first and per-
haps most important step in showman-
ship on the part of the dealer, the Ad-
miral Corp. of Chicago has prepared an
elaborate set of designs for record,
radio and appliance stores and depart-
ments, and covering both over-all store
layout and equipment designs. In an-
nouncing to dealers that the designs.
known as the Admiral Flex-O-Plan, have
been prepared, the company states:



This blueprint for listening
booths is so drawen as

to allme for modifications
or additions so as to

fit just about anv area.

“You are probably thinking now
about how to remodel and modernize
vour store. It is an accepted fact that
the physical appearance of your store
is of great importance not only in at-
tracting customers but in helping to sell
them once they are within the store.

“With these facts in mind, we have
retained George W. Walker, internation-

!
|
!
|
|

ally famous industrial designer to pre-
pare Flex-O-Plan, a book of complete
remodeling plans for the radio, record
and appliance store of tomorrow. We
believe Flex-O-Plan will serve as a con-
structive guide for modernization.”

Of particular interest to record dealers
are a number of plans for fixtures.
Sketches and blueprints of these are re-
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SMALL RADIO OR
APPLIANCE DISPLAY.

MAY BE USED
AGAINST WALL OR
AS AN ISLAND DIS-
PLAY WITH TWO
BACK TO BACK.

MASONITE ON

For the self-selection
operation the units
shown here can serve
HUMETrons purposes.

Note the album and singles
’J display areas, listening posts

and storage space provided
in the one at the left.

A’ MAIN UNIT. WALL DISPLAY
OR AS ISLAND DISPLAY
WHEN TWO ARE BACK TO
BACK.

TURNTABLE UNIT. FITS
AGAINST EITHER OR BOTH
ENDS WHEN ABOVE IS USED
AS ISLAND DISPLAY.




END VIEW

1 \ H Py c ‘VAD"‘"ONS

produced on these pages. Some of them.
although designed with the thought in
mind of one use, are extremely variable
and may interest dealers hecause of their
possibilities for use as selling aids and
display backgrounds for accessories or
other lines he may carry. All of the fix-
tures are modern and attractive in de-
sign. vet completely practical. One of
the outstanding features is that all of
them are light in weight, yet sturdy in
construction to withstand constant use,
and most of them are of the type that
can be easily moved when rearrange-
ment of the store interior is felt desir-
able.

Here is u gracefully curving
counter suitable for service
or displayv purposes and
so designed us to permit a

number of interesting variations.

depending on use and location.

SIDE VIEW

The fixtures shown in the Flex-O-Plan
will not eliminate the use of advertising
material s often provided by manufac-
turers. In fact they are designed to en-
hance the value of such material by pro-
viding suitable backgrounds.

Plans for the equipment or fixtures
are simple and completc in detail, and
the local contractor or carpenter. or the
dealer himself if he is so inclined, can
build any of the items shown and be
fairly certain of satisfactorv results.

Other parts of the Admiral Flex-0-
Plan are  reprinted These
deal with various phases of store modern-

(‘l\l‘\\'lll'l't‘.

ization.
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S
A END PMECE. MAY BE REVERSED
AND USED AT EITHER OR BOTH
ENDS.
Here is an albune unu B CINTER PIECE ANY NUMBER

tabore) suitable | MAY. BE USED.

{ vl € END PIECE. MAY BE REVERSED
s lyioart Qi COTeER T 3 AND USED AT EHTHER OR 8OTH
ENDS.

VARIABLE COUNTER UNIT.

END COUNTER UNIT MAY
BE REVERSED TO FORM
OPPOSITE END.

END BACK SHELF UNIT
MAY BE REVERSED.

VARIABLE SHELF UNIT,

[ -v- T BARWBLE DIMENSION
[anaes ‘

The ane shown below
can be used for

a number of functions
as o is or awcith

a lew minor
maodifications




blueprint
for
self-selection

Here is the detailed story of one of the first

exlensive

self-selection  operations—at

Wieboldt’s, Chicago—that has served as

« model for

Man_\ months of actual operational tests
and detailed analytical study of the self-
selection merchandising of records have
Leen completed by the RCA Victor rec-

ord  department in  cooperation with
Wicholdt's. one of Chicago’s leading

stores. Extensive statisties, designs and
layouts. methods for inventory control,
«tock marking and placement. personnel
studies and advertising and promotion
programs have heen prepared on the basis
of the actual tests and analysis.

So complete was the test and =0 ex-
jepsive is the data compiled by the Vie-
tor record department that it is possible
1o give the record dealer a detailed pic-
ture on the following phases of self-
selection:

1. Designs and measurements of fix-
tures and equipment for single record
and album racks.

2. Complete listing and approximate
cost figures of fixtures for sell-selection
record departments of various sizes.

3. Diagrams and other pertinent data
on store arrangements for departments
of 900, 1,200 and 1,800 square feet,

many other such units.

LA complete breakdown  on the
grouping of stock and the use of classi-
fication headings.

5. llustration or sample forms and
suggestions for the control of inven-
tory. sale procedure. daily posting of
control ledger, and  ordering of mer-
chandise.

6. Personnel training and recommen-
dations on suggestive selling. handling
transactions, replenishing of the display
shelves, ete.

7. Suggestions  and illustrations  on
methads of stressing the advantages of

self-seleetion for the customer,

Victor conduct  the test
analysis of self-selection after extensive
indicated  customers
conventional  record
store with less merchandise than they
went in intending to buy.

“In other words, it seemed to us as

decided  to
CONSUMECr  SUIVeys
went out of the

though comventional record merchandis-
ing had not fulfilled its selling fune-
tion.” is the way one Vietor official ex-
plains their interest. “With these points
in mind we contacted various merchants,
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saw the mass display of books, of ex-
pensive china, ete. ete. When we talked
to record merchants, however, they in-
dicated that in their opinion  records
should not be sold through self-selee-
tion for the reasons that theft and break-
age would be too high. the clerk was
too impaortant a factor in the sale. the
space required would be too great. and
many other reasons which could not he
reconciled with other progressive retail-
ing experience,

“After these opinions
which had no facts to back them up. we
decided 1o actually lay out a complete
self-selection We worked on fix-
ture (lt'higll. lavout. equipment, group-
ing of recards and  albums. ete.. all
problems which could be waorked out in
theory and tried  out tentatively in a
model lavout,”

listening  to

store.

Through arrangements  with  Samuel
Hypes. Victor was assigned 2.000 square
feet of space in the annex to Wieholdt's
Northtown Store. The test department
displaved only Vietor albums and elas-
sical single records. while the store’s
conventional (l(‘]lurllll('nt con-
tinued to operate in the normal manner.
Sales of the self-selection  department
surpassed  the volume of the conven-
tional operation. and the store manage-
ment was  enthusiastic and  wished  to
continue the tests and experimentation.
After five weeks of operation. however,
it was decided that the self-selection and
the conventional departments should be
consolidated. Therefore the test was dis-
continued in order to make the neces-
sary changes and to analvze the prob-
lems encountered during the five weeks

record

of operating experience,

Wicholdt's and  Vietor were satisfied
the first practical test answered the most
fundamental question of all that might
he asked about sclf-seleetion. It proved
that the public likes the self-selection
method of shopping for records. Custo-
mers were practically unanimous in their
approval  of the  self-seleetion 1|(‘|)a|‘t-
ment. These are some typical responses:
“Every time 1 come here 1 bhuy more
than I intended o7 . L 0 It makes it

£CROLS FIOW | _Ews fow
THE OPERA 7 TIE OPERM
aminn | | s ﬂ b m——
WESE || Bl ) ,
| a— e
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By ey s |
T~ ! 4 & o

Hiustration 1. This slant

tyvpe rack for vertical display
of single records is particularly
good for use around columns,

doesn’t know  much
.. T'm reminded of a
things  I've wanted and for-

casy for one who
about music”
lot  of
gotten,”

Four months after the initial test was
discontinued the doors were opened to
the first complete self-selection record
department. This new department, con-
taining normal stocks of all brands of
single records and albums. required 1,800



9" DEEP

Hlustration 2. If a single
unit is found more suitable,
this compuact design is suggested.

square fect of floor <pace. This is approxi-
mately double the size of the conventional
record department formerly operated in
this store. Nales volume has inereased
61%. howeser, with the result that dollar
volume per square foot has been main-
tained at a high level,

This  complete  self-selection depart-
ment has been in continuous operation
for eight months, during which time the
operating  procedures and  phyvsieal fa-

cilities have been under constant revis-
ion, While self-selection merchandising
of records will continue o move for-
ward. the major problems have heen
satisfactorily solved. it is felt,

Many dealers have used open display
fixtures 1o promote the sale of albums,
but relatively few have tried the open dis-
play and =elf-selection in the promotion of

Hlustration 3. The double
racks are backed up here to

provide an excellent aisle dis-
play setting for single records.
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single classical records, In the past, dollar
sales of classical albums have far ex-
ceeded the volume on single classical
records.

In the self-selection operation it was
found that by putting single classical
records on open display the dollar vol-
ume has been hrought up close to the
volume produced albums,
Therefore, it would seem, single rec-
ord fixtures should receive as much at-
tention as album fixtures in any self-
selection plans.

Three types of racks are recommended
for single records. The slant type rack

by eclassical

Hlustration t. There is less
visual display, but this tvpe of
rack possesses many advantages.
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displays the records in a vertical posi-
tion, with about one-third of the record
envelope visible. It can he constructed
with record slots on one side only for
wall or colummn display (See Hlustrations
1 and 2) or on both sides for floor dis-
play  (See Hlustration 3). These racks
can be constructed in multiples of eight
sections. Each  =lot  will conveniently
hold three records. and each shelf is
tilted one half inch to the rear. This
eliminates the possibility of the records
falling out of the fixture due to con-
sumer handling. The depth of each slot
is constructed to hold 12”7 records. Re-
movahle wood blocks 24" wide, 8”
long and 33" high should be placed in
the slots if 107 recordings are to be dis-
plaved (For dimensions, sce [Hlustra-
tions 2 and 3).

The other two single record racks dis-
play the records in a horizontal position,
with each slot conveniently holding six
records. The single horizontal type rack
tHlustration 1} is provided with sixteen
slots. \ large storage space at the hottom
is for reserve stock. These racks can be
used for either partition or floor space
and can also be grouped together if de-
sired (Hlustration 5).

The multiple horizomal type rack is
similar in construction to the single
horizontal tyvpe, but affords greater in-
dexing than is possible with the single
verticle fixture. On the single horizontal
type it is necessary to use a rather heavy
shelving to accommodate the indexing
tabs. On the multiple horizontal type,
however. the index tabs are to the right
of the corresponding slots. permitting
the use of glass shelving. This increases
cither the number of positions for in-
dividual selections or the storage capac-
ity of ecach position. whichever is de-
sired (Hlustration 6). This type of rack
can be used only in floor or “area”
space.

Three types of racks are recom-
mended for album display, one for floor
or “area” space, one for use against a
wall or partition, and one for use in
corners. All are easily constructed, yet
adequately display albums in a compact
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The horizontal record racks

lend themselves readily to effective wall or uisle
groupings. (See also, llustration 6, next page.)

space. The floor and partition racks fol-
low a single design, having a pyramided
appearance with the lowest shelves pos-
sessing greater depth, though the back
1s vertical. (/llustration 8.)

‘The floor type fixture measures -+
1" wide, ¥ 8" vertical height, and
the base is 1° 8" deep. (See [Hlustra-
tion 8.) This fixture together with its
classification sign is 60” high. and thus
permits a clear view of the entire de-
partment. A slot 3/16” wide and 2°
deep, extending along the entire top of
the racks, should be provided to accom-
modate the various record classification
headings.

Tests have proved that the bottom
shelf does not lend itself to display or
sales, since the albums on this shelf are

far below the eye level and are not
easily accessible. Its sole purpose is to
hold the reserve stock for the particular
rack. It is 147 deep and 147 in height
and is divided into three compartments.
the upper three shelves are 3347 deep
and 14”7 high, These display shelves are
provided with four cleats for displaying
127 albums or six cleats for displaying
10” albums on an angle. Thus the three
upper shelves on the floor racks display
twelve different 127 albums or eighteen
10" albums. The shelves are slanted
slightly to reduce the danger of the al-
bums falling as a result of careless con-
sumer handling.

A partition fixture, which does not
have to conform to store aisle heights.
has an additional tier so that sixteen
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Hiustration 6. An additional

advantage a large indexing
space is to be gained

in this urea space grouping.

127 albums or twents-four 107 albums
can be <hown.

Vlthough the width of these racks is
given as 4 4270 they are not neces-
sarilv. limited  to these  dimensions, In
constructing  album  hxtures. the dealer
should consider the available <pace in

his particular store and establish a <tand-
ard width for his seli-selection fixtures
accordingly.

The corner rack (Hlustration 7) can
be made to conform in height to either
the floor racks or the partition racks. de-
pending upon where the corner rack
is to be emploved. While the width of
this rack might be varied. a corner rack
measuring 317 from the back corner
to either end has been satisfactory in
use. Slots should be provided along the
top of cach wing. thus providing for
two small classiheation  signs. <et  at
right angles to ecach other. This rack
finishes off any corner in the departiment
attractively and ean he used 10 display

Hlustration 7. An excellent
spot for albums or accessories
is the corner displuy rack, that
can be made in varving sizes.




Hiustration 8. This type of rack can be

enlarged to provide another tier if desired.

albums or accessories in an eye-arresting
manner.

Every album and single record fix-
ture in the department should be as-
signed a number which is shown on the
rack itself. These numbers are used to
advantage in equipping a self-
selection store. With slight modification
it is very eflective for display and sale
of single records. both popular and clas-
sical. This supplement wall rack (//lus-
tration 8) serves to fill several important
needs.

good

1. It affords a numerically arranged
stock of classical records, some of which

are duplicated under artist and musical
headings in the open display racks.

2. It provides for the display of many
slower-moving  selections, both popular
and classical, which cannot be accom-
modated in the open display space. It is
a “must” in a large record department
or in any store where floor area is at
a premium.

3. Space for storage of reserve stock
is provided in the cabinets at the base
of the unit.

The size of this rack will depend en-
tirely upon the stock carried by the
individual store and upon the available
floor space for open display.
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the good hunter
watches the way
the hird dog points

By LOUISE GALE

Il takes a goud salesperson 1o sell the
customer  all those choice items upon
which he gazes so fondly —particularly in
a colorful album display.

PProbably the most effective use of floor
space is that which contains self-selection
album display equipment especially de-
signed to attract the eve. The pros and
cons of self-selection versus personalized
selling have been many. but time has
shown that there are merits in both. and
cach avgments the other. Your customer.
like a bird dog. stands and points to the
game he is after when he wanders into
vour department or your store and pauses
hefore a self-selection rack,

These racks. to attain their maximum
eficiency. should be used for classified
groups of merchandise. The tops of most
of these album racks have slots into which
long cards. lettered to indicate the type
of music to be found on that rack. can
he inserted. Grouping record merchan-
dise in this fashion makes self-selective
selling very easy and profitable. For in-
stance. vou can arrange an album rack
of overtures. one of musical comedy al-
bums. another of light classteal works.
and =o on. These albums can be changed
frequently. merchandise
available, and in the case of certain items
which are headlined for advertising, an
entire rack can he devoted to the display
of that album alone, This mass display of
a single item featuring a brilliant cover
design, has heavy sales appeal. At the

&Il'l‘nn“ng to

bottom of these racks is storage space
which is sufficient to contain a stock of
all the albums displayed on the racks.
This space will help you to solve vour
record storage problem.

There are numerous forms of single
record self-selection racks wherein single
records may be displayed in a vertical
position or a slant type rack which can be
constructed to be used for wall or column
display. There are also single record
racks which display the records in a hori-
zontal position with space in each slot for
six records, A large space for album stor-
age is at the bottom of these racks as well.
These self-selection racks can be used in
groups or singly. Another effective meth-
od of merchandising single popular rec-
ords is with the use of glass partitions to
divide the surface of an ordinary sales
table. each division just large enough
and deep enough to hold one box of rec-
ords or 25 singles. With this method an
entire table of recent “pops™ can be ex-
posed for self-selection; or there can be
a variety of standard popular numbers
that are perennial best-sellers, There are
infinite variations on the self-selection
theme.

From the practical point of view it has
been found that the use of single record
self-selection display racks will bring «
substantial amount of breakage, and
there is no evading the problem which in-
correet replacement of records by the
customer will bring to the salespeople.



Single record racks. as well as album

racks. must be reviewed and reorganized
cach morning before the customer traf-
fic begins or there will be chaos. With
constant attention however, it is not too
great a task and 1% hour each morning
should mean all racks sorted and in order.

While these wooden racks and scientifi-
cally designed slots are man made and
must be claszified by human intelligence
to meet the needs or desires of other
human beings remember that there is no
mechanical sales device or display set-up
which can replace the intelligence and
personality of a human being. Presiding
over all these fine mechanical devices for
sales is the record sales manager or the
dealer. and in the last analysis, it is per-
sonal plus-selling which makes the cus-
tomer actually buy more.

The use of standard files of single 1ee-
ords to which only the record salesperson
will have access, plus self-selection racks
which have been found to he most effee-
tive for the store. will provide the maxi-
mum sales efficieney for the department,
as well as the maximum eve-appeal for
the customer,

Lighting i~ most important. as well a-
the colors chosen to decorate the record
shop or department. The psvchological ef-
feet of dark colors or certain shades of
red. green and purple. is well known to
advertisers—and their use is to be avoided

except in the most skillful decorating.
Glass display counters with tubular light-
ing are the most effective means of di~-
plaving needles and record accessories
which will remind the customer to buy
more than he had planned.

Hot jazz and high art do not mix. The
trend is more and more to the separation
of popular and classical record merchan-
dise. The customer who buys fine music
requires fine machines to hear those ree-
ords reproduced. and adequately large
booths to make listening a pleasure, Here
is the substantial volume trade, and it Is
well to segregate this business in location
and in treatment from the popular rec-
ords. There is no need to install large
expensive listening booths for the voung
fry or popular trade. They know what
they want and a short session at a “listen-
ing post” at which they can stand with a
three sided partition and play their ree-
ords on a turn table which is placed at a
convenient height. will serve them admir-
ably.

For popular demonstration
many record aperations have found most
effective the counter-type of turn-table
inset into the counter with a specially
muflled  counter-cloth  covering for the
speaker. This makes it possible for the
<alesperson to play records upon request
at the counter. and yet to conduct busi-
ness with other customers without an ex-
cess of volume from the record being
played. This counter-type of record player
can be heard by only the two or three cus-
tomers directly above the machine. Chain
stores are finding this equipment effective
for lowering sound disturbances to other
departments,

If space is limited, it is suggested you
at least sound-proof all booths—ta pre-
vent the jive hounds from annoving the
Beethoven listener. If vou have a little
space to work with. make attractive booths
for listening to popular music on one side

l'l'('i)l"(l

of the department or shop. and dignified
listening booths for classical trade on the
other side. Post-war. air-conditioning in
the store and record booths will insure
comfort for customers, and increased
sales,
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there's more than
looks to he
considered

Walls and ceilings can add “liveability”
as well as attractiveness through acting
as controls of climate and acoustics, and
choice of color can aid in merchandising

BY MARVIN GREENWOOD

General Sales Manager, The Celotex Corp.
{Reprinted from Admiral Flex-O-Plan)
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Will the interior of your store “live
up to the promise?”

A modern, attractive store front,
scientifically  designed to interest the
passer-by in the store’s merchandise and
lead him inside, is important, of course.
But after he gets inside—will he feel
“let down™ by the contrast?

A beautiful interior cannot take the
place of an alert. courteous salesman.
It cannot compensate for inferior or
shoddy merchandise. It cannot over-
come the handicap of poor lighting. But
it can do much to create a favorable
attitude in a customer’s mind.  Good
value in merchandise and intelligent
treatment by salespeople are still high
on the list of what it takes to make a
satisfied customer. But add to that a
clean, restful, Deautiful interior that
permits advantageous display of mer-
chandise, and the result is a higher bat-
ting average of business success for any
retail merchant.

Today most business operators have
accepted  this growing trend toward
smartly styled commercial interiors, not
as an added expense, but as a contri-
bution to increased patronage and in-
creased profits.

Fortunately for the store owner, such
beauty is neither difficult nor expensive
to achieve, thanks to the development
of modern wall and ceiling materials.
In the building of new establishments,
these easily applied products enable
owners to open days earlier. Likewise,
in the modernization of old interiors,
the use of these same materials permits
business-as-usual  while alterations are
in progress.

The modern store owner knows that
it is not enough that his store be at-
tractive to the eye—it must be comfort-
able also. Temporary skin deep beauty
has little place in a business building
hudget. Every expenditure must pay
its own way, not only in improved ap-



Bagasse (cane fibre) boards are
easy to install and serve a
number of important functions

pearance, but in improved “liveability”
of the room. For that reason, more and
more owners are selecting wall and ceil-
ing materials that provide thermal insul-
ation as well as attractiveness of design
and color. Materials which adequately
impede the passage of heat keep a store
several degrees cooler than outside
Summer temperatures, offering welcome
relief to sweltering customers. The same
insulating nfaterial helps to keep the
store snug and warm in Winter and actu-
ally effects a reduction in the amount
of fuel used to heat it, so that over the
course of a few vyears the installation
usually pays for itself in fuel savings.

Plans of a good many dealers include
the installation of air conditioning
equipment as soon as materials are
available. Those dealers will find that
adequate insulation is essential to secur-
ing full efficiency from the air-condi-
tioning unit. For the dealer who can-
not yet afford air conditioning, proper
insulation of his store thus takes on the
aspect of a preparatory step, and yet
gives him the advantage of greater com-
fort in the meantime.

One interior finish material that has
proven ideal from the standpoint of
combining decorative beauty with proper
thermal insulation is made of sugar
cane fibre—or bagasse. The long,
tough, wiry cane fibres, each containing
millions of tiny, sealed dead air cells,
are made into “boards,” “tiles,” or
“planks,” half an inch thick. Not only
does heat have difficulty penetrating
this board, but it insulates against
sound as well, thus reducing the trans-
mission of disturbing noise from adjoin-
ing rooms.

This material retains its strength and
insulating efliciency for the life of the
building, and is protected against dam-
age from termites, dry rot and fungus
growth by a patented process. A choice
is available of many standard sizes,
ranging from large board units four
feet wide, to plank and tile size units
six to 16 inches wide. Special joint
features provide neat, tight fitting, dust-
proof seams that add much to the at-
tractiveness of the design.

War conditions have restricted to
some extent the sizes and colors in which
these materials can be secured, but in
the post-war period a wide selection will
again be available. The choice of colors
for the store interior depends to some
extent on the character and predominant

color of the merchandise. If a high
degree of light reflection. is desired
(where merchandise is predominantly

in the darker shades) white or ivory
should be the principal color used.

The lines of the tile ceiling and the
plank wall themselves add much to the
beauty of the material. Stores which
for years had either plastered walls and
ceilings—or, in the case of some stores,
old-fashioned metal ceilings—take on a
new vitality and interest with the ap-
plication of these coverings. Time is
slow to dull the bheauty of this material,
but when it does become necessary to
renew its attractiveness, a simple clean-
ing or a single coat of paint is all that
is needed to give it new life.
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Acoustical material of the type shown here may be
used throughout the store, or just in
demonstration rooms or listening booths

The store owner may want to give
some thought to the desirability of
sound conditioning the room. This can
usually be done satisfactorily by using
an acoustical material on the ceiling in-
stead of the plain tile. A number of
very satisfactory and decorative products
have been developed that will perform
the function of quieting sound in a room
—some of them composed of porous
stone: some (previous to the war) of
perforated steel; others of fibre of
various kinds.

An acoustical material in wide use is
Acousti-Celotex  sound absorbing tile,
made of sugar cane fibre. perforated
with hundreds of tiny holes per square
foot. Sound. hitting this surface. is
largely absorbed by the holes instead of
reverberating throughout the room. The
insulating qualities of the cane fibre
make this tile a truly multiple-function
material. It insulates, it decorates, and
at the same time quiets sound. It is
available in white, but can be painted
any color and as often as desired, with-
out affecting its sound absorption value.

If the dealer does not want his store
sound conditioned throughout, he may
still find it very desirable to have
acoustical material installed on the ceil-
ings of special rooms. such as record-
listening booths or rooms used for radio
demonstrations. Highly satisfactory re-
sults from such special treatment have
been achieved. Musical tones seem
clearer and softer. The result is a
highly effective demonstration of record
ings or instruments, presented under
ideal conditions.

Besides its more permanent use as a
partition material, this utility board is
excellent for use in displays of various
kinds. For example, the dealer may
want to feature or highlight a certain
piece of equipment. Using this utility
board he can build an attractive dis-
play background for it to gain greater
attention. It is widely used for window
display purposes. It may be beveled
on the edges if desired. or grooved
into modern or classic designs. And of
course, it can be painted any color
desired.



when the emphasis

IS on the

displaying of albums

Self - selection  boils  down to more
album display — and sales, Colum-
bia believes, and shows what some

dealers are doing to boost dollar volume,

Whuh-\vr may be the record dealer’s

thinking  on  self-selection:  however
elaborate or however simple he may plan
to make his operation. he need have no
concern over the possibility he is head-
ing into a blind altley. Signposts to guide
him are plentiful —in the form of
detailed diagrams. construction  plans,
sample and actual layouts, before and
after pictures. operational aids, person-
nel training and suggestions and just
about everything else that might con-
ceivably be connected with this type of
operation.

Concurrent with the release by the
RCA Victor record department of an
exhaustive illustrated report on opera-
tional tests and analysis of the self-
selection operation. Columbia Recording
Corp. has issued an elaborate presenta-
tion based on its findings after lengthy
and careful study.

The Columbia treatment differs from
the Victor. in that it offers the dealer the
opportunity of redesigning his record de-
partment primarily around the self-selec-

tion album display unit, whereas the Vic-
tor study is based both on album and
~ingle record display units, The Colum-
bia presentation offers a number of strik-
ing photographs, mostly of the “before
and after™ type, on successful self-selec-
tion operations.

There are also detailed letters from a
number of stores that were among the
first to change over to the self-selection
operation, and some of these deal at con-
siderable length on methods and resulis.

Under the heading “The public de-
mands.” President Fdward Wallerstein
discussed the self-selection operation in
these words:

“Ten years ago there were but a hand-
ful of Class A record dealers in the
United States. Most of these dealers
did a tremendous mail order business
reaching out thousands of miles. Record
manufacturers received literally hun-
dreds of letters weekly from consumers
asking: ‘Where can I buy records?’ To-
day the number of Class A record deal-
ers in the country has increased many
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This is the wav the Brunton Piano Co.
record department at Hackensaclk:,

N. ]., looked before the owners decided
1o switch to self-selection equipment.

hefore

Here is the pre-self-selection record
department at the Rollman & Sons
store in Cincinnati. with promeotional
space limited 1o spots here and there

O = il | ﬁ'mﬁ

== r ol |l
S

. -
1; = a'ilﬂt
?‘é!ﬂt’.'ﬂ” .

e

W ith the installution of racks all along
one wall. Bruton Piano was able to
place a tempting arrav of artistically-
decorated albums for all to observe.

after

Now there is display space that sells all
over the department, with the meost

interesting feature being the step-like
arrangement shown in the foreground.




times. But the public demand still far
exceeds the supply. In other words. the
public has led the retail record industry
continuously in the phenomenal devel-
opment of the record business during
the past 10 years, and the end is not yet
in sight.

“You in the retail record business are
on the threshold of a retail volume three
times greater than you ever knew be-
fore. In these days of grave uncertain-
ties the surest thing we know is the
ever-increasing  demand by the public

This attractive lavout
is in the new Record
Shop at Kansas City,
Mo.. and shows an
unsually effect arrange-
ment of racks.

The Music Mart, in
Orange, N. ]., reports
an increase of 300%
in classical album

sales since installing
these display units.

for the music they want by the artist
they want, when they want it. This has
been finally and entirely proven by the
events of the pasi ten years by the public
itself.

“There will be 250.000.000 to .300.-
000.000 records sold per year as soon as
manpower conditions permit. Are you
going to be in a position to get your
share of this tremendous volume? Not
unless vou keep up with the pace by
installing a modern record department
wherein you can display hundreds of

World Radio Histor




huilding
a unit

Suitable against walls
or in pairs back-to-
back, this unit can be
built for from 816 to
§10, depending on the
material, workmanship
and quantity desired
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eve-compelling decorated albums now at
your disposal. To see these albums is to
want them.”

The self-selection operation may be the
answer to a lot of things. but it is by no
means the complete cure-all. in  the
opinion of Columbia’s vice president and
<ales and advertising director. Paul South-
ard. He is more than a bit concerned
about whether. in the excitement over new
developments in this type of merchandis-
ing-by-display the importance of the salex
end may be overlooked. or at least under-
estimated.

“The term ‘self-service” in connection
with retail record departments is the
most highly controversial subject in the
record business today.” he states. “The
term is loosely applied to all modern
record departments which devote a large
amount of space to display. However.
I know of no dealer. large or small. who
depends solely upon this display to sell
merchandise in the way we think of
self-service in connection with  food
stores. Such an idea would. of course.
be ridiculous because nothing can ever
replace the suggestive selling. the intel-
ligent attention and the helpfulness of
an experienced record salesperson. We
have never and deo not now encourage
the modernizing of record departments
on the basis that it will do away with.
or even lessen. the number of salesper-

BLUEBIRD
RECORDS |

Harry James and Frank Sinatra
do a bit of self-selection
shopping at Bloomingdale’s.

sons the dealer needs to handle his
potential record volume.

“What we do say. and can prove by
dealers” experiences. is that a spacious
attractively decorated record department
with facilities for displaying hundreds
of albums and single records will in-
crease volume from 100 to 300%. Ree-
ord customers are the greatest hrowsers
in the world and will. if given a chance.
select items from the display stands
that no one would ever think of sug-
gesting to them. That is the secret of
the huge increase heing chalked up by
dealers immediately following the mod-
ernization of record departments.”

The University Store
at Granville, Ohio,
makes effective use
of the self-selection
theme in this very
attractive album
window display.
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store fronts are

planned
for motion

Customer circulation a prerequisite of good
store design, and the ‘“open-face” shop is
more inviting to the restless shopper. It
aids too in dramatizing your merchandise

BY H. CRESTON DONER

Libby - Owens - Ford Glass Co.
(Reprinted from the Admiral Flex-O-Plan)

M any new and interesting glass prod-
ucts in the hands of the architect or
designer will play an important part in
all post-war construction. The thing up-
permost in the mind of evervone is
where and how these glass products will
serve them best with their individual
problems. The transparency of plate
glass, the permanent colors of Vitrolite,
the decorative and translucent qualities
of Blue Ridge figured glass. and the
glamour of Tuf-flex glass doors—when
manipulated under the deft fingers of a
skilled designer will emerge into a mar-
velous new selling machine. commonly
referred to as a store or shop.

The architectural afterthoughts of the
past, modernized for selling, will become
heehives of activity. persuasively leading
the war-weary consumer “in” and “out”
of resplendent window displays of much
needed, long-sought-after merchandise.
An eager public. clamoring to be first to
purchase greatly improved post-war mer-
chandise. will be confused by the many
new and unfamiliar products. Compe-

tition, instead of being a battle of brand
names and the survival of the fittest, will
boil down to a competition of the best
displayed merchandise in the most mod-
ern of store fronts and store interiors.
Glass will be a favored material for
best showing this merchandise.

The average store front is more than
just that part of the store which abuts
on the street. It has three definite vital
functions to perform. FIRST—and most
obvious—it ix a frame for displaying and
dramatizing the merchandise. creating
“eye appeal.” and the desire to buy.
SECOND —it is a billboard which serves
as a means of identifying the store.
THIRD—it is an entrance to the store,
providing casy access to the interior.
These three basie essentials of a good
functional store front must work to-
gether if they are to produce increased
traffic. quicker turnover, and added prof-
its. In the past. oftentimes, the empha-
sis has been placed on ane, rather than
all three of the essentials of a complete
store front.



Cordiality and warmth seem
to flow out through this
wide and inviting doorway

Customer circulation is a prerequisite
of good store design. In the ordinary
store front, set flush against the side-
walk, potential customers are jostled by
crowds on the sidewalk. This does not
permit comfortable window shopping. In
the streamlined version of the old arcade
type store front, adequate space is pro-
vided for window shopping—but often
there is the psychological effect of lead-
ing potential customers by one display
area, past the entrance door, by another
display area, and out to the street again.
The heavy entrance doors and the solid
walls on either side actually divide the
store into two parts—the store front and
the store interior. This often tends to
hold the public at arm’s length.

Store fronts are different from all
other forms of planning in that they
must be planned for motion. The shop-
per is never at rest. The windows and
entrance must be so related that the
sequence unfolds properly as the stove is
approached from any direction. Once the
shopper has approached the store, the
plan must invite him or her to enter and
follow the line of show windows, through
the entrance door, to the store interior.

The store interior, with its warmth and
human activity, can be called upon to

perform its own best advertising job.
It can become a mammoth showcase, a
visual front. acting as a continuous silent
salesman selling service. cleanliness. dig-
nity. smartness, simplicity. luxury-—what-
ever is required. Selling is being made
more direct by bringing the merchandise
into closer contact with the customer.

The theory of the visual front. or open-
face type of shop. is simple enough. The
arbitrary dividing line between the ex-
terior and the interior s eliminated, or
partially so. by the use of large areas of
clear plate glass. As a building material.
glass serves two functions: it adds neces-
sary color, and keeps out the weather.
The all-glass front of the store is set
well back out of the sun, where it pro-
duces a minimum of reflections, inter-
posing virtually no visual barrier be-
tween “inside” and “outside.” Attractive
displays draw the shoppers into a gener-
ous arcade in which there is freedom of
movement. adequate shelter. and maxi-
mum convenience for leisurely inspection
of merchandise. The visual front directs
the shoppers’ attention to the activity
and the additional merchandise displayed
within, and gives them the feeling that
window shopping need not be exclusively
on the outside of the store.

Hand in hand with this innovation in
the use of glass goes a new. creative.
and highly flexible treatment of display.
One type is virtually a series of hanging
cases suspended on metal tracks on the
side wall of the store front. These display
cases could be accessible from either the
shop interior or exterior, and may be
variable in size to accommuodate and
bring to eve level different tvpes of mer-
chandise. Continuing these cases through
the glass partition, where they become
well-stocked interior shelves. furthers the
illusion and wipes out the last vestige of
an arbitrary dividing line. Correlation®of
color and design between the exterior
and interior of the store can create an
uninterrupted -line of interest. leading the
customer to the very back of the store.
Another type of display is mobile units
which can be wheeled in and out of the
store for quick changes. Strategically
placed in the outside lobby. they display
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certain merchandise to a better advan-
tage. Polished plate glass in display cases
provides a good view of the merchandise.

Identification of the visual front is ac-
complished by making the sign a part
of the total composition. Hanging signs
may follow the contour of a permanent
cantilevered structural awning. and con-
tinue through the glass partition. Smaller
free standing signs on lobby showcases
may do likewise. A sign sandblasted on
the upper area of the glass partition,
edge-lighted from a concealed light
source, produces an illusion of letters
floating in thin air.

The visual front relies entirely on the
use of Tuf-flex glass doors, for it was
not until after the advent of these doors
that the success of the completely open-
faced shop hecame apparent.

Here is a [ront
that offers fine
opportunities for
dramatic displays
that will catch
" the attention of the
e T hurried shopper or
' casual passer-by

The visual front, like its predecessor,
has the same three definite, vital func-
tions to perform. but cannot attain com-
plete efficiency without adequate and
flexible illumination of store front and
interior. High level illumination concen-
trated on all merchandise is just as nec-
essary for selling as for display. Night-
time illumination of the store interior re-
lies wholly on the dramatic ‘use of light
and color to spotlight well-placed inte-
rior displays,

National distributors will be calling
upon the store architect or designer to
blend the functions of the store front.
interior, storage and handling facilities.
personnel quarters. and mechanical
equipment into one smoothly working
unit. designed and built as an integral
mechanism for selling.



the industry
appraises
self-selection

This war-baby in the record industry has
grown to the point where self-appraisal

peacetime

T\m vears or so ago there started in the
record  business a  pronounced swing
toward self service, self selection. sugges-
tive selling or call it what you will.

Some joined the swing because they
thought that therein lay the answer to
their help problem . . . others, because
they suddenly found themselves with
space on their hands and merchandise
worries on their minds . . . still others.
because they saw the greater display pos-
sibilities in the new operation . and
with greater display—greater sales vol-
ume.

Some made a complete change-over . . .
others adopted a maodified form. Some
looked upon it as a permanent proposi-
tion . . . others as only a wartime meas-
ure. Today. after a considerable experi-
mental period, self selection has come
into its own as has recognized record
display method.

Whether or not this relatively new mer-
chandising method is a wonder worker in
every case and in every sense of the word,
it has opened the way to changes and im-

is needed 1o

show what modifications

conditions may demand.

provements that are now record selling
fixtures.

Let's see what some of the dealers have
to say on that score:

“Regardless of what changes the end of
the war and relief from the merchandis-
ing shortage situation brings, we've
learned the true value of display, display
and more display!™ is one regular com-
ment.

“It’s the best relief in the world for
the Friday night and Saturday jam up:
if nothing else, it gets the swing Kids out
of our hair. and theyre just as happy
looking out for themselves,” is another
endorsement.

Many others look at it this way: “We're
all self service now, but after the war
we'll probably modify, because we believe
the classical record buver, who's content
now to browse around where there is lots
of floor room and things otherwise aren’t
crowded. won't be so easy to please when
there's merchandise all over the place.”

And what has led to this variance in
views?

For one thing. self service does not
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©  SELF SERVICE RECORDS ALBUMS

Self service made uttractive at Scruggs. | andervoort, Barnev, St. Louis.

mean that the store operation can be a close study of the situation in a great
turned over to a couple of inexperienced many units. and they have found that in
clerks. a cashier and a bundle wrapper. every one of their S8 operations as much
Organizations that have gone into an ex- or more help has been necessary.,

tensive self service operation have made What then. they are asked. is the ad

Montgomery W ard, Detroit. uses this efficient arrangement.




vantage? Simply that the operation at-
tracts  more  business, cither through
drawing customers from elsewhere or
through stimulating more buying. In
either case, the greater display possibili-
ties in the S8 operation is the key. they
contend.

\lthough self service apparently does
not in any way relieve the help shortage
difhiculty. it does. its propenents contend.
serve as a great leveller. The inexperi-
enced clerk who for a time would be al-
most a total loss in a purely service oper-
ation (where he or she has to become
familiar with all sorts of stock storage
nooks and crannies. catalogs and other
details) catches on maore rapidly in the
self service operation. The evervthing-
where-it's-handy  situation gives the be-
ginner a better break. and then too, he

or she has the help of the customer. who
does most of the scouting around himself.

What has the customer reaction been?
Very fine. is the response from all quar-
ters. It seems to please the hurryv-up fel-
lows as much as it does those browsers to
whom the atmosphere and arrangement
of a public library is made to order.

There's another type of customer too,
and to him self-service has heen a god-
send. That's the chap who is not sure
of himself. for one reason or another.
When he can mosey around and pick out
what he likes he doesnt have to ex-
pose his uncertainty. And tastes that they
might never think or attempt to express
verbally are on their own in the midst of
often indicated by customers who are
a fascinating array of albums.

Adams Radio of Providence. R. 1. for

Record shopping is made easy at Marshall Fields. Chicago.
Grouping and labeling albums according to the type of musie

can be rvaluable in the sel| service shop.
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{ecessory section of the self service shop at the People’s

promotion through attractive displays.

instance, has built up quite a healthy list
of pop record customers who have culti-
vated a taste for semi-classical and classi-
cal numbers. And after pointing out that
an out-and-out pop buyer is generally a
drifter —to the store that is handy or is
lucky enough to be Sinatra-stocked. they
put it thi= way at Adams":

“We learned more by watching cus-
tomers than by listening to them. When
theyre seleeting for themselves we have
better chances to notice when a pop ree-
ord buver. for instance. stops and looks
at an album of standard organ selee-
tions. And when we see that we have om
cue. No o high pressure. of course, but
there we have the perfeet set up for a hit
of suggestive selling. In self service we
have more chances for these sales-build-

ing observations and we never miss the
apportunity of trying to interest the jazz
fan who gives some indication. however
slight. of being interested in more sub-
stantial fare. And it’s amazing how many
have been led familiar
standard set of light classies to becoming
steady customers for the kind of record
business that really
records and albums.”

through some

counts—the  better

Virtually all counters. racks and other
equipment for the 88 aperation need not
neeessarilv be  elaborate or  expensive.
Many fine pieces of such equipment can
be obtained at a reasonable figure from
fixture companies that specialize in such
things. and others can be made by the
local carpenter, from a sketch.
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gives you a fair share!

® During these war years, you’ve benefited from RCA
Victor’s policy of fair dealing. No matter how large or
how small your account, you’ve been getting your
share of the available merchandise. It has been dith-
cult at times, for in addition to meeting your needs,
we’ve supplied the armed forces with huge amounts of
vital war material; shipped large quantities of records

to the services and associated organizations.

We, at RCA Victor, are proud of our wartime record and
pledge to continue our fair-share policy for every dealer.
Radio Corporation of America, RCA Victor Division,

Camden, N. J.

THE WORLD'S GREATEST ARTISTS ARE ON

RCA\/ICT()R RECORDS



arranging stock an

inventories

for self-selection

Arrang(-menl of stock is equal in im-
portance to general arrangement of the
self-selection store or record department.,
This is the conclusion reached through
the operational tests and analytical study
carried on by the RCA Victor record de-
partment, in cooperation with Weiboldt's
of Chicago.

“Buying is difficult, much more diffi-
cult than selling.” the Victor report
maintains, “This is something few sales.
men appreciate, for we have always em-
phasized the importance of selling. The
customer needs sympathy and help in
making her purchases, and proper group-
ing and classification of merchandise
helps to make her shopping easy.”

The self-selection record department.
it is suggested. should be divided into
two  distinet which is
devoted to classical albums and single
records. and the other to popular re-
cordings,

Classification headings in each sec-
tion will be influenced by the stock which
has been selected or which is on hand.
On the basis of the tests. there are the
suggested groupings for albums: Classi-
cal album headings—Symphonics, Con-

sections, one of

Proper placing aids the customer
and makes for better display. A
simple control system eliminates
most of those *“‘inventory blues.”

certos. Suites, Tone-Poems, Grand Opera,
Operettas. Chamber  Musie, Overtures
and Preludes, Sonatas, Piano, Violin.
Concert Ballet. Orchestral and
Collector’s Items. All but the last men-
tioned should be arranged alphabetically
by composers. It is suggested the collec-
tor’s items be arranged by titles.

Popular albums headings and method
of alphabetical arrangement — Popular
Siart Sets, by types of music, Chil-
dren’s Sets, by title. and Patriotic, In
title. Depending upon the variety of
popular albums carried. the “Popular
Smart Sets” can be grouped with one
or more racks devoted o light orclies-
tral. Latin American, jive. vocal. piano.
ete. In addition. a classification heading
“New Releases™ can be used for both
popular and classical albums. and it is
recommended it be placed fairly near the
center of the department.

Classification headings for single rec-
ords also depend upon the character of
the stock. The Victor suggested headings
are these: Waltz Time. Music for Strings.
Marches, Echoes from the Opera, Oper-
ettas. Organ. Overtares. Sacred  Music.
Light Instrumental. Piano Music. Music

Songs,
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America Loves Best. and World's Most
Famous Artists. It is suggested the piano
selections he arranged by type (sonatas,
etudes. ete.). and by outstanding titles:
that the “world’s most famous artists”
singles be arranged by artists, and that
all other classical singles be arranged
alphabetically by titles,

Popular single record headings and
alphabetical arrangements — Leading
Artist’s Names, Waltz Time. listed by
title: Hawaiian. by title: Latin American
Tunes. by type (rhumbas. tangos, ete.) :
Patriotic. by title: Polkas. by title: Hill-
billy. by artist: Ten Best Sellers. by in-
dividual cards showing title. artist and
price.

Al classification headings in the de-
partment shonld  be  eastly read. Dec-
orative signs are not recommended. be-
cause they detract from the album dis-
playvs. All signs should be changeable. so
that new ones can be substituted casily.

Clear, concise and unembellished
for classical or pop album racks.

In the inventory control  method
recommended by Victor. the following
forms are used: 1. Stock  envelopes
(green). to contain single records while
in stock. 2. Album markers—colored
cardboard strips to be placed in albums
for proper identification. 3. Stock Control
Ledger—in which is maintained a daily
record of sales. receipts. orders and cur-
rent inventory,

Fach record in the department’s stock.
and hereafter each record received in the
department, should be placed in a green
stock-envelope, on each of which should
be printed the following identification:
{a) In the upper right hand corner. the
manufacturer’s name and the stock num-
ber of the record: (b) In the upper left
hand corner. the rack number of the
floor-stand and the letter of the insert in
that rack; (¢) In the center of envelope,
the priee of the record. After the records
have been put in the stoek envelopes, they

that’s the suggestion for the headings




Colored cardboard strips such as this
aid in inventory control and to
guide the customer.

should be placed in the proper slots in
the display racks.

Fach album now in the department’s
stock and hereafter each album received
in the department should be identified by
inserting in the last pocket of the album
the appropriate album marker. If more
than one brand of record is carried. red
might be used for one, blue for another.
buff for a third. ete. On these album
markers the following information should
be indicated: (1) selling price: (2)
series and number of the album. and (3)
number of the rack on which the album
will be displayed.

The markers for 10”7 albums are 1034
in length and those for 12”7 albums are
1234" in length. Hence, the marker will
extend beyond the top of the album so
that the customer may readily see the
selling price of that album.

Many dealers have found that cus-
tomers take albums or records to the lis-
tening booths and then return them to the
wrong display racks. This can be checked
to a great extent by placing a sign in
each booth: “Please Do Not Return Ree-
ords to Racks—Place Them on Table in
Front of Booth.”

When the customer selects merchandise
and brings it to the cashier’s desk, it is

recommended the clerk there proceed as
follows: If the sale is an album of rec-
ords, remove the colored marker from the
album and place it on a spindle provided
for that purpose; if the sale is single
records. remove the records from  the
green envelopes and insert them into the
original manufacturer’s envelopes. Place
the green envelopes on a spindle.

During the day salespeople can fill the
vacant spaces on the display racks from
the available reserve stock by referring to
the colored markers and the green stock
envelopes which have accumulated on the
spindles,

The stock control ledger sheets repre-
sent a master control for each selection.
These sheets may be placed into two see-
tions: one for albums and one for single
records. both sections arranged by manu-
facturer and in numerical order by series
number of the selections. When the dealer
starts to use these stock control ledger
sheets. the current inventory of each
number should be shown on its respective
sheet.

These sheets are designed to show the
following information for ecach selection:
Title of the selection: series number of
the selection: maximum and minimum
stock to be carried (determined by the
store and policy and the sales of each
item) : daily sales; current inventory:
merchandise on order, and merchandise
received.

In order that the current inventory of
any selection may be known at all times,
the stock control ledger should be kept
up to date and. to do this, the clerk be
guided by this procedure:

1. As merchandise is received in the
department. post the date and quantity
of each selection in the space provided on
the ledger sheet for this purpose and
correct the inventory as the receipts are
push'([.

2. Each day remove from the spindles
the green envelopes and colored album
markers accumulated as sales were made,
and sort them in numerical order by
manufacturer. Recap the day’s sales by
number, post the date and quantity sold—

187



188

These compact album
rucks provide Vim,
Newark. N. ].. with

a great deal of dis-
play space. Phaoto
courtesy of the Hitrer
Construction Co. of

New York.

in the space provided for this purpose.
and correct the inventory as the sales are
posted. (Place the envelopes and markers
in file for re-use with new stock.)

3. If the new inventory, computed by
adding the reeeipts and deducting  the
sales as mentioned in Nos, 1 and 2, de-
clines to the indicated minimum or below,
include that selection in purchase order
that day.

4. Immediately upon placing a pur-
chase order ofticially, post the date and
quantity of each selection order—in the
space provided for this purpose.

5. As a double-check, go through the
stock control ledger oceasionally and see
that the latest inventory posted is within
the range indicated by the maximum and
minimum quantities shown.

6. In the event of breakage, post that
quantity in the “Received”™ column in
red and deduct it from the inventory.

Since the stock control ledger, de-
scribed here furnishes a perpetual inven-
tory of any selection and a definite check
on its sales, such a record is a valuable

guide in ordering stock and improving
turnover,

Visual aids for the planning of sclf-
selection departments are being success-

fully used by Columbia distributors and
by RCA Victor to assist interested
dealers. In each case miniature counters,
special  merchandise  and  scaled-down
floor lavout sheets serve to give the
dealers opportunity to get a general idea
of how most efficiently to arrange their
new departments.

John C. Dauble. manager of the Omaha
Appliance Co. record division used mini-
atures as well as regulation-size merchan-
disers for albums and singles at recent
meetings. The miniatures, which  Mr.
Dauble calls his “million dollar set of
blocks™ consists of a set of counters. self-
selection single record merchandisers and
album merchandisers which are cut out
to the scale of one inch to one foot. By
using a large sheet of paper ruled in
one inch squares, the distributor’s repre-
sentative can sit down and plan a new
self-selection department right on the
dealer’s desk.



Speaking of their experience with the
use of the models, he added. It really
i~ most effective to =it down and plan a
dealer’s department. You  can
shuffle the block around until the hest
possible arrangement
mined,

record

deter-
It takes but a few minutes to
determine how many albums will be on
display and to figure how much floor

has  been

space will be devoted to a new depart-
ment. I got the idea while rummaging
through old management
manuals where | ran across a kitchen
planning unit which was made up by
Youngstown Steel & Cabinet Co.. who had
a very detailed for kitchen

some sales

program
planning with scale models.”
Sets of miniature racks. complete with
tiny decorated albums and of the general
design - recommended  in the  Columbia
presentation “"The Public Demands,” have

been made up for the guidance of dealers
by George Shearer of Federal Distribut-
ing Co. of Kansas City. Mo, and are

being used at meetings and calls upon
individual dealers,

Many record dealers throughout the
country have heen provided with photo-
graphs picturing their stores, in full scale
miniature,  equipped  with  self-service
merchandising fixtures as the result of a
unique service offered by RCA Vietor.
The serviee was based on RCA Vietor's
report of its study of self-selection mer-
chandising of records.
fixtures. merchandisers,
ete developed by RCA Vietor as a resalt
of this study. were reproduced as minia-
ture blocks. scaled one-inch to the foot.

Sell-seleetion

Elements ineluded counter and wrapping
unit. area album racks, wall album racks,
slant type single record merchandiser,
slot type single record merchandiser, pop
best seller merchandising  units,  slant
type single record fixtures and listening
booths. The complete layout was photo-
graphed and a copy of the photo was sent
to the dealer for his study and guidance.

Models built by George
Shearer of Federal
Distributing Co. are
shown by Jeff Wilson
of Columbia to Nebras-
Ka record folks. Left

to right - -Laura Lee
Erickson, Miss B. Wal-
ters, Mr. Wilson, Viola
Blanchard and Helen

W ilson.
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do you try to

know your customer?

hen you are a record dealer. enter-
tainment is vour merchandise and there
i« no more rewarding or hewildering
field.

Because vou are selling entertainment
it will be up to you and 1o your sales
clerks 1o classify vour customer. his pref-
erence. and his desire by his initial re-
quest. and to follow up this first contact
with the suggestive selling of related ree-
ard merchandise in that part of the music
field with which vour customer is best ac-
quainted. Phonograph records are highly
specialized merchandise. not comparable
1o anvthing else being sold on the retail
market.

The “Master of Ceremonies™ intro-
ducing new artists and new music is the
person at the “point of sale”™—that’s the
dealer and his salespeople. Experienced
record sales personnel is hard to find and
while many young people are willing to
work with records for experience. and the
fun of “playing music.” it is a very serious
thing for any merchant to place in incom-
petent or inexperienced hands thousands
of dollars worth of record stock which
mayv not be sold intelligently. or with the
amount of turnover required for a suceess-
ful record operation,

At the present moment. there is no cen-
tral source of across-the-board  record
ales training which would produce the
type of thoroughly schooled record sales
peaple <o much in need today. Record
sales training can be given in the store by
the dealer. or, as has been done. given in
a course by record manufactnrers, It is to
Le understood that courses provided by
the individual manufacturer  will not

cover the whole record retailing field. but
are limited. of necessity. to the produets
of that manufacturer.

The home-trained record sales unit. in
most cases. can be given only a general
idea of what constitutes the stock with
which he ix working. While this is help-
ful. it is hardly a rounded training in the
record field, and the dealer’s sales suffers
accordingly.

The catalogs of the major record com-
panies should be thoroughly familiar to
the record sales elerk and if a customer’s
request cannot be filled in one of the
lines. a knowledge of a recording of that
same title and composer on another ree-
ord with another label. will save the
«ale and help to move stock. In the popu-
lar field it is extremely important that
the dealer and the clerk be familiar with
all types of labels or pressings and their
comparative value in the market. It is in
the popular field that the record dealer
can accumulate a large inventory of
“dogs™ and unsaleable merchandise.

Records cannot be merchandised im-
personally. like so many shoes or gloves,
The phonograph record contains a per-
sonality and is a live piece of merchan-
dise. Don’t make the mistake of thinking
that records. even the hottest sellers. will
“sell themselves™ 100% through sheer de-
mand. The buyers” market will have to be
<old and only a trained record salesperson
with a thorough knowledge of the person-
alities that are contained in his record
stock, can provide the store with a maxi-
mum of sales and a clientele of thor-
oughly satisfied customers,



floors have
a function in
merchandisin

In addition to adding attractiveness, there
are materials that do extra duty through
making the going easier and moving vour

customer

traffic in desired directions

BY LEON L. KLAUS

Armstrong Cork Co.
{Reprinted from Admiral Flex-O-Plan)

An important factor in creating an
attractive store—a factor whose impor-
tance often has not been fully appreci-
ated—is the floor. Covering an old,
worn floor with linoleum or other re-
silient materials such as asphalt tile, is a
major step toward transforming and
modernizing a store; and it can be done
with a relatively modest outlay.

Once, a floor was considered “just
something to walk on.,” but today it is
recognized that modern resilient floor-
ings can also set the whole decorative
tone and atmosphere of the store. They
can be an important merchandising fac-
tor. Experience has proved that prop-
erly designed floors attract trade and
increase sales.

While linoleum is not now being
made in the same quantities or in the
same wide range of gauges. colors and
patterns as before the war, it is still
generally available in a good range of
patterns and colors.

One of the great advantages of lino-
leum is the fact that it lends itself per-
fectly to custom design, enabling the
store owner to install a floor that has in-
dividuality and distinction. By using
a combination of the various types of
linoleum and by employing borders in
colors different from those of the floor
field, the store not only can be floored
most attractively, but various other pur-
poses can be achieved. For example, a
linoleum floor can be designed to make
a long, narrow room appear wider.

Similarly, a store can be departmental-
ized, or divided into two or more sec-
tions. By insetting directional lines in
prominent colors, linoleum can be made
to “direct traffic” to certain parts of the
store. People unconsciously will tend
to follow these decorative lines.

To provide added distinction, a mono-
gram, or the full name of the store, or
a reproduction of a product or some
other identifying insignia may be inset
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Flooring at Dyvnamic Record Salon. New York, provides
eﬁncln e contrast 1o fixtures and "Pneral decorative scheme

catching. right-angle where toor
and wall mcet.

While linoleum is entirely satisfactory
on a concrete sub-floor if the concrete

is suspended and completely dry. it s

Jomt

not recommended  for use on conerete
that is on or below grade. For the lat
ter tyvpe of installation. there is a re
<ilient flooring material available that
was developed primarily for this pur
pose-—a~phalt tile.

Concrete laid in direct contact with
the ground. either on or helow grade.
or over an air space that is unheated
and unventilated. tends 1o draw mois-

ture from the ground and the free lime
in the conerete is brought to the sur-
face by capillaritv. Linoleum and other
floorings that are not alkali resistan
are attacked by this lime.  But asphalt
tile is moisture and alkali resistant,
However. asphalt tile is not limited
to basement areas, It is widely used
hoth upstair~ and downstairs in stores.
shops and business areas of all kinds
where a flooring that is both
durable and attractive is desired.  As-
phalt tile vears ot trouble-free
service without needing re-
finishing: all the requires

Jow-cosl

;!i\l'~
any (‘l).\[]y

attention it

i~ routine sweeping and occasional wax-

ing and washing.  The colors go all
the way through the wmaterial. and

cigarette or match burns can easily be
removed.  Asphalt tile i~ installed by
individually cementing cach tile to the
underfloor.  Should one tile accidentally
he damaged in service. it may easily be
replaced without disturbing the rest of

the foor.  Asphalt tile. fike linoleum,
mav be installed with cove base
Besides  linoleum  and asphalt tile.

there are other resilient floorings on the
market which might be chosen for par-
ticular areas of a store. For example,
if there is a separate office. where traf-
fic is heavy and where there is no
excessive dirt problem, the owner might
this area cork tile. which
i= 1esilient and ecasy on the fect.

If the store lhas a separate entrance
arca. where foot traffic is especially
heavy. but which the owner feels should
have a floor of exceptional quality. the
answer to the problem might be lino-
leum cut into tiles which is a special
product made of a linoleum-type mix
without backing that is the densest and
most resistant to wear of any resilient
type flooring available.

not

choose  for



near the entrance or in some other
prominent area. By applying to the local
linoleum merchant, record store own-
ers can obtain the services of factory ex-
perts who will provide individual assist-
ance in designing monograms and in
creating special floor plans built around
the needs of a particular store.

Because of the resilience of linoleum,
a property which is imparted by the
use of ground cork and other ingredients
of the “mix.” it is quiet and easy on the
feet. Not the least of the advantages
of linoleum, particularly in this period
when help is difficult 1o get, is the ease
with which it is cleaned and maintained.
Dry-dusting and sweeping, with waxing
at intervals and occasional washing, will
keep it smooth and gleaming for years.
To avoid marring the linoleum, chairs
and other furniture, and heavy merchan-
dise on display should be placed on
furniture rests. However, there is no
surface design to wear off, for the colors
and patterns of linoleum go all the way
through the material.

A floor pattern such
as this enhances
displays, and 1will do
much to focus the
customer’s attention
and direct traffic i»
the right direction

Linoleum may be laid on practically
any type of sub-floor—wood, metal, ter-
razzo, or concrete (provided the con-
crete is suspended and thoroughly dry).
Unless it is the type made with “safety-
back.,” linoleum should be installed by
the felt-layer method. By this method,
the linoleum is cemented over a sound-
absorbing cushion of lining felt. The
use of lining felt is necessary over wood
underfloors to take up the seasonal ex-
pansion and contraction of floor boards
and thus prevent their movement from
splitting the finished floor. Lining felt
may also be used on other underfloors
to help provide additional warmth, quiet
and comfort underfoot. Several types
of linoleum with “safety-back,” a
patented feature, may be installed di-
rectly to the sub-floor without the use
of lining felt.

In many modern installations, cove
base is used. This allows the linoleum
to be curved up the wall a few inches
to eliminate sharp corners and the dirt-
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select a stand — then
strike up the band

In this, the second of a series of articles

on store operation and record promotion,

Miss Gale discusses the importance of

location, and passes on some suggestions
for making the most of promotion aids

BY LOUISE GALE

Former Record Buyer, Wieboldt Stores, Inc.

The growing line of record dealers
goes forward at a faster pace each day,
and when unlimited production is pos-
sible following Victory. this parade of
dealers will strike up the band and
march forward to the tune of the great-
est sales in record history. Will you
be in the parade?

Whether you are a new record deal-
er—one of the many dealers who are
about to -take on record franchises for
the first time—or a dealer with an es-
tablished record shop or record busi-
ness with its individual store or depart-
ment. the question of advantageous
location is your first consideration.
Choose your store's location with full
consideration of whether you are on
the “right side of the street”™ in your
town. How near are vou to the heavy
shopping district? Are vyou placed
close to a university or school which

will provide you with constant traffic?
In cases where there has never been
a record shop or where new franchises
are being established to compete with
older record operations now in existence,
you will have these factors to consider:
(1) In what relation of distance and
position is your store to the other
established record shops or record de-
partments in your town or city? (2)
How is the business district laid out,
and are there other business districts
in the same town which would draw
some of your trafic? (3) Will the popu-
lation of the town stand the addition of
another record operation of some size?
One most important thing to consider
is the type of clientele toward which
vou expect to build your business. Are
vou interested in a family trade?
It might be well to chose a location in
the shopping district where the family



does most of its buying. Or are you
planning to devélop a specialty music
and record shop which will be a music
center for the town . . . one where all
types of musical merchandise will be
provided as well as phonograph records?
In this type of operation, trained rec-
ord sales personnel can establish an ex-
cellent classical trade with the older
members of the family, as well as serv-
icing voung people with their favorite
“pops.”  This type of operation does
not need to be as closely adjacent to
the main shopping district, but may be
a little farther away from Main Street
without endangering potential traffic.

Or are vou planning to build your
record business on the constant flow of
traffic from some school or university?
Here. a location near the campus is de-
sirable and here again, a heavy classical
record business can be expected and
developed, as well as a tremendous
popular record business.

In the case of the new record depart-
ment, or the established department
which you are planning to enlarge, ask
yourself these questions: How much
floor space shall I devote to this depart-
ment, and will the display equipment
which I have chosen give the maximum
efficiency for the floor space occupied?
Is the record department placed
strategically to draw traffic through the
rest of the store? In this connection,
it must be borne in mind that the most
tremendous sales potential of all lies
outside the record department, which
has acted as the “bait” to bring in you
customers.

For instance. the record department,
post-war, might well be placed ad-
jacent to the radio department where
one sale will lead to the other; or the
record department might be placed in a
position which will make it necessary
for the customer to go through or go
past other “big-ticket” departments,
such as furniture, appliances, china, etc.

But if you are planning to carry rec-
ords only as an accommodation and
accessory to the sale of radio-phono-

graph combinations, and if you are
planning on only a minimum of space
and display for these ‘“small-ticket”
items in your stock, be prepared for a
surprise when you find that the baby
of your departments turns into the Lit-
tle Giant which will “Strike Up the
Band™ at the head of the big sales
parade.

The record dealer is the local press
agent, as well as the local sales repre-
sentative. for the musical and dramatic
stars on records. The record manu-
facturers are backing the dealers with
superb advertising campaigns bringing
recorded entertainment to America
through advertisements on the radin, in
the movies. in all national magazines
and in your store windows. They will
help the dealer to hit the jackpot with
full-color advertisements of great music
and great artists, and with replicas of
these—small and large—made for use
in the store windows.

The large record companies send to
every franchised dealer a monthly kit
of display material, pamphlets for
stuffing sales bags, blow-ups of the
artist featured that month, and even
complete full size window displays that
are replicas of that month’s advertise-
ment in the national magazines. You
are your town’s representative in the
national music parade as it marches
across America.

A regular mailing piece from your
store, telling your customers about new
releases, suggesting old favorites, or
presenting  lesser-known recordings in
a new dress will more than pay its
way. Then too, it is suggested you con-
tact your local movie manager and find
out when certain musical films are play-
ing.  Anticipate these playing dates
with orders placed with your record
distributor for the music recorded from
the coming film. Plan in-store, window
and theater-lobby .displays to tie in the
picture, the artist, and the music in-
volved, with your store.

Is a record artist scheduled to make a
personal appearance at a theater in your
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Through the theater manager,
try to make arrangements with the
manager of the artist for a personal
appearance to autograph records in
your store. Your distributor will be
glad to cooperate in a personal appear-
ance of this kind and will give every
assistance in setting up vour store with
special advertising and display and will
see to it that you have an ample supply
of records for the occasion.

town?

Make vour store the ticket headquar-
ters for the sale of your town’s or city's
seasonal concert series and special
artist’s concerts from time to time. Here
again you will become known as the
music center of the community. And
as concert managers realize that you
are a source of ticket sales, they will
forward to you special advertising ma-
terial, posters, photographs, and so on.
You can tie-in with planned newspaper
advertising. on a shared basis, upon ar-
rangement with your distributor. Plan
a little series of small weekly or larges

you're the **advance man”

In the section of this article devoted to suggestions for

dealer promotional activity, Miss Gale terms him “the

local press agent for musical and dramatic stars on records”

and describes « number of the effective ways . . . such as through
use of mailing pieces, window tie-ins. theatre co-operation, etc.
that 1will serve to make the community look to the dealer for

the latest word in what's new in music and who's who in the
record entertainment world. In addition to window display and
mail promotions, the widely-known Chicago record buyer discusses
other display possibilities and use of newspapers and radio

monthly record ads to be prepared on
special and on new releases. Use the
many ad mats supplied to you by all
record manufacturers.

When business scems quiet, drum
up a few original ideas for seasonal
music; i.e.. light summer favorites. sweet
and swing for spring. Easter Hymns, a
patriotic ad. etc. These are only a
few of the many suggestions to mer-
chandise excellent records that are
sitting quietly on vour shelves, but that
will sell with promotion. A spot an-
nouncement on your local radio station
can take vou into every home in your
community.

Your community looks to you for the
latest word in what's new in music,
what’s fun for dancing. what is the fin-
est recording of the classics. and who's
who in the record entertainment world.
You can tell the story dynamically with
striking window displays. special light-
ing for this month’s record releases,
added color from full color blow-ups of
the artists . . . Make the best of your
present setup . . . “Brighten the cor-
ner where you are.” and watch your
community beat a path to your door!
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accent the artist

Hitching his promotion wagon to stars
of the musical firmament offers the record
dealer countless opportunities for enhane-
ing his prestige and adding to his profits.

hy bother with a lot of fancy promotions?
Anvhody can sell records. and any records will
sell. Oh yes, we'll keep the place neat: change
the windows pretty regularly. and we'll do a bit
of advertising. “just to keep the name before
them.” But why bother with a lot of frills when
there’s not enough merchandise to meet the
demands we have right now?

Why indeed! Because the day is coming when
the supply-demand scales will tip the other way.
Many more records will be made and sold —but
by whom? The association between good music
and music on records is fostered at every turn
by the record manufacturers. with the result
the demand is increasing tremendously. The
dealer’s concern is to mahe sure the connection
i extended—so that the association is: good
music—recorded music— his store.

Certainly one of the best ways of associating
the record store with good music is by linking it
with the musica! life of the community and with
musical events and personalities that are in the
public eye. Too often the prestige value of a
strong position in the musical scene is apt to he
neglected by the record dealer. particularly in
times such as these when the stress is on getting
merchandise, any merchandise instead of a par-
ticular kind of merchandise,

Today, especially in the pop field. the con-
<umer doesn’t insist on a particular disc by
Dorsey. James or Como. A few may. but for the
most part the consumer just wants a recording.
almost any recording. 1f it happens to be avail-
able in a “name” that's all the better. but if it
isn’t. the answer is still *Wrap it up!”




The Merry Macs
prove a big draw.
ing card for femi-
nine fans at The
Emporium, Los
{ngeles.

But whether or not the artist is a prime
factor in the demand for a particular re-
cording. he is still a major foree in stimu-
lating the interest in records in general
pop or classical. Names still “makes the
news.” and the featuring of artists still
arouses musical appetites.

The best proof of this is to be found in
experiences reported from all over the
country by record dealers who have con-
tinued to place a major portion of their
promotional emphasis on the artist. In
cach case where substantial quantities of
records by artists featured in window dis-
plays. personal appearance tie-ins and the
like are available the sales have heen ter-
rific. And just as important. sales of other
records of the same general type have
skyrocketed. In other words. the big name
is still the magnet that draws public at-
tention. and customers.

Perhaps more important to the dealer
who is concerned. not only with selling all
the merchandise he can get today. but
also with building for the future is the
fact that emphasis on the artist draws
attention to music on records and to the
record store as an important musical cen-
ter. If an artist appears in a city there is
immediately a concentration of interest
upon him and upon the music he repre-
sents. And in turn. that interest is drawn
to the record store, either through a direet
tie-in by personal appearance. or indi-
rectly through window displays and other
promotions.

On these and succeeding pages are a

number of examples of “accent on the
artist”™ promotions that have brought im-
mediate sales booms. together with in-
creased prestige of the type that makes
for strengthening the dealers” position for
the future. They relate to artists in the
classical field, and in the pops. In some
cases the “accent”™ has been tied in with
personal appearances. and in others the
dealers simply took advantage of natural
public interest in an  entertainment
favorite.

With the appearance of Sigmund Rom-
berg in Rochester. No Y., one of that
town’s most successful record-artist pro-
motions was launched in a combined ef-
fort by Bickford Brothers Co.. RCA Vie-
tor distributors in Rochester. and the
Siblev. Lindsay & Curr Co.

Tieing in with Romberg’s one-night
stand at the Fastman Theatre, distributor
and dealer invited the musician-composer
of such popular operettas as “The Stu-
dent Prince.”™ “Desert Song™ and “Blos-
som Time.” to appear at Sibley. Lindsay
& Currs that afternoon. The composer
was interviewed before a capacity audi-
ence in the store’s fourth floor auditorium.
and the informal program was broadcast
over a local station.

Louis W, Johnson, president of Sibley,
Lindsay & Curr. introduced the artist. and
other company officials and officers of the
Rachester Civie Music Association also
participated in the broadcast. The pro-
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A Sigmund Romberg personal appearance is tied in effectively
with National Music Week,. at Siblev. Linsav & Curr.

gram terminated with Romberg's playing
of several of his most tuneful songs. after
which he remained to autograph records
for an enthusiastic gathering of his fans.

The Romberg appearance at Sibley.
Lindsay & Curr was given excellent adver-
tising and publicity throughout the Ro-
chester area. Ads were run locally in baoth
the morning and evening papers on the
day of the event. The regular Sibley.
Lindsay & Curr radio broadcast of the
previous day featured continuity on the
coming Romberg visit. Local papers were
generous with illustrated news items and
reviews. As a result, interest was focused
on Sibley’s up-to-date self-service record
department. and Romberg sets and single
records moved out at an amazing pace.

Not 1o permit a dropping off of the in-
terest thus aroused. Sibley’s followed up
the event by placing a full-page record ad
n the Rochester Times-Union only a week
later,

Following-up advertisements snared the
sales of those who had enjoyed the con-
cert and wished a permanent memento
for their record libraries.

Philadelphia record dealers made Ar-
turo Toscanini’s guest conducting of the
Philadelphia Symphony Orchestra the oc-
casion for city-wide promotion of the
maestro’s dises. Eight downtown dealers
who concentrated on Toscanini stock and
window displays included John Wana-
maker's. The Record Shop. Royer Smith.
Shryock.  Weymann's, New-
man’s and Falkenstein's,

The Wanamaker window. highlighted
by several valuable items. drew much
public attention. It included original
manuscripts of the “Star-Spangled Ban-
ner” and “Hymn to the Nations” by
Verdi. arranged by Toscanini. and a
Warwick Hotel menu carrying a few bars
of the march from “Tannhauser” in the
maestro’s  handwriting.  Toscanini-Bee-

Presser’s,



thoven albums were featured in the dis-
play. Other windows displayed various
formal shots of the maestro: colorful
Victor picture albums. and posters to tie
in with the concert.

The coneert itself. held in the Acad-
emy of Musice for the benefit of the Phila-
delphia Orchestra Pension Fund. fea-
tured a Beethoven program chosen by
members of the orchestra as a tribute to
Toxcanini’s matchless ability to interpret
works of that composer. Compositions
“Sep-
tette,” arranged by Toscanini with aug-

heard were “Egmont Overture.”

mented string sections, “Lenore Overture
No. 2.7 and the “Pastoral™ Svmphony
(No. 6).

Thanks to recard store prnlllnlinn*.
sale of Toscanini records soared and
Philadelphia dealers satished themselves
as to the value of banding together for
all-out publicity.

An outstanding example of group ac-
centing the artist was the extraordinary
Boston promotion on Frank Sinatra. in
which 140 dealers. in cooperation with
Columbia Wholesalers. Ine. of New Eng-

Genial Sigmund
Komberg autographs
records and albums
for fans at Siblev,
Lindsay & Curr's.

in Rocheostor, N}

land. put on a promotion that started a
series of stampedes and actually had
Frank Sinatra albums sharing the spot-
light with his p.a. at the RKO-Boston. In
fact. so neatly was the whole thing han-
dled that the albums-on-sale-here angle
was plaved up over the theater appear-
ance——in placards furnished by the thea
ter.

about
every conceivable tyvpe of advertising and

The  promotion  covered  just
publicity. and the mass effort created de-
mands  that manv times exceeded  the
special supply of Sinatra records. Every
<ale meant an album sale. since in the
entire threesweeks promotion period not
a Sinatra single was =old in any of the
110 outlets. In each album there were
four records.

One of the co-operating stores held a
contest and drew close to 1000 replies to
its teaser line: “What is this phenome-
non called Sinatra?” They gave away 15
albums and 100 autegraphed photos as
prizes. cleaned out on Sinatra records and

made a host of friends.




great going

with grand opera

long about May of each year. music
lovers in New Jersey are provided,
through the untiring efforts of the Griffith
Foundation. with a week filled with oper-
atic festivity. And merchants. most par-
ticularly among them record dealers. are
insured three weeks to a month of strong
volume in anything directly or remotely
associated with this musical event.

Featuring Metropolitan Opera artists of
world wide note, *“The Grand Opera Fes-

An ad. tie-in with
a notable communitv activity,

tival.”™ as it is known in New Jersev. has
hecome an annual festivity that is looked
forward 1o by bath rich and poor. young
and old as a week wherein their grand-
est music expectations can be fulfilled to
the complete satisfaction of their emo-
tional desires.

F. B. Latham & Co. of Newark, Colum-
bia distributors, have bheen alert to the
possibilities  the Grand Opera  Season
offers annually in connection with the
sale of Columbia Masterwork recordings.
As an example. during a recent festival
Latham incorporated the efforts of twen-
ty-two dealers located in as many towns
in New Jersey and planned individually
with each an advertising program which
incorporated the use of special window
displays, counter displays. mail adver-
tising. newspaper advertising and  last
but not least. free full page copy listing
all supporting  dealers in the  Grand
Opera Festival Program. of which some
25.000 copies are distributed. Pictures
of artists participating in the festival
featured most of the dealers” window dis-
plays for the two weeks preceding and
the week of the festival.

And did the campaign pay off in actual
opera set sales hoosts? A tally of orders
received by the twenty-two participating
record dealers registered a grand total
of 697 Columbia opera sets sold during
the campaign. Inasmuch as prices ranged
from $10.50 to $19.00 per album in re-
tail value. one can well appreciate that
a most satisfving return was received by
all. In fact every one of the dealers did
mare business in Masterworks opera al-
bums during these three weeks than he
normally does in a year or more,



allied lines
and
accessories
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should the “fill-in”

line be pushed

for permanency?

he music dealer. faced by shrinking
stocks and mounting regulations. could
find a simple solution to his problem if
he is the least bit weak-kneed. e
could close his doors and turn the key
in the lock. His customers then found
the notice—""closed for the duration.™

The aggressive concern which is deter-
mined to stay in business takes another
tack. Meeting the emergency in its stride.
it solves the difficulty hy substituting new
lines of merchandise for vanishing stock-
piles. Making a virtue of necessity it se-
lects such substitutes as will in the future
form a permanent part of his stock in
trade.

Such a situation confronted the Gewehr
Piano Company. of Wilmington. Del..
when George M. Reesel co-owner. saw its
various merchandise lines pass slowly but
surely out of existence. First went elec-
trical equipment. then radios: finally pi-
anos, with no expectation of replacement.,

But Gewehr had more than a quarter of
a century of business history behind it
and would not give up without a struggle.
Mr. Reese determined that even if the
firm must operate without its usual profit.
vet it would continue as a going concern.
with its sales organization as nearly in-
tact as possible. At least one new line
must he installed to bolster the dwindling
volume.

In order to explore the various possi-
hilities, My, Reese attended the furniture
shows, the gift mart. and the toy exhibit
in New York. He felt that the new line

must. without any compromise. be closely
related 1o musice in its buying appeal. He
sensed danger in introducing any type of
merchandise which was foreign to the
lines in which Gewehr had built up an
enviable reputation.

Discussing his problems with leading
furniture  men  and
specialties, Mr. Reese hecame convineed
that pictures offered an attractive as well
as an interesting sideline. Works of art
would present no contlict with works of
music. The transition would not be diffi-
cult for his customers to take. Above all.
there was an available supply of merchan-
dise to be depended upon.

Accordingly, Mr. Reese took his first
plunge into the picture field. His initial
order included a group of 15 subjeets of
a varied. but popular nature. The themes
were general, and the treatment decora-
tive. to catch the widest public attention.
The prices ranged from $5.95 to $25.

One entire show window was devoted
to the initial display. with an attractive
exhibit inside the store. Results at once
materialized. Folks stopped in front to
look at the pictures—then stepped inside
to buy them. Mr. Reese relates that one
customer bought four pictures, seriously

merchandisers  of

depleting the stock. The whole line moved
with alacrity; and Mr. Reese was kept
busy with reorders.

Within a menth it was plain that he
had hit upon a diversified line that was
admirably suited to his needs. Not only
did it serve as a “fill-in” during the war



emergeney. but it was evident that it
could be developed into a permanent line
of merchandise in the future,

Regarding  pictures as a  permanent
stack line, Mr. Reese immediately began
studving the merchandising possibilities
from a long-range point of view, The
value of localized interest was evident:
and he arranged  with local artists of
Kknown reputation for the exhibit and sale
of their compositions. The Gewehr exhib
it~ are conducted on the usual consign-
ment basis. with mutually attractive com-
missions for sales.

The price range. too. has been widely
extended as a result of the Gewehr ex-
additional
sources for his merchandise. Mr. Reese is
stocking pictures scaled from 8£1.50 1o
8300 top. Whereas the original sale aver-
aged 515, the new price range will ma-
terially increase this figure, resulting in
an inereased net profit.

Mr. Reese adds a note of caution re-
garding hix art venture, It is wise, he says,

perience.  Drawing  upon

to avoid competition with the “five-and
dime™ stores and others of similar type.
These can sell a very attractive picture,
ready framed. for from 23¢ to 30c. His
advice is to stock only the better quality
subjects which command a higher price.
and give full satisfaction to the customer.
In hi~ general selection, also. Mr. Reese
has attempted to stock subjects different
in theme and treatment from those al-
ready on display in established art stores.
I'hus he has escaped competition which
could only be mutually destructive.

On the whole, declares Mr, Reese. pic-
tures are not difhcult to merchandise,
They practically sell themselves, il re-
gard is given to the level of taste of the
store’s clientele, They insure customer
satisfaction. for they are bought to he
lived with and permanently  enjoved.
They occupy a minimum of store space,
and can be hung on the walls direetly
back of other tvpes of merchandise.
where they form an eve-catching back-
ground.

Oil paintings and water colors on displav in the sales
room of Gewehr Piano Co.. with George M.

’\'(’P.\‘P. nmanager.
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hints for hitting the
accessory pay-lode

A pay-lode lies in the rich field of ae-
cessories with which the dealer can serve
his record customers, and in the repeat-
sale business which comes from a con-
stant flow of traffic to the store for every
type of musical merchandise.

There is gold in the tremendous plus-
business that every alert dealer can real-
ize from the planned, advertised selling
of records, accessories, sheet music, rec-
ord cabinets, musical instruments, et
cetera. Your store can be more than just
a record shop—you can become the music
center in your community if you go after
that plus-business that can easily lie
dormant.

Let the music teachers of your town or
city know that you represent the finest
source of supply for all their musical
needs. and for the needs of their many
pupils. When you serve the pupil, you
also serve the pupil’s family, and ’round
and ‘round it goes with the music of the
cash register coming out merrily at the
other end.

In the spring and summertime young
people turn to ukuleles to play on the
porch or at beach parties. With the uku-
lele you sell a book of instructions, a pick
and auxiliary strings. Here is a $5 or $6
sale that you might not have had without
a planned accessory program. For week-
end jaunts sell them a record carrying
case as well as a full quota of new popu-
lar releases and the needle that is suited
to their machine. Here again is anywhere
from $3.00 to $5.00 more business in one
sale than you might have had, if you had
not “plussed™ your customer.

Have you a customer that has begun to
feel the need of more storage space for
her albums? Your complete line of rec-
ord cabinets plus storage albums should

answer this need, and anywhere from $12
to $50 is added to that particular sale.

The sale of a small record brush, sug-
gested with every record purchase, can
mean many additional dollars at the end
of each day. for record brushes are of
genuine help in keeping the surface of
the record clean and more playable. Make
it a habit to suggest needles and acces-
sories to every record customer and you
will be amazed at the increase in sales
volume from this small effort. With all
these suggestions you are doing your cus-
tomer a service, and the additional sales
bring you added revenue.

Sheet music is a “must” in all live rec-
ord operations, for Susie just loves to try
to play the music she hears on records:
and sheet music at three for a dollar.
folios of favorite arrangements or swing
selections at anywhere from 35¢ to $1
apiece help to swell the total at the end
of the day. Very often the sheet music
customer can be sold the recording of that
selection as well, through suggestion.

Strings for musical instruments provide
added revenue and are service to music
pupils and teachers. You can serve your
community better with a complete stock
of accessories, and customer traffic to
your store will be increased greatly. Small
instruments. such as ocharinas. tonettes.
toy flutes. recorders, ukuleles, harmoni-
cas, et cetera, will bring traffic to your
store, and with suggestive selling by the
sales clerk, will add plus dollars to the
record sales. If you haven’t mined the rich
field of the accessory business, start to do
so today! In the days of '49 the boys made
that added effort that struck the pay-lode.
Today, plus-selling will strike gold for
you “in them thar hills.”

LOUISE GALE



weekly special

pushes accessories

Consistent newspaper advertising, regular

window

displays and a good deal of
suggested selling are serving to build
for many alert dealers.

plus  business

The Story of
THE THEARLE MUSIC CO.
San Diego, California

Au unusual promotion of accessories
consisting of a weekly “special™ devoted
to a single item has resulted not only in
a large volume of spot sales for the The-
arle Music Company of San Diego, but
has increased the general traffic in other
accessories and records, The promotional
value of the weekly “special.” according
to 0. E. Nobles, manager of the record
department. is far in excess of the actual
dollar receipts, which in themselves con-
stitute a substantial plus item.

The idea. which originated primarily as
a traflic builder. consists of offering a par-
ticular item at a shade less than the cus-
tomary price. Among the items which
have been featured in recent months are
long-life needles. record brushes. radio
and furniture polish. record storage al-
bums. and cabinets. With the advertised

item as leader, no pains are spared to sell
up similar merchandise of higher price
and the results have been most satisfac-
tory.

The *“special™ is given conspicuous
newspaper advertising, appearing on a
different date from the usual Thearle
record advertising. If the item is to be
had in varying price ranges. the copy fur-
nishes this information together with the
text on the “special.” Thus in a recent
promotion of record cabinets offered at
$16.95. the copy read:

“Your records will keep better and
you'll get more enjoyment from them if
you have an orderly filing and storage
cabinet like this one. Bought months ago
under more favorable market conditions,
its value will delight you. Other cabinets
in period styles to $50.”
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The sales items are conspicuously dis-
plaved in the department. and if they
consist of counter goads. a special set-up
is assembled of eve-catching design. The
siales personnel are instructed in a con-
certed effort to push the item. and particu-
larly instructed to call attention to the
hetter quality Tines in stock.

ludividual promotion of record albums
has also stepped up the sales of the clas-
sies at Thearle’s. Advertized as the “Gift
of the Week Suggestion.” a particular re-
lease is selected and featured in specially
prepared copy. “Just the gift for friends
or family. for birthday. anniversary. or
any special occasion.” reads the ad.

Popular musie is featured in a “Tap
Tunes of the Week™ listing, which is car-
ried in Monday newspaper copy and on
posters and counter cards in the store.
“Top Tunes™ was originated to take the
place of the "It Parade.” as the numbers
in the Lucky Strike list are not always
available. At Thearle™s there is no wasted
effort or lost motion: and instead of ad-
vertising popular hits which were not on
hand. Mr. Nobles created the “Top
Tunes™ list.

The advertising is designed to ereate
a permanent following. with a distinetive
horder which appears only in“Top Tunes”
copy. For the comvenience of pop addiets,
a file of the back advertisements is kept
on the counter. for ready reference in case
of a request for a number that is no
longer on the list,

The window displavs are changed each
week to feature the new numbers listed in
“Top Tunes.” and boxes of these records
are stacked on the counter to facilitate
sales, Window display of the “Gift Sug-
gestion” is also changed cach week. with
the gift number mounted on an easel with
a card that tells the story,

Suggested selling is an integral part of
Thearle’s merchandising practice. An in-
teresting experiment was undertaken by
Mr. Nobles. when the supply of s Time
Goes By ran short. and the demand could
not to he met. Recognizing that Dinah
Shore’s Boy in Khaki and Girl in Luce

was similar in theme and appeal. Mr.
Nobles instructed the sales persons to
offer it when customers inquired for the

THEARLE ’S 640 Broadway

Adbzma
Extrs!

51695

RECORD CABINETS
Good guality-—Jdow priced

N vue Bevmbe with keew brecee and
0D T ?

EYSURS
Lorving 2 nen

Go.

AD LAMONIE N2 CARAWAY
640 BROADUNW PHONE -M._ 4122
Consistency is kevnote of

Thearle's newspaper ad. program.

Vallee side. In a check-up that was car-
ried on for a day and a half, 24 out of 25
customers took the suggested dise.
Never at any time are the sales persons
permitted 1o sav. "Stocks are scarce.” If
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Storage albums for the weekly “specinl’”
feature this window display of Thearle’s.

a requested number is not available, the
mere statement is made that the store is
sold out at the moment. and a related re-
cording is mentioned.

Recently  Mr. Nobles has instituted
regular promotion of children’s records,
which had previously been velegated to
an under-the-counter bin, and shown only
upon request, To correct the situation,
Mr. Nobles installed a dizplay on the
main floor. stocked with a complete as-
sortment of talking story books and chil-
dren’s records, One immediate result. Mr.
Nobles observed, was that the enthusiasm
of the =ales personnel mounted at once.
Sales volume has demonstrated that there
is a profitable call for children’s records
at all times of the vear. instead of merely
a holiday demand.

Mr. Nobles. with Thearle’s for the
past twenty-five vears. was previously

[$

(IO1L19/9//]

in charge of the radio department. His
formula for selling contains three major
principles—knowing his stock; recogniz-
ing the value of sales psvehology: and
keeping his department one jump ahead
of the buving public.
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the accessory
as a gift item

he record dealer who will use a bit of
ingenuity and a lot of accessories is going
to accomplish big things during Christ-
mas shopping weeks. In fact. if he uses
what he has or what he can readily get.
he should be able to supply the answers
10 a lot of his own. his customers’ and
some potential customers’ prayers. The
matter of the bit of ingenuity enters the
picture in making these customers and
potential customers fully aware of just
how much he can do to help them check
off that difficult Christmas list.

The music connoisseur and the dis-
cerning shopper. as well as the uncertain
mis= or man who fumbles around at the
last minute. are all going to find those
“hopping davs "l Chiristmas™ more try-
ing than usual. And they will be that
much more on the lookout for the gift that
is different, and receptive to suggestive
selling that will offer them the solution to
their problems.

A careful look around the store will
reveal a number of possibilities. A bit of
extra thought on advertising and other
promotion will develop the possibilities.

For one thing. accessories should he
given a mention in all advertising. And
thev should be accorded a prominent
place in all Christmas window displays,
hoth ~ingly and in combinations. Inside
the store there should he appropriate em-
phasis given to needles. cabinets. albums
and books as gift possibilities. 1f there
isn’t room to set aside a whole counter for
an eve-arresting array of these gift sug-
gestions, it would be well 1o spot promi-
nent displavs at whatever counter space
can be made available,

Customers may well be reminded. and
reminded often, the high pre-war stand-
ards for needles, albums and other ac-
cessories have been maintained.

But it is up to the record dealer to re-
mind them that for the music loving rela-
tive or friends there are many possibili-
ties. individual or group. for fine gifts.
Advertising. display and sales suggestions
should get across the gift possibilities of
a higher priced needle and a hook, or an
album and a needle, three or four records
and an expensive needle in its beautiful
jewel box. or a set of good storage
albums,

The children. particularly those who
are beginning to have their own mechani-
cal possessions. and who are just starting
to take on responsibilities. are patential

candidates  for accessory  gifts.  These
would include needles. albums. racks,

cabinets and books. For the person in
scarch of practical incidental gifts. for
the voungster especially. there are such
accessories  as needle  sharpeners, and
record brushes and other cleaners.

In <hort. figuring the individual and
combination gift possibilities in acees-
sories alone. the record dealer has in-
numerable possibilities for doing a bang-
up merchandising  jobh during  holiday
weekse But one of the most important
phases of his job will be to see to it that
all the possibilities are thoroughly  ex.
plored. \nd even more important. that
the results of this exploration are exten-
~sively and interestingly  put before all
those puzzled buvers who are now. or
=oon will heoin search of more and better
gifts in this wartime era of stouter pocket-
books and less and less merchandise.



the customer
gets some

mighty hig ideas

And in this case the bigger the belter says
the Paine store of Boston. as throngs flock
in to view a model hobby room that sets
them planning a music center of their own

I.ccorded home entertainment figures
prominently in the version of the “Post-
War Modern Home” recently presented
by the Paine Furniture Co. of Boston.
Thousands of visitors have already seen
this six-room house that fills the prescrip-
tion laid down by Mademoiselle readers
who answered a survey questionnaire
from the magazine’s “Design for Living”
department.

Although the setting up of a complete
model home is impractical for the store
devoted largely to records, instruments
and accessories, there are phases of the
Paine display project that can be
adopted by the dealer who is seeking to
stimulate customers’ interest in things to
come and in directing their thoughts
toward the desirability of a recreation
or hobby room in which a radio-phono-
graph combination and a representative
collection of records would play an im-
portant part. As the post-war era ap-
proaches, the value of such displays in-
creases tremendously.

Mademoiselle readers wanted a hobby
room, today's variation of the oldtime
study or library. Since the appeal of

music is practically universal, the Paine
Post-War Modern Home provides a
hobby room where husband and wife can
lounge comfortably against prop-up pil-
lows at each end of a double-length
banquette, while listening to their favor-
ite symphonies or swing music on the
phonograph. The hobby room also has
shelves for a library of records, a rack
for individual selections, a radio, a con-
sole piano, and space-saving cabinets.
The walls are a restful dark green, en-
livened by a montage of record-album
covers and “Mr. and Mrs.” pin-up hoards
for concert programs or radio time-tables.
It is a room that may also be used for
over-night guests.

The Paine Post-War Modern Home
was officially opened by Governor Lever-
ett Saltonstall of Massachusetts at a
preview and housewarming attended by
more than 200, including prominent
members of the industry. Fox Movietone
made a newsreel of the opening ceremony
and room interiors. Architecturally. the
house has strong. vouthful lines, with a
feeling of spaciousness in every room.
Clear, vibrant colors appear all through

m
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the decorative scheme. The furniture has
modern freshness and arrangements are
planned for utmost utility. H. T. Ander-
son. sales promotion manager of Paine,
collaborated with Miss Elinor Hillyer in
designing the house.

During the past decade the Paine Fur-
niture Co. established a notable reputa-
tion in the selling of radio-phonographs
and pianos. The store, with a background

of 109 years’ ownership by one family,
is often thought of as an organization of
stylists for the home. At the present
time the Paine store is blueprinting the
future. The Post-War Modern House is
a step in the Paine plan to be first in
presenting better things for better homes,
aiming to give the customer the unmis-
takable impression that here is a store
to bhe watched.

W hether it’s for rumpus or relaxation, the idea of
a special room for it holds a great deal
of fascination—and many sales stimuluation possibilities




bookkeeping
and
inventory control
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hooks are essential

hut they

should he simple

Here are some suggestions for the dealer-

to-be,

with

easy-to-follow  diagrams on

setting up «a set of books for the record
store or for the set and appliance unit

BY JOHN

MECK

President. John Meck Industries, Inc.

All businesses, large or small. should
keep books. A number of businesses go
under every year because an accurate
accounting of transactions is not kept. 1t
is the purpose of this article to show how
a simple set of books for a radio retailer
may be kept in a minimum of time.

All bookkeeping is based on three fun-
damental principles. To operate your
business, you require some property —a
certain amount of cash, furniture, and
equipment, These items are called busi-
ness assets, An asset is anvithing a busi-
ness owns. Let us say that your assets
were made up of:

Cash $500
Furniture 300
Fquipment 200
Accounts Receivable 100

S1100

\ssuming that vou owned only those
things that have been enumerated. it can
be said that vour total assets were $1100.

Always bear in mind the faet that in
every bookkeeping transaction at least
two things happen. For every debit entry
there must be a corresponding credit en-
try. Thus (see illustration next page).
debit cash for $300 because cash is an
asset. and its balanee therefore goes on
the debit side. Debit equipment for $200
because equipment is an asset. and s
halance goes on the debit side. Debit fur-
niture for $300 because furniture is an
asset. and its balance goes on the debit
side. Debit accounts receivable $100 be-
cause that represents an assel, and the
halance goes on the debit side. Credit ac-
counts payable for 8300 hecause it is a
liabilitv acount. and itz balance goes on
the credit side. Also credit yourself for



8800 because this is an ownership ac-
count and the balance goes on the eredit
side. Thus in posting the ledger the fol-
lowing procedure should be used:
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Simple method for debit
and credit posting

The sum of the amounts recorded on
the eredit side of the cash account is the
total cash received: the sum of the
amounts recorded on the eredit side is
the total cash paid. The balance of the
cash account. therefore, should be the
same as the amount of cash on hand.
Ascertaining that the amount of ecash on
hand agrees with the balance of the cash
account is known as proving cash.

The sketech which appears on  the
neat page shows one form of ruling
that may be used for your accounts re-
ceivable ledger. One full page should he
devoted to each account. thereby minimiz-
ing the number of errors as well as mak-
ing the respective accounts more acces-
sihle. The use of each horizontal line and
of the columns provided by the vertical
ruling in the center divides the account
into two sections so that increases and
deereases can be recorded on opposite
sides. Increases in assets, decreases in
liabilities. and decreases in ownership are
recorded on the debit side of the account.
which is the space at the left of the center
vertical ruling, Decreases in assets, in-
ereases in liabilities and  increases in
ownership are recorded on the credit side
of the aceount which is the space at the
right of the double vertical ruling in the
center of the illustration.

It is necessary Keep the following
points in mind in setting up vour system
of books and pesting vour ledgers:

1. Every time a debit entry is made. a
credit  entry of  equal  amount
should also be made.

2. The total of the debit column and
the total of the eredit column
should always be equal.

3. The total of the debit page of the
cash book is posted in the debit
side of the cash account in the
ledger. The individual entries on
the debit page are posted directly
in the credit side of their respee-

The credit side of
the cash book is posted as a sin-
gle item to the eredit of the ac-
count with cash. while the other
individual entries on the credit
page are posted in the debit side
of their respective accounts,

tive accounts,

I. Debit an account when an asset
comes into the business, and credit
the account when an asset goes
out of the business,

5. Credit a “force” sueh as interest
income. which brings an asset into
the business: we debit the foree
account which takes an asset out
of the business,

0. The books should be closed at
regular intervals. at least once a
vear.

7. Real accounts are not closed out at

but all force
accounts must he elosed out.

the end of the vear,

8. To close a force account at the
end of the vear. add enough to
cither the debit or credit  side.
whichever is the smaller. to make
the two sides equal. H it is neces-
sary to add to the debit side. make
a journal entry debiting the force
account and crediting Profit and
Loss, When the eredit side of the
force account is the smaller, debit
Proft and Loss and credit the
force account.
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At least one full page should be
set up for each regular account

9. At the end of the year all force ac-
counts are closed out to a Profit
and Loss account, and the Profit
and Loss account itself is then
closed out to either the surplus or
the ownership accounts.

10. When the debits and credits in a
ledger account are equal, you need
pay no more attention to that ac-
count. Tt is said to be closed.

The legislation of the last 10 years has
forced nearly all business men to keep
books. We know that certain returns must
he made to the Government and our ac-
counting system must be designed to
meet those demands with a minimum of
effort. For example. provision should be
made under the expenses of the business
for those items which, when totaled up
at the end of a vear can. without further
reclassification. be used directly in the
return. Such items as interest on business

indebtedness, taxes on business property
and Dbusiness losses arising from the
business. bad debts from sales or the
materials of service, etc. The same is
true for the personal deductions, which
include contributions, interest, taxes, etc.
Such planning in advance will make the
preparation of your returns a very simple
matter, and if you need to employ help in
the preparation of these returns, you will
save money in their preparation because
the material will be readily at hand.
Whenever possible the employment of
an accountant to install and to check your
system is advisable, but an accountant.
like other professional men, serves you
best when vou have defined your problem
in such a way that he knows the things
that you are interested in knowing. It is
the aim of this article to help you find
those ohjectives, and while only the bhasic
essentials of such accounting practices
have been touched upon. a starter is pro-
vided that should afford some guidance.



avoiding that “by guess

and by golly”
hasic inventor

Il is the smart dealer who knows his
clientele and can translate it into terms
of a basic record inventory which will
permit a turnover of several times a
year. In the record husiness, “vou pavs
vour money and takes your choice.” and it
is only through the efforts of trained
record personnel that you'll see your
money again soon, plus a little margin of
profit besides. You are interested in buy-
ing records and selling them at a profit
without tying up your money too long,
but if you set up vour record operation
by “zuess and by golly”™ and with the en-
thusiastic assistance of every record and
accessory salesman. you may find yourself
with more records than money and not
much hope of changing the situation.

Fither vour stock is wisely chosen for
vour particular needs and permits several
turn-overs a vear, or it is badly chosen
and represents your investment lost in
dead stock and slow selling merchandise.
Again it is the trained record buyer who
can he of the most assistance in the prob-
lem.

There is a certain basic record stock
of light classical records. and 10" stand-
ard popular records which never grows
old. and which is a good investment.
There is also a basic inventory of stand-
ard classical works which is the backbone
of all dealers’ album stock . . . but beyond
these standard numbers and this classical
stock lies the rounded inventory made up
of the record merchandise most suited
to your communities’ needs.

Where vour particular store will sell a

tremendous amount of race records be-
cause of the race population surrounding
it. another store five miles away can
hardly move a sample stock of these same
records. The high school erowds demand
hot jazz and jive records in quantity;
whereas the community music store which
erves the entire family, sells only a per-
centage of these.

In localities where the population is
mixed, with German, Polish or Swedish,
Spanish. ete. predominating. the record
stock must have wide selection of foreign
recordings . . . native songs, polkas, and
mazurkas. and the like. If the store is
situated near a university, the faculty will
purchase the finest chamber music, and
the student body will build standard
libraries of classical recordings as well
as purchasing sweet and swing records.
If the store is in the center of a metro-
politan section. then you must have all
types of music represented, with an ac-
cent on the standard library indicated
hefore. Only a competent record opera-
tions analyst—or long experience—can
give vou the guidance toward setting up
the record operation which will give you
the most return for yvour investment. and
which guess work will never in the wide
world provide.

So when vou plan your record retailing
hudget. or are about to install or augment
vour phonograph record stock. it is well
to remember that your record stock must
be tailored to vour store’s particular
needs.

1.OUIS GALE
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an ethics code that
packs a punch

ln the coming days of peace and the
ensuing return to civilian production
mean a return. too, of those old price
cutting, “back-door™ selling and other
headaches? There are many in all phases
of the industry who sincerely hope not
—and there’s at least one who is now
expressing that hope in tangible form.

Bickford Bros. of Rachester, N. Y.,
RCA Victor distributor, recently con-
ducted a survey, results of which promi-
nently highlighted one fact—the univer.
sal and the greatest gripe of dealers
is back-door selling by distributors.

Consequently, companv officials stated.
the Bickford firm, even though it felt its
skirts have always been clean along this
line, determined 10 put its own business
code of ethies down in black and white.
It felt this wise procedure. particularly
in view of the inevitable entry. when
production bars go down, of numerous
new manufacturers and distributors into
the field—many on a shoe-string basis.

At the same time, Bickford tightened
its policy. so that even its own executives
cannot purchase the firm’s merchandise
at a discount. Going further. Bickford
has put teeth into its Code of Ethies by
a "Guarantee of Adherence, §1.000 For-
feiture™ section,

The code. printed suitably for mount-
ing and signed by the company president
Panl Waolk is being sent to all dealers
in the Rochester and Buffalo areas.
Highlights of the statement are:

“Bickford is unalterably opposed to
so-called bhack-door selling by distribu-
tors.  Bickford believes such practice is
grossly unfair to the dealer and dan-

gerously detrimental to the distributor-
dealer plan of merchandising. Bickford
believes proper and pleasant business re-
lations cannot continue to exist between
a distributor and his dealer if such prac-
tice is condoned in even the most trivial
manner. Therefore, Bickford states its
policy below:

“1. Any product which we distribute
will be sold only through authorized
franchised dealers. An authorized fran-
chised dealer is one who has signed an
accepted Bickford franchise covering a
particular product and who stocks and
displays that product in line with the
terms of the franchise.

*2. In event an individual, a firm, a
dealer, or any member of a dealer’s or-
ganization desires to purchase for his
own use, or for resale. any product dis-
tributed by us and for which product
such person or firm is not a duly author-
ized franchised dealer, such party will
be respectfully referred to our list of
dealers handling that product.

“3. No sales will be made by us,
even to our own employees, of the prod-
ucts we distribute. This ruling covers our
own executive staff,

“Nor will any executive be permitted
to make a gift of any merchandise from
his department. or any other department.
to anyone within or without this organ-
ization.

“4. Dealers. friends, and employees
are kindly requested not to ask us to
violate this code. Such courtesy requests
positivelv cannot be granted. We are
whaolesale only—strictly, absolutely, and
without exceptions!”
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the story of

a record promotion

There are tico kinds of record customers, and

the judicious use of unbiased reviews can do

much to stimulate their interest. In this article

a leading record authority discusses this service

BY LOUISE GALE

Former Record Buyer, Wieboldt Stores. Ine.
)

Tlu- one business where the indiflerent
customer can be sold even casier than
the good prospeet is the record business.
There are two Kinds of customers: the
one whose taste is discriminating (or at
least he thinks it is discriminating) and
the other who is mildly or not at all in-
terested in the merchandise offered. This
latter customer will buy upon recommen-
dation of his dealer or the newspaper
critic whom he trusts once his interest is
sufheiently aroused. The discriminating
customer will look for so-called choice
tid-bits, out-of-press albums. renditions of
certain works which may not even be in
existence. A little knowledge is often a
dangerous weapon, Consequently, the un-
guided record fan will demand the next
to impossible from the harassed dealer
and may hold him responsible for many
unavoidable omissions and mistakes of
the record companies,

In encouraging the enthusiasm and at
the same time in counteracting the de-
mands of the unguided and unreasonable
record enthusiast and in promoting the
general interest in recordings the maga-
zine, LisTeN. the Guide to Good Music
has, in its five vears of existence, ren-

dered invaluable service to dealers, cus-
tomers and the record industry as a
whole. As the saying goes, the proof of
the pudding . . . and so it is with Listex.
The biggest retailers in the country have
taken several thousands of copies a month
to be distributed among their customers
and have constantly increased their or-
ders: individual subscriptions have grown
steadily and hundreds of praising letters
reach the editorial offices. A navy lieu-
tenant writes:  “Reading LisTEN these
past few vears has given me many hours
of enjoyment and countless interesting
items about the world of music.” David
D. Boyden, professor of music at the
University of California says: “For some
time I have been an admirer of Listex
and since those who carry the torch can
never be encouraged too much, 1 take
this opportunity to express my apprecia-
tion of your work.” The following item
is from the Curtis Institute of Music in
Philadelphia: “We have gone over ListexN
and find it most engaging. We shall
place the magazine in our reading room
where the students and faculty members
of the Institute may read through it.”
\ record collector from Pennsylvania re-
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Listen
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Pictured here is effective use of a mailing piece
for a window displav. By W. W. Kimball Co. of Chicazo

ports. “Having been a reader of this de-
lightful publication for quite some time
I would like to tell you 1 enjoy every
piece of musical interest that has heen
printed,” The USO in Portsmouth, Va.
reports that “Listex finds much favor
with service men.” And so forth. The
quotations are endless and come in from
musicians and layvmen alike,

Just as numerous are the newspaper
plugs which Listen has been getting by
the leading dailies which quote repeat-
edly trom the pages of its record reviews.
Virgil Thomson. in his Sunday column
of the New York Herald Tribune writes:
“LisTEN contains, in addition to reviews
of new records, extended essays on con-
temporary compozers that are anything
but  blurbs and highly perspicacious
treatments of interpreters, I should
not be surprised to see it grow after the
war both in size and in circulation.”
Among the magazines which have re-
printed articles from LISTEN are NEws-
WwEEK and Swaxk. Original letters of
contemporary composers participating in
a symposium in LisTEN have been con-

sidered so important that they were re-
quested by the Library of Congress.
whose Chief of the Exchange and Gift
Division. has stated in a letter that “the
original letters from famous composers
which appeared in Listex's article will
be a most interesting addition to  the
Musie Division Collection.”™ The leading
untversities and public libraries of the
nation display the magazine in their read-
ing rooms.

What does Listen actually do for the
customer and how does its distribution
aperate?  The operation is simple. The
dealer orders from one hundred copies
upward for which he gets free an ad of
his store on the back cover. These copies
he then mails individually to his cus-
tomers, prospect= and people in the com-
munity who mayv be mildly interested in
cultural affairs: or he distributes them
right in his store. Two advantages are
gained: the store’s name is kept before
the public through the most inexpensive
and continuous kind of advertising every
month, and a general interest in musical
merchandise is created.
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The entire content of LIsTEN is designed
to this end. First of all there is the
dealer’s ad on the back cover. Then there
are the permanent ads of Victor in the
centerspread and of Columbia on the in-
side front cover announcing the most im-
portant current releases. In addition the
leading needle companies such as Pfan-
stiehl (on the third cover) and Fidelitone
(in the inside of the magazine) advertise
their products each month. There are
ulso occasional ads of smaller record
companies, accessory manufacturers. pub-
lishers of books on music. ete.

The main thing, however. as far as the
reader is concerned. is the editorial con-
tent. Here all the recent classical and
popular releases are reviewed by a staff
of unbiased critics, serving as a guide to
the customer. There is no commercial
pandering in these reviews but honest.
expert opinion, valuable not only to the
music lover but also to the record clerk
who is furnished with a wealth of infor-
mation on the current releases that gives
him ample material for his sales talk.
Because the reviews are unbiased they
are being sought out eagerly by a public
that has lost its trust in many reviews
which do nothing but either praise or pan
everything on the market. Ask any im-
portant dealer in the ficld who sends
Li1sTEN to his customers and he will tell
vou that they all come in with LisTEN in
their hands to buy the records discussed
in the magazine.

Furthermore there are alwavs two fea-
ture articles on  composers, artists or
works which have been recorded in the
past with a complete listing of the avail-
able records of the treated subject. In
this manner interest for many dises the
dealer has is vitally awakened.

A permanent reader’s contest makes
the magazine attractive and builds goud
will among the readers, a good will which
is not only to the benefit of the magazine
but also of the dealer who distributes it.

The various departments are headed
by engaging titles which in themselves
are stimulating and suggestive of the
musical theme upon which the entire edi-
torial content is based. There are such

titles as “Comparing Notes™. (a parallel
hetween live performances and records).
“Counterpoint™ (a department in which
the readers are invited to give their views.
—an invitation that has met with over-
whelming response). and “Measure for
Measure™ (the editorial department).

A special feature called “Listex's Re-
issue” draws attention to an outstanding
album of past years. still available. and
the various articles on accessories. hooks
on music. special types of recordings.
such as children’s records. the theatre
on records. ete. draw attention to new
and sometimes even unknown aspects of
the record business. The *“Measure for
Measure™ page deals with general mus-
ical problems and makes the concert and
movie audience aware of the existence
of their preferred music on records.

All the articles are written partly by
the expert editorial staff, but to the great-
est part by artists famous in the field
of music who enhance the magazine's
value through their glamour and author-
ity. Among the most recent contributors
one can find such outstanding celebrities
as the conductor Bruno Walter; the violin
virtuosi Josef Szigeti and Zino Frances-
catti; a member of the Budapest String
Quartet. the piano virtuosi Artur Schnabel
and Arthur Rubinstein, the soprano Helen
Traubel and the band leader Duke Elling-
ton. In various symposia conducted by
LisTeN Andre Kostelanetz, Artur Rodzin-
ski, Rebert Casadesus. Deems Taylor,
Howard Hanson. Aaron Caopland. lgor
Stravinsky. and many more have partici-
pated and will continue to contribute to
the magazine.

All this adds up to "a swell magazine”
to put it in the words of one reader. 1
firmly believe that all better stores will
find it to their advantage to be identified
with a magazine whose musical content
and fame of contributors make it the
foremost record magazine in America.
The promotion possibilities are unlimited
and a grateful public appreciates the
good will of the dealer and expresses its
appreciation in words and deeds which
bring definite results as far as the selling
end is concerned.



making-or losing

friends hy
phone selling

clephone selling pays if properly done:
improperly done. it is a nickel wasted.
and perhaps a customer lost, Consider
the risk. Your sales talk to a customer
may be good or bad: but at least he asked
for it. But your telephone call is unex-
peceted: Mr. Prospect is entirely unpre-

pared.
Timeliness is the essence of successful
phone  selling. Your customer should

cither expect vour call: or vou must bhe
sure he will welcome it,

In the first case. vou will always be
safe in phoning a customer with whom
vou have established cordial relations
over the counter. and who has agreed 1o
vour suggested. “May | call you when
something comes in that you might want
to hear?™
the prospeet who is
is one who

The second case
likely to welcome your call
vou have reason to believe would appre-
ciate the intrusion. H you see a notice in
the society colummn that Mrs. Blank s
going to entertain a young cull('g(- crowd,
vou might venture to suggest over the
phone that some new hoogie-woogie has
just come out. Or if a prominent citizen is
entertaining  a  musical celebrity.  you
would be guilty of no offense in mention-
ing an important new album that you
have in stock.

As for the steady customers whose pref-
erences you know. it is only good sales-
manship to notify them when new records
arrive that you feel will interest them.

In fact. if you add. I thought I'd let you
know before we're sold out.” vou will ac-
tually be doing them a favor.

The important thing in telephone sell-
ing is to establish the element of complete
trust. Never try to unload surplus stock.
or bad recordings. or dirty merchandise.
Some customers are smart in buying
music. and others are not. But they recog-
nize honesty and reliability : and it’s these
qualities that they depend on when deal-
ing with their favorite music store.

A few simple rules will make the tele-
phone a profitable medium of doing husi-
ness. and will prevent the angry comeback
that sometimes makes vour receiver too
hot to hold:

1. Rule out with heavy black ink all
indiscriminate phone selling. Do not call
anyone who is not expecting it. or who
has no reason to be interested in vour
offer.

2. Make vour talk bricf. and be pre-
pared on all points. Your customer has no
time to waste while youre commuting
from the catalog to the phone.

3. Remember that vour customer can
not see the merchandise. nor hear it. Thus
a more vivid impression must be conveyed
by suitable adjectives and enthusiasm in
your voice,

1. Be prepared to extend return privi-
leges on all merchandise sold by phone.
This courtesy will vastly increase the
sales you make and the satizfaction you
create,
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handling those

mailing list
deadheads

le ideal mailing list is one which con-
tains only the names of regular buving
customers,  This ideal. like so many
others. is never attained in actual prac-
tice. A periodical cheek of the store’s
mailing list usually reveals much “dead
\\'(m(l.,.

The problem of disposing of these
unproductive names js an important one.
and presents the question of whether or
not to continue sending mailings to them.
Every store has had some experience of
peaple coming in constantly to listen to
records  without actually making pur-
chases. Mow to treat these customers is
the problem.

The natural attitude is onc of dis-
couraging the non-purchasing visitors to
the store. One is tempted to say, “Sorry,
we don’t have it.” when asked for ree-
ords; and in general make them feel un-
welcome. For some stores this may he the
only logical policy. However the “dead-
head” not infrequently may turn into a
valuable customer. most loval hecause of
courtesy shown when making a sale was
not a factor. By the same reasoning many
of the names kept on the mailing list may
he charged to advertising and missionary
work.

A purchaser of a radio-phonograph
combination who has not previously
bought records may not immediately be-
come a steady customer. vet such a name
is a potential source of profit. and re-
peated mailing will keep the name of the
store in mind against such a time as he
buys records,

A most profitable market may be de-
veloped from local music teachers. Pro-
gressive music teachers of various instro-
ments can casily be interested in the
value of phonograph records as an ad-
junct of teaching., The use of records of
master instrumentalists and singers for
illustrative purposes is obvious.

Enterprising dealers have arranged rec-
ord recitals at the studios of teachers for
the purpose of arousing wider interest
in the vast store of great music available
on records and incidentally as a means
of expanding the mailing list with names
of persons who evinee a genuine interest
in music.

A studio demonstration of the Colum-
hia “Add-a-part” records can hardly fail
to open a new market. This demonstra-
tion may be held in a teacher’s studio, at
a dealer’s store. or if a more elaborate
affair is desirable. several teachers may
be invited to cooperate and a local audi-
torium may be engaged. Such a recital
should be carefully planned. the partici-
pants should rehearse sufficiently to in-
~sure a performance of genuine artistic
merit. and the mailing lists of the teachers
used in conjunction with those of the
dealer in sending out invitations,

In the case of dealers who use mailing
pieces which are more expensive than the
average. or in the case of those who pub-
lish their own magazines. a charge for
mailing may be made. This charge serves
a twofold purpose: it helps defray ex-
penses and helps to weed out the casual
inquirer.



preparation
and use
of mailing lists

house-to-house salesman does not use
a mailing list. By ringing enough bells
and speaking to enough people. a certain
amount of business is done. Personal ap-
peal. in the final analysis. is an ideal way
ol conducting a husiness,

For the average record business. how-
ever. ringing doorbells is not a practical
or cconomical method of reaching the
potential market. One must. therefore.
consider other means of accomplishing
the result.

Consider just which door-bells to ring.
and arrange to let the postman ring them
for vou. In other words. huild a solid
mailing list and put it to work,

You mailing list is not a cold. alpha-
hetical grouping of abstract names. N
must be a living organic assistant ready
to reach out to every part of your po-
tential market and carey vour sales mes-
sage into every home you with to reach.

How shall sueh a list be built? The
foremost answer is, " Ask people for theiv
names and  addresses as each sale ix
made.” Writing this information on the
sales-slip serves a two-fold purpose. First:
vou have the name and address. Second.
together with the name and address you
have a record of the type of music pur-
chased. the date and the exact titles in
the case of classical records.

The information taken from the sales-
Slip should be transeribed onto 5x3 index
cards for a permanent record at the

carliest possible opportunity. This card
may take this form:

Roe. Richard 6, 6/13-D\ 6606
110 Lake Drive MAT 500
City

INTERESTED IN:

Classical
Pianao

One store which has done a thriving
repeat business based on a thorough mail
canvass uses a colored card system for
their permanent mailing list. Those cus-
tomers whose primary inferest is “elassi-
cal” music are filed on blue tinted cards:
the swing fans on pink tinted cards: the
bulance on white card=. In this manne
it is possible to readily plan specifie
mailings on a new Horowitz recording.
a Benny Goodman special. and the latest
Fred Waring album with the assurance
that the news speedily reaches the appro-
priate market.

\ great value in the specific mailing
list is the guide it offers to the purchase
of new releases. Mr. Roe. who has pur-
chased the Serkin recording of the Bee-
thoven “Emporer”™ Coneerto is a strong
prospeet for a new Serkin recording of
the Schumann Quintet. Miss Doe. who
huvs every Charlie Spivak recording will
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probably be interested in a new Gordon
Tenkins release. In addition to the pur-
chasing information manvy customers whe
are large buvers of albums are grateful
for the sales elerk’s aid in keeping a du
plicate list of the records they own.

At this point you have a working nu-
cleus for your mailing list. You have a
list of people who have made purchases
of specihic types and quantities of the rec
ords they have hought and an accurate
measure of their likes and possible dis-
likes. From this point continue to ¢ xpand
the dist of names 1o potential buvers not
vel tapped.

F'o begin with, it is necessary to make
mailing pieces interesting. not mere “en-
velope stuffers™ An - attractive and inter
esting mailing picee of the type that ere
ates buving demand is of prime import.
ance,

A obvious method of obtaining maore
names is to ask for them from customers
on the mailing list. An excellent method
ol expanding the List s to send om a
return post cavd to prospective customers,

PHONOGRAPH NEEDLES

RECORDING STYLI

offering to place them on the mailing list
for new releases. The return card ma
read as follows:

The REcorn Stuop
000 Blank Street
Thank vou. I would like to re
ceive vour monthly list of new rec
ord releases. I am interested in the
following types of music:
Classical
Popular
Syimphonie
\ocal
Piano
Violin
Other
Name
Vddress

Phe classifications appearing  at the
hottom of the card are flexible and mas
include sheet music. hooks. and  other
types of merchandise offered by the stor

SAPPHIRE NEEDLES

RECORDING BLANKS

RECOTON CORPORATION * 212 riFrh AVE., NEW YORK 10, N. Y.




It's a postwar Promise ... from

TUNE IN

Every Sunday—Admiral
"World News Today"
CBS, 2:30 P.M, EWT.

G = s Admital, Cogporation. ... dix

[c=%m)]
%ﬁ —24 .} S
= S 3 ==:I
- ry 3 e
Admiral Admiral Dual-Temp Admiral
Etectric Range Refrigerator Home Freezer

QUICK CHANGE ARTIST — that’s what
you'll call the postwar Admiral automatic
record changer with it’s five-second record
changing time. And what a selling feature it’s
going to be for you. No surface noises. Fool-
proof, trouble-free operation. Only 3 moving
parts. Beautiful cabinet designs and new high
fidelity performance will make America’s
smart buy an Admiral Radio—America’s
Smart Set. There’s a bright future ahead for
alert dealers who Get Aboard With Admiral.

World's Largest Mfr. of Radio-Phonographs with Automatic RecordChangers.
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/ /( N IS T SATLOR ... HOME FROM THE SEA™
TO A HAVEN GRACED BY MUSIC AND CHARM

HO\H- on leave! 1o this place that holds so

much 10 be remembered. thes argain, tor a littlc

while. spend happs hows enviched all the moie
by cherished music. Some fine dav, when he re
tuins for good. they will tulhll theiv drcams for
this talented daughter and this Tovely home. One
diecams indades  the Freed

ot those postwan

Fisenmanm Radio Phonogiapl

To them. and to veu. the new Freed Eisemann

will bring maenihicent wat born advincements
in M

mternational

Frequenay NModulation n

shortwave in stundard radio
reception ., Linreproduction ot vecorded music

cach tone clear and pure

iR

s distinguished in design as inomusical tone
his thrilling new instument will come to sou
in both period and contemporary  cabinets—in
models which will express the talents ot leading
decorators and turniture aaftsmen. ‘These cabi

neis witl, inevitablv, “belong™ in homes ol dis

tinction and gradous charm.

\s in the pasto expect great things fiom Freed
since asstal-set dass,
has marked quality radio. Anid expect the post
wit Freed-Eisemann Radio-Phonograph to be a

Fisemann —a name which,

musical instrument which will adorn vour home
and enhance vour enjovment of life. Freed Radio
Corporation, New Yok 13, N. Y.

Sovod. éMﬂWz

ONE OF THE WORLD'S GREAT RADIO.PHONOGRAPIIS



window
displays

arrangements that sell; i
hints on display shortcuts;
diagrams, choice of

subjects, and timing
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the store window-

make it your
page one a

Here are a dosen pages of suggestions,

some perhaps neiwe and some reminders

on how to build displavs both for the

immediate sale and the lasting impression

By LEWIS T.

[

E\cr) time 1 =it down to sketch out a
new window display 1 say to mysell.
“You've just bought vourself another full
page of advertising space in a class
magazine . . . it’s costing vou plenty . ..
but it’s worth plenty more than vou're
paving —provided you fill that blank page
with the right kind of copy—capy that
will antract attention and sell merchan-
dise’.”

That’s the way one of the country’s
leading record dealers sums up his ap-
proach to the all-important question of
utilizing his window display space 1o the
fullest extent,

\ppreciating just how valuable a space
he has out there on the street front, his
next step is to decide which one of several
equally important functions he wants that
“ad™ 1o perform during the period of time
in which it is 1o serve as his introduction
to potential customers and as hix promo-
tional message to old friends,

BOLGER

If it is to <erve at a buying season of
the vear the answer is easy—make it a
selling window! But any other time the
answer doesn’t come so easily. for while
the primary purpose of any window is to
sell. just as with any other form of adver-
tising, the record store’s window has a
(‘nmplt"(il) of s«-lling jn|)s to handle—de-
pending not only upon the season, but
also on such matters as type of trade.
creation of impressions. in other words.
prestige that will mean repeat business in-
stead of one quick turnover——and then.
of course. there’s that ol debil” Avail-
abtlity of Merchandise,

The practice of thinking of window
display space in terms of newspaper and
magazine advertising space is fully ap-
propriate since the window’s funetion is
advertising. In selection of a publication
in which copv is to be inserted. an adver-
tising man’s first thought is 1o the type of
reader he wishes to reach. In the case of



window displays, however, the retailer
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