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CLEAR AS A BELL

ECENSED and operating under BASIC PATENTS of the

phonograph industry, Sonora’s foundation and future are
secure. Sonora won highest score for tone at the Panama-Pacific
Exposition and has more important and exclusive features of con-
struction than any other phonograph. ]

Sonora is the phonograph of maximum value. Itsellseasily,com-
mands cash and keeps your bank balances at a high level. An
unequaled collection of upright and period models is available.

Prices $60 to $1000

Sonora Phonograph Sales Company, Int.

GEORGE E. BRIGHTSON, President

New York City: 279 Broadway, Sth Avenue at S3rd Street
 Canadian Distributors: I. Montagnes & Co., Toronto

The Highest Class Talking Machine in the W orld
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Price Twenty-five Cents

CLUBROOMS FOR DYER EMPLOYES

W. J. Dyer & Bro., of St. Paul, Minn., Make
a Most Generous Holiday Gift to Staff

ST. PAUL, MINN., January 3.—As a Christmas
gift to their 150 employes, the firm of W. J.
Dyer & Bro., the prominent piano and Victrola
dealers and distributors of this city, opened for
the use of the members of the staff a suite
of four finely furnished clubrooms.

The presentation was made by \V. J. Dyer,
president of the company for over a half cen-
tury, at a reception and dance attended by the
employes and their friends. In making the
presentation, Mr. Dyer recounted briefly some
of the early experiences of the company, and
its gradual development and expansion. M. R.
Nelson, president of the Employes’ Club, made
fitting response, and brief addresses were made
by Vice-President Johnston and various de-
partment heads.

An orchestra of eight pieces, made up of
members of the Dyer organization, played for
dancing, and refreshments were served later in
the evening. A substantial Christmas bounus

‘'was Santa Claus’ contribution to the festivities.

The clubrooms consist of a smoking room
for men, a rest room for the ladies, a large
dining room, with kitchen attached, and a com-
modious ballroom, which also serves as a dis-
play for Fotoplayers and pipe  organs. The
rooms, which are on the fourth floor of the
Dyef Building, are furnished in most comfort-
able style, and will be open every business
day of the year for the use of club members.

UTR
’ DOUBLE CAPITAL STOCK

The C. J. Lundstrom Mfg. Co., prominent
talking machine cabinet makers of Little Falls,
N. Y., have just increased their capital stock
from $120,000 to $240,000, and announce that a
material expansion of their business is contem-
plated to meet demands for their products.

=

When a salesman has a broad and thorough
knowledge of his business then he is in a posi-
tion to inspire the proper amount of confidence
in his customers, and to avoid many of the sell-
ing troubles that would otherwise come to him
should the customer perchance feel he is not
quite sure of his ground. Meanwhile a *“knowl-
edge” of the business does not represent alone
an understanding of the goods being sold in
his particular store, or warerooms—there must
be a wider viewpoint.

It must be conceded that the “knocking” of a
competitor’s product, under any circumstances,
15 reprehensible, but there frequently arise oc-
casions when it is necessary to discuss a com-
petitor’s product in comparison with one’s own,
as a result of the attitude of the customer him-
self. If the salesman feels that he is only in a
position to talk generally about the compet-
ing product, without regard for the actual
facts of the case, he naturally loses prestige.
If he can present a logical argument, however,
to show the superiority of the product he is
selling, feature by feature, and point by point,
as compared with some other instrument with
which the customer has been impressed, then
he is apt to win confidence and hold the sale.

The understanding of a competitor’s business
for the purpose of argument should not be con-
fined alone to a knowledge of the details of the
instruments he sells, but should be broad enough

0 0000 0 O O

Knowledge a Prerequisite
in Salesmanship Success
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TALKING MACHINE EXPORTS GROW

Exports, Including Records, for Ten Months
Ending October 31, 1919, Total $4,640,052

WasHineToN, D. C, January 6.—In the summary
of exports and imports of the United States
for the month of October, 1919 (the latest pe-
riod for which it has been compiled), which
has just been issued, the following figures on
talking machines and records are presented:

The dutiable imports of talking machines anda
parts during October, 1919, amounted in value
to $60,489, as compared with $30,299 worth which
were imported during the same month of 1918,
The ten months total ending October, 1919,
showed importations valued at $445,922, as com-
pared with $280,874 worth of talking machines
and parts imported during the same period of
1918.

Talking machines to the number of 7,113
valued at $262,954, were exported in October,
1919, as compared with 3,286 talking machines,
valued at $91,277, sent abroad in the same period
of 1918. The ten months total showed that we
exported 52,336 talking machines, valued at
$1,817,399 as against 54,675 talking machines,
valued at $1,627,243 in 1918, and 74,594 talking
machines, valued at $1,925,609, in 1917.

The total exports of records and supplies for
October, 1919, were valued at $292,054, as com-
pared with $181,108 in October, 1918. For the
ten months ending October, 1919, records and
accessories were exported, valued at $2,822,653;
in 1918, $1,842,752, and in 1917, $1,490,037.

TO MIX BUSINESS AND PLEASURE

The talking machine dealers of San Francisco
have found it a very successful plan to make
their meetings more attractive by having dances
in connection with the regular routine of busi-
ness. The Tri-State Victor Dealers’ Associa-
tion of St. Louis also has taken kindly to this
idea and plans a dinuer dance occasionally.

to cover his selling methods and his advertis-
ing. If the customer comes in and says that the
Blank Co. has offered a $250 instrument at $10
down and $7.50 per month, it makes a lot of
difference whether the competing salesman has
to swallow the statement over a gprotest, be-
cause he cannot successfully contradict it, or
whether he knows that the minimum terms ever
offered by the Blank Co. on a $250 instrument
are $25 or $50 down and $10 or $15 a month. If
he can call the customer’s bluff he has that
much better chance of selling his own instru-
ment at his own terms.

The local advertising should be studied each
day to see what is being offered by his own
house, as well as by competitors, for the purpose
of attracting the public. The salesman does,
or should know whether the values are real
or fictitious, and whether he can offer a propo-
sition equally attractive.

Summed up, the requisites of the salesman
are not simply the ability to demonstrate and
the gift of gab. He must give a certain atten-
tion to studying the conditions and develop-
ments in his field, in order that he may under-
stand them thoroughly and be able to talk in-
telligently regarding them when the necessity
arises. In short, he has to keep at least one
jump ahead of the “wise” customer and what
his competitors have to offer, if he expects to
be successful.

SCHMELZER ARMS CO. TO EXPAND

Wholesale Department of Company to Remove
to Large Building on Grand Avenue in Kansas
City—Other Departments to Occupy New and
Larger Quarters—Rapid Growth Evidenced

Kaxsas Ciry, Mo, January 5.—Important ex-
pansions by the Schmelzer Arms Co. were out-
lined in an announcement to-day of the prospec-
tive separation of the three major divisions of
the Schmelzer business into three separate
buildings. In its present size, Schmelzer’s is
the largest house of its kind in the country.

The retail store will continue in the large
buildings at 1214-22 Grand avenue. The whole-
sale departments are to. be moved to 2015-23
Grand avenue, where two more floors are to
be added to the present six-story Waggener
Building, a further expansion being provided in
the acquisition of a vacant fifty-foot lot to the
south. The manufacturing departments soon
will be housed in a building to be erected on
a site, 130x143 feet, recently acquired at the
northwest corner of Fourteenth and Wyandotte

' streets.

The building now occupied by the Waggener
Paint & Glass Co. will be available to the
Schmelzer wholesale departments not later than
June 1. A lease to run more than thirty years
has been obtained from the owner, the lease
requiring the addition of two more floors within
five years.

The big wholesale development provided for
is shown further by the acquisition of the fifty-
foot lot at 2021-23 Grand avenue. On this
ground will be erected an addition that will
match in height, appearance and fireproof con-
struction the building on the seventy-five-foot
frontage to the north. When these additions
are completed the wholesale house will be oc-
cupying an eight-story and basement building
125x115 feet.

The Schmelzer Arms Co. came to Kansas
City from Leavenworth in 1887. It has suc-
cessively occupied locations at Missouri ave-
nue and Delaware street, at 543 Main street,
at 710-14 Main street—Iater expanded to include
716-18 Main street—and the present location,
1214-22 Grand avenue. The firm is a whole-
sale and retail distributor of sporting and ath-
letic goods, bicycles and toys, and is a factory
distributor of the products of the Victor Talk-
ing Machine Co.

JAZZ FOR SIN-STIFFENED JOINTS

Methodist Preacher Seeks to Rouse His Congre-
gation With Negro Jazz Orchestra

Remembering that jazz woke up France, and
taking his text from that, the Rev. G. S. Lack-
land, pastor of the Grace Methodist Episcopal
Church in Denver, Col,, recently announced that
he would have a real negro jazz orchestra for
his congregation on the following Sunday in an
effort to arouse the dying enthusiasm of the
church members. He argued as follows: “Jazz
works perfectly as a lubricant for sin-stiffened
joints on the glaring lighted white ways that
lcad to perdition, so why not use it to limber
up those who are traveling the straight and
narrow?” Talking machine dealers take notice.

READING VICTOR DEALER.ENLARGES

R. B. Brown, of Reading, Pa., who recently
acquired control of the Lichty Music House, 21
North Eighth street, has enlarged the present
store and has redecorated the entire building.
In the talking machine department, where the
Victor line is displayed, several new demon-
stration booths have been added to the selling
equipment. Mr. Brown for several years was
manager of the Lichty house prior to his as-
suming control of the business.
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Sentiment is by no means dead, and the lovers
of the present day are just as eager to send
tokens of their regard to their lady loves as in
the past, but tempora mutantur, et nos in illis—
and the modern youth wishes to express his
sentiments in a modern way.

Instead of sending a sentimental verse, he
sends a tender ballad, sung by one of the lead-
ing artists of the day—“O, Promise Me,” “The
Sweetest Story Ever Told,” “Forgotten,”—in-
scribed on a record. This is a gift that will be
remembered and appreciated long after the satin
and lace paper affair has been consigned to the
flames.

John McCormack, Alima Gluck and many of
the lesser lights of the sweet singers have re-
corded the most beautiful sentiments of the pres-
ent and past, and no more appropriate Valentine
could be imagined than a single high grade
record, or, if the sender chose, a book contain-
ing a selection of half a dozen. The dealer who
does not push this idea in every possible way
is certainly not awake to his opportunity.

One of the leading music dealers of Wilming-
ton, Del, tried out this plan last season with
most gratifying results. During the latter part
of January he gave much time and thought to
the composition of a circular letter, which he
sent, under letter postage, with the name and
address filled in on the typewriter, to all the
high school and college students, while another
letter was addressed to a list of business and
professional men. The first of these letters
read:

“VALENTINE IS COMING
“What Are You Going to Send Your
Lady Faire?

“Could anything be more appropriate
than a first class record on which is
recorded a ballad—old or new—ren-
dered by a sweet-voiced singer? Come
in and look over our stock. Here are

a few that may offer suggestions:”

(In parallel columns are the names
of about fifty songs, together with the
names of the singers and price of the
record.)

“Such a gift will appeal, both by rea-
son of its beauty and its novelty, and
will recall the sender each time the
record is played.

“Make Valentine Day Phonograph
Record Day.”

To the older men, another letter was sent:—

_ "Dear Sir:—You have probably long
intended to invest in a Victrola or
talking machine of some kind, but have
kept putting it off waiting for a more
opportune season.

“Valentine Day is now approaching.
What better valentine remembrance
could you make the good wife and the
younger members of the family than a
phonograph and a good selection of rec-
ords?

“You will find songs for all occasions,
and on St. Valentine’s Day you will un-
doubtedly want to hear ‘Love’s Qld
Sweet Song.” Then you can listen to
the song you heard on your wedding
day, ‘O, Promise Me,” and after that the
serenades of your youthful days. The
children will probably prefer the later
ballads—but you can have something
for every age and every taste.

“If you already have a talking ma-
chine, why not surprise the Little
Mother with a book of records, con-
taining half a dozen gems from opera
and concert hall. Make Valentine Day
Phonograph Record Day.”

About the first of February they installed a
special Valentine Day display. The floor was
covered with billows of black velvet, and set
upright in the center was a cardboard heart six
fcet high entirely bordered with phonograph rec-
ords. Tall poles were set at either side, on
which were a number of hooks, and to each hook
was suspended a record, with a red heart fast-
cned to the center of it, on which the name of
the song or instrumental selection was printed
in black letters. Down in front was a low
gilded table, covered with red velvet, and at
either end of it were cardboard cutouts of
Cupids. On the table were laid a number of
boxes, each containing a phonograph, each box
being tied with red ribbons. There was.also a
portfolio containing a half dozen records. To
each package was fastened a tag, on which could
be printed or written the name and address,
while on a card set in a rack was the catchy
stanza:

The magic darts from Cupid’s bow have had their day,
they had to go;

But if you'll send ME with a line,
I'll make a dandy Valentine.

At the time the window was placed on dis-
play they ran an advertisement in the local pa-

pers, and had a number of these struck off in
the form of handbills, which were placed in the
autos from the rural districts and neighboring
towns, as they came in from day to day. These
ads, which attracted a considerable amount of
attenion, read as follows:

MAKE VALENTINE DAY PHONOGRAPH DAY

Attend our Valentine Record and Phonograph
Sale on February 10. Select a record, or any num-
ber of them, to send to The Best Beloved on Valen-
tine Day. We will wrap them in a dainty manner,
and deliver them to any part of the city on St.
Valentine Day.

Careful attention given to mail orders. Select the
records you wish sent and we will attend to the
packing and mailing of them.

See our Valentine Record Window—It may offer
you suggestions.

On the day of the sale, which was held early
enough to allow of careful selection of records
being made, the store was hung from one end to
the other with red cords, on which were strung
red cardboard hearts. Hung to the pillars were
cards bearing in illumined letters the names of
a number of the best love songs of ancient and
modern times, offering many valuable sugges-
tions as to the records to be purchased. In the
(several) demonstration rooms the phonographs
were kept busy showing appropriate selections
and just inside the door a machine was installed,
with an electric motor attachment, which ren-
dered sweet music that was wafted out on the
wintry air each time the door of the store was
opened.

They likewise received considerable publicity
from their method of delivery. On St. Valen-
tine’s Day a motorcycle with side car attachment
was secured—one that was painted a brilliant
red. A kewpie, with bow and arrow, was perched
on the handle bars, and the side car bore a
canvas sign, “St. Valentine’s Messenger.” The
young man who acted as chauffeur carried with
him a large quantity of cards, on which was a
large heart, and the inquiry, “Have You Sent
HER a Valentine phonograph—If not, better
hurry down to STEPHENSON'’S and secure one
before the day is over. ‘Everybody’s Doing It’
and you don’t want to feel lonesome when SHE
plays the record that another fellow sent.”

This is a “live” idea which other dealers could
adopt with profit.

Victor Victrolas and
Victor Records

operative service assure this.

ORMLES, Inc.

Wholesale Exclusively

26 East 125th Street

REG. V.S PATLOFF

A PREDICTION

1920 will be a successful year for Ormes Victor Dealers.
Increased shipments by the Victor Company plus Ormes co-

NEW YORK
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Victor
Supremacy

The supreme qualities that make
the Victrola the certain choice of a
discriminating public are equally
important factors in the success of

Victor retailers.

“Victrola” is the Registered Trademark of the Victor Talking Machine Company designating
the products of this Company only.
Warning: The use of the word Victrola upon or in the promotion or sale of any other Talking
Machine or Phonograph products is misleading and illegal.

Important Notice. Victor Records and Victor Machines are scientifically co-ordinated and
synchronized in the processes of manufacture, and should be used
together to secure a perfect reproduction.

Victor Wholesalers

Albany, N. Y..... ..Gately-Haire Co., Inc.

Atlanta, Ga. ........Elyea Company.
Phillips & Crew Piano Co.

Baitimore, Md. .....Cohen & Hughes.
E. F. Droop & Sons Co.
H. R. Eisenbrandt Sons, Inec.

Birmingham, Ala, ,.Talking Machine Co.

Boston, Mass, .....Oliver Ditson Co.
The Eastern Talking Machine

Co.
The M. Steinert & Sons Co.

Brooklyn, N, Y.....American Talking Mach. Co.
G. T. Williams.

Buffalo, N. Y..... ..W. D. & C. N. Andrews.
Buﬁilo Talking Machine Co.,
ne.

Burlington, Vt. ...American Phonograph Co.
Butte, Mont, .......0Orton Bros.

Chicago, Ill. .......Lyon & Healy.
The Rudolph” Wurlitzer Co.
Chicago Talking Machine Co.

Clncinnati, O. ......The Rudolph Wurlitzer Co.
Cleveland, O. ......The W. H. Buescher & Sons

The lgt.:lipse Musical Co.
Coluinbus, O. ......The Perry B. Whitsit Co.
Dallas, Tex. .......Sanger Bros.
Denver, Colo. ......The C]énight-Campbell Music

Des Moines, Ia......Mickel Bros. Co.

Detroit, Mich, .....Grinnell Bros.

Elmira, N. Y. ......Elmira Arms Co.

El Paso, Tex. ....W. G. Walz Co.
Honolulu, T. H. ...Bergstrom Music Co., Ltd.

Houston, Tex. .....The Talking Machine Co., of
Texas.

Indianapolis, Ind. ..Stewart Talking Machine Co.
Jacksonville, Fla, ..Florida Talking Machine Co.
Kansas City, Mo. ..J. \\é. Jenkins Sons Music

Schme(;'zer Arms Co.
Lincoln, Neb. ......Ross P, Curtice Co.
Los Angeles, Cal...Sherman, Clay & Co.
Memphis, Tenn. ....0. K. Houck Piano Co.

Milwaukee, Wis. ...Badger Talking Machine Co.

Minneapolls, Minn., Beckwith, O’Neill Co.

Mobile, Ala. .......Wm. H. Reynalds.

Newark, N. J.......Collings & Price Co.

New Haven, Conn..The cHorton-Gallo~Creamer
0.

New Orleans, La....Philip Werlein, Ltd.

New York, N, Y..,.Blackman Talking Mach. Co.
Emanuel Blout.
C. Bruno & Son, Inc.
Charles H. Ditson & Co.
Knickerbocker Talking Ma-

chine Co., Inc.

Landay Bros., Inc.
New York Talking Mach. Co.
Ormes, Inc.
Silas E. Pearsall Co.

Omaha, Nebr, ......A. Hos%e Co.
Mickel Bros. Co.
Peoria, Ill, .......,Putnam-Page Co., Inc.
Philadelphia, Pa....Louis Buehn Co., Inc.
C. J. Heppe & Son.
The George D. Ornstein_Co.
Penn Phonograph Co., Ine.
The Talking Machine Co.
H. A. Weymann & Son, Inc.

Pittsburgh, Pa. ....W. F. Frederick Piano Co.
C. C. Mellor Co., Ltd.
Standard Talking Mach. Co.
Portland, Me. ......Cressey & Allen, Inc.
Portland, Ore. .....Sherman, Clay & Co.
Richmond, Va. .....The Corley Co., Inc.
Rochester, N. Y..,.E. J. Chapman.
Salt Lake City, U..The John Elliott Clark Co.
San Francisco, Cal.,Sherman, Clay & Co.
Seattle, Wash. .....Sherman, Clay & Co.
Spokane, Wash, ,...Sherman, Clay & Co.
St. Louls, Mo.......Koerber-Brenner Music Co.
St. Paul, Minn.....W. J. Dyer & Bro.
Syracuse, N, ¥......W. D. Andrews Co.

Toledo, O. .........The Toledo Talking Machine
0.
Washington, D. C..gohen & Hughes.

: Droop & Sons Co.
Robt. C. Rogers Co.

Victor Talking Machine Co.

Camden, N. J,, U. S. A,

Victrola VI, $35

Mahogany or oak

Victrola IX, $70

Mahogany or oak

Victrola XI, $130

Mahogany, oak or walnut

Victrola XVI, $250
Victrola XV]I, electric, $312.50
Mahogany or oak

."HIS MASTERS VOICE"

REG. U.S. PAT. OFF, - o
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ALL RECORD CUSTOMERS ARE ALBUM CUSTOMERS

Record in its Place

A profitable adjunct to the business.

quote prices.

OTHER DISC RECORDS

NATIONAL PUBLISHING CO., 239 S. American St., PHILADELPHIA, PA.

CHICAGO OFFICE: 508 S. Dearborn Street

A Place for Every Record and Every

| "Albums are an Indispensable Requisite in the
talking machine business and wherever records are
sold. Practical and handy. Save time and records.

We manufacture disc Record Albums to fit cabi-
_nets of all sizes and styles. With the indexes they
are a complete system for filing all disc records.

We have unexcelled manufacturing facilities, and
considering quality our prices are the lowest. Write
us, giving quantity you may desire, and we will

OUR ALBUMS ARE MADE TO CONTAIN VICTOR,
COLUMBIA, EDISON, PATHE AND ALL

THE PERFECT PLAN

HEAR MUSICAL CONCERT BY RADIO

Pittsburgh Wireless Enthusiasts Entertained by
Evening Concerts Through the Air

PirrseurGH, Pa., January 2—Saturday night
wireless telephone concerts have been inaugu-
reted here. The promoter is Frank Conrad, a
research engineer of the Westinghouse Electric
Manufacturing Co., who owns one of the only
two sending sets for wireless telephoning in the
city. The audiences are made up of the owners
of the 400 receiving sets within a radius of
twenty-five miles of Conrad’s station.

Promptly at 9 o’clock each Saturday evening
Conrad hauls his talking machine over to the
transmitter of his sending set, and for two hours
sends grand opera, jazz and the latest Broadway
song hits through the ether to his audience scat-
tered at wide intervals around the city and
stburbs. Under favorable conditions, the music
is heard at \Washington and Jefferson College,
at Washington, Pa, nearly thirty miles away.
The sound is said to be free from the dis-
cordant noises which often accompany record
music. Four vacuum valves are employed to
transmit the signals and a spark transmission
of 900 cycles frequency.

NEW STARR PIANO CO. BRANCH

The Starr Piano Co. has organized an Oriental
branch in Richmond, Ind., and has incorporated
this branch for $100,000. The stated purpose is
to manufacture and sell musical instruments.
The directors are Nardiros Nigohossian, Vahan
M. Nigohossian and Clarence Gennett.

TO AID IN TEACHING MUSIC

California Schools to Use Talking Machine as
Teacher’'s Assistant—Plan Already Being
Considered by State Board of Education

The California State Board of Education is
planning to use the talking machine as a
teacher’s assistant in the schools for the pur-
pose of teaching music. According to Dr. Mar-
garet S. McNaught, state commissioner of ele-
mentary schools, it is the hope of the authori-
ties to have installed before long a talking ma-
chine in every school in California, no matter
how remote its location.

“In no other way,” says Dr. McNaught,
“would it be possible to make the study of
music so universal—even democratic—as can be
accomplished by the use of the talking machine,
for with this invention even the latest in grand

‘opera can be brought to the door of the most

distant school room.

“We believe, too, that the talking machine
will be an agency for breaking down the bar-
riers in music which exist today between the
city boys and girls and their country cousins.”

In connection with the installation of the in-
struments in the Golden State schools, it is
planned to make careful selection of the records
to be used, and distribute them by a method
similar to the movie exchange. This will make
it easy for even the smallest and poorest
equipped school to keep abreast of the growth
of the musical art.

Dr. McNaught believes the time may come
when it will be necessary to create a board of
censorship for the purpose of passing on rec-

ords; that is, if the tendcncy in selection should
be too much toward ‘*‘jazz” and other light
music. For the present, however, the choice
oi proper material will be left largely to the
judgment of the teachers and the county
libraries which will assist in putting the plan
into effect.

NEW DOEHLER DIE-CASTING PLANT

Seven-Acre Tract in Chicago to Be Home of
Modern Plant of Doehler Co.

The steady growth of the talking machine iu-
dustry and the greatly increased demand for
Doehler products have caused the Doehler Die-
Casting Co. to secure a seven-acre tract in Chi-
cago, Ill, on which is being erected a modern
one-story concrete brick structure for the manu-
facture of castings and bearings. Construction
work has been practically completed and the
operation of this new plant will shortly com-
mence.

The Doehler Die-Casting Co. are among the
largest manufacturers of die castings in white
metal, aluminum and brass alloys and bronze
back and aluminum back babbitt lined bearings,
with main office and Eastern plant in Brooklyn,
N. Y., and branch plant at Toledo, Ohio. The
addition of this new plant is in line with their
policy of service to their customers.

The City Drug Co., Blackwell, Okla., is re-
modeling its Victrola department and making
considerable improvements. Three record
demonstrating booths are in the course of con-
struction and a large machine display room.
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Peerless
Metal Back Album

morrow.

Does it stand the strain?
I'LL SAY IT DOES!

~ll

Manufacturers:

43-49 Bleecker Street

Representatives: BOSTON, L. W, Hough, 20 Sudbury Street;
CHICAGO, W. A Carter, 57 E. Jackson Blvd.; SAN FRANCISCO, Walter S. Gray

Albums Sell Records

It’s not hard to sell an umbrella when it’s raining—it’s no trouble at all
to sell furniture to a man who has just built a house—it's a cinch to
sell records to the owner of an empty record album.

give your dealers a chance to sell more records by
giving them a phonograph with a liberal filing capacity in the form
of Peerless albums.

Dealers: expose yourselves to greater record sales—throw them in your
way by throwing the album temptation in the way of each of your
customers—sell one Peerless album today and twelve records to-

Prices and samples on request

} | PEERLESS ALBUM COMPANY

PHIL RAVIS, President

Ell L 000000000

NEW YORK CITY

Our Standard Grade

Lowest-Priced Quality
Album on the Market
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The supremacy of the Victrola
marks it as the greatest of all mu-
sical instruments. "
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And with Victrolas 1n such

splendid variety, possibilities are
unlimited for every Victor retailer.
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Victrola IX, $70
Mahogany or oak
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“Victrola’’ is the Registered Trade mark of the Victor Talking Machine Company designating
the products of this Company only.
Warning : The use of the word Victrola upon or in the promotion or sale of any other Talking
Machine or Phonograph products is misleading end illegal.
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Important Notice. Victor Records and Victor Machines are scientifically co-ordinated and
synchronized in the processes of manufacture, and should be used
together to secure a perfect reproduction.
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NEW YORK, JANUARY 15, 1920

ITHIN approximately a fortnight from the time this issue

of The Talking Machine World is in the hands of its readers,
the National Music Show and Festival at the Grand Central
Palace, New York, of which much has been said and written, will
be in full swing. and so will the Music Week celebration in con-
nection therewith. All indications point to a glowing tribute to
the art of music never before exceeded in this city. The church,
the theatre, community choruses, bands, orchestras, the various clubs
and even directors of industrial plants in and about New York have
promised their full co-operation, and plans are being developed
along lines to make that co-operation most effective.

The various divisions of the music industry will gather in New
York in great numbers to attend the annual conventions of their
respective national associations and the Music Show, and partici-
pate in the Music Week celebration. The talking machine trade
in itself will take a promment place in both the Show and the Music
Week programs. A number of the leading talking machine manufac-
turers have arranged for prominent spaces at the Show, in which
there will be displayed the latest models of machines, and very
elaborate concert recitals will be given. Talking machine artists
will appear in recital at the Show and in other public places through-
out the city. With the talking machine trade as a whole bearing its
burden in supporting the Music Week program it is well that every
individual in the industry take pains to see that he lends his support
in making the affair a real success.

Although the celebration is to be held in New York, the event
will be national in scope. Music has attained a prominent place in
the affairs of the world, and the success of the Music Show and
Music Week will tend to greatly augment that position. Let the
talking machine trade do its share in making the Music Show and
Festival the greatest event in the history of musical endeavor in
America.

NEVER in the history of the trade has there been a greater
appreciation of the value of the window as a sales factor than
to-day. It will be observed that the stores that are making progress,
that are installing new equipment in the way of attractive booths
and other proofs of progressiveness, are also making timely use of
their window as a continuous trade promoter.

It has well been said that the window is a direct reflex of the
character of the man conducting the store. The dealer indifferent

to the opportunities for advertising through this medium is usually
the man who fails to succeed, who complains that the “people go
next door,” and who becomes pessimistic generally about the future.
He forgets that this mental attitude is brought about through his
blindness to opportunities that would demonstrate to the public that
he is a “live wire”—that he conducts an establishment that believes
in service, and who keeps the public apprised of his ideals and
performances through attractively arranged windows and modern
store equipment.

For years The World has been pounding away on this subject,
because we believe that it is a vital one, and it is a source of satis-
faction to note that throughout the country talking machine dealers .
are becoming more alive to the importance of conducting establish-
ments that are up-to-date not alone in stock and sales force, but in
equipment and window demonstrations.

URING the course of the present year there will be taken the

regular Federal census covering the entire country; its indus-
tries, its population, and a thousand and one details that serve to
make up the history of its present standing and prosperity. It will,
of course, be many months before the result of this census is made
public and when that time comes the talking machine trade should
find in the report an abundance of interesting, if not startling, in-
formation. Much of the history of the talking machine trade has
been written during the past ten years—since the last census—
and during the decade the industry has enjoyed a truly marvelous
growth.

Whereas there were comparatively few concerns engaged in the
manufacture of talking machines and records in 1910, for instance,
the manufacturing end of the trade has developed to a point where
producers are now numbered by scores. Moreover, the accessories
division has grown by leaps and bounds.

The talking machine industry is comparatively young and is
wofully lacking in the matter of authentic statistics. The output
of only a few concerns can be stated with any degree of accuracy,
and with these figures as a basis members of the trade have in
some instances attempted to arrive at totals of some value. All
such deductions, however, are simply to be considered as mere
guesses. Even with the production of a half dozen of the largest
manufacturers listed with any accuracy, there still remains the
question of how many machines, for instance, are produced by the
many lesser manufacturers and particularly of the scores of assem-
blers who may confine their efforts to the turning out of one or a
dozen machines a week. The number of plants, the number of
employes, the amount of capital invested, the annual turnover and
dozens of other items of information are to be greatly desired as
providing some basis for figuring the relative importance of the
talking machine industry as compared with the other industries of
the country, and the census will serve to gather this information, in
part at least.

It is safe to say that the industry as a whole is more under-
valued than other lines of trade. The war brought out that in the
matter of capital invested and the number of people dependent upon
it for a livelthood the music industry stood high in the list, but even
this finding was based upon facts and figures gathered hurriedly,
and not in any sense complete. It is quite probable that the census
in itself will not be as accurate as could be desired, despite the
amount of attention devoted to it, or the expense involved, but it at
least will offer figures more accurate than those at present obtain-
able and give members of the industry some food for thought.

ITHIN the last few weeks there have been received at the

office of The World a number of letters from talking machine
dealers in various sections of the country complaining about a cam-
paign of advertising carried on by a Chicago mail order house in
offering talking machines ranging in price from $50 to $200, or more,
by mail, on instalments. Some of the communications were, un-
fortunately, anonymous, and those, therefore, need not be considered,
but a sufficient number of retailers had the courage to declare them-
selves openly in protest against this practice, to make the matter
important enough for discussion at least.

Mail order advertising has long been the bane of local retailers,
for it has affected practically every line of endeavor. Local mer-
chants have, in some instances, combined effectively to offset the
activities of the mail order house in their localities. Other groups
of retailers have persuaded their newspapers to refuse such adver-
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tising, and a number of the leading national magazines have refused
to handle mail order advertising of any character. All these factors
simply offer aid to the retailer in solving the problem but do not
settle it for him. In this he must depend upon himself.

The mail order house is within its legal rights in soliciting
business in every part of the country, so long as its advertisements

are truthful and it delivers the goods for the money received. A

mail order business is legitimate. What the dealer must do is to
compete with this business as he would compete with any other
regularly established merchant in the same line. If the mail order
house is to be prevented from getting a grip on any particular terri-
tory, it is up to the dealer or dealers in that territory to realize
that they must be prepared to meet and overcome this competition
in a distinctly businesslike way.

The mail order house gets its business by advertising. So must
the local merchant advertise earnestly and persistently. He must
offer arguments as to why his townsmen owe it to themselves to
patronize home stores—how the local merchant helps to carry the
burden of taxes; helps to build the business of the town, and pro-
vides support for the families of such local residents as he employs
in his store. He must impress upon the public that he personally
stands sponsor for the products he sells; that they are delivered to
the home without extra charge and in the same condition in which
they left the store; that if there is anything wrong it does not mean
the writing of several letters and a long wait before the trouble is
adjusted ; that he can be reached directly and in person, and can make
the adjustment on the instrument. Above all, the local dealer must
emphasize the fact that he is there to render service and is able to
render service.

If a competing store opens in his town, the established dealer
does not customarily go to the Chamber of Commerce and the news-
papers to have them use their influence to keep the new merchant
from getting a foothold. Instead he simply goes after his own
business more strongly, and by increased advertising and improved
service puts forth every effort to keep the business he has developed,
arid add to it if possible. He must pursue the same course in off-
setting mail order competition.

The retailer who knows his business does not have to depend
upon the appeal to sentiment or local pride. There are so many sub-
stantial and solid business reasons why trade should come to him
instead of going to a city hundreds of miles away that he should
never be at a loss for a clinching argument.

A dealer cannot avoid having competitors in neighboring towns
who are only too anxious to get a slice of the business in local
territory, yet he does not cry “wolf” in such a case, but settles
down to keep that other dealer from working into the territory
he considers his own. He must regard competition of the mail
order house in the same category and protect himself against it
by working all the harder to prove to the public that it can buy
as cheaply and more satisfactorily from him.

N these days of high and steadily climbing prices the call is for

quality. In every line of manufacture the story is the same.
The public complains about the increased cost, but, nevertheless,
demands the best almost regardless of what the charge will be. It
is a simple philosophy—with poor goods commanding prices that
a few years ago would have bought the best, the purchaser feels
that he had better make an extra investment for something that
will stand up and give service.

Nowhere is this demand for quality more in evidence than
in the talking machine trade. Both wholesalers and retailers have
had the experience during the past couple of years of seeing storage
space loaded with small models of table machines, while prospective
customers were making strong demands for floor models of the
more expensive design.

This lesson of demanding quality for self-protection should not
be allowed to lose its effect when conditions again become normal
and prices drop, perhaps, to a lower figure. The talking machine
trade has had its experience with the rage for cheapness. It is
true that the experience did not last long, for conditions took a
certain change, but, nevertheless, it was clearly shown that the
emphasis on cheapness, rather than on quality, did not do the
trade any good.

There is believed to be room for much material expansion in
the producing end of the trade, but let that expansion be carried
on with the primary idea of quality first. The talking machine
has always been offered by its leading exponents as a distinct
quality product. Let it continue to be manufactured and sold on
that basis. This is just as easy as the other way and will prove
much more profitable.

HEN the cost of doing business has reached an abnormal point,
as it has to-day, the retailer must watch every avenue of ex-
penditure in order to check any leaks that will tend to cut down the
legitimate profit to which he is entitled, and in many cases one of
the principal leaks will be found in the repair department. The
retailer may not himself maintain a complete repair shop, but he is,
nevertheless, called upon to handle repairs for customers and he
should see to it that his charges are sufficient to cover costs and
leave a little extra for profit.

It costs money to handle repairs; clerk’s time in taking the
customer’s order, messenger’s time and expenses in carrying the
parts to an outside repair shop. and bookkeeper’s time in taking care
of the charges, all these over and above the net cost of repairs them-
selves. There, of course. enters the question of service to the
customers in cases where the machine and its mechanical equipment
prove faulty, but there is a limit beyond which the customer should
not be humored—beyond which he is not entitled to free service or
service at less than cost. The retailer should see to it that he is paid

properly for the work that he does. Tt is compensation to which
he is by right entitled.
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Pause in your work and ask your neighbor—
what is advertising? The majority of men will
answer, “newspaper and magazine publicity.”
Yet that is only part of the great science within
the meaning of the word ‘“advertising.”

There are many and widely differing forms
of advertising; some apparently insignificant;
iz fact, so unlike what is generally accepted as
“advertising” as not to be considered within
the field of that broad science, but which, in
truth, are as much a part of it as the magazine
or thé newspaper.

Advertising is that powerful force which,
when applied to merchandising, gives an irre-
sistible momentum that invariably leads to
greatly increased sales.

Anything which invites favorable attention to
cne’s store, and to the goods on sale therein,
can justly be termed “advertising.” Keeping in
mind this fact, I shall draw attention to some
features, among others, which are rarely re-
garded as ‘‘advertising,” and still are of the

greatest importance in the development of every

successful retail business.

In conceiving this little talk, my thoughts
have dwelt particularly upon stores wherein
talking machine products are offered to the
public.

It would not be amiss, in passing, to mention
my belief that, among progressive business men,
the phonograph dealer who fails to avail him-
self of the indisputable advantage of advertising
is regarded as much like the dog who chases
his tail—he gets a lot of excitement, but com-
paratively little ‘results.

If you were a customer, anxious to be kept
posted on any new song. dance or instrumental

L O 0 0 0 0

The Advertising That Keeps a Store Before
the Public in a Profitable Way = =
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pieces issued on phonograph records, I am con-
fident you would be mighty pleased to have your
telephone bell ring suddenly and find that your
dealer at the other end of the wire had rung you
up to advise the arrival that day of some “big
hits.”

You could not fail to appreciate this service
and the enterprising and accommodating spirit
of the dealer., You are impressed with his

S T

Advertising When =
Applied to Merchan-
dising Gives a Mo-
mentum That Leads
to Increased Sales
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courtesy and attention. It is only fair to assume
you will drop in at the store to hear these rec-
ords and in all probability purchase some of
them—and others, too, perhaps.

Among many dealers this custom of keeping
their trade advised by phone immediately upon
receipt of new monthly releases and all special
numbers is constantly practised and found val-
unable in stimulating increased sales.

Few will deny the advertising value of this
innovation.

A rcliable mailing list is as necessary to the
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By J. 1. Carroll

Mgr. of Sales, Emerson Phono. Co.
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successful promotion of sales as any other plan
a live dealer can keep in action. The pro-
gressive dealer will assure himself of the name
and address of every phonograph owner in the
vicinity from which he draws his business. He
will be infinitely careful to see that every name
on this list receives the monthly bulletin of
new releases, and any literature of special sig-
nificance. The list will also include names of
prospective machine buyers.

Can anyone fail to include a mailing list as a
potent factor in sound advertising?

The dealer who watches his stock scrupu-
lously will rarely, if ever, allow an accumula-
tion of slow-selling numbers. He finds ways
of keeping his stock moving briskly through the
portals of the store—and outwardly. Many have
used the “circular” or “handbill” as a special
medium for unloading otherwise slow sellers It
is gotten up inexpensively but attractively.
Herein are listed, among several of the good
numbers, a lot of records that need extra at-
tention.  The circular generally is illumined
with a snappy cut which gets immediate atten-
tion, and encourages interest. It is distributed
across the counter, delivered to the homes.
or sent out wrapped in packages. It invariably
does the work intended—and does it well.

Have you ever entered a store and been stag-
gered by its unkempt appearance? You are
thoroughly disgusted by the utter lack of sys-
tem, the absence of neatness—the criminal in-
difference of everything connected with the
store. It immediately puts you out of sympathy
with the owner and his merchandise. You feel
like rolling up your sleeves, pitching in and

(Continued on page 11)
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You will find that nothing pays such big permanent returns

Quality has been our watchword and our motto in building the
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worse than a waste of time and money in attempting to build the
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1920 is here. Invest your time, efforts and money this year in a Quality Line of Phonographs.

The name STRADIVARA has always been synonymous with quality

THE COMPTON-PRICE COMPANY

COSHOCTON, OHIO

0 0 00 AR A=




” The Talking Machine 1Vorld, New York, January 15, 1920
I

Records

DA DANEL

B AN ORIENTAL

fa & he & -
. ' ) } ’
| \ o | :‘ v 4
\ g f: 50

;" I ‘v- :‘3

F 7 » 4 - ]

4 . A ' Al
2 B .

(] - i
)

sy REGA DANCE ORCHESTRA

The bid Qest

hit in
S5 YEARS
A

O 1/ Masterpiece
& | of recording

——~

& 4057
il GENERAL PHONOGRAPH CORPORATION

| OTTO HEINEMAN. Pres.

| | 25 WEST 45 th STREET.NEW YORK :
FACTORIES: Elyria. Ohio Newark.N.). Putnam.Conn. Springfield.Mass. Kitchener.Ont.
BRANCHES : CHICAGO SAN FRANCISCO : TORONTO CAN.







January 15, 1920

THE TALKING MACHINE WORLD ' 11

putting the house in order. There are many
such stores, and the proprietors wonder why
their goods do not sell. Almost without excep-
tion they blame it on the stock. These condi-
tions are advertising the premises, but in a
sadly unwholesome way.

Walk along a business street. Instinctively
your eye is arrested by one store that has its
windows lustrously clean; the woodwork is well
painted in colors that are in good taste and
harmonize well with the interior. You are
pleased. You cannot Lelp but note the store.
You remember it—and favorably. Can oue
gainsay the advertising value that lies therein?

You enter this store. Instantly you are im-
pressed with its general excellence. Your eyes
wander about observing every detail. Each
glance is rewarded with a dclighted sense of its
orderliness; and these are some of the impres-
sions you receive:

The woodwork is nicely painted. The wall
paper or wall paint blends effectively with it
Nothing is gaudy. The furniture, too, is in
harmony with the interior scheme; so, too, the
fittings, which are strikiug, but not showy. You
like it all very much and again you say “Good
advertising.”

The storc is well lighted, well arranged. Each
department is placed in the most convenient
and suitable location. Display and publicity
matter is neatly framed and distributed about
in most advantageous and agreeable places.
Nothing is incongruous. The record booths arc
well equipped with hangers, complete catalogs
and monthly bulletins—all in their proper places.
Good order prevails. Customers cannot fail to
appreciate this systematic regularity. What
could better advertise the store?

Everywhere you are reminded of the clean-
liness of the establishment. No dust on count-
ers, booths, or furniture; no things littered
about; no scraps of paper, cord or refuse on
the floor. Everything unsightly is properly
under cover. Wherever the eye glances it is
met with further proof of capable management.
Again, valuable advertising.

Hardly have you entered the store when you
are approached by a clerk whose appearance
bespeaks refinement and courtesy. You are
made, at once, to feel your visit is appreciated.
The clerk extends himsclf to serve. He shows
deep interest and consideration and, above all
else, he knows his business well and puts his
knowledge at your command. Your purchases
are expedited, your time is saved, and your visit
has been made a pleasure.

The clerk’s language is businesslike, the tone
of voice modulated and agreeable—his bearing
earnest and intelligent. He carries himself with
graceful dignity, not lacking in ease; yet with
a ready smile, and gracious manner, which wins
the respect and good will of his customers.

The male clerk dresses becomingly; his linen
is5 always in good condition and spotless; his
clothing invariably well pressed; his hair care-
fully brushed, and his shoes well shined. Like-
wise, the woman clerk corresponds in all re-
quirements to the man. Her dress is not ex-
pensive, but neat, modest and appropriate. Her
toilet is above possible criticism, particularly
as to the appearance of her hair and hands.
Where girl clerks are employed, customers of
the desirable sort will not tolerate anything that
smacks of crudity or lack of good manners.

With such clerks, contrast the careless, tact-
less, coarse spoken kind whose lack of the es
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sential refinements is so conspicuously evident,
and wherein courtesy and consideration are but
barely known and little practised.

When one reflects, he recalls how often he has
bcen favorably impressed by the right kind of
help and discouraged by the wrong kind; how
he has bought his needs in the store where
bright, up-to-date, pleasing clerks prevail. He
knows, even as I, their presence and attention
is a kind of advertising that keeps the store ever
before its public in a profitable way.

I have tried to bring before you a few random
thoughts on advertising. Perhaps you have con-
sidered them before, but the repetition of them
here, I trust, may prove of interest, and possibly

some value to those patient enough to read to -

thc end my somewhat insufficient but sincere
presentation of these few ideas that have oc-
currcd to me.

Sphinx Gramophone Motors, Inc., New York,
has been incorporated with an active capital of
$500,000. There are 2,500 shares of common
stock, having no par value. The incorporators
are I. Silberman. G. M. Lcvy and H. Kohn.

TO RECORD “MADRIGAL OF MAY”

Claudia Muzio Will Sing Melody Theme of Suc-
cessful Broadway Show

Claudia Muzio, recording exclusively for
Pathé records, will shortly record “Madrigal of
May,” published by Joseph W. Stern & Co,
and which is the mclody theme of “The Jest,”
and sung in that play by John Barrymore. Ac-
companiment will be furnished by the Plymouth
Trio under the direction of Maurice Nitke, com-
poser of the number.

Paul Althouse, another Pathé star, is coming
Fast from Los Angeles when he is on tour to
rccord the new “Gray” melody ballad, entitled
“Since First You Smilcd at Me.”

A NEW VITANOLA ENTHUSIAST

Milton M. Roemer, president of the M. M.
Roemer Sales Corp.,, Vitanola distributors of
New York City, is the proud father of a son
born December 6th, 1919, at the Roemer resi-
dence. 65 Ft. Washington avenue. New York

Made under U. S.
Patent No. 995758
which will be strictly
enforced.
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Extra Heavy
Size 1% Inch
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UNDREDS of pieces of furniture annually go into
your salesrooms already equipped with Domes of

you or are left to go to the ultimate consumer without
any slides at all.

Our extensive national advertising has shown people
the advantage of Domes of Silence—and if you can
give them furniture equipped with these slides, you will
be giving them extra satisfaction—and extra saving,
thereby winning permanent customers.

Manufacturers will equip all their furniture legs with
Domes of Silence.
slides when you order furniture from them.

Make a note of it so that you will remember to ask manu-
facturers to put slides—Domes of Silence—on your furniture
the next time you place an order.

Domes of Silence are highest in quality and greatest in
utility,” the best and cheapest slides that can be produced

Carried in stock by leading jobbers

Henry W. Peabody & Co.

17 STATE STREET

This is how you can get full

Labels like this furnished at no
charge, ready to paste on fur-
niture equipped with Domes of
Silence. Tell your supply jobber
how many you can use.

Furniture
Dealers

The remainder are either equipped by

They are waiting for you to specify
It is a

NEW YORK
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Breaks Down Sales Resistance

S SOV

L’Artiste affords one of the best selling franchises n the phonograph
world today. Unlike machines that have nothing in particular to
differentiate them, its merits are so outstanding that no argument is
needed to reveal them. The mstrument itself breaks down all
sales resistance.

If you, Mr. Dealer, will secure the attention of the prospective buyer,
L’Artiste will get the order. Demonstration of its wonderful tone 1s
all-convincing. The beauty of the cabinets requires no explanation.
The mechanical construction is of the best, including many refine-
ments and conveniences to be found in no other make. ‘

Nine Attractive Models in Upright and Console Styles.

GRAND RAPIDS PHONOGRAPH CO.

GRAND RAPIDS, MICHIGAN .
THE PHILADELPHIA SHOW CASE COMPANY

123 NORTH THIRTEENTH STREET EASTERN DISTRIBUTORS 2002 JENKINS ARCADE
PHILADELPHIA PITTSBURGH




January 15, 1920

THE TALKING MACHINE WORLD 13

IT PAYS TO DO WHAT THE OTHER FELLOW DOESN’'T DO

It’s the Unusual That Gets the Audience—Five Million People Walk on Their Feet Without Creat-
ing a Murmur, but Just Let One Start Walking on His Hands and He Gets Action

The newsdealer in the exclusive locality who
oftered copies of “Snappy Stories” securely hid-
den behind covers of the “Ladies’ Home Jour-
nal” and thereby increased his sales to High
School girls and their big sisters, to say noth-
ing of deacon’s wives, by fully 400 per cent, had
the right idea. It’s the unusual that attracts
attention and likewise attracts business.

Five million people travel New York streets
on foot sometime during the day without getting
a tumble, but just let one of them start walk-
ing on his hands on Broadway and it requires
the police reserves to hold back the mob. We
go into elevators and they shoot up or down,
as the case may be, without impressing us in
the least, but if the elevator stood still and the
hotel shot up and down, as they say they do in
Mars, a wise guy could make a fortune selling
tickets for rides.

Yes, sir, it’s the unusual that gets ’em, whether
it’s a circus freak, a funny ad, or a clever story.
It’'s the unusual that makes gossip—that starts
people talking. A thousand men can live with
their wives quietly and peacefully without

. causing comment, but when one of the thousand

leaves home the tongues of 999 families are al-
most wagged off in discussing the scandal.

All of which leads up to the fact that Robbins
was successful because he believed in the un-
usual, He watched the way the other dealers
advertised and then did differently. If they used
small cards he used a big spread. If they com-
bined to run a big spread he just ran ten or
twelve cards with his name and address and
what he sold. They had Grand Opera Week
in town and every dealer but Robbins filled his
windows with grand opera records, the manu-
facturers’ grand opera advertising and the por-
traits of noted artists. What did Robbins do—
just jammed his window with jazz, across the
top of the window he strung a sign reading in
large letters: “Grand Opera Records Right
Hcre, Plenty of Them, but Take Me to That
Land of Jazz.” Instead of the opera artists
there were portraits of Smith’s Orchestra, the
Six Brown Brothers, Al Jolson, and the like.
The result was that the window stuck out like
a sore thumb, as naturally one jazz window
among a dozen featuring dainty melodies would
stand out.

In one school several dealers had been work-
ing on the teachers endeavoring to persuade
them to get together and hold a bazaar in order
to buy a machine and a library of records. That
process was too slow for Robbins, however, so

while his competitors were busy selling the idea
to the teachers, he dug up the membership list
of the Parents’ Association, saw the president
and a few officers, and in two days convinced
them that a small contribution of fifty cents all
around would accomplish the desired result in
jig time. The machine was in the school before
the other dealers had decided what to do.
Robbins read that good salesmanship con-
sisted in giving the customer what he wanted
rather than endeavoring to unsell him on his own
idea and sell him on something else—but the
process was too slow. He had one customer, an

old gent, who simply doted on symphonies, folk
songs and classics. “Why don’t you buy some
records for the young folks?” said Robbins one
day. “Young folks don’t come to my house
often, it’s too slow,” said the customer. “Like
‘em, don’t you?” asked Robbins. “Yes, sirree,”
replied the customer. ‘‘Better lay in a stock of
some of these new dance records,” said the
dealer. That was four months ago and just the
other day the old man toddled in and demanded
a record of “The Vamp,”—pronto. And he did
a weak shimmy while he waited for it to be
wrapped up.

As was said before, it’s the new idea—the un-
usual—the different angle of approach, that
makes for successful selling when there is com-
petition to be considered, and it’s a good rule
to follow.

H. R. HOLMES EDISON SUPERVISOR

Canadian Army Veteran Made Territorial Su-
pervisor for the Middle West—Was Formerly
Sales Department Correspondent
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