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The instrument by which |
the value of all musical
instruments is measured
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This trademark and the trademarked word
“*Victrola'* identify all our products. Look
under the lid! Look on the label !

QRN AR O TN

VICTOR TALKING MACHINE CO.
Camden, N, J.

Victrola XVI

7 0 0 G
Entered as second-class matter May 2, 1905, at the post office at New York, N. Y., under the act of Congress of March 3, 1879.
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“QEECONDS” and “Job Lot” phono-
graphs are appearing and it is
well for dealers to remember that
‘““cheap” phonographs aren’t wanted.
You're noticing that the public has
turned to quality phonographs.

Sonora has won an international rep-
utation for matchless beauty of tone.
Sonora’s designs are the last word in
elegance, and when it comes to im-
portant, exclusive features, no phono-
graph can be compared with Sonora.

Sonora, unequalled in value, as a
matter of course is in tremendous
demand. If you would lrke to enjoy
the prosperity which Sonora brings
to its dealers, write us today regard-
Mg an agency.

Magnificent upright and period styles
$75 to $2500

Sanora Phonograph Company, Iur.

George E. Brightson, President

New York: 279 Broadway
Canadian Distributors: I. MONTAGNES & CO., TORONTO
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Sonora 1s licensed and operates under BASIC
PATENTS of the phonograph industry
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Price T'wenty-five Cents

COMPREHENSIVE REVIEW OF FALL BUSINESS PROSPECTS

Reports Gathered by The World From Talking Machine Men in All Sections of the Country Practically Unanimous
Regarding Present Situation and the Outlook—Industrial and Agricultural Conditions as Well as Buying Attitude
of Public Summarized as Fair—More Energetic Selling Effort Necessary to Keep Up Business Totals

In view of developments in the general business field through-
out the country during the past few months, talking machine dealers,
as well as merchants in all other lines, have been moved to give
far more than passing thought to trade prospects during the coming
Fall and Winter, and to what the future as a whole has to offer.

It must be admitted with a great deal of pleasure that the
talking machine men as a rule are to be included among the optimists.
Optimism of itself, however, hardly proves satisfactory as a steady
diet unless that optimism is supported by some foundation in fact,
and The Talking Machine World, through the medium of several
hundred correspondents in all sections of the United States, has
gathered for the information of the talking machine trade an ex-
haustive, interesting and authentic summary of industrial, agri-
cultural and general business conditions and prospects, which is
submitted in full in another section of The World this month.

This information has come from the members of the talking
machine trade themseives—men who are acquainted with the prob-
lems and possibilities of the industry and are naturally expected
to base their opinions upon the degree in which they believe
the various conditions will serve to affect their own particular
business. Incidentally there is a surprising unanimity of opinion
relative to the general industrial and agricultural conditions, the at-
titude of the public towards buying, the character of sales methods
and terms, and the condition of stocks. :

This business survey, coming early in September and immedi-
ately after the official, if not actual, opening of the Fall retail buying
season, should prove of inestimable benefit in encouraging retailers
who have taken a rather blue view regarding the situation, and giving
to the manufacturers facts upon which to regulate their campaigns.
Considering the reports as a whole, there is nothing, so far as
talking machine wholesalers and dealers are concerned, that will
tend to hinder the development of business which will prove normal
or better between now and January first. It is very true that the
business path ‘will not be entirely one of roses, and even the
most optimistic do not look- for a continuation of the demand that
made itself felt during the past season or two—a demand far ex-
ceeding available supplies.

In the first place production, while not yet normal, has caught up
to the demand in a very satisfactory manner, as is indicated by
the excellent condition of stocks in the retail warerooms. In the
- second place, buyers in all sections of the country are reported to
show a tendency toward conservatism. They have not stopped
buying nor will they stop buying, but they have ceased to accept
the first thing offered at any price asked, and to demand a fair
measure of value for their money. This is to be interpreted as a
healthy sign, for it means the upholding of the quality product.

Business conditions in any retail trade are affected primarily
by industrial and agricultural conditions, for when industrial workers
are kept at the peak of activity, and crops are excellent and valuable,
then there is in prospect the money, to keep the retail store going.

Just now industrial conditions in the various sections of the country
range from good to fair. In Massachusetts, for instance, there is
a slowing down in the manufacture of woolens, while most other
industries are fairly active. In other sections certain lines of
manufacturing are likewise experiencing a slowing down process,
while other industries in the same sections are working at normal
speed or better. Throughout the country the industrial situation
shows the most surprising uniformity. There is nothing for the
retail man to worry about. There is little or no unemployment,
and with all the slowing down factory operations are on a better
than normal basis.

While in some sections bumper crops are reported, in other
districts certain crops have proved disappointing. This is par-
ticularly true as it relates to cotton. There are no crop failures
in prospect, however. Taking the agricultural situation as a whole,
it measures up most satisfactorily with previous years, this in view
of the fact that farmers are receiving much higher prices for their
produce, which means that the rural trade is going to prove a highly
important factor for the talking machine dealer during the Fall
and Winter months.

The conservative attitude of the public toward liberal buying
has been expected, and is not surprising. It is an attitude that the
average dealer has counted upon and has been prepared to meet.
It will mean more intensive advertising and sales effort. It is said
that in some sections retail advertising is not producing desired
results in sales, which would indicate that more attention must be
given to the advertising problem to the end that results are ob-
tained.

The general run of terms is reported as distinctly satisfactory
and the efforts of certain customers to have expensive outfits put
into their homes on a small payment basis have not served to
influence the majority of dealers to any extent. Present wholesale
prices and the condition of the money market make it essential
that terms be kept short and that every effort be made to get
as-much cash as possible. To follow out this plan greater selling
effort and more effective advertising, rather than long terms, must
be relied upon to develop business.

The majority of the several hundred wholesalers and dealers
with whom The World has been in touch appear fully cognizant of
the conditions that exist and promise to develop in their respective
territories, and are fully prepared themseives to meet those conditions.

With stocks in good shape, there is reported every opportunity
for energetic advertising and selling and the sort of campaign that
is calculated to offset any tendency of the public to prove over-con-
servative in making purchases. There is nothing in the general sit-
uation that is calculated to interfere with retail business Dbetween
now and January first, and probably well after that date. The re-
sponsibility of the dealer, therefore, hes in going after business
in his own territory with some extra energy and realizing the profits
that will accrue therefrom.

TALKING MACHINE EXPORTS GROW

The twelve months’ total ending June,

twelve months ending June, 1920, records and

1920,

Exports, Including Records, for Twelve Months
Ending June 30, 1920, Total $7,615,155

WasHINGTON, D. C., September 4—In the
timely summary of exports and imports of the
United States for the month of June, i920 (the
latest period for which it has been compiled),
which has just been issued, the following fig-
ures on talking machines and records are pre-
sented:

The dutiable imports of talking machines and
parts during June, 1920, amount in value to
$86,934 as compared with $35,921 worth which
were imported during the same month of 1919.

showed importations valued at $808,592 as com-
pared with $318 239 worth of talking machines
and parts during the same period of 1919.

Talking machines to the number of 8,665
valued at $436,194 were exported in June, 1920,
as compared with 4,531 talking machines valued
at $177,229 sent abroad in the same period of
1919. The twelve months’ total showed that
we exported 79,406 talking machines valued at
$3,653,595 as against 49,717 talking machines
valued at $1,544,870 in 1919, and 91,217 talking
machines valued at $2,610,866 in 1918,

The total exports of records and supplies for
June, 1920, were valued at $388,694 as com-
pared with $345143 in June, 1919. For the

accessories were exported valued at $3.963,560;
in 1919 $2,998,462 and -in 1918 $2,073,463.

WILLIAM ROBYN A VICTOR ARTIST

Williamn Robyn, a lyric tenor of wide reputa-
tion and distinguished ability has become an ex-
clusive Victor artist. His first records will be
released soon.

INCREASE CAPITAL TO $20,000

The Strand Temple of Music, Albany,
has had its capital stock mcreased fr 1
to $20,000. The Victor line is handl
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The mailing list is one of the most important
and valuable assets of thc talking machine deal-
er, for upon it he depends in no small measure
for the success of his record trade. There are,
of course, a certain number of people reached
directly by outside means, and others who come
into the store, with or without solicitation, in
order to liear and purchase new records, but
the people reached through the mailing list are
looked upon to produce the cream of the record
business—the part that means the profit. Yet
in the face of all this there are dealers who
show a woeful lack of interest in, and under-
standing of the mailing list and its importance.
In the first place they do not make any serious
effort to check up on the list to pick out the
live ones from the dead ones. If the post office
sends a notice to the effect that the mnail has
been undelivered for some reason the name may
be cut off from the list, but otherwise the same
line of literature goes out to the same line of
prospects month after month.

To keep the mailing list valnable a fairly
elaborate checking system must be adopted. In
the frst place, each month there should be
checked off on the list those people who
have called at the store, whether or not they
have made purchases. The fact that they have
called is evidence of their interest. Those who
have not called within a reasonable time should
receive a second letter, giving some More facts
about the new records, and making a second
sales appeal. The result of this second letter
should also be checked off, and after a couple
of months those who have not responded at
all should be investigated. They may still be
good prospects, but something may have in-
terfered with their purchasing. They may have
lost interest temporarily for one reason or an-
other. There may have been a death in the
family, or some other trouble that has caused
them to keep the talking machine silent. If the
salesman sizes up the situation and finds it
worth while to follow up the prospect, well and
good. If the prospect is sized up as a “dead
one” the quicker he is pulled off the mailing
list the better. The canvasser’s time in mak-
ing investigations is worth mdney. So is post-
age and printing, and an investigation occa-
sionally will pay for itself by keeping the mail-
ing list fresh and worth while.

e

Making the Mailing List an Active and
Profitable Business Developer
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There is a good deal, too, in the manner in
which the literature is sent out. There are a
surprising number of dealers who are content
with sending out the current record supple-
ments without comment, or at best enclosing
a supplementary list of the records that it is
desired to feature and move. The trouble with
this plan is that the plain supplement coming
ironth after month does not always arouse the
proper amount of interest, and. moreover, if
the prospect has patronized several stores he
may receive as many as a half dozen supple-
ments covering one line of records each month.

A Middle Western dealer has hit upon a
plan of announcing thec forthcoming list in an
advance detter. About a week before the sup-

%!mlﬂlﬂlm||ﬂ||||]||]l||||]|||[||||!||||||||||[||||H||||||||[|||||||||H||||||||||||||||||||||||||||||ﬂ|||||||[||ﬂ|ﬂ|ﬂ"||||[||[|||||||||l|||%
Careful Checking =
Ve fy Necessary in
Order to Eliminate
the Deadwood from
the Mailing List.
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plements are to be mailed, he sends out a notice
to customers to the effect that a certain special
record is to be found in the forthcoming
supplement, and that the customer should be
on the lookout for it. Two or three days later
the dealer sends out a postal announcing some-
thing to this effect: “The October record sup-
plement will be mailed to reach you Monday.
Watch for it. On page blank there is a record
that should be of particular interest to you.”
The results of this follow-up have been found
to more than pay for the extra mailing list. The
surprising thing is that where a special record
has been mentioned in the postal card or letter
a particularly strong demand is realized for that
selection, whether or not it happens to be of a
distinctly popular make.
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This same dealer occasionally follows up the

By Robert A. Hewitt

mailing of the supplements, after a few days,
with a return postal card inquiring if the sup-
plement has been received. This follow-up is
sent to a select list of people he is most desirous
of appealing to and the responses, even though
they do not result in cales, at least show that
the prospect has heen receiving the supplement
regularly.

Still another dealer encloses with the supple-
ment a mailing card upon which the prospect
can indicate the records he would like to hear in
liis own home by appointment. It has been
found that this system not only appeals to the
busy man and woman for legitimate reasons,
but likewise makes a strong impression upon
the class who like to be catered to, and feel
that by having the salesman come to their
homes they are showing just a little bit of
“class.” \When the salesman is of the rigat
sort he makes this desire to show “class” bring
dividends that are worth while.

RECORD ALBUM PLAN GETS RESULTS

Retail Victor Department of Philip Werlein,
Ltd., Realizes Excellent Volume of Business
. From New and Clever Folder

New OrrLeans, La., September 1-—William
Dane, manager of the Victor retail department
of Philip Werlein, Ltd., has been sending out a
special series of folders to retail customers that
not only attracted much attention, but brought
direct results. In addition to calling attention to
the qualities of the Victrola and Victor records,
the folder contains suggestions for special
albums of Victor records ranging in value from
$13 to $22. The combinations include ten records
and an album, and are designed to meet every
taste in music.

Certain of the albums contain the records by
famous baritones, others records by sopranos
or contraltos, and still others contain instrumen-
tal music. There is also an album of distinctly
operatic airs, of concerted numbers and of
famous songs.

The idea of having offered to them selected
record lists evidently has a strong appeal to
many talking machine owners and a goodly
number of them have followed the suggestion
of purchasing albums full of records as gifts.

Executive Office
23-25 Lispenard St.
New York, N. Y.

Boston, Mass.: ]
chine & Accessories Co.

Chicago, Ill.: T. J. Cullen

Boston Talkinyy Ma-

Cole & Dunas Music Co.

[In Six Chapters]
CHAPTER III

The THIRD consideration in thé making of the
NYACCO album is that the solid metal piece at the
side edges reinforced by steel nails into the solid
wooden back, and the staples to be used for the
securing of the pockets are made all-in-one which
brings the back of the album together with the

pockets into a firmer position.

Reasons Why NYACCO Albums |
Are the BEST

Watch next issue for the fourth Chapter

New York Album & Card Co. 5575 jereonse

DISTRIBUTORS : -

Cleveland, O.: Cleveland Talking Ma-
chine Co.

Mil»éaukee, Wis.: Yahr & Lange Drug
0.

New York, N. Y.. Plaza Music Co.

Chicago Factory

Philadelphia, Pa.: Penn Talking Ma-
chine Co.
Pittsburgh, Pa.: C. C. Mellor Co.
Standard T. M. Co.
Washington, D.C.: E. F. Droop & Sons
Co.
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Supremacy
1s lasting

It 1s built on the solid foundation of
great things actually accomplished.

And the success of every Victor re-
tailer increases with every new develop-
ment of this wonderful instrument.

“Victrola” s 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.

. L
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. .......cElyea Talking Machine Co.
Phillips & Crew Piano Co.

Baltlmore, Md. .....Cohen & Hughes.
E. F. %& Sons Co.
H. R, Eisenbrandt Sons, Ins.

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 Co., Inec.

D. & C. N. Andrews, =~
Buﬂ';lo Talking Machine Co.,
nc,

Burlington, Vt. ...,American Phonograph Co.
Butte, Mont, .......Orton Bros.
Chicago, Ill, .......Lyon & Healy

The Rudolph Waurlitzer Co.
Chicago Talking Machine Co.

..The Rudolph Wurlitzer Co.
Ohio Talking Machine Co.

Cleveland, O. ......The l(]Ileveland Talking Ma-
chine
The Eclipse Musical Co.

Columbus, O. ......The Perry B. Whitsit Co.

Dallas, Tex.
Denver, Colo.

Buffalo, N. Y....... W

Clnclanati, O. ...

sieesseSanger Bros,

Des Molnes, Is......Mickel Bros. Co.
Detrolt, Mich, .....Grinnell Bros.

Elmlra, N. Y. ......Elmira Arms Co.
El Paso, Tex. ....W. G. Walz Co.

Honolulu, T. H, ...Bergstrom Music Co., Ltd.

Houston, Tex. .....The TTalkmg Machine Co. of

exas.

Indianapolls, Ind. ..Stewart Talking Machine Co.
Jacksonville, Fla. ..Florida Talking Machine Co,

Kansas Clty, Mo. ..J. VX Jenkms Sons Music,

The Schmelzer Co.
Los Angeles, Cal...Sherman, Clay & Co.
Memphls, Tenn. ....0. K. Houck Piano Co.

ves-esThe Clo(night-Camphell Music

‘I" Salt ‘Lake Clty, U..The John Elliott Clark Co.

Milwaunkee, Wls. ...,Badger Talking Machine Co.
Minneapolls, Minn..Beckwith, O'Neill Co.
Moblle, Ala. .......Wm. H. Reynalds.
Newark, N, J.......Collings & Co.

New Haven, Conn. The gorton-Gallo-Creamcr

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

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

chine Co., Inc,

Musical Instrument Sales Co.
New York Talking Mach. Co.
Ormes, Inc.
Silas E. Pearsall Co.

Ross P. Curtice Co.
Mickel Bros. Co.
Peorla, IIL. ........Putnam-Page Co., Inc.

Philadelphila, Pa....Louis Buebhn Co., Ine.
. Heppe & Son.
The George D. Ornstein Co.
Penn Phonograph Co., Inc.
The ‘Talking Machine ‘Co.
. . A. Weymann & Son, Inc.

Pltt-burzh. 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.
Rlchmond, Va. .....The Corley Co., Inc.
Rochester, N: Y....E. J. Chapman.

Omaha, Iﬁehr. ceesne

San Franclsco, Cal..Sherman, Clay & Co.
Seattle, Wash. .....Sherman, Clay & Co.
Spokane, Wash. ....Shermanr, Clay & Co.

St. Louls, Mo.......Koerher-Brenner Music Co.
St. Panl, Minn.....W. J. Dyer & Bro.
Syracuse, N. Y¥......W. D. Andrews Co.
Toledo, 0. .........The (':I‘oledo Talking Machine

Washlngton, D. C. Cohen & Hughes.
E. F. Droop & Sons Co.
Roht. C. Rogers Co.

Victor Talking Machine Co.

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

Victrola VI, $35
Mahogany or oak

Victrola IX, $75
Mahogany or oak

Victrola XI, $150

Mahogany. oak or walnut

Victrola XVI, $275
Victrola XVI, electric, $337.50
Mahogany or oak
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AN IMPORTANT ACCESSORY—ALBUMS FOR FILING DISC RECORDS

The enormous demand for “National” Record Albums keeps apace with the ever increasing demand for machines and records. and
our‘output capacity has been enlarged to meet the greater needed supply. Record Albums have proved themselves to be the best and most con-
venient, as well as economic, method of filing and keeping disc records.

SEpTEMBER 15, 1920

THE ALBUM

soon pays for. itself in time-
saving and preserving records.
The initial cost is really an in-
vestment which comes back four-
fold.

MAKING THEIR SELECTION

THE PERFECT PLAN

lllustrating the daily actual usage of the Album,
the most convenient and satisfactory record filing
system extant.

The pockets holding the records are substantially
made from strong fibre stock, firmly joined together
and bound in attractive covers.

A PLACE FOR EVERY RECORD AND EVERY RECORD IN ITS PLACE

Albums are an Indispensable Requisite in the talking machine business and wherever records are sold. An accessory that is neces-
sary and worth while. Practical and handy. Save time and records. A profitable adjunct to the business. All owners of machines and records
want Albums to file and preserve their records.

We manufacture disc Record Album containing 12 pockets to fit cabinets of all sizes and styles. We also make Albums containing
With the indexes they are a complete system for filing all disc records.

For durability, finish and artistic design, our Albums are unsurpassed. We have unexcelled manufacturing facilities, and considering
quality our prices are the lowest. Write us, giving quantity you may desire, and we will quote prices.

17 pockets.

WE MAKE ALBUMS TO CONTAIN VICTOR, COLUMBIA, EDISON, PATHE, VOCALION AND ALL OTHER D1SC RECORDS

NATIONAL PUBLISHING CO. -

239 S. American Street
CHICAGO OFFICE: 508 S. Dearborn Street

- PHILADELPHIA, PA.

VICSONIA DISTRIBUTOR FOR CANADA

H. A. Bemister to Act as Distributor for Well-
Known Reproducer Throughout the Dominion

The Vicsonia Mfg. Co.,, New York, manu-
facturers of the successful Vicsonia reproducer,
for the playing of Edison and Pathé records
on other types of machines, announces that
H. A. Bemister, of 122 St. Antoine street,
Montreal, Canada, has been appointed dis-
tributor for the Vicsonia throughout the Do-
minion. Mr. Bemister ranks as one of Canada’s
largest dealers in phonograph specialties and
is.in a position to give the Vicsonia an un-

usually fine representation on the other side
of the border. He has already placed a most
substantial initial order for Vicsonias in an-
ticipation of the coming demand.

BOOKED BIG ORDERS ACROSS BORDER

Head of Phonomotor Co. Finds Conditions in
Canada Very Good

RocHesTEr, N. Y., September 3.—W. F. Hitch-
cock, of the Phonomotor Co. of this city, manu-
facturer of the Phonostop, returned recently
from a trip to Canada. Mr. Hitchcock visited
the leading trade centers in the Dominion and

received large orders from many leading manu-
facturers for this successful automatic stop.

He states that general conditions in Canada
are gratifying, and that collections are very
pleasing. The manufacturers are making plans
for an active Fall trade, and there is every rea-
son to believe that the coming year will be gen-
erally satisfactory for the Canadian talking ma-
chine trade.

NOW U. S. PHONOGRAPH CO.

Notice has been published that the Victoria
Talking Machine Co. of Brooklyn, N. Y., has
changed its name to the U. S. Phonograph Co.

Three elements of PEERLESS success

PEERLESS

Factory capacity—Quality production—Sound policy

’

Metal Back Album

Phonograph manufacturers and dealers who depend on Peerless
for their albums do so with the fullest conviction that they will:

1. Receive their albums when promised.
2. Get the best album at the price.
3. Be protected in their selling right.

They also know that the empty album is a constant invitation to

the owner to fill it with records—that PEERLESS albums cﬁ

sell records.

PEERLESS ALBUM COMPANY

PHIL RAVIS, President .
43-49 Bleecker Street NEW YORK CITY

Representatives: BOSTON, L. W. Hough, 20 Sudbury Street:
CHICAGO.W. A, Carter, 57 E. Jackson Blvd.; SAN FRANCISCO, Walter S. Gray Co., 942 Market St.

Our Standard Grade

Lowest-Priced Quality
Album on the Market

Write for

Does it stand the strain? description

I'LL SAY IT DOES! and prices
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Victrola VI, $35

Mahogany or oak

¢

Victrola, VIII, $50
Oak

Victrola IX, $75

Mahogany or oak

Victrola X, |
Mahogany, oak orgwalnut

Victrola X1, $150

Mahogany, vak or walnut

$125
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Victor
Supremacy

The supremacy of the Victrola
commercially 1s coincident with
its supremacy as a mustcal instru-
ment. |

The success of Victor retailers
goes “hand 1n hand” with Victor
supremacy.

)
L]

“Victrola” isthe 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 snd illegal.

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

Victor Talking Machine Co.

Camden, N. J., U.S. A,
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V.ctrola X1V, $225

Mahogany, oak or walnut
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Victrola XVI, $275 U
Victrola XVI, electric, $337.50
Mahogany or oak

Victrola XVII, $350
Victrola XVII, electric, $415
Mahogany or oak
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NEW YORK, SEPTEMBER 15, 1920

THE NECESSITY OF BETTER SALESMANSHIP

ALES making in all branches of the industry is constantly
changing, and wide-awake men should figure new methods of

. reaching the public. No man who expects to conduct a successful

trade enterprise can be indifferent to-day to the radical changes
which are going on in evgry industry. If talking machine men remain
indifferent to the opportunities which are round about them, they
must expect to have incursions made by others into their field, for
it is certain that other establishments, with bright sales managers,
can see possibilities in the talking machine field that apparently they
do not.

The talking machine has won a position to-day in the world of
sales that excites the consideration of “live wires” in every line of
endeavor, and no merchant can rest secure in the belief that he has
reached the apex. In methods, plans and features, the field is a wide
one. No general rule can be applied to business building, but it is
possible for a dealer, if he analyzes the conditions fairly and methodi-
cally, to develop certain ideas that will apply to his own pamcular
vicinity and line of operations, to the end that he may develop trade
along larger lines.

In an industry like ours, where the small man is not at™a dis-
advantage when placed alongside of his larger brothers, there is an
unusual opportunm to realize one’s strength and, providing there is
ambition and grit in evidence, business is certain to advance to a

remarkable degree.
In the general field of merchandising the small dealer is cut into

more and more by his larger competitors, but in the talking machine .

field it is different. The small dealer has as great an opportunity
as the big merchant to build up a clientele and show substantial
profits for himself. But he cannot accomplish this if he sits down
and figures that business will come to him without effort. It will
not. There is no place in the trade for the drone, especially in this
year of grace, 1920.

The time when business came unsought to the dealer is rapidly
disappearing and he must get out and hustle to get it i<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>