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The best-known trade-mark in the world
designating the products of the Victor Talking Machine Co.
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IHHIS December marks the closing of a year
which has been the greatest in this company’s
history. Not only have our sales been un-
precedented but our line has been amplified
anid strengthened by the addition of mag-
nificent new styles, including period models

produced by experts whose products have - won
international fame for supreme quality.

At this time we express our thanks to our repre-
sentatives who have so thoroughly appreciated the
exceptional merit and value of the Sonora and who
have so steadfastly maintained its supremacy. With
enlarged factory facilities we expect to 1mprove
deliveries greatly and hope to make even pleasanter

~ our present cordial relations with our dealers. We
shall probably also be able to provide instruments
for new Sonora dealers during the coming year.

A Merry Christmas and a Happy

and Prosperous New Year to all!

’ \ r——_/
President

Sonora Phonograph Company, Inc.
New York City
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WHY NOVEMBER 27 IS FAMOUS

It Marks the Birth Some Forty-three Years Ago
of the Discovery of the Principle of the Phono-
graph by Thomas A. Edison—Historical Event

November 27 stands out as a day of special
significance in the talking machine industry, for
it was forty-three years ago—to be exact, No-
vember 27, 1877—that Thomas A. Edison an-
nounced to the world the discovery of the prin-
ciple of 'the phonograph. In that year Mr. Edi-
son, while experimenting with regard to repro-
ducing a message sent out by the Morse sys-
tem into a diaphragm with a stylus attached,
noticed that the stylus moved with force enough
to prick his finger. Right there was the germ
idea of the phonograph. Subsequent develop-
ments of this idea are now history.

E. E. SMITH WITH COMPTON-PRICE

Was Formerly General Sales Agent for the
United Phonographs Corp., of Sheboygan

SnesoycaN, Wis., December 4—Ernest E. Smith,
for the past two years general sales ageut for
the United Phonographs Corp., makers of the
Furitan phonograph, has resigned his position
and has joined the organization of the Compton-
Price Co. Coshocton, O. Mr. Smith has been
connected with large music houses in Cincin-
nati, St. Louis and other cities and is well known
to the trade. Nine years ago he organized the
Smith & Hurst Music Co., of Grand Rapids and
Kalamazoo, Mich., and sold the Puritan in his
own stores.

Gibbons & Owens, Brooklyn, N. Y. have
taken over the store of the Rannah Co., 10
Fourth avenue, Brooklyn, N. Y., and will con-
tinue it as an exclusively Victor shop.

New York, December 15, 1920
MUSIC AIDS IN SCHOOL WORK

Delaware Teachers Find Talking Machine In-
creases Efficiency and Discipline

That the educational scope of the talking ma-
cline is broadening was demonstrated in tests
recently made before prominent educators by
teachers of a Delaware school in which a large
number of backward pupils had failed to pass
in their studies.

The ready response of the pupils to the
rhythm of the music of the school talking ma-
chine as an aid to greater mental activity was
noticeably impressive. It was proved that in
reading, physical drills and even the study of
geography and history the children showed in-
creased desire to learn when the music of the
talking machine was inspiring them. It clari-
fied and refreshed the mind of the pupils and put
them in a receptive mood.

Also a help towards maintaining discipline,
such as in entering the school buildings in the
morning or at recess, music was of great im-
portance. The orderly filing in of the pupils to
the music of a march was a pleasing contrast to
the disorganized rushing in to their work pre-
viously encountered.

NEW PITTSBURGH CORPORATION

The Salvee Reproducer Co. Pittsburgh, Pa.,
nas been incorporated to do business in talk-

ing machines. The capital of the new company -

is $50,000 and the incorporators are F. Centrobi,
Grafton; L. Salvi and A. Segreto, Ingram.

OPENS NEW MUSIC DEPARTMENT

The Hoover-Rowlands Furniture Co., Colum-
bus, Ind., in response to its growing music busi-
ness, has opened a special department in the
store at Sixth and Washington streets,

PHOTOGRAPH SENT BY WIRE FROM ST. LOUIS TO NEW YORK

Talking Machine Record Basic Factor in Remarkable Invention of French Scientist—Grooves in
Record Control Light Beam Which Makes Transmission and Reproduction Possible

A remarkable feat was accomplished on No-
vember 14 in New York when a photograph
was sent by wire from St. Louis to the New
York office of the St. Loouis Post Dispatch and
was received in the office of the New York
World and reproduced in excellent condition.
The photograph was sent by the new apparatus
invented by Edouard Belin, the French inven-
tor, and was made possible by the application
of the principle of the talking:machine record.
According to the description of the process, the
picture to be sent is turned into a talking ma-
chine record and the depressions in the record
govern the electric current which controls the
ray of light which makes the reproduction of
the picture possible. Just how the picture is
first made into a record is not disclosed, as this
is one of the secrets of the process.

In working on his invention, M. Belin decided
that a photograph—which can be produced only
by light—could be reproduced only by the same
means. In other words, the result at the re-
ceiving end of the line must be an actual pho-
tograph. That is the secret of his invention.
This has been aptly described as the transla-
tion of a phonograph record into terms of
light. The photograph to be sent is first turned
into a phonograph record. The needle of the
phonograph traverses every minutest part of
this record, and tlte diaphragm of the micro-
phone to which it is attached transmits over the

wire a current that varies with the surface over -

which the needle travels. It does not matter
how long the wire may be nor how far distant
the receiving apparatus, the variations of the
current arrive unchanged at the far end.

At the receiving point the current moves a

tiny silver mirror which quivers in time with
the vibrations of the diaphragm on the sending
phonograph. The quiverings of this mirror
send a ray of light flickering back and forth
through a small glass screen, graduated from
opacity to transparency and therefore allowing
the light to pass in varying degrees of intensity.
This varying ray is concentrated by a special
lens so that no miatter on what point of the
lens it strikes its focus is always just inside an
almost microscopic hole in the light-proof case
in which is the sensitized paper or film, on a
rapidly revolving cylinder.

The effect of this is to expose the sensitized
surface to a ray of light which, as the cylinder
revolves rapidly and progresses slowly along
the line of its axis, traces a spiral line around it
until all its surface has been covered. The coils
of the spiral are so close together that it takes
a powerful magnifying glass to separate them.
Thus the picture gradually grows, with all its
lights and shades, on the sensitized paper as
this revolves within its dark case.

The wide possibilities of this invention when
it shall be applied practically to the work of
the world are almost obvious. What would not
the newspapers of Boston and Chicago and
St. Louis and San Francisco, for instance, have
given if such photographs of the Wall Street
bomb explosion as appeared in The Evening
Worl& that afternoon could have been trans-
mitted to them simultaneously with the tele-
graphed news of that startling event!

With slight changes in detail even moving
pictures might be sent across the Continent,
for the apparatus can be made in any size to
transmit any form of phoetograph.

Price Twenty-five Cents

RATING SYSTEM FOR EMPLOYES

The Effort of a New York Establishment to
Determine the Value of the Services of Em-
ployes Will Be Followed With Interest

In an endeavor to get as good “a line” on
its employes as possible one of the department
stores is subjecting them to an interesting rat-
ing system. The rating chart is divided into
four parts—quality, quantity, experience and co-
operation—and each division has a maximum
credit of 25 per cent.

One of the most complicated ratings is that
of quality. This division of the chart is itself
divided into four parts with maximum ratings
as follows: Thoroughness and accuracy, 10 per
cent; neatness in work and appearance, 5 per
cent; courtesy, S per ceut, and initiative, 5 per
cent. At the head of the part of the chart de-
voted to quantity, which has five subdivisions, is
this note to guide the person doing the rating:
“Indicate in one column hereunder your esii-
niate of employe’s ability to accomplish the
proper amount of work, considering the condi-
tions and duties of the month.” In this divi-
sion the ratings are 25 per cent for maximum,
or perfect, 20 per cent for excellent, 15 per cent
for good, 10 per cent for fair and 5 per cent
for poor.

Under experience and co-operation there are
two divisions each. In the former the maximum
rating for knowledge of merchandise and gen-
cral store system, if a salesperson, or of non-
selling duties if that type of employe, is 20 per
cent. Five per cent is given for adaptability
for service in other departments. Under co-
operation 10 per cent is given for willingness
and 15 per cent for work and attendance.

For each employe rated the total percentage
is set down in a column at the extreme right of
the chart. Four persons are required to rate
each employe, in order to insure against any
possibility of unfairness. When the rating is
completed executives of the store feel that they
will have no -difficulty in giving honor “where
honor is due.”

COURTLAND B. SHAW’S NEW POST

Well-known Talking Machine Man Appointed
Manager of the Eastern Division of the Manu-
facturers’ Display Service Corp.

Courtland B. Shaw, formerly manager of ‘the
Dealer Service department of the Columbia
-Graphophone Co. and more recently merchandise
man of that concern, has resigned to assume the
managership of the Eastern division of the
Manufacturers’ Display Service Corp., of Chi-
cago, with offices at 71 West Twenty-third
street, New York.

Mr. Shaw started with the Columbia Co. in
1907 and during the past thirteen years has oc-
cupied many different positions in the local or-
ganization with creditable success.

Friends and associates of Mr. Shaw in the
talking machine business join hands in wishing
him success in his new enterprise.

REMINGTON OFFICES 'AEE ENLARGED

Space in Broadway Offices Doubled and Com-
pany Now Has Six Windows on Street

During the past month it was deemed neces-
sary to increase the office 'space of the Reming-
ton Phonograph Corp.,, and the additional of-
fices obtained make a total of six large windows
on Broadway. These windows will be suitably
engrossed, as the traffic is very heavy in the
vicinity. The natural increase in the business,
owing to the demand of the dealers for this
product, since the receipt of the sample instru-
ments, necessitated the addition.

See second last page for Index of Articles of Interest in this issue of The World
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Whether the talking machine industry is ap-
proaching a period of “normalcy” after enjoy-
ing to the full a muchly overbought market, the
signs seem to be that before the trade pendu-
lum does finally behave itself it will have to
swing to a buyer’s market—for a while.

In other words, business "diagnosticians and
prophets are predicting that we are on the out-
skirts of a year of intensive selling and keen
competition, with the heaviest burden on the
shoulders of the retailer.

The progressive retail merchant who is look-
ing ahead and laving his plans to accord with
trade conditions must. therefore, prepare for
intensive cultivation of his own immediate field.
He cannot afford to stray all over the lot, but
must get his full quota of sales from his own
community through concentrated effort on sales
economically made.

In formulating his campaign to sell more and
at the same time reduce his cost of selling the
live phonograph dealer is going to utilize to the
limit every possible medium that can help him
get the people, impress them and sell them.
Instead of tranquilly casting his line in the local
streams for the stray fish, the really progres-
sive dealer will get up early and stay late in-
dustrially whipping the advertising waters with-
out let-up to rout out every sale hidden in his
territory. This very intensity of effort calls for
a word of caution in the choice of media which
the retail talking machine and record dealer will
make to help him sell.

All advertising media are good: newspapers,
direct by mail, window displays, posters, car
cards, programs, motion picture—all can be
made to produce results if used with purpose
and intelligence. It is rather a question which
advertising medium will produce a greater aver-
age of sales for a minimum expenditure of
money. In an intensive and keenly competitive
market economy is bound to be the decisive
factor.

Merchandising men are agreed that window
display advertising is the most economical
form of advertising at the disposal of the re-
tail dealer. It is the logical medium in any in-

-tensive campaign for tangible and immediate re-

sults. In spite of the truly remarkable develop-
ment of the window display in the phonograph

' unrmumnw"mmmmmmmmummrmwlulmmumnnmmlhmmmmm||.nmummuu[mmmummummmmmmmﬂunmmnmnmnmmnnmummumnnmmmmmmmuum|1unm'nmumnuunmmmm‘mm!nnnmmmmum'muummumlu1|uu|u1um|m|uuummunuumumummmnmmmnmuumuuluumuuum it

What Is the Sales Value, the Actual Money
Value of the Retail Store Window

industry, which has marked it as the most pro-
gressive industry in America, talking machine
dealers have not yet fully realized for them-
selves the limitless potential possibilities of
window display advertising.

What is the sales value, the actual money
value, of a retail store window?

Harry Rieders, president of the Efficient Audit
Co., New York, made the significant statement
that “‘window display is estimated to represent
60 per cent of sales” in all retail stores.

Another estimate by a prominent window dis-
play expert that appeared recently in Adver-
tising & Selling was “that from 30 to 50 per
cent of the retail store’s sales are made from the
windows; that is, from those that are properly
trimmed.” The same authority states the valu-
ations placed by various stores on the money
value of their windows. Chas. Stevens & Co.,
Chicago, value theirs at $150.000 a year; R. H.
Macy & Co. value theirs at $150,000 a year; Lord
& Taylor, $100,000 a year; Famous & Barr, St
Louis, $10 to $25 per day per window, accord-
ing to size and location; B. Nugent & Bros,
St. Louis, $4 to $15 per day per window, accord-
ing to size and location.

A certain manufacturer who makes an article
that retails for one dollar sent out a window dis-
play to a number of his retail trade. The dis-
play was sent only upon specific request of the
store owner who promised to set up the display
in his window for a definite length of time and
also faithfully check up on all sales made while
the display was in the window. The follow-
ing represents the returns made by sixteen of
the stores:

By Joseph Ellner

Director Dealers Service Department,
Einson Litho., Imc.
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and value of windows from this angle. The
number of people who enter any store is alarm-
ingly sinall compared to the number that pass
by. If you figure out that one out of thirty,
perhaps, enters the store you will realize the
tremendous importance of in some way catch-
ing and holding the attention of the vast army
that passes vour store every day. What is the
use of your counter, your fixtures, your interior
decorations, your advertising, if the customer-
to-be blithely walks right past the place where
you can sell him?

An authority on the attention value of win-
dows recently checked the number of people
passing by a window in a small city with a popu-
lation of 26,000. One hundred and fifty-seven
people an hour passed in front of that window
from 7 a. m. to 9 p. m., or fourteen hours every
day, making a total of 2,198 persons. At the
crdinary rate of one out of thirty, which is lib-
cral, indeed, only 73 persons per day would
enter the store and the other 2,124 possible buy-
ers would pass on utterly oblivious to the store’s
very existence.

The function of the window display is to halt
those 2,198 oblivious persons and rivet their at-
tention on a human interest story that con-
veys a message. The primary object of this
message is to induce action. Not merely to
arouse the buying impulse, but to make mere
vague desire “go over the top,” to make the
desire to possess so irresistible that it must be
satisfied, is the true function of window adver-
tising. .

The properly conceived window display is

built on the basic idea that “illustration beats
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Stand out in front of your store some day and
figure out for yourself the relative importance

explanation.” The object is to transfer an idea

(Continued on page 6)

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

Boston, Mass.:
chine & Accessories Co.
Chicago, Ill.: T. J. Cullen
Cole & Dunas Music Co.

chine Co

Boston Talking Ma-

Cleveland, O.: Cleveland Talking Ma-

Reasons Why NYACCO Albums
Are the BEST

[In Six Chapters]
CHAPTER VI

The SIXTH consideration in the making of the -
NYACCO album shows the album all completed.
The pockets, made two in one, reinforced into the
solid wooden back by the staples, lie perfectly flat,
which gives the first attraction when the album

is opened.

Watch our final issue showing all
our six chapters combined into one

New York Album & Card Co.

DISTRIBUTORS :
Mil\éaukee, Wis.: Yahr & Lange Drug
0.
New York, N. Y.: Plaza Music Co.

Philf.de]phia, Pa.: Penn Phonograph Co.
ne.

Pittsburgh, Pa.:
Spokane, Wash.: The Northwest Phono-

Wasgington, D.C.: E. F. Droop & Sons
0.

Chicago Factory
415-17 S. Jefferson St.
Chicago, IlI.

C. C. Mellor Co.
Standard T. M. Co.

graph Jobbers, Inc.
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“Will there b
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Victrola in your home
this Christmas?”

This important question again confronts

the

until Christmas.
It 1s the key-note of our nation-wide holi-

people of the whole country right on

Victrola VI, $35
Mahogany or oak

Victrola IX, $75
Mahogany or oak

day advertising campaign, and its force is
sending thousands of customers into the
stores of Victor retailers everywhere.

“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 P’honograph products is misleading and illegal.

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

Victor Wholesalers

Milwaukee, Wis. ,.Badger Talking Machine Co.
Minneapolis, Minn..Beckwith, O’Neill Co.
Mobile, Ala Wm. H. Reynalds.

Gatcly-Haire Co., Inc.

Elyea Talking DMachine Co.
Phillips & Crew Piano Co.

Albany, N, Y

Atlanta, Ga. Victrola XI, $150

Mahogany, oak or walnut

Baltimore, Md.

Birmingham, Ala,.

Boston, Mass,

Brooklyn, N. Y....

Buffalo, N. Y

Burlington,
Butte, Mont.
Chicago, Il

Cincinnati, O.
Cleveland, O.
Columbus, O,

Dallas, Tex.
Denver, Colo.

Des Moines, Ia....
..Grinnell Bros.

Detroit, Mich,
Elmira, N. Y
El Paso, Tex

Ionolulu, T. H.....

Houston, Tex.

Indianapolis, Ind..
Jacksonville, Fla...
Kansas City, Mo..

Los Angeles, Cal.,
Memphis, Tenn. .

Victor Talking Machine Co. '

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

Cohen & Iughes.

E. F. Droop & Sons Co.

H. R. Eisenbrandt Sons, Inc.
.Talking Machine Co.
Oliver Ditson Co.

The Eastern Talking Machine

0.
The M, Steinert & Sons Co.
.American Talking Mach, Co.
G. T. Wiliams Co., Inc.

W. D. & C. N. Andrews.
l!uﬁ':}lo Talking Machinc Co.,
nc.

.. American Phonograph Co.

Orton ‘Bros.

Lyon & Healy.
The Rudolph Wurlnzer Co.
Chicago Talking Machine -Co.

Ohio Talking Machine Co.
The Rudolph Wurlitzer Co.

The Cleveland Talking Ma-
chine Co.
The Eclipse Musical Co.

The Perry B. Whitsit Co.

Sanger Bros.

The CKnigln-Campbell Music
0.

.M. ckel Bros. Co.

Elmira Arms Co.
W. G. Walz Co.
Bergstrom Music Co., Ltd.

The Talking Machine Co. of
Texas.

.Stewart Talking Machine Co.

Florida Talking Machine Co.
.J. W. Jenkins Sons Music

0.
The Schmelzer Co.
.Sherman, Clay & Co.

..0. K. Houck Piano Co.

Newark, N. J

New Iiaven, Conn.

New Orleans, La,.
New York, N. Y..,.

Omaha, Nebr.

Peoria, Il
Philadelphia, Pa..

Pittshurgh, Pa.

Portland, Me,
Portland, Ore.

Richmend, Va. ...
Rocliester, N. Y...
Salt Lake City, U.

Collings & Co.

.The Horton-Gallo-Creamer

0.

.Philip Werlein, Ltd.

Blackman Talking Mach, Co.

Emanuel Blout.

C. Bruno & Son, Inc

Charles H. Ditson & Co.

Knickerbocker 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.

Putnam-Page Co., Inc.

Louxs Buehn Co., Inc
C. J. Heppe & Son,

Thé George D. Ornstein Co.

Penn Phonograph Co., Inc.

The Talking Machine Co.

H. A, Weymann & Son, Inc.

..W. F. Frederick Piano Co.

C. C. Mellor Co., Ltd.
Standard Talkmg Mach. Co.

Cressey & Allen, Inc.

..Sherman, Clay & Co.

.The Corley Co., Inc.

.E. J. Chapman.

.The John Elliott Clark Co.

San Francisco, Cal.Sherman, Clay & Co.

Seattle, Wash,

Spokane, Wash. ..
St. Lonis, Mo. ....
St. Paul, Minn...
Syracuse, N. Y....

Toledo, O.

Washington, D. C..

..Sherman, Clay & Co.
.Sherman, Clay & Co.

Koerber-Brenner Music Co.

.W. J. Dyer & Bro.
.W. D. Andrews Co.

+The (’:I‘olcdo Talking Machine

Cohen & Hughes.
E. F. Droop & Sons Co.
Rogers & Fischer.

N

———

Victrola XVI, $275
Victrola XV1, electric, $337.50

Maliogany or oak
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ALL RECORD CUSTOMERS ARE ALBUM CUSTOMERS

MAKING THEIR SELECTION

Record in its Place

A profitable adjunct to the business.

quote prices.

ALL 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 manufacturmg facilities, and
considering quality our prices are the lowest.
us, giving quantity you may desire, and we will

Write

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

THE PERFECT PLAN

SALES VALUE OF THE STORE WINDOW

(Continued from page 4)

from one mind to the minds of others. A pic-
ture is the most potent force for transferring an
idea, as has been wisely observed: “One picture
is worth miore than a million words, if the pic-
ture is right.”

The window display must do two things at.

the same time: It must add prestige to the store
and it must sell goods. Costly, luxurious win-
dow fittings and striking color schemes and
other of the usual expensive trappings that go
under the name of *high-class” window display
material may seem to add prestige to a store,
but if they do not directly tend to sell mer-
chandise their value as window advertising 1is
nil. On the other hand, window displays may
be very clever, unusual, striking and ‘‘stunty”;
they may draw the attention of the idle and the
curious, but their appeal is usually at the ex-
pense of, rather than tending directly to. the
buying impulse. In other words, such windows
are very likely to divert attention from the mer-
chandise it is desired to sell to the extraneous
means employed to attract attention. Such win-
dow displays, with all their dramatic or artistic
merit, are merely modifications of the old-fash-
ioned electric buzzer that attracted your atten-
tion to the window and made you swear.
Strange as it may sound, the gravest danger
in window display, and one oftenest made by
retail merchants is to make an attractive dis-
play with the merchandise, instead of telling a
story about the merchandise. A window dis-
play advertisement must tell a clear, reasonable,

forceful and convincing story, be full of what
advertising experts call “reason why” in order
to overcome the last obstacle to the impulse to
come in and buy.

The more important talking machine and rec-
ord manufacturers are to-day doing some of the
most progressive 2nd consistent window display
work in the merchandising field. The window
display service departments of these manufactur-
ers are often splendidly equipped and headed
by practical merchandising men. The monthly
displays issued by these departments vie with
the best that appear in any class of stores in
the country. Yet it must be set down that
tieither the talking machine manufacturer and
recorder nor the talking machine dealer has
even scratched the surface possibilities of win-
dow display advertising.

Grudgingly ordering a subordinate to set up
the monthly window cut-out received from the
manufacturer is not manifesting the proper atti-
tude toward the vitally important subject of

~window display advertising. The store owner
must be thoroughly sold on the sales possibility

of windows. For both prestige and profit he
must be personally interested in having the most
effective windows obtainable. He must bring
to the task of making his windows add prestige
te his store and secure him trade his closest
study, all the ingenuity and inventiveness in his
make-up: his natural feeling for color effects and
his native or acquired merchandising sense
which will tell him at once that certain effects
will invariably appeal to the public. In short,
it is not enough for a talking machine dealer to
subscribe to the window display service of the

talking machine manufacturer. Complete as the
monthly display is in itself, it yet requires his
time and thought to make it a really powerful
sales force in his window.

Foot for foot, the window is the most valu-
able space in any store. Dollar for dollar, win-
dow advertising is the least expensive form of
advertising at the command of the retail store
owner—and for whatever is spent in thought,
time and money, good window advertising will
bring Dbigger returns on the investment than
any expenditure made by a talking machine
dealer or any other type of trade promotion
work.

NAVY D. S. M. FOR EDISON

ORAXNGE, N. J., December 5.—Thomas A. Edison
has received a distinguished service medal for
scrvice on the Naval Consulting Board, his sec-
retary said recently. The medal was mailed him
in a letter from Secretary Daniels. The citation
read as follows:

“For exceptionally meritorious and distin-
guished service in a position of responsibility as
president of the Naval Consulting Board.”

LEASES BUILDING IN DALLAS

Darras, Tex., December 6.—The Telo-Tone
Phonograph Co., of Chicago, Ill., has recently
leased for a term of years the two-story build-
ing located at Main and Austin streets and will
equip it for the wholesale and retail sale of
talking machines. . L. Weaver is manager of
the new enterprise.

»

In Acknotoledament

COUY At this season of the year there is prevalent
throughout the PEERLESS organization a sense of
satisfaction over the year’s accomplishment and a
feeling of just pride in its intimate relationship to the
success of the phonograph industry.
Y It is fitting, therefore, that we express at this time
our gratitude for the patronage and consideration of
the trade with which it is a privileged honor to be so
. closely allied.
: GI0) Greetings and best wishes to all—for an era of
greater achievement, peace and prosperity with the

birth of 1921. o %
PEERLESS ALBUM COMPANY : 43-49 Bleecker St., New York City %
¢

PHII. RAVIS, President

LRSS S LS

WEESRE SRR IS S S B Pl O G iR P S PR P PR TR LS PR P TR S Z8 T, ‘W&Wﬁ




Decemeer 15, 1920 THE TALKING MACHINE WORLD 7

DT TN SNV

<

A

AV

ANV

N7

ANV ANGAVZANZAN

NN

A S N A A T

NNV NI LN /N A

T

oSO

ANV

S AN AN AN A .V/.\\V/.\'—‘U"/.\V/.\"’/.\.ifg/\‘a’/_g\_"‘/;\n |

%

5

72T

AT

A" HIS MASTERS VOICE,

T T

A SN AT T S TENS

Victor
“Supremacy

Victrola VI, $35

Mahogany or oak

.

Victrola VIII, $50
Oak

Ay

The enormous public demand
for the Victrola, the unparalleled
success of Victor retailers every-
where, unmistakably tell of Victor
supremacy.

NATAS

LSRN

Y T, O R T

RIS

22

Victrola IX, $75
Mahogany or oak

NRT

“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 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 securc a perfect reproduction.

Victor Talking Machine Co.

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

Victrola X $125

Mahogany, oak or walnut

Victrola X1, $150 Victrola X1V, $225 Victrola XV], 275 Victrola XV, $350

Mahogany, oak or walnut ; Mahogany, oak or walnut Victrola XVI, electric, $337.50 Victrola XV1I, electric, $415
Mahogany or oak Mahogany or oak

ks
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I _ WHY OPTIMISM SHOULD BE CULTIVATED

HERE has never been a time in lustory when it was so essential

for business men to work more edrnestly with the object in
view of creating a hopeful and confident feeling in regard to busi-
ness than to-day. During the past six months there has been a
tendency to unsettlement, and the attention of our Government and
many of our people has been perhaps too largely diverted to inter-
national problems when it should have been directed to our own
business affairs and to the maintenance of trade stability.

Business of all kinds has been undergoing a reorganization with
its accompanying credit deflation and this has led to a psychological
situation among the purchasing public where it is awaiting changed
price conditions irrespective of the righteousness of the demand.
This aspect shou'd lead to concerted educational action on the part
of American business men—action with intelligence and concentrated
power behind the move—so that business progress may not be mate-
rially thwarted or the optimism which has properly dominated the
talking machine industry be undermined.

Most of our troubles are largely mental, and if men permit .

themselves to get into a frame of mind so that they indulge in pes-
simistic thoughts over business there are ninety-nine chances out of
every hundred that they will succeed in undermining trade opportuni-
ties. A pessimistic condition of mind foredooms men to defeat.
They start in handicapped, and they stand no show of winning the
race against an optimistic competitor.

We should have. faith in the business future, and faith in this
country’s ability to meet all demands made upon it—faith in its ability
to produce prosperity for over a hundred million Americans.

An interference with this program, we believe, is the over-indul-
gence in the propaganda of “thrift.” The cultivation of economy
1s not at all times good. It means restriction all along the line—we
mean by that rigid economy. Conservatism, of course, is always
wise and commendable, but to cultivate in a narrow spirit the so-called
saving idea—by giving advice to people to mercilessly cut down their
expenditures—means nothing else than the curtailment of business.

If we could cultivate the well-balanced side—to have people
work all along the same lines in which they proceeded in normal
times and in which they have been reasonably successful—it would to
a gredt extent cut out the uncertainty and it would get the depression
idea out of the minds of the American public.

The country does not need an overdoing of a thrift campaign
to-day; it needs more judicious buying, and the talking machine
industry is interested, as scarcely any other can be, in maintaining
the buying spirit. No one wants another orgy of extravagance, but
between extravagance and a spirit of miserliness which will stop all
buying and consequently all conmmerce, there is a great gulf fixed.

The mere accumulation of idle money may please the bankers
who are able to invest it in first-class bonds at eight per cent, but it
certainly does not make for business or prosperity in industry. The
propaganda against buying has been carried to a point where honest
merchants and manufacturers are penalized even mdre seriously than
the profiteers. This is not a square deal.

This is a tim2 when reason and common seuse should prevail—
not the time to abandon or ignore the established methods that lead
to business success. For instance, there is no reason why publicity
methods should be abandoned in the slightest. Keen advertisers
realize that advertising is a powerful force to stimulate business
confidence.

Men who are on the fighting lines of business realize that it is
at just such a time that the weak and inefficient retreat and abandon
the field to the stronger and more aggressive business forces.

If the talking machine men fail to do their share in the publicity
end of the business—fail to mold public opinion—fail to interest
possible buyers, then they are not contributing as they should, by
effort and example, to the maintenance of business activity.

NEED FOR SALESMEN WHO CAN REALLY SELL ]

ITH the much-discussed sellers’ market now in full swing

the need for salesmen who can really sell—men who can move
stocks of talking machines and records in an intelligent and satis-
factory way—is becoming more apparent every day. - Too many
dealers are inclined to move along the line of least resistance in the
sales field—to cut prices or sell on long time and small terms, and
indulge in other practices which are not along correct business lines.
This is a suicidal policy.

For some time past the retail talking machine trade has had
an easy time of it; there was comparatively little need for special
sales ability or any unusual strain on the mentality of the sales
force because the demand exceeded the supply. But just now the
retail talking machine field offers some real opportunities for the
energetic, capable salesman—the man of real ability—the man of
ideas—who will make a study of the entire selling field and apply
all of his intelligence and skill to building up a sales organization
that will show results.

Fhe salesman who can do this work is worthy of his hire, and
we feel sure that no merchant. will quibble about salary where
results can be shown. With a live organization the income of a
good salesman should be limited only by his ability to bring in
business. Interest in salesmanship must be revived, and in this
connection one of the large talking machine companies is. doing
commendable work in conducting a school where retail salesmen
are instructed in every essential detail in presenting their products
to the consideration of the buying public.

There is room for a big, directing mind in every retail institu-
tion—for a man of unusual grasp and vision, who will realize that
we are facing new conditions which call for the exercise of pro-
gressive ideas so that the public is awakened from its present
lethargy to the need of buying talking machines and records.

This plan calls for more than mere salesmanship; it calls for
a broad scheme of -publicity combined with salesmanship. The
purchasing public must be awakened by advertising to a realization
of the fact that music is an essential to-day as it was during the
war times. It is not the time for either manufacturer or dealer to
hide his light under a bushel. The situation calls for vigorous géneral-
ship. These are the days when the weakling disappears, and the
man of strength and originality—the man of action—triumphs. Let
us be up and doing!

SHAKESPEARE ON TALKING MACHINE RECORDS

HE aunnouncement that Sothern and AMarlowe, the noted Shakes-
pearean actors, have already started to record their art for the
talking machine, is of broad significance, for it opens still another

channel through which the talking machine can increase its usefulness
to mankind,
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There are, of course, linits to the recording of the spoken drama
in a way that will make it intelligible and valuable to the present and
following generations, but it is certain that Shakespearean works can
be recorded most successfully, for they all depend upon diction rather
than upon stage settings for their success.

Numbered among the most proniinent exponents of Shakespeare’s
works, Sothern and Marlowe should be able, by the recording of
thetr own interpretations of the various Shakespearean plays, to offer
to dramatic students of the future examples of interpretation that
should prove most valuable. It will be interesting to see just how
far this recording of the spoken drama can be carried on successfully.

CREDIT CONDITIONS HURT TRADE PROGRESS |

HE WORLD is in receipt of a number of complaints from

talking machine retailers in certain sections in which they allege
that their business is seriously retarded through the failure of local
banks to extend the usual co-operation in the matter of loaning
on instalment paper. They claim, moreover, that théy are at a
serious disadvantage in a financial way as compared with the larger
retail houses who have sufficient capital to carry their own paper.

The World has taken up this matter with a number of financial
men, some of whom are prominent in banking circles. They declare
that while the attitude of the country bankers is due in some respects
to their policy of sending surplus cash to New York to be loaned
on call at high rates rather than offer it to local business houses at
normal rates, the talking machine dealer himself is in a constderable
measure responsible for his own financial troubles, for the reason
that in many cases he does not carry a sufficient cash balance in his
local bank to give him financial status as a borrower.

They state that even the most conservative bank will, as a
rule, loan to a customer a sum approximating five times the amount
of his deposit, provided his financial situation warrants it. ILimited
balances on this basis give to a dealer limited borrowing capacity.
According to these financial men the remedy lies in the dealers sup-
porting their local bankers in order that they may in turn receive
desired accommodation without undue difficulty.

wishes for a Merry Christmas and a
New Year of Prosperity and Happiness

aslls e T

O ALL our friends in the industry best i
t

i

This question is a very important one so far as the develop-
ment of retail business is concerned these days, and it is difficult of
adjustment in a broad way owing to the absence of any retail
association of a national character in the talking machine industry.

I ADJUSTING TRADE TO NEW CONDITIONS

AKING everything into consideration, the tatking machine trade

in the main is most fortunate just now in meeting the new situa-
tion that has developed in the business field, for, although depression
has been most evident in many lines, this trade has felt it only to a
minmum extent.

There are those who feel that the industry is now undergoing a
housecleaning that will distinctly work to its advantage by eliminating
certain undesirable elements and putting the trade on a sound and
worthwhile basis.

There has been a general cleaning up in many sections of the
country of machines of little known value or standing, and it is the
opinion that, although the unloading of such lines has caused consider-
able disturbance to the dealers in the better known makes, it has served
to clean up things so that nationally known products of recognized
quality can again De featured to advantage. With selling to be done,
the retailers have found that it pays to handle lines with which the
public is familiar and in which it has confidence. This does
not mean necessarily old makes alone, but also the newer products
of recognized merit—instruments which have been properly made

.and marketed intelligently.

Housecleaning under any conditions is annoying and trouble-
some, but nevertheless often necessary and desirable. It will be well
if these adjustments in the trade are finished before the first of the
vear so that we can start off in 1921 with a clean slate. -
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26 East 125th St.
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1920--1921

We feel that the pear 1920 would be incomplete tithout
extending to our many friends the Season’s Greetings.

The Netw Bear without a doubt hag much in store for
the aguressive dealers in Wictor product.

Our best wishes for a jopous Christmas and a Netw
Pear of much Bappiness and Prosperity.

ORMES, Inc.

Wholesale Exclusively
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Tracing and Remedying the Causes of Sales
Which Are Lost by the Sales Force -
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There are few talking machine stores where,

for one reason or another, several sales are not-

reported lost each week. The dealer or man-
ager who is a genuine trade builder makes it
his business to find out just why these sales arc
lost. This does not mean “ragging” the sales
person in every instance, for it frequently hap-
pens that the salesman or saleswoman is not
entirely at fault—that there is something wrong
with the store system itself. It is up to the
man in charge to find out what is wrong
and remedy it, for the loss of a sale not only
means business lost to the store but also means
business that has gone to a competitor.

A live dealer in the East insists upon his
sales people keeping an accurate account of
every customer who goes out without buying,
giving the reason for the customer’s attitude,
and declares that the records of these failures
are more important than the sales record inas-
much as the sales are on the books and the
nmioney in the cash drawer, while the lost sale
is gone. At frequent intervals meetings of the
sales staff are held, when these records of lost
sales are gone over very carefully in an effort
to learn something from the various incidents.
An analysis proves at times that the sales per=
son has been indifferent, has made mistakes in
getting the records requested, or has endcavored
to talk the customer into buying substitute
rccords. Sometimes the customer is allowed to
go out because the record requested is not in
stock and there is little effort made to sell him
some other record. In all such cases the blame
naturally rests on the sales person.
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When dissatisfaction on the part of the cus-
tomer is traced to poor delivery service, an
unsatisfactory quality of goods or a fixed policy
of the store that makes it necessary to refuse
requests, exchanges, etc,, then the failure of the
sale is chargeable to the store management.
Tests have indicated that fully 30 per cent of
lost sales are due to the indifference of the sales
person. Sometimes the customer becomes tired

S

Every Lost Sale That
Is Charted Offers a
Guide to the Elimina-
tion of Faults of the

Sales Organization.
S e

of waiting and walks out without being served.
Other times he is escorted to a booth, given a
number of records for testing and then left
alone. Still again he may request certain rec-
ords only to be informed by the sales person
with a quite evident air of indifference that the
desired numbers are not in stock. This indif-
ference causes many lost sales, for no matter
how small the purchase the average customer
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1t~time is the
time to make a
kiling on the

By Fred
Parsons

likes to feel that the store is at least pleased
to have his patronage. When his trade does
not appear to have any value for the salesman
the customer naturally feels a bit peeved and is
likely to transfer his patronage to some dealer
who can display some slight interest in the
fact that the visitor is going to buy a couple
of dollars’ worth of merchandise.

Some lost sales are traceable to tricky methods
on the part of the salesman who sometimes’ tells
a deliberate falsehood in an effort to close
a sale. The sales person who is tricky is a
menace to business under any circumstances.
There is one remedy for this fault and that is
to get rid of him. Discourtesy is another fault
that is not to be tolerated. Careful investiga-
tion indicates that less than one per cent of
lost sales are traceable to dissatisfaction with
the goods offered, the balance being directly
chargeable against the attitude of the sales per-
son or to the store methods.

Every lost sale that is charted, therefore, of-
fers a guide to the elimination of at least one
fault of the organization, and while it is not
humanly possible to remedy all the faults, the
more flagrant ones can be taken care of easily
when once they are recognized.

\When it comes down to a question of actually
selling the goods rather than taking orders.
this matter of lost sales takes on fresh impor-
tance. With only a certain amount of business
to be divided among competitors the house of-
fering the best selling service has, with other
things being equal, the best chance of getting
the bulk of the business—at least a fair share.
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HE Christmas scason is

here, with all the world
on the quest for gifts. Along
cvery street sweeps a crowd
of men and women with
money to spend.

Herc and there a display
window halts the throng
with the strongest message
the busincss world knows:
Advertised goods.

A display of Motrolas in
your window—starting to-

B

day—will add tremendously
to their pulling power. Use
thc Motrola window card, or
one of your own. ;

Our advertising makes it
casy at all times to sell this
electric self-winding attach-
ment. Christinas time, when
the interest in phonographs
and phonograph accessories
is at its height, makes it eas-
ier yet.

E--

Why, man, you can make
a killing on the Motrola
simply by giving it a chance
—a little attention.

It's sensible, labor-saving,
modern, efficient—and inex-
pensive when you consider
the length and importance of
its service to phonograph
owners.

Millions have read about
it. It winds any make of
phonograph-—electrically!

=

D SAP-Colt A AN 15 SOUAINIRT AEADR. 1 RS TSN A ~T0F ¢ § RIS WA AR I ¢ W2 11 TIR IS B il AT AT Y & SRR EYTRRNETE A CHYZARDN 00 W ¢ RIS

LEORG N am &**3#1&“%@.?:6‘23& m@&»mmma&mwv;amz-Am%%m@&aww‘g@w.‘,@mmaw

0 T P o B AT AR AT PPy VS TV AP WAl 3 AR ) T ST A R A L O B L DY NI ASIR IS 7 7R3 AV D I RATON ¥R AT TIAGY S IR S WY1 VTIN5 SV AN LGPV b £ VO :‘

Si‘x B {‘:5-‘5;%5}’5*‘.’f”{".'iffi’é‘?»?’ﬁﬁ%@ﬂ?%ﬁﬁ%%@ﬂ%@%iﬁﬁ@&%ﬁ$$$'&‘36ﬁ@2@@@Qﬁ?ﬁﬁﬁﬁﬁiﬁﬁ?ﬁ@%@ﬁi:“

- H

MBI VERLRLINPERSS ﬁ&‘

240 4T 20 S BB 0 K VDN

SV

pogam

o8 st

e

le




The Talking Machine World, New York, December 15, 1920

R

———tia

“It came upon the midnight clear
T hat glorious song of old”

IT IS OUR SINCERE WISH THAT

Records

*, MAKE YOUR COMING SEASON |
ONE OF UNEXCELLED |
PROSPERITY AND

GOOD CHEER (

e

GENERAL PHONOGRAPH CORPORATION
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A SUCCESSFUL PLAN OF AUGMENTING SALESMEN’S WORK

Details of How an Enterprising Eastern Concern Gets Into Communication With Prospects as a
Means of Strengthening the Sales Contentions of Representatives

Discussing the subject of “Making Each Sale
Count” in System for December Norman Lewis
points out that the salesmen of an Fastern con-
cern were each written a Ictter a short time ago
which started out as follows:

“I have planned a little way to baclt up your
personal sales work with good, strong sales
letters from this office.

“You do not sell everyone you call upon. If
you did, selling goods would be so popular and
profitable that therc’d be no one left to run for
President.

“The reasons you don’t sell every prospect
are varied. Your man may be out of town, or
yvou may find him in bad humor, or any one of a
dozen reasons.

“Out of all this bunch of dealers whom you

call upon but are unable to sell there arec at
least a few very desirable prospects every day
who you know would give us fine representa-
tion.”
- The letter then pointed out how helpful to
the salesman it would be if the home office sent
out a personally dictated letter to cach one of
these especially desirable prospects, driving
home again the same sales arguments that the
salesman had put over in person, with perhaps
a few additional clinchers. It was explained
that this special work" was in addition to the
firm’s regular direct-mail advertising, which in-
cluded form letters, circulars, broadsides and
so forth, mailed at frequent intervals to the en-
tire list of prospective dealers.

The letter then went on as follows:

“I have had some three by five cards prepared
like the one enclosed and am sending you a
bunch under separate cover. All you have to
do at the end of each day is to fill out one of
these cards for each especially desirable pros-
pect you want followed up.”

The card had space for the prospect’s firm

name and address, his line of business, the name
of the buyer, whether the salesman saw him or
whether he was out, the price quoted, whether
the dealer handled any competing products, and
if so, why. There were several lines on which
the salesman was to put any additional infor-
mation that would help in writing a more per-
Sonal and effective letter.

While each prospect was written a personal
Ictter the amount of work was minimized
through the intelligent use of form paragraphs.

The plan pioduced big results, at small cost.
The letters were effective and paved the way
for the salesman’s next visit. The men saw that
the house was helping them and their enthusiasm
and loyalty, as well as their sales, were naturally
increased.

WORK ALONG EDUCATIONAL LINES

Morehouse-Martens Co., of Columbus, O., In-
troduce Oscar Saenger Record Course in Lo-
cal Sunday Schools With Great Success

The Morehouse-Martens Co., Victor dealer, of
Columbus, O., recently materially benefited its
business through the efforts made along educa-
tional lines. A four-lesson course in singing
from the Oscar Saenger records was given free
to the pupils of the local Sunday schools, under
the direction of Miss Stevens. At the conclu-
sion of the course a summary was made of the
progress of each child and a report on this was
sent to their respective mothers. As a result
many mothers had their children complete the
course. Of course, this also led to additional
Victrola sales. ’

Let us have faith that right makes might,
and in that faith let us dare to do our duty as
we understand it—Lincoln.

SPEND $25,000 ON EQUIPMENT

Special Rooms, Artistically Furnished, One of a
Number of Striking Features in the Establish-
ment of Geo. S. Dales, Akron, O.

George S. Dales, Victor dealer of Akron, O,
recently expended more than $25,000 on the ex-
pansion and interior fittings of his store. Some
of the rooms included in the Dales cstablish-
ment are most unique and should prove very
wonderful places for prospective customers to
visit. They include a Japanese room, a recep-
tion room, a handsome salesroom, a number of
Victor parlors, a special Galli-Curci room, a
Harry Lauder room and a special Caruso room.
Each roon: is decorated in a manuner highly ap-
propriate to 1its particular theme. In the rear
of the store there is a very fine educational de-
partment.

PASHAS ALL WANT VICTOR MUSIC

Period Models Desired for Luxurious Homes of
Wealthy Lords of Cairo

Cairo and the dreamy Nile and other places on
the map of ancient Egypt, which are celebrated
with_oboe obbligato in popular songs of the day,
are virgin territory for the sales of Victrolas,
according to L. Delanglade, who writes from
Cairo, Egypt, under date of September 28, says
the Stewart Talking Machine Co. of Indian-
apolis. Mr. Delanglade urges the establishment
of a Victor store among the bazaars of that
world-old city, saying that the “wealthy pashas”
are simply tearing their beards over lack of op-
portunity to furnish their palaces with Victrolas
of the elaborate period models.

“Nothing but old-fashioned machines that
screech and scratch are to be found in Egypt,”
says the writer. “These people are fond of dance
and opera music and Arabic tunes.”

His petition for an agency was referred to the
Victor Co. with the hope that something could
be done to carry Victor happiness to the land
of the Pharaohs.

3901 Sheridan Road
Chicago, Il

BELL HOOD

A profitable needle for dealers to sell.

2>

“The Bell Does It”’

Purifies the tone, reduces the scratching and mechanical sounds to a minimum.

SEMI-PERMANENT POINT—Loud—Medium—Soft

More than 2000 Dealers are now selling them with splendid success.

from the nearest branch.

THE BELL HOOD NEEDLE CO.

183 Church St., New Haven, Conn.

PETERMAN SALES CO.
Oneonta, Alabama

~

Semi-Permanent Needle

Mde by t Bell Hoo Neede o. i Co, S. W

IMPROVES YOUR PHONOGRAPH 100 PER CENT

N. E. M. I. T. CO.
127 E. 23rd St., New York City

Order

807 The Arcade, Cleveland

89 10th St., South
Minneapolis

Distributors for all states west of
Misaissippt River and Wisconsin
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The Columbia Grafonola
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COLUMBIA GRAPHOPHONE COMPANY, New York

These advertisements, three columns wide and four-
teen inches deep, are only a part of our powerful news-
paper campaign. Each one appears in 465 newspapers
with an aggregate circulation of more than 16,000,000.
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Columbia Grafonola

The Only
Non Set

Aut_omtic Sop '
We’ve Hammered

Away Like T his
for Months

a

Every Columbia dealer knows of

the great and ever-expanding maga-

‘ zine campaign by means of which we
make the merits of the Columbia

) Grafonola familiar to the public. '

ok for the
Lo TONE LEAVES

. ‘And now Columbia dealers are
seeing reflected in their Grafonola
sales the effects of this compelling
newspaper campaign, samples of
which are shown on these pages.

Exclusive Columbia Features
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fusive 1\'{""“,}:::'.;., Jou see them,thir the
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They All Have These

Exclusive Featureg

Backed up by these two great cam-
paigns, you cannot fail to increase
your sales if you take full advantage
of them. |

~ Tie up to them by using our Sales
Room and Booth Hangers, our
Monthly Window Display Service,
and our Dealer Advertising Service,
all of which are closely identified, in
both text and illustration, with these
two great national campaigns.
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COLUMBIA GRAPHOPHONE COMPANY, New York

Canadian Factory: Toronto
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*100 REWARD

will be paid to anyone giving
information which will enable
~us to prosecute and convict
the person, firm or corpora-
tion packing and selling steel
needles in envelopes similar to
the Brilhantone envelopes or
purchasing and placing on
sale steel needles so packed.

LTI
i

Brilliantone Steel Needles are sold only
'through our- regular distributors. Name of
jobber_in your territory upon request to-
gether with samples and prices.

Sales Agents for W. H. BAGSHAW CO.

BRILLIANTONE

STEELNEEDLE CO.frceporste

‘347 FIFTH AVENUE,
NEW YORK

Canadian Distributors: Thé Musical Mdse. Sales Co., 79 Wellington St. W., Toro.nto
Foreign Export: Chipman Ltd,, 8-10 Bridge St., New York City

AT 34th STREET SUITE 1003
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The aim of every talking machine dealer who
aspires to win the largest measure of success is
to bring himself and his establishment as close
as possible to the purchasing public. The aver-
age talking machine dealer is no stranger to
advertising, though he himself may not be a
large advertiser i his own locality. Every-
where he turns he sees the advertising of this
or that concern—ofttimes his competitor’s—and
cannot but be impressed with the fact that pub-
licity is a recognized force in modern business.
A music merchant is sometimes found, however,
who, while admitting that advertising is a
mighty good thing—in fact essential—explains
that his advertising is limited because he cannot
afford to use big space in the newspapers. The
trouble with such a man is that he imagines that
newspaper copy covers the whole range of ad-
vertising. He overlooks the fact—if he has ever
learned it—that some mighty good advertising
can be done without making a big splurge in
newspaper pages.

Somie of the most successful advertisers in the
retail trade are those who combine with their
newspaper advertising other avenues of public-
ity; who seek to make their stores the musical
headquarters of their respective cities; who take
an interest in local music and civic,affairs, and
by identifying themselves with every progres-
sive movement call attention directly to their
businesses. There i1s one Western dealer, for
instance, who, when a prominent artist appears
in his city, arranges an excursion for the benefit
of the suburban music lovers. The house looks
after all the details, charters interurban cars and
underwrites the whole affair. The transporta-
tion is sold at cost, and the music house realizes
its profit in the advertising that naturally ac-
crues.

Several other music merchants have gone into
the managing end of the music game to bring
support to their buisnesses and to attract atten-
tion. One dealer in the South, for instance, has
for several years underwritten a regular con-
cert series, bringing to his city a dozen artists
of national and international fame. In his work
he has enlisted the support of the music clubs,
the school authorities and the public-spirited
citizens of the city, and by conducting the con-
certs under his own name he hooks up most
emphatically with the musical life in his locality.

O O 0

Stimulating Activity in Musical Matters
Helps Sales and Is Right Kind of Publicity

I 0 11IlIlilIlIlIlIlIlll|IlI|IlllIlIlIlIlIlIlIlIlIlIlIlIlIlIlIlIIIIIIllIIIlIIIIlI|IlI|IlIlIlIlIlIlIlIlIlIlIIIlIIIIlIIllIIIlIlIllII|IlIlIlIlllIlIlIlI|IlIlIlIlIlIlIlIlIIIlIIIIIIII|IIIlIIIlIlIlIlIIIIIlIlI!IlIlIlIlIIllIlIlIlIlIlIII]IlIlIIIlIlIIIlIlIlIlIlIlIlIlIlIlIlIIIlIlIlIlIIIlIIIl!IIlIIIIIlIIIIFF.:

The retailer who does not keep in touch with
the musical affairs of his city and with the do-
ings of the musical clubs is missing a direct op-
portunity for advertising his business.

Make a list of a dozen of the large or small
town dealers in pianos and talking machines in
the United States, and it will be found that the
head of the house in almost every instance is,
and has bcen, closely identified with the musical
events in his home city. He has taken an active
interest in these events and lent his support in
a way that is bound to command attention, and
the result is always favorable. The more friends
the talking machine retailer-can cultivate among
the musical people of his city the stronger will

T R

Successful Advertisers
Who Combine News-
paper Advertising With
Other Avenues of Pub-
licity Generally Win.

S50

become his grasp upon their business, for it is
human nature to buy from a friend when pos-
sible.

Newspaper advertising may be considered an
essential, but it is not by any means the whole
thing. It may be regarded as the visiting card
that introduces the retailer to the people in his
community, and whether or not they become
more intimately acquainted with him depends
upon his own efforts. Looking after the.details
of the musical program for this or that organiza-
tion, furnishing announcements for concerts,
helping in the selection of the program, encour-
aging the younger clement to form orchestras
and take more interest in things musical, giving
recitals of the latest records in the store—all
come within the province of the “live” talking
machine man. It represents the personal appli-
cation of the principle of encouraging music

I R

advancement. Stimulating activity in musical
interests is the most direct method for stimulat-
ing the sales of musical instruments, and it is
advertising of the right sort.

The retailer who can develop the friendship
of the music lovers in his locality to the point
where they naturally come to him for advice and
assistance i the conduct of local musical affairs
Las little cause to worry about the growth of
his business, and retailers who have reached that
point are far from being uncommon.

The idea back of the whole movement is that
the retailing of musical instruments is not in
itself a separate thing, but is part and parcel
of the musical life of the community, affording
as it does the means for creating music. When
the retailer understands this angle of his busi-
ness properly he s i possession of one of the
important secrets of business development.

U. S. LEADING CREDITOR NATION

The United States is at present the leading
creditor nation in the world. This position
hitherto has been occupied by Great Britain,
which before the war had loans outstanding in
foreign countries of from $15,000,000,000 to
$20,000,000,000, while Germany stood second with
about $6,000,000,000 of foreign loans and France
third with $5,000,000,000. The United States was
then a debtor nation to the extent of about $4,-
000,000,000. :

What other nations did little by little over
many years, this country, under the pressure
of war exactions, did in three years. The change
in its financial position with regard to other
nations will necessarily make a profound change
in its future relations with other nations. It is
a change which is undoubtedly destined to bring
many other changes in its train.

DEATH TAKES JAMES 0. COOK

Word has been received of the death of James
0. Cook, senior member of the Cook & Hall
firm, Victor dealers at Hopkinsville,. Ky. The
death of Mr. Cook will be keenly felt by all who
knew him in this business. He was a veteran
in the Victor retail field and took an active part
in all things that were for the betterment of
good music.

THE ECLIPSE MUSICAL CO.
Victor Wholesaler

Cleveland, Ohio.

“HIS MASTER'S VOICE™

4 REG.U.S.PAT.OFF. %
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Charles Hackett, tenor star of the New York Metro-
politan Opera Company, sings Bartlett’s beautiful love
song, “A Dream.” This great exclusive Columbia artist,
singing symphony records in English, is good for
steady sales.

Columbla 79287%.

Columbia Graphophone Co.

_ NEW YORK

SOME INTERESTING FACTS ON MICA

Half of the World’s Supply of This Essential
Product for Talking Machines Comes From
India—Details of How Deposits Are Mined

Mica is one of the things for which, according
to many authorities in. the talking machine in-
dustry, no satisfactory substitute has been dis-
covered, and although it is not, like jute, an In-
dian monopoly, more than half the world’s sup-
ply of the mineral comes from that country. In
India it is very widely distributed. but the tracts
in which it is found in plates of sufficient size
to have a marketable value are few and strictly
defined. Mica in more recent years has been
mined in the Nellore district of Madras, but
the main deposit is in a belt about eighty miles
long and twelve broad, which lies in the north-
ern part of the Hazaribagh district and stretches
into the adjoining districts of Gaya and
Monghyr. The main center of the industry is at
Koderma, in the Hazaribagh district.

Mica does not occur in thick seams like coal.
but in small deposits or “books,” and a nica
mine or quarry presents the appearance of a
huge rabbit warren, the workers burrowing from
“book” to “book’” by passages that are some-
times just sufficient to admit a small boy. In
most cases very primitive methods are used, the
lower levels of the mine being reached by
roughly made bamboo ladders and the excavate
material being passed, hand over hand, from one
coolie to another. As the demand for the min-
eral has increased and the deposits near the sur-
face have been worked out, more scientific
methods are gradually being introduced. and
mica is now being dug by means of shafts 300
or 400 feet deep.

Mica has been extensively used in tlie native
arts of India from time immemorial, and it also
has a high reputation in Indian medicine.

The main importance of mica in modern in-
dustry, however, lies in the fact that it is one
of the best nonconductors of electricity and is,

therefore, indispensable in electrical engineering.
On this account the Government took over part
of the mica field during the war and worked it
as a State industry in order to insure supply.
Impetus was given to the industry about
twenty years ago by the invention of a method
of cementing small pieces of mica together and
molding them into sheets, which are called
“micanite.” In former days it was said that 80

per cent of the mica which was dug out of the
mines was waste, and great waste dumps of the
refuse, ghttering in the sun, were a conspicuous
feature of the mica mines and factories where the
splitting was done. Since this process of weld-
ing was introduced a considerable amount of
inarketable mica has been recovered from the
waste heaps, ard a larger proportion of the min-
eral that is excavated is being used.

THE “HERE TOO” MAN IN THE TALKING MACHINE TRADE

Too Many Dealers Satisfied to Take What Business Comes to Them, Instead of Going After It
Energetically—The Silent Salesman Idea Not a Practical Success

Some years ago there were two hot-corn mer-
chants doing business at the same crossing on
Sixth avenue, New York. Both were negroes.
One fellow, a little energetic cuss, with a voice
euntirely out of proportion to his size, walked
up and down the pavement with short, quick
steps, bellowing at the top of his voice, “Heah’s
you' hot cone. Bes’ what is, right heah, five
cents a ear.” The other negro, a great, big,
overgrown darky, would walk slowly up and
dowii his side of the street just barely mumbling,
“Heah, too; heal, too.” The first darky did a
land office business—the second got just about
enough to live on.

That system of competition applies to every
line of business, including the talking machine
business. Even to-day, after years of education,
years of coaching, of protesting, there are still
dealers who operate their stores on the ‘“‘here,
loo” plan. They have talking machines and
records to sell. That lets them out. Their com-
petitors have the same goods to sell, but with
this distinction—they sell them.

The only really successful silent salesman is
he casket in the undertaker’s window, and no-
body wants to buy that if he can help it. But,
every other product must be sold. If the dealer
can make a living by sitting down and waiting
for the trade to discover that he is selling talk-
ing machines and come in and insist on buying,

a fortune is in his grasp if he will simply raise
up his voice, either personally or through print-
ers’ ink, and tell the people that his store is not
just a private den, but is a business house.

In every newspaper one picks up to-day there
is to be seen talking machine advertising of one
sort or another, and it is the dealer who gives
that advertising a personal application, who
brings before the prospects the fact that he sells
talking machines and records advertised so lib-
erally, who is getting the most out of his busi-
ness.

There are too many of the “here, too’ variety
who are satisfied with the business that comes to
them without effort, and with the crumbs that
fall from the live dealer’s table, as it were.

RECORD ARTISTS IN WOONSOCKET

‘WoonsockeT, R. I, November 30.—The eight
Famous Victor Artists recently visited this city
for the second time and gave a concert that
aroused the enthusiasm of a capacity audience.
The concert was under the auspices of L.aRoe’s
Music Store, which establishment has arranged
for a number of other concerts by tatking ma-
chine artists during the present season. The
next feature will be the appearance of Reinald
Werrenrath, the noted baritone and Victor artist,
on December 12,
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Mr. DCGICT are you selling the Record Flasher? It is
very much in demand and invariably sold when properly

presented to your customers,

The Record Flasher is easily attached to any phonograph; it
it makes cumbersome
operations easy and simple in darkest corners where phono-

gives an abundance of illumination,

graphs are usually placed.

Beautifully finished in Nickel and Gold.
Packed (12) to a unit package may be assorted.

f Nickel finish w:thout battery $2.25

RETAIL PRICES < Gold “

l Batteries each -

Regular Trade Discounts to Dealers.
When writing always mention your distributor.

Manufactured by

STANDARD ACCESSORY CORPORATION

Milwaukee, Wis., U. S. A,

ORDER FROM YOUR JOBBER

355-357 East Water St. - - - =

IE‘.

- $3.00
- - - -$.75

IT’S NECESSARY—VERY NECESSARY
A O 0000000000
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A comprehensive survey of just what the talk-
ing machine has done to aid the cause of music
has been published in the New York Evening
Post as compiled by G. \V. Harris. He declared
that the talking machine has done more than any
other device or instrument ever invented to
democratize music and adds that the United
States would not have reached its present place
as the musical center of the modern world for
another century without the talking machine.
Europe has its endowed opera houses and its
subsidized orchestras, but the United States,
without Government or State endowment or
subsidy is supporting more musical organiza-
tions of all kinds and has more individual musi-
cal artists than ever before in history. The
growth of the popular appreciation of music is
evidence of a greater education along musical
lines. Due to the fact that every home may
now hear the best music by the world’s best
artists through the medium of the talking ma-
chine; it is evident that this instrument has been
a most potent factor in this advancement. Mr.
Harris asks some interesting questions and
answers them as follows:

Do the distribution and sale of these records
of performances by the foremost music makers
ofi the time prove that the talking machine is
helping to spread the appreciation of good music
and a love for the best?

\What kinds or classifications of records have
the largest sale to-day throughout the country?

Has. there been a relative increase in the de-
mand for classical and high-grade records, as
compared with cheap ragtime, jazz and the like
in the last fifteen or twenty years, and in what

O LB

- What the Talking Machine Has Done to Aid
the Cause of Music in America *
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ratio has this relative increase been noted?
What kinds of records are in greatest de-
mand in the cities, in smaller towns, in rural
commmunities? How does the distribution in
cities and in rural-places compare? Does the
demand-vary in different sections of the United
States—as the East, the South, the Far West?

S

Without the Talking
Machine This Nation
Could Not Reach Its

Present Place
Music for a Century
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With the idea that detailed information of this
kind would be both interesting and wvaluable,
these questions' were put-to several of the lead-
ing makers of talking machines and records,
and their answers show unmistakably that the
talking machine is an instrumentality of ines-
timable value in the cultivation of public taste
and the raising of higher standards in musical
appreciation throughout the land.

Generally speaking, these manufacturers
agreed that during the “natural life” of any pop-
ular record its sales far exceed those of the

5
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By G. W. Harris

From an article in N. Y. Evening Post
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more stable types; but it is questionable, in the
long run, if any seasonal record exceeds, in ex-
tended sales, certain records which have come
to be accepted as standard, or “permanent,” in
the record repertoire of to-day.

The manufacturers agreed that there can be
no question that the musical sensibilities of the
whole world have advanced with the develop-
ment of the talking machine. The obvious ex-
amples of this growth lie in a demand which
does not diminish, but increases with time, for
the better class of records. But there is other
evidence of a much more subtle but a more
potent kind. ’

It lies in the fact that the public at large de-
mands even in its popular records a higher de-
gree of musicianship than would satisfy it ten,
even five, years ago. Its ear has grown in sus-
ceptibility, and modern music, even of the most
“bread-and-butter” sort, involves definite artis-
tic elements the old-fashioned bandmaster or
the old-fashioned dance orchestra conductor
never would have dreamed of.

Some time ago the leading manufacturers, in
the interest of better music, began to rescore
many of the older, popular compositions. They
followed this by substituting for the ordinary
piano accompaniment with songs of the popular
type an accompaniment for the full orchestra,
retaining all of the resources of instrumental
tone color used by the great composers of the
world. For the purpose of strengthening a
voice, of keeping it true to pitch, of lending in-
terest to the pauses between the stanzas of a
song, enriching a composition generally, they

(Continned on page 19)
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- Standard equipment

130-132 West 42nd Street

The sign of a quality phonograph
Plays all records
Five beautiful models in mahogany

We make our own cabinets, and have exceptional manufacturing facilities,
so insuring maximum phonograph value for you.

In Case Design, Tone and Equipment, the
Stodart demonstrates a Quality Standard

Dealers handling this artistic instrument, report
constantly growing sales.

Send for new cafalogue—just off the press =
and full particulars of this proposition.

STODART PHONOGRAPH CO., Inc.

“PHONOGRAPHS WITH A PEDIGREE”

Bush Terminal Sales Building

DA RT

NEW YORK

h n!mr;'riréi!'rm

Make money and build prestige with the Stodart. 8| 1
!
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English Renaissance, de Luxe—Edgemoor

T he Public Appreciates Period Styles

HE able manufacturer and merchant do not wait

for customers to ask for goods that are not in stock
and then hurriedly try to get something that will do.
Far-sighted men anticipate public demand and cash n
because they have the new things first.

It 1s now clearly evident that in the future the prefer-
ence of many buyers of quality phonographs will be
more and more for the period designs. Dealers, even
the smallest, are finding no difficulty in selling period
Sonoras quickly, and 1t 1s well for you to recognize this
trend of popular taste so that you can be readv to
give your patrons what they want. On the following
pages is pictured the magnificent and unrivaled Sonora
line.
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. Italian Renaissance .
Gothic, de Luxe—Normandy Sheraton, de Luxe—Kenilworth Junior—Luzerne Louis XV, Standard—Lorraine

24 Wonderful Period Styles

A GLANCE at these pages will convince
every phonograph dealer that Sonora
presents a line of period models that 1s un-
approached in beauty of appearance, that 1s
unique 1n 1ts unvarying excellence, and that is
notable in the variety of stvles ‘offered for
selection.

The workmanship of these mstruments is
of a decidedly superior character, the cabinets
being the products of designers and artisans
who are second to none in the world and who
are equalled by few, if any.

- Not only in attractive appearance but i
important and exclusive features of construc-
tion Sonora 1s without an equal.

For fast, easy, profitable and more cask
sales, you need the famous

Duncan Phyfe, de Luxe—Fulton

THE INSTRUMENT OF QUALITY

gnor,

CLEAR AS A BELL

! - Jacobean Junicr,
Jacobean, de Luxe—Robespierre William and Mary, de Luxe—Raleigh de Luxe—Lancaster Queen Anne, Standard—Queensboro
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Gothic _Iuni(;r,
Adam, de Luxe—Westminster de Luxe—Notre Dame

Colonial, de Luxe—AMt. Vernon

Proof of Sonora’s Supremacy

T HE most important thing in a phonograph
is 1ts tone. Sonora welcomes comparison.
Every Sonora has the superb, pure, rich, clear-
as-a-bell tone which won highest score at the
Panama Pacific Exposition and Sonora 1s in-
variably selected when heard in comparison.

Sonora’s period styles are reproductions of
the works of the great furniture creators of all
time. They are #ot original creations, as he
would be a bold man who today would proffer
his designs as being better than those origi-
nated by such geniuses as Chippendale, Shera-
ton, Adam, Hepplewhite, and the other
masters.

Not only by the connoisseur, but by those
who are but shightly familiar Wlth flne music
and choice cabinetry, Sonora 1s recognized
as being Louis XVI, Standard—Royale

T — - —
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The Highest Class Talking i
Machine in the World }=<<

English Renaissance, de Luxe—

Italian Renaissance, Standard— ) ) )
Verona Hepplewhite III—Pembrook Hepplewhite Junior, de Luxe—Islington Edgemoor
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~ THE INSTRUMENT OF QUALITY
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g & CLEAR AS A BELL

The Only Phonograph Sold Without Offering
“Esy” Paymenis As The Leading Attraction

T ONORA 1s experiencing the greatest vear
Y in its history. Sonora production is still
far behind demand, and there are millions of
dollars of unfilled orders on our books. The
public is taking Sonoras as fast as they can
be made. Sonora’s quality, however, 1s never
lowered 1n order to “rush” production.

The Sonora owner enjoys the pride of
possessing this superb phonograph, the in-
strument of supreme quality.

. A Sonora agency becomes increasingly
Grand valuable each year. The Sonora, world Elite
famous, enjoys great popularity, sells quick-
lv, and makes money for Sonora dealers.

Sonora 1s licensed and operates under
BASIC PATENTS of the phonograph in-
dustry. Sonora’s future and the future of
those who sell Sonoras are secure.

Our enlarged factories are now 1n opera-
tion and we can add new dealers. Write now
regarding an agency.

Sonora Phonograph) Company, Inc.

George E. Brightson, President
NEW YORK: 279 . BROADWAY

Baby Grand

Canadian Distributors: I. Montagnes & Co., Toronto

Nocturne Invincible Trovatore
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becgan to use the counter melody and the obbli-
gato. These things are looked for in the popular
record of to-day, and if they do not exist even
the popular ear is unsatisfied.

By the simple process of “living witli things”
people grow to know and understand them. And
by the simple process of living with the best
niusical records for a fcw years the people of
Amcrica have been developing a musical under-
standing, a musical judgment, which has barely
yet been dreamed of. It has been charged that
the United States has not yet produced, among
its composcrs, any world genius, but it is true
that it has a host of good composers, many of
whom are excellent musicians, and whose knowl-
edge of music certainly is far above that of
many of the accepted composers of other days.

Another thing is interesting. People are be-
ginning to demand that popular and ‘“old-time”
songs be sung, to a greater degree than ever
before, by the great recording artists. It only,
of course, indicates the development of one set
of susceptibilities. But that the other set is
growing in cqual measure is evidenced by the re-
quests, almost as numerous, for compositions
of the better type—not only by singers, but by
symphony orchestras and even the string quar-
let.

One leading maker of records answered the
questions propounded thus, categorically:

“We classify popular songs and dances for
immcdiate sale to the public, while heart songs
and standard ballads have steady sale. The
former records sell quickly and in large quan-
tities; the latter slowly, but steadily. One class
is more or less ephemeral in value, the other
class lasting.

“T'o your second question, relative to the in-
crease in the demand for classical and high-grade
records, as compared with ragtime, jazz, etc, in
the last fifteen or twenty years, we would say
that there had been an increase for the better
sort, though it is relatively small; the ratio we
cannot accurately determine.

“Regarding the kinds of records in demand
i1 cities versus small towns, jazz and instru-
mental pieccs have a dccided lead in cities, while
smaller towns and rural communities seem to
prcfer the sacred selections and ballads. For in-
stance, Stephen Foster’s songs are steady sellers
in the country regions.

“Tt is difficult for us to allocate a distinct type
of mmnsic to a certain section of the country.
‘Blues’ have a rclatively larger sale in the South,
but, aside from this, distribution is about equal
in the various sections of the country.”

So, also, some said that they had been unable
to discover any distinct regional demand for rec-
ords; that city and country alike require to-day
a definite quota from each class, and that it is
surprising how, far from the great musical cen-
ters, compositions of the latest obvious type
are called for. In many instances it is easy to
infer for the individual in some remote section
as high a degree of musical culture as that to
be found in the cities.

“Distribution in other parts of the country
may be generalized by saying that between the
satisfactory demand for the ‘populars’ and the

Your Problem Is Ours

Good Profits (fo you)
-l- Good Service (to your customers)

'PARKS & PARKS, Inc.

Answer: TONAR RECORD BRUSHES

(Trade Mark)

Have we solved the above problem correctly?

Write to-day for prices and sample and see for yourself
*

New York Office, C. E. Peabody & Co., 186 Greenwich St.
Southera Representatives: I. W, Becker & Co., 226% Peachtree St., Atlanta, Ga.

TROY, N. Y.

call for ‘standards,’ ‘sacreds,” and ‘classicals’ the
distance is not as great.

Then, naturally, in such a cosmopolitan coun-
try as this talking machine record makers have
to meet the needs of the large foreign-speaking
population. These good people are large con-
sumers and the demand is divided among the
different nationals, each national demanding its
native music—French, French-Canadian, Italian,
Jewish, Polish, Hungarian, Russian, and so on.
The foreign type of rccord, containing, as it does,
the music from the various homelands, will be
found on sale even in the smallest hamlet of
Italians or Poles or other nationals.

As for the future, the record has its full
life ahead. The day 1s coming when these rec-
ords will be obtainable as readily as general
articles of merchandise, and as distribution 1s
perfected every dealcr will sell in greater quan-
tities. This will be but the sequence of the tre-
mendous distribution of the talking machine it-
self during the past five or six years. This con-
sumption, or, rather, the installing of these in-
struments in the homes of the peoplc must be
reflected in wmultiplied record sales.

EVANSVILLE STORE ENLARGES

Three new demonstration booths have been
installed in the music department of the Bandy
Furniture Co. in Evansville. Ind. The trade in
the talking machine section has grown so rapidly
that the equipment had to be materially enlarged.
This change necessitated altering the store front,
but the improvements justify the expense.
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AUTOMATIC STOPS

The simplest and most efficient Auto-

 Kirkman Engineering Corporation

matic Stop on the market.
They give excellent service,
are easily installed and are
absolutely guaranteed.

Send 50 cents for Sample Stop

484-490 Broome St., New York

FRIGHTENED BY OWN RECORD

Hulda Lashanska Calls Listening to Her First
Record Most Exciting Moment of Her Life—
Thing Seemed Uncanny, She Remarked

MiLwAUKEE, Wis.,, December 7.—When Hulda
Lashanska, noted soprano and Columbia artist,
heard her first record she had much the same
feeling as a person seeing a ghost. Her friends
chaff her about the glazed look that came over
her face when the sounds of her own voice came
from the instrument.

“Listening to my first record was the most
exciting moment in my musical experience up to
date,”” the pretty young singer said, telling of
her experience recently.

“l can’t describe the queer sensation it gave
me; I had the strange impression that somehow
there were two Lashanskas—that someone had
taken a part of me and was using my voice. I
sat on the edge of a chair, all eyes and ears, as if
I had never seen a graphophone before in my
life. The thing actually scared me. It made nie
uncomfortable and spooky, just the way .people
probably feel at a spiritualistic seance. If my
double had suddenly risen up out of the machine
in thin, vaporous, quivering shape I know it
‘would not have astonished me at all, for I was
simply hypnotized and a million miles away
from the recording laboratory. I kept saying
to myself, ‘Did I really do that? Is it really I?’”

Mme. Lashanska is known and loved not only
for her beauty and talent, but for her unbounded
charity.

During the war she not only devoted much of
her time to singing in the hospitals and encamp-
ments, but gave no less than $14,000 worth of
concerts to the Red Cross and other charitable
organizations, and sold $4,000,000 worth of Lib-
crty bonds through the medium of her voice.

All Mme. Lashanska’s training has been in
America, although she lived in Paris for a short
time in order to perfect herself in French, which
she now speaks like a native. Her diction in
this tongue, as well as in other languages, is
remarkable and has been commented upon.

Mme. Lashanska was heard in person in Mil-
waukee on December 6, when she appeared at
one of the Athenaeum morning musicales.

According to a dispatch from Christiania, im-
ports into Norway of articles of “luxury,” such
as motor cars, motor cyclcs, pearls, diamonds,

Jlaces, paintings, pianos and talking machines.

are forbidden by the Government.
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Henry Ford Says:

“The war is over and it is time war prices were over. There is no sense or wisdom in trying to
maintain an artificial standard of values. For the best interests of all concerned it is time a real practical
effort was made to bring the business of the country and the life of the country down to pre-war standards.”

We Agree With Mr. Ford, but Desire to Add

that we religiously maintained a fixed price all during the war that undersold
the market and gave the trade

An Exceptionally Good Product in

FHrima-Bonna

“The Instrument Inspired”
WHEN VALUE AND PRICE ARE CONSIDERED IT SELLS ITSELF

peti'tors and put the standard high
and the prices right before the war

From a standpoint of value—before
the war—during the war and even to-
day—PRIMA DONNA STILL RE-
MAINS the best phonograph value at
the price on the market. The reason
for this is the manufacturers of Prima
Donna saw further than their com-

and thus set a policy that has with-
stood throughout the price-changing
period, and it stands today as the most
substantial value on the market.

Can You Beat This?

Prima Donna truly is the instrument in-
spired, for it is all one could ask for
in construction, tone and fine craftsman-
ship.

Can You Do
Without This?

As an up-to-date dealer you must
realize the importance of co-operation be-
tween manufacturer and dealer in present-
day selling methods. This every Prima
Donna dealer is assured, as our special
local advertising and unique window slides*
have proven a wonderful sales booster.
We not only expect to sell to you but
help you sell the consumer, as our profit
is so small we MUST have re-orders,
and the only way to get them is to
help you move the goods.

Its tone value is enhanced by thc scien-
tifically constructed all wood amplifier.

All panels are five-ply and inserted in
a continuous frame, either genuine ma-
hogany or quartered oak. The mahog-
any cabinets are hand-rubbed to a high-
class piano finish.

In short Prima Donna is constructed as
well as any machine on the market and
very much better than a great many.

Bungalow

Model $95.

Will Y ou, Mr. Dealer, Show Enough Interestand
Sound Business Judgment to Ask for a Catalog?

The only Phonograph unre- QOur output from three big
servedly guaranteed for one factories guarantees you im-
year. 0 mediate deliveries.

i Bungalow....$ 95 Astoria........ $160
Stratford....... 115 Majestic........ 200

Blackstone....135 Parlor Grand.225

WE PAY THE WAR TAX

Guarantee Immediate Delivery—F. O. B. New York

If you are a good buyer and a buyer of good phonographs
and want a phonograph built by one organization from lumber to

finished product (not an assembled proposition) with the factory
standing behind its product and behind the dealer, write for our
Catalog and selling proposition today. Yes, we give exclusive terri-
tory if available.

Frederick P. Altschul

PRIMA DONNA

D i S t Y i b u t or . Y Blacks;o;;eSModcl

112 WEST 23rd STREET NEW YORK :
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Various Methods of Increasing Talking Ma-
chine Sales Interestingly Described wm. Biiss stoddard

0 00000 00

The mecrchants of Wichita, Kan., recently co-
operated in staging a Suburban Day, with many
special reductions, and the added incentive of a
refund of fare when the purchases reached a cer-
tain stipulated amount. Of course a great deal of
individual advertising was done, and publicity
that attracted considerable attention was got-
ten out by The Melody Shop—whose windows
featured the purchase of a Victrola on the club
plan. Several days before the sale all the
suburban patrons and many of the city friends
received through the mail large manila envelopes
containing cards gotten out in the form -of the

familiar school report card, which read:
e e e e

Y PUBLIC OPINION SCHOOL
Report of THE MELODY SHOP—First Grade
Branches Grade
StOCKS . .iiiiii i i i it Complete
I 5P I 5 6 50 60 0000600000 % 066800000 Latest
1(’Quality ................................. Highest
I (859 6 00000000000000000000000000000000d Fairest
SerVICE it iitiiiiii ittt Perfect
Advertising ....ooviiiiieiiiiaiioneanns Truth ful
Deportinent ......cceveveeeecececencans Courteous
Days Absent ..........oviunnn. Always on the Job
Times Tardy .......covvvinn.s Never Behind Time

This is to certify that THE MELODY SHOP has
heen promoted to the most popular class among the
Wichita stores.

CRITICAL SHOPPER, Teacher.

Of course you are going to take advantage of
SUBURBAN DAY.

Be sure to investigate our Club plan of purchase
of talking machines and records. Full information
on the other side.

0000000000000
n the reverse side of the card were stated the

initial payment and the rate of monthly pay-
ments, which were divided into several classes
to meet the requirements of different customers.
And Now Comes the Blue Bird

The Eastern Outfitting Co., Los Angeles, Cal,
has recently given considerable publicity to a
well-known line of talking machines. The best
bit of advertising was its show window. It
was lined with white crepe paper upon which
blue birds were appliqued, while a flock of them
was pasted on the glass, the line extending in the
form of a bow, so as not to interfere with the
view of the contents of the window. The floor
was covered with green felt and on it were
placed several phonographs. In the center was
a small yard enclosed with wire netting, in
which was a small house covered with blue
paper. Strutting about the yard was a rooster
dyed a brilliant blue. A white card, bordered
with blue, advised “The Blue Bird Is the King
of Them AIL” A little folder that they sent out
about the same time was sealed with a little

LR TR

Ll

Y72

]

&3

sticker in the form of a blue bird. On opening
the attractively printed folder it read:
00000 T

IE

THERE'S HAPPINES%I[{-‘SR YOU IN A BLUE

There is nothing like music to transform a “house”
into a “home.”” There is nothing like the magic
of a phonograph to hring happiness and harmony
into the fanuly circlee 7The Blue Bird phonograph
is a handsome, well-made machine that plays all
records. We have them in mahogany, fumed oak
and walnut—priced from $115 up.

We carry a full line of foreign and domestic

rccords.
EASTERN OUTFITTING CO.
SRR

Choosing One’s Advertising Medium

S EDINROHTTRORITNTTTH

This is the season when the advertising man-,

agers of the larger stores and, the proprietors
of the smaller stores are planning their advertis-
ing appropriations for 1921. How to choose the
most popular ones is sometimes a difficult prob-
lem. Many would have this solved for them,
and at the same time do a largely increased
busincss in the slack period that follows the
holidays if they would adopt the plan of Wither-
ill’s, Syracusc, N. Y. This store recently held a
coupon salc. They took a half page for the
purpose, the greater part of which consisted of
little squares in which certain records were
quoted at reduced rates, while in the center was
the cut of a phonograph, which was offered for
“Nothing down, and $5 a month, if this slip is
presented before November 15.” In each square
was inserted the name of the paper in which the
ad appeared. A large card posted in the window

explained the purpose of the coupon sale:
e e T e

In every home there is usually one favorite news-
[f)aper, the one upon which the housewife depends
or her daily store news. We want to know which

is your favorite. ur
COUPON SALE

has proven a most successful method of finding out.
When we receive the coupons they are all carefully
counted out and credited to the newspaper from
which they are clipped. Thus we are ahle to deter-
mine which is the best, the second hest and the third
hest, and’we distribute our advertising accordingly.
So you see how valuahle this information is to us,
and why we are willing to offer very extraordinary
inducements fore you to bring the coupons here dur-
ing the sale.

B0 00

To secure the merchandise advertised it was
necessary for the intending purchaser to bring
the square clipped from the paper in which it
was seen. The same ad appeared in the three
daily papers, so that each had the same chance.
It was up to the public to decide. The readers
were impressed with the fact that they were
helping to decide the policy of the store, and
many who would not otherwise have come de-
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Father Knickerbocker says—

$1 a Day

=

cided to have a look, at least, at the bargains
offered, and in this way assisted in creating
business during the month.

Keeping the Payments Coming Regularly

Since a great number of talking machines are
sold on the time payment plan many dealers
have found it difficult to secure regular pay-
ments. One of the dealers of San Diego, Cal,
has overcome this by keeping a card list of ali
such customers, with the dates on which pay-
ments are due. Each day the stenographer goes
through the card list, and about a week before
time for the monthly payment a short note is
sent to the customer, asking him to come to the
store to hear the new records, a list of which is
enclosed. The letter concludes with “Inasmuch,
as the next payment on your talking machine is
due January 9, I shall be glad to have several
of these records set aside for your entertain-
ment when you visit us to pay your account.”
In this way the customer is delicately reminded
of his. obligation, and yet in such a way that
those who come to pay frequently remain to
buy some new records.

DROOP & SONS CO. 63 YEARS OLD

Well-known Victor Wholesalers in Washington,
D. C., Started Business in 1857

Wasumneron, D. C., December 1.—E. F. Droop
& Sons Co., the prominent Victor wholesalers
and piano dealers of this city, recently celebrated
the sixty-third anniversary of the establishment
of the business, which was founded by Edward
F. Droop, father of the present heads of the
company, on November 17, 1857. There were no
special ceremonies to mark the occasion, the
fact being made public through the medium of
some attractive advertisements.

DEATH OF LOUIS POULAIN

Louis Poulain, for more than sixteen years
an Edison dealer in Clarion, Pa., passed away on
October 29, following a short illness. He en-
tered the Edison retail business back in 1904,
when he became a dealer in Edison cylinder
phonographs and records, later taking on the
dise, upon its introduction, and was active in
thc phonograph business until a few days prior
to his death.

.
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Will Bring Good Business Your Way

By Using

The Binger Window Display

Write for Particulars

4 | ﬁ'[-erri) Christmag and a
Prosperous Netw Pear’s Busginess
to the Yictor Trade

¥ HIS MASTER'S VOICE ™

%
|

‘KNICKERBOCKER TALKING MACHINE CO.

Metropolitan Victor Wholesalers

: 138 West 124th Street |
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Truth

The charm of the Gennett record is its truthfulness. It is not an imitation—not an
approximation —it is the artist. The tones, full-rounded, pure, the subtleties of
expression, the individuality, the personal magnetism of the artist are in the Gennett.
Your phonograph, if it is a good one, will reanimate the Gennett Record perfectly and
give you an entirely new musical experience. Hearing is believing.

Make the test by hearing some of the new Gennett Records. One of the most popular
is the new Gennett No. 4644, an 85-cent doubleface record which gives you the

privilege of listening to Mann and Shaw sing, “Like We Used To Be™ as well as
Hart’s pure tenor solo, “Old Pal.”

Any Starr dealer will gladly play for you without any obligation.
Gennetts better all phonographs— but are bext-Starr-p[ayea'

THE STARR PIANO COMPANY, Richmond, Indiana

—— o

NEW YORK  CHICAGO  LOS ANGELES  BIRMINGHAM  DETROIT  CINCINNATI
JACKSONVILLE CLEVELAND INDIANAPOLIS LONDON, CANADA
— — — esesnacar o e s
= = — e === = ===
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Tandy Mackenzie, new exclusive Columbia
tenor, sings that beautiful love song, “0Old
Fashioned Garden.” Stock up with this
record for new fashioned receipts.

Columbia Graphophone Co.
NEW YORK

Colum-

e

ORCHESTRAL INSTRUMENTS BY SIGHT, SOUND AND STORY

Plan of Musical Instrument Study Evolved by the Victor Co. That Is Meeting With Nation-Wide
Success—Big Educational Factor Along Musical Lines in the Schools

The formation of orchestras in nearly every
high school and grammar scliool throughout the
country is becoming one of the most important
divisions of public school music. The large
symphony orchestras of America are enlarging
their scope by making a direct appeal to chil-
dren by children’s coucerts with explanatory
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Specimen Chart and Page in Miniature From the
Victor Set of Eighteen Charts for Teaching
Music in the Schools

talks on the orchestra and especially selected
music and through the music memory contests.

Such movements are stimulating a very real
desire to know the orchestra, to hear its story
and to understand its composition. The logical
place to impart this widely sought knowledge is
in thc schools. Ever ready to serve the schools,
the Victor Co. has issued a plan of instrument

Orchestra of the High School, Oakland, Cal.

study known as “The Instruments of the Or-
chestra by Sight, Sound and Story,” which for
the first time in the history of music offers a
complete presentation of the instruments of the
orchestra in this threefold manner. The com-
plete series embraces a set of eighteen charts
(fourteen inches by twenty-two inches), show-
ing each instrument in microscopic detail in -its
natural color; two special Victor records (Nos.

35670 and 35671), which give the exact reproduc-
tion of the individual tone color of each instru-
went of the orchestra singly, then in family
groups and in full ensemble, each presented by
an excerpt from some well-known classic and
an accompanying booklet, which gives a full de-
scription of each instrument, its origin, history,
development and uses by various composers.
Before the Victor charts, records and booklets

were published there was no way by which the
thousands of boys and girls interested in orches-
tral music might hear all the instruments prop-
erly played, singly and in ensemble, and at the
same time see how each one looked. The ylay-
ing position of each instrument and the seaticg
plan of an entire orchestra, giving the numbers
of each instrument used and comparative value,
are of great usefulness.

The Victor Co. has prepared this work of
orchestral study at the insistent demand of
school people all over the country for many
years and now that it is available it is meeting
with a wide and enthusiastic reception and has
been productive of immeasurable good.

WEHRLEY MUSIC CO. ENTERTAINS

Interesting Demonstrations of Use of Grafonola
in Kindergarten Work Given Before Teachers
of Monroe County—Many Musical Features

StrOUDSBURG, PA., December ' 7—The Wehrley
Music Co., North Seventh street, was host to
the teachers of the Monroe County Institute at
the Stroud Theatre Academy recently when they
were given a musical treat and had the oppor-
tunity of seeing a demonstration of the intro-
duction of music in school work. A buffet lunch-
eon was served and greatly enjoyed.

Although the rainy weather kept many teach-
ers away, there were very many of them pres-
ent and all were delighted with the high qual-
ity of the program. One feature had to be
omitted. That was a practical demonstration
of the Columbia Grafonola and records using
kindergarten children from the Model School,
with Miss Lindstrom as the leader.

Evidence of sincerity in your line of argu-
ment awakens interest, while a four-flushing
chatter arouses suspicion. Lack of candidness
on your part may “hook” an order now and then,
but it never permanently “lands” a customer.

PHONOGRAPH RECORD LABELS

rds

rson

No. 503

Eme

FOX TROT

CAIRO (Medley)

ttredacog: “BEHINO YOUR SILKEN VELL™
1.2 Pi and Senophons
By VAN EPS BANTA TRIO
Composers:
HAROLD WEBKS ROSE-BURTNETT
605

oty

€ﬁ(q MADE UNDERYS PATNG 639452 ADDITIONSL (O
Son P:f"'"' 23,1917 OTYEA uu(nom:“‘_w

ONOGRARK CoMPANY ¥
©1308

of Records.

in design.

That will meet the requirements of the manufacturer
Our experience along this line assures
you of the best of results, quality as well as artistic
We make record labels for some of the
largest record manufacturers.

If we are not making any of the following Specialties
for you we would be pleased to quote you as our ex-
perience enableslus to give you the desired results.

KEYSTONE PRlNTED-SPEClALTlES COMPANY

321-327 Pear Street
SCRANTON, PA.

A (-

Our Specialties—

Phonograph Record
Labels

Gummed Stickers of
large quantities

Trading Stamps, etc.

[ el
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There’s always a more comfortable
feeling if a big house is producing the
phonograph offered for sale. Rishell
has 55 years of solid business suc-
cess behind it—certainty of quality, de-
livery, liberality of treatment, price
maintenance, evenness of discount,
ample trade help—and continuous sup-
port before the public.

Period console type in rich ma-
hogany or English brown ma-
hogany.

Quality _ Counts Plays all records without at- '

tachments.

Jobbers who are looking far ahead into the future should
be keenly interested in the most unusual business proposition
offered in connection with the distribution of Rishell Phono-
graphs. The Rishell franchise is the most desirable and
profitable opening for the jobber today, because Rishell is
the one phonograph of non-competitive quality, which
assures permanence of dealer contracts; satisfaction in the

individual sale; constant growth through the approval of the
owner.

Send TODAY for particulars of jobber contract

Rishell Phonograph Company } Williamspor.t, Pa.

New York Jobber: GRAND TALKING MACHINE CO.
268-270 Flatbush Avenue Extension, Brooklyn, N. Y.
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The prevailing conditions of
the buyer’s market are famihar
to every business man. The
public has definitely turned
away from cheapness, although .
it is demanding low prices. Big | i

manufacturing facilities, big )
'V'Ylvllvl
T ,
LI

stocks of materials, big assets,

make it possible to produce in
Rishell Phonographs the per-
fection of tone and inimitable
cabinet work at prices that
compete with mediocre “ma-
chines,” and yet yield the most
satisfying profit to jobber and
retailer.

Wryrite TODAY for details of a contract
that will put you in command of your market

Rishell Phonograph
Company

Williamsport, Pa.

New York Distributor:

GRAND TALKING MACHINE CO.
268-270 Flatbush Ave. Extension, Brooklyn
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From time to time in The World we have
emphasized the importance of dealers handling
a record stock that would be most complete in
every detail—a stock not confined merely to the
popular hits of the day, ‘but which would in-
clude all the standard numbers which form the
real backbone of any record library, and which
appeal to those of distinct musical inclinations.

While it is not hard to believe that there are
dealers who are sometimes indifferent to the im-
portance of handling records of the so-called
classic numbers, it is impossible to conceive of
the existence of any shop in the metropolis
which could invite the complaint of a writer in
the New York Globe, who presents his troubles
under the name of Pendragon, and tells of his
discouragement in getting the records he de-
sires in the following graphic story:

“Jazz music has only one mood—a mood of
sardonic hilarity; and its appeal is to the satyr
that lurks—and why not?—in ewvery breast.
Nearly all of us like it occasionally, but for a
steady diet it is something too coarse and di-
rect. It wasn’t jazz music I had in mind when
I took my way to a music shop and bought a
talking machine the other day, but certain well-
known orchestral records that had pleased me
several years ago—notably the andante of Bee-
thoven’s Fifth Symphony, the nocturne and in-
termezzo from “A Midsummer Night’s Dream.”
and a well-known elegie as sung by Caruso.

“l bought the machine first, and asked to have
it sent as soon as possible, for I haven’t a piano,
and my soul—admitting 1 have one—was thirsty
for music. Then I lingered over lunch with a
catalog of records, slowly compiling a list of
the numbers that appealed to me, and having an
extraordinarily good time in anticipation. FEven
though I can’t have an orchestra of my own, I
mused, as I walked back to the store, all these
riches are to be mine whenever I have the energy
to wind the contraption up and adjust the fibre
needle.

“The girl looked at my list doubtfully and made
a pilgrimage through the record stocks. She re-
turned looking a bit weary. “We have only one
of these,”” she reported. ‘“The Irish tune from
County Derry is the only one we have.” If I
were the kind of person who would let his
mouth fall open in surprise I should have done
it then. “But what use is the instrument to me

ii you haven’t any of the music I want?” I
asked. She was kind and tactful. She was sorry.
But she couldn’t help it. They were out of the
pieces I wanted. Perhaps I'd like to sit here
and make another selection? Somewhat dazed
I took a seat and pored over the complete cata-
log.

“Whenever I came across something it seemed
to me [ might like T asked for it. All around
me. from ten thousand little cubicles, came the
noises of jazz, mingling like a sound of many
ripsaws with an overpowering number of tin
cans descending a staircase. “Tiddle-De-Winks”
and “Gems From Irene” tripped over “Lowve

B M

Standard Numbers
Form the Real Back-
bone of Every Record
Library. They Appeal
to the Musically Elect

MR AR O

Nest” and the “Hy’n Dri” fox-trots—tripped and
fell prostrate with a hideous confusion of tym-
pani. Gathering my courage with an effort I
mentioned the Tannhiuser overture. No, they
didn't have it. The attendants were palpably a
little irritated by my choice. Wasn’t there some-
thing else? A catalog of the new August num-
bers was thrust into my hands. They had all of
these, they said. I knew they had, for I could
hiear them all going at once. “Blue Diamonds”
cut across “A Young Man's Fancy” with a great
shriek of automobile accessories, and “All the
Quakers Are Shakers” kept up a wild demon’s
dance with ‘“Harem Life,”’ “Dardanella,” and
the “Fluffy Ruffles” one-step.

““Yaddie Kaddie Kiddie Kaddy Koo’ and
“That Hula Hula” assaulted my ears from op-
posite directions just as I was hopefully bring-
ing up the subject of the Peer Gynt Suite.
Surely here was an old stand-by. It was old,

il

O

Why Every Dealer Should Keep His Establish-
ment Well Stocked With High Class Records

O 0 0 0L

I

concert version, out of the Vessella rendering.
“There’s not much call for these, you see,” the
girl said, smiling openly. “Sometimes we can’t
get them for as much as a year at a time.” I
knew then that I was an anachronism.

“Why didn’t I want what everybody else
wanted? Why should I come around bothering
them with requests for tunes of a bygone date
and fashion? The din redoubled about me.
“And He'd Say Oo-la-la” accompanied “Ching-
a-Ling’s Jazz Bazaar” in murderous concatena-
tion. I felt queer and more than a little mad.
It was time to give up. I left. I had lost my
desire for music. Visiting a sausage factory
doesn’t whet one’s appetite for dinner. What I
shall do with that talking machine now, I don’t
know.”

Now for the moral of the story. Admitting
that it is hardly probable that any store would
be so lacking in records as the one described by
our friend, it is nevertheless true that a record
stock should be well balanced and not confined
to popular records alone. The truth that the
standard selections are the backbone of the
record trade has been attested many times by
leaders in the industry. For the dealer to con-
fine his sales to the popular “hits” of the day
and neglect the classical records is not the bet-
ter part of wisdom. In doing this he is losing
sight of the future and is enjoying the false
glitter of fool’s gold.

Then there is the customer to be considered.
It is only the old, old story which is ever pres-
enit—a satisfied customer is a dealer’s best as-
set, and it takes a hundred good acts to wipe
out the ill feeling brought about by one incon-
siderate act or one example of poor service. To
be forced to tell a customer that you have none,
or only a very few, of the records he desires is
to lose his trade for all time, for it is an evi-
dence of the dealer’s inefficiency. So remember,
when you are looking over your record stocks
the story of your friend Pendragon—remember
and see to it that you are not the one to be in-
cluded in the list of careless dealers. If the shoe
fits, put it on.

Good-will, like a good name, is won by many
actions, and- can be lost by one.

Full Tone

Three for 30 cents

1—Perfect Reproduction of Tone

THREE BIG HITS

You Can Always Depend On

THE DE LUXE STYLUS

(The Best Semi-Permanent Needle Made)

TO MAKE THREE BIG HITS

3—DPlays 100-200 Records

The De Luxe is always glad to speak for itself—Send for samples—

Order thru your jobber or direct from us

DUO TONE COMPANY, Inc.

Sole Manufacturers of De Luxe Needles
ANSONIA, CONN.

2—No Apparent Wear on Records

Medium Tone

Liberal Discounts
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Gives Light and Music

For Tone and Volume This Instrument Is Unsurpasszd
Electrically Lighted and Operated

Plays All Records

Jobbing territory now being allotted

WRITE FOR LITERATURE

Fampagraph Company “5.oe- St. Louis, Mo,

CHICAGO OFFICE: 320 Republic Building
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NEWS OF THE TRADE IN TOLEDO

Toledo T. M. Co. Buys Three-story Building
on St. Clair Street—Business Outlook Is
Brighter—Victor Business Generally Good

Toreno, O., Dec. 4—The Toledo Talking Machine
Co. has purchased a thrce-story brick building at
121 St. Clair street, this city, and when altera-
tions are completed will occupy the entire build-
ing. The manager of the Toledo Talking Ma-
chinc Co., Chas. H. Womeldorff, says that with
the rapid growth of business and Victor produc-
tion on the increase his company was compelled
to scek larger quarters at once and not wait for
the expiration of the lease on its present
quarters. Modern equipment will be installed in
the new building, so that Victor products can
be speedily and economically handled. A model
shop and all advanced idcas pertaining to the
business will occupy a prominent place in the
new building.

Toledo has, it is belicved here, passed through
its worst season of business depression. Mer-
chants report good sales in the leading makes of
talking machines and records, but a considerable
lct-up in the sale of the lesser known makes of
machines.

Mr. Pete, of the Lion Store, reports that his
sales are ahead of the same time last year. The
Lion Store is exclusively Victor.

Mr. Elwell, of Grinnell Bros., Victor dealers,
is very well pleascd with business and expects a
big increase over last year.

The J. W. Greene Co., which handles the Vic-
tor and several other lines of machines and rec-
ords, reports business good.

The People’s Outfitting Co., Victor dealer, is
meeting with good success with the Christias
Club plan.

The Cable Piano Co. will soon move into
temporary quarters, where it will remain until it
can get possession of the new Summit street
store. Mr. Maag, of the talking machine depart-
ment, states that he will install up-to-date mod-

ern equipment in the new store.

He also reports
business as good.

The La Salle & Koch Co., Victor and Colum-
bia dealers, are having a good active trade and
will go into the holiday season short of stock.

Mr. Frame, of the Talking Machine Shop, ex-
pects to expcrience the customary holiday short-
age of Victor goods. The Talking Machine
Shop is an exclusive Victor dealer.

Mrs. Sheridan, of the Wm. B. Duck Co., ex-
clusive Victor dealers, reports machine and rec-
ord business as good.

The following wcre recent callers at the Toledo
Talking Machine Co.: T. A. Davies, of the Wm.
Taylor, Son & Co., Cleveland; C. H. Bennett, of
the Eclipse Musical Co., Cleveland; E. O. Little,
of Auburn, Ind.; C. Wagonlander, of Sylvania,
O.; Ed. M. Pratt, of Delta, O.; W. D. Rowlands,
of Lima, O, and M. D. Brown, of Clyde, O.

NOW THE SYMPHOLA CO.

Was Formerly the Irish Zono Supply Co., of
Belfast—New Quarters Now Occupied

>

The Irish Zono Supply Co., of Belfast, Ire-
land, is now doing business under the name of
the Symphola Co. and is located at 1la York
street. The proprictors of this company, which
manufactures and imports talking machines and
all kinds of musical instruments, are A. M. and
W. H. Smyth. For some time the plant has been
undergoing a reorganization and extension.
Now, with all alterations completed, the Sym-
phola Co. has opened in larger quarters, which
makes it possible to take care of the increased
trade with greater ease.

Writing to The Talking Machine World, W. H.
Smyth says that conditions in the trade in Ire-
land just at this time are very unsettled, but he
looks for a quieting down in a short time, and
then the talking machine industry will reap a
great harvest. Incidentally, he adds that he has
found The World “to be a veritable gold mine
of information and usefulness.”

ATTRACTIVE CRAYCRAFT DISPLAY

Craycraft Co.s Booth of Artistic Arrangement
Wins Attention at Meeting of Stock Breeders’
Association Recently Held in Noblesville

This attractive display of the Craycraft Dry
Goods Co., Victor dealer in Noblesville, Ind.,
is a splendid example of the work being accom-

Craycraft Co.’s Artistic Display
plished by the feld representatives of the Stew-
art Talking Machine Co., exclusive Victor job-
bers at Indianapolis, Ind.

An active campaign was started by the. Stew-
art Co. towards getting its dealers to realize
the importance of attractive window displays
and the neat appearance of their stores in gen-
eral. This photograph, as explained by the Cray-
craft Co., was one it was ablc to place at the
meeting of the Stock Breeders’ Association,
which was held in Noblesville.

A man who can see a doughnut is an opti-
mist; a pessimist can see only the hole.

Plays All Makes of Records

THE NEW MODEL E

GARFORD PHONOGRAPH

The Greatest Value on the Market
IMMEDIATE DELIVERIES IN ANY

New Mode! ‘E’’ Garford Phonograph

Write for Proposition

The General Phonograph Mfs. Co.
ELYRIA, OHIO
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QUANTITY

Superior Tone Quality
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SERENADO MFG. CO.

CeEDAR RAPIDS. IOWA
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THE PROOF OF SERVICE IS AN ORGANIZATION

There is a dealer under contract for the sale of The Serenado at each point
shown on the map.

Some of those dealers are large, some of them are operating in a small way

but each and every one of them contracted with us because The Serenado

was recognized as standard and of high quality and our effective co-opera-

gion agd the low prices made possible by our merchandising methods were
esired. '

They are continuing with us for the same reasons.

As states are opened the better class of dealers are taking on the line—isn’t
that a guarantee of service rendered?

SERENADO MFG. CO.
CEDAR RAPIDS, IOWA

All the World's Artists play and sing their best
I'or the Audience or JheSerenddo
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NEW HEADQUARTERS OF JONES MUSIC CO. DEDICATED

Progressive Concern in Washington, Pa., Recently Celebrated Opening of New Store With Three-
day Program—Modern Equipment an:! Furnishings Throughout—Comprehensive Line Carried

WasHINGTON, Pa.,, December 1—The new
quarters of the G. W. P. Jones Music Co., estab-
lished in 1900, are now located at 56 North Main
street, in a handsome three-story brick structure
that has no peer in any locality, outside of some
ot the large metropolitan centers, for its modern
arrangements and up-to-date surroundings.

In a word, it is a real music shop. It is at the
same time the delight of the music lover and the
pleasure of those who servc the many patrons of
the Jones Co. It is estimated that fully $100,000
was spent in the various improvements and the
store is most handsomely fitted up.

The formal opening of the new store was ccle-
brated in October. Tt is estimated that fully
30,000 persons passed through the store during
the three days. The first day was called Dedi-
cotion Day, when the Globe Orchestra, assisted
by Glenn M. Carson, basso, entertained a large
audience in the piano salons on the second floor.
In the afternoon the Current Events Club had
cliarge and the program was most fitting. The
Steinway piano was used. In the evening at 7
¢’clock Vaught's Orchestra furnished the music,
with Miss Charlotte DeVore, soprano, as the
sin'gcr. At 815 p. m. the Harmonic Choir was
the attraction, with J. Blaine Salzer as conduc-
tor, Miss Irene Jones, accompanist, and Miss
Mildred McKahan as violiniste.

Thursday was Student Day, Thursday night
Artistes’ Night, and Friday Society Day. The
musical programs were in keeping with the days
and attracted large and enthusiastic audiences.

. The exterior of the building is painted in a
beautiful colonial yellow trimmed in white. The
display windows and entrance are most attrac-
tive. Thc visitor is struck by the elegant taste
and beauty of the interior finish and decorations.
The walls are laid off in panels of robin’s egg
blue, surrounded by old ivory. All of the wood-
work and trimmings on this floor are in old ivory.
The whole is finished in the Adam style of archi-
tecture.

+ Just inside the door is a small lobby. The
floor is of quarter sawed oak. Just beyond are
the demonstration or record booths, on each side,
with a hallway between. There are sixteen of
these, enough to take care of all customers, and
they are absolutely sound proof. They are large
etiough to allow the customer to get the full bene-

t of the record. The walls of all the booths are
double, there being two panes of glass all around.

The Unit Construction Co., of Philadelphia, in-
stalled the new fixtures for the talking machine
department, which is one of the model depart-
ments of its kind in the State. The Victrola, the
Columbia Grafonola and Edison phonograph are
handled, as well as the Victor, Columbia and Edi-
son records.

In the center of the first floor and just back of
the booths are the rccord racks, which have a
capacity of 25,000 records. This company is
roted for its full stock of records, and many more
have been added during the past few weeks,
which will make it one of the most complete in
the country. Just back of the record racks is a
unit counter, which contains all of the wrappers,
envelopes and needles. On top of this is a plate
glass show case and on each end is a large coun-
ter with plate glass tops.

One of the features of the new establishment
is the music hall on the first floor. This is in the
rear, where there is an auditorium, twenty-four
fect wide by seventy feet deep, with a stage
twenty-four feet front by fourteen feet deep. The
seating capacity is 230.

There is a passenger clevator from the first
foor to the second and third floors.

On the second floor are the player-piano and
roil, sheet music and general musical instrument
“departments. The entrance is from the large
passenger elevator and an easy stairway, both in
the rear. The department for player-pianos and
player rolls is first, where a complete catalog of
Q R S, Vocalstyle and Melodee player rolls
can be found.

In the front half of this floor will be found
sheet music, upright pianos and musical instru-
ments of all kinds. The two departments are
separated by French doors, which add to the
beauty of the finish.

In the rear is a workshop, twenty-six by
seventy feet, where Victrolas will be repaired,

Ethel Blose Barr
pianos refinished and tuned, and in fact all kinds
of repair work done on all sorts of musical in-
struments.

Mrs. Ethel Blose Barr is in charge of the
record department, and in response to a request
by The World representativé made a selection
of the Victor records, which follow. Speaking

of them, Mrs. Barr said: “These records, while
affording a variety for lovers of music, would
retain their place as favorites in any collection.
I am personally very fond of these selections
and consider it a good list for anyone owning a
Victrola to purchase.”

Cacliz March (18057).......... Athenian Mandolin Quartet
Duna (64863).......ccvviiiieenennns Reinald Werrenrath
Elegie (Massenet) (89066).................. Caruso-Elman
Faust—DBallet Music (17284)...... Vessella’s Italian Band
Flirtation (87549) .......c.cievunnnn. McCormack-Kreisler
Good-bye (Tosti) (74550).c...cvvivinnnnnns Evan Williams
Hosanna (Granier) (88403) .Enrico Caruso
Irish Love Song (64346). .. ....Alma Gluck
Kathleen Mavourneen (18091)................ McKee Trio

Lanette—Waltz Caprice (Saxophone) (18117)
. Benne Henton
Love's Power Waltz (18092). .1lurtado Bros. Marimba Band
Lohengrin Prelude (64744)....Boston Symphony Orchestra
Lucia Prelude (Harp Solo) (17929)..Francis J. Lapitino
Mavis (64407) . ... iiiiinnniennnnnos .John McCormack
Passion Dance (18217)..Six Brown Bros. Saxophone Sextette
Quartet from “ngolcﬂo” (96001)
Scmbrich, Severina, Scotti and Caruso
Romance (from D Minor Couccrto. Op 22) (74600)
Jascha Tleifetz
Samson and Delilah (My Hear! at Thy Sweet Voice)
(64877) .ot N (.a]mcl]a Besanzom
Sextet from ‘‘Lucia Di  Lammermoor”™ (962
. Sembrich, Caruso, Scotti, Journet, Scverina and Daddi
Sing Me to Sleep (89094) Gluck-Zimbalist

Sirens’ Waltz (Accordlon) (17950) ............... Pietro
Slavonic Dance No. 1 (64488). ....Fritz Kreisles
Villanelle (74639).......ccuiitiieineenennnnn Galli Curci

NEW VOCALION RECORD PLANT

Aeolian Co. Buys Part of Colt Plant in Meriden
for Electroplating Department

MeriEN, Coxx., December 8.—The Aeolian Co.
recently purchased a large section of the plant
of the Colt ‘Mfgz. Co.,, on North Colony street,
this city, and will utilize the premises for lious-
ing the Vocalion record electroplating depart-
ment. The securing and equipping of this new
plant is expected to prove a factor in still further
inicreasing the production of Vocalion records.

The building acquired by the Aecolian Co. is a
oune-story structure of brick, on a plot of ground
fronting 100 feet on North Colony street and
with a depth of 200 feet. There is a railroad
siding in the rear of the property convenient for
shipping purposes. The acquisition of the new
electroplating plant follows closely upon the
opening of a new addition to the Vocalion rec-
ord factory here recently.

MR. DEALER:
You can sell Adora Phonographs

This model is 48 in. high
Retail price, $135

Write for catalogs and prices on ADORA PHONO-

and Accessorles

Every ADORA' sold sells

others.

'A trnial order will convince
you.

It 1s the only phonograph
made
guarantee.

GRAPHS, United States Music Rolls,

with a Five-Year

Puritan Records

242 E. Jefferson Ave.

Adora Phonograph Co.

DETROIT, MICH.
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