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The Highest Class Talking Machine in the World

ONORA dealers do not change—they are loval to Sonora
through all conditions.

In a world of unlimited competition, this 1s a most impressive fact.

Dealers have a large field to choose from—they invest their own
monev, time and brains—they naturally line up behind the nstru-
ment that makes this investment repay the largest profits. That
Sonora dealers are loyal 1s the highest tribute to Sonora’s selling
poOwer.

Sonora dealers k7now from actual present time, vou will find the
experience that Sonora sells to  Sonora a valuable addition. No
a better class of customer, with other instrument supples the
less effort than anv other phono-  umiversal satisfaction given by

graph. No matter what other SONORA.

make or makes vou sell at the

Sonora Phonograph Company, Inr.
GEO. E. BRIGHTSON, President

NEW YORK: 279 BROADWAY
Canadian Distributors: I. Montagnes & Co., Toronto

Canterbury

An addition to the Sonora
Period line, which has de-
veloped a wonderful popu-
larity wherever shown.

Lafayette

This new model is a step
I forward in Period design.
even for Sonora. Its aristo-
cratic lines carry an irre-
sistible appeal to the people
with real “purchasing

Lafayetse
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CLEVER PLAN GETS PROSPECTS

Merchant Distributes Scratch Pads to School
Children, Offers Present for Filling Out Ques-
tionnaire and Thereby Gains Prospects

A task which the merchant usually finds ex-
tremely difficult is the gathering of names for
his prospect list which make live prospects.
Many plans have been tried with more or less
success, but oune clever plan for obtaining the
names of prospects, as well as important data,
which it is important that the dcaler should
possess, was put into effect recently by a mer-
chant at very little expense and trouble.

This progressive dealer bad a large quantity
of small scratch pads prepared, cach one mounted
on an index card, so that when the pad was
turned over the holder could not avoid secing
the very simple questionnaire which the card
contained.

These pads were given to the teachers in the
public schools for distribution among the pupits
in their classes. Naturally, the children read
the card and the first thing that they saw was
an announcement to the effect that each one an-
swering the questions on the card and bringing
it to the store would be rewarded with a pres-
ent. The questions which the children were
asked to fill in were as follows: The child's name
and address, date of birth, father’s name, if liv-
ing; where employed; mother's name, if living,
and the names of brothers or sisters.

The cards were returined by the hundreds, and
the merchant had a ficsi-class prospect list at
hand, not only for the present, but also for future
years, since it is obvious that the school children
of to-day are the buyers of to-morrow. The
printing of the cards and the distribution of nov-
eities to the children. who returned the cards
with the required answers, cost only a compara-
tively smatl sum.

BOOSTS ONE RECORD EACH MONTH

Texas Dealer Builds Up Record Business by
Sending Sales Promotion Letter to One-third
of Mailing List Each Month—Proves Success

Ei Paso, Tex., February 3—The talking machine
record business of the Tri-State Talking Machine
Co. herc is booming due to the fact that the con-
cern concentrates on onc particular record cach
month, through the medium of a personal letter
signed personally by the manager. These letters
are sent to one-third of the patrons whose names
appear on the mailing list in addition to the
regular supplements and enclosures. Ia this
manner the clientele of the company is reached
in connection with the sales promotion of a spe-
cial record every three months. The advantage
in reaching a customer in this manner at such
lengthy periods is that the customer docs not
gain the impression that the company is merely
actuated by selfish motives in drawing attention
to particular records, but feels that a sincere
attempt is being made to render a real service

WORLD’S CHAMPION RECORD CRITICS

Steamship Men Select Records in All Languages
for Use of Steerage Passengers

Thomas Hardy, commissary “superintendent,
and W. T. Robertson, shore steward of the United
States Lines, arc the world’s first steamship
talking machine music critics.

The United States Lines, after providing cabins
for their steerage passengers, decided to furnish
music. Talking machines were placed in the
third-class quarters of each oi the company's
steamships. Messrs. Hardy and Robertson, dele-
gated to select records in every language, have
listened to hundreds of records and boast of
having whistling repertoires of the world's best
operas, waltzes and jazzes.

C. A. C. HONORS T. H. TOWELL

Head of Eclipse Musical Co. Elected President
of the Cleveland Athletic Club

Cieveranp, Q. February 1.—T. H. Towell, pres-
ident of the Eclipse Musical Co., and also presi-
dent of the Cleveland Cadillac Co., has captured
another presidency, and one that does him par-
ticular honor in that it reflects the esteem in
which he is held by some of the leading business
men of Clevetand.

Mr. Towell, in short, has been clevated to the
position of president of the Cleveland Athletic

T. H. Towell
Club, one of the leading clubs of its kind in the
West, after having been a director of the club
for the past seventcen years.

Mr. Towell, who has been counected with the
talking machine industry since its infancy, and
as head of the Eclipse Co. has proven an impor-
tant factor in the distributing of Victor products,
is distinctly popular among the mmembers of the
taiking machine trade, who will be glad to learn
of the new honor conferred upon him

WINDOW DISPLAY FOR THE CURIOUS

Merchant Plays on Curiosity of Public by Making
Window Opaque and Arranging Peep Holes,
Through Which to View Display

Curiosity is one of the most easily aroused
emotions in human existence, and one dealer,
knowing this, reaped much profit through the
aid of his display window. The first thing which
he did was to take out the merchandise which
had been in the window. He next painted the
entire window opaque, leaving only a few small
peep holes. QOver the peep holes the following
words were printed in large, striking letters:
“Stop! Lookl Listenl” Curiosity impelled about
nine out of every ten persons to stop and take
a look through the peep hole. They saw several
beautiful models of tfalking machines. one of
which was playing, operated electrically. The
theme of the display was the living-room of a
comfortably furnished home, and in a prominent
place in the window was a selected list of the
most popular records, The plan proved extremely
valuabte as a business and publicity stimulator.

NEW VICTOR STORE IN MASSILLON

MassitLon, Q., February 5.—The C. J. Duncan
Co. plans to open an exclusive Victor shop in its
newly completed building in Main street about
February 15, Mr. Duncan announced this week.
The pariors witl be on the second foor over
his new jewelry store and already many of the
furnishings and the fixtures are on hand and are
being instatled. For years Mr, Duncan has
confined his efforts to jewelry merchandising.

Price T wenty-five Cents

YAHR & LANGE CO. CONFERENCE

Sonora Phonograph and Okeh Record Jobbers
in Milwaukee Entertain Dealers in That Ter-
ritory at Important Successful Sales Mecting
MiLwauker, Wis, February 8,

ful conference of dealers in Sonora phon p

angd Okeh records in Wisconsin and U

Michigan was held in this city recently s

headquarters of the Yahr & Lange Drug

wholesale distributor for those products in thi
territory.

The conference was snappy and right to th
point and produced many excellent business ideas
for the benefit of the retailers. The General
Phonograph Corp. provided an claborate demon-
stration of Qkech records,. and the recording
proccss was explained in detail. The various
n:odels of Sonora phonographs were also studied
and discussed at length.

During the course of the conference the visit-
ing dealers were cntertained at dinner by the
Yahr & Lange Co., the speakers of the cvening
being Fred H. Yahr, president of the company
R. H. Lanz, chairman of the dinner, and Charles
Neumeister, representing the General Phono-
graph Corp.

In discussing the gencral business situation
and the outlook, Mr. Yahr said, in part: “The
year 1922 will be one of inevitable competition,
and as never before business men will seck re-
corded practical facts. Emphasis must also be
placed on the ill-advised business policy of price-
cutting. The manufacturers have tried mighty
hard to save the dealer from himseli in this re-
spect, by insisting that a price standard be main-
tained. The shortest route to bankruptcy is by
employing such tactics. \We cannot prosper un-
cqually and our interests are so interwoven that
to break one thread means to weaken the whole
fabric of business relations. Good will always
has been, and always will be, the only sure
road to the realization of our ambitions, that
1s, a healthy and prosperous phonograph and
record business.’

THIS IS REAL MERCHANDISING

Garver Bros. Co., Located in Town of 1,000
Population, Closed a Gross Business of Over
$700,000 During Past Year—Quite a Record

most success-

StrassURrG, 0., February 5.—Although corn fields
are visible from the windows of the Garver
Bros. Co. store here, it did more than $70{.000
worth of business in 192}, according to G. A.
Garver, head of this unique country store.

‘Our music department did a remarkable busi-
ness in 1921 and we intend making the present
year the best in the history of lhe store,” he
declared.  All business comes from the rural
districts. The store handles Victor products.

The company is completing a new $250,000
warehouse, which when completed will be used
partly for the storage of musical instruments
and talking machines. The store is located in
a town of less than 1,000 people.

BUSINESS CHANGE IN ZANESVILLE

Spence Music Co. Takes Over Stock and Fix-
tures of Home Music Co., That City

ZanesviLre, O., February 3.—The business of the
Home Musi¢ Co., which handles the Columbia
Sonora and Brunswick lines at 310 Main street,
this city. was discontinued recently, the entire
stock of the company, together with the equip
ment of thc store, being taken over by the
Spence Music Co.

The Spence Music Co. will continue to handle
the scveral lines featured by the Home Co.
in addition to the Victor line, which the Spence
Co. has handied for some time past.

See second last page for Index of Articles of Interest in this issue of The World
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Ou the occasion of a recent visit of the writer
to the Broadway store of a talking machine dealer
there occurred an incident with a moral. It is a
concrete example of what we mean by “store
atmosphere,” in this case atmosphere of a nega-
tive kind. \We are going to usc it as a text for
this article on “storc atmosphere,” a neglected
subject, which plays an important part in the
fortunes and failures of talking machine retailers.

While the clerk in charge was busy with an-
other customer, a stout, prosperously dressed
gentleman, probably a business man with plenty
of ready cash, stepped briskly in. He had to
wait a few moments to be waited upon, and his
gaze roved about the store. Suddenly his gaze
rested upon a iramed notice upon one of the
walls, and he turned to the writer and exclaimed:

“Look at that sign, there! Read it! ‘Posi-
tively no checks cashed.” Fine way for a busi-
ness man to greet a customer. \Why, that man
is telling me in advance that he doubts my hon-
esty! Perhaps he does, but is it going to do me
any good to tell me about it in a bold sign
flaunted on the wall? \Why bring up the sub-
ject at all uuless it arises? Will that sort of
grecting get my tradc? I should say not!” Aund
he turned and leit the store.

That dealer lost a potentially good customer
through a thoughtless plan of saving himself a
little extra trouble. A dealer must, of course,
usc discretion in cashing checks, and his rule
of cashing “positively no checks” was very likely
a wise one. But the number of persons who re-
qucst this favor would probably be so small that
lie could wait and meet each request with a tact-
ful statement of his rule and his rcasons for
maintaining this rule.

Granting that this particular customer was un-
reasonable in his attitude, the psychological rea=
son for his anger is perfectly apparent. The im-
plication in the sign is that there is a possibility
of his cheating the proprietor of the store. Here
is a merchant who does not trust him—he cries it
from his wall,

Now, this is distinctly a case of creating store
atmosphere, but atmosphere of a negative sort.
This merchant is ¢reating an unpression of hos-
tility in the minds of customers. Little things
like this must be considered careiully for the
cfiecct upon customers. Everything the iner-
chant docs must be analyzed, particularly from

ML T Tt el 1T

DeveIOpmg a Store Atmosphere That Im-
- presses the Deswal_)le

T TR ST _.-mr.mtm
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the all-important viewpoint of store atmosphere.

Let us take the question of store atmosphere
n the positive sense, Flere is a practical example
of what we mcan by it. The noonday ¢oncert
idea scrves the purpose of attracting persons
to the store, but more important than this is
the effect it creates on the visitor to the store.
A beautiful concert, such as is the daily event
with a number of talking machine merchants,
gives a great deal of pleasure to its audience.
The customers are thankful to the merchant for
providing them with this music and ¢onsciously,

«ﬂwli'ml l

It Is the Little Fea-
tures of Service That
Never Fail to Arouse
Appreciation and Sup-
port of the Customer

S i TR
R
or subconsciously, put him down as a thought-
ful merchant. The daily organ recitals at John
\Wanamaker’s stores make thosc stores a pleas-
ant place in which to shop.

The Ward c¢hain of shoe stores in New York
have caught the spirit of creating “store atmos-
pherc.” Here is an example of their method:
They have observed that nine out of ten pur-
chasers of shoes immnediately go to a shoe shine
parlor for a shine to get rid of that “new” look.
Accordingly, they have installed a pair of chairs
and dark-skinned “shine-'em-ups,” and as each
customer reccives his change he is politely in-
formed that he may have the new shoes shined
on thc way out. The result is an appreciation
of the thoughtfulness on the part of the merchant
that cements the good will of the customer.

[f the store should bc located at the terminus
of a suburban trolley line, the public should be
made welcome to use the store as a waiting
rooin, The music of the "talker” makes the
store a pleasant place to wait for street cars.
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By Thornton Hall
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Oiten sales will be made to suburbanites who
are waiting for the trolley home aund are re-
minded of records that they ought to take home.
This waiting room should be made comfortable
with a few easy chairs. This idea will pay divi-
dends, both in extra sales and good will.

A fine example of what thie writer means by
store atmosphere may be found in the case of a
Cleveland dealer who operates a concert ticket
bureau for the convenience of his patrons. This
dealer assigns one of his clerks to the manage-
ment of the details, and this person keeps a rec-
ord of all of the better type of musical enter-
tainments and events that are to be held in the
city. Posters and advertiscments of each event
are furnished to the store’s bureau and are dis-
played prominently in the store, and tickets to
the concerts are always on sale at the bureau a
few days in advance.

In this way the general pubtic in Clevelana
has come to subconsciously associate this dealer's
name with music. There is, of course, no charge
made for this serviee, but one may be sure that
there are ample profts accruing to the dealer
in the form of good will, which, aiter all, is a
very material form of profit. It is every bit as
necessary to the permanent success of a retailer
as anything he has in stock. A close associa-
tion with the local musical profcssion has de-
veloped as a natural consequence of the activi-
ties of this bureau, and the public at large has
¢ome to recognize the store as a sort of clearing
house for musical cvents. Consequently, the
prestige of this particular dealer as a purveyor
of a high standard of musical instruments has
been greatly enhanced.

The type of dealer who believes that the little
things that go to make up the proper store at-
mosphere are “too much bother” will profit
greatly by considering the experiences of somc
of these dealers, who are making their customers
fee! their desire to serve them, The month ot
January is an excellent time for the dealer to
start putting some of these principles into
practice.

AT TN

We cannot imagine a complete cducation of
man without music. It is the gymnastic of the
afiections. In suitable connection with exercise,
it is nccessary to keep body and soul in health.
—1John Paul Richter.

EQUIPPED wIiTH

[ArAGCO ) ALBUMS

1 Al
-, = 7" -y

23-25 Lispenard St.

e e wacneseose. RIGHT PRICES

Prices are only right when the quality of the
merchandise is maintained, To sacrifice quality in
order to cut down the price is a poor policy.

Right prices on Nyacco albums are made pos-
sible through the immense facilities in our two big
factories—the use of the most modern labor-saving
machinery and the careful buying of raw materials.

Thus we are able to price Nyacco albums at
exceptionally attractive hgures and at the same time
maintain the high quality that has made them
known in all parts of the world.

Shelves for NYACCO set for Victrola No. 80 now
made in wood. Send for prices of complete set.

Quotations and Prices on Request.

New York Album & Card Co., Inc.

A. W. CHAMBERLAIN
New England Factory Representative
26 Broad St., Boston, Mass.

NEW YORK

The Only Loose-Leaf Record
Album on the Market

CHICAGO
415-417 S. Jefferson St.
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Victor
Supremacy
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Victrola 1V, $25
Oak
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1z Victor supremacy is the natural £l
3 reward of merit. Fj
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: It 1s responsible for the success of i
1% every dealer in Victor products. g
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“*Victrola' is the Registered Trade-mark of the Victor Talking Machine Company
designating the products of this Company only.
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E 57 Warning: The use of the word Victrola upon or in the promotion or sale of any
’ bE other Talking Machine or Phonograph products is misleading and illegal.
ik Important Notice. Victor Records and Victor Machines are sclentifically coordinated
- and synchronized in the processes of manufacture, and should be
2 ¢ used together to secure a perfect reproduction.
h
e ‘
{8 Victor Wholesalers '
5 Albany, N, Y.......Gately.llaire Co., Inc Milwaukee, Wis. ..., Badger Talking Machine Co. .
s Atlants, Ga..... ....Elyea Talking Machine Co.|Minnenpolis, Minn, Beckwith, O'Neill Co. Victrola No. 90, $125
‘ Phullips &l(l:": Piano Co. Moblle, Ala......... Wm 1. Reynalds Mahogany, oak or walbut
15 Baltlmore. Md......Cohen & llughes Newark, N. J....... Collings & Co.
= L I;; D&'T,ﬁb‘?;fj’,’“sfn",, Inc. | New Haven, Conn.. The é;onon-Gnllo-Crcamer
ol Birmingham, Als.. T:lkmg Machiné Co. = d
..3 Boston, Mass. . .....Oliver Ditson Co. New Orleann, La. .. . Philip Werlein, Lid.

1 The Eastern Talking Mackine New York, N, Y....Blackman Talking Mach. Co.

R g . TUuno i
o Brooklyn, N, ¥ Il:e:lcans‘;“:li?n& \S[‘::: cgo Ck}:,arlﬂbl.} ktml-!]?nl i Cti 4
€12 I G. T. Williams Eo.. lnc “chine Co., e i
e = Buffulo. N, Y....... Curns N. Aodrews Musical Instrument Sales 80. :
ks (& Buffaio Talking Machme Co., (N)e\\ Yorlk Talidng Mach. Co
"\ ne. rmes, Inc.
i ] ) VA 1 'k b C Silas E. Pearsall Co.
¢ 13 i ST e ndesis Oklaboma City,
e 1 218 ALEy) SRODRE » ey « « gt DI Okla..............Oklahoma Talking Machipe
Al8 Chicngo, NE......... i:an & 1ealy. Co.
12 e RUdOlPh Waurlitzer Co. | Omaba, Nebr.......Ross P. Curtice Co.
= Chu:aao Talking Machine Co. Mickel Bros. Co.
[ _"': 1 Cinelnnatl, 0,..,...Ohio Talking \!achine Co. Peoria, Ill.......... Putnam-Page Co,, Inc.
i The Rudolph Wurlitzer Co. Philadelphia, Pa.,.,Louis Bueha Co., Inc.
:‘_ > | Cleveland, ©........ The St\tgnd Talking Ma Leppe & Son. I
H ¢hine Co. P Phonograph Ce., Inc.
! 5 The Eclipse Musical Co. Tf:em'l‘a]h:s.ghlgch (l::e Co.
Columbus, 0,.......The Perry B. Whitsit Co. ll. A. Weymann & Son, Inc.
= Iy Dalins, Tex......... Sanger Bros. Plttaburgh, Pa...... by CFMFhedelaek Piano Co.
Fal Denver, Colo. ...... The c§nighl-Canwbcll Music S!andlrs %';kan'z Mach, Co.
1= Des Molues, Ia......Mickel Bros. Co. e N e s
] Detrolt, Mich....... Grinnell Bros. Rich d g . I' ¥ 1 .
b Etmira, N, Y....... Elmira Arms Co. lb:»:th‘::r.N n\; """ ;[.:ICJC:;J::’ S]:;, 2:;
£ E! Paso, Tex........W. G. Walz Co. B i iR L The ok BREe Ghea oo,
;| Honolulu, T. H..... Bergsuon-} Music Co., Ltd. San Fra:elnro’_'cn'l"Sh:rm:n. CQlay & Co. )
3 Hiouston, Tex,...... The 'I"Talkmu Machine Co. of gml‘:k. \V;;‘-h.h.....ggerrun E}ay Eo.
i, exas. pokape, rash..... erman ay 0.
I A Indiabapolis. Ind...Stewart Talking Machine Co. g: ::OU:'-“-“‘O ------- {‘,W’bfl")'h"zneﬁt““sic Co. Victrola Ne. 130, '5350
<3 Jacksonviile, Fla....Florida Talking Machine Co. e ML) BB . - e - J. Dyer ) Victeola No. 130, electric, $415
| a . |Byracuse, N. ¥......W. D. Andrews Co. Mah o Bl
b Kansas City, MO-HJ'C\O‘.J' Jenkins Sons Music Toledo, O...ccovvuse The Tolede Talking Machine s
s : The Schmelzer Co. Gy
*: F Los Angeles, Cal....Sherman, Clay & Co. Washlugton, D. C... g_""f‘g,g;“&";om G
®yY Memphis, Tenn..... 0. K. Houck Piano Co. Rogers & Fischer
ey

Victor Talking Machine Co.

Camden, N. J., U. S. A,
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The Questlon of Exchangmg Records for Cus-
tomers and Some of the Problems It Offers

%"erimmmm\ L e L T i
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The argument that the customer is always
night is an old one in general commercial lines,
but it is a question as to just how far that argu-

'nt can be made to apply to the talking ma-
hine trade. particnlarly in the matter of record

change. This question has been threshed out
time and time again at varions mectings of deal-
ers and. despite the resolutions pro and con,
there has not been evolved any effective rule that
will always work to the satisfaction of the dealer
and the customer. It still remains the problem
of the individual retailer.

Not long ago a man came into a talking ma-
chine store and. in the face of signs announcing
that no records would be exchanged, demanded
that the dealer take back two of five records he
had bought, offering the very logical explanation
that his daughter had already purchased those
same records without his knowledge. The dealer
forgot the rule and rcturtied the price of the two
records, after some slight argument,

On another occasion a woman came in to res
turn a record of a musical comedy hit purchased

her hittle son. The excuse this time was that
she wanted a vocal record of the number, which
was “Sweet Lady.” and did not care for the
dance orchestra arrangement. The dealer gave
her another record. An irate customer walked
nto a third store and declared that the ex-
pensive record he had bought was scratchy and
fautty. The record had been tried out at the
store and gave satisfaction, but on the owner's
machme sounded poorly. An iuvestigation
showed the dealer at once that the record had
been tried out with a badly worn needle. When
he informed the customer of the fact he aroused
further indignation. The result in this case was

WORLD
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a firm refusal to do any exchanging whatsoever.

Before a dealer can be condemmned for mak-
ing certain exchanges it is always well for the
critic to understand the circuinstances and de-
cide what he would have done in a similar sit-
vation. Dealers have been known to exchange
records when the customer had apparently no
right to demand an exchange. It is simply a
question of losing one record for the sake of
selling many more to the same individual in the
future. On other occasions dealers have held

The Difticully in
Maintaining a Hard

and Fast “No Ex-
change” Rule in the
Handling of Records

.mm RIS

closcly to the no-exchange rule and have lost
good business.

Just at the present time a good customer is
one of the greatest treasures a dealer can desire
and he is perfectly right in considering every
angle of the question before he refuses definitely
to hold fast to the "no exchange” rule. There
are, of course, frauds perpetrated on the dealers
n the matter of record exchanges that should

Wﬂg-&"u [LRS. k8|
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be, and generally are, nipped in the bud. The
customer who habitually buys four or five rec-
ords and then wants to have two or three
of them exchanged in a week or so, for instance,
is simply endeavoring to get the use of seven or
eight records for the price of five.

In the case of popular songs, especially, the
customer frequently finds that they become tire-
some within a few days and fixes up a fairly
good excuse to get them back into the hands
of the dealer in exchange for new records. For
the retailer who knows a little something of
human nature and makes a study of his custom-
ers, however, the handling of this situation is
niore or less casy. He simply calls a halt and
telis why. It is a simple matter to decide, be-
cause the business interest is negative. Even
the perfectly honest individual who duplicates
on record purchases can be cured by a litile
diplomatic argument from the dealer to find out
first what is wanted and then to buy it. The
customer who selects records by name only and
does not have them tested can likewise be con-
verted by being urged to hear each record bought
and then enforcing the “no exchange” rule.

In the casc of the casual exchange the re-
tailer must judge for himself anent the status
of the customer when it comes to a decision be-
tween sticking to a principle and offending a
generous buyer. The *no-exchange” sign, how-
ever, in the last analysis 1s a mighty good thing
to have around the store. There will be enough
of people convinced by the sign to make it
worth while. and it gives the dealer a very sub-
stantial argument to advance in cascs where he
does not want to capitulate until the last mo-
ment,

ords.

Boost Record Sales

The large sales of instruments
during the recent months mean a
greatly increased market for rec-
Now is the time to develop

the “home library of records” idea
; among your customers.

Ug, We have prepared a brilliant and
colorful window show card which
is free to all dealers for the asking.

Write Peerless for this card—sell
albums now—pave the way for a
steady, all-year record business.

Write for Our Reduced Prices

Peerless Album

Phil Ravis, Pres.

636-638 Broadway

Boston Representative

L. W. HOUGH, 20 Sudbury St.

e — e =
This show card and a good album window boost
record sales.

Peerless albums are cov-
ered and bound with
Interlaken cloth.

WALTER S. GRAY CO., 942 Market St.

Company

New York City

San Francisco Representative
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Victrola VI, $35
Mahogany or oak

Supremacy

™
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Vietrola VI, $50
Oak

Victor supremacy 1s real. o) 5
o

It 1s backed by its wonderful musical 4
accomplishments. :

It 1s the power behind the success
of every dealer in Victor products.

Victrola IX, $75
Mahogany or cak

" Victrola' is the Registered Trade-mark of the Victor Talking Machine Company
designating the products of this Company only. E

Warning: Tbe use of the werd Vietrola upon or in the promotion or sale of any fa
other Talking Machine or Phenograph products is misleading and llegal. PE

¢

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

Victor Talking Machine Co.

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

Victrola No. 80, $100
Mahegany, sak or walnut

P T

PO

-1

' Vivtrola No. 100, $150 Victrola No. 11U $225 Victrola No 12u, 3275 Victrofa No. 130, 380 3

| Nbopay . oslk of Pl Mahogany, oak or walnut Victrola No. 120, clectric, $337.50 Vietrola No. 130, electrie, $415 3
Mabogany or cax Mabogany or cak




8 THE TALKING MACHINE WORLD

FeBruary 15, 1922

T TALKING 2
MA CHINE—

WQQ__D D

(Registered ln the U. 8. Patent Offce)

PUBLISHED BY EDWARD LYMAN BILL, Inc.

President and Treasuger, C. L. Bill, 373 Fourth Ave, New York; VicePresident,
{‘; E. Spillane, 373 Fourth Ave.. New York; Second Vleeﬁresidmt. Raymond Bill, 173
ourth Ave., New York: Secretary, E. L. Bill; Assistant ’ Trcasurer, Wm. A. Low.

J. B. SPILLANE, Editor
RAY BILL,B. B. WILSON, BRAID WHITE, Associate Editors
L. M. ROBINSON, Advertising Manager
L. E. BOWERS, Circulation Manager

Trade Representatives: A, F. Cantea, Winson D. Buvsn, C. Cracer, Eowarp Lyman
Biu, V. D. Watsu, E. B. Muwven, C. R. Tionr, Scorr Kivawitr, A. J. Niexuw

Western Divislon: Republic Building, 209 So. State Street, Chicago, 1l Telephone.
Wabash 5242
Boston: Jounx H. Witsox, 324 Washington Street
London, Eng., OfMce: 2 Gresham Buildings, Basinghall St. W. LiontL Stumov, Mgr.

The Talking Machine World has regular correspondents located in all of the principal
eities throughout America,

_Pul;l'uied_ !b_e 15th of every month_at 373 Fo:rth Ave., New York.

SUBSCRIPTION (Including postage): United States, Mexico, $2.00 per year: Canada,
$3.00; all other countries, $4.00. Single copies, 25 cents.

ADYERTISEMENTS: $5.30 per inch, single column, per insertion. On quarterly
or yearly ¢ontracts a specfal discount Is allowed. Advertising pages, $150.00.

REMITTANCES should be made payable to Edward Lyman Bill, Ine, by check or
Post Office Money Order.

t# NOTICE TO ADVERTISERS— Advertising copy should reach
this office before the first of each month. By following this rule
clients will greatly facilitate work at the publication headquarters,

Long Distance Telephones—Numbers 5982.-5983 Madison Sq.
Cable Address: “Elbiil,"”” New York.
NEW YORK, FEBRUARY 15, 1922

PUTTING “PEP” INTO SALES CAMPAIGN PLANS

E wonder what would happen were talking machine mer-
Wchants to exercise the same amount of initiative and enter-
prise during the Spring months that they do around the Holidav
season. During December it is customary to inaugurate lively
advertising campaigns, to arrange stores in a very attractive manner
and to dress the windows in a fashion to interest the passing public—
to concertize—to circularize—all with the object of developing sales
of talking machines, records and other musical accessories. The
question arises: Why shouldn’t advertising, store arrangement, win-
dow display and other business-bnilding means have the same appeal
in March as in December? We believe they would be just as result-
ful. Custom or tradition, however, has made it habitual to slow
up for a couple of months after the New Year, with the result that
little is done to develop trade. The attitude generally is to find fault
with inventory and assume a bilious, despondent viewpoint.

We are largely victims of habit in the matter of merchandising,
as in everything else, and it would be a gbod thing to get away from
a bad habit and usher in the Spring of 1922 in a vigorous and suc-
cessful way by demonstrating that the high-pressure system of devel-
oping sales, so customary around the Holiday season, may be prac-
ticed with success at any time of the year.

During the Summer months a few years ago one of the leading
music houses of the country determined to test out the old shibboleth

t everybody takes a vacation in the Summertime and that people

do not buy. This concern carried on an active advertising cam-

1gn i laily papers to stimulate sales, with the idea that busi-

had if sought, and the result was simply as amazing

as it was heartening—it showed a volume of business for two Sum-
mer months equal to any two months of the year.

Now what this house did in the Summertime could be done more
satisfactorily in the Spring months, because in March, April and
May people have not yet got used to outdoor pleasures—they are
more content to stay in the house and hear the best in music through
the medium of the latest records, which, of course, is a factor in the

The point we wish to emphasize is that it is not wise to ring
down the curtain on business acti iring the post-holiday period.
It is a time for real action—a time for developing 100 per cent ideas

n the way of sales promotion. Nineteen twenty-two can he made 2

great year in the talking machine field if we discard the “‘glooms”
and reason out that business can be had by seeking it—not along
the lines of slaughtering prices, but by an educational “contact” cam-
paign for real music in the home through the greatest musical factor
in the world—the talking machine.

| THE PROBLEM OF THE “GYP" DEALER

HE “gyp” dealer who has been abroad in the land for many

years is at the present time causing considerable disturbance in
the talking machine trade in the larger cities because of the increase
in his activities. Legitimate dealers as individuals, and through vari-
ous associations, have endeavored to eliminate the “gyp” dealer, or at
least reduce the volume of his business, but have found out that he
is a thick-skinned person who is not discouraged by condemnation or
drastic association resolutions. There is only one way to get him,
and that is by means of the law, when it can be made to apply, coupled
with plentiful publicity regarding his methods.

Dealers who are earnest in their endeavors to eliminate the “gyp”
find some measure of comfort in the attitude of certain newspapers,
which scrutinize their classified advertising columns and are particu-
larly careful regarding the statements therein, and will find very
frequently that if such newspapers are put in possession of the facts
concerning the operations of the “gyps,” who utilize their columns,
under various pretenses and aliases, that co-operation will be given
in exposing the work of the “gyps” and waming the public against
them.

What can be done along this line is well indicated in the case
of the Bronx Home News, with a circulation of over 100,000, which
does not hesitate to throw the light on the operations of individual
“gyp” dealers whenever the facts can be obtained. The newspaper
has its own investigator, who has been particularly active recently
in making things unpleasant for.those who advertise “$350 talking
machine, Victrola style, $95,” or similar offers. On several occasions
recently this paper has given a column of space or more to exposing
the tactics of this or that “gyp,” presenting the facts so fully that
only a person absolutely lacking in intelligence would fall for the
game,

There are no doubt other newspapers which, like the Home
News, are interested in protecting their readers and would be willing
to expose the activities of “gyp” dealers in their columns if accredited
members of local talking machine dealer associations would investi-
gate easily recognizable ads of the “gyps” and furnish the newspapers
with the facts of the case. It takes patience and ability to get the
confidence of the “gyp” and learn the name of the machine—it is
always new-—and where manufactured, and to check up the “gyp's”
story of the reason for making the “sacrifice.” Tt can be done, how-
ever, and with particular success, if the investigation is conducted
by a woman.

In view of the great number of comparatively unknown machines
that have been dumped on the market during the past few months,
at practically any price that will insure some cash return to the manu-
facturer, the “gyp” dealer has found it possible to “sacrifice” big
machines at a price to tempt the ignorant buyer and still make sev-
eral hundred per cent profit. The answer to the question is not that
of cutting off supplies, for this has already proven to be a hopeless
task. The remedy lies in securing the honest co-operation of news-
papers in presenting so many facts regarding various “gyps” that
even the most ignorant of the public will be convinced that the proper
place to buy a talking machine is in a regular store.

l RECORD POLICY AFFECTS PUBLIC FAVORABLY

HE decrease in the price of various lines of talking machine

records announced during the week of January 16, and which
served to bring the list prices of the popular series of ten or twelve-
inch records back to the pre-war figures of 75 cents and $1.25 respec-
tively, has been received with considerable enthusiasm by record
dealers generally, who have already experienced a sufficient increase
in record business to indicate that the reduction made a definite
appeal to the public.

The reduction of the price of Victor Black Label records fromn
$1.35 to $1.25 for the twelve-inch and 85 cents to 75 cents for the ten-
inch was formally announced to the public through the newspapers
on the morning of January 18. and immediately various other com-
panies made similar reductions in list prices, The fact that present
lists prices are, in most cases. the same as they were in 1914, if
properly presented to the buying public. should serve immediately
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to overcome any hesitancy about buying in the belief that lower-
priced levels will be reached.

A great many retailers were quick to take advantage of the re-
duction by emphasizing the fact through the medium of newspaper
advertisements and special announcements in their show windows
and stores. Coming at a time when special sale advertising is the
rule rather than the exception, the announcements of the reduced
prices of records appeared to hit the public right. At least the record
buying has been stimulated materially, it is reported, which was the
main idea.

I LEGISLATION ON PRICE MAINTENANCE NEEDED !

HE decision of the United States Supreme Court in the Beechnut

case recently, which has Leen widely commented upon in both
the daily and the trade press, emphasizes most emphatically the
genuine necessity of having passed some sort of national legislation
to legalize the maintenance of retail prices on trade-marked articles,
not alone for the protection of the name of the product and of the
reputation of the name of the manufacturer, but also for the purpose
of giving manufacturers who desire to keep their products on a
high level some definite basis upon which to operate in protecting their
interests.

There have been so many decisions regarding the right of manu-
facturers in relation to the maintenance of prices that there exists
much confusion in the minds, even of skilled attorneys, as to what
may or may not be done by the manufacturer to preserve the dignity
of his name-right and to keep his product from being made the
plaything of the cut-price artist. There is no question but that a
broad decision such as that handed down in the Beechnut case, tak-
ing from the manufacturer, apparently, many of the rights which he
believed he was entitled to under the common law, if under no other
authority, has had, and will have, a bad effect upon business by en-
couraging those who have refrained from price-cutting through fear
to take a chance along that line.

Price maintenance is not calculated to place additional burdens
on the public and act as a cloak for squeczing out excessive profits,
for any law that may be enacted can be easily framed to prevent
such abuses. What price maintenance will do, however, is to fix a

definite standard of price and value in the mind of the consumer
and prevent the professional price-cutter from prostituting that
standard for the purpose of attracting trade to which other ur-
marked products of unknown value can be sold. It is a known fa
that the big price-cutters do not shave profits for their love of
the public, but simply use trade-marked goods as bait to push ti
sale of inferior products bringing larger profits and bearing their
own marks or names

If there is no protection afforded the manufacturer of a trade
marked article in the matter of maintaining the status of that article
before the public, then the trade-mark law loses much of its valu
[f any move that the manufacturer makes to protect himself is to
be construed as a violation of the Anti-Trust Law, then there mus!
be some law enacted that will guarantee to him definite rights which
he is at present apparently denied. The simplest move along this line
would be the drafting and passing of a price-maintenance measure
definitely setting forth to what extent the manufacturer may go in
guarding his trade-mark rights.

There is at present before Congress the Stephens-Kelly bill,
designed to protect the manufacturer in the good will established for
his trade-marked articles and protecting the public against deception.
This bill is the latest development of similar measures that have
been introduced at recent sessions of Congress, but have died without
being made into laws. The better element of the talking machine
trade has been persistent in its endorsement of these various meas-
ures looking toward price maintenance, and in view of the situation
bronght about by the decision in the Beechnut case, and in other
cases of like character, support for the Stephens-Kelly bill should
be stronger and more eniphatic than ever, for it offers the quickest
road to protection of industry.

The manufacturer and marketer of trade-marked articles of
recognized standing and reputation is just now in a desperate posi-
tion. Every move he makes for his own protection scems to put
him deeper into the toils of the law. There can be no longer any
delay in the work of establishing legislation that will grant him
legal protection upon which he can rely without himself running
afoul of the statutes and facing prosecution for guarding his own
interests.
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 Getting Out of
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the Effective Selling Appeal

. o L BubiLl,

A music store i1 San Diego, Cal., attracted
wide attention to its instruments recently by dis-
playing a talking machine in its window with a
long card on which in bold letters was printed:
“This Phonograph for a Penny To-day.” It
brought everybody to a halt—and then they
read, in smaller letters, “Two cents to-morrow;
four the next day; eight the next day; and so
on for fifteen days, and the instrument is yours.”
It was seen to be an exceptionaily fine instru-
ment, so even the balance of the ad seemed to
intimate that it would be sold for a ridiculously
small sum. This caused many people 1o stop in
to make inquiries, and the polite salesmen as-
sured them that it was correct, and asked them
to do a little figuring. When they had done
this they ascertained that the price of the talk-
ing machine would amount to $327. They also
learned that the machine could be purchased on
monthly payments as well as on the fifteen-day
price. The novel sign set everybody to talking
and gave wide publicity to that particular ma-
thine, while all who stopped to read and admire
tould not help secing the line of new records
fisplayed in racks close to the window pane, and
thus had the need of some new records brought
forcibly to mind.

A Collection Idea Worth Noting

At the beginning of the year all dealers like to
start with a clean slate, and it is sometimes quite
a problem to collect the bills without offending
delinquents. A jeweler in San Francisco suce
cessfully solved it by having some special letter-
heads printed. They contained at the top a
drawing of several heads of birds, featuring
prominently their various sized bills—the long
bill of the stork, the broad one of the pelican,

20 RN A O R 8 et )

SEND FOR YOUR SAMPLE TO-DAY

the short one.of the owl, the little one of the
baby chick, ete. The letter itself was designed
to prompt the recipient to an immediate response

without in any way giving offense. This letter
read:
“Dear Sir: For some reason or other, possibly

becausc our products were once trees, our store
has developed into a nesting place for bills. 1
find upon investigation that we have a number
oi Little Bills, Big Bills, New Bills, Long Bills,
Short Bills, Old Bills and Young Bills.

“These bills apparently have just naturally ac-
cumulated, and while they do not represent any-
thing to actually worry about, 1 feel they should
all be attended to before they all get to be Old
Bills,

“Omne of these bills—a small one—is yours.

“Will you kindly send us a few new bills for
this old one? Yours very truly,”

Selling Records by Telephone

The public of Los Angeles was recently noti-
fed through the local newspapers that if it
wished to hear any of the new records—or old
ones, either, for that matter—all it had to do
was to telephone Hamburger's and call for 14925,
The record might then be ordered or not—the
service was entirely complimmentary. The response
was immediate, almost overwhelming. In the
first week seveuty-five records were sold through
this booth alone. “\We shall continue it indefi-
mitely,” said the manager, “as it is more satisfac-
tory, if anything, than selling over the counter.
A new class of patrons has also been developed
by this method—invalids, who find it impossible
to go to the store. A letter received from the
nurse of a wealthy shut-in, voicing her apprecia-
tion, was so good that they used it as an ad,

"HIS MASTER'S VOICE"

MG Ul rak oM

Mr. Victor Retailer—

Brush.

138 West 124th St.

Would you spend 15c to bring a customer into your store
and keep your name constantly before a Victrola owner?

We’'ll say you will! That is why we will send you a free
sample on request of our Advertising Sales-Building-Record

YOUR ad inserted without extra charge.

KNICKERBOCKER TALKING MACHINE CO.

Victor Wholeaalers

New York City
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& By W. B. Stoddard
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omitting the name of the lady, who did not de-
sire any notoriety:

“Your idea of playing records over the tele-
phone has proved an undreamed-of diversion to
my patient. Her talking machine is her chief joy. -
Yet she is personally unable to go to the store
and uutil now has had to depend upon others to
select her music. To choose for herself is a
rare delight, and she thanks you most enthusi-
astically.”

The reading of this letter almost doubled the
telephone requests, since patrons discovered it
was “the thing” among the wealthy and cultured
classes to select their records in this manner.

Department Store Rents Records

The Blanchfield Mercantile Co. for over a year
has been adding materially to the sales of slow-
moving records by kecping a standing one-inch

want ad in the columns of the local papers.
This ad reads:
 CTECLER MM S AP T e R

FOR RENT—Phonograph records of
the following makes: Edison, Victrola
and Columbia. Sclections from a large
assortment. Fifty cents for four records
a moath, Four, for one-half the price
of one, Good music at a very small
cost. BLANCHFIELD MERCAN.
TILE CO.

() s € T L LU COECHE DI, S L i
It is necessary for the customers interested to

visit the store, as no deliveries of rented records
are made. When they make their payment of
fifty cents they get a card and oune record, the
number and title of which, with the date, are
eutered on the card. They can take only one
rccord at a time, and this must be returned
within a week, which is the limit any record can
be kept; while the fourth record must be re-
turned at the ¢lose of thirty days. They merely
present their card each time, They can take out
two, three or more cards in case they wish to
have more than one record at a time, as many of
them do. The selection nmust be made from the
rental file. In this room there is an alphabetical
list of records in rental stock for each make of
record. While many of the records are slow-
goers or overstock, the lot is made interesting
by the addition from time to time of new and
popular selections. In addition to securing reve-
nue from the old records, this plan helps to sell
new ones cach month, for a bulletin of the new
arrivals is placed where the rental patrons can-
not miss it, and they often add a purchase
to their rental. At any rate, it means a steady
stream of visitors coming into the store, atl of
whomn have a chance to observe several makes of
talking machines, and hundreds of records.

RECORDS FOR MUSICAL TALENT TEST

Specially Prepared Records Are Used in Schools
for Classifying Talent of Pupils

Tests for the measurement of musical talent
were given to seventy students in the Summer
session of the University of \Visconsin. Five
faculties are measured by the tests: (1) The
scnse of pitch, which is the ability to discrimi-
nate between higher and lower tones; (2) the
sense of time, or rhythin; (3) the sense of time,
which is the ability to tell that which is more
pleasing and that which is less pleasing; (4) the
sense of intensity, and (3) the musical memory,
or the number of tones that can be remem-
bered from a single hearing. The tests are
given by means of talking machine records pre-
parcd for this purpose. They are used in many
public schools as a quick method of classifying

pupils.

C. A. Severs. manager of the Blue Bird Shop,
Elkhart, Ind., is planning to purchase the talk-
er business of E, L. Burch, of South Bend,
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CLIP OUT

pin to your business letter-
head and mail to

The Globe-Wernicke Co., Cincinnati, Ohio:
I would like to know something more
about your cabinet to hold surplus rec-

ords. Please send me further information.
T.W.2

Pra TS, Y 'ij

11

A beautiful cabinet accommo-
dating 150 records. Suitable
for use with the very best ma-

chines.

A practical, durable, accessible
cabinet for 100 records. Can
be used with or without ma-

chine.

A

The patented Brown filing
equipment is in every Globe-
Wernicke cabinet. It is the most
convenient,

This coupon offers the value of
40 years’ experience

4,000 dealers, is at your service. Every Globe-

OUR constant study, the observation of over
Wernicke dealer may enjoy that support.

We believe there never was a more propitious time
to sell record cabinets. In the last three years the
sale of phonographs has been phenomenal. Families
everywhere have removed music from the luxury class
and included it firmly in their budgets.
buying records regularly.

They are

We ask you where this steady accumulation of
records goes in the home?

A neat piece of furniture known as the Brown
Disc Record Cabinet will keep a living-room tidy. It
makes room for other records you’ll sell. It fills a
need that is unfilled.

This Globe-Wernicke cabinet is made for the con-
venience of men, women and children. Its filing
device is extremely simple and successful. People
appreciate it.

Clip out the coupon above. It will bring you inter-
esting detail on the various styles of Brown Disc
Record Cabinets and their prices. It means new sales
for you! Immediate sales for you!

Makers of Sectional Bookcases, Filing Cabinels in Wood
and Steel, Office Furniture, Steel Safes, Slationers'
Supplies, Filing Cabinet Supplies and Disc Record Cabinels

The Globe MWaenicke Co.

CINCINNATI
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DEMONSTRATIONLESS RECORD SALES

Frederic Tietz, Jr., Advocates Selling Records
Without [emonstrations

lar M|

7 , a successful talking ma-
chine dealer of Albany, N. Y., has built his busi-
5 I 15¢ of many original merchan-

s. Mr. Tietz, who is planning a trip

n the near future, in a communication to
rl 1kes the following interesting com-
ng the successiul merchandising

not belies
& sar

in the selling of records that

lay them, but that it is very

It is the biggest waste of time and selling
in the entire business,

‘[t costs more 1o sell a record (for the dealer)

€O

‘The profits on records do not allow for costly

Playing records does not sell them, but many
S Spoiuls the
Records play only fifty to a hundred tunes
(dccently). \Why give away any of these tunes?

‘\Why should every Tom, Dick and Harry
hear a Caruso record free? It is not appreciated

r

I
uuuuu

The real buyer of Carusc would prefer it
$ 1 up and get all of the tunes for which he
s but s not get with the free-music-for-all
plan
‘Somie very fine records should have been held
at $30 cach; others as low as 50 cents.
“The masses will never like high-class tnusic
because it is cheap.’

Some dealers state that they could not setl
re s under this plan. Mr. Tietz's reply
i1s that

A Victrola owner must buy records.
“The large mail-order houses sell
without the costly playing plan.
“Advertise, make them want it, and then sell-
ing is easy

millions
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A CLEVERLY CONCEIVED WINDOW

Daynes-Beebe Music Co. Features Sonora
Phonographs in Very Artistic Window Dis-
play Symbolical of the New Year
Satr Lakze City, Uran, February 4.—One of the

niost attractive window displays seen in this

city in a long time was that of the Daynes-

Beebe Music Co., in which the Sonora phone.

graph was featured and the spirit of the new

year was typified. As can be seen by a glance at
the illustration, the layout of the window was
not only clever, but tasteful as well, and the

manner in which the Sonora machines were fea-
= —— - "t

Daynes-Beebe Co.’s Artistic Window
tured was both dignified and appealing. The
window aroused considerable comment and many
passers-by stopped to view the display.

The Daynes-Beebe Music Co. is the largest
music house in the city and one of the largest
in the State. The optimism of this aggressive
concern toward the future is reflected in a vigor-
ous campaign for business which is bound to
result in a fair volume of sales. The establish-
ment itself is a model of its kind and many
modern improvements are in use to provide the
maximum of efficiency in service to customers.

People who parade their virtues scldom lead
the procession in this or any other trade.

PROBLEM OF OPENING A NEW STORE

Analysis of Conditions to Determine Chances of
Success in New Location Before Opening
Establishment Is a Wise Precaution

The merchant who contemplates moving his
establishment or opening a branch store has
many things to consider. Before going to the
expense of opening a new store and stocking
it with a quantity of expensive merchandise he
should analyze conditions in the territory to
which he is moving as accurately as possible.
An accurate survey of the class of people which
his store will attract and conditions in the neigh-
borhood, such as the buying power of members
oi the community, will illuminate to a ¢onsidera-
ble degrce the chances of success. Many a
business has failed dismally because the pro-
prietor had too high or too low ideals for the
community which he was sceking to serve.

The opening of a new store in a different cotn-
munity offers many more difficulties than the
opening of a branch store in another part of
the city wherein the headquarters, or main store,
is located. Beforé a merchant can even make
a rough approximation of his chances for suc-
cess he must take into consideration the vari-
ous expenses and problems which he will be
required lo meet, such as rate of insurauce in
that locality, tax rate, locat advertising rates,
wage rates for help, the pracitices of other busi-
ness enterprises in that vicinity and whether
or not they co-operate or fight each other
through the practice of destructive price cut-
ting; the number of people passing the store
location, etc. This latter is very important. It
is reasonable to assume that if the establish-
ment is located on a side street where few peo-
ple pass business volume will be tess than in the
inore {requented thoroughfares,

There’s a toni¢ for business in the news that
hundreds of thousands more men are at work in
the United States.

|
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Pennsylvania.

resources in Victor

Collings & Co. And You

“Collings Service”
dealer outside of New Jersey and Northeastern

means little to a Victor

But in this territory, to which it i1s confined,
“Collings Service” means to Victor Dealers every-
thing that close convenience, skill and ample

Merchandising can afford.

' “Buy Where You Sell.”

“Collings Covers Your Wants.”

COLLINGS & COMPANY

—h e

Clinton & Beaver Sts.

Victor Distributors for Northern New Jersey and Northeastern
Pennsylvania

(Plum Building) Newark, N. J.
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ENTERTAIN 15,000 WIRELESS FANS

Van and Schenck, Columbia Artists, and Distin-
guished Stars From Ziegfeld Follies, Sing and
Play for Detroit News Radio Family

Derrotr, Mica., February 6.—The local branch
of the Columbia Graphophone Co. has been in-
strumental in placing in the hands of the Detroit
News wireless station all new Columbia releases,
Quite recently Van and Schenck, Columbia ar-
tists, and stars in the Ziegfeld Follies, enter-
tained approximately 15,000 wircless fans in the
Detroit region.

After Van and Schenck sang their way through
nine musical numbers Monday night, an enthu-
siastic listener phoned the radio department of
the Detroit News, praised the production and
asked for more. Almost on his heels came a
number of other radio calls for encore after
encore.

The singers were requested to present them-
sclves to the radio audience, and the introduc-
tion was given by Gus Van, whose modesty
neglected to mention names until the close of
the program.

The program was opened with “Yoo-Hoo,"”
the latest song hit of the partners. Following
in rapid succession were character songs and a
minstrel bit of jazz, “I've Got the Joys.”

By telephone request from one who had heard
Mr. Schenck's phonograph records, he sang
“Sally, Won't You Come Back to Qur Alley,”
taking the falsetto notes in the clear and bell-
like tones that characterize his singing. Mr.
Van followed with a laughable imitation of Bert
Williams singing “Who's Been Aroun’?” The
program closed with the comic, “Ain't Nature
Grand,” sung as a duet, and the “Wabash
Blues” was given as an encore.

The operator at the wireless station gives a
full history of the record before playing it, stat-
ing what kind of a record it is, the composer
and the number.

The Detroit branch has beeu co-operating to
the fullest possible extent with the Detroit News
wireless station. Records arc sent over on
memorandum and as new relcases are sent over
the others are brought back.

Through the courtesy of a friend, Mr. Gardiner,
manager of the Detroit branch, and Mrs. Gar-
diner had listened in and heard many Colum-
bia records played.

EMBODIES CONSTRUCTIVE IDEA

Knickerbocker Talking Machine Co. Uses Report
of Babson Service to Good Purpose

In a communication sent by the Knicker-
bocker Talking Machine Co., Victor wholesaler,
New York City, to its dealers, a recent statisti-
cal report from the Babson Service is quoted.
“During the year 1922 we belicve the best busi-
ness in the United States will prevail in New
England, New York, New Jersey, eastern Penn-
sylvania and a few other well-selected localities.
During the next year or so the efficient concern
should find conditions better, the inefficient will
find them worse.” This encouraging statement
is of particular interest to the dealers using
Knickerbocker service, as it affects their particu-
lar territory. Abram Davega, prcsident of the
company, has followed this statement with a
series of excellent suggestions to the dealcr for
increasing business during 1922,

MOVING TO NEW QUARTERS

The Bertha Rosamond Music Store, which has
been located in the general merchandise estab-
lishment of Yoder & Rosamond in Haddam,
Kans, will, on February 1, move to the new,
spacious brick store next to the post-office, the
present quarters having been outgrown. It is
the intention to add a line of pianos later on.
Since the foundation of this business nearly two
years ago, a very remarkable business has been
built up in talking machines.

The tired business man should be retired.

GETS BIG WELCOME IN OKLAHOMA

Eight Famous Victor Artists Attract Crowded
House in Oklahoma City—Entertained by
Messrs. W, B. Gratigny and P. A. Ware

Okramoma City, Oxira., February 2—The tour
of the Eight Famous Victor Artists through this
State was a tremcndous success. They werc
greeted like long-lost brothers. They have be-
come so widely known through their records
that the people flocked to hear and see them in
large numbers. When they visited this city on
January 7 they faced a housc crowded to the
doors, which included more than fifty enthu-
siastic Victor dealers and employes from Central
Oklahoma, who were the guests of the Oklahoma
Talking Machine Co., the new Victor distribu-
tor for Oklahoma. The Victor delegation in the
audience was identified by white badges in-
scribed: “With the Victor in Oklahoma,” and
the artists recognized them by wearing similar
badges.

Prior to the concert, W. B. Gratigny, presi-
dent, and P. A. Ware, sales manager, of the

13

Oklahoma Talking Machine Co., entertained the
artists at luncheon, whieh was a delightfully in-
formal affair. The visit of the octet of famous
artists to this city was certainly an cvent which
will long be remembered with pleasure.

ILANDAU'S NEW WILKES-BARRE HOME

Attractive New Structure Practically Completed
—Will Move in on April 1

WILKES-Barge, Pa., February 7.—Landau’s Vic-
trola and musical instrument business, which i
now located at 70 South Main street, has pr:
tically completed the construction of its attra
tive new home at 34 South Main street, this cit
which it will occupy on April 1. The new stru
turc is thrce storics in height and witl be know
as Landau's Building. Spacious display room
and windows and onc of the best locations in the
city are indicative of a bright future for the
local branch. This concern operates storcs in a
number of Pennsylvania cities, including Pitts
ton, Hazleton and Philadelphia, Victor talk-
ing machines and records are featured.
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“_—positively the best needle on
the market”

Each Tonepen is good for about 100 records.
Tonepen plays loud or soft; simply turn it in the reproducer.

Write today for attractive dealer of fer and fifty free sample cards

THE TONEPEN CO.

The same

New York City
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How This Pou

New Idea

Brings Customers Into Your Store
-and Pays You Big Profits -

Keep the Store Crowded!

Walter Camp’s “DAILY

DOZEN"” Exercises on Phonograph Records Prove

Fastest

HE famous ‘“Daily Dozen" Exer-

cises, set to music on phonograph

records, are creating a tremendous
demand everywhere, and are proving a
sensational sales success for dealers.

Quick profits are assured—one sale
brings another, the purchaser acting as
the demonstrator to his friends who show
a quick interest in the new idea.

Dealers the country over are receiv-
ing the benefit of our national advertis-
ing. During the war the ""Daily Dozen™
Exercises were adopted by the U. S.
Army and Navy. They were featured in
the leading magazines, such as Collier's.
Physical Culture, American. Woman's

E.

Selling

Home Companion, American Boy, Red
Cross and many others. Now the “Daily
Dozen” are set to music on phonograph
records, with the commands and instruc-
tions given in a clear voice.

These Health Builder Records are sold
in sets, each set comprising five 10-inch
double-disc records with twelve charts
containing 60 real photographs and a
booklet of instruction written by Walter
Camp—the whole course enclosed in

a beautiful black and gold album.

Sales everywhere are going big—and
the indications are they will go even big-

ger. The Health Builder Sets are in de-
mand the country over,

our National Advertising

Campaign proving a tre-

To CRAT2- mendous success. one ad

alone resulting in direct
sales aggregating $5,000
—another ad resulting in

$9.000 in sales.

The movement is
sweeping the country!
People everywhere are
showing a lively interest
in this new idea of build-
ing up health and pep by
ten minutes’ fun a day.
Window demonstrations
and displays of the Health
Builder Sy stem attract
wide attention.

Record Proposition on Market.

Be the First Dealer in
Your Locality

The Health Builder System is the quick-
est-selling, most profitable phonograph
record proposition on the market. ts
success is proven. Mail the coupon to-
day for sample 10-.inch record., with
chart and full particulars of our special
offer. - We will tell you all about this
profitable movement that crowds shops
everywhere. All co-operation to boost
sales freely given. Send the coupon now
for sample outfit. There is no obliga-
tion.

Health Builders, Dept. J,
334 Fifth Ave., New York.

A. W. CHAMBERLAIN,

New England Factory Representative,
26 Broad Street, Boston, Mass.

——— —— —

- o

Health Builders,
Dept. J.
334 Fifth Ave., New York

Please send me, prepaid, one 10-inch double-
disc HEALTH BUILDER Record, carrying
four of Walter Camp’s “Daily Dozen,” with
four charts—and your special proposition to
dealers. 1 have the privilege of returning this
outht.

Name

......................................

Address
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The Importance of Proper Executive Super-
' vision 1n the Developmg of Salesmanship
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At the close of an old year or the opening of
a new one, business men often are to be found
in a tcachable mood. They realize the many
sms of cominission and of omission which have
been justly laid to their charge during the twelve
months gonc by, and they are ready in most
cases to think about rcform. Here, then, is
somcething to be thought about by "gentlemen
who are in such a chastened and generally ad-
mirable mood, following inventory.
“Pep” and Practice
‘There has been an enorinous amount of writ-
ing, speaking and thinking about “salesmanship”
during thc last year, especially since business
has been depressed. At the beginning of 1921
the grand cry was “More Pep.” All would be
well, it was freely said, if only the salesmen
would buck up and fight harder. For a month
or two, words of this sort managed to soothe
or 10 encourage. Doubtless they had their value,
but they did not last very long. It was soon
found that salesmen were working as hard as
they thought themselves capable of working, and
were decidedly impatient of schemes for making
them work harder, especially when very little
difference appeared after all. It soon became
evident that what was wanted was less noise
and more thought. But since thinking is to
most persons a very painful process, we shall
here try to do some of it for the benefit
of those who do not care to make the attempt
for themselves. Qur text is especially directed,
not towards salesmen, but towards their bosses
Words and Things
And what we would say is this: Salesmanship
is a mice word which, like charity, covereth
a multitude of sins. But unhappily there appears
to be an incurable tendency on thc part of
the human mind to coniuse words with things
and to suppose that, because a given word is
convenient, expressive and in ¢ommon use, it
necessarily corresponds with some tangible
concept. Now of course this is all wrong. \We
have comne, to take our present example con-
cretely, to group certain widely scattered n
tions about thoughts, processes and activities
dirccted along certain lines under a classifica:
tion. to which we have applied a2 word as a
name. \Ve have applied in this case the word
“Salesmanship.” Having done this, we sup-

"
)\ L

posc that we have erccted a sort 9f gecomancy
around our sclling activitics and that it is only
necessary to master somc incantations calted
“rules of salesmanship” to find ourselves in
the scller's heaven, where overhead does not
exist, prices are always high, costs always
low, and cash the invariable rule

As a matter of fact, nevertheless, no one has
cver yet attained to this state of commercial
bliss by mastering any *rules of salesmanship,”
simply because that sort of work cannot be re-
duced to rules. Salesmanship in the concrete
1= a matter of hard work, honesty, knowing the

U'.“”l“m L B MW AL T
It Frequently Happens
That Faulty Executive
Guidance Is Respon-
sible for Disappoint-
ing Sales Results
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goods and obtaining the confidence of the buy-
crs. If a salesman can obtain the buyer's
confidence, by knowing his goods and talking
honestly about them, then, barring any personal
defects of a specially intractable kind, he is a
good salesinan and can sell talking snachines,
records, or other goods if anyone can.
The Basic Factor

But who is to sec that salesinen work hard,
talk honestly and know the goods? When all
the rules have been digested, all the courses
assimilated, all the confercnces held, the fnal
fact remaius that hard work, by an honest man
who knows his goods and can gain the buyer’s
confidence, is the basic factor in the entire prog-
ress. And how can the salesman be led to work
hard, to be honest, 10 study‘and know his goods,
and to work to obtain the confidence of the
uyer, if the cxecutive, the man at the head,
the boss himself, does not first set a good

L

example, and then nake it his pers
ness to sec that the same |
subordinates
Bringing It Home

1 inging it home, ed in
just that. The fact is,
for himsclf by personal investigation, that as
a business grows there is more and more
tendency towards openitg a gap betw
heads and the manufacturing, accounting and
sales forces. Of course, as a business incr
in magnitude, the exccutive must be charg
and less with details. He must have more time
to think, to plan, to consider the application of
the principles (if he has any) on which the busi-
ness is conducted. But the selling of his goods
is the aim and end of his business. It is

for that his busincss was organized in the
first place. It is for that the goods are man-
ufactured. It is for that the elaboratc depart-

ments of accounting, credits and collections are
organized and sustained. In a word, the blood
of the business is derived from its sales de-
partment. Accordingly, the duty of the exec-
utive is cspecially to nourish and sustain that
dcpartment. The details of the accounting, of
the credits and {(in a healthy business) of the
production, are rightly left to the work of the
various minor executives charged with those
departinents; but no president ought to leave to
a sales manager the direction of sales policy.
That is an axiom.
The Personal Touch

The exccutive who has got into the habit of
iinagining that he can safely neglect his sales
department, to any degree whatsoever, is ak
most sure to find himself imagining also (if and
when he can be brought to an analytical state
of mind) that if his salesinen only understand
“salesmanship” better all will be well. But
this is to rest onc’s confidence on a fallacy
In order to apply the rules of any system of
salesmanship 10 one's own business, e must
be ready as well as ablec to give one's time
and attention personally to training., encour:
aging. dirccting the sales work. Here, though
nowhere clse, the president of a large corpo-
ration can best be his own departmental man
ager. It is nccessary 10 success.

{(Continued on page 18)

l @xceptlonal
S dervice @

TELEPHONE NUMBER
FITZROY 3271—3272—3273

15 West 37th Street

REG. WS PALOFF

“ Hitch Your Wagon to a Star’

was a suggestion we gave some time ago to the Victor retailers.
We believe that the Victor retailer that put all his energy,
capital, space and advertising into featuring Victor merchandise
during the past year was well repaid.

We prophesy that the wisdom of this maxim will be more and
more apparent as the year progresses.

ORMES, Inc.

Wholesale Exclustvely

New York
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St. Valentine’s Day

“Say It With Flowers”
which has increased the daily sales of

is a slogan

hundreds of florists.

“Say It With Music”
crease every Dealer’s sales of Columbia
This new “Gift Record’ idea

will sell records to an entirely new mar-

is going to in-

Records.

ket, and the stronger the support it re-
ceives from all Columbia Dealers, the
bigger results it will get.

Think how wonderfully personal the
Where other
gifts are mute, heart may speak to heart

gift of a record can bel

in an old song of tender meaning.

Think of all the holidays there are dur-
ing the year—for every one there are
certain types of music which make par-
ticularly appropriate and acceptable gifts.
Remember that every day in the year is
the birthday or wedding anniversary of
thousands of people—soon you will real-
ize the amount of new business that
can be secured by telling your customers
to “Say It With Music.”

St Patrick’s Day

W heGR B 0’
- "‘..' | &l -:\.V l
L - .

Patriotic

“Say It With Music® will lead people
who do notown phon-ographs to purchase
records as gifts for friends who do. It
will bring them into your store, where
you will have an opportunity to interest
them in your phonographs.

Here is a fine “Plus Record” selling
help, too. “Say It With Music” will enable
you to draw the attention of your regular
customers to the attractiveness of records
as gifts. Every recipient of a gift becomes
a good prospect, and both parties to the
gift are excellent “repeat” customers.

All phonograph dealers, jobbers and
manufacturers can profit by supporting
this new record-selling plan.

The Columbia Graphophone Company
has believed in the possibilities of this
plan from the very beginning. The first
Columbia Record Gift Envelopes which
were introduced over a year ago gave
Columbia Dealers apractical meansofmer-
They add the
final touch of atmosphere to an ideal gift.

chandising Gift Records.

Birthday Easter .
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“Uhen Werds Fail-

Senda Columbia Record

February has THREE special events
—the birthdays of Lincoln and Wash-
ington, for which a Columbia Patriotic
Record makes an appropriate gift, and
St. Valentine’s Day, which kindles a
warm glow in the heart of many a lad

and lassie.

St. Patrick’s Day, March 17, with
Ireland’s recently acquired freedom,
will be celebrated more enthusiasti-
cally than ever.

Then there are Memorial Day, May
30, and Independence Day, July 4,
when suitable favors and remem-
brances are purchased.

During the summer, when week-end
vacation visits are the thing, a few
new dance records make a delightful,
gift that adds zest to the parties.

Practical Columbia Support

So that all Columbia Dealers may contribute
their efforts to make this new plan a success and
reap early profits, we are furnishing free, as illus-
trated, a beautiful pastel display card.

This will serve as permanent Gift Record
advertising. It may be used for all the different
holidays, and in between times for occasions
which are not seasonal.

Columbia Dealers who subscribe to the display
service will receive their poster with the March
Display. Others may secure copies free upon
application to their regular Columbia Distribut-
ing Branch.

Get your free poster and an assortment of
Record Gift Envelopes now and help accomplish
the purpose of the slogan “Say It With Music”
by creating another slogan, “When Words Fail
—Send a Columbia Record.”

COLUMBIA GRAPHOPHONE CO., New York

“@jﬁ@m Werdls Fiagll-

Weddings, Engagements,
nniversary

L |

Christmas

Send a

The
reflect o ggma{il
radiate happ:m-c!
conrey appropriate
sealiments ~ make
peérmancnt glﬂg FE

There arg
Columbia Records

10 suﬂ. cvery occasion

zour selclchon
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evelopeTE SIBILE
final touch to 3 maost
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SELECTING THEIR FAVORITES

35% 10 40%

within the past year.

help some in lowering costs.

ALL OTHER DISC RECORDS

NATIONAL PUBLISHING CO., 239 §. Americaz St., PHILADELPHIA, PA.

“w Price Reductions

\ : It will be 0 your
mterest 1o write us for prices before plac-
ing further orders for Record Albums.

Please mention quantity, as large orders
\We guarantee satisfactory Albums.

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

THE PERFECT PLAN

SUPERVISORY SALESMANSHIP

(Continned from page 135)

There has been a great deal of talk about
the science of salesmanship and the science of
business building and the science of this and of
that. Some of it is very good, and really has
practuical bearings. Some of it. as always hap-
pens n the course of movements like this omne,
has been rather silly. A little of it has been
arrant nonsense. Bad psychology, cheap men-
1al suggestion and general pseudo-scientific clap-
trap have been the foundation of more than one
successful (to the promoters thereof) *course
of instruction in salesmanship. Yet still
stands the ancient rule undisturbed and wvn-
dimmed

The salesiman must be honest
lie about the goods 1o make a sale

The salesman must know the goods: he inust
uot iry to cover ignorance with smooth talk

The salesman must work hard: for no job is
more wasteful of time and effort than his, un-
less 1t be carefully watched.

The salesman must apply honesty, knowledge
and hard work to the 1ask of gaining the buyer's
confidence: for honestly gained confidence is
the salesman’s most valuable asset and his
brightest jewel,

That ancient rule has to be drilled into the
men who are to carry it out. It is the execu
tive's job, first. to know that here is a rule vital

he must not

15 the success of his business; and, second, to see
personally that it is applied. That is his job,
to see personally that his salesmen are doing
these things. When he knows that they are,
then it is his business to be their general, thelr
divisional commander, leading them into battle;
not merely a far-away commander-in-chief, in-
visibly planning, unseen to the soldier on the
firing-line.

USE FILMS TO PROMOTE TRADE

Foreign Trade to Be Stimulated by Educational
Films, Says Department of Commerce

WasHixcrox, D. C, February 8.—Moving pic-
tures are to be used extensively by the Govern
ment as a means of foreign trade promotion. it
was just announced by the Commerce De-
partment, Arrangements are being made for
the co-operation of the motion picture experts of
the Bureau of Alines and of Manufactures, as
the cost of the films to be shown must be borne

the company whose product is pictured,

“In the opinion of the Department of Com-
merce,” said an executive, “representative in-
dustrial films will provide a very effective
method in promoting export trade, They should
prove exceedingly helpful in convincing the peo-
ple of other countries regarding the industrial
ability and the extraordinary facilities of the
United States.”

Patented
1914

ARE YOU PREPARED?

Patented
1914

Fa -\
, e =\ e}
Ko petition is the keynote of business for 1922, Goods of quality will
da If you handle goods of high quality—Particularly Boston
l A 3 ed have no fear of the future. Your business is assured.
| B¢ Al are made right—To satisfy your most exacting customers.

BOSTON BOOK COMPANY

501-809 Plymouth Court

CHICAGO, ILL.

L. E. GILBERT AGAIN WITH MICKEL

Old-time Victor Man Joins Traveling Forces of
Mickel Bros. Co. in Des Moines

Des Moixes, Jowa, February 6.—Lee E. Gilbert,
one of the old-time Vietor men of lowa, who
‘joined the forces of Mickel Bros. Co. on Jan-
vary 1, has a host of friends throughout the Mid-
dle \Western territory, having originally blazed

L. E. Gilbert
the \fictor trail through this section when the

line was in its infancy. His early associations
were with the Victor Co. during 1905, later join-
ing the forces of Chase & \Vest, of Des Moines,
who were at that time wholesalers for the Vie-
tor Co. When the Des Moines ofice of Mickel
Bros. was opened, Mr. Gilbert and Geo. Beaver,
the manager, established practically all of the
larger dealers who are active to-day. In 1913
he left the talking machine field for other en-
deavors, and it was on'y recently that Mickel
Bros. were able to again secure his valuable serv-
ices. Mr. Gilbert will supplemient the work of
the other four travelers. with headquarters in
Des Moines.

THE GROWTH OF DIE-CASTING

Discussing the history of die-casting, now so
general in the talking machine trade, C: T. Roder,
in the Iron Age of recent date. points out that
die-casting is produced by forcing liquid metal
into dies under pneumatic pressure. Until 1914
only metals fusing below 1.300° F. were suc-
cessfully dic-cast, chiefly zinc alloys. Advan-
tages of die-casting are the small amount of
machining necessary, reduction of assembly,
the small cost, greal accuracy. good appearance.
etc. The pneumatic pressure assures uniformity.
Aluminum die-castings are a recent develop-
ment. Design of die is the most important
feature of the work.




Feerruary 15, 1922

THE TALKING MACHINE WORLD

SRR w0 bd £ 40 1) TARR) PP LT Rl

UL P LA ¢
4

4 (T

oA s o (B R0y e Bl it 00 n e g

Talking miachine merchants who have given
particular study to newspaper adverlising are
keenly interested in the aype of advertisement
which makes the greatest impression upon
women, The valuc of the exhaustive study of
retail advertising just concluded by C. J. Sued-
hoff, of the Suedhoff-Ross Advertising Agency,
of Ft. \Wayne, Ind, is timely in this connection.

In order to get the necessary information Mr.
Suedhoff asked a hundred average shoppers a
number of questions relative to the effect that
store advertising had upon them. From these
answers the following was compiled:

Number who had not read any of the store’s
advertising for two days, onc.

Number who came with the specific intention
of inspecting some of the offerings listed in the
store’s advertising during the last two days,
eighty-three.

Number who came for the purpose of inspect-
ing some of the offerings listed in store’s adver-
tising previous to the last two days, three.

Number just “shopping™ without being specifi-
cally interested in any of the advertised offer-
igs, fourteen.

Number visiting the store who were interested
in bargain offerings advertised in the morning
newspaper, twenty-seven.

Number visiting the store who were interested
in goods advertised in the previous afternoon's
paper, ffty-six.

Number who carried clippings of advertise-
ments for reference, one.

Number who had made engagements to mect
friends at the store, eleven.

Absolutely new customers among 100 shop-
pers, one.
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Number who had some sort of comment to
make regarding the store’s advertisements, fifty
ole

Number who in answer to question stated that
they read store’s advertiscments every day,
seventy-nine.

Number who stated they read ads very fre-
quently, eleven.

Nuinber who read advertisements infrequently,
ten.

Mr. Suedhoff belicves that the figures secured
TERERR T N 3 11
Out of 100 Shoppers—

83 came Ip in response to the previous two days' ad

vertising;

14 were “just shopping”

values in mind;

27 came in because of the copy in the morning paper;

56 were atiracted by the advertiscments of the pre-

vious afternoon;

37 were accompanied by feminine friemds;

11 made engagements to meet fricnds at the store;

79 said they read the store’s advertlsements every
day;

11 read the announcements “‘very frequently”;

10 read them “only now and then.”

without having advertised
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in this survey are typical of those that would
be secured from a similar investigation in stores
11 other cities about the size of Fort Wayne.
“This phase of the survey showing how little
attention is paid by custoners to advertisements
which are more than two days old shouid be of
especial interest to all retail advertising men,”
declared the advertising man. “It is evident
from these figures that women, as a whole, fol-
low a store’s advertising very carefully, and that
they realize that business conditions change
from day to day, just as the news of the world
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-AWAKE DEALE

are increasing their profits through the sale

of De Luxe Needles

Before you place your next order write to
us for samples and full particulars about

DE LUXE NEEDLES

Company, INCORPORATED

Sole Manufacturers of De Luxe Needles
* ANSONIA,” CONN.

DON'T FORCET THESE FACTS

Perfect Reproduction of Tone No Scratchy Surface Noise

PLAYS 100-200 RECORDS

Three for 30 cents (4Q cents in Canada)
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The Kind of Advertlslng That Attracts and
Makes the Greatest Impression on Women
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changes, and that the goods which were off

in advertisements last weck may o

the same prices to-day or mnay not even be on
hand in the store.

“1t is an encouraging thing to the man who
prepares retail copy to know that his ads play
such a large part in the lives of the women of h
city. Perhaps the average retail advertising man
is not fully aware of just how important his ad-
vertisements are to the women, and these figures
may prove rather astonishing to him. He ma
have realized, of course, that the women are at-
tracted to his store by the ads, but he may not
have realized that the vast percentage of all the
women in the city read his ads regularly, no
matter whether they come to his store every day
or not.”

GROUP INSURANCE FOR EMPLOYES

Watkins Bros, Inc., Iartford, Conn., Vic-
trola and piano dealers, who also operate
stores in South Manchester and Bristol, Conn.
have taken on group life insurance for all their
employes. Fifty-two were eligible, scven being
entitled to the maximum of $2,000 protection,
having been with the company for fifteen years.

JEDLICKA BROS. BUY SECOND STORE

SoutHAMrTON, N. Y., February 3.—The Victor
business of Benjamin Rosen was recently pur-
chased by Jedlicka Bros., proprietors of a simi-
lar establishment at Bay Shore, N. Y. The new
branch is one of the finest on Long Island and
the purchasers have the advantage of an estab-
lished clientele.
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NOTED ARTISTS VISIT EDGAR SHOPPE

Eight Famous Victor Artists on Visit to Tulsa,
Okla., Are Photographed at Attractively Ar.
ranged Victor Store in That City
TuLsa, Okra, Febreary 1.—When the Eigit

Famous Victor Artists visited this city early last

month and played to a packed house, they made

their headquarters at the Edgar Shoppe, a new

Victor store, which has the distinction of being

the only all-Victor store in Oklahoma. There

are lots of stores in Oklahoma carrying the Vic-
tor line exclusively as a talking machine, but
most of them are general music stores. The

Edgar Shoppe is, perhaps, the most complete

Victor store in the Southwest, and the equip-

tnent and furnishings, which include Unico

booths and counters, cost upward of $20,000, ex-
clusive of merchandise

The group photograph shows, from left to
right: Morton Engle, manager of the repair de-
partment, the Edgar Shoppe; John Meyer, Frank

Croxton, Thos. J. Edgar, president and general

manager of the Edgar Shoppe; Billy Murray,

- THE TALKING MACHINE WORLD
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SMITHOLA

MADE ®Y

JOHN SMITH & CO.

NEW YORK, U.S A.

vooEs I sexu wo DRI

EVERLASTING

ETCHED METAL NAME-PLATES

FOR MANUFACTURERS AND DEALERS
Write for prices

stating quantity
destred

ELECTRO-CHEMICAL ENGRAVING CO., Inc., 52 Vahderbilt Avenue, New York, N. Y.

S$0LD BY

HENRY JONES ® CO0.

ot UNION ST,
ALLEGHENY, PA.

NEAT IN APPEARANCE

ASTORIA MAHOGANY CO. REORGANIZE

Friendly Receivership Proceedings Brought—
Arrangements Made to Carry on the Business
Negotiations have been going on for some

time looking toward a rcorganization of the As-

toria Mahogany Co., Inc, a New York corpora-
tion, having its executive offices and manufae-
turing plant in Astoria, L. I, under a plan of

—r

e M

reorganization which
will place the com-
pany on a sound finan-
cial basis and provide
new working capital.

In order to cnable
a continuance of the
company’s operations
and also to conserve
the assets of ‘the com-
pany pending such re-
organization, friendly
receivership procced-
ings have been brought
in equity. Douglas H
Allen, who has been
appointed, with Ed-
ward W. McMahon, a
member of the law

The Eight anious Vicfor-l‘\;'ﬁvsts- ':.n tl';e Edgar Shobpe

Lester Burchfield, wholesale manager Sanger
Bros." Victrola department; A. T. Bown, sales
department, the Edgar Shoppe; Otto Kluber,
tour manager for the Famous Eight in the
Southwest; A. H. Renner, assistant manager, the
Edgar Shoppe: William Junkins, representative,
the Schmelzer Co., Kansas City. Seated: Al
Campbell, Miss Elizabeth Day, manager record
department, the Edgar Shoppe; Monroe Silver
and Frank Banta.

firm of Graham, Mec-
Mahon, Buell & Knox, with offices at Manhat-
tan, as one of the receivers by Judge Garvin of
the United States District Court for the Eastern
District of New York, is familiar with the opera-
tions of the company, having acted for the past
six months as representative of the principal
creditors in connection with the company’s af-
fairs.

The receivers have been authorized by the
Court to carry on the business as herctofore, and

“FACILITIES”

To Our Customers We Owe All—To Them We Give All

Without proper facilities
good intentions count
for nothing. We have

ey
COHEN & hUGHE S
L

BALTORE. mp

the facilities to
back up our efforts
with actual performance.

COHEN & HUGHES

Wholesale Exclusively

BALTIMORE

WASHINGTON

arrangements have alrcady been made with the
principal creditors for financing the raw mate-
rial requirements of the company during the
term of the receivership. As a going concern
the assets of the company, having a book value
of approxnnately four and a half million doliars,
exceed its liabilities by a substantial amount, and
the proposed pilan of reorganization contemplates
payment of all trade creditors in full upon dis-
charge of the ¢company from receivership.

The appointment of receivers for the Astoria
Mahogany Co. will not affect the company's trop-
ical subsidiaries, the Nicaragua Mahogany Co.
and the Compania Mexicana de Caoba y Godro.
| 3 T
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- Phonographic Epigrammatics
By
HAYWARD CLEVELAND

Do not condemn rival goods. 'Twere
hetter to admit their worthiness and
say, 's machines (or records) are
good but ours are better.” Then prove it!

“Music hath charins to soothe the sav-
age breast.” By that token, then, we are
all savages, and it logically follows that
the talking machine, the universal music
purveyor, is the greatest of savage |
tamers!

-

It is the privilege of most men to have
some choice of occupation. Choose that,
therefore, that drags no man down, but

uplifts. Of such is the talking machine
trade!

[ “Eternal vigilance is the price of lib- £
erty.” This inight be commercially =
adapted to read, “Eternal vigilance is the
price of success.”

-

Once a prospect always a prospect,
umtit dead or departure for parts un- §
known! i
Regard your buyers as juries. Emn-
late Lincoln, Admit the merit in the &

opposition’s arguments and cap with bet-
ter.

L Jnsmee

Take a shot at the moon! You may
hit it! Take a try at a remote prospect!
You may land it!

B LLTBRD BN B

No one human invention has con-
tributed more toward the “Gaicty of Na-
tions” than the talking machine.

e

No one product of man's ingenuity
has gone further toward “Making all the
! world akin®” than the talking machine.

Let not the day go by i which you
do not, to some extent, progress a worthy

1 cause,
i Music is the rthythmic expression of
¢ that which is noblest and best in the
f  human.

Optimism costs no imore than pessi-
. mism and brings betier results.
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Ghe NEW Scottord Tonearm

and Superior
Reproducer
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CA new external shape e e e
A combination of Nickel or Gold Plate and Black Rubber Japan
of 8race and beauty—

without changing the
internal design:

OO0 O VOOV DDDODDDDN

STYLE No.2 FINISH
A different combination of Nickel or Gold Plate and Black Rubber Japan

&
S
¢
&

The
NEW

That same anple turn with the solid inclined plane
deflecting the sound waves straight downward into
amplifying chamber. That same famous Scotford
tone —the tone of refinement — genuinely musical.
Now in a tonearm of accepted, conventional, popu-

lar desiyn. WRITE FOR SAMPLES.

®
o
§ NEW CONSTRUCTION All pxs::[ éiig?ﬁqiﬁ{i?cold
§ ©

:

¢4

§

in ;Drderina specify whether Reproducer should have Plain Gilt Plate or* Superior™ }\Tame
o . Plate. To obtain Individual Name Plate, customer must furnish Decalcomania Transfer
The long straight tube is of drawn

Yellow Brass. Tonearm Base, Main
Elbow and Connection Elbow and
the Reproducer Frame, Face Rinp,

and Back Plate are cast of TENSQO

Samples Will be Submitted on Approval

Style 1 Toncarm lonptube and main~ Style 2 l’{onnm lonk tube end main elbo<s Plated, base Black Japan.

elbow, Re ucer face rind an ned; Reproducer back Bleck Japanned, the face rink and frame
back Black Japanned; other pants

ated
Plated. Style 3 All purts of Tonearm and Reprocducer are Plated,

SORECC e eeLeesceegee

OEOOOOOOOOOOODODOOOHDDOOCODOOQOOC

g ; No. 1 New Scotford Tonearm and Superior Reproducer . Nickel $7.00 Gold $ 9.00
White Brass Alloy—an alloy more 8 R0 3 R B T e Sererior Reproducer . Nickel 850 Gold 1300
% than double the tensile strenpth of et P il e Ghavd bovie Peskoas
cast iron—much stronger, harder § Write for Qur
and lighter in weipht than ordinary Specification Sheet and Quantity Price List
white metal alloys. New dies have ¢
been produced for casting all parts. & BARNHART BROTHERS
The new parts are solidly cast,and § >
are very substantial and durable. & EJ SPINDLER

Monroe and Throop Streets CHICAGO, ILLINOIS
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Here’s one that will sell like hot cakes!
Jolson sings “Give Me My Mammy,” from
Bombo. On the other side Hart & Shaw, two
new Columbia arlists, sing a tender lullaby
“My Mammy Knows.” Orderit. A-3540.

Columbia Graphophone Co.

Al

NEW YORK

PROGRAM OF GENERAL EDUCATION

OQutlined by Leading Makers of Talking Ma-
chines and Records—Has Bearing on Value
of Music for the Young People

Writing to the Toronto Globe, a correspon-
dent pleads for better music for the young
folks and pays homage to the talking machine
as a medium which will educate them to a
higher appreciation of music. The letter runs:

“The talking machine is rapidly coming into
a place as an instrumcnt of instruction and in-
werpretation of better music for the young. And
the writer wishes herc to suggest to parents the
valuable service 1o which this instrument can
be put in any ordinary houschold.

'Fortunately, the wmakers of the talking ma-
chine seem to be agreed on a program of gen-
eral education toward a higher class of music
for the school and thc children in gencral
For example, they are now making many rce-
ords intended to teach or bring back into favor
the quiet, the natural calmness and the refined
over-sou! of refined types of voice and instru-
nientation.

“The songs and instrumental sclections, which
have stood the test of time and which are
now, and long have been. an expression of the
sentiment and the sympathy of the great and
good heart of common humanity—these typcs
are being featured by thc makers of 1alking

aclunes and are coining rapidly into favor

Any musical selection rcally worth your time and
money will still be alive next week, next year
and probably next generation.

“Moreover, there is a strange matter here
which the parent is prone to overlook, namecly,
that the ragtime music thrills quickly, racks
and fatigues the nerves and soon becomes a
sort of nausca. Conversely, they must under-
stand that the better music for children—the
real music—grows sweeter and dearer through
repetition and slowly finds a delightiul ablding
place in the soul of the habitual listener,

*Do not be impatient with your child re-
garding the matter. If his nerves are all un-
strung from the continuous clank and rattle of
the loud and noisy selections the higher class
of music will probably not be especially pleas-
ing to him. However, if you will but continue
to prescnt to his ears the harmony of the
sweceter sirains at length he will be led to dis-
cover the soul of the musical art.”

TO MAKE BRANCH PERMANENT

CanioN, O., February 4.-—~The store of the Wur-
litzer Co., opened month ago in the New
Northern Hotel Building, will be permanent,
M. M. Potee, manager, announced this weck.
It was not determined when the branch was
opened if the Canton store would be ¢ontinued,
but it is now stated that the company. as soon
as a new location is leased, will add talkimg ma-
chines and small goods.

.ﬁ?
,

HENRY BURR.

1658 Broadway
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CROXTON
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EIGHT FAMOUS
' VICTOR ARTISTS

In Concert and Entertainment
Personal Appearance of

Eight Popular Victor
Favorites on One Program
A live attraction for live dealers and jobbers

Bookings now for season 1921-1922
Sample program and pariculars upon reques

P. W. SIMON, Manager

New York City

MONROE SILVER.

Famous Ensembles including

Campbell & Burr - Sterling Trio - Peerless Quartet

FRANK. BANTA

WORKING FOR CARUSO MEMORIAL

Project for Caruso Anniversary Week Late This
Month Meeting With Much Success—Music
Industry Promises Support to the Plan

It is announced by the Caruso Memorial
Foundation that the plans for Caruso Anniver-
sary Week, starting Fcbruary 27, the forty-
ninth anniversary of Caruso’s birth, are pro-
gressing most satisfactorily. The Music Indus-
triecs Chamber of Commerce at a mceting of the
Board of Directors last month endorsed the proj-
cct and promised the support of the industry,
and the Governors of several States, including
Massachusetis, Kansas, Colorado and Nevada,
have agreed to serve as honorary chairmen of
the committees being formed in their respective
Siates,

1t was stated at the headquarters of the Foun-
dation in the Woolworth Building, New York,
that the response from artists and musical or-
ganizations who have promised their co-opera-
tion for Anniversary Week has been especially
gratifying. Among th€ ariists who say they
will appear in bencht concerts for the fund are
Emilio de Gogorza, Elena Gerhardi, Reinald
Werrenrath, Arturo Bonucci, Cantor Josef Ro-
senblatt, Mary Meilish, Julia Claussen, Ernest
Hutcheson, Max Gegna, Edward Lankow, Ellen
Beach Yaw, Nelson lllingworth, QOlive Nevin,
Daisy Jean, Harrict Scholder, Sara Sokolsky-
Freid and Harold Bauer.

A national committee of artists is now being
formed to co-operate with the executive com-
mittee of the foundation.

STRONG DEMAND FOR COVERS

A. Bruns & Son Report That Many Talking
Machine Owners Are Now Buying Covers
to Protect Instruments in the Home

A. Bruns & Son, manufacturers of talking ma-
chine dclivery covers., Brooklyn. N. Y. report
that the demand for their several covers has
been very gratifying during the past few months.
Especially is this true in the Bruns “made-right”™
flcece-lined rubberized dust cover which they
recently introduced to the trade. They state
that talking machmne jobbers and dealers are
very enthusiastic about this new cover and that
dcalers especially have been able to sell one
with most every talking machine purchased.
Heretofare the sales of covers designed for the
safe delivery of 1alking machines have been lim-
ited to dealers and jobbers, but this new fleece-
lined dust cover has been found adaptable for

‘talking machine owncrs as well as dealers, and
* in consequence has opened up a new and broad

ficld for the covers.

Recently this company prepared a very at-
tzactive circular which went to dcalers of talk-
ing machines all through the country. This,
accompanied by a strong salcs letter, was pro-
ductive of rcal results. and oficials of the com-
pany arce confident that 1922 will prove a most
prosperous year for them.
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(NO. 11)

Dear Bill:

1 was mighty glad to reccive the copy of the
local paper containing your advertisement and |
believe I know the reason for the poor returns
from your ads. Your copy reads like a catalog
price list and from that | gather that you are
gradually adopting the extremely dangerous
practice of running vour business ou a price
basis alone. Take iny advice, Bill, and get away
from that practice or you will soon find your-
self on the "rocks. The average person is
naturally suspicious of the house and the line
carricd where price slashing is made the feature
of the enterprise.

In your newspaper copy you have got to pro-
duce something that will not only attract the
attention of the reader, but the ad inust also
arouse a desire for ownership of the particular
machines mentioned. Your advertisement inust
carry a distinct appeal to the people whom you
are trying to reach, and since a large majority
of the people in your community arc nuddle-
class, decently educated, intelligent people, these
are the ones for ‘which your message should be
designed.

An analysis of this class of people will con-
vince you that price is not of absolutely first im-
portance, especially when the purchase of a talk-
ing machine is under c¢onsideration. Fair value
for money spent, playing quality and adapta-
bility of the machine as an articte of furniture
are perhaps the threc primary considerations
As a rule, these people possess imaginations
and, therefore, your advertisements, to be effec-
tive, must play upon this human quality. Fea
ture the talking machine, not as a cheap propo-
sition, but as a valuable aid to home enjoyment
and comfort and bring out strongly, but with-
out cxaggeration, the nechanical qualities and
beautiful finish which will make it a valuable
addition to home adornment.

Another factor which is detrimental to suc-
cess in advertising carried on by inexperieuced
advertising men like yourself, if you will par-
don me for saying so, is the lack of continuity in
copy. It is just as important for the talk-
ing machine dealer to map out a campaign as
it is for the manufacturer to do so. However,
decalers do not seem to realize this and they
continue to spend perfectly good moncy in ad-
vertising which brings in only half the profit
which would accrue if a good, strong camnpaign
were planned. This does not necessarily mean
that large space must be taken to get the mes-
sage across. On the contrary. the dealer who
uses small space can get big returns if his copy
appeals to the people whom he desires for cus-
tomers, and a large business can be built up in
this manner.

The newspaper campaign can be made even
more effective by tying up the window dis-
plays with each particular ad. [If the advertise-
ment is read by a prospective customer and
crcates a favorable impression a state of mind
has been reached which is easily swayed toward
the purchase of a machine. In a small com-
munity like yours a prospective customer who
has read the advertisement will, no doubt, have
0cCasion to pass your store, and if the window
display is forcible enough to remind the pros-
pect of the ad additional interest will have been
aroused which might stimulate the prospect suf-
ficiently to enter the establishment. The rest is
up to the salesman.

Yours for better business,
Jim.

THE TALKING MACHINE WORLD

SENDS MESSAGE ON RECORDS

Hcad of International Corporation Has 1922
Message Recorded and Sent to 20,000 Repre-
sentatives Throughout the Country

A novel and successful use of talking inachine
records in conunection with an insurance pub
licity campaign has been cffected by Cecil F
Shallecross, United Siates manager of the North
British & Mercantile and president of the Awmeri-
can companies affiliated in the group. Mr. Shall-
cross has sent a personal message for 1922 to
each of the 20,000 agents of the companies. Mr.
Shallcross brought the idea imto being and
Chauncey S. S. Miller, advertising and publicity
manager for the companies, made the idea a
recality and worked out the details of the plan.

Mr. Shallcross, in a conversation with Mr.
Miller, spoke of the manner in which he had
been impressed by the sound amplifiers on the
Madison Square Garden and other places which
brought President Harding's address at  the
burial of Amnerica’s unknown hero to the ears of
thousands. Mr. Shallcross said that he wished

23
lie could place a sound amplifier in t
cvery agent ¢ couls
speak to all the ¢ . suggesterd
that Mr. Shallcros tal chine re
ord of the message and send a disc t ach
agent. A coniract was enter Lo
facturer of records and the r a

Omne side contains a brilliant «
a ba“d a ld k Ll message
The discs are being sent to the a
as they are reccived from the facte

From expressions already heard the t
arc "tickled to death” over the innovat
many of them have sent i mpliinen
in token of their appreciation. m 1hc
agents have loaned the record to their friend
who have played it over and over agai
agents hearing the record have wanted
what it all was about, and consequently w
hearers of Mr. Shailcross® message

mar

Have you noticed that the man who has hee
“through the mill” invariably knows all h 1
but never tells all he knows?

Build up a real

PhonographBusiness

for YOURSELF

The only way you can get one of the standard “old line”
talking machines is in common with scores of other jobbers
and dealers in your territory. You must share the business

developed in your territory with all the rest.

share be worth while?

Will your net

You can get a.talking machine, like HARPONOLA, and build

a real business around it for yourself.
You map out your own policies.

tory.
rewards of your own efforts.

It is up to you to choose between the

two opportunities—and both

their merits. Do you want our propo-
sition for purposes of comparison?

THE HARPONOLA COMPANY

101 MERCELINA PARK
CELINA. OHIO
Edmund Brandts, President

The Phonograph

with the‘‘Golden Voice’’

HARPONOLA

You control the terri-
And you get the

have
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Althoug h the spindies for
the Cheney motors are man-
ufactured with ex¢eptional
care, each one must be sub-
jected to the exaching test
illustrated at the top of
this page.

Resting on its bearing
points, the spindle §s tested
under conduions of actual
use 1n the motor. A regis-
teging shoe is placed on the

worm gear and then
the spindie is sevolved. If
the dial records an eccen:
triaity of more than .002 of
an inch, the spindle is re-
ject

N
*‘ \

To chminate all metallic sound, the
wormn pear on this spindle is made of
fibre, compressed to almost the hard-
ness of metal. To chminate fricuon as
nearly a3 possible. the shalt is polished
undil it is smooth as glass, ltis such
attenbon to cach tny detadl in the
construction of The Cheney which
has carned for it the name of “The
Master Instrument.”

R FRSEESERESE e

Where There is Only 2-1000ths of an Inch
. Between Pertection and
the Scrap Pile

C

Ferruary 15, 1922

“Genius is but the
infinite capacity
Jor taking paiis”

There can be no*ifs” and “ands” in the Cheney
Factories. We demand perfection as nearly as
it is humanly possible. We ‘make our motor
parts exact to the thousandth part of an inch.

Take the case of the spindle in our motor, for
example. It is the heart of the motor —and unless
it is made just so, the motor will be noisy and
throb when it runs. No Cheney motor may do
that, and pass inspection.

As a result, we set a limit of 2/1000ths of an
inch upon its eccentricity. Every spindle is tested,
and unless it meets the test, it is thrown out.

Such manufacturing standards are unusual.
They account for the supreme quality embodied
in The Cheney. It is remarkable that such
quality is combined in The Cheney with prices
notably low.

The Cheney Talking Machine Company - Chicago

‘The

THE MASTER INSTRUMENT

ENIEY

“The Longer You Play It, the Sweeter It Grows”



Fesruary 15, 1922

[TEVM AR IS 1

B TLF IS E

TR

Those who have made extended and intensive
studies of seiling tactics agree that almost as
many sales are lost through too much talk on
the part of the salesman as are lost for other
reasons. The ability of the salesman to gauge
the effect of his talk and recognize the psycho-
logical moment for ending his arguments and
closing the deal i1s the trait that gets the re-
sults. This question is summed up very neatly
in an article which appeared in The Voice of
the Victor lately under the caption “[t’s Time
1o Stop \When You've Said Enough,” and which
read:

There are two things in the conversational
selling of goods, Victrolas and Victor rccords
among them, which every salesman ought to
know. Some of them do know by experience,
others have to learn. The trouble is that while
they are learning their employers, as a rule,
are paying them full salary and commission.

These things are so important, and so defimte
in their effect, that each ought to be supplied
with a maxim. The frst thing i1s to know how
to begin a sale, and the second is to know how
to stop. Any locomotive engineer will tell you
that a good brake is as important a part of his
train equipment as the engine itself.

Many a salesman has sold a customer into
a purchase, and then, by talking too long, talked
him out of it, There is a classical story in the
East of a real estate salesman who, young.
managed to find a buyer for a beautiful big
country estate that was going to rack and ruin
for the want of a good householder. He sold
the house on quality. Dissatisfied, conscientious,
he began to go into details—after his customer
was sold. The details were good, they were
important—but the young man talked too long.
He lost sight of the fact that half the customer’s
pleasure in buying was to be able to go over
the place and find out for himself. He was
psycholegically sold; his mind wanted to follow
detail for itself; to receive it from another mind
tired him. He decided to “think over it.” He
never came back.

Now that man, we repeat, was fully sold when
he came into the real estate agent's office. He
came in in obedience to his own demand for
something — not in obedience to a call fromn
somcone clse, for something he was only halfway
interested in. Hce wanted a house, the sales
man had exactly what he wanted—but by in.
judicious and too-prolonged talking he worked
a fourfold injury. He hurt the customer’s mind, he
lost his own commission, he served his employer
badly, and he lost money for his employer’s
client, the seller of the house, by turning it back
on the market and letting dcpreciation and
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taxes run on. And to this day he doesn’t know
how near he was to making one of the biggest
sales of his time, nor why he didn't make it.
There's the tragedy of the thing.

There is another ctassical story in the East,
of a lawyer who defended, in a certain Federal
court, three men who had been arrested upon
a scrious Government charge, The evidence
against them was. not strong; even the District
Attorney admitted it, and conducted the case
in an absolutely impersonal style. The evidence
was largely circuinstantial, the witnesses for
the prosecution were noné too sure. When
the attorney for the accused men arose he
could have won the case for his clients in five
nunutes. Instead. he talked for three solid

N L

Two Leading Sales-
manshipPoints Are: To
KnowW hentoBegina §
Sale and to Know Ex-
= actly When to Stop

A {LEREIER T A ] VT

hours—that being the time granted by the court
for his argument. He actually put into the heads
of the jury a muliitude of considerations that
had not been there in the beginning, The pa-
tiecnce of the jurors was worn down by three
hours’' continuous repetition and re-repetition
of things which only inuddled their minds and
they eventually brought in a verdict of “guilty.”
He didn’t talk his clients into jail, for the judge
in the case was ancient and wise, and the men
were dismissed with the lightest possible fine.

It is quite true the ‘men did not suffer; but
suppose the lawycr had been selling them some-
thing!

There are few men who have been in business
any length of time who have failed to sec
similar instances. An excess of zeal in such
matters is nearly as bad as indifference. [f
a sale is lost by indifference, or if it is lost
by overtalking, the cause of the loss doesn’t
matter—good money is gone and good business
impaired.

Now for the question of maxims. “How,”
you ask, "shall T approach a new customer?”

Well. that' is largely a matter for yourself.

LN T
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Recogmzmg the Psychological Moment for |
Ending the Argument and Closing the Sale

RN PR M

IS iR

You have been trained, or you have learned
your own experience, that the secret of selling
music is to learn the tastes of your customer
These cannot always be told by his appearance,
or by his first words. Has it never occurred
to vou that it might be a goed thing to ask
him ¢

There is nothing easier than to say to the
frequently embarrassed citizen who comes into
your place: “Is there anything in particular
you would like to hear?”

We know, in suggesting this, that we may be
treading upon soime sore spot—that not every
stock is so inclusive that it will give the cus-
tomer the chance to hear his particular favorite
out of the thousands of tunes that have been
given civilization—but it will at least give you
what explorers, detcctives, writers and sales
experts alike call a “lead.”

From this your path is easy—or should be
easy.

But when to quit? That is another question.
It will call for skill, or for instinct. And in-
stinet will manifest itseli in as many ways as
there are human souls.

It is well to be enthusiastic — enthusiasm
catches, " But it doesn’t consist in loud talk, in
stamping feet and pump-handling elbows. It
doesn’t consist in “gassing” a customer with
a “line of talk™; that may be left to the side-
show men. Tell what you know and then—
subside.

ENJOYS VACATION IN FLORIDA

Fred H. Ponty, Well-known Talking Machine
Dealer of New York and Connecticut, Dodg-
ing Cold Weather in the Southland

Fred H. Ponty, proprictor of Ponty's Vie-
trola Store, Port Chester, N, Y., and of South
Norwalk, Conn, and who is also interested in
Ponty's Gift and Art Shop, Greenwich. Conn.,
which also maintains a Victor department, is at
present daking a much-needed vacation in
Florida, visiting Palm Beach, Miami and other
Winter resorts in that State. He is accompanied
by his sister, Miss Sophic Ponty.

SONORA SHOP IN LARGER QUARTERS

Lansixg, Micu., February 6.—The Sonora Shop,
oi this ¢ity, is now located in its new and en-
larged quarters at |1l East Allegan streect.
W. W. Cuinmings. proprietor of the establish-
ment, states that stcadily inereasing business
has made the move necessary. In addition to a
complete line of phonographs and records,
pianos and player-pianos are handled.

Quality
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The “VICSONIA” Reproducer

Recognized for its Perfect interpretation of Edison Disc Records on

Victrolas and Grafonolas.

Fitted with permanent jewel point.

The Vicsonia is made of Bronze, sand casted and machined to measure-
Finished in heavy Nickel or Gold plate.

Note:
ment.

Meet the demand—Serve your customers
Sample Model “A” or "“B" Vig¢sonia will be sent on receipt of $4.50.

price $7.50.

Note: Model “B” Vicsonia plays both Edison and Pathé records.

VICSONIA MFG. CO,, Inc.

313 E. 134th STREET

=—

Distinction

No loose parts.

Flexible stylus.

Retail

NEW YORK, N. Y.
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that always sells big.
Rose” and “Roll on, Silvery Moon,” are the
two selections.
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Two lively fox-trot piano duets by Banta
The kind of a dance record
“Remember the

A-3535.

Columbia Graphophone Co, .f".'
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LARGEST SIGN IN. THE WORLD ERECTED BY SONORA CO.

Mammoth Billboard Advertisement of the Sonora Phonograph, Eight Hundred Feet in Length,
Can Be Seen About an Hour's Ride Qut of New York City on the N. Y. Central R. R.

That the Sonora Phonograph Co., 279 Broad-
way, New York, is a belicver in advertising on
a large scale so that its publicity will be notice-
ible 10 a marked degree is no tmore forcefully

less than an hour fromn the city, where the tracks
fcave the river for a short distance and there is
nothing to be seen but embankments on either
side of the train. As the latter rounds the curve

world. It is eight hundred feet in length, forty-
three feet high, comprising an area of nearly
33,000 square feet. It required the work of forty
men and five wecks to erect it. The entire
woods covering two acres was removed in or-
der 1o put the sign in its proper position. Five
hundred post holes were dug and 42,600 board
feet of lumber were used, as the sign was con-
structed to withstand a wind pressure of ninety

Gigantic Signboard Featuring the Sonora Phonog raph Erected on Main Line of New York Central

manifested than in a sign which it has had
erccted on the main line of the New York Cen-
tral between Albany and the Grand Central De-
pot in New York, a reproduction of which ap-
pears herewith. This sign is located a httle

IMPORTANCE OF COLORS IN BOOTHS

Varied Color Schemes in Demonstration Booths
Are Being Found Effective in Stimulating
Sales of Records, Etc.—Please Aesthetic Taste

Several modern talking machine dealers, real-
izing the influence which various colors exert
i certain people, have decorated their record

where the engincer is compelled to slow down
the passengers arc confronted with a vast snow-
clad range of mountains in the center of which
is the word Sonora in stupendous letters.

This is considered the largest sign in the

miles per hour. It took thirty kegs of nails to
hold the boards on the frame and 450 gallons of
paint were used by six painters, who required
three wecks to paint the picture. Every six
months the entire sign is repainted.

more pleased customers. Prospective purchas-
ers, when enicring the cstablishment, invariably
chose the booth where the color scheme was
most pleasing to their eyes.

Tt is becoming more and more recognized by
students of the psychology of color that certain
colors cxert a strong influence toward good-
nature or the reverse on different people. For
example: Certain people are attracted by a soft

other hand, therc are others who are so filled
with life and “pep” that a modest color such
as gray tends to make them less happy and in-
duces a state of mind which is detrimental to
the success of the salesman in his efforts to dis-
pose of a record or a machine. A harder and
more forceful color, such as a deep green or red,
will fit much better with a person of this char-
acter than the soft gray. They are then in sur-

monstration booths in various hues and the gray. It is restful to their eyes and fits well roundings which are sympathetic to their natures
ults have been apparent in increased sales and  with their quiet. conservative natures. On the and the salesman’s job is much simplificd.
——— —

NEW wiTtH THE
NEW YE&I}

| Pleasing to the Eye and Pleasing to the Ear |

The New Phillips Octagon \

| Throw Back ToneArmNo.5 e

With Octagon Reproducer No. 5; also equipped with our regular No. 3 Reproducer if desired

cidedly attractive combination that has met with instantancous success.
its attractive appearancce it has a deep full tone that is much admired.

The William Phillips Phono Parts Corp.

Manufacturers of Tone Arms for Portable, Medium and High Grade Machines

Quantity Prices on Request

145 West Forty-fifth Street

New York City
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IROQUOIS SALES CORPORATION
BUFFALO, N. Y.

W holesale Distributors

FEATURES “HUMORESOUE” RECORDS

Columbia Dealer Links Up Showing of Motion
Picture With Columbia Records

CastieToN, N. D, February 1.—C. M. Lindsey,
live Columbia dealer of this city, took advan-
tage of the appearance in a lo¢al theatre of the
well-known moving picture “Humoresque™ to

Attractive “Humoresque™” Window

stage a very attractive window display featur-
ing Dvorak's violin selection played by well-
known Columbia artists. The window featured
one of the scencs from the picture and a large
Grafonola model with a list of “Humoresque”
records in the Columbia catalog. The result of
this timely tie-up was an increase in the sale of
these records and necessarily greatly increased
interest in the establishment,

RECORD PLAYED AT BURIAL SERVICE

Track Layer in Alaska Requested That Record
of W. J. Bryan's “Prince of Peace” Be Played
at His Funeral Service

A burial service with the music and sermon on
a talking machine was conducted recently at a
railroad camp 386 miles inland from Auchorage,
Alaska.

Ellis Donley, a popular track layer, fatally in-
jured, left a dying request that he be buried in
the grade of the new Alaska Railroad, and for
his obsequies W. J. Bryan's “Prince of Pcace”
record at the camp bunkhouse be used.

The man’s desire was complied with by his
friends. The services were uplifting and largely
attended. The company's foreman took charge of
the funeral and read some Scripture, followed
by sacred music by several of the world’s great-
est artists on the talking machine, then part of
the famous lecture.

PR T

OFFERS PROGRAMS FOR THE SCHOOLS

Princess Watahwaso Appears Before Group of
Principals and Teachers at Wurlitzer Audi-
torium to Demonstrate Character of Work

The first of a serics of concert programs
featuring the Victrola and Victor records and
designed to be given in the public schools of
New York under the direction of Miss Lenna
Rudy, educational director of the Wurlitzer Co.
Victrola department, was presented at the Wur-
litzer Auditorium on Saturday morning, Janu-
ary 21, for the benefit of more than scventy-five
public school principals and teachers who at-
tended.

The concert featured Princess Watahwaso,
whose Victor records are already quite familiar
in the schools and who in the course of a pro-
gram recited a number of Indian legends and
sang the songs of various Indian tribes, pre-

ceding each number with a detailed explanation
as to its meaning.

The Princess is quite well known to many New
York publ:c school teachcrs and lt s expcctcd

Study the
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SILENT Motor

Its Advantages for Your Line of Talking
Machines Are Self-Evident

The Silent Motor With Spring Barrels Demounted. Note the
Sturdy and Simple Construction.

27
{cr the Mi udy sl
visit practically ali the public schools of Ne
X 3]} O
gram hat pi y
scason will have heard the legends ot
all the better-known Indian tribes
OPENS TICONDEROGA STORE
Trconperoca, N, Y., February 4.—For the first
time in twenty-three years M s
1as been established here. Guy W. Woodward

proprictor of the new establishment, is handlin
the Dalion line of phonographs and the Olympic
rccords. In addition the coniplete 4
Bros. pianos is handled. The establishment
completely equipped with modern improvements
and comforts for the benefit of customers

DELAWARE INCORPORATION

The Presanplay Phonograph Co., of \Vilmu
ton, Pel, has been granted a charter of incor-
poration under the laws of that State, wi
capital of 550000'
SRS TR ROGRE O ER

R 21 3 O RO Oecrs{ (3 gy ) DR R 0 ¥ 0 x| st PETRTRTEN R 53 vt 30300 o303
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SILENT MOTOR Feature.

Sclf-aligning governor shaft,
mounted on universal ball-and-
socket bearing. Eliminates gov-
ernor trouble forever.

An Exclusive

Send for Sample and Prices

THE SILENT MOTOR CORPORATION

CHARLES A. O'MALLEY, President

321-323-325 Dean Street,

BROOKLYN, N. Y.
]
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Widdicomb console
Early American Art
nodel, twith divided
lop, partitions for
albums, automatic
stop and patented
tone controt. The
IWiddicomb plays all
records. Prices range
from 2£90.00 to $260.
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PHONOGRAPH
Ohe Aristocrat of Phonographs

A fitting companion to the most beautiful furniture

The first thing that impresses you when
you see a Widdicomb phonograph in any
home is that it really 'belongs —that it
is a harmonious part of the appointments
cf the most luxuriously and tastefully
furnished room.

Built in period designs after the best work
of Chippendale, Sheraton. the Adam
Brothers and other master craftsmen of
all times in the art of furniture building,
the Widdicomb phonograph is produced
in a variety of styles and finishes to suit
any decorative plan or any suite of good
furniture. It adds taste and bcauty to
any home

A Masterpiece of the Cabinet
Mcker's Art

The Widdicomb Furniture Company were
th st manufacturers to e
Towing wish the m
phonograph
: g
i

in period design

For 56 years recognized leaders as build-
ers of furniture in period design, the Wid-
dicomb Furniture Company gave to the
production of phonographs the same
painstaking preparation and artistic skill
that have always marked their furniture
creations.

An initial survey of the phonograph mar-
ket proved the real possibilities for such
a phonograph. Music lovers and persons
of refined tastes generally received the
idea with open arms. Leading phono-
graph merchants gave it their unqualified
endorsement.

Unsurpassed as a Musical
Instrument

Phonograph experts were then called to-
gether—men who had spent a lifetime in
the practical side of phonograph manu-
facture. For two years these experts
worked quietly to produce a musical in-
strument in keeping with Widdicomb
ideals. At the end of this time they per-
fected the Widdicomb Amplifying Tone

Chamber. This is an exclusive feature
which gives a supremacy of tone to be
found on no other phonograph. It im-
parts the full tonal value—no more nor
less—to every note of the chromatic scale
from the clear, high notes of the upper
register to the rich, deep tones at the
other extreme.

Today the Widdicomb phonograph holds
a unique position in the trade and among
music lovers. Leading merchants have
found that it gives them an enviable pres-
tige among the best class of buyers.

The Widdicomb franchise is being offered
to a limited number of dealers who pride
themselves on the quality of their clien-
tele. Its distribution affords an oppor-
tunity for constantly increasing business.
Complete details and catalog will be fur-
nished upon application.

The Widdicomb Furniture Company
Grand Rapids, Michigan

Fine furniture designers since 1865

All Widdicomb Models Are Now Selling at Pre-War Prices )
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WANT IMPORTED MASTER RECORDS TO BE FREE OF DUTY

Consideration of That Matter Asked by Senator McLean, of Connecticut, in Special Brief Filed
With the Senate - Finance Committec—Some Interesting Arguments Presented

(Special Correspondence to The World)

Wasmincron, D. C, February 6.—The entry
into the United States free of duty of foreign-
made master rccords and matrices made there-
from, in the interest of our export trade, was
advocated in a brief filed with the Senatc
Finance Committee by Senator McLean, of
Connecticut, on behalf of thhe Columbia Grapho-
phone Mfg. Co, of Bridgeport, Conn.

The Treasury Department has ruled that
these articles have been manufactured in a for-
eign country and in appraising the value for
duty purposes considered every element of ex-
pense entering into their procurements, includ-
ing cost of wax blank, in the United Statcs,
expense of transporting the blank both ways,
salaries and expenses of recording experts, cost
of rccording rooms, fees to artists, bands or
orchestras, and every other ascertainable elenent
of cost, assessing the duty on the aggregate at
258 per cent ad valorem.

“This attitude of the Trcasury Dcpartment,
while possibly warranted under the existing law,
shiould be remedied by the inclusion of these ar-
ticles under the free list,” this company con-
tends.  “Otherwise the markets in South and
Central America will be closced to the Ameri-
can manufacturer of sound records and handed
over to the foreign maunufacturer who has no
such handicaps to hamper him.

“Germany was our keenest competitor prior
to the war in thcse countries and in this in-
dustry, With her lower production costs and
her subsidies we cannot hope to survive in that
market if this rclief is nhot granted.

“Unless relieved from the burden imposed
under the Treasury ruling Amcrican manufac-
turers will be faced with one of two alterna-
tives—

“l. Be forced to abandon those export mar-
kets to Furopean competitors entirely, or

*2. Establish plants in onc or more forcign
countries where no such handicaps or burdens
are imposed and manufacture there the records
for export.

“Whichever of these alternatives is adopted
American labor will be the loser, because in the
nianufacture of this export product large num-
bers of American workmen are employed and
this employment would be definitely and
permanently terminated. It is a fact that thou-
sands of American workmen would be adversely
affected by the happening of either of these
contingencies.”

The Columbia Graphophone Mfg. Co. asks
for the inclusion under the free list of the forth-
coming new tariff law, as now provided in the
Fordney Tariff bill as No. 1677, “Discs of soft
wax, commonly known as master records, or
metal matrices obtained therefrom, to be used
in the manufacture of sound records for c¢xport
purposes.”

*The inclusion of these articles in the free
list will enable American manufacturers to suc-
cessfully compete for valuable export markets
which are especially attractive in this and other
respects to the United States, namely, South
and Central America. Development of thesc
countrics by the export of sound records will
aid greatly in the creation of markets for other
lines of American manufacture,” the company
tells the Finance Committee.

The company explains that in the development
of substantial trade rclations in graphophones
and graphophone records with a foreign country
employing a language other than English it is
vitally necessary that the sound records be in
the language of the country to be developed; a
sound reccord in English would command no
sale at all in a Spanish-speaking country. In
the ¢ase of musical selections or compositions
the music recorded must be of the native char-
acter, type or class. If instrumental it must
be recorded by individual periormers or organi-
zations of native repute or renown. [f vocal
in character it must be sung by native vocal-

ists or artists of native reputation and popu-
larity.

“A mative air of Brazil, for example, sung by
an Amcrican even of the highest artistic ealiber
would have no salc at all in Brazil,” it is addcd
“An Argentine native dance played by an
Amierican band or orchestra of the highest musi-
cal attainments would find no market whatever
in Argentina, For these reasons it is nccessary
to send recording expeditions to the foreign
countrics to sccure local artists, bands, or-
chestras and instrumentalists on the native heath
and to make the recordings then and there.

“The recording expcditions are sent from
the United States and usually include at lcast
two high-salaried cxpert record makers. In
addition to their salaries they must be fur-
nished funds for traveling and living expenscs
and ior the rental of suitable laboratorics or
recording rooms for the transportation and
handling of recording machinery and parapher-
nalia and for the fces of bands and artists which
they cwmploy in the making of the records.
When it is considered that an expedition must
remain in one country until it has accurnulated
a fairly representative repertoire of the music
of that country, and that this may mean a stay
of months with hecavy daily expense, it will be
apparent that the procurcment of the wax mas-
ters and metal matrices is attended with much
difficulty and cnormous cxpense,

“A highly important part of the parapher-
nalia carried on these expeditions is a large sup-
ply of wax blanks on which the wax master is
recorded. The blank with the wax master re-
corded on its surface is returned to the United
States as soon as a quantity sufficient to make
up a shipment has accumulated, there to be put
through the electroplating process. [i facilitics
can be found in the foreign country the electro-
plating is done there, so as to minimize the
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danger of loss or damage to the wax master
transit. In such cases it is the metal natrix
which is returned.”

The company further explains that neither of
these articles can be used in a commercial way
or to produce sound records in comm« 1

quantities—they arc mercly preliminary steps
They are procurcd for the prime object of de.
veloping export business and, while it is tru

some are utilized for domestic purposcs,
number is very small, and if domestic nee
alone were considered they would not he made
at all.

The ¢ontinued free importation of copal gum
and shellac, two highly essential ingredients i
the manufacture of records, for which there
is absolutely no substitute, was also requcsted.

PIANO FIRM ADDS BRUNSWICK LINE

Cortanor, N. Y., February 1.—The Hyde &
Taylor Piano Co., on¢ of the most progressive
music concerns in this section of the State, has
secured the local agency for the Brunswick
line of phonographs, according to a rccent an
nouncement. A complete stock of these instru-
ments, as well as Pathé phonographs. is now
handled. A large record library gives patron:
a wide sclection.

MOTHER LOVE AS AN AID TO SALES

The mother's love for her children is onc of
the strongest human forces and the talking ma-
chine merchant who takes this into considera-
tion in his advertising is increasing his chances
of success. Convince a mother that a talking
machine is necessary for the musical education
of her children and point out the happiness and
power for good contained in the instrument and
a big stride toward increcased sales will have
been made.

A new exclusively Victrola shop has been
opened on Main street, Winamac, Ind.
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484-90 Broome Street

AUTOMATIC STOPS

N 3 The simplest and most efficient

fraat

Automatic Stop on the market.

'SWEETEN THE TONE

KIRKMAN ENGINEERING CORPORATION

They give excellent
service, are easily in-
stalled and are abso-
lutely guaranteed.

- Send 50c. for
=, Sample Stop

with K-E
and Simplex
Circular Record
Cleaners

Reduced Prices
Big Profits

Write for
Particulars

NOW

New York
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The most significant recent innovation in the phonograph
record industry is the introduction of the nationally popular

REGAL RECORDS

(List Price 50c¢)

The country’s most progressive de-
partment stores have popularized
them until their sales turnover stands
today at a figure never before equaled
in the trade.

Their phenomenally .increasing sales
are daily adding to the conviction that
they are records of sensational quality.

With all trade pioneering difficulties
overcome by a most auspicious intro-
duction Regal Records are finally to
be offered for dealer merchandising,
and the opportunity for supplying
communities not vet fully covered
will be afforded a limited number of
dealers 1in excellent standing.

If you are interested, we urge that
you write tmmediately.

REGAL RECORD COMPANY

206 FIFTH AVENUE NEW YORK CITY
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ANECDOTES TO HELP RECORD SALES

Manner in Which Little Stories Regarding Noted
Composers and Artists May Be Used to
Stimulate Interest of Customers

There are many suggestions offered froin time
to time as to ways and means for arousing and
maintaining the interest of record customers,
and particularly for turning their desires toward
the better class of records. It is generally ad-
mitted, however, that one of the best ways for
arousing the customer’s interest is for the sales-
nian to be able to offer some really worth-while
information regarding the record itself, the re-
cording artist or the composer of the music
thereon. In this connection “The Voice of the
Victor” last month had the following to say on
this subjeet which is of such great importiance
and value to those members of the indusiry who
desire to be equipped as real salesmen:

“Yes, Beethoven was deaf when he
thatl”

“MyI" said the customer.
never heard it played?”

*No,” answered the salesman. “That is, not
properly. He'd been going deaf for some time,
but not till he wrote the Fifth Symphony did he
realize it to the full. He put everything he felt
into that music. Listen to the opcning. He
called it *Fate knocking at the door."” And the
salesman played just the opening of Victor rec-
ord No. 18124,

“My!" said the lady again, stunned as many
another has been by the appalling force and
simplicity of that tremendous theme.

*All through the record you'll hear that bit of
tune. Not always the same notes, of course, nor
always loud. Sometimes it crops up in the bass
just a little—hardly noticeable unless you are
listening for it; but it's there all the same.

“That surcly is interesting,” said the lady.
1’1l take that record. \What others have you got
by Beethoven? [ wish [ knew as much about
musi¢ as you do.”

The salesman bowed and blushed. He would

wrote

“D'vou mean he
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have liked to tell her that he knew nothing of
music—didn't know B flat from A sharp. As a
good salesman, however, he kept silent and
failed to explain that you don't have to know
anything about music in order to acquire a little
knowledge about the men who make it.

This salesman was not a highbrow, but he had
contracted the habit of reading magazines and
newspapers on the train and in hotels while on
the road. Having settled down to an inside job
in a Victor department it oc¢curred to him he
might just as well read a few stories and biog-
raphies about musicians. Tt was a bit hard to
begin; but having begun it was hard to quit.
Alice M. Diehl’s "Life of Becthoven,” for in-
stance, proved to be quite as interesting as any
newspaper account of the life of Jack Dempsey.
The facts about Mozart proved far more fasci-
nating than the fiction in “Snappy Scraps.” lle
was surprised to find on reading Streatfield's
“Hande!l” that Handel was no dty-as-dust musi-
cian, but a real live business man, who went
bankrupt half a dozen times, paid his debts and
began again as an opera impresario. He picked
up Crowest's “Anecdotes of Musicians™ and dis~
covered that Rossini was as full of quips as he
was of melodies. Hce enjoyed Wagner's fhght
for his ideals; Schubert's unconquerable sim-
plicity: Chopin’s dclicate frailties; Liszt’s ro-
mances and Mendelssohn’s cheery optimism. He
found that understanding the men enabled him
to understand their music.

Perhaps fifteen or twenty books were enough
to give him the matcrial that set him up for life
as an expert record salesman. Customers came
to him because he gave them a new slant on the
better kinds of music. He had a background for
his sales talk.

He supplemented his book reading by study-
ing the current musical magazines so as to keep
track of the Victor artists. He watched with
interest their new ventures from opera to con-
cert platform, or vice versa. He watched them
grow in favor: saw how each new development
of their art was reflected in their records.

Did it pay? You know it did!
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| “BLACK DIAMOND*
' CRAPHITE

| Spring Lubricant
¢ The Lubricant
Supreme

tiunrantes] not

sizea. collapaible

the right conxistency in 2
tubes ; 10, 25, 50 1L, cans

Manufactured oniy by

HARTZELL CRUCIBLE CO.
North Side, Plttsburgh, P'n.
Factory Representative l
LOUIS A. SCHWAKY, INC,
1263 Broadway, New Yoek City
S8, F. LARRINOQKE l
3436 Faston Ave., 5t. Louls. e,
ron SALE BY ALL LEADING JOBBERS

TO SEE NEEDS AND CREATE NEEDS

The foundation of all business is to see needs
and to creatc needs. The man who wants to
bccome rich must not believe that it is sufficient
to open one more shop of a certain kind in a
city where there are alrcady a thousand of such
shops. If he cannot offer an improvement, a
novelty. a stimulant to the public, he will fail.
Those who complain about ruinous competi-
tion complain in reality about the lack of ideas.
Moreover, a business man ought to realize that
bis appeal must be either very iutense or very
general if he wants to be a success. If I want
to sell for a million dollars | must either induce
a thousand people to buy for a thousand dol-
lars each or I must find one hundred thousand
people who will bring me ten dollars each for
my goods. To succeed with my new needs
I have to figure with 1he old needs of customers.

to change needle.  Also position when wot in use

Plays all types of records.
the “EDISON" with the LEVER.

lateral to vertical cut records.
swinging to the right.

Needle scratch almost entirely removed.

unnecessary scratching.

record, giving it a floating action.

Shotving Reproducer of Jewel needle equipment turmed up

Operates the same as

No adjustments necessary when changing from
Stop prevents

Turning back of Reproducer permits of easy
access to needle socket and saves records from

Is the ONLY necdle equipment that plays vertical
cut records in the proper “EDISON™ position with
the Reproducer turned FACE DOWN to the

Showing Jewel needle equipment ju pasition for playing
vertieal cut records.

JEWEL PHONOPARTS COMPANY

THE

NOT

Just Another Attachment

BUT

a distinct improvement in Tone
Reproduction as well as in Me-
chanical Construction and Finish.
Send for descriptive circular which
contains “HINTS REGARDING
THE CARE OF A PHONO-
GRAPH.”

If your jobber does not handle.
write us.

Priece the same.
to dealers.

GUARANTEED IN
WAY.

MONEY BACK IF NOT SATIS-
FIED.

We handle highest grade Jewel
Point Needles.

Made in Canada by IV, H. Banfield & Sons, Lid., Taronto.

Liberal discount

EVERY

| Shewing face vicw of Jetwel ueedle equipment in position

Needle CENTERS on all records.

Straight air-tight construction and absence of
movable joints insure perfect reproduction and
great volume.

Pivoted ball-joint insures perfect reproduction and
freedom of movement both vertically and hori-
zontally.

Weight is the lightest that ean produce perfect
results, thus saving the record, and permitting a
freedom and sweetness of tone considered impos-
sible.

Indestructible
blast, crack, split or warp, and are the greatest
development in phonographic sound reproduction
in years.

Showing back wview

154 W. Whiting St., Chicago

for plaving lateval cut records.

NOM-Y-KA diaphragms do not

f needle equipmens i position for
playing lateral cut records
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CARDINAL
Phonographs

CARDINAL
Records

Unexcelled Sweetness

New Record Issues
Exery Month

Unmatched Beauty

Alodels in
\ahogany and Qask

Model No, J0--Mahogany, walnut. Helght. 49 inches,
Width, 21% inches. Depth, 233 inches. Carcdinal Tone
Chamber, 'l'one Moditier, Automatic Step, Cardinal Fil-
lng System. Automatic Top Support.

o [ e Sy T S §L36.00

WRITE FOR AGENCY TERMS |

You are primarily interested in two things: Selling a Phono-
graph of Quality and selling that Phonograph at a worth-while
profit.

Because the first will assure you satished patronage and the
second financial gain.

The New Cardinal Phonographs and Cardinal Records make
possible the exact fulfillment of the two things aforementioned.

A booklet, The Cardinal Proposition, and another, The Car-
dinal Phonograph, tell in a clear, understandable way why the
progressive dealer should fully inform himself regarding the
opportunities in Cardinal Products. Write to the address nearest

e —

you for full information. No obligation, of course.
Factory: ZANESVILLE, OHIO.
NEW YORK CINCINNATI
106 East 19th Street 137 West Fourth Street
Distributors
| ' po LR i pRea
J
\ E
|
y T A B L S H E D '
i dONOGRAPHS and RECORDS
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INTERESTING DATA ON HANDLING OF TALKING MACHINES

Report Compiled by National Retail Dry Goods Association After Countrywide Survey of Talk-
ing Machine Trade and Its Possibilities Offers Many Facts for Consideration

A most interesting survey of the talking ma-
chiine trade as now constituted and of the sales
possibilities of talking machines and records
from the viewpoint of the general drygoods or
dcpattiient store has been prepared by the Na-
tional Retail Dry Goods' Association through its
Bureau of Research and lnformation. The sur-
vey is most exhaustive and goes into great de-
tail regarding the comparative sales values of
various makes and styles of machines and rec-
ords based upon actual reporis gathered from
various scctions of the country. The survey has
to do particularty with the handling of talking
machines in one of the deparuments of a depart-
ment store, rather than buying or selling them
as distinctive products.

Early in the report it is stated that the appear-
ance and quality of a phonograph or a record
cannot be regarded as a prime sales factor if the
machine is not widely known. Although there
are more than 150 phonograph manufacturers
who have been producing machines for the past
four years, less than a dozen are known to the
layman, it is pointed out, and, of this number,
only a few machines have obtained prominence.
The answer to the question asked the siores as
to the advisability of carrying less well-known
brands was invariably that the standard makes
are by far the best profit-making propositions.
A table is furnished in the report giving a list
of well-known machines and the number of
stores handling each.

Some Interesting Figures

On the basis of the sales for 1919, as deter-

mined by the census, and the rapidly increasing

THIS is the
MISSING LINK

Fibre ileeedle

Sharpener

You don’t have to remove the
NEEDLE from the TONE ARM
to SHARPEN

It’s 5 years ahead of the times
CONVENIENT

FAST SELLER

S11i0dd @009

MECHANICALLY RIGHT
Very Simple

LIDSEEN

FIBRE NEEDLE

CUTTER

Let us send you a sample
and further details

LIDSEEN PRODUCTS

832-840 So. Central Ave. CHICAGO

mierest in phonograph music froin the social and
educational standpoint, one authority has ests
mated that the next twelve months will develop
sales aggregating 1,500,000 machines and 100,
000,000 records. According to the best available
information, 6,000,000 phonographs have alrcady
been sold in the United States, the 1919 census
disclosing that 2,226,000 talking machines were
produced in that year. [f the estimate of a il
lion and a half machines this ycar is verified
one new machine would he provided for every
seventy-two inhabitants,

A few of the technical details with respect to
phonographs arce given in the report, so that the
merchant may familiarize himself with the dif
ferent makes.

Where Department Should Be Located

Passing on to a consideration of where the
talking machine department should be located,
the report states the thirty-four stores questioned
indicated a wide range in scltection. Ten store
located the depariment on the fourth floor, while
nine located it on the third floor. Only five of
the thirty-four stores advised locating the de-
partment on the main floor. ‘T'here was, more-
over, a unanimous sentiment expressed that a
talking machine department could be sucecess-
ful without a musical or a furniture department
in the same store.

Wherc the sale of records has been tested out
for desirable location some interesting results
have been obtained. A large department storc
in the East recently put on a sale of dance rec-
ords. They used a small four-foot table on the
ground floor, and, without demonstration, soll
twelve times as many records as were sold in
the regular talking machine department, located
on the sixth floor, where all the facilities for
demonstrating the records were available. It
is explained in the report that this should be con-
clusive evidence that records of this type are
impulse goods and are bought by customers
hurrying through the store who never think of
going all the way to the upper floors to buy
them. A small booth located on the main floor
with a sample machine and new rcicases of dance
and song music should, therefore, add a ncw
stimulus to the talking machine department.

“The cmployment and training of sales per-
sons for a talking machine department,” says
the report, “is an important feature. They should
have an appreciation of inusic and be able to
talk music and to bring out the fAnc points of
the machine and cabinet as an adorning adjunct
to the living-room furniture. The value of a
salesperson knowing some of the technical de-
tails of the machine is obvious, Customers often
want technical explanations, and the sale may
depend upon the ability of the salesperson to
prove the tcchnical superiority of one machine
over another.”

Questionnaire for Salesmen

A list of questions which their salespersons
must answer has been prepared by a Brooklyn
concern. There are fifty-nine questions on the
list, and they cover a wide range of desired
information, covering wood finishes, motor types,
reproducers, record types, ncedles, etc. These
questions, which are given in full in the report,
are drawn up by the training department in co-
operation with the department buyers. They
are given to the salesperson at the beginning
of the training course, and she is supposed to
find out the answers for herself from all avail-
able sources in the store within a limited time.

All of the stores reporting to the Association
in the inquiry on talking machine departmenis
make use of time payments and this is said to
be the case with practically every large store.
The percentage of phonographs sold on the in-
stalment basis in twenty-seven stores reporting
ranged from 10 to 100 per cent. The average
was 67.2 per cent.

“Of all the people who purchase talking ma-

(Continned on page 34)

ITALIAN BOOK CO.

145-147 Mulberry St.
New York, N. Y.

THE ONLY IMPORTED PHONO-
GRAPH DISC SELECTIONS
RECORDED IN ITALY
and sung by the best and most popu-

lar artists of that celebrated land of
sweet and enchanting music.

NEW SELECTIONS

SONGS — DANCES
COMICAL DIALOGUES

10-inch Disc —~Double Face—75¢

Santa Lucia Luntana,  Orch. Acre.,
Car, Ur, Gudona,

Denna.

G
Oreh. Act. SLav. U Q. Gudonu,
(¥

Core Signere. Orh. Ace...Cav. Urr Godan
Pusilleca Derme. thch. Ao
Car. Ul. G. Godono, Tenor

Filava Filava, Orrh. a¢ Car,

G. Godono, Tenor
Napule, Gaodono,

e
Urch, Acr .Cav. U1, Q. Tenor

Reginella. Orch, Acr......Cav. Ud. G Oodono, Tenor
Sercnata a Puvillees,  Orch, Ace,
Car. U'ff. G. Godoho, Tenor

Le Rese Rosse. Orrh. Aev. . .Cav. UN. G. Godono, Tenor
Giovinesrs di Baci. Orcl Acee.,
Car, Ui, G. Gmiunu, Tenor

‘A Canzene ¢ Pusilleeo. Owrh, Are

Car, 1M, G. Godoho, Tehor
A Luna e Napule. Orli. Ace.,

Car. U1, G. Uuwlono, Tenor

L'ingese 2 Napoll, Oech Ac
Nom te Voglle Cunceftte.

Tie Tie:Tie Ta., OUreh Acc
Piererotla. Umh, .\er

R Ciaramella
1. Claramelln

K Cilaramella
K. Cixramrlla

12.inch Disc—Double Face--31.25

Santa Lucia Luntana, 3 parts  Oech. Ace,
Cav. U, G. Clodono. Tenor

Carmen 2ila.  Waltz.. Cav. U1 G. Golono, Tenot

Muglierema Luntana, I parts. Ofrh. Are

Car. Diego Glannini
1 Seldatin] di Piombe. March Military Band

NOTE—With avery Song Record we zive
the words Free.

We are also manufacturers and distributors of

SPECIAL MUSIC ROLLS

ITALIAN AND NEAPOLITAN SONGS WITH WORDS

ai53a—A Luna ¢ Napule Spagnuole... . $1.2%
xil1a="A Tarra & Cafle. Fussone.. e 123
1|65 —Cere Signere. Valente. “en 1.23
x1323—Fllava Filava. Bixic i aeee 1,28
ald9a—"0 Mare Canta, l.ama, 5 125
alhla—Rimplantc (Buenas Neite Signera). Camerlingo. 123
al35a—Santa Lucla Luntana, Mario..... .23
1672—Tie-Tie-Tac. Lams 1.23%

DANCES

Valtzer
t}9a—Fortuna., {Cawerlingo.
a$9a=—Lotta d"Amere. Dolla Rosa,
Palhe
Ghilardenzh) .
Mazurke
Canacrtingo

ald6a=—=La Bella Bruna.

wi28a—Fjoritura di Rese,

Write for catalogue and discount
to trade
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Rosa Ponselle! That’s enough to sell any
record to music lovers.
Brightest,” from Wallace’s opera Maritana,
:189 ;gze title of this wonderful March record.

“Scenes That Are

Columbia Graphopho... « .

NEW YORK

DATA ON HANDLING OF “TALKERS”
(Continued from page 33)

chines on the deferred payment plan,” the re-
port explains, “approximatcly 90 per cent of
them pay out the full amount. Of these about
30 per cent take the full time to make their pay-
ments. About 10 per cent pay up the full amount
in four months, and approximately 20 per cent
complete the payment in one-half the time al-
lowed them. Retailers have to take back only
10 per cent of the machines they sell on the in-
stalment plan. One of the principal manufac-
turers has lost only five machines in three years
from pcople moving and taking the machines
with them.

“Jt is pointed out that the great stumbling-
block which departinent storcs encounter in han-
dling talking machine sales is that they make
their terms of contract too liberal. This, it is
claimed, should not be done. Thec consensus of
opinion scems to be that the term of contract
should not run longer than a year and each pay-
ment should be as large as possible. ‘You will
find,” one successful manager says, ‘if you ask
higher monthly payments than the average. and
show (0 the preople that the scrvice you give is
worth that cxtra charge, you will be able to

et the larger payment without any trouble.

The Problem of Collections

‘Following up delinquents on instalment pay-
ments, according to a buyer for a large \Western
house, has devcloped into one of the most valu-
able adjuncts to his salcs promotion work. Real-

izing that customers resent the call of the most
diplomatic collectors, yet, being confronted with
the necessity of securing the moncy, this buyer
tried to ‘sugar coat’ the pill. He ‘fired’ two in-
telligent women whom he employed as collectors
and hired them over again as a service corps.
When he sent them out to see delinquents he
furnished them with grips containing the latest
and best records, with instructions to use them
to test the customer’s machine.

“Ostensibly these women werce to see that the
machines they had sold were in good condition
and were giving satisfactory service. On such a
niission they received the imost courteous treat-
ment. The plan soon developed into the women
being so pleased with the visit of the store repre-

sentative and the opportunity to hear new rec-
ords that orders were taken in nearly every
home. It rested with the service corps whether
they sought to collect on the overdue instalments
in case no records were bought, If records
were bought, attention was called on the bill to
the overdue account, In a surprisingly large
number of cases the customer is so pleased with
the personal service that little difficulty is ex-
perienced in keeping the collections up to date.”
The total expense reported by the stores in
operating their phonograph departments aver-
ages 30.63 per cent, with 46.9 per cent for the
highest and 19.1 per cent for the lowest. The
average mark-up is 40 per cent. Full figures on
these items and others are given in the report.

JORDAN JOINS WURLITZER FORCE

Brooklyn Man Appointed Assistant to Manager
Brennan—Growth in Business of Victrola De-
partment Expected During the Year

The Victrola departiment of Wurlitzer's, New
York. has just closed a most successful yecar
and. according to Herbert Brennan, smanager of
this department, all indications point to a larger
and better business during 1922,

J. M. Jordan, formerly manager of the Arthora
Shop, Victor dealer in Brooklyn, N. Y., has been
appointed assistant 10 Mr. Brennan, to take the
place of T. F. Moran, who has resigned from
the company. Mr. Jordan is a man of ten years’
experience in the talking machiae business, all

THE BEST TALKING MACHINES ARE EQUIPPED WITH

A. W. B. BOULEVARD VELVETS
RAND PRIZE—GOLD MEDAL, ST. LOUIS EXHIBITION

WRITE FOR SAMPLES AND PRICES

A. WIMPFHEIMER & BRO., Inec.
450-460 Fourth Avenue, New York

ESTABLISHED 1845

VELVET COVERED TURNTABLES

ADD TO THE QUALITY OF MACHINES

YELVETS

of which has been devoted to the merchandising
of Victor products, and comes to the Wurlitzer
Co. with a fine reputation, Mr, Moran is to be
connected with an export and hmport concern,
of which he is a member, and carries with him
the best wishes of the New York talking ma-
chine trade ior his success in this new venture.

CARUSO RECORD INCOME $250,000

New Jersey Court Appoints Late Tenor's Widow
Administratrix of New Jersey Estate

TrextoN, N. J, February 1.—The appointment
of Mrs. Dorothy Park Benjamin Caruso as au-
cillary administratrix of the estate of Enrico
Caruso. late Viotor artist and world-famous
tenor, in New Jersey brought out the faet that
the property left by Caruso includes a contract
with the Victor Tatking Machine Co. under
which the deccased tenor or his personal repre-
sentative is 1o receive in perpetuity royalties
amounting to 10 per cent of the catalog price of
all his records sold by the company. The amount
of these royalties is cstimated at not less than
$250.000 per annum.

CLOSING OUT PIANO LINES

Cuvauoca Fawus, O., February 4.—Business the
first two wecks of the new year was not over-
active with the retail music dealers of Cuyahoga
Falls, according to W. M. Hale, local Victor
representative, and whose store is the largest
handling musical instruments in this city. Mr.
Hale will closc out his piano stock and will
handle talking machines exclusively hereafter,
he announces.

GRIGGS PIANO CO. BUYS BRANCH

Muscating, lowa, February 2—The entire stock
of the D. A. Fesler Co., a prominent music house
here, has been purchased by the Griggs Piano
Co., of Davenport, lowa, The latter firm will
close out the Fesler stock and replace it with
its own lines, including the Steinway and other
well-known pianos. E. P. Wickersham will man-
age the local branch.

When a manufacturer, distributor or dealer
is “tight” he is likely to get “pinched.”



Presenting

Ferdinand Himmelreich

OKJ: Records

The Record of Quality

L« ERDINAND HIMMELREICH is undoubt-
*  edlv one of the most gifted pianists of the dav.
These two records are wonderful examples of his
genius as a transcriptive pianist. His technique 1s
remarkable and the recording unusually clear.
Okeh dealers are urged to stock these records, for
they will be sought by the public.

[ LUCIA DI LAMMERMOOR—Sextette—Piano Solo (Transcriotion by Ferdinand Himmel

4595 ! ralichy) (DORIZeRtL) i baia 5 eie d4e bswsdmels abal oh @ vt d 5iele bls A k6 & 53D Ferdinand Himmelreich
e 1 SILVER THREADS AMONG THE GOLD—Piano Solo (Transcription by Ferdinand Himmel-
1 = 5 1 Ferdinand Himmelreich

4491 ( TRANSCRIPTION OF SWANEE RIVER (Forster-Himmelreich)—Piano Solo,
10in. ¢ Ferdinand Himmelreich

75¢ | THE LURE OF SPRING (Ferdinand Himmelreich)—Piano Solo......... Ferdinand Himmelreich
(MEHLIN PIANO USED)

To OKia. Dealers!

OU possess a tremendous asset in the fact that the OKeh catalog

mcludes a large number of the best standard records. There 1s
alwayvs a steady, dependable demand for these records. They have
no limited season, no over-mght sales fluctuation, nor are their
sales dependent upon fickle fancv. Standard selections are always
m demand

ELLEBRITY records of artists, whose names have made musical
history, are essential to any modern record stock. Their sales
value, like that of standard records, is steady and dependable.

l{ OUND out vour stocks now with OKeh standard and celebrity
records. The\ mean sure sales for vou.

OK&L Records
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