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Baby Grand
$200

This Is a Quality Era

With the country’s gradual return to prosperity, quality products
have become more firmly entrenched than ever before. Sonora busi-
ness during the past few months has proven this indisputably.

The situation is truly an exceptional one for the dealer handling
Sonora. It opens up to him a tremendous market, ready and waiting
to absorb this high-grade, quality instrument. Wire or write us for
full information.

SONORA PHONOGRAPH CO., Inc.

NEW YORK, 279 BROADWAY

Canadian Distributors:
SONORA PHONOGRAPH LTD.. TORONTO

The Highest Class Talking Machine in the World
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VOCALION RECORD CUT-OUT PLAN

112 Titles May Be Returned by Dealers During
June on a Full Credit Basis—Three Plans for
Rejuvenating Record Stocks Outlined

The Aeolian Co. has announced a new cut-out
on Vocalion Red records that will go into effect
on June 1, 1923, and continue in operation until
June 30. The cut-out list includes 112 titles,
representing a very substantial portion of the
catalog and is designed to keep the record
stocks of dealers in the best possible condition
to guarantee a regular and frequent turnover.

The new cut-out is to operate under three
different plans, optional with the dealer, all of
themn on an even exchange basis, full allowance
being made for each record returned. The first
plan provides that the dealer shall purchase two
new records in the 14,000 series, the popular
hist, for each record returned in the cut-out list.
Plan B provides that the dealer shall purchase
three new records not in the 14,000 series for
every two records in that series that are re-
sturned. Plan C provides that the dealer shall
purchase five new records of anv series for
every record returned in the same series, or
at the same list price other than records in
the cut-out list.

The new exchange plan is considered by deal-
ers to be one of the most elaborate and equitable
that has been offered to the trade for the reason
that it is calculated in one form or another to
enable the dealer to make a clean sweep of the
slow-moving record stock, eliminate the records
that are not perhaps suited to his locality and
reorder in selections that have proved their
selling qualities in his territory.

O. W. Ray, manager of the wholesale Vo-
calion record department, stated that both dis-
tributors and dealers had expressed their en-
thusiasm regarding the new cut-out plan and
that the volume of orders already received as
a result of the announcement was sufficient to
swamp the company’s pressing plant for some
time to come. Arrangements have been made,
however, to ship current selections immediately,
-0 far as possible, and to ship standard selec-
tions as soon as production and facilities permit.

IMPORTANT SONORA APPOINTMENTS

J. F. Quinn and J. E. Hornburger Become As-
sistant General Sales Managers in the Field

Frank J. Coupe, vice-president and general
sales manager of the Sonora Phonograph Co.,
announced this week the appointment of J. I
Quinn and J. E. Hornburger as assistant sales
managers in the field. Both of these men are
cxperienced in the talking machine trade and
they will call upon Sonora jobbers and dealers
throughout the country, co-operating with them
along practical.lines. With the addition of these
two representatives the Sonora Phonograph Co.
now has four men in the field constantly and,
judging from the reports of Sonora jobbers and
retailers, their work is prolific in results of a
most satisfactory nature.

0. G. FELTNER IS NOW MANAGER

Takes Over Managership of Texas-Oklahoma
Phonograph Co., Succeeding A. C. Dennis,
Who Returns to Work on the Road

Darras, Tex.,, May 5-—0. G. Feltner, formerly
secretary and treasurer of the Texas-Oklahoma
Phonograph Co., Edison jobber in this terri-
tory, has been appointed manager of that con-
cern and A. C. Dennis, former manager, has
gone back to his work of traveling among the
Oklahoma trade. Mr. Dennis, by the way, has
a substantial interest in a retail phonograph
shop in Oklahoma City, of which he is presi-
dent and general manager.

McCREEDY JOINS STRONG RECORD CO.

Well-known Sales Executive in Charge of Mer-
chandising and Advertising—Well Equipped
for Important Post—Intensive Sales Cam-
paign Now in Course of Preparation

The Strong Record Co.,, New York, manufac-
turer of Strong records, announced this week
that Thos. Mec¢Creedy, one of the best-known
members of the Eastern talking machine trade,
has joined the company’s organization. and
will be in charge of wmerchandising and ad-
vertising. This will be welcome news to Mr.
McCreedy’s many friends throughout the coun-
try, who will be glad to learn that he has joined

e

Thomas McCreedy
the Strong Record Co.’s staff in this important
capacity.

Mr. McCreedy has been identified with the
talking machine industry for the past eight years
and for practically all of this period was asso-
ciated with the Victor Talking Machine Co. For
five years he was district ,manager of the Vic-
tor Co. in metropolitan territory and, prior to
that, served for two years as Victor traveling
representative in this territory. He was later
associated with the Granby Phonograph Co.
for a short while as general sales manager and
lie brings to his new post in the Strong Record
Co.’s organization a thorough knowledge of
record merchandising. Mr. McCreedy has had
unlimited opportunities to work in close co-
operation with the retail trade, and the knowl-
cdge that he has gained during the past eight
years will be at the disposal of Strong dealers.

According to his present plans Mr. McCreedy
will inaugurate during the next week or so an
intensive sales campaign in behalf of Strong
records. This campaign will be nation-wide, and
the distinctive features of Strong records will
be featured in the introduction of this new rec-
ord line to jobbers and dealers.

PHONOGRAPH SALES CO. CHARTERED

MiLwaukeg, Wis., May 8—The Phonograph
Sales Co., 2845 West Nineteently street, this
city, was recently incorporated, with a capital
of $100,000, to deal in phonographs, records,
etc. Incorporators are H. B. and G. Babson
and J. M. Cameron.

CHAS. EDISON IN FLORIDA

Charles Edison, chairman of the board of di-
rectors of Thos. A. Edison, Inc., is at present
on a vacation in Florida and will return to his
desk sometime around the end of May.

NEW STRAND REPRESENTATIVES

Geo. W. Lyle Announces Appointments in
Texas, New Orleans and Denver—April Sales
Are Reported to Show a 100 Per Cent Increase

Geo. W. Lyle, president of the Manufacturers
Phonograph Corp., New York, manufacturer of
the Strand phonograph, announced this week
the appointment of R. M. McNamara as Strand
representative in western Texas with head
quarters at El Paso, Tex.; R. \V. Ortte as Strand
representative in New Orleans territory with
headquarters in that city, and the Sharp Music
Co., 823 Fifteenth street, Denver, Colo., as
Denver representative. All of these new repre-
sentatives have placed substantial orders for the
Strand line, and are planning to give dealers
i this territory efficient service and co-opera
tion. Mr. Lyle is gradually broadening out his
organization so that practically every umpor-
tant territory in the country will be given proper
representation in behalf of the Strand line.

In a chat with The World Mr. Lyle stated
that April sales showed an increase of more
than 100 per cent over last April, and that the
total business for the first four months of the
year showed a verv substantial increase over
1922,  New dealers are being established
throughout the country, and judging from all
indications Strand sales for the remainder of
the year should exceed all expectations.

Mr. lyle returned recently from a visit to
Canada, where he. conferred with Otis
Dorian, Strand representative in Toronto, who
subimitted excellent reports regarding Strand
activities in that country.

C. F. LIGHTNER WITH BRUNSWICK CO.

Prominent Export Man Representing Brunswick
Interests in South America—Making Head-
quarters at Buenos Aires—Important Move

The Brunswick-Balke-Collender Co. an-
nounced this week that Chas. F. Lightner has
been appointed traveling representative and
will handle the Brunswick products exclu-
sively. Mr. Lightner is now making his head-
quarters at Duenos Aires and will cover the
trade extensively throughout Argentina, Brazil
and Uruguay.

The appointment of Mr. Lightner as Bruns-
wick export representative will be welcome
news to the talking machine trade in South
America, as he is recognized throughout the
industry as one of the most capable and valu-
able export men in the talking machine field.
He has been identifted with this industry for
many years and numbers among his personal
friends talking machine dealers throughout the
leading South American countries.

JOIN THE SALES STAFF OF BRUNO

Philip Silverman and Wm. Wielage Will Aid in
Extension and Betterment of Record Service

The staff of C. Bruno & Son, Tite., Victor
wholesalers, New York City, has been aug-
mented by the addition of Philip Silverman and
William Wielage, both well experienced talking
macliine men. These men will aid in the ex-
tension and improvement of the record service
department of the company in conjunction with
William Koch, who has been connected with
the Bruno organization for many years.

Mr. Silverman is a record service specialist
of some ten years’ experience, and Mr. Wielage
is also excellently equipped for his new duties
having spent his entire business life in the talk-
ing machine line. Messrs. Koch, Weilage and
Silverman are planning to inake trips through-
out the territory in the near future in the inter-
est of bigger sales of Victor records.

See second last page for Index of Articles of Interest in this issue of The World
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Salesmen’s Contests as Sales Promoters

Merchants Who Have Tested the Sales Contest Plan Favor It—
Some Examples of Such Contests Which Have Proved Their Value

Contests among retail salesmen have strong
advocates among the retail dealers and as
strong opponents. Those who favor them claim
they keep the selling organization on its toes
and increase its volume of business; those who
oppose them declare that, while they do in-
crease sales, this increase is too often made at
the expense of quality and profit, for in the
rush to win the prize offered sales are closed
on terms or are made to prospects which, in
the ordinary course of events, would not be
accepted. But the balance of opinion in the
retail trade seems to favor them and holds that,
if proper precautions are taken to nieet these
conditions, there is no question that the retail
salesmen’s contest is well worth the trying and
that the extra expense involved in conducting
it is more than compensated for by the better
spirit engendered among the sales force through
the competition, to say notlung of the greater
number of sales closed.

Variations of the Ordinary Contest

There are some interesting variations of the
ordinary form of sales contest in the retail music
trade. For years Sherman, Clay & Co., in their
Sqn Francisco headquarters and in their many
branch stores, have held a contest to which all
employes are eligible. This is based not on
the number of sales closed, but on the number
of prospects turned in who are eventually sold.
No better plan than this has ever been used
to make every employe of the house feel him-
self a part of its selling organization, for that
is what it actually does. The direct returns
from this contest have always been good, many
prospects being turned in by its means more
than half sold before the salesman reaches them,
which otherwise would probably never even
have been approached.

The Knight-Campbell Music Co., of Denver,
another large chain organization, holds a similar
contest, which also has been very successful.
So far has this spirit of healthy competition
gone among the employes of this house that
department struggles against department for the
better record, and each is often willing to back
itself on the number it will turn in over a
given period, thus adding a further incentive.
Naturally, the house profits from this spirit.
In such contests the prize offered for the largest
number of prospects turned in who are eventu-

ally sold is not all that is received by those
who participate, for each employe turning in
a2 name that is eventually sold receives a certain
commission on the sale, usually a flat sum. The
overhead involved in creating these prospects
is, as a usual thing, lower than that created by
ordinary means, such as advertising, etc.
Contest on the Quota System

A house which conducts a very successful
annual salesmen’s contest is the J. B. Bradford
Piano Co., Milwaukee, Wis, All salesmen par-
ticipate, the winner being the one who increases
his gross volume of business the greatest per-
centage during the twelve months. The award
of the prize is made at an annual dinner, which
is a gala affair and to which the men look
forward.

The basis on which the Bradford contest is
handled is the only fair basis in such events. To
offer an award for the greatest gross increase
during a period, or for the greatest amount of
business written, is to place the contest at the
mercy of the best salesmen in the force and
to discourage the poorer salesmen from par-
ticipating. Thus the men who most need the
urge are the ones who receive nothing from
it. On the contrary, when the award is made
on the basis of the greatest relative increase,
all start on an equal basis, and the man who
writes the lowest amount of business and who
needs the spur has a fair chance of winning.
The usual plan is to take the business of the
past year as a quota of 100 per cent and award
the prize tc the man showing the greatest num-
Ler of points for the next twelve months.

Another interesting variation of the sales-
men’s contest is the one based on the largest
percentage of cash collected in down payments
among the salesmen. For instance, in a recent
contest of this kind a salesman was awarded
one point for a 10 per cent down payment, two
points for a 15 per cent down payment, three
points for a 20 per cent payment, and so on
The man scoring the greatest number of points
each month is awarded a prize. Another varia-
tion is to award the prize to the man whose
down payments average the greatest percentage
of his gross business during a given period.
Still "another variation, one that is somewhat
more complicated, is to award points for both
the percentage of cash and the shorter time

in which a salesman writes his leases. Dealers
who have uscd these contests are almost unani-
mous in declaring that they are an effectual
check to the habit so many salesmen have of
giving a prospect the maximum terms of the
house with no effort to shorten them or to
obtain a greater percentage of cash. There are
more salesmen who work this way than is gen-
erally thought.
Contest on a Single Style

There are dealers who use the salesmen’s
contest to move some particular style of instru-
ment which is not moving fast. Some time
ago a large concern in New York conducted
such a contest, offering an automobile to the
salesinan who sold the greatest number of such
instruments during a given period. The results
were good, the salesmen’s interest being aroused
throughout at the expense of the other models.

As was pointed out at the beginning of this
article, the salesmen’s contest is profitable, but
it must be used with precautions. Every effort
must be made to impress upon the men that
the fight will be fair, that prospects will be
evenly distributed and that no favoritism will
be shown. Furthermore, they must be impressed
with the fact that, during the contest, the house
will accept no sales that depart in any particular
from the rules which are ordinarily in force.
Credit restrictions must be maintained at their
ordinary rigidity; neither the maximum of terms
nor the minimum of down payments should be
departed from, and the men must be convinced
of that.

The competitive spirit is one of the strong
factors in creating a live sales force. A man
may not care very much if his weekly or
monthly income is running a little lower than
ordinarily, due to the fact that his business is
not as good as it usually is. But he does care
if he is being beaten by the other fellow, per-
haps the fellow who occupies the next desk to
him on the floor, and he will work like a beaver
to prevent that from happening.

Luskin & Lcvine, of New York City, have
been granted a charter of incorporation under
the laws of New York State, to deal in talking
machines and musical instruments, with a capi-
tal of $20,000. Incorporators are B. Luskin, H.
Zukerman and I. J. Levine.

THE TALKING MACHINE'S HELPMATE

The Nyacco Line is Complete

No matter what your requirements are in
record albums, we can give you just what you
want.

The Nyacco line includes from the lowest
priced to the highest priced album made.

But, remember, every album is a Nyacco
album and represents the best value for the
price.

If you are not already familiar with the
Nyacco line it will pay you to write us today
for full information and let us explain the
many distinguishing features of Nyacco
albums.

NEW YORK
23-25 Lispenard St.

Pacific Coast Representative: Munson Raynor Corp., 643 South Olive Street, Los Angeles, Calif.

The Best Interchangeable Leaf
Record Album on the Market

W rite for display card —mailed
without cost. It will help you
sell more Nyacco Albums

New York Album & Card Co., Inc.

~ CHICAGO
415-417 S. Jefferson St.
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Victor supremacy is the
supremacy of performance

Vietrola VI, $35 Right here and now
ahogany or oak ) Victrola IX
yotl haVC the advalltage Mahogfn-l;sor oak

of the experience and
knowledge gained
through a quarter-cen-
tury devoted solely to the
sound-reproducing art.
This 1s a consideration of
vital importance to every
dealer in Victor products.

Victrola No. 80

I $100 Victrola No. 100
Mahogany or walnut $150

Mahogany or walnut

Victrola No. 220
$200
Victrola No. 220, electric, $240 5

Mahogany or walnut

Victrola No. 240
$115

Mahogany or walnut

Victrola No. 210
$100

Mahogany or walnut

. = ®Victrola

REG. U.S. PAT.OFF.
Important: Look for these trade-marks. Under the lid. On the label.

Victor Talking Machine Company

Camden, New Jersey
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UNUSUAL SERVICE STIMULATESZINTEREST IN RECORDS

Owners of Large Record Libraries Appreciate Cataloging of Their Records and Become
More Enthusiastic Patrons—Experiment Tried by Wiley B. Allen Co. Manager

It is not an unusual thing to hear of music
lovers and record enthusiasts who have collected
creat libraries of phonograph records amounting
to the hundreds and, in some cases, thousands.
Managers of record departments and record
sales girls often boast about the desirable pa-
trons. "He comes in every month as regularly
as clockwork,” says the record sales girl, “and
picks out the best records on the new list and
buys them."” And one wonders sometimes
whether it is love of music or satisfaction of
buying from a pretty sales girl that is the mo-
tive—perhaps a mixture of both.

Well, it is a fine thing to have a customer
of that kind. But it looks a little too easy—too
easy to last indefinitely.

At least that is what Freda Stephan, man-
ager of the record departinent of the Wiley B.
Allen Co., San Francisco, Cal, thought. So

she developed a plan in the shape of service.

She planned things out with Barbara Car-
ruth, one of the members of her staff of sales
girls. Barbara had a customer who owned
about 1,000 records—practically all Red Seal
records at that—who was a regular buyer of
more records each month. The customer was
a lady, and Miss Stephan wondered how she
kept track of so many records. Were they
properly filed and indexed?

To make a long story short, Barbara Carruth
was sent to the lady’s house, where she found
confusion and lack of system both in lists and
files. So help and assistance was given in the
construction of suitable record racks or files
and lists of the records were indexed and cross-
indexed by Miss Stephan and Miss Carruth.

" Now this is what the result was: The lady,
for the first time, knew what records she really

had and could get at them at any time without
any trouble—and she was delighted.

But, when the index was examined, and when
the lady happily read the cross index—showing’
what operas she had, with this and that over-
ture—she found gaps. And then the smiling
Barbara came to her rescue and filled up the
gaps! Many records had to be purchased be-
fore that library was as complete as thé owner
wished it to be.

The lady has become a miore enthusiastic col-
lector than ever. She still buys records every
month—more than ever—and she is tremendous-
ly obliged to the girls for their splendid service.

But that operation—somewhat reminiscent of
the killing of the golden goose, but so different
in result and so painless—brought a rich reward.

And now Freda Stephan has taken it upon her-
self to be a regular performer of similar opera-
tions. Customers who are real collectors of
records are picked out and offered the services
of Barbara Carruth, or of one of the other
niembeirs of the record sales department, and
they are generally delighted to accept,

SELL VICTOR CATALOG RECORDS
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ORMES™ BOOKLET—If You Bought Only One Victor Record a Week”

Will Increase Your Record Business

Write for Przces—Statlng Size of Your Mailing List
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VICTOR wuou-:s \LERS NCWYOI‘k,N.Y.
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Victor supremacy is the
supremacy of performance

Victrola 1V, $25 Oak
. Year after vear for a

quarter-century Victor
achievements have led
the wav in the talking-
machine mdustry. It
means something to be a
dealer in Victor products.

Victrola No. 90 Victrola No. 111
$125

Mahogany, oak or walnut

$225
Victrola No. 111, electric. $265
Mahogany, oak or walnut

Victrola No. 230
$375

Victrola No. 230, electric, $415
Mahogany

Victrola No. 220
$200

Victrola No. 220, electric, $240 &
Mahogany, or walnut 3y )

Victrola No. 300

$250

Victrola No. 300, electric. $290
Mahogany, oak or walnut

< ®Victrola

REG. U.S. PAT.OFF.
Important: Look for these trade-marks. Under the 1lid. On the label.

V1ctor Talking Machine Company

Camden, New Jersey

l
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Charging Interest on Sales Is Necessary

The Margin of Profit on Instalment Sales Is Reduced to a Mini-
mum Unless the Talking Machine Dealer Charges Fair Interest

Regardlcss of how large the annual sales vol-
ume of the talking machine dealer is, he will
surely find himself in financial difficulties unlcss
he receives a price for his merchandise which
allows of a fair margin of profit. In large busi-
ness enterprises, such as manufacturing, costs
of doing business are figured to a nicety and
the two main problems to be faced are cheaper
production on the same plane of quality and an
organization capable of selling sufficient quan-
tities of goods to make the profit worth while.
The average small retail dealer, and this ap-
plies to the talking machine merchant as. well
as retailers in other lines, does not apparently
realize the importance of knowing his sales
costs in every detail.

Since the talking machine business is essen-
tially an instalment business, as conducted at
present, one phase of the cost of selling stands
out as a beacon, but despite this fact it 1s sur-
prising how many really live merchants ignore
this avenue of receiving a fair profit for their
merchandise. The writer refers to the matter
of charging interest when a machine is sold on
the deferred pavment plan. Decpartment stores
especially are lax in this respect and it is safe
to say that a large percentage of exclusively
talking machine establishments throughout the
country are in the same boat.

Importance of Interest on Sales

No man in his right senses would loan an-
other a large sum of money without charging
a fair rate of interest for the favor. The banks
demand it and the depositors also demand it
from the banks. It seems strange, thercfore,
that this important factor in the instalment
business is neglected to such a large extent.
When the talking machine dealer accepts a
small down payment from the purchaser of a
machine, he is really financing the customer in
the purchase of the instrument. In other words,
he is loaning the customer a sum of money,
the total of which is the difference between the
initial payment and the cost of the instrument.
Suppose the dealer received cash on his sale.
He could either invest the money so received
in new stock and through its sale realizc

greater profits, or he could invest it in other
securities which would bring him in a fair rate
of interest. Why, then, should he lose this
profit simply for the sake of doing a customer
a favor?

The writer recently discussed this topic with
a very successful dealer. This merchant de-
clared that he liad found it absolutely essential
to charge interest at a rate of 6 per cent in order
to bring his profits up to a fair margin. “There
seems to be a general impression among retail
dealers,” he declared, “that the customer is
doing the dealer a very great favor in buying
from him at all, and, therefore, every possible
concession should be made to the customer in
order to insure a sale. While I believe that a
customer is conferring a favor on the dealer by
buying at his store, I do not believe the dealer
should forego his profit simply to favor the
customer. It would be much better to go out of
business. We are all in the game to make a
living and we are entitled to a fair return on
our investment. As a matter of fact the instal-
ment plan is a distinct favor to the customer.
The expense of carrying an instalment account
on our books, making collections, etc., to say
nothing about losses due to bad accounts, is
naturally much heavier than when a cash sale
is made, and there is no logical reason why the
dealer should carry the expense of making the
purchase convenient for the customer.

Interest Charge Increases Down Payment

“Another thing which I have noticed is that
when customers have explained to them the
amount of interest in dollars and cents which
they must pay when buying on the deferred
payment plan they often are so anxious to re-
duce this interest charge by either making a
larger initial payment than they would make
if there were no interest charge and in some
cases they even pay cash. It is surprising how
many people who can really afford to pay cash
for a talking machine take advantage of the
instalment privilege. What the initial payvment
is in cases like this or whether the sale is made
on a cash basis depends largely on the ability
of the members of the sales organization.

VELVET COVERED TURNTABLES

ADD TO THE QUALITY OF MACHINES

THE BEST TALKING MACHINES ARE EQUIPPED WITH

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

WRITE FOR SAMPLES AND PRICES

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

ESTABLISHED 1845

“Before we allow a customcr to sign the con-
tract the terms are carefully gone over and ex-
plicitly explained so that there can be no mis-
understanding at a later date, with the resultant
harm which usually follows, i.e., repossessions,
enemies and loss of profit. The customer is
told what the interest charge will be each
month. Of course, the interest must be paid
on a monthiy basis. If it were not the customer
could have the use of the instrument several
months, making the regular payments without
interest, and then allow the obligation to slide,
eventually resulting in repossession of the talk-
ing machine. In this eventuality the dealer is
the loser. He could easily have collected his
interest monthly, thus being so much more
ahead of the game.”

Safeguard Against Loss

In conclusion, it will do no harm to emphasize
again the importance of knowing sales costs
and the necessity of charging interest on instal-
ment sales. This is only one means which the
dealer has to safeguard himself against loss and
it deserves the serious consideration of every
merchant in the talking machine business who
is making no interest charge at the present time.
It doesn’t pay to work on too close a margin of
profit, even to beat out a competitor. It is
much preferable to lose sales than to make
them at a loss. Think this over!

OLD MEMPHIS CONCERNS HONORED

Talking Machine Houses Play Prominent Role
in Celebration of Firms in Business More
Than a Half Century—Guests at Banquet

MenpHIs, TENN, May 3.—A celebration in hon-
or of those concerns which have been in busi-
ness in this city for a half century or more was
recently staged by the local Chamber of Com-
merce. A banquet at which members of these
old concerns were guests was held in the Hotel
Gayoso and among the firms prominent in the
talking machine trade who have been in busi-
ness fifty years were included Goldsmith’s De-
partment Store, which operates a large music
department; Armstrong Furniture Co., Edison
and Pathé dealer; Wm. R. Moore Dry Goods
Co., and the Van Fleet-Mansfield Drug Co.,,
both former talking machine jobbers, but com-
paratively inactive in the talking machine field
now. The banquet was an enjovable affair, the
guests being treated to a musical program and
presented with souvenirs. '

MAKES SALESMEN OF COLLECTORS

GirARD,-ILL., May 3.—J. D. Francis, of this city,
has put in effect a stunt which is boosting
sales of records tremendously. His plan con-
sists of supplying collectors with from $25 to
%30 worth of records, and he finds that in most
cases” almost all of these records are sold on
each trip. In addition, his plan has helped in
building good-will with customers, and it has
also been found that the number of delinquents
as regards payments has fallen oft considerably.

PHILPITT & SON OPEN BRANCH

OrtANpo, Fra., May 2.—S. Ernest Philpitt &
Son, known in musical circles throughout the
State, recently opened a complete music store
at 58 North Orange avenue, this city. This
branch of the firm’s business is thoroughly mod-
ern, furnishing a fitting setting for the various
lines of musical instruments handled. Stock
includes a complete Victor record library, talk-
ing machines, pianos, small musical instruments,
and musical supplies and accessories.
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Summer Sales Stunt

Boys like to sell goods
and their vacation pe-
riod affords the dealer
a splendid opportunity
to sell records through
their efforts at a mini-
mum expense.

Get a number of re-
sponsible boys who
desire to make a little
vacation money. Equip
them with a Peerless
Carrying Case filled
with the latest records.
Send them out among
their older friends to
demonstrate and sell
the records and the
carrying case. A small
commuission to the boys
will bring you some
mighty good and
profitable business.

el A

pendable.

Write for prlces on our **Special
* Album

Peerless quality is uniform and de-
There are no two ways

-about 1it.

THREE STRIKES—-and OUT

(The Portable Season will be here and gone before you know it)

All indications point to the early Summer as one of the
greatest seasons in the history of the industry for portable
machine sales.

This means an added opportunity for you to realize big re-
turns on an indispensable accessorv — the new and im-
proved

Peerless Record
Carrying Case

The Peerless Carrying Case
1s built as a traveling com-
panion to all portables, even
the finest instruments.

Its finish and workmanship
matches the high standards
of the best talking machines
and 1t can be sold at a price
low enough to insure the
dealer a rapid turnover,
whether it is sold separately or with a portable.

We urgently solicit your orders now while there is yet
time to prepare vour stock to meet this big and promising
demand.

Made by the manufacturers of

PEERLESS
—t1he Album

Write for sample and prices

| 5477 E INSURIWEL FOR
YOUR EXPENSIVE REC™:'§

INSIST ON THE
GERUINE-IT COST.
NO MORE

the ALBUM

A Postal will bring this sign to you in
the next mail—WRITE

It Does Make A Difference What Album You Sell

Manufacturers of :—

Peerless De Luxe Albums Peerless ‘‘Classification Systems”’

Peerless All Grades of Record Al- Peerless Record Album Sets for All
bums Make Machines

Peerless ‘“‘Big Ten” Albums Peerless Record Stock Envelopes

Peerless Record-Carrying Cases Peerless Delivery Bags

Peerless Interiors for Victrolas and Peerless Supplement Envelopes
Phonographs Peerless Photo Albums

PEERLESS ALBUM COMPANY

WALTER S. GRAY
San Francisco and

Los Angeles

LA |

PHIL. RAVIS,. President
636-638 BROADWAY
NEW YORK

L. W. HOUGH
Boston
20 Sudbury St.
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| THE FALLACY OF TOO MUCH CONCENTRATION |

USINESS conditions in various sections of the country vary as
they affect the talking machine trade, but at the same time,
almost without exception, reports are received of the great popular-
ity of the console or horizontal tvpe of talking inachine and of the
means adopted by dealers to push that stvle. This, of course, does
not take into consideration the demand for portable models, which
naturally grows with the approach of the Summer season.

The question arises at times as to whether this concentration on
horizontal models is altogether wise from several angles. In the first
place, by stimulating a demand for certain types it is calculated to
create stock shortage in those models, owing to the inability of the
factories to center all their efforts on the production of one or two
models. Then, again, it serves to place horizontal models in homes
where an upright styvle would be much more appropriate, and,
thirdly, 1t 1s calculated to discourage prospective purchasers of up-
right or table models of moderate price and keep them waiting until
they feel they can afford a good console model, even though these
are offered at very reasonable prices.

Nor is it altogether a question of price, for there are homes in
which the more expensive upright styles would fit in much more
satisfactorily than would the horizontal model, no matter how fine
it might be. Particularly is this the case in the larger cities where
the so-called “modern” apartments are being erected—apartments in
which it is impossible to install a piano and where there is little
room for even a fair-sized console talking machine without causing
undue crowding.

There are talking machine dealers who have given thought to
these matters and use their salesmanship ability to place the proper
type of machine in the proper environment, through the study of the
customers’ need as well as his pocket book. The great trouble is that
too many retailers apparently prefer to follow the line of least re-
sistance both in handling machines and records, concentrate on
the styles and titles that are most strongly featured by the manu-
facturer and preferred by the public, and let those products not so
generally favored go by the board.

In every line of business there is some particular type of
product that is easily sold. but these are the staples of the lines and

serve to pay the expenses of the business. The real profit lies in the
moving of the less popular products through constructive salesman-
ship with a view to keeping both retail stocks and factory produc-
tion well balanced and evenly distributed.

In the average well-balanced talking machine line, with its up-
right, portable and console models, every instrument is introduced
to meet some specific purpose, and not simply to complicate the
manufacturing problem. When dealers generally realize this fact
and learn to merchandise different types to meet particular needs,
then the shortage problem as it affects certain models will be
ameliorated considerably.

| PROVE REAL TRADE CO-OPERATION POSSIBLE

HE celebration of New York’s Fourth Annual Music Week

from April 29 to May 5, inclusive, proved to those who have
questioned the possibility of the manufacturing and wholesale divi-
sions of the talking machine trade getting together on a satisfactory
basis that such a thing is feasible, for all the varied and competing
interests located or represented in the metropolitan district of New
York co-operated most effectively to tie up the industry as a whole
with the Music Week program.

There may be some things that the trade interests cannot dis-
cuss in comunon, but there is no question that any movement for the
improvement of the industry as a whole, and for the arousing of a
more general interest in the merits of the talking machine as a musi
cal instrument per se, is worthy of the support and co-operation of
all factors of the industry-.

In getting together on a friendly basis for the promotion and
carrying out of a general campaign of advertising in the daily
papers during Music Week the trade has accomplished a great deal
more than simply giving recognition to a movement organized by
outside interests. It has proved that talking machine men can gather
with competitors and discuss and worlk out programs that are calcu-
lated to work a benefit to evervone, and can do so on a distinctly
friendly basis. '

With the Music Week celebration opening the way, it might be
well for the manufacturing and wholesale interests to get together
again at intervals for the purpose of considering those things that
are calculated to advance the interests of the industry as a whole.
There is no question but that in the course of a year there are
innumerable matters that offer opportunities for co-operation be-
tween competing interests for the general betterment of the trade.
Hence it should not be necessary to wait for another Music Week
celebration to renew this get-together spirit. The idea is worth
while and plausible, even though there are those who still believe it
is not desirable to form a definite association with the obligations
that such an organization involves,

It the celebration of New York’s Fourth Annual Music Week
has done nothing else, it has shown that talking machine manufac-
turers and wholesalers can really get together. Other trades, some
of them in the music industry itself, have accomplished this on a
permanent basis. Why not the talking machine men?

ISELLING METHODS THAT CHEAPEN THE TRADE

N the face of all efforts to put the retail talking machine business
on a new high plane as compared with other lines of retail activ-
ity and to keep it there, there is still apparent a tendency on the part
of a certain type of retailers to merchandise machines in a way that
is calculated to reflect upon the value of the instruments and upon
their intrinsic value from the sales standpoint.

On a single Sunday recently New York newspapers carried no
less than three advertisements of talking machine dealers offering to
give piano lamps and similar articles free to purchasers of machines,
and as some of the machines were advertised at prices considerably.
below $100 one pauses to wonder just how much they are actually
worth in consideration of the fact that the cost of the lamp must be
deducted from the sales price.

The piano trade for years suffered from the tendency on the
part of various over-generous dealers to give away everything from a
scarf to a suite of parlor furniture to the purchaser of a piano—this,
in addition to the usual bench, and, in the case of a player-piano,
also rolls and roll cabinet. The better element of the trade, how-
ever, frowned upon the practice and it is not nearly so -prevalent
as formerly, though it is still possible to get a mantel clock with
a player.

The great trouble is that the oftering of various articles separate

»
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and apart from talking machines as premiums for purchase of the
instrument reflects upon its intrinsic value and also upon the value
of all other machines offered at prices accepted as standard.

Millions of dollars are spent each week in advertising the talk-
ing machine and emphasizing its value and particularly the value
of the records which accompany it, bearing out the new music week
slogan, “Own a Phonograph and You Own the Music of the
World.” It is. of course, practically impossible to legislate against
the type of dealer who throws in everything but the rent receipt
when he sells an instrument in his anxiety to build busmess, but
moral suasion still has a certain degree of force and the wiser
retailers through their associations might do well to cxert that
force as much as possible.

It is, of course, admitted that for a time the market was flooded
with talking machines. many of them of the nondescript type, but
much of this surplus stock has been liquidated and there is not
sufficient remaining to warrant sales tactics that reflect upon the
industry as a whole. The talking machine and its. records and the
wealth of music thev bring into the home should be sufficient of
themselves to afford the strongest kind of selling point. If the pro-
spective purchaser is so disinterested in the music itself that he must
be bribed with housefurnishings to persuade him to buy, then his
trade is hardly worth the seeking.

SUCCESSFUL CANVASSING STILL POSSIBLE

HE possibilities of selling talking machines, and even records,

through the medium of the canvasser are as great to-day as they
ever were, provided the dealer gives proper thought to the question
of canvassing and has an understanding of the method of organizing
a canvassing campaign and of supporting his men in the field.

There -are retailers who have tried canvassing in an effort to
stimulate a drooping business but have been disappointed with the
results because of the fact that their men were in competition with
canvassers in many other lines ranging from vacuum cleaners to
patent brushes. Any retailer who turns his crew out cold and with-
out support from the store is going to face the same disappointment,
for the day of the successful house-to-liouse peddler appears to be
nearing an end.

OIS EITETTTTGT

R)EMOVAL N(?TICE

On the first of June, or shortly thereafter, the headquarters
of The Talking Machine World will be moved from the pres-
ent address at 373 Fourth Avenune. New York, to spacious
NEW QUARTERS AT 323 MADISON AVENUE. NEW
YORK.

This change is being nade in order to take care of the spuce
requirements of our rapidly expanding business and also in
order that we may serve the trade with the additional ad-
vantages that are only possible through our being located in
the heart of the new center of the advertising and publishing
business.

e ask tlhe readers of The Talking Maclhine Waorld to kindly
make note of the change in our address and we wisl ar this
tinme to extend a most cordial invitation to all our readers
to visit us in our new establishment. We ralue very highly
a personal acquaintance with you all, and we are anxious
that vou be familiar in a first-hand wuayv with the character
and scope of our organization.

L
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Inec.

EDWARD LYMAN BILL,

Publishers s+ of -

« Years

Papers ¢ for - Over - 44

Business -

383 M ADTISON AVENUE, NEW¥ Y ORIK
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Successful canvassing depends largely upon the ability of the
manager himself, not so much in giving hts salesmen the common
or garden variety of “leads,” but in providing for the salesman a
form of introduction that will at least insure him a hearing. Even
such simple things as following up a personal letter to the prospect
from the manager of the store or a ’phone call judiciously timed
will insure the canvasser an audience. After that it is a matter of
salesmanship and no fixed rule can be provided tor thaf worl.

In The World there have appeared, and will appear, articles
recording the experiences of those who have met with success in
canvassing work, and the ideas presented are worth money to deal-
ers, particularly those in congested territories who have come to
realize that their business will not develop or even remain “put” if
they continue to wait for trade instead of going after it.
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“Use Pearsall Service and Save All.”

Ask any Pearsall Dealer, he’ll tell you.

“Desire to serve, plus ability.”
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Music Memory Contests Boost Business

Individual Dealers Can Reap Benefit of Stimulated Business by
Staging Such Contests—General Interest Aroused Always Pays

\Wherever music memory contests have been
held in various cities throughout the country
their effect has been to zenerally stimulate sales
of all things musical, especially talking ma-
chines and records, sheet music and music rolls.
In the majority of instances music memory con-
tests have been fostered by the community or-
ganizations, such as music clubs, civic bodies
and very often by music supervisors of the
schools. In all cases, however, the schools have
been solidly behind any such move sponsored
by ontside bodies to incrcasc appreciation in
things musical. Talking machine and music
dealers have also lent their assistance in mak-
ing these events a success, but it sems that a
1eally exceptional opportunity to stimulate busi-
ness has been practically overlooked by the trade
in general. Comparatively few talking machine
dealers apparently are aware of the rewards in
sales awaiting those who are aggressive enough
to get behind a musie memory eontest of their
own. It is true that a few dealers have staged
such an event, but the number is so small that
it is hardly worth mentioning. However, where
talking machine dealers have spent time, money
and taken the trouble to do this the returns in
all cases have been of such volume that, from
the standpoint of business secured, the events
were in all cases remarkable successes.

Makes Music Memory Contests Pay

The music department of Polzin’s Furniture
Store, Rapid City, S. D,, is one of the several
concerns which is making the music memory
contest an annual event. This store last month
started its second annual contest under the di-
reclion of its music supervisor. Participants
include members of church organizations,
clubs and societies, schools and various civic
crganizations. In the musical programs of all
of these organizations contest numbers are
chosen for the programs. Moving picture slides
and all theatre orehestras are also used to give
the compositions comprising the list widespread
publicity. Preparation for the contest covers
a period of six weeks and during this time con-
certs are held in the store three days each week,
so that pupils of the local schools may have the
opportunity of familiarizing themselves with
the compositions. These concerts are always
well attended and the amount of interest on the

part of both children and adults has been one
of the most surprising features of these events.
The store concerts are not merely eonfined to
the rendition of the various numbers, but an
important feature is a short lecture on each
selection, explaining the various features of the
music which are most likely to appeal.
Supplies Clubs With Instruments

Polzin’s Furniture Store also makes it a point
to see that all elubs have talking machines and
some of the contest numbers when they hold
their meetings, and when neeessary someone
connected with the contest visits elubs on meet-
ing nights and demonstrates the various con-
test selections. During this period considerable
space in the local newspapers is utilized to car-
ry stories of these recordings. Of course, Poi-
zin's has in stock all the reeords on the list
when the contest opens, but the demand be-
comes so great that the stock is soon depleted.
This year, for example, the demand for the re-
cordings eomprising the eontest nuinbers ex-
ceeded the most sanguine expectations of the
company-and before the eontest was really well
under way the order department was kept busy
trying to secure enough records to take care ot
all comers. In fact, the cry for reeords was so
loud and continuous that the company found
it impossible to secure enough of certain num-
bers and would-be purchasers had to be con-
tent with placing their orders for future de-
livery. In addition a number of fine prospects
were secured for talking machines.

Prizes Create Interest

Of course, in a comntest of this character prizes
of some kind must be the goal of the contest-
ants if general interest and keen competition is
to be aroused. Sometimes a number of cash
prizes are the goals of contestants and some
successful contests have had Tas prizes scholar-
ships in some good conservatory of music. An-
other dealer who recently staged an eminently
successful music memory contest offered $1,000
i prizes to consist of stock handled in the
store, such as certain talking machines, records,
articles of furniture. both ornamental and use-
ful. These latter prizes were awarded to win-
ners in a music memory contest staged not so
very long ago by the Home Furniture Co.,
Fairmont, \W. Va. The contest arranged by

this live furniture and music dealer was also
successful beyond expeetations and the demand
for records was felt for a long time after the
affair was brought to a close. Not only that,
but a great number of interested prospects was
secured which afforded the members of the
talking machine department sales organization a
live and productive field in which to carry on
their sales promotion work. In this contest
prizes were awarded not only to individual win-
ners, but there were special prizes for win-
ning organizations which participated in the
event. The rules for the registration of eon-
testants provided by the store were the direct
means of building up a live mailing list. These
rules provided that all persons who desired to
enroll for the contest must come to the store
to do so; they must clip lists of selections from
the newspapers to learn to recognize titles and
be prepared to give names of composers when
selection was played. There were 100 numbers
and the persons and organizations giving the
greatest number of correct answers were en-
titled to the prizes. In addition to the imme-
diate sales made and the number of prospects
secured the company obtained a great deal of
free publicity through the local newspapers.

These are only two instances where the music
memory contest has been made a powerful busi-
ness builder and others could be cited. The
opportunity is there and talking machine deal-
ers in every community, no matter how small,
can cash in on this form of business promotion.
It needs only agggressiveness and the willing-
ness to spend a little money for a large return
to be suecessfully carried out.

AN EFFECTIVE RECORD SUGGESTION

A clever plan of augmenting record sales has
been inaugurated by Fay Luyster, manager of
the Victor departments of the Cline-Vick stores
in Herrin, Carterville, Royalton, West Frank-
fort, Zeigler, Johnston City and Marion, Il
This consists of cutting the record list placed
by the Victor Co. in the newspapers and mount-
ing them on heavy paper or pasteboard. These
are given to customers as they enter booths,
facilitating the selection of reeords and thus
cconomizing on supplements.

or distortion.

A simple, neat appliance, easily attached to your machine.

Produces a pure natural tone, free from all “blast,”

Note the novel spring suspension

Incomparable for Dancing

vibration

“If you haven’t heard the
- " ADD-A-TONE

You haven’t heard your machine”

UNIQUE REPRODUCTION CO., Inc.

32 Union Square, New York

Renewed pleasure from your favorite record is assured.

Doubles the volume, yet improves the quality and detail. «
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“Pusher” Plan Sells Dead Record Stock

Liability Represented by Slow Moving Records Can Be Reduced
by Thoroughly Tested Plan Which Is Accomplishing This Result

One of the most difficult problems facing the
talking machine dealer to-day is the question of
how to conduct his record business in such a
manner that there will be no dead stock of
records. In other words, finding some means
of bolstering up the sales volume of those re-
cordings which under ordinary circumstances
sell so slowly that, in comparison to the selec-
tions in more popular demand, there scems to
be no call for them. Of course, the record re-
leases always contain a number of records which
are the hits of the day and these go very quickly.
The average dealer also has certain customers
who call regularly for classical numbers of a
certain type. However this may be, there are
always records which the dealer orders, think-
ing that they are sure to be in popular demand
and, much to his disappointment, remain almost
uncalled for, while other recordings for which
no such high hopes were held sell like hot cakes,
as the saying goes.

Now, it is obvious that if these slow-moving
records remain on the dealer’s shelves he is
losing money. They must be moved and it is
up to the merchant to see that they are moved.
There is no use in shrugging shoulders in dis-
couragement and saying, “The people do not
want them and they cannot be sold.’* They
can and will be sold readily enough if proper
steps are taken and a vigorous and determined
sales campaign is inaugurated.

One of the largest department stores in the
East, namely, Frederick Loeser & Co., Inc, of
Brooklyn, N. Y., which operates a very large

S

Showing Reproducer of Jewel Needle E{txipmem Turned
When Not in Use

Up to Change Needle; Also Position

Showing Reproducer of Jewel Needle Equipment in
Position for Playing Edison Record With Fibre Needle.
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talking machine department, lias largcly climi-
nated the dead tecord stock bugaboo by means
of a clever plan recently put in effeet. This
stunt is so good that we pass it along so that
other talking machine dealers who are troubled
about slow-moving records can get busy on
something similar themselves.

At the Loeser record department only sales-
women are employed and, while a very large
record business is enjoyed, it was found that
certain records were not selling as they should.
After puzzling over a way in which these rec-
ords could be disposed of during the coursc of
regular business it was determined to mark these
records in some way so that the sales people
could determine at a glance just which are the
slow sellers. These slow-moving numbers are
called “pushers” and at the monthly inventory
those recordings which are not selling are put
in the “pusher” class and listed. No attempt is
made to mark all the “pushers” at once, but
only a few are marked for the guidance of thc
sales organization. The marking is done sim-
ply by pasting a small red label, easily visible,
under each group of slow-moving records on
the shelves. When a customer comes in and
requests to hear a certain record the sales per-
son, while obtaining this recording, quickly
makes a mental note of a “pusher” which might
appeal to that customer and, when the proper
time arrives after the called-for record has been
demonstrated, the saleswoman suggests a dem-
onstration of the “pusher” which she has in
mind and very oftcn a sale is nade.
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NOT

Just Another Equipment

BUT

a distinct

improvement in

=

Tone Reproduction as well as
in Mechanical Construction

and Finish.

il

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

Operates the same as

Send for descriptive circular
which contains ‘“HINTS RE-
GARDING THE CARE OF A
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Needle CENTERS on all records.

The results of this simple plan have becn sur
prising, and onc of the factors wlich have aided
materially in putting this stunt across is the
cuthusiasm and co-operation of the members of
tlie sales organization. To inject an element of
compctition into the sale of these “pusliers” thc
standing of the various girls as regards sales
volume is posted on the bulletin board of the
talking machine department each month. Quite
naturally, those saleswomen who have done
poorly one month in making sales of thcse
slow-moving records make a more vigorous try
the following month and the competition for
first place is very keen.

As has been mentioned, the success of this
plan was surprising indeed. An average of
twenty-five records are sold each day through
the “pusher” plan. These are all records which
litave not sold wcll when ordinary sales methods
were used.

Here is a practical plan which every talking
machine dealer can inaugurate for himself.
Other successful plans have been put in effect,
ample proof that records which sell slowly un-
der ordinary circumstances can be moved quick-
ly enough to suit the most impatient merchant.
The thing to do is not to sit back and repine.
but to get busy and plan ways and means. If
you have purchased a large stock of records in
the belief that there would be a demand for
them and the contrary js the case, why, then,
create a demand, make a market, and vou will
not know the meaning of the words dcad rccord
stock.

Needle Equipment in
Cut Records on Edison

Showing Reproducer
Position for

3 of Jewel
Playing Lateral

Phonograph

Showing Back View of

S ¢ ewel Needle Equipment in Posi
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ut Records on Edison Phonograph

PHONOGRAPH.”

WRITE YOUR EDISON JOB-
BER. HE HAS IT.

Liberal dis-

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 can produce perfect

No adjustments necessary when changing from
lateral to vertical ‘cut records. Stop prevents
swinging to the right.

Price the same.
count to dealers.

Needle scratch almost entirely removed.
Turning back of Reproducer permits of easy

access to needle socket and saves records from GUARANTEED IN EVERY : :
. results, thus saving the record, and permitting a

unnecessary scratching. WAY. freedom and sweetness of tone considered impos-

Is the ONLY equipment that plays vertical cut MONEY BACK IF NOT sible.

records with a Fibre needle in the proper SATISFIED. Indestructible NOM-Y-KA diaphragms do not

EDISON” position with the Reproducer Y h . blast, crack, split or warp, and are the greatest

turned FACE DOWN to the record, giving it e handle highest grade development in phonographic sound reproduction

a floating action. Jewel Point Needles. in years.

JEWEL PHONOPARTS COMPANY 160 W. Whiting St., Chicago
e e e TR
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Features!!

Motor. A new, one spring, long
playing motor, built like a watch;
powerful in driving -capacity;
silent in operation; accurate in
register; can be wound while
playing.

Reproducer. New, improved
No. 12 reproducer, identical with
standard equipment used on
highest grade cabinet models.

Tone Chamber. Amplifying
chamber, scientifically designed;
concealed in cover; provides full
and natural development of sound
waves.

Tone Control. Two adjustable
tone control leaves, operating on
same exclusive pipe-organ princi-
ple as in cabinet models.

Record Drawer. Sliding
drawer accommodates 8 double-
faced, 10-inch records. No other
portable so conveniently arranged
for carrying records.

lumbla

New
Columbia
Portable @T
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First again

The Perfect Portable

HERE is no need to tell you of the sales possi-

bilities of a correctly designed and completely
satisfactory portable phonograph. Every hustling
dealer in the industry has been eagerly waiting for
this development. Leading manufacturers have been
working on the proposition for years.

Columbia phonographic engineers are first to hit
the bull’s eye and we are elated to announce the
New Columbia Portable—the most perfect portable
phonograph that has ever been designed.

This instrument, light, small, compact, is a beau-
tiful piece of mechanism and a beautiful piece of
workmanship. And, what is of even greater mo-
ment, it is a musical instrument of the highest
quality, with a sweetness of voice and volume

of tone that fully satisfy the most exacting critic.

By any standard of comparison, there is no
portable on the market to-day that even approaches
the New Columbia Portable in beauty, in design and
in reproduction quality. To show and demonstrate
this instrument is to sell it.

We are now in regular production on this new
model. The New Columbia Portable is being de-
livered to Columbia Branches. Visit the Columbia
Branch in your territory at once and investigate.
The selling season for portables is here. Get ready
to take your share of the big business that is waiting.

List price, $50. Regular franchise discounts to

dealers.

COLUMBIA
GRAPHOPHONE COMPANY

New York
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How a Wise Manager Scores by Leading
A Dissertation on the Various Types of Sales Managers and the
Methods Used by One of the Most Successful to Secure Business

There are many kinds of sales managers, but
one can roughly divide them into three or four
different classes. First, there is the sales man-
ager in the well-established, sommewhat conserv-
ative house, who never does anything out of the
crdinary—he is not expected to. He is a spe-
cies of ‘“chair-warmer” in many respects, but
if he jumped out of that chair and began hop-

the buck to his salesmen and drives them with
a lash and carefully selected threats.

Then there is the sales manager who is origi-
nal, without being freakish; who, holding a po-
sition with a firm which is willing to try some
things, at least once, has wisdom enough to
know his limitations, the extent to which his
house is willing to go and who, with those

[[[ EARL DiBLEY ||| FINDLAY SMITH I =i sprAY [ | FRANK MORENG |

ping about he would scare the heads of his firm
out of their wits—so it is just as well that he
proceeds at all times in the very even tenor
of his way.

Next, there is the sales manager who is all
froth; he sold himself to his employers by plac-
ing a superlative value on his qualifications. He
is full of a few sapient arguments and neatly
turned phrases, which he uses over and over
again—they are generally borrowed, but he uses
them so often that he believes eventually that
he originated them himself. He usually passes

limitations well in view, goes part way often,
reserving the limit for some future time, if nec-
essary. In this way he is always establishing
confidence and slowly but surely pushing the
limitations further and wider. He is at all times
seeking for new plans which will help his sales-
men, with whom he is ever in rouch—Ileading,
rather than driving them forward. He is always
willing to admit his own mistakes and does not
ask others to take them and swallow them ad
nauseam,

Carefully preparing the way with good ad-

VICTOR RECORDS
IN ALL LANGUAGES

Most Complete Stock in U. S. A.

“FOR PERSONAL SERVICE”

Phone Morningside 3009

KNICKERBOCKER

TALKING MACHINE CO, Inc.

138 West 124th Street

New York City

“New York’s Progressive Victor Wholesaler’

vertising, good goods—and plenty of them—]J.
W. Boothe, general manager of the music de-
partment of Barker Bros., made the conditions
and surroundings and conveniences for his sales-
men as smooth as possible and launched forth
on his December phonograph business. Time
was. the essence in sales; the customers poured
into the department—they must be sold as
quickly as possible. Customers’ satisfaction
must not be sacrificed to this speed, however—
the department must retain its reputation tor
service and satisfaction—the reputation of the
mmain house of Barker Bros. was at stake. And
so the competition of salesmen began, proceed-
ed and ended, and four of the salesmen, the ‘Big
Four of the Pacific Coast,” as their sales man-
ager, Boothe, calls them, came in like a four-
in-hand of well-groomed horses, with traces al-
most even—3$100,000 of sales for one imonth
among them; a few dollars’ worth of business
only between each man’s total,

In the same month the record department did

Barker Bros. Sales Women as Opera Stars

BACK ROV, left to right: Miss Reddington (Margu-
erite—Faust) ; Miss Horn (Santuzza—Cavalleria Rusticana);
Miss Harris (Lady Harriet—Martha); Miss Mullholland
(Aida—Aida). CENTER ROVW, left to right: DMliss
Hornby (Gilda—Rigoletto); Miss Schroer (Carmen—Car-
men); Miss Anderson (Cho Cho San—Madame Butterfly);
Mrs. Dear (Tosca—La Tosca). FRONT ROW, reclining
position: Mliss Malone (Salome—Salome).

nobly. The young ladies toiled courageously
and with smiles reflected from the department
manager, Mrs. Dear. But, after the whirl ot
the holidays, business slipped back to normal
and the girls chafed for more rush days.

What could their chief do for his wild young
women? The opera company came to town; J.
\V. Boothe wanted it in his store. So he turned
his record sales girls into opera stars. He had
them costumed as stars, at least; it was not nec-
essary for them to use their voices—the records
sang for them, and they sold them.

More big advertising, lots of records and
gorgeous costumes. The crowds of Los An-
geles swarmed in and bought voraciously from
Marguerite, Carmen, Salome, Gilda, Tosca, Cho-
Cho-San, Aida, Lady Harriet, Santuzza.

Just the other day the piano department had
a wonderful window, which brought all kinds
of business—but that’s another story.

There are at least three salient points to be
noted from the above which should give food
for thought:

l. The salesmen were put on their mettle by
means of a competition among themselves—
without the objectionable phase of being driven.

2. Ingenuity was shown by costuming the
record girls in grand opera clothes during
grand opera week. .

3. The value of window displays is never lost
sight of.

-

’

Harry P. Vonderschmidt, music dealer, of
Washington, Ind., recently sold his Victor and
Edison agencies to E. K. Sudduth, a well-known
local business man.
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Arranging the Patriotic Record Window

How Dealers Can Profit by Forthcoming Holidays Through Special
Window Displays Suggested in an Article by Lester G. Herbert

There are several patriotic holidays ahead and
it always proves something of a problem how
to trim a window so that it has a definite sales
value and still is closely linked up with the
spirit of the occasion. If you desire a window
which is somewhat different and still attractive

try this,

Procure a roll each of red, white and blue
crepe paper, cut lengthwise into strips an inch
and a half wide. You will require four or five
strips of each. Now, take this crepe paper and
pull one edge of it gently between the thumb
and forefinger so that it ruffles nicely. Do not
touch the other edge.

Now, take pairs of records and put a ruffle
of red around and between the edges of onc
pair; a ruffle of blue between the edges of an-
other pair; treat another pair similarly with
white. The records will be slipped over pegs
of suitable size or held in place with record
Liolders specially designed for window display
work. If you have no such fixtures, and the
records have a tendency to slip apart, just fasten
at two or three places on the edge with tiny
strips of adhesive plaster.

The tissue paper frill may be punctured to let
the narrow strip of adhesive go through. Later
this can be removed with a cloth moistened with
gasoline.

Arrange these red, white and blue discs freely
all over the background and window base. In
the center of the window put a large and very
handsome talking machine. If you have one of
the new decorated or horizontal variety in stock
use it. On either side put a small and rather

inexpensive machine to suggest that you have
instruments to suit every purse.

Next, have your showcard maker prepare a
large circular card with a center opening like
a record. This card may be made of some of
the wallboard material and sawn out so as to
give it more rigidity. DBorder this big disc,
which should be at least four feet across, with
black, so as to make the ocutline definite.

Now mark this disc into eighteen or twenty
pie-shaped sections. In each section print a
name plainly in black and red of a patriotic rec-
ord. Stand this big disc easel fashion on the
window floor, or suspend it above the handsome
talking machine in the center of the window
and attach a small motor, so as to keep the disc
slowly turning. In the latter case make a nar-
10w fringe out of plain tissue paper of red, white
and blue colors and with a little mucilage fasten

this fringe to the inside edge of the disc. As it
revolves the fringe will Autter gently.
Then, to- focus attention on vour patriotic

window, stage some kind of a contest similar
to a music memory contest, the winners to re-
ceive prizes. Have contestants answer half a
dozen questions concerning our best-known pa
triotic airs. This contest would be announced in
the newspaper and would set people tatking and
would, literally, force them to think of your
establishment.

It is well to remember that young people
from twelve to twenty years of age have great
initiative, a fondness for anything which repre-
sents life or action, and are almost invariably
attracted by mechanical devices. If you doubt

this look at the eagerness of the young chap
for an automobile, radio and a talking ma-
chine. In a great many instances it is the young
people in the home who are responsible for the
buying of equipment of this kind. When they
become possessed with a desire for ownership
they rarely cease falking about it until father
or mothcr comes across with the price. And
in the majority of cases these young people
have the deciding voice as to what the ultimate
choice will be.

So it is logical and desirable to cultivate their
interest and friendship. A patriotic window
affords an excellent opportunity to do this. Try
the idea out for yourself and watch results. It
is rather certain to prove worth while.

BROCKTON FIRM OPENS SIXTH STORE

United Talking Machine Co. Adds
Branch in New London, Conn.

Another

BrocrToN, Mass.,, May 3.—The United Talking
Machine Co., of this city, has announced the
purchase of another music store. The new store
will be located in New London, Conn.,, and was
formerly owned by D. S. Marsh & Co.

The United Talking Machine Co. now has six
stores, with a probability of soon adding a few
more. The first store of this chain started here
fourteen years ago. under the management of
Messrs. Feldman and Popkin. A few vears
later Plymouth was added, then Willimantic and
Stafford Springs, Conn,, stores were opened, fol-
lowed by the opening of a store in Webster.

Merchandise
Advertising —

A Complete Victor

Jobbing Service

Selling
Finance

Vector Wholvdeede s

(775% O,/y/f/// Herees

TELEPHONE 9400 LONGACRE

1% {///"/( '?(;)'/V

Mrgsre «1/ Ilmlﬂlmfwlédlﬁs 0.
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SELECTING THEIR FAVORITES

The ALBUM method EXCELS

To the Trade:

our production,

fied customers and repeat orders.
to justify it.

ALL OTHER DISC RECORDS

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

New York Office, 54 Franklin Street, Telephone, Franklin 1227, James E. Maguire, Representative

all other RECORD FILING systems EVER TRIED

Our Record Album factory—all or any part of
it—is at your command. Hundreds of customers
can and will gladly testify as to the good quality of

Qur large and growing business is due to satis-

Imprint (firm name or trade mark) stamped on
covers if desired when orders are sufficiently large

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

THE PERFECT PLAN

MANY CONCERTS DURING MUSIC WEEK

Talking Machine Trade Responsible for Many
Well-arranged Musical Events — Concerts
Draw Many Into Stores of Live Merchants

The talking machine trade played an impor-
tant part in the fourth New York Music Week
celebration, which ended on May 5. Dealers
throughout the city staged elaborate concerts,
to which were invited patrons and their friends,
and there can be little doubt that the cumula-
tive effect of these store concerts make the ef-
fort well worth while.

Among many such events staged were a se-
ries of short concerts given each day-at noon
at Aeolian Hall and, in addition, an all-Ameri-
can song program, at which a number of well-
known American composers appeared in person,
on \WWednesday afternoon. There were also spe-
cial programs of music and dancing on Friday
aftcrnoon and on Friday and Saturday evenings.
Of particular interest, fromn the viewpoint of the
talking machine trade, was the appearance, on
Tuesday, at Aeolian Hall of Vincent Lopez and
His Hotel Pennsylvania Orcliestra.

At the Wanamaker Auditorium specially elab-
orate programs were arranged for each day
during Music Weck and at Wurlitzer Hall, on
Forty-second strect, there were also given free
daily recitals.

A concert which attracted considcrable at-
tention was arranged by M. Rappaport’'s Music
Shop, 880 \Vestchester avenue, in the Bronx
section of New York, at which the cntertainers
were \Villiam Robyn, Victor artist, and Jack
Shilkret and His Orchestra. Special letters of
invitation were sent out by Mr. Rappaport, in

A Real Money Maker

Patented
1914

Patented
1914

|’ AECORD

l ALtum

y A ,

Boston Interchangeable Leaf Album

The envelope leaves may be changed
at will. This new feature made pos-

sible only by our newly patented wood-
back.

Remember, when you sell Real Mer-
chandise your customers will never
trade elsewhere.

Boston Book Company
501-509 Plymouth Court, Chicago, III.

which announcement was made that Music
Week would be celebrated in the store by daily
concerts by the most celebrated artists on the
Victrola and Victor records. All of these con-
certs ‘were well attended.

M. Goldsmith & Son, Victor dealers, 1493
First avenue, also staged an excellently arranged
concert. The program included selections by
the Victor International Orcliestra, Nat Shilkret,
conductor; William Robyn, Victor artist;
Brooke Johns, appearing in The Tent in “Jack
and Jill,” who sang some of the songs which
have taken so well at the show and which he
will soon record for the Victor Co. Mr. Johns
was assisted by Jack Shilkret, who is playing
with him at The Tent.

The concerts at this store served a double
purpose, as, in addition to featuring Music
Week, they featured the celebration of the twen-
ty-third year of the firm’s business and the first
vear of the opening of the First avenue. store.

On Wednesday evening of Music Week A.
Bersin, Victor retailer, of Bedford avenue, near
Fulton street, Brooklyn, entertained his cus-

tomers and their friends at a concert given in’

his warerooms. The services of Nat Martin
and His Orchestra were secured for an evening
of music and the attendance exceeded all ex-
pectationis. Not only were the warerocoms filled,
but it was estimated that more than 2,000 peo-
ple cathered on the sidewalk outsidc the store.

T. M. M. TO ELECT OFFICERS

Officers Nominated at Last Meeting to Be
Voted Upon—Important Program Arranged

Election of officers nominated at the last
meeting, a detailed account of which appears
in another section of this issue of The World,
will be the principal business of the Talking
Machine Men, Inc., of New York, at the meet-
ing in the Cafe Boulevard on May 16. Other
matters of importance to the trade will be dis-
cussed. In addition to the business session a
prograin of entertainment has been arranged
through the courtesy of tlie Bee-Tee Publish-
ing Co., 145 \Vest Forty-fifth street, New
York, who will feature some of their latest
song hits, including “Keep It Under Your
Hat,” “Grand Daddy” and “Eddy Steady,” the
latter Eddie Cantor's latest comedy hit.

P. MARCUS WITH EMANUEL BLOUT

Made Sales Manager for Emanuel Blout, New
York Victor Wholesaler

Philip Marcus, one of the best-known men in
the talking machine industry, was recently ap-
pointed sales manager for Emanuel Blout, the
well-known New York Victor wholesaler. After
almost eighteen consecutive years of service
with the S. B. Davega Co., New York retailer
and former Victor jobber, Mr. Marcus again re-
turns to Victor distribution activities. He is one
of the pioneers of the talking machine industry,
having entered the field at its inception and be-
ing an active worker in the progress attained
by the trade.

Mr. Marcus' decision to leave the executive
position with the S. B. Davega Co. came as a
distinct surprise to his former associates and
to the trade in general. The hearty welcome
from his many friends among Victor retailers
makes him feel doubly confident that he has
inade a step in the right direction.

With Emmanuel Blout, Cass Riddle and Joseph
Kerr, each well known and of the highest stand-
ing in Victor circles, the addition of Mr. Marcus
will represent an enthusiastic and efficient Vic-
tor quartet.

Emanuel Blout, head of the firm, is busying
himself with plans for a new location which will
be arranged to facilitate the handling of the
already large and rapidly growing demands on
this representative Victor organization.

EDISON ARTIST SCORED IN CHICAGO

\Wide publicity attended the recent appear-
ance of Arthur Middleton, baritone and Edison
artist, at a concert in Chicago, Iil. Enthusi-
astic comments of the press on this singer’s
artistic ability and the large audience which
was present at the concert were followed by
creater interest in his records.

J. W. DAWSON ADDS SMALL GOODS

Puoexix, Ariz., May 7—]J. W. Dawson, wha
has conducted a retail piano business at 35
West Adams street, has added a complete line
of musical merchandise and will feature it
prominently.

Phonograph Parts and Supplies
MOTORS, TONEARMS, SOUNDBOXES, SPRINGS AND NEEDLES OUR SPECIALTY

Lowest Prices and Best Qualities Always Available for Delivery Anywhere

1000-1002 Pine Street

Send for Bargain List of Repair Parts and Motors

THE VAL’S ACCESSORY HOUSE

St. Louis, Mo.
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VINCENT LOPEZ

AND His HOTEL PENNSYLVANIA ORCHESTRA

have attained nation-wide popularity

From the four corners of the nation come the echoes
of spontaneous applause and unstinted praise for the

unrivaled musical accomplishments of Vincent Lopez
and His Hotel Pennsylvania Orchestra.

Nightly, in the elaborate Grill Room of the Hotel Penn-
sylvania, the largest hotel in the world, Lopez and His
Orchestra entertain hosts of diners and dancers. By
special arrangements with the Newark wireless broad-
casting station W JZ, every note of his delightful dance
selections is carried on the wings of wireless to distant
homes where thousands upon thousands of people are
eagerly “'listening in.”

Wireless broadcasting, the popular OKeh Records, and
triumphant vaudeville tours are spreading the fame of
this talented dance orchestra. Guests at the Hotel Penn-
sylvania, coming from all parts of the country, insist
upon meeting Lopez and complimenting him person-
ally; Newark Broadcasting Station W]JZ is besieged
with letters from radio “‘fans’ from widely separated
localities, praising the remarkable orchestrations of
modern dance music.

Lopez is adding daily to his host of friends and admirers,
and all are eager buyers of his popular and exclusive
OKeh records. As an OKeh dealer, your share of this
booming demand is practically assured. Be prepared
to get it quickly by keeping a complete stock of Lopez's
records on hand—at all times.

Here are the

Four Latest Lopez Records

4804 ( Fate 4797 Parade of the

10-inch { The Natchez and the 10-inch Wooden Soldiers
75¢ z Robert E. Lee 75¢ Nola

4788 ( Some Little Someone 4783 (A tin’ P

10-inch5 You Know You Belong 10-inch{ ggr.ava SRS
75¢ ( to Somebody Else 75¢ Burning Sands

OKJ\. Records

The Records of Quality

TheRecord o quality

General
Phonograph Corporation

OTTO HEINEMAN, President
25 West 45th St. New York
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Man Behind Counter Must Be Sold First

Good Business to Share Certain Secrets With Salesmen, Says A.
M. Burroughs in an Article Entitled “Sell the Salesman First”

That line to the effect that “If you would sell
more, tell more” might well be pasted over the
desk of every music store manager in the land.
And for several reasons.

If it is good salesmanship to take customers
into your confidence it is just as good sales-
manship to share certain business secrets with
your salesmen (or salesman).

If you are a good merchandiser you will show
your customer, in minute detail, how a piece of
merchandise is manufactured; where the mate-
rials come from, what care the manufacturer
exercised in producing a certain effect, how
much time and labor he spent in perfecting
details and assembling the finished product;
perhaps, even what tests it can be put to.

You will picture and paint and expound until
his original “It sounds interesting” attitude ma-
tures into a “Wrap it up” decision.

It is just as essential, however, to sell the
man behind the counter as the man in front
of it, and sell him first. Before you try it ask
yourself a few questions.

Does each of my salesmen know how much
merchandise he sold last year? Last month?
Last week? Yesterday?

Do my salesmen know how much business
we did last year and how much we hope to
do this year? How much money they earned
last year—not how much I paid them, but how
much they actually earned?

Have I ever showed them by actual figures
what a little extra effort on their part will
produce in the shape of net profits between
now and December 31, 1923?

Am I keeping an accurate record of each
salesman’s sales?

If you have to answer ‘““no” to those ques-
tions, let us see if there is not a way of
bettering conditions. Suppose your business
amounted to $50,000 last year; that your over-
head was 18 per cent and your net profit 7
per cent. Naturally, these are not the figures
for your business. We are using them simply
to illustrate our idea.

You show these figures to your salesmen
and tell them of your new plans:

“I.ast year we sold $50,000 worth of mer-
chandise. We made seven cents net on every
sales dollar. If we sell the same amount this
yvear, we will make the same amount of net
profit. Jut on every dollar’'s worth of busi-
ness over $50,000 we will make, not seven, but
twenty-five cents.”

Naturally they will want to know why there
would be the difference. This is your expla-
nation: “All expenses—salaries, rent, deprecia-
tion of equipment and stock, light, heat, new
equipment, taxes, interest, insurance, delivery
hire, advertising, etc.—are spread over the
$50,000 volume of sales. All told, it amounts
to 18 per cent of the year’s business.

“Just as soon as we have sold $50,000 worth
of goods we have provided for all expenses.
Thereafter we will make a clean profit of
twenty-five cents on every dollar’'s worth of
goods sold until the end of the year.”

With their interest aroused it is not going
to be a hard job to discuss each individual's
sales for the past and present year and win
his support to your plan.

Let us suppose that your sales records show
the following totals of sales by salesmen for
last year:

Salesman A________________ $12,500
Salesman B________________ 11,000
Salesman C_.______________ 16,500

Your own sales amounted to only $10,000.
You devoted part of your time to other work.

With these figures to guidc us let us draw
up a new schedule for this year’s sales and
give each salesman a definite mark to shoot
at. We will make it neither too difficult nor
too easy—just a goal that he can reach by
extra effort, hearty interest in his work and
more persuasive selling. Pcrhaps you can offer
such inducements as increases in salaries, or
bonuses, or prizes in some other shape.

These will be their 1923 quotas:

Salesman A__ el .. $15,500
Salesman B . _______________ 13,000
Salesman C oo _____ 19,000

Then give yourself a quota of $12,500.
What will happen if the four of you make
your 1923 quotas? Your excess of sales over
$50,000 will amount to $10,000, of which 25
per cent, or $2,500, is clear profit. From that
sum you can well afford to set aside a few
hundred dollars as bonuses to your salesmen.
Such a plan is workable. By keeping accu-
rate figures on each salesman’s sales, day by
day, you can have totals for any period of
the year. These figures originate from sales
slips and can be posted to a sheet of paper,
properly ruled, which you yourself can draw
up and post in a few moments’ time each day.
A record of sales by salesmen will prove to
be more convineing to the salesmen themselves
than “pep conferences” and curtain lectures.
Accurate figure facts can’t be argued down or
laughed out of a discussion. x

K-NOB-

NEEDLE BOX ---RECORD CLEANER

CONSTRUCTION

THE

“KNOTE THE KNOB”

A Combination of Essential Features in

ONE UNIT

COMMERCIAL FEASIBILITY

Three and one-half inches in diameter.

Made of metal, celluloid and pile plush.

Built to last indefinitely.

Advertising matter will not fade, rub off and cannot be removed.

DISTINCTIVE FEATURES

The cover has your advertisement and design in any colors desired.
KNOTE THE KNOB. Here is imprinted the trade mark of
the machine you handle.

LIFT THE KNOB—You have a NEEDLE BOX holding any
number of needles up to three hundred.

TURN THE KNOB OVER—Here is your advertisement again
on the inside—if you want it.

LAY THE KNOB DOWN—Now you have a container for used
needles.

NOTE THE SMALL HOLES IN THE TOP.

Push your discarded needles through.

There is room for hundreds of them.

Fill with needles and sell at a good profit. At the same time
place” your name and business conspicuously in the home under
daily observation. A perpetual silent salesman.

Stimulates the sales of larger quantities of needles.

Especially adapted to portable machines where no provision has
been made for needles.

The K-nob-O is so attractive, ornamental and useful that sales
are made without effort.

DISTRIBUTORS AND DEALERS

Here is an opportunity to push a novelty with a universal appeal
to every owner and prospect for both machines and records.

Now is the time to start.

T Full details and samples mailed upon ap-
plication.

K-nob-O furnished with selected design and printed matter in
quantities of 100 and over. Also available as straight selling brush
without advertising. Orders filled in a few days. We work with
you to create sales and build up business.

PHILADELPHIA BADGE CO., 942 Market St., PHILADELPHIA, U.S.A.

Manufacturers and Patentees of Record Cleaners and Artistic Business Building Novelties.

N e — ——
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The Widdicomb Sheraton model illustrated is finished in

Red or Antique Mahogany, or Walnut, and is equipped

with albwms for records, automatic stop and patented

tone control. Widdicomb Phonographs play all records.
Prices range from $90 to $260.

NVESTIGATE the possibilities of the Widdicomb
franchise and you will iind that Widdicomb phono-
graphs in period designs have a twofold appeal for dis-
criminating buyers. For the Widdicomb is not alone a
musical instrument of unsurpassed tonal beauty and
faithfulness of reproduction, but an article of fine furni-
ture fitted to take its place harmoniously in the most
perfectly appointed home. Write today for catalog and
full particulars regarding the Widdicomb franchise.

THE WIDDICOMB FURNITURE COMPANY

Grand Rapids, Michigan
Fine Furniture Designers Since 1865

NEW YORK: 105 W, 40th Street CHICAGO: 327 S, La Salle Street

@
PHONOGRAPH
Ohe Aristocrat of Phonographs
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eveloping Business in the Small Town

W. B. Stoddard Points Out the Opportunities That Simply Await
Development—The June Bride and Her Friends as Sales Prospects

The belief is quite geueral among a certain
class of talking machine merchants that there
is little opportunity for business development
and expansion in the so-called small town. This
viewpoint undoubtedly can be attributed to the
fact that these dealers do not give the business
the requisite attention necessary to develop
sales, nor do they realize the great opportunity
for sales which exists not only in the village or
town where they are located, but in the sur-
rounding comimunities and country as well.

If one does not believe in the results of in-
tensive salesmanship he should consult Thor-
vald Andresen, Manistee, Mich., who, in a town
of less than ten thousand inhabitants, averages
a sale of a phonograph a day for every business
day in the vear. When asked how this was
done he replied succinctly: “Hard work and
cood service.”

Later he amplified this with “My guarantee
is that if anything goes wrong with any of my
machines I'll have it repaired within twenty-
four hours or furnish a new instrument. [I've
had to change certain machines four or five
times to suit certain people whom I didn’t seem
able to just satisfy. I've lost money on these
sales, but these very people later became my
best boosters and brought me other prospects.
I've furnished new machines to homes where
children ruined the first one. Invariably these
people have made good to me in some way.”

This enterprising merchant makes a great
play for the farmers' trade, twoe-thirds of his
time being spent on the road, the store being
left in charge of his sister. Everybody for sixty
miles about Manistee knows his big white truck,
painted in front in big black letters “Here comes
Thor” and in the back “There goes Thor.” He
is a great believer in personality advertising.
There is never a farmers’ gathering but that
he is there with his big white truck, a phono-
giaph and a Magnavox. Although located on
a side street, he takes his ear to the main busi-
ness street, gives a jazz concert and the inter-
ested ones follow him back to his little store.
On merchants’ automobile trade tours Thor’s
gaily painted truck is always in the van.

His latest stunt has been to take a musical
census of Manistee. For this purpose he em-
ployed a local young woman, who went from
house to house, asking fifteen questions con-
cerning its musical equipment and other mat-
ters. Nothing was said about whom she rep-
resented. With the completed list in his hand
Thor said he had plans which he believed would
increase his present business 50 per cent. The
card uséd was a very comprehensive one, as
follows:

CANVASSER'S REPORT

Name .....
Address ...
Employed hy
Do they own a Talking Machine..... ......cc. o0 veunnn.
Would they exchange for new one.......................
Ihate PF amermbiohhn's’s s Aiwah. gy oo o 5505 b 3ol o o]
Married or Single.

R T i, £ 0 0 o g I
\What make ....... 40 0G000060 AT IAI I L oo LRI

In the last-named item (Remarks) is some of
the most valuable information, as here are listed
such items as birthday dates, anniversaries,
Christmas suggestions and other details that
will lead to future sales.
Supplying Music for June Brides

Just at present the advertising of live talking
machine nren should make an especial appeal to
the June bride and her friends. Some of the
best advertising of the season has come from
merchants in the smaller towns—who realize
what a profitable customer the bride may be

made. Once the instrument is sold she is al-
ways in the market for new records—which she
may either purchase for herself or have given
to her by friends on the anniversary of the
presentation of the original gift. Hackmans,
Staunton, Ill, showing the cut of a bride ad-
miring her Victrola, said:

PRI T DG TTRI AT Iz

COMPLETE HER HOME WITH A VICTROLA

You cannot choose a more suhstantial and use- =
ful wedding present for the June hride than a =
Victrola. For what is more welcome than music
in the home of the newly married?

A Victrola, with appropriate Victor records, is
the sort of a gift that remains a joy forever.
Choose your gift from our complete selection of
Victrolas. We will deliver it on the day desired.

RImnnn

Spengels, of Highland, Ill, likewise had an
ad that appealed to many a young couple and
their friends

= (T h

A Wedding Gift that Carries Happiness with It
THE VICTROILA

A wedding! Two hopeful young souls starting
down life's long road—together. Music will smooth
the road-—will make the hills less steep. It will
dull the edge of sorrow—and impart to joy a
brighter glow. The home where music dwells is a
more contented home. The home that starts with
music gets a better start.

So there’s hardly any wedding gift that can
bring so much happiness as the Victrola—nor will
any other gift he more cherished through the years.

The balance of the ad was given to enumerating
some of the new records appropriate to go with
the machine; or to add to the musical collection
of those already possessing an instrument.

Another catchy ad of Spengels featured the
joy of music in the Summer. It showed a young
woman placing a record on a talking machine
which was standing on the porch overlooking
a lake. The ad suggested:

IN SUMMER—YOU NEED MUSIC

For music is the language of romance. And
without it, Summer, the time of romance, is some-
how lacking in fullness of delight.

You need music to complete the joy of the

golden afternoons
moon-lit nights.
AND YOU CAN HAVE MUSIC

to add to the glory of magic,

The ad then goes on to suggest that the great-
est singers, musicians, orators and orchestras
in the world can be heard if one has a phono-
graph and a good selection of records.

At the present time there are cabinets of
every description and the latest idea is to have
the talking machine conform to the other fur-
niture of the room. TFor this reason the wicker
cabinet, to harmonize with porch or sun parlor
furniture, is especially timely, and the display
of Spengels appealed equally to the bride and
to those in search of an instrument for the
Summer. The window was arranged as a ve-
randa, with green bamboo shades and cretonne
draperies. A grass rug covered the floor, and
several pots and vases of flowers.were scattered
about. Standing by the machine was a wax
model, borrowed from a dry goods store, with
a record in her hand which she was about to
place upon the machine. Several records were
scattered over the floor, and a card at one side
gave a list of the new records for the month.
This window attracted considerable attention.

Mrs. Thomas A. Edison, wife of the famous
inventor, was elected chaplain general of the
Daughters of the American Revolution at the
society's annual congress, held in Washington,
D. C, recently.

TAe

General Radio Corp., 624-8 Market St

Phonograph Supply Co.,

WHY SHOULD YOU SELL

The Following List of DistriButors Have
Taken on The Modernolette Since Jan. 1st
Ask Them Why

Modernola Sales Corp., 1340 Broadway, New York, N. Y.
General Phono. Corp. of New England, 142 Berkeley St., Boston, Mass.

i ., Philadeiphia, Pa.
General Radio Corp., 806 Penn Ave., Pittsburgh, Pa.

General Radio Corp., 1403-4 Monadnock Block i

Talking Machine Co., 97 E. Main St., Rochester, N.,ghlcago, .
Wm. Volker & Co., Third & Main, Kansas City, Mo.
D. C. Whittle Music Co., 1213 Elm St., Dallas, Texas.
Turner Music Co., 412 E. Douglas Ave., Wichita, Kansas.

1438 Randolph Street, Detroit, Mich.
Yahr & Lange, 207 Water Street, Milwaukee, Wi: “ h

Retail Price—EaSt of Mi.ssi.ssippi River—$35.00
—West of Mississippi River—$40.00

Some valuable territory still open for
jobbers.

MODERNOLA COMPANY
Office and Factory, Johnstown, Pa.

1%

Act quick, it is going fast.
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Sonora Instruments

Are Easy to Sell

NE of the most attractive features of
the Sonora line is the comparative ease
with which it can be merchandised. Sonora’s
inherent quality of tone, together with its
exceptionally handsome appearance, wide
range of attractive designs and superior

7 Baby Grand workmanship, is so palpably evident that an
$200 immediate favorable 1mpressmn 1s Invari-
ably created and selling resistance lessened

appreciably.

At this time particularly, when people are
demanding quality and possess the where-
withal to gratify their wants, Sonora has
become more easy to sell than ever.

An investigation of the Sonora proposi-
tion will not obligate you in the least, and it
may prove to be the means of creatlng a
more profitable and satisfactory business for
you. Why not write today for full 1nforma-
tion?

SONORA PHONOGRAPH CO., Inc.

. 279 BROADWAY . NEW YORK
.I'- Canadian Distributors
: SONORA PHONOGRAPH, Ltd. Toronto .

)
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The distributor named below who covers the territory in
which you are located will be glad to answer all inquiries
regarding a Sonora agency on receipt of a letter from you

State of New York

with the exception of towns on
Hudson River below Pough-
keepsie and excepting Greater
New York.
Gibson-Snow Co.,

Syracuse, N. Y.

State of New Jersey.

Sonora Sales Co. of New
Jersey,

605 Broad St., Newark, N. J.

State of Indiana.

Kiefer-Stewart Co.,
Indianapolis, Ind.

State of Nebraska and
Western lowa.
Lee Coit Andreesen Hard-

ware Co.,

Omaha, Nebr.

The New England States.

Sonora Phonograph Co. of
New England,

221 Columbus Ave., Bos-

ton, Mass.

Washington, California,
Oregon, Arizona, Nevada,
Northern Idaho, Hawaiian
Islands.

The Magnavox Co.,

115 Jessie St.,, San Fran-
cisco, Cal.

Southeastern Part of
Texas.

Southern Drug Company,
Houston, Texas.

Lowér Michigan, Ohio
and Kentucky.

Sonora Phonograph — Ohio
Company,

417 Bulkley Bldg., Cleve-
land, Ohio.

States of North Dakota,
South Dakota, Minnesota
and Northern lowa.

Doerr-Andrews-Doerr,
Minneapolis, Minn.

Missouri, Northern and
Eastern Part of Kansas,
and 5 counties of N.E.
Oklahoma.

C. D. Smith Drug Co.,

613 Arcade Bldg., St. Louis,
Mo., St. Joseph, Mo.

States of Montana, Colo-
rado, New Mexico and
Wyoming East of Rock
Springs.

Moore-Bird & Co.,

1751 California St., Denver,
Colo.

Utah, western Wyoming
and southern Idaho.

Strevell-Paterson Hardware
Co.,

Salt Lake City, Utah.

Ilinois and Eastern lowa.

lllinois Phonograph Corp.,

720 S. Michigan Ave., Chi-
cago, Il

Wisconsin, Upper Michi-
gan,

Yahr & Lange Drug Co.,
Milwaukee, Wis.

Eastern Pennsylvania, )
Maryland, Delaware, Dis-
trict of Columbia and
Virginia.

Sonora Co., of Phila., Inc.,

1214 Arch St., Philadelphia,
Pa.

Western Pennsylvania and
West Virginia.

Sonora Dist. Co. of
Pittsburgh,

505 Liberty Ave., Pitts.
burgh, Pa.

All of Brooklyn and Long
Island.

Long Island Phonograph Co.,

150 Montague St., Brook-
lyn, N. Y. 1

New York City, with the
exception of Brooklyn
and Long Island.

Counties of Westchester, Put-
nam and Dutchess; all Hudson
River towns and cities on the
west bank of the river, south
of Highland; all territory south
of Poughkeepsie.

Greater City Phonograph Co.,
Inc.,

234 W. 39th St., New York

A
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Doorbell Route to Sales Secures Results

The Story of a Merchant Who Has Built a Substantial Business
From an Insignificant Start—Some Policies That Brought Success

Because of the constant influx of new ideas
on scientific merchandising some of the good,
old-fashioned practices which have proved their
worth through the years have been discarded by
many merchants. In recent years many in the
trade have discarded the doorbell route to sales
and have adopted less effective plans of sales
promotion, which have in their favor only that
they are in some cases novel, and in many in-
stances require less work.

However, ringing doorbells 1s still as power-
ful a force in securing trade as in years gone
by and no member of the talking machine trade
can afford to neglect this phase of business. The
doorbell-ringing salesman, of course, works
mnuch harder than the indoor salesman, who only
serves those customers who come into the store
for the specific purpose of looking over the line,

Efficiency of the Doorbell Method

An example of the efficiency of this method
of working up sales comes to mind. A talking
machine dealer just outside of the metropolitan
district of New York has developed a tremen-
dous business by this means during the last three
years. Starting with small capital tlis dealer
opened a very small and unpretentious cstab-
lishment. The first purchase after stock had
been arranged for was a small automobile. In
this the dealer started a widespread doorbell-
ringing campaign, not only in thc city where
the store was located, but in the surrounding
communities as well, and from the start the
business prospered. Although in existence but
three years the sales volume of this concern
has increascd to such an extent that the busi-
ness has outgrown a larger store which was
secured a few months after the opening of the
first one. Plans are under way now by this
merchant to constiuct a large building to facili-
tate service to the growing clientele.

At the present time three outside salesmen
and a collector, supplied with motor cars, are
working for this concern and the persistent
doorbell ringing is netting steadily increasing
results. The way the plan is worked is this:
The salesman makes an effort to determine the

financial standing of the prospective customer.
If the prospect owns his or her own home he
or she is considered a good risk and the sales-
man makes an effort to place a machine in the
home for a trial demonstration of forty-eight
hours. At the expiration of this period the
salesman returns and if the instrument has not
sold itself by that time le delivers his sales talk
and tries to close the deal. Most machines
placed in this manner for demonstration remain
in these homes permanently.
How Problem of Terms Is Handled

Now there is another phase of this business
which this dealer handles differently than the
majority of other talking machine merchants.
And that relates to the matter of down payment
and terms.- In short, this clever merchandiser
demands a 20 per cent down payment and al-
lows the customer only one year in which to
pay for the entire instrument. Tn addition to
this 6 per cent interest is charged on all in-
stalment sales. Here is something for those
merchants who place machines in the hoine on
the dollar-down and a dollar-a-week plan to
think seriously about. This proves that talking
machine merchandising can be carried on on a
profitable basis for the dealer and that there is
no necessity for slashing prices and making
terms so ridiculously low that the merchant
stands to lose out on the decal even if all pay-
ments are met promptly when due. In the nat-
ter of interest alone this live dealer clears a
substantial sum cach yecar because of the large
number of instruments disposed of.

Decisive Action in Making Collections

In the matter of collections also there is no
beating about the bush or equivocating. If a
customer falls behind in payments a letter is
immediately dispatched. If at the expiration of
a thirty-day period the payment of the previ-
ous month has not yet been made more drastic
action is immediately taken. In other words,
the customer is made to understand that, re-
¢ardless of conditions, a certain amount of the
usual monthly payment agreed upon must be
paid when due. That this method of forcing the

1674 Broadway

[ALBERT CAPPBELL

ERANK CROXTON:

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 1923-1924
Sample program and paniculars upon request

P. W. SIMON, Manager

New York City

FONROE SILVER

JOHN MEYERS

Famous Ensembles including

Campbell & Burr - Sterling Trio - Peerless Quartet

FRANK. BANTA.

issue has been successful is evident from the
fact that the concern does not know what a re-
possession is and complaints are few and far
between.

The large business built up by this method
of intensive canvassing is growing larger each
week. The cumulative effect of persistent effort
of three years is making itself felt more and
more. For example: Last year this concern dis-
posed of almost 1,100 phonographs of all sizes,
prices and styles, as well as a large number of
records, resulting in a gross income of $164,000.
Plans are under way to increase the number of
sales to 1,500 during 1923 and at the present
time it looks as if this figure will be realized.
Remember, too, this volume of business was
achieved without making a single price reduc-
tion or concession regarding terms, etc., of any
description.

This is a record worth striving for and every
dealer who reads this article should turn the
searchlight on his own business to see if there
is not some possibility of improvement in the
method of going after business and in cutting
out the too generous concessions to the public
which are not only harming the dealer practi-
cing these ecvils, but the entire trade as well.

SHIPPING FROM KIMBERLEY PLANT

Reconstruction of Plant Recently Damaged by
Fire Well Under Way, With Incorporation
of Improvements to Facilitate Production

The Kimberley Phonograph Co., Perth Am-
boy, N. J., whose plant suffered considerable
loss through fire and water damage on April 18,
will shortly return to normal production of
Kimberley products. Following the fire the
sales department of the company was able to
talke care of the trade to some extent with
undamaged stock which remained on hand. In
the meantime the damaged sections of the plant
are undergoing mnecessary rehabilitation and,
at an early date, the plant will be able to care
for its trade on a larger scale than was here-
tofore possible. Many improvements are also
being made which will greatly facilitate pro-
duction of Kimberley phonographs.

PHONOGRAPH DE LUXE

The instrument of incomparabie tone, that
plays any record better than you have ever
heard it played before.

Complete line of table, upright and console
modeis. »

Prices to the Trade Range from

$8.50 to $125.00

Cabinets of beautiful design and finish, im-
proved motor equipment.

Dealers write us: The Reginas now in
homes are making lots of friends: people
come In and ask for them. Watch us in-
crease our sales.

Cash in on the Regina; now is the time.
Also Regina Music Boxes with or without
phono attachment.

Regina Hexaphones and Mandolin orches-
trions.

Regina tune discs and parts for any In-
strument ever manufactured by the Regina

Co.
Send for particulars on territory
arrangements.

The Regina Phonograph Co.

MANUFACTURERS

RAHWAY NEW JERSEY
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Ready-Made

Us.

Made to Order

There 1s that much difference between ordmary physical culture exer-
cses and Walter Camp’s ““Daily Dozen.””  Selling your customers a hap-
hazard collection of exercises with any kind of music 1sn’t selling satisfaction.

Walter Camp’s “Daily Dozen” on Health Builder records 1s the recognmized standard
of physical culture exercise. Each exercise has been selected as the best for 1ts particular
purpose. Used in its entirety it accomplishes its goal in keeping you fit. Every muscle of
the body has been exercised. To go even further into details each musical selection 1s the
best fitted to suit the exercise and the commands are so given that they stimulate instead of
weary. These and many other qualities have made the “Daily Dozen” supreme in this
field. This 1s why the “Daily Dozen™ 1s preferred by discriminating persons over other
sets that perhaps even cost less.

In your business you are selling merchandise plus satisfaction. That is why if you are
not already selling the “Daily Dozen™ you ought to carry it in stock. Convince yourself

first. Send for a sample set at the dealer’s price $6.00 (list price $10.00). Retum it if

you want to and we will cheerfully return your money.

“In the Spring a young man’s fancy lightly turns to thoughts of "—keeping fit—so does
every member of the family. Capitalize on this Spring business with Health Builder
“Daily Dozen” sets.

HEALTH BUILDERS, Inc.

DEPARTMENT W5

FIFTH AVENUE NEW YORK, N.

L &
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INTERESTING ANALYSIS OF RADIO

Price Slashing and Other Evils Affecting Radio
Industry—Deferred Payment Plan Suggested
as Sales Stimulator—Programs Must Be Sold

An interesting analysis of the radio, past,
present and its probable future, recently ap-
peared in the Nation’s Business under the title:
“What Is Wrong With Radio?” The article
dealt with the chaos existing during the height
of the radio craze and traced the harm resulting
from the growing practice of price slashing.
Among the other problems discussed was the
fact that the sale of a radio outfit obligated the
manufacturer to see to it that purchasers were
supplied with entertainment. It was also point-
ed out that when a phonograph manufacturer
sells a machine he opens up an outlet for the
sale of records, thereby making a continuous
profit, while in the radio business the sale of
the outfit concludes the transaction and, instead
of making a continuous profit, the manufacturer
is put to a regular expense, under the present
system, in supplying entertainment.

Emphasis was placed on the deferred payment
plan as a possible means for making the radio
industry a growing power, and the suggestion
was made that, instead of selling radio outfits,
programs must be sold. This is merely an ab-
stract of the high lights of the many important
problems still facing the radio industry which
were discussed in detail in this most construc-
tive article.

TIE-UP WITH EMERSON ARTISTS

Concert by Irving and Jack Kaufman in Fred-
erick Loeser & Co. Store in Brooklyn Stimu-
lates Interest in Emerson Records

A clever tie-up was made recently by the
talking machine department of Frederick Loeser
& Co., big Brooklyn, N. Y., department store,
when Irving and Jack Kaufman, popular Emer-
son artists, appeared at the store and sang a
number of the songs which they have recorded
for the Emerson. On the platform with the artists
was placed an Emerson phonograph and when
the artists had completed a song a record of
the same number was played on the instrument.
A large and interested audience was secured by
placing invitations in every department of the
store. Other Emerson concerts are planned.

MODERNOLETTE PORTABLE IN FAYOR

Jounstown, PaA., April 23.—Although the Mod-
ernolette portable, made by the Modernola Co.,
of this city, has enjoyed good sales straight
through the Winter, the coming of the Spring
and Summer months has seen a remarkable in-
crease in demand. At the same time the dis-
tributing organization of the company has been
constantly added to. Among the newest addi-
tions to the list of Modernolette distributors
are the General Radio Corp., of Chicago; the
Phonograph Supply Co., of Detroit, and Yahr
& Lange, of Milwaukee, Wis.

West Washington & Harding Streets

Talking Machine Cabinets

Console and Upright
Models

Write for cuts, prices and
place sample order at once.

THE H. LAUTER COMPANY

INDIANAPOLIS, IND.

HELPING THE DEALER TO SELL

How Prominent Singer Augments Record Sales
in Preparing His Programs

Most concert artists feel that they have con-
tributed enough to the general publicity of a
song when they have rendered it in their pro-
grams. There are many ways, however, in
which the artist can be of additional service to
the music trade in general without lowering his
standard as an artist and without commercial
izing his talent.

There has recently come to our notice the
work in this direction of Leonard Braun, the

Leonard Braun
popular tenor of New York, who has recorded
for both the Victor and Vocalion records. Mr.
Braun has a unique way of getting his records
before the public. Not only does this contribute
to the sale of such records, but assists materially
in sales of sheet music of the compositions.

He has just returned from a concert tour of
the country, where his singing met with un-
usual success, re-engagements being booked for
next season without exception in centers where
he appeared during his recent tour.

His method of giving additional publicity to
his song offerings is to mention in his pro-
grams the fact that the number just rendered
has been recorded on the Victor record or Vo-
calion record. Thus the local dealers find an ad-
ditional clientele and sales that would not other-
wise accrue.

Among the songs Mr. Braun has featured
during the past season is “Israel,” which many
consider as a successor to “Eli-Eli.” It is pub-
lished by Fred Fisher, Inc.,, and the publisher
atiributes some of the popularily attained by
this high-class number to the work and interest
of Mr. Braun.

ILLINOIS PHONO. CORP. CHARTERED

A charter of incorporation has been granted
in New York State to the Illinois Phonograph
Corp. Incorporators are H. E. Kimball, R. 1.
and A. R. Rodway and J. F. Kennedy.
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Efficiency in Making Collections
Vital Factor in Business Success

Excellent Advice Regarding Collections on Instalment Accounts Contained in Intercsting

Article on “A Word About Collections” by W.J. Keyes, Treasurer of Sonora Co.

In an interesting and instructive article, en-
titled “A Word About Collections,” appearing
in the current issue of The Sonora Bell, War-

ren J. Keyes, treasurer of the Sonora Phono-,

graph Co, Inc, gives some excellent advice re-
garding collections on instalment accounts. The
question of keeping collections up to the mark
is of vital importance and, therefore, Mr. Keyes’
article is reproduced herewith:

“Did you ever realize how often a sale will
be turned from a profitable venture into a con-
siderable loss because the last instalments can-

Warren J. Keyes
not be collected or the account turns out to
be bad? A bad account receivable will wipe out
the profits of a great number of sales.
“It is quite pleasant to be able to say after a

hard day at the store,' Well, I made $200 to-day.”

However, if you do not make sure of the col-
lection of the accounts outstanding as a result
of these sales this $200 profit will disappear.
“People sometimes buy phonographs on the
instalment plan with every intention of paying
their instalments as they fall due. But they lose
their jobs, have sickness in the family or for
some reason find that they haven't enough

Ward’s Padded Khaki

Moving Covers

for
Pianos
and all
Models of
Upright
and
Console
Machines

Distributors
BRISTOL & BARBER, INC.

3 E. 14th St. New York City

SHERMAN, CLAY & CO.
741 Mission St. San Francisco, Calif.

THE C.E.WARD CO.

Manufacturers

NEW LONDON OHIO

money to meet their payments. They fall be-
hind and you have trouble and expense in finally
collecting the account. Instalment accounts
must be watched very closely. A dealer will
naturally hesitate to press a good customer for
payment because of fear of loss of trade. But
if the customer is not pressed for payment very
likely he will pay only those creditors who are
hounding him and will let his phonograph pay-
ments slide.

“There is another class of customer who de-
liberately intends to get his phonograph as
cheaply as possible, even down to the first de-
posit on account. Fortunately, this class of cus-
tomer is very small. And, furthermore, they
very seldom try this schemc on phonograph
dealers unless they have already been success-
ful in other types of stores. Inthe large cities as-
sociations have been formed and agencies
created to make up lists of these ‘professional
dead beats.” So now a dcaler can protect him-
self for a small fee by obtaining credit informa-
tion concerning such people in his locality.

“After all, the best way to force the collec-
tion of overdue accounts is to keep a record of
them in such a manner that as soon as they
become overdue you will immediately know it.
The easiest method of doing this is to keep your
instalment accounts on cards and either have
them filed by the date of the next payment or
else have a cross index giving you the same in-
formation. Immediately an account becomes
overdue you should try to find out the circum-
stances and see if you can possibly secure pay-
ment within a few days.

“If this fails keep after your customer at regu-
lar intervals. This is always more effective than
turning over the account immediately to some
collection agency. This should be done only as
a last resort. You will find, however, if you
keep an accurate record of the due dates of
your instalments and keep in touch with your
customers, requesting payment at regular inter-
vals, that the number of accounts which you
need to turn over to collection agencies finally
after two or three months of effort, will be very
small indeed.

“Collections are particularly important, for
without money coming in regularly you will be
unable to take your discounts on the purchase
of new merchandise. Do you realize that if you
make a net profit of 20 per cent on your capital
and turn your stock four times a year, a cash
discount of 2 per cent means 8 per cent net
profit on your capital in addition to the normal
20 per cent that you otherwise would make?
In other words, in taking your cash discount you
will be increasing your net profit 40 per cent.
This tremendous part of your net profit should
never be allowed to slip away. Furthermore,
if you ever wish to obtain credit, either at a
bank or for merchandise, it is always a very
good point in your favor that you have consist-
ently taken your cash discounts. This very fact
may some day be the means of tiding you over
through a serious period of depression in your
own business. .

“You do not have to be an expert accountant
to maiatain this system. Nor do you even re-
quire a knowledge of double entry bookk%eeping.
When a sale is made merely record it on some
sort of sales slip, from which an entry should
be made against your inventory, showing the
cost and a charge to the customer. This should
be done preferably by the use of a card system,
assigning a card to each customer. Then you
can keep track of your outstanding accounts
and of the balance of your merchandise on hand.
Without any complicated records or any great
amount of effort you will be able to keep your
outstanding accounts collected up to date, take
your discounts and make all the profit that a
retail dealer should make.”

REGAL
50c

RECORD

Summer time is the
season when people
buy on the average of
959, popular records
to 59, of the other
kind. Certainly this
explains why REGAL
sales continue big
right thru the Sum-
mer.

People who know
REGAL, of course
prefer REGAL the
year round. Those
who are not yet fa-
miliar with REGAL’S
remarkable quality
buy it because of the
50c price.

But once they dis-
cover REGAL’s qual-
ity they become
REGAL enthusiasts
and thereafter sel-
dom buy anything
but REGAL.

Summer time is just
around the corner. It
is the best time to
" test the true value of
a record. It is time
for you to try
REGAL. Write to-
day.

REGAL RECORD CO.

20 W, 20th ST. NEW YORK




THE TALKING MACHINE WORLD

May 15, 1923

Any Nora Bayes number is O.K., but this month this popular co-
medienne puts across two songs that are K. O.—if you know what
we mean.

In “Dearest” and “You Know You Belong to Somebody Else”
Nora uncorks a punch that sends the customer down for the count
—of 75 cents. She packs a sale-maker in each number of this rec-

ord—A-3862.

COLUMBIA GRAPHOPHONE CO.

INTERESTING COLUMBIA DISPLAY

Excellent Window Display in Model Shop in
San Francisco Columbia Branch Shows Evo-
lution of These Instruments

Sax Francisco, Car., May 3.—An exccllent win-
dow display has been installed at the headquar-
ters of the Columbia Graphophone Co., 343 Bry-
ant street, this city, by Assistant Manager
Schrade. Iy one window of the branch model
shop an idca is given of the differcnt stages of
development of the Columbia instruments. The
first instrument shown is the old-style cylin-

Model Shop in Columbia Branch
der graphophone, originated about 1897, and a
large window card standing next to it gives the
history of the instrument, while a number of
Chauncev Olcott cvlinders arc adjacent. Next
in line of display is the first model graphophone
disc instrument. The accompanying card states
that this was originated ten years later than
the first of the scries, the Columbia Co. about
that time producing thc double-disc record, with
music on both sides, and a number of these
records arc shown. Then comes the beautiful
L.-2 model Columbia of to-day, which illustrates
the evolution of Columbia prestige. Decalers
visiting San Francisco headquarters of the Co-
lumbia Co. have expressed great admiration for
the Model Shop and its window displays.

PLAN TO PRESERVE INDIAN MUSIC

A committee whose special work will be that
of research on the music of the American In-
dian has been appointed and added to the Mu-
sic Committee of the General Federation of
Women’s Clubs, which has headquarters in
Woashington. A club woman of Indian blood,
Mrs. Eugene B. Lawson, of Nowata, Okla,, is
chairman of the committee. This is to co-oper-
ate in every way with the Government research
work along the same lines which is being done
by the Smithsonian Institution and which hopes
to obtain the authentic music of the Indians.

FILES BANKRUPTCY PETITION

OxrLaROMA Crity, OkLA., May 2—The Phono-
graph Shop, of this city, recently filed a volun-
tary petition in bankruptcy, listing liabilities of
$145,008 and assets of $167,439.59. The assets of
the concern consist of notes and securities, un-
liquidated claims, machinery, tools, stock, etec.

TRAINING SALESMEN ESSENTIAL

Need for Trained Men Greater Than Ever Be-
fore—Dealers Must See to It That Their Sales
Representatives Possess the Proper Knowl-
edge and Thorough Sales Ability

The need for trained salesnren in the talking
machine field is greater to-day than evcr before,
if the more than satisfactory progress of the
industry in years past is to continue. Really ex-
perienced salesmen and saleswoimen are scarce
in comparison to thc number of positions re-
quiring special knowledge. Salesmen, no matter
what their rccords in other ficlds, cannot be-
come cxpert talking machine salesmen over-
mght. When a talking machine merchant se-
curcs the services of a new man, even one who
has never before sold these products, the time
and troublc involved in thorougly training are
well worth the effort. The salcsman reflects
the house in a large measure and the dealer who
has a number of inexperienced and bungling
salesmen in his cmploy is losing money every
time he miects thc payroll, to say nothing of
sales lost becausc the sales organization is
unable to cope with the many problems aud con-
ditions which are constantly coming up.

BROADCASTERS PLAN SCHEDULES

Twenty-seven Organizations Represented at
Conferenee With Federal Radio Inspeetor

Twenty-seven radio broadcasting organiza-
tions, existing and contcmplated, met Arthur
Batcheller, Federal Radio Inspector in the Sce-
ond District, to adopt time and wave length
schedules for stations in the most congested
arca in the United States.

At the confercnce wcere reprcsentatives of
municipalities, including New York, which plans
a departmental broadcasting station, police de-
partments, churches, steamship lines, newspa-
pers, wireless and telegraph agencies, theatres,
radiophone manufacturers and commercial
broadcasters.

They came from points in New Jersey and
New York, north along the Hudson and includ-
ing Albany and Schenectady. The schedule
adopted will conform as nearly as possible, said
Mr. Batcheller, to the priority and wave length
assignments suggested by Herbert Hoover, Sec-
retary of Commerce, in his recent report on in-
vestigations by the National Radio Conference
Committce.

NEW EDISON STORE IN KOKOMO

Koxomo, Inp., May 2.—The Carlin-Quick Music
Co., featuring the Edison phonograph and rec-
ords, has started business in an attractive store
at 110 East Superior street, this city. The pro-
prietors are L. G. Carlin and W. L. Quick, both
formerly with the Edison Shop, Indianapolis.

DeVere Kaufman, of Wooster, O., has suc-
cceded to the business of A. L. Zook, of that
city. The Colummbia line is featured.

GOOD LUCK T. M. CO. CHARTERED

The Good Luck Talking Machine Co., New
York City, has been granted a charter of in-
corporation under the laws of this State, with
a capital of $10,000. Incorporators of this new
concern are C. Goldzweig, I. L. Anger and M.
Tessler.

The PHONOSTOP

STANDARD for SEVEN YEARS

100% Efficient.
Guaranteed.
Sold direct to

manufacturers all
over the world.

Nickel or Gold.

Your phonograph
is worthy of the
best stop.

Your customers appreciate it.

NEED-A-CLIP

Fibre Needle Repointer
with Hardened Tool Steel Blade

WORKS
PERFECTLY

Retail

75c.

POPULAR
PRICE

Sold to
DEALERS

We also sell
Standard Phonograph

Hardware and Trimmings

Get Our Printed Matter
and Prices

PHONOMOTOR CO.

121 West Ave. ~ ROCHESTER, N. Y.
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<ze Jewel-lone

Reproducer»sTone Arm

Jewel Tone Arm No. 3

Base made reversible to avoid
Glued Joints in Motor Board

Jewel Tone Arm No. 4

Note handsome Bell-Shaped
Base without Flange showing

Original and Exclusive Features
Plays Edison and Pathe Records in actual Edison position and with a fibre needle.
Made in 84”7, 914", 1014”. When thrown back on tone arm in Edison position, the re-

producer lies flat, so dome cannot touch it when closed.

Finished in nickel or gold plate.

Reproducer in position to play Shows reproducer thrown back Equipped with or without
Edison Records with Saffo on tone arm in Edison position. Mute, Mica or NOM-Y-KA
point or fibre needle. Dome cannot touch it. " Diaphragm.

150-160 Whiting Street " CHICAGO., ILLINOIS, U. S. A.

S




30

THE TALKING MACHINE WORLD

May 15, 1923

Keeping Record of All Cash Customers

How This End May Be Successfully Accomplished Pointed Out
Interestingly and in Detail by Frank H. Williams for Our Readers

The talking machine store’s most important
customers are its cash customers and, for this
reason, the alert dealer ought to keep a record
of such customers and use the record every
now and then for promotion purposes. It is,
after all, upon the cash customers that the store
relies in getting its volume<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>