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There’s a
Model for

Every
Customer
in the

Sonora
Line!

Every taste—every pocketbook will find its
requirements among the remarkably salable
line of Sonora merchandise—both phono-
graph and
radio.

For instance,
there is a gen-
uine Sonora Pe-
riod model list-
ed at $100; a
member of the

SonoraRadio Speaker,$30 famous Sonora

The famous Sonora tone passage in an 1

%tl’::rncﬂt:!vet btroweg mggﬁganyb cabinet. BUIgC famlly at
e finest ton s er obtainable, .

assures profitable szg!ea. $150) and thC

Sonora Radio-Phonograph
Model No. 242
$235

A three tube neutrodyne, dry battery |
operated, built into a Sonora Phonograph
of highest quality.

$50 Portable. These are only a few of the
many real phonograph values which are sell-
ing in quantities.

Then, too, there is the Sonoradio, consisting
of a three tube Neutrodyne built into a Sonora
Phonograph and selling at only $235 — a
model which is making selling history this
year — while the famous Sonora Radio
Speaker with enclosed cabinet, selling at
$30, is turning over in quantities with big
profits to the dealers handling it.

Why not investigate the Sonora proposition?
Write us today.

Sonora Phonograph Co., Inc., 279 Broadway, New York City

Makers of Sonora Phonographs, Sonoradios, Sonora Radio Speakers and Reproducers

Canadian and Export Distributors: C. A. Richards, Inc., 279 Broadway, New York City

Il
M

i

E INSTRUMENT OF Q

¢

UALITY

<3
- % \~-r’ =
I
'5 “i> 4
= = d

PSR B o o P =

| ————




The Talking Machine World

Vol. 2§. No. 2

New York, February 15, 1925

Price T'wenty-five Cents

Silas E. Pearsall Co. Now
in Radio Wholesale Field
Prominent New York Wholesaler Secures Dis-

tribution Rights of Many Leading Radio
Lines—Sales Organization Remains Intact

The Silas E. Pearsall Co., New York, former
Victor wholesaler, and one of the best known
distributors in the country, has entered the
wholesale radio field on a large and impressive
scale, commensurate with its former activities.
Mrs. Lydia M. Green, president of the company,
together with Lloyd E. Spencer, general man-
ager, has been making a careful study of the
many factors entering into the successful mer-
chandising of radio products in the talking ma-
chine field, and the company’s formal announce-
ment reflects the exceptional care and consider-
ation given to the selection of the various lines.

At the present time the Silas E. Pearsall
Co. is featuring the following well-known radio
products: Zenith, Sleeper, Thermiodyne and
Rhanstone receiving sets; Silver Voice, Manhat-
tan and Holtzer-Cabot loud speakers and head
sets; Burgess dry batteries, Radiotrons, Philco
storage batteries, Liberty Ful-Wave chargers
and a line of cabinet speakers and radio at-
tachments. All of the products featured are
recoguized generally as leaders in their respec-
tive fields and should offer Pearsall dealers a
splendid opportunity to develop radio sales.

In conjunction with Mrs. Green’s announce-
ment it is gratifying to learn that the Pearsall
sales organization, comprising somne of the most
successful and popular wholesale men in the
East, is remaining intact, and every member of
the sales staff is working heart and soul in the
interest of radio products being merchandised
by the company. Devoting every resource to
its new radio lines, the Silas E. Pearsall Co.
will undoubtedly become an important factor in
the marketing of radio products in the territory
covered by its sales organization,

Inaugural Ceremonies at
Capitol to Be Broadcast
Entire Radio Audience of Country Will Be En-

abled to Listen to Ceremonies by Means of
Record Interconnections of Broadcasters.

Arrangements are rapidly being completed
for broadcasting of the inaugural ceremonies at
Washington on March 4. It is expected that
forty stations will be linked together to bring
the happenings at the Capitol on that day to
the entire radio audience of the country. This
will be a record for interconnection between
broadcasters. The announcement regarding the
broadcasting of the ceremonies was made re-
cently following a conference between a com-
mittee appointed by Congress and representa-
tives of the American Tel. & Tel. Co., the Ches-
apeake & Potomac Tel. Co. and the Radio
Corp. of America.

The proceedings will be broadcast through
WEAF, New York, and will be transmitted by
telephone lines to stations throughout the coun-
try, which will broadcast the ceremonies simul-
taneously. The Radio Corp. of America will
broadcast through station WRC in Washing-
ton, D. C, and by means of wire lines through
W]JZ, New York, and WGY, Schenectady. The
Chesapeake & Potomac Tel. Co. will install pub-
lic address loud-speaking equipment at the Cap-
itol so that those witnessing the ceremonies will
be able to hear word for word what is said.

The Padelford Music Co.,, Oklahoma City,
Okla., was recently incorporated with a capital
stock of $50,000. The incorporators are A. S.
Padelford, J. B. Padelford and I.. M. Padelford.

Odeon Records Featured in
First Exclusive Campaign

Twenty-one Records Featured in Newspapers of
Large Cities—Basis of Ads New Sales Plan
Announced by General Phonograph Corp.

The General Phonograph Corp., New York,
sponsored in the newspapers this nionth the
first advertising campaign devoted exclusively
to Odeon records. Good-sized space, attractively
designed, was used in the New York Times,
New York Evening Journal and other papers,
with advertising of the same character also ap-
pearing in Chicago, Cleveland and Pittsburgh
papers, together with papers in some of the
sinaller cities, The campaign already gives in-
dication of being a pronounced success and
Odeon dealers are enthusiastic as to its value
as a sales stimulant. The basis of the campaign
is the “test plan” introduced in the Odeon sales
manual prepared by A. Thallmayer, manager
of the General Phonograph Corp.'s foreign
language record department, and well known in
this important field. This sales plan was in-
troduced to the Odeon dealers a few weeks ago
and is proving an invaluable factor in their mer-
chandising activities.

In the newspaper advertising twenty-one rec-
ords are featured, representing selections which
are recomninended in the sales plan as the basis
of a sales and demonstration campaign of
proved merit. These twenty-one records are
typical of the vast repertoire in the Odeon cata-
log, and in accordance with the sales plan a
special hanger has bcen prepared featuring the
records attractively and effectively. Among the
types of records listed are the following: Schu-
bert’s Unfinished Symphony; operatic selec-
tions; light classics; overtures; concert songs;
dance music and instrumental numbers. The
famous artists represented in this list include
Eduard Morike, Marek Weber, Dajos Bela, Dr.
Weissmann, Eddy Brown and Richard Tauber.

Two N ew_Outing .fobbers
Announced by Outing Co.

Everybody’s T. M. Co., Philadelphia, and
Schmelzer Co., Kansas City, Will Distribute
the Outing Portable Line Hereafter

The Outing Talking Machine Co., Mount
Kisco, N. Y., manufacturer of Outing portables,
has announced the appointment of the Every-
body’s Talking Machine Co., Inc., Philadelphia,
Pa., and the Schmelzer Co., Kansas City, Mo,
as Outing jobbers. The Everybody’s Talking
Machine Co., which is one of the foremost
wholesale concerns in the East, will distribute
Outing products as exclusive jobbers for the
States of Pennsylvania, Maryland, Delaware,
District of Columbia and southern New Jersey,
and the Schmelzer Co. will distribute Outing
portables in Kansas, Nebraska and parts of
Towa, Missouri, Kansas and Oklahoma.

A. J. Coté, president and general manager of
the Outing Talking Machine Co., Inc., is keenly
enthusiastic regarding the additions to his job-
ber list, and he states that 1925 business to date
has been far ahead of expectations. Jobbers
are placing substantial orders for immediate de-
livery, and report that their dealers are replen-
ishing their stocks in preparation for an active
Spring business.

Landay Store in Meriden

Landay Bros., leading music dealers of the
metropolitan district, recently opened a new es-
tablishment in the Derecktor Building, Meri-
den, Conn, This store is under the manage-
ment of Michael Slone.

Many New Artists Contract
to Record for Columbia

Arthur Bergh and Clyde Emerson of Columbia
Recording Staff Return From Recording Ex-
pedition to Chicago and Atlanta

Arthur Bergh, general manager of the Co-
lumbia recording laboratories, together with
Clyde Emerson, Columbia recording engineer,
returned to New York - ~|

{

recently after a very
important and interest-
ing recording expedi-
tion to Chicago and At-
lanta. In the former
city Mr. Bergh made
his headquarters at the
wholesale Columbia
branch, 434 South
Wabash avenue, where
a splendidly equipped
recording  laboratory Arthur Bergh
was placed at his disposal. Among the well-
known and exclusive Columbia artists who
made records in Chicago during Mr. Bergh’s
visit were Art Kahn and His Orchestra and
Art Gillham, popular whispering pianist. Im-
portant additions were also made to the foreign
language library, recordings being secured in
Chicago for the Bohemian, Polish, Greek and
Italian catalogs.

\While in Chicago Mr. Bergh also closed ar-
rangements whereby Ford and Glenn, one of
the most popular radio broadcasting teams in
America, will record exclusively for the Co-
lumbia library, This team has been broadcast-
ing for a long time past from Chicago’s lead-
ing radio stations sponsoring a “Lullaby Hour,”
which has won the enthusiastic praise of mil-
lions of radio fans.

In Atlanta, Mr. Bergh arranged for a series
of popular dance records by Warner’s Seven
Aces, one of the leading dance organizations in
the South, which has a host of followers in the
most important southern cities. This organiza-
tion is recording for the Columbia library ex-
clusively. While in Atlanta Mr. Bergh made
several recordings for Craig and His Orchestra
of Nashville, Tenn., Fulcher and His Orchestra
of Augusta, Ga., and Wallace Butler and His
Orchestra, of Savannah, Ga., all of whom are
very popular with dance and music devotees in
the South.

During his stay in Atlanta Mr. Bergh also
made arrangements whereby Mr. and Mrs. Ed.
McConnell, popular broadcasting stars, will re-
cord exclusively for the Columbia library, mak-
ing their first records a few weeks ago. These
artists have been broadcasting for some time
over the station sponsored by the Atlanta Jour-
nal and they have many followers in the South.

Important Changes Made
in Brunswick Sales Staff

H. S. Maraniss Joins New York Office Sales
Staff Covering Connecticut Territory—A. J.
Wilckens and J. D. Callahan in New Posts

H. S. “Chick” Maraniss, well known in the
music trade throughout the East, recently re-
signed his position with the Musical Instru-
ment Sales Co. to join the sales staff of the
New York office of the Brunswick-Balke-Col-
lender Co. Mr. Maraniss will represent the
Brunswick Co. in the Connecticut territory,
succeeding A. J. Wilckens, who in turn will
take over the eastern Pennsylvania territory,
replacing J. D. Callahan, who is leaving the
outside territory to become assistant to Mana-
ger Shiddell in the Philadelphia office of the
Brunswick organization.

See second last page for Index of Articles of Interest in this issue of The World
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Selling on Service Basis Wins for Troup
How Customer Satisfaction Through 100 Per Cent Service Brings
Stores Operated by Live Pennsylvania Dealer

Profits to Three

“It has always been the aim of the J. H.
Troup Music House to see that every old cus-
tomer is satisfied with his purchase and a
booster for the house. We have always been
very conscientious in selecting our lines. We
must be satisfied that they are the best obtain-
able on the market for the money. After a
sale the performance of the instrument must
not only come up to the expectations of the
custoiner, but that of our experts. They are
instructed to do all that is necessary in making
repairs or adjustments and not try to get off
with as little as possible.”

This briefly is the policy, as outlined by
Charles S. Troup, of the J. H. Troup Music
House, operating very successful talking ma-
chine stores in Harrisburg, Lancaster and Car-
lisle, Pa., which has built a huge sales volume
for this firm by the prestige route.

Making Boosters of Customers

Satisfied customers are the instruments
through which further business can be secured
and it is worth while for the dealer to spend
a little time and go to considerable trouble to
see to it that his customers are satisfied. There
is nothing new in the statement that a retail
house can secure the best possible advertising
through customers who have been thoroughly
“sold on the house,” but it is worth emphasizing
in view of the fact that the success of retail
business, and this applies especially to the talk-
ing machine business, depends largely upon
service and satisfied patrons. This is so be-
cause the average dealer does not depend upon
transient trade, but is constantly endeavoring to
sell customers who have purchased talking ma-
chines, records and other necessary accessories.

The right goods at the right price also means
customer satisfaction, but probably the most
effective method of bringing about this desir-
able end is through service after the sale. Mr.
Troup emphasizes this point, because many
years of retail experience have proved the im-
portance of keeping customers satisfied with
their purchases. If the customer gets real en-
joyment from his phonograph the firm which
sold him the instrument profits by the good-
will thus secured through sales of records,
needles and other accessories,

“Middle Course” Advertising

The J. H. Troup Music House features three
complete lines of standard-make instruments,
and this variety of styles and finishes, as well as
the service which a customer of this house
receives, are the factors about which the adver-
tising of the company is built. Instead of at-
tempting to reach a special group of the people
in the cities where its stores are located, the
J. H. Troup Music House has adopted a middle
course, thus reaching the great bulk of the peo-
ple 1in the community. The results of this ad-
vertising policy have proved eminently satis-
factory. It is a method by which the retail
dealer can secure the largest returns in sales
for every advertising dollar he spends.

In this connection Mr. Troup states that: “In
our advertising we do not write copy to appeal
to either the highest or lowest classes. We
select a middle course, preaching our wonderful
selection and service after purchase. We carry
the Brunswick, Victor and Edison lines, with a
generous selection of styles and finishes. This
impresses and satisfies the buyer as to selec-
tion and after purchase we absolutely try to

fulfill our promise of service 100 per cent where
possible. All our salesmen and repairmen know
our wishes in the matter of sales and service
and those who do not live up to our ideals and
retain the confidence of the customers they sell
are very short-lived in our organization.”
Meeting Competition

There is something in this policy of the J.
H. Troup Music House for every talking ma-
chine dealer and especially those who are faced
with hard competition, particularly of the cut-
price type. Prestige, which is simply another
name for good-will, is the foundation on which
rests the prosperity of the legitimate dealer,
because it is the repeat business of old cus-
tomers, together with the constant addition of
new patrons, which is instrumental in building
up a successful retail talking machine enter-
prise. Certainly, the dealer who attempts to
meet the cut-price artists on their own grounds
is sacrificing potential profits and future sales
and he is skating on thin ice. This applies
also where the talking machine dealer handles
radio, a product which simply must be backed
by service of the highest type. The record
department depends almost cntirely for its suc-
cess on the steady patronage of the store’s cus-
tomers, particularly where the dealer is located
away from the main business street of his com-
munity where a certain amount of transient
business may be expected.

The Roy-Len Mfg. Co. was recently incor-
porated to manufacture phonographs and radio
receivers, with a capital stock of $25,000. The
incorporators are F. M. Van Wagonen, J. E.
Nolen and J. F. Howell, Manhattan.

= T == = -2 = = = -3 :
NYACCOFLEX ~ Radio Panel for

& R.P. 3.

Console Ph hs ||

.:J The outcome of a popular demand for a low-price radio panel for
talking machine installation. L
The NYACCOFLEX R. P. 3 is a three tube reflex panel (10" x 14”)
containing all the excellent features of the R. P. 1 and R. 2 with
additional volume due to an extra tube.

0 NYACCO radio reflex receivers, R. P. 1 and R. 2, combine the :
best features of the most powerful present-day circuits; two tubes )
do the work of five. Cuts battery cost 60 per cent. OPERATES
A LOUD SPEAKER. Gets distance, volume, is selective, and can
be logged.
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Dealers—uwrite your jobber for details or address
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New York Album & Card Co., Inc.
New York: 23-25 Lispenard Street Chicago: 415-417 S. Jefferson Street
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Making Musical History

TO look back over the past eight
years in the phonograph field,
is to watch the steady increase of
Brunswick influence.

Brunswick, from the day it entered
the music business, has played a
progressive part. Its contributions
to the whole industry have been Byetich

Brunswick noteworthy. s Radiola No. 100

Radiola No. 35
\ Constructive improvement in pho-

nographic music, giving the world
a new conception of the recording
and reproducing art, has been one
advance. The list of Brunswick
precedents is a long one.

The Brunswick Radiola, with an
average popular price around $500,
now gives the music trade a new
musical instrument in a profitable
new field of business, in addition
to their other musical lines. A new
place to get business, a rzew way to
make money. A new contribution

Brunswick

to the world of music . . . truly 1 i Radiola No. 60
making musical history. .
\Q R f.”,‘"‘g‘“"l @ THE BRUNSWICK-BALKE-COLLENDER CO.
A AND Manafacturers—Establiched 1845
General Otfices: Chicago Branches in ali principal cities

Brunswick Brunswick
Radiola No. 260 Radiola No. 460

Brunswick

Radiola No. 360

PHONOGRAPHS + RECORDS + RADIOLAS
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F.—P_. Oliver Now Gotham
Music Master Manager

To Maintain Offices in New York City for
Music Master Corp.—One of the Most Popu-
lar and Capable Wholesale Executives in East

Fred P. Oliver, vice-president and general
manager of the Blackman Talking Machine Co.,
New York Victor wholesaler for the past ten

Fred P. Oliver
years, resigned from this position on February
2 to become manager of the New York offices
of the Music Master Corp., Philadelphia, Pa.
Mr. Oliver will maintain spacious offices in New
York, the exact location of which will be an-
nounced in a few days.

In appointing Mr. Oliver as manager of the
company’s New York offices, Walter L. Eck-
hardt, president of the Music Master Corp., se-

lected one of the most popular and capable
wholesale executives in the East. During his
ten years’ association with the Blackman Talk-
ing Machine Co. Mr. Oliver won the esteem
and friendship of the dealers throughout the
country, in addition to the personal good-will
of the jobbers from coast to coast. An effi-
cient and thoroughly dependable executive, Mr.
Oliver possesses a most pleasing personality
that has been quite a factor in his signal success
as a wholesale executive. He will be an impor-
tant link in the important plans of the Music
Master Corp., and particularly in view of the
fact that Mr. Eckhardt is a former talking ma-

chine man and thoroughly familiar with Mr.
Oliver’s capabilities.

Mr. Oliver resigned from the Blackman or-
ganization with the cordial good-will and friend-
ship of every member of the company’s stafl.
On Friday, January 30, he was the guest of
honor at a dinner given by the Blackman execu-
tives, sales staff and department heads at the
Aldine Club, New York. At the close of the
dinner Mr, Blackman in behalf of himself and
his associates presented Mr. Oliver with a
handsome gold watch suitably inscribed, and
the members of the sales department presented
him with a valuable leather traveling bag.

Leon C. Samuels Made
Vincennes Vice-President

Prominent Chicago Distributor Elected to Of-
ficial Post and Directorship of Vincennes
Phonograph Co. at Annual Meeting.

At the annual meeting of the directors of the
Vincennes Phonograph Co., held at Vincennes,
Ind., recently, Leon C. Samuels, exclusive dis-
tributor, with offices in the American Furniture
Mart, 666 Lake Shore Drive, Chicago, was
clected vice-president and made a director.

Mr. Samuels, who has been distributor of
Rivoli phonographs and radio cabinets for the
past three years, is a popular and prominent
figure in trade circles, and has been associated
with the talking machine industry for many
years. Before joining the Vincennes organiza-
tion, he was distributor for the Wasmuth-
Goodrich Co., and prior to that time was con-
nected with the Vitanola Talking Machine Co.
He left for an extended Eastern trip on Jan-
uary 28, which will include visits to the trade
in Buffalo, Rochester, Pittsburgh, New York and
other points. Shortly before leaving for the
East, Mr. Samuels, in a chat with The World,
stated that his firm had experienced a better
January than ever before, in the sale of straight
phonographs and radio combinations. During

the furniture show, many buyers visited the
office and display of the Vincennes firm at the

L. C. Samuels

Furniture Mart and many new accounts were
booked. J. S. Watters, president, visited the
Chicago offices during the exhibition.

ATTACHMENT

for Edison Phonographs,

to play lateral cut rec-

ords. Extra loud and
clear.

For the
NEW FAVORITE'EXCELTONE
ADAPTER

Good Quality, Best Outfit for the Price

EXCELTONE ADAPTER

Nickel-plated, Complete
Separate,

Nickel-

Sound Box,
plated

ATTACHMENTS FOR EDISON

Write for Samples

FAVORITE MFG. CO. c. xronensercEr, pre.. ‘°5T§::i:°g“;j:;i it

For the
NEW FAVORITE SUPREME
ADAPTER

Very Loud and Clear Natural Tone
Reproduction

PRICES:

Nickel-plated Adapter ...
Gold-plated Adapter. ..
Oxidized-plated Adapte
No. I “Supreme’” Sound B:
loud and clear

........................ 2.0

No. I **Supreme’ Sound Box, gold-plated,
loud and clear .............0iiiniiianen 3.00
No, I “Supreme’’ Sound Box, oxidized..... 3.00

Special Prices to Quantity Buyers
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Making Musical History

N December ninth, 1924, the first
Brunswick Hour of Music was
held—a forward step significant in the
history of both the phonograph and
the radio.

This recognition of the musical possi-
bilities of radio has been widely
heralded by press and public. It was

=4 /‘ inevitable . . . yet who but Brunswick
was better able to establish this new
precedent?

The first Brunswick Hour of Music
on December ninth was a musical
event which put a new aspect upon
radio as a musical medium. The broad-
casting on that occasion, of stars of
the Metropolitan Opera Company and
other Brunswick talent, was an un-
precedented musical event.

Thereafter every Tuesday, leading
Brunswick artists of concert and
opera, and vocalists, instrumentalists,
and orchestras—broadcast their selec-
tions from the Drunswick Recording
Laboratories through the sending sta-
tions of the Radio Corporation of
America.

Now all who have ears may hear
world-famous artists, may know the
music of today—music in the making
—through the Brunswick Hour of
Music.

Truly another epoch making page of
musical history has been written . . .
and as usual, by Brunswick.

' THE BRUNSWICK-BALKE-COLLENDER CO.

Manufacturers—Established 1845 .
GENERAL OFFICES: CHICAGO. BRANCHES IN ALL PRINCIPAL CITIES
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Women Canvassers Bring Homethe Bacon

Kelley & Cowles, of Hartford, Conn., Put Into Practice Some
Unusual Canvassing and Selling Ideas Which Prove Successful

Many talking machine dealers are again turn-
ing to the good, old-fashioned canvassing
method of swelling the sales volume, some
times covering territory many miles from their
stores and utilizing motor trucks loaded with
instruments and records as well as lighter cars
to carry crews of salesmen. Sometimes these
campaigns prove profitable and sometimes the
contrary is the case. In some districts the
salesmen find it almost impossible to make a
fair showing, especially in the larger cities, and
at other times there seems to be little difficulty
in placing an apparently paying number of in-
struments in homes only to find later that
profits are literally being devoured by the ex-
pense of collecting and the necessity of making
repossessions. Kelley & Cowles, one of the
leading concerns of Hartford, Conn., who con-
sistently canvass a comparatively large territory
have overcome these difficulties and are making
their canvassing a profitable venture.

Women Prospect Canvassers

Six middle-aged women are employed by Kel-
ley & Cowles to canvass for prospects. These
women are able to get into homes and secure
information where often a man would fail, ac-
cording to Mr. Kelley, a member of the firm.
The canvassers are not concerned with selling
in any way. Their object is to secure informa-
tion from the persons they visit regarding their
musical instruments and desires. These data
are turned over to the sales manager early the
following morning for analysis and selection
of those prospects for immediate follow-up. A
senior salesman is then given the job of follow-
ing up these prospects with the idea of arrang-
ing a demonstration and, of course, ultimately
making a sale,

In connection with the employment of out-
side salesmen and saleswomen Mr. Kelley point-
ed out the fact that experience has proved to
them an eight to ten hour day for the outside

organization is less productive of results than

is the short day of between five and six hours.
“Fresh sales people get the best results,” said
Mr. Kelley. “We formerly worked our out-
side canvassing and sales staff ten hours a day
and now they are on the outside only about
half that time and their work, taken as a whole,
is far more effective.”
Selection of Prospects

Although Kelley & Cowles’ canvassers cover
the entire city of Hartford and the surround-
ing towns as well and during the year many
sales are made in this manner, the firm has

had remarkably little trouble in securing in-
stalment payments when due and repossessions
are a rarity, indeed. The reason for this is
that before any attempt is made to closc a
deal with a prospect the company makes sure
that that person is responsible and a good
credit risk. The company figures that it is
better business to lose a sale than to run the
risk of loss on the deal. Naturally, too, this

Women get into homes where men fail,
according to the experience of this dealer.
Female canvassers secure data for men
salesmen to work on. Another unusual
idea in connection with canvassing which is
proving successful is a five or six hour day
instead of an eight or ten hour grind for
outside workers. In order to avoid col-
lection troubles a method of selection of
prospects is practiced by this live retailer
and in cases where payments fall behind a
clever stunt brings in the money in a hurry.
Mr. Kelley has other practical thoughts on
merchandising talking machines, etc., which
are outlined in the accompanying article
and which are not only interesting but in-
structive, as they deal with the selling phase
of retail business from a new angle which
live dealers may find profitable.

method of selecting prospects means greater
profits, because the firm is not under the neces-
sity of securing the services of collectors and
resorting to other expensive means to get the
money due.

That the selection of prospects is an important
factor in the success of a canvassing campaign
was brought home to a certain dealer who made
an intensive canvass of the territory in a radius
of many miles from his store during the year
just past. The salesman, eager to make a good
showing, placed instruments in homes without
regard to the credit standing of prospects. The
result was that the profits of the drive were
practically wiped out by the expense of secur-
ing the money, repossessions and in some cases
loss of instruments which had not been paid for.

Telegram Gets the Money

Of course, like every other dealer who sells
on the instalment plan, Kelley & Cowles have
customers who for some reason or another
fail to meet their obligations. In a case of
this kind a personal letter is sent to the delin-
quent, calling attention to the fact that the

payment is past due. DPrior lo this, however,
an advance notice is sent to remind the cus-
tomer that the payment will be due in a few
days. If the delinquent patron fails to either
make a payment within a reasonable length
of time or make some satisfactory explanation
for the delay the company sends a telegram
to the home of the custome:, asking for a
payment by a stated time the foltowing morning
or repossession will be made. This telegram
is so timed that it arrives at the home in the
evening, around the dinner hour, when the en-
tire family is at home. The telegram, accord-
ing to Mr. Kelley, secures the earnest consid-
eration of the delinquent where even the per-
sonal dunning letter fails and not infrequently
a payment is forthcoming that evening, the cus-
tomer not even waiting until the morning. The
average householder fears a repossession be-
cause of real or imagined disgrace in having a
truck drive up to the door and the instrument
taken from the house in sight of all the neigh-
bors who care to look upon the process, and
rather than have this happen will pay.

Thus, the retailer with the backbone to fight
for what is his just due has little to fear in
connection with delinquents. The trouble seems
to be that many dealers delay taking decisive
action until any chance of breaking even on the
deal is gone. Of course there are times
when a customer is compelled by circumstances
to delay a payment and at these times the dealer
must be lenient. If he protects himself by
adding interest on instalment sales a delay in
such a case will not compel him to take a loss to
retain a customer, nor will his profits be eaten
into by having his money tied up.

Fine Windows Create Sales

NortoN, VA., February 6.—A. C. McClure, a live
Brunswick phonograph and Gulbransen player
piano dealer here, is attracting attention to the
merchandise he features through some unusu-
ally effective window displays. The appeal of
these displays has been reflected in the interest
aroused on the part of the public and in actual
sales. Mr, McClure has an attractive phono-
graph shop and has built up a good business.

Amendola Bros., New Haven, Conn., were
recently incorporated at Hartford to sell musi-
cal instruments and radio sets with a capital
stock of $75,000.

For the Profitable Sale of Records—

The Audak System

The modern method of demonstrating and selling records

Without the Use of Booths

Dealers place as many as six Audak units in space formerly occu-
pied by one booth. There are Audak models to suit

each particular need.

information.

Write for full

The Audak unit illustrated supplied complete, ready for use upon removal from crate

AUDAK CO. - 565 Fifth Avenue - NEW YORK, N. Y.

In Canada, Manufactured and Distributed by McLLAGAN Phonograph Corp., Ltd., Strattord, Ont.
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Tie Newport Tonal Quality
into Your Merchandising

Give your client the ineffable thrill of good music. Put the Tonal
Quality of the Newport to work for you.

Take him into one of your demonstration rooms and have him relax
in one of those comfortable chairs of yours. Then “bring-in” via
the Newport some real music for him. Let him hear those de-
lightful little runs, fine gradations, and double-stop work of
Kreisler’s “Caprice Viennois.” He will imagine that he can almost
feel the trembling of its housing as he listens to the thundering
diapason of the great organ. Parade the brilliance and charm of
the great virtuosi across the theatre of his mind.  Perform the
acid test of Tonal Quality for him. Dial into the militant swing of
Sousa’s “El Capitan” or the “Stars and Stripes Forever.” Let him
distinguish for himself the high trebles, the deep bass, and the
various other instruments. He will be quick to realize how clearly
defined are the instruments that go to make the action stirring whole
of this famous orchestration.

Let him show himself what Newport Tonal Quality really is.

The Newport Is a Good Receiver
Built in a Piece of Fine Furniture
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New York City
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Broadening Merchandise Lines in Retail Field

NE development in the talking machine business during recent

years, of particular interest, is the apparent tendency of the
majority of dealers to get away from the purely “exclusive” idea
in retailing and to branch out so that they may handle various lines
of musical instruments, including radio, in their establishments.
This trend indicates that while the theory of putting all the busi-
ness eggs in one basket and watching that basket, may not have
been entirely wrong, the fact that it limited the activities of the
merchant to one fixed channel of sales effort and gave him no
opportunity for expansion except in one direction proved discour-
aging as soon as there came a setback in business.

Radio, of course, is now an accepted adjunct to the talking
machine store, which is regarded as a most logical channel for the
distribution of that product, but we also find in a great majority of
the establishments many other lines of musical merchandise, in-
cluding pianos and player pianos, band and orchestra instruments
and accessories, and sheet music. It is a move in the right
direction for if the dealer feels that he must expand his activities
to realize fully upon his fixed overhead charges and increased turn-
over and profits, he can best do so by sticking to those products
which come within the musical category and develop his business
into that of a general music store.

There are retailers, unfortunately, who in their anxiety to
branch out are too much inclined to listen to the promises and
prophecies of high-powered salesmen and stock many lines of mer-
chandise ranging from sporting goods to postcards that, while all
right in their way and profitable when properly handled, mean an
appeal must be made to two or more types of buyers and the sales
force equipped to handle these outside products intelligently.

In stocking musical merchandise, pianos, etc., the talking
machine dealer places himself in a position to take full advantage
of his existing list of prospects and customers, and experience has
shown that it is quite possible to sell various other types of musical
instruments to those who have been purchasers of talking machines
and may be considered satisfied customers of the house. The
general music store idea has proved its soundness and the talking
machine dealer who is considering the expansion of his business and,

is desirous of getting away from the “exclusive” shop with its
natural limitations can do no better than to confine his varied ac-
tivities to the musical field.

Brunswick Co.’s Great Educational Achievement

T has remained for a single concern, the Brunswick-Balke-Col-
lender Co., to inaugurate during the past couple of weeks the
first national Music Memory Contest, turning for that purpose to
the latest of modern wonders, the radio. The success of the first
programs in the Music Memory Contest series served to remove
any doubt that may have existed as to the interest that could be
aroused through that medium.

It is naturally impossible to even estimate the number of indi-
vidual owners of radio sets and their friends who are participat-
ing or will participate in this nation-wide Music Memory Contest,
but there is no gainsaying that the number will run into millions
and that the programs will be listened to regularly by radio fans
in every State in the Union, in the big cities as well as in the ham-
lets and on the farm. The fact that substantial prizes are offered
each month for the successful contestants will naturally insure
steady interest from many thousands who hope to be the gainers
therefrom, but the spirit of adventure alone will itself serve to
hold the interest of some millions of others.

The Brunswick Music Memory Contest, as it is at present
constituted, serves a threefold purpose: First, centering interest
upon musical compositions of the better sort; second, familiariz-
ing the public with the ability and accomplishments of those inter-
nationally famous artists who are members of the Brunswick Hall
of Fame, and thirdly, stimulating, it is hoped, a buying interest
that will reflect itself in the increased sale of Brunswick Radiolas
and records.

It is, of course, a bit early to judge the general effect of this
Music Memory Contest, but the demand on the part of the public
for- the slips listing the selections to be featured in the programs,
which are being distributed through Brunswick dealers, indicate
that the preliminary interest certainly equaled and in some sec-
tions far exceeded expectations.

Certainly the Brunswick Co. is to be congratulated upon its
vision in inaugurating this ambitious plan for tying up the radio
and the phonograph to the ultimate advantage of the latter. Pri-
marily a business venture it has the distinctly saving grace that it
aids directly in the general movement to bring about a greater
appreciation in America of the better things in music and a knowl-
edge of those celebrated artists who present it.

W here Co-operation Is Distinctly Essential

HE broadcasting of the programs offered by phonograph record

artists of national and international repute has naturally aroused
the enthusiasm of the majority of wholesalers and dealers who are
called upon to distribute phonograph products. The so-called
radio “fans” have demonstrated their interest by responding with
hundreds of thousands of complimentary telegrams and letters and
requests for the portraits of artists and other material offered. In
short, the principle of the thing has been proved sound.

The main object of the broadcasting, frankly stated, however,
is to stimulate interest in, and sale of, records by the artists fea-
tured, as well as other records in the various catalogs, and this
objective is being realized by the trade which, of course, is the direct
medium of contact with the public. Whether the broadcasting,
which is both ambitious and expensive, pays dividends in the form
of increased business depends directly upon what the retailer does
to bring home the message to his local clientele and to tie up with
the radio publicity.

It is quite evident that many dealers appreciate the opportunity
for moving records and through their local advertising, window
displays and direct mail channels, keep the public informed as to
where and when the programs will be broadcast and of the fact
that all the records of the selections heard on the air are instantly
available in the dealer’s store. One dealer has gone so far as to
invite his customers to listen to the broadcast concerts over the
radio in his own store, having the records of the programmed num-
bers all ready wrapped for the benefit of those who .respond to
the urge to buy, and buy at once, and perhaps there are more like him,
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but it is also quite evident that a very substantial proportion of
dealers are simply accepting the broadcasting as they have for
years accepted the other publicity issued by the leading companies
and feel that it ought to bring business into their stores automati-
cally and without any personal effort. There's the rub!

The manufacturers have done their part in recognizing the
opportunity and the appeal offered by radio and have gone to great
trouble and expense in placing their most notable artists on the air.
Whether the results from a business standpoint prove satisfactory,
and whether the work is continued beyond the experimental stage
rests chiefly with the manner in which the retailer capitalizes the
opportunity to his own advantage and that of the manufacturer.

Frank Discussion of Problems by Ohio Dealers

N Columbus, O., last month the Music Merchants’ Association

of Ohio called a special meeting to consider directly the existing
conditions in the talking machine field as it applies to the retail
business with a view to determining ways and means for improving
the situation either through their own efforts or through the efforts
of manufacturers,

The meeting may be considered as being the direct result of a
lengthy paper read by C. C. Baker, of Columbus, at the annual
meeting of the Association in Cleveland last Fall in which he offered
facts and figures regarding the record situation that in a sense
proved a revelation even to those in close contact with the indus-
try. That the members of the Association instead of simply mull-
ing over conditions took steps to find the answer to the various
problems at the special meeting is a tribute to the wisdom of those
who saw the logic of going to the root of the matter.

One development of particular interest was the decision that
some manufacturers are producing too many records with the
result that if the dealer carries full stocks he finds a surplus piling
up that not only ties up a great amount of capital for lengthy
periods, but proves embarrassing in other directions. This matter
has been discussed informally on many occasions, and it is well that
it received earnest consideration from record makers.

There are companies who though offering the public about

everything worth while in record form manage through careful prun
ing to keep the current lists which the dealer is expected to carry in
stock down to a few hundred numbers, and there is a tendency in
other quarters to clear up this situation on the part of various
prominent companies.

Another important decision was that dealers concentrate more
on advertising their own particular establishments rather than
giving the bulk of the advertising space over to featuring particular
musical merchandise products. A wise move, truly, but one that
must be watched with a certain amount of care for the reason that
in a well-established and widely recognized trade name the dealer
has a business-building asset that should not be sidetracked en-
tirely even for the purpose of placing his own name strongly in
the front. )

The main thought in connection with the Columbus meeting
is that it is well for members of the trade to get together, as on
this occasion, for a frank discussion of trade matters. The indi-
vidual may be dissatisfied with certain phases of his business, but
he alone can accomplish little for their adjustment. Speaking as
a group, however, representative dealers of a single State have a
voice that proves authoritative.

The Business Situation Reviewed

HETHER it is due to the effects of broadcasting by promi-

nent record artists, or whether to the desire to secure an
adequate library of records to go with the machines sold during
the holiday period, the fact remains that there has been marked
improvement in record demand since the first of the year. This
improvement has not reached the boom stage, perhaps, but it has
provided the ground work upon which active dealers can build
most substantially for the coming months.

Machine sales have not shown the same improvement credited
to records, though they, too, indicate a somewhat greater activity
than was evidenced during even the closing months of 1924. It is
probable that the increasing number of phonograph and radio com-
binations within a single cabinet will tend to stimulate sales in this
department.
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Selectmg Prospects Reduces Credit Risk

How George P. Ells Rearranged His Sales Plan to Eliminate
Credit Troubles Brought About by Commission-Paid Salesmen

How and to whom a talking machine is sold
has a direct bearing on collection troubles and
repossessions, according to George P. Ells,
phonograph dealer of Norwalk, Conn. Mr.
Ells, in order to bring up his sales volume,
secured the services of a live salesman—a man
who proved that lhe could go out into the terri-
tory from which this dealer draws his trade
and get business. The man turned in a num-
ber of signed contracts and he was paid the
commmission agreed upon. However, trouble
soon developed in the collection end of the
business and analysis showed that the reason
for this condition was due to the fact that
the prospects were not selected.

Selecting Prospects

In the first place, the salesman, as was nat-
ural, went into the field with one object, and
that was to secure as many names to the dotted
line as possible. He was interested in commis-
sions and he worked hard to secure results. He
did not concern himself whether the prospect
was worth selling to, but he closed every sale
he could. Now, a number of the people to
whom he sold instruments found, after the ma-
chine had been delivered, that they could not
meet the payments for one reason or another.

Mr. Ells solved the problem in a clever man-
ner. Instead of paying his salesman the entire
commission as soon as a sale had been com-
pleted he made the following arrangement:
Fifty per cent of the entire commission due the
salesman was paid when the customer made the
initial payment on the phonograph purchased;
25 per cent of the remainder of the commission
was paid at the expiration of three months and

the remaining 25 per cent was paid six months
from the date of the sale. This had the effect
of making the salesman select his prospects
more carefully, because he realized that if a
customer lapsed in his or her payments or it
was found necessary to repossess the instru-
ment his commission would be held up or,
in the latter event, lost entirely. Briefly, it pre-
vented the salesman from selling undesirable
prospects.
Sanctioning Sales

As has been mentioned, it is natural for a
salesman whose income depends entirely upon
the volume of his sales to secure the names
of as many people as possible to a contract.
This is especially so where the dealer employs
outside salesmen and canvassers. In this con-
nection the greatest care must be exercised by
the credit manager of the store, or whoever is
in charge of credits, not to pass upon sales
which mean trouble in collections later. It is
much better in the end not to allow the instru-
ment to leave the warerooms than to be com-
pelled to bring it back from a customer’s home
later. One way of giving the credit manager
information regarding customers or prospects
is by compelling the salesman to secure infor-
mation which will give the eredit manager some-
thing concrete to work on.

A Case in Point

A talking machine dealer in a large Eastern
city last Spring started a most extensive can-
vassing and sales campaign which covered a
radius of fifty miles from the store. A crew
of three canvasser-salesmen and a crew man-
ager, with a motor truck loaded with various

models of machines and records, toured the en-
tire countryside, and from the standpoint of
sales the campaign was an unqualified success.
But after a few months trouble developed in
securing the instalments due and in the end the
dealer lost the profits resulting from the drive.
The reason was simple enough. Sales had been
made to any Tom, Dick and Harry who evinced
a desire to purchase a talking machine. Ex-
pensive instruments were put into the homes on
payment of ridiculously low down payments.
Many of the customers proved irresponsible and
some who were honest in their intentions of
meeting their payments were unable to do so.
The result was that the dealer was compelled
to send several collectors into the territory,
not only eating up the profits through salaries
for these men but also consuming them in pay-
ing traveling expenses to distant communities.
These are all things which must be eonsidered
before such a sales campaign is undertaken
and the dealer had better not put on such a
drive unless he goes about it in the right man-
ner. In this instance much of the trouble
could have been avoided either by selling many
of these people instruments within their means
or in other cases refusing to make the sale.
Salesmen Collectors

Another dealer who has become wise through
experience makes each salesman act as his own
collector. He puts the responsibility of seeing
that the instalments are met on time on the
shoulders of the salesman who closed the deal,
and as a result the selling organization of this
firm is very careful that customers are not sold
instruments which they are unable to pay for.

New Peerless Radiolog at a
lower price.

We have just added a new ad

Again Peerless is first.

Stock the New

PEERLESS COMBINATION ALBUM

The new Peerless Combination Album holds 8
ten-inch and 4 twelve-inch records.
ing possible the placing in one album the two-
sized records of an individual artist, group or
orchestra, etc., etc.

Attractively Bound—Stamped in Gold—At a Popular Price

Thus mak-

It was the pioneer of the
group record sales plan, the artist library albums
and now this new product is in furtherance of
. the artist library idea.

dition of the Peerless Radiolog
—the big popular seller.

Write for samples and prices

Exclusive metropolitan distributors for the new beautiful and educational

“PICTORIAL RECORDS?” for children.

PEERLESS ALBUM COMPANY

PHIL. RAVIS, Preslident

636-638 BROADWAY, NEW YORK

WALTER S. GRAY CO Pacific Coast Representative

San Francisco and Los Angeles

L. W. HOUGH, 146 Mass. Avenue
Boston, Mass.




FEBrUARY 15, 1925 THE TALKING MACHINE WORLD 13

Radlola X and
egenoflex

* & / Partners for

& Real Selling N\
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dependable reception—quality of build and ‘
appearance—and records of reception, sell the .
Radiola X. To the man who wants all of these
at a lower price, sell the same set without the
costly cabinet. Sell Radiola Regenoflex. Two-
§ thirds of the selling job done by nation-wide
advertising and word-of-mouth fame. Only
one-third is left to you. It means quick selling.

““There’s a Radiola  for every purse”

Te— Radio Corporation of America \
nf Sales Offices:
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s Field Men “Pep” Radio Sal
Rothauser’s Fie en “Pep” Radio dales
Canvass of Schools, Restaurants and Theatres Brings Business to
the Broad & Market Music Co.—Service Makes Patrons “Salesmen”

Radio rctailing has now reached the stage
where the merchant who hopes to make a real
profit from this department of his business must
engage in more vigorous methods of exploiting
his line than has been necessary in the past.
Only a few months ago conditions were such
that to simply display a few radio sets was
sufficient to bring into the store interested pros-
pects. In fact, the supply exceeded the demand
and those persons who visited an establishment
and secured without delay the standard set they
desired considered themselves lucky. Six months
ago a retailer stated to the writer that if he
could secure fifty sets of the line he was fea-
turing he could dispose of them immediately.
To-day, however, the story is slightly different.
There are many fine radio receiving sets on
the market and the preference of the public
is spread over instruments of many makes in-
stead of only a few, as was the case a short
time ago. Consequently, the dealer is faced
with competition which can only be met by
merchandising methods of the most progres-
sive type.

Canvassing for Radio Business

The Broad & Market Music Co., of Newark,
N. J., which is operated by the Argyris broth-
ers, two wide-awake and energetic business men,
three months ago established a well-stocked
radio department on the second floor of the
building occupied by their store on Market
street, one of the busiest spots in the city. C.
Rothauser, who at that time was made man-
ager of the department, soon realized that sit-
ting in the store would not sell radio. There-
fore, he secured the services of three experi-
enced canvasser-salesmen and sent them out
into the field in accordance with a carefully
prepared plan of campaign. That the right type
of men can make a success of canvassing for
radio business has been proved in the brief
time this practice has been in effect at the
Broad & Market Music Co.

Canvassing Public Buildings

Canvassing as practiced by this concern is
radically different from the usual drives launched
by talking machine dealers. For example, res-
taurants, schools, “moving picture houses and
other public buildings are being found excel-
lent prospects for radio. receiving sets. One
of the canvasser-salesmen devotes the bulk of
his time in working on this type of prospect.
How resultful this effort is may be realized
from the fact that in one week three expen-
sive super-heterodynes were placed in restau-
rants. The salesman selected to work on this
type of prospect sees the manager of the res-
taurant, the manager or proprietor of the music
houses and principal and teachers of the schools
During the month just closed a super-heterodyne
also was placed in a moving picture theatre
and already live prospects in the theatres, res-
taurants and schools are being followed up, and
many of these are certain to be sold in
the near future.

Represent the Highest Attainment in Musical
Jh STARR PIANO COMPANY

 Bstablished 1872

In the case of schools Mr. Rothauser de-
clares that the first step is to interest teachers
and the principal in radio and then the mat-
ter is taken up with the Board of Education.
The process is a slow one, but the chances
of sales are good and the attempt is worth
making.

Working the Outskirts
Another successful stunt in connection with
its canvassing is bringing home the bacon for

~ .t Y L - Fudt
C. Rothauser P
the Broad & Market Music Co. If a radio
set is sold and proves satisfactory to the cus-
tomer after a brief period of use a canvasser-
salesman is sent to work the houses in the
immediate territory. Permission to use her
or his name is asked of the customer. In most
instances this is freely given. The salesman
thus is enabled to mention the name of a neigh-
bor who owns the type of radio set he is sell-
ing and his reception by the prospect is more
conducive to sales results
The Complete Sale

Mr. Rothauser considers that if the sale of a
radio set is made and the salesman makes no
attempt to sell every accessory that may help
to make the set more efficient and more enjoy-
able to the user the salesman is derelict in his
duty. The sale of the set, of course, is the first
consideration. When the sale has been com-
pleted, including the accessories, such as tubes,
batteries, etc., needed to operate .the set, every
effort is made to sell the customer other im-
portant equipment, such as battery chargers,
testing apparatus, ete.

Service and Instalments

“A satisfied customer is the store’s best
friend,” stated Mr. Rothauser, “and that is why
we go to almost any length to please our pa-
trons. Our men attend to the installation of
the sets and do not leave the house until the
job is done right. Then, when these men, of
whom we employ three, are not busy on in-
stallation work, we send them out to visit cus-
tomers whose sets they have installed to see

utting Over a Nice Radio Sale

whether the set is operating satisfactorily.
Sometimes they find minor repairs necessary
and at other times, through the fault of the
customer, tubes have been blown out, or other
serious trouble has developed. In the latter
event the customer is advised what is wrong
with the set and told that needed parts will have
to be purchased. This brings in quite a bit of
business, but, far more important, it builds good
will.  Only last week proof of this came to me.
A woman customer vis-
ited the store to tell
me that her neighbor
had manifested great
interest in her set and
was a live prospect.
We immediately sent
out one of our canvass-
er-salesmen and a deal
for a $550 combination
phonograph-radio out-
fit is about to be closed.
This kind of service
certainly pays. Serv-
ice  without asking
brings in the business.

“Another thing we
ask our customers is to
come into the store to
make their payments.
They come to me per-
sonally and thus I have an opportunity to talk
with them regarding the performance of their
set and also to get in a little sales talk on
certain accessories which the customer has not
yet purchased. We invariably secure one-third
of the price of the instrument as a down pay-
ment, and we also charge 6 per cent interest.”

Mr. Rothauser also believes -that the dealer
who goes into radio seriously should carry an
extensive line of sets. At this store are fea-
tured Brunswick-Radiolas, the complete R. C.
A, Freed-Eisemann, Thompson, Grebe, At-
water-Kent, Atwater-Kent in the Pooley, Ware,
Magnavox, Crosley, Malone-Lemon lines and a
few sets of other makes. %

Anderson Music Co. Staff
Holds Annual Meeting

SaN Josg, CAL, February 6.—The Anderson
Music Co. recently held its annual meeting and
banquet, attended by the officers, directors and
salesmen. Plans were announced for a con-
siderable enlargement of the business during
the coming year. The floor space has been
doubled, a long term lease having been signed,
giving the store practically the entire Jose
Theatre building, including fourteen rooms on
the second and third floors. O. B. Anderson
announced that E. E. Trower, well known in
the music trade in the Middle West and on the
West Coast, would have direct charge of the
siore.

STARR PHONOGRAPHS
GENNETT RECORDS

Morth

Richmond. Indiana
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T is no longer “‘Father’s radio set.
Simplicity and sturdy beauty have
made a family companion of this ver-
satile entertainer. In many homes even
the children are encouraged to tune
in their own favorite features on the
Kennedy.

All complicated, delicate mechan-
ismis eliminated. Every partis sturdy.
Batteryand other connectionsare con-
cealed and protected. A child who can
be trusted to operate a talking ma-
chine can easily tune in any desired
station on the Kennedy. When the
dialsetting fora station is once found,
that station always comes in on its
own setting.

This simplicity of operation and
strong construction appeals to people
whoarehesitating about buyinga set.

MODEL XV — Pronounced by
experts the mosthighly selective
and sensitive radio frequency set
on the market today. Has the
same characteristics of easy tun-
ing, musical purity of tone and
brillian, lifeltke reproduction of
all programs within hundreds of
miles that has made other Ken-
nedy models famous. It is non-
radiating— no squeals to annoy
neighbors. Logged tuning.

Retail $141.50, without accessories.

West of the Rockics — $145.00.

K E

CHILDREN
CAN TUNE THE
KENNEDY

Youcanassure them that the Kennedy
can be operated by any member of the
family, without knowledge of radio
technicalities or skill in tuning.

Nor does a dealer need to know a
great deal about radio in order to sell
Kennedy receivers. One handy man on
your staff, competent to give common
sense advice on aerials and batteries,
is all the expert help that you need.
A good salesman without wide radio
experience can sell rings around those

THE COLIN B. KENNEDY COMPANY
Saint Louis

NEDY

who talk glibly of circuits and puzzle
their customers unnecessarily.

Simplicity — the carefully planned

elimination of many controls and com-
plicated parts—contributes greatly
to the remarkably pure full rounded
sweetness of tone that is so distinctive
a feature of the Kennedy. The natural
timbre of speech and music is unmarred
by mechanical distortion.

The Kennedy cannot be surpassed
(if equalled) by any receiver at any
price either in tone, range, selectivity
or sturdiness. That is the final verdict
whenevera direct comparisonismade,
whether in an expert’s laboratory, in
a home or right in your store.

We invite such comparisons at all
times, for everyone who hears a Ken-
nedy becomes a Kennedy enthusiast.

MODEL VI—An extremely sen-
sitive and highly selective set
thatreceivesout-of-townstations
with loud-speaker volume. Sta-
tions are always found at the
same setting on Dial No. 1. The
other dial controls volume. Non-
radiating. Licensed under U. 8.
Patent 1,113,149,

Retail $85.00, without accessories.

West of the Rockics — $87.50

THE COLIN B. KENNEDY COMPANY, Saint Louis: I am interested in 2 Kennedy dealership. Please send me particulars.

My name

Firm name

Business.

Street address

City.

State.

2020-2
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Transients Bring Klaidman $500 Weekly

Location of Record Stores in Business Arteries, Publicity De-
signed to Reach Commuters and Trained Salesmen Bring Success

Talking machine dealers who view their rec-
ord departments as merely an incidental neces-
sity to their business but unworthy of the atten-
tion that is given the more expensive and larger
articles of merchandise carried may find some
thought-provoking suggestions in the expe-
rience of a metropolitan merchant, who deals
exclusively in records and music rolls and who,
in the course of the past eleven months, starting
on a capital of but a few hundred dollars, hds
built up an establishment that brings a net
profit of $500 a week, has no dead stock—the
average time a record remains on the shelves
being ten days, or to express it differently, he
has a thirty-six times a year turnover.

This dealer is Max Klaidman, proprietor of
the Klaidman Music Shops, of Brooklyn and
New York, which at the time of writing number
three, but Mr. Klaidman plans further expan-
sion and expects in the course of a few weeks
to add two or three more shops to his chain of
stores. In a chat with The World regarding
the policies which are responsible for the
growth of the business Mr. Klaidman gave as
the most important, location, advertising, close
check on the record stock, the layout of the
store and the training of the salesmen.

Location and Publicity

The first two items are in this case connected.
Mr. Klaidman chooses his store locations near
a street which has a large transient trade.
However, the high rents that prevail ‘on such
streets militate against the establishment of a
store on such a thoroughfare and so the Klaid-
man stores are situated within a half block or
so from such a street and the passers-by are
informed of its existence by means of sandwich
men who carry large signs bearing the store’s
message and distributing circulars listing the
latest releases. For the first few months follow-
ing the establishment of a store, hundreds of
dollars are spent each month on such publicity,
together with advertisements in the local pub-
lications, such as theatre programs. Large
signs are erected in front of the store and on
the windows and are changed every two or
three days. After an intensive campaign of this

sort for two or three months, the store becomes
widely known and attracts customers from the
main thoroughfare at but a fraction of the cost
that a location on the main street would cost.
In placing his advertisements Mr. Klaidman
studies closely the media which will bring the
best results. An illustration of this might prove
interesting. The New York store of Mr. Klaid-
man is located a short distance from the 125th
Street Station of the New York Central Rail-

Max Klaidman started in business with a
few hundred dollars and in the course of
eleven months he has made his ventures in
exclusively record shops profitable. He
operates two stores and plans to open sev-
eral additional branches soon. More im-
portant than his limited capital were the
ideas regarding location, store arrangement
and selling which this energetic merchan-
diser has put in effect and proved sound.
Originality is his watchword and the plans
which have proved so successful for him
are adaptable by any retailer who realizes
that he is in a rut and is operating along
stereotyped lines. The progressive dealer
changes with the times. Mr. Klaidman's
ideas are modern.

road and consequently a large percentage of
the customers are commuters. For a week the
salesmen took the names and addresses of cus-
tomers who purchased $2 worth or more of
records. The check-up revealed that residents
of Mount Kisco and Yonkers formed the ma-
jority. Mr. Klaidman immediately inserted ad-
vertisements in the local papers of each of these
cities.
Keeps Close Watch on Record Stock

Record stock control is an important feature
of the establishment and the check on the move-
ment of records is so close that dead stock-is
an unknown factor. The initial order of every
release is small, no matter how popular the
number or artist. A duplicate of the order is

Have You A Genoa in Your Toy Shop?

It's a great little money maker—a child’s phonograph
retailing at $5.00—that plays all flat records up to 10
inch size with the clear reproduction of a large machine.
It is bright and appealing in appearance and makes a
hit with both parents and children.

The Genola stands but 724 inches high. Then to retail
at $10.00, there is The Baby Cabinet, standing 17 inches
high and which is a delightful piece of nursery furniture
as well as a splendid little talking machine.

Order Samples Today

THE GENERAL PHONOGRAPH MANUFACTURING CO.

Elyria, Ohlo.

kept and after three or four days an inventory
is made. This shows plainly how the record is
moving and unless real activity is apparent that
number is not pushed or re-ordered. Customers
entering the store are asked to listen to each
new number and their opinions are solicited.

The store layout and arrangement of the
stock varies in each of Mr. Klaidman’s stores as
he is constantly experimenting to find the most
efficient arrangement. Originally, at the main
store, demonstration booths were used and the
records were in the care of clerks who dem-
onstrated them for customers. As business ex-
panded this arrangement was found to be inade-
quate and a record-rack running the full length
of the store was erected so that the customers
could select their own records. The number of
booths was found to be insufficient and so
Audak equipment was installed and found to be
so successful that at the present time the two
larger of Mr. Klaidman’s stores each use fifteen
Audak record demonstrators and this number is
shortly to be augmented. Sosatisfactory has
this equipment proved that Mr. Klaidman states
the Audak will be an important part of every
store he establishes. An example of the man-
ner in which the buying public’s attention can
be diverted to purchasing classical and operatic
selections in addition to popular selections is
gained from a comparison of the percentages of
sales in two of the Klaidman shops. In one
the Audak equipment is situated in the center
of the store with two rows of equipment facing
each other. The record sales in this shop are
98 per cent popular and 2 per cent classical.
In another shop the Audak record demonstrat-
ing devices are placed eight inches from the
wall and the space between the equipment and
wall is occupied by a record rack filled with
records of the classics. Immediately above the
instruments are large signs listing the various
selections of this type so that whether the cus-
tomer glances up or down the selections are
called to his attention. The percentage of rec-
ords sold in this store is 60 per cent classical
and 40 per cent popular.

Training Salesmen

All of the salesmen hired are started at the
main shop where they are under the direct
supervision of Mr. Klaidman and they are thor-
oughly instructed in his methods of selling.
As they show results they are sent to the other
stores where they are under the watchful eyes
of Mr. Klaidman’s sons. The training they are
given is not only to fit them as salesmen but
Mr. Klaidman hopes to have among his own
staff men capable of assuming the managership
of the stores which he intends opening and they
are trained with this end in view.

An interesting fact is that but one make of
record is sold. Mr. Klaidman feels that by con-
centrating on one line better results can be
secured. Needle sales at one store alone aver-
age 200,000 a week. Each of the Audak dem-
onstrators bears a sign calling attention to the
fact that needles are sold and every customer is
asked if needles are needed.

Specht Orchestra in Belgium

Continuing his world-wide activities, Paul
Specht, who records for the Columbia Co., re-
cently booked one of his orchestras in Brus-
sels, Belgium. This orchestra is under the
direction of Carl Smith and is playing at the
Grand Hotel. Specht has had a dozen orches-
tras playing in the leading amusement places
in London, and a French unit appears at
Claridge’s Hotel and at the Club.400, where big
successes are being scored.
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3/4 of every dollar

“For every dollar spent for musical instru-
ments of all kinds, including phonographs,
pianos, organs, etc., seventy-five cents 1is
spent for radio.” —Roger W. Babson

Get the Radio Dollars By Stocking Brandes

Radio dollars are being spent in music shops—are
they being spent in yours?

Stock Matched 1o0ne Headsets and Brandes Table-
Talkers—they’re sure sellers—quick sellers. Every
fan needs both—Ilet him get them in"your shop !

e )
i Matched Tone
Headset
“The name =

fo know in Radio

Superior x
Matched Tone
Headset

87 in Canada

‘10.

504 extrawest
of the Rockies
In Canada®12.50
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Important Plans for Expansion of the
Blackman Talking Machine Co. Under Way

J. Newcomb Blackman, President of Gotham Victor Wholesale Company, Announces Personnel
Changes and Promotions—Creates a Dealer Se rvice Department—Operating Radio Department

J. Newcomb Blackman, president of the
Blackman Talking Machine Co., New York, one
of the country’s foremost Victor wholesalers,
announced recently the consummation of im-
portant plans in his organization providing for
an expansion and development in keeping with
the company’s prestige and prominence in the
distributing field. This development not only
includes changes in personnel and addition to
the company’s organization, but represents a
formal announcement as to the Blackman Talk-
ing Machine Co.’s activities as a wholesaler of
radio products.

C. L. Johnston, connected with the Black-
man organization for the past five years as sec-
retary and sales manager, has been appointed
vice-president and general manager of the com-
pany, succeeding Fred P. Oliver, who resigned
on February 1 to become New York manager
of the Music Master Corp. Mr. Johnston dur-
ing the past five years has not only won the
respect and esteem of his own organization,
but the friendship of the Victor dealers
throughout the entire territory. His previous
experience has included an intimate familiarity
with the merchandising and distributing prob-
lems of the wholesaler and retailer, and he is
exceptionally well qualified for his new work as
right-hand man to Mr. Blackman.

Edmund V. Bragdon, formerly treasurer of
the Ideal Music Stores and well known in local
talking machine circles, has been elected secre-
tary of the Blackman Talking Machine Co. Mr.
Bragdon will include in his activities the man-
agement of the record ordering department as
well as the control of the company’s statistical
records. As head of the record ordering divi-
sion he succeeds Geo. F. Thau, who has re-
signed from the company’s services.

Albert M. Blackman, son of J. Newcomb
Blackman, joined the company’s staff on Feb-
ruary 3, and will enter upon an intensive course
of training incidental to every phase of the busi-
ness. Mr. Blackman, who is now a junior
salesman, is a graduate of the University of
Pennsylvania and a keen student of commercial
activities. Since being graduated he has been
identified with several prominent business or-
ganizations, and he is admirably fitted to attain
success in the Blackman organization.

One of the most important steps in the
Rlackman Talking Machine Co.’s plans for ex-
pansion is the creation of a dealer service de-
partment, which is under the management of
W. H. Bishop. The latter is one of the vet-
erans of the Blackman sales staff and in his
new work will pay particular attention to the
development of the Blackman Talking Machine
Co.’s radio activities. His previous experience
gives him an invaluable background for this

work, for he was formerly associated with
Frederick Loeser & Co. and also occupied other
important retail connections. He has made a
careful study of the sales possibilities for radio
products in the talking machine field, and stood
highest in the radio school sponsored by the
Blackman Talking Machine Co. for a period of
many months,

Mr. Blackman is firmly convinced that the
successful Victor wholesaler must work in the
closest possible co-operation with his dealers,
and with this idea in mind the force of Black-
man salesmen working in the interests of Victor

J. Newcomb Blackman
products has been augmented by the addition
of Geo. W. Morgan and Norman K. Edlund.
Both of these men have had practical experi-
ence in the retail field and will co-operate with
Victor dealers to the best possible advantage.
The other members of the Blackman organiza-
tion include some of the most popular sales
representatives in the local wholesale field, com-
prising Edgar S. Palmer, E. Maxwell Sheetz,
J. A. Johnson and Walter R, Grew.

In inaugurating a radio department that will
function efficiently and profitably, Mr. Black-
man has provided W. H. Bishop with a com-
petent staff of radio men, including M. B, Ar-

rowsmith, who will give practical service and "

co-operation to the dealers in connection with
radio activities. A radio sales force is now
being organized and among the members of
this staff are J. H. Jones and V. J. McMorrow,
both of whom have enjoyed practical experi-
ence as wholesale and retail radio representa-
tives.

In connection with the company’s radio plans,
Mr. Blackman said: “We have purposely re-
frained from announcing our plans for radio
merchandising until we were ready to tell the
trade something definite and tangible. For the
past year we have been analyzing and experi-
menting with various radio apparatus, so that
we would be in a position to offer our trade
goods of a most dependable type and a service
that would compare favorably with what we
have been giving them for more than twenty-
two years in Victor merchandise. Naturally,
this policy may restrict us to a comparatively
few lines, but our dealers will have the satis-
faction of knowing that we are providing them
with merchandise that they can offer to their
customers with complete confidence.”

The radio lines now being distributed by the
Blackman Talking Machine Co. are as follows:

Thompson, Grebe, Garod and Jones sets;
Bristol Audiophones; Baldwin loud speakers;
Jones Panels; Balkite and Eagle battery charg-
ers; Balkite “B” battery eliminators; Philco
storage batteries; Eveready dry batteries;
Four-way extension cords and the Frost line of
parts, together with the Musette loud speaker.

Briefs Filed Protesting
Increase in Freight Rates

Music Trade and Radio Interests File Protests
Against Plan to Increase Rates on Combined
Phonographs and Radio -

The Music Industries Chamber of Commerce,
together with the Radio Manufacturers’ Asso-
ciation, filed briefs with the Interstate Com-
merce Commission on January 30 protesting in
behalf of the music and radio industries against
a new freight classification on combined phono-
graph and radio instruments ordered to go into
effect on February 10 and which would result
in increases of from 50 to 100 per cent in freight
rates over those now prevailing.

The principal arguments in the position of
the Music Industries Chamber of Commerce
are that the installation of a receiving set in
a phonograph is incidental, as the phonograph
itself remains unchanged, and that the presence
of the radio receiving set does not add mate-
rially to the size, weight or liability to damage
of the phonograph. It is also pointed out that
the minimum weight requirements for car load-
ings, proposed by the railroads, cannot be com-
plied with by shippers of phonographs or r