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Charles Edison Elected President and
Chief Executive of T. A. Edison, Inc.

Succeeds His Father in Those Important Positions, the Latter Becoming Chairman of the Board
—Move Will Afford Great Inventor More Time for Carrying on Experimental Work

Formal announcement was made last week of
the election of Charles Edison, son of Thos. A.
Edison, as president and chief executive of
Thommas A. Edison, Inc,, thus taking over the
supervision of all the Edison activitics in

Orange and succeeding his father in that im-
portant post. Thomas A. Edison becomes presi-

Charles Edison

dent of the Board of Directors of the company,
and welcomes the new move as affording him a
greater opportunity for conducting important
experimental and development work, particu-
larly in the phonograph field.

Charles Edison’s steady rise to the position
of official head of the Edison interests has

been won by his own sheer ability and hard
work. It was largely on his own initiative
that he accepted various responsibilities and
took up new duties as the need became cvident.
Upon entering the business immediately follow-
ing his graduation from college Mr. Edison was
put strictly “on his own™ by his father, who saw
to it religiously that he learned to paddle his
own canoe without paternal aid.

During the past few years Charles Edison has
held a nummber of executive positions, most re-
cently that of Chairman of the Board, and has
had a direct and important part in the develop-
ment of the Edison business and particularly in
the promoting of new improvements in the
phonographs and records. As president, of

course, his progressive influence will be still

more strongly felt.

Early in September, in company with Arthur
T. Walsh, vice-president and general manager
of the phonograph division of the Edison inter-
ests, Charles Edison will make an extended tour
of the entire United States wvisiting all the
jobbing centers and meeting with and address-
ing groups of Edison phonograph dealers.
These two executives will have a message for
the dealers that is regarded as more important
than any that has emanated from the Edison
factory since the advent of the disc phonograph.
This message will be delivered to the trade and
to the general public at an early date through
an extended campaign of national magazine and
newspaper advertising, announcement of which
has already been made in the columns of The
World.

Evidence of these forthcoming important
moves is observed at the Edison factories in
Orange, where unusual activity prevails in the
phonograph division.

H. Don. LeopoldiJo;s
Forces of the Carryola Co.

Will Be in Charge of Advertising and Sales
Promotion and Will Co-operate in Sales Or-
ganization—Widely Known in the Trade

MiLwaUKEE, Wis, August 7—Don T. Allen,
vice-president and general manager of the Carry-
ola Co. of America, manufacturer of Carryola
portables, announced this week that H. Donald-
son Leopold, formerly advertising manager of
the Brunswick-Balke-Collender Co., Chicago,
had joined the Carryola organization in an ex-

ecutive capacity. Mr. Leopold will be in charge’

of advertising and sales promotion and will also
co-operate with the sales organization.

The appointment of Mr. Leopold as a
Carryola executive will be welcome news to
Carryola jobbers and dealers throughout the
country, as Mr. Leopold is ideally qualified for
his new activities. His first association with the
talking machine industry was in the capacity of
West Coast territorial representative for.the
Victor Talking Machine Co., where he remained
for two and one-half years, resigning from the
Victor Talking Machine Co., where he remained
self. In 1922 Mr. Leopold became associated
with the Brunswick-Balke-Collender Co., as
New York City salesman, being promoted to the
post of assistant Eastern sales manager and
later manager of the dealer service department
at the Chicago executive offices, a department

which he created. Mr. Leopold’s success in this
important work was recognized by his appoint-
ment as sales promotion manager, another de-

H. Donaldson Leopold

partment which he created, and later he was
appointed advertising manager of the company,
in complete charge of all Brunswick advertising.

Mr. Leopold numbers aniong his acquaint-
ances-about 3,000 music dealers located from one
end of the country to the other, and his in-
timate familiarity with the retailers’ problems

Price Twenty-five Cents

Lyon & Healy to Handle the
Columbia Viva-tonal Line

Its Four Stores in Chicago Will Handle Full
Line of Viva-tonal Phonographs and Records

Chnicaco, ILL, August 9—News of extreme in-
terest to the music trade came from the office
of A. J. Heath, manager of the Chicago branch
of the Columbia I’honograph Co., carly in Au-
gust, when he announced that an arrangement
had been made with I.yon & Healy, Chicago,
to handle in its four retail stores the full line
of Columbia Viva-tonal phonographs and rec
ords. [yon & Healy, one of the oldest music
houses in Chicago, is one of the largest and most
proininent in the entire world, and in addition
to its five-story building at Wabash and Jackson
avenues in Chicago’s downtown business dis-
trict, the firm maintains branch stores on the
north, west and south sides. The full Colum
bia line of phonographs and records will be
handled at each store.

Early in the listory of the phonograph in-
dustry, Lyon & Healy handled Columbia prod-
ucts, and Mr. Heath, in making the announce-
ment, stated that he was elated because the
choice of Lyon & Healy gives every evidence
of the growing popularity of Columbia phono-
graphs and records and the popular endorsc-
ment which they are receiving.

Walter Roche, a director of the firm and
manager of the retail division of Lyon & Healy,
stated that the executives of his firm had care-
fully examined and tested Columbia Viva-tonal
instruments and records, as well as the policy
of the Columbia Co., before reaching a final
decision. Mr. Roche, in an interview with The
World reporter, stated that careful considera-
tion had been given to every angle of the sub-
ject and that the Columbia line had been
chosen solely on its merit. He further com-
mented on the fact that Lyon & Healy would
now handle a complete line of reproducing in-
struments, with a machine for practically every
purse and individual taste. The new instruments
are already on Lyon & Healy’s display floor and
the firm is one of the first to introduce the Viva-
tonal line in Chicago.

will undoubtedly be an important factor in his
Carryola activities. He brings to his new post
a thorough knowledge of every phase of mer-
chandising as applied to the phonograph in-
dustry, and he is now making plans whereby
he can offer Carryola dealers and jobbers prac-
tical and efficient service and co-operation.

The success attained by the Carryvola Co. of
America, as a manufacturer of Carryola portable
phonographs, has been one of the outstanding
features of the phonograph industry, and a con-
siderable portion of this success may be attri
uted to the executive and merchandising ability
of Don. T. Allen. Under his direction the com-
pany has established nation-wide distribution for
Carryola products, and the sales volume is in
creasing month by month to figures which in
former years were unheard of in the production
of portable phonographs.

Donaldson Has ColumbiaLine

MINNEAPoLIs, MINN., August 6.- S. Donald-
son, the well-known department store
putting in the complete line of the Columbia
Phonograph Co., including Columbia new pre
ess records and the new Viva-tonal Cohunbia
phonographs. L. S. Donaldson is representa-
tive of the splendid type of outlets that Colum-
bia is selecting for distribution of itz products

See secoud last page for ludex of Articles of Interest in this issne of The World
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Survey Shows Popularity of the Portable

Sales of Records to Portable Customers Average Twelve—Huge
Sales Totals Reported—Need for a Real Sales Promotion Effort

One thousand five hundred portable talking
machines a year is the sales total of a retail
talking machine store, one link of a chain store
organization, in New York City. Another es
tablishment operated by this concern averages
180 instruments a month, or six machines a day.
This represents largely cash business. It is
drop-in business; no sustained attempt being
made to build portable talking machine sales
volume, except an occasional window display of
these diminutive machines and a few inches de-
voted to the portable in the store’s advertising
from time to time. This particular retail or-
ganization has also discovered the interesting
fact that the average record sale to a portable
buyer at the time of the purchase of the instru
ment is twelve records. This means the sale of
18,000 records to portable talking machine buy-
ers each year in one store. These are figures to
set one thinking.

Large Portable Sales

Another dealer reports the sale of well over
three hundred portables a year and the proprie-
tor of this store is authority for the statement
that he does absolutely nothing in the way of
sales promotion to create a demand for these
instruments, although he declares that oc-
casionally he places a portable or two in the
window. He does not give any space at all in
his advertising to portables.

These two statements are typical of many re-
ceived by The World from all parts of the
country regarding the ever-growing demand for
portables. The significant point, however, is
that in no case does the dealer put the same
amount of promotion effort behind portables
that he utilizes to promote the sale of the
higher-priced larger instruments. Only one
conclusion can be reached from this and that
i1s: portable talking machines have reached the
peak of popularity since their inception, and
that this favor will not only continue unabated
throughout the year but will actually increase
is evident from the monthly reports of the
dealers. That is why the dealer who does not
handle and feature one or more lines of porta-
bles is short-sighted. This type of dealer is
deliberately standing in the way of his own
success.

Bigger Profits Through Sales Promotion

It is obvious that where so many small in-

struments are sold without any special effort
a good many more would be moved were the
dealers to spend a little money in sales promo-
tion. One dealer, in fact a dealer whose porta-
ble sales are probably as large as that of any
retail merchant in the country, has done two
things, both comparatively inexpensive, that
have boosted portable sales volume. First, he

Dealer who reports the sale of
six portable talking machines
a day (average sales) sold
1,800 records to portable buy-
ers in a year. Other reports
by dealers emphasize the fact
that the portable machine is
making steady gains in public
favor and dealers can profit in
a big way by getting down to
business and promoting the
sale of these instruments in a
most aggressive manner. . .

displays his line. As one enters the store a
large cut-out in one of the windows emphasizes
the joy to be derived from a portable. It is a
beach scene, with a portable in the foreground.
The message immediately below the cut-out is
a sales talk on portables. Inside the store the
first things that strike the eyes are two long
console tables on which are displayed a half-
dozen portables. That is selling by suggestion,
and it is as eflective as any kind of promotional
effort if the dealer has the right kind of loca-
tion and is able to get people into the store
through advertising or other means.
Stimulating Efforts of Salesmen
Another thing this dealer has done to boost
portable sales has been to stimulate the in-
terest of his salesmen in selling these machines
by offering a monthly bonus to the salesman
who sells the greatest number during the month.
The bonus consists of a cash prize, and the
salesimen fight to build up their individual sales

ble instruments that otherwise might have been
permitted to slip by.
Who Are the Portable Buyers?

Who are the buyers of portables? The an-
swer is everybody. The first dealer mentioned
in this article declares that his portable sales
are made chiefly among several classes of peo-
ple; namely, those residing in the suburbs and
country; those who go away for the Summer,
and those who for some reason or another can-
not afford to purchase a more expensive instru-
ment. The second dealer, whose store is located
in an apartment house and hotel district, states
that his sales are mainly made to people who
reside in apartments, where space is necessarily
limited, and to people stopping in the nearby
hotels.

The field for portable sales is practically un-
limited and it is a year-round business. Those
who own large talking machines are prospects
for portables and those who do not possess a
talking machine of any kind also are live pros-
pects. Portables sold to non-talking machine
owners may mean the sale of a larger instru-
ment at some later date. Portable sales come
easy, bring in the cash and create record busi-
ness, a combination that is unbeatable insofar
as the talking machine dealer is concerned. So
get on the band-wagon and not only install
a stock of good portables, but get behind them
with some real sales effort.

Only 10 Per Cent of Farm
Dwellers Own Radio Sets

“Only ten per cent of the 6,448,348 farms in
the United States are supplied with radio sets
at present,” is the interesting statement ap-
pearing in a folder that has been sent to the
trade by the Atwater Kent Co., manufacturer
of radio products. The per cent of farms in
the various States that are radio equipped is
shown, and other information is given that is
designed to show the tremendous field open
for the live dealer to capitalize.

The advertising campaign in twenty-three
farm magazines, with a total circulation of
nearly 6,000,000, which the company has in-
augurated to promote interest in the Atwater
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Tuned Loop Aerial (Directional)

voluines. The result is the sale of many porta- Kent line among rural dwellers is outlined.
List Price
$65 Complete
Without With Accessories
Tubes and ' Weighs Only
Batteries po I \ 26 Lbs.

A Portable Radio

This latest addition to the NYACCO line represents the latest advance-
ment in Radio and fills the insistent demand for a light weight Portable

Radio.

It is a six-tube set operating on Dry Batteries. It has remarkable Tone
\ Quality, Volume, Selectivity and Distance Reception.

It keeps the Broker or Business Man in touch with the market while
away. Ideal for the Camper, Tourist, Motorist and Canoeist.

New York Album & Card Co., Inc.

23-25 Lispenard Street, New York
= (Established 1907)
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Prize Contest

A feature of Brunswick’s publicity program for fall

S a part of the most unique selling program in Brunswick
history, we are offering the millions of readers of the
leading magazines $5,000 in prizes for a name and advertis-
ing phrase or slogan describing the new Brunswick instru-
ment, companion to the Brunswick Panatrope.

This advertising offers Brunswick dealers a tremendous
opportunity for sales on this new instrument. The first
announcement of the big prize contest is in Liberty Maga-
zine, issue of August 14th.

| Watch for further announcements

Next month we’ll tell you all about advertising plans for
the Brunswick Panatrope, in The Saturday Evening Post,
Good Housekeeping, National Geographic and other leading
magazines. Watch for the announcement.

PANATROPES - RADIOLAS - RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO. GENERAL OFFICES: CHICAGO
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Becomes Advertlsmg Manager includes an association of three years with the

advertising department of the Vacuum Oil Co.,
of Brunswick CO., Chlcago onc of th: nation’s foremost manufacturing or-
ganizations, and during these three yvears Mr.
Paul S. Ellison, Identified with Advertising Ellison was actively eugaged in advertising and
Activities for Many Years, Assumes Impor- sales promotion work along lines which will un-
tant Post With the Brunswick Co. doubtedly aid him materially as Brunswick ad-
: vertising manager. Prior to joining the Vacuum
Paul S. Ellison, who has been identified with 01l Co., he was associated with the lLockwood
advertising activities for many years, has been “Trade Journal Co., publisher of several well-
known trade papers, including Motor Boat,
Paper Trade Journal and Tobacco. I're-
viously Mi. Ellison had extensive experience in
newspaper and publicity work, an experience
which should enable him to attain signal suc-
cess in the important post of Brunswick ad-
vertising manager.

Blackman T. M. Co. to
Distribute Fada Line

One of the most interesting news develop-
ments during the current month was the
appointment of the Blackman Talking Machine
Co., New York, as a distributor of Fada radio,
manufactured by F. A. D. Andrea, Inc. The
Blackman organization is one of the leading
firms of phonograph and radio distributors in
the metropolitan district. The appointment of
Blackman rounds out the Fada distributing out-
lets in the metropolitan territory to include an
s, outstanding musical instrument house and two
Paul S. Ellison of the most favorably known firms specializing
in the distribution of radio products, Steelman.
Inc., and the Triangle Radio Supply Co.

appointed advertising manager of the Bruns-
wick-Balke-Collender Co., with headquarters at
the executive offices in Chicago. Mr. Ellison, .
who assumed his new duties on August 9, Attractlve Caswell Calendar
succeeds H. Donaldson Leopold, who is now
associated with the Carryola Co. of America. Drnver, Coro,, August 7—The Harry L. \Wee-

As advertising manager of the Bruuswick- dom Co., local distributor of Caswell portable
Balke-Collender Co., Mr. Ellison will have talking machines, is distributing to the trade
charge of one of the most important and exten- cach month an attractive art calendar, each
sive campaigns sponsored by any manufacturer calendar bearing an illustration and a feature of
of musical products. His previous experience the Caswell instrument in a selling talk.

qiERE—easier and quicker sales, larger

. and~ surer profits for you in - - -
Radios Bigdest Buy
THE CASE “SIXTY" LINE

Truly an unmatchable value. Think of
the business you can do with it! Get
those sales now just beyond you reach!
This set turns the trick at $75. The same
reception and precision as in highest-
priced sets—but at medium prices. With
built-in speaker, list $100; with speaker
and “High Boy” console $125; with De-
Luxe co;sole g170. Other sets with five AMODEL O Only

or six tubes, with or without vernier con- 6 Q'ubcs QControls $75%°t
Is

trol, etc. A complete line! %-in Sofid Mahogany Cabinet - -

Get Our 1927 Line-up
It’s a Winner!

Bigger value in our sets, more and better advertising, complete
dealer and jobber help, liberal policies—that’s our schedule for
1927, We’re ready now with sets that will sell and STAY SOLD No. 60B, $100
—are you? Let us help you get the business in your territory.

Write or wire to-day for complete information.

Indiana Mfg. & Electric Co.

550 CASE BLOCK
Marion, Indiana

SE

RADIC PRODUCTS

SELECTIVITY ~ Qul\l-'TY o 60C, $125
. ’

No. 60D, $170

M. O. Giles Appointéd to
Important Mohawk Post

Well-known Executive Is Now Divisional Sales
Manager of Mohawk Corp. of Illinois, With
Headquarters in New York City

Cuicaco, Iur., August 6—Otto Frankfort, gen-
eral sales manager of the Mohawk Corp. oi

M. O. Giles

Illinois, manufacturer of Mohawk radio re-
ceivers, has announced the appointment of AL
O. Giles as divisional sales manager with head-
quarters in New York City. Mr. Giles, who
needs no introduction to either the radio or
phonograph industries, will be in charge of a
very important territory, including New York
State, with the exception of the Buffalo district:
New Jerscy, District of Columbia, Maryland,
Virginia, North Carolina, South Carolina,
Georgia, Florida, Alabama, Mississippi and
louisiana. As district sales manager Mr. Giles
will work in close co-operation with every fac-
tor of the Mohawk organization, establishing
distributors throughout his territory, co-operat-
ing with these distributors in the development
of their dealer outlets, and giving the whole-
salers and retailers practical service in develop-
ing Mohawk business.

Mr. Giles’ merchandising experience is very
extensive, including an association with the
Columbia Phonograph Co., General Phonograph
Corp., and more recently with the Thermiodyne
Radio Corp. as general sales manager. He num-
bers among his friends wholesalers of radio and
phonograph products throughout the country,
and he has always been in close touch with
dealer activities generally. In his new work,
Mr. Giles will have ample opportunities to
utilize his merchandising knowledge and par-
ticipate in the important sales and publicity cam-
paign which has just been announced by the
Mohawk Corp. of Illinois. This company's new
line is meeting with marked success wherever
it has been introduced, and the reception ac-
corded these products by the wholesalers and
retailers indicates a banner vear for the Mohawk
organization.

FOLLOW THE
ymphonir
PHONOGRAPH REPRODOCER

TRAIL

Read a message of
vital importance to
every talking ma-
chine dealer on

PAGE 33
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A Liberal Record
Exchange Plan J

These Brunswick features make record-

selling profitable —

1 A liberal record exchange 3 The outstanding musical per-
policy. 10% of total records formance of Brunswick Records
purchased are returnable quar- made by the exclusive “Light-
terly for full credit. Ray” electrical method.

2 A carefully chosen but ample 4 A fixed policy of building sales

Record Catalogue, making for for dealers through national
small investment and frequent newspaper and magazine ad-
turnover. vertising.

Special Announcement

<
Beginning September 2, the new

Brunswick “Light-Ray” electrical
records will go on sale every
Thursday at all Brunswick dealers

There’s new snap, rhythm and pep in “Light-Ray” Electrical Records

PANATROPES - RADIOLAS - RECORDS

THE BRUNSWICK-BALKE-COLLENDER CO., GENERAL OFFICES: CHICAGO
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ﬁ _S Miller Re;ioins
James K. Polk, Atlanta

Former Popular Member of the Sales Organiza-
tion of Prominent Southern Wholesale Firm
Again Covers South Carolina and Georgia

ATLANTA, GA., August 5—W. Shepherd Miller,
who formerly covered the State of South
Carolina and the northern part of Georgia for
TJames K. Polk, Ine., prominent Southern dis-

W. S. Miller
tributor of Sonora phonograph and radio prod-
ucts and Okeh records, with headquarters in
this city, is again associated with the sales
organization of this concern, covering the
same territory.

Mr. Miller has a wide acquaintance among
the dealers in this territory and although he
has been absent for two years he has not lost
touch with his many friends in the trade. Dur-

ing the period he was away from the James K.
Polk organization Mr. Miller was engaged in
the retail business in Augusta, Ga., part of the
time, later joining forces with the wholesale
music department of the Sterchi Furniture &
Carpet Co., of this city.

James K. Polk, Inc., is one of the best-
known distributing firms in the South, having
been engaged in the wholesaling of phono-
graphs for a number of years, building up a
large dealer following throughout the territory
it covers and gaining the confidence and good
will of Southern merchants through its policy
of service and co-operation.

Stewart-Warner Earnings

The Stewart-Warner Corp. reports net profit
of $3,121,815, after depreciation, Federal taxes,
etc., for the six months ended June 30, equal to
$5.20 a share on 599,990 no-par shares, against
$3,456,972, or $5.77 a share, in the first half of
1925.

For the June quarter net was $1,768,713, equal
to $2.94 a share, against $1,353,102, or $2.25 a
share, in the preceding quarter, and $2,163,000,
or $3.60 a share, in the June quarter of 1925.

. M. Waring Opens Store

Fred M. \Waring, head of the well-known
\Waring's Pennsylvanians Orchestra, is presi-
dent of a company which recently opened a
very handsome music store at First avenue,
North and Sixth street, Saint Petersburgh, Fla.
It is being conducted under the title of \Var-
ing’s Music Co., Inc,, and a full line of musical
instruments is carried.

The L. E. Lines Musie Co., Springfield, AMo.
reports a good business in portable talking ma-
chines during the past two months. The port-
able line is being pushed by newspaper ad-
vertising and attractive displays.

Sterling Roll & Record Co.
Now a Sonora Distributor

Prominent Cincinnati Distributing Organization
Gets Exclusive Territory for Sonora Radia
and Phonograph Products

The Sonora Phonograph Co. has appointed
the Sterling Roll & Record Co. of 137 \West
Fourth street, Cincinnati, O., as its exclusive
distributor for both the Sonora radio and So-
nora phonograph for the territory comprising
that part of Kentucky east of and including the
following counties: Davies, McLean, Muhlen-
berg, Todd. Indiana—less the following coun-
ties: Marshall, Newton, Elkhart, Lake, La
Porte, St. Joseph, Porter, Benton, Kosciusko,
\Varren, Starke, Jasper, Pulaski, Fulton. South-
ern half of Ohio bounded on the north and in-
cluding the following counties: Drake, Shelby,
Champaign, Madison, Pickaway, Hocking,
Athens, Morgan, Washington, Monroe. \West
Virginia—all the following counties: Mason,
Jackson, Roane, Calhoun, Gilmer, Braxton,
\Webster, Pocahontas, Greenbrier, Monroe, Sum-
mers, Mercer, McDowell, \Wyoming, Mingo,
Raleigh, Fayette, Nicholas, Clay, Logan, Boone,
Kanawha, Putnam, Cabell, Lincoln, Wayne.

This is a happy tie-up of these two long-es-
tablished music organizations. This move has
met with enthusiastic approval of the dealers
throughout the territory. The sales and dis-
tribution of Sonora products in this territory
will be directed by Ben L. Brown, general man-
ager. The other officers of the company are:
Oscar F. Barrett, president; Myers Y. Cooper,
vice-president and treasurer; Frank E. Wood,
secretary, and E. J. Burke, assistant treasurer.

An Atwater Kent radio set has been installed
on one of the planes that fly up and down the
Atlantic Coast. Those traveling by plane can
thus be entertained via the ether while en route
through the air.

The New Peerless Carrving
Caze Holding 50 Records

PEERLESS ART MISSION ALBUMS

No finer Album was ever made than the Art Mission Album.
Produced for both 10 and 12-inch records.
for both size records in combination.
bound-—stamped in gold—it retails at a popular price with a
healthy margin of profit for the dealer.

Peerless Record Carrying Case

Now in Two Sizes

The new large size Peerless Record Carrying Case holds fifty records. It
is a beautiful piece of workmanship—made of the best materials, it will last
It is a fitting companion to our smaller model which has proved
so popular. Both of these record carrying cases will add to your record sales.

a life-time.

PEERLESS—AII that the name implies—known the world over

PEERLESS ALBUM COMPANY

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

WALTER 5. GRAY CO., Pacific Coast Representative

San Francisco and Los Angeles

Also a single album
Although attractively

L. W. HOUGH, 146 Mass. Avenue
Boston, Mass.
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NEW @-tub€
SHIELDED RECEIVERS

Worthy additions to a nationally famous line—the very utmost in 5-tube efficiency
—these new Receivers greatly enhance the value of a Stromberg-Carlson franchise.
Appealing to many who do not demand the mighty power of the Stromberg-

Carlson 6-tube models, the new 5-tube Receivers make possible many sales outside
the price range of the larger instruments.

Although employing one tube less than the 6-tube
Stromberg-Carlson Receivers, these 5-tube models
have the same essentials of design—making it possible
to utilize every fraction of the incoming radio wave.

Complete shielding of each coil insures tone purity
by preventing feedback from one coil to another. A

compensating vcrnier adjustment on the third con-
denser assures knifc-like selectivity. Dual control gives
simplicity of operation. Type of circuit permits oper-
ation with battery power or house current—allows
for use of external power amplifiers as well as new
power output tubes.

No. 502 Receiver, Art Console (above), American Walnut.
§5-tube, coils shielded, dual control, equipped with voltmeter,
space for all operating equipment,

[S7E3 £~ 00000000~ = 000dI0g 15000
(Receiver price is less accessories)

Esstof Rockies  Rockies and West
$290.00 $315.00

No. 501 Receiver, Treasure Chest, Solid Mahogany, §-tube,

Stromberg-Carlson Telephone Mfg. Co.
Rochester, N.Y.

Makers of voice trdnsmission and voice reception apparatus for more than thirty years

No. 5-A Cone
Speaker
Licensed under
Lektophone
patents 1271-
§27 and
1271529
Other

.‘| ii

. s 1%
coils shielded, dual eontrol, equipped with voltmeter. g::f;,“ ‘.-_./ ¥
Price. ca. .. - Euud. ... o a TN - . Eastof Rockies Rockicsand West ing - 2

(Receiver price is less accessories) $180.00 §192.50
5-A Cone Speaker................... 35.00 40.00

P

arlson
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From Active Summer to Lively Fall

PROPH}' CY is dangerous and particularly so in business wheve
there are so many elements that may, without any great notice,
bring about complete changes in trade conditions. If the past per-
formance charts are to be relied upon at all, however, there is
every indication of a volume of sales in the talking machine busi-
ness this Fall that will measure up satisfactorily with some of the
seasons that were admittedly very good.

It is significant that Summer business in both machines and
records in practically every section of the country has been con-
siderably better than for the corresponding season last year or even
the vear before. It was naturally not of holiday volume, but, never-
theless, distinctly satisfactory when the season of the year is con-
sidered.

This Summer trade has naturally put the average dealer mn a
frame of mind where he will be inclined to go after Fall business
with an amount of energy that will be calculated to get results. As
has already been announced, there will be launched in the near
future several extensive advertising campaigns backed by manu-
facturers in talking machines and records to again stir up public
mterest in the new products that have been, and are being, put on
the market. It is admitted that Summer business has been a reflec-
tion of public interest developed during the last Winter and Spring,
and with this interest as a basis the Fall campaigns would seem to
be assured of success.

Just how much business is done by the individual dealer, how-
ever, will depend in no small measure upon his personal efforts.
Those who sit by and wait for the manufacturer’s advertising and
sales promotion work to bring sales into the store are likely to be
disappointed when the results are checked up. but by supplementing
the national campaigns with personal effort there is every reason
to believe that local business can be made of highly satisfactory
proportions.

Those who are inclined to be a bit pessimistic regarding the
volume of the phonograph business that lies in the offing, under the
impression that much of the initial demand has been met and that

sales will in a large measure depend upon replacements, might take
heart from the fact that although the cylinder phonograph and rec- -
ord business has been promoted in only a passive manner for a
number of years, the demand for cylinder records and even for the
machines upon which to play them has shown a steady increase
during the past year or two. Certainly that is a sound argument for
the permanency of the industry and its products.

The Fall season now upon us 1s unquestionably one of
opportunity, the magnitude of which depends upon the efforts of
the individual trade member to capitalize it to the fullest extent.

T he Broadcasters Save the Situation

HE most important and the outstanding factor in the confusion

that has followed the recent decision curtailing the powers of
the U. S. Department of Commerce in the control of radio broad-
casting has been the calm, clear-minded attitude of the broad-
casters themselves, which attitude has gone far to offset any likeli-
hood of general chaos in the matter of wave lengths that for a time
appeared so threatening.

More than 1350 members of the National Association of Broad-
casters have voluntarily promised to continue to operate on the
wave lengths assigned to them by the Department of Commerce
before its powers were curtailed by the decision of the Attorney-
General, and other members have signified their intention of observ-
ing likewise the wave lengths previously assigned to them.

It 1s unfortunate that the newspapers of the country have seen
fit to give such prominence to the danger of chaos in the broad-
casting field that followed the listing of regulating powers, but if
similar publicity is given to the stand of broadcasters themselves
in continuing on assigned wave lengths it will go far to set the
minds of radio fans at rest regarding the future of this exceedingly
popular and, at the present moment, apparently necessary medium of
education and entertainment.

Dealers in radio apparatus should see to it that as much pub-
licity as possible is given locally to this decision of the broad-
casters to control the situation and prevent confusion by their
voluntary adherence to the fixed standards, for this will do much to
overcome any tendency on the part of prospects to hold off buying
receivers for fear of having them made practically useless through
possible confusion in the air.

There have been some, and probably will be others, among the
broadcasters operating on low wave lengths who will jump to
higher wave lengths on the plea that this will provide larger circu-
lation for their programs, but it is significant and edifying to find
that so few have taken advantage of the period of confusion. It is
quite evident that in the future there will be established some defi-
nite form of Federal control of the air, with adequate powers to
regulate radio traffic. The rights to the air may be free, but they
are not paramount to the rights of the public.

Putting Service on a Sound Basis

HE close association between radio receivers and trouble, which

so burdened dealers in the early days of the industry, is being
dissipated rapidly as the manufacturing of radio receivers becomes
more stabilized. Dealers and their salesmen have a better under-
standing of what it is all about and the public at large gains in its
knowledge of radio and the conditions under which it operates.

It 1s to be recognized, however, that any piece of mechanism
that depends for its operation upon perishable accessories, such as
tubes and batteries, must of necessity require attention at more or
less frequent intervals, and upon the expertness of that attention
depends whether the receiver will continue to give satisfactory
service and act as a worthy advertisement for its maker and seller,
or whether it is going to fall down and disgust its owner.

The service department of the industry has naturally received
a considerable amount of attention, and properly so. Various manu-
facturers have gone to considerable trouble and expense to instruct
the repairmen emploved by dealers and their distributors in the
proper and most efficient methods of servicing their product, and -
this instruction has borne fruit in considerable measure. The most
advanced move, however, is found in the series of schools and
classes for repairmen now being conducted in various centers
throughout the country under the auspices of the Federated Radio
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Trade Association. These schools are designed to instruct repair-
men 1n the servicing of radio generally rather than of one particular
make, and this ability to put and keep practically any make of re-
ceiver in satisfactory operating conditions is what will win friend-
ship for the retailers and the products they handle from the public.

Servicing work that wins the approval of customers and brings
them back can be made to pay dividends, for not only does it develop
sufficient business to make the service department pay for itsclf,
but opens a way for a very substantial business in accessorics.
Proper service encourages the sale of tubes, batteries, chargers and
the other accessories that keep radio going, and an article m The
World this month points out emphatically the volume of business
and the profits that can be developed through the intelligent han-
dling of these standard accessories.

The Wizard’s Son Takes the Reins

HE trade generally will be much interested in the announce-

ment elsewhere in The World of the election of Charles Edison,
son of Thos. A. Edison, to the post of president and chief executive
of Thos. A. Edison, Inc., thus succeeding his father, who becomes
n turn Chairman of the Board of Directors of the company.

Charles Edison’s close association with his father in business
during the years since he left college has made him thoroughly
conversant not only with the ideals that have prevailed in the
Edison institution, but with the business methods that have been
pursued, and during the late years he has had a prominent part in
the carrying out of the policies of the company.

Having been relieved of a number of executive duties, Thos. A.
Edison as chairman of the Board will have greater opportunity for
conducting those experiments in which he has taken an active in-
terest for so long, and as a result the business world may look for
some new developments of prime importance to emanate from the
Edison laboratories.

T he Growing Importance of the Portable

O development in the tallking machine trade for many years

past has been more interesting than that of the portable phono-
graph, introduced some few years ago rather in the nature of a
sideline, and which has grown in popularity and dJdemand until it
is one of the outstanding features of the trade. Intended originally
as a means of encouraging Summer business with vacationists,
the portable has improved and advanced until it is now sold in
quantities the year around, for it fits into many situations where
a large cabinet machine would not prove suitable. Iucidentally, too,
it has a strong appeal to that large class of buyers who are inclined
to mix economy with their music, and who would not make the
financial investment necessary to purchase a worth-while cabinet
machine.

Intelligently handled, the portable phonograph accomplishes two
very definite things; first, being low priced, it encourages a sub-
stantial amount of cash business provided the dealer has the courage
to urge the customer to pay in full for the machine at the time of
delivery. Certainly a sale well under $50 should not require financ-

ing. Secondly, the portable Droadens materially the channel for
record sales and there again the dealer realizes cash business.  With
cash coming in from portables and records the average retailer
should be in a much better position to go after encrgetically, and to
finance, a much larger business in the higher-priced instruments
Anything that brings in cash is to be welcomed, for it provides the
sinews of business.

The New Radio Season Opens

ITHIN the next few weeks there will be held in New York,

Chicago and other prominent centers of the country the an-
nual radio shows designed to acquaint both the trade and public with
the new products that are being offered by that industry. From a
business standpoint these shows represent actually the opening of a
new season, the assumption being that having mspected and hearl
the new receivers and accessories the public will be in a frame of
mind to go out immediately and buy them.

Those retailers who have felt the urge of Summer and have
let up on their radio activities during the hot months, despite the
fact that local reception has been developed to a point where it can
give year-around satisfaction, can now take a new lease of life and
go after their radio business with renewed energy. On the other
hand, those who have kept the hall rolling right through the year
will find in the new season an incentive for further ¢ffort, with
view to adding that much more to the annual business total.

With the opening of the radio shows the period of marking
time and of casual effort comes to an end. The campaign for Fall
husiness is going to be strenuous with the rewards going to those
who keep to the forefront.

Sell Music—Not Merchandise

HE talking machine dealer who malces a success of his business

has long ago learned that the intelligent element of the public is
interested not in a reproducing instrument as a piece of furniture
or as an interesting product of the tactory, but rather in the light
of what it can accomplish. The dollar-and-cents argument in every
industry has long ago gone by the board  Electrical mechanisms
for the home are bought for their labor and time-saving qualities ;
automobiles for their ability to take their owners out on the open
roads and musical instruments for their ability to produce or re-
produce music. '

In the early days of the industry the leading talking machine
manufacturers realized that the value of their instruments lay in
the fact that they could bring into the home the actual performance
of the living artist, but, after a quarter of a century or more, there
are still those in the retail trade who insist upon merchandising
machines themselves at a price rather than for the pleasure and
profit in music that they afford to the purchaser. Public apprecia-
tion of music as an art is now at the highest level in the history of
the country, and the dealer who sells the music first and the means
to produce or reproduce it secondly is not only help:ng himself to
become successful but is contributing a full share to the future
prosperity of the industry.

NEW PORTABLE ALBUM

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

National Record Albums
Good Albums

Nationally known because they
give real satisfaction.

They require less selling effort.
Made to contain all makes of
disc records including Edison.

Whrite for our list of 1925
styles and prices

THE PERFECT PLAN
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Edis:m Dealer in Arkansas Profits by
Going Out Into the Field for Business

Business for the First Five Months of This Year Showed a Gain of 59 Per Cent Over the Same
Period a Year Ago Due to Aggressive Merchandising Methods—A Veteran of the Trade

Among Edison dealers there are not many
more enterprising and successful than G. J.
Bensberg, with a main store at Camnden, Ark,
and branches at Eldorado, Smackover, Fordyce
and Magnolia. In the first five months of this
year he sold 180 Edison machines, which is
thought to be the record for that part of the
country. Consistent outside selling has been

3::3' LE

- rRREY

Bensberg’s Fleet of Cars

largely instrumental in making this dealer’s
business profitable.
Writing to L. Schooler, wholesale man-

ager of the Silverstone Music Co., at St. Louis,
Edison distributor, telling of his business
career, he says:

“] opened a very small store in the front
end of a tailor shop in the Fall of 1919 . hen I
could only obtain Amberol machines and
records and did not receive disc instruments
till Spring of 1920 and at that time there were
only three disc instruments in the whole
county, and it was with difficuity I made the
first Edison disc sale, as every onc wanted
Victors, but 1 soon sold a few leading people
and it was not long till my Edison business
grew and grew, as your records will show, and
to date have sold nearly 800 Edison phono-
graphs and have outgrown three different
locations and to-day require larger quarlers,
although running four stores and using eleven
trucks, and Edison business is growing larger
each month.

“Doing a very large player piano and grand
piano business, too, and the outlook for this
year's business was never better.

“I feel that the FEdison plionograph is
directly responsible for my success in the
music business and to such an extent named

our last boy Thomas Edison Bensberg, and
tell iny friends in showing them over our new
country home it is the home that Edison phono-
graphs built.”

The Bensberg total sales for the first five
months of 1926 were 541 pianos, phonographs
and radios. The business volume was $125,000,
an increase of 50 per cent over the same period
last year. The picture shows the Bensberg
place of business in Camden, with five of the
eleven trucks in front.

ILatest Summary of Exports
and Imports of “Talkers”

Figures on Exports and Imports of Talking
Machines and Records for the Months of
May and June Most Interesting

\VastinetoN, D. C., August 7—In the summary
of exports and imports of the commerce of the
United States for the months of May and June,
1925 (the latest period for which it has been
compiled), the following are the figures bearing
on talking machines and records:

The dutiable imports of talking machines and
parts during May, 1926, amounted in value to
$20,112, as compared with $32,644 worth which
were imported during the same period of 1925
The eleven months' total ending May, 1926,
showed importations valued at $313,033; in the
same period of 1925, $419,480.

Talking machines to the number of 9,026,
valued at $285,572, were exported in May, 1926,
as compared with 6,805 talking machines, valued
at $188,222, sent abroad in the same period of
1925. The eleven months’ total showed that we
exported 83,255 talking machines, valued at
$2,342,488, as against 67,324 talking machines,
valued at $2,271,190 in 1925.

The total exports of records and supplies for
May, 1926, were valued at $187,170, as compared
with $150,916 in May, 1925. The eleven months
ending May, 1926, show records and accessories
exported valued at $1,780,191, as compared with
$1,558,560 in 1925.

The countries to which

these instruments

)

NEW in principle.
features only found in Tower.

a low selling price.

of busiuess.

Quick Sales—
Steady Profits

NEW in quality of reproduction with all the volume and beauty of tone of far more
expenswe speakers.

New in design with exclusive scientific
NEW in beauty of appearance combining high quality with

Line up with Tower this Fall aud increase your volune
IFrite us for vour Distributor’s nante.

TOWER MFG. CORP., Boston, Mass.

were sent during May and their values were as
follows: United Kingdom, $668; other Europe,
$10,931; Canada, $22,008; Central America, $18,-
082; Mexico, $26,080; Cuba, $40,495; Argentina,
$13,608; Chile, $14,102; Colombia, $31,326; Peru,
$8,699; other South America, $32,798; China,
$4,645; Japan, $4,102; Philippine Islands, $8,791;
Australia, $24,595; New Zealand, $9,474; other
countries, $14,268.

Fox Co. Gives Lavish
Publicity to Record

Texas Columbia Dealer Finds Plan of Pushing
Single Record Successful in Building Volume
Sales in the Record Department

SAN Antonio, TEX., August 6.—The Fox Co.,
Columbia dealer of this city, reports exception-
ally satisfactory record sales attributable in a
large measure to the method of pushing records
by concentrating on a single number and giv-
ing it every possible bit of publicity through a

SN[

\}
_ AT DEACE WIIH ThF hom

Concentratmg on a Smgle Record

variety of mediums. The talking machine de-
partment is under the management of W. B.
Malone, and he states that the record business
has more than doubled during the past year.
He attributed this growth to the increasing pop-
ularity of the new Columbia record.

The accompanying photograph shows the
manner in which the Berlin hit, “At Peace With
the World,” was displayed in the store. This
canvas sign extended the length of four demon-
stratton booths. Throughout the entire store
similar, smaller signs were placed and all the
delivery trucks bore signs featuring the same
record. The newspaper advertising of the com-
pany was another medium used to call the
public's attention to “At Peace With the
World.”

Freed-Eisemann Corp. to
Reach 15,000,000 Homes

National Advertising Campaign to Bring This
Radio Line to Attention of Public

A national advertising campaign to reach the

radio-buying public will be conducted by the
Freed-Eisemann Radio Corp, of Brooklyn,
N.Y, throughout the 1926-27 season. A list of

national magazines, claiming to reach more than
15,000,000 homes, will be used with a special
campaign carrying a direct appeal to women in
the leading women’s publications. An exten-
sive list of farm magazines will also be used,
and a large newspaper campaign will be carried
on in the leading cities and towns throughout
the United States.

FOLLOW THE

§ ymphonic
PHONOGRAPH REPRDDDCER
TRAIL

Read a message of
vital importance to
every talking ma-
chine dealer on

PAGE 33
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What Is the Value of
Your Window Space?

Three Unusually Artistic Windows and
Chart Prepared by the Stewart-Warner
Corp. Answer to This Vital Question

Avcust 135, 1926

||
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the public on the enjoyment to be derived from
ownership of a radio set in the Summertime.
An enlargement of the advertisement appears

clusively that store windows are effective sales-
building forces if utilized intelligently. This

Do you know the value of your window dis-
play space and are you making the most of your
opportunity to promote business through the

chart shows that the window also provides a

ST

W/ gllllllllllu""""'!Il!. ------ (THTHTTTRTET ,||n§e
= - Leit,
“| = Display No. 1
g —Using the

Dealer Helps.

- Above,
Display No. 2
—Featuring

Summer Radio
Enjoyment.
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il

Below,
No. 3—Art in
Display
Work.

in the right foreground of the window. A
scenic painting on blue satin showing vachts,
etc.,, out on a lake may be seen back of the
arch. Grass is used on the floor and the old
gentleman is a life-size cut-out, hand painted.

INustration No. 3 is an unusually artistic dis-
play. Only three radio models are used in the
window and three cards, which the company
supplies to its dealers on request, are advan-
tageously placed to emphasize the merits of
Matched Unit radio. The two radio towers
are of metal, gold-finish, with aerial from
which are suspended in cut-out letters “Matched
Unit Radio.” The screen used in the back-
ground is of gold-leaf finish with hand-painted
design in bright colors.

One thing is certain, the dealer who makes
the most of his window display opportunities
will find the venture proﬁtable The window is

“eye of the store”? The accompanying chart,
sent out by the Stewart-Warner Speedometer
Corp.,, manufacturer of Stewart-Warner Matched

——
ey

CHART SHOWING the

ADVERTISING VALUE#STORE WINDOWS

OL——
STORL WINDOW CIACULATION™
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Unit radio, to its dealers throughout the country,
shows in a most graphic way the value of the
window display. Experience has proved con-

STARR PIANOS

. Represent the Highest Attainment in Musical Worth
e STARR PIANO COMPANY

Established 1872

\cltl\ln‘" nf the LOTI)OIE\thH (le':mned

most economical form
of advertising.

Window display has
been developed to the
point where it becomes
art, as the three dis-
plays illustrated on this
page clearly prove
These particular dis-
plays were prepared by
W. L. Stensgaard, man-
ager of the display divi-
sion of the Stewart-
Warner Corp., and
have been used to aid
dealers in making their
windows more effec-
tive business producers R g i—
and as part of the campaign of window display
education of dealers which the corporation is
carrying on so successfully.

Illustration No. 1 is particularly interesting
because it demonstrates an effective method of
utilizing the sales helps offered to its dealers by
the Stewart-Warner Corp. This display was
placed in the model show window at the factory.

The second display is a timely one as it fea-
tures “Summer Radio Enjoyment.” This par-
ticular display was a tie-up with national ad-
to sell

STARR PHONOGRAPHS
GENNETT RECORDS

a real sales builder and, just like advertising in
the newspapers and other forms of direct mail
designed especially to promote interest in the
product to the point where sales will result,
some degree of thought must be given to mak-
ing the window effective. The Stewart-Warner
Corp. has done much to make its dealers realize
the value of their window space and Mr. Stens-
gaard, who is an expert display man, is con-
stantly striving to give the dealers display helps
which will result in increased sales volume and
more profitable business.

Richmond. Indiana
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Are You Selling the Whole Family?

HE music merchant’s problem of today is to find

away to continue to sell to the friends and custom-
ers he has already established. Almost every home
has a piano or phonograph—and these instruments
usually last for several years. Obviously it is impossi-
ble to increase the sale of pianos or phonographs to
customers who are already well supplied—and the
present day condition of keen competition leaves
very few homes that are not canvassed thoroughly on
these articles.

The solution is to have something else to sell to
your present customers—something to offer the other
members of these families whose goodwill and friend-
ship you now hold—something to sell where you
have already eliminated sales resistance.

This “something” is a line of band instruments.

Every member of a family over 6 years of age is a
good prospect. The boys and girls of school age are
anxious to join the school bands—and the young
men at college pay their way thru school by playing
in amateur dance orchestras; at home everyone en-
joys a joyful gathering of young musicians.

£F
= 5217-78 Superior Ave.

.

. Al%sm‘.‘.ﬂund‘ ]
T e i

k. Band-k'lstru}m;nl;_;’.}?, .

Manufacturers of

THE H. N. WHITE CO.
Cleveland, Ohio

Look over your customer list, figure how many
young folks there are in these families, then you will
get a comprehensive view of the biggest untouched
market in the music industry.

More and more music merchants every day are
realizing the possibilities of the small goods depart-
ment in producing a substantial profit—many stores
find that band instruments take care of the store
overhead expense. Look into this field now while
it is still uncrowded. Tie up with a high-grade line
and you will be surprised at the increase in your sales
in all departments.

We have prepared a comprehensive booklet cover-
ing the agency for King Band Instruments —write for
it today.

The King Agency offers you a complete line of
nationally advertised first quality band instruments
and saxophones, a protected exclusive agency, a
financing service for releasing capital tied up in pay-
ment sales. The booklet explains all this in detail—
may we send you a copy together with our catalog
for your examination?

0., Makers of Kileg Band Instruments

G C
THE H. N. WHITE Cleveland, Ohio

52171 Superior Ave. heet—along with

i nt s!
Gend your latest catalog an;‘i ('l!i(c':-‘::" s
D Z(e)mplete information on t e

Financing
Also send information about your Plan for
SO
D payment sales.
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Credit Plan That Saves Dealer From loss

The Bulk of Mayers Business Is on the Instalment Plan—How He
Evolved a Credit System That Reduced Delinquents to a Minimum

(In the July issue of The Talking Machine World the
sales promotion methods that have built up the Mayers
retail business to a large volume were analyzed. The
article below deals with the credit system of this suc-
cessful organization.—The Editor.)

Regardless of sales volume the talking ma-
chine dealer cannot profit unless he secures the
money due him—not part of the outstanding
debts, but all of them. It is the last few pay-
ments that represent the dealer’s profit. This
presents a problem of considerable magnitude
because the factor of expense in collections also
has an important bearing on profits. Obviously,
if a dealer finds it necessary to spend too much
to collect a comparatively small sum the profit
in the transaction is eliminated.

Collection Plan Result of Experiments

This is exactly what A. H. Mayers, who
operates three stores in New York, discovered
in his early years in the talking machine busi-
ness and he set out to build up a collection plan
that would accomplish the following: get the
money when due and bring delinquents to
terms; reduce the collection overhead; keep in-
stalment patrons satisfied and bring them into
the store regularly.

After a long period of experimentation the
plan that is now in use by this dealer was
evolved. Formal notices a few days before the
payment is due bring in 85 per cent of the 4,000
outstanding accounts and a series of letters
brings in the bulk of the remainder, thus ac-
complishing the first point in the plan. Collec-
tion costs are reduced by eliminating collec-
tors. Instead, what is called a “delinquent’” man
is sent directly to the homes of those people
who do not make their payments in response to
the collection letters. Instalment patrons are
kept satisfied because of the policy of square
dealing and service which forms an important
part of the dealer’s merchandising policy. Cus-
tomers are brought into the store at regular
intervals by having them make their payments
at any one of the stores of the company. Of
course some of the patrons mail their pay-
ments, but the number who do this is small

Selling on Right Basis
A proper understanding of the terms of the

sale has been found by this dealer most effective
in reducing collection troubles, dissatisfaction
and misunderstandings of other kinds which
are certain to have a harmful influence on future
business. To facilitate understanding the A. H.
Mayers organization supplies all instalment cus-
tomers with a small account booklet, on the

Credit is the basis of the talk-
ing machine dealer’s success
and it can be stated with equal
truth that the necessity for
extending credit has been the
cause of a good many failures.
There is a right and a wrong
way of doing an instalment
business and the plan describ-
ed in the accompanying article
has proved that it is the right
one for this dealer. It may
help you improve collections.

first page of which is a printed message em-
phasizing the obligations of the customer and
the service the firm is prepared to extend. It
reads:

When removing, notify our office at once by mail or
call Columbus 5100, merchandise cannot be moved without
our consent,

Payments must be made according to contract terms.

We maintain a Service Department for our customers’

benefit. Service will be rendered during the term of
guarantee only. After expiration, charges will be made
per hour.

Bring this book when making payments. Payments
may be forwarded via mail—Registered mail, Money or

Express Order or Check.
Kindly mail or bring payments, as we do not employ
collectors.

Collecting by Mail
Intervals of from a week to ten days are al-
lowed to elapse between the sending of each of
the collection letters. The last one is sent reg-
istered mail with a return receipt requested so
that the credit department can be certain that

OLIVE DRAB DENIM
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Padded Covers, Form Fitting, With

12 Btyles
Strap and Buckle Attached

v TRON HORSE” &

PADDED PROTECTION COVERS

The representative line for all the new
models of leading manufacturers of
both talking machines and radio.

Perfectly made by a house specializing
for many years in textiles.

Extra heavy padding, cushion-like, to
prevent damages in making shipments.

Order now to insure prompt delivery
for Fall business.

Reliable Manufacturing Standard Always Maintained

Mill Contractors COTTON GOODS
224.226 EAST 42ND ST.
MAIN OFFICE AND SALESROOM

A. L. REACH TEXTILE CO., Inc.

Manufacturers
CANVAS SPECIALTIES
NEW YORK, N. Y.

the delinquent customer is still at the same ad-
dress. The small percentage of accounts still
past due after this series of letters are sent are
placed in the hands of the “delinquent” men,
who make personal calls and seek to collect the
balance due or ascertain what the delinquent
customer intends doing about the indebtedness.
These “delinquent” men are supplied with the
following form, which tells the history of the
account.

Acct. No. No. on List
Date

Mr. %

New Address

Old Address

Bought a

On Price $

Weekly payments $ Did not pay since

Arrears $ Balance §

Extension given on

Remarks

floor
floor

Expired on

Should this measure fail harsher methods are
put into force and either a garnishee demand
for a portion of the customer’s wages is made
or a threat of repossession by a marshal is
made, depending on the report of the man who
made the personal call at the home of the cus-
tomer.

In cases where the customer changes his ad-
dress and moves the merchandise purchased
without the knowledge of the Mayers organi-
zation and makes no effort to keep up pay-
ments, letters asking for the new address of the
former customer are sent to the people who
acted as references.

Should this method fail of achieving the de-
sired results, a second tracing letter is sent to
the original address of the delinquent customer
under the letterhead of a delivery company,
stating that a package is undelivered because of
the change of address, and should the customer
send his correct address the package will be for-
warded. In ninety-nine cases out of a hundred
one or the other of these tracing methods proves
successful,

Before credit is granted to a prospective cus-

tomer the following information is secured
from two or more references:

1. How long has the applicant lived at
present address?

2. What is his occupation?

3. Married or single?

4. Would you advance him credit?

5. Should he move from present address

would you be in a position to notify us of his
location?
6. Would you furnish us with two names and
addresses of relatives or friends of applicants?
7. Remarks.

“A” Autopower Charger
Introduced to the Trade

A new “A” power unit for radio has been de-
veloped by Westinghouse and is being mar-
keted by the Westinghouse Union Battery Co.
It is known as the “A” Autopower. The new
device is a combination of battery and trickle
charger. The battery is of unusual capacity,
and is said to be capable of operating a 10-tube
set every night for several years. A particular
feature is that the rate of charging can be
varied from 1-10 to 4 ampere, with two inter-
mediate steps, by simply changing the position
of a connecting link between the four contacts.

The charging unit has no moving parts and
no bulbs, and is noiseless. It is claimed that
this unit will outlast several batteries. The
new “A” power unit is produced in four models
—6 volt, 60- cycle—6 volt, 50 cycle—6 volt, 25
cycle—4 volt, 60 cycle.
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Saxo-Tone-arM

Pat. Serial No. 118,390

ERFECTION'!

Another new addition to The Mutual line 1s
the drawn brass SAXO-TONE ARM as fea-
tured above. Equipped with ball bearing
throwback together with double
row of ball bearings in base race
and tested under air pressure for

leakage. There can be absolutely
no loose or vibrating joints.
STANDARD LENGTH
The BET-A-TONE
REPRODUCER
e

At a Popular Price

i T P T TR 1209 King St., West, Toronto, Can.
s '?fn"-.':af“'se_wf..?.ef’f...L..d.............................éggnwasnng.lntllexsi:o ity. Mexied
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RS E LR ;?;;Jer%:ngn}gﬁ;irguﬁfac%?ne CO0uueeveccaenneanneaasecessecotossnsssss 63_2.Grant St., Pittsburgh, Pa.
Shapleigh Hardware Co..........cociiiueencncceecnnens 4th St. and Washington Ave., St. Louis, Mo.
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.
610-614 Broadway, ew York City, LY.

{ Cor. Houston Street )
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Paul B. Klugh Elected
Zenith Vice-President

Stockholders and Directors of Zenith Radio
Corp. Favor Expansion to Manufacture
Newly Perfected Railway Control Device

The Zenith Radio Corp., Chicago, held a
special directors’ meeting on July 20, for the
purpose of considering an expansion of business
to take care of its newly perfected railway con-
trol devices. A report was presented by E. F.
McDonald, Jr., president of the corporation,
showing the very successful result of the dem-
onstration made on July 8, on a freight train
of 115 cars between Elkhart, Ind.,, and Chicago,
under the auspices of the American Railway As-
sociation and witnessed by thirty-three execu-
tives from all the principal railroads in the
country.

A survey was prescnted of the manufacturing
program for the present year showing complete
parts, cabinets and materials in the factory to

take care of the proposed shipments for the
months of August, September and October.
Orders on hand were shown to be more than
twice as large as on the same date the preceding
year, or amounting to $2,200,000 worth of
Zenith products.

The stockholders and directors present were
unanimously in favor of expanding the opera-
tions of the corporation and thereupon sub-
scribed and paid for unissued treasury stock to
an amount more than sufficient to carry out
the new activities of the corporation.

The following officers were elected: E. F.
McDonald, Jr., president; Paul B. Klugh, vice-
president and general manager; T. M. Pletcher,
vice-president; N. A. Fegen, secretary and sales
manager; H. Robertson, treasurer.

The above statement repudiates unfounded
rumors regarding the consolidation of Zenith
with two large competitors. The executiv.s
announced that the Zenith Radio Corp. il
continue as an independent manufactu-er of
high-grade radio equipment.

Paul B. Klugh, who has become general man-

- |

HY does the Buescher

Saxophone out-sell any

other high-grade make in
the world?

It isn’t due to spectacular
advertising—it isn’t due to
extravagant claims—it isn’t
due to coercive selling ef-
fort—nor yet to bargain
prices.

The credit is due the prod-
uct itself.
utes, someone, somewhere,

Every few min-

goes in and buys a Buescher
instrument, because he has
come to the smart conclu-
sion that his ability te play
depends somewhat upon the

Every Few Minutes
Someone Goes In and
Buys a Buescher

BUESCHER BAND INSTRUMENT CO.
Elkhart, Indiana

perfection of his instru-
ment, and he wants the best.
The public has discovered
for itself that Bueschers are

best. And the public is

buying Bueschers.

If you are not selling small
goods, or if your Musical
Merchandise is not vibrat-
ing between stock and cash
drawer as rapidly as it
should, then it may be that
there is something wrong
with your judgment or your
And in either case it
may pay you to investigate

line.

the Buescher proposition.
At least it will do no harm.

—

ager as well as vice-president of the Zenith
Corp., was hitherto the Eastern manager of the
company with headquarters in New York. For
considerably over a quarter of a century Mr.
Klugh has been a prominent figure in practically

e

Paul B. Klugh
every branch of the music trade industry, being
associated with the merchandising as well as
the executive ends of the piano and player in-
dustry. He is widely regarded as a leader in
the merchandising domain—a man of ideas—a
man of vision, who has a host of friends in all
departments of the industry. In addition, he
has won exceptional prominence in the radio
industry by reason of his splendid work as
executive secretary of the New York Broad
casters Association, apart from his activities in
the interest of the Zenith Corp.

Federal Radio Corp. Names
Seven New Distributors

Well-known Concerns Throughout Coun.try to
Distribute Federal Ortho-Sonic Sets

Burraro, N. Y., August 6.—Lester E. Noble,
vice-president and general manager of the Fed-
eral Radio Corp., of this city, manufacturer of
Federal Ortho-sonic sets, announced recently
the appointment of a number of well-known and
successful concerns as Federal wholesalers, in-
cluding the Music Trades Radio Corp., Chicago,
I1l.; Brown-Camp Hardware Co., Des Moines,
Ia.; Ignition Co., Cincinnati, O.; Whitney Sport-
ing Goods Co., Denver, Colo.; Shaw Tire Co,,
Charlotte, N. C.; Electric Appliance Co., Dallas,
Tex., and Straus-Bodenheimi Co., Houston, Tex.

Mr. Noble has also announced the "appoint-
ment of a number of new men to the company’s
stafl of territorial sales representatives, includ-
ing N. P. Badina, A. S. Bartlett, L. M.
Biye, A. V. Frank, I. F. Gardngr, C. W.
Hunter, E. F. King, J. C. Mullen, K. E. Reed
and H. W. Weiffenbach. With the addition of
these sales representatives, the Federal Radio
Corp. now has twenty-four territorial sales rep-
resentatives co-operating with Federal whole-
salers and dealers in addition to three special
sales representatives, the latter being R. H. Can-
ning, E. S. Hilbur and \W. H. Lyon.

FOLLOW THE

ymphonic
PHONOGRAPH REPRODUCER
TRAIL

Read a message of
vital importance to
every talking ma-
chine dealer on

PAGE 33
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now enters upon
a new era of
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HE Viva-tonal Columbia sums
up in itself the entire art and
science of reproduced music. From
|

now on, you will enjoy, as if played
or sung in your presence, theliving
naturalness, the true balance, and
the full range of each musical in-
strument, of all musical instru-

ments—of each voice, and of all
combinations of voices. You no

longer hear a reproduction; you
hear the original performance held

for you in suspension until the
instrument gives it life.

As if one always color-blind
were about to be endowed with

perfect vision— the dull grays and

i\
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not real music.

bia’s bass will delight and surprise you
with its richness and authority. The bass

values are present in their true propor-
tion as never before.

of reproduced music will be increased a

thousand times in one magical
minute.

@4 l the sonority
0/3 the decpest
BASS

EPRODUCED music without the |
proper proportion of bass is simply s
The Viva-tonal Colum-

Hear them once and your appreciation

SN

NN
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purity of the
highest notes

I
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ﬁ | T3 VERYONE knows that the delicate

— beauty of passages of music in the

upper register can be ruined by the
slightest distortion. The Viva-tonal Co-

lumbia can never do this because it
always registers the exact tone-vibrations
| “ of the original, adding none and subtract- |

\' ing none. Every high note, whether of

voice or instrument, is now heard exactly

as sung or played, in its entire fullness and |

brilliance of tone quality. y
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“T 'HE ideal function of rcproduced

music is to be completely true to those
great artists who mmterpret the composer’s
score, fusing with it some of the magic
of their own musical souls.

This, the Viva-tonal Columbia does—
this exactly —by means of a technique
for which no vibration is too fast,
[upper register], and no vibration too
slow, [bass].

Perhaps your ears could never re-
ceive a more intense and amazing sur-
prise than occurs in the first few sec
onds after you first hear the Viva-
tonal Columbia.

Surprise at the extraordinary volume
and tonal richness.

Surprise at the full, convincing qual-
ity of the bass, present in recorded
music in true proportion at last.

And, above all, surprise that all the
| glowing claims you had heard, told
literally less than the truth.

In orchestral pieces where the vio-
lins, say, come in with a delicate theme
heard softly at first, interspersed be-

°lhe “ iva - tonal
Slhe Successor

tween the louder volume of brasses

and wood-winds, you are amazed at
the exact rendering of the different
planes of sound.

Every faintest pulse-beat of music is
registered, every shade of every tone of
every instrument; the very color and
sensuous vibration of music itself, so
clear and winning that there is no evi-
dence at all of the reproduction tech-
nique.

It is all so real that you almost expect
to hear, in a moment, the rustle of sheet-
music as the performers turn the pages.

Be as critical as you please, analyze as
carefully as you like, and yet ycu are
unable to withhold your admiration.

Play any record you please and you
will receive the same delighted surprise.

Naturally, the Viva-tonal Columbia
is the result of long and expensive
research.

The living naturalness, the true bal-
ance, the full range of all musical in-
struments and voices, were sought—

and found!

Columbia Phonograph Company
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COLUMBIA
to the ?honogmph |

REMEMBER how a great musical

composition is given birth and
you will realize that anything short of
exact fidelity in reproductive processes
is disloyalty to the majesty of a great
creative art.

First, there is the dream-music heard
by the inner-being of the great com-
poser as he sits pondering.

Then there is his desperate attempt
to catch and score all this vagrant
beauty on paper.

Inevitably some of it escapes him! Be
he Wagner, Beethoven or any other
immortal, he has the anguish of “the
unscorable dream-music.”

Gradually he builds and polishes the
score of the composition, often working
in an intense fire of effort to compare
one manner of handling a passage with
another while they are both fresh in
impression.

Here and there are marks of tempo,

energy, feeling and color, such as ac-
celerando, agitato, andante, dolcissimo,
grandioso, pianissimo, amoroso, or a
phrase of suggestion such as adagio
cantabile,—Italianate incitement to the
interpretive artist to enter into the
spirit of the composer and play as he
never played before.

Every instrument iIn its entire range
and in its rarest tonal caprice, has been
tested in the Columbia Laboratories
for utter fidelity of reproduction in
every detail.

Every possible grouping of instru-
ments has been patiently tested out.

Voices of every kind, in hundreds
of different selections, have yielded a
life-like quality formerly unknown.

Today whatever Music is, Columbia is.

The proud possessor of the Viva
tonal Columbia and of Columbia New
Process Records sees the doors of all
music-land flung wide open.

The magic of the music may at first obscure your appreciation of its material source.
But the mechanisms that perform the miracle are cased within cabinets of mahogany
and walnut that contribute to the decorative harmony of tasteful interiors, and that you

should examine critically.

Consider each model as a piece of furniture—force yourself to forget its musical
capacity—and you will appreciate its dignity and appropriateness. Study its details
and you will find excellence of workmanship happily associated with convenience of

design.

Columbia Phonograph Company
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Model 710 (closed)

Model 710 Cabinet,brown mahogany, richly
and handsomely decorated with art finish,
tasteful flower design above sliding drop door.
3615 inches high, 323{ inches wide and 21
inches deep. Hinged doors in front of the
album compartments which contain four 12-
inch brown cloth alhums.

Model 710 has the Viva-tonal tone arm, the
new Viva-tonal No. 15 reproducer, and the
12:inch turntable, overlaid with green velvet.
Important exposed parts, except the gun-
metal crank handle and escutcheon, are nickel-
plated. The motor is the three-spring, latest
improved type. Price $175.

Model 700 is the same as Model 710, except
that the cabinet is of two-tone walnut, instead
of brown mahogany, and without decorative
art fimsh. It is very beautifully high-ligbted
and sbaded. Price $160.

Model 810 (closed)

Model 710 (open)

Model 611 (open)

Model 810 offers the music lover a cabinct of imposing pruportions and
magnificent design, in keeping with most luxurious furnishings. All the
important exposed parts, except the gun-metal crank handle and escutch-
eon, are gold plated. Even the hinges and screws, which become visible
when the top is raised, are so treated.

The cabinet is 47 inches high, 33 inches wide, 2924 inches deep and is
of brown mahogany, with handsome decorative art finish. Two vertical
doors, arranged on rollers to slide out of sight on each side of large tone-
amplifying section. Above the doors is a rich floral design. The entire
color effect is unusually rich and in perfect taste.

Model 810 has the Viva-tonal tone arm. the new Viva-tonal No. 1§
reproducer, and the 12 incb turntable overlaid with green velvet. By
means of an efficient device, the massive top raises with feather-like ease.
The motor is the three-spring, latest improved type. Price $300.

Model 800 is the same as Model 810, except tbat the cabinet is of two-
tone walnut instead of brown mahogany. Thuis, too, is a remarkable ex-
ample of the cabinetmaker’s skill. Price $275.

In every Viva-tonal Columbia there is the utmost attention to each de-
tail, seen or unseen, whether it be for ornament, convenience or service.
For example: every Viva-tonal Columbia 1s set off with a harmonious
golden bronze silk grill cloth that screens the tonc-amplifying section,
cve\v Viva-toni]l Columhia is equipped with four removable needle cups.
hen you birst see these Viva-tonitl Columbias you will at once realize
that they embody an expertness of design, decoration and finish, rarely, if
ever before, attained.
The selection, fashioning and polishing of the woods and the whole
delightful ensemble make them both an outstanding achievement in fine
quality cabinet work, as well as masterpicces of lasting and artistic beauty.

Model 611 (closed)

Model 611 combines in a striking degree the artistry
of tbe cabinetmaker with the mechanical perfection and
convenience that marks the Viva-tonal Columbia as ¢
distinct creation. The rich and tasteful color effect of
the walnut cahinet, with its decorative art fimsh and
the exquisite flower design on the door harmonizes per-
fectly with any finely appointed room.
Model 611 1s 1615 inches high, 2134 inches wide, and
2074 inches deep. It has a sliding drop door. The motor
is the two-spring, latest improved type which insures
noiselessness, ease of operation, and many years of service.
Among other features of this model are the Viva-tonal
tone ¢rm and the new Viva-tonal No. 15 reproducer. All
the important exposed parts are nickel-plated, except the
crank handle and escutcheon, which are of gun-metal. The
r2-inch turntable is overlaid witb green velvet, Record
compartments contain two 12-inch brown cloth albums.
Price §115.

Model 601 is the same as Model 610 with the following
exceprions; the cabinet is of two-tone brown mahogany,
high-lighted and shaded, without the decorative art
hnish; albums are not inciuded as standard equipment,
but there 1s a record space to accommodate two 12-inch
albums. Price $90

-

Mode! 810 (open) =

You can play any record of any make on the Viva-tonal Columbia, but your custom-
ers will prefer Columbia New Process Records because of their perfect interpre-
tation and because they are "The ONLY records WITHOUT SCRATCH."

Columbia Phonograph Company

New York
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Brunswick Co. Fired Opening Gun of
Big Advertising Campaign on August 14

Such National Media as Liberty, Saturday Evening Post, Literary Digest, Etc., to Be Used in
Featuring Panatrope and New Acoustical Line of Phonographs

The opening shot of a new, elaborate na-
t:onal advertising campaign on the part of the
phonograph division of the Brunswick-Balke-
Collender Co., Chicago, was fired during the
week of August 14, when a double-page spread
appeared in Liberty of that date. The cam-
paign will branch out into exteusive propor-
tions in September and will include advertis-
ing displays in such magazines as the Saturday
Evening Post, Literary Digest, Good House-
keeping, Harper's Bazar, Vogue, National Geo-
graphic and others. In addition, the present
newspaper appropriations of the company for
all metropolitan newspapers are to be increased

Concurrent with the announcement of the new
publicity campaign comes the statement from
the general offices of the Brunswick-Balke-
Collender Co. that a national campaign is being
planned for the purpose of securing a suitable
name for the new product of the phonograph
division, temporarily being called “The New
Musical Instrument,” which is announced to the
public through the medium of the national ad-
vertisements beginning with the display in
Liberty.

The new Brunswick product, which is ex-

pected to c-eate as big a sensation as the Pana-

trope, and which will be featured with the
Panatrope in the future, was introduced to the
trade several months ago and incorporates the
latest acoust cal developments in mechanical re-
production. It is housed in four unusually
beautiful cabinets, which are the results of al-
most eighty vears in woodworking craftsman-
ship, for which the company has long been
famed. Dealers in all parts of the country have
already received their original shipments of

these instruments and will be in a position to
co-operate actively with the advertising by
means of the tie-ups in their local newspapers.

The complete line of the new instrument at
present comprises four distinctive models, which
are as follows: The Seville, which is a con-

solette of wunusual attraction; two console
models, known as the Madrid and Valencia
styles, and a high-boy type, embodying the

latest designs in cabinet construction, the
Cortez. These four instruments, retailing at
$115, $165, $225 and $300 respectively, present to
the Brunswick dealer a comnmodity with which
to appeal to the purses of all.

The drive, which is to be announced as part
of the advertising campaign, has as its primary
object the naming of the new instrument. Three
prizes will be given for the best names sub-
mitted with an advertising slogan not exceed-
ing ten words. The winning name and slogan
will be chosen on their attractiveness and ad-
vertising value, their application to the sug-
gested usage as well as their brevity and the
ease of pronunciation. No restriction is placed
on those who enter the contest.

In the announcement there will be a brief
outline of the plan under which names may be
submitted with instructions to call at any
Brunswick dealer for complete details and the
necessary literature. By this means dealers
who actively co-operate in the advertising will
be immeasurably benefited in that many will be
visiting their stores.

Many dealers are already preparing their win-
dow displays and their advertising copy in order
that they may be ready as soon as the drive
starts.
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M. J. Polikoff Now With
Knickerbocker T. M. Co.

Widely Experienced Executive of the Piano,
Phonograph and Radio Business Appointed
Sales Manager of the Radio Division

The Radio Division of the Knickerbocker
Talking Machine Co., Inc, New York City,
maker of Knickerbocker radio cabinets and

distributor of radio products, has announced the
addition to its staff of Martin J. olikoff a
manager.

ales
Mr. DPolikoff is widely experienced
in the cabinet line, having been in the phono-
grapl, piano and radio business ten yecar His
experience has been fromn both the wholesalc
and retail angle, which ¢nables him to rende
exceptional aid to the dealer in solving sale
problems. Mr. Polikoff at one time covered
the Eastern territory for the W. W. Kimball Cc
of Chicago, and also scrved as sales manager
for the Rudolph Wurlitzer Co. in the piano and
phonograph departments at the Philadelphia
store. Mr. Dolikoff was more recently con-
rected with the Pooley Co.

In his new position as sales manager of the
radio division of the Knickerbocker Talkin;
Machine Co. Mr. Polikoff plans to spend con-
siderable time¢ on the road calling upon his
many friends, but will make his headguarters in
New York.

Members of the Bakersfield, Cal, Lodge, B.
. O. E., who made the trip to Chicago, 11, last
month to attend the annual convention of the
Elks, were entertained ¢n route on their special
train by a Victrola donated for the trip by Don
C. Preston, who is one of the most successiul
dealers on the Pacific Coast.

The contest, officially announced to the public
in Liberty on August 14, will ¢close on Decem
ber 15.

No. 21
“Jewel Case™ Radio Speaker
Price $45.00

Five foot air column.
Velvet unit with patent-
ed double stylus and
thinnest diaphragm---
won’t blast---won’t dis-
tort---yet supersensitive.
No noise.

The “Jewel Case”--

not merely rare beauty
but new acoustic principles!

franchise!

Sales Dept.,
The Zinke Co.,

1323 S. Michigan Ave.,

Chicago, IlI.

The “Jewel Case”.--like a rich antique jewel
cabinet in outward appearance, with all of the
rare tone beauty of an old violin. Undreamed
of fidelity, and small though it may be, volume "
is greater than any speaker yet marketed.

Velvet Speaker Number 21 is startling in its
far flung progress toward the ideals of beauty
and acoustic perfection. Be first to offer it and
reap the sales.
quality the highest---and dealer, jobber co-oper-
ation unusual,

“Uelvel
RadioSpeakers

The price is reasonable---the

Write today for the Velvet

Manufactured by

The Borkman Radio Corp.,
Salt Lake City, Urah
Kalamazoo, Mich.

ﬁ
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Radio Accessories Build Dealers’ Profits

An Analysis of the Radio Accessories Business Indicates That the
Talking Machine Retail Trade Provides Tremendous Sales Outlet

Because talking machine dealers who handle
radio generally are concentrating their efforts
on the larger units, namely, the radio sets, the
profits in the smaller items that come under the
head of accessories are often lost sight of. The
fact remains that the average talking machine
dealer moves a tremendous volume of acces-
sories over a period of six months or a year—
these items including loud speakers, tubes, bat-
teries, chargers, battery eliminators, antenna
sets, voltmeters, ammeters, hydrometers, etc,,
and according to the results of a survey, the
field for sales of these items is undoubtedly
tremendously large, larger even than the mar-
ket for sets, which by the way has hardly been
scratched, because there is a constant and ever-
growing replacement demand.

Interesting Accessories Facts

Herewith is an analysis of the volume of ac-
cessories moved by three dealers who represent
the three extremes as regards location. The
first dealer (store No. 1), whose location is
such that he enjoys a large transient trade, moves
accessories of all kinds to the average value of
$4,487.50 a month, or $26,925 over a period of
six months, the six months’ period being selected
because during that time in the past the talking
machine dealers have added to their stocks of
accessories those items which rounded out the
line, enabling them to give a correct report of
the average accessories business.

Store No. 2, located in a rich shopping dis
trict, does an even greater volume of acces
sories business, reaching the amazing total over
a six-months’ period of $58,624.50, and store
No. 3, a neighborhood establishment, which has
evolved a plan for bringing its radio customers
back to the store when they need accessories
through battery charging service, reports a
total volume of accessories sales for the six-
months’ period of $8,175.00. These figures, of
course, include the sales of accessories at the time
of making sales of radio sets, in addition to
purely replacement business.

Battery trouble, according to the reports of
retail talking machine dealers who are actively
engaged also in the merchandising of radio,
represents from 50 per cent to SU per cent of

Serving a Transient Trade

Meonthly Semi-Annual
Greoss Greoss

Store No. 1. DBusiness Business
Jattery Elimiaators .......... $ 180.00 $ 1,080.09
Loud Speakers ........... vo..  500.00 3,000.00
ThbED 55560600000000003100600000 300.00 3,000.00
Batteries ........c000 ceieeann 2,631.00 15,804.00
Voltmeters ......oovvieiann., 27.00 162.00
Ammeters .......0 it .50 45.00
Tlydinomelers ....««ags i o000 55.00 330.00
Chargers .. i it 84.00 501.00
Miseellaneous ........00e..... 500.00 3,060.00

$1,487.50 $26,923.00

Located in Shopping Center

Store No. 2. |
750.00

altery LEliminators ......... $ 123.00 s
Loud Speakers ..........0... 1,250.00 7,500.00
Antenna Sets ..., 10.50 63.00
G OGN T TIPIPF 0 00 TP 0000900000 2,000.00 18,060.00
Batteries ................ oY 5,370.00 32,220.00
Voltmeters ..., .. 00ieienenn .50 45.00
TGS 008 800 00 6k ook - 1606 5.00 30.00
Hyrdometers ... oo, .95 16.50
$9,770.95 $58,624.50

A Neighborhood Store
Store No. 3.

BGuattery LEliminators ......... S 150.00 $ 900.00
Loud Speakers ... ..., 300.00 1,800.00
UDES| B £ 2 2 AN e £ R, Exenor. it 337.50 2,025.00
Butteries ................000n 375.00 2,250.00
Misccllaneous ................ 200 1,200.00

$1,36:2.50 $ 8,175.00

the demand for service. In other words, service
men are sent out from these stores from fifty
to eighty times out of a hundred to discover
after testing that the batteries and not the sets
are at fault. This is an important point and
one which the talking machine dealer can turn
to profit by making the best effort possible to

3 o O

TELETONE

‘Roadio £peaker

has vocal cords, a larynx, throat and

mouth . . . any wonder it’s so good?

TELETONE CORPORATION of AMERICA
449-453 West 42nd Street, New York City

sell battery testing and charging devices, such
as voltmeters, ammeters, hydrometers and
chargers. Not only is there a profit on the sale
of these items, but, most important of all, their
use by radio set owners will materially curtail
the needless calls for service, thus cutting the
cost of free service and increasing the profits on
the sale of radio sets. Let the customer test
his own batteries. Sell him the necessary items.
The dealer through right selling can cut service
overhead. Remember that; it is of wvital
portance.

1m-

Maintaining Prices

Some dealers complain that their radio ac-
cessories business is suffering through the oper-
ations of gyp houses and cut-price artists. They
claim they can only meet this form of competi-
tion by reducing their own prices and if they
do this they practically eliminate profits. There
is an answer to this complaint. Think back for
a moment. Is it not true that the gyps have
been doing the same thing with a good many
radio sets? In spite of this fact, legitimate
dealers have been doing an excellent volume of.
set business. The answer is that there are still
people who will pay a fair price for a good
product merchandised by a reputable dealer.
The dealers whose radio accessories business is
1eported on this page all are maintaining prices,
so that they make a fair profit on each trans-
action. The trouble is that many dealers pay
too much attention to what the gyp artists are
doing, and moan over their tactics instead of
getting right down to the business of devising
ways and means of creating sales.

Profit Through Turnover

Admitted that accessories-are small items and
that the profit in dollars and cents on each item
is small, the fact remains that it is not the small-
ness of profit on the individual items that meas-
ures the net profit of the dealer. The relation
of profit to turnover applies just as forcibly in
the radio accessories field as it does to the larger
items. WHhile it is true that the profit is smaller,
so is the investment, another factor that must
be taken into consideration. The profit on one
tube, voltmeter or any other of the necessary
radio accessories may be small, but the figures
cshown herewith illustrate in a most concrete
manner how this small profit, multiplied over a
period of a few months or a year, grows to large
proportions. Think that over.

“Talker” Dealers Get Sales Volume

In connection with these figures it is interest-
ing to note that the radio set and accessories
business of the average talking inachine dealer
runs from twenty-five thousand dollars per an-
num upward. Dealers have reported an annual
business to The World of well over $250,000 a
year, in one case the gross business reported
reaching over $1,000,000. With every one of
the sets sold to make up these large volumes
there was an opportunity for the sale of acces-
sories. Therefore, the dealer who does not
realize the extent of the opportunity had better
do some serious thinking and get in back of his
accessories department with all the merchandis-
ing skill at his command.

Radio Molds Public Opinion

Joseph D. R. Freed, president of the Freed-
Eisemann Radio Corp., Brooklyn, N. Y., em-
phasized radio's contribution to a sound and
enlightened public opinion in a letter to Vice-
I’resident Charles G. Dawes, congratulating the
Vice-President on his remarks at the tercen-
tenary celebration in Salem, Mass,, in which ad-
dress Gen. Dawes linked the Constitution and
radio as offsets to dangerous snap judgments.
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The New Balkite Charger

MODEL ]. Has two charging rates. A
low trickle charge rate and a high rate
for rapid charging and heavy dutyusec.
Can thus be used either as a trickle or
as a high rate charger and combines
theiradvantages. Noiseless. Large
watercapacity. Visible clectrolyte level.
Rates: with 6-volt battery, 2.5 and .5
amperes; with'4-volt battery, .8 and .2
amperes. Specialmodelfor25-40¢vycles.
Price $19.50. West of Rockies $20.

Balkite Trickle Charger

MODEL K. With 6-volt ““A'" batteries
can be lcft on continuous or trickle
charge, thus automatically keeping the
battery atfull power. Convertsthe A"
battery into a light socket “ A” power
supply. With 4-volt batteries can be
used as an intermittent charger. Or as
atrickle chargerif aresistance isadded.
Charging rate about .5 amperes. Over
200,000 in use. Price $10. West of
Rockies $10.50,

s 3

A New Balkite*B" at $§27.50

Balkite *“‘B’’ eliminates ‘““B'* batteries
and supplies* ‘B’ currentfromthe light
socket, Noiseless. Permanent. Em-
ploysnotubes and requires noreplace-
ments. Three new models. The new
popular priced Balkite ‘“‘B'-W at
$27.50 for sets of 5 tubes or less rc-
quiring 67 to 90 volts. Balkite *'B""-X,
for sets of 8 tubes or less; capaciiy
30 milliamperes at 135 volts—$42
Balkite *‘B"-Y, for any radio set; capac-
{ty 40 milliamperes at 150 volts—$69.

Balkite Combination

When connected to the ‘A’ battery
this new Balkite Combination Radio
Unit supplies automatic power to both
“A’ and “B" circuits. Controlled by
the filament switch on vour set. Entirc-
ly automatic in operation. Can be put
either near the setorin a remote loca-
tion. Will serve any set now using
either.4 or 6-volt A’ batteries and re-
quiring not more than 30 milliamperes
at 135 volts of ‘‘B" current—practically
all sets of up to 8 tubes. Price $39.50.

All Balkite Radio Power Units oper-
ate from 110-120 volts AC current
with models for both 60 and 50
cycles. Prices are higher in Canada.

¥

eAnnouncing the new

Balkite Light Socket

Line for 1926-7

A new Balkite Charger «with both trickle and

3.9

high charging rates. Three new Balkite“B’s,

including the new popular priced Balkite

“B”-W at $27.50. The new Balkite Combina-

tion—awith the “A” battery it furnishes auto-
matic power to both circuits.

The new Balkite line for 1926-7 includes:
1. THE BALKITE TRICKLE CHARGER. This you already know

as one of radio’s best sellers. Over 200,000 were sold last year, the first during
which it was on the market.

2. THE NEW BALKITE CHARGER, with both trickle and high
charging rates. Into this charger have been combined all the features of the old
standard Model H Balkite Battery Charger and the advantages of trickle
charging. It will be even more popular than Model H.

3. THREE NEW BALKITE *“B’s” including the new popular priced
Balkite “B”-W at $27.50. Because of its exclusive features, because it is
noiseless, uses no tubes and requires no replacements, Balkite “B” today dom-
inates the “B” market. And it will continue to do so. The three new models
will serve every type of set. Balkite “B”-W at $27.50 now makes Balkite “B”
available to owners of lower priced sets.

4. THE NEW BALKITE COMBINATION. Once connected to
the “A” battery this new Balkite unit furnishes automatic power to both cir-
cuits. Controlled by the filament switch on the set, it is entirely automatic
in operation. It will be one of the outstanding developments of the season.

For both the radio jobber and dealer Balkite has always been one of the
most profitable lines in the industry. Over 600,000 Balkite Units have already
been sold. One radio receiver in 10 is already Balkite equipped. With the
new line, backed by more powerful advertising than ever, Balkite will sell
even more rapidly.

And the profit on Balkite Radio Power Units is clean. Noiseless, tubeless,
trouble-free and unfailing in operation, once sold they stay sold. They move
off shelves rapidly and they don’t come back. Get your share of this profitable

. Balkite

Radio PowerUnits

Manufactured by FANSTEEL PRODUCTS COMPANY, INC., NORTH CHICAGO, ILLINOIS
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Farrand Speakers sold
last season than all
other licensed cone
speakers combined!

FARRAND made the
first cone speaker.~
Farrand still makes
the first cone speaker

The Farrand SENIOR
Speaker with two new
features~—a new driv-
unit and a walnut-lam-
inated wood cone—lend-
ing still further quality
to its performance an
appearance.

$3 2.50

Farran d POWER
Speakercapable of vol-
4 ume equal to that of a
i full orchestra. For

large rooms, restau-
JUNIOR Model — ra
radio’s greatest speak- fi
r value. A smaller
edition uf the Farrand
Senior andits only rival
in performance.

$16.50

(All prices slightly higher West of Rockies)

raternal orders. Ped-
estal model. HNlustrated

$79.50

Also in
WALLMODEL
for hanging—

$65.00

FARRAND MANUFACTURING COMPANY
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FARRAND now intro-
duces a heavy-duty “B”

Eliminator .~ and again

“The Ear Says ‘BUY/”

Farrand

ELIMINATOR

23

F B . E Operates nngO cyéle. alter}?’a: ‘\6'07175/.718(/ /ZUZ.f/g
ARRAND “ LIMINATOR  vGiage capacity wich an out.
g 17 Sty 9l POWER AMPLIFIER

giving the following voltage:
15 to 70 vo!ts on detector tube;

60 to 100 volts to radio fre- The Farrand “'B’’ Eliminator com- =
quency tubes: 135 to 200 volts bined with Power Amplifier—using
onlastaudio stage—equivalent two rectifying tubesand oneampii-
to one stage of power ampli- fving tube. Delivers 400 voles of
fication. Totally frer fromhum, “B’" powet. Used in connection
oy cnoncay phones! Does away with a cone speaker will exactly re-
with bothersome. continual produce the full volume of an
adjustment. Nothing to wear orchestra—completely free of dis-
out. Requires no acid or water; tortion.
uses only one rectifying tube,
$ 50 Uses either UX-213 er CX-313 $ .50
} tube. Finished in bronze steel.

without tube without tubes

(Prices slightly higher West of Rockies)

INC., LONG ISLAND CITY, N. Y.
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it Winning Sales Wrinkles

How a Dealer Tied Up With a New Record Artist and Created a Big Record Demand—Colling-
wood Co. Found Dances a Source of Radio Profits—A Radio Tag That Reduces Service
Trouble—Featuring Portables Sells ’Em—Other Stunts That Mean More Sales

The Luscher Music Store, talking machine
and radio dealer, New York, took full advantage
of the Marion Talley film prepared by the Vic-
tor Co. for the exploitation of this new artist.
This film, which shows the artist going to the
plant at Camden, N. J., and recording “Caro
Nome” and then playing the finished product on
the Orthophonic, was secured by the Luscher
establishment and was shown at the local mov-
ing picture theatre for four days. This store
had an introduction attached to the film giving
publicity - to the business and stating that a
further demonstration of the instrument could
be had at the Luscher Music Store. The setting
provided for the showing of the film was most
effective. When the incident in the film show-
ing the artist singing with the record occurred a
Credenza model, placed behind the screen, started
playing the selection. Then the screen was
raised and a spotlight played on the instrument
A further side to this exploitation stunt was
that the feature film playing at the theatre at
the time was “Yes Sir, That's My Baby." An
Electrola placed on the stage relieved the house
orchestra at intervals during the different shows,
playing the dance record of the selection of the
same name as the picture. The theatre in which
this demonstration was given seats about 3,500,
and as sixteen shows were given during the four
days that the filn was shown it was estimated
by Willian Luscher that approximately 50,000
people heard the new instruments.

Publicity From Dances

The Collingwood Radio Co., RCA dealer, re-
cently seized the opportunity of the annual
dance of the joint alumni associations of two of
the high schools of the city to secure desirable
publicity for the Radiola line. This dance,
which is one of the most prominent of the
social affairs of the season, attracts the interest
of a great many residents of the city, so the
Collingwood organization rented the broadcast-
ing station WJR for a half hour on the night of
the dance. A Radiola 28 and a 104 loudspeaker
were installed in the ballroom and for a half
hour the 250 couples at the dance were waltzing

and fox-trotting to the program broadcast from
the local station. After each number an an-
nouncement was made that the program was
being broadcast through the courtesy of the
Collingwood Radio Co. for the special benefit
of the alumni dance. By thus taking an active
part in the city’s activities the company secured
much very valuable advertising for the Radiola
line and gave an actual demonstration to hun-
dreds of likely prospects.

Tag Cuts Radio Troubles
The radio department of the John Wana-
maker Store in New York is using a tag for the

Radios - Phooographs - Muical Insruments
PAICE —

TEM
Seral No
Finish

Priee Includes

RECS)RD OF INSPECTION [

—RBADIO |lnep by -Pl_-un-r%l-_og-kg _Mae Inst jlg-_g

Mechasical Motor || Actise

EBeanesl__|_ Auo.Step | [ipae =
Emph 4 Finuh_ | LY

Cabunat Cataner [Cons ‘

Frual lronat 1 Final B

RADIO OPERATING EQUIPMENT

{Not mctuded 1n obeee price)
iTem 2773

Tubee
o Tabes

Storags Bastery

| Laud Speaves Plog
v | Actense Equipment

_—

1 Mydeomerer ;AEE_.:'_ o I
Voltmeier — Voltametes
| Mead Phanes
| A supey
I Rtimiease

‘B Elminatos Tubes

g
Bastery Cable

radio sets on the floor that is complete in every
detail. This tag serves two purposes. First,
on the reverse side is the Wanamaker warranty
under which the radio set is sold and which has
been explained in a previous issue of The
World, thus eliminating at the start any mis-
understandings regarding service, replacement
of defective parts, etc. Second, the other side
of the card, reproduced herewith, contains com-

/\

[

1557

Piago Hinge-—any leagth

FULL LINE of HARDWARE

For Radios and Phonographs

87 WALKER STREET

H. A. GUDEN CO., Inc.

1566 '

1582

Portable
Needle Cup

g
\.C/

Invisible Hinge

NEW YORK, N. Y. J

plete information regarding the set itself and
the accessories needed. Also, as will be ob-
served, there is space on the card for a record
of the inspection of the radio, phonograph or
musical instruments; a feature of the tag being
that it can be used for any of the three lines.

Cashing in on Portables
Landay Hall, New York, devotes one of its
windows to a presentation of instruments which
have a special appeal during certain perijods of
the year. Prominent among these are the port-
able talking machines, which occupy the fore-
ground of the display, shown in a variety of
colors and case designs. To the side of the
window a placard calls attention to the desira-
bility of the portable. Pictured across the top
of the placard is a typical vacation scene show-
ing a couple canoeing on a placid lake with a
portable resting in the center of the boat. The
text matter which follows reads:

Away or at Home. A portable phonograph will always
add to your Summer pleasures.

On the porch of your cottage—in thc bungalow—in the
spare seat of the car or in the canoe.

There is always room for it.

Easy to Carry Plays All Records

Dress Makes the Man

The appearance of a salesman is a decided
factor in his success with prospective customers.
Realizing this the proprietor of several music
stores in an Eastern city with the approach of
the Summer season when the heat of the day
tempts members of the store force to discard
vests and coats supplied the salesmen with
alpaca coats, which, while cool, present an at-
tractive appearance. The uniformity of dress
of the sales force also tends toward an attractive
atmosphere.

Keeps Service Men Busy
One of the cleverest stunts that have come to
the attention of The World in some time has
been put over by Kober Bros. Music & Radio
Shop, New York City. The plan is designed
to create work for the service department, and
also to stimulate the sale of radio accessories
of all kinds. Here it is in a nutshell: A card
has been sent to the people throughout the en-
tire neighborhood of the section of New York
City in which the store is located on which ap-
pears the following message:
From the Radio Dentist
Do you ever consider why your radio set does not funec-
tion properly? Tartar on the teeth causes decay—the
same applies to the aerial on the roof. Exposed to the
elements, such as snow, rain and dust, this will in time
bring on corrosion, in other words, form a coating on your
aerial which prevents the radio frequency (broadcasting)
waves from penetrating your set with the proper power.
We are equipped to examine jour aerial and put every-
thing in good working order, at a minimum charge to you.
We will be more than pleased of an opportunity to test
your equipment, for which we make no charge. If same re-
quires any adjustment we will gladly furnish you with
an estimate of its cost. Kindly mail this card.
Yours truly,
Kover Bros., Music & Radio Shop
1259 Third Ave. (Bet. 72nd & 73rd Sts.)
Phone, Butterfield 3126
Name
Address
Most Convenient Time to Call

A Good Market for Radio
Keeping your product constantly before the
eyes of prospective customers is a sure way of
increasing sales totals and this method of stim-
ulating sales was brought about in an interest-
ing fashion by the Independent Radio Supply,
RCA dealer of Knox, Ind. This dealer ap-
proached the business houses and amusement
places and sold them the idea of using a radic
receiver to get baseball scores and other pro-
grams of general interest to amuse and enter-
tain patrons. The merchant buys the loud
speaker, pays about $5 for the installation of a
set, which is loaned by the dealer, and pays the
Independent Radio Supply a dollar a week for
service. This store now has nine Radiola 25’s
so situated in public places, constant reminders
of the desirability of the set, thus creating a de-
mand for the product, and in addition it has
sold nine loud speakers and gets a regular rev-
enue each week from the use of the sets.
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, As you think of this year’s business

7 perhaps these S questions will
; their answers may interest you

3 The Radio youwill handle this fall—

. Is it known to your prospective customers?

Model 35, six-tube receiver,shielded cabinet,

B less tubes and batteries, but with battery cable Atwater Kent Radio is known everywhere because it is completely
attached, §70.00 advertised in cvery legitimate way. And the power of the printed

¥ word, of pictures, of broadcasting is reinforced by the word-of-

y e o s e e o mouth advertising of hundreds of thousands of satisfied owners.

Il hat is the experience of its manufacturer?

7 Model 30, six-tube receiver. Less tubes and bat- Twenty-six successful years in the manufacture of precision elec-
‘ ; teries, but with battery cable attached, $85.00 trical instruments—such is the Atwater Kent record.

IV hat are the facilities and resources
of its manufacturer?

) Artwater Kent Radio is made in the largest radio factory in the

(L RIS SO P 1=t c ety s world under conditions permitting extreme care in quantity pro-

tubes and batteries, but with battery cable A X

attached, $66.00 duction. Behind the product stand stronger resources than those
of any other individual manufacturer and the personal responsi-

bility of a man who demands the utmost in quality and work-

manship in every product bearing his name.

— X S Does it sell easily?
Model 32, seven-tube receiver. Less tubes

)] : and batteries, but with battery cable attach- Atwater Kent dealers will tell you that Atwater Kent Radio—
1 ed, $140.00 rightly designed and manufactured, supported by year-round ad-
vertising and offered at a sensible price—is easiest of all to sell.

Does it stay sold?

This question has been answered by thousands of dealers, who
testify that Atwater Kent Radio requires the least service of all.
Their profits do not melt away in servicing costs.

J FINALLY—

O Yoot Atwater Kent distributors are not merely “jobbers.” They are
Model H Speaker, Model L Speaker, experienced Radio merchandisers who know how to help their
dark brown crys- Aarls DGR EHe retailers sell for a profit. To be sure of getting your share of the
talline finish, $21.00 talline finish,$16.00 . ; N s -

radio business—see the distributor who handles your territory.

Phonograph at-
tachment, with
ninefeetofflex-
ible cord, $6.50

Prices slightly higher west of the Rockles and in Canada
Send for illustrated booklet of Atwater Kent Radio

Every Sunday Evening —The Atwater Kent Radio Artists L
bring you their summer program at g:1§ Eastern Daylight Time, ATWATER KENT MANUFACTURING COMNPANY

8:15 Central Daylight Time, through: A. Atwater Kent, President

wear. New York wre . Washington woN . Chicago 4725 WISSAHICKON A VENUE . i PHILADELPHLA, PENNSYLVANIA
weRl . . Basion ksD . . . . St. Lous wer . Baffal

wsal . Cincimati weeo Mpls.-8t. Paul wwj . Detroit

B a5 TV VVeVeYVYY

- 1

o R e e sl S i IR S ___nu&ﬂd-‘m,\.i



26 THE TALKING MACHINE WORLD

Avcust 13, 1926

Live Buffalo Retailer Has Worked Out a Plan of Outside Selling
That Has Increased His Sales—Using Insurance Men as Collectors N

That canvassing is still an effective method
of pronioting sales is evidenced by the experi-
cnce of dealers who are intelligently getting
out into the field for business. This is true not
only of the new instruments placed on the mar-
ket by leading companies during the past year
or so but also of the talking machines taken
in trade. The time has come when the talking
machine dealer must use the same intelligence
in moving the trade-ins that he uses in seeking
customers for the new instrumcnts.

Selling the Tradz-in Machine

There really are only two ways of selling the
trade-in—one is by bargain advertising and the
other is by getting out and d'gging for pros
pects, and the latter will prove by far the most
effective. The trouble secms to be that a great
many dealers who stage canvassing campaigns
go ahead without regard to expense, and at
the end of the trail find themselves in a hole,
insofar as profits are concerned. Sell these in-
struments fast enough, and put a price on them
sufficiently. high to give the dealer a decent
margin of profit, and the canvassing route will
be found extremely satisfactory.

At least that is the belief of C. O. E. Curtiss,
of the Brunswick Shop, of Buffalo, N. Y., which
during the past year has sold in the neighbor
kood of a thousand talking machines in this
manner, most of them trade-ins.

Auto Truck Used by Brunswick Shop

Perhaps the rcason for the success of the
Brunswick Shop campaign lies in the fact that
its method is a l'ttle different from that of the
average dealer. The Brunswick Shop sends out
an automobile truck loaded to the guards with
talking machines, and in the care of a live-wire
salesman. This salesman actually peddles the
instruments from house to house, and that this
method is profitable is indicated by the fact that
on one Saturday morning alone he disposed of
thirteen talking machines in the colored secc-
tion of the city. These happened to be trade-in
instruments and they were priced high enough
<o that the store made a good profit. The point
is that the dealer lost no time in moving these
instruments, and he sold them to individuals

who ordinarily could not afford to pay the prices
of the new models. This salesman has combed
the city for business, and he has established
an acquaintance in various parts of the city
that now makes selling easy.

Of course, where machines are sold in the
busier sections of the city, credits must be
watched with particular care, especially where
sales are made to colored people, who it is

New instruments and trade-
ins can be moved from the
wealer's warerooms by getting
out and digging for prospects.
when the demand naturally
slows down, experience has
taught progressi.e merchan-
disers the time is ripe for a
canvassing campaign. Sales-
men can thus be kept profit-
atly busy and the cost is no
greater than having idle sales
people in the store. Canvass-
ing is the real solution of
the “Summer slump.”’

known have happy-go-lucky, care-free disposi-
tions and who will just forget about the pay-
ment due unless someone is right on the job
to call their attention to it.
Insurance Men Make Good Colleetors

If regular collectors were to be employed
to call each week or month on these patrons, the
cost of procuring the money would be so great
that the decaler’s profits would be conspicuous
by their absence, and the whole canvassing
campaign would thus become a losing proposi-
tion. However, the Brunswick Shop has cut
the cost in this end of the business to a mini-
mum in a rather clever manner. Briefly, in-
surance men are used as collectors. In every
part of the city, no matter hew poor, the in-
<urance man has a contact with the people that

Added Profits from

BURGESS RADIO BATTERIES

Almost invariably the home with a phonograph
owns a radio set—and quality dictates the buy-
ing preference.

Confidence in the quality and absolute dependa-
bility of Burgess Radio ‘A,’ ‘B’ and ‘C’ Batteries
is ncw firmly established.

The Burgess line is the logical quality line for
phonograph dealers to handle.

“Ask Any Radio Engineer”

BURGESS BATTERY

COMPANY
DRY BATTERIES

Engineers  Manufacturers
Flashlight Radio Ignition
Telephone

General Sales Office:
Harris Trust Bldg., Chicago
Laboratories and Works: Madison, Wis.

Branches: New York, Boston,Kansas City,
Minneapolis, Washington,
Pittsburgh, St. Louis
In Canada: Plants, Niagara Falls, Winnipeg
Branches: Toronto, Montreal, St. John

the talking machine dealer could never hope to
have. He visits them regularly. He knows
their idiosyncrasies. He can use the methods
which he knows from experience will be most
effective in getting the money and he does so,
with the result that the dealer has very little
to worry about in connection with outstanding
accounts.

These insurance men collectors receive a
small commission on the money they bring in,
making it worth their while, and at the same
time the commission is sufficiently low so that
the dealer does not suffer.

Cover Large Territory

Canvassing for business is a worth-while
method of sales promotion in connection with
the new models now on the market as well as
with the trade-ins. The Brunswick Shop has
from five to eight salesmen continually on the
road within a radius of fifty miles of the store.
The men travel about in Fords and thus are
able to get into the outlying districts. This
dealer claims that canvassing is actually a
cheaper method of securing business than sell-
ing from the floor to customers brought in by
advertising. His contention is based on the
fact that the men are not paid unless thev make
<ales, that is, they receive commissions onlyv
and through them do a greater volume of busi-
ness, bringing the unit cost, particularly selling.
down considerably. Of course, it must be borne
in mind that volume is necessary to profit in
canvassing, especially where the salary method
is employved in paving outside men.

Another point that cannot be emphasized too
strongly is: Right now is the tim2 to get busy
canvassing for business; that is one of the
methods that will make unnecessary the time-
worn alibi of Summer dullness.

Radio Center Announces a
Plan to Aid Manufacturers

In pro-rating the year’s expense, Col. S. Her-
bert Mapes, president of Radio Center, Inc., has
evolved a plan whereby radic manufacturers
who have not already availed themselves of the
display and demonstration privileges of Radio
Center may take space for August and Septem-
ber, thereby permitting the industry to exhibit
and demonstrate radio products during the
height of the selling season and throughout the
term of the September Radio Show at Madison
Square Garden. Col. Mapes explained that this
will enable the manufacturers to try out the
advantages of Radio Center at nominal cost.

Hazeltine Corp. Wins Suit

The Electric Service Engineering Corp. of
New York recently was restrained from mak-
ing or selling radio apparatus which infringes
the Neutrodyne invention of Prof. L. A. Hazel-
tine, by a perpetual injunction signed by Fed
eral Judge Thomas D. Thacher. All officers,
employes and agents of the company are also
enjoined by the court’s order from making or
selling such apparatus. This decree of Judge
Thacher follows his recent decision wherein he
held the Hazeltine invention was valid and had
been infringcd. This is the result of a suit
brought by the Hazeltine Corp. and the Inde-
pendent Radio Manufacturers.

!

The Pease Piano Co., formerly located at 34
Flatbush avenue, Brooklvm, N. Y., has moved
to attractive new quarters at 58 Flatbush ave-
The Pease Co. handles, in addition to
records, radio and

nue.
pianos, talking machines,
smal! musical instruments.



The Talking Machine World, New York, August 15, 1926

Maln |
REPLACEMENT 'MATERIALS

R T_qALLEY Forge products are

€ A} Vg being used wherever good
Val‘PhomC Nf; business judgment demands
that only the finest materials be

A new.reproducer made used in their talking machine re-
exclusively by. us, ex- pair department, and too, where
PEESSCS everything th.at thev are particularly interested in
. expected of one of its keeping down their costs. For in
kind. all Valley Forge products vou find

both quality and price and those
whom we serve know that service
here 1sn’t forgotten. That’s one of
the reasons why “VF”’ products are
becoming so very popular.

A special new feature is
the “Valfor” antique
finish, which adds to its

appearance.

You will be more than
pleased with its except- “Another reason is because |

ionally fine tone qualities. | all Valley Forge Main |
k Springs are non-jump,; and
' come wrapped in a rust- g

| proof paper — Mocolene. i

[V

Order one and try it out

Valley Forge Headquarters

D a1 S Tad i e B0 e —.‘-':.'
B+ 730 MARKET STREET
PHILADELPHIA, US.A.
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How Live Atwater Kent
Dealers Are Cashing In

Disabled World War Veteran Building Suc-

cessful Business-—Radio.Featured in Parades
by Retailers—Effective Radio Publicity

If you are merchandising a product that you
think is good, tell the public about it and keep
the merits of the line before prospeclive buy-
ers all the time. This is the principle in back
of most business successes and it' is the basic
reason why most of the dealers mentioned be-
low have built up successful radio
volume,

Elliot \Wade Patrick, dealer of Brookfield,
Mo., who features the Atwater Kent radio
line, although working under the tremendous
handicap of physical disability, has built up =
profitable radio business through constant pub-
licity and the application of real merchandising
prirrciples. MNr. Patrick is paralyvzed from the
hips- down, the result of an injury suffered
during the World War. This has not pre
vented him from directing the affairs of his
business. He is assisted in the store by a girl
bookkeeper and his mother. Qutside men are
constantly covering the territory, digging up
prospects, following up prospects and closing
sales. Sales-are so brisk that two men are kept
busy erecting aerials. Mr. Patrick is authority
for the statement that business during the
1925-27 season. will show a 50 per cent to 75
per cent gain.

Another live Atwater Kent dealer: who
brought his business and the line he handlcs
before thousands of people is E. B. Wilkes
Mr. Wilkes took advantage of a parade during
the Peach Harvest Festival, Picayune, Miss
to enter a float that attracted wide attention
among local people as well as about 20,000 visi-
tors. The float consisted of an automobile
made up to resemble a boat and on the after
deck was a mammoth Atwater Kent radio set
and speaker. The set was made of brown
cardboard and pie plates were used as dials.
This was an unusually eye-arresting and effcc-
tive bit of publicity.

A. F. Beyer, one of the leading dealers of
San Antonio, Tex., also used the float idea dur-
ing a recent parade in that city. An Atwater
Kent radio set was part of the equipment of
the float and by this means and a loud speaker
the crowd was treated to a musical program
being received through the set. A large poster,
advertising the set, completed the picture, mak-
ing an impressive showing.

Paul B. Tice, dealer, of Ilebanon, Pecnn,
took an Atwater Kent set with him to a camp
ing settlement. Demonstrations caused the
campers to sit up and take notice. Result:
Several profitable sales.

Radio_ Service School

Derrorr, MicH., August 6-—The Michigan
Radio Trade Association, which conducted a
training school for radio men last year and
this Spring, graduated seventy-five students, all
thoroughly grounded in every angle of installe
tion, repair and service work, gave another two
weeks’ course during the period of July 19 to 31
for the benefit of dealer members and their
sales and service staffs.

sales
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Read a message of
vital importance to
every talking ma-
chine dealer on

PAGE 33

DeForest Radio Co. Resumes
Manufacturing Activities

Arthur D. Lord, Recently Elected President,
Outlines Company’s Plans—Charles A. Rice
Appointed Director of Sales

Announcement is made of a resumption of
plant activity by the DcForest Radio Co. at
Jersey City, according to a slatement issued
by the company, which will continue produc-
tion under the direction of Arthur D. Lord,
recently elected president. Mr. Lord reports
the appointment of Charles A. Rice, former
assistant sales manager, as director of sales

“Comprchensive plans for the coming radio
season are being formulated for DeForest
wholesale distributors and rctail dealers,” says
Mr. Rice, “espcecially in the tube field. In ad
dition to the present line of highly specialized
standard audions for receiving sets, the com-
pany is also furnishing a great portion of the
tubes used in amateur transmitting stations in

this country and abroad. It is supplying tubes
also to the United States army and navy, as
well as to foreign governments. It is now plac
ing on the market a new specialized radio fr

quency amplifying tube to be known as th
type D1.-4, for use in neutrodyne sets and
circuits of the ncw bridged type.”

The DeForest Co., which is the pioneer radin
tube manufacturer in the country, recently ex
panded its tube department with enlarged quar
ters, and new machincery for the manufacture of
the DeForest “Audion” invented by Dr ILect
Delorest, who is internationally known as th
“father of radio broadcasting.”

Another change in the personnel of the com
pany is the appointinent of W. C. von Brandt
formerly sales manager of the Eastern division,
to the position of export manager and technical
sales adviser. Dr. J.ee DeForest, it is announced,
will continuc to act as chief consulting engineer.

Application has bcen made to change the
name of the Phonograph Shop, Inc, at Colum-
bia, S. C., to that of the Columbia Music Co.

6‘A” SPACE FOR 135 VOLT “B” BAT-
TERY OR MU-RAD B ELIMINATOR
“B”

POWER
TUBE

Single tuning control.

in radin.  Protective

Dept. W., Asbury Park

€699 SPACE FOR “A” BATTERY
AND TRICKLE CHARGER

You Can’t Lose!

You've got to come out ahead! A unique
idea in radio merchandising plus the New
Mu-Rad Super-six Receiver makes your
profits safe and certain!

The MU-RAD Super-Six Receiver

Custom built—quality first, rather than mass production
—37 individual 1nspections assure flawless performance.

The MU-RAD “Golden Rule” Policy

A reciprocal arrangement—firm, fair, faultless—unique
territory,
bonuses in proportion to sales and a fixed plan for ex-
changing old for new models to consumers.

This 1s the sixth vear of broadcasting. Sig-
nificantly it 1s Mu-Rad’s sixth year also.
You are dealing with an established house.

MU-RA

RADIO CORPORATION

small commitments,

New Jersey
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(ihémber_ E)pposes Effort to Increase
Rates on Phonograph and Radio Cabinets

Submits Brief Opposing Railroad’s Claims at First Hearings Held in New York on July 15—
Controversy of Importance in Regard to Future Attitude of Railroads

Docket 27, now under consideration by the
Official Classification Committee representing
all the railroads in the country, contains a pro-
posal of the railroads to make a special rate for
phonograph and radio cabinets, which would
materially increase these rates over those now
in effect. The same docket includes a proposal
by radio manufacturers to establish a special
classification for radio mechanisms for installa-
tion in cabinets at the same rate as talking ma-
chine mechanisms.

The first hearings were held in New York on
Thursday, July 15, at which the phonograph and
radio interests were represented by the Music
Industries Chamber of Commerce. A commit-

ockford

Hardware
The Rockford Line of

Hardware is complete.
Over 300 high grade items
for pianos, phonographs
and radio cabinets. Your
needs can all be supplied
to advantage. Quick de-
livery assured from our
centrally located factory.

Werite today for samples of
items you use, and catalog.

National fock Co.,
Rockford. JI1.
U. S. Al
Cable Address—Natlock

Branch Sales Offices:

Chicago, 1ll.

Cincinnati, O.

Detroit, Mich.

Evansville, Ind.

Grand Rapids. Mich. Sheboygan, Wis.

High Point, N. C. St. Louis, Mo.
Los Angeles, Cal.

Indianapolis, Ind.
Jamestown, N. Y.
Milwaukee, Wis,

Seattle, Wash.

tee of traffic managers prepared a brief, which
was presented by Alfred L. Smith, secretary and
general manager. This special committee act-
ing in this matter consists of W. H. Lockwood,
traffic manager, Brunswick-Balke-Collender Co.;
W. F. Varin, chief accountant, Sonora Phono-
graph Co.; W. Hildebrand, traffic manager,
Thomas A. Edison, Inc.; L. R. Ahern, traffic
manager, Columbia Phonograph Co.; George \V.
Knight, trafic manager, Charles Freshman Co,
Inc.; William T. Rogers, traffic manager, Freed-
Eisemann Radio Corp. These traffic managers,
with the exception of Mr. Lockwood, also ap-
peared individually to supplement the brief of
the Chamber.

Hearings were also held in Chicago on July
22. Additional briefs were filed by the Chamber,
and W. H. Lockwood, chairman of the Cham-
ber’s Traffic Committee, made a special argu-
ment. Traffic managers of the Zenith Radio
Corp. and Stewart-Warner Speedometer Corp.,
both of whom are members of the Chamber,
also appeared.

In view of the recent attempts of the railroads
to increase rates on phonographs, as well as the
well-known attitude of the railroads looking to-
ward such increases in the future, these pro-
posed increases under consideration are of par-
ticular importance. The result of this contro-
versy may determine much future action with
respect to rate changes. It is likewise impor-
tant, in view of the infancy of the radio in-
dustry, in which rates are as yet largely un-
established, that each specific radio rate, when
established, be done so properly.

The brief filed by the Chamber at the New
York hearings, dated July 16, 1926, is as follows:

“The Music Industries Chamber of Commerce
1s composed of eleven national trade associa-
tions, representing the manufacturing, jobbing
and retail interests of practically every branch
of the music industry. We appear today
especially in behalf of manufacturers, jobbers
and retailers of phonographs, as well as a
number of manufacturers of radio sets and ap-
paratus who belong to our organization, relative
to Docket 27, Subject 47 furniture cabinets;
music, music record and talking machine record,
and Subject 49 furniture cabinets; radio or talk-
ing machine (without mechanisms).

Subject 49
Furniture Cabinets; Radio or Talking Machine
(Without Mechanisms)

“We wish to discuss with you first Subject
49 furniture cabinets; radio or talking machine
(without mechanisms), which is the carriers’
proposal, establishing an additional classifica-
tion, to which we are very strongly opposed.

“There is no practical connection between
radio cabinets and talking machine cabinets
(without mechanisms), and therefore no justifi-
cation for embracing them within the same
classification description.  Talking machine
cabinets (without mechanisms) constitute en-
tirely a partially manufactured product, shipped
only for purposes of further manufacture, and
have never been sold through retail channels or
to the ultimate consumer; while, on the other
hand, a large portion of the radio cabinets are
finished products designed for sale through re-
tail channels and sold to the ultimate con-
sumer.

“There is no reason for a new item to cover
talking machine cabinets (without mechanisms),
because this article is already provided for by
Ttem 4, Page 200, Consolidated Freight Classi-
fication No. 4. Furthermore, an investigation
we have made through our members and all
other manufacturers of talking machines indi-
cates that there has never been and will not be
any movement of talking machine cabinets
(without mechanisms) in less than carload lots.

Therefore, insofar as the proposed less than car-
load rate is concerned, it would be a paper rate.
Subject 47
Furniture Cabinets: Music, Music Record, Talk-
ing Machine Record

“Under Subject 47 furniture cabinets: Music,
music record or talking machine record, the car-
riers propose to increase the less carload rat-
ings in all territories from first to one and one-
quarter time, first-class and carload rating in
western territory from third class to second.
We wish to register our strong opposition to
this proposal at this time.

“We know of no justification for this pro-
posed increase, and we therefore believe that
this proposal should not have been made at the
present time, and that we should not be called
upon to submit evidence to support our opposi-
tion in view of the fact that this, being a furni-
ture classification, is involved in the investiga-
tion of rates on furniture. Order No. 18323.

Columbia Co. Advertising
Records in Page Publicity

Impressive Advertising in the New York Times
Tells the Public of the Latest Record De-
velopments on Columbia Discs

A full-page ad in the New York Times, part
of the national newspaper advertising of the
Columbia Phonograph Co., devoted to the New
Process Records, set forth the merits of the
Columbia discs in a strong and eye-arresting
manner. The ad was illustrated in a manner de-
signed to catch the attention of the reader and
the text message in part read:

“Not only do Columbia New Process records
afford an entirely new conception of phono-
graph music as now rendered with absolute
fidelity to the original, but the entire absence
of scratching sounds on the smooth, silent sur-
face is exclusively a Columbia feature.

“If you have not yet heard Columbia New
Process records, a great treat is in store for
you. Your phonograph, no matter of what
make or style, will suddenly become a far more
valuable means of entertainment than you ever
supposed it could be.”

New Process recordings of great symphonies,
dance music, etc., also come in for their share
of attention. Altogether it is advertising of
the highest type and should have a marked in-
fluence on the record business of the dealers,
especially those dealers who tie up with this
publicity in their sales promotion campaigns in
an effective manner.

Plan Formation of Texas

Radiola Dealers’ Ass’n

Action Taken at First Radiola Dealers’ Service
School at Offices of the Texas Radio Sales
Co., Inc., Distributor in Dallas

Dairas, TeEx., August 4—The first move toward
the organization of a Texas Radiola Dealers’
Association was made at the Radiola Dcalers’
Service School in the offices of the Texas Radio
Sales Co., Inc. recently when Hal Corry was
appointed temporary organization chairman and
Robert Watkin was appointed secretary.

The service school held late last month was
the first of its kind in this section, said Will J
Schnelle, and about 200 dealers from all parts of
Texas, Oklahoma, Arkansas and New Mexico
were in Dallas to learn how to service the
Radiola. E. C. Carlson, advertising manager:
Howard Mandernach, service manager, and E.
M. Rowlev, Radiotron specialist, all of the
Radio Corporation of America, handled the
technical subjects of the Radiola, and C. A.
I.indevall, sales promotion manager of the Bur
gess Battery Co., handled the subject of bat-
teries. Local advertising and merchandising
men gave talks on those lines. Sanger Bros.
co-operated in the demonstrations.
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“We turn our battery stock weekly”

MR. J. G. STRADER, treasurer of Strader’s Music
Shop, 956 East 55th Street, Chicago, says, “We
have been concentrating on Eveready products for
some time, tying up with the big national cam-
paigns that you are now running. We very often
feature Eveready Radio Batteries as well as
Eveready Flashlights in our windows, for we have
learned to push fast-selling items. Our trade now
demands Evereadys in preference to all others.
Inasmuch as we turn our stock of radio batteries

because the consumer, whose opinion is the only
one worth considering, takes to them like a duck
takes to water. This is why our battery business
cnjoys a stcadily increasing growth: The buyer
may forget you for weeks and months due to the
long life of the ‘A’ and ‘B’ batteries, but their ever-
lasting good service will bring him back, and his
friends will come too.”

The Eveready line is a logical one for every
music establishment that 1s interested in quick turns

weekly, the space and effort

and profits. Order Ever-

devoted to their display are Tuesday night means Eveready Hour—8 P. M., eady Radlo Batteries from

more than justified by the Eastern Standard Time, through the following your jobber.

result. stations: Manufactured and guaranteed by
u« 1 WEAF-New York wGr—Buffalo waksbicage Nationar Carsox Co., Inc.
After trying several wJAR-Providence wcae—Pittsburgh woc-Davenport New York 3 fA I

competing makes of bat- wEeE-Boston wsar-Cineinnati wcco{Minneapali: B8 2@is af L ianasey
5 £ d th wTAG-Worcester wram-Clewveland St. Paul Atlanta Chicago

teries we have oun that wrI—Philadelphia wwi-Detroit Kkso-S8t. Louis Kansas City

it pays to handle Evereadys

Canadian National Carbon Co., Limited

Toronte, Ontarie

eVEREADY

Radio Batteries

~they last longer
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How West Coast House Built Radio Profits

Kinney Bros. & Sipprell, of Everett, Wash., Employ Twelve Good
Salesmen to Cover a Large Territory—Profiting by Past Mistakes

The interesting experiences of a music house
which was organized in the Far West shortly
before the national development of radio as a
retail proposition and which used the popularity
of radio merchandise to increase its volume of
business and justify an expensive new building
were related recently by A. H. Kinney, of Kin-
ney Bros. & Sipprell, music dealers in Everett,
Wasli. The firm was organized in 1918 strictly
as a phonograph and piano store. In February,
1920, the steady expansion of the business led
to the company’s removal to a new building of
its own at 1705 Hewitt avenue, which was built
exclusively as a music store and contained
twenty-seven separate roems.

“During the early part of 1921,” Mr. Kinney
stated, "we were brought facc to face with the
cold facts that business in the music line did
not justify so expensive a location in our city
unless something out of thc ordinary could be
done to bolster up volume. Radio was just be-
ginning to be known in a commercial way and
we felt that it had great possibilities. We im-
mediately startcd looking for the right man to
head this department, and firally settled on
Clifford Carpenter, who at that time was super-
intendent of schools. Mr. Caipenter had al-
ways been a radio enthusiast, was a graduate
in electrical engineering, had taught radio in
the navy, and had built a great number of re-
ceiving sc¢ts, as well as amateur sending sets.

“Under Mr. Carpenter’s direction we pro-
ceeded to make arrangements for the manufac-
ture of sets and installed quite an extensive
parts department. This department was op-
erated some six months, and met with success,
su far as complete sets were concerned, but
proved disastrous from the parts standpoint
We had no end of youthful purchasers, but
found that their buying power was extremely
limited, and that it required many dollars’

worth of education and inforination to sell them
two or three dollars’ worth of parts, and that
after making the sale, if the set which they
built did not operate properly, we were held re-
sponsible. It was a very unsatisfactory business

IMPORTANT!
READ CAREFULLY

Qur Service Policy

Every Radio set sold by Kinney Bros. & Sipprell is
fully guaranteed both by the manufacturer and by us
against defects in manufacture, providing such defects are
reported to us within 30 days from date of sale.

Our Service Department is for your convenience. We
will be pleased to have a representative call if at any
time your set ceases to operate in a satisfactory manner.
1f our examination of your set develops a defect of man-
ufacture there will be no c¢harge for this service. If, how-
ever, our service man finds that your set is not funec-
tioning properly due to a run down condition of batteries,
tubes, etc., or has not been operated properly or is damn-
aged by abuse, a nominal service charge will be made.

Where service charge is made our service man will
render receipt for same.

Tubes and dry cell batteries are only guaranteed against
manufacturing defect. No operating life is specified in
vither case.

You appreciate that it is impossible for us to guaran-
tee this set for distance as results vary with different
locations, atmospheric conditions, local disturbances and
the ability of the operator.

This set and its accessories have been
thoroughly tested under actual operating con-
ditions before leaving our store and is O. K.

Signed coviiiiiiiiiiiii et iie it taaaa,
KINNEY BROS. & SIPFPRELL
Phonographs—Radios—Pianos

1705 Hewitt Ave. Everett, Wn. Phone M. 797

The Kinney Bros. & Sipprell Guarantee

“Some three mouths after the installation of
the department Mr. Carpenter induced us to in-
stall a broadcasting station. He built the sta-
tion complete from parts, which was rated only
as a five-watt station. This station, however,
was picked up at all points in the United States,
as far East as Tarrytown, N. Y., and Wrangell,
Alaska. The station was operated for approxi-

WESTO

. with HIGH

Explore the Air!

And Find More Dealer Profits

REDUCE servicing overhead on every set you sell and make a profit at the same

time on the sale of a Weston Quality Radio Instrument.

This new Weston de-

vice is really two instruments in one—a Pin-Jack Voltmeter to measure filament
voltages—and a high range stand into which the voltmeter plugs for measurmg

battery voltages up to 160 volts!

"It shows the customer how to economize

on tubes, tells him the condition of his batteries and makes him a continuous
and long-time profit-maker for you instead of a one-time, dissatisfied buyer.
{ In the past you have always been able to count upon Westons to move
quickly from your shelves and to move other merchandise with them.
The new Pin-Jack Voltmeter, with High Range Stand. is a unique
all-round testing radio instrument.

Weston Electrical Instrument Corporation :

STANDARD_THE WARLD.OVER

\ {WESTON

Plioneers since 1558
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190 Weston Avenue, Newark, N. J.
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~during the Summer months.

mately two years. At the end of that time
we were forced to junk it, and withdraw from
the parts business. Complete sets were begin-
ning to cume through, and we handled a num-
ber of the early makes. We also discovered
about that time that our small station was a
hindrance rather than a benefit, as the better,
more powerful stations were putting on ex-
cellent programs, with which we could not at-
tempt to compete, and that being on the air
simply made it more difficult for our local peo-
ple to get the better programs. We therefore
dismantled the station.

“"Any firm that has followed the radio busi-
ness since 1921 is thoroughly conversant with
the troubles which attended it. Possibly the
greatest obstacle to be overcome was the in-
ability of the average customer to understand
his set or to get anything like satisfactory re-
sults. The crude sets during the first years
werc extremely expensive to operate. Tubes
and batteries were unreliable, and fully two-
thirds of sets received from factories would not
operate without being overhauled.

“W. H. Kinney, who has always had charge
of our radio department, was not discouraged
at any time, even though we were continually
losing money. He was confident that the busi-
ness had a future, and that sooner or later the
public would become sufficiently familiar with
radio so that they could operate it satisfac-
torily and that the manufacturers would turn
out a product which would give satisfaction.

“Finally, we had two large receiving stations
built for testing sets out of town. One of these
was locatcd at Blackman’s Lake, some eight
miles southeast of Everett, and one at Silver
Lake, six miles southwest of Everett. In these
two stations we have tested some two hundred
makes of radio sets, and have selected from
these the ones which we thought would give the
best satisfaction in the hands of the public.

“*QOur radio department has been an expense
item continually until the past eight months.
During the Summer of 1925, however, things
took a better turn. \We were able to do a very
substantial volume of business, which we feel
was the result of our long and careful study oi
the radio business. At the present time we are
handling several factory lines, those of the
Freshman, Atwater Kent, Thompson and Kadio
Corp. of America. We employ four technical
men in our service department, and even with
a very substantial volume the margin of net
profit is extremely low. This is due to the
short discounts from the factories and to the
heavy service connected with the technical de-
partment.

“Radio is too much in demand to justify a
general canvass. We find the best means of ob-
taining prospects is to insist that the salesmen
call back on their sales within ten days, make
any adjustments necessary and obtain prospects
from these sales. We are enclosing herewith
service card which goes with each set, and
which we find eliminates a great deal of argu-
ment and dissatisfaction.

“We are frank to admit that we have not
solved the service problem, and that our de-
partment is still operating under too heavy an
expense. The only possible way of overcom-
ing this is by using a sufficiently large sales
force to develop a volume which will stand a
heavy service cost. We are now employing
twelve salesmen, who cover our territory quite
thoroughly. From all present indications, there
will be no appreciable let-up in radio business
As a matter of
fact, our radio business during June, July and
August of last year grew coutinually and
reached its peak in November.”
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Sell Them a SUPER-Reproducer -

and they will again become your record cus-

tomers ot buy a new type phonograph of you

ymphonie
PHONOGRAPH REPRODUCER

is the first, original, and best independent REPRODUCER having a metal (alloy) diaphragm.
Please note that the reproducers with which the most prominent phonograph manufacturers
equip their new instruments, have alloy diaphragms.

SYMPHONIC has been designed and built to attach to the various makes of old type phono-
graphs for playing the new electrical records properly—and it does Just that.

SYMPHONIC will bring heretofore hidden SYMPHONIC can be sold with our money
notes out of your old records back guarantee

SYMPHONIC will play bass and treble SYMPHONIC is sturdily built

notes SYMPHONIC is sensitive

SYMPHONIC is accurately proportioned SYMPHONIC has practically world wide
and spaced distribution

A total of 87 years of experience in the phonograph industry, and a hard-earned reputation
for square dealings is back of the men manufacturing and marketing the Symphonic

Phonograph Reproducer.

Write us for the name of your nearest distributor in the United States (Hawaii
and Porto Rico), Canada, Cuba, Mexico, China, Japan and Argentina

SYMPHONIC SALES CORPORATION

LAMBERT FRIEDL, “President
370 SEVENTH AVENUE NEW YORK CITY

L8

Ossit our “Demonstration Salon

at 1633 Boardwalk, cAtlantic (ity
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Atlas Cases Prevent Damage to Radios

Atlas Plywood Packing Cases deliver radios in exactly the same con-

dition in which they leave the factory.

3-ply walls prevent it.
rigidity resist all transit jolts.

No finish marring—their

No broken parts—their great strength and

And Atlas Cases are quickly assembled. They’re bound to save you

lots of labor.

Their appearance is all to your advantage, too. They’re

handsome and sturdy looking, while their smooth veneer sides make

their advantages.

your printed trademark stand out in fine style.
Try some Atlas Cases on your next shipment.

That’ll show you

PARK SQUARE BUILDING, BOSTON, MASS.

New York Office
90 West Broadway

Chicago Office
649 McCormick Building 139

Educational Merchandising Campaign of
Federal Radio Corp. Is a Big Success

L. E. Noble, Vice-President of Corporation, States Meetings Have Instilled New Confidence in
Dealers—New Ortho-sonic Model “C” Introduced During Campaign

Burraro, N. Y., August 7—The Federal Radio
Manufacturing Corp., which through its job-
bers throughout thc country has been cou-
ducting a series of educational merchandising
campaigns, and at the same time introducing
its new Ortho-sonic "C” model, reports results
vastly greater than it had anticipated carlier in
the season.

These meetings, according to L. E. Noble,
vice-president of the company, have instilled in
the dealer a new confidence in Federal prod-
ucts and the company’s merchandising policies.
Warm weather selling plans have been dis
cussed chiefly at these wmeetings and those
dealers who have taken advantage of the vari-
ous Summer merchandising plans outlined
have profited accordingly, Mr. Noble said.
\WWith national distribution of Federal outfits,
the mieetings were conducted by the manufac-
turer’s jobber in the principal sections of the
country, the series starting in the New Eng-
land section.

The H. P. Sinall Co., Federal jobber in Bath,
Me., expressed great enthusiasm over the suc-
cess of the education meeting held in its
warerooms for dealers in that territory. Other
New England jobbers who conducted dealer
meetings and demonstrated the new Ortho-
sonic model were R. V. Pettingell Electric
Supply Co., Boston, and the Crown Light &
Radio Co., New Haven. . H. Lyon, Federal
representative in the New England section,
gave a number of constructive Summer selling
talks and also demonstrated the “C” receiver.

New York State retailers were guests of
jobbers in their respective territories The
jobbers who entertained Federal dealers in
this State included: Musical Products Dis-
tributing Co., New York City; Albany Hard-
ware & Iron Co., Albany; Horrocks Ibbotson
Co, Utica, and the Buffalo Talking Machine
Co. At the New York City meeting, held at
the Waldorf-Astoria, L. E. Noble and L. C
F. Horle, chief engineer of the Federal Corp
were in attendance and addressed the dealers
The new Federal model created much com
ment at this meeting following the demonstra-
tion.

This feat was duplicated, resulting in the
same enthusiasm, on the part of dealers in Chi
cago, where the L. Markle Co. assembled its
retailers.

The Grier-Sutherland Co., Detroit jobber,
cepresentative in the Michigan territory, re-
ported to the Federal plant that its meeting
was highly successful, and the Michigan radio
dealers were particularly interested in the Suin-

mer merchandising ideas offered by the Fed-
eral Corp. This firm, to further spur dealers
to greater interest during the warm weather,
offered a large oil painting as a prize to the
dealer who olfered the best sales plan for the
Summer months,

{n Pennsylvania R. E. Tongue & Bros. Co.,
of Philadelphia, and Hamburg Bros, Pitts-
burgh, both jobbers, inade extensive plans for
the entertainment of their retailer guests and

I C. I‘IHI_]_)ICS as Result -

of Injuries in Auto Wreck

Field Manager of Radio Division of American
Bosch Magneto Corp., of Springfield, Mass,
Killed in Accident in Macon, Ga.

The many friends of Irving C. Fink, field
manager of the radio division of the American
Bosch Magneto Corp. of Springfield, Mass,,
were shocked to learn of his death in Macon,
Ga., as a result of injuries sustained in an auto-
mobile accident near that city. In attempting
to turn aside for another car to pass during a
heavy rainstorm, Mr. Fink’s automobile over-
turned and burst into flames, pinning him in
the driver's seat. He died from internal inju-
ries and inhaled gasoline fumes soon after lis
removal to a hospital. Mr. Fink is survived by
his mother and father, two brothers and a
sister,

Executives of the American Bosch Magneto
Corp. have issued the following statement:

“The executives and staffl of our company
mourn the loss of Mr. Irving C. Fink, who met
with an accident which ended fatally. We lose
a friend and one whose unusual capabilities and
splendid character won for him an enviable
reputation and a host of friends from coast to
coast. His colleagues will always cherish the
memory of this friend, whose kindness of heart
knew no bounds.”

A New Use for Radio

The department of Motor Vehicles of the
State of California has installed an Atwater
Kent model 30 receiving set aboard the first
road service car to be operated. The car will
tour the State, giving demounstrations, ex-
aminations of drivers and automobile informa-
tion. The inspectors in charge of the car will
keep in touch with headquarters with the aid
of the radio set.

reported excellent results. These meetings
were held in the Benjamin Franklin Hotel,
Philadelphia, and on the roof garden of the
Chatham, Pittsburgh.

A trio of enthusiastic meetings were con-
ducted by the Churchill Drug Co. at their
branch houses in Peoria, Burlington and Cedar
Rapids. The Harbison Mfg Co., of Kansas
City, held nine local gatherings over a wide
territory.

Pacific Coast retailers assembled in Los
Angeles, where the Yale Radio Electric Co. in-
tends to hold similar affairs annually. Meet-
ings were also held in San Francisco, Portland
and Secattle.

Paxton & Gallagher, Omaha distributors,
have plans !aid for a series of meetings sunilar
to those of the Harbison Co., of Kansas City.

_Ne;w FFada Radio Line Has

Been Introduced to Trade

Dealers in Metropolitan District Inspect Models
in Exhib.t in Pennsylvania Hotel—New Cone
Type Speaker Announced

Dealers in the metropolitan district had an
opportunity to inspect the new Fada radio line
at the Pennsylvania Hotel, New York City,
during the week of july 19 to 24 The entire
line of 1927 receivers and speakers was on dis-
play and was fully demonstrated to the visiting
retatlers.  Steelman, Inc, the Triangle Radio
Supply Co. and the Victory Electric Supply
Co., metropolitan district distributors for Fada,
co-operated with the officials of F. A. D. Andrea,
Inc., in making Fada week a success.

A new cone type speaker, which is said to
embody a new principle in design, has been
announced to the trade by F. A. D. Andrea,
Inc. Specializing since 1923 in tuned radio fre-
quency neutrodyne receivers, this is the first
scason that Fada has undertaken the marketing
of a separate loud speaker, and it is presented
as a companion piece to the Fada 1927 line of
radio receivers. It has a circular cone, mounted
on a decorative metal base of bronze effect.

The Myers Corp. Adopts
Special Tube Kit Plan

The Myers Radio Tube Corp., of Cleveland,

. is prepared to furnish special tube kits for
all prominent circuits and makes of receivers.
Fach kit is especially adapted to the particular
circuit in which it is to be used and the tubes
are marked to denote the positions they are to
occupy in the set, such as detector, radio fre-
quency, etc. Of course, tubes for universal
use in all circuits, made and marked for the
functions they are to perform, are still avail-
able to the trade.
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Many live prospects, not only for PALS and Regals, but also
for your regular lines of records and other merchandise will be
brought into your store by these attractive displays, beautifully
executed in seven brilliant colors.

In addition to the displays, multi-

color price tags and other advertising W

materials, all designed to increase N— W PORTABLE ‘
I &Y 3 ; 3P

your sales, are furnished gratis to
dealers featuring the Pal, Regal and
Kompact Portables.

We will send you free cuts of the
Pal, Regal and Kompact for your
advertising. Our advertising de-
partment will be glad to assist you
in making up and laying out your
advertisement.

PLAZA MUSIC COMPANY
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(For West and South add 109%)

(Canada $17.50) (For West and South add 109%)

(Canada $25.00)

(For West and South
add 109%)
(Canada $35.00)

Real profits are now being made by those dealers who are
featuring the Pal, Regal and Kompact Portables. With
this complete line they are able to fill the requirements of
all their customers - - from those who want the best in
portable phonographs to those who prefer the popular
priced machines.

If you act quickly you will still be able to get your share of
the big summer and vacation demand for these machines.

i

10 West 20th Street, New York, N. Y.



The Talking Machine World, New York, August 15, 1926

FARER AR A AR A MY

LET'S FACE THE FACTS!

Modern business has an axiom that “to stay where you are,
you have got to run like the devil!”

Now, far-fetched as it sounds, that is wirtually true.
Analyze the highly aggressive and ambitious programs of busi-
ness all about you—from refrigerators to petroleum—and you
will immediately appreciate, Mr. Victor Dealer, that a legiti-

mate battle 1s in progress for just one thing, the Consumer’s
Pocketbook.

And so it i1s with us in the Orthophonic Victrola and Com-
bination Radiola business. We are in the race and our com-
petition 1s not alone in the music line—not merely hair nets,
chewing gum or automobiles, either—it is the competition of
the sum total of all these things!

Realize then, Mr. Victor Dealer, that your and our very
existence is predicated on the amount of intelligent and liberal
application that is put into our jobs. Talk alone is of no
value. Advertising has its function. But again that is no
cure-all.

What we need, and must have to justify our existence,
1s 1ntensified scllmg effort—door-to-door canvassing, prlvate
and public demonstrations, sales promotional campaigns of
every effective sort—all for the purpose of proving that Victor
Product should have priority over other necessities and
luxuries! And only because of its educational, entertainment
and constructive value!

In view of all this, selling Victor Product today—and with
full regard to its vastly superior merit—is a real job in the
fullest meaning of the word. The services of proprietor,
manager and clerk are all imperative. That's the order of
modern business, the order of the day!

Now then, don't wilt—just work and win!

C. BRUNO & SON, Inc.

351-353 Fourth Avenue New York

1834—Over 92 Years of Dependable Service to the Music Trade—1926
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W. J. Haussler Elected First President of

New Talking Machine Wholesalers’ Ass'n

Outlines Reasons for the Formation of the Association in a Statement to The World—Empbhasizes
Value of Association in Bringing About Better Conditions in the Industry

Co-ordinated effort, mutual understanding
and a get-together spirit among those engaged
in similar enterprise is obviously of the utmost
importance. For a considerable period numerous
talking machine wholesalers have been desirous
of having an organization of their own, so
that they may measure up with their brothers
in other branches of the music industry. Ac-
cordingly, at an informal meeting of talking
machine distributors from all parts of the coun-
try, held at the Walt Whitman Hotel in Cam-
den, N. J., on Tuesday, July 13, the suggestion
was broached to their fellow distributors. French
Nestor, of the French Nestor Co., Jacksonville,
Fla., presided as acting chairman, and the
thought of the association and the wisdom and
advisability of its formation was presented to
the attending wholesalers. After due delibera
tion it was the unanimous decision of those
present that the need of an organization of this
character was quite in order. Accordingly, the
necessary organization committees were formed
to draft a constitution and by-laws, and upon
the report of the nomination committee the fol-
lowing officers were elected: William ). Hauss-
ler, of C. Bruno & Son, Inc., New York, pres.
ident; George C. Beckwith, of the George E
Beckwith €o. Minneapolis, vice-president; F.
W. Davidson, of the Perry B. Whitsit Co., Co-
lumbus, secretary, and Harry G. Koerber, of
the Koerber-Brenner Co., St. Louis, treasurer.
{n addition to the officers the board of direc-
tors of the new organization will consist of
French Nestor, of the French Nestor Co., Jack-
sonville, Fla ; J. Newcomb Blackman, Blackman
Talking Machine Co., New York; Joseph C.
Roush, Standard Talking Machine Co. Pitts-
burgh; Lester Burchfield, Sanger Bros, Dallas,
Tex, and John Elliott Clark, John Elliott Clark
Co., Salt Lake City. The new organization has
not as yet been named. This was postponed
purposely in order to give time for the selection
of the most appropriate name. Letters have
been sent out to members asking for their sug-
gestions in the naming of the association, in
selecting the one most applicable and clearly
defining in some manner the national character
of the organization, a name that will hold good
for time to come.

William J. Haussler, who has been honored
with the presidency of the new organization, is
splendidly equipped for this important post.
As vice-president and general manager of two
large organizations in the music field, C. Bruno
& Son, Inc, Victor distributors, and M. Hohner,
Inc., manufacturer of harmonicas, Mr. Haussler
has displayed rare executive ability and has
contributed materially to the growth of both
organizations. His untiring efforts as chief
executive of the National Musical Merchandise
Association are nationally known and through
his wise counsel the association has accom-
plished much that is of value to its members and
the industry.

In an interview with The Talking Machine
World regarding the newly formed organiza-
tion, Mr. Haussler, as president, stated:

“The reason for the formation of an associa-
tion of this character is so self-apparent as to
need no explanation. The dignity of the busi-
ness demands it. The retail dealer likes to
know that there is a strong organization among
the distributors which he deals with that will
indirectly but materially benefit the business in
which he is engaged. The value of an associa-
tion whose activities are devoted in the right
channels has been indisputably proved. The
remarkable success of business in this country
can be attributed strongly to the concentrated
efforts of associations of this character. To my
mind the unfortunate lack of personal contact
among wholesalers of Victor merchandise in the

past has resulted in a considerable loss of busi-
ness which might have been otherwise obtained.
I am convinced of not only the lucrative results
but many otherwise highly beneficial returns to
be obtained. The e¢xchange and interchange of
ideas among those who are mutually and vitally

W. J. Haussler

nterested will be exceptionally valuable and of
benefit to all. The aforementioned, in short, ex-
plains and justifies this new organization of
talking machine wholesalers.

“My personal ambition, and I feel that it is
analogous with the ideas of associated mem-
bers, is to lend all possible assistance, con-
scientious effort and co-operation to the logical,
effective and most profitable manner of mer-
chandising. We want to be accused of having
done real intelligent selling work, so that both
the manufacturer and the retail dealer may
know that a real job has been well done. 1
fully realize that flowery words and conversa-
tion itself will not bring this about. Our ambi-
tion can only be realized to a full measure by

applying oursclves.  We can arrive at new
sclling ideas and new ereative thoughts that will
causc and force the consumer to buy our prod
ucts agaiust the diversion of dollars into outside
channels. After all, it must be¢ admitted that
outside industries are making a strong bid for
the consumer’s dollars and so we in the talking
machine and radio business mu-t realize that
our competition lies mostly in products outside
of the music industry, rather than in it. W
will endeavor to bring about a better condition
throughout the music industry among talking
machine, radio and small goods dealers and
the jobber and imanufacturer as well to mecet
this outside coinpetition, and will be ready to
lend a helping hand toward the achievement of
constructive work that will make the association
well worth while and its bencfits widespread.

Blan Fis| Germanikadio
Exhibition in September

Plans are rapidly nearing complction for the
Third Berlin Radio Exhibition tu be held in
Berlin, Germany, September 3-12, according tu
advices received from the Berliner-Messe-Ant,
which has the management of the affair. The
leading European manufacturcrs of the radio
industry are expected to exhibit. Through the
unique construction of the radio hall and
through its radio-technical and acoustical equip-
ment, such as sound-proof rooms, indoor
aerials, etc., it will be possible for every ex-
hibitor to demonstrate his products in actual
use. The transmitting companies will demon-
strate the whole technical process of the broad
casting service in special studios where the
foremost German artists will co-operate. There
will be many other interesting features.

C. J. Timms Made President

Clarence J. Timms at a recent meeting of the
board of directors of the General Instrument
Corp. was elected president and director. Mr
Timms was connected with the Aluminum Co
of America, from which he has resigned to take
up his new duties.

T. D. Mariner's Music House of Reno, Nev
has moved to temporary quarters at 223 North
Virginia street. This concern is one of the
leaders in the talking machine business in this
section of the State.
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THE ORIGINAL 10-RECORD NEEDLE PUT UP IN ATTRACTIVE COUNTER DISPLAYS

A N E

tACH NEEOLE CHEN- )
ICALLY TREATIOTO
PRAOLONG THE UFE
OF YOUR RECORDS

15¢USA

PROTECT YOUR RECORDS B8Y USING

THE ORIGINAL TEN TIME NEEDLE
(CACH NETOLE CURRANTEED TO PLAY TEN RECOROS ONANY PHONOGRAPH)

20¢ CANAQA

\ arackace OF
Caa M) 50 NEEDLES

lequivacent To
[l 500 orDINARY
I/ sTceL neEOLES

GIVES YOU 1509, PROFIT
Also Jazz, Concert, Petmecky and Best Tone Phonograph Needles

WALL-KANE NEEDLE MFG. CO0., Inc., 3922—14th Ave., Brookiyn, N. Y.
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Order 7ow —
there’s a
clear road ahead

[n any race, only the man who plans ahead can win. The
radiodealer has had a great handicap, because the future was
too full of doubts,and advance planning was a gamble. This
1s no longer true—not for the RCA Authorized Dealer.

The RCA dealer knows today the models that he will have
[, for sale straight through the year. He is fully protected
against a price-drop. He can order now—make his plans
for his fall and winter business—be ready a jump ahead
of the man-who-can’t-take-a-chance!

Put in your fall orders— for the whole season—
right now—and get deliveries when you want

them. Write us now for help in your advertising

plans. The big RCA campaign is ready in advance.

You can plan your tie-ins now!

Au

thorized |
Dealer
l

The sign that niarks the
leading radio dealer in
every community.

RCA LOUDSPEAKER 104 RADIOLA 20 RCA LOUDSPEAKER 100 RADIOLA 30

CA-Radiola

MAKERS - OF - THE - RADIOTRON e}

MADE - B
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Sell

RCA Radiotrons are the
year-round, bread-and-
butter business of the re-
liable radio dealer.

J
~ Ll

Sell better reception

Sell bigger power

Sell longer distance
—with RCA Radiotrons

RCA-Radiotron

?) M ADE BY THE THE RADIOTLA |
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iminating Mechanical ldeas in Selling

More Talk of Music, Greater Knowledge of Recordings and More
Demonstrating Are Necessary for the Upbuilding of Retail Profits

“We live in a mechanical age.” Doubtless
everyone has lheard this ad nauseam. How-
ever familiar, nevertheless the really important
point is its actual insignificance to most of us.
We so take for granted the facts around us that
we seldom stop to inquire whither they are
leading us or what influence they have upon
our own occupations and habits of thought. In
this case most of the talk about the machine
age is fallacious. Yet we allow ourselves to be
coverned by it

l.et us consider the selling of the phono-
uraph. One could hardly bring up a more per-

fect example of extent to which the worst falla-
cies of the mechanical age have obtained a hold
over our minds. We take the phonograph for
granted so much that we scarcely stop even to
think that it is a mystery and a wonder. That
a flat disk of shellac and a diaphragm of mica
or of aluminum or newer products should be
the means of bringing into every home all the
music of all the world has come to be a fact
so familiar that one actually meets men who
suppose that there is no longer any romance or
any novelty in the phonograph business, which
indeed they seem to think has now settled down
into a sort of steady sober pace of middle-aged
walking. Of course if the mechanical age were
as far advanced as it is supposed by some to
be, the phonograph might by now have come
to the end of its resources, to be scrapped in
favor of something better, as 1s the way with
worn-out machines. But our not yet
wholly or even predominatingly mechanical, al-
though it seemns to be all of that.

Certainly we live among machines. Certainly
too, most of us have fallen under the influence
of machines to such an extent that we come to
base all our ideas of business upon mechanical
principles. Thus, we come to imagine that the
mental processes by which men and women
arrive at decisions to buy or not to buy can be
controlled by purely mechanical stimulants.
Just because a machine can be designed to per-
form certain functions when it is fed with cer-
tain specified standardized fuel, so our business

age is

and advertising experts often seem to think that
sales can be stimulated or depressed almost at
will by the mere application of external sug-
gestion based upon the wholly mechanical idea
that man responds to one standardized specific
stimulus only. That stumulus is price.
Americans Not Price Chasers

‘The American people are noted among all
people for the tendency to think in terms of ma-
chinery, but they are also noted for the tendency
to apply the thought in the reverse direction.
For instance, no one can quarre! with American
ingenuity, persistence and inventiveness in busi-
ness; but one may quarrel with the mechanical
habit of measuring achievement in money only.
Because of this strong tendency, this passion, in
fact, American buyers unconsciously tend, in all
matters of which they have not personal expert
knowledge, to rush after the thing which is
most expensive or after the man who most
loudly proclaims himself an expert. Hence
\merican buyers arc nutoriously easily stung.

Now when it comes to phonograph salesman-
ship, the ordinary machine thinking simply will
not work. The mechanical stimulus of price wili
not work simply because phounographs are not
vssential either to the maintenance of natural
life or to one of the secondary necessities such
as transportation. If evervone had to have a
phonograph, then the price would be the first
consideration with the masses of the people; al-
though even here we note in the parallel case
of the clothing industry that wherever social
values intrude price again becomes secondary to
themn. In other words, onc bnys the best
clothes one can, because there is a social value
in good clothes.

Social Value

It is this social value and not the mechanical
stimulus of price which brings about demand
for musical tnstruments, or for anyv other of
what might technically be called the luxurious
as against the physically essential things. And
vet, although this 1s surely obvious enough to be
universally recognized, one is constantly find-
ing business men making the mistake of sup-

Isolantite—There is nothing else like it.
materials on the market each with its individual claims and qualities,
advantages and disadvantages.
possess some of the qualities found in Isolantite, not one of them has
all the qualities and advantages of Isolantite.

|SOLANTITED

PRONOUNCED EYE -SO-LAN-TITE
There are numerous insulating

While a few of the insulating materials

Dielectric strength over 30.000 volts per mill. of thickness.
Crushing strength 60,362 pounds per square inch,
Heat resistivity approx.mately 2.700 degrees F.
Unusual resistivity to sudden temperature changes.

Absolutely immune to ail commercial acids.

ALL TYPES AT
PUBLIC DEMAND PRICES

SX 201 A $2.00
SX 199 2,25
SV 199 small 2,25
SV 199 large 2.25
SX 112 5.00
SX 120 2.50
SX HiMu 3.00

Supertheon Half 4.00
Supertheon Full  5.00

in Canada slightly higher.,

Positive uniformity of characteristies,
Absolute homogeneity without flaws or pores.
Hardness second only to that of a diamond.

Non-porous—will not abserb moisture.

Heat conductivity approximately equal to carborundum.

SUPERTRON
TO MAKE SUPERTRON THE BEST

Supertron is ISOLANTITED thruout—That’s the answer.

BARS NO EXPENSE

Fidl Detalls on Request

SUPERTRON MFG. CO., INC.—HOBOKEN, N. J.

Chicago Office, 30 N. Decarborn St.

SUPE

A SERIAL NUMBER GUARNTEE
The Foremost IndependentTube T cAmerica

Frprort Dept., 220 Broadway, N. Y. C.

RTRON

posing that sales can be created and maintained
by actually denying these values, or at least
ignoring them.

Or, if any one says that all this is too ab-
stract, I can make it very clear by saying that
the phonograph and its records are sold be-
cause and just in 50 far as their buyers see in
them a specific use for entertainment or for
musical education. Buyers do not buy phono-
graphs or records because of their price or be-
cause it is the thing to have them; but solely
because, if and when, they like that which the
phonograph gives, which is music.

It should therefore seemn that a little more
talk about music might be in order.

The Fundamental Policy

I am not suggesting that all the retail poli-
cies of the talking machine industry are dic-
tated by price. On the other hand I know per-
fectly well that the manufacturcrs certainly are
wise enough to see the policy they should pur-
sue, and to try to pursue it. What I am com-
plaining about in the sales methods of the re-
tailers is their insistence upon the hypothesis
that the motives which prompt the buyving of
talking machines and records are the same mo-
tives which prompt the buying of groceries.
Iiven if they were, which they are not, we
should be hard put to it to understand why a
fancy package of groceries sells at a much
highe¢r price than the same groceries without a
package. Yet it is so.

That is why talking machine salesmanship
has to emancipate itself from the facile but
wholly futile pursuit of mechanical ideas, which
may be all right for other lines of selling but
are hopelessly disappointing and illusory in our
line. \What is needed is more talk of music and
more knowledge of records, more demonstra-
tion and more enthusiasm for what the talking
machine does.

Magnavox (Co. Plans Big
Advertising Campaign

Spectacular Advertising Campaign to Feature
These Radio Products

OARLAND, CaL, August 5—The Magnavox Co.,
manufacturer of Magnavox radio equipment,
has arranged for the coming Fall season one
of the most spectacular advertising campaigns
ever used by a manufacturer of radio apparatus.
Ten full pages will be used in the Saturday
Evening D’ost, some color pages, during Sep-
tember, October, November and December. In
addition feature advertisements will appear in
the Literary Digest, Radio News, Atlantic, Re-
view of Reviews, Golden Book, World's \Work,
Harper’'s and Scribner’s.

This use of mediums means a combined cir-
culation of over 5,000,000 and many more mil-
lion readers, and covers every type of worth-
while prospect. When it is taken into consid-
cration that there are 6,700,000 income tax
pavers and Magnavox advertising reaches five-
sixths of this number, the magnitude of the
campaign is realized.

The use of the above-inentioned mediums was
decided upon so that all classes would be in-
formed of the desirability of Magnavox. The
Saturday Evening Post to attract the average
middle-class population, the professional and
executive types through the Literary Digest,
the radio fan through the Radio News and the
community ~ leaders and . the wealthy class
through the other six publications.

Al of the advertisements will help sell both
~ets and speakers, but each advertisement will
feature one or the other.
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The REXOPHONE

Brass Tone Arm
Equipped with the REXOPHONE Reproducer

\

W

A Jewel
Quality Product

Standard length 10", but can be made up
in 9 or 95" lengths on special orders.
Price nickel finish $15.00; quadruple
gold-plate finish $20.00. Quantity prices
on application.

The Rexophone Tone Arm is the development of many months of hard work, with the
single ideal—Perfection regardless of any other consideration. In this remarkable tone arm
we have incorporated every improvement and refinement that will help to increase the tonal
quality and volume. There isn't an ounce of theory in the whole tone arm. No Surmise.

Nothing Experimental. It is built on knowledge. Made of the finest instrument brass by

skilled artisans. It is the last word in respect to high grade appearance, as well as perfect

volume and tone quality.

Patent No. 1419913 SIDE VIEW

Other Patents Pending

JEWEL PHONOPARTS CO.

150-160 Whiting Street Chicago, IlI.
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Tune In
Station WBBM, 226 Meters

The Stetvart-Warner Air Theatre
Sunday—12:30 to 2:00 P. M., 4:00 to

6:00 P. M., 8:00 to 10:00 P. M.

Monday—12:01 to 3:00 A. M., 4:00 to
7:00 P. M.

Tuesday—4:00 to 6:00 P. M., 8:00 to
12:00 P. M.

Wednesday—4:00 to 6:00 P. M., 8:00
to 10:00 P. M.

Thursday—12:01 to 2:00 A. M., 4:00 to
6:00 P. M., 8:00 to 12:00 P. M.

P
e

7

i = — i/ i |'§ - ‘
Friday—4:00 to 6:00 P. M., 8:00 to e . e -,}h&\\
10:00 P. M. X ' ‘ &i@@\\@é\%
Saturday—4:00 to 6:00 P. M., 8:00 P.M. Mg6§ 0%00 % (lé)
to 2:00 A. M. : Model 320
$400.00

TWELVE MITLLION PEOPLE ARE TODAY
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Unit Radio

‘I‘Jet the Dealer himself tell you-
I'M GOING TO MAKE REAL MONEY THIS FALL’

“I've been granted an exclusive Stewart-Warmer
Radio Franchise. I'm concentrating on the Stew-
art-Warner line.

“My business is good—and it’s getting better all
the time. Stewart-Warner Radio is made right,
sold right, priced right. The line is complete—
it fills all the requirements of my trade.

“And because Stewart-Warner is back of it, I can
sell it with full confidence. I'm in no danger
of price-cutting, unloading, the yearly-model
nightmare, or any other trade practice that might
prevent me from making an honest profit.

“Yes, and that isn't all. I know that Stewart-
Warner will never put any halif-developed, im-
perfected, trick merchandise on the market.
They don’t do business that way—they’ve got
a twenty year reputation to uphold. When they
add something new to the line, I can bank on
its being thoroughly tested and proven before
it ever leaves the factory.

....... =

Model 40

Reproducer

$25.00

E Model 310
$175.00

“Stewart-Warner is giving me the kind of co-
operation that only a great big, substantial
concern can give. National advertising all
the year 'round—window displays and other
dealer helps that actually do help build my
sales—a wonderful broadcasting station,
WBBM, the Stewart-Warner Air Theatre,
that’s on the air 365 days a year with programs
that build up a world of good-will and public-
ity for Stewart-Warner- Radio! Where else
could I get that sort of selling assistance? It can’t
be beat, I tell you.

“I'm definitely hooked up with Stewart-Warner
and I'm all set {for the biggest business I've

. ”
ever had. Y E e

How about you? Are you “all set”? A few
exclusive Stewart-Warner Franchises are still
available. If you think you can qualily, get in
touch with us at once.

STEWART-WARNER SPEEDOMETER COR’'N
1824 DIVERSEY PARKWAY. CHICAGO, U.S. A.

Model 325
$75.00

Prices slightly higher West of the Rockies

S I NG

S TEWART-WARNER

PR ODUCTS
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Important Matters Scheduled for Meeting
of Federated Radio Trade Association

Next Meeting to Be Held in Detroit on Sixteenth and Sesventeenth of This Month—Two Dele-
gates From Each APﬁlxated Assoc’'ction to Be Present at the Convention

The Federated Radio Trade Assocmlxon, an
association of the existing State and territorial
radio trade associations, will hold its next
meeting in Detroit, Mich., on the sixteenth and
seventeenth of this month.

Two authorized delegates from each asso-
ciation will constitute the corporate body for
the transaction of all business, while large
numbers of the members of the various asso-
ciations will attend the meetings.

Of particular interest will be the question of
trade-ins to be presented and discussed by N.
C. Beerend, of the Wisconsin Radio Trade
Association, and a code of ethics for radio ad-
vertising by Harry LaMertha, of the St. Louis
Radio Trade Association. A period will also

Record
reakers

O U R profits

Frank Elliott a re in the

won the Culver City, Cal., speed- tubes that SELL
way race, 250 miles, Nov. 29, 1925. —not in the
Average 12787 miles per hour. ghelf - warmers.

Five world's records are claimed

for Elliott in this race. Settlng a new

mark in their
field, sales of
Gold Seal tubes
are the sensation
of the radio mar-
ket.

Are You
Getting
YourShare
of This

Business?

Yes, it is partly
the superior mer-
its of Gold Seals
but it is also the
famous Gold Seal
merchandising
policy that is
making Gold Seal
dealers enthusi-
astic.

GOLD SEAL
RADIO TUBES

Better tone and hetter volume—last twice as

long as ordinary tubes.
set!  All Standard Types.

Increase Your Profits With
Gold Seals

Write today for full details of the Gold Seal
line and of our unusual merchandising policy—
(c])f xlmportance to every jobber, distributor and
ealer.

Easy Gold Seal Selling

Ample stocks—prompt service—No delays.

. Prices guaranteed against reduction.

. Containers permit testing without removing.
National advertising and attractive dealer
helps.

5. Quick replacement guarantee service.

Gold Seal Electrical Co., Inec.
250 Park Avenue New York

ALL TYPES
GSX and G.S. 201-A G SX and G. S.
List Price. S"_Oﬂ
G SX and G 199
List Price, S" 25
6 S 199 Large liase
Tist Price. $2.25

Try a full set in your

R N

120
List Price. §2.50
HIGH FOWER

G S X 112 List
Price, £6.50

-

N (GO -'wgm

he Perfect |
. Gold Seal

Radio Tubes

be designated for a meeting of the radio show
managers of the associations present. [ore-
casts of the business for the season will be
made and studied, the Federated School for
the Training of Service Men at Detroit will be
mspected, plan of organization for local hsten-
ers’ clubs mapped out, standard form of cus
tomer’s receipt for installation of <ets adopted.

Detailed arrangement of the meeting to be
held in Detroit is under the direction of H. H.
Cory, secretary and treasurer of the Federation,
at 301 Tribune Annex, Minneapolis. Mr. Cory
15 the executive secretary and treasurcr of the
Northwest Radio Trade Association.

There are over thirtv different Radio Trade
Associations in  the United States at the
present time and about twenty of them are ex-
pected to have their delcgates present to par-
ticipate in the conference at Detroit.  Large
delegations are planning to drive through from
Indiana, I[llinois, Wisconsin and Minnesota.
The Michigan Association, which is acting as
host to the convention, has promised all the
allurements and entertainments that the dele-
gates and visitors are able to crowd into a two-
day session.

The time of the year for the Detroit conven
tion is felt to be particularly significant as it is
just before the opening of the heaviest radio
selling period of the year. Principles and
policies for the carrying on of the business on
an even keel will be laid down for the benefit
of the member associations. Following the two
previous meetings of the Federation at Minne-
apolis and Chicago the affiliated associations
and the trade at large have expressed unani
mous approval of the work the Federation is
attempting to do.

Trade Improves in the

Salt Lake City District

Dealers and Wholesalers Report Improvement
in Business and Express Optimism Over the
Outlook for Fall—Trade Activities

Sarr Lake City, Utau, August 4.—The talk
ing machine business in Salt Lake City and
Utah during July was much better than normal
for this season. Every one called upon reported
a substantial increase over 1925 and the years,
at least, immediately preceding it. Of course,
this is due to the great interest that has been
aroused in the improved instruments which have
been placed on the market during the past eight
or nine months, an interest that shows no sign
of lagging at present.

Fred A. Bain, of the John Elliott Clark Co,,
local distributor, said their business was "far
ahead of other Summers.”” Mr. Bain said this
was the case not only in instruments, but in
records as well. Business at the Brunswick
branch is reported brisk. There was a big de-
mand for the new machines, and also for rec-
ords. They were behind on their orders, it
was stated.

Manage: 7
distribntor here for the Columbia,
phonngraph man who is delighted with the way
busi:ess is coming along.

‘‘'he crop situation is much improved as a
result of the heavy rain storms of a week ago.
Generally speaking, the industrial outlook in
Utah for the Fall is very satisfactory.

G. C. Spratt, manager of the Brunswick Co.,
and Paul Anderson, cashier, are back from short
vacations. John Elliot Clark is back from an
Eastern trip during which he visited the Victo:
factories.

George McClellan, formerly with Glen Bros.-
Roberts Piano Co.'s local store, has taken charge

Yalzell, of the Columbia Stores Co,
1s another

of the talking machine department of the com-
pany in Grand Junction.

A new music store has been opened in Brig-
ham City by C. C. Watkins and Ralph Sarager.
They will carry phonographs, among other
things.

Portable phonographs have sold better in Salt
Lake City this Summer than in previous years.
Some very good window displays have had
much to do with this.

J. C. McClain, of the Utah Music Co.,, who
has been ill for a long time, is around again.

Oscar Olsen, phonograph salesman for the
Daynes-Beebe Music Co. for several years, is a
benedict.

Brunswick Orchestra Is

Big Hit in Kansas City

Charley Straight and His Orchestra Playing at
Hotel Called “Dance King of K. C.”—Local
Brunswick Branch and Dealers Tie Up

Some time ago Charley Straight and His
Orchestra, Brunswick recording artists, signed a
contract to appear at the Muehlbach Hotel in
Kansas City for a period of six weeks, but
long before that time had elapsed the manage-

e

Charley Straight and His Orchestra

ment of the hote! prevailed upon the orchestra
to stay for at least six more weeks. Playing
three times daily for the dance in the after-
noon, for dinner and the evening dance,
Straight's Orchestra is drawing the greatest
crowds this hotel has ever seen, and Charley
has been crowned the “Dance King of K. C.

The Kansas City branch of the Brunswick Co.
is not allowing this great opportunity to go by
without notice—in the tobby of the Muehlbach
a giant replica of a Brunswick record, some five
feet in diameter, tells everyone that Charlev
Straight is a Brunswick artist and that any
Brunswick dealer will gladly play his records.
Window display tie-ups also have created pub-
licity and sales.

This comprehensive tie-up has resulted in a
most unusual volume of sales of the records by
this artist, especially his two latest, “That’s \Why
I Love You” and “Her Beaus Are Only Rain-
bows” and “Deep Henderson” and “The Hobo's
Prayer,” and in demonstrating them on the
Panatrope many goods prospects have been
developed and some actual sales of the instru-
ment have been reported.

Throughout the count-y Brunswick dealers
are co-operating with the appearances of ar-
tists—\'incent Lopez in Buffalo, Nick Lucas in
Los Angeles., Ray Miller in Cincinnati—every-
where the dealers have advertised and lent
their co-operation to this very effective work,
and evervhere the reported results are “unusunal
volume of record sales,” according to reports
from the Rrunswick Co.

Stages Unique Demonstration

Baumer’s, talking machine store, of New
Rochelle, N. Y. recently arranged for the
showing of the Marion Talley Victor film at
the local Loew's Theatre. A demonstration
of the Orthophonic Victrola was given in con
junction with the showing of the film




The Tulking Machine 1 orld, New York, August 15, 1926

Empire Universal Tone Arms and Reproducers

Excel in Every Important Feature

It is an acknowledged fact that
the TONE ARM and REPRO-
DUCER are the most vitally im-
portant parts of the phonograph.

NEVER, before the advent of the
new EMPIRE and PREMIER
reproducers, have the rich reso-
nant tones, now found in the new
electrically cut records, been so
splendidly reproduced.

Order sample and test it out. It

will win you on merit only.

Quantity prices are low, and qual-
ity second to none.

Our new all-brass, continuous taper Tone
Arm, scientifically designed, especially for
machines equipped with the long amplify-
ing horns now used on the newest types of
Upright and Console phonographs.

Write for specifications. sample and prices

THE EMPIRE PHONO PARTS CO.

10316 Madison Avenue, Cleveland, Ohio

Established in 1914 W. J. McNAMARA, President

Patented 1925

REGISTERED U & PATENT OFFICE

111

As the old saying goes, “no
imitation is as good as the
original—ask the man with
the wooden leg.”

part of all Carryola Portables
—a splendid tribute by the
world’s largest manufacturer
of portables exclusively.

The ADD-ATONE Repro-
ducer has been “copied”—but
only ADD=ATONE has pat-
ent-protected features of work-
manship, design, and tone

quality. ADD-ATONE is now

32 Union Square

ADD-ATONE will ADD new
tone quality to console and
upright phonographs. Manu-
facturers of these types of
machines are invited to wire
tor samples today.

UNIQUE REPRODUCTION CO.

New York
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For plain, every day eating, even for ordinary
Sunday dinners, chickens do very well. But for
the barbecue, for the feast, nothing compares with
plg or possum, roasted whole.

You know, and we’'ll concede, that there are lots

of ‘‘chickens” among portable phonographs.
Good, fair-enough machines, most of them, that

give good, fair-enough service.

But there's one that always brings home the
bacon. It stands out from the rank and file like
a searchlight among fireflies. Its reputation is

A
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nation-wide. It's accepted by music lovers as
standard. Its value is assured

There are reasons why the Carryola Master should
legitimately top the field. It's a tested product,
time-tried and proven. It has a tone that's the
envy of many a larger machine and a volume
that's ample for every purpose. It's strong and
light. It carries easily. It carries 15 full-size
records. It plays any make and any size.

It comes in four attractive colors besides black
—all Genuine Du Pont Fabrikoid. It's good-look-
Ing, easy to carry around, and it gives wonderful
performance.

If you don’t understand why the Carryola Master has
attained its popularity, get hold of one and try it out

he CARRYOLA COMPANY of AMERICA

647 Clinton Street

Milwaukee,Wisconsin




- Dealers

Profitably
Selling’

(4
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Dealers sell it on appearance. They sell it on
perfermance. Sell it because it is the accepted
standard of portable phonograph value. Millions
are being told every month about the Carryola
Master. It's the only portable that any manu-
facturer ever thought enough of to back up with
a national advertising campaign.

There's just as juicy a profit for you in selling
Carryolas, an accepted, nationally-known, easy-to-
move machine, as in any other. More than in
some. And they stay sold! They're chuck full
of big league performance.

You can sell a Carryola on the merits of its
splendid tone and big volume. Music dealers

passing up the opportunity of
their lives. You can build a big
business in Carryolas for they are
popular, and we intend to keep
them so.

Write for our proposition and de-
tails of the practical co-operation
we give to Carryola Dealers and

Jobbers.

The Talking Machine 117orld, New York, lugust 15, 1926

RYOLA MASTER

who are not selling Carryolas are

Fhe CARRYOLA COMPANY of AMERICA.

647 Clinton Street

Milwaukee,Wiscornsin
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a speaker new in principle—
revolutionary in theory—

unequaled in volume and
tone quality—

made entirely of bakelite—
unaffected by climatic condi-
tions.

Size
6x6x8
inches

You must hear it before buy-
ing any loud speakers.

List Price $2 500

(PATENTED)

The principle of RESO-
NANCE 1is the amplification
of sound waves by concentra-
tion.

It 1s a well-known fact that
if two phases of condensa-
tion of a sound wave can be
made to travel together the
sound will be amplified four
times. For four phases the
amplification is sixteen, etc.

In the RESONATA, a por-
tion of the sound waves, in-
stead of traveling straight
out, are deflected and led to
travel over a longer distance
(as shown in the above dia-
.gram, point C).

Those waves which travel
straight out, meet the de-
flected waves at a common
point of concentration D, at
or near the outlet of the
speaker, and travel together
as one amplified wave.

A great volume of amplifica-
tion is thereby obtained with
only a moderate swing of the
diaphragm, thus eliminating
the greatest cause of distor-
tion.

After eight years of original experiment and deep research

Dr. FLOYD S. MUCKEY

The Greatest Authority on Acoustics

Maj. HENRY G. OPDYCKE

The Foremost Vibration Engineer in this Country

have succeeded in perfecting a speaker new in principle—revolu-
tionary in theory and diametrically opposed to all the accepted
practices in loud speaker construction.

The RESONATA is designed on the natural principle of sound
amplification—RESONANCE—The sound waves are amplified
by means of a resonance chamber and expelled through a small
two-inch aperture similar to the human mouth.

The RESONATA has none of the shrillness or distortion of the
horn and none of the booming or overemphasis of low notes,
of the Cone. The entire range of tones i1s amplified evenly and
the result is a tone quality, purity and volume unequaled by any
other speaker on the market.

Jobbers and Dealers owe it to themselves to hear the RESONATA
before deciding on their loud speaker lines.

RESONATA CORPORATION OF AMERICA, Mfrs.

TECTRON RADIO CORPORATION

1270 Broadway New York

Sole Sales Agents

Distributors being appointed now—IWrite or Wire for Details.
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Sales Continue Good in
the Buffalo Territory

Portable Instruments in Marked Demand Among
Vacationists — Higher-priced Machines and
Records Also Enjoy Favor—Trade Activities

Burrato, N. Y, August 6—DPortable phono-
graphs have been moving in good volume in the
Buffalo district during the past month, cottagers
and tourists giving a great portion of their busi
ness to Buffalo dealers. These instruments are
in better demand this Sumnmer, on an average,
then they were a vear ago.

Record sales have bcen very good also. The
public, however, does not seem tempted by re-
duced prices as evidenced in the demand for the
newest thing in records and the slow-movin:
old Victor records, which have been drastically
reduced. There has been a notable increase in
the sale of high-class numbers by noted singers.
This applies to records issued by all manufac
turers.

“Our record business during the past three
months has been greatly in excess of that of
the same period a year ago,” George M. Jensen,
Brunswick distributor, said. “The new Light
Ray method of making records has been a won-
derful boon to our sales and we have had an ex-
cellent Summer trade.” Mr. Jensen said the
Panatrope is moving well throughout this terri-
tory, particularly in northern Pennsvlvania and
in sections of western New York, where it can
operate on a 60-cycle electric current. The Se-
ville model in the mechanical Brunswick, re-
tailing at $113, is said to be a leader in volume
of sales. In Buffalo, particularly at the store of
Denton, Cottier & Daniels, the Cortez model,
which lists at $300, is one of the most popular
models. The new Valencia mnodel, now being
exhibited at the Brunswick distributing offices,
1s the object of much favorable criticism and is
expected to be a money maker for dealers here
this Fall

Curtis N. Andrews, Victor jobber, expresses
great enthusiasm over the new line of Victrolas
which will be ready for Fall delivery very soon.

The Columbia exhibition recently held in the
Hotel Statler under the direction of J. W. Han-
nah, manager of the local distributing offices,
aided by officials of the Cleveland office, was
exceptionally successful and was instrumental
in establishing the line with several new ac-
counts in this district. The new Columbia
Viva-tonal line is expected to be exceptionally
popular here.

The Carryola, distributed by the Iroquois
Sales Corp., has met a more active retail trade
than this jobber had anticipated. The national
advertising campaign carried on by the manu-
facturers is believed to have effected a great
portion of Carryola sales.

The annual outing of the Victrola Dealers’
Association of Western New York, held July
14 at the Buffalo Automobile Club, was largely
attended. In the baseball game between the
Curtis N. Andrews team, headed by J. Wills,
and the Buffalo Talking Machine Co.’s team,
headed by Dr. Woodworth, Mr. Wills' team
came out with flying colors, and a winning score
of 8 to 4. An cxcellent chicken dinner, served
in the club house, was followed by a dance that
kept many of the guests until a late hour.

Ray E. Clark, music and furniture dealer in
Kenmore, and Edison dealer for his territory,
died suddenly July 15 in his thirty-third year.
He was prominent in business and social circles
of Buffalo and his community. He was a di-
rector of the Buffalo Retail Furniture Associa-
tion, an officer in the Kenmore Business Men's
Association, and member of a number of civic
and social organizations.

M. O. Grinnell, sales manager of the Buffalo
Talking Machine Co., who was injured when
taking part in events at the Victrola Dealers’
Association outing, has returned to his desk.

Adam, Meldrum & Anderson employes en-
joyed their annual outing July 31, at Cascade
Park, N. Y.

Annual Stromberg- Carlson Sales Confer-
ence Featured Optimism Over Outlook

Salesmen in the United States and Canada and Branch Managers Gathered at Rochester Head-
quarters of the Company to Receive Instructions for the Coming Year—Entertainment

Real enthusiasm and determination to make
the coming year successful for the sale of
Stromberg-Carlson products marked the annual
sales conference of the Stromberg-Carlson Tele-

vice-president and secretary of the company. A
banquet was tendered the visiting salesimen and
branch managers by the Stromberg-Carlson ('n,
at the Rochester Club on Thursday evening.

Salesmen and Executives at Stromberg-Carlson Sales Conference Held in Rochester, N. Y.

phone Mfg. Co., which was held July 18 to 23
at the company's offices in Rochester, N. Y.

Practically all the salesmen working in the
United States and Canada, as well as all the
branch managers, were present to receive in-
structions for the coming year and to enjoy the
program arranged for them by the sales depart-
ment.

A feature of the session was an address and
demonstration by Ray H. Manson, chief engi-
neer of the Stromberg-Carlson Co., who spoke

n “Our Radio Development” and demonstrated
the audio filter and audio output transformer,
two new Stromberg-Carlson products, as well as
the 6-tube and new 5-tube receivers. Mr. AMan-
son laid great emphasis upon the ability of the
6-tube receiver to operate either on loop or an-
tenna, as necessity arises, and the other fea-
tures which make these receivers universal in
their application.

Stromberg-Carlson salesmen heard for the
first time the new 5-tube, shielded receiver and
were well pleased with the new line they are to
sell this season.

In the afternoon of the second day of the
convention an outing was held at Huntington
Hills, the Summer home of Wesley M. Angle,

Addresses by Major Klock, of the Gould
Storage Battery Co., and George R. Folds, pres
ident of the Cook Electric Co., brought the con-
ference to a close on Friday morning.

Two New Victrola Styles
Being Introduced to Trade

The Victor Talking Machine Co., Camden,
N. J.. has just introduced two very attractive
Orthophonic models. One is the Victrola No. 4-7,
whiclh is made in mahogany along the lines of
a wall cabinet, with spring motor and the Or-
thophonic tone chamber. It is priced at $125.
The Victrola No. 84 is larger than the 4-7, and
its lines are most artistic. It is made with
spring and electric motors and is priced at $225.
The first shipments of both instruments will be
made during August and dealers are eagerly
awaiting them.

The directors of Davega, Inc., which operates
a chain of music and sporting goods stores in
New York, declared a quarterly dividend of 23
cents per share on the common stock, pavable
to stockholders of record July 21, on August 2.

0

MOSES SMITH
Associate Editor

101 Milk Street

Watch for the new
Phonograph Magazine

PHONOGI
MONTHLY RE

AXEL B. JOHNSON
Managing Editor

First issue Sept. 1926

For sale at music stores and newsstands at 35 cents per copy or send your
subscription, $4.00 in U. S, $5.00 in Canada and foreign countries, to

The Phonograph Publishing Co.

Advertising rates furnished upon application

RICHARD G. APPEL

Literaryv Editor

Boston, Mass.
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Manufactured under patent applica [
tions of the American Bosch Mag-
neto Corporation and licensed also
under applicatione nf the Radio
Frequency Laboratories, Inc. . . .

The Cruiser 5 tubes—$100.

AMERICAN BOSCH

BRANCHES: NEW YORK CHICAGO DETROIT SAN FRANCISCO
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RADIO

ARMORED LINE

The soundness of Bosch Radio
policies 1s known to vou—and now we
announce the New Bosch Radio
Models—receiving sets which show a
most remarkable advance in home en-
tertainment. The Amborada — the
embodiment of perfect radio and
quality in furniture. It s a completely
armored and shielded seven tube re-
ceiver, of the utmost simplicity in
every detail of operation. There are
but two controls—a station selector

and volume control. Ample space 1s
provided for all batteries, chargers or
power units. INo antenna is necessary
with this new model. The Cruiser—
a compact, perfectly armored and
shielded five tube receiver.
plicity 1s expressed in the unified-con-
trol which gives the advantages of a
single station selector for powerful

Its sim-

stations, but when “cruising the air”
two dial tuning advantages are always
present—an important quality feature.

The Bosch Radio Line i1s complete—three re-
ceivers, five, six and seven tubes in a popular
price range. T'wo cone type reproducers—the
famous Bosch NoBattry and other items, com-
pleting a most desirable radio franchise for

vou. Are You the Man to Sell

The Famous
Model 16 at $150.

€5

The Amborada |}
7 tubcs—$310.

Bosch Radio? Regardless of
the radio you now carry, mvesti-
gate the Bosch line. Tell us
confidence about vourself, vour
business, your experience and
financial strength. We will tell
vou the direct benefits to vou,
of the new Bosch Radio plans.

All prices slightly higher, Colorado and West and in Canada

MAGNETO CORPORATION

MAIN OFFICE AND WORKS: -

SPRINGF IELD, MASSACHUSETTS
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:S_lilall_'fown Dealer Describes Methods
That Have Built Radio Sales Volume

Cornish Co. Is Located in a Town With a Population of Less Than 4,000 Inhabitants, but This
Has Not Stopped the Firm From Going After Volume Radio Business and Getting It

Situated in a community in which the actual
residents number less than 4,000, the Cornish
Piano Co. of Washington, N. J., has had won-
derful success in merchandising radio receivers
and during the period of six mouths from Oc-
tober 1, 1925, to April 1, 1926, lhas sold $11,247.80
worth of radio merchandise. The reasons for
the <uccess of this dealer are varied, but the
principal ones are that one line is concentrated
upon; the potential market was -tudied before
any line was taken on and the merchandise car-
ried is within a price range which prospective
customers can pay; a definite system of servie-
ing and demonstrating was arranged and fol-
lowed, and last, but far from least, the bulk of
sales comes from outside men, with little de-
pendence being put on floor sales. Tn a letter

Mr. Edison Man:—

Never Say

“KANT,” sy “KENT”

The KENT No. 1

With “S” Sound Box for playing lateral
cut records on the Edison Disc Phono-
graph has outsold all competition.

Bought for thelr re-
sale and playlng value
by thousands of dealers
and Jjobbers for over
10 years.

Write for catalog of complete line

Reg. U. S. Pat. Off.

F. C. KENT CO.

Irvington, N. J.

to the Atwater Kent Mfg. Co., reproduced be-
low, the Cornish Piano Co. outlines the reasons
for its success.

“We are just closing our third season of
handling Atwater Kent products. We are lo-
cated 1n a small comimnunity which showed 3,400
people at the last official census, and which
to-day has possibly 3800 people We do not
maintain a retail store in the ordinary sense of
the word, but depend very largely on soiicita
tion for our radio business.

“An analvsis of the sales records of our local
<alesman show that from October | to April 1,
a period of six months, he disposed of $11,247 80
wo.th of radio merchandise. This was made up
alimost exclusively of Atwater Kent sets, of
wh'ch between seventy-five and eighty were
sold complete with accessories.

“We believe that this is a very good showing
for the size of the community in which we are
located and may prove a mark for some of your
other small-town dealers to emulate.

“There are several definite principles to whicl
we have held fast, and which we believe have
contributed largely to whatever degree of suc
cess we may have attained.

“(a) e selected a mmoderate-priced set to fit
the needs of this community, which is a town
almost solely of manual workers. The Atwater
Kent was within the price limit of our prospec-
tive customers.

“(b) The concentration of our sales effort
on one make of set. The retailer who con
tinnally changes his lines gradually leads the
public to believe that he himself is not sold ou
the merits of the goods which he handles. By
handling Atwater Kent almost exclusively for
three scasons the public has learned to believe
in the stability of our merchandising policy,
and, what is even more important to us, has
learned to associate the name Atwater Kent
with our organization.

“(¢) The consistent use of newspaper space
during Winter and Summer to keep our name
before the buying public. These advertise-
ments have largely taken the shape of short
reading articles, and very seldom said much
about the merchandise we offer. \We consider
them valuable in maintaining general interest
in our activities.

“Servicing. Our installations are guaranteed
for period of one year. Adjustments on
tubes are based on an active life of one year;
that is, if a tube lasts eight months, the cus-
tomer pavs eight-twelfths of the price of a new
tube. On “B” batterics the initial installation
i< adjusted on a three months’ basis, but on re-
placement batteries we give no definite guaran-
tee of life. We attempt to take care of all
<ervice calls within twenty-four hours. We rec-
ommend to all customers the purchase of hy-
drometers and voltmeters in order to be able
to test their own batteries, we also recommend
the purchase of chargers. In this way we greatly
decreasc thie number of service calls and do not
consider the cost of service to be an item of any
consequence.

“Tnstalments. We sell at full list price, and
add an $R00 instalment charge on model 20.
Terms: 20 per cent down, balance over a pe-
riod of ten months. Between 35 per cent and
40 per cent of our business is cash business, the
balance being instalment business. Instal-
ment sales are made against leases, except
where the customer is a property owner. We
make a point of telling our customers that
leases are held in our own office and our private
dealings with them are not subject to the
«crutiny of inquiring bankers.

“Demonstrations. Two vears ago practically
cvery customer received a demonstration at our
factory warerooms. To-day we have approxi-

WATCH

for the

Announcement
of the

NEW

AMPLION

| LINE

| THE AMPLION CORPORATION
' OF AMERICA

Suite C, 280 Madison Avenue. New York
Amplion Corp. of Canada, Ltd., Toronte

mately 150 Atwater Kent sets in this commu-
nity of less than 4,000 people. Practically every
one has heard the Atwater Kent in the home of
some friend and during the past season we made
not over five or six demonstrations at our fac-
tory. We permit two or three days’ trial, but
sometimes extend this period if weather condi-
tions are unfavorable. We made it a point to
send our salesman or expert installer to wvisit
the customer the first night of the installation
We have had less than 5 per cent of returns of
sets on trial, and have had only three sets re-
turned during a period of three years as the re-
sult of sales lost to other makes of sets.”

Two New Products Put Out
by Mutual Phono Parts Co.

Mutual Saxo Tone Arm Being Introduced—
Bet-a-Tone Reproducer in Development

The Mutual Phono Parts Mfg. Corp., New
York City, well known as the manufacturer of
Mutual tone arms, sound boxes and the Saxo-
rhonic reproducer, has added two new products
to its already well-rounded-out line of tone arm
and sound box combinations.

The new tone arm has been called the Mutual
Saxo tone arm, and with its “S” shaped for-
mation represents the newest development in
tone arm construction, differing radically from
every other number in the Mutual line. The
Mutual Saxo tone arm is fitted with the new
Bet-a-tone reproducer. This addition to the
sound box line is of the modern tvpe of construc-
tion and this tone arm and sound box combi-
nation is being offered at an exceptionally pop-
ular price, and is destined for use in portables
as well as upright machines.

The Mutual Phono Parts Mfg. Corp. also
has in development a new Bet-a-tone reproducer
with a <ound amplifier extending from the side
of the reproducer. A. P. Frangipane, secre-
tary and general manager of the company, pre-
dicts that this new product will rapidly gain
for itself wide recognition among reproducers
of this tvpe. Peak production at the Mutual
factory continues. Among recent visitors to
New York was M. S. Levinson, of the Player-
tone Co. of Pittsburgh, who spent much time at
the Mutual plant while here.

In New Home

The branch store of the Me¢Dowell-Castator
Music Co., of Enid, Okla., which was located
in the A. J. Powell Building in Cherokee for
the past month, has been moved to Alva in the
same State.
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Aggresswe Brunswmk Dealers Cashed in

on the Eucharistic Congress in Chicago

Brunswick Recording of the St. Mary of the Lake Seminary Choir Featured by Dealers With
Result That Many Thousands of These and Other Recordings Were Sold to Visitors

When the Eucharistic Congress brought over
a million visitors to Chicago it created an
opportunity for Brunswick dealers in view of
the fact that it 1s on Brunswick records that
the actual participants of the Congress are re-
corded. The St. Mary of the Lake Seminary
Choir, the official Choristers of the Congress,
have made two records. "Oremus Pro Ponti-
fice Nostro” and *“O Salutaris,”—the other,
“Jesu Dulce Memoria” and “jubilate Deo,”
and the 30,000 parochial school children who
sang the “Mass of the Angels” at Soldiers’
Field on the opening day of the Congress re-
corded the “Kyrie,” “Sanctus’ and
from that mass.

Oune of the most effective plans adopted
was the idea of John Dragomeir, proprietor
of the Evanston Brunswick Shop, who drove
his truck to Mundelein, where the closing sery-
ices of the Congress were held and which at-
tracted practically all of the visitors and
thousands of natives of Chicago, and arriving
there the night before the festivities began he
set up his booth, and prepared for what he
anticipated would be a great rush on the Coun-
gress records the following day.

During the entire morning, as the thousands
of pilgrims began pouring into this beautiful
little town on the outskirts of Chicago, Drago-
meir played his records and attracted much
attention. \When Dragomeir wearily checked
his stock at the eud of the day his investiga-
tion disclosed that he had sold fifteen hundred
records.

The Fair, Chicago Loop dcalers, played the
records consistently in their department with
attractively worded signs to tell the story, and
Ed Cosgrove, phonograph manager of that

“Benedictus”

store, reported a sale that surpassed any pre-
vious sules records.

Lyon & Healy arranged a most attractive
window display with the main feature a greatly
enlarged picture of the choir and it drew a
great amount of attention and consequently
many sales.

All the Brunswick dealers in the city of Chi-
cago and the outlying towns reported sales
that greatly surpassed their fondest hopes and
they voted unanimously that the Eucharistic
Congress was a huge success insofar as their
business was concerncd.

Indeed, the progressive dealer finds many
opportunities to promote the sales of his prod-
uct and this particular instance is an cxcellent
example of such activity and its results.

Two New Radio Sels Are
Announced by Bosworth Co.

Cincinnati Radio Manufacturer Rounds Out
Line by the Addition of New Models—Bos-
worth Radio Representatives Appointed

Two new radio sets, known as Models B-2
and B-3, have just been announced by the Bos-
worth Electric Mfg. Co., of Cinciunati, O. The
type B-2 is a five-tube set with two stages of
radio frequency and the type B-3 is a six-tube
set with three stages of radio frequency. Both
models have two tuning controls, but the B-3
set is virtually a single control set because the
two control discs are coupled together by a
friction clutch arrangement. Another new item
being marketed by the Bosworth Co. is a ma-
hogany radio table.
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The company recently made several addition
to its sales organization in the following terri

tories
The Kowfeldt Co., 529 South Seventh strect,
Minncapolis, has Dbeen appointed Boswarth

representative in the territory comprising Min
nesota, Wisconsin, North and South Duakota
and the northern penmnsula of Michigan

Detsch & Co., 555 Turk strect, San Francisco
Cal, have been appointed as West Coast rep-
resentatives.  This company also maintains
branch offices at Denver, lLos Angeles, Portland
and Spokane.

The Chicago Radio Apparatus Co, 415 South
Dearborn street, Chicago, has been appointed
Bosworth jobber in the Chicago territory

J. H. Lyte, Narberth, Penn., has been ay
pointed representative in the Philadelphia ter
ritory, comprising eastern Pennsylvania, part of
New York, State of Maryland and Washington,
D. C.

E. A. Hoyt, 25 West Broadway, New York
City, has been appointed representative in the
metropolitan district

The Bosworth Sales Organization is headed
by Joseph Gerl, formerly of the Colonial Radio
Corp., Loug Island City, N. Y.

Summer Radio Programs
Continue to Please Public

Joan Ruth, soprano, formerly of the Metro-
politan Opera Co., was among the guest
artists recently assisting Allen McQuhae, tenor,
and the Atwater Kent Orchestra in the Sum-
mer season Atwater Kent Sunday evening pro-
grams. Joau Ruth appeared before the micro
phone on jJuly 25.

On August 8 Nicholas Berezowsky, director
of the Atwater Kent Orchestra, also appeared
as violin soluist in addition to conducting this
orchestra. Live Atwater Kent dealers still are
tying up with these programs, promoting ter-

No. 78
Price $270

ity, and it tunes with zip and pep!

Number 78 Console is a masterpiece--rich two tone walnut, beautifully fin-
ished--a design of exceeding grace and charm.

complete tonal range possible.

The Oriole franchise offers unusual dealer-jobber co-operation.

it now.

Sales Dept .
THE ZINKE CO.

1323 S. Michigan Ave.,
Chicago, 11l

od New Creation in Radio
Q% TRINUM CIRCUIT

RAD’IO moves on--and the Oriole Trinum Circuit {fully patented] now
offers a basic departure--the only known means of overcoming the many
difficulties in the old tuned radio frequency arrangements. Greater selectiv-

Here is a supremely fine instrument.

est of the public.

JRlOLE

R]ECEIVERS

Two speakers offer most

Werite for

Manufactured by
W-K ELECTRIC CO.,
Kenosha, Wis.
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ORTHO-SONIC

{

D_l Five tubes. Wet or dry battery

type. Balonced, tuned radio fre-

quency. Centralized control. Very selective
ond sensitive. Genuine mohogany cabinet,

mahogany lined. Finish, rich brown.

D’S CON S OLE iIIusgfued.

Specially designed and finished to motch
D-10 Ortho-sonic. Ample spoce for oll

batteries. Equipped with gliders.

E_lo Six tubes. Wet or dry battery
type. Balanced, tuned radio
frequency. Single control without loss of
effictency. Extremely selective. Maxiinum
receiving ronge. Rugged, oll-metal con-
struction—will last a lifetime. Illuminated
scole—acts as pilot light. Perfect contrel
of volume. Beautiful brown mahogony
cobinet—rosenood inlay. Well finished.
Satin texture.

E-5 CONSOLE ;...

Specially designed and finished to inotch
E-10 Ortho-sonic. Ample spoce for oll
batteries. Equipped with gliders.

A_lo Five tubes. Wet or dry bottery
type. Bolanced, tuned rodio

frequency. Rich brown mahogany finish.

Federal stondard ports throughout.

F'l Seven tubes. Wet or dry battery

type. Bolanced, tuned rodio fre-
quency. Designed for use with loop only.
Single control without loss of efficiency.
Maxinium selectivity— long range recep-
tion. Rugged, all-metol construction—will
last a lifetsime. Illuminated scale— acts as
pilot light. Perfect control of volume.
Beautiful mahogany cabinet. Vermillion
inlay. Finish rich brown—satin texture.

F'S CONSOLE iIIusﬁsated.

Specially designed and finished to match

F-10 Ortho-sonic. Ample space for oll

botteries. Equipped with speciol rubber-
tired casters.

New beauty in

Every radio retailer handling Federal
Ortho-sonic Radio last season knows to
his profit how extraordinary was the
acceptance won by these sets.

The Ortho-sonic circuit, found in Fed-
eral sets only and now fully protected
by patents, brought in tones more beau-
tiful and true to life than all others. It
gave something entirely distinctive. It
set a new and higher mark in radio-
tone perfection.

Now comes another Federal achieve-
ment—in sets distinguished by a beauty
and individuality of design never before

‘offered in radio sets.

Six Additional Popular Priced
Models and Four Custom-Built

These models are made to retail at $75
10 $400; four custom-built models (not
thown) will retail at $500 to $1000.
This gives you in the Federal Line a
radio set that will satisfy every individ-
ual preference and price requirement.

Note here the new designs. Where
did you ever before see evidence of such
real furniture craftsmanship in radio?
Rich hardwood finishes, inlays, hand
carving, lovely duo-tone wood effects
on the outside; and on the inside, a cir-
cuit perfectly shielded, as ruggedly con-
structed, as beautiful in its every detail
as the cabinet so superbly housing it—
such is the quality of these new sets
which also include

Sz'ng/e-dial Control

The new models are operated either by
a single dial or a centralized control.
Any station can be broughtin clearly by

Federal () RTH O
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the Federal line

the mere twist of the wrist. Never be-
fore has such range, power, selectivity
and ease of operation been combined
in one radio set.

And remember, behind all is the re-
sponsibility of an organization of engi-
neers whose reputation for wireless,
telephone, and navy radio extends back
over twenty-five years. Radio sets that
never will be “orphaned.”

Far-reac/;iug National
Advertising

Federal Ortho-sonic Radio is backed by
a powerful national advertising cam-
paign that will reach millions of homes
this coming season with the Ortho-sonic
story of quality and value.

In addition, to this, all Federal retail-
ers get the benefits of newspaper adver-
tising which send buyers directly to the
stores for the Ortho-sonic demonstra-
tions. Then too, there are special tie-up
ads for retailers.

If you are not already in line with
Federal, write the Federal wholesaler
serving your territory. Ask for prices.
Find outaboutthe month-in-and-month-
out profits, the factory and wholesaler
co-operation given every Federal retailer
on our S & S list, the sales and advertis-
ing service matched by no other manu-
facturer. Find out about the liberal dis-
counts allowed, the protection given
Federal retailers, the freedom from all
signed contracts and red tape.

If you do not know a Federal whole-
saler, write us. Let us give you the facts.
FEDERAL RADIO CORPORATION, Buffalo, N.Y

(Division of Federal Telephone and Telegraph Co.)
Operating Broadcast Station WGR at Buffale

SONIC i

Reg. U. S. Pat. Off.

D‘40 Five tubes. Wet or dry battery
type. Balanced, tuned radio
frequency. Centralized control. Built-in
speaker. Latest acoustical design. Deep,
rich tone quality., Receiver compartment
slides out to install tubes. Genuine walnut
cabmet. Ample space for all batter ies.

E_40 Six tubes. Wet or dry battery
type. Balanced, tuned radio
frequency. Single control »ithout loss of
efficiency. Extremely selective. Maximum
recetving range. Rugged, all-metal con-
striction—will last a lifetime. Illuminated
scale— acts as pilot light. Built-in speaker.
Latest acoustical design. Receiver com-
pa tment slides out to install tubes. Gen-
uine walnut cabinet artistically antiqued
and inlaid with rosewcod. Ample space
for all batteries.

F 40 Seven tubes. Wet or dry battery
- type. Balanced, tuned radio fre-
quency. Designed for use with loop only.
Single control without loss of efficiency.
Maximum selectivity— long range reccp-
tion. Rugged, all metal construction— »ill
last a Lifetime. 1lluminated scale—acts as
pilot light. Exceptionally large butlt-in
speaker. Latest acoustical design. Cenu-
ine walnut cabinet, artistica'ly antiqued.
Inlaid with vermillion. Ample space for
all batter:es.
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The fundamental exclusive ciecutt
making possible Ortho-sonic_re-
producdion is patented under U. S.
Letters Patent No. 1,582.470.
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POSSIBILITIES

MACHIN

{Eo170r’s NOTE —This is the sixtieth of a series of
articles by William Braid White devoted to the various
interesting opportunities which prevail in the domain of
education for the retailer of talking machines. The subject
is one of great interest and we commend these articles to
the consideration of all who are devotinyg attention to the
featuring and developing of the musical possibilities of the
talking machme]

The Industry s New Trend

The article in this series which appeared in
the April issue, with the t.tle “Voices of Yes-
tervear,” has provoked some most interesting re-
actions from readers of the ‘Talking Machine
World. Particularly I should like to mention
an extremely suggestive letter which I have re-
ceived from George Oman, of 4513 Ravenswood
avenue, Chicago. Mr. Oman tells me that he
possesses a large number of records made by
great voices many years ago, in the early days,
and that he would be very much interested in
obtaining, from any source whatever, some
records by cither of the two famous de Reszke
brothers. 1 suppose that no pair of voices
the world has ever known were quite so near to
absolute perfection in their way and for oper-
atic purposes as these two. It was not, perhaps,
only their voices, it was probably quite as much
the remarkable personalities of the two men
Edouard was, to my mind, the greatest oper-
atic basso of modern tunes and Jean certainly
the most engaging and fascinating of all tenors.
The two brothers made the American opera
seasons of thirty years ago brilliant as they
have never, so 1 think, been since their day.
Edouard as Mephistopheles and Jean as Faust
made an unbeatable combination.

Mr. Oman wonders whether I am right in
saying that both the de Reszke brothers made
records. Surely Edouard appeared on Columbia
discs many years ago, and, unless I am much in
error, Jean also recorded, but I think that this
was in Europe only. However, neither of the
great brethren impressed his voice on the wax
until he had passed his prime and was beginning
to think of retiring from the stage. Nevertheless,
a record by either should be regarded s a rarity
much to be desired.

The Queenly Nordica

AMr. Oman tells me that he has a dozen
records by Lillan Nordica. There are sull
some¢ Nordica records listed in the Fnglish cata-
logs of Columbia and the 1926 American cata-

log now contains three of her recordings, one
from Tristan (the Love Death), one from La
Gioconda, and Cadman’s Sky Blue Water. The
number 1s unhappily very small in either edi-
tion, for which one cannot but feel lively re-
gret. Nordica was the greatest \Wagnerian
soprano of her day, and as Brunhilde was, 1
think, unsurpassed. 1 can remember well the
last time I heard her, which was at Carnegie
Hall at one of Walter Damroscl’s Wagner con-
certs 1n 1910. She sang, with the orchestra, the
Immolation scene at the end of the Twilight of
the Gods, and even there, on a platform in an
afternoo.: gown and without the slightest aid of
scenery or costume, she spellbound her audi-
ence. Nordica was a queenly woman as well as
a splendid singer. She was queenly in a day
when both in dress and manner women could
be queenly, before flappermania had killed
grace of mien and loveliness of speech alike.
Nordica has passed away, and the world is the
poorer for her passing.

Mr. Oman says he has a dozen Nordica
records. \Vhere did he get them? And why
were they not all retained in their catalog by
the original recorders? Can any one imagine
a more foolish move than to scrap the per-
manent preservations of a voice like hers?

The New Trend

And whilst we are on this subject, I should
like to mmake some suggestions to readers who
find themselves interested in this, the higher side
of the talking machine’s activities. There must
be hundreds, nay, thousands, of men and
women who for years have becu slowly gather-
ing together large and well-chosen collections
of records. These men and women comprise
probably no more than a respcctable minority
among the great mass of record buyers; but
together they could, and should, exert a very
large influence. Now the tendency at present
mmost  powerfully operating throughout the
phonograph industry is the tendency towards
better recording of better music. I do not know
how many readers of this department are ac-
quainted with the simply wonderful Master-
works edition which the Colunibia people have
been putting out during the last year, but I
do know that nothing finer has ever been done
in all the history of record making and sell-
ing. There are many rcecord collectors who are
<t1ll miles behind the times in respect of the

more recent achievements. It is in a good
many ways most unfortunate that for a long

time “talking machine record” meant simply
“four minutes of operatic tenor or soprano.”
With all due respect to the Carusos, the

Plancons, the Scottis, the McCormacks, the
Tetrazzinis, the Galli-Curcis, the Macbeths and
the rest of that brilliant galaxy, there was, at
one time, just a little too much insistence upon
them. But to-day all that is changed. The
talking machine is coming forward as the pre-
server and reproducer par excellence of great
music played by great, verv great, instrumental
ensembles and soloists. \Whole operas are al-
ready in existence and, at least in the British
and European catalogs, may be had in some
variety. It is no longer a question of being
afraid to record a complete work. Look at
Columbia with its whole symphonies by
Brahms, Beethoven, Mozart, Cesar Franck
and Dvorak. Look at the great Choral
(Ninth) Symphony done in English by British
Victor and German by Vocalion. Look at the
magnificent series of Wagnerian records, giving
all the high spots of the Ring, in English, by
British Victor and now publishe